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Foreword

The Nordics is a joint branding project for Aaland, Greenland, Faroe Islands, Iceland, Norway, Finland, Sweden and Denmark.

The project originated from the Tender “Branding The Nordics” in 2016. The winning concept called “Traces of North” aims to leverage the presence
of Nordic ideas and values that are already all over the world.

This is the first phase of the project, and this is merely a beta site that invites everyone to share their Traces of North with us.

Afterwards we will curate and activate a selection of traces, so everyone can see them, work with them, share them and we hope they will inspire
even more Traces of North in the world.

We will update the site as we go, until we have rolled out the full platform for The Nordics containing material that anyone can tap into when creating

Nordic themed events, stories, promotions, stories or even if you’re simply looking for inspiration in Nordic values. We hope you will come back
again and see what The Nordics has to offer you.
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Values & Concept

Values

The Nordic Perspective and the set of values it represents is guidance both for initiatives and messages. But not only that the Nordic perspective
is a message in itself. It can be used to monitor balances and missing subjects for all initiative under the project. Values we want to express are
openness, trust, creativity, sustainability and compassion. Also in combination with the strategic focus areas.

Concept
The concept is simple. We are not going to show the Nordics to the world. We are going to show The Nordics in the world.

A trace can be large or small; it can be a feeling, an idea, a building or a product like the humble zipper, anything that has made its way from The
Nordics out into the world. As an example it is valuable social currency to be able to talk about the architect Henning Larsen in Riyadh, the Vikings
in Cornwall or on Raoul Wallenberg in Hungary. When two men wish to marry in Asia, one can make an elegant nod to Nordic liberalism. Likewise,
when people take to their bikes in New York, the Nordics green credentials can be seamlessly woven into the conversation. Examples like these
are endless. We call them traces of north.

The point is that there are far more traces of North around the world than can be found in the small geographical area we know and refer to as the
Nordic countries.
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Visual ldentity Logo

MENORDICS

The Nordics Project is one that aims to bring together all the Scandinavian countries by way of their common traces. It is intended to
showcase to the world what the 8 Nordic countries have to offer, and they way this affects the world in unspoken ways that are not visible
to the naked eye. Traces of these countries coexist within the world we live in. The logo is inspired by the star constellation, a navigator.
It is designed to bring humans closer together under one collective blanket made up of constellations, nature and the universe.
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Visual Identity Mark

This is intended only for use as decoration / watermark on collateral. It is ONLY for printed matter.
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Visual ldentity Logotype

MENORDICS
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Logo size

DOWNLOAD LINK
HTTPS://THENORDICS.COM/PUBLIC_TOOLBOX.PHP

STANDARD

SMALL
. . 70% scale of standard, for use
«® o
[ ] [

~ on collateral smaller than 5” x 7”
® 3
STANDARD
THENORDICS For use on collateral larger than
30mm or equal to 5” x 7” but smaller than

or equal to tabloid (117 x 17”) or
A3 (297 mm x 420 mm)

LARGE

280% scale. For use on collateral
larger than tabloid (11”7 x 17”) or
A3 (297 mm x 420 mm)

The logo must stay as is and be locked into the exact way it has been delivered. It cannot be altered in any way as this changes the logo
and its’ intention.
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Logo Color System

TMENORDICS

In order to maintain legibility and brand consistency across collateral, always use one of the three approved color combinations. When-
ever possible, use the standard color combination. The knockout version should only be used in limited applications, and the black logo
can only be used when black and white printing is the only option.
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Logo Clearance

XL

X

™MENORDIC
2y

Xk

DOWNLOAD LINK
HTTPS://THENORDICS.COM/PUBLIC_TOOLBOX.PHP

Logo Alignment - Positioning
The logo is aligned to the center.

The logo is either aligned to top center or is aligned to the right margin in lower right corner.

When laying out a piece of collateral, consider the overall dimensions and length of the content in order to deter-
mine the preferred logo alignment. These alignment rules apply regardless of which version of logo is

being used.
Logo Clearance

The monogram height determines the clear space below the logo. Depending on the size and content, the clear

space is equal to the height of either one or two monograms.
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Logo Lockup

MENORDICS

The logo must stay as is and be locked into the exact way it has been delivered.

