MARCH 2023

BRAND STYLE GUIDE

Guidance on logos, color palette, typography, and other brand features

ONLINE RESOURCES

All International Rescue Committee (IRC) brand assets are proprietary. If you opt to use any logos, designs, and/or other brand
features, you acknowledge your acceptance of our terms of use. For any questions, please contact Design@Rescue.org.
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LOGO

Our arrow (R) mark and black and yellow color palette are our most
recognizable brand assets. It's important to consistently use these assets, as
outlined in this Style Guide, because that will help us to build brand awareness.

Yellow and black were originally selected as our primary colors for the impact
they provide when placed next to each other. Together, they impart the urgency
of our mission, helping people affected by humanitarian crises to survive,
recover and rebuild their lives.

The arrow, in addition to visually representing the letter “R;’ remains a symbol of
movement, direction, change, and activity, including the agency of our clients,
their ability to take action and make decisions on behalf of themselves, their
families and communities.

INTERNATIONAL For the millions of clients the International Rescue Committee (IRC) has
K E served over the decades—and will serve in the years to come—our black and
el sk yellow banner stands as a powerful beacon of hope and potential. It leads the

way to safety, self-reliance and renewed life.
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LOGO VARIANTS

We primarily use our logo in black and PRIMARY
yellow. The logo layout (vertical or
horizontal) will depend on the space.

In situations where color is not
available and the yellow cannot be
produced, the all black or all white logo
options can be used. Please ensure

there is sufficient contrast between the
foreground and background.

IRC VERTICAL

The logo mark is used for favicons,
LOGO LOCK-UP

social avatars or in combination with
our URL.

The type in the logo should never be
altered or recreated.

IRC HORIZTONAL
LOGO LOCK-UP

IRC LOGO MARK

Questions? Email Design@Rescue.org

FOR ONE COLOR
USAGE

IRC B+W VERTICAL
LOGO LOCK-UP

IRC B+W HORIZTONAL
LOGO LOCK-UP

L3

IRC B+W LOGO
MARK

OVER FULL YELLOW
BACKGROUNDS

IRC BLACK
VERTICAL LOGO
LOCK-UP

IRC BLACK
HORIZTONAL LOGO
LOCK-UP

IRC BLACK
LOGO MARK

Brand Style Guide | 3


mailto:design%40rescue.org?subject=

LOGO CLEARSPACE & MINIMUM SCALE

The clearspace is equivalent to the thickness of the top stroke of the arrow.
This measuring device should be placed around the logo to ensure proper
clearspace. This is a proportional measure that holds at all sizes. This also
defines how close the logo can get to the edge of a page or piece of paper.

All text in our logo should be legible, so do not use the logo smaller
than noted below.

PRINT

Vertical - no less than .625" tall.

NTERNATIONAL

ESCUE Horizontal - no less than 1.44” wide.

OMMITTE DIGITAL

Vertical - no less than 100px tall
Horitzontal - no less than 173.07px wide

X X

s INTERNATIONAL
I TTE

X X
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LOGO USAGE OVER IMAGERY

Logos can be placed over imagery
in the corners. Logos should never
be placed over people’s faces or
important subject-matter in the
image. These guidelines apply to the
placement of the logo lock-up and
typography over imagery.

Questions? Email Design@Rescue.org Brand Style Guide | 5
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LOGO DON’Ts

COMMITTEE

T NATIONAL

Do not modify Do not tilt, skew Do not use Do not resize the Do not change
the proportions or crop the logo. dropshadows. logomark or the the colors of
of the logo. word mark. the logo.

Questions? Email Design@Rescue.org

Do not put
words, imagery
or textures in the
arrow/R mark.
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CORPORATE PARTNER LOGO APPROACH

When placing our logo with partner

Citi Foundation

identities, please scale so that our logo

has equal prominence. P ERICAN
= EXPRESS
or placement among logos that are
. . RESCUE
vertical, please use our vertical logo at a clopwiulpap=lE ®

consistent height.

