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UCTION

KHPT 1s emerging as an organisation of national and
mternational repute. Its position 1s earned through the work
that 1t has done n the development sector, its competencies
m evidence-based programming and knowledge translation
and the prowess of its core team members. KHPT 1s
committed to building and nurturing partnerships at
regional, national and mternational levels and developing as a
learning organisation. Therefore, 1t becomes critical for the
organisation to project itself as professional, strong, efficient
and mtegrated mn 1ts communication with partners and
stakeholders. All types of communications between KHPT
and the communities, partners, stakeholders and the
government have an impact on how perceived.

KHPT mtroduces its branding policy as part of its
continuing effort to develop a unified 1image, imncreasing the
organisation’s visibility and supporting its growing reputation.

This policy sets forth the approved usage of KHPT’s logo
for communications in print, web and electronic form.
Adherence to these guidelines will protect the integrity of
our visual 1dentity and ensure the consistency i our
communications.

Control over the visual expression of KHPT 1s vested with
the Senior Management team of the organisation. The
Knowledge Management team within KHPT will manage
the use of the brand on behalf of the organisation.
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STATEMENT
OF PURPOSE

This document provides guidelines to ensure the
correct use of the KHPT brand 1dentity. Our brand 1s
key to ensuring that our outreach presents the
organisation consistently across geographies. A strong
brand aids recognition of KHPT by our partners and
stakeholders, conveys what we stand for and helps to
build a reputation for excellence. By applying these
guidelines 1n all communications, campaigns and
materials, we aim to strengthen the KHPT brand
mmage and enhance the visibility of the organisation.
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VISION AND MISSION
STATEMENT



OUR VISION

Communities in India are empowered to lead a life of quality

health and well-being.

OUR MISSION

To reduce mequalities i health by building responsive systems
through evidence-driven approaches.

INTENDED IMPACT

Strengthening health systems to achieve population-level impact.
KHPT’s social ambition 1s to achieve population-level through a
systems change approach by adopting three core strengths-

Evidence Generation- Applying scientific
knowledge for program design and implementation.

Grassroots Community Connect- Placing the community at the
centre.

Government Relationship- Forging strong partnerships with
government at all levels.
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TAGLINE



engage, innovate, empower

KHPT’s taghne, “engage, innovate, empower”, sums up the
essence of the organmization’s mission and core strengths.

Iingage- We engage with vulnerable communities to
understand their needs and aspirations, mobilize and
strengthen their leadership, and facilitate creation of community
mstitutions. We collaborate with government, private

r
institutions, community organisations and academia to GlD
mmplement programs, conduct research, and further knowledge

sharing and uptake through learning platforms led by us.

engage, innovate, empowe
Innovate- We design and implement innovations that are
grounded 1n scientific evidence and local realities. Our
mterventions effectively balance community needs and
programme objectives.

Logo with the tagline

Empower- We focus on empowering communities as a
desired outcome of all our processes and strategies across
programmes. We believe that empowered communities can
1dentify problems come together and generate joint solutions;
challenge power imbalances and break away from the vicious
cycle of social exclusion and marginalisation.
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AKHPT ) KHPT

engage, innovate, empower engage, innovate, empower
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BRAND STYLE



highlighting the

letter ‘H’ to
round edges to give an portray the
idea of an approachable, organisation’s field
reliable and friendly of work clearly,
organisation L.e., health

IKHPT

removal of the €NGAge, innovate, empower

abstract human to
solely emphasize

the logo and
the name of the the spark of green adds

organisation freshness to the logo. The
green colour signifies growth
and safety, essentially what
KHPT as an organization
wants to abide by

the colour navy
blue signifies
trust, confidence,
stability and faith.
It 1s also soothing
to the eye and
mind
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COLOUR LOGO '

engage, innovate, empower

e KHPT

engage, innovate, empower

L
REVERSE LOGO '

engage, innovate, empower
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KHPT

engage, innovate, empower

IKHPT

engage, innovate, empower

IKHPT

engage, innovate, empower
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The KHPT logo should be used as an indivisible unit and 1ts
mtegrity should be respected at all times. Placing the KHPT
logo on any materials (including partnerships) represents our
endorsement of its contents.

The KHPT Logo should be displayed only 1n its approved
colours. The examples shown on the left illustrate the correct
use of the logo.

The KHPT logo may be used without the tagline in case

of 1ts reproduction on smaller products on which the tagline
would be unreadable. The decision to ue the KHPT

logo without the tagline will need to be communicated to
the Knowledge Management Team for approval.




