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1. INTRODUCTION 

 
The Philippine and international media landscapes have changed dramatically and drastically over the 
last three decades. 
 
Traditional media concerns (print, radio and television) are still around but have been supplemented, 
augmented or even replaced by online and social media.  Message delivery has also been altered 
substantially with communicators tweaking communication to adopt to online media formats and the 24-7 
news cycle. 
 
It is in this context that the Peace and Equity Foundation (PEF) now intends to communicate its 
messages on social entrepreneurship and development in a more consistent and proactive manner.  The 
complexities of the media landscapes require a transparent, cohesive and to a large extent, programmed 
set of messages from the organization.  Misinterpretation and misunderstanding are natural results of 
broader media and message-generating capacities and PEF will be susceptible even if the utmost care is 
exercised.  However, this attempt to set communication operational protocols will hopefully minimize if not 
eliminate ambiguity and lack of clarity and consistency. 
 
New media also offers PEF abundant opportunities to get its messages across faster and to a potentially 
larger audience base. More active engagement can also be expected as platforms like Twitter and 
Facebook offer close to simultaneous engagement.  
 
In the same light, this Communication Protocol Manual will set guidelines for Internal Communication 
within PEF ranks. This will hopefully standardize as well as professionalize messages for efficiency, 
clarity and transparency. 
 

2. OBJECTIVES 

 
It is hoped that with the communication protocols, PEF will be able to manage its messages and 
stakeholder and media engagements in a productive and clear manner.  Anchored on transparency, 
clarity and the need for efficiency and audience feedback, this Communication Protocols Manual intends 
to achieve the following objectives: 
 

 Ensure best practices and principles in public and workplace communication are established and 
adopted by PEF; 

 Explain clearly the roles and responsibilities of all parties involved in PEF’s internal and external 

communication processes;   

 Outline processes for the development, review and maintenance of PEF’s various communication 
platforms 

 

3. LEAD UNIT 

 
The Institutional Concerns Office or ICO will spearhead and supervise the communication efforts of PEF. 
Under the supervision of the Executive Office (EO), ICO is tasked to: (1) communicate and promote the 
foundation's mission, priorities and initiatives; (2) develop and transmit positive public perceptions of PEF; 
(3) lead or support external and corporate events; and (4) drive marketing campaigns.  
  
While the EO and the ICO have the overall responsibility for PEF’s external and internal communication, 
the responsibility is shared depending on the key target groups. For example, in terms of external 
communication, the Partnerships and Programs Unit is in continuous contact with project partners and 
donor agencies, while the Social Enterprise Institute deals primarily with experts and mentors. The ICO 
assists these functions by providing communications services to support these contacts. In internal 
communication, responsibility is shared by Human Resources and ICO. 
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4. THE PEF MESSAGE HOUSE 

 
4.1. Core Messages  
Messages emanating from PEF through any medium and by duly authorized and credible officers or 
spokespersons shall be anchored on the PEF Message House, a structure that provides focus and 
consistency on PEF’s messaging and positioning using an overall umbrella statement (or value 
proposition), as well as core message/s (or benefit statements) that support PEF’s intended competitive 
advantage.1 These key messages are anchored on the Foundation’s Mission-Vision-Values statements.   

 
     

 
 
 

4.1.1. Addressing Poverty Message  
PEF is an INITIATOR and delivers the overarching and encompassing message of its primary directive of 
reducing poverty through social entrepreneurship. As the PEF Vision states, the ends-in-mind are “self-
sustaining households that provide for basic needs – food, water, shelter, education – and contributing to 
the socio-cultural growth, economic development and effective governance of sustainable communities.” 

 
4.1.2. Convergence of Resources Message  
PEF is a CATALYST AND ORGANIZER that enables different sectors and entities to come together to 
help address poverty. 

 
4.1.3. Development Investment Message 
PEF is the STEWARD OF AN ENDOWMENT FUND that supports SOCIAL ENTERPRISES.  PEF is also 
a CAPACITY BUILDER that allows intermediaries to support initiatives for social enterprises, basic social 
services and disaster preparedness and recovery. 
 

                                                     
1 The PEF Message House was first crafted in 2013 to convey the shift to the new strategy of developing social enterprises. The 

updated version intends to sharpen the messages to reflect current directions.      
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4.1.4. Leveraging Message  
PEF is a CONNECTOR. The organization identifies COMPLEMENTARY EFFORTS of individuals and 
entities so that the process of development is harnessed, nurtured and if necessary, fast-tracked. 

 

4.1.5. Learning and Promoting Message  
PEF is a LIFELONG LEARNER of best practices in social entrepreneurship and related knowledge. The 
organization supports continued education on social enterprises and encourages its own internal 
stakeholders, partners, other advocates, students, researchers to harness knowledge.  
 

4.2. Target Audience  
PEF’s communication messages are intended for a variety of target groups that are either direct partners 
or co-advocates in implementing initiatives that will fulfill PEF’s mission. 
 

4.2.1. External 

These are groups or individuals that PEF want to reach directly. These are decision-makers who have the 
power or authority to engage with or support PEF in fulfilling its mission. They are the intended recipients 
of our core message. 

 

 Partners (Civil society groups such as non-government organizations, cooperatives, people’s 
organizations; young social entrepreneurs; and registered-for-profit entities): Current and 
potential project partners are PEF’s main intermediaries in reaching its goal of helping poor 
households improve their condition. PEF provides long-term partnerships with these groups 
and external communication should support the process of maintaining relations with current 
partners as well as finding potential new partners. Partner relations play an important role in 
the external relations of PEF. 

 Resource Organizations: PEF seeks and cooperates closely with other resource institutions 
(funding agencies, government, private sector, academe, professionals in various disciplines) 
to maximize financial, technical and knowledge resources. External communication should 
support the networking process by promoting name recognition and the role of PEF as a 
trusted institution. 

