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The Brandbook for Friendship Force

Friendship Force International provides global
community experiences to curious and diverse
people in a friendly, open environment with a
con dently inspirational voice, helping them feel
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a part of something bigger than themselves.

BACKGROUND
Friendship Force is a non-pro t cultural organization focused on promoting understanding, cultural education and citizen
diplomacy through homestay Journeys and personal friendships. An organization based in more than 60 countries and in six
continents, with 15,000 active members, Friendship Force helps create exciting personal encounters through which strangers
become friends.
The Friendship Force programs bring diverse people together into each other’s cultures and homes to share one-of-a-kind
experiences not available to regular tourists. The world is not always peaceful or full of an understanding of di erences. In
general, it does not celebrate diversity or honor meaningful connections with those who are di erent from one's centrist
worldview. Friendship Force seeks to eliminate this kind of prejudice and narrow mindedness with a focus on the one thing
every single one of us shares: humanity.
Friendship Force International has 42 years of experience and an established global network. In this time, Friendship Force has
created a rich history of bringing people from di erent cultures, religious beliefs, political ideals, and personal backgrounds
together to help develop deeper understanding between individuals and mutual respect for our di erences. It is calculated
that over one million people have already been impacted by the work of this organization. Today, individuals around the world
are looking for ways to overcome bigotry, discrimination, and hate in their communities. Friendship Force International is more
than a mission. It is a grassroots movement of everyday citizens opening their hearts, minds and homes.

WE’RE ON A MISSION TO FACILITATE JOURNEYS AND
HOSTING EXPERIENCES TO TRANSFORM OURSELVES AND
OTHERS AND PROMOTE A GLOBAL UNDERSTANDING OF
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SHARED HUMANITY AMONG DIVERSE GROUPS OF PEOPLE.

INSPIRATION
In approaching this brand design, we knew
that we wanted to respect Friendship Force’s
original look and feel while also pushing the
brand in a new and more modern direction.
Ideas about ‘everyday adventures’, ‘appealing to
a diverse spectrum’, and ‘honoring a rich history’
were all prevalent during this brand research and
development.
Paying homage to the original brand, we
decided to refresh the logomark by updating the
current colors to a brighter, more exciting, and
balanced palette. We also worked to create a
somewhat playful and friendly wordmark
through the use of a fun chunky slab serif with
distinct humanistic details.
All together, we strove to create a brand that
spanned the spectrum: fun yet professional,
familiar yet modern, and rmly planted in its
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roots with the promise of a new adventure.

the
logo

OFFICIAL LOGO
This is the full color o

cial logo that should be

used whenever possible. The logo can be sized up
and down as needed, but the ratio of dimensions
should remain the same. A standard text box
should not be used in recreating the logo. The logo
font outlines have been stylized, sized, and spaced
proportionally and should not change.
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To ensure legibility, always keep a minimum clear
space around the logo. This space isolates the mark
from any competing graphic elements like other logos
or body copy that might con ict with, overcrowd, and

fl

ffi

lessen the impact of the mark.
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BLACK AND WHITE LOGO
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VERTICAL LOGO

RESPONSIVE LOGO
The Friendship Force logo can be used at all di erent sizes.
Although the full logo can be scaled for all use cases, there are
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times where di erent aspect ratio constraints make it easier to
use a di erent identity mark. This could include, but is not limited
to, cases where the Friendship Force logo is being represented
with a partner or the Friendship Force logo is being represented in

WORDMARK

a very small space (i.e. as a favicon, or as an app icon). In instances
such as these, there are other mark options available for use in the
Friendship Force logo family.

ABBREVIATED LOGO
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HORIZONTAL LOGO

international
ICON

LOGO USAGE
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Full Color

Monochromatic

To maintain the high level of simplicity and professionalism, when

When expressing the logo in single color or in black & white, the logo

expressing a full color logo, the icon alone will be represented in all 6

should be a uniform color. The 6 brand colors representing Friendship

colors.

Force all have equal meaning and weight; therefore, there is not one
single alpha color.

UNACCEPTABLE USAGE
There are some rules necessary for maintaining the integrity of the
brand. Don’t compromise the overall look of the logo by rotating,
skewing, distorting, or generally changing the logo in any way other
than the acceptable uses that have already been described. Here are
a few examples of some ways the logo should NEVER be used.
A.

A.

Don’t rotate the logo

B.

Don’t squash or stretch

C.

Don’t place other elements in the logo clear space

D.

Don’t resize separate elements of the logo

E.

Don’t rearrange or create compositions that were not already provided

F.

