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Welcome
Explore the power of a global community, the importance of our universal
values. Discover the necessity of creative thinking and the imperative of
collaboration, to achieve results.
We know that by working together we will accomplish impressive,
extraordinary things. Making a difference starts here, when you will
become part of the Global Thinkers Forum community!
Our brand stands for the values of: accountability, ethos, understanding,
collaboration, giving. This is our Brand Book, which aims to inspire
creativity, while at the same time detailing the core attributes that make
Global Thinkers Forum unique.
Welcome to our world. Let’s work together to create our visions of a
brighter and more inspiring future – and then to turn those visions into
reality.
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Message from our Founder
Information technology
has penetrated almost
every aspect of our lives,
“shrinking” our world
into a global ‘village’.
Economies and peoples
have come closer. We are
now aware of the cultures,
traditions, lifestyle, living
conditions prevailing in
almost every corner of
the world. This is now
going beyond awareness
and into a state of
integration that is a result
of cross-pollinated views,
ideologies, products and
services. This evolution is
termed “globalisation.”
The consequences of individual actions have been
amplified, making a substantial impact on the world
outside. Incidents occurring in remote areas of the world
affect other countries; local businesses face competition
from foreign corporations, regional uprisings can inflate
oil prices, share trade in Europe can be a cause of

economic tremors in America. This reality has created
a new ideological context that calls for international
social responsibility and accountability that goes
beyond individualism, beyond borders, highlighting
the importance of global thinking. It calls for women’s
empowerment and for talent development among our
youth. We need to extend the mode of concern for
individual actions from local boundaries to a global
level.
As citizens, as individuals, as human beings, we need to
acknowledge the significance of cultural diversity, show
readiness to embrace initiatives and opinions regardless
of origin. If we want to create a better world, we have
to develop a new global mindset that will build on
interlinkages between diversity and innovation. This is
what we do as Global Thinkers Forum, and the brand book
at hand is our way of showing you who we are and how
you can share our story using words, colour, imagery, and
more.
We hope that you will enjoy it!

Elizabeth Filippouli

Founder & CEO Global Thinkers Forum

BRAND BOOK
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CODE OF ETHICS
Stand by GTF’s values.
Treat our network and audience with respect
and be sensitive to cultural issues.
Never compromise our integrity.
Respect anonymity when requested.
Stand by transparency, good will, collaboration,
diversity.
Keep our editorial content free from
commercial and political interests.
Present differing points of view and opinions
without bias and celebrate diversity in all
cultures.
When you speak the truth, be vocal.
When you speak about your ideas, avoid
preaching and expect constructive criticism.
Acknowledge a mistake when it occurs and
promptly correct it.
Let integrity be your compass.
6
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WHAT IS BRANDING?
Let us have a closer look at the main elements that
constitute a brand.
The concept of brand has evolved greatly over
recent years and there are numerous definitions and
perceptions of what it actually means.
We will share our view with you.
For us, ‘brand’ is what people think and feel when
they hear a brand name. Whether they feel inspired,
intrigued, motivated, interested, engaged, content,
happy!
For us, Global Thinkers Forum as a brand is everything
we stand for; it is the positive emotions that we want
to trigger, it is the good energy that we aspire to emit,
it is bringing people together and seeing wide smiles
on their faces, it is the inspiration spark that we are
eager to spread and light the world up - and it is our
unique story of success!
With this as a starting point, we want our language,
visual image and colours to depict who we are.
We want our website, publications, social media
channels and all material to reflect and showcase
what we do and how we do it.
Alignment is imperative when it comes to our
brand. We cannot stress enough the importance
of being cohesive and consistent across all our
communication, verbal and visual. This is one of the
main reasons why we have created this Brand Book.
All the elements it includes will guide you through
the information and material you need to have at
your disposal in order to maintain alignment across
your communication involving the GTF brand. The
next chapters will provide resources to help you to
just this.
8
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Branding is the art of aligning what you
want people to think about your company
with what people actually do think about
your company. And vice-versa.
Jay Baer

Author, Youtility

PART I: ABOUT US

OUR BRAND

About Us
Global Thinkers Forum (GTF) is a global platform
that brings together a diverse network of thought
leaders to share their visions of the future, create
meaningful conversations around them and
effect positive change in the world. GTF’s mission
focuses on three areas: accountable leadership,
women’s empowerment and youth development.
GTF is also a bridge-builder, creating opportunities
for knowledge exchange, collaboration, strategic
philanthropy and recognition. The Forum is nonprofit, London-based and was incubated at Oxford
University’s Said Business School in 2011.
GTF launched officially in 2012 in Amman, Jordan,
under the patronage of Queen Rania Al Abdullah
and has partnered with some of the world’s top
brands, organisations and foundations. It features a
prestigious Advisory Board with high-profile thought
leaders and decision makers from over 20 countries.
GTF organises a wide range of activities including
seminars, fora, roundtable discussions, workshops,
networking events, Mentoring programmes and an
Awards Ceremony.

PART I: ABOUT US
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OUR NETWORK

OUR MISSION

GTF’s network consists of pioneering minds
and values-driven thought leaders, who are
passionate about creating a better world. At GTF
we know that our network, and the collaboration
opportunities it generates, are unique and most
valued assets. They give us our established
global presence, our international expertise,
and a multicultural voice that promotes
collaboration across exceptional individuals
around the world.

Global Thinkers Forum is committed
to effecting positive change through
collaboration, accountable leadership
and strategic thinking around some
of the world’s key challenges. Women
are at the heart of these issues and
so is youth; around these we create
exciting initiatives and dynamic
discussions.

OUR VISION

Global Thinkers Forum’s vision
is to become the global sought
after for answers to world’s key
challenges.

10
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OUR FOCUS

GTF focuses on three key areas:

1

Accountable Leadership
One of the main challenges that thought leaders need to resolve is that of a very large global
economy and the very limited capacity of traditional governments and their international
institutions to govern this economy. This asymmetry can only lead to failing governance, even more
so in emerging markets where often the absence of good governance has long been one of the
biggest obstacles to progress. Our world needs inspiring leaders who can create an ecosystem of
trust for progress and development by communicating openly in order to achieve engagement and
high performance. GTF aims to develop better leaders.

2

Women’s Empowerment
We believe that women have great potential to play an influential role in shaping a new ecosystem
for social progress and excellence. Our world needs women who can understand that collaboration
is key for progress and sustainable development and will seek partnerships with obvious and
unanticipated stakeholders. It needs women leaders who know the importance of the people and
who can generate ideas and values to support a broad vision. It needs women leaders who will take
steps to achieve extensive impact and will look to develop new leaders on various levels and across
all sectors to foster growth. GTF aims to strengthen the role of women leaders worldwide.

3

Youth Development
Youth is critical to our future. GTF seeks opportunities for young talent to shine and excel, while developing
the next generation of leaders and preparing them to assume their rightful place in the world.

PART I: ABOUT US
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OUR VALUES
Our values are at the core
of our organisation and
serve as a compass to
everything we do:
Ethical Behaviour
& Governance:
we demonstrate at all times a
professional code of ethics and values.

Accountability:
we act with integrity, fairness, and
honesty. We are driven by a sense of
accountability towards humanity.

Collaboration:
we build bridges of collaboration to
achieve positive change.

Empowerment:
we help women and youth with capacity
building.

Cross Cultural
Understanding:
as global thinkers, our work starts with
understanding different cultures. We
embrace diversity and work effectively
across cultures.

WIN-WIN
TECHNICAL VALUES
HUMAN BEINGS

TRUST

AGILITY
INTERDEPENDENT

PASSION

EQUALITY

EMPATHY

VISION

DIGNITY

HUMANITY

LEADERSHIP

PERCEPTION HONESTY SOLIDARITY
LANGUAGE
VALUE LOVE
DREAMS COLLABORATION
YOUTH
AMBITION

INNOVATION

CRITICAL THINKING

we seek to introduce fresh and
innovative thinking in everything we do.

BRAND BOOK

RESPECT

MORALITY

Fresh Thinking:

12

FAMILY VALUES
SYSTEM THINKING

PART I: ABOUT US

OUR STORIES –
OUR PROJECTS
GTF Activities
GTF organises a wide range of activities
- seminars, fora, roundtable discussions,
workshops, networking events and an annual
Awards Ceremony - with the aim to promote
positive
change,
development,
progress,
generation of new ideas, dissemination of fresh
knowledge and to create a new generation of
talented leaders.
GTF organises a major annual gathering and
the GTF Awards for Excellence ceremony, as well
as theme specific events such as symposiums,
roundtables, seminars and workshops.
GTF’s honorary Awards for Excellence go to
exceptional individuals who have a proven track
record of integrity, accountability and delivering
positive change.
Our first annual event, in 2012 Jordan under the
Patronage of Queen Rania Al Abdullah, promoted
Women Leaders in MENA and supported
entrepreneurship, talent and excellence across
the MENA region and beyond.
In the events that followed, we succeeded
in creating positive impact and meaningful
discussions around our key focus areas with the
support of our esteemed network and partners.
We aim to continue in this way, amplifying our
impact and results.

