
GUIDELINES.
BRAND 

Pushpa, Disability Rights 
Activist, Bangladesh.
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3. Our Brand Colours
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HOW TO USE OUR LOGO.

• Our logo is to be used in all external and internal communications.

• The logo can appear only in ADD International’s orange.

• You must not remove any part of the logo, add to it or distort it in any way.

• In print production use the logo at a size large enough for the square to be 
at least 20mm wide.

• In web production use the logo at a size large enough for the square to be 
at least 80 pixels wide.

HOW WE LOOK

LOGO POSITION.
Whenever possible our logo should be positioned in the top-left corner 
of a page and can be accompanied by our strapline in our brand font 
Montserrat. Ideally, the logo should ‘bleed’* from the top edge of the 
page or image, if the software you’re using allows it. 

* What does ‘bleed’ mean in design? It’s when an image goes to the very 
edges of a page to ensure there is no white space. 

INDEPENDENCE, EQUALITY 
OPPORTUNITY  
FOR DISABLED PEOPLE 
LIVING IN POVERTY.

You can download our logo from:
https://add.org.uk/brand/

ADD International Logo

Ideal Logo Position: Top-left corner

OUR  LOGO.
1.
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ADD International is the minority 
partner.

When you need to put our logo on 
to another organisation’s materials, 
in most cases you should add a line 
stating ‘Proud Supporter of’ or ‘In 
Partnership with’.

Equal partners.

Ideally, materials should still be in 
our visual identity, although you 
may need to negotiate with the 
other organisation about this.
Both logos should be the same 
size, and positioned at the same 
height on the page. In this case, our 
logo should not be attached to the 
border of the page. Ideally, our logo 
should be on the left. 

ADD International is the lead 
organisation.

Our logo should go in the top 
left-hand corner on the front of 
materials. The logo(s) of partner 
organisation(s) on the right-hand 
side of materials, ideally in the 
bottom right-hand corner.
Add a line near the other 
organisation’s logo, ‘Working with’ 
or ‘In partnership with’ or ‘With the 
support of’ as appropriate.

Working with

HOW WE LOOK

Proud supporter of:

PARTNERSHIPS & CO-BRANDING.
It’s important that the relationship between us 
and the organisations we partner with is clear. 
This helps us to raise our profile, avoids confusion 
and reduces the risk of damage to our reputation. 
When in doubt, email the communications team at 
communications@add.org.uk

OUR  LOGO IN PARTNERSHIPS.
1.
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OUR PUBLIC NAME.

ADD International is our public facing name. It is important to use ADD International 
in full every single time in marketing and official documents. However, ADD is 
allowed in internal and informal documents, as long as the full name is used the 
very first time in the body of the text. ADD International is used to describe the 
whole organisation. Country programmes should describe their work in one of the 
following ways:

• ADD International in Uganda or 

• ADD International, Uganda or

• ADD International’s work in Uganda, and so on. 

OUR LEGAL NAME.

Our legal name, as lodged with the Charity Commission and Companies House in the 
UK, is ‘Action on Disability and Development.’ ADD International is a ‘working name’. 
We are legally required to state the following at the bottom of all official or legal 
documents (i.e. letterheads and email footers):

‘ADD International. Registered in England and Wales as Action on Disability and 
Development.  Company Number 2033925.  Charity Commission Number 294860.’ 

It can be in smaller print, at the very bottom, but please ensure that all official and 
legal documents include this wording. 

OUR STRAPLINE.

Our strapline is a short phrase that 
captures the essence of our work. 
You can use it alongside the logo at 
your own discretion. Slightly different 
wording has been developed for each 
country context.

Strapline: In Solidarity with the 
Global Disability Rights Movement.
 
Explainer / What We Do: We support 
disability rights organisations 
and activists with funding and 
leadership skills to build powerful 
movements for change.
 
Motivational statement: There is no 
justice without disability justice.

HOW WE LOOK
OUR NAME AND STRAPLINE.2.
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HOW WE LOOK

ORANGE - LIGHT

CMYK
0 / 12 / 20 / 0

RGB
255 / 224 / 204

Web
#FEE1C8

ORANGE.

CMYK
0 / 65 / 95 / 0

RGB
255 / 100 / 0

Web
#F4792A

Pantone
158 U

PURPLE 

CMYK
35 / 90 / 0 / 67

RGB
55 / 8 / 84

Web
#4E0643 

OUR COLOURS.
3.

OUR COLOURS. 

