
Brandguide



Welcome to Uttern’s brand guide. The guardian of our brand 

identity. 


This book will guide you through the basic elements of our 

identity system and accurately describes how we use them to 

build our brand.
 

Understanding and adhering to these guidelines will be essential 

for building and maintaining a consistent, unforgettable and 

meaningful experience of our brand.
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The creation of our brand identity is based on deliberate 

strategic decisions. In this section, we give insight into what 

underlies them.  



By mapping out our brand statement, positioning and design 

values, we equip everyone who is directly or indirectly 

responsible for the management and correct application of 

our brand with the necessary background information to 

understand the building blocks of our brand and the 

experience that needs to be conveyed. Brand introduction
1.0



1.1 Brand statement

We are . Manufacturer of leisure 
boats and Scandinavian heritage. We strive 

to let our boat users experience the 
optimal feeling of northern nature.

Uttern



1.2 Brand values

Trusted

Emotional

AccomplishedRespectful

Modern



1.3 Needscope positioning

Bold

Energetic

Competent

Analytical

Premium

Exclusive

Fun

Carefree

Nurturing

Sensitive

Friendly

Open

Nurturing / Sensitive
Brown characteristics



Our logo is unique and ensures recognisability. But it is more 

than just an identification symbol. It encapsulates the core of 

our corporate identity and conveys our brand message. 



Our logo is a vital brand expression and therefore an element 

that should be respected and treated with care at all times. 

This section includes all the logo variations possible and their 

guidelines for the implemenation, all of which aim to ensure 

its optimal use in/on any type of media. Logo
2.0



2.1 Logo Construction



2.2 Logo Primary



2.3 Logo Model

T65 T65 T65



2.4 Logo Don'ts



Often subtle, but always present. Our typography. 


An important part of our brand with which we set the right 

tone.



Careful application of our typography families is critical to the 

consistency and recognisability of our brand. Because after 

all, this is the brand element that literally speaks to our 

customers. This section lists our different fonts and includes 

guidelines on how to use them.Typography
3.0



Primary Pridi

Secondary /

Back-Up

Lato

3.1 Typography families



Nordic by Nature
Tellus cum praesent interdum in quis fusce blandit in 
viverra. At ut sed tristique pharetra.

Maecenas sed diam eget risus varius blandit sit amet non magna. Cras mattis 
consectetur purus sit amet fermentum. Maecenas faucibus mollis interdum. 
Nullam id dolor id nibh ultricies vehicula ut id elit.



Cras mattis consectetur purus sit amet fermentum. Duis mollis, est non 
commodo luctus, nisi erat porttitor ligula, eget lacinia odio sem nec elit. Etiam 
porta sem malesuada magna mollis euismod. Vivamus sagittis lacus vel augue 
laoreet rutrum faucibus dolor auctor. Curabitur blandit tempus porttitor. 
Aenean lacinia bibendum nulla sed consectetur. Donec ullamcorper nulla non 
metus auctor fringilla.

3.2 Typography usage

Heading
Pridi / Semibold

Body
Lato / Regular

Paragraph
Lato / Medium



Color directly communicates emotion. They are the first 

thing we remember about a product or brand. Rather than 

the design, numbers and words.



Our colors have  been carefully chosen to make sure they 

immediately elicit the desired psychological response and 

inspire our audience to take action.

4.0

Color



HEX #DF7A42

RGB (223, 122, 66)  

C 0%   M 40%   Y 62%   K 13%

Orange

HEX #B3CB89

RGB (179, 203, 137)  

C 9%   M 0%   Y 26%   K 20%

Grass

HEX #D1858D

RGB (209, 133, 141)  

C 0%   M 30%   Y 27%   K 18%

Cherry

HEX #BA9980

RGB (186, 153, 128)  

C 0%   M 13%   Y 23%   K 27%

Brown

HEX #649095

RGB (100, 144, 149)  

C 19%   M 2%   Y 0%   K 42%

Wave

4.1 Color palette primary



4.2 Color palette secondary

HEX #EFBCA0

RGB (239, 188, 160)  

C 0%   M 20%   Y 31%   K 6%

Orange F

HEX #D9E5C4

RGB (217, 229, 196)  

C 5%   M 0%   Y 13%   K 10%

Grass F

HEX #E7C1C5

RGB (231, 193, 197)  

