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PARTNERSHIPS BRAND GUIDELINES

INTRODUCTION

The environmental challenges reshaping our world are too big for any one company or
organization to solve alone, and we, therefore, work with partners to achieve our goals.

To avoid any confusion or misrepresentation, we must be clear about why and how we
are working within any type of partnership, including with businesses, donors and public
sector bodies.

The purpose of this document is therefore to outline our brand requirements for internal
and external partnership communications - all within the context of ‘together possible’,
our organizational commitment to working collaboratively with others.

While partnerships teams are expected to follow these guidelines, we appreciate that some
flexibility may be required in particular circumstances. Nevertheless, it is important that the
following principles are always adhered to: we communicate clearly why we're working in
partnership, and we use the WWF logo correctly.

Important notes:

Please note that the use of our logo and name by third parties is always subject to
agreement. Make sure you contact the relevant team - corporate, public sector
or fundraising - when discussing partnerships and ahead of using these brand
partnership guidelines.

Licensing guidelines will be covered in the next phases.


https://sites.google.com/wwf.panda.org/corporatepartnerships/guidelines/corporate-partnerships?authuser=0
https://sites.google.com/wwf.panda.org/publicsectorpartnerships/home?authuser=0
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BACKGROUND INFORMATION:

Our guidelines refer to three areas of communication:

1. IN"OUR WORLD’ 2. INTHE “SHARED WORLD’ 3. IN“THEIR WORLD’

When working in a partnership When working in a joint relationship When WWEF is working in
where the initiative is led or where no one member of the partnership, but the initiative is
funded by WWF. relationship should be seen to take led or funded by the other partner.

an overall lead.
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Partnership elements
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PARTNERSHIP ELEMENTS

CORE ELEMENTS OF
PARTNERSHIP COMMUNICATIONS

The core elements of partnership
communications are:

1. The partnership statement

2. The partner logos Partnership
As the only element that clearly explains the purpose men

of the partnership, the partnership statement must State ent
always be included, and be extremely visible, in

partnership communications.

The inclusion of partnership logos, although

recommended, are of secondary importance.

When the two elements are included together, these 'I

are known collectively as the partnership badge.

PARTNER LOGO
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1. The partnership statement
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THE PARTNERSHIP STATEMENT: PROVIDING CONTEXT

Our mission is complex and our partners wide ranging, which could lead to possible misunderstandings
among audiences.

So when WWF works with a third party - whether we lead the communications or not - we must therefore
clearly explain to our many audiences WHY we have formed this partnership.

The easiest and simplest way to provide clear context is to agree, with our partners, on a
partnership statement. Such a statement will also help to improve your partner’'s communications.

The partnership statement must clearly describe the partnership aims, avoiding being vague or generic.
For example:

WWEF and (partner name) are working for a better future. X

WWF and (partner name) are working in partnership to reduce water use in clothes production. /

The partnership statement should appear everywhere that a partnership is represented, with the exact
phrasing agreed upon at the contract stage.
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THE PARTNERSHIP STATEMENT

STATEMENT STRUCTURE:
INOUR WORLD & THE SHARED WORLD

We recommend the statement is structured into the following
way, split into two sections A and B.

Part A outlines who are members of the partnership. We
recommend to word part A as shown in the example. Using the
words ‘working in partnership’ (or similar, for example ‘working
together ‘) adds a sense of clarity which is of utmost importance
for the audience.

Part B outlines the partnership objective(s). Part B should
contain sufficient detail to contextualize the partnership for
audiences while remaining as concise as possible. Always ensure
the statement includes a full stop, when used inside and outside
of the partnership badge.

In ‘our world’, WWF should appear first in any list of partnership
organizations in Part A of the partnership statement; in
‘shared world’, it should be discussed between stakeholders.

Exact phrasing should be agreed at the contract stage.

WWF and (partner name) are working in
partnership to

reduce water use in clothes production.
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THE PARTNERSHIP STATEMENT

STATEMENT STRUCTURE:

IN THEIR WORLD

In ‘their world’, the partner should appear
first in the partnership statement.

Exact phrasing should be agreed at the
contract stage.

(Partner name) is working in partnership
with WWF to

A

reduce water use in clothes production.
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THE PARTNERSHIP STATEMENT

STATEMENT STRUCTURE:
TWO PARTNERS IN OUR WORLD

When two partners are working alongside WWF,
the partnership statement uses this structure with
WWEF first in the list of partnership organizations.

