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and its frame
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THE LOGOTYPE
STRUCTURE AND SPECIFICATIONS
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The new URBACT brand is designed to provide 
a robust and easily-recognizable identity that 
favors an easy combination with other logos  
in co-branding situations.

In order not to interfere with other pictorial 
design elements and to give the EU emblem 
a graceful presence, a purely typographic 
solution without any other graphic elements 
was chosen.

The following pages outline a few simple  
rules for using the brand.

Please take time to understand how to apply 
these rules so the brand always appears  
clear and consistent.

The brand consists of the following elements; 
the logotype in two colours, the EU emblem 
and the statement.

The brand is surrounded by a clear space area 
that defines the minimum distance to other 
elements such as other logos, pictures, texts  
or any other design elements.

The elements of the brand represent a unit 
which is defined as invariable.

The composition of the brand elements follows 
specific rules and must not be changed.

>  Always use the digital brand files provided 
and do not try to recreate or modify  
the brand in any way.
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Colour Black
Pantone Black
CMYK 0 / 0 / 0 / 100
HEX 000000
RGB 0 / 0 / 0

Colour White
Pantone /
CMYK 0 / 0 / 0 / 0
HEX fffff
RGB 255 / 255 / 255

8Interreg Brand Design Manual

The brand colours are derived from the EU main 
corporate colours and must not be changed.  
The Reflex Blue and Light Blue define the Interreg 
brand’s visual identity and should be used as main 
colours in all communication materials. The Yellow  
can be used sparsely as accent colour. 

Colour
Reflex Blue
Pantone
Reflex Blue
CMYK
100 / 80 / 0 / 0
HEX
003399
RGB
0 / 51 / 153

Colour
Light Blue
Pantone
2716
CMYK
41 / 30 / 0 / 0
HEX
9FAEE5
RGB
159 / 174 / 229

Colour
Yellow
Pantone
Yellow
CMYK
0 / 0 / 100 / 0
HEX
FFCC00
RGB
255 / 204 / 0

1.2  Colours

1.2  Colours1.  Interreg logo

PANTONE

Spot colours

CMYK

Process-colour printing 
C = Cyan, M = Magenta, Y = Yellow, K = Black
(Cyan / Magenta / Yellow / Black)

HEX

System similar to RGB, however with gradations  
from “00” to “FF” (hexadecimal) per channel.  
This system is preferably employed for designing websites

RGB

Colour sample for monitor display  
with 256 gradations per channel  
R = Red, G = Green, B = Blue
(Red / Green / Blue)

THE LOGOTYPE
COLORS
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1. STANDARD BRAND (IDEAL 
BRAND USE)
The standard brand is the full colour 
version in the colour codes specified  
on page 4.

2. BACKGROUND COLOR
Ideally the brand should be used  
on white or light backgrounds only.  
For use on dark backgrounds refer  
to pages 9-10.

>  According to the EU Regulation 
2021/1060, annex IX (“Communication 
and visibility”): “If there is no 
alternative to a coloured background, 
put a white border around the 
rectangle, the width of the border 
being 1/25th of the height  
of the rectangle”.

THE LOGOTYPE
CORRECT USE OF THE BRAND
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STANDARD BRAND: APPLICATION
ON DARK BACKGROUNDS
 
If the brand needs to be placed on a 
dark background, it must be in a white 
rectangle, with its size matching at least 
the clear space as specified on page 5.

>  According to the EU Regulation 
2021/1060, annex IX (“Communication 
and visibility”): “If there is no 
alternative to a coloured background, 
put a white border around the 
rectangle, the width of the border 
being 1/25th of the height of the 
rectangle”.

THE LOGOTYPE
CORRECT USE OF THE BRAND



9

Co-funded by 
the European Union
Interreg

Co-funded by 
the European Union
Interreg

Co-funded by 
the European Union
Interreg

Co-funded by 
the European Union
Interreg

Co-funded by 
the European Union
Interreg

Co-funded by 
the European Union
Interreg

Co-funded by 
the European Union
Interreg

WHITE & COLOUR LOGO:  
ALTERNATIVE FOR DARK  
BACKGROUNDS
When using a white background box  
is not possible due to space restrictions, 
context, or because it would cover an 
important element of the background 
image, you may use a white & colour 
version. In that case, the logotype, EU 
emblem border and statement must be 
in white using the following colour codes:

Colour White
Pantone /
CMYK 0 / 0 / 0 / 0
HEX fffff
RGB 255 / 255 / 255

The size of the EU emblem border must
be 1/25 of the height of the emblem.

THE LOGOTYPE
CORRECT USE OF THE BRAND
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MONOCHROME BRAND
For single colour reproductions, when 
absolutely necessary for printing 
or specific usage in a document, a 
monochrome version of the brand should 
be used. This version should only be used 
whenever full colour is not available.  
The rules for applications on light vs  
dark background remain the same  
as specified on pages 7, 8, 9 - with  
the brand preferably being placed  
in a white rectangle whenever used 
on dark or busy backgrounds.

>  The EU emblem must be applied with  
a black or white border measuring  
1/25 of the height of the rectangle.

