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Ubuntu Brand Guidelines Introduction

We believe that everyone has the right to a high-quality
computing experience. And we believe it should be free. Ubuntu
is the best operating system in the world. It's fast, free and saf
More than an operating system, Ubuntu is at the forefront of a
world-changing revolution that's gathering pace every day. A truly
collaborative effort with freedom at its heart, Ubuntu is the result
of a growing community working together to produce something
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The logos

The logo is the most recognisable feature of any brand identity.
Our new logos represent our core values.

extraordinary.

Why do we need guidelines?

A successful visual identity has to be consistent, recognisable
and powerful.

The Following guidelines should help all of us to create a
distinct, professional visual identity that clearly communicates
our brand values.

Please take some time to understand how to apply these
quidelines correctly.

Ubuntu Brand Identity Guidelines Ubuntu core values

Our values

Ubuntu embodies freedom, and is collaborative, precise, and reliable.

Ubuntu and Canonical:
bridging the gap

A strong, purposeful and vibrant identity for Ubuntu and Canonical
are central to our success. In the past, the distinctive look of Ubuntu
lent itself well to pure community messaging, but it was hard to use
the same approach for Canonical’'s commercial services. We needed
to move away from a one-size-fits-all approach and define a clear,
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General design rules

Community o Commercial
Community / Commercial
Orange / aubergine

Consumer ® Enterprise Consumer / Enterprise

Light aubergine / dark aubergine
Less closely spaced dots / more
closely spaced dots

End-user o Engineer
User / Engineer
Closely spaced dots / widely
spaced dots

recognisable way to engage every audience.

Who are we talking to?

Ubuntu faces a unique — and welcome - challenge in appealing to a
range of users. But these different users expect different things.
We have developed a system which will help define the right look
and feel for the right target audience.

A new approach
We have identified six of our core audiences and distilled them into
three groups. Each group represents a different audience focus.

The audience spectrum

Before we produce any material, it should be clear where the
audience emphasis lies on the scales between community and
commercial, consumer and enterprise, and user and engineer.
This will help us determine which colours and designs to use.
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Connect the dots

Widely spaced dots - On the user-engineer spectrum, we

took inspiration from graph paper and engineering blue prints.
When you see widely spaced patterns of dots, the content is
more engineering-oriented than user-oriented.

A large area of widely spaced dots on the page signal
engineer orientation only.

A small set of widely spaced dots can be used as a flourish to
add texture to the page.

For specific examples, please see pages x to x.

Ubuntu Brand Guidelines

The palette explained

Our new palette includes: We have introduced a colour balance chart
Orange - For a community focus. Shades only ~ which shows the proportional use of colour
vary according to hierarchy of information ~ for materials depending on where they sit on
within tables and diagrams. the audience spectrum,

Light and dark aubergine - For a consumer At one end of the scale, where the work is

focus. Lighter shades indicate more of a dominated by the community, the emphasis
consumer focus, darker shades indicate more s on a fresh palette, the use of white and
of an enterprise Focus. Warm grey - For orange, and warm grey for balance.

balance. Orange and aubergine together
are very striking. The addition of warm grey At the other end of the scale, where the work

softens the combination of orange and is more focused on Canonical, the palette is
aubergine and provides a bridge between  more refined and grounded, with much more
the two.Cool grey - For typography, ‘emphasis on aubergine as the core colour.
particularly body copy. Black can be quite

harsh in combination with aubergine, but  For specific examples, please see pages

grey delivers more balance while still being
legible White - For a clean, fresh and light
feel Black - For typography and black-
and-white versions of the brandmark.

The palette explained 01

We have introduced a colour balance chart
which shows the proportional use of colour
for materials depending on where they sit on
the audience spectrum

At one end of the scale, where the work is
dominated by the community, the emphasis
is on a fresh palette, the use of white and
orange, and warm grey for balance.

At the other end of the scale, where the work
is more focused on Canonical, the palette is
more refined and grounded, with much more
emphasis on aubergine as the core colour.

