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About This Document
The Gannett Healthcare Group corporate brands 
have been redesigned to align with the brand identity 
system adopted by Gannett Co. Inc. GHG’s product 
brands also have been redesigned to apply a con-
temporary look that more accurately represents the 
progressive nature of the company. An identity system 
has been created that includes new a new Signature 
system for corporate rands and an Endorsement 
System for Product Brands. The following is a compre-
hensive set of requirements for how these brand iden-
tity systems are to be managed and applied.

This document is a reference tool providing written and 
visual best-practice examples for correctly applying the 
identity system assets. When working with these assets, 
it is important to adhere to the guidelines to elevate 
awareness and ensure consistent brand expression. 
Note that these guidelines represent a living document 
that will periodically require updates reflecting changes 
to our business and brands.

If you have any questions about the application of 
GHG’s brand identities or the guidelines included here, 
please contact Noreen Francis, Creative Director, at 
847-490-6686 or nfrancis@gannetthg.com.



Gannett Healthcare Group Corporate Identity Guidelines   Version 2.3

4

Glossary
You will find the following words used frequently 
throughout these guidelines. Definitions are specific to 
this document and intended to provide a common 
understanding of content.

Wordmark: 
Refers to the proper name of our parent company, 
“Gannett”.

Standalone Signature: 
Refers to the proper names of our corporate brands, 
which consist of the words “Gannett Healthcare 
Group” or “Gannett Education” formally displayed in 
all sans serif letters in Logo format.

Endorsement 
Refers to the words “A Gannett Company” formally 
displayed in all capital letters in direct association with 
a product brand identity.

Co-Branding:
Refers to the physical display of the Standalone 
Signature in association with, or next to, a business 
partner or a Gannett Healthcare Group Product Logo. 
Also refers to the display of Product Logos in association 
with, or next to, other Product Logos.
 
Tagline: 
Refers to the words “where the nurses are” formally 
displayed in sans serif, lower-case letters for the follow-
ing product brands: Nurse.com, Nurse.com Nursing 
Spectrum, Nurse.com NurseWeek, Nurse.com The 
Magazine, Nurse.com specialty guides.

Logo Arches:
Refers to the stylized symbol of three arches used 
as an element of Product Logos.

Outward Facing Title Logo:
Refers of the use of the Product Logo acting as a title of 
the application on which it appears (e.g., Nurse.com 
Nursing Spectrum Logo on the magazine cover acts as 
the magazine’s title, Nurse.com Logo in the header of 
the website acts as the title of the website).

Publication Title Logo:
Refers to Product logos used for our publications. This 
includes Nurse.com Nursing Spectrum, Nurse.com 
NurseWeek, Nurse.com The Magazine, Nurse.com 
(Specialty).

Title Line:
Refers to letterforms used in the Production Title Logo 
that identify the publication. 

Logo Arches

Title Line
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Introduction
The corporate Signature System is comprised of four 
primary assets designed to ensure uniform expression 
of GHG brands. These assets include the Standalone 
Signature for corporate brands and the Product Logo, 
the Endorsement, the Tagline, and Co-Branded Logos 
for product brands.

When working with one or more of these assets, best 
practice requires all size relationships, distances and 
color arrangements to be maintained. It is through ad-
herence to guideline requirements and the consistent 
and uniform application of the brand assets that brand 
value is created.
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Standalone Signature
The corporate Standalone Signature refers to the 
Gannett Healthcare Group and Gannett Education 
logos. While the Gannett Healthcare Group logo is 
used across these guidelines for illustration purposes, 
all standards for the Standalone Signature apply to 
Gannett Education as well.

The Standalone Signature is designed for applica-
tion when direct expression of the corporation or its 
education division as singular unified entities is desired 
or mandated by physical limitations, e.g., podium or 
stage signage, architectural signage, promotional 
merchandise.

The Standalone Signature has been created to allow 
for maximum legibility and scaling (enlarging and 
reducing); it is provided as an .EPS file and should be 
used as a fixed piece of art. Individual letterforms have 
been carefully positioned, may not be altered and 
must always remain as one cohesive unit. Individual 
letters may never be reset, resized, replaced or in any 
other manner changed to alter the final appearance 
of the Standalone Signature.

It is not necessary to include the Endorsement with the 
Standalone Signature.
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Standalone Signature
Color
The Standalone Signature color is PMS 294 and is avail-
able in three formats: PMS (Pantone Matching System), 
CMYK (4-color process) and RGB / HTML. Each has a 
specific usage described below.

PMS 294:
The PMS version should only be used in applications 
where it is possible to produce or display solid 
Pantone colors. 

CMYK:
This version should be used for all applications printed in 
4-color process inks. 

Specific applications will require using a one-color 
version of the Standalone Signature. The black or white 
one-color Standalone Signature may be used when:

• The Standalone Signature color (PMS 294) does not 
   provide adequate contrast and legibility.

• The Standalone Signature appears non-complementary 
   when placed on a color background or photograph.

RGB/HTML:
This version should be used for all web applications 
and all applications where the Standalone Signature 
appears on screen.

KS

WS

PMS 294

Cool Gray 10

c100|m53|y2|k21

c26|m16|y9|k43

r0|g86|b150 
or #005696

r128|g127|b131 
or #807F83

c0|m0|y0|k0
r255|g255|b255 
or #FFFFFF

White

c0|m0|y0|k100
r0|g0|b0 
or #000000

Black
c0|m0|y0|k60 
r130|g130|b130 
or #828282 

Gray
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Standalone Signature
Clear Space
To maintain the integrity of the GHG corporate brands’ 
visual identity, it will be important to preserve a clear, 
unobstructed area surrounding the Standalone Signature. 
This area, known as Clear Space, is intended to eliminate 
visual disruption and distortion of the identity.

The Clear Space required around the Standalone 
Signature equals 1x the cap height of the “G” in the 
corporate Wordmark.
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Standalone Signature
Minimum Sizing
To ensure consistency, legibility and reproduction 
quality, adherence to minimum sizing is required. As one 
cohesive unit, the Standalone Signature may be scaled 
(enlarged or reduced) but should never be reproduced 
smaller than 35mm or 1.38” in total overall length. For 
screen use, this would be 100 pixels at 72 dpi.

The following example defines 
minimum acceptable sizing.

35 mm (1.38”)
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Standalone Signature
Unacceptable Usage
When working with the Standalone Signature, it is im-
portant that all applications adhere to the guidelines. 
Maintaining maximum signature legibility is critical for 
consistent brand expression.

The following examples visually depict various 
unacceptable uses of and modifications to the 
Standalone Signature.

Do not re-create the signature by
typesetting the words “Gannett ”

or “Healthcare Group”

Do not alter letter spacing.

Do not alter or replace fonts. Do not incorporate art
into the Signature.

Do not skew the Signature or scale
it disproportionately.

Do not use unapproved colors.

Do not apply strokes to
letterforms.

Do not alter size, position,  
or spacing relationships.

Do not alter baseline.

X
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Standalone Signature
Acceptable Usage
on Backgrounds
When placing the Standalone Signature on
photographs, graphics or color fields, care should
be taken to ensure optimum legibility.

The following examples visually depict acceptable
use of the Standalone Signature on various
backgrounds.

The preferred background for the full-color Standalone 
Signature is white.

It is acceptable to place the full-color Standalone Signa-
ture on light, neutral or pastel backgrounds.

