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Welcome 
aboard



2 brand applications

To connect people,
ideas and opportunities. 

Our brand
was made
to connect.



3 brand applications To expand views. 
To discover the new. 
And to encourage 
exploring beyond borders.

Our brand 
was made 
to broaden 
horizons.
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It promotes partnerships, 
growth and the confidence 
that yes, we can always  
get a little further. 

Our brand 
contains 
a whole 
universe.
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Our brand 
is for those 
who believe.
In themselves and in a promising 
future. To guide talent and 
companies until they get there.
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Fasten your 
seat belts 
because we are 
almost ready  
to launch.
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a set of definitions and 
insights that communicate 
the unique value that Olby 
generates for its audience 
of users.

It’s not really 
rocket science, 
but we think it’s 
just as important.

brand strategy

OKAY
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territories
Territories are Conceptual 
spaces associate to a brand 
that reinforces its positioning 
and differentials.



10 brand strategy Pushing
forward
We are a brand with the energy of being one step ahead, 
while driving movement. We instigate the conquest  
of new spaces, encouraging new attitudes.

Challenges

Growth

Autonomy

Questioning

Flexibility

Expansion

Risk

Individualism

Curbing

Unpreparedness

Rebelliousness

What it is What it isn’t

brand strategy /   territories10
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Our brand explores possible paths and provides support 
along the way, creating lasting relationships based  
on trust and partnership bonds.

Safety

Experience

Transparency

Welcome/
Acceptance

Accessibility

Relevance

Dependency

Shortcuts

Empty exploration

Short term

What it is What it isn’t

Guide  
me through

11 brand strategy /   territories
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We live in community and promote belonging  
and collective participation. Driven by people first, 
we encourage knowledge and experiences exchanges.

Learning

Positivity

Lightness

Co-participation

Individual appreciation

Just one more 
regular brand/person

Obligations

Loneliness

Anonymous

What it is What it isn’t

Community 
building

12 brand strategy /   territories



13 brand strategy

Set of characteristics  
or qualities of an organization.  
In short, the values convey  
why the organization does  
what it does and how  
it delivers its mission.

values
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When the truth is 
told, transparency 
unfolds.

We have a safe and open 
environment that allows 
transparent communication 
to flourish clearly and fluidly.

14 brand strategy /   values

OKAY
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We take care, 
no matter where.

We think collectively and  
work towards a common goal. 
That’s why we always have each 
other’s back, even from miles apart. 
As a team, we always aim  
for mutual success.

15 brand strategy /   values

OKAY
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We take responsibility for what  
we commit to, from beginning  
to end. We charge ourselves with 
passion and energy, and never 
take the easy way out.

16 brand strategy /   values

We commit. 
We don’t quit.
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We are in constant movement. 
That’s why we think big and 
see new challenges as a form 
of continuous growth.

Aim high, 
beyond the sky.
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We give freedom to people 
to perform their best because 
we trust in one another. 
We genuinely embrace 
the sense of confidence.

Between us, 
there is trust.
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archetypes
Archetypes are identifiable 
personality types, common 
to all cultures. They are the lenses 
through which we relate ourselves 
to other people. 
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The connector

Olby unites, connects, and expands 
its spheres of influence by creating 
alliances between people from different 
groups. It is sociable, flexible and 
empathetic. It finds similarities and 
brings together people who might 
otherwise never meet.

Olby sees value in every relationship 
and genuinely listens to people.  
Thus, it finds opportunities  
in previously unexplored universes.

/   archetypes
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The catalyst

Olby makes encounters  
on great journeys possible.

It sees the world from different angles 
and has the potential for transformation, 
to make things happen and make 
dreams come true.

Olby breaks barriers and fights them. 
Confident and intelligent, it knows how 
things work and therefore it can change 
them — to favor what is fair.

/   archetypes
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The Golden Circle reflects 
the essence of the brand and 
its purpose — why we do it,  
how we act, and what we do.

golden 
circle
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We facilitate and build trustful  
long-lasting journeys with 
transparent information  
and the right guidance.

We were born to reduce 
intercultural barriers 
and to promote thriving 
work relationships.

A platform that fosters connections 
between Latin American talent and 
international companies, leveraging 
life-changing opportunities and 
boosting global tech careers.

Why How What

23 brand strategy /   golden circle
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Brand positioning describes 
how a brand is different from its 
competitors and where, or how, 
it sits in customers’ minds. 

positioning
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Even with a growing demand for 
international professional relationships, 
the processes of hiring talent and 
looking for jobs abroad are still 
complicated and bureaucratic. 
 
There are knowledge barriers that must be 
overcome, both by talent as by companies. 
Financial transactions are opaque in 
the market where the brand operates, 
hindering confidence in the industry.  
 
There is a lack of brands that offer more 
transparency and guidance for talent to 
navigate this market based on a long-
term win-win relationship.

Context Audience and needs

Renato’s profile Marco’s profile Rebeca’s profile
A carefree person who 
likes to explore new 
opportunities. Keeps 
a work-life balance.

Independent, 
successful and highly-
paid. Aims to conquer 
a leadership position.

Feeling supported 
and safe to enter the 
international market.

/   positioning
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• Pioneers in the Brazilian talent market.

• Latin American talent specialist.

• Multicultural: present in 7 countries.

• A list of talent and companies that keep  
an extremely positive relationship with the brand.

• Part of the Trybe group, which has  
over 3,000 students on its platform.

A safe and friendly platform that offers international 
job opportunities as well as access to a talent 
community for continuous exchange of knowledge 
and learnings. Its international market know-how 
supports the business relation between companies 
and talent in the long term, with full transparency 
about financial transactions.

• It doesn’t retain part of the talent’s salary nor earns 
a percentage of it. It charges an extra percentage 
fee to the international company for the service.

• Expertise in legal and bureaucratic affairs 
concerning international hiring processes, 
maintaining transparency, sharing information  
and providing support throughout  
the whole journey.

• It provides the best matches between talent  
and opportunities in international companies.

Offer

Advantages

Credentials (RTB)

/   positioning
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The way 
we speak 
shapes how 
this journey  
will go

Verbal identity is the brand articulation 
through the use of distinct and focused 
language, expressed through words. It 
will help build consistency and clarity in 
the creation of content and copy in all 
communications. It infuses the brand’s 
personality in messaging and aims to 
distinguish the brand from its competitors.

verbal identity
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verbal
concept

The concept of our verbal identity  
is what will tie the whole brand 
voice together, it is the idea  
that permeates the way  
we communicate.
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Someone who discovered  
new theories about the universe, 
which is in constant movement and 
expansion and has incredible energy, 
pulsating continuously. 
Olbers proved that if you walk down 
paths you never imagined, you can 
end up discovering a lot — including 
the space that goes beyond  
the known.