When partner logos are horizontal,
please use our horizontal logo,

again using a consistent height across
the logos.

Please email Design@Rescue.org INTERNATIONAL
if uncertain which of our logo layouts to K RaEM§§95E5 WW Bloom berg

use with a corporate partner.
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ARROW/R MARK

Our arrow/R mark can be used for
avatars on social channels, favicons in
browser address bars, and when our
full organization name is paired with it
in text.

Do not rotate, invert, or change the
direction of the arrow/R mark.

For social media posts, we use our
respective URLs in combination with
the arrow/R mark to drive audiences
to our website.

Questions? Email Design@Rescue.org

K rescueorg

SOCIAL CHANNEL AVATAR

Rescue.org R

Rescue-UK.org R
Rescue-DE.org R
Rescue-SE.org R
Rescue-EU.org R

Rescue.or.kr R

IRC MARK + URLS

Brand Style Guide | 8


mailto:design%40rescue.org?subject=

FILE FORMAT OPTIONS

All logo files are available on Content.Rescue.org in a variety of format options.
Printers or vendors may ask for a specific type of file. Here is a guide to the file
types available and the situations in which each is best used. If you are unsure of
what file format is best for your needs, please contact Design@Rescue.org

.eps: used for vendors who need graphics for items like t-shirts, banners or mugs. These are
available in our Pantone color, CMYK or black and white. This is a vector-based file, which
means the artwork can be scaled to any size without loss of quality. These files are also best to
give to professional graphic designers.

.svg: used for digital products and websites. These are available in our hex color. This is a
vector-based file, which means the artwork can be scaled to any size without loss of quality.

INTERNATIONAL These files are best for digital websites and apps.

RESCU E .Jpg: are optimized to be small in file size. You can place these in digital files, MS Office
COMMITTEE

documents, and other applications where you do not need to scale the size. These files can only
be scaled down in size without loss of quality. Scaling them larger than the original size will result
in an undesirably “fuzzy” or pixelated logo.

.gif: also optimzed for very small file sizes and limited color space. They can be used in digital
contexts but also cannot be scaled up.

.tif: used on small-scale print jobs, like advertisements or invitations. These are available in
CMYK color (300dpi) and black and white (600dpi).

Questions? Email Design@Rescue.org Brand Style Guide | 9
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COLOR PALETTE

Our primary palette is the core of our
brand identity. The palette consists of
IRC Yellow, Black and White. Consistent
use of only these colors will help to build
a stronger, more cohesive brand and

to differentiate our organization from
others in our sector.

We use this secondary palette when
more colors are necessary for elements
such as graphs, charts and backgrounds
to break up long content areas.

The color red is used only for crisis
contexts or emergencies. This color
should only be used as an accent.

For all digital applications, use Hex code
and RGB formulations and for all print
application, use Pantone or CMYK.
Please note that Pantone 115U is for
use on uncoated papers.

Questions? Email Design@Rescue.org

PRIMARY PALETTE

IRC Yellow
Pantone 123C
Pantone 115U
Hex: #FFC72C
RGB: 2565, 199, 44
CMYK:0,22,92,0

SECONDARY PALETTE

Hex: #FFD44B
RGB: 255, 212, 75
CMYK: 1,15,82,0

Hex: #F6F6F6
RGB: 246, 246, 246
CMYK:2,2,2,0

Hex: #666666
RGB: 102, 102, 102
CMYK: 60, b1, 51, 20

Black

HEX: #000000
RGB:0,0,0

CMYK: 70, 50, 30,100

Hex: #FFD960
RGB: 255, 217, 96
CMYK: 1,13,74,0

Hex: #E9EQEQ
RGB: 233, 233, 233
CMYK: 7,5, 6,0

Hex: #383838
RGB: b6, b6, 56
CMYK: 69, 62, 61, b4

White

HEX: #FFFFFF
RGB: 255, 255, 255
CMYK: 0,0, 0,0

Hex: #D1D1D1
RGB: 209, 209, 209
CMYK: 17, 13, 13,0

Hex: #E52911

RGB: 229 41, 17

CMYK: 4,96, 100, 0

*Crisis or emergencies
use only.
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COLOR USAGE FOR TYPOGRAPHY

