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Introduction

With 189 member countries, staff from more than 170 countries, and offices in over 130 locations, the World 
Bank is a unique global development finance institution working for sustainable solutions that reduce poverty 
and build shared prosperity in developing countries. It is one of the world’s largest sources of funding and 
knowledge for developing countries. In addition to its main lending, the World Bank employs trust funds to 
support—and often accelerate—the attainment of institutional goals. Trust funds provide grants and non-
grant instruments, including low-cost concessional financing, that the World Bank and its clients can use to 
support technical assistance and capacity building, improve enabling environments, put in place standards, 
promote knowledge sharing, and support innovation in technology, finance, and policy.

Figure 1: World Bank Activities Supported by Carbon and Climate Trust Funds
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The World Bank has been a pioneer in the use of trust funds for climate action, dating back to the early 
1990s when the Global Environment Facility (GEF) and the Multilateral Fund for the Implementation of the 
Montreal Protocol (MLF) were established. With the creation of the Prototype Carbon Fund (PCF) in 2000, 
the World Bank helped catalyze the nascent carbon market envisioned under the Kyoto Protocol. This 
helped demonstrate proof-of-concept for a market mechanism to serve as an instrument for climate change 
mitigation and the global public good. In the 20 years since, the World Bank has continued to innovate and 
evolve in the way it uses both climate and carbon finance to support its clients in achieving progress toward 
climate change mitigation and adaptation.
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SCALING CLIMATE AND CARBON FINANCE SINCE RIO
Since the adoption of the United Nations Convention on Climate Change (UNFCCC) at the Rio Conference in 
1992, the World Bank has been at the forefront of efforts to provide and mobilize concessional finance for 
climate action. Over the years, it has significantly expanded its effort in climate finance in both the public 
and private sectors, supporting critical and necessary technical assistance and capacity building programs, 
without which many approaches to climate finance may not have scaled.

BOX 1: WHAT ARE CLIMATE AND CARBON FINANCE?

Climate finance is defined as international public finance that has the explicit objective of 
supporting mitigation and/or resilience-building activities, and which typically has some degree of 
concessionality.1 The funds covered in this paper focus on mitigation-related activities, investments, 
and results.2

In general, carbon finance is a generic term used for the revenue that can be generated by low-
carbon projects and activities from the sale of their emission reductions by sources (or removals by 
sinks) or from trading in carbon credits.3 

In this paper, carbon finance refers more broadly to the financing undertaken by the carbon funds 
covered in this report, including for Emission Reduction Purchase Agreements (ERPAs) and World 
Bank advisory services and analytics (ASA) to develop capacity, policies, standards, and knowledge 
related to carbon markets and carbon pricing.

Overall climate flows have also increased. Global public and private climate finance flows are estimated to 
have reached $579 billion per year on average during 2017-2018,4 but they remain insufficient to put the 
world on a climate-compatible pathway. The Paris Agreement and its related implementing decision under 
the UNFCCC5  call for cooperative efforts to mobilize additional public and private climate finance, building 
on the current mobilization goal of $100 billion per year, and increasing from there as of 2025 (see Box 2). 
The Paris Agreement also provides for a new generation of market-based mitigation mechanisms under its 
Article 6, which have the potential for increased carbon finance flows between countries under the Sustainable 
Development Mechanism of the UNFCCC, via bilateral deals, internationally-linked carbon markets, or within 
so-called “carbon clubs” that might emerge among groups of countries.

1   World Bank. 2018. Strategic Use of Climate Finance to Maximize Climate Action: A Guiding Framework. Washington, D.C.: World Bank Group, v.the
2   This paper was commissioned by the Climate Funds Management Unit at the World Bank Group, and its focus is on the trust funds under its responsibility, namely the GEF and a number of 
carbon funds.
3   World Bank. 2018. Carbon Markets for Greenhouse Gas Emission Reduction in a Warming World. Independent Evaluation Group. Washington, D.C.: World Bank, xiii. 
4   CPI. 2019. Global Landscape of Climate Finance 2019. London: CPI.
5   UNFCCC Decision 1/CP.21.
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This retrospective examines how the World Bank’s 
strategic use of climate-related trust funds has 
enabled it to play an outsized role in catalyzing 
climate action worldwide for nearly 30 years. By 
looking back at the history of climate and carbon 
finance—with a focus on the pioneering role of 
the Global Environment Facility (GEF) and World 
Bank carbon funds in spurring climate change 
mitigation activities—this report draws lessons 
and recommendations on how the World Bank and 
the wider development community can continue 
to benefit from climate-related trust funds to 
support countries in meeting their Paris Agreement 
commitments and achieving their sustainable 
development and poverty reduction goals.  

INNOVATION, EVOLUTION, INFLUENCE
Since the adoption of the United Nations 
Framework Convention on Climate Change at the 
Rio Conference in 1992, the World Bank has been 
a leader in scaling up climate finance, pushing 
innovation and influencing global progress on 
climate change. Much of this work has been made 
possible by the parallel funding provided to the 
World Bank through trust funds. These funds are 
central to the Bank’s comprehensive approach 
to systematically leverage all sources of finance, 
expertise, and solutions to support developing 
countries’ sustainable, climate-smart growth.

