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1.0 Brand Introduction

1.1 Intro
1.2 Brand History 



1.1 Intro
S.F.P.U.C.
The San Francisco Public Utilities Commission is a public 
agency of the City and County of San Francisco that pro-
vides water, wastewater, and power services to the City and 
an additional 1.6 million customers within three San Francisco 
Bay Area counties.
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1.2 Brand History
Origins
The Hetch Hetchy System had its birth in the Raker Act of 
1913, which granted water and power resource rights-of-way 
on the Tuolumne River in Yosemite National Park to San 
Francisco. The total system is the realization of a concept for 
an aqueduct from the Sierra Nevada watersheds, which had 
been planned since the 1860’s.



6

2.0 Brand Solutions 

2.1 Intro
2.2 Case Study
2.3 Lifestyles
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2.1 Intro
How do you brand water?
An element found in our everyday lives that we all take for 
granted. Water is uneasy to define by its very nature. Yet 
without it there would be no life as we know it.
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2.2 Case Study
Why does water need branding?
With conservation efforts in full swing in California public 
utilities are suffering. Coupled with the soaring sales of 
bottled water, tap water usage is at an all time low. Tap water 
needs to be portrayed in a way that people will relate with 
and understand. To bring back the reverence and apprecia-
tion tap water once had. 
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2.3 Lifestyles
Meet Hari
Hari  is 34 years old and lives on his own in San Francisco’s 
Potrero Hill. He has his Bachelor of Science in Marketing 
from SFSU and works downtown. He does not own a car and 
walks to work every day even if it is raining. He enjoys his walk 
before and after work it helps him relax and focus on what 
needs to be done. 
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2.3 Lifestyles
Meet Sarah
Sarah is 58 years old and a retired nurse from Minnesota. 
She volunteers five days a week at her local blood bank in the 
Richmond district. She volunteers not only to give back to 
the community but also to keep herself active and meet new 
and interesting people.



11

3.0 Brand Elements

3.1 Intro
3.2 Logo
3.3 Usage
3.4 Portal Graphics
3.5 Color
3.6 Typography 
3.7 Stationery
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3.1 Intro
drink tap!
The “drink tap!” tag line was created to give a call to action 
to anyone and everyone. It is open ended in its message 
purposefully because everyone needs water. Only this is their 
call back to tap water. 
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3.2 Logo
Brand Identity
The tag line was used to create the logo mark. When the 
viewer sees the mark they also receive the call to action. 
Creating a self fulfilling cycle while reinforcing the foundation 
of the brand identity.
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3.3 Usage
Exclusion Zones
The doted gray lines illustrate the exclusion zone which 
should be kept clear of all information. The exclusion zone is 
always the x-height of “tap” in the “drink tap!” logo. 

Minimum Size 
The minimum x-height of “tap” must be .5 inches at all times 
in all usage and materials. 

x

x

x

.5 in

x

x
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3.3 Usage
Primary Usage
The mark is only to be used in solid tap blue or reversed out 
in white over the same tap blue.
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3.3 Usage
Secondary Usage
In acceptable circumstances the mark may be used in 100% 
black or white reversed out over 100% black.
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3.3 Usage
Improper Usage
Please do none of the fallowing. Only used the “drink tap!” 
mark as instructed previously. 
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3.4 Portal Graphics
H2O
This is a water molecule. The water molecule consists of one 
negatively charged Oxygen atom and two positively charge 
Hydrogen atoms.

104.45°

x x
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3.4 Portal Graphics
H2O
This illustrates how to construct the water molecule pattern 
for use with the “drink tap!” campaign. The water molecule’s 
Hydrogen atoms have a positive charge so they must bond 
with other water molecule’s negatively charged Oxygen at-
oms to complete the construction. 

+

-

+

-

-

+ +

-
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3.4 Portal Graphics
Primary Usage
The pattern may be repeated as many times as needed. The 
pattern is to be used in solid tap blue or reversed out in white 
over the same tap blue. 
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3.4 Portal Graphics
Secondary Usage
The pattern may also be used in a single repeating horizontal 
bar when acceptable circumstances arise. 
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3.4 Portal Graphics
Improper Usage
Please do none of the fallowing. You may not leave extra 
Hydrogen or Oxygen atoms unconnected. Only use the pat-
tern as instructed previously.
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3.5 Color
Primary Palette
Tap blue was chosen for its bold quality yet its connection 
with water. Tap gray was selected for use with tap blue as a 
strong neutral with hints of blue mixed in.  

Pantone C M Y K R G B Hex
2995C 71 19 0 0 0 166 236 00A6EC

Pantone C M Y K R G B Hex
424C 54 42 42 7 124 128 130 7C8082
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3.5 Color
Secondary Palette
Complementary colors were selected to pair with tap blue 
when needed. The black is not a 100% black is has hits of 
deep blue mixed with it.  

Pantone C M Y K R G B Hex
1665C 0 71 100 0 246 109 12 F96D0C

Pantone C M Y K R G B Hex
361C 64 0 100 0 66 227 11 42E30B

Pantone C M Y K R G B Hex
Rubine Red 6 100 10 0 224 0 128 E00080

Pantone C M Y K R G B Hex
419C 76 67 65 81 14 18 20 0E1214
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3.6 Typography
Logo Typeface
Semilla is only to be used on “tap!” in the “drink tap!” mark. 
It was chosen for its strong forward moving lines and almost 
water like script. 

