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POWER AFRICA

On Oct. 14,2016, the U.S. Agency for International Development (USAID) administrator signed a special determination that allowed the Power Africa initiative to
provide branding and marking guidance applicable to activities under the initiative. This determination was coupled with December 2014 updates to Automated
Directives System (ADS) chapters 320 and 303, as well as 2 CFR 700, which clarified branding exceptions for presidential and other high-level interagency initiatives.

Power Africa draws on the combined expertise and abilities of |2 U.S. Government agencies, the World Bank Group, the African Development Bank, the Government
of Sweden, the Government of Norway, the Government of Canada, the Government of Japan, the UK Department for International Development, the International
Renewable Energy Agency, African governments, and more than 120 private sector partners. Unique and consistent branding for Power Africa helps elevate its status
as a presidential initiative and strengthens its “whole-of-government” identity. The Power Africa initiative has developed branding standards to promote common
elements across Power Africa materials, regardless of location, audience and participating federal agency. By adhering to the new requirements, you are better aligning
your project and organization with the U.S. Government’s worldwide mission.

HOW TO USE THIS MANUAL

This is the Graphic and Naming Standards Manual for Power Africa, the U.S. Government initiative. It sets clear, consistent guidelines for branding and graphic design
for Power Africa projects and communications. In accordance with the administrator’s determination, and in line with the USAID Graphic Standards Manual, the
guidelines in this manual are compulsory for Power Africa project communications materials.

The first step in building a successful brand is a developing a visual identity that is used consistently on all communication — the Power Africa identity. The branding
objectives are to enhance the visibility and value of Power Africa and improve the impact and consistency of communication.

STANDARDS

While there is a need for flexibility and adapting communications to the specific countries and activities, the Power Africa initiative has developed branding standards
and guidance to promote common elements across Power Africa materials. Use of the elements will help promote more consistent, effective communications and
strengthen the identity and visibility of the initiative. This graphic standards manual sets the official standard for branding of all Power Africa communications.
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|.I OUR LOGO

MASTER LOGO WITH TAGLINE
The tagline ensures that the Power
Africa logo meets both the statutory
and regulatory requirements. U.S.
Government agencies, contractors
and grantees must use this logo
when producing all publicly available
materials.

A Power Africa partner must use the

USAID logo, along with the Power

Africa logo, when a project is being

funded, in whole or in part, by USAID.

Partners should NOT use the Power

Africa logo on communications that

are strictly administrative. A F R ‘ ( A

A U.S. GOVERNMENT-LED PARTNERSHIP



|.I OUR LOGO

The Power Africa logo is an official U.S. Government symbol
and cannot be used without official permission. The logo has

been developed with a tagline that identifies the initiative as
U.S. Government assistance and accurately represents the P OW E R
partnership. Any alterations, distortion, re-creation, translation
(other than the tagline and country name when appropriate) A I: R | C A
or misuse is strictly prohibited.

A U.S. GOVERNMENT-LED PARTNERSHIP

WHO CAN USETHE LOGO MASTER LOGO WITH TAGLINE

The following communications materials, projects, and assistance The tagline ensures that the Power Africa logo meets both the statutory and

activities can display the Power Africa logo as the sole logo. regulatory requirements. U.S. Government agencies, contractors and grantees

must use this logo when producing all publicly available materials.

*  All secretariat-level products that demonstrate Power Africa
as a "whole-of-government” initiative.

* U.S. Government, African government, multilateral or private

sector activities (and relevant marketing materials) or projects
that contribute to Power Africa goals and are supported by P OW E R

a multi-stakeholder “whole-of-government” effort by Power

AFRICA

*  Communication materials of Power Africa partners (e.g.,
development agencies, private companies, etc.) may include the
phrase “A Power Africa partner,” or “A Power Africa project,”

along with the Power Africa logo. LOGO WITHOUT TAGLINE

Should only be used with written approval from the Power Africa
coordinator's office. A logo without the tagline is typically used by
a third-party partner (development partner or private sector partner).



l.I OUR LOGO

MINIMUM PRINT SIZE
A minimum print size has been established to ensure legibility.
See examples below.

POWER
AFRICA

\
W=31.75 MM (1.25 INCHES)

MINIMUM PRINT SIZE

MINIMUM ON-SCREEN SIZE
A minimum on-screen size has been established to ensure legibility.
See examples below.

POWER
AFRICA

I
W=100 PIXELS

MINIMUM ON-SCREEN SIZE

CLEAR SPACE

A minimum area surrounding the logo must be kept clear of any other
typography as well as graphic elements such as illustrations, thematic images
and patterns, and the trim edge of a printed piece. More than the minimum
clear space is encouraged.

Minimum clear space on all sides of logo and type mark should be equal to the
height of the “PO" in the type mark. See examples below.

POWER
 “AFRICA

A U.S. GOVERNMENT-LED PARTNERSHIP




|.I OUR LOGO

COLOR OPTIONS

The Power Africa logo has a master logo and three other approved color options. This is to ensure that the logo properly appears in print documents and on screen
presentations. Digital file formats are available for a variety of applications for both print and digital communications. To access files, please email your request to
powerafrica@usaid.gov.

Use only the official files provided. Do not re-create the logo or change the colors under any circumstances. See color specification in section |.2.

POWER POWER 4 KNOCKOUTLOGO
AFRICA AFRICA S T

A U.S. GOVERNMENT-LED PARTNERSHIP

P OW E R P OW E R 4 Ssi)tlggeRveiE\li)EE vSthLllthbI(i map against
AFR'CA AFR'CA dark blue background only.

