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BRAND IDENTITY

LOGO, PRIMARY + SECONDARY

The purpose of this brand guideline is 

to unify all of Sexual Assault Services 

of Saskatchewan (SASS)’s visual 

communications and marketing materials. 

All of the design elements in this package 

form SASS’s visual identity and should 

be incorporated into all of its collateral 

across media and platforms.

The consistent use of these elements 

will not only ensure SASS puts forward 

a professional appearance, it will also 

create and enhance brand recognition 

with target audiences and partners, as 

well as in the province of Saskatchewan 

and nationally. 

SASS’s primary logo features 

four colours (turquoise, purple, 

cherry red, and orange), includes 

the organization’s acronym and 

full name, as well as a graphic 

device in the shape of an “s” 

tilted on an angle. 

This logo should be used first 

and foremost. If this is not 

possible (i.e. if the contextual 

colour or space does not allow 

for it), please use the secondary 

or horizontal version of the logo 

in its place. 

PRIMARY LOGO

HORIZONTAL/SECONDARY LOGO
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LOGO, VARIATIONS
PRIMARY LOGO 

The primary and secondary logos are available in a variety of colour 

combinations. It is important to know when to use the correct logo. 

As noted earlier, the primary logo should be used in every possible 

application. The logos displayed on the next pages represent all acceptable 

logo options for the main SASS brand.

The preferred way to use SASS’s primary and secondary logos is on a 

white/light background. If the logo must be used on a dark or coloured 

background the white, single-coloured version of the logo can be used.

Acceptable colour combinations

FULL COLOUR BLACK – WHITE BACKGROUND WHITE – BLACK BACKGROUND

WHITE – TEAL BACKGROUND WHITE – PURPLE BACKGROUND WHITE – CHERRY RED 

BACKGROUND

WHITE – ORANGE BACKGROUND
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LOGO, VARIATIONS CONTINUED

SECONDARY LOGO

Acceptable colour combinations

FULL COLOUR BLACK – WHITE BACKGROUND WHITE – BLACK BACKGROUND

WHITE – TEAL BACKGROUND WHITE – PURPLE BACKGROUND WHITE – CHERRY RED 

BACKGROUND

WHITE – ORANGE BACKGROUND
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LOGO + TAGLINE
SASS’s tagline is, “Giving a Voice. Shining a Light. Making a Change.” The following examples show 

how to use the logo and tagline together.

Acceptable colour combinations

You can also drop the text ‘Sexual Assult Services of Saskatchewan’ in the logo for a more minimal 

logo when using the tagline individually (or without the individual taglines.)

Acceptable colour combinations

FULL COLOUR LOGO 
WITH TAGLINE

BLACK WHITE – BLACK 
BACKGROUND

WHITE – TEAL 
BACKGROUND

WHITE – PURPLE BACKGROUND

FULL COLOUR LOGO - GIVING A 
VOICE

BLACK - GIVING A VOICE

FULL COLOUR LOGO - SHINING A 
LIGHT

BKACK - SHINING A LIGHT

FULL COLOUR LOGO - MAKING A 
CHANGE

BLACK - MAKING A CHANGE

WHITE – CHERRY RED 
BACKGROUND

WHITE – ORANGE BACKGROUND
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TAGLINE WITHOUT LOGO

WHITE – TEAL 
BACKGROUND

WHITE – PURPLE 
BACKGROUND

WHITE – ORANGE 
BACKGROUND

SASS can also use the tagline on its own without the logo. This should always be used with 

turquoise, black or white.

The tagline can also be split apart three separate statements (Giving a Voice. Shining a Light. 

Making a Change) that have an assigned colour from the primarily logo and can be used with 

specific collateral. Giving a Voice is always purple, Shining a Light is always orange, and Making a 

Change is always cherry red.

Giving a Voice is to be used with research materials.

Shining a Light is to be used with educational materials.

WHITE – BLACK 
BACKGROUND

WHITE – BLACK 
BACKGROUND

TEAL – WHITE 
BACKGROUND

PURPLE – WHITE 
BACKGROUND

ORANGE – WHITE 
BACKGROUND

BLACK – WHITE 
BACKGROUND

BLACK – WHITE 
BACKGROUND

BLACK – WHITE 
BACKGROUND

WHITE – CHERRY RED 
BACKGROUND

Making a Change is used with anything involves recommendations or solutions for change. 

WHITE – BLACK 
BACKGROUND

CHERRY RED – WHITE 
BACKGROUND

BLACK – WHITE 
BACKGROUND

WHITE – BLACK 
BACKGROUND
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LOGO, ICON + PATTERN
The icon or graphic device used in SASS’s 

logo, can also be used on its own, or as the 

basis for the pattern of the brand.

WHITE ICON – BLACK 
BACKGROUND

PATTERNWHITE ICON – ORANGE 
BACKGROUND

FULL COLOUR ICON – 
WHITE BACKGROUND

WHITE ICON - PURPLE 
BACKGROUND

WHITE ICON - TEAL 
BACKGROUND

WHITE ICON - CHERRY RED 
BACKGROUND

BLACK ICON - WHITE 
BACKGROUND
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LOGO USAGE
Consistent and proper logo usage is 

recommended to set a professional tone 

for SASS’s brand visual identity. 

The primary logo should never be scaled 

below a minimum of 1.5” wide to ensure 

legibility. (If the logo does need to be 

smaller, for example on pens, please use 

the minimal logo.)

