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WOMEN DELIVER

OUR LOGO
OVERVIEW

Introducing our updated and refined brand mark

for Women Deliver. Re-drawn and strengthened,

our mark will help to maintain, punctuate and

clarify Women Deliver’s goal of championing gender

equality and the health and rights of girls and women.
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WOMEN DELIVER

OUR LOGO
PRIMARY LOGOS

We have two primary logos that we use
for the majority of our communications.
One that sits over a color background
with the wordmark in white, and one that
sits over white space with the wordmark
in our brand green.

All our primary logos have ‘Women
Deliver’ across two lines and our arrow
equal to the height, sitting to the left.

Mono versions may also be used for
situations when color isn’t appropriate.

OURLOGO
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Primary logos

Mono logos
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WOMEN DELIVER

OUR LOGO
SECONDARY LOGOS

To accompany our primary logos, we have a suite of
secondary logos, depending on need.

The Single line wordmark is for small space use and
special format requirements. The arrow is the same
size as the wordmark cap-height.

Our Double line wordmark accommodates a second
line for additional content. The arrow stretches the
height of both lines. Primarily used for conference
branding, we also use this format for our Young
Leaders to brand themselves.

Our Triple line wordmark with the arrow stretching
the height of all three lines is another option for
conference branding. In rare cases, we will choose to
use a third line for important titles on presentations,
but adaptation of a three-line mockup is only
permissible by the Communications Team.

OURLOGO

Single line

Conference
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WOMEN DELIVER

OUR LOGO
CLEAR SPACE & RULES

Keeping the integrity of our brand mark

is key to delivering strong and consistent
communications. Because of this we have
outlined a few guidelines on this page to
keep in mind when using our mark.

Clear space is the minimum amount of
space you should leave around the logo.
This is equal to the W from Women Deliver
and ensures consistency and impact across
all communications.

Always avoid changing or interfering with
our brand mark in the ways shown.

Minimum size is the smallest size at which
our logo looks its best in print and on
screen. Where possible please don’t go
smaller than 30mm.

OURLOGO

BRAND GUIDELINES

WOMEN
DELIV

Clear space

Always avoid:

WOMEN
DELIVER

Squashing or distorting the logo

WOMEN
DELIVER

Changing the color of the logo

o7

WOMEN
DELIVER

Rearranging the logo

wo
DELIVEN

Skewing or rotating the logo

Minimum size

WOMEN
DELIVER

30mm
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WOMEN DELIVER

COLOR
CORE PALETTE

Women Deliver is recognised for our core
green and yellow color palette.

Communications will always lead with these
colorways and the guidelines for breakdowns
on this page should be followed.

COLOR

Core Green

C75 R67 PMS
M10 G159
Y100 B53

KO

HEX: 43935
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Core Yellow

CO R255 PMS
M20 G205
Y100 BO

KO

HEX: ffcdOO
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WOMEN DELIVER

COLOR
EXTENDED PALETTE

To compliment our core green we have
added two additional greens to our palette
- dark and pale.

These colors provide greater flexibility
when working in our green world and can
be used well alongside imagery as the light
or dark tones will help our photography
stand out from the page.

COLOR

Core Green

C75 R67 PMS
M10 G159
Y100 B53

KO

HEX: 43935

Extended Dark

C90 RO PMS
M40 G74

Y80 B50

K50

HEX: 004a32
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Core Yellow

CO R255 PMS
M20 G205
Y100 BO

KO

HEX: ffcdOO

Extended Pale
C10 R238 PMS

MO G246
Y10 B238
KO

HEX: eef6ee

BRAND GUIDELINES



WOMEN DELIVER

COLOR
SECONDARY PALETTE

To add energy, variation and tonal flex to
our brand we have also introduced a set
of three complimentary colors.

These will not lead communications but
be there to support our stories, from text
pull outs to iconography, our secondary
palette will add moments of tonal range
to our communications.

An overview of the Women Deliver color
world and its balance of color can be found
on the next page.

