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The ACDI/VOCA Brand

LOOK AND FEEL

We are thoughtful, dedicated, and not afraid to
take on the challenging problems in our world.
We believe people have the innate desire and
ability of people to succeed. Our job is to support
systems and build technical knowledge for people
to achieve their goals.

Our style combines both our caring nature that
comes from being a nonprofit, and our dedication
to smart and business-savvy decisions. We are
professional, but with a human touch. We are
dedicated to making a difference.

IDENTITY

Our logo speaks to the broad range of our work
around the world. We value the uniqueness

of each situation, being careful to adopt our
programming from project to project.

We are vibrant, forward-thinking and also
grounded. This translates to a mix of darker
shades, and brighter, vibrant hues. Many of our
colors are warm, and indicative of the work we
do in agriculture, representing fresh produce like
eggplant, peppers, carrots, and staples like grains
and maize.

MESSAGING

We are first and foremost knowledgeable. We
have worked to refine our technical messaging
into these categories:

Market Systems

Climate-Smart Agriculture

Empowerment and Resilience

Institutional Strengthening

Catalyzing Investment

Historically we've worked hand-in-
hand with USAID and international
development partners. In more recent
years, we've started strengthening
our relationships with private
investors and foundations. We're
used to speaking with

an audience that's intimately familiar
with international development. One
area for growth is creating more
dynamic content that's brief and clear
and visual.

CORE MESSAGES FOR STAFF

« We empower communities to realize

the value of cooperative principles.

+ We leverage networks to build more
inclusive agricultural market systems.

« Our tailored approach is facilitative
and strengthened by our technical
tools.

- We use a business lens and embrace

partnerships with the commercial
sector.

- We believe that stewardship of
resources is key to achieving
sustainable success.

WHO ARE WE AT ACDI/VOCA?

We are

We are
We are dedicated to our mission, to
empowering and strengthening Q M M l | I E D
communities, businesses, and individuals.

We are

We are innovative and adaptive in
finding sustainable solutions.

Core Messages for Staff

» We empower communities to realize the value of cooperative principles.

» We leverage networks to build more inclusive agricultural market systems.

» Our tailored approach is facilitative and strengthened by our S
technical tools.

» We use a business lens and embrace partnerships with

We build on our 50-year legacy of
trust and experience.
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the commercial sector.
» We believe that stewardship of resources is key to 0!
achieving sustainable success. 0
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The Color Palette



The Logo

MAIN Logo

Preferred usage is to use the logo with the tagline.

IXeN& VOCA X&) VOCA

Expanding Opportunities Worldwide

:

Logo with tagline Logo without tagline

ACDI  SAYOIV

Expanding Opportunities Worldwide

White logo on darker background

Expanding Opportunities Worldwide

Black/white logo

Clear Space

A minimum area within and surrounding the logo must be kept clear of
any other typography as well as graphic elements such as illustrations,
thematic images and patterns, and the trim edge of a printed piece.

Minimum clear space on all sides of logo and type mark is equal to the
size of the globe in the logo.

Expanding Opportunities Worldwide

Recommended clear space around logo

Minimum Size
Do not reproduce the signature smaller than the minimum size.
Logo without tagline is preferred when reduced to this size.

IXONI& VOCA

Minimum size, 1.1 inches




Incorrect Logo Usage

The following are examples of
UNACCEPTABLE applications of logo usage
and applies to all logos contained in these
guidelines.

Always make sure you use or send the correct
file format logo to your staff, vendors, and
partner organizations.

1. Do not attempt to recreate the logo by
changing the font of any portion of the
logo

2. Do not violate the logo area of isolation

3. Do not allow the logo to become distorted

4. Do not create new unapproved logo
formats

5. Do not reproduce the logo in a shape that
may be interpreted as part of the logo

6. Do not use the logo in low resolution or
poor quality

7. Do not display the logo on a photograph,
pattern, or color that provides poor
contrast or clashes with the color of the
logo

8. Do not crop the logo in any way that the
full logo is not displayed properly

Do not place logos too close to each other,

keep area of isolation around logos.

Expanding OpportunitieaWorldwide

Do not stretch the logo

Do not scan the signature or allow it to be

reproduced in low resolution or poor quality.

Do not reproduce the signature
on an overly busy background.




The Fonts

The following typeface families have been chosen to be used as part of the
ACDI/VOCA brand for their versatility, readability and distinctiveness. Use
these fonts on all internal and external communications to help support a

consistent message and brand.

Avenir and Merriweather and are the primary fonts for all communications.
Both font families have an extensive collection of medium, bold, italic and
other options that allow for a familiar look yet varied.

