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Introduction

To help Spring Independent School District (Spring ISD) offices, 

departments, and schools maintain a consistent and effective 

identity in the communications and publications they produce, 

Spring ISD has prepared this style guide. It includes basic rules of 

written communication, such as punctuation, abbreviations, and 

capitalization, as well as guidelines for formatting and the use of 

the approved district branding (seal).

Questions or comments about this guide can be directed to 

Communications (281-891-6010, communication@springisd.org). 
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The Spring Way

We base our decisions on what is best for our students.

We communicate openly.

We strive for excellence in all we do.

We build trust through integrity and lead by example.

We win as a team.

We value diversity and treat everyone with dignity and 
respect.

Mission
Spring Independent School District prepares students to be lifelong learners, 

critical thinkers and responsible citizens who display good character – 

ready to contribute, compete and lead in today’s global society.

Vision 
Spring Independent School District will be a district of choice known for 

quality academics with innovative and specialized programs that meet the 

needs of all students in a positive learning environment.

THE SPRING WAY | 
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EQUAL OPPORTUNITY 

It is the policy of the Spring Independent School District not to discriminate 

on the basis of age, color, handicap or disability, ancestry, national origin, 

marital status, race, religion, sex, veteran status, political affiliation, sexual 

orientation, gender identity and/or gender expression in its educational or 

employment programs and activities.

THE SPRING WAY | 

Guiding Principles

1 High-quality teaching drives student learning.

2 Literacy is the foundation of academic success.

3 The learning needs of each student must be met.

4 Students learn best in safe environments where school leaders 
cultivate parent and community partnerships.

5 Every district resource must center on student learning with a focus 
on accountability.
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DISTRICT’S POSITIONING & PERSONALITY

Spring Independent School District is special and unique. We’re 

unlike any other school district. We have a long heritage with quaint 

beginnings. We’ve had our share of ups and downs over the years, like 

any long-standing institution. Our future is very bright: we’re unified 

and embracing our mission, vision, and guiding principles. Whether 

we realize it or not, we, and all of our constituents, hold Spring ISD in 

our minds in a certain way. This is called brand positioning. 

When we think of our favorite brands, they have distinctive personality 

traits. We often have an emotional connection to them without realizing 

it. Just seeing their logo and brand colors can evoke certain thoughts 

and feelings. Developing a positive brand image has a lot to do with 

consistently portraying it in the same way, with integrity. 

This guide will help us to understand, shape, improve, and better 

define our brand as we move forward.

Spring ISD’s brand personality is fresh, smart, innovative, and friendly.

YOUR ROLE

How the image and integrity of our district is understood, embraced and 

differentiated is in our hands. By understanding our brand personality 

and consistently adhering to the guidelines of our visual identity, we will 

strengthen our brand positioning. But in many ways, each of us at Spring 

ISD is the brand. The way we talk, the way we act—we embody what the 

brand stands for. As brand stewards, it’s important that we touch on the 

same themes. 

Our elevator pitch is: 

Spring ISD has a rich history, an engaged community, and a promising 

future. We embrace our community of individuals with diverse 

backgrounds, interests, and talents, and we support the needs of these 

individuals. We aspire to have all students earn the strongest education 

possible, and we accomplish this by addressing every child exactly where 

they are at so that they can get where they want to go, in school and in life.  

Because we believe in every child and in the power of our community, we 

are striving to achieve a level of student-centered learning that has never 

been reached before. 

Why Brand Integrity Matters
In many ways, a brand is a living, breathing thing. How it is developed, nurtured and protected is critical to its long term success. Brand integrity is making sure 

what we say or convey about ourselves is in alignment with the brand experience. We can all think of companies and organizations who do this well, and others 

who do not.
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SPRING SEAL

The Spring ISD seal should be utilized for authenticating official 

district documents, such as diplomas, transcripts, certification of 

board actions, trustee and superintendent publications and other 

official correspondence. To ensure the integrity of the seal, here are 

some guidelines:

• Do not modify the seal’s colors, content or graphic elements.

• Maintain the seal’s proportions. The scale and size of the 

seal may be adjusted to fit the needs of the layout, but do 

not stretch or distort it.

For promotional and marketing materials the seal is not required; 

however Spring Independent School District or Spring ISD should be 

prominently displayed.

SPRING LOGO

The Spring logo is the primary symbol of the district and should be utilized 

for promotional and marketing district wide materials. 

To ensure the integrity of the logo, here are some guidelines:

• Do not modify the logo’s colors, content, or graphic elements.

• Maintain the logo’s proportions. The scale/size of the logo may 

be adjusted to fit the needs of the layout; do not stretch or distort 

it.

Logo & Seal Distinction

VISUAL IDENTIT Y | 
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2-COLOR SPOT (PMS 5415 C & PMS 556 C)

SLATE BLUE (PMS 5415 C)

Approved Seal Color Usage

SLATE BLUE (PMS 5415 C) 
@ 20% OPACITY

BLACK WHITE

WHITE

SLATE BLUE (PMS 5415 C) 
@ 30% MULTIPLY TRANSPARENCY

TRANSPARENCIES PERMITTED FOR WATERMARKING



LOGO
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Sphere: Symbolic, identifying circular mark that illustrates the “S” 

imprint and leaf shape.

Word mark: Uniquely styled type, text treatment comprised of letters.

Logo: The combination of a word mark and sphere.

Tagline: A catchphrase or slogan, especially as used in advertising. 

X-height: The height of a lower-case “x”, considered characteristic of a 

given typeface or script.

Pantone Matching System (PMS): A set of standard colors for printing, 

each of which is specified by a single number.

CMYK: CMYK is a color model in which all colors are described as a 

mixture of these four process colors. CMYK is the standard color model 

used in offset printing for full-color documents. Because such printing 

uses inks of these four basic colors, it is often called four-color printing.

RGB: RGB (red, green, and blue) refers to a system for representing 

the colors to be used on a computer display. Red, green, and blue can 

be combined in various proportions to obtain any color in the visible 

spectrum.

Hex: Hexadecimal numbers or “hex” numbers are a base-16 numbering 

system used to define colors on Web pages. A hex number is written 

from 0-9 and then A-F.

