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The UNICEF Brand Graphics Manual has been developed for use 
by UNICEF staff and consultants who focus on producing visual 
communication materials for the organization.

The purpose of this publication is to help staff improve the quality 
of their information products and deliver professional visual 
communication materials throughout UNICEF, communicating with a 
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.

For any questions about this manual, please contact:
James Elrington
jelrington@unicef.org

For any questions about the brand, please contact:
Michelle Siegel
msiegel@unicef.org

UNICEF Brand 
Graphics 
Manual

mailto:jelrington%40unicef.org?subject=
mailto:msiegel%40unicef.org?subject=
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How to use 
this manual

The purpose of this book is to help staff 

and consultants produce effective visual 

communication materials that speak with 

a common visual language to both internal 

and external audiences.

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

There are links and interactive elements 

to help the user find exactly which digital 

assets they need to help them produce 

visual communication materials. 

There are links to templates which can be 

used by both Mac and PC computers. For 

complex designs and large publications it 

is recommended to employ a professional 

designer. Please share this manual with 

the selected designer.

Click forward to next page

Click back to previous page

Back to contents page

Download file

To navigate through the PDF:

MS Word version (.doc)

MS Publisher version (.pub)

MS Powerpoint  version (.ppt)

PDF file (.pdf)

Throughout the document click on these icons to download:
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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.

The UNICEF 
brand

By using and adhering to the UNICEF brand 
guidelines on use and application of the logo, we 
can move from a cluttered visual language...

... to one where the organization communicates 
with a consistent and unified 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.

UNICEF PERMANENT VISUAL IDENTIFIER

REQUIRED CLEAR-SPACE GUIDE≠
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UNICEF 
logotype 
artwork
Below are a range of logos which have 
been made available for use. Simply click 
on the version required and it will open in 
the most compatible software available.

100% Cyan

RGB blue for web/screen

100% Black

White

Image files (.png) - Screen
Below are high resolution .png file, a good 
version for preserving transparency
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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. 

VERTICAL SIGNATURE

HORIZONTAL SIGNATURE

Full guidelines:

Adobe PDF
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UNICEF 
signature 
artwork
Below are a range of horizontal logos 
which have been made available for use. 
Simply click on the version required and it 
will open in the most compatible software 
available.

100% Cyan

RGB blue for web/screen

100% Black

White

Image files (.png) - Screen
Below are high resolution .png file, a good 
version for preserving transparency

100% Cyan

RGB blue for 
web/screen

100% Black

White

Image files (.png) - Screen
Below are high resolution .png file, a good 
version for preserving transparency.
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ARABIC:

UNICEF 
signature 
language
A range of language versions have been 

made available for use. 

RUSSIAN:

FRENCH:

SPANISH:
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National 
Committee

UNITED STATES FUND

UNITED STATES FUND

EXAMPLE

for every child

for every child

If the name of the National Committee 

is required with the logotype signature, 

please follow these instructions on how to 

add the relevant name.

 

The NC name should be 
placed under the UNICEF logo 
justified right in-line with the 
right of the logo

The size of the font name should 
be the same height as the distance 
between the logo and the dividing line 
as shown by the grey square above

The typeface to use is Univers 45 light 
in capital letters with +10 spacing
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National 
Committee

EXAMPLE

FRANCE

pour chaque enfant

ESPAÑA

para cada niño

ITALIA

per ogni bambino

DEUTSCHLAND

für jedes kind
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Country 
offices

EXAMPLE

CÔTE D’IVOIRE 

pour chaque enfant

PERÚ

para cada niño

BRASIL

para cada criança

INDIA

for every child
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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.

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

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.

A4 landscape

A4 portrait

A1
841x594mm

A3
297x420mm

A5
148x210mm

A4
297x210mm

A2
594x420

A0
1189x841mm

A6
148x105mm

A4
297x210mm

A4
210x297mm
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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.

The standard A4 paper size is the most 
suitable for printing worldwide.
Portrait orientation (vertical) is the most 
practical for the reader.

