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You there! Communications dude or dudette.

You’re probably here to learn all about using the elements of our corporate identity.

And if you weren’t, you are now.

Logo, corporate colors, fonts, photos, and general illustrative style. That stuff.

Why do you need to know all of this? Well, we want to create a recognizable style

of branding and communication for the outside world.

It helps people remember who you are.

This style guide exists to help you get acquainted with our corporate identity.

It offers a consistent and predictable starting point, but leaves enough

space to let your creative juices flow.

When in doubt about the use of corporate elements or their application,
contact maarten.raes@mobilevikings.be. 

Or dial +32 494 89 64 40 and ask for Maarten Raes.
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1. LOGO



1. LOGO
1.1 PRIMARY LOGO

5

VERTICAL LOGO

We try to use this version whenever we can.
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1.2 SECONDARY LOGO

If the space is more horizontal you can use the 

secondary version. But whenever possible, 

use the primary version.



7

1.3 GLITCH TV ANIMATION VERSION

When we use the Mobile Vikings logo in animation or 

TV payoff we use the glitch version of the logo.... 

but we always end on the primary logo.



1.4 DON’TS

Please do not do these strange things to our beautiful logo. Please please please.

Don’t change the color

Don’t crop the logo

Don’t resize elements

of the logo

Don’t use edgy effects

of the logo

Don’t distort elements

of the logo

Don’t change the position 

or the ortography of the logo

Don’t flip  the brandicon

Don’t recolor

the artwork
8
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1.5 logo minimum size

PRIMARY LOGO

Vertical logo:

at least 23mm or 65 px in height

SECONDARY LOGO

Horizontal logo:

at least 15 mm or 42 px in height
15 mm 

42 px

15 mm 

42 px

23 mm 

65 px

23 mm 

65 px
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1.6 LOGO clear space

The logo clear space is defined by the height

of the typo of the logo.

We use that space on all sides of the logo.

X

X

XX

X

X

XX
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1.7 LOGO POSITIONING

1.7.1 NORMAL FORMATS
As a reference we use the width of the logo.

We use the centered position when we need

the necessary space for the visual and CTA.

CENTERED POSITION

X

X

2X

1/4th1/4th1/4th1/4th
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We use the right position when we need 

more space.

Fo example to put some extra bodycopy.

RIGHT POSITION

2X2X 2X
X

2X

1/4th1/4th1/4th1/4th

Fuga. Hitatium quam suntem quid min perupti usamus, etur, sunt 
modia de nobit, volorectum quidenda niscius, ut qui necullut quis 
volupta tionse pa sequam, omni ratemqui desti ad molorem sunt 
res doluptaqui
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1.7.2 EXTREME FORMATS

ABRIBUS

We always use the centered position.

The logo size needs to be 1/3th of the width of 

the ad.

X

2X

1/3rd1/3rd1/3rd
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MORE O’FERRAL 

We use the right position of the logo.

The logo size needs to be 1/6the of the width of the ad.

X

2X

2X2X

1/6th1/6th 1/6th1/6th 1/6th1/6th
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1.7.3 EXCEPTIONS

WEBSITE

Logo is positioned on the left.

VIDEO

Logo can be positioned centered as pay-off.

BANNERING

Bottom right or bottom centered.

Please use the logo version with tagline.
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2. MAIN ColorS
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2. Color
2.1 PRIMARY ColorS

BLACK RED WHITE
PANTONE Black

CMYK 30/20/30/100

RGB 0/0/0

HEX #000000

PANTONE Black

CMYK 0/97/100/3

RGB 205/4/0

HEX #cd0400

Mobile Vikings is black.

Mostly black, with some red and white.



18

2.2 SECONDARY ColorS

CMYK 58/0/41/0

RGB 79/251/206

HEX #4ffbce

CMYK 0/82/70/0

RGB 247/85/72

HEX #f75548

CMYK 2/78/22/0

RGB 255/91/147

HEX #ff5b93

CMYK 49/52/0/0 

RGB 170/37/238

HEX #aa25ee

CMYK 9/2/89/0 

RGB 241/224/47

HEX #f1e02f

CMYK 100/53/0/0 

RGB 12/55/246

HEX #0c37f6

You can use the secondary colors

in patterns, icons, highlights etc.

But... remember black, red and white

need to stay the dominant colors.
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2.3 highlight webColorS

RGB 57/128/135

HEX #398087

RGB 141/127/219

HEX #8D7FDB

RGB 0/165/219

HEX #00A5DB

You can use these colors for weblinks 

and highlights. Use these only for digital 

purposes.
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2.4 derivative blacks

CMYK 40/30/40/80

RGB 49/51/48

HEX #313330

CMYK 30/20/30/55

RGB 255/91/147

HEX #ff5b93

CMYK 18/8/18/32 

RGB 156/163/152

HEX #9ca299

CMYK 8/3/8/14 

RGB 205/208/204

HEX #cdd0cc

CMYK 2/2/2/8 

RGB 230/232/229

HEX #e6e8e5

You can use the support colors to create derivatives of the primary black color.