WWF, (partner name 1) and (partner name 2)
are working in partnership to

A

reduce water use in clothes production.
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THE PARTNERSHIP STATEMENT

STATEMENT STRUCTURE:
MORE THAN TWO PARTNERS
INOUR WORLD

When more than two partners are working
alongside WWF, the partners are no longer
named within the statement. This therefore
becomes the only circumstance where it is
mandatory for the partner logos to be used.

Part A can be used without either partner when
the logos are in close proximity. In that case,
the phrase should read: Working together to...

WWEF is working with .
these partners to or Working together to

reduce water use in clothes production.
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THE PARTNERSHIP STATEMENT

TYPOGRAPHY:
INOUR WORLD

In our world, we can use Open Sans
Semibold or Arial Bold for the partnership
statement.

More information is available on our
typography page.

IN THEIR WORLD:

In ‘their world’ the rules around partnership
statement typography are loosened. This
allows the partner the freedom to present
the statement in a manor more fitting to
their own brand, subject to the agreement
of all partners.

OPEN SANS
AaBbCcDdEeFfGgHhliJjKKLIMmNn
A a 00PpQQRrSsTtUUVVWWXXYyZz
1234567890!@£$%&*()
ARIAL BOLD

Aa

AaBbCcDdEeFfGgHhliJjKkLIMmMNnN
OoPpQqRrSsTtUuVVWwXxYyZz

1234567890!@E£$%"&*()
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2. Partnership Logos
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PARTNERSHIP LOGOS

LOGO USAGE WITH ONE PARTNER

The logos of partners are used to illustrate and support the
partnership statement.

When used, we recommend the order of the logos should
reflect the partnership statement.

So in ‘our world’, WWF should appear first; in ‘their world’,
WWEF should appear second; and in the ‘shared world’, it is
subject to the agreement of all partners.

Our preference is for logos to be included. However,
we appreciate that this may not be possible in all
situations. So if space is restricted, only the partnership
statement (providing context) continues to be the
mandatory element.

LEGAL LINES

Whenever the WWF logo is used, the following legal
information should appear on the communication if
space allows:

WWF® trademark and ©1986 Panda Symbol are owned
by WWF. All rights reserved.

Partnership

PARTNER LOGO
Statement

IN ‘OUR WORLD’

Partnership
Statement

IN ‘THEIR WORLD’




PARTNERSHIPS BRAND GUIDELINES

PARTNERSHIP LOGOS

L0GOS USAGE WITH
MULTIPLE PARTNERS

When there are multiple partners, the same basic
rules apply.

In ‘our world’, WWF should come first in the list. This
is followed by other partnership logos, which should
normally appear in alphabetical order. However, this
approach may not be possible where one partner
has a particularly strong contribution or where

the partnership agreement requires a particular
partnership listing.

For the sake of clarity, we recommend that the
main partners always appear on the cover page
of a communication. Supporting partners can be

mentioned, along with their logos, on the inner pages.

LEGAL LINES

Whenever the WWF logo is used, the following legal
information should appear on the communication if
space allows:

WWF® trademark and ©1986 Panda Symbol are
owned by WWF. All rights reserved.

Partnership
Statement

Partnership
Statement

PARTNER
LOGO 1

IN ‘OUR WORLD’

IN “THEIR WORLD'

PARTNER
LOGO 2

PARTNER
LOGO 1

The logos on this page have been used for illustrative purposes*
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Construction and layout
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CONSTRUCTION AND LAYOUT

FLEXIBLE PLACEMENT OF PARTNERSHIP STATEMENT AND LOGOS IN ASSETS

The guidelines allow for flexibility about where the partnership statement and logos are placed in communications assets. The key thing
is to ensure that the partnership statement is highly visible to audiences so they can see the context for any partnership arrangement.

In most normal circumstances, we would recommend the following approaches:

IN“OUR WORLD’

WWE is working in
partnership with

PARTNER
(Partner name) to LOGO
reduce water use in
clothes production.

In ‘our world’, the WWF logo will already
appear on our communication. So ensure
there is no duplication of WWF logos to prevent
unnecessary repetition.

USAGES

+ WWEF digital and printed communication assets.

IN THE ‘SHARED WORLD’

WWE is working in
partnership with

PARTNER
(Partner name) to LOGO
reduce water use in
clothes production.

In the ‘shared world’, assets creation should be discussed
between stakeholders. The only mandatory element is the
partnership statement, which includes the partnership
purpose and the names of the partners. The inclusion of
logos, although recommended, is of secondary importance.

