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Trickle Up combats extreme poverty by tapping 

into the power of the poorest and most vulnerable 

people to improve their lives.
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We invest in the most 

excluded people. We work 

across continents and 

cultures. We inform and 

convene change-makers.

Trickle Up focuses on the toughest challenges in global poverty 

alleviation: to reach the poorest, most vulnerable people and 

create trajectories towards financial independence. We have 

lifted over one million people worldwide — particularly women, 

people with disabilities, refugees and indigenous people — out 

of extreme poverty and into a better quality of life. Our success 

is rooted in identifying opportunities that tap into people’s 

power and resiliency to generate a sustainable income. Through 

government, corporate and NGO partnerships, we leverage 

resources to strategically scale programs, bringing power and 

promise where most needed. 
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Concept

Ripple Effect / Cascading
Sparks in the right places 

• A laser-like approach to kickstart a movement.

• Creating something huge out of small, focused  

bursts of energy.

Tapping into the power within someone

• The power of dignity.

• Power in ability.

Momentum to move forward no matter what

• Leverages one thing into more; setting off a chain reaction.

• A transformative power.

Power in numbers

• Strength in community.

• Knowledge is power.

Words of Inspiration

Inspiring

Transformative

Leverage

Bigger Than it Seems

Opens up Access

Make a Living

Dignity of Work

Force of Nature

Resilient

Hopeful 

Capable

Quality of Life 

Energy
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The Words We Use

Tone Guidance
Active, not passive

Use words with energy, passion and nuance. We “kickstart, invest 

and create” rather than “help, build or facilitate”. We expect 

participants to step into roles of ownership, activity and growth,  

so we must also commit to action.

Vivid, not understated

Taking inspiration from the geographies in which we serve, we  

embrace emotion, color and details. We show the full detail of a 

person’s face, scars and all, to illustrate the full picture of a person’s 

life. Similarly, we do not shy away from details of a community’s 

success or progress towards ending extreme poverty. The details 

themselves are often the most important parts of the stories.

Experts, not thinkers

A strong point-of-view rooted in experience at the participant and 

governmental levels. Opinions are rooted in experience, personal 

observations and collective knowledge; they are not theoretical, 

hypothetical or ‘in a perfect world’.

Celebratory, not patronizing

Pride in people tapping into their own inner strength and capability, 

not self-righteous or proud of ourselves. We take joy in our 

participants’ successes, a community being lifted up and in turning 

the tide for a family towards financial independence. We do not 

applaud ourselves or take credit for our participants’ hard work. 

We do not reduce participants into unnamed groups of people. We 

celebrate that we are able to help.

Optimistically pragmatic, not idealistic, naive or pessimistic

Thoughtful, dedicated and unfailingly aware of the power and 

dignity within every person, we see solutions and the most 

effective use of our resources to create the largest impact. We 

know eradicating extreme poverty is possible, but not easy; we 

do not take it for granted. While things may be beyond scope, 

resources or time, they are not impossible nor are they simple.
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High-level Language

Contextualizing Our Work
Success Metrics: Quality & Access Assessment

The following milestones are critical to achieving and sustaining 

financial independence.

• Basics — Food, Health, Housing & Income

• Sustained Growth — Savings, Social Support, Financial Inclusion

Guiding principle — As high quality, with as much urgency at as 

large of a scale as we can.

Work Footprint: Trickle Effect

• #TrickleEffect: In social media to support a trend line or 

highlight a participant’s success.

• Impact in a person, household or area: before/after, 

chronological progress, statistical incremental lift.

• Personal participant stories: overcoming obstacles to be able to 

move their families forward in terms of health, education and/

or a generational lift in prosperity.

Guiding principle — What has come to pass specifically because of 

the people, processes, expertise or direct fieldwork of Trickle Up?

Our Approach to Public Policy: Practical. Contextual.

Goal — Sustained financial independence and a better quality of life 

for those most vulnerable or living in most extreme poverty.

How — Applying Graduation sequences while optimizing for socio-

political-cultural factors, local dynamics and delivery mechanisms.