TAGLINE

LOGO

WORD MARK

SPHERE

X-HEIGHT

VISUAL IDENTIT Y | 

Logo Elements & Understanding
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We have two approved versions of our logo: a preferred and a stacked 

version. The more consistent we are with usage, the more clear and 

distinct our image becomes. Therefore, please use the preferred 

version where possible.

CLEAR SPACE

The importance of maintaining consistency should also be applied to 

logo clarity. Provide clear space around the logo x-height of the “spring” 

word mark. This creates prominence and clarity. The Spring ISD logo 

should use proper clear space to separate the logo from other entities.

LOGOS WITH CLEAR SPACE

VISUAL IDENTIT Y | 

PREFERRED VERSION

STACKED VERSION

Preferred Logo
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Our tagline is ‘Believe. Engage. Soar.’ A call to action, it inspires us to 

rise to our utmost potential, both internally as an organization, and 

externally, to the students and communities we serve.

The Spring ISD tagline may also be used in advertising if space 

permits or with official publications. If used apart from copy, the 

tagline must be used as represented here. No special treatment is 

required – use a standard font to referring to the phrase in body copy. 

Tagline Usage

LOGOS WITH CLEAR SPACE

HORIZONTAL VERSION

STACKED VERSION

VISUAL IDENTIT Y | 
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Much like the Nike Swoosh, the Sphere is Spring’s symbol. This knockout 

contour of an S creates a visual metaphor of balance and harmony. The 

leaf plays off the idea of spring being a time of renewal and growth. 

The Sphere can be used as a design element on its own for marketing 

materials: pens, buttons, etc. However, Spring’s word mark cannot 

be used without the Sphere. When using the Sphere, provide a clear 

space around it as represented by the x-height to separate it from other 

entities. 

Sphere Usage

LOGO WITH CLEAR SPACE

2-COLOR VERSION

WHITE VERSION BLACK VERSION

VISUAL IDENTIT Y | 

WHITE-BACKED VERSION
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All logos, with and without taglines, should always be Slate Blue (PMS 

5415 C) and Sage Green (PMS 556 C) when used full color. Never change 

the blue and green to other colors. If the blue and green logo is not 

appropriate, the black or white variations can be used when needed – 

white is preferred. In black or white variations should be a solid 100% 

color, no grayscale.

Please refer to the Color section (pg. 20) in this guide for more specific 

notes on color.

VISUAL IDENTIT Y | 

Logo Color Variations

PREFERRED VERSION

The white infill is only necessary when the full color logo mark is placed against 

colored or dark background (like embroidery). It is not necessary when printed 

with light neutral backgrounds.
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Logo Don’ts
There are several logos made to fit different applications. Avoid these common mistakes.

PROPORTION

Do not alter, stretch or condense the logo or realign any of the logo 

components.

VARYING ELEMENTS

The logo should never be altered, modified, reproduced, reconfigured 

or recreated in any way. Do not add type or any other design element 

to the logo. Do not add department names to logo.

Spring
ISD Believe. Engage. Soar.

MANIPULATION

Do not add other design elements to the logo (e.g. outlines, strokes or 

drop shadow).

VISUAL IDENTIT Y | 

OMISSION

While the sphere can be isolated from the word mark, the logo should 

never be edited down to just the word mark. Nor should “spring” be 

represented without “ISD”.

CHANGES

Do not modify the color of the logo or add graphic elements. “The roots of education are bitter, but the fruit is sweet.” 
Aristotle
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Logo Do’s & Don’ts
There are several logos made to fit different applications. Avoid these common mistakes.

LEGIBILITY

When placing a logo on a dark background 

or photograph utilize the white version. 

Do not place the logo on busy areas of the 

photograph that may compromise legibility.

VISUAL IDENTIT Y | 

DON’TDO
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Color Palettes & Understanding

Our brand colors of Slate Blue and Sage Green are the primary colors in 

our palette. Together, they evoke a sense of freshness, sophistication, 

and a connection to the earth and growth. Elegant design using these 

colors, tints and shades of these colors, along with tasteful use white 

space and neutral grays and black will help to set our brand apart.

Accent palettes are discussed on the following pages. These additional 

colors add spice and variety where and when needed, but should be 

used sparingly, so as not to muddy the brand.

VISUAL IDENTIT Y | 

SLATE BLUE
PMS 5415 C 

CMYK Coated 
C: 56  M: 24  Y: 11  K: 34

PMS 5425 U 

CMYK Uncoated 
C: 54  M: 28  Y: 22  K: 2

RGB 
R: 91  G: 127  B: 149

HEX #5b7f95

SAGE GREEN
PMS 556 C 

CMYK Coated 
C: 54  M: 8  Y: 47  K: 14

PMS 557 U 

CMYK Uncoated 
C: 41  M: 5  Y: 33  K: 1

RGB
R: 111  G: 162  B: 135

HEX #6fa287

PRIMARY COLORS

NAVY BLUE

PMS 541 C 

CMYK Coated 
C: 100  M: 58  Y: 9  K: 46

PMS 541 U 

CMYK Uncoated 
C: 100  M: 50  Y: 1  K: 15

RGB 
R: 0  G: 60  B: 113

HEX #003c71

TERTIARY COLORS

LIGHT GOLD

PMS 460 C 

CMYK Coated 
C: 2  M: 2  Y: 55  K: 3

PMS 460 U 

CMYK Uncoated 
C: 0  M: 6  Y: 40  K: 9

RGB 
R: 228  G: 215  B: 126

HEX #e4d77e

SECONDARY COLORS

PUMPKIN ORANGE

PMS 1595 C 

CMYK Coated 
C: 0  M: 56  Y: 89  K: 15

PMS 718 U 

CMYK Uncoated 
C: 0  M: 46  Y: 69  K: 22

RGB 
R: 216  G: 96  B: 24

HEX #d86018

COOL GRAY

PMS Cool Gray 11 

CMYK Coated 
C: 44  M: 34  Y: 22  K: 77

PMS 7547 U 

CMYK Uncoated 
C: 51  M: 27  Y: 15  K: 63

80% Black

RGB 
R: 83  G: 86  B: 90

HEX #53565a

WHITE

CMYK 
C: 0  M: 0  Y: 0  K: 0

RGB
R: 255  G: 255  B: 255

HEX #ffffff

SUEDE BROWN

PMS 7531 C 

CMYK Coated 
C: 16  M: 29  Y: 38  K: 53

PMS 161 U 

CMYK Uncoated 
C: 20  M: 46  Y: 92  K: 36

RGB 
R: 122  G: 104  B: 85

HEX #7a6855
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Brand Color Palette