UNACCEPTABLE
USE OF LOGO

WPV KHPT KHPT KHPT

N .
ngﬁge“ no engage, innovate, empower engage, innovate, empower engage, innovate, empower
e
Do not rotate or Do not use monochromatic versions of the logo Do not change the
change the direction color of the tagline

of the logo
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KHPT KRPT

engage, innovate, empower engage, innovate, empower
Do not recreate, Do not add special
re-size, add, or effects to the

change any elements logo (drop-shadows,

of the logo outlines)

KHPT

engage, innovate, empower

Do not alter the Do not place the
proportions of the doublecolored
logo by stretching or logo on gradient
shrinking 1t backgrounds
unproportionately

KHPT KHPT

engage, innovate, empower engage, innovate, empower
Never show the logo Do not add space
as transparent or with a between each letter

washed out effect

Do not place the
double colored logo
on backgrounds that
provide little contrast

or legibility
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LANGUAGE VERSION

A Kannada version of the KHPT logo and tagline
1s also available on request.

COLOUR LOGO B&W LOGO REVERSE LOGO
2)63 BD2362)63 FD2362)63

8@23600 'RYA NS IRYA NS

xﬁmﬂg @ém—oéd [WOI ﬁ&ayeﬂ% @améd TWOI m’&ayoﬂ% @am—%d D003

NOVEMBER 2020 | BRAND MANUAL



N
Y

BRAND GOLOURS




PRIMARY
COLOURS

The primary colour palette 1s as shown below: KHPT navy blue
and KHPT green. Either of these colours should be used

primarily.

#03/E57

C MY K
98 75

#043249
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SECONDARY GOLOURS

Some campa gn or documents may require the

additional colou U the secondary c l pal Wh nan
additional colou eeded f other types of knowledge
products. Sometimes, a wider range of colours 1s needed when

presenting data.

G -
—

NOVEMBER 2020 | BRAND MANUAL



Examples on this page illustrate
the combination of primary and
secondary colour palettes.

KHPT'S RESPONSE TO COVID- 19 IN KARNATAKA: FACTS AND FIGURES

“mi % Ut PLHIVE 5 dhabnc ad
il ity s il A Iperienise puieniy

WV 417 famdicn Binminal

IFLHFV) posvided poridal Therapy {ART )

o il e conamTimg on Ehrouapl P YT ol wachiing & wibis
ckmelingon  COATD- 19 by i Ecigkn samsbes for ior banchobiy
Npemes et Boatiast wieki adiral e il COVERIY

il COTER 10 frog fiood delivery

e T T ———
e

KCHFT i sppamting DOV %
Ay o b e s wads Gt (i

......

KHPT Zusap w2 gain

Objective: THALF i a patenténtric family-focused
'S preventionand @re nitatve thar ms o
facilitate vulerahle populs <% to quality TH

services foom health cane de ¢ patients”
chiice. THALI I8 funded by the United States
Agency for Tnternational Develapment (LSATD) and
implemented in collabaration with TH Alert Indi.

KEY
HIGHLIGRTS

KHITs capacity-anlding inmiatives:

* i participants from 16 disericrs of

* 05 pepresentatives atterded three Training Telangana, and mine participants from
of “Trainers programs on the effectve Bengaluru, including Sentor Trearment
management of TH in 31 medical cofleges in- Supervisoes (815 and Senior TH

Koarnaraka. Laboratory Supervisors (51158}, were

« 771 seaff were trained m 15 Contmang traimedd on counsclling skifls oo develop a
Madical Education progeams, including resource pool of master truncrs n the oo
Districe TB Officers (¥T0s), Kevised states,

National T Contool Program (RNTCE)
otfcrab, members of the Stase Level Task
Forces (STF) and Indan Medscal
Assoczation

* 1662 seaff artended $0 RNTCP team
“'-\.l-'ll'l""!.'\I o ﬁll.' I"rf"_{rﬂl'l:lﬂu:i’: |“11|-J_l,'|.'ﬂ"{'|'|r
of drug-resistant TH

= 20 seaff’ participated in 7 speciafias’
training for effectove TH moansmement.,

= 19,272 ASHAs e 15 THALI projecy
disernots were traned on TH through a
satellite trabming initiatee betaven June 29
ancd July 7.
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Photographs help to reflect the attributes that characterize
the organisation: simple, people centred, optimistic and
distinct. Photographs should present the dignity of the
people portrayed. Images are most compelling when they
tell stories - representing communities in ways that reflect
the reality of their worlds. The following guiding points are
to be followed to appropriate use of photography:

e Use photo captions to present the context in which the
photo has been taken.

