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3 Introduction

 Welcome to our brand identity guide.
Our guide will help you to 
understand a little more about us.
It will give you all the tools you 
need to help us communicate 
our brand consistently.

  

 
 

FSRH brand identity guidelines



FSRH brand identity guidelines

4 Brand framework

What 
drives us?

An effective brand identity is born out  
of a clear articulation of the purpose, spirit 
and personality of the brand. We call this  
a brand framework.
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5 A bit about us 

 

 

 
 

Sexual and reproductive 
healthcare (SRH) is a human right. 
We are the largest UK professional 
membership organisation working 
at the heart of SRH, supporting 
healthcare professionals to deliver 
high quality care.
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7 A bit about us 

  
   

 

Our purpose
To shape sexual and 
reproductive health for all.

Our vision
A world where quality sexual
and reproductive healthcare 
is accessible to all.

6
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15 Our voice

Approachable 
Informative

Empathetic

Helpful

Evidence-based

Clear

7

Our FSRH voice is our 
personality (what we say), 
which tends to stay the 
same. Our tone (how we 
say it) may vary slightly 
based on the audience we 
are talking to.

For more information, read 
our tone of voice guide.

https://www.notion.so/Style-guide-7b5ae6d247034a7dbc7b91e6bcee9b5e
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17 Identity elements

So what do  
we look like?

Our identity is a design scheme composed  
of a number of elements that come together  
to create a distinctive look and feel, making  
the FSRH brand instantly recognisable. 
The following pages guide you through the  
core elements. They will assist you in designing  
and producing compelling communications  
with a high degree of creative flexibility.

8
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Our logo 
Core logo

 

Greyscale logo

Introducing our logo. 

Our current bold FSRH triangle is 
eye-catching and helps us stand 
out from the crowd. 

The triangle’s central converging 
point represents how we are 
always at the heart of SRH.

Wherever possible the full 
colour logo should be used and 
be placed on a white or light 
grey background (for colour 
values see p 16). In special 
circumstances where colour 
printing is unavailable the grey-
scale logo may be used. 

9
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Our logo should be given room  
to breathe.

To ensure our logo remains prominent  
and easy to read, a minimum amount  
of clear space around the logo equal  
to the hight of the capital ‘F' should be 
kept free of  any other visual elements.

Our logo 
Exclusion zone

10
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Our logo should sit proudly in the  
top left corner of any communications 
we produce, with equal spacing to the 
left and above.

It should be reproduced at these sizes 
on standard paper formats, both portrait 
and landscape orientation. For any other 
formats choose the nearest size and for 
large scale events or banners, simply scale 
up proportionally.

Nemo enim ipsam voluptate 
quia voluptas sit aspernatur 
aut odit aut fugit
Sed ut perspiciatis unde omnis iste natus error sit voluptatem accusan
tium doloremque laudantium, totam rem aperiam, eaque ipsa quae ab 
illo inventore veritatis et quasi architecto beatae vitae dicta sunt explicabo. 
Nemo enim ipsam voluptatem quia voluptas sit aspernatur aut odit aut 
fugit, sed quia consequuntur magni dolores.

Eos qui ratione voluptatem sequi nesciunt. Neque porro quisquam 
est, qui dolorem ipsum quia dolor sit amet, consectetur, adipisci velit, sed 
quia nonnumcorporis suscipit laboriosam, nisi ut aliquid ex ea commodi 
consequatur? Quis autem vel eum iure r veniam, quis nostrum exercitationem 
ullam corporis suscipit laboriosam, nisi ut aliquid ex ea eprehenderit qui in ea 

Our logo 
Size and positioning

A
(All dimensions in mm)

Minimum size

Nemo enim ipsam voluptate 
quia voluptas sit aspernatur 
aut odit aut fugit
Sed ut perspiciatis unde omnis iste natus error sit voluptatem accusan
tium doloremque laudantium, totam rem aperiam, eaque ipsa quae ab 
illo inventore veritatis et quasi architecto beatae vitae dicta sunt explicabo. 
Nemo enim ipsam voluptatem quia voluptas sit aspernatur aut odit aut 
fugit, sed quia consequuntur magni dolores.