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

Outside margins 
should be 10 mm

Clear prominent space 
for logo with new tag 
line

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

Left justification of text is 
recommended without hyphenation

Choose up to four 
column layout for  
easier readability in 
documents with long 
sections of copy on a 
landscape pageUNICEF Style Book:

Adobe PDF
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Univers 55 Roman Univers 57 Condensed

Univers 45 Light Univers 45 Light Condensed

Univers 65 Bold Univers 67 Bold Condensed

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvw
xyz123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvw
xyz123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvw
xyz123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvw
xyz123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvw
xyz123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvw
xyz123456789

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:
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Arial Bold Aleo Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvw
xyz123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvw
xyz123456789

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 Aleo Regular

Arial Italic Aleo Light

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvw
xyz123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvw
xyz123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvw
xyz123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvw
xyz123456789
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New colour 
palette

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,

PRIMARY COLOUR SECONDARY COLOUR PALETTE

UNICEF CYAN
PANTONE®

Process Cyan

CMYK

C - 100
M - 0
Y - 0
K - 0

RGB

R - 0
G - 174
B - 239

HEX/WEB

1CABE2

PANTONE®

7685

CMYK
C - 90
M - 80
Y - 0
K - 0

RGB
R - 55
G - 78
B - 162

HEX/WEB
374EA2

PANTONE®

356

CMYK
C - 97
M - 22
Y - 100
K - 9

RGB
R - 0
G - 131
B - 62

HEX/WEB
00833D

PANTONE®

7548

CMYK
C - 0
M - 25
Y - 100
K - 0

RGB
R - 255
G - 194
B - 14

HEX/WEB
FFC20E

PANTONE®

1505

CMYK
C - 0
M - 72
Y - 100
K - 0

RGB
R - 242
G - 106
B - 33

HEX/WEB
F26A21
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PANTONE®

485

CMYK
C - 5
M - 100
Y - 100
K - 0

RGB
R - 226
G - 35
B - 26

HEX/WEB
E2231A

PANTONE®

221

CMYK
C - 31
M - 100
Y - 53
K - 20

RGB
R - 150
G - 26
B - 73

HEX/WEB
961A49

PANTONE®

2613

CMYK
C - 70
M - 100
Y - 20
K - 7

RGB
R - 107
G - 30
B - 116

HEX/WEB
6A1E74

PANTONE®

Warm Grey 1

CMYK
C - 14
M - 14
Y - 17
K - 0

RGB
R - 216
G - 209
B - 202

HEX/WEB
D8D1C9

PANTONE®

Cool Grey 9

CMYK
C - 55
M - 47
Y - 44
K - 10

RGB
R - 119
G - 119
B - 122

HEX/WEB
777779

PANTONE®

Black

CMYK
C - 0
M - 0
Y - 0
K - 100

RGB
R - 0
G - 0
B - 0

HEX/WEB
404041
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01. EDUCATION 02. NUTRITION 03. HEALTH 04. CHILD 
PROTECTION

05. WASH 06. HIV/AIDS 07. SOCIAL INCLUSION 08. FOOD SECURITY 

09. AFFECTED  
POPULATION

10. CHILDREN 11. GENDER BALANCE 12. DEPLOYMENT 13. POPULATION  
DISPLACEMENT

14. INFANT 15. BREASTFEEDING 16. CHILDREN WITH 
DISABILITIES

17. REGISTRATION 18. POPULATION 
GROWTH

19. POPULATION 
RETURN

20. DROWNED 21. MAN 22. WOMAN 23. BOY 24. GIRL

25. NATIONAL ARMY 26. REBEL 27. PREGNANT 28. INJURED 29. MENTAL HEALTH 30. MOTHER AND BABY 31. PREGNANT 32. BABY

33. 2-YEAR OLD GIRL 34. 5-YEAR OLD GIRL 35. 10-YEAR OLD GIRL 36. 15-YEAR OLD GIRL 37. CHILD COMBATANT 38. CONFLICT 39. DROUGHT 40. EARTHQUAKE 

Icons

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.

