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Maintaining a strong and consistent brand is essential
for building recognition and trust with our supporters.
This guide will show you how to use the key elements of

our visual brand to ensure that all our communications g
align with ActionAid’s values, mission and overall vision.

Kady is a fisherwoman on Maya Island,
Senegal, and together with her local women’s
group has worked to find solutions to the
challenges brought by rising sea levels. This
included building a bridge so that their children
can get to school on a neighbouring island.



Our logo



Primary logo versions

The ActionAid UK primary logo is

the same as ActionAid International,

the federation we are a part of.

On dark backgrounds the
logo should be white. On light
backgrounds, it should be red.

On complex backgrounds
(photography or pattern), the
holding rectangle can be used to
ensure legibility.

act:onaid

act:onaid




Other logo versions

Strapline lock-up:

Our strapline is used to convey our
mission to our audience. It should
only be used on assets that otherwise
do not convey our work with women
and girls in either imagery or copy.

In these cases, the strapline should

be applied underneath the rectangle
version of the logo only.

Logo symbol:
Our exclamation mark can be used as

a logo when it’s already clear there is
an ActionAid context.

All logo variations are available here.

act:onaid

Changing the world
with women and girls

Strapline lock-up

Logo symbol


https://actionaidglobal.sharepoint.com/:f:/s/UKBrand/EvZqL91i3rNDvw600TQcr8QBW5dydS4KGhq11fYM-XEvwQ?e=buvI64

Exclusion zone

At a minimum, the empty space around
either the logo or the logo and strapline
lock-up should be equal to ‘X’, which is
the height of the letter ‘d’ in ‘ActionAid’
(as detailed right).

This gives our logo space to breathe
and allows it to stand out on a page.

d

act:onaid

act:onaid

Changing the world
with women and girls




Size and placement

Our logo can be scaled up to an
infinite size. However, to ensure
legibility and impact, we have
established a minimum size for
both print and digital.

The minimum size is determined
by the height of the logo.

The logo can be placed at the top
or bottom left of a page. In some
contexts, the logo can be placed
on the right, but this is not the
preferred position.

24 px
4 mm

225 px
20 mm

‘act:onaid

act:onaid

Changing the world
with women and girls

act:onaid
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act'onaid

Logo misuse . .
Our logo was created for brand @@{EQ @D@ﬂ ECt! ald Changing the world

stability, and our logo and strapline with women and qirls
lock-up has been designed with )
legibility and brand understanding in
mind. Therefore, neither should be
altered in any way. Don’t create outlines Don’t distort Don’t expand bounding box

Changing the world _d
with women and girls a\
.
cS-
act:onaid o
Don’t change transparency Don’t reorder logo and strapline Don’t rotate

Don’t change holding shape Don’t change to any non-primary colour Don’t add effects to the logo
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Colours

Our primary colours are red,
black and white. All ActionAid
communications should feature
these. Shades of each colour can
be used sparingly.

#B3020B

Action Red

#EC0407
Pantone 485 C

C 05 R 236
M100 G 04
Y 100 B 07
K 05

#FFC1C2

Charcoal
#261C1C

Pantone Neutral Black C

C66 R 38
M69 G 28
Y5 B 29
K 81

#7E7D7B

White

#FFFFFF

#EFEFEF
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Colours continued

Our secondary palette can add colour
and vibrancy. This is useful for longer
formats such as reports where the
use of red, black and white becomes
repetitive or where the tone is lighter
and celebratory, e.g. supporter
fundraising challenges.

However, unless part of a sub-brand,
they must never be the predominant
colour in ActionAid piece of
communication.

#2D145D

Powerful Purple
#432480

Pantone 268 C

C 9 R 67
M100 G 36
Y 05 B 128
K 10

#6C45BA

#134647

Trustworthy Teal

#OF7173

Pantone 322 C

C8 R 15
M35 G 113
Y 45 B 115
K 10

#29A1A3

Grounded Gold

#F9AE41
Pantone 804 C

Cco R 249
M40 G 174
Y 80 B 65
KO0

#FFC675
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Colour combinations

The colours in our brand palette are
designed to complement each other.
However, certain combinations work
better than others.

 Use:

X Avoid:

13



Colour and text

When using text on a background
colour, keep it white or black.

See opposite for guidance on which
to use on each colour and shade for
the best legibility.

Text

Text

Text

Text

Text
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Typeface

The ActionAid typeface family
is composed of two typefaces:
Akshar and Helvetica Neue.

Akshar is our primary font and
represents our brand personality.
It features in our strapline and can
be used in four different weights.
In creative assets, it should be
used for headlines, subheadings,
captions, stats and quotes.

Akshar is downloadable here.

Helvetica Neue is our secondary
font, chosen for its legibility at
small sizes. It should be used for
body copy.

For our in-house templates,

Helvetica Neue is replaced by
Arial, which is widely available
across Microsoft applications.

Primary font (available in four weights)

Akshar Bold
Akshar Semibold

Akshar Regular
Akshar Light

Secondary font (available in three weights)

Helvetica Neue Bold
Helvetica Neue Regular

Helvetica Neue Light



https://fonts.google.com/specimen/Akshar

Using typography

There are different ways to use our
typefaces to create hierarchy make
information more digestible.

See opposite for a complete outline of
our typefaces and how to use them.

For more information, read our
accessibility guidelines.

