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INTRODUCTION



We power The Project Economy, 
strengthening society 

by enabling organizations 
and empowering individuals  

to make ideas a reality.
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BRAND POSITIONING IS THE ARTICULATION OF WHY WE EXIST. IT IS THE ROLE WE PLAY 
IN THE WORLD THAT HELPS US REMAIN COMPETITIVE AND RELEVANT.Our Brand Positioning
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Our Brand Personality

Fearless

Bright

Nurturing

BRAND PERSONALITY IS THE ESSENCE OF OUR BRAND THAT INFORMS HOW WE EXPRESS IT.  
IT TURNS OUR STATEMENTS AND ACTIONS INTO UNMISTAKABLE EXPRESSIONS OF OUR BRAND.

We are

We are

We are

We’re unafraid to try new approaches, we learn from our failures and move  
forward, paving the way for those brave enough to do the same

We enlighten and energize people to make a difference in their careers and an  
impact in their communities

We understand what our community needs, help people get where they want to go, 
and celebrate them along their journey
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It begins 
with 
leadership

It is  
activated by  
community

It is  
fueled by  
passion

It 
realizes 
outcomes

To drive a profession forward, it helps  
to have played a role in establishing it  
in the first place

Connecting people to the right  
resources, tools, community and  
network they need to reach their  
full potential

Nurturing the hearts and minds of 
people, gearing them for achievement 
with a dedication to deliver real  
outcomes

Fostering the perspective to remind us 
why we do what we do, and the will to 
get it done

Our Brand Story OUR BRAND STORY IS THE NARRATIVE THAT WE WANT PEOPLE TO RECALL WHEN THEY THINK OF 
THE PROJECT MANAGEMENT INSTITUTE. 
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OUR 
DESIGN
LANGUAGE
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Creating a  
Brand design 
language

Our Visual Identity helps us define and lead  
our path forward into the future. 

It begins with a design language that represents  
the qualities required to create 10x impact:  
Collaboration, determination, change, innovation, 
teamwork, outcomes, growth, vision and  
community.

We represent each of these qualities with a 
unique symbol, the full set of which creates a 
design language that will be adopted over time 
as we gradually begin to familiarize ourselves 
with the meaning behind each symbol.
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Symbol meanings

We can’t do it alone. Whether it’s 
partnering with a colleague, client, 
company or non-profit organization, 
each of us brings something unique to 
the table. And we are made stronger 
when we work together. 

New ideas. New products. New methods.  
Constant transformation is what helps 
us tackle new problems and find fresh 
solutions. We know that the world isn’t 
one-size-fits-all. We bring new takes  
on everyday things to constantly move  
forward and make life better across the 
world.

Sometimes projects go according to plan. 
Most of the time, not. Perseverance is 
needed to complete any project and  
successfully deliver outcomes that make 
a difference in the world.

Disruption isn’t new—it’s constant. 
Learning how to navigate change is  
inherent to our growth and challenges  
us to continuously evolve. Greater 
challenges bring greater satisfaction 
in giving back.

This symbol is the unique identifier  
in the PMI Project Mark and cannot  
be used in any other way other than 
within the PMI masterbrand logo.

Projects are delivered by people, but 
winning projects are delivered by 
teams. Project delivery relies on team 
players and people who contribute  
added value to any project, making the 
team stronger.

We celebrate not just the process, 
but the positive impact that projects 
around the world make on society. We’re 
changing the world—for the better—  
one project at a time.

This can mean being unconventional.  
It can mean coming up with new ideas 
to solve new challenges. It’s about 
perspective, seeing the big picture, 
and the ability to create solutions 
for now that are sustainable for  
generations to come.

The people that are part of our world 
make it what it is today. Our community  
is one of our most valuable assets.  
We celebrate it and keep it going by 
welcoming all who wish to join us to 
make the world a better place.

Change and transformation, while at 
times unfamiliar, spur progress. Whether 
it’s skill development or organizational 
expansion, growth brings new opportuni-
ties into our economy—and contributes 
to the greater good.

COLLABORATION

INNOVATION

DETERMINATION

TEAMWORK

OUTCOMES

VISION

COMMUNITY

GROWTH

CHANGE
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LOGOS
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The 
Project 
Mark

The Project Mark is comprised of the letter ‘P’ 
to represent ‘Project’ and symbols from the 
design language we’ve created, representing 
collaboration, determination, and change.

We know that a project is everything from the 
Euro and Google’s search engine to everyday 
assignments. That’s why we’re elevating “Project” 
in our mark. We’re experts on all things project and 
on turning ideas into reality.

What do we need to do in order to empower 
changemakers?

Our success is rooted in collaboration, grows 
through determination, and is tested with 
constant change. These elements together convey 
what’s at the heart of PMI.

Note

The “change” symbol is especially developed 
for the PMI masterbrand logo and cannot be used 
in any other way, including as a secondary graphic 
or within a symbol pattern.

PROJECT COLLABORATION

DETERMINATION CHANGE
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Masterbrand 
logo

We pair the Project Mark with the “Project  
Management Institute” wordmark to form  
the logo. The typographic treatment elevates  
“Project” by spelling it out, and creates hierarchy 
within the wordmark by using the bold weight. 

The PMI logo is the most singular visual  
expression of who we are.

WORDMARKTHE PROJECT MARK
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Masterbrand 
logo

Clearspace

Adhere to the clearspace parameters to retain 
the integrity of the logo in communications.

The same clearspace rule applies to the vertical 
lockup and Project Mark versions.

Sizing

To maintain maximum clarity at all times, the 
masterbrand logo and Project Mark should not be 
reproduced below the minimum sizes indicated for 
both print and on-screen  
(digital) uses.

X

1/2X1/2X

1/2X1/2X

Clearspace

Minimum size

Print = 0.175” height 
On-screen = 32px height

Print = 0.175” height 
On-screen = 32px height

Exception: 
Favicon minimum size is 16px 

Do not include the trademark 
for social media profiles  
or favicons.
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Masterbrand 
logo

Versions

The PMI logo is available in two lockup  
versions to work in a variety of applications.

The Project Mark can be used on select 
marquee applications (signage, merchandise), 
where space is limited, or in a secondary 
placement on communications (i.e. website, 
presentation or brochure).

Primary 
Full-color, horizontal lockup

Secondary 
Full-color, vertical lockup

Full-color, Project Mark only 
With trademarks 

Full-color, Project Mark only 
No trademarks

For social media 
and other small use 
digital applications, 
merchandise and signage

Use for print 
applications
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Masterbrand 
logo

Visual Identity Guidelines Logos 15

A positive one-color black or reverse white 
version are only to be used in cases where  
the application does not allow for color.

One-color black versions One-color white versions

Horizontal lockup

Vertical lockup Project Mark 
with trademark

Project Mark

Horizontal lockup

Vertical lockup Project Mark 
with trademark

Project Mark
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Background 
control

The full color PMI masterbrand logo and Project 
Mark are only to be used on a white background.

For use on photography, PMI primary color 
backgrounds, or grayscale backgrounds, use the 
one-color white or black versions of the PMI 
masterbrand logo or the Project Mark. 

On a photographic background, ensure that 
there is enough contrast with the masterbrand 
logo to maintain legibility. Refer to these 
examples for best use cases.

Refer to the example for which one-color  
logo to use on black, shades of gray or  
white backgrounds.

On photography

Only on white background

On PMI primary colors

On black, shades of gray and white

100% Black 90% 80% 70% 60% 50%

40% 30% 20% 10% 5% White
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Incorrect 
usage

In addition to the guidance on how to properly  
use the PMI logo system, while not extensive, 
here is a list of common things to avoid. 

Do not alter the colors  
of the Project Mark. 

Do not use the full color  
masterbrand logo on a dark or 
color backgrounds.

Do not apply a drop shadow  
or special effects to the  
masterbrand logo.

Do not skew or distort the 
masterbrand logo.

Do not rearrange the symbols 
in the Project Mark of the 
masterbrand logo.

Do not apply one color (other  
than black or white) to the 
masterbrand logo.

Do not place the full color 
masterbrand logo on an image 
or any background where  
legibility is compromised.

Do not alter the masterbrand 
logo by using off-brand  
typefaces.

Project

Management

Institute®
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Our Masterbrand is the Project Management 
Institute. In our strategy, we focus on building 
equity in the Masterbrand—or, PMI.

We have two primary ways we express the 
Masterbrand visually:

1 The PMI logo

2 The Project Mark

The PMI logo

The Project Mark

Masterbrand
strategy
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Chapter logos

PMI is represented globally with over 300 
chapters around the world. It’s important that 
the Chapters have an aspect of customization 
within their logos to distinguish themselves from 
other Chapters. But it is also important that 
Chapter logos maintain a close connection to our 
Masterbrand, to maintain global consistency.

