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Societies

and Red Crescent

Visual identity guidelines / International Federation of Red Cross

Dear colleagues,

When communicating our humanitarian work
with our National Society members and ex-
ternal audiences, it is important to have a
common approach and convey a consistent
look and feel across the organization.

To this end, the communication department
has developed a new visual identity that was
created in consultation with numerous de-
partments and colleagues around the world
and approved by senior management. To
support the required implementation of this
visual identity, we have designed simple and
effective templates to unify our publications
and messages (both print and digital), and
to make it easier for International Federation
of Red Cross and Red Crescent Societies
(IFRC) staff to produce professional-looking
communication tools.

These guidelines provide direction on how
to utilize these templates which clearly
reflect who we are and what we do.
Whether you want to send an official letter,
develop a case study or produce a high-
impact presentation, there is a template to
suit your needs.

~OREWORD FROM HEAD OF COMMUNICATION

| ask all staff — at the secretariat, in the
zones, regions and in the country offices —
to utilize these communications tools in your
daily work. By doing so, you will help to en-
sure that we communicate globally with one
consistent voice — one that reflects Strategy
2020 and our collective intent to continue
saving lives and changing minds.

If you have any questions or template needs,
please do not hesitate to contact your zone
communications manager or Sébastien
Calmus, Senior Officer, IFRC Design and
Production at +41 (0)22 730 4294, or,
sebastien.calmus@ifrc.org

With regards,

Pierre Kremer
Head of Communication



<EY CONCERTS FOR VISUAL IDENTITY

The strategic importance of effective visual
communication to articulate who we are and
what we do is widely acknowledged.

We want every form of visual communication
to consistently reflect the IFRC’s identity. Our
goal is to reach the same level of quality and
impact achieved in formal publications across
the organization’s visual communication. We
want content authors to work with tools they
already know so they can focus their time and
energy on content. We also want them to be
able to self-publish documents consistent with
our visual identity, without adding extra layers
of work.

In a digital world, we also want to ensure that
content and its visual presentation can be
easily repurposed for the web and for mobile
platforms, using existing resources to move
beyond a print-centric workflow.

Achieving these goals requires four ingre-
dients: tools, time, skills and resources.
We need the right tools, preferably ones
we already know. We need time to develop
and apply skills to use those tools. And, of
course, we need to ensure that resources
are available to add value to our visual com-
munication.

Our visual identity implementation framework
aims to provide the means to achieve these
goals, first by leveraging existing workflows
that have proven their effectiveness, and then
by developing a new digital workflow to em-
power authors to self-publish visually con-
sistent content-rich documents.

We will continue to offer basic Microsoft Word
templates, incorporating elements of our re-
vised visual identity, available on FedNet and
via Word’s My templates menu.

Additionally, content authors will have access to
Typéfi, a new tool which can be accessed from
Microsoft Word to offer much more flexibility
and control over visual presentation.

Whatever the workflow, the design and pro-
duction team will continue to offer and sup-
port all aspects of production, working with
authors from the early planning stages through
to printing and distribution, in close collabora-
tion with the rest of the communication team.
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logotype

The cornerstone of every organization’s visual identity 1s its
logotype. The word logotype 1s defined as the emblem and

the approved text, used together. In this manual you will find
guidelines on how to graphically display the logotype in order
to strengthen the image of the International Federation of Red
Cross and Red Crescent Socleties.
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Visual identity guidelines / International Federation of Red Cross and Red Crescent Societies

RED CROSS ReD CRESCENT EMBLEMS

01. Background

The red cross and red crescent emblems are our
greatest brand strengths, immediately recognized,
and representative of both the IFRC and the National
Societies.

02. Emblems

The red cross and red crescent emblems are sym-
bols of protection in times of armed conflict. Their
use is enshrined in international humanitarian law.
Article 44 of the First Geneva Convention of 12 August
1949 makes the distinction between the protective
use and the indicative use of the emblems and out-
lines the general rules governing the two uses. The red
crystal is an addition to these two symbols.

The regulations regarding the graphic depiction of ei-
ther a red cross, a red crescent or a red crystal on a
white background must be strictly adhered to by all
components of the Movement. For a more detailed ex-
planation, consult the Regulations on the use of the emblem
of the Red Cross or the Red Crescent by the National Societies
(Council of Delegates, Budapest, 1991) and the Additional
Protocol to the Geneva Conventions of August 1949 relating to
the Adoption of an Additional Distinctive Emblem — Protocol
III - (Diplomatic Conference of States Parties to the
Geneva Conventions, Geneva, 8 December, 2005).

Indicative use - used to show that people or objects
displaying the emblems are linked to the International
Red Cross and Red Crescent Movement.

The use of the emblem for
protective purposes is a
visible manifestation of

the protection accorded by
the Geneva Conventions to
medical personnel, units and
transport.
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The use of the emblem for indicative purposes
In wartime or in times of peace shows that

a person or item of property has a link with
the International Red Cross and Red Crescent
Movement.

Note: See Annex to Rule 1 paragraph 1.3, corporate identity, page 629 of the Statutes
and Regulations — Rules of procedure of the IFRC for more information.



https://fednet.ifrc.org/graphics/Fednet_files/Governance_01/Constitution_and_Rules_of_Procedure_01-010-001/Constitional_Review_WG_2006/RoP_FFinal_EN.pdf
https://fednet.ifrc.org/graphics/Fednet_files/Governance_01/Constitution_and_Rules_of_Procedure_01-010-001/Constitional_Review_WG_2006/RoP_FFinal_EN.pdf

NTRODUCING THE IFRC LOGOTYPE

03. Basic rules

When using the red cross and red crescent emblems,
we have a responsibility to ensure that their principal
significance as internationally recognized symbols of
protection during armed conflict is upheld.

Here are some basic rules to follow when using the
emblems (Red Cross or Red Crescent).

1 The cross and the crescent must always be in plain
solid red.Their shapes must not be altered. The cross
and the crescent must be two dimensional, not three
dimensional.

2 The cross and the crescent must always appear on a
white background. No variations, not even beige or
grey shading, are allowed.

3 No lettering, design or object should be superim-
posed on the white background or on the cross or
crescent itself. The cross and the crescent may not
be used in series as a border, repetitive decoration,
typographic embellishment or shown as a drawing in
perspective.

4 Do not use the emblem alone. Please use the emblem
with the full name placed on the righthand side.

5 Type must align left vertically with the right-hand
edge of the emblem.

6 The typeface selected for the wording is an integral
part of the logotype and cannot be altered.

04. Elements

The International Federation logotype has three ele-
ments:

1. The red cross and the red crescent - the emblems
of the Movement.*

2. The red rectangle around both emblems - Note
that you cannot use this shape on its own. Always use
the emblems with the wording to represent the IFRC

logotype.

3. The wording International Federation of Red Cross
and Red Crescent Societies.

/@ Red rectangle around emblems

The relationship between these three elements is fixed
and must not be altered.

To ensure that you correctly use our logotype in visual
communication, we encourage to contact the design
and production team.

*  The use of the two emblems, with no rectangle and with no wording,
depict the Movement. The International Federation, the National
Societies and the International Committee of the Red Cross, together,
make up the Movement. The use of this emblem is restricted to those
occasions when the whole Movement is represented. The Movement
style guide is available on request.

International Federation
pf Red Cross and Red Crescent Societies‘

Emblems of The International
Red Cross and Red Crescent
Movement

o

The wording International
Federation of Red Cross and Red
Crescent Societies
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Visual identity guidelines / International Federation of Red Cross and Red Crescent Societies

NTRODUCING THE IFRC LOGOTYPE

05. Size

The minimum width for the IFRC logotype is 60 mil-
limetres for the single language version.

The minimum width for the four-language IFRC logo-
type is 100 millimetres.

+C

+( International Federation
of Red Cross and Red Crescent Societies|

60 mm

International Federation of Red Cross and Red Crescent Societies

Fédération internationale des Sociétés de la Croix-Rouge et du Croissant-Rouge
Federacion Internacional de Sociedades de la Cruz Roja y de la Media Luna Roj

saa¥) Plgdl g el culial) claaad e Sy

»

100 mm

06. Exclusion zone

An exclusion zone allows our logo to stand out and to
protect it from being undermined by other elements.

A clear space should always be provided around the
logo as shown below. The minimum distance that
must be respected on all four sides of the logotype is
equal to the height of the vertical axis of the emblem.
This space is defined by the red cross taken from the
logo at usage size. This means that the space sur-
rounding the logo will proportionately have the same
amount of space around it regardless of usage size.




NTRODUCING THE IFRC LOGOTYPE

07. IFRC logo colour

Pantone®© 485 - a bright, vibrant red, universally rec-
ognized as our corporate red — has been chosen for our
logo to inspire enthusiasm, activity and support for
our values.

See below for corresponding formulas in four-colour
process, RGB process and web colours.

Please also refer to section 3.2 (pages 26/27) for more
information on primary and secondary colour pal-
ettes.

PANTONE 455
CMYK 0:95:100:0
RVB 220:40:30
WEB #5224

08. IFRC logo typeface

The wording International Federation of Red Cross
and Red Crescent Societies is set in Helvetica Neue 55/
Regular.

The typeface/font selected for the wording is an inte-
gral part of the logotype and cannot be altered. The
wording is set on two lines. Lower case and upper case
must also be respected, as shown on the next page.

ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijkim

nopqgrstuvwxyz
1234567890

®

We must always aim to produce the logo in its primary
palette: red and black. It should never appear on any
colours other than white or red. Care must be taken
to avoid dark, busy or non-contrasting photographic
backdrops to the logo, to ensure maximum impact and
legibility.

09. Logo usage - colour

When it is not possible to use the logo in its pri-
mary palette, it is reversed out on a warm grey
(Pantone®© 410) or used in black. The logo never ap-
pears in a single colour other than black or white.
Below are examples of logos on these acceptable col-
oured backgrounds.

International Federation
of Red Cross and Red Crescent Societies

International Federation
of Red Cross and Red Crescent Societies
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and Red Crescent Societies

Visual identity guidelines / International Federation of Red Cross

NTRODUCING THE IFRC LOGOTYPE

10. Working language versions

The four working languages of the International
Federation of Red Cross and Red Crescent Societies are
Arabic, English, French and Spanish.

The emblem is always placed to the left of the wording
for the English, French and Spanish logotype. Type
must align left vertically with the right-hand edge of
the emblem.

The emblem is placed to the right of the wording for
the Arabic logotype. Type should align right vertically
with the left-hand edge of the emblem.

(sl alady)
aa¥) Plell g saal) culial) clsaal +C

International Federation
of Red Cross and Red Crescent Societies

Fédération internationale des Sociétés
de la Croix-Rouge et du Croissant-Rouge

Federacion Internacional de Sociedades
de la Cruz Roja y de la Media Luna Roja



NTRODUCING THE IFRC LOGOTYPE (A1

11. Four-language version 13
Type should align left vertically with the right-hand International Federation of Red Cross and Red Crescent Societies
edge of the emblem, one line per language. Fédération internationale des Sociétés de la Croix-Rouge et du Croissant-Rouge
Federacioén Internacional de Sociedades de la Cruz Roja y de la Media Luna Roja
»aY) Pl g sl culal) clmaad  Jgal) sl

12. Other language versions

Type should be composed on two lines in Helvetica
regular or Helvetica 55 and align left vertically with
the right-hand edge of the emblem. The text length
must be restricted to the same space as featured in Federazione Internazionale delle Societa MexayHaponHaa denepauna obuwects KpacHoro
the Arabic, English, French and Spanish versions. The della Croce Rossa e della Mezzaluna Rossa Kpecta n KpacHoro Monymecaua

translation of the International Federation’s name
must be approved by the IFRC’s legal department.

MEXXOYHAPOOHA ®EOEPALIMA + ( Internationale Féderation der
HA YEPBEHWMA KPBCT M YEPBEHWA MOJIYMECEL| Rotkreuz- und Rothalbmondgesellschaften

PEFRT 2 FRETAALE Ol G Vamans o do Grescants varmeho

d+Fe5aiAe + ( Det internationale Forbund aof
ERRES Rade Kors- og Rede Halvmane-selskaber
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Visual identity guidelines / International Federation of Red Cross and Red Crescent Societies

NTRODUCING THE IFRC LOGOTYPE

14. Improper use

These are examples of improper use of the IFRC log-
otype, but this list is far from exhaustive. To ensure
that you are using the IFRC logotype correctly, we en-
courage you to invite the design and production team
to review your materials.

E International F tion
ross and Red Crescent Societies

- Colours

Do not change the colours of the logo from what is out-
lined on page 11 of these guidelines.

+C

Internationa
ross and Red Crescent Societies

- Position of the name

The position of the name should never be altered from
what is outlined on pages 9 and 11 of these guidelines.

I ntemﬂME

—0f Red"Cro5s and Red Crescent Societies

- Logo typeface
Do not change the typeface (font) used..

- Over-printing

International Fe
and Red Crescent Societies

To ensure clarity, do not use the logo on a picture
background.

+ ( of Red Cross and Red Crescent Societies

- Background

Do not position the logo on a background that doesn’t
contrast well. Always use the logo on a recommended
background (see page 11).

- Acronym

Do not use the acronym “IFRC” to replace the full
name.

- Combination and partnership

Do not mix other Movement logos or partners logos
with IFRC emblems. Please refer to page 14 about co-
branding for more information.

- Drop shadows

Do not use with drop shadows.



mailto:sebastien.calmus%40ifrc.org?subject=IFRC%20logotype%20request%20for%20use

SAVING LIVES, CHANGING MINDS." TAGLINE

Combined IFRC logotype with tagline

To successfully reinforce the IFRC corporate identity, it
is important to include the Strategy 2020 “Saving lives,
changing minds.” tagline.

Under no circumstance should any component of the
tagline be altered, redrawn or modified in any way.

Reproduction of the “Saving lives, changing minds.”
tagline must fulfill the following requirements.

01. Fonts and colours

The font for the tagline is Helvetica Rounded bold or
Arial Rounded bold as an alternative. The size is 11 pt
and space between lines (leading) is 12 pt.

ABCDEFGHIJKLM
NOPQRSTUVWXYZ
abcdefghijkim
nopgrstuvwxyz
1234567890

The colours are the following.

PANTONE 4585
CMYK 0:95:100:0
RVB ~20:40:30
WEB #£E3224

PANTONE 4850
CMYK 35:80:80:45
RVB 105:50:40
WEB #/A1600

02. Tagline description

Helvetica Rounded bold
Size: 11 pt

Leading: 12 pt

P483

e

www.ifrc.org
Saving lives, changing minds.

7

Helvetica Rounded bold
Size: 11 pt

Leading: 12 pt

P485

15
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Visual identity guidelines / International Federation of Red Cross and Red Crescent Societies

SAVING LIVES, CHANGING MINDS." TAGLINE

03. Tagline and IFRC logotype

The tagline must appear to the left of the IFRC logo-
type and aligned to the left side of the page on all IFRC
documents.

A clear space should always be provided around the
logo and tagline. In order to make them visible on our

www.ifrc.org
Saving lives, changing minds.

www.ifrc.org

Saving lives, changing minds.

publications and other printed material, we recom-
mend respecting the minimum distance on all four
sides of the combined elements. This space is defined
by the red cross taken from the logo at usage size. This
means that the space surrounding the logo will pro-
portionately have the same amount of space around it
regardless of usage size.

+ C International Federation
of Red Cross and Red Crescent Societies

On white background - A4 front cover

International Federation
of Red Cross and Red Crescent Societies

Reverse on colour background - A4 front cover

t\IWW. ifrc.org

+

+ C International Federation

_'ﬁaving lives, changing minds.

of Red Cross and Red Crescent Societiea_

Exclusion zone - A4 front cover

®

The images below, designed to support the three stra-
tegic aims of Strategy 2020, are available only for in-
ternal communications purposes. Please consult the
design and production team for additional guidance on
using these icons.

03b. Internal icons

www.ifrc.org
Saving lives, changing minds.



mailto:sebastien.calmus%40ifrc.org?subject=Information%20on%20Strategy%202020%20icons%20use

SAVING LIVES, CHANGING MINDS." TAGLINE ®

13. Partnership and co-branding Supporting 17

Templates associated with the new visual identity International Federation
will always include our url and tagline in the bottom + C L
of Red Cross and Red Crescent Societies

left corner of documents. However, those produced
by partners will not. As a result, the cobranding logo www.ifrc.org Saving lives, changing minds.
should be used when the material being created is not
made by the IFRC.

There are four alternatives that you can use. They all = In partnership with

consist of the IFRC logo and a statement. ) )
I C International Federation
of Red Cross and Red Crescent Societies

www.ifrc.org Saving lives, changing minds.

Each co-branding logo has a different explanatory
statement — either “Supporting”, “In partnership with”,
“Working with” or “In association with”.

You should choose which co-branding logo to use
based on the relationship the IFRC has with the _ .
partner organisation and on the advice of our legal ~ Working with

and/or resource mobilization departments. ) ]
I C International Federation
of Red Cross and Red Crescent Societies

www.ifrc.org Saving lives, changing minds.

As with the official IFRC logo, the co-branding logo
must be at least 60mm wide, and must have white
background and clear white space around it. You can
find more information on this in SECHIOM 2.1, PAGE 10, | +wrerrrtererrertrers el
“the exclusion zone” .

Hosted by

+ ( International Federation
of Red Cross and Red Crescent Societies

www.ifrc.org Saving lives, changing minds.
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Visual identity guidelines / International Federation of Red Cross and Red Crescent Societies

SAVING LIVES, CHANGING MINDS." TAGLINE

13. Co-branding with National Societies

One of the ambitions of the new visual identity is to
increasingly enable IFRC publications and tools to be
used and co-branded by National Societies around the
world. Two options for doing this are as follows, with
the first being the preferred method when possible:

A National Society logotypes can be inserted in the
white space between the tagline and the IFRC logo
type at the bottom of documents

www.ifrc.org
Saving lives, changing minds.

The value of volunteers

Imagine how many needs would go
unanswered without volunteers

www.ifrc.or

9 International Federation
Saving lives, changing minds. + Canadian Red Cross € i Red Gross and Red Crescen

t Societies

\

. | International Federation
Canadian Red Cros + C of Red Cross and Red Crescent Societies

Spaces between logotypes
have to be similar

Co-branding with National Society

option A



SAVING LIVES, CHANGING MINDS." TAGLINE ®

19

B When necessary, National Society logotypes can re-
place the IFRC url and tagline. If this second option
is selected, then the IFRC logotype with the tagline
as introduced in the partnership cobranding section
should be used.

In partnership with
International Federation
+ of Red Cross and Red Crescent Societies

www.ifrc.org Saving lives, changing minds.

