CORPORATE DESIGN C‘_ED

STANDARDS MANUAL .
AND CO-BRANDING GUIDE swisscontact




INTRODUCTION

.III‘

graphic st;q_n__(jard'é mapm.a_l:..r-eip.l es.

-II- .r el




03 INTRODUCTION

“The two words ‘information’ and
communication” are often used
interchangeably, but they signify
quite different things. Information
1S gIVING OUl; COMMUNICALLON 1S

getting through.”

— Sydney Harris

The overall preparation and
dissemination of the communication
materials fall under Swisscontact’s
communications objective of increasing
the awareness and understanding of our
stakeholders about our approach and
successes.

To inform and influence effectively,

we must present ourselves clearly

and consistently. This communication
guideline is prepared for the use of
Swisscontact staff as a reference tool
to apply and maintain a consistent and
professional image. It sets out written
guidelines to adhere to while preparing
any printed and/or electronic materials
as well as giving guidance on the overall
use of the logo, image and branding of
Swisscontact for internal and external
communications, on corporate, regional
and project level.

The manual includes communications
templates ranging from MS Office
templates for Word and PowerPoint,
use of logos and images; templates
for documents, letterheads, emaiil
signatures, presentations.

Therefore, by following these guidelines,
we will ensure that Swisscontact has

a common “look” and “feel” running
through the organisation, and more
importantly the “look” that presents

our values and professionalism to the
people we wish to inform.

This manual is an ongoing work; hence,
it will periodically be updated with new
information when necessary.
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06 1.1 MISSION

We promote inclusive economic, social OUR VALUES AND BELIEFS WHAT WE DO
and ecological development to make
an effective contribution towards = We believe that people, even in dire = We strengthen the competencies of
sustainable and widespread prosperity conditions have the ability and will people, improving their employability
in developing and emerging economies. to act and liberate themselves from

the shackles of poverty. However, = We increase the competitiveness of PEOPLE
With this objective in mind, we offer the this is only possible in an enabling enterprises, growing their business
chance to economically and socially environment and level playing field.
disadvantaged people to improve their = We foster social and economic
lives on their own initiative. = We make an effective contribution systems, promoting inclusive

to improve the framework conditions development

for sustainable development through

the facilitation of access to skills,

knowledge, markets, technologies and ENTERPRISE
financial services.

= We believe that balanced private
sector and market-driven approaches
in the context of an environmentally
and socially sustainable market
economy offer the best conditions
for people to fulfill their potential ECONOMY
and make sustainable development
possible.

= We act responsibly and respect people
in their own contexts, societies and
cultures.

= We stand for professional quality and
high ethical standards in our activities.
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1.2 MESSAGE

BOILER PLATE AND LEITMOTIV

Swisscontact is a leading partner
organisation for the implementation of
international development projects.

We promote inclusive economic, social
and ecological development to make
an effective contribution towards
sustainable and widespread prosperity

in developing and emerging economies.

With this objective in mind, we offer the
chance to economically and socially
disadvantaged people to improve their
lives on their own initiative.

The independent, non-profit, private
foundation was established in 1959 in
Switzerland.

We strengthen the competencies of
people, improving their employability,
increase the competitiveness of
enterprises, growing their business and
foster social and economic systems,
promoting inclusive development.

Link to other languages

PEOPLE

ENTERPRISE

ECONOMY
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1.3 THE LOGO
FULL COLOUR
APPLICATION

Our logo is locked together in spacing,
size, colour and proportion and must not
be altered.

Specific colours are assigned to the
logo and should always be adhered to

as specified here.

Link to Logo files

swisscontact

PANTONE 541 C
100c 45m Oy 45k
Or71g 122b
#004d8c

=

PANTONE 446 C
10c Om Oy 75k
90r 95g 97b
#394040
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1.3 THE LOGO

AREA OF ISOLATION
& MINIMUM SIZE

AREA OF ISOLATION

A clear space around the logo has been
designed to protect and optimise the
legibility of the brand. The clear space
is equal to the height of the letter 's’ in
Swisscontact.

MINIMUM SIZE

The minimum print size of the logo
refers to the smallest size that it can
be applied to any kind of stationery,
advertisement or promotional item. The
minimum width of the logo is 25mm.

A minimum on-screen size is needed to
ensure legibility. The minimum width of
the logo is 100 pixels.

LOGO SIZE GUIDE

The sizing table specifies the
approximate logo sizes for standard
document formats and can be used as a
quick guide,

Print sizes

Document

DIN A5 format
(210 x 148mm)

DIN DL format
(105 x 210mm)

US Tri-Fold Format
(93,22 x 215,.9mm)

DIN A4 Format
(210 x 297mm)

US Letter Format
(215,9 x 279,4mm)

DIN A3 Format
(297 x 420mm)

DIN A2 Format
(420 x 594mm)

DIN A1 Format
(594 x 841mm)

DIN AO Format
(841 x 1189mm)

Business Card
(85 x Bbmm)

Logo Size (W)

49mm

30mm

30mm

50mm

50mm

70mm

100mm

150mm

200mm

25mm

Digital sizes

Device

Smart Phone

Tablet
Laptop/Desktop
Video, Full HD & HD

Logo Size (W)
240 - 300px
300px

300 - 400px
300 - 400px

Area of isolation

e,
swisscontact
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1.3 THE LOGO
PLACEMENT ON VARIOUS
BACKGROUNDS

Where possible, the logo should appear
in full colour on a white background. If
there are printing restrictions, the logo
may also appear in single colour black.

If the logo is placed onto a light
background colour or image area,
the full colour version is used. If the
background colour or image area is
dark, the white version of the logo is
used.

Maximum visibility should always be
kept in mind when choosing between
the full colour logo and white version,
and it should never be placed onto a
busy image area.

Full colour logo on white

—,
swisscontact

Full colour logo on light background colours

)
swisscontact

White logo on dark background colours

—=—

swisscontact

White logo on dark image areas

>

swisscontact

Single colour black logo on white

|
swisscontact

)
swisscontact

—

swisscontact

Full colour logo on light image areas

"
swisscontact

Single colour white logo on black

—

swisscontact

)
swisscontact

—

swisscontact

)
swisscontact

=

swisscontact




Size and alignment C —

Orlower swiss 0 | swisscontact

FOUNDATION
FOR TECHNICAL
COOPERATION

Equal width Equal width

11 1.4 OFFICIAL
FOUNDATION NAME
THE FOUNDATION LOGO

The foundation logo (Swiss Foundation
for Technical Cooperation), should be
placed alongside the Swisscontact logo
in a prominent position. The preferred
placement is below the Swisscontact

Placement on white Placement example 1 Placement example 2

logo and to the left of the layout. It
can appear in the white area next to ‘ SWISS = =
the Swisscontact logo or on top of the FOUNDATION swisscontact [wss swisscontact
image area in blue or white. FOR TECHNICAL FOR TECHNICAL
COOPERATION COOPERATION
The size of the foundation logo in gE\LI;EII-_?Z}PMENT

relation tho the Swisscontact logo is

equal to the width from the letter ‘s’ to 't.

The foundation logo should always
appear on:

= Annual reports

= Corporate brochures (working areas)
= Business cards

= Title slide of presentations

= Videos

= Office signage

Link to logo files

Placement on light image area

SWISS
FOUNDATION
FOR TECHNICAL
COOPERATION

Placement on dark image area

‘ SWISS
FOUNDATION

FOR TECHNICAL
COOPERATION

Veocaticnal Education & Tradning
andd Labour Market Insesricn

SWISS
FOUNDATION

COOPERATION

SKILLS
DEVELOPMENT

Vocational Education & Tradning

min] Lasboanr Miarkal Insadscn
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1.4 OFFICIAL
FOUNDATION NAME
LANGUAGES

The official foundation name may
appear in the relevant publication’s
language as required and as indicated
here. We mainly communicate in four
languages:

= German
= English
= Spanish
= French

Schweizerische Stiftung fiir technische
Entwicklungszusammenarbelt

Swiss Foundation for Technical Cooperation

Fundacion Suiza para la Cooperacion Técnica

Fondation suisse pour la coopération technique



13

1.5 TAGLINE

The tagline is to be placed separate
from the logo and should only be used
when an advertising statement is
communicated.

It must always appear in sentence
case and in Swisscontact blue or grey,
or in white when placed on a dark
background colour or image area.

The font is Garamond Medium Italic,
with a kerning of +30.

The tagline should only appear on
promotional collateral, such as:

= Corporate videos

= Advertisements (jobs)

= Websites

= Brochures

= Posters & banners

= Event invitations

= Promotional letters (fundraising)
= Newsletter

Placement on white

We create opportunities

We create opportunities

Placement on dark background colour

We create opportunities

Placement example

Placement on light image area

—

We create opportunities

We create opportunities

Placement on dark image area

We create opportunities

of inkereal ional desslopnant propecie. Fossdsd in 1990 and

W o b s o, ol and scogrn) devabareat b sk
i A

am p¥uchve cowiinden oseds vevhunable. s sy pevsd pros pendp 0

chsploperyg ard srarpEng BCorarsE

Wil i chgacivs @ rard, v oFlar s chasce br soosormeca iy e neonlly

v prscpls i raprees Tt B m o e o ks

LR VALLES & KD BELIEFS

Mg pabpuy ol poopin, seen m ey condrioes baeew: g abdly ped woll o act

s | Barwie: ot o e abockciee of pavrly. Hossd, T only
ard wrvd bpvm | play my Bt

W o wn aHec s coabindics b rmpeocs Hea s coaciiors
b yriwrabls. despioperae| I'_-H.]h e 'lnl:lllu-vl B o plalls,

L
birlid g, Wity bk v o s

W pabaey bl belnend prewte @i sed markebdneen sppreechas o e

rordevhy Eacbey wad o e W pheed oo paofgdoral quslly ard gk

wiracal sareduedr oo

W akinglhas ha congpebinzie o paopks, ing

“‘ti'-n.'i-;-u T cormps Bivbaas of srisrpadied,
W ke el ard AL

q B sy

perwi M Bl i,
g iy prenl




14

1.6 GRAPHIC DEVICES
THE WORLD MAP

Sizes:

Blue globe

A4d - 62mm
Ab - b3mm
ppt - 335px

White globe
A4 - 86mm
Ab - 7omm
ppt - 335px

The world map appears as a circular
device. There is a corporate version
which includes all continents, as well
as four regional versions (Africa, Asia,
South America and Europe). The
regional maps are used for region-
specific collateral.

The world map can be used in full colour
(blue and white), or as single colour
white or blue.

The world map usually appears on
covers, overlaying images on:

Annual reports
Corporate brochures (working areas)
Business cards

Title slide of presentations
Videos

Link to Globe files

Full colour blue and white maps

Global Africa

Single colour white maps (opacity 40-809%)

Global Africa

Single colour blue maps (opacity 40%)

Global Africa

Asia

Asia

Europe

South America

South America

South America



Annual report example 1 Annual report example 2 Banner example 1 Banner example 2
1.6 GRAPHIC DEVICES
THE WORLD MAP - -
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A5 profile Folder example 1 Folder example 2 Project fact sheet

Product Factsheet
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16 1.6 GRAPHIC DEVICES Annual report layout example Folder back cover example

LEITMOTIV
S op ot
The leitmotiv is constructed from
three circular, overlapping shapes that
. . PECPLE
represent our three fields of action:
people, enterprise and the economy. rasral
PEOPLE
In corporate communication, the full
leitmotiv with all three overlapping
. . . r[-l i e
circles is used at a 50% opacity. : | apportu iorilies
ENTERPRISE e sz
As a design element it can either be e T T PR
placed as a whole with the descriptors, ‘M e ke R et
or it can be used without the T 2 » =
descriptors, bleeding off the edge. ECONOMY . .
In the respective topic communication
(people, enterprise, economy), the
circles are represented individually. Brochure layout example highlighting topic (people) Profile back cover example
Link to the Leitmotiv files
PEOPLE _. '
Leitmotiv colour SpeC|f|Cat|OnS - : .y N FOUMDHTON FOR TECHICAL COOPEALTIN
. .. . r_lil 44 HkA4 I.:?
TRAIKING TECHHICAL FROFESS AL S | : ) - E TEWY (3 b it St | il ml-tnld- 3] v w1
B sl g wblerk mews s crwad v £l md s ppact o by L .'-' p 2‘:::“n—-nmmﬂ.—rhvﬂ-_ -uqh—-.m
R | Pyl e
e T e e e i e et ™
My od Fana brereg co=ben ol el ke ard ool i b bl .
500/0 500/0 :ﬂ-np-rlm-a-uq - - - : i - Geansorinet ol WGt s oo Twrdpareny blemalbonad o LN Lokl Compact
s ""”..'3‘._ wiorgs v i noviig o e 'R
g e ey - mnE
gl i e o v Wiy .mmhdn'iq:mrt:d Wby praswes, |imars
=M;|_I_|E-:h:;:: s O RGREASED MGORME ARND meﬁ;d_mm s
Oc 64m 100y Ok Oc 20m 70y Ok 156¢c 95m by 22k ey e et 8 e i I A
238r 1156g Ob 254r 208g 96b 174r23g 107b ;T:_-E::_E:_':'::i::* T
#ft5c00 #ffccdd #a90abd e T ——

M I RS DATALT EFL LY DIV EL ST =



17 1.6 GRAPHIC DEVICES Annual report layout example A4 brochure layout example
CIRCLES AND SQUARES

TITEL: A tr il

. . sl ey ol CTETET STETEN I T
AKZIDENZ GROTESK A i e b il
REGLU R 29 PUNKT SNt LT A l...-rlll'.!.ll'._'l.rl:r'l (RPN}

8 s a radeg paErran
a1 =c g gy P ap———

Sohini e St o, e 48 B Y
mpiaitios; Wins ol s Aoy el

FRHITRRRT CPRERTNIE =

2oeci i, v Bl v oo s e e el h Bl gt i il a ] - el ﬁﬁm‘;ﬁ“‘ A -:|:=u.'-\.-|..-. I I I
P — :L“::f:?..m:. CUETITEL wﬁwmw-: imi
S e ke il e S i i Sl ke i e e i 7 ol bt it
e s e s
Circles represent facts and squares B ST et et
: e el P, Yo ) TR e e e 2 ek A s et
represent emotions. These two shapes I —ht] e e
. . Tty e e e iy o R Y e R
can be used in various ways to add P e e i ey Lo B T e
- . A VEUTE bk el st e
interest, creativity and colour to a layout. o e R e
. e o ek s drerrer it s ko s e gk el M © e i B o i, ptesag s b
It can be used at any colour opacity, or EEim St S e A vt
as an outline. TS e e T ey - i
et i e b WL H;. e wpai - ﬂﬁm—'-‘-:ﬂ === :L‘.‘:fp=_n
Squares and circles can be combined in T " |
a layout, or used as a device to hold text,
pictures, headings or quotes.
A4 brochure layout example Profile layout examples
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The icons representing our working

18 1.7 ICONS areas are defined below. A colour has
WORKING AREAS been assigned to each icon, and it

can be placed as positive on a white

background, or reversed out of its colour

in white.

Link to Icon files
lcons on a white background

ﬁ%lé_l Labour Market Insertion
A

b

Sustainable : Entrepreneurial @
Tourism

" |
Green Cities Agriculture Ecosystem

lcons on a coloured background




The icons may appear in two colours
19 1.7 ICONS on white, or it may be reversed out of a

SUSTAINABILITY CRITERIA solid colour background.
& WORKING PRINCIPLES

Link to Icon files

SUSTAINABILITY CRITERIA WORKING PRINCIPLES

lcons on a white background lcons on a white background

il & 12' R (3

®

D N

Gender Equality & Financial Environmental Good Governance Evidence- Learning Culture Inclusive Systems Private Sector
Social Inclusion Capability Responsibility based Adaptive Development Engagement
Management (MRM)

lcons on a coloured background lcons on a coloured background
Gender Equality & Financial Environmental Good Governance Evidence- Learning Culture Inclusive Systems Private Sector
Social Inclusion Capability Responsibility based Adaptive Development Engagement

Management (MRM)



20 1.8 COLOUR PALETTE
PRIMARY COLOURS

The primary colour palette consists of
the Swisscontact blue, Swisscontact
grey, cold grey and warm grey. These
colours may be used in all collateral, and
tints of these colours are allowed for
graphs, tables and colour blocks.

