
©2021 KELLY EDWARDS | THEREFERRALMAGNET.COM

page
3

PRIMARY LOGO
The Crown Wealth primary logo is a 

combination of the gold words that are 

settled on a dark gray base - giving the 

logo stability - and these words are paired 

with the arrow crown symbol encompassed 

in a golden circle. 

The font choice for the logo alludes to the 

professionalism and luxury experience that 

clients have come to know and expect from 

the brand. 

The rich gold color used in the logo 

emphasizes the legacy and stability of the 

company, as well as paying homage to the 

constant sunshine of El Paso, where most of 

the CWS clients call home.

MINIMUM SIZE

The smallest width that the 
logo should be used is 1.5 

inches wide.
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COLOR USAGE
Whenever possible, the logo should 

be used in its original color scheme - a 

combination of gold and gray. To allow 

for flexibility in usage, however, we have 

provided three alternative color options. 

These are the only color options that should 

be used for any collateral.
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UNACCEPTABLE USAGE
B. Don’t squish or 

stretch the logo 

horizontally or 

vertically.

D. Don’t rearrange 

parts of the logo or 

create compositions 

that are not already 

provided.

F. Don’t put any 

elements within the 

logo clear space.

H. Don’t change the 

font or attempt to 

recreate the logo.

J. Don’t use the 

logo in a way that 

would create an 

unattractive or 

illegible contrast.

A. Don’t rotate any 

part of the logo.

C. Don’t resize any 

part of the logo 

disproportionately 

to the rest of the 

logo (reference the 

primary logo file).

E. Don’t duplicate 

elements of the logo 

next to each other.

G. Don’t change the 

color of the logo 

outside the variations 

provided.

I. Don’t crop any part 

of the logo (except in 

the case of an artistic 

watermark). LO
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Crown Wealth

Lizzie Dipp Metzger
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SOCIAL MEDIA
IMAGERY
Whenever possible, as part of the CWS 

brand, we want to ensure that the images 

used with social media posts are ones 

that make sense and are appealing to the 

CWS clientele. This is not always possible 

because of the required social media 

posting software (Hearsay), but should be 

adjusted whenever possible.

In the instance of personal photos, as 

shown to the right, we want to make sure 

they’re branded with a watermark version 

of the logo. The opacity of the CWS mark 

is set at 30%. The image is cropped so that 

the entire post, including the image, can be 

seen without having to scroll up or down on 

a majority of devices, but most importantly 

on mobile devices. This same strategy 

should be used on both Facebook and 

LinkedIn.

X X
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SECONDARY LOGOS
The primary can be broken into two 

secondary logos - one that is only the 

words, and one that is only the symbol. This 

allows for flexibility within the brand, and 

creates the ability for a variety of pieces to 

be branded accordingly, regardless of size, 

shape or material.
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MINIMUM SIZE

MARK ONLY

MINIMUM SIZE

WORDS ONLY

The smallest width that the 
logo should be used is 0.25 

inches wide.

The smallest width that the 
logo should be used is 0.75 

inches wide.
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CLEAR SPACE
The purpose of the clear space surrounding 

the logo is to ensure that there is not a case 

when the logo loses its integrity because 

of an element being too close. The clear 

space guideline does not mean that the 

logo cannot be overlaid on an image in a 

transparent capacity. 

The clear space is defined by the height 

of the “S” in Strategies from the primary 

proportional logo. The “S” should be rotated 

to correctly define the spacing on all four 

sides as shown. In the primary logo, the 

clear space is defined based on the height 

of the gold crown mark.
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FONT CHOICE:
RALEWAY
The primary font used throughout the 

CWS branded documents, website, and 

whenever a font choice is a possible 

preference, is Raleway. Raleway is a free 

font that can be downloaded from the web, 

and is also web-safe for use on websites.

The four primary versions of Raleway 

that are used most often across the CWS 

collateral are highlighted to the left.

Titles are written in all uppercase font. Body 

copy is written in typical sentence case.

LIGHT ITALIC

A B  C  D  E  F  G  H  I  J  K  L M
N O P Q R S T U V W X Y Z
!@#$%^&*( )_+ { } ” ;?/

REGULAR

A B  C  D  E  F G  H  I  J  K  L M
N O P Q R S T U V W X Y Z
! @ # $ % ^ & * ( ) _ + { } ” ; ? /

BOLD

A B  C  D  E  F  G  H  I  J  K  L M
N O P Q R S T U V W X Y Z
!@#$%^&*()_+{}” ;?/

LIGHT

A B  C  D  E  F G  H  I  J  K  L M
N O P Q R S T U V W X Y Z
! @ # $ % ^ & * ( ) _ + { } ” ; ? /
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BRAND COLORS
Whenever possible, collateral for Crown 

Wealth Strategies should be designed 

within the CWS Gold and Gray color 

palette. This palette should most often be 

paired with the grayscale shade palette. 

We understand that there are sometimes 

instances when another color is needed for 

an additional “pop” that the primary colors 

and grayscale palette cannot provide, and 

that is when the accent colors should be 

brought into play.

#D1A054
CMYK: 18/37/78/1
RGB: 208/160/83
Pantone: 7407C 

#6D6E71
CMYK 0/0/0/70
RGB: 109/110/113

Pantone: 424C

100% Black 90% Black

#06A89F
CMYK: 78/10/44/0

RGB: 6/168/159
Pantone: 3272C

70% Black

#CA2127
CMYK: 14/100/98/4

RGB: 202/33/39
Pantone: 1795C

50% Black 30% Black 100% White

CWS GOLD CWS GRAY

GRAYSCALE SHADE PALETTE

ACCENT PALETTE
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FONT STYLING
Most often, titles within the CWS brand 

are going to be capitalized and in one 

of the three styles to the left. This is for 

both website and print design. The key to 

success with the styling is consistency. 

Reference the CWS website for current 

appropriate usage of the styling.

FO
N

T 
S

T
Y

L
IN

G

SECTION TITLES
We provide clients with an integrated and insurance 
strategy focused on maximizing value over the course of 
your lifetime.

SECTION INTROS

The Nautilus Group® is an exclusive membership 
based resource accessible to an elite group of approxi-

mately 200 experienced insurance and financial...

SUB SECTION TITLE
CFP® professionals must master nearly 100 integrated  
financial planning topics, including: Investment planning 
Tax planning, Retirement planning, Estate planning...