>  The rules of application of the generic 
Interreg brand similarly apply to all 
versions of the Interreg brand, whether 
IPA or NEXT, in conjunction with 
programme names, or programme 
and project names.

THE LOGOTYPE
CORRECT USE OF THE BRAND
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European Regional Development Fund

European Regional Development Fund

THE LOGOTYPE
INCORRECT USE OF THE BRAND
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Lorem ipsum dolor sit 
amet, consectetuer 
adipiscing elit, sed 
diam nonummnibh 
euismod tincidunt ut 
laoreet dolore magna 
aliquam erat volut
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THE LOGOTYPE
INCORRECT USE OF THE BRAND

1  Do not use any other typographic 
element in addition to the brand  
on the same line. It is allowed to use 
programme in the lines below the 
brand only according to the rules 
specified later in this manual.

2  Do not invert, distort, stretch, slant  
or modify the brand in any way.

3 Do not cut the brand.

4  Do not rotate the brand. The only 
correct use of the brand is horizontal 
at a 0º angle.

5  Do not change the composition of the 
brand elements. They are invariable.

6 Do not use outlines around the brand.

7  Do not use the brand in body text. 
Instead, in body text, use just  
the word Interreg set in the font  
of the body text.

8  Do not use the brand in any other 
colou than the standard full-colour 
version or the accepted white and 
monochrome variations.

9  Avoid coloured backgrounds as much 
as possible. White backgrounds should 
be preferred at any time.
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THE CHROMATIC UNIVERSE

Dark blue dominates the chart.
A 40% screened version of blue becomes the main spot colour,  
but all shades of blue can be used.

BLUE
CMJN : 100 - 80 - 0 - 0
RVB :  22 - 65 - 148
Pantone : 286 C
Hexa : #164194

BLUE WEFT
40% of the blue 
or 
CMJN : 41 - 30 - 0 - 0 
RVB :  163 - 173 - 216 
Pantone : 270 C 
Hexa : #a3add8

100% 90% 80% 70% 60% 50% 40% 30% 20% 10%
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THE CHROMATIC UNIVERSE
To accompany the two blues, two warm colours - orange 
and yellow - are proposed.
Treated as a gradient, this pattern becomes an identifying 
element identity of the generic Urbact pages.

CMJN : 100 - 80 - 0 - 0
RVB :  22 - 65 - 148
PANTONE : 286  C
HEXA : #164194

CMJN : 20 - 0 - 100 - 2
RVB : 199 - 0 - 117
PANTONE : 233 C
HEXA : #C70075

CMJN : 41 - 30 - 0 - 0 
RVB :  163 - 173 - 216 
PANTONE : 270 C 
HEXA : #A3ADD8

CMJN : 0 - 55 - 44 - 0 
RVB : 255 - 145 - 128 
PANTONE : 486 C 
HEXA : #FF9180
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THE CHROMATIC UNIVERSE

Range  
complementary
A range of bright and vibrant 
complementary colours   
and tonal colours are available. 
These groups of colours  
are assigned to the themes 
covered by the programme.

CLIMAT ACTION RVB : 0 - 228 - 158
HEXA : #00E39E
CMJN : 65 - 0 - 55 - 0

RVB : 1 - 142 - 145
HEXA : #00E39E
CMJN : 81 - 21 - 43 - 5

DIGITAL 
TRANSFORMATION

RVB : 198 - 36 - 225
HEXA : #C724FF
CMJN : 61 - 79 - 0 - 0

RVB : 34 - 0 - 255
HEXA : #2100FFE
CMJN : 92 - 75 - 0 - 0

RVB : 96 - 27 - 164
HEXA : #611CA3
CMJN : 81 - 91 - 0 - 0

RVB : 51 - 140 - 255
HEXA : #338CFF
CMJN : 73 - 44 - 0 - 0

FOOD

RVB : 255 - 156 - 64
HEXA : #FF9C40
CMJN : 0 - 48 - 78 - 0

RVB : 255 - 64 - 0
HEXA : #FF4000
CMJN : 0 - 83 - 94 - 0

RVB : 0 - 228 - 158
HEXA : #00E39E
CMJN : 65 - 0 - 55 - 0
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GENDER 
EQUALITY

HOUSING

RVB : 255 - 156 - 64
HEXA : #FF9C40
CMJN : 0 - 48 - 78 - 0

RVB : 255 - 156 - 64
HEXA : #FF9C40
CMJN : 0 - 48 - 78 - 0

RVB : 255 - 64 - 0
HEXA : #FF4000
CMJN : 0 - 83 - 94 - 0

RVB : 255 - 64 - 0
HEXA : #FF4000
CMJN : 0 - 83 - 94 - 0

RVB : 255 - 171 - 176
HEXA : #FFABB0
CMJN : 0 - 44 - 20 - 0

RVB : 255 - 171 - 176
HEXA : #FFABB0
CMJN : 0 - 44 - 20 - 0

RVB : 219 - 0 - 46
HEXA : #DB002D
CMJN : 5 - 100 - 79 - 1

RVB : 219 - 0 - 46
HEXA : #DB002D
CMJN : 5 - 100 - 79 - 1

THE CHROMATIC UNIVERSE

Range  
complementary
A range of bright and vibrant 
complementary colours   
and tonal colours are available. 
These groups of colours  
are assigned to the themes 
covered by the programme.
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RVB : 96 - 27 - 164
HEXA : #611CA3
CMJN : 81 - 91 - 0 - 0