• Define Goals — Understand governing body’s definition and 

context of poverty in terms of goals, risk factors, populations 

and cultural context. Specify measurable goals that most 

holistically ensure sustained growth out of extreme poverty.

• Optimize Design — Evaluate logistical, climate, and 

demographic factors to ensure inclusion for target populations. 

Conduct Market Assessment to determine sustainable 

livelihoods and optimize delivery mechanisms.

• Maximize On-the-Ground Impact — Partner with local 

organizations deploy field staff, continuously adapt for local 

contexts such as literacy, language and gender norms.

Guiding principle — Approach can scale globally while ensuring 

local success, because we always consider cultural, geographic, 

demographic, political, historical and sociological factors for 

practical policy implementations and maximum impact.
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Trickle Up’s brand is inspiring, transformative, 

resilient, and hopeful. It sparks in the right places. 

Taps into the power within someone. Creates the 

momentum to move forward no matter what.

power over poverty



Trickle Up Brand Guidelines Brand Tone  |  9

Our Logo

Color & Size

PRIMARY USE

The Trickle Up logo is comprised of the primary 

“Red Orange” and “60% Grey” within our color 

palette. To find the color codes, see page 14. 

KNOCK-OUT

When possible the “Up” in Trickle Up should 

remain the “Red Orange” primary color. For 

overlaying the logo on images, use all white. 

ROTATION & SIZING

The logo should always be displayed in a horizontal 

orientation, never on a diagonal or vertically. The 

optimal size for the logo is between 1 1/2 to 1 7/8”.

The logo should never be smaller than 7/8”. 

No smaller than 7/8”Do not do



Trickle Up Brand Guidelines Brand Tone  |  10

Our Logo

Clear Space

Trickle Up’s logo should not be placed closer than a 

c’s height away from any other elements on a page or 

layout. The c is taken from Trickle Up’s logo and should 

be the same size as the c in the logo. 

The logo may be placed to the top left or top right 

of any page or layout, or, for marketing materials 

specifically, centered at the bottom to reflect the 

brand’s bottom up approach. 

Be sure to leave whitespace above the logo, and be 

aware that any large, heavy elements placed directly 

above the logo may reduce the upward momentum 

suggested by the logo.

WHEN ADJACENT TO OTHER ELEMENTS

RIGHT ALIGNMENT TO PAGE EDGE

LEFT ALIGNMENT TO PAGE EDGE
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2017 
Impact 
Report

Our Logo

”U” Symbol Usage

The “U” symbol should be used sparingly to title major documents 

with either a straightforward title, on-brand copy points or a 

compelling stat or accomplishment. The copy should always be 

positive and uplifting, never dire or problem-oriented.

DO NOTS

Keeping the “U” symbol consistent will insure brand recognition 

and integrity. Please review the following rules.

2017 
Impact 
Report

ALIGNMENT

Please keep the two elements 
top aligned and bottom aligned. 
Three-lines are required.

2017 
Impact 
Report

2017 IMPACT REPORT

Do not change the distance 
between the two elements. 
They should be the width of 
the “O” or “dot” in the “U” apart. 

Do not change the typographic 
styling of the document title.

2017 
Impact 
Report

Do not change the layout or 
orientation of the document 
title. The title must be on the 
right of the “U” mark.

Do not ever use just the “U” 
mark, it must be paired with 
the document title.

Invest 
Bolster 
Champion
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GREY

