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Fortum Brand Style Guide

Welcome! 

This is the Fortum Brand Style Guide.
It’s a tool made to guide, inspire and help us all  
to build a coherent Fortum brand. A brand that  

feels contemporary, optimistic and joyful. 

If you have questions, don’t hesitate to  
contact us at Corporate Brand Function.

 
branding.fortum@fortum.com

06/2020
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Logotype

Main logotype

Fortum logo reflects universal energy. 
The logo communicates about profes-
sionalism, performance and strength. 
The open form of the logo refers to 
development and open attitude towards 
improvements.

Symbol 
The symbol has two different, however 
parallel, elements in terms of the form. 
The circle stands for globe. The arc is 
in a perpetual movement around the 
circle. Below, the arc protects and above 
it opens up for development and new 
ideas. The arrow of the arc symbolizes 
recycling and circular economy.

Wordmark 
As a name, Fortum is short, to the point, 
and communicates about strength, solid-
ity and progress. The small letter f makes 
us approachable. 

Usage  
Always use the full logo. Use of the 
symbol without the wordmark is allowed 

WordmarkSymbol

Optimistic Green

R 90 G 195 B 125 
HEX #5AC37D 
C 60 M 0 Y 75 K 0 
PMS 7489 C, 368 U 
RAL 6018  
WEBSAFE 66CC66

Gray (Grayscale use only)

C 0 M 0 Y 0 K 50 
 

only in certain situations, for example in 
mobile applications, social media, small 
business gifts or pins and if the space is 
too limited to have the full logotype.

It is not possible to use the wordmark 
alone. Always when using word Fortum, 
use the bodytext font for it.

Logotype colour versions 
Always use the Fortum logo in Optimistic 
Green colour. If you can’t use the correct 
colour due to technical limitations, use 
gray or white logo. On a dark background 
use the white logo. White logo can be 
used also without a green or a gray box.

Russian version 
Use the Russian version of the logotype 
in all materials for the Russian market. 
Follow the logotype guidelines.

Animated logo 
Fortum has different versions of animated 
logos. See animated logos on page 5:1.

Logo placed on an image
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Logotype 1:2

Logotype free zone  
for the Russian version

25 mm print 
100 px regular screens 
200 px HD screens

Logotype free zone 
The logotype is surrounded by a free zone, in which no text, logo 
or graph may be placed. The free zone is equal to the width of the 
letter r of the logo or 1 1/3 grid. If the logotype is printed on an 
image, check that the image has no disturbing elements inside 
this zone.

Minimum size 
The minimum size for the logotype is 25 mm for print. For digital, 
100 pixels for traditional screens and 200 pixels for high definition 
screens.

Symbol free zone 
In cases where logo symbol is used without workmark, the free 
zone is 1/2 of the width of the symbol. If available space (e.g. social 
media or other digital media icon) for symbol is small, exceptions 
for free zone is allowed.  

Logotype free zone 
and minimum size
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Logotype

Logo + tagline element for the bottom right corner Logo + tagline element for the top left corner

Always use the coloured logotype in the first instance. If the coloured  
version can not be used, use the grayscale logotype.

Use the logotype with the tagline when possible,  
to amplify our mission.

The tagline is always written in English (or in Russian for the 
Russian market). The tagline can be translated into local 
languages and used in a bodytext. Translated versions can not be 
attached to the logo.

Tagline element colours 
The tagline background can be in any primary or secondary colour. 
The logo background is either Optimistic Green or white. Do not 
use tints or transparency in backgrounds. Use the tagline logo 
originals from Fortum Mediabank.

Primary version of the tagline logo
In the primary version there is a coloured tagline box attached to 
the logo. There are different versions for the bottom right and the 
top left corners. The coloured box attached to the logo is reserved 
for the tagline only, no other text can be used in that box.

The tagline box can be used 
in any primary or secondary 
colour. Use different 
background colours for  
logo and tagline.

The logo element can be Optimistic Green or white 

Primary version of the tagline logo
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Logotype

Secondary version of the tagline logo 

This version of the logo with the tagline can be used either in 
green or in white. White version can be used on top of an image or 
on top of a video. 

Tagline free zone
The logotype is surrounded by a free zone, in which no text, logo 
or graph may be placed.

The tagline is set according to the logotype free zone.

The free zone is equal to the width of the letter r of the logo. If  
the logotype is printed on an image, check that the image has no 
disturbing elements inside this zone.

Secondary version of the tagline logo
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Logotype Placing the logotype

The logo is primarily placed in the 
bottom right corner. 

In some applications, for instance roll-ups and digital applications, 
the logo is required to be on the top. In such cases, place the logo 
in the top left corner.

When the logo is used inside a box place the box precisely in the 
corner. If that is not possible, use the logo inside an image and put 
it in the corner of the image.

Print ad Roll-upCustomer letter

Business card

Sinulle paras sähkösopimus
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2/
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16

Mietitkö, vastaako nykyinen sähkösopimuksesi parhaiten juuri sinun tarpeitasi? 
Sopimuksissa on eroja. Meiltä löytyy hyviä vaihtoehtoja. Sinä päätät, mikä 
sähkösopimus sopii elämäntilanteeseesi parhaiten.

Voit itse valita haluatko kiinteän hinnan pidemmäksi aikaa, jopa kahdeksi 
vuodeksi. Voit myös valita sopimuksen, jossa hintasi päivittyy tunneittain. 
Suosituimman sähkösopimuksemme, Fortum Keston, hinta päivittyy säännöl-
lisesti kolmen kuukauden välein, ja sopimus on toistaiseksi voimassa oleva.  

Kaikkien sähkösopimustemme sähkö on 100 % uusiutuvaa energiaa ja sopimus-
temme hinnat perustuvat Nord Pool -sähköpörssin tukkuhintaan.

Jos mietit, onko nykyinen sähkösopimuksesi paras mahdollinen, ota yhteyttä 
asiakaspalveluumme numerossa 0200 95000 (pvm/mpm) ma-pe klo 9-17.  
Asiantuntijamme auttavat sinua mielellään juuri sinulle parhaiten sopivan 
sähkösopimuksen valinnassa.