Swisscontact blue

PANTONE 541 C
100c 45m Oy 45k
Or 71g 122b
#004d8c

40%

20%

BLUE TINTS

Swisscontact grey

PANTONE 446 C
10c Om Oy 75k
90r 95g 97b
#394040

40%

20%

GREY TINTS

Cold grey

PANTONE 429 C
10c Om Oy 35k
172r 182g 188b
#9babab

80%

60%

40%

20%

COLD GREY TINTS

Warm grey

PANTONE WARM GREY 4 C
Oc 4m 9y 30k

194r 186g 176b
#b3aba?2

80%

60%

40%

20%

WARM GREY TINTS
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1.8

COLOUR PALETTE

SECONDARY COLOURS

The secondary colour palette consists
of colours intended for the design and
structuring of documents and can be
used for colour blocks and graphics.

Yellow

Oc 20m 70y Ok
254r 208g 96b
#ffccdd

80%

60%

40%

20%

YELLOW TINTS

Orange

Oc 64m 100y Ok
238r 115g Ob
#15c00

Olive

35c Om 80y 40k
128r 146g b6b
#6399 11

40%

20%

ORANGE TINTS

80%
60%

40%

20%

OLIVE TINTS

!

Lemon Light blue Dark blue Burgundy Magenta

30c Om 100y 10k 70c 10m Oy Ok 80c 20m 13y 20k 15¢c 95m by 22k Oc 100m Oy Ok
184r 196g Ob 42r 175g 229b Or 132g 170b 174r 23g 107b 229r Og 126b
#a1e600 #4de6ff #29a3b1 #a90abd #fO0ff

40% 40% 40% 40% 40%

20% 20% 20% 20% 20%

LEMON TINTS LIGHT BLUE TINTS DARK BLUE TINTS BURGUNDY TINTS MAGENTA TINTS
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1.9 TYPOGRAPHY
FONTS FOR PRINT

PRIMARY TYPEFACE

Akzidenz Grotesk is the primary

typeface for use across all applications
which include headlines sub-headings

and body copy.

ABCDEFGHIJKLM
NOPQRSTUVWXY/Z
abcdetghijklmnop

qrstuvwxyz
12345673890

Available weights

Akzidenz Grotesk BQ Light

Akzidenz Grotesk BQ Light Italic
Akzidenz Grotesk BQ Regular
Akzidenz Grotesk BQ ltalic

Akzidenz Grotesk BO. Medium
Akzidenz Grotesk BQ Medium Italic
Akzidenz Grotesk BQ Bold
Akzidenz Grotesk BQ Bold Italic
Akzidenz Grotesk BQ Super
Akzidenz Grotesk BQ Super Italic

SECONDARY TYPEFACE

Garamond ltalic is the secondary
typeface used to highlight pull-out
copy, testimonials, case studies and
quotations.

ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklmnop

qrstuvwxyz
1234567890

Available weights

Garamond Premier Pro Italic

Garamond Premier Pro Medium Italic
Garamond Premier Pro Semibold Italic
Garamond Premier Pro Bold Italic

Link to Font files

HEADLINE
MEDIUM BLACK:

H1 HEADING BOLD

Body copy: Akzidenz Grotesk Light.

Wisi enim ad minim veniam, quis nostrud
exerci tation ullamcorper suscipit lobortis
nisl ut aliquip ex ea commodo consequat.
Dolor in hendrerit

in vulputate velit

H1 HEADING BOLD

Wisi enim ad minim veniam, quis nostrud

exerci tation ullamcorper suscipit lobortis nisl

ut aliquip ex ea commodo consequat. Dolor

in hendrerit in vulputate velit esse molestie
consequat, vel illum dolore
eu feugiat nulla facilisis

esse molestie «Quote: Garamond Semibold 404 erat demonstratum
consequat, velillum  Jralic. U[[amcorper suscipit at vero eros et accumsan

dolore eu feugiat
nulla facilisis quod

lobortis nisl ut aliquip ex ea

et iusto odio dignissim qui
blandit praesent luptatum

erat demonstratum commodo Consequdt. » zzril delenit augue duis

at vero eros et

accumsan et iusto odio dignissim qui blandit
praesent luptatum zzril delenit augue duis
dolore te

feugait facilisi. Wisi enim ad minim eniam,
quis nostrud exerci tation ullamcorper
suscipit lobortis nisl ut aliquip ex ea
commodo consequat. Dolor in hendrerit in
vulputate velit esse molestie consequat, vel
illum dolore eu feugiat nulla facilisis quod
erat demonstratum at vero eros et accumsan
et iusto odio dig.

H2 Heading Title Case Medium

Wisi enim ad minim veniam, quis nostrud
exerci tation ullamcorper suscipit lobortis nisl
ut aliquip ex ea commodo consequat. Dolor
in hendrerit in vulputate velit esse molestie
consequat, vel illum dolore eu feugiat nulla
facilisis quod erat demonstratum at vero
eros et accumsan et iusto odio dignissim qui
blandit praesent luptatum zzril delenit augue
duis dolore te

feugait facilisi. Wisi enim ad minim eniam,
quis nostrud exerci tation ullamcorper
suscipit lobortis nisl ut aliquip ex ea
commodo consequat. Dolor in hendrerit in
vulputate velit esse molestie consequat, vel
illum dolore eu feugiat nulla facilisis quod.

dolore te feugait facilisi.
Wisi enim ad minim eniam, quis nostrud
exerci tation ullamcorper suscipit lobortis
nisl ut aliquip ex ea commodo ullamcorper
consequat.

TESTIMONIAL TITLE: BOLD ITALIC

Body copy: Garamond Italic. Wisi enim ad minim
veniam, quis nostrud exerci tation ul[amcorper suscipit
lobortis nisl ut aliquip ex ea commodo consequat. Dolor
in hendrerit in exerci tation tation ullamcorper suscipit

lobortis nisl ut aliquip ex ea commodo consequat.

Caption: Garamond Italic
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1.9 TYPOGRAPHY
FONTS FOR PRINT

This table serves as a guide for
typography in all printed collateral.

Although a certain amount of creative
freedom with regards to font weights,
sizes and colours are permitted, these
specifications should be followed as a
guide in order to achieve consistency in
all printed collateral.

Document

Annual report cover (A4)
Regional report cover (A4)
Brochure covers (A4)

Profile cover (A5 landscape)

Text pages for annual reports,
regional reports, brochures and
profile.

Business cards

Typography

Title
Subtitle

Title

Heading
Sub-heading
Body copy
Quotes

Page numbers
Footer

Caption

Name
Designation

Contact details

Typeface

Akzidenz Grotesk
Akzidenz Grotesk

Akzidenz Grotesk

Akzidenz Grotesk
Akzidenz Grotesk
Akzidenz Grotesk
Garamond

Akzidenz Grotesk
Akzidenz Grotesk

Garamond

Akzidenz Grotesk
Akzidenz Grotesk
Akzidenz Grotesk

Style

Regular/medium/bold

Regular

Medium

Light/regular/medium
Regular

Light

Italic

Medium

Medium

ltalic

Medium
Regular

Regular

Point Size

30
12

18

20
12
10.5
20
3
3
9

9
7.9
7.9

Colour

Black
Black

Black

Black/grey
Black/grey
Black

Grey
Black/grey
Black/grey
Black

Blue
Black
Black



24

1.9 TYPOGRAPHY
DIGITAL FONTS

MICROSOFT FONT

Calibri is the digital typeface

for electronic communication

and word processing documents
where the primary and secondary
typeface cannot be used due to
technical constraints.

ABCDEFGHIJKLM
NOPQRSTUVWXY/Z
abcdefghijklmnop

qrstuvwxyz
1234567890

Available weights

Calibri Light
Calibri Light Italic
Calibri Regular
Calibri Italic
Calibri Bold
Calibri Bold Italic

ELECTRONIC/WEB FONT

Muli is the digital typeface
for electronic and web based
communication.

ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijklmnop

qrstuvwxyz
1234567890

Available weights

Muli Extra Light Muli Semibold
Muli Extra Light Italic Muli Semibold Italic

Muli Light Muli Bold

Muli Light Italic Muli Bold Italic

Muli Regular Muli Extra Bold

Muli Italic Muli Extra Bold Italic
Muli Medium Muli Black

Muli Medium Italic Muli Black Italic

Document

Correspondence,
internal documents, policies,
briefs, fact sheets

and forms (A4)

PowerPoint

Email signatures

Newsletter

Video

Typography

Title
Subtitle
Headings
Body copy

Cover/divider title
Cover/divider subtitle

Slide title
Body copy

Company name

Contact details

Title
Subtitle
Body copy

Title

Subtitle

Section title
Caption
Speaker caption
Speaker title
Sub titles

Typeface

Calibri
Calibri
Calibri
Calibri

Calibri
Calibri
Calibri
Calibri

Calibri
Calibri

Muli
Muli
Muli

Muli
Muli
Muli
Muli
Muli
Muli
Muli

Style

Bold
Bold
Bold
Light

Bold
Regular
Bold

Regular

Bold

Regular

Extra bold
Regular
Light

Light
Light
Semibold
Bold
Bold
Regular

Regular

Point Size

20
18
11
10.5

38
25/30
38
28

16
12
12

70
30
55
30
30
25
25

Colour

Black
Black
Black
Black

Black/grey/white
Black/white
Black

Black

Black
Black

Black
Black
Black

Black
Black
Black
Black
Black
Black
Black



1.10 PHOTOGRAPHY

1. MISSION

Broad view of a non-detailed environment; wide perspective
landscape views with people from our target populations working
in the background.

Mission photographs can be used in the following collateral:
Posters, greeting cards, annual report covers, website homepage,
PowerPoint presentation cover and title slides and job
advertisements.

2. WHAT WE DO

These photographs focus on the core sector activities and portray
people in their typical working environments. Compositions are
interesting and focus on the technical aspect of the work.

What-we-do photographs can be used in the following collateral:

Banners, greeting cards for projects, covers and contents of
brochures, leaflets and fact sheets, website content, PowerPoint
presentation content slides, event invitations and advertisements.

3. RESULTS

Close-up of a clearly focused subject matter, such as products
and plants relating to specific projects.

Result photographs can be used in the following collateral:
Contents of brochures, leaflets and fact sheets, greeting card
projects, website content and PowerPoint presentation content
slides.

The photographic style is divided into
three categories:

Link to photography practical guide
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1.11 ONLINE SESSIONS

Online sessions are a great opportunity to present and boost our
brand to an external audience.

To increase the visibility of our logo/projeltiog, an individual
background can be displayed during virtual sessions (Skype, zoom,
teams).

‘ SWISS
FOUNDATION

FOR TECHNICAL
COOPERATION

(—
swisscontact

N

L ) || -

Ll

e S 5§ i L — — —
AURITI-SEMPRE
Smart Solutions

frir Gmart Aoricolinrs

‘ SWISS
FOUNDATION

FOR TECHNICAL
COOPERATION

(—
swisscontact
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2. CORPORATE

COMMUNICATION

2.1 Logo Application
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2.3 Administrative Materials
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2.7 Merchandise

2.8 Banners

2.9 Events

2.10 Video

2.11 E-Newsletter

2.12 Social Media
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27
28
29
32
43
45
58
59
60
61
64
65
70
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2.1 LOGO APPLICATION

Swisscontact’s corporate
communications — those that are
communicated on behalf of the
foundation as a whole — include all
materials on- and off line.

This includes all swisscontact.org
website and corporate social media
channels. These products are solely
owned and exclusively branded by
Swisscontact.

It is critical that all corporate
communications ensure the integrity of
our brand.

All corporate products must follow the
foundation’s graphic standards.

LOGO PLACEMENT ON PRINT
COLLATERAL AND STATIONERY

The logo should always be placed in
the top right corner, with the foundation
logo to left or below it. In exceptional
cases it may be centered, for example
on banners or special requests.

ON BACKGROUNDS

Where possible, the logo should appear
in full colour on a white background. The
foundation logo may be placed (in blue
or white) on photographic backgrounds
that provide good contrast and legibility
to ensure that it is clearly recognisable.
Alternatively, it can be placed next to
the Swisscontact logo, to the left of the
layout in blue.

Regional report cover example

CENTRAL, EAST
AND SOUTHERN
AFRICA

SWISE
FOUNDATION
FOE TECHHICAL
COOPERATION

Business card example

F::

FOURONT IO
FEE TEGHMIGAL
CEOFERATIGN

Flarian Meister

L
awisscontact

Y
gwisscontact

Orector Field Cpsrafions, Deputy Evacutisa Director

FPhone +41 44 424 17 21

+41 44 484 17 23
florian misisbar iFow Bsconkack ong
Skyps: fmewisscomaci.ch

Hankumsiraass 123
2008 Zurich
Swiredand
whew rviss comacl.org

CORPOEATE CORMMLUMNICATE

Cowaler Sogema

Market Systems Dovelepment Approach to Supparnt
the AustEquallly Gender Responsie Equitatle
Agricubure & Tourlem (GREAT) Programmis

A echnical & financial proposal

by G inacoinant

TITLE CAN RUN 2 LINES

LG TITLE WILL CADCHERE

31 August 200§

Acquisition document cover example

—

swisscontact

[ == T e

Banner example
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2.2 OFFICE SIGNAGE
DOOR PLATE

The office address is centred below the
Swisscontact logo. The size of the door

plate may vary according to the available
space for signage.

| SWISS
FOUNDATION

FOR TECHNICAL
COOPERATION

ey,
swisscontact

Office Address
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2.3 ADMINISTRATIVE
MATERIALS
LETTERHEAD

SIZE
A4 (210 x 297mm)

FONT SPECIFICATIONS

Address details, date & body copy:
Calibri Regular 11pt

Subject line: Calibri Bold 11pt
Designation: Calibri Regular 8pt
Address details: Calibri 7pt

Please note that the SGS logo has
been removed from the footer of the
letterhead.

| SWISS
FOUNDATION

FOR TECHNICAL

COOPERATION

Address Details 1
Address Details 2
Address Details 3
Address Details 4
Address Details 5
Address Details 6

Date

Subject

Attention

Text

Greeting
Swisscontact

Surname, Name

Designation

Addition

L,
swisscontact

@
HEnlOrTat I, CHAOOS O, Tl S4Ld PR LY LF, P 5L i AR LT T, wetv mimconisctong. infclieaisiontaat.ong e
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2.3 ADMINISTRATIVE
MATERIALS
BUSINESS CARD

SIZE
8b x bbmm

OWN LANGUAGE

Business cards may be produced in
other languages in addition to the
English version, or may be printed on
the back of the English version.

‘ LTI _ ——"3

FO:U FOOAT 1O gwiseEconfact
Fol TECHMIGAL
COOPERAT G

Florian Meister
Oractor Field Cpsradions, Doputy Exac ukisa Dineclor

Phone +41 44 424 17 21 Hankumeirasss 123
+41 44 454 {7 22 S208 Zunch
flor mn meishbar iFaw Bsconkack ong Swrrerdand

Skype: muowisscomad.ch wharar. mansscomacl.org
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2.3 ADMINISTRATIVE
MATERIALS
EMAIL SIGNATURE

The email signature is set in Calibri
10pt, black. Only the Swisscontact and
foundation names are bold, and no logo
is included.

Information on email signatures should
follow this order:

1. Name

Position title

3. Swisscontact

SWISS FOUNDATION FOR
TECHNICAL COOPERATION
Office Address

Phone, Mobile

Skype account (optional)
Web address (hyperlinked)

N

N O O A

A project, anniversary or event
announcement logo may be included
in the email signature, but only for a
maximum period of 6 months after
which it must be removed. It has to be
placed below the signature.

Florian Meister
Director Operations & Quality
Deputy Executive Director

Swisscontact
SWISS FOUNDATION FOR TECHNICAL COOPERATION

Hardturmstrasse 123, CH-8005 Zurich

Tel. +41 44 454 17 65, Mobile +41 44 454 17 97
skype: florian_meister

www.swisscontact.org
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2.4 MS OFFICE TEMPLATES
PRINCIPLES

MS Office Word templates are available
for download on your Word Programme.