Eos qui ratione voluptatem sequi nesciunt. Neque porro quisquam 
est, qui dolorem ipsum quia dolor sit amet, consectetur, adipisci velit, 
sed quia nonnumcorporis suscipit laboriosam, nisi ut aliquid ex ea 

Nemo enim ipsam voluptate 
quia voluptas sit aspernatur 
aut odit aut fugit
Sed ut perspiciatis unde omnis iste natus error sit voluptatem accusan
tium doloremque laudantium, totam rem aperiam, eaque ipsa quae 
ab illo inventore veritatis et quasi architecto beatae vitae dicta sunt 

A
A

8

8 

Print  mm

Digital:  px

11
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Our logo 
Grid positioning

Nemo enim ipsam voluptate 
quia voluptas sit aspernatur 
aut odit aut fugit
Sed ut perspiciatis unde omnis iste natus error sit voluptatem accusan
tium doloremque laudantium, totam rem aperiam, eaque ipsa quae ab 
illo inventore veritatis et quasi architecto beatae vitae dicta sunt explicabo. 
Nemo enim ipsam voluptatem quia voluptas sit aspernatur aut odit aut 
fugit, sed quia consequuntur magni dolores.

Eos qui ratione voluptatem sequi nesciunt. Neque porro quisquam 
est, qui dolorem ipsum quia dolor sit amet, consectetur, adipisci velit, 
sed quia nonnumcorporis suscipit laboriosam, nisi ut aliquid ex ea 
commodi consequatur? Quis autem vel eum iure r veniam, quis nostrum 
exercitationem ullam corporis suscipit laboriosam, nisi ut aliquid ex ea 
eprehenderit qui in ea voluptate velit esse quam nihil molestiae coem 
oluptas nulla pariatur?

x

x

xx

Alignment of the grid and other  
design elements are determined  
by the position of our logo.

Whenever our logo appears within  
a layout, the top and left hand margins 
should align with the beginning of the  
logo wordmark. The remaining right  
hand and bottom margins should be  
equal to the distance above and to the  
left of the logo (x).

12
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Our logo 
Descriptors

In addition to our core logo, a lock-up has been
created to include various descriptors that can
be used when our brand requires further explanation.

Never try to recreate the logo descriptors.
Only artwork supplied by FSRH should be used.

Greyscale descriptors have also been created
for when colour printing is unavailable.

 

 
 

Our relationship to RCOG
Use only in specific cases:

▸  International promotion e.g. international 
 work, projects or qualifications.

▸  On any official communication e.g. with Charity 
 Commission, Companies House, AGM etc. 

▸  Where being part of the RCOG is considered 
 a useful part of the promotion (check with the 
 marketing team).

Our endorsement logo
Use only in association with our endorsement scheme.

Our full logo
Primary logo. Use on all marketing materials, 
with exceptions below.

Our acronym
Use only where space is an issue – e.g. social 
media collateral, banners, speaker podiums.

13
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In partnership with

Our logo 
Descriptor position

Option 

Option 

The descriptor can either be used  
as the provided lock-up (option ) or 
separated from the logo to sit in-line  
and on the grid (option ).

For option  the proportions must  
be retained from the original lock-up.

14
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24 Our logo 
Do not...

...distort  
Never stretch, screw, rotate, crop or 
manipulate the logo in any way

 

...amend 
The relationship between the triangle
and the logotype should never change.

 

...embellish 
Do not add any effects, drop shadows
or outlines to the logo.

 

...recreate 
Never attempt recreate the logo with a 
different typeface. 

...recreate the descriptor lock-ups 
The logo descriptors should only be used as
outlined on page 23

 

...recolour
The only exception is when colour printing 
is unavailable. In this instance a greyscale 
version of the logo is available for use.

 

...place on coloured backgrounds 
The logo should only be placed on a coloured 
background if no alternative. Ensure that it 
contrasts enough with our logo or is faded so 
that our logo does not get lost.
Please check with the marketing team? 

 

...place on top of imagery 
The logo should only ever be placed on 
a white or FSRH Light Grey background 
(see page 25 for brand colour palette).

 

15
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Our colour palette 
Brand colours

Light Grey 
C  M  Y  K  
R  G  B  
HEX F F F  
Pantone® Warm Grey 

Pink 
C  M  Y  K  
R  G  B  
HEX E6 E
Pantone® 

Black 
C  M  Y  K 
R  G  B 
HEX 
Pantone® Process Black

White 
C  M  Y  K  
R  G  B  
HEX FFFFFF 

Dark Grey  
C  M  Y  K 
R  G  B 
HEX B A
Pantone® Warm Grey 

Yellow  
C  M  Y  K 
R  G  B 
HEX F A
Pantone® 

Orange 
C  M 66 Y 1  K 
R  G  B 
HEX EB6E
Pantone® 

Red 
C  M 6 Y  K 
R  G  B 
HEX E
Pantone® 

Mid Grey  
C  M  Y  K 
R  G  B 
HEX 
Pantone® Warm Grey 

Colour balance

Our colour palette helps to give  
us a distinctive look and feel that  
is professional and approachable.

