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Welcome to the 
FPA Brand
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Who  
We Are

WHO WE SERVE
Our members are financial planning practitioners 
who share our values, who want to master the 
practice of financial planning and who help shape  
the future of the profession.

OUR CORE VALUES
We lead with power and purpose.

We are passionate about our calling.

We strive for personal and professional excellence.

We connect for collaborative impact.

We care for and support each other.

OUR CORE POLICY
The CERTIFIED FINANCIAL PLANNER™ certification 
and the standards it represents constitute the 
foundation of the financial planning profession.

WHY

HOW

WHAT

We believe in elevating the profession 
that transforms lives through the 
power of financial planning. 

We believe in changing tomorrows.

We do this by cultivating a community 
that provides inspiration, growth, 
amplification, and belonging.

We provide support that advances 
financial planning practitioners 
throughout every phase of their career, 
encompassing the business, practice, 
and profession of financial planning.
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We believe in tomorrow. 
And we trust our members 
to shape it.
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This is not just a tagline—it’s a constant reminder  
to drive positive change for our members and their clients. 

Our brand promise is communicated by two simple words:

Brand 
Promise

Change tomorrows T M

Two words. 
One promise.

Brand Strategy

B R A N D  S TA N DA R D S  G U I D E

6



Tomorrow isn’t just the next square on the calendar.

Tomorrow is impatient, unfocused and not into nostalgia.

Tomorrow is where uncertainty grows and fear lurks.

But it doesn’t have to be that way. We have the power to change it.

After all, tomorrow is born from the ambition and optimism of today.

Let’s give tomorrow purpose. 

Let’s fill it with hope.

Let’s come together now and answer the call,  

refining our craft and lending our voices.

Let’s learn from the innovators of today, so we can change tomorrow.

Let’s make our tomorrow better than today. And let’s not stop there.

Let’s change the tomorrows of our family and our friends. 

Let’s change tomorrows for the people we serve. 

And for all those who need our service.

Let’s change tomorrows.

And let’s start today.

Brand 
Anthem
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We Are Inherently and Unabashedly Helpful

We Are Consciously Member- and Stakeholder-Driven (First Person)

We Are Value-Driven and Rooted in Our Why

We Lead with Empathy and Create Content to Fill Needs

We’re Not Afraid to Make You Laugh or Smile

We Are Conversational, Not Industrial

Tonality

At FPA
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Use this checklist as a tool when reviewing your content to become familiar and comfortable 

with the Voice of FPA.

 ☐ Is It Helpful? The best content tells readers/viewers something they don’t know, 

educates them further and/or helps solve important problems.

 ☐ Is It About the Member or Prospect? Remember, it’s not about what we want them to 

know, it’s about their needs, wants, feelings and goals. 

 ☐ Does It Make an Emotional Connection? We want readers/viewers to feel something 

when they consume our content, building a positive connection and adding humanity 

to the brand.

 ☐ Does It Show Empathy for the Member/Prospect? Our content needs to show the 

individual member of the chosen audience (we don’t create content for “audiences,” 

we create content for individuals) that we “get” them.

 ☐ Is It Conversational? Nobody says “holistic” or “comprehensive” in casual 

conversation. The most engaging content is often written like we speak.

 ☐ Does It Fill a Need? Content for content’s sake is the enemy. We need to ensure our 

content is filling a true and important need.

 ☐ Does it Make You Smile or Laugh? Even a little chuckle will do.

 ☐ Did You Have Fun Creating It? Hey, if you didn’t have fun making it, they probably 

won’t have fun reading/viewing it.

 ☐ Would You Actually Want to Read/Watch It? Vulnerability time. If you can answer 

“Yes” to this, you can bet that your readers/viewers will too. 

XTone of Voice

Company Culture
(Who We Are)

Our Story
(Why We Do What We Do)

Empathy
(What It’s Like to Work With Us)

XX
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Since 2000, the knowledge and support that FPA provides  has 

helped shape the futures of countless members. 

FPA has inspired our members to take that next step and find a 

path forward so they can realize their full potential.

Our members apply these benefits to their clients every day. A FPA financial 

planner can change the trajectory of their clients’ lives so they can achieve a 

better future. It’s what gets our planners out of bed in the morning. 

Inspiration
Timely ideas, unique perspectives and 

forward-looking points-of-view that  

have value.