RVB : 1 - 142 - 145
HEXA : #00E39E
CMJN : 81 - 21 - 43 - 5

RVB : 219 - 0 - 46
HEXA : #DB002D
CMJN : 5 - 100 - 79 - 1

RVB : 34 - 0 - 255
HEXA : #2100FFE
CMJN : 92 - 75 - 0 - 0

LIEPZIG 
CHARTER

PROCUREMENT RVB : 255 - 171 - 176
HEXA : #FFABB0
CMJN : 0 - 44 - 20 - 0

RVB : 219 - 0 - 46
HEXA : #DB002D
CMJN : 5 - 100 - 79 - 1

RVB : 198 - 36 - 225
HEXA : #C724FF
CMJN : 61 - 79 - 0 - 0

RVB : 96 - 27 - 164
HEXA : #611CA3
CMJN : 81 - 91 - 0 - 0

THE CHROMATIC UNIVERSE

Range  
complementary
A range of bright and vibrant 
complementary colours   
and tonal colours are available. 
These groups of colours  
are assigned to the themes 
covered by the programme.
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RULES FOR THE USE OF COLOURS 
Source: https://color.review

Writing in light orange on a white 
background is prohibited.

On a light orange background, it is possible to write in black 
or in dark blue Urbact.

On a black background, prefer  
the use of light orange.

The dark orange can be used  
on large texts only.

On a dark orange background,  
only headlines can be written  
in black.

It is not advisable to write in white  
on a dark orange background.

The light orange can be used  
on a dark blue Urbact background. 
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RULES FOR THE USE OF COLOURS 
Source: https://color.review

It is forbidden to write in light 
green on a white background.

On a light green background, it is possible to write in black 
or dark blue Urbact.

On a black background,  
use light green.

Dark green can be used 
on large texts only.

On a dark green background, only 
headlines can be written in black.

It is not advisable to write 
white on a dark green background.

Light green can be used on a dark 
blue on a dark blue background. 
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RULES FOR THE USE OF COLOURS 
Source: https://color.review

It is forbidden to write in light pink 
on a white background.

On a light pink background, it is possible to write in black 
or in dark blue Urbact.

On a black background, prefer  
the use of light pink.

Red can be used 
on large texts only.

On a red background, only 
headlines can be written in white. 

It is not advisable to write 
in black on a red background.

The light pink can be used 
on a dark blue Urbact background. 
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RULES FOR THE USE OF COLOURS 
Source: https://color.review

Writing in light purple on a white 
background is prohibited.

On a light purple background, 
it is possible to write in black.

On a light purple background, 
white can be used on large texts 
only.

On a black background, prefer  
the use of light purple.

Dark purple can be used on all 
levels of on all text levels.

It is not advisable to write in black 
on a dark purple background.

On a dark purple background, all 
text levels can be written in white.

Neither of the two colours work  
on the Urbact blue background.
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RULES FOR THE USE OF COLOURS  
Source: https://color.review

It is forbidden to write in light blue 
on a white background.

On a light blue background,  
it is possible to write in black.

On a black background, prefer  
the use of light green.

Dark blue can be used on all levels 
of on all text levels.

Neither of the two colours work  
on the Urbact blue background.

On a light blue background, white 
can be used on large texts only.

It is not advisable to write in black 
on a dark blue background.

On a dark blue background, all 
text levels can be written in white. 
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Typography
first
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Core sans C 
Core sans C
Core sans C
Core sans C 
Core sans C
Core sans C
Core sans C 
Core sans C
Core sans C
Core sans C 
Core sans C
Core sans C
Core sans C 
Core sans C
Core sans C
Core sans C 
Core sans C
Core sans C

Core sans C 
Core sans C
Core sans C
Core sans C 
Core sans C
Core sans C
Core sans C 
Core sans C
Core sans C
Core sans C 
Core sans C
Core sans C
Core sans C 
Core sans C
Core sans C
Core sans C 
Core sans C
Core sans C

Core sans C remains the main font used 
in the programme. It should be used 
for headings, chapters, headings  
and all first-level text.

All weights should be used to create 
dynamism and variation in the media.  
It becomes a central element  
of the charter.

MAIN TYPOGRAPHY
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URBACT helps cities to develop 
pragmatic solutions that are 
new and sustainable and that 
integrate economic, social  
and environmental  
urban topics.
URBACT helps cities to develop pragmatic 
solutions that are new and sustainable  
and that integrate economic, social  
and environmental urban topics.

URBACT helps cities to develop 

pragmatic solutions that are 

new and sustainable and that 

integrate economic, social and 

environmental urban topics. 

URBACT helps cities to develop 

pragmatic solutions that are  

new and sustainable and that 

integrate economic, social  

and environmental urban topics.