COLOR

1"

Turquoise

C77 RO PMS
MO G187 2199C
Y16 B220

KO

HEX: OOBBDC

Navy

C100 R12 PMS
M76 G35 289C
Y12 B64

K70

HEX: 0C2340

BRAND GUIDELINES

Coral
CO R249 PMS

M83 G66 WarmRedC

Y80 B58
KO

HEX: FO423A




WOMEN DELIVER

COLOR
USAGE IN BRAND

With the addition of our extended green
palette and secondary colors we now have
a broader range of colors to use within our
communications.

It is essential we stay primarily within our
green and yellow world though, so please
respect this balance. The chart on the right
provides some top level guidance on the
balance of these colors and their role within
our brand.

COLOR

Secondary

These colors have been used with-
in the Women Deliver world, sit
comfortably with our green palette
feeling bright and sophisticated.

White

White plays a essential role in our
communications and should be
treated as an important color.

White space can create modernity,
contrast and clarity and it is
important we utilise this to give
our designs space to breath.

12
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Core Brand Colors

Our green and yellow should always
lead communications and create
consistent brand awareness.

Extended Palette

Our Dark and Pale green were
created to compliment and
support our core palette.



WOMEN DELIVER BRAND GUIDELINES

TYPOGRAPHY

13



WOMEN DELIVER

TYPOGRAPHY
PRIMARY TYPEFACE

Graphik is our new brand typeface.
Our updated mark is set in it and all of
our communications moving forward
are to use it as their main typeface.

A flexible font family with 5 weights that
we use in our communications, with italics
available at each weight. It looks best when
no more than 3 weights are used at a time.

When using multiple weights of Graphik,
pick ones that contrast each other well
to make your designs stand out and your
typography accessible.

Replacement system font suggestions:
Arial

TYPOGRAPHY

raphi

G
G
G
G

Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore et
dolore magna aliqua. Ut enim ad minim veniam, quis
nostrud exercitation ullamco laboris nisi ut aliquip ex
ea commodo.Am solenie ndiamust vendel in nonse
accuptas sunt mil issitio. Et poria sunt pername
volores torectenis verchicim fugiam quas dis
exceriandit autet que delestiae ratium et id endestios

14
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raphik Medium
raphik Regular
raphik Lignt

Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore

et dolore magna aliqua. Ut enim ad minim veniam,
quis nostrud exercitation ullamco laboris nisi ut
aliquip ex ea commodo.Am solenie ndiamust
vendel in nonse accuptas sunt mil issitio. Et poria
sunt pername volores torectenis verchicim fugiam
quas dis exceriandit autet que delestiae ratium et



WOMEN DELIVER

TYPOGRAPHY
SECONDARY TYPEFACE

Our secondary typeface is Georgia,
a classic readable serif font that is to
complement our main typeface Graphik.

Potential cases to use Georgia include any
application that has large blocks of body
copy that are meant for extended periods
of reading.

As Georgia is included as a system
font on most computers, no replacement
is needed.

TYPOGRAPHY BRAND GUIDELINES

Georgia Bold
Georgia Bold Italic
Georgla Regular
Georgia Italc

Lorem ipsum dolor sit amet, consectetur Lorem ipsum dolor sit amet,

adipiscing elit, sed do eiusmod tempor consectetur adipiscing elit, sed
incididunt ut labore et dolore magna do eiusmod tempor incididunt ut
aliqua. Ut enim ad minim veniam, quis labore et dolore magna aliqua.
nostrud exercitation ullamco laboris nisi Ut enim ad minim veniam, quis
ut aliquip ex ea commodo consequat. nostrud exercitation ullamco
Duis aute irure dolor in reprehenderit laboris nisi ut aliquip ex ea

15



WOMEN DELIVER TYPOGRAPHY BRAND GUIDELINES

TYPOGRAPHY )
BODY COPY

Shown here are a range of examples of
body copy styles. To help create pace and
dynamism, type should appear at a range

of sizes and column widths. Color can also
be used to pull out certain blocks of text like
introductory paragraphs.

ill focus

a) Large body copy to be used for

break ith i tant t .

or statomens, oA AHOTES Y The overwhelming takeaway from attendees
b) Medium sized body copy should be used was that they left better informed, positive

for introductory paragraphs, or full pages about progress made (albeit too slowly) and

of introductory text. . . . .

inspired to take action on behalf of girls and

c) Small body copy can be spread across .

either 3 or 4 columns and should be used women in future.

for all long pieces of text.

