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2 Introduction / Contents

The guidelines within this document are
written to ensure that communications
materials created for Integrity Action

remain consistent in applications across SECTIONT SECTION 4
various media. They encompass the
graphic components that are used to . . .
build the Integrity Action identity, and 04 The tick symbol 22 Drawnicon library
anyone working with the brand should be 05 Horizontal 23 Lineiconlibrary
familiar with the principles outlined here. 06 Vertical 24  Resourceicons/colours
Although this document is not intended 07 On abackground SECTION 5
to be definitive, it does provide guidance 08 Mono colour
on the most common applications of the 09 Sizeandspacing
Integrity Action brand, and should be . . 26 llustrations
adhered to wherever possible. 10 Things to avoid
27 Photography

Overall, we want our unique approach SECTION 2 28 Masking
to community engagement and citizen
monitoring to come across in our visual SECTION 6
communications. We use clear, simple 12 Core brand palette
graphics in a quirky way that is friendly 13 Secondary palette
and recognisably us.We want to be fresh 14 Supplementary colours 30 Literature
and bold but not too light-hearted. . Stati

15  Tintsand shades 31 tationery

32 Online
SECTIONS 33 Co-Branding

34  DevelopmentCheck
17 Brand typefaces
19 Type hierarchy
20 Email typeface
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SECTION 1

04 The tick symbol
05 Horizontal

06 Vertical

07 Onabackground
08 Mono colour

09 Size and spacing
10 Things to avoid
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4 Our logo — The tick symbol

1.1

The tick in our logo symbolizes that

a problem found by citizen monitors
has been fixed. The circle denotes

the feedback loop and the cycle of
monitoring, i.e. the cycle that monitors
go through and which is closed when
they are able to get the issue resolved
and the community knows.

Both elements are positive, forward-
looking, and show the power and
possibility of citizen monitoring and
social accountability.

The symbol can be used alone as an
illustrative element of a design but
note that when using the logo both
the symbol and words must always be
shown in tandem.

Integrity Action Brand Guidelines
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Our logo — Horizontal lock up

1.2

Horizontal is the preferred orientation,
so this should be treated as the master
Integrity Action logo for use in the vast
majority of potential applications.

Integrity Action

Brand Guidelines
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Our logo — Vertical lock up

1.3

The vertical orientation is to be
used on any brand materials where
horizontal space is restricted.

Integrity Action

Brand Guidelines
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7 Our logo — On a background colour 1.4

On dark backgrounds (A/B) the negative
white and orange version of the primary
logo should be used.

On mid colour tones (C) the mono white
version may be preferable but aim to
use the primary logo wherever possible

V) INTEGRITY
ACTION
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Our logo —Mono

1.5

If itis impossible to use the full colour,
primary version of the logo on printed
material the mono version should

be used. If for instance the printing
process only allows for black and
white, or there is no other option than
for the logo to appear on a coloured
background - and the primary version
isn't working - then the mono black or
white version should be chosen.

Care should be taken when choosing

the background on which the logo sits.

The logo should always be clear and
legible and should not be obscured by
imagery (see ‘Things to avoid’ section
for further details).

Integrity Action

Mono - Black

The mono colour black option shown here
should only be used on printed material
where full colourisimpossible i.e. faxes.

INTEGRITY
ACTION

Mono - White

The mono colour white option should
only be used when the logo will be
sitting on a dark background.

Brand Guidelines
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Our logo — Size and spacing

1.6

To ensure the Integrity Action logo
is always displayed clearly and
prominently the following rules
regarding size and spacing should
always be adhered to.

Integrity Action

Clear space

To keep impact and clarity of the Integrity
Action logo to a maximum, a minimum free
space has been established that should be
maintained throughout all occurrences.

The minimum free space can be easily
calculated by using the height of the ‘0" within
the logotype. This way of calculating will work
at any scale or size of logo.

INTEGRITY
ACTION

Minimum size

To promote good legibility, The master logo
should never be printed smaller than 40mm
or displayed on screen at less than 150px.
This applies to both the landscape and
horizontal versions of the logo.

The 40mm /200px width is measured across
the name and symbol combined.

These minimum sizes must only be used in
exceptional circumstances.

Brand Guidelines

INTEGRITY INTEGRITY
ACTION ACTION

40mm / 150px 40mm / 150px
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10

Our logo — Things to avoid

1.7

Here are a few quick guidelines around
how NOT to use the Integrity Action logo.

0 Avoid using the logo on tonally
similar background colours orimages.
Try usingamono black or white
version if the colour logo won't work.

Don't attempt torecreate the logo
or change the brand typeface.

