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Welcome! Version 2.0 provides an
updated identity for AT&T consumer

products. Here you'll find the foundation

of a flexible approach to designing

applications for a “One AT&T” user

experience.




1.0

INntroduction

Introducing CDLS 2.0, its purpose, evolution,
founding values, and design principles.
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1.0 INTRODUCTION

1.1 Purpose

The AT&T Consumer Design Language System (CDLS) establishes a unified experience across
AT&T consumer products. This edition defines a visual identity for consumer applications for mobile
handsets and tablets. It introduces the core design vision and guidelines based on an understanding
of users, products, and devices. Itisrelevant to all employees and business partners involved in

creating AT&T consumer applications.
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1.0 INTRODUCTION

1.2 Philosophy

AT&T's product designis a unified voice that transcends individual applications and devices to form a
continuous and integrated experience. It forms a software personality that reflects our brand values
and helps establish the company as a leader in simple and intuitive products that work seamlessly

together.
While simple, our products should also be engaging and fun. While consistent, they should adapt to

the needs of the user and the moment. In addition to working seamlessly together, they should fit

seamlessly into the lives of our users.

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property. 5



1.0 INTRODUCTION

1.3 Evolution

CDLS CDLS CDLS

1.0 2.0 2.0 & Beyond

The foundations of a The AT&T brand has The goal is to provide a
design system were undergone a substantial platform for further
established with version evolution in tone and the exploration and expression -
1.0 of CDLS. Since that product offering has not a template. As further
time, two developments evolved to include new examples and expressions
have emerged. capabilities and new emerge, approved ones will
devices. become part of the system.

BRANDTONE

oo

2009 TODAY Future

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property. 6



1.0 INTRODUCTION

1.4 Relation to Brand

Product design differs
from transitory marketing
messages that sell or
inform. Like a device, itisan
experience customers own
and make a part of their life.
So while product design
supports and complements
the brand, itis a reflection of
the user’sidentity as much
as AT&T's.

Marketing Voice
SELL & INFORM

- Bold

- Momentary
- Transitory

- External

- Part of AT&T

Product Voice

OWN & USE

- Comfortable
- Daily

- Lasting

- Personal

- Part of Me!

Common Voice

ACROSS ALL

- Values/Tone

- Hello Moments
- Curvature

- Logos

- Colors

- Typography

- lconography

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.



1.0 INTRODUCTION

1.5 Expressing CDLS

The design system is expressed

in several ways starting with the
values thatrepresent our brand
and productvision. From there,
principles and visual attributes

form the foundation upon which
reference designs and palettes

are created.

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.
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1.0 INTRODUCTION

1.6 Values

Product design shares the same brand values, but extends them with values for the user and
user experience.

/ g h \
/ ' \
[ I
\ /
\ /
BRAND VALUES PRODUCT VALUES
Open Simple
Purposeful Approachable
Inventive Personal
Curious Crisp/Clear
Humanity Strong
Elegant

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.



1.0 INTRODUCTION

1.7 Design Principles

01 Keep it Simple

Design should simplify the user experience and never add to its complexity.

02 Be the Individual

Design for everyone, but be supportive of individual needs and personality.

03 Support the Brand

Supportand complement the brand, while recognizing the differences
between marketing voice and product voice,

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.
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1.0 INTRODUCTION

1.7 Design Principles (continued)

04 Make Design Relevant
Design choices should be relevant to improving usability and not done solely

for decoration.

O5 Identify Interactions
Design elements and styles should identify touch-points and set consistent

expectations for their interaction.

06 Focuson Content
Design should not upstage content, but instead, help communicate it.

Contentis king.

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.
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1.0 INTRODUCTION

1.7 Design Principles (continued)

07 Use Color Purposefully

Color should communicate purpose and not be used as decoration.

08 Foster Consistency and Continuity
Take advantage of commonality wherever possible to create a unified and

integrated user experience.

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.
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1.0 INTRODUCTION

1.7 Design Principles (continued)

09 Recognize the Moment
Let design enhance the moment and do what's appropriate for the device.

10 Put Motion to Use

Use transitions and animations to reinforce interactions and advance the

product voice.