White and light grey should be  
used confidently to give the other  
colours and identity elements  
space to breathe. 

The use of black should be  
restricted to small details and  
text elements only.

16
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Our colour palette 
Gradients

WhitePink

Orange Yellow

Red Pink

We can use the gradients from  
our logo to help add warmth and 
richness to backgrounds and large  
areas of flat colour.

These are the only gradients that  
should be used and should always  
be made up of the colour values  
specified on p 16. 

17
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Lorem ipsum dolor sit amet,  
consectetur adipiscing elit, sed do  
ut labore et dolore magna aliqua.  
  Ut enim ad minim veniam, quis nostrud 

aliquip exea commodo. 
Duis aute irure dolor in reprehenderit i
voluptate velit esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non 
proident, sunt in. 
Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do 
ut labore et dolore magna aliqua. 

Excepteur sint occaecat cupidatat 

Our triangle 
How we can use it

Layer and tessellate to create graphic patterns.

As a holding device for text and imagery.

As a bullet point within text.

6 °

6 °

° interior angle.

Condimentum quis,  
semper velimar

 rolod muspi meroL“ 
sit consectetur adirte 
drerit tristique dunt  
eta nam at liber.” 

The triangle is at the heart of our  
visual identity.

We continue to use the triangle in  
various ways throughout our identity  
to strengthen the visual recognition  
of the brand.

What will my route through the 
redesigned Diploma look like?

Check you meet our 
redesigned FSRH 
Diploma (DFSRH) 
entry requirements.

Find a Faculty 
Registered Trainer 
(FRT) using our Find 
a Trainer map.

Type in your 
postcode or the 
location where you 
intend to train and 
contact a nearby 
trainer to check their 
availability and fees.

Once you have your 
FRT secured, you can 
apply for our DFSRH. 

There is a £250 fee 
which you will need 
to pay upfront  
when applying. You 
many also need to 
provide evidence  
to support your entry 
requirements. If 
accepted you will 
have access to our 
FSRH Training Hub  
to start your DFSRH.

Complete the  
DFSRH assessments 
within a maximum  
of two years. 

Your FRT will  
support you in 
completing your 
DFSRH assessments.  
Other learning is 
self-directed at  
your own pace.

Attend an Assessment 
Half-Day (AHD).

Dates will be 
advertised on our 
FSRH Training Hub  
or they may be 
organised within  
your place of work  
as part of your 
development. 

Fill out an evaluation 
form once you  
have completed  
your DFSRH.

We will use this 
feedback to 
continually improve 
the experience of 
future DFSRH 
candidates. 

Become a FSRH 
Diplomate member.

You will receive your 
DFSRH certificate and 
be able to use the 
DFSRH post-nominals. 
You’ll also gain 
continued access to 
our FSRH Training 
Hub and a range of 
membership 
resources. Current 
costs are £108/£54 
between July-Dec.

Up to 
2 years

For graphical icons.

18
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Our typeface 
Primary typeface

 Our typeface is Cera. 
An approachable font born from 
geometry, its circular shapes 
provide a welcome contrast and 
softness to our triangular identity.

 
 
 

Cera Medium
AaBbCcDdEeFfGgHhIiJjKkLlMm
NnOoPpQqRrSsTtUuVvWwXxYyzZz
£$%^&*()_+-={}[]:"|;'\<>?,./~!@ 

▸ ▹ ▶ ▷ ▾ ▿ ▼ ▽

Cera Light
AaBbCcDdEeFfGgHhIiJjKkLlMm
NnOoPpQqRrSsTtUuVvWwXxYyzZz
£$%^&*()_+-={}[]:"|;'\<>?,./~!@ 

 ▸ ▹ ▶ ▷ ▾ ▿ ▼ ▽

Weights 
Cera offers a wide range of weights   
to use but our favourites are Cera  
Medium for headings and Cera Light  
for body copy.

Kerning and tracking
The kerning should be set to ‘Metrics’  
and tracking set to ‘-20’.