If the Standalone Signature is placed on a solid color, the 
white solid Signature should be used.

If the Standalone Signature is placed on a PMS 294 
background, the white solid Signature should be used.

It is acceptable to place the full-color Standalone Signa-
ture on light, clean areas of photography.

If the Standalone Signature must be placed on a dark 
photographic background, use the white solid Signature.
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Standalone Signature
Unacceptable Usage
on Backgrounds
When placing the Standalone Signature on photo-
graphs, graphics or color fields, care should be taken 
to ensure optimum legibility.

The following examples visually depict unacceptable 
uses of the Standalone Signature on various 
backgrounds.

Do not place the Standalone Signature on busy  
graphic patterns.

Do not place the Standalone Signature on busy 
photographic backgrounds.

Do not place the full-color Standalone Signature on 
backgrounds that do not provide sufficient contrast.

Do not place the full-color Standalone Signature on 
conflicting colors.
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Introduction
The Product Logo System is comprised of five primary 
assets designed to ensure uniform expression of GHG 
product brands. These assets include the Product Logo, 
the Tagline, the Endorsement, the Outward Facing Title 
Logo, and Co-Branded Logos.

When working with one or more of these assets, best 
practice requires all size relationships, distances and 
color arrangements to be maintained. It is through ad-
herence to guideline requirements and the consistent 
and uniform application of the brand assets that brand 
value is created.
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Product Logo
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Product Logo
Introduction
The Product Logo refers to the various Gannett 
Healthcare Group product assets.

The  Product Logo has been created to allow for 
maximum legibility and scaling (enlarging and reduc-
ing); it is provided as an .EPS file and should be used as 
a fixed piece of art. Individual letterforms have been 
carefully positioned, may not be altered and must 
always remain as one cohesive unit. Individual letters 
may never be reset, resized, replaced or in any other 
manner changed to alter the final appearance of the 
corporate  Product Logo.

Examples of the Product Logo appear on the 
following pages.
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Product Logo
Full Color
The Product Logo consists of two colors: PMS 158 and 
Pantone Black 6. It is available in three formats: PMS 
(Pantone Matching System), CMYK (4-color process) and 
RGB /HTML. Each has a specific usage described below.

PMS: The PMS version should be used in applications 
where it is possible to produce or display solid Pantone 
colors.

CMYK: The CMYK version should be used for all printing 
applications using 4-color process inks.

RGB/HTML: This version should be used for all web 
applications and all applications where the Product 
Logo appears on-screen.

Art files for color Product Logos are provided as 
.EPS files.

PMS 158

Pantone Black 6

50% PMS 158

c0|m73|y100|k0

c0|m45|y60|k0

c15|m5|y5|k100

r242|g105|b34 
or #F26922

r250|g160|b100 
or #FAA064

r0|g0|b0 
or #000000
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Product Logo
Full Color Options
Specific applications may require use of varying colors  
in the  Logo Arches only (An exception is the Nurse.
com Logo, in which the “.“ MUST match the Logo 
Arches). Color for the Logo Arches should be chosen 
according to the colors of surrounding elements. The 
choice of color must provide adequate legibility.

All color used in the Logo Arches will be handled on a 
case-by-case basis and may require approval of the 
Creative Director.

The color of letterforms that create the Product Logo 
can not be altered without special permission of the 
Creative Director. Letterforms must remain black 
or white.

All varied, color Product Logos can be saved with the 
following naming convention as new .EPS files:

XX_CMYK_XXX-XXX-XXX-XXX.EPS
XX_RGB_XXX-XXX-XXX.EPS
XX_PMS_XXX.EPS

Example: If a Nurse.com Product Logo was created as 
a CMYK .EPS that used the color green having a break-
down of c-75 m-5 y-100 k-0, the name would be:
 
NCW_CMYK_75-5-100-0.EPS

c75|m5|y100|k0 c5|m5|y15|k100

r50|g150|b200 r23|g24|b28 

Acceptable Color Use

Unacceptable Color Use

Logo
color m

ode

color breakdown

NCW_CMYK_75-5-100-0.EPS

NCW_RGB_50-150-200.EPS

Do not change the color of the 
letterforms that create the Logo.

Do not use  colors that does that 
do not provide sufficient contrast.
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Product Logo
Full Color Options
Publication Title Logos must apply a color tint within the 
Title Line in order to clearly separate words. This must be 
a tint within the range of 30%-70% or 130%-170% of the 
Logo Arch color.

c75|m5|y100|k0

130% shade

40% tint

c5|m5|y15|k100

r50|g150|b200 r23|g24|b28 

Acceptable Color Use

Unacceptable Color Use

NCNS_CMYK_75-5-100-0.EPS

NCNS_RGB_50-150-200.EPS

Do not apply the same value color to the entire Title 
Line.

Do not use mix hues within the Title Line.
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Product Logo
Black & White 
Specific applications may require a Product Logo to 
be produced without the use of color. Black, white 
and grey scale versions of the Product Logo have 
been created. The application is dependent upon the 
background, and use of these versions must provide 
adequate legibility.

Art files for KS, WS and GS Product Logos are provided 
as .EPS files.

c0|m0|y0|k60

c0|m0|y0|k30

c0|m0|y0|k0

c0|m0|y0|k100

r130|g130|b130 
or #828282

r190|g190|b190
or #BEBEBE

r255|g255|b255 
or #FFFFFF

r0|g0|b0
or #000000
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Product Logo
Clear Space
To maintain the integrity of the Product Logo’s visual 
identity, it will be important to preserve a clear, unob-
structed area surrounding the Product Logo. This area, 
known as Clear Space, is intended to eliminate visual 
disruption and distortion of the identity.

The Clear Space required around a Product Logo 
equals 1x the x height (represented as “x”).

The following examples demonstrate the minimum 
Clear Space for the Product Logo.

x

x

x

x

x

x
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6.23 mm

6.23 mm

6.23 mm

Product Logo
Optimal Sizing
Product Logos have been  created and provided at the 
following optimal sizes. When possible, this size is the most 
desirable. Product Logos should only be used at the 
minimum size when absolutely necessary.

NCW 38.0mm  1.5''

NCNS 38.0mm 1.5’’

NCNW 38.0mm 1.5’’

NCTM 38.0mm 1.5’’

OT 32.8mm  1.3''

OTW 36.7mm 1.85''

PT 30.6mm  1.2''

PTW 44.5mm 1.75''

CE 28.7mm  1.15''

PR 45.6mm  1.8''

PRW 60mm 2.35''

Logo Width(mm) Width(in) Example (300dpi)
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Product Logo
Minimum Sizing (print)

To ensure consistency, legibility and reproduction 
quality, adherence to minimum sizing is required. As one 
cohesive unit, the Product Logo may be enlarged but 
should never be reduced below its minimum size.

A Product Logo should never be reproduced with 
a cap height below 5mm, or 0.2''.

The following list defines the minimum acceptable 
width of each Product Logo.

NCW 31.8mm  1.25''

NCNS 31.8mm 1.25’’

NCNW 31.8mm 1.25’’

NCTM 31.8mm 1.25’’

OT 27.4mm  1.10''

OTW 39.0mm 1.55''

PT 25.5mm  1.00''

PTW 37.0mm 1.5''

CE 24.0mm  0.95''

PR 38.0mm  1.50''

PRW 50.0mm 2''

Logo Width(mm) Width(in) Example (300dpi)

5mm

5mm

5mm

31.8mm
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Product Logo
Minimum Sizing (screen)

To ensure consistency, legibility and reproduction quality, 
adherence to minimum sizing is required. As one cohesive 
unit, the Product Logo may be enlarged but should never 
be reduced below its minimum size. Minimum sizing for on 
screen is different from that of print.