A U.S. GOVERNMENT-LED PARTNERSHIP

POWER POWER < mogmowreios
nly use the black and white logo when it is no
A F RlCA A F RlCA possyib\e to print or display in co%or.

A U.S. GOVERNMENT-LED PARTNERSHIP




|.I OUR LOGO

INCORRECT LOGO, TYPE MARK AND SEAL USAGE
A FEW TYPICAL INCORRECT EXAMPLES ARE SHOWN BELOW.

POWER

X

N\

POWER
AFRICA

The logo cannot appear on
an image background with
reduced opacity.

The logo colors may
not be altered.

The logo fonts may
not be altered.

POWER

AFRICA

A U.S. GOVERNMENT-LED PARTNERSHIP

X

P R
ONER »

A U.S. GOVERNMENT-LED PARTNERSHIP

The logo cannot appear
on an image background
with reduced opacity.

The reverse logo with

light blue map can only
be used against a dark
blue background.

A drop shadow may
not be added.



1.2 OUR COLORS

The Power Africa color palette ensures the colors always look consistent. The colors below are the only colors approved by Power Africa.

PRIMARY COLOR PALETTE SECONDARY COLOR PALETTE
Used for text, color fields and accent colors. Light gray and light blue may be

Used in the logo, text, color fields and accent colors. Power Africa
used for text if on a dark background. All secondary colors, except dark red,

blue may be used as tints.

may be used as tints.

PANTONE® 200 PANTONE® 122 PANTONE® COOL GREY 2
C3 MI00 Y70 KI2 C5 M3 Y5 KII C5 M3 Y5 KII
#BAOC2F #FFD134 #CCCCCC

R186 G 12 B47 R255 G209 B52 R208 G208 B206

15% BLACK (B/W ONLY PRINTING)

PANTONE® 2717 PANTONE® 294
PANTONE® 533 C34 MI5 YO KO C100 M69 Y7 K30
C95 M72 YI5 K67 #ATC6ED #002F6C
#1F2A44 R167 G198 B237 RO G47 B 108

R3I G42 Bé68

The colors shown here have not been evaluated by Pantone, Inc. for accuracy and may not match the
PANTONE Color Standards. Consult current PANTONE Publications for accurate color. PANTONE®

is the property of Pantone, Inc.



|.3 OUR TYPEFACES

PRIMARY FONT

Typography is one of the most important design elements. It creates brand consistency across all materials. Do not use any unapproved fonts.

The primary font family for Power Africa is Gill Sans. The clean, sans serif font was selected for its clarity and readability.

GILL SANS LIGHT
INCLUDING ITALIC
Typical uses: Headlines,
body text.

GILL SANS BOOK
INCLUDING ITALIC
Typical uses: Body text
in printed publications.

GILL SANS ROMAN
INCLUDING ITALIC
Typical uses: Body text and
to differentiate sections of
information as headlines,
text or captions.

GILL SANS BOLD
Typical uses: Headlines,
subheads and highlighted
text. Do not use italic in
Gill Sans Bold.

Gill Sans MT is an acceptable substitute and is installed on most USAID computers.

Aa
Aa

Aa
Aa

Monotype and Adobe produce approved professional versions of these fonts.

abcdefghijklmnopqgrstuvwxyz | abcdefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ | ABCDEFGHIJKL
1234567890-1@#$%"&*()_{}:"'<>?

abcdefghijklmnopqrstuvwxyz | abcdefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ | ABCDEFGHIJKL
1234567890-!@#$%"&*()_{}."<>?

abcdefghijklmnopqrstuvwxyz | abcdefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ | ABCDEFGHIJKL
1234567890-!1@#$%"&*()_{}."<>?

abcdefghijkimnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890-!@#$% N &*()_{}:7<>?

All approved weights and styles are shown above. Do not use unapproved weights and styles.



|.3 OUR TYPEFACES

WEB FONTS

Source Sans Pro is an open-source font created for legibility in web pages, user interface design and digital products.

SOURCE SANS PRO LIGHT
INCLUDING ITALIC

Typical uses: Headlines,
body text.

SOURCE SANS PRO REGULAR
INCLUDING ITALIC

Typical uses: Body text and

to differentiate sections of
information as headlines,

text or captions.

SOURCE SANS PRO BOLD
Typical uses: Headlines,
subheads and highlighted text.
Do not use italic in Source
Sans Pro Bold.

A3
Aa
Aa

abcdefghijklmnopgrstuvwxyz | abcdefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ | ABCDEFGHIJKL
1234567890-1@#59%&*() {}:"<>?

abcdefghijklmnopqrstuvwxyz | abcdefghijklmnopqrstuvwxyvz
ABCDEFGHIJKLMNOPQRSTUVWXYZ | ABCDEFGHIJKL
1234567890-1@#$%M&*()_{}:"<>?

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890-1@#$%"&*()_{}:7<>?



|.3 OUR TYPEFACES

ALTERNATE FONT

Arial may be used when the Gill Sans font family is not available. Like Gill Sans, Arial is a clean, sans serif font—and it's typically easily accessible.

Typical uses: Body text.

ABCDEFGHIJKLMNOPQRSTUVWXYZ | ABCDEFGH

[RIALRECOLER A abcdefghijkimnopqrstuvwxyz | abcdefghijklmnopqrstuv
1234567890-1@#3$%"&*() _{}."<>?

CLUDING TALIC abcdefghijkimnopqrstuvwxyz | abcdefghijkimnopq
a ABCDEFGHIJKLMNOPQRSTUVWXYZ | ABCDEFGH

' 1234567890-1@#$%A8&*()_{}:"<>?

and highlighted text.



|.3 OUR TYPEFACES

ALTERNATE FONT

Garamond may only be used in long printed publications (more than 60 pages). It may be used for text and captions but not for titles.