PART I: ABOUT US
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“The greatest good you can do for another is not just to
share your riches but to reveal to him his own.”
Benjamin Disraeli

GTF Mentoring
Programme (GTM)
We are PASSIONATE about empowerment and
development! As such, the Global Thinkers
Mentors Programme (GTM) and platform is
part of GTF’s women’s empowerment and
youth development goals. The aim is to
add value to the lives of women and young
individuals through one-on-one interaction
with inspiring people, willing to guide and
advise them on issues of career and life. It
is also about bridging the gap between the
current and future leaders of the world. It
seeks positive change by nurturing the next
generation of leaders.
The programme pairs top-level mentors with
promising mentees from across the globe,
offering the latter the chance to ignite their
career and personal development, take
advantage of the opportunity to address
their individual learning needs, and acquire
invaluable life skills.

14
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OUR LOGOS and TAGLINES
GTF and
GTM LOGOS

GTF and GTM
TAGLINES

You know by now a few things about our
philosophy and approach!

We have devised two taglines to help us
convey our key messages and everything
we stand for - in just a few words. We like
to be clear and specific! We hope that this
will help you in all communications that
you, as a partner will undertake as part of
our collaboration. Please handle our brand
- that is also your brand if you are a partnerwith love and respect.

GTF about bringing people together. And we
embrace diversity.

Logotype
Face

Symbol

We love connecting individuals with different
backgrounds and expertise from across
the globe under common goals. We love to
promote unanticipated partnerships and
collaborations between varied stakeholders
in order to address some of the word’s key
challenges.

Accountable Leadership.
Women’s Empowerment.
Youth Development.

Tagline

Likewise, our GTM Programme connect
people by bridging the gap between the
current and future leaders of the world,
while offering talented individuals a chance
to evolve and flourish.
Both logos are a depiction of these values,
priorities and activities. Our GTF logo is
composed of the ‘flower’ and the coloured
dots. The dots are meant to symbolise
diversity, cross-cultural understanding and
collaboration, as they are connected to the
flower petals like joined hands, while the
blooming flower reflects growth and global
thinking. Similarly, the GTM logo consists of
smaller dots to symbolise youth, while the
coloured petals indicate that the programme
nurtures youth and encourages diversity and
creative thinking.

Logotype
Face

Symbol

Mentoring
Inspiring.
Empowering.

Tagline

PART I: ABOUT US

*GTF and GTM have in place specific legal
requirements for any partner wishing to use
both their logos and brands. If in doubt, please
contact the GTF Executive Team for detailed
information about these legal requirements.

Global Thinkers Forum and Global Thinkers
Mentors logos are internationally registered
trademarks (TM).

BRAND BOOK
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OUR AWARDS
Global Thinkers
Forum Awards
Logo
The Global Thinkers Awards logo has
been created to mark our exceptional
GTF Awards Ceremony, conveying its
importance and prestige.

Carefully conceived to the last detail, our awards are
small works of art that we proudly offer to salute the
work of extraordinary individuals. For this reason, we
have designed our awards to reflect victory, success,
enlightenment and reaching new heights.

16
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SUPPORTING
THE ARTS

Artwork by Hayv Kahraman

As part of our efforts to appreciate
local cultures, celebrate young talent
and create opportunities, we make
a point of including talented artists’
work in our material and publications.
We adore creativity and inspiration
and we believe that art is very much
a dream, a reality and a statement.
We invite you to follow our steps and
take the opportunity that our network
creates to promote local artists and
showcase their work.
You can browse our previous publications and admire our featured artists’
artwork here:
http://www.globalthinkersforum.org/
press-publications/.

I dream my
painting and I
paint my dream.
Vincent van Gogh
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GTF
Logo and Tagline
(Colour Positive)
Our GTF Logo is made up of two elements: the
GTF “ﬂower” icon and our “Global Thinkers
Forum” Logotype.
The
colourful
icon
creates
positive
connotations, while the Logotype, customised
with the sans serif font with rounded edges,
looks ‘friendly’ and ‘accessible’, just like
Global Thinkers Forum. Please do not change
the colours of the icon or the Logotype.
Note: Be careful when the Global Thinkers
Forum Logo is applied on coloured or texture
backgrounds and images. For more information
please see the “Unacceptable Use” section on
page 36.
Our icon and Logotype can be set horizontally
or vertically, with or without tagline (please
always use the tagline unless otherwise
specified or agreed in writing with the GTF
Executive team). The tagline font is written
with the sans serif font “Ubuntu Light” for
different Logo compositions.

Use of our logo is strictly prohibited outside of
official corporate partnerships.
Download our logo ›
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Accountable Leadership. Women’s Empowerment. Youth Development.

Accountable Leadership.
Women’s Empowerment.
Youth Development.

GTF Logo
Minimum
Clear Space
We need our Logo to be easy to read. To protect
the strength and integrity of the Logo, a clear
space area should be maintained around the
Logo, free of competing visual elements, such
as photography, text, other Logo or any other
graphic elements.
Clear space for each Logo
composition defined with
square with “X”

Accountable Leadership.
Women’s Empowerment.
Youth Development.
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All our Logo files include the minimum
clearspace for your convenience.

Accountable Leadership. Women’s Empowerment. Youth Development.

Accountable Leadership.
Women’s Empowerment.
Youth Development.
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GTF Logo
Minimum Size
Print & Web
Be cautious not to exceed the minimal size
when scaling the Logo for print or web use.

Size Fira sans
lowercase “o”
not less
10pt

Logo without tagline
The scaled Logo without tagline should never
be smaller than the lowercase letter “o” in the
Logotype, which is 10pt (Fira Sans Light font).

Logo with tagline

Logo for Print& Web with Tagline

The scaled Logo with tagline should never
be smaller than the uppercase letter “o” in
Logotype, which is 5.5pt (Ubuntu font).
Accountable Leadership. Women’s Empowerment. Youth Development.

Note: This rule refers to all our Logos and their
different compositions.
Accountable Leadership.
Women’s Empowerment.
Youth Development.
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Youth Development.
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GTF
Logo and Tagline
(Colour Negative)
Our Colour Negative GTF Logo is adapted to
achieve best visibility on dark backgrounds.
Note: Be careful when the GTF Logo is applied
on coloured or texture backgrounds and
images. For more information please see the
“Unacceptable Use” section on page 36.
Note: Please never use less than 92% black
tint. We recommend that you use 95% of black
instead of 100% black.

Suggested
95%
Black

Accountable Leadership.
Women’s Empowerment.
Youth Development.

Accountable Leadership.
Women’s Empowerment.
Youth Development.
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We recommend
that you do not use
100%
Black
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Minimal
92%
Black

Accountable Leadership. Women’s Empowerment. Youth Development.
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GTF
Logo and Tagline
(B&W Positive)
The Black & White GTF Logo works best for
B&W printing and for desk printers.
Note: For best visibility, we recommend that
you do not use Logo lighter than 25% Black.

Accountable Leadership.
Women’s Empowerment.
Youth Development.

Minimal
25%
Black

100%
Black

Accountable Leadership. Women’s Empowerment. Youth Development.

Accountable Leadership.
Women’s Empowerment.
Youth Development.
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Accountable Leadership.
Women’s Empowerment.
Youth Development.
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GTF
Logo and Tagline
(B&W Negative)
Black & White GTF Logo works best for B&W
printing and for desk printers.
Note: For best visibility, we recommend that
you do not use Logo lighter than 20% Black.

Accountable Leadership. Women’s Empowerment. Youth Development.

100%
Black

Accountable Leadership.
Women’s Empowerment.
Youth Development.

Accountable Leadership.
Women’s Empowerment.
Youth Development.
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Minimal
20%
Black
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Logo Guidelines
and Examples
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GLOBAL THINKERS MENTORS
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GTM
Logo and Tagline
(Colour Positive)
Our GTM Logo is made up of two elements: the
GTM “ﬂower” icon and our “Global Thinkers
Mentors” Logotype.
The Logo is uses the same shapes, fonts and
colours that comprise the GTF ‘colour identity’.
Note: Be careful when the Global Thinkers
Mentors Logo is applied on coloured or
texture backgrounds and images. For more
information please see the “Unacceptable
Use” section on page 36.
Our icon and Logotype can be set horizontally
or vertically, with or without tagline (please
always use the tagline unless otherwise
specified or agreed with the GTF Executive
team). The tagline font is written with the Sans
Serif font “Ubuntu Light” for different Logo
compositions.

Mentoring. Inspiring. Empowering.

Mentoring
Inspiring.
Empowering.

Mentoring.
Inspiring.
Empowering.

Please feel free to use the Logo composition
that works best with your design.
Download our logo ›
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GTM Logo
Minimum
Clear Space
We need our Logo to be easy to read. To protect
the strength and integrity of the Logo, a clear
space area should be maintained around the
Logo, free of competing visual elements, such
as photography, text, other Logo or any other
graphic elements.
Clear space for each Logo
composition defined with
square with “X”
Mentoring. Inspiring. Empowering.

