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ChildFund Alliance is a global network of 11 child-focused development organizations working  
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The members of the Alliance are:
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ChildFund Alliance Brand Guidelines

1. Introduction to the standards
This manual describes the standards that need to be followed by members of ChildFund Alliance in 
order to achieve a consistent, unified brand for the Alliance. Consistent expression of member affiliations 
with the Alliance will increase awareness of the global ChildFund brand.

This style guide has been designed to give you an understanding of ChildFund Alliance branding, 
including use of the logo and the name. If you encounter a situation or application not covered in 
this guide, please check with the ChildFund Alliance Communications and Marketing Committee 
(CMC) or Diana Quick, communications and digital strategist at the ChildFund Alliance Secretariat, 
dquick@childfundalliance.org 

2. Usage requirements for name and logo
A Unified Image

To promote public awareness of ChildFund 
Alliance and the needs of children worldwide, 
our global Alliance must establish a recognis-
able and trusted brand image.

Building public awareness of our work and reach 
will ultimately enable ChildFund Alliance members 
to fulfil their main mission of assisting children 
and families living in poverty.

Brand awareness will be achieved by con-
sistently using the ChildFund brand or by 
co- branding.

The name ChildFund and all related iterations 
are the intellectual property of ChildFund 
Alliance, not the member organisations.

Related ChildFund Alliance web addresses (URLs) 
are the property of ChildFund Alliance.

Our identity

ChildFund Alliance is a membership of child-fo-
cused organisations that implement lasting and 
meaningful changes in the lives of impoverished 
children and families worldwide.

ChildFund Alliance assures the highest stan-
dards in program work, governance, fundrais-
ing, and financial management.

mailto:dquick@childfundalliance.org
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3. The ChildFund brand

1. The global brand is ChildFund.

2. The descriptor for the founding alliance is 
ChildFund Alliance.

3. ChildFund member organisations which 
adopt the ChildFund brand have four 
name/ logo options:

• ChildFund
• ChildFund International
• ChildFund + country name
• Member of ChildFund Alliance

4. Members which do not adopt a ChildFund 
name will co-brand using a combination of 
their own logo and placement of the state-
ment: “Member of ChildFund Alliance.”

5. Do not abbreviate ChildFund Alliance, or 
any other ChildFund member name.

 Our goal is to build brand awareness and 
opportunities are lost any time the name is 
reduced to initials.

6. ChildFund’s primary colour is ChildFund 
green (pantone 348).

7. The ChildFund logo must be consistently ex-
pressed through its wordmark which includes 
the green child as the letter “i” in child.

8. The ChildFund logo can only be used in 
white, black (including a gray scale), or the 
standard green and black.

Required co-branding

Member organisations which 
do not adopt the ChildFund 
brand will acknowledge their 
affiliation with ChildFund 
Alliance by identifying 
themselves as: “Member of 
ChildFund Alliance.”

The statement “Member of 
ChildFund Alliance” should be 
used where appropriate on or-
ganisation materials. Members 
can choose to incorporate 
the statement “Member of 
ChildFund Alliance” into their 
own logo, or use the statement 
separately.

It is acknowledged that the 
spirit and intention is that, 
wherever possible, ChildFund 
Alliance members which 
do not use the ChildFund 
brand will prominently adopt 
co-branding.

Fundraising and program 
countries

Each member organisation, by 
virtue of its license agreement, 
is empowered to use the name

“ChildFund,” in combination 
with a program or fundraising 
country’s name.

Or, country programs or 
fundraising offices of member 
organisations may co-brand by 
stating that they are “affiliated 
with ChildFund Alliance”.

Example of optional 
co-branding:

• ChildFund Benin

• ChildFund Kenya

• CCFC Paraguay, affiliated  
 with ChildFund Alliance

 

Adopting the ChildFund 
name

Member organisations which are 
considering adopting the name 
ChildFund should consult with 
the CMC with the ultimate goal 
of optimising the national and 
international ChildFund brand.

Member organisations adopting 
the name ‘ChildFund’ should 
execute the name graphically 
the same as ChildFund Alliance 
with the word ‘International’ or 
the national identifier (Australia, 
New Zealand, Ireland) replacing 
the word ‘Alliance’.