26

To accompany Core Sans C on secondary texts,  
the IBM Plex sans font is offered.

 https://fonts.google.com/specimen/IBM+Plex+Sans

SECONDARY TYPOGRAPHY

URBACT AT A GLANCE
For over 15 years, the URBACT programme 
has been the European Territorial 
Cooperation programme aiming to foster 
sustainable integrated urban development 
in cities across Europe.

URBACT’s mission is to enable cities to work together 
and develop integrated solutions to common urban 
challenges, by networking, 
learning from one anoth-
er’s experiences, drawing 
lessons and identifying 
good practices to improve 
urban policies.

URBACT uses resources and 
know-how to strengthen 
the capacity of cities to 
deliver integrated urban 
strategy and actions on 
the thematic according to 
their challenges. The main 
target participants include 
practitioners, city managers, 
elected representatives and 
stakeholders from other 
public agencies, the private 
sector and civil society.
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On the web, the replacement font for Core Sans C  
is google font Montserrat.

 https://fonts.google.com/specimen/Montserrat

The secondary font IBM Plex sans can also be applied 
to secondary texts.

 https://fonts.google.com/specimen/IBM+Plex+Sans

WEB TYPOGRAPHY
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Backgrounds 
mechanics



29

Backgrounds  
mechanics
A library of backgrounds in shades, 
specific for each theme, is available 
to design the media.

BACKGROUNDS
CLIMATE ACTION

FOOD GENDER EQUALITY

DIGITAL TRANSFORMATION
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HOUSING

PROCUREMENT

LEIPZIG CHARTER

Backgrounds  
mechanics
A library of backgrounds in shades, 
specific for each theme, is available 
to design the media.

BACKGROUNDS
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On all variants

of gradations, 

we will write in white

on a blue title block.
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Backgrounds  
mechanics
Framing examples.

BACKGROUNDS
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Backgrounds  
mechanics
The colours can be combined 
into anamorphic shapes 
in movement, or simple 
geometric shapes.

BACKGROUNDS
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Symbols



35

Climate action Digital transformation Food

Gender equality Housing Leipzig character Procurement

SYMBOLS
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How to
associate?
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CLIMATEACTION
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DIGITALTRANSFORMATION
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FOOD
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GENDEREQUALITY
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HOUSING
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LEIPZIGCHARTER
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PROCUREMENT
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Local economies 
have been the 
driving force behind 
city growth since the 
first cities were developed 
between the Tigris and 
Euphrates.

Local  
economies  
have been  
the driving  
force behind  
city growth

Print media

Gradient screens can be used as a background and/or frame. 
The symbol is applied in white or black on top. 
The gradient can also be imported into the pictoglyph 
The typography can be processed in large format,  
so as to cover the support.

Supports web

Sur les communications numériques,  
la couleur peut couvrir l’intégralité  
du visuel.

USAGE EXAMPLE

Co-funded by 
the European Union
Interreg

Co-funded by 
the European Union
Interreg

Local economies 
have been the 
driving force behind 
city growth since the 
first cities were developed 
between the Tigris and 
Euphrates.
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Open and tolerant,  
the optimum European 
city model

Co-funded by 
the European Union
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Co-funded by 
the European Union
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Web media

On digital communications, 
colour can cover the entire visual. 

Cities are 
the ultimate 
expression  
of shared 
space.

Cities are the 
ultimate expression 
of shared space. 
Open and tolerant,  
the optimum European  
city model

Print media

Gradient screens can be used as a background and/or frame. 
The symbol is applied in white or black on top. 
The gradient can also be imported into the pictoglyph 
The typography can be processed in large format,  
so as to cover the support.

USAGE EXAMPLE



46

Labels
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ACTION PLANNING NETWORKS

On this label, circles represent the actors recruited  
by the programme in the different cities.
They are connected by a curved line: they work togethera  
to develop actions, which will be disseminated to other cities  
in the Urbact programme.
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TRANSFER NETWORKS

This labels should show the good practice transfer process.
Good practice is disseminated after the first successful experiment.
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INNOVATION TRANSFER  
MERCHANISM

This labels show the innovation transfer and the complex  
and varied spread of good practice: transmission,  
dissemination, sharing…
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Signature
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Favicon or profile picture

SIGNATURE OF THE MEDIA
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Supports
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LAYOUT
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The URBACT Knowledge Hub presents

GENDER  
EQUAL CITIES

1

URBACT Knowledge Hub presents: 

GENDER EQUAL CITIES 2022  
URBACT, June 2022
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1E. GENDER EQUALITY MYTH BUSTING

Gender mainstreaming in cities is becoming more common, but a few misconceptions remain. 
Let’s look at some classic myths and their realities.

“That’s  
the national 

government’s  
job.”

Cities play an important role in the implementation 
of national, regional and global agendas on gender 
equality through the services and spaces closest  
to the daily lives of residents. Incorporating 
gender mainstreaming into municipal structures 
and processes is an effective tool for combating 
inequality at a local level and feeding good 
practices and good ideas back up to the regional 
and national levels. Cities’ ability to shape  
the daily lives of the women and men who live  
in them equally gives them the power to drive  
change in gender equality and beyond.

