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WelcomeIntroduction

These guidelines outline the key 
principles and visual elements for the 
CAP brand. If you have any questions 
about this document, please contact: 
branding@capuk.org



Contents

Our brand

Our core purpose,  
vision, mission and values   5 
Our brand story and idea 6
Our brand principles 7
Our brand on a page 8

Our visual identity

Our kit of parts 10

Logo 
Our logo 11
Colour versions 12
Clear space and minimum size 13
Size and positioning 14
Protecting our logo 15

Colour 
Primary palette 16
Secondary palette 17
Secondary palette usage 18
Ratios of colour 19
Accessibility 20

Typography 
Primary typeface 21
Headlines 22
Headlines: Uppercase 23
Tonal stretch 24
Hierarchy 25
Colour 26
System typeface 27
What to avoid 28

Our graphic language 
Symbolic vocabulary 29
 Block or Multiply 30
 Highlight or Transform 31
 Emphasise 32
 Conclude or Contain 33
Overview 34
Applying symbols to imagery 35
What to avoid 36

Imagery 
Photography 37
Studio portraits 39
Dynamic cropping 40

Iconography 41
Charts and diagrams 42

Our tone of voice
Our brand principles 44
Using our brand principles 45
Before and after examples 47

Application

Website 50
Christmas appeal 51
Social 52
Advertising 53
Devolved nations advertising 54
CAP Sunday: Church guide 55
Video 56
Poster 57
Church report cover 58
Church report spread 59

Contact 60

3 CAP Brand guidelines



 Our 
brand



Our brand Our core purpose, vision, mission and values

Our core purpose is the statement
that unites us in our work
internationally. It’s why we exist.

Our vision, mission
and values are specific to CAP UK.

Our vision sets out what we
want to achieve in the world.

Our mission defines how we 
progress towards our vision.

Our values are our core set of
principles that guide our 
organisation in everything
we do. They shape our behaviours.

Our core purpose 
To inspire and equip churches across the UK to help people  
out of poverty and see them become followers of Jesus.

Our vision 
Transformed lives.
Thriving churches.
An end to UK poverty. 

Our mission
—  Release people across the UK  

from poverty.
—  Enable churches to help end  

poverty through their communities.
—  Encourage people to live with faith,  

actively served by their church.

Our values
—  Christ-centred  — Passionate
— Compassionate   — United
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Our brand Our brand idea and story

Belief in Action
Our brand story brings to life  
our brand idea, Belief in Action. 
It helps inspire everyone to know 
why we exist and what we seek  
to achieve. 

This story isn’t intended to  
be externally facing, but there  
may be ideas and language within  
it that you’re welcome to take  
and adapt, so they work for your 
external audiences.

Across the UK, many people are 
experiencing a poverty crisis, leaving 
them feeling trapped, desolate and 
abandoned.

We are Christians Against Poverty.  
We cannot accept a society where 
poverty exists.

So we take action. Our faith gives us  
hope for humanity and, together with 
a thriving Church community and our 
broader network, we know lives can  
be transformed.

Through our accredited debt advice 
service and specialist tools, we  
equip, train and inspire church teams 
throughout the UK’s four nations.  
This expertise makes all the difference.

Brand story

Brand idea

We walk alongside people who  
are struggling. Listen to their needs.  
Help them gather their bills. Fill their 
fridges. Awaken their confidence.

By bringing our knowledge and 
community together, we drive holistic 
change for those in desperate need.

Through our broader policy  
influencing, we can help bring  
about change.

And if those we work with want to 
explore a deeper relationship with  
the Christian faith, we actively  
encourage it, creating richer meaning 
and purpose in all our lives.

Join us. Together, we can turn our belief 
into action and end poverty for all.
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Our brand Our brand principles

Our brand principles guide how we 
express our brand to the outside 
world. They define our personality, 
tonality and how we communicate.

Core to these brand principles is 
also the significant consideration 
we give to diversity and inclusion, 
and making sure our communities 
are fully represented. It’s not 
just about image and language 
selection. It’s about an integrous 
commitment to learning and 
progress as individuals and as a 
whole charity. Please refer to our 
separate D&I strategies, activities 
and sources of advice for more 
information.

We are  
determined
At Christians Against Poverty, we believe it’s 
unacceptable that people are experiencing a 
poverty crisis. We’ve seen what this means for 
people’s lives. Through our brand we express our 
resolution to combat the issue. Our determined 
personality drives us forward to take action and 
is stronger due to our Christian faith, and belief  
in dignity for all.

We are  
expert
We are accredited experts in debt management, 
and we’re proud of how this expertise can help 
people every day. This is a fundamental aspect 
of our brand. We’re not afraid to talk about 
this expertise or demonstrate how it comes to 
life and benefits people’s lives. We’re able to 
interrogate detail, find solutions and influence 
those who can help bring about change.

We are  
compassionate
We are compelled to help people in need in 
our communities through our active Christian 
faith and compassion for humanity. And we 
demonstrate this principle through the warmth 
of our personality. Our compassion helps us  
get to know people on a deeper level, welcome 
them in, and find new ways to solve problems.

We are  
collaborative
We know we can’t solve the problem of
poverty alone, so it’s important our brand
reflects our sense of collaboration. First and 
foremost we reassure those who seek help,  
and awaken their confidence to solve problems. 
In our collaboration with churches, we also 
design effective services and spread our 
message wider.

But the collaborative nature of our brand  
is broad – local communities, national  
networks, organisations who can help  
or those in influential positions. Bringing  
all our worlds together.
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Our brand on a page

Our vision
Transformed lives.
Thriving churches.
An end to UK poverty.

Our mission
—  Release people across the UK  

from poverty.
—  Enable churches to help end  

poverty through their communities.
—  Encourage people to live with faith,  

actively served by their church.

Belief in Action
Our brand idea

Our brand story
Across the UK, many people are 
experiencing a poverty crisis, leaving 
them feeling trapped, desolate and 
abandoned.