Leading
The leading should always be pt larger 
than the type size. When using very large 
headlines the leading can be adjusted 
visually. For example, the text to the right 
is set to 40pt on 50pt leading.

Hyphenation
Automatic hyphenation should  
be switched off for your layout.

Justification
Word Spacing should be set to Minimum 
80%, Desired 80% Maximum 80%. 

System Fonts
In instances where only system fonts
are available we should use Arial Regular 
and Arial Bold.

Cera Bold
AaBbCcDdEeFfGgHhIiJjKkLlMm

Cera Thin
AaBbCcDdEeFfGgHhIiJjKkLlMm

Cera Black Italic
AaBbCcDdEeFfGgHhIiJjKkLlMm

Cera Regular Italic
AaBbCcDdEeFfGgHhIiJjKkLlMm

19
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Our photography style 
Principals

It is important we use high quality 
photography that connects us with  
our audience.

Where possible we should use real 
photography of our members, events 
and services, shot by a professional 
photographer, to prove we are always 
right in the heart of the action. 

The bad (below):

▸    Stock photography that looks  
staged or cheesy

▸    Erotic or crude imagery

▸    Photography with a strong use  
of off-brand colours 

▸    Doctors in white coats 
and stethescopes 

 
 

The good (above):

▸   

 

Photography that represents 
our members with real people 
from diverse backgrounds 
and ethnicities

 

▸    FSRH event photography 
documented by professional 
photographers

▸    If stock photography is used it 
should feel real and non-posed

▸    Imagery that is sensitive to the 
brand colour palette

20
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Our photography style 
Treatment

A

BPhotography can be presented  
in two ways:

A) Full colour 
B) With a colour filter

To achieve option B:

▸     Open the image in Photoshop  
and add a Black & White  
adjustment layer. 

▸     Above this, add a new layer  
and fill with one of our brand  
colours. Set the layer blending  
mode to 'screen'.

3021
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34 Design examples

Putting it  
all together.

This section demonstrates how to pull together  
all of the identity elements, showing you how  
to create a consistent look and feel across all  
the materials that you produce.

22
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35 Print 
Stationery

Dear Helen, 

Sed ut perspiciatis unde omnis iste natus error sit voluptatem accusantium 
doloremque laudantium, totam rem aperiam, eaque ipsa quae ab illo inventore 
veritatis et quasi architecto beatae vitae dicta sunt explicabo. Nemo enim ips
am voluptatem quia voluptas sit aspernatur aut odit aut fugit, sed quia consequ
untur magni dolores.

Eos qui ratione voluptatem sequi nesciunt. Neque porro quisquam est, qui 
dolorem ipsum quia dolor sit amet, consectetur, adipisci velit, sed quia nonnum
corporis suscipit laboriosam, nisi ut aliquid ex ea commodi consequatur? Quis 
autem vel eum iure r veniam, quis nostrum exercitationem ullam corporis suscip
it laboriosam, nisi ut aliquid ex ea eprehenderit qui in ea voluptate velit esse 
quam nihil molestiae coem oluptas nulla pariatur?

Yours sincerely

John Smith
Chairman, FSRH

Name Surname
First line of address
Second line of address
Third line of address
PO5T C0D3

Sarah Upali
Marketing Manager
10–18 Umion Street
London SE1 1SZ 
t. +44 (0)20 7724 5534
e. marketingmanager@fsrh.org
w. fsrh.org

23



Shaping Sexual 
and Reproductive 
Health for all

A beginners 
guide to FSRH

The Faculty of Sexual &
Reproductive HealthcareFSRH
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36 Print 
Brochure

Lorem ipsum dolor sit amet, 
consectetur adip iscing elit. Ut 
hendrerit eta tristiquet tin cidunt. 
Na at libero quis est faucibus 
ornare. Praesent eta tincidunt 
qui nequeer, commodo lobortis 
ex. Mauris semper sit amet ex 
venenatis gravida. Nunc effic itur 
sollicitudin justo, a mais metus 
semper sed. Vestibulum venenatis.

Tincidunt magna, eu scelerisque 
ante ili sis nec. Sed commodo diam 
ante, vitae mattis lacus aliquet at. 