WE USE HIGH CONTRAST COMBINATIONS TO ENSURE VISUAL ACCESSIBILITY

The IRC helps people The IRC helps people The IRC helps people
to survive, recover and to survive, recover and to survive, recover and
rebuild their lives. rebuild their lives. rebuild their lives.

THESE COMBINATIONS DO NOT MEET CONTRAST RATIOS FOR WCAG CONFORMANCE

Questions? Email Design@Rescue.org Brand Style Guide | 11
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TYPOGRAPHY

Akzidenz Grotesk is the =

primary typeface for all external AKZIdenz GrOteSK

communications in languages that use Boid

the Roman alphabet. There is a range of AaAaBbCcDdEeFfGgHhliJjKkLIMmNNnOoQaPpQqRrSsBTtUuVVWWXXYyZz
weights available for use, but our style ng hJ[

is to use Bold for headings and Light for
body text with a tighter letterspacing on
bold type. (In Adobe programs, track in

AaAaBbCcDdEeFfGgHhIiJIKKLIMmNNOoPpQgRrSsBTHULVYWWX XYy Zz

by -40) Arial

When Akzidenz Grotesk is not available, Bold

Arial is the standard default font. AaAaBbCcDdEeFfGgHhliJjKKkLIMMNNOo@aPpQqRrSsR TtUuVvWwXXYyZz
Arial should be used in cases such Regular

as MS Office documents and digital
o AaAaBbCcDJEeFfGgHhIiJKKLIMMNNOoPpQQRrSsRTHUUWVWWXXYyZZ
applications that cannot support a

non-system typeface.

Type should be treated simply—avoid
using small caps, underlining (except
for links), italics (except for referencing
titles), “double bolding” (bolding an
already bold typeface) or drop shadows
on text. Preferred format for type and
headlines is flush left or right.

Questions? Email Design@Rescue.org Brand Style Guide | 12
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TYPOGRAPHY (continued)

We use Arial Arabic as the default for
Arabic text.

We use Source Han Sans KR as the
default for Korean Hangul text. Use
Bold for headings and Light for body
text with a tighter letterspacing on both
headlines and body text. (In Adobe
programs, track in by -40. In Sketch/
Figma, track in by -1.25) Use Regular
weight in place of Light weight when
text is on dark backgrounds.

Preferred format for type and headlines
is flush left or right.

Questions? Email Design@Rescue.org

Arial Arabic

Bold

VY Y adia ) dadaaii

Regular

Source Han Sans KR
Bold

Soll 2zt WE4o] o2

£ St-H0| H26tA R2|Li2t THA.

St 0] BR3IAL Q2|Lt2t BhA.
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TYPE HIERARCHY

Headings

Headings should be styled in Akzidenz
Grotesk - Bold (tracking -40). Editorial
headlines and titles should be in
sentence case. Marketing headlines can
be uppercase (short) or sentence case
(long). Leading ratio of 1 x font size.

Sub-headings

Sub-headings and sub-text should
be set in Akzidenz Grotesk - Light.
Akzidenz Grotesk - Bold can be
utilized to highlight important words
within a sub-heading.

Body

Body copy should always be setin
Akzidenz Grotesk Light with a minimum
size of 10px, utilizing the Bold weight for
all points of emphasis. Leading ratio of
1.4 x font size. For space after, .0625" for
all headings. 0.1" for all paragraphs.