When a current member of  
the Alliance that is not branded 
ChildFund considers rebrand-
ing, it is the preferred  
position of the Alliance that 
they become ChildFund + 
country, e.g., Barnfonden 
would become ChildFund 
Sverige or ChildFund Sweden.
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4. Vision, mission and descriptor
The stated vision, mission and descriptor of ChildFund Alliance appear below. Please note, each member 
can continue to operate under their own vision, mission and values. However, these should closely 
reflect the core values of ChildFund Alliance, in order to maintain a consistent philosophy across the 
network.

Vision

A world in which all children enjoy their rights and achieve their full potential.

Mission

Together with children, we create sustainable solutions that protect and advance their rights and 
well-being.

Descriptor1

Short version:
ChildFund Alliance is a global network of 11 child-focused development organizations. We work 
with more than 14 million children and their families in over 60 countries to overcome poverty and 
the underlying conditions that prevent children from achieving their full potential.

We work in partnership with children and their communities to create lasting change. We support 
long-term community development, promote children’s rights and child protection, prepare for nat-
ural disasters and respond to humanitarian emergencies.

Long version: 
ChildFund Alliance is a global network of 11 child-focused development organizations working in 
more than 60 countries. We help more than 14 million children and their families to overcome pov-
erty and the underlying conditions that prevent them from achieving their potential, with an annual 
expenditure of almost US$500 million. ChildFund was founded in 1938.

We work in partnership with children and their communities to create lasting change. We support 
long-term community development, promote children’s rights and child protection, prepare for nat-
ural disasters and respond to humanitarian emergencies. 

Our work is carried out within the framework of the Convention on the Rights of the Child and in 
support of the Sustainable Development Goals, which are laid out in Transforming Our World: The 
2030 Agenda for Sustainable Development.

Each member organization retains its own distinct identity and governance by national boards. The 
Alliance holds members accountable to global standards of the highest levels of quality and integri-
ty in programming, finances, fundraising and governance. 

Our members’ collective resources, commitment, innovation, knowledge and expertise are a power-
ful force to elevate the voices of children to transform lives while uniting to speak out for, with and 
on behalf of children.

1 Note: The descriptor will be revised annually based on the numbers gathered in the Consolidated Data Report.
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5. The logo

Components

The ChildFund logo consists of three elements: the wordmark, symbol and locator. All elements must  
appear together to form the logo. The logo is available in various formats at https://db.tt/LiwMXUSe1q 

Exclusion zone

Minimum clear space or an exclusion zone around the logo maintains clarity and allows for clear repro-
duction, hence maintaining the integrity of the brand. It is determined by the height of the ‘n’ within the 
logo, as shown below. This zone prohibits the use of any other graphics elements appearing within this 
clear space.

Logo font and proportions

The font used for both the wordmark and locator is Rotis Sanserif Bold. The diagram below illustrates 
the font height percentages for the wordmark and locator. The locator should be 35% of the wordmark 
font size. The space between the wordmark and the locator should be 4mm.

Wordmark

Symbol Locator

https://db.tt/LiwMXUSe1q
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Minimum size

To ensure the best reproduction, do not reproduce the logo any smaller than the minimum size as 
illustrated below. There are two formats displayed: one for print and the other for online and screen  
display.

Region Example

To ensure that ChildFund International USA Regional Offices do not cause confusion with other 
ChildFund Offices, they will use two locator tags as indicated in the samples below.

Unacceptable usage

The following are examples of unacceptable usage of the logo.

Never skew or distort  
the logo

The logo can only appear on a  
photographic or coloured background 
if its clarity is not compromised.

Never rotate the logo. 

Using non-corporate colours are not 
permitted. Use green or black for 
single colour print runs.

Never change the colour of 
the child symbol.

   Print    Online/screen
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6. Co-branding examples
‘ChildFund’ or ChildFund Alliance must always be presented in English. The statement “Member of 
ChildFund Alliance” can appear in any language.

Members that continue to use a name that is not ChildFund can consider incorporating the child icon 
into their logos:
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7. Typography
To help create a clear and consistent brand for ChildFund Alliance, and in keeping with the brand’s 
contemporary design, only sans serif typefaces can be used. Serif fonts, such as Times Roman, 
Palatino and Baskerville, are not to be used in ChildFund communications materials, internally or 
externally.

The following sans serif typefaces are suggested examples, however there are a variety of sans serif 
fonts now available, which can be adopted by ChildFund Alliance members. Please be aware that 
some fonts are not available in all language formats.

