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Overview / Our Identity
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Welcome to Voice.

Voice was created to address violence against women
and girls that coincides with conflict and disaster.

Beauty can come from disruption. When disaster happens, there’s an opportunity for
change. Voice creates positive change.

Voice deploys women to work on the ground with women and girls. Women and girls know
what they need in the wake of disaster, but don't have the resources they need. Billions of
dollars are spent on international humanitarian aid, but virtually none is directed toward
women and girls or to enabling access to platforms that make their voices heard. Voice
helps women and girls navigate, work with, and disrupt these humanitarian aid systems.

Separately, in partnership with women and girls, we co-develop technology and other
innovative approaches that will support them in influencing humanitarian responses, so
the responses address their needs. We also work with women and girls to make sure their
stories are told in the ways they want them to be. This includes the use of bold, beautiful,
impactful art in collaboration with women and girls and with their informed consent to
help tell their stories and grow awareness of the cause.

Voice is adopting measures every step of the way to be a role model for other organizations
by adhering to the highest standards of ethics and safety. Partnership and power-sharing
is the foundation of our work. We are disruptive, yet catalytic. We call things out when
necessary, but we frame our work in ways that help our partners be part of the change
we want to see.

There'’s work to be done. Let’s get to it.
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Mission

To work with women and girls in conflict and disaster settings globally,

promoting equality and leadership opportunities and eradicating
violence against them

Vision

To create a world where girlsand women no longer face discrimination
and violence, and where they are respected leaders of humanitarian
responses

vision and mission
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Personality

Authoritative - knowledgeable and trustworthy expert, shows the confidence of a leader
Modest - doesn’'t show off, never pedantic or overbearing

Inspiring + Bold - passionate and action-oriented

Rhythm and Pace

Generally longer sentences for a more serious tone broken up by a few shorter ones for
punch and emphasis

Varied paragraphs as well—shorter ones emphasize the most important points

Vocabulary

Our expertise is demonstrated by what we do, not by academic or flowery language. Voice
is down-to-earth, as our policy work is in the trenches rather than doing work from afar.

Tone

Serious
Confident

Passionate + Devoted - speaks from the heart

messaging

When Voice is used in
text, it should always be
typed in title case, with
a capital V.
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The Logo / Logo Usage

logo + tagline

AMPLIFYING WOMEN AND GIRLS IN CRISES regline

veice

Logomark (‘speech bubble”)

Voice logo

logo no tagline

vVeICe
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primary lock-up

We have purposefully introduced our brand and
logo with the “Amplifying Women and Girls in
Crises " tagline. The intention of our tagline is
to convey our impact and value in a way that is
both authentic and powerful.

secondary lock-up

There are a few instances in which the Voice
logo will be used alone without a tagline.
Those instances will be at the discretion and
direction of the Voice Creative Department.

SPECIAL INSTRUCTIONS: At launch and
until further notice, the guideline is to
always use the logo and tagline lock-up.
There are few instances where the logo
can be used alone. Those instances will be
determined by the Voice creative lead.




The Logo / Logo Usage

alternate reversed versions of logo

On blue-brand color background On orange-brand color background

AMPLIFYING WOMEN AND GIRLS IN CRISES

vVoIlCe

Logomark

The Logomark (‘speech
bubble”) should be used as an
additional graphic element
and should never take the
place of the brand mark.
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The Logo / Logo Usage Variations / Color Usage

styles of usage
three versions and usage

a. colorful usage b. grayscale usage b. black / white usage

AMPLIFYING WOMEN AND GIRLS IN CRISES AMPLIFYING WOMEN AND GIRLS IN CRISES

velCe

AMPLIFYING WOMEN AND GIRLS IN CRISES AMPLIFYING WOMEN AND GIRLS IN CRISES

velCce vV ICe vVeICe

AMPLIFYING WOMEN AND GIRLS IN CRISES

vVeICe

AMPLIFYING WOMEN AND GIRLS IN CRISES AMPLIFYING WOMEN AND GIRLS IN CRISES

VeoICe volce vVeICe
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The Logo / Measurements of Logo

FYING WOME!

N AND GIRLS Il
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measurements of logo

Minimum height usage .5”

If your design requires the primary
lock-up logo to go below this height
then you must replace it in the design
with secondary lock-up

Minimum height usage .15”

Your design should not go smaller
than this size. If that is the case, please
consult with the Voice Creative Lead.
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exclusion zone

exclusion

zone

AMPLIFYING WOMEN AND GIRLS IN CRISES

vVelICe

exclusion

zone

exclusion zone

exclusion zones

When placing the logo, be sure that other text
and graphics do not encroach on it.

When visual elements are too close to the
logo, it can take away the page hierarchy
or create brand confusion. For this reason,
an “exclusion zone,” or area around the
wordmark, provides helpful guidance.