Text and headings

= The font for all text is Calibri

= Headings are mostly written in capital
letters.

= Headings and sub-headings appear
in black, or one secondary colour per
document, 11/10.5pt.

= Black body copy, 10.5pt

= Links are underlined in black and
italicized

= The text can run in one or two
columns.

= All text is left aligned

= The footer contains the title of the
document, left aligned, and the page
number, right aligned, 10pt in grey

= Do not condense or expand the type

Colours and icons

= |cons from the Microsoft library can be
used

= Graphic elements should be used
sparsely and can appear in any of the
Swisscontact colours, with a maximum
of three additional colours

= Choose one base colour per document

= The warm or cold grey colours can
be used in various grids and tones,
especially for tables

= White borders are used for tables

Pictures

= Pictures from the Internet may not be
used unless the copyright has been
obtained

= For MS Office templates, images are
never placed in circles

Link to all MS Office templates

Document Title

DOCUMENT TITLE 20PT

Intro/highlighted copy, Regular 10.5pt

Ab incitempor sinvendus id ut que parum quiate
poremquam quatem. Ore eruptur alibus, sum facia
venis expelec tibusdae plat eatur acescias exeribus
auta soluptaquam alicto maxime necae vella dolupta
volorro volorep eligni temped que velesti voluptatur
se vollecta con nullor a si rere cumqguunde re labore,
nectur millupti untis ea natisi simodio. Ut adis perio.
Ita velique re eaqui corrovides etur.

Ferae dolor sim intium reic tem eum quam fugit
apicient quodita tempore perchillias deles modit
utemqui ipsunt andiationsed modit aute consendi ut la
voluptas eic tes mod exeri nimus.

Nem ipsandendit minullatur sam sum lab intium

1. H1 HEADING, CAPITALS, 11PT, BOLD

Body copy, 10.5pt, Light. Feritatiosam et odiae natiis
maiorro viditae. Dae lis qui idenditio. Min con reperit
eat venissincias ipient ea istia consequi bla ped et
voluptam ipsantessit, occumquide rehenimaio. It
laccum quo in providenda andaes expeles aut maximint
guuntion porporem esti dolorero moluptat molor.

'ﬁ H2 heading, Title Case, 10.5pt, Bold

Feritatiosam et odiae natiis maiorro viditae. Dae lis qui
idenditio. Min con reperit eat venissincias ipient ea istia
consequi bla ped et voluptam ipsantessit, occumquide
rehenimaio. It laccum quo in providenda andaes
expeles aut maximint quuntion porporem esti dolorero
moluptat molor magnimus, odisci bla num eseque

recab inus, totatgu atguam eumquis et ditatio saperion
nes es consequo tori sante perfercienia voluptatus
veris et que qui occaess equam, qUOS €0S ex eume es
magnatqui ad ut maximus qui tota velest, quas aliquia
parumquiam inihitatur rem ius et ad magnimus ma
conse perions endella musciduntur, cuptur.

Luptati quam facerias dolorio. Atat adi dolupit etur
aditaturi omnimagnimus dolupta del maximusapid ut
vollaudam ratem ium res eum dent destibusam cust,
simpellant quo everum volessum volores suntibus

rae quia nem ilitiae explitet modi con rest, que plaut
quibus, qui si arciasimi, officipic testemquiam voluptur?
Equatemped maxim rem iuntem es doluptam adis

ape quam fuga. Dolupta teserum, eos ant as utecessit
voluptiore veni nobit elis dolorepero berum.



2.4 MS OFFICE TEMPLATES
EMPLOYMENT AD
-]
INTERNSHIP SDP swisscontact

‘ SWISS
FOUNDATION

SIZE FOR TECHNICAL
A4 (210 x 297mm) COQPERATION

We are a leading partner organisation for the implementation of international development
projects. We promote inclusive economic, social and ecological development to make an effective
contribution towards sustainable and widespread prosperity in developing and emerging economies.

In Cambodia, Swisscontact carries out the Skills Requirements

Develcpment Programme (S0P).... [information about Proin sit amet ex eu risus vestibulum cursus sed at.

the project) * Praesent egestas lacus sit amet conseguat lacinia.
= Phaszellus ultricies enim wel gravida sodales.

Fawris fermentumn justo ac euvismod efficitur

To support us in the project activities we are looking for

a motivated = |n eget valit guis tortor viverra condimentum ac
dictim lectus.
INTERM 5DP = Lorem ipsum dodor sit amet, consectetur adipiscing.
= Cras ut nunc 3 erat cursus accummsan vel st metus.
Employment start:  xxx = Mauris fermentum justo ac euismod efficitur
Contract duration: & months = [n eget valit quis tortor viverra condimentum ac
Place of work: Phrom Penh, Cambedia dictum lectus.

Disposition for frequent travelling within the country
Gwisscomact offers atiractive working conditions iman

Tasks imtermnational and multicultural contest. We see gur

= Proin sit amet ex eu risus westibulum cursus sed at. work as a joint effort in an agile organizational culture;

= Praesent egestas lacus sit amet conseguat lacinia. miutual respect, trust and teamwork.

= Phasellus ultricies enim wel gravida sodales.

= Mauris fermentum justo ac euismod efficitur. We look forward to receiving your online application

= |n eget velit quis tortor viverra condimentum ac with the following documents: letter of motivation,
dictum lectus. curriculum vitae, diplomas and references. Please apply

= Lorem ipsum dolor sit amet, conssctetur adipiscing. exclusively via the online application portal.
= Crasut nunc a erat cursus accumsan vel st metus.
For further information please visit weana
swisscontact.ong.
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2.4 MS OFFICE TEMPLATES SIZE

PROJECT FACT SHEET

A4 (210 x 297mm)

Product Factsheet
COMMUNITY PARAMEDIC
TRAINING

There is @ severs shortage and geographic
makdistribution of skilled and qualified healthcare
professionals inthe healthcane system in Bangladesh.
With only 8.3 health hurman resource [HRH: doctors,
ruirses, michwives, assittants, fechnicians, parameadics)
for 10,000 poonle, Bangladach ic far halous that of tha

A4 5 recommended by WO

Bangiadesh also suffers from acute youth
unemplayment and underempioyment. Around 11.2
million pecple are unemployed and another 15 million
are underemphayed or have a Neither in Employment,
Education nor in Training (NEET] status. Of them 30.9%
are secnndary schanl graduates [RRS, 1FS 2017) Feery
waar Aot 7 P milkan woumg men and wemen (15 0
25 years) eater the job market without relevant and
transferable skills to compete in 8 dynamic and growing
malional ecamary.

SDG & SWISSCONTACT RELEVANCE

CPT addresses Sustainable Development Goals [3DG)

3, 5 and B - tnenmure pond health and wellheing and
nruminte darsnt work, soualhy for men and for wnmen,
respeotively. CFT irvodves publio, private and informal
educston institutions and fosters cooperstion betwean
prubdic ard privete insttutions W bkl a strong
ecosystem to address the current systermss shortages
of skilied professonals sn the heafthoare oystems.

Thus, CPT & very nelevant to the aims and objectiees of
Swizspontact.

Conmnmunly Pararmesin. Tiaimmg | Svesdonbacl 2020

Community Paramedic Training |CPT) is a two-

It equips secondary school graduates to provide
primary healthrans wervices in rural commonities
CPT has a rumiculoen af 11 madubes, which ic
and followeed by six months irternship ina
qualilel bunpital 1L st o prodo e gushlesd
mmmﬂ scake and
addresses the underserved last male challenge by
replacng traditional healers and quacks to reach
out to rural commaanities,

ACHIEVING SUSTAINABILITY TOWARDS
HEALIHLUAHE ACCESS [ASTHA)

Implemented by wizscontact Bangladesh
Funded by six private foundations, inchuding
Mavartis, Julius Baer Foundation etc.

ORI DO

Seven districls (Rangpurn, Milpharnari,
Ladrmrznir hat, Sunarmgany, Jyliet, Fatuakhali and

Barguna) throughout Bangiatesh

DURATION Of TRAINING

T years training: 18 months centre based
uneatinnad training and i manths of practical
imterrship in an attached hospital.

IMPACT

Between 2014-2019

= B48 Bangladeshi men & women completed
CPT and are active as community paramedics
[CP) directly through the project

» 197 (00 patients treated

= 266, 000 rural oomrrasnity memibers reached

mimpme b o e

T N M o T it g ! o B B B ]t

ol puality hesfithcare services provided by
CPs.

= 4 510 addhional graduates and achve
CPs active across the country, as a result
SystEm.

WHAT MAKES THE PRODUCT UNIQUE?

CPT brings an cverall positive transformation infoa
sountry's haalthcare econyrtam. it establishas various
prvate-public partnarchips to develop HRH skills

for healthcare jobs and suc-cessful healthcare seff-
e, Inthe pro-uess, this unigue keg-lenmn
trRining helps to bulld 3 naticnal cadne, 3 profession
for life for the aspiring young men and women 'wha
are ready to complement the HRH gap of a coun-tiry,
This unigue training offer ensures a combi-nation of
imitial VET and labour market inser-ton for aspining
ynath (PT addnesces the lash mile haalthesrs

and public health void in rural communities and
prepares praduates to be come swooessful healthaare
entrepreneurs. The interventon arcund CF'T offers
several iInnova-Tions: Enprovesd and refevant formal
WE tor cisadvantaged secondary school praduates,
cambined with enterprise development sup-port fior
graduates to defiver commencial, yet low cost guality
services, and buikding linkages to the healthcare
markets {dacteas haspitals, pharrranies, Rharatornies)

4 PARTMERS

Farmniers benefMming from CFT Include pub-Bg/private)
M0 LF T training insbtutes (CH1is), Department

of Health Education and Senvices, Academia and
Curriculumn Development au-thorities, vanous other
private ancillary serwices like digital curriculum and
confent deuslnpers, telemadicinehealth insur-ancs)
cnhithal modneefmadical torks providers, clinies and
haospitals.

CPT's goal is to achieve both to
APPROACH a) develop skilled healthcare
AND workers in rural areas. and

ACHIEVEMENTS hj rreate sustainahls nonme
mnnanrtyrsiteor for wome trsinesd

D ROrILInRGL TaF Py Trenas

heafthcare workers.

Impact on Health Educarion System: ASHTA was able

1o successiully strengthen the guahty of trainmg tor

rural health workers by addressing inharent weak-

MESSES.

= Adapting OFT curmiculum to curmment health
requiremants thrnisgh parbisipa-tve proceas

s Ruilding capacity of Cormmonity Paramadie Training
Enstutes [CPTIs) by im proving classrosmyteaching
facidithes, strenpthersng teacher and manape ment
[EETERTE T

= HBudding capacrity of publc education systemn by
assuning government’s par-boipatory cumeulum
design process and nofls out ASHTA throughout the
country.

Conmmunly Paramesing Tiammng | Svwsdioniacl 2020

@mm&m

CPT offers young men and women an
cppartunity to become qualified healthcare
enterprensurs. After graduation they choose o
take up employment or Set L theair own clinics
and bacorma self-amployed pracisbonars. Thus,
inwasbmant in CPT greas high returns in tanms of
incarme, combined with social recognition. Ine
silualion where Ue majorily of puooe nen amd
women resiges in remore ansas, Whnere meoical
facilities are extremely inadequate, there is
high demand for commercial medical senvices.
Pecpie are wilkng to pay a rranimal amount for
batio primary haalthcare. With such a demand,
[T preondides a perttive prospect tn it prach atec
in bringing in that opportunity to cater to that
lhigh rural demnand.

@ TARGET GROUPE

Jumdenls wf OFT are runal youth wdwees Tanules howe
very lemibed means to enable fegher sec-ondary school
graduates to pursue higher studies. Another target
group includes low-income groups in remate aneas
who do not have prop-er access to quality healthcare
SETVICES.

Impact on Healthcare Ecosysten: ASTHA alsa
intervened to improve the healthcare ecosystem of the
rural communities to make way for guality CP services
anel demand for CPT:

& Arouripg sommurity involvemrantfenmenmons
through arsaroness cam paignes like marketplace
rmeetings, health camps and courtyard mestings to
disseminae impomans Insructions on pood health
prachces and provelde detalls on LF senaces.

= Promoting CF senvice as 3 noble profession through
commurity leaders, government health regulators
and civil society to improve the sacial ac-ceptance of
tha (P

» Addding varsurs [maeenst healthnans hirsiness mordeds
through prvate seotor partnership to improve,
expand and sustain CF servioes at the poor rural
EE P T S

= Inteprabing CFI in the nabonal heafthcare educataon
system and assune nabhonal cerhiheaton and
manitoring of CP senvices to assure and sustain high
quality services.

s

SUSTAINABILTY CRITERIA
Zander Equality and Social Inclusson il
Hnanceal Capabality L1 1]
Emvironmental Responsibility
S Gomner rams L ]
~ | WORKING PRINCIPLES
:-‘.**'-i
Lridence-based Adeptive hlanagement L]
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outresch can bereft from this product. The
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45% more health workforee in Africa by 2030
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COMMUNITY PARAMEDIC TRAINING

APPROACH
AND

ACHIEVING SUSTAINABILITY TOWARDS ACHIEVEMENTS

HEALTHCARE ACCESS (ASTHA)

Implemanted by Swisscontact Bangladesh
Funded by six private foundations, including
Nowarts, Julius Baer Foundation eto

CPT's poal is to achieve both to a) develop skilled
healthcare workers in rural areas, and b) create
sustainable income opportunities for young trained
COUNTRY/PROVINCE healthcare workers.

Seven districts (Rangpur, Nilphamari, Lalmonirhat,
Sunamgan], Sylhet, Patuakhali and Bargunal)
throughout Bangladesh

Impact on Health Education System: ASHTA was
able to successfully strengthen the guality of training
for rural health workers by addressing inherent
DURATION Of TRAINING Wieak-nesses
Two years training: 128 months centre based = Adapting CPT curriculum to current health
wocational training and six months of practical requirements through participa-tive process.
intemship in an atached hospital. = Building capacity of Community Paramedic
Training Institutes (CPTis) by im-proving
IMPACT classroom/teaching facilities, strengthening
teacher and manage-ment capacities.
Betwesn 2014-2019:
= 248 Bamgladeshi men & women completed CPT
and are active as community paramedics (CP)
directly through the project

Impact on Healthcare Ecosystem: ASTHA alzo
intervened to improve the healthcare ecosystemn of
the rural commmunities to make way for guality CP
services and demand for CFT:

= 366,000 rural community members reached + Accuring community involvement/engagement

CPT aoffers young men and women an apportunity

o hapnma nuslified healthosre anternreancors Afrar ——

[ E | T R e 0T (S L i | R I e Al ™ iﬁ.",‘l.".x.' mmd

graduation they choose to take up employment or

set up their own clinics and become self~employed
practiticners. Thus, imwestment in CPT gives high
returns in terms of in-come, combined with social
recognition. In a situation where the majority of poor
men and women resides in remote areas, whers
medical facilibes are extremely inadequate, there is
high demand for commercial medical services. Pecple
are willing to pay a minimal amount for basic primary
healthcare. With such a demand, CPT provides a
positive prospect to its graduates im bringing in that
cpportunity to cater to that high rural demand.

through awareness campaigns about benefits of

BT T e e iy S

guality healthicare services provided by CFs.
= 4 300 additonal graduates and actve CPs active
across the country, as a result of adoption of CPT

oy awistine hasltheare oustom
T L=

llllll T 1 el i e e

through awareness cam-paigns like marketplace

B 1 1 T T | i i e
ILr

MEEONES, neg CArTips amo :'.'-E-i..il'i.'-rEﬁ mestings o
disserminate impor@ant instructions on good health
practices and provide details on CP services.