We are Christians Against Poverty.  
We cannot accept a society where 
poverty exists.

So we take action. Our faith gives  
us hope for humanity and, together 
with a thriving Church community 
and our broader network, we know  
lives can be transformed.

Through our accredited debt  
advice service and specialist tools,  
we equip, train and inspire church 
teams throughout the UK’s four 
nations. This expertise makes  
all the difference.

We walk alongside people who  
are struggling. Listen to their needs.  
Help them gather their bills. Fill their 
fridges. Awaken their confidence.

By bringing our knowledge and 
community together, we drive holistic 
change for those in desperate need.

Through our broader policy  
influencing, we can help bring  
about change.

And if those we work with  
want to explore a deeper  
relationship with the Christian  
faith, we actively encourage it, 
creating richer meaning and  
purpose in all our lives.

Join us. Together, we can turn  
our belief into action and end  
poverty for all.

Determined Compassionate Expert Collaborative
Our brand principles
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Visual identity Our kit of parts

Abc
Nunito Sans

Logo Colour

Photography

Typography

Graphic vocabulary
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Logo

This is our logo. As our primary 
identifier, it should appear on  
all of our communications.

Consistent use of our logo will help 
us build recognition of our brand.

Never try to recreate our logo, 
always use the master artwork.
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Logo Colour versions

We have two different colour 
versions of our logo. Wherever 
possible, the green logo should  
be used. The white logo is generally 
used when placed on a green 
background.

The logo used should be selected  
on the general colour of the 
background it appears against. 

We should always ensure that there 
is good contrast between the logo 
and the background colour/image.
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Logo Clear space and minimum size

Clear space
Please follow the clear space shown 
here to maintain visibility within 
all of our brand communications. 
No graphics or text should appear 
within the clear space.

The clear space is equal to a third  
of the width of our logo.

The only exception to the clear 
space rule is when the logo is  
used in a creative execution,  
like when it’s ‘locked up’ to  
the corner of an image in a poster 
or advertising. In such instances, 
please seek guidance from the  
CAP brand team.

Minimum size
The smallest size that our logo 
should appear is a width of 15mm  
in print, or 180 pixels on screen.

×

× ×

××

15mm
135px
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Logo Size and positioning

We have a couple of preferred 
positions for our logo. This helps 
build consistency and ensures our 
logo is always visible.

Please note that:

—   Our logo should be on everything  
we produce.

—   The logo can be placed in either  
of the top corners, or bottom  
right of our communications.  
The preferred position is top left, 
but the decision of where to place 
it will usually be driven by the 
layout and/or where it will be  
most visible.

—   Always adhere to the clear space 
guidance on page 13 of these 
guidelines – this will ensure that 
the legibility of our logo is never 
compromised.

Logo sizing
The table below outlines the 
minimum logo sizes for popular 
formats.

Format Logo width

A5  (148x210mm) 15mm

A4  (210x297mm) 20mm

210mm square 20mm

A3  (297x420mm) 30mm

A2  (420x297mm) 40mm

Preferred positioning (top left)
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Logo Protecting our logo

Our logo is fixed and should never  
be altered in any way. The ‘CAP’ 
should only ever appear as a cut-out, 
revealing the background underneath, 
and must never be filled with white. 
The logo should always be reproduced 
using the master artwork.

Here are a few examples  
of what you should never do:

1.  Do not stretch or distort
2. Do not outline
3. Do not rotate
4.  Do not change the colour  

to CAP Navy
5.  Do not change the colour of  

the type
6.  Do not recolour in any other 
7. Do not alter the shape
8. Do not add a drop shadow
9.  Do not ignore the minimum  

size guides
10.  Do not use a logo colour that lacks 

contrast with the background
11.  Additional text should not  

appear as part of the logo
12.  Do not crop

1

4

7

10

3

6

9

12

2

5

8

11
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Colour Primary palette

Colour is a powerful means of 
identification. Clear and consistent 
use of our palette will help build 
visibility and recognition of  
our brand.

CAP Green and CAP Navy are 
our core colours. CAP Green is 
our primary identifier and should 
appear on all our communications. 
CAP Navy complements our green 
and creates contrast and vibrancy.

Tints
Wherever possible, we should  
aim to use the solid versions of  
our colours, as tints can dilute  
the power of these colours.  

10% tints of CAP Green and  
CAP Navy may be used as 
background colours for panels/
modules in applications like  
our website – helping create 
distinction between information.

An 85% tint of black may also 
be used  for body copy on digital 
applications.

CAP Green

Onscreen
R69  G169  B41
#45A929

Print
C73  M0  Y100  K0
Pantone® 361

Tint
R238  G246  B231
#EEF6E7
C7  M0  Y10  K0

Tint
R231  G231  B239
#E7E7EF
C10  M10  Y3  K2

Tint
R51  G51  B51
#333333
C0  M0  Y0  K85

CAP Navy

Onscreen
R20  G20  B100
#141464

Print
C100  M95  Y33  K24
Pantone® 2755

White

Onscreen
R255  G255  B255
#FFFFFF

Print
C0  M0  Y0  K0
Pantone® N/A

Black

Onscreen
R0  G0  B0
#000000

Print
C0  M0  Y0  K100
Pantone® Black

85%10%10%
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Colour Secondary palette

Our secondary colour palette is 
made up of six additional colours 
that complement our primary 
palette. 

These colours should be used 
occasionally and sparingly. The 
secondary palette may be used to 
add colour to case studies, to help 
distinguish between sections in a 
report, or to help draw attention 
where user interaction is required 
(e.g. a primary call to action, such  
as ‘donate’).
 
We should always aim to use our 
secondary colours at 100% solid. 
Tints may only be used in complex 
graphs and charts where the 
number of colours needed excedes 
the number of colours in our  
full palette.