Headlines:
Akshar Bold in any primary colour.

Standfirsts, statement text:
Akshar Light in black or Regular in white.

Headings:
Akshar Semi Bold.

Body copy:

Helvetica Neue Regular (white text) or
Light (black text). 140% Leading.
Minimum 12pt for print.

Pull out quotes:
Akshar Regular for quote.

Akshar Bold for name, at 70% of quote size.

Statistics:

Akshar Bold for numerical value.
Akshar Regular for stat text, at 40%
of number size.

Headline harchit est
aceaquiant sum iunt

Standfirst quide mos cu

Heading omniamet qui

Body copy lestium id que con rem
evel magnitati debis as dolore cones
nis erumaquidis dipid quatem am
autectota sunt facest, senit ipisimint
ut aborio occullat velenitas re est ape
nonseque liguam etur, seque volor
auda sum dolores erspeles necus.

Re que vel il iliae. Officta sam etus aliat
et ipsum as qui omnistis desedicae
nullessites quis nonem fugia sequatem
quatiam fuga. Et endeles il idunt renduci
mollaceaquo experumquodi sandae
num isimus estorio mo doluptio blaccul

Quote voluptaque omnis
num suntusa iunt
excerem. Aboria quibus
coremquo totatiunt.

luptatqui officid emodis nobitat emporunt.

Latia venimaior accum earum sam
laborepel et eaquatempore volorep
edistia poris maion pel molorep rerepe
et qui to que velent aut ut pratibusda
volumquist dolupta venda volorrore laut

harupta sus. Atur qui dolorro esecum et
volupta tescidunt quibusdae doloreiunt

pro moloratem quia perci omniam quatia
vitius maioris et estiore mquaere rumquibus
aceaqui rerit liasimetus et ea dolendebitia
aut ut omniaspid mi, qui debis exernam.

Se consedi osapero guiasimin nulparu
ptature runtiis quam ra solupti onsequis
ullaborum nosam ut et hiliam fugiamendam
nus net qui quis mil magnate vid qui idipsan
ditasse catate volor aut eos
nullori ostrunda consendae
natur, odios mo cus quam
ex etures accabo. Nequo
tetur ad modit moluptia
num hillitasse consequia
quias dolupta dolorum
ipsaece recusan dentiam

volo incideliqui sg non conetur. Ehendia
atemped et landia perferr

oreptur isitatessed molore con eatemos enim

vit is con pa cor ma venem voloriatio.
voluptuscia sum fuga. Ecea
conest, in pre velest etur.
Gitatat. Nam dolupti bea que es ditio
quibus sim expla di nobis et ut min rest,
conet rem vel ipsamet id quibusdae.

50%

statistic lupta nim
vid et provitatet,

solorem anda

Corescil mo debis pra quo vid exereped
etur magnisquis samus que vel magnist
quatem diteceatus conse vitiis dolupis
aditate mporpor recturitas endit.
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https://actionaidglobal.sharepoint.com/:w:/s/UKBrand/EWnB8KvNCxxInmlexifkpAcBUQkmwkXIoYYbb3N3pfR0ug?e=8jFImf

Margins

Grids, columns and margins help create
consistancy across brand assets.

- — — — —/ /7
|

For posters, apply a margin size of 6%
of the shortest edge.

Photography and irregular shapes can
bleed off.

| |
| |
With your support, Razia is ending With your support, Razia is ending |
period poverty by teaching girls |period poverty by teaching girls |
how to make reusable pads. |how to make reusable pads.

Sean the QR cqde or text 0000/t gi\ie_ £3 3 Scan the WR code or text 0000 to give £3

Receive a free starter set of reusable sanitary
pads when you sign up for a regular gift* § ) Nam haruptatiunt volupta voluptum e Ivitin te
o A\ peres modinequi temortiu ina, quem ia.

m clok it ame

Poster



Columns

For portrait and landscape editorial
pages, use two columns and maintain
a margin size of 6% of the shortest
edge, as with posters.

Photography, irregular shapes
and captions can lay over
column boundaries.

women in my
become moti
my success.”

nana is & mother of four Iving
h, Whon hor bxand foll
A family streggled to pay for
his treatment and chikd
[school materials,

But Momana took action. She
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izl nid estabished in her
omemunty. Through 1his Group she
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stanlish a Dusiness to
3l tham,

I atlended a three-dsy
raining sossion at a
local fishery and now wa
[aam a steady ncome
sallirng young fish,” says
Momona, "Aftor cur
lrauining. we oblansd a
e from 1ha ActionAic
poman's fanmens

‘It is encouragi

g to see the
mmunity
ed seeing

roagp for BOT 10,000 [CE4] which
aiakincd s to install a hatchony in
forr horme.”

Momeana and her husband Mosanof
o wioek: togather rurning theair
Buccassiul fish business,

"W started to produce young fish
0 5ol 10 the fish growers, which

was much batter for
rrry husband's hoalth,
[and weorking together
[maant cor income

craasec]
oer monthly incoma
i BOT 26,000 [£211]

“This income has
oponad 5 many
doors for us. Wa
v s for tha
oparation that my
s desparataly
readed, and wa've
irsac Somie land
whers wea have
Cresled @ pond

with fish to sall at

the merkets,

"l cAn now support my chidren with
thair studies and rmy husband has
recatved his surgery = none of which
[weendcd have been possinia if ve
't attended the ActicnAid fish
rearing course.”