Promaoting CF senice 2= 2 noble profession
through community leaders, gowernment health
regulators and civil society to improve the social

ac-ceptance of the CPs.
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Thematic Offer

SKILLS DEVELOPMENT

L INTRODUCTION AND TERMINOLOGY

THITIAL
VOCATIONAL
EDUVLCATION
AND TRAINING

L ARCHIR
MARKET

INSERTION

=i el

Sourme- Doroe Comemitee Dusd VET L

Tlematic Cfle

v,

Swissontact understands Skills Developmant [30) as formal, nonformal and
imfiermal vooational education and training action, measwres, moohanisms and
wyalers, which prepare lor Une labuan rmarkest ared retaim perople in pioductie:
wimk. 30 eguips people with resowoes (kacwledge, capallites, skills i
atbtudes) to act with competence in their professional and social life. 30 supports
pecphe throughout their life to become and remain employakble, economically seif-
sustaining and to contribute to their development as responsible citizens.

Swisscartact works in three Working Areas, which define Skills Developrment:
Initial Voeatonal Edusation and Training | LVET] facilitates the school towerk
trarcition for young peopla after having Fnished basie, ganaral cecondary or higher
sducation and before entering the lsbour market. Labour Market [nsection [LAMI]
afelr e e spredl learring ard leismr mam et e alion meeds wf spesil
Eroups who are unempioyed or on the verge of resundancy. Combined with FVET,
LAMNY alsc caters for school dropouts and out-af-schoal individuals for their sodc-
profiessional integration. Upskilling and Reskilling {sontinued VET) supports people
whao are already actwve in the labour market and contributes to their adaptability
and flexibality in response to the ongoing and fast changes in the economy |-VET
aned Uip-ckilling [frevm rice o ssed together a5 WET) are carried oot at ary leuel

of mualifiegtion and chould idaally lead #o 2 formal or nonoformal dinlomae or 2
certificate.

There s 3 wide range of 30 schames how and where Taining is offered [see
diagram}: in Wil Schools, VET cantres, higher edutation insbtutions and {aften
in-formally] at the workplace [on the job learning). 2 An increasingly prefemed
scheme s the dual VET [school/centre in combination with workplace-based
tradning). Equally, blended learning is growing popular a3 a modem training
mnctality The durafion of training vanies aceonding o the type of training betwaen
chnrt and lnne-tarm training

Theswrg in WET Duml Eening Crcni _ 'I'Iﬁln!iu" I:hf_llﬂ
:-"'-"'I:-' A i '""'"""':;'" PR P
Lemine iy an cimpthrpee [apm onlne]

SEILLS DEVELSFRIENT | Swission iack 2000 il

3. HOW DOES SWISSCONTACT APPROACH SKILLS DEVELOPMENT IN PROJECTS?

In view of the broad range of develooment challenges and trends refated to Skills Development, the vanety of
Seizgoontact interventions is broad. In the followdng, 2 general common framesork i cutfinaed, which applias to
oy aspacts Swisccontact projacts usually addirass whean workeng in Skills Development.

3.1 Gl of 3C

Swisscontact’s 5D projects contribute to the shift away from supply diiven towards market criented and responsive
and yet accessible inclusive systerms. VET and LAMI Systems fulfill three purposes, which need to be well balanced
so that they con-tribute to sustainable income, social harmony, competitieness and low uremployment ates.
These are determining factors for inclusive growth: 1) access and indusion [secial purpese], 2] productivity and
SmRRTITERETE in anterpnises and industry [eemnnmie purpose)] and 9] emplogahility and mohiling (individual

purpesa).

1.2 Two weays of approaching Skills Development

Swisscontact approaches S0 in two ways, with different intervenbon logics, when it designs and implements
projects: Skills Development as a support function within a market systern development logic or as standalone
Skills Development projects which contribute to the overhaul of the VET system:

w:—:—
Irficerrad

i 7 Fusies
M strahon stardars

Legizlative, Institutional ard fineencing framework

wllem batarm tmsilian . Dok b el et s
rea et wed e et que

i e I
AT, B W

PAkp e an Wzl patm guabart sl latam

spemiia L i m Didarta il dmbris=d wlpm it Dibt

Fupiy ] el quimpsd S P Eain il
LS 1 LSS § [P &=

e o @] D radsied us

Sy y woc mnd funcona
Ecomoma:. pofitical and soces] contend
Tmatic Ciler SEILLS DEVELCPRIENT | Swisstoniack 2020

Skifls Development as a support function

WWithin these prosects, 50 has a support function,
which addrectets multiple growth heftenecks within
infuchry nr 3 cactnr, of which Hurran Beowirees ic
one. In suoh cases, responses are often linked to
wpsidlling and re-skilfing and the privete sector maght
even b ready W (wo-jlinance raining Lo have sacess
0 a gualihed work-fonce.

Thee focus of these projects is less on impacting
the VET systern or labour market insbitutions, than
addressing the overall performance of the sector
ar indueny &= shiam in the diagram (see hrief
upsidlling and rechkiling).

Standlalnne Skills Develnpment projects

(RBTIBIONE U0 PIC)Scis FosUS Ot SUTENHgy g

gl rarsformeng Wee VET and LAMI ecouyslen

oy engaging gifferent srakenalders, Including

the private sector at nabonal and bocal levels.
Interventions address acoess and inclusion
relevant guality training and [abowr market insertion
support for all learners, who see o increase thesr

empdayahility at ary fime of their life

1.3 Strategies for standabone Skills Development Projects

Swascontact applies an inchusive system development
apprmach (150) tn Skills Newelnpmant Projacts ame
dasigrad haced on the anabyss of the sncio-political
bevels. 5C builds on existing systerns and institutiona
arnd ey o Gevmlen Eyualily sl Sovial liebhusivn (GES)
as well as confhct sensinse and emaronmental lens to
ensure at least “"da-no-hanmn”™ N nbervenhons.

The anahysis includes the assessment of policy and
regu-latory framework conditions and the support
etnnr-thuwes, cenvines and fisnctinne i alen identifiec
axishing bottlanacks and barmarns, which influsnce tha
perfor-mance of the YT system and labour market
O

@ At Targat Group lawved

Al 30 interverticons sre desipned to improwe acoess
and Inclusion of warger proups to 50 and 1o equlp young

[people with 3ll the necessany skills and com-petences
and labour market services for a smooth and apid

integration into the labour market and for sustainable
empdoyability

L2 Ar Incritutinnal and System lousls

50 projects build capacities of exizting VIT and LAMI
Systems Ly irmnprove U gomess, quality and relevance
of context specihic VE | and labour market integrabon
sUpport. Swisscontact collaborates with enterpnses
and associgtons also as training providers, besides
encouraging them to recruit graduates , so thatas
empdovers, they have access to competent people to
FRMAIN At

To ansure sealing wp and sustainabillity of interventions,
Dwimscontact pays sttention to go wemance of WLT
snd LAMI systema. This includes the development of
rmiuit-sEkeholoer mechanisms and chose Imwodvement

ot the 30 ecosystem actors at nabcnal as wedl as local
levels. They jointly establish foemal or infiormal steering
rmechamisms, which Empact practices at local VET and
LA services at micro level. Swisscontact recognizes
tha leading and ac-five role played by the private
sartnr at nodicy and imeplamantatinn and tharsfnne
oystematically prommotes strong participation at miano,
rmeac and macrs leved and during the training deffvery
ar inbepr alion provess. Bgpually iinporiant is the
prrvate sector for co-hnancing of VE | systerms and LAKI
support servaces at nabonal and decentraised levels.

Swinscunbacl dxsurres in all 30 projects the role of @ fecilitatoe sowd capacity buslder wiho catlalyoes
innovations and ‘nudges”’ the relesant actors of the 31 ecosystem towands embracng change and
ownership for delivering better and more relevant senvices. Swisscontact invobies lpcal stakeholders in
palicy ckalogue with regional and national au-thorities and fosters echange and collaboration through formal
and non-formal stakeholder meetings and partnership platforms so that actors assume ther respectve roles
and responsibifities. This leads to stronger ownership of part-ners. Projects follow a boSom-up appnoach,
iually darting loralhy with calectad pilat. hafore working on sealing un and ereating a sustainahla, ousham
impact. Swissoontact believes that both, the capacity building prooess and the transfor mation of the VET and
LK opcbem take time, 25 thoy reguire 2 change in oufture and behanior and how they ore gow erned and
ryrmeel. Expeaally the latter one rinol be comidered in e kng-tenm penpective.

Tematic Siler SEILLS DEYVELCPRIENT | Swissioniack 2020



383

2.4 MS OFFICE TEMPLATES
GUIDES; MANUALS,

CONCEPTS, CASE STUDIES ETC.

SIZE
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Working Area : i
SUSTAINABLE AGRICULTURE e

L INTRODUCTION AND TERMINOLOGY

CHAMGING DDURSE IS CRITICAL — "BLISIMESS A5
LSUAL" iz no longer an option. (RAD 2008) Todary, there
i groeeing, curnemsds Lol agricuilune synteris rousk

bre Turrdaimrer-Lally Warsdfor rmesd amd becorme mone
sustasnabile in onder to pro-vice nutntous food Tar all,
improve Beelihoods and resilience of farmers, while

at the same time minimizing negathve impacts on the
ermsronment and dirmate and progressively imoroving
eco-systerms and soil quality. Approaches and prattices
o addrose tha dikarrma of how to produece more whila
rrairtaining ratural resources and esooystams and
rmake agriculture more emri-ronmentally sustsinable
aoe rmamifald, e agiuvesslogy, cliinale anasl
agriculture, consenvarion agriculmure, urban agriculture,
etc. These different agricubtural “schools” have specific
charac-teristics, but all are in line with the principles

af sustainable de-velopment and langely based on the
principles of agroecology.

Suseccamiact rofors ta tha broad tarrm of suctainahia
agrical ture to corsider the diversity of agrioulture
initiatives developed in our different regions. The

Term hghlights the balancing of the economig,
emaronemental, and socal dimensons of the agncul-
tural systerms and emphasises the maintenance

af agricultural production System:s over Gme.
Fwisscontact's understanding of sustainable agrcufture
iz hased nn the ey principles of the Fooed and
Agrirsilfure Orgarization [FA0)

= Improsing efficiency in the use of resources is key to sustainable agricufturne

= Sustainahility requiines direst actinn tn conseree protect and enhance
riatiral resnurmes

5 PRINCIPLES = |r'|'p\l'l:|‘-'l-r-'ﬂ reefihoods and social well being while fostening ndusie
BCONOTEs growth

= Enbawaig the resilience of people, cormmunilies, and ecosysberms,
especially to cimate change and market volatity

= Good povermance 5 essenbad for the sustainatiisty of both the natural and

Ihsman systerns

OF SUSTAINABLE
AGRICULTURE

Viorking Sres SUSTRINABLE INFRASTRUCTUSE | Swinsconiacl 2020 1l

3. HOW DO SWISSCONTACT PROJECTS ADDRESS SUSTAINABLE AGRICULTURE?

In views of the broad range of develoomant challenges related to agriculture and rural livelinoods, Swisscontact’s
intansan-bors in the sector amne manifiold, [n tha following, a general comemon framework iz outlined, which applies
to all Swasscontact projects working in the field of agricultura.

3.1 Gl

Swisscontact aims to empower male and female farmers, within their sodo-cultural and territorial contest, to
sustainably generate additional income and to be equipped for and capable of responding to dynamically changing
chmate and market conditions. At the same time, we seek to contribute to transforming the agriculture sector
towards mone sustainability, by building capacities of relevant system actors and developing inclusive, rescurnce
afficiant and re<ilient agriculfural ostems, which drenpthan natural pmoecces and annoystemes

In that sense we sim to contribute to strengthen the multiple dimensions of sustainability in agrisultural systems
{Table 1] and sesk to find innowative solutions which build on synergies between different dimensions and/for
reduce trade-offs.

-

Increased and mone stabla
inenmea

')
22Isr0 LR O

ducing casts

» Reduced risks by diversifying

income soLnes

Enhanced economic autonodmy
Accass 1o SUpport senvices
Provide decent work, [seif-)
employrment ard a recognised
“prfeccnn®

Frnhanre farmam: firancial and
ertreprencunial capabilitees

3.2 Strategy

Ermvinomnrenilal dinsersian;

INCTEAsINE emaronmenial health,

climate change mitigation and

adaptation

= Enhance sustainable and
afficiant e of recniroas

» Develop carcular econcmies
[reuse of rescurces and
miateriats] and regduc-tion of
waste:

= Mainin/enhance bicdiversity

= Maintain rmultiple functians of
ecogys-tems and landscapes

= Rarire GHE smiscdons amnd
arhanra nf rarhon cirke

= Ersung that people are

equipped for/ capable of
adapting o cdimate change

mCreasing social welHbesng of
male and female farmers

= [ncrease inclusiveness and
enuality of arcess o producte
recod enar

= Incresse power and voice
{mgency ) of the micst vulnerabls
and the capacity o [seit-]
CIEanise

= [ncrease livelihood choices

= Empower farmers to build
autcnormy and adaptie
rRpAnty

s Mlsintain roltural hentaza

= inoresce sooial recopnition and
seff-confidence (e g through
recugnized ca-padities)

= hgster co-creabon and shanng
of knowiledge

addressing a probiem or constraint of the tanget group directly, Swisscontact aams to understand and draw on

the underlaying causes by thoroughly analysing the overall rarket systemn, including the economic, soco-political
and emironmental context at local, regicnal and national levels. From the very beginning Swisscontact considers
gender equality and social inclusion [GESI), conflict sensitivity and environmental responsibility to identify critical
rsues and at a miniraem srcure “do no hamm® ininterwentinns. The anabgsis includes the assecement of the cone
walue chain, support funchinre and the ceerall regulatony frame-wnrk conditions Corstraints for the tangst proap
rormally originate in missinglow quality support functions and laok ing/urfevourable regulatory conditions.

T adiedress Livese botterecis and unlooking opporlunities gt the system bevel, Sanisscon tact works in Wee main
“wlivily aeas” (e ab Thesa y ol Change, Chaplen 3.4),

Vionking Sres SUSTRINABLE INFRASTRUCTUSE | Swinscutacl 2020

(@) Target Groups

iGhean the wide range of agriculture projects
Sevcenninbant reaches 3 vaniety of differant actnees
barnsfittng from intenmrticns including farmars,
micre small and medium siced entrepreneurs as
wrell as growth and trade-criented entreprenewrs
|agri-businesses). Identification of the @rgeT groups
often depend on the frAaming of the propect and on
dionars’ preferences. However, the vast majonity of
Swisscontact projects address male and fermale farmers
as their target dients who ultimately banefit from
infarvantinne Toreach thecs farmers, enhancs thair
nrvadedpe and capanities and increase thair acnecs tn
relevant guality products and servioes, Swissoontact
wrorks through privete and public partners, whao often
Leermelit Tocarm irbey vernlines oo wasll |nwacalional
training progects, Swisscontact parhcularty focuses on
Youth and socal Inciu=on of minon-oes.

&4 Partrers
S delfuprs progacts by building caparitias and foctening:
sollaboration of cervice providers and othar releant

prwvate and publio system aotors, which in many oases
abs dlirectly bewrefit G projest interentionm.

e I

T e e Seraraess L own L. T Pt Fo e
~fud PR LAOAEE LU TTH AL, U S FEILNEEY A LA CIREE ]

= Private sector partners include, producer
organisations, input and senvice providess, traders,
processers &5 well as praviders of support services
enirh an histiness devedngemant candnes firanosial
SRVICRS, B

= Pubdic rector partners inchsde relevant government
entibes and public institutions ot different levels.
Collaboration with public parmners are mainly
directed at facilitahing the development of a

Universities can play an important role as inowledge
partners on one hand and on the other is a ey partner
tn e e knoawdedge and rapacity desalnpmant in

the long term by inoluding relevant aspeots into the
curmicula of local universites. MED, cammied out by
Uriversilies or privale aampanies, is o s dives

fior INNCYALNons e g. in breeding crops that are more
resstant to chrmate nsks, providing new technodogies

for precision agriculture etc

To ensure sustainable practices bevond project
ruratinn, it iz eroeial tn

A) identify and seleot partners applying good
emdremal practives andte willing el abile 1o
Imiprowve el practices and

B] identthy and strengthen mcentes for partners to
apply pood enwinonmental practices in the long term.