ABCDEFGHIJKLMNOPQRSTUVWXYZ | ABCDEFGHIJK
1234567890-1@#$ %" N&*()_{}:"<>?

Typical uses: Body text
or captions.

ADOBE GARANOND 3 abcdefghijklmnopqrstuvwxyz | abedefghijklmnopgrstuvwxyz

INCLUDING ITALIC ABCDEFGHIJKLMNOPQRSTUVWXYZ | ABCDEFGHI]
¢ captons. 1234567890-1@#$%A&*()_{}:"<>?

or captions.

ADOBE GARAMOND a abcdefghijklmnopqrstuvwxyz | abedefghijklmnopqrstuvwxyz

ADOBE CARATIOND BOLD abcdefghijklmnopqrstuvwxyz
e e Bold e a ABCDEFGHIJKLMNOPQRSTUVWXYZ | ABCDEFGHI]
1234567890-!@#$%A&*()_{}:"<>?



.4 OUR PHOTOGRAPHY

Photography is a key element of the Power Africa brand and can be used in a variety of communications tools. A single image can help humanize the brand while
conveying the impact our projects have on the individuals and groups we serve.

[t is best practice to accompany every photo with a caption that tells the viewer the who, what, where, when and why of the subject matter.

Captions should adhere to Associated Press style, and you must always credit the photographer.




1.5 OUR GRAPHICS

ICON ILLUSTRATION OUTLINE

Iconography is a sophisticated approach for articulating Power Africa’s work in a simple and accessible way. The selection of icons will grow and evolve to best reflect the
work. Environmental elements will be used to create landscapes and scenes for infographics and sharable graphics. These illustrations can also be used in lieu of photography
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for reports and presentations.
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1.5 OUR GRAPHICS

ICON ILLUSTRATION SOLID

These illustrations can also be used in lieu of photography for reports and presentations.
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1.5 OUR GRAPHICS

GRID TEXTURE

The grid is a quick reference to the “Power Grid” and represents Power Africa’s
work — on and off grid. The texture also refers to graph paper which appeals to
engineering and science sensibilities.

TEXTURE WEIGHT

The stroke weight of the grid lines can be determined by the size of the overall

layout and texture, but the stroke weight should be at least .125 pt.

TEXTURE OPACITY

The grid lines can have reduced opacity for a more subdued texture.

TEXTURE COLOR

The grid lines can appear in the brand grey when they are used on a white

background. The grid lines have to be white when they appear on any other color.
The grid lines can not be used in any other color.



1.5 OUR GRAPHICS

GRID TEXTURE — EXAMPLE

The grid and the icon illustrations can be used together to
create grid graphics that can be used in reports and presentations.

9
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SECRETARIAL COMMUNICATIONS
UNIFY THE BRAND &
STRENGTHEN OUR MESSAGE.

2.1 BRAND APPLICATION

2.2 LETTERHEAD & BUSINESS CARD
2.3 EMAIL SIGNATURE

2.4 FACT SHEET

2.5 COUNTRY FACT SHEET

2.6 SOCIAL MEDIA TEMPLATES

2.7 PRESENTATIONS



2.1 BRAND APPLICATION

[t is critical that all secretarial communications keep the integrity of our brand. Power Africa’'s communications must follow the graphic standards —

including Power Africa’s typefaces and colors. This page features a selection of branded materials.

Lk
RO AR

A Guide to Reaching 30,000 Megawatts
and 60 Million Connections

Power Africa Roadmap

Many individuals and organizations contributed to the development

of this Roadmap.This strategy brought together the ideas, input,and
vision from a wide range of Power Africa’s many partners, including those
serving at U.S. Government agencies and posts across sub-Saharan
Africa, civil society,academia, think tanks, the private sector, multilateral
development barks, and like-minded governments.

In particular; we would like to extend a special thanks to the following people outsde of the
US. Gover
process Tony Blair +d Pierrick Judeaux Afc: Govermance Intiative: Solomon Asamoah,
Sheila Khama, Monojeet Pal, a1d Alex Rugamba, AT can Developmes
Philippe Niyongabo, African Union Commission; Moe Shaik Deveiop
So.th Affica, Aubrey Hruby: Atlantic Councl: Ben Leo ard Todd Moss, Cen
Global Developmen; Georgios Pantoulis, Roberto Ridolfi, i1d Felice Zaccheo.
n; Koen Peters, Global Off Grid L

i, who provided detaled input for the Roadmap as part of a peer review

ki

Bank of

Assocation Dan Haglund,
e for Trade and Sustainable Developmert; Fatih Birol, International

%y Agercy, Femi Akinrebiyo, Eva Bakonyi, Jacqueline Strasser Higgins, ard
Gregor Pfeifer.| Jan Martin Witte KW Developr
Bank; Robert Stoner, Mz ofTechnology Energy Intiatives
. Mosad Elmissiry, The New Parthership for
rt; Tutu Agyare,N.b ke Ivesiments Bengt Johansson and Anders Arvidson,

national Development Cooperation Agency; Daniel Schroth, Sustainable
for Al Initztive: Anita Marangoly George. Rahul Kitchlu, Lucio Monari,
Jamal Saghir, xnd Meike van Ginneken Word Bark Group; Steven Hunt and Sally
Gear, the United ent

om's Department for lternational Deve

Finally, 3 special acknowledgement to the staff #'s Coordinator's Office at

USAID and all of th

staff across US. govemme nd departments involved in

developing this Roadmap.

THE ROAD AHEAD

OURCES

INCREASE CAPACITY @ CREATE 60 MILLION
BY 30,000 MW NEW CONNECTIONS




2.1 BRAND APPLICATION

This page features a selection of branded materials.

