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UNICEF Brand
Graphics
Manual

The UNICEF Brand Graphics Manual has been developed for use For any questions about this manual, please contact:
by UNICEF staff and consultants who focus on producing visual James Elrington

communication materials for the organization. jelrington@unicef.org

The purpose of this publication is to help staff improve the quality For any questions about the brand, please contact:
of their information products and deliver professional visual Michelle Siegel

communication materials throughout UNICEF, communicating with a msiegel@unicef.org
consistent visual language which is on brand.

This manual will help staff, consultants and partners to produce
quality materials such as fact sheets, situation reports, infographics,
social media materials and reports.

Special acknowledgment goes to UNOCHA, whose inspiration and
guidance has informed much of the content in this document. The
humanitarian icons used were originally developed by OCHA and
have been made available to UNICEF for its visual communication
purposes.
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How to use
this manual

The purpose of this book is to help staff To navigate through the PDF: Throughout the document click on these icons to download:
and consultants produce effective visual

communication materials that speak with

a common visual language to both internal Click forward to next page
and external audiences.

MS Word version (.doc)

i

The best way to use this book is as a PDF. . .

) ] i Click back to previous page
There are links and interactive elements
to help the user find exactly which digital
assets they need to help them produce
visual communication materials.

gl MS Publisher version (.pub)

Back to contents page

§| MS Powerpoint version (.ppt)

There are links to templates which can be

used by both Mac and PC computers. For Download file
complex designs and large publications it

is recommended to employ a professional

designer. Please share this manual with

the selected designer.

PDF file (.pdf)

ke
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The UNICEF
brand

The UNICEF brand is one of the most
important assets of the organization. It
represents how we are perceived, how we
are recognized and how we engage with
our audience. As a global brand, we need
to consolidate our use and application of
the brand to speak with a common visual
language which communicates clearly

the core messages and beliefs of the
organization.
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By using and adhering to the UNICEF brand ... to one where the organization communicates
guidelines on use and application of the logo, we — > with a consistent and unified visual language,
can move from a cluttered visual language... strengthening the power and impact of our brand.
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UNICEF
logotype

The current UNICEF logotype was
implemented as part of the 2000 Brand
Strategy. It remains unchanged and is
UNICEF's permanent visual identifier.

The UNICEF logotype is a symbolic
representation of the organization. It
should not be altered in any way under any
circumstances.

The logotype will continue to be used to
represent the organization in general and in
partnerships.

To provide the required clear-space around
the logotype, use the height and width of

a standard capital letter ‘M’ —in the same

height as the letters in the logotype —as a
guide.
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UNICEF PERMANENT VISUAL IDENTIFIER

REQUIRED CLEAR-SPACE GUIDE=
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UNICEF

logotype
artwork

Below are a range of logos which have Image files (.png) - Screen
been made available for use. Simply click Below are high resolution .png file, a good
on the version required and it will open in version for preserving transparency

the most compatible software available.
= / \
unicef¢s
SF

100% Cyan

= / \
nicef &
A\ 4

RGB blue for web/screen

\

unicef &
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UNICEF
signature

The combination of the UNICEF logotype
with the tagline ‘for every child’ comprises
the organization’s visual signature.

The signature must be applied consistently
to all UNICEF projects to provide global
visual recognition of the organization as a
whole.

The horizontal signature is the preferred
configuration which should to be applied

to all UNICEF productions. Use the vertical
signature when the horizontal configuration
may not fit.

Full guidelines:

.8 Adobe PDF
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HORIZONTAL SIGNATURE

S

)

unicef &

VERTICAL SIGNATURE

N

unicef &

for every child

-

for every child
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UNICEF
signature
artwork

Below are a range of horizontal logos Image files (.png) - Screen Image files (.png) - Screen
which have been made available for use.

_ _ _ _ ' Below are high resolution .png file, a good Below are high resolution .png file, a good
Simply click on the version required and it \grsion for preserving transparency version for preserving transparency.
will open in the most compatible software
available.
]
. ) : 100% Cyan q?@io
unicef@ | for every child Unlcef <
. .
100% Cyan for every child
- N . ] p \
unicef@ | for every child RGB blue for f s
y web/screen u n |Ce \{\.A.‘y

RGB blue for web/screen

for every child

. ) 100% Black 1 (R
unicef @ | for every child unicef ‘\&@
100% Black for every child

. o . Whi - /
unicef@ | for every child h Unlcef‘\"ux.

for every child

White
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UNICEF
signature
language

made available for use. -
7 N
NI
s 7

pour chague enfant

SPANISH:

= / N
nicef &
A 74

para cada nino

RUSSIAN:

loHnced € | 09 kaxkaoro pedeHka

ARABIC:

Joal sy

v \) el »
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National
Committee

If the name of the National Committee EXAMPLE
is required with the logotype signature,
please follow these instructions on how to
add the relevant name.

= 4 \
nicef &
A\ 74

UNITED STATES FUND

for every ch

for every ch

UNITELSTATES FUNS 22

The NC name should be The size of the font name should The typeface to use is Univers 45 light
placed under the UNICEF logo be the same height as the distance in capital letters with +10 spacing
Justified right in-line with the between the logo and the dividing line

right of the logo as shown by the grey square above
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National
Committee

A >

EEEEEEE

unicef@  pour chague enfant

FRANCE

unicef & | para cada nino

ESPANA

unicef & \ per ogni bambino

ITALIA

unicef @ flr jedes kind

DEUTSCHLAND
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Country
offices

A >

EEEEEEE

unicef@ | pour chague enfant

COTE D'IVOIRE

unicef & | para cada nino

PERU

unicef@® para cada crianca

BRASIL

unicef@® | for every child

INDIA
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Layout
principles

What size should your document be? This
is important to consider before starting

to produce any publication. Think about

the end users and how they will be using
it. If it is for printing, then A4 portrait is

the most standard and easy to read and
use. For screen, the most appropriate is
landscape, ideally A4 as well for convenient
printing.

EDITION 1.2 - 2016

Paper dimensions

The standard A4 paper size is the most
suitable for printing worldwide.

A4 A4

297x210mm 210x297mm

A4 landscape

A4 portrait

A4 is only slightly taller and thinner than the
US Letter paper size and is more commonly
available.

Choose whether ‘landscape’ or ‘portrait’
orientation is best for your document, but
avoid mixing the two in the same project.

A0

1189x841mm

A2

594x420

Ad

297x210mm

AB

148x105mm
Ab A3
148x210mm 297x420mm

A1

841x594mm
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Layout
principles

Sometimes a simple layout template is
all that is required to bring a document to
life. On this page are examples of how to
create a simple text layout, using strong
branding and design. The use of columns
is recommended to make heavy text
documents more visually interesting and
easier to read.

When justifying text it is recommended to
always justify on the left side without any
hyphenations. Do not separate a number
from what it refers to, for example “7
children’ should be “7 children” on the
same line.

A range of templates can be found on
page 54 with links to download them.

UNICEF Style Book:

.8 Adobe PDF

EDITION 1.2 - 2016

The standard A4 paper size is the most

suitable for printing worldwide.
Portrait orientation (vertical) is the most
practical for the reader.

unicef &

for every child

—1

—>

—>

Landscape orientation (horizontal) is available
and is practical for certain documents

unicef @k
Clear prominent space | - [ MMM for every chid
for logo with new tag I 1
line
Outside margins
should be 10 mm
Choose a
two-column layout for l
easier readability in y

documents with long
sections of copy

Choose up to four
column layout for

\

Left justification of text is

recommended without hyphenation

easier readability in
documents with long
sections of copy on a
landscape page
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Fonts

The brand toolkit recommends the use

of certain fonts which are outlined here.
Univers is our brand font and should be
used whenever possible.

