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OVERVIEW

The WOLA brand identity 
system is designed to 
strengthen WOLA’s strategic 
communications capacity so 
that our analyses, advocacy, and 
outreach have greater impact.
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This set of brand guidelines contains assets, examples, and inspiration to help 
implement the brand identity system to create a distinct and cohesive presence 
for WOLA as an organization. It establishes the voice and personality as it 
informs every aspect of communication. It will be the basis for all interactions 
on behalf of WOLA including but not limited to–internal communications, print 
collateral,  marketing materials, and online presence. 
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NAMING & TAGLINE

WOLA

WOLA: Advocacy for Human Rights  
in the Americas

WASHINGTON OFFICE ON  
LATIN AMERICA

MISSION

WOLA’s mission is to advance 
human rights and social justice in 
the Americas.
 
WOLA is a leading research and 
advocacy organization advancing 
human rights in the Americas. We 
envision a future where public policies 
in the Americas protect human rights, 
recognize human dignity, and where 
justice overcomes violence. WOLA 
tackles problems that transcend 
borders and that require both domestic 
and international solutions. Through 
strategic collaborations, we partner 
with courageous individuals working on 
social change—advocacy organizations, 
academics, religious leaders, artists, 
business, and government officials—and 
together, we advocate for more just 
societies in the Americas.

VISION

WOLA envisions a future where 
public policies in the Americas 
advance human rights and where 
justice overcomes violence. 

The primary way to refer to the 
organization is “WOLA: Advocacy for 
Human Rights in the Americas.” 

We also use “Washington Office on 
Latin America” on a second plane and 
when people are not familiar with the 
organization at all. 

Possessive Examples:
“WOLA’s experts say...” 
“WOLA and other human rights 
organizations are publishing…”

The brand name is never used in the 
plural form.
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BRAND VALUES 

WOLA’s brand values set the organization’s tone of voice and are the words and language that inform the look 
and feel of the brand. Setting the tone and creating a consistent voice across messaging is important, and 
these five words help guide us as we write and speak.

CREDIBLE
We are informed, knowledgeable, and our expertise is anchored in 40 years of history and in our contacts/context on the ground. 
We’re not a dry academic think-tank/talking head. 

INFLUENTIAL
We have impact. We’re strategic. We know the right people and how to get things done to make a powerful impact. We don’t make 
overly emotional appeals, and our research and stories target particular audiences (policymakers) who can really use the material. 

COMMITTED
We care deeply about human rights and social justice, and feel a special connection to Latin America. We have a strong moral 
compass. We’re persistent in working for what we believe in. We’re not radical or grassroots, we’re not the ones organizing protests, 
and we’re not polarizing or antagonistic. Our work relies on a deep sense of compassion and the belief that change is possible. We’re 
in it for the long haul. 

COURAGEOUS
We take on big/sometimes dangerous challenges, and because of this we are inspiring. We work closely with allies who risk their lives 
to defend human rights and promote social justice. We don’t shy away from issues that might make others uncomfortable and our 
staff will often go to difficult parts of the world/situations. 

INNOVATIVE
We keep ahead of the curve on the issues we work on and our strategies. We take advantage of opportunities. We move fast and 
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Our grey logo with the tagline is the 
primary logo. If placed against a dark 
background, the white version of the 
logo should be used.

The logo without a tagline should be 
used if the logo is too small for the 
tagline to be legible.

The colored logos with the separated 
elements of the circle icon and the word 
mark should only be used sparingly 
(mostly on secondary marketing 
materials or one-off campaign materials). 
 
Note additional guidelines on color 
usage and specific usage for each logo 
element of the identity system.  

LOGO USAGE
DO NOT alter the logos from provided 
formats. DO NOT flip, skew, transform, 
change colors, etc. Follow the provided 
guidelines on color usage. 

LOGO SYSTEM
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This is the primary logo that combines the preferred brand name and tagline. Use this logo for printed marketing and communications materials 
that introduce WOLA as an organization. Do not use the wordmark without the tagline; use the “Iconic Logo” when there is no tagline.

LOGO SYSTEM
PRIMARY LOGO

The logo system consists of three different marks. 
Each has its own distinct purpose. The following pages detail each.
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LOGO SYSTEM
ICONIC LOGO

Use this logo for materials that have an 
audience that is familar with WOLA or when 
the primary logo is already in use within the 
same materials.

If limited to a square format, the iconic circle 
logo should be used.

This logo should be used when the primary 
logo’s tagline is too small to be legible.
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RESTRICTED USE ONLY

This logo is for use when the full brand name needs to be spelled out. The circle mark can be 
separated from the wordmark as long as the guidelines are followied in this document. See 
examples of alternate layouts and usage throughout the guidelines. Only use the separated 
elements when the primary logo is visible or applied within the same communication materials. 
For example, the cover of a report will have the primary logo and on the back cover or table 
of contents, the alternative logo elements may be used as a supplementary design to establish 
the WOLA brand.

