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NSF Office of Legislative and Public Affairs (OLPA)

WHAT WE DO

Support the NSF 

mission: "to promote 

the progress of 

science; to advance 

the national health, 

prosperity, and 

welfare; to secure the 

national defense..."
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WHO WE ARE HOW WE DO IT

Business Operations Creative Services

Public & Media Affairs Government Affairs

COLLABORATING

COMMUNICATION
BRANDING

ENGAGEMENT OUTREACH

EDUCATION
S O C I A L  M E D I A

MULTIMEDIA

STORYTELLING

SPEECHWRITING

P U B L I C I Z I N G

LEVERAGING
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NSF OFFICE OF LEGISLATIVE 

AND PUBLIC AFFAIRS (OLPA)
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WHY IS BRANDING IMPORTANT 
FOR NSF?
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NSF Branding Initiative
A multi-step initiative that seeks to explore and address NSF’s 
branding challenges and opportunities.

Research Engage Provide

Review Expand

NSF BRANDING INITIATIVE
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555

WE ARE 
HERE TO

HELP



External Survey Key Findings

58.91%

Have little or no familiarity 
with the NSF logo guide. 

42.22%

Unsure if it’s appropriate

27.67%

Unsure if it’s allowed

Top obstacles to including the NSF logo on communications:

Survey included PIs, public information officers at institutions, 
and communicators and others at NSF facilities. 

Most requested resources:

1,080
Responses received

147from facilities

✓ Templates

✓ Targeted fact sheets

✓ Mockups/blueprints for 
logo placement  

✓ Slide Presentations

✓ Research Posters

✓ Websites 

✓ Reports

✓ Promotional Materials

✓ Educational Materials

NSF logo most often used on: 

EXTERNAL SURVEY KEY FINDINGS
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Facility Survey Feedback
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Identity Representation Logistics Guidance

EXTERNAL SURVEY KEY FINDINGS
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Policy Goals

• Clarify branding guidance

• Create an official policy of high-level 

guidance

• Expand upon current practices

• Incorporate official processes

• More detailed guidance on brand 

implementation in “living” document: 

NSF Brand Standards Manual 

8

POLICY  GOALS
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Review of NSF Visual Identity

Logos Consistency Appropriate use

REVIEW OF NSF VISUAL IDENTITY
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GOOD BRANDING EXAMPLES
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AND ONE NOT-SO-GOOD EXAMPLE… 



Branding with NSF’s NOIRLab

Lars Lindberg Christensen 

Head of Communications, Education & Engagement,

NSF’s NOIRLab
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Discovering Our Universe Together 13

Head of Communications, Education & Engagement

NSF’s NOIRLab

Lars Lindberg Christensen

Best Practices for Branding at 

NSF’s NOIRLab
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For the first time, all of the ground-based optical 

observatories funded by the National Science 

Foundation are unified into a single organization.
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NSF’s NOIRLab’s five Programs are:
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What’s in a name? 

• Born 1. Oct 2019 with the formal name: the National Optical-

Infrared Astronomy Research Laboratory.

o Think National Aeronautics and Space Administration …

o Or worse: Conseil Européen pour la Recherche Nucléaire (CERN)

• 6 months later NSF’s NOIRLab became our short name (and 

our ticket fame and name recognition …)
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Why brand?

• Support NSF 

• Build a recognizable organization to attract high capacity 

staff, exciting projects, funding opportunities etc

• Why consolidate? To avoid fragmentation

• Compete with all the many other wonderful offers that the 

public have in today’s society
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Branding philosophy

1. An organization with a branded house architecture has many products 

and offerings under one masterbrand (a mother or umbrella brand). Its 

products don’t have separate identities and all contribute to the strength 

of the masterbrand. E.g. Virgin, Amazon — most of the new products 

derive their strength from the mother brand.

2. A house of brands is almost the complete opposite of a branded 

house, in that there are still many varied products and offerings, but 

they are marketed under separate brands, which have their own 

identities. E.g. Procter & Gamble: Ariel, Fairy, Always, Old Spice, 

Gillette and Head & Shoulders …
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Have good organizational processes and workflows

• Logo archive

• Briefs, reviews, quotes …

• Visual Identity

• Vector logos

Tips & Tricks
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Graphics & Audiovisuals
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Visual Identity

The NOIRLab Visual Identity (VI) is the official “manual” that sets out the visual aspects of branding 

that we as NOIRLab staff create in order to evoke certain feelings and experiences connected with 

our identity. It includes logo design, fonts, photos, and any other visuals that we produce to 

communicate our brand.

A strong VI is not just pretty; it is purposeful:

• Flexible: It should be able to grow with our brand, as we may branch out into new areas, 

projects or services;

• Comprehensive: We want to equip our designers (and any content creators) with the tools they 

need to properly do their job;

• Intuitive: It should be intuitively designed and well constructed so that each element 

complements the other;

• Accurate: A VI is a tool to communicate our brand essence — our personality, values, etc.;

• Practical: the VI should have examples and templates for the different products, and be 

accompanied by a template download page.
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Branding examples
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Challenges

• How do you make a new big science organization known, 

without resorting to numerous footnotes and asterisks? 

• NOIRLab has ~150 smaller funders/partners in addition to 

NSF, many of whom are fundamental to our existence.
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Discovering Our Universe Together
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Challenges

• Branding is quite the antithesis of science …

• Authority to make difficult decisions to simplify designs etc.

• Creating sentences with a name with possessive terms: 

NSF’s NOIRLab
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Thank you!
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Head of Communications, Education & Engagement

NSF’s NOIRLab

Lars Lindberg Christensen

Communication
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ACKNOWLEDGING NSF



Engage with NSF

Share your 
researcher stories

Join the NSF 
campaign

Alert us about 
upcoming news

Submit images 
and multimedia

INTRODUCING THE

NSF MEDIA  HUB

ENGAGE WITH NSF
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SCIENCE HAPPENS HERE

Tag your location and use our IG filter, graphics or 
simply post a photo or video with #NSFstories

We will amplify your posts and share your stories. 
We will also share your stories at events, hold 
competitions, feature on our blog and more! 

Share your story!
#NSFstories

Join NSF in highlighting your amazing research, discoveries, 
innovation and more happening across the country and 
around the world.  

Toolkit: nsf.gov/ScienceHappensHere
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Research 
Infrastructure 

Community
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