 Political decision-makers: Given its complex beginnings, PEF could receive unwarranted 
attention from time to time. It is important that PEF’s stewardship of the endowment fund and 
its intended impact are communicated consistently and proactively. See Section 8: Issues 
Management and Crisis Communication 

 General public: PEF’s priority in external communication are the key target groups mentioned 
above. However, the general public, through traditional and social media, is also an important 
target group since they may serve as go-betweens in reaching other key target groups or be 
potential partners. The youth sector is a segment that particularly interests PEF given the 
sharp increase in the number of start-up SEs2 and their potential to scale and sustain their 
social mission.   

  
4.2.2. Internal 

PEF’s internal stakeholders reinforces the core messages as they interact with external target groups. 
Their support is vital to influence the actions and decisions of key audiences.  
 

 General Assembly and Board of Trustees: PEF’s ultimate decision-making body is the Board 
of Trustees who are leaders of sectors and networks of civil society organizations. PEF is 
accountable to its General Assembly and Board members for its actions, which creates a 
natural need to communicate. 

 Staff: PEF’s goal is to recruit and retain personnel that possess the competencies and skills 
required in order for PEF to implement its strategy. The PEF staff are also important 
multipliers in external communication. 

 

                                                     
2 From “Social Enterprise Leadership “, n.d., 2017, The State of Social Enterprise in the Philippines, page 14 
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4.3. Channels   
PEF shall employ and maximize a variety of communication platforms that will disseminate PEF 
messages. These channels have broad reach such as traditional (print, TV, radio) and digital media 
(social media networks and websites). Other channels may include publications, networking hubs and 
events. The responsible functions within PEF are also mentioned. 
 

Target Audience Key Message(s) Feedback Platforms/Mechanisms 

External 
Partners, resource institutions 
and professionals, industry 
players, government, academe, 
private companies 
[PPU, SEI, EO, ICO] 

1. Reduction of poverty by providing 
families with means to improve 
their condition 

2. Socio-cultural and economic 
growth of communities where 
projects reside, primarily using the 
social enterprise approach 

3. A holistic and integrated approach 
in partnership development  

4. Responsible and transparent 
management of the endowment 
fund 

5. Best practices learned  
 

Networking forums, project/area 
scoping, road shows, website, 
newsletter, social media, broadcast 
platforms, print media, formal 
letters, e-mail, corporate 
presentations, speeches, 
publications, brochures, leaflets, 
advertising  

Political decision-makers 
[EO, ICO] 

Forums, institutional contacts, 
visits, website, newsletter, media, 
publications (in particular the 
annual report), brochures, leaflets  

General public  
[ICO] 
 

Social media, website, broadcast 
platforms, print media 

Internal 
GA, Board and Staff 
[Management Committee, HR, 
ICO] 

Sustained best practices espousing 
organizational values:  

 Service Orientation & Commitment 

 Innovation 

 Inclusiveness 

 Participation 

 Accountability 

 Transparency 

Intranet, newsletters, meetings, 
information/learning sessions,  
performance reports 

 

5. ORGANIZATIONAL BRANDING: IDENTITY AND STYLE GUIDE 

 
5.1. Corporate Identity  
PEF’s corporate identity is essential to improve awareness and understanding of what PEF does as an 
organization, how PEF does it, and the underlying values that guide PEF’s work.  

 
5.1.1. Name 
The Foundation is officially known as the “Peace Equity Access for Community Empowerment 
Foundation, Inc.”  On first mention, this name will always be used in full.  On succeeding mentions, it may 
be referred simply as “Peace and Equity Foundation,” and “PEF.”  The key is to be consistent.   

 
5.1.2. Describing PEF: Use of Boilerplate 
As an organization, PEF must come across as being professional and unified.  Being consistent will help 
in achieving this.  Following is a suggested paragraph with standard information about PEF that can be 
used on publications and in communication generally.   
 

The Peace and Equity Foundation aspires to drive positive change in poor 
Filipino household communities by investing in social enterprises that will provide 
them with viable livelihood and better access to basic services. We work with 
partners who share this vision by developing models and best practices that will 
steer social enterprises to scale up. Founded in October 2001, our Foundation is 
the steward of an endowment fund and registered as a non-stock, non-profit 
organization based in Quezon City, Philippines. 
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5.2. Relating with Different PEF Publics 
Sustained engagement with all legitimate media entities and platforms is encouraged to communicate 
PEF messages and efforts.  However, in the light of post-truth practices (e.g., fake news generation and 
posting), it is best to follow procedural guidelines to safeguard PEF’s reputation and encourage uniformity 
of message delivery. 
 
PEF employees should endeavor at all times to promote a positive image of the Foundation. They shall 
respond with tact and restraint when confronted by people with views and opinions critical of the 
Foundation and its programs. [PEF Code of Conduct] 

 
5.2.1. Public Interviews 
Public interviews shall be classified and defined as follows: 
 
5.2.1.1. Media Interviews 
All requests for media interviews shall be coursed through the Executive Office.  These are interviews 
requested by news media agencies, broadcast networks or online content sources.  With clearance from 
the Executive Director, the ICO shall process such requests and review topics for the interview and if 
possible, request in advance, the questions to be asked.  When necessary, the ICO will also identify and 
review the credentials of the individual and/or the media entity requesting for interviews. 

 
5.2.1.2. Key Resource Interviews 
PEF initiatives and projects are attractive to academics and other professional researchers.  All requests 
for interviews for a specific subject matter shall be in writing and coursed through the Executive Office. 
The Executive Director shall clear and assign the appropriate individuals that can best respond to these 
interviews. The Executive Assistant shall then endorse the request to the assigned officer or staff and 
inform ICO for needed assistance, if necessary. 
 