VISUAL IDENTIT Y | 

SLATE BLUE
PMS 5415 C
PMS 5425 U

TINT: 100%
R: 91  G: 127  B: 149
HEX: 5B7F95

TINT: 90%
R: 109 G: 138 B: 106
HEX: 6D8AA0

TINT: 80%
R: 125 G: 150 B: 170
HEX: 7D96AA

TINT: 70%
R: 141 G:163 B: 180
HEX: 8DA3B4

TINT: 60%
R: 175 G: 176 B: 190
HEX: 9DB0BE

TINT: 50%
R: 173 G: 188 B: 200
HEX: ADBCC8

TINT: 40%
R: 190 G: 201 B: 211
HEX: BEC9D3

TINT: 30%
R: 206 G: 214 B: 221
HEX: CED6DD

TINT: 20%
R: 223 G: 228 B: 232
HEX: DFE4E8

TINT: 10%
R: 239 G: 241 B: 243
HEX: EFF1F3

SAGE GREEN
PMS 556 C
PMS 557 U

TINT: 100%
R: 111  G: 162  B: 135
HEX: 6FA287

TINT: 90%
R: 127 G: 169 B: 147
HEX: 7FA993

TINT: 80%
R: 142 G: 179 B: 158
HEX: 8EB39E

TINT: 70%
R: 156 G: 188 B: 70
HEX: 9CBCAA

TINT: 60%
R: 169 G: 197 B: 181
HEX: A9C5B5

TINT: 50%
R: 183 G: 206 B: 193
HEX: B7CEC1

TINT: 40%
R: 198 G: 216 B: 205
HEX: C6D8CD

TINT: 30%
R: 212 G: 226 B: 217
HEX: D4E2D9

TINT: 20%
R: 226 G: 235 B: 229
HEX: E2EBE5

TINT: 10%
R: 241 G: 245 B: 241
HEX: F1F5F1

COOL GRAY
PMS Cool Gray 11 C 
PMS 7547 U

TINT: 100%
R: 83  G: 86  B: 90
HEX: 53565A

TINT: 90%
R: 101 G: 101 B: 105
HEX: 656569

TINT: 80%
R: 117 G: 117 B: 120
HEX: 757578

TINT: 70%
R: 133 G: 133 B: 136
HEX: 858588

TINT: 60%
R: 150 G: 149 B: 152
HEX: 969598

TINT: 50%
R: 166 G: 166 B: 168
HEX: A6A6A8

TINT: 40%
R: 184 G: 183 B: 185
HEX: B8B7B9

TINT: 30%
R: 201 G: 200 B: 201
HEX: C9C8C9

TINT: 20%
R: 220 G: 219 B: 219
HEX: DCDBDB

TINT: 10%
R: 237 G: 236 B: 236
HEX: EDECEC

PUMPKIN ORANGE
PMS 1595 C
PMS 718 U

TINT: 100%
R: 216  G: 96  B: 24
HEX: D86018

TINT: 90%
R: 228 G: 113 B: 47
HEX: E4712F

TINT: 80%
R: 234 G: 129 B: 70
HEX: EA8146

TINT: 70%
R: 240 G: 145 B: 93
HEX: F0915D

TINT: 60%
R: 244 G: 160 B: 115
HEX: F4A073

TINT: 50%
R: 249 G: 176 B: 137
HEX: F9B089

TINT: 40%
R: 252 G: 192 B: 160
HEX: FCC0A0

TINT: 30%
R: 255 G: 207 B: 182
HEX: FFCFB6

TINT: 20%
R: 255 G: 223 B: 206
HEX: FFDFCE

TINT: 10%
R: 255 G: 238 B: 229
HEX: FFEEE5

NAVY BLUE
PMS 541 C
PMS 541 U

TINT: 100%
R: 0  G: 60  B: 113
HEX: 003C71

TINT: 90%
R: 0 G: 77 B: 126
HEX: 004D7E

TINT: 80%
R: 45 G: 94 B: 140
HEX: 2D5E8C

TINT: 70%
R: 76 G: 113 B: 154
HEX: 4C719A

TINT: 60%
R: 102 G: 131 B: 168
HEX: 6683A8

TINT: 50%
R: 127 G: 150 B: 181
HEX: 7F96B5

TINT: 40%
R: 153 G: 171 B: 196
HEX: 99ABC4

TINT: 30%
R: 178 G: 191 B: 210
HEX: B2BFD2

TINT: 20%
R: 204 G: 212 B: 225
HEX: CCD4E1

TINT: 10%
R: 230 G: 233 B: 239
HEX: E6E9EF

LIGHT GOLD
PMS 460 C
PMS 460 U

TINT: 100%
R: 228  G: 215  B: 126
HEX: E4D77E

TINT: 90%
R: 235 G: 219 B: 139
HEX: EBDB8B

TINT: 80%
R: 238 G: 223 B: 152
HEX: EEDF98

TINT: 70%
R: 241 G: 227 B: 165
HEX: F1E3A5

TINT: 60%
R: 243 G: 230 B: 177
HEX: F3E6B1

TINT: 50%
R: 246 G: 234 B: 190
HEX: F6EABE

TINT: 40%
R: 248 G: 238 B: 203
HEX: F8EECB

TINT: 30%
R: 251 G: 242 B: 215
HEX: FBF2D7

TINT: 20%
R: 253 G: 246 B: 228
HEX: FDF6E4

TINT: 10%
R: 255 G: 250 B: 241
HEX: FFFAF1

SUEDE BROWN
PMS 7531 C
PMS 161 U

TINT: 100%
R: 122  G: 104  B: 85
HEX #7A6855

TINT: 90%
R: 137  G: 118  B: 101
HEX: 897665

TINT: 80%
R: 150  G: 132  B: 116
HEX: 968474

TINT: 70%
R: 163  G: 146  B: 133
HEX: A39285

TINT: 60%
R: 176  G: 161  B: 149
HEX: B0A195

TINT: 50%
R: 189  G: 176  B: 165
HEX: BDB0A5

TINT: 40%
R: 202  G: 191  B: 183
HEX: CABFB7

TINT: 30%
R: 215  G: 207  B: 200
HEX: D7CFC8

TINT: 20%
R: 229  G: 223  B: 218
HEX: E5DFDA

TINT: 10%
R: 242  G: 238  B: 236
HEX: F2EEEC
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Special Considerations

Our visual identity is a reflection of our brand, encompassing Spring 

and summoning people’s thoughts and feelings about the district. 