Swissconact applies a three-level approach To enhancing |emdnonmenal] sustainability in agricultune — offering a
boad framewsrk which i applicable to all Swasscontact's agneulture projects and builds on our vaned expenences

— aiming at
wlr Loy sirergihening preen shils/peen pln and grosm lnoocases,
I-H charge towards B poSoy Bnvinorrment Bt ankseces
g s “_.ﬂpml.
~ hmmeEimﬂmufhm
Making sgricaithure while “radnciresming ™ sestminsbifity smpects and promoting:
rore sustainaide PO EsTDrmEn iy frendly prechces,
ond mervices, strengthening rrackst Brlages ond desdlopirga
mppnrhng pelary srsirnemeTd
i o N i mnd rmams harm tn Bhm
Boko Frmuming that projecte mrny
Mirimal requiremess s 8 i mam level snd infnodacieg respective: miriral
reguinErmEnTS which ness m be fulfiled in sl apricuitire projeos.
Vo king Srea SUSTRIMNABLE INFAASTRUCTUSAE | Swinstokac]l 2020 g5
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1. CONTEXT

1.1 SOCIO-ECONOMIC CONTEXT
Macro—goonomic tronds

The Kingdom of Camboedia has come a long way
considering s wmuliTwous history maried by
calanization, the Vietnam War, and the Khmer Rouge
rEgime Mﬂdnl-ed mimmlmmﬂ‘mman
capital in the 1970s-15%80s. Despite socio-economic
challenges, complex domestic palitics and regicnal
gropalities, the enurtny has transformed itself in the :
tast twarty yaars and has seen tha establichmant of
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masry instifutions oritieal to a dermooratio state and a
successhully praduated to o lower-middisincome
by in 20065, & enuling b, 5. Hiiipilyn ol Combaeiie

Cambadia’s poverty rate fiell at a fast pace, from 47.8% in 2007 to 15.5% in 2014. While Cambodia achieved in
2009 the Millenniurm Development Goal [MDG) of halving poverty, the vast majority of families who escaped
powverty did 5o by a small mangin and around 4.5 milion people remain near-paor or at riskc of falling back irto
powverty if expased to economic shocks”. About B0 of the poor live in the countrysice®. & 2017 socio-economic
auirvey paiblichad hy tha Matineal Inctitote of Stasities [NIZ) and Wnictry of Planning (MaP) thesuad that in rursl
arcas, the sverage inoome per person was around 1.15 USD per dary, or 35 USD a month/420 UED a year®; stark
oontrast to the annual Sross Domestio Income (G0) per capita of 1,510 USD in 2048, This indicates significant
e ineguality. The SEni Indes for Cambmdia was reported ot 3008 for the year 2002 In 2015, Camibmadia®s
richest 20% of Nousehalds on average consumed Mve THMES Mone Than The poCrest 209 per day™.

The country's econcmy is growing fast and steadily [Figure 1). With a sustained average growth rate of 3%
between 1998 and 2008, Cambodia is one of the fastest-growing econcmies in the world®. The Grass Domestic
Product [GDFP] per capita in Cambodia was kst recorded at USD 1,.205.30 in 20187, with agriculture contributing
25.5%, industry contributing 32 8% and services contributing 41 9% to the overall economic growth'. This
gronwth, howseer, rasts on a slim foundation fualled by a faw driving industrias, namaely agricutture, garrrant
manufacturing, haspitalityftourism, and construction, all of which suffer from low labour productivity in
somparison to other ASCAN countries™.

TVl ETamion

The expansion of the industrial and service sectors,

and the jobs created therewith, have ceated a strong =
rural out-rmigration to urban and pen-wrban areas, and
abrmad Camboddians froem nural areas alun migrate to s
more prosparous neighbouring ASEAN courntrias and
beyond in the search of work. The net migration rate
s land recirded ot -1493,999 in 2017, In tevers of
dEsTIngion, MeEi-naei migraton acooums fior 159,
reral-urban tor 3 /% and cross bonder (mostly Thadland)

for 31% of the total migration. Phnom Penh is the most

prefermed option for both permanent and long-term a

migrants, while migration to Thailand has been high Ml B P

run the apenda nnt anly for lonp-farm bt alsn seasonal e Talespencsii o, Relosal it of Satslin of Cardudu
and permanant migrationt®
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34 0UTREACH AMD LEVEL OF IMTERVEMTIOMN

Tabde I summanzes the actors S0 will engage with st each level and provides information on peographical
wutresch armd intenventions e each slaketwider,

Wirustry of Labour and 1A 1 and 3 Colaborsbor io 8] steer impiermentabon of TVCT

VocEhonal Traning schoDd CEvelopment programmss w et prowvinces
wnd bj Tralning for poor and disadwermaged youth In
prdic reg e L g, pruwides s (g e Ly bl

Kational Ermploymens & 1 Prram Pern Pobicy dislogue or sustsinable finsncirg of TYET aed
Apmrry inchemion of desdwetared youth in treming ard Belcng
them ta employment
MALCRD
Wainizry of Tourism ¥ Frram Fern Colaboretion w0 bulld capadty of FTG snd jod censre

stadf 1o celver career courseling, provice employrment
serrives srnd wvlebdizh Enbages with snbuastp infoulhle
target pravances.

Bkil's Developmens Develoamrent Prrom: Pern Colaborwbor to stesr mmolemieniaticn of Hoks snd
Fund Fured 14 2 arry out assessment and certfication of kesmners and

Prwrview il Thaming (L% Er s, Flung Pruvale toubrical oo firserwial sappaort G upgprede
Cenlies Teeng, Preah Lrmning yuelty ¥ 3 FTC. bn Kretic, Sung Treng, Presh
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Flond s, plana. In Mondulkin and AeSanakin: InSstion of

Bartarakin reilimhoarssine in sceseon qualiy sad repacity boldng
nmacie ragm ity huilding ooppest Seendl okt in
emlprfnd neropaiaes

Countrywide

TVET Actors Az Invite TVET actors i sddress pressing needs and

urderlying csuses of probiers in the supply snd
derraind mesmatch of the Isbour market. SJupport
dengn, piloting and cazeminabon of soltons for
Improwed TVET dellvery,

“BezoralEd” Training &3 Prrom Pert Conitrect traning providers to provide ousfity
Preriders Sien Reap/Erate  end marketbased vooationsd skill training for
disadvertsped vouth snd link them to gamful
empioyment. Morior treirang cutpots as well e
emplioyment and income outoomes over Brne. Work
MESD with them to develop mone sasteinable machsnisms

for inchusive training provision. Support thes for
rmabikmton of lesrrers from tanpet provinces.

Provimcisd Degatrmemty 184 Kratiz, Dtumg Ergzce wits PlaTa to skrempthee the rural boaziasbey
of Teaoriem Temrm, Demzh gacieer poy imelee et w rosteieable s rbilles rotee
e, forr lowschllad weorknn. Collub-crwbe o work dosely with
IWbonaduliGn. the privete jecior to oo-furd the Holla tremings
Fattarakin
Hospitality Busiresces 1AM Kratie, Stung Ergmze with kaospitelity businesses to strevngthen
lreng, Freah ‘the sector w the rumd sneas and baakd 8 sustsasabis
Wilear, upsikiling system for lowsinled worbers.
Iefonadiuficin]
Pamarakin
Hospetalty Amociations A4 Prrem Perty Colsborwte with wmbrells onpsniasbces to 1) suppaort
Sien Raap mapacity boldieg of hospitafty busisesses snd PDoT
‘tradners, ard ) suppart the hospatslity sector in the
target provinoes to be better organised and comnecied.
Tz ilacl i vl afegia o vl Maree of Faiine 30

Relpwant Stakshnldars

The figure in Annex 13 ilustrates stakeholder landscape ot the end of Phase 1 and proposed changes for Phase 2
{red arrocaws). 1t alzo shows the need for investments intc relaticnships with stakehcdders | ¢] and potential areas for
womiflict ). The fullowing are U rnplications of this.

* Pubdic rickeholders
The aim is to collaborate more dosely with these actors to gradually hand over ownership fior Hoka. Public actors
are crucial to the intervention, as they are the official gatekeepers of hospitality training in Cambodia. Buy-in and
support of the five POoT will especally influence the success of Hol(a in the tarpet provinces.

= Arivate stakeholders
Through strong commitrnent they make to Hola by participating in capaoity building aotiities, business owrers
ard ranggers’ L wilh 30F will e strerglhened, Similan Lo 1AL, the kocal cormrsnily wall be dosely enigaged
WiTh, aMong others, infonmarional BvenTs 10 EuaanTes thelr SUppoT for the beneficares and activites of S0F,

-

Development partners

Enowiedge exchange with successful hospitality schools run by NG0s will be important and sought throughout
the intervention. Further, ILD i working closehy with MaT as well, and it will be important for S0P to stay
updated on plans and results emerging from that collaboration.

Canl socichy organizahions

It will be impartant to strengthen the relations with the Cambodia Nestaurant Azsociation (CNA) and Cambodia
Hotel Associaion {CHA) 1o anchor Hola In The kong nun and Bnk it oo capacity bulkding services of Industry
ASEOCATIONS. AS 3 NESUIT, MONe iNdUSTTY 3550CiaTions, SUCh &5 e Hotel and REstsw=nT QU in Siem feap, mign
become interested and establish chapters in S0P's target provinces as a result of HoKa activities. Local NGOs in
the existing and new target provinces will also be contacted to discover possible collaboration or assistance.

-

Sstemic change end sustoinmbdiity

For Hrl(a, there willl he fen sistainahility anchars (1) the Gmsmmant acd [2) the hespitality industry MaT
will ouen Hoka and will gain sparianca in rolling cut training theough PDoT trainars at the provincial leved, PCoT
and industry tradners will become sccredited National Trainers as part of the process, deployed anywhere in the
ke y o deliver Hoka and Lhevewith replicete it beyond 30/ argel poviroes. Hols owmershig by Uee Mo T
wiil De fostered Dy ciosely inwoiving Them 00 SIEer The TRININE programme.

ool
Foy
hr;“rm i
| Owmerf
Coondinate manager
-
(PDeT)
Industry Trainer Lowe-skilled
lm - Mﬂ!’l'm" Staff
Group = Conduct assessment
= O skills test/assessment
= lssue Hoka certificate
Fiirare 10 Suc sivabaliy modal L4 4
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41 2.4 MS OFFICE TEMPLATES SIZE

POWERPOINT TEMPLATE: WIDESCREEN FORMAT 16:9
COVER AND CLOSING
SLIDES
The world map can either be placed in Cover slide option 1 Cover slide option 2
single colour white (opacity 60-80%),
or in full colour blue and white on the
i CORPORATE COMMUNICATION —=- CORPORATE COMMUNICATION —-
cover slide. TITLE CAN RUN 2 LINES awisscontact TITLE CAN RUN 2 LINES swisacantact

If the foundation logo is not sufficiently
visible when placed on the image, it may
be placed next to the Swisscontact logo
at the top right of the cover slide. In
such an instance, the presentation title
will move to the bottom left of the slide,
over the image.

= TITLE WILL '.""‘:l HERE ‘ BT s \ LB T1TLE WILL "-'-’-",.L'!';r-tt

Title: 31 August 2020 (8 = AT ~ 31 August 2020 (1 i

Calibri Bold 38pt, title case

Subtitle:
Calibri Regular 25pt , , . .
Cover slide option 3 Closing slide
BTSN — —
mrrn:llﬂ::.l. awisaconiact swigaconiact

THANK YOU

CORPORATE COMMUNICATION - S
TITLE CAN RUN 2.LINES et \ _ SWESS FOUNDATION FOR TECHNICAL COORERATION

Hardturmastrazse 127

SUB 11TLE WILL G0 l_ﬁfﬂ; 2 al _-.'rl. ..__- ¥ .__..'-':' \ CI 0005 Zarich
4 . o Tel. 141 44 454 17 17

531 August 2020 : L SR vl - o WV SRS AL L
W s 1




42 2.4 MS OFFICE TEMPLATES SIZE
POWERPOINT TEMPLATE: WIDESCREEN FORMAT 16:9
DIVIDER SLIDES

In order to differentiate between
sections, the circular holding device

: ) = =>
may appear in any of the primary or A aswisscontact A swisacontact
secondary Swisscontact colours.

Title:

TR - DIVIDER SLIDE TITLE DIVIDER SLIDE TITLE
Calibri Bold 38pt, title case CAM GO HERE CAN GO HERE
Subtitle: SUB TITLE WILL SUB TITLE WILL

30 HERE 30 HERE

Calibri Regular 30pt

H -
— swisacontact swisacontact

DIVIDER SLIDE TITLE
CAN GO HERE

SUB TITLE WILL
G0 HERE




43

2.4 MS OFFICE TEMPLATES
POWERPOINT TEMPLATE:
TEXT SLIDES

SIZE
WIDESCREEN FORMAT 16:9

Shown here are examples of the
different types of text slides that can be
found in the MS PowerPoint template.

These examples are available as a
template, and the layout principles
as shown here should be followed
consistently in all PowerPoint
presentations.

The logo is always positioned at the top
right corner of the presentation.

Swisscontact blue and grey, and tints
thereof, should be used primarily in all

tables, graphs and charts.

Secondary coloured blocks and circles

may be used to pull out copy or highlight

text.

Headings:
Calibri Bold 38pt, title case

Body copy:
Calibri Regular/Bold 28pt

Text slide with pull-out paragraph or quote

TITLE OF SLIDE WILL GO HERE

Lowremn [psum dolor sit amet, consectetuer adipiscing elt, sed
diam nonummnmy nibh evismod tinadumnt ut leoreet dolore magna
Siguamerat volutpol U wisl cnim ad minim yoeniom, guis
nostrud exera tation ullameorper suscipet lobores recl ut aliqup
Px Pa cxomrmodn mnserual . Duis aulem ved eum irioee dolor in
hendrerit in vulputate velit esse molestie consequat, vel illum
dolore eu feugiat nulla facilisis at vero cros of accumsan ef iusto

odio dignissim qui biandit praesent luptatum il

Loremn ipsum dolor sit amet, consectetur adipiscdng elit. Donec
faucibue odio ot foucibus Wlomeorper. Imteger volit eros, vehicula
non hendrarit at, ulirices vitae eros. Maurk vitae nld nunc.

Text slide with picture

TITLE OF SLIDE WILL GO HERE

| orem ipsum dolor sil amel, consedeluer
adipiscing elit, sed diam nonummy nibh
euismod tincidunt ut laorect dolore magna
aliquam erat volutpat. Ut wisi enim ad minim
weniam, quis nostrud exerci tation ullamcorper
suscipit lebortis nisl ut aliquip ex ea commodo

conscquat.

Duis autem wel pum irivre dolor in endreril in
vulputate velit esse molestie consequat, vel
llum dolore eu feugiat nulla facilisis at vero eros
et accumsan et justo odio dignissim qui blandit
praesenl luplalum zeril.

L
pwlnneontast

PULL-OUT TEXT OR
QUOTE CAN GO HERE AS
A PARMNGRAPH, LEHT
ALIGNFD AND CFNTRFD
TO THE CIRCLE.

L
swlnneontact

Slide with picture and pull-out text

TITLE OF SLIDE WILL GO HERE =-
awisacontact

Lorem ipsum
dolor sit amet,

consectetuer

Text slide with graphic

Lot
pwisnzontast

TITLE OF SLIDE WILL GO HERE

Lorem ipsum dolor sil amel, comsecleluer adipiscing elil,
sed diam nonummy nibh euismed tincidunt ut lacreet
dolore magna aliqguam erat volutpat. Ut wisi cnim ad
minim veniam, quis nostrud exerci tation ullamcorper
suscipit lobortis nisl ut aliquip ex ea commodo consequat.

Duis autem vel cum iriure dolor in hendrerit in vulputate Image &
velit esse molestie consequat, vel illum dolore eu feugiat Reputation
nulla laclisis al vero eros el sooumsan el iusto odio
dignissim qui blandit praesent luptatum zzril.