For specific examples, please see pages.
x
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The Ubuntu logo The Canonical logo
Ubuntu has grown up. We've revisited the  The new Canonical logo is smart, precise and
circle-of-friends idea and evolved it. Our new  focused. It is clearly linked to Ubuntu but
Ubuntu logo has two parts: the word mark  equally clearly differentiated.
and the symbol
« The word mark - The Canonical word mark
adopts the same font as the Ubuntu word
+ The word mark - We've designed a new font, mark, but uses capital etters. The preferred
which harnesses the core values of precision use of the word mark is white typography on
and reliability in particular. Given that the a flat aubergine-coloured background.
theme For the next five years is light, the
preferred use of the word mark s white + The new symbol plays on the ideas of
typography on a flat orange-coloured Canonical being focused and targeted. These
background. ideas strongly relate to our core values of
reliability, precision and adroitness. Similar to
 The symbol - The new symbol simplifies and ~ Ubuntu, the symbol should always appear as
sharpens the original circle-of-friends design. ~white on a flat aub loured
1t's leaner, more refined and more background wherever possible.
contemporary. Wherever possible, the
symbol should always appear as white on
a flat orange-coloured background
Ubuntu Brand Guidelines The palette explained 01
Colour makes a brand instantly recognisable. We like to think
our colour palette is simple, effective and striking.
We have introduced a palette which includes both a fresh,
lively orange, and a rich, mature aubergine. The use of aubergine
indicates commercial involvement, while orange is a signal of
community engagement.
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Made to measure

Our sliding-scale approach helps us to target different audiences
more effectively. We can convey subtle collaboration between
community and corporate groups, or work which is aimed at
engineers and enterprise-focused developers. This means that we
can publish content that spans the full range of audiences, and we
can start the design process with the right visual cues in mind.

Example audiences

- Canonical to OEMs - Emphasis on aubergine. Widely spaced dot patterns.

+ Canonical to CIOs - Emphasis on aubergine. Closely spaced dot patterns.

+ Canonical to the community - Emphasis on orange but with aubergine presence.

+ Closely spaced dot pattern - used sparingly.

«Internal audience eg. Some Hands materials -Emphasis on aubergine with an orange flourish. Both
widely spaced dots and closely spaced dotsshould be used here. Artwork examples will be available
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Connect the dots

Widely spaced dots - On the user-engineer spectrum, we

took inspiration from graph paper and engineering blue prints.
When you see widely spaced patterns of dots, the content is
more engineering-oriented than user-oriented.

A large area of widely spaced dots on the page signal
engineer orientation only.

A small set of widely spaced dots can be used as a flourish to
add texture to the page.

For specific examples, please see pages x to x.
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Producing new work 01
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Producing new work - A checklist

Whenever you're about to create a new piece of work,
please consider the following.

Presentations
We've created a presentation template to help you use the
brand consistently. (see pages x to x)

By following these guidelines, you should be able to create
simple, effective and dynamic presentations.

General tips
Avoid overcrowding slides with too many
words or images. Keep them simple.

Do not use too many different styles of
chart. Try to create a uniform look to the
presentation and the information will be
much easier for the viewer to understand.

Use the correct typeface and colour palette.
Use the audience spectrum to identify the
colours you should be using.

Checklist:
Where does the piece of work fit on the
audience spectrum?

Am | using the right colour palette?

Am 1 using the most up-to-date master
template?

IF1 am using photography, s it in the right
style?

5. Are the charts and diagrams consistent?
6.Am | using the right font?

7. Am | using the right brandmark?

8. Am | using the right tone of voice?

Please see pages x to x for detailed specs.
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Charts and diagrams

Charts and diagrams are a great way to present complex information
in a clear way. Our charts and diagrams make full use of our new
dot-pattern textures and our new colour palette.