All our Logo files include the minimum
clearspace for your convenience.

Mentoring
Inspiring.
Empowering.

Mentoring.
Inspiring.
Empowering.

28
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GTM
Logo and Tagline
(Colour Negative)
Our Colour Negative GTM Logo is adapted to
achieve best visibility on dark backgrounds.
Note: Be careful when the GTM Logo is applied
on coloured or texture backgrounds and
images. For more information please see the
“Unacceptable Use” section on page 36.
Note: Please never use less than 92% black
tint. We recommend that you use 95% of black
instead of 100% black.

Minimal
92%
Black
Mentoring
Inspiring.
Empowering.

Mentoring
Inspiring.
Empowering.

Mentoring. Inspiring. Empowering.

Suggested
95%
Black
Mentoring
Inspiring.
Empowering.

Mentoring.
Inspiring.
Empowering.

We recommend
that you do not use
100%
Black
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GTM
Logo and Tagline
(B&W Positive)
The Black & White GTM Logo works best for
B&W printing and for desk printers.
Note: For best visibility, we recommend that
you do not use Logo lighter than 25% Black.

Mentoring. Inspiring. Empowering.

Mentoring
Inspiring.
Empowering.

30
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Minimal
25%
Black

100%
Black
Mentoring
Inspiring.
Empowering.
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Mentoring.
Inspiring.
Empowering.

GTM
Logo and Tagline
(B&W Negative)
Black & White GTM Logo works best for B&W
printing and for desk printers.
Note: For best visibility, we recommend that
you do not use background lighter than 20%.

Mentoring
Inspiring.
Empowering.

Minimal
20%
Black

Mentoring. Inspiring. Empowering.

100%
Black

Mentoring
Inspiring.
Empowering.
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Mentoring.
Inspiring.
Empowering.
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Logo Guidelines
and Examples
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GTF Awards
Logo and Tagline
(Colour Positive and Negative)
Our GTF Awards Logo is made up of three
elements: our GTF “ﬂower” icon, shaded
ribbon with the word “Awards” and our “Global
Thinkers Forum” Logotype face. The golden
colour of the icon with the light blue ribbon
offers an elegant and solemn appearance to
the Logo.
The GTF Awards Logo colour should be
displayed only on its approved colours,
indicated on this page, and it should never be
used in a lighter or darker version.
Our icon and Logotype can be set horizontally
or vertically.
In order to maintain a strong, consistent, and
successful brand, our Logo should be kept in
the original state in which it was designed.
Please do not amend the Logo in any way.
These usage guidelines apply to all versions
of the Logo.
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GTF Awards
Logo
Minimum
Clear Space
We like our GTM Awards logo to be easy to read.
To protect the strength and integrity of the
logo, a clear space area should be maintained
around the logo, free of competing visual
elements, such as photography, text, other
logo or any other graphic elements.
Clear space for each logo
composition defined with
square with “X”

34
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GTF Awards
Logo and Tagline
(B&W Positive & B&W Negative)
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TREATMENT OF LOGOS
Unacceptable Use
of GTF, GTM and
GTF Awards Logo
In order to maintain a strong and consistent
brand ID, we ask that our logo be kept in the
original state in which it was designed. Please
do not add to or change anything around the
logo.

No Rotation

No text sizes
change

No colour
change

No shape or
size change

No use
of shadow

No use
of shadow

No colour
change

These usage guidelines apply to all versions
of the logo.

No change in
aligment of logotype

No use of logotype
without icon

36
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No use
of vibrant
colour

No use
of vibrant
colour

No use
on golden
colour

ELEMENTS FOR DESIGN
Using the Icon
The Logo icon can be used as an icon on its own to
strengthen brand recognition. It can also be used
for decoration as a full-colour icon or in one of the
following colours: white, black, grey or golden.
Note: Amending the colours of the icon in any way
other than as recommended within this Brand Book
is not acceptable.

Our Elements
All of our branding elements are based on triangles
with different angles. There are many ways to use
these diagonals within our brand, for example with
solid colours or overlapping with transparency. The
diagonals can be used in ‘thematic’ compositions
dedicated to our various pillars and programmes, such
as Accountable Leadership, Women’s Empowerment,
Youth Development, GTM or the GTF Awards for
Excellence, or with generic colours from our primary
colour palette and neutral colours, such as black and
grey.

TEXT
TEXT

TEXT
TEXT
TEXT

For different designs (and purely for decoration
purposes), the icon can be used in half or quarter
shape, solid, transparent or outlined with thin lines
for elegant feeling.

Lines
Lines at 0.25 or 0.5 pt provide the design with an
elegant “look and feel” and they can be used as
a design element when considered useful and
appropriate.

Image

Image

In our Photo Walls we use lines between photos.
Suggested weight is 2 pt in white or black colour.

0.25pt

Suggested lines weight for
use in combination with text

Image
Image

0.5 pt
2pt

Image

Image
Suggested line weight for
the wall between images
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OUR PALETTE
Primary colours
Our primary colours consist of the six colours
that appear on our Logo plus one extra golden
shade. They should be dominant when used
in designing of any material (print or digital)
and they should appear in any communication
material that allows colour.

+

The colours in the primary colour palette
should always be dominant over any other
colour that appears in the material.
All the colours in the palettes should never be
used within one piece. Here you will find our
approved CMYK and RGB colours.
Note: For material regarding the GTF Awards
we use a specific golden CMYK and RGB colour.

Secondary
Colours

Primary Colours

Secondary
colours
The secondary colour palette includes a range
of dark and light colours that complement the
primary ones without overpowering them.
In any given application, only two secondary
colours should be used with the primary
colours to keep the primary colours dominant.
Please avoid the excess use of secondary
colours, to keep them from dominating over
the primary colours.
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OUR PALETTE
RGB

R 85
G 52
B 35

Secondary
Colours

Primary
Colours

Secondary
Colours

R 54
G 86
B 142

R 0
G 0
B 0

R 48
G 123
B 191

R 160
G 34
B 13

R 66
G 55
B 50

R 0
G 143
B 191

R 205
G 23
B 25

R 76
G 86
B 101

Secondary
Light
Colours

R 147
G 106
B 44

R 219
G 138
B 23

R 191
G 142
B 26

R 251
G 186
B 0

R 104
G 65
B 147

R 0
G 139
B 59

R 255
G 213
B 89

R 113
G 31
B 83

R 107
G 174
B 46

R 233
G 80
B 14

R 50
G 69
B 28

R 157
G 28
B 81

R 219
G 219
B 219

R 183
G 222
B 222

R 251
G 210
B 185

R 238
G 221
B 162

R 255
G 238
B 194

R 233
G 214
B 234

R 232
G 235
B 213

R 79
G 86
B 101

R 143
G 192
B 198

R 247
G 187
B 174

R 225
G 192
B 97

R 253
G 213
B 161

R 201
G 187
B 221

R 198
G 218
B 186
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OUR PALETTE
CMYK

Secondary
Colours

Primary
Colours

Secondary
Colours

Secondary
Light
Colours
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0
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USING OUR PALETTE
Thematic
& Generic
colour schemes
In our colour palette we have certain colours
(Thematic) that we use for each theme of
GTF (Accountable Leadership, Women’s
Empowerment, Youth Development, Global
Thinkers Mentors and GTF Awards), as well
as colours that are used for the general GTF
material (Generic).
Each theme, including the generic theme, has
its dominant colour from our primary palette.
Distinctive and dominant colours are followed
by one or two neutral colours (black and
specific grey) with their lightened versions.

THEMATIC COLOURS

Accountable
Leadership

Global Thinkers
Mentors

Women’s
Empowerment

Youth
Development

GTF
Awards

Font Colours
GENERIC COLOURS

TEXT COLOURS
HEADLINES — 100% Primary Colours
Subheads — 80-100% Primary Colours

Generic

Main text — 80% Black
Higlighted text — 100% Primary Colours
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OUR TYPEFACES
Primary Font
Our primary font is the Fira Sans family with eight
varieties of weight. They are all clear, legible, modern
typefaces that work well in print and on the web.
The family of the Fira font is quite large and includes
light, regular, bold and italicised versions of the
typeface. ‘Hair’ and ‘Thin’ create an elegant feeling,
but should only be used in larger size.
Primary font for main text is Fira Light, but in very
small size we recommend using the Regular font.