The World Bank’s use of trust funds has supported 
transformative outcomes through efficient 
channeling, blending, and aggregation of public 
and private sources of capital. In addition to 
project financing, trust funds have helped support 
verifiable emissions reductions, the establishment 
of standards and enabling policies, and the 
development of critical capacity needed to promote 
and scale up public and private climate investments 
at the national, regional, and local levels. 

Trust funds allow the World Bank to be more 
innovative than it would otherwise be through 
regular country programming and investment. 
They can often bear more risk than financing from 
the Bank’s own balance sheet, enabling pioneering 
investments and an acceleration of climate and 
carbon finance practices. In the process, the Bank 
has been able to play a key role in influencing policy 
and market development across emerging markets. 
Many climate and carbon finance developments 
over the last 30 years would not have been possible 
without the Bank’s use of climate-related trust 
funds. Its intellectual leadership, willingness to 
take targeted risk in demonstration and pilot 
projects, credibility with policymakers and market 
actors, and ability to convene and catalyze other 
institutions and the private sector also contribute 
to the World Bank’s unique role.

Executive Summary 
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THE GEF
The GEF was established in 1991 to provide 
additional development assistance to improve the 
global environment, with climate change as one 
of its original priorities. The World Bank was one 
of the original three implementing agencies of the 
GEF and hosted its secretariat. The World Bank’s 
strong engagement with the GEF at its inception 
resulted in close alignment in early strategies 
and operational priorities between the GEF and 
the Bank, particularly around clean energy. In the 
area of climate change, World Bank teams with the 
greatest access to GEF funds were those working 
on renewable energy and energy efficiency, as the 
linkages to climate action were easier to establish 
than with other sectors, such as agriculture, water, 
or transport. This has evolved over time as climate-
related impacts in other sectors have become 
clearer and dedicated teams have been established 
in several arms of the Bank to coordinate more 
varied and innovative approaches to mitigation 
and adaptation investments, including those that 
were considered too risky to undertake by the 
Bank’s International Bank for Reconstruction and 
Development (IBRD) or International Development 
Association (IDA) operations.

Even as the GEF’s mandate has expanded to include 
more environmental issues and a growing number of 
implementing agencies competing for funding, early 
lessons from World Bank and GEF-funded activities 
remain relevant today. Other, newer climate-
related trust funds have also incorporated World 
Bank-GEF operational approaches to streamline 
their own processes and procedures. Notably, the 
Climate Investment Funds (CIF) established in 
2008 built its administrative processes on lessons 
learned from more than a decade of World Bank 
experience with the GEF.  

CARBON FUNDS
The World Bank’s involvement in carbon finance 
has evolved with the external environment, 
starting with early efforts related to project-
based approaches, most notably under the 
Clean Development Mechanism (CDM), moving 
to achieve greater scale in response to market 
demand, and working to consolidate and support 
markets as they waned along with support for the 
Kyoto Protocol. Today, the World Bank focuses 
on building the enabling conditions, capacity, and 
finance mobilization necessary to achieve scale in 
line with the ambition of the Paris Agreement. The 
World Bank can be credited with helping to launch  

the CDM and international trading in carbon units, 
building the capacity of national governments and 
market actors, and demonstrating methodologies, 
business models, and best policy practices for a 
carbon market with high environmental integrity. 
It has been an innovator and driver of private 
financing, convenor of policymakers and private 
actors, and contributor to knowledge about carbon 
finance. 

Yet, the Bank’s wide range of carbon funds 
emerged over time in a fragmented way, with 
multiple bespoke funds created in response to 
donor objectives (or in some cases constraints). 
The carbon-related trust funds were not always 
successful in leveraging each other or the broader 
strategies and resources of the World Bank, and 
their governance and processes were sometimes 
perceived as cumbersome. Financial commitments 
to Emissions Reduction Purchase Agreements 
(ERPAs) have not always translated into issuances, 
and progress in carbon finance has been slow 
outside major jurisdictions, especially in least 
developed countries. Results have also varied by 
sectors, with the largest reductions achieved in 
industrial gases and energy, while results in sectors 
related to land use have been more limited.
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Carbon  Finance

SUMMARY OVERVIEW
The World Bank’s involvement in carbon finance has evolved with the external environment, starting with 
early efforts related to project-based approaches, most notably under the CDM, moving to achieve greater 
scale in response to market demand, working to consolidate and support markets as they softened along 
with support for the Kyoto Protocol, and now focusing on building the enabling conditions, capacity, and 
finance mobilization necessary to achieve scale in line with the ambition of the Paris Agreement. The World 
Bank has delivered a total of $2.4 billion through 13 carbon-related trust funds through FY 2019 (see figures 
9 and 10). Programs under these trust funds have generated an estimated 210 MtCO2e reduced.

Figure 9: Cumulative Commitments (ERPA and ASA) of World Bank Carbon Funds (US$ millions)
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The World Bank can be credited with helping to launch the CDM and international trading in carbon units, 
building the capacity of national governments and market actors, and demonstrating methodologies, 
business models, and best policy practices for a carbon market with high environmental integrity. It has not 
only been an innovator, but also a driver of private financing, convenor of policymakers and private actors, 
and contributor to knowledge about carbon finance. 

