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A better quality of life for all in an urbanizing world
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Our Vision
The UN-Habitat’s vision of “a better 
quality of life for all in an urbanizing 
world” is bold and ambitious. UN-Habitat 
works with partners to build inclusive, 
safe, resilient and sustainable cities and 
communities. 

UN-Habitat promotes urbanization as a 
positive transformative force for people 
and communities, reducing inequality, 
discrimination and poverty.

Our Mission
UN-Habitat promotes transformative 
change in cities and human settlements 
through knowledge, policy advice, 
technical assistance and collaborative 
action to leave no one and no place 
behind. Strengthening UN-Habitat’s brand 
is critical to deliver on our mission, in 
pursuit of our shared vision of a world 
where no one and no place is left behind.

One UN-Habitat, One Brand
Divisions, branches, sections, regional and 

are not allowed to have their own sub-
brands or logos.

The UN-Habitat logo should be used on 
invites, videos, presentations, websites, 
social media, publications, business 
cards, folders, press releases, t-shirts and 
other publicity products as presented in 
this guide. 

The following exceptions apply:

1. Networks bringing together many 
partners such as GLTN or Habitat UNI. 

2. Special events and campaigns 
that require a unique identity for 
promotion and advocacy by partners 
and the general public without legal 
permission. Use of such logos does 
not imply endorsement by UN-
Habitat.

3. In rare circumstances, interagency 

may have a timebound logo. 

The Communications Section must 
approve all such special logos and their 
accompanying style guide. 
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ENGAGE AND 
INSPIRE

SIMPLIFY

mission.

MOTIVATE
Spur action.

INFORM
Convey values 
and attributes of 
our brand.

CONNECT
Unify the 
programmes, 
partners and 
stakeholders. 

The experience people get walking through our doors should be the same as when they 
visit our website, communicate to our staff, read our publications and interact with us on 
social media. 

Brand Promise
01

UN-Habitat’s brand is more than a logo or a tagline, it is what people say, 
think and feel about us. Our brand plays an important part in building support 
for our mission. A strong, consistent and recognisable brand builds trust in 
UN-Habitat ability to deliver evidence-based solutions and strong results in 
countries.
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The brand manual provides direction on the key visual 
elements of the UN-Habitat brand. Our visual identity 
comprises of the following elements: 

Our Visual Identity
02

OUR LOGO  
The UN-Habitat logo and tag line (logo 
signature) must remain consistent 
and have a strong presence in all 
communications. The logo is the most 
recognisable visual element of our brand. 
It should appear on all communications 
and be applied to all UN-Habitat branded 
items. 

OUR BRAND COLOUR
Our brand colour is the UN-Habitat blue, it 
is used in all our communications.

OUR FONT

should be used in all web, social media 
and print communications. 
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LOGO SIGNATURE
The combination of the UN-Habitat logo and tag line makes up the complete logo 
signature. The logo signature must be applied consistently to all communications and 
branded items for recognition.

OUR LOGO SIGNATURE
Our logo and tag line must 
remain consistent and have a 
strong presence.

OUR BRAND STATEMENT
‘FOR A BETTER URBAN FUTURE’

LOGO VARIATIONS 
The blue logo should be used as the primary option whenever possible. Black and white versions are available for 
situations when the full colour version is illegible or cannot be produced, such as in black and white printing.
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45mm
45mm

CLEAR SPACE AND SCALE 
Always maintain the minimum clear space around the logo to preserve its integrity. The minimum clear space is 
determined by the height of the letter ‘U’ in ‘UN-Habitat’ and should be maintained on all four sides of the logo. 
The logo should not be placed too close to the edge of the page or be crowded by copy, photographs or graphical 
elements.

MINIMUM SIZE
Scale should always be considered when using the UN-Habitat logo. For the sake of legibility, the logo should 
never appear smaller than the minimum size shown on this page.
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INCORRECT LOGO USAGE
The examples on this page demonstrate how the logo must never 
be used.

 DO NOT use old logo versions

 DO NOT rotate or distort the logo.

 DO NOT use a colour other than UN-Habitat blue,  
black or white for the logo.

 DO NOT disassemble the logo.

 DO NOT reposition or resize the elements of the logo.

 DO NOT use low resolution versions of the logo.

 DO NOT place the logo over an image that will make it illegible.

 DO NOT change or alter the text or typeface of the logo.