POWER
AFRICA

CAMEROON

DATE

IPSUM COMNIENT ET VOLORECAT QUE RERE DOLUPIT

d erest, st sedis alitiassy

IPSUM COMNIENT ET VOLORECAT QUE RERE DOLUPIT

o =
Sz & = z

POWER
AFRICA
@
T
Q)
o 2
s . %t

IPITAE DOLUPTATIA
COREPRO BERORERIBUS
REHENNIM

YUHVDIOG HFSAG UGYW RYUTIWET

MONTH XX, 2015

IPITAE DOLUPTATIA
COREPRO BERORERIBUS
REHENNIM

YUHVDIOG HFSAG UGYW RYUTIWET

MONTH XX, 2015




2.2 LETTERHEAD & BUSINESS CARD

MARGIN: 14 MM (.55 INCHES)
To ensure the Power Africa brand is unified globally, it is important to use the I
communications templates when creating business cards and letterhead.

LETTERHEAD POYYERSR

A US. GOVERNMENT-LED PARTNERSHIP

Templates are available in Adobe InDesign and Microsoft Word. Microsoft
Word files should only be used for desktop publishing or creating Adobe Acrobat

USAID Power Africa

PDF files. See specifications and example on right. To access files, please email 1300 Pennsylvania Ave, NW
. . Washington, DC 20523
your request to powerafrica@usaid.gov. T@'”jg‘ixx,xx
Professionally printed letterhead should be offset printed on paper stock— MARGIN:
24# writing, bright white, smooth finish and printed in two colors, 2225MM >
(875 |NCH> Respected So and so,

USAID Blue (PANTONE® 294) and USAID Red (PANTONE® 200).

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Aenean commodo ligula eget dolor. Aenean massa.
Cum sociis natoque penatibus et magnis dis parturient montes, nascetur ridiculus mus. Donec quam felis,
ultricies nec, pellentesque eu, pretium quis, sem. Nulla consequat massa quis enim. Donec pede justo, fringilla
vel, aliquet nec, vulputate eget, arcu.

BUSIN ESS CARDS In enim justo, rhoncus ut, imperdiet a, venenatis vitae, justo. Nullam dictum felis eu pede mollis pretium.

XXX.gov '
Integer tincidunt. Cras dapibus. Vivamus elementum semper nisi. Aenean vulputate eleifend tellus. Aenean leo !

H H ligula, porttitor eu, consequat vitae, eleifend ac, enim. Aliquam lorem ante, dapibus in, viverra quis, feugiat a,
Adobe InDesign templates are available. To access, please send your request o, Pras e oo i Ut mete vare Tacroat ‘ TEXTIS
tO Powe ?"aﬂ"\Ca@USmd.gOV. M |SS|Oﬂ/bU reaU/Ofﬂ ce TWItter hand‘es are a”OWed on In enim justo, rhoncus ut, imperdiet a, venenatis vitae, justo. Nullam dictum felis eu pede mollis pretium. ‘AOR:)?"/] :/I;—T
. y . . . . Integer tincidunt. Cras dapibus. Vivamus elementum semper nisi. Aenean vulputate eleifend tellus. Aenean leo
business cards as |Ong as the Ageﬂcy s social media gUIde\IﬂeS are followed. To ligula, porttitor eu, consequat vitae, eleifend ac, enim. Aliquam lorem ante, dapibus in, viverra quis, feugiat a,

. . . tellus. Phasellus viverra nulla ut metus varius laoreet.
add a personal Twitter handle, please send a request to: powerafrica@usaid.gov.
Quisque rutrum. Aenean imperdiet. Etiam ultricies nisi vel augue. Curabitur ullamcorper ultricies nisi. Nam
eget dui. Etiam rhoncus. Maecenas tempus, tellus eget condimentum rhoncus, sem quam semper libero, sit

Business cards should be p rofessional \y offset pri nted on uncoated b |"|ght amet adipiscing sem neque sed ipsum. Nam quam nunc, blandit vel, luctus nunc, blandit pulvinar, hendrerit id,
lorem. Maecenas nec odio et ante tincidunt tempus. Donec vitae sapien ut libero venenatis faucibus. Nullam

White, smooth finish 80# cover stock. quis ante. Etiam sit amet orci eget eros faucibus tincidunt. Duis leo. Sed fringilla mauris sit amet nibh. Donec
sodales sagittis magna. Sed consequat, leo eget bibendum sodales, augue velit cursus nunc, quis gravida
magna mi.

Business cards may have one side in English and the other side in the local language.

Best regards,

v

dfghsld dskghlg

POWER
AFRICA

RUDY GHARIE POWER
DEVELOPMENT, OUTREACH & COMMUNICATIONS A F R | CA

Power Africa A U.S. GOVERNMENT-LED PARTNERSHIP

US. Agency for International Development Tel: +2°
R2.100 RRB email: rgha
Penn nue, NW @usaidpov
Wasl 20523 usaid gov/powerafrica

africa

MARGIN: 14 MM (.55 INCHES)



2.3 EMAIL SIGNATURE

Email signature content should follow guidance for the business card text.

Do not include Power Africa logo or attempt to simulate it with blue and red type.
Mission/bureau/office Twitter handles are allowed on email signatures as long

as the Agency's social media guidelines are followed. To add a personal

Twitter handle, please send a request to: powerafrica@usaid.gov.