Dot-pattern texture -« For backgrounds
« Under title headings

Colour palette « Orange
< Aubergine
* Warm grey
« Cool grey

Ubuntu Brand Guidelines

General tips
Don't overcrowd the chart or diagram. Think
about what you need to say and be selective
about the information you need to
communicate,

Use pictograms where necessary (see
examples on pages x to x and visit the
pictogram library at ..).

Use the correct typeface and colour palette.
Use the audience spectrum to identify the
colours you should be using

Please consult the guide detailing how to
create charts and diagrams on pages x to x.

Checklist

1. Where does the diagram/chart sit on the
audience spectrum:

2.Am |l using the right colour palette?

3. Are the charts and diagrams consistent?

4.Am | using the right font?

5. Am | using the right brandmark?

6. Am | using the right tone of voice?

Please see pages x to x for detailed specs.

Charts and diagrams 01
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Photography

Photography is a good way to help us contextualise and humanise
content. We use ‘product’ photography and ‘people’ photography.
We're more likely to ‘product’ photography in relation to Ubuntu and
‘people’ photography in relation to Canonical. Our photography uses
an aubergine duotone effect.
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General tips

- We use duotone and tritone image
treatments with colours taken from
our palette.

« We can artificially highlight part of an
image with orange or aubergine.

« When signalling community involvement,
we use an orange-and-black duotone.

- When signalling Canonical involvement,
we use an aubergine-and-black duotone.

«In both cases, we can accent, or highlight, a
portion of the image using either orange or
one of the lighter shades of aubergine:

- We can add a dot-pattern flourish to
signal Canonical ownership and re-enforce
the brand.

« Text on photographs should be white,
either directly on the darker portion of the
image, or on a dark swatch of colour placed
onto the image.

You can find approved photographic images
from our photo library at

Photography 01

Checklist

1. Where does the content fit on the
audience spectrum?

2. Am | using using the duotone correctly?

3.Am | using the right text colour?

4.Have | cropped the image in the right way?

5. Source images from our photo library at

Please see pages x to x for detailed specs.
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EXAMPLES OF PRINT COLLATERAL

INCLUDING RELEVANT ANCHOR POINTS

Ubuntu Brand Identity Guidelines Examples Banner

EXAMPLES OF PRINT COLLATERAL

INCLUDING RELEVANT ANCHOR POINTS
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Examples CD and CD packaging

EXAMPLES OF PRINT COLLATERAL

INCLUDING RELEVANT ANCHOR POINTS
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BRANDMARK ELEMENTS

Wordmark

The brandmark 02

ROUNDEL CIRCLE OF FRIENDS (CoF)

untu

WORDMARK

REGISTERED TRADEMARK

the correct Feel

Roundel
G e

e
and maximum egibily.

Cirleof Friends
Acrafted graphic symbal that represents; reedom,
collaboration precsion and rlibilty

Registered Trademark @
The Ubuntu word and ssocisted brandmarks are Registered
Trademarks. When using the Ubuntu brandmark,please

include the ®, uness th ize or location of the brandmark

o reference makes this impossible or detrimentalto
Id identfy the

brandmark as a Canonical ™ by stating I an appropriate
and obvious place “Ubuntu i 3 regstered trademark.
of Canonical Lt
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The brandmark

Copy to come...

Ubuntu Brand Guidelines

THE CIRCLE OF FRIENDS

The Ubuntu brandmark is made up ofthe Ubuntu
wordmark and the Ubuntu symbol This symbols caled
the Circle of Friends’

It has been carefully re-drawn and positioned within
arounde for precision and added clarity.

Circle of Friends 03

Ubuntu Brand Guidelines

ubun

HE UBUNTU BRANDMARK

The Ubuntu brandmark captures the precise and
reliable qualities of

Consistent us of the Ubuntu brandmark s essential

symbol and wordmark.
Itis made up of acustom designed Font (wordmark),
carefullyspaced with are-drawn Cirle of Friends’
placed within a roundel

increating e master
brandmark s supplied asartwork and should never
be alered, distorted orre-created n any way.