Olbers was a
great explorer 

/  concept
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The space

30 verbal identity /   concept

Therefore, the territory  
we are going to explore is:
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naming
A set of techniques, based on  
our positioning, used to develop 
and create a new name in order to 
differentiate us from other players 
in the market, as well as bring more 
of our personality to surface.
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Olbers was the author of the 
non-static universe theory. 
From his name, Olby was created, 
a short and charismatic name that 
refers to the ideas of discovery 
and a world that is in constant 
movement, ready to be discovered.

32 verbal identity /  naming

Olby
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A powerful and singular message, 
which articulates the brand’s 
commitments assumed in the 
positioning, and communicates  
its essence.
It’s the beginning of the 
conversation with the public.

manifesto
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Olby.

We fuel the passion 
to keep taking steps forward. 
To explore new paths. 
And pioneer the market beyond 
what can be imagined.  
Certain that we will be side by side. 
Always guiding beyond the finish line 
— on a continuous road.

We believe a true partnership can’t be broken. 
It is transparent from start to finish, 
with no asterisks or fine print. 
And it is through this two-way street 
that we create a universe.  
Of talent and companies that seek 
each other out. And find one another 
Of people who want to see each other win.

It’s time to find out that the world 
is small for the ones who dream big. 
And understanding that 
“we can go further” is a one-way trip. 
Together, we can turn today’s opportunities into 
tomorrow’s accomplishments. 
Because amid all these routes, 
that’s where we meet.

Life is made of opportunities 
They are how all great stories begin. 
We create them. 
We foster them. 
We conquer them

And when we seize them, 
our desires pave the road 
to the future we want.

And that’s why we are here.

We are Olby.

We exist to facilitate connections. 
To break down barriers. 
To open the doors to a world 
that is constantly expanding. 
Keeping in mind that each path is unique,  
and that everyone owns their own choices. 
And as for us, we orbit among goals 
to boost journeys.

Life is made of 
opportunities

34 verbal identity    /  manifesto



35 verbal identity35 verbal identity

A tagline is a short phrase that  
talks about the soul of a business. 
The tagline has the power to humanize 
the brand, making people identify with it.  
In addition, it manages to engage  
the public around an idea.

tagline



36 verbal identity36 verbal identity /   tagline

An invitation to join the journey!

Let's get there



37 verbal identity37 verbal identity

Let's get there
Here we call the entire OLBY 
community to action. Not only 
talent, but employees and 
companies. It also communicates 
that Olby will accompany  
you on this journey.

Everyone has a goal and we want 
to go along with our audience to reach 
it. “There” here means the dream, goal, 
career desire, success, achievements.

/   tagline
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Let's get there

verbal identity /   tagline
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The way we speak to our audience says 
a lot about who we are. Tone of voice 
is a direction to bring coherence and 
consistency to our content. The way 
we speak is driven by three traits.

tone
of voice

39 verbal identity
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Simplifies

Connects

Provokes

No matter how complex the topic may be, 
our words have the power to make it clearer 
and easier to grasp. 

Our speech is full of life, developing 
conversations that spark optimism 
and openness. 

We’re brave to question what must change, with 
the energy and truth that actually make things 
move. Our text goes beyond showing confidence 
— it gives confidence. 

/   tone of voice
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Clear
Simple
Familiar

CLEAR, GUIDING, EASY, BRIEFLITERAL,
METHODICAL

SIMPLISTIC,
INACCURATE

NOT OUR 
TONE

NOT OUR 
TONESimplifies conversations

We speak with the same transparency we cultivate 
in everything else we do. No matter how complex 
the topic may be, our words have the power to make 
it clearer and easier to grasp. It’s quite simple: 
we get the message through at a glance, leaving 
no questions and a great deal of curiosity.  

Simplifies 
conversations

/   tone of voice
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• Say it as simply as you can ;

• Avoid long sentences and bodies of text 
— prefer short, straight-to-the-point 
statements and paragraphs ;

• Put thought into structure  
and use words sharply ;

• Be practical: propose solutions  
when they’re called for  .

• Our voice is objective, but never  
boring, negative or automatic; 

• Never underestimate people when  
we explain them new things ;

• Don’t simplify in a way that is inaccurate, 
superficial or false.

42 verbal identity /   tone of voice

Simplifies 
conversations

what our tone 
sounds like

what our tone 
doesn’t sound like
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Optimistic
Inspirational
Curious

MEANINGFUL , NATURAL , 
OPTIMISTIC, EMPATHIC 

UTOPIC ,
CLICHÉ 

FAKE, 
EMPTY 

NOT OUR 
TONE

NOT OUR 
TONEInspires connection 

Our words incite the involvement we feel towards 
our work with the subjects we approach. Our speech 
is full of life, developing conversations that spark 
optimism and openness. We share our point of view 
by encouraging people to imagine — and making 
them feel welcome to create new bonds. 

Inspire 
connections

/   tone of voice
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what our tone 
sounds like

what our tone 
doesn’t sound like

• Write the way we speak: use contractions 
and other natural constructions ;

• Refer to “we”, “us”, and “you” to create  
a sense of closeness and dialogue ;

• Choose positive words, ideas and  
perspectives to communicate ;

• Associate the subject with the reader,  
people and everyday life ;

• Allude to ideas of partnership and collaboration; 

• Share and celebrate real stories and 
and achievements of our communities.

• Being too close or friendly can sound 
false: emojis in excess, memes and slang 
don’t sound like us;

• Keep it real: don’t exaggerate or distort 
reality to make things seem more 
incredible than they actually are.

44 verbal identity /   tone of voice

Inspire 
connections
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Insightful 
Restless
Transparent 

COMPELLING , BRAVE , PROACTIVE, 
IMPACTFUL 

REBELLIOUS,
AGGRESSIVE 

IMPULSIVE , 
UNACCOUNTABLE

NOT OUR 
TONE

NOT OUR 
TONEProvokes action 

The way we use our voice looks at career’s 
challenges right in the eye. We’re brave to question 
what must change, with the energy and truth that 
actually make things move. Our text goes beyond 
showing confidence — it gives confidence.  
Always empowering people to take the  
next step towards the extraordinary. 

Provokes 
action 

/   tone of voice
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what our tone 
sounds like

what our tone 
doesn’t sound like

• Choose strong words and build impactful, 
bold sentences. 

• Ask stimulating questions to engage the 
reader and make people think. 

• Speak directly to the reader to highlight 
them as an active agent of transformation .

• Show how people can make a difference 
in their career or company and actively 
invite them to — and acknowledge their 
attitude when they do.

• Avoid sounding too aggressive, 
arrogant or confrontational .

• Steer clear of empty statements that 
sound impulsive rather than impactful .

• The most effective way to mobilize is 
never to plea, beg, or be bossy or pushy.

Provokes 
action 

46 verbal identity /   tone of voice
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IN TONE BECAUSE:IN TONE BECAUSE: IN TONE BECAUSE:

Let’s make ‘barriers’ 
a word of the past.

The sky is 
not the limit. 

Ready to launch, 
we’re here with you.

The perfect launch 
for your career.

• Simple and short sentence, 
delivers the message at a glance.