Questions? Email Design@Rescue.org

Section

Heading 1
Sub-text

SUB-HEADING

Body

Dunt, officima dendus. Sunt andam qui dellita tiatiam, qui que vel ipicipsandi
berspel iliqui bla invel molorpostias inum quo est est, ari re corro tet exeror
sequi bea sim harcim natium quaspe sitatur.
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TYPE HIERARCHY | RATIOS

Section
Akzidenz-Grotesk Bold

Sentence case, left aligned
Master font size: 100%

Leading ratio: 1 x font size
Tracking: -40

Heading 1
Akzidenz-Grotesk Bold

Sentence case, left aligned
Font size: 67%

Leading: 1 x font size
Tracking: -40

Sub-text
Akzidenz-Grotesk Light

Sentence case, left aligned
Font size: 50%

Leading: 1.4 x font size
Tracking: O

Sub-heading

Akzidenz-Grotesk Bold
All caps, left aligned

Default: 33%
Leading: 1 x font size
Tracking: 0

Default spacing
Space after: Title (Master) font size / 5 (in pts)

Questions? Email Design@Rescue.org

Leveraging
impact & scale

Clients in focus

The IRC’s reach goes far beyond our own programs. Our
program quality, our experience working in some of the
toughest places in the world, and our strong network have
built credibility for us to share our ideas, and shape the
actions of others.

DONOR SPOTLIGHT
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TYPE HIERARCHY | RATIOS (continued)

Body
Akzidenz-Grotesk Light

Sentence case, left aligned
Font-size: 30%

Leading: 1.3 x font-size
Tracking: O

List
Akzidenz-Grotesk Light

Sentence case, left aligned

Font-size: 30%

Leading: 1.2 x font size (default)

Left indent: 25% of master font size

First line left indent: -25% of master font size

Callout Body
Akzidenz-Grotesk Regular

Sentence case, left aligned
Font-size: 30%
Leading: 1.3 x font-size

Default spacing

Space after: Title (Master) font size / 5 (in pts)

Questions? Email Design@Rescue.org

Funding to local partners

We increased by 50% our funding to local partners compared to FY20, which is a significant
first step toward our ambition to maximize the power of people and organizations affected by
crises to drive response and recovery.

» Launch our 3-year GEDI action plan and a fully staffed GEDI team to support implementation
in each region: UK, Germany, Sweden and South Korea.

- Embed GEDI priorities in our country and regional strategic action plan to drive progress

- Expand GEDI learning opportunities for staff and managers

INCLUSIVE, CLIENT-CENTERED
PROGRAMMING

Bringing together standards on client-
centered programming and inclusion of
persons with disabilities, the IRC Syria
team amended their existing channels to be
accessible for persons with disabilities and
available to collect client feedback remotely.
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PRINT TYPOGRAPHY

Section
Akzidenz-Grotesk Bold

Sentence case, left aligned
Default: 36 pt/36 pt
Tracking: -40

Heading 1
Akzidenz-Grotesk Bold

Sentence case, left aligned
Default: 24 pt/24 pt

Tracking: -40

Sub-text
Akzidenz-Grotesk Light

Sentence case, left aligned
Default: 18 pt/25 pt
Tracking: O

Sub-heading

Akzidenz-Grotesk Bold
All caps, left aligned

Default: 12 pt/12pt
Tracking: O

Default spacing
Space after: 0.1 in

Questions? Email Design@Rescue.org

Leveraging
impact & scale

Clients in focus

The IRC’s reach goes far beyond our own programs. Our
program quality, our experience working in some of the
toughest places in the world, and our strong network have
built credibility for us to share our ideas, and shape the
actions of others.