Haiti earthquake operation
Plan of action

Co-branding with National Society
option B

ional Federation
Cross and Red Crescent Societies
g Saving lves, changing minds.
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tools

The design and production team has developed a series of
branded templates for your communication needs. Whether
you want to send a letter, develop a case study or deliver a

PowerPoint presentation, a template is available to meet your
needs.

Tools
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COLOUR PALETTE

Primary colour palette

Pantone®© 485 is the IFRC’s corporate red. It should
be used sparingly, as it is an indicator of the IFRC’s
identity. Dark red Pantone®© 483 and warm grey
Pantone® 410, selected for our primary colour palette,
have been chosen to support our corporate red in our
daily communication.

When materials are produced in two colours, the
IFRC’s red may be used as a solid background or in ti-
tles as the second color (see our stationery printed in
duotone as a good example).

Secondary colour palette

Bright, vibrant colours have been chosen for our
secondary colour palette to inspire enthusiasm and
activity. These are vivid colours that stand out and en-
sure legibility of text. We have developed a range of
colour tone combinations to help you in your design.

Colours from the secondary palette can be used at
100%, 80%, 60%, 40% or 20%.

Usage

All colours can be used for text at 100%. Please refer to
page 28 for guidance on the weight of text. All colours
from the secondary palette can be used as background
colours.

It is critical that care is taken to ensure suitable con-
trast and therefore legibility.

PANTONE 485
CMYK 0951000
RVB 220 :40:30
WEB #3224

PANTONE 435C
CMYK 55.80:80:45
RVB 105:50:40

WEB #/A1600

Always contact the design and production team before using this
secondary colour palette. These colours have been chosen to work in
harmony with the primary palette while not competing with it. They
are not intended to illustrate a specific department, region or activity.
We would recommend using them sparingly, mainly for publications
projects such as technical manuals that require a larger colour palette
to develop, tables, charts, illustrations, etc. Also, try to be consistent
in your choice by using colours from the the same shade — see exam-

ples on right.

International first aid
and resuscitation
gu\dellnes 2011

First

Public awareness and public
education for disaster risk
reduction: a guide

wwwwwwwww

PANTONE 410C
CMYK 50:50:50:20

RVB 120:105:100
WEB #/86A65

PANTONE [ C

CMYK
RVB (
WEB #(

PANTONE 3/8C
CMYK ¢ )
RVB ¢
WEB +#°

PANTONE 519C
\ QU )

90:50 0.95
WEB #503160

.22

+ ©

PANTONE
CMYK
RVB

WEB

+ @0

VA PANTONE 3020

CMYK 100:75: 5\ 50
RVB 0:50:70
WEB #00304

+ ©

PANTONE

):30 CMYK

RVB
WEB

+ @

PANTONE




COLOUR PALETTE

Online FedNet colour palette

The FedNet colour palette has been developed as part
of the IFRC’s web relaunch process. All of the chosen
colours have a specific intent. You can get more infor-
mation by contacting our FedNet Senior officer or con-
sulting the IFRC’s web guidelines.

WEB #3224

IFRC CORPORATE RED

WEB #0044/C
FEDNET BLUE

WEB #5C3160
COMMUNITIES GREEN

23

WEB +#/A1600
RESOURCES AND
SERVICES CHOCOLATE

Tools
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Visual identity guidelines / International Federation of Red

TYPOGRAPHY

Primary/external typefaces

Helvetica Neue, used in the logotype, is the IFRC’s pri-
mary typeface. It has straightforward, clean and legible
qualities with a modern and accessible appearance.

As a contemporary serif font, Caecilia, our secondary
typeface is clear and legible. We have three weights:
bold, regular and light. A maximum of two weights
can be used at one time and the available combina-
tions are:

¢ Bold and light

(for use in black text)

¢ Bold and regular

(for use with text in colour).

We recommend the use of Helvetica Neue for headings
and Caecilia for body text.

Legibility

With Caecilia, all text should be set to a minimum
size of 9 pt to ensure legibility. The colour of all texts
should be carefully considered to ensure that there is
sufficient contrast against the background.

Generous leading (space between lines of text) thatis a
minimum of 3 pt greater than the type size should
be applied to further aid legibility. For example, the
leading for 9 pt text is 13 pt (9/13).

Helvetica Neue LT Std

@

Caecilia LT Std

ABCDEFGHIUKLMNOPQRSTUVWXYZ
abcdefghikimnopgrstuvwixyz
1234567890,.:-"&%"7!

Helvetica Neue LT Std 35 Thin

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890,.:-"“&%?!

Caecilia LT Std 45 Light

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
1234567890,.:-"“&%?!

Helvetica Neue LT Std 55 Roman

ABCDEFGHJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.:-"“&%?!

Caecilia LT Std 55 Roman

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.:-7“&%?!

Helvetica Neue LT Std 85 Heavy

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.:-7“&%?!

Caecilia LT Std 75 Heavy




TYPOGRAPHY

Secondary/internal typeface

When the correct typefaces are not available, Arial
may be used. When using Arial, the same guidelines
on legibility apply.

This includes reports that may be produced in MS
Word for external audiences. Even if you have Caecilia
and Helvetica Neue installed on your computer, when
sending a Word document by email (or any attachment
originating in a Microsoft® Office software application
including Power Point), please use Arial, otherwise the
recipient may not be able to read your attachment cor-
rectly. If you wish to email a document using Caecilia
and Helvetica Neue, it is necessary to create a PDF be-
fore sending.

We also use Arial for our web tools (public website,
FedNet and DMIS).

Note: Tagline typeface

Arial

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
1234567890,.:-"“&%"?!

Arial Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
1234567890,.:-"“&%?!

Arial Bold

25

Tools

For our tagline “Saving lives, changing minds”, Helvetica Rounded Bold or Arial Rounded Bold must be used. This typeface can
only be used for this purpose. We have chosen it to highlight our tagline and support Strategy 2020 and its objectives. Please do
not use these rounded fonts elsewhere in your documents.
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S TATIONERY

01. General stationery

General stationery includes letterhead, envelopes,
business cards, fax transmission cover sheet, mailing
labels and compliment cards.

Ordering systems and templates

All general stationery items can be ordered through
our administration department. You can also access
templates in the IFRC Microsoft© Word templates
menu (see “My templates”).

The following pages contain examples of the layout
of IFRC general stationery for both the secretariat in
Geneva and the zones.

You can also request templates for specific use through
our design and production team (see contact page).

Communication and administration focal points in the
field can secure tools and guidance from the Design
and production team to enable the local development
and ordering of their stationary.

International Federation of Red Cross and Red Crescent Societies

Fédération internationale des Sociétés de la Croix-Rouge et du Croissant-Rouge
i6 de la Cruz Roja y de la Media Luna Roja

de
) Plelg saal) culial) clamaal gl say)

International Federation of Red Cross and Red Crescent Societies
Fédération internationale des Sociétés de la Croix-Rouge et du Croissant-Rouge
Federacion Internacional de Sociedades de la Cruz Roja y de la Media Luna Roja

aa¥) Plgdly saal) culuall clsaad gl o)

Adresse postale
Case postale 372
CH- 1211 Genéve 19
Suisse

www.ifrc.org
Saving lives, changing minds.

International Federation of Red Cross and Red Crescent Societies
Fédération internationale des Sociétés de la Croix-Rouge et du Croissant-Rouge
Federacién Interacional de Sociedades de Ia Cruz Roja y de Ia Media Luna Roja
all ey saa¥) culall clsaal (sl SR

Avec nos compliments / With our compliments / Con nuestros atentos saludos / Lt cubf ae

Adresse

Chemin des Créts, 17
Petit-Saconnex
Genéve, Suisse

Tél. 1 +41(22) 730 4222
Fax: +41(22) 733 03 95
Gourriel : secretariat@ifrc.org

Adresse postale

Case postale 372

CH-1211 Genéve 19 www.ifrc.org
Suisse Saving lives, changing minds.
Adresse Adresse postale
. Chemin des Créts, 17 Téléphone: +41 (0) 22 780 42 22 Case postale 372
www.ifrc.org Petit-Saconnex Fax: +41 (0) 22 733 03 95 CH - 1211 Genéve 19
Saving lives, changing minds.  Genéve, Suisse Courriel: secretariat@ifrc.org Suisse

Scale = 1:2 (ratio)




S TATIONERY

Business card

The figure on the right describes the typographical
and colour specifications for IFRC business cards. In
order to ensure consistent language in the title, please
refer to the IFRC style guide for writing English (also
available in French and Spanish). Business cards
should be produced for individual staff members only,
not a generic department.

Cards are printed on both sides, one language per side.

Information on your business card should include your
name, title, and standard contact details. You can also
include your Skype name, but please ensure that your
Skype name is appropriate for professional business
use.

You can order business cards by filling in the online
form and sending it to our administration department
(available via the “My templates” menu in MS Word).

Communication and administration focal points in the
field can secure tools and guidance from the Design
and production team to enable the local development
and ordering of their stationary.

International Federation /

+ ( of Red Cross and Red Crescent Societies

Johanna Bayanjanki W
T R 4ro7330395

Senior officer, Communication Cell.: +41 22 730 56 78
wF

E-mail: johanna.bayanjanki@ifrc.org
Skype: johanna.bayanjanki.ifrc

Chemin des Créts, 17
Petit-Saconnex, Geneva

P.0. Box 372, 1211 Genevam\

Switzerland

www.ifrc.org
Saving lives, changing minds.

