
21

OUR BRAND STRATEGY
This is the foundation for all communication.

BRAND BEHAVIORS
We Think Openly     
We bring creativity to everything we do, because  
we know that no two communities or challenges  
are the same.

We Work Collaboratively    
We work together with communities around the world  
to build strength and stability from within.

We Act Courageously     
We take on the world’s toughest challenges with  
bold, new approaches—always with the intention  
of achieving lasting change. 

BRAND VOICE      
Bright     
Our voice is clear, intelligent and impact driven, illuminating 
pathways to opportunity—even in the face of adversity.

Is: Thoughtful, insightful, intentional.

Not: Arrogant, over-intellectual, rigid.

Connected    
While our cultures and challenges may be different, our voice 
celebrates that we’re all connected as one community.

Is: Collaborative, approachable, inclusive.

Not: Cumbersome, unprofessional, intrusive.

Bold    
Our voice reflects our courage, confidence and commitment 
to taking on tough challenges around the world.  

Is: Inspiring, confident, undaunted.

Not: Overzealous, condescending, undisciplined.
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Icon

Wordmark

When we say “logo,” we mean both the icon and our name, 
also called a wordmark. Put together, you’ve got our logo.
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OUR LOGO
Our Mercy Corps red is now brighter. Our name is uppercase and 
stacked below the icon to show our strong foundation. A chevron—built 
into the custom Y of our name—reinforces forward movement. All these 
elements come together to signal to the world our confident approach 
and lasting impact.

The new logo was designed to live side by side with the old during a 
two- to three-year transition, ending in 2019. Use what materials you 
have, and transition to the new logo as soon as you can.

Hopeful. Human. Our icon represents a triumphant figure emerging from challenge into transformation. It is a symbol of our deep belief that people are 
the best agents of their own change. Using that strong foundation, we’ve updated our logo to be more urgent and courageous—making it an even better 
representation of how we see the world.

Follow these guidelines for how, when and where to use our logo:

Our logo is how we’re known. Using it consistently 
helps the world recognize the good work we do and 
helps us legally protect our mark.
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Vertical Horizontal

ABOUT US
Mercy Corps is a leading global organization powered 
by the belief that a better world is possible. In disaster, 
in hardship, in more than 40 countries around the world, 
we partner to put bold solutions into action—helping people 
triumph over adversity and build stronger communities from 
within. Now, and for the future.
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THE BASICS 

 A Our logo should be on every communication—excepting security  
or legal reasons.

 A There are two format options for our logo: vertical and horizontal.  
Use whichever option works best for your application.

 A Use the logo as provided. Don’t re-create or alter it, other than resizing.

 A Use the logo in English. No translations, please.

 A The logo is only for use by Mercy Corps or partners with explicit permission.
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FACEBOOK
Become a member of our Facebook community to get updates from 
our fi eld teams and learn about the families you are helping:
facebook.com/mercycorps      facebook.com/mercycorpsuk

mercycorps.org
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Children in Colombia’s rural boarding schools are often left to fend for themselves after classes end for the day, 
despite the dangers posed by isolation and political violence nearby. Mercy Corps works with the Colombian 
government to train and bring caretakers like Carmen to the schools. She provides enriching activities, attention 
and support for the kids who live at her school, keeping them safe and engaged in learning. 

L A BOR DAY

I N T E R N AT I O N A L
DAY O F PE AC E FA LL EQ U I N OX
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A gray logo on a white background. 

A white logo on a gray background. 

A red logo on a white background. 

Powered by
 the belief
  that a 
 better world 
is possible.

STAMP

HAITI:
FIVE YEARS 
LATER 
Wednesday, March 12

Guests:
Phil Oldham - Regional Program Director, Haiti 
Guivens Cemervil - Teacher, Haiti

RSVP: 
rsvp@mercycorps.org or 503.896.5773
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45 SW Ankeny Street 
Portland, OR 97204
mercycorps.org

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Cras 
ut pellentesque leo. Praesent in interdum mauris. Proin a urna 
pellentesque lectus viverra porttitor. Vestibulum vitae egestas eros. 
Ut vel nulla lacinia, convallis nunc nec, eleifend nulla. Aliquam 
in nisi mi. Nunc bibendum nec lacus id vestibulum. Integer 
nibh diam, aliquet sed ullamcorper quis, iaculis ac mauris. 