• Invites the reader to action.
• Has the energy to make things move. 
• Empowers and gives confidence.
• Encourages people to imagine.
• Questions what must change.
• Optimism. 

IN TONE BECAUSE:
• Simple and short sentence,  

delivers the message at a glance. 
• Encourages people to imagine.
• Optimism.

• Simple and short sentence, 
delivers the message at a glance.

• Empowers and gives confidence.
• Encourages people to imagine.
• Questions what must change.
• Optimism.

• Simple and short sentence,  
delivers the message at a glance.

• Invites the reader to action.
• Has the energy to make things move.
• Full of life.
• Makes people feel welcome. 

/   tone of voice

IN TONE BECAUSE:

Live the  
opportunity.

• Simple and short sentence,  
delivers the message at a glance.

• Invites the reader to action.

• Has the energy to make things move.

• Full of life.

IN TONE BECAUSE:

Ready to make 
a difference in your 
career?

• Encourages people to imagine.
• Optimism.
• Develops conversation.
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IN TONE BECAUSE:

With a bit of help you can 
reach for the stars.  We know 
it can sound weird. But here’s 
why it makes so much sense:

• Clear and didatic.
• Shows openess.
• Optimism.
• Full of life. 
• Has the energy to make things move.
• Empowers and gives confidence.
• Encourages people to imagine.

• Empowers and gives confidence.
• Makes people feel welcome.

IN TONE BECAUSE:

Just a few clicks 
away from a whole 
new universe.

• Simple and short sentence, delivers the  
message at a glance.

• Invites the reader to action.
• Has the energy to make things move.
• Full of life.
• Makes people feel welcome. 

IN TONE BECAUSE:

The right opportunity is 
finally here.  Welcome aboard.

We empower  
you to thrive.  
Every day. 

• Simple and short sentence,  
delivers the message at a glance.

• Invites the reader to action.

• Has the energy to make things move.

• Full of life.

Some people are meant 
for greater paths.  
IN TONE BECAUSE:
• Simple and short sentence,  

delivers the message at a glance.
• Empowers and gives confidence .
• Full of life.
• Optimism.

We connect you to the 
opportunity.  You live it. 

• Simple and short sentence,  
delivers the message at a glance.

• Encourages people to imagine.
• Optimism.
• Full of life.

IN TONE BECAUSE:

IN TONE BECAUSE:
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Smarter choices. 
 Greater paths. 

Goodbye, career as you 
know it. Hello Olby.

• Simple and short sentence, 
delivers the message at a glance.

• Has the energy to make things move.
• Empowers and gives confidence.
• Encourages people to imagine.
• Questions what must change.
• Optimism.

• Simple and short sentence,  
delivers the message at a glance.

• Has the energy to make things move.
• Empowers and gives confidence.
• Encourages people to imagine.
• Optimism. 
• Full of life.
• Makes people feel welcome. 

• Simple and short sentence, 
delivers the message at a glance.

• Empowers and gives confidence.
• Optimism.

We can make  an 
extraordinary future 
happen together.
IN TONE BECAUSE:

IN TONE BECAUSE:IN TONE BECAUSE:

IN TONE BECAUSE:

We’ll be there supporting 
you every step of the 
way.  That’s what we call 
partnership.

• Empowers and gives confidence.
• Makes people feel welcome.

We connect. You thrive.
IN TONE BECAUSE:
• Simple and short sentence, 

delivers the message at a glance.
• Empowers and gives confidence.
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Join Olby Talent Network
Apply now and let’s make ‘barriers’ a 

word of the past.

LET’S LAUNCH! 

First name

Email

Create password

Date of birth

Last name

50 verbal identity /   tone of voice

Example:
Sign up

Do’s
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You’re almost done!
Just one more step and you’re 

ready to skyrocket. 

ALL SET!

What’s your LinkedIn pro�le?

Where do you live?

How did you �nd out about Olby?

51 verbal identity /   tone of voice

Example:
Sign up - 
almost done

Do’s
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Welcome aboard!
Your email marta@xyz.com has been 

successfully veri�ed. Thank you for joining us. 
Ready to launch, we’ll be here with you.

52 verbal identity /   tone of voice

Example:
Sign up - 
account verified

Do’s
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Hello there, Paul!

Welcome aboard and prepare 
yourself for an amazing journey.
As from now, you open your doors 
to a whole universe of opportunities. 
Count on us every step of the way 
and be ready to launch. 

See you around! 

Olby team.

53 verbal identity /   tone of voice

IT SOUNDS LIKE US BECAUSE: 

• We write the way we speak.

• We refer to “we”, “us”, and “you”  
to create a sense of closeness  
and dialogue.

• We allude to ideas of partnership 
and collaboration.

• We speak directly to the reader.

• We choose positive words, ideas 
and perspectives to communicate.

• We use our verbal identity concept.

Example:
Talent welcome e-mail

Do’s
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Olby

Hello there, Thomas! How are you? 

Let’s make ‘barriers’ a word of the past 
for [COMPANY NAME]? Here’s what I 
mean:

We explored your Linkedin page and 
noticed you have a great opportunity as 
iOS Developer. It turns out this is one of 
the biggest pools in our plataform at 
Olby. What do you think about meeting 
some of the engineers on our network, 
no strings attached?

Though, if you really decide to come 
aboard with us – we assure it will be an 
incredible journey.

54 verbal identity /   tone of voice

Example:
Linkedin message 
- company

IT SOUNDS LIKE US BECAUSE: 

• We write the way we speak.

• We speak directly to the reader.

• We ask stimulating questions  
to engage the reader.

• We choose positive words, ideas 
and perspectives to communicate.

• We use our verbal identity concept. 

• We allude to ideas of partnership 
and collaboration .

• We choose strong words and build 
impactful, bold sentences.     

Do’s
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olby  We are not a ‘hire only’ company. That’s right :)  Of course, 
we connect you or your company to the right opportunity, but it 
all doesn’t end there.
After lauching, exploring and then landing in the right spot, we 
continue to make part of your path, checking on you and the 
connection we made. 
So, don’t you worry. You won’t be alone - we will travel side by 
side till landing and beyond. 

olby

Till landing
and beyond

55 verbal identity /   tone of voice

Example:
Instagram post 
- both audiences

IT SOUNDS LIKE US BECAUSE: 

• We write the way we speak.

• We refer to “we”, “us”, and “you”  
to create a sense of closeness  
and dialogue.

• We allude to ideas of partnership 
and collaboration.

• We speak directly to the reader.

• We choose positive words, ideas 
and perspectives to communicate. 

• We use our verbal identity concept. 

• We put thought into structure  
and use words sharply.   

Do’s
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IT SOUNDS LIKE US BECAUSE: 

• We say it as simply as we can.

• We avoid long sentences  
and bodies of text.

• We put thought into structure and 
use words sharply.

• We are practical: propose solutions 
when they’re called for.

• We use our verbal identity concept.