If necessary, the ‘locked’ partnership badge can be used. Note
that the key-line around the badge is no longer used to allow
neater design.

We recommend the statement is placed between the two
logos so the badge is balanced.

USAGE

+ Dual-produced digital and printed communication assets.

IN“THEIR WORLD’

(Partner name)

is working in
partnership with WWF
to reduce water use

in clothes production. “(D/“,I_g

In ‘their world’, ensure that the partner logo
only appears once to avoid duplication.

USAGE

* Partner-produced digital and printed
communication asset.

* Partner-produced packaging.
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RELATIONSHIP
OF ELEMENTS

The WWE or partner logo will appear
on most own-branded materials.

So remove additional WWF or partner
logos from the partnership badge

- the combination of partnership
statement and logos - to prevent
unnecessary repetition.

CONSTRUCTION AND LAYOUT

Partnership
Statement

PARTNER
L0GO

PARTNER
LOGO

Partnership
Statement

WWF

In ‘our world’ - (reduces dual panda logos)

In ‘their world’
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RELATIONSHIP
OF ELEMENTS -
SHARED WORLD

As detailed on page 17, where possible,
in the ‘shared world’ environment,

we should use the full ‘locked-up’
partnership badge.

CONSTRUCTION AND LAYOUT

WWF

Working
together to
reduce water
use in clothes
production.

PARTNER
LOGO

WWEF is working in
partnership with
(Partner name) to
reduce water use in
clothes production.

PARTNER
LOGO

Shared world example 1

Shared world example 2
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FLEXIBLE PLACEMENT

The position of the partnership badge is ° e
flexible and can be placed where needed ee;,

in the layout. This is especially useful in the . 1 I

‘shared world’ and ‘their world'. WWF E

If space is limited, it is still important 14 E

to provide context - audiences must 1/4 !

understand why we have formed a particular
partnership. In that scenario, only the
partnership statement must be included.

When using a partnership badge, we
strongly recommend adding a margin
between the badge and the edge of the
page or screen. As a guide, the page
margin should be at least 1/4 of the size
of the WWF box logo.

_____________________________

Online/social example Print example
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FLEXIBLE PLACEMENT

When needed, a partnership badge
can be reconstructed so that it
includes only the logos. This allows the
partnership statement, which must be
included elsewhere on the layout, to
be used in more creative executions.

__________________________________________________________________

Working together
to capture (Partner
name)’s historic carbon
emissions through forest
conservation.

WWEF is working in
partnership with (Partner

L J
name) to reduce water use &
in clothes production. ¥y
WWF

_____________________________

Online/social example

L ]
(&)
> PARTNER
LOGO
© @
WWF

_____________________________________

Print example
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FLEXIBLE PLACEMENT

In situations where the logos can't
be used, due to space or size, the
partnership statement can be
used by itself.

_______________________________________

___________________

1
WWEF and (partners) have joined !
forces to build a plastic pollution !
free communities in (country). :

1

1

Visit web address for more info.

_______________________________________

WWEF and (partners)
have joined forces
to build a plastic
pollution free
communities
in (country).

Banner examples

Visit web address
for more info.

___________________

Banner examples
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CREATING BALANCED LAYQUTS - HORIZONTAL GUIDELINES

The partnership badge uses the height of the WWF Logo
to create balanced layouts.

The height of the WWF Logo has been divided by 6. This
gives us 3 separate guides (A, B & C) and a central line
to use when creating the corporate partnership badge.

Note that the same rules apply to the WWF Box
Logo when used independently, or used within the C
Partnership Badge. This includes the rules around

clearance space and minimum size. Fully constructed

. . Centre line — — — — — =
assets will be available for download to prevent the
need to re-create assets.
o
More information is available on the logo page.
B




PARTNERSHIPS BRAND GUIDELINES

CREATING BALANCED LAYOUTS - VERTICAL DIVIDERS

The width of the partnership badge is adjustable,
which ensures it is usable in all situations.

There are two elements to the horizontal layout
of the badge - the horizontal ‘spacers’ and the
divider line.

The spacers are 4.5mm wide (at 100%).
The divider lines are 1pt wide and black
(CMYK: 0/0/0/100, RGB: 0/0/0) and line up
with the top and base of the WWF logo.