For more examples please see the report
templates page of these guidelines.

c)

More than 6
coming to th

that there was not enough time or tools in place to demonstrated their deep commitment to
facilitate networking. We are beginning to explore a the issues.

peer networking platform that can let attendees digitally

meet beforehand, schedule meetings during the We made a big leap forward this year with
conference, and continue to meet afterwards. Attendees = Women Deliver Live, our virtual conference

also wanted

% of attendees
onference w

said their primar

an

y reason
d said

AIDS activist A
at smaller eve

nie Lennox were present
ts, and attendees felt this

portunities to network with specific that went way beyond livestreaming of

target audiences such as donors or Parliamentarians.

We will look into setting up s

some structure

d ¢

plenaries and

avents that

give attendees access to key influencers and decision
makers. Anecdotally, we know that when Her Royal
Highness Crown Princess Mary of Denmark and HIV/

16

We will continu

produced interviews and digital segments.

ress-conferences with fully-

e to experiment with this

format while building the online audience
before and after the conference -




WOMEN DELIVER TYPOGRAPHY BRAND GUIDELINES

TYPOGRAPHY )
HEADINGS AND QUOTES Imba

The examples here show how our type
style can be applied in headings, pull quotes,
subheads, and bullets.

by Author’s Name

|iver?

a) Section headers should use colored
Graphik bold for the subject, and Graphik
regular for the titles. Georgia can be used b) “It ca
for things like accreditations or captions.

this field,

I
especially for those working
b) Pull quotes can be given contrast by . .

setting them in Georgia. It can also in 1So

be set next to our Women Deliver icon. llmllé

or with only

d funding.’

c) Subheads within the text should be set in
Graphic medium in all caps and bullets
should be slightly indented.

For more examples please see the report c) TO BUILD ON CONFERENCE MOMENTUM, WE ARE:

templates page of these guidelines.

« Producing a panorama of solutions that were
presented the conference + replicable programs and
idea starters for professionals in global development.

« Posting materials, research, editorials, and multimedia
tools to broadcast messages of the conference far
and wide.

« Rolling out the Deliver for Good campaign, a global
push that|applies a gender|lens to the Sustainable
Development Goals and promotes 12 critical targets

17






WOMEN DELIVER

PHOTOGRAPHY
BEST PRACTICE

The way we use photography plays a huge
part in how we come across as a brand.

Our imagery should be an honest reflection
of the work that we do, displaying our
advocacy work in championing girls and
women - building evidence, speaking up,
connecting and collaborating.

Do:

— Show women and girls from all walks of life.

— Highlight the work we do speaking,
championing, building, connecting and
collaborating e.g our annual conference.

— Choose active and positive images.

— Use beautifully shot imagery of an excellent
quality, our photography should be as good
as the work that we do.

Do not:

— Choose imagery that includes dark colors,

poor lighting, static portraits, sombre mood
or distracting backgrounds.

PHOTOGRAPHY

19
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WOMEN DELIVER

STRUCTURE
GRID

Our arrow informs the creation of a
bespoke grid which we use to build our
designs and structure our content.

STRUCTURE

WOMEN
DELIVER

POWER. PROGRESS. CHANGE.
THE WORLD’S LARGEST CONFERENCE ON

GENDER EQUALITY AND THE HEALTH, RIGHTS,

AND WELLBEING OF GIRLS AND WOMEN.
3-6 JUNE 2019 VANCOUVER
WD2019.0RG WOMENDELIVER.ORG

21
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WOMEN DELIVER

STRUCTURE
GRID — IN USE

The grid is applicable to all formats
allowing for maximum flexibility and
variation in our communications.