Forename Surname
Title
+358 40 123 4567
forename.surname@fortum.com
@twitteraccount 

Fortum Corporation
P.O. Box 1, 00048 FORTUM, Finland
www.fortum.com

facebook.com/FortumSuomi
twitter.com/fortum_oyj
youtube.com/fortumsuomi Kom igång med  

solpaneler. Enkelt.
Funderar du över att skaffa solpaneler? Vi kan hjälpa dig hela vägen 
– från det att du beställer till dess att panelerna sitter på taket och 
producerar solel. Vill du dela upp betalningen kan vi erbjuda en  
förmånlig finansieringslösning. Allt för att det ska vara så enkelt 
som möjligt för dig att ta hand om framtiden.
 
Gå in på fortum.se/sol redan idag.

Join the change

For a cleaner world
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Fortum sub-brands

Sub-brands are brand extensions to the master brand Fortum present-
ing a clear value proposition to their target groups while benefitting 
from the endorsed power of the Fortum brand. Sub-brands have a role 
in building Fortum brand in new categories, technologies or geograph-
ical areas. 

Size and distance in order to make the brands work together. 

(1) The size of the Fortum name is set according to the size of the letter 
F in Fortum name. 
(2) The distance between the Fortum name and the sub-brand name is 
size of horizontal Fortum name’s letter F. 
(3) Sub-brand logo’s free zone is set by using the Fortum name’s F-let-
ter according to the example.

The logo should be legible even in small sizes and have a clear hierar-
chy between Fortum name and sub-brand name. The name Fortum is 
colored with Optimistic Green and the sub-brand name uses Forest 
Green. Fortum Sans is used when creating Fortum sub-brand logos.

Fortum logo can be replaced by a Fortum sub-brand logo in advertising 
and presentations. Use Fortum logo in all legal documents.  
 
If you wish to start with a new sub-brand,  
contact Corporate Brand Function.

1.

2.

3.

Examples
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Logotype Separate brand with 

Fortum endorsement

Company Endorsement 

For those Fortum owned companies that are not 
related to Fortum’s core business or as a temporary 
solution before re-branding into Fortum it is possible to 
use Company Endorsement. 

The A Fortum Company endorsing will be attached to 
the original logo of the company. 

A Fortum Company text is placed at distance of the 
height of F-letter. Endorsement is aligned primarily 
right according to original logo. There can be excep-
tions if the form of original logo requires so. In any case 
distance from the original logo and free zone is always 
measured in the same way.

The Company name height in relation to Fortum 
endorsement must be decided case by case because 
different logos can vary a lot.

Examples
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and in products

Using Fortum logo with other logos 
and in products

When Fortum logo or Fortum sub-brand logo is 
used with other brands’ logos remember to have 
the free zone around the logo.

If the brands are equal, the logos can be either 
side-by-side or one below the other preferably 
in alphabetical order. If one brand is prior to the 
other, that should be first.

If Fortum sub-brand is visible on a branded 
product, follow product specific guidelines (e.g. 
Fortum Circo).

Examples
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Colours

Fortum’s primary colours are Optimistic Green 
and Forest Green. Green communicates nature, 
optimism and development.

CMYK: Printed applications 
RGB: Screens and displays 
Pantone: High-quality print 
RAL: Painting 
Hex code: RGB in hexadecimals 
Websafe: Safe colour for web

Complimentary colours

Primary colours

Optimistic Green

R 90 G 195 B 125 
HEX #5AC37D 
C 60 M 0 Y 75 K 0 
PMS 7489 C, 368 U 
RAL 6018  
WEBSAFE #66CC66

Forest Green

R 55 G 122 B 108 
HEX #377A6C 
C 90 M 35 Y 65 K 15 
PMS 5473 C, 329 U 
RAL 6026 
WEBSAFE #336666

Power Red

R 210 G 85 B 100 
HEX #D25564 
C 25 M 95 Y 50 K 0 
PMS 1797 C U 
RAL 3018 
WEBSAFE #CC3333

Sustainable Gray

R 185 G 180 B 170 
HEX #B8B4AA 
C 30 M 25 Y 30 K 5 
PMS 429 C U 
RAL 7004 
WEBSAFE #999999 

Electric Green

R 120 G 222 B 200 
HEX #78DEC8 
C 55 M 0 Y 30 K 0 
PMS 3252 C U 
RAL 6027 
WEBSAFE #66FFCC

75 % 50 % 25 %100 %

All colours can be used as tints. 

There is an extended colour palette in use for digital applications. 
See guidelines.fortum.com for more information.

Black and white

Secondary colours

Water Blue

R 120 G 160 B 212 
HEX #78A0D4 
C 60 M 15 Y 0 K 0 
PMS 284 C U 
RAL 5012 
WEBSAFE #6699CC

Energetic Orange

R 235 G 100 B 55 
HEX #EB6437 
C 0 M 70 Y 80 K 0 
PMS 1665 C U 
RAL 2004 
WEBSAFE #FF6633

Aurelion Yellow

R 245 G 225 B 80 
HEX #F5E150 
C 5 M 5 Y 75 K 0 
PMS 108 C U 
RAL 1016 
WEBSAFE #FFFF66

Black

R 0 G 0 B 0 
HEX #000 
C 0 M 0 Y 0 K 100 
WEBSAFE #000 

White

R 255 G 255 B 255 
HEX #FFF 
C 0 M 0 Y 0 K 0 
WEBSAFE #FFF
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Typography

Primary and secondary typefaces 

Primary typography 
We have our own font, Fortum Sans, that is designed 
for Fortum. Fortum Sans is a contemporary, modern, 
approachable and functional. It has a distinguished 
style that helps us to build a differentiated, unique and 
coherent brand.

Fortum Sans is suitable both for printed material and 
digital content.

Secondary typography 
If it is not possible to use Fortum Sans due to techni-
cal reasons (PowerPoint presentations, website not 
supporting own fonts etc.), use the secondary type-
face Arial.