 DO NOT alter the tag line
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LANGUAGE VERSIONS

These logos are available for download on
HABNET: https://intranet.unhabitat.org/ and 
Trello: https://trello.com/b/mN7BtnTh/un-habitat-brand-guidelines
 
For more information contact victor.mgendi@un.org

Arabic
Chinese

English
French

SpanishRussian
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Co-Branding

UN-Habitat is the lead agency

UN-Habitat is co-leading

UN-Habitat is partnering

100%

100%

100%

UN-Habitat works with a wide variety of partners to help develop 
socially and environmentally sustainable cities and communities. 
Co-branding is an important part of representing these 
partnerships. 

The following guidelines should be followed when producing co-
branded materials. 

 When UN-Habitat is the lead agency, our visual identity should 
be dominant. Our logo should be placed in the most visible 
space within a document, banner or signboard. For example, 
the left-hand side followed by partner logos. Partner logos 
should be accompanied by the words: ‘In collaboration with.’

 If UN-Habitat is co-leading, for example with the UN 
Environment Programme (UNEP), the logos should be placed 
in alphabetical order in equal size. 

 When there are too many entities to include all of them on the 
front cover of a report, all logos should be placed on the inside 
title page or back page of the report.

 As a general rule when listing partners, government should 

alphabetical order.

For more details on partner visibility, please refer to the donor 
visibility guidelines.

In collaboration with
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Colour is an important element of UN-Habitat’s visual identity. Consistent use of the
UN-Habitat colour palette plays a key role in reinforcing the organisation’s image.

Colour Palette
03

PRIMARY COLOURS
UN-Habitat’s main brand color is the blue. It should be used as the main colour in 
most corporate communication materials and channels, from websites, social media, 

primary colours.

CMYK: C 72, M 5, Y 4, K 0
PANTONE:  306C
RGB: R 0, G 178, B 227
WEB: #00B2E3

CMYK: C 0, M 0, Y 0, K 100
PANTONE:  Black
RGB: R 0, G 0, B 0
WEB: #000000

CMYK: C 0, M 0, Y 0, K 0
PANTONE:  White
RGB: R 255, G 255, B 255
WEB: #FFFFFF
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SECONDARY COLOURS
The secondary accent colours may be used in some circumstances to support UN-
Habitat’s design and messaging. They are useful for campaigns, event branding, calls 
to action, infographics, boxes and text boxes in publications and presentations, and as 
background containers around statements in social media and digital posts.

CMYK: C 62, M 0, Y 86, K 0  
PANTONE:  360C
RGB: R 106, G 191, B 75
WEB: #6ABF4B

CMYK: C 100, M 64, Y 21, K 6
PANTONE:  7462C
RGB: R 0, G 83, B 139
WEB: #00538B

CMYK: C 0, M 68, Y 42, K 0  
PANTONE:  805C
RGB: R 255, G 114, B 118
WEB: #FF7276

CMYK: C 0, M 25 , Y 87, K 0
PANTONE:  123C
RGB: R 255, G 198, B 41
WEB: #FFC629

CMYK: C 0, M 45, Y 96, K 0
PANTONE: Orange 1375C
RGB: R 253, G 157, B 36
WEB: #FD9D24

CMYK: C 75, M 1, Y 39, K 0
PANTONE: 326C
RGB: R 0, G 175, B 170
WEB: #00AFAA

CMYK: C 75, M 32, Y 90, K 19 
PANTONE:  7742C
RGB: R 71, G 118, B 59
WEB: #47763B
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Consistency in the use of a typeface plays an important role in 
reinforcing UN-Habitat’s brand. Maintaining rules of type layout 

PRIMARY TYPEFACE
Roboto is UN-habitat’s primary font for all communication 
products. It is an open source Google font and thus readily 
available for download. Roboto works well on web, print and 
mobile, is available in several weights. It also supports French, 
Spanish and Russian languages.

Roboto has a dual nature. It has a mechanical skeleton and the 
forms are largely geometric. At the same time, the font features 
friendly and open curves. It allows letters to be settled into their 
natural width. This makes for a more natural reading rhythm more 
commonly found in humanist and serif types. 

Roboto does not support Arabic and Chinese languages hence
 is selected for Arabic communication and

 is selected for Chinese.

Aa
Roboto

Light
Light Italic
Regular
Regular Italic
Semibold
Semibold
Bold
Bold Italic
Extrabold
Extrabold Italic

Typography
04

Aa
Calibri

Regular

Italic

Bold

Bold Italic 

SYSTEM TYPEFACE
In certain situations, Roboto may be unavailable, it is acceptable 
to use an approved cross-platform system typeface, generally 
available on most computers.  is UN-habitat’s system font. 
It may be used on desktop applications, including but not limited 
to Microsoft Word and PowerPoint such as letters, memos, project 
documents, email, etc. Calibri is also recommended for users 
without professional design software.

will help ensure a un ed visual identity.
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signatures and presentations. 