The following list defines the minimum acceptable 
width of each Product Logo when used for on-screen 
applications.

NCW 125px

NCNS 125px

NCNW 125px

NCTM 125px

OT 107px

OTW 153px

PT 100px

PTW 146px

CE 94px

PR 150px

PRW 196px

Logo LogoWidth(px) Width(px)Example (72dpi) Example (72dpi)
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Product Logo
Title Logos
Because of the various applications of the Publication 
Logos, a secondary version of the Logo has been 
created. Versions of Nurse.com Publication Title Logos 
were created for small format applications. Because 
of the varied weight required for legibility and visual 
balance, these Logos have both a minimum and 
maximum size.

For instances in which a Product Logo is needed at more 
than the maximum size of the normal Product Logo, a 
large format version has been created. This version is in-
dicated at the start of the naming convention, with the 
letters “LRG” prior to the Logo name. (e.g., LRG_NCTM_
CMYK.EPS) This Logo has been created for large format 
situations and should only be used when the normal 
version cannot. Do not use the LRG versions of these 
logos under 50mm or 2''. 

The examples provided here indicate the appropriate 
application according to size.

Less than 31.8mm (1.25’’) is below minnimum size for standard format

31.8mm (1.25'') is minnimum size for standard format

38mm (1.5'') is optimal size for standard format

50mm (2'') is maximum size for standard format

Greater than 50mm (2'') is above maximum size for standard format

50mm (2'') is minnimum size for large format

The large format can be scaled up without limit

NCTM_CMYK.EPS

NCTM_CMYK.EPS

NCTM_CMYK.EPS

NCTM_CMYK.EPS

NCTM_CMYK.EPS

LRG_NCTM_CMYK.EPS

LRG_NCTM_CMYK.EPS
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Product Logo
Title Logos
In order to insure proper usage, the following compari-
son is meant to visually identify the difference between 
the standard Publication Title Logo and the large format 
Publication Title Logo. They are shown at an oversized 
but equal width to make the differences as apparent 
as possible. The bottom example is an overlay of the 
two Logos showing the difference in Title Line size. The 
standard Logo has a larger Title Line to make it easier to 
read at smaller sizes. The Large Format Title Logo uses 
smaller letterforms with increased tracking in order to 
maintain a visual balance at a larger size. 

NCTM_CMYK.EPS

LRG_NCTM_CMYK.EPS
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Product Logo
Specialty Guide
A template for the Specialty Guide Logo has been 
created to insure consistency within the product brand-
ing system (Spec_XX_CMYK.eps). Because the Outward 
Facing Title Logo for specialty guides changes accord-
ing to the specialty, the template must be updated and 
saved as a new EPS document. All previous standards 
for Product Logos still apply. The diagram shows specifi-
cations for updating the  Specialty Guide Logo. Do not 
create this logo from scratch. Always use the template 
and always save the new Logo as a new document with 
the following naming convention:

Spec_PED_CMYK_2011.eps
Specialty

Year
color m

ode

/ S P E C I A L T Y G U I D E

Specialty Title 
Font: Century Gothic Std, Regular | Font size: 24pt 

Tracking: 400 | Kerning: Optic | Case: All Caps 
Color: Match Logo Arches 

(+/- Tint for two word specialties)

x

2x

Note: Make sure that the URL created by the Logo 
actually exists before creating the Logo.

/ C R I T I C A L C A R E

/ O N C O L O G Y
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Product Logo
Unacceptable Usage
When working with the Product Logo, it is impor-
tant that all applications adhere to the guidelines. 
Maintaining maximum Logo legibility is critical for con-
sistent brand expression.

The following examples visually depict various unaccept-
able use of and modifications to the Product Logo.

Do not re-create the Logo by
typesetting anything.

Do not alter letter spacing.

Do not alter or replace fonts. Do not incorporate art

Do not skew the Logo or scale
it disproportionately.

Do not apply colors to letterforms.

Do not apply strokes Do not alter size, position 
or spacing relationships.

Do not alter baseline.
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Product Logo
Acceptable Usage
on Backgrounds
When placing a Product Logo on photographs, graph-
ics or color fields, care should be taken to ensure 
optimum legibility.

The following examples visually depict acceptable
uses of the Product Logo on various 
backgrounds.

The preferred background for the color Logo is white. It is acceptable to place the full-color Logo on light, 
neutral or pastel backgrounds.

If placed on a solid color, 
the white solid Logo should be used.

If the Logo is placed on a PMS 158 background, 
the white solid Logo should be used.

It is acceptable to place the color Logo on light, 
clean areas of photography.

If the Logo must be placed on a dark photographic 
background, the white solid Logo should be used.
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Product Logo 
Unacceptable Usage
on Backgrounds
When placing a Product Logo on photographs, graph-
ics or color fields, care should be taken to ensure 
optimum legibility.

The following examples visually depict unacceptable 
uses of the Product Logo on various 
backgrounds.

Do not place the Logo on busy  
graphic patterns.

Do not place the Logo on busy 
photographic backgrounds.

Do not place the color Logo on backgrounds 
that do not provide sufficient contrast.

Do not place the color Logo on conflicting colors.
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Tagline
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Tagline
The Tagline has been created for maximum legibility 
and scaling (enlarging and reducing). It is provided 
as an .EPS file and should be used as a fixed piece 
of art. Individual words and letterforms have been 
carefully positioned, may not be altered and must 
always remain as one cohesive unit. Individual letters 
may never be reset, resized, replaced or in any other 
manner changed to alter the final appearance of the 
Tagline.

The Tagline may not be used as an independent asset, 
expressed or implied, for any other corporate or product 
brands. In specific circumstances, the Tagline may be 
used apart from Logos. Any such use must be approved 
by the Creative Director.

The Tagline may not be altered or parodied for use as a 
Tagline or in any form, unless approved by the Creative 
Director. (e.g. “where the stars are” or “where the fun 
is” cannot be used.)

The Tagline will typically be used on Outward Facing 
Title Logos (e.g. website header, publication covers) 
and will not appear on company letterhead, internal 
materials or where minimum sizing requirements restrict 
legibility, unless requested by the Creative Director. 

Discretion may be used in instances in which use of the 
Tagline would benefit company or branding objec-
tives (e.g., booth signage). Questions regarding dis-
cretionary use of the Tagline should be directed to the 
Creative Director.

To create a visual system that can be easily recognized 
as one cohesive element, a certain proximity must 
be maintained between the Logo and the Tagline. 
Because of this association through proximity, the 
Tagline may appear within the established Clear Space 
of the Product Logo. The Tagline, however, must main-
tain its own established Clear Space.
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Tagline
Color Usage
For Product Logo color standards see page 20-23.  
The recommended primary color for the Tagline is 
PMS Cool Gray 10. The Tagline color also may be 
changed to match the Logo Arch color of the Logo, 
when applicable.