Despite significant innovation and impact, some challenges have persisted. Like many trust funds, carbon 
funds have been fragmented and not always successful in leveraging the wider strategies and resources 
of the World Bank. Financial commitments to ERPAs have not always translated into emissions reduction 
issuances, and progress in carbon finance has been slow outside major jurisdictions, especially in least 
developed countries (LDCs), where only now commitments have increased. Results have varied depending 
on sectors targeted. By far, the largest reductions have been achieved in industrial gases and energy, while 
results have been much more limited in AFOLU.  

Figure 10: World Bank Carbon Fund Payments by Region (FY 1992-2019)
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With the Paris Agreement providing an impetus to revitalize carbon pricing and global carbon markets, 
lessons learned on the need for risk-taking, scale beyond the project level, and effective alignment among 
technical assistance, emissions reduction unit purchases, and other forms of climate finance gain traction. 
Past experience can help realize the promise of carbon finance and support ambitious reductions in 
underserved sectors such as transport and AFOLU.
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The GEF and carbon funds were among the earliest sources of finance that the World Bank used to support 
investments to address climate change mitigation. The results attained by these trust funds are among 
the most significant achieved by climate finance since the adoption of the UNFCCC.  

AN EVOLVING GLOBAL POLICY AND SCIENCE LANDSCAPE
Global policy and science have evolved in lockstep, but action at all levels remains behind what the IPCC 
suggests is necessary to “prevent dangerous anthropogenic interference with the climate system”.9 The 
first IPCC report, Climate Change, the IPCC Scientific Assessment, published in 1990 led to the adoption of 
the UNFCCC in 1992, launching global cooperation on climate change. This cooperation is now crystallizing 
around the 2015 Paris Agreement, which aims to “strengthen the global response to the threat of climate 
change,” 10 by achieving net-zero emissions in the second half of this century to build a climate-resilient 
society and orient financial flows towards climate-compatible development. However, emissions trends 
continue to be alarming and significant effort remains to put the world on track to warming levels that are 
manageable, as illustrated in the 2018 IPCC Special Report Global Warming of 1.5˚C. Emissions from most 
sectors continue to grow despite increased action by national governments and the private sector across 
the globe.

However, growing public awareness, more comprehensive commitments under the Paris Agreement, and 
greater public and private sector capacity to measure and act upon emissions have led to a stronger 
consensus on the need for ambitious, economy-wide emissions reductions. This has resulted in a meaningful 
strengthening of promised and implemented policy regimes at the national and sub-national levels, as well 
as of actions taken by private sector actors, underpinned by increased support flows and investments. At the 
global level, almost half of all countries, covering three-quarters of global emissions, had national legislation 
and strategies in place in 2017; excluding the USA, countries representing 76 percent of global emissions and 
90 percent of global population had economy-wide greenhouse gas (GHG) reduction targets.11

9   UNFCCC, Article 2.
10   Paris Agreement, Article 2.
11   Iacobuta, G., N. Dubash, P. Upadhyaya, M. Deribe, and N. Höhne. 2018. “National climate change mitigation legislation, strategy and targets: a global update.” Climate Policy 18 (9): 
1114-1132. 

Historical Background 
and Context
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A GROWING CLIMATE FINANCE ARCHITECTURE MOBILIZING GREATER FLOWS
The climate finance architecture has grown and become more complex. There were no dedicated funds 
for climate action in 1992. Now, there is a proliferation of international climate funds and channels through 
which funding can flow to support climate-related programs, projects, and other initiatives. The 2015 
Climate Fund Inventory of the Organisation for Economic Co-operation and Development (OECD) included 
91 such funds,12 while a 2018 review by the Overseas Development Institute identified 21 multilateral and 
seven bilateral climate-related funds (see Figure 2).13 The GEF, launched in 1991, channeled much of the 
funding for climate action—with a focus on mitigation—until a range of other funds and initiatives were 
progressively established. These included carbon funds, starting with the PCF in 2000, dedicated multi-
sector funds like the Climate Investment Funds (CIF) launched in 2008, and the Green Climate Fund (GCF) 
established in 2010, and sector-specific initiatives like the Forest Carbon Partnership Facility (FCPF) also 
launched in 2008. Non-climate specific initiatives also provide critical funding related to climate, such as the 
Global Facility for Disaster Reduction and Recovery (GFDRR) launched in 2006 or the Global Infrastructure 
Facility (GIF) launched in 2014.

Figure 2: Global Climate Finance Architecture

Source: Overseas Development Institute, 2018

12   OECD.2015. Climate Fund Inventory: Report to the G20 Climate Finance Study Group. https://www.oecd.org/environment/cc/Climate-Fund-Inventory-Background-report-OECD.pdf.
13   Watson, C.  and L. Schalatek. 2019. “The Global Climate Finance Architecture.” Climate Finance Fundamentals 2 (February 2019). The proliferation of funds has led to a concern 
about overlap and unnecessary administrative complexity and inefficiency.  See Amerasinghe, N., J. Thwaites, G. Larsen, and A. Ballesteros. 2017. Future of the Funds: Exploring the 
Architecture of Multilateral Climate Finance. Washington, D.C.: WRI.
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Clear space
To enable the brand mark to appear prominently 
without interference, a minimum exculsion zone has 
been established which is to be left clear of other 
graphic elements or text.