Mormana has worked hand to mako
Her neny business lhive, seauing thy
futuaress for har childmn. But sha is
rriaking a difarence wel bevond|

5 had a groat
Ty too,
bacauss the fish growers am gatting
thedr fish supply within our village
which has reduced (e cost and
fime for i

It has changed the course
of pur lives and secured our
family’s future - thank you!"

Momena

MOMeNa’s Mtcns Contine o
rowe, Hir drisaem now is to hane
rmiore ponds, sharing her knowledoe
AN BNCOUTAGING MCIB WOMEN 10
DRcCmi imvohaicd i Eha hish incustng
fiouw Support has enabied her vison
3N hard work 10 foungh, and shi

& novw Iooing ahaad toa moch
Carigtes future:

b H22 17

“I'love changing the
lives of young girls.”

heelp,” she says. |
young girs. | like §
thezy will also stang

=% =

Razia Yazid (pi hasre in white top,

and on cover) is year-old feminist
leader and activis| in Uganda. She attended
leadership training supported by Actionaid
and since then she has been conducting
workshops on making reusable sanitary
pads, wormen's rights and family planning,
“The [ActionAid] trajning has inspired me to

e changing the lives of
i that in the future,
[up for their rights]

and support th

Razia visits home:
parents of girts abjoy

and speaks (o the
Ut the importance of

Eheir children atie)
has also

ing her works! She

and Community g

schools, churches

can give her a few

ings to ask if they
winutes to speak.

The value of your gift to

women and girls everywhere

After hier workshops, g
enough reusabile sanitay
every manth, they also have extra to sell,
a brilliant way for them g earm an income
and gain economic indpfendence.

only do girls have
pads for uge

g =

Dit faccustem ut
um aut dest non
comnis diste ente

Ut int acerend aerchicium que
remped ut reic to consectur
modiam fugitem. Fere ni
blaccab orisimus quia sam aut

olut aut que nonsecto cone
rem seque volesto tati.

Arum laboremod miliquam quis
dolo eature cus inihil eosa dellit
gium faciur, eosam fugitatum
atemodi gendae pedia nis dolori

is aruptae nosa sae sition
planisi consequaes minveria
prepeles cusdae dolut diorum
ut optatur, net autatur, qui ut
hariorup.

agnati occus
equam,

Ut int acerend aerchicium que
remped ut reic to consectur
modiam fugitem. Fere ni blaccab
lorisimus quia sam aut volut aut
que nonsecto cone rem seque
volesto tati.

/Arum laboremod miliquam quis
dolo eature cus inihil eosa dellit
eium faciur, eosam fugitatum
latemodi gendae pedia nis dolori
nis aruptae nosa sae sition
planisi consequaes minveria
prepeles cusdae dolut diorum
ut optatur, net autatur, qui ut
hariorup

Oluptamu sapellum
qui temodiatin
reribearum aut ut qui
pffic tem haribusciet
gtur. Hendae exerchil
et, sequodi tation et
elit, nem velessin.

Ut int acerend
laerchicium que
remped ut reic
lto consectur
imodiam fugitem.
Fere ni blaccab
lorisimus quia
'sam aut volut aut
que nonsecto
cone rem seque
volesto tati.

|Arum laboremod
miliquam quis
dolo eature cus
inihil eosa dellit

leium faciur, eosam fugitatum
atemodi gendae pedia nis dolori
nis aruptae nosa sae sition planisi
consequaes minveria prepeles
cusdae dolut diorum ut optatur,
inet autatur, qui ut hariorup.

Nam venis dus, untotaquia venit
fugiantias est, consequibus
receriam quam quodi impori
tendae nullamus, occae comni
dolut eaquos quia comnis pla
'sum sima quuntem. Umquam as
lestrum a ilit, sequasperum faccus|
que aliquid qui rernaturem quiatio|
consequatque nobis evelend.

Ut int acerend aerchicium que
remped ut reic to consectur
imodiam fugitem. Fere ni blaccab
lorisimus quia sam aut volut aut
lque nonsecto cone rem seque
volesto tati.

|Arum laboremod miliquam quis
dolo eature cus inihil eosa dellit
leium faciur, eosam fugitatum
latemodi gendae pedia nis dolori
nis aruptae nosa sae sition
planisi consequaes minveria
prepeles cusdae dolut diorum
ut optatur, net autatur, qui ut
hariorup

Dit faccustem ut

magnati occ

us eum

Ut int acerend aerat

icium que remped ut

reic to consectur mq
blaccab orisimus duj
que nonsecto cone

{Arum laboremod mil
leature cus inihil eos:

diam fugitem. Fere ni
a sam aut volut aut
'em seque volesto tati.

iquam quis dolo
dellit eium faciur,

leosam fugitatum ate
nis dolori nis aruptas
planisi consequaes
icusdae dolut diorum
lautatur, qui ut harigr|
lquid quae laccum g
verum sam nisquunt
lest hicia cullaut fu
nusciaestrum aut qy

modi gendae pedia
nosa sae sition
minveria prepeles
ut optatur, net
upta debitat enditat
Lo molum volent
lem facepe rerum
a ipsantia porpori
latem ium consectur

A d O
O (€
Debis e et fuga quodita
od eos ad et volor mo te reprae
erup ad magnis quam, tempore
ate erovita aturemo el e
quo modiand e
ene ate volor sitatia
pore, acepellestia voluptat mag
and estiorehe d 0
dolore pelicit aeceatur ad olore
auta voluptatur, corrorgs estrum core Inctem facepernatg verum rat doloriorepe molore nem volorupiet abo
voluptatur, et lab id qui. Os mi, te pore lpori aniam quidellal inctur a em exe abo. Repella
nimus et erfere et dis|e@ voluptasit reperro corerciam pullorum. elenia erupta gitas re enda
ciumque pori blabo. Itdtatur sam dit la quate et od anduntorita dolup
quidemped erum que audae doluptatus
molore voloris vellorr iorporis magnatet.