41. FLOOD 42. TSUNAMI 43. HEAVY RAIN 44. STORM 45. EPIDEMIC 47. SNOWFALL 48. FLASH FLOOD 49. TORNADO 
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50. ARRESTED 51. HOME DESTROYED 52. TENT 53. SHELTER 54. COLD WAVE 55. HEAT WAVE 56. VOLCANO 57. TECHNOLOGICAL 
DISASTER

59. DESTROYED58. DAMAGED

60. NOT AFFECTED 61. SCHOOL AFFECTED 62. SCHOOL DESTROYED 63. SCHOOL NOT 
AFFECTED

64. RESPONSE 65. MEDICINE 66. SUPPLES 67. SANITATION 68. DRINKING WATER 69. MEDICAL SUPPLIES

70. VACCINES 71. PYSCHO-SOCIAL 
SUPPORT

72. HEADQUARTERS 73. REGIONAL OFFICE 74. COUNTRY OFFICE 75. NATIONAL  
COMMITTEE

76. COORDINATION 77. ASSESSMENT 78. TRAINING 79. TELECOMMUNICA-
TIONS

80. CLOTHES 81. WINTER NON FOOD 
ITEMS

82. WINTERIZATION 83. DATA COLLECTION 84. MOSQUITO NET 85. TARPAULIN 86. SOAP 87. WATER SOURCE 88. READY TO USE 
THERAPEUTIC FOOD

89. SYRINGE

90. FOOD AND WATER 91. FINANCING 92. PARTNERSHIPS 93. PRIVATE 
FUNDRAISING

94. PLEDGE GIVING 95. LEGACY GIVING 96. COMMUNICATION 97. ADVOCACY 98. RAISING 
AWARENESS

99. ITC

100. REPORTING 101. ANNOUNCEMENT 102. CASH DONATION 103. DIGGER 104. FUEL 105. CONTRACT 106. CONSTRUCTION 107. LEADERSHIP 108. ANALYSIS 109. MEETING
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110. REPORTING 111. INFORMATION 
MANAGEMENT

112. STAFF  
MANAGEMENT

113. INNOVATION 114. TRAINING 115. GAP ANALYSIS 116. COMMUNITY 
BUILDING

117. HOSPITAL 118. DISTRIBUTION SITE 119. HOTEL

120. AGRICULTURE 121. GOVERNMENT 
BUILDING

122. URBAN AREA 123. UN COMPOUND 124. MAP 125. SCHOOL 126. MINE 127. MURDER 128. RADIO 129. INTERNET

130. VIDEO CAMERA 131. PHOTO 132. CALENDAR 133. CHART 134. DATA 135. MAP 136. DOCUMENT 137. DANGER 138. FORCED ENTRY 139. HARASSMENT

140. ROBBERY 141. FACEBOOK 142. TWITTER 143. LINKED IN 144. INSTAGRAM 145. WEIBO 146. YOU TUBE 147. GOOGLE PLUS 148. TWITTER BIRD 149. PROFILE PIC

150. BOREHOLE 151. LATRINE CABIN 152. DRINKING WATER 153. SANITATION 154. SHOWER 155. TOILETS 156. WATER TRUCKING 157. WELL 158. SOLID WASTE 159. MOSQUITO

160. MACROCEPHALY 161. MUSCLE 162. FOETUS 163. PEOPLE 164. EMERGENCY 165. JERRY CAN 166. PLASTIC SHEETING 167. ORAL REHYDRATION 
SALTS

168. WATER TANK 169. BLANKET



UNICEF Brand Graphics Manual  Page 23EDITION 1.2 -  2016

170. SUPPLIES 2

176. WAREHOUSE

182. MEDICAL SUPPLIES

188. EVALUATION

171. SUPPLIES 3

177. MONITORING

183. BUDGETING

172. TRANSPORT TRUCK

178. TRACKING

184. PROCUREMENT

173. TRANSPORT BOAT

179. SCALES

185. BOAT SUPPLIES

174. TRANSPORT 
AEROPLANE

180. BOAT SUPPLIES

186. TRUCK SUPPLIES

175. FORKLIFT TRUCK

181. SYRINGE

187. END USER

Icons

Full range of icons available in 
Power Point layout :

CYAN

RGB

WHITE

GREY

BLACK
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World maps

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.