Orange is our primary colour. It helps 
us stand out and to be recognised. 

Purple is our secondary colour and 
available as an accent to the Orange.

! There are accessibility rules 
around how we use colours 
and which colours are okay 
to use in combination. Please 
see Page 19 for ‘Accessible 
Colours’ guidance.
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MONTSERRAT BOLD.
FOR TITLES AND HEADLINES.

MONTSERRAT REGULAR.
FOR SUB-HEADINGS.

1. MONTSERRAT BOLD AND REGULAR.

We use Montserrat for headlines and in UPPER CASE at all times. Please 
note: too many words in capital letters can be difficult to read. For 
accessibility reasons, do not use Montserrat for more than 10 words in a 
row. Minimum size: 10.5pt. 

Download Montserrat and Open Sans 
for free at www.google.com/fonts
Calibri is a standard Microsoft Office 
font.

2. OPEN SANS BOLD, SEMIBOLD AND REGULAR.

We use Open Sans for sub-headings, to emphasise text and as our body 
text. Minimum size: 10.5pt.

OPEN SANS BOLD FOR SUB-HEADINGS.
Open Sans Semi-Bold for emphasising text.
Open Sans Regular for body text.

3. CALIBRI BOLD AND REGULAR.

When Montserrat and Open Sans aren’t available for technical reasons 
then Calibri should be used as a substitute. Minimum size: 12pt. For 
more guidance see Page 20 and ‘Accessible Fonts’

If you’re writing in Arabic, please use the free font Aqeeq. 

HOW WE LOOK
OUR  FONTS.

4.

There are accessibility rules around 
how we use our fonts. Please 
see Page 20 for ‘Accessible Fonts’ 
guidance.

!
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ELEMENTS.
DESIGN 

1. Fullstops

2. Icons

3. Buttons

4. Quotes

5. Working with Photos



1.
FULL STOPS.

DESIGN ELEMENTS

THE FULL STOP.
We are bold and 

confident. 
We want to stand out. 
This is why we use full 

stops on titles and 
headlines.
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Icons are simple graphics or symbols that speak a universal language. We use them 
to help people find their way through large amounts of text, they are particularly 
helpful for people with learning impairments or dyslexia. 

A few simple rules.

• The icons can only be in our brand colours. The smallest size for an icon is 10mm 
x 10mm. 

• Never use clip art in either internal or external materials – including Power Point 
presentations. 

• If you need some new icons for your work, please ask your designer to copy this 
style or contact us on: 

 communications@add.org.uk 

These are just some of our icons, email 
the communications team for the full set: 

communications@add.org.uk

2.
ICONS.

DESIGN ELEMENTS
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NEED TO 
SHOUT OUT 

LOUD? 

READ MORE.

DONATE.

JOIN US.

JOIN US.

READ STORY.

NEED TO 
SHOUT OUT 

LOUD? 

NEED TO 
SHOUT OUT 

LOUD? 

NEED TO 
SHOUT OUT 

LOUD? 

READ STORY.

READ MORE.

DONATE.

DONATE.

DONATE.

3.
BUTTONS.

DESIGN ELEMENTS

Use a button to make a call to action stand out. If you need to shout out loud you can 
use a circle label, and bend your text within. But no more than a 5 degrees inclination!
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DESIGN ELEMENTS
QUOTES.

Here are some of the ways you can use a quote to highlight key text. 

“The money raised will help us to relocate, and pay for somewhere to stay. 
We have lost our homes. Many of us are staying with other people or living 
in refugee camps.”  Elkhansa, Disability Rights Activist in Sudan (pictured)

“People with disabilities will be more affected by the 
war than others. 

“People with physical disabilities or users of wheelchairs 
will not be able to run if explosions occur. People with 
hearing impairments will not be able to hear explosions 
or gunshots.”

SUDAN LATEST.
Our colleague, Elkhansa, a young disability leader from 
Sudan, shares the latest news:

Indent your quote by 4mm 
and use a dotted orange line 
as a side border

4.



“ADD helped me realise 
my self-dignity. When I 
joined an organisation 
of disabled persons, I 
realised I was a human 
being, that I have the right 
to live in this society.”
Kaddus, Disability Rights 
Activist, Bangladesh.

“
“ADD has given 
me so many 
opportunities to 
make change.”

Joseph, Disability 
Rights Activist, 
Tanzania.

“I have become more 
confident and brave. 
I want to have a voice 
among people with and 
without disabilities.”
Sokhak, Disability Rights 
Activist, Cambodia.