“Gender  
is all about 
women.”

All genders experience stereotypes, norms 
and gender blind policies which reduce their 
opportunities to participate in society fully 

and equally, from biased views about which 
gender should take parental leave to which 

types of professions different genders excel at. 
Unfortunately, women still experience the majority 
of gender-based inequality, so policies for gender 

equality mainly focus on reducing exclusion, 
discrimination and unfair treatment by lifting women 

up. Nevertheless, as you will see in this report, 
gender equality means offering all genders equal 
opportunities to participate in society, and more 

frequently this also means policies targeting men.

“Gender  
Equality?  
Do we still  

need to work  
on that?”

Despite leaps and bounds in gender equality  
in the past few decades, a quick glance at 
statistics shows that there is still much to 
be done. The EIGE Gender Equality Index 

2021 showed only marginal improvements in 
gender equality markers for the EU as a whole 
compared to the 2019 index, and a number of 
EU countries’ scores actually dropped in this 

timeframe. These numbers, as well as increases 
in inequality and gender-based violence as  

a result of the Covid-19 pandemic, show that 
actually the opposite is true: we need to work 

on gender equality more than ever!

“We can  
do that  
after…”

 
Gender equality is often considered as an 
afterthought, or something the city can work 
on once it has solved the ‘real problems’ 
like air pollution or poverty. The fact is that 
the ‘real problems’ are deeply connected 
to gender inequality, because women and 
men experience urban life differently and 
disproportionately. Factoring in gender  
from the outset has proven to make projects 
more efficient and successful because they 
include all members of society and target 
groups most in need. In contrast, omitting 
gender from the equation runs the risk of 
unintentionally increasing gender inequality.

1
Introduction

19

2B. PUBLIC PARTICIPATION

10 Mulier Instituut; SWUP (2018), co-financed by the ERASMUS+ Programme of the EU, ‘Toward gender equity in 
urban outdoor sport spaces’, available at: http://www.swup-project.eu/wp-content/uploads/2018/08/3-Towards_
gender_equity_in_European_outdoor_sports.pdf

11 Mulier Instituut; SWUP (2018), idem, page 28.

Getting women into governance structures 
is crucial. But before and even when parity 
is achieved, there is still much that can be 
done. Local politicians have a responsibility 
to represent the interests and experiences 
of all residents by involving and listening 
to different groups through, for example, 
women’s advisory boards, commissions, 

councils and consultations that are open to 
the needs and opinions of women and girls 
in the city. Thought needs to be given to the 
location, culture, language, timing and design 
of these participatory activities to be inclusive 
and welcoming to women or girls, including 
those with additional needs, such as caring 
responsibilities or lack of confidence.

Consultation to increase women’s presence in public sports spaces 
[Râmnicu Sārat, Romania]

The Sports for Women in Urban 
Places (SWUP) has been working 
in partnership with the European 
Association for Local Democracy 
(ALDA) to highlight why women may 
feel uncomfortable using public sports 
facilities and take action to make these 

spaces more inclusive. By undertaking a comprehensive review10 in multiple cities 
across Europe, using quantitative data as well as focus groups and interviews, they 
exposed a disproportionate use of sports facilities by men, leading to poorer life quality 
and increased health problems among women. However, in Râmnicu Sārat, participatory 
interviews with women revealed easy and inexpensive measures to take to improve the 
situation11:
• Advertising or informing women through networks they use, including social media.
• Using images of women to advertise the facilities, so that they can project themselves 

in the space.
• Sharing encouraging slogans and messages suggesting sports are not just for men.
• Building equipment to meet all sports and fitness needs (bikes, stepper machines, 

and weight-lifting equipment).
• Women-only times to help them feel more comfortable.
• Taking into account that women have different health needs and may need to bring 

children with them.
These measures demonstrate that often it is as simple as consulting women about their 
needs, wants and interests in the city with women-only and women-friendly participation 
processes.

[ CALL TO ACTION ]
Do you want to build capacity for advocacy and 
support of Women’s Rights in Europe in your 
municipality? Check out the Channelling Resources 
into Women’s Rights project led by the European 
Women’s Lobby. You can find resources for advocacy, 
raising awareness and a complete toolkit for getting 
started.

Case
Study

 © ALDA (2019)

11

Umeå (Sweden) has calculated that if men used public transport as often 
as women, they would achieve more significant CO2 reductions 
than by converting an entire fleet into electric buses. To learn more about 
gender and mobility, turn to chapter 6D.

EIGE estimates that incorporating a gendered perspective 
into budgets and analysing public spending for unintentional 
inequality could lead to an increase in GDP per capita 
in the European Union of 6.1 to 9.6%, or 1.95 to 3.15 trillion 
EUR, by 2050. Want to read more about gender budgeting? 
Check out chapter 3B. 

Only four in ten workers in the EU are 
employed in a gender-balanced 
sector where the workforce comprises at 
least 40% of each gender, missing out on 
potential talent and a fairer local economy. 
More about labour market segregation in 
chapter 4C.

