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TYPOGRAPHY
Brand fonts
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Our
favorite
fonts

Nunito
Nunito Light
Nunito Bold
Nunito Sans Black
Nunito Sans Regular
Nunito Sans Extra Light

Monsterrat
Montserrat Classic
Montserrat Thin
Montserrat Extra-Bold
Montserrat Extra-Light 
Montserrat Semi-Bold 

Bodoni FLF
Bodoni FLF Bold 
BODONI FLF UPPERCASE
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Poppins
Poppins ExtraBold 
POPPINS MEDIUM
POPPINS THIN
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#B84527 #547925 #222222

#244879

Our favorite colors

Secondary colors

#BCC482 #875E53 #3F3E3A #819DAF #EDC000

What's the meaning behind our colors?

Our primary colors are the colors most
commonly found in Asian country flags. This
aludes to our work in Asia. They've been
softened for more natural, neutral tones.  
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PHOTOGRAPHY 
Rules
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Do 

Use photos that show
community, diversity,
interesting shots, project
highlights.  

Avoid

Photos that portray Westerners
as "saviors." Instead, focus on
images that show local leaders,
partnerships, and communities
working together on projects.  

Photography Rules
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Photography Rules

Stylizing 

Creativity is encouraged as long as it is on brand. The examples above are on brand because it
is simple, clean, and dynamic. It does not take away from the image, but instead enhances the
subject and lends a sense of cohesiveness when there is a mix of illustrations and photos in
ICFP content streams.  

Filters/Photo editing 

Photos should be edited/fitted with filters that enhance colors that are on brand (see page x for
brand colors). While these of course do not need to match exactly, photo color schemes should
be close to brand. Some tips: high vibrancy, generous amount of fade, enhanced clarity.  
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Flexible Rules

While we  stay away from using
images that portray
beneficiaries suffering, there are
times where these photos are
appropriate. We like to focus on
images that show power,
confidence, and ability in our
partners on the ground, but we
want to be honest about the
issues we are tackling.  

Flexible Rules

If possible, avoid blurry and
busy photos. However, these
can have value as showing they
are coming straight from our
partners on the ground. In cases
such as these, avoid using low
quality photos in large frames
and edit to improve appearance 

Photography Rules
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This style is unique to the ICFP brand. We want
to create an artistic representation of a fusion of
both traditional culture and modern times. The
characters shown in these illustrations will be
created with traditional techniques (ie. the
stylized faces with large features) but with
modern elements such as modern day clothing
and/or accessories.  

Example: Musée de Cluny

https://www.instagram.com/p/Cc8aao3IrGa/
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Rules
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Use icons that have thin lines.
Do 

Using icons with complex imagery. 
Avoid 

Ensure icons look like light stamps or engravings, not like stickers.  
Do 
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Copy tone
Style samples
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Copy tone 
How do we speak? Who are we to our audience?

Our voice is friendly, smart, and simple. We are a person, a person who is part of a
movement made of our audience. Everything we write is written by a person, for
a person, for the community. We like to keep things casual, and we might throw
a cheeky emoji or gif in there ;) 

Think of our voice as being personified through our brand fonts. We have a
couple san serif fonts - these are used when we are speaking with our more
casual audience on social media, for example. Our serif fonts are used for our
more formal communications - holiday greetings, for example.  

While we stay personal and casual, we keep things professional. While we are
friendly, we are knowledgable. We are experts on best practices, the
communities, and issues we are working on. 
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Language samples

ICFP instead.
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*FROM CHARITY: WATER
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SOCIAL MEDIA 
Copy tone

Style samples
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A healthy mind is just as important as a healthy body. It's easy to think of
mental health as an exclusively adult issue, but kids are at the most risk when
facing issues of this nature.  

Learn more about how our mental health services are changing lives in Asia. 

#mentalhealthawareness #mentalhealthindevelopment 

icareforpeople

icareforpeople
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Aarjoo and Aayna are twin sisters involved in our mental health program. Aayna, whose
name means "mirror" was named this after her parents noticed the wonder she had
watching her older sister Arajoo (which means "wish") did, and would dutifully follow her
anywhere she went.  

The sisters have been inseparable their whole lives. They seldom do anything without the
other. However, with COVID lockdowns still fresh, Aarjoo has been struggling to live life the
way she did before. She missed school for months and is now struggling and finding it hard
to cope. Her sister, who always depended on her in turn is suffering seeing her best friend
in pain.  

Our mental health program is changing that. Watch this video depicting the changes Arajoo
and Aayna and others like them have experienced since joining this community. 

icareforpeople

icareforpeople
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https://muslimbabynames.org/girl/aarjoo
https://muslimbabynames.org/girl/aayna


TikTok

Our favorite platforms
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VIDEO 
Approaches
Examples & Suggestions
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Approaches
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Video is the most powerful marketing tool nonprofits have. We
use video to connect in a more personal way than any other
media. We want our audience to develop a personal tie to our
work, even if the video we are utilizing is animated.
Remember, animation can tell a story as powerfully as live
action when the story is created and presented in the right
way.  
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Videos that show our personality 

Videos that thank *every single person* in our community 

Examples & Suggestions 

p.25

F O R  P E O P L E
CARE



Examples & Suggestions 

Videos that show impact and tell stories 

Videos that inspire giving & participation 
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PARTNERSHIPS
Co-Branding
Community involvement 
Digital Media
Print Materials 
Working Without Our Logo 
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Brand Story
INTRODUCTION
At JMJ Community Partners, we believe in the sacredness of daily life and the
dignity of every person. Each life is a gift, worthy of honor, care, and love. Out of
this conviction, JMJ was born—a response to the quiet but urgent call for care
rooted in relationship, dignity, and faith.