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.
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2.0

The Design System

Embodying the values and design principles,
the design style is defined through both visual

attributes and core reference designs.
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2.0 THEDESIGN SYSTEM

2.1 Visual Attributes

Visual attributes embody the values and design principles previously described and are the “red

threads” that tie the design system together across the core style and future expressions.

approachable brand values

Curvature \ personal Brand Color

humanity

crisp/clear

strong Touchable
& Sharp

Strong
Contrast

crisp/clear
g FfOu p -+ strong
elegant

\_ new contact

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property. 15



2.0 THEDESIGN SYSTEM

2.1 Visual Attributes (continued)

elegant
Shallow crisp/clear
Depth
“Paper Layers”
. open
Oversized approachable
Elements simple

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.

Subtle
Texture

and gradients

Spacious
Layouts

simple
elegant
crisp/clear

| By

approachable
simple

R Thurs Aug 30, 2011

Hi! | saw you the other day
when | was out, just wantec
say hello!



2.0 THE DESIGN SYSTEM

2.1 Visual Attributes (continued)

approachable i
personal Typography

humanity ‘ Ashlee

Iconography

Olberman

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.
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2.0 THE DESIGN SYSTEM

2.2 Core Reference Designs

The core style represents the heart of the CDLS design system and serves as a reference point for
all future expressions. It was designed for core products that have alarge audience and are most
representative of AT&T's product offering. The core style iscommunicated through the core

reference designs.

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property. 18



2.0 THE DESIGN SYSTEM

Y E5SICs
AT&T Address Book Jessica
Show [ & allcontacts i Filter by ( Name, number or emai Q) .-'.,1.| ck Contact Entry + LAST SYNCHED 08/12/2011 (  sync ) @
m Send Text Sortby: ( firstname ) displaying 120 contacts

Lorem ipsum lor sit ———

n: Add Contact
" Lorem ipsum dolor sit

Create Group
}o‘ Lorem Ipsum oo
American Airlines
@ Location
I ' add a photo -+

Alain
Durcharme AbbeyK.

Bailey 11 ‘ 8

Bloom

(48T) 775-1233
baricbaric@att.net |

e

L |
Rounded elements convey Used selectively, brand colors Strong contrast ensures Touch points such as buttons
values of approachable, friendly, bring attention to important elements are identifiable, and are clearly indicated and
and personal along with the elements such as highlights, promotes the values of crisp, appear crisp and tangible.
brand value of humanity. alerts, and sub-headers. strong, and simple.

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.



2.0 THE DESIGN SYSTEM

@ AT&T Messages e

e MESSAGE (i) ( newmessage (+)) PEOPLE ( contacts » ) (_ new contact (+))

Favorites

Today 2:55 pm

Hey! Can your sister bring her truck to

the move on Sat? = Jake
- 2 Ashlee O. willburn
Today 1:45 pm > Selena

Let's add the gang and see what C. Rodriguez

works for them.

Yesterday 5:30 pm ! -
. . Jamison Sue
We should all go over to the Drive In b oral B e Taylor

and watch that new movie.

P N Dave

Marcela V. Jones Monica T.

Yesterday 10:16 am

Please send all of your input on the

new look.
~ Jake
Ashlee O. Wilburn
AT $zE_ Lo Y F & &

Color choices align with Strong contrast provides “Paper layers” distinguish Brandicons are used to
the brand palette and bring clarity and evokes a elements and touchpoints support brand values such as
attention to important dynamic visual style without without introducing visual curvature and humanity.
elements. complexity or clutter. complexity.

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.



2.0 THE DESIGN SYSTEM

@ AT&T Messages ®| R

PEOPLE

Favorites

MESSAGES

Marcela V.

all ~ ke edit ) \_group chat

Ma rcela Taday 2:65 pm
Hey! When do you want to

get together to talk about
the bridal shower?

Today 3:04 pm
Anyday is good - maybe Sat
or Sunday?