Univers is the principle typeface for
UNICEF's brand and should be used
whenever possible. The typeface has an
extensive range within it and all can be
used, with the six main styles shown here:

Univers 55 Roman

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvw
xyz123456789

Univers 45 Light

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvw
xyz123456789

Univers 65 Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvw
xyz123456789

Univers 57 Condensed

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvw
Xyz123456789

Univers 45 Light Condensed

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvw
xyz123456789

Univers 67 Bold Condensed

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvw
xyz123456789

UNICEF Page 16



Fonts

When Univers typeface is not available,
a similar and standard typeface can be
used, Arial. The Arial typeface has limited
range but is guaranteed to work on most
computers around the world. If a font

is not found, then Courier is used as a
default, which is never attractive.

The Aleo typeface contains nice numbers
and works well in headlines and as pull-out
quotes. A standard serif font may be used
in its place if not available. A good one on
the PC is Garamond Bold.

Arial Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvw
xyz123456789

Arial Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvw
xyz123456789

Arial Bold

ABCDEFGHIUJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvw
xyz123456789

Aleo Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvw
xyz123456789

Aleo Light

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvw
xyz123456789

Aleo Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvw
xyz123456789
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PRIMARY COLOUR

New colour
palette

UNICEF CYAN

PANTONE®
Process Cyan

The UNICEF colour palette has been
updated as part of the new Brand Strategy
and the details of the colour breakdown

is outlined here. Spot colours are
recommended for professional printing as
well as the CMYK versions. The RGB are to
be used for screen reproduction only,

HEX/WEB
1CABE2

EDITION 1.2 - 2016

SECONDARY COLOUR PALETTE

PANTONE® PANTONE® PANTONE®
7685 356 7548

CMYK CMYK CMYK
C-90 C-97 C-0

M - 80 M -22 M - 25
Y-0 Y -100 Y - 100
K-0 K-9 K-0
RGB RGB RGB
R-55 R-0 R - 255
G-78 G-131 G-194
B-162 B-62 B-14
HEX/WEB HEX/WEB HEX/WEB
374EA2 00833D FFC20E

PANTONE®
1605

CMYK

M-72
Y -100
K-0

RGB
R-242
G-106
B-33

HEX/WEB
F26A21
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PANTONE® PANTONE® PANTONE® PANTONE® PANTONE® PANTONE®
485 221 2613 Warm Grey 1 Cool Grey 9 Black

CMYK CMYK CMYK CMYK CMYK CMYK
C-5 C-31 C-70 C-14 C-55 C-0
M - 100 M - 100 M - 100 M-14 M - 47 M-0
Y -100 Y -53 Y-20 Y-17 Y-44 Y-0
K-0 K-20 K-7 K-0 K-10 K-100
RGB RGB RGB RGB RGB RGB
R-226 R-150 R-107 R-216 R-119 R-0
G-35 G-26 G-30 G-209 G-119 G-0
B-26 B-73 B-116 B-202 B-122 B-0

HEX/WEB HEX/WEB HEX/WEB HEX/WEB HEX/WEB HEX/WEB
E2231A 961A49 6ATE74A D8D1C9 777779 404041
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lcons

A range of icons has been
produced to bring consistency

to our visual language when
representing the organization's
activities. This is a library of icons
which will evolve and expand.
Click on any thumbnail to view a
larger version.

EDITION 1.2 - 2016

01. EDUCATION

02. NUTRITION

09. AFFECTED
POPULATION

GROWTH

o s, - o,
., o ., o

03. HEALTH

19. POPULATION
RETURN

R

2 .,
%, &

04. CHILD
PROTECTION

X8 L5
. 5t

()

3 .,
%, @

13. POPULATION
DISPLACEMENT

X .,
%, 2

06. HIV/AIDS

14, INFANT

e

07. SOCIAL INCLUSION

o ",
%, &

)

08. FOOD SECURITY

16. CHILDREN WITH
DISABILITIES
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50. ARRESTED 51. HOME DESTROYED 52. TENT 53. SHELTER 54. COLD WAVE 55. HEAT WAVE 56. VOLCANO 57. TECHNOLOGICAL 58. DAMAGED 59. DESTROYED
DISASTER

e & _ 0

62. SCHOOL DESTROYED 63. SCHOOL NOT 64. RESPONSE 65. MEDICINE 66. SUPPLES 67. SANITATION 68. DRINKING WATER 69. MEDICAL SUPPLIES
AFFECTED

70. VACCINES 71. PYSCHO-SOCIAL 72. HEADQUARTERS 73. REGIONAL OFFICE 74. COUNTRY OFFICE 75. NATIONAL 76. COORDINATION 77. ASSESSMENT 78. TRAINING 79. TELECOMMUNICA-
SUPPORT COMMITTEE TIONS

80. CLOTHES 81. WINTER NON FOOD 82. WINTERIZATION 83. DATA COLLECTION 84.M0OSQUITO NET 85. TARPAULIN 86. SOAP 87. WATER SOURCE 88. READY TO USE 89. SYRINGE
ITEMS THERAPEUTIC FOOD

' % NFI L

90. FOOD AND WATER 91. FINANCING 92. PARTNERSHIPS 93. PRIVATE 94. PLEDGE GIVING 95. LEGACY GIVING 96. COMMUNICATION 97. ADVOCACY 98. RAISING 99.1TC
FUNDRAISING AWARENESS

o ., o % K o,
*e., o o, o

104. FUEL 105. CONTRACT 106. CONSTRUCTION 107. LEADERSHIP 108. ANALYSIS 109. MEETING

<~ ® H b [y
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110. REPORTING

) 5
W
T4 H

K k""i 3

EDITION 1.2 -

111. INFORMATION
MANAGEMENT

112. STAFF
MANAGEMENT

113. INNOVATION

3 . 55 .
i % s 1 %
i gt 3
y % = 7
., y o . " o

121. GOVERNMENT
BUILDING

) )

.':. f ‘.'. .'. . “.‘.
151. LATRINE CABIN 152. DRINKING WATER 153. SANITATION

163. PEOPLE

2016

114. TRAINING

115. GAP ANALYSIS

116. COMMUNITY
BUILDING

Qo D

146. YOU TUBE

5 ([

.,

117. HOSPITAL 118. DISTRIBUTION SITE

119. HOTEL

) s .‘-

167. ORAL REHYDRATION
SALTS

3 i - X
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170. SUPPLIES 2

171. SUPPLIES 3

172. TRANSPORT TRUCK 173. TRANSPORT BOAT 174, TRANSPORT 175. FORKLIFT TRUCK
g CONS
176. WAREHOUSE 177. MONITORING 178. TRACKING 179. SCALES 180, BOAT SUPPLIES 181. SYRINGE
Full range of icons available in
) T Power Point layout :
] . 2 2 [ [
: i 86 ] 7/ ; _ :
182. MEDICAL SUPPLIES 183. BUDGETING 184, PROCUREMENT 185. BOAT SUPPLIES 186. TRUCK SUPPLIES 187. END USER . .
5 3 . & 3 N "“' & 3 'n"‘ :,.” "“" K g '.‘
L iy
188. EVALUATION

r6e |}
WHITE
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World maps
Q

Maps are one of most useful ways to show
the scale and capacity of UNICEF's work
around the world and are a vital resource
when communicating on emergencies.

On this spread, the regions where
UNICEF has programmatic activities are
highlighted.

All maps MUST be accompanied by th
following disclaimer:

This map is stylized and not to scale. It does
not reflect a position by UNICEF on the legal
status of any country or area or the delimitation
of any frontiers. The dotted line represents
approximately the Line of Control agreed

upon by India and Pakistan. The final status

of Jammu and Kashmir has not yet been
agreed upon by the Parties. The final boundary
between the Republic of the Sudan and the
Republic of South Sudan has not yet been
determined.

EDITION 1.2 - 2016

This .png map can be opened in a photo
editing software on a PC for adding
colours to countries.

UNICEF Brand Graphics Manual Page 24



0O
Regional maps

Q

Available here are maps covering the CEE/CIS
seven regions UNICEF covers with a

list of all the programmatic countries.

unicef &

*Last updated August 2016

Click on any of the maps to view them.
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Country maps

Q

Base maps such as the ones shown here
act as good starting points before adding
data and detail. Below are examples of
‘one column’ maps that can be used

in situation reports, whereas the more
detailed map on page 45 can be used to

COLOMBIA

UKRAINE

Caribbean

Undetermined Sea Barranquilla

[ .}
®

/.

