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Who we are 
The Charles Darwin Foundation is the largest science and conservation organization in 

Galapagos, generating groundbreaking discoveries and effective conservation focused 

on protecting the unique biodiversity of one of the greatest natural wonders on earth.

MISSION

To tackle the greatest threats and challenges 

to Galapagos through scientific research and 

conservation action, in order to safeguard one 

of the world’s most important natural treasures.

VISION

Our vision is to make the Galapagos Islands a 

global model for conservation and sustainable 

practices, inspiring future generations to protect 

our planet’s natural wonders.



What are our 
brand guidelines

The Charles Darwin Foundation´s 

brand guidelines are designed to ensure 

we consistently create the right 

impression. They contain our brand 

identity elements, instructions on how to 

use and combine them, and examples of 

how to bring our brand to life.

Every touchpoint we create, every piece 

of communication, is a window onto our 

reality – a demonstration of who we are, 

our values and what drives us. By setting 

a standard of excellence in every aspect 

of our expression and presentation, we 

can demonstrate thar we care deeply 

about conservation, science, and the 

fauna, flora, people and communities we 

serve.



Contents



VISUAL EXPRESION
The following section introduces the visual elements of the brand and shows 

how they come together to create a powerful, recognisable identity for the 

Charles Darwin Foundation.



Brand snapshot
1 Stationery

2 Printed brochure



Brand snapshot
3 PowerPoint

4 Website



Logo

The CDF logo should be clearly visible and 

legible on all communications. 

The logo is comprised of two core components: 

The tortoise and the name—our default logo 

uses ath components together. 

We have two versions of the logo—vertical and 

horizontal—but all two elements still appear on 

the same page or screen. The name is always 

locked up with the tortoise.

Logo artwork

Artwork files of the full logo are available from 

communications@fcdarwin.org.ec. The CDF 

logo must not be redrawn or changed.

mailto:communications@fcdarwin.org.ec


Logo application: 
vertical vs. horizontal 

Both the vertical and horizontal 

versions of our logo are used across 

all our products and 

communications. 

The choice of which version to use 

depends on the format that best fits 

the design or material. 

It is important to note that the use of

our logo is always approved by the 

Communications Department of

CDF.



Logo sizing and clear space

Sizing

To maintain legibility, the logo 

should not be printed or 

reproduced on screen below 

the recommended minimum 

sizes. 

Clear space

Clear space helps maintain the 

impact and integrity of the CDF 

logo.

Keep this area free of any 

competing graphics, images or 

typography of any kind, 

including partner brands.

Print 40mm
Digital 113px

Print 25mm
Digital 70px



Logo positioning - full lock-up

The full logo must always be placed in the top right corner on 

landscape documents (including PPTs), and either top right or 

center in portrait documents, as demonstrated. This will ensure 

coherence and brand recognition across all communications.

Portrait

Landscape



Logo – incorrect use

Using the CDF logo 

incorrectly will create 

confusion and 

inconsistency.

These are some examples 

of incorrect use.

Do not change the font or any 
elements of the logo

Do not change the scale of 
elements within the logo

Do not distort the logo in any 
way

Do not rotate the logo Do not add special effects to 
the logo

Do not change the colour of 
any elements of the logo

Do not place the logo on 
imagery where every element 
isn’t clearly legible

Do not place the logo on 
colours where every element 
isn’t clearly visible

Do not place the logo on 
gradients or patterns



Colour palette

Our CDF colours work in 

conjunction with each other to 

provide a unique and fresh 

colour palette that represents

our brand archetype: Sage 

(75%) meets Hero (25%). 

Tints

Tints can be used in graphs, 

charts and diagrams.

NOTE: Black should only be 

used for text, rule strokes and 

iconography.

#48C5EF #002A3D

Primary

#F6D035 #111C4E



Brand typography

Our typography gives a balanced, 

modern editorial feel to all print and 

digital communications.

We have two categories of 

typography: brand typography and 

system typography.

Our brand typography fonts are 

Nunito Sans and Bebas Neue.

Brand typography is used for 

marketing and communications 

materials produced in-house or by 

partner agencies using design 

packages (such as InDesign) e.g. 

brochures; websites; campaign 

materials.