It cannot be altered in any way as this changes the logo and its’ intention.
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5TH Element
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This is intended only for use as decoration / watermark on collateral. It is for DIGITAL and PRINTED matter.
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CTA RIBBON

DOWNLOAD LINK

HTTPS://THENORDICS.COM/PUBLIC_TOOLBOX.PHP

#thenordics

STARTING CONVERSATIONS
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Visual ldentity Color
Palette
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Color Plates

These color plates can be used ONLY as backgrounds for everything, ranging from powerpoint to printed matter.
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Primary typeface

Helvetica Neue DOWNLOAD LINK

HTTPS://THENORDICS.COM/PUBLIC_TOOLBOX.PHP

THERE ARE TRACES OF NORTH EVERYWHERE
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Secondary typeface

Times New Roman ltalic DOWNLOAD LINK

HTTPS://THENORDICS.COM/PUBLIC_TOOLBOX.PHP

Who deserves quality of life:

The Nordics value fairness. This means helping, sharing and

caring. Not just amongst neighbours, but on a larger scale as well.

The thought that quality medical treatment should be determined

by wealth is unacceptable to almost all Nordic citizens.

This viewpoint was also evident during the Korean War. Many of
the Nordic countries where present, not with battleships or troops,

but with field hospitals and medical staff.

The secondary typeface should only be used to showcase highlights of the body copy or an important sentence.
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Collateral

REEN NORDIC GREEN

#thenordics #thenordics
STARTING CONVERSATIONS STARTING CONVERSATIONS

Please download template from toolbox in the format desired (European or American).
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Collateral Grid

CONTENT

Tit Goes Here

Your Content
Tite Goes Here

s g aumpsiaan

Your Gontent
Tite Goes Here

smanusgs g

Your Gontent
Tite Goes Hro

asmanuge gam

Tite Goes Here

asmancauges e

Your Content
Tt Goss Here

e

Please download template from toolbox in the format desired (European or American).

DOWNLOAD LINK
HTTPS://THENORDICS.COM/PUBLIC_TOOLBOX.PHP
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Speaker list

DOWNLOAD LINK
HTTPS://THENORDICS.COM/PUBLIC_TOOLBOX.PHP

oo
.o
.o
o ‘e
NORDIC GREEN
The first Nordic seminar on green transition and sustainable energy
Dovid My, Business Etor ATE
0 e i 2008 and 2010 Uiy Cotege ubin
A Gran, Nooic Gimat and A Paion Group
Thevarket ne

Pave roven the vake i h Noric oo

3 Ganon, et Execuive Officr SEAI

60 ormark,Asaareh Boardof the Swecish Eneroy Agency

noray consumpton s boen kapt contant.
Fion oriensen, Execuive Dirctor of St of Green

oy s e posiclsphre.

s a—

Please download template from toolbox in the format desired (European or American).
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Agenda

DOWNLOAD LINK
HTTPS://THENORDICS.COM/PUBLIC_TOOLBOX.PHP

t. [ ]
AGENDA St

NORDIC GREEN

The first Nordic seminar on green transition and sustainable energy

Wessa 20 Novambsr 2171 1002
1000 Rogitaton andcofes

Wotcome

byt oo, D gty

1020 Opaningromarks by th Norsc Ambassadors:

1090 “Norcko Greo o Sl A lobl scale-up of Nords low-cabon sotons”

1045 “Weland and the Sustantle Enery uure”

100 Panet 1:Tho Nord Pains o Groe Tanion~essonslard and st prctcss.

PerSandon, 0 of s orwegin Weta Rosoutces and Enery Dvecorate
i ifonan, Docio of Devlopmart, Gt Lasdrstp Counc Firand

1245 Lunehand retworking

1415 “Iovestmnt opporuiies i th Renswabi Energy Sector eland”
oy By ODowd,Senir Vio Presidnt 108