Never separate the tick symbol
from the text element.

Don't rotate the logo
Don't distort the proportions.
Don't use any off brand colours

Never change the size of the tick
symbolinrelation to the wording.

Don't add drop shadows or other
effectsto thelogo.

When usingamono white logo over
aphoto make sure the area behind it
isn't overly cluttered.

Integrity Action

Brand Guidelines
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1 2.0

SECTION 2

12 Core brand palette

13 Secondary palette

14 Supplementary colours
15 Tints and shades
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12 Our colours — Core brand palette

2.]

The is the core colour palette that
must always be used across any brand
communications.

Here you will find all the CMYK colours
for any branded print materials, along
with the relevant hex / RGB codes for
digital materials and websites.

Tangerine

Four Colour Process

Cyan(C) 06
Magenta (M) 40
Yellow (Y) 91

Black (K) 00
RGB

Red(R) 236
Green 163
Blue 39

Hex Code

#ecal327

Integrity Action Brand Guidelines

Deep blue

Four Colour Process

Cyan(C)
Magenta (M)
Yellow (Y)
Black (K)

RGB
Red(R)
Green
Blue

Hex Code
#3b3abe

59
58
94

Light grey
Four Colour Process
Cyan(C) 04
Magenta (M) 03
Yellow (Y) 05
Black (K) 00
RGB

Red (R) 247
Green 246
Blue 244
Hex Code

HfEf6f4

Pure white

Four Colour Process

Cyan(C)
Magenta (M)
Yellow (Y)
Black (K)

RGB
Red(R)
Green
Blue

Hex Code
HEFFFFF

255
255
255

V1.1
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Our colours — Secondary palette

2.2

The secondary colour palette has been
designed to support the core palette

and should only be used sparingly where
certain aspects within a design may need
additional emphasis.

Examples include highlights, iconography,
pull-out quotes orimage treatments.

The secondary palette must always be

used in conjunction with the core palette,
neverinisolation.

Integrity Action

Cerulean blue

Four Colour Process

Cyan(C) 67
Magenta (M) 15

Yellow (Y) 18

Black (K) 00
RGB

Red(R) 79

Green 170
Blue 198
Hex Code

#4faach

Brand Guidelines

Coralred

Four Colour Process

Cyan(C)
Magenta (M)
Yellow (Y)
Black (K)

RGB
Red(R)
Green
Blue

Hex Code
#ee7b42

0
62
77
0

238
123
66

Seagreen

Four Colour Process

Cyan(C)
Magenta (M)
Yellow (Y)
Black (K)

RGB
Red(R)
Green
Blue

Hex Code
#5ab78d

65
00
56
00

90
183
141

Lilac

Four Colour Process

Cyan(C) 29
Magenta (M) 65
Yellow (Y) 00
Black (K) 00
RGB

Red(R) 198
Green 13
Blue 186
Hex Code

#c671ba

V11
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Our colours — Supplementary colours

2.5

These colours are useful for
applications such as; backgrounds,
text colours, borders, etc. They may
not be used frequently but remain
an important segment of the overall
colour palette.

Integrity Action

Dark Grey

Four Colour Process

Cyan(C)
Magenta (M)
Yellow (Y)
Black (K)

RGB
Red(R)
Green
Blue

Hex Code
#414141

Brand Guidelines

0
0
0
88

65
65
65

Mid Grey

Four Colour Process

Cyan(C)
Magenta (M)
Yellow (Y)
Black (K)

RGB
Red(R)
Green
Blue

Hex Code
#868686

0
0
0
61

134
134
134

Cream

Four Colour Process

Cyan(C) 08
Magenta (M) 06
Yellow (Y) 1
Black (K) 00
RGB

Red(R) 239
Green 237
Blue 229
Hex Code

#efedeb

V1.1
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Our colours — Tints and shades

2.4

At times a piece of design may
benefit from a slightly lighter or
darker version of a colour from the
core and secondary palettes.

The details to the right explain how
you should go about creating these
new tones.

Note: Tints and shades should never
be used in place of the brand colours
defined on the preceding pages, only
in addition to them when required.

Integrity Action

Defining tints and shades

To create a tint we simply add more black to the
CMYK values of the colour (K = black).

To create a shade we reduce the proportions
of all CMYK values equally e.g. a50% tint would
require each CMYK value to be reduced by 50%.

New Hex/RGB values can be determined after
the CMYK changes have been applied.