The area is indicated by the light pink border and 
should be increased wherever possible. The clearance 
is equal to the cap-height W from the brand mark.

Minimum size
The horizontal brand mark is designed to reproduce 
down to a minimum width of 40mm. 

It is important to take into account the limitations of 
the chosen print processes when reproducing the 
brand mark in small sizes. 

Type only
If required, a’ type only’ version can be used and is 
designed to reproduce down to a minimum width of 
15mm. 

Care should be taken at all times to ensure the letters 
are legible.

3. BRAND TOOLKIT :  
Clear space / minimum size

Minimum size
40mm

Minimum size
15mm

Minimum size TYPE ONLY
Minimum size
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5. BRAND TOOLKIT : 
Colour palette

Three primary and three secondary 
colours have been selected to 
distinguish the Ci-Dev brand. 

The Ci-Dev palette of colours should be used solid 
wherever possible. Please ensure these colours are 
specified correctly.

Note: the master artworks for the Ci-Dev brand 
mark are ALWAYS to be used. They are available in 
Pantone*, 4-colour, RGB and single colour formats. 
These artworks should cater for all your requirements 
and you should NEVER attempt to re-create them.

* Pantone® is a registered trademark of Pantone, Inc.

PMS 1-1 C

C: 0
M: 0
Y: 0
K: 0

R: 255
G: 255
B: 255

HEX #FFFFFF

PMS 285C

C: 100
M: 37
Y: 0
K: 23

R: 0
G: 123
B: 196

HEX #007BC4

PMS 802C

C: 60
M: 0
Y: 93
K: 0

R: 102
G: 255
B: 18

HEX #66FF12

PMS 109C

C: 2
M: 23
Y: 90
K: 0

R: 250
G: 196
B: 0

HEX #FAC40

PMS 185

C: 0
M: 93
Y: 79
K: 0

R: 228
G: 0
B: 43

HEX #E4002B

PMS 2602

C: 65
M: 100
Y: 0
K: 0

R: 135
G: 24
B: 157

HEX #87189D

PMS 877

C: 0
M: 0
Y: 0
K: 40

R: 180
G: 183
B: 185

HEX #B4B7B9

PMS BLACK C

C: 0
M: 0
Y: 0
K: 100

R: 35
G: 31
B: 32

HEX #231F20

EBONY

DOVE

COTTON

MAUVE

COBALT

CHERRY

EMERALD

CORN
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An English font family has been chosen 
for Ci-Dev to help create the visual 
image. 

Used consistently and correctly, they help create a 
powerful and instantly recognisable typographic style.

7. BRAND TOOLKIT :  
Typography

Primary headline font - Andes Bold

Nonet rerum accus simust, ut quam, net dolorenducia et molestr 
uptatem dolupic tempel ipsumq

ULLUPTAE SITAE CONSECUS RERERO CON NITAQUATE DOLUPTAS 
ALICAE PREICIAE NIA INTIA NONSE 

Primary subhead font - Gotham Light

Nonet rerum accus simust, ut quam, net dolorenducia et molestr uptatem 
dolupic tempel ipsumquis ento qui audipic iaeceriosa nos ulluptae sitae 
consecus rerero con nitaquate doluptas alicae preiciae nia intia nonsequas 

Primary body copy font - Gotham Book/Medium/Bold

Nonet rerum accus simust, ut quam, net dolorenducia et molestr uptatem 
dolupic tempel ipsumquis ento qui audipic iaeceriosa nos ulluptae sitae 

consecus rerero con nitaquate doluptas alicae preiciae nia intia 
nonsequas nisquat ecullam raecto berum cus, nemporepedis que 

odios exces acia dolore occab iscit mi, qui as ese cori nobitate aut 
optatet rernam hilla cus il magnit, corem

Primary web font - Arial

Nonet rerum accus simust, ut quam, net dolorenducia et molestr uptatem dolupic 
tempel ipsumquis ento qui audipic iaeceriosa nos ulluptae sitae consecus rerero 
con nitaquate doluptas alicae preiciae nia intia nonsequas nisquat ecullam raecto

a
a

a
a
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12.1. BRAND TOOLKIT :  
Brochures
Sample covers - the pattern can be cropped to 
whatever works with the space that is available but 
always keep some clean white space.

The coloured dots or blocks should always be 
coloured with the Ci-Dev colour palette.

White paper cover Image led cover

EIUSMOD TEMPOR 
LABORE EDOLORE 

JUNE 2019

EIUSMOD TEMPOR 
INCIDIDUNT UT LABORE 
EDOLORE 

JUNE 2019
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The ideal placement for the brand 
mark is on a white background. It may 
however be reproduced on coloured 
or photographic backgrounds by 
following these rules.

Placement on images
ALWAYS ensure that the brand mark is highly visible 
at all times and is placed on a non-cluttered area of 
the image. Make sure that the image colours 
DO NOT clash with those of the 
brand mark.

Placement on coloured backgrounds
ALWAYS ensure that the brand mark is highly visible 
at all times and that the colours DO NOT clash with 
those of 
the brand mark.

Care should always be taken when 
placing the brand mark. NEVER do any 
of the following.

NEVER stretch, compress, outline, add an effect or 
change the brand mark in any way. 

NEVER place on image 

backgrounds that clash with the 

brand mark. NEVER place on coloured 

backgrounds that clash with those of the brand mark.

