
2. CISL Initiatives

Sub brand identities follow the core guidance, but have 
some specific additional or replacement rules that are 
detailed in the following section.
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2.1 Sub-brands

Our sub-brands have 
individual logos, specific 
colour schemes and 
graphic elements. The 
logos should be used 
in conjunction with the 
CISL logo or in a lock-up 
wherever possible (see 
publication guidelines) and 
rarely stand alone.

Accelerator
Sustainability
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Publications and online materials from CISL’s Corporate Leaders Groups including The Prince of Wales 
Corporate Leaders Group and CLG Europe follow core CISL branding guidance, but there are some 
specific additional or replacement rules, detailed on the following pages. 

Prince of Wales Corporate Leaders Group

Prince of Wales’s 
Corporate 
Leaders Group 
palette

The Prince of Wales’s logo should be used for all 
UK focused CLG materials. The Prince of Wales’s 
Corporate Leaders Group use ‘CLG Red’ as the 
primary colour. This is drawn from the CLG logo, 
and should only be used with the Prince of Wales’s 
Corporate Leaders Group publications and online 
materials. Additional highlight colours are also 
available for use in moderation.  

Business
conversation

21st 
century 
energy: 

 
on renewables 
in Europe

Doosan Babcock

A mandatory heat component 
of the total REDII 2030 energy 
target would encourage  

technologies, with the 
concomitant improvement in  
air quality associated with 

 
The decarbonisation of heat 
is one of the major challenges 

few decades. A number of 
countries are incentivising 

schemes, where electricity is 

distributed via local heat 
networks. Incentives, if they are 
in place, vary from country to 
country, and also within country, 
on the technology used. 

Most companies interviewed are concerned that the removal  
of individual targets for Member States will lead to a relaxation  

 
most to transition to cleaner energy.

The European Parliament is also concerned about the 
lack of ambition. In June 2016, it voted to increase the 
EU’s renewables targets to “at least” 30 per cent by 2030, 
and to include national targets – a clear message to the 
Commission that its new Renewable Energy Directive (REDII) 
proposals should be more ambitious. 

Targets are tools to drive action – to encourage new ways of 
looking at problems and changing mindsets. As IKEA Group 
points out, bold targets work – they have set themselves a 
100 per cent renewable energy target for 2020 because it is 
clear that its whole system must change.

If it had set an 80 per cent target, it says everyone would 
have found a reason to be in the other 20 per cent. IKEA 
says that when the EU sets itself a 30 per cent target for 
2030, it is giving Member States permission to be in the  
70 per cent, rather than aiming for a total change of mindset 

It is worth noting that EDF, from its perspective as a large, 
European energy company, places a stronger emphasis 

development of renewable and other low carbon energy 
sources, in a technology neutral approach.

The 2009 Renewable Energy Directive (REDI) contained 
clear and binding responsibility for Member States to deliver 
set contributions. The revised Renewable Energy Directive, 
REDII, raised the renewables target on one hand, while on 
the other, removed the responsibility of Member States to 
individually contribute to that target, therefore decreasing  
the likelihood of Europe reaching its renewable energy goals, 

Targets focus on all energy, while our interviewees spoke 
mostly about electricity, so it is important that heating, 
cooling, transport and buildings all play a role. One 
respondent, Doosan Babcock, highlighted the importance  
of focusing on other elements of energy beyond electricity.

Section 1 

Is the 2030 target  
ambitious? continued

100% 
IKEA Group renewable energy target: 
“by 2020 we will produce as much 
renewable energy as the energy we 
consume in our own operations”.

€40 billion 
i

i.  See www.tinyurl.com/molcv9o
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All three publication types from The Prince of 
Wales’s Corporate Leaders Group use ‘CLG Red’ 
as their primary colour. This is drawn from the 
CLG logo, and should only be used with CLG 
publications. Additional highlight colours are 
also available for use in moderation.

Each publication type has its own icon. 
Where double chevrons are present 
on the publication cover, the icon sits 
within the inner chevron.

The chevron is 
always set to 
45o with a 4mm 
point radius.

All three publication types also use a chevron 
graphical device to house key content. This shape 
captures the CLG’s thought leadership and its 
focus on delivering measurable outcomes.

The principle colours are ‘CLG Red’, plus black 
and grey. There is also a palette of highlight 
colours available, which can be used sparingly to 
add visual variety to CLG publications. The CLG 
highlight palette (shown below) is drawn from the 
vibrant CISL colour palette.