DONOR SPOTLIGHT
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PRINT TYPOGRAPHY (continued)

Body

Akzidenz-Grotesk Light
Sentence case, left aligned

Default: 11pt/14.5 pt
Tracking: O

List
Akzidenz-Grotesk Light
Sentence case, left aligned

Default: 11pt/13pt

Tracking: O

Leftindent: 0.125in

First line left indent: -0.125 in

Callout Body
Akzidenz-Grotesk Regular

Sentence case, left aligned
Default: 11pt/14.5 pt
Tracking: O

Default spacing
Space after: 0.1 in

Questions? Email Design@Rescue.org

Funding to local partners

We increased by 50% our funding to local partners compared to FY20, which is a significant
first step toward our ambition to maximize the power of people and organizations affected by
crises to drive response and recovery.

* Launch our 3-year GEDI action plan and a fully staffed GEDI team to support implementation
in each region: UK, Germany, Sweden and South Korea.

* Embed GEDI priorities in our country and regional strategic action plan to drive progress

* Expand GEDI learning opportunities for staff and managers

INCLUSIVE, CLIENT-CENTERED
PROGRAMMING

Bringing together standards on client-
centered programming and inclusion of
persons with disabilities, the IRC Syria
team amended their existing channels to be
accessible for persons with disabilities and
available to collect client feedback remotely.
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SOCIAL TYPOGRAPHY | QUOTE

Quotation Mark
Akzidenz-Grotesk Super
Left aligned, baseline alignment
Slightly larger than text

Margn ight 30px &€ Wheneverl
Quote am playmg

Sentonce cese o g music, | feel
piimur 80954y like ’m over

Letter spacing: -40 px
Line height: 1.4 x font size

the moon.

Attribution —-Yasser, 18,

Akzidenz-Grotesk Regular
Sentence case, left aligned
Default: 50px/70px

Minimum: 40px /56px

Letter spacing: Opx

Line height: 1.2 to 1.4 x font size
(depending on amount of text)

Rescue.org [.3

Questions? Email Design@Rescue.org Brand Style Guide | 19
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SOCIAL TYPOGRAPHY | INTERIOR

Headline

Akzidenz-Grotesk Bold
Sentence case, left aligned
Default: 88 px/88 px

Minimum: 80px/80px
Letter spacing: -40px
Line height: 1 x font size

Body

Akzidenz-Grotesk Regular
Sentence case, left aligned

Default: 44 x/62px

Minimum: 40px/56px

Letter spacing: Opx

Line height: 1.2 to 1.4 x font size
(depending on amount of text)

Questions? Email Design@Rescue.org

Studying against the odds

[Most] girls in Afghanistan want freedom,
freedom of thinking, freedom of education.

My male classmates confronted me
numerous times, saying that computer
science was a profession not meant for
females, and that | needed to opt for a
profession “designed” for women.

| did not yield. | did not lose my hope.

Rescue.org [J
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TYPE HIERARCHY | KOREAN

Headings L'“ *

Headings should be styled in Source Han =1 L
Sans KR - Bold (In Adobe programs, track
in by -40. In Sketch/Figma, track in by

-1.25). Leading ratio: 1 x font size. X‘“E 1
Sub-headings

Sub-headings and subheads should be set

in Source Han Sans KR - Light. Source Han MEEIAE
Sans KR - Bold can be utilized to highlight

important words within a sub-heading.

Leading ratio: 1.4 x font size. A=

Body

Body copy should always be set in Source LI

Han Sans KR - Light with a minimum size of OFIEIHLAEE A 627 BHAE X|ASHL, AR 7HE0fA =2 HIS

10px, utilizing the Bold weight for all points oL, SO dA| 7[=]E MlEota, AL QRHet ot St XS

of emphasis. Leading ratio of 1.4 x font size. Ab2] 718t WSS MZ LT ot X[ Ate| 2 H=HSH0] AHA| e T2 E
]

i
1>
1E
2
o

For space after,.0625" for all headings. 0.1"
for all paragraphs.

