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THE MARK

The Lyman Allyn logo is composed of two parts: the
icon and the wordmark.

The icon is comprised of three shapes that come

together to form an abstracted representation of
the iconic column structure and the three notable

circular medallions on the facade of the Lyman
Allyn building.

The clean, rigid lines of the three rectangles reflect
a solid and long-standing man-made structure —

Lyman
Allyn

while setting the wordmark in a bold title case font
reflects the brand's history and impact in the New
London community.
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SIZING + WHITE SPACE

The Lyman Allyn logo should be used as originally
designed and proportioned as shown here to

the right, and in the variations listed on the
following pages of this guide. The logo should
not be modified except to scale the image while

25%

maintaining its aspect ratio. It should not be

rendered at a size that makes the text illegible.

25% 25%

A buffer zone of at least 25% of the logo mark's
width should appear between the logo and other

Lyman
Allyn

design elements.

25%



LOGO VARIATIONS

There are several versions of the Lyman Allyn
logo that can be used in different media and
applications. Usage will mainly depend on the
size and shape of the space available.

FULL LOGOS:

These are the primary logo variations to be
used wherever possible when not used as a
window, seen on page 12.

WORDMARKS:

The wordmark may be used independently in
certain use cases where size affects legibility
(e.g., small pieces of collateral like a pen).

ICON:

lcons may be used independently as graphic
elements and as a representation of the brand
in small use cases (e.g., social media profile
images).

All variations of these files are supplied in .eps,
.svg, .pdf, .jpg, and .png formats.

I“ Lyman
Allyn

Lyman Lyman Allyn
Allyn

ICON/FAVICON:

W I w @
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BRAND COLORS

The colors chosen for the Lyman Allyn brand are
built on its history, pairing updated shades of

its blue and orange colors with a sophisticated
off white and dark grey. This color palette was
designed to be timeless and classic.

Pantone 419 C, 2131 C, and 50% of 5315 C are
the primary colors for the Lyman Allyn brand,
used dominantly in application.

Pantone Orange 016 C is a secondary brand
color to be used as an accent to the primary
brand palette.

PANTONE 419 C
C:73 M:65 Y:65 K:72
R:32 G:35 B:34
#212322

5%

100%

75%

50% OF PANTONE 5315 C
C:6 M:5 Y:3 K:0

R:235 G:235 B:239
#EBEBEF

50%

25%

5%

NOTE: 50% is the primary opacity
used for Pantone 5315 C.

PANTONE 2131 C
C:84 M:70 Y:0 K:0
R:64 G:93 B:170
#365ABD

5%

PANTONE ORANGE 016 C
C:0 M:81 Y:100 K:0O
R:241 G:88 B:34

#FF5600

5%

Logo | Brand Colors




COLOR USE

In most cases, the logo mark will be used on a
solid brand color. However, where production
methods allow, it may be used in front of an
image. In such cases, there must be enough

contrast between the image and the logo mark.

All variations of these files are supplied in .eps,
.svg, .pdf, .jpg, and .png formats.

Logo | Color Use
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BRAND TYPEFACE: AVENIR sariigl aediine

Avenir is a typeface renowned for being clean,
bold, and classic.

Although Arial is used for the Lyman Allyn
wordmark, Avenir can be used for all forms of E X< | | E M E N |

text from headlines, sub-headlines, and pull

quotes to any large bodies of copy.

Avenir features different weights and styles
allowing for flexibility and the ability to Sample body copy
distinguish a clear hierarchy of information. Body

copy text should never overwhelm headlines/ 'yman Allyn Park will produce a dramatic change in the

sub-headlines in weight.

andscape of New London by creating a 12-acre, freely

accessible urban park that will serve the community.

Avenir - Black Avenir - Book
headlines sub headlines/body copy

L ' dol t aut prat
Aa Bb CC Dd Ee F.I: orem ipsum dolor sus aut aut pratur

moluptatur, illabor ehenest odiamenecum

Gg Hh li Jj Kk LI Mm a vollendunt, unturio. Es dolorectia
Nn OO Pp Qq RI" SS simillabore conectem quas dolupta testem

voluptam, si aditatur aut hit et quia voluptae

Tt Uu Vv Ww XXx Yy voluptamusam volorit mi, int perum et quae.
2z 01234567891 ?&* Porro optur re por atquibus ant.







PHOTO STYLE

Images have the power to evoke emotions
beyond words. The Lyman Allyn brand utilizes
imagery to express its values and personality,
and to bring its content to life. This is achieved
through both original photography, as well as
stock and paintings (where applicable).

Photography representing the Lyman Allyn,
whether on social media, the website,
or in print, should be:

* Positive - Happy subjects facing toward the
camera or engaging in their environment.

* Historical - Representing the rich history of
the museum and grounds.