STRUCTURE

WOMEN
DELIVER

POWER. PROGRESS. CHANGE.
HE WORLD'S LARGEST CONFER

aND o ND
3-6 JUNE 2019 VANCOUVER
WD2019.0R

G WOMENDELIVER.ORG

DELIVER

WOMEN
DELIVER

BEING OF GIR
3-6 JUNE 2019 VANCOUVER
019.0RG

MENDELIVERORG

BRAND GUIDELINES

POWER. PROGRESS. CHANGE.
THE WORLD'S LARGEST CONFERENCE ON

AND WELLBEING OF GIRLS AND WOMEN.
3-6 JUNE 2019 VANCOUVER
WD2019.0RG WOMENDELIVER.ORG

WOMEN
DELIVER

WOMEN
DELIVER

POWER. PROGRESS. CHANGE.

THE WORLD'S LARGEST CONFERENCE ON
GENDER EQUALITY AND THE HEALTH, RIGHTS,
AND WELLBEING OF GIRLS AND WOMEN.

3-6 JUNE 2019 VANCOUVER

WD2019.0RG WOMENDELIVER.ORG

GENDER EQUALITY AND THE HEALTH, RIGHTS,

22

WOMEN
DELIVER

POWER. PROGRESS. CHANGE.
THE WORLD'S LARGEST CONFERENCE ON
GENDER EQUALITY AND THE HEALTH, RIGHTS,
AND WELLBEING OF GIRLS AND WOMEN

3-6 JUNE 2019 VANCOUVER

WD2019.0RG WOMENDELIVER.ORG

POWER. PROGRESS. CHANGE.
THE WORLD'S LARGEST CONFERENCE ON
GENDER EQUALITY AND THE HEALTH, RIGHTS,
AND WELLBEING OF GIRLS AND WOMEN.

3-6 JUNE 2019 VANCOUVER

WD2019.0RG WOMENDELIVER.ORG

WOMEN
DELIVER




WOMEN DELIVER STRUCTURE BRAND GUIDELINES

WOMEN
DELIVER

STRUCTURE
GRID — IN USE

Content such as imagery, text and color Hr

can easily slot into the grid system as i,'a'}mn:v
shown here — resulting in a rich and

varied design system.

WOMEN
DELIVER

POWER. PROGRI

o WOMEN
DELIVER

POWER. PROGRESS. CHANGE.

THE WORLD'S LARGEST CONFERENCE ON
GENDER EQUALITY AND THE HEALTH, RIGHTS,
AND WELLBEING OF GIRLS AND WOMEN.

3-6 JUNE 2019 VANCOUVER

WD2019.0RG WOMENDELIVER.ORG

WOMEN
DELIVER

POWER. PROGRESS. CHANGE.

THE WORLD'S LARGEST CONFERENCE ON
GENDER EQUALITY AND THE HEALTH, RIGHTS,
AND WELLBEING OF GIRLS AND WOMEN.

2019 VANCOUVER
19.0RG WOMENDELIVER.ORG DEI IVER

POWER. PROGRESS. CHANGE.

THE WORLD'S LARGEST CONFERENCE ON
GENDER EQUALITY AND THE HEALTH, RIGHTS,
AND WELLBEING OF GIRLS AND WOMEN.

3-6 JUNE 2019 VANCOUVER

WD2019.0RG WOMENDELIVER.ORG

WOMEN
DELIVER

POWER. PROGRESS. CHANGE.

GENDER EQUALITY AND THE HEALTH, RIGHTS,

AND WELLBEING OF GIRLS AND WOMEN

3-6 JUNE 2019 VANCOUVER DELIVER
WD2019.0RG WOMENDELIVER.ORG
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TEMPLATES
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WOMEN DELIVER TEMPLATES BRAND GUIDELINES

T E M P LAT Es WOMEN DELIVER
STATIONERY

As with all of our designs, our stationery’s WOMEN
design and structure is based off our grid. DELIVER

Shown here are Word templates and

business cards that can be adapted for all
staff members as needed.