Mal‘cela Today 3:15 pm
Let's add the gang and see
what works best.

reply

Strong contrast distinguishes Components are finely crafted to “Paper layers” provide a sense Subtle texture and gradients
areas and promotes values appear not just tangible, but also of foreground and background provide a sense of elegance

such ascrisp, strong, and crisp and elegant. without introducing distracting and variety without adding to
simple. 3D visuals. visual complexity.

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.



2.0 THE DESIGN SYSTEM

oo QD

|

All Media

Nature

Family

Rounded elements support Elements appear more friendly, Spacious layouts convey an Icons align with brand styles

values of approachable, approachable, and simple when open, clean, and approachable for industry genericicons

personal, and humanity. they are slightly larger than visual style, and help ensure which support brand values
expected. experiences remain simple . of curvature and humantiy.

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.
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2.0 THE DESIGN SYSTEM

search Q New Conversation
Ashlee O -
Hi! | saw you the other day when | was out, E TeXt Message

just wanted to say hello!

Allen V. ph \ Make a Call

Let’s add the gang and see what works for
them.

o Voice Message
Natalie G. - k!j g

We should all go over to the Drive In and
watch that new movie.

B VideoMessage

X Fri.May 5
‘ Martin G.
Please send all of your input on the new
look.
sel A cancel
Wed. Apr 20

(206) 869-9675, (401)...
| paid $65 for a car checkup. It turned out
the fuel cap had been stolen.

Elements are clear, crisp, and Shallow depth provides simple Subtle texture differentiates Brand fonts such as Omnes
strong. Theresulting style and elegant visual cues without elementsasin thislistviewina are used. Its curvature helps
is dynamic without being distracting or complex visuals. clean and elegant way. convey brand values of
complex or distracting. curvature and humanity.

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.



2.0 THEDESIGN SYSTEM

Messages

(2/10) recipients added
' Ashlee

| Olberman : :
Adrienne E. McBride O
home N
André Gagnon .
work b
American Airlines - aa.com V4
o company v
Me
Albert Peugeot S 4
mobile >
B Thurs Aug 30, 2011 AV
Hi! | saw you the other day Abrielle Woods ©
when | was out, just wanted to o
| 59y hello! ‘ Annette J. Funicello g
home -

e I —

el

2. Brand Color 4. Touchable & Sharp 5.Shallow Depth 8.Spacious Layouts
Colors align with the brand, Buttons and other touch points are Shallow depth provides a Spacious layouts convey
and help distinguish important clearly identified and are rendered simple, yet elegant visual cue to values of simple, open,and
highlights, buttons, and alerts. inacrisp, clean, and strong style. differentiate elements and add approachable.

more visual detail.

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property. 24



2.0 THEDESIGN SYSTEM

2.3 Expressive Reference Designs

The design system supports
arange of flexibility and
expression. New expressions
should continue to support
the design system’s values,
principles, and attributes, as
well as the spirit of the core
style.

As approved expressions

emerge, they will be added

to the design system as
expressive reference
designs.

These expressions may come
and go as needs dictate,

but the core style will always
remain.

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.

Expressive
Reference
Designs

Core
Reference
Designs
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3.0

Palettes

Further defining the design system, palettes
provide a library of design elements that embody
the visual attributes and help make up the core
reference designs.
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3.0 PALETTES

3.1 Color

Ul Colors

Approved shades of grayare the dominant colors and appear in most Ul elements including text, icons, components, backgrounds,
and containers.

light gray medium gray dark gray Ul gray gray highlight
999999 666666 333333 cecece eeceee
153/153/153 102/102/102 51/51/51 204/204/204 238/238/238
Primary Colors Secondary Colors
Used selectively forimportant text and components. Optional: Canbe usedto alimited extent for some highlights, text, and indicators.

AT&T Orange AT&T Green AT&T Orange Highlight AT&T Green Highlight
ff7200 6ebbif fcb314 c4adsad

255/114/0 111/188/32 252/179/20 196/216/45

AT&T Blue AT&T Magenta AT&T Blue Highlight

067ab4 fa00a1 7cc6ff

11/127/185 250/0/161 124/198/255

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.
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3.0 PALETTES

3.1 Color (continued)

Examples showing acceptable use of color palettes.

il AT&T = 4:19 PM

Usage Details

o You are almost out of space!
= Youhave 4 MBs available.