The brandmark 01
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ubuntu® B ubuntu® RSl

white and orange (orange Circle of Friends) white and orange orange

ubuntu® KA ubuntu®

black and orange white black

AVAILABLE COLOUR

The brandmarkis supplied as Pantone and CMYK versions
For print, and HEX versions for web. It can only b
one of the Ubuntu colours, shown on page 14

Never change any of the colours i the brandmark. For
detailed colour specifications refer t page 14

Ubuntu Brand Guidelines

white and orange orange

AVAILABLE COLOURWAYS.

The Circe o Frends i supplied as Pantone and CMYK
versions for print, and HEX versions for webs It can only
be used on one of the Ubunty colours,show on page 14,

Never change any of the olours in the brandrmark.
For detailed colour specifications efer to page 14

Colourways Circle of Friends 05

E®

white

black




Ubuntu Brand Guidelines

%

%X

DEFINING THE EXCLUSION ZONE
The U branimar must s hve et res
surrounding I, Free from any other elem

To define this ares, measure the height o the roundel

and use halFthis measure to create the boundary of lear
space sround the brandmark.

ubunt

Exclusion zone The brandmark 06

¥

x>

%X

Ubuntu Brand Guidelines

OEFINING THE EXCLUSION ZONE

The Gircle of Friends, when used on ts own, must

alwayshave scleararea surrounding . Free From any

other lement

To define this area, measure the height of the
undel and use a Quarter of this measure to create

the boundary of clear space.

Surrounding space Circle of Friends 07

YaX VaX

VaX VaX
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standard version

ubuntu®

width = 80mm

MINMUM SIZE

Standard version

Minimum size and small use 08

no ® version smalluse version

ubuntu® wbuntu®

width = 30mm width = 15mm

Smalluse version

used at awidth lss than 80mm, a3 shown above.

No @ version
Below the wickh of 80mm,the no regisered rademark
version must be used. It nust never b used at a width
fess than 30

than 30mm  small ue version’has been created. This
version must never be used t 3 width less than 15mm,

Ubuntu Brand Guidelines

Positional guides 09

- ubuntu

CENTERING THE BRANDMARK

When centering the brandmark,it s important to

Verticalalignment

Horizontal lignmer
g he it poin betweenth  and 1 with the
centre of the pagescreen.

onthe centre of the page/screen.

Ubuntu Brand Guidelines

Incorrect use 10

ubuntu®

other than

7.
ie]
INcoRRecT Ut YU MUST NOS
Ensuringth correct spplcaton ofthe bandimrk 10 v
Rorzontalor vertil
2c 5a the brandimark

you will help to buld 2 powerul and united dentity
Forthe Ubuntu brand.

Shown on this page are examples incorrect use

3. Change the colour of the Circle of Frends

4. Change the arangement of the elements.

7. Place the brandmark on 3 non brand colour

Ubuntu Brand Identity Guidelines

Exceptional use brandmarks Stacked version 11

ubuntu

THE UBUNTU STACKED BRANDMARK

For exceptional circumstances, .. hardware tickers,
3 stacked verson of the brandmark has been created.
Consistent use of the Ubuntu brandmark s esentisl
increatingunied brand denty. The st

< supolied s atwork andshoutd never
e tred dianed o ecremed oy
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Ya X

ubu

Ya X

DEFINING THE EXCLUSION ZONE

Exceptional use brandmarks Stacked version 12

standard stacked version o ®@version

YVaX

X

ubuntu -

YVaX

width = 71mm width = Bmm

MINIMUM SIZE

ding it

o define tis area, measure the height of the roundel
and use s quarter of this measure o create the boundary

the.
used at awidth less than 71mm, s shown above,

No ® version

of clear

7
version must be used. I st never be used ata width
less than g,
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®

ubuntu
ubuntu

Exceptional use brandmarks Vertical version 13

e arents s

reminshotizor XS

(O)