Use a pale orange box 
to frame your quote. 
Additionally, you 
can experiment with 
different background 
colours to further 
accentuate and 
highlight the quote.
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1. BLEEDING OFF A PAGE 3. IN A CIRCLE2. FULL PAGE

Photos help bring our work to life and we love to use them boldly in the following ways:

DESIGN ELEMENTS

WORKING WITH PHOTOS.
5.

Happiness, Disablility Rights Activist

You must only use images that we have written consent to use and that are stored on Sharepoint in 
Organisational Assets. You must also include a caption whenever you use a photo - unless you have referenced 
who the person is in the text by the photo .!
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ADD International’s Communication team has created templates for 
letters, business cards, envelopes, power point presentations and more at 
the Sharepoint, Communications Hub.

HOW WE LOOK

EXAMPLES.

Funders Letter

Suppporters Letter



SUPPORTER NEWSLETTER.



SOCIAL MEDIA & WEBSITE.



COMMUNICATIONS.
ACCESSIBLE

1. Accessible colours

2. Accessible fonts

3. Inclusive language

4. Accessible language

5. Inclusive fonts



ACCESSIBLE

COLOURS.

WHEN CAN I USE ORANGE?
We are constantly working to ensure our brands stays as accessible as 
possible. Orange text, on a white background is no longer considered 
accesible. Orange is crucial to our brand, so we have not removed it. 
Instead, we need to make sure we use it in clever ways. When working with 
Orange text please only use it in the accesbile ways indicated here and 
avoid the unaccessible versions.

I AM NOT ACCESSIBLE.

I AM NOT ACCESSIBLE.

I AM ACCESSIBLE.

I AM ACCESSIBLE.

I AM ACCESSIBLE.

I AM ACCESSIBLE.

I AM ACCESSIBLE.

1.

19



ACCESSIBLE

FONTS.
2.

Our primary brand fonts are MONTSERRAT BOLD and Open Sans. However, these fonts will only work on 
computers where they have been downloaded and installed. On computers where they are not installed the 
computer will default to a different font which may not be accessible. That is why we also use Calibri as our 
secondary brand font.

Let’s say you want to send a Word document to somone at an external organisation to read. If they don’t have our fonts downloaded on 
their computer, their computer will use a substitute font which may not be accessible. We want to avoid this. 

So, if you need to send a Word or Excel document externally or have created a powerpoint presentation that will be shown on an external 
computer, please only use Calibri. Calibri is a Microsoft Office standard font and is stored in the font library of every computer.

If you want to send a document externally and it doesn’t need to be edited by the external person, then you can create your document 
using our brand fonts and export your document as a PDF. PDFs preserve the fonts used to create the document. So, when a PDF is 
opened on another computer the fonts appear as the one’s you used, regardless of whether those fonts are in that computer’s font 
library.

To recap:
• Sending a Word / Excel / Powerpoint to an external person for them to read only? Use our 

primary brand fonts and export your document as a PDF.
• Sending a document internally? Use our primary brand fonts.
• Creating a document to be printed professionally? Use our primary brand fonts.
• Sending a Word / Excel / Powerpoint to an external person for them to edit? Use our 

secondary brand fonts.
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WORDS MATTER: HOW TO TALK ABOUT DISABILITY.
The language we use helps to change attitudes towards disability. We want society to understand that 
disability is not inability if disabled people are given the right tools, opportunities and support. Everything 
we write or say should reflect this. 

ADD International embraces the social model of disability. We believe disability is created when 
barriers in society limit opportunities for people with impairments. Disability is an aspect of someone’s 
personhood, it shouldn’t be their definition. 

There are words that many disabled people find hurtful because they suggest disabled people are 
helpless, or these words are used abusively. If in doubt, ask the person what language they prefer.

INCLUSIVE
LANGUAGE.

3.

Further Reading.
To discover more about inclusive language Oxfam 
have produced an excellent report which is 
recomended reading. Check it out here.



For describing people with other 
disabilities or impairments:
• Blind / with low vision / visually 

impaired person / blind people / 
people with visual impairments

• Deaf / hard of hearing / people with 
hearing impairments

• Has albinism / Is living with albinism / 
Person with albinism

• Person with restricted growth / 
person of short stature  

For describing people with physical or 
mobility disabilities:
• With a physical disability

• With a mobility disability

• Uses a wheelchair / In a wheelchair / 
Wheelchair user

• Uses crutches / Uses a cane / Uses a 
walker

• Has [specific condition here]

• Person with restricted growth / 
Person of shorter stature

• Person with albinism

Disabled people, people with 
disabilities, or persons with 
disabilities?