® Do not manipulate photo images, remove, add or alter
objects.

® Do not display faces of community members who may be
vulnerable to exploitation, abuse, discrimination, violence
or trauma 1f they are identified in photographs

® KHPT photographs are reserved for the exclusive use of
KHPT staff or partners. They are not to be used for
commercial purposes.

e For internal or external image distribution, use the release
form and include copyright, photo credit and information
on restrictions of use (T'b patients, children living with HIV)

e All KHPT photographs should have the consent of subjects
and be credited appropriately using the KHPT photo/ video
consent form(mentioned in the following page)

® Photos to be used i publications, websites and PowerPoint
presentations will be screened by the communications team
for quality and relevance.

e Video clips of verbal consent from the individuals n the
photograph or video can be captured wherever possible. In
case of big group photographs, the signature/written consent
of at least one representative of the group i1s mandatory.
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PHOTOGRAPH/VIDEO CONSENT FORM

KHPT IKHPT

FHOTOCRAPH/VIDED CONSENT FORM

GUIDELINES
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This plhririggs bl b i Ly ol F e o e o e e ce e em e ot e 1 e 2t et e e et e e usi this farm:

(For anarmpldie Fiid via i Trarin A deihe gy osfar i SV 9 L. & A& wTilREn pefrssan & requl red fross thi personia] is the phetegraphofvidam

= iR is & lange froup, ors parsos may sign on behall of e whols grows.
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COLOURED  BLACK®&  MONDCHROME
WHITE
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PHOTO
CREDITS

Photo credits will need to
consist of the following
elements:

® Name of the organisation
e Name of photographer

Insert a common credit in
the copyright page of every
publication 1n case all
photographs used are taken
by a single photographer.
See on the right for an

All photographs are taken by K.V.
Balasubramanya and have been taken with the
consent of the person(s) featured/the community

lustration.
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In cases where photographs used are taken by multiple
photographers for a single publication, credit each photo
separately: see below for two illustration:

FOR PORTRAIT FORMAT PICTURES:

Photo credit Photo credit over

outside the the photo, set

vertically and

photo, set
flush with bottom

vertically and

flush with right or

bottom right or left corner.

left corner.

OKHPT/NP JAYAN
OKHPT/NP JAYA
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FOR LANDSCAPE FORMAT PICTURES:

Photo credit over the
photo, set horizontally and
flush with bottom right or
left corner.

Photo credit outside the
photo, set horizontally and

flush with bottom right or
left corner.

OKHPT/NP JAYAN
OKHPT/VRINDA MANOCHA
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KHPT’s branded materials have been
designed to stand out from those of other
organisations. Branded materials bring
visibility to KHPT and help our
stakeholders recognize our work. It makes
us accountable to the government,
programme beneficiaries, donors and
partners. The level of visibility given to the
KHPT brand should be considered n the
social and political context of the
environment where we operate, ensuring
there 1s no risk to KHPT staff and partners.

KHPT branded 1items are reserved only for
the use of KHPT staff or other authorized

personnel during official functions or events

upon approval of the management.
Such 1tems are not to be sold or given
away to unauthorized persons.
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PUBLICATION
OVERVIEW

The design of KHPT publications 1s based upon
our brand principles and writing style. The
consistent use of the brand’s design elements
(photography, colour, logo) 1s mandatory.

KHPT encourages digital dissemination of products
rather than printed versions to save paper and
project costs.

All publications need to be mooted through the
Knowledge Management team, which will check for
consistency of the publication with KHPT’s Brand
Manual. The KM team will establish the link
between the concerned thematic communication
point person and the administrative staff for printing
purposes, wherever needed.

ZusaD

RESPONDING TO VULNERABLE COMMUNITIES IN THE TIME OF COVID-19

The COVID-19 pandemic and efforts to contain
the outbreak have affected millions of people,
particularly populations that are vulnerable due

to existing health conditions such as tuberculosis
(TB). KHPT and its partner TB Alert India (TBAI)
have been working on community-led patient-
centric interventions to improve health seeking and
treatment outcomes amongst TB patients in the
states of Karnataka, Telangana and Andhra Pradesh
(AP) through the USAID-funded Tuberculosis
Health Action Learning Initiative (THALI) and the

Breaking the Barriers project. When the COVID-19
pandemic and the resulting lockdown restricted access
to medication, healthcare services and even basic
essentials for the vulnerable communities frontline
staff of both organizations leveraged their extensive
networks in the community to mobilize resources and
support in project intervention geographies, including
humanitarian aid, outreach and counselling services,
and awareness through communication material
development.

