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Just as a man is known by his face, so our corporation wil l
come to be known by its symbol.

Bell-Northern Research rep-
resents people, concepts and activities; a  spirit and a  point
of view. I ts presence is felt in many ways, in many parts of
the world, by many people. These people feel the need to put
a face to its name.

This is why we have designed a corporate
symbol: to say in a few strokes of  the pen and o f  the brush
who we are, what we do and where we go.

Besides, we have a
problem wh ich  i s  al l  o u r  own: i f  ou r  name i s  wel l  known,
our products are seldom seen, and when they are seen, they
are not necessarily associated with us. More than others, we
need a  strong and  consistent symbol.

As t ime goes, when
people p ick  u p  our  letters, ou r  business forms, ou r  cards,
brochures o r  statements, when they see our  bui ldings and
our vehicles, they wil l  know who we are because they wil l
recognize our symbol.

This book le t  i s  a  shor t  gu ided  t o u r
through o u r  visual corporate programme. Once  you  have
turned i t s  pages, w e  know  that  you  w i l l  have  n o  t rouble
putting a face to our name.
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What i s  a  face? I t  i s  the equation o f  two  eyes, a  nose, a
mouth, a  forehead a n d  a  chin.  What  i s  a  corporate face
the equat ion o f?  Ours  involves man, wor ld  and  direction.
Technology may change, obsolescence may set in, but people
remain: our asset, present and future. Man is the first member
of our equation.

The c i r c l e  i s  o u r  wor ld,  o u r  wor ld  i s  o u r
common responsibil ity: i t  expresses the magnitude o f  our
challenge. T h a t  i s  t h e  second member  o f  o u r  equation.

The arrow expresses the need fo r  a purpose and fo r  a  d i -
rection. It is the last member of our equation.

Our symbol: man
stands i n  t h e  wo r l d  ready  t o  f a c e  t h e  chal lenge o f  h i s
environment. Within the circle, man occupies the prominent
position, one arm extended to  reach out, to  challenge and
to change. The proportions o f  the human outl ine are such
that they  w i l l  remain  c lear ly  visible i n  designs large and
small.
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The typeface for Bell-Northern Research is balanced, simple
and clean: i t  expresses in characters the personality of  our
symbol.

Formal name, fr iendly name: Bel l  Canada-Northern
Electric Research Limi ted w i l l  b e  known as  Bel l -Northern
Research. I t  i s  quicker on the eyes and easier t o  the ear.
Shortened as it is, our name remains fully descriptive: it tells
in three words of our corporate sponsors and of our activities.
However, f o r  legal  and  o ther  purposes, t he  fu l l  corporate
name will remain in use.



Our corporate colour: an expression of originality, of warmth
and of involvement.



Strong personalities are consistent: they have a style which
they carry everywhere with them. They are easily recognized
for wha t  they  a re  a n d  wha t  they  do .  B y  organizing very
closely the various applications of the Bell-Northern Research
symbol, w e  make the most  o f  visual continuity; w e  obtain
impact without imposing sameness. In  variety we have the
spice of  life; in consistency, l i fe itself.





The birth o f  a new company brings with i t  countless oppor-
tunities; like that of evaluating previous information systems.
We have sought to make the printed page simple, functional
and informative. And wherever there was repetitious paper,
we have dispensed with it.

For our stationery, we have chosen
a tone  o f  gentleness a n d  int imacy.  O u r  letters, a f te r  a l l ,
should l i ve  u p  t o  ou r  research: they should communicate
quickly.

To provide further continuity of visual style, we have
prepared a secretarial manual which provides specific typing
guidelines.
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When the Bell-Northern Research symbol goes on the road,
it should stand out in the motoring crowd. And stand up to
dust, mud, slush. The designs shown achieve great legibility,
easy maintenance and, for  the comfort of passengers, maxi-
mum heat dissipation.
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A company creates an environment; an environment creates
an atmosphere and along with i t  an image. Helmet, carton,
building, board room: they may be scattered but  they must
not b e  separate. Here i s  how  w e  pu t  a  uni form o n  many
things without making them into a regiment.





Research requires security precautions. How do we provide
precautions w i thou t  imposing inconvenience? B y  mak ing
our people and ou r  visitors par t  o f  our  identity: a  graphic
welcome.





Telecommunicators we  are. Bu t  what about other forms o f
communications? We care as  much about  them as  w e  d o
about the electronic kind. Witness the publications shown on
these pages. Their purpose: to exchange views and thoughts,
to cement  bonds,  t o  st imulate dialogues. O u r  convict ion:
communicating b y  remote contro l  need n o t  mean remote
communication.



Such i s  o u r  visual corporate programme. Original, strong,
consistent. B u t  i t  i s  merely a  beginning. I t s  effectiveness
will b e  a s  great  a s  the  care  taken i n  i t s  use. A  graph ic
symbol is  the shorthand of  a  complex, varied and changing
reality. I t  belongs to  the  people i t  represents. I f  i t  speaks
for them, it does not speak in their place. In the final analysis,
its design is as good as our design. And our design is to face
the challenge o f  ou r  environment in  a  spir i t  o f  innovation,
dedication and excellence.
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