* Informative - Highlighting a particular service
or event related to the messaging that will be
accompanying the photo.

e High Quality - bright, clear, and vibrant.
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PHOTO USE:
COLUMN FRAME

The solid column logo shapes can be used as

a frame for photography. This acts a window
into the Lyman Allyn and should display photos
representative of the museum's people

and services.

Recommended Subject Matter:

* Nature/landscapes.

e Close-up shots of textures/patterns/paintings/
art relating to Lyman Allyn and its services.

Dos:

e The frame should be surrounded fully/boxed
in by a Lyman Allyn brand color.

* Faces should not be cropped.

e Show subjects, locations, or objects that
pertain to the museum or its grounds.

Don'ts:
e Cropping faces with the frame.
e Using images with low contrast.

COLUMN FRAME DOS:

COLUMN FRAME DON'TS:
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SUB BRAND HIERARCHY

When creating sub branding of Lyman Allyn, an

Lyman
Allyn

additional logo mark is required in addition to
a new wordmark accompanying it to the right.

Here are the standards for creating the sub
brands below:

The parent brand is used:

e \When messaging is general and about
campus services and programs.

The sub brand is used: PY Lyman
® [ AI Iyn
e When messaging is specific and about a P
ark

particular set of services and programs that
speak to only that sub brand.
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THE MARK

The Lyman Allyn Park logo is composed of
two parts: the icon and the wordmark.

The icon is comprised of shapes that come
together to form an abstracted representation of
nature, with the column-inspired lines now curved
to form grass and the once symbolic circles now

take the form of flowers or pollen.

The curved organic lines of the three rectangles
reflect a space made by natural formation — while
setting the wordmark in a bold title case font
echoes the brand's history and parent brand's long-
standing impact.

Logo | The Mark

16



SIZING + WHITE SPACE

The Lyman Allyn logo should be used as originally
designed and proportioned as shown here to

the right, and in the variations listed on the
following pages of this guide. The logo should
not be modified except to scale the image while
maintaining its aspect ratio. It should not be
rendered at a size that makes the text illegible.

A buffer zone of at least 15% of the logo mark's
width should appear between the logo and other
design elements.

15%

15%

15%

Logo | Sizing + White Space
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LOGO VARIATIONS

There are several versions of the Lyman Allyn
Park logo that can be used in different media
and applications. Usage will mainly depend on
the size and shape of the space available.

FULL LOGOS:

These are the primary logo variations to be
used wherever possible.

WORDMARKS:

The wordmark may be used independently in
certain use cases where size affects legibility
(e.g., small pieces of collateral like a pen).

ICON:

lcons may be used independently as graphic
elements and as a representation of the brand
in small use cases (e.g., social media profile
images).

All variations of these files are supplied in .eps,
.svg, .pdf, .jpg, and .png formats.

FULL LOGO:

o LYman
e Allyn
Park

WORDMARK:

Lyman Lyman Allyn Park
Allyn
Park

ICON/FAVICON:

Logo | Logo Variations
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ADDITIONAL BRAND COLORS

Still paired with the primary off white and dark
grey, this sub brand includes a unique gradient
and additional palette. This color palette was
designed to be vibrant and modern.

Pantone 3501 C and 2240 C are combined

to form a fluid mesh gradient. A subtle noise
texture is added for depth. This gradient is the
primary color identifier for this sub brand.

Pantone Orange 016 C is a still used as a
secondary brand color to be used as an accent
to the primary brand palette.

PANTONE 3501 C
C:72 M:5 Y:100 K:0
R:78 G:175 B:72
#4CAEO4

PANTONE 2240 C
C:72 M:0 Y:51 K:0
R:45 G:186 B:155
#00C19F

PANTONE ORANGE 016 C
C:0 M:81 Y:100 K:0

R:241 G:88 B:34

#FF5600

MESH GRADIENT WITH NOISE

Logo | Brand Colors
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BRAND ELEMENT: GRASS + DOT

The logo mark elements may be pulled apart
and modified to form design elements for
compositional decoration or patterning.

The curved rectangle can be used on its own or in
conjunction with other pieces of varying size and
direction to form a large abstracted grass subject.
This form can be used in the dark and light colors
in the brand palette or the sub brand gradient. The
grass shapes can also be used as a window frame
into an appropriate photo (following guidelines
from page 13).

The orange dot exists as a compositional
decoration to be paired with the grass elements.

Logo | Brand Colors
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NEW EXHIBIT
COMING SOON
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VISIT US 425 Williams Street,
New London, CT 06320

CONTACT US 860.443.2545
info@lymanallyn.org

NEW EXHIBIT
COMING SOON
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lyman_allyn A new chapter begins.

On May 31st, during our unforgettable Art In
Motion Gala, we proudly unveiled the new logo for
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