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Summits Education is a nonprofit organization that invests in teachers to transform education systems 
in the world’s most vulnerable communities.

The purpose of this brand book is to provide an understanding of Summits Education as both an 
organization and a brand. Here, we outline our work, our voice, and our look in order to guide, 
unite and inspire our community to transform education systems around the world. 

Summits is reshaping the approach to education reform in developing countries. We’re challenging 
systems, rethinking development, and identifying bold solutions in education. We hope you’ll join us.
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Our Brand



SUMMITS EDUCATION
INVESTS IN TEACHERS TO TRANSFORM 
THE WORLD’S MOST VULNERABLE COMMUNITIES. 
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We’re beginning our work in Haiti’s Central Plateau, a region with the lowest literacy rate in the western 
hemisphere. Here we are implementing a teacher-focused approach to transforming the region’s education 
system. Summits supports a network of primary schools through intensive interventions focused on improving 
quality, access, and governance. 

How
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SummitS Primary
Through our network of primary schools, we provide access to quality education to the region’s 
most vulnerable students through an investment in teachers. Summits offers ongoing training and 
development for the teachers, administrators and staff within our network. Then, we provide 
programs that transform education systems through:

teacher training
curriculum support
administrative support
infrastructure/school builds
educational materials
sanitation and health programs
school lunches

SummitS SeCOndary
We are currently constructing a college preparatory school for high performing students in 
the Central Plateau. Summits Academy will provide students with a holistic and competitive 
education centered on entrepreneurship and social justice. 



Our approach
Summits Academy will be the center of the Summits network in the Central Plateau. The Academy will double 
as a teacher training facility providing support and development for the teachers in our network of primary 
schools. 
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SummitS aCademy acts as a center of excellence for high-performing 
students and doubles as a teacher and administrator training center. 

teaCHerS, Staff, and adminiStratOrS
receive ongoing training and development to enhance student outcomes.



inVeSt
We start by investing in teachers.
Summits believes the best way to transform education systems is to invest in teachers. Summits 
provides intensive training, support, and competitive wages to the teachers in our network

Partner
We collaborate with organizations to strengthen our efforts. 
In order for our students and their schools to succeed, they need access to a wide-range of 
comprehensive services, from school lunches to health programs. We strategically partner 
with organizations who specialize in the interventions necessary to overcome all obstacles to 
learning and succeeding.

meaSure
Driven by research, defined by results.
We are committed to providing measurable and positive outcomes across our network of 
schools. We rely on research and data to inform our work and we conduct ongoing evaluations 
to ensure that our interventions are meaningful, relevant and, eventually, replicable.

SuStain
We work with local governments and communities. 
We forge partnerships with local governments to guarantee the long-term sustainability of our 
programs. Through public support and funding, we work to ensure our programs are locally-
owned, community-driven and aligned with national priorities.
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Why teachers
Traditionally, efforts to advance education in the developing world have focused on investments in things: 
schools are built, materials supplied, and then with any remaining resources investments are made in 
teachers. It’s an approach that is upside down in its implementation and it is failing some of the world’s most 
vulnerable communities.

At Summits, we recognize that educators are the most important factor to improving student outcomes, 
that access to an education delivered by determined, compassionate, skillful teachers is one of the most 
fundamental ways to change the landscape of poverty. 
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We belieVe eduCatiOn iS a Human rigHt.
We recognize a legacy of failed aid. We believe that we are all complicit in the suffering of the global poor. 
We believe that reframing the approach to education reform in our most vulnerable communities begins with listening. 
We work with communities, organizations and governments to empower teachers and transform schools. 
We are driven by impact and evaluation, not emotion and sensationalism. 
We believe that education transforms communities and we are working to 
build a world where all children have the chance to realize their full potential.
We are committed to facilitating thoughtful, multi-faceted, community-led efforts.
We are courageous when it comes to transparency, shortcomings, failures and fears.  
We are not afraid to take risks. We are building a coalition of people who believe that high-quality 
education is vital to alleviating suffering, increasing gender equality, and promoting economic sustainability.
Our work is defined by integrity, dignity, and an uncompromising commitment to excellence. 

10

TogeTher, we can move mounTains.



11



Haiti’s Central Plateau is a region of rolling mountains an hour northeast of Port-au-Prince.

StatiStiCS in tHe Central Plateau:

78% 
of students drop out 
after primary school

80% 
of the population lacks access 
to clean water

Families in the 
Central Plateau 
live on less than $2 
a day

85% 
of teachers lack basic 
qualifications

50% 
of Haitians can read or write. Haiti has 
the lowest literacy rate in the Western 
Hemisphere. The Central Plateau has 
the lowest literacy rate in Haiti.

85% 
of schools in Haiti are privately 
operated with minimal oversight 
and accountability
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Every interaction with Summits should be inspiring and thought provoking. We will achieve this through a 
dedication to transparency, through the use of clear, digestible language and a commitment to highly visual, 
compelling content and imagery.