Example:
Customer Service Center  
(CSC)

Do’s
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Dont’s

WHY IT’S OUT OF TONE:
• The message is objective but 

sounds boring and automatic.
• “Bridge” is not a forbbiden word, 

but prefer using our key words 
or those related to our verbal 
identity concept.

• Simplifies in a way  
that is superficial.

Example:
OOH - Media Out Of Home

We are the bridge 
between you and the 
job of your dreams.
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Dont’s

WHY IT’S OUT OF TONE:
• Sounds aggressive, arrogant  

and confrontational.

Example:
Instagram post

Don’t just sit there 
- come change 
your career!
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Dont’s
Example:
Email

WHY IT’S OUT OF TONE:
• Boring and automatic voice.
• This is not written the way  

we speak.
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Dont’s
Example:
Email

WHY IT’S OUT OF TONE:
• Too much use of the key words 

and verbal identity concept.
• Sounds forced.
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Keywords help shape our tone of voice, 
delivering, in the form of text, ideas and 
images that surround our brand strategy. 
Use whenever possible, avoiding 
repetitions and exaggerations.

key 
words

61 verbal identity
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Launch Universe World Journey Trip 
Explore Discover Experiment Connect 

Partnership Path Stars Opportunity 
Chance Road  Way Exchange Success 

Goals Beyond  Truth Simplify Keep up with 
Objectives Crew Side by side Get there 

Encounters Impulse  Human Orbit 
Win-win Boost Fuel
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They communicate  
and consolidate the brand’s  
main ideas and messages  
to their stakeholders.  

key 
messages

63 verbal identity
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Crystal Clear

Diversity builds

The trust needed for a successful connection. 

We work with simple and transparent processes. 
There is nothing uncommunicated or any messages 
hidden in fine print. Your company has complete 
knowledge of any agreement and every exchange 
of information – at any time of our journey.  

Differences make us much stronger. 

The diversity of employees is key  
to building more efficient teams, better  
working environments, expanding references 
and creativity and, consequently, results.  
This is a trip worth taking – so, open your ways.  

 

1. For Companies
/   key messages
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2. For Talent
/   key messages

Career booster

Pushing forward

When looking (and acting) beyond is worth it. 

From the moment you join our crew, you begin  
your journey towards greater goals in your career.  
We want to give you confidence to fly higher than 
you ever imagined. And the best thing is, with Olby 
the path to the best phase of your career is simple 
and welcoming. You can count on us.

It’s worth exploring what’s outside our comfort zone.

We want to encourage you to dare, look beyond 
borders and discover that there is room for the 
professional you have become. There is no reason 
to be afraid. You are more than ready for this launch!
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3. For Both
/   key messages

Side by side
We mean business!

Our journey with you has a beginning, but it has 
no finish line or expiration date. We are in this path 
together, hand in hand, on a continuous road. We are 
not a “hire only” company and we want you to trust 
and count on us every step of the way... and beyond. 
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The visual identity is the translation 
of our positioning, the signature 
through which the market identifies 
and recognizes the brand.

Still gotta 
look good 
when flying!

visual identity
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The journey has begun. Here 
are the visual elements that will 
help us tell this story.

logo
concept
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Every launch needs a driving force. 
Olby orbits between goals and 
is dedicated to finding the best 
paths and pushing its partners and 
customers to achieve what they 
want. A driving force that helps 
international careers make  
the best flight possible.

A driving 
force

69 visual identity /     concept



70 brand strategy70 visual identity /     logo
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Always use the original brand files!

Straight corners 
bring strength to 
the composition.

Visual weight 
ensures recognition 
in small proportions.

The diagonal L represents the “leap” 
that leads to new career opportunities, 
it is also a unique and memorable 
feature of our logo.Logo

The logo is more than just 
a set of typographic letters. 
It is our signature. It is the 
graphic representation of our 
values and the main element 
of a brand’s visual identity.

To ensure its integrity and 
readability, it is essential 
to apply it correctly.

71 visual identity

Precise geometry 
expresses 
simplicity 
and fluidity.

/     logo
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It is possible to adapt the Olby 
logo to each context naturally and 
consistently, helping the brand to 
express its core identity. 
The “ol” Monogram version was 
specially developed to live and 
stand out in digital environments 
as well as in small sizes and 
resolutions. The image is kept the 
same across all channels, allowing 
the Olby logo to scale and adapt 
wherever its audience is.

Monogram

Always use the original brand files!

/     logo



73 visual identity PREFERRED VERSION OVER  
DARK GREEN BACKGROUND

PREFERRED VERSION OVER 
LIGHT GREEN BACKGROUND 

PREFERRED VERSION OVER 
WHITE BACKGROUND 

Preferred 
versions
The preferred versions of the logo 
were designed using the brand’s 
shades of green. They must  
be used whenever possible.

Always use the original brand files!

/     logo



74 visual identity PREFERRED VERSION OVER  
DARK GREEN BACKGROUND

PREFERRED VERSION OVER 
LIGHT GREEN BACKGROUND 

PREFERRED VERSION OVER 
WHITE BACKGROUND 

Preferred 
versions 
with tagline
The preferred versions of the logo 
with tagline were designed using 
the brand’s shades of green. They 
must be used whenever possible.

Always use the original brand files!

/     logo
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Restricted 
versions
In some cases, when using the 
preferred version is not possible, 
the brand can be applied in its 
positive or negative version.

These versions are for restricted 
use and must only be used 
in specific cases of technical 
limitations, such as B&W printing.

Always use the original brand files!

RESTRICTED VERSION OVER  
BLACK BACKGROUND

RESTRICTED VERSION OVER 
WHITE BACKGROUND

/     logo
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Background 
control
When applying the logo over 
secondary palette colors and  
photo backgrounds, use the 
versions that ensure better 
readability and contrast.

Always use the original brand files!

/     logo



77 visual identity

Protection
area
To preserve the readability 
and impact of the brand, we must 
consider a safety margin around 
the logo, equivalent to half the 
height of the letter “o”.

1/2 THE HEIGHT 
OF THE LETTER “O”

/     logo
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Logo and 
tagline: 
proportion
To preserve legibility and impact, 
we must consider a spacing 
between the logo and tagline of 1x, 
equivalent to the width of the letter 
“b”. The font used for the tagline is 
Sora Medium. Never recreate the 
tagline using another typeface.

1x

1/2x1/2x

x

/     logo

Always use the original brand files!
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Tagline 
application
In communication materials, 
the tagline application can have 
a more flexible layout, not only 
restricted to the primary version 
positioned below the logo. 

We can vary its position following 
the grid defined in the layouts. 
Depending on the logo position in 
the layout, the tagline can be aligned 
either with the logo top or base, 
or placed opposite it.

We connect. 

You thrive.

The sky is
not the limit.

Just a few clicks
away from a whole
new universe.

Let’s make ‘barriers’
a word of the past.

/     logo

Always use the original brand files!
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AVATAR

FAVICON

MAXIMUM REDUCTION

APP SOCIAL MEDIA

64 PX 32 PX

DIGITAL 60 PX 
PRINT 16 MM

Reduction, 
avatar and 
favicon
To ensure that the logo can be read 
even in small areas, respect the 
minimum dimensions established: 
60px width for digital media and 
16mm for print materials.