Portrait spread

Landscape spread

18



Digital templates

Templates for social media graphics
and emails give a professional

and uniform look to our content.

By sticking to these templates we
are reinforcing our brand look and
feel, meaning that users instantly
recognise our social posts or emails
they receive.

We have various templates to be
used for different communication
styles and formats. Each one will
match the tone of the campaign
and communication channel.

Email templates can be accessed
via our DotDigital platform and
social media templates found

in this Figma file.

actonaid

Your headline. Summarise the CTA of the email.
70 characters max.

@EMAIL_SALUTATION@, summarise succinctly the reason for the email and
introduce your CTA in this above-the-fold paragraph. Cut to the chase and explain
why the supporter should take action.

This secticn should be 250 characters in length, maximum.

Donate E@AMOUNT@ now

ns name, what they are doing and where they are. 70 characters max.
Photo: ActionAld

In this section, introduce a person's stary to highlight what's happening and why the
supporter's donation is needed. For example: Emily is a farmer in Ghana who has
been affected by the floods. This section should be 250 characters max.

Porsons name, what they are doing and where they are, 70 characters max.
Phote: ActionAld

bk

This is a direct quote from the person pictured above. It can be short or a little
bit longer: from 100-300 characters in length.

Email template

Merry Christmas

from everyone at act:onaid

We’'ve worked on individual and
group mental health support. We
also worked on family
intervention. These were
important things in light of the
difficult circumstances women
are suffering from and the
burdens they bear in the war.

Buthaina

actqonaid

Social templates

19


https://login.dotdigital.com/login.aspx?ReturnUrl=%2f
https://www.figma.com/design/br9mb9Cvz8TClN2u1DyK1R/SM-Templates?node-id=16-80&p=f&t=wImXu3h6l7TRxU7y-0

Irregular shapes

Our personality is reflected in our
characteristic graphic device:
irregular, organic, hand-crafted
shapes and edges.

This graphic device is used across
illustration and pattern, and also
to help order information and add
creative flair to communications.

To create irregular shapes and edges,

follow these rules:

+ Limit the angle of lines from anchor
points to < 35° where possible.

+ Avoid perfect circles.

The overall impression should be
that someone has imperfectly cut
out the shape from a piece of paper.

«/ Correct application of irregular shapes

1 Actionkid UK Strategy 2025-2028

Our vision

Wi believe in the individual and collective
power of women and girls to create a just
and fair world. A world imagined by social
rmavernents, particularly ferminast and
indigenous movements, centred around
the: care and wellbeing of people and the
planet. A world in which women and girls,
in all their diversity, can achieve their goals,
fulfil their ights and define their future.

Our mission

To achiave social justice, gender equality and
poverty eradication by working alongside
communities, women's rights organisations,
activists, social movemnents, funding partners
and supporters.

Our

Suppol
Relinquist
partnershi
mavenmen
addressin
pravent th

Showir

Being cor
our work |

Challer

Acknowle
cument &
and econ
that are g
interconmy

Sharin
Highlightii
affect the
idea of pe
unreprese

Influen
Using the
mavemen
Making ¢l
and Latin
world's w

x Incorrect application of irregular shapes

2 Actionkid UK Strategy 2005-2028

Qur vision

We beligve in the individual and collective
power of women and girls to create a just
and fair world, A world imagined by social
movermnents, particularly feminist and
indigenous movemenis, centred arcund
the care and wellbeing of people and the
planet. A world in which women and girls,
in all their diversity, can achieve their goals,
fulfil their rights and define their future.

Our mission

To achieve social justice, gender equality and
poverty eradication by working alongside:
communities, women's rights organisations,
activists, social movements, funding partners
and supporters.

Our

Suppol

Relinquist
partnersh
movermer
addressin
that preve

Showil

Being cor
alr work

Challel

Acknowle
current &
and econ
that are g
interconn

Sharin
Highlighti
affect the
idea of p
unreprest

Influen
Using the
movermer
Making ¢l
and Latin
world's w
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Graphics

Graphics help us convey information
visually and are another vehicle

of brand expression. At ActionAid
UK, we often use them to illustrate
statistics and shopping list items.
We have a suite of graphics ready
for use.

If creating new graphics, follow
the guidance for irregular shapes
on page 20. Additionally, stick to
the ActionAid colours and shades
wherever possible, limiting each
graphic to a maximum of two
different colours. Avoid the use of
line art and shadows, and keep
curves to a minimum.

Notebook

Blanket

Giving

Megaphone

Beehive

Water

21


https://actionaidglobal.sharepoint.com/:f:/s/UKBrand/EgFVXVv7FkRCudafiKQUpMkBoYy0HKCG30SGIUoYTnFBIQ?e=62Z4dy

Maps

We use maps to help provide context
for our audience, such as where our
stories are coming from and where
we are working.