VENEZUELA RUSSIAN
| S-S FEDERATION
. . . D | ¢ Port Sudan @
show more extensive data and information. ongolae .~ % e = North
\ \ Rivne .
E&”Damer?‘b\ Pacific L. e O Kyiv
N Ocean .LVIV N .Poltava
~ \ \ < ~
Khartoum \ Buenaventura'g ~ .
é Kassal\a ERITREA Chernivtsi N H\Of“Vka
N Ged o Zaporizhzhia @
.EI Fashir Wad Med\anl}, o - KMTI; riupol’
. ° p . v? 3 ers
El Geneina El Obeid Rabak.“  Sin .
] I
Nyala A

o
|~/ Odes:

L

) ECUADOR ROMANIA ,
L Ked BRAZIL &/
SR ETHIOPIA -
I BUGALRIA [ Black Sea
SOUTH SYDAN \ | eticia 100 K £
Z - 00 km o
& Capital city & Capital city

& Capital city
Map Sources; OCHA, UNCS, ESRI, updated 2013

Map Sources; OCHA, UNCS, SIM, Natural Earth, updated 2013 Map Sources; OCHA, UNCS, ESRI, updated 2013
The information shown on this map does not imply official recognition or

The information shown on this map does not imply official recognition or
endorsement of and physical, political boundaries or feature names by

The information shown on this map does not imply official recognition or
endorsement of and physical, political boundaries or feature names by endorsement of and physical, political boundaries or feature names by
the United Nations or other collaborative organizations. the United Nations or other collaborative organizations. the United Nations or other collaborative organizations.
UNICEF and affiliated organizations are not liable for damages of any UNICEF and affiliated organizations are not liable for damages of any
kind related to the use of this data.

UNICEF and affiliated organizations are not liable for damages of any
kind related to the use of this data.

kind related to the use of this data.
unicef & unicef @

unicef¢®
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Detail maps

EDITION 1.2 - 2016
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Santa Marta
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San José
del Guaviare

VENEZUALA

Arauca

Puerto Carrefig

BRAZIL

& Country Capital
@ Cities

The information shown on this map does not imply official
recognition or endorsement of and physical, political
boundaries or feature names by the United Nations or
other collaborative organizations.

UNICEF and affiliated organizations are not liable for
damages of any kind related to the use of this data.

A >
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Emergency
graphics

When an emergency arises, especially

a sudden onset emergency, UNICEF
needs to respond quickly with its visual
communication materials to highlight the
crisis and launch an appeal. The following
pages describe in detail what should be
produced, with template examples and
guidance on how to use them. Using

the Nepal earthquake emergency appeal
from 2015, this section provide details
on required actions and how to produce
materials in support of communication and
fundraising.

EDITION 1.2 - 2016
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Day 1 - first 2
to 6 hours

As the news breaks of an emergency,
UNICEF PFP will work with local
photographers and the Country Office to
acquire as quickly as possible photos of
children affected by the crisis. However,
in those instances where an image is not
available, an old image from that country

may be used but with the clear disclaimer:

“The photo shown here does not
represent the current emergency.”

EDITION 1.2 - 2016

Phase 1 Graphic: The visual here shows the
recommended style of visual to use during the
first few hours of an emergency.

When using an old photo, please ensure the
disclaimer is featured. “The photo shown here
does not represent the current emergency.”

(I3

Phase 1 Graphic (Photo): Once photos start
coming in, PFP will share them online through
the emergency portal with a recommended one
to be used.

This photo must immediately replace the old
one.

NEPAL
EMERGENCY APPEAL

CHILDREN
ARE IN
DANGER

The worst earthquake in 80 years
has hit Nepal.

Your donations will rush critical aid
to children and their families.

CLICK HERE TO

DONATE NOW »

unicef@ for every child

NEPAL
EMERGENCY APPEAL

CHILDREN
ARE IN
DANGER

The worst earthquake in 80 years
has hit Nepal.

Your donations will rush critical aid
to children and their families.

CLICK HERE TO

DONATE NOW »

unicef@ | for every child
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Day 1 - First 2
to 6 hours

Once a key image which is appropriate
to fundraising and is on brand has been
selected, this should be used in the final
Phase 1 graphic.

Phase 1 web banners: A range of web
banners will be made available to be

adapted by markets and used accordingly.

Available in:

1. 728x90 pixels horizontal banner
2. 200x200 pixels square banner
3. 160x600 pixels vertical banner
4. Banner for email signatures

EDITION 1.2 - 2016

- >
1. Web Banner 728x90 p

Phase 1 Graphic (Photo): As more photos
are made available, a more appropriate image
for fundraising may be more suitable. Close-up
shots of children’s faces with direct eye contact
are ideal, but the child must not show distress.
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The worst earthquake in 80 years
has hit Nepal.

Your donations will rush critical aid
to children and their families.

CLICK HERE TO

DONATE NOW »

unicef@ | for every child

CLICK HERE TO DONATE NOW »
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unicef &

Your donations will rush
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. their families.
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for every child
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Day 1 - First 2
to 6 hours

The Phase 1 web banners are useful
graphic elements to be used quickly across
a range of digital and print platforms. These
consistently branded visuals help to create
awareness of the emergency and to
generate income.

EDITION 1.2 - 2016

NEPAL
EMERGENCY APPEAL

CHILDREN
ARE IN
DANGER

The worst earthquake in
80 years has hit Nepal.
Your donations will rush
critical aid to children and
their families.

CLICK HERE TO

DONATE NOW > 5
unicef @

for every child

2. Web Banner 200x200 pixels

4. Email signature banner 120x40mm

James ELRINGTON

Design Specialist | Brand & Marketing | Gommunication | PFP
O: +41 22 909 5261, M: +41 79 428 2905, Fax: +41 22 309 5908
elrington@unicef org

United Nations Ghildren's Fund

57 Avenue de la Paix 1211 Geneva, Switzerland

Follow us on Facebook, Twitter, YouTube and at www.unicef.org

NEPAL { CHILDREN
EMERGENCY : ARE IN
APPEAL : DANGER

CUCK HERETD

for every child

4l unicef @

3. Web Banner 160x600 pixels

NEPAL
EMERGENCY APPEAL

CHILDREN
ARE IN
DANGER

The worst earthquake in 80 years
has hit Nepal.

Your donations will rush critical aid
to children and their families.

CLICK HERE TO

DONATE NOW »

unicef®

for every child
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Day 1 - First 2
to 6 hours

The use of consistent visual messaging
will have a powerful effect across different
media.

EDITION 1.2 - 2016

Examples of how they could
look on news websites

eee00 Swisscom =

< Inbox (1)

From: Elrington James

To: Elrington James

Signature Test
1

To

James ELRINGTON

Design Specialist | Brand &

Marketing | Communication | PFP

O: #4122 909 5261, M: +41 79 428 2905, Fax: +4122

jelrington@unicef.org

United Nations Children’s Fund

5-7 Avenue de Ia Paix 1211 Geneva, Switzerland
Follow us on Facebook, Twitter, YouTube and

at wwwunicef.org

CHILDREN
ARE IN
DANGER
unicef @
for every chid

EMERGENCY
APPEAL

o
« I SonATe oW

New email signature dimension
fits mobile screens better

& signin ‘Q subscribe

A UK word sport football opinion culture business

Q) search

lifestyle fashion environment tech travel

dating more~ International ~

theguardian

= browse all sections

home
headlines Syria Army
Monday advances in north
8Feb) 2016

= as rebels withdraw
Now from Kurdish
wct,., villages

17.00 |20:00 |23:00 | 02:00

Government troops recapture

Myanmar Reports

NEPAL
EMERGENCY APPEAL

CHILDREN

The worstearhquake n 80 years
iCNepol.

Your donations il rus eriicalsid
10 chiliren and thei fomies.