AVENIR LT STD FAMILY
(PRIMARY SANS SERIF FONT)

AVENIR LT STD 35 LIGHT
ABCDEFGHIJKLMNOPQRSTUVWXYZ
bcdefghijklmnopgrstuvwxyz 1234567890

AVENIR LT STD 35 LIGHT OBLIQUE
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz 1234567890

AVENIR LT STD 45 BOOK
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz 1234567890

AVENIR LT STD 45 BOOK OBLIQUE
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz 1234567890

AVENIR LT STD 55 ROMAN
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz 1234567890

AVENIR LT STD 55 OBLIQUE
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz 1234567890

AVENIR LT STD 65 MEDIUM
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz 1234567890

AVENIR LT STD 65 MEDIUM OBLIQUE
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz 1234567890

AVENIR LT STD 85 HEAVY
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqgrstuvwxyz 1234567890

AVENIR LT STD 85 HEAVY OBLIQUE
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 1234567890

AVENIR LT STD 95 BLACK
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 1234567890

AVENIR LT STD 95 BLACK OBLIQUE
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz 1234567890

Merriweather
(PRIMARY SERIF FONT)

MERRIWEATHER REGULAR
ABCDEFGHIJKLMNOPQRSTUVWXYZ
bedefghijklmnopqgrstuvwxyz 1234567890

MERRIWEATHER LIGHT ITALIC
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 1234567890

MERRIWEATHER ITALIC
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 1234567890

MERRIWEATHER BOLD
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 1234567890

MERRIWEATHER ULTRABOLD ITALIC
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 123456789



The Fonts

Calibri is the alternative fonts for all communications when Avenir or Merriweather is not available.

CALIBRI
(PRIMARY ALTERNATIVE FONT)

CALIBRI LIGHT
ABCDEFGHIJKLMNOPQRSTUVWXYZ
bcdefghijklmnopqgrstuvwxyz 1234567890

CALIBRI REGULAR
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 1234567890

CALIBRI ITALIC
ABCDEFGHIJKLMINOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz 1234567890

CALIBRI BOLD
ABCDEFGHUUKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz 1234567890

CALIBRI BOLD ITALIC
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 1234567890



The Email Signature

For email correspondence we recommend
using a standard email signature.

Color

The signature should be in
ACDI/VOCA teal. The RGB build of
is (OR.155Y.167G, hex # 009BA7)

Typesetting

Calibri is the preferred font for email signature.
When Calibri is not available, Arial may be
substituted. The size is 10 pt.

The signature should be formatted with your
full name is on one line, position title and your
department on the next line separated with one
space on each side of the | character.

Phone number: add + in front of area code and
space between the sets of numbers. Email goes
on the same line separated by | character.

Address, city, state and website follow on the
last line.

The ACDI/VOCA logo is the only image that
should be used after the email signature.

Do not add your own images/text to your
signature.

EMAIL SIGNATURE EXAMPLE

Full Name

Position Title | Department

Tel: +202 469 xxxx | email@acdivoca.org

50 F Street NW, Suite 1000 | Washington, DC 20001 | www.acdivoca.org

Expanding Opportunities Worldwide




One powerful image

works best

Our Templates

Use the orange as
secondary color

One powerful image
works best

Avenir is preferred font

Feed the Future Cambodia Horticulture
Project
RFA No. 644-88-0000

(o)

TECHNICAL APPLICATION

£:999999 9995
applications @usad gov

ACDIVOCA (2 nonpr
507 5.w, Sute 0
Washington, DC 20001

oft organization)
00

0
F41 202469 6257
Emals proposals@acdivoca.org
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suBMITTED TO:

TECHNICAL APPLICATION
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SOF W, Sute 1000
Washingion, DC 20001
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Emai propesas @acdivocs. o

inable Nutrition and Agricultural Program
SNAP+)

JARTERLY REPORT 2: JANUARY — MARCH, 2016

Sustainable Nutrition and Agricultural Program
Plus (SNAP+)

FY 16 QUARTERLY REPORT 2: JANUARY ~ MARCH, 2016

APRIL

{$)UsAID

The project has successfully reached 13,522]

SR ETORVY099UNR20535

~ACDIVOCA SUCCESS STORY|

Sierra Leone SNAP+ Restores Dignity
through Cash Disbursements

Payments Hel

UsAD's Offce
millo,

report hattheproject has successfullyresched 13,522 benaficres

SNAP+ Provides Cash Payments an Food Suppler|
The project utized Geodata and consulted th o
receivefourcash payments of $90 everythee mon
recilents’ identiles and minimize fraud.

The Resilienice and Economic Growth in the
Arid Lands — Accelerated Growth (project title)

Main Story Head: Number of Smart Markets to
Create Wealth Increases

Tursi

Ukur Yatan, Governor of Marsabit County, who was accompanied by Karen
Freeman, USAIDs Kenya and East Africa isson Diecto, and Tom Stal, USAID's

ssitance.

