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01
OUR BRAND
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Bridgeway Academy is a 
non-profit organization 
with a mission to meet the 
educational and therapeutic 
needs of children 
with autism and other 
developmental disabilities.
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1.1	 Manifesto
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1.2	 Organizational Values

WHAT SETS 
BRIDGEWAY 
ACADEMY 
APART?

Bridgeway Academy’s 
unique learning 
environment has a joyful 
atmosphere where 
developmental distinctions 
do not exist.

Each student is celebrated 
as their own special 
individual in an atmosphere 
that is loving and 
compassionate.

Families are given the 
support they need during a 
time that is often confusing 
and stressful, they take 
comfort in the fact that 
their children actually look 
forward to going
to school.

At Bridgeway Academy, we empower children and their families to reach their 
highest potential.

Our strong organizational values define who we are and distinguish us from other 
learning centers. These core principles reach every corner of our organization and 
help us set our families up for success.

Student and 
Client-Centered

We develop an individualized approach that meets the educational and therapeutic 
needs of every student and client.

Collaborative We seek creative ways to bring everyone’s unique talents together to provide 
outstanding educational or therapeutic opportunities.

Respectful We interact with and serve every individual in a manner that preserves their dignity 
and humanity while celebrating diversity, neurodiversity and inclusion.

Evidence Based We utilize research-based approaches and individualized data to provide best practice 
treatment for students and clients.

Compassionate We empathize with students, clients and families and provide information, time, a 
listening ear and a safe place for them to express themselves.

Integrity We meet and exceed our commitments by providing services based on sound 
moral principles, high ethical standards, transparency, good character and honesty.

Supportive We provide a positive learning environment that fosters growth for all.

At Bridgeway Academy...
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VALIDATING
Bridgeway Academy 

instills trust in and respect 
for its families.

Our language 
communicates the 
exceptional, unique 

services that families 
receive.

1.3	 Brand Values

To build the right bridge for each child, we have to know what tools to use.

What makes Bridgeway Academy truly special is the way we do things – our approach, our philosophy, our 
focus on the unique needs of each child.

In a community where there are many options for families, the following brand values describe what makes 
Bridgeway Academy unique.

All of our brand language should embody these values and reflect what makes us special.

EMOTIONAL
Bridgeway Academy is 
accepting, caring and 

committed to its students.

Our language
reflects the warmth
of this special place.

ASPIRATIONAL
Bridgeway Academy is 

focused on the growth and 
empowerment of every child.

Our language is
optimistic, positive 

and forward-looking.

ATMOSPHERIC
Bridgeway Academy is 

unique – it is a place full of 
life and positive energy.

Our language is
joyful and 

celebratory.



BRIDGEWAY ACADEMY IDENTITY BOOK 7

02
USING THIS BOOK
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2.1	 How to use this book

This Brand Book is meant to familiarize you with 
the inspiration behind our brand identity so that 
you can use it in a way that best represents 
our organization. 

Following are guidelines on font selection, when 
to use which brands, color palette and, most 
importantly, the inspiration behind the design.

This book will help you gain a deeper 
understanding of the meaning of our brand and 
how it will come to represent the past, present 
and future of Bridgeway Academy.
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03
LOOK & FEEL



BRIDGEWAY ACADEMY IDENTITY BOOK 10

3.1	 Logo

The Bridgeway Academy logo 
embodies the spirit, goals and 
philosophy of our community. 

Primary: Two color logo

This is the preferred logo option. When a two-color option is 
available, the logo must appear on a white background, exactly 

as it is above. The “Bridgeway” font must be Flame, and the 
“Academy” font and handprint must be Navy.

When a one color option is necessary, 
the logo must be in Flame on a white 
background or reversed in white on a 

Flame block of color, Flame background, 
or an image with sufficient contrast.

(see 3.2 for clarification)

If the only color option is black and 
white, the logo must be 100% black on 

a white background or reversed in white 
on a 100% black block of color, black 

background, or an image with sufficient 
contrast.

Seconday: One color logo Tertiary: B & W logo
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3.2	 Logo Do’s & Don’ts

DON’T use BRIDGEWAY without ACADEMY.

DON’T use reveresed out logo on a busy image.

DON’T change the color of the handprint unless 
using it in the sub-brand form.