In gravida consectetur eta ligu la 
tincidunt fermentum. Duis gravida 
quam id nisi hendrerit, vitae rut 
rum metus mol lis. Ut vitae sapien 
a urna lacinia qui ornare. Sed a 
urna id ligula vestiebulum lu ctus. 
Praesent iaculis ac ligula congue 
suscipit.  Ribi venenatis feugiat 
ewex et dignissim qui sit. Phaselus 
vulputate ornare vestibulum. Ae 
neaner pharetra od io consectetur 
vehicula porttitor. Mor bi ac purus 
porta, biendum lectus vitae, 
dignissim dolor. Su spendisse diam 
felis, condimentum vel ipsum veler, 
volutpat tempusi. Mauris nisl odio, 
qui faucibus et consequat rhoncus, 
suscipit eu tortor. Ut pretium varius 
nisl et fineghibus. Cras lacinia 
ac sem ac molestie. Maecenas 
atere egestas tellus. Spendisse 
enim mas sa, viverra non semper 
egestas, rhoncus sit amet dui. In 
mi dolor, graid eu condimen tum 
quis, semper vel mauris. Nulla risus 
libero, pretium miestie semper 
impe placerat sit amet sed magna. 
In fringilla sapien elit, nec eleifend 
tortor volutpa a. Duis et vulputate 
tortor, quis seermper diam. Nu lla 

10

We listen to 
our members

Section title

Condimentum quis, ili sis
semper velimar contor

 rolod muspi meroL“ 
sit consectetur adirte 
piscing elit. Utihene
drerit tristique tinci 
dunt eta nam at liber 
quis est faucibe.” 

8

Raising 
standards 
in SRH
Lorem ipsum dolor sit amet, 
consctetur adip iscing elit. Ut 
hendrerit tristiqueet tin cidunt. 
Na at libero quis est faucibus 
ornare. Praesent eta tincidunt 
nequeer, commodo lobortis 
ex. Mauris semper sit amet ex 
venenatis gravida. Nunc eff ic itur 
sollicitudin justo, a mais met us 
semper sed. Vestibulum venenis 
semper sit ame.s.

Tincidunt magna, eu scelerisque 
ante ili sis nec. Sed commodo 
diam ante, vitae mattis lacus 
aliquet at. In gravida consectetur 
ligu la tincidunt fermentum. 
Duis gravida quam id nisi qui 
hendrerit, vitae rut rum metus 
mol lis. Ut vitae sapi en a urna 
lacinia qui or. Sed a urna id ligula 
vestiebulum lu ctus. PraesenRibi 
venenatis feugiat ewex et 
dignissim qui sit dolor amet. 

Phaselus vulputate ornare 
vestibulum. Ae neaner pharetra 
od io consectetur vehicula 
porttitor. Mor bi ac purus port , 
biendum lectus vitae, dignissim 
dolor. Su spendisse diam felis, 

Tincidunt magna, eu scelerisque 
ante ili sis nec. Sed commodo 
diam ante, vitae mattis lacus 
aliquet at. In gravida consectetur 
ligu la tincidunt fermentum. 
Duis gravida quam id nisi qui 
hendrerit, vitae rut rum metus 
mol lis. Ut vitae sapi en a urna 
lacinia qui ornare. Sed a urna 
id ligula vestiebulum lu ctus. 
Praesent iaculis ac ligula congue 
suscipit.  Ribi venenatis feugiat 
ewex et dignissim qui sit dolor 
amet. 

Phaselus vulputate ornare 
vestibulum. Ae neaner pharetra 
od io consectetur vehicula 
porttitor. Mor bi ac purus port a, 
biendum lectus vitae, dignissim 
dolor. Su spendisse diam felis, 
condimentum vel ipsum veler, 
volutpat tempusi. Mauris nisl 
odio, qui faucibus et consequat 
rhoncus, suscipit eu tortor. Ut 
pretium varius nisl et fineghibus. 
Cras lacinia ac sem ac molestie. 
Maecenas atere egesta s tellus. 
Spendisse enim mas sa, viverra 
non semper egestas, rhoncus sit 
amet dui. In mi dolor, graid eu 

Section title Lorem ipsum dolar sit amet

Lorem ipsum dolar sit amet

Lorem ipsum dolar sit amet

Sellectuer amet dolor

%
%

%

Providing a voice 
for healthcare 
professionals

Section title

6

Lorem ipsum dolor sit amet, 
consectetur adip iscing elit. Ut 
hendrerit tristique tincidunt. Na 
at libero quis est faucibus ornare. 
Praesent eta tincidunt neque, 
commodo lobortis ex. Mauris 
semper sit amet ex venenatis 
gravida. Nunc effic itur sollicitudin 
justo, a mais metus semper sed. 
Vestibulum venenatis.