HEADLINE TYPEFACE – headings and pull-outs

BEBAS NEUE
Abcdefghijklmnopqrstuvwxyz1234567890

BODY TYPEFACE – secondary headings and body copy

Nunito Sans
ABCDEFGHIJKLMNOPQRSTUVWXYZ.
abcdefghijklmnopqrstuvwxyz1234567890

https://drive.google.com/drive/folders/1M5NV5LCJKJiFmq4ROzc7xqQ_His2aSyx
https://drive.google.com/drive/folders/1JM58sauF6AMJTyF0FofRnCEMPP9dcsJs


Brand typography

Our system typography is used

for Communications materials used

on a day to day basis by CDF 

teams, including in CDF templates

such as: Powerpoint presentations 

and Word documents. 

Our system typography fonts are 

Arial and Source Sans Pro.

Headings and text

Arial
Abcdefghijklmnopqrstuvwxyz1234567890

Headings and text

Source Sans Pro
ABCDEFGHIJKLMNOPQRSTUVWXYZ.
abcdefghijklmnopqrstuvwxyz1234567890



Using our typefaces

Layouts should be clear With 

strong headings. 

Key design elements

• Use a grid to indent type 

and create clear space

• Shift headlines and pull-

outs on the grid to create 

layouts with some energy 

and dynamism(i.e. don’t 

arrange all elements in a 

straight line)

• Use pop up boxes with our 

primary colours to 

highlight a story within a 

story of key stats. 



Charts and graphs

These examples show how to 

use colour to create a 

consistent, ownable graphic 

language for CDF statistics.

At least one of our primary 

colours (excluding black) must 

be included.

Clarity and legibility are 

paramount, so consider the 

intent and context of the 

graphics when choosing the 

palette.



Iconography

Icons are to be used sparingly and only as a 

supporting element to written content and are never 

to be used as decoration.

The icons shown here are examples only.

They demonstrate our preferred icon style. Use 

these examples as a reference when creating icons.

Key design elements

• Icons should use one of our primary colours

• Do not use more than one colour per icon

• Simple style that’s clear even at a small size

• Avoid busy, intricate icons

• Consistent in proportion, detail and stroke weight



Digital design principles

Digital platforms showcase 

our brand in a dynamic and 

interactive environment. We 

employ the design principles 

below, to capture the essence 

of our brand and enhance the 

user’s experience of our site.

Layout

• Page layouts are clean yet 

striking, leading With hero

image

• Clear space set around 

content emphasises our 

clear and direct voice

• Headlines, images, body 

copy and pull-outs are not 

arranged in a straight line, 

but shift on the grid to 

provide contrast and 

dynamism to the page



Digital design principles

Type

• Nunito Sans and Bebas Neue are 

used in combination to create an 

impactful and elegant aesthetic

• A short, bold headline grabs 

attention and provides a visual 

contrast

Imagery

• Imagery creates interest,brings

our work to life, enhancing and 

supporting our content.

• Chosen imagery should 

complement the background 

colour on the page as well as 

serve to illustrate the content. 

• Striking imagery showing action, 

movement, life, beauty are key.

• Pop out imagery are used to 

provide dimension and movement

to the page.



Website 

home 

page



Print design principles

Printed collateral provides a 

tactile experience of our brand. 

We recommend using some of 

the design principles below.

Layout

• Layouts are clean yet 

striking

• Overlapping images are not 

allowed

Type

• Nunito Sans and Bebas 

Neue are used in 

combination to create an 

impactful and elegant 

aesthetic

• Bold statements, statistics

and headlines provide 

contrast

• Type may appear in front of

imagery as long as the 

image’s main Subject is not 

covered

Imagery

• Imagery creates interest, 

enhances and supports 

content

• Chosen imagery should 

complement the background 

colour on the page as well 

as the content

• Single images preferred with

a single protagonist or 

landscape

Print finishes

• Paper: use recycled paper 

where possible in different 

sizes, textures and colour



Verbal expression
Our verbal expression is our personality on the page. It works in harmony with 

our visual identity to convey a sense of who we are, our values and our Brand 

archetype.



Three principles

Our verbal 

expression is driven 

by three principles or 

traits which capture 

three different facets 

of our personality

Incisive

Thoughtful

Inclusive

Our tone is clear and precise, conveying 

scientific knowledge and data in a reliable and 

accessible way, always with the intention of 

educating and sharing valuable information 

about science and conservation to the 

community.