The typography guide is for those members which have adopted the ChildFund Alliance brand. 
Those members which use a different brand will have their own style guide. It is desirable, but not 
compulsory, that these members consider application of the suggested typography within their own 
brand guidelines.

Frutiger

abcdefghijklmnopqrstuvwxyz  ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890 (!@#$%^&*) 

ITC Avant Garde Gothic, Book

abcdefghijklmnopqrstuvwxyz ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890 (!@#$%^&*) 

Helvetica Neue, 55 Roman

abcdefghijklmnopqrstuvwxyz ABCDEFGHIJKLMNOPQRSTUVWXYZ  
1234567890 (!@#$%^&*) 

Trebuchet MS

abcdefghijklmnopqrstuvwxyz ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890 (!@#$%^&*) 

Verdana

abcdefghijklmnopqrstuvwxyz ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890 (!@#$%^&*) 

Do not use fonts with a ‘serif’, such as Times New Roman below. 
abcdefghijklmnopqrstuvwxyz   
ABCDEFGHIJKLMNOPQRSTUVWYZ
1234567890 (!@#$%^&*) 

x

http://7.Typography
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8. Colours

Primary colour

    ChildFund green R: 0  C: 100%
    Pantone 348  G: 122  M: 0%
       B: 69  Y: 85%
         K: 24%

Optional secondary colours

    ChildFund light green R: 132  C: 54%
    Pantone 376  G: 189  M: 0%
       B: 0  Y: 100%
         K: 0%
  
    ChildFund orange R: 241  C: 0%
    Pantone 143  G: 180  M: 25%
       B: 52  Y: 78%
         K: 5%

    ChildFund lime  R: 208  C: 21%
    Pantone 389  G: 223  M: 0%
       B: 0  Y: 85%
         K: 0%
  
    ChildFund blue  R: 18  C: 69%
    Pantone 299  G: 149  M: 10%
       B: 216  Y: 0%
         K: 0%

    ChildFund purple R: 69  C: 55%
    Pantone 269  G: 31  M: 80%
       B: 122  Y: 20%
         K: 40%

The ChildFund colours should be used by organisations which use the ChildFund brand. Alliance mem-
bers using a different brand will have their own style guide. It is desirable, but not required, that these 
Alliance members consider application of these colours within their own brand.
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Acceptable colour formats

The following examples illustrate acceptable colour formats for the logo which act as alternative to the 
full colour (ie, green and black on white background) format.

Reverse on corporate green      Reverse on black

Black          The logo can be used without the  locator.
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9. Photos
ChildFund Alliance photographs should encapsulate our achievements in the field, and portray the 
reality of the regions in which we work. Photos should be engaging and tell a story. Use hi-res, high 
quality photos.

The subject matter, in the main, should be the people, local landscape or ChildFund projects in that 
region. When publishing images of our staff members – which is helpful for ensuring branding of 
our work externally, as well as for internal communications – ensure you have the consent of the 
staff  member.

When published, images should adhere to Alliance Fundraising Standards  
(http://cfa.ms/CFA_FR_stds)

http://cfa.ms/CFA_FR_stds
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10. Design elements

1. Child symbol

When cropped in a certain way, the child icon is symbolic of a smiling face, which is a theme con-
veyed throughout ChildFund imagery. Some members are using this optional design element. If 
used, the following rules apply:

• The child symbol may only be used in set shades of the required green, or in black, gray or 
white.

• If you are using just part of the child symbol, it must be rotated 55 degrees clockwise (see 
below).

2. Green Block

The green block is an optional design element. The green block element dilutes the large amounts 
of black used in the logo, while also functioning as a medium for strengthening the corporate 
green throughout ChildFund collateral. The green block may either run the length of the logo or 
across the document starting from one side of the logo.

Note: Always make sure the green block is consistent with the exclusion zones of the logo.
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11. Brand collateral: ChildFund
The following are examples of how the ChildFund brand may be used in stationery, signage and 
online. collateral. These styles are not prescriptive, and are only provided here as an illustration of 
how the brand concepts can appear in public  communications.

      General letterhead    Business card

    
    Outdoor office signage

           Member website
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12. Miscellaneous

Communications relating to emergency response

In an emergency, the global brand is ChildFund, not individual ChildFund Alliance members.

Social media

In social media, if commenting on another member’s country, consult with member.
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