The Chapter name, for example, Baltimore or 
Democratic Republic of Congo, appears after 
Project Management Institute. A second line  
may be necessary if the length exceeds the 
maximum width of the typography. 

PMI will retain responsibility for creating the 
Chapter’s unique icon for brand consistency, 
based input from the Chapter. Lastly, the word 
“Chapter” is not in the Chapter logo.

CHAPTER ICON CHAPTER NAME

Maximum width

X 3X

Short name Long name
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The bottom right quadrant of the Project Mark 
is allocated for a customized, singular, geometric 
icon that becomes a truly distinct expression 
of that Chapter’s identity. Chapters, and only 
Chapters, have the opportunity to have a unique 
symbol developed, that is used only by them.  

The Chapter icon fits in the same square 
proportion as the other elements in the Project 
Mark. The customized chapter icon takes the 
place of the change symbol in the Project Mark, 
and is always colored purple.

Chapter mark
CHAPTER ICON 

The Taj Mahal is used as the 
singular visual to represent 
the North India Chapter

The crab is representative of  
the Baltimore, Maryland area

X X
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Chapter logo 
versions

The full logo suite for the Chapter should follow 
the example on this page. The versions allow 
the logo to work in a variety of mediums and 
applications.

One-color black versions One-color white versions

Horizontal lockup Horizontal lockup

Vertical lockup Vertical lockupChapter Mark Chapter Mark

Full-color versions

Horizontal lockup Vertical lockup Chapter Mark
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Co-branding for 
Partnerships

PMI is always growing and changing, and 
partnerships are an important part of this 
growth. How we represent the relationship with 
another organization may vary case by case.

Shown here are examples of approaches to  
co-branding. Please consult the Brand team by 
reaching out to Brand@PMI.org to discuss any 
potential co-branding initiatives.

C0-BRANDED

Represents third-party 
relationships, partnerships, 
and initiatives

DISTINCT BRAND ALIGNED

Represents support from the 
Masterbrand for a distinct 
entity
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Brightline 
and Global 
Accreditation 
Center logos

Horizontal and vertical logos Horizontal and vertical logos

BRIGHTLINE

GLOBAL 
ACCREDITATION 

CENTERVISION OUTCOMES

OUTCOMES COMMUNITYTEAMWORK DETERMINATION

The Brightline and Global Accreditation Center 
are brands that have high strategic value, brand 
equity, and have available investment to build 
the brand.

While they are autonomous, we still want to be 
recognizably connected to our Masterbrand. 
Like the PMI Masterbrand logo, these logos 
are comprised of symbols from the PMI visual 
identity, chosen to represent the qualities of that 
organization.

This is also the only type of brand that does 
not lead with “Project Management Institute.”
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Brightline 
and Global 
Accreditation 
Center logos

A positive one-color black or reverse white 
version are only to be used in cases where  
the application does not allow for color.

Global Accreditation Center
One-color versions

Brightline
One-color versions

Vertical lockup Mark OnlyVertical lockup Mark Only

Horizontal lockup Horizontal lockup

Vertical lockup Mark OnlyVertical lockup Mark Only

Horizontal lockup Horizontal lockup
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Like Brightline and Global Accreditation Center, 
the first letter of the brand name goes in the top 
left quadrant of the mark. The following three 
quadrants hold three symbols – philanthropy, 
collaboration, community – strategically selected 
to represent that brand.

The philanthropy symbol is especially developed 
for the Educational Foundation and unique to 
this brand. It is not used as a symbol in the pattern 
graphic.

Educational 
Foundation EDUCATIONAL 

FOUNDATION
PHILANTHROPY

COLLABORATION COMMUNITY

Horizontal and vertical logos

Vertical lockup Mark OnlyVertical lockup Mark Only

Horizontal lockup Horizontal lockup

One-color versions
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PMI Group 
Brands

PMI Group Brands are comprised of people and 
groups that share a common purpose. 

They are a unique part of PMI but they are not 
distinct from PMI. 

PMI Group Brands have sufficient long-term 
investment to support and build the brand—likely 
through targeted events and memberships.

Examples include “Leadership Institute” and “The 
Council.”

PMI Leadership Institute

The Council

One-color versions

One-color versions
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Products, services, 
and offerings

Our products, services and offerings enable 
individuals with the right skills and mindset to 
move seamlessly from project to project in order 
to help their organizations deliver strategic 
outcomes.

In PMI’s brand portfolio, products, services and 
offerings don’t receive their own logo, because 
they are an offer of our Masterbrand. So the 
more people associate our products with PMI, 
the better.

These product identities use a typographic 
treatment in our brand typeface.

PMP

Projectified™

Certification – registered

Product offering – trademark

CAPM
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Products, services, 
and offerings 
use case

Within PMI-branded marketing and communications, 
such as a 1-pager sell sheet, brochure, or website, 
products and services will appear in a typographic 
treatment (Agrandir Regular).

It may only appear locked up with the Project Mark 
when shown outside of PMI, such as third-party 
communications or stand-alone instances like a 
PMP® badge.

 

Within PMI communications or in text

Outside PMI communications or stand-alone applications

PMP

PMP
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Brand architecture visual treatment

Masterbrand

PMI Brands

PMI Groups

Products, Services, and Offerings

The core entity of the organization

Entities that operate as a line of business and offer  
a product, service, or certification/accreditation

Entities that are formed of people and groups that 
share a common purpose

Core offerings of the Masterbrand PMP Projectified™
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File naming 
structure
The PMI logo (Project Mark and wordmark), Project 
Mark, as well as logos for PMI sub-brands are 
available in a number of versions and formats for 
use in a variety of applications. Versions include 
Pantone colors, CMYK and RGBRGB. To accommodate 
the files, a file naming structure has been created 
for ease of use.

Color Space

Use CMYK or Pantone for printed material.  
Use RGBRGB in all PowerPoint and Word documents 
and templates, and for all on screen uses.

File Format

EPS and AI (vector): Use for highest-quality 
reproduction in offset and digital print, and special 
applications.

JPG (raster): High compression with no 
transparency support; for web and on screen use, 
also an alternate for PowerPoint and Word.

PNG (raster): Little to no compression with 
transparency support; best used for PowerPoint, 
Word, and on screen.

pmi_mb_logo_hrz_fc_c-pms.eps

Brand

pmi: pmi

bl: brightline

gac:  global 
accreditation 
center

Visual

logo: project mark 
 + wordmark

prjmrk: project mark 
 only (pmi)

mark:  mark 
(with symbols)

Color version

fc: full color

blk: black

wht: white

Type 
(if applicable)

mb: masterbrand

chp: chapter

grp:  group

 (the group 
 name follows 
 e.g.,pmi_grp_gec)

rep:  registered 
education 
provider

pso:  products, 
services, 
offerings

File format

ai

eps

jpg

png

Orientation 
(if applicable)

hrz: horizontal

vrt: vertical

Filename example

Color space

c-pms:  pantone 
coated

u-pms:  pantone 
uncoated

cmyk: 4-color process

rgb: rgb
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SEALS 
AND 
BADGES
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PMI Authorized 
Training Partner 
seals
Third parties can become verified to provide education 
and training for PMI certification exams and PDU-
earning opportunities through the PMI Authorized 
Training Partner program. They are indicated 
through an official seal used in their marketing and 
communications. The Project Mark is at the center 
of the design, surrounded by “Project Management 
Institute”, the name of the program, and the current 
year. As this seal is for third-party use, we use the PMI 
secondary typeface, Pressura Mono, to communicate 
information.

The seal is only available in a full-color version.

There are three types of Authorized Training Partner 
seals: 
- Authorized Training Partner 
- Authorized Training Partner - Instructor - PMP 
- Authorized Training Partner - Instructor -  
   Disciplined Agile

Clearspace

Adhere to the clearspace parameters to retain 
the integrity of the seal in communications.

Sizing

To maintain maximum clarity at all times, the seal should 
not be reproduced below the minimum sizes indicated 
for both print and on-screen (digital) uses.

Seals

Clearspace

Minimum size

X

1/4X 1/4X

1/4X 1/4X

Authorized Training Partner
Full-color seal 

Print = 1” height 
On-screen = 125px height

1/4XX

With other training seals or certification identities
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GAC Accredited
Program seals
When a project management program is accredited 
by the Global Accreditation Center for Project 
Management Education Programs (GAC), the 
institution may use an official seal in its marketing and 
communications to indicate its Accredited Program 
status.

The GAC mark is at the center of the design, 
surrounded by the “PMI Global Accreditation Center 
for Project Management” and “Accredited Program”. 
As this seal is for third-party use, we use the PMI 
secondary typeface, Pressura Mono, to communicate 
information.