1445 Panel2: NoricSoktions n e Renawablo Enrgy Sctos Wavo Enery:
histopner e, CTO, Al Enerey Ofshre Wi Enrsy
(e i Ao BsinssDevlopmen i Staol
Oecatboniaton of Het: Mt Fsan, NBE Sk
DitictHoatg:Fapreserathefom Denmark

790 Endofcontoronce

s a—

Please download template from toolbox in the format desired (European or American).
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Posters

NORDIC GREEN

The firlstNordi
on green transition and

ditat eatiam, s ir
eaqu t

#ithenordics

#ithenordics

Please download template from toolbox in the format desired (European or American).
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Trifold Brochure

DOWNLOAD LINK

HTTPS://THENORDICS.COM/PUBLIC_TOOLBOX.PHP

Obdawkajbs\
dsifjwefk

Frame image — Global Overvie
odta culant cumaui quam sus ot auttur
‘Seulpanam, sam quaset pera doorum oos.

Frame image

— Trade development

desloping novatve ndustries the primary
suatogicobjective oftis output st

— Developing innovative
nam sequi que veis nobtas df odgendas
Cullquae psaer am aps cosam uias
Voloaperiaum 1, afu atat assim

— Skills

LARNE ]

Atess

Telsphone

www

#thenordics

sTaRTING

Please download template from toolbox in the format desired (European or American).
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Collages

DOWNLOAD LINK

HTTPS://THENORDICS.COM/PUBLIC_TOOLBOX.PHP

The collages are intended to showcase different regions and highlights of the Nordics. We use layers to develop a story that comes to life
the longer you stare. We have 16 hero collages, available for print and digital.
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Archive

DENMARK
HTTP://STAGING.VISITDENMARK.DIGIZUITE.DK
FINLAND

HTTPS://TOOLBOX.FINLAND.FI

ICELAND
HTTP://WWW.ICELAND.IS/PRESS-MEDIA/PHOTOS
NORWAY

HTTPS://SEAFOOD.BRANDMAKER.COM

SWEDEN

HTTP://IMAGEBANK.SWEDEN.SE

GREENLAND
HTTP://CORPORATE.GREENLAND.COM/EN/MEDIAGL
FARJERNE
HTTPS://VISITFAROEISLANDS.COM/PRESS-PROFESSIONALS/TOOLBOX/PHOTOS-FILMS

Please use links above for archival imagery.
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TRACES - IMAGERY
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BRAND GUIDELINES

2018

PPT

DOWNLOAD LINK
HTTPS://THENORDICS.COM/PUBLIC_TOOLBOX.PHP

Please download template from toolbox in the desired format (European or American).
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Info graphics

The Nordic region

s the world's

171N

largest economy

Please download template from toolbox in the desired format.

DOWNLOAD LINK

HTTPS://THENORDICS.COM/PUBLIC_TOOLBOX.PHP

The Nordic region

is the world's

1]

largest economy
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Communication in general

Audience
The primary target groups are Nordic embassies, stations, organisations, international companies, and creatives around the world with
Nordic projects of any kind.

The primary target group is much smaller than the secondary target group consisting of everyone remotely interested in anything Nor-
dic - be it cultural, business, politics or innovation. This group is of course enormous, but the primary target group is crucial, as their

engagement will determine the potential of this mutual branding.

This is not to say, that we should not make the brand open source and available to everyone with an interest in The Nordics. But we have
to focus our efforts on the people who need a Nordic brand in their everyday work.
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Communication in general

Messaging

STRONGER TOGETHER

- How can we do a Nordic place branding without compromising the national place brandings?

THE NORDIC PERSPECTIVE

- Where we come from

RETHINKING PLACE-BRANDING

- We are not going to show the Nordics to the world. We are going to show The Nordics in the world.

TRACES OF NORTH

- Stories chosen, curated and organized around the Nordic values.

INVITING, INSPIRING, STARTING CONVERSATIONS

- Starting new conversations.

NEW TRACES

#thenordics — #tracesofnorth — #startingconversations
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Communication in general

Main Messages
The further away from north, the more we become one. Values that connects us to each other are openness, trust, creativity, sustainability
and compassion. (Stronger together).

