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Visual and strategy guidelines
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The world around us is changing at unprecedented speed, pushed by technological and social 
innovation, getting more and more global and digital.

AIESEC is also evolving, catching up with this digital evolution and adapting to the new custo-
mer needs: the evolution of customer �ows, the new Global Information System and many 
other innovations are making the organization breach into the 21st century.
 
One of the main consequences of such changes is the fact that AIESEC will be transparent: our 
opportunities, our policies, and the whole brand experience will be accessible to strangers. 
This requires us to be globally aligned in the way we communicate the organization at any 
level, on both physical and virtual worlds.

The development of several sub-brands to better position our value proposition towards di�e-
rent stakeholders also requires us to start de�ning a more strict brand architecture, making 
sure that AIESEC’s main brand keeps on being carried forward while empowering more speci-
�c programme-based marketing.

This guide will help you to understand how to best communicate AIESEC’s brand, being com-
pliant with the global guidelines and having the right spaces to innovate.
It will be periodically updated, as the brand architecture needs to be �exible to serve the orga-
nizational evolution.

For any information or clari�cation, feel free to contact the AIESEC International Brand Expe-
rience Team.
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10-17 Brand Message

Peace and fulfillment of humankind's potential. 

Activating Leadership

Demostrating Integrity

Living Diversity

Enjoying Participation Striving for Excellence

Acting Sustainably

We lead by example and inspire leadership 
through our activities. We take full respon-
sibility for developing the youth leadership 
potential of our members.

We are consistent and transparent in our 
decisions and actions. We fulfil our commit-
ments and conduct ourselves in a way that is 
true to our ideals.

We seek to learn from the different ways of 
life and opinions represented in our multi-
cultural environment. We respect and 
actively encourage the contribution of every 
individual.

We create a dynamic environment created 
by active and enthusiastic participation of 
individuals. We enjoy being involved in 
AIESEC.

We aim to deliver the highest quality perfor-
mance in everything we do. Through creati-
vity and innovation we seek to continuously 
improve.

We act in a way that is sustainable for our 
organisation and society. Our decisions take 
into account the needs of future generations.

What we envision

What we Envision

Tagline Our Values

Activating Youth 
Leadership Since 1948

Brand Attributes

Our impact model

Daring
Dynamic

Diverse

Inclusive

Impactful

Our international platform enables young people
to explore and develop their leadership potential
for them to have a positive impact on society.



AIESEC is the world’s largest youth- led 
organization.

We enable the development of students 
around the world to become relevant to 
society through leadership experiences.
 
We develop people with values, vision 
and skills by enabling them grow up in 
a global environment where they have 
the freedtom to fail, confidence to learn 
and wisdom to succed. 

Our members are shaped to become 
leaders who have an entrepreneurial 
attitude to see the world not as a cha-
llenge, but as an opportunity.

We connect future leaders with those 
who shape society so they understand 
how to make it a better place tomorrow. 

Vocabulary
The way we communicate the organization is a crucial factor to keep in consideration.
Simple tweaks in a few words could dramatically change the way AIESEC is perceived
outside. Let’s have a look at the main guidelines.

What we Envision

Tagline Our Values

 As much as we are sure that owning a smartwatch or buying a piece of cake de�nitely improves our living, 
we believe that an AIESEC experience is de�nitely something more than that. This is why we deeply discoura-
ge the use of words as “product” or “sub-product”, too conneted with material and tangible consumer goods.
When referring to GCDP, GIP, TMP and TLP as such, the �nal “P” stands for programme, and this is the way we 
should communicate them, both internally and externally. When referring to the single exchange or team 
experience, we can also use the words “experience” and “opportunity”. 

Programme,
Product,

Experience...

Legal forms aside, AIESEC is a single organization running its activities on a global scale.
This is why it’s strictly forbidden to call Entities as “AIESEC XYZ”. 
The only correct way to position your Entity is as “AIESEC in XYZ”.
AIESEC is currently operating in over 125 Countries and Territories. Given the existence of several 
delicate diplomatic issues, we never only refer to “Countries” or “Nations”, as this will indirectly imply 
AIESEC taking a political stand in such cases.
This is a very sensitive topic, so please pay attention to it especially in your media relations.