5.2.2. Press Briefings/Conferences 

To generate news and awareness about PEF’s causes and projects, holding a press conference on 
special occasions will disseminate significant information that media should have access. The ICO will 
plan and organize press briefings to: 

 Define the messages 

 Contact and follow-up the media 

 Schedule the date, time and venue 

 Brief the moderator and PEF representatives (“talking heads’) 

 Develop the press kit 
 

5.2.3. Speeches 

Unless otherwise specified, the main spokesperson for PEF shall be the Executive Director. Other officers 
and board members can likewise be expected to be invited to speak on behalf of the Foundation.  These 
officers however should defer to the Executive Director when issues concerning organizational matters 
are to be addressed. This is to reduce multiple or confusing messages and too many voices 
compounding message delivery. 

 

Duly appointed PEF staff are encouraged to deliver talks or speeches on projects and engagements.  
However, prior clearance must be sought from the ICO or the Executive Director on sensitive or critical 
issues.   
 
5.2.4. Corporate Presentations 
Any PEF staff can be invited to speak on behalf of the Foundation. Requests for presentations on PEF 
projects and initiatives shall be approved by the immediate supervisor after evaluating the need and value 
of such presentations. ICO will assist to: 

 Develop presentation, audio-visual or print support material; 

 Coordinate logistical requirements such as date, venue, transportation and others when 
needed;  
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 Ensure that materials for these presentations bear the PEF logo. Such material include 
PowerPoint or Keynote slides, handouts based on presentations, leaflets, and other 
documents cleared for public distribution.   
 

5.2.5. Special Events  

PEF encourages special events in the public domain to spread awareness on activities, initiatives, 
alliances and milestones. The ICO will lead or support such occasions, coordinating and organizing the 
following: 

 Event theme, objectives and identification of intended publics; 

 Logistical concerns such as venue, guests, keynote speaker, decorations, transportation, 
food, sound system, lighting (if necessary), photo and video coverage, invitations, posters, 
tarpaulin backdrops, stage design and others; 

 Press releases/kits and briefings 

 Whenever necessary, the ICO will coordinate with an area representative for events outside 
of the National Capital Region. 

 
5.3. Use of PEF Logo 
The current PEF logo shall be used in all official communication, collateral materials, visual presentations, 
merchandise and in all other communication material. Permission to use the logo in any material 
published by a third party in connection in a PEF-supported initiative/event shall be coursed through the 
ICO and if necessary, with final approval solely granted by the Executive Director. Once approved, ICO 
will issue the Logo Usage Guide and a high-resolution copy of the logo to the requesting party. 

 
The Tagline captures the work PEF is committed to and supplements the Logo to further convey its vision 
and mission. 

 
The PEF logo for all written and visual communication must be executed with detailed specifications on 
the color palette and variations, spacing, sizing, style guide. See Appendix 1: PEF Logo Usage Guide. 

 
5.4. Identity and Marketing Materials  

The official PEF letterhead, business card, company identification card shall be observed to create a 
cohesive, recognizable corporate identity. The logo, full name, address, e-mail address, phone numbers 
(landline, fax or cellphone) shall be presented as prescribed in Appendix 2.  
 
5.5. PEF-funded Publications and Events 
Publications and events that are part of the project’s deliverables shall be required to provide PEF 
visibility, in coordination with the ICO.  
 
PEF shall not be responsible for the contents of communication materials funded by PEF. The disclaimer 
may read: “This publication has been produced with the assistance of Peace and Equity Foundation. The 
contents of this publication are the sole responsibility of <name of the author/contractor/SE partner/CSO> 
and can in no way be taken to reflect the views of the Peace and Equity Foundation.” 

 
5.6. External Party Announcements/Endorsements  

Occasionally, organizations external to PEF (e.g., partner donor agency) may intend to issue a news 
release that promotes partnership with PEF. Such announcements require prior approval from PEF 
through the ICO, who will then work with the third party to determine appropriateness of the 
announcement, the distribution plan of the information, and use of PEF logo or other PEF visuals.   
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6. CONTENT MANAGEMENT: ONLINE AND OFFLINE EDITORIAL GUIDELINES 

 

PEF’s general editorial policy is anchored on truthfulness, transparency and active feedback and 
engagement with concerned parties. 
 
6.1. Online Editorial Guidelines 

 
6.1.1. Coverage 
These guidelines principally cover the use of social media in communicating PEF projects, positions or 
messages. Social media will include Facebook, Twitter, Instagram, Snapchat and all other future digital 
online platforms.  

 
6.1.2. Truthfulness and Transparency 
All PEF officers and personnel shall be guided by the principle that all online engagements are 
susceptible to become public and viral and therefore, extreme care must be exerted when using social 
media. Users of social media on behalf of PEF shall remain truthful and honest in disseminating factual 
information about projects and engagements.   
 
6.1.3. Tone and Language 
Online communication shall maintain a professional tone and language, communicating as clearly as 
possible PEF messages and concerns. A separate style book outlining formats, specific language and 
sample correspondence will be developed to compliment these protocols. 
 
6.1.4. Feedback Mechanism 
PEF encourages feedback from concerned as well as interested parties. Comments or suggestions shall 
be reviewed by the ICO or an assigned individual for responses, if necessary. 
 
6.2. Offline and/or Collateral Editorial Guidelines 

PEF information and marketing materials will be crafted and reproduced in the same spirit of 
truthfulness, transparency and a high standard of creativity for effective communication. 

   
6.2.1. The ICO will supervise the creative and technical execution of annual reports, research 

publications, video presentations, support slides for speeches or lectures, marketing material and 
all other collateral communication tools. The process flow and documentation protocols for major 
publications are described in Appendix 3. 
 

6.2.2. The ICO will oversee the management of copyright acquisition and clearance, PEF approvals for 
written and visual content and the proper citing of disclaimers, sources used as well as 
acknowledgement of contributors to corporate material when necessary. 
 