Secondary typography

Primary typography

Fortum Sans
Bold    Bold Italic
Medium   Medium Italic
Regular  Regular Italic 
Light   Light Italic

Fortum Sans Cyrillic
Полужирный Полужирный Курсив
Средний   Средний Курсив 
Обычный   Обычный Курсив 
Тонкий   Тонкий Курсив

Arial
Bold | Bold Italic 
Regular | Regular Italic

A a B b C c D d E e F f G g H h I i J j
K k L l M m N n O o P p Q q R r S s T t
U u V v W w X x Y y Z z Å å Ä ä Ö ö
1 2 3 4 5 6 7 8 9 0 . , : & ? %

А а Б б В в Г г Д д Е е Ё ё Ж ж З з І і Й 
й  К к Л л М м Н н О о П п Р р С с Т т 
У у Ў ў Ф ф Х х Ц ц Ч ч Ш ш Ы ы Ь ь 
Э э Ю ю Я я
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Typography

Lorem ipsum 
dolor

7 pt

Secondary headline 
Fortum Sans Bold  
leading 5 * 7 = 35 pt

Main headline 
Fortum Sans Bold 
Leading 8 * 7 = 56 pt

Lead paragraph 
Fortum Sans Regular 
leading 2,5 * 7 = 17,5 pt

Subheadline 
Fortum Sans Bold 
leading 2 * 7 = 14 pt 

Body copy 
Fortum Sans light 
leading 2 * 7 = 14 pt 

Footnote 
Fortum Sans medium 
leading 1,5 * 7 = 10,5 pt 

Customers & employees  
are the core of Fortum
The efforts of our employees to facilitate the life 
of our customers and the societies where Fortum 
operates constitutes the core of our business.

CORE VALUES

Only by understanding and believing in our mission to provide 
customers with clean energy solutions can we engage our 
customers. We will all create our individual path to contribute and 
communicate, but our mission remains the same.

Change is our future and we invite our stakeholders  
to join our journey towards a solar economy.

Use the grid as a basis for consistent 
typography. You can use the font in dif-
ferent sizes and colours. Make sure that 
the overall impression isn’t restless.
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Photography
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Photography

1. Conceptual images 

2. Fortum images 

Fortum imagery

In Fortum we use two types of imagery: conceptual images illus-
trating overall themes and Fortum images that are specific for our 
business.

1. Conceptual images - Join the change 
Conceptual images are idea-driven. They can be more symbolic 
and support overall themes as contemporary trends, light,  
residue, city, hydro, waste, showing people enjoying themselves, 
using sustainable solutions and living the change. Conceptual 
images have simple but interesting compositions, crisp lighting,  
a neutral background with strong colour in focus.

2. Fortum images 
Fortum images stay close to what we do. Showing the  
product, emphasizing the clean energy, nature and the latest 
green technology. They show the pride and determination that 
comes from working at Fortum. Settings in images should not  
be over-arranged.
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Photography

Authentic moments in life and interesting  
angles of our business.

Mood 
All images used in Fortum should create a believable, friendly, 
relaxed, energetic and optimistic mood. Yet people, mood 
and situations should feel authentic, not fake or forced. 
People appearing in photographs should have a genuine 
and personal look and their gestures and reactions should 
always be natural and believable. Settings should not be 
over-arranged. Diversity (age, gender, nationality) should be 
promoted.

Composition 
Images should be clear and simple in both idea and compo-
sition. Aim for a depth in focus field, light and composition to 
make the imagery more dynamic and less static or arranged. 
Leave space around, or on the side of, action. It gives the 
images versatility of use and a possibility for cropping. Short 
focus depth or foreground or background can be used to 
make sure the image isn´t too flat and that it´s visually  
appealing.

Light 
Keep the lighting natural. High contrast, backlight, flares etc 
can be used as long as it feels natural. Morning and late after-
noon lights often give a warmer and more interesting feel.

• Follow safety instructions when taking photos

• People in photos should always comply with all the  
 necessary safety instructions (Fortum’s work wear,  
 safety gear, bike helmets, seat belts etc.)

• Ask a written permission from the people in the photos

• Sign all the necessary agreements with the  
 photographer (DPA etc.)
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Videos and sound

“White” animated logo 
In the animation the pictogram of the 
Fortum logo is transformed from the globe.  
Use animation in white color over a coloured 
background.

“Green” animated logo 
Use this simple and joyful animated logo 
over a white or a light coloured background.

“White” animation “Green” animation “Glow” animation
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Videos and sound

When producing videos, think about the usage and the audiences, and adjust 
the style to fit the purpose and the media. If the video is longer than 3 minutes, 
it might be clever to make a shorter video (30 s) of the same material. The 
shorter video can be used in social media or as a teaser for the longer video.

Build coherence with Fortum brand style by using the same colours and typo-
graphy. The mindset of the videos is warm and optimistic. People in films are 
shown in a warm, authentic and relaxed way. The stories and style are authentic 
but professional. Make the transitions natural, simple and effortless, without 
unnatural effects.

Use music based on Fortum Melody. There are some readymade versions of the 
melody or you can make an own version for the video. 

Use the readymade animated logos at the end of a video in “White” or “Green”. 
Do not animate the logo in any other way. The logo can also be used without the 
animation.

If Fortum logo is visible throughout the video, place it on the top left corner in 
white colour.

The subtiles are on maximum two rows and centralized. 

For people’s names and titles you can use colourful boxes to lift them up.

If you make lift-ups, make sure they are readable and don’t disturb the content.

See also Illustrations, infographics and animations on page 6:2.
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Videos and sound

Fortum has a special and unique sound scape 
based on the Fortum melody.

In the Fortum Melody the interplay of a lower register instrument  
and a higher register instrument gives approachability and 
warmth. The acoustic sound emphasizes happiness and relaxed 
customer centric values.

You can find ready-made pieces of music from Fortum Media-
bank or you can create own based on the Fortum Melody. Contact 
Corporate Brand Function for an own piece of music.
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Graphic elements

Business icons are used to illustrate products  
or services. 

If icons are used in conjunction with text, use Fortum fonts.

Icons can be used with or without the coloured rounded back-
ground in all brand colours.

Icons can be used in all material and they are stored in Fortum 
Mediabank. If you don’t find a suitable icon, you may draw a new 
one following these instructions. Contact Corporate Brand Func-
tion before designing new icons.

For online (call to action) use we also have system icons. Those 
are made for a particular usage and should be used consistently 
in all applications. You will find them in the Fortum Design System 
(access via guidelines.fortum.com).

Open 
ended 
shape

45° angle

Baseline alignment

Skyline limit

Circular 
mask

1px detailing

1px detailing 4px corner 
radius
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Graphic elements

Illustrations and animations as an option

Sometimes an illustration or an animation can be a more suitable 
way to tell a story or explain a complex matter.

Our illustrative style has three different levels: simple, medium 
and rich. They all have their own characteristics and can be used 
to construct the best possible illustrative style needed for a 
specific use case. If you need to illustrate multiple images for the 
same use case, please select the style level carefully in the begin-
ning of the project. Mixing of different style levels for the same 
use case is not recommended.

