INTRODUCTION TO THIS GUIDE

The purpose of these brand guidelines is to
document and explain the America Saves brand
the look, feel and voice that represent the
personality of America Saves. This guide re ects
standards and recommendations that will

improve how the brand is expressed.

The purpose for having de ned brand standards
Is to keep the brand consistent and uni ed across
the entire organization. A strong, consistent
brand catches the target audience s eye quickly,
and clearly communicates the core value of the
organization. It expresses most quickly

and effectively the identity of America Saves.

The stronger the brand, and the more
onsistently it is used, the more effective and

ef cient it will become.

The America Saves brand identity includes

the logo, tagline, color palette, typography,
photography and voice. These guidelines can
be used to give communications the distinctive
America Saves personality.

These guidelines will serve as the unifying

structure for all of America Saves, including all

sub-brands and initiatives like America Saves,
Youth Saves and Miilitary Saves.



INTRODUCTION TO THE BRAND

The brand represented in these guidelines
provides America Saves with a uni ed look and
feel that expresses the core value proposition
of the organization  helping Americans save
more money.

This brand was born from the original practice of
using the quarter as a primary symbol. America
Saves inspires non-savers to join together and
start saving money, even if they only have pocket
change. America Saves believes that if you can
save a quarter, you can save.

The foundation of this brand also encompasses
several broader themes: Americans can be
motivated or inspired to save money, no matter
what their economic standing; Americans can
aspire to have better futures; and Americans can
gain more peace of mind by being prepared for
the unexpected.

Because of these rich themes, the story of
America Saves has become much more than
just a literal representation of money. Likewise,
the brand has evolved to tell the bigger story
how saving money touches on aspirations,
peace of mind, progress and hope. The brand
grew from the literal portrayal of the quarter
into a more symbolic one that would allow the
consumer to see the possibilities of saving.

America Saves is growing, and this brand was
also designed to be comprehensive enough

to cover the various sub-brands and initiatives
that make up the America Saves organization.

This brand maintains the equity that America
Saves has built, while also broadening the ap-
peal and refreshing the ideas that underscore
the campaign.



Overview of Primary and Sub-Brand
Logo Treatments
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LOGO

The new logo incorporates a green that makes it immediately distinguishable as an organization that is about
money, as opposed to any other purpose that the word saves might imply. The dollar sign in the s reinforces
this identi cation. The icon of the three circles visually recollects the quarter from earlier branding, and
maintains the theme of if you can save a quarter, you can save. It also takes the America Saves story beyond
the literal representation of money, into the deeper themes of aspiration, peace of mind, progress and hope.

Primary two color logo
Black 75%

MERICA ™" =
aves )

START SmALL. THINK BIG.

Black 75%

Pantone 377 U
Pantone 377 U - 60%

Pantone 431 U or
Black 75%

Pantone 377




LOGO USAGE When combining the logo with other elements, the logo should be a clear and prominent part
of the overall design. The logotype and tagline should not be retypeset, altered or modi ed

in any way. The logo can appear without the tagline, but the logo should be used with the
tagline where possible.

Do Don’t
Primary two color version
1§MERICA >
MERICA
aves AVES .

START SMALL. THINK BiG.
zAgleRICA x
aves

One color versions START SMALL. THINK BIG.

ali:;{el%:,) AMERICA Save%

START SmALL. THINK BiG. START SmALL. THINK B¥G.

MERICA MERICA
avesd REVSE QU

START SMALL. THINK BIG.
Small One color versions No tagline needed

CRICA AMERICA
Saves® aves x

START SmALL. THINK BiG.



SUB-BRANDED The sub-branded logo allows the America Saves sub-brands to gain the equity of the national
brand. The uni ed look and feel likewise strengthens the overall America Saves brand. The
LOGO USAGE more uni ed the brand, and the more consistently it is used, the more effective and ef cient it

will become. The logotype and tagline should not be retypeset, altered or modi ed in any way.
The logo can appear without the tagline, but should be used with the tagline where possible.

Do Don’t

Primary two color version
MERICA Ig

dveséd)

START SmALL. THINK BiG.
START SmALL. THINK BiG.

One color versions MILITARY

MERICA ave ’)
aveséd) s‘

START SmALL. THINK BiG.

MILITARY AMERICA SAVE
START SMALL. THINK BIG.
MILITARY

ERICA Military x

aves‘j) America

START SmALL. THINK BIG. Saves




BRANDED When combining the logo with other elements, the logo should be a prominent part of

the overall design. When using a colored background, be sure to use colors from the brand
LOGO USAGE palette, and always keep the logo in white. The logotype and tagline should not be retypeset,
ti d altered or modi ed in any way. The logo can appear without the tagline, but should be used
(COI”I Inue ) with the tagline where possible.
Do Don’t

ERICA

dveséd)

START SmALL. THINK BIG.

ERICA

dveséd)

START SmALL. THINK BIG.

ERICA

dveséd)

START SmALL. THINK BIG.




TAGLINE The tagline in the logo should not be retypeset, altered or modi ed in any way. But when
elaborating on the tagline in body copy, the tagline may be altered or modi ed to create
USAGE subheads or lead-ins that re ect and elaborate on the branding in the logo.

In logo:

Do: (Show correct logo with tagline)
Don’t: (Show logo with just half of the tagline, like -- START SMALL.)
Don’t: (Show logo with completely altered tagline, like --START SMALL. THINK BIG. SAVE Now.)

Don’t: (Show logo with completely altered tagline, like -- START SAVING ToODAY.)

In body copy subheads or paragraphs:
Do: Start small. Take the rst step toward savings by making a plan.

Do: Think Big. What s your dream? Start saving for



COLOR PALETTE To maintain and strengthen the overall brand, use this color palette as your standard in all
communications. Please note that these colors may look different on-screen than they do in
print, depending on the printer you use. Please use the exact Pantone numbers to assure
accuracy. Also please use the Web equivalents listed when working with online communications.

Primary Colors Tint percentage options

Pantone 377 U

RGB (on screen)

red=103, green=148, 50% 20%

blue=40

Black 75%

RGB (on screen)
red=80,green=81
blue= 83

. Pantone 431 U or

Secondary Colors

Pantone 7468 U

RGB (on screen)
red=58, green=102
blue= 127

20%

Pantone 152 U

RGB (on screen)
red=210, green=118
blue= 40

50% 20%

Pantone 106 U

RGB
D e 4 80% 50% 20%

blue= 91