Tincidunt magna, eu scelerisque 
ante ac ilisis nec. Sed commodo 
diam ante, vitae mattis lacus 
aliquet at. In gravida consectetur 
ligula tincidunt fermentum. Duis 
gravida quam id nisi hendrerit, 
vitae rut rum metus mollis. Ut vitae 
sapien a ur na lacinia ornare. Sed 
a urna id ligula ve stibulum lu ctus. 
Praesent iaculis ac ligula congue 
suscipit.  Ribi venenatis feugiat ex 
et dignissim. 

Phaselus vulputate ornare 
vestibulum. Aeneaner pharetra 
od io consectetur vehicula 

porttitor. Mor bi ac purus porta, 
bibendum lectus vitae, dignissim 
dolor. Su spendisse diam felis, 
condimentume vel ipsum vel, 
volutpat tempus mi. Mauris nisl 
odio, fauci bus et consequat 
rhoncus, suscipit eu tortor. Ut 
pretium varius nisl et finibus. Cras 
qui lacinia ac sem ac molestie. 
Maecenas atere egestas tellus. 
Suspendisse enim massa, viverra 
non semper egestas, rhoncus sit 
amet dui. In mi dolor, graid eu 
condimen tum quis, semper vel 
mauris. Nulla risus libero, pretium 
miestie semper impe 

Rdiet, pretium eu sem. Aliquam 
id arcu ut nulla colore nsectetur 
placerat sit amet sed magna. In 
fringilla sapien elit, nec eleifend 
tortor volutpa a. Duis et vulputate 
tortor, quis semper diam. Nu lla 
metus qui quam, ornare in euismod 
ut, ornare et lor emer. Duis at 
neque purus. Curabitur ultreicies 
nunc a dapibus porttitor. Praesent 

Providing a voice 
for healthcare 
professionals

We believe that access 
to quality sexual and 
reproductive healthcare 
is a fundamental human 
right. That’s why, as the 
largest professional 
membership organisation 
at the heart of SRH, we 
are working together with 
our members and partners 
to shape better sexual 
health for all.
Lorem ipsum dolor sit amet, 
consectetur adip iscing elit. Ut 
hendrerit tristiqueet tin cidunt. Na 
at libero quis est faucibus ornare. 
Praesent eta tincidunt nequeer, 
commodo lobortis ex. Mauris 
semper sit amet ex venenatis 
gravida. Nunc effic itur sollicitudin 
justo, a mais metus semper sed. 
Vestibulum venenatis.

Tincidunt magna, eu scelerisque 
ante ili sis nec. Sed commodo diam 
ante, vitae mattis lacus aliquet 
at. In gravida consectetur ligu la 
tincidunt fermentum. Duis gravida 
quam id nisi hendrerit, vitae rut 
rum metus mol lis. Ut vitae sapien 
a urna lacinia qui ornare. Sed a 
urna id ligula vestiebulum lu ctus. 
Praesent iaculis ac ligula congue 

12

Section title

10

Building a 
thriving SRH
community

Condimentum quis, ili sis
semper velimar contor

 rolod muspi meroL“ 
sit consectetur adirte 
drerit tristique dunt 
eta nam at liber quis 
est consectetur adirte 
drerit tristique tinci 
dunt eta nam at liber 
quis est faucibe.” 

Section title

Lorem ipsum dolor sit amet, 
consectetur adip iscing elit. Ut 
hendrerit tristiqueet tin cidunt. Na 
at libero quis est faucibus ornare. 
Praesent eta tincidiunt nequeer, 
commodo lobortis ex. Mauris 
semper sit amet ex venenatis 

Condimentum quis, ili sis
semper velimar contor

 rolod muspi meroL“ 
sit consectetur adirte 
drerit tristique tinci 
dunt eta nam at liber 
quis est consectetur 
adirte drerit tristique 
tinci dunt eta nam at 
liber quis est faucibe 
faucibe at liber quis 
est adirte drerit.” 

Working together for 
the betterment of Sexual 
Reproductive Health

Section title

Lorem ipsum dolor sit amet, 
consectetur adip iscing elit. Ut 
hendrerit tristiqueet tin cidunt. Na 
at libero quis est faucibus ornare. 
Praesent eta tincidunt nequeer, 
commodo lobortis ex. Mauris 
semper sit amet ex venenatis 
gravida. Nunc effic itur sollicitudin 
justo, a mais metus semper sed. 
Vestibulum venenatis.

