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FOR A WORLD IN WHICH HUMANS ARE 
NEVER BOUGHT, SOLD, OR EXPLOITED.

The content of these pages was assembled with care in the knowledge that an excellent 
brand can empower the work of freedom.

The Exodus Road disrupts the darkness of modern-day slavery by partnering with law 
enforcement to fight human trafficking crime, equipping communities to protect the 
vulnerable, and empowering survivors as they walk into freedom.

Our brand, and the visuals that we’re known by, are something that we are proud of. They 
represent and are indicative of our passionate commitment to freedom for the exploited of 
our world. 

This brand book should inspire creativity while also providing helpful guidelines that 
will ensure that The Exodus Road’s brand is treated with care. If you have any questions, 
please reach out to our team at marketing@theexodusroad.com.

Preston Goff
Creative Director
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VISION
A world in which humans are never bought, sold, or exploited.

MISSION
We disrupt the darkness of modern-day slavery by partnering with law enforcement to fight human 
trafficking crime, equipping communities to protect the vulnerable, and empowering survivors as 
they walk into freedom.
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VALUES
Strategic focus on fighting human trafficking effectively.
MISSION

A constant drive towards outstanding quality.
EXCELLENCE

Commitment to consistent, transparent actions that follow values.
INTEGRITY

Consistently imagining new possibilities despite the risk of failure.
INNOVATION

Generously investing in relationships and valuing diversity.
COMMUNITY

Courage to step in and a refusal to give up, despite obstacles.
GRIT

Humbly understanding that serving others is the way to success.
EMPOWERMENT

Celebrating the good in the world, the work, and the people around us.
HOPE
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THE EXODUS ROAD 
BRAND
The Exodus Road’s brand is optimistic, open-handed, and collaborative. We believe the 
conviction that no human should be exploited has the power to bring many to a shared table. 
Since our origin, we’ve been guided by the principle that justice is in the hands of ordinary people.

We go to great lengths to ensure that our brand storytelling focuses on empowerment and 
does not re-exploit survivors. We’re committed to telling authentic, survivor-centric stories, 
presenting a realistic scope of impact, and avoiding over-dramatization. 
 
While human trafficking and the topics surrounding it are dark, we strive to balance awareness 
of painful realities with hope.
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BRAND VOICE & TONE
The Exodus Road’s voice is: 

Expert : We are experts and thought leaders in the field of human trafficking intervention.

Collaborative : We believe in the power and importance of collaboration between organizations 
and individuals to fight human trafficking.   

Compassionate : We seek to foster compassion for the exploited and an understanding of the 
cycles of poverty, abuse, and exploitation that lead to human trafficking.

Respectful : Whether creating content about disparate views on contentious topics or on the 
complicated cycle of exploitation, we will maintain a respectful, non-dismissive tone. 

Hopeful : While human trafficking is among the most serious of topics, we know individuals 
can take action to create a positive impact. Our brand voice emboldens people with that hope.   
 
The Exodus Road’s tone will vary by context, audience, medium, and platform as 
appropriate, while always upholding our brand voice. Sometimes, given the realities of 
human trafficking, our tone will be sober, for example in a video on forced child marriage. 
Other times, our tone will shift to celebratory, allowing people to experience the joy of 
a successful intervention. Sometimes our tone will be aspirational, for example, when 
writing about extraordinary abolitionists. Occasionally on particular social media 
platforms, we will use light-hearted content to give people a moment of uplift. 

We want individuals to join a long-term and sustainable journey towards advocacy, and 
we embrace both the highs and lows of that journey.
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GUIDING PRINCIPLE
We are survivor-centric. We aspire to 
start with the survivor in the center of 
our approach to any piece of content. We 
will not create content that re-exploits 
the survivor by sensationalizing their 
experience. We seek to present authentic, 
respectful, and honest portrayals of the 
experiences of exploited people in order to 
move people towards action. 
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BRAND LOGO
Our logo is a visual representation of our work in the counter-trafficking space. It is composed 
of our wordmark – set in Museo 500 – and the icon of an emotive person standing in the middle 
of an eye. The eye represents our intervention work, and the person’s posture in the center 
represents the impact of our work: freedom.
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LOGO SIZE & SPACING
Our logo can be set horizontally or vertically, whichever works best with your design. We want 
our logo to remain visible and proportional in each use case. We recommend the following sizes to 
ensure that it stands out clearly. 
 