According to EIGE, achieving gender-balance in national 
parliaments in the EU will take another 12 years2. Learn more 
about what European cities are doing to speed up parity in local 
representation in chapters 2A and 2B.

In Germany, the gender care gap is 52%. That means that 
compared to men, women work on average 52% more, and that 
additional work is unpaid. For heterosexual couples with children, 
the gap increases to 83%3. And if you look at the differences in 
caring for children only the gap increases to 108%. Read more 
about care work and time management in chapter 4E and the role 
of child care in chapter 5D.

2 EIGE (2019), ‘Achieving gender-balance in national parliaments would take another 12 years’, published on 30 May 
2019 and available at: https://eige.europa.eu/gender-statistics/dgs/data-talks/achieving-gender-balance-national-
parliaments-would-take-another-12-years

3 German Presidency of the Council Working Party on Statistics; and ALLMENDINGER, J. as host (2020), ‘Podcast: 
Childcare and gender equality in times of the coronavirus pandemic’, available at: https://www.destatis.de/EN/eu2020/
digital-conference/childcare-gender-equality/podcast-allmendinger.html

gender-balanced
sector

100 h

€152 h
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Talking with parents, a training manual for trust-based dialogue  
with migrant parents [Gothenburg, Sweden] 

The City of Gothenburg (Sweden) developed a toolbox to support frontline workers in 
communicating with migrant parents. The toolbox’s aim is to develop and strengthen 
preventive and promotive approaches to work against violence in a family context by 
enabling trust-building dialogues between migrant parents and frontline workers. 
The toolbox is supported by awareness-raising material for frontline workers and migrant 
parents. The toolbox contains 7 modules:
• parenthood, migration and identity;
• cultural awareness;
• trust in society;
• children’s rights;
• roles within the family;
• domestic violence and
• honour-related violence and oppression.
The modules provide knowledge to parents about their rights to receive support from 
frontline welfare services, especially their rights to parental support. The team of the 
Migrant Families Toolbox also released a toolbox for unaccompanied migrant children89.

89 IOM, ‘Unaccompanied Migrant Children Toolbox’, see at: https://belgium.iom.int/unaccompanied-migrant-
children-toolbox

[ CALL TO ACTION ]
Are you interested in learning 10 ways to make 
integration gender-sensitive? Check out this  
Eurocities tool. 

© Creative Commons
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1E. GENDER EQUALITY MYTH BUSTING

Gender mainstreaming in cities is becoming more common, but a few misconceptions remain. 
Let’s look at some classic myths and their realities.

“That’s  
the national 

government’s  
job.”

Cities play an important role in the implementation 
of national, regional and global agendas on gender 
equality through the services and spaces closest  
to the daily lives of residents. Incorporating 
gender mainstreaming into municipal structures 
and processes is an effective tool for combating 
inequality at a local level and feeding good 
practices and good ideas back up to the regional 
and national levels. Cities’ ability to shape  
the daily lives of the women and men who live  
in them equally gives them the power to drive  
change in gender equality and beyond.

“Gender  
is all about 
women.”

All genders experience stereotypes, norms 
and gender blind policies which reduce their 
opportunities to participate in society fully 

and equally, from biased views about which 
gender should take parental leave to which 

types of professions different genders excel at. 
Unfortunately, women still experience the majority 
of gender-based inequality, so policies for gender 

equality mainly focus on reducing exclusion, 
discrimination and unfair treatment by lifting women 

up. Nevertheless, as you will see in this report, 
gender equality means offering all genders equal 
opportunities to participate in society, and more 

frequently this also means policies targeting men.

1D. MAP OF CASE STUDIES

Representation and participation: 
Czech Republic; and Râmnicu Sārat 
(Romania).

Governance: 
Bečej (Serbia); Novaci (North Macedonia); 
Vienna (Austria); Sweden; Milan (Italy); 
London (England); Barcelona (Spain);  
and Trikala (Greece).

Economic equality: 
Bern (Switzerland); Portugal; Gdańsk 
(Poland); Barcelona (Spain); Budapest 
(Hungary); and La Rochelle (France).

Public services: 
Paris (France); Spain; Trondheim (Norway); 
Vilnius (Lithuania); and Serbia.

Planning and public spaces: 
Pordenone (Italy); Pristina (Kosovo); 
Germany; Spain; Helsinki (Finland);  
Paris (France); and Umeå (Sweden).

