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guided by heart.
What does it mean to be guided by heart? We lead and think with  

our hearts first. We take the time to truly listen and make the best  
decisions for our clients based on their personal or professional  

needs…not how much money we want to walk away with. 
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our

brand



“ N o b o d y  c a r e s  h o w  m u c h  y o u  k n o w ,  
u n t i l  t h e y  k n o w  h o w  m u c h  y o u  c a r e . ”  

-  T h e o d o r e  R o o s e v e l t



GUIDED BY HEART

GUIDED BY HEART

SAVA Insurance Group is a full service, family-owned, local insurance agency based in 

Waterford, Connecticut that offers a wide range of personal and business insurance 

products. For nearly 20 years, SAVA’s dynamic team has been “Guided by Heart,” offering 

caring, compassionate, and knowledgeable service to everyone they have the pleasure to 

meet and volunteering for and contributing to many different nonprofit organizations. 

“...offering caring, compassionate, and 
knowledgeable service to everyone they have 
the pleasure to meet...”

brand position
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In the insurance industry, too many 

agents are driven to “close the sale” and 

make as much money as possible. At 

SAVA Insurance Group, we take a much 

different approach — we’re guided by 

heart. This overall philosophy has helped 

us grow into a successful, flourishing, 

respected insurance agency over the last 

two decades. 

What does it mean to be guided by heart? 

We lead and think with our hearts first. 

We take the time to truly listen and make 

the best decisions for our clients based 

on their personal or professional needs…

not how much money we want to walk 

away with. 

Being guided by heart is much like life’s 

“Golden Rule” — treat people the way you 

would want to be treated: with respect, 

care, and passion. Go the extra mile to 

help someone, or simply take some time 

out of your day to make their day better. 

The idea of being guided by heart also 

relates to SAVA’s commitment to commu-

nity service. As a local insurance agency, 

it’s our job to get involved in our commu-

nity, and contribute in a way that helps 

our customers and local residents live 

better, safer, happier lives. We believe 

a solid community is the foundation of 

a safe environment and we’re proud 

to volunteer for and contribute to the 

United Way, Terri Brodeur Breast Cancer 

Foundation, Safe Futures, hospice, edu-

cational fundraisers, and local Connecti-

cut families and children in need.

brand foundation

GUIDED BY HEART



GUIDED BY HEART

GUIDED BY HEART

brand story

Back in 1985, Donna Yother started 

her insurance career as a receptionist. 

She loved the industry right from the 

beginning, and her passion made her ea-

ger to learn everything she could about 

insurance. By 1994, she was managing 

SAVA’s office and in 1998, she made the 

life-changing decision to purchase  

the agency. 

Since then, Donna has operated SAVA 

Insurance Group under the concept of 

being “Guided by Heart.” She wanted to 

establish her local agency as one that 

cares deeply about clients, employees, 

company and community partners. Suc-

cess is not measured in dollars at SAVA 

— it’s measured in smiles. If the individ-

uals and businesses we work so hard to 

protect are safe and happy, then we have 

done our jobs. 

Today, SAVA Insurance Group is a true 

family-owned business. Donna’s daugh-

ters, Diana Buscetto and Debbie Kane, 

both developed the same passion for 

insurance and have stepped up to help 

Donna run an outstanding communi-

ty-oriented agency. 

We take the time to truly listen and make 

the best decisions for our clients based 

on their unique personal or professional 

needs. Our team will always treat you the 

way we would want to be treated — with 

respect, care, and passion. 

“She wanted to establish her local 
agency as one that cares deeply about 
clients, employees, company and 
community partners.”



08

08



GUIDED BY HEART

GUIDED BY HEART

our

language
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“ W i t h o u t  a  s e n s e  o f  c a r i n g ,  t h e r e 
c a n  b e  n o  s e n s e  o f  c o m m u n i t y . ” 

-  A n t h o n y  J .  D ’ A n g e l o



COMPASSIONATE
Compassion is the cornerstone of the “guided by heart” concept and is an essential 

tone in our communications. We don’t just tell a client we “understand how they feel” 

— we show them we understand how they feel with our actions and our tone of voice. 