Brand Guidelines

Original brand colour

Cyan(C) 06
Magenta (M) 40
Yellow (Y) 91
Black(K) 00

Lighter shade

Cyan(C) 03
Magenta (M) 20
Yellow (Y) 45
Black (K) 00
Darker tint

Cyan(C) 06
Magenta (M) 40
Yellow(Y) 91
Black (K) 15

V11



16 3.0

SECTION 3

17 Brand typefaces
19 Type hierarchy
20 Email typefaces
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17

Our display typeface — Draft Natural

3.1

The display typefaces are used for
titles/headings and large introductory
sentences in both digital and print
applications. Specific examples are
given on the ‘Hierarchy’ page laterin
this section of the guidelines.

For large blocks of body text use the

Barlow typeface described on the
following page.

Integrity Action

Draft natural
hi-res Two D - Regular / bold

Draft natural
hi-res A - Bold

ABCDEFGHI ABCDEFGHI
JKLMNOPQR JKLMNOPQR
STUVWXYZ STUVWXYZ

abcdefghijkim abcdefghijkim
nopqrstuvwxyz nopgrstuvwxyz

1234567890!@  1234567890!@
ES%AZ*()}: <52~ ESHA&H()}:"<>7-
[15°71\,._+-= (171N, _+-=

Brand Guidelines

ABCDEFGHI
JKLMNOPQR
STUVWXYZ

abcdefghijkim
nopqgrstuvwxyz

1234567890!@
£S%N&*()}:"<>?~
[13°71\,._*-=

V1.1



18

Our body typeface — Barlow

3.2

Barlow is our body font typeface.

It should be used across all print
and digital applications for any large
expanse of text.

We use three weights; regular, medium
and bold. Italics can be used where

necessary across all three weights too.

Integrity Action

Barlow reqular Barlow medium Barlow bold
ABCDEFGHI ABCDEFGHI ABCDEFGHI
JKLMNOPOR JKLMNOPOR JKLMNOPOR
STUVWXY/Z STUVWXYZ STUVWXYZ
abcdefghijklim abcdefghijkim abcdefghijkim
nopgrstuvwxyz  nopqrstuvwxyz nopqrstuvwxyz
1234567890!@ 1234567890!@ 1234567890!@
£SU%N&*()}:"<>?~  E£S%A&*()}:"<>?~ £S%N&*()}:"<>?~
[N, _+-= [N, _+-= [L71\,._+-=

Brand Guidelines
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19 Our typefaces — Hierarchy

3.3

The guide opposite outlines how our
different typefaces should be brought
together to create a coherent hierarchy
when creating written documents.

This obviously doesn’t cover every
eventuality or requirement you may
have when putting together a new
document but gives a solid basic
structure on which to start.

Body copy line height

Set to approximately 1.3x the font size

e.g. A font size of 10pt would require a

line height of 13pt °

Note on use of fonts

- External and Internal

If you are sending any document

externally (especially word documents

to be shared for comments), consider e
using Verdana instead of Barlow, as

most external contacts will not have

Barlow installed.

Integrity Action Brand Guidelines

SECTION 1

PARTNERSHIPS

Integrity Action always implements projects in
partnership with other organisations. Strong
partnerships are central to our strategy,
approach and to how we work.

Partner with us

We believe that the most effective way to support communities
to demand integrity in local projects and services is by partnering
with organisations which already work in these communities. This
means our work isinformed by in-depth knowledge of the local
context to maximise its potential impact.

One of our values s collaboration, and it reflects our view that
partnerships are essential to Integrity Action - we never work
alone. We have already benefited hugely from working with and
exchanging learning with organisations in arange of countries.
Theirinsights are crucial as we seek to embed and sustain
accountability mechanisms in different environments.

Combined with this, Integrity Action is increasingly
partnering with international NGOs, which bring the potential
to scale up our work to a degree that Integrity Action could
not currently contemplate.

Section descriptor
Barlow Bold

All caps

Tracking: 80

Primary title
Draft Natural
HiRes A-Bold
All caps
Tracking: 80

Introduction
Draft Natural
Hi Res Two D - Regular

Sub Title
Draft Natural
HiRes Two D -Bold

Body copy
Barlow Bold

Quotes
Barlow Medium ltalic

V1.1



20

Our email typeface — Verdana

3.4

Verdana is the chosen email typeface
for the Integrity Action identity

and should be used on all email
communications.

Itis supplied as a system font on all
computers.

Wherever possible it should be used in
only the two weights described:

Verdana bold: Titles / Headings
Verdana regular: Body copy
IMPORTANT

To keep impact and clarity of the

typeface the font size should be set at
no smaller than 12pt.