DO use the Flame and Navy logo on a white background

DO’S DON’TS

DO reverse the logo out on an image where the 
logo has sufficient contrast and negative space.

DON’T eliminate the handprint.
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3.3	 Typography

Primary Typeface

HEADLINE:
Futura Condensed, ALL CAPS 

ABCDEFGHIJKLMNOPQRSTUVWXYZ

FUTURA
CONDENSED
MEDIUM

BODY COPY:
Helvetica

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
Helvetica

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
Helvetica

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

SUB HEAD:
Helvetica

ABCDEFGHIJKLMNOPQRSTUVWXYZ

HEADLINE:
Arial Narrow Bold, Expanded, ALL CAPS

ABCDEFGHIJKLMNOPQRSTUVWXYZ

For internal documents and 
general communications, use 
the following system fonts:

Use the following fonts for signage, 
marketing materials, website, and 
other collateral:

BODY COPY:
Gotham Book

ABCDEFGHIJKLMNOPQRSTUVWXYZ

Gotham Book Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ

Gotham Medium 

ABCDEFGHIJKLMNOPQRSTUVWXYZ

Gotham Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
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3.4	 Color Palette: Main Brand

Primary Color Proportioning

Accents

Navy
Pantone 2955 C
c100 m83 y35 k24
r23 g57 b99
hex 003764

Flame
Pantone 165 C 
c0 m79 y100 k0
r241 g94 b36
hex F05E24

Lime
Pantone 382 C
c30 m5 y100 k0
r191 g205 b49
hex BECD30

Sky 
Pantone 801 C
c78 m25 y4 k0
r1 g152 b206
hex 0098CE

Day Glow
Pantone 116 C
c0 m19 y100 k0
r255 g206 b8
hex FFCC02
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3.4	 Color Palette: Sub Brand

Bridgeway Academy will occasionally market specific goups of services under the categories of Therapy Center, Education Center 
and Summer Camp. When marketing these specific groups of services the following logos should be used. Each sub brand has 
a designated primary color. Marketing materials for each of the categories should use a color palette as outlined below. When 
possible, the logo should be used on a white background and reversed out on it’s primary color when necessary. 

Primary Therapy Center color: Lime
Pantone 382 C     c30 m5 y100 k0     r191 g205 b49     hex BECD30

Primary Education Center color: Sky
Pantone 801 C    c78 m25 y4 k0    r1 g152 b206    hex 0098CE

Primary Summer Camp color: Day Glow
Pantone 116 C     c0 m19 y100 k0     r255 g206 b8     hex FFCC02
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3.5	 Photography & Styling

Photos of Children:
When featuring photographs of 
children, they should be smiling and 
engaged. Our brand should reflect 
our mission of providing children 
with a happy and welcoming place 
to learn, we need our brand to reflect 
these ideals. 

Photography can make a wonderful 
addition to newsletters, websites or 
advertisements, but should always 
accurately reflect and fit with our 
overall brand. 

Colorful:
Our brand includes bright, 
welcoming, appealing colors meant 
to reinforce the lively and inclusive 
nature of our academy.

No Black & White Photos:
Whenever possible, photos should 
be printed in color to make them as 
realistic and visually enticing
as possible. 

Below are several things to consider with respect to the use of styling and photography with our brand:

When recognizable photos of students or clients of Bridgeway 
Academy are used, we must have written consent.

IMPORTANT NOTE:
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3.6	 Iconography

The handprint is a 
reference to our original 
name, ‘Helping Hands 
Center.’ We want to 
continue to include this 
icon in reference to our 
roots. which represents 
creativity and our 
dedication to each of our 
students as individuals. 

The handprint should always be 
included as part of the “Bridgeway 
Academy” logo or as an accent like 
the icons shown here, but never as the 
central part of a design.
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TONE OF VOICE
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4.1	 Our Inspiration

Build me a Bridge
by Thomas A. McKean, Copyright (c) 1993, 1996
Note from Thomas: This song was written for the 1993 international conference on autism, held in Toronto. I looked through 
the (then sparse) literature written by people with autism and found a common thread of the symbolism of a bridge from 
one world to another. All of them, independently of each other, each chose the bridge metaphor to describe autism.
This song in my contribution to that thread and metaphor.