By example to create a subtle difference between blacks

or to use as a placeholder in brochures or website.
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TERTIARY Color 5% rule

We enrich the black with subtle touches

of the tertiary colors. Subtle = max 5%

So our main colors stay 90% dominant.
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3. typography
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3.1 PRIMARY TYPOGRAPHY / headlines & titles

MR. ALEX BOLD

20 punt

25 punt

30 punt

35 punt

40 punt

45 punt

Fore cutlass transom hang the jib hands parrel 
stern scourge of the seven seas tender red 
ensign. Draft lateen sail fluke Shiver 
me timbers aft hail-shot hulk 
Spanish Main belaying pin 
bilged on her anchor.

We use the Mr. Alex bold font as our brand 

defining font. We use this font for headlines and 

titles. The minimum size for Mr. Alex Bold is

20 pt.
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Just me and my dogs
livin’ like hogs

Whenever possible we use a red dropshadow line

to create depth of field.

Line spacing is 7 pts
more than the font size

Typo in outlines
Line-thikness depends on execution

Line-color is C0 M97 Y100 K3
+ fill color of redline duplicate
is C30 M20 Y30 K100

Dropshadow depends on execution
 

Fill is C0 M0 Y0 K0
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3.2 SECONDARY TYPOGRAPHY / BODYCOPY  / ONLINE

FORO SANS

Foro Sans Light

Foro Sans Light Italic

Foro Sans Regular

Foro Sans Italic

Foro Sans Bold

Foro Sans Bold Italic

Foro Sans BoldExtra Bold 

Foro Sans Bold  Extra Bold Italic

Foro Sans Black

Foro Sans Black Italic

Fore cutlass transom hang the jib hands parrel stern 
scourge of the seven seas tender red ensign. Draft lateen 
sail fluke Shiver me timbers aft hail-shot hulk Spanish 
Main belaying pin bilged on her anchor. Provost grog 
blossom lanyard port hornswaggle quarterdeck black 
jack chase guns chantey spyglass. Carouser spyglass 
fathom Davy Jones’ Locker salmagundi 
provost topgallant swab cog case shot. Stern mizzen 
gangway tackle ahoy topgallant avast scurvy 
starboard ho. Scurvy quarter mizzen jury mast lugsail

We use the font family Foro Sans. It is a family with a lot of fontstyles.

So choose your style carefully according your need.

You can buy the font here:

https://www.fontspring.com/fonts/hoftype/foro-sans
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3.3 CALL TO ACTION

When we use a CTA we place it inside a red box to highlight the CTA.

The red box needs to have subtle round corners to indicate a button style.

The freespace around the copy is equal to the height of the x-height of the font.

Surf en bel tot 25% goedkoper
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4. VIKING WORLDS



so
ci

al

28

st
re

am
in

g

ga
me

s

MU
SI

C



29

4.1 viking worlds

Mobile Vikings supports 4 main Viking Worlds.

These are also the main worlds of our customers:

- we like to share everything on social

- stream our favorite music

- play games Fortnite, Brawl Stars or League of Legends.

- stream videos from VTMGO, Youtube, Netflix and many others
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5. PATTERNS & colors



31

5.1 PATTERNS

Available patterns:

There is a set of seamless patterns available, but you can create 

more with the created patterns on the right.

You can copy, rotate, flip, enlarge the pattern set to your needs.

You can change the color of the pattern to one of the secondary 

colors if needed.

For print:

- the pattern has a supportive function not a dominant function

- use large quantities of the patterns

- apply a graphic crop to the pattern using one of main elements 

   on the right

- apply the opacity of your choice so that the pattern is not dominant

- apply a mask gradient

Photograpy and social:

- you can use details or cuts of the patterns

- you can mask them to create a combination of a 2D-3D effect
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PATTERN .01
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PATTERN .02



34

PATTERN .03
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PATTERN .04
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PATTERN .05
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PATTERN .06
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PATTERN .07
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PATTERN .08
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PATTERN .09
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PATTERN .10
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PATTERN .11
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PATTERN .12
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PATTERN .13
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PATTERN .14
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PATTERN .15
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PATTERN .16
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PATTERN .17
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PATTERN .18
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5.2 CROP SHAPES Available crop shapes:

There’s a set graphic ‘crop’ shapes provided.

You can use these to crop the patterns to the shape you want.
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5.3 PATTERN GUIDELINES

STEP 1:

Choose a pattern an apply it on a background.

The pattern needs to be supportive not dominant.
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STEP 2:

Choose one of the available crops.

Make sure the crop is always large enough

and touches the sides of the design.
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STEP 3:

Apply directional and / or circular gradient masks
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STEP 4:

Adjust the opacity of the graphic so it is not dominant.
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6. PRINT
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Stab a game
no time

for sleep

Stab a game
no time

for sleep

NEVER WORRY
LOTS OF DATA
NEVER WORRY
LOTS OF DATA

Rolling down
the street

smoking indo
sipping on

gin and juice

Rolling down
the street

smoking indo
sipping on

gin and juice

It’s time
to kick ass
and chew 

bubble gum

STAY THE
F***

OF MY DATA

STAY THE
F***

OF MY DATA

we love you
longtime!