Jane Smith

Director, Office of Human Resources

POWER AFRICA

No. 24 Fourth Circular Road, Cantonments, PO Box 1630
Accra, Ghana Postal Code — M 0233-30-274-1200

T +233 302 741 200 | M +233 302 741 365

USAID.gov | jsmith@usaid.gov | powerafrica@usaid.gov

24



2.4 FACT SHEET

GRAPHIC COVER FACT SHEETS

Templates are available in letter and A4 sizes and are approved for
desktop publishing and creating Adobe Acrobat PDF files. To access,
please send your request to powerafrica@usaid.gov.

All written content should follow Associated Press style guidelines.

WER
RICA

IPITAE DOLUPTATIA
COREPRO BERORERIBUS
REHENNIM

YUHVDIOG HFSAG UGYW RYUTIWET

MONTH XX, 2015

POWER
AFRICA

Quiasim illautem. ltaque re eium si nos doloribus

senis el ipsania ecerum eliquo excerit, odi num

nosamusam, ut pr

erep udandae quiatis as andebis rece

comnimus eius doles ex:
dolorem et etur? Qui dolut ut dolorro ve
rep udandae quiatis as andebis rece
t facescime

acescime

comnimus eius doles exero

dolorem et etur? Qui dolut ut dolorro ve

IPSUM COMNIENT ET VOLORE

rep udandae quiatis as andebis rece
- Comnim

eius doles exero et f

*  Tibusciis dolore con re nullab ilit
*  Ftursedis alitiassum faccum reius

IPSUM COMNIENT ET VOLORE

rep udandae quiatis as andebis rece

comnimus eius doles exero et facescime.

dolorem et etur? Qui dolut ut dolorro ve

HEADER

OWER
il o

IPSUM COMNIENT ET VOLORECAT QUE RERE DOLUPIT

Ossequam res assus e2 coreptatem id quatibus etur, sunt labor aut venis ratur, officium apic temaui cusaper

umquias unt eatum quam am que sinihil incidis rehenis €osa si dolupty

. to quibernatum vollatus.

— Opratisim fuga. Actt, ipissim faces dolo mod quame nonse nit et eliaspel ma pro occullabo,

— nsendigend tota nonsequi odipsam raes doluptam quatibea labo. Pudissum eatinus et quatibea saeribusa
voluptatur reiciatat.

— Ossi verum repudae invello rrorpos vendam, volupit i voluptus aut officae net vellum volupis id quid

faccate dolum, eum qui sim lautaquod u

— Ossi verum repudae invello rrorpos vendam, volupit eiti voluptus aut officae net vellum volupis id quid

eostrum faccate dolum, eum qui sim lautaquod unt.
Ipsum comnient et volorecat que rere dolupit iissita tionsequisto dolento molesti culpa sintiur, oditior as

nonsenimpe! iusapedi que ex elit volorpo ribeatur maiors

n pellaciis issim lam cullabori cum aut eatem alitata
tiuntionesti restium ratent etedit aribus poribus arionsecus, odi ut alia nest re natur?

UPTA NOS REIUSDA VOLLOREIUM QUOD QUAS DEM.

nt enis quos dolenis abore dolorit

/as veni rehentumquam ipsandi tianimpore por sitas nonse et am,

um quas dernatin pro dolupta quodis doluptat, Unt inveliq uidest e aut volupta tquatur, tem vel elit pra
necust, net et as et vel maximinvel in recter

nimus,
Quiasim illautem. ltaque re eium si nos doloribus sen's el ipsania ecerum eliquo excerit, odi num harit es aspientio.

ltaquo mi, cones ditas aut id es am qui doles atem il ipsam, simintem untus con nosamusam, ideliquid ut ut
providebite dolorpo rrovid qui sequam, ut aut omnimpe lignimus dolupta tureptat qui num.

QUI BEA VELIGNI MAGNAT PLIQUE NEM YOLUPTAT AUT UTES EATUR

Line one Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do
sitamet, eiusmod tempor incididun

Line two Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do
sit amet, eiusmod tempor incididun

Line three Lorem ipsum dolor ~ Lorem ipsum dolor sit amet, consectetur adipisicing et sed do
sit amet, eiusmed tempor incididun

Line four Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do
sitamet, eiusmod tempor incididun

AW

-
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2.4 FACT SHEET

PHOTOGRAPHIC COVER FACT SHEETS

Templates are available in letter and A4 sizes and are approved for
desktop publishing and creating Adobe Acrobat PDF files. To access,
please send your request to powerafrica@usaid.gov.

All written content should follow Associated Press style guidelines.

IPITAE DOLUPTATIA
COREPRO BERORERIBUS
REHENNIM

YUHVDIOG HFSAG UGYW RYUTIWET

MONTH XX, 2015

POWER
AFRICA

Quiasim illautem. [taque re eium si nos doloribus
senis el ipsania ecerum eliquo excerit, odi num

nosamusam, ut pr

OWER
AFRICA

E RERE DOLUPIT

aut venis rai

mqui cusape

ehentumquam ipsand tianimpore

at. Unt inveliq uidest et aut voluptz

HEADER

num harit es aspientio
HEADER isam, ideliquid
N QUI BEA VELIGNI MAGNAT PLIQUE NEM VOLUPTAT AUT UTES EATUR

i
A Line one Lorem jpsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do
77 sit amet, eiusmod tempor incididun

Line two Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing it sed do
sit amet, eiusmod tempor incididun

ne three Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing lit, sed do
sit amet, eiusmod tempor incididun

Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing it sed do
sit amet, eiusmod tempor incididun
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2.5 COUNTRY FACT SHEET

COUNTRY FACT SHEETS

Templates are available in letter and A4 sizes and are approved for desktop
publishing and creating Adobe Acrobat PDF files. To access, please send your

request to powerafrica@usaid.gov.