These are minimum widths for stacked, vertical, and icon-only formats.

Screen : 130 px | Print : 160 px
HORIZONTAL

Screen : 60 px | Print : 85 px

STACKED

Screen : 40 px | Print : 65 px

ICON 
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LOGO USAGE GUIDELINES
The Exodus Road logo can be black or white, whichever is most clear on your background color or 
design. We ask that you treat the use and placement of our logo with care. Never stretch or alter the 
structure, and bear in mind that our logo must be readable in each design in which it is used. Avoid 
placement on busy photos or backgrounds. If it is placed on top of a solid color, make sure that the 
background color creates enough contrast that the logo can be seen.

The space surrounding our logo needs to be kept clear of other graphic elements in order to allow 
our logo room to stand out. To determine the amount of required clear space, simply measure half 
the height of the eye and make sure that distance is kept clear on each side of the logo.

MINIMUM CLEAR SPACE

The Exodus Road logo icon can be used alone when The Exodus Road’s name is present in the 
design, or it is reasonably assumed that the logo corresponds to The Exodus Road (eg., Icon use on 
social media graphics posted by The Exodus Road official accounts).

ICON USAGE
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Avoid stretching or squishing the logo.

Never alter the color of our logo beyond the
approved black and white.

Avoid placement on busy backrounds.

Don’t change the font of 
The Exodus Road wordmark.

Ensure that the logo has enough space to
visually stand out.

The Exodus Road

LOGO USE DO’S AND DON’TS
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Never alter the color of our logo beyond the
approved black and white.

Don’t change the font of 
The Exodus Road wordmark.
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COLORS
PHILOSOPHY & USAGE
Uniquely chosen to convey a feeling of deep hope hand-in-hand with urgent need, The Exodus 
Road’s brand colors captivate advocates and inspire action. 
 
In use, careful attention is given to the distribution of each color. Our blue color is often used in 
relation to stories of rescue, while our yellow is more often used related to content that covers 
serious or difficult subject matter as it relates to the issue of human trafficking. The red hue in 
our colors is used most sparingly, and most often serves to call attention to the ways that ordinary 
individuals can take part in empowering freedom. 

RGB 235 | 86 | 64 
CMYK 2 | 82 | 80 | 0 
HEX# EC5540

RGB 224 | 156 | 38 
CMYK 12 | 42 | 100 | 0
HEX# E09B15

RGB 83 | 176 | 203
CMYK 64 | 13 | 15 | 0 
HEX# 53B0CB

RGB 27 | 27 | 27 
CMYK 73 | 67 | 65 | 78
HEX # 1B1B1B
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TYPOGRAPHY
Our primary body font, used in print and in web applications, is Artifex CF. When Artifex CF isn’t 
available, we use Avenir. For headlines and in certain design applications, we utilize Vanguard CF 
for its ability to command attention while maintaining a modern edge. We also implement IBM Plex 
Sans, with discretion, for eyebrow text, and in certain design use cases. Blancha Casual rounds out 
The Exodus Road’s brand typography by offering a natural script font for use with discretion in 
limited cases.
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VANGUARD CF DEMI BOLD
A unique fontface constructed to maximize use of horizontal space, Vanguard CF serves as a 
primary headline font in digital and print application use. It is never used for body copy. Vanguard 
is always used in it’s all caps format, and approved weights within the Vanguard CF family include: Demi 
Bold, Demi Bold Oblique, Bold, and Bold Oblique. 