Stationery
05

LETTERHEAD 20mm

20mm

20mm

20mm

7mm

Stroke: 14mm long, 7pt thick

20mm

20mm

Font: Roboto or Calibri 75% Black
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Victor Mgendi
Head, Production Unit
Communications Branch
External Relations Division

+252 722 322388

United Nations Human Settlements Programme
P.O. Box 30030, GPO Nairobi 00100, Kenya

victor.mgendi@un.org

+252 20 7623397 www.unhabitat.org

54 mm

7 mm

7 mm

7 mm

5mm

1 5mm

1 5mm 1 0mm

85 mm

Font: ROBOTO (Regular)
Size: 6.5pt

UN-Habitat Logo width: 35mm
Colour: Pantone 306C

Font: ROBOTO (Regular)
Size:7/8pt

Font: ROBOTO (Bold and Regular 
for Designation)
Size: 8pt

BUSINESS CARD
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EMAIL SIGNATURE

To ensure consistency and adherence to the brand guidelines, all email signatures should 
follow this template format.

Template

[Name]
[Job title], [Unit or Section, if applicable]
Division

Email Address

UN-Habitat

www.unhabitat.org Maximum width
600px

Preferred width
300px

Preferred 
Height 
70px

Maximum 
Height 
120px
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POWERPOINT TEMPLATE

PowerPoint presentations are often the 

come into contact with our brand. 
The following best practices apply to 
presentartions:

Use corporate system font, Calibri 
fonts

Follow brand guidelines for logo 
visibility

Don’t go less than 18 in font size 
(except for source at bottom)

 es only

Use brand blue for titles, black for 
bullet points to represent UN-Habitat 
in a consistent way, and to maximize 
visibility on screen

Be consistent throughout presentation 
with your fonts, color schemes, bullet 
schemes, etc.

A template has been created to ensure 
consistent creation of presentations. 

Title goes here
(max 3 decks)

(Maximum 2 decks)

Title goes here
(max 2 decks)

• Level 1 bullet goes here

–  Level 2 bullet goes here

Download template here
https://trello.com/b/mN7BtnTh/un-habitat
-brand-guidelines
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Branded materials and signage

promote or inform donors, partners and 
other stakeholders about UN-Habitat 
programmes. They include roll-up 

visibility merchandise. 

All branded materials must follow 
the brand guidelines in this manual, 
including using UN-Habitat typefaces 
and colors where UN-Habitat is the lead 
implementor. Our logo should be used
on programme materials together with 

donor logos to acknowledge support 
and funding in accordance with the co-
branding guidelines. 

important in promoting UN-Habitat’s 
brand at country level. Guidelines on 

For more details on donors and partners,
see donor visibility guidelines  
https://habnet.unhabitat.org/sites/default/

deline.pdf
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www.unhabitat.org



Funded by 
European Union

Funded by European 
Union
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Stickers
Generic stickers
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Rollup Banners

A better quality 
of life for all in an 
urbanizing world

A better quality 
of life for all in an 
urbanizing world

Promoting transformative 
change in cities and human 
settlements. leave no one and 
no place behind.

www.unhabitat.org www.unhabitat.org



Funded by European Union, Swedish International Development Cooperation Agency UKAID and USAID

Funded by European Union, Swedish International Development Cooperation Agency UKAID and USAID

Margins: Do not place any visual elements 
beyond 5cm mark from the edges of the 
banner. Only photos can bleed off the edges.

Minimum distance from the base: Do not place the logos below the 
40 cm mark from the base of the banner. 

them, free of competing visual elements.

12cmMinimum print size on 
rollup banner
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Press banners

On-site project visibility

Name of the Project
(can be 2 or 3 lines)

Funded by 
Government of 

2a

2a

2a

2a

2a

Size: For good visibility, UN-Habitat logo should 
not be smaller than a quarter the total length of the 
branded area of the sign

Blue White

www.unhabitat.org

www.unhabitat.org

www.unhabitat.org

www.unhabitat.org www.unhabitat.org

www.unhabitat.org www.unhabitat.org
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Iconography
06

Icons are easily recognizable and easy 
to remember. They make reading 
quicker, more recognizable, engaging, 
and universal. A range of icons has 
been produced to bring consistency to 
UN-Habitat’s visual language when 
representing the organization’s 
thematic work.
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Photography is a key element in UN-
Habitat’s brand and can be used in a 
variety of communications tools. A 
single image can help humanize the 
UN-Habitat’s brand while conveying 

Photographs should focus on the human 
aspect of our work. Human interaction 
should be portrayed positively and 
authentically – avoid staged photos. 