Agiculture, Lvestock and Fishries, Marsabit County.

and expansion o small and medium sze usiness.

ACDI/VOCA at Work

Presentation Subheadline

SIERRA LEONE SNAPS SUCCESS STORY

Climate Smart Agriculture

Improving performance, ensuring

The teal bar is a common design
element on all publications

sustainability

We facilitate access to improved
seeds, new planting &
harvesting technologies, and
good post-harvest storage by
smallholder farmers and
agribusinesses

Our logo bottom right corner,
align to right margin

Our PowerPoint template is
customizable and should be used
for both internal and external
purposes

PROPOSAL COVERS, REPORTS, SUCCESS STORIES, POWERPOINT TEMPLATE, PROJECT NEWSLETTERS



Our Templates

Info Sheet Theme

Powerpoint Theme /

PROPOSAL COVERS, REPORTS, SUCCESS STORIES, POWERPOINT TEMPLATE, PROJECT NEWSLETTERS
|



Templates: Cooperative Agreements

Templates shown below are available to use if your project is a cooperative agreement. Templates are on the C&O SharePoint site.

USAID

FEED THE FUTURE:
FtF branding trumps ACDI/VOCA branding

Sustainable Nutrition and Agricultural Program
Plus (SNAP+)

FY 16 QUARTERLY REPORT 2: JANUARY — MARCH, 2016

Sierra Leone SNAP+ Restores Dignity
through Cash Disbursements

Payments Help Ebola Survivors and Ultra Poor Purchase Food and More

ACDI/VOCA SUCCESS STORY|

TITLE

Subtitle

Lorem ipsum dolor sit ame, consectetur adipiscing eic Null
od amet,

urnain tincidunt varius. Donec ullamcorper solicitudin
‘condimentum. Proin vitae purus fermentum, vehicula erat

GUATEMALA CASE STUDY

Total Population
149 milion (2015 est)
Population under 30

69.4%

mfri ras
imperdict. Nam nec nisiipsum. Morbivel mi sit amet nisl malesuada tincidunt.

Education Completed
cumsan q 86%F 0% M
fels leo
pharecra quam, vicae laoreet sem risus egec fels Suspendisse  Colffee, high value horticulure.
ristique lorem id ipsum rhoncus ultrices.In hac habitasse crops
National
eget id purus.Sed neque usto, us et 13-30years
bibendum fringila odio. Cras elementum orci nec molestie

sem risus eget felis.

2014y June 2014,
o disrupted Lorem Nullod
d I the eount conomic incid
v i . Aenean eget
usID’s ofice Squam b viae boreet
| aprl2015. " y
proe inSerea Leone’s Ebola-affected dictumse.Proin ac lorem ac magr
June 2010, A5 we're pleased to b
report that the project as succesful reached 13,522 beneficries. Q Sed
. o molesti ulice.
The project has successfully reached 13,522 beneficiaries. ; ; e
Nolls acis.E

Those in Need

poradam,

in need to volutpat vel

recipients’ identities and minimize fraud

SIERRA LEONE SNAP+ SUCCESS STORY

PAGE 1

nulla eic

Reports

USAID logo always
bottom left

Success Story

ACDI/VOCA logo always
bottom right

Reports Success Story

ACDI/VOCA logo always

bottom right
USAID logo always

bottom left

Additional logos can
go in the center

C&O is available for editing and formatting. Email communications@acdivoca.org.




Templates: Contracts

If your project is a contract with USAID or Feed the Future, you must use the below templates. Templates are on the C&O SharePoint site.
There is no ACDI/VOCA branding in contracts.

FEED THE FUTURE: FtF branding trumps USAID branding

DEMOCRATIC REPUBLIC OF
THE CONGO
TITLE
Aquaculture Provides Much-Needed Protein and Dietary Subtitle
Stability
The Democratc Repubic fthe Congo (DRC)
F2F volunterraining
TITLE STYLE GOES HERE, CAN
RUNTWO LINES LONG, IF NEEDED
Subrite, Intro text goes here, 2.7 lines. Rumquid quis alique
porersp ienimusa il ma incia cus, offic totatusci audam esequia

sem risuseget els.

PUBLICATION TITLE Inserta direct quote rom a project beneficiay here.

Morbibindi consequatvet. st et ports cam oreet et

Reports Success Story Reports Success Story



Our Photography

ACDI/VOCA's bright imagery shows empowered participants. They are
diverse cultures and races, young and old, male and female.

Their future is now filled with possibility and the know-how to choose
their own path. We envision a world in which all people are empowered
to build healthy families, resilient communities, and flourishing societies.