4. BRAND TOOLKIT :  
Brand mark Usage

DONT place brand mark over busy image DO make sure the brand mark can be clearly seen

TAKE CARE where placing brand mark LOOK for a clear area on the image to place brand mark

DONT alter or stretch the brand mark in any way DO USE the brand mark subtly - not to overpower the image

© Ci-DEV 2019 - BRAND TOOLKIT PAGE 12

6. BRAND TOOLKIT : 
Ci-Dev Icons

A set of icons have been developed to 
cover the main areas of Ci-Dev. 

The Ci-Dev Icons can be used to create more visual, 
and attractive designs. They can be coloured using 
the brand palette and be reversed out of a solid 
background / image.

ONLY the Ci-Dev icons are to be used. These icons 
should cater for all your requirements and you 
should NEVER attempt to re-create them.

FINANCE  LOAN SCALE UP MONEY EDUCATION

PARIS AGREEMENT

HEALTH TECHNOLOGY ENVIRONMENT CO2 GHG

BUSINESS

CLIMATE CHANGE CONNECTED GRASSROOTS FAMILY RESULTS IMPACT

INTEGRITYCOMMUNITY

GEOGRAPHY

BIOGAS BIOMASS ELECTRIC POWER CLEAN SUSTAINABLE CLEAN COOKING

GENDER BENEFIT

HEALTH TECHNOLOGY ENVIRONMENT CO2INTEGRITY

HEALTH TECHNOLOGY ENVIRONMENT CO2INTEGRITY

© Ci-DEV 2019 - BRAND TOOLKIT PAGE 14

9. BRAND TOOLKIT :  
Photography People

Images are powerful, persuasive and 
hold sway over the written word. 
Drawing you in, they prove to add 
meaning, clarity and a sense of place 
and time in ways that words seldom 
can.

Faces
When showing people as the subject matter ensure 
that the photographs have a positive feel and seem 
to capture a moment in time. Images should never 
look staged or posed.

At all times the photography we use should be 
reflective of the premium of the Ci-Dev brand. 

Well-chosen stock imagery is recommended and 
composites should NEVER be used.

© Ci-DEV 2019 - BRAND TOOLKIT PAGE 21

12.1. BRAND TOOLKIT :  
About us brochure
Sample covers - the pattern can be cropped to 
whatever works with the space that is available but 
always keep some clean white space.

The coloured dots or blocks should always be 
coloured with the Ci-Dev colour palette.

For this job we would use the pattern as a Spot UV 
special ink, see below for sample.

JUNE 2019

CARBON INITIATIVE 
FOR DEVELOPMENT

JUNE 2019

CARBON INITIATIVE 
FOR DEVELOPMENT

JUNE 2019

CARBON INITIATIVE 
FOR DEVELOPMENT

WORLD BANK GROUP 
// CI-DEV



CANADA-WORLD BANK 
// CWB
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The CWB brand mark 
can be used in a more 
bold style.

BRAND MARK 2
This is the logo to use for the more bold way. Set 
as a ‘pin badge’ this version will stand out on any 
images or strong coloured background.

Pick one of the four colours that works best 
with the job.

CWB VISUAL STYLE GUIDE 2021 - BRAND MARK ELEMENTS

CONTENTS
Introduction

1.   Brand mark elements

5. Clear space / minimum size 

6. Typography

7.   Brand mark placement

8. Colour palette

7

The brand mark has 
multiple variations, 
always pick the one 
that stands out best by 
following these rules.
Placement on images
ALWAYS ensure that the brand mark is highly 
visible at all times and is placed on a non-
cluttered area of the image. Make sure that the 
image colours DO NOT clash with those of the 
brand mark. 

Placement on coloured backgrounds
ALWAYS ensure that the brand mark is highly 
visible at all times and that the colours DO NOT 
clash with those of the brand mark.

Care should always be taken when placing the 
brand mark. 

DON’T place brand mark over busy image DO make sure the brand mark can be clearly seen

TAKE CARE where placing brand mark LOOK for a clear area on the image to place brand mark

DONT alter or stretch the brand mark in any way DO USE the brand mark subtly - not to overpower the image

CWB VISUAL STYLE GUIDE 2021 - BRANDMARK PLACEMENT2

The CWB brand mark 
can be used in a  
subtle way.

BRAND MARK 1
This is the logo to use for a more subtle look. 
Depending on the style of the job there are four 
colours that can be used.

CWB VISUAL STYLE GUIDE 2021 - BRAND MARK ELEMENTS

Climate action and 
development go hand in hand. 
Investments in sustainable energy and land use 
don’t only reduce carbon emissions, they can 
also unlock enormous economic opportunity. 

The Canada-World Bank Clean Energy and 
Forests Climate Facility targets financing to 
where it is needed most in order to stimulate 
investment in inclusive, green growth.

1

The CWB brand mark 
is the major visual 
element of the CWB 
brand identity.
Used consistently and correctly in all 
communications, the  brand mark will help 
position CWB ahead of the competition.

These elements should NEVER be combined with 
another brand mark.

The CWB brand mark must not be redesigned 
in any way. It must not be distorted or modified, 
and it must always be shown whole and never 
reproduced partially. 