English side

Federacion Internacional de Sociedades
de la Cruz Roja y de la Media Luna Roja

+C

Tel.: +41 22730 42 22

Mov.: +41 22 730 56 78
Fax.: + 4122 733 03 95
Correo electronico:
johanna.bayanjanki@ifrc.org
Skype: johanna.bayanjanki.ifrc

Johanna Bayanjanki
Funcionario principale, Comunicacion

Chemin des Créts, 17
Petit-Saconnex, Ginebra

Apartado postal 372, 1211 Ginebra
19, Suiza

www.ifrc.org
Salvar vidas, cambiar mentalidades.

Spanish side

27

| - Federation logotype, 75mm width

|~ Name set in Arial condensed bold or Helvetica 77,
9pt, left justified, in black

— Position/title set in Arial condensed regular or Hel-
vetica 47, 9pt, left justified, in Pantone©410

Contact and address details set in Arial condensed
™~ regular or Helvetica 47, 7pt, right justified, in black

Tagline as mentioned in part 2, section 2.2. No other
visual or logo may be used on official IFRC business
cards.

Tools
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S TATIONERY

Letterhead

The model on the right describes the typographical
and colour specifications of our official letterhead. In
order to ensure consistent language, please refer to the
IFRC style guide for writing English also available for
French and Spanish).

Letterhead is printed on Antalis Evolve office, 80g.

+C

P—

International Federation of Red Cross and Red Crescent Societies
Fédération internationale des Sociétés de la Croix-Rouge et du Croissant-Rouge
Federacion Internacional de Sociedades de la Cruz Roja y de la Media Luna Roja

aa¥l Bl s saad) culal) Gl sl da)

Adresse

Adresse postale
Case postale 372
CH-1211 Geneve 19

v

Chemin des Créts, 17 Téléphone: +41 (0) 22 730 42 22
www.ifrc.org Petit-Saconnex Fax: +41 (0) 22 733 03 95
Saving lives, changing minds.  Genéve, Suisse Courriel: iat@ifrc.org

Suisse

Scale = 1:2 (ratio)

| — IFRC logotype, 136 mm width

Address and Postal address titles set
in Arial rounded bold or Helvetica

rounded bold, 8 pt, left justified, in
black

Plain line is 1.25 pt, Pantone®© 485
Dotted line is 0.75 pt, black

Address and Postal address contents set
in Arial regular or Helvetica 55, 8 pt, left
justified, in black

Tagline as mentioned in part 2, section
2.2. No other visual or logo may be
used on official IFRC letterhead.



S TATIONERY

Envelopes

The model on the right describes the typographical
and colour specifications for IFRC envelopes. In order
to ensure consistent language, please refer to the IFRC
style guide for writing English (also available in French
and Spanish).

Note: There are three official sizes for IFRC envelopes:

e C5/6 - 229mm x 114mm
e C4—-324mm X 229mm
e C5-229mm x 162mm

IFRC logotype, 110 mm width

Scale = 75%

__ Address title set in Arial rounded bold or
Helvetica rounded bold, 7 pt, left justified,
in black

— Address content set in Arial regular or
Helvetica 55, 7 pt, left justified, in black

Plain line is 1.25 pt, Pantone®© 485
Dotted line is 0.75 pt, black

No other visual or logo may be used on
official IFRC letterhead.

Tagline as mentioned in part 2, section 2.2.

International Federation of Red Cross and Red Crescent Societies
Fédération internationale des Sociétés de la Croix-Rouge et du Croissant-Rouge
Federacion Internacional de Sociedades de la Cruz Roja y de la Media Luna Roja

) Pl g el culiall claal o) Ay

Ad

Case postale 372
CH-1211 Geneve 19
Suisse

www.ifrc.org

Saving lives, changing minds.

29

Tools
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S TATIONERY

Various office stationery and supplies

International Federation of Red Cross and Red Crescent Societies

GIFT CERTIFICATE

aad) Plgly saad) coleal clmand 152 Aa]

Adresse postale
Gase postale 372

CH - 1211 Genéve 19
Suisse

www.ifrc.or
Saving lives, changing minds.

International Federation of Red Cross and Red Crescent Societies

Fédération internationale des Sociétés de la Croix-Rouge et du Croissant-Rouge
Federacion Internacional de Sociedades de la Cruz Roja y de la Media Luna Roja

International Federation of Red Cross and Red Crescent Societies

SHIPPING ORDER

Addressee Contents of shipment Numberof ~ Gross | \aluefor
- customs
CHi

Route and type of packaging packages  weight

From left to right:
expedition stickers,
agenda, fax form
and shipping order
templates.

jom it may concern
rnational Federation of Red Cross and Red Crescent Societies, certify hereby that
rial indicated below is to be used for humanitarian purposes:
ry:
International Federation of Red Cross and Red Crescent Societies
one FAX
No commercial value (Not designed for
Value for customs purpose onl
purpose oy () Urgent / (CJ) Normal
Date Pages (including this)
Our file ref. Re.
From To
Department Company
Tel. Tel.
Fax Fax
If you do not receive all pages, please contact us immediately. Thank you.
e +C
P e L) Message:

Buying insurance for a shipment:

Shipments valued at less than 20,000 CHF are automatically insured at no cost. When the goods
being shipped have a value of 20,000 CHF or more, contact the Insurance Unit to arrange
insurance coverage for the shipment.

Department sending shipment:

Account Number

Project/Cost Cel

Activity Code :
M Code

Shipping method:

Air Freight: ost in CHF

Fret sécurisé — inspectionffitrage non obligatoire

1% class mai ] Costin CHF

2" class mail: O Costin CHF

TNT: ] Costin CHF

Signature of department

sending shipment Date :
Signature of mail office Date :

For further information on shipping, please contact:
IFRC mail office: Tel.: +41 22 730 4387 - Email: raphael jimenez@ifrc.org

st #

v e oy sceron
o Pt Croms 4 Pt Consonnt Bacemes

Wren ctinngemy menoy

17, chemin des Créts - Petit-Saconnex - PO. Box 372 - CH-1211 Geneva 19
Tel.: +41 22 730 42 222 -Fax: +41 22 733 03 95 — E-mail: secretariat@ifrc.org

et sy +'( TEOMAOna Feomasen
Bawrg lees, ctanging mises a = | ot Fod Cross and Seg Creecent Socmtiey




S TATIONERY

The name of the zone must be aligned
] to the IFRC ‘s 4 languages wording. 31

Field stationery

International Federation of Red Cross and Red Crescent Societies
Fédération internationale des Sociétés de la Croix-Rouge et du Croissant-Rouge
Federacion Internacional de Sociedades de la Cruz Roja y de la Media Luna Roja

Examples of local adaptation of letterhead and sta- Pty st o oot g s e 3 §
. . . Oficina zonal de Am'é'rica o : Fédération internationale des Sociétés de la Croix-Rouge et du Croissant-Rouge :
tlonery are prOVIded here. Re qulrements Stay the : Federacion Internacional de Sociedades de la Cruz Roja y de la Media Luna Roja

nternational Federation of Red Cross and Red Crescent Societies

same except for paper size which follows the official ) Phelly sandl il chaad gl o)
1 1 1 : Ofici | de Améri
size used in the country (i.e. our New York delegation cina zonalde Ameriea
to UN has a US standardized size). O R —

A red font line specifies the name of the local office.

International Federation of Red Cross and Red Crescent Societies
Fédération internationale des Sociétés de la Croix-Rouge et du Croissant-Rouge
Federacion Internacional de Sociedades de la Cruz Roja y de la Media Luna Roja

aad) Pl s saa¥) cubeall Gliand (15 sady)

Delegation to the United Nations

International Federation of Red Cross and Red Crescent Societies
Fédération internationale des Sociétés de la Croix-Rouge et du Croissant-Rouge

Federacién Internacional de Sociedades de la Cruz Roja y de la Media Luna Roja
) Ay

Y1 Plghly saa¥ culaall Slmand s \
Oficina zonal de América

Direccién postal
PO. Box 372

PA-1211 Panama 202
Republica de Panama

www.ifrc.org
Salvar vidas, cambiar mentalidades.

www.ifrc.org gl:;:vm(;::j’::r::&ber Tel: +507-317-3050 ext.307 :?22527

Salvar vidas, Avenue Vicente Bonilla, 115 Fax: +507-317-1811 PA-1211 P

cambiar mentalidades. Republica de Panama Movil: +507-6672-3206 Republica d
Zone office/delegation name set in Arial bold
or Helvetica 85 heavy, 9.5 pt, left justified,
in red Pantone® 485

=

Tagline as mentioned in part 2, section 2.2. Can be ‘ Mdesse Tophon: 112 S35 01sT - Postladdrose 8
adapted to the most frequent language used locally. SR changing s, New o ¢ 10170 T o Papiis Soparas =
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PUBLICATIONS — OVERVIEW

Specifications are outlined in this section to ensure
that all IFRC publications are consistent in presenta-
tion, while allowing for design flexibility. Four families
of print publications have already been developed by
the IFRC:
1.Internal/external publications such as media
pack, appeals, advocacy report, etc.
2.Training, educational and
technical publications (i.e guidelines)
3.Knowledge sharing (i.e newsletter, case
study,etc.)
4.Corporate publications such as the Annual
report, World Disasters Report and special
publications.

A consistent and recognizable appearance and ap-
proach is achieved through:
e standard sizes (portrait or landscape).
IFRC publications use ISO standards
(see www.printernational.org)
* a consistent page structure for the cover and
inside pages
e the use of a page grid throughout the
document and colours (see section 3.5, pages
33 to 37)
* fonts/typefaces: use of the specified fonts/
typefaces for headings and body text
(see page 28)
e photographs: the use of photos creates a
feeling of unity in our visual communication.
Only use photos of high quality and that are
relevant to the topic.