[DONATE NOW >
unicef @

9C 8C TC TC Village of Kfeen, north of Aleppo, hint Aung San SuuKyi
o o 0 while rebels withdraw from three could become
2 = 3 other settlements threatened by president after
Geneve o\ Russian airstrikes -positivev ta.lks
101
N W AT Breakingnews  Atleast35 Canada Twins killed in
refugees dead as boats sink after-hours bobsled crashat
EMERSENG R AE At off Turkish coast Winter Olympic Park
ARE IN | ' 4" Germany Plan toprohibit Mumbai hotelattacks US G
DANGER Net neutrality row [P PR TS £ Gl cosh transactions met with plotier tellg ct’,““k"f.fa'““ DANGER
India deals blow to glam at Carnival Gt/
e ot Bl yece PRI S SN EU T despite Zika threat 4
o do o o S
o chitdren and thec fomilies. S ‘Blasphemy bill' Georgia And the winners are....
i proposes outlawing of Oscars gift bag to include
DONATE NOW » religious insults breast lift, sex toy and
walking tour of Japan
unicef & 5 m
highlights o A sanlanch | Ty TTEERGED, WD WE TWAERY T - Hide
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Day 1 - First 2
to 6 hours

It is important that during the first few
hours of an emergency, UNICEF's

social media presence reflects the current
emergency appeal, enabling supporters to
donate.

Social media photography guidelines:

.8 Adobe PDF
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NEPAL
EMERGENCY
APPEAL

The worst earthquake in
80years has hit Nepal.

ARE IN
DANGER

their families.

5" James Home s  Find Friends

i CHILDREN

Your donations will rush
critical id to children and

women '
DONATE NOW » o

ﬂ

More +

unicef

S UNICEF @
for every child

Timeline  About

Q| Search for posts on this Page
Bgi 5,802,144 people like this
Jon Bastow and 39 other friends
23,819 people have been here

Invite friendss o ke this Page.

@ 5015 0z evens
View Reviews

% & P et
& % S o
>
3 $
&
3 United Nations Piz R save
New York, New York
it unicef.org/
APPS
e’ on
Instagram feed

o

Aetiane

Phase 1 Facebook landing page: The landing
page for your Facebook page should reflect the
same look and feel of the emergency appeal

Photos

UNICEF
February 3 at 3:17pm - @

More than 1 in 3 refugees and migrants seeking refuge in Europe are
children. They need to be protected. htip://uni.ct/20milg2

Reviews

403K Views

Top Comments ~

il Like T Comment Share

HEAVYGRINDER and 10,618 others like this.

6,144 shares

Wrtea comment

‘Shirley Etheridge Palmer | hope they can keep their children D.Ama S
many mean peopie in this world. Thanks UNICEF for helping them.
Like - Reply - 6 - February 3 at 6:22pm
 View 2 more replies
UNICEF © Thanks for the comment @Shirley. Get the latest pn our
fesponse 1o the refugee and migrant crisis here:

graphics. When no photos from the emergency
are available, an older image may be used but
the disclaimer must be incorporated.

G

] Recent

Create Page

NEPA
EMERGENCY
APPEAL

2018
2015

2014 The worst earthquake in
80 years has hit Nepal.

2013
2012
2011
2010
2008
2008 for every chil

2002
2001
2000

5" James Home o  FindFriends

L | CHILDREN
ARE IN
DANGER

Your donations will rusih
critical aid to children and

thei familias.

kAT

DONATE NOW »

UNICEF @

Timeline

1999 Q | Search for posts on this Page

1998

- BB 5,802,144 people lie this
Jon Bastow and 39 other friends

1989 23,819 people have been here

1982 Invite friends o like this Page

View Reviews

1975 AEo

o
1065 <& %"

&

3 United Nations Plz
New York, New York

Iy

hitp:/fwwwunicef.org/
APPS.

We'e on

Y7

Betinne

Phase 1 Facebook landing page: Once
the key photo for the emergency is available,
the home page needs to be updated to reflect

consistency.

@ 508 s 1 zrevens

o
N i
<
&

R save

i
1947 Instagram feed

About

Photos

UNICEF
February 3at3:17pm - @

More than 1 in 3 refugees and migrants seeking refuge in Europe are
children. They need to be protected. htip:/uni cf/20mil.g2

Reviews  More ~

403K Views

‘Top Comments -

@ Like W Comment 4 Share

HEAVYGRINDER and 10,618 others like this.

6,144 shares

B veecomen

‘Shirley Etherldge Palmer | hope they can keep their children protected. So
many mean people in this world. Thanks UNICEF for heping them...
Like - Reply - 95 - February 3 at 6:22pm A
 View 2 more replies
UNICEF © Thanks for the comment @Sirley. Get the latest on our
response 10 th refugee and migrant crisis here:
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Day 2to b -
First infographic

During the first week, PFP will produce
an infographic to highlight the immediate
needs and response to be used in
fundraising and communication materials.

EDITION 1- 2016

Epicentre
7.8 magnitude quake

April 25 11:56 am.
NEPAL

W
05 INDIA

CHINA

© KATHMANDU

1.8

Magnitude of earthquake

4,310

Estimated number of people killed

7,953

Estimated number of people injured

7 Million

Estimated number of people affected

2.8 Million

Estimated number of children affected
(49% of population)

@

NEPAL
EMERGENCY APPEAL

CHILDREN
ARE IN
DANGER

2.8 MILLION

CHILDREN
AFFECTED

CLICK HERE TO

DONATE NOW »

S

UNICEF needs to reach 1.7 million

children right now

90% of homes have been destroyed in

some areas

Children and families are living and

sleeping outside

Rains have started and the monsoon

season is approaching

Desperate need for lifesaving supplies

unicef @ | for every child
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Templates

A set of templates have been developed
with the new brand logotype which are
designed to help bring consistency and
accurate branding to a range of materials.

Left justification without hyphenation is
recommended for all text layouts. The use
of columns is recommended as well to
create a more editorial and less text-heavy
feel to the layout.

EDITION 1.2 - 2016

Text layout

Fact sheets

Human interest stories

Date and Yoar

unicef&
for every child

Document title placed
in here

magoat
vid ot aut o

uptat ut am vel

di berionseaquis eiciet volluptat.

UNICEF Fact Sheet - Overview

unicef @

for every child

Background Situation
(i ) 000X
b ) et

() 00
\ W) e

Response

& XXXX
. () e

(o) xxxx

(W) RX.

() XXXX
%) s

UNICEF Liberia - S

unicef @
for every child

Reg|

ha ¢
S

Caring for those in a time of fear: How one health
H worker made a difference to an entire community

H 5 su leaf

This text layout has been made available to
improve basic documents with the new brand
logotype and brand consistency.

The fact sheet can be used to highlight key
activities and achievements in programmatic

areas and is a useful way to summarize planned

work for partners and donors.

Human interest stories are an effective and
compelling way to tell the story of UNICEF
through the experiences of beneficiaries.
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Situation reports PowerPoint Newsletter Letterhead

5 August 2016
ANEWSLETTER ABOUT UNICEF AMBASSADORS

Ambassador

Newsletter #20.

unicef@ unicef@ | for every child

for every child

Humanitarian Date
Situation Report: g:'.:, Title

SOUTH SUDAN

11 - 24 September 2015: #68

City, State/Province, Postal Code

Salutation:
Highlight
Body: UNICEF works in more than 190 countries and terrtories o help children survive and thrive, from

N of early childhood through adolescence. The w of vaccines for 3
o 1.64 million UNICEF supports child health and nutrition, good water and sanitation, quality basic education for all boys

A : e it v prtecion of chhen s wolrce, ploton, o NS, UMCE s oded ety o
the divid found For
about UNICEF and its work visit: www.unicef.org

876,986* Ambassadors support #fightunfair Ambassadors challenge climate
L] campaign change
o Sincerely,
A ) 628,495 Name, Title

email

tho

vent in December, at the Petit Palais n Pay

for every child

(=
-
——

0
)

c

b

n

)

—

Q.
e

®)
o
=
}_

uring
UNICEF's Res = ined by UNICEF Exccutive Director Anthony
i oab
=
]
w
0]
=
5 n
Watiton: e 559 o it e wE o wEm 2@ o (o
Severs et Mattion st for tmen: o sald i
Health:  ofchiden Bmc-15y vccinatod for messles 1 e as o . , UNICEF Goodwill Katy
L Priyanka Choprs, Sergio Jimmy oot oreon
s w2 m omm mse o5 = Barnes, adapted
© their
wms  mmm e s s L

il proecton senices

The situation report is the most common way The UNICEF PowerPoint template should be With the increase in newsletters being One of the most common templates available in
for country offices to report on the situation in used when presenting externally and internally. produced, this template is provided to bring American A4 and standard A4.

the country and to raise awareness around the It is a guideline from which to build on. consistency and the new brand strategy to them.

