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Our Icon
The Guam Green Growth logo is comprised of
two elements: the icon and the wordmark.
The icon (featured on the right) has 68
multicolored dots. The different colors and

sizes of the dots conceptually represent the
diversity of our community: our team, our
partners, the five Categories of Action we
support, the United Nations Sustainable

Development Goals (SDG), and our
commitment to achieve them.
We see that when those dots are aligned, a
shape is formed representing change and

reminding us that the ocean does not divide
us, but rather, connects us.
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LOGOS

LOGOS

Primary Logo
The logo’s wordmark was created using the font
Como and has been modified to be completely
unique to us. Our wordmark does not feature
serifs to better convey a sense of sophistication,

simplicity, and innovation. Its rounded edges
soften the font and make it friendly and
approachable, just like Guam Green Growth.

The primary logo is preferred for most
applications.

For light backgrounds

For dark backgrounds
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LOGOS

Secondary
Logo
Our wordmark serves as our secondary logo
and is to be used when our primary logo does

not fit comfortably in the allotted space or
cannot be clearly represented — such as in
vertical applications.
Our wordmark should be used very selectively

and only when small (not on large posters or
where it is the main element on the page). It
should only be used when the full -color logo
doesn’t work well, such as when placed over a

photo.
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For light backgrounds

For dark backgrounds

LOGOS

Using our Logo

SAFE AREA
For our logo to retain its visual
impact, please maintain a clear area
around the logo, void of all imagery
and graphics. This area is defined as
double the height of the “G” in
Guam within our logo.

In the interest of protecting the integrity of

the Guam Green Growth brand, we have
created basic logo guidelines regarding safe
area, logo combinations, and size
restrictions.

COMBINING LOGOS

Use discretion when scaling the logo. Be

Example Logo

sure to err on the side of more white space
to allow room for the logo to breathe.

Safe area in between

When our logo is used in
conjunction with other logos, there
should be at least enough space
between them to allow for the
width of the icon from the Guam
Green Growth logo.

MINIMUM SIZE

Primary Logo
1.2 inches (30.5 mm)
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Secondary Logo
1.0 inch (25.4 mm)

To ensure legibility, clarity, and
brand consistency, the width of the
primary logo should never be
reduced to less than 1.2 inches, and
the width of the secondary logo
should never be reduced to less
than one inch.

LOGOS

Logo Misuse

Incorrect Usage

In order to maintain a strong, consistent,
and successful brand, we ask that our logo
be kept in the original state in which it

was designed. Please do not add to or
change anything about the logo.
These usage guidelines apply to all
versions of the logo.
Please do not use the icon in place

Don’t add shadows, strokes, or
other effects

Don’t rotate, make vertical, or
flip

Don’t use old versions of the
logo or colors

Don’t use the icon by itself

Don’t change aspect ratio, stretch, or
squeeze

Don’t make the logo into an
outline

our logo.

Old versions of the logo have been retired,
and therefore should no longer be used in

any application.
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COLORS

COLORS

Our Palette
Primary Palette
Our logo incorporates the corresponding colors of
all 17 SDG icons, four of which make up the
primary color palette for Guam Green Growth.

BLUE
R: 10 G: 151 B: 217
HEX #0A97D9

KELLY GREEN
R: 76 G: 159 B: 56

ORANGE
R: 253 G: 105 B: 37

BRIGHT BLUE
R: 38 G: 189 B: 226

LIME GREEN
R: 86 G: 192 B: 43

HEX #FD6925

HEX #26BDE2

HEX #56C02B

YELLOW
R: 252 G: 195 B: 11
HEX #FCC30B

ORANGE
40% Tra ns parency

BRIGHT BLUE
40% Tra ns parency

LIME GREEN
40% Tra ns parency

YELLOW
40% Tra ns parency

HEX #4C9F38

Secondary Palette
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GOLDEN YELLOW
R: 253 G: 157 B: 36
HEX #FD9D24

RED ORANGE
R: 255 G: 58 B: 33
HEX #FF3A21

Da rk Bl ue
R: 16 G: 37 B: 63
HEX #10253F

Li ght Cool Gray
R: 125 G: 132 B: 138
HEX #7D848A

Da rk Cool Gray
R: 50 G: 64 B: 78
HEX #32404E

Li ghter Cool Gray
R: 196 G: 199 B: 202

Cool Gra y
R: 62 G: 75 B: 89
HEX #3E4B59

Li ghtest Cool Gray
R: 235 G: 238 B: 238
HEX #EBEEEE

HEX #C4C7CA

COLORS

Using the Palette

Correct Usage

Our color palettes are the foundation
for beautiful designs that look great with
our photos. While the usage of the colors
is somewhat flexible, there are some

Combine primary and
secondary colors

Combine tints + shades of the
primary palette

general rules to follow:

•

Use our primary palette when possible,
particularly orange, blue and green.

