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Introduction

MobilePay was created in
2013 to address people's
need for very simple money
transfers, making transferring
money to friends and
businesses as easy as itis to
send a text message.

Today MobilePay has raised
the ambition. We are now
offering a whole solutions
suite to empower people
through joyful exchanges -
enabling people, business
owners and partners across
the Nordics to grow better
and stronger relations,
enjoy effortless and joyful
exchanges and reach their
aspirations.

To reflect that we have
redefined our brand —

At MobilePay
people come
first.

We want to
empower
everyone by
providing and
facilitating
better
exchanges.

Ouraimisto
enable good
relations

and social
interactions
and to inspire
people to live
joyful lives.



Purpose

e
empower
people

exchanges

This is what drives the
MobilePay brand. To build
a strong and trustworthy
brand, it should be reflected
in every brand-led choice
and activity throughout the
organization.

Through an inspiring plat-
form, we empower people,
businesses and partners
to connect and enjoy easy
everyday payments.



Essence

... to enable
good
relations
and easy
interaction

The essence of the purpose
should be the guiding line
for all external communi-
cation - both implicit and
explicit. This means focus-
ing on:

Exchanges between
people

The joy of effortless
interaction between
people and objects

The joyfullmoments
of life

The purpose and the
essence form the
conceptual core of the
brand.




Brand

e

The brand values are
ground pillars for the
communication - this is
how we want to be
perceived.

Brand values

Human
Effortless
Skillful
yful
Social
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& Corporate Visual Identity
for MobilePay




Actionable corporate

values.

Brand values

%

We
simplify
life

We remove complex-
ity to make life simpler
and add value to
everyday interactions.

Effortless, Human

Brand Guidelines
& Corporvate Visual Identity
for MobilePay

We join
forces

Collaboration has
made us what we are
today. By keeping our
minds and platform
open, we will achieve
more - for all.

Human, Social

We
drive
change

Designing for the
future is all about
navigating in a
changing landscape.
With open minds, we
explore new ground
where we can shape
the future.

Skillful, Joyful

We
make
things
happen

We strive to be the
champions of making
things happen. We
turn obstacles into
opportunities and ex-
ecute with speed, agil-
ity and effectiveness.

Effortless, Joyful

We take
respon-
sibility

We want to do it

right. We build and
strengthen our
position in society by
respecting our stake-
holders and taking
care of our customers.

Skillful, Social



Story User Focus

We do it for
the people
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Priority

We are meant to serve the ®
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Engagement

...and by delivering a good

e OQUNC
enable them
to engage
in joyful
exchanges.
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Elements LOgO

e

MobilePay
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Our logo acts as a unique
signature - a symbol and
identifier for MobilePay. It's
a constant reminder of the
joyful exchanges and won-
ders we are offering.

The new logo builds on the
legacy that was established
in 201 3.

The logo has been gently
redesigned to communi-
cate a more current and
playful look, that consti-
tutes a natural and minimal
expression of the new visual
identity. At the same time,
the redesigned logo intu-
itively connects to the re-
newed brand story of small
wonders, that

makes everyday life easier.

As a natural consequence
of MobilePays develop-
ment, the banknotes have
been replaced with more
generic notes, symbolizing
that MobilePay today offers
much more than just
money transactions.

We offer exchanges.

Logo Description

A consistent use of our logo
helps build trust and recog-
nition across markets, and
in all situations. Use it with
care. And respect.

Always strive for a coherent
look across all touchpoints.

Heritage

Due to the complexity

of the logo variations,
always remember to ac-
tivate "overprint preview"
when looking at the vector-
based logos in PDF-
readers, such as Acrobat
Reader.

New Logo

From phone
to multiple
devices

From money,
to more open

MobilePay

In Layout

Horisontal
logois left-
aligned with
the layout

Vertical logo
is aligned to
center

Logotype is written in
Paytype
- Our own new font

-

MobilePay

N
@ MobilePay

interpretations ...

New Logo Use the size of the logo shape to measure the
minimal distance between the logo constella-

tion and any other objects

MobilePay

Center around ""

Focus on the stem of the "l"
when centering the logo in
layout.

MobilePay



Alllogos

Main logos: Secondary Logos:

Applies to beige and dark Mainly used on dark back-

blue background colors. grounds, images and for
co-branding situations.

o ' L,

MobilePay MobilePay

@ MobilePay @ i @

MobilePay MobilePay




App Logos

For MobilePay For other services connected
to MobilePay, such as
MobilePay MyShop etc.