C0
M0
Y0
K80

R88
G88
B90

C0
M0
Y0
K100

R26
G23
B27

C0
M85
Y98
K0

R230
G68
B25

The CLG 
core palette

The CLG 
highlight 
palette

C90
M70
Y0
K0

R47
G82
B160

C99
M100
Y29
K23

R44
G36
B91

C71
M20
Y11
K0

R61
G161
B204

1 Publication type decision tool 2 Core visual elements 3 Additional guidelines 4 Other examples

Business
conversation

21st 
century 
energy: 

 
on renewables 
in Europe

Doosan Babcock

A mandatory heat component 
of the total REDII 2030 energy 
target would encourage  

technologies, with the 
concomitant improvement in  
air quality associated with 

 
The decarbonisation of heat 
is one of the major challenges 

few decades. A number of 
countries are incentivising 

schemes, where electricity is 

distributed via local heat 
networks. Incentives, if they are 
in place, vary from country to 
country, and also within country, 
on the technology used. 

Most companies interviewed are concerned that the removal  
of individual targets for Member States will lead to a relaxation  

 
most to transition to cleaner energy.

The European Parliament is also concerned about the 
lack of ambition. In June 2016, it voted to increase the 
EU’s renewables targets to “at least” 30 per cent by 2030, 
and to include national targets – a clear message to the 
Commission that its new Renewable Energy Directive (REDII) 
proposals should be more ambitious. 

Targets are tools to drive action – to encourage new ways of 
looking at problems and changing mindsets. As IKEA Group 
points out, bold targets work – they have set themselves a 
100 per cent renewable energy target for 2020 because it is 
clear that its whole system must change.

If it had set an 80 per cent target, it says everyone would 
have found a reason to be in the other 20 per cent. IKEA 
says that when the EU sets itself a 30 per cent target for 
2030, it is giving Member States permission to be in the  
70 per cent, rather than aiming for a total change of mindset 

It is worth noting that EDF, from its perspective as a large, 
European energy company, places a stronger emphasis 

development of renewable and other low carbon energy 
sources, in a technology neutral approach.

The 2009 Renewable Energy Directive (REDI) contained 
clear and binding responsibility for Member States to deliver 
set contributions. The revised Renewable Energy Directive, 
REDII, raised the renewables target on one hand, while on 
the other, removed the responsibility of Member States to 
individually contribute to that target, therefore decreasing  
the likelihood of Europe reaching its renewable energy goals, 

Targets focus on all energy, while our interviewees spoke 
mostly about electricity, so it is important that heating, 
cooling, transport and buildings all play a role. One 
respondent, Doosan Babcock, highlighted the importance  
of focusing on other elements of energy beyond electricity.

Section 1 

Is the 2030 target  
ambitious? continued

100% 
IKEA Group renewable energy target: 
“by 2020 we will produce as much 
renewable energy as the energy we 
consume in our own operations”.

€40 billion 
i

i.  See www.tinyurl.com/molcv9o
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All three publication types from The Prince of 
Wales’s Corporate Leaders Group use ‘CLG Red’ 
as their primary colour. This is drawn from the 
CLG logo, and should only be used with CLG 
publications. Additional highlight colours are 
also available for use in moderation.

Each publication type has its own icon. 
Where double chevrons are present 
on the publication cover, the icon sits 
within the inner chevron.

The chevron is 
always set to 
45o with a 4mm 
point radius.

All three publication types also use a chevron 
graphical device to house key content. This shape 
captures the CLG’s thought leadership and its 
focus on delivering measurable outcomes.

The principle colours are ‘CLG Red’, plus black 
and grey. There is also a palette of highlight 
colours available, which can be used sparingly to 
add visual variety to CLG publications. The CLG 
highlight palette (shown below) is drawn from the 
vibrant CISL colour palette.
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1 Publication type decision tool 2 Core visual elements 3 Additional guidelines 4 Other examples

Corporate Leaders Group Europe

Corporate 
Leaders Group 
Europe
palette

CLG Europe uses ‘CLG light blue’ as the primary 
colour. This is drawn from the CLG Europe logo and 
should only be used for CLG Europe publications and 
online materials. 

Business
conversation

21st 
century 
energy: 

 
on renewables 
in Europe

Doosan Babcock

A mandatory heat component 
of the total REDII 2030 energy 
target would encourage  

technologies, with the 
concomitant improvement in  
air quality associated with 

 
The decarbonisation of heat 
is one of the major challenges 

few decades. A number of 
countries are incentivising 

schemes, where electricity is 

distributed via local heat 
networks. Incentives, if they are 
in place, vary from country to 
country, and also within country, 
on the technology used. 