Ut wisi enim ad minim veniam, quis nostrud exercl tation
ullameorper suscipil lobortis nisl ul aliguip ex ea
commaodo consequat.
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2.5 LAYOUT GRID

A four column grid (split into two) is
used for all A4 and Ab page layouts
such as brochures, reports, profiles
and templates. This grid is used as a
structure for text, images and shapes.

Page layouts can follow a one or two
column text grid. In some cases, half a
column grid (eg. 1.5 or 2.5 columns) can
be used.

Column 1 Column 2 Column 3 Column 4

Column 1 Column 2 Column 3 Column 4




2.5 LAYOUT GRID
EXAMPLE

A4 layout grid A5 landscape layout grid

Column 1 Column 2 Column 3 Column 4
Shown here are examples of how layout : : : |
_ . Column 1 Column 2 Column 3 Column 4 : :
elements fall within the column grid. ITEL: E E E ~ WAS WIR TUN
HZiQENZ EiRDTESK Ve s H&lwlmnd:‘!:lm n,
EGULAR |22 PUNKT T R g
= : : . : Uniwr u‘nl‘m'l'ﬂ.l:l'rnll.l'nm &

Wir frd ! nutrnd'ruﬂpl:mm,
garcheitc] [l'hrldchmgr.:u

4:-r<r|1nr1-'ir:l'rrr- ; ;

Yiz1 enimiad minim egiom, quis nostrud exerti tation Wlamcorper sulpcipt bbdris nisl

t akbquip n:'-: Qi C o oy o .-ne..-quﬂ Crolid in| handirerit In vulputate yalit ozes rlr-:-lnﬂn-:-
n:-n:uaqualt vl illum fdofore su fEl-J gl nulfa fachiaie q.n:u:l erat dempngtratum at yeio erga.
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n vulputate veit esse malestie consequat vel

onsrathim atwere gros of accumedn ot ushs

it pracaent bptabum ol
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The world map can either be placed in It the foundation logo is not sufficiently In such an instance, the brochure title

46 2.6 PRINTED COLLATERAL single colour white (opacity 60-80%), or visible when placed on the image, it may will move to the bottom left of the
GLOBAL ANNUAL REPORT in full colour blue and white. be placed next to the Swisscontact logo layout, over the image.
COVERS at the top right of the layout.
Cover option 1 Cover option 2 Cover option 3
— — =
swisscontact swisscontact ’E“ swissconlact
FOUNDATION

FOR TECHHICAL
COOPERATION

ANNUAL ANNUAL
REPORT REPORT

]

|
i
!

| SWISS | SWISS

FOUMNDATION ! FOUMNDATION
FOR TECHMICAL ¥ FOR TECHMICAL
COOPERATION 7 COOPERATION

ol
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2.6 PRINTED COLLATERAL

GLOBAL ANNUAL REPORT
DPS LAYOUTS AND
BACK COVER
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COVERS

in full colour blue and white.

The world map can either be placed in
single colour white (opacity 60-80%), or

It the foundation logo is not sufficiently
visible when placed on the image, it may
be placed next to the Swisscontact logo
at the top right of the layout.

In such an instance, the brochure title
will move to the bottom left of the
layout, over the image.
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single colour white (opacity 60-80%),
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cover page.
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2.6 PRINTED COLLATERAL

Ab5 PROFILE COVER

The world map can either be placed in

in full colour blue and white.

single colour white (opacity 60-80%), or

Cover option 1

PROFILE

—
swisscontact

Cover option 2

PROFILE

[

FOR TECHNICAL

—
swisscontact

Back cover

Swsscontect

SENEE FOUMDATION FON TECHMICAL CODPERATION
Hadbs neslimsse 1 23

CH-8005 Zurch

lel +41 44 454 17 1Y

v Swisscontactong

LEWO-G0 lenieyet: S unbal ml svsgece el il des G0 lesrgped von

ZEW0. Es wird gemennuizigen Crgantsakonan fur den gewissenhaian Limgang
mit gen ihnen avverirauten Geloem veriehen, beschenigl den mveckoestimmien,
wrischatBchen usd wrkungseolen Ensalz von Spenden end siehl $0r rasspanenis
und verirauenssdndige Ugansabonen mis funkbonienandan Fontralstnaciren,

die b in der Mifteibaschaiftung und der Fommumikabon wahsen, S sscontact

wird regeimassig auf die Einhaftung der Kriterien geproft. {Custie: 7 EWO)

Swisscontact izt Mitghed von Trans parsncy Intemalionsl und LIN Global Compact
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2.6 PRINTED COLLATERAL

Ab PROFILE
DPS LAYOUTS

Link to Profile template
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The world map can either be placed in

2.6 PRINTED COLLATERAL single colour white (opacity 60-80%), or

FOLDER WITH PICTURE in full colour blue and white.

SIZE
220mm x 305mm with a bmm gusset

Cover option 1

-
1 SWIssS
FOUNDATION

FOR TECHMNICAL
COOPERATION

Cover option 2

—
swisscontact

"h

FOR TECHNICAL
COOPERATION

We create opportunities

——
swisscontact

Back cover

Serescontact
SWISS FOUNDATION FOR TECHNICAL COOPCRATION

Hardturmstrasse 123
CH-800% Ziwich

lel +41 34 4b4 1Y 17
ey awvisacontactong
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2.6 PRINTED COLLATERAL

FOLDER WITH MAP
DEVICE ONLY

The world map can either be placed in

in full colour blue and white.

single colour white (opacity 60-80%), or

SIZE

220mm x 305mm with a bmm gusset Link to Folder template

Cover option 1

| IWISS
FOUNDATION

FOR TECHMNICAL
COOPERATION

We ereate opportunities

L—
swisscontact

Cover option 2

| SWISS

' FOUNDATIOMN
FOR TECHMICAL
COOPERATION

e create o pporrin ities

—
swisscontact

Back cover

Bwimacontact
SWISS FOUNMATION FOR TECHNICAL COOPERATION

Hardturmstrassai 23
CH-8005 Finch
Tel +41 44 4541717

v mwinsrnnBact nag
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2.6 PRINTED COLLATERAL
PAPER SPECIFICATIONS
AND DISCLAIMER

PAPER SPECIFICATIONS

It is recommended that corporate
publications be printed on stock made
from pulp bleached without chlorine
(100% TCF) and with a high recycled
content. Papers made exclusively
from recycled fibers should be used in

particular for high-volume applications.

We use matt coated stock.

Paper guidelines for printed collateral

High quality, matt coated paper stock,
ground wood free, 100% chlorine-free.

Pure white.

Covers: 250 gsm
Text pages: 135 =150 gsm

DISCLAIMER

A disclaimer is generally any statement
intended to specify or delimit the scope
of rights and obligations. The following
wording might be used and translated in
different languages:

Information within this "manual” (adapt)
may be adapted to your needs and the
regional/country context. Please give
Swisscontact due credit and use proper
references when citing the material.

All information remains Swisscontact’s
exclusive property and may not be
commercially reproduced without
Swisscontact’s prior written consent.



59 2.7 MERCHANDISE

It possible, the logo should always be
centered on pens and USB memory
sticks. On diaries and notebooks, it
should be placed top right.

The full colour logo should be used on awisscontact
white merchandise, or the single colour

white version on darker colours. The

logo may also be debossed or engraved. .

On golf shirts, the logo should be placed o
on the chest, top right.

The minimum size for the Swisscontact
logo on clothing is 50mm wide.

\ﬁ‘ swisscontact -
F—. p—— e




2.8 BANNERS

The world map can either be placed

in single colour white (opacity 60-
809%), or in full colour blue and white.
Alternatively, the leitmotif can be used a
graphic element overlaying the picture.

SIZE
2 000 x 800mm
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2.9 EVENTS

PODIUM

The Swisscontact logo and the
foundation logo should appear on the
podium,

MEDIA WALL

When creating a video recording or
photographing an event, a repeating
backdrop of the logo and foundation
logo can be used in conjunction with a
podium sign.

An entry/welcome Banner can be
placed at the entrance of the venue.

Podium

[T T e
FOUNDAL S et

Media wall
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To ensure a consistent look and feel,

2.10 VIDEO Swisscontact-produced videos on corporate
OPENING SEQUENCE level use an official opening circular device
OPTION 1 sequence as described here.

Link to Video templates

1. Video starts.

S
N
A N \\\\\\\\\\‘{\\\
'S 3 AN - \\\\\\\\\\\\\
L

S LA AAAN)
..'....“ Y

4. Transition from right to left

po 0t

p o €

”Mﬂ

, e

2. Globe and Circles move from right to left.

N
e

AL TRTTN
AT I
11 A
"

OF THE VIDEO

OULD BE HERE
FHERE

3. Video Title appears from left to right

P

3
swisscontact

TITLE OF THE VIDEO
SHOULD BE HERE
SUBTITLE WILL GO HERE



To ensure a consistent look and feel,
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2.10 VIDEO Swisscontact-produced videos on corporate
OPENING SEQUENCE level use an official opening circular device
OPTION 9 sequence as described here.

1 Video starts. 2. Globe and Circles move from right to left.

3. Video Title appears from left to right

3
swisscontact

OF THE VIDEO

OULD BE HERE
FHERE

TITLE OF THE VIDEO
SHOULD BE HERE
SUBTITLE WILL GO HERE

4. Globe dissolves into individual background Video

5. Transition from left to right into background video

=

[
swisscontact

wisscontact

TITLE OF THE VIDEO

SHOULD BE HERE
SUBTITLE WILL GO HERE

OF THE VIDEO
OULD BE HERE
ITLE WILL GO HERE




64 2.10 VIDEO Link to Video templates
CAPTIONS, TITLES,
SUBTITLES & OUTRO

Video section title Video section title Binder (First blue overlay band appears with name and surname, then
(Transition from both sides) (Transition to both sides revealing the background video) white band appears with title).

SECTION TITLE
SHOULD BE HERE

Firstname Lastname

Function or other Information

Transition (Circles appear from left to right and merge in one Outro
circle. This circle growes from the center and revell
Templates
Lt There are three different types of video templates:
swisscontact 1. Adobe Premiere Pro (animated and editable)

You can edit most of text elements and colours directly in
the template
TITLE OF THE OUTRO 2. Raw Video Files (animated)
Lorem ipsum dolor sit amet, You can add these to any video editor. You need to add text
seperately in the video editor.
. Images (still image)
You can use the images If raw video files are not supported.

SECOND TITLE OF THE OUTRO 3

Lorem ipsum dolor sit amet,




2.11 E-NEWSLETTER

An external e-newsletter should be
easily recognized as a Swisscontact
publication.

The Swisscontact logo is placed at the
top right of the layout, followed by the
header image, which is overlayed by the
foundation logo, tagline and world map.

Use engaging subject lines and don't
include more than 4 news articles.

Insert social media links using the icons
supplied and provide links to subscribe
or “forward to a friend”.

Include Swisscontact contact
information, including mailing, email and
web address and phone number.

—
swisscontact

SWISS
FOUNDATION
FOR TECHNICAL
COOFERATION

4 A o ’ h.":r'
We cufiste apportunities w

TIME FOR THE RIGHT QUESTIONS
A conwmenlt |:r.,r Samrnsel By, CEO of Seneeanonloct

It s clege that COWD- 15 will change the weeld. It is alse dear that the consequences in developing
countries will be more severe and longer-lasting. The 17 goals of the 3030 Agenda for Sustainable
Crevelopment are far-reaching. clthough the current situation calls for an even higher urgency an
their implemertation. We must nat farget the 2030 Agenda for Sastoinohle Deselopment whille we
trarved down the road of o global receccion. Only f the internatianal comemunity continue follewing
the development gools. con the ssorst conseguences. of e crisis be iligabed. Sowd at inchedes
acking the right quections.

Read more

F
F

:

L]

L

Lete in the Kok refuges camgp dunng the pandemic

Fortunatehy, there is still no case of COMVID-19 inkection in and around the Kolowma rebuges camg in
Kewyia, Howwever, daily Pe in the carmg is limifed. The kil development project which Swissconach
iz implementing on behalt of SOC is experiencing the conssquences of the lockdown, tod, Former
prar biciponts ol the baining gee irmeentive ond adopl el oflers: ey sew feoe mosks and produce
disinlecbonts, Alemondes Kiplonwi, project manoger ol “Skills 4 Lile®, gives an irsighl inbo Bow
progect work con parthy continue despite the lack of freedom of mosement and weok: technecal
inlraskrociures, on the ground.

[l v O =4

sl sl fed
Hordboermstrosse 124, LH-HUS Linc
'I';Lﬁ'.'.l.ll'.'.!.'.l"'fd-.' g
=11 4l A5 1717
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2.12 SOCIAL MEDIA Facebook profile picture Facebook cover image
FACEBOOK |

—

~swisscontact

PROFILE PICTURE

= Swisscontact logo on a white
background.

= 360 x 360px (minimum 180 x 180px;
displays as 170 x 170px on desktop,
128 x 128px on smart phones).

= PNG.

= Image will be cropped to a circular
shape.

COVER IMAGE

= The header may contain the white
Swisscontact logo on the top right-
hand side. It should be replaced
regularly (all 3 months).

= 828 x 465px (min. 400 x 150px,
displays at 820 x 312px on desktop
and 640 x 360px on mobile)

- JPG

Link to Social Media guideline

—
swisscontact

POST
= 1200 x 630px
(minimum 600 x 315px)
= Max. 8 MB
LINK SHARING IMAGE Facebook post

= 1200 x 630px

STORY

= 1080 x 1920px (aspect ratio 9:16)

Cover Video

NTACTORG

Skills and Knowledge, the Driving Forces of Economic Growth
- Stories from the Field
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2.12 SOCIAL MEDIA
LINKEDIN

PROFILE PICTURE

= The LinkedIn page profile picture
should always be the Swisscontact

logo on white background.
= 300 x 300px (square)

COVER IMAGE

= The header should show our work and
the people we support. Due to the
small height, it is optional to include a
logo in the cover image.

= 1536 x 768px recommended
(min. 1192 x 220px; in desktop
displayed as 1128 x 191px)

- JPEG, PNG

STATUS UPDATE IMAGE

= 1200 x 627 px

SHARING PREVIEW IMAGE
= 1200 x 628px

VIDEO ON LINKEDIN

= Resolution range: 256 x 144 to
4096 x 2304 px

= Aspect ratio: 1:2.4 - 2.4:1
(cinema scope)

= Max. file size: 5GB

= Max. video duration: 10 minutes

= Frame rates: 10fps - 60 fps

= Bit rates: 192 kbps - 30 Mbps

LinkedIn profile picture

—
swisscontact

LinkedIn cover image

LinkedIn status update image

This study is a product of the Credit Suisse — Swisscontact initiative.

L L

LinkedIn sharing preview image

Ihe Ready-Made Garments (RMG) sector employs 3.5 million people in Bangladesh.

Despite their numbers, #RMGworkers generally remain outside the purview of

formal financial services because around Y0% of RMG workers' salaries a ...see more

60,000 Bank Accounts for RMG Workers - Stories from the Field
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2.12 SOCIAL MEDIA
TWITTER

PROFILE PICTURE

Swisscontact logo on a white
background

400 x 400px

Max. file size 2MB

JPEG, PNG

Twitter crops the image to a circle.

COVER IMAGE

1500 x 500 px

Max. bmb

JPG, PNG

The header photo should be a large,
captivating image which shows our
work and the people we support. It
may contain the white Swisscontact
logo on the top right-hand side.
Replace the large header photo
regularly (all 3 months).

IMAGE TWEETS

= 1200 x 675 recommended
(min. 600 x 335 px)
= PNG, JPEG, GIF

CARD IMAGE

= Twitter automatically generates a
Twitter Card when you post a link
having a featured image at the top and
the website HTML has twitter:card
enabled. The cards display a thumbnail
of the image.