CMYK

0 / 0 / 0 / 60

RGB

128 / 130 / 133

HEX #

808285

Usage

Color Palette
PRIMARY COLORS

RED ORANGE

CMYK

7 / 82 / 94 / 1

RGB

223 / 84 / 45

HEX #

E1542E

VIOLET

CMYK

100 / 100 / 32 / 39

RGB

255 / 84 / 46

HEX #

1D184E

LIGHT VIOLET

CMYK

76 / 73 / 14 / 2

RGB

88 / 88 / 147

HEX #

585793

SECONDARY COLORS

TEAL

CMYK

100 / 0 / 38 / 30

RGB

0 / 130 / 134

HEX #

008185

LIGHT TEAL

CMYK

16 / 0 / 7 / 0

RGB

211 / 237 / 236

HEX #

D3ECEC

CHARTREUSE

CMYK

25 / 20 / 100 / 0

RGB

201 / 185 / 46

HEX #

C8B82E

LIGHT RED

CMYK

0 / 63 / 48 / 0

RGB

244 / 127 / 116

HEX #

F37E73

Red Orange may be used sparingly for 

headline colors and design accents. Trickle 

Up’s Violet should be used for body copy 

text as a replacement for black. However 

90% black is an option if needed. Our 

Primary Colors should be use first for 

creating graphic charts, please use the 

secondary colors as needed.

The secondary colors should be used for 

accents. All colors titled “light” should be used 

for subtle monochromatic or tonal effects.
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Gradients

Extended Color Palette

VIOLET — RED

GRADIENT OPTIONS

TEAL — VIOLET CHARTREUSE — TEAL
The gradients are used to indicate 

triumph, progress and/or power. 

They should be used sparingly 

and primarily seen as overlays on 

images, or in the “folio” or footer 

of a document. 

$800
RAISED IN  

ONE MONTH

$800
RAISED IN  

ONE MONTH

$800
RAISED IN  

ONE MONTH

Occasionally it can be used as an 

accent element in infographics, as 

seen here. 

Our iconography is also displayed 

in the gradient colors, all icons can 

exist in either color waves.
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Print

Typography

Trickle Up’s “print type” uses a combination 

of Museo Sans Rounded for header styles and 

Museo Sans for body copy or for long form 

documents. It is clean, clear, modern and 

directly represents the focus and sophisticated 

approaches of Trickle Up. This is the styling 

seen in Trickle Up’s Microsoft Word template. 

SUBTITLES, OR H2 STYLE IS 16PT / 18PT 

Titles, or H1 60pt / 65pt

Section Titles, or H3 Style 16pt / 20pt 

Body Copy, 10pt / 14pt (Line height can be adjusted slightly as needed). Colors for H2-4 can be 

changed depending on sections, chapters, or location. Be sure to be consistent with they way you 

use the color palette. For example, the “About Us” section in this document is using “Teal” for the 

Subtitle styles, whereas this section, “Brand Tone” is using the “Red Orange.” 

 

Section Dividers or Details, or H4 Style 14pt/16pt

ALL CAPS, 500 WEIGHT

300 WEIGHT

100 WEIGHT

300 WEIGHT

700 WEIGHT
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Digital

Typography

Trickle Up’s “digital” typeface is the same 

as print, however the type sizes differ. This 

ensures better legibility on screens. These 

are the styles seen in the PPT template.

Subtitles or H4 18pt/ 28pt

Titles or H1 60pt/ 
65pt

Section Titles or H2 30pt/ 40pt 
Body Copy, 16pt/ 26pt (Line height can be adjusted slightly 

as needed). Colors for H2-4 can be changed depending on 

sections, chapters, or location. Be sure to be consistent with 

the way you use the palette. For example, the “About Us” 

section in this document uses “Teal” for the Subtitle styles, 

whereas “Brand Tone” uses the “Red Orange.” 

SECTION DIVIDERS OR H5 STYLE 13PT /20PT

- Subsections, H3 Style 24pt / 28pt 

- Use is minimum

300 WEIGHT

100 WEIGHT

500 WEIGHT

500 WEIGHT

ALL CAPS, 700 WEIGHT

100 WEIGHT
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Icon Bank 

Stylized Iconography

SAVINGSSOCIAL 
SUPPORT

LIVESTOCKAGRICULTURE

HEALTH FINANCIAL 
INCLUSION

CROPS

Trickle Up’s icons should always have a 3px weight 

stroke line circle around them. Use either one of 

the three gradient options or place the whole icon 

in all white, knocked out of a color block or over 

an image.