Tincidunt magna, eu scelerisque 
ante ili sis nec. Sed commodo 
diam ante, vitae mattis lacus 
aliquet at. In gravida consectetur 
ligu la tincidunt fermentum. Duis 
gravida quam id nisi hendrerit, 
vitae rut rum metus mol lis. Ut vitae 

sapien a urna lacinia qui ornare. 
Sed a urna id ligula vestiebulum 
lu ctus. Praesent iaculis ac ligula 
congue suscipit.  Ribi venenatis 
feugiat ewex et dignissim qui sit. 
Phaselus vulputate ornare 
vestibulum. Ae neaner pharetra 
od io consectetur vehicula 
porttitor. Mor bi ac purus porta, 
biendum lectus vitae, dignissim 
dolor. Su spendisse diam felis, 
condimentum vel ipsum veler, 
volutpat tempusi. Mauris nisl odio, 
qui faucibus et consequat rhoncus, 
suscipit eu tortor. Ut pretium varius 
nisl et fineghibus. Cras lacinia 
ac sem ac molestie. Maecenas 
atere egestas tellus. Spendisse 
enim mas sa, viverra non semper 
egestas, rhoncus sit amet dui. In 

Lorem ipsum dolor sit consectetur adipiscing elit. Ut hendrerit 
tristique tincidunt eta nam at libero quis est faucibus ornare. 
Praesent et tincidunt neque, commodo lobortis ex. Mauris 
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Joint BASHH / FSRH 
Annual Conference
Friday 17 January 2020 
London

Annual Scientific Meeting
Monday 20 – Tuesday 21 April 2020 
Brighton

Bookings will open soon.  
Visit www.fsrh.org/events

Save the date

Access up-to-date clinical standards  
and guidance

Recent clinical guidance
  Overweight, obesity and contraception
  Combined hormonal contraception
   Recommended actions after incorrect use 
of combined hormonal contraception

Recent service standards
  Joint FSRH/BASHH online and remote providers  
of SRH services
 Medicines’ management
 Consultations in SRH services

www.fsrh.org/standards-and-guidance

    A flexible approach 
Choose your Diploma learning and 
assessments in the order to suit you.

    Interactive learning, easily accessible 
Log-on and view content anywhere,  
at a time convenient to you. 

    Mentor and peer support 
Gain tailored advice from your Faculty  
Registered Trainer and support from a 
community of peers.

   A range of resources to support  
your learning 
Access content in a variety of formats 
to suit your learning style.

   Content tailored to the SRH workforce 
Our new Diploma curriculum is based  
on extensive feedback from healthcare  
professionals, our trainers, members  
and learners. 

Our new Diploma is 
launching in Spring 2020

Find out more at  
www.fsrh.org/newdiploma

Our new FSRH Diploma opens for applications in Spring 2020.  
It will offer candidates clearer learning pathways and interactive 
content via a learning management system.

What will our new Diploma offer?

Who is this for?
Our new Diploma is open to doctors, nurses, midwives and other suitable 
healthcare professionals, working in general practice, community and 
integrated services. 

18 November 2020, Online conference

Improved our standards, clinical 
guidance and digital content for 
members

  Published three new FSRH Clinical 
Standards, informing our doctor 
and nurse members about best 
practice and standards in SRH

 •  Service Standards on Obtaining 
Valid Consent in SRH Services

 •  Standards for Supporting Doctors’ 
Appraisal and Revalidation in SRH

 •  Service Standards for Medicines 
Management in SRH

  Produced two new FSRH Clinical 
Guidance documents, supporting 
members to provide effective  
SRH care

 •  Drug Interactions with Hormonal 
Contraception

 •  Contraception for Women Aged 
over 40

Increased our media profile and 
lobbied for key improvements to 
SRH provision

    Called for high-quality,  
factually-based, statutory 
relationships and sex  
education (RSE)

  The Government announced  
this would be mandatory in all 
secondary schools in England  
from 2020.

    Engaged with health ministers,  
MPs and decision-makers to 
improve access to safe abortion 
care in the UK

  Women will now be able to  
take the second course of 
medication for a medical abortion 
(misoprostol) at home in England, 
Scotland and Wales.

 
    Our CEO spoke alongside  

Shadow Secretary of State 
Jonathan Ashworth at the  
Labour party conference 

  This contributed to him calling  
for a reversal of cuts to Public 
Health and SRH in parliament,  
now official Labour Party policy.

