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BRAND ELEMENTS

FONTS

Core to the SAS brand
identity system are a clean,
san serif font, Circular, and a
customized font, SAS, whose
style harkens to Shanghai’s
Art Deco past. The two lines
in each number and letter of
the SAS font represent our
presence on each side of
Shanghai’s Huangpu River.
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BRAND ELEMENTS

WORDMARK

The SAS brand identity
system is like SAS itself —
combining a strong sense of
history (for example, a
monogram discovered in a
1933 yearbook) with forward-
thinking innovation (a clean,
modern wordmark).
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BRAND ELEMENTS

ATHLETIC MARK

Often, the athletic and school
marks are visually at odds.
Taking a holistic approach to
our identity helped assure our
athletic mark was in perfect
sync with the rest of the
system.
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BRAND ELEMENTS

COLORS

Shanghai American School is
“One school, two campuses.”
We have two campuses that
are united in leadership,
strategic direction, and

curriculum.

However, the campuses
compete against each other in
student competitions. To
address this, the SAS brand
identity system has a school-
wide color palette, as well as
campus-specific color
palettes to be primarily used
in uniforms and wayfinding.
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SAS CORE PALETTE

CHARCOAL

426C

433U
46.46.46
30.25.20.90

PUXI CAMPUS

CHARCOAL

426C

433U
46.46.46
30.25.20.90

PUDONG CAMPUS

CHARCOAL

426 C

433 U
46.46.46
30.25.20.90

LIGHT GREY

COOL GREY 5C 15%
COOL GREY 5U 15%
234.234.234
5.4.4.5

485C
485U
210.60.30
0.95.100.0

BLUE

2386 C
2174 U
§6.105.186
83.55.0.5

RED

485C
485U
210.60.30
0.95.100.0

7753C
7753V
205.175.75
0.15.90.15

SILVER

COOL GREYS C
COOL GREY S U
234.234.234
7.4.6.20

BLUE

2386C
2174V
§5.105.185
83.55.0.5

8660C
8660V
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BRAND ELEMENTS

ILLUSTRATIONS

Illustrations play a key role in
the SAS identity system.
Creating a timeless visual
approach enables the school
to seamlessly celebrate our
moments worth remembering
— whether it’s something that
happened in 1912, or just last
Tuesday.
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BRAND ELEMENTS

ILLUSTRATIONS

To broaden the school’s visual
palette, the SAS brand
identity system contains an
illustration library with over
200 examples in three
categories (Activities,
Academics, and Historical) —
and we’re constantly adding
more.

ACADEMICS ACTIVITIES
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MARKETING

FLEXIBILITY

The SAS visual identity
system contains elements that
bring consistency to a

breadth of contexts —
everything from pre-K
classrooms to black tie galas.




MARKETING

PRINT HOW WE EXPRESS ANNUAL REPORT
OURSELVES [rena

From business cards to
brochures, academic reports
to publications, the brand
assets and gridded structure
of the visual identity system
amplify the SAS brand in
every form.

MARKETING



MARKETING

SAS BUS STORIES

One of the most visible
executions of the SAS brand
identity system is buses. But
they’re not just buses —
they’re storytellers... Each
bus features a unique graphic
(all 162 of them) and a QR
code. Scan it, and you’ll
discover a story about SAS.

This example tells the story of
the SAS motto, first used in
1917. Translated, it means,
“Since we think we can, we

»

can.

SAS BUS STORIES



MARKETING

SAS BUS STORIES

When a QR code on each bus
is scanned, the user is taken
to a dedicated landing page
where they learn about the
story behind the graphic - in
words, photos, and video.
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SAS PRESENTS

BUS STORIES

The Motto
23 51

At Shanghai American School, we have a motto
that perfectly reflects the unique spirit of the
school: “Since we think we can, we can”
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DIGITAL

WEBSITE

The SAS website utilizes the
brand identity system to
create a website that delivers : -
our strategic objective: To :
give users a sense of SAS
even before they arrive at
SAS. The website reflects the TR Sl vnce i | (g
sometimes chaotic, always '

—— - -
-
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inspiring environment of the
school.



DIGITAL

SOCIAL MEDIA

In social media, the gridded
graphic approach comes
together with a headline
structure that amplifies the
fact that amazing things
happen at SAS — every day.

SOCIAL MEDIA



SIGNAGE

SPIRIT BANNERS

We view signage not just as
an opportunity to help our
campuses feel more intuitive
for visitors; we also view it as
an opportunity to forward our
strategic messaging. In gyms,
spirit banners hang alongside
straight-forward messaging
such as reinforcement of the
Eagle Code, a code of
conduct for our student
athletes.

WAYFINDING



SIGNAGE

WAYFINDING

Frequently, we see
wayfinding as an opportunity
for storytelling and to help
reinforce our learning goals,
and history. For example, in
our new Hub space, each
room is named after a street
where the school once stood;
signs outside the rooms tell
the story of the challenges
the school faced at that
campus.

A
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STORYTELLING SIGNAGE



EVENTS

BRANDING LAUNCH

A school is not a static brand
— it’s a living, learning
environment. As a result, the
branding program must come
to life at events as well as in
marketing materials.
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LEGENDS OF SAS



EVENTS

BRANDING LAUNCH

The brand identity system
was first unveiled at a special
event called Legends of SAS.
On this night, we took over an
art gallery in Shanghai and
created museum-quality
displays that told stories of
SAS - some well-known,
many previously untold.




MERCHANDISE

EAGLE SHOP

The brand identity system
also informs the design of
school merchandise available
at the Eagle Shop. The
designs offer yet another
opportunity to tell the
school’s story and tailor
selection to the breadth of
our community.
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EAGLE SHOP



MERCHANDISE

EAGLE SHOP

Some merchandise features
the school name in Chinese
(Shang Hai Mei Guo Xue Xiao)
for our Chinese speaking
families. For our older alumni,
we have a “retro series” of
designs discontinued decades
ago, such as the
“cheerleader” design from
1946.

MERCHANDISE



PERFORMING

SUB-BRANDS

ARTS

CENTER

FAMILY OF MARKS

Schools are complex m

ecosystems that contain —

divisions, signature programs,
and multiple sub-brands.

With consistent typography 915\

and strict adherence to our LIBRARIES OF SAS
grid structure, each part of

SAS is able to accentuate its
strengths, while contributing
to the overall image of the
school.
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SAS SUB-BRAND MARKS

SHANGHAI AVENUE JOFFRE
AMERICAN SHANGHAI
SCHoOOL EAGLE SHOP

<
(2]
Ed
o
0
>
2
o
c
»




SUB-BRANDS

ATHLETICS +
ACADEMICS

Icons were developed to
represent our 13 varsity sports
and five performing arts
forms. Doing so enables us to
visually celebrate athletics
and arts equally.

SAS SUB-BRAND MARKS
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