ARTIFEX CF
Artifex CF’s primary use case is in body copy in both digital and print applications. It is also used 
as a headline font in certain applications, particularly as it relates to advancement and key donor 
content pieces. Artifex CF can be used in sentence case and all caps casing. Approved weights in the 
Artifex CF family include: Book, Book Italic, Demi Bold, Demi Bold Italic, Bold, Bold Italic, Extra Bold, 
Extra Bold Italic, Heavy, and Heavy Italic.
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I B M  P L E X  S A N S
IBM Plex Sans is an international font family distributed by Google Fonts. For this reason, it 
maintains a strong application use online. We utilize IBM Plex Sans primarily as eyebrow text on 
theexodusroad.com and as a component of digital graphics in social media and email use cases. IBM 
Plex Sans should never be used for body copy or as a commanding header. It is best used in collaboration 
with Vanguard CF. IBM Plex Sans is always used in it’s all caps format, and approved weights 
include: Semi Bold, Bold.

Blancha Casual is a natural handwritten font used sparingly across creative assets within The 
Exodus Road’s visuals. Blancha Casual’s use should always be limited to no more than three words in any 
single design element. In social designs, this means that Blancha Casual may only be used for one or two 
words in a graphic.

Blancha Casual
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PHOTOGRAPHY
Imagery is an essential way that The Exodus Road’s brand comes to life online and in print. We love 
using photography to help create windows into the lives of survivors of human trafficking, as well 
as advocates and professionals in the human trafficking space.

Because the nature of our work has an intrinsically dark and complex reality, we recognize that 
there are moments when our imagery must match that tone. This can, and should, be done in ways 
that honor the experiences of survivors.

We also know that The Exodus Road has the capacity to encourage and inspire an entire generation 
to take up their role in the fight of the crime of human trafficking.

We want our imagery to serve both purposes: sobering and encouraging, humbling and inspiring. 
For this reason, we portray the people we help with dignity. When we do choose to utilize imagery 
that either directly portrays or represents the darker side of the issue of trafficking, we pair it with 
opportunities for the average person to take part in the solution.
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PHOTOGRAPHY & VIDEO GUIDELINES

Strong imagery is a vital part of storytelling, advocacy, and donor reporting. This need for 
compelling photography and video is balanced by TER’s responsibility to protect the survivors and 
partners we serve and work with. To that end, the following guidelines will serve as the standards 
by which we visually share about our work. 

These guidelines are not retroactive previous to August 2021, although if there are particular 
pieces of past content that violate these guidelines and could harm our brand, we may remove this 
content. This is a living document and will continue to be updated as we learn. Guidelines on b-roll 
of public spaces are forthcoming. 

UPDATED APRIL 2022
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GUIDING PRINCIPLES

Do No Harm/Survivor First 
Ensuring the safety and dignity of survivors 
of human trafficking is our highest principle, 
as well as protecting their rights. Our 
communications should empower survivors 
and do no harm. As well, protecting our 
partners, staff, and volunteers is of utmost 
importance. This will be the primary deciding 
factor in what imagery we do or do not use.  

Informed Consent 
We will operate based on the principle of 
informed consent for imagery of actual 
survivors. We will never use imagery that 
reveals the identity of an individual without 
informed consent. Informed consent means 
that the person has agreed to the use of their 
likeness, has an adequate understanding of 
what this means, and is in an appropriate 
mental and emotional state to grant consent. 
Thus, for the vast majority of survivors, we 
will not have informed consent. 
 
 We will not seek informed consent
 from minors. 
  
 We will not seek informed consent   
 immediately after a raid or rescue. 
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ALLOWED
IDENTIFIABLE IMAGERY

Adult Survivors With Informed Consent 
If an adult has received aftercare and/or has 
properly processed their trauma and has 
granted informed consent for their likeness 
to be used, we will use identifiable imagery, if 
appropriate. 

Law Enforcement/Social Workers 
If consent is given, we can show the identity 
of law enforcement and social workers 
we partner with in imagery not related to a 
particular case or raid. For example, if Brazilian 
police officers who received training through 
TraffickWatch consent to have their photo 
used, this imagery would be acceptable. 