Don’t use logo variations right next to the primary logo in the same design

G.

Don’t change the color of the logo

H.

Don’t add drop shadows or other text styles

I.

Don’t contain the logo in a box

B.
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the
typ e

TYPOGRAPHY
For our type selection, we created a two-tier
hierarchy in order to maintain a delicate balance
between the current Friendship Force brand that
conveys trust, reliability, and stability and the new

Primary Headings

P22 Mackinac Pro

Friendship Force brand that is reaching new
audiences and striving to prominently insert itself
into a modern market. Together, the type system
will communicate the professionalism and trust of
the original Friendship Force brand while
seamlessly bridging the gap towards a more
modern, fun, and playful brand.

Secondary Headings and Body Copy

Objektiv Mk3
Objektiv Mk3
Objektiv Mk3
Objektiv Mk3

LOGO AS TYPE
The logo font is a custom styled version of the heading font, P22 Mackinac Pro Extrabold.

PRIMARY HEADING
The P22 Mackinac font family should be used for large, display headings. This font is
best used for shorter headlines and taglines in order to draw attention to the phrase.
Because of the thick slab serifs on this font it works great at display sizes and for
short phrases, but this font family should never be used as body copy or running

P22 Mackinac Pro Extra Bold

text. Use best discretion when setting the text size for these headings. By default,
we recommend using a heavy weight such as extra bold. However, in cases where the
font is being displayed at a very large size, it may be appropriate to use a slightly
thinner weight so as not to overpower the logo or other brand elements.

A B C D E F G H I J K L M N
O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n
o p q r s t u v w x y z

USE EXAMPLES

Th

Travel at
Transforms

0 1 2 3 4 5 6 7 8 9
! @ # $ % & ?

SECONDARY HEADINGS AND BODY FONT
The Objektiv Mk3 font family should be used for any instance of running text,
sentences, or smaller subheadings. By default, we recommend using a mid-level
weight such as regular. However, in many cases where the font is being displayed as
both a subhead and body copy, it may be appropriate to mix font weights to keep a
clear and cohesive type hierarchy.

USE EXAMPLES

Hey there, let’s be friends.
Hey there, let’s be friends.
Hey there, let’s be friends.
Hey there, let’s be friends.
Hey there, let’s be friends.
Hey there, let’s be friends.

Objektiv Mk3 Regular
A B C D E F G H I J K L M N
O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n
o p q r s t u v w x y z
0 1 2 3 4 5 6 7 8 9
! @ # $ % & ?

TYPE PAIRINGS
These is an example of a proper way to pair the fonts P22 Mackinac and Objektiv Mk3.

Transform Your Community
Bring what you learn on your journey home with you. By sharing
your open and understanding mindset, as well as your speci c
experiences, you can help your inner circle and your wider
community become more accepting of di erences—and
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contribute to a world of peace.

In these examples, you can see the di erence between an incorrect and a correct use of the brand’s fonts.

Hosting Stories
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“ e most touching and impactful was the relation that was
created between the four of us. We shared laughter and warm
feelings and a permanent bond was created. At the conclusion of
the week, as the four of us were standing on their roof and
launching two lighted air kites that oated into the distance, we
promised each other the friendship that was created between us
would never end. e tears owed when we nally said goodbye at
the airport.”

Th
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TYPE PAIRINGS

Hosting Stories
“The most touching and impactful was the relation that was created
between the four of us. We shared laughter and warm feelings and a
permanent bond was created. At the conclusion of the week, as the
four of us were standing on their roof and launching two lighted air
kites that oated into the distance, we promised each other the
friendship that was created between us would never end. The tears
owed when we nally said goodbye at the airport.”

the
colo rs

AN UPDATE IN COLOR

NEW

OLD

COLOR PALE

E

In selecting colors, we looked to pay homage to the original Friendship Force brand colors while using color theory to
breathe new life into the palette. By balancing the brighter hues with softer, muted tones, the logo is able to retain its
original sense of energy without descending into overwhelming chaos that can often come with having such a large palette.