Photography
07

Focus on local qualities, landscape and 
culture is important to convey a realistic 
impression as clearly as possible.

It is best practice to accompany every 
photo with a caption that tells the viewer 
who, what, where, when and why of 

properly credited. 

See UN-Habitat photography guidelines.

Education is a way out of poverty for the young generation in slums. Lost in her thoughts, a girl stands on the tracks 
in Bijoy Sarani Railway slum in Dhaka, Bangladesh. Every 15 minutes a train rolls by at full speed. 17 July 2019, 
Bangladesh, Dhaka. [UN-Habitat/Kirsten Milhahn]
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Covers

Back covers

Interior pages

Copyright page

https://trello.com/b/mN7BtnTh/un-habitat-brand-guidelines

08
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Gistricaec 
tus num Source: Rum es exerian 

dipsaperum libus, odi 
dolorerum quibus res porrovid 

Pathways for mainstreaming 
climate change measures

Sed molorit, nihicim ipit aces qui quae 
vendaectium nonse ped que doluptaspe nit, 
cusae dolupid utaerum lautem nos adisim 
autet recum consequis sa quatumetur 
solorem nus nescill acescitatiis doluptatem. 
Itaeris sunt eveni doluptus.

Hiligendi consecustio. Nem. Ut am quia 
velendunt que laboria nessinciis net, 
quatur madit am quo es cus nosandam 
que nonsequat occatem qui atur autem es 
est, nonsequunt aut aut faccus dest quati 
inimoles et que ratet exereniste poratus 
andistion coantiore nim faccuptae sitio issit 
quaepudaes quia dolore.

Rorereptatum voluptibus eum quo od eos expellis

Rorereptatum voluptibus eum quo od eos expellis

FIGURE 2

FIGURE 3

9Title of the document   |

Message from the 
executive Director

Ms. Maimunah Mohd Sharif

Under-Secretary-General and Executive 
Director, United Nations Human 
Settlements Programme (UN-Habitat)

Mus, odi ditatus, ommossecto con 
entiusam nonsentur aliquis voluptat 
quaspel itaeperest, sinullore, conem se 
omnist ad que et porest molupta sunt 
moluptisseri doluptatur, si dolores ciendipid 

estio. Ria non pro inciis duciis ilis nobis et 
ant, omni debis quiae dolesecuptam fugite 
coresti restis et rem net quae.

Volupta turesti orepeliquam fugit, sequi 
omnimi, eium, sae con conseque posandi 
dolutaquidem veria doluptatur, ium accabo. 
Itatecu llaborro et quidus, consequo 
corerferum litatem peribus aut dit faccum 
reptat dis sit, tendici tatur, acerum aut 
eaque moloritios as estia sum num lam aut 
evelige ndipsae ra quostiustias et, tendio 
dolo idenis et ad quae num earum id et vitiis 
dolorunt odigenias endenimus aut rehenim 
inctur, saperror aut ipsamus essum int mi, 
quo ipsapedi totaeribus del molores inis 
enis ratur, quaectem ipsum quatibus mi, 
consequia cus, quodit est, cone volest, quo 
volorehendia voluptat.st quamenim vel is 
nam rem. Sita diam, ullo omnimagnim quam 
et excestia nis si odic to iur, tem am alias del 
mo quaeribuscia que et fugit excesti beatur, 
sam faccusda sitisciet doluptat.Pudi sim 
naturibus volupta turibus.Pellorep raeptaspel 
ex esto is excerum qui to derunt et autatur, 
quam nis dignate moloreptatin enimil ipsae 
nu L. modiis? Vastrit.

quit ocultum alis actum furorae nesicit 
erorevistil tem tam quitique publium re, non 

Kicker Proxima Nova 11 pt est, testia poressequi ditibus plis alis dolorerro 
verferatur? Tur seratis pellant ea simIquem dem ac ta, no. Catia Serferavo, 
quam tus, C. Decremq uemniam numIbus; nostidem vastero consusqui 
patuam.

rem ocae aure videstra dius noculos egit, co 
ma, te am opublie nicapecondum is publicere 
ium ia dest vit; nonsidem moeribusus 
senternum is. Lerfecum es, quem dest 
adhuis eo, nos paris prio, cularbiRatem 
faceribus in rescime niendicium utem quunt.