HE UBUNTU VERTICAL BRANDMARK
For. e The master Todetnets s the
the brandmark Slered, distorted orre-created in e bl s ket bodry o e

any way. Shocesroundthe brandmark

The Cirde of

W‘,W,,M,,mw,smlm‘,m,,,mmWS Defining the exclusion zone Minimum size and small use:

remsins horizontl area
surrounding i clement. the brandmark.Refer to page 08

for detai
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UBUNTU ORANGE WHITE
Pantone 1665

COM79 V100K comovoko
HEX #DDA814 HEX #FFFFFF

COLOUR SPECIFICATIONS.

Colour s aneffective powerful and instantly recognisable
edium for visual communications. To convey the brand

personalty and brand values, there s  sophisicated

colour patte.

These colours are used widely inthe brand communicatons,

o convey the precie,relableand free personality.

BLACK

coMovoK100
HEX #000000

Colour palette 14

i e
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File structure 15

ubuntu_orange_st_pms_no®.eps

BRAND NAME

coLouRWAY VERSION COLOUR MODE REGISTERED FILE FORMAT
TRADEMARK

STATUS

ubuntu_orange_pms_su.eps

LE NAMING SYSTEM
ThtsiervorFleses il amngsysem
(detaled on this page) o make it easy ko Find th
correct s,

Use the following pages 3 a quide to choosing the
correct version fo your communication

Brand name
Ubuntu stacked version

vertialversion

Colourway
blackorange
range

de
Pantone

white-orange = Four colour
white-orange(cof) process

black bw = Greysaale
white hex = Websafe colours

VERSION sizE
Registered File format
trademark status eps = forprintandweb
noe = o egistere svg = forwed
densson .~ Toruet
Versionsize w9 = forweb
= smalluse
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COLOUR VERSIONS

ubuntu®

ubunty_blackorange_pmseps

ubuntu®

ubunty_white-orange_pms.eps

BLACK AND WHITE VERSIONS.

ubuntu®

ubunty_black_baweps

CHOOSING THE CORRECT VERSION
Use the examples and chart above to help you
choose the correct version of the brandmark.

The naming of olourways ae the same for both
print and web versions, and al ile Formats.

The examples above are print versions

ubuntu_white-orange(cof)_pms.eps.

File structure 16

UBUNTU BRANDMARK COLOURWAY CHART

ubuRty® e
[ —— e
® 'ubuntu_white-orange(cof)_pms.eps white orange white
ubuntu T e S e
e L

ubuntu_white_b-wieps white black white

ubuntu®

ubuntu_white_b-w.eps.
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Brand identity elements

Copy to come...
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This is Ubuntu Sans.
It is a unique, custom designed
font that has a very distinctive
look and feel.

UBUNTU SanS

The way that typograshy

itisu

ourbrand a the words themselves.

The Ubuntu typeface has been specially created to
thass

rand messages. It has 3 distinctive look and t must e used
ol communications,

tothe Ubuntu brand that convey a precise elable and
free attitude.

Typography 00

Ubuntu Brand Identity Guidelines

‘Typography The Ubuntu Sans font family 00

Ubuntu Sans Regular - ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz /(.,;; ?V'-_+) 0123456789

Ubuntu Sans Regular Italic - ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz /(.,; 7

Ubuntu Sans font Family

Ubuntu Sans Li
Ubuntu Sans L

Ubuntu Sans Regular
Ubuntu Sans Regular Italic

copy.