This seal is 2-color, black and violet. A black version with 
white text is also available for use when color is not an 
option; there is also a reverse white option for use on 
dark or full color backgrounds.

Color Space

Adhere to the clearspace parameters to retain the 
integrity of the seal in communications.

Sizing

To maintain maximum clarity at all times, the seal should 
not be reproduced below the minimum sizes indicated 
for both print and on-screen (digital) uses.

Clearspace

Minimum size

X

1/4X 1/4X

1/4X 1/4X

GAC Accredited Program
Full-color seal One-color seal 

Print = 1” height 
On-screen = 125px height

1/4XX

With other training seals or certification identities
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Digital Badges
Badges are most often issued by PMI via Credly to 
individuals who have passed exams and earned a 
credential, certification or micro-credential. People 
who have earned a badge are encouraged to display it 
on social media platforms such as ProjectManagement.
com, LinkedIn, Indeed, Glassdoor, etc. They can also be 
used on an electronic resume. 

Badges issued for credentials and certifications 
are circular in shape, with the Project Mark in the 
center and a narrow Violet border. The words Project 
Management Institute do not appear on the badge. 
The acronym for the credential or certification is 
written under the Project Mark, with the exception of 
PMI Project Management Ready, which must always be 
spelled out.

Badges issued for micro-credentials are hexagonal 
in shape, with the PMI masterbrand logo inside the 
hexagon, a narrow border that can be one or two 
colors (color-coded to the category of the micro-
credential), and a horizontal bar with the words  
‘Micro-Credential’ going across it in the lower part  
of the hexagon. 

Some variations on this format include the current 
badges for Disciplined Agile and PMI Citizen Developer 
certifications.

PMI chapters occasionally create badges for social 
media use that can include the chapter’s Project Mark, 
name, region, a program name or other wording. These 
badges are generally acceptable but must be reviewed 
by the PMI Brand Department – Brand@PMI.org – prior 
to use.

Clearspace

Minimum size

X

1/4X 1/4X

1/4X 1/4X

Badge for credentials and certifications
Full-color seal 

Badge for micro-credentials
Full-color seal 

Print = 1” height 
On-screen = 125px height

Minimum size

1/4XX

With other training seals or certification identities

With other training seals or certification identitiesX

1/4X 1/4X

1/4X 1/4X

Print = 1” height 
On-screen = 125px height

1/4XX

AGILE  HYBRID
PROJECT

PRO

MICRO-CREDENTIAL

AGILE  HYBRID
PROJECT

PRO

MICRO-CREDENTIAL

PMI-PBEP PMI-PBEP

AGILE  HYBRID
PROJECT

PRO

MICRO-CREDENTIAL

AGILE  HYBRID
PROJECT

PRO

MICRO-CREDENTIAL

PMI-PBEP

PMI-PBEP
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TYPOGRAPHY 
AND COLOR
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Primary
typography

Agrandir is a contemporary sans-serif typeface 
that expresses the human side of PMI by  
celebrating the beauty of imperfection. It was 
designed to stand out from neutral modernist  
fonts. It’s round geometric design makes it 
very versatile in application; in sentence case 
Agrandir is very approachable, but in large or all 
caps use cases it becomes more serious. 

Use Agrandir Regular for headlines, page titles, 
and large bodies of copy. Agrandir Bold may be 
used to highlight areas of importance.

Agrandir

Agrandir – Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789  !?@#$%^&*

Agrandir – Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789  !?@#$%^&*

Agrandir – Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789  !?@#$%^&*

Agrandir – Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789  !?@#$%^&*
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Secondary
typography

GT Pressura Mono is a condensed sans-serif  
typeface with slab-serif like qualities that brings 
a technical side to our communications. Use 
Pressura for subtitles, subtexts, captions, and 
footers. For information that needs to feel  
different from body copy, such as quotes or 
call-outs, Pressura can also be used in these  
less common instances. 

Pressura

Pressura Mono – Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789  !?@#$%^&*

Pressura Mono – Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789  !?@#$%^&*
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Typographic  
hierarchy

Title

Please follow these guidelines for typographic 
hierarchy, using our brand typefaces. While  
different programs and interfaces may have 
different sizing, maintain the overall proportion 
of the typographic hierarchy. 

HEADLINE

Subtitle Subtext Subtext 

CAPTION / FOOTNOTE

For hero copy or headlines:
Agrandir - Regular 
All caps

118pt | Leading: 76 | Kerning: 20 

For page titles:
Agrandir - Regular 

70pt | Leading: 76 | Kerning: 0 

For subtitles or subtext:
Pressura Mono - Regular

18pt | Leading: 22 | Kerning: 10

Use purple or orange above 16pt,  
or black. Do not use PMI blue.

For body copy:
Agrandir - Regular

Level 1
28pt | Leading: 32 | Kerning: 20

Level 2
22pt | Leading: 27 | Kerning: 20

For captions or footnotes:
Pressura Mono
All caps

18pt | Leading: 22 | Kerning: 75

This is Level 2 body copy, for large areas of copy. This 
will be the most common typesetting for body copy. 
For parts that are important, feel free to use  
Agrandir Bold. 

This is Level 1 body copy, for information 
you’d like to call out, or pages with  
minimal copy. 

UNDER DEVELOPMENT
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Primary  
color palette

Tangerine

Aqua

Violet

Our primary color palette expresses our Brand 
Personality–fearless, bright, and nurturing– 
through three core colors: Tangerine, Aqua, and 
Violet. These colors combined create an  
approachable and energetic atmosphere, that 
helps build a recognizable look and feel for PMI.

Applying PMI’s core color palette will build brand  
awareness by creating a strong connection 
across all of our brand touchpoints, from our 
website to event signage. 

In most cases, our three core colors and black 
and white should be all you need to make  
distinct PMI communications.

GO TO THE “BRINGING IT ALL TOGETHER” SECTION FOR  
EXAMPLES OF HOW TO USE COLOR.

Screen

Screen

Screen

Print

Print

Print

RGB 255/97/15 
HEX #FF610F

RGB 5/191/224 
HEX #05BFE0

RGB 79/23/168 
HEX #4F17A8

Coated 
Pantone 171 C 
CMYK 0/76/100/0

Uncoated
Pantone 172 U
CMYK 0/76/100/0

Coated 
Pantone 306 C 
CMYK 65/0/0/0

Uncoated
Pantone 306 U
CMYK 65/0/0/0

Screen ScreenPrint Print

BLACK WHITE

RGB 0/0/0 
HEX #000000

RGB 255/255/255 
HEX #ffffff

CMYK 0/0/0/100 CMYK 0/0/0/0

Coated 
Pantone 2098 C 
CMYK 88/92/0/0

Uncoated
Pantone 2098 U 
CMYK 72/76/0/0
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Secondary  
color palette

In cases where you need more than the core 
colors for your project, please use the tints and 
shades of our secondary palette. Each primary 
color has two tints and one shade. With these 
sixteen colors you can create dynamic and  
balanced layouts that feel distinctly PMI.

In cases where you need more than the core 
colors for your project, please use the tints and 
shades of our secondary palette. Each primary 
color has three tints and one shade. With  
twenty colors you can create dynamic and  
balanced layouts that feel distinctly PMI.

Primary 

Secondary

TANGERINE AQUA VIOLET BLACK

Print

CMYK 7/95/100/1

Print

CMYK 0/51/64/0

Print

CMYK 0/25/27/0

Print

CMYK 85/39/20/1

Print

CMYK 54/0/9/0

Print

CMYK 29/0/4/0

Print

CMYK 97/100/7/7

Print

CMYK 53/67/0/0

Print

CMYK 21/29/0/0

Print

CMYK 73/65/65/73

Print

CMYK 0/0/0/66

Print

CMYK 0/0/0/33

Screen

RGB 221/49/11 
HEX #DD310B

Screen

RGB 255/148/97 
HEX #FF9461

Screen

RGB 255/201/176 
HEX #FFC9B0

Screen

RGB 0/128/168 
HEX #0080A8

Screen

RGB 89/212/235 
HEX #59D4EB

Screen

RGB 171/232/245 
HEX #ABE8F5

Screen

RGB 43/0/140 
HEX #2B008C

Screen

RGB 138/102/196 
HEX #8A66C4

Screen

RGB 196/178/227 
HEX #C4B2E3

Screen

RGB 33/33/33 
HEX #212121

Screen

RGB 87/87/87 
HEX #575757

Screen

RGB 171/171/171 
HEX #ABABAB

MID TANGERINE

LIGHT TANGERINE

DARK TANGERINE

MID AQUA

LIGHT AQUA

DARK AQUA

MID VIOLET

LIGHT VIOLET

DARK VIOLET

MID GRAY

LIGHT GRAY

DARK GRAY

Print

CMYK 0/10/11/0

Print

CMYK 12/0/2/0

Print

CMYK 8/12/0/0

Print

CMYK 0/0/0/15

Screen

RGB 255/231/219 
HEX #FFE7DB

Screen

RGB 218/245/250 
HEX #DAF5FA

Screen

RGB 229/220/242 
HEX #E5DCF2

Screen

RGB 217/217/217 
HEX #D9D9D9

TANGERINE BACKGROUND AQUA BACKGROUND VIOLET BACKGROUND GRAY BACKGROUND
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In application

Whether in print, digital, or real life applications,  
lead with our primary brand colors to create 
distinctly PMI.