FACILITATING IMMEDIATE RELIEF FOR VULNERABLE POPULATIONS

The COVID-19 lockdown caused disruptions

to peoples’ livelihoods, affecting their economic
security and their access fresh food and dry staples.
Although the government had made arrangements
for the supply of food and essential commodities,
the most vulnerable and marginalized communities
were either not aware of government services,

or could not handle the delays in receiving these
supplies. Frontline staff under the TB initiatives have
been working to enable community structures

stich as self-help groups and youth associations to
take ownership of TB control and health initiatives

in their areas, and facilitated the mobilization and
distribution of groceries, ration kits and masks to
provide immediate relief to affected populations,
especially TE and HIV patients. Frontline staff helped
coordinate the distribution of groceries by community
structures to 1501 needy families in Telangana and
Andhra Pradesh (AP).
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COPYRIGHT
PAGE

Every publication must contain a
copyright page at the beginning
which has the following information:

e Title of publication, details about
the communication lead,
organisational contact details,
copyright notice, photo credit and
acknowledgements.

e 'T'he correct copyright notice in
KHPT publications should read:

©KHPT, followed by month and
year of publication.

For print products/text materials posted on the websita

Title of report in full

EKHPT, June 2020

Publisher:

T Park, 5th Moo

1-4, Rajajinagar Industrial Arca,
behind KSSIDC Admin office,
Rajajnagar, Bangaluru,
Karnatasa 560044

Ph: +31 30 4040 0200
Fax: +31 80 4040 C300
Website: www khpt.org
Email: khptblr@khpt org

(Project Disclaimer/KHPT Discla mer)
All photogrophs wsed in the report have been

taker with the consent of the perscn(s)
Jeatured/the community
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Adkncwledgzments

Every knowladge prodact will have an

arknoadadgmarnt section, which "aads as follows:

KHPT acknowledges the conribution of the
following indniduals inthe develcpmen: ot thig
Knowledge product’ repon (whichever is
applicable).

A. For Research reports, include:
Research team

Writing and compilaten

Editorial team

Layout and deeign

B. For Tools and Manuals, include:
Tool developmeni

Poomime BS, KHPT

Surmsh M, KHPT

Writing and compilaton

Editorial team

Layout and design



Acknowledgements

Every knowledge product will have an

acknowledgment section, which reads as follows:
KHPT acknowledges the contribution of the
following individuals 1n the development of this
knowledge product/ report (whichever 1s applicable).

A. For Research reports, include:
Research team

Writing and compilation
Editorial team

Layout and design

B. For Tools and Manuals, include:
Tool development

Writing and compilation

Editorial team

Layout and design

DETAILS

e 'T'he name of external consultants, wherever
engaged, may be used under the appropriate
section, with the name of their organisation
mentioned, where applicable.

® The editoral section will feature the name of
the CEQ, the Project Director of the mitiative,
other KHPT staff involved 1n the review of
the material, and the external consultants’
name(s), where applicable.

® Designation of the staff may be mentioned
after the name
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HEADING

Bebas Neue Regular

ABGDEFGHI)
KLMNOPQRS
TUVWXYZ

CONTENT

Garamond

abcdefghijklm

nop qrstuvwxyz

Calibr1 Bold

ABCDEFGHU
KLMNOPQRS
TUVWXYZ

Baskerville Old Face

abcdetghijklm

nopqgrstuvwxyz

Arial Bold

ABCDEFGHIJ
KLMNOPQRS
TUVWXYZ

Times New Roman

abcdefghyjklm
nopqrstuvwxyz
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BUSINESS
CARDS

Business cards, envelopes and
letterheads are the first point
of contact with the organisation
They will be branded as

shown below

Business card

for KHPT staff

Size- 3.51n x 2in

ame | Dr.Krishnamurthy J. MD
l( *' P l Director- Quality Improvemnt
+91 93412 36508

krishnamurthy@khpt.org

engage, innovate, empower

IT Park, 5th Floor,

1-4, Rajajinagar Industrial Area,

Behind KSSIDC Admin ffice, Rajajinagar,
Bengaluru, Karnataka 560044
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. +91 8040400200
= +91 8040400300
@& www.khpt.org