Non-Operative National Staff 
If consent is given, we can use identifiable 
imagery of national staff, such as national 
directors or safe home staff, who are not 
involved in investigations/operations or 
working in high-security contexts.
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ALLOWED HIDDEN-IDENTITY IMAGERY

DELTA Operatives 
For the safety and privacy of our DELTA operatives, we will only use imagery that does not reveal 
their identities. Exceptions : The exceptions to this are Nate Griffin, David Zach, and Matt Parker, whose 
identities as operatives are already public. 
 
Operational/Investigative National Staff & Volunteers 
For the privacy and safety of our national staff and volunteers who are involved in investigations, 
we will only use imagery that does not reveal their identities. 

Anyone in High-Security Contexts 
For the safety of our staff and operations in high-security contexts, such as Latin America, we will 
not use imagery that reveals identities. 
 
Raid Imagery of Law Enforcement/Social Workers 
We can use imagery of law enforcement and/or social workers during or after a raid or in imagery 
related to a particular case, as long as their identity is hidden.
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DISALLOWED IMAGERY

Survivors During or After a Raid 
Our guiding principle is to do no harm with our imagery of raids. The moment of rescue is a 
moment of high distress for survivors of human trafficking. Thus, we will not use raid imagery 
of survivors in our rescue alerts or content referring to a particular case, even non-identifiable, 
on social media, in emails, on landing pages, or for events. Survivors are not able to give informed 
consent, and even when non-identifiable, the images are highly sensitive and personal.

Alleged Perpetrators 
In order to show the impact of the work of The Exodus Road and the consequences that 
perpetrators face, we can use imagery of (alleged) perpetrators during or after a raid, provided that 
identity is sufficiently hidden and they are not minors. If a news outlet runs a story that reveals the 
identity of a perpetrator in a case in which we were involved, we will obscure the identity of the 
perpetrator if we use the imagery in any of our content. (It is acceptable to share a link to the news 
piece, in which case the identity won’t be obscured.) 

Physical Settings 
We can use imagery of the setting of a raid, such as a hotel room or the outside of a brothel. 
However, any identifying indicators of location should be obscured. Any sensitive or salacious 
content should be obscured, cropped, or the imagery shouldn’t be used.  
 
Past Raid/Rescue Imagery 
Past content featuring raids does not necessarily meet the above guidelines. However, for now we 
will not remove past content unless there are especially concerning examples. These guidelines will 
direct how future content is created.

ALLOWED HIDDEN-IDENTITY IMAGERY CONT.

Exception: The exception to this is content shared in small in-person meetings with (potential) 
donors and partners in which the (hidden-identity) imagery doesn’t leave the
possession of TER staff.
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In order to protect survivors, partners, volunteers, and staff, hidden-identity imagery must meet a 
high bar of ensuring the individual is not identifiable.  
 
 Any identifying marks such as tattoos, birthmarks or things such as distinctive hairstyles will be   
 obscured.  

 If using pixelation, the faces will be obscured enough that they are not reasonably identifiable.  

 Photos from behind, of hands, of feet, backlit, etc. are acceptable as long as they are not reasonably   
 identifiable. For example, a family member should not be able to recognize a DELTA operative even  
 if backlit or from behind. 
 
 
Representative Rescue Content
At times, we may need imagery that depicts rescues that are not breaking or referring to a 
particular case. In this case, imagery of survivors in past rescues can be acceptable if it meets a high 
bar of being non-identifiable and honoring to the survivor. i.e. The survivor shouldn’t be in visible 
distress or in a state of undress. When creating content, we should ask ourselves, “If this was me or 
my family member being pictured, how would I feel about it being shared publicly?” 
 

HIDDEN-IDENTITY IMAGERY GUIDELINES
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The use of photos and video that allow people to connect with the faces of individuals can be a 
powerful tool in fundraising and marketing. It makes content meaningful, relatable, and emotive. 
For this reason, we will use representative imagery to portray human trafficking content.