HAC appeal.
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Text layout

Sometimes a simple layout template is all
that is required to bring a document to life.
On these pages are examples of how to
create a simple text layout, using strong
branding and design. The use of columns
is recommended to make heavy text
documents more visually interesting and
easier to read.

EDITION 1.2 - 2016

Document type

In here

Volorest, quidiorerum siminim liquid es alitis evenis nem nosti
que prat. Laccupt atinimi, sed molum audio con resectatiati dollis
rate venimi, utetur?

Conserro blaborit fugitatum enda vendemperum ut mo eatatetur
maion nam eium ut lis es nimi, sequiatis id essi autaepe ratusape
volupti oritaquam aut is esto eos dolorro videlenis di de qui sita ni-
hillo rporest otaspid ististi oremquia core cuptatque volorec tatur,
qui alis rem re eium repediae dolupta dolutest remporro blaborem
sitatem aspis qui vent aces as num doluptio vellabo risque est, ut
atio blaut ulluptam fugiae. Sum vendi occumqui dolorias et ad qui
cus.

Ures sit reicita esequis quasped eosanda nimin nihillique veliqui-
bus, ut pliquia doloresequi am, nis vollendunt.

Hicto comnime verchiciis eseque volorem peditatur autemporpos
quo modiatur? Obit quo consed maximpelias et prores cus et
excepellam quatia nectus denisquodion ne adiciis solenimi, conse
rem que si dolo est autem. Nam fugiatiatia que odis sandanda ad
mi, cus que num veriber ciundel ectur? Iciur?

Cate por aut offic to officim odiscium est at prehendic to cone
dolorum landa vit et plianditio eumquiam et aut ut autem explique
etur reius atio. Pediti corepudi ulparum que nus, illabor essunt.
Lorumaqu ibuscias doluptatem volupta turisinum aturiandis nis

nat quo que dollaborati alic tenimus rem. Tempore occaborescid
explaborro dolorer ferisci umquassim aut evel et, eatemquiat des
sitatur aut pa corehentium nonse pel min conestest que verem es
et autas nem dollaboria suntiis quatem comnihicaes volut volupic
iusaperchit quatem rehendu ndaectati ulpa debitatum estions
equodita que ressunt quid ex eatin re id maximos dolorerum sae-
catem nonsequam incto iuntem am, ommolorpos minctur magnat
adipsant doluptate volorias accae. Magnimp orrunt, vid et aut odi
illenimi, simus, con nulparis excesci enecum delesed quiaspi-
endus debite di consequam im eos sum saperferatis rerferiasit,
oditia susae solorpo rrumende dollate moluptas aciduci atecum
faccumq uiaerro officit eariani modio. Name ommos et aliquo
quos porae dolorer ovitemp oreperatibus eliqui consequi sit mo-
luptatem re pro odi volorec tector si aut libeatet odi omni berum
ea nam imilliciis dolecte mporporae conem. Consequ atecupta a
velesci ducitaq uideniendel molupti usciassitem quis eossequid
qui nam dolorrum dist, sit, as aceped ut qui ut eumet volorem
que ne nonsed quiam dolorum de sa vent od et estrumquatia pro
di berionsequis eiciet volluptat.

As quodigent ellor molorehenis et quatiur ario eatibus andamus-
totas simus illabor uptatem oluptae porum net eos nes ex estiis

Document title placed

Date and Year

Region / Country / Divisi

conesequis et aut aut omnime reped eruntibus esti verita culpa
simo voluptas voluptat aut rem num hil milis mint omniscimet adi
dollabo ribus, occaboria cum utam qui dolupti onsedipsa volup-
taNequam, ut eos sequia venimagnis as quatam diatem rectatur?
Berum untiatur, ommolor ehendandes dolorem volo et fugit,
nuscili quiasperum exerum qui cumquamus eatem imet acerfere,
voleculpa vel moluptam, quis dunt assunt doluptat.

Les ditaturit inte verem quas doluptam re, aut qui consece archic

tent quo modigen dantum essinve lestionsed unto exercias aut® >

odis niatus susam earumquis sim venimodit aut pa quiaturesti
denimin tureperibus, to omnis mo cus di offici dende expliquae.
Itae vendisquid molor ant moloria quam doluptatem. Itatendit
everchi ctatibeate nullibus est volorio vollam es plabore ssitatu
ribeatque nis sus deniendunt.

Parit verum ut et iliquam usamet eum quo evendigent rat pre, sit,
sequatibus aut labore res dictat accat.

Iquam volest fuga. Ga. Eceatem poreici am, aut quassit ma sum
etusda cor sit et aut ad miligni magnam facit ati con re peditio
inum fuga. Tatem corisque poribusam, quiaspediam reic temque
et omnima sum quatquias modis autem. Ipsum que et aspicium
qui doluptiores vel eatur rest fugitistrum hilit officte enda quam
et iusapelestem ni volo et aribusa perovitem natem sae nus re
nis cus volo blaccus, sunto dolore plictaq uibusan dessecu llesciis
aliquod ipicienis voluptur sus.

Agniminias perferit vollacius, sitaquae volupta tureni sae pro
maximenes aditatia voluptatia nobiti conesse quaspie nihiliquis
eati vero vent, iumquis coritas pos expedigent ate volenesecere
lam, incia volor as que nis sum, consedis accullectis enition
seniendem. Em de quate proviti osapellic tesciet eum sinis parum
faceatem vitem dolorem aut doluptate volore a sa is re, aut etur?
Qui omniet expel illuptat ut am vel ima is acculle ctemporrum ius
auditi tet quibus ad ut atium eveleniet a solorias exerupt aquistiis
di to ea aut ullupta quistisqui officiam, quo inum harunt remosam
a voluptas cum quis am nonsedist quos est officid magnatium
quam, omnit, officaborum as nobis num es eossus aciis volestio-
rat vention net pores min rest as sequia nimus eium idis ex exere
as quo et omnimusanto et earum, volorati ipsum sit quae cus sed
quisquae siminih icatiatur, nonseque volenda net eaturem. Ut aut
autaquas il is nostrumquias il experion coris asinctium vere vellor
molupta tasperiostin res voluptas rene ipsa voluptat.

Lis es aut aut utecusam aut offici ommos erci dit, nimusandaes
accaborem ut audit veliquat.

Clear prominent
space for logo with
new tag line

Outside margins
should be 10 mm

Choose a two-column layout for easier
readability in documents with long
sections of copy

A4 Portrait template A4 [andscape template

unicef &

N\

unicef &
for every child
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Fact sheet

The fact sheet can be used to highlight
key activities and achievements in
programmatic areas and is a useful way to
summarize planned work for partners and
donors. Using this branded template will
help to provide consistency over a range
of fact sheets with information displayed
in the same places to help readers find key
information more easily.

EDITION 1.2 - 2016

©PHOTO CREDIT

UNICEF Fact Sheet - Overview

Overview and Background

Nam nullam partiendo expetendis in, no qui
nostro ceteros forensibus, nullam graeci
evertitur eum ea. Ne vel ullum vidisse
facilis, ipsum molestie dissentiet in his. Vix
quem semper an. Adversarium neglegen-
tur quo et, ex mei iudico integre legendos.
Possim suscipit electram ut mel, et ius
albucius lobortis.