The use of standardized page sizes is a key require-
ment to achieve a consistent visual identity. IFRC pub-
lications use ISO standards within the A series (see
below). The two main sizes used are A4 (210 x 297mm)
and A5 (150 x 210mm). Requests for any non-standard
page formats will be examined on a case-by-case
basis. Non-standard sizes are likely to incur additional
costs.

A series formats (size in millimetres)

A0 -841 x 1189

Al1-594 x 841
A2 - 420 x 594
A3 -297 x 420
A4 -210 x 297
A5 -148 x 210
A6 -105 x 148
A7 -74 x 105
A8 -52x74
A9 -37 x 52
A10-26 x 37

The design and production team is available to sup-
port, advise and review your publication projects to
ensure that they meet the IFRC’s visual identity guide-
lines.


http://www.printernational.org/iso-paper-sizes.php

PUBLICATIONS — OVERVIEW

A4 - technical manual

Creating printed collateral O Title: Helvetica Neue 75 33
9p A4 - advocacy report 36 pt, leading 36 pt, secondary colours palette

To create on-brand visual materials that meet our guide- @ Title: Helvetica Neue 75 ® Type of publication: Helvetica Neue 75
lines for consistent visual communication, the following 36 pt, leading 36 pt, P483 24 pt, leading 24 pt, secondary colours palette
rules should be adhered to: ® Subtitle: Helvetica Neue 75 Note: Title and subtitle have to be complementary

e logo always appears in bottom right corner 24 pt, leading 24 pt, P485 colours (i.e light green/dark green)

* tagline a}ways appears in bottom left corner © Dates or subtitle (if needed): Caecilia © Dates or subtitle (if needed): Caecilia 55 Roman

(see section 2.2, page 16) 55 Roman, 18 pt, leading 18 pt, P410 18 pt, leading 18 pt, P410

¢ never use drop shadows on text or imagery

e a grid divided into six verticals and ten
horizontals is used to determine where image
and text are positioned

¢ a keyline can be used under main headings

e secondary text elements such as dates and
issue numbers are aligned with the title

e the scale of text is dynamic: emotive narrative
text is large, informative text supports large
narrative and is smaller

e the title colours play with two tones of the
same colour range and font weights

The rules established on the following pages can be
applied to formats from A3 to A6.

See pages 26 and 27 for colour palettes.

International
? anld rgsuscita i
The value of volunteers guidelines 201

Imagine howy mary neseis would go Scientifh Advisepy Groups,Fire{ A matpciors apd
Alignment of logo and unanswered without volunteers First Responders

tagline according to
specifications on p.17 :
both are aligned on bottom i i . ]:
+

www.ifrc.org

. International Federation
margln, ‘Saving lives, changing minds.

C of Red Cross and Red Crescent Societies

c International Federation www.ifrc.org
of Red Cross and Red Crescent Societies Saving lives, changing minds.
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APPEALS AND EMERGENCY OPERATIONS

To obtain Microsoft Word® templates for letterhead,
news releases and appeals, please contact our design
and production team or go to FedNet: http://bit ly/wWgYY1

Cote d’lvoire: Population movement
g lves, Emergency appeal

minds. | - — -

sa
changing

International Federation
of Red Cross and Red Crescent Societies

Lior;ngerrr;l li‘ls;nr;ir{g ?r;arﬁe;lvt;rk
e Name of business group
Saving lives, 2012-2015

changing minds.

ional Red Cross and ntermational Foderation
Disaster Relief and  Red Cross and Red Crescent Socieis

(Sphere) in deliver.

Ita videm doloratiur rem ea sita vel ma pratur
Appeal ratem quibeatem. Et de doluptaquod untiorro
is

inary Emer
n° MDRPKOO
vellaturi simusam usdandis eiur
n° FL. PAK b conseque sus
aut ex eriatur?

in brief

fnes all forms of hu
alleviating human
‘human dignity and

Bissimpore demo cum quo consequam hicitis
conecaes dio eos ad mod id qui dem quiatemo o y

v s Ita videm doloratiur rem ea sita vel ma pratur
debis o niastat velaccuptaeprem um i - ; e e v o oot
10 bea mam sime remos mossequiz! brief = ™ cusam endestio quatus eum quidebis
Cabo, Nequi cone renihillte parchillabo, Nequi ety

vellatur simusam usdandis eiuntecturia deli.
omniatur aut porehendae ab istium vel mag- Sutex eratur?
nati corum a plat quo voloree eruntur alis vo-
luptat. esic aims.

* MDRPK00S vl ma pracar

Bissimpore demo cum quo consequam hicitls

‘Oviducipis sa velicip sapitium volendebit, con-  d erises. coneans oo { dem quistemo
sentus volorum cones eatatem que pere ni- debis non nita sitat vellaccuptae prem um si-  lauam hici
‘maio bernatias doluptur sum unt, volorerector tio bea num sime remos mossequiat. .
abore doles intiam Iab inimus. ymii
Cabo Nequi cone renihillte parchillabo Nequi  PIem ium si
Ra a veritate cuptate autatque cuptatur, se omiatur aut porehendac ab istium vel mag.  [at
ipsam, nienis moluptation nis ipitata se re, . nati corum a plat quo volorec eruntur ais vo- [l Nequi
sit fugiam ut re pracrumquam quibusci arum luptat. m vel mag.
audita por susto est ium sam, tetur, sunt eat- Oviducipis sa velicip sapitium volendebi, con tar alis vo.
endis quatest ium ipsandu cipsus, corrorto sentus volorum cones eatatem que pere ni-
‘maio bernatias doluptur sum unt, vlOrerector  fdebic o,

‘molestrum alicatur am nem re volore rest, con
ped cumet quatem lis di num aces essimust
Tab imolore repero cone quo ende peristiatum quist fugitem. Nequam ipsundi int etus ip-

abore doles intiam lab inims. e pere i
Ra a veritate cuptate autatque cuptatur, se  [olorerector

sam, que et quacctatus. ipsam, nienis moluptation nis ipitata se re,

Icimenis exerum et ent, ium fugiatu saepero magnimin prat voluptas earchil latectatus  [ent coordinator) it fugiam ut re praerumquam quibusci arum  Lipiaeyy e

reperibus secepe pratqui cusament ex es essi quatusciuris restionest quatibus ducia con audita por susto est ium sam, tetur, sunt eat- ata se re,

I consequia que plignim inctur a vollic tecto magnate struntur, optatemque paria quae pro- endis quatest fum ipsandu cipsus, corrorro usci arum

Click here  ritatem fugitio reproris non rae ni aut eost pro esecest, essit eum. e - ﬁ;ﬁi’:ﬁ;{;ﬁ‘;&'ﬂ::ﬂ;:‘;ﬁf:::::: sunt eat-

1.To view the attached Uy magnist 1 imlore repero cone quo ende perisiatum quist fugitem. Nequar fpsundi int tus ip- [ eay oy
Preliminary Emergency pimin renimi, voluptiur, omnis dis mos magnat exerro esedis et quis excesequi conseq. sam, que et quaectatus. essimont
tetus ip

The situati Icimenis exerum et ent, ium fugiatu sacpero magnimin prat voluptas earchil ltectatus
2. To link to a map. e situation lorg reperibus secepe pratqui cusament ex es essi quatusciuris restionest quatibus ducia con
of the affected area.  Facepra tionsenimpe voluptaquas et miliquidi fum sin repe ernate simpore ssimolo ri B I consequia que plignim inctur a vollic tecto magnate struntur, optatemque paria quae pro-  farectacys

‘Appeal Budget.

3.To view contact details.  12tqUi ut fuga. Gita sitiata vitatendit es eiusdae di incit ut harciendae ea si ditatiur, sum Glick here  ritatem fugito reproris non 1ae ni aut eost pro esecest, essit eum. e tas
- - - faccaborent. s o dive puae
Praliminary Emergency  niimin renim, voluptiur, omnis dis mos magnat exerro esedis et quis excesequi conse
‘Appeal Budget. v “ “ “ @ e
2 Tolinktoamap The situation n dique

Facepra tionsenimpe voluptaquas et miliquidi ium sin repe emate simpore ssimolo tio-
ratqui ut fuga. Gita sitiata vitatendit es eiusdae di incit ut harciendae ea si ditatiur, sum
faccaborent olo rio.

aaificorg

e

+ Alan Bradbury (head of resource mobilization and PMER unit)

Emergency Appeal
budget and map below ‘phone: +603 9207 5775, email: alan bradbury@ifrc.org

Glick here 0 retum
o the e page

+ For med:
‘mobile: +6012 387 0829, email: patrick fulleraifrc.org

- Pl d ing pledges

Disaster services — Emergency appeal Performance and evaluation — Long-term planning framework
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—XTERNAL PUBLICATIONS

Public communication

Red square and “Media
pack” in the circle.

