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INTRODUCTION

Our brand is a reflection of the personality,  
vision, mission and values of our organisation.  
These guidelines will help you understand what  
our brand stands for, and how it should be used  
to communicate consistently and effectively.  
Inside, you will find information about the  
different components that come together to  
form the Farm Africa brand and full guidance  
on what to do with them.

FARM AFRICA IS A LEADING 
NGO SPECIALISING IN GROWING 
AGRICULTURE, PROTECTING THE 
ENVIRONMENT AND DEVELOPING 
BUSINESSES IN RURAL AFRICA.
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OUR VISION AND MISSION

OUR VISION 
A prosperous rural Africa.

OUR MISSION 
We reduce poverty by unleashing African farmers’ 
abilities to grow their incomes and manage their 
natural resources sustainably.
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OUR VALUES

EXPERT. 
Deep expertise and insightful evidence-based solutions 
are at the heart of everything Farm Africa does.

GROUNDED. 
Positive change starts with Africa’s people, so 
our experts work closely with local communities, 
engaging them in every level of decision-making.

IMPACTFUL. 
We take a long-term view so we can deliver  
lasting changes for farmers and their families.

BOLD. 
We model innovative new approaches and are  
not afraid to challenge strategies that are failing.
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FARM AFRICA BOILERPLATE

Investing in smallholder farming is the number one 
way to combat poverty in rural Africa. Farm Africa 
is a leading NGO specialising in growing agriculture, 
protecting the environment and developing 
businesses in rural Africa. 

AGRICULTURE  
Developing agricultural expertise  
for long-term change.

ENVIRONMENT 
Safeguarding the environment for  
years to come.

BUSINESS 
Boosting business to drive prosperity

ALL FARM AFRICA PUBLICATIONS 
SHOULD INCLUDE THE 
FOLLOWING IF SPACE ALLOWS:
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VISION AND INSPIRATION 
Farm Africa is driven by an inspiring and 
achievable vision, and it’s important our  
writing reflects this without over-stating  
or becoming grandiose. 

KNOWLEDGE AND EXPERIENCE 
Farm Africa speaks with an authoritative  
and confident tone that reflects our experience  
in the field. While we need to demonstrate  
that Farm Africa knows what it’s talking about we 
don’t want to baffle people with science and policy.

PERSONAL AND PASSIONATE 
Our work may at times be technical, but our spirit 
and energy is always personal. We can talk policy 
and practice when we need, but we also give our 
writing a human feel. 

ON THE FRONTLINE 
Our on-the-ground, frontline ethos is an important 
part of the Farm Africa story and so we need to 
connect readers with the experiences of farmers 
and tell our story in a way that has understanding 
and empathy. 

REAL RESULTS 
Farm Africa is an organisation that makes a 
difference. This energy and dedication to action 
and results are essential to who we are so we need 
to show how and where we’ve made a difference. 
We need language that is active, dynamic and 
determined, and punchy facts that prove how our 
work changes lives. For example:

• Increased yields from (X) to (Y) 
• Increased household income from (X) to (Y) 
• Increased value of crop sales 
• Increased number of livestock 
•  Increased size of smallholding - investment  

in more land
•  Improved living standards eg better  

house / closer source of water
• Reduced greenhouse gas emissions 

TONE OF VOICE | KEY POINTS

FARM AFRICA’S TONE OF VOICE 
EXPRESSES OUR CHARACTER, 
ENERGY AND VISION. 

The tone of our writing style will 
vary depending upon the audience 
we’re talking with. For instance, 
fundraising copy might be more 
emotional and inspiring, while a 
case study might be more factual. 
The copywriter must be sensitive 
to the purpose of the piece and 
who the reader is. 
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IMPLEMENTING A CONSISTENT 
COPYWRITING STYLE 
REQUIRES JUDGEMENT AND 
CONSIDERATION. 

CUT BACK ON JARGON 
Endless acronyms and techspeak can make 
writing impenetrable to readers. Always bear  
in mind who the audience is and what level of 
detail they need. If it’s not adding anything new, 
take it out. 

LESS IS MORE 
Farm Africa is committed to the ‘less is more’ 
principle. Be ruthless in editing copy and keep  
it punchy.

PUT PEOPLE FIRST 
The focus of our writing should be the people we 
work with. We must tell their stories and put them 
in the spotlight. We should try to write using the 
inclusive ‘first person plural’, ie using words such 
as ‘we’ and ‘our’, particularly for a public audience. 

SHOWING BY DOING 
Case studies, stories and personal experiences 
should be used as they clearly demonstrate what 
Farm Africa does. It is important to make use of 
personal quotes and to include statistics that show 
clearly what difference we have made.