C 0%   M 15%   Y 13%   K 9%

Cherry F

HEX #DCCBBF

RGB (220, 203, 191)  

C 0%   M 7%   Y 11%   K 14%

Brown F

HEX #B1C7C9

RGB (177, 199, 201)  

C 9%   M 1%   Y 0%   K 21%

Wave F



4.3 Color palette functional

HEX #FFFFFF


RGB (255, 255, 255)  


C 0%   M 0%   Y 0%   K 0%

Snow

HEX #8A8A8A


RGB (138, 138, 138)  


C 0%   M 0%   Y 0%   K 46%

Stone

HEX #001B0F


RGB (0, 27, 15)  


C 11%   M 0%   Y 5%   K 89%

Ash

HEX #F6F6EF


RGB (246, 246, 239)  


C 0%   M 0%   Y 3%   K 4%

Sand



4.4 Color ratio



Our photography acts as an important carrier of our message 

and visualizes what we want to portray.



Photography offers many possibilities. It is important to take 

our photography values, different dimensions and context in 

which the photo is placed into account during the 

photoshoots and while choosing images. Our photography 

guidelines apply to all channels. From external campaigns to 

internal communication, content on the website, social posts 

and when choosing stock images.Photography
5.0



5.1 Photography values

Modern

One with nature

Respectful

Nordic Sky



5.2A Photography examples



5.2B Photography examples



5.2C Photography Lifestyle examples



5.2D Photography Boat Usage examples



5.2E Photography Target Audience examples



Technical feature:

5.3 Photography guidelines

16:9

1:1

FP



5.4 Compostition checklist

Our checklist with general photography guidelines regarding the composition



5.5 Legal guidelines

Legal guidelines for photography and videography



5.6 Photography Dont’s Examples

� Uttern is respectful towards nature. Avoid pictures 
where boating can be experienced as reckless and 
careless.

� Uttern is geared mostly towards Scandinavian 
audience. Avoid harsh and oversaturated pictures as 
they can seem out of context.

� Uttern is a calm and respectful brand. Avoid 
actionshots and anything that can challenge these 
values for the sake of the brand’s consistence.



Our distinctive custom-made icons reinforce our brand 

identity and are powerful tools for directing and guiding the 

audience.



This section includes our navigational icons and the hero 

icons. We explain the usecases for each and provide the 

correct guidelines for the application of the iconography.Icons
6.0



6.1 Hero icons



6.2 Basic icons 



Writers use words to communicate with their readers. 

Designers use design language to convey their message.



Design language is an essential part of our brand identity. It is 

reflected in almost all expressions of our brand. By adding 

extra graphical elements in the design language, we ensure 

the right appearance and increase the recognition of our 

brand. Design language
7.0



7.1A Design language construction 



7.1B Design language photography



7.2A Design language 



7.2B Design language 



7.2C Design language 



Buttons have an important function. They help users of our 

website to take action and make choices in a single click.



Buttons must be easy to identify and easy to find. At the same 

time, a button should clearly demonstrate the action the user 

needs to complete. With well-alligned colors and shapes, we 

designed recognizable buttons for different action levels that 

give users the right guidance during their visit to our website. Navigation
8.0



8.1 Buttons

Primary

Tertiary

Secondary

Primary

Tertiary

Secondary

Primary

Tertiary

Secondary

Primary

Tertiary

Secondary

Primary

Tertiary

Secondary



Tone of voice is how the character of your brand comes 

through in your words, both written and spoken. It’s not 

about what you say, but rather the way you say it.



Every brand you meet has their own way of expressing 

themselves that’s as unique as their face or fingerprint. Some 

are pleasant and polite. Others are pushy and in your face. 

Some say so much with just a few words. Others never seem 

to get to the point.Tone of Voice
9.0



9.1 Tone of Voice Introduction

Nordic by Nature Tone of voice



9.2 Attributes & Phrases

AttributesPhrases to live by



9.3 Word bank

Words to use Words to avoid



9.4 Example - Social Media

Before

Before

Before

After

After

After



When the brand is depicted on objects, it really comes to 

life.



This section includes some mock-ups to give an impression of 

how our brand should be displayed on various brand assets.Brand Assets
10.0



















Nordic by Nature
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