The Logo / Rules of Use

AMPLIFYING WO

\'

N AND CIRLS IN CRISES

AMPLIFYING

\'J

MEN ANDGIRLS IN CRISES

AMPLIFYING EN AND.GIRLS IN CRISES

\"/
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WOMEN AND

AMPLIFYING WOMEN ANDGIRLS IN CRISES

AMPLIFYING WOMEN AND GIRLS IN CRISES

AMPLIFYING WOMEN AND.GIRLS IN CRISES

AMPLIFYING EN AND.CIRLS IN CRISES

\'J

rules of use

1/ Do not convert the brandmark to any
color even if it is in the palette if not
specified as approved

2 /Do not tilt logo

3/ Do not switch the brand colors unless
otherwise specified in this guidelines

4 [ Do not apply any types of gradients or
reflections to the brandmark

5/ Do not apply satin effects. Do not
place logo on top of busy photograph.

6 / Do not apply glows of any kind
7 / Do not apply shadows that are visible
8 /Do not outline brandmark

9 / Do hot emboss brandmark




The Logo / Color Palette

primary colors
logo palette

orange navy blue
cool gray
PANTONE: 1585 C PANTONE: 7463 C CMYK : 0 0 0 60
CMYK . 0 72 100 O CMYK : 100 80 43 45 HEX # : 868686
RGB ; 255 106 O RGB : 0 43 73
HEX# - FF6a00 HEX# - 002b49

special palette

Used for prints to bring a
«wow-effect». The neon
orange can be used to
blue highlight important
informationin infographics

metallic

neon

orange

or illustrations. The metallic
blue can be used in photos,
PANTONE PANTONE some illustrations and
infographics.

804 U NEON 8483 C METALLIC
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alternative palette

CMYK CMYK
90 621 O 69 0 29 O
RGB
RGCB 56 194190
31 94 168
#38b8be
#1f5ea8

Brand Identity Guidelines for Voice

CMYK
35100 0 O

RGB
175 18 128

#af1280

secondary colors

Voice's secondary colors are
brightened versions of the
Equality Institute, Voice's sister
agency, brand'’s colors.

Orange

CMYK
12 100 100 3
RGB

205 21 23

#cd1517
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Typography / Primary Typefaces

NMontserrat

Extra Light

ABCDEFGHIITKLMNOPRSTUVWXYZ
abcdefghiijklmnoprstuvwxyz
1234567890 1*"' % () @72 +-/=,..: &

Light

ABCDEFGHIIJKLMNOPRSTUVWXYZ
abcdefghiijklmnoprstuvwxyz
1234567890 ! * "' % ()@ ?+-/=,.:: &

Regular

ABCDEFGHIIJKLMNOPRSTUVWXYZ
abcdefghiijklmnoprstuvwxyz
1234567890 !'*" ' % ()@ ?+-/=,.;: &
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primary typefaces

Bold

ABCDEFGHIIJKLMNOPRSTUVWXYZ

abcdefghiijkimnoprstuvwxyz
1234567890 !'* "' % ()@ ?+-/=,.;: &

Extra Bold

ABCDEFGHIIJKLMNOPRSTUVWXYZ

abcdefghiijkimnoprstuvwxyz
1234567890 !'* "' % ()@ ?+-/=,.;: &

Black

ABCDEFGHIIJKLMNOPRSTUVWXYZ

abcdefghiijkimnoprstuvwxyz
1234567890 !'*" ' % ()@?2+-/=,.;: &

For designed
documents only.
Montserrat should
be used primarily
for print materials.
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SOURCE SANS PRO

Light

ABCDEFGHIIJKLMNOPRSTUVWXYZ
abcdefghiijkimnopgrstuvwxyz
1234567890 ! *"'% ()@?+-/=,.;: &

Regular
ABCDEFGHIIJKLMNOPRSTUVWXYZ
abcdefghiijklmnopqgrstuvwxyz
12345678901 * "' % ()@ ?+-/=,.;: &
Semi Bold
ABCDEFGHIIJKLMNOPRSTUVWXYZ

abcdefghiijklmnopgrstuvwxyz
1234567890 ! *" ' % ()@ ?+-/=,.;: &

Black

ABCDEFGHIiJKLMNOPRSTUVWXYZ
abcdefghiijklmnopgrstuvwxyz
1234567890 ! *"'% ()@ 2+-/=,.;: &

secondary
typefaces

Source Sans Pro should be
used primarly for web and
digital projects.
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use of photography

Voice will use photos to promote imagery from Voice's events and services
and those of Voice's partners and affiliates. Images must resonate with and
reflect the audiences they represent, both internal (employees) and external
(audience).

Photos should come from sources that ensure that the subjects have
given consent for their image to be used. Voice will limit the use of stock
photography, unless the purpose of the project justifies its use. Stock images
may be used only when they conform to Voice's standards of consent.

Images should show diversity of gender, age and race. They should represent
women and girls with respect and inclusion. Images should portray women
showing strength, determination and hope. Voice will refrain from showing
violence and disturbing images.
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veIlCce

get in touch

Voice Creative Department

+1 (347) 399 4089 www.voiceamplified.org
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