¥ Music Files Avaliable

436 MB 336 MB 4MB

You have 2 GB* of total free storage.

Upgrade Storage

Upload Anyway

Upgrade by visiting Digital Locker
on the web at att.com/locker!

Buttons standout through

the use of the CDLS Blue
gradient and button gradient.
Infographics use ATT Blue, ATT
Orange, and ATT Magenta.

all AT&T = 4:19 PM

New Voice Message

to: (Abrielle )

P ) (S 02

record again

s2oogt

send message

Infographic uses ATT Orange
Highlight, ATT Orange, and

ATT Magenta. Ul colors are the
dominant colors in backgrounds
and headers.

® MESSAGE (a1~

(_ new message (+)

Today 2:55 pm
Hey! Can your sister bring her truck to
the move on Sat?

- 2

Today 1:45 pm
Let’s add the gang and see what
works for them

Yesterday 5:30 pm
We should all go over to the Drive In
and watch that new movie.

Yesterday 10:16 am
Please send all of your input on the
new look.

» All Contacts

@ Jessica .

PEOPLE (comacts ~

(_newcontact (+),
Favorites

@ ;
= Jake
Jessica P. Willourn
¥ £
i B Selena
NE Elizabeth C. Rodriguez

G

Jamison Sue
Andrea B. Ernest. Taylor

Jake
Wilburn

ATT Blue, ATT Orange, and ATT Magenta help to differentiate different types of
text. ATT Magenta is used to emphasize alerts and highlights. ATT Blue brings
attention to the navigational arrows. Shades of gray are used for most other Ul

elements.

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property. 28



3.0 PALETTES

3.2 Gradients

Ul Gradients

Subtle gradients are a signature element of CDLS. They are used on headers, backgrounds, containers, and buttons.

header gradient header light gray background gradient  white
434343 | FEE
67/67/67 ‘\7,‘ 255/255/255
. header dark gray light grey
272727 dddddd
39/39/39 221/221/221

Color Gradients

Color gradients are standard linear gradients starting with AT&T Orange, AT&T Blue, AT&T Green, and AT&T Magenta. The
gradients end with lighter hues of each. CDLS light orange, CDLS light blue, CDLS light green, and CDLS light magenta were
introduced to create the color gradient range.

CDLS orange gradient .
CDLS green gradient

@ /78T Orange COLSlight orange [y @ AT&T Green coLslightgreen ()
Bebbif 78bb33
255/114/0 254/141/50 111/188/32 120/187/51

CDLS blue gradient

. AT&T Blue CDLS light blue .
067ab4 4790d4
11/127/185 71/144/212

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.

CDLS magenta gradient

. AT&T Magenta  CDLSlight magenta .
fa00a1 fa32b3
250/0/161 250/50/179
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3.0 PALETTES

3.3 Textures

Subtle textures are an attribute of CDLS and add visual interest to otherwise flat backgrounds. These

textures are applied through a layer effect of pattern overlay either to light or dark backgrounds.

light mesh light grain light diagonal light grid

dark mesh dark grain dark diagonal dark grid



3.0 PALETTES

3.4 Backgrounds

Strong contrast, subtle gradients, and subtle textures

PEOPLE
@4 are the main attributes of backgrounds. This is acheived
4
il ! through layering light backgrounds on top of dark
Crasmrsses
g nass &% backgrounds or vice versa.
4
d

NESSAGES FLECOFLE

=
il

Standard backgrounds example

g
-4
=

Backgrounds in the context of layers

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property. 31



3.0 PALETTES

3.5 Typography

Aa

Aa Aa Aa

light regular

Aa Aa Aa

lightitalic regularitalic

medium italic

OmnesATT is one of our approved font families. It

Isusedin Light, Regular, and Medium. Italics may

also be used. This fontis the preferred typeface

for all headlines, subhead, navigation and and

brand moments.