The country marker is a black
irregular rectangle placed on the
country. The text should be Akshar
Regular in White.

Colombia

Any regions, towns or project
locations should be highlighted with
a black square. The text should be
Akshar Regular in White and 70% the
size of the country text.

We have a suite of vector maps ready
for use which includes individual
countries and worldwide.

Occupied Palestinian Territory



https://actionaidglobal.sharepoint.com/:f:/r/sites/UKBrand/Shared%20Documents/Maps?csf=1&web=1&e=Dkwptj

Pattern

Our brand patterns are inspired by

the vibrant textiles found in cultures
across the world. They can be used
sparingly to add visual interest to
communications that otherwise lack
appropriate photography, illustration or
other graphics.

See page 30 for an example use.

XA X g
XX 3 *%

\V4 N

90 sC
© G
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lllustration

lllustrations allow us to tell stories
about the lived realities of women

and girls around the world without
compromising on confidentiality. They
can also be used in communications
where we don’t have photography or
when discussing broad topics.

Our illustration style is distinctive

and unique to ActionAid UK. It was
developed to compliment our visual
identity, using flat and imperfect
shapes, with added pattern, texture
and shadow for a paper collage effect.
All illustrations used in ActionAid UK
materials must follow this style.

For more information, view our
illustration guidelines.

We have a suite of illustrations ready
for use, covering core elements of our
work. To commission a new illustration,
please contact the Brand Team.



https://actionaidglobal.sharepoint.com/:b:/r/sites/UKBrand/Shared%20Documents/Guidelines/AAUK%20Illustration%20Guide.pdf?csf=1&web=1&e=bCbpjN
https://actionaidglobal.sharepoint.com/:f:/r/sites/UKBrand/Shared%20Documents/Illustrations?csf=1&web=1&e=12OZwT

Photography

Photography is a key aspect of our
brand. It creates a connection with the
women and girls we work with.

We want our images to be authentic
and represent the lives and experiences
of women and girls worldwide. That is
why we always strive to commission
local women photographers who
understand the context.

i

e

\

On top of that, by only using local
photographers, with no air travel
involved, we substantially reduce our
carbon footprint.

\\

Partnering with women photographers o o g LB S Anti-racist storytelling
also ensures we can uphold our . SR S R T TN AR

anti-racist storytelling principles. . | | : - _‘ O S AN TN - Our photography, videography and stories

' I ‘ S bk must reflect agency and individuality. The
communities and people involved should be
consulted throughout the process.

+  Our photography, videography and stories
should shatter negative stereotypes about a
continent, country or group of people.

+  Our photography, videography and stories
should depict people’s lived realities with
dignity and humanity.

+  Our photography, videography and stories
must emphasise courage and hope and not
foster pity in our audiences.



https://actionaidglobal.sharepoint.com/sites/Anti-RacistStorytelling

Credits & captions

If context for a photo is not given in
the accompanying copy, a caption
should be added to the image.
However, we should not rely on
captions for context; instead, we
should include references to the
photos wherever possible in the
main body copy.

Captions should sit within our
characteristic irregular rectangles
and be positioned in the corner of an
image. The font should be Helvetica
Neue Regular or Bold, and the size
should be a minimum of 10pt. The

length of the caption copy should be
no more than 40 words.

Photo credits should be a minimum
of 6pt in print and placed at the
corner of an image where it is legible
but not distracting. It should be
formatted as follows:

Vinciane M’cishesa is 53 years old.
She is married and the mother of

11 children. In her spare time, she
practices agriculture and agroecology.
She lives in the village of Cirunga in
Kabare territory in the DRC.

-

1\. #\

© Esther N’sapu / ActionAid
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Video endslates

There are several iterations of our
endslates: with and without the
strapline, edits with a simplified logo
and serious versions that use limited
movement and are intended for more

sensitive content, such as emergencies.

Choosing an endslate should be
based on the context of the video and
whether it is targeting cold audiences.

All endslates are available in 9:16,
16:9, and 1:1 aspect ratios.

Changing the world
with women and girls

actionaid.org.uk

With strapline

scwonsid  gctionaiduk 53m

act:onaid

actionaid.org.uk

Send message

No strapline

Changing the world
with women and girls

actionaid.org.uk

Serious
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Video editing

We have a suite of motion graphic
templates for lower thirds, titles and
subtitles. These assets are created at
24fps to mirror traditional hand-drawn
animation and are intended to represent
unfurling or crumpling paper.

When colour grading, our authentic
storytelling approach means we always
try to replicate the natural colours
picked up by the eye and never apply
filters or any effects that significantly
change hue, saturation, brightness

or contrast. Video footage should be
warm, naturally bright and above all,
natural-looking.

Transitions should be subtle and
tasteful so as not to cause a distraction.
Never fade out from a solid-coloured
background into camera footage.
Always be aware of the safe zones
when editing videos and on different
social media platforms. Avoid any

text, such as subtitles, overlapping

with interface elements like the video
progress bar.

