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Use strong
images to pack
a punch

& visualise your
message




Where to get images

Take them Creative Buy them
Commons
or
Create them
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There are

countless

beautiful free
stock images
ava i la ble Check out the

free photos
online



Try touse
- photos that
TS leave space for

® &  yourtext
. \ :’\ (like this one)










If an image is really busy,
use a semi-transparent

background

(like this!) @
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Keep margins around
your content to keep
things balanced,
breathable, and
beautiful
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Whitespace is
your friend




It helps you pull
infocusto
specific elements
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e lcons

to present data, stats,
and information quickly
and visually




Choose icons
that match
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40% of people
will respond
better to visual
information
over plain text.
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and 90% of information
transmitted to the
brainisvisual - cowommon
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Make use of
icons.
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palette and

l stick to it
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#FF295F

Keep your
palette
small

3 colors is usually
the sweet spot

#31C2A7

#000000



Keep your
palette's
contrast
high
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And above all, Ll

Have fun!
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If you're
invested
in your design, your audience

will ' you and repay
you with claps
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Now we are ready to
design anything that
wins?
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°/ FROM THE AMERICAN PEOPLE
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Women of USAID Ghana Tamale



More than 103,000 farmers reached in FY2015 - Representation 1

103,000

farmers reached in FY2015




From 2012 to 2014, maize profits increased 81%, rice profits increased
over 73%, and soy profits increased over 700% amongst beneficiaries

Profit increases amongst beneficiaries in FY2015



FROM THE AMERICAN PEOPLE

USAID GRAPHIC
STANDARDS MANUAL

CO-BRANDING GUIDE

Photo: Morgana Wingard / USAID
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OUR
BRAND

.l OUR HERITAGE

USAID Standard Graphic Identity (hereinafter referred to as “USAID logo™) builds upon the recognition and brand-equity developed over more than 65 years of U.S.
foreign aid. The USAID logo descended directly from the Marshall Plan logo, created when Congress became concerned that the Soviet Union was taking credit for the
poorly marked U.S. foreign aid donations to European countries.

Over the last half-century, the USAID handclasp has become one of the best-known U.S. emblems throughout the world. It is a symbol of the United States’ long
history of aiding those In need.

5 x x %

FOR EURDPEAN RECOVERY

SUPFLIED BY THE
UNITED STATES OF AMERICA

1948 — The Marshall Plan
logo identified U.S. assistance
to people recovering from
World War |l

1.....!

1995 — The shield and
handclasp was reintroduced in
a more modern way. [he color
was also removed from the
handclasp to ensure no specific
race was identified.

UNITED STATES OF AMERICA

‘lllll'

1953 — The Mutual

Security Agency—a USAID
predecessor—added the
handclasp to help identify

the aid as part of the mutual
benefits shared by our country
and friends around the world.

2001 — “United States Agency
for International Development”
was added to the logo to ensure
people knew the assistance
provided was from the United
States Government.

UNITED STATES OF AMERICA

LI

EARLY 19605 — USAID,
established in 1961, picked

up this logo from predecessor
agencies. Its continued use
built upon wide recognition
developed over more than

a decade.

Fuma®, SAI
%ﬁi—%ﬁ | HTHE A&N p&

2004 TO PRESENT — The updated

logo includes a brand name and
tagline to help ensure people
understand the assistance is
provided by U.S. taxpayers.

al

1992 — The new logo
combined a modern image of
the globe and U.5. flag with
USAID prominently displayed.
However, the change was
viewed as too radical.



1.3 0UR LOGO

OUR
BRAND
Incorrect logo, type mark and seal usage

The only correct uses of the logo, type mark and seal are as shown on the previous pages. A few typical incorrect examples are shown below.

WRONG FONT COLORS TRANSPOSED PROPORTIONS DISTORTED

USAID

SHADOW ADDED MISSING TAGLINE WRONG FONT AND MISSING TAGLINE

SEAL AND TYPE MARK REARRANGED
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OUR
BRAND

.4 OUR COLORS

The USAID color palette ensures the colors always look consistent.
The primary color palette, USAID Blue and USAID Red, reinforces
that the aid is From the American people.

The colors below are the only colors approved by USAID.