Integrity Action

Verdana reqular

Verdana bold

ABCDEFGHI
JKLMNOPQR
STUVWXYZ

abcdefghijkim
nopgrstuvwxyz

1234567890!@
£$% AR ()}:"<>
[ 1IN A=

Brand Guidelines

ABCDEFGHI
JKLMNOPQR
STUVWXYZ

abcdefghijkim
nopqrstuvwxyz

1234567890!@
£$%A&*()}:"<>
?v[1/ I\ H-=
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A 4.0

SECTION 4

22 Drawnicon library
23 Lineiconlibrary
24 Resourceicons colours
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22 Our drawn icons — Library 4.1

We have alibrary of ‘drawn’ icons that

we use to identify various aspects of our

work and sections of the organisation.

These icons are styled in line with the

tick symbol that forms the basis of our

logo and can be used in a similar manner

as illustrative elements within brand

communications.

Care should be taken if creating new Approach

icons to match the stroke weight and

simplicity of those in the existing library.
Funding &

finance

B

Governance

Integrity Action Brand Guidelines

Our work Impact

Work with us The team
Integrity Monitors Inclusion
clubs

V11



25

Our line icons — Library 4.2

Our library of line icons are less
illustrative than those on the preceding
page and should not be used as the
primary component of a piece of visual
communication.

These icons are designed to be used
almost like bullet points alongside
written content to visually express
meaning.

Some of these icons relate to our
resources, please see the following
page for further details on this.

Care should be taken if creating new
icons to match the stroke weight,
simplicity and curved corners of those
in the existing library.

Integrity Action

© ®© & ® O

X & J Qa A N

> B E = 3

Brand Guidelines V1.1



24 Resource icons/ colours 4.8

On our website we use line icons and
different colours taken from the core
and secondary palettes to distinguish
resource types.

These icons and colours should be

used across all other print and digital

applications for consistency where

resources are mentioned. Case studies Evaluations Initiatives Papers & reports Blog

]

Integrity Action Brand Guidelines V11
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SECTION 5

26 lllustrations
27 Photography
28 Image masks
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20

Our imagery — lllustrations

5.1

We have a bank of illustrations available
that form an important part of our
brand identity.

These illustrations can either be used
as the focal point of a design or simply
as asecondary illustrative element.

Care should be taken when choosing
anillustration to ensure it reflects the
subject matter of any accompanying
written content.

Integrity Action

Brand Guidelines

V1.1



27

Our imagery — Photos

5.2

We have a varied selection of
photography available taken from
various initiatives. Thislibrary is
constantly expanding so speak to
our brand manager for access to the
latest library.

As with our illustrations, care should be
taken when choosing photography to
ensure itreflects the subject matter of
any accompanying written content.

Integrity Action

Brand Guidelines

V1.1



28 Our imagery — Masking

b.3

We use a selection of masks to create
borders around photographic elements
in our visual communications. These
masks don’t need to be used on ALL
photos within a design but when used
alongside our logo and icons they help
to visually tie together the different
elements into a cohesive whole.

Integrity Action Brand Guidelines

V1.1



22 6.0

SECTION 6

30 Literature

31 Stationery

32 Online

33 Co-Branding

34 DevelopmentCheck
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Applying the brand — Literature

6.1

Designed literature should always
reflect the Integrity Action brand with
the correct fonts, iconography and
colour-ways used at all times.

Whether it is a poster oran A4
brochure document, you should
always take great care with the brand
and make sure it is portrayed in the
correct manner.

Integrity Action

("‘ INTEGRITY
\Y/ AcTiON

ANNUAL REPORT
AND FINANCIAL
STATEMENTS

ded 30 Sept 2018

www.integrityaction.org

Brand Guidelines
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fof’ i ‘64

ANNUAL REPORT
AND FINANCIAL
STATEMENTS

WWW.INTEGRITYACTION.ORG
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3 Applying the brand — Stationery

Our stationery has been designed
to be easy to use andis a strong
reinforcement of our brand.

Letterhead Business Card
As it is one of our most frequently used
forms of communication, the same
amount of care and attention should
be taken when producing a letter as it @/ e

would be with a high-profile brochure. s somm :{gﬁgﬁnv

www.integrityaction.org
+44(0)203 119 1187

Letter head typed content
Font: Barlow
Weight:  Regular
Size, -”pt :lmh December 2019
. ETo Whom it may concern,
Lea d In g . 14 pt rem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh

CO|OUr: #414]4] Eeuismmd tincidunt ut laoreet dolore magnaaliquam erat volutpat. Ut wisi enim ad m\'m'mE

“veniam, quis nostrud exerci tation ullamcorper suscipit lobortis nis! ut aliquip ex ea
~consequat. Duis autem vel eum iriure dolor in hendrerit in vulputate velit, vel illum
“dolore eufeugiat nulla facilisis at vero eros et accumsan et iusto odio dignissim qui
“blandit praesent luptatum zzril delenit augue duis dolore te feugait nulla.