= 800 x 418 px, aspect ratio 1.91:1

- JPEG, PNG

= 3mb

Twitter profile picture Twitter cover image

Twitter image tweets Project Image Tweet
Swisscontact @ Swisccontact - Jul 2 v calomblamazcompetithes Seclombiamssceml - Mow 27 2019
B S ) A E proyccte Ingrodicntes Maturales  Magdabesa Sivor Muts, del Programa
In #Bolivia, Swisscontact is implementing a new project with LColombiahisCompetitiva e £CoosSuzsEnCol, eizcstaco por
@HelvetasBolivia and @aguatuya to promote models of #WasteSeparation @5 seconlacl, Fderedo sur ZPceunivelnyznisris, recohecla s ouee dod o

r.-t-¢}1-|.- Ay = nelads o menes o hera o= ~mm hie

and the disposal of industrial waste:

it by hNho
DILAY/ TN U

The project is financed by @Sida.

reconom :[»']‘:_F--':’.:.FI AsteManaaement
(v Y HILCTGIQlcua vy > LK o it R

Lrsajed= Cuizs &0 Colzmbis and 3 cibers
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2.12 SOCIAL MEDIA
INSTAGRAM

PROFILE PICTURE

= Swisscontact logo on a white
background

= Min. 110 x 110px on mobile /
180 x 180px desktop
(aspect ratio 1:1)

= The image is cropped to a circle.

PHOTO SIZES

The photo width is always at least
1080 px with an aspect ratio between
1.91:1 and 4:5. If the aspect ratio of
your photo is not supported, it will be
cropped to fit a supported ratio.

= Thumbnails have a 1:1 square ratio

(appear as 161 x 161px on the page).

1080 x 1080px (square)
1080 x 1350px (portrait)
1080 x 566px (horizontal)
1080 x 1920px (stories)

VIDEO

= Video to Timeline Feed: maximum
resolution is 640 x 640px. The
duration should be more than 3 and
less than 60 seconds.

= Video to Instagram Stories:
max. resolution is 750 x 1334px
(max. duration 15 sec)

Instagram profile picture

=)
swisscontact

Instagram story

Instagram square photo

Instagram horizontal photo

Instagram portrait photo
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2.12 SOCIAL MEDIA
YOUTUBE

CHANNEL ICON

= The YouTube channel icon is taken
from the Google account and should
always be the Swisscontact logo on a
white background.

- 800 x 800 px
CHANNEL ART

= 2560 x 1440 px
- Replace channel art regularly (all 3
months).

VIDEO THUMBNAIL

= 1280 x 720 px (width at least 640 px)
- JPG, PNG, GIF, BMP
= Max. 2mb

YouTube channel icon

()
swisscontact

YouTube channel art

YouTube video thumbnail

Cook apprentices continue
their learning through onlin...
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2.13 WEBSITE

Our website www.swisscontact.org is

the main content hub and the most
important communication channel. The
website is always up-to-date, informative
and attractive. The web design is
consistent through all subpages of the
corporate website www.swisscontact.org.
|dentification features, such as the colour
“orange’, for design elements or text
elements are specific for the website.

Important page types

= Country page
A landing page with information about
Swisscontact activities in the country.
Country-specific news and projects
are teased or linked. Subpages are
possible but not recommended.

= News page
A landing page with information about
a specific topic. Usually, project or
country related. The news page can
vary from a short message for an

event to a detailed story from the field.

= Project page
A landing page with project-related
contents like links, downloads, videos.
Subpages are possible but not
recommended.

Layout and Styling
The layout of header, navigation, footer
and overall framework of the website is

given and can not be altered. The styling
of text content is predefined in different
headers, lead text, paragraphes,

lists, buttons and links. Text can be
formatted bold or italic. Pictures can be
added and/or exchanged. Editors are
responsible to stick to the given styles.
It is forbidden to use own styles with
colours or different formats copied from
a word document.

PROJECT WEBSITES

Mandated projects can create and host
their own websites. The basis for all
project websites is the project specific
co-branding manual.

Important information about the

implementation of a project website:

= Define the goals of the website

= Define target groups of the website

= Define requirements and features

= Design based on branding manuals
with COM-HOQO, agency or freelancer

= Planning technical implementation
with COM-HO, agency or freelancer

You can find more information
about creating a project website in
the Communication Handbook on
BlueCloud.

BENIN
HMOLIS CREONS DIES

OPPORTUNITLS

Link to User manual

ME'ME FROR BEMI

......

Ba i o sy L it s
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3.1 INTRODUCTION

PROJECT COMMUNICATION

Effective project communication is a key
element of successful projects.

The overall aim in project
communication efforts should be to
ensure high quality communication at
programme and project level. While it is
important to ensure that the eligibility
rules are observed by the projects,

it alone does not ensure efficient
communication. Once legal compliance
is ensured, the focus should be on:

= Support to projects in understanding
and applying the communication rules

= Improve visibility of projects and their
results

= Ensure good quality project
communication materials

= Urge partners to highlight the support
from the donor(s)

= Ensure efficient branding

= Facilitate inter-project exchanges

= Support projects in handling
specific communication topics in
a way to ensure that programme

communication objectives are met,
such as organising well-planned and
impactful events, creating videos,
reaching out via social media and
traditional media, creating or evoking
emotions when communicating to the
public, etc

Projects are key messengers
showing the benefits of Swisscontact
implementation with its concrete

activities directly targeting beneficiaries.

This makes well planned project
communication essential to convey the
messages efficiently. In doing so, the
bulk of the responsibility falls on the
shoulders of programmes to promote
best practices and to support projects
in their communication activities, during
planning, through implementation and
after finalisation,

NAMING

One of the most important aspects of
ensuring proper project branding is
its name. The name of a mandated or
development project helps everyone

understand the purpose of our work.
Project names should be clear and
concise,

Acronyms cause confusion amongst
the audience. This is particularly true in
settings where translation is required.
Rarely does an acronym succeed at
communicating program goals and
they should be avoided in almost all
circumstances.

In naming a project avoid:

= Jargon

= Abbreviations

= Clever play on words

= The name of the country (i.e., assume
your audience knows where they live)

= The names of implementing partners
or contractors

BRAND APPLICATION

Working in cooperation with our donors
and partners, we develop a branding
manual to acknowledge our joint work.

Swisscontact’s logo should be displayed
at visually equal size and prominence
as each of the other partner’s logos
(implementation partners, consortia
partners). To show partnership with the
host government, where applicable, a
host country symbol or ministry logo
may be added.

If, after consultation with the Donor
and/or (consortia) partner it's
determined that a project logo is
needed, the project logo can be larger
or more prominent than the partner
logos to assist in the branding of the
program.

If, after consultation with the Donor
and/or (consortia) partner it's
determined that a project logo is
needed, the project logo can be larger
or more prominent than the partner
logos to assist in the branding of the
program.

It is of utmost importance that a Brand
Manual per project is developed.

Swisscontact does not require use
of its typefaces and colors in project
materials.

Minimal Content for Project Co-
Branding Manuals:

= Project Logo with specifications

= Colour System

* lypography

= Logo Positioning

= Image style

= Layout grid

= Applications for Project Profile,
Stationary, Business Card, E-mail
Signature

= Presentation, divers communication
materials, such as Banners,
certificates, brochures, merchandising
etc.

It no project branding is needed, the full
project name is used and the corporate
guidelines are applied. Also in this case,
a brand manual has to be developed.



3.2 CO-BRANDING Co-branding with projects (vertical format) Co-branding with projects and partners (vertical format)

PROJECTS

The project logo or name is placed

in the top right corner, with the
Swisscontact logo placed in the bottom
right corner.

Please note that there should always
be extra clear space between the
Swisscontact logo and other logos. The
clear space should be at least half of
the width of the Swisscontact logo.

PROJECTS WITH DONOR/ . —=
PARTNER LOGOS swissc:anact swissc:o>ntact

If partner or donor logos need to be
included, it is placed at the bottom of
the layout in a white strip, starting from
left to right.

Co-branding with projects (horizontal format) Co-branding with projects and partners (horizontal format)

PROJECT PROJECT

To better understand the contribution of
each donor and partner, the following
statement is placed above each logo/
logo group:

= Mandated or financed by:
= Consortium Partners:
* Implemented by:

Project name/logo f— (—
| : = =

swisscontact swisscontact
Partner/government logo
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3.3 CO-BRANDING
PARTNERS

Swisscontact dominant

PARTNER

[ — )
swisscontact

Partner logos must not compete with
the Swisscontact logo.

Three scenarios for co-branding with
partners are permitted:

SWISSCONTACT DOMINANT

The Swisscontact logo is positioned

in a primary position in the top right
corner of the page. The partner logo is
positioned in a secondary position in

the top left corner of the page. They are
both positioned equally from the head of

Equal relationship

the page, with a wider distance between
them. The Swisscontact logo should be
visibly larger than the other logo.

EQUAL RELATIONSHIP

Both the Swisscontact logo and partner
logo are positioned in a primary position
in the top right corner of the page and
aligned horizontally. They are both
positioned equally from the head of the
page, closer to one another.

PARTNER DOMINANT

The partner logo is positioned in a
primary position in the top right corner
of the page. The Swisscontact logo is
positioned in a secondary position in the
upper left-hand corner of the page. They
are both positioned equally from the
head of the page, with a wider distance
between them. If there are additional
partner logos, they can be aligned at the
bottom of the page. The Swisscontact
Logo can also be placed on bottom
right, and partners aligned left on the
same row.

Partner dominant

—

-
swisscontact

-
. = PARTNER
swisscontact

PARTNER PARTNER PARTNER PARTNER



3.4 ADMINISTRATIVE
MATERIALS
PROJECTS

SIZE
8b x bbmm

Business cards for projects can display
the project name below the person’s title
and optionally, also the project address
at the bottom of the card.

OWN LANGUAGE

Business cards may be produced in
other languages in addition to the
English version, or may be printed on
the back of the English version.

Projects may have their own business
cards, but staff need a separate
Swisscontact business card as well.

As an exception to the rule, the
foundation logo aligns with the top of the
Swisscontact logo icon.

Business card with project name

| EWISS ) S
FOUROATION gwisecontact
Fol TECHMIGAL
COSPERAT IGN

keheed Parvez

Tan

m Leader. Sarathi

(Financial Inclusion for RMG 'Workers n Bargladesh

Phone +E30 2 OE3 2042 Housa 10, Rosd 1 1
+E30 2 QB3 34005 Bandhara, Dhaka 1212
Fax  +ES0 2068 2010 Bangladash
phead. parya i swisocom el .o Wi BwiBscontmchang
Project business card, front

Euppomad by 1ha
Ewicmriand

Daniel Weibel
Technical Advisor School Development

Indonesia - Swisa Teohrical Coopsamdion in
Skils far Compsaiirmanses

Business card with project name and address

| WIS ) —
FOUROAT IO gwisecontact
FOl TECHMICAL
EOPERAT IGN

Utpal Kumar Dutta
Marka Dovelopmarne Manager, M 4C

Fhone +8530 2 QBB 2HE2 Houss 1% Roxd11
+880 I J88 40 Bardhwam, Chaks 1312

Fax +880 3988 Je1l@ Bandedeah

Lgpal U IS S00N oL oy WA, B 50 T 010N

Frojem Offica: Clevid Bulding Laval 3, Fural Developmenc Academy
Bogras 38432, Bangladesh, Tal: +B8 01729 333717

Project business card, back

—=>

awisacontact

Daniel Weibel
Technical Advizar School Development

Swinacontmal | Swiss Foundabion for Teahrical Ciooperation
THE VIDA B Acor 01-04 | JI. Raya Pajuangan Mo, 8
Kabon Jeruk | Wesd Jaksrda 11520 | Indonesia

Phone +62 21 28651 0200 |Mcbie +62 813 5623 851 6
danisl wabeli@ewissooniac.org Imw.ml.'ium-:rdnrcd.crg
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3.4 ADMINISTRATIVE
MATERIALS
STAFF IDENTITY CARD

SIZE Front of staff card
8b x bbmm

| SWISS
FOUNDATION

FOR TECHNICAL
COOPERATION

Back of staff card

(— )
swisscontact

Chantal Dubois
Administrator

ID No X090 123 456

The card halder 15 a
oa |sscomact staff member.

Phone +343 QF0 283 344
Swichboard +243 Q70 283 345
Mobie +343 G023 112 Q72

Expires: xx.xx.xx Holder's signature
>
WSS swisscontact
FOUNDATION

FOR TECHNICAL
COOPERATION

Chantal Dubois
Administrator

ID No X090 123 456
Expires: xx.xx.xx

Holder’s signature

viginia. ks lergsi swiss comed.ang

The card holder is a
Swisscontact staff member.

Phone +243 970 283 344
Switchboard +243 970 283 345
Mobile +243 992 112 972

chantal.dubois@swisscontact.org

Hardturmstrasse 123
8005 Zurich
Switzerland
www.swisscontact.org

Hardturmeiraosss 123
2008 Zunch
Switterand

v swisacaniaci.ong



3.4 ADMINISTRATIVE
MATERIALS
LETTERHEAD &
PRESENTATION

Project letterhead Project presentation slides

r “ 3 L N -
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o S Skills for Competitiveness ($4C)

Introduction - Inception Phas%
]

Daniel Weibel

Letee gt Way 2018
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Lowem gmin dood &) amel, conseciely edgeong o Inleger nec oo, Pressen] ibes. S Mandated by Cansonium Partner Implen-anted by
e et Motus et Sed s thels gua s & el seTerirs eoerdel D sipls 0 o ' ifre-'l:-nj —
iprum Praosont maurs. Foncs nec el sed sugos vermped porie. Meurs masss Vestbulum T - == swisscontact
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3.4 ADMINISTRATIVE

MATERIALS
EMAIL SIGNATURE &
WORD DOCUMENT

The email signature is set in Calibri
9/10pt, black. Only the company name is
bold, and no logo is included.

A project, anniversary or event
announcement logo may be included

in the email signature, but only for a
maximum period of one year after which
it must be removed.

Information on email signatures should
follow this order:

N

~N OO O

10.
11,

Name
Position title
Project Name

Swisscontact | Swiss Foundation for
Technical Cooperation

Office Address

Phone, Fax, Mobile

Skype account (optional)
www.swisscontact.org (hyperlinked) |
www.projectadress.com

Project Facebook (optional)

Project Twitter (optional)

Project LinkedIn (optional)

Project Instagram (optional)

Word document

SAC

TaLLY O (DRI LS

g vew BHA o B Byl e pF e T e o BEEE sumpiet o B Yarim e abon Bonon Madwitan Frapee
L. TR paw b o aabrintte et ol maee el © Faprape s e —ariabos.
§ s ten IO e aha weree cE parteemh g VAT = e Lhagiey o spemp Aot DEEE S0
JEFETINE I CpMETIS B 10 DETOL ENIAE 30 (R ETREWE | STOn (R GRS SUTE LR 0 panal o
g Eop arbdieop Leina s o pebveve i easwy Leprls = aRLT winuh wosdd bondi T 0 sudaprelr g ®

Exgsoutias Summpry

of oz ancior & rdiraza. Perderosisl scherbes o HHA wore i s [B] fretaeben of ao-deled For
g modniam ol e e e st e O] e P gt et E B 0w BERE
BT g e b B omE m loon o prape S¢R coE e ]| refnem Rl mpey adypasdeed oot
EIARETART B RET OF MNP VSRAIARE IR Ror QETECETES . D08 13 (T S pITpTEe e
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fedl jE-h % menipong a0d il owSoa: W Foeseaben of e et thelfas oo TR
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3.5 OFFICE SIGNAGE
AND CAR STICKER
COUNTRIES & PROJECTS

Country offices are not allowed to have
their own sub-brands, logos or country
descriptors.

The Swisscontact logo and foundation
logo should be used on signage, videos,
presentations, business cards, folders,
press releases, and other public facing
products as presented in this guide.

EXCEPTIONS

1. Offices may identify themselves on
approved social media platforms in
writing in the *who we are and/or
about” sections.

2. Offices may identify themselves in
their newsletters in writing. They may
not use sub-brands or logos.

3. Offices may identify themselves
in writing in impact reports and
brochures.

4. Offices may identify themselves in
internal communications.

PROJECT OFFICE DOOR PLATE

If required by the donor, the door plate
may contain the project logo or name

at the top, followed by the other partner
logos if required. The office address

can be placed at the bottom of the door
plate.

Please always consult with local security
plan and context.

CAR STICKER

We recommend using a magnetic decal
that can easily be removed.