Media

World Malaria Day
T
hroy, ugh albin, eyes

Press release
Em hario est quiata cum rem laut facipid uciendae nosam utecat voluptis dolute lute ipsapieni
ipsapieni corrum laborec epellaborum et el inciaeptatin et dolupici dolut quis aut
Beating malal sinimagnis aut volorendunt rent esto in conest officiistium quiatur sunt es eatias us pa cus
with protective nets e ea con cus pa cus excepro conet entiore rfernat iorpore incte cusaect otatur aut m. Beaqui
and community quate et poritem. Beaqui rerferi onsectium raepudit omniscimi, nihil mincipsandit ne earumqui ya
erchiliisi ratus nos qui dustrumet et autat. nm Pack
campaigns C
us
£d mo dolorempos volupta tenderi amusandae num ratios inctori orrovit alibus Fot lam sus ea y ' e Factand figy,
exereprature eatempo rehenda dus. Et laces re sim fugitatur, cum volenis quist lam it adipsusa Questions a r s
sus ea que occus ditius, voluptatiis et qui omnisciae numque vent ut magnihit la leles nume and ANswerg
debit adipsusa eturibusdam nimagni hicipit aliquia volor remperiante molupta
tecaept aepeles nume laboreium repraep.
bie nust, H
o
Ematurendae venesti quam non cus ut rem res et, omnimpor rem audam que nust, mnim W are the, 575 900
quissinciam, quas dest pore nimaiorios abo. Ovitatque nulpa derum, nisque omnim te eostia bac anian p{,,, ice
voluptas et rehenis estinim sera sunti aut aute ventem re num quagstio beate liquatem et PR il T o e
eostia debit el ium eostiis deliquos atum quaestiur milignam hillorum, consequ valoilium ,, ﬂoo U lmpy, g 0 i ooy
ideliquatem et idel expedit, officim aiorepr orerrup tiorem fugiatur, occaboratia jptati beriam - 100,009 g, 1€ thap op, €315, noge, a,,d Omplete gy
doloreiunda volo il ium nus nullabo. Ut lacero dolupta tioruptatur sequiscipsae tidebis Ty e 0 zmpm;';‘;:e‘m S P fumv;,ab by 2 focy TR ettt
in ot using 5 i 1S with vo bande
earum aut ullo moluptati beriam nobit o O s o Pm/ens ouing an gy vith phealt o th el lintecrg ys ";datn,,,o c}n)u TBanizeq
offictempor a ipsam qui ut idebis porpore. - A pis Senetciari Ctivitieg - 1O Pycho. 2 e~ allfropy [ Tanzan, g )
Those who are already  henima int. e et RIS wil e, 6 ponds gnf 0 ¢am oo iy, 250 i ort Ate conpincd Cross iy Kigo
ntibus rate O o e ey, UGS o clogy, rtic umbey o Hions by peg gt
the most vulnerable quame sinus B ngbusff,‘;‘:amzs 0 1. ning up me ““‘mg Findivig Cross
Lendemp oristotatur audipsa nihillatus olupiet aut What are 4, ses, B thei g
inci si sinctempos ium ligendu ntibus ratet sam faccae e '® Major chayy b felds, gy, nc
g lenges ' boats
tiis volupta i il i fonzania
an lingy g5 '%»m eSS e
and s “w egione A8 o
mong
* While “Sip0n Star ing th, 7,000 ('"Dus[y Pand hyp,,
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X TERNAL PUBLICATIONS

Advocacy reports

These examples show how a variety of layouts can be
generated using the same grid and elements. No sec-
ondary colours are used for background, borders or
fonts on these examples. The layout is kept clean and
simple. This approach is suitable for corporate litera-
ture such as advocacy reports or reviews. These are

Haiti earthquake 201(

Two-year progress report

] o (| 'reernasionst Federason
Savieny lreos. ChANgIng minds 0f Rod Cross a°0 Res Crescent Boceten

our most visible publications externally and so they
must use our primary corporate colour palette. The
same principles apply for knowledge sharing and ad-

vocacy reports produced in sizes from A4 to A6.

The Red Cross Red Crescent approach to
Promoting a culture of
non-violence and peace

www.ifrc.org International Federation
Saving lives, changing minds. of Red Cross and Red Crescent Societies
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Newsletters 37

) Africa reportage e FedLife magazine yom Asia Pacific \/Olces

The newsletter from IFRC Africa zone of the of Red Cross and Red Crescent Societies

Asla Pacific zone

The bi-monthly IFRC staff magazine

-—

.2 ... worth more than a thousand words | p.2 zm and the year of volunteers and volun!
$.02 A word from the Director | p.03 Strategy opulation 'ua.noﬁhmamen Ferrer, shelter i Al Maadheed, IFRG vice presiden
Protecting the population from polio ~ A universal apj iain i p.4-5 One-minute update World AIDS Day 2010: Uut of harm’s way * The first DREF donor meeting
1o corolong Morken Parer NS : et Siba?, | .6 I brfe | 738 Latest news from the Seld Afical gpdeschiplio (el
.06 In Ambere | 108 Dlary | .06 Humafle AR B acy in action vulnerability  Law and saving lives in disasters tops agenda » Millions affected by six natural disast

land donation - Leading thinkers debate MDG beyond 2018 ;p 07 Working
p.07 Working in partnership - externa o

Contents - p.02 Volunteering: A force for social change | p.03-05 News from the zone office | p.06 East Asia |
p-07-09 Pacific | p.11-12 South Asia | p.13-14 South-East Asia

for DREF recognition » Response to Hurricane Tomas | p.9 My blog spot My new passion: IT in humanitarian aid »
Pictures from Kolontér »

International Federation www.ifrc.org
of Red Cross and Red Crescent Societies Saving lives, changing minds.

www.ifrc.org
Saving lives, changing minds.

nternational Federation
of Red Cross and Red Crescent Societies

www.ifrc.org
Saving lives, changing minds.

International Federation
of Red Cross and Red Crescent Societies
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38 Case study and fact sheet
The IFRC’s primary colour palette should be used.

Disaster

Fact sheet: regulatory barriers to shelter

Laws Meeting emergency and transitional shelter needs

Shelter after disasters:
untying the regulatory knots

In November 2011, the state parties to the Geneva
Conventions and the International Red Cross and Red
Crescent Movement will come together to discuss the key
‘humanitarian issues of the day at the 31* International
Conference of the Red Cross and Red Crescent. High on their
agenda will be how to resolve regulatory barriers to provi-
ding emergency and transitional shelter to those displaced
by disasters.

Member of the Chilean Red Cross working in the recovery of
the country after the earthquake.

Why focus on this issue?

In the immediate aftermath of major disasters, such as the
2010 earthquake in Haiti and floods in Pakistan, huge num-
bers - even millions - of persons can be displaced at once.
This is not just a national crisis for the governments concer-
ned, but an ongoing personal crisis for each affected family.
While permanent solutions are developed, providing people
with immediate and transitional shelter is critical to keeping
them healthy and able to rebuild their lives.

Yet, very often, regulatory issues stand in the way. Over and
again, governments, Red Cross and Red Crescent Societies

and other humanitarian partners have been faced with
questions such as:

= How can the use of land be obtained and assigned quickly
and effectively to provide temporary housing for dis-
placed persons?

= How can delays in implementing shelter solutions due to
ownership clarifcation or compliance with construction
or planning approval procedures be reduce

= Howean equitybe nsuredn helterassistancefforts, inclu-
d 'y owners an
(e g renters and squauezs) and between men and women?

= What support should be provided to persons who lack
formal documentation or recognized title to homes that
have been destroyed?

Our lack of ready answers contributes to the sustained suf-
fering of disaster-affected persons. So what can be done?

Examples from the field

Fast-track procedures speed
recovery: the experience of Chile

In February 2010, an earthquake measuring 8.8 on the
Richter scale struck Chile and unleashed a tsunami causing
additional damage. Over 200,000 homes were destroyed and
over 800,000 people displaced. Finding shelter solutions for
so many raised significant legal and regulatory challenges.
As noted by Martin Bravo, Head of Property Purchases for the
Chilean Ministry of National Property, “All reference points
have disappeared...it is very difficult to finalize land titles
when everything is upside down”. A new act was passed
in Chile in August 2010, which accelerated the process for
regularizing land titles for small properties in both rural
and urban areas. What was normally a two year process
was cut down to six months for those urgently requiring
shelter assistance following the earthquake and tsunami.

Fact box

« Haiti ranks 145 out of
169 countries on the
human development
index, which measures
life expectancy,
literacy, education and
standards of living’

« More than 69.0 per cent
live below the poverty
line.

1. hitp/Mmdrstats.undp.org/en
counts htmi

Haiti earthquake —

Livelihoods

2 years

With nearly 70% of the population already
living below the poverty line, the January
2010 earthquake dealt a massive blow to
Haiti's fragile economy. Businesses, equip-
ment, materials and stocks were destroyed

Connecting the camp

Mackenson St Louis, 26, lives at the La
Piste transitional shelter site, home to
dozens of families from Haiti's deaf
With the help of an IFRC

and lost their
savings and homes, leaving many families
with no source of income.

Assessments have shown that income lev-
els in Haiti now are between 10 and 50 per
cent of pre-earthquake levels and Haitians
have consistently prioritized the chance to
earn an income over more immediate needs
such as food and money. People want help
to restart businesses and find employment,
rather than handouts from aid agencies,
and job creation features prominently in
the Haitian Government’s plans.

However rebuilding a country’s economy
takes years and while this process takes
place, Red Cross will support thousands
of families to restart their own house-
hold incomes through job creation, cash
grants, business support and training
opportunities

livelihoods grant Mackenson has trans-
formed half of his transitional shelter
into a thriving cyber café

“I set up a cyber café because I learned
about computers at school. 1 really like
the internet. I can be in contact with
the entire world and express myself as
1 want to” he continued.

With just 2 laptops and a generator,
Makenson has already made a name
for himself in the community.