The brand reduction for avatars 
and favicon is composed of the 
initials “ol”, keeping their most 
recognizable characteristics.

Respecting the safety margin, 
on the horizontal axis the margin 
should be equivalent to half the 
height of the letter “o”.

1/2 THE HEIGHT 
OF THE LETTER “O”

/     logo
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01

04

07

02

05

08

03

06

09

x

x

x

x

x

x

x

x

x

Incorrect 
uses
Never modify or rebuild the logo. 
Here are some examples of misuses 
that affect the brand integrity. 

1. Don’t apply an outline.
2. Don’t distort.
3. Don’t rotate.
4. Don’t change the typography.
5. Don’t change colors.
6. Don’t add any elements.
7. Don’t insert it into boxes.
8. Don’t apply effects and shadows
9. Don’t apply it in low quality.

/     logo
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DARK GREEN

RGB 0, 89, 76
HEX 00594D
CMYK 96, 0, 49, 50
PANTONE 7719C

LIME GREEN

RGB 153, 223, 99
HEX 99DF63
CMYK 28, 0, 45, 0
PANTONE 7486C

WHITE

RGB 255, 255, 255
HEX FFFFFF
CMYK 0, 0, 0, 0

Primary 
colors
Just like the logo, the other elements 
that build our system act as our 
identifiers, and colors are important 
assets to ensure recognition.

Olby’s primary palette consists  
of two shades of green and white.

Values in CMYK and Pantone 
are for print, and RGB and HEX  
for digital communication.

/     colors
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DEEP BLUE

SAND

VIBRANT BLUE

ORANGE

GALAXY BLUE

PINK

RGB 29, 33, 49
HEX 1D2131
CMYK 80, 40, 0, 90 
PANTONE 533C

RGB 190, 170. 147
HEX BEAA93
CMYK 7, 28, 27, 16
PANTONE 4735C

RGB 46, 113, 235
HEX 2D71EA
CMYK 100, 50, 0, 0
PANTONE 2727C

RGB 255, 118, 64
HEX FF763F
CMYK 0, 59, 80, 0
PANTONE 164C

RGB 47, 72, 111
HEX 2F486F
CMYK 90, 60, 20, 30
PANTONE 7683C

RGB 233, 143, 171
HEX E98EAA
CMYK 0, 47, 9, 0
PANTONE 1905C

Secondary 
colors
The brand has a rich secondary palette, 
composed of warm and cold tones.
This palette is a resource to help 
with institutional and communication 
materials, besides digital products. 
It can be used in backgrounds, 
infographics, interface elements, 
illustrations, stickers and merchandise.

/     colors
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Thin
Light
Regular
Medium
Semibold
Bold
Extrabold

ABCDEF
GHIJKL
MNOPQ
RSTUV
WXYZ
abcdefghijklmn 
opqrstuvwxyz

0123456789
!@#$%^&*?

Headline
84 visual identity

The Sora typographic family reflects 
our personality and should be used in all 
institutional and communication materials.

Its personality matches ours, 
with its geometric base and straight 
endings, helping to build a digital and 
contemporary brand.

/     typography
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Thin
Light
Regular
Medium
Semibold
Bold
Extrabold

ABCDEF
GHIJKL
MNOPQ
RSTUV
WXYZ
abcdefghijklmn 
opqrstuvwxyz

0123456789
!@#$%^&*?

85 visual identity

The Inter typographic family reflects  
a minimalist and straight approach. 
Suggested for long range texts, usually 
on descriptions in communications.
Its geometric structure helps to build 
a strong and reliable brand atmosphere.

Body copy
/     typography
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Display
Headline 1
Headline 2

72px
Bold

Sora typeface
Boldy Text Large
Boldy Text Large

Boldy Text Large

Boldy Text Regular

Boldy Text Regular

Boldy Text Regular

20px
Regular
Medium

Bold

Inter typeface

16px
Regular
Medium

Bold

Boldy Text Small

Boldy Text Small

Boldy Text Small

Boldy Text Tiny
Boldy Text Tiny
Boldy Text Tiny

14px
Regular
Medium

Bold

12px
Regular
Medium

Bold

48,83px
Bold

39,06px
Bold

Headline 3

Subhead 1

Subhead 2

31,25px
Bold

25px
Semibold

20px
Semibold

Visual 
hierarchy 
The Visual Hierarchy helps us 
understand which features can be 
used to highlight the most relevant 
information in the product interface 
and communication.
Our identity adopts two guidelines for 
typography scale and visual hierarchy, 
built to achieve a better performance 
in applications and websites — either 
desktop or responsive version. 
A guideline for Sora, using our identity 
typeface for titles and subtitles, and 
another for body text, using Inter fonts. 

/     typography
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Headline 1

Subhead 1

Body Text
Regular

The sky is
not the limit.
Let’s make ‘barriers’
a word of the past.
From the moment you join our crew, you begin 
your journey towards greater goals in your 
career. We want to give you confidence to fly 
higher than you ever imagined.       

Headline 1

Headline 2

Subhead 1

Body Text Regular

Body Text Regular

The sky is
not the limit.

Let’s make ‘barriers’
a word of the past.

From the moment you join our 
crew, you begin your journey 
towards greater goals in your 
career. We want to give you 
confidence to fly higher than
you ever imagined. 

We can make an
extraordinary future
happen together.

We think collectively and
work towards a common goal.
That’s why we always have each
other’s back, even from miles apart.
As a team, we always aim
for mutual success.

Examples

/     typography
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Margin 1X

Spacing 1x

3X 3X

Headline 2

Bold text
regular

Headline 1

X X

Subhead 1

3X

The sky is
not the limit.
Let’s make ‘barriers’
a word of the past.

We can make an
extraordinary future
happen together.

We think collectively and
work towards a common goal.
That’s why we always have each
other’s back, even from miles apart.
As a team, we always aim
for mutual success.

Display

Margin 1X X

We connect.
You thrive.

Margin 1X

Spacing 1x

3X 3X

3X

/     grid

Grid
Standard format

Layouts can be built by following 
3 simple grids that work as 
a guide for free-form design, 
providing consistency and 
variety of more flexible layouts.
The proportion between the 
horizontal areas of the 3 grids 
are variable and can be divided 
and occupied in spaces of 2x, 
4x and 8x grids according 
to the need of the layout, 
providing dynamic compositions. 

Margin, 
proportions 
and spacing
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Spacing 1x

4X 4X

4X 4X

Headline 2

Margin 1X Margin 1XX

Bold text
regular

X
We can make an
extraordinary future
happen together.
We think collectively and
work towards a common goal.
That’s why we always have each
other’s back, even from miles apart.
As a team, we always aim
for mutual success.

X

Display We connect.
You thrive.

The sky is
not the limit.
Let’s make ‘barriers’
a word of the past.