Logo Logos & Co-branding

e

Use white version of logos When applying both MobilePay and
when co-branding, to avoid partner logos on mediq, they should be
clash of colors. placed in the bottom of the layout and

aligned respectively left and right.
Itis important never to

attempt to mix the MobilePay logo always in the bottom right
MobilePay CVI and the corner. Partner logo in the bottom left
Partner CVI. corner.

Partner logos are encour-
aged to take up the same
amount of space as the
MobilePay logo Y,
constellation.

Y
To accommodate different _ '

logo proportions, the Part-
ner logos should be horizon-
tally aligned with the top of

. X, XX X, =Y, XY,
the MobilePay logo. @ MobilePay
X,

Proportions

Y

A s
v |
{1

(x1 X X;= Y, X Yz)

A S

General In Layout

Nem mobilbet s

til din forretniss
Partner logo 4
Nordea Nem mob]lbetoling
@ MobilePay

til din forretning

Partner MobilePay
16







The basic color system con-
sists of three sets of colors

—  Corporate colors (18)
—  Secondary colors (19)
—  Contrast colors (20)

The brand colors are friend-
ly and express high quality.

Definition of
corporate colors

The design of the corporate
color structure is based on
the following principles:

-

To function as the
overall color scheme
across services/
brands

To have ajoyful
expression

To signal quality and
recognition to heritage
through the overall use
of the blue color

To stand out from other
banks or financial insti-
tutions

See how the colors are used
according to the respective
layers in the layout in Use of
Colors or Use of Colors in
layout

aypio0dio)

AIDpPUO0O8g

1SNUOD

Pink Pallette

Green Pallette

Light Blue

Beige

Turgouise

White



The Corporate color palette
acts as the superior color
system across the Mobile-
Pay Brand.

20%

TypeBlue 25%

N

TypeBlue 0%

Beige

Background
Color

#F5F5F2

RGB
245,245,242

CMYK
0,0,1,4

PANTONE
CoolGray 1 C

White

Background Color
(Office)



Colors

e

20

Secondary
Colors

The Secondary color pal-
ette is ajoyful supplement
to the corporate color pal-
ette. Itis used for expres-
sive graphics -such as the
Papers and information
design.

Brand Guidelines
& Corporate Visual Identity
for MobilePay
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Lets see about it
color

H#FFES3C

RGB
255,229, 60

Colors

@O

Yes Color is meant for
displaying positive num-
bersin balances, etc.

Lets see about it color
is meant for displaying
numbers to be decided,
etc.

a»

No Color is meant for
displaying negative
numbers in balances,
etc.

Contrast
Colors

Contrast Colors serves as a
further extension to the sec-
ondary color palette and

is designed to cover every
imaginable need.

In order to keep control of
the overall alignment of the
CVI, the Contrast Colors
should only be used to the
smallest extent and with
respect to the overall
expression

Absorbed Palette

In addition to the predefined
palettes - Blue, Pink and
Green -itis possible to
absorb color from central
elements in a given context,
in order to match up with
other strong brands and
purposes.

Brand Guidelines
& Corporate Visual Identity
for MobilePay

#CBD8FF

RGB
203,216,255

#61FFBF

RGB
97,255,191

#FFB4DC

RGB
255,180, 220

#FFCOFF

RGB
255,201,255

H#O6AFFB6

RGB
106, 255,182



The colors are chosen to fit
the purpose of the layout.

They are categorized
across palettes to their
respective usage within the
layouts.

Type

The top layer in any given
layout. This is where we put
our typographic elements.

Papers

The middle layer in any
given layout. It contains the
Papers and other expres-
sive elements - such as
information design, etc.

Images/Background
Images and backgrounds
are the bottom layer of any
layout.

See how the colors are used
specifically in the section
about layout.

Use of
Colors

Type
Top

th

Papers
Middle

C

Images/Background
Bottom

Light Blue

Turgouise

rast Colors
sorbed Pallettes




Elements Papers

e
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The Papers applies a float-
ing and minimalistic feel to
the visual identity - a joyful
depth.

The Papers always appear
in a cluster or swarm on top

of the other visual elements.

The interconnected and
joyful character of the living
identity elements makes
them a central and strong
bearer of the brand
concept, ' Empowering
people through joyful
exchanges. This makes
them an important part of
the identity and the unified
brand experience - with a

strong reference to the logo.

Definition of
ers

Papers are created,
they should be keptin th
stiff look as displayed.