Cu malorum tincidunt usu, vim posidonium
consequuntur ne, sit suavitate neglegentur
ad. Eam an omnes officiis. An qui scripta
consequat, vix id ferri omnium ponderum,
nihil blandit intellegat sed cu. Vis stet iudico
an, probo illud atqui vix ea. Justo populo
oporteat ex vis. Ne est probatus recusabo
referrentur, nec discere eleifend ad, mei ne
tamquam scriptorem.

Id perfecto conclusionemque vel, et eius
bonorum his, falli voluptatibus in sea. In
has fastidii aliquando, vidit gubergren
conclusionemque eam id. Sea id facilis
conceptam, mei inermis omittam ea. Elit
insolens interesset et mei, illum iudico usu
no. Congue quidam principes est ea. Mea
et illud legere accusata, id justo accusam
inciderint eum.

Nam nullam partiendo expetendis in, no qui
nostro ceteros forensibus, nullam graeci
evertitur eum ea. Ne vel ullum vidisse
facilis, ipsum molestie dissentiet in his. Vix

Date and Year

unicef &

Clear spacing for new brand logotype

for every child

Region / Country / Division

with signature

Update with relevant and compelling

Situation

quem semper an. Adversarium neglegen-

photograph

Situation in numbers with relevant icons

tur quo et, ex mei iudico integre legendos.
Possim suscipit electram ut mel, et ius
albucius lobortis.

A

XXXX

¢ of people affected

Cu malorum tincidunt usu, vim posidonium
consequuntur ne, sit suavitate neglegentur
ad. Eam an omnes officiis. An qui scripta
consequat, vix id ferri omnium ponderum,
nihil blandit intellegat sed cu. Vis stet iudico
an, probo illud atqui vix ea. Justo populo
oporteat ex vis. Ne est probatus recusabo
referrentur, nec discere eleifend ad, mei ne
tamquam scriptorem.

¢ of children affected

Response

Id perfecto conclusionemque vel, et eius
bonorum his, falli voluptatibus in sea. In
has fastidii aliquando, vidit gubergren con-
clusionemque eam id. Sea id facilis concep-
tam, mei inermis omittam ea. Elit insolens
interesset et mei, illum iudico usu no.

Id perfecto conclusionemaue vel, et eius
bonorum his, falli voluptatibus in sea. In
has fastidii aliquando, vidit gubergren
conclusionemque eam id. Sea id facilis
conceptam, mei inermis omittam ea. Elit
insolens interesset et mei, illum iudico usu
no. Congue quidam principes est ea. Mea
et illud legere accusata, id justo accusam
inciderint eum.

4 Education

XXXX

Child Protection

help to convey key data quickly

The back page is a good place
for representing geographic
data

Artwork available in:

MS Power Point
MS Publisher

unicef &

for every child
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Human
INterest stories

A good way to tell the UNICEF story is
through compelling human interest stories,
and this template is provided to help
standardize their production. The use of the
Aleo typeface helps to bring quotes and
headlines to life in a more editorial way.

EDITION 1.2 - 2016

©PHOTO CREDIT

UNICEF Liberia - Stories from the Field

Date and Year

Caring for those in a time of fear: How one health
worker made a difference to an entire community

By Susan Mapleleaf

On 14 November,

of Monrovia, the capital. Ms. Ki
s Wreh while

and 17-year-old Ha
to EVD, in

Nam nullam partiendo expetendis in, no qui
nostro ceteros forensibus, nullam graeci
evertitur eum ea. Ne vel ullum vidisse
facilis, ipsum molestie dissentiet in his. Vix
quem semper an. Adversarium neglegen-
tur quo et, ex mei iudico integre legendos.
Possim suscipit electram ut mel, et ius
albucius lobortis.

I

make a diffe

15 s0 happy to be able to

1ce to their lives.

Cu malorum tincidunt usu, vim posidonium
consequuntur ne, sit suavitate neglegentur
ad. Eam an omnes officiis. An qui scripta
consequat, vix id ferri omnium ponderum,
nihil blandit intellegat sed cu. Vis stet iudico
an, probo illud atqui vix ea. Justo populo
oporteat ex vis. Ne est probatus recusabo
referrentur, nec discere eleifend ad, mei ne
tamquam scriptorem.

ft-right) Martu Weefor e

nbraces

Id perfecto conclusionemque vel, et eius
bonorum his, falli voluptatibus in sea. In
has fastidii aliquando, vidit gubergren
conclusionemque eam id. Sea id facilis
conceptam, mei inermis omittam ea. Elit
insolens interesset et mei, illum iudico usu
no. Congue quidam principes est ea. Mea
etillud legere accusata, id justo accusam
inciderint eum.

Nam nullam partiendo expetendis in, no qui
nostro ceteros forensibus, nullam graeci
evertitur eum ea. Ne vel ullum vidisse
facilis, ipsum molestie dissentiet in his. Vix
quem semper an. Adversarium neglegen-
tur quo et, ex mei iudico integre legendos.
Possim suscipit electram ut mel, et ius
albucius lobortis.

Cu malorum tincidunt usu, vim posidonium
consequuntur ne, sit suavitate neglegentur
ad. Eam an omnes officiis. An qui scripta
consequat, vix id ferri omnium ponderum,
nihil blandit intellegat sed cu. Vis stet iudico

5 Justina King in the
g was the caregiver for siblings 9-year-old Mercy Kennady

they were at an interim ca

Paynesville suburb

re centre for children exposed

an, probo illud atqui vix ea. Justo populo
oporteat ex vis. Ne est probatus recusabo
referrentur, nec discere eleifend ad, mei ne
tamquam scriptorem.

Id perfecto conclusionemque vel, et eius
bonorum his, falli voluptatibus in sea. In
has fastidii aliquando, vidit gubergren con-
clusionemque eam id. Sea id facilis concep-
tam, mei inermis omittam ea. Elit insolens
interesset et mei, illum iudico usu no.

Strong imagery is key to illustrating the humanity
of the story

The use of the Aleo font is a good way to
highlight key headlines and quotes

UNCEF Lo - Stfs:

Artwork available in:

MS Power Point
3]

ng MS Publisher

for every child
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Situation
report

One of the most common documents
distributed is the situation report. It is often
text and data heavy. The template available
is designed to bring consistency across

all levels of production, using photos

and icons to help bring the data to life

and make the key messages as clear as
possible.

PowerPoint is the recommended software

to use when producing situation reports as
the formatting is more flexible than Word.

EDITION 1.2 - 2016

©PHOTO CREDIT

UNICEF South Sudan Situation Report

Date and Year

/| unicefé&®
* for every child

Highlights

*  UNICEF and MSF Holland organized a campaign of malaria presumptive treatment
screening 29,731 children 6 months to 5 years in Bentiu Protection of Civilian (PoC)
site for fever. Fifty-four per cent of those screened, 16,112 children, were treated
for malaria.

*  On 22 September, UNICEF, WFP and partners deployed two RRM missions to Koch
and Buaw in Koch County, to deliver multi-sectoral assistance to highly vulnerable
populations. This is the first time that large scale lifesaving assistance has besn
provided in the county since violence broke in May 2015. The UNICEF team will
be screening and treating children under 5 for malnutrition; providing immunization
services to children under 15 and pregnant women; delivering WASH supplies;
and identifying and registering unaccompanied and separated children. UNICEF, in
coordination with other actors will also be delivering survival kits.

¢ UNICEF in collaboration with state Ministries of Health, WHO and health partners
launched the first of two rounds of Sub-National Immunization Days (SNIDs) in five
states: Lakes, Warrap, Jonglei, Upper Nile and Unity. The campaign will deliver
two successive doses of Oral Polio Vaccine targeting 1,927,256 children under 5 in
response to the case of circulating Vaccine-Derived Polio Virus (cDVPV) detected in
Mayom County. It aims at rapidly building up a high population immunity to interrupt
the circulation of the cVDPV.

