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Section 1

LOGO IDENTIFIER 
+ CONFIGURATIONS



STANDARD IDENTIFIER

 Identifier
This identifier should be used when communicating on behalf of the entire institution - press release, endorsement opportunities, 
outside publications (including print, screen, and time-based media), and co-sponsored events, products, or publications.

Our legal name—which should appear typeset with the legal or copyright statement on all publications—remains 
‘Franklin W. Olin College of Engineering’.

   For print applications, reproduce 
the identifier (symbol + wordmark) 
at a minimum of 1.25” wide. 

   For screen-based applications, 
reproduce the identifier at a 
minimum of 120 pixels wide.

   For print applications, always 
reproduce the horizontal identifier 
at a minimum of 1.9” and the 
vertical identifier at .73” wide. 

   For screen applications, always 
reproduce the horizontal identifier 
at a minimum of 185 px and the 
vertical identifier at 70 px wide.

Alternate configurations

HORIZONTAL CONFIGURATION

VERTICAL CONFIGURATION

Horizontal and vertical alternate configurations of our identifier are available for applications where the 
standard configuration would produce less than optimal results.  

Olin College of Engineering

Olin College 
of Engineering
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TWO COLOR

ONE COLOR REVERSED

Identifier Two color and single color 

Variety through color (Internal Use) 

Where production techniques allow, use the gradient versions of our identifier. Where production techniques are 
limited—or where a particular communication would be better served—two color, black and white, and reversed 
versions of our identifier are available. 

Use the blue version of our identifier when communicating on 
behalf of the entire institution or when sharing our identifier with 
outside communicators.

For internal uses extended palette of identifier color (which 
complements our school colors) are available. 

   Flat and single color variants are also 
available in primary, horizontal, and 
vertical configurations.
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Our identifier is a part of a system. To ensure that all of our good work accrues to the Olin master brand, programs 
that are part of our community can have, where appropriate, their own identifier configurations. One-off program 
identifiers are strongly discouraged. 

If you have a question about building 
the profile of your program, please 
email oscom@olin.edu. 

Identifier building a unified brand
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Identifier an active player

Olin College 
of Engineering

CROPPING

The simplicity and strength of our identifier allows it to play an active role in our visual communications. Integrating our identifier 
with our graphic elements supports our commitment to creativity, passion for design and diversity of perspectives. Pushing the 
edges of our visual system mirrors our commitment to extending the boundaries of engineering education. 

   Appropriate cropping of our identifier communicates our 
fearlessness of boundaries and our engagement with the world 
beyond our campus. When cropping the identifier, always take 
care to maintain the integrity of the inner Olin oval and the 
legibility of the overall form.

   Engaging our identifer in direct visual dialogue with other 
elements of our visual system communicates our willingness to 
engage, test, and develop our own conversations and standards. 
A richer experience - not obfuscation - is our goal. The identifier 
must remain legible. 

ENGAGEMENT (SEE PAGE 18)
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Olin College 
of Engineering

Comedy Club
  change the typography of the wordmark
  create unapproved modifiers
  add drop shadows, bevels or other effects.

Modification of our brand identifier system outside of our established guidelines will dilute our 
brand, jeopardize our ownership of it and make it harder for people to understand, recognize 
and value us.

Identifier please don’t...
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use unapproved colors ‘fill’ the ‘O’ with an 
image or texture

alter the relationship 
between the symbol and the 
wordmark

use unapproved 
gradient fills

skew, stretch or 
otherwise alter 
the form of our ‘O’ 
symbol



Section 2
TYPOGRAPHY

OlinOLIN COLLEGEOlin College



Crimson ProDIN OT
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Distinctive, consistent use of our type families will enhance brand recognition and help us to communicate with clarity. Our two 
type families provide us with a wide range of typographic expression, allowing us to construct clear hierarchies while adjusting 
the voice of individual communications to better serve particular goals—and to resonate with different constituents.

When our type faces aren’t available - such as in HTML emails and applications including PowerPoint- 
substitute Arial (for DIN OT) and Times New Roman (for Crimson Pro).