REPRESENTATIVE IMAGERY

Representative Image
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Dignity First
Any representative survivor imagery used should reflect the inherent dignity of the person 
represented. For this reason, no imagery of people in a state of undress will be used. While emotive 
imagery is powerful, we also must balance the dignity of the individual represented. Therefore, we 
will be sensitive in our choice of imagery that portrays individuals in visible distress, always asking 
if it empowers or disempowers survivors. 
 
Disclaimer 
When representative imagery is used in a way that equates the person pictured to a survivor or 
a specific individual, we will clearly print “Image representative” on the image in all uses, as well 
as including this disclaimer in the alt text on websites and social media. If used in a blog article, a 
disclaimer will also be included at the end of the post. This disclaimer is not necessary when the 
image isn’t intended to represent a survivor or specific individual. 
 
Stock Imagery 
When using imagery that is intended to represent a survivor or specific individual, we will only use 
images from reputable stock imagery websites with model release forms for the particular image. 
If the content is intended to represent an especially sensitive story, we will only use hidden identity 
stock imagery. In certain cases, we may choose to blur stock images, for example if relevant imagery 
has been cropped out. 
 
Staged Imagery 
As an alternative, we can use staged imagery in which the adult actor/model has given consent for 
their imagery to be used for human trafficking content.

Journalistic Imagery 
When merited or relevant, we may use imagery from news media sources related to human 
trafficking, with proper permission and attribution. 

REPRESENTATIVE IMAGERY GUIDELINES
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ICONOGRAPHY

Aftercare Arrests Brazil Breaking News Calendar

Cyber 
Investigations I

Cyber 
Investigations II

Donate Education Email

Female Operative Female Survivor Donation Fundraise Gear

Give Globe I Globe II India Investigate
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Law Enforcement LocationPhone w/ Texts Phone Notification Latin America

Phone Call PreventionMale Operative Male Survivor Philippines

Successful Mission Team/CommunityRescues SE Asia Social Worker

Thailand United States Volunteer
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VIDEOGRAPHY

Video is often an effective means of helping us to practice our humanity. It can be an immersive, 
endearing medium for bringing the heart of our work close to those who care about, or are invested 
in, our success.

It’s also one of the most vulnerable types of content that we seek to capture and share with the 
world. Recognizing the gravity of the capture and share of video is paramount to effectively 
embodying The Exodus Road brand as a creator.

BELIEF ABOUT VIDEO
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Maintain a Posture of Listening
Honor the subject by ensuring that they feel the freedom to share their story (or interview 
responses) without unnecessary interruptions. Embrace silence when appropriate (sometimes this 
can yield reflections that otherwise would have been lost in the moment). Remain in a posture of 
active listening, allowing any follow-up questions to be guided by the words shared by the subject 
as often as possible.

Prepare Well 
As best as possible, fully prepare for any conversation with a subject. This should include 
researching their story and context, as well as holding a pre-film conversation that outlines the 
process of video capture with the subject. It should also include ensuring that all equipment is 
ready, that the location is prepared, and that any issues are mitigated to the best of one’s ability.

VIDEO GUIDELINES
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Secure Informed Consent 
Always ensure that a subject understands the purpose of the video capture and the audience (or 
potential audience) for whom the piece is intended. Explain their role in the piece, and establish 
guard rails for the conversation that will help the subject to feel comfortable as the video recording 
begins. Take care to ensure that a subject’s access to benefits (e.g., survivor care) is in no way 
related to their willingness to provide informed consent. 
 
Account for Gender as Culturally Appropriate
When culturally appropriate, try to use a female translator and/or interviewer when interviewing 
women. This not only helps the subject to feel more comfortable but also yields better responses. 
 