Countries,
Territories,
Entities...

Our corporate communications should follow the guideline of “change your words, change your 
worth”, especially in the e�ort of creating purposeful partnerships. We should be aware of the langua-
ge we unconsciously use and start to understand how to tell the purpose of AIESEC, and the values of 
our talents and all the programs in a really clear and simple way.
The main principle should be to use easily understandable, simple and clear words, which are descri-
bing our activities in the best way to understand; it is really important to make sure we are not using 
buzz words, internal slang or abbreviations. We should describe the activities with the intention of our 
partner to understand what we mean- sometimes this can mean to use wordings which are common-
ly used by them (for example: talent acquisition). GCDP, GIP, TMP, TLP should not exist for the corpora-
te world, if your entity as an external brand for them.
Our partnership portfolio consists of di�erent activities and channels for accessing young talents. 
They range from physical and virtual platforms to the global internship program. Through a combina-
tion of these activities, AIESEC can create a customised solution for a company’s talent acquisition, 
employer branding and youth engagement objectives.

Corporate
Communications
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Short logo versions are mainly
for online/o�ine advertising

Short Horizontal logo

Short
Vertical

Logo
Long Horizontal logo

Pantones

The AIESEC Logo

c

c

c

Blue logo with white letters

White logo with blue letters

Black logo with white letters

White logo with black letters

The logo letters can’t be transparent.
Choose the version that best �ts the

overall context of your materials.

The different versions

c

This version is for o�cial documents: letters, memorandums, contracts, press releases.

First legislated during the 1990 Presidents’ Meeting in Hong 
Kong, AIESEC’s logo needs to be featured in all of our brand 
manifestations, in the version that better fits the purpose of 

the specific material. 



Logo Do’s & Dont’s

c
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Don’t change colors of the logo or letters

Don’t use logos with transparent letters

You can use any background

Don’t use any gradient �lling.

c

c

c

The logo can’t
 look to the south

The AIESEC “Blue Man” can be used for
Social Media Page Profile Photos

The background could be in di�erent colors, just the man
can be in white or blue.

Social Media

O�cial color
Web (hex) #003399
RGB 0/51/153
CMYK 100/91/6/1
HSB 220/100/60
Lab 25/21/-61

Secondary colors 
Black
Web (hex) #000000
RGB 0/0/0
CMYK 0/0/0/100
HSB 0/0/0

White
Web (hex) #���
RGB 255/255/255 
CMYK 0/0/0/0
HSB 59/0/100

Colors



Do’s & Don’ts

Fonts
Georgia:
Regular
Bold
Italic
Bold Italic

Helvetica/Myriad Pro*:
Regular

Bold
Italic

Bold Italic

How to use the fonts?

The same color rules as for the logo apply.
The text “Powered by” needs to be in the same color than the logo you are using it with. 
If other formulations than “powered by” would be more e�ective for your purposes,
you can use similar phrases.
Whatever you choose, it is required to be in the top-left corner of the logo.
If the AIESEC logo is already present in the same material, you can avoid repeating
it and just type “Powered by AIESEC” in a brand-aligned font.

Powered by

Don’t place the endorsement
phrase (“powered by”) in the center

Don’t change the font and /or color of the phrase.

1. Official documents (mandatory): letters, 
memorandums, contracts, business cards, ...
2. Both fonts can be combined. 
3. You can choose size and color.
4. Uppercase and lowercase are allowed.
5. Promotional and educational materials: 
ppts, infographics, videos or images. 
You can use extra fonts to unleash your crea-
tivity, but you should at least use one of the 
official ones. 
6. You can choose the size and color.

In this “sub-brands era”, it’s very important to keep the customers aware that all the different programmes 
and initiatives are delivered by the same organization, AIESEC.

This would both decrease the risk of sub-brands becoming more popular than AIESEC (very risky for the 
long-term organizational development), and enable us to engage customers in multiple activities, as all of 
them will be endorsed by the bigger and historically credible AIESEC brand.