    Outlined challenges to the delivery 
of SRH alongside the new Secretary 
of State Matt Hancock at the 
Conservative party conference

  This led to a confirmation by the 
Secretary of State to develop a 
women’s health strategy that 
addresses fragmented care, and  
to review viability of current 
commissioning arrangements. 

    Launched plans to implement  
our vision of patient-centred, 
holistic care in events in Scotland 
and Wales 

  These were attended by a number 
of healthcare ministers and figures, 
including the Scottish Public Health 
Minister Aileen Campbell; Alex 
Cole-Hamilton MSP, co-convener of 
the cross-party group on Sexual 
Health; and Dr Frank Atherton, Chief 
Medical Officer Wales.

  Generated a 101% increase in 
unique visits to our education and 
training website pages

 •  We invested in our website and 
blog/video content to share our 
members’ stories and provide a 
voice for the SRH sector. 

  Over 3800 
members viewed 
our webinars on 
demand, an 
increase of 21%  
vs 2017

v

v

delegates attended our 
FSRH conferences, 

contributing to their CPD 
and ongoing development

healthcare professionals 
worldwide completed our 
Contraceptive Counselling 

online course

candidates passed our  
eKA (electronic  
knowledge assessment)

doctors and nurses 
completed our  
Letter of Competence 
qualifications

awards from our 4-0-8 
Sheffield Fund were made 
to fund training for 
healthcare professionals

922

719

1204

3

Our year in numbers - qualifications, 
awards and events

966
nurses, GPs and healthcare 
practitioners attended our 

SRH Essentials courses

678

candidates passed 
our FSRH 
Membership exam

18
FSRH Diplomas 

awarded to doctors 
and nurses

551
Our members

Financial summary

Total income: £2,431,560

 87%  Diplomate
 1.5%  Member
 2%  Fellow
 8%  Associate
 1%  Affiliates
 0.5%  Honorary fellows

Find out more at www.fsrh.org/annualreview

 84%  Conferences and membership
 7%  Journal
 9%  Exams

2018 - what did we achieve?
Our annual review looks back at our achievements in 2018 
and how we have performed against our strategic objectives.

2018 was an exciting year for us. We 
reached the milestone of our 25th 
anniversary, improved our governance 
structure, developed new clinical 
guidance and standards, progressed 
our Diploma Review and re-launched 
our SRH Essentials one-day courses.  

We also had a number of SRH policy 
‘wins’ – from women in England, 
Scotland and Wales being able to  
take misoprostol at home, to a 
confirmation from the Secretary of 
State Matt Hancock to develop a 
women’s health strategy.

Our 
members

Total 
income

Total 
expenditure

 73%  Fees and subscriptions
 10%  Conferences and events
 5%  Journal
 5%  Exam fees
 1%  E-portfolio fees
 2%  Other income
 4%   Interest and dividend  

from investments
Total expenditure: £2,730,150

Annual review
Key achievements in 2018

Advice for women during Covid-19 
Accessing sexual and reproductive 
healthcare as lockdown eases

As we move into next phase of the pandemic, it is likely that sexual 
and reproductive health services will begin to offer access to a 
wider range of care than in the early stages of the pandemic. 
However, different forms of social distancing will remain in place for 
a number of months to come.

FSRH has recommended to healthcare professionals that the need 
for you to access care should be balanced with the continuing 
need to protect you as a patient, and the NHS, from risk of Covid-19 
infection. This means that for some types of non-essential care, 
whether and how you can access them will still vary depending on 
your local services, as well as on your own situation.

As ever, it’s important that you do access urgent care if you  
need it. You don’t have to wait until the pandemic is over – staff  
will make sure you can access care in a way that is safe and carries 
minimal risk of infection. If you are worried about accessing care, 
discuss your concerns with your care provider.

www.fsrh.org/women-advice-easing-lockdown 4

Now that society is beginning to 
normalise from the Covid-19 
lockdown, what care can I expect? 

3

“It’s important 
that you do 

access urgent 
care if you 

need it.”
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FSRH brand identity guidelines

Overview
Leaflets, booklets and advertising 



26

FSRH brand identity guidelines

Overview
Banners and social media graphics



FSRH brand identity guidelines

Contact

Any  
questions?

For any enquiries, please contact  
the FSRH Marketing team at:

E:   marketing@fsrh.org
T:   
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