Ubuntu Sans Medium
Ubuntu Sans Medium Italic

Ubuntu Sans Bold

Ubuntu Sans Bold It

Ubuntu Sans Monospace

I +) 0123456789

Ubuntu Sans Condensed

Ubuntu Sans Hebrew

has the same set width and spacing. The advantage
of whichis

Ubuntu Sans Monospace is avalabl i Latn, Greek
and Cyilc and i the following weighs: Regular,Bold,
italic,Bold alc

aisble
Il Bold alic
Ubuntu Sans Avabi
Avalabl 1 he following weighs:Reular, 80
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Typography How and when to use Ubuntu Sans 00

Ubuntu Sans Light/Regular

Typeface plays an important roll [r—

in defining and strengthening our

The ollowing guidelines have been designed to help
all of s create a professional, powerful,precise and
consistent brand identity tha clearly communicates the

personality. Leading is important Ubintuvaue

creating legibility and a good rythmn

to the page.

USING LIGHT AND REGULAR
ught

Use Ubuntu SansLightfor.

Refer to ‘How does it ll come together?”sections for

‘examples of how ta use typography correcty.

Use Ubunty Sans Regular for continuos text and
sub-headings and highlighted copy within body copy.
Refer to ‘How does it all come together?” sections for
examples of how to use typography correctly.
The following guidelines have been designed to help
allof us create 3 professional, powerful,precise and
ondstntbran enty hat ey comminaesthe
value
Use Ubuntu Sans Regular for continuos text and
sub-headings and hghlighted copy within body copy
Refer to "How does it all come together?” sections for
examples o how to use typography correctly.

Ubuntu Sans Regula Leading (ine spacing)

se sular for
subheadings and highlighted copy within body copy:
Refer to ‘How does it all come together? sections for
examples of how to use typography correctl.

For continaous e las e Ubunt egulr
or Ubuntu Light. Please use a 3pt spa
o laibity 312 pt s he e s andlesdig
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Typeface plays an important roll

in defining and strengthening our
personality. Leading is important
creating legibility and a good rythmn -hesdings and

to the page.

USING LIGHT AND REGULAR
Ubuntu

Sans Medium
Use Ubuntu Sans Medium for.

Ubuntu Sans Bold
Use Ubuntu Sans Bold for.

Typography How and when to use Ubuntu Sans 00

TheFollwing uidelnes ave been designed o hlp

brand entytot oty commncors e

Use Ubuntu Sans Regu

ogether?”sections for

i Bl st corecs
DB i e st

TS s roessions, powert recsesnd

S v ot e g wil vy <o

Referto How does tl come together sectons or

examples of how to use typography

Leading (ine spacing
For headlines please use 27/30p

For continuous text mamwmmmm

or Ubuntu Light. Please use 3 3pt spac

Forleghilty 312 o 5 the et s nd eaing
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Typestyles

« All text Ubuntu Light or Regular « Bullet points for emphasis 2mm tab

< All text prints cool grey 11 after bullet point

« Intro copy prints black « Sub bullet points en dash

 All copy R/L upper and lower case - 12pt line space before and after heading

« 6pt space between paragraphs « Footnotes - 6pt/9pt leading use glyphs
for numbering

Typestyles  Above s a briefautline of he typestyles we are adopting
fortypoaraphy. There are detailed examples on page xx

Formats

Grids

_2/3/4/6/ columns
_How to use them

Grids

_2/3/4/6/ columns
_How to use them

Grids

_2/3/4/6/ columns
_How to use them

Colour Palette

_All colour breakdowns
_HEX, Pantone, CMYK

[¢ i ° [€
Consumer o pri
End-user O Engineer

Colour Palette

_All colour breakdowns
_HEX, Pantone, CMYK
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INTRODUCING THE UBUNTU DOTS.
copy tofolow.

Colour Landscape

_The amount of colour
we use

Ubuntu Brand Identity Guidelines

The Ubuntu dots Three versions 00

DOT SIZE AND SPACING

dots dots dots
0.7mm dot, 6mim spacing 0.5mm dot, 3mm spacing 03mm dot, 1mm spacing

C i ad Commercial
Consumer o Y
End-user o Engineer
Ubuntu Brand Identity Guidelines The Ubuntu dots Usage 00

Community. ® «
Consumer o ) Enterprise
End-user o Engineer
Ubuntu Brand Identity Guidelines The Ubuntu dots Usage 00

USING THE DOTS AS A BACKGROUND GRID

Charts and diagrams Pictograms Largetext
Copytofollow: Copy o folow. Copy o follow.