Doors 6:30 pm 
Event  7:00 – 8:30 pm

Logo Colors
Our logo comes in three distinct colors: red, white and gray.  
These are the only colors we use for our logo. 

USING A RED LOGO
This is our preferred logo color. Use on white backgrounds or over 
a light area.

USING A WHITE LOGO
Use on red or gray backgrounds or over a dark area.

USING A GRAY LOGO
Use on white backgrounds. This is a very subtle look, so use it 
sparingly. Avoid using over a photograph.

Using a Logo in a Colored Box
Sometimes a logo in a colored box might improve our logo’s 
visibility. In this case:

 A If you need more contrast against a light background or 
photo, use a white logo in a red or gray box.

 A If you need more contrast against a dark background or 
photo, use a red or gray logo in a white box.

 

Sometimes a gray box can help ensure the logo remains visible. 

UNRESTRICTED TEMPORARILY RESTRICTED TOTAL

Support and Revenue
Public Support and Revenue 240,957 77,730 318,687
Private Support and Revenue 78,994 19,341 98,336
Other Revenue 31,759 19 31,778
Released From Restriction 13,492 (13,492) —

Total Support and Revenue 365,203 83,598 448,801

EXPENDITURES 
Program Services

Humanitarian Assistance - Relief 117,965 40,043 158,008
Humanitarian Assistance - Recovery 15,033 — 15,033
Livelihood/Economic Development 88,405 16,177 104,582
Civil Society 44,482 11,594 56,076
Health 39,145 10,828 49,973

Subtotal: Program Services  305,030 78,643  383,673

Support Services
General and Administration 35,795 — 35,795
Resource Development 14,846 268 15,114

Subtotal: Support Services 50,642 268 50,910

Audited U.S. Financial Summary
Mercy Corps Consolidated U.S. Operations: Condensed Summary of Support, Revenue and Expenses (in thousands of U.S. dollars) for the year ending June 30, 2015.

2015 FINANCIAL STATEMENT SUMMARY You can fi nd our complete fi nancial statement at mercycorps.org/fi nancials

UNRESTRICTED TEMPORARILY RESTRICTED TOTAL

Total Expenditures 355,672 78,910 434,583
Nonoperating Loss (4,264) (55) (4,319)

Purchase Intrest in Affi liate 8,045 — 8,045

Change in Net Assets 13,312 4,633 17,945

Condensed Statement of Financial Position
JUNE 30, 2015 U.S. GLOBAL

Total Assets 255,105 278,071

Total Liabilities 163,891 177,128

Net Assets
Unrestricted 58,890 67,564
Temporarily Restricted 24,911 25,966
Noncontrolling Interest 7,413 7,413

Total Net Assets 91,214 100,943

Total Liabilities and Net Assets 255,105 278,071

( )
Total Support and Revenue 365,203 83,598 448,801

Change in Net Assets 13,312 4,633 17,945

Total Assets 255,105 278,071

Total Liabilities and Net Assets 255,105 278,071
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Size and Safety Zone
Our logo should always be present and visible on our communications. These guidelines will help:  

Keep the size of the safety zone M’s proportionate to the logo. 
As the logo gets larger, so does the safety zone.

SAFETY ZONE
Enough space around the logo makes it much easier to see. A handy rule for 
creating breathing room around the logo is to use the width and height of two M’s. 
We call this the safety zone. This is the minimum space a logo should have around it 
without other graphics, images or copy.

DIGITAL 
40 pixels wide

PRINT 
0.4 inch wide 
28 pixels wide 
10 mm wide

PRINT 
0.63 inch wide 
45 pixels wide 
16 mm wide

DIGITAL 
65 pixels wide

Horizontal
(minimum size)

Vertical
(minimum size)

SIZE
Always try to make our logo prominent in size and position. Sometimes a 
small logo is needed for a design; for readability it should not be smaller than 
the sizes below.