This tone reflects our deep consideration and 

focus on the consequences and importance of 

actions for the science and conservation. We 

show a broad and thoughtful vision in our 
messages  demonstrating empathy.

In this tone, we present ourselves as allies and 

facilitators, inviting others to join our mission—

whoever they are. We invite people on our 

journey, on our quest and in our science. The 

main idea is that conservation is a shared effort, 

and that working together can bring about 

significant changes in communities and the 
natural environment worldwide.



Tone per channel

The Charles Darwin 

Foundation is not trying to 

lecture its audiences nor 

drown them in academic 

jargon. We try to be as 

inclusive as we can in 

communicating our science 

with our audiences in a 

clear, active, inviting, yet 

thoughtful tone. 

Depending on the situation, 

we adjust our tone to suit 

the occasion; for example, a 

report may be more formal 

and technical, an internal 

email warmer and a social 

media post more playful and 

accessible. But, in general, 

we follow the natural 

patterns of communication.

Our website is a good 

example of how to strike the 

right balance: we use both 

the third person and the first 

person plural (the Charles 

Darwin Foundation is... and 

we are...), but we add a 

warmer touch through the 

use of contractions (e.g., 

it’s, that’s, they’re, isn’t) and 

accessible headlines (e.g., 

why it matters, what we do).



Photography
The following pages highlight our brand photography style and should act as a 

guide when searching for images or when briefing photographers.



Photography

style
Our images help tell the story of

CDF. Every picture should carry

a message. Some of these

messages will be explicit, but we

never just use them to fill space.

The photography style for the 

Charles Darwin Foundation 

should reflect the organization’s 

mission and values, aiming to 

convey authenticity, using 

images that communicate the 

connection between science, 

conservation, and communities. 

Cinematic

Style

More dramatic photographs, using 

lighting, shadows, and colors to create 

impactful and emotional images. This 

style could be suitable for capturing 

human efforts in conservation, creating 

an atmosphere that highlights the 

magnitude and urgency of the actions.

Vibrant and 

intriguing

Using a bright, warm color palette to 

convey the positive energy of 

conservation projects. This style can 

make images more engaging and 

transmit optimism, especially when 

showing people working in 

community or the success of 

conservation programs.

Documentary

Style 
Images that capture real, natural moments in the field, 

showing conservation work, research, and the daily 

lives of people involved, as well as nature. This style 

focuses on truthfulness and visual storytelling, offering 
an honest and in-depth look at the foundation’s efforts.



People

Consider the following:

Casting

• Real scientists in the field

• The people we work With: 

park rangers, community, 

collaborating institutions 

• Diversity of race, age, sex

Action

• Showing our work in the 

field, its hardship and the 

passion behind it  

• The images should be 

genuine and intimate, 

reflecting the impact of 

conservation efforts on 

people

• Images that show fieldwork, 

such as species monitoring, 

habitat restoration, or 

educational activities. This 

emphasizes dedication and 

collaborative work.



Places & Nature

Consider the following:

Places

• The remoteness of places of

work

• Natural surroudnings of

infrastructure

• Grndiose aerial shots 

Landscapes

• Beautiful and inspiring

• Shows the vibrant colours

• Delicate landscapes

• The vastness of nature

Fauna and flora 

• Show Nature in action, candid

• Favour images that show unique

behaviours

• Protraits of animals With 

sentiment, emotion, that you can

identify With as a human

• Interactions between fauna and

their natural habitat (plants, 

ocean)

Places & landscapes Fauna and flora



Objects & Heritage

Consider the following:

Objects

• Tell a story, show heritage

• Show the detail of

collection specimens, 

bones, skin, scales

• Show volume, detail and 

scale

• Composition is key

Heritage

• Tell stories about our 

history

• Bring current stories to life 

by highlighting long-held 

values, traditions and 

beliefs

• Show the passing of time, 

how things were done to 

reflect on how things are 

different today

Objects Heritage



Contact details

CDF communication department
Email: comunicación@darwinfoundation.org

Join us on our mission to 
safeguard Galapagos 
through science and 
conservation action.