Growth
Knowledge, guidance and mentorship that 

helps members—and the profession as a 

whole—continually advance and improve 

so we can meet the changing needs of our 

clients and better serve them.

Amplification
A unified voice that represents our shared 

values, vision and collective interests on 

the stages and forums that matter most to 

raise awareness and bring the benefits of 

financial planning to more people.

Belonging
A receptive, participatory community 

where you feel heard, supported and 

involved.

We accomplish this by providing four key benefits to our members:

Key
Benefits
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At FPA, we know that 
financial planning isn’t 
just a job. It’s a calling.
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Most people are  
visual learners. So let’s  
make this interesting.

Visual 
Identity
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ICON WITH WORDMARK

FPA communicates frequently about many topics that are all part  

of the FPA identity. By using a standardized format, we can maintain 

consistency and clarity, while continuing to build equity for FPA.

There are three acceptable uses of the FPA logo. The preferred version of the 

logo is to use the icon with the wordmark. However, the icon may be used alone 

or with the Change Tomorrows™ tagline.

Icon

Logo

Logotype

ICON ONLY

Primary 
Logo

ICON WITH TAGLINE

Change tomorrows™
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Logo 
Sizing

MINIMUM SIZE 
WITH WORDMARK

1”

MINIMUM SIZE ICONMICRO LOGO

When the logo needs to scale below .5” use 

the one color logo. An example of this would 

be the FPA favicon for web.

.5”

MINIMUM SIZE 
WITH TAGLINE

1.65”

Change tomorrows™
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Chapter  
Logos

AUSTIN

Case: UPPERCASE

Font: Interstate Regular

Size: 12 pt

Leading: 15 pt

Tracking: 60 pt

The amount of space between the 

wordmark and the chapter name is 

the same.

When the chapter name is shorter than 

“Association,” the blue bar aligns with 

the “N”.

ANATOMY OF A CHAP TER LOGO 
WITH ONE LINE OF TE X T

By using a standardized logo format across all chapters and 

state councils, we can maintain consistency and clarity, while 

building equity for the association.
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When chapter name is longer 

than “Association” the blue bar 

aligns with the last letter of the 

chapter name.

Chapters with a long name require a 

second line of text. The second line 

reaches the bottom of the FPA icon.

THE PHILADELPHIA
TRI-STATE AREA

Area of Isolation

FPA “dart”

THE PHILADELPHIA
TRI-STATE AREA

MINIMUM SIZE WITH  
CHAP TER NAME

1.35”

THE PHILADELPHIA
TRI-STATE AREA

ARE A OF ISOL ATION

RE VERSE LOGO BL ACK & WHITE LOGO

THE PHILADELPHIA
TRI-STATE AREA

ANATOMY OF A CHAP TER LOGO 
WITH T WO LINES OF TE X T
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The area of isolation is an area of 

white space around the logo to 

prevent visual interference from 

other graphic elements. Do not allow 

other graphic elements to penetrate 

this area.

The area of isolation is equal to the 

width of the FPA “dart”.

Area of Isolation

FPA “dart”

Logo 
Spacing

Change 
Tomorrows™
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When using the logo on a dark blue 

background, the reverse logo version 

should be used. In the reverse logo,  

the FPA “box” is the same color blue as  

the background and the type is white.

When using the logo for black and white 

printing, use the specified logos with no 

gradient in the FPA “dart”. This version  

of the logo can also be used as a one 

color logo for micro logo instances.

Reverse 
Logos

Visual Identity
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Color  
Palette

The new FPA blue is the dominant color in the new identity system. Yellow and red are the 

secondary colors that can bring a vibrant contrast when used on top of the blue.  Those two 

colors also create a gradient that is used in the “dart” of the logo. This gradient can also 

be used as a secondary color. For a visual break from the bright colors, a tertiary palette of 

light gray can be used for body copy and smaller design elements.

The FPA gradient should 

always go from Sun Yellow 

to Fire Magenta.