Typography precise, varied, inviting

Crimson ProDIN OT

Light & Italic

Regular & Italic

Semibold & Italic

Bold & Italic

Black & Italic

STYLES

SUBSTITUTE - ARIAL SUBSTITUTE - TIMES NEW ROMAN

STYLES

W
EI

GH
TS

W
EI

GH
TSLight & Italic + Condensed Light & Italic

Regular & Italic + Condensed & Italic
Medium & Italic + Condensed Medium & Italic

Bold & Italic + Condensed Bold & Italic
Black & Italic + Condensed Black & Italic



Crimson Pro
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When creating communications, strive to create clear, distinct and scannable visual hierarchies. Within complicated documents, 
this reduces reader fatigue and facilitates the navigation of dense content. 

Typography establishing hierarchy in practice

  To reduce complexity, use the fewest possible typographic 
changes to establish clear heirarchy while maintaining a 
pleasing visual experience. 

  When crafting typographic heirarchies, make sure that 
any shift in size, weight, value, or color looks intentional - 
and is easily scannable 

  Shifts in color or value create subtle shifts in hierarchy 
within headlines or dense blocks of information. 

  Dramatic shifts in size signal dramatic shifts in heirarchy. 

  Use weight for emphasis or to establish more subtle levels 
of heirarchy. 

EX
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Using Initial 
Caps for 
Headlines.

   We’re not a newspaper— 
our tone is more informal 
and conversational. 
Use sentence style 
capitalization.

using force 
j u s t i f i c a t i o n 
for body copy.

   In most cases, force 
justifying text will create 
inconsistent typographic 
color, awkward spaces  
and will make reading 
more difficult.

setting type that 
is too light or too small 
to read.

   Always keep the legibility 
of content—and the age of 
your readership—in mind 
when choosing type styles 
and sizes.

using ALL CAPS 
for EMPHASIS.  

   When used within 
headlines or running 
text, this is the 
typographic equivalent 
of SHOUTING at  
our readers.

setting type  
in multiple 
colors.  

   Using too many colors 
in a single block of text 
creates excess noise—an 
unpleasantly staccato 
reading experience.

obscuring our 
words with our 
visual gestures.  

   Use care when combining 
our visual gestures with 
blocks of copy or headlines. 
Legibility is paramount!

Our typographic guidelines are designed to project our institutional voice while encouraging 
visual exploration and maintaining a high standard of legibility and clarity. Following these few, 
simple prohibitions will help us maintain a unified typographic voice and will facilitate a more 
pleasant reading experience. 

Identifier please avoid...



Section 3
BRAND COLORS



 Brand Colors
Our school colors—blue, silver/gray—are supported by a host of bright, clean colors that express the vibrancy and vitality of our 
community and the diversity and depth of our pursuits.

Always use the correct color formulas when building new communications. Our palette includes 
custom CMYK and RGB builds. 
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100.15.0.0 
HEX 009BDF

0.0.0.40 
HEX A7A9AC

0.0.0.100
HEX 000000

100.75.0.20
HEX 00458C

SCHOOL COLORS

   An .ase file of our colors is available for download or can be requested 
from Office of Strategic Communications at oscom@olin.edu.

  0.0.0.0 = Cyan.Magenta.Yellow.Black (process) 
  HEX = Hexadecimal RGB (Red Green Blue)

80.15.100.0
HEX 349E49

75.10.40.0
HEX 26AAA5

100.50.40.10
HEX 00677E

50.5.100.0
HEX 8EBE3F

100.50.100.10
HEX 00653E

25.0.100.0
HEX C0D028

0.25.100.0
HEX FFC20E

10.100.80.5
HEX CF1D39

0.65.100.0
HEX F47920

5.100.80.0
HEX E31D3C

20.100.70.50
HEX 750324

0.100.15.0
HEX ED037C

60.75.0.0
HEX 7B5AA6

20.60.0.0
HEX C77EB5

75.100.0.25
HEX 511C74

55.5.15.0
HEX 6BC1D3

EXTENDED PALETTE

MONOCHROMATIC PAIRINGS



Color Combination Tips
To create higher quality designs, aim to create something lively but also that limits the amount of colors you use. Rule of thumb is 
use 3 other colors with the Olin Blue. 