“Lorem ipsum dolor sit amet, cons ectetuer adipiscing elit, sed diam nonummy nibh
“euismod tincidunt ut laoreet dolore magnaaliquam erat volutpat. Ut wisi enim, quis
“nostrud exerci tation ullamcorper suscipitlobortis nisl ut aliquip ex ea commodo
nsequat. Lorem ipsum dolor sit amet, ccnsectetuer adipiscing elit, sed diam

cidunt ut laoreet dolore magna aliquam erat volutpat. Ut wisi enim ad minim veniam, -
iis nostrud exerci tation ullamcorper suscipit lobortis nis| ut aliquip ex ea commodo.

“Lorem ipsum dolor sit amet, cons ectetuer adipiscing elit, sed diam nonummy nibh
“euismod tincidunt ut laoreet dolore magnaaliquam erat volutpat. Ut wisi enim ad minim .
“veniam, quis nostrud exerci tation ullamcorper ut aliquip ex ea commodo consequat.
rem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh
“euismod tincidunt ut laoreet dolore magnaaliquam erat volutpat. Ut tation ullamcorper .
*suscipit lobortis nisl ut aliquip ex ea commodo consequat. Lorem ipsum dolor sit amet, *
‘consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet

lore magna aliquam erat volutpat. . |sabelle Kermeen
EVﬂurS sincerely, : COMMUNICATIONS MANAGER
ARegon . Q, +44(0)7340 399 565
. © isabinkle
(4 isabelle.kermeen
60mm @integrityaction.org
© TheLeatherarket
Unit12.12. WestonStree . .
Condon SEISERUK : Avoid text
Q, +44(0)203 1191187 : running
[ infogintégrityaction.org ' b E' ow
7 wwwinegrityaction.org this point
I . . INTEGRITY ACTION NDON, UK

3Tmm 3Tmm
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Applying the brand — Online

6.3

Our website was where we first
developed our new brand. The
methodologies described across the
preceding pages are all applied on the
website soit's a great resource to see
how best to work with the brand.

Integrity Action

Brand Guidelines

g INTEGRITY

We're building communities of active citizen monitors so that

vital services do what they’re meant to do.

WHAT WE DO IN 70 SECONDS b

ABOUT US

Inmany parts of the world, citizens lack power to ensure essential
services or aid projects truly meet their needs, implementers can
struggle to find out what citizens really think, and systemic problems
prevent those with good intentions delivering services as they would
like to.

Citizen monitors use our DevelopmentCheck app to "review" the
quality of aid/services important to them, even if theyre new to
smartphones. Feedback appears publicly, online in realtime, and
citizens work with key stakeholders to ensure problems are fixed

n ob
Approach
lunteer monitors from dive

ublicly backgrounds and in different countri
ensuring services and proj

N

and more confidence
to complain

MR V1.1
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Applying the brand — Co-Branding

6.4

On occasions it may be necessary

to co-brand a piece of design. When
positioning the Integrity Action logo
alongside another the proportions of
the two must be considered in order to
choose the best orientation.

A narrow, squarer partner logo should
be placed alongside the Integrity Action
logo to create a horizontal pairing.

A wider partner logo should be placed
beneath the Integrity Action logo to
create avertical pairing.

The heights/widths of the two logos
should be matched as per the examples
on theright.

An optional divider line can be

positioned between the two logos if it
will benefit legibility.

Integrity Action

Horizontal Pairings

wses™  dok:

LEBANON

Vertical Pairings

INTEGRITY
ACTION

Terre des hommes

Brand Guidelines
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Applying the brand — DevelopmentCheck

6.5

DevelopmentCheck is a mobile app
and accompanying website, developed
by Integrity Action. It is used by
citizens to monitor vital projects and
servicesin contexts where they are all
too often failing.

The DevelopmentCheck logo will
frequently be used alongside the
Integrity Action logo and - as per the
instructions on the previous page - it
should always be positioned beneath
the IAlogo, at the same width and with
a horizontal divider between the two.

Integrity Action

Brand Guidelines

INTEGRITY
ACTION

V1.1



/ INTEGRITY
v/ ACTION

CONTACT US
For more information regarding our brand please speak to:

Isabelle Kermeen
Communications Manager

Email isabelle.kermeen@integrityaction.org
or Call +44203119 1187

THANK YOU!

www.integrityaction.org / info@integrityaction.org