Simple level  is an illustration based on our symbols and icons. It 
has clear line art, mostly straight lines and clear geometry.  Use 
Fortum colour palette and tints to create shapes and lines. Info-
graphics are two-dimensional.

Medium level is more complex in style with more variation in  
shadows  and colours. Shapes are curved and have more details 
and textures. Medium level has a three-dimensional feeling.

Rich level is a visual explanation of a text, concept or process with 
the depth mood, tone, and wide range of colours. It uses a lot of 
details and light and shadow form depth. Rich level has its own 
clear task, and it is used in larger entities, for example to replace  
a photo or a video.

Simple Level

Medium Level

Rich Level
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Graphic elements

The corner element is a key visual element that 
adds colour and vividness and builds a visual  
familiarity among Fortum materials.

The Fortum corner element consists of four colourful boxes of 
which two of them are 75% transparent.

In some cases you can use an image, text or figures inside one or 
two of the boxes.

Choose a corner element that compliments the colour scheme of 
the image, but differs enough from the colours of the image itself: 
the shape of the boxes should stand out clearly, not blend into 
the image.

When using the logo+tagline element with a corner element pick  
the colour for the tagline box from any of the primary colours 
used in the corner element.

There are ready-made corner elements for downloading that can be used  
on different backround colours. 

The Fortum corner element consists of four colourful boxes.
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Graphic elements

The corner element can be flipped and  
rotated to fit different layouts and create more 
variation.

The placement of the corner element 
The corner element is placed in the corner diagonally opposite of 
the logo. When the logo is not used, the corner element can be 
located in any corner.

The amount of the elements 
Use only one corner element at a time. However, in very long  
materials, for example long background walls and event materials, 
two corner elements can be used.

Place the corner element in the diagonally opposite corner from the logo. Place the corner elements 
precisely in the corner.

Sinulle paras sähkösopimus
Mietitkö, vastaako nykyinen sähkösopimuksesi parhaiten juuri sinun tarpeitasi? 
Sopimuksissa on eroja. Meiltä löytyy hyviä vaihtoehtoja. Sinä päätät, mikä 
sähkösopimus sopii elämäntilanteeseesi parhaiten.

Voit itse valita haluatko kiinteän hinnan pidemmäksi aikaa, jopa kahdeksi 
vuodeksi. Voit myös valita sopimuksen, jossa hintasi päivittyy tunneittain. 
Suosituimman sähkösopimuksemme, Fortum Keston, hinta päivittyy säännöl-
lisesti kolmen kuukauden välein, ja sopimus on toistaiseksi voimassa oleva.  

Kaikkien sähkösopimustemme sähkö on 100 % uusiutuvaa energiaa ja sopimus-
temme hinnat perustuvat Nord Pool -sähköpörssin tukkuhintaan.

Jos mietit, onko nykyinen sähkösopimuksesi paras mahdollinen, ota yhteyttä 
asiakaspalveluumme numerossa 0200 95000 (pvm/mpm) ma-pe klo 9-17.  
Asiantuntijamme auttavat sinua mielellään juuri sinulle parhaiten sopivan 
sähkösopimuksen valinnassa.

Sinulle paras sähkösopimus
Mietitkö, vastaako nykyinen sähkösopimuksesi parhaiten juuri sinun tarpeitasi? 
Sopimuksissa on eroja. Meiltä löytyy hyviä vaihtoehtoja. Sinä päätät, mikä 
sähkösopimus sopii elämäntilanteeseesi parhaiten.

Voit itse valita haluatko kiinteän hinnan pidemmäksi aikaa, jopa kahdeksi 
vuodeksi. Voit myös valita sopimuksen, jossa hintasi päivittyy tunneittain. 
Suosituimman sähkösopimuksemme, Fortum Keston, hinta päivittyy säännöl-
lisesti kolmen kuukauden välein, ja sopimus on toistaiseksi voimassa oleva.  

Kaikkien sähkösopimustemme sähkö on 100 % uusiutuvaa energiaa ja sopimus-
temme hinnat perustuvat Nord Pool -sähköpörssin tukkuhintaan.

Jos mietit, onko nykyinen sähkösopimuksesi paras mahdollinen, ota yhteyttä 
asiakaspalveluumme numerossa 0200 95000 (pvm/mpm) ma-pe klo 9-17.  
Asiantuntijamme auttavat sinua mielellään juuri sinulle parhaiten sopivan 
sähkösopimuksen valinnassa.

Sinulle paras sähkösopimus
Mietitkö, vastaako nykyinen sähkösopimuksesi parhaiten juuri sinun tarpeitasi? 
Sopimuksissa on eroja. Meiltä löytyy hyviä vaihtoehtoja. Sinä päätät, mikä 
sähkösopimus sopii elämäntilanteeseesi parhaiten.

Voit itse valita haluatko kiinteän hinnan pidemmäksi aikaa, jopa kahdeksi 
vuodeksi. Voit myös valita sopimuksen, jossa hintasi päivittyy tunneittain. 
Suosituimman sähkösopimuksemme, Fortum Keston, hinta päivittyy säännöl-
lisesti kolmen kuukauden välein, ja sopimus on toistaiseksi voimassa oleva.  

Kaikkien sähkösopimustemme sähkö on 100 % uusiutuvaa energiaa ja sopimus-
temme hinnat perustuvat Nord Pool -sähköpörssin tukkuhintaan.

If the material will be printed out 
with a device that leaves white 
area around the paper, use the 
corner element in the corner of 
an image, not the paper.

The corner element can be located either in the corner of an 
image or in the corner of a layout.
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Stationary
Business cards
Letterheads and envelopes
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7:1Business cardsFortum Brand Style Guide 
Stationary

Size: 90 x 55 mm

Text colour: Fortum Forest Green

Logotype colour: Fortum Optimistic Green

Background images: There are several background  
images available. It is also possible to use a sub-brand  
logo in white on an Optimistic Green background.

Name: Fortum Sans Bold 12 pt / 9,8 pt, tracking 10

Spaces between paragraphs: 
Fortum Sans Regular 8 pt / 5,52 pt

Title, company name and contact information: 
Fortum Sans Regular 8 pt / 9,8 pt, tracking 0

Paper recommendation: 
Arctic Volume White 300 g/m2, TruCard 2 Matt 350 g/m2, Scandia 
2000 White 350 g/m2, Munken Kristall 300g/m2, 
or similar type of paper.