FIRA SANS

Primary font family FIRA SANS

42

BRAND BOOK

Regular

Italic

Fira Sans Hair
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789,;:
!?"&/*

Fira Sans Hair
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789,;:
!?"&/*

Fira Sans Thin
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789,;:
!?»&/*

Fira Sans Thin
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789,;:
!?»&/*

Fira Sans Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789,;:
!?»&/*

Fira Sans Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789,;:
!?»&/*

Fira Sans Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789,;:
!?»&/*

Fira Sans Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789,;:
!?»&/*

Fira Sans Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789,;:
!?»&/*

Fira Sans Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789,;:
!?»&/*

Fira Sans Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789,;:
!?»&/*

Fira Sans Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789,;:
!?»&/*

Fira Sans ExtraBold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789,;:
!?»&/*

Fira Sans ExtraBold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789,;:
!?»&/*

Fira Sans Heavy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789,;:
!?»&/*

Fira Sans Heavy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 0123456789,;:
!?»&/*
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OUR TYPEFACES

Regular

Italic

Secondary Fonts

Ubuntu Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789,;: !?"&/*

Ubuntu Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789,;: !?”&/*

Our secondary fonts are Droid Serif and Ubuntu. For an
elegant design, the combination of the primary Fira Sans
font and the secondary Droid Serif fonts is suggested for
headlines or subheads, but not for the main text.

Ubuntu Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789,;: !?»&/*

We also love Ubuntu, which we use mostly for our quotes
and shorter texts. In some cases, Ubuntu can also be
used for headlines or subheads.

UBUNTU
Secondary font family UBUNTU

DROID SERIF
Secondary font family DROID SERIF

Ubuntu Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789,;: !?»&/*
Ubuntu Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789,;: !?»&/*

Regular

Italic

Droid Serif Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789,;: !?"&/*

Droid Serif Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789,;: !?"&/*

Droid Serif Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789,;: !?»&/*

Droid Serif Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789,;: !?»&/*
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USING OUR FONTS
FONT
name

PRINT
size

WEB
size

WHERE TO USE

FONT
name

PRINT
size

WEB
size

Headline or
Large Text

Fira Sans

Regular
or Bold,
18 to 30pt
(No Italic)

Regular
or Bold,
18 to 30pt
(No Italic)

Headline or
Large Text

Droid Serif

Regular to
Bold,
18 to 30pt
(Regular or
Italic)

Regular or
Bold,
18 to 30pt
(No Italic)

A bold statement or subtitle

Fira Sans

Light to Bold,
12 to 21pt
(Regular
or Italic)

Light to Bold,
12 to 21pt
(Regular
or Italic)

A bold statement or subtitle

Droid Serif

Regular to
Bold,
12 to 21pt
(Regular or
Italic)

Light to
Bold,
12 to 21pt
(Regular
or Italic)

Fira Sans

Light to
Semibold,
8 to 14pt
(No Bold
or Extrabold)

Light to
Semibold,
8 to 14pt
(No Bold
or Extrabold)

Droid Serif

Regular
to Bold,
8 to 14pt
(Regular
or Italic)

Regular
to Bold
8 to 14pt

Fira Sans

Light to Bold,
12 to 48pt
(Italic only)

Light to Bold,
14 to 48pt
(Italic only)

Droid Serif

Regular to
Bold,
12 to 48pt
(Regular or
Italic)

Light to
Bold
14 to 48pt
(Italic only)

“Failure is the opportunity to
begin again more intelligently.”

Ubuntu

Light to Bold,
12 to 48pt
(No Italic)

Light to Bold,
14 to 48pt
(No Italic)

“Failure is the opportunity to
begin again more intelligently.”

Droid Serif

Regular to
Bold,
12 to 48pt
(Regular
or Italic)

Light to
Bold,
14 to 48pt
(No Italic)

The caption for a photo, graph, chart, figure or footnote.

Fira Sans

Light to Bold,
7 to 10pt
(Regular
or Italic)

Light to Bold,
7 to 10pt
(Regular
or Italic)

The caption for a photo, graph, chart, figure or footnote.

Droid Serif

Regular
7 to 10pt
(Regular
or Italic)

Light to
Bold
7 to 10pt
(Regular
or Italic)

WHERE TO USE

Body Copy: Lorem ipsum dolor sit amet,
consectetur adipiscing elit. Integer mollis
mattis tellus. Vivamus mattis risus sed convallis
sollicitudin. Vestibulum feugiat efficitur sodales.

“Failure is the opportunity to
begin again more intelligently.”
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Body Copy: Lorem ipsum dolor sit amet,
consectetur adipiscing elit. Integer mollis
mattis tellus. Vivamus mattis risus sed convallis
sollicitudin. Vestibulum feugiat efficitur sodales.

“Failure is the opportunity to begin again
more intelligently.”
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OUR PHOTOGRAPHY
Focus on
reality

Photography wall
We don’t like

Photos
with
natural
feeling

Corporate feeling

Photography is an important part of
GTF. We feature real moments and
stories, moving away from corporate
‘staged’ content. As an organisation we
look to build true impact and we like to
stay real, approachable, relatable.
Our photography also includes abstract
photos that aim to inspire and motivate
as well as photography from our past
activities that truly depicts the GTF
experience, network and atmosphere.
Our imagery is another opportunity
to convey our brand’s essence. Use it
wisely.

Bad Composition

Photos
with
positive
natural
feeling

Blurred Images
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OUR PHOTOGRAPHY
Photography wall
Art
images

We like to use
B&W photography

Text

Image
overlapping with
transparency

Mix of Colour and
B&W photos

Portraits in
circle

Art photography
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Key Messages
Accountable Leadership
- Social Entrepreneurship
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KEY MESSAGES
Accountable Leadership
GTF aims to develop stronger, wiser, more accountable leaders on a global scale:

• We closely monitor global trends and weak signals in the political, geostrategic, economic, business and
social arenas

• We engage leaders and thought leaders with strong commitment to ethics
• We map, link, collect and integrate information from across the internationally
• We create events to help share knowledge and establish common best practices among the wide spectrum
of leaders and thought leaders involved in governance, business, society, academia

• We organise workshops and seminars around Leadership
• We help leaders integrate new value propositions, innovative structures, forward thinking and ethical
processes in order to create the right solutions for their people

Social Entrepreneurship

Strategic Philanthropy

As part of the accountable leadership focus, GTF aims to
support entrepreneurial endeavours connected to social
causes or/and serving a social purpose. GTF aims to help
young or/and aspiring entrepreneurs realise their dream by
providing them with knowledge and contacts that can help
transform an idea from a vague concept to a real venture.

An equally important part of GTF’s
accountable leadership focus is Strategic
Philanthropy. GTF aims to expand the idea of
values-based leadership and stakeholder
accountability. Accountable organisations
are those that care about society as
much as they do for their bottom line.
GTF promotes the principles of strategic
philanthropy to help organisations invest
strategically, while giving back to society.

We encourage the triangle of collaboration between the public
sector, the private sector and civil society

• We create results-driven projects
• We partner with organisations that actively support
entrepreneurs

• We create opportunities and networking events for young
entrepreneurs

• We nurture social entrepreneurship
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• We partner with organisations with
long-term commitment and strong
track record towards positive social
change
• We mobilise collective action to develop new ways to alleviate pain
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Women’s Empowerment

Youth Development

GTF empowers women in various ways, to help them thrive personally and
professionally. We believe that involving more women means engaging more talent
and so we spark conversations around the role of women to effect positive change:

At GTF we believe that the future is already with us and by supporting
youth development we are convinced we can make the world a better
and brighter place:

• We nurture multi-stakeholder partnerships with government,

• We support and reinforce lifetime education for women

the private sector and civil society to help young people with
education and opportunities

• We help train incumbent and future women leaders across all
sectors and disciplines

• We provide youth with the opportunity to be mentored for

• We promote women’s political participation worldwide

issues of career and life by global thought leaders through our
global mentoring platform

• We open new pathways for women to progress and succeed
• We build the capacity of women to be effective leaders
• We create opportunities for knowledge exchange and collaboration
between women across the world

• We provide the opportunity to students and young people to
attend GTF events and workshops free of charge

• We create opportunities for youth to be part of the GTF

• We campaign to end violence against women

knowledge production

• We break down stereotypes relating to gender issues

• We create opportunities and networking events for young
entrepreneurs

• We help women journalists with training through

• We unlock the potential of current and future generations
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CHATHAM HOUSE RULE
The Chatham House Rule originated at
Chatham House with the aim of providing
anonymity to speakers and to encourage
openness and the sharing of information.
The Chatham House Rule reads as follows:
“When a meeting, or part thereof, is held
under the Chatham House Rule, participants
are free to use the information received, but
neither the identity nor the affiliation of the
speaker(s), nor that of any other participant,
may be revealed”.
Some GTF events may take place under the
Chatham House Rule.
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OUR TONE OF VOICE

Copy Tone
We are knowledgeable about our areas of
expertise, but we hate arrogance. We love to learn
and we are eager to do so from individuals of all
ages and backgrounds!

Brand Tone
We, as GTF, are very proud of our accomplishments
and have our eyes fixed on the future and the
possibilities it holds. We are confident that we can
create positive change and we are ambitious about
our plans and activities. We think big. We want
to make a difference and to inspire people; we
believe in the power of collaboration. At the same
time, we are professional, we are clear and direct
in our goals and messages, and always consistent
with our true identity. All these elements define us,
our brand and our communication.