WOMEN DELIVER

Katja
Iversen

PRESIDENT AND CEO

TEL +1646 695 9100 WOM E N

EMAIL name@womendeliver.org
SKYPE name

588 Broadway: Suite 905
New York, NY 10012 USA

25
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WOMEN DELIVER

TEMPLATES
PRESENTATIONS

Our presentation style is based off our
grid. Using it to anchor body copy, titles,
images and all other page elements.

Photography can be used full bleed across
title pages and section dividers.

Our color palettes can be used to section
and highlight our content, drawing out
facts, figures, and infographics.

Our presentations should aim to create
pace and dynamism through variation
in the quantity, style and size of
information on each slide.

TEMPLATES

And Everybody Wins

WOMEN DELIVER WOMEN DELIVER

Graphics Slide Graphics Slide 2

nnnnnnnnnn

Color Half Page
Divider 1
“These can also be used as
single quote pages on a white
background.”
WOMEN DELIVER
15

And Everybody Wins

WOMEN DELIVER

Bullet Slide W/ Image 2

WOMEN DELIVER

12

Full Color Creative List Page

Bullet Slide

Invest In The Health, Rights, K
And Wellbeing Of Girls And Women —
And Everybody Wins

WOMEN DELIVER

3 a4

Bullet Slide W/ Image 3 Slide W/ Images And Captions

WOMEN DELIVER WOMEN DELIVER

8 9

FULL PAGE
COLOR
DIVIDER 2

“These can also be used as
single quote pages.”

WOMEN DELIVER

18




WOMEN DELIVER

TEMPLATES
REPORTS

Shown here are a few example spreads
for our reports and publications.

Below are some breakdowns of some
example layouts. Displaying them on
our grid with areas highlighted for text,
secondary information and imagery.

The examples below demonstrate the ways
in which the grid allows for flexibility in scale

and content. Columns of text can range in
widths and type size to separate different
types of information or indicate hierarchy.

TEMPLATES

ANNUAL REPORT 2019 WOMEN DELIVER

Contents By any standards, the Women Deliver 2016
Global Conference was a smashing success.
Reflections 03 The overwhelming takeaway from attendees
z Katja Iversen 04 was that they left better informed, positive

lterations 05 about progress made (albeit too slowly) and
“Women Deliver is well-known Conference Highlights 06 inspired to take action on behalf of girls and
for hosting global conferences Methodology o7 women in future,
i impact 1 .
from across a multitude of Did Conference Deliver? 12 We were a diverse group at the conference,

sectors, issues, and cultures. Report Card 13 representing different industries, different

- issues, different geographical regions, and
o ;?g:qﬁli Flaures 121 different ages (20% of attendees were young

Youna Peonle 15 people). Many of us felt overwhelmed by
ﬁ;(;é.:a.m“rm 16 the sheer volume of challenges facing girls
Plenaries 17 and women, and we didn’t agree on every
Key Events 18 issue. But what we did agree on is that girls
Special Meetings 19 and women are the drivers of development.
Partners 2 Investing in them not only benefits individuals,
Sponsors 22 but creates a ripple effect that powers

progress for all.

WOMEN DELIVER ANNUAL REPORT 2019 WOMEN DELIVER

The 2016 e The overwhelming takeaway from attendees

Women Deliver b randa st was that they left better informed, positive

onference was E':;%;Z“&ZZ'ﬁ::é"fféé’?ﬁ."ﬁ?ﬁimm about progress made (albeit too slowly) and
the MOSt CrOSS e s s orsandwomen. inspired to take action on behalf of girls and
encatrd e couse ofour colleciv

cutting to date e women in future.