Forename Surname
Title
+358 40 123 4567
forename.surname@fortum.com
@twitteraccount 

Fortum Corporation
P.O. Box 1, 00048 FORTUM, Finland
www.fortum.com

facebook.com/FortumSuomi
twitter.com/fortum_oyj
youtube.com/fortumsuomi

26 mm

5,8 mm

5,8 mm
Front

5,8 mm

Do not add more text lines.

The twitter account line is optional. 
Remove if not needed.

If there are less lines than in this example,  
the text should be aligned to top margin.  
The position of the logotype is always the same.

If you adjust the social media contacts, 
respect the logotype free zone.

5,8 mm

Back, examples
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7:2Letterheads and envelopesFortum Brand Style Guide 
Stationary

Form A4 210 x 297 mm

The most important task of stationary is to communicate relia-
bility. That’s why its appearance is simplified. The logotype is the 
most important graphic element. Contact information is placed in 
the footer.

Title, company name and contact information: 
Fortum Sans Bold 9 / 15 pt. Kerning: Optical , 10

Example of printing on an  
C5 229x162 mm envelope

If a return address is used, it should be vertically centered  
on the flap of the envelope and left aligned as a text group.

Return adress: Fortum Sans Bold 8,5 / 13 pt.  
Kerning: Optical , 10

A possible message (invitation, offer etc) should be placed  
in the bottom-left corner of the envelope.

Message: Fortum Sans Bold 18 / 20 pt.  
Kerning: Optical , 10

35 mm

15 mm

17 mm

17 mm

14 mm

Fortum Corporation
P.O. Box 1, 0048 FORTUM, Finland
www.fortum.com

Fortum Corporation
P.O. Box 1, 0048 FORTUM, 
Finland
www.fortum.com

Lorem ipsum

35 mm

13 mm

10 mm

Centered

18 mm

15 mm 

15 mm 

Lorem ipsum

Fortum Corporation
P.O. Box 1, 0048 FORTUM, 
Finland
www.fortum.com

46 mm

39 mm
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Using brand 
assets

Print ads
Digital ads and banners
OOH (Out-of-home)
Posters
Roll-ups
Brochures and info sheet
Presentations 
Digital experience

in print and digital
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8:1Print adsFortum Brand Style Guide 
Using brand assets  
in print and digital 

Images are a powerful tool to build  
a trustworthy, energetic and customer  
friendly brand. Take advantage of images  
as much as possible in advertising. Use  
images in full bleed when possible. 

When images cannot be used, create vitality and  
joyfulness by using fresh and vivid Fortum colours  
in the corner element and in the background. 

Use Fortum font in advertising, heading in bold.

Headline
lorem ipsum
Nonse quo ipsam nus aceris rest, invellu ptatqui  
ea sam, quidigenis. fortum.fi

You can scale the corner element, but try to keep 
the height of the biggest box at least as high as 
the logo element.

Using the corner element is optional.

In tactical campaigns and in small size ads leave 
out the tagline element.

In smaller size texts recommended minimum 
size for text in ads is 6 pt. 

Bodycopy is recommended to be placed over  
the image with the heading

If the bodycopy is very long or will not be readable on an image use a coloured 
background underneath the bodycopy.

Enkelt, miljøvennlig, konkurransedyktig og med høy leveringssikkerhet

En grønnere framtid fordrer mange riktige 
valg av oss alle sammen. Ditt borettslags valg 
av energiløsning spiller en stor rolle for din 
lokale luftkvalitet, og for vårt felles klima.

Visste du at Fortum Oslo Varme leverer 
fossilfri og bekymringsløs fjernvarme? 
Dere kan være en del av løsningen! 

www.fortum.no

Kom igång med  
solpaneler. Enkelt.
Funderar du över att skaffa solpaneler? Vi kan hjälpa dig hela vägen 
– från det att du beställer till dess att panelerna sitter på taket och 
producerar solel. Vill du dela upp betalningen kan vi erbjuda en  
förmånlig finansieringslösning. Allt för att det ska vara så enkelt 
som möjligt för dig att ta hand om framtiden.
 
Gå in på fortum.se/sol redan idag.

Join the change
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8:2Digital ads and bannersFortum Brand Style Guide 
Using brand assets  
in print and digital

The digital material follows Fortum 
brand style

Build coherence with the other elements of a 
campaign by using the same colours and corner 
elements throughout the digital material.  
Separate functional elements like buttons from 
the corner element by using a different colour  
and shape as well as movement. 

Guidelines, elements and an extended colour 
palette for digital design (websites, custom appli-
cations etc) are available online in the Fortum 
Design System (access via guidelines.fortum.
com). 

Campaign websiteCarousel

Banners
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8:3OOH (Out-of-home)Fortum Brand Style Guide 
Using brand assets  
in print and digital

Simplicity is the key.

Outdoor is a fast medium. Don’t overesti-
mate the time the viewer will spend on it. 
Keep it easy to read, simple to understand 
but still engaging and interesting. 

On outdoor units the logotype is placed in 
the bottom right corner. Note that the logo 
should not be covered by the frames  
or get too close to the ground. 

Pipe_10000x1100.indd   2 15/02/2019   11.10

Airport ads
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8:4PostersFortum Brand Style Guide 
Using brand assets  
in print and digital

A mix of outdoor and print ads. 

Keep it easy to read, simple to understand but still engaging and 
interesting. Use the possiblity to deepen the message wisely. It 
should be short, clear and to the point.

On posters the logotype is placed in the bottom right corner. If you 
use frames on the wall, note that the logo should not be covered 
by the frames.

For a cleaner 
world

For a cleaner 
world
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8:5Roll-upsFortum Brand Style Guide 
Using brand assets  
in print and digital

Choose the picture wisely. 

Due to the vertical and narrow shape of the 
roll-up, the choice of imagery is crucial. It should 
not only convey the message but it should also fit 
the challenging format.

On roll-ups the logotype is placed on the top left 
corner to get the best visibility.

The logotype should not overlap the center of  
the roll-up.

For a 
cleaner 
world

For a 
cleaner 
world

For a 
cleaner 
world
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8:6Brochures and info sheetFortum Brand Style Guide 
Using brand assets  
in print and digital

Brochures follow the same visual style as other 
material. Use Fortum Sans font, Fortum images 
and brand colours.