We are a network of leadership experts, who
stand for values and ethics. We work tirelessly on
strategic philanthropy, women’s empowerment,
youth development and accountable leadership.
We want these ideas, and the efforts that support
them, to permeate all our communications.
Our messages are clear and to the point, and we
always back them up with evidence.
Our brand voice is friendly, passionate, prolific,
but always professional, polite, and accessible.

Social Tone
de
ea
le L
Accountab

Yo
ut
hD
evel
opment.

Our social tone reflects our personality: direct,
bold, fun, revolutionary, fearless, inspirational.

rs
.
hip
nt
e
.W
rm
ome
n’s Empowe

Our posts revolve around our work and key
focal points. We talk about topics around our
expertise and contribute to a global dialogue.
We are relevant to current trends and relatable
to our audience. Our social media channels are
our window to the world, where we can meet and
interact with our audience, exchange knowledge
and opinions.
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OUR SPEAKERS, EXPERTS & EDITORIAL STYLE

Our Speakers and Experts must be
appropriately qualified in their fields of
expertise.

panellists and speakers from insult
and libel from either fellow speakers or
audiences.

Our Panels must be diverse and
introduce various opinions and thoughts.

We avoid clichés and stereotypes. We
avoid generalisations based on race,
colour, gender, religion, age, geographic
location, condition or social status.

Time allocation should be fair and equal
for all participants.
Our keynote speeches must have a
maximum length of 20’.
If you chair a panel, keep your intros and
questions succinct and to the point.
We must make all efforts to protect our
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When describing different groups,
we prefer to ask people to describe
themselves.
All views and all diversities of opinion
from around the world are reﬂected in
our conversations and we try to ensure
accuracy and due impartiality.
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GTF is a non-partisan organisation and
this is also reﬂected in our editorial
agendas. We protect our integrity
and we will not be used by others for
commercial or other interests.
As a global network we respect the
diversity of religions and religious beliefs
around the world.
We prefer to invite people who really
have a story to tell, who are broadminded, positive and inspiring.

TIPS AND TRICKS
Be professional, but passionate
and accessible
We are always professional, but we need to know
when to be formal and when to be friendly. GTF
has the honour and the pleasure to have a wide
network of experts with diverse backgrounds
and positions. Always know your guests and
audience, their title, their position and adapt
accordingly. Be professional, accessible and
show dedication and passion in what you do,
as GTF. Our language is well worked, but never
distant or ‘wooden’.

Be attentive to detail
Nobody is perfect, but we do everything in our
power to make as few mistakes as possible; the
aim is for none! We try as much as possible
to produce material that is typo-free and with
the right grammar and language. That is very
important to us.

inspire. If we want to create positive change, and
we do, we aim to inspire people and motivate
them to believe, participate, collaborate, be
active. Being inspirational is an integral part of
our communication.

Be positive
We always think positive and think big! We are
very eager to empower people. We will say
‘believe in yourself’ rather than ‘don’t believe in
others’. This will take you a long way!

Be to the point
We live in a world of change. People get
bombarded with messages. News sources and
new information are everywhere. So, be brief
and be to the point. Say what you need to say
with clear and concise messaging.

Be prompt, be punctual

We take measures to ensure that everything we
do and say is backed up by evidence. We always
ensure accuracy, credibility and verification of
the messages we convey.

We like to be prompt and punctual. We never
keep anyone waiting. When you need more time,
acknowledge it and revert as soon as possible.
This way we are true to our professional identity
and principles.

Be gracious

Give a chance

We have good manners; we are always polite
and aware of international and cross-cultural
protocols and etiquette, adapting to our
audience.

We make a point of promoting less known
success stories or stories that have not made the
headlines. We feel we have a unique opportunity
to provide a podium for inspirational people
with significant work, which has not necessarily
been met with media recognition, to showcase
their work and achievements. You should try it
too!

Be inspirational
Inspiration is very important in what we do!
Leaders must inspire! The future needs to
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BOILERPLATE LANGUAGE
Global Thinkers Forum
Global Thinkers Forum (GTF) is a global platform
that brings together a diverse network of
visionary thought leaders to effect positive
change in the world. GTF promotes accountable
leadership, women’s empowerment and youth
development.
GTF is also a bridge-builder, creating
opportunities for knowledge exchange,
collaboration and strategic philanthropy.

Global Thinkers Mentors

Accountable Leadership.
Women’s Empowerment.
Youth Development.

The Global Thinkers Mentors platform is an
initiative embodying the Global Thinkers
Forum’s dedication to cultivating excellence in
leadership, supporting youth development and
empowering women. It is about bridging the
gap between the current and future leaders of
the world and creating an international network
of experienced mentors and alumni, fully
‘equipped’ to achieve their goals.
The programme pairs top-level mentors with
promising mentees from across the globe,
offering the latter the chance to ignite their
career and personal development, take
advantage of the opportunity to address their
individual learning needs and acquire invaluable
life skills.
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Mentoring
Inspiring.
Empowering.

STYLE GUIDE AND RESOURCES

We are serious about language, grammar and punctuation. To help you follow our footsteps, we have noted some basic suggestions below.
British English
We are a UK-based organisation and we
communicate with the world in British English.

polite and formal. Write ‘you are’ instead of ‘you’re’,
‘it is’ instead of ‘it’s’ (remember though the
difference between ‘it’s’ and ‘its’).

Official Titles

Websites, email and the internet

Our network consists of high profile people and the
way we address them is of immense importance.
When unsure, do your research. This website might
help you with this: http://debretts.com/

When quoting a website do not use ‘http://’ or ‘www.’
at the start of web addresses (so our address is
globalthinkersforum.org). A website is all one word,
the word ‘email’ does not have a hyphen in it and if
you are writing about the internet, you should use
a lower case ‘i’. Finally, note that if a web or email
address comes at the end of a sentence, it should
have a full stop after it.

Ampersands (&)
Avoid ampersands in body copy and print materials.
Instead write ‘and’. Occasionally, we use them to
conserve space online, but we generally refrain.

Contractions

Try refraining from using contractions. It is more

Etc./ ie./ eg.

‘and so on’.

Dates
Always use numerals without st, nd, rd or th:
December 8, 2016.
When a month is used only with a year, do not use a
comma: December 2016.
Grouped years should be 2005–2006 (not 2005–06).
For further reading and research we suggest the
following style guides:
The BBC News Styleguide
Economist.com Style Guide
Guardian and Observer style guide
The Writer

We prefer their full-word alternatives: ‘such as’, ‘like’,
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ADVERTISING

Leaderboard 728 x 90 px

GUIDELINES

Accountable Leadership

Web Banners
For Web advertising we have 3 different
standard sizes (Wide Skyscraper 160 x 600 px,
Medium Rectangle 300 x 250 px, Leaderboard
728 x 90 px) with defined style, fonts, colours
and elements which give our recognisable style.

Women’s Empowerment

Banners are divided into Thematic and Generic.
Each Theme has the same shapes and position
of GTF Theme name and logo, but their colours
are different.

Youth Development

Thematic banners
Leaderboard
In Leaderboard there is a rule for images. The
left and the right side contain the same picture.
The picture on the right side should be in a
close-up.
The photographs should be consistent with the
theme and be positive.

GTF Awards

The name of GTF Theme should be typed in
italicised Droid serif, font size 12pt.
Each banner should have one theme colour
and one or two additional neutral colours,
black or grey.

Mentoring. Inspiring. Empowering.

Download template here >
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ADVERTISING GUIDELINES

Accountable Leadership

Youth Development
Women’s Empowerment

Thematic banners
Medium Rectangle
The photographs should be consistent with the theme
and be positive with mimimum two persons.

Mentoring
Inspiring

The name of GTF Theme should be typed in italicised
Droid serif, font size 12pt.

Empowering

Each banner should have one theme colour and one or
two additional neutral colours, black or grey.

Download template here >

Medium Rectangle 300 x 250 px
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GTF Awards

ADVERTISING GUIDELINES
Wide Skyscraper 160 x 600 px

Thematic banners - Wide Skyscraper

The photographs should be consistent with the theme and be positive.
The name of GTF Theme should be typed in italicised Droid serif, font size 18pt.
Each banner should have one theme colour and one or two additional neutral colours, black or grey.

Accountable

Women’s

Youth

GTF

Mentoring

Leadership

Empowerment

Development

Awards

Inspiring
Empowering

globalthinkersforum.org
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globalthinkersforum.org

globalthinkersforum.org
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globalthinkersforum.org

globalthinkersmentors.org

ADVERTISING GUIDELINES
“Women Leaders in MENA: Power & Creativity”

In partnership with LOGO HERE

Under the Patronage of Her Majesty
Queen Rania Al Abdullah

October 6-8, 2012

A landmark event celebrating the region’s leading
female thinkers and change makers.

Amman, Jordan
Leaderboard 728 x 90 px

“Women Leaders in MENA: Power & Creativity”

Accountable Leadership.
Women Empowerment.
Youth Development.

In partnership with LOGO HERE

Under the Patronage of Her Majesty
Queen Rania Al Abdullah

October 6-8, 2012

A landmark event celebrating the region’s leading
female thinkers and change makers.