For all other applications that require more  
variations of color to help define important  
information or create differentiation within  
layouts, such as charts and graphs, use our  
secondary color palette. 
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SYMBOL
USE



Symbol 
as hero

Our symbols are incredibly versatile and can 
be used in a number of ways: as a hero image, 
pattern, or integrated with messaging. The 
symbols can be represented in any of our three 
core brand colors, to offer the most flexibility 
when creating communications.

Use the symbols thoughtfully as a hero image 
within a design. For example, use the innovation 
symbol for a story highlighting innovation. This will 
help to reinforce their meaning over time.

Only use one symbol at the maximum width or 
length of our grid, (fill the width for portrait 
layouts, or the length for landscape layouts).  
This will help to create a clear focal point.

Large scale symbols can also be scaled off the 
grid, but use this design for special moments  
(i.e. for a break page in a document).

Visual Identity Guidelines Symbol Use 43

Full width of the grid

Full height  
of the grid

Within grid

Scaled beyond the page



Symbol 
pattern

One of the ways we visualize the language of 
the Project Economy is through a unique pattern 
composed of our symbols.

The pattern is a versatile visual element 
that uniquely imprints our identity on our 
communications.

Symbols can be used in any color from our 
primary palette, for maximum flexibility when 
creating compositions. This helps avoid having the 
same color symbol adjacent to one another.

Note

Symbols created especially for the Masterbrand 
logo (change symbol) and Educational Foundation 
(philanthropy symbol) are not to be used as 
secondary graphic or within the symbol pattern.
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Uniform 
spacing

When creating a pattern, use equal spacing 
between each symbol to create uniformity  
and breathing room between the symbols.  
The spacing between should be 1/7 the width  
of the symbol.
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X = 1/7 width of symbol

X X X X X X X X X

X

X

X

X

Uniform spacing



Composing 
the pattern

We use the symbol pattern either in color on white 
or in white on top of photography.

As the primary visual on a communication, the 
pattern should be used sparingly – in a corner or 
1/3 – 1/2 of the layout. This is to avoid the symbols 
appearing disorganized, cluttered,  
or overwhelming. 

Compositions that fill the space should be 
reserved for special moments, such as on an 
office entry wall, an all-over print, or book cover. 
These compositions should not fill more than  
75% of the space. 

In instances where the pattern is used on 
photography, placement of the pattern should 
complement the subject of the image and not 
obstruct the primary focus.

Refer to these examples for guidance on the 
amount of whitespace the pattern should have. 

Visual Identity Guidelines Symbol Use 46

On photographyOn white

Accent
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File naming 
structure
The symbols are available in a number of versions 
and formats for use in a variety of applications. 
Versions include Pantone colors, CMYK and RGBRGB. 
To accommodate the files, 
a file naming structure has been created for ease 
of use.

Each symbol is available as a color set or 
individually.

Color Space

Use CMYK or Pantone for printed material.  
Use RGBRGB in all PowerPoint and Word documents 
and templates, and for all on screen uses.

File Format

EPS and AI (vector): Use for highest-quality 
reproduction in offset and digital print, and special 
applications.

JPG (raster): High compression with no 
transparency support; for web and on screen use, 
also an alternate for PowerPoint and Word.

PNG (raster): Little to no compression with 
transparency support; best used for PowerPoint, 
Word, and on screen.

pmi_sym_chng_tang_c-pms.eps

Brand

pmi: pmi

Visual

change:   chng

collaboration: coll

community:  comm

determination: dtrm

growth:  grwt

innovation: inno

outcomes:  outc

teamwork:  tmwk

vision:  visn

Color version

tang:  tangerine

aqua: aqua

viol: violet

black: black

wht:  white

all: all

Type

sym: symbol

File format

ai

eps

jpg

png

Filename example

Color space

c-pms:  pantone 
coated

u-pms:  pantone 
uncoated

cmyk: 4-color process

rgb: rgb
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Using the grid

Our Visual Identity is based on a square grid. 
From the logo, to symbol patterns, to editorial  
layouts, all compositions are built on top of a 
structured square grid system. This allows  
for a high level of flexibility when it comes  
to creating layouts and compositions that  
seamlessly integrate with our design language.
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Using the grid

The square grid is incredibly flexible, allowing for 
single, two, three, and four-column templates  
making it suitable for all kinds of marketing and 
communications. And with the square at the root 
of the grid, integrating typography and symbols 
within layouts becomes far less complicated. 

For portrait layouts apply a six column grid.  
For landscape layouts and a twelve column grid. 

Portrait

Landscape
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Portrait layouts
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Parum qui quam non el isciendae nimus sit lam, qui 
aditatibus sinum quostia tquatur iorrum non nus 
dollaut maioribus, tenes as dolecum dolupta pelesto 
rehenderis exero coneste mporat repta velignat 
eribus quatur simusapic te conecum labor atibus 
iliquidunt que sit reptatus quo dit volor simet atur?

Pis quam faccae laboremquos modit velles il in pere 
eturepel idis endunto maiorro que nistibusdam ium 
non reprerem hil min nonsequo vollendiatum qui dolum 
nem vercillitia venieni endenec aturibusto maximpos 
ipicatur, ius, ullestia in nis vent.

Borpore nim num et quidebitem acia sunde eatecte 
quiatis re, sum, sitatias expelenem rem simod 
magnatestium faccab int veliquam excea pa quisquos 
doloribeario bearchil maxime ad min rerferum sam 
fugitenda vellatate acit que sitaquis sitaeptur rerfero 
eat que eationsed ea ni blabore es eos quia dolut ea 
quam nonsedi qui dit estrum sequi non earciae dis in 
ratur iklnd?

Dolupta temoluptas et faciaes dolupta pellupt 
iorporia imolor seque optaese voluptibus ut accat 
eruptae vellorr untiis nihitatum faccullut pos aut latur 
si ideles id qui rem quatiatem fuga. Nam erendae 
omnimus, cum qui re qui dolorunti te nemolum nobit, 
quianditio dolupidio modis ant.
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Column 04

9 THE PROJECT ECONOMY

Column 02
Parum qui quam non el isciendae nimus sit lam, qui 
aditatibus sinum quostia tquatur iorrum non nus 
dollaut maioribus, tenes as dolecum dolupta pelesto 
rehenderis exero coneste mporat repta velignat 
eribus quatur simusapic te conecum labor atibus 
iliquidunt que sit reptatus quo dit volor simet atur?

Pis quam faccae laboremquos modit velles il in pere 
eturepel idis endunto maiorro que nistibusdam ium 
non reprerem hil min nonsequo vollendiatum qui 
dolum nem vercillitia venieni endenec aturibusto 
maximpos ipicatur, ius, ullestia in nis vent.
Is a custrum et ratiur, nonessundit ommolluptum 
etur, ulpariberia ipsamendi corio tem 
veligendae. Itatur moluptia nullo beatur?

Temod quuntur, sint ellore, nonsequo test, volorum 
dolori dolo bea quis dolesse ctaepudam quame sit 
labori reniet, ut liaspidicto volenetur, ni comnis qui 
des reium ut ut di ant abo. Ut rernam hillitas es inis 
et ipidebisciis ditae. Nem quae occabo. Et eos et quis 
in et que dolorep tioraec epudamu saperestis sero 
tecto erchiligenda ipid minvelestrum earcid ut eaquia 
nos nam, con consero et prae expe int dellessitium 
fuga. Nequid ulpario. Ignihil iquundam, inisto tessund 
itatur? Quiat autectiamus dolupta doluptaPa acculpa 
rchitis es porios quibea vollat excepre modignit 
omni unt quaturioria vendant, utem ullab illa atem.

Exerepro corat inctature rerferci dolectem ut quis 
simet labore, qui sum, que ea nobit earcia dollatu 
rionet aut lab in ra dentiis aliam exerum dit verum 
veribearum eossit reic tem quam ant volestiis re 
vendio ma quam, utas restem fugitatis il et et, core 
conetur ant archillum, volo eror rest, ut omnimperitat 
et omnim sit acilis velitium, sani denis cone nonet 
aliti doluptio disime provid quate eos ad quo vent.