There are templates for following brochures:

- A general brochure 4 pages in size A5 
- A general brochure 4 pages in size A4 
- A 2 paged infosheet in size A4 

Templates for these brochures are available  
in guidelines.fortum.com.

Infosheet

Brochure

Fortum Energy Review, November 2019 

Differences and harmonisation 
opportunities in the operations of 
the Nordic TSOs

From national 
to regional 
grid planning

From national to Nordic 
transmission system operations

F ortum is a true Nordic elec-
tricity company with a pres-
ence in all Nordic and Baltic 
price areas through electricity 
production and/or consump-

tion. We are a strong advocator for a 
fully harmonised Nordic regional elec-
tricity market, as we – through our geo-
graphical presence – are  able to witness 
the Nordic benefit (“Nordisk Nytta”) that 
the common electricity market delivers 
every day to our societies. The Nordic 
electricity market enables the imple-
mentation of the Nordic countries’ high 
ambitions for climate neutrality, energy 
transition and electrification of indus-
tries at a lower cost than if each country 
were to optimise the electricity market 
from a national perspective. 

Fortum favours an efficient, compet-
itive and market-driven regional power 
market where producers and consumers 
have an equal level playing field relat-
ing to market operations and market 
access. Fortum’s own experience and this 
report show, however, that this objec-
tive is currently not fully materialised. 
A level playing field is not always equal 
throughout the regional market because 

Foreword

transmission infrastructure and system 
operations are often optimised differently 
in the various Nordic countries. 

This report, written by Pöyry on 
Fortum’s assignment, reveals that the 
Nordic Transmission System Operators 
(TSOs) have different historical and oper-
ational perspectives. Grid investments 
are primarily driven by national interests 
and prioritisation. Even in joint projects 
where Nordic cost-benefit methodology 
is used, national interests often take 
precedence over common benefits. There 
are also clear differences in the approach 
to the existence and management of 
congestion in the transmission grid. In 
addition, present balancing tools are 
not harmonised across the Nordic TSOs. 
Finally, the transparency of information 
about the market is not disclosed in a 
systematic way across the TSOs. 

Many of the differences can be 
explained by the fact that the legislative 
framework for regulating TSO obligations 
is not the same across the Nordic coun-
tries, and hence there is room for national 
perspectives and interpretations. 

Fortum's assessment, based on the 
findings of the report, is that there are 

still many harmonisation opportunities 
for Nordic grid operations and planning. 
Fortum believes that farsighted and trans-
parent grid planning decreases the uncer-
tainty of investment decisions for market 
participants as well as the overall cost of 
the energy transition and electrification of 
our industries. All Nordic countries aim to 
become climate neutral during the 2030s. 
This means thousands of megawatts of 
renewable energy investments requiring 
new grid infrastructure and better sys-
tem operation so as to not endanger the 
energy transition.

Fortum encourages the Nordic TSOs 
and Nordic policy makers to accelerate 
the harmonisation of operation and plan-
ning and to increase the overall co-oper-
ation inside the region, in order to ensure 
that the underlying physical infrastruc-
ture facilitates efficient energy markets 
and a cost-effective energy transition.

Fortum thanks Pöyry for writing this 
report and all the people interviewed for 
taking the time to share their thoughts. 
Fortum hopes this report will provide a 
good basis for continued discussion on 
enhancing the Nordic Electricity Market 
and Power System.

Fortum Energy Review 2019

Key Fortum messages based on the findings of the Pöyry report:

The internal electricity market with well-developed grid infrastructure, both internal and 
cross-border, is a key enabler for reaching climate neutrality by 2050 through energy 
transition and electrification. How the co-operation of transmission system operators 
evolves in the coming years will be of crucial importance if we are to reach these 
objectives as cost-efficiently as possible.

Fortum believes that the regional Nordic electricity market is a key enabler for the Nordic 
countries’ high ambitions for climate neutrality, energy transition and electrification at 
a lower cost than if each country were to optimise the electricity market from a national 
perspective. In order to realise the full potential of the Nordic electricity market, the 
Nordic countries should proceed from developing common market rules to harmonising 
the regional system operation and planning.

Our messages are primarily targeted to the Nordic policy makers, regulators, TSOs and 
other stakeholders, but they are equally applicable at the EU level.

• Energy transition and electrification will require 
significant strengthening of the regional grid trans-
mission system.

• Farsighted and transparent grid planning 
decreases the uncertainty of investment decisions 
for market participants and the overall cost of the 
energy transition and electrification.

• Enhancing and harmonising the TSO operations 
and regulations at the regional level requires strong 
political backing.

• A co-ordinated regional approach in grid planning 
should be based on top-down optimisation of grid 
development. The regional plan should be more 
than a compilation of national plans.

• The socio-economic benefits of grid investments 
should be assessed from the regional perspective 
rather than from the national perspective.

• Congestion revenues should be invested in grid 
development to reduce existing bottlenecks.

• A separate regional financing hub should be 
established where congestion revenues would be 
collected. These pooled resources should be used 
to remove bottlenecks from the most congested 
areas.

• There should be a clear target to decrease the num-
ber of price areas in the Nordic power market.

• Nordic balancing markets should be harmonised 
and the number of balancing market places 
reduced. Market access to balancing market places 
should be equal and technology neutral.

• Market information should be disclosed in a sys-
tematic and transparent way across the Nordic 
TSOs.

• The Nordic Regional Security Co-ordination (RSC) 
should be strengthened to be the real co-ordination 
centre for Nordic system operations and planning.
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Risut lämmittävät  
ruusuja enemmän. 
Kiitos risuista!
Tuotamme täällä uusiutuvalla,  
kotimaisella puupolttoaineella 
sekä hevosen kuivikelannalla  
lämpöä lähialueen asukkaille.

Autamme sinua  
energia-asioissasi!
Tarjoamme koteihin kaukolämpöä, sähkösopimuksia, sähköauton 
latausratkaisuja, aurinkopaneeleja sekä energiatehokkuuspalveluja.

Asiakaspalvelu 0200 19000 (pvm/mpm): ma-pe klo 8 – 17  
asiakaspalvelu@fortum.com

Kaukolämmön vikailmoitusnumero 0800 1 90090  
maksuttomasti 24/7

fortum.fi/kaukolampo

facebook.com/FortumSuomi

twitter.com/fortum_oyj

Asiakkaiden hukkalämpö hyötykäyttöön
Kaukolämpöverkkomme on avoin kaikille puhtaan energian  
tuottajille. Lidlin jakelukeskuksessa Järvenpäässä syntyy  
hukkalämpöä, jonka ostamme ja hyödynnämme kaukolämpönä 
lähiasukkaille.

