
CHALLENGE
The Foundation was using an antiquated logo seal which 
supported its legacy, but it was very hard to read, and it 
didn’t appeal to the up and coming generations who now 
dominate the ranks. They were looking for something 
that was more modern, relevant, and  appealing to a new 
generation of safety professionals—yet still maintaining 
a clean classic look to allude to its long history.

SOLUTION
>   The current tag line “Generosity from you, growth 

within our profession, safety for all” was shortened 
to “Generosity. Growth. Safety.” This more quickly 
conveyed the Foundation’s mission and laid the 
foundation for the logo mark design. 

>   The shield shape was used to show the Foundation’s 
connection to ASSE—which has one shield as its 
logo mark—and just as the three shields overlap (see 
figure 1) and intersect to form another shield at the 
center of our logo, the Foundation itself is essentially 
built out of components of ASSE. When the three 
shields are placed together, they combine into a 
central, most prominent shield. This strongest shield 
showcases the collaboration and nurturing side of the 
Foundation.

>   The central icon is the focal point of the logo, and can be 
viewed two ways. First, you can see a person reading 
a book, referencing their successful scholarship and 
grant program, which has to date awarded more than 
$1.3 million to deserving students and professionals. 
Second, you see a lantern, pointing more broadly 
to the Foundation’s over arching orientation toward 
lighting the way to a safer tomorrow. 

>   The orange was used to convey a bright warmth, a 
bold choice sure to stand out in various applications.  
The orange also complemented the green of the 
parent society logo. Over time, the mark alone will 
communicate their mission without words, a must-have 
as they continue expanding their social media presence.
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OVERVIEW
American Society of Safety Engineers (ASSE) is 
the world’s oldest professional safety society. ASSE 
promotes the expertise, leadership and commitment of 
its members, while providing them with professional 
development, advocacy and standards development. 
The Foundation is the philanthropic arm of the 
association that facilitates education, scholarships, and 
growth within the profession.
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BRAND IDENTITY GUIDE BOOK
Various pages from brand identity guide book help define 
the usage of the logo and its corresponding colors, as 
well as basic design elements, and photography. Also 
shows how all of the items should be used in conjunction. 
This ensures a consistent use of all elements which will 
reinforce the new identity moving forward with all new 
collateral creation.

PMS 158

C: 0
M: 61
Y: 97
K: 0

Color Palette with Icons

PMS 116

C: 0
M: 16
Y: 100
K: 0

PMS 187

C: 0
M: 100
Y: 79
K: 20

PMS 363

C: 68
M: 0
Y: 100
K: 24

Pantone Process 
Black 80%

C: 64
M: 56
Y: 53
K: 28

PMS 3005

C: 100
M: 34
Y:  0
K: 2

     

Color Palette with IconsColor Palette

PRIMARY COLORS

SECONDARY COLORS

HEX:
f58025

R: 245
G: 128
B: 37

HEX:
0081c6

R: 0
G: 129
B: 198

HEX:
ffd200

R: 255
G: 210
B: 0

HEX:
c41230

R: 196
G: 18
B: 48

HEX:
439539

R: 67
G: 149
B: 57

HEX:
58585a

R: 88
G: 88
B: 90

Photography and color studyPhotography and color study

Photography

Photography should represent real looking people and they 

should be happy and preferably looking at the camera in their 

repective environment. They dont HAVE to be looking but that 

shows a connection with the viewer so they should be incorpo-

rated as much as possible or in conjuction with other imagery.  

This is supposed to show that the member the foundation 

serves is happy and loves what they do and they know that 

they are supported by the foundation.

Brand IdentityBrand IdentityLogo with and without taglineLogo with and without taglinePrimary logo with color variationsFonts

BANK GOTHIC MEDIUM

Helvetica Neue

Times new Roman italic

Used for Specialy headlines or page headers. Use sparingly in 
text so logo stands out. Always use all caps.

Use for main headers. Paragrah headers and regular para-
graph text as Roman

Use for subhead, or quotes or footers. a secondary font to 
compliment the primary font.

MAIN HEADER

FONT USAGE

Paragraph Header
Lorem ipsum dolor sit amet, consectetuer adipi-
scing elit, sed diam nonummy nibh euismod tincid-
unt ut laoreet dolore magna aliquam erat volutpat.  
Ut wisi enim ad minim veniam.

Subhead
Lorem ipsum dolor sit amet, consectetuer adipi.

FONTS

Brand IdentityBrand IdentityLogo with and without taglineLogo with and without taglinePrimary logo with color variationsBrand Identity


