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1. About the Document

ICARDA has grown enormously since its establishment in 1977, working currently in

more than 4@ountries. It works with national agricultural research programncs

range ofother partners worldwide in Central Asia, South Asia, West Asia, North

Africa, and SubkSaharan Africakur t her with decentralization
reseach programare spread acroggypt, Ethiopia, Jordan, Lebanon, Morocco,

Tunisia, and Turkey, aside from it regional and country programs. With

implementation across a vast geographic region, a need for consistent messaging and

visual identity is paramount as ICARDA strives to buildagpealingmageacross a

range of stakehders globallyi donors, scientists, poliemakers and the

development community.

Whil e | CARDAGs extensi ve aextpsgengthsmagee and r e
building isanequally importantactivity to drive due recognitionsustain it angarve
areputation for itsore services in a competitive world.

The overall objective of this document is to articulate and establish a visual identity
and messaginfpr ICARDA thatmust beapplied and conveyedacross all its
communicationsi print, onlineard orally (presentations)

These guidelines are published and shared to ensure consistentogssaat
designs for all productis promotionalproducts corporatematerialsand research
outputs.

2. Accessind.ogosand Templates

Logos and templates féfowerpoint presentatioreports report coversletterhead
and business cards agieared at wikispace for CODIS services and sugport
scientists.

Wiki URL: commswiki.icarda.org

(Thisisaget o resource for scienti s tsevicesand al | | C
support provided by CODIS. The site will lzeinched in January)

For questions on the use of templatego and other branding elemengease
contact:Rajita Majumdar at.majumdar@cgiar.org
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3. Positioning thel CARDABrand

ICARDA is aglobal agricultural researarganization and one of the 15 CGIAR
centerslts aim is to improve rural livelihoods in dry areas where natural resources are
scarce.

ICARDA has deep experience aleddng expertisen drylands agriculturéWorking
with and responding to countriesd research
ICARDA.

Differentiation Factors

Works with NARSI theimpact pathwayo largescale and lasting change

Applies systems approach to drive sustainable agriculture developrment
right mix oftechnologiegcrops, land, water, soil, livestockpartnerships,
market optiongnd enablingolicies

1 Anchors researcaround irfgated, rainfed and rangeland systeamdeliver
technology O6packagesé6 tailored to agroe:

1 Integrates research projects with capacity building as a core component,
empowering countries for better future

Improved livelihoods of the resourgmor in the dry areas

To contribute to the improvement of livelihoods of the resepoce in

dry areas by enhancing food security and alleviating poverty through
research and partnerships to achievsustainable increases in
agricultural productivity and income, while ensuring the efficient and
more equitable use and conservation of natural resources.

For usewith ICARDAG kgoand as a slogan

Science for Better Livelihoods in Dry Areas
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Short version

The International Center for Agricultural Research in the Dry Areas (ICARBiAE
global agriculural researclorganizatoowor ki ng wi th countri
and marginal areas deliversustainableystems solutionthatincreasgproductivity,
improve rural nutritionand strengthen national food securlARDAGs integrated
approach includes new crop \&tres agronomy on-farm water productivitynatural
resources management; rangeland and small ruminant production; and socio
economic and policy research toteettarget povertyssuesandacceleratéechnology
adoption A member of CGIAR ConsortiumiCARDA works closely with national
agricultural research programs and other partmemsore than 40 countriegross
North and SubSaharan Africaard Central South andWest Asia

Long version

Established in 197%he International Center for Agricultural Research in the Dry
Areas(ICARDA) is one of the 15 centers supported by the CGIAR. ICARDA's
missia is to improve thdivelihoods of the resouregoor in dry areas through
research and partnerships aedéd to ahieving sustainablecreases in agricultural
productivity and income, while ensuring efficient and more equitable use and
conservation ohatural resources.

ICARDA has a global mandate for the improvement of barley, lentil and faba bean,
and serves th nontropical dryareas for the improvement of darm water use
efficiency, rangeland and small ruminant production. In Central Mé&st Asia,

South Asia, North Africand SubSaharan Africaegions, ICARDA contributes to

the improvement of bread and durum whelesuli chickpeapasture and forage
legumes, andssociateflarmings y st e ms . Usi ng tstggatee mo s
improved crop varieties wittmproved landand watemanagementgiversification of
production systems, and vatadded crop and livestk productsThe Centebacks
agricultural research witlosial, economi@nd policy researcto better target

poverty and emance thaiptakeof improvedtechnologiesand practicegFinally,
national capacitypuildingis thefoundation stone of all ICARD®& partnershipwith
countries to ensure sustaihagriculturaldevelopmenof dryland communities.
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4. VisualBrand Hements

| CARDAGs vi sual ofifoiowingtcomponents:o mpr i ses

1 Logo with tagline

1 Primary green color and secondary accent color palette

T Typography

T Wat er mar k of | iCrésiRiddedl Gse only gnoértainh corpte
products

1 Brand images

4.1 ICARDAOOgo

Original logo l
Green color: Pantone 356C I ‘ A R DA
CMYK (96, 26, 100, 15)