Most companies interviewed are concerned that the removal  
of individual targets for Member States will lead to a relaxation  

 
most to transition to cleaner energy.

The European Parliament is also concerned about the 
lack of ambition. In June 2016, it voted to increase the 
EU’s renewables targets to “at least” 30 per cent by 2030, 
and to include national targets – a clear message to the 
Commission that its new Renewable Energy Directive (REDII) 
proposals should be more ambitious. 

Targets are tools to drive action – to encourage new ways of 
looking at problems and changing mindsets. As IKEA Group 
points out, bold targets work – they have set themselves a 
100 per cent renewable energy target for 2020 because it is 
clear that its whole system must change.

If it had set an 80 per cent target, it says everyone would 
have found a reason to be in the other 20 per cent. IKEA 
says that when the EU sets itself a 30 per cent target for 
2030, it is giving Member States permission to be in the  
70 per cent, rather than aiming for a total change of mindset 

It is worth noting that EDF, from its perspective as a large, 
European energy company, places a stronger emphasis 

development of renewable and other low carbon energy 
sources, in a technology neutral approach.

The 2009 Renewable Energy Directive (REDI) contained 
clear and binding responsibility for Member States to deliver 
set contributions. The revised Renewable Energy Directive, 
REDII, raised the renewables target on one hand, while on 
the other, removed the responsibility of Member States to 
individually contribute to that target, therefore decreasing  
the likelihood of Europe reaching its renewable energy goals, 

Targets focus on all energy, while our interviewees spoke 
mostly about electricity, so it is important that heating, 
cooling, transport and buildings all play a role. One 
respondent, Doosan Babcock, highlighted the importance  
of focusing on other elements of energy beyond electricity.

Section 1 

Is the 2030 target  
ambitious? continued

100% 
IKEA Group renewable energy target: 
“by 2020 we will produce as much 
renewable energy as the energy we 
consume in our own operations”.

€40 billion 
i

i.  See www.tinyurl.com/molcv9o
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All three publication types from The Prince of 
Wales’s Corporate Leaders Group use ‘CLG Red’ 
as their primary colour. This is drawn from the 
CLG logo, and should only be used with CLG 
publications. Additional highlight colours are 
also available for use in moderation.

Each publication type has its own icon. 
Where double chevrons are present 
on the publication cover, the icon sits 
within the inner chevron.

The chevron is 
always set to 
45o with a 4mm 
point radius.

All three publication types also use a chevron 
graphical device to house key content. This shape 
captures the CLG’s thought leadership and its 
focus on delivering measurable outcomes.

The principle colours are ‘CLG Red’, plus black 
and grey. There is also a palette of highlight 
colours available, which can be used sparingly to 
add visual variety to CLG publications. The CLG 
highlight palette (shown below) is drawn from the 
vibrant CISL colour palette.
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1 Publication type decision tool 2 Core visual elements 3 Additional guidelines 4 Other examples

Business
conversation

21st 
century 
energy: 

 
on renewables 
in Europe

Doosan Babcock

A mandatory heat component 
of the total REDII 2030 energy 
target would encourage  

technologies, with the 
concomitant improvement in  
air quality associated with 

 
The decarbonisation of heat 
is one of the major challenges 

few decades. A number of 
countries are incentivising 

schemes, where electricity is 

distributed via local heat 
networks. Incentives, if they are 
in place, vary from country to 
country, and also within country, 
on the technology used. 

Most companies interviewed are concerned that the removal  
of individual targets for Member States will lead to a relaxation  

 
most to transition to cleaner energy.

The European Parliament is also concerned about the 
lack of ambition. In June 2016, it voted to increase the 
EU’s renewables targets to “at least” 30 per cent by 2030, 
and to include national targets – a clear message to the 
Commission that its new Renewable Energy Directive (REDII) 
proposals should be more ambitious. 

Targets are tools to drive action – to encourage new ways of 
looking at problems and changing mindsets. As IKEA Group 
points out, bold targets work – they have set themselves a 
100 per cent renewable energy target for 2020 because it is 
clear that its whole system must change.

If it had set an 80 per cent target, it says everyone would 
have found a reason to be in the other 20 per cent. IKEA 
says that when the EU sets itself a 30 per cent target for 
2030, it is giving Member States permission to be in the  
70 per cent, rather than aiming for a total change of mindset 

It is worth noting that EDF, from its perspective as a large, 
European energy company, places a stronger emphasis 

development of renewable and other low carbon energy 
sources, in a technology neutral approach.