7. OPEN ACCESS/ PROACTIVE DISCLOSURE 

 
PEF remains transparent and open to legitimate parties interested in the Foundation’s undertakings and 
learnings.  However, PEF retains the right to declare CONFIDENTIALITY on data that may be needed to 
preserve trust and confidence of concerned parties and which is bound by the Data Privacy Act of 2012.  
 
7.1. Final Clearance/Approval 

The ICO or another section that may be designated shall review all requests for information by interested 
parties.  Final approval and access to information shall be granted by the Executive Director. 
 
7.2. Public Statement Protocol 

From time to time, PEF will distribute public statements to print, broadcast and online media.  These 
releases will be drafted by the ICO and approved for release by the Executive Director. 
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Press statements will be written with a formal tone and an active voice. Each release will bear a headline, 
the number of pages of the release, the contact person that will receive the release, the PEF contact and 
corresponding PEF phone numbers and e-mail addresses. 
 
7.3. Annual Reports and Other Publications 
PEF shall produce an annual report that summarizes and highlights activities for a given year, no later 
than 150 days from end of fiscal year.  The ICO will be the lead unit in the annual production, obtaining 
the necessary creative and technical talent and obtaining the clearances needed prior to publication and 
distribution. The default standard retention period for all publications is 5 years. Maximum of 10 copies 
shall be kept permanently for archival purposes. Excess publications shall be donated to institutions to be 
determined by PEF management in coordination with the Management Services Group. [Related policy: 
Records Management Policy] 
 
7.4. Copyright on PEF works 

To obtain permission to reproduce a ‘Creative’ or copyrighted works of the Peace and Equity Foundation, 
an approval letter must be secured from ICO. These are: photograph(s), illustration(s), video(s) or any 
other visual representation obtained via download from Peace and Equity Foundation website 
(www.pef.ph) 

 

The following credit must be included to the Creative(s): [Alfred John M. Escaño]/Peace and Equity 
Foundation.  The Creative(s) is not intended for redistribution or reuse. The Creative(s) must only be used 
according only to the use(s) indicated and approved in writing by Peace and Equity Foundation. 
 
7.5. Use and Protection of Information  
PEF is both a collector and processor of information for various purposes such as financial assistance 
applications, academic research, social enterprise education and poverty alleviation initiatives. 

 
The Data Privacy Act of 2012 shall strengthen the existing policy on Use and Protection of Information 
under the PEF Code of Ethics.  

 
In its Declaration of Policy, the Data Privacy Act of 2012 states that it is:    
 

“…the policy of the State to protect the fundamental human right of privacy, of communication 
while ensuring free flow of information to promote innovation and growth. The State recognizes 
the vital role of information and communications technology in nation-building and its inherent 
obligation to ensure that personal information in information and communications systems in the 
government and in the private sector are secured and protected.”  

 
As such, the Peace and Equity Foundation shall abide by the policies and implementing rules of the act in 
the collection, storing, use and disposal of personal and sensitive personal information from its partners 
and stakeholders. 

 
Security and confidentiality will be the guiding principles for the use of the Foundation’s name and 
information and the gathering, processing and storing of personal and sensitive information from intended 
individuals or parties.  Prior consent to gather confidential, personal and sensitive information must be 
obtained from concerned parties. 

 
The following principles are the key features relevant to PEF: 
 
7.5.1. PEF shall respect the rights of Data Subjects or the owners of personal and sensitive information. 
7.5.2. Based on Sec 12 of the Act, PEF shall: 

 Always obtain the consent of Data Subjects when collecting, storing and using personal and 
sensitive information. The consent shall be obtained before collecting or processing 
information through any means. 

 Ensure that the processing of information is necessary for fulfillment of contracts or for 
compliance with legal obligations 

http://www.pef.ph/
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7.5.3. PEF shall also protect and maintain the security of all collected and processed information.   
7.5.4. More than being cognizant of the penalties involved for violating provisions of the act, PEF 

employees, officers and stakeholders shall be encouraged to exercise extreme care and 
sensitivity in handling all personal and sensitive information obtained. 
 

8. ISSUES MANAGEMENT AND CRISIS COMMUNICATION   

 
Protocols for this section will be divided into two parts: issues management and crisis communication.  
Identifying key issues that are PEF concerns can help anticipate possible crisis areas.  Managing 
potential crises can be executed better if the issues related to them have been previously identified and 
assessed for their potential harm or impact to PEF. 
 
8.1. Issues Management 
PEF should evaluate potential issues, concerns, flash points or stress areas that could affect its 
operations.  Not all issues translate into crises but it is best to anticipate concern areas and determine 
their possible impact on PEF. 
 
8.1.1. Possible Current Issues 
A listing of possible issues that concern PEF has already been identified.  These include: 

 
8.1.1.1.  “Noise” which can refer to media, political or buzz about the PEF endowment fund and where 
and how the funds were collected and subsequently disbursed.  Questions regarding the origin of the 
funds, the manner of distribution and awarding and other financial concerns can be answered in the 
FAQs (Frequently Asked Questions) in Appendix 4.  

   
8.1.1.2. Political Scrutiny/Bias/Pressure/Harassment 
PEF will always attract the interest of well-intended or scrupulous political figures.  The size of the fund, 
its success stories as well as failed investments will invite questions or inquiries. 
     
Political figures on all levels could also stir investigation into Foundation operations with the possible 
intentions to: influence the selection process for funding to favor favored or selected interest groups 
and/or request for political support from social enterprises aligned with the Foundation. 
     
8.1.1.3. Media Interest  
The investigative nature of journalists will always be aroused by the success or the failures of PEF 
projects. The possible areas of interest by news reporters, broadcasters and online media are: the source 
of the endowment fund; possible failed investments; political inclinations/ associations of PEF officers 
and/or employees. 
 