We inspire others to understand how things work in order to make them better. To take things apart in order 
to understand how they work. The issues and concepts we discuss inspire thought, feeling, and a baseline 
understanding of issues bigger than ourselves. Sometimes, we’re controversial, but we’re always optimistic. 
We don’t have all the answers, but we’re confident that together, we can nurture communities and societies 
that understand and solve challenges together.

We believe in accompaniment, not aid. In partnership, not patronage. In dignity, collaboration and grit.
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Our Logo



The Summits logo is made up of two 
elements: our circle logomark and our 
“SUMMITS” wordmark. 

LOGOMARK

WORDMARK
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The following three variations of our logo are  
acceptable for use. 

Primary lOgO
The full Summits logo consists of the logomark 
and logotype in a horizontal layout. This should 
be the primary logo used in all print and digital 
collateral.

WOrdmarK
The Summits wordmark consists of the 
standalone logotype. This should be used only 
when the space is too small for the full logo or 
the logomark is prominent elsewhere.

lOgOmarK 
The Summits circle logomark should be used 
as a secondary branding element, such as on 
social media or as a watermark. 
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The integrity of our brand is our utmost priority. 
The application of the Summits logo should 
adhere to the following restrictions: 

•	Don’t squish or skew our logo.
•	Don’t change the scale of the logomark or 

logotype to its counterpart. 
•	Don’t use our logo in foreign colors. 
•	Don’t place the logo on a busy 

background.
•	Don’t rotate our logo. 
•	Don’t add any effects or                          

embellishments to the logo.
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We always want our logo to be easy to read. 

KeeP it legible
Make sure the size of the logo is large enough 
to be clear, legible and recognizable. The 
minimum acceptable width for the primary logo 
is 1.5 inches, 1 inch for the wordmark and 0.5 
inches for the logomark.

giVe it SOme SPaCe
The minimum amount of space required around 
the logo is equal to the height of the ‘E’ in the 
wordmark (or 1/4 the diameter of the circle 
logomark). This margin should be maintained 
on all sides of the logo, separating the identity 
from elements such as headlines, text, imagery 
and the outside edges of print and 
electronic materials. 

SPACE
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Our coLors



Primary Colors
Our primary colors are 
Orange and Dark Gray. 

CMYK 0, 59, 96, 0
RGB 245, 132, 38

HEX #F58426
Pantone 165 C

CMYK 70, 64, 63, 61
RGB 48, 48, 48
HEX # 303030

Pantone Black 7 C
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Secondary Colors
Our secondary colors are Dark Green, 
Light Green and Light Gray. 

CMYK 100, 37, 72, 28
RGB 24, 96, 82
HEX #186052

Pantone 626 C

CMYK 19, 15, 16, 0
RGB 204, 204, 204

HEX # CCCCCC
Pantone Cool Gray 3 C

CMYK 31, 0, 38, 0
RGB 190, 223, 178

HEX #BEDFB2
Pantone 359 C
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Our
TYPograPhY



FUTURA 

Futura Light 
Futura Light Italic
futura medium
futura medium italic
Futura Bold
Futura extra Bold

ABCDEFGH I j K LMNOPqRSTUVWxYz
abcde f g h i j k lm nopq r s t u vwx y z
1234567890 !@#$%^&* ( ) , . ; : <>?

Our primary brand font is Futura.

For TiTLes use FuTura eXTra BoLd, 
generaLLY in caPiTaL case.

fOr HeadingS uSe futura medium 
Or bOld, generally in CaPital CaSe. 

for sub-headings use futura medium or 
bold, generally in title Case. 

For body copy use the Futura font family in 
sentence case. Use the complete range of
styles and weights available as needed.
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Our graPhics
& PhoTograPhY



We often use graphics and unique styles to add 
visual appeal and life to our brand. All visuals 
should elevate the edgy, clean and modern 
aesthetic of the brand. 

iCOnOgraPHy
These icons should be consistent with the thin 
line art style that is used throughout our material. 
Also, they should be one single color and flat, 
with no effects or depth added. 

aCCent lineS
The MMs from our logo make up an accent line 
that can be used to call attention to specific 
elements. It can be applied in either two color or 
one solid color. 

Pattern
The MMs from our logo are again used to create 
a subtle zigzag pattern. When used, this pattern 
should be very subtle as to not take away from 
the main elements of the piece.  
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graphics



Our photography style aligns well with our 
messaging and voice, which is why all photos 
should be bright and saturated. Educators should 
remain a primary feature of most photography 
across all brand collateral. Photos should be 
both uplifting and authentic, serious 
and inspiring. 

featured imageS

TExT OVERLAY
Text overlay can be used on photos with a 
corresponding thin border as long as all text 
is legible. It should be in all capital letters and 
should contain some accent bolded text in the 
same color as the border. Often this effect will 
be used in header images. 

PATTERN OVERLAY
Our brand pattern may be used sparingly as 
a photo overlay. It should be very opaque, 
between 5-30%, depending on the photograph.

educaTion iS a Human rigHt.
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QuesTions?