WCARO

LACRO

ESARO

MENA
ROSA

EAPRO

CEE/CIS

This .png map can be opened in a photo 
editing software on a PC for adding 
colours to countries.
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Available here are maps covering the  
seven regions UNICEF covers with a 
list of all the programmatic countries.

*Last updated August 2016

CEE/CIS

LACRO MENA ROSA

EAPRO ESARO

Click on any of the maps to view them.

Click to view Click to view Click to view

WCARO

Click to view

Regional maps

Open in PDF
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Country maps

100 km

LIBYA EGYPT

CHAD

Khartoum

El Fashir

El Geneina

Nyala

Kadugli
Ed Damazin

Singa

Gedaref

El Obeid

Kassala

Ed Damer

Dongola
Port Sudan

Red Sea

Wad Medani

Rabak

CAR

SOUTH SUDAN

ETHIOPIA

ERITREA

100 km

NSUDAN

Map Sources; OCHA, UNCS, SIM, Natural Earth, updated 2013

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.

Capital city

Undetermined 
boundary

Abyei 
region

100 km

Bogotá

Cartagena

Cúcuta

Buenaventura

Barranquilla
Santa Marta

Leticia

Pasto

Cali

VENEZUELA

ECUADOR

PERU

BRAZIL

PANAMA

North  
Pacific 
Ocean

Caribbean
Sea

100 km

NCOLOMBIA

Map Sources; OCHA, UNCS, ESRI, updated 2013

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.

Capital city

100 km

Kyïv
Poltava

Rivne

L’viv

Horlivka

Mariupol’
Kherson

Odesa

Chernivtsi
Zaporizhzhia

BELARUSPOLAND

SLOVAKIA

HUNGARY

Republic of 
MOLDOVA

ROMANIA

BUGALRIA

RUSSIAN 
FEDERATION

Black Sea

Sea of 
Azov

100 km

NUKRAINE

Map Sources; OCHA, UNCS, ESRI, updated 2013

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.

Capital city

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 
show more extensive data and information.
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Detail maps
  

 

 

 

 
 

100 KmCountry 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.

Bogota

VENEZUALA

ECUADOR

BRAZIL

PANAMA

Florencia

Popayán

Neiva

San José
del Guaviare

Puerto Inírida

Puerto Carreño

Mitú

Pasto Mocoa

Cali

Armenia

Pereira

Manizales
Tunja

Bucaramanga

Cúcuta

Arauca

Yopal

Villavicencio

Quibdó

Medellín

Montería

Sincelejo

Cartagena

Barranquilla

Santa Marta

Riohacha

Valledupar

North 
Pacific 
Ocean

Caribbean Sea

100 km

N
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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.
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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.”

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.”

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.
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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

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.

1. Web Banner 728x90 pixels
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3. Web Banner 160x600 pixels

2. Web Banner 200x200 pixels

4. Email signature banner 120x40mm

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.
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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.

Examples of how they could 
look on news websites 

New email signature dimension 
fits mobile screens better
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Day 1 - First 2 
to 6 hours

Phase 1 Facebook landing page: The landing 
page for your Facebook page should reflect the 
same look and feel of the emergency appeal 
graphics. When no photos from the emergency 
are available, an older image may be used but 
the disclaimer must be incorporated.

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

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:

Adobe PDF



UNICEF Brand Graphics Manual  Page 34EDITION 1 -  2016

Day 2 to 5 -  
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.