Kaukolämmön hiilidioksidin  
ominaispäästöt 0 g CO2/kWh
Myymämme kaukolämmön hiilidioksidin ominaispääs-
töt Järvenpäässä ja Tuusulassa ovat 0 g CO2/kWh 
(standardin SFS-EN-15316-4-5 mukaan).

Tuotamme energiaa järkevästi ja puhtaasti

Tuotamme Järvenpään voimalaitoksella kaukolämpöä noin 34 000 
asukkaalle Järvenpäähän ja Tuusulaan. Lisäksi tuotamme sähköä lähes 
30 000 kotitalouden kulutuksen verran. Kaukolämmön ja sähkön tuot-
taminen samanaikaisesti on energiatehokasta, sillä yhteistuotannossa 
polttoaineen energiasta pystytään hyödyntämään lähes 90 %.

Tavoitteenamme on lämmittää kaikki kodit uusiutuvalla kaukolämmöllä 
jo 2020-luvulla. Jo nyt hyödynnämme Järvenpäässä ja Tuusulassa met-
säteollisuuden puuhakkeen sekä myös hevostallien kuivikelannan, jotka 
tuottavat palaessaan puhtaampaa lämpöä. 

Voimalaitokselle toimitetaan arkipäivisin noin 35 autokuormallista 
polttoainetta. Se tulee lähialueelta, enintään sadan kilometrin päästä. 
Paikallisen metsähakkeen käyttö hyödyttää lähialueen metsänomistajia 
ja korjuu-urakoitsijoita. Fortum HorsePower -palvelu auttaa lähialueen 
hevostalleja ja samalla voimalaitokselle saadaan hevosen kuivikelannasta 
hyvää polttoainetta. 

Laitoksella työskentelee tuotannossa 14 henkilöä. Laitoksen vuosituotan-
to on noin 280 GWh lämpöä ja noin 130 GWh sähköä.

Kaukolämpöä Keski-Uudellamaalla jo 40 vuotta 
Kaukolämpö on huoleton lämmitysmuoto, joka lämmittää  
varmasti vuosikymmenten ajan. Ensimmäinen asiakas  
Tuusulassa, As Oy Hyrynvietto, liitettiin kaukolämpöön 
23.1.1979.



Visit guidelines.fortum.com for digital guidelines, images, logos and templates.

8:7PresentationsFortum Brand Style Guide 
Using brand assets  
in print and digital

Always use the most current Powerpoint template in Kameleon or 
Office365 (Fortum_widescreen). There are two fonts as default: 
Arial and Fortum Sans. You can change the font under Design > 
Themes.

When using Fortum Sans, embed the fonts in the file  
(File > Options > Save > Embed fonts in the file >  
Embed all characters).

Driving the change 
for a cleaner world

Weare Fortum
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Fortum in the EU

9966%%
Fortum total

5599%%

Our carbon exposure is among the lowest in Europe

6

Specific CO2 emissions of major utilities in Europe, g CO2/kWh electricity, 
2018

Note: All figures, except "Fortum total", include only European power generation. For some companies the PwC figures might also include 
heat production. Fortum's specific emissions of the power generation in 2019 in the EU were 27 g /kWh and in total 183 g/kWh.
Source: PwC, December 2019, Climate Change and Electricity, Fortum

Average 296

OOuurr bbuussiinneessss

We are an energy company
providing our customers with
electricity, heating and cooling as 
well as smart solutions to improve
resource efficiency.

OOuurr ccoorree ooppeerraattiioonnss

• Hydro and nuclear
• Combined heat and power

production
• Circular economy
• Energy-related products and 

expert services for consumers
and businesses.

OOuurr ssuussttaaiinnaabbllee ffooccuuss

96% of our electricity production is 
CO2 free in the EU, 59% in all
operations. 2/3 of our power
production is hydro and nuclear.

Whowe are

2

3

Fortum in brief

Header row

• Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit. 
Donec ligula. Sed sagittis
dolor in ipsum. Curabitur quis
est at wisi ultricies
scelerisque. Cras euismod. 
Fusce dignissim nibh sit amet
tellus. 

45 %

18 %

8 %

7 %

5 %

11 %

6 %
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Charts
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European power generation by energy source, % European heat production by energy source, %

7

Our European power and heat production

Note: Fortumʼs European power generation capacity 9,052 MW (hydro 4,677, nuclear 
2,821, CHP 831, condensing 565, wind 159)​ and heat production capacity 4,812 MW 
at the end of 2019​

European​
heat

production

99..11  TTWWhh

Waste, 29
Coal, 25
Biomass, 25
Natural gas, 8
Heat pumps, electricity, 7
Peat, 4
Others, 2

European​
power

generation

4466..88  TTWWhh

Nuclear power, 50
Hydropower, 43
Coal, 2
Biomass, 2
Waste, 1
Wind, 1
Natural gas, 1

Join the change!

Follow us:
www.fortum.com

twitter.com/fortum

linkedin.com/company/fortum

Additional links:

Energy efficiency and circular economy are 
among our most important sustainability priorities.

For 2020, we have decided to tighten our climate 
target for specific CO2 emissions from our total 
energy production by 10% to 180 g/kWh.

In 2019, our investments in hydro, wind and solar 
power, as well as bioenergy nearly doubled, and our 
total investments in CO2-free production increased to 
EUR 401 million.

5

Sustainable world and business
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8:8Digital experienceFortum Brand Style Guide 
Using brand assets  
in print and digital

The design of our digital material follows 
Fortum brand style. It is a combination 
of shapes, colours, spacing, animations, 
images, illustrations, icons and Fortum type-
face. 

Fortum Design System is a digital platform 
with guidelines, reusable components, 
design, content, code and UI patterns for 
designing digital material.

You can access Fortum Design System via 
guidelines.fortum.com.
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Using brand 
assets

Fortum offices
Workwear
Cars
EV Chargers
Packaging
Flags
Events
Signs

in production, vehicles, 
events and buildings
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9:1Fortum officesFortum Brand Style Guide 
Using brand assets in production,  
vehicles, events and buildings

When creating the interior for a Fortum office use Fortum 
colours on the wall paints and carpets. The glass walls of 
meeting rooms and glass doors have a special frosting and 
striping. There should be logo signs on the external walls. 
Inside there should be either 3D logos or logo stickers on 
each floor.