Headline 1

Margin 1X

Subhead 1

Spacing 1x

4X 4X

/     grid

Grid
Square format

Layouts can be built by following 
3 simple grids that work as 
a guide for free-form design, 
providing consistency and 
variety of more flexible layouts.
The proportion between the 
horizontal areas of the 3 grids 
are variable and can be divided 
and occupied in spaces of 2x, 
4x and 8x grids according 
to the need of the layout, 
providing dynamic compositions. 

Margin, 
proportions 
and spacing
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4X5X

Display

Margin 1x Margin 1xX X

Headline 2

Bold text
regular

We can make an
extraordinary future
happen together.
We think collectively and
work towards a common goal.
That’s why we always have each
other’s back, even from miles apart.
As a team, we always aim
for mutual success.

X

Headline 1

Margin 1x

Subhead 1

4X 4X

The sky
is not
the limit.

The sky is
not the limit.
Let’s make ‘barriers’
a word of the past.

Spacing 1x Spacing 1x

5X 5X

Grid
/     grid

Layouts can be built by following 
3 simple grids that work as 
a guide for free-form design, 
providing consistency and 
variety of more flexible layouts.
The proportion between the 
horizontal areas of the 3 grids 
are variable and can be divided 
and occupied in spaces of 2x, 
4x and 8x grids according 
to the need of the layout, 
providing dynamic compositions. 

Margin, 
proportions 
and spacing

Vertical format
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12,50

12,50

Graphics
Diagonals are important assets for 
our identity. Their angle is based 
on the letter “L” of the Olby logo, 
with an inclination of 12.5º.

Sizes and proportions may vary 
according to each material needs, 
as long as the correct angle of 
inclination is maintained.

/     graphics
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Graphics
We count on versatility to use 
diagonals as lines, as a mask 
or in a mesh composition.

The volume of the graphic pattern 
may vary according to the material 
format or the message to be 
transmitted. For example, catalog 
covers or ads may contain a greater 
presence of graphic patterns.

On the other hand, extreme format 
materials, such as internet banners, 
require a minor presence of those.

TAG MASK MESH

Overview

Let’s get there 

/     graphics
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Reach the
next level

Life-changing 
global career 
opportunities

Connecting

worlds

1

3

2

4

Let’s get there 

Graphics
The lines are nothing more than 
the use of our diagonal graphic 
pattern in outline. Here are some 
possible applications:

1. A single diagonal connected  
to the text box.

2. Partially visible graphic pattern,  
bleeding on all margins.

3. Fully visible graphic pattern,  
interacting with photography.

4. Fully visible graphic pattern  
forming a unique composition.

1. Lines

/     graphics
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We connect
you to the
opportunity.
You live it.

1

3

2

Live the
opportunity.

We empower
you to thrive.

Every day.Graphics
The diagonals allow the creation of 
masks for inserting photos, as in the 
examples described below:

1. A fully visible mask.  
May be connected to a text box.

2. A partially visible mask, bleeding  
on 2 or 3 sides of the layout.

3. A fully visible horizontal mask

2. Mask

/     graphics
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Where talent
meets opportunity

Ready
to launch

Smarter choices.
Greater paths.

The perfect launch
for your career

1

3

2

4

By multiplying the graphics and creating 
different fittings, we create the meshes. 
Keeping the angle of 12.5º, we can vary 
the scales, thicknesses and positions. 
There are endless possibilities! Check 
here some composition examples:

3. Meshes

Graphics
/     graphics

1. Graphic shapes that vary 
proportionally in scale, leaning 
against the edges of the shapes.

2. Graphic shapes that vary 
proportionally  in scale, distant from 
each other and creating  
a unique movement.

3. Graphic shapes keeping their scale 
and combining with lines.

4. Graphic shapes in circular motion.
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Smarter choices.
Greater paths.

1

3

2

4

Graphics can be applied using the 
identity’s secondary color, as long  
as it uses one of the greens from  
the primary palette.

4. Color variations

Graphics

Where talent
meets opportunity

Ready
to launch

The perfect launch
for your career

/     graphics
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Photo Style
Photography, within the Olby identity, 
is a way of expressing its personality 
and telling brand stories in an 
inspiring way.

With a sharp look, it connects, 
expands horizons and inspires 
confidence, clipping moments, 
situations and feelings under 
the lens of the following pillars:

1. Optimistic
2. Insightful
3. Collaborative

Overview

/     photo style

Stock Photos: Stocksy.com!



98 visual identity

Photo Style
1. Optimistic

98 visual identity /     photo style

Stock Photos: Stocksy.com!

Open to exploring new paths 
and finding new opportunities.
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Photo Style
2. Insightful

99 visual identity /     photo style

Confident, inspires people 
to seize new opportunities, 
encouraging new attitudes.

Stock Photos: Stocksy.com!
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Photo Style
3. Collaborative

100 visual identity /     photo style

Stock Photos: Stocksy.com!

Promotes belonging 
and collective participation. 
Encourages the exchange 
of knowledge and experiences.
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Casting

We talk to talent and recruiters, real people. 
We portray the diversity of our audience with 
people of different races, ethnicities, genders 
and gender expressions. A variety of biotypes 
and different bodies, focusing on the young 
people universe. We use studio portraits and 
also set images.

Diversity is essential

1. Natural light.
2. Spontaneous, positive and genuine expressions.
3. People of different ethnicities, genders, races and 

gender expressions.
4. A variety of biotypes.
5. Young audience.
6. PWDs.

Do’s

/     photo style

Stock Photos: Stocksy.com!
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Casting
Real people, as they are
We portray people as they are. Natural 
expressions, spontaneous smiles, we seek 
to show purely the essence of each one 
- which is what matters.

1. Natural light.
2. Spontaneous, positive and genuine expressions.
3. People with some authentic characteristic: whether 

it’s glasses, a hair style, a way of smiling, a tattoo 
- focus on humanizing each one in a unique way.

4. A variety of biotypes.
5. Young audience.

Do’s

/     photo style
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Casting
Recruiters
Recruiters must also express a real 
attitude, be natural, expressive, but 
at the same time conveying more 
confidence and with a less casual 
dress code.

1. Natural light.
2. Spontaneous, positive and genuine expressions. 
3. More formal attire.
4. Mature-looking young people as well as seniors.
5. A workplace background or a wall in a neutral color.

Do’s

/     photo style

Stock Photos: Stocksy.com!
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Casting

Avoid people with similar styles, 
expressionless faces and stereotypes. 
These characteristics do not relate to the 
brand. Look for authenticity and diversity.

What to avoid

104 visual identity

Don’tsx

1. Do not use people with the same style in the same image.
2. Lack of authenticity.
3. People clearly overly groomed for the photo shoot.
4. Lack of diversity.

/     photo style

Stock Photos: Stocksy.com!
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Attitude

Confidence, positivity and authenticity 
are traits of Olby’s image that should be 
expressed. It is the way talent and recruiters 
look at new opportunities and challenges.