The Tagline also may be displayed in a single comple-
mentary color to the product brand identity being 
endorsed, as shown in the following examples.
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Tagline
Clear Space
To maintain the integrity of the Tagline’s visual identity, 
it will be important to preserve a clear, unobstructed 
area surrounding the Tagline. This area, known as Clear 
Space, is intended to eliminate visual disruption and 
distortion of the identity.

The Clear Space required around a Tagline equals 
1x the x height (represented as “x”).

The following example demonstrates the minimum 
Clear Space for the Tagline.

Note: Clear Space for the Tagline can be measured from the X-height 
of the Tagline instead of the ascender when used with the Logo. This 
can be seen in the following example.

x

x

x



Gannett Healthcare Group Product Brand Identity Guidelines   Version 2.3

38

Tagline
Minimum Sizing
To ensure consistency, legibility and reproduction 
quality, adherence to minimum sizing is required. As 
one cohesive unit, the Tagline may be scaled (en-
larged or reduced) but should never be reduced 
below 40mm or 1.5''. On-screen use has a minimum size 
of 160px.

The following example defines minimum acceptable size.

40mm

160px

(Print)

(Screen)
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Tagline
Manual Placement
The layout for the Product Logo with Tagline is created 
manually and must follow all previously established 
guidlines, including minimum size, Clear Space and 
color use. 

To create a consistent look, the far lower right of the 
Product Logo has been determined to be the ideal 
placement of the Product Logo Tagline. The “e” in 
“are” should be aligned with the right side of the  
Product Logo base (i.e., the farthest right-side point 
that lays on the baseline of the Logo).  

Other Tagline positions are acceptable but must follow 
established guidelines.

x
x



Gannett Healthcare Group Product Brand Identity Guidelines   Version 2.3

40

Tagline
Unacceptable Usage
When applying the Tagline, it is important that all 
applications adhere to the guidelines. Maintaining 
maximum legibility is critical for consistent brand ex-
pression.

The following examples visually depict various unac-
ceptable uses of and modifications to the Tagline when 
used with the Product Logo.

Do not skew the Tagline or scale it 
disproportionately.

Do not alter or replace fonts.

Do not break the Tagline into 
individual elements
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Do not alter baseline.

Do not use conflicing colors

Do not break Tagline Clear Space 
or place over the Logo

Tagline
Unacceptable Usage
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Endorsement
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Endorsement
The Endorsement, “A GANNETT COMPANY,” is the 
best tool for identifying and acknowledging a direct 
association between the Gannett brand and GHG 
product brands.

The following pages depict a range of accept-
able ways in which to apply the Endorsement. The 
Endorsement may be integrated within or near a group 
of product brand identities being endorsed. 

The Endorsement will typically be used on Outward 
Facing Title Logos (e.g. website header, publication 
covers) and will not appear on company letterhead, 
internal materials or where minimum sizing require-
ments restrict legibility, unless requested by the Creative 
Director.

Discretion may be used in instances in which use of 
the Endorsement in connection with the Product 
Logo would benefit company or branding objec-
tives. Questions regarding discretionary use of the 
Endorsement should be directed to the Creative 
Director.

To create a visual system that can be easily recog-
nized as one cohesive element, a certain proximity 
must be maintained between the Product Logo and 
the Endorsement. Because of this association through 
proximity, the Endorsement may appear within the 
established Clear Space of the Product Logo. The 
Endorsement, however, must maintain its own estab-
lished Clear Space.
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Endorsement
Color Usage
For Logo color standards see page 20-23.

The recommended color for the Endorsement is PMS 
Cool Gray 10.

The Endorsement also may be displayed in a single 
complementary color to the product brand identity 
being endorsed, as shown in the following examples.
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Endorsement
Manual Placement
The Endorsement must be placed manually when its 
use is required. Endorsement placement must follow 
the established guidelines in the Endorsed Signature 
section of Part 1 of the Gannett Corporate Brand 
Identity Guidelines. 

For more information on the placement of the 
Endorsement, refer to the Gannett Corporate Brand 
Identity Guidelines, page 33-54.

x
x

x

x
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Endorsement
Manual Placement

x
x

x

x
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Endorsement
Unacceptable Usage
When working with the Endorsement, it is impor-
tant that all applications adhere to the guidelines. 
Maintaining maximum legibility is critical for consis-
tent brand expression.

The following examples visually depict various unac-
ceptable uses of and modifications to the Product 
Logo with Endorsement.

Do not skew the Endorsement or 
scale it disproportionately.

A  G A N N E T T  C O M P A N Y

Do not alter or replace fonts.

Do not apply the
Endorsement to small logos

Do not break the Endorsement into 
individual elements
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Endorsement
Unacceptable Usage

Do not alter baseline.

Do not use conflicing colors

Do not break Endorsment Clear 
Space or place over the Logo



Gannett Healthcare Group Product Brand Identity Guidelines   Version 2.3

49

Outward Facing Title Logo 
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Base Color Support Elements Title Color Tint Title Color

Outward Facing Title Logo
Nurse.com The Magazine Cover Logo:
Color example A.

When used on the Cover, the colors of the individual ele-
ments must be consistent with their respective groups.

177.8mm (7'')
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Base Color Support Elements Title Color Tint Title Color

Outward Facing Title Logo
Nurse.com Nursing Spectrum Cover Logo:
Color example B.

When used on the Cover, the colors of the individual ele-
ments must be consistent with their respective groups.

177.8mm (7’’)
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Base Color Support Elements Title Color Tint Title Color

Outward Facing Title Logo
Nurse.com Nurseweek Cover Logo:
Color example C.

When used on the Cover, the colors of the individual ele-
ments must be consistent with their respective groups.

177.8mm (7’’)
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Base Color Support Elements Title Color Tint Title Color

Outward Facing Title Logo
Nurse.com Header Logo:
Color example A.

When used on the web, the colors of the individual ele-
ments must be consistent with their respective groups.

266px
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Base Color Support Elements Title Color Tint Title Color

Outward Facing Title Logo
Specialty Guide Logo:
Color example A.

When used on the Cover, the colors of the individual ele-
ments must be consistent with their respective groups.

162.5mm (6.4'')
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Application Examples
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Application Examples
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Multiple hues within Logo
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Application Examples
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For eight months, Creative
DirectorNoreen Francis and
her five-personart teamhave
been a beehive of activity at
themagazine’s Chicago-area
headquarters.
Francis, her team

members and themagazine’s
editors poredover hundreds
of design ideas. The result of that effort is the
newNurse.comNursing Spectrum, the same
magazine nurses have trusted for more than
20 years in an updated format.
The project’s goals, according to Francis,

were simple. The aim of the magazine’s new
look is a fresh approach to the news, con-
tinuing education and opinions that nurse
readers have come to rely upon.
“Wewanted tomake it lookmodern and

streamlined,” said Francis, who has worked
in several roles with the art and production
teams since April 2005. “But we didn’t want
to lose the true meaning of the magazine.
We still wanted to have all of the up-to-date
nursing information, just presented in a new
way that’s intriguing to the reader.”
With a format geared toward ease of

reading, the magazine features a clean,
consistent look that offers more user-friendly
tools, such as helpful icons to direct readers
to more information.
“Even though it’s the same great content

we’ve always offered our readers, it was re-
warding to see it transformed,” Francis said.
“It’s still true to itself, but it’s a completely
different look.” •

BEHIND THE REDESIGN
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Busy graphic pattern background