The concept is simple. We are not going to show the Nordics to the world. We are going to show The Nordics in the world. We call them
traces of north. (Re-thinking placebranding).

A trace can be large or small; it can be a feeling, an idea, a building or a product like the humble zipper, anything that has made its way
from The Nordics out into the world. (Starting conversations).

A trace has a geographic anchor in the world outside The Nordics, and can be a big idea that helps a country or small product that helps
a single person, size does not matter here. Share your traces with us (Traces of North)

Inviting, inspiring, starting conversations - thenordics.com (Toolbox).
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Advertising

NORDIC GREEN

The st Nor r

on green fransition and sustainable energy

#thenordics

#thenordics

STAFIING CONVERSATIONS

Please download template from toolbox in the desired format (European or American).
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Choosing/creating imagery

Photograhy
The Nordics photography should be crafted to communicate the true The Nordic experience, including its tactile, sensory qualities.

Images should be exceptionally tasteful images of style, character and life, rather than a clinical cataloguing of stock imagery. When se-
lecting photography for an ad, make sure to choose only the best photos of your message. Each image should highlight your message’s

unique qualities and illustrate the The Traces of North.

For more information on creating new photography or selecting photography that adheres to the Nordics standards, refer to the Image
Bank
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Communication style

Our voice reflects the singular, innovative experience of the Nordic region, capturing the exquisite ease and attention to detail that distin-
guish the brand. Polished without pretense, The Nordics tone is natural in its warmth and genuine in its care. We favor simple, eloquent
language to convey the caliber of strength we are talking about.

Modern
Our bright, distinctive voice embodies our vanguard spirit and taste for the new.

Rich
Vivid and evocative, our language captures the immersive quality of the experience we create.

Discreet
Never embellished or superior, our voice is elevated in its restraint. Our gracious tone connotes extraordinary
care and uncommon consideration.

Headline Style
The Nordics headlines are spare and elegant, arresting in their simplicity. Warm and engaging, each captivating headline should invite
the reader in.

Body Copy Style
Our rich, narrative tone comes through our content, with expressive, vivid language that creates a sense of place. Body copy is polished,
not embellished, eloquent, not baroque. Subtle and understated, our voice hints at extravagance and lets the experience speak for itself.
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About TRACES

Traces and the Nordic perspective

A trace has a geographic anchor in the world outside The Nordics, and can be a big idea that helps a country or small product that helps a single
person, size does not matter here. But a trace must have more than just a geographical link; it needs a relationship to the values we all hold dear
in The Nordics.

Openness and a belief in everyone’s right to express their opinion.

Trust in each other and also, because of proximity to power, trust in leaders in society.

New ways of thinking, focusing on creativity and innovation.

Sustainable management of the environment and development of natural resources.

Compassion, tolerance and conviction the equal value of all people.
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TRACES

VALUE: NEW WAYS OF THINKING

GREYHOUND LINES

Let's share my car
The Nordics .ss. This means helping, sh .. Not just amongst neighbours,
Transport in the Nordics have always been based on the concept of democratic sharing. Public
roads, trains, and irple i ike S. i ic people. In
the United States this line of thought turned into a Greyhound bus

When Eric Wickman emigrated from Sweden to The United States in 1905, he started a life as a
mine drill operator but ended up developing the concept of the bus, as a means of public transport
affordable for the common man.

FROM THE NORDICS TO KOREA
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Contact

Project inquiries

Tobias Grut

Brand Manager

E-mail: tobgru@norden.org

Press relations

Elisabet Skylare

Senior Adviser/Communication
E-mail: elisky@norden.org
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Toolbox

Toolbox Usage

The NOrdics Toolbox will include basic guidelines on how to use the visual identity, and examples of use for each template.

The visual identity elements
Basic assets. logo, fonts, colors

Print templates - ready to use with local print shops. i.e. invitations, flyers, posters etc.
PowerPoint

Basic slides i.e. frontpage, closing page, agenda,

Elements to use for pause animation - showing on big screens before events, i.e. facts or just images.
Newsletter

Open call
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#thenordics
STARTING CONVERSATIONS