FOODTRADESMANSHIP CRAFTSMANSHIP

HOUSING

COLLECTIVE 
ACTION
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Our visual style conveys complex problem-solving 

within the context of the people and regions with 

which we work. We aim to create a ripple or cascading 

effect of the impact of our programs, participants and 

expertise with the following visual elements:

The Trickle Effect

• Vibrant photography to reflect the power 
and resiliency in the people we serve;

• circles, transparencies and gradients to 
visualize a “ripple effect” reflecting the 
complex and lasting nature of our impact;

• clean, clear, modern fonts to show focus  
and sophisticated approaches;

• colorful, focused, multi-factored data with 
a strongly emphasized data point to show 
analysis, triumphs and progress towards  
end goals;

• maps, photography and icons to tangibly 
depict places, people and activities putting 
complex, multi-variant factors into context.
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Print

Letterhead

Simple and sophisticated, Trickle Up’s 

print letterhead honors the people in the 

past and present that helped pave the 

way for our organization.



Dear Friend,

I am writing to share news of two recent events that are important milestones in our path to greater 

scale and impact.  As partners in our work, we want you to know how Trickle Up is changing and where 

we are headed.  (By the way, there is no appeal for contributions at the end of this letter). 

New India partnerships

Our first news item is two agreements that Trickle Up has signed with major government agencies in 

]India that help the rural poor.  Under a national program called the National Rural Livelihoods Mission, 

two large Indian states – Jharkhand and Odisha – have sought Trickle Up’s help reaching the very poorest 

and most excluded people.  Together these two states have a population of about 75 million people 

(equivalent to the 20th largest country in the world), with very high poverty levels.

Both agencies chose Trickle Up as their partners because of our expertise in reaching the poorest 

and most vulnerable – a population often underserved by governments and independent poverty 

organizations.  We will help design programs that will help people start businesses and, based on  

Trickle Up’s expertise forming savings groups, build “strong grassroots institutions for the poor,” as  

one of our new Indian partners wrote in our agreement.  

Why are these new partnerships important? 

Expertise: The agreements demonstrate the recognition that Trickle Up has earned for our single-minded 

focus on the poorest and most vulnerable families and for the effectiveness of our approach.

Scale: Both agencies have mandates from the Indian government to help the rural poor.  They have 

impressive experience, community-level capacity, and the potential to reach millions of people. Working 

in partnership, we can serve far more people than we’d ever reach on our own. Cost-effectiveness: 

Both agencies will fund nearly all of our program costs, which means our budget can reach many more 

people.  Every dollar we raise from private donors in the US and elsewhere will leverage about $9 from 

Indian state governments.

Thank you for being a partner in our work.

Sincerely,

Bill Abrams, President

Trickle Up Brand Guidelines Brand Assets  |  19

Digital 

Letterhead

Trickle Up’s digital letterhead is 

meant for email attachments, and 

should be the primary stationary 

used within our organization. 
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Photographic Focused 

Business Cards

Highlighting the individuals that make this 

organization meaningful, our business 

cards utilize several photo options from our 

global projects and is paired with a big bold 

typographic treatment for the organization 

and employee information.
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Inspiring 

Photo Direction

Our photo treatments reflect our organization, 

diverse and versatile. When using original images that 

are not stylized with “overlays” it is ideal to place the 

images within a circle, these circular images can have 

gradient overlays as well. For individual profiles, use 

the clipping mask treatment. 

ILLUSTRATION STYLE

When portraying an individual’s success 

story, use this illustration style paired with 

a combination of photographs.

350LB
Supportive text

$XX ROOF
Supportive text

$XXX
Supportive text

FULL GRADIENT OVERLAY

Use full gradients when placing a full-bleed image in 

the background of a presentation. This style is ideal 

for placing white type over. The gradient is available 

in three different color waves (see page 13).

CLIPPING MASK 

TREATMENT

Used for individual profiles. 

Often we position these 

photos off-screen/off-page 

(see pages 34, 35, and 37  

for an example of this).
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Personal

Individual Profiles

For profiles, make sure they’re 

written in first person. They should 

be warm and inviting as well as 

personal and empowering. Use 

“Hello my name is” to introduce 

the individual, and feel free to use 

their native language. Story length 

may vary, limit is about 75 words, 

approximately 415 characters.