Shared world

® o Replace PN
i copy with PARTNER
-- g - |- -agreed- - - - - | -H--roGo--1--
© ® partnersnlp \ REPLACETHIS /
WWFE statement. N S
4.5mm 4.5mm 4.5mm 4,5mm 4.5mm 4.5mm
In their world
Replace ® o
—copy with |
- -agreed- - - - — - == - -
partnership © o

CONSTRUCTION AND LAYOUT

In our world
Replace T
—copywith
- -agreed - - - - - -~ ~toGo -
partnersh|p \ REPLACE THIS /
_ _statement. | 2~ _“~

Lock up versions

REPLACE THIS
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CREATING BALANCED LAYQUTS - LOGO LOCK-UPS

A. Too large x B. Balanced C. Too small x

The horizontal guidelines will help to create a balanced
lock-up. We can see on this page that the lock-ups using
A and C are unbalanced, whereas B looks balanced.

The logos on this page have been used for illustrative purposes*
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CREATING BALANCED LAYQUTS - LOGO LOCK-UPS

A
B
C
Center line
C
B
A

P e

)
-
©

®

WWF

C. Balanced

C. Balanced

In this scenario, placing the John West logo on

the central guides (C) looks balanced.

B. Too big x

CONSTRUCTION AND LAYOUT

The logos on this page have been used for illustrative purposes*
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CREATING BALANCED LAYOUTS - PARTNERSHIP STATEMENTS

WWEL King with

WWED —

I'he H&M Group to

pioneer climate

I'ne H&VI Group to

pioneer climate

action tor fashion.

action tor fashion.

In ‘our world’
WWEF is working with L
The H&M Group to o o

pioneer climate
action for fashion.

WWF

The combination of partnership statement and partner logos
is called the partnership badge. The partnership badge

are created using an editable asset, in a similar way to the
boilerplate badge.

The partnership statement must be left aligned and set at
8pt on 10pt leading. The copy does not need to sit on the A,
B and C logo guides, but does need to be centred vertically.

In the ‘shared world’

WWEF is working with
The H&M Group to
pioneer climate
action for fashion.

CONSTRUCTION AND LAYOUT

WE P
~— The H&M Groupto |

. ;

action tor fashion.

In ‘their world’

WWEF is working with
The H&M Group to
pioneer climate
action for fashion.

The logos on this page have been used for illustrative purposes*
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CREATING BALANCED LAYQUTS - PARTNERSHIP STATEMENTS

T wwei Ki thT WE i - ith Tt | TheH&MG - Ki
| H&MGrouptopioneer | Na=d | R&MGroup to pioneer 1~ _ | With WWFto pioneer |

water cfnwnrdchip and water :fpmmrdchip and water cfmmnrr{chip and
climate action for fashion. climate action for fashion. climate action for fashion.
WWF is working with The ® WWF is working with The The H&M Group is working ®
H&M Group to pioneer @ H&M Group to pioneer with WWF to pioneer &)
water stewardship and - / water stewardship and water stewardship and
climate action for fashion. WWF climate action for fashion. climate action for fashion. WWF

V' N
v

To ensure the font size and leading is not reduced or
increased in size, the area that the statement fills is flexible.
The horizontal space between statement, dividing line and
logos must be maintained.

The partnership statement must be left aligned and set at
8pt on 10pt leading. The copy does not need to sit on the A,
B and C logo guides, but does need to be centred vertically.

The logos on this page have been used for illustrative purposes*



PARTNERSHIPS BRAND GUIDELINES CONSTRUCTION AND LAYOUT

CREATING BALANCED LAYQUTS - MULTI PARTNER LOGO

. WWEF is working with
S these partners oversee
Centreline - - - - - = - - = —- = = - - - = = = = = = — = = = 4 - -I- - - - - = = = = - -
c larce-scale-globally
¢ arge-scale globally
A financed projects.

WWEF is working with
these partners oversee
large-scale globally
financed projects.

Balancing a series of logos is notoriously problematic, due to
differing size, scale and shape. We have devised a system that
should lead to a balanced series of logos and have supplied 3
sets of horizontal guidelines (A, B & C) which should be used to
ensure balance within the set of logos.

The horizontal spacing between logos should stay consistent. A working asset will be available to download from the brand website.

The logos on this page have been used for illustrative purposes.
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CREATING BALANCED LAYQUTS - MULTI PARTNER LOGOS

Here we show a selection of
logos which appear balanced and
unbalanced due to the guides used.

CONSTRUCTION AND LAYOUT

WWEF is working %% _—
WSW—”‘" Water Footprint T LY
coprotectglobal |y con PN L g e WD ol TE

environments. ~ INGCONSLRAALLON

WWF is working with =z . ey vy g

these partners to d 'GI ‘ Water Footprint g

) obal Footprint Network / Oy
protect global *\\'" Advancing the Science of Sustainabiliy N ETW ‘ R K ot ) ot

environments.