Equity, diversity and inclusion: 
Tilburg (Netherlands); Gothenburg (Sweden); 
Germany; Barcelona (Spain); and  
Amsterdam (Netherlands) in partnership  
with Aarhus (Denmark).
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Fórum 50% [Czech Republic]

Despite the fact that women are half the population, on average only 20% of politicians 
in the Czech Republic are women. Against this backdrop, the Czech NGO Fórum 50% was 
founded in 2004 with the goal of promoting the equal political participation of women 
and men in politics and decision-making at local, regional and national levels in the Czech 
Republic. The NGO has two main goals: to raise awareness on the underrepresentation 
of women in the Czech politics and to actively promote more women in decision-making 
positions.
Over the last nearly two decades, Fórum 50% has initiated a number of measures to reach 
their goals. They co-founded the Czech Women’s Congress and offer networking and 
training events for women elected officials. Their international mentoring programme 
for women politicians8 was acknowledged as a good practice by EIGE in 2014. They also 
hold annual conferences on Equal Opportunities together with the Czech Ministry of 
Internal Affairs and the Union of Towns and Municipalities.
One project initiated by Fórum 50%, called “Equilibrium between women and men”9, 
supports the implementation of gender mainstreaming in Czech local authorities. The 
project includes a training session for municipalities introducing the method of gender 
mainstreaming and explaining how to practically apply a gendered perspective in 
decision-making processes by conducting a gender analysis. Practical knowledge and 
training is accompanied by presentations of examples of good practices from other 
European countries and information about the CEMR’s European Charter for Equality of 
Women and Men in Local Life.

8 Fórum 50% (2015), ‘Mentoring for Women Politicians’, available at: https://padesatprocent.cz/en/projects/
equilibrium-between-women-and-men-2/international-mentoring-for-women-politicians

9 Fórum 50% (2016), ‘Equilibrium between Women and Men’, available at: https://padesatprocent.cz/cz/o-nas/
projekty/equilibrium-between-women-and-men-2

[ CALL TO ACTION ]
Do you want to take action in your own municipality?  
Check out the Association of Basque Municipalities 
(EUDEL) Welcome Manual for Women Elected Officials.

Case
Study

Communauté d’agglomération de La Rochelle
© Genderedlandscape (2022)
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1B. HOW TO USE THIS REPORT

This URBACT report is designed to inform 
and inspire policy makers to take action in 
their cities. Gender equality is a cross-cutting 
issue which touches on many aspects of 
municipalities’ work. To make the information 
as accessible as possible, the content is broken 
into seven key themes and sub-themes.
These are key areas where cities can work 
towards gender equality. They reflect regional 
and global priorities as outlined in the Council 
of European Municipalities and Regions’ 
Charter for Equality, as well as some of the 
12 areas of the Urban Agenda for the European 
Union and targets included in Sustainable 
Development Goals 5 and 11.
Each of these sections provides some context 
and tangible actions cities can take towards 

gender equality. Case studies of good practices, 
highlighted on the map on the following page, 
illustrate how gender equality is actively 
addressed by cities all over Europe.
The data and case studies in this report 
are cited and have been fact-checked. The 
views expressed here are of the authors and 
not necessarily those of URBACT or of the 
institutions mentioned.
The case studies were sourced from a 
combination of first-hand accounts, URBACT 
networks and partners, good practices and 
examples from the Council of European 
Municipalities and Regions (CEMR) Observatory, 
European Institute on Gender Equality (EIGE), 
Urban Innovative Actions (UIA), the European 
Women’s Lobby, Eurocities and desk research.

1C. GENDER AS A CROSS-CUTTING ISSUE

Gender mainstreaming can help cities achieve 
many other goals in addition to equality and 
reduction of discrimination, from sustainability 
to the labour market. To achieve this, however, 

city departments need to work together in an 
integrated way, to literally mainstream the 
gender perspective in all actions. Find some 
examples on the next page. 

© URBACT (2022)
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7B. MIGRANTS AND REFUGEES

87 European Network of Migrant Women, ‘Projects and Actions’, see at: https://www.migrantwomennetwork.org/
projects/

88 The World Bank (2021), ‘Literacy rate, adult female’, (% of females ages 15 and above)’, available at: https://data.
worldbank.org/indicator/SE.ADT.LITR.FE.ZS

The last decade has seen significant changes in 
the nature and pattern of migration flows into 
and within the EU. Cities are often the ultimate 
destination, thanks to the opportunities and 
networks they offer. For many local authorities 
facing incoming migration, strategies include 
promoting economic integration, reducing the 
risk of social exclusion, improving educational 
achievement of second and third-generation 
migrants and combatting the rise of racist and 
xenophobic movements.
Female and male migrants are likely to face 
different and gendered challenges: while men 
may have difficulty getting paid work due to 
discrimination, women, particularly mothers, 
can find it hard to integrate. For example, 
the URBACT Arrival Cities Action Planning 
Network reported that migrant women often 
face additional hurdles to integration for a 
number of reasons, including their racial and 
religious identities. The European network of 
migrant women87, includes projects to combat 
the stigmatisation of migrants and refugees, 
specifically women, through intercultural 
dialogues, raising knowledge about the EU 
policies and promoting democratic and civic 
participation.
According to the European Network of Migrant 
Women (ENW) a migrant woman, on average 
is nearly 10% less likely to read and write88, 
more likely to struggle with her mental health 
and also more likely to be paid less. She is also 
more likely to bear a heavier load than men 
in balancing work and caring responsibilities. 
ENW has developed women-centred ways 
of working that include gender-awareness 
sessions with staff and volunteers, as well 
as the development of women-centred case 
studies, engagement in discussions about 
the complexities that female migrants might 
experience and practical, achievable solutions 
for some of their challenges. 