Papers are displayed in the
Secondary colors + the
main corporate color MP
Blue.

The shadow gradient on top
of each paper is created
from a Type Blue going from
25% to 0%.

Each paper is provided with
a drop shadow setin avery
diffuse and levitated man-
ner.

See the How-to guide for
further instructions on
usage.

Drop Shadow
Type Blue

Each Paper consist of 2 layers:

Gradient layer
and full-color layer




Standard

Paper shapes
Build your own constella- MP Blue Dusty Violet Violet Light Blue Turgouise
tions from these standard
shapes.

See the How-to guide for
futher instructions on usage.

R @R @M @ A
v ¥ ¢ ¥ ¥
A 8 A
NN N NN




How-to Guide

Step 1
Position & size

Import the chosen Paper,

placeitand scale it. Step 2

Twistn' Turn

Then turn it to the desired

position. Do this with every
paper, and strive for a light
and floating combination.

Step 2
Drop the Shadow

Mode: | Multiply

Opacity: : 15%

The drop shadow is the
magic trick, as Papers are-

As a ground rule, only one

. ffset: C
pair of Papers should over- X OffsetiL [0 bt

lap, expressing IR 50 placed in-between back-
Exchanges. The other Blur:| - |20 pt ground/images and the
Papers shouldn't O color: [ ] O arkness: informing graphic elements.
touch each other. S This makes everything float-

ing and playful.

The shadows should be
very light, very diffuse and
set with Type Blue. The box
to the left exemplifies Drop
Shadow on an at.




Premade

constellations
Paper Paper Paper
Constellation Constellation Constellation
1 2 3

\ @

AN

¢

|\
4 ~‘\

™,

¢

’



Papers as
illustration

Papers as illustrations is a
very powerful CVI driver and
any media is encouraged to
use it when applicable.

Context-related elements
such as these are effective
in communicating a narra-
tive with the overall main
elements.

When creating context-
related illustrations, they
should be keptin the same
style as the Papers.




Elements

e
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Typography

Paylype
IS our type
of font
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Paytype is created as a
significant Brand Marker,
connecting all written text to
the logotype.

With a wide and friendly, but
also geometric and clean,
expression it generates an
understanding of a friendly
and trustworthy brand.

The W and M are displayed
surprisingly open and wide,
and consititute significant
visual differentiators. At the
same time, they bear a ref-
erence to the angled device
in the logo. The W and M\
are also the two frontletters

of MobilePay and WeShare.

Paytype has rounded
curves on the more tradi-
tionally sharp end-points of
letters. This connects Pay-
type, the logo and the icons
visually.

Definition of Paytype

Paytype is a trademark

of MobilePay. Use Open-
type (OTF) for professional
use. Use Truetype (TTF) for
Office.

We love
obilePa

sBuipua papuag

The wide M\ and W
constitute a signature
shape

Made to match the
device shape from the
logo



Paytype Bold is created for
headlines and large text.

Paytype Bold is to be set
tight — with low kerning and
low leading.

Paytype Bold

Headlines
are tight
and boldly
put.

Line-height i B e
decreases gets smalller. Link text.

as type N

gets

bigger.

aytype

Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZZAQA
abcdefghijklmnopqrstuvwxyzeaega
0123456789 "H€%&/()=?

0123456789



Paytype Regular is created
mainly for body text and
smaller sentences.

Paytype has a significant
range of features. You are
encouraged to explore
them all, specifically the
set of proportional lined
and the set of tabular lined
numbers.

This feature is controllable
within the OpenType ver-

sion of the font. Proportional

lined numbers are used in
sentences and by individual
display. The tabular lined
numbers are suitable for
tabled numbers - such as
the display of balances and
transfers.

Paytype Regular

+45 2415 5679 21345 kr.

In text and headlines it For tables and the like it is
isrecommended to use beneficial to use tabular
proportional lining. lining.

Paytype

Curious about seing the level of
Paytype Regular as a body text?
Take a look around this guide :)

Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZADA
abcdefghijklmnopqgrstuvwxyzeegd
0123456789 " €%&/()="

0123456789



Elements Icons & Buttons

That
rounded
feeling

e
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Definition of Shape

The icons are a strong visual Creating new icons
element within the CVI.
Besides displaying a clean When creating new icons
and inviting expression, they itis important to get the
represent a visual alignment shape just right.
with the logo and Paytype.

There is a set of rounded
The icons' main color is set curves to keep in mind:
in Type Blue, but can be al- Corner curves, line ending
tered to suit specific needs. curves and outer curves.