Explore Career Opportunities
Earn Free CEUs

Refreshments
Door Prizes

08.11.11 - Houston, TX
08.25.11 - Burbank, CA
09.16.11 - Edison, NJ
09.30.11 - Santa Clara, CA
10.12.11 - Baltimore, MD
10.20.11 - Ft. Lauderdale, FL
10.25.11 - Chicago, IL
11.1.11 - Seattle, WA
11.9.11 - New York, NY  

Preregister online at nurse.com/events

20
11

Explore Career Opportunities
Earn Free CEUs

Refreshments
Door Prizes

08.11.11 - Houston, TX
08.25.11 - Burbank, CA
09.16.11 - Edison, NJ
09.30.11 - Santa Clara, CA
10.12.11 - Baltimore, MD
10.20.11 - Ft. Lauderdale, FL
10.25.11 - Chicago, IL
11.1.11 - Seattle, WA
11.9.11 - New York, NY  

Preregister online at nurse.com/events

20
11
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Color background without sufficient contrast

DEAR DONNA
SEMINARS
Presented by Donna Cardillo, RN, MA

C A R E E R  E N R I C H M E N T

Learn to Speak with Style for Fun and Profit
This program offers practical tips on how to improve your presentation 
content and delivery while helping you to develop con�dence and poise 

behind the podium, regardless of your level of speaking experience.
6.0 contact hours

Key course bene�ts:
 Deliver attention-getting openings  Add humor even if you aren’t funny 

 Keep your listeners interested and involved   Maximize your audiovisuals 
 Use speaking to promote your business or showcase your expertise

10/18/11  New York Stock Exchange – New York, NY

Early bird rate: $179 (available up to 21 days before the event)  
Regular rate: $204

REGISTER TODAY! Call: 800-866-0919
Email: ce@gannetthg.com   Nurse.com/Events

Gannett Education is accredited as a provider of
continuing nursing education by the American Nurses
Credentialing Center’s Commission on Accreditation.

Gannett Education is also accredited by the Florida Board 
of Nursing (provider no. FBN 50-1489) and the California 
Board of Registered Nursing (provider no. CEP 13213).

DEAR DONNA
SEMINARS
Presented by Donna Cardillo, RN, MA

C A R E E R  E N R I C H M E N T

Learn to Speak with Style for Fun and Profit
This program offers practical tips on how to improve your presentation 
content and delivery while helping you to develop con�dence and poise 

behind the podium, regardless of your level of speaking experience.
6.0 contact hours

Key course benefits:
 Deliver attention-getting openings  Add humor even if you aren’t funny 

 Keep your listeners interested and involved   Maximize your audiovisuals 
 Use speaking to promote your business or showcase your expertise

10/18/11  New York Stock Exchange – New York, NY

Early bird rate: $179 (available up to 21 days before the event)  
Regular rate: $204

REGISTER TODAY! Call: 800-866-0919
Email: ce@gannetthg.com   Nurse.com/Events

Gannett Education is accredited as a provider of
continuing nursing education by the American Nurses
Credentialing Center’s Commission on Accreditation.

Gannett Education is also accredited by the Florida Board 
of Nursing (provider no. FBN 50-1489) and the California 
Board of Registered Nursing (provider no. CEP 13213).

Application Examples
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Large format Logo in small format application

Application Examples

E D U C A T I O N  O P P O R T U N I T Y

Putting Diabetes Educators 
at the Top of the Class
Presented by: Tracey Long, RN, BSN, MS, CDE

Diabetes prevalence is rapidly increasing with 1,600,000 new cases of diabetes 
diagnosed every year. This comprehensive two-day seminar presents healthcare providers 

with the current knowledge about the diagnosis, pathology and treatment of diabetes 
mellitus. Eligible diabetes educators will also learn essential information to prepare for 

the National Certi�cation Board for Diabetes Educators (NCBDE) exam.

Key course bene�ts:
  In-depth review of diabetes mellitus      Prepare for the NCBDE exam

Early bird rate: $300 (available up to 21 days before the event) Regular rate: $350 

REGISTER TODAY! 
Call: 800-866-0919    Email: ce@gannetthg.com  Visit: Nurse.com/Events

Gannett Education is accredited as a provider of
continuing nursing education by the American Nurses
Credentialing Center’s Commission on Accreditation.

Gannett Education is also accredited by the
Florida Board of Nursing (provider no. FBN 50-1489) 
and the California Board of Registered Nursing
(provider no. CEP 13213).

June 27-28, 2011
RWJ Hamilton Center for Health and Wellness, Mercerville (Trenton), NJ

October 13-14, 2011
Donald E. Stephens Convention Center - Rosemont/O’Hare, IL

(must attend both days)

E D U C A T I O N  O P P O R T U N I T Y

Putting Diabetes Educators 
at the Top of the Class
Presented by: Tracey Long, RN, BSN, MS, CDE

Diabetes prevalence is rapidly increasing with 1,600,000 new cases of diabetes 
diagnosed every year. This comprehensive two-day seminar presents healthcare providers 

with the current knowledge about the diagnosis, pathology and treatment of diabetes 
mellitus. Eligible diabetes educators will also learn essential information to prepare for 

the National Certi�cation Board for Diabetes Educators (NCBDE) exam.

Key course bene�ts:
  In-depth review of diabetes mellitus      Prepare for the NCBDE exam

Early bird rate: $300 (available up to 21 days before the event) Regular rate: $350 

REGISTER TODAY! 
Call: 800-866-0919    Email: ce@gannetthg.com  Visit: Nurse.com/Events

Gannett Education is accredited as a provider of
continuing nursing education by the American Nurses
Credentialing Center’s Commission on Accreditation.

Gannett Education is also accredited by the
Florida Board of Nursing (provider no. FBN 50-1489) 
and the California Board of Registered Nursing
(provider no. CEP 13213).

June 27-28, 2011
RWJ Hamilton Center for Health and Wellness, Mercerville (Trenton), NJ

October 13-14, 2011
Donald E. Stephens Convention Center - Rosemont/O’Hare, IL

(must attend both days)
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E D U C A T I O N O P P O R T U N I T Y

The Meditation Specialist™ Competency Training Seminar
This is a complete course in the theory, science, and practice of meditation therapy.

Earn 36.0 contact hours per retreat.

July 28-Aug. 2, 2011 - Retreat 1
Build Your Foundation Skills

October 9-14, 2011 - Retreat 2
Expand Your Practice

Must attend both retreats for certi�cation. Retreat 1 is a prerequisite to retreat 2.
Certi�cation Program is an ANCC-accredited Nursing Skills Competency Program. Expiration date is November 2012.

How to Reduce In�ammation with Diet, Supplements & Meditation
The physiology of in�ammation and its causes; this course will shed light on what 
speci�c foods, supplements, and meditation practices will reduce in�ammation 

and promote healing. Earn 7.0 contact hours. September 8, 2011

Evidence-Based Meditation in the Clinical Setting 
This seminar provides practical application of state-of-the-art, scienti�cally 

proven clinical protocols of stress reduction to help patients heal faster.
Earn 13.5 contact hours. September 9-11, 2011

Program Questions?  Visit www.DrSusanTaylor.com.
Please visit Nurse.com/Events for locations 
& registration fees* for each seminar date.