1.5”

Please observe clear space around the logo to 

maximize visual effectiveness. This space should 

remain clear and unobstructed at all times. 
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LOGO, INCORRECT USAGE
NO DROP SHADOWS NO OUTLINES DON’T CHANGE THE 

COLOURS
DON’T CHANGE THE 

FONTS

DON’T STRETCH THE 
LOGO

DON’T’ CHANGE THE 
ORIENTATION

DON’T PLACE ON 
BUSY PHOTOGRAPHY

DON’T REMOVE ANY 
PART OF THE LOGO 

(I.E. THE ICON)
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LOGO FILE TYPES
.EPS, .JPG, .PNG? WHAT ARE THEY USED FOR?

EPS
Encapsulated PostScript, Vector, Transparency, Best 

for print.

EPS is our favourite logo file format for print. 

Developed by Adobe in the mid-1980s, it’s transparent, 

scalable, and editable if you have the right software. 

It also has unlimited colour capacity. With a PNG for 

digital applications and an EPS for print, you can do 

anything you’d ever need to with your brand’s logo.

JPG
Joint Photographic Experts Group, Raster, No 

transparency, Best for web/digital.

The JPG, or JPEG, is arguably the most commonly 

used image file format. It was designed by 

photographers for use with photographs and photo-

like images, so it works best for images with smooth 

transitions between colours. As a lossy compression 

format it’s a poor choice for graphics with sharp 

contrast between pixels. You shouldn’t try to edit 

a JPG because you’ll lose quality every time you 

decompress and recompress the file. JPGs are useful 

when a small file size is crucial, like in your email 

signature.

PNG
Portable Network Graphics, Raster, Transparency, best 

for web/digital, RGB format.

While it typically has a larger file size than a JPG, it 

can compress further when storing images containing 

text, line art, and areas of solid colour. (Sounds like 

a logo to me.) The transparency is infinitely useful in 

web applications and the lossless data compression 

results in cleaner, sharper images. That said, PNGs are 

raster files so you’ll see pixels if you try to increase the 

image size. PNG also doesn’t support colour spaces 

for print.

WHEN TO USE RGB VS CMYK
When to use RGB? If the end 

destination of your design project 

is a digital screen, use the RGB 

color mode. This would go for 

anything that involves computers, 

smartphones, tablets, TVs, cameras, 

etc.

Turn to RGB if your design project 

involves:

• Web & app design

• Branding online: logos, online

  ads, social media, images for 

  posts, profile pictures, profile 

  backgrounds

• Visual content: video, digital 

  graphics. photographs for 

  website, social media, or apps

When to use CMYK? Use CMYK 

for any project design that will be 

physically printed, not viewed on 

a screen. If you need to recreate 

your design with ink or paint, the 

CMYK color mode will give you more 

accurate results.

Turn to CMYK if your project 

involves:

• Branding: business cards, 

  stationary, stickers, signs & 

  storefronts

• Advertising: billboards, posters, 

  flyers, vehicle wraps, brochures

• Merchandise: t-shirts, hats and 

  other branded clothing, 

  promotional swag (pens, mugs, 

  etc.) 

• Essential materials: product 

  packaging, restaurant menus, etc.
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BRAND COLOURS

RGB 46/114/122

CMYK 82/41/45/13

Hex 327279 

Pantone 5473

RGB 243/116/35

CMYK 0/68/99/0

Hex F27321

Pantone 158

RGB 58/25/79

CMYK 85/100/35/36

Hex 3B174F 

Pantone 2695

RGB 236/30/65

CMYK 1/99/75/0

Hex EC1C3F

Pantone 185

SASS’s logo includes a colour palette of standard colours that should always be used. They are 

listed here.

TEAL

ORANGE

PURPLE

CHERRY
RED
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LOGO TYPOGRAPHY

Like the brand colours, a brand’s typography is another extension of the brand’s personality that 

ensures a consistent look across all visual communications and marketing materials.

Clarendon Bold Regular is the primary font used for the organization’s acronym, SASS.

Din Pro Condensed Black is the font used for the organization’s full name, as well as the tagline.

Body Copy/Text Font
Gotham is used for body copy/text in documents.

GOTHAM BOOK REGULAR

1234567890!@#$%^&*=+    ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

Headline Font 
Gotham Bold is used for headings. 

GOTHAM BOLD
1234567890!@#$%^&*=+    ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Websafe Font
Century Gothic is also a websafe font. This font should be used on websites and other digital 

applications where typeface is limited to websafe options.

CENTURY GOTHIC
1234567890!@#$%^&*=+    ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

CLARENDON BOLD REGULAR
1234567890!@#$%^&*=+
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

DIN PRO CONDENSED BLACK 
1234567890!@#$%^&*=+
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
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PHOTOGRAPHY STYLE

Photography is a key element 

in SASS’s brand. SASS’s 

photography style includes 

black and white close-up 

portraits that include shadow 

elements. Close-up portraits 

where emotions can be seen 

and felt are used to reflect the 

serious nature and intimacy of 

the issue of sexual violence.  

 

Another way of reflecting the 

depth and intimacy of the issue 

is by using close-up imagery of 

people’s eyes. These “Stories 

Behind The Eyes” images can 

be used in conjunction with 

sharing or depicting survivors’ 

stories.

 

Sexual violence happens 

to everyone. To reflect this, 

SASS’s photography is 

representative of a diverse 

group of people including 

BIPOC, newcomers and 

refugees, 2SLGBTQA+, 

children, the elderly, men and 

people with disabilities.
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BRAND APPLICATION

SASS’s design elements should be used in concert and consistently across all applications.

The following examples show how the design elements in the brand are applied to different types 

of collateral. All visual communications and marketing materials have a common look and feel. This 

portrays SASS as a professional and respectable organization.
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