Mercy Corps Brand Book
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RESILIENCE HUBS Q3 Progress Report  •  MERCY CORPS      1

RESILIENCE HUBS
FOR INNOVATION
[Q3 Progress Report] 

4 HUBS. 2 CONTINENTS. 
1 GOAL: RESILIENCE. 

Resilience: Our Approach

How does resilience change the way we work? 
• Resilience prioritizes the capacity to learn how to manage risk over time.

• Resilience requires us to think across sectors, systems and scale.

• Resilience takes a strategic, iterative approach—beyond the timeframe of a single project.

• Resilience emphasizes partnerships and working together in new and different ways.

The Hub Vision
Each Hub is building a comprehensive understanding of the key systems within which communities reside, the threats they 
face, and the existing vulnerabilities and capacities for resilience. This contextual, impact-level analysis is a central activity 
for each Hub. It is critical to the development of an evidence base for what constitutes building resilience at household, 
community and system levels over time. Next is a focus on gender inequality and resilience.

Ti suscillut ape magnatur sinveleniet facepudae volorem velendaerum el esti ipsus con nosandisi reheni teceperum 
eatium cus es ipsum am sit aliscienis molorum ex es accatibearum in re que sint.
Alicima corum faccae volesto rerchil luptatem. Que dolent exeribus eum eos mo escia aut re nonsequi volo velene 
velitia auditior maio. 

Ut as eosam illatemporro consequia conesequae esciend itatur aciendenima voloris in rat. Pudam es prepudae. 
Nam, quiam il moditatur milliquam in culloris elitas ut enderru ntibus estium excescides dolenda nemo qui berem 
escipsam, aut repeditiunt utat et molenis qui nonsequi ut dia corehen ihilliquae im quamend aeperibus dolupta cus, 
vereperum quiatia secuptatio maxim qui optas et qui as vendani tioreria inctatur? Da nos as se venia illignisi rerrum 
et peliquo eos excest audi apernam, inumquasit aut offici repuda volo vella cor andi doluptatia quae vellaccullam 
et assimus, sim non et lit, corem eum ipsam quo es eri is nobitas aborpos aeperferita conecum eliquiam et omni 
nonsectem illant velliquamus, saped quiae qui apis dendi nectemq uiducia suntiam idem fuga. Et es del ius 
quatemp orporia debis dolupta venectem quaerfere ditius volessi ncipsament imuscid.

Logo Placement
Where you put the logo matters. Preferred placement of the logo is 
on the lower right or left corner of the page or photograph. If neither 
of those work, place on top right or left corner.

THE LOGO ON PHOTOGRAPHS
Our logo indicates when we are sharing a Mercy Corps story, which 
we often do using photography. To combine a photo and a logo:

 A Make sure the logo is easily readable, has good contrast 
and is away from objects or heavily textured areas.

 A Choose the best logo color for your photo. (See Logo Colors.)

 A Properly size the logo. (See Size and Safety Zone.)

Logo placement with good contrast and readability.

 

 

OUR DISTINCTIVE APPROACH 

THE MERCY CORPS 
STRATEGY

Your support has a 
life-changing 

impact on families 
in need. Please visit 

mercycorps.org to 
learn how you can 
advance our work 

through your 
financial support.

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aliquam pretium 
luctus consequat. Ut sodales mollis nibh, vel aliquam ipsum congue sed. 
Quisque ante risus, vulputate quis hendrerit ac, suscipit nec tortor. Nam sit 
amet erat quis sapien euismod pharetra et quis orci. Phasellus vehicula 
metus mattis lectus interdum, at fermentum metus tempus.
 
Morbi consectetur nulla volutpat nisi commodo convallis. Maecenas vitae 
dictum eros. Suspendisse luctus lacus ut malesuada luctus. Duis in nibh eu 
sem condimentum congue. Cum sociis natoque penatibus et magnis dis 
parturient montes, nascetur ridiculus mus.

Nulla vitae odio blandit, volutpat diam ac, gravida nibh. Nunc vestibulum 
lectus eu volutpat mattis. Pellentesque efficitur ligula in turpis fermentum, 
aliquet molestie massa ultrices. Pellentesque imperdiet, elit ut maximus 
laoreet, ante felis vestibulum urna, ac maximus felis nibh sed est. Ut vel 
quam quis leo condimentum placerat. pulvinar. 