All written content should follow Associated Press style guidelines.
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LLTHA @ Line one. Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do

sit amet, eiusmod tempor incididun
Line two Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing elit sed do

sit amet, eiusmod tempor incididun
Line three  Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do

sit amet, eiusmod tempor incididun
Line four Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing elf, sed do

sit amet, eiusmod tempor incididun
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2.6 SOCIAL MEDIA TEMPLATES

SOCIAL MEDIA PHOTO USAGE

Templates of commonly used social media photo sizes are available in Adobe Photoshop. To access, please send your request
to powerafrica@usaid.gov.

YOUR TEX
HERE YOUR
oo [ TEXT!

HEREYOUR
TEXT?

“E% B YOUR TEXT pi:X"ER w.

e HERE YOUR -
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YOUR TEXT

FTERE YOO AR

BEXTT

Facebook 1200 x 1200 pixels Twitter 1024 x 512 pixels
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2.7 PRESENTATIONS

POWERPOINT TEMPLATES

A PowerPoint presentation can be used for multiple purposes, from training programs to headlining conferences. Templates are available in the Gill Sans and Arial fonts.
Arial should only be used of Gill Sans is not available. To access, please send your request to powerafrica@usaid.gov.
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3.1 CO-BRANDING

OUR LOGO

Power Africa is a “whole-of-government” initiative and when appropriate by individual agency policy, interagency partners can co-brand materials with the Power
Africa logo. If a particular project also receives USAID assistance, the USAID logo should also be included. Co-branding helps show unification between Power
Africa and our partners. When co-branding communications, it is critical to follow all the guidelines in this manual. The Power Africa logo should be placed to the
right of partner logo(s) at all times. It is important to ensure all partner logos are of visually equal weight and nothing has more prominence than the Power Africa
logo. Any bold type logos should be aligned to the baseline of the Power Africa word mark (descenders may fall below the line). See example below.

Minimum clear space on all sides of the Power Africa and partner logos is equal to the width of the “PO" in the Power Africa type mark.

MINIMUM CLEAR SPACE
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\ LY/
%
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) Pene® ° ,t" - POWER
USAID  obisol  Sch neider ‘. powerhive _ AFRICA

plug in the world a E I ectric : A U.S. GOVERNMENT-LED PARTNERSHIP

MINIMUM CLEAR SPACE
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A U.S. GOVERNMENT-LED PARTNERSHIP




3.2 FACT SHEET WITH PARTNERS

GRAPHIC COVER FACT SHEETS

Templates are available in letter and A4 sizes and are approved for
desktop publishing and creating Adobe Acrobat PDF files. To access,
please send your request to powerafrica@usaid.gov.

All written content should follow Associated Press style guidelines.
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Line one Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing it, sed do
sit amet, eiusmod tempor incididun

Line two Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do
sit amet, eiusmod tempor incididun

Line three Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do
sit amet, eiusmod tempor incididun

Line four Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing it, sed do
sit amet, eiusmod tempor incididun
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3.2 FACT SHEET WITH PARTNERS

PHOTOGRAPHIC COVER FACT SHEETS

Templates are available in letter and A4 sizes and are approved for
desktop publishing and creating Adobe Acrobat PDF files. To access,
please send your request to powerafrica@usaid.gov.

All written content should follow Associated Press style guidelines.
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Line one Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing it sed do
sit amet, eiusmod tempor incididun

Line two Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing it sed do
sit amet, eiusmod tempor incididun

ne three Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do
sit amet, eiusmod tempor incididun

Line four Lorem ipsum dolor  Lorem ipsum dolor sit amet, consectetur adipisicing it sed do
sit amet, eiusmod tempor incididun

Standard
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3.3 LETTERHEAD & BUSINESS CARD

CONTRACTOR BUSINESS CARD AND LETTERHEAD
Organizations with Power Africa contracts or acquisition-funded projects
are not permitted to use the Power Africa logo, type mark or seal on any
administrative materials, including business cards, stationery, etc. Vehicles
that are used exclusively for administrative purposes should not be marked.
Recipients of Power Africa-funded contracts must prohibit employees from
claiming the status of or being perceived as a Power Africa employee or
member of the United States Government or Diplomatic Mission.

Examples of administrative communications include, but are not limited to,
correspondence with the cooperating government concerning contractor
compliance with local law, such as the administration of tax, customs, or
other provisions.

Contractors may include “Power Africa Contractor” on their business cards
and stationery if desired.

sstu,
+" B
o .

5 Company E;
i loge Company Name

Individual Name 0 000.000.0000
Title, Power Africa Contractor m 000.000.0000
Project Name name@company.com

£ Company % Company Name Street Address

%, kego: & City, State Postal Code
. . ©000.000.0000 | 0 000.000.0000
1000.000.0000

name@company.com

Dear Recipient,

To ent ea id mo volorep udistet paribus consequam, aut mincius vendit es ea cores excea ese eaque
nectia dem essit aut antiumqui quia niatio odi con recabo. Et aut eat maio. Ficipsum sim repre ipit et aut
ipsam etur, tenimpo ruptatur, simpos cor aut dolore senda vollabore nonsendit que vel mincimetur aut
verum quuntis cipsaperspe volor solut veribus aruptionet doluptaque id mo cus sit ut volupta sit voluptate
venihit ut pre illigendita qui bea enderch itatisitatum reium rem ation enis ea net qui re ventiae. Feribust
ullaut lam, quo ipsum quat prem litium fuga. Ipsam eosantente pere illorum que ex est is estion rernati
simenti doluptate re laborei usaperum rehenti doluptae repelitem faccatis et aut harchitas elenturiora ilit,
qui ut officab imet quibus si aut dolor apieni dolenihillia conet ero conecepro qui simus eaquatur, ut perro
ipis quibus, omniet perundis autest, omnimil luptati atiscias magnatesto derione prestis volores dipsunt
emporeprate conem verum eum ullabo. Neque lam, occus el in platem fugia volorep udaestiorest ute
pratur, qui tem et quoditios erro mo consectum esectem et ut raerfer oriaecu ptatemporro bea il imilla
ipidus experspis sim velecat ionseque ea natiis sam et, nus remqui verferere evenis voluptium quis quod
minulla id ullestius plit re repudam utem que de et aut lam abo.