The following pages will detail the use of the 
CWB brand mark, color specifications, spacing 
and size requirements.

CWB VISUAL STYLE GUIDE 2021 - BRAND MARK ELEMENTS

8

There are nine colours 
set in the colour 
palette that can be 
used either on white or 
on a solid colour. 
We have four primary 
colours and five 
secondary colours
Tints are permitted as 
long as the integrity 
of the colour is 
maintained.
Note: the master artworks for the CFM brand mark are ALWAYS 
to be used. They are available in Pantone*, 4-colour, RGB and 
single colour formats. These artworks should cater for all your 
requirements and you should NEVER attempt to re-create them.

* Pantone® is a registered trademark of Pantone, Inc.

CWB VISUAL STYLE GUIDE 2021 - COLOUR PALETTE

PRIMARY COLOURS

SECONDARY COLOURS

MIDNIGHT BLACK
PANTONE BLACK

CMYK: 65 66 68 82

RGB: 45 41 38

# 2D2926

DAISY WHITE
WHITE

CMYK: 0 0 0 0

RGB: 255 255 255

# FFFFFF

SILVER MOON
PANTONE 877

CMYK: 45 34 34 0

RGB: 138 141 143

# 8A8D8F

MIDNIGHT BLUE
PANTONE 541

CMYK: 100 61 0 43

RGB: 0 60 113

# 003C71

FERN GREEN
PANTONE 3275

CMYK: 93 0 57 0

RGB: 0 179 152

# 00B398

PINE GREEN
PANTONE 336

CMYK: 100, 0, 21, 60

RGB: 0, 40.4, 31.8

# 006751

SKY BLUE
PANTONE 801

CMYK: 85 0 8 0

RGB: 0 154 206

# 009ACE

AUTUMN GOLD
PANTONE 7556

CMYK: 4 30 95 24

RGB: 183 139 32 

# B78B20

AUTUMN ORANGE
PANTONE 1495

CMYK: 0 49 96 0

RGB: 255 143 28

# FF8F1C

6

Used consistently and correctly the chosen 
fonts  help create a powerful and instantly 
recognisable typographic style.

The CWB font family is Andes.  
A clean, modern and easy-to-read typeface. 
Italic versions are also allowed.

The fonts have been carefully selected  
to reflect the CWB brand. 

For Word reports and digital, Arial is used.

Andes Bold

ABCDEFGHIGKLMNOPQRSTUVWXYZ 
abcdefghigklmnopqrstuvwxyz

Andes Regular

ABCDEFGHIGKLMNOPQRSTUVWXYZ 
abcdefghigklmnopqrstuvwxyz

Andes Light

ABCDEFGHIGKLMNOPQRSTUVWXYZ 
abcdefghigklmnopqrstuvwxyz

Arial

ABCDEFGHIGKLMNOPQRSTUVWXYZ 
abcdefghigklmnopqrstuvwxyz

CWB VISUAL STYLE GUIDE 2021 - TYPOGRAPHY



V I S U A L  S T Y L E  G U I D E

Home BRAND TOOLKIT - CLEAR SPACE & MINIMUM SIZE / 4

Home BRAND TOOLKIT - TYPOGRAPHY / 7

The use of fonts.
These fonts, when they are applied 
consistently and in the correct manner, 
produce a strong yet easy to read 
typographic style that is powerful and 
instantly recognisable.

Gotham is the Home font family.

Clean, modern and easy-to-read, bold 
or light versions of this typeface are 
permitted. Clattering can also be applied 
and incorporated into subheads that 
need impact.

Note: These fonts have been chosen 
after careful consideration because they 
were found to reflect the Home brand in 
combination with McGettigans.

For Word reports and digital, use Nunito 
Sans Light.

Primary headline font - Gotham Bold

ABCDEFGHIGKLMNOPQRSTUVWXYZ 
abcdefghigklmnopqrstuvwxyz

Subhead font - Clattering

ABCDEFGHIGKLMNOPQRSTUVWXYZ 
abcdefghigklmnopqrstuvwxyz

Body copy font - Gotham light

ABCDEFGHIGKLMNOPQRSTUVWXYZ 

abcdefghigklmnopqrstuvwxyz

Web font - Nunito Sans Light

ABCDEFGHIGKLMNOPQRSTUVWXYZ 
abcdefghigklmnopqrstuvwxyza a a a

HOME BRAND TOOLKIT - BRAND MARK ELEMENTS / 2

To guarantee brand 
recognition, it’s 
vital that the Home 
logo is used and 
placed consistently.
When applied correctly and placed with 
consistency across all communications, 
the logo should always prominently 
place Home in a conspicuous and eye-
catching position.
 
It’s essential that you DO NOT distort, 
modify or attempt to redesign the Home 
logo in anyway. It must always be shown 
in its entirety and also never reproduced, 
even partially.

This style guide will clearly outline how 
the Home logo is to be utilised in all 
communications, particularly in relation 
to its colour, spacing and sizing.

HOME BRAND TOOLKIT - BRAND MARK ELEMENTS / 1

To guarantee brand 
recognition, it’s 
vital that the Home 
logo is used and 
placed consistently.
When applied correctly and placed with 
consistency across all communications, 
the logo should always prominently 
place Home in a conspicuous and eye-
catching position.
 