8.1.2. Continuing Assessment of Issues 
However, on continuing and regular basis current and potential issues must be analyzed and 
consequently, acted on.  The following steps are recommended: 
 

 Convene a regular (e.g. annual) meeting of key officers and concerned individuals to 
determine issues that could affect PEF, both internally and externally. 

 Assess regularly KEY ISSUES that are already identified and analyze other potential 
concerns. 

 Assign a committee to determine possible impact of identified issues on the organization. 
 

8.2. Crisis Management 

Once issues are determined, the following Crisis Management steps may be undertaken: 
 
8.2.1. Form a Crisis Management team to further evaluate potential issues, identify threats and 
recommend emergency measures. 
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8.2.2. Identify an Official Spokesperson. The head of the organization can be the spokesperson but it is 
best that he/she be more concerned with addressing the crisis hands-on.  The Official Spokesperson can 
concentrate on message making and dealing with the media and affected parties. It is important that all 
communication to concerned parties come from the Official Spokesperson. 
 
8.2.3. Identify key messages and frequency of delivery. 

 
8.2.4. Establish communication links for affected parties and media.  All concerned shall be provided 
PEF contact numbers.  
 
8.2.5. Monitor all communications online and in traditional media during and after the crisis.  News 
negative to PEF must be evaluated and responded to as immediately as possible.   
 
8.2.6. If necessary, a Crisis Communication Center must be set up with functioning telephone hotlines 
and other communication links established immediately.  Media and all parties that can help resolve the 
crisis must be granted access to this center. 
 
8.2.7. In case a crisis involves a remote location, measures must be undertaken to establish a crisis 
communication center in the place of the emergency and at the PEF main office.   
 
8.2.8. The Crisis Communication team will determine if messages and media management can be 
centralized in the remote location or have to emanate from the PEF main office. 
 

8.2.9. Once the crisis has been resolved, the Official Spokesperson shall address all concerned parties 
of measures undertaken.  As needs arise, the spokesperson shall also regularly update media entities 
and individuals. 
 
8.2.10. Guided by truth and transparency, the spokesperson shall provide useful information that 
conforms to the needs of the media for facts, figures and clear explanations. 
 

8.2.11. The Crisis Management committee will convene to evaluate the crisis and develop measures so 
that such a crisis is not repeated or at best, learned from for future engagement. 
 

9. WORKPLACE COMMUNICATION 

 
PEF officers, employees, volunteers or interns shall be guided by the principles of SAFE AND 
TRUTHFUL use of all communication channels, notably e-mail and social media platforms. 
   
While it is encouraged that all PEF personnel remain aware and substantially proficient in the use of 
current communication technology, it is expected that all Foundation communication resources and 
channels are used solely for the conduct of business and official communication to PEF publics. 

 
Under no circumstances should employees use the media to further their own interest, air their own 
grievances or reveal unauthorized information. [Related policy: PEF Code of Ethics] 

 
9.1. Feedback Responses 

Feedback on PEF projects, initiatives and communication should be monitored at all times by all 
Foundation personnel. 
 
As much as immediate feedback to concerned parties is of paramount importance, certain concerns may 
require deliberation, time and top-level decisions.  Responses to sensitive issues that could affect PEF 
positions and operations may need to be cleared with concerned officers.   
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9.2. Internet Use 
Foundation personnel are encouraged to turn to credible and reliable web sites and links that foster 
continued learning of issues related to PEF engagements.  The end-in-mind is to seek information 
sources on social enterprises best practices, poverty and socio-cultural issues, economic concerns and 
others. 
 
When using material and information from web sites, personnel will always cite the appropriate links.  In 
cases where photos, videos and other online materials need permission from authors/creators, the ICO 
can assist personnel in obtaining clearance to use such material. 
 
 
9.3. PEF email accounts 

New employees are granted email accounts that uses PEF’s registered domain in the email address: 
@pef.ph. Authorization to create new accounts are provided by the HR unit and created by MIS team. 
Aside from individual email addresses, there are group email address accounts that forward to certain 
units or groups in PEF.  
 

The email account of separated employees shall be disabled, upon the instruction of HR. The account will 
be deleted, along with all the data and emails stored, as determined by the MIS in consultation with the 
staff’s supervisor. It is, therefore, vital that the immediate supervisor makes arrangements to access or 
download relevant information and files. [Related policy: IT Policy] 
 
9.4. Use of Social Media Platforms 

At all times, PEF personnel should be aware that the Foundation is a PUBLIC ENTITY and is vulnerable 
to scrutiny, abuse and post-truth practices. 
 
Personal social media like Twitter, Facebook, Instagram and others should be used with consideration for 
the proper use of PEF-related photos, videos or posts.  Personal views expressed by the staff should not 
be construed as that of PEF. Such platforms should remain personal without conducting official PEF 
business or associating the Foundation carelessly or inappropriately. A disclaimer on their social media 
accounts, in the ‘Bio’ or ‘About’ section, similar to this: “My views and opinions on this site are my own 
alone and does not represent the views of Peace and Equity Foundation.” 
 
9.5. Use of PEF Letterhead 
The PEF letterhead delivers an official message from the organization, signed by the Chair and/or 
Executive Director unless delegated. It is important that proper use of corporate letterhead is exercised 
always. 
 
9.6. Business Correspondence Writing Style Guidelines 

PEF relates to numerous stakeholders in a professional and business-like manner.  As such, 
correspondence in different platforms must reflect that relationship.  

  
This section lists guidelines for all PEF employees in the writing of business correspondence. These 
guidelines will cover e-mail etiquette and style and formal hard copy correspondence. 
 
9.6.1. E-mail Guidelines 
The following are to be observed in writing PEF e-mail: 
 
9.6.1.1. Tone: Business-like, professional yet cordial 
PEF relates to various stakeholders and partners that include government agencies, the academe, 
financial institutions and others. There is a need therefore to write and send e-mail that is reflective and 
respectful of the stakeholders and the institutions they represent.  
 