Place the logo at least  
7 mm or ¼ inch  
from the edge of a photo.

Logo placement on lower right.

Logo placement on upper right.
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Place the logo at least  
12 mm or ½ inch 
from the edge of a page. 
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Photography Through the Logo
People, places and culture are central to what we do. To represent that, we sometimes show photography through our logo instead of color. 
This technique requires design software and skills. For more information, contact brand@mercycorps.org.
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Photography through the logo on a business card.

IRAKLI KASRASHVILI
Country Director
Georgia

(995 32) 225.24.71 tel
(995 32) 225.24.71 cell
(995 32) 225.24.71 fax
ikasrashvili@mercycorps.org
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PROTECT THE LOGO
Consistent and appropriate use of our logo increases recognition and impact. It is an important mark that we use with care and pride. 
Let’s all commit to protecting our logo by following these guidelines. 

Distort the proportion  
of the logo.

Translate Mercy Corps  
into another language.

Rotate, rearrange, skew, tilt, 
twist, flip or alter any part of 
the logo.

Use the wordmark and 
icon separately (exceptions 
are made for promotional 
merchandise).

Outline the logo.

Use drop shadows.

RAHAMA
KUNGIYAR

SOJA

DO NOT:PROPER USE OF OUR LOGO:
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Incorporate the logo into a sentence.

Place the logo on a 
background that doesn’t 
provide enough contrast.

Attach the logo  
to an illustration.

Background shapes  
that are not rectangular  
(except in social media).

Use any color that is not  
Mercy Corps red, gray or white.

Use more than  
one color.

Use the logo with the 
chevron in any way other 
than as provided.

Attach the logo to a tagline,  
country name, slogan or  
any other message.

Place our logo onto a background 
color other than Mercy Corps red, 
gray or white.

PORTLAND

TOGETHER WITH AND YOU
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PRIMARY
The heart and soul of the Mercy Corps palette, our primary 
colors anchor all our communications. Used consistently and 
carefully, they help build a strong, connected brand.

Red
Red is our central color, the hero of our brand. Our red has 
been made brighter, more energetic and more urgent.

White
White reflects openness and endless possibility. It also has 
a functional role, helping our photography and brand red 
stand out.

MERCY CORPS RED
PMS: 186 
CMYK: 12, 100, 91, 3   
RGB: 207, 16, 45 
HEX: cf102d

WHITE 
CMYK: 0, 0, 0, 0 
RGB: 255, 255, 255 
HEX: f f f f f f

The Mercy Corps palette is a rich and vibrant visual representation of our mission. Drawn from the very places we work, these strong, empowered colors  
reflect our environment no matter where we are in the world. The palette was designed to be both modern and distinct as well as flexible enough for a wide  
variety of uses. 

Introducing the Mercy Corps colors—and how to use them:

Our new red lives harmoniously with our old during  
the transition. While the old and new reds may continue to show up 
during the transition, avoid using both in the same document.

TIP
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SECONDARY
These bright colors play a supporting, but no less important, role. 
Use them sparingly to let the messaging and images stand out.

Gray
Gray is neutral, clean and sophisticated, 
supporting our key messages without distracting 
from them.

Yellow
Yellow is our food and warmth—the rising sun, 
the crops we all depend on. It’s hopeful, bright 
and optimistic.

Green
Green is the vibrant color of the fields, trees 
and grass that surround us. With it we show 
growth and life.

Blue
Blue is the color of life-giving water and the  
endless sky that unites us all. In it we see big ideas 
and even bigger aspirations. 

PMS: 425   |   CMYK: 38, 28, 21, 63   |   RGB: 77, 82, 90   |   HEX: 4d525a

PMS: 326   |   CMYK: 86, 1, 41, 0   |   RGB: 0, 175, 170   |   HEX: 00afaa

PMS: 376   |   CMYK: 55,3,100,0   |   RGB: 129,188,0   |   HEX: 81bc00

PMS: 109   |   CMYK: 1,16,100,0   |   RGB: 254, 209,3   |   HEX: ffd200
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CORE BRAND FONTS
With simple, clean and bold lines, our core brand fonts have been carefully selected to reflect our personality. They work harmoniously together and are our preferred fonts 
for all communications.