•

Create contrast by combining light and dark

colors.
•

Place colored logo over any
neutral or contrasting colors

Darker colors can be made slightly transparent
and overlayed on photos.

•

Use our secondary color palette frugally,

Incorrect Usage

particularly the lighter colors.

Place the colored logo over any
non-neutral colors
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Place white logo or text over
any palette color
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TYPOGRAPHY

TYPOGRAPHY

Our Font
We will be using a single geometric sans serif font –

Poppins Semibold

Poppins – with selected weights designated for
specific applications. It was chosen for its
modernity and legibility in printed and digital copy.

Poppins is available via an open-source license and
can be downloaded for free at fonts.google.com
You’re free to use it with your Adobe Fonts account

just as you would any other font in the Adobe

AB CDEFGHIJKLMN OPQ RSTUVWXYZ
abcdef ghI jklmnopqrstuv wxyz
123456789!@#$%^& *( )-=+
Poppins Light

Fonts library.
Poppins Semibold is best for level one headings,

quotes and larger text. For level two subheadlines
and larger secondary text, use Poppins Light. For

AB CDEFGHIJKLMN OPQ RSTUVWXYZ
abcdef ghI jklmnopqrstuv wxyz
123456789!@#$%^& *()-=+

body copy, captions, and smaller text use Poppins
ExtraLight.

Poppins ExtraLight
AB CDEFGHIJKLMN OPQ RSTUVWXYZ
abcdef ghI jklmnopqrstuv wxyz
123456789!@#$%^& *()-=+
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TYPOGRAPHY

Using Our
Font
Poppins is versatile as a font and can be used in a
variety of ways. The examples here provide a

Headings Example

Poppins – Semibold - large, no italics, all caps okay

THIS IS A TITLE
This is a Headline

general guideline on how to use our font to
maximize legibility and artistic appeal.

Subheadings

Subheadings in Poppins Light, body copy in Poppins ExtraLight

This is an Example of Larger
Text
This is an example of body copy. The body text or body copy is the text
forming the main content of a book, magazine, web page, or any other
printed or digital work.

Quote Example

Quote in Poppins ExtraLight, Author’s Name in Poppins Regular - Bold

“This is an example of a quote. A quote, or quotation, is the repetition of a
sentence, phrase, or passage from speech or text that someone has said or
written.”
14
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AUTHOR’S NAME

15

GUAM GREEN GROWTH BRAND GUID E

IMAGERY

IMAGERY

Our Imagery
Eye-catching photography, videography, and
graphic design will play a critical role in our
communication because our images will be a
direct visual representation of our brand. Our
visuals, will likely to be the first thing that

catches the attention of our community. They
should always be true to our brand and must
showcase the genuine emotions that drive us
to do the work we do.

Our visuals are modern and aspirational meaning future audiences should strive to
pursue the experience or emotion depicted.

They should be striking enough to command
attention, soft enough to hold, and must
always be relevant to every message we are
relaying.
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(insert photo)

IMAGERY

Choosing Great
Visuals
Variety and inclusivity is important to us. Our
imagery should embody the scale of our initiative’s
projects, representing the cultural, generational,
and social diversity of our stakeholders. We want

all our partners to be equally represented through
our visuals.
We prefer photos with vibrant colors, ample
lighting, depth, contrast, and dynamic composition.

Our photos will never use borders, shapes, or
obstructive vignettes.
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Do use images of:
Optimistic faces full of hope

Plants and Animals

People looking at the camera

Confidence and empowerment

Personality and character

Diversity of every kind

People working and collaborating

Challenged stereotypes

Our five categories of action

High quality

IMAGERY

Avoiding Bad
Visuals
It’s critical that the visuals we use do not damage
our brand or portray anyone in a negative manner.
Please take the time to select and use media
carefully and thoughtfully. If you have any doubt

regarding the appropriateness of the photo or
video, just avoid using it.
While images of human and environmental
vulnerability can immediately incite powerful

emotions, they can perpetuate misconceptions
that our island and its people are ill -equipped to
solve our own problems. We will never use imagery
that degrades people and must ensure that all our

imagery portrays the people depicted with respect
and dignity.
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Do not use images that:
Are blurry/Poorly focused

Have text or logos all over them

Portray people as helpless

Are low resolution/quality

Show pain, fear, or sadness

Are bland, boring, dull, or depressing

Are missing context

Are stock photography

Overexposed/underexposed

Don’t “feel” aligned with our brand

IMAGERY

Why Imagery is so
Important
Our initiative, our project leaders, team, and the
community they serve are the heroes of Guam
Green Growth. We are obligated to ensure they are
all represented as knowledgeable, resilient, and

equal. This not only reinforces the values of our
initiative but assists in guiding the perspectives and
perceptions of our community.
We have an opportunity and a responsibility to

create a better future for our island.
Our imagery plays a huge role in that.
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(Example of a good image)
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BRAND ELEMENTS