*Early bird rates apply. REGISTER TODAY!
Call: 800-866-0919   Email: ce@gannetthg.com   Visit: Nurse.com/Events

Evidence-Based Meditation Seminars

Provided by Susan Taylor, PhD

Gannett Education is accredited as a provider of continuing 
nursing education by the American Nurses Credentialing 
Center’s Commission on Accreditation.

Gannett Education is also accredited by the Florida Board of 
Nursing (provider no. FBN 50-1489) and the California Board 
of Registered Nursing (provider no. CEP 13213).

E D U C A T I O N O P P O R T U N I T Y

The Meditation Specialist™ Competency Training Seminar
This is a complete course in the theory, science, and practice of meditation therapy.

Earn 36.0 contact hours per retreat.

July 28-Aug. 2, 2011 - Retreat 1
Build Your Foundation Skills

October 9-14, 2011 - Retreat 2
Expand Your Practice

Must attend both retreats for certi�cation. Retreat 1 is a prerequisite to retreat 2.
Certi�cation Program is an ANCC-accredited Nursing Skills Competency Program. Expiration date is November 2012.

How to Reduce In�ammation with Diet, Supplements & Meditation
The physiology of in�ammation and its causes; this course will shed light on what 
speci�c foods, supplements, and meditation practices will reduce in�ammation 

and promote healing. Earn 7.0 contact hours. September 8, 2011

Evidence-Based Meditation in the Clinical Setting 
This seminar provides practical application of state-of-the-art, scienti�cally 

proven clinical protocols of stress reduction to help patients heal faster.
Earn 13.5 contact hours. September 9-11, 2011

Program Questions?  Visit www.DrSusanTaylor.com.
Please visit Nurse.com/Events for locations 
& registration fees* for each seminar date.

*Early bird rates apply. REGISTER TODAY!
Call: 800-866-0919   Email: ce@gannetthg.com   Visit: Nurse.com/Events

Evidence-Based Meditation Seminars

Provided by Susan Taylor, PhD

Gannett Education is accredited as a provider of continuing 
nursing education by the American Nurses Credentialing 
Center’s Commission on Accreditation.

Gannett Education is also accredited by the Florida Board of 
Nursing (provider no. FBN 50-1489) and the California Board 
of Registered Nursing (provider no. CEP 13213).
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Gannett Education is accredited as a provider of continuing nursing education by the American Nurses 
Credentialing Center’s Commission on Accreditation.

Gannett Education is also accredited by the Florida Board of Nursing (provider no. FBN 50-1489) 
and the California Board of Registered Nursing (provider no. CEP 13213).

Best in Class Case Management:
Your Gateway to Certi�cation 
and Best in Class Practice

 7/18-19/11 Pace University – New York City, NY
11/3-4/11 Gannett Headquarters – McLean, VA

An aging population and an increase in the number of chronic 
and complex health conditions have contributed to an acute need for 

pro�ciently trained case managers. If you are searching for a change or 
want to boost your career opportunities, then consider attending the Best 
in Class Case Management seminar, an authoritative learning experience 

that explores the scope and depth of case management.

Key course bene�ts: 
Receive 14.0 contact hours

Learn how to prepare for the CCM Exam
Receive “The Case Manager’s Handbook, Fourth Edition” (textbook and 
CD, an $82.95 value) Expand your career opportunities and income

Apply the process of case management to actual cases.

Managing Case Management
Pace University – New York City, NY

Key course bene�ts: 
Receive 7.0 contact hours

Provides basic management direction for hiring, mentoring, evaluating 
personnel, and creating a dept. with credible outcomes, savvy business 

direction and personal care mgmt. to patients. 

CASE MANAGEMENT
S E M I N A R O P P O R T U N I T I E S

Presented by: Catherine M. Mullahy, RN, BS, CRRN, CCM 
with Jeanne Boling, MSN, CRRN, CCM

Learn About Case Management
From Two of the Best!

Please visit Nurse.com/Events for more information,
including registration fees* for each seminar date.

*Early bird rates apply, so REGISTER TODAY!
Call: Email: ce@gannetthg.com

Visit: Nurse.com/Events

CCM hours by Commission on Case Manager Certi�cation 
will be available from Mullahy & Associates LLC.

E D U C AT I O N  O P P O R T U N I T Y

Gannett Education is accredited as a provider of continuing nursing education by the American Nurses 
Credentialing Center’s Commission on Accreditation.

Gannett Education is also accredited by the Florida Board of Nursing (provider no. FBN 50-1489) 
and the California Board of Registered Nursing (provider no. CEP 13213).

Best in Class Case Management:
Your Gateway to Certi�cation 
and Best in Class Practice

 7/18-19/11 Pace University – New York City, NY
11/3-4/11 Gannett Headquarters – McLean, VA

An aging population and an increase in the number of chronic 
and complex health conditions have contributed to an acute need for 

pro�ciently trained case managers. If you are searching for a change or 
want to boost your career opportunities, then consider attending the Best 
in Class Case Management seminar, an authoritative learning experience 

that explores the scope and depth of case management.

Key course bene�ts: 
Receive 14.0 contact hours

Learn how to prepare for the CCM Exam
Receive “The Case Manager’s Handbook, Fourth Edition” (textbook and 
CD, an $82.95 value) Expand your career opportunities and income

Apply the process of case management to actual cases.

Managing Case Management
Pace University – New York City, NY

Key course bene�ts: 
Receive 7.0 contact hours

Provides basic management direction for hiring, mentoring, evaluating 
personnel, and creating a dept. with credible outcomes, savvy business 

direction and personal care mgmt. to patients. 

CASE MANAGEMENT
S E M I N A R O P P O R T U N I T I E S

Presented by: Catherine M. Mullahy, RN, BS, CRRN, CCM 
with Jeanne Boling, MSN, CRRN, CCM

Learn About Case Management
From Two of the Best!

Please visit Nurse.com/Events for more information,
including registration fees* for each seminar date.

*Early bird rates apply, so REGISTER TODAY!
Call: Email: ce@gannetthg.com

Visit: Nurse.com/Events

CCM hours by Commission on Case Manager Certi�cation 
will be available from Mullahy & Associates LLC.

Drop shadow (any “effect”)
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I would like to receive e-mails from Nursing Spectrum with news 
and opportunities in my specialty, continuing education offerings 
and more.

RENEW TODAY

*Blind readership study, Harvey Research, 2009

The latest job opportunities in your area
CURRENT JOB LISTINGS

Nursing news close to home and
around the nation

TIMELY TOPICS

Popular self-study continuing education 
modules, with information on upcoming 
CE seminars and career fairs near you

CE IN EVERY ISSUE

No. Please give mine to someone else.

YES! I am an RN and I would like to receive

Nursing Spectrum
Greater Chicago Area magazine

FREE OF CHARGE!

FREE Nursing Spectrum Subscription,
To receive your

simply complete this coupon and mail it today to:

P.O. Box 957642
Hoffman Estates, IL 60195-9860
fax to: 847-490-0469 or call: 800-770-0866

Signature: Date:

Name:

Address:

City: State: Zip Code:

Home E-mail:

Specialty:

SIGNATURE AND DATE REQUIRED BY THE U.S. POST OFFICE

Renew your

FREE
SUBSCRIPTION

Today!

Don’t miss an issue of 
THE NATION’S

nursing magazine*
NO. 1 February 21, 2011

Nurse.com

Jobs

C
E/Educational O

pportunities

N
ational

Local

e.com

Continuing EducationRequirements for Certi�cation 
of Primary Stroke Centers

Inside:

I would like to receive e-mails from Nursing Spectrum with news 
and opportunities in my specialty, continuing education offerings 
and more.