Primary color palette
Used for logo, text, color fields and accent colors. USAID Blue may
be used as tints. USAID Red may not be used as a tint.

USAID BLUE USAID RED

PANTONE®™ 294 PANTOMNE® 200

Clo0 Mé3 Y7 K30 C3 MI00O Y70 KI2
#002F6C #BAOCIF

RO G47 B 108 R186 GI2 B47

The colers shown here have not been evaluated by Pantone, Inc. for accuracy and may not match the
PANTOME Color Standards. Consult current PANTOME Publications for accurate color. PANTONE®
is the property of Pantone, Inc

Secondary color palette

Used for text, color fields and accent colors. Light gray and light blue may be
used for text if on a dark background. All secondary colors, except dark red,

may be used as tints.

RICH BLACK
PANTOME® BLACK 3C
C&7 M44 Y&7T K95
#212721

R33 G3%9 B33

100% BLACK

WEB BLUE
FOR WEB USE ONLY
#205493

DARK GRAY
PANTOMNE® 2334

Ce2 M56 Y56 Klb
#6C6463

R 108 G100 B99
70% BLACK

MEDIUM BLUE
PANTOMNE® 2144
C9 M53 YO KO
#0067B9

RO G103 BI85

DARK RED
PANTOMNE® 7421

Cl8 MID0 Y45 Ké&7

#651D32
RI0OI G292 B50

MEDIUM GRAY
PANTOMNE® 2332
C50 M42 Y44 Ké
#BCB985

R 140 GI37 B33
40% BLACK

LIGHT BLUE
PANTOME® 2717
C34 MI5 YO KO
HATCEED

Rle7 G198 B237

LIGHT GRAY
PANTONE® 2330
CI3 M9 YI3 KO
#CFCDC?

R207 G205 B20I
15% BLACK



1.6 OUR PHOTOGRAPHY

OUR
BRAND
Photography is a key element in USAID's brand and can be used in a variety of communications tools. A single image can help humanize the USAID brand while

conveying the impact our projects have on the individuals and groups we serve.

It is best practice to accompany every photo with a caption that tells the viewer who, what, where, when and why of the subject matter. Captions should adhere
to Associated Press style, and you must always credit the photographer. See USAID’s Video and Photography Style Guide.

Properly credited photos may be shared on social media.

MOAGANA WIRGARD

USAID

G pach THE AMENEAN HORE
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EXAMPLE OF BRANDED AND CREDITED PHOTO



2.5 TEMPLATES

Fact sheets, country profiles, bios
2 O Downloadable templates of commonly used documents are available =
Fiema
' in Microsoft Word® at www.usaid.gov/branding/resources. These templates \Eﬁf USAID

USAID = - ; " FRGH THE AHERCAN FEORLE
are approved for desktop publishing and creating Adobe Acrobat® PDF files.

CORPORATE

All'written content should follow Associated Press style guidelines.

P o
(= USAID
LET poer i TITLE STYLE GOE
RUN TWO LINES o
USAID IN CENTRAL AMERICA: . {(Z)USAID
DOING BUSINESS DIFFERENTLY
ey ANN MEI CHANG

scunve Director,

HEADING | STYLE GOES HE




2.6 PRESENTATIONS

PowerPoint® templates

2 O A PowerPoint® presentation can be used for multiple purposes, from training programs to headlining conferences. A PowerPoint® template can be found
' at www.usaid.gov/branding/resources.

USAID
CORPORATE

e SAID TITLE GOES HERE & TITLE GOES HERE &
. CAN RUN TWO LINES CAN RUN TWO LINES
= Level | bullet goes here. * Level | bullet goes * Level | bullet goes * Level 1 bullet goes
here. here. here.
— Level 2 bullet poes here
RED COVER OPTION = — Level 2 bulet — Level 2 bulet — Level 2 bullet
goes here. goes here: goss

SUBTITLE S
CAN RUN

STANDARD 4:3 ASPECT RATIO PPT

TITLE GOES HERE
& CAN RUN
THREE LINES

@usap

DIVIDERTITLE

PHOTO COVER OPTION
TITLE GOES HERE CAN
RUN THREE LINES

* Level | bulle goes here

— Leved 2 bulles poes here.