Amman, Jordan

Generic Banners
The font Fira sans medium size should not be smaller than 8.5pm

“Women Leaders
in MENA:
Power & Creativity”

Headline should be 11pt Fira Sans Bold, in the main colour defined
for the Generic use.

Under the Patronage of
Her Majesty Queen Rania
Al Abdullah

The date and place of happening in font size 10-12pt Ubuntu bold,
black or white, should be devided by the base in generic colour.

October 6-8, 2012
Amman, Jordan
globalthinkersforum.org

Medium Rectangle 300 x 250 px

BRAND BOOK
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Wide Skyscraper 160 x 600 px

A landmark event celebrating
the region’s leading female
thinkers and change makers.

In partnership with LOGO HERE

60

“Women Leaders
in MENA:
Power & Creativity”
Under the Patronage of
Her Majesty Queen Rania
Al Abdullah
A landmark event
celebrating the region’s leading
female thinkers and change
makers.
In partnership with
LOGO HERE

October 6-8, 2012
Amman, Jordan
globalthinkersforum.org

ADVERTISING
GUIDELINES

Accountable
AccountableLeadership
Leadership

Accountable
AccountableLeadership
Leadership

Print
Roll Up

Accountable
Accountable
Leadership.
Leadership.
Women’s
Women’s
Empowerment.
Empowerment.
Youth
Youth
Development.
Development.

Accountable
Accountable
Leadership.
Leadership.
Women’s
Women’s
Empowerment.
Empowerment.
Youth
Youth
Development.
Development.

For Print advertising we have 2 versions of Roll
ups 80x200cm for each Theme and Generic
Use with defined style, fonts, colours and
elements which give our recognisable style.
The size of the Theme is 181pt Droid Serif italic.
The B&W Negative logo should be dominant
and applied in the background which is the
mixture of the photos and the theme primary
colours or can be solid primary colour.
The Colour Logo should be used on solid 95%
Black background.

Note: All our Print Roll Up banners follow the
same rules.

globalthinkersforum.org
globalthinkersforum.org
globalthinkersforum.org
globalthinkersforum.org
Download template here >
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ADVERTISING
GUIDELINES

Women’s
Women’sEmpowerment
Empowerment

Women’sEmpowerment
Empowerment
Women’s

Print
Roll Up
Accountable
Accountable
Leadership.
Leadership.
Women’s
Women’s
Empowerment.
Empowerment.
Youth
Youth
Development.
Development.

globalthinkersforum.org
globalthinkersforum.org
globalthinkersforum.org
globalthinkersforum.org
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ADVERTISING
GUIDELINES

Youth Development
Youth Development
Youth Development
Youth Development

Print
Roll Up
Accountable Leadership.
Accountable Leadership.
Women’s Empowerment.
Women’s Empowerment.
Youth Development. Youth Development.

globalthinkersforum.org
globalthinkersforum.org
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globalthinkersforum.org
globalthinkersforum.org
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ADVERTISING

GUIDELINES

GTF Awards

Print
Roll Up
GTF Awards

globalthinkersforum.org

globalthinkersforum.org
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ADVERTISING
GUIDELINES

Mentoring
Mentoring
Inspiring
Inspiring
Empowering
Empowering

Print
Roll Up

Mentoring
Mentoring
Inspiring
Inspiring
Empowering
Empowering

globalthinkersmentors.org
globalthinkersmentors.org
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globalthinkersmentors.org
globalthinkersmentors.org
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ADVERTISING
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Roll Up
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“Women Leaders in MENA:
Power & Creativity”
Under the Patronage of
Her Majesty Queen Rania
Al Abdullah
A landmark event
celebrating the region’s leading female
thinkers and change makers.

October 6-8, 2012
Amman, Jordan

“Women
Leaders
in MENA:
Power &
Creativity”
Under the Patronage
of Her Majesty Queen
Rania Al Abdullah
A landmark event
celebrating the region’s
leading female thinkers
and change makers.

In partnership with LOGO HERE

October 6-8, 2012
In partnership with LOGO HERE

Amman, Jordan

globalthinkersforum.org

66

BRAND BOOK

PART IV: VISUAL APPLICATIONS

ADVERTISING

“Women Leaders
in MENA: Power &
Creativity”

GUIDELINES

Under the Patronage of Her
Majesty Queen Rania Al Abdullah
A landmark event celebrating
the region’s leading female
thinkers and change makers.

Print - Ads
Full page (A4)
Half page (A5)

Join a unique platform engagement
among global stakeholders.
Participate in an exciting event that aims
to highlight and reinforce the roles and
life stories of successful women leaders
in the MENA region across professional
and public life.
Network with high profile individuals and
thought leaders.

Accountable Leadership.
Women’s Empowerment.
Youth Development.

October 6-8, 2012

Amman, Jordan

In partnership with
LOGO HERE

Accountable Leadership.
Women’s Empowerment.
Youth Development.

“Women Leaders in MENA:
Power & Creativity”
Under the Patronage of Her Majesty Queen Rania Al Abdullah
A landmark event celebrating the region’s leading
female thinkers and change makers.
Join a unique platform
engagement among global
stakeholders.

In partnership with
LOGO HERE

Participate in an exciting
event that aims to highlight
and reinforce the roles and
life stories of successful
women leaders in the MENA
region across professional
and public life.

October 6-8, 2012

Amman, Jordan

Network with high profile
individuals and thought
leaders.

globalthinkersforum.org
globalthinkersforum.org

globalthinkersforum.org

Accountable Leadership.
Women’s Empowerment.
Youth Development.

“Women Leaders in MENA: Power & Creativity”
Under the Patronage of Her Majesty
Queen Rania Al Abdullah
A landmark event celebrating the region’s leading
female thinkers and change makers.
Accountable Leadership.
Women’s Empowerment.
Youth Development.

“Women Leaders in MENA: Power & Creativity”
Under the Patronage of Her Majesty
Queen Rania Al Abdullah
A landmark event celebrating the region’s leading female
thinkers and change makers.
Join a unique platform engagement among global stakeholders.
Participate in an exciting event that aims to highlight and reinforce the
roles and life stories of successful women leaders in the MENA region
across professional and public life.

In partnership with
LOGO HERE

October 6-8, 2012

Amman, Jordan

Network with high profile individuals and thought leaders.
globalthinkersforum.org
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Join a unique platform
engagement among global
stakeholders.
Participate in an exciting event
that aims to highlight and
reinforce the roles and life
stories of successful women
leaders in the MENA region
across professional and
public life.
Network with high profile
individuals and thought leaders.

In partnership with
LOGO HERE

October 6-8, 2012

Amman, Jordan

globalthinkersforum.org
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PPT PRESENTATION

COVER SLIDE

SECTION SLIDE

WHAT IS THE

ATHENA

COVER SLIDE
image
logo
headline size
hadline background

SECTION SLIDE
margin
Headline

HEADLINE
PORGRAM?
SUBHEAD

QUOTE SLIDE

STANDARD TEXT SLIDE
HEADLINE

QUOTE SLIDE
margin
Quote text size
image

I can do things you cannot, you can do
things I cannot; together we can do
great things.
Mother Teresa
Albanian Roman Catholic
Religious Sister And
Missionary

STANDARD TEXT SLIDE
margin
Headline font
Subhead font
Text font

SLIDE WITH IMAGE
margin
image size
text size
GRAPH SLIDE
margin
diagram font size
text size

BRAND BOOK

• Luptatec eperiam dolorem. Itas explacius
magnime alignimaxima vel eat.
• Inum fugiti de con et am harchilitat aut harunt.

lant et lab imus receatu restio dolor acerecta
pa pores aut incipic aeptatem eiciisquati volora
sin rehenduntur aut quam is sum dis molesci
cullecum ipiendianim cor anim est, consequam
utem lam nonsequi culpa sum net ea que
pariberum, consecat dit lam andis ea voluptius
ipsandae quatibe aquodi

• Ficium nobitat esequia nissequi vel ma quo
deritatem eri doluptasi doloresto eum nem.
Bus ipsae nos voluptu ribeate nobit, quia in
experit il idi blaboratum aut ute et lam eum • Runt moles dolum con re et esti aut velic tem
lant et lab imus receatu restio dolor acerecta
cusa sit omniaepe remque mossus.
pa pores aut incipic aeptatem eiciisquati
volora sin rehenduntur aut quam is sum dis
• Ibusam sum laut fuga. Omniet ium num verit
molesci cullecum ipiendianim cor anim est,
quae debit volorepudant aceaque simpos qui
consequam utem lam nonsequi culpa sum net
odignis sinvendantis etur? Sequas adigenditat
ea que pariberum, consecat dit lam andis ea
re aut volut rernatiate voluptat.
voluptius ipsandae quatibe aquodi
• Runt moles dolum con re et esti aut velic tem

Accountable Leadership. Women Empowerment. Youth Development.