See illustration for definition.

All lines have the same
thickness.

Made to
match the
Device shape
from the

logo and
correspond
to the
roundedness
of Paytype

Line ending
curves Corner curves

Outer curves




Icons Overview

Number Other
icons icons
= - -
-> N\ /s )) V E :]
- H
Analysis AppSwitch Open Idea Certification Security Speaker Onboarding Downloading
— e
I | c
T T
Invoice Attention Bank Computer Calender Roadsign Transport Online
A ) 4
(S L4
o° O 3 O
= 22 ﬁ @ ¥
Openhand MP Payback Population Highfive Search store Store P2P Customer service
2
ae
{0 - i (@I
as -
C = dIE
-
Connect Payout City Sensor hand Integration Certificate
%
0] o
o -
-_— = I -
Documents Piggybank Edit data Growth Smartphone Thumb Relation Sandbox

— Y — =
opi] & ) cg aﬁ )

API Customer Service Bluetooth Charity Sensor Swipe Receipt Subscription




Buttons overview

For integrators For merchants

@,i Start here @,‘- Signup @,‘- Pay now @‘- Sign up

(#® Use MobilePay (& sign up @ Pay now (#& Start Payment Agreement

@ Start here (& Pay your Invoice (#® Payment Agreement

@l Start Payment Agreement

W& Pay your Invoice (® Pay now and sign up

@ Use MobilePay f“‘jl Start Payment Agreement

i@I

@- Start here @,‘- Payment Agreement @l Pay with MobilePay f'j- Pay now

#® Pay with MobilePay f'j- Pay your Invoice

(#® Use MobilePay (® Payment Agreement

(® Pay now and sign up (& Pay with MobilePay

-y

@™ Pay now and sign up

More buttons available at the developer portal.
DK, Fl and UK versions.



Elements Information
Design

Pie charts
have
feelings
(s ]e
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Shape derived
from Papers

Informational design, such Download example for pro-
as graphs and pie charts, fessional use

can be made with the dis-

tinct look of the Papers.

They should look simple
and minimal.

In general, the colors of the
Corporate and the second-
ary palette are to be used. If
needed, contrast colors can
be added.

From Papers
to Information
Design




Shape derived
from lcons

Informational design can
also be created with the
distinct look of the icons.

It's rarely possible to cre-
ate rounded endings in the
corner of lines. If you have
bending lines, assign them
with that rounded feeling
(1stexample).

From the
rounded shape
of the device
to Information
Design




Elements LQYO ut

Aligned
Playful

e
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Playful
Float

The layoutis keptin a tight
and simple grid.

The most significant visual
differentiator of the brand
expression is the floating
of elements. This is why the
elements of the layout are
setup in layers:

Top layer
Type

Middle layer
Papers

Background
Images/Background

See how the colors are used
according to the respective
layers in the layout in Use of
Colors or Use of Colorsin
layout.

The rounded corners on
images are approximately
2 mm on an A3 format

4

Images/Background



Simple
Principles

We stick to a simple 4-para- Asimple grid =
graph grid. IQ thg layout, the ;gf‘;ido_:'itght

use of the grid is important, design

but creating living open

space is equally important.

See some Swiss Graphics

for inspiration. Posters, etc
has either a

. . left-aligned or
For further information on center-aligned

logo placement, see the layout
section about logo descrip-
tion.