WWEF is working with

FEETY

" I =9 Water anfprin’r y Y i
Edvd Nud
*** orotect global_— 18 *"" “Global Footprint Network™ | *HE EF‘ A [‘ﬁff - ----- - -ERE X
Q" Advancing the Science of Sustainability |IAYAN
environments. =
WWE is working with 1009 ) 7’}3 Y
Sy,
these partners to A"r‘" Water Footprlnt e %f‘ N

protect global
environments.

)

Global Footprint Network

Advancing the Science of Sustainability

NETWORK

A working asset will be available to download from the brand website.

The logos on this page have been used for illustrative purposes*



PARTNERSHIPS BRAND GUIDELINES EXAMPLES

In ‘our world’ examples
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PUBLICATION EXAMPLE:
IN“‘OUR WORLD’

The WWEF logo is already in place in our
communications; we do not need to repeat
the logo in the badge.
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PUBLICATION EXAMPLE:
IN“‘OUR WORLD’

All of the elements sit on the WWF Grid.
The partnership badge can be created in
programs such as InDesign or lllustrator.

More information on the grid usage in the
publication page and logo page

WWE is working
with Banco do Brasil
to ensure water
security in Brazil.

OpenSans Semibold 8pt on A4
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PUBLICATION EXAMPLE:
MULTIPLE PARTNERS
IN‘OUR WORLD’

This example shows the partnership badge
with multiple partners. The rules previously
outlined apply.
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USAGE ON WHITE:
IN“OUR WORLD’

Like the WWF Box Logo and
Boilerplate Badge, we do not
need to show the box boundary
when used on white. We do

not need to add keylines or any
other elements.

Visit the logo page for
more information.

Grid example
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SOCIAL MEDIA & VIDEO:
IN“‘OUR WORLD’

When using video and image content on social
media, it is important to be very clear on

what you want to achieve by promoting your
partnership to different audiences.

To make sure the partnership statement is
legible at all times and due to potentially small
screen sizes, the partnership statement should
be shown in the caption of the social media post.

Here, the partnership statement is included in
the caption and so stays highly visible.

Partnership statement
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SOCIAL MEDIA & VIDEO:
IN“‘OUR WORLD’

It is recommended but not mandatory to include
the logos on social media posts. When including
logos, use the logo lock up to fully communicate
the partnership.

Logo lock-up

Partnership
statement
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SOCIAL MEDIA & VIDEO:
IN“‘OUR WORLD’

When creating social media content do not use
single logos on the creative asset. This ensures
that content is presented as a ‘partnership’ and
not produced by one partner, especially when
shared on other pages.

X single logo used X single logo used
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SOCIAL MEDIA & VIDEO:
IN“‘OUR WORLD’

If there are situations where the partnership Partnership statement
statement needs to be communicated on the
post itself, the partnership badge can be CTA

‘de-constructed’. You must ensure that the
partnership statement is clear and legible.

Where aplicable, we should also include a
call to action (CTA) in the caption, as shown
in this example.

Logo lock-up
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SOCIAL MEDIA & VIDEQ: IN“OUR WORLD’

All guidelines are adhered X

S Do not use ‘watermarked’ logos. X Do not use the partnership
to in this example.

Do not give prominence to one partner. statement in small sizes.
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SOCIAL MEDIA & VIDEQ: IN“OUR WORLD’

L]
X
WWF
All guidelines are adhered to in this example.
All guidelines are adhered to in this example. The logos are not needed on each frame. The logos do not need to be on each frame of a video. If needed, you can

highlight the partnership on the final frame, as shown on page 34.
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In ‘their world’ examples
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SOCIAL MEDIA & VIDEO:
IN“THEIR WORLD’

When space is limited, such as in social media
apps, the partnership statement and logos
can be separated. Whatever approach is
taken, the partnership statement must remain
the key element of the communication. In

this example, the statement is included in the
caption, making it much easier to read. You
must ensure that logos are always clear and
easy to read.
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SOCIAL MEDIA & VIDEQ: IN “THEIR WORLD’

All guidelines are adhered X

o In this example the full lock-up is used,
to in this example.

which makes the partnership statement
illegible. The WWF logo is also used on a
non-white background.



Thank you

Next steps: Licensing guidelines, including co-branded products, will be covered in the next phases.