Ldi1

eme | Dr. Krishnamurthy J. MD
|( *l P Director- Quality Improvemnt
+21 93412 36508

Srigage, nmousty, "“"“""" krishnamurthy@khptorg

T Park, 5th Fiog,

-4 Raja_"n dgar
md
ind KSsipc Mm‘:ﬂﬁal Area,

197 &Dmﬂﬁzﬂﬂ

ngalury, Kamatakasgrrggw Jajinagar, | o3 19 80404003

FONT

Myriad Pro regular and bold

FONT SIZE

9 pt for the name
8.6 pt for other details

COLORS

As shown 1n the picture on the
left
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] Sk oo,
-4, Rajsfirasgar induntrial Area
Behind KSH0C Admin Cffice, Rafajinagas,
&

et g, Ingvate, &mpowed Bengaluny, Kemataks 560044
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Size- A4

Myriad Pro regular

8.6 pt

As shown 1n the picture on the
left




Size- 4in x 91n

Myriad Pro regular

12.3 pt I(I‘l PT

ENGAGE, iInnovate, empower

As shown 1 the picture on the
right

IT Park, 5th Floor,

1-4, Rajajinagar Industrial Area,

Behind KSSIDC Admin Office, Rajajinagar,
Bengaluru, Karnataka 560044

. +918040400200 (5 +91 8040400300 & www.khpt.org
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KHPT * /

e, inncvate, empower

IT Park, 5th Floor,

1-4, Rajajinagar Industrial Area,

Behind KSSIDC Admin Office, Rajajinagar,
Bengaluru, Karnataka 560044

&, +918040400200 (&) +91 8040400300 G www.khpt.org \

FONT

Myriad Pro regular

FONT SIZE

12.3 pt

COLORS

As shown 1n the picture above
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KARNATAKA HEALTH PROMOTION TRUST K HIPT

WREF: (T park, 5th Floor, No 1-4, Rajajinagar, Industrial Area, s e smeose

Behind KSSIDC Admin Office R

ajajinagar,

Bengaluru - 560 044

IDENTITY CARD

Dr. Mahantesh V Pujar

Designation
Employee ID: S0376
Blood Group: A+

Signature Chief Executive Officer, KHPT

INSTRUCTIONS

1. Carry your card while on duty and produce the same for checking on

demand by the security or any other person
management.

authorized by the

2. Theloss of this card must be reported immediately.

3. This card must be surrendered immediately
of service.
4. Final settlement of account will be done onl

Residence: Madenahalli Maddur Tq,
Mandya Dist- 571422

If found, please return to

IT Park, 5th Floor, No 1-4,
Rajajinagar, Industrial Area, Behind
KSSIDC Admin Office Rajajinagar,
Bengaluru - 560 044
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upon transfer/cessation

y after surrender of this card.

T:+91 804 0400 200
F: +91 804 0400 300
E: khptblr@khpt.org
W: www.khpt.org

Myriad Pro regular and bold
Bebas Neue regular

7 pt for all details

8 pt for name

9 pt for mstructions
11 pt for identity card

As shown 1n the picture on the
left
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The KHPT logo 1s often used alongside the logos of the national and state
governments, government programs (such as the National Health Mission), donors,
partner NGOs (who may be sub-recipients to a grant or providing technical support),
educational institutions and logos developed for particular projects. The size of the
logos n reference to the KHPT logo may change according to the relationship
between KHPT and the organisation working on a particular project. These logos
must be represented on all communication materials, whether print materials,
materials posted online or audiovisual materials.

Co-branding of the KHPT logos may be formalized 1n a branding policy agreed
upon by the donor and partners. However, in the absence of a clear branding policy,

the following rules relating to logo size and arrangement may be used as a guide.

All communications materials co-branded with the KHPT logo will be reviewed by
the Knowledge Management Team prior to production and/or dissemination.

The KHPT logo may be used alongside:

1. Donor logos—where support may be financial or in kind
2. Government logos (national, state and local)

3. Partner logos

4. Project logos

IKHPT

engage, innovate, empower

NOTE: Uses of combinations of logos

In most cases, communication materials
developed will feature a combination of
government logos, donor logos, partner
logos, and 1n some cases, project logos.