CAP Orange

Onscreen
R255  G69  B15
#FF450F

Print
C0  M82  Y90  K0

CAP Blue

Onscreen
R0  G105  B191
#0069BF

Print
C88  M55  Y0  K0

CAP Pink

Onscreen
R191  G0  B120
#BF0078

Print
C25  M100  Y8  K0

CAP Yellow

Onscreen
R245  G214  B0
#F5D600

Print
C6  M11  Y94  K0

CAP Cyan

Onscreen
R0  G161  B235
#00A1EB

Print
C100  M0  Y0  K0

CAP Lime Green

Onscreen
R194  G214  B0
#C2D600

Print
C33  M0  Y96  K0
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Colour Secondary palette usage

Here are some of the ways in which 
our secondary palette may be used:

1.  In charts and diagrams where 
we need clear separation 
between the information.

2.  Headings within larger 
documents. For instance, as 
shown, to create stand out,  
in a case study section within  
a larger report.

3.  For buttons and other devices 
where we need stand out, such 
as a call to action.

4.  Relying on colour alone to 
communicate information 
causes barriers to access for 
many readers. See p42 for 
more guidance on charts and 
diagrams.

DonateGet helpSearch our site 

Debt and poverty drain hope from people’s 
lives. We want to put an end to UK poverty 
in partnership with local churches. Join us.

For free help getting out of debt, budgeting, 
making your money go further, or help fi nding 
a job, browse our services to fi nd the right 
one for you.

Donate now   

Sign up now   

Money and debt advice      Get help near you      Get involved      About us      

Ending UK poverty

Learn about our work and enjoy inspiring stories of 
transformed lives, plus ideas for how you can get involved.

Get free professional 
help near you  

20,000+
We’ve helped more than 
20,000 people become 
debt free since 2010

Churches across the UK are committed to tackling the causes of 
poverty in their local area by partnering with CAP and providing 
free debt help and community groups.

Our impact

How your donation is used

Charitable activities like our frontline services (77p)

Vital support costs (13p)

Raising funds (9p)

Other costs (1p)

77p 13p 9p
9% | Couples with children

26% | Single mothers

2% | Single fathers

6% | Couples without children

29% | Single women

28% | Single men

Household type
Percentage of new CAP clients in 2021 34 who were:

1

2

1

3
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Colour Ratios of colour

Although we have a secondary 
colour palette, CAP Green and CAP 
Navy should be the predominant 
colors in most layouts. Never use 
secondary colours as primaries.

Ratios on individual pages, 
spreads, layouts and even full 
communications can vary. The 
important thing to remember is that 
CAP Green and CAP Navy should 
be the predominant colours overall. 
When viewing all the comms CAP 
creates and having a helicopter  
view over the brand as a whole,  
the balance of colour should feel 
close to what’s shown here.

The secondary palette should  
be used sparingly – see page 18  
for examples.

Rather than viewing white space as 
a blank area, think of it as a pause. 
Whether it’s in a photo or a layout, 
don’t rush to fill negative space. 
What’s absent can focus attention 
on the content that’s there.

Devolved Nations
There are cultural and social 
sensitivities in some of the UK’s 
devolved nations. Use this ratio 
bar as a guide for how colour 
could be applied when producing 
communications for use in these 
areas. CAP Navy can be the 
predominant colour in these 
scenarios. Contact CAP’s brand 
team for further guidance.

Overall brand colour ratio

Possible individual communication colour ratios
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Colour Accessibility

This chart shows which of our 
colours, when used as text, are 
accessible against different 
background colours.

Text used on darker backgrounds
should be reversed out. Text 
on lighter backgrounds should 
be black/dark grey or navy. For 
guidance, check the colour contrast 
checker online and aim for AA 
standard.

Please avoid using coloured body 
copy on a background colour. If 
applying copy to a background 
colour other than white, please 
follow the guidance here: 

—   Avoid large amounts of copy  
on colour backgrounds 

—   Wherever possible, body copy 
should be either black, navy or 
dark grey on a white background

—   Ensure there is at least 3:1 
contrast ratio for large text 
and a 4.5:1 contrast between 
a background colour and any 
information, body text or icons

—   Large text is defined as 14pt and 
bold or larger, or 18pt or larger

Does not pass

Aa

Aa

Aa

Aa

Aa

Pass
AA (4.5:1+)

Pass
AAA (7:1+)

CAP Green CAP Navy Black Black 85% Tint

Aa

Aa

Aa

Aa

Aa

Aa

Pass
Large text only
(3:1+)

Aa

Aa

Aa

Aa

Aa

Aa

Aa

Aa

Aa
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Typography Primary typeface

Our primary typeface is Nunito 
Sans. Nunito Sans is a well 
balanced, modern, progressive, 
highly legible, sans serif typeface 
with an extensive number of 
weights.

Nunito Sans embodies our brand’s 
personality and is to be used for 
all types of brand communications 
where possible.

A guide to which weights are 
preferred can be found on the  
type hierarchy page. (Page 25)

Only use Italicised versions of the 
fonts to distinguish certain words 
from others within body copy.  
It can be useful when referencing  
a publication, but should be used  
as little as possible.

Nunito Sans is a free Google font, 
already available in Google Docs, 
Sheets and Slides.

Do not use Nunito Sans included 
within Adobe Type Kit. For 
consistency, always use the Google 
Font version.

Nunito  
Sans

Nunito Sans Black 
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Nunito Sans Regular 
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Black
Extra Bold
Bold
SemiBold
Regular
Light
Extra Light
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Typography Headlines

We use Nunito Sans Black for large, 
short headlines.

Set the leading between 85–95%. 
Always adjust the leading as 
necessary, ensuring that the 
ascenders and descenders aren’t 
bumping into each other.

Set tracking to -15/-20.  
Set kerning to 0, using the optical 
setting. H&Js should be set to  
80 80 80 for tighter word spacing.

Avoid using Nunito Sans Black for 
longer sentences or paragraphs.

