


01 // ABOUT THE PROJECT - LONG STORY SHORT

//  T H E  M I S S I O N

> Creating a visual identity for NORDIC, ready 
   to launch in European markets

> Developing a marketing strategy tailored 
   to target audience

> Ditching cliché vineyard kitsch in favor of bold,    

   modern storytelling 

•  T O O L S  U S E D  F O R  T H I S  P R O J E C T :  B L E N D E R  / /  I N D E S I G N  / /  P H O T O S H O P  / /  I L L U S T R A T O R  / /  A F T E R  E F F E C T S  •

//  T H E  A U D I E N C E

> European people under the age of 40

> Specifically targeted to reach male clients

> For the confident, the stylish, the demanding. 

   Nordic is made for people who set the tone 

   rather than following conventions

//  C H A L L E N G E S

> Breaking free from a market oversaturated 

    with „rustic charm“ - Disruption is key

> Utilizing Northern European localization as 

    USPs, highlighting its exclusivity

> Directing visual identity more towards younger,
   ambitious and quality-oriented crowds

Project Nordic is about creating a new wine brand based in Norway – a country not typically known for wine production, making it instantly exclusive. The goal is 
to develop a striking, standout visual identity that helps the product break through the noise of the wine market. Strong, beautiful design will be the key driver to 
spark interest and boost sales.
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02 // LOGO & COLORS

//   T H E  L O G O

The logo itself is supposed to be simple, clear and 

unmistakable, as the brand itself will strive for mi-

nimalism, big contrasts and clear communication.

//  T H E  S Y M B O L

The symbol merges two key elements: A Nordic  

chapel that represents heritage and craftsmanship, 

and a reversed wine glass, reflecting the product  

and its bold character. Together, they create a mea-

ningful icon that reminds of nordic runes.

//  T H E  C O L O R  P A L E T T E

The main colors are restricted to dark grey, off-

white and light grey tones to reflect the minimalist 

core of the brand. For specific products different 

colors and accents can be added to offer a more 

intuitive product navigation and emotional diffe-

rentiation. (Red for red wine etc.) 

#ffffff#c8c8c8#888888

#d80039 #e06973 #ffe4a4

#1c1c1c

Main colors used 
for company 
representation

Product Specific 
Pallette
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03 // THE VISUAL SYSTEM IN ACTION 









04 // FONTS
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Bebas Neue Pro is a modern sans-serif typeface known for its bold, con-

densed letterforms and strong visual presence. With its clean lines and 

all-caps design, it conveys confidence, clarity, and simplicity – making it 

ideal for impactful headlines, logos, and branding. 

> Recognizable font character - ideal for bold statements & Headlines

> Minimalist, dynamic, simple and clean character

> It‘s condensed nature adds a masculine and dynamic feel

WHY BEBAS NEUE PRO?

Lato is a humanist sans-serif typeface that balances warmth and professionalism. 
Originally designed for corporate use, it combines friendly curves with clean, mo-
dern structure – making it highly versatile for both body text and headings. Its subtle 
personality shines in UI design, branding, and editorial layouts, where clarity and ap-
proachability are key. With a wide range of weights, Lato works just as well in digital 
interfaces as it does in print.

> Versatile Font - can be used in different media

> Creates a good but not too great of a contrast to Bebas by adding smoothness

> Its tracking is wider than Bebas - enhanced readability

WHY LATO?
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