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About Evergreen
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The Evergreen Story

We are a policy-focused group of former 
Inslee staffers and supporters who are 
fighting for bold and urgent climate action. 
We are a collaborative group, working 
across the climate movement to drive new 
policy, positive solutions, and political 
change that will enable an all-out national 
mobilization on the scale of the climate 
crisis, with the urgency this challenge 
demands. We are positive, hopeful, and 
engaged, and we are urging all Americans 
to build a better, more prosperous, and 
more inclusive future run on clean energy.

We are also truth-tellers, committed to 
making it clear what approaches will and 
will not get the job done, to defeat the 
climate crisis. We will fight back against 
the fossil fuel industry’s false promises and 
corrupt bargains, only offered to stymie 
progress toward the future our planet 
demands. 
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The next president and Congress must put bold climate action 
at the top of America’s agenda and create millions of jobs in a 
just and inclusive clean energy economy. We empower climate 
and community leaders, and advocate for policymakers to adopt 
the urgent climate and economic policies that science demands.

Mission

Our mission is to lead all-out mobilization of the 
federal government to defeat the climate crisis.
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Goals

Create a just and inclusive 100% clean energy economy 
by providing a comprehensive policy vision for the next 
president and Congress, based on a framework of standards, 
investment, and justice for all people.

Rally and organize grasstops and grassroots leaders, 
Congress and congressional candidates around this policy 
vision, urging them to prioritize bold climate action.

Mobilize and empower people and front-line communities 
impacted by the climate crisis, highlighting the stories of 
those affected and including them in developing solutions.
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We will defeat the climate crisis 
by building a positive and inclusive 
vision for the future: of an economy 
run on clean energy that broadens 
opportunity and creates millions of 
good jobs.

We will provide a strong and 
detailed policy framework to 
Congress, House and Senate
candidates and grasstops 
leaders, supporting organizers 
and advancing a bold climate 
vision into the realm of what’s 
possible for decision makers and 
the public alike.

We will shape the conversation 
around climate action, using 
digital organizing, an earned 
media strategy, and narrative 
storytelling on climate solutions 
that prioritize investments, 
standards and justice to build a 
100% clean energy economy.

Theory of Change
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About Our Brand
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Core Beliefs

The only policy approach that will build popular support 
and defeat the climate crisis at the speed, scope and 
scale necessary is one built on setting sector specific 
clean energy standards with enforceable, nearterm 
timelines, investments in infrastructure and innovation, 
and rooted in justice so that those hit first and worst by 
climate change are part of the solution.

Climate change is no longer a chart or a graph or a 
problem for the future. It is a crisis right now, confronting 
communities all across America.

9Evergreen Brand Guidelines



Core Beliefs

The effects of climate change are not race-neutral, and 
so our advocacy cannot not be either. We recognize that 
communities of color, especially African American, Latinx, 
and indigenous ones, are disproportionately bearing the 
brunt of the crisis and this is why our framework prioritizes 
environmental justice.

Climate change is the defining issue of our time, and the next 
president and Congress must prioritize bold climate action, 
immediately. Middle-of-the-road approaches, or delaying 
action on this crisis, are fatal and unacceptable.
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We reject the false choice that defeating climate change is 
a choice between a strong economy or a clean environment. 
Clean energy means good jobs and it is the future of American 
industry, innovation, and global leadership. We have created 
millions of good-paying careers through entrepreneurs and local 
investment in the clean energy industry. We can lead the world 
by transforming technology and our economy for the better, and 
creating millions more good-paying jobs in the process.

Core Beliefs

Defeating the climate crisis is a choice we have agency in the 
matter. Whether we rise to the challenge, as a nation, and as a 
people, is the defining challenge of our generation. 