The Spring name, logo, distinctive colors and design elements must 

remain consistent and clear in order to evoke the brand in the minds 

of audiences each time the institution’s name and/or logo appears. 

The impact of any brand depends upon consistent use. A strong and 

consistent visual identity helps form the way others view our district 

and will maintain our reputation for excellence. 

We must support the brand in targeted communication initiatives to 

reinforce our key messages. Refer to the brand color palette when 

designing materials, such as shirts, flyers, posters, etc. When designing 

materials for an event or campaign such as a holiday party or a national 

campaign, colors outside of the brand color palette may be used with 

discretion. In doing so, use the white logo on the materials.

VISUAL IDENTIT Y | 
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WORD MARK FONT (SPRING)

Arno Pro Light Display
WORD MARK FONT (ISD)

Helvetica Neue Bold

WORD MARK FONT (TAGLINE)

Helvetica Neue Light

HEADLINE FONT (INITIAL CAPS)

Arno Pro Light Display
SUBHEADLINE FONT (ALL CAPS)

HELVETICA NEUE BOLD

BODY COPY FONT (SENTENCE CASE)

Helvetica Neue Light

Helvetica Neue Roman

BODY COPY ITALIC FONT (SENTENCE CASE)

Helvetica Neue Light Italic

Helvetica Neue Italic

BODY COPY BOLD FONT (SENTENCE CASE)

Helvetica Neue Bold

Brand Typography & Understanding

Our typographic style is strong, clear and professional.

Headlines should be prominent and limited to a small number of 

words. Body copy should be large enough to be legible with sufficient 

white space. Typestyles for content should be applied consistently 

throughout the layout.

RECOMMENDED TYPEFACES

Headlines

The primary typeface for headlines is Arno Pro Light Display in initial 

capitals. The size and weight should be prominent and clear in 

relationship to the body copy.

Subheadlines

The primary typeface for subheadlines is Helvetica Neue Bold in all 

capitals.

Body Copy

Body copy should be Helvetica Neue Light, though Helvetica Neue 

Roman can be a secondary option if legibility is in question.

For italics and bold uses please use the italic and bold options for 

the typeface, rather than using the italic and bold defaults in the 

application (Microsoft Office, PowerPoint, InDesign, Photoshop, etc.).

VISUAL IDENTIT Y | 



BRAND GUIDE 26

Typography Usage at a Glance

VISUAL IDENTIT Y | 

Pid Qui Consequunt Mi

Ra nobitam fugitiuntur as et autectio. Pe non consedi ut hitaqua 
turera nossum int excerum repreius, ut odipide nobis re pe cori blam, 
veliqua siminctatis perum quia ad quoditentis arum intotatem nullabo 
rersped quam aborpores alique deliquae si occaborum dolorup taquiae 
venesequi corro consequi denda dem. Net, officiist, ut ius.

Ehenihil imus, sunt a conserum, con expeliaeptas quias veriasperum 
reius sitae etur?

Andionem exerunt harume venient ium quam volenda erumquam 
cus esequidis alitaqu iantia volore, quas intia id quam que ditaquid 
molum hilit et antem ut ipsapiet reris accupta tendae et es derum quam, 
cupta dis eatia venihicim voluptatiat.

Ulparum que quae pro blanimus, soluptur, 
sum ium nisi te dit, excearc hilliqui accus 
simpelit eaquo dis molest, quidunt fuga.

14

“Rum facepro id eum 
quis re dero de opti 
doluptas auda alit, 
samus dolestium 
harchitio eri con et 
minissi et ut autatem.”

FERITAM REICTA CONECUM QUATEMPORUM 

duciunt estotas ipsaesti ventotasinto temos ea eos quibusant vitiate 
explaut alit quae erum que consequiatus ratur sed et as cuptaquo 
dolorro vitem. Luptas veriam dolo eat.

Icipsunt Quodita 
quundaes atiurio nseque que prate delitio voluptatia ero bla corum id 
maiores moluptatur aut facea consent faccum qui omnim nam que 
maionse riscid endit labo. 

• Nam verum velendaest est, sit volloreped eaquaerum ipsus

• Uellabor poreste vellabor a quo blaut que min nonessi ncienit 

• Voloreprovid ut assinctia dolo te ommosam atibus sollaut 
facimust, sit voluptam

Logo with clear space

Headline: Arno Pro Light Display

Body Copy: Helvetica Neue Light

Bold Copy: Helvetica Neue Bold

Italic Caption: Helvetica Neue Italic LightPrimary & Secondary Color Palette

Subheading 1: 

Helvetica Neue Bold (all caps)

Subheading 2: 

Helvetica Neue Bold (all initial capitals) Pull Quote: Arno Pro Light Display Italic
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Helvetica Neue Light
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm
Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz
1234567890 !?.

Helvetica Neue Light Italic
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm
Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz
1234567890 !?.

Helvetica Neue Roman
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm
Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz
1234567890 !?.

Helvetica Neue Italic
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm
Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz
1234567890 !?.

Helvetica Neue Bold
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm
Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz
1234567890 !?.

Typeface Family & Substitutions

Arno Pro Light Display
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj K k Ll Mm
Nn Oo Pp Qq R r Ss Tt Uu Vv Ww X x Yy Zz
1234567890 !?.

Arno Pro Light Italic Display
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm
Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz
1234567890 !?.

Arno Pro Regular
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm
Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww X x Yy Zz
1234567890 !?.

Arno Pro Italic
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm
Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz
1234567890 !?.