SUN YELLOW

F IRE MAGENTA

F PA GR ADIENT

GR AY 1MIDNIGHT BLUE

GR AY 2

GR AY 3

GR AY 4

CMYK 100,95,37,47

PMS 2766 C

RGB 21, 25, 69

HEX #151945

CMYK 1, 34, 99, 0

PMS 7409 C

RGB 248, 176, 28

HEX #f8b01c

CMYK 3, 99, 61, 0

PMS 1925 C

RGB 230, 32, 81

HEX #e62051

CMYK 0, 0, 0, 10

PMS Cool Gray 1 C

RGB 230, 231, 232

HEX #e6e7e8

CMYK 0, 0, 0, 20

PMS Cool Gray 2 C

RGB 209, 211, 212

HEX #d1d3d4

CMYK 0, 0, 0, 40

PMS Cool Gray 6 C

RGB 167, 169, 172

HEX #a7a9ac

CMYK 0, 0, 0, 80

PMS 425 C

RGB 88, 89, 91

HEX #58595b
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B R A N D  S TA N DA R D S  G U I D E

19



The typeface that will be used for headlines, 

subheads and callouts is Barlow. Barlow 

comes in a variety of weights, all with italics, 

and is open source and free to use on the web 

and print. The typeface is available for free 

from Google Fonts.

BARLOW T YPEFACE

BARLOW  
BOLD

BARLOW  
SEMIBOLD

BARLOW  
REGUL AR

Aa
Aa
Aa

Type  
& Fonts

The typeface that will be used for all body 

copy is Merriweather. Merriweather comes 

in a variety of weights, all with italics, and 

is open source and free to use on the web 

and print. The typeface is available for free 

from Google Fonts.

MERRIWE ATHER T YPEFACE

MERRIWE ATHER 
BOLD

MERRIWE ATHER 
REGUL AR

Aa
Aa

When Barlow and Merriweather are 

not available use these system fonts 

as a replacement.

SYSTEM FONTS ARIAL GEORGIAAa Aa
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C A L L O U T S  S H O U L D  B E  S E T  I N  B A R L O W  B O L D .

Body copy should  be set in Merriweather Regular. Use 

Merriweather Bold to make parts of body copy stand 

out more.

Headlines should  
be set in Barlow Bold.

Subheads should be set in Barlow Semi Bold.

H E A D L I N E

S U B H E A D

C A L L O U T S

B O D Y  C O P Y

To add these fonts to your computer, download them from MediaValet, open the Fonts program 

on your computer and drag the new fonts from your Downloads folder to your Fonts folder.

Visual Identity
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Use bold vibrant images that do not have people looking straight into the camera. The 

images should portray real people. Select images that use the rule of thirds for the subject 

matter, or the subject is directly center of frame. 

Resist using trite images that are overused in financial institution marketing materials. 

These images include, but are not limited to, photos and illustrations of money, bull and 

bear market images, older men in pin-striped suits, etc. The Financial Planning Association 

is for the modern world and we embrace diversity and opportunity for all.

Photography

Visual Identity
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Graphic 
Elements

We believe in tomorrow. 
And we trust our 
members to shape it.

Use a stroke to make a headline stand 

out. The width should match the width 

of an ascender of a letter in the headline, 

such as an “I”.

Repeating the FPA box can create  

a dynamic shape to place type inside 

of. The gradient should always go from 

Yellow to Magenta.

2019
Annual
Report

Use a stroke of color to underline 

important pieces of information. Let’s change tomorrows.

Visual Identity
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Elevating the profession 
that transforms lives 

through the power  
of financial planning.

Using the same ratio as the FPA box, 

you can create a gradient stroke 

for type to be placed inside of. The 

gradient should always go from Yellow 

to Magenta.

Using a rectangle with the FPA gradient 

is another great way to bring some color 

to a piece of collateral.

Use the FPA “dart” as a large graphic 

element as to bring a lot of color to a 

collateral piece. 

Use basic shapes to create abstract 

layouts for covers and collateral 

material. The gradient always should go 

from Yellow to Magenta.
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Creative  
Examples

E X AMPLE L AYOUTS

Visual Identity
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Powerpoint

6

Lorem ipsum dolor sit amet, 
consectetur adipisicing elit, 
sed do eiusmod tempor
incididunt ut labore et dolore 
magna aliqua.

Title of Slide

Lorem ipsum dolor sit amet, 
consectetur adipisicing elit, 
sed do eiusmod tempor
incididunt ut labore et dolore 
magna aliqua.

Lorem ipsum dolor sit amet, 
consectetur adipisicing elit, 
sed do eiusmod tempor
incididunt ut labore et dolore 
magna aliqua.