These range from the provision of sanitary 
products to trialling inspirational tools 
encouraging women to explore career and 
learning options beyond gender stereotypes. 
Of course, for undocumented migrants, 
refugees and asylum seekers, these gendered 
challenges increase exponentially; cities have 
a responsibility to consider gender in their 
response to supporting vulnerable refugees 
and asylum seekers as well as migrants.
Above all in times of war and crisis, such as the 
current war in Ukraine, women and children 
are significantly more likely to be refugees. 
This affects the supplies, structures and 
programmes that cities establish to house and 
assist those fleeing from war, and in keeping 
them safe against gender-based violence and 
the risk of human trafficking.

10%
 less

A migrant woman, on average,
is nearly 

10% less likely to read 
and write than man.
Migrant women are also more likely to struggle
with mental health issues and to be paid less.

Source: European Network of Migrant Women
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Evidence Analysis & Improvement Table
Source of information, 

data and learning
What type of information, data and 

learning sources will you use? What 

is your experience of using them?
How do you want to use them 

to improve the evidence base
 for your issue? Priority Order (1 to 7)

1. CITY DATA AND OTHER 

STATISTICS

Who addresses same or similar issues?

2. EVIDENCE FROM PAST/

EARLIER ATTEMPTS What have we tried before?
Did we analyse well why it worked/did not work?

3. COLLEAGUES IN THE CITY Have similar actions been tried in other city quarters? 

How to use their lessons?

3. COLLEAGUES IN THE CITY How to get feedback, ideas and co-create with service 

users, customers and other stakeholders?

5 OTHER CITIES THAT FACE 

THE SAME PROBLEM, HOME How to learn from good practices in other cities, natio-

nal and abroad?

6. SCIENCE AND RESEARCH Can we learn from scientifi c studies about the topic? 

How to fi nd them and use them for policy-making?

7. EXPERTS AND ANY 
«UNUSUAL SUSPECTS» What type of experts would we need?

How can we use new sources and methods?

 TOOL SHEET

Co-funded by 
the European Union
Interreg

WHAT IS NEEDED?

Time: 1 hour or more

Participants: a core group of stakeholders + 1 
facilitator/1 note-taker

Material support: blank version of the Evidence 
Experience and Enhancement table (see 
overleaf)

  Identify a note-taker who will be writing down 
the comments made during the brainstorming 
session.

HOW TO USE IT?

Step 1 
For each of the categories in the 1st column, 
list all the different sources of information, data 
and learning you may rely on to analyse your 
challenge.

Step 2 
Indicate your level of experience with each of 
these sources. Also indicate where sources of 
information are not at hand or are missing.

Step 3 
In the 3rd column, defi ne how each source of 
information will help you improve your problem 
analysis and how you may use them.

Step 4 
Discussing with the group, prioritise the sources 
of data in order to examine which one you will 
choose to focus on to analyse your situation.

WHAT FOR?

  To assess evidence already available

  To identify new sources of relevant data

  To improve the evidence available

Proper evidence and 
collection of data is essential 
to make sure the challenge 
has been well defi ned, to 
set relevant objectives and 
solutions as well as, at a later 
stage, to monitor the progress 
made.
While the Evidence Analysis & Improve-
ment table can be used as a basis for in-
dividual refl ection, using it with a group of 
stakeholders will help making sure that the 
evidence base is exhaustive, capitalising 
on existing knowledge and collective intel-
ligence.

Evidence Analysis & Improvement Table
For identifying and analysing sources of information about an issue

It can be helpful to use this tool in relation to the Problem Tree to get a fresh and comprehensive 
understanding of the initial situation, making sure the issue is properly examined.
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Examples for Facebook publishing

Title of 
the event

Title of 
the event

SOCIAL NETWORKS

The profile visual shows  
the Urbact icon. It must 
be sufficiently centered  
and framed to be readable.

A dreamlike, simple visual  
or a montage of pictures.

If necessary, a text can be embedded on this visual.
The Urbact icon always appears in the upper right corner  
of the visual.
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A picture type visual, 
evoking the message. 
No text embedded  
on this visual.

The profile visual shows  
the Urbact icon. It must 
be sufficiently centered  
and framed to be readable.

Examples for Twitter publishing

SOCIAL NETWORKS
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A picture type visual, preferably  
showing human people (face or group). 
No text embedded on this visual.

Examples for Linkedin publishing

SOCIAL NETWORKS

The profile visual shows  
the Urbact icon. It must 
be sufficiently centered  
and framed to be readable.
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SOCIAL NETWORKS

Examples for single Instagram 
publishing

Examples for multiple Instagram publishing

Title of 
the event

Dellandam Ipsapero 
volupta vent eos 
quistiam fugiat facil 
inci cum hil imagnit.

Title of 
the event

Dellandam Ipsapero 
volupta vent eos 
quistiam fugiat facil 
inci cum hil imagnit.

Title
of the
event
Dellandam 
Ipsapero 
volupta vent 
eos quistiam 
fugiat facil 
inci cum

Title of 
the event
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