Below we have provided some examples of color combinations that work well. Feel free to use other color combinations, these have 
been the ones we have seen work best.
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Section 4

BRAND ASSETS 
+ IMAGERY
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Imagery building narratives, generating motion, inviting ...
Ours is an open, inviting community - so too is our approach to photography. Images of our community are taken from the perspective of the community 
members themselves, rather than from an outside observer’s perspective. Our goal is to invite people into our community, to welcome them into the 
vibrant, inclusive discourse that characterizes our interactions. 

The Olin community is creative - literally. We create stuff. Some of it works, some of it doesn’t, but it’s all done in the service of our broader goal - to learn 
through doing. Imagery of our work-product and work-process shouldn’t feel sterile or commercial; it should feel active, iterative and experimental. 

To obtain acces to professional images or to get assistance on hiring a photographer, please email oscom@olin.edu. 
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Graphic Elements vital, iterative, experimental
Our visual brand system includes an extensible series of visual 
gestures that are both symbolic of our community and its work and 
highly adaptable for use in organizing information and setting visual 
tone in our communications.

If you have a question, please email 
oscom@olin.edu. 



Section 5
BRAND IN USE

IDENTIFIER

IMAGERY

COLOR

GESTURE

TYPOGRAPHY

COMPOSITION

unique, recognizable 
Olin College 

of Engineering 
communications Crimson

PRO DIN OT
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example - Admission Packets

FOR EVERYONEFOR EVERYONE
OLIN.EDU

ENGINEERING

SOCIAL MEDIA WALLPAPERS

ENVELOPE PACKET 
Outside and inside of envelope 
pictured above

ST
IC

KE
R
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example - Prospectus
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example - Email Banners (Headers + Footers)
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example - Innaguration

EM
AI

L 
BA

NN
ER

PRESENTATION SLIDE
INNAGURATION BOOKLET
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example - Fact Sheet
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example - PowerPoint
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example - Website

Introducing Olin’s
Incoming Class of
2027
On August 23, Olin College will welcome 100 new
students of the Class of 2027 to campus! This class is
the largest in recent memory, with a record number of
international students and first-generation college
students, and one of the College’s largest cohorts of
domestic students of color.

#Olin2027

Read all about the new class

Engineering for Everyone
Olin College Reveals its 2022-27 Strategic Plan
Read the plan

Relive Olin Commencement 2023!

O L I N  C O L L E G E  C E L E B R AT E S  C O M M E N C E M E N T  2 0 2 3
By O L I N  C O L L E G E  O F  E N G I N E E R I N G

S E E  T H E  F U L L  STO RY

!

Scenes from Campus

By the Numbers

382
Students

50%
Tuition scholarship for
every enrolled student

8:1
Student-Faculty Ratio

52%
Female

Advancing engineering as a
bridge to equity,
opportunity and progress
for humanity on a global
scale

Engineering for impact

Leading transformation

Living the experiment

Driving equity

Community-centered
culture

Upcoming Events

View all upcoming events

Making Change

1 2 3 4 5 6 7 8 9 …

LAST

On Facebook

Since graduating from Olin 15 years ago, a tight-knit
group of alumni have gathered together every few
years for what is fondly dubbed, the Great Senior Suite
Reunion.

See more on Facebook

On Twitter
Uyen Tran, Olin College Class of 2025

Uyen Tran (ECE '25), will be developing self-assembling
nanophotonics over the break, as part of the Summer
Undergraduate Program in Engineering Research at
Berkeley (SUPERB) program.

See more on Twitter

On Instagram

Throwback to this past semester, when Olin Ultimate
hosted a high-flying frisbee tournament on the soccer
fields.

See more on Instagram

Follow Olin

Employment at Olin

Olin Gear

Consumer Information

Contact Us

Return to Campus

Privacy Sign up for oVations
Get our monthly newsletter in your inbox.

By submitting this form, you are consenting to receive
marketing emails from: Olin College, 1000 Olin Way,
Needham, MA, 02492, US, http://www.olin.edu. You can
revoke your consent to receive emails at any time by
using the SafeUnsubscribe® link, found at the bottom of

every email. Emails are serviced by Constant
Contact.

Sign up!

1000 Olin Way
Needham, MA 02492

781.292.2300

MENU SEARCH SOCIAL VISIT GIVE

Humans of Olin - Meet our Students

V o l l e y b a l l  o n  t h e  ( s u p e r  s c e n i c )  G r e a t  L a w n .V o l l e y b a l l  o n  t h e  ( s u p e r  s c e n i c )  G r e a t  L a w n .