SUBTITLE STYLE GOES HERE, CAN
AUN FOUR LINES

WIDESCREEN [6:9 ASPECT RATIO PPT
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CORPORATE

2.8 E-NEWSLET TER

An e-newsletter connects USAID to our global audience. It can help communicate

updates on developing issues and ongoing projects. An external e-newsletter should

be easily recognized as a USAID publication, employing common elements that
brand USAID e-newsletters as official and authoritative sources of information.

Given that USAID e-newsletters are produced and distributed via a wide range of
mailing list vendors, it 1s not possible to provide a single standard template that will
work across all mailing platforms and on all devices. Bureaus and offices may utilize an

accessible, mobile-friendly template supplied by the vendor. Customize the template

to include the following elements and to comply with USAID's graphic standards:
* USAID's 2-color horizontal logo at the top of the message, surrounded
by appropriate clear space.
* Banner image below the logo.
* USAID colors for text, background tints, separator lines and other elements.
Enter RGB values as custom colors, see section | 4.
* Source Sans Pro or Aral font for all text, or the closest available fonts.

* Social media links using the icons supplied at www.usaid.gov/branding/resources.

As official communications from the Agency, USAID e-newsletters must follow the

following set of best practices in order to effectively convey our message to readers:

* Use engaging subject lines that encourage recipients to open and read the newsletter

* Provide a link allowing recipients to view the message in a web browser
(a default setting on most mailing list providers).

* Use brief text blurbs to encourage readers to click through to content.

* Include photo credits for all photos — these can be in the text or
superimposed on the image itself.

* Include appropriate alternate text on all photos and graphic elements.

* Provide links to subscribe or “forward to a friend” — these are often
standard elements in email messages distributed via mailing list vendors.

* Provide a link to allow recipients to unsubscribe, as required under the
CAN-SPAM Act of 2003.

* Include USAID contact information, including mailing, email and web addresses,
and phone number. This is also required under the CAN-SPAM Act.

WHITE BACKGROUND, USAID LOGO SET ON
THE LEFT, SOCIAL MEDIA ICONS ON THE RIGHT

USAID
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2.9 SOCIAL MEDIA

Social media is a critical and growing communication channel for USAID around
2 O the globe. All (official USAID) social media channels must be approved by LPA
. and adhere to the the following guidance.

USAID
CORPORATE The main USAID social media channels are as follows:

Facebook

The Facebook profile picture should always be the USAID vertical logo on a T
white background (180x180 pixels). Do not insert bureau or office name in [ ———— 2, 1.8 gy b e Db
profile picture. Do not alter the profile picture for any reason. The cover image e e——
(851x315 pixels) can and should be changed out regularly. When selecting a
photo, chose a rich-colored image that positively highlights our beneficiaries or e 2
the region we're assisting. i N

et e it s ivsinen
ey S T 1 kg

e Py pcee

Twitter

The Twitter profile picture should always be the USAID vertical logo on a white
background (400x400 pixels). Do not insert bureau or office name in profile
picture. Do not alter the profile picture for any reason. You are encouraged

to change out the large header photo regularly (1500x500 pixels). The header
photo should be a large, captivating image which shows our work and the
people we help in an uplifting manner. Do not use the header for bureau or
office identification.

/OGH APERTC prosbet
400t DOISIO o "

Twitter
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CORPORATE

2.9 SOCIAL MEDIA

Instagram

Instagram Profile Photo size: 110 x 110

Instagram photo size: 1080 x 1080

The Instagram profile picture should always be the USAID vertical logo on a
white background (110 x |10 pixels). Do not insert bureau or office name in
profile picture. Do not alter the profile picture for any reason. When selecting a
photo, chose a rich-colored image that positively highlights our beneficiaries or
the region we're assisting. Instagram followers engage more on images showing
clear human interaction and a variety of emotion. The post should include a link
for people to learn more about the organization or the actions in the image.

YouTube

YouTube Channel Art size: 2560 x 1440

Video thumbnail: 1280 x 720

Channel icon: 800 x 800

The YouTube channel icon should always be the USAID vertical logo on a white
background (800 x 800 pixels). Do not insert bureau or office name in channel icon.
Do not alter the channel icon for any reason. The channel art (2560 x 1440 pixels)
should be changed out regularly. When selecting a thumbnall, chose a rich-colored
image that positively highlights our beneficiaries or the region we're assisting.