OmnesATT - LIGHT
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890

OmnesATT - REGULAR
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890

OmnesATT - MEDIUM
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
1234567890

OmnesATT - LIGHT ITALIC
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890

OmnesATT - REGULAR ITALIC
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
1234567890

OmnesATT - MEDIUM ITALIC
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property. 32



3.0 PALETTES

3.5 Typography

ClearviewATT is another of our approved font
families. It is used in Light, Book, and Bold. Italics
may also be used. This font may be used for body
text, product information, and legal copy.

ABCDEFGHIJKLMNOPQRSTUVWXYZ ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz abcdefghijklmnopqrstuvwxyz
Q n 1234567890 1234567890
a a A a ClearviewATT - BOOK ClearviewATT - BOOK ITALIC

ABCDEFGHIJKLMNOPQRSTUVWXYZ ABCDEFGHIJKLMNOPQRSTUVWXYZ

light book abcdefghijklmnopqrstuvwxyz abcdefghijklmnopqrstuvwxyz
1234567890 1234567890
ClearviewATT - BOLD ClearviewATT - BOLD ITALIC
ABCDEFGHIJKLMNOPQRSTUVWXYZ ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz abcdefghijklmnopqrstuvwxyz

light italic book italic old italic 1234567890 1234567890

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.



3.0 PALETTES

3.5 Typography (continued)

We rely on font families native to mobile devices such as Helvetica Neue for iOS, Roboto or

Droid Sans for Android, and Segoe Ul for Windows Phone. Each typeface may also be used for body
text, product information, and legal copy. Arial typeface should be used as the default font for web

and online applications and may be used when none of above fonts is available.

a1~ Helvetica Neue
:OS
ultralight light regular medium bold condensed bold  condensed black U/iaight ialcs  light italics italics bold italics
s Roboto Droid Sans
W Aa Aa Aa Aa Aa Aa
an-=01o regular bold italic bold italic regular bold
1 Windows Segoe Ul
Phone
== Aa Aa Aa Aa
regular bold italic bold italic

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property. 34



3.0 PALETTES

3.6 Components

Component palettes convey visual attributes, help establish visual identity, and foster consistency

across different applications.

’\combo box V) o ® 2 o
-: @
0. o a
button | button | B v e o LJQ E

(search Q) _ﬂ/_-:) “4
a O

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.
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3.0 PALETTES

3.6 Components (continued)

.- -- item1 item?2 item3 item4
I\combo box v ) Q/I | “

to: ( Roger ) ( Kate )
button ([ button | B
C—

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property. 36



3.0 PALETTES

3.6 Components (continued)

o item1 item?2 item3 item4
to: i_:'Roger“:_} Kate':}

D -
e @ o

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property. 37



3.0 PALETTES

3.6 Components (continued)

combo box 2

combo box

tab1 tab 3 tab 4

itemone

item two
item 3

to: (Roger ) ( Kate )

0o
v
-

item three

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property. 38



3.0 PALETTES

3.7 Containers

Containers are used to group information and functionality together. Curvature, subtle textures,

and shallow depth (paper layers) are the attributes of containers.

Thumbnails

add a photo +

firstname
lastname

Selena
Firstname Rodriguez

Dialogs
Lorem Ipsum

Quis volorem. lllecta digent
fugia dolore cone perovit?

Lorem Ipsum

Quis volorem. lllecta digent
fugia dolore cone perovit?

button

—

cancel J

Menu

New Conversation

E Send Text Message

\ Make a Call

'L!’ Send Voice Message

@ Send Video Message

Bubbles

Let's add the gang and see
what works best.

Today 3:15 pm

Let's add the gang and see
what works best.

N/

Today 315 pm

Let'sadd the gang and see
what works best.

\/

Today 3:04 pm
Anyday is good - maybe Sat
| or Sunday?