Thi Is why the Women Dalivar
onfarencas ara so Important. They
provida tha tima and spaca forus to
oma togather and find commonaltias.
Thalntamational community will naver
achieva the Sustainabla Development.
Goals o signiicant progress for girs and
‘womn uniess wawork collaborativaly.
cross seotors and Issues. Slicad and
dlioad waara lass powarful ourvoioes.
Wa nsadad the Woman
bal Conferencs to Gor
plors, leam from each other,

This 15 why the Women Deliver
confarances ara so Important. They.
provida tha'ima and spaca for us to
togethar andiind commonaltis.
Tha Itarnational communty wil naver
achiave tha Sustainabla Devalopment.
(Goals or signifiant progress for gils and

CRFIOTS; earm TTo 8301 3
and think outsida of the box. Wa nasded

‘to move out of our comfort zonas. Ancl
to move out of our comfort zones. And e

voeded this global stage —which Confaranca attandaas by typa o organization
o mors than 578 peoplaand

‘ganaratad 3 bilon madia Imprassions —
and ansurad that dacision makers saw that
there i large and powerful consttuency
‘working for gis and women.

Praturis voloritis rat qui ut faccum Ipsunt dolor
rempersped cariatqul voluptur, & ax et as aclurm non
corro molupta tesaquos andi odit, que ligantur, nonse
repallqua e, tem dablsim ol atocto molesto tassarihicl
santl dis avenam rapalignat.

This s why the Woman Daliver

‘onfarencas ara so important. They
provida tha tima and spaca for us to

Usttinum quaa aborun tintur acouptat qua nobit ulla con
cusaq culparclam repucl volupls it e et od ulab plen
25 quiam es ossim estrum cuptas nonsoqu Isibe
fatur, curn quassitaest rest, quam quasperiae sant vellqu!
od molortis mosant, omniholur ad qua conecat squia
audam ad ut |psum na siton cum denditium hiclas Gxpa
noctur mossi al, sumqua aceaquam surtur sumet
fuga. Ximolorey
Ediam volum comnis sudandit delbus dabito consequl
volora sadit magnis dolorem ressum asperel st adiam
harcill orehandiae vellqua nos acimolo conssquam

oo
attandsas draw naw snargy and ohack
thalrlong-hald assumptions bafora
the hard work.
dy wa o sseing evidence that ths
‘workis happening. Only woeks after the

oma togather and find commonaltias.
Thalntamational community will naver
achieva the Sustainabla Development.
Goals or signiicant progress for girs and
‘womn uniess wawork collaborativaly.
a0ross seotors and Issues. S
dload waara lass powerf
i fa naadiod tha Woman Dalver

e 2016 Global Conferance to conneot,

coomplished so fz
truly s an exciting time. At Women Delver,

the bax. We neoded
waslso ara moving forward. o

o mowe out of our comfort zonas. Andl
‘we noedied this global stage — which

2

7
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ANNUAL REPORT 2019

This s why the

are o important. They provids the time  Deliver, Founder and President Emeritus, I
a Sheffld,

work collaboratively across sectors and. collctive future.

e, Sticed and diced w arelss ponvrful
Thisis whythe Women Deliver conferences
are s importast. They provids the

“It can be tough, in e et
this field, especially Sk b coisor et
oo s o e o

for those working in i ord

isolation or with only g Womeied e Women
‘ explore, lean from each other, network, andl

out ofour comfort zomes. And weneeded
this global tage — which comvened more

Dhaliver 2015 Global Conferen Fj—ry
i b
out ofous comfortzones. Andwe nesded | women.
this global stage — which convened more
bil .
lrgeand ?
We Delver
y stainabl
work. Alreadywe e
It
“We knowwth And wensedsd
b global ag: comvenad more
. we
ensured that
Btruly A large and
time. )
‘Our decpest thanks and sppreciation, women.



WOMEN DELIVER

TEMPLATES
REPORTS

Shown here are a few example spreads
for our reports and publications.

Below are some breakdowns of some
example layouts. Displaying them on
our grid with areas highlighted for text,
secondary information and imagery.