Flickr

Key Profile Picture: 100 x 100

Cover Image: 1345 x 2500

Individual Photo Page: 60 x 60

The key Flickr profile picture located on the organization’s splash channel
should always be the USAID vertical logo on a white background (100 x 100
pixels). Do not insert bureau or office name in profile picture. Do not alter the
profile picture for any reason. The cover image (1345 x 2500 pixels) can and
should be changed out regularly. When selecting a photo, chose a rich-colored
image that positively highlights our beneficiaries or the region we're assisting. A
smaller profile image (60 x 60 pixels) will appear en individual photo pages. For
all photos, the caption should include a link for people to learn more about the
organization or the actions in the image.

This list will be updated as new channels come online.

Trstogrom P e

- usaid | revew
w LsaIn

UsAID sl

Ferias AL goy

87 pas  WERilower 88 inioweg

Instagram

k¥ Tuhe -—

Youlube

Flickr

32
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2.1 MERCHANDISE & EVENTS

The logo or type mark may be placed on promotional items. Size, shape, space
and visibility will dictate which to use. Color and clear space specifications
(sections 1.3 and |4 of this manual) must be followed at all times.

Shirt

A light-colored shirt should be used to ensure the logo or type mark is visible.
USAID approved colors are preferred and can be found in section [.4 of this
manual. Use the two-color type mark on light-colored shirts. Bureau and office
names are not allowed on shirts. Country names are acceptable. The one exception
to this is material branded with DART used during humanitarian responses.
Additional information, such as DART, may be placed oppesite of the logo.

Cap

A light-colored cap should be used to ensure the type mark is visible. USAID
approved colors are preferred and can be found in section |4 of this manual.
Use the two-color type mark on light-colored caps.

PHOTE, MORGAMA WINGAAD

2
3
g
¢
z
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2.1 MERCHANDISE & EVENTS

Podium sign

Presentation podiums should be adorned with the USAID logo or seal.

The sign should be created to fit your podium in a scale that is similar to

that shown here.

Repeating backdrop

When creating a televised or heavily photographed event, a repeating backdrop

of the logo can be used in conjunction with a podium sign.

= USAID
e

RO THE ANERC AN FEOL

ZUsaR

\ J':.'§.&!D



3.0

CONTRACTS &
ACQUISITIONS

34 PROGRAM MATERIALS

Program materials target beneficiaries with specific messages, such as “Inoculate
your children” or “Be tested for HIVIAIDS." Program materials also include
products meant to promote or inform non-beneficiaries about the program.

All project materials must follow the graphic standards in this manual, including
using USAID’s typefaces and colors. The USAID logo should be used on
program materials to acknowledge the U.S. Government’s support and funding.
We call this “marlang.” In most cases, use the USAID logo, not the country or
regional sub-brand. Contractors should submit a Branding Implementation Plan
and Marking Plan for approval at the outset of the contract.

See sections 2.10 and 2.8 of this manual and Agency Policy ADS 320, section
320.3.2 for more guidance.

ADD
MESSAGE
HERE

rlerupt asimesa st 5t aut rem eume r=
dalortiz volore.

(£ USAID

ADD
MESSAGE _

Add Program
Name Here

Name Here
SUB-HEADINGISLOGAN

fre= arms prers e e e s
" Py

ADD
MESSAGE
HERE

Add Program Name Here

SUBHEADRICALOCAN
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RESOURCES

/.1 RESOURCES

Additional resources can be found below:

ADS 320 Branding and Marking: www.usaid.gov/ads/policy/300/320

Grants and Cooperative Agreements with Public International Organizations: ADS 320.3.6
Interagency Agreements: ADS 306

Logo files: www.usaid.gov/branding/resources

Templates: www.usaid.gov/branding/resources

2 CFR Regulations 700.16 (Marking): www.ecfr.gov

USAID Graphic Standards Manual and Partner Co-Branding Guide: www.usaid.gov/branding
USAID Mission & Message Manual: www.usaid.gov/branding/resources

USAID's Photography and Video Style Guide: www.usaid.gov/branding/resources

To obtain access to video bumpers, please contact: usaidvideo@usaid.gov

58
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