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.
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3.0 PALETTES

3.7 Containers (continued)

Examples of dialog containers

New Conversation

Lorem Ipsum E Text Message

Quis volorem. lllectadigent \ Make a Call

fugia dolore cone perovit?

cancel | button \!, Voice Message

cancel

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property. 40




3.0 PALETTES

3.7 Containers (continued)

Examples of avatar containers

add a photo -4

re s Selena
Selena Rodriguez

Selena Selena | Rodriguez ) Rodriguez

Selena Selena

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property.
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3.0 PALETTES

3.7 Containers (continued)

Examples of photo/thumbnail containers

AT&T Proprietary (Internal Use Only). © 2012 AT&T Intellectual Property. All rights reserved. AT&T and the AT&T logo are trademarks of AT&T Intellectual Property. 42



3.0 PALETTES

3.7 Containers (continued)

Examples of bubble/conversation containers

's ad
Let's add the gang and see L e t S a

what works best.

| ~ whatwc

Today 3:15 pm

Let's add the gang and see
| what works best.

-
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3.0 PALETTES

3.8 Icons

The guiding principles used to create the look and feel of our

industry genericicons are derived from our brand elements of

curvature and humanity.

H o 8B B 9
‘@@D}o‘

AR & A [|] ©

Rounded corners provide
curvature and humanity. u

Rounded corners

Either positive orreverse, icons
should have one solid color and not

multiple colors.

Correct usage

Incorrect usage

The sum of the width and height
should not be less than 20 pixels.

10px

Correct usage
10px

9px

g Incorrect usage
X
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APPENDIX

™ AT&T Address Book & i ol

®

Show | & allcontacts Filterby { Name, number or emai Q) Quick Contact Entry + LAST SYNCHED 08/12/2011 | sync
- > L. -

m Send Text Sortby: (_firstname v ) displaying 120 contacts

|_ e Sl T SIT — H
A : B = ’ R _ AR . Ve A . ‘ ‘

n: Add Contact

Lore L lor sit

'O‘ Create Group

Lorem ipsum do
American Airlines

@ Location
Larem ipsurr

add a photo <=

Alain
Durcharme

o

(487) 7T75-1233 _
baricharic@att.net w

=2



APPENDIX

@ AT&T Messages Jessica

o MESSAGE (atv) \ hewmessage (+)) PEOPLE ( contacts v ) _ newcontact (+))

Favorites

Today 2:55 pm
Hey! Can your sister bring her truck to

the move on Sat? S Jake
® > Jessica P. willburn
lﬁ_;:t.'_
Today 1:45 pm Selena
Let’s add the gang and see what il
works for them.
Yesterday 5:30 pm J ) S
: amison ue
We should all go over to '_the Drive In sl Tevke
and watch that new movie.
l"‘. * = Dave
Johan A. Marcela V. Jones

Yesterday 10:16 am
Please send all of your input on the
new look.

v Jake
Jeffrey L. Ashlee O. Wilburn




APPENDIX

@ AT&T Messages

@ Jessica

MESSAGES PEOPLE

Favorites

all ~ | ( edit )| groupchat )

M

MarCt'-L'la oday 2:55 pm
Hey! When do you want to

get together totalk about
the bridal shower?

Today 3:04 pm
Anyday is good - maybe Sat
or Sunday?

Marcela Today 315 pm

Let's add the gang and see
what works best.
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Timeline

o 4 All Media

W Nature

X Family

L-_.-i" Summer

—




APPENDIX

|

search

————

Messages
]
Tue. Aug 30

Ashlee O.

Hil | saw you the other day when | was out,
just wanted to say hello!

Mon. Aug 9

Allen V.

Let’s add the gang and see what works for
them.

Sat. Jun 14

Natalie G.

We should all go over to the Drive In and
watch that new movie.

Fri.May 5

Martin G.

Please send all of your input on the new
look.

(206)869-9675, (401)...

| paid $65 for a car checkup. It turned out
the fuel cap had been stolen.

New Conversation

B TextMessage

\ Make a Call

1!; Voice Message

B VideoMessage

cancel




APPENDIX Messages (Handset)

Messages (2/10) recipients added
' Ashlee
Olberman - -
Adrienne E. McBride c
home
André Gagnon
work
| American Airlines - aa.com W
: ’_‘.' COmpan\/ v
Me
Albert Peugeot S S
mobile U
B Thurs Aug 30, 2011 AV
Hi! | saw you the other day Abrielle Woods -
. home >
when | was out, jJust wanted to
say hello! Annette J. Funicello WV
L. home
ot I —
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