We speak to create powerful change. So we need a powerful visual for our words. We’ve chosen a timeless, easily readable type family that reflects our 
brand personality and our bold, bright, connected voice. Through type, our messages are clear and confident. The key is consistency. Use our typefaces in 
every message, and follow these guidelines to convey the strength of our voice. 

Here’s our type family:

FUTURA BOLD
FUTURA BOLD OBLIQUE
FUTURA HEAVY
FUTURA HEAVY OBLIQUE
FUTURA  DEMI
FUTURA DEMI OBLIQUE
FUTURA MEDIUM
FUTURA MEDIUM OBLIQUE
FUTURA BOOK
FUTURA BOOK OBLIQUE

TIEMPOS BOLD
TIEMPOS BOLD ITALIC
TIEMPOS SEMI BOLD
TIEMPOS SEMI BOLD ITALIC
TIEMPOS MEDIUM
TIEMPOS MEDIUM ITALIC
TIEMPOS REGULAR
TIEMPOS REGULAR ITALIC

Futura (sans-serif)
Futura is a clean, modern sans-serif typeface that  
reflects the appearance of efficiency and 
forwardness. 

Tiempos (serif)
Tiempos is sophisticated and heavily influenced by  
Times New Roman, a well-known serif font developed 
for its readability. 

  
Don’t forget to get a license. We don’t have a global 
license for our core brand fonts. To get your own, go to 
identity.mercycorps.org.
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Use these fonts online. Field-friendly fonts are also meant 
to be used in your email and digital communications.

ARIAL BLACK

ARIAL BOLD
ARIAL BOLD ITALIC
ARIAL REGULAR
ARIAL REGULAR ITALIC

Arial (sans-serif)
Arial stands in for Futura. It is a versatile,  
hardworking sans-serif font.

TIMES NEW ROMAN BOLD
TIMES NEW ROMAN BOLD ITALIC
TIMES NEW ROMAN REGULAR
TIMES NEW ROMAN REGULAR ITALIC

Times New Roman (serif)
Times New Roman replaces Tiempos.  
It can be used in print or online as well. 

 

FIELD–FRIENDLY FONTS
Whenever possible, use our core brand fonts. When that’s not possible, alternative sister fonts have been selected. These are especially helpful for our  
field offices as they come already installed on PCs and Macs. 
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TRANSFORMING 
COMMUNITIES
Promoting economic development
Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis 
nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat. 
Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat 
nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui 
officia deserunt mollit anim id est laborum. Lorem ipsum dolor sit amet, consectetur 
adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore magna.

NEW EXHIBIT:
A HUNGRY WORLD
November 12–March 31

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis 
nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodoconsequat. 
Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat
nulla pariatur. Excepteur sint occaecat cupidatat non proident.

. 

Monday–Friday
11am–5pm 

TYPOGRAPHY

TYPE IN LAYOUT
The core brand fonts—Futura and Tiempos—can be used interchangeably as either headline, subhead, body copy or in any other part of the copy hierarchy. 

The same is true for the field-friendly fonts, Arial and Times New Roman. However, please don’t mix core brand fonts and field-friendly fonts.  
For example, Futura should never be used with Times New Roman. 

Whether you are using the core brand fonts or field-friendly fonts, here are some general layout principles to follow:

Follow the Header

 A HEADLINES are large and bold—often in all caps. 
They are red, white, or gray, depending on their 
placement, and should be five words or less.

 A SUBHEADS and headlines often use the opposite font 
for contrast. So if the headline is in a sans-serif font 
(Futura), you can use serif (Tiempos) for the subheads.  
Or vice versa. Typically, subheads will be gray, but 
they can be red, blue or green if the headline is gray.

 A BODY COPY should be gray. In print, body copy size 
should be 10-12 point. 

Keep it Simple
With type, a little design goes a long way. Using too many 
type sizes or colors confuses the eye. A good starting 
place: Choose just one design element—type weight, color 
or size—to highlight information. Avoid all caps, underlines 
or other special effects in body copy. 

Headline

Subhead

Body Copy
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Stay Aligned
In general, type should be aligned left, with a 
ragged right edge, with one exception: next to 
a chevron. Then you can either align text to the 
left, or wrap the edge around the shape of  
the chevron. 