RENEW TODAY

*Blind readership study, Harvey Research, 2009

The latest job opportunities in your area
CURRENT JOB LISTINGS

Nursing news close to home and
around the nation

TIMELY TOPICS

Popular self-study continuing education 
modules, with information on upcoming 
CE seminars and career fairs near you

CE IN EVERY ISSUE

No. Please give mine to someone else.

YES! I am an RN and I would like to receive

Nursing Spectrum
Greater Chicago Area magazine

FREE OF CHARGE!

FREE Nursing Spectrum Subscription,
To receive your

simply complete this coupon and mail it today to:

P.O. Box 957642
Hoffman Estates, IL 60195-9860
fax to: 847-490-0469 or call: 800-770-0866

Signature: Date:

Name:

Address:

City: State: Zip Code:

Home E-mail:

Specialty:

SIGNATURE AND DATE REQUIRED BY THE U.S. POST OFFICE

Renew your

FREE
SUBSCRIPTION

Today!

Don’t miss an issue of 
THE NATION’S

nursing magazine*
NO. 1 February 21, 2011

Nurse.com

Jobs

C
E/Educational O

pportunities

N
ational

Local

e.com

Continuing EducationRequirements for Certi�cation 
of Primary Stroke Centers

Inside:

solid color.
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I do not want to receive e-mails from Nurse.com 
Nursing Spectrum with news and opportunities in my 
specialty, continuing education offerings and more.

*Blind readership study, Harvey Research, 2009

The latest job opportunities in your area
CURRENT JOB LISTINGS

Nursing news close to home and
around the nation

TIMELY TOPICS

Popular self-study continuing education 
modules, with information on upcoming 
CE seminars and career fairs near you

CE IN EVERY ISSUE

Renew your

FREE
SUBSCRIPTION

Today!

Don’t miss an issue of 
THE NATION’S

nursing magazine*
NO. 1

RENEW TODAY

magazine

FREE OF CHARGE!
No. Please give mine to someone else.

YES! I am an RN and I would like to receive

Nurse.com Nursing Spectrum 
DC/Maryland/Virginia

FREE Subscription,
To receive your

simply complete this coupon and mail it today to:
P.O. Box 957531
Hoffman Estates, IL 60195-9856
fax to: 847-490-0469 or call: 800-770-0866

Signature: Date:

Name:

Address:

City: State: Zip Code:

Home E-mail:

Specialty:

SIGNATURE AND DATE REQUIRED BY THE U.S. POST OFFICE

Jobs

CE/Educational O
pportunities

N
ational

Local

e.com
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I do not want to receive e-mails from Nurse.com 
Nursing Spectrum with news and opportunities in my 
specialty, continuing education offerings and more.

*Blind readership study, Harvey Research, 2009

The latest job opportunities in your area
CURRENT JOB LISTINGS

Nursing news close to home and
around the nation

TIMELY TOPICS

Popular self-study continuing education 
modules, with information on upcoming 
CE seminars and career fairs near you

CE IN EVERY ISSUE

Renew your

FREE
SUBSCRIPTION

Today!

Don’t miss an issue of 
THE NATION’S

nursing magazine*
NO. 1

RENEW TODAY

magazine

FREE OF CHARGE!
No. Please give mine to someone else.

YES! I am an RN and I would like to receive

Nurse.com Nursing Spectrum 
DC/Maryland/Virginia

FREE Subscription,
To receive your

simply complete this coupon and mail it today to:
P.O. Box 957531
Hoffman Estates, IL 60195-9856
fax to: 847-490-0469 or call: 800-770-0866

Signature: Date:

Name:

Address:

City: State: Zip Code:

Home E-mail:

Specialty:

SIGNATURE AND DATE REQUIRED BY THE U.S. POST OFFICE

Jobs

C
E/Educational O

pportunities

N
ational

Local

e.com

Busy background, conflicting hues, large format Logo in 
small format application



Gannett Healthcare Group Product Brand Identity Guidelines   Version 2.3

65

Application Examples

CE Direct members enjoy the freedom 
of instant access to more than 700 

courses as published in Nursing
Spectrum, NurseWeek, Nurse.com — 

The Magazine, and on Nurse.com. 
40+ distinct content categories 

provide learning opportunities for 
virtually every nursing specialty. With 

courses available in magazine, online, 
audio and webinar formats, 
CE Direct members are free 

to learn how, when, 
and wherever they want.

NEW Option!
900+ hours of PearlsReview 

certification test prep courses 
for 75+ nursing certifications.

IS YOUR CE FREE?
Visit Nurse.com/CEDirect to see 
if your employer is a subscriber.

Free Your CE!

877-226-5953  |  getcedirect.com

Enjoy the CE you know, trust and respect – 
anytime, anywhere.

Gannett Education is accredited as a provider of 
continuing nursing education by the American Nurses 
Credentialing Center’s Commission on Accreditation.  

Gannett Education is also accredited by the Florida Board 
of Nursing (provider no. FBN 50-1489) and the California 
Board of Registered Nursing (provider no. CEP 13213).
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When I was in second grade, my social studies teacher, Mrs.
Alicia B. Nato, told our class the following story. I believe the
lesson of the story strengthened my personal value of respect
for the elderly:

The father’s body was stooped with old age when he lived with his son,
daughter-in-law and 6-year-old grandson. His youthful vigor was no longer
visible. With wobbly legs, he would join the family every meal.

It was difficult for the old man to eat because of his unsteady hands and
blurring vision. Rice would fall on the floor, and water would spill on the
table. It wasn’t long before the patience of the son and daughter-in-law ran
out because of the mess the old man would create.

We should do something about father — we can’t tolerate the spilled drinks,
the noisy chewing and slurping and mess on the floor, the couple would say.
They decided to put a small table in the corner for the father. After that, the old
man ate his meals in the corner, while the family ate at the main table. And be-
cause he had broken some plates, his food was placed in a coconut husk bowl.

Sometimes, the family glanced at the old man. Sometimes, signs of tears
formed in his eyes. However, the couple had only harsh words every time the
old man dropped his spoon, spilled his drink or scattered his food.

All of this happened as the 6-year-old boy silently observed.
One afternoon before dinner, the couple noticed their young son playing

with a coconut husk on the floor. “What are you doing, son?” the father asked
the child. The boy cheerfully replied, “Dad, I am making

a bowl out of this coconut husk so you and Mama can
eat in a corner when I’m grown up.” The boy contin-
ued his task with an innocent smile on his face.

The couple felt like cold water had been thrown
in their faces. They turned to look at the old man,
and tears streamed down their cheeks. There was

no need for words. They knew what to do.
Earlier this spring, I asked our provost at Polk

State College’s Winter Haven (Fla.) Cam-
pus, Sharon Miller, PhD, why legislators’
budget cuts seem to always focus on
education and healthcare — especially
healthcare for the elderly. She replied that
it’s because members of these sectors
— students, teachers and the elderly —
have the weakest voices.

As providers of care for the elderly,
we can either be their voices or make
bowls out of coconut husks for them.
So, what is it going to be?

Coconut Husk Bowl
Our elderly patients need our advocacy efforts

PT_ednote.indd 2 6/3/11 2:52:39 PM
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visible. With wobbly legs, he would join the family every meal.