The following diagrams, especially under

the ‘Government logos’ section show the
configurations of the same. All logos used
are for illustrative purposes and may not
represent KHPT’s current projects.
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KHPT has worked with donors such as the United States Agency for International Development (USAID),
D 0 N 0 R the World Health Organization (WHO), the Bill and Melinda Gates Foundation, HSTP and the Landmark

Group. KHPT should adhere to the branding policies of these organizations, wherever possible. In the

absence of a branding policy, KHPT’s logo may be placed on the right hand side of the communication

material, whereas the donor logo should be the placed on the left side. If there are multiple logos, KHPT’s
LU G US logo should remain on the right side. The logos should be the same height. The Kannada version of the logo

may be used where applicable.

IKHPT

FROM THE AMERICAN PEOPLE .
engage, innovate, empower
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GOVERNMENT
LOGOS

KHPT works frequently in collaboration with
the government at different levels. The use of a
national or state government logo 1s frequently
accompanied by the logo of one or more
government programs such as the National
Health Mission, the National Tuberculosis
Elimimation Programme or a particular department
such as the Ministry of Health and Famuily
Weltare. Government of India and state logos,
when used 1n design, may be larger in size than
the KHPT logo or branding unless specified
otherwise 1n a project’s branding policy.

Govt of India (MoHFW) branding + national
program branding (NTEP and NHM) at the top
and project/organization branding at the bottom

s,
= YSAID
'.:ﬁ:J

State government bran:d + national program
branding (NTEP and NHM) + organizational
branding at the top and bottom of the material
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The height of the government program logo
may be the same as the KHPT logo, unless
specified otherwise. If the logos are placed at Govt of India (MoHFW) branding + national
both the top and the bottom of the material, the program branding (NTEP and NHM) at the top
government logos will be placed on top, while and project/organization branding at the bottom
the partner organisations’ logos will be placed at

the bottom.

$/USAID KHPT

e RCE R
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PARTNER
LOGOS

e [f KHPT and the partner organisations are primary recipients, the

logos shall be of the same height.

If the partner organisation 1s a sub-recipient, the partner logo shall
be 20 percent smaller (in height) than the KHPT logo. If KHPT 1s
the sub-recipient, the KHPT logo shall be 20 percent smaller than
the partner organization.

If the partner organisation 1s providing technical or implementation
support, the logo shall only be applied to materials or presentations
related to an event, research study, etc. which has been produced
with their support, or in their geography. For example, if a partner
organisation 1s providing implementation support i another state
such as Telangana, the partner logo may not be included on
materials/events produced for or held in Karnataka or another state
where the partner 1s not involved. However, if KHPT 1s primary
recipient, the KHPT logo will be produced on all materials
regardless of geography or context.

e [f the organisation 1s a partner for a one-time event, such as an
event facilitated by the Indian Council of Medical Research
(ICMR), the logo shall be placed on the communication materials
related to that event only.

In the case that the partner’s support 1s mimnimal in terms of
monetary or other support, the logo may not be used on
communication material related to the event. This may be decided
after consultation with the project head or thematic lead.

e 'T'he logos shall be arranged to fit in one line, if space permits. If

there are more than 4-5 logos, the logos shall be placed in two
panels at the top and bottom of the material. Primary recipients will
be placed at the top and sub-recipients will be placed in the lower
panel.
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USAID <

INDIA
FROM THE AMERICAN PEopPLE ~ Cdl€

Wworld Vision i g*g

Together for children. For change. For life.

IKHPT

engage, innovate, empower

p=c

IKHPT

ENGage, inBovale, empower

(Z,USAID 2

FRIOM THE AMERICAN PEOPLE Ministry of Health & Family \Weltars

Gowernment of Incta

Govt of India (MoHFW) branding + national
program branding (NTEP and NHM) at the top

and project/organization branding at the bottom

L alirt World Vision i
care THDAA INDIA )
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e Always use high-resolution logos, sourced from
the partnering organization wherever possible.
If organisations have multiple versions of the logo,
always take confirmation on which logo to use
prior to design,
Do not alter dimensions or colours of the logos,

or try to recreate logos if the original file 1s not

available.

Always place the logos on the same plane (one
should not be higher than the other)

Logos should be placed in a symmetrical manner,
with equal or almost equal distance between them,
wherever possible.