Using Type Over Photos
In small amounts, type over photos is impactful. 
Just make sure it’s readable. Place white text 
over dark areas of the photo and make sure 
it doesn’t intersect with the head of a subject. 
If your text needs help with readability over a 
photo, use a discreet drop shadow. 

Using Textboxes
Make sure there is enough contrast for 
type to be readable. Use a shade of 
65% for gray textboxes. Keep text a 
minimum of 6.35 mm or ¼ inch  
from the edge.

  
Take a design shortcut. To download report templates with type 
layout designed into them, go to identity.mercycorps.org.

Lorem ipsum dolor sit amet, consectetur adipiscing 
sed do eiusmod tempor incididunt ut labore et dolor
aliqua. Ut enim ad minim veniam, quis nostrud exer
ullamco laboris nisi ut aliquip ex ea commodo conseq
Duis aute irure dolor in reprehenderit in voluptate velit 
cillum dolore eu fugiat nulla pariatur. Excepteur sint oc
cupidatat non proident, sunt in culpa qui officia deserun
anim id est laborum.Lorem ipsum dolor sit amet, consect
sed do eiusmod tempor incididunt ut labore et dolore mag
aliqua. Ut enim ad minim veniam, quis nostrud exercitation 
ullamco laboris nisi ut aliquip ex ea commodo consequat. 
Duis aute irure dolor in reprehenderit in voluptate velit esse 
cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat 

 

 
orem ipsum dolor sit amet, consectetur adipiscing elit, nisi ut
sed do eiusmod tempor incididunt ut labore et dolore magna 
aliqua. Ut enim ad minim veniam, quis nostrud exercitation 
ullamco laboris nisi ut aliquip ex ea commodo consequat. 
Duis aute irure dolor in reprehenderit in voluptate velit es
cillum dolore eu fugiat nulla pariatur. Excepteur sint occa
cupidatat non proident, sunt in culpa qui officia deserun
sed do eiusmod tempor incididunt ut labore et dolorel 
ullamco laboris nisi ut aliquip ex ea commodo conseq
Duis aute irure dolor in reprehenderit in voluptate vel 
cillum dolore eu fugiat nulla pariatur. Excepteur sint 
cupidatat non proident, sunt in culpa qui officia de

Lorem ipsum dolor

 sit amet, consecte

 adipiscing sed do

 eiusmod tempor 

incididunt ut lab

et dolor aliqua. 

 

 

REBUILDING LIVES
AND COMMUNITIES

ABOUT MERCY CORPS

CONTACT
DARIUS RADCLIFFE
Regional Program Director

East and Southern Africa

dradcliffe@field.mercycorps.org

 mercycorps.org

Mercy Corps is a leading global
organization powered by the belief 
that a better world is possible. 
In disaster, in hardship, in more 
than 40 countries around the world, 
we partner to put bold solutions
into action—helping people 
triumph over adversity and build 
stronger communities from within. 
Now, and for the future. 

TYPOGRAPHY
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More than any other element, photography helps people connect to our mission—inviting them to see the world as only we can. Our images reflect both how 
we approach our work and the qualities we find in the people we partner with: bright, open, collaborative and courageous. Glimpses of resilient families, 
strong partnerships and empowered communities give clarity and meaning to our work. 

Use the photography guidelines below to help tell our story.

PHOTOGRAPHY

Tell a Story
Take people on a journey. Show context to reveal  
our global reach, the needs we are addressing and 
our impact. 

Hero the Individual
Shoot from a lower angle to emphasize dignity. Show 
sky, people and/or surroundings.

Stay Real
Capture unguarded moments. Refrain from posing 
shots or editing a photo in a way that alters the truth 
of the situation.

THE BASICS
Photography is one of the most immediate and effective ways to bring our brand to life.  
Each photo should:
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PHOTOGRAPHY

Be Authentic
Show our work with accurate and timely photography. 
Current images and program-specific photos create 
urgency and relevancy.

Put Communities First
Show the strong, empowered communities that are 
central to our work. Be thoughtful about the mix of 
genders, ethnic groups and ages.

Show Breadth
Landscapes, detail and texture shots give a sense of 
place, culture and environment. 
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