Typography
Brand Endorsement

Helvetica Oblique/Arial Italic  font.

*Helvetica is a default font only on Mac devices.
Myriad Pro (or, alternatively, Arial) represents a 

very good approximation of the same font for 
Windows users.

Trademark
Registration

AIESEC’s general brand is the one that needs to be protected first.
It is currently properly registered in the EU27 and a lot of other Entities 
in the network.
The Global Plenary allocated a specific fund for trademark registration, 
as some copyright infringments already took place in the recent past.
If you are not sure if the AIESEC Brand is properly protected in your 
Entity, ask your MCP and  get in touch with the Finance and Legal 
Board (FLB - Chair Diego Arias diego.arias@aiesec.net).



Concept

Do’s & Dont’s

The concept consists of five very simple but strong 
visual elements that reflect the strength of AIESEC 
born from the brand attributes: Impactful, Inclusive, 
Daring, Dynamic, Diverse. The shapes are the simpli-
fication of the letters A-I-E-S-E-C. However, the 
shapes are not replacing the AIESEC logo, but support 
the individual chapters in giving them the creative 
freedom to PLAY, EXPERIMENT AND CREATE.

You can use any color in any tone.

A I E S E C

If they are solid colors, 
they need to be separa-
ted to identify the di�e-
rent �gures.

If you are overlapping di�e-
rent shapes, you need to use 
transparency to identify the 
di�erent �gures.

Don’t change the proportionsPlay with di�erent sizes

This shapes can’t replace the logo. They are elements that should be inclu-
ded in any material related with AIESEC and its programs. (Internal and Exter-
nal) 
Any material featuring at least one shape is not brand aligned (Internal and 
External materials)

The AIESEC Shapes



Global
Youth to Business

Forum

s

As the organization evolves, sub-brands are becoming more and more relevant to communicate 
more speci�c value propositions of each of our ELD Programmes and some speci�c EwA initiatives.

Most of those sub-brands didn’t start as a AI-driven initiative, but they achieved such a great suc-
cess in simplifying and explaining our programmes to the external markets, that they gradually 
spread across the network.

Given the global transparency that the digital evolution is  bringing to AIESEC, AI’s reccommenda-
tion is to implement those sub-brands in your Entities’ operations, to make sure that customers 
perceive the same value propositions anywhere in the world.

In the next pages you will �nd explanation for each one of the sub-brands, directions for their im-
plementation and all the editable �les to create your own materials.

For which concerns deeper levels of branding (the issue- and pro�le-based brand distinctions), 
please consider that the new system business intelligence will automatically recommend custo-
mers to the experiences that �t their pro�les the most, initially �ltered by your entity suppliers.
 This is why we recommend you to put more e�orts on the Global Citizen and Global Talent brands 
rather than on �nding the perfect sub-segmentation, as the system will guide customers towards 
the most �tting experiences for them.

Global sub-brands





Brand messages

Global Citizen is an intensive interna-
tional volunteer abroad experience 

that enables you to work on projects 
that impact social issues. Empower 

communities by developing the people 
and enabling them to develop a more 

sustainable and healthy future.

-Personal strengths and weaknesses awareness
- Personal network of people from different countries and different cultures

- Entrepreneurial outlook development
- Opportunity to make a real impact on society

- International team work experience
- Project work experience

- Adaptation to the new living and working environment skills
- Communication skills (both interpersonal and cross-cultural)

Global Citizen

Value Proposition:

Benefits:

Put your business 
knowledge to practi-
ce: learn and contri-

bute to an NGO or 
small business 

abroad with Global 
Citizen | Social 

entrepreneurship 
program

Raise in awareness 
across the world on 

Health issue. 
Teach and learn 

how to keep
fit and have a helthy 

life abroad with 
Global Citizen | 
Health program

Bring your interna-
tional perspective on 

world issues to the 
classroom: make

education accessible 
worldwide with 
Global Citizen | 

Education program

Share and gain 
experience from a 
global perspective 

concerning environ-
mental

sustainability issues 
with Global Citizen | 

Environment pro-
gram

Share your culture 
with the world. 