CHILDREN 
ARE IN  
DANGER

CLICK HERE TO

DONATE NOW

NEPAL 
EMERGENCY APPEAL

 

2.8 MILLION
CHILDREN
AFFECTED

Situation in numbers as of 28.04.2015 Immediate needs as of 28.04.2015

7.8

4,310

7,953

7 Million

2.8 Million

Magnitude of earthquake

UNICEF needs to reach 1.7 million  
children right now

Estimated number of people killed

90% of homes have been destroyed in 
some areas

Estimated number of people injured

Children and families are living and 
sleeping outside

Estimated number of people affected

Rains have started and the monsoon 
season is approaching

Estimated number of children affected 
(49% of population)

Desperate need for lifesaving supplies

60km

KATHMANDU

Pokhara

Annapurna

NEPAL

INDIA

CHINA

Epicentre
7.8 magnitude quake
April 25 11:56 am.
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Human interest stories Text layout

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

Fact sheets 

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.

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.

Human interest stories are an effective and 
compelling way to tell the story of UNICEF 
through the experiences of beneficiaries.
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A NEWSLETTER ABOUT UNICEF AMBASSADORS 
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5 August 2016 

Ambassador 
Newsletter #20 

UNICEF Ambassador 
Ewan McGregor walks 
with Myrna, aged 10, 
inside an abandoned 
mall that her family 
used to live in, Erbil, 
Northern Iraq on  
July 29 2016. 

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 Büyüküstün, 
Priyanka Chopra, Sergio Ramos, Geoffrey Rush and Jimmy 
Barnes, adapted the messages for their audiences. 

Ambassadors challenge climate 
change 

UNICEF Goodwill Am-bassador Angélique Kidjo joined a 
distinguished list of speakers at the Earth to Paris – le Hub 
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 report 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. 

NewsletterSituation reports 

The situation report is the most common way 
for country offices to report on the situation in 
the country and to raise awareness around the 
HAC appeal.

PowerPoint

The UNICEF  PowerPoint template should be 
used when presenting externally and internally. 
It is a guideline from which to build on.

  

  
Active  in  more  than  190  countries  and  territories  through  country  programmes  and  National  Committees.    
We  are  UNICEF,  the  United  Nations  Children’s  Fund.  

 

  

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,	
  foundations	
  and	
  governments.	
  For	
  more	
  information	
  
about	
  UNICEF	
  and	
  its	
  work	
  visit:	
  www.unicef.org	
  

	
  

	
  

Sincerely,	
  

Name,	
  Title	
  
email	
  

Letterhead 

One of the most common templates available in 
American A4 and standard A4.

With the increase in newsletters being 
produced, this template is provided to bring 
consistency and the new brand strategy to them.



UNICEF Brand Graphics Manual  Page 38EDITION 1.2 -  2016

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. 

Outside margins 
should be 10 mm

Clear prominent 
space for logo with 
new tag line

A4 Portrait template A4 Landscape template

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

Clear spacing for new brand logotype 
with signature

Update with relevant and compelling 
photograph

Situation in numbers with relevant icons 
help to convey key data quickly

Artwork available in:

MS Power Point

MS Publisher

The back page is a good place 
for representing geographic 
data
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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.

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

Artwork available in:

MS Power Point

MS Publisher
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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. 

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

Artwork available in:

South Sudan example 
available in:

MS Power Point

MS Power Point

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:

1.	 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

5.	 Use contrasting colours to highlight  

	 key points

6.	 Use single images

7.	 Don’t use clip art

8.	 Don’t use effects or transitions

9.	 Keep it simple

10.	Don’t use too much text!
Artwork available in:

MS Power Point

Range of simple slides 
with bold headline

Option to create white on 
blue for variety

Option to add side images 
to support text

A range of useful icons 
already placed in slides

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
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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. 

A NEWSLETTER ABOUT UNICEF AMBASSADORS 
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5 August 2016 

Ambassador 
Newsletter #20 

UNICEF Ambassador 
Ewan McGregor walks 
with Myrna, aged 10, 
inside an abandoned 
mall that her family 
used to live in, Erbil, 
Northern Iraq on  
July 29 2016. 