UNICEF's Response with Partners

Humanitarian

Situation Report:
SOUTH SUDAN

11-24

Situation

d

September 2015: #68

in numbers

People internally displaced since
15 December 2013

{OCHA, Humanitarian Bulletin dated

18 September, 2015)

876,986*

Estimated intemally displaced

hildren under 18 years

Outside South Sudan

628,495

Estimated new South Sudanese

refugess in neighbouring

¢

ountries since 15 December

7013{UNHCR, Regional Refugee
Information Portal dated 21 September, 2015)

Priority Humanitarian Funding
needs January - December 2015

USS$ 183.3 miillion

Cluster for 2015 | uwceiorats |

Cluster Target

'WASH: # of target population provided with access to 3,500,000 1,999,789 57%
water as per agreed standards (7.5-15 litres of water

per person per day)

Nutrition: # children 6-53 months with 148,958 92,167 62%

Severe Acute Malnutrition admitted for treatment
Health: # of children 6mo-15y vaccinated for measles

Education: # of children and adolescents (aged 3-18) 446,748 351,132 79%

with access to education in emergencies

Child Protection: # of children reached with critical 340,295 369,777 109%.

child protection services

Ul
Target*

600,000

148,958

1,207,705

200,000

275,280

487,711

92,167 62%
254,988 21%
208,946 104%
259,922 94%

e . osincre it e, £ s
i lgere sccosi st scusam W pooct conchsinemaue vl o s

unicef &

for every child

The strong secondary palette colour (RGB,
226,35,29) is used to highlight the importance of
and to differentiate the document

South Sudan example
available in:

MS Power Point
]

Artwork available in:

MS Power Point
3]

MS Word
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PowerPoint

This is a standard PowerPoint template
which contains pre-made slides for users
to adapt accordingly. Any slides which are
not used should be deleted.

Remember that a PowerPoint is designed
to support a verbal presentation and should
be used in a way that supports what is
being said. Try and keep text to a minimum
and use visuals to illustrate the message
rather than bullet points.

Ten tips to remember:

Don't use too much text

2. Make sure your text is legible
(less is more)

3. Maintain contrast between text and
background

4. Use no more than five colours

Use contrasting colours to highlight

o

key points

Use single images

Don't use clip art

Don't use effects or transitions

© o N>

Keep it simple
10. Don’t use too much text!

EDITION 1.2 - 2016

16

Title of presentation

Name of presenter

unicef& | for every child

In line with the new brand strategy, the front
cover of the PowerPoint should use an image
with the blue-wash effect. Please refer to the
guidelines on how to produce these.

**As most screens and monitors display a more widescreen format, the
dimensions for the template are:

On-screen show 16:9
25.4 cm wide by 14.29 cm high

Click to edit Master title style

+ Click to edit Master text styles

Range of simple slides
with bold headline

A

Click to edit Master title style

 Click to edit Master text styles

Option to create white on
blue for variety

Option to add side images
to support text

Useful icons

iii%] @ *ﬂ. $ 5

o e p— - —

A range of useful icons
already placed in slides

(@ T 95 200 7 [ R

Artwork available in:

MS Power Point
3]
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Newsletters

As more and more newsletters are being
produced and released throughout the
organization, a standard template has been
developed to bring consistency of brand
and layout to them.

EDITION 1.2 - 2016

© UNICEF/UN026964/Modola

Ambassador

Newsletter #20

i
i

In this issue:

* Ambassadors in the
Field

® Awards
* Campaigns & Events

* New Ambassadors

Ambassadors support #fightunfair
campaign

UNICEF Ambassadors supported the #FightUnfair campaign
in November by taking to their social media platforms to
post facts that highlight the situation of the most vulnerable
children. They also called on their millions of fans and
followers to join the campaign through digital activations on
UNICEF’s global social media channels and the #FightUnfair
landing page. The campaign helped engage a community of
advocates to speak out about the unfair conditions that
children face today around the world —and to commit to
taking action to address inequity. UNICEF National
Ambassadors around the world, including Tuba Biiytikistiin,
Priyanka Chopra, Sergio Ramos, Geoffrey Rush and Jimmy
Barnes, adapted the messages for their audiences.

5 August 2016

unicef &

for every child

UNICEF Ambassador
Ewan McGregor walks
with Myrna, aged 10,
inside an abandoned
mall that her family
used to live in, Erbil
Northern Irag on

July 29 2016.

Ambassadors challenge climate
change

UNICEF Goodwill Am-bassador Angélique Kidjo joined a
distinguished list of speakers at the

event in December, at the Petit Palais in Paris, during
COP21. Kidjo, joined by UNICEF Executive Director Anthony
Lake and 15-year-old youth digital mapper from Zimbabwe
Tatiana Kondo, spoke about the impact of climate change on
children. “Climate change means more droughts, floods,
heatwaves and other severe weather conditions, and
although the threats of climate change pose serious risks for
everyone — it is the children — especially the poorest and
most disadvantaged — who will bear the brunt of its effects,”
said Kidjo.

During the same period, UNICEF Goodwill Ambassador Katy
Perry released a special weather to put a focus on
the extreme weather patterns that are emerging across the
globe, forcing millions of children and families to flee their
homes. Perry called on viewers and listeners to help make a
positive change in the forecast for children by fighting global
warming.

Campaigns & Events

Example available in: ng MS Publisher

Template available in: ng MS Publisher
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Letterhead

A new letterhead has been designed with

the new brand. There are two formats
available ,for US Letter format and A4
Portrait format.

EDITION 1.2 - 2016

unicef@ | for every child

Date

Name, Title

Office

Address

City, State/Province, Postal Code

Salutation:

Body: UNICEF works in more than 190 countries and territories to help children survive and thrive, from early
childhood through adolescence. The world's largest provider of vaccines for developing countries, UNICEF
supports child health and nutrition, good water and sanitation, quality basic education for all boys and girls, and
the protection of children from violence, exploitation, and AIDS. UNICEF is funded entirely by the voluntary
contributions of individuals, businesses, and For more about UNICEF and
its work visit: www.unicef.org

Sincerely,

Name, Title
email

unicef@ | for every child

US Letter format (216mm x 279mm):

MS Word

Date

Name, Title
Office

Address

City, State/Province, Postal Code

Salutation:

Body: UNICEF works in more than 190 countries and territories to help children survive and thrive, from
early childhood through adolescence. The world’s largest provider of vaccines for developing countries,
UNICEF supports child health and nutrition, good water and sanitation, quality basic education for all boys
and girls, and the protection of children from violence, exploitation, and AIDS. UNICEF is funded entirely by
the voluntary ibutions of indivi i ions and governments. For more information
about UNICEF and its work visit: www.unicef.org

Sincerely,

Name, Title
email

ories through country programmes and National Committees.
en's Fund.

A4 Portrait format (210mm x 297mm):

MS Word
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Reports

No defined template is available for reports
at the present time, but will be made
available in the second edition of this
manual towards the end of 2016.

EDITION 1.2 - 2016

Annual Report
2015

unicef&® I6

70 YEARS FOR EVERY CHILD

unicef&@ 7%

70 YEARS FOR EVERY CHILD

THE STATE OF THE WORLD'S CHILDREN 2016

A fair chance for every child
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Infographics

Infographics are the most commonly used
method of representing information in a
graphic way and are an effective way to
communicate key messages visually.

A good infographic requires time and
effort; it should not contain any imagery
(see pictographs) and should consist of a
limited colour palette, fonts and messages.

Try and follow these basic principles before
creating your infographic:

EDITION 1.2 - 2016

Define your key message

Your visual products need to tell a story. Consider the audience
and determine the purpose of the product. Is it for internal or
external use, advocacy, communication or fundraising.

Collect data

Make sure you have accurate and specific data that allow you
to convey your key message, data which will best show the
facts and will grab the reader’s attention

Sketch the information

Make a sketch to plan out how you want the infographic to
look before you start building it. This will help determine what
data and information would work best in the design.

Avoid maps as these do not tell a story. Guide the readers by
including narrative text.

Keep it simple and clear
Exclude unnecessary elements and keep only the most
important information that will highlight the key messages.