A business tone means clear communication.  Ambiguous and confusing words and phrases should be 
eliminated from e-mails.  Writers should avoid falling into the trap of scientific and academic jargon, which 
have their proper places and usefulness. 
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9.6.1.2. Make the subject line meaningful 
The subject line should immediately point out the subject of the e-mail. “Hello” is not exactly precise and 
“For Your Eyes Only” will invite curious people who may end up with your email, no matter how 
accidentally it lands on their computer.  The subject line establishes the point of the email immediately 
which will become an invitation for the reader. 
 
9.6.1.3. Include a salutation (personal greeting)  
If the recipient is a regular correspondence and a degree of familiarity has been achieved, a personal 
greeting (e.g. first name, title and first name, nickname) can be used. However, if the relationship needs 
to remain strictly professional, then the title of the person being written to (e.g. Dear Dr. Santos, Dear Mr. 
Cruz, Dear Engr. Reyes) should be used. 
 
9.6.1.4. Length  
Busy individuals receive a relatively huge amount of e-mail in a day and do not have the time and often 
the patience to read lengthy letters.  At best, the effective e-mail should be no more than three (3) short 
paragraphs, each one clearly and immediately stating their purpose and business. As such, many useless 
words and phrases (though they may sound polite and gracious) should be avoided. These include: 
 

 “I hope this letter finds you well…” 

 “We hope this letter reaches your good office…” 

 “We have attached the salient documents for your perusal…” 
 

9.6.1.5. Email Signature 
The ICO shall issue a standard email signature to be used in all email correspondences that includes: 

 

 Name, position, contact information at the end of the e-mail 

 A disclaimer at the bottom of each email will provide the first basic protection against several 
legal issues arising out of the use of email.  This email disclaimer will minimize the threat of 
PEF liability and breach of confidentiality. 

 

CONFIDENTIALITY NOTICE: The contents of this email message and any attachments are 
intended solely for the addressee(s) and may contain confidential and/or privileged information 
and may be legally protected from disclosure. If you are not the intended recipient of this 
message or their agent, or if this message has been addressed to you in error, please 
immediately alert the sender by reply email and then delete this message and any attachments. If 
you are not the intended recipient, you are hereby notified that any use, dissemination, copying, 
or storage of this message or its attachments is strictly prohibited.  
 

9.6.1.6. Care Always 
Bear in mind that in a digital world, there is always the possibility that other individuals can see your e-
mail.  If the e-mail starts a thread, then a lot more people will receive the message.  Care must always be 
exercised in composing e-mail, with brevity, clarity and transparency as guiding principles. 

 
9.6.2. Formal Letters (Hard Copy) 

Formal written letters are still required by many businesses and organizations.  Many financial institutions 
expect a formal printed letter to accompany requests, applications or reports.  As such, care must be 
exercised in writing and delivering such letters.   
 
The following are to be observed in writing formal, hard copy PEF correspondence: 
 
9.6.2.1. All official correspondence should be written/printed on the PEF letterhead. 
 

9.6.2.2. The letter must clearly state the following at the start:  

 Date of the letter 

 Recipient’s title and full name 

 Office/organization and Address 
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9.6.2.3. A proper salutation bearing in mind the business and professional tone that must be maintained 
should be included (e.g., Dear Mr. Tolentino, Mrs. Marquez, Prof. Arias). 

 

9.6.2.4. The contents of the letter should be precise and concise, clearly explaining or enumerating key 
points and ending with the intended or desired action from the recipient. If the letter is meant to inform 
along with important documents, then a closing paragraph expressing an invitation to read enclosed 
documents or reports, is fitting.   

 

9.6.2.5. The letter should end properly and formally. “Sincerely yours” and “Yours truly” are safe formal 
options.  

 
9.6.2.6. The signature, full name and PEF designation/position of the letter writer should close the letter. 

 

10. CONTACT INFORMATION 

 
The Communication team of the Institutional Concerns Office shall respond to inquiries or issues about 
this policy. 
 

11. RELATED POLICIES 

 

 PEF Code of Conduct 

 PEF Records Management Policy 

 PEF Information Technology Policy  
 

12. POLICY MAINTENANCE 

 
The Policy shall be continuously reviewed by the Communication and Planning Support Unit to ensure 
that the guidelines described are relevant and accurate. Any proposed revisions shall be referred to the 
Knowledge Management and Communication Committee for endorsement to the PEF Board.  
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APPENDIX 1  

PEF LOGO USAGE GUIDE 
 

This Logo Usage Guide serves as the basis for any and all portrayals of the PEF logo in various 
materials. It is important that PEF’s identity be clear and consistent wherever it is used and displayed. 
 
1. PARTS OF THE PEF LOGO 

 
The PEF Logo is made up of three elements put together to symbolize PEF’s visual brand. 
  

LOGO MARK 

WORD MARK 

TAGLINE 
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Green sphere = Resources & Productivity 
 

Moving resources towards underprivileged sectors to 

increase productivity and improve conditions. 

Dove = Peace 
 

Empowering communities 

Inverted triangle = Equity 
 

Focusing efforts on empowering poor sectors in society 

1.1. THE PEF LOGO MARK (OR BRAND SYMBOL)  
 

This is the graphical part of the PEF logo. It uses three shapes or figures to represent PEF’s vision and 
mission. It should be conveyed clearly in both large and small sizes. 
 
 

 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
By combining these first three symbols, a human figure is created, representing the Foundation’s core 
belief that all its efforts shall be in the service of humanity. 
 
1.2. THE PEF WORD MARK (BRAND NAME) 
 
“PEF” is placed under the Logo Mark using Times New Roman, a classic and standard serif typeface. The 
text needs to be legible at both small and large sizes. 
 