Colour grading

Abiba

Programmes Officer,
, ActionAid Ghana

The COMBAT has been running
for over 15 years now

Lower Third and subtitle example

28
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Direct Mail

Partnerships are powerful

At ActionAid, we believe in collective action. That is why we work directly
with local women-led organisations in times of crisis to tackle inequalities
facing women and girls. Here are a few of our most recent partnerships:

Conflict Kitchen, founded by
Jarmita, is a social foundation and
restaurant run by refugee women in
Poland that also provides casework
support, training and legal advice.

Return address

ActionAid UK
Chard Business Park
Jarman Way

TA20 1FB

ActionAid has partnered with a
network of youth hubs across
Nepal to improve communities’

resilience to climatedisasters like
flooding, fires and earthquakes.

Account Postage GB 2
AC02162770049

[ttt e

act:onaid

Tiirkiye

Nepal
Founded by activist Najlaa,

Kareemat is a women-led

organisation in Turkiye that

supports women’s health Bangladesh
and economic empowerment

through vocational training The Camp Coordination and
and education. Camp Management (CCCM)

Mrs A B Sample

123 Sample Street i i :
project, set up in partnership

Sample Town with the United Nations High

Sample City Commissioner for Refugees

SA12MP (UNHCR), supports Rohingya
women and girls in Cox’s Bazar
settlement to earn an income
and provide for themselves and

their families.

Congratulations

You are taking action with women and girls worldwide

Serious Light



Reports

Serious

ActionAid UK Strategy 2025-2028

External context

The world is facing multiple cris
that result in the violation of the rights
of many people worldwide. The
crises are interlinked

an unequal and unjust system that

benefits the few and is based on the
exploitation of many. This system has

its roots in colonial structures and

beliefs that created hierarchies linked

to race and gender, among others.

Attacks on civil society and the reduction
of civic space directly impact ferinist
maovements, women's rights organisations
and women human rights defendars

who face threats from multiple fronts.

The climate crisis is triggering more
widespread floods, droughts, heatwaves,
cyclones, landslides, wildfires and other
hazards, many of which become humanitarian

disasters, displacing milions,
destroying ivelihoods and
@xacarbating habitat lces, spacis
axtinction and agrobiodiers
loss. Yet the wealthisst, po
Countnes, Coporations and banks
are continuing 10 fual the fire,
giving huge subsidies to it
industries and industrial agricuture

The impact of the cimats criss
s exacerbaling nequakties and
affacting more people across
the world, who ana also afected
by natural and political events
and armed confict
events disproportionately affect
women, girs and excluded peope
contribula 10 an increasa in gendes:
violence, a decrease in public senvces
and the rolloack of their nghts during
a crisis. The current economic model
based on exlractiva industnes threalens
nature and the rights of women, gris, Fier
farmilies and communities and = pushing
internal displacemeant and migration

24

pesa interiocked crises also affect the
pmdm and commodiites, resulting
n cost-ot-iing crises and high inflation
whmm. This situation
EMWM By the deterioration of
working conditions, and more people,
paficulatly women, are turning towards
the informal economy as an immedite
soufion. Howewer, this leaves their rights
26 workars opén 10 further violation

Fity-four countriess ére now in debt crisis,
and e too many aré spendling more on
sendcing ther debts than providing essential
senices, Ike aducation. The International
Manetary Fund and World Bank (and the

big three global credit rating agencies) wers
5t up bafore most colonised countries
achieved independence, and they often
fve &8 much influence today in shaping
economic and social policies as former
Coiorial powers, None of the institutions that
maka up the giobal financial architecture

e indamentally change their mindiset

O decksion-making structures over the

Years, They presics over and shape an
SRt model that contes to invest

Light

in fossil fuels ana industrial agriculture
prioritising global private sector interests
over national public sector needs,
Progressive tax reform and People’s rights,

There is also a rise in far-right governments
and mobilisations in different regions

of the world, and many countries have
become more polarised, resulting in attacks
on the rights of the most marginalisecd
people. This polarisation is exploited and
incited by some poiiticians and media
outlets, as seen recantly in the UK. The
prasance of lar-right actors and messages
in the media has helped normalise these
positions and make them mora valid

and palatable for the rest of soclaty.

Nevertheless, social movements around
the world, feminist and women's rights
organisations in particular, have continued
their fight for a just and equitable world.
Social movements have the potential

to create lasting change by influencing
public opinion, mobilising popular support
and shifting laws and policies. We are
committed to partnering with them.

Contents

Our Global Mission and Priorities
External Context
n, Mission and Approa

r Strategic Goals

Our global mission
and priorities

ActionAid UK s part of a global

e federation with a presence
071 countries worldwide. As a
federation, we work together to
achieve soclal change, gender
equalityand to address the structural
causesof poverty and injustice.

(Gioball, we want o see a system that

s farand just for all, that starts from a
foundation of human nights, peace and
sacurity, balanced with the rights of the
natural workd - as there is a profound inter-
dependency betwesn people and the planet.

Our staff, partners and supporters in

1he UK piay a crucial role in supporting

#he lnspralicnal work of women's rights.
agansations and feminist movements and
n sirengthening the programmatic and
nluencing werk of ActionAid Federation
members in Afica, Asia and Latin America.

Vi e funcks in the UK to support the work
A Ackiondid Federation member countries
4008 Wering with over 3,000 partners,
kg 50kl movements, youth NEIWOTKS
@awomen’s rghis organisations, to tackle
Pepaly aod inustice and engage our
Sporers, funding pariners and the public
f19kkal movements for change. We also
6300 the 160t causes of giobal inexpuality
ol njssco by influencing UK Government
Sitiments and policies on a range of

interlinked issyes, INcluding climate justice,
decent and dignified work, fajr I
Peace and security, food
end [o viclence against

public sanices,
soveraignty and an
women and girlg.