Create a hierarchy of information
Create an information hierarchy that shows the most important
information in the most prominent way.

Use techniques such as strong colours and large font sizes.
Make the least important information light for a greater
contrast.

UNICEF Children on the move infographic

same rights

PROTECTING
CHILDREN ON
THE MOVE

No matter where they are or where
they come from, all children have the

Date and Year

unicef &

for every child

Infographic

Globally, about 42,500 people N 2014, ABOUT
a day were chased from their
L = 42 500

persecution in 2014 —a number  people were chased
expected to rise in 2015.' Of from their homes

the nearly 60 million people in
2014, an estimated 30 million

of them are children.? WORLDWIDENEARLY

Worldwide, nearly 232 million 232 mllllon

people have made homes in people live beYOY‘d Fhe

countries beyond the borders llaorgers of their native
an

of their native lands, according
to the most recent figures from
2013.2 Among them are nearly
35 million children — some with
and some without adult care.*

In addition to those now arriving
in Europe:
In Syria, more than 7.6 million
people are intemally displaced and
many remain in danger.®

In Nigeria, Cameroon, Niger and
Chad, 1.4 million children have
been uprooted this year because of
the armed group Boko Haram.®

IN 2014 AN ESTIMATED
60 million 30 million
people children a year

AMONG THEM ARE NEARLY

35 million
children, some without
adult care

— 1.07 million Syrian refugees live in
Lebanon *

More than 2 million child refugees
have sought shelter in Egypt, Irag,
Jordan, Lebanan, and Turkey.”

1.3 million children are internally
displaced in Iraq (as of September 2015).

2.3 million children are displaced
and 573 have been killed in
Yemen in the last six months.’

-2

S

[

InSouth'Sudan, over a million . )
children have been displaced
because of conflict®
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Infographic
examples

Here are some examples of infographics
which have been produced using
standardized icons and layout.

It is recommended to use InDesign or
lllustrator when producing infographics,
but a PowerPoint layout has been made
available for users without access to those
softwares.

Artwork available in:

MS Power Point
2]
. Acrobat PDF
Adobe InDesign
CcCé

EDITION 1.2 - 2016

A >

UNICEF EI Nifo Infographic

El Nifo's Impact on Children

A Wake Up Call

Date and Year

unicef &
for every child

Infographic

The weather event already is causing
millions of people to go hungry, and
leaving children malnourished in Africa,
Latin America and the Pacific.

El Nifos — caused by Pacific Ocean
warming — occur every two to seven
years. Forecasters say this year's
event could become even more
powerful than the 1997-98 El Nifio —
the strongest on record — which has
been blamed for an estimated 23,000
deaths and $35-45 billion in damages.

MILLIONS OF
CHILDREN

“Children and their communities
threatened by EI Nifio need our
help, to prepare for the climatic

events it unleashes, and recover
< from the impact”

Anthony Lake, UNICEF Executive Director

CVCLONE\S FLOODS /DRDUGHT

Impact on children’s physical health

Vector-Borne

Malaria
Dengue fever
Diarrhoea Water-Borne

Cholera Disease

Food
insecurity shelter

Babies and
small children

Stunting

High risk of
illness Undernutrition 2"

o Heatstroke
vulnerable

Delayed mental
development

Premature death

Impact on children’s education and mental health

O-@
FLOODS DESTROY

SCHoOOLS

Children cannot attend school

-0 @0

DESTROY EXTREME
CROPS 'WEATHER STRESS

Children leave school to start
begging or working

DROUGHT

Children's mental health affects their
brain’s development

February 2016

UNICEF ZIKV LACRO RESPONSE

ZIKA VIRUS

UNICEF Latin America and the
Caribbean Regional Office Response

unicef &
for every child

Infographic

Symptoms

The Zika Virus
Zika Virus can cause microcephaly in
unborn babies, causing abnormally
small heacs and brains.

CONJUNCTIVITIS
@ RASH
Mosquito Microcephaly
Aedes ' \ JOINT &
v

FEVER &
HEADACHES

MUSCLE
PAIN

Current Situation

MORE THAN

AT LEAST""—‘ .
29

countries
affected

5,280
reported cases of
Microcephaly in
Brazil

123,000

suspected &
confirmed cases

UNICEF LACRO Response

Monitoring

TO REACH
200
million
people in 2016

nnovation

Vector control

Engage communities

Capacity building

Mobilize partners
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Social media
dimensions

When producing designs and artwork
for social media it is essential to use the
correct format and dimensions to ensure
the images are represented accurately
when shared. Here are some dimension
guidelines for some of the most used
social media platforms.

EDITION 1.2 - 2016

’ Twitter dimensions (pixels)

Header Photo:
1500 x 1500

Image Guidelines
— Recommended 1500x500

— Maximum file size of
10 MB. in JPG, GIF, or
PNG

Profile Photo:
400 x 400

Image Guidelines
— Recommended 400x400
— Maximum file size of

10 KB. in JPG, GIF, or

1280 x 1024

400 x 400
DISPLAYS AT
200 x 200

PNG

0o

In-Stream Photo:
440 x 220

Image Guidelines

Min to appear expanded
at 440 x 220 pixels

Max to appear expanded
at 1024 x 512 pixels
Appears in stream
collapsed at 506 x 253
pixels

Max file size of 5 MB

for photos, and 3 MB for
animated GIFs.
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Social media
dimensions

EDITION 1.2 - 2016

f Facebook dimensions (pixels)

Profile Photo:
180 x 180

Image Guidelines

— Must be at least 180 x
180 pixels

— Photo will appear on
page as 160 x 160 pixels

—  Photo thumbnail will
appear throughout
Facebook at 32 x 32
pixels.

This will be the photo
representing your FB
presence and will appear on
your timeline

It will also appear when you
post to other walls.

Shared Link:

1200 x 627
Highlighted Image:
1200 x 717

0o

()
180 x 180

Cover Photo:
851 x 315

Image Guidelines

— Appear on page at 851 x
315 pixels

— Anything less will be
stretched

—  Minimum size of 339 x
150 pixels

— For best results upload
as RGB JPG file less
than 100 KB

— Images with a logo or
text may be best as
PNG File.

Shared Images:
1200 x 630

Image Guidelines

— Recommended upload
size of 1200 x 630 pixels

— Will appear in feed at
max width of 470 pixels
(will scale to a max
of 1:1)

— Will appear on page at a
max width of 504 pixels
(will scale to a max
of 1:1)
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0o

Social media
dimensions

@ Instagram dimensions (pixels)

Profile Photo:
g— ..

Image Guidelines

Photo Size:
640 x 640

— Appear on your
h_omepage at110x 110 Image Guidelines
pixels — The size of Instagram
— Square photo images has been
increased to 640 x 640
pixels

— Instagram still scales
these photos down to

Photo Thumbnails:
161 x 161

o 612 x 612 pixels
Image Guidelines A in feed
— The thumbnails will - 51[)([})(;?;;:13 eed at 510 x

appear on the page at
161 x 161 pixels.

640 x 640
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Social media
dimensions

You Tube dimensions (pixels)

Channel Cover
Photo: 2560 x 1440

Image Guidelines

There are a lot of different
platforms and devices that
users can stream YouTube
on so it's important that your
brand has a photo optimized
for each on

Display Sizes:

— Tablet display:
1855 x 423

— Mobile display:
1546 x 423

— TVdisplay:
2560 x 1440

— Desktop:
2560 x 423

(1546 x 423 - pixels are
always visible).
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BEHIND THE SCENES/

BY KARRI SAARINEN / 05.24
#DESIGN #DLS
#EXPERIENCE-DESIGN

“«

Visual language is like any other language.
Misunderstandings arise if the language is not
shared and understood by everyone using it.

A unified design language shouldn't be just a set of
static rules and individual atoms; it should be an
evolving ecosystem.”

As our common visual language increases, this reference and guide manual will evolve and grow online, building a community of best practices
for the organization to share in and learn from, with examples to inspire and templates to adapt. Our Brand will be even stronger once we
communicate in a common visual language in everything we do.

Thank you for using this document.
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