Arno Pro Bold
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm
Nn Oo Pp Qq R r Ss Tt Uu Vv Ww X x Yy Zz
1234567890 !?.
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ACCEPTABLE TYPEFACE SUBSTITUTIONS

Substitutions for Microsoft Office

Arno Pro = Garamond

Helvetica Neue = Arial

Substitutions for Google Mail

Arno Pro = Garamond

Helvetica Neue = Sans serif

Substitutions for Web & Mobile Apps

Arno Pro = Google EB Garamond

Helvetica Neue = Google Open Sans

Substitutions for Outlook

Arno Pro = Garamond

Helvetica Neue = Arial



DEPARTMENTS 
& SCHOOL S
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Department Treatment

Departments should not have their own logo. Rather, center the 

department name underneath the Sphere and the word mark of the 

district logo. 

Please maintain the brand standards of the district logo when adding 

your department name.  

The department name should be Helvetica Neue Bold in all capital 

letters, center justified in Sage Green (PMS 556). The height of the 

department name should be the same as the ISD in the logo. If the 

department name requires two lines please keep the text break within 

the width of the logo.

HORIZONTAL & STACKED LOGOS WITH DEPARTMENT NAME

TRANSPORTATION TRANSPORTATION

OPERATIONS COMMUNICATIONS HUMAN RESOURCES

SCHOOL LEADERSHIP ACADEMICS OFFICE OF THE 
SUPERINTENDENT

CHIEF OF STAFF FINANCE

TRANSPORTATION
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Campus Treatment

Your campus logo should be used on your campus correspondence, 

letterhead, envelopes, guides, reports, documents, business cards, 

electronic presentations, booklets, binders, videos, publications, 

awards, brochures, banners, promotional materials, etc.

Maintain Spring ISD brand standards by allowing space around the 

campus logo on all materials. Campus logos should never be altered, 

modified, reproduced, reconfigured or recreated in any way. Do not 

add type or any other design element to the logo. Do not modify the 

color of the logo or add graphic elements. 

For clarity of message, avoid competing logos. You do not have to put 

the district logo on materials when the campus logo is sufficient. If you 

do feel it’s important to use both logos, separate them visually. 

CAMPUS LOGOS WITH TEXT BRANDING

A Spring ISD School A Spring ISD SchoolA Spring ISD School

A Spring ISD School



BRAND GUIDE 31VISUAL IDENTIT Y | 

ID Cards

It is critical to thoroughly identify staff members of Spring in order to 

foster a safe and secure learning environment. To the right is the ID 

card that will be issued to every employee of Spring. Photo, name and 

department will be included alongside the official Spring seal on the 

front of the card. On the back of the card is included an overview of 

the Spring Way as a daily reminder of who you are and what you stand 

for as a Spring employee.

Tiffany Dávila-Dunne
ADMINISTRATION

BUILDING

The Spring Way
We base our decisions on what is 
best for our students.

We communicate openly.

We strive for excellence in all 
we do.

We build trust through integrity 
and lead by example.

We win as a team.

We value diversity and treat 
everyone with dignity and respect.

This card is issued for the purpose of identifying 
the person thereon as a staff member of the Spring 
Independent School District. Any other use of this card 
is prohibited. This card is the property of the Spring 
ISD Police Department and must be surrendered upon 
resignation or termination. If found please mail to:

Spring ISD Police Department
210 North Forest Blvd., Houston TX 77090

281-891-6911

FRONT BACK

PHOTO



IN 
PR AC TICE
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Business Correspondence

When corresponding you will use tools such as a letterhead, business 

cards and envelopes. Because these pieces sometimes are the main 

communication between you and a correspondent in our community, 

a consistent look and feel is critical to maintaining our brand equity. 

Alterations to these pieces are strongly discouraged. 

OFFICE OF 
COMMUNICATIONS

16717 ELLA BLVD. 
HOUSTON, TEXAS 77090

281-891-6005 MAIN

www.springisd.org

Tiffany Dávila-Dunne
CHIEF COMMUNICATIONS OFFICER

281-891-6007 TEL

281-891-6006 FAX

tdavila@springisd.org
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Business Cards

Official district business cards with the Spring seal are available 

through Spring ISD Printing Services. Contact Printing Services or 

visits its website for details on ordering business cards.

OFFICE OF 
COMMUNICATIONS

16717 ELLA BLVD. 
HOUSTON, TEXAS 77090

281-891-6005 MAIN

www.springisd.org

Tiffany Dávila-Dunne
CHIEF COMMUNICATIONS OFFICER

281-891-6007 TEL

281-891-6006 FAX

tdavila@springisd.org

BUSINESS CARD FRONT

BUSINESS CARD BACK
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Letterhead

Letterheads should be used in formal communications, such as 

memos, letters, syllabuses, and forums. Spring ISD has official 

letterhead available for school, office and department use and cannot 

be personalized. Letterhead  can be ordered through the TECSYS 

system. Please review the catalog and system to identify the correct 

item number.
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Envelopes

Envelopes that include the Ella Blvd. return address, the seal and the 

tagline are available for office and department use. Envelopes can be 

ordered through the TECSYS system. Please review the catalog and 

system to identify the correct item number.

NO. 10 ENVELOPE FRONT

NO. 10 ENVELOPE BACK

CATALOG ENVELOPE FRONT

16717 ELLA BLVD. 
HOUSTON, TEXAS 77090

www.springisd.org

CATALOG ENVELOPE FRONT
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Email Signature – Do’s

These email signature and etiquette guidelines provide a visual identity 

that will enhance our reputation as a successful and professional 

district. To the right is an example of the standard template to be used 

for all email correspondence. 

• DO include a longer email signature on your first email 

(including your job title, department, email, phone numbers, 

full address, social media and URL). Any subsequent 

signatures could include just the essentials such as name, 

email address, Spring ISD, phone and website URL.

• DO proofread your email signature for spelling and grammatical 

errors. Check that links work.