Self-expression

1. Convey natural facial expressions.
2. Contrast details of personal characteristics.
3. Make it look real (even though it is posed).
4. Convey friendliness and enthusiasm 

through a look, smile or face angle.

Do’s

/     photo style

Stock Photos: Stocksy.com!
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Attitude

Posed photos and artificial expressions 
don’t speak to Olby’s people. The pictures 
shouldn’t be clearly staged, or express 
negative feelings such as anger, boredom 
or even indifference.

What to avoid

Don’tsx

1. Do not use negative expressions.
2. Do not force obviously artificial emotions.
3. Do not use accessories that cover 

the facial expression.

106 visual identity /     photo style

Stock Photos: Stocksy.com!
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Lighting
Natural settings

1. Use ambient light.
2. Create a subtle light and warm atmosphere.
3. Contrast light and shadow.
4. Preserve a lighting that truly humanizes 

the details of the surroundings and 
especially the people.

Do’sDo’s

Photographs should be shot with 
bright, soft and natural lighting, that 
makes the scene warm and inviting.

/     photo style

Stock Photos: Stocksy.com!
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Lighting

Scenes that create a mysterious 
or cold image with dark, saturated 
light, or bright spots move away from 
Olby’s clear and warm tone, making 
the scene uninviting.

What to avoid

Don’tsx

1. Do not apply focal point lights.
2. Do not create a cold light atmosphere.
3. Do not saturate the image with bluish colors.
4. Do not darken the photos.
5. Do not lack contrast between the image layers.

visual identity /     photo style

Stock Photos: Stocksy.com!
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Settings

As work can happen in different places, we 
represent shared coworking spaces, home 
office and open environments, always 
conveying professionalism. The settings 
are clean and straightforward.

In multiple spaces

1. Choose authentic, warm, and humanized settings.
2. Contrast the environment and the main scene.
3. Show offices, home offices, open places that convey 

a welcome feeling – but also professionalism.
4. We suggest the use landscapes with vegetation/plants.
5. Choose environment that emphasize the humanized 

components of the image.

Do’s

/     photo style

Stock Photos: Stocksy.com!
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Settings

The environments should not be too 
business-like and not too complex. We are 
clear and direct, so the settings that create 
a very complex, mysterious or artificial 
atmosphere do not speak to the Olby brand.

What to avoid

Don’tsx

1. Do not use complex settings, such as more 
than one scene, many objects or many 
people in the picture.

2. Do not use extreme business-like settings.
3. Do not use empty settings, without people intervention.
4. Do not use very complex home settings, for instance, 

with a lot of decoration and objects that take the focus 
off of the picture foreground.

5. Do not use messy settings, which fail 
to convey professionalism.

110 visual identity /     photo style

Stock Photos: Stocksy.com!
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Color palette

Olby’s color palette is one of the main 
brand recognition assets. The color of the 
elements inserted in the photo helps us to 
create brand recognition.
Clothing, objects and other elements 
in the setting should contain shades from 
the main and secondary color palettes.

By Olby

1. Choose wardrobe in neutral colors, 
or from the color palette.

2. Set the background in a color from the palette.

3. Display objects in Olby’s color.

4. Introduce elements that have a color from 
the brand’s palette, to foster brand connection.

Do’s

/     photo style
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Color palette

Even though the Olby color palette 
is fundamental to building brand equity, 
its use should be subtle and moderate, 
in a natural and organic way. Avoid images 
that exaggerate the same color or different 
colors that make the image too saturated 
or complex, making it difficult to understand.

What to avoid

Don’tsx

1. Do not use settings that exaggerate a color/colors from the palette.
2. Avoid clearly artificial use of color application.
3. Do not saturate the colors from the palette - let their presence be natural.
4. Do not saturate the photo light in the colors from the palette.

112 visual identity /     photo style

Stock Photos: Stocksy.com!
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Composition

Flexible and adaptable, the compositions 
allow for different kinds of cropping and 
provide subjects that create connections.

Framing

1. Always keep a contrast between 
the foreground and the background.

2. Different crops of the same image, 
keeping the same focal plane (as shown 
in the example beside).

3. Provide images that have negative spaces 
to allow use in different media formats.

Do’s

/     photo style
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Composition

We always directly show the focus of each 
image. Framings with very unusual perspectives, 
such as top or bottom views, do not fit Olby. 
In addition, we always have a clearly visible 
person or group in the foreground - we avoid 
framings that blur the foreground. Remember: 
we want to be clear.

What to avoid

Don’tsx

1. We always focus on a central image.

2. Do not cut people’s faces.

3. Never blur the image foreground.

4. Do not use images which have more than one focal point.

114 visual identity /     photo style

Stock Photos: Stocksy.com!
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Icon style

Olby icons are designed to be simple, modern, 
friendly and quirky. Each icon was created to 
be harmonious, sharing distinctive visual details 
from the logo’s typography.
Simple: 
Be simple and represent icons with as few 
graphic elements as possible, that can be easily 
recognized by people with different cultural 
experiences and that function in interfaces such 
as websites and apps.
Consistency: 
Keep always the same style and stroke width, 
to the finest details.

Introduction

115
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The grid and keylines are essential 
foundations for the design of our icons. 
They are basically a group of simple 
shapes that help to consistently maintain 
the visual proportions of the icons. 
If some of the icons have a similar aspect 
ratio or shape, you can use these shapes 
to ensure that all icons that share these 
visual characteristics are aligned.

Grid 24×24px Keyline

Grid and
keylines

/     icon tyle
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Square

Vertical Rectangle

Circle

Horizontal Rectangle

Grid and
keylines
The grid and keylines are essential 
foundations for the design of our icons. 
They are basically a group of simple 
shapes that help to consistently maintain 
the visual proportions of the icons. 
If some of the icons have a similar aspect 
ratio or shape, you can use these shapes 
to ensure that all icons that share these 
visual characteristics are aligned.

/     icon tyle
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24×24px

Squared stroke
terminals, no curves.

System icons use
a consistent stroke
width of 2dp,
including curves,
angles, and both
interior and exterior
strokes and minimum
internal spacing area.

45-degree angles 
refer to the diagonals 
of the letters “L” and 

“Y” of the logo.

Icon content is limited 
to the 20dp x 20dp 

live area, with 
protection area 2dp.

To ensure that all our icons are consistent 
and follow a unified style and approach, 
we have introduced a basic set of rules 
and principles to design all icons. 
This includes decisions about grid, filling, 
key lines, strokes and even the treatment 
of corners.The shapes of the icons are bold 
and geometric. They have a symmetrical 
and consistent outline, ensuring legibility 
and clarity even at small sizes.
Strokes: 
Strokes are an important stylistic detail 
to ensure the legibility of icons at reduced 
sizes. We use a stroke width of 2px. 