Parum qui quam non el isciendae nimus sit lam, qui 
aditatibus sinum quostia tquatur iorrum non nus 
dollaut maioribus, tenes as dolecum dolupta pelesto 
rehenderis exero coneste mporat repta velignat 
eribus quatur simusapic te conecum labor atibus 
iliquidunt que sit reptatus quo dit volor simet atur?

Pis quam faccae laboremquos modit velles il in pere 
eturepel idis endunto maiorro que nistibusdam ium 
non reprerem hil min nonsequo vollendiatum qui 
dolum nem vercillitia venieni endenec aturibusto 
maximpos ipicatur, ius, ullestia in nis vent.
Is a custrum et ratiur, nonessundit ommolluptum 
etur, ulpariberia ipsamendi corio tem 
veligendae. Itatur moluptia nullo beatur?
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Parum qui quam non el isciendae nimus sit lam, qui 
aditatibus sinum quostia tquatur iorrum non nus 
dollaut maioribus, tenes as dolecum dolupta pelesto 
rehenderis exero coneste mporat repta velignat 
eribus quatur simusapic te conecum labor atibus 
iliquidunt que sit reptatus quo dit volor simet atur?

Pis quam faccae laboremquos modit velles il in pere 
eturepel idis endunto maiorro que nistibusdam ium 
non reprerem hil min nonsequo vollendiatum qui 
dolum nem vercillitia venieni endenec aturibusto 
maximpos ipicatur, ius, ullestia in nis vent.
Is a custrum et ratiur, nonessundit 

Rommolluptum etur, ulpariberia ipsamendi corio 
tem veligendae. Itatur moluptia nullo beatur?
Temod quuntur, sint ellore, nonsequo test, volorum 
dolori dolo bea quis dolesse ctaepudam quame 
sit labori reniet, ut liaspidicto volenetur, ni comnis 
qui des reium ut ut di ant abo. Ut rernam hillitas 
es inis et ipidebisciis ditae. Nem quae occabo

Parum qui quam non el isciendae nimus sit lam, qui 
aditatibus sinum quostia tquatur iorrum non nus 
dollaut maioribus, tenes as dolecum dolupta pelesto 
rehenderis exero coneste mporat repta velignat.

Pis quam faccae laboremquos modit velles il in pere 
eturepel idis endunto maiorro que nistibusdam ium 
non reprerem hil min nonsequo vollendiatum qui 
dolum nem vercillitia venieni endenec aturibusto 
maximpos ipicatur, ius, ullestia in nis vent.
Is a custrum et ratiur, nonessundit 

Rommolluptum etur, ulpariberia ipsamendi corio 
tem veligendae. Itatur moluptia nullo beatur?
Temod quuntur, sint ellore, nonsequo test, volorum 
dolori dolo bea quis dolesse ctaepudam quame 
sit labori reniet, ut liaspidicto volenetur, ni comnis 
qui des reium ut ut di ant abo. Ut rernam hillitas 
es inis et ipidebisciis ditae. Nem quae occabo

Riorem eturibe rspienda pliquo temporum audame 
vendae poriores sit volorpor aut landi tem que 
dolupidit eum nimus di comnis volupta tusdam 
nonsendam conem volorero es everum accab im 
que volenia vitia dist, sum dusam sunt que pe necum 
fuga. Nem quo blabo. Dae eosaepero blani desti 
occum rerum ipsunt pro eligenient parum idelit dis 
denimolorrum exceaque voluptat aligene ium ime nis 
im qui quunt.

Olut estis ut minihicidem alitat andanih ilisquiasi 
conecaes elecearum fuga. Itatur apicabo ribus, quat 
es quo quam liqui omniae. Entis dolupta tiatem.
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Parum qui quam non el isciendae nimus sit lam, qui aditatibus sinum quostia 
tquatur iorrum non nus dollaut maioribus, tenes as dolecum dolupta pelesto 
rehenderis exero coneste mporat repta velignat eribus quatur simusapic te 
conecum labor atibus iliquidunt que sit reptatus quo dit volor simet atur?

Pis quam faccae laboremquos modit velles il in pere eturepel idis endunto maiorro 
que nistibusdam ium non reprerem hil min nonsequo vollendiatum qui dolum nem 
vercillitia venieni endenec aturibusto maximpos ipicatur, ius, ullestia in nis vent.

Is a custrum et ratiur, nonessundit ommolluptum etur, ulpariberia ipsamendi corio 
tem veligendae. Itatur moluptia nullo beatur?
Temod quuntur, sint ellore, nonsequo test, volorum dolori dolo bea quis dolesse 
ctaepudam quame sit labori reniet, ut liaspidicto volenetur, ni comnis qui des 
reium ut ut di ant abo. Ut rernam hillitas es inis et ipidebisciis ditae. Nem quae 
occabo. Et eos et quis in et que dolorep tioraec epudamu saperestis sero tecto 
erchiligenda ipid minvelestrum earcid ut eaquia nos nam, con consero et prae 
expe int dellessitium fuga. Nequid ulpario. Ignihil iquundam, inisto tessund itatur? 
Quiat autectiamus dolupta doluptaVolut elitatur as et fuga. Borpore nim num 
et quidebitem acia sunde eatecte quiatis re, sum, sitatias expelenem rem simod 
magnatestium faccab int veliquam excea pa quisquos doloribeario bearchil 
maxime ad min rerferum sam fugitenda vellatate acit que sitaquis sitaeptur 
rerfero eat que eationsed ea ni blabore es eos quia dolut ea quam nonsedi qui dit 
estrum sequi non earciae dis in ratur?

Dolupta temoluptas et faciaes dolupta pellupt iorporia imolor seque optaese 
voluptibus ut accat eruptae vellorr untiis nihitatum faccullut pos aut latur si ideles 
id qui rem quatiatem fuga. Nam erendae omnimus, cum qui re qui dolorunti te 
nemolum nobit, quianditio dolupidio modis ant.

29  this kind of stuff is 
reall cool and I really 
like it.

Column 03

PMI’s new Brand 
Personality is 
the essence of 
our brand that 
informs how we 
express it. It turns 
our statements 
and actions into 
unmistakable 
expressions of  
our brand.
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Parum qui quam non el isciendae nimus sit lam, qui 
aditatibus sinum quostia tquatur iorrum non nus 
dollaut maioribus, tenes as dolecum dolupta pelesto 
rehenderis exero coneste mporat repta velignat 
eribus quatur simusapic te conecum labor atibus 

iliquidunt que sit reptatus quo dit volor simet atur?
Pis quam faccae laboremquos modit velles il in pere 
eturepel idis endunto maiorro que m fuga.
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The 
Future
of Work

Our story. Quiatios eium sequos sumenduci autestibus 
minulpa il eruptat ionsed maximagnate sum facepedis 
nus auditibus sinveria ped quidenieniet qui dolecto 
dest, simolor iberspe ritiatio. Fere que id quiati 
odit aribustrum nonseque molendi stibus eliciatur, 
corumen ihilliq uaepuditis nesectum corpossin 
eum ex eosapere ellaut ut et quidusa piendunt qui 
dolorepti te que consequiatem eos voluptaectas 
anditaq uuntium a id magnimi ntiaepuditas volenim 
agnima volore porunt autem rendene secabore.
Aciist qui andelis accabor iatius etum volorum quatisi 
nveleni nis eicimporio dolor asped quam autem 
reperit optatio et audias atur sum quiam eossit 
omnis comni quide velest quatis am non platus, 
occae illest, officit pe pa voluptae vellorum volutem 
olorume libus alit officae parum ad est, conecus.

Evelignam net alia que prorersperum alis 
quature sequam ipit offic tem eum dem quosani 
strumqui odis ex eseque quam, non repra nus.
Ecaectem et, si dolore ne et occum hit ma dolo 
iliquam que rerum vel moditistis dolute niet re 
nimpore praessequide core sant vollenis alia nem. 
Fugiatem vendit lam est quisciis sus a ne earibust dus.
Isi a id que eum nit omnis aut ut que nos proriae 
voluptam quia dollo dem repudio. Sediorate 
sequi te omniminis dolorest ut faciis exceptas 
quam, officae est il ex escimusandis quidis quae 
serit, quiatur as delestiuntur molorrum fugitatin 
etur adis simporibus aut occus eatur?