FIRST LAST NAME
TITLE  |  DEPARTMENT

NAME@SPRINGISD.ORG

XXX-XXX-XXXX TEL  | XXX-XXX-XXXX FAX

16717 ELLA BLVD.   |  HOUSTON, TEXAS 77090

www.springisd.org

INITIAL DISTRICT EMAIL SIGNATURE

FIRST LAST NAME
TITLE  |  DEPARTMENT/SCHOOL

NAME@SPRINGISD.ORG

SPRING INDEPENDENT SCHOOL DISTRICT

XXX-XXX-XXXX TEL  | XXX-XXX-XXXX FAX

www.springisd.org

REPLY & FORWARD EMAIL SIGNATURE

Typeface: Helvetica Neue, Sans Serif or Arial
Weight: Regular 
Style: Regular
Size: 8 pt.
Color: R: 91   G: 127   B: 149   (#5B7F95)

Typeface: Helvetica Neue, Sans Serif or Arial
Weight: Bold
Style: Regular
Size: 8 pt.
Color: R: 111   G: 162   B: 135   (#6FA287)

Typeface: Helvetica Neue, Sans Serif or Arial
Weight: Bold 
Style: CAPS
Size: 10 pt.
Color: R: 111   G: 162   B: 135   (#6FA287)

FIRST LAST NAME
TITLE  |  SCHOOL

NAME@SPRINGISD.ORG

XXX-XXX-XXXX TEL  | XXX-XXX-XXXX FAX

16717 ELLA BLVD.   |  HOUSTON, TEXAS 77090

www.springisd.org

INITIAL SCHOOL EMAIL SIGNATURE
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Email Signature – Don’ts

DON’T use hard-to-read fonts, overly large or small text size, multiple 

colors or silly graphics.

DON’T use wallpaper or background colors.

DON’T add a favorite quote for the last line. While this is perfectly 

acceptable for personal messages with friends, quotations should 

be left off company signatures. It’s not worth the risk of offending a 

recipient with whom the sender may not have a personal relationship.

DON’T use a signature that is completely made up of an image. This 

means the recipient will not be able to copy and paste from your 

signature.

FIRST LAST NAME
TITLE  |  DEPARTMENT

name@springisd.org

XXX-XXX-XXXX TEL 

XXX-XXX-XXXX FAX

16717 ELLA BLVD. 

HOUSTON, TEXAS 77090

www.springisd.org

“Mama always said life was like a box of chocolates. 
You never know what you’re gonna get.”

INCORRECT EMAIL SIGNATURE
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Department Letterhead

• For the department name use 10-point Helvetica Neue Bold, all 

CAPS, in Slate Blue (PMS 5415). Justify flush right.

• For the department address and contact information use 8-point 

Helvetica Neue Light, all CAPS, in Sage Green (PMS 556). Justify 

flush right.

• Use circular bullets in Slate Blue.

• The baseline of the department heading should be 0.75".

• Use 10-point Helvetica Neue Regular, black ink/toner only, and set 

the left and right margins at 1".

Note: Whenever possible, to save paper, limit memos to one page. 

Using 10-point instead of 11-point type. If the memo is very short 

and a smaller type size is not needed to conserve space, a larger 

type size can certainly be used.

• Text is flush left (the text is aligned along the left margin or gutter; 

it is uneven along the right margin or gutter), and the first line of 

paragraphs is not indented.

1" margin

2.5" margin 0.75" baseline

1" margin

Department Typeface: Helvetica Neue 
Bold CAPS @ 10 pt. in Slate Blue
Information Typeface: Helvetica Neue 
Light CAPS @ 8 pt. in Sage Green
Bullets: Slate Blue
Justification: Right

4 returns/blank lines

4 returns/blank lines

Typeface: Helvetica Neue Regular
Size: 10 pt.
Justification: Left with right rag
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Memorandum

Memorandum are used for internal written communications among 

schools and departments. Memos should be concise and easy to read. 

Use simple, direct sentences in the active voice. Also, before writing 

a memo, consider whether the memo format is the best way to reach 

your audience. For example, if only  a few people need the information, 

a simple email could suffice.

GENERAL MEMO GUIDELINES

• Use 10-point Helvetica Neue Regular, black ink/toner only, and 

set the top and bottom margins at 0.75", and the left and right 

margins at 1".

Note: Whenever possible, to save paper, limit memos to one page. 

Using 10-point instead of 11-point type. If the memo is very short 

and a smaller type size is not needed to conserve space, a larger 

type size can certainly be used.

• Text is flush left (the text is aligned along the left margin or gutter; 

it is uneven along the right margin or gutter), and the first line of 

paragraphs is not indented.

• Include the name and phone number of a contact person.

1" margin

0.75" margin

4 returns/
blank lines

4 returns/
blank lines

5.25" margin

2.5" margin

Typeface: Helvetica Neue Regular
Size: 10 pt.
Justification: Left with right rag
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External Correspondence

Whenever possible, to save paper, limit external correspondence to 

one page. Using 10-point instead of 11-point type should make this 

easier. Paragraph line spacing may also be reduced from “Multiple” 

“At: 1.2” to “Single” if needed. Do not utilize paragraph line spacing 

less than the standard “Single” setting.

Of course, if the letter is very short and a smaller type size is not needed 

to conserve space, 11-point type can certainly be used. 

If a letter does require more than one page, use plain paper instead of 

official letterhead for the additional pages.

Don’t include taglines or department logos in the correspondence.

1" margin

0.75" margin

4 returns/
blank lines

5.25" margin

2.5" margin

Typeface: Helvetica Neue Regular
Size: 10 pt.
Justification: Left with right rag



DESIGN TIPS & 
INSPIR ATION
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Understanding Brand vs. Campaign

Effective marketing and communication feature consistent themes and facts 
that stand for an institution’s mission, vision and values. Over time these 
themes and facts become niche-defining thoughts and feelings in the mind 
of audiences. Eventually, these thoughts and feelings become associated with 
the name, logo, distinctive colors and design elements that appear with them. 
When these unique niche- and character-defining thoughts and feelings are 
evoked in the minds of audiences each time the institution’s name and/or 
logo appears, the institution has become a “brand.” 

Simply put, brand is the overall perception of an organization by its community. 
It is not simply a logo, a color scheme, a mission statement or a slogan. A 
brand encompasses every association with an organization, summoning 
how people think and feel about that organization. It is the awareness and 
relevance of our district in the minds of students, parents, partners, staff and 
the community as a whole. Our visual identity is a reflection of our brand. 