Please consult local security plan for
usage.

Door plate for projects

PARTNER LOGO

Car sticker

PROJECT NAME OR LOGO

PARTNER LOGO

Office Address

PARTNER LOGO




3.6 E-NEWSLETTER
COUNTRIES

An external e-newsletter should be
easily recognized as a Swisscontact
publication.

The Swisscontact logo is placed at the
top right of the layout with the project
name or logo to the left, followed by the
header image which is overlayed by the
foundation logo and world map.

Use engaging subject lines and don't
include more than 4 news articles.

Insert social media links using the icons
supplied and provide links to subscribe
or “forward to a friend”.

Include Swisscontact contact
information, including postal address,
email, web address and phone number.

Countries e-newsletter

e
swisscontact

| SWISS
FOUMDATION

COOPERATION

TIME FOR THE RIGHT QUESTIONS

A oomrrssnt by Sarmst] B, LD of Sevitscontact

I8is clear that OCRD- 19 willl change the world, 1L is also clear that the corsegueence in developing counires will
Lo ermcere e e borygen lastings, The 17 goals of the 2030.Agenda for Sustsinable Development are fas- reach
ing altheugh the current silealion calls laran even highes urgency on their implemenlation. We mustne kergel
the 2030 Agernda for Sustainalde Develapr ent while we travel deven the read of 2 golal recesaian, Orly il e
intermations] commeanity continees Tollowing the develop ment poals, can the wornsl consequences of he crizis
ke mitigated. And that includes asking the fight questions.

Read more

CAMBODIA

Liks ks thie. Kalusrms rebges ¢ amp during the pandeeris

Fraturately, there i 58l na case STCOMIL L9 infection in and armund the Kakuma refupee 2amp s Kemgs
Fiowewer, daily e in the camp i Brnited. The skils developmeent project which Swisscontact & mplementing
N hebal of 500 & spenencing the consequences of the inckd cwn, 5000, Fommes partc pants of the Erining ane
inwenithve and adagp thelr affers: theysew face mansks and produce disinfecmens. Alesander Kipmaul, praject
mianagger of “Skills 4 Lifes, groes an insight o bosy poog ot woirs can pa rtly continue despite the lack of fresdom
off mewement and weak erchnical infrastruchunes onthe ground,

flv @ &=

Twimnconkact
Haedummnsce 173 CH 8005 Ziwich
||i'l.'\-_i1l.wi1'\.l.l.un_||.ln.l|5
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32 3.7 BANNERS
PROJECTS

The project logo or name is placed

in the top right corner, with the
Swisscontact logo placed in the bottom
right corner.

The world map can either be placed

in single colour white (opacity 60-
809%), or in full colour blue and white.
Alternatively, the leitmotif can be used a
graphic element overlaying the picture.

SIZE
2 000 x 800mm

B |

Ly |
i

1||\
|

n

|
o
L

W I JF————— N «—_— -
Ve DrOMmMOoOTe iINCIUsSiy

economic, social and

—-—_—
[ BN A LI N I T
- == " =""]

N
L

5
| i
i
| |

J

[
-3
i
[
I'l
i
=
=t
s
i3
—

ii
|iil
il

&

|

2
|

p
il
I L
T8
il

»
i

Ii!
d i
£

i
.. _-n;.. o
|
i

.il

el

4
!r

- -

.
N

"

H!"

i

., .
( i
i g i
¢ 5,
==
) s
F et "
F
[}
Ed
i
e
)
=
i 1
1l
= il
e
(1
Y
= e L

W I P ——— R < —— -
Ve DrOMmoieIncCIiusiv

economic, social and

|
[ =AU aA ] N = T T
= == =]

N
4

J

[
=
i
[
I'l
=
=
——
)
i
—

; e e |
it

Skills for
ﬂf’mll'ﬂiti'hfﬂnﬁss




Facebook cover image

Facebook profile picture

33 3.8 SOCIAL MEDIA
PROJECTS:
FACEBOOK

cus ALVARDR | mOMDUN LY

Social media is often part of a
communications campaign. It should
always be used to communicate directly
with stakeholders or beneficiaries in a
project.

The channel(s) should not be used to
promote a program or partners.

Social media channels can be approved
as part of a project’s communication
plan in consultation with the Project
team and COM Head Office. Projects
taking the form of partnerships require
a smart and thoughtful approach to the
use and branding of social media posts.

To avoid confusion with Swisscontact
global social media channels, the
Swisscontact logo should not be used
as a profile picture. A photo or the logo
representing the project should be used
as a profile picture. A Swisscontact
branded photo should be displayed as
the banner photo, and acknowledgment
of Swisscontact implementation should
appear in the profile or about section.

Link to Social Media Guideline

PROFILE PICTURE

= Project logo

= 360 x 360px (minimum 180 x 180px;
displays as 170 x 170px on desktop,
128 x 128px on smart phones).

= PNG.

= Image will be cropped to a circular
shape.

COVER IMAGE

= For projects, the cover image may
contain the project logo and/or donor
logos, always in accordance with
donor guidelines.

= 828 x 465px (min. 400 x 150px,
displays at 820 x 312px on desktop
and 640 x 360px on mobile)

- JPG

POST

= 1200 x 630px
(minimum 600 x 315px)

= Max. 8 MB

LINK SHARING IMAGE
= 1200 x 630px

STORY
= 1080 x 1920px (aspect ratio 9:16)

& e
LY Nuevas p—
’ S a a, Oportunidades swisscontact

Partner for innovations in agriculture

Facebook post

NTACTORG

Skills and Knowledge, the Driving Forces of Economic Growth
- Stories from the Field

Facebook story
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3.8 SOCIAL MEDIA
PROJECTS:
LINKEDIN

PROFILE PICTURE

= The LinkedIn page profile picture
should always be the project logo.
= 300 x 300px (square)

COVER IMAGE

= The header should show our work
and the people we support. The
cover image may contain the project
logo and/or donor logos, always in
accordance with donor guidelines.

= Due to the small height, it is optional
to include a logo in the cover image.

= 1536 x 768px recommended (min.
1192 x 220px; in desktop displayed
as 1128 x 191px)

- JPEG, PNG

STATUS UPDATE IMAGE

= 1200 x 627 px

SHARING PREVIEW IMAGE
= 1200 x 628px

VIDEO ON LINKEDIN

= Resolution range: 256 x 144 to
4096 x 2304 px

= Aspect ratio: 1:2.4 - 2.4:1
(cinema scope)

= Max. file size: 5GB

= Max. video duration: 10 minutes

= Frame rates: 10fps - 60 fps

= Bit rates: 192 kbps - 30 Mbps

LinkedIn profile picture

h senior expert
contact

LinkedIn cover image

A technical assistance platform \

for high growth social impact
companies and investors

. - Y D "‘
£ N »
AU
s S N s
- : N
> >
. o STCTATY
- Ao “‘J ) “ o
- - "
Y (R AS N e
[l e Jfhaseppras |
- S

LinkedIn status update image LinkedIn sharing preview image
I'he Ready-Made Garments (RMG) sector employs 3.5 million people in Bangladesh.
Despite their numbers, #RMGworkers generally remain outside the purview of
formal financial services because around 90% of RMG workers’ salaries 3 ...see more

This study is a product of the Credit Suisse — Swisscontact initiative.

60,000 Bank Accounts for RMG Workers - Stories from the Field

. " ALy e | o1 Y e 1!
FHULCSISWIIOMacLoig * cou




35

3.8 SOCIAL MEDIA
PROJECTS:
TWITTER

PROFILE PICTURE

= Project logo

= 400 x 400px

= Max. file size 2MB
- JPEG, PNG

= Twitter crops the image to a circle.
COVER IMAGE

= 1500 x 500 px

= Max. b5mb

- JPG, PNG

= The header photo should be a large,
captivating image which shows our
work and the people we support. It
may contain the project logo and/
or donor logos, always in accordance
with donor guidelines.

= Replace the large header photo
regularly (all 3 months).

Twitter profile picture Twitter cover image

IMAGE TWEETS

= 1200 x 675 recommended
(min. 600 x 335 px)
= PNG, JPEG, GIF

Colombia+
CARD IMAGE Competitiva

A & competitnaciac

= Twitter automatically generates a
Twitter Card when you post a link
having a featured image at the top and
the website HTML has twitter:card
enabled. The cards display a thumbnail

| Twitter image tweets
of the image.

n 800 X 41 8 px’ aspect ratlo 1 .91 :'I - lessclqnta;t I':;'F.'.‘ISSCC!I?‘LE:.C: Jul 2 ‘ ‘ V

= In #Bolivia, Swisscontact is implementing a new project with
= JPEG, PNG @HelvetasBolivia and @aguatuya to promote models of #WasteSeparation
= 3MB and the disposal of industrial waste:

bit.hv/2 A }- r hA
QILIY/ ZARATHINTNIOU

The project is financed by @Sida.

Hrirr11la ey ZintenratedA\WactaebManamnamant
#Circulareconomy #integ atedWaste vignagement

v

!'
¥/S4)

ABési pir Pund / Siiis for Jobs
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3.8 SOCIAL MEDIA
PROJECTS:
INSTAGRAM

PROFILE PICTURE

= Project logo

= Min. 110 x 110px on mobile /
180 x 180px desktop
(aspect ratio 1:1)

= The image is cropped to a circle.

PHOTO SIZES

The photo width is always at least
1080 px with an aspect ratio between
1.91:1 and 4:5. If the aspect ratio of
your photo is not supported, it will be
cropped to fit a supported ratio.

= Thumbnails have a 1:1 square ratio

(appear as 161 x 161px on the page).

1080 x 1080px (square)
1080 x 1350px (portrait)
1080 x 566px (horizontal)
1080 x 1920px (stories)

VIDEO

= Video to Timeline Feed: maximum
resolution is 640 x 640px. The
duration should be more than 3 and
less than 60 seconds.

= Video to Instagram Stories: max.
resolution is 750 x 1334px
(max. duration 15 sec)

Instagram profile picture

PEEHE

POOMITNG

I CYWY M

Instagram story

Instagram square photo

Instagram horizontal photo

Instagram portrait photo
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3.8 SOCIAL MEDIA
PROJECTS:
YOUTUBE

CHANNEL ICON

= The YouTube channel icon is taken
from the Google account and should

always be the project logo.
= 800 x 800 px

CHANNEL ART

= 2560 x 1440 px
= Replace channel art regularly.

VIDEO THUMBNAIL

= 1280 x 720 px (width at least 640 px)
- JPG, PNG, GIF, BMP
= Max. 2mb

YouTube channel icon YouTube channel art

SWIiss ep:

YouTube video thumbnail

Cook apprentices continue
their learning through onlin...




383 3.9 VIDEOS

Intro: Full project name and/or logo

PROJECTS

Outro: Mention donor(s), partner(s) and

Swisscontact, specifying their roles:

financed, mandated by, in consortia with,

implemented by, etc,
Consider using videos for promoting
your achievements. The videos should
be kept short and show what your
project/programme actually achieved.
Ensure the ava|lgb|||ty of authentic Outro example 2
footage from projects.
Consider providing the partners with an
editable video template which they can =
adapt to their own activities. _ =

SWissCcontact
Link to video templates
TvroroatcoZpoturibcs foidsidn
T arontactang W'z create apportunitios
Outro example 1
-imanredd b
o I |-:| brool oA leppelbaakr &0 0
rramalezany Shals Devebopecnl 1Y wgram e b
| perbisitalip vaidi
o HBEE - @@ G & dcirad Kymesoz gl

[y
Sy SHCONTaC

Outro example 3
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4. BRANDING
SWISSCONTACT
SERVICES AG
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4.1

SWISSCONTACT
SERVICES AG

This subsidiary has no independent logo
and makes use of the Swisscontact
branding. Only the legal name (such as
Swisscontact Services Ltd.) is added to
stationery and other formal protocols.

Swisscontact |
Services Ltd. SWI

contact

SERVICES

Business card examples

|E==

FOMU FIOAT DN
Fol TEGHMIGAL
CEDPERAT IGN

Peter Bissegoer

CED
Swiszcombact Sanices Ld

Phong +41 44 424 17 17
palar.bisseggenipwisacontect.org

|E==

FOMU FIOAT DN
POl TEGHMIGAL
CEDPERAT IGN

Felix Muster
Project Manager
Tournsm Advisory Services

Phong +41 44 424 17 17
falic mumlenZewiseconkect.org

]
gwisscontact

Hardburmeirasss 123
2008 Zurch
Swredand

whew . owisscomaci.an

=
gwisscontact

Harkurmoiraoss 123
22058 Zunch
Switedand
W WSS Do macl.arg

Email signature examples

Peter Bissegger
CEO
Swisscontact Services Ltd

Hardturmstrasse 123, CH-8005 Zurich
Tel. +41 44 454 17 17
www.swisscontact.org

Felix Muster
Project Manager
Tourism Advisory Services

Hardturmstrasse 123, CH-8005 Zurich
Tel. +41 44 454 17 17
www.swisscontact.org

Letters/protocol example

Swisscontact
Services Ltd

Protokoll

der sitzung des Verwaltungsrates der Swisscontact Services AG (SCSAG)
vom Mittwoch, 18, September 2019, 14.00 Uy

bei Swisscontact Stiftung, Hardturmstrasse 123, 8005 Zdrich

Anwesend:

Verwaltungsrat (VR): Helnrich M. Lanz (HML), Prasident desVR
Samuel Bon (S80), Delegierter des VR, Geschaftsfulrer SCSAG
Peter Bissegger (PB), Mitghied des Verwaltungsrates

Geschaftsstolle Beéatrice Horn (Mo), Leiterin Finarzen der
Stiftung Swisscontact
Franziska Dahinden (FD) (Protockol)

Traktandenliste:

1. Genehmigung des Protokolls der VR-Sitzung vom 2. Juli 2019
e Status Pendencencriedigung

2. Finanzen
1. Halbjahresabschiuss per 30.06.2019
2. Klarung fraglicher BilanposRionen

3. Aktuelles zuden Tochtergesellschaften

SC Servicios Costa Rica

Springfieid Center

Auftragseingang / Sales Pipeline
Finanzierung

Stand Ausarbeitung Service Level Agreements

- - - " A e

Status deradministrativenund fuhrungsmassigen Integration, Geschaftgake
und weitere Gouvernanz -Themen; sowie Chart of Competence

4. Neue Aktivititen
¢  Tourismus-Beratung: Auswertung der Pilot-Phase/ Weitere Schritte

5. Varia

6. Termine
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4.2 SPRINGFIELD CENTRE

Springfield Centre is a Swisscontact
company that keeps its own branding
for all its publications and activities.

Please refer to the Springfield Centre’s
brand manual for further details and
specifications.

Springfield
Centre

A Swisscontact company

Twitter cover image

Springfield

Centre

Business card

Springfield Centre
& Saddler Streel, Durham
DH1 INF, United Kingdam

T =44 (0191 383 1212
W springfieldcentre.com

Report cover

Lorem Ipsum Dolor Sit Amet
Consectetur Adipiscing Elit
voluptate velit esse

Author Nama

March 2017

e gtk Dy EETRL LR TR LT
i St Hore pabka P wr ek T s e

= | Springfield
D centre
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5. CLEARANCE

Communication specialists are able to give clearance on
the majority of branding issues. If further clarification is
needed, COM HO team should be consulted.

Who gives clearance on branding?

For Swisscontact corporate communications: COM HO
clears on basic branding matters.

For funded projects: Country director clears on basic
branding matters in consultation with the Regional Director
and regional communication specialists.

It is the responsibility of everyone to help enforce branding
standards. In most cases, branding violations are due to

a lack of awareness and can easily be remedied. In cases
where a partner do not take action to comply with agreed
standards, corrective action must be taken by the project
manager.
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6. RESOURCES

Additional resources can be found on
the BlueCloud in the Communication
Handbook.




ADDITIONAL INFORMATION:

Francine Thurnher
Director Corporate Affairs and Communications

Swisscontact

SWISS FOUNDATION FOR TECHNICAL COOPERATION
Hardturmstrasse 123
CH-800b Zirich

francine.thurnher@swisscontact.org