The fossil fuel companies are not our allies in this fight, but a 
powerful special interest group that must be confronted and 
held accountable. We need a just transition for its workers and 
for resource-dependent communities, not a bailout for rich 
fossil fuel executives.
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Visual Identity

12Evergreen Brand Guidelines



Logo

Evergreen Logo

The Evergreen logo is a bold, modern, abstraction of a tree with 
three branches, extending to the right making to form an E. The mark 
represents the boldness that extends throughout the visual identity 
and its design system.

The two-color logo mark is the anchor for the visual identity of the 
brand and should be used the majority of the time, with regards to 
visual accessibility and taste. 
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Logo

Logo Rules

The Evergreen logo has two additional variations that correlate to the 
two sides of the Evergreen brand. 

The Evergreen Action logo is used on 501(c)(4) collateral. 
The Evergreen Collaborative logo is used on 501(c)(3) collateral. 
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Logo

Secondary Logo

To ensure visibility and prominence in any layout, always use 
appropriate clear space around the mark. Avoid using the logo at any 
size smaller than 75px wide.

The primary logo many only be used in the color combinations shown 
here. The logo shown on the right with the two main greens is the 
preferred color combination on white or light colored backgrounds.
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Logo

Logo Rules

It goes without saying, but we’ll say it anyway: don’t mess with 
the logo. There are unlimited ways that the logo’s appearance and 
effectiveness can be corrupted. So please only use the logo in the 
ways we’ve outlined in these guidelines. 

Don’t outline the logo

Don’t add gradient 
effects to the logo

Don’t stretch or reshape the logo

Don’t use unapproved colors

Don’t place a box or 
container around the logo

Don’t alter spacing

Don’t use tints of brand colors

Don’t rotate

Don’t use dramatic drop shadows

AVOID REPRODUCING AT A SIZE 
SMALLER THAN 60px” TALL
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Logo

URL Lockup

When directing your audience to Evergreen’s website, be sure to 
use title case standards so the URL maintains readability. This is 
especially useful when the URL is placed on flattened images with no 
immediate use of a hyperlink. 

Part of Evergreen’s brand is to maintain a high level of accessibility 
with their audience and that includes web accessibility.

AVOID REPRODUCING AT A SIZE 
SMALLER THAN 150px WIDE

EvergreenAction.com
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Color
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Color

Color Palette

Like its namesake, Evergreen’s color palette contains a variety of green 
hues that offer a variety of contrast when paired. The color palette as 
a whole is an analogous one that centers on green then offers a blue 
and yellow option. 

We have purposely avoided the warmer side of the color spectrum to 
avoid any tones of negativity when paired with harsh facts and heavy 
policy. The Evergreen brand is an optimistic one and should reflect 
that when choosing colors. 
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Color

Color Use Ratio

Evergreen’s brand relies on the dominance of the Ever Green,Pine, 
Moss, and Night colors. Together, they offer enough contrast to convey 
Evergreen’s messaging clearly and concisely.

Clean Blue is a great way to add bright color and break up the palette 
so your desing can avoid looking heavily monotone. 

Energy Yellow is also a great way to break up the monotony of the 
greens and blues but it should be used sparingly as the yellow can 
easily overpower the design and be overwhelming. 

Ever-Green Pine

Moss Night

White

Clean Blue Energy Yellow
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Color

Ideal Color 
Combinations
These are the ideal color combinations for the Evergreen brand. Please 
use the color palette in combinations shown here whenever possible. 
When choosing a color combination for a design, keep in mind the 
color use ratios on the previous page. The pairings to the right are a 
great guide to choosing color combinations.
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Color

Color Combinations 
to Avoid
Evergreen’s visual brand will primarily exist online in digital 
forms. There are important web standards that must be weighed 
in your design decisions. 

Do not use color combinations that “vibrate”. These combinations 
are hard to read and result in an unpleasant and harsh design 
viewers will naturally want to avoid. 
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Typography
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Typography

Fonts

The Evergreen brand is comprised of two typefaces: Suez One and 
Work Sans. These are the only fonts that should be used when 
designing for Evergreen. Both are available to download from Google 
Fonts or easily syncable through Adobe. 