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 Büyüküstün, 
Priyanka Chopra, Sergio Ramos, Geoffrey Rush and Jimmy 
Barnes, adapted the messages for their audiences. 

Ambassadors challenge climate 
change 

UNICEF Goodwill Am-bassador Angélique Kidjo joined a 
distinguished list of speakers at the Earth to Paris – le Hub 
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 report 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. 
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Ambassadors in the field 
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David Beckham’s journey of  
7 continents in 7 days 

In November, UNICEF Goodwill Ambassador David Beckham 
undertook a journey of seven continents in seven days, 
playing soccer matches with children and local communities, 
and visiting UNICEF-supported programmes along the way. 
His travels began in Papua New Guinea, continued to Nepal, 
Djibouti, Argentina, Antarctica, and Miami, and ended in 
England’s Old Trafford stadium with a ‘Match for Children’ 
played by some of the game’s best players. The sold-out 
matches raised awareness and funds for UNICEF’s work for 
vulnerable children around the world. 

Ishmael Beah advocates for  
children in South Sudan 

In November, Ishmael Beah, UNICEF Advocate for Children 
Affected by War, travelled to South Sudan for a week to 
raise awareness and support for children affected by a 
brutal two- year-long civil conflict. He met with different 
parties to the conflict to advocate for the release of child 
soldiers and their reintegration into their communities and 
families. Last year, UNICEF and partners helped in the 
release of 1,755 children but thousands more are still being 
used by armed groups. 

Renate Gerschtanowitz visits  
Syrian refugees in Jordan 

UNICEF Netherlands Ambassador Renate Gerschtanowitz 
visited Jordan in October to meet Syrian refugees living in 
camps. Gerschtanowitz also visited a school at the border 
with Syria and interacted with the students. A large wall 
surrounding the camp protects families from a dangerous 
landmine-infested area. With limited facilities and the cold 
winter season, more support is needed to provide 
humanitarian assistance and warm clothing. 

Arthur Zmijejski on mission  
in Mali 

In September, UNICEF Poland Ambassador Artur Dmijewski 
visited Mali to view UNICEF programmes in the country. 
Dmijewski visited neonatal health centres and met with 
health care workers and pregnant and nursing mothers. 
Powerful photos, human interest stories and social media 
messages from the visit helped support the November 
launch of UNICEF Poland’s annual fundraising campaign. 
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Campaigns & Events 
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Heroes for Children run for  
UNICEF Philippines 

Newly appointed UNICEF Philippines Advocate for Children, 
Anne Curtis, organized the first Heroes for Children run, 
with over 3,200 participants, in October. The event raised 
PHP3 million (US$64,000) for UNICEF’s ‘1,000 Days’ 
campaign, which aimed to secure needed health and 
nutrition support in the critical first 1,000 days of a child’s 
life. “In our country, more than 3 million children are 
stunted. Studies show that many children in the Philippines 
do not live past their fifth birthday because of 
undernutrition,” said Curtis, noting that the run brings 
people together to save children’s lives. 

UNICEF Ambassadors support 
Syria appeal 

In January, UNICEF launched a global appeal calling for 
urgent action to end the conflict in Syria and the suffering of 
millions of children affected by years of fighting. UNICEF 
Goodwill Ambassadors shared the appeal on social media, 
reaching some 350 million fans and followers, and urging 
them to do the same. 

Among those who posted the appeal or video were Ishmael 
Beah, Jackie Chan, Danny Glover, Mia Farrow, Angelique 
Kidjo, Leo Messi, Yuna Kim, Sir Roger Moore, Shakira and 
Susan Sarandon. Other supporters who posted were UNICEF 
USA Ambassadors P!nk and Alyssa Milano, along with Jessie 
Ware and Michael Sheen from the UK, and Anne Curtis 
Smith and Gary Valenciana from the Philippines. UN 
Messengers of Peace Lang Lang and Charlize Theron also 
posted. 
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Creative t-shirts to raise funds for 
UNICEF 

In November, UNICEF 
Argentina Ambassador 
Natalia Oreiro designed 
a special T-shirt to raise 
funds to support 
UNICEF’s work on child 
rights. Proceeds from 
the sale of the white T-
shirts, with the lyrics of 
Oreiro’s song ‘Alas de 
Libertad’ in a heart- 
shaped design, are being 
donated to UNICEF to 
benefit Argentina’s 12 
million boys and girls. 