Ubuntu Brand Identity Guidelines ‘The Ubuntu dots Usage 00

KEYLINES AND GRAPHIC ACCENTS

keytines. Dividing lnes Graphicaccents
Copy o follow. opy o follow. Copy tofollow.

Ubuntu Brand Identity Guidelines

The Ubuntu brandmark 00

DOT COMBINATIONS.
Copy tofolow.

DOT COMBINATIONS.
Copy tofollow.

Ubuntu Brand Identity Guidelines ‘The Ubuntu dots Large format use - three versions 00

DOT SIZE AND SPACING

dots dots dots
4mm dot, 36mm spacing 3mm dot, 18mm spacing 2mm dot, 6mm spacing

Co branding

_How the logos work and live
with 3rd party branding




Co branding

_How the logos work and live

with 3rd party branding

Co branding

_How the logos work and live
with 3rd party branding

Pictograms

_How we/when use the
pictograms

Pictograms

_How we/when use the
pictograms

How does it all come together?

Copy to come...

Pictograms

_How we/when use the
pictograms

Styling presentations

_Open Office templates

Styling presentations

_Open Office templates

Styling presentations

_Open Office templates

Styling presentations

_Open Office templates

Signage

_guidelines for internal
signage

Signage

_guidelines for internal
signage

Ads

_Guideline banner ads

Signage

_guidelines for internal
signage

Examples
_Data sheets

X7

Examples

_Guideline diagrams
_Guideline charts




Examples

_Guideline diagrams
_Guideline charts

Examples

_Dot pattern

Examples

_Pictograms

Examples

_White paper

Examples

_Pictograms

Examples

_Case studies

Examples

_Photography guidelines

Examples

_Presentations
_Powerpoint

Examples

_Photography guidelines

Examples

_Brochure

Examples

_Banner ads

ubuntu®

And now for the detail

Copy to come...

ubuntu®

Get the
Ubuntu Advantage

ubuntu®

Get the
Ubuntu Advantage




©Get the
Ubuntu Advantage

dotfindoutmare?

Deskiap options

°

it Canonical °
06 : e
o
o

Ubuntu 10.04 LTS
Server Edition

Ubuntu 10.04 LTS
Server Edition

°0

°

Hardware
certification

Ubuntu 10.04 LTS
Server Edition

Hardware
certification

certification

Hardware b4~




Hardware 0
certification

How do1ind ot moce?

cAN®NI

Ubuntu private cloud. Offering
you compatability with Amazon's
EC2 public cloud

Ubuntu private cloud. Offering
you compatability with Amazon's
EC2 public cloud

immedia
and utilty &

Ubuntu private cloud. Offering
you compatability with Amazon's
EC2 public cloud.

“What are the
benefits of Ubuntu
private cloud?”

©Ubuntu private cloud. Offering o
you compatability with Amazon's
EC2 public cloud .
°
o

immed;
and utilt

©Ubuntu private cloud. Offering
you compatability with Amazon's
EC2 public cloud

““What are the
benefits of Ubuntu
private cloud?”

immediacy, ele
and utility ecanomic

Ubuntu private cloud. Offering
you compatability with Amazon's
EC2 public cloud

“What are the
benefits of Ubuntu
private cloud?”

“The cl
and util

ubuNtu® e,

Plusserver deploys Landscape Dedicated
rver and achieves a rapid return on investment

Resuts, Centralisd updste

ubuNtU® s

ubuNtU® sy

1 deploys Landscape Dedicated
erver and achieves a rapi return on investment

ubuNEU® s

5 ver deploys Landscape Dedicated o
Server and achieves a rapid return on investment
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Always remember...

recognition, consistency and personality are all key to delivering
a successful brand identity.

ummary 00