When used well, the your impact will be as powerful as it is beautiful.
More importantly, your message will be in readable layouts and 
visually accessible to all audiences. 

Suez One is the face of Evergreen and as such, use it for titles, 
headlines, attributions, and anything else that might stand alone in 
prominance. It is a bold and modern serif meant to accompany the 
bold and modern weight of the logo mark and is best read at larger 
sizes. 

Work Sans is the supporting sans serif font, intended to deliver 
clean and accessible information. This font will be used a majority 
of the time to deliver larger blocks of messaging and comprehensive 
information.

Suez One Regular

Work Sans Medium

Work Sans Bold

Work Sans Light

AaBbCcDdEeFfGgHhIiJjKkLlMmNn
OoPpQqRrSsTtUuVvWwwXxYyZz
0123456789?!@#$%&*

AaBbCcDdEeFfGgHhIiJjKkLlMmNn
OoPpQqRrSsTtUuVvWwwXxYyZz
?!@#$%&*

AaBbCcDdEeFfGgHhIiJjKkLlMmNn
OoPpQqRrSsTtUuVvWwwXxYyZz
?!@#$%&*

AaBbCcDdEeFfGgHhIiJjKkLlMmNn
OoPpQqRrSsTtUuVvWwwXxYyZz
?!@#$%&*
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Typography

Font Protocol

Work Sans Medium should be used the majority of the time 
when writing for the brand. It can be used in sentence case with 
punctuation to support the messaging as larger blocks of text.

Work Sans Bold can be used to for subheaders in title case with no 
punctuation. 

Suez One is the standard for headlines and should be in title case 
with no punctuation. Suez One shoud be used to create short lines of 
text and not really long sentences or large blocks of text.

HEAD AND SUBHEAD HIERARCHY
Use clear hierarchy in the headline styles to keep 
information grouped and easy to skim and understand.

Subhead

Subhead

Headline

Body

Body

Work Sans Bold (15pt) Subhead 1

Work Sans Bold (12pt) Subhead 2

Suez One Regular (20pt) Headline 2

Works Sans Regular used as large body copy (12pt - 17pt 
leading) lorem ipsum dolor sit amet, consectetur adipiscing 
elit. Sed nec elementum ipsum. Mauris ut justo ut metus 
pellentesque sodales. Quisque at elit eu odio.

Works Sans Regular used as large body copy (9pt - 14pt leading) lorem ipsum 
dolor sit amet, consectetur adipiscing elit. Sed nec elementum ipsum. Mauris ut 
justo ut metus pellentesque sodales. Quisque at elit eu odio.
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Typography

Suez One Regular is Evergreen’s main headline style and should be 
used in title case with no punctuation.

Keep headlines on the shorter side and avoid full sentences that 
require commas, semicolons, and other punctuation that could feel 
out of place. 

IMPACT COLLATERAL HEADLINE
When using large headlines keep the copy short and to the point. 
Always left align the text and use the default leading setting. Do not 
use center aligned text as it can be difficult for neurodiverse readers 
to process. 

Subhead

Headline

Body

Work Sans Medium (10pt)

Suez One Regular 
sentence case 
headline (40pt - 
45pt leading)
Works Sans Regular used as large body copy (9pt - 14pt leading) lorem ipsum 
dolor sit amet, Mauris ut justo ut metus pellentesque sodales. Quisque at elit 
eu odio. Justo ut metus pellentesque sodales.

Font Protocol
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Typography

Be bold, shake things up. Mixing styles can have a powerful impact on 
the brand’s messaging. 

HIERARCHY
The right amount of space paired with the 
font makes information important.

Quote

Attribution

Title

“Work Sans Medium 
italic quote could be set 
like this large 30pt line, 
in to convey a change 
in tone when speaking 
alongside the brand.”