Break the stereotypes 
about the world and
spread the tolerance 

among local 
communities abroad 
with Global Citizen | 

Cultural
understanding 

program



Brand Elements
Logo
Applications

Issues

Blue White

Icons

ENVIRONMENT

SOCIAL 
 ENTREPRENEURSHIP

HEALTH

CULTURE

EDUCATION

The icons are complementary for any grpahic composition. 
You can’t change colors or figures.

You can create new issues, but you need to respect the same graphic style.

Light Blue and white are the o�cial colors for the simple logo. The issue logos 
have their own colors (yellow, green, dark blue, pink and orange) this are the 

only variants. You can see them on the next page.



Typography

The typography is used only for the logo.
You are free to select any typo in your graphic compositions,

but remember at least to use one of the o�cial ones.
You need to put all the time the icon of the issue in the logo. 

White

Logo + Issues

NOVECENTO WIDE NORMAL

NOVECENTO WIDE BOLD

NOVECENTO WIDE LIGHT

How to make the logo of your issue?

Icon in the middle

Transparency
between the icon
and the circle

The icon can has
transparent elements

Solid color

The outside circle
neds to be 5mm
thick.

Colors
Blue
Web (hex) #009ee3
RGB 0/158/227 
CMYK 100/0/0/0
HSB 197/100/89

Green
Web (hex) #7ab930
RGB 122/185/48 
CMYK 59/0/97/0
HSB 87/73/72

Orange
Web (hex) #e99813
RGB 233/152/19 
CMYK 6/46/96/0
HSB 36/91/91

Dark Blue
Web (hex) #114485
RGB 17/68/133 
CMYK 100/78/16/3
HSB 213/87/52

Pink
Web (hex) #dd4071
RGB 221/64/13 
CMYK 7/86/30/0
HSB 340/70/86/0

Yellow
Web (hex) #e9cf10
RGB 233/207/16 
CMYK 12/13/93/0
HSB 52/92/91

This another option to use the logo and the issues. 
This make more clear the relation between the 
program and them. We recommend you to use them 
for  all your campaigns.



Don’t use a color that is not allowed
or is not one of  the issues’ colors. 

Don’t change logo fonts.

Additional Elements

Do’s & Dont’s

Signature

Shapes
Don’t forget to add the brand shapes to any graphic

composition. Remember to use them in the correct way.

This are additional to any graphic compostion
related with Global Citizen.

Blue White

Dashed Line
Dash 2 pts
Stroke 0.75 pt

Balloon

This is used if you want to add a descriptor to the 
logo or just as another element in your graphic 

composition. Its use is not mandatory. 

Don’t forget to add the signature. This is going to help us to make 
more clear the connection between the program and AIESEC. 

Don’t forget to
put the issue icon.

You are able to
use the typography.

You can add a shadow to
the logo if it is needed

Don’t change the
font type of the logo

Shifting tips
If your entity already invested resources and time in 

the development of an own GCDP Sub-brand different 
than Global Citizen, here’s AI’s reccommendation.

1. Insert the “Global Citizen” messaging in your pro-
motion (as a slogan, or as a specific campagin)

2. Gradually adapt the visuals of your promotional 
material to the guidelines above (fonts, shapes, 

colours).
3. Finally, if your network is ready, switch the 

naming.
Please note: the process may take more than one term to be fully 

implemented. The earlier you start, the better!



How to combine everything?

LEAD THE CHANGE!
BE A VOLUNTEER IN ASIA THIS SUMMER

The font of your preference
for your advertising

Brand Shapes

Logo + Issue

Signature

This is a generic example of how to 
combine AIESEC logo, sub-brand 
visual guidelines and fonts to create 
some coherent advertisement.

In terms of content, previous results 
from top Entities have proven that 
generic promotion is the less effective 
in terms of conversion, setting unpreci-
se expectations with our customers.
This will for sure evolve with the evolu-
tion of our systems. Still, some targeted 
marketing will help us to attract the 
right customers from the very begin-
ning, improving our conversion per-
formances.

Try to be specific in your online and 
offline advertisement.
Focus on your partner entities and on 
the issues you mainly match with: 
future customers need to fall in love 
immediately with the experience that 
they will  most probably live. 

The closest their expectations will be to 
reality, the higher they will perceive 
our services’ quality, thus becoming 
promoters.





Advance your technical skills through wor-
king with organizations on web development, 
database management, and software develo-
pment. Acquire a global resume and open the 

doors of the technology industry. 

Deepen your expertise of global marketing. 
Impact global audiences by being a voice 
for a global organization. Demonstrate 

your expertise in connecting communities 
through branding, outreach, and interna-

tional relations.

Improve the lives of others through education. 
Be a youth ambassador by professionally  
teaching languages and global issues in 

formal educational institutions. Develop a 
global perspective and understanding of 

educational systems abroad.

Global Talent enables young people to 
gain relevant skills for their future 
careers by working within a global 

environment within small to medium 
sized businesses, multi-national corpo-
rations, and NGOs with an internships 

ranging from 2-18 months.

Global Talent
Value Proposition: Benefits:

Brand messages

-Personal strengths and weaknesses awareness
- Personal network of people from different countries and different cultures

- Professional working experience abroad
- Understanding the corporate world from the inside

- Professional development in specific fields
- Adaptation to the new living and working environment

- Improving future chances of employability and work success

Don’t forget that “Marketing” clusters 
several possible job descriptions. Sales, 

Digital Marketing, Import-Export, Market 
Research are just some examples. 

Make sure you are aware of the speci�c 
JDs you are promoting, so that you can 

better align your customers’ expectations.

This programme o�ers a unique value proposition, 
which could be summarized with the “Teach to 

Learn” concept. This is why in some cases it can also 
attract pro�les who don’t have have an educa-

tion-related background: sometimes, pro�ciency in 
the needed language and communication skills can 

be enough. Pay attention to the speci�c  JDs you 
are promoting to understand if you can extend 

your target audience for this programme.

Please consider that there can also be IT-related 
Job Descriptions outside of the speci�c IT sector. 

Those kind of opportunities should still need to 
be promoted as Global Talent IT

Again, this is a concept that our customers need 
to have clear: the �eld of work and the industry 

section may not be the same.



Brand Elements

Purple White

Brand Elements Logo
Applications

Profiles

Dark Blue and white are the o�cial colors for the simple logo. The pro�le logos 
have their own colors (dark green, light blue, purple, red, orange and blue) this 
are the only variants. You can see them on the next page.

Icons
The icons are complementary for any graphic composition. 
You are highly encouraged not to change colors or figures.

Information 
Technology

Teaching

Marketing

The global reccommendation is to focus on the three key 
Global Talent profiles currently available through our 
supply and demand. If you want to develop further profiles 
(e.g. Marketing_Sales), please use the logotype guidelines 
on the next pages.

 



Typography

White

Logo + Profiles

NOVECENTO WIDE NORMAL

NOVECENTO WIDE BOLD

NOVECENTO WIDE LIGHT

How to make your profile logo?

Icon in the middle

Transparency
between the icon
and the circle

The icon can has
transparent elements

Solid color

The outside circle
neds to be 5mm
thick.

This another option to use the logo and the profiles. 
This make more clear the relation between the 
program and them. We recommend you to use them 
for  all your campaigns.

The typography is used only for the logo.
You are free to select any font in your graphic compositions,

but remember at least to use one of the o�cial ones.
You need to put all the time the icon of the issue in the logo. 

Colors

Dark Blue
Web (hex) #28225c
RGB 40/34/92 
CMYK 100/100/25/25
HSB 245/62/36

Green
Web (hex) #34672b
RGB 52/103/43 
CMYK 81/35/100/28
HSB 110/58/40

Orange
Web (hex) #e99813
RGB 233/152/19 
CMYK 6/46/96/0
HSB 36/91/91

Light Blue
Web (hex) #1d70b7
RGB 29/112/183 
CMYK 85/50/0/0
HSB 207/83/71

Red
Web (hex) #be1621
RGB 190/22/33 
CMYK 15/100/90/10
HSB 355/88/74

Light Purple
Web (hex) #634696
RGB 99/70/150 
CMYK 74/80/0/0
HSB 261/52/58

Dark Purple
Web (hex) #2c2e83
RGB 44/46/131 
CMYK 100/95/5/0
HSB 52/92/91Businees Administration



Additional Elements

Do’s & Dont’s

Signature

Shapes
Don’t forget to add the brand shapes to any graphic

composition. Remember to use them in the correct way.