Lean on Relationships 
Cultivate a relationship with the subject of an interview or story as early as possible, whenever 
possible. Geographic distance and tunnel vision in a shoot can lead to video practices that err 
toward exploitative, rather than empowering. Oftentimes the best way to enter a video shoot 
location is without a camera in hand.
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SOCIAL MEDIA

We view our place in the digital communities of social media as primarily focused on education 
and advocate-empowerment. Our social voice is human but professional. Our posts are always 
optimistic – embodying our vision for a world in which no human is bought, sold, or exploited.

Our approach on social media is also highly collaborative. We believe in the power of lifting up 
other individuals, organizations, and communities that are leaving lasting impact in this fight – no 
matter the scale of their influence.

BELIEF ABOUT SOCIAL MEDIA
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Assume the Best
Without the context of a physical encounter, it can be very tempting to read the worst of each other 
on social media. The Exodus Road is committed to assuming that each person or organization we 
work with is interested in our vision for the world, as well.

Be Generous with Gratitude 
Social channels offer a great space for gratitude to be extended to freedom advocates of all 
backgrounds. Be generous with your gratitude to everyone you can – from partners and 
grant-awarding organizations to local volunteers and individual fundraisers. 
 
Be Contextual  
Understand what type, length, and tone of content works on various platforms and contextualize 
content as appropriate. 
 
Be Protective of the Exploited 
The Exodus Road does not tolerate exploitative, hateful, racist, or demeaning content on its 
channel. If managing a brand account with The Exodus Road, approach sensitive or heated 
conversations with caution that always seeks to protect the vulnerable or exploited. Actions taken 
against accounts should be well thought through and decided upon in collaboration with a director 
within the organization.  
 
 It may at times be appropriate to report suspicious activity when it intersects with our channels.   
 Additionally, it is in our practice to automatically filter comments with offensive or triggering   
 terms and external links. 
 
 
Amplify Survivor Voices 
We are commited to using social media platforms as one space to amplify survivor voices, 
recognizing with humility that ours will never be the most important voice in the realm of public 
discourse.

SOCIAL MEDIA BEST PRACTICES
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SOCIAL ACCOUNTS & HANDLES

@TheExodusRoad
facebook.com/theexodusroad

@TheExodusRoad
instagram.com/theexodusroad

@TheExodusRoad
linkedin.com/company/theexodusroad

@TheExodusRoad
twitter.com/theexodusroad

@TheExodusRoad
tiktok.com/@theexodusroad

@TheExodusRoad
youtube.com/c/TheExodusRoad
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SOCIAL MEDIA VISUALS + BRANDING

The Exodus Road Icon Set on White Background

SOCIAL PROFILE IMAGE

Sizes updated April 2022 per platform specific best practices.

Instagram 
Post : 1080x1080 or 1080x1350 
Story : 1080x 1920

Twitter 
Post : 1600x1900 
Header : 1500x500

Facebook 
Cover : 1200x628 
Post : 1200x630 
Ads: 1080x1080 

LinkedIn 
Post : 1200x628

SOCIAL IMAGE SIZES
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SOCIAL MEDIA VISUALS : DO’S & DON’TS

Do utilize high resolution imagery. 
 
Do properly credit an image source, 
especially if sharing an image 
collaboratively with another account. 
 
Do always ensure that images are correctly 
sized for native platform requirements.

Do not select imagery that is washed out 
or features extreme color edits that look 
‘unrealistic.’ 
 
Do not use lots of text on graphics created 
for social. Aim for text to take up less than 
30% of an image most often.
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Until All Are Free (UAAF) supplies listeners with an understanding of the systemic issue of human 
trafficking.  A highly collaborative show, UAAF features conversations with nonprofit leaders and 
subject-matter experts, stories of human trafficking survival, and interviews with ordinary heroes 
working to envision a world where no human is bought, sold, or exploited. 
 