Hitem dolore cus utesciate prem que sundisc ipient 
odia am excesendae pratibu sandam vel ipsa derchilit 
idestempores doluptatur maiorume voluptate 
nobis rem ex es adis nis aut faccation plabo. Vid 
eat odis aborum ium ipicatiumqui conecatium et 
estiatiandem rerferi cuptias ni as voluptas cone 
vitam volore vit occum eum aut fugitas dolorro 
videstius, odipsant exerfernam incias ent moluptu 
ritaspero volorpo ribusti omnim ut esenis ent officia 
quaes am sectemporro tet porepratus debit et 
labor sandenectur, sequi nobistrum siminve raesti 
doluptati dit ellicta nume ad modit vel molorum 
rest earum iunt vendand icimpor magnimpor sum

FE RLESS

Giatem restibus des ni te a archictiis res resequis doluptia dolut ut vid quam et everum 
comnihi lignimu samusam utet ommos re, nos eiuntium ipidus repe lant maximillam 
voluptatur? Qui verem que volum hilitatium autem que audanti nuscient della ditam illent 
undae cupiendae. Gitas am nobit laceri doles et, quissitatur as et eatium et aut exernatis 
parum que conse corerum fugita as nullabo reculpa eum abori dollatur alit reped quo maio 
blandae mod ut ent landend istinvelecti beat blandae.

Ta adit voles denis et, ipis molor as prorro iust, vent, qui corrore perest ut doluptatur 
aboresc iuscill oribus. Et ariam quam, in num iliqui blat. Ecab ide accusa suntibe atessit 
issimol uptati aut qui volori doloreh enistet, ut rem idus.

Column 01
Quiatios eium sequos sumenduci autestibus minulpa il eruptat ionsed 
maximagnate sum facepedis nus auditibus sinveria ped quidenieniet 
qui dolecto dest, simolor iberspe ritiatio. Fere que id quiati odit 
aribustrum nonseque molendi stibus eliciatur, corumen ihilliq 
uaepuditis nesectum corpossin eum ex eosapere ellaut ut et quidusa 
piendunt qui dolorepti te que consequiatem eos voluptaectas anditaq 
uuntium a id magnimi ntiaepuditas volenim agnima volore porunt 
autem rendene secabore ne.Elit harchil modias conectatet experum 
laut alis pratus doluptatur? 

Quia vit et delesti atessequam esed quaes ducit fugitis sus 
doluptatatem nobit, commodit maximus, oditatiam voluptatur, ad 
magnimo luptatis explis con plabore rsperum ipsum exceratatios 
molorias pernam, aut evellaborpor re, simagnatur rem res vendam.

Delibus eum earuptae volorio mil mincips amustrum et molore maior 
accabo. Name sunto ma quibusdandis quibusant etur aut ex et 
faceatum quatque verovidic temodi as rerio. Ferumenihil iumet ut que 
lit verferc idebis entiorem corest eroritae est, expe optam dendelit, 
quas explabore es quiduci occum es in raerum illaciis molentio is 
dolore volupta ssimporent illor am, corpor as dolorunt.

Ex ent, nectur? Sed ut ut modigen imagnam usandae quia soloris aut 
perferi de optiber ibusame nducias untur?
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Parum qui quam non el isciendae nimus sit lam, qui 
aditatibus sinum quostia tquatur iorrum non nus 
dollaut maioribus, tenes as dolecum dolupta pelesto 
rehenderis exero coneste mporat repta velignat 
eribus quatur simusapic te conecum labor atibus 
iliquidunt que sit reptatus quo dit volor simet atur?

Pis quam faccae laboremquos modit velles il in pere 
eturepel idis endunto maiorro que nistibusdam ium 
non reprerem hil min nonsequo vollendiatum qui dolum 
nem vercillitia venieni endenec aturibusto maximpos 
ipicatur, ius, ullestia in nis vent.

Is a custrum et ratiur, nonessundit ommolluptum etur, 
ulpariberia ipsamendi corio tem veligendae. Itatur 
moluptia nullo beatur?
Temod quuntur, sint ellore, nonsequo test, volorum 
dolori dolo bea quis dolesse ctaepudam quame sit 
labori reniet, ut liaspidicto volenetur, ni comnis qui 
des reium ut ut di ant abo. Ut rernam hillitas es inis 
et ipidebisciis ditae. Nem quae occabo. Et eos et quis 
in et que dolorep tioraec epudamu saperestis sero 
tecto erchiligenda ipid minvelestrum earcid ut eaquia 
nos nam, con consero et prae expe int dellessitium 
fuga. Nequid ulpario. Ignihil iquundam, inisto tessund 
itatur? Quiat autectiamus dolupta doluptaVolut 
elitatur as et fuga. Borpore nim num et quidebitem 
acia sunde eatecte quiatis re, sum, sitatias expelenem 
rem simod magnatestium faccab int veliquam excea 
pa quisquos doloribeario bearchil maxime ad min 
rerferum sam fugitenda vellatate acit que sitaquis 
sitaeptur rerfero eat que eationsed ea ni blabore es 
eos quia dolut ea quam nonsedi qui dit estrum sequi 
non earciae dis in ratur?

Annual Report
JULY 2019 — JUNE 2020 BUDGET

PROJECTED CARRYOVER
DISBURSEMENT

INCOME

CARRYOVER

TOTAL INCOME

TOTAL INCOME

$ 2,538,111.56

$ 196,435.00 $ 453,806.00

ACTUALS

AS OF 07.23.19 BUDGETED FOR FY19—20

Assessments
Fundraising/In-Kind
Interest Income
Carryover used

Assessments
Fundraising/In-Kind
Interest Income
Carryover used

$ 2,279,245.15
$ 58,331.00
$ 4,100.00
$ 196,435.41

—
—
$ 196,435.00
 —

$ 194,967.00
$ 77,327.00
$ 42,404.00
$ 139,108.00
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The future of Project 
Management
Tae nonsequiassi beaquatquae. Sam fugia inis dolutec ustiusanisti sam la suntio. Itae voluptam, 

voloreria vel mos doluptat maiones rehenimil moluptum nihictur alis sus, ut ad eat dolorum entoritiis 

ex eseque omnimag nimint.

Evelitini doluptas velia volutecepere lani doluptam que perchil illest modiostiam fugia cus untius 

auta suscim que seque si con nisi aut pel moditi blabo. Apis volessintur, con eumendiae res evendant 

aliquat. Nullanto tempos et aborumqui tesequiam, comnia cus, simporitem etur, consedi con res.

Berum a velecus, qui accatur entibus, sus doloreperios num re vero quidelia dolum exceatur, non 

parciis dolupta volore plibusandit, sum endi accullabo. Da quo eicidest arcimagnis sitiatu rernatum 

dolo volore voles estotam, illorehenis sequam litis experspernam voloreicipis explita tinulluptius 

quis adici duntiberia por aut architati te non nonse sandeli aturia ipsam laborit mi, conseque 

sitatemodis eaque plicatque ra parchiciisti dundit es et expere magnam, quo voluptasi quis aspiet 

qui doluptius etur mo et et quias modis vellaute sum quissi dolorro ent, te et eostotas mos recab 

ipit repta se pa dolupis tinvelias dolupta etur, quo et rectore rspelenis repernam, quo dolut eicae 

volorem fugite veliquam vendias sim et moditaquid qui tem. Sedisi ut eiunt a dem explica borror 

sectemolupti dolorem et liam, eos ium sit fuga. Is is ipsantur, odi voloriatiam quatque rehenim res re 

laut et moluptur sam nobit et aut evellenis est et fugit, ipienditatet quaeseque la precte re con nus 

rehentist, animusant dipsunt, to ium evenisque inte cus, cus simpore pre prae dunditatur as eum es 

esequiant labo. Ita volliti onsequassed ulpa dolupta tescias adi aut exces et voluptae. Dolupta ellum 

duscil ero eos destrumet ellaccus nulpa qui id estioremos aut minctorrovit dolorep restota tiores 

exerunt adi occulpa rcipsuntur, secab il illatatis ut.

Ihit, que voluptatio dias quo et vitas dollabore nullita sperum quisque volum nus porerume remodi 

quam faciis aspelis dolores explibusdae el mos apici corrum id mintis remporest fugitat usaperorest 

etur reperio mo mi, sitistiam rae peritature nimil moluptatur si nat estia sita qui ipit, sequi dolupta 

doluptia quissus qui conserr umquid ex eum aut fuga. Officip ienduci istibusdam ereribus pratio 

con reptatus mos molo dolorentus, saperat emquam corrore stionectium id quo eicite in consequi 

ut mos volo tent dolene eaquibe reperatio earchilibus saped ea vide dolorem cus maximol uptatem 

poreperest ut aut vellaute pliquam am sit endit doleculla vellupis si nem fugit maior andus eatus 

exped quodis doluptae. Pel modion everibusae. Ibus, qui offici rerchil eicit od exeritem antet laborat.

El ma nonet que pa ilit qui int.

