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The Global Center on 
Adaptation works as a 
solutions broker to 
accelerate action and 
support for adaptation 
solutions, from the 
international to the local, in 
partnership with the public 
and private sector, to ensure 
we learn from each other 
and work together for a 
climate resilient future. 

The Global Commission on 
Adaptation moves 
communities, cities and 
countries to pro-actively 
prepare for the disruptive 
effects of climate change 
with urgency, fierce 
determination and foresight, 
so we can take advantage 
of the best, most 
cost-effective solutions, 
reduce risk and come out 
stronger.

Our Work

Presenting ourselves in a unified and 
cohesive way is key to strengthening our 
reputation with our partners and increasing 
our impact around the world. 

Our brand guides us on how to behave 
and operate as an organization. It tells us 
how to present ourselves in all internal and 
external communications.

This book serves to ensure that the Global 
Center on Adaptation that someone sees in 
China is the same Global Center on Adapta-
tion that someone sees in Miami.



The Global Center on Adaptation is an international organi-
zation. It’s important that we speak with the same voice, the 
same look and with one set of strategic goals. 

Of course we must adapt to local conditions and ways of 
communicating but this must be done within the parame-
ters of an international ethos. This is all the more important 
when online platforms increase the visibility of the organiza-
tion globally. 

When we communicate, what we write should describe our 
innovative work in a confident and engaging way. This is 
where an agreed tone of voice comes in. It expresses to 
new and existing audiences who we are and what we do. By 
using a consistent tone of voice we can build (or reinforce) a 
sense of trust and authority in the reader. 

Tone of voice

1. Professional
2. Responsible
3. Intelligent
4. Pioneering
5. Authoritative
6. Respected 
7. Prestigious
8. Engaging
9. Distinctive
10. Dynamic



At the Global Center on Adaptation we talk about ourselves in 
the first person to establish a sense of a conversation on 
equal terms with the intended audience (so “we”and “our”). Try 
to avoid jargon and specialist language as much as possible, 
spelling out acronyms and getting to the point quickly. This is 
not dumbing down as much as demonstrating to our intend-
ed audience that we understand that they are busy and want 
to find the information they are looking for as quickly as 
possible. 

� Never use a long word where a short one will do.

� If it is possible to cut a word out, always cut it out.

� Never use the passive where you can use the active.

� Never use a foreign phrase or a jargon word if you can 
 think of an everyday English equivalent

Tone of voice



The Logos
FYI

The logo 
font is 

Owen S. 
Medium

Full colour

White out version



CHINA

An exclusion zone defines the minimal 
distance from the edges of either logo and 
should not be compromised.

A country specific logo can be generated 
on request. Please contact: 
alex.gee@collingwoodworldwide.com

Exclusion zones

Country specific logos

Please do not

/ Fill logo with a texture or image

/ Skew or distort logo in any way

/ Use a 3D version of the logo unless 
 creating a physical version. (i.e. signage etc)

/ Do not use the logo in any other color 
 except the approved color version above

/ Do not change the proportions or elements 
 of the lockup

/ Do not add or attach any taglines as 
 a lockup



Main brand colours

Colour codes
RGB

868686
0, 0, 0, 47

134, 134, 134

CMYK

Hex

Pantone

11, 95, 186

89, 61, 0, 0

0B5FBA

300 C

Colour codes

Colour tones Colour tones
Light Grey

Mid Grey

Dark Grey
RGB

CMYK

Hex

Pantone

155, 124, 65

32, 42, 77, 24

9B7C41

132 U

Center Commission Neutral

CDCDCD
0, 0, 0, 20

205, 205, 205

F2F2F2
0, 0, 0, 6

242, 242, 242
Gradient Gradient



Colours Secondary (Center)
To be used sparingly

Protanopia-type

Deuteranopia-type

Colour blind view

Colour codes
RGB
CMYK
Hex

0,0,0,
0,0,0,100
000000

Colour codes
RGB
CMYK
Hex

0, 139, 215
80, 35, 0, 0
008BD7

Colour codes
RGB
CMYK
Hex

0, 176, 206
74, 5, 17, 0
00B0CE

Colour codes
RGB
CMYK
Hex

0, 208, 171
68, 0, 45, 0
00D0AB

Colour codes
RGB
CMYK
Hex

249, 248, 113
9, 0, 65, 0
F9F871



Font

ROBOTO
Roboto is a Google font designed by Christian Robertson. 
You can download it here: https://fonts.google.com/specimen/Roboto 