Parent Meeting

BRAND POSTER BRAND BUMPER STICKER

BRAND SHIRT

CAMPAIGN BUMPER STICKER

CAMPAIGN SHIRT

CAMPAIGN POSTER

The impact of any brand depends upon consistent use. A strong and consistent 
visual identity helps form the way others view our district and will maintain our 
reputation for excellence. 

We must support the brand in campaigns, in targeted communication initiatives 
through the development of event themes and utilizing promotional materials 
and personal interaction to reinforce our key messages. When all of these 
elements work in concert to engage and inform in a friendly, helpful way, targeted 
messaging is more likely to reach its mark. A powerful brand experience is created 
that resonates with audiences long after the campaign has ended. 
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Know Your Audience

If marketing Spring independently of external messaging, such as a 

shirt with the Spring logo or a flyer advertising a meeting, use the 

brand color palette when designing the materials. 

When campaigns and materials have messaging outside of the brand 

itself, such as a “Don’t Text & Drive” campaign, colors outside of the 

brand color palette may be used. In this case, use the white logo on 

the materials.

16717 ELLA BLVD. HOUSTON, TEXAS 77090P: 281.891.6000F: 281.891.6006WWW.SPRINGISD.ORG

Welcome Back Convocation
Please save the date for our welcome back celebration as 
we kick off the new school year. More details to follow in 
the coming weeks.

August 14
9:00 am until Noon 

Woodlands Church
One Fellowship Drive
Woodlands, TX 77384

save the date
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Apparel & Fun Stuff
When you design and produce items that will travel into the public space, you 
must be especially mindful to stay true to the Spring identity. Shirts, coffee 
mugs, hats, pens and other promotional vehicles remain viable for a long time 
and will be seen by a great many people, affecting attitudes for years to come. 
We want these promotional vehicles to look like they came from the same place. 

All promotional items are expected to include the Spring logo placed according 
to guidelines. Always use the Spring logo from approved electronic artwork. Do 
not use damaged artwork, laser prints, photos, photocopies, images extracted 
from web pages, etc. 

The Spring logo must always appear clearly and legibly against all backgrounds on 
said items. Use the brand color palette when designing the materials’ background 
colors in order to convey the brand with consistency and clarity. The preference 
is to use navy, black, grey, white or similar colors. However, if the background is a 
color outside the brand color palette, using the white logo is recommended. The 
clear area around the logo must always be maintained and the logo can never be 
used in conjunction with another proprietary logo or symbol. 

When embroidering the logo on marketing materials, provide the production 
company with the specified vector file, as it has been modified and thickened 
to accommodate the embroidery. This way, the typography and spacing are not 
compromised. If the space is small, consider using only the sphere version of the 
logo. 

When matching the colors, we recommend that you use Madeira Polyneon 100% 
polyester Blue 1960 and Green 1668. Please note that while every attempt is 
made to reproduce thread colors accurately, colors on your monitor or print out 
may not precisely match actual thread colors. If the colors cannot be matched, 
consider using the white logo. 

EMBROIDERY OPTIONS
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Presentations

When designing presentations using PowerPoint, here are some 

general tips:

• For presentations, use at least 24 point type. Anything smaller 

may not be readable from a distance. 

• Your presentation should help the audience understand the 

topic, and include a clear outline and logical structure.

• Strive for fewer slides and simple, easy-to-follow charts and 

graphs.

• Rather than using a printout of your slides as a handout, 

consider placing fewer words on your sides and developing a 

speared handout with your talking points or additional notes. 

Let your audience know you will make these notes available at 

the end of the presentation so they will focus less on taking 

notes and more on what you’re saying. 

• Whenever possible, use images to complement the text. 

• Use approved district PowerPoint templates. 

Title goes here 
Subtitle goes here 

Title goes here 

•  Bullet point 1 

•  Bullet point 2 

•  Bullet point 3 

•  Bullet point 4 

•  Bullet point 5 

•  Bullet point 6 

•  Bullet point 7 

•  Bullet point 8 
 
	  

Title goes here 

•  Bullet point 1 

•  Bullet point 2 

•  Bullet point 3 

•  Bullet point 4 

•  Bullet point 5 

•  Bullet point 6 

•  Bullet point 7 

•  Bullet point 8 
 
	  

Title goes here 

•  Bullet point 1 

•  Bullet point 2 

•  Bullet point 3 

•  Bullet point 4 

•  Bullet point 5 

•  Bullet point 6 

•  Bullet point 7 

•  Bullet point 8 
 
	  

Title goes here 

•  Bullet point 1 

•  Bullet point 2 

•  Bullet point 3 

•  Bullet point 4 

•  Bullet point 5 

•  Bullet point 6 

•  Bullet point 7 

•  Bullet point 8 
 
	  

reach  
EVERY STUDENT

excellence
IN EVERY  
SCHOOL

engaged  
stakeholders  

IN EVERY  
COMMUNITY

high  
performance 

FROM EVERY  
EMPLOYEE

opportunities  
& choice

FOR EVERY  
FAMILY
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Charts

HEADER HEADER

Item Sample text.

Item
• Sample text.

• Sample text.

Item Sample text.

Our primary, secondary and tertiary colors define and maintain the 

visual identity of our brand. When creating charts and graphics for 

presentations, posters, etc, use these colors or tints of these colors. 

For further reference, please see the brand color palette on page 21 

and the percentage of tint of the colors on page 22. 

IN PRACTICE | 

HEADER HEADER

Item Sample text.

Item
• Sample text.

• Sample text.

Item Sample text.

Item
• Sample text.

• Sample text.

HEADER HEADER

Item Sample text.

Item
• Sample text.

• Sample text.

Item Sample text.

Item
• Sample text.

• Sample text.