Headlines should appear in sentence 
case (we can use title case when  
we need to add emphasis to  
certain words). In limited cases,  
all uppercase/CAPS may be used  
in order to heighten the impact of  
the headline – these headlines  
should be limited to 1–5 words.

Always use hanging punctuation  
for speech or quote marks.

Against  
Poverty  
for Rachel.
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Typography Headlines: Uppercase

When we need to ‘dial up’ our 
message and create more impact,  
we can use uppercase/CAPS  
to do this.
  
Our day-to-day headline style  
is sentence case and should be  
used as standard. If uppercase/CAPS 
are to be featured in a headline, 
please seek guidance from the  
Brand Strategy team.

Consideration should also be given to 
accessibility when deciding whether 
to use all uppercase/CAPS, as 
readability will be impacted.

POVERTY

HELP DEBT
FREE
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Typography Tonal stretch

Setting the right tone for our 
communications is important.
Tone can be set not just through  
the words we use on the page,  
but also through the way  
they’re presented.

The tonal scale shown here 
illustrates how we can use large, 
bold type to create headlines  
with energy and confidence  
when we need to shout – and use 
smaller type when we need to 
convey a message more sensitively.

The size of type used should always 
be judged on a case-by-case basis. 
A few considerations that will 
inform this are: 

— Required impact
— Purpose of the communication
— Format
—  Space available (which, in  

many cases, will be governed  
by the length of the message 
being conveyed).

Bold 
& big Calm and

comforting

EmpatheticEmphatic

This too shall pass

Have 
Hope
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Typography Hierarchy

Our headlines should always appear 
in Nunito Sans Black.

To support our headlines, our  
sub-headings or secondary titles  
shoud appear in Nunito Sans Bold. 
All of our body text and smaller 
detailed captioning should appear  
in Nunito Sans Regular.

Musandam quas intiis abora 
tent ut acestrunt ut remoto 
ipienis porposs equidest um 
etur sum et fugit. Ma quidus.
Isqui bus aut atibus sinihitio 
consequi opta vel magnim 
quamus tent ut acestrunt.

Nienient volupta tiatqui cul 
pa de di doloris est, tempor 
ia lique latestiisto. To blandae 
nonsedi piciis si occatis aut 
liquatem qui utempelest, ut ipis 
reped quam fugit ab id quia sin 
rerum quissime doloreperum 
as enemodi quias diciatur aspel 
initaquia veneces sequates ex et 
fuga. Everum, si dolum cust, occ 
um rem voluptatist, optatio 
re officiis prae velitia tecotas sed 

eos quatis aribus eossi omnimus 
plam re conseca turepro diate 
sitinvelest, que nulluptatia 
parum re volorei cilland iciatem 
am, test, torii solorem evendig 
nihiliberunt qui adipsape perspis 
secum, commos animagnime con 
por apis sunt moluptus eativ im 
que aut miliglupta tiatqui cul 
pa de di doloris est, temporia 
demnt volupta tiatqui culpa  
de di doloris est, nsedi piciis.

Against poverty  
for Rachel.
 
We cannot accept a society where poverty exists.  
Together, we can turn our beliefs into action and  
end poverty for all.

Headlines:
Nunito Sans Black
Use for short, creative,  
impactful messages.

Intro copy / standfirsts:
Nunito Sans Bold
Use for short paragraphs  
of introductory copy or 
standfirsts.

Body copy:
Nunito Sans Regular
Use for longer, dense  
passages of text and  
smaller captions.
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Typography Colour

CAP Navy, CAP Green or white  
can all be used as headline colours. 
The headline colour will depend 
on the application, but in most 
instances, CAP Navy should be the 
default – this allows our CAP Green 
graphic symbols to contrast with 
the headline and create a message 
that’s visually impactful.

White on green text or green on 
white text should be limited to  
large text only. (See page 20 for  
full guidance)

In some instances, the secondary 
palette may be used to add colour  
to case studies or to help distinguish 
between sections in a report.  
(See page 18)

We’re
here

We’re
here

We’re
here

We’re
here

We’re
here

We’re
here
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Typography System typeface

Our system typeface is Arial. 
Arial should only be used when  
it’s absolutely necessary.

If you’re creating a document that 
you intend to be used on a computer 
outside of CAP (for example, a 
PowerPoint presentation, or a  
Word document you’re emailing  
to someone else), use these fonts, 
as all computers will have access  
to them.

If you’re creating documents using 
the Google Suite of applications 
or creating Microsoft documents 
internally, you should use Nunito 
Sans, as it’s part of the Google Suite  
and it should also be installed on  
all staff computers.

Arial
Arial Black 
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Arial Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Arial Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Black
Bold
Regular
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Typography What to avoid

1.  Don’t use colour in typography
2.  Don’t overuse CAPS – use them 

sparingly in headlines
3.  Don’t use illegible tracking/ 

letter spacing
4.  Don’t use text with a lack  

of contrast
5.  Don’t use incorrect  

typographic hierarchy
6.  Don’t outline type with no fill
7.  Don’t introduce fonts other 

than those specified in these 
guidelines

8.  Don’t distort or stretch type
9.  Don’t use type at an angle  

or rotated 90º

1

4

7

3

6

9

2

5

8

Don’t use
multi-coloured
typography

Don’t use
lighter weights  
for headlines

Don’t use
unspecified 
typefaces

Too tight
Too open

D
on

’t 
 

ro
ta

te
  

th
e 

 
ty

peNo distorting

Too light

OVER 
USE OF
CAPS

No 
outline
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Graphic language Symbolic vocabulary

Our suite of graphic devices helps  
to communicate our messages in  
an attention grabbing way, whilst 
also conveying our action-based 
approached to helping our clients.

These graphic devices should 
appear in green wherever possible.

When combined with imagery  
and/or copy, our graphic symbols 
enable us to enhance storytelling 
and add impact to our messaging – 
making our stories more powerful 
and compelling.