OUR NAME 
Our name should be written as Farm Africa  
in title case and should not be capitalised.  
Where Farm Africa is written as part of an  
all capital heading it can be capitalised  
(eg FARM AFRICA ANNUAL IMPACT REPORT). 

TONE OF VOICE  | WRITING GUIDE
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TONE OF VOICE  | SAMPLE MESSAGES

Farm Africa’s key 
messaging will keep 
evolving. Some messages 
are an encapsulation of 
who we are. Others have 
a more personal story 
attached to them. It will 
be important to keep 
developing new messages 
for the organisation so our 
communications remain 
fresh and engaging. 

Driving prosperity through agriculture.

Making conservation profitable.

Getting markets moving.

We unlock the potential of agriculture to transform rural Africa.

From livestock to loans, we empower Africa’s rural entrepreneurs  
to achieve more.

Our work kickstarts rural economies.

Grow Africa’s future, from the ground up.

We help farmers make a profit not just this harvest, but every harvest.

Empowering farmers to grow more, sell more and sell for more.

Helping rural communities thrive, while protecting the environment.

Trust us. This is what we do best.

Protecting land. Protecting livestock. Protecting futures
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THE LOGO

There are five different 
colour versions of  
our logo - FA Green,  
FA Orange, FA Blue,  
FA Grey and FA Yellow. 

To maintain the bold, 
fresh, bright nature of the 
brand, our logo colours 
should be considered 
interchangeable and equal. 
There is no ‘primary’ 
colour. Use whichever is 
the most appropriate and 
sympathetic to the job.

When our logo is sent  
out to be featured on 
partner materials or in  
our own mono-colour 
work, our logo can also 
appear in solid black, but 
this should be avoided as 
much as possible.
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THE LOGO | EXCLUSION ZONE

To protect the clarity  
and visual integrity of  
the logo, an exclusion 
zone has been designated 
to maintain the required 
distance from other 
layout/design elements 
that might intrude.

The minimum exclusion 
zone around our logo is 
based on the uppercase 
‘F’ from the ‘Farm Africa’ 
element of the logo.

(Exclusion Zone)

(Exclusion Zone)

(Exclusion Zone)

(Exclusion Zone)
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THE LOGO | RECOMMENDED AND MINIMUM SIZES

To ensure our logo is clear, 
visible and reproduced 
consistently across all 
media the recommended 
logo sizes for various 
formats should be followed 
at all times. 

Recommended width for A3: 140mm

Recommended width for A4: 75mm Recommended width for A5: 70mm

Minimum width for online use: 180pixelsMinimum width for print use: 45mm
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THE LOGO | RULES OF USE

Never make these changes 
to our logo.

NEVER Use an off-brand colour NEVER Use gradients or image fills

NEVER Remove any element NEVER Change or add new elements

NEVER Change the proportion of the logo NEVER Change the position of any element
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COLOUR | BREAKDOWNS

There are four brand colours 
and two supporting colours. 

Pantone or CMYK colours 
should be used in print 
applications. RGB or 
Hexagraphic colour values 
should be used for online 
applications. 

FA Green
Pantone:  376
CMYK:  60/0/100/0
RGB:  114/191/68
Hex:  72BF44

FA Green - 60% tint

FA Green - 80% tint

FA Blue
Pantone:  311
CMYK:  55/0/15/0
RGB:  102/202/216
Hex:  66CAD8

FA Orange
Pantone:  144
CMYK:  0/60/100/0
RGB:  241/128/31
Hex:  F1801F

FA Yellow
Pantone:  109
CMYK:  0/8/95/0
RGB:  255/225/21
Hex:  FFE115

FA Grey
Pantone:  445
CMYK:  52/22/30/74
RGB:  70/69/71
Hex:  464547

White
Pantone:  N/A
CMYK:  0/0/0/0
RGB:  255/255/255
Hex:  FFFFFF

Brand colours

Supporting colours

FA Orange - 60% tint

FA Orange - 80% tint

FA Yellow -  
60% tint

FA Yellow -  
80% tint

FA Grey - 60% tint

FA Grey - 80% tint

FA Blue - 60% tint

FA Blue - 80% tint
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COLOUR | RULES OF USE

THERE ARE 
CERTAIN 
RULES THAT 
SHOULD BE 
FOLLOWED 
WHEN USING 
OUR COLOURS.

On introductory pages of publications, digital assets or for one-off 
pieces about Farm Africa a combination of the four brand colours  
should be used. 

Within a publication, one brand colour should be used per section of 
content. If one section ends on a left hand page, and the next starts on 
the right hand page two colours can be used in the same spread. 

The brand colours should be considered interchangeable and equal. 