Suez One (17pt)

Suez One (12pt)

Font Protocol
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Typography

Examples

We can add a little more personality on certain 
communications by using Suez One to communicate 
a short, bold statement or headline. 
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Typography

Type Highlights

We can emphasize a line of type with a highlight. Use sparingly and 
only on short sentences. Avoid long paragraphs that could drown out 
the primary message and overwhelm the viewer. 
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Typography

Type & Color

For typography, use primarily Ever-Green, or Pine, depending on 
the  background color. Night, Clean Blue, and Moss can also be 
accesptable colors to utilize since it could provide a high contract 
with fonts at are set to large sizes. 

Avoid using Energy Yellow when highlightng type as it may not prodive 
high enough contrast or can cause color vibrations. These secondary 
colors should only be used for callouts or highlights in larger, easily 
readable shapes.
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Web Rules Chart: Type & Color
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Photography
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Environment

Renewable Energy

Labor

Mobilized Action

Transit

Agriculture

Photography

Overview

Evergreen’s photography represents the strength of American industry, 
the benefits of renewable energy will have on the economy, and the 
mobilization we need in the fight for better climate policy. 

Photography is almost always optimistic and reserves negative 
imagery when paired with either the fossil fuel industry or natural 
disasters. Please use negative imagery sensibly and sparingly. 

Evergreen has a strong commitment to inclusiveness and 
representation, and that should be reflected in photography choices.

Evergreen utilizes free-to-use open source stock photography that is 
available on sites like Unsplash and Pixabay. A curated set of images 
can be found at this collection page.
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Photography

Labor

Labor photos should depict individuals in blue collar job settings, 
ideally in mid-action performing a task. Capturing motion brings a 
physical weight to the imagery that makes it feel real and not staged. 
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Photography

Labor - Don’t

Avoid logos for other brands. We do not want to imply endorsement. 

Avoid photography that uses artificial lighting or feature subjects that 
feel out of place or are obviously posed. 
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Photography

Mobilized Action

Grassroots activists are central to our movement and should be 
depicted positively. All photographs of large-scale mobilizations 
should be clearly related to climate change or issues that intersect 
with climate change. 
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Photography

Mobilized Action - 
Don’ts

Don’t use photos that depict destruction or anger. These types 
of images are often used to portray activism and activists in a 
negative light. 

Don’t use photography of protests in other countries or protests 
that aren’t centered around climate action. The photo on the 
bottom is from a yellow-vest protest in Paris and would send a 
confusing message if paired with Evergreen’s content. 
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Photography

Renewable Energy

When it’s not paired with labor, renewable energy should be 
represented by photos that have a modern appeal in color and 
atmosphere. These kinds of glamor shots are pleasing yet you 
wouldn’t find them in a corporate brochure. 
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Photography

Renewable Energy - 
Don’ts

Don’t use photos that stage equiptment or windmils that are sterile 
and fit for a corporate brochure. 

Also avoid photos that are overly dramatic because they can come off 
as unrealistic and goofy. 
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Photography

Transit

Transportation infrastructure will play an important role in building a 
clean energy future. Revitalizing our nation’s transit system will create 
millions of jobs and help reduce our reliance on fossil fuels. 

It can be difficult to find images that reflect how our transportation 
systems may change, so detail shots can be useful. 
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Photography

Transit - Don’ts

Make sure the photos you choose depict the United States. Every 
country and city’s transit system is different and are distinct in both 
structure and aesthetic.

EXAMPLE PHOTOS
Above: Germany
Below: Sweden
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Photography

Environment

Photography centered on the environment highlights the natural world 
-- as well as the benefits of climate action and the consequences of 
inaction. 

Use people in these photos sparingly, and always with a commitment 
to gender and racial diversity. 

42Evergreen Brand Guidelines



Photography

Environment - Don’ts

Don’t use photography that is artificially lit and obviously staged. Avoid 
depicting people or scenes where alcohol is prominent and visible. 