Our founders recognized how overwhelming it can be for families to navigate the
Medicaid system, advocate for their loved ones, and find long-term support. Many
of us have walked that road ourselves. We know firsthand that true support goes
beyond paperwork—it’s about walking beside families, offering guidance, and
ensuring that no one feels alone.

That’s why JMJ intentionally stays small and personal. We don’t believe in cookie-
cutter solutions. Instead, we work closely with every family, tailoring care plans to
each person’s unique story, needs, and goals. Whether through in-home care,
community support, or disability navigation workshops, our services are built on
one simple principle: love people deeply and do the little things well.

But JMJ is about more than services—it’s about community. We want every
individual we serve to grow in independence, confidence, and joy, while also
belonging to something greater. Our mission is to show families that they’re not
just receiving care; they’re part of a supportive, faith-rooted community that
believes in them.

In a world where disability services can feel impersonal and overwhelming, JMJ
Community Partners offers something different: a guiding hand, an advocate, and
a partner who sees every person as a reflection of God’s love. Together, we
transform dependence into freedom—because when care is rooted in love, it
builds not only independence but also hope.

Brand Guidelines Element Brand Guidelines Goal

03

In these guidelines, you will find
detailed instructions on how to use
our brand assets correctly, including
our logo, color scheme, typography,
imagery style, and tone of voice.
These elements are crucial in creating
a cohesive and recognizable brand
presence, whether it be in marketing
materials, digital content, product
design, or customer service.

Our goal with these guidelines is not to
restrict creativity, but to provide a
framework that ensures our brand is
represented consistently and
accurately, no matter where it
appears. This consistency is key to
building trust and recognition with our
audience, which in turn, strengthens
our brand's identity and market
position.
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Logos
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Color 
Palette

Prim
ary

Secondary
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Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed
do eiusmod tempor incididunt ut labore et dolore magna
aliqua. Ut enim ad minim veniam, quis nostrud exercitation
ullamco laboris nisi ut aliquip ex ea commodo consequat.
Duis aute irure dolor in reprehenderit in voluptate velit esse
cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat
cupidatat non proident, sunt in culpa qui officia deserunt
mollit anim id est laborum.

Aa
Mulish

Mulish
(Style)

Mulish
(Paraghraph)

AaBbCcDdEeFfGgHhI i J j
Kk L l  MmNnOo PpQqRr
SsTt  UuVvWwXxYyZz 01
234 5678910

Typography

06

Aa
Jost

Jost (Style) AaBbCcDdEeFfGgHhI i J j  Kk  L l
MmNnOo PpQqRr SsT t
UuVvWwXxYyZz 01 234
5678910

Jost
(Paraghraph)

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex ea
commodo consequat. Duis aute irure dolor in
reprehenderit in voluptate velit esse cillum dolore eu
fugiat nulla pariatur. Excepteur sint occaecat cupidatat
non proident, sunt in culpa qui officia deserunt mollit
anim id est laborum.



Imagery
Style
Imagery style in art and design refers
to the distinctive way that visual
elements are used to create and
convey meaning. It encompasses the
specific techniques, methods, and
aesthetic choices made by an artist or
designer to craft images that resonate
with viewers.
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Casual

Warm

Formal

Cold
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Branding Style

Nostalgic Progressive

Accessible Serious

Corporate Casual

Complex Simple



“Brand Applications" refer to the various ways a brand's
identity, including its logo, colors, typography, and
overall design style, is applied across different mediums
and products. It encompasses how the brand's visual
and communication elements are consistently and
effectively used to maintain brand identity and 
recognition, Here are some examples of brand
applications.
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Examples
Brand Application





Color

P
rim

ary

Seco
nd

ary7592c1

fcaf17

003663
C-100, M

-50, Y-0, K-60

C-0, M-35, Y-100, K-0

C-50, M-30, Y-0, K-10

f26e50
C-0, M-55, Y-67, K-5

Palette

Primary Logo

Submark Secondary Logo

Typography

Aa
Gotham

Jost 
(Style)

AaBbCcDdEeFfGgHhIiJj
KkLlMmNnOoPpQqRrSsTt
UuVvWwXxYyZz 
012345678910

Jost
(Paraghraph)

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua. Ut
enim ad minim veniam, quis nostrud exercitation
ullamco laboris nisi ut aliquip ex ea commodo
consequat. Duis aute irure dolor in reprehenderit
in voluptate velit esse cillum dolore eu fugiat
nulla pariatur. Excepteur sint occaecat cupidatat
non proident, sunt in culpa qui officia deserunt
mollit anim id est laborum.

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed

do eiusmod tempor incididunt ut labore et dolore magna

aliqua. Ut enim ad minim veniam, quis nostrud

exercitation ullamco laboris nisi ut aliquip ex ea commodo

consequat. Duis aute irure dolor in reprehenderit in

voluptate velit esse cillum dolore eu fugiat nulla pariatur.

Excepteur sint occaecat cupidatat non proident, sunt in

culpa qui officia deserunt mollit anim id est laborum.

Aa

Ovo

Ovo 

(Style)

Mulish

(Paraghraph)

AaBbCcDdEeFfGgHhIi J jKkLlMmN

nOoPpQqRrSsTtUuVvWwXxYyZz

012345678910
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The Aquinas Institute
@theaquinasinstitute
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https://www.instagram.com/theaquinasinstitute/
https://www.instagram.com/theaquinasinstitute/


WORK
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PCI Media
@pcimedia



WORK
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S O C I A L  M E D I A
D E S I G N

Freedom2: 
@freedom2uk

(Please click images with a "play"
button to see full posts)

https://www.instagram.com/freedom2uk/
https://www.instagram.com/freedom2uk/
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