In the UK we tend to use ‘disabled 
people’, a term widely used by the 
disability movement in the UK to 
emphasise that barriers in society are 
‘disabling’ for people with impairments. 

However, we acknowledge that in 
different contexts, other words, such as 
‘persons with disabilities’ or ‘people with 
disabilities’, are preferred. 

Please use the term that is most 
appropriate in each context and be 
aware of the following:

• The UK disability movement prefers 
the term ‘disabled people’. 

• US, Africa and Asia prefer the term 
‘people with disabilities’ in plain 
English.

• The international disability 
movement and multilateral agencies 
(i.e. the UN) utilise ‘persons with 
disabilities’. This is the terminology 
used in the Convention on the Rights 
of Persons with Disabilities.

For describing people on the autism 
spectrum:
• On the autism spectrum

• Autistic

• Has autism [if preferred by 
individual]

For people with mental health issues:
• People with psychosocial disabilities

• Person who has experienced 
psychosis / has schizophrenia

• Has a diagnosis of / is currently 
experiencing / is being treated for 
[specific condition or syndrome]

• A person experiencing mental health 
challenges

• People experiencing  mental health 
challenges 

For describing people with learning 
disabilities:
• Persons / people with intellectual 

disabilities

• Has or with an intellectual / learning 
disability

• Has or with learning difficulties

TERMS IT’S OKAY TO USE.
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Never use beneficiary – this 
takes power and agency from 
the people we work with, 
implying they are simply 
receiving aid. We know 
disability rights activists and 
organisations are the ones 
doing the vital work, we are 
supporting them with resources 
and training. 

Never use third world or 
developing country – this is an 
old fashioned and derogatory 
term.

KEY TERMS - TALKING ABOUT OUR SECTOR.

PEOPLE. LOCATIONS. SECTOR.

X XX

Instead of beneficiary, be 
specific about the groups 
you’re referring to, for example, 
disability rights activists, or 
organisations of people with 
disabilities. 

If you can’t, just say, the people 
we work with or participants, 
grantees depending on the 
context.

There is not really one agreed 
correct term to refer to the part 
of the world where we mainly 
work, so again, try to be specific 
– name the country you mean, 
or say, Africa and Asia. 

If you can’t, you can use terms 
like the global south, global 
majority, lower-income 
countries, or countries 
recovering from colonisation, 
depending on the context.

Development and aid are 
the terms most used to 
describe our sector, however, 
development it implies a 
hierarchy of “progress” that 
ignores the damage caused by 
colonisation, and aid implies 
a one-way donor-recipient 
relationship. 

Instead, try referring to our 
sector as that of International 
Non-Government 
Organisations (INGOs) or civil 
society. 

You might also use the social 
justice movement or disability 
rights movement depending 
on the context.



We want our communications to be as clear, 
accessible and inclusive as possible so they can be 
understood as widely as possible. 

People with English as a second or third language, 
people with learning impairments, dyslexia or visual 
impairments may be excluded by complex language. 

In the past, certain audiences such as donors 
and large NGOs have used complex or academic 
language in their publications. This shuts some 
people out of the conversation, and risks continuing 
the power dynamics we are trying to break down. 

Good communication is clear and easy to 
understand. Using simple language does not mean 
what you are saying is simple – just that it is easier 
to understand.

When communicating, ask yourself if you’re using 
the plainest language you can. In some cases, we 
have to use concept terms like “decolonisation”. 
Where we use terms like this make sure to include 
a brief explanation the first time you use it. For 
example:

ACCESSSIBLE
LANGUAGE.

4.

ADD is committed to decolonisation through our 
work. This means we will only work in ways that 
break down injustices caused by colonisation, 
and be careful when we work within these power 
structures to make sure we are not reinforcing them.

If you need help with a definition you can always 
contact the comms team – we are here to help!

Acronyms are like a wall that keeps people out! What 
do you make of this sentence?

“EKB met with the IOF for TOT workshop. MSGLD 
application sent to the DOF in EA. Partners include 
IWF, WD2023 and UNW.”

Do you think many people would understand what 
this means? Instead of using acronyms, always 
write the titles out in full and include an explanation 
where the name doesn’t make clear what you 
are referring to. If you are using the same title 
repeatedly, you can put the acronym in brackets the 
first time, and use it afterwards, as long as you have 
first written it in full.