To add more Fortum feel, use plants, big images on the walls, 
curtains with Fortum colours, branded pillows with photos, 
messages and logo.

Install digital info screens in coffee corners and places 
where people can see them when passing by.
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9:2WorkwearFortum Brand Style Guide 
Using brand assets in production,  
vehicles, events and buildings

Fortum workwear 

When working in production, use of personal protective equip-
ment and safety apparatus is mandatory.

The colouring of the current workwear collection is dark blue 
with yellow for high visibility. Fortum logo in Optimistic Green is 
embroidered on the back and on the front on the right side. On 
the left side there is a place for a name tag. The workwear should 
be ordered from our corporate supplier, more instructions on 
intranet.

Please note that our corporate supplier has the copyright for 
this workwear. If you produce workwear locally, don’t make 
an exact copy of the design.

5252
52

LE
IJO
NA

Name Lastname
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9:3Electric vehicles (EV)  
and other company cars

Fortum Brand Style Guide 
Using brand assets in production,  
vehicles, events and buildings

Fortum cars are preferably white with  
a special striping. When designing and  
installing the striping, pay attention to the 
placement of the logo, it should never be cut 
by a door or a window.

For regular passenger cars use the same 
striping but leave out the 100% electric text 
and replace Fortum Charge & Drive logo (on 
the right-side door and front) with Fortum 
Join the change logo (the same as in the driv-
er’s door). 

The vehicle used at production sites have 
Fortum logos.

100% electric

100% electric
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9:4Transport vehiclesFortum Brand Style Guide 
Using brand assets in production,  
vehicles, events and buildings

The colour for trucks and vans is preferably  
Optimistic Green or white.  

On a white van, use a green logo on the sides. 
Note that the logo shouldn’t cut by doors or 
windows.

When branding trucks for Recycling and Waste 
business, use “For a cleaner world” text and  
recycling symbol to strengthen the message.
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Viisas pääsee granommalla. grano.fi
26.1.2018 
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Viisas pääsee granommalla. grano.fi
26.1.2018 

Fortum / 30670575
PAT-948

Viisas pääsee granommalla. grano.fi
26.1.2018 



Visit guidelines.fortum.com for digital guidelines, images, logos and templates.

9:5Fortum Brand Style Guide 
Using brand assets in production,  
vehicles, events and buildings

EV Chargers

Chargers should be painted in white or green and striped with 
Fortum Charge & Drive -logos and user instructions. Use the logos 
straight on the surface without any coloured boxes. If the charger 
has lights, change them to Optimistic Green if possible.

Use the round sticker in chargers for housing associations and 
home chargers with the customer service phone number.

Sticker

Logos

Sheds

Chargers

BA
VinylVinyl

Customer service
00 123 4557
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When storing material in bins, containers or other 
type of packaging, the logo on the label is in the 
bottom right corner.

Label coloring can be any brand colour.

Examples of labels
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There are ready-made flags in two different colour versions:  
green logo on a white background and white logotype on  
Optimistic Green background. Both versions can be used  
side by side.

When producing other type of flags (beach flags, banners, 
streamers), use a white logo on a Forest Green background  
for the maximum visibility. 

Table pennants

Beach flag
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Events are important contact points for Fortum brand. To create 
Fortum brand experience even out of our own premises pay atten-
tion to the following:

• Visual design in invitations

• Fortum design in all possible: decorations, carpets,  
 napkins, flowers, table cloths, signs, colourful lights

• Use Fortum flags or beach flags by the entrance

• Use background walls, roll-ups, posters, show videos,  
 use Fortum melody to create atmosphere

• For interactive discussion use message wall

• Take care of sustainability: use recyclable material and  
 recycle waste

• Provide enough electricity for the guests: car charging,  
 mobile charging, sockets for laptops etc.
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Example

When producing illuminated signs for the  
buildings, follow these technical specifications.

Plexiglas GS 6h02 
(logo height <2500 mm)

Oracal 8500 063 + 
multi-wall polycarbonate sheet 16 mm 
(logo height between >2500-3500 mm)

Oracal 8500 063 + 
technical textile for large surfaces 
(logo height >3500mm)

White led 3000k

Ral 9006 silver

Trim cap chrome
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Consectetur

Adipisicing

ELIT SED DOS EUISMOD

TEMPOR INCID

TOIMISTO

IMATRA POWER PLANT

IMATRA POWER PLANT
Toimisto

Valvomontie 2 A 

IMATRA POWER PLANT
Toimisto

Valvomontie 2 A 

Entrance sign on a building wall 

Alternative: stainless steel sign  
engraved lettering

Consectetur

Adipisicing

ELIT SED DOS EUISMOD

TEMPOR INCID

IMATRA POWER PLANT

TOIMISTO

Horizontal centerTypography: Fortum Sans Bold 
Logotype colour: Optimistic Green, Pantone 7489 
Text colour: Forest Green, Pantone 5473

The logotype is centered and as large as possible,  
respecting the free zone.
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Puhdas 
kaukolämpö  
voi olla tosi 
syvältä.
Pian asiakkaamme saavat täältä, 
kilometrien syvyydestä, geotermistä 
lämpöä. Ostamme lämpöä kaikilta 
puhtaan energian tuottajilta.   
fortum.fi/avoinkaukolampo

9:11Signs at production or 
working sites

Fortum Brand Style Guide 
Using brand assets in production, 
vehicles, events and buildings

There can be area maps at the production sites 
or other signs to describe what is happen-
ing: how the hydro plant works, why there is a 
working site, what we are doing for a cleaner 
world etc.

Typography: Fortum Sans Bold 
Logotype colour: Optimistic Green 
Text colour: Forest Green Pahoittelemme häiriötä.

Työ valmistuu . 

Tiedustelut   . 

Rakennamme kaukolämpöverkkoa 
ja parempaa ympäristöä.

www.fortum.fi/rakennammekaukolampoa

KKaauukkoolläämmppööttyyöö
Puhdas
kaukolämpö
voi olla tosi
syvältä.
Pian asiakkaamme saavat täältä, 
kilometrien syvyydestä, geotermistä 
lämpöä. Ostamme lämpöä kaikilta 
puhtaan energian tuottajilta.

fortum.fi/avoinkaukolampo
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