BRAND ELEMENTS

Triangles

Our Brand
Elements
Our brand elements are clean and
Simple. They are made up of solid colors, highquality images, white text over dark colors, darker

Appropriate Logo

text over neutral colors, simple divider lines, and

large quotation marks.
Triangles, when used tastefully, add texture to
our visuals. When placed over photos, they add a
degree of separation between background photos

and overlaid text.
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Image

BRAND ELEMENTS

Example:

Combining our
Elements
Like all of Guam Green Growth’s brand, these
examples include minimal design elements, so the
attention remains on the photos.
Subtle color is used along with simple lines and

iconography.

ORANGE HEADLINE
Thi s is an example of white text to s ee how it would
a ppear when combined with our brand elements.
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IDENTITY

IDENTITY

Our Purpose
MISSION
Aligned with the 17 United Nations Sustainable

Development Goals, Guam Green Growth
cultivates an ecosystem for transformative action
to create a sustainable, prosperous, and equitable
future for our island.

VISION
A Sustainable, Equitable, and Prosperous Island.
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IDENTITY

Our Brand is:
thoughtful,

resilient,
compassionate,
sustainable,

determined,
knowledgeable,
respectful,
optimistic,
truthful,
accessible,
inclusive, and
grateful.
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IDENTITY

Our Core Values
Creating a brand promise that resonates in the
community involves organizational transformation
from within. Our four core values are the heart and

soul of our team’s culture. They are the intrinsic

Agents of Change

Adaptability

motivating factors that drive us to do what we do.

We believe in questioning the status quo in order

We experience the world changing around us. In order to

These values have replaced manuals and function

to change it for the better.

adapt to these changes, we must be fluid.

as a guide for our team whether we are out in the
field engaging with stakeholders or when we’re at
the office debating what we should eat for lunch.

Community
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Passion for Sustainability

We collaborate with our community because we

We strive to meet the needs of today without

know that ideas can come from anyone, anywhere,

compromising the ability of future generations to

and at any time.

meet their needs tomorrow.

IDENTITY

Our
Audience
Guam Green Growth has three primary audiences:

our community, local businesses, and our strategic
partners.
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IDENTITY

Our Value
Proposition
These are three characterizations of Guam Green
Growth that help communicate our value to

Guam Green Growth places Guam at the forefront of leadership in
island sustainability.

different audiences

The Guam Green Growth Action Framework is the most
comprehensive plan ever created to achieve a sustainable future for
Guam.

Guam Green Growth creates culturally relevant solutions for
sustainability challenges specific to Guam.
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VOICE

VOICE

Our
Philosophy Around
Language

The Power of Words
It’s important for us to remember that our words are a powerful tool. The language we use influences
our feelings and decisions, drives social policies and laws, and affects people’s everyday lives.

Consistency of our voice is of the highest priority. Paying attention to avoid common mistakes and

utilizing proper grammar and punctuation will contribute to a higher level of written communication.
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VOICE

Our
Philosophy
of Better Storytelling
& Communication

Creating a better future
with the words we choose
to use.
Storytelling and communication are not just a means for building our program’s brand and visibility.
They are a strategic part of helping Guam Green Growth achieve its mission and vision. That’s what
is meant by “better” storytelling and communication: we are creating a sustainable, equitable, and
prosperous future by promoting through the actual words, images, and narratives we share.

Sharing Stories

Accountability

Storytelling is a compelling way to

Accountability is no longer just about saying.

increase engagement while promoting

Accountability shows us and our constituents who’s

action. We are exploring story-focused

doing what and what's getting done.

platforms such as Instagram and ArcGIS
Storymaps by Esri to create motivating

Bridging the “Us’ vs “Them” Divide.

content focusing on the human element

We connect people with the universality of the human

and how Guam Green Growth, through

experience without relying on anger, pity, or dissent.

our innovative solutions, uplifts
communities and improves lives daily.
Clear, Concise, Compelling.
Rather than saying:” Guam Green Growth will aim to be
an engine of solutions and innovation.”, Say: “Guam
Green Growth is an engine of solutions and innovation.”

31

GUAM GREEN GROWTH BRAND GUID E

Questions?

Our Contact
Information
Please feel free to contact us with questions about
our brand or the information provided in this
guide.

Lauren Swaddell
Guam Green Growth Coordinator
University of Guam Center for Island
Sustainability

EMAIL US
g3@triton.uog.edu
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