It’s essential that you DO NOT distort, 
modify or attempt to redesign the Home 
logo in anyway. It must always be shown 
in its entirety and also never reproduced, 
even partially.

This style guide will clearly outline how 
the Home logo is to be utilised in all 
communications, particularly in relation 
to its colour, spacing and sizing.

Home BRAND TOOLKIT - DO’S AND DON’TS / 5

To select the 
version of the logo 
that works best, 
follow these rules.
Placement on images

ALWAYS make sure the logo is visible 
AND placed PROMINENTLY in a section 
of the image that is not cluttered. 

Make sure that the colours of the image 
colours DO NOT clash with the logo. 

Placement on coloured backgrounds

Make SURE that the logo is VISIBLE at 
all times and its colours do not CLASH.

Home BRAND TOOLKIT - COLOUR PALETTE / 8

The colour palette is 
set with eight colours. 
These can be used on a 
white or a solid colour.

Four primary, and four 
secondary colours.

If the integrity of the 
colour is retained and 
not compromised or 
reduced, then tints are 
accepted.

Note: ALWAYS use master artworks for the CFM logo. 
They are available in Pantone*, 4-colour, RGB and 
single colour formats. These artworks will cater to all 
of your  requirements but NEVER attempt to re-create 
or copy them.
 
* Pantone® is a registered trademark of Pantone, Inc.

GOLD

COPPER

DEEP 
PURPLE

CRIMSON 
RED

HONEY

BLACK

YANKEE 
DEEP 
BLUE

MINT  
GREEN

Home BRAND TOOLKIT - DO’S AND DON’TS / 6

Stay TRUE to the 
logo – it must  
NOT be altered in 
any way.
The do’s and don’ts.

Always take great CARE when placing 
the  logo and be sure to NEVER do any 
of the following.

NEVER under any circumstances stretch, 
compress, outline, add an effect or alter 
the logo in ANY way, shape or form.

DO NOT stretch the logo in 
any way, shape or form

DO NOT change any of the 
colours

DO NOT add any effects 
to the logo like shadows or 
glows

DO NOT change any 
elements of the logo

HOME BY MCGETTIGANS
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BRAND TOOLKIT V 1.1
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Brand mark variations 

Clear space / minimum size 

Usage
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Tone of voice

Photography

Supergraphic

© QWERTY 2017 - BRAND TOOLKIT  V1.1

The ideal placement for the brand 
mark is on a white background. It may 
however be reproduced on coloured 
or photographic backgrounds by 
following these rules.

Placement on images
ALWAYS ensure that the brand mark is 
highly visible at all times and is placed 
on a non-cluttered area of the image. 
Make sure that the image colours 
DO NOT clash with those of the 
brand mark.

Placement on coloured backgrounds
ALWAYS ensure that the brand mark is 
highly visible at all times and that the 
colours DO NOT clash with those of 
the brand mark.

Care should always be taken when 
placing the brand mark. NEVER do any 
of the following.

NEVER stretch, compress, outline, 
add an effect or change the brand mark 
in any way. NEVER place on image 
backgrounds that clash with the 
brand mark. NEVER place on coloured 
backgrounds that clash with those of 
the brand mark.

4. BRAND TOOLKIT : Usage

DONT place brand mark over busy image DO make sure the brand mark can be clearly seen

TAKE CARE where placing brand mark LOOK for a clear area on the image to place brand mark

DONT alter or stretch the brand mark in any way DO USE the brand mark subtly - not to overpower the image

© QWERTY 2017 - BRAND TOOLKIT  V1.1

Minimum size
15mm

Pen branding etc.Minimum size
40mm

Clear space
To enable the brand mark to appear 
prominently without interference, a 
minimum exculsion zone has been 
established which is to be left clear of 
other graphic elements or text.

The area is indicated by the light 
pink border and should be increased 
wherever possible. The clearance is 
equal to the cap-height W from the 
brand mark.

Minimum size
The horizontal brand mark is designed 
to reproduce down to a minimum 
width of 40mm and the circular 
version to 15mm. 

However, if you are reproducing 
the brand mark below this size, a 
standalone letter Q is to be used. 

It is important to take into account 
the limitations of the chosen print 
processes when reproducing the brand 
mark in small sizes. 

Care should be taken at all times to 
ensure the letters are legible.

3. BRAND TOOLKIT : Clear space / minimum size

Clear space

Minimum size

© QWERTY 2017 - BRAND TOOLKIT  V1.1

8. BRAND TOOLKIT : Photography

Images are powerful, persuasive and hold sway 
over the written word. Drawing you in, they 
prove to add meaning, clarity and a sense of 
place and time in ways that words seldom can.

Places
Rather than using static, flat images, look for 
ones that have depth of field, unique lighting 
or interesting angles so that your viewer will 
pause to have a second look. 

Faces
When using people as the subject matter 
ensure that the photographs have a positive 
feel and seem to capture a moment in time. 
Images should never look staged or posed.

At all times the photography we use should be 
reflective of the premium of the Qwerty brand. 
Well-chosen stock imagery is recommended 
and composites should 
NEVER be used.

Colour and B&W imagery can be used to add 
interest. ONLY use the master PSD files for the  
Qwerty image border.