Olin graduates posing for photo

M a k i n g  l i f e l o n g  f r i e n d s . . .M a k i n g  l i f e l o n g  f r i e n d s . . . C e l e b r a t i n g  a r t  a t  O l i n .C e l e b r a t i n g  a r t  a t  O l i n . S L A C  Fe s t  S h o w s !S L A C  Fe s t  S h o w s ! S h a r i n g  p e r s o n a l  t a l e n t s  w i t h  t h eS h a r i n g  p e r s o n a l  t a l e n t s  w i t h  t h e

c o m m u n i t y.c o m m u n i t y.

Freedom to Create.
A better approach
to engineering
education.

Connect with an
Admission
Ambassador!
Get the inside
scoop.

We embrace
radical forward
thinking.

Learn more

Olin Summer Institute

ENGINEERING FOR IMPACT

LEADING TRANSFORMATION

CURRICULAR DESIGN TEACHING + LEARNING

Summer Institute 2023

JUNE 5, 2023 - 8:00AM EDT

VIRTUAL

2023 OLIN COLLEGE SUMMER INSTITUTE
Designing Impact-Centered Learning
Experiences

Read More

E V E N TE V E N T
Alumni Weekend Banner 2023

ALUMNI

Alumni Weekend 2023

SEPTEMBER 22, 2023 - 1:00PM EDT

OLIN COLLEGE OF ENGINEERING

Come back to the bubble to spend time with
friends, faculty, staff and students. This year,
we will celebrate milestone Reunions for 2008
(15th), 2013 (10th), 2018 (5th)!

Read More

E V E N TE V E N T
Families play giant jenga on the Oval.

PARENT

Family Weekend 2023

OCTOBER 27, 2023 - 1:00PM EDT

OLIN COLLEGE OF ENGINEERING

Reunite and spend time with your student,
meet Olin faculty, immerse yourself in an Olin
class, watch student team demos, hear from
President Barabino and eat great food.

Read More

E V E N TE V E N T

Community Health
See Olin's
Community Health-
related updates.

Our progress is your
benefit.
Resources to
engage with our
proven pedagogical
processes.

Support a
resurgence in
engineering
innovation.
Help us build a
better world.

Carrie Nugent, Assistant Professor, headshot

PRESS RELEASE FACULTY

ACADEMIC PARTNERSHIP

Olin Associate Professor Carrie
Nugent receives 2023 Fulbright
U.S. Scholar Award

Carrie Nugent, associate professor of
computational physics and planetary science
at Olin, has received a 2023 Fulbright U.S.
Scholar Award.

Read More

A R T I C L EA R T I C L E
SIBB Gathering 2022

COMMUNITY-CENTERED CULTURE

PRESS RELEASE STUDENT

Introducing Olin’s Incoming
Class of 2027

On August 23, 2023, Olin College will welcome
100 new students of the Class of 2027 to
campus.

Read More

A R T I C L EA R T I C L E

ENGINEERING FOR IMPACT

LEADING TRANSFORMATION

LIVING THE EXPERIMENT STORY FACULTY

STUDENT

New Interdisciplinary Course
Helps Students See
Engineering’s Big Picture

“Engineering in Context” allows students to
self-integrate concepts of sustainability,
ethics, and history into their studies.

Read More

A R T I C L EA R T I C L E

Email∗∗

Olin is #11 in Salaries
for Software and Tech
According to New
WSJ-Published
Ranking
The Wall Street Journal (WSJ) has published a new
ranking of the Top Colleges for High-Paying Jobs in
Software, with Olin ranking #11 in all salaries for software
and tech. Olin graduates entering the software industry
are out-earning their peers from other colleges and
universities.

Read more

View

Edit

Delete

Revisions

Admin Toolbar quick search

Content Structure Configuration Reports Help

Workbench Manage Shortcuts jjimenez



Thank you for your 
help with building a 
strong Olin brand!

For questions and assistance, please email
 oscom@olin.edu or contact:

Anne-Marie Dorning
Vice President for Marketing & 
Communication
781.292.2258
adorning@olin.edu

Alyson Goodrow
Senior Director of Marketing 
781.292.2257
agoodrow@olin.edu