HELLO MY NAME IS 

Lucy Hansda
I’m a visionary shopkeeper, motorcyclist, and 

mother of three. There was opportunity to open 

a shop on an increasingly busy street and with my 

Trickle Up seed grant, I seized it. I made $160 in 

profits my first year. Now I make $160 a month. I’m 

the primary decision-maker in my family. And with 

the help of Trickle Up and my savings group, I’m 

able to continue my thriving small business and 

give back to my community.
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Across All Platforms

Social Media

Whether it is Instagram, Facebook, or 

Twitter, Trickle Up should place emphasis on 

our beautiful photography. The Trickle Up 

logo should be placed second in hierarchy.  
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More Personality Please

Facebook

Personal and unique, Facebook is a great 

platform to lead with an empowering quote 

and a photo of an individual from one of our 

projects. Keep the Trickle Up logo in  

the bottom right of the banner image. 
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Mailchimp Template

Email Newsletter

Built with a drag-and-drop feature in 

Mailchimp, Trickle Up’s email newsletter 

templates should focus on storytelling 

and impact. 
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Mobile Friendly 

Email Signature

Our email signatures should lead with an 

individual’s contact information and follow 

with important info about the organization. 

Name placed with title followed by email and 

phone number (with extension) — followed 

by skypename then organization’s social and 

web links. 

“ The helping hand that your 

program offers reaches those 

who need it most.”

KOFI ANNAN
Former United Nations Secretary General

For quotes and 
endorsements in email 
footers keep them the 
same font size, bold, 
Violet, and short.
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Modular Template 

Brochure Designed on a modular system, the Trickle Up Brochure can be 

made as a Tabloid page folded in half (like a booklet) or made 

smaller as a 8.5 X 11” sheet. Don’t be afraid to mix-and-match 

to tell the story you need to.
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 Map Styling 

Global View

The Trickle Up brand has two graphic 

treatments for representing geographic 

locations and projects. One view is a flat map 

using transparent circles to show the scale of 

the project. The other is by using a satellite 

image with the country outline overlapped. 
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Graphic Styling 

Data Translations

Graph styles will vary depending on the data/content. 

However, for basic bar and pie charts please use the 

primary brand color palette. Infographics placed over 

top of images should be used for specific projects. Use 

images that are close-ups of hands working or those 

that do not have busy backgrounds.
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PowerPoint Template 

Presentations

With three color options and a multitude of 

images and maps Trickle Up’s PowerPoint 

template is as diverse, bright, and personal 

as the company. 
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The following pages communicate 

Trickle Up’s ethos and the ‘who’, ‘what’, 

‘how’, and what’s next.
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Overview of Trickle Up Work and Organization

500 Word Description
Trickle Up focuses on the toughest challenges in global poverty 

alleviation: to reach the poorest, most vulnerable, isolated people 

and create trajectories towards financial independence. We have 

lifted over one million people worldwide — often women, people 

with disabilities, refugees and indigenous people — out of extreme 

poverty and into a better quality of life. 

We invest in people. We bolster communities. We champion  

power over poverty.

We provide startup capital and livelihood training, and promote 

social inclusion, to tap into the power and resiliency of individual 

participants. They take control of their own lives by starting a 

business that allows them to turn a good idea into a reliable 

income. In addition, we leverage existing resources to ensure a 

participant’s basic needs are fulfilled so their livelihood — whether 

farming, craftsmanship or tradesmanship — can grow as a family 

business. This approach of ensuring a better quality of life while 

pursuing financial independence effectively breaks a cycle of 

extreme poverty and kickstarts a cycle of prosperity.

To go from extreme poverty and marginalization into self-

sufficiency and inclusion is transformative not only for Trickle Up 

participants; it extends to their children, neighbors and villages. 

The key to sustained success lies in the participants themselves: 

that they use their own skills and find their own voice to become 

powerful forces of economic opportunity within their households 

and communities. 

Powered by newfound access to savings, social support, 

education and healthcare, our participants go from a ‘survive’ 

to ‘thrive’ mindset. The people we work with, so accustomed to 

marginalization, become mentors, group leaders, business owners 

and respected individuals in their communities. 