UNICEF Korea end-of-year  
fundraising campaign 
In a powerful end of year initiative, UNICEF Korea 
launched a digital fundraising campaign titled 'With Me'. 
UNICEF Korea Ambassador Bo Young Lee and her husband 
Ji Sung, who is also a UNICEF celebrity supporter, lent their 
support around activities to help some of the most 
marginalized children in the world. The celebrity couple, 
who had a baby girl in June, appealed to the public to not 
only support the campaign, but also share their personal 
stories as new parents. 
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Orlando Bloom recieves the  
Audrey Hepburn Award 

In December, at the UNICEF Snowflake Ball held in New York 
City, UNICEF Goodwill Ambassador Orlando Bloom was 
honoured with the Audrey Hepburn Humanitarian Award for 
his outstanding work in highlighting children’s issues around 
the world. The award was presented by Goodwill 
Ambassador Liam Neeson. Newest USA Ambassador P!nk 
gave a powerful performance at the event, which raised 
over US$3.4 million for UNICEF’s work. 

Lady Kristina Moore honoured at 
Woman of the Year Gala 

In November, at the ‘Woman of the Year’ grand gala, held at 
the city hall in Vienna, Lady Kristina Moore, UNICEF 
supporter and wife of Goodwill Ambassador Sir Roger 
Moore, was honoured with the ‘Strong Woman Award’ for 
her outstanding dedication to UNICEF. Lady Kristina has 
been a tireless advocate for the world’s children, 
undertaking several field visits and numerous fundraising 
activities. The awards event was no exception. All proceeds 
from the evening were donated to UNICEF. 

Germany’s charity cookout for  
Syrian Refugee children 

UNICEF Germany supporter and popular German singer 
Mandy Grace Capristo in November kicked off the ‘Cook for 
Friends’ campaign aimed at raising funds for the children of 
Syria. The campaign calls for people to invite friends to cook 
a Syrian meal together and collect donations for refugee 
children from Syria. 

‘Midsummernightrun’ donates  
vaccines to UNICEF 

On your mark, get set, go! UNICEF 
Belgium Ambassador Tom Waes 
joined other eager runners in the 
Ghent City ‘Midsummernightrun’ 
race that took place in June. Ap- 
proximately 6,000 people, 
participated in the annual sports 
event. Showing his passion and 
commitment to UNICEF’s work, 
and as an opportunity to raise 
funds for UNICEF, Waes started the 
race last after firing the gun for kick 
off. For every runner that he 
passed, the event organizers made 
a donation of 10 measles vaccines 
to UNICEF. Speed and endurance 
went a long way. In all, over 20,000 
vaccines and an additional €10,000 
(US$10,800) were donated. 

Campaigns & Events 
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US Fund for UNICEF appoints P!
nk as Ambassador 

In November, GRAMMY® Award-winning recording artist  
P!nk became the newest Ambassador for UNICEF USA. In 
her first official role, she serves as the National 
Spokesperson for UNICEF Kid Power, an innovative child 
health initiative that encourages elementary-school-age 
children in the USA to get physically active in order to help 
save the lives of children in need. Students monitor their 
physical activities by wearing Kid Power fitness bands that 
display the number of steps taken and points earned. 
Programme supporters then convert students’ points into 
monetary donations toward the purchase of therapeutic 
food. 

UNICEF Korea National  
Ambassador Siwon Choi 

In January, UNICEF launched a global appeal calling for 
urgent action to end the conflict in Syria and the suffering of 
millions of children affected by years of fighting. UNICEF 
Goodwill Ambassadors shared the appeal on social media, 
reaching some 350 million fans and followers, and urging 
them to do the same. 