Ut lati omnis magnisciis sunt, nus.
At aut voluta qui nus, solloria dolorporrum deleniatur?

Ant asperi corio. Nem fuga. Nempor sunt ut volorem iligend uciae. Cae. Cabo. Duciis cus, con natur
acipien daereptas sunt, consecupit et reic testium aut experis moditatur? Caboris ute nobit, officipiet
odigendic tentinis et dolumet utatur apellorem. Ed magnim si quae cuptiant unt voluptaque dolorep
udandig nihitae quia voluptia alic testo officit lab is demperc hictiae eiusam nem inis duci ut eume omnihil
iberuptatus eiuntur autessequid quundio optatur soluptas eum et et veliquis et, sam voluptus, ius.

Onsedit aut odit odis es nimin cusda vendios eaquiae volorum dent.

Sincerely,

Pl N

Individual Name
Title, Power Africa Contractor
Project Name

www.company.com | info@company.com
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3.4 PRESENTATIONS

CO-BRANDED WITH USAID POWERPOINT TEMPLATE
A PowerPoint presentation can be used for multiple purposes, from training programs to headlining conferences. Templates are available in the Gill Sans and Arial fonts.
Arial should only be used if Gill Sans is not available. To access, please send your request to powerafrica@usaid.gov.
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FAQs

BRANDING & COMMUNICATIONS FOR USE OF POWER AFRICA LOGO

This list of FAQs has been compiled in response to feedback we've received from Posts, Power Africa partners and implementers. The list is not exhaustive and may be

updated from time to time, based on your feedback.

WHY CREATE SEPARATE BRANDING FOR PRESIDENTIAL INITIATIVES LIKE
POWER AFRICA?

Power Africa draws on the combined expertise and abilities of 12 U.S.
Government agencies, the World Bank Group, the African Development Bank,
the Government of Sweden, the Government of Norway, the Government

of Canada, the Government of Japan, the UK Department for International
Development and the International Renewable Energy Agency, African
governments, and more than 120 private sector partners. Unique and
consistent branding for Power Africa helps elevate its status as a Presidential
Initiative and strengthens its “whole-of-government” identity. The Power Africa
initiative has developed branding standards to promote common elements
across Power Africa materials, regardless of location, audience and participating
federal agency. By adhering to the new requirements, you are better aligning
your project and organization with the U.S. Government’s worldwide mission.

WHEN CAN | USE THE POWER AFRICA LOGO ALONE?
The following communications materials, projects and assistance activities can
display the Power Africa logo as the sole logo:

» All secretariat-level (global) products that demonstrate Power Africa as
“whole of government” initiative.

* U.S. Government, African government, multilateral or private sector activ-
ities (and relevant marketing materials) or projects that contribute toward
Power Africa goals and are supported by a multi-stakeholder, “whole of
government” effort by Power Africa partners.

*  Communications materials of Power Africa partners (e.g.,, development
agencies, private companies, etc.) may include the phrase “A Power Africa
partner” or “A Power Africa project,” along with the Power Africa logo.

CAN OTHER U.S. GOVERNMENT AGENCIES REPLACE THE USAID LOGO WITH
THEIR OWN LOGO? IF SO, WHEN?
Yes. Power Africa is a “whole-of-government” initiative and when appropriate

by individual agency policy, interagency partners can co-brand materials with
the Power Africa logo. If a particular project also receives USAID assistance, the
USAID logo should also be included.

CO-BRANDING AND CO-MARKING UNDER ASSISTANCE
AWARDS

Co-branding and co-marking mean that a program'’s branding represents
Power Africa, USAID and, in certain cases, partner institutional logos on
communication products related to a USAID-funded Power Africa project. If a
project is funded by USAID under an assistance award (grants and cooperative
agreements), partner organizations may include their institutional logos in
communications products in addition to Power Africa and USAID's logo. The
Power Africa Branding Guide has additional information on application of co-
branding and co-marking.

WHEN SHOULD BOTH THE USAID AND POWER AFRICA LOGO BE INCLUDED?
The following materials should display the Power Africa logo in addition to the
USAID logo, and additional partner logos as appropriate:

» All public (external to U.S. Government) materials produced under assis-
tance awards (grants and cooperative agreements) implemented by USAID
that are not deemed “secretariat-level or global” products as explained
above.

* U.S. Government, African government, multilateral or private sector
projects (and relevant marketing materials) or projects that contribute
toward Power Africa goals where assistance is provided by USAID.

e Business cards of USAID staff.

WHAT SHOULD IMPLEMENTING PARTNERS USE ON THEIR BUSINESS CARDS?
Business cards and signature blocks of Power Africa advisors and implementer
staff should include the phrase, “A USAID contractor/implementer” or a
“Power Africa contractor/implementer” and no USAID logo.
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HOW DO | BRAND PROJECT LETTERHEAD AND FACT SHEETS?

Letterhead and fact sheets should always have the Power Africa logo at the
top with the tagline “a Power Africa Partner.” For projects that are funded by
USAID, the USAID logo should appear in the lower left-hand corner side-by-
side with any partner logo.