Block or Multiply

Emphasise

Highlight or Transform

Conclude or Contain
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Graphic language Symbolic vocabulary: Block or Multiply

The X graphic is a powerful 
symbol and can be used as a 
visual strike through negative 
issues we’re fighting against, and 
also as a multiplication symbol 
within messaging to illustrate the 
amplification of our cause and 
positive outcomes.

As with all our graphic symbols,  
the X should be used boldly and 
applied with confidence.

When placing the X onto 
photography, some of the image 
should be allowed to appear 
through the shape. Guidance on 
how to achieve this is outlined  
on page 35.

7 CAP  |  Design development
 © Studio Texture 2022

Belief Action
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Graphic language Symbolic vocabulary: Highlight or Transform

This symbol can either be used
to point (as a way of highlighting  
or drawing attention to words  
and images that help tell a 
story), or it can be used to show 
transformation (like a symbolic 
arrow showcasing a transformative 
journey through words and/or 
images).

Against
Poverty

Fear Freedom

Jayne
Birmingham

Despair Relief

Stress Serenity

Anguish Hope
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Graphic language Symbolic vocabulary: Emphasise

The rectangular strip is used to 
add emphasis to keywords within 
headlines and statements.

Use it in a similar way as you would 
use a highlighter – place a rectangle 
behind the word and adjust the 
height and length to ‘cover’ the 
area of the word. The strip should 
be roughly 120% the height of the 
cap height of the word. Use this as 
a guide to add a similar amount of 
‘bleed’ to the left and right of the 
word to form an equal border.

Always use the strip horizontally. 
Never rotate or use it at an angle.

Have 
Hope

SHOUT!
Speak 
confi dently
and with
passion

We’re 
here
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Graphic language Symbolic vocabulary: Conclude or Contain

Born from the shape of our logo, 
the square is a ubiquitous shape 
throughout our identity and can be 
used as image windows, speech 
bubbles, icon holding shapes and 
for many other graphic elements.

Rotate it 90º and it can be used as  
a full stop to punctuate the end of  
a powerful statement or list.

It should only be used as a full stop 
when concluding a statement 
or keywords in a list if these are 
typographically-led hero pieces of 
communication. For instance, as 
a statement on a front cover or a 
poster where the type is leading.

Avoid using the full stop symbol  
in regular page headings and text – 
with overuse, it will lose its impact 
and its use should be carefully 
considered.

1 CAP  |  Design development
 © Studio Texture 2022

Enable
Thrive
Believe

A helping
hand. Not
a handout.
We walk alongside those who are struggling. 
Listen to their needs. Help them with their bills. 
Fill their fridges. Awaken their confi dence.

This too shall pass

In the name 
of the father 
of three from 
Norfolk.
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Jayne
Birmingham

1 CAP  |  Design development
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Enable
Thrive
Believe

Fear Freedom This too shall pass

7 CAP  |  Design development
 © Studio Texture 2022

Belief Action

Have 
Hope

Against
Poverty

A helping
hand. Not
a handout.
We walk alongside those who are struggling. 
Listen to their needs. Help them with their bills. 
Fill their fridges. Awaken their confi dence.

God’s light can make it right

We’re 
here

SHOUT!

Speak 
confi dently
and with
passion

In the name 
of the father 
of three from 
Norfolk.

Graphic language Overview
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Graphic language Applying symbols to imagery

When placing our symbols at 
larger sizes over imagery, a slight 
transparency should be added  
so the image can be seen faintly 
through the symbol. 

Illustrated here is how to achieve 
the transparency, whilst still 
retaining the brightness of the  
CAP Green or CAP Navy of  
the symbol.

1. Select the background image.

4.  Duplicate the symbol directly on top  
of itself. Set the opacity to 100% and 
change the colour to CAP Green.

2.  Place and position a white version of 
the selected symbol onto the image.

5.  Set the green symbol to ‘Multiply’ to 
allow the image to be seen beneath.

3.  Adjust the opacity of the white symbol 
so the image faintly shows through.  
The opacity should be between 
85–90%, depending on the contrast  
in the image area beneath the symbol.   
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Graphic language What to avoid

1.  Don’t colour the graphic 
symbols using the secondary 
palette

2.  Don’t use the ‘emphasise’ 
symbol to hide or conceal

3.  Don’t add or create symbols 
outside of the four approved 
brand symbols

4.  Don’t outline the symbols – 
always use in their solid form

5.  Don’t overuse the up-pointing 
arrow. The more sparingly it’s 
used, the more powerful it is

6.  Don’t use the symbols in a 
negative manner

7.  Don’t use the arrow in other 
directions other than pointing 
forwards or upwards

8.  Don’t rotate the symbols 
(unless specified i.e. the arrow) 
– this will change the intended 
meaning

9.  Don’t use multiple symbols 
together. The message should 
have focus and featuring  
only one symbol will help 
achieve this.

4 CAP  |  Design development
 © Studio Texture 2022

Belief Action

Against
Poverty

FearFreedom

Have 
Hope

Alone

God’s light can make it right

1

4

7

2
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8

3

6

9
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Imagery Photography

Our photography should aim to 
show the ‘cause and effect’ of why 
we exist and the positive impact 
that we have on people’s lives.

By showing the extremes – from 
troubled to transformed – we’re able 
to tell a richer, more rounded story 
of what we do as an organisation 
and clearly show the transformative 
nature of the work we do.

TransformedTroubled
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Imagery Photography

Our photography is emotion-based 
and possesses an intimate quality. 
Each image captures a moment in 
time and exudes feelings, ranging 
from despair to happiness. The 
focus of our core photography is 
always on the person. The intimate 
quality helps to better connect 
directly with our audiences.

We should always feature ‘real’ 
people in our imagery, rather than 
stock photos of anonymous models.

We want CAP to be a place that 
attracts and welcomes all people, so 
we should always aim to represent 
a diverse range of individuals and 
groups through our photography.