SECTION SLIDE

GRAPH SLIDE

HEADLINE
• Luptatec eperiam dolorem.
alignimaxima vel eat.

MAKE A DIFFERENCE
Itas

explacius

magnime

• Inum fugiti de con et am harchilitat aut harunt.
• Ficium nobitat esequia nissequi vel ma quo deritatem eri
doluptasi doloresto eum nem. Bus ipsae nos voluptu ribeate
nobit, quia in experit il idi blaboratum aut ute et lam eum
cusa sit omniaepe remque mossus.
• Ibusam sum laut fuga. Omniet ium num verit quae debit
volorepudant aceaque simpos qui odignis sinvendantis
etur? Sequas adigenditat re aut volut rernatiate voluptat.
• Runt moles dolum con re et esti aut velic tem lant et lab
imus receatu restio dolor acerecta pa pores aut incipic
aeptatem eiciisquati volora sin rehenduntur aut quam
is sum dis molesci cullecum ipiendianim cor anim est,
consequam utem lam nonsequi culpa sum net ea que
pariberum, consecat dit lam andis ea voluptius ipsandae

Accountable Leadership. Women Empowerment. Youth Development.
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SUBHEAD

HEADLINE

Accountable Leadership.
Women’s Empowerment.
Youth Development.
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We have developed the following pattern of giving with which we aim to reach our target. If we
can match this number of gifts at different levels, we can be sure of securing the Programme’s
expansion. You can make one-off gifts or gifts spread over a period of up to four years.

Number of
Support Gifts
1

Amount of
Support Gifts
£100,000

Aggregate
Income (£)
£100,000

Cumulative
Total (£)
£100,000

Sponsor
Category
Diamond

2

£50,000

£100,000

£200,000

Platinum

4

£25,000

£100,000

£300,000

Gold

6

£15,000

£90,000

£390,000

Silver

10

£5,000

£50,000

£440,000

Bronze

15

£1,000

£15,000

£455,000

Supporter

20

£500

£10,000

£465,000

Donor

35

£300

£10,500

£475,500

Donor

180

£150

£27,000

£502,500

Contributor

PUBLICATIONS
GTF HANDBOOKS
“

ANNUAL REPORT

2013

THE CONVERSATION AT GTF 2013 ATHENS
KEYNOTE & PANEL HIGHLIGHTS

TradiTionally

“

a leader is one

who commands

power and guides
oThers.

over
The years, Time

In addItIon to emotIonal
IntellIgence, ethIcal IntellIgence Is
very Important. the 21st century Is
a very spIrItual century.

leaders need to cultIvate cultural

has changed

Dr. Ismahane Elouafi

competence to enhance ethIcal

This definiTion

IntellIgence and to be apprecIatIve
of spIrItual values.

Transforming The
TradiTional role

GTF 2014 Award Honoree for Excellence in Science

the maIn challenge for leaders
chIna today Is not the

of The leader.

In

leadershIp’s abIlIty to enhance

leadership is no

economIc productIvIty.

longer jusT a

but It Is

how to become sophIstIcated In

posiTion, iT is a

Leadership and Collaboration

the polItIcal, socIal, cultural and

mindseT. when

ecologIcal senses.

leaders see a
need for change

”

Dr Tu Weiming – Lifetime Professor
Humanistic Studies University
of Peking, China

They have To
be able To Take
acTion.

INTeRVIeW
INTeRVIeW

GTF ANNUAL REPORTS

leaders

Athens, Greece - December 3 & 4 2013

have To Turn
Their TalenT,

“

knowledge
and ideas inTo
consTrucTive
sTraTegies To
address social

leader needs a crItIcal mass to go
forward.

also as a leader you have

InevItably you wIll come up wIth
unpopular solutIons.

humaniTarian
kinds.

look behInd to see If there are
stIll people followIng you; a

to be wIllIng to pay a prIce, because

poliTical and
issues of all

If you lead you should always

”

”

Dr Heinrich Kreft – Ambassador,
Germany

H.E. Mr Nassir Abdulaziz Al-Nasser
High Representative for the UN Alliance of Civilizations
2

5

Under
the auspices
of the Municipality
of Athens

ANNUAL REPORT 2014

’Women across the globe and particularly here in the Arab world have made brave advances towards empowerment, leadership and change in fields that were unthinkable a generation or two ago. In business, science and
Governments, women have worked hard to succeed to become leaders and inspire future generations. Women
who constitute half if not more to our Society are now venturing into fields traditionally dominated by men
and contrary to stereotype they are increasingly choosing to pursue degrees in the sciences, business, law and
engineering. The UAE is once such country which has shown major improvements on the socioeconomic participation of women.’
H.E. Sheikha Lubna Al Qasimi, Minister of Development and International Cooperation UAE
GTF 2014 Award Honoree for Excellence in Global Thinking

Q: Why did you select science, was it a
childhood dream?

Q: Tell us more about your day-to-day work,
what does a typical day look like?

A: My childhood dream was to become a
pharmacist because in our neighborhood,
the pharmacist was a super kind and beautiful young lady. At that time, I was five, and
I wanted to be like her. Regarding science, I
always had a very strong connection with
science. It started first with mathematics, as
most curriculum initiate you to mathematics
before any other field of science. But as soon
as I discovered physics and then biology, my
interest for mathwas taken over by these two
fields of science.
Q: did your parents encourage you to pursue a career in science?

A: My day-to-day work starts most of the
time with about 40 minutes of replying to
emails and doing my own work in my office.
Afterwards, my regular schedule starts with a
series of meetings be it with partners, donors,
stakeholders, visitors, ICBA Management, or
ICBA scientists/experts. Though I instated
three main breaks in the Center during the
day, I rarely take breaks myself. Most of my
breaks are while I’m conducting in-house
meetings with my managers or assistants.
The pace is rapid and the variety is high, as I
deal with various issues in the same day from
simple decisions to strategic discussions with
partners and stakeholders.

A: Absolutely, for Dad it has to be a scientific field. He loved science and was buying
so many encyclopedias to make sure we had
access to the right scientific information. He
was a school director and believed strongly in
education. For Mom, she didn’t care if it was
science or something else, as far as we were
doing well at school. I believe I followed my
oldest sisters’ path, as most of them followed
a science career and were passionate about
research and education.

A: I think girls do select STEM during their education (most universities now have more than
60 percent girls in scientific fields), but once in
the job market, they tend to opt for non-scientific fields (mostly services) or in scientific
fields, but unfortunately not in research or
science-management. We should understand
why for every particular country and every

Q: Why do you think so few women select
sTEm professions?

19

Global Thinkers Forum
2014 – AnnuAl RepoRt

By Lucian J. Hudson
Director of Communications,
The Open University & GTF Advisory Board Member

Women Leaders in MENA:
Power & Creativity

’There are so many stereotypes in
the West about women in the Arab
World. Arab women, including the
Arabian Gulf women, are the victims
of the press and social media these
days as they tarnished the true value
and image of today’s women. This
reflects the West’s limited knowledge and outlook on the world. Our
role now is to correct such a tarnished image and to spread awareness of the true picture hence we
may be correctly judged.’

Amman, Jordan October 6,7 & 8 2012

Dr Rafia Ghubash, Founder Women’s
Museum UAE & GTF 2014 Award
Honoree for Excellence in Gender
Equality

7

ethiCS putS iNto Sharp relief
our relatioNShip to ourSelVeS
anD To oThers
How do you define responsible leadership?

Responsible leadership consists of three
elements that work in combination. First,
personal integrity: any lasting change
comes from within and needs to be
thought-through and heart-felt. Responsible leadership, therefore, is a sincere
commitment to use a leadership role for
the greater good. Second, taking responsibility for one’s share of the outcome: effective leaders draw on a repertoire of styles,
including command and control, enabling,
coaching and inspiring. Whichever is best
suited to the business or social need, leaders set an example in accepting responsibility. Finally, today’s leaders increasingly
need to acknowledge the complexity and
interdependencies of society’s challenges. But they are not alone and must act in
support of wider teams and coalitions. Responsible leadership is inherently political,
in the best sense of the word.
When we talk about ethics what meaning
does it have for you and how do ethical
practices manifest?

in partnership with:

INTERVIEW

’I feel so proud and honored to have
achieved such a huge accomplishment and represent my country
throughout. Although it was a tough
experience with a lot of exhaustion,
I am so glad to say it has paid off
in the end. I never set out to make
history, but it’s so gratifying to know
my passion for adventure earned
me a place in history. My courage,
curiosity and everything that makes
me who I am today were planted in
my heart as a child. I was blessed
with parents who never asked me
to change and taught me that my
dreams are a reflection of the endlessness of my capabilities.’
Raha Moharrak, 1st Saudi woman to
climb Mt Everest & GTF 2014 Award
Honoree for Excellence in Pioneering

2

In association with

WE mUsT LEArn HoW To KEEp
Women in stem fields

Ethics means more than morals, although
ethics includes morals. Ethics is about choices,
especially existential choices and their practical implications. Ethics is as much about who
we are and why we are who we are, as about
what we do. Ethics puts into sharp relief our
relationship to ourselves and to others, and
to the Big Other, or God, specifically, if one

believes in God. What the debate between
believers and non-believers can sometimes
ignore is that through ethics we make a statement about our belief in benevolence or malevolence of a dynamic and complex reality.
As a social democrat, I can see that there is
both good and bad in the world, separate and
interwoven, each with its unforeseen consequences, and part of life’s challenge is being
open to surprises, pleasant and unpleasant,
and choosing and adapting accordingly. Suspending judgment is often one of the toughest things to do, but science performs an ethical purpose, which is to privilege evidence and
curiosity and challenge dogma and superstition. When it comes to tough choices, ethics
gives us the option of just saying No or saying
Yes and accepting the consequences.
What do you see as the number one reason
that leaders fail their people?