1. FONT SIZE. 

The minimum size of the font you’re 
using is important. Please be careful! 

• Montserrat minimum size 10.5
• Open Sans minimum size 10.5
• Calibri minimum size 12

Please make sure the font you’re using 
is easy to read and sans serif. If the 
fonts are more difficult to read (such as 
Montserrat) make sure you use a limited 
number of words. 

2. TEXT ALIGNMENT. 

Text should always be aligned to the 
left or to the right depending on your 
standard alphabet. You can centre text 
from time to time, if the paragraphs are 
few and short, and the number of words 
is very limited. Never align justified 
text.

3. ITALICS. 

Never use! They can be very hard to 
read if you have a visual impairment. 

4. BOLDS. 

You can use it on rare occasions to 
emphasise a sentence or key concepts 
within a text. However, be aware that 
too many changes in style can be 
distracting and difficult to read. 

5. CAPITALISING. 

Do not capitalise words in the middle 
of a sentence, unless required by the 
English language. 

ACCESSSIBILITY 
RULES.

ACCESSIBILITY IS 
EASY.

These simple rules can be 
applied by anyone and will 
ensure people with visual 
or learning impairments 
can access our 
communications, as well as 
people who speak English 
as a second language.

5.
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text is a title, a header, or simply body 
text. Styles are found in almost every 
software, including Word, Powerpoint 
and the Adobe InDesign Suite.

Styles also allow screen readers to 
signpost what the user is about to read. 

Therefore, the user does not have to 
read the whole document if they just 
want to get to a specific section.  

9. AVOID PDFs

Please avoid using PDF documents as 
these cannot be translated by screen 
readers. Whilst a screen reader can read 
a PDF, there is no way of differentiating 
the styles. Therefore, the screen reader 
will read the whole document without a 
break. If the user stops, the document 
will have to be restarted from the 
beginning

10. WHITE SPACE. 

Use plenty of white space, with 
generous margins and good spacing 
between sections. If you’re using 
columns, make sure the gap is clear and 
distinct.

11. CONTRAST. 

Have as much contrast as possible 
between the text and the background. 
The easiest combination for reading is 
dark text against a light background.

12. ICONS.

Icons can help people find their 
way through large amounts of text, 
particularly people with learning 
impairments.

13. TEXT ON PHOTOS. 

Please keep in mind that text on photos 
is not ideal and very difficult to read and 
is not compatible with e-readers.

14. CAPTIONS. 

Captions (or alt text) are extremely 
important for people who can’t see 
images well. Please make them 
descriptive and describe the image. 
image descriptions. This means that 
anyone using an e-reader can get 
an understanding of what is being 
displayed through the image. For 
example: 

6. PARAGRAPHS & 
SENTENCES. 

Keep paragraphs and sentences as 
short as possible. Paragraphs should be 
a maximum of 250 words.

• A good rule: one idea per sentence, 
and no more than 2-3 sentences in a 
paragraph.

• Another good rule: clear writing 
should have an average sentence 
length of 15 to 20 words.

• Headings should be used to split 
long pieces of text and summarise 
for the reader what they’re about to 
read.

7. DATE FORMAT. 

Write 3 February, not 3rd February 

8. WRITE USING ‘STYLES’ FOR 
SCREEN READERS.

People who are using a reader to read 
your document, will truly appreciate it if 
documents are created using ‘styles’, as 
they’ll be able to see whether a piece of 
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17. VIDEOS
Make sure to use subtitles.

18. EMOJIS

Use these sparingly and at the end of 
the text. When used within an e-reader 
it disrupts the flow of the text because it 
literally describes the emoji (eg, ‘smiling 
face with sunglasses’)

19. HASHTAGS

Use #DisabilityRightsActivists rather 
than #disabilityrightsactivists. The 
capital letter at the start of each work 
helps the e-reader read each word 
separately rather than interpreting the 
text as one long word.

 

Sok-Koen, from Cambodia, stands smiling 
in front of her shop, which she was able 
to set up thanks to ADD International’s 
support.

15. UNCOATED PAPER. 

When printing, use paper that is matt or 
uncoated rather than gloss or coated to 
avoid glare. 

16. IMAGE SIZES
Very high resolution images or dynamic 
content can take a long time to load, or 
be costly for those paying per data use. 
Make sure to use images of a resolution 
for websites, and keep your page simple 
and easy to navigate.
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