“I opened in March and I typed up fli-
ers and posted them all over the camp
here. The fliers worked, everyone here
knows about the cyber café. I get about
20 or 30 customers a day but I only
have two laptops so people have to
queue up and wait”

Shelter

Cluster

Summary

At the 2005 General Assembly,
the International Federation of Red
Cross and Red Crescent Societies
(IFRC) committed to convening the
Shelter Cluster after natural disas-
ters. Over the following six years,
the IFRC deployed the Shelter
Cluster to nearly twenty disaster
response operations worldwide.

‘The following case study outlines
the IFRC’s role as convener of the
Shelter Cluster through an exam-
ination of the cluster system and
the Shelter Cluster’s key coordi-
nation mechanism, the SCT.

The Shelter Cluster —
The shelter coordination team (SCT)

Humanitarian Reform

The Inter-Agency Standing Committee
(IASC) is the primary mechanism for
inter-agency coordination of humani-
tarian It is a unique forum

Inclusive lst of all LASC members:
American Counil for Voluntary Intemational
Action Inter Acton)

Itural Organization (FAC)
International Committee of the Red Cross
(ICR
International Councilof Voluntary Agencies
(icva)

Interational Federation of Red Cross and
Red Crescent Societies (IFRC)

atonal Organization for Migration
(10M)

Offce of the High Commissioner for Human
ghs (OHCHY

[
Steering Commitee for Humanit
Response (SCHR)

United Nations Chilren' Fund (UNICER)
o Development ragranme

(UNHCR)
United Nations Human Settlements
ogramme (UNHABITA

e Nations Ofce fr Cardinatinof
manitarion Affurs (OCHA)

nited Nations Population Fund (UNFPA)
World Bank

World Food Programme (WFP)
1d Health Organization (WHO)

involving the key humanitarian part-
ners. Its membership includes various
UN agencies, the IFRC, the Internation-
al Committee of the Red Cross and the
main NGO consortia

The Humanitarian Reform was adopt-
ed by the Inter Agency Standing Com-
mittee (IASC) following a 2005 review
of international responses to humani-
tarian emergencies, known as the Hu-
manitarian Response Review.

The Humanitarian Reform seeks to
improve the effectiveness of humani-
tarian response by ensuring greater
predictability, accountability and part-
nership. It is an ambitious effort by the
international humanitarian commu-
nity to reach more beneficiaries, with
more comprehensive needs-based re-
lief and protection, in a more effective
and timely manner.

The Cluster Approach

The cluster approach is a component
of the Humanitarian Reform. It was de-
signed as a way of addressing gaps and
strengthening effectiveness in support
of the host government. By clarifying the
division of labour, and better defining
organisations’ roles and responsibilities,
the cluster approach helps ensure pre-
dictability and accountability, and cre-
ates a more structured, accountable and
professional system.

At country level, the number, type of
clusters activated, as well as the lead
organisation is determined by the hu-
manitarian country team. The table on
next page outlines the clusters and their
leads at the global level

www.ifrc.org
es, changing minds.

International Federation
of Red Cross and Red Crescent Societies

www.ifrc.org
Saving lives, changing minds.

International Federation
of Red Cross and Red Crescent Societies

www.ifrc.org
Saving lives, changing minds

International Federation "
of Red Cross and Red Crescent Societies Saving
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TRAINING PUBLICATIONS

Training, educational documents produced in sizes from A4 to A6. Use this 39
and technical manuals grid mainly for technical reports and training mate-

rials for internal audiences (i.e Movement).
These examples show how a variety of layouts can be

generated using the same grid and elements. Examples
of the use of four colour imagery with colours from
the secondary colour palette are shown. The same
principles apply to training, educational and technical

o!éirst aid guidelines

General principles

International first aid Public awareness and public
and resuscitation education for disaster risk
guidelines 2011 reduction: a guide

For National Society First Aid Programme Managers,
Scientific Advisory Groups, First Aid Instructors and
First Responders

Tools

www.ifrc.org International Federation www.ifrc.org International Federation
Saving lives, changing minds. of Red Cross and Red Crescent Societies Saving lives, changing minds. of Red Cross and Red Crescent Societies
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CORPORATE PUBLICATIONS

PowerPoint presentation

The sample layouts on the right show how to apply the
visual identity to PowerPoint slides.

The title slide should use 26-point white bold type for
the heading and 24-point dark red bold for the subtitle.

The subsequent slides should use 26-point bold type
for the headings and 22-point regular weight type for
the body text and bullets. We recommend not including
more than 100 words per slide.

e Helpful hint: The red circle is located in the slide
master. To work on the text:

e From the «View» menu, click on “Slide master” and
you can type into the circle on slides 1 and 2.

* Once done, click on “Close master view” and continue
to work on your presentation normally.

e This will apply automatically to all slides in your
presentation.

You can access templates in the PowerPoint menu
under “My templates”. We have also developed a basic
template for single slides. You will find them under the
following naming convention:

e I[FRC_2011 presentation-language.pot
and

e I[FRC_2011 presentation-language basic.pot

Remember to use Arial typeface in PowerPoint.

Presentation e
st-oglence info
(I wdichn mastnr)

New visual identity for IFRC worlwide

Saving lives, changing minds.

FOR FURTHER INFORMATION ON 20000000

OO000COX XOOOOOOX XXXX, PLEASE CONTACT:

IFRC JO00000COXXX DEPARTMENT
NAME SURNAME, TITLE

TEL. : 41 022 730 XOXX

EMAIL: name.sumame@ifrc.org

THIS PRESENTATION IS PUBLISHED BY
INTERNATIONAL FEDERATION OF
RED CROSS AND RED CRESCENT SOCIETIES

P.O. BOX 372
CH-1211 GENEVA 19
SWITZERLAND

TEL.: 44122 730 42 22
FAX.: +41 227330395

A org
Sawing buee, changing miede.

®0€

+C

Intematonal Federaton
of Aed Creda ind Red Couacant Soculis

Supporting Strategy 2020

« Passit dunt, endae laborporest offictas ef esle necea in preprest aceaturia
consequam sitemo biaboria presen hilitis mintem recaboria atem doluptae
omnienitatem evenda sum, secus,

Fugitestia volum quunt quiate doluptas si corpor maximin tioria nist debitium
- y i autem

sit et i tem
latemposam labores.
« Preprest aceaturia consequam sitemo biaboria presen hilitis mintem
atem dolup evenda sum, secus.

Pas sit dunt, endae laborporest offictas et este necea in preprest aceaturia
consegquam sitemo blaboria presen hilitis mintem recaboria atem doluptae
omnienitatem evenda sum, secus.

Fugitestia volum quunt quiate doluptas si corpor maximin tioria nist debitium
autem

sitet tem
|latemposam labores.
« Preprest aceaturia consequam sitemo blaboria present hilitis mintem
atem dolup evenda sum, secus.

Sarving lives, changing minds.
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Annual report 41

International Federation of Red Cross and Red Crescent Societies

ANNUAL REPORT 2010

JASTERS. HAIT
AND PAKISTAN

www.ifrc.org International Federation
Saving lives, changing minds. of Red Cross and Red Crescent Societies
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CORPORATE PUBLICATIONS

Strategy 2020 promotional posters

A1 posters developed to support Strategy 2020
communication worlwide.

Save lives, protect livelihoods,

and strengthen recovery
from disasters and crises.

www.ifrc.org International Federation
Saving lives, changing minds. of Red Cross and Red Crescent Societies

wnitrc.org
Saving live, changing minds.

wwire.org
‘Saving lves, changing minds.

R

ion and

fonal Fodoration
Cross and Red Croscont Socistios.

Corporate brochure 2012
Institutional leaflet that presents global IFRC
humanitarian action.

INTERNATIONAL FEDERATION
OF RED CROSS AND
RED CRESCENT SOCIETIES

rc.org International Federation
Saving lives, changing minds. of Red Cross and Red Crescent Societies.

HE WORLD
WE LIVE IN




TEOHNICAL SPECIFICATIONS

Paper

The choice of paper should take into account how the
publication will be used (audience, training etc.).

For advocacy reports, annual reports or case studies,
we recommend using recycled uncoated paper. For
technical and training materials, use semi-matte
paper for covers and uncoated papers for inside pages.

The touch and feel of uncoated, natural white offset
paper can accentuate the message and reinforce the
visual imagery by adding texture. Uncoated paper can
reproduce strikingly beautiful monochrome and full-
colour pictures, and its excellent opacity allows for
clear and legible reproduction of pictures, even when
using thinner paper.

Semi-matte papers are strong, provide long life and
support intense use. They are well-suited for training
and technical materials mostly used in the field.

Environmentally friendly papers
and printing

Made from 100% recycled paper, our Geneva-based
publications have a low carbon footprint. We also se-
lect our printers according to this philosophy. They
use vegetable inks and recycle them. They are certified
FSC, and they are not use chemical processes in the
printing or recycling process during digital printing.

Environmentally friendly papers and printing proc-
esses should be used whenever possible. Similar prac-
tices should take place in the field as well.

Paper weight and quality

Corporate brochures and external reports
Uncoated paper — Offset should be used.
Cover: 250g, Uncoated paper, FSC

Inside pages: 90g, Uncoated paper, FSC

Technical and training material
Cover: 250g/300g, Semi-matte paper, FSC
Inside pages: 90g, Uncoated paper, FSC

Case study and fact sheet
Uncoated paper — Offset should be used.
150g, Uncoated paper, FSC

Letterhead and stationery
Letterhead is printed on Antalis Evolve office, 80g.

