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Welcome to the 
World Obesity Day 2023 
Brand Book introducing 
the essential look and feel of the
“Changing Perspectives” 
campaign!

This document is designed to help you plan ahead; 
it includes a showcase of the core assets and visuals 
that will be available to you during the campaign. 
The full set of editable assets, plus a comprehensive 
Campaign Toolkit, will be released in February. To 
see what assets are already available, go here. To ask 
a question, contact us here.
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mailto:wod%40worldobesity.org?subject=
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Primary logo

This is the primary campaign logo. It should be used 
on any approved materials for the 2023 campaign, 
along with the WOD 23 logo. 

When the full WOD 23 logo lockup does not 
fit clearly on the asset you can use the primary 
campaign logo and the WOD 23 logo separately,
for example one over the other.

Usage

Adequate clear space should surround the logo 
when it is used. The clear space should be no smaller 
than the capital ‘C’ in Changing (campaign) and ‘W’ 
in World (full). The logo may not be stretched or 
flipped. 
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Primary 

Logo In use

Where should I use the Primary Logo?
This is the logo to lead the campaign. It 
carries the core identity and should be used 
in the most prominent spaces. 

•	 Headers (print and digital)
•	 Social media banners / graphics
•	 Mail-outs / campaign emails
•	 Cards
•	 T-Shirts
•	 Stationery
•	 Posters
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Secondary 

Logos
SIMPLIFIED

 - in use

Where should I use the Simplified Logos?
The simplified logo does not include the 
tagline ‘let’s talk about obesity’. It should be 
used on digital and print graphics that already 
focus on the tagline. It has various colour 
options - making it easy to mix with other 
graphics, photography and text. 

•	 Digital and print graphics
•	 Social media graphics
•	 Posters
•	 Cards
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Colour
s



13

ROSY RED

#E6504C

R231 G80 B76

C2 M80 Y65 K0

LIME ZEST

#A7C31F
R168 G196 B32

C43 M3 Y98 K0

MUSTARD 

YELLOW

#EBAF00
R235 G175 B0

C8 M33 Y100 K0

TAN 

ORANGE

#ED8000

R237 G129 B0

C2 M58 Y100 K0

PURPLE 

VELVET

#9C3A8A

R157 G58 B138

C46 M88 Y4 K0

BRIGHT BLUE

#3F86C6

R63 G134 B199

C75 M39 Y0 K0

PURE WHITE

#FFFFFF

R255 G255 B255

C0 M0 Y0 K0

LIGHT 

GREY

#E5E5E5

R210 G0 B90

C12 M8 Y9 K0

Colour
 

Codes



14

Fonts
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ABCEDFGHIJK

LMNOPQRTUV

WXYZ !@()-?”

0123456789

Helv 

Childr
en 

Regula
r

Helv Children should be used as 
a header font, primarily in black. 
It is the signature font for the 
campaign. 
Download here

https://www.dafont.com/helv-children.font
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ABCEDFGHHIJKLM
NOPQRSTUVWXYZ
abcedfghhijklm
nopqrstuvwxyz

0123456789
!@#$%^&*)(-+[]:”?/\|~

Illuminate 
Regular

Illuminate Regular is a secondary 
signature font. It should be used 
in support of Helv Children for 
key messaging and breakout text. 
Download here

https://www.dafont.com/illuminate-by-brittney-murphy.font
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ABCEDFGHHIJKLM
NOPQRSTUVWXYZ
abcedfghhijklm
nopqrstuvwxyz
0123456789
!@#$%^&*)
(-+[]:”?/\|~

Brandon 
Bold Copy Header
Regular Body Copy

Brandon is the standard body 
copy font. This should be used for 
the bulk of all communications to 
ensure clarity and readability. 
Download here

https://fonts.adobe.com/fonts/brandon-grotesque
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OBESITY IS

YOUR
RESPONSIBILITY

There are scribbles to use 
to visually rub out words or 
letters to replace with a new 
perspective. 
Download here

chanGing pers
pectiv

es

using text

CHANGE YOUR POINT OF VIEW

Flipping small pieces of text 
upside down is another way to 
encourage changing perspective. 
Use this effect only sparingly 
and signpost with an arrow.

https://www.dafont.com/helv-children.font
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Graphi
cs
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SPEECH

BUBBLE
S

SPEECH BUBBLE GRAPHICS
There are a series of speech bubbles 
to be used on digital and print assets. 
They can have text on top to show 
what people are talking about or can 
stand alone as icons to depict
collaboration, discussions and 
encouraging conversations.
Download here
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SPEECH

BUBBLE
S
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SPEECH

BUBBLE
S
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chanGing

perspe
ctives

CHANGING PERSPECTIVES 
GRAPHICS
These graphics are designed to 
visually show the changing of 
perspectives. Use the arrows to 
help show how a word or idea 
has changed, or to point to new 
perspectives.
Download here
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CHANGING 

PERSPE
CTIVEs
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CALL t
o

action
CALL TO ACTION GRAPHICS
These graphics represent our key 
calls to action of talking about 
obesity and playing our card game. 
They show both digital and physical 
discussions. Use them with ‘lets talk 
about obesity’ CTAs.

Download here
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CALL T
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ACTION
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MOVEMENT

BUILDIN
G

MOVEMENT BUILDING 
GRAPHICS
These graphics represent collective 
action, listening and seeing, and 
building a movement to address 
obesity together. They can be used 
with movement building or event 
CTAs and working together assets.
Download here
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MOVEMENT 

BUILDIN
G
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textured

graphi
cs

TEXTURED GRAPHICS
Additionally to our flat graphics seen 
above, there are versions with a hand 
drawn effect. These can be used in 
place of the other relevant icons 
to add texture to digital or printed 
assets. Do not place text over the 
textured graphics for readability.
Download here
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TEXTURED 

GRAPHI
CS
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SILHOU
ETTES

SILHOUETTE GRAPHICS
These human silhouette graphics can 
be used to bring a human element to 
assets when not using photographs. 
They can be used alongside speech 
bubbles to show people talking, or as 
visual elements and shapes on simple 
assets.
Download here
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SILHOU

ETTES



33

Photog
raphy
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The campaign will be lead by 
empowering photography that is 
truly representative of our global 
community. Photography must 
make people with obesity feel visible, 
valued, and proud. Equally, we will 
use imagery that also shows the wider 
contextual challenges of obesity and 
that represent some of the roots of 
obesity. Images should feel natural, 
real, and positive. Images will also be 
available on the recently updated 
World Obesity Federation 
image bank. Additional image 
resources can be found in this 
extensive gallery from ECPO.

Photog
raphy

https://www.worldobesity.org/resources/image-bank
https://www.worldobesity.org/resources/image-bank
https://ecpomedia.org/image-bank/
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Photog
raphy

In use

Photography should be framed with colourful 
borders which support the image content. They 
should feel bright, vibrant and have energy. 

You can also frame the photo using the silhouette 
graphics to show two human perspectives in one.

You should not cover any face with graphics or 
crop images too tightly. Please also avoid using 
hand imagery that seems to point to, single out 
or otherwise draw attention to an individual - this 
can be seen as stigmatizing.

Celebrate the picture, celebrate the person! 
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