Context is important, and capturing 
people in their natural environment 
helps to make for a more compelling 
image – but always keeping the 
focal point on the person.
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Imagery Photography: Studio portraits

Studio portrait photography allows 
us to capture the subject in a neutral 
setting. This ensures the focus is 
purely on the person and offers a  
wide range of uses for the image.

Our style is genuine and relaxed, 
with the aim of always capturing   
the personality of the individual or 
those in the group. Poses should 
look natural and never staged.

Backgrounds should either 
be white/light grey. If a dark  
background is preferred, try to 
achieve a neutral dark blue.

Try to keep the lighting as natural  
as possible.
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Imagery Photography: Dynamic cropping

When placing and selecting 
imagery, use cropping to draw focus  
or emphasise a particular part of the 
image or subject. 

Look at how the image can be 
cropped in different ways to create 
more interesting, intriguing and 
unusual compositions – this will  
help to engage the audience and  
get people thinking about what 
they’re looking at.

Original Cropped
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Graphic language Iconography

This is our icon style – it’s practical 
and informative. As well as being 
used to visually break up content, 
making it less intimidating and easy  
to read, our icons can be used 
to help tell stories and convey 
messages in the text. 

Use our icons to:
–  Help tell stories 
–  Illustrate important information
–   Navigate readers through the 

website – flagging specific 
information and content 

Don’t use them to:
–   Replace menu based UI 

navigation icons. For example,  
the search icon.
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Graphic language Charts and diagrams

Our charts and diagrams 
communicate information in a 
simple, easy-to-understand way 
by removing any unnecessary 
elements.

Don’t use decorative effects, such 
as drop shadows or gradients 
unless it’s appropriate and helps 
convey the information more 
easily (for example, using dotted 
or dashed lines as in the line chart 
example on this page).

Charts and diagrams should be 
made up of simple geometric 
shapes and use flat colours from our 
primary and secondary palettes.

Colours can be applied solidly or as 
tints, but consider the accessibility 
needs of your audience, who may 
not be able to rely on colour alone 
to ascertain meaning or distinguish 
between different data fields.

Title
Descriptor

   Descriptor 00%
   Descriptor 00%
   Descriptor 00%
   Descriptor 00%

       Total £2.4M

   Descriptor 00%
   Descriptor 00%
   Descriptor 00%
   Descriptor 00%

0

10

4

6

8

2

Title
Descriptor

2011

3.8

2012

4.2

2013

4.9

2014

5.3

2015

5.9

2016

6.8

2017

5.3

2018

5.9

2019

6.7

2020 2021

8.5
7.8

Descriptor Descriptor Descriptor

Title
Descriptor

50

2017 2018 2019 2020 2021
0

40

30

20

10

42 CAP Brand guidelines



  Our tone 
of voice



Tone of voice Our brand principles

Our brand principles and brand 
idea inform our tone of voice and 
personality. We use these principles 
to guide our written and spoken 
word, giving us the flexibility to  
dial up and down certain aspects  
of our tonality to meet the needs  
of different audiences.

Brand idea:  
 ‘Belief in Action’

NB. Our brand idea is an internally 
facing concept for our brand,  
and not intended to be used as  
a strapline. However, if the line 
works well in a message within  
your communication, it can be  
used in that way.

We are  
expert
We are accredited experts in debt management, 
and we’re proud of how this expertise can help 
people every day. This is a fundamental aspect 
of our brand. We’re not afraid to talk about 
this expertise or demonstrate how it comes to 
life and benefits people’s lives. We’re able to 
interrogate detail, find solutions and influence 
those who can help bring about change.

We are  
compassionate
We are compelled to help people in need in 
our communities through our active Christian 
faith and compassion for humanity. And we 
demonstrate this principle through the warmth 
of our personality. Our compassion helps us  
get to know people on a deeper level, welcome 
them in, and find new ways to solve problems.

We are  
determined
At Christians Against Poverty, we believe it’s 
unacceptable that people are experiencing a 
poverty crisis. We’ve seen what this means for 
people’s lives. Through our brand we express our 
resolution to combat the issue. Our determined 
personality drives us forward to take action and 
is stronger due to our Christian faith, and belief  
in dignity for all.

We are  
collaborative
We know we can’t solve the problem of
poverty alone, so it’s important our brand
reflects our sense of collaboration. First and 
foremost we reassure those who seek help,  
and awaken their confidence to solve problems. 
In our collaboration with churches, we also 
design effective services and spread our 
message wider.

But the collaborative nature of our brand  
is broad – local communities, national  
networks, organisations who can help  
or those in influential positions. Bringing  
all our worlds together.
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Tone of voice Using our brand principles

We are determined
We show our determined side by describing the 
problem we’re trying to overcome and showing 
what we did to overcome it. Emotive language can 
help, but avoid over dramatising. We seek to give 
an insight into people’s lives that others haven’t 
necessarily experienced. And we want to show the 
task isn’t necessarily easy, but it is important.

—  Outline the problem and the situation someone 
was in. How did it make them feel?

—  Describe what we did together to overcome it. 
How did that make us all feel?

—  Describe feelings (positive and negative),  
not just actions. 

—  Experiment with varied sentence lengths to  
give your writing more interest. Sometimes,  
a short, punchier sentence can really get a  
point across.

—  Never assume your reader knows what it’s like 
day-to-day living in poverty. Give little snippets 
of unexpected detail. Describe the relentless 
pressure. Make your stories human.

—  Describe how our faith is a powerful driver 
for our actions. How the world as it stands is 
unacceptable to us as Christians. Don’t be afraid 
to express that belief passionately.

We are compassionate
Our compassion runs deeper than simple human 
kindness. It means we act without prejudice, we 
give time, we sit and listen, we give agency. We 
centre the needs of the people we seek to help. 
This active compassion is a fundamental aspect 
of our brand personality and tone of voice, and 
we tell stories about what this means and the 
consequences of this in our daily interactions. 