© QWERTY 2017 - BRAND TOOLKIT  V1.1

5. BRAND TOOLKIT : Colour palette

Two primary and six 
secondary colours have been 
selected to distinguish the 
Qwerty brand. 

The Qwerty palette of colours 
should be used solid wherever 
possible. Please ensure these 
colours are specified correctly.

Note: the master artworks for the Qwerty 
brand mark are ALWAYS to be used. They 
are available in Pantone*, 4-colour, RGB 
and single colour formats. These artworks 
should cater for all your requirements and 
you should NEVER attempt to re-create 
them.

* Pantone® is a registered trademark of 
Pantone, Inc.

Qwerty
Colour 
palette

EBONY

STEELY

WHITE

HENNA

TAUPE

PLUM

FAWN

OLIVE
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TIPS

KIDS ORAL HEALTH

Superior . Gentle . Trusted
www.snoclinics.com

PROBLEMS
Unchecked dental diseases can lead to 
sleep deprivation, missed school days, 

and a lack of concentration

Poor oral health can put kids at a 
disadvantage in school as is can be 

connected to lower grades as well as 
overall health and happiness

Use tooth-
paste with 

�uoride

Brush teeth 
regularly

Minimise 
the sugar 

intake

Limit juice 
and junk 

food

Floss teeth 
regularly

Get regular 
dental checkups

7 projects at construction stage 

The Facility has established an e�ective 
framework for evaluating renewable 
energy projects on technical, economic 
and socio-economic impacts. 

Since the first selection of projects in 2014, 
seven projects have now reached 
construction stage, with commissioning 
expected in 2019.

Seychelles
5 MW | USD 8.5 million loan 

| Solar PV 
300 local jobs will be created

Cuba
10 MW | USD 15 million loan 

| Solar PV 
10,800t CO2 emissions 

mitigated per year

Antigua and Barbuda 
4 MW | USD 15 million loan 

| Solar PV and wind
Transformation of the water sector with 

90,000 people benefitting

Maldives
4 MW | USD 6 million loan 

| Waste to energy 
Integrated waste management 
program, including desalination 

plants

Mauritania 
1 MW | USD 5 million loan 

Four coastal villages benefiting from 
desalination and ice-production units

Sierra Leone
6 MW | USD 9 million loan | Solar PV

Over 15,000 people will benefit 

mobilized from 
other sources

USD

420

new renewable 
energy capacity 

MW
120

allocated by 
ADFD

USD

214

Mali 
4 MW | USD 9 million loan 

| Solar PV mini-grids 
Over 120,000 people 

will benefit

applications received since 
2012 evaluated by global 

panel of 70 experts

507

shortlisted projects shared 
with other co-funders 

229

projects selected for 
funding by ADFD

21

www.irena.org/adfd

REPLICABLE  
Projects provide models
for other regions, driving

sustainable development

IRENA Roll ups R10.indd   2 5/7/18   5:48 PM

www.irena.org/adfd

SCALABLE 
Projects demonstrate efficient, effective 

business models and suitable  
design for scale-up

IRENA Roll ups R10.indd   3 5/7/18   5:48 PM

www.irena.org/adfd

TRANSFORMATIVE  
Projects bring socio-economic benefits,

improving the lives of people
and communities

IRENA Roll ups R10.indd   4 5/7/18   5:48 PM

ENOC Internal Newsletter 

Total readership for each edition

Edition 

1
Edition 

2
Edition 

3
Edition 

4
Edition 

5

Offers: 177
Company News: 160

Internal Alerts : 49
Industry Highlights: 49

Events: 14

Opened 153 times: Faces Across the Decades, ed. 2 (Company News)

Opened 112 times: Meet ENOC Group HR Director, ed. 5 (Internal Alerts)

Opened 74 times: Introducing LinkedIn Learning to ENOC Employees, ed. 1 
(Company News)

Opened 64 times: Theme Parks- UAE, ed. 1 (Offer) 

Opened 59 times: Photography Competition, ed. 3 (Company News)

Opened 55 times: Hotel Offers, ed. 5 (Offers) 

Opened 54 times: Travel Packages, ed. 3 (Offers) 

Opened 46 times: ENOC Group expands its marine lubricant footprint to 
Europe, ed. 4 (Company news) 

Opened 45 times: Travel Deals, ed. 1 (Offers) 

Opened 41 times: Weight Loss Offer, ed. 5 (Offers) 

Company News: 196
Offers: 161

Internal Alerts: 52
Events: 23

Industry Highlights: 15

Company News: 113
Offers: 64
Events: 28

Tips: 26
Industry Highlights: 25

Internal Alerts: 20

Company News: 119
Offers: 54

Industry Highlights: 19
Events: 12

Polls: 9
Tips: 8

Internal Alerts: 4

Internal Alerts: 184
Offers: 168

Company News: 83
Industry Highlights: 59

Events: 57
Tips: 7

4,189 Total Opens 3,859 Total Opens 3,728 Total Opens 3,561 Total Opens 7,220 Total Opens

Company 
news

Internal 
Alerts

Offers Events Tips Industry 
Highlights

Polls

Total opens
8000
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0

1               2               3               4               5

Unique opens
750

700

650

600

550

500

1               2               3               4               5

Top 10
most viewed articles

Company 
news (4)

Internal 
Alerts (1)

Offers (5)
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Release Date:

Duration:
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