MobilePay

Itis recommended to use
coated paper, for print pro-

duction.
MobilePay

Front page: —_—
Make good

use of the . Small text # # Smalltext
C
grids' open
opportunities
Cridlines Image textis small apage when looking of "de Finibus hidden in the middle
Image texs small text atits layout. The Bonorum et of text. Allthe Lorem
text Malorum® (The Ipsum generators on
Extremes of Good the Internettend to
and Evil) by e repeatprede ned
R writtenin 45BC.This ~ chunksas
R bookis atreatise on necessary, making -
readable English the theory of ethics, the rsttrue
e e : very popular during generator on the
: the Renaissance. Internet. ltuses a
. . ublishing packages
In editorial F b aege The rstline of dictionary of over
e Lorem Ipsurn, 200 Latin words,
lOyOUt the use e e Gt Lorem ipsum dolor combined with a
d . it sitamet., comes handful of model
open space is Caption text and a search for from aline in section sentence structures,
P p Caption text o torem ipsum'will 11032 ‘lo generchnehLlareF
. " psum which looks
important. Caption F loat iN i W et
text Caption nfaney. Various of Lorem Ipsum used generated Lorem
text Caption D S since the 1500s is Ipsumis therefore
text Caption H e a d e ;epr:duced betov\; always free from .
or those intereste repetition, injecte:
3 ti by
|mOgeS text s Sections 110.32 and humour, or
B 1.10.33 from"de non-characteristic
humour and the like). Finibus Bonorum et words etc.
Caption text Caption text Caption N‘““’l’“m by i‘ce"z
N N . are alsoreproduce
tion text Captiontext text Caption text Caption text ;"’”E;e doesiteome T e R
. rom
Captjon text Caption text Caption text Contrary to popular L"y’g‘a;’ﬁ:ﬁg’:{;‘f
i belief, L I
n Caption i w:;;"r::::m fromthe 1914
text Cupt!on Body textis settight remaining text. Ithas roots in a ggzii::]“:" Ltk
text Caption ineach paragraph. essentially piece of classical
text Caption unchanged. ltwas Latin literature from
text Lorem Ipsumis popularised in the 45BC, making it over erh:e’f canlget
simplydummy textof  1960swiththe 2000 years old ER—
the printing and release of Letraset Richard McClintock, e
typesetting industry. sheets containing aLatin professor at
e LoremIpsum HompdenSycney  passagesoflorem
beenthe industry's passages, and more [SalzziniEhie), themajorityhave
standard dummy Commiduin eoedimoroiic I
text ever since the desktop publishing more obscure Latin et
15008, when an software like Aldus words, consectetur, e A
unknown printer took PageMaker from aLorem Ipsum mlndomised orde
agalleyoftype and including versions of passage, and going .
scrambledittomake  Lorem lpsum. through the cites of e
atypespecimen the wordin classical e
book. Ithas survived Why do we use it? literature, e S
notonly ve Itisalong discovered the [
centuries, butalso established fact that undoubtable source. ‘p"jn‘:git n::;?o
rem lpsumis simply dummy text of the the leap into areader willbe Lertzimllauin e kfe suy‘ey(here isn't
rinting and typesetting industry. Lorem Ipsum i distracted by the from sections e
has been the industry's standard dummy text i, e i 110.32and 1.10.33

eversince the 1500s, embarrassing



Here is an overview of the
different possible color

combination for the layouts.

Logo is always displayed in
either MP Blue or White.

For further instructions on
how the colors are used
according to the respective
layers in the layout, see Use
of Colors.

Use of Colors

in layout

\

>\

Merry
Christmas

MobilePay

\
|

Nxenpy
Christmas

MobilePay

) 4

Mertry

Christmas

MobilePay

n 3




Elements Tone of Voice

e

Our
tone of joy
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The tone of voice is essen-
tialin communicating the
brand position and
centralin creating a
coherent brand experience.

The tone is centred around
the brand tone dogmas
and the formula value
proposition ‘enabling good
realtions and easy interac-
tions'. Both are based on the
brand qualities - what we
want to be known for.

The brand tone dogmas
apply to all communicative
scenarios. They are called
dogmas because they
always should be taken into
consideration.

The brand
Tone Dogma

The value proposition helps
create a strong identifi-
cation pointin various
marketing situations.

It follows the brand tone
dogmas, buthas a
heightened emphasis on
the brand quality ‘social.

The tone should be adjust-
ed to the relevant context,
media and, if necessary,
difference in market con-
ventions. Find the right
balance, but stay within the
scope of the brand qualities,
to secure a consistent brand
voice across touchpoints.

"Find the
right balance
and use

the brand
qualities to
secure a
consistent
brand voice
QCross
channels.”




The tone of the
Brand Values

Human

- We speaktoreal
people, and we act
like areal person.

- We speakinaper-
sonal way. We are
honest and real.

- We talk around the
end-users’ pains

and gains - not

product features.

- We are chatty and
avoid corporate

jargon.

Effortless

9

The productis
easy to use, like-
wise our language
is simple and
straightforward.

We use words that
everyone under-
stands.

Having a conve-
nient, intuitive

and easy to use
service constitute
our most unique
selling points - we
repeat those qual-
ities over and over
again.

We bring meaning
to words and avoid
clichés and gener-
ic use of words and
phrases.

Skillful

- We are sincere

and confidentin
the presentation of
our services. We
use action words
to emphasize em-
powerment.

We avoid technical
jargon - the ser-
vices relate to very
basic and familiar
human needs.

Joyful

9

We make the
conversation joyful
and light. We talk
to the user's
imagