


Our mission is to connect people, through 
lending, for the sake of alleviating poverty.





KIVA IS ONE OF THE FIRST 

ORGANIZATIONS OF ITS KIND 

TO HARNESS THE INTERNET 

TO EXTEND THE EXPERIENCE 

OF GIVING IN DRAMATICALLY 

NEW WAYS.





Jessica Flannery
CO-FOUNDER OF KIVA

“Kiva started out of relationships and love, ideally 

 I would love for that to be present in every single 

 transaction. People connecting.”



“A little bit of money does so much,” Jessica wrote in a 

letter to Matthew. What if, Matthew thought, he started 

a company that would let Americans lend money to 

struggling entrepreneurs in Uganda, enabling those 

entrepreneurs to bypass banks and loan sharks, most 

which charge high interest rates on loans. Matthew and 

Jessica were certain that the prohibitive costs of loan 

repayment stopped many would-be entrepreneurs from 

achieving their potential.

In March 2005, Matthew Flannery mocked up a web-

site, Kiva.org, which loosely translated from Swahili, 

means “agreement”. Jessica had gathered $3,100 in 

loan requests for small businesses in Uganda, including 

a vegetable stand and a fishmonger. 

The couple emailed loan requests to their friends 
and family on their wedding invitation list.

The loans did not collect interest, but within three 

days, all $3,100 was collected. The money was then 

distributed to the entrepreneurs and within a year, 

each loan was repaid. Kiva took off from there. Jessica 

worked to collect more loan requests and Matt built a 

website and invited the public to make loans. Within 

just three days of launching the website in October of 

2005, fifty loans had been made to entrepreneurs for a 

total of $25,000.

In 2004, Matthew Flannery was receiving long emails from his new wife, Jessica. 
She was a consultant in Kenya in East Africa with a microfinance institution. Jessica 
described how she drove from village to village, evaluating the living conditions of 
business owners who had received $100 loans.

Kiva works only with entrepreneurs, which it finds with the help of mi-

crofinance institutions in developing countries. Those partners bring 

their clients to Kiva instead of to a local bank. Kiva posts pictures of the 

borrowers on its site and shows how each would use a loan. When a loan 

is made, Kiva transfers the funds to its partners. Lenders, who are usually 

repaid within a year, can read blog updates from the entrepreneurs they’ve 

sponsored with loans.

Now, Kiva’s six employees work in a San Francisco office warehouse with 

exposed brick and an assortment of secondhand furniture. Kiva was 

founded to decrease the burden of high interest rates by enabling internet 

users to make personal loans to entrepreneurs in poor countries through-

out the world.



Jessica wrote in a letter to Matthew.

“A little bit of money 
 does so much.”



Around the world, millions of people live without the financial 
access that many of us take for granted. Without access to loans, 
savings accounts, insurance, and funds transfers, the obstacles to 
overcoming poverty or obtaining financial stability can be insur-
mountable. However, Kiva is there to help.

It all boils 
down to this.

There is a movement underway to provide better financial serves to people 

who banks don’t serve. These services are collectively called microfinance. 

One of the most powerful facets of microfinance is microcredit, or small 

loans. Microfinance institutions in many countries offer loans of a few 

hundred dollars at a time to people in need. Sometimes, this is all it takes 

to help a person become profitably self-employed. Their business can 

provide valuable services and goods to their community, and proceeds 

from their business can support them and their family, and allow them to 

pay back their loan. 

Loans are also sometimes used for housing, education, or to create other 

opportunities for people to improve their lives. Microfinance institutions 

can also provide savings accounts and insurance for their clients, allow-

ing them to manage risk more effectively. If bad weather, illness, or other 

unforeseen events disrupt a client’s business, savings or insurance can help 

keep their livelihood intact. 

Microfinance helps develop a path to self-sufficiency. With each lender 
contributing a small amount, life changing loans are financed through 
relative ease.

In a world where almost half the population lives on less than $2.50 a day, 

microfinance is the best tool for poverty alleviation and economic growth 

and development in emerging economies. Microfinance helps the poorest of 

people setup and grow their businesses. By generating income and employ-

ment, microfinance helps them, their communities and their economies.



SIMPLE, BUT
LIFE CHANGING.





Kiva needs to be recognized by a wide audience as a ground-breaking 
and sustainable solution to fighting global poverty. No other micro-
lending organization focuses entirely on supporting entrepreneurs in 
impoverished nations while maintaining personal connections and the 
incentive for doing good without personal gain.

As the only 
organization 
of its kind,
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Kiva has some 
obstacles to overcome.

Kiva isn’t yet recognized by a wide audience and needs to receive the 
acknowledgment it deserves as an innovative and effective solution 
for fighting global poverty.

Lack of Personal Connection

By giving lending members the opportunity to select exactly who their 

money is going to, Kiva becomes an extremely personalized way to do 

good. However, this is as involved as relationships between lender and 

entreprenuer gets. There is virtually no interaction between lender and 

entrepreneur at any point during the lending experience. As a new and 

growing organization, Kiva naturally faces limited resources. It doesn’t 

have the infrastructure to facilitate the many requests to instill a means of 

communication between lender and entrepreneur that would help it grow.

Flawed Practice

Kiva faced transparency issues in 2009. Many members did not realize 

that Kiva sends the loan money to microfinance institutions, who then 

disburse it among the appropriate entrepreneurs. A question arose: Does 

the lender fully understand where their money is going when they lend 

through Kiva? Kiva lost the trust of some of its members. The problem 

was communication, not impact, because the actual practice that Kiva is 

engaged in makes the most sense for the people it is trying to help.

Without trust, there is no member loyalty, and, 
ultimately, there is no business.

Visual Discrepancies

Because Kiva operates through its website, 

it is crucial for the site to appear profes-

sional, easy to navigate, and indicative of 

the Kiva mission. Today it lacks the char-

acteristics that could otherwise make it a 

distinguished, credible website. This weak 

visual identity resonates throughout Kiva’s 

brand, which causes it to spread itself too 

thin as it attempts to cover all of its bases 

as it grows.



PERSONAL
& CLEAR

As the only microlending organiza-
tion of its kind, Kiva has the potential 
to be a ground-breaking organization. 
It just needs the right push.





FORTUNATELY, WE ALSO
HAVE SOLUTIONS...





1. PERSONALIZE THE
 LENDING EXPERIENCE.

Maintain Kiva’s originality while infusing 
a more personal approach to microfinance.

(THE SOLUTION)



There is nothing more important to the success of 
Kiva than to create a compelling giving experience.

Build Relationships.

Establish a more personal relationship between lender and entrepre-

neur by introducing the opportunity for lenders to purchase goods from 

entrepreneurs they support, providing the lender with a follow-up of the 

entrepreneur’s success, and providing the opportunity for direct contact 

if both parties are interested. Lending teams can also provide a personal 

connection among Kiva’s community of lenders by enabling members 

to connect with one on another on the basis of interests, geographical 

regions, and beliefs.









The giving experience that Kiva provides can be 
dramatically more engaged and tangible than 
most people have experienced with philanthropy.



MAKE IT
PERSONAL.



Kiva enables lenders to connect with one another 

through Lending Teams and community programs. 

This promotes a sense of collaboration and a more 

personal involvement within Kiva. Members of Kiva 

Lending Teams continue lending as individuals, but 

they have the option to count each loan they make 

towards the overall impact of one of their teams.

Lenders can start teams based on common interests, 

such as sports or politics, or social networks, such as 

schools or geographical areas.

Then, lenders with common interests or social 
connection can see their combined impact on 
alleviating world poverty.

Lending Teams provide a sense of community within 

Kiva. There is also a friendly team versus team com-

One of the most powerful elements of Kiva is its 
community of lenders – everyday people from all 
walks of life, from all over the world. 

TEAM-
WORK.

petition, which ultimately benefits the 

cause. There are also different methods 

of contributing to Kiva; volunteers who 

participate in the Kiva Fellows program 

(traveling abroad and working with a host 

microfinance institution) definitely have 

more direct and personal involvement than 

a traditional online lender, but both are 

necessary for the success of Kiva.



LENDING TEAMS
& COUNTING.

15,621





2. OPERATE 
 TRANSPARENTLY.

Be upfront about how Kiva works 
in a clear and interesting way.

(THE SOLUTION)





Be Upfront.

This is a great way to keep an organization accountable 

for its actions. Kiva lenders see exactly who their money 

goes to, what the recipients are doing with it, and how it 

is making a difference.

Members do not lend through Kiva because they want to 

make a profit, rather they support Kiva because they want 

to make a difference, achieve a personal connection, and 

support entire communities through an organization 

they trust.

Transparency is about being open, honest, and 
accountable. It’s about responsibility.



1) KIVA PARTNERS WITH A MICROFINANCE INSTITUTION 
 Kiva partners with microfinance institutions around the world (we call 

 them Field Partners). Field Partners facilitate Kiva loans on the ground.  

 Our Field Partners know their local area and clients and do all the leg-

 work required to get Kiva loans to the entrepreneurs posted on Kiva.

2) FIELD PARTNERS DISBURSE LOANS & UPLOAD STORIES 
 Field Partners disburse loans as soon as they are needed. Then they col-

 lect entrepreneur stories, pictures, and loan details and upload them  

 to Kiva.org.

3) LENDERS BROWSE PROFILES & LEND 
 Lenders browse loan requests and select which ones they’d  like to fund. 

 Kiva then aggregates the funds from Kiva lenders and provides them to  

 the Field Partner.

THE LOAN
CYCLE.

4) KIVA DISBURSES LENDERS’ FUNDS TO THE FIELD PARTNER 
 The Field Partner uses the funds to replenish the loan  

 they’ve already made to the entrepreneur. Kiva provides 

 these funds on a schedule that accommodates the Field 

 Partners’ banking procedures and the loan is backed.

5) ENTREPRENEURS REPAY THEIR LOAN TO FIELD PARTNER 
 The Field Partner collects repayments from Kiva entre-

 preneurs and lets Kiva know if a repayment was not made  

 as scheduled. Kiva doesn’t charge interest to its Field Part-

 ners and does not provide interest to lenders. 

6) KIVA PROVIDES REPAYMENTS TO LENDERS 
 Lenders can re-lend their funds to another entrepreneur,  

 donate their funds to Kiva (to cover operational expenses), 

 or withdraw their funds via PayPal.







3. UNIFY & STRENGTHEN
 VISUAL IDENTITY.

Apply a cohesive branding system to 
deliver a clear and credible message.

(THE SOLUTION)



Kiva’s visual identity is influenced by photography, a playful color 
palette, and circular graphics, which represent the lender / entre-
preneur relationships within the Kiva loan cycle.

Visual Direction

A strong identity will confirm Kiva’s credibility, connect the audience 

emotionally, motivate members to participate through Kiva, create an 

audience loyalty, and deliver a clear message. Kiva’s website is crucial to its 

success and it should be treated according. The website needs to be easy to 

navigate and clearly convey Kiva’s message.



(put identity junk here.)



THE KIVA MARK.
Application #1: Standard.
Application #2: Photo Mask.
Application #3: Inverse.
. 





FULL-BLOWN STORIES.

HEADER.
Politica Bold Italic 
22  /22
Color: smoke

SUB-HEAD.
Politica Bold Italic
9 /13
Color: mint

BODY.
Mrs. Eaves Regular
9 /13
Color: coal

CALL-OUTS.
Politica Italic
10/15
Color: smoke

In a world where almost half the population lives on 

less than $2.50 a day, microfinance is the best tool for 

poverty alleviation and economic growth and develop-

ment in emerging economies. Microfinance helps the 

poorest of people set up and grow their businesses. By 

generating income and employment, microfinance 

helps people, their communities and their economies.  
For the entrepreneur and their family, one small loan 
can change their lives — and their whole community’s 
future prosperity.

We need to enable people to directly connect with 
low-income entrepreneurs in the developing world.

The ability to make lenders feel good 
could be Kiva’s greatest strength..

Revolutionizing
philanthropy.

15 pt.  space

9 pt.  space

15 pt.  space

15 pt.  space



TYPE LOCKS
TO STAMP

TOPIC STAMPS.

Politica Italic 
10 /10

Politica Bold Italic
10 /10

Line-weight 
 thin: 0.4 pt.
 thick: 1 .15 pt.

Shear: -10 degrees vertical
Rotate: 9 degrees

Color: smoke or white

THAT WITH THAT.

Politica Bold
22 /24

Vitesse Black Italic
10 /12

& ACCOMPANYING TYPE.

Politica Regular
22/26

Color: smoke or white

TYPE LOCKS
TO STAMP

MEDIUM & ALL CAPS TYPE.
Small sentence-case type.