CO-BRANDING AND CO-MARKING UNDER ACQUISITION
INSTRUMENTS

USAID contracts which are funded by the U.S. Government’s Power Africa
initiative must include the Power Africa logo in addition to USAID's identity
on communication products. In most cases, you'll place the Power Africa logo
prominently at the top left corner of a product. This applies to USAID acqui-
sition awards (contracts), where you would then also place the USAID identity
in the lower left corner of the page.

WHEN MUST | USE THE USAID LOGO?

A Power Africa partner must use the USAID logo, along with the Power
Africa logo, when a project is being funded, in whole or in part, by USAID.
Partners should NOT use the Power Africa logo on communications that
are strictly administrative.

WHERE SHOULD THE LOGO BE PLACED?
For more specifics on logo placement, please refer to the Power Africa
Branding Guide.

HOW DO | CO-BRAND WITH ANOTHER PARTNER?
For more specifics on logo use, please refer to the Power Africa
Branding Guide.

MARKING REQUIREMENTS

WHAT ARE THE MINIMUM SIZE REQUIREMENTS?

A minimum print size has been established to ensure legibility. The minimum
print width size is 31.75mm (.25 inches). The minimum on-screen width size is
100 pixels. For visual examples, please refer to the branding guide.

WHEN SHOULD I USE THE TAGLINE WITH THE LOGO?

Effective Jan. 2, 2015, ADS 320.3.4 permits USAID, upon written approval and
in exceptional circumstances, to authorize the use of an additional tagline in the
case of presidential or other high-level interagency federal initiatives that require
consistent and uniform branding and marking by all participating agencies. The
Power Africa logo has been developed with a tagline that identifies the initiative
as U.S. Government assistance and accurately represents the partnership. The
tagline reads, "A U.S. Government-led Partnership”.

The tagline ensures that the Power Africa logo meets both the statutory and
regulatory requirements. U.S. Government agencies, contractors and grantees
must used this logo when producing all publicly available materials.

The Power Africa logo without a tagline can only be used with express written
approval from the Power Africa coordinator’s office.

ARE THERE INSTANCES WHERE MINIMAL BRANDING CAN BE USED?

A branding strategy and marking plan outlines how an organization receiving

USAID funding to implement a project will name, communicate and promote
the project (“branding”) as well as showcase the USAID (and/or presidential

initiative) logo in project materials (“marking”). The plan will also identify any

proposed exceptions.

USAID has a detailed overview of separate, and different, branding policies

and marking requirements for acquisition and assistance awards on its branding
website, at ADS 320, and answers to frequently asked questions regarding both
award mechanisms.

There are instances where a partner might need to minimize the level of Power
Africa branding that is featured in their materials. Please reach out to your
relationship manager to determine whether any minimizing of the Power Africa
brand on your materials is appropriate.

AS A PARTNER, WHEN CAN | BRAND AND MARK MY PROJECTS AS POWER
AFRICA PROJECTS?

As a partner, you can brand your project as a “"Power Africa project” when it is
categorized as a qualified transaction and is receiving support/assistance from a
U.S. Government agency that is part of Power Africa.
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If a project currently is not receiving U.S. Government support, it will be
vetted using a detailed, multi-criteria assessment called the Qualified
Transactions Assistance Tool (QTAT), which enables Power Africa to identify
high priority, transformative, catalytic and replicable qualified transactions
with broad-ranging local and regional impact for Power Africa assistance by
a U.S. Government agency.

After the QTAT assessment, a project is labeled a Power Africa or non-Power
Africa transaction. Projects that have completed the QTAT assessment and
been approved by Power Africa are considered “active” projects in the Power
Africa Tracking Tool (PATT) and made public. Those projects still undergoing
approval are labeled as “proposed” in the PATT and are not made public.

Additionally, a power project may appear in the PATT as a Partner Power Africa
Transaction, which means that it is being supported by one of Power Africa’s
non-U.S. Government partners (e.g., the World Bank) and has been proposed for
inclusion in the PATT and approved by the Power Africa Coordinator's Office.

ARE ALL OF MY PROJECTS CONSIDERED POWER AFRICA PROJECTS?

No. As discussed above, as a Power Africa partner, your projects do not
automatically become Power Africa projects. In addition, each U.S. Government
agency has its own internal processes and criteria to review projects and
decides independently whether and how to engage on partner projects.

BRANDING FOR MATERIAL AND MEDIA

HOW CAN WE MAKE SURE THAT WE INCLUDE THE RIGHT INFORMATION
ABOUT POWER AFRICA ON OUR WEBSITE? PUBLICATIONS? BLOGS?

Always feel free to contact your country desk officer or relationship manager
in the Power Africa coordinator’s office who can connect you with the Power
Africa communications team to ensure accuracy.

WHEN WRITING PRESS RELEASES OR ARTICLES FOR THE MEDIA, HOW
SHOULD WE REFER TO OURSELVES? POWER AFRICA PARTNERS, ETC?

If you have been officially onboarded as a Power Africa partner you can refer
to yourself as one (e.g., Company X, a Power Africa partner).

If you are a Power Africa advisor or implementer staff you can refer to
yourself as a “"A USAID contractor/implementer” or a “Power Africa
contractor/implementer,” as appropriate and determined by the coordinator.

You should share draft press releases and articles that reference Power Africa
with your relationship manager before they are published. This helps ensure the
Power Africa messaging is correct and provides opportunities for Power Africa
to help amplify.

WHERE DO | DIRECT QUESTIONS ON THE BRANDING GUIDE?

Please contact our communications team at PowerAfrica@usaid.gov and put
“Branding Question” in the subject line in order to access Power Africa graphics
or ask a question.
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THANK YOU.