RGB (0, 122, 64)
HEX (#007A40)

Science for Better Livelihoods in Dry Areas

LogoVariationsAllowed

Black and White Logo
CMYK (0, 0, 0, 80)
RGB (88, 89, 91)

HEX (#58595B)

Science for Better Livelihoods in Dry Areas

Reverse logo use

(can be used only on green Pan-
tone 356C background) I ‘ A R DA

Scnence for Better Livelihoods in Dry Areas
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Thingsnotto do

1 Use reverse logo against white or any other color, except its owngirade.
It should not look like a sticker.

1 Use reverse ICARDA logo (white font against green background) against
background col ors other than | CARDAOGS

1 Alterthegreenshde of | CARDAGS green
1 Change the proportion of logo shape
Logo ExclusionZones

The logo requires space around it in order to maximizarésencend visibility.
This space should be equivalent to or greater tinameight of théCARDA
letterform.

[ I

| | X

[ }

1 l n | X Letterform
: : Hight

I . T : I

| Science for Better Livelihoods in Dry Areas

[

[

+ _______________________ | @

Exclusion Zone

LogoMinimum Size

The Print minimum size is 50 x 12 mm

50 mm

l
< ICARDA

Science for Better Livelihoods in Dry Areas

12 mm
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Common Misuses of Logo

#1C

Bener Livelihoods in Dry Areas

v/ DA
%/’/Jiﬂbr Better Livelihoodss in Dry Areas

#ICARDA & RDA

Sciunca for Better Uvelihoods in Dry Areas Science for Better Uvelihoods i Dry Areas

#ICABPA £ICARDA

Science for Settor Uvelihoods in Dry Areas

[CARDA 4ICARDA

Scnenc etter Livelihoods in Dry Areas

Scm'xe for Better Livelihoods in Dry Areas
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4.2 Typography

Headings and Taglines

Univers LT 47 CondensedLt
Univers LT 47 CondensedLt

Alternative for Headings

Frutiger LT 47 LightCn
Frutiger LT 87 Extra Black Condensed

Lato Regular
Lato Black

Body Text and Quotes

Minion Pro
Adobe Caslon Pro Itallic

Alternative Fonts for Headings and Body (Word and PowerPoint)

Calibri

Times New Roman

For use by
designers.
Fonts
available
only in
desktop
publishing
software

For
standard
use by all in
documents
and
materials
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4.3 Colas

| CARDAG6s enhanced visual i dentiiatidentiyai nt ai n.
built over past several years, but improves on visual appeal by adding accent from a

palette of clean and bright colors. Monochrome green color builds monotony and

restrids visually enhancing products. Establishing a set of colors also allows to utilize

colors to add visual identity to the subject of communication product, for example,

using blue accent in materials/reports on water management project; and brown

accent irmaterials/reports relating to marginal lands.

Prime colors

Pantone 356C

Pantone 356C

CMYK (96, 26, 100, 15)
RGB (0, 122, 64)

HEX (#007A40)

Secondary/Accent colors

CMYK (56, 4, 100, 0) CMYK (5, 21, 88, 5) CMYK (75, 20, 11, 0) CMYK (15, 60, 100, 0)
RGB (127, 187, 66) RGB (230, 188, 57) RGB (31, 160, 201) RGB (215, 125, 42)
HEX (#7FBB42) HEX (#E6BC39) HEX (#1FA0C9) HEX (#D77D2A)

Foundation color

CMYK (45, 35, 22, 14)
RGB (130, 136, 153)
HEX (#828899)
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Thingsto remember on use of colors

1 Green is always the primary or main color in all communications

1 Secondary colors can be used as accent colasan sukheading style or
footer/header lines

1 Do not mix more than 3 colors on any product

ICARDA uses watermark of its symbol on select corporate communication products,
like letterhead, business cards, website, and title slide of presentations.

Note: Please consult CODIS (Rajita) on the use of watermark.

| mages are i mportant carriers of | CARDAOGs
the mission andore values ofCARDA and musteinforce our key messagets

Beter livelihoods

Sustainable environment

Working together(partnerships
Increased productivity

Systems approadhas far as possible

= =4 -4 -4
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Best images for your materials are those tioahect emabnally with your audience,
draw in readers to the content and are related to the context they are used in.

Tips on photo selection

Use photojournalististyle @s amobserver), never forced or staged

The color palette is saturated (bright) or waamdcolors in thamagery
complementl C A R D@lor palette

Closeups of people are better than long shots of groups of people

Smiling and happy farmers, women and children are best to convey impacts of
your project

1 Hardship photos can be used to show challenges

1
il

il
1

The following are style guidelines for photos

Do not use borders around the photos

Avoid using dates and captions overlaying the photo

Use only high resolution images (size > 400 KB)

Place captions below the photo instead of above

Use regular font, not bold aalics

Suggestedaptionfont in publications: Calibri, sizell

Do not cut out photos, make rounded edges or overlap photos

Do not place photos bordering each other. Provide a thin white space to make
them distinct

=4 =4 =4 -4 -8 -9 _-42_-°
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Examples ofhppropriate brand imag forlCARDA
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