Compassion also encompasses several other traits that are important to the SAVA 

brand: caring, warmth, sensitivity, kindness, and humanity. 

ENGAGED
When our clients talk, we listen — really listen. Being engaged in a conversation — 

asking questions, giving someone your full attention, and simply caring — allows you 

to connect with people in a truly authentic way. You aren’t reading from a script or 

deflecting the tough questions like bigger companies and carriers may do; you are truly 

engaging in conversation and letting yourself be guided by heart.  

KNOWLEDGEABLE 
Our team prioritizes being guided by heart, but what sets us apart is our impressive 

knowledge of the insurance industry and how different types of coverage can protect 

our clients. We love to guide our clients in the right direction by arming them with the 

knowledge they need to make educated decisions. Compassion and engagement are 

nothing in business if you do not have a knowledgeable tone to back everything up. 

our tone



COMMUNITY DRIVEN
SAVA Insurance Group is engrained in the community and at the end of the day, it is 

a major differentiating factor for our clients. They could call one of those national in-

surance companies, but they don’t — because our clients like working with an agency 

that knows where they live, what they’re dealing with, has a vested interest in their 

success, and actively volunteers and contributes to local nonprofit organizations. 

SAVA Insurance Group builds long-term relationships and doesn’t shy away from 

getting involved in the community. 

our voice



our unity & message

Our clients are honest, hard-working 

individuals who appreciate our agency 

because we embody the same values. 

They know we are compassionate and 

will always let our hearts guide us in 

making the tough decisions — not money.  

We are not just insurance agents — 

we are trusted advisors. Our friendly 

advisors are 100% engaged when 

speaking with clients, allowing us to 

connect in a truly authentic way. By 

developing a real connection, our clients 

are able to make informed decisions they 

can feel comfortable with. 

Clients are drawn to the compassionate, 

engaged way we talk to them, but they 

trust us with their insurance because 

they are confident that we know what we 

are doing. Using a knowledgeable tone, 

we prove time and time again that our 

extensive experience in the insurance 

industry makes us more than qualified 

to provide the right amount of coverage 

every single time and handle any 

curveballs that come our way. 

Our conversations with each and 

every client should tell a story built on 

being compassionate, engaged, and 

knowledgeable. When we combine 

these three traits together, we have 

the ultimate formula to establish the 

perception that SAVA Insurance Group is 

a community-driven insurance agency. 

By developing a real connection, our clients 
are able to make informed decisions they 
can feel comfortable with.
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design



“Good design is making something  
intelligible and memorable. 

Great design is making something 
memorable and meaningful.” 

- Dieter Rams
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GUIDED BY HEART

The most important feature of our 

logo is that it instantly creates a 

connection between our core message 

of being guided by heart with a 

symbolic interpretation of that idea. 

These ideas are reinforced by the 

use of the words GUIDED BY HEART 

beneath the logo. It reinforces the 

message behind SAVA. 

The icon of our logo has been designed 

to be used as a design element without 

the watermark. Please use it at will 

across our branding. 

RULE 1

Never scale the logo disproportionately. 

The icon should always be proportionate 

and the watermark should maintain its 

proper dimensions.

RULE 2

Don’t change the layout of the logo. 

Icon on left, watermark on the right and 

GUIDED BY HEART underneath. 

RULE 3

You can use the icon to enhance branding 

as a design element. 

RULE 4

Legibility is key. Don’t change the color of 

the logo or place it on a background that 

makes it difficult to read.

our logo
Our logo has been created to show we 
guide you by heart. 
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LOGO SPECS

CORRECT USE

INCORRECT USE

The gray  box + the white rectangle  

illustrate the logo perimeter. 

The “Clarity Rectangle” is 

determined by the distance 

from the bottom of the logo 

perimeter to the bottom of the 

word "insurance group inc”. We 

then applied that space to all four 

sides of the logo perimeter.