TABLE COLOR SUGGESTIONS0

10

20

30

40

50

60

70

80

0
50

100
150
200
250
300
350

Typeface: Helvetica Neue Bold
Size: 10 pt. CAPS
Justification: Center

Typeface: Helvetica Neue Bold
Size: 10 pt. Regular
Justification: Center

Typeface: Helvetica Neue Regular
Size: 10 pt. Regular
Justification: Left

Slate Blue: 100%

Slate Blue: 10%

White: 100%

Inner Rules: 0.5 pt. Cool Gray
Outter Rules: 1 pt. Cool Gray
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Social Media

FOLLOW RECOMMENDED STANDARDS

All Spring schools, divisions, departments, programs and 
members of the community should follow recommended 
standards when setting up new accounts for Facebook and 
Twitter.

IMAGES

When you are choosing images for your Facebook and 
Twitter accounts, choose a simple and relevant image 
that represents your department or organization. Your 
Facebook profile picture must be at least 180 pixels 
wide. Establish a single consistent profile picture or 
avatar across all of your social media channels. Do not 
use the Spring logo or seal by itself - this is reserved for 
Spring’s main institutional social media accounts. The 
use of small text should also be avoided as this does 
not scale well when re-sized smaller. Avoid busy or 
repeating backgrounds – the simpler, the better.

USERNAMES

When choosing a Facebook or Twitter username, add 
“Spring” before your department or organization and 
establish a consistent naming convention across all of 
your social media channels. Avoid the use of dashes, 
underscores or special characters.

BIOS

Make sure to write a short summary that clearly 
describes what your department or organization is, and 
include helpful links and contact information. This helps 
users identify your page or profile as the official social 
media channel of your organization.

BE PROFESSIONAL

Be respectful of all individuals, races, religions and cultures. 
How you conduct yourself in the online social media space 
not only reflects on you — it is also a direct reflection on 
Spring. The nature of social media often gravitates toward 
a more casual and relaxed tone, but it’s important to 
keep your communications professional, just as you would 
strive to do in emails or other business messages. Be honest 
about who you are and fully disclose any affiliation you 
have with Spring. Do not disclose anything that contains 
confidential, proprietary, personal or private information 
about Spring, its employees, students, affiliates, vendors or 
suppliers.

HANDLING INAPPROPRIATE POSTS

It is important to remember that everyone has the right 
to share his/her opinions, whether positive or negative. 
However, Spring social media sites are for official 
Spring activities and must comply with Spring’s policies 
prohibiting discrimination and harassment. For any 
post that involves the promotion of violence, or is are 
believed to be discriminatory, harassing, defamatory or 
obscene, do the following:

1  Do not respond to the post.

2  Print and save a copy of the post for your records. 
Include the date when it was originally posted and 
who posted it.

3  Notify your immediate supervisor.

4  Consult with Spring officials as to appropriateness 
of removal of the post and taking further action.

NO ENDORSEMENTS

Any advertising, promotion or overtly favorable 
acknowledgment or endorsement of third-party 
products and services is not permitted. Many additional 
policies and legal requirements can apply if you will be 
using social media for purposes such as human subjects 
research, fundraising, political, whistle-blower or 
volunteer activity. Please be sure to understand these 
requirements first.

RESPECT COPYRIGHT LAWS

It is critical that you show proper respect for the laws 
governing copyright and fair use of copyrighted material 
owned by others, including Spring’s own copyrights and 
brands. It is good general practice to link to others’ work 
rather than reproduce it.

BE SUPPORTIVE

We encourage you to support each other’s social efforts 
and collaborate whenever possible to show solidarity 
among all Spring schools, divisions, departments and 
programs and share content when it is appropriate 
across your social media channels.
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Posters & Flyers

Signage provides highly visible evidence of our commitment to a 

unified identity. Be sure to follow prescribed graphic standards for 

Spring ISD, using official identities, including proper use of color and 

typography. 

All district, office, department, school newsletters, brochures, posters 

and flyers must include content and design elements as outlined 

below: 

• The words “Spring ISD” must be clearly visible.

• Use of approved color palette.

• Use of approved typefaces.

• The information about using graphs/tables and photographs 

in manuals and reports in this guide applies to newsletters, 

brochures, posters, and flyers as well. 

Welcome Back Convocation
Please save the date for our welcome back celebration as 
we kick off the new school year. More details to follow in 
the coming weeks.

August 14
9:00 am until Noon 

Woodlands Church
One Fellowship Drive
Woodlands, TX 77384

save the date
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Catalogs & Publications

Publications include traditional printed materials, electronic 

communications (web and mass distribution HTML emails) and video. 

All communications to external audiences (including students) must 

be approved by Spring ISD prior to distribution. All publications are 

expected to include the Spring logo placed according to guidelines.

PRINT PUBLICATIONS 

Examples of print publications include: business cards, banners,  

advertisements, announcements, fact sheets, annual reports (for 

public distribution), billboards, brochures, catalogs, envelopes, event 

programs, informational booklets, letterhead, magazines, newsletters, 

flyers, forms, postcards, posters, promotional or recruitment materials, 

and reports (for public distribution).

WEB PUBLICATIONS

Web pages that appear on the Spring ISD official site are required to 

go through a review before publishing. 

VIDEO PUBLICATIONS

Official video productions related to promotion, education or archiving 

and are designed for public broadcast on cable, satellite, webcasts, 

iTunes, YouTube and/or other web or on-line distribution, should use 

the standard Spring logo in its credits.
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Vehicle Graphics

Note: TX DOT numbers must be a minimum of 2" in height.

Our logo and trademarks serve as a strong visual identity. All vehicles 

procured by the district are required to utilize the proper Spring marks 

and placement in order to ensure they adhere to the district’s style 

standards. Vehicles included are cars, trucks, vans, buses, sport-utility 

vehicles, golf carts and other motorized utility vehicles.

Cars, trucks, sport-utility vehicles and vans should have one logo 

placed on the driver-side door and on the front passenger-side door. 

The top of the logo should be placed approximately 5" below the door 

window and should be centered on the width of the door. Golf carts 

and utility vehicles should have one logo centered on the front panel 

of the vehicle.

The logo may never have any graphic, text, photo or other image 

obscure or run over any portion of the logo. The logo may never be 

cropped or altered. No additional logos or graphics may appear on any 

vehicles without prior permission from Spring ISD.

DISTRICT

NUTRITION SERVICESTRANSPORTATION



16717 ELLA BLVD. 

HOUSTON, TEXAS 77090  

281-891-6005

www.springisd.org


