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The filters: 

Linguistic checks in: 
English, German, French, 
Spanish, Italian, Chinese,  
Swedish, Swiss 

Internet checks  

Trademark identity  
and similarity searches:  
Classes: 35, 39, 41,43 
Register: Italy

Payoff - creative process
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How do we express our positioning? 
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Identity
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The logo is the basic identity element. 
What if we google “mountain logo”? 
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Do we need to be yet another  
of those mountain logos?  
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Do we need to be yet another  
of those mountain logos?  

No. 
We will never build a distinctive brand  
if we stick to the little mountain way.
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The logo
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The logo
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The logo
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The logo
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Upward tension  
of the letters

The logo
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Upward tension  
of the letters

Dynamic and 
unexpected

The logo
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Upward tension  
of the letters

Dynamic and 
unexpected

Monte Bianco 
profile

The logo
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Upward tension  
of the letters

Dynamic and 
unexpected

Monte Bianco 
profile

In general:  
High recognizability with 
a clear footprint

The logo
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The logo
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We developed the identity system 
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The logo is used as  
a hero element of the 
communication.
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The payoff is separated 
from the logo.
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The secondary typeface, Quadraat Sans,  
has a personality that fits perfectly 
with the logo without overshadowing it.
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The system uses the logo both  
as key visual and signature. 
The tone of voice is fresh  
and concise.
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The colors are a refined, elegant interpretation of those found  
in natural environments: deep green, ice blue and bright orange.

The pattern recalls the adventure world with the 
topographic map of the area around Mont Blanc.
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The slightly sharp shape  
of the letters works well  
in sport contexts.
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It works in premium contexts as well.
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A collection of icons and textures can 
enrich the expressivity of the brand, 
making it able to communicate to 
different targets in an authentic way.
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Courmayeur could increase  
the perception of the brand  
by promoting the best products  
of the area.
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If the communication around the 
world is reproduced in a consistent  
and accurate way, the Courmayeur’s 
signature will become recognizable.
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Ingredients recap 
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Font



75

Colors
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Icons and textures
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Tone of voice
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Imagery
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Imagery style 
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Courmayeur’s identity 
needs a consistent visual 
style, expressed by a 
carefully selected high 
quality imagery which 
could express 
authenticity. 

Images should always 
look natural, without 
evident colour shifts, 
black and white and 
other post production 
treatments. 

Photographic style
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All the images should 
have a clear main color.

Photographic style
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A good image should be 
immersive, dynamic and 
authentic, representing 
life in Courmayeur. 

In case of people 
photographs, it should 
look like it was taken by 
someone who is 
involved in the action. 

The subjects should be 
portrayed in a natural, 
pose-free way, not 
staged.

Photographic style
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Recap 





CONTACT US

Thank you