This are additional to any graphic compostion
related with Global Citizen.

Dashed Line
Dash 2 pts
Stroke 0.75 pt

This is used if you want to add a descriptor to the 
logo or just as another element in your graphic 

compositino. Its use is not mandatory. 

Don’t forget to add the signature. This is going to help us to make 
more clear the connection between the program and AIESEC. 

Purple White

World

Don’t use a color that is not allowed
or is not one of  the issues’ colors. 

Don’t change logo fonts. Don’t forget to
put the issue icon.

Don’t change the
font type of the logo

You are able to
use the typography.

You can add a shadow to
the logo if it is needed

TALENT

Shifting tips
If your entity already invested resources and time in the develo-

pment of an own GIP Sub-brand different than Global Talent, 
here’s AI’s reccommendation.

1. Insert the “Global Talent” messaging in your promotion (as a 
slogan, or as a specific campagin)

2. Gradually adapt the visuals of your promotional material to 
the guidelines above (fonts, shapes, colours).

3. Finally, if your network is ready, switch the naming.

Please note: the process may take more than one term to be fully implemen-
ted. The earlier you start, the better!



How to combine everything?

The font of your preference
for your advertising

Brand Shapes

Logo + Issue

Signature
Global sales
in Europe. You can.

WWW.AIESEC.ORG

This is a generic example of how to 
combine AIESEC logo, sub-brand 
visual guidelines and fonts to create 
some coherent advertisement.

In terms of content, previous results 
from top Entities have proven that 
generic promotion is the less effective 
in terms of conversion, setting unpreci-
se expectations with our customers. 
Still, some targeted marketing will help 
us to attract the right customers from 
the very beginning, improving our 
conversion performances.

Try to be specific in your online and 
offline advertisement.
Focus on your partner entities and on 
the profiles your cooperations are 
based on: future customers need to fall 
in love immediately with the experien-
ce that they will live. 

The closest their expectations will be to 
reality, the higher they will perceive 
our services’ quality, thus becoming 
promoters.



Global
Youth to Business

Forum



Brand Message
General definition

Pillars 

Inspire Engage Act

Top business and thought leaders 
from around the world are invited to 
share their knowledge with the 
delegates about the chosen forum 
theme. This section of the day is 
delivered through short and power-
ful talks and aims to inspire delega-
tes and help to form their opinions 
for the rest of the day.

Our partner organisations engage 
with the youth delegates to give new 
perspectives on issues relating to the 
forum theme through workshops, 
conversations and idea generation 
spaces. Youth and business are able 
to interact, exchange opinions and 
understand what is being done in 
the world already to address the 
question of the day.

The youth delegates take their lear-
nings and insights from the day into 
a space where they are able to 
generate ideas, ask challenging 
questions and give their opinions 
on the actions that should be taken 
towards the theme of the day.

Youth to Business Forum that takes place in multiple locations around the world; bringing top young 
leaders together with bssiness leaders, thought leaders, and experts for a conversation around pressing 
global issues with the aim to generate new, but most importantly, actionable ideas to that will impact 
the world and its future.
We make this happen through taking our young leaders through a unique and interactive delegate 
experience.

Please note: the current Y2B concept and agenda templates are under refreshment: still, similar principles 
and brand guidelines will apply, therefore feel free to implement those in your entities.

 Don’t forget to update AIESEC International on Y2B initiatives you’re hosting, so that we can include them 
in our Global Communications.