Aa
Semilla

water
San
Francisco
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3.6 Typography
Primary Print Typeface
Verlag was select to complement Semilla. The tall x-height 
of Verlag brings balance and space to the mark. It is to be 
used on all print media. 

Aa
Verlag
Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Book
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
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3.6 Typography
Primary Digital Typeface
Verdana is to be used with all web and interactive elements in 
the “drink tap!” scope. 

Aa
Verdana
Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789
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3.7 Stationery
Business Card
Size: 3.5 x 2 in

Francis Crowley 

sfwater.org

415-554-3204
1155 Market Street
San Francisco, CA 94103

.25 in

.25 in

.25 in .5 in

Black 10pt.

Condensed 10pt.

Light 7pt.
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3.7 Stationery
Letterhead Front
Size: 8.5 x 11 in

 

sfwater.org

415-554-3204
1155 Market Street
San Francisco, CA 94103

.5 in

.5 in

x x

Extra Light 10pt.
Black 11pt.

Extra Light 11pt.

October 9, 2010

Dear Roxanne,

In 2007, it was found that some bottled water companies were selling water that was 
contaminated and less healthy for consumers than tap water. The Natural Resources 
Defense Council conducted a four year study on bottled water.

Most of the water bottle samples were under 1 CFU/mL, though there were 15 water 
bottle samples containing 6-4900 CFUs/mL. In another study comparing 25 different 
bottled waters, most of the samples resulted exceeding the contaminant level set by 
the U.S. Environmental Protection Agency.

Many large corporations and some water companies and wholesalers, especially in the 
California Bay Area are now making a large effort to promote tap water over bottled 
water. Some of the Bay Area cities that promote tap over bottled water include San 
Francisco, Emeryville, Santa Clara, and Oakland.

Thank you,

Francis Crowley
Commissioner of Water
crowley@sfwater.org
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3.7 Stationery
Letterhead Back
Size: 8.5 x 11 in

.5 in.5 in

.5 in
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3.7 Stationery
Envelope
Size: 9.5 x 4.125 in

.375 in
Francis Crowley 

sfwater.org

1155 Market Street
San Francisco, CA 94103

PAID
U.S. Postage

Roxanne Ness
570 Powell Street
San Francisco, CA 
94108

.375 in .375 in

Black 10pt.
Light 10pt.
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4.0 Print Elements

4.1 Intro
4.2 Posters
4.3 Environmental
4.4 Spreads
4.5 Stickers
4.6 Placement
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4.1 Intro
Spreading the Message
The “drink tap!” print campaign will be focusing on getting 
the message out in a variety of unique styles. Ranging from 
printed posters to gorilla usage of the mark. We want to get 
the message out in a way that it comes in contact with all 
range of viewers. 
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4.2 Posters
Contemporary Signage
Our poster campaign includes both outdoor and indoor ele-
ments in a variety of sizes and ratios. They are to be kept as 
close to eye level as possible at all times. 
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help us stop waste. sfwater.org

4.2 Posters
Contemporary Signage
Element: Number 1
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help us stop waste. sfwater.org

4.2 Posters
Contemporary Signage
Element: Number 2
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help us stop waste. sfwater.org

4.2 Posters
Contemporary Signage
Element: Number 3
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4.3 Environmental
Unique Signage
These elements are to be used in case specific instances. 
When using larger and irregularly shaped spaces where con-
temporary signage is not applicable. They are to be cropped 
in and used with the mark reversed out in white over tap blue. 
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4.3 Environmental
Unique Signage
Element: Number 1
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4.3 Environmental
Unique Signage
Element: Number 2
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4.3 Environmental
Unique Signage
Element: Number 3
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4.4 Spreads
Handheld Media
These elements are to be used in print media in which the 
viewer will hold or control physically. They are to be given the 
current tag line in use in the provided spaces.
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4.4 Spreads
Handheld Media
Element: Number 1
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4.4 Spreads
Handheld Media
Element: Number 2
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4.4 Spreads
Handheld Media
Element: Number 3



53

4.5 Stickers
Gorilla Media
These stickers are to be distributed freely around the San 
Francisco area. They are to be used in urban environments 
to call attention to objects that may go over looked. Drinking 
fountains would be a more likely spot to see them or on the 
side of a fire hydrant. The initial stickers will be placed by se-
lect individuals. Then after the stickers are distributed to the 
public it will be up to them to decide were to place them. 
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4.5 Stickers
Gorilla Media
Size: 3.5 x 3.5 in

x

x

x

x
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4.6 Placement
Real World Applications
The objective of these elements is to create real world ap-
plications for the “drink tap!” branding. By placing the brand 
into the everyday lives of people “drink tap!” will become 
something that is second nature.
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5.0 Digital Elements

5.1 Intro
5.2 Web
5.3 Video
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5.1 Intro
Keeping Connected
To get the message out into the digital environment we will 
be releasing our new site and interactive elements. With this 
we will have stop motion videos using our “drink tap!” stickers 
creating both television and web spots. 
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5.2 Web
User Interaction 
By creating wide open spaces we are able to invite the user 
to navigate the site with ease and clarity. The information is 
laid out in a way that the user can see what is relevant and 
understand why in a short period of time. Stories are partially 
shown on the main pages with the full story easily available.
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5.3 Video
User Communication 
Here we use the “drink tap!” stickers to create stop motion 
videos. This will help viewers relate with the branding previ-
ously established. They are to be free formed ideas and 
animated it a way to give life to the stickers. The video must 
always end on the “drink tap!” mark reversed out in white over 
tap blue with the web address underneath. 
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