Small sentence-case type.

Big Impact Type.THIS WITH THIS.

Vitesse Black Italic
28 /30

Politica Italic
12 /14



COLOR PALETTE.
A bright & playful color scheme brings an upbeat mood to the 
identity and a fresh twist with the photographic elements.

Visual
Elements
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TEXTURE PALETTE.
Photographs are masked over circles and text is placed 
in the inner space. The textures should be predominantly 
monochromatic, following the specified color palette.



Bright & Bold.  Liven things up with a burst of vivid 
photography. White type over monochromatic photos  
is used throughout Kiva’s identity.



IMAGE PALETTE.
Photography plays a prominent role in Kiva’s visual identity. 
Photos can be used as both textures and dominant features.

Uplifting.  Focus on depicting positive situations and cheer-
ful faces. Keep the color palette bright, using black and 
white photogrpahy when applicable. 

Narrative.  Allow stories to be told through photography. 
Document entrepreneurs practicing their trade or interact-
ing with their families. Show a portrait of the individual as 
well as a broader view of their surroundings.

Intriguing.  Intrigue curiosity and capture unique ideas 
through composition, subject matter, and perspectives.





WEBSITE.
Kiva’s website is the most vital element to their success. It 
needs to be treated accordingly. There is an abundance of 
information to convey, so it’s important to keep navigation 
simple through a carefully planned system of hierarchy.



MINI LANDSCAPE

LARGE WINDOW



WEB AD BANNERS.
Kiva relies heavily on internet advertising to bring in new 
members. Ads should be visually engaging and indicative of 
Kiva’s mission.

MINI LANDSCAPE.
180 x 90 pixels

LARGE WINDOW.
340 x 280 pixels





IDENTITY SYSTEM.
The stationary systems come in four palettes: l ime, salmon, 
mint, and smoke. These palettes can be mixed & matched.





LETTERHEAD.
There are three varieties of letterheads, each with the 
“Doing Good” emblem centered on the back.



BUSINESS ENVELOPES.
The return address stickers are placed over the fold, with 
“Kiva” over the front of the envelope flap and the return 
address on the back.

ENVELOPE SIZE.
9.5 x 4.125 in

STICKER SIZE.
2.5 in circle







KIVA FACT CARDS.
Cut to business card size, these fact cards serve to inform 
potential Kiva members about the organization. Each of the 
four offers a unique insight into Kiva.

CARD SIZE.
2 x 3.5 in

SALMON.
Title:  Your Chance to Fight Poverty
Sub head: 82% of loans are made to women.

MINT.
Title:  Simply Put, We Connect People Through Lending
Sub head: 208 countries involved in Kiva.

LIME.
Title:  We’re Trying to Revolutionize Philanthropy.
Sub head: 98.95% repayment rate on loans.

SMOKE.
Title:  Loans That Change Lives.
Sub head: $180,000,000 worth of Kiva loans.





GIFT CARD.
Kiva gift cards are the change-a-life alternative to holiday 
shopping. They come in $25, $50, $100, and $150 increments.

GIFT CARD.
Size: 2 x 3.5 in

CARD HOLDER.
Size: 4 x 6 in (unfolded)





FOLD-OUT POSTCARD.
Folded: 6 x 4 in
Unfolded: 6 x 9 in

LABEL SHEET.
Sheet:  8.5 x 11  in
Label:  9 x 1 .75 in

APPRECIATION CARDS.
A fold-out postcard is mailed to the lender after they fund 
a loan. Each card is customized with information about the 
particular loan. The entrepreneur’s name, location, and loan 
details are listed on the other side of the wrap-around address 
label.  Cards come in three varieties: mint, salmon, and lime.



BROCHURE.
An informational brochure serves to educate potential 
members about Kiva. Content covers what Kiva does, how we 
operate, our mission, and our beliefs as an organization.  

FOLDED TOGETHER / EACH PANEL.
5 x 8.5 in

French tri-fold





MERCHANDISE.
Kiva’s online store can sell  a variety of products sporting 
the Kiva logo. Our trendy, eco-friendly items include canvas 
bags and water bottles.





T-SHIRTS.
Available in both men and women’ sizes. Vinyl sealed 
in white over colored fabric. 







Kiva. 
Connecting people through lending.