Paper sizes 43

Below are some of the standard European paper sizes
which can be used:

A2 594x420mm
A4 297x210mm

A3 420x297mm
A5 210x148mm

1/3 A4 210x99mm A6 148x105mm
A2
A4 i 1/3 A4 A3
A6 A5 w0
3
=
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Photography,
video, web and
multimedia
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PHOTOGRAPHY + [LLUSTRATIONS

Photography

A strong and consistent photographic style is an essen-
tial part of our visual identity.

Photography is a dynamic and engaging way of articu-
lating our brand. It can show not only who we are but
also what we do and for whom.

Guidelines for selecting photographs

Avoid the use of images that are generic and imper-
sonal. Instead, choose images that embody a strong
focus and personal view of the relevant subjects and
metaphors.

Context for our photography is important, therefore
we do not use cut-out imagery. Contact the design and
production team or the audioviosual senior officer for
guidance on photography.

Please refer to the IFRC’s photography guidelines for
more information on technical requirements for pho-
tography.

Where to obtain photos

All photos in our publications are available on
our online photo library which can be accessed at
www.av.ifrc.org

All images must be properly credited. Credits as well
as captions and dates can also be found on av.ifrc.org

Please contact our senior audiovisual officer (see con-
tacts) to access this database online.

The images shown above and to the
right demonstrate the creative approach
necessary to promote the diversity and
dignity of our beneficiaries and the work
of the IFRC worldwide. Specifically, we
emphasize a creative style that conveys
our values and supports Strategy 2020.


http://av.ifrc.org/Standard/
http://av.ifrc.org/Standard/

PHOTOGRAPHY + ILLUSTRATIONS 6.5
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VIDEO B.8

Video 01. Logo for video

Place of video within the visual identity

Video is a key element of our visual identity as it is + C International Federation
one way of showcasing our work and our brand. Video of Red Cross and Red Crescent Societies

production has to be understood as a cross-cutting . . . . .
platform where many creative tools can be integrated. www.ifrc.org Saving lives, changing minds.

Minimum size for video use and file extension

Guidelines for video production

Videos are essential in telling a story. But to be able to
tell a story you need to have all the right elements. You 02, Placement of the logo on intro screen
need to think about the story that you are trying to tell
before starting to film. The key element of a successful
production is to know who your audience is. Technical
guidelines have been developed to give you an overview
of the preferred formats for filming and editing. You
can get more information on this by contacting our au-
diovisual senior officer. You can also contact him if you

need support or assistance before or during a produc- g}t;?;tc';gzgZidde;?;g%rescem Societies
tion. All footage must be well detailed with captions www.ifrc.org Saving lives, changing minds.
and dates.

Where to find videos

All of our videos (films and b-roll footage) are available
on our online database which can be accessed at : 16:9
www.av.ifrc.org 720%576

You can also view most of our film productions on our
YouTube channel at www.YouTube.com/ifrc

A special platform for b-roll footage is also available at

www.lfrcnewsroom.com International Federation
of Red Cross and Red Crescent Societies
www.ifrc.org Saving lives, changing minds.

Please contact our senior audiovisual officer (see con-
tacts) if you are unable to access any of these plat-
forms.

4:3
1920x1080



www.YouTube.com/ifrc
http://www.ifrcnewsroom.com

VIDEO B.8

03. Title requirements 49

International Federation of
Red Cross and Red Crescent Societies

The challenge
of urban response

Atemqui rataect otaquiae quature reperae
conseni hilles eum cor aturio

Placement and
size of title for
screen sizes

International Federation of
Red Cross and Red Crescent Societies

The challenge
of urban response

Atemqui rataect otaquiae quature
reperae conseni hilles eum cor aturio

Placement and
size of title for
screen sizes




50

Visual identity guidelines / International Federation of Red Cross and Red Crescent Societies

MULTIMEDIA + WEB

Email signature

When communicating by email with our member
National Societies and external partners, it is
important to convey a professional and unified
image of the organization. This should also be re-
flected in your email signature.

In an effective email signature, everything should
be seen at a glance. Information about you, your
position and the IFRC should be simple, accessible
and legible.

To this end, we have designed simple and effec-
tive guidelines to unify our email signatures.

Note: please embed your email address in the hy-
perlink line when you are creating a new signature.
Never use another staff’s email signature to create
your own because if you do so, their hyperlink will
remain embedded in your email signature.

Technical instructions and guidance on how to
ensure your signature is on brand and consistent
with our visual identity are available from the
Information Support department’s help desk.

After significant and widespread consultations,
three reasons were clearly identified for not in-
cluding the IFRC logotype in the standard email
signature:

1 Technically, including the logotype is the same
as including an attachment of unspecified type
and this increases the likelihood that outgoing
messages to external audiences will be trapped
in spam filters.

2 While the increase in the file size of each in-
dividual message that includes the logotype is
small, when combined with the large volume
of mail sent from and between ifrc.org ac-
counts, there is an immediate and significant
impact on server space and individual mail-
box limits.

3 IFRC logotypes included in email signatures can
be copied, pasted, cropped or resized by third
parties into subsequent documents. This limits
our control over protective and indicative uses
and is counter to our efforts to promote in-
creasing consistency across IFRC.

IFRC Geneva secretariat

Johanna Bayanjanki
Senior officer, Humanitarian affairs

International Federation of Red Cross and Red Crescent Societies

Chemin des Créts, 17 | 1211 Petit Saconnex | Geneva | Switzerland

Tel. +41 (0)22 730 4444 | Fax +41 (0)22 730 0395 | Mob. +41 (0)79 249 6687
Email johanna.bayanjanki@ifrc.org | Skype johanna.bayanjanki.ifrc

Saving lives, changing minds.
Find out more on www.ifrc.org

Field

Yunis Encik
Communications officer

International Federation of Red Cross and Red Crescent Societies
Asia Pacific zone office | Suite 10.02, The AmpWalk |

218 Jalan Ampang | 50450 Kuala Lumpur | Malaysia

Dir. +60 3 9667 5789 | Fax. +60 32 161 0110 | Mob. +60 19 274 4456
E-mail yunis.encik@ifrc.org | Skype y.encik.asia

Saving lives, changing minds.
Find out more on www.ifrc.org
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Wallpaper 51
Wallpaper is available upon request for
the following screen sizes :

o Half VGA - 4:3 — 480x360

* XGA - 4:3 - 1024768

SXGA — 5:4 — 1280x1024

WXGA - 8:5 — (16:10) 1280x800
SXGA+ — 8:6 — 1400x1050
WSXGA - 8:5 — (16:10) 1440x900
HD+ — 16:9 — 1600x900

Wallapers are available for both Windows and MAC OS
and in BMP. You can also access wallpapers for your
BlackBerry© and iPhone®© (in development).

For technical queries, please contact the Information
Support department (ISD).
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CONTACT THE DESIGN + PRODUGTION TEAM

Additional guidance
manuals related to IFRC
visual identity available :

Logistics
Guidance for goods labelling
August 2011
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IFRC logotype
summary guidelines
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IFRC video guidelines
A guide to digital video

www.ifrc.org
Saving lives, changing minds.

International Federation
of Red Cross and Red Crescent Soci

eties

Planning and evaluation
Guidance for template formatting

July 2011

International Federation
of Red Cross and Red Crescent Societies

ww.ifre.org
Saving lives, changing minds.

Public communication
Guidance for template formatting

July 2011

www.ifrc. org
Saving lives, changing minds.

For further information on images, print guidelines or
to download logos or templates, please visit:

fednet.ifrc.org

For support on all matters related to visual identity
and access additional guidelines, please contact:

The design and production team
+ 41 22 730 4294 or sebastien.calmus@ifrc.org

These guidelines are published by the communication
department of the International Federation
of Red Cross and Red Crescent Societies

P.O. Box 372

CH-1211 Geneva 19
Switzerland

Tel.: +41 22 73042 22
Fax.: +41 22 733 03 95


https://fednet.ifrc.org/

OUR FUNDAMENTAL PRINCIPLES

The Fundamental
Principles of the
International Red Cross
and Red Crescent
Movement

Humanity

The International Red Cross and Red Crescent
Movement, born of a desire to bring assistance without
discrimination to the wounded on the battlefield, en-
deavours, in its international and national capacity, to
prevent and alleviate human suffering wherever it may
be found. Its purpose is to protect life and health and
to ensure respect for the human being. It promotes mu-
tual understanding, friendship, cooperation and lasting
peace among all peoples.

Impartiality

It makes no discrimination as to nationality, race, reli-
gious beliefs, class or political opinions. It endeavours to
relieve the suffering of individuals, being guided solely
by their needs, and to give priority to the most urgent
cases of distress.

Neutrality

In order to continue to enjoy the confidence of all, the
Movement may not take sides in hostilities or engage at
any time in controversies of a political, racial, religious
or ideological nature.

Independence

The Movement is independent. The National Societies,
while auxiliaries in the humanitarian services of their
governments and subject to the laws of their respective
countries, must always maintain their autonomy so that
they may be able at all times to act in accordance with
the principles of the Movement.

Voluntary service

It is a voluntary relief movement not prompted in any
manner by desire for gain.

Unity

There can be only one Red Cross or Red Crescent society
in any one country. It must be open to all. It must carry
on its humanitarian work throughout its territory.

Universality

The International Red Cross and Red Crescent
Movement, in which all societies have equal status and
share equal responsibilities and duties in helping each
other, is worldwide.
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