Website : theexodusroad.com/podcast

PODCAST BRAND
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UAAF Wordmark is Always in Vanguard Font Family 
UAAF Branding is Never Devoid of The Exodus Road Logo
Tagline is, “The Fight Against Human Trafficking.” 
Tagline in IBM Plex Sans Font Family

MAIN COVER ART

EPISODE ARTWORK EXAMPLE

UAAF Wordmark Featured
Episode Name Matches Wordmark 
Episode Number Included 
Tagline in IBM Plex Sans Font

Wide Format for Facebook, Blog, and Email 
All Features of Main Artwork Included
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PODCAST DISTRIBUTION

Anchor.FM 
anchor.fm/the-exodus-road 
Anchor provides free podcast hosting and manages distribution to all other 
platforms, including Apple Podcasts, Spotify, and Google Podcasts.

Apple Podcasts
podcasts.apple.com/us/podcast/until-all-are-free/id1510363127

Google Podcasts 
google.com/podcasts/until-all-are-free

Spotify
open.spotify.com/show/0TQY3Ps6UObdRAKKbOtWzT
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FREQUENTLY
ASKED QUESTIONS
How did The Exodus Road begin? 
The Exodus Road unofficially began in Thailand in the fall of 2011, but it became a 501(c)3 in 2012. 
Matt and Laura Parker were living and working in SE Asia with their three young children. After a 
year of research and engaging with the counter-trafficking community on the ground, Matt began 
to see the deficiencies of intervention efforts due to a lack of funding, collaboration, training, and 
equipment. Over a two-year period, he built relationships with the government and local NGOs 
that led him to become a deputized informant with local Thai police. Learning from his own 
investigative work on the ground, he and Laura began The Exodus Road to support local police 
efforts in finding victims, building case evidence, and facilitating intervention operations. 
 
Is The Exodus Road a faith-based organization? 
No. The Exodus Road is a 501c3 nonprofit, registered with the U.S. government, without religious 
affiliation. We believe that one of the unique functions we serve in this field is to gather as many 
people as possible “around the table” for the sake of bringing justice to the enslaved. Our staff and 
teams around the world represent a variety of religions and cultures, as do the survivors we serve. 
 
Where does The Exodus Road work in the world? 
The Exodus Road has headquarters in Colorado, USA, and works in Brazil, India, Latin America, 
the Philippines, Thailand, and the United States. We utilize a strategic, organic methodology to 
determine where and how we expand into new areas and countries. We always work within legal 
local frameworks, with collaborative relationships, and centering the work of local nationals. 
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How does The Exodus Road fight human trafficking? 
The Exodus Road invests in three core programs that strategically and holistically address human 
trafficking through prevention/training, intervention, and aftercare.

The Exodus Road was born originally out of recognition of the deficiencies of human trafficking 
intervention efforts. To that end, our main focus has been to empower Search & Rescue teams to 
work alongside national law enforcement partners to build capacity within local justice systems. 
Our Search & Rescue teams are comprised primarily of highly-trained and vetted nationals. 
We also have one team of volunteer Western operatives that work to support front line staff in 
casework.

Additionally, we invest in two programs that address both prevention and aftercare. Our 
TraffickWatch Academy offers expert and engaging digital training modules to law enforcement 
and communities. Our Beyond Rescue program utilizes a trauma-informed approach and meets 
specific survivor care needs in the countries where we work.

We believe collaboration with like-minded organizations, partnership with local governments, and 
centering the work of national leaders are critical components of all of the freedom work.  
 
What do you mean when you use the word rescue? 
A “rescue” is a “targeted intervention.” However, since “targeted intervention” is uncommon and 
not understood by the general public, we utilize the word “rescue” to describe our work with police 
and its impact on survivors. When we use the word “rescue,” we are speaking of deliverance from a 
situation of  “force, abduction, fraud, or coercion” — qualifying conditions for human trafficking 
as defined by the United Nations. This can include cases involving restricted movement, trafficking 
across borders, underage sex work, debt bondage, labor trafficking, or pedophilia. The Exodus 
Road only works on such cases under the authority of and in collaboration with local police, and 
only in a support-based role. When we cite a rescue, we are referencing cases in which The Exodus 
Road had a significant role or impact through supplying investigative support, key evidence, 
critical technology, or substantial funding resources.
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Why is working with local police essential? 
At The Exodus Road, we believe the strongest agents for social change are nationals, and our 
primary collaborative partnership continues to lie with local and national law enforcement. 
We work closely with authorities on case work, and know that building capacity within local 
justice systems is critical for impact. To that end, we supply trusted partners with technology, 
investigative work, funding, training, gear, and support to build effective human trafficking cases.  
We only work on cases of human trafficking under the authority of local police, and in a support-
based role. 
 
