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What did we do?



What did we do?

•  Crafted a manifesto and created a logo suite and variations 
for the new Saugatuck Public Schools Trailblazers

•  Developed an Identity Guide for consistent logo, color, and 
typography usage

•  Concepted a campaign and built a Brand & Campaign Guide 
to roll out the new brand

•  Delivered templates and final files for logo suite and 
variations, print, digital, outdoor, and social



What were the considerations?

The new Saugatuck Public Schools  
logo will be locally relevant, relatable to 
both current students and alumni and 
will portray a positive, uplifting image.

This logo will tell a story, inspire our 
students and community, and portray 
strength. The new logo will not 
reference any groups of people or 
specific cultures.



What were the considerations?

•  Do not reference any groups of people, specific cultures, or animals

•  Utilize the blue and orange brand colors

•  Refresh the block “S” and clearly define usage to maintain consistency 
moving forward (potentially limit usage of block “S” to athletics only)

•  During concepting, explore variations of the logo for: Academics and 
Athletics, as well as adaptations for Middle/Elementary schools, etc.

•  Elevate the voice—develop a strong, inspiring voice and define how  
the new logomark tells a story



Manifesto



At Saugatuck Public Schools, we lead,  
we explore, and we learn, together.

And while we’re forging our own paths, we 
move forward as one. In the classroom, on  
the field, on stage, and in our community, we  
give everything we have, because together,  
we are Trailblazers.

And Trailblazers lead the way.

Manifesto



Logo Suite



Crest – Primary



Compass Rose – Secondary Block S – Tertiary



Identity Guide
COLOR

FILE TYPES

EPS & SVG

These fi les are vector-based and may be scaled 
without distortion or loss of clarity.

These fi le types support transparency and are ideal for 
use in print (EPS) and digital (SVG) mediums. Consider 
EPS fi les to be the master fi les.

PNG & JPG

These fi les are raster-based and may not be upscaled 
without distortion or loss of clarity. While PNG format 
supports transparency, JPG format does not.

PNG and appropriate JPG fi les are to be used in digital 
mediums only. White and reverse logos do not exist 
in JPG format, and spot-color logos do not exist in 
either format.

CLEARANCE

Clearance space around each logo and 
between the logomark and logotype is 
equal to the size of the “S” character 
from the word “Saugatuck.”

Compass Rose (Secondary)
Use for athletics only.

Block S (Tertiary)
Use when necessary.

LOGO SUITE

Crest (Primary) Use for individual schools, district, 
alumni association, and academics.

Logomarks may 
be used with or 
without logotype.

Multiple variations are 
available for individual 
schools, academic 
subjects, and sports.

Logomark

Logotype

.75 in.Print .125 in.

MINIMUM SIZE

100pxDigital

.75 in.

100px 25px

Saugatuck Public Schools Identity Guide August 2021 Prepared by

Sunset 
164 C

Lake
647 C

HEX #FF7F41
RGB 255 127 65
CMYK 0 59 81 0

HEX #236192
RGB 35 97 146
CMYK 88 52 3 12

Basalt
Black 6 C

Gull
White (Paper)

HEX #000000
RGB 0 0 0
CMYK 60 40 40 100

HEX #FFFFFF
RGB 255 255 255
CMYK 0 0 0 0

MISUSE

Do not stretch or skew the logo.

Do not rotate or fl ip the logo.

Do not apply a stroke or outline to the logo.

Do not apply a drop shadow to the logo.

Do not apply fi lters or eff ects to the logo.

Do not add/remove elements to/from the logo.

Do not use the logo with competing colors.

Do not use the logo on low-contrast images.

Do not use the Crest for athletics.

Do not use the Compass Rose for individual schools, 
the district, alumni association, or academics.

Do not use the logo in unapproved colors.



Rollout



SaugatuckPublicSchools.com

I AM A
TRAILBLAZER

SaugatuckPublicSchools.com
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Print



I AM A
TRAILBLAZER

Learn More

WE ARE
TRAILBLAZERS

Learn More

I AM A
TRAILBLAZER

Learn More

I AM A
TRAILBLAZER

Learn More

Social / Outdoor / Digital



Campaign Guide
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The contents of this guide have 
been built as direction for the 
August 2021 launch campaign and 
brand rollout.

It’s recommended that campaigns 
be refreshed every 1–3 years.