Keep our mission and theory of change in mind: climate action is 
about protecting vulnerable people and building a better future -- not 
about the joys of hiking, etc. 

Avoid photography that is cluttered and without a clear focus.
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Photography

Agriculture and Rural 
Communities

Photographs of rural communities and farm work should feel 
authentic and not like stereotypes. 

These photos should focus on small farms and farmers, not large 
agribusiness. When possible, include photos of farm workers, rather 
than the typical “lone man looking at his field.”

When not focusing on people, it can be visually interesting to draw 
attention to details, like close in shots of crops and soil.
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Photography

Agriculture - Don’ts

Do not use photos of livestock or animals. While Evergreen’s focus 
is not on individual choices like diet, meat and dairy contribute 
significantly to carbon emissions. 

Do not use photos that feel over-romanticized. Photography should 
represent farming for what it is: hard, labor-intensive work. 
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Photography

Gradient Map

Gradient maps are a very effective tool when your 
design needs an interesting background under 
an illustration or type. When using appropriate 
color combinations, the gradient map allows the 
illustration or text to maintain their legibility. 

This type of filter can be found within Adobe 
Photoshop’s adjustments panel.
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Photography

Color Gradient

Evergreen brightest colors are used to make traditional color gradient 
at a 45 degree angle. 
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Secondary Elements
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Secondary Brand Elements

Photo Frame

The partial polygon is a graphic element created for the brand that is 
distinctive to Evergreen. The bottom corner of the logomark was used 
to create the polygon.
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Secondary Brand Elements

Icons

The Evergreen brand library contains a robust selection of 
illustrations and icons. To the average person, our policies and 
plans may feel dense, which makes the use of visuals vital to 
audience engagement.

Use the small and medium sized icons throughout Evergreen’s web 
presence but be sure to utilize the larger illustrations when pairing 
information on graphic assets. 

If you can’t find an appropriate icon in the existing library, please 
know that you have the agency to create your own icon using 
these guidelines. 

51Evergreen Brand Guidelines



Secondary Brand Elements

Illustration Palette

When integrating color into your illustration, use Night Blue for the 
outline and focus on the Clean Blue hue and its tints.

The overall color of the illustrations should feel monochromatic but 
allow a touch of yellow or green when it’s appropriate. The goal is to 
have Clean Blue as the dominant color, not necessarily the only color. 

Outline

Background Base Color

Occational Highlights
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Secondary Brand Elements

Icons: Large Illustrations

Positive Large Negative Large Color Illustration
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Secondary Brand Elements

Icons: Positive 
Medium & Small

Positive Medium

Positive Small
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Icons: Negative 
Medium & Small

Positive Medium

Positive Small
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Secondary Brand Elements

Icon Construction

To achieve a constant look within the brand, every icon in the 
Evergreen library is made using a 10px line and is made at one 
of three distinctive sizes. The overall look and feel of an icon is 
achieved by utilizing geometric shapes whenever possible. 

Once an icon has been made at its respective size it can be 
flattened and resized to fit in your design.

•	 Large Illustrations 560px
•	 Medium Size Icons 280px
•	 Small Size Icons 140px

The overall look and feel is achieved by primiaraly utiliging 
gemometric shapes. 

10px Stroke & Fills
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Secondary Brand Elements

Layout Rules

Here are some examples of the icons in action. It’s great 
to make them the (literal) center of attention and feature 
them over a treated background image that reflets or 
reiterates the subject of the chosen icon. 