The 2009 Renewable Energy Directive (REDI) contained 
clear and binding responsibility for Member States to deliver 
set contributions. The revised Renewable Energy Directive, 
REDII, raised the renewables target on one hand, while on 
the other, removed the responsibility of Member States to 
individually contribute to that target, therefore decreasing  
the likelihood of Europe reaching its renewable energy goals, 

Targets focus on all energy, while our interviewees spoke 
mostly about electricity, so it is important that heating, 
cooling, transport and buildings all play a role. One 
respondent, Doosan Babcock, highlighted the importance  
of focusing on other elements of energy beyond electricity.

Section 1 

Is the 2030 target  
ambitious? continued

100% 
IKEA Group renewable energy target: 
“by 2020 we will produce as much 
renewable energy as the energy we 
consume in our own operations”.

€40 billion 
i

i.  See www.tinyurl.com/molcv9o
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All three publication types from The Prince of 
Wales’s Corporate Leaders Group use ‘CLG Red’ 
as their primary colour. This is drawn from the 
CLG logo, and should only be used with CLG 
publications. Additional highlight colours are 
also available for use in moderation.

Each publication type has its own icon. 
Where double chevrons are present 
on the publication cover, the icon sits 
within the inner chevron.

The chevron is 
always set to 
45o with a 4mm 
point radius.

All three publication types also use a chevron 
graphical device to house key content. This shape 
captures the CLG’s thought leadership and its 
focus on delivering measurable outcomes.

The principle colours are ‘CLG Red’, plus black 
and grey. There is also a palette of highlight 
colours available, which can be used sparingly to 
add visual variety to CLG publications. The CLG 
highlight palette (shown below) is drawn from the 
vibrant CISL colour palette.
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1 Publication type decision tool 2 Core visual elements 3 Additional guidelines 4 Other examples

CLG Europe/CISL 
lock up logo should be 
used for all EU focused 
materials except 
advocacy content.

Our corporate typeface is Helvetica. If you do not have a licensed copy on your machine the nearest 
match is Arial. To make the font more recongisable please condense the letterspacing by 1pt where 
possible. Use Arial Bold where required for headings and avoid Arial Black.

2.1 Sub-brands
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2.2 CLGs

Head Office
1 Trumpington Street
Cambridge, CB2 1QA
United Kingdom
T: +44 (0)1223 768850
E: info@cisl.cam.ac.uk

EU Office
The Periclès Building
Rue de la Science 23
B-1040 Brussels, Belgium
T: +32 (0)2 894 93 19
E: info.eu@cisl.cam.ac.uk

South Africa
PO Box 313
Cape Town 8000
South Africa
T: +27 (0)82 829 6852 
E: info.sa@cisl.cam.ac.uk

@ClimateCLG

www.corporateleadersgroup.com

Printed on Revive 100% recycled silk art paper
Design: adrenalinecreative.co.uk

@ClimateCLG

Business leadership for a 
climate neutral economy

The  
Prince of Wales’s 
Corporate 
Leaders Group

Business 
leadership  
for a climate  
neutral  
economy

www.corporateleadersgroup.com

Business Conversation: used for flagship CLG publications, which 
are likely to be printed. This layout follows the overall CISL A4 cover 
publication gudelines with the addition of the chevron.

The core graphic device for both 
CLGs’ publications and online 
materials is a chevron. 
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The core graphic device for both CLGs’ publications 
and online materials is a chevron. Each publication 
type has its own icon to denote publication type such 
as ‘business conversation’. Where double chevrons 
are present on the publication cover, the identifying 
icon sits within the inner chevron, the document title 
and sub title sit in the outer chevron. 

funded by

Policy Briefing

funded by

Your title can go  
here in three lines
or four 

Sub-title here over two lines  
if required

Policy Briefing: shorter, single-page PDF 
publications built on a simple, templated 
layout, with minimal design elements.
Plain cover wth small single chevron.

Business Conversation: used for flagship CLG publications, which are likely to be printed. This layout 
follows the overall CISL A4 cover publication gudelines with the addition of the chevron.

Discussion paper: more templated than 
Business conversation and has less detailed 
design elements and smaller headlines. 
Mono cover image printed over brand 
colour. Double chevron device in consistent 
positioning with Business Conversation.

2.2 CLGs
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For all co-branded materials use the logo lock up with chevrons. CLG Europe logo first, then CLG UK logo and CISL logo 
(bottom left). The CISL logo would not be included for advocacy campaign materials.