Type

Primary font

Weights

Figures

Special characters

Thin italic
Light italic
Regular italic
Medium italic
Bold italic
Black italic
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Secondary font

CALIBRI
Calibri is a sans-serif typeface family designed by Luc de Groot in 2002–2004.
It is the default Microsoft font

Type

Secondary font

Weights

Figures

Special characters

Light italic
Regular italic
Bold italic

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w x y z

1 2 3 4 5 6 7 8 9 0  
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Iconography
An icon is a picture or symbol serving as a 
quick “intuitive”  representation of a concept 
or idea.

Consistency, readability, and scalability are 
the core parameters of any good icon. 



Photography
Research organization Climate Visuals 
have found that “images that define climate 
change shape the way it is understood 
and acted upon”. 

Rather than selecting the image of a 
polar bear on melting ice, research has 
shown that people respond to human 
pictures and stories. Images that show 
emotion and pictures of real situations 
make the story relevant to the individual. 
We should use pictures showing the direct 
impact of environmental issues on people’s 
daily lives as well as trying to indicate the 
scale of the impact.



Photography (Commissioners)
As imagery of the Commissioners is 
not consistent, converting the images 
to black and white helps to make them 
more uniform.

To covert an image
• Open the image in photoshop.

• Hit Command-Shift-U on a Mac or 
 Control-Shift-U on a PC to change 
 the image to black and white.

• Under the Edit Menu scroll down 
 to “Fade Desaturate…”  or ⇧⌘F.

• Then in the pop-up menu scroll 
 down to Colour. 

  

Original Final version
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Water Action Track 
To thrive under climate change, humanity faces two urgent imperatives: Sustaining an Earth system 
with a suitable environment and Building the resilience of human systems to change. Water is vital to 
achieving both. 
 
Our Goal: By 2030, The Commission calls for ensuring the resilience of natural and managed freshwater 
systems and of the critical human systems dependent upon water, reducing risks to over 2.5 billion 
people currently facing high water stress and to the nearly 150 million annually impacted by floods and 
droughts. 
 
Meeting these aims requires work at interdependent, but often fragmented scales of natural systems 
and human governance: strengthening national preparedness and adaptation, fostering basin-scale 
water system resilience, and building the resilience of human systems reliant on water. Accordingly, 
responding to these imperatives and urgent goal, the Commission will champion three Priority  
Water Actions: 
 

   1. Water Resilience Preparedness 
By 2030, assist at least 50 countries to address climate change risks in their water systems, for 
instance by linking with NDCs, to prioritize integrated planning and execution of comprehensive flood 
and drought management to advance preparedness for and risk mitigation of water extremes. Work to 
align and leverage bilateral and multilateral financial flows and to strengthen national to local policy 
coherence. 

Partners pledge immediate and sustained action in 15 delta countries to support disaster risk reduction 
and water resilience preparedness; and to generate reliable, timely and accurate hydrological outlooks 
to inform water management and adaptation planning.  By 2025, partners pledge to support at least 30 
countries to access finance for water-informed National Adaptation Plans and to improve flood and 
drought management. 

Leaders include: Alliance for Global Water Adaptation, Delta Coalition, Global Water Partnership,  
International Water Management Institute (IMWI), The Netherlands, World Bank, World Meteorological 
Organization, and World Resources Institute (WRI).  

During the Year of Action, leading partners will work to build partnerships, align capabilities and 
mobilize resources to build preparedness in 20 countries by 2025, and to develop a Roadmap to 2030. 

 



PowerPoint – Global Center



PowerPoint – Global Commission 