The portion of the logo highlighted in gray is the “icon”. It can be 

used on its own without the “word-mark”. When used on it’s own it 

should be white or the 2 solid primary brand colors.

The portion of the logo highlighted in 

white is the “word-mark” and it should 

never be used without the icon. 

“The Clarity Rectangle” is the minimum amount of clear-space that  

needs to be around the logo to separate it from other design elements. 
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01

 This is a great example of 

how we can use our logo 

and patterns across a suit 

of different items to build 

our brand

03

This is a great example of 

using a design element 

to ensure that the logo is 

legible on a pattern that 

otherwise would make it 

difficult to read.

02

This is a great example 

of how we can use our 

logo as a 1 color logo on a 

background that is dark to 

enhance readability.

in brand

01

0302
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01

In this example you can see 

how using the wrong color 

can make our logo feel alien 

and not consistent.

03

Another great example of 

using the logo with a brand-

ed element but in a way 

that is incorrect. Legibility 

is key to ensuring people 

know who we are.

02

This is an example of using 

the wrong logo at the 

wrong time. If placing the 

logo on a busy image use 

our one color logo.

not in brand

01

0302



We’ve chosen a softer more feminine 

color palette because the thoughts 

associated with femininity are typically 

thoughts of compassion and nurturing 

which matches succinctly with what we  

want to convey about our brand. 

However our choice of teal and stone 

help to ensure our clients that we are 

just as competitive and knowledgeable 

as any other agency. 

We can reinforce these ideas by utilizing 

our colors consistently across our 

brand. That means making sure the color 

is always correct for your given media. 

Purple tones should be the focus color  

70% of the time with the other 30% of 

the time being dedicated to teal. Stone 

and sand should be additive colors for 

text and design elements. 

Always make sure when mixing purple 

and teal that there is a proper level of 

contrast maintained so that our visuals 

don’t become muddied. 

our colors
Color is key to reinforcing the idea that 
we’re compassionate and engaged in our 
clients’ lives.



PURPLE

PANTONE RGB CMYK HEX WEB

2364C 102, 89, 108 59, 59, 36, 20 #735D6C #666666

PANTONE RGB CMYK HEX WEB

5483C 79, 134, 142 65, 11, 25, 27 #598B8E #669999

PANTONE RGB CMYK HEX WEB

435C 193, 178, 182 9, 16, 8, 19 #BDB2BB #CC99CC

PANTONE RGB CMYK HEX WEB

5523C 182, 207, 208 22, 1, 9, 2 #C0D4D1 #CCCCCC

PANTONE RGB CMYK HEX WEB

BLACK 7C 61, 57, 53 38, 35, 33, 92 #40403F #333333

PANTONE RGB CMYK HEX WEB

COOL 
GRAY 1C

217, 217, 214 4, 2, 4, 8 #EDEDEA #CCCCCC

30% 70%

30% 70%

30% 70%

30% 70%

30% 70%

30% 70%

SAIL

STONE

SEA

AQUA

SAND
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LATO
Lato is the typeface we should use for body copy. It’s a light and airy font but also 

serious enough to convey important points. The designer carefully crafted the font to 

be able to be flexible in this way and even had this to say about it: “Male and female, 

serious but friendly, with the feeling of the summer...”

JULIUS SANS ONE 
Julius Sans One has been chosen to add a little panache to our branding. It should only 

ever be used as a headline font and is great for headlines that you want to give a little 

stylistic emphasis to.

PLAYFAIR DISPLAY
Playfair Display has been chosen as our secondary headline font because it creates 

 a feeling of elegance and grace that help our designs feel feminine but firm.

ALEX BRUSH
Alex Brush is an accent font used to bring a sophisticated and playful feeling in between 

serf and san serif fonts. This allows us to break up a block of text, which causes the font 

to catch the viewrs eye.

our typography
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123
abc
ABC

Light   |   Italic

Regular   |   Italic

Bold   |   Italic

Black   |   Italic

Cozy lummox gives 

smart squid who asks 

for job pen.

LATO

123
abc
ABC

RegularCozy lummox 

gives smart 

squid who asks 

for job pen.