Twitter card Word document Word document with footer

CLG 
Europe

CLG 
EuropeCLG 

Europe

2.2 CLGs
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2.3 BEI

Bank 2030 
Accelerating the  
transition to a  
low carbon  
economy

Bank 2030 draft 2b.indd   1 22/01/2020   17:14:11

Bank 2030 
Accelerating the
transition to a
low carbon
economy
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Title here

Title of your slideshow here
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2.4 ILG
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Title of your slideshow here
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2.5 Accelerator

Accelerator
Sustainability

Accelerator
Sustainability

Innovation 
is needed 
at a pace 
and scale 
never 
known 
before  
in human 
history.

We know that innovation thrives 
on knowledge, interaction and 
responsive interventions.

It can’t be forced, scheduled or 
auto mated. It is a creative, unique 
and messy process and there is no 
one-size-fits-all approach. 

Eithne George - Programme Director 

cisl.cam.ac.uk/accelerator

Innovation 
is needed 
at a pace 
and scale 
never 
known 
before  
in human 
history.

Supported by the European Union’s European Regional Development Fund

Accelerator
Sustainability

Climate change.

Waste.

Sustainable  
supply chains.

Global injustice.

Green energy.

Circular economy.

Species extinction.

Social business.primary shade

leaflet cover

twitter card

pull-up roller banner

secondary mid grey accent colour accent colour accent colour



Projects

2. Re-imagining  
how we measure  
the economy  

How do    How do we use this a once   
lifetime opportunity to create  
  an s economy protects and restores 
 thes environment, builds strong
       communities and delivers sustainable
       lifestyles for 9 billion people by 2050? 
What can be done to make sure 
that everyone can education, food, water
                        and healthcare
                 How can society prepare now
        for future climate migrants?” How
            do we ensure that there is a real
                        re-distribution of wealth
                
and                resources to 
                     give opportunity for all?
What will it   business, finance and 
governmentcollaborate to preserve 
biodiversity and the health of our 
ecosystems? What can we learn 
from the pandemic that will make 

The Future we Want
Discussion Series

 

Theme and sub brand developed for high profile project ‘The Future we Want’
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Projects

Key CISL projects  
(you may need to provide basic information to view these reports on our website).

www.cisl.cam.ac.uk

Business Briefing

Head office   
1 Trumpington Street   
Cambridge 
CB2 1QA, UK   
 
T: +44 (0)1223 768850   
info@cisl.cam.ac.uk 

Brussels   
The Periclès Building   
Rue de la Science 23   
B-1040 Brussels, Belgium   
 
T: +32 (0) 2 894 93 19   
info.eu@cisl.cam.ac.uk 

Cape Town   
PO Box 313 
Cape Town 8000 
South Africa 
 
T: +44 (0)1223 768850   
info@cisl.cam.ac.uk 

Towards  
sustainable  
packaging materials
Examining the relative 
impact of materials in the 
natural source water and 
soft drinks value chain

www.cisl.cam.ac.uk  @cisl_cambridge  

Business Briefing

Aligning and  
integrating a  
sustainable purpose
Leaders’ insights
      

Achieveing  
Net Zero Business
2050
Guidance for keeping your 
organisation on target

Targeting Net Zero 
A strategic framework for  
business action

View web page
View buisness briefing
View framework online
View framework pdf

View report View infographic View buisness 
briefing
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https://www.cisl.cam.ac.uk/resources/circular-economy/towards-sustainable-packaging-relative-impact-of-materials
https://www.cisl.cam.ac.uk/resources/sustainability-leadership/leading-with-a-sustainable-purpose
https://www.cisl.cam.ac.uk/resources/low-carbon-transformation-publications/targeting-net-zero
https://www.corporateleadersgroup.com/corporate-leaders-group-uk/building-back-a-strong-net-zero-uk-economy
https://www.cisl.cam.ac.uk/resources/low-carbon-transformation-publications/targeting-net-zero
https://www.cisl.cam.ac.uk/resources/publication-pdfs/net-zero-buisness-briefing.pdf
https://www.cisl.cam.ac.uk/resources/low-carbon-transformation-publications/targeting-net-zero/targeting-net-zero-framework
https://www.cisl.cam.ac.uk/resources/publication-pdfs/net-zero-a-strategic-framework-for-business-action.pdf#page=1
https://www.cisl.cam.ac.uk/resources/publication-pdfs/towards-sustainable-packaging-materials-1.pdf
https://www.corporateleadersgroup.com/corporate-leaders-group-uk/building-back-a-strong-net-zero-uk-economy
https://www.cisl.cam.ac.uk/resources/publication-pdfs/aligning-and-integrating-proof-v5.pdf
https://www.cisl.cam.ac.uk/resources/publication-pdfs/aligning-and-integrating-proof-v5.pdf


Brand and publication
guidelines

www.cisl.cam.ac.uk