In cases where the project has its own logo, the logo may be the same
size as the KHPT, in the event that KHPT 1s the primary recipient.
The logo shall not be larger than the organisational branding, or

occupy a more prominent space on the communication material than
the organisational branding, unless specified by the project head or
thematic lead.

NO BRANDING
I

In certain istances, communication materials will not The Knowledge Management Team 1s to be informed if

carry the KHPT logo. This 1s done most often i the case products are being designed without the use of the logo.

that The above exceptions are applicable only in the absence of a
® The government adapts the product for use and branding and marking policy of a project. If the project policy

undertakes reproduction, or if the products 1s developed has a no-branding clause, this to be followed strictly.

on request of the government.

. T ; Gl ductis st NOTE: If the government adapts a product and the
The cost of branding the productis significant. KHPT logo 1s to be removed, the possibility of

. . acknowledging KHPT’s contribution to the
® The product is too small for the logo. S5

development of the product 1s to be explored. For e.g.,

mserting a line n the design such as ‘Concept

developed by KHPT".

e 'The appearance of the product should be ‘neutral’.
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KHPT
NAME USE

When the organisation’s name 1s used 1 the text of
letters, reports and knowledge products, it must be
expanded to Karnataka Health Promotion Trust
where first used mn such documents developed n
collaboration with the Government of Karnataka
(GoK), or for the use of the GoK, or addressed to
the GoK. KHPT must also be expanded into
Karnataka Health Promotion Trust on 1dentity cards
of field staff.

The organisation’s name need not be expanded and
may be used as KHPT 1n the first instance on
documents, letters, reports and knowledge products
developed in collaboration with other stakeholders,
such as donors, other state governments,
implementing partners, and national and
mternational health programmes.

KARNATAKA HEALTH PROMOTION TRUST

Rark, 5th Floor, No 1-4, Rajajinagar, Industrial Area;
Behind KSSIDC Admin Office Rajajinagaf,
Bengaluru - 560 044

IDENTITY CARD

Dr. Mahantesh V Pujar
Designation
Employee ID: S0376
Blood Group: A+
57 p

KHPT

EAE wE v

Signature Chief Executive Officer, KHPT

Satellite-based troining on
Tuberculosis for ASHAs

A collaborative initiative by RNTCP and THALI

Foreword

Takerculosis (TE) is an infectious diszaze which is estimated o affect over 100,000 patients each yearin Karratala, Itis
both preventable and cursble if patiais get the rght oestmentat the right tone. Todia has pledged w elicinae TB by
2025, and has laic outa clearstrategy in the RNTCP's National Strategiz Plan (INSP) 201 7-2025, We have supported that
vision through the commitment of significsn: efforts and resources for the provision of quality disgnostic and
treatment servioes, 2y well as avarcness sbow the disese, As we move forward, i is desr thae che connnivmen e and
effores of muldple stakeholders are required to make cur vision 2 possibility. The national and state governments,
nongovernmental organizations and communities mustjoin hands to winthe fightagains: TB,

A recent initiatwe in this right directionwras the Satellite training of ASHAs across Karnatalea oo TE Front Lme\xmﬂter;
such as the ASHAS have enurmous poteniiad w find cases of TB i the curnm 7Ok pauenes with reae T esic
and benefits, and follow-up to ensure treatment adherence. This year gffe pxrmerad with Abdul Nazeer Sab Srate
Tnstiture of Rural Develapment & Panchayar Raj (ANASTRED & FR) and Karnaraka Health Promation Trose (KHPT)
through the Tuberculosis [zalth Acton Lc.\rn.mg Inidatve (TILALT) wo inblyde TH as a kuml:dgc cnmpm ent of
satellie traming program for ASH As acrossthe state.’ 1" '1mup;h this program, we billieehe g on 18w
enhance their efforis duringrhe ACF Campaign and heyone, Orver 35 000 ASH Aswere trained acrass the state in a one-
week periad,

Weare pleased to acknowledge the contribution of IKITPT and other pastnerswho helped with theirinputs to shape the
‘I8 sectnn of the traming curncnlum. | 'hey ako supoortad the development of effecuve 1EC maternials for the ASHAS
ter belp brild their basic snowledge of TR snd awilahle services far aatients, This inifiative wonld not have heen
success ful without the coorcinaton of official from cach district oo manizethe sessions and mobilize the ASILAs. We
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PRESENTATION



KHPT has template options for use during
presentations. They can be downloaded from
the internal information management

system.