Anatomy and 
construction

118 visual identity /     icon tyle
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Set of UI 
icons

Dashboard Payments Job opportunities Time tracking

Learning

Guides

E-mail NotificationSecurity English Skills

Arrow

Location

Edit informationSearchCalendar

119 visual identity /     icon tyle
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Set of UI 
icons
Our filled icons work as 
illustrations. They can be 
used to convey an interface 
phase transition.
They creating versions of the 
filled icons involves determining 
what stroke width you can fit in 
the space and what details you 
can add without hindering clarity.

Dashboard Payments Job opportunities Time tracking

Learning

Guides

E-mail NotificationSecurity English Skills

Arrow

Location

Edit informationSearchCalendar

/     icon tyle
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Illustration
style

121 visual identity

Illustrations are graphic elements  
that engage the viewer. 
Create bonds of closeness 
and identification with a brand.

They create bonds and promote 
closeness and identification with 
the brand.

/     illustration style
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Friendly 
In a didactic and inspiring way

Diverse 
Representing all body types, 
genders, races and ethnicities

Authentic 
With clarity and confidence

Experienced 
With conviction and knowledge

Simplifier 
Translating messages in a simple 
and practical way

Illustrations work 
as a tool with 
the following 
set of benefits:

/     illustration style
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Conceptual
guidelines
Expression

Based on the brand positioning,  
Olby illustrations must:

Show empowerment, representing  
growth, independence and boldness.

Be objective and didactic, contributing  
to a better understanding along the journey.  
They must also be accessible and transparent. 
Be humanized, bringing contexts of belonging  
and exchanges between people. 

All of that in a light and positive way.
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Conceptual
guidelines
Style

We use the vector style: 
simple and minimal shapes 
based on Gestalt principles. 

Each illustration presents 
its own narrative. Our style 
creates the perception of 
a young and modern brand.
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Kinds of
illustration

HERO 
 
They can be metaphorical and impacting. 
Their size can vary according to the 
media they are applied to, such as: 
the website, banners, social media and 
communication campaigns. 

SPOT HERO 
 
The Spot Hero illustrations are 
alternatives for smaller or limited 
spaces, such as cards, email marketing, 
banner ads, onboarding screens and 
other uses in app. 
 

SPOT 
 
The Spot illustrations are iconographic 
resources. They are simple and immediate 
expressions of a concept, with concise 
drawings and few details. They must be 
used in limited spaces, such as cards and 
push notifications. 
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Construction
guidelines

ColorsTextures & Backgrounds

These are the elements to build  
Olby’s illustrations with personality.

Illustrations must be based on these color 
and stroke guidelines to build a consistent 
and efficient artistic language.

For the characters’ skin tones we must  
use Green, Blue and Deep Blue.

For objects and accessories, we can  
use any tone from the brand’s primary  
and secondary palettes.

For clothes and accessories, apply  
the gestural or stripe patterns as a filling.

Colors, Textures  
& Backgrounds

FILL COLORS

SKIN TONES

PATTERNS

OBJECTS AND ACCESSORIES

/     illustration style
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Construction
guidelines

We defined three skin  
tones for the characters:  
Green, Blue and Deep Blue.  
 
They can be used over the primary  
and secondary palette tones  
as shown in the following example.

Skin tone  
& Background
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Construction
guidelines

Our characters are built from simple 
geometric elements and based on 
the Golden ratio, whose standard 
proportion is 1 circle for the head, 
2 circles for the torso and 6 circles 
for the legs.

Reference 
proportionCharacters
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Construction
guidelines

Our illustrations exemplify diversity  
in every way: gender, cultural, ethnic/racial, 
physical and geographic characteristics. 
We should always consider creating 
illustrations that are inclusive, showing 
representativeness and accessibility. 

Diversity
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Construction
guidelines

Our style is humanized.  
Therefore, we build our illustrations with 
different facial expressions modifying 
the mouth shapes to translate emotions.

Characters: 
facial expressions
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Construction
guidelines

The characters’ hands also stem from 
geometric shapes allowing for different 
perspectives. The reference measure 
is a circle for the width of each finger. 

Characters: 
hand gestures

/     illustration style
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Construction
guidelines

For more stylized effects, it is possible 
to create accessories for the characters 
from geometric shapes such as rectangles 
and circles. Avoid excessive elements 
that do not contribute to the reading 
of the illustration.

Characters: 
accessories

/     illustration style
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Construction
guidelines

The scenography objects are 
also constructed geometrically. 
They must be simple and minimalist, 
avoiding excessive details. 

Objects

/     illustration style
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You can find here some good 
practices of Olby’s visual 
assets working together.  
Let’s make it happen.

Now let’s
see how 
it flies

best practice
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Where
talent meets
opportunity

Smarter choices.
Greater paths.

KEY VISUALS
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The perfect launch
for your career.

Smarter choices.
Greater paths.

Let’s make ‘barriers’
a word of the past.
Hello, new ways.

KEY VISUALS



OUT OF HOME



TOTE BAG 
AND BOTTLE



Olby Olby Olby

Let’s make ‘barriers’
a word of the past.

Goodbye,
career as you
know it

Hello,
new ways.

Life-changing global
career opportunities.

INSTAGRAM 
POSTS



Olby

Let’s make ‘barriers’
a word of the past.

Olby

The perfect launch
for your career.

Olby

The sky is
not the limit.

INSTAGRAM 
POSTS



Olby Olby

The perfect
launch for
your career.

Olby

Ready to make
a difference in
your career?

Life-changing
opportunities.

INSTAGRAM 
STORIES



Search

Life-changing
opportunities.

The perfect launch
for your career

SOCIAL MEDIA COVER PAGE



WEBSITE



STICKERS 
AND BUTTONS We connect. You thrive.



SOCKS AND 
BACKPACK



T-SHIRT



WELCOME PACKAGE
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LAPTOP CASE



FLYER



COFFEE CUP



Lorem ipsum dolor
sit amet adipiscing
Lorem ipsum dolor
sit amet adipiscing

AMET IPUS LOT:AMET IPUS LOT:

CHAPTER

Lorem ipsum dolor sit amet diam, 
consectetuer lorem itus adipiscing 
elit compe nonummy nibh euismod 
tinciduntut laoreet dolore magna aliquam 
erat volutpat.Duis autem veleum iriure 
dolorin hendrerit in vulputate velit esse 

01 Litus dolore illumc
02 Magna nibitus
03 Moeuiss elit 

BUSINESS PRESENTATION DECK

Business
Presentation
Deck
October 29, 2022

QUISQUE DICTUM NULLA

QUISQUE DICTUM NULLA

QUISQUE DICTUM NULLA

2016 2017 2018 2019

Lorem ipsum dolor
sit amet consecteteur
Lorem ipsum dolor
sit amet consecteteur

CHAPTER

BUSINESS PRESENTATION DECK 5

04 Vallerium dulis
05 Veleum dolor
06 Amet diams

Lorem ipsum
dolor sit amet.
Nunquam santis.

Lorem ipsum
dolor sit amet.
Nunquam santis.

POWERPOINT TEMPLATE



Thank you!  
And be prepared  
to launch.

The brandbook was developed 
for viewing on the computer, 
and may show variations in colors 
and shapes when printed.