LOGO SYSTEM
ALTERNATIVE LOGO
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LOGO SYSTEM
WHITE
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1X

PRIMARY LOGO USAGE
CLEAR SPACE & SIZING

MINIMUM HEIGHT 
0.75”

Make sure the logo has enough clear space 
around the logo as indicated. Do not overlap text 
or images within the clear space. Minimum sizes 
are required for legibility of the tagline and to 
maintain the integrity of the overall mark.

1x = measurement for clear space
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1X

SECONDARY LOGO USAGE
CLEAR SPACE & MINIMUM SIZE

1X
MINIMUM HEIGHT 
0.4”

MINIMUM HEIGHT 
0.75”
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BRAND COLORS
COLOR USAGE

Primary Colors 
The primary colors establish a consistent 
and cohesive brand across all of WOLA’s 
communications and materials. The 
grey and white serve as a neutral base 
that reprent our values as credible and 
committed.
• Slate Grey: Credible
• White: Committed 

 
Secondary Colors 
The secondary colors create emphasis 
and differentiation within specific 
campaigns and programs for WOLA 
when necessary. Usage should be limited 
to highlight headlines and text. Each 
color represents WOLA’s complete set 
of values. 

• Blue: Influential
• Green: Innovative
• Purple: Courageous

WHITE
CMYK 0 / 0 / 0 / 0 

RGB 255 / 255 / 255
HTML #FFFFFF

PANTONE 
 WARM GRAY 2 CP
CMYK 6 / 7 / 10 / 11
RGB 213 / 208 / 202

HTML #D5D0CA

PANTONE 411 CP
CMYK 30 / 42 / 34 / 75

RGB 70 / 55 / 56 
HTML #463738

PANTONE 2995 CP
CMYK 83 / 1 / 0 / 0
RGB 0 / 181 / 239
HTML #00B5EF

PANTONE 360 CP
CMYK 63 / 0 / 84 / 0
RGB 101 / 189 / 96

HTML #65BD60

PANTONE 266 CP
CMYK 76 / 90 / 0 / 0

RGB 96 / 63 / 153
HTML #603F99
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EXPANDED COLORS  
PALETTE OPTIONS

• Red: Agressive, Energetic, 
Provocative, Attention-grabbing 
 
• Orange: Vitality, Fun, Exuberance 

• Yellow: Positivity, Light, Warmth, 
Motivation,Creativity
 

COLOR PALETTES 
The palettes allow for maximum 
flexibility across different types of 
materials, from celebratory gala 
programming to distinctive research 
reports. Always use at least one of the 
primary brand neutral colors in the 
mix of a palette. Limit the palette to 
an additional 1-2 of the secondary and 
expanded colors.

PALLETTE 
EXAMPLES

Gala Celebration

Crime Publication

Research Report

PANTONE 166 CP
CMYK 0 / 76 / 100 / 0

RGB 242 / 99 / 34
HTML #F26322

PANTONE 7406 CP
CMYK 0 / 20 / 100 / 2

RGB 249 / 198 / 6
HTML #F9C606

PANTONE 186 CP
CMYK 2  / 100 / 85 / 6

RGB 218 / 26 / 50
HTML #DA1A32
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BRAND COLORS
LOGO USAGE
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BRAND COLORS
LOGO USAGE
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BRAND COLORS
LOGO USAGE
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BRAND FONT

HOUSCHKA PRO
The WOLA logo is based off of 
Houschka Pro. Use this font for 
cohesion and to create brand 
equity whenever possible. 
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ALTERNATIVE FONTS

FRANKLIN GOTHIC (BOOK)

WASHINGTON OFFICE ON LATIN AMERICA (BOLD)

BERTHOLD AKZIDENZ GROTESK CONDENSED (MEDIUM)
WASHINGTON OFFICE ON LATIN AMERICA (BOLD)

DEFAULT FONTS

These fonts should only be used in rare occassions when a brand-selected font is not available.  
An example may include web templates without access to web fonts or internal communications that are for temporary use.

Arial, Helvetica, sans-serif

Georgia, serif



WOLA BRAND GUIDELINES     |   19

WOLA
COMMITTED.
COURAGEOUS.
CONNECTED.

HOUSCHKA PRO 
BRAND FONT USAGE

Examples of using the brand font 
in layout designs for headline 
and body copy. 

WE ENVISION A FUTURE WHERE PUBLIC 
POLICIES IN THE AMERICAS PROTECT HUMAN 
RIGHTS AND RECOGNIZE HUMAN DIGNITY, 
AND WHERE JUSTICE OVERCOMES VIOLENCE. 
WOLA tackles problems that transcend borders and 
that require both domestic and international solutions. 
Through strategic collaborations, we partner with 
courageous people working on social change—advocacy 
organizations, academics, religious leaders, artists, 
entrepreneurs, and government officials—and together, 
we advocate for more just societies in the Americas.