We love you
longtime!

listen
play
talk

repeat

listen
play
talk

repeat

ENDLESSSSS
STREEEAAMING!

ENDLESSSSS
STREEEAAMING!

listen
play
talk

repeat

listen
play
talk

repeat

Available prints:



Stab a game
no time

for sleep

Stab a game
no time

for sleep
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Rolling down
the street

smoking indo
sipping on

gin and juice
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It’s time
to kick ass
and chew 

bubble gum
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we love you
longtime!

We love you
longtime!
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ENDLESSSSS
STREEEAAMING!

ENDLESSSSS
STREEEAAMING!
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Rolling down
the street

smoking indo
sipping on

gin and juice
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listen
play
talk

repeat

listen
play
talk

repeat
Surf en bel tot 25% goedkoper*
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NEVER WORRY
LOTS OF DATA
NEVER WORRY
LOTS OF DATA

Surf en bel tot 25% goedkoper*
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STAY THE
F***

OF MY DATA

STAY THE
F***

OF MY DATA
Surf en bel tot 25% goedkoper*
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listen
play
talk

repeat

listen
play
talk

repeat
Surf en bel tot 25% goedkoper*

*I
nf

o 
en

 v
oo

rw
aa

rd
en

 o
p 

m
ob

ile
vi

ki
ng

s.
be

/v
er

ge
lij

k



68

7. OOH
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8. DIGITAL
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9. SOCIAL
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TELCO QUALITY
ASSURANCE ENGINEER

WE ARE LOOKING FOR A

equal idiots... de max!
NON-STOP STREAMING. 

JE CHECKT
JE GSM

ZO’N 70X PER DAG
EN JE

GSM-FACTUUR?
Surf en bel tot 25% goedkoper

HOW TO CLEAN 
YOUR PHONE?
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10. BANNERING
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11. ICONS
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We’ve created some cool icons for every purpose for both small and large use.
Different iconsets are provided.

SMALL & LARGE icon set with details

Sim card 

Refill

You call and text
mobile vikings for free

Use app 

Viking Points
Money/ Wallet

User / Viking Work / life balance

data

No  contracts We make switching easy 100% top quality Every day
the same low price
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Phone cleaning

Creditcard Transmission Shopping Notification

Drinks Twitter Instagram WhatsApp

Music TweetWatch movie



laptop SELF INSTALL technician INVOICE

€€

ROUTER FIBER SNEL INTERNET TV

laptop SELF INSTALL technician INVOICE

€€

ROUTER FIBER SNEL INTERNET TV

laptop SELF INSTALL technician INVOICE

€€

ROUTER FIBER SNEL INTERNET TV

laptop SELF INSTALL technician INVOICE

€€

ROUTER FIBER SNEL INTERNET TV

laptop SELF INSTALL technician INVOICE

€€

ROUTER FIBER SNEL INTERNET TV

laptop SELF INSTALL technician INVOICE

€€

ROUTER FIBER SNEL INTERNET TV

laptop SELF INSTALL technician INVOICE

€€

ROUTER FIBER SNEL INTERNET TV

laptop SELF INSTALL technician INVOICE

€€

ROUTER FIBER SNEL INTERNET TV

laptop SELF INSTALL technician INVOICE

€€

ROUTER FIBER SNEL INTERNET TV

88

Phone cleaning

Invoice

TV

Laptop

Router

Self install

Fiber

Technician

Fast internet
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12. PHOTOGRAPHY
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We want to stay close to our customer and therefore keep the 

photography style real and narrative.

We want to tell a story, and even though we don’t picture Vikings, we 

create an image of what it means to be a real Viking.

 

The highlights of the world we want to show our Vikings,

consist of stolen moments, experiences, authenticity.

The whole should certainly have a rawness and express

a rock’n’roll feeling.

 

We are not good Instagram models, we are real Vikings!

The beauty in everyday moments, “little moments of happiness” 

that’s our goal.

 

In our photography we want to import the same surprising edge we 

have in the campaign.

We combine the real settings with the Viking Worlds.

Add patterns and cool stuff to create our spontaneous crazy selves.

DO:

•	 show experience

•	 “instant” effect

•	 stolen moments

•	 details of the moment

•	 spontaneity

•	 natural appearance

DON’T:

•	 posed images

•	 “staged” images

•	 too retouched

•	 “instagram model” style

•	 excessive make-up
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13. GADGETS
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14. BROADBAND
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14.1 BROADBAND COLOR

CMYK 10/20/94/0 

RGB 234/197/17

HEX #EAC511

Our broadband is lightning fast and uses

a yellow highlight color in combination 

with ofcourse our red, black and white.

RED YELLOW black
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14.2 BROADBAND PATTERNS
We created 6 patterns that symbolize our fiber at the speed of light. Elegant, hypnotic, endless viking! Fiery red with a touch of yellow.
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the mountain



103
the eye



104
the wheel



105
the flame



106
wings



107
crystal



108
extra
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