Example publication: cover and introduction pages Section 1 Section 2

“I like French beans 
because they take only 
a short time to grow and 
bring good income.” 

—Selly Chelangat, western Kenya 

Example digital asset
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WAVE ASSETS | INDIVIDUAL WAVES

There are ten crops of the 
Farm Africa wheatsheaf 
icon that can be used as 
photo borders, text boxes 
and photo boxes in Farm 
Africa collateral. 

51 2 3 4

1096 7 8
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WAVE ASSETS | COMBINED WAVES

Numbers 1 to 3 can be used 
for introductory pages, 
covers and stand-alone 
pieces for Farm Africa. The 
order of the colours can 
change, but all four brand 
colours should be included.

Numbers 4 to 8 can be 
used for photo borders and 
text boxes in Farm Africa 
collateral. Again the order of 
the colours can be changed, 
but only one brand colour 
and its tints, as shown on 
page 15, should be used. 

51 2 3 4

7 86
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WAVE ASSETS | RULES OF USE

These examples 
demonstrate the ways  
in which the wave assets 
should be used, and  
also how they could  
be misused.

CORRECT NEVER  Place the wave asset so it cuts through  
the text placed on top of it

NEVER   Cover an unnecessary amount of  
the photo beneath the wave asset

NEVER Put the wave asset at less than 90% opacity

NEVER  Put a wave asset in all four corners  
unless the amount of content requires
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TYPOGRAPHY | PRIMARY TYPEFACE

Din
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!”§$%&/()=?

Din Regular

Din Bold

Din is the primary typeface 
of Farm Africa. 

We use three different 
weights for emphasis and 
distinction: Din Regular, 
Din Bold and Din Black.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!”§$%&/()=?

Din BlackABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!”§$%&/()=?
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TYPOGRAPHY | SECONDARY TYPEFACE

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!”§$%&/()=?

Arial Regular

Arial BoldABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!”§$%&/()=?

In situations where Din 
is unavailable and/or 
for internal usage and 
communications such as 
email and correspondence, 
Arial should be used. 

Arial Regular is used as a 
substitute for Din Regular. 
Arial Bold is a substitute for 
both Din Bold and Din Black.

Arial
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TYPOGRAPHY | ALIGNMENT AND LEADING

In all situations typography 
should be aligned/ranged 
left. This provides the eye 
with a constant starting 
point for each line, making 
text easier to read.

Line-spacing should always 
aim to measure at least 
120% of the point size used 
to ensure the best legibility.

Investing in smallholder farming is the number one way to 
combat poverty in rural Africa. Prosperity depends on making 
agriculture work better, using natural resources well, and 
creating stronger markets for what farmers produce.

Investing in smallholder farming is the number 
one way to combat poverty in rural Africa. 
Prosperity depends on making agriculture work 
better, using natural resources well, and creating 
stronger markets for what farmers produce.

Investing in smallholder farming is the number 
one way to combat poverty in rural Africa. 

Prosperity depends on making agriculture work 
better, using natural resources well, and creating 

stronger markets for what farmers produce.

Investing in smallholder farming is the number 
one way to combat poverty in rural Africa. 
Prosperity depends on making agriculture work 
better, using natural resources well, and creating 
stronger markets for what farmers produce.

Investing in smallholder farming is the number 

one way to combat poverty in rural Africa. 

Prosperity depends on making agriculture 

INCORRECT  Justified text creates difficult word breaks. INCORRECT  Ranged-right text makes it difficult to find the 
beginning of each new line.

INCORRECT Line spacing (‘leading’) too tight. INCORRECT Line spacing (‘leading’) too loose/open

CORRECT
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TYPOGRAPHY | HIERARCHY

Different type sizes and 
weights should be used  
to build a clear hierarchy  
of information.

The given examples are  
a guide only, based on an 
A4 document. Each job will 
need individual analysis.

Leading = 33pt

Leading = 15.6pt

Leading = 12pt

Leading = 12pt

Leading = 18pt

Leading = 12pt

Leading = 8.4pt

Leading = 9.6pt

TITLE - 30PT, UPPERCASE 
 
Subtitle - 13pt, uppercase. Subtitle - 13pt, uppercase.  
Subtitle - 13pt, uppercase. Subtitle - 13pt, uppercase.  
Subtitle - 13pt, uppercase. Subtitle - 13pt, uppercase.  
Subtitle - 13pt, uppercase. 

SUBHEADING - 10PT, UPPERCASE
Body copy - 10pt, sentence case. Body copy - 10pt, sentence case. Body copy - 10pt,  
sentence case. Body copy - 10pt, sentence case. Body copy - 10pt, sentence case.  
Body copy - 10pt, sentence case. Body copy - 10pt, sentence case. 