The examples below demonstrate the
ways in which the grid allows for flexibility
in scale and content. Columns of text can
range in widths and type size to separate
different types of information or indicate
hierarchy.

TEMPLATES

ANNUAL REPORT 2019

The focus of the 2019
conference will be on
how to implement the UN
Sustainable Development
Goals (SDGs) so they
matter most for girls and
women, with a specific
focus on health and

on gender equality,
education, environment,
and economic

empowerment.

Impact
Did our
Conference
Deliver?

“ It can be tough, in this
field, especially when
working in isolation or
with limited funding. WD

people and opportunities,
as well as broadening my
perspective on current
problems. It was

a refueling station.”

WOMEN DELIVER

BRAND GUIDELINES

ANNUAL REPORT 2019
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TONE OF VOICE
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O ottt o WOMEN DELIVER
CHAMPIONS GENDER
EQUALITY AND THE
HEALTH AND RIGHTS
OF GIRLS AND WOMEN.




WOMEN DELIVER

Our tone of voice should
reflect our personality -
confident, optimistic, and

full of movement and impact.

This means we use assertive
verbs with an energetic,
physical quality to highlight
what we do:

TONE OF VOICE

Women Deliver champions gender equality
and the health and rights of girls and women.

Our advocacy drives investment in girls and
women worldwide.

We harness evidence and rally diverse voices
to spark commitment to gender equality.

06
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WOMEN DELIVER TONE OF VOICE BRAND GUIDELINES

Our words carry a sense of “We know that committing to girls and women will
optimism, building towards deliver progress for all.”
a positive conclusion:
“Every three years, we galvanize momentum for
gender equality at the Women Deliver Conference.”
“In our stand for gender equality in every setting,
we're here to equip the humanitarian sector to
deliver the strongest response for girls and women.”

o7



WOMEN DELIVER TONE OF VOICE BRAND GUIDELINES

We try to avoid opening with “Women Deliver champions gender equality and the
buzzwords and jargon. health and rights of girls and women in emergencies.”
Instead, we lead with strong, “Our work puts the health and rights of girls and women at
straightforward sentences to the forefront of development and humanitarian agendas.”

make our goals plain. ) , , ,
We connect people, ideas and resources to drive solutions

for girls and women.”

08



WOMEN DELIVER TONE OF VOICE BRAND GUIDELINES

When describing ourselves, “In all we do, we recognize and build the power of
we generally speak in the first young people to deliver change.”

person to build a stronger

connection with the reader. “We’re constantly moving to push global action for

gender equality.”

It conveys warmth but also

a more contemporary tone,
similar to peers in our field -
World Bank, Population Action
International, Marie Stopes.

“Our approach is built on evidence, but we don’t simply rely
on what’s been done before - we focus on what works.”

09



WOMEN DELIVER TONE OF VOICE BRAND GUIDELINES

EXCeptiOnS to thIS When introducing Women Deliver, always open with:

“Women Deliver champions gender equality and the
health and rights of girls and women.”

or

“Women Deliver is a leading global advocate that
champions gender equality and the health and rights
of girls and women.”

We never say ‘Our Young Leaders’. Either describe them as ‘Young Leaders’ in their own
right or refer to the ‘Women Deliver Young Leaders Program.’
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WOMEN DELIVER

We're comfortable adding an
occasional touch of warmth
and humanity to our messaging
where appropriate. This could
be a more conversational tone,
or a more daring turn of phrase
to deliver the message.

TONE OF VOICE BRAND GUIDELINES

Context: Women Deliver Conference:

“We bring together people with all kinds of power,
everyone from decision-makers to ‘troublemakers’,
to stand together for gender equality.”

Context: Women Deliver Young Leaders Program:

“We know young people are ready to deliver a gender
equal future. Let’s follow their lead.”

Context: Investment case:

“Our advocacy is built on compelling evidence to show
that investing in girls and women is not only the right
thing to do, but the smart thing to do.”
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