Over the ps . g .
bl
for human rights and social jl}smﬁ |d el
: . In the
1990s, adopting a rights-based approach
led ActionAid to critically examine its own
POwer and legitimacy as an organisation
headquartered and governed from the UK.
Through & series of progressive reforms,
ActionAid worked across countries worldwide
to decentralise power from the UK. One
of the ways we did this was by creating a
federated ActionAid International, with a Global
Secretariat headquarterad in South Africa,
governed by a diverse International Board.

We are currently in a transitional slage where
we are building our principles, systems

and processes to become more rooted in
shifting power to the women and grrls we
work with and supporting their movements
towards justice. This includes cantring the
struggles and power of faminist and social
movements; 8NSUrng our programmes are led
by the priorities of women and girls: working
alongside donors and others to eﬂsmre

they are sat up to support womens ngh1f«
organisalions and movements; building public
av;;araness campaigns and namatives based
on solidarity, not charity; investing in InleHi!J.
processes and systems to align with the vision
and progressive ethas of our organisation.
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Gifts in Action

Serious

Farmyard Friends

In Burundi, farming is the main source of income for
over 80% of the population. However, the effects of
climate change have deeply impacted crops, livestock
and land, especially for smallholder farmers who don't
have sufficient means to cope with these changes.

ActionAid's Burundi livestock projec /ides women
and their families with pigs and goats. Tt El
animals produce manure to help grow crops, which
can then be eaten or sold, supporting families to
achieve financial and food security. The animals’
offspring can also be sold to provide another source
of income.

These gifts will go towards our livestock project in
Burundi and the families we work with there.

Goat g

A lack of guality soil and seeds has made
it difficult for families in Burundi to grow
vital crops. A goat can provide high-quality
manure to promote the growth of healthy

crops that can be sold or eaten.

Light

Pair of breeding
goats

Sending a pair of breeding
goats to a woman and her
family can help provide financial
security for years to come. The
goats can produce milk to sell
or drink, and their offspring can
also be sold, providing a steady
stream of income.

With this gift, you send a pig
directly to a woman farmer and
her family. Pigs generate long-
term income for farmers as they
produce offspring that can be
sold, and their manure supports
the growth of healthy crops.

By sending a piglet to a woman
farmer and her family, you are
supporting them for years to
come. As piglets grow, they
produce more manure, which
is excellent for crops that

can be sold at the market or
consumed.

13
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Emergency appeal materials

act:onaid Actionid +44 (0)1460 238 000
Chard Business Park supportercontact@actionaid.org

: Jarman Way actionaid.org.uk
Cljangmg the wo'rld HARD
with women and girls TA20 1FB

& Posts

e actionaiduk &

£90

Could buy a month's supply of food for a
family of five in Gaza, including essentials
like food and oil

1312 M

P Name Surname
“— osts . | Address line one

| Address line two
e actionaiduk & : i POST CO73

| Dear Name,

‘ Isque nis qui beaguodipsam ipsae sequaes ea experum id ut re num, am, corem que ea sumaqui ut volupit
atest, qui voloribus experib usamet el es arciae eumquam nessint isquas quid magnatem vendam recum aut
mi, ut inulpa conesto et min nus.

! Em et harum volupta sitatur recabo. Ficab ipsum faccus.

‘ Officius. Os sit opta qui idelectur, et, vit recearis dolor repe eum ab incid et, sed et re, si quis non con
nobitas peribus denisit eum dem ad explign iaecae ea con nos doluplati uta doluptae. Pidus parciliciam reic
temporepero maionse ndamus ad quis doloreperit, ut laborrum cum, sa sitinihitat molupis itatemp.

Boraeribusda dolorem utecullatati omnimus num estempos dellab id quundus, vel in et facepre rovitisi
reriatempos autatis ium nullate mquidundam litae rem diate rem veleseq uisinci pictota conet ut odipsam lam
| gue et ati ad etum a sit eum es in prectem repudan tibus, inuscitas quis etur sum adiaturitae quatestorem
harum et, iniel moluptas el odis parum.

© Q) W

Nonserum estectate quis est, unt lantur sequis quaspidemn quiae core dolorumque odis quia solor aut
essimet labo. Faceat aut disciun tiorum solumquis evellis est, et licides erspedipsus dit re lantiande pedis

1' experis simus, cumenissedis es ut fugiatur?
49 likes 49 likes
actionaiduk Tristique it elit nibh vehicula mollisis it actionaiduk Tristique it elit nibh vehicula mollisis it QU
integer posuere erat al ante...more integer posuere erat alante..more W I e e
26 November 2023 26 November 2023 . act:onaid Turkey-Syria Earthquake Appeal
e actionaiduk & e actionaiduk @ : ! F Iwill helpwithagiftof [Jeao (Jeso (leroo (e | ICCURCICIEICIOINE
| Y
| E |:| | enclose a cheque/postal order made payable to ActionAid E = E
| |:| Please add to my existing Direct Debit for one month only
[] Please debit my (circle one) Visa / Mastercard / Amex
cadro. [ [ T[] TTTILTTTICTTT]
e w117 || [
L ]
Signature Date S — Or visit actionaid.org.uk