Ut enim ad minim Ut enim ad minim Ut enim ad minim

Title of 
Powerpoint
Subtitle of Powerpoint

Let’s change tomorrows.
Let’s start today.

v

P OWERP OINT TEMPL ATE

10

Header

Subtitle
Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do eiusmod tempor incididunt ut labore
et dolore magna aliqua.

9

Header

Subtitle
Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do eiusmod tempor incididunt ut labore
et dolore magna aliqua.

Elevating the profession that 
transforms lives through the 
power of financial planning.
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Social avatar for all channels should be the 
FPA logo without the wordmark.

Social 
Media

FPA’s social media channels should also stay consistent with the 

standards for the new brand identity. Use the colors and design 

elements the same as you would for any print collateral. 

F PA T WIT TER HE ADER

F PA CHAP TER T WIT TER HE ADER TEMPL ATE

Visual Identity
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Email

FPA emails should follow the same brand guidelines as the social and print collateral. 

Refer to the Font section of the brand guide for what system fonts to use for email.

Visual Identity
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Website

Visual Identity
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1290 Broadway, Suite 1625  
Denver, CO 80203

(800) 322-4237 
financialplanningassociation.org

Stationery

The FPA stationery uses the light gray hue with a pop of color  

to create a bold and sophisticated look.

Carol Bobke
FPA of Orange County Chapter Executive

cbobke@onefpa.org
(303) 867-7189 
financialplanningassociation.org
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Maria Sylvia Ferreira 
da Silva Dias

Member Since: 
4/30/2012

Membership:  
Allied Professional

Member ID: 484476

Valid Through: 
4/30/202O (800) 322-4237   |   FinancialPlanningAssociation.org

MEMBERSHIP CARD

LONGE VIT Y CERTIF ICATE

CERTIFICATE OF MEMBERSHIP
Thank you for supporting your professional community

Member of the Financial Planning Association®

Lauren M. Schadle, CAE
Executive Director/CEO

Martin Seay, Ph.D., CFP®
2020 FPA President

Hannah Moore

5
YEARS

Membership
Collateral
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Become the Best 
Financial Planner 
You Can Be

 (800) 322-4237   |   memberservices@onefpa.org   |   financialplanningassociation.org

You Belong at the Financial Planning Association®

MEMBERSHIP BROCHURE

financialplanningassociation.org 5

The Financial Planning Association gives you access to a receptive community unlike 
any other where you feel heard, supported and involved. When you become a member, 
you’ll have a wealth of opportunities to connect with the most skilled, passionate and 
diverse group of financial planners in the country. 

Engage WWith Planners in Your Area
FPA has 86 chapters and two state councils that offer in-person and virtual events 
specific to your area. Your local chapter is the perfect place to get face time with 
practitioners, members and financial planning thought leaders—right in your own 
backyard!

Join the Conversation on FPA Connect
Our compliance-friendly online community is the best place to find the questions, 
answers and topics that are most important to you. 

Participate in FPA Knowledge Circles
Connect intimately with other FPA members on the areas of the profession you 
are most passionate about through virtual and in-person hosted gatherings and 
discussions.

Connect Through FPA Activate Facebook Group
This vibrant social media forum is designed to be the go-to community and safe 
space for financial planners who are new to the profession and understand financial 
planning, develop their skills and make informed career choices.

Build Your Network at FPA Signature Events 
Our signature events are one of the most powerful ways for members to lend 
their voices to the conversation, share ideas and be an integral part of moving our 
community forward.

Belonging

financialplanningassociation.org 3

What Do I Get From 
My FPA Membership?

“FPA is an amazing support system filled with passionate 
financial planners who help each other every day. In my 20-
plus years of experience in the financial planning profession, 
I have never encountered any other group that was so 
interested and willing to share their intellectual capital and 
to support new participants in our profession.”
Evelyn Zohlen, MBA, MS, CFP® 
FPA Past President and 2020 FPA Chair 
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What Not  
To Do

As long as you follow the brand guidelines, you should be okay.  

Just in case, here are some examples of what not to do with the FPA logo.

Do not alter the color  

of the logo.

Do not create a new position  

for chapter names.

Do not use imagery of money 

or other stereotypical financial 

services imagery (piggy banks, 

stocks, bulls, bears, etc).

Do not put type inside  

the box.

Do not reposition  

the logotype.

Do not reverse the logo out of 

a photograph. 

Do not fill the box  

with a pattern.

AUSTIN
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