Brand Elements

Applications
Logo

Global
Youth to Business

Forum

Entity name
Youth to Business

Forum

Global
Youth to Business

Forum

Global
Youth to Business

Forum

White Horizontal

White Vertical

Color Horizontal

Color Vertical

Logo Typography

Entity Y2B Logo:

Helvetica Bold Oblique or
Myriad Pro Bold Oblique

For the logo: You can’t change colors, order of the words, fonts & sizes.

Use the logo according to your needs

Forum
Youth to Business

Mexico

Youth to Business
Germany



Additonal Elements
Light Bulb

Pillars 
This icons are made to illustrate the 3 main pilllars of 
Youth to Business. Is important that you don’t change

proportions or colors. 

You can’t change the orientation of the pillars or create
new ones. You can use the level of opoacity that you want.

Original colors

Inspire

Engage

Act

Opacity White logos

This an extra element that you can use in 
your graphic compositions. It is not a logo

substitute.

Full color Opacity

You can’t change the orientation of the light 
bulb. You can use the level of opoacity that you 

want.

Colors

Blue
Web (hex) #009ee3
RGB 0/158/227 
CMYK 100/0/0/0
HSB 197/100/89

White
Web (hex) #���
RGB 255/255/255 
CMYK 0/0/0/0
HSB 59/0/100

Green
Web (hex) #64b22e
RGB 100/178/46 
CMYK 65/0/100/0
HSB 94/734/79

Dark Blue
Web (hex) #084988
RGB 8/73/110 
CMYK 99/74/16/3
HSB 208/94/53

Typography
PT Sans Regular

PT Sans Italic
PT Sans Bold

PT Sans Bold Italic

Banners for phrases
This are used to make emphasis

in some words in a phrase.
This are used to make emphasis

in some words in a phrase.

The four allowed colors are green,
white, blue and dark blue. They need

to be full color.

Banners for
graphic compositions

You can play with di�erent level of opacity 
in solid color or in fade-to-white.

Signature

Shapes
Don’t forget to add the brand

shapes to any graphic
composition. Remember to

use them in the correct way.

Don’t forget to add the signature. This is going
to help us to make more clear the connection

between the program and AIESEC. 



How to combine everything?

“Where the youth and 

business transform ideas into 

actions”

Global
Youth to Business

Forum

O�cial Font
Brand Shapes

Logo 

Signature

Banners with opacity and fade-to-white

Banners for words







Brand message
General definition

The Themes
Understanding Youth - By understanding young people today we can create 
effective learning environments that match their behaviours and needs. To con-
nect things that matter to them and maximize the ability to engage and develop 
youth through the insights of YouthSpeak.  

Activating Youth - By discovering what young people are passionate about 
today, and monitoring trends for the future, we are able to connect the dots 
between their motivations and their desire for impact. 

. 

  

Youth Action - By understanding what matters to young people and their 
aspirations for the future, society will be better equipped to provide young 
people with relevant skills and tools to activate their leadership, so they can lead 
the positive change in the world. 

In 2013, we wanted to discover what really mattered to the millennials and spread awareness of how 
young people perceived of the world. The result? 24,000 youth worldwide, with 98% being genera-
tion Y, shared their voice and enabled us discover several key facts.mattered to the millennials and 
spread awareness of how young people perceived of the world. The result? 24,000 youth world-
wide, with 98% being generation Y, shared their voice and enabled us discover several key facts. 
The newly refreshed Youth Speak 2020 is an incredible opportunity to dive deeper into what young 
people from over 100 countries and territories care about. To discover what matters to them today 
and in the future. 



Find more information around YouthSpeak concept and branding on
bit.ly/YouthSpeak2020



My notes



Special thanks to:
AIESEC International Brand Experience Team 1213 and 1314

for starting and developing the brand refreshment process
The global network for the fundamental and constant innovation

that made the global marketing evolution possible
AIESEC International 1415 for the precious feedback

Javier Morales for the incredible design support

For any further information and resources, 
don’t hesitate to contact the Global Brand Experience Team 1415

Giancarlo Ostuni | VP Marketing | giancarloo@ai.aiesec.org
Gordon Ching | VP Digital Marketing | gordonc@ai.aiesec.org

Karolina Piotrowska | VP Public Relations | karolinap@ai.aiesec.org