—  Create warmth in your writing by using  
personal pronouns – ‘you’ ‘we’ ‘us’ 

—  Tell human stories and the impact of our 
compassion. How do we help people open up? 
How do we give them agency? When do  
we listen? When do we act? Sometimes,  
the small details in your storytelling can  
show a big act of compassion.

—  Bring your story to life through case studies,  
but avoid mixing stories of helping people with 
their debt challenge and stories of finding faith. 
This can muddy the intentions of the story.  
Give a faith story its own narrative, so you can  
go deeper into the benefits on someone’s life.

—  Use real quotes to bring the human aspect  
of your story to life. What did they say to you? 
What did you say to them? But keep them  
well edited and to the point.

—  Compassionate behaviour means giving care  
and attention to cultural and social sensitivities 
when choosing language and imagery.

Our brand principles and brand 
idea inform our tone of voice and 
personality. We use these principles 
to guide our written and spoken 
word, giving us the flexibility to  
dial up and down certain aspects  
of our tonality to meet the needs  
of different audiences.

Brand idea:  
 ‘Belief in Action’

NB. Our brand idea is an internally 
facing concept for our brand,  
and not intended to be used as  
a strapline. However, if the line 
works well in a message within  
your communication, it can be  
used in that way.
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Tone of voice Using our brand principles

We are expert
Sometimes our expertise can be underplayed 
across our brand, but it’s the one aspect that 
elevates our work above and beyond other 
community-led charitable organisations. We don’t 
just sit patiently and compassionately with people, 
our expertise can lead them away from problems. 

—  Describe specifically what our expertise looks 
like. What tools do we provide to people? Who is 
providing it? What are their qualifications? What 
does our head office look like? How do we train 
our community teams? Bring that picture to life – 
it’s a really impressive part of our story.

—  Our expertise means we have access to more 
influential people, which means we can have 
more ambitious goals. Explain our broader  
vision and mission. Tell people what we want  
to achieve and how we’re going to do it.

—  Avoid technical jargon or acronyms to explain  
our expertise. Don’t be afraid to show it, just make 
it easy for people to engage with it in a way that’s 
relevant to their lives. What is our expert opinion 
on a latest issue? What are we seeking  
to change?

We are collaborative
We actively encourage collaboration with as many people 
and organisations as possible. Through our brand, you 
always have the sense that we’re well connected and 
have access to a wider network. Our faith and Christian 
values help us demonstrate the power and scale of our 
collaboration with our church community.

—  Community is a vital aspect to our work. We always 
speak proudly of our collaboration with a thriving church 
community and explain its benefits. This gives a sense of 
a collaboration that’s active, energising and engaged.

—  We openly reference our wider partnerships and our 
desire to have more – locally and nationally.

—  We always use calls to action that ask more of people. 
Join us. Get involved. Find out more.

—  We link the broader benefit of collaboration to our 
ambitious goals. Ending poverty can’t be achieved 
through one organisation alone. We must do this 
together.

—  We talk about our achievements as an outcome of our 
collaborations. We are thankful and congratulatory.

—  We should purposefully create content in partnership 
with a diverse range of people from the outset. We are 
committed to creating an inclusive brand where those 
with lived experience are participants in, and not just 
subjects of, our content.

Our brand principles and brand 
idea inform our tone of voice and 
personality. We use these principles 
to guide our written and spoken 
word, giving us the flexibility to  
dial up and down certain aspects  
of our tonality to meet the needs  
of different audiences.

Brand idea:  
 ‘Belief in Action’

NB. Our brand idea is an internally 
facing concept for our brand,  
and not intended to be used as  
a strapline. However, if the line 
works well in a message within  
your communication, it can be  
used in that way.
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Tone of voice Before and after examples

Before

Living shouldn’t cost everything.  
But for millions, it does.

2022 is the ‘year of the squeeze’.  
High energy bills, stagnant wages 
and tax rises affect families right 
across the UK.

For millions of people already in 
poverty and debt, the rising cost  
of living will be catastrophic. A debt 
crisis is emerging on our doorstep. 
We can’t stand by and let people  
fall deeper into poverty. 

Please, will you help people in crisis 
this Easter?

Before

The true impact of debt is often 
hidden. I think of it like a body of 
water – still, clear and unconcerning 
to those of us standing on the edge, 
unaware of what’s really lurking 
beneath the depths. But, as the report 
you’re about to read shows, people in 
the UK are suffering, dragged under 
by whirlpools of fear, desperation  
and isolation. 

After

When millions can’t afford to live 
we put our belief into action.

High energy bills, stagnant wages 
and tax rises mean families across  
the UK are struggling. The impact  
will be catastrophic.

But we can help. 

Through our accredited debt  
advice service, alongside our  
church community, we support 
people who are struggling.  
Fill their fridges. Help them gather 
their bills and find a way out.

Help us help more people in crisis  
this Easter. Let’s turn our belief  
into action and end poverty for all.

After

The true impact of debt is often 
hidden, and the experience is hard to 
comprehend for those who haven’t 
lived it first-hand.

Like four walls closing in on you, the 
pressure created by debt can be 
immense. People we have engaged 
with talk of shame, feeling trapped, 
feeling they have no way out. Their 
world becomes smaller, impacting 
mental health and creating isolation. 
A ripple effect of hopelessness.

Fundraising 
Direct mail call to action,  
Easter Appeal 2022

Industry/Government 
Opening paragraph of Executive Summary,  
On the Edge, Client Report 2022
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Tone of voice Before and after examples

Before

When you partner with CAP, we 
serve and equip you to demonstrate 
God’s love in action in your 
community. Whether you choose 
to help people become debt free, 
find employment or gain vital life 
skills, your church will bring hope 
and good news to some of the 
most marginalised people in your 
community.

CAP has become a movement  
of thousands of Christians and 
churches. Will you join us today,  
as we stand together to see 
transformed lives, thriving churches 
and an end to UK poverty?