Leaders fail their people by either over-simplifying or over-complicating choices that
they frame or enable people to make. Partisanship in politics is great in inspiring and
forging a competitive and winning spirit
but poor at brokering alliances and finding
common ground. Leaders need to embrace
the essential tension in their role to represent their people yet take them to a place
that would be better for them.
One of the main challenges that thought
leaders need to resolve is that of a very

31
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PARTNERSHIPS
Logo Use in
Partnership
The partner’s logo placement is
subject to the partnership type
and decided on an ad hoc basis.

The most exquisite event in London in 2016!
Accountable Leadership. Women’s Empowerment. Youth Development.

Global Thinkers Forum
in collaboration with Thinkers & Doers,
presents the
2016 Awards For Excellence
under the theme:

‘Celebrating Philanthropy
& Positive Change’

Accountable Leadership. Women’s Empowerment. Youth Development.

In collaboration with

“People in Motion”

The Global Impact of Migration
The refugee crisis triggered by the numerous conflicts and warfare in the wider MENA
region coupled with high levels of migration have led to rising public concern about the
potential impact on nation-states, across the world, both in Europe and the Middle East.
Global Thinkers Forum, in partnership with Orator foredrag AS (Norway), invites you to
take part in a unique gathering / conference in Holmenkollen Park Hotel Oslo on 19 May
2017.

Philanthropy is currently experiencing an unprecedented amount of innovation, disruption
and transformation. Never before have social needs, local and global alike, been more complex
and pressing, while at the same time, the disruptions of an uncertain global economy are only
highlighting the imperative of philanthropy.

Global Thinkers Forum Oslo 2017 will bring together a select delegation of high-profile
leaders, scholars and visionaries in dialogue with 150+ international policy makers,
media representatives, academics, public officials, business leaders, activists, students
and ordinary citizens, to discuss these topics and more on May 19, 2017.

Logo Use
in Multiple
Partnerships

In the 21st century, philanthropy earns a strategic dimension. At the core of this transformation is
the will to hold business leaders and businesses more accountable, expand, and nurture the notion
of ethical leadership and ethical/great companies.

Issues to address are:

The partners’ logos placement is
subject to the partnership type
and decided on an ad hoc basis.

The Gala Dinner will take place on
Thursday, December 8th, 2016
Book your place now by emailing:
ellie.papoutsani@globalthinkers.com

An exclusive live concert by world acclaimed Emmy-nominee Maestro Sir Dirk Brossé, Music
Director of The Chamber Orchestra of Philadelphia.
The not-to-miss event of the year in London celebrating the importance of philanthropy, giving and
impact investing for positive change in a world in flux in an Oscars-like ceremony!

70
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‐
‐
‐

Awards in the following categories:
Contribution to Humanity
Philanthropy
Women Empowerment
Youth Development
Leadership & Ethics
Positive Change

How do contemporary migration patterns look in a historical and global context?
What are the success stories from integration that accommodate both host
populations and immigrants?
What consequences, real or perceived, arise because of current migration
trends?
How do we keep nationalism at bay, and ensure human dignity for refugees and
migrants?
Which realistic security concerns must we face during today’s refugee crises?

Global Thinkers Forum (GTF) is a global platform that brings together a diverse network
of visionary thought leaders to effect positive change in the world. Among our goals is to
increase understanding between peoples in the Arab World and the West through
personal communication, shared experiences, exchange of ideas, and collaborative
projects. GTF promotes accountable leadership, women empowerment and youth
development. In the past years, GTF has hosted international gatherings in Amman,
Dubai, Athens, London and Istanbul.
Tentative Speakers List for Oslo 2017:
‐
‐

In collaboration with
We are thankful to

‐
‐

for their support
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HRH Crown Princess Mette Marit of Norway
HE Phumzile Mblambo-Ngcuka, Secretary General of UN Women
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WEBSITES

Colours
& Fonts
on the Web

All GTF websites must follow basic guidelines
that will ensure cohesion across all GTF
platforms. Below, are some important elements to consider, when designing a GTF
website:

•

Always include your exclusive GTF logo
(please advise the GTF Executive Team on
logo design).

•

Keep in mind your website must link to
the GTF main website with the indication
‘Global Organiser’.

•

•

Colours for websites are defined in our
Palette and
divided by Generic use
and GTF Themes such as Accountable
Leadership, Women’s Empowerment, Youth
Development, GTF Awards and Mentoring
Programme.
For the web fonts we use Primary font Fira
sans. Use light or regular version for main
text and bold for headings.

GTF websites must be easy to navigate
with clear and modern design that must
also adhere to the GTF brand, as detailed
in this Brand Book (see relevant Chapters
on Logos, Colour Palettes, Typefaces,
Photography, Tone of Voice and more).

Text paragraph aligns on the left side or try
to use hyphenation for justified text.
Note: Do not use justified text if hyphenation
look odd.

Local websites may be adapted to the
local official language, but must always
have all the content available in the
English language as well. Costs associated
with translating material to your local
language, are not covered by GTF.

Safe Use

•

GTF is not responsible for web-design
and hosting associated costs for local
websites.

All fonts can be found and downloaded for
free on the web.

•

Kindly keep the GTF Executive Team in the
loop. All new websites must be approved
by GTF before being launched and GTF
reserves the right to enquire changes in
the interest of ensuring cohesion across
the GTF brand.

Our Safe fonts are Trebuchet MS / Arial and
they need to be implemented into the code.
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RADIO, TELEVISION & AUDIO/VISUAL
Here are some guidelines that could prove useful
in maintaining and communicating the GTF and
GTM philosophy and brand when you launch to
make new, inspiring and creative radio, TV and
AV material.

Radio/Audio
•

The GTF or/and GTM logo must be included in all
radio spot scripts and audio-only productions.

•

For GTF radio spots, the voice-over must announce
Global Thinkers Forum and read the tagline
‘Accountable Leadership. Women’s Empowerment.
Youth Development’. Likewise for GTM radio spots
which must announce ‘Global Thinkers Mentors
by Global Thinkers Forum’ and read the tagline:
‘Mentoring. Inspiring. Empowering’.

•

For audio-only productions, the voice-over
must read ‘Global Thinkers Forum. Accountable
Leadership. Women’s Empowerment. Youth
Development’ (for Global Thinkers Forum) or
‘Global Thinkers Mentors by Global Thinkers
Forum’ and read the tagline: ‘Mentoring. Inspiring.
Empowering’ for Global Thinkers Mentors, at the
end of the production or segments. Please consult
with GTF directly for guidance. The location within
the audio will vary according to the purpose of
audio production, message and length. The GTF
or/and GTM logo must be included in all radio spot
scripts and audio-only productions.
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Television/Video
•

The GTF or/and GTM logo must appear in all television spots and all videos.

•

Use only the supplied logos.

•

The logo must be a minimum size of 230 x 100 pixels for the tagline to be readable on
screen.

•

The logos may not appear outside television safe area. For videos, they must appear at
the end of the production or segments and follow the general logo/tagline rules. Please
consult with GTF directly for guidance.

•

The placement of logos and taglines will vary according to the purpose of video, message
and length. The logo must be a minimum size of 480 x 295 pixels.

PART IV: VISUAL APPLICATIONS

SOCIAL MEDIA

Cover
828 x 315 px

de
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Event Page Cover
784 × 295 px

Cover
1500 x 500 px
(visible hight 389 px)
Yo
ut
hD
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opment.

Avatar
160 x 160 px

Below you will find some useful dimensions and examples that will help you with the
visual elements on social media. When it comes to the digital environment and different
social media channels, please always consult each channel’s guidelines on a regular
basis, as recommended dimensions and styles often change without notice.

rs
hip
t.
en
.W
rm
ome
n’s Empowe

Avatar 400 x 400 px
Event share post
470 × 174 px

Post Image
484 x 252 px

Logo 100 x 60 px

Company Banner
646 x 220 px
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For any questions or enquiries regarding the GTF brand,
please feel free to contact us! We would love to hear from you!
info@globalthinkersforum.org

Global Thinkers Forum
8, St. James’s Square
London SW1Y 4JU UK
T: +448456347820
globalthinkersforum.org | globalthinkersmentors.org
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