Questions? Email Design@Rescue.org
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TYPE HIERARCHY | RATIOS

Section

Source Han Sans KR Bold
Sentence case, left aligned
Master font size: 100%

Leading ratio: 1 x font size
Tracking: -40

Heading 1

Source Han Sans KR Bold
Sentence case, left aligned
Font size: 67%

Leading: 1 x font size
Tracking: -40

Sub-text

Source Han Sans KR Light
Sentence case, left aligned
Font size: 50%

Leading: 1.4 x font size
Tracking: -40

Sub-heading

Source Han Sans KR Bold
All caps, left aligned

Default: 33%

Leading: 1 x font size
Tracking: -40

Default spacing

Space after: Title (Master) font size / 5 (in pts)

Questions? Email Design@Rescue.org

RCO| Q)= 22| XFAIS| T2 242 T FOiBLICY
Sojo| m2 0 B AP0 7HE SIS RO Ust F
Je|1 S2lo] 2R HETE 227t 2|0 0fo|C|ofS
SO 2 AIISO| HES SAs 4 Qs A2IS

ESLIC

J|I5Rt ARERIO|IE
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TYPE HIERARCHY | RATIOS (continued)

Body
Source Han Sans KR Light

Sentence case, left aligned
Font-size: 30%

Leading: 1.3 x font-size
Tracking: -40

List
Source Han Sans KR Light

Sentence case, left aligned

Font-size: 30%

Leading: 1.2 x font size (default)

Left indent: 25% of master font size

First line left indent: -25% of master font size

Callout Body
Source Han Sans KR Regular

Sentence case, left aligned
Font-size: 30%
Leading: 1.3 x font-size

Default spacing
Space after: Title (Master) font size / 5 (in pts)

Questions? Email Design@Rescue.org

¢ix| DELjof st xt= |2

FY200i H[ol x|} TEL0f CHeE X5 XIS 50% STSLIE
O

[}
s 3 57 E =T o s 22 Athetola = oY

. Y, S A9 9 30| 2 KoM AS Kils

T8z GEDI B2 AR

%AI o2
O —

et EES S85H01 IRC AlZI0} El2 Fofelo]
AN|AZ 4 9/ HHOZ S20[QIE T|EHS

=Y £+ AEE 7|E HEE +EASLIC
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PRINT TYPOGRAPHY | KOREAN

Section
Source Han Sans KR Bold

Left aligned

Default: 36pt/36pt
Leading ratio: 1 x font size
Tracking: -40

Heading 1

Source Han Sans KR Bold
Left aligned

Default: 24pt/24pt

Leading ratio: 1 x font size
Tracking: -40

Sub-text

Source Han Sans KR Light
Left aligned

Default: 18pt/25pt

Leading ratio: 1.4 x font size
Tracking: -40

Sub-heading
Source Han Sans KR Bold

Left aligned

Default: 12pt/12pt
Leading ratio: 1 x font size
Tracking: -40

Default spacing
Space after: 0.1 in

Questions? Email Design@Rescue.org

Z2 7

o8| gl 2

Rt
u

=
Moo
Mo o - mn

AEFAUN STEE 183 0= AlE0A
R 7+ S A EAUGLIEE B2FA0M= gt
= M1 O]5=2150] Hojg2 =2HE0f| 29

= Lo
oog, 220 AFE( QgL T,

ot TlO

2 2
Z

HWEZA 217
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PRINT TYPOGRAPHY | KOREAN (continued)

Body
Source Han Sans KR Light

Left aligned
Default: 11pt/14.5 pt
Tracking: -40

List
Source Han Sans KR Light
Left aligned

Default: 11pt/13pt

Tracking: -40

Leftindent: 0.125in

First line left indent: -0.125 in

Callout Body
Source Han Sans KR Regular

Left aligned
Default: 11pt/14.5 pt
Tracking: -40

Default spacing
Space after: 0.1 in

Questions? Email Design@Rescue.org

¢ix| DELjof st xj= |2

FY200i H[oH x| TELOf CHEE X5 XIS 50% STSLIEE Ol=
ths 3 S7E T o s 2 Athetola = oFd s ofet St A i HA