Before

No matter how large or small your 
problem is, we can help. Our free, 
expert debt help will support you all 
the way to becoming debt free. 

The first step is often the hardest, but 
it’s really worth it. Asking for help can 
be daunting for many people, but our 
friendly New Enquiries team is the 
first port of call. We’d love to listen to 
you and see how we can help get you 
started on your journey out of debt.

After

A partnership with CAP is a 
partnership in demonstrating  
God’s love in action.

Together, our collaboration can create 
a thriving church community and 
effectively serve some of the most 
marginalised people in the UK.

We have designed services for a 
whole range of community needs.  
Whether you choose to help people 
become debt free, find employment 
or gain vital life skills, you can help 
drive holistic change. 

Together, we can turn our belief  
into action and end poverty for all.

After

Are you struggling with debt?  
No idea where to start or who  
to talk to?

We’re a charity called CAP, and we’re 
accredited debt experts. Our mission 
is to help people who are struggling 
to find a way out. All our services are 
free of charge.

No matter how big or small your 
problem is, we work it through with 
you. We’ll sit with you, help you 
gather your documents, create a debt 
plan, help you negotiate your bills.

Asking for help can be daunting for 
many people, but we’re here to listen. 
We’d love to listen. Let’s get you 
started on your journey out of debt. 
Please, do call today.

Church engagement 
Partnership invitation:  
Webpage copy 

Those seeking help with debt 
About CAP Debt Help:  
Webpage copy 
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Application Website

DonateGet helpSearch our site 

Debt and poverty drain hope from people’s 
lives. We want to put an end to UK poverty 
in partnership with local churches. Join us.

For free help getting out of debt, budgeting, 
making your money go further, or help fi nding 
a job, browse our services to fi nd the right 
one for you.

Donate now   

Sign up now   

Money and debt advice      Get help near you      Get involved      About us      

Ending UK poverty

Learn about our work and enjoy inspiring stories of 
transformed lives, plus ideas for how you can get involved.

Get free professional 
help near you  

20,000+
We’ve helped more than 
20,000 people become 
debt free since 2010

Churches across the UK are committed to tackling the causes of 
poverty in their local area by partnering with CAP and providing 
free debt help and community groups.

Our impact50



DonateGet helpSearch our site 

Debt and poverty drain hope from people’s 
lives. We want to put an end to UK poverty 
in partnership with local churches. Join us.

Donate now   

Sign up now   

Money and debt advice      Get help near you      Get involved      About us      

Ending UK poverty

Learn about our work and enjoy inspiring stories of 
transformed lives, plus ideas for how you can get involved.

Brighten
someone’s
Christmas

Your generosity makes 
amazing things possible

DONATE£115£60£45

Application Christmas appeal
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Application

Stand
up for
justice

Social
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Application CAP Sunday: Church guide

CAP Sunday
Church Guide

As the rising cost of living sweeps across 
the UK, God is calling on us to respond. 

Lament Hope

A message 
from Paula

Thank you for choosing to host a service for 
CAP Sunday 2022. It’s a rare and blessed 
moment that we get to come together, 
regardless of location, to celebrate the work 
God is doing to tackle UK poverty through 
his Church.

Recent global events and the national
cost of living crisis have only affi rmed
the urgent need for us all to continue
that work, reaching out to those grappling 
with the harsh reality of debt and poverty 
on a daily basis. 

We’d like to give a special welcome to
those churches joining us for the fi rst
time. We hope you’ll fi nd that, as you
begin your journey to hosting CAP
Sunday, the difference it makes to your
community is transformative. Past years
have served to remind us of the unique
position churches like yours are in to
engage with the local community and
improve the lives of all within it.

As we introduce you to Syd, please know that 
through your commitment and continued 
support during CAP Sunday and beyond, 
we can continue to transform lives, see 
churches thrive and move closer towards 
an end to UK poverty.

As the churches we currently work with have 
seen, God’s love has guided our partnership 
to reach far into the community to people who 
might’ve felt left behind – struggling through
the loneliness of debt and poverty, not knowing 
that salvation and solutions were 
at their local church’s open doors. With this 
in mind, let us go forward with open doors 
and open hearts.

With every blessing,

     Paula Stringer
     UK Chief Executive

How to run a CAP 
Sunday service

The offi cial date for CAP Sunday is 16 October,
but you’re welcome to host the service on any
day that suits your calendar. We want to give
you full fl exibility in how to host the service,
but we understand that you might want a
little direction to make it extra special while
maintaining your church’s personal touch.

There are three main resources available to you:

Play Syd’s Story

Book a CAP Speaker

Come together in prayer

The official date for CAP Sunday is 16 October, 
but you’re welcome to host the service on any 
day that suits your calendar. We want to give 
you full flexibility in how to host the service, 
but we understand that you might want a 
little direction to make it extra special while 
maintaining your church’s personal touch.

How to run a
CAP Sunday service

There are three main resources available to you:

Play Syd’s story
Page 6

Book a CAP Speaker
Page 7

Come together in 
prayer
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Changing
Lives

If you’ve booked a CAP Speaker, your 
congregation will also be invited to give a 
donation of £11.50 a month.

This small sum covers the cost of answering 
that fi rst hopeful and brave phone call that 
people like Syd make.

This phone call really is life-changing, and 
it’s the fi rst step that those in need make to 
discovering their new, hope-fi lled song.

Although this heartfelt response can’t change 
the pain of the past for people like Syd, it can 
certainly provide a future free of debt and
worry to those most affected by the cost of 
living crisis.
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We empower 
local Churches

There’s nothing worse than having a cold house at Christmas

Talk 
to us
today

0800
328
0006

Nicole’s
Story

It keeps you feeling trapped and alone.

Job clubs

To support
their own
communities

Application Video
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Application Poster
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Application Church report cover
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Application Church report spread
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Contact Get in touch

If you have any questions about  
these guidelines, please contact: 
branding@capuk.org
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