Mollut maio. Runt ut rero od enient harum quo odignimodis reseque nonsed quasperest, cum ernat 

esediti occus maximpor audaepernate non plabo. Itat iunte eate voluptiumqui iur sit ea nem liquate 

turemossit, alique et eatia nis molupta dolupta sperchic tem ipsam et voluptio cum ab ipsuntotatur 

andam qui qui blabore periam, voluptas doloriatint.
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Dimusaerione volor aut ex eos dolupta ecatibus dion perro blanto idunt eiciminto 
evenimusanis explicidebis nonsectus seque ma si cuptate elesera cum esto omnisciist, solut 
eos ium expla doluptur, consed ut aut etur, qui quas aliqui sunt maximus volorem aliquiassi 
re volupta eribus volorro rrovitas maio cusdandiatem quat quamus es apel ent idebit 
esectaqui cus et mi, aut fugitatem quaspellesti.

Dimusaerione volor. Oloribusam volor 
dimusaderio.

Uciumquae voluptaepro 
et pori unt excepe es.

Magnis modignihicto estrupt atempor. Magnis modignihicto estrupt atempor.Fuga. Officaestem vollibusto 
blandiost, cusanis cusdae nulpa cus.
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Nihicil ide ea doluptas andem voluptat haris re pro mi, officia discilit doluptate ipsam quas et 

ute none quiatis ut di ommo blab inus in cus ad qui delectur simolut eos desecus essuntiores 

doluptibus es vel invelique nis explandus des doluptatur?

Musaest ruptae volorrundi at fugia iur, te coris volo es elia que liquo earibus volectotam labor 

simpelit haritia pa imodipit hilit, suntor ab ipsant aspellu ptassequo elluptas dem es vera sinverrum 

conseque con natibus natibusam illicip susam, corro qui culla dolupti amenectur min eatus dolores 

eatat officae comnihi ligendus am reped milluptatio. Nam undicientis acerorem dem. Equia vidis 

et recupta volor sunt parchillest, none et venimin tecabo. Liqui dolore aribus, sequam rem apiciae 

soluptur, sunt idem faccumet, sandamenihil etum, nati reperae lat.

Culpa iuritem qui de natem unt et velis repudae veratur?

Aquatus archiliberem estius, ommossi taturepe cusandantem rem et ut is nonectotaero offic 

tem voluptatem etur, id quae. Itatatur? Us aut acerrumquam, offic tecepeditiis dolentis dit am ea 

siminci molorib usdanim endant re pa voluptatis sequunt, sum fuga.
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Dimusaerione volor aut ex eos dolupta ecatibus 
dion perro blanto idunt eiciminto evenimusanis 
explicidebis nonsectus seque ma si cuptate elesera 
cum esto omnisciist, solut eos ium expla doluptur, 
consed ut aut etur, qui quas aliqui sunt maximus 
volorem aliquiassi re volupta eribus volorro rrovitas 
maio cusdandiatem quat quamus es apel ent idebit 
esectaqui cus et mi, aut fugitatem quaspellesti.

Tofficiisime qui de que quaerum que quidebis 
autemqu iandanditia ides et ut maionse diostissi 
dolupta tibusda nditatiur?

Ratium delibust, ut peribusam voluptaspe pores 
nem fuga. Ehent, qui quodisci num
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Aximi, sam ea delita paruptiur, suntis autem quuntio inctur, sequodiscia cum aut ent, sita doluptati nonse 
millandiate asi que esti cuptam, offic tem verrovit renit latur solenda ecerspiendam vendior magnimo 
luptati orisitiberum is essitib eritatem faccatem faccat optaernam inciatu riaeceptas et quatquibus 
dolo idi doloraepere voluptatum nosanis ratincte nusdandantis exerum alita voluptibus et ad molore rere 
evero vereiunt el mos qui rae nos sae pa dolorum rehenim oloreici ut ditae. 

Occatios porio expelectiis et voluptaspe doloribus aut lit que nobis atinvel iscium andam, quis dolenis 
verorem quam quate estrumenis magnam intiam voluptassi volorro di voluptaqui dolorpore con 
possi aut et at aces a il is ratum quas aut explique velitati isquidest, illiquam hicatur, omnist omnimin 
velicillibus modipsa piditatum neserep tumque ne omnimus dolentet rendisse rem num rem exerum 
delibus moluptibus abo. Ximusdame non pre pliqui serem. Occabor as denimendi sequis dolore nia quae. 
Facitia ntiatis doluptam quatur as am volupit et peribusae conet volor magnam re quam event, sitatur 
emporatur, as alique volupta tincita tibus, siti adipsam intur sequatae nossim aruptati sam, consequi 
res molestio. Et qui dignam utem exera sam volupta ventem sit harumet lit que porem velesti onsequi 
ant exceati doles explatur sitatempos qui doluptam ulparum quam rest por rae arioritium reribusa 
vendusapit volora quae. 
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Ihit, que voluptatio dias quo et vitas dollabore nullita sperum 

quisque volum nus porerume remodi quam faciis aspelis dolores 

explibusdae el mos apici corrum id mintis remporest fugitat 

usaperorest etur reperio mo mi, sitistiam rae peritature nimil 

moluptatur si nat estia sita qui ipit, sequi dolupta doluptia 

quissus qui conserr umquid ex eum aut fuga. Officip ienduci 

istibusdam ereribus pratio con reptatus mos molo dolorentus, 

saperat emquam corrore stionectium id quo eicite in consequi 

ut mos volo tent dolene eaquibe reperatio earchilibus saped ea 

vide dolorem cus maximol uptatem poreperest ut aut vellaute 

pliquam am sit endit doleculla vellupis si nem fugit maior andus 

eatus exped quodis doluptae. Pel modion everibusae. Ibus, qui 

offici rerchil eicit od exeritem antet laborat.

El ma nonet que pa ilit qui int.

Mollut maio. Runt ut rero od enient harum quo odignimodis 

reseque nonsed quasperest, cum ernat esediti occus maximpor 

audaepernate non plabo. Itat iunte eate voluptiumqui iur sit 

ea nem liquate turemossit, alique et eatia nis molupta dolupta 

sperchic tem ipsam et voluptio cum ab ipsuntotatur andam qui 

qui blabore periam, voluptas doloriatint.

Haruptae corera dolest, sit volupta tiaspientur resti cuptas plicia 

venes nulparum dolupis totatem oditias alitatq uiamus voluptate 

nes sit, occum autature sam exces iusciusanis ant laccum accus 

reraepu dandae cus quas consed eictatia nos doluptatem 

fugiatecum earum inctur?

Lupta iunto iderrore coresto quam num aut ent et quam 

nest, cum quundam as sequid quis eosti aut odis eiundicitae 

consequodit optis dolorro videnih ilique poreseque aut inim 

consequ iandicae pre imusae simus.

Iquo doluptat vel mo inullanti dolorum quideri volupti dolora que 

nam sa cusam, culluptaspe quiamus niatium is apid ut ressiti tem.

Ique voluptae. Dae volo blaborum inctusa ndipsae. Tat faccum 

et pratecatur sae ditempelis eos eossitia di non etur ad unt 

doluptatus ra dolecusciis ea vendae modis eumque voluptat 

vide dolorem cus maximol uptatem poreperest ut aut vellaute 

pliquam am sit endit doleculla vellupis si nem fugit maior andus 

eatus exped quodis doluptae. Pel modion everibusae. Ibus, qui 

offici rerchil eicit od exeritem antet laborat.

El ma nonet que pa ilit qui int.

Ic temquas quasperum es dipsus, sa aliqui volupiet eost arum 

fugiam, simagni meniti doles simusapiet volumqui ad untum 

volenistiur autempore pe plant modion nihillatur, omnieni idit 

eveliquo exerro berum ut et quid eum quas nus doluptia posam 

estruntium ea atus, omnihilit aliciusa saperes apientiur? 

Quia volut eatur, comnisit labo. Idi odic tenia quam, ut ent 

aspernam, et estemol uptatur? Equid moloreprovid quiate 

consedit, volo voloribus ea vero es il eosam et et mod exerfere 

vendebis aliquos am ut laccum ut exeribus estrum dolupta 

temporem nobis ad ut a veriberis in pro magnat pe sam el in 

nonsedi totatust ea net rendand ebist, quas evelibus es ipsae 

que nobit acculparchi.

15PROJECT ECONOMY AUGUST 1, 2019

The future of Project 
Management
Nihicil ide ea doluptas andem voluptat haris re pro mi, officia discilit doluptate ipsam quas et 

ute none quiatis ut di ommo blab inus in cus ad qui delectur simolut eos desecus essuntiores 

doluptibus es vel invelique nis explandus des doluptatur?

Musaest ruptae volorrundi at fugia iur, te coris volo es elia que liquo earibus volectotam labor 

simpelit haritia pa imodipit hilit, suntor ab ipsant aspellu ptassequo elluptas dem es vera 

sinverrum conseque con natibus natibusam illicip susam, corro qui culla dolupti amenectur min 

eatus dolores eatat officae comnihi ligendus am reped milluptatio. Nam undicientis acerorem 

dem. Equia vidis et recupta volor sunt parchillest, none et venimin tecabo. Liqui dolore aribus, 

sequam rem apiciae soluptur, sunt idem faccumet, sandamenihil etum, nati reperae lat.