1.3. THE PEF TAGLINE 

 
The Tagline is a short phrase directly underneath the brand name. It adds context to the work PEF is 
committed to and supplements the Logo to further convey its vision and mission. It is smaller than the 
brand name so the spacing between letters is important for legibility. 
 
 

Transforming 

Poor Communities 

Through Sustainable 

Social Enterprise 
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2. PEF LOGO COLORS  

 
 
3. PEF LOGO SPACING 

 
3.1. Leave enough space around the PEF logo to differentiate it from the rest of the content. 

 
3.2. Simply use the width of the capital letter “E” in the Wordmark as a guide to find the minimum 

space needed to maximize the Logo’s effect and presence. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

3.3. Sizing of the logo 
 

3.3.1. PEF logo with tagline 

Horizontal Peace and Equity 2.5 inches wide for print; 400 pixels wide on-screen 

Horizontal PEF 2.5 inches wide for print; 250 pixels wide for on-screen 

Vertical PEF 2.5 inches tall for print; 300 pixels tall for on-screen. 
Printed tagline is illegible when smaller than 2.5 inches 

 
3.3.2. PEF logo without tagline 

Horizontal PEF 1.5 inches wide for print; 200 pixels for on-screen 

Vertical PEF 1.5 inches tall for print; 150 pixels tall for on-screen 

E

E

E

E 

E 

E
 

E
 

E 

Gradient Green (Logo mark) 
RGB (0, 159, 60) to (237, 245, 238) 
CMYK (84, 10, 100, 1) to (6, 1, 6, 0) 
HEX #009F3C to #EDF5EE 

Gradient Blue (Logo mark) 
RGB (43, 79, 157) to (0, 158, 225) to (222, 
240, 252) 
CMYK (93, 79, 3, 0) to (74, 23, 0, 0) to (11, 
1, 0, 0) 

Yellow (Logo mark) 
RGB (248, 244 0) 
CMYK (8, 0, 94, 0) 
HEX #F8F400 

PEF Blue (Word mark & Tagline) 
RGB (44, 79, 157) 
CMYK (93, 79, 3, 0) 
HEX #2C4F9D 
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4. LOGO USAGE DO’s and DON’TS  
 

 

a) Don’t separate the logo from the word mark (PEF).  
They should always be together.  

 

 

b) Do avoid using the PEF logo or the word mark as a 
stand-alone graphic; ask approval from the 
Communication Unit if really necessary. 

 

 

c) Don’t substitute the typeface of the official logo, 
which is Times New Roman, with any other 
typeface. 

 

 

d) Don’t modify or recreate the provided artwork. 
 
 
 

 

e) Do use only approved colors, no single color.  
 

 

f) Don’t stretch or squeeze the logo or distort 

proportions. 
 
 

 

g) Don’t use the logo as part of the sentence. 

 
 
 

 

h) Do drop special effects such as glow, outline, or 
shadow, or enclose it in a box or frame.  
 
 

 

i) Don’t overcrowd. Maintain the minimum clear space 
around the logo as mentioned 

 
 

 

j) Don’t overlap or place anything on the logo, may it 
be text or graphics. 

 
 

 

k) Do avoid placing the logo on backgrounds that 

provide insufficient contrast. 
 
 

 

l) Don’t place the logo over busy photographic 

background. 
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5. PEF LOGO COLOR VARIATIONS 
 

The full color style of the PEF logo is the preferred version and should be used as much as possible. 
However, other color combinations are permitted to allow flexible application, depending on the purpose 
and design style of the material. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

6. ESSENTIAL STYLE GUIDELINES 
 

6.1. The Logo 

 
6.1.1. The basic rule is that it should be in a prominent position and visible. People should be 

able to see it easily.  For any publication, logo should be placed at the top of the page. 
6.1.2. The PEF logo has specific color codes. None of its elements can be altered in any way. If 

the logo is placed on a colored background, it should be surrounded by a white frame.  
6.1.3. The logo symbolizes quality so it is always reproduced using a high definition image or an 

official copy to be supplied by the Communication Unit.  Never print from a photocopy. 
 

6.2. The Tagline may be removed for large signages or materials already mentioning Peace & Equity 
Foundation within the material. 

 
6.2.1.   When to use the Logo with Tagline 

 Letterhead 

 Partnership contracts 

 Marketing collaterals 

 Presentation materials (especially when introducing PEF to a new audience) 

 

6.2.2.   When to use the Logo without the Tagline 

 Photos, images 

 Publications: books, brochures, annual reports 

 Presentation materials 

 Internal communication (memos) 

 Office forms 

 Brand merchandise 
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APPENDIX 2  

BUSINESS AND IDENTIFICATION CARDS 
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APPENDIX 3  

PUBLICATION MANAGEMENT PROCESS FLOW 
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APPENDIX 4 

FREQUENTLY ASKED QUESTIONS (FAQS) ON PEF AND PARTNERSHIP GUIDELINES 
  
This section addresses the most frequently asked questions about the Peace and Equity Foundation in 
order to:   
 

 Orient new hires, partners and affiliates on the basic workings of PEF.  This will allow these 
individuals to gain a working orientation on the policies, functions and services of the Foundation.  By 
no means does this appendix aim to be a full primer on PEF.  It will take time to fully immerse new 
hires or partners into the precise and definitive working practices and policies of PEF. 

 

 Guide officers, employees and partners whenever they are invited to be interviewed, serve as 
resource persons or when there are inquiries regarding funding applications and procedures. 

 
If should there be difficulties in answering any questions regarding the Foundation and the suggested 
answers below need further clarification, employees and partners should consult PEF officers and if 
necessary, the Executive Director. 
 
1. PEF  

 
1.1. What is PEF? 

 
The Peace Equity Access for Community Empowerment Foundation, Inc. (also known as Peace and 
Equity Foundation or PEF) is a development organization that assists all legally formed non-government 
and community-based or peoples’ organizations, cooperatives, faith-based groups and academic or 
research foundations, with funds and technical assistance to address poverty and inequity in rural and 
urban communities.  
 