JULIUS SANS ONE

123
abc
ABC

Light   |   Italic
Regular   |   Italic
Bold   |   Italic
Black   |   Italic

Cozy lummox gives 
smart squid who 
asks for job pen.

PLAYFAIR DISPLAY

123
abc
ABC

RegularCozy lummox gives smart 
squid who asks for job pen.

ALEX BRUSH



GUIDED BY HEART

GUIDED BY HEART

We create a feeling of community by 

using nautical images to reinforce 

where we’re located. We also show 

community by using images of what 

we’re doing in our community.

We show caring by keeping our images 

more focused on people being cared 

for. Whether that’s by a parent, in an 

office, or just with a smile. The images 

should show that the person is well 

taken care of.

Lastly, color is vitally important to 

creating the tone of our images. 

We want to find images that tonally 

correlate with our core colors because 

it adds a layer of depth and meaning to 

our photographic choices.

RULE 1

Always use nautical images to enhance 

the feeling of community. But make sure 

they are soft and welcoming, not hard 

and cold. 

RULE 2

When showing people, show them  

being cared for and taken care of.

RULE 3

Choose images that have a pale pink, 

light purple or teal tone to match our 

color palette. 

RULE 4

Don’t use images that stray from these 

requirements as they can conflict with 

our brand.

our photography

Community, caring, and color are the 
most important attributes to what 
makes a great Sava Insurance image.
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GUIDED BY HEART

01

This is a great image because 

not only is there a depth to 

the story it tells, it relates 

back to our community and 

matches our color palette.

03

This is a good example of an 

office centric image but also 

showing care. The image is 

light and airy, matches our 

color palette and gives a 

genuine sense of care.

02

This image is great because 

the content of it is caring 

and supporti. It also tonally 

matches our color palette.

in brand

01

0302
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01

This image is to staged and 

to blue to match our brand-

ing requirements.

03

While this image is close 

to showing community it’s 

unfortunately lacking in 

the color department it’s 

far to blue to work for our 

branding purposes.

02

This image doesn’t show any 

of the three C’s we want our 

images to focus on : caring, 

community or color. 

not in brand

01

0302
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PATTERN
Our patterns and texture have been chosen to reflect the core idea of our brand, the 

consistency in caring for our clients is the key to our success and theirs. We’ve chosen 

repetitive patterns that are uplifting in design to communicate that. 

We’ve also chosen textures that emphasize scratches and roughness. Often times our 

clients come to us when they need help smoothing out a bump they’ve hit along the 

road and we can’t forget that our caring reaction to hardship is the reason our clients 

continue to work with us. These textures are a nod to that notion.

ICON
Our logo has two distinct elements: the wordmark and the icon. The icon has been 

created to be used as a seal of approval of sorts on our marketing. It should be utilized 

to confirm that a piece of collateral is in brand. It should be used when the logo doesn’t 

do enough to express that our business decisions are guided by heart. It can be scaled 

up, used in full color or one color, and rotated up to 90 degrees to enhance the brand 

awareness of any piece of collateral. 

our design elements
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GUIDED BY HEART

01

This is a great example of 

how our patterns can be 

used by themselves to add 

visual texture and a feeling 

of being uplifted.

03

This is another example 

of how using our pattern 

can create depth and build 

our brand on items that 

are quickly looked at and 

don’t have a great depth of 

information to them.

02

This is a great example 

of how to use our icon as 

a brand building design 

element that reinforces our 

core message of guided  

by heart. 

in brand

01

0302
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01

Our patterns should be 

used with care so they do 

not become overwhelming 

to the eye.

03

This is a great example of 

how not to mix our patterns. 

Use one pattern at a time. 

Too many at once can 

become distracting. 

02

Our icon should only be 

used in in-brand colors 

and scaled proportionately 

otherwise the message  

gets lost.

not in brand

01

0302



CREATED BY
Agency Appeal

 +401.340.0048
kelly@agencyappeal.com
www.agencyappeal.com
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SAVA Insurance Group 
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www.savainsurance.com