Quote - 15pt, sentence case
Pull out statistic/fact - 10pt, sentence case Pull out statistic/fact - 10pt, sentence  
case Pull out statistic/fact - 10pt, sentence case

PHOTO CAPTION - 7PT, UPPERCASE

PAGE NUMBER - 8PT
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TYPOGRAPHY | COLOUR AND TYPE

In order to keep text 
legible always use one 
of the following colour 
combinations. 

Text
Text

Text
Text

Text
Text

Text
Text

Text
Text

Text

Text

Text
Text

Text
Text

Text
Text

Text  
Text

Text

Text

Text

Text

Text
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TYPOGRAPHY | WHEATSHEAF ICON

The wheatsheaf icon 
can be used throughout 
publications for two 
purposes:

1.  To indicate a pull-out 
quote or statistic.

2.  To indicate the start  
of a new story within a 
section of a publication.

Wheatsheaf icon Wheatsheaf icon in use
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ICONOGRAPHY

Crops Seeds Rice Pea pod Tree

Fruit Fish Cattle Chicken Beehive

Cooking pot / food Water pump / irrigation Water drop / irrigation Education

Sun Community / partnerships Partnerships Community

Training

This library of icons  
can be used in our 
materials sparingly to 
illustrate key content. 

They should always appear 
in one of our brand colours, 
at a 100% solid tint, or they 
can appear in white on a 
background of one of the 
brand colours.

Rain cloud
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ICONOGRAPHY CONTINUED

Bananas

Camel

Mushrooms Goat Donating Coffee

Cassava Tools
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ICONOGRAPHY | SOCIAL MEDIA

Facebook Twitter Youtube Instagram Profile iconWhen directing people  
to Farm Africa’s social 
media, only these icons 
should be used. 

The profile icon can be 
used as Farm Africa’s 
profile image on its social 
media accounts. 
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04

MAP STYLE

Ethiopia

Whole map Section of map Map in use in a publication

Kenya Uganda Tanzania

To show where Farm 
Africa works, this map  
can be used.

NAIROBI

KAMPALA

ADDIS ABABA

DAR ES SALAAM

NAIROBI

KAMPALA

ADDIS ABABA

DAR ES SALAAM

NAIROBI

KAMPALA

ADDIS ABABA

DAR ES SALAAM

NAIROBI

KAMPALA

ADDIS ABABA

DAR ES SALAAM

04
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PHOTOGRAPHY

KEEP IN THE MIND THE 
FOLLOWING POINTS WHEN 
SOURCING IMAGERY OR  
BRIEFING PHOTOGRAPHERS.

CONTEXT 
Our images should reflect our core aim of empowering people.  
Subjects should be actively engaged in farming, farming-related work,  
or be in an farming environment.

SCALE 
Our work is all about people and the land with which they are directly 
involved. Include the environment and their impact on it - growing crops, 
animal herds, forests and rangelands, etc.

COMPOSITION 
Straight-to-camera portraits consistently have high engagement with  
our audience, whilst active, farming shots show the impact we are having. 
Therefore a mixture of the two should be taken, or used in materials.

Often images will be overlaid with the wave assets from page 16 and 17.  
This needs to be considered when taking photos. There should be dead space 
left around the subject of the photo to allow for this. 
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PHOTOGRAPHY | LIBRARY EXAMPLES

Farm Africa’s photos 
are stored on an online 
photo library called 
Resource Space. Ask the 
communications team if 
you would like an account. 
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PHOTOGRAPHY | CREDITING 

Photography should be 
properly credited to the 
relevant photographer or 
agency. Credits should 
follow the type hierarchy 
dictated on page 22 and  
be positioned in one of  
the places indicated in 
this example. 

POSSIBLE PHOTO CREDIT LOCATION POSSIBLE PHOTO CREDIT LOCATION
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Farm Africa’s work aligns  
with the UN’s Global Goals  
for Sustainable Development  
(SDGs), which aim to end  
extreme poverty, hunger,  
inequality and injustice, and  
fix climate change by 2030.  
We are committed to working  
with the business community, 
governments and others to  
make these goals a reality. 
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EXAMPLE APPLICATIONS

Cover and spreads from the Farm Africa Annual Impact Report 2016 Other Farm Africa collateral Digital Asset

BUSINESS
Boosting business  
to drive prosperity.

Help grow a 
better tomorrow 
for rural Africa.

DONATE TODAY AT  
WWW.FARMAFRICA.ORG/GROWINGFUTURES
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Brand guidelines can be found online at:
www.farmafrica.org/brand

Created in January 2018.