H [] I do not wish to receive acknowledgement of my gift | Please complete overleaf

Serious Light



Supporter magazine

Hl act:onaid

10N

Issue Spring 2025

Inside

A survivor's strength
How Evaline Abur escaped abduction and
became a changemaker in her community

actionaid.org.uk

in @ X f W%

Serious Light

r of your suppor we will be putting even mora pressure
The power of y pport on dedison makers and K E‘;m
During the general election last year, 1o stop it from spiralling further.
thousands of you signed our petition
calling on the new UK government to One of our main focuses wil be the
put women and girls first. Once the Fund our Future campaign. The geal
dlaction was over, hundreds mare also i5 to push UK banks, like Barclays
emailed new MPs to meet with ActionAid 2" HSBC, to clean up their act and
and share our calls for change. demand the UK government tighten

fules that allow these barks to pollute.
Tha impact has been immediate, and
many néw MPs attended our Parliamentary As YOu can see, we need changemakers
o diec) vom women and like you to make our work possible.
girls about the changes they want to see. o
Sign our petition, and together,
Around the UK, our network of community € ©an build a better world
B0 been working not only for women and girls
mﬁﬂmﬂﬂw i Borscor justics. but for everyane in 2025,

for the future

As we have said, women and girls
typically bear the brunt of crises, and the
gimate crisis is no exception. This year,

=]

scan this QR code
or visit actionaid.org.
uk/fundourfuture

] To sign our petition,

woiking with women
That's why we 8@ ¥ ons 10
il ActionAid s read & oy Qmmwslmnﬁig;dl-
Joanng (0] ms'ﬂ'lﬂm m:-.;ﬂu:r SO calon gwnmﬂ
AdvoCacY: I'\ o
helpsushoﬂmw ppommw Why the UK matters
oty -

jecades, ActionAid on-makers govemment says and
FL;;d thor voces 10 BUELCC our voce [aﬂ:;::ﬁhe sights of women a8
to act. s it andVOEE owaging 9% orichwide matters ecause W
BaE ially wher gils i widers of

people | pumanitaran 3= e spaces
remember, ice in gobd decision-meking
This is 50 important 10 mww Bank and the UM,
now than ever.
b 5 1o work closely

evening . f

Tum on the facing the with tha gover!

challenges hons
number C loar to see. Whether its dmwwmp“?;’:;f:_o
L

imate em
jct or the cli it alone. We

= poor trabrunt  Butwe do'® e ;:w-
wmwwmafﬂbgg‘;m ihoymake  makechand®

ises often

dwec&s&ﬁﬂ" ai‘lieﬁw‘w'
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Community fundraising

1312 M

S L s e &  Posts
. e actionaiduk &
- 5 BT (Jessical B

Thank you for raising vital funds!

ActionAid is an international charity working with women and : ; : N

girls to create a more just, equitable and sustainable future.

it of the GIE, a wom P on : s AT lid
e : 49 likes

vho are helping their community to build resilience to
& group haw -te

TR T = : J leing seak g e - : actionaiduk Tristique it elit nibh vehicula mollisis it
4 - o5 ;. integer posuere erat al ante...more

26 November 2023

77 e v e ; o 4 . - ' e actionaiduk &

Serious Light



Website

Serious

_—_— -

Donate Q

About us

Our work Get involved Blog Shop Sponsor a child

o

Donate to ActionAi

£500

£1,000

£100

E55

:_E 55 GBP -

Donate and Support

Or set up a direct debit

-

Every day, millions of women and girls around the world face injustice, violence and
discrimination. Too many are struggling to feed their families amid a cost of living crisis -
and a rapidly changing climate.

@ One-time @ Monthly

[

But there is hope. ActionAid is a community-led organisation that works with women and

£1,000 £500

£55

Light
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Online advertising

Find out more about Doreen's
journey as a refugee

Serious

ActionAid UK oo X
Sponsored - Paid for by ActionAid UK - €&

One in three women will be subjected to... See more

Find out more about
Doreen’s journey
as arefugee

Start your gift today

@ acl:!onaid

actionaid.org.uk
Start your gift Donate now
Non-profit organisation

Display Paid social

Light
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Social

S G i
How are refugee
. women reshaping

_ their lives?

e

act:_nnail:l

b

e

Serious

12:30 7
Instagram C P
'@ actionaiduk

Meet Gloria, a 29-year-old soap-maker
and community leader in Uganda.

Forced to flee the Democratic Republic of Congo
due to conflict, she is now making a profound
impact in her new home.

W

25 Likes

actionaiduk How are refugee women reshaping
their lives? Meet Gloria.

® ©® 6

Carousel

Light

il WPV

At the refugee camps in Uganda Gloria discovered !

an organisation that helps women and girls with
valuable skills and opens doors to leadership and
employment.

i Lo

One of Gloria’s proudest achievements?

Setting up her own soap-making business and
chairing a women's soap-making group!

This cooperative, born from COTA's training
programs, empowers women through business
skills.

Help change the Ives =
of women and girls ==

Sign up to the ActionAid UK
lottery for just £1 a week

Story



Thank you

For any questions or assistance please email UK-A&I-BCC@actionaid.org



mailto:UK-A%26I-BCC%40actionaid.org%20%20?subject=