Among those who posted the appeal or video were Ishmael 
Beah, Jackie Chan, Danny Glover, Mia Farrow, Angelique 
Kidjo, Leo Messi, Yuna Kim, Sir Roger Moore, Shakira and 
Susan Sarandon. Other supporters who posted were UNICEF 
USA Ambassadors P!nk and Alyssa Milano, along with Jessie 
Ware and Michael Sheen from the UK, and Anne Curtis 
Smith and Gary Valenciana from the Philippines. UN 
Messengers of Peace Lang Lang and Charlize Theron also 
posted. 

Template available in:

Example available in:

MS Publisher

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.

  

  
Active  in  more  than  190  countries  and  territories  through  country  programmes  and  National  Committees.    
We  are  UNICEF,  the  United  Nations  Children’s  Fund.  

 

  

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,	
  foundations	
  and	
  governments.	
  For	
  more	
  information	
  about	
  UNICEF	
  and	
  
its	
  work	
  visit:	
  www.unicef.org	
  

	
  

	
  

Sincerely,	
  

Name,	
  Title	
  
email	
  

  

  
Active  in  more  than  190  countries  and  territories  through  country  programmes  and  National  Committees.    
We  are  UNICEF,  the  United  Nations  Children’s  Fund.  

 

  

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,	
  foundations	
  and	
  governments.	
  For	
  more	
  information	
  
about	
  UNICEF	
  and	
  its	
  work	
  visit:	
  www.unicef.org	
  

	
  

	
  

Sincerely,	
  

Name,	
  Title	
  
email	
  

US Letter format (216mm x 279mm):

A4 Portrait format (210mm x 297mm):

MS Word

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.
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1.	 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.

2.	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

3.	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.

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

5.	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.

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:
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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 
Illustrator when producing infographics, 
but a PowerPoint layout has been made 
available for users without access to those 
softwares.

Artwork available in:

MS Power Point

Acrobat PDF

Adobe InDesign
CC6
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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.

Twitter dimensions (pixels) 

1500 x 500

440 x 220

400 x 400
DISPLAYS AT

200 x 200

1280 x 1024

Header Photo:
1500 x 1500

Profile Photo:
400 x 400

In-Stream Photo:
440 x 220Image Guidelines

–– Recommended 1500x500

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

Image Guidelines
–– Recommended 400x400

–– Maximum file size of  
10 KB. in JPG, GIF, or 
PNG

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

Facebook dimensions (pixels) 

851 x 315

1200 x 630

1200 x 627

1200 x 717

Cover Photo:
851 x 315

Shared Images:
1200 x 630

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.

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.

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)

180 x 180

Profile Photo:
180 x 180

Shared Link:
1200 x 627

Highlighted Image:
1200 x 717



UNICEF Brand Graphics Manual  Page 50EDITION 1.2 -  2016

Social media 
dimensions

Instagram dimensions (pixels) 

Photo Thumbnails:
161 x 161

Photo Size:
640 x 640Image Guidelines

–– Appear on your  
homepage at 110 x 110 
pixels

–– Square photo

Image Guidelines
–– The thumbnails will 

appear on the page at 
161 x 161 pixels.

Image Guidelines
–– The size of Instagram 

images has been 
increased to 640 x 640 
pixels

–– Instagram still scales 
these photos down to 
612 x 612 pixels

–– Appear in feed at 510 x 
510 pixels

Profile Photo:
110 x 110

110 x 
110

640 x 640

161 x 
161
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Social media 
dimensions

You Tube dimensions (pixels) 

2560 x 1440

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

–– TV display: 
2560 x 1440

–– Desktop: 
2560 x 423 
(1546 x 423 - pixels are 
always visible).



Thank you for using this document.

“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.”

BEHIND THE SCENES/  

BY KARRI SAARINEN / 05.24

#DESIGN #DLS 

#EXPERIENCE-DESIGN

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.
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