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05 Tag & Amplify:  When posting, tag @ifrc and use the campaign hashtags, #campaignhashtag1 #campaignhashtag2, to 
maximize reach and visibility.

02 Choose Your Assets: 
Browse a collection of images, banners, videos, and social media posts designed to drive awareness and action.

03 Customise for Impact: 

04 Share & Engage: Use these assets across your platforms—social media, websites, newsletters, and presentations—to 
spread the message and inspire action.

Download the Toolkit: 
Visit our campaign website or SharePoint to access and download the latest assets.01

the campaign and support local solutions to food insecurity in Africa. 
Here’s how to access and use it:



Core Message:
 
Africa’s food insecurity crisis is complex but solvable. By supporting the Africa Zero 
Hunger Initiative, we can empower millions of the continent’s food-insecure 

Tone: 

The Africa Zero Hunger campaign communicates with a tone that is:

•
• Empowering and solutions-driven – Focuses on community-led change and 

resilience.
• Compassionate and inclusive – Centers the voices and experiences of those 

Voice Characteristics

•
emotional connections.

•
• Active and engaging – Uses strong, action-oriented language to drive participation.

MESSAGING & TONE 
GUIDELINES 03
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Do’s & Don’ts

Example

Do:

• Use storytelling to illustrate impact.
•
•

Don’t:

• Use overly technical or bureaucratic language.
• Focus only on problems without presenting solutions.
• Depict communities as helpless or dependent.
• Use the word ‘hunger’. Replace with ‘food insecurity’ 

Before:
hunger due to climate disasters and economic 
instability.”

After: 
against food insecurity with sustainable solutions. With 
the right support, they are building food security that 
lasts.”

This ensures messaging stays aligned with the 
campaign’s mission while resonating with diverse 
audiences.

Use this messaging guide to align your messaging 
with the Africa Zero Hunger campaign. 



Visual Identity & Consistency

consistent visual style. While partners can integrate their own logos, the core design elements should remain intact to preserve 
the campaign’s identity.

Key Branding Elements

The "Zero" Icon
•
• This symbol represents the goal of Zero Hunger and should be used prominently in visuals.
• See placement and color options below.
 
Logos
• Partners can swap the IFRC logo with their own, but the Africa Zero Hunger campaign branding must remain clear and visible.
• The "Zero" graphic and campaign name & pattern should always be present alongside partner logos.

04BRANDING 
GUIDELINES 

By using these branding guidelines, you can help maintain a 
consistent and recognisable campaign identity while incorporating 
your own branding.

“Zero” Symbol Usage

Option 1
(Main Symbol)

Option 1
(Secondary Symbol)

Option 3 (Main Symbol Variation) Option 4 (Secondary Symbol)

Content hereContent here

Content hereContent here

There are only two ways to position the 
zero and slash. 
1.) Left hand side, in full view. 
2.) Top right corner, with partial blend into 
the corners. 
No other placements.



FONT
USAGE

Aa
Montserrat is a geometric sans-serif typeface
designed by Julieta Ulanovsky, inspired by posters 
and signage from her historical Buenos Aires 
neighborhood of the same name. It is rather close in 
spirit to Gotham and Proxima Nova, but has its own 
individual appearance - more informal, less 
extended, and more idiosyncratic.

It is provided in a total of nine different weights, 
each having eight figure styles and small caps in 
both upright and italic shapes

Font Name: 
Montserrat

Aa
Open Sans is an open source humanist sans-serif
typeface that was designed by Steve Matteson under 

based on his earlier design called Droid Sans, which was 

The typeface is characterized by its wide apertures on 

legible on screens and at small sizes. 

Font Name: 
Open Sans

Characters
ABCDEFGHIJKLMNOPQRSTUVWQYZ

abcdefghijklmnopqrstuvwqyz

1234567890

~!@#$%^&*()-=_+[]{}\|;’:”,. /<>?

Characters
ABCDEFGHIJKLMNOPQRSTUVWQYZ

~!@#$%^&*()-=_+[]{}\|;’:”,./<>?

05both in print and digital formats. This adaptability helps us achieve a cohesive and polished 
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COLOR
PALETTE 06

GREEN

CMYK: 82% 53% 63% 47%
RGB: 43 67 65
HEX: #2B4341

ORANGE

CMYK: 20% 71 % 100% 8%
RGB: 178 101 48
HEX: #B26530

BROWN

CMYK: 29% 70% 90% 21%
RGB: 145 89 55
HEX: #FFFFFF

RED

CMYK: 0 86 63 0
RGB: 239 51 64
HEX: #F5333F

GOLD

CMYK: 24 41 100 3
RGB: 188 147 55
HEX: #2B4341

GREY

CMYK: 49 38 48 6
RGB: 135 137 127
HEX: #2B4341

Together, these earth tones create a harmonious palette that highlights the 
interconnectedness of nature, food production, and the vibrancy of life.
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IMAGE
EXAMPLES 07
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Our imagery will convey a strong sense of unity and collaboration, highlighting
community projects, sustainable farming initiatives, and food distribution

collective action.
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DIGITAL:
ASSETS & MOCKUPS



DIGITAL 
BANNER ADS 09

AFRICA ZERO HUNGER:
UNITED FOR DURABLE

SOLUTIONS
When we unite, a food secure Africa is possible.
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AFRICA ZERO HUNGER:
UNITED FOR DURABLE
SOLUTIONS

When we unite, a food secure Africa is possible.



SOCIAL MEDIA 
PAGE 10

www.ifrc.org/get-involved/campaign-us

sure it doesn’t sit on any faces and the 
Zero (Option 2) as this is the only way 



EMAIL 
SIGNATURES 11
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ZOOM 
BACKGROUNDS 12
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TWIBBONIZE
TEMPLATE 13

INSERT IMAGE 
HERE
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VIDEO
INTRO & OUTRO 14

LOREM IPSUM
DUMMY TEXT
TO GO HERE

EPISODE 01

AFRICA ZERO HUNGER:
UNITED FOR DURABLE
SOLUTIONS

Visit: www.ifrc.org/get-involved/campaign-us

www.ifrc.org/get-involved/campaign-us



INSTAGRAM
FRAME 15
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POWERPOINT 
PRESENTATION - LIGHT 16

0#
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POWERPOINT 
PRESENTATION - DARK 17
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PRINT:
ASSETS & MOCKUPS



POSTER
ADS 19
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PULL-UP 
BANNERS 20
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BROCHURE
LAYOUT

OUTSIDE

INSIDE

21
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EVENT LAUNCH 
ADS 22
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FLYER
ADS 23
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PRINT
ADVERTS 24
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BILLBOARD
ADS 25
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MERCHANDISE 
BRANDING 26
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THE END