® Use the following pointers for
presentations:Use Calibri or Arial font (both
bold and regular) for presentations.

e Charts and diagrams should be simple, clear
and uncomplicated.

® Keep the number of colours appearing on
any one shide to a mmimum.

® 'The use of photography to enhance or
complement a message 1s encouraged.
However, photo imagery should be kept to
a minimum and used to communicate, not
decorate.

® The text should be kept simple and to a

minimum.

Goal and objectives
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Cover shide template: with and

Title of :
without photograph.

presentation

Patient Centric Qutreach Plan
Medtronic Foundation

Insert picture
Multiple partner/project logos
can be added at the bottom of
the cover shde as deemed
necessary

Meeting date

HH.ET Other logos Dither logos

Font heading (Calibri 36 . 1 o
el ) Font heading - Calibr1 36pt

Text body - Arial 18

WL TIRHED
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WEB SPACES



BUILDING

ENPOWERED | *
AND HEALTHY "
COMMUNIT]
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The KHPT website www.khpt.org 1s
one of the platforms used by the
organisation to communicate with our
various stakeholders, donors, supporters
and community.

Information on all KHPT projects shall
be made available on the KHPT
website 1n 1ts existing structure. Projects

shall not have independent and

exclusive websites.




EMAIL
SIGNAGE

E-mail 1s the most commonly used
medium for both mternal and
external communication. Regular
usage of e-mails by our staff to
communicate with our various
stakeholders, donors, supporters
and community makes 1t an
evident space for building brand
visibility and 1mmage.

This section explains how the
KHPT’s brand 1dentity 1s used mn
e-mails after the signature of the
staff. The signature of the staff
mcludes name, designation and
contact number.

Head Office: IT Park, 5th Floor,

1-4, Rajajinagar Industrial Area, Tel: +91 80 40400200

Web: www.khpt.org
Email: khptblr@khpt.org

Behind KSSIDC Admin Office, Rajajinagar,
Bengaluru, Karnataka 560044

IKHPT

engage, innovate, empower

Please consider the environment before printing this email

To + ° KM Team X Bec

Cc
Website

Dear Team,

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut lacreet dolore magna
aliquam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip ex
ea commodo consequat. Duis autem vel eumn iriure dolor in hendrerit in vulputate velit esse -

* Molestie consequat, vel illum dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto odio dignissim qui blandit
praesent luptatum zzril delenit augue duis dolore te feugait nulla

* Facilisi.Lorem ipsum dolor sit amet, cons ectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut lacreet
dolore magna aliguam erat volutpat. Ut wisi enim ad minim

. \;‘pniam, quis nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat.Lorem ipsum
dolor sit amet, consectetuer

Thank You

Tanvi Khandelwal

Senior Officer- Knowledge Product Design
Mob: +91 9351377955
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KHPT

EF, LR, &P T

For video products, the following slide may be inserted before the branding and marking slide.

Concept

[upto five names)

Production and editing/Animation

Figld Team Support

(Name of filmmaker/agency engaged

For audio products, the branding may vary according to the branding policies of each project. If the
product is developed by KHPT, the audio branding may read:

This materials is issued in public interest by Karnotoka Health Promotion Trust/KHPT foccarding to
dissemination geography)
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DISCLAIMER

This product/report/flipchart/video/presentation has been developed by KHPT,
and may be shared as a whole with due attribution to KHPT. Any adaptations of or
modifications to the products, as a whole or in part, may only be done upon
receipt of KHPT’s approval prior to the adaptation or modification.

~

/

RESOURCES

All organisational resources can be found on the KHPT website www.khpt.org

Please e-mail kmmunit@khpt.org for brand related queries

DISCLAIMER

Communication products produced by KHPT shall
carry a disclaimer, unless a disclaimer 1s already
specified for use under the branding policy of a
project. The disclaimer 1s largely to be used for
materials such as project reports, research reports,
technical briefs, brochures, IXC and BCC materials
and videos, and may not apply to communication
materials such as collaterals developed for events
(such as caps, bags, etc.) or audio jingles

To report unauthorized use of the KHPT logo or brand, send an email to kmunit@khpt.org
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KHPT

I'T Park, 5th floor

1-4, Rajajinagar Industrial Area,

behind KSSIDC Admin office,Rajajinagar,
Bengaluru, Karnataka 560044

Ph: +91 80 4040 0200
Fax: +91 80 4040 0300

Website: www.khpt.org
Email: khptblr@khpt.org