For more specifi cs on the SPS 
identity, please refer to the 
SPS Identity Guide.

AT SAUGATUCK PUBLIC SCHOOLS, WE LEAD, 
WE EXPLORE, AND WE LEARN, TOGETHER.

AND WHILE WE’RE FORGING OUR OWN PATHS, WE 
MOVE FORWARD AS ONE. IN THE CLASSROOM, ON 
THE FIELD, ON STAGE, AND IN OUR COMMUNITY, WE 
GIVE EVERYTHING WE HAVE, BECAUSE TOGETHER, 
WE ARE TRAILBLAZERS.

AND TRAILBLAZERS LEAD THE WAY.

MANIFESTO 01 LOGO SUITE

Three logos make up the 
SPS logo suite:

Crest
In this mark, a bolt-like trail represents 
inspiration, intuition, and an “S.” The trail 
points to a shape representative of the sun 
sett ing over the Kalamazoo river, illustrating 
direction and guidance. These elements 
are contained within a Reuleaux triangle, 
a recognizable shape often used to mark 
trails along the U.S. National Trails System.

Compass Rose
A traditional symbol of direction and 
wayfi nding, compasses have long been used 
to convey the idea of education. This mark 
takes a classic, 8-point nautical compass 
rose illustration and stylizes it to be ownable 
and fresh.

Block S
This updated take on SPS’ original block “S” 
keeps the integrity of the original and allows 
for one- and two-color uses in a variety of 
sizes and colorways—without the need to 
overtly change the mark itself.

Primary
Use for individual schools, district, alumni 
association, and academics.

Secondary
Use for athletics only.

Tertiary
Use when necessary.
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APPLICATION

Academics
The Crest should be used for Academics 
applications. The logomark may be separated 
from the logotype.

Athletics
All athletic applications should utilize the Compass 
Rose. The above graphic, built from deconstructed 
compass points, may also be used.

03

These examples illustrate how 
the brand can be used in application.

When building touchpoints, it’s 
important to stay as consistent 
as possible. Following the rules 
laid out in this guide and the 
SPS Identity Guide will help maintain 
cohesion, and create a memorable, 
recognizable brand.

When choosing colors for apparel, 
uniforms, etc., use of pre-existing 
material and fabric colors is 
acceptable, as long as the selection 
made is as close as possible to a 
Pantone from the color palett e.

COLOR

Sunset 
164 C

Lake
647 C

Basalt
Black 6 C

Forest
625 C

Limestone 
Black 6 C (10%)

Sky
637 C

Gull
White (Paper)

Dune
475 C

Warmth
475 C (25%)

HEX #FF7F41
RGB 255 127 65
CMYK 0 59 81 0

HEX #236192
RGB 35 97 146
CMYK 88 52 3 12

HEX #000000
RGB 0 0 0
CMYK 60 40 40 100

HEX #507F70
RGB 80 127 112
CMYK 66 21 49 22

HEX #E5E5E5
RGB 229 229 229
CMYK 9 6 7 0

HEX #4EC3E0
RGB 78 195 224
CMYK 60 0 2 0

HEX #FFFFFF
RGB 255 255 255
CMYK 0 0 0 0

HEX #F3CFB3
RGB 243 207 179
CMYK 0 15 23 0

HEX #FBF2EB
RGB 251 242 235
CMYK 1 4 6 0
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The SPS brand’s primary colors are 
orange (Sunset), and blue (Lake.)

Black (Basalt) is a color that will also 
appear often, especially in print, as it 
is used for text.

The other colors in the palette 
are complementary, and can be 
used to add variety. However, they 
should never overtake or replace 
the primary palett e.

GRADIENTS 05

A nod to the sunset in the SPS Crest, 
these gradients are inspired by 
Saugatuck sunsets, blowing wind, 
and cresting waves. Made up of 
blends of the SPS brand colors, this 
family of gradients creates depth 
and movement.

Together, they help build a fl exible, 
ownable system that ensures a fresh 
look across a wide range of assets.

TYPOGRAPHY

Presicav Heavy is the SPS brand’s 
primary typeface. It may be used 
outlined or fi lled, in all caps for 
large to medium headings and 
subheads. It may also sparingly be 
used in paragraph form for brand 
messaging such as the manifesto.