Does The Exodus Road fight prostitution? 
No. The Exodus Road does not fight prostitution; we fight human trafficking. Our teams are 
not looking for women and men who are in the sex industry by choice, but rather those who 
cannot walk away from their situations due to “force, abduction, fraud, or coercion” or who are 
underage (which legally qualifies them as human trafficking victims). While we understand this 
issue is complicated, we have seen our laser focus on identifying and rescuing victims trapped in 
sexual exploitation against their will have a direct impact on the larger criminal systems of global 
trafficking.  
 
Who are your undercover operatives? 
We have highly-trained investigative teams operating in India, Latin America, and Thailand (the 
Phillippines will be operational in 2021). Investigative teams are comprised of staff members (many 
of them retired law enforcement or military) and volunteers who have been vetted, trained, and 
empowered by The Exodus Road and support local law enforcement. Most of these individuals 
are full-time national operatives employed by TER on Search & Rescue teams. We augment their 
work with volunteer operatives on specific casework (who serve on DELTA team). These front-
line teams are supported by national social workers and administrative staff in each country of 
operation.
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What happens to survivors after they are rescued by police? 
The Exodus Road recognizes that rescue is the first step in a long journey of restoration and healing 
for survivors of human trafficking. Therefore, we employ local social workers/crisis care workers 
as an integral part of our Search & Rescue teams in most countries where we work. In the critical 
hours during and after rescue, these social workers are present to care for survivors and meet 
immediate needs and follow up, as they are able.

Because we always operate within the local social welfare system mandates, TER has little control 
over where survivors are placed after an operation. Many are placed automatically in government 
care, some may be placed in NGO or private-sector care, while others do not qualify for meaningful 
services. Sadly, some of them do return to the sex industry because of a lack of support or economic 
options.

Our Beyond Rescue program is working to address these important needs through a variety of 
impactful projects. 
 
What about fiscal transparency and accountability? 
The Exodus Road is a 501(c)3 nonprofit corporation in good standing in the state of Colorado. 
We are committed to fiscal transparency and accountability, earning a Platinum rating through 
Guidestar, a perfect score (100 out of 100) on Charity Navigator, and are certified Transparent with 
Excellence in Giving. 

Since 2013, we have voluntarily undergone an annual independent financial audit conducted by 
the national consulting firm CapinCrouse. Those reports are available online for our donors at 
theexodusroad.com/financials. 
 
What should I do if I suspect human trafficking in my community? 
If you suspect human trafficking in your community or while traveling, you can call the following 
resources or fill out an online tip report. You should also consider contacting your local police 
department. 

National Human Trafficking Hotline: Call 1-888-373-7888 or Text 233733 
ICE Tip Line: 1-866-DHS-2-ICE (U.S./Canada) 802-872-6199 Internationally (Translation services 
available) 
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A FINAL NOTE OF THANKS

We are grateful that you’ve taken the time to learn or review our brand standards. You – our 
partners, staff, and collaborators – are stewards of The Exodus Road’s mission as you implement 
our brand across your channels. Together, we really believe that we can take steps towards a 
world in which no human is bought, sold, or exploited. 
 

Please don’t hesitate to reach out to us with any brand-related inquiries. 
 
 
 
The Exodus Road Marketing Team 
marketing@theexodusroad.com



P.O. Box 64063, Colorado Springs, CO 80962 
info@theexodusroad.com | 719-941-9755


