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”“We start with the assumption that

-Gary Wapinski
Vice president of manufacturing

everything we do, we can do better.



section 1



vision
Crayola is a trusted brand. They have 
inspired artistic creativity in children 
for more than 100 years - since the 
first box of Crayola crayons rolled off 
the assembly line in 1903. Whether 
it’s providing tools to get in touch 
with peoples creative sides, or en-
abling teachers to bring arts-infused 
learning into the classroom, Crayola 
is passionate about helping parents 
and educators raise creatively alive 
children who they believe will grow 
to be inspired, original adults.

“

”

We believe that before a life can be 
filled with knowledge, wisdom, and 
accomplishment, it must be filled with 
wonder, adventure, and daydreams. 
Before children can learn to think for 
themselves they must first be free to 
express what they’re thinking.  We 
believe in unleashing, nurturing, and 
celebrating the colorful originality in 
every child.
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mission
The Crayola brand has grown into a 
portfolio of innovative art tools, craft-
ing activities, and creative toys that 
give kids the power to express all 
that inspires them as they explore, 
discover, play, pretend, and dream. 
Crayola believes that “What if?” is 
the greatest question in the world, a 
question that makes the impossible 
permissible. At Crayola, our purpose 
is to help parents and educators raise 
creatively-alive kids.  We want to help 
kids ask those “what if?” questions 
that keep them curious.

values
Crayola uses all non-toxic, environ-
mentally friendly, child-safe materials 
that are cost effective and efficient. 
They use a variety of colors with funny, 
memorable names which adults and 
kids understand. They have scented 
markers in order to help with sensory 
skills and the have easy grips on their 
products to help with motor skills.



Crayola began as Binney and Smith in 
1885 when Joseph Binney partnered 
with his son and nephew. Binney and 
Smith sold their first Crayola crayons 
in 1903, when a small box of 8 crayons 
was $.5 cents. The business began in 
NY and moved to Easton PA, where we 
reside today. Noticing a need for safe, 
quality, affordable wax crayons, the 
company produced the first box of eight 
Crayola crayons in 1903, containing: 
red, orange, yellow, green, blue, vio-
let, brown, and black sticks. It sold for 
a nickel. The Crayola name, coined by 
Edwin Binney’s wife Alice, comes from 
“craie,” the French word for chalk, and 
“ola,” from “oleaginous.” In 1984, Bin-
ney & Smith becomes a wholly-owned 
subsidiary of Hallmark Cards Inc., of 
Kansas City, Missouri, the world leader 
in personal expression products.

In 1987 Crayola introduces Washable 
markers, an instant hit with kids, teach-
ers and moms.  Crayola colored pencils 
also arrive. In January 2007, Binney & 
Smith becomes Crayola LLC, reflect-
ing the company’s No. 1 brand and its 
fast-forward innovative direction.  The 
Crayola name has 99% recognition 
among U.S. households. In 2013, the 
Crayola Experience is re-imagined with 
21 all-new, hands-on attractions. This 
real-life extension of the iconic Crayola 
brand is where color, chemistry, and 
technology magically combine to create 
a colorful adventure for a child’s imag-

Every day we learn more and work to 
apply best practices to improve our 
company, our Crayola products and 
the environment. We take these issues 
and challenges very seriously. We work 
hard to make a difference by complying 
with—and even exceeding—industry 
standards and our own sustainability 
goals. As we continue to work to be-
come a better company with the help of 
our partners, we will build our strategy 
around three key tenets of responsibil-
ity: Ensuring the best product safety & 
quality, being a good corporate citizen, 
and implementing strong environmen-
tal practices.

Crayola products give colorful wings 
to the invisible things that grow in 
the hearts and minds of children. 
We offer colors that inspire and tools 
that transform original thoughts into 
visible form. We believe that before a 
life can be filled with knowledge, wis-
dom, and accomplishment, it must 
be filled with wonder, adventure, 
and daydreams. Before children can 
learn to think for themselves they 
must first be free to express what 
they’re thinking.  We believe in un-
leashing, nurturing, and celebrating 
the colorful originality in every child.
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company history
our brand

what it stands for



The brand identity is best known for the 
way that a brand wants to be perceived 
by its consumers. Logos are the most 
important part of a company’s identi-
ty, recognition, and branding. The first 
representation of the visual and verbal 
language of an organization is the logo. 
In order to have a successful logo and 
brand, businesses spend a copious 
amount of money on the creation to 
ensure consistency, resonance, and a 
competitive advantage.

Successful identities build awareness 
by communicating and supporting what 
the organization does. Well designed 
logos must be: authentic, memorable, 
meaningful, and they must help define 
a company’s culture.