Space Grotesk is SPS’ secondary 
face. It is intended to complement 
Presicav Heavy in the form of small 
subheads and body copy. It may be 
used in Regular or Bold.

AaBbCcDdEeFfGgHhIiJjKkLlMmNn
0123456789!@£$%^&*()_+[]“‘{}«\

ABCDEFGHIJK
ABCDEFGHIJK
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A
Meter Limit on Strokes 
should be set to 1 to 
avoid collision points.

Stroke weights should 
grow proportionally 
as type scales.

D
Presicav Heavy 
may be used 
outlined or fi lled.

PHOTOGRAPHY

Photography should be warm and 
authentic to both the Saugatuck 
community and schools. Emphasis 
should be on images that are inclusive 
and refl ective of a wide range of people, 
activities, environments, and studies.

Subjects should be engaged, inspired, 
focused, and/or joyful.

Backgrounds should be simple, utilizing 
shallow depth of fi eld or simple colors 
that tie back to the SPS color palett e.

Environments can be in the classroom, 
on the fi eld, on a school trip, or even at 
home, provided the activity in the scene 
is education-related.

Color should be adjusted as needed to 
achieve a similar tonality and saturation, 
consistent with the images shown 
throughout this guide.

07 PRINT

The brand campaign uses the 
headlines “I am a Trailblazer” and 
“We are Trailblazers” across all 
tactics. The intent of this campaign 
is to raise awareness and get 
students, staff , and the Saugatuck 
community excited about the new 
name and branding.

Print ads are composed of a gradient, 
student image, white overlapping text, 
and a white logo.

Familiar yet fresh, the updated colors 
are communicated through the 
gradients, enveloping the students in 
a swirling blend of orange and blue.

When creating ads for half- or quarter-
page applications, cues can be taken 
from digital and outdoor layouts.

SaugatuckPublicSchools.com

I AM A
TRAILBLAZER

SaugatuckPublicSchools.com

I AM A
TRAILBLAZER

SaugatuckPublicSchools.com

I AM A
TRAILBLAZER

SaugatuckPublicSchools.com

I AM A
TRAILBLAZER

Gradient

+ +

Image Text & Logo

08 DIGITAL

Digital ads take on a similar look and 
feel to the print ads—mimicking the 
layouts wherever possible, adjusting 
where necessary.

When creating ads for more vertical 
or horizontal applications, cues can 
be taken from the outdoor layouts.

Key elements to keep consistent are:

Text and/or Logo Overlap
These create a contemporary layered feel 
and subtly reinforce concepts of creativity 
and outside-the-box thinking.

Gradient Borders
Borders around the photography allow 
gradients to be more visible, and create 
space for overlapping elements.

Gradient Feathers
This is the fade that is applied to the 
photography, allowing some of the 
gradient to show through. This allows for 
more legibility of overlapping elements.

I AM A
TRAILBLAZER

Learn More

WE ARE
TRAILBLAZERS

Learn More

I AM A
TRAILBLAZER

Learn More

I AM A
TRAILBLAZER

Learn More

Gradient

+ +

Image Text & Logo
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I AM A
TRAILBLAZER

Learn More

OUTDOOR

Outdoor boards should remain 
simple, utilizing the same elements 
as print and digital executions.

For this more horizontal application, 
student images should be larger 
and more focused on faces. Text 
maintains a small overlap, with the 
logo remaining clean and legible over 
a gradient that visibly includes both 
orange and blue.

Photography maintains a 
gradient feather to allow some 
additional color to show through. 
Contrast should be considered 
across campaign photography, 
particularly to ensure legibility of 
overlapping elements.

I AM A
TRAILBLAZER+ +

Gradient Image Text & Logo
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SOCIAL

The campaign look and feel can be 
carried across social for a cohesive 
look and brand experience.

Social cover photos and headers 
still utilize the same elements as 
the print, digital, and outdoor ads, 
but take on a diff erent layout.

Since they live beyond the current 
campaign, profi le images should 
use the primary 2-color Crest 
logomark. Because profi les include 
the SPS name and information 
alongside the image, the logotype 
may be excluded to allow the mark 
to be larger in the space.

Messaging from the manifesto 
should be outward-facing, and can 
be used in About and Bio sections.
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Prepared by Next Creative Co. 
Have questions or need help?

hello@welcometonext.com



Thx.