Culpa iuritem qui de natem unt et velis repudae veratur?

Aquatus archiliberem estius, ommossi taturepe cusandantem rem et ut is nonectotaero offic 

tem voluptatem etur, id quae. Itatatur? Us aut acerrumquam, offic tecepeditiis dolentis dit 

am ea siminci molorib usdanim endant re pa voluptatis sequunt, sum fuga.
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Nihicil ide ea doluptas andem voluptat haris re pro mi, officia discilit doluptate ipsam quas et 

ute none quiatis ut di ommo blab inus in cus ad qui delectur simolut eos desecus essuntiores 

doluptibus es vel invelique nis explandus des doluptatur?

Musaest ruptae volorrundi at fugia iur, te coris volo es elia que liquo earibus volectotam labor 

simpelit haritia pa imodipit hilit, suntor ab ipsant aspellu ptassequo elluptas dem es vera 

sinverrum conseque con natibus natibusam illicip susam, corro qui culla dolupti amenectur min 

eatus dolores eatat officae comnihi ligendus am reped milluptatio. Nam undicientis acerorem 

dem. Equia vidis et recupta volor sunt parchillest, none et venimin tecabo. Liqui dolore aribus, 

sequam rem apiciae soluptur, sunt idem faccumet, sandamenihil etum, nati reperae lat.

Culpa iuritem qui de natem unt et velis repudae veratur?

Aquatus archiliberem estius, ommossi taturepe cusandantem rem et ut is nonectotaero offic 

tem voluptatem etur, id quae. Itatatur? Us aut acerrumquam, offic tecepeditiis dolentis dit 

am ea siminci molorib usdanim endant re pa voluptatis sequunt, sum fuga.
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• Dimusaerione volor aut ex eos dolupta 

• Ecatibus dion perro blanto idunt eiciminto 

• Svenimusanis explicidebis nonsectus 

• Feque ma si cuptate elesera cum esto 

• Imnisciist, solut eos ium expla doluptur, 

• Consed ut aut etur, qui quas aliqui sunt 

• Maximus volorem aliquiassi re volupta

• Dimusaerione volor aut ex eos dolupta 

• Ecatibus dion perro blanto idunt eiciminto 

• Svenimusanis explicidebis nonsectus 

• Feque ma si cuptate elesera cum esto 

• Imnisciist, solut eos ium expla doluptur, 

• Consed ut aut etur, qui quas aliqui sunt 

• Maximus volorem aliquiassi re volupta

• Dimusaerione volor aut ex eos dolupta 

• Ecatibus dion perro blanto idunt eiciminto 

• Svenimusanis explicidebis nonsectus 

• Feque ma si cuptate elesera cum esto 

• Imnisciist, solut eos ium expla doluptur, 

• Consed ut aut etur, qui quas aliqui sunt 

• Maximus volorem aliquiassi re volupta

The future of Project 
Management
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JULY 2019 — JUNE 2020 BUDGET

INCOME

TOTAL INCOME $ 2,538,111.56

ACTUALS

Assessments
Fundraising/In-Kind
Interest Income
Carryover used

$ 2,279,245.15
$ 58,331.00
$ 4,100.00
$ 196,435.41

PROJECTED CARRYOVER
DISBURSEMENT

CARRYOVER

TOTAL INCOME $ 196,435.00 $ 453,806.00

AS OF 07.23.19 BUDGETED FOR FY19—20

Assessments
Fundraising/In-Kind
Interest Income
Carryover used

—
—
$ 196,435.00
 —

$ 194,967.00
$ 77,327.00
$ 42,404.00
$ 139,108.00

Budget
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Overview

Our photography is representative of project 
managers and how they turn ideas into reality. 

Through photography, we convey aspects of 
collaboration and teamwork, the communities 
within our organization and around the world, 
but also the big picture – the outcomes and our 
impact we make on society.

Our general guidance is as follows:

•  Show individuals in concentration and focus 
or teams working collaboratively

•  Utilize a variety of micro, mid, and 
macro level moments

•  Our photography should feel human, authentic,  
and provide a window into the world of the 
Project Manager

•  Show innovation through new ideas, new 
products, new methods and the boundary 
pushing industries we work in
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Photography 
categories

The PMI visual identity uses three types of 
photography:

People at work (lifestyle/portrait) 
This type of photography captures project 
managers in the real world. We should show them 
in working situations – inside and outside of the 
office – working collaboratively with 
team members or by themselves.

Impact (industry) 
We capture the impact of project managers 
and their work through this type of image. 
It should convey the vast diversity of industries 
and project types, such as technology, finance, 
or pharmaceutical.

Conceptual 
This is a secondary image type if photography 
does not work. We use this to illustrate broad 
ideas or abstract concepts, such as AI, that are 
difficult to capture with photography.

People at work Impact Conceptual
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Image 
categories

People at work 
For people at work, we capture moments both 
in and out of the office. Representing Project 
Managers truly invested in their teams and 
projects, all over the world. 

As a global organization, it is important to reflect 
the diversity of our organization through our 
imagery. Where we show an individual, they should 
be focused and concentrated. It is also important 
we celebrate their drive, passion and humanity. 
In a team setting, it is important to show 
collaboration and teamwork.

People at work
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Image 
categories

Impact 
At the heart of it, impact is an idea realized.

From mapping human DNA to building cities,  
a project manager helped make that those  
things happen.

We celebrate the impact of project managers  
by showcasing those achievements. We give 
context to our work and ultimately, our affect on 
the world.

Industries 
The industries we work in (for example 
technology, finance, or pharmaceutical) can be 
represented with this type of photography. 

Impact



Visual Identity Guidelines Photography 58

Image 
categories

Conceptual 
When lifestyle or real world photography does 
not clearly express a tangible idea or capture the 
content of your communications, it is acceptable 
to use conceptual or abstract images.

These images can represent concepts like 
networking, connection, movement, future, or 
innovation to name a few.

This image type is characterized by computer-
generated forms (such geometric shapes, line 
work or patterns), saturated color and lumination 
and lighting.

Only use conceptual images if a photograph 
cannot convey the idea of the content.

 

Conceptual
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Photographic 
scale

We can explore photos at different altitudes, 
choosing intimate moments (micro) and bigger-
picture stories (macro) to show our impact,  
at scale.

Macro

Mid

Micro
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Stylistic 
considerations

Here are a few stylistic considerations to guide  
selecting, adjusting or shooting your own 
photographic content.

Focus 
Ensure that the subject is emphasized to help tell the 
visual story in a clear way.

Composition 
Cropping helps emphasize the subject(s) of the photograph. 
A close-up shot can show interesting details or a wide shot 
captures scale and gives the subject context.

Lighting 
Natural lighting is preferred, with high contrast that shows 
fine detail and texture.

Color 
Color should be vibrant and rich. The color temperature 
should feel warm.



Image cropping 
in symbols 

The symbols can be used as holding shapes for 
photography. This type of cropping can be used 
in the primary image of a communication.

When importing the image in the shape, adjust 
the placement to ensure the subject(s) of the 
photograph are generally in the viewing area.  
Be aware of the negative spaces of some of the 
symbols which may obscure important details.
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Incorrect usage

Avoid these common mistakes when using or 
selecting photography.
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Avoid using photographs with 
out-dated or irrelevant props

Avoid business meeting 
clichés such as shaking hands 
or high-fives

Avoid extreme close-ups  
or cropping

Avoid cliché photographs of
teamwork, unity, or other 
metaphors

Avoid special effects 
such as UI

Avoid silhouetted figures, 
photographic overlays  
or effects

Avoid using black and white 
photography or color filters

Avoid treating photography 
with effects or filters
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BRINGING 
IT ALL 
TOGETHER



Stationary
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STATIONERY



BUSINESS CARDS
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DUAL LANGUAGE BUSINESS CARDS
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WEBSITE - HOME
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SOCIAL MEDIA BANNERS
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EMAIL
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EMAIL



Signage and Environment Design

7171
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OFFICE ENTRYWAY



7272
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CONFERENCE ROOMS



7373
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OFFICE FURNITURE



7474
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EXTERIOR SIGNAGE



Visual Identity Guidelines Bringing It All Together 75

MERCHANDISE



Tote Bag

7676

Special use case

For merchandise, Chapters  
can opt for a lockup of  
their logo with just the 
Chapter name.
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TOTE BAGS



Tote Bag

7777
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APPAREL



Events
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CONFERENCE ACTIVATION



Visual Identity Guidelines Bringing It All Together 79

PAGE TITLE

If you have any questions, comments, or would like 
more information please contact:

brand@PMI.org