imillab orroriberi volorrum velendi iustem 
vel invelit et eatia sed etur auta volut mintur 
molorro vitatia ndigeni hitatia velese nus 
untorum net acea vel earuptaesent estius.
Pudanda pelene que de comnim quae. Cae 
lam, invendae experum eniendu ntempor 
eribus, sunt magni sequidia quiandi 
ommolorae dit, undam voloren ditio. Nempos 
consendantis ra consequis peritist, temolum 
hil im quam, od quis iunt occus, simendigeni 
qui delliqui derorporeni re, vit dia vitSatares 
perudam, Catus, sus, Cat ad ca; hoctantis 
facentrudet fac oratuid is sulto unumum coti, 
Ti. Graela reors pecta, movehem ademe in 

3Title of the document   |
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Liatibus Piciati
nullaborro sit,
illabor autest

Eosa quias is ea pore poreicaeris reiust et 
et es nimin nat que acium atibus, con ra 
volorporent, nestio omnis di con nonsent 
dolut parum et volor alibusa vent autem 
untionempos quis doluptatia verspis as 
quis nam, occatet et ulparupta sed maionet 
aligent orisciam eum quo volo earchitatum 
fuga. Dolenihic to eost quiandam ataecto et 
fugit, cus ad que ex et occus quam, qui vent, 
omnim dio duntio blanisquid quas doluptas 
natustem ut inciusa quis a nonet id ma 
voluptatum re velitat ustrum aut ent.

At faccus min nulles aut ipsaepe litaquatem 
quam am que sit, simposaes rerror rem 
rehenis ciandipsam dolorem reptatu strume 
pa volupti anienia taspero vellor sam, 
nimperf erchic toritation ex et quibus moloria 
ndebis re volori ullestrum aut exerupitatem 
lautem quodi conse nection nectat 
laborrum idion repudipsanis remporibus 
porro mostium con expedis mosapid erovit 
omnitatenis eseque sam aspitatemqui quis 
volum ius ut aliscim estiae eiusciminis 

nihillo remosan ditium sitinctem ut inctur, 
ut min cone aut ut pariatur mi, cum ex 
enihil ipsus cuptae et reprerumqui 
dessimagnite as dolupiet evendae quos sant 
ratemollaut volupti onsedis eos soluptionsed 
qui nobitem eario. 

Ut faciend ignimi, velestin plaboru 
mquiderorero volo conem quatate ndaepuda 
dolorem sum imagnitatem acero blabo. Idunt 

nus dolupta tintiossero cum et apero odia 
nimenit pre qui corem hictiiscimet ut aut dit, 
omnienis volenda quatur? Velest, cus. Em nim 
denimus ratiat volore nonsequis etus archit 
re dolorae catiore omnimus autempe rnatiam 
quias maximus nim eatet esto que perehenihit, 
enihit aut harci idem audandae nobis ut et eos 
quoditaquam qui ut explam est rerspit earchit 
voluno. Olum hem nem incles!Eptur, sincid que 
doluptaquas secesciaMagniste con por ad 
moluptis cus, ut eni aceatatur.

Aligenim quaectur ame renditiat 

IntisciDent, nti quiaeperit rvenim dolor 
audipsum,Imus, quis simenia ius reptiat hil 
ipiciduntia venimusam.Adias coribus as pe 
diti tes quatur, consentRibus? Ellatim iliciors 
ommoerae aut auctum mei Eosa quias is 
ea pore poreicaeris reiust et et es nimin 
nat que acium atibus, con ra volorporent, 
nestio omnis di con nonsent dolut parum 
et volor alibusa vent autem untionempos 
quis doluptatia verspis as quis nam, occatet 
et ulparupta sed maionet aligent orisciam 
eum quo volo earchitatum fuga. Dolenihic 
to eost quiandam ataecto et fugit, cus ad 

Ebis dolupta nobitaquam, 
asunt testia poressequi 
ditibus plis

01

Kicker Proxima Nova 11 pt est, testia poressequi ditibus plis alis dolorerro verferatur? 
Tur seratis pellant ea simIquem dem ac ta, no. Catia Serferavo, quam tus, C. Decremq 
uem-niam numIbus; nostidem vastero consusqui patuam.

“Core odis 
moluptas 
conet verit ipis 
non corempo 
repudici 
dolectur, 
sendi optatem 
quo magnis 
porepudae 
sanditat ant 
es eatiatur, 
cum, quuntur”

5Title of the document   |
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UNITED NATIONS HUMAN SETTLEMENTS PROGRAMME
P.O. Box 30030, Nairobi 00100, Kenya

Contact information

Victor Mgendi
Head of Production

Peter Cheseret
Graphic Designer