These icons are 

Use your best judgement when choosing an accompaning 
photo and adding a color treatment. 
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Secondary Brand Elements
Icons

Launching a National Climate Mobilization
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Secondary Brand Elements
Icons

Launching a National Climate Mobilization
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Secondary Brand Elements
Icons

Achieving 100% Clean Power
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Secondary Brand Elements
Icons

Achieving 100% Clean Power
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Secondary Brand Elements
Icons

Expanding Clean Transportation & Mobility
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Secondary Brand Elements
Icons

Expanding Clean Transportation & Mobility
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Secondary Brand Elements
Icons

Investing in Green Buildings & the Built Environment
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Secondary Brand Elements
Icons

Investing in Green Buildings & the Built Environment
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Secondary Brand Elements
Icons

Promoting Clean & Competitive American Industries
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Secondary Brand Elements
Icons

Promoting Clean & Competitive American Industries
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Secondary Brand Elements
Icons

Growing Sustainable Agriculture & Rural Prosperity
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Secondary Brand Elements
Icons

Growing Sustainable Agriculture & Rural Prosperity
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Secondary Brand Elements
Icons

Building Greater Justice & an Inclusive Clean Energy Economy
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Secondary Brand Elements
Icons

Building Greater Justice & an Inclusive Clean Energy Economy
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Secondary Brand Elements
Icons

Creating High-Quality Union Jobs & a Clean Economy Workforce
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Secondary Brand Elements
Icons

Creating High-Quality Union Jobs & a Clean Economy Workforce
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Secondary Brand Elements
Icons

Ending Fossil Fuel Giveaways
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Secondary Brand Elements
Icons

Ending Fossil Fuel Giveaways
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Secondary Brand Elements
Icons

Leading in Clean Tech Innovation & Restoring Climate Science
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Secondary Brand Elements
Icons

Leading in Clean Tech Innovation & Restoring Climate Science
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Secondary Brand Elements
Icons

Building Climate Resilience, Adaptation & Recovery
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Secondary Brand Elements
Icons

Building Climate Resilience, Adaptation & Recovery
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Secondary Brand Elements
Icons

Asserting U.S. Leadership in the Global Effort to Defeat Climate Change
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Secondary Brand Elements
Icons

Asserting U.S. Leadership in the Global Effort to Defeat Climate Change
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Graphs & Charts

Data

Evergreen is a brand based on facts, creating impactful policy through 
data. Data is proof that the work Evergreen is doing is imparrative to 
the survival of our planet and our ecomony, and making data easy to 
understand and digestable is just as imparrative.

The data visualizations on these pages define the style, and show 
some examples, of how Evergreen visualizes data. There are endless 
variations on these themes. We can keep our the appearance of our 
infographics consistent and effective by keeping within our brand
color palette, sticking to a base of shapes and typography, and
communicating data in a consistent style.

CONSISTENCY
Sets and subsets of data should be represented consistently in order to 
indicate association and correlation. And to look professional.

1,400 Superfund
Sites

53 Million

remain to be decontaminated.

Today, nearly

As of 2015, approximately 53 million Americans lived within 3 
miles of a final, deleted, or proposed Superfund site, including 
40% and 27% over representations of African-Americans, and 
Latinx-Americans, respectively.
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Stat 1

Stat 2

Stat 3

Stat 4

Graphs & Charts

Percentages

When paring data together, be mindful of the color combinations. 
Each piece of information should have a central focus and a concise 
statement. 

Exercise a diversity of color and a sense of depth so long as large 
blocks of color aren’t vibrating. 

Keeping in line with the boldness of the logo, data visualizations also 
utilize thick lines when directly referencing data.

Greenhouse gases are 
absorbed by the ocean

Americans live in 
coastal counties

Americans believe humans 
fuel climate crisis

83Evergreen Brand Guidelines 83



2020 2030 2035

Graphs & Charts

Timelines

Timelines are an important part of the Evergreen brand. Much of the 
policy making involves in goals for our current and future government. 
Being able to share a digestible timeline will be important. 

This is a great place to utilize icons and draw the viewer to each 
moment marker. 
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Contact

For more information on this guide contact:
Simon Sotelo
Brand Designer at Weird Wonderful LLC
WeirdWondrfulClub@gmail.com

To obtain content, please reach out to:
Jamal Raad
Co-Founder & Campaign Director
Jamal@EvergreenAction.com
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