I have known that you and I
have never been quite the same.
I used to look up at the stars at night
and wonder which one was from where I came. For 
you seem to be part of another world and I will never 
know what it’s made of unless you build me a bridge,
build me a bridge,
build me a bridge out of love.

I long for the day that people smile at me just 
because they realize
that there is a caring and intelligent person buried 
deep in my kaleidoscope eyes.
For I have seen the way that people look at me 
though I’ve done nothing wrong.
Build me a bridge,
build me a bridge,
and please, oh please don’t take too long.

Living on the edge of fear, voices echo like thunder in 
my ears. See me hiding every day...
I’m just waiting for the fear to melt way.

I want so much to be a part of your world, I want so 
much to break through.
All I need is to have a bridge,
a bridge built from me to you.
And I will be together with you forever and nothing 
can keep us apart
if you build me a bridge,
build me a bridge
from my soul, down deep into your heart.

Build me a bridge,
just a tiny, little bridge,
all I ask is a bridge into your heart
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4.2	 Our Brand

Bright colors
Clean design
A lasting brand with growth potential
Created with deep appreciation and love for this community, 
our brand represents the essence of our students and 
teachers and will endure as our academy grows.   

Our academy
This place is warm.  It’s full of love, 
energy and support.

Our students
Our students buzz with potential and 
radiate joy.

Our goals
Helping our students build bridges 
to home, to community, to adulthood 
and to the workplace.

Our brand

Our brand reflects the essence 
of who we are—bright, positive 
and full of potential for 
powerful growth.

The word ‘bridge,’ reflected both in our name 
and in the arching of the logo, evokes a range of 
concepts and emotions.
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4.3	 Tagline

Future years

Finding joy, building success.
Hear me roar, help me soar.
Unleashing potential, celebrating success.

Year 1+

Helping Hands Igniting Unique Minds.

Successful taglines will embody all of the emotional, validating aspirational and atmospheric brand values.  

For at least the first year, it is essential to maintain a connection to the “Helping 
Hands” identity. Including “Helping Hands” in the tagline enhances name recognition 
for Bridgeway Academy by connecting our original name to our future identity. The 
second portion of the tagline is positive, active, and aspirational.Future taglines should 
reflect these priorities.

The tagline should be used 
in conjunction with the 
logo whenever possible. 

The tagline should be 
centered immediately 
below the logo in the 
headline typeface and in 
the color Flame.

HELPING HANDS IGNITING UNIQUE MINDS.
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4.4	 Words & Phrases: DO

Celebrate
Empower
Support
Care
Child-centered
Thrive

Pathway
Light
Spark
Collaborative
Respectful
Evidence-based

Compassionate
Integrity
Supportive
Bridgeway
Academy

‘DO’ words embody the four brand values: emotional, validating, aspirational and atmospheric.

‘DO’ phrase: 
Bridgeway Academy’s Education Center 
features small classroom sizes and unparalleled 
low student-to-teacher ratios.

‘DO’ phrase: 
The team at Bridgeway Academy works 
collaboratively, providing a supportive and 
compassionate learning and therapeutic 
environment that meets the individual needs 
of each student.

Extra guidance:
Use the word “team” to describe the network 
of individuals who make Bridgeway Academy’s 
success a reality – educators, therapists, staff, 
volunteers, parents, donors, etc.

Loving caregivers come in many forms – use 
“families” instead of “parents”.
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4.4	 Words & Phrases: DON’T

‘DON’T’ phrase: 
Bridgeway Academy’s Education Center 
is a school for children with special needs 
who require therapy services.

‘DON’T’ phrase: 
Find a silver lining when you send your 
child to Bridgeway Academy.

‘DON’T’ phrase: 
Our program is a top-caliber academy for 
autistic children.

Extra guidance:
Autism is a medical condition, not a definition of 
how a child should be identified.  If you must use 
the word autism (as in the mission statement), you 
should use “children with autism”, NOT “autistic 
children.”  

Do not use words that are institutional, sterile, rigid, controlling, or elitist. They imply negativity and portray Bridgeway 
Academy students as “less than” their peers. They offend, hurt, play on stereotypes and demean.

Functioning
Surviving
Silver-lining
Bittersweet
Fresh start/New start

Troubled
Second chance
Autistic
Low-functioning
High-functioning
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Questions? askbrand@bridgeway.com