. 9=, S AQUH 9l B1R0| 24 X|of A S KIRISh| 2eH 37 GEDI A1 Helnt Ko
%l GEDI Ei2 AIRRILICE

%AI o2
O —

et EES S85H01 IRC AlZI0} El2 Fofelo]
AN|AZ 4 9/ HHOZ S20[QIE T|EHS

=Y £+ AEE 7|E HEE +EASLIC
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SOCIAL TYPOGRAPHY | QUOTE

Quotation Mark

Akzidenz-Grotesk Super
Left aligned, baseline alignment
Slightly larger than text

Default: 160px ‘ ‘ (=Xeo)] X=24— /,

Margin right: 30px o= =2
opc} opx| = o

Quote

Source Han Sans KR Bold TI 0:" ol - l— 7"

Left aligned

Default: 80px/112px
Minimum: 60px/84px
Letter spacing: -40 px
Line height: 1.4 x font size

22 7|20

=0 8.
— OFAM|2 13A]|

Attribution -

Al2|O} AlafO|
Source Han Sans KR Regular I ot &k
Left aligned ot

Default: 50px/70px

Minimum: 40px /56px

Letter spacing: Opx

Line height: 1.2 to 1.4 x font size
(depending on amount of text)

Rescue.orkr [ 3
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SOCIAL TYPOGRAPHY | INTERIOR

Headline

Source Han Sans KR Bold
Left aligned

Default: 88 px/88 px

Minimum: 80px/80px
Letter spacing: -40px
Line height: 1 x font size

Body

Source Han Sans KR Regular
Left aligned

Default: 44 x/62px

Minimum: 40px/56px

Letter spacing: Opx

Line height: 1.2 to 1.4 x font size
(depending on amount of text)

Questions? Email Design@Rescue.org

40| 2N S5

[CHEEC|] OFE L A A S 2 b7, AP X}
7, 12| A 7S LT,

LH At g X S2 HRE

YO OfL|H LH7} &S 2

EH5H{Of oHTt i EMSLIC

Rescue.orkr [
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PHOTO CREDITING

IRC Photo Crediting - General
All publications outside of the IRC must credit IRC

images as:

© International Rescue Committee

Photo: [Photographer’s name] for the IRC

Example:

© International Rescue Committee
Photo: Dalia Khamissy for the IRC

IRC Photo Crediting - Social Media

IRC image crediting requirements:

1. Photo credits are placed over photos or at the

end of the post's caption.

2. If credits are placed over photos, the credit needs

to be visible.

3. If the photo credit is placed at the end of the
post's caption, the credit does not need to link to the

photographers’ account.

Questions? Email Sumaya.Agha@Rescue.org

IRC Photo Crediting - Website

Please follow this format:

Photo: [Photographer’s name] for the IRC

Example:

Photo: Dalia Khamissy for the IRC

Crediting Non-IRC Photos
1. Only use photos from the IRC Content Library.

a. All non-IRC images will be in the “Image:

Procured Photos” section.

2. All non-IRC images need to be credited unless
their credit requirements specify (Photo credit
requirements are in each photo’s “Description” or

“Restrictions” section):

a. They are public domain.

b. There is no credit required.

3. Please note: partners may not use purchased

photos as they are licensed only to IRC.

Example of crediting for all
publications outside of the IRC:

© International Rescue Committee
Photo: Dalia Khamissy for the IRC

Example of crediting a procured
image:

Photo: Mango Films
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BRANDED SWAG

When creating branded merchandise,
our logo should be clearly visible and K
printed so that all text in the logo is

.............

legible. Additionally, if you are using the R e

»
arrow/R mark, be sure that it is facing
the correct direction when the item is in
use.
For recommendations on positioning RESCUE

logos on products, please reach out to
Design@Rescue.org.
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