The best photos are the ones of our participants in action—they are
working and engaged.



Our llustrat

Representing our story visually

is an important component to

our communications, through
infographics, process graphics
and illustrations. We aim for clear,
easy to understand illustrations
and infographics that highlight our
important data.

ions & Infographics

ACDI/VOCA'S EXPERIENCE IN EGYPT
NATIONAL NATIONAL
ECONOMIC GROWTH NUTRITION OUTCOMES 1980-1987 1994-1998 1994-2004 1999-2004 2004-2007 2009-2014
SMALLFARMER | RURAL COTTAGE | MARKETING MICROSTART | AGRICULTURAL | FARMER-TO-
PRODUCTION | INDUSTRIES: INFORMATION | PROGRAM: EXPORTSAND | FARMER
PROJECT (SFPP) DEVELOPMENT PROJECT (MIP) Microstart helped three | RURAL INCOMES | F2F continued to offer
° 579 rtducdthn. | PROJECT (AER) PROGRAM
Tommanaganetand it it Spestonal i oo
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Nutrition
© i Outcomes
HOUSEHOLD Expenditure Consumption Nutrient
ASSETS Intake
AND .
LIVELIHOODS,
1980 1985 1990 1995 2000 2005 2010 2015 2020
g - 1 1 1 i 1 1 1 1 1
Non-Food Health Care Health Mother's
Exponditure Expenditure Status utrition 1987-1996 1996-2004 1997 2001-2004 2008-2012 2015-2018
Outcomes FARMERTO- AGLINK SERRELARD | DAIRY DIRECTOR | AGRIBUSINESS | ADVANCED
FARMER (F2F) PROGRAM (SECRETS OF THE | PROJECT (DDP) LINKAGES GLOBAL | MARKETING AND
PROGRAI halnoddesed | LAND) 008 vaed nd DEVELOPMENT | AGRI:
— 2 prdodonfomn i projctprodcsd ALLIANCE LOGISTICS (AMAL)
Caring Capacity What Ag oc;sn Do for Nutrition andtochnology inthe meat, daiy on The <117 milfon MAL inreases the
& Practices Women of RPA (reproductive | dfesdsecionto avareressof the e Compny helped | 00 smaoldefaming
age) and children under 2 years ek ek et | Merowsied 180 o
Women's old have adequate access to ‘ dsyproducts 00 | OB e
Empowerment| Fomale & quality diverse food. R | e e val tomato prociuce. | prockctivity and ade,
-emale Energy Lead dovr 27 mibonin | e oy rosdesston doni sedfrom 1100 | inUpper Egypt througha
Expenditure | o B il et
12,000 commercials reached. ‘cultivation more than ‘Export Improvement
NUTRITION SENSITIVE NUTRITION SPECIFIC prasttiareaty

Why Gender Equity Matters to Coffee

Esther and Samuel work hard to Since Samusl dacides how to spend the income
hei coffos rop, Esthor worres thro wor't

When the co-op offers farmer trining, School. She secretly picks and hides unripe coffee
‘Samuel goes but Esther isn't invited cherries to sell later at the market.

Onco therest of the chrrie rpen,
Esthor and Samuel harvst the crop.

3

ecaue sh st sen s e G
e nsds o ks crci
i Samit o thre vl
e 2 okl of ot N
thi new knowledge.
o

Samuel gives Esther money o pay school fess.
She natice s not enough and s rateful she has.

‘Samuel takes the rop to the
o-op where he gets paid for
hisand Exther’s work:

Ester and Samue e 0 msiize
ot

‘Co-op lesders taly up the production. il cofes

Secaus thermenbers wives s
unripe cherres, the co-op hasn't
e o

o whh aach othr bout
e business The
coop ssa cic't meet ts buyer
contrac requirements.

Solutions from the Partnership for Gender Equity in Coffee

Mi

Buyer-Driven Incentives

Gender Workshops for Households o & Cooperative Practices.
i = M

qualty,and fiancial management rainings.

FXSN&) VOCA @ GOrFEE QUALITY

and o-tink the gender balance of power in ther premiums.

housaholds are necossary fo sustanablo change.

o For more information, see the Partnership for Gender Equity report at

PROFIT+ GENDER-RESPONSIVE AND
CLIMATE-RESILIENT AGRICULTURE FOR NUTRITION

Linkages, synergies and tradeoffs

+ Localzed sericas/resources/information

+ Promote entrepreneurship and
job creation

+ Localy spproprists slutions for farmers

* bt CSA Gordr i
efforts ina sustainable ap
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Forming Precuces

ILLUSTRATIVE EXAMPLES OF SYNERGIES AND LINKAGES
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