Consumer Affairs
Crayola LLC
1100 Church Lane
Easton, PA 18044-0431

mail:

(610) 253-6272phone:

http://www.crayola.com
https://www.facebook.com/crayola/
https://twitter.com/Crayola
https://www.instagram.com/crayola/
https://www.pinterest.com/crayola/

social:
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the role of a brand

how to use these guidelines
If you are looking represent Crayola for 
private or commercial use, you should 
take note of these guidelines as you 
move forward. Our brand should come

across as unified and professional so 
in order to keep up our colorful look, 
please consider all creative ideas be-
fore continuing your project!

contact



section 2
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The old logo was very static and didn’t completely en-
compass what exactly Crayola is about. It has a rainbow 
smile which gives the viewers a taste of the company 
is but it isn’t exactly so kid- friendly. Most people don’t 
even realize that the rainbow is a smile, and when the 
logo is in gray-scale, you don’t know it’s a rainbow at 
all. Kids are our number one customers and audience 
so we needed to have something that kids would be 
more drawn to. Also in the old logo, if you take away 
the word “Crayola,” you just see an oval with a half 
moon shape with a gradient. If people were just seeing 
this for the first time, they would most likely have no 
idea what company it is or anything that it stands for.

For the new Logo, we wanted to create something kids 
would want to have. Something with a friendly smile 
for sure. It is a friendly crayon with big eyes, a happy 
smile, and curious eyebrows. The reason for this is 
because kids will more likely be drawn to a character 
rather than a yellow oval with a rainbow and a green 
word. The font Archer is used in the new logo because 
the serifs are both flat and round which shows variety 
which also symbolizes the versatility within Crayola. 
The new logo is more successful because the character 
itself is more childlike in every aspect. 

stacked:

The linear logo can be used for 
things such as: letterheads, busi-
ness cards, signs, flyers, or anything 
that is narrow and long. For instance, 
the linear logo may look better on 
a crayon, marker, or colored pencil 
because those items are long and 
skinny. It would be easier to read.

The stacked logo can be used 
for things such as: packaging, 
brochures, merchandise, appar-
el, sinage, and anything that is 
read vertically. 

linear:

crayolacrayola

crayola

logo comparison stacked vs. linear orientation
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Clear space is the breathing room around a logo. 
There should always be a bit of white space 
around a logo in order for it to stand out and be 
readable from a distance. The clear space mea-
surement will be measured by “x,” which is the 
pupil of the crayon’s eye.

When resizing this logo, be mindful of how  small it is being made. 
When logos are too small, sometimes they become unreadable. 
1/2 of an inch would be too small (shown on the right). Also 
when being made smaller, the type may be removed.  Smaller lo-
gos should be used for paperwork, business cards, and smaller 
products. The larger logos should be used for packaging (larger 
products), apparel,  large prints/billboards, etc.

= x

crayolacrayola

2”

crayola

2”

crayola

.5”
crayola

.5”
crayola

1”
crayola

1”
crayola

1”
2”3”

.5”

The color of the logo is blue because it is a gender  
neutral color and is also a primary color. Primary colors 
represent kids better than other colors because the 
primary’s are the first colors that they learn. This logo 
is very versatile in the sense that it can be changed to 
any color in the big box of Crayola crayons, to match 
anything. Blue is also the color of the sky, symbolizing 
the fact that when using Crayola products, sky is the 
limit when it comes to creativity and imagination.

PANTONE • P 107-16 C
RGB • 7 74 123 
CMYK • 100 52 0 37
HEX/HTML • 074A7B

PANTONE • P 114-6 U
RGB •75 122 151 
CMYK • 75 13 0 35
HEX/HTML • 4B7A97

PANTONE • P 115-5 U
RGB • 123 198 235
CMYK • 51 0 0 0
HEX/HTML • 7BC6EB

PANTONE • Black 6 C 
RGB • 16 24 32
CMYK • 100 79 44 93
HEX/HTML • 101820

crayola

crayola

clear space

sizing & scaling

logo in color
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Archer Semibold was the chosen font for the 
new logo because of the rectangular and 
rounded serifs that it has. Both types of serifs 
show the versatility in the company as well as 
the different ways that Crayola products can be 
used. The semi bold version of this type face 
makes it easy to read small or large.

Archer Semibold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 1234567890

typography

crayola
crayola
crayola

incorrect logo usage

crayola

crayola crayola

crayola crayola

Stack the type on top 
of the logo and make 
it look as if it is going 
to fall off the top of 
the crayon.

Place the logo at the 
edge of the text like if 
is going to fall off the 
side and hurt itself.

Outline the text in 
any color as for it will 
limit the readability.

Turn the logo on it’s 
side, this just doesn’t 
look normal or natural.

Squish the crayon 
or the text, no body 
likes broken or flat 
crayons.

Empty the fill of the 
logo and the text 
EVER. It will be very 
hard to see and read.

CRAYOLA

Make the type in all 
caps, it was meant to 
be lowercase!

Crayola
Make the type in 
proper case either!

please don’t...

crayola
Put the logo upside 
down, there’s just no 
good reason for that!

there is 1 thing you may do...

change it to any color you want!