The Foundation was registered on November 27, 2001 as a non-stock, non-profit organization with the 
Securities and Exchange Commission (SEC).  It was accredited and certified in 2004 by the Philippine 
Council for NGO Certification (PCNC) and is in the process of renewing its certification. 
 
1.2. What is the Foundation’s main thrusts? 

 
PEF’s main thrusts are stated in its Mission and Vision statements: 
 
MISSION 

 Manage and preserve the value of the endowment fund to promote opportunities for the 
poor to liberate themselves from poverty. 

 Enable civil society organizations and other partner-intermediaries to develop and 
innovate on best practices and models using a social enterprise approach. 

 Engage other stakeholders – government, business and academe – in leveraging 
resources and technologies to replicate and scale up models that work for sustainable 
communities and enterprises. 

 
VISION 
Self-sustaining households providing for their basic needs – food, water, shelter, education – and 
contributing to the socio-cultural growth, economic development and effective governance of their 
sustainable communities. 

 
1.3. How is the Foundation funded? 

 
The Peace and Equity Foundation was established by the Caucus of Development NGO Networks 
(CODE-NGO) to preserve and manage the endowment fund of PHP 1.318 billion that was raised from the 
sale in the capital market of zero-coupon bonds (which became known as the PEACe Bonds) in 2001. 
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CODE-NGO believed that a separate responsible entity was important to properly preserve and oversee 
the Endowment Fund. It also wanted to ensure that all qualified non-government, non-profit and people’s 
organizations (POs) would have access to the fund for their poverty reduction projects in very poor 
communities of the country. 
 
PEF preserves the Endowment Fund as a capital or trust fund and invests this so that only the income 
can be used to fund poverty reduction projects.  

 
1.4. Who are the officers of the Foundation? 
 
PEF is governed by a Board of Trustees of nine members: seven civil society leaders from national and 
regional development networks; one from the business sector; and one from the basic or marginalized 
sectors.  
 
1.5. Where can public PEF financial statements be found? 
 
PEF files its Annual General Information and Audited Financial Statements with the Securities and 
Exchange Commission (SEC) and the Bureau of Internal Revenue (BIR) every year. These are also 
posted in the PEF website. 
 
2. Partnership Guidelines 
 
Beginning 2011, PEF focused its development partnerships to initiatives that build, promote and scale up 
social enterprises.  
 
2.1. What is a social enterprise? 
 

While PEF does not strictly apply a fixed definition of SE, its work indicates, to some extent, the 
characteristics of organizations that may be among its SE partners. PEF refers to a working definition 
that:  “Social enterprises are organizations which pursue social missions or purposes that operate to 
create community benefit regardless of ownership or legal structure and with varying degrees of financial 
self-sufficiency, innovation, and social transformation” (Brouard & Larivet, 2010, in Brouard, 2015, p. 2). 
 
2.2. What types of partnerships and programs does PEF support? 
 

2.2.1. PEF primarily supports partnerships and programs that build, promote and scale up social 
enterprises, especially in agriculture and basic social services. PEF believes that SEs must be: 
 
a) Value chain-driven: to focus on the barriers and potentials of growth of the enterprise. 

b) Business-oriented: to highlight partnerships between the private and public sectors and 
adoption of and compliance with standards such as fair trade, operating above break-even, 
certification of good governance or industry best practices. 

c) Market-based: to ensure that products (food, non-food) and services (business development 
services, etc.) are responding to a real demand or market gap or adequately meeting the 
needs of consumers. 

d) Development-focused: to ensure that the program will create social impact among rural 
households and communities as expressed in the PEF strategic plan. PEF, for example, will 
set up a “Climate Change Fund” to offer financing and business development services to 
programs related to climate-smart agriculture and renewable energy 

 
2.2.2. PEF also supports social development initiatives in the areas of capacity building, research and 

development, technical support and relief assistance. 
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2.3. Who are qualified partners? 
 
PEF continues to support non-profit civil society organizations such as cooperatives, people’s 
organizations, non-government organizations, faith-based groups, and academic and private sector 
foundations. PEF also actively develops and supports partnerships with registered-for-profit organizations 
and social entrepreneurs. 
 
PEF strongly encourages its prospective partners to involve or secure the participation of relevant 
government agencies, local government units, and community-based traditional or sociocultural decision-
making units in the implementation of their projects.  
 
2.4. What forms of development partnerships are available? 

 
PEF provides different kinds of development assistance depending on the enterprises needs and capacity 
such as:  

 Financing: Term loan, Credit lines, Joint ventures, Equity partnerships and Grants for non-
revenue activities 

 Capacity building: Financial management, market development, business governance 
 
2.5. What are the types of projects that can be funded? 

 
PEF works with qualified organizations with clear social business models. 

 Agricultural social enterprises, with focus on: Cacao, Coffee, Coconut, Cane Sugar 

 Basic Social Services: Water, Health, Housing, Renewable Energy 

 Disaster Risk Reduction, Relief and Rehabilitation 
 
2.6. How will partnership and program proposals be developed? 
 
The Foundation will take an active role in the development of proposals especially those related to SE. 
Prospective partners will be required to submit a Letter of Intent containing a summary of the proposed 

project, organizational capacity and structure, and how the project will benefit target poor households or 
other stakeholders. 
 
2.7. How long is the processing time from proposal submission to approval? 

 
Depending on the nature or type of the proposed project, processing (from submission to decision) 
normally takes around 60-90 days.  It also depends on the timely and correct submission of requirements. 
 
2.8. Where will proposals be submitted? 
 
The Letter of Intent must be emailed to ppu@pef.ph. 

 
 

mailto:ppu@pef.ph