It was difficult for the old man to eat because of his unsteady hands and
blurring vision. Rice would fall on the floor, and water would spill on the
table. It wasn’t long before the patience of the son and daughter-in-law ran
out because of the mess the old man would create.

We should do something about father — we can’t tolerate the spilled drinks,
the noisy chewing and slurping and mess on the floor, the couple would say.
They decided to put a small table in the corner for the father. After that, the old
man ate his meals in the corner, while the family ate at the main table. And be-
cause he had broken some plates, his food was placed in a coconut husk bowl.

Sometimes, the family glanced at the old man. Sometimes, signs of tears
formed in his eyes. However, the couple had only harsh words every time the
old man dropped his spoon, spilled his drink or scattered his food.

All of this happened as the 6-year-old boy silently observed.
One afternoon before dinner, the couple noticed their young son playing

with a coconut husk on the floor. “What are you doing, son?” the father asked
the child. The boy cheerfully replied, “Dad, I am making

a bowl out of this coconut husk so you and Mama can
eat in a corner when I’m grown up.” The boy contin-
ued his task with an innocent smile on his face.

The couple felt like cold water had been thrown
in their faces. They turned to look at the old man,
and tears streamed down their cheeks. There was

no need for words. They knew what to do.
Earlier this spring, I asked our provost at Polk

State College’s Winter Haven (Fla.) Cam-
pus, Sharon Miller, PhD, why legislators’
budget cuts seem to always focus on
education and healthcare — especially
healthcare for the elderly. She replied that
it’s because members of these sectors
— students, teachers and the elderly —
have the weakest voices.

As providers of care for the elderly,
we can either be their voices or make
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allows people to easily remove the backrest from their
mobility devices to fit into smaller spaces.
Mid-July, Bruno will introduce a product Bayer says will

allow people to transport their mobility devices in small
and midsized cars. “People and therapists are asking for
lift solutions for fuel-efficient vehicles,” Bayer says. Later
in 2011, Bruno also will introduce a line of luxury Turn-
ing Automotive Seating, which allows a person to transfer
more easily.
BraunAbility, a Winamac, Ind.-based manufacturer of

wheelchair vans and lifts, just launched its lowered-floor
2011 Honda Odyssey and 2011 Dodge Grand Caravan/
Chrysler Town & Country, which will be on dealers’ lots by
early June, according to Greg Cook, vice president of sales
and marketing for BraunAbility. Themodified 2011 Toyota
Sienna launched last year. He says all three minivans are
available in a side-entry conversion that has the middle
seats removed. BraunAbility recently partnered with
Viewpoint Mobility to create a rear-entry version of the
minivans, with a cutout in the back for the ramp and an
aisle through the middle of the van, Cook says.
“What we try to do is make the van as much OEM [orig-

inal equipment manager] as possible. So when you close
the doors from outside, it doesn’t look like, as they used to
call it, a ‘handicapped van.’ And that’s why customers like
it, too; they want to fit into the mainstream,” Cook says.

The front passenger or driver’s seats in theminivans also
are removable, according to Cook, so it offers many options
for people who drive using hand controls, or want their
child or spouse who uses a wheelchair to be seated nearby.
Inside the van, transfer seat bases made by B&D

Independence Inc. can help a person get from the chair
into the driver’s or passenger’s seat. “If you think about a
minivan, there’s really very little room between the driver’s
seat and the passenger seat. So the only way for a person
to get into that seat is to be able to move it back so that
it is clearly out of the congestion of everything up front,”
says to B&D President John Evans.
The transfer seat bases, which are used mainly in

minivan conversions by BraunAbility, Vantage Mobility
International, ElDorado National and other companies,
are six-way, meaning they move up and down, front to
back, and swivel inboard and outboard, Evans says. The
vehicle’s original seat and seat belt are still used.
Evans says the company also makes transfer seat bases

for Mercedes-Benz Sprinters and is in the process of
designing one to work in a Ford Transit Connect, which is
a short, smaller van.

Bonnie Benton is a staff writer.

Send comments to pteditor@gannetthg.com.
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Application Examples

Physical Therapy News, Jobs, Education and More!

PT and PTA Jobs
Free Physical Therapy CE

News and Features for Your Specialty

Navigate Your Career
With TodayinPT.com!

Physical Therapy News, Jobs, Education and More!

PT and PTA Jobs
Free Physical Therapy CE

News and Features for Your Specialty

Navigate Your Career
With TodayinPT.com!

Scaled disproportionately
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Application Examples

Wrong Outward Facing Title Logo
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Application Examples

Hues that do not match accent colors
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Application Examples

Old Product Logos
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Application Examples

Using the Endorsement in unnecessary instances
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Minimum Size

x

x

x

Cheat Sheet (print)

c0|m73|y100|k0 c0|m45|y60|k0c15|m5|y5|k100

NCW 31.8mm  1.25''

NCNS 31.8mm 1.25’’

NCNW 31.8mm 1.25’’

NCTM 31.8mm 1.25’’

OT 27.4mm  1.10''

OTW 39.0mm 1.55''

PT 25.5mm  1.00''

PTW 37.0mm 1.5''

CE 24.0mm  0.95''

PR 38.0mm  1.50''

PRW 50.0mm 2''

Logo Width(mm) Width(in) Example (300dpi)
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NCW 125px

NCNS 125px

NCNW 125px

NCTM 125px

OT 107px

OTW 153px

PT 100px

PTW 146px

CE 94px

PR 150px

PRW 196px

Logo LogoWidth(px) Width(px)Example (72dpi) Example (72dpi)

r242|g105|b34 
or #F26922

r250|g160|b100 
or #FAA064

r0|g0|b0 
or #000000

Minimum Size

Cheat Sheet (screen)

x

x

x
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GHG_CMYK.EPS

GHG_KS.EPS

GHG_PMS.EPS

GHG_RGB.EPS

GHG_WS.EPS
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GE_CMYK.EPS

GE_KS.EPS

GE_PMS.EPS

GE_RGB.EPS

GE_WS.EPS
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01|
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03

LRG_NCNS_CMYK.EPS

LRG_NCNW_CMYK.EPS

LRG_NCTM_CMYK.EPS
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01 02

03 04

05

CE_CMYK.EPS

NCNS_CMYK.EPS

NCNW_CMYK.EPS

NCTM_CMYK.EPS
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03 04
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OTW_CMYK.EPS

PR_CMYK.EPS

PRW_CMYK.EPS

PT_CMYK.EPS

PTW_CMYK.EPS
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03 04
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CE_RGB.EPS

NCNS_RGB.EPS

NCNW_RGB.EPS

NCTM_RGB.EPS

NCW_RGB.EPS

OT_RGB.EPS
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PR_RGB.EPS

PRW_RGB.EPS

PT_RGB.EPS

PTW_RGB.EPS
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LRG_NCNS_PMS.EPS

LRG_NCNW_PMS.EPS

LRG_NCTM_PMS.EPS
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CE_PMS.EPS

NCNS_PMS.EPS
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OTW_PMS.EPS

PR_PMS.EPS

PRW_PMS.EPS

PT_PMS.EPS
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01|
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LRG_NCNS_GS.EPS

LRG_NCNW_GS.EPS

LRG_NCTM_GS.EPS
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CE_GS.EPS
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/ S P E C I A L T Y G U I D E
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