COBALT BLUE

PURPLE PLUM

FLAME

JELLY BEAN

GREEN SHEEN

BLEU DE FRANCE

RGB - 1 73 166

RGB - 156 74 190

RGB - 236 77 35

RGB - 217 115 72

RGB - 128 174 160

RGB - 44 144 213

CMYK - 96 72 0 1

CMYK - 49 67 0 0

CMYK - 0 76 93 1

CMYK - 0 67 84 1

CMYK - 55 10 35 1

CMYK - 73 27 0 0

HEX - #0149A6

HEX - #9C4ABE

HEX - #EC4D23

HEX - #D97348

HEX - #80AEA0

HEX - #2C90D5

JET (BASE COLOR)
RGB - 53 46 45
CMYK - 70 75 70 45

TT

HEX - #352E2D

USING THE SIX COLOR SYSTEM
The Friendship Force brand consists of six bold colors that form
one single color palette. With such an extensive palette, it’s
easy to descend into chaos. In order to mitigate that risk and
be most e ective, color use should be minimal and intentional.
In general, here are some rules to guide color choice and use:
Purple, Dark Blue, Light Blue, and Green all pair well
together for a cool color scheme.
Orange and Red pair well together for a warm color scheme
BUT can easily feel too bright, overwhelming, and urgent.
Dark Blue and Orange OR Purple and Green pair well
together to balance a brighter color with a more muted
color.
ANY of the colors pair well with Jet, the brand’s base
charcoal gray color.
The colors should be used sparingly, think more of a “pop”
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of color than an onslaught of color.

the
execution

EXAMPLE EXECUTION OF STATIONARY
This stationary mockup serves
as a quick example of what is
possible using the new
Friendship Force brand rather
than a nalized design. In these
designs, you will see how we
have carefully chosen our font
pairings, our splashes of color,
and when to use the di erent
sizes of the Friendship Force
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responsive logo family.

the
ma ster na rrative

PHOTOGRAPHY BREAKDOWN

50%

Shared Humanity
People Interacting with One Another
Shared Experiences

15%

General Travel or Textures
(open roads, wide skies, landscapes, etc.)
A very “oh the places you’ll go” aesthetic

35%

Individuals in Action
General Crowds of People
Photos Showing a Sense of Adventure

A HAND-DRAWN MOTIF
As the Friendship Force brand matures, we recommend working with the Pathos Ethos team to create a
library of images using a hand drawn motif that can be pulled from for a variety of di erent marketing
purposes. Examples of this type of motif can be seen below. This motif has the potential to give a fun,
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exciting, and trendy human touch to your brand that your run of the mill travel agency doesn’t have.

A LOGO OVERLAY
An easy motif to implement in your brand is to either overlay the logo on
top of imagery that its in line with the Friendship Force brand (left) or use
the logo’s icon to mask an image (right).

THE FRIENDSHIP FORCE TAGLINE

WHAT IS FRIENDSHIP FORCE? (INTERNAL LANGUAGE USE ONLY)

• Friendship Force International o

ers transformative travel

and hosting experiences geared toward building
understanding and equality.

• Members of Friendship Force International are open, curious,
and actively seeking new connections and experiences.

• Friendship Force International aims to transform its members’
lives by establishing connections among di erent
backgrounds and cultures and enabling them to discover their
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shared humanity.

FRIENDSHIP FORCE DIFFERENTIATORS

• Not just a travel company - Curated journeys to
help you see the world di erently

• Not just for the a

uent - Membership model is

a ordable and allows many people to participate

• Mission-driven - Building understanding and
empathy among di erent groups of people

• Transformation - We seek to inspire lasting
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change in people who take our journeys

FRIENDSHIP FORCE AUDIENCE PERSONAS
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3.

•

Seeking new connections, novel experiences

•

Ready to make lifelong friends, both with people who are similar and people who are di erent

•

Personable individual who can hold an interesting conversation with anyone

The Global Citizen

•

Disillusioned with the di erences that separate people of di erent mindsets, backgrounds, cultures

•

Open-minded and empathetic individual who is eager to learn

•

Mission-driven individual who wants to bring what they learn back to their communities to help build
connections and dispel misunderstandings and hatred

The Immersed Expert

•

Looking for travel experiences that will allow him/her to be more than a tourist

•

A traveler who seeks complete immersion in his/her destination’s culture

•

An adventurer who’s always willing to try new things
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2.

The Social Connector
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WHY DOES FRIENDSHIP FORCE JOURNEY?
Friendship Force International facilitates journeys and hosting
experiences to transform ourselves and others.
Transform yourself
Broaden your horizons and build your understanding of the world through meeting
di erent people and learning about their cultures.
Transform others
In turn, help your host groups transform their understanding of you and your culture.
Through shared conversation, we can discover our shared commonalities—as well as the
distinctives that make each of us special.
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Transform your community
Bring what you learn on your journey home with you. By sharing your open and
understanding mindset, as well as your speci c experiences, you can help your inner circle
and your wider community become more accepting of di erences.
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