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OVerview

while LIl Guppies Scuba School may be & new business with
No h‘\s’rorﬁ, its mission is fo erovide Young children with the
opporfunity to learn swimming scuba o\‘\v‘\nﬁ, and water
sa@@’ra. Aoove all else, Ll Guppies Scuba School aims to gve
chidren a fun and safe environment to learn in. n o\o‘\nﬁ 20,
chidren are ’rauﬁhf proper fechniques to become strong
swirmmers while gven the chance for great adventure,
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S(oec’\@ ications

th‘oe S(oec‘\?\caﬂon:
\ndie. Flower

Color S‘aec‘@\ca’r‘\on:

6C, 44M, 71Y, OK . 79C, 49M, 42Y, 15K 0C, 71M, 56Y, OK
. 234R, 156G, 92B 63R, 104G, 119B 242R, 110G, 100B
O 0C, 38M, 67Y, OK 64C, 25M, 19Y, OK 0C, 0M, 0Y, 10K

255R, 173G, 105B 94R, 157G, 184B 230R, 231G, 232B

52C, 5M, 12Y, OK
115R, 194G, 215B
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uSaﬂe (1/2)

while the UI' Guppies Scuba School GUpPY Puppy mMascot may be o\'\sPlaﬁeo\ in & variety ok
poses, with additional items ke a Santa hat, or have eortions of the boo\g covered as
demonstrated below, it is important that these variations are keet strictly fo story lesson,
and activity books or as decoration in signage and ephemera, The logo should dwaye utiize
the same pose and character o\es'\ﬁn. Under no scenario should GuppY Puppy speak or be
gven & mouth; while o\e(a\cﬂnﬁ 3 fongue is acceptable, actions, eye shape, and overall ‘ooo\3
language should be the sole means of the character's communication. cutside text, such as
a narrative in & book, is also acceptable. The color, features, and stye in which GuppY Puppy
and surrouno\‘mﬁs are drawn cannot be altered or substituted. For extra Su\o\ance see the
sample mini story at the footer of this o\es'\ﬁn 3u'\o\e. Tor alternative versions, poses, or
additional art, contact the creative department.
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Do use back?rouno\ colors MEVER add a mouth in DoVT place over bustj
Do use the Orl‘j-‘“a 'Oﬁo' with sufficient contrast. stories or markeﬂnﬁ. backﬁrounds.

®CU ba Sc\\oo

DoVT chanﬁe +3Pe€ace.

DoON'T alter lo\c’o/@on’r color.  DoM'T stretch or distort logo.  DONT omit features in
markeﬂnﬁ ephemera.
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rationale (1/Y4)

As a new business, the L' Guppies Scuba School needed an etje—ca‘rch\n\c) logo that'd reso-
nate with both chidren and their 3uaro\‘\ans while also cormunicating that the company
offers a fun and safe environment of Swirming and scuba instruction. Qccoro\'\nﬁ to Cal-
cott and Philips, companies with & spokes-character see increased attention to adverts, a
boost in brand liing, and greater influence of Purchas'\r\3 behavior with the h'\ﬁhes+ e??\cactj
observed in chidren (#6). Therefore, a 94PPY / PUPPY htjbr'\o\ was created for Ll quppies
Scuba School to foster a stronger brand rnemorability and preference with a Pla\:)‘?ul,
almost childiike, stye to refect the com(oantj's core clientele of kids, As the com‘oantj‘s
mission discusses a focus on Prov‘\o\'\nﬁ a fun yet safe environment to teach chidren
Swirnming and scuba o\"\v"\nﬁ while the vision discusses instruction of proper techniques to
foster adventure, the logo sou3h+ to communicate these goals b3 wrapping 3 ke preserver
throw ring around the mascot's neck to Sﬁmbol\%@. the saQQJrg and adventure a customer
could expect while a sm\l\nﬁ eye expression suﬁaes’rs en\')OHrnen‘r.
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rationale (2/Y

The colors within the logo were also s(aec"\@\calla chosen to suit the client, Blue can suﬁﬁesﬂr
calmness and stabiiity orange can suggest enthusiasm and attention, and red can suggest
excitement with h'\ﬁher values ao\o\‘\nﬁ exfra energy to the eerception ¢ Cherra% Therefore, a
complimentary color palette of orange and blue with a subtle use of red was chosen to
suggest a £un yet reliable experience that valued attention to the client's child, Furthermore,
the vibrant colors not only add to the energy associated with the activity but also mimic
the appeal of the vibrant colors found in cartoons. In addition, rounded lines and forms
offer an a\a(oroachab'\l\’r3 to the character and ’rﬁpe%ce. Foremost, a hand-written fSPQ‘C&CQ
feels more personalized than a traditional serik or sans serik fo reinforce the individual
attention that fosters fun and sa€e’r3 rather than a generic experience. 'Pos\ﬂon'\nﬁ the
character between the lines of type heles establish balance and contributes fo the
com(aana's link with the mascot.




rationale (3/4)

overal, the £inal o\es\ﬁn solution represents a solid brand '\o\enﬂ’ra ’rhrouﬁh a simplistic use
of rounded shapes, vibrant colors, and repeftition present in both logo and stationery
des\fjn. while simele symbols, such as scuba gear or & nondescriet fish, were originally ex-
plored and could carry the same rounded forms, vibrant colors, and repetition, the use of
a mascot equips the client with & more valuable and utiizable intellectual property, one
could iMagine that L' Guppies Scuba School could leverage the characters appeal to en-
hance the e@\caca of ephemerg, value of thjs‘cal products, and social media. The mas-
cot's aesthetics would be appealing fo both chidren and Suaro\'\ans as it seeks to visualy
cormmincaute with both hahes of the audience while the intentional omission of @ mouth
dllows the viewer to transpose a portion of their own emotions onto the character. \n the
end, it is the aim of the o\es'\ﬁn to provide the client with a strong brand ‘\o\enﬁ’rv that'd dik-
ferentiate them £from competitore.




rationale (4/w
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