 “ The helping hand your program  
offers reaches those who need  
it most.”

     — Kofi Annan, former UN Secretary General 
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Continued

500 Word Description
Trickle Up works with local partners to examine cultural, 

geographic, demographic, political, historical and sociological 

factors to determine the most reliable, sustainable sources of 

income in a given area. By partnering with organizations who value 

the potential of people as much as we do, we have developed a 

breadth and depth of expertise in moving people out of extreme 

poverty. In keeping with The United Nations’ development goal of 

eradicating extreme poverty by 2030, more regional governments, 

intergovernmental agencies, global NGO’s and socially-conscious 

corporations are looking to Trickle Up’s for tangible, lasting global 

poverty alleviation.

Trickle Up is proud to have the endorsements of informed global 

thinkers for our proven approach to sustainably helping people 

conquer extreme poverty in nearly any circumstance. We specialize 

in reaching those others can not, have not, or will not, always 

serving the un(der)served.  Headquartered in New York City, we 

work around the world to bring power and promise where the 

need is greatest — often the poorest parts of Africa, South Asia 

and the Americas. With the combined strengths of our dedicated 

staff, Trickle Up leverages resources and strategically scales 

customizable solutions to bring lasting, transformative impact  

to the world’s poorest, most vulnerable people.
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Who We Are

We Tackle Extreme 
Poverty Head On

Trickle Up helps people conquer extreme poverty. We are a team of 

policy experts, specially-trained field staff, organizers and educators 

enabling people living in extreme poverty to find the confidence, 

ability and support to start businesses for a better quality of life. 

Headquartered in New York City, we work around the world where the 

need is greatest — often the poorest parts of Africa, South Asia and 

the Americas. Our concentration on sustained financial independence 

means people take control of their own lives through their own hard 

work. We invest. We bolster. We champion.
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What We Do

We Celebrate 
Human Potential  
As Power

Founded in 1979, Trickle Up’s sole focus is to help those 

underserved, unreached or essentially invisible build sustainable 

livelihoods. Through our in-depth Program & Policy Design 

process, we examine cultural, geographic, demographic, political, 

historical and sociological factors to identify the most reliable, 

sustainable sources of income for our participants while addressing 

any significant barriers. In evaluating long-term success, we have 

pinpointed social support as an exponential factor for participants 

to dramatically and tangibly take control of their pursuit for a 

better life. Our programs, therefore, concentrate on empowering 

participants both financially and socially.
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Why We Do It

From “Survive”  
to “Thrive”

Trickle Up’s participants’ pursuit of a better life is powered by 

newfound access to savings, social support, education and 

healthcare. Savings ensure food, housing and security. Social support 

creates solidarity, alleviating some of harshest elements of extreme 

poverty including domestic violence, child marriage and isolation. 

Education guarantees a better life for future generations. Access to 

healthcare prevents families from falling back into cycles of extreme 

poverty. Our commitment to quality of life as well as reliable income 

is dramatically transformative for our participants, enabling them to 

overcome extreme poverty and persevere towards a brighter future 

for themselves and their families. 
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What’s Next

As a global community, 
we can conquer extreme 
poverty in our lifetime.

Trickle Up has been validated by the most discerning experts, with 

tangible effects of our programs felt in people, households and 

villages throughout the world. By partnering with governments, 

private foundations, intergovernmental agencies and other NGOs 

who value the potential of people as much as we do, we have 

developed a breadth and depth of expertise in moving people out 

of extreme poverty. Through our partnerships, we continue to 

strategically scale our approaches and programs to bring power  

and promise to the world’s poorest, most vulnerable populations.



FOR ALL MEDIA INQUIRIES 

Tyler McClelland

tmcclelland@trickleup.org

or (212) 255-9980 ext 202

FOR GENERAL INQUIRIES

info@trickleup.org

ADDRESS

Trickle Up

104 W 27th Street 12th floor

New York, NY 10001

 
TOLL FREE 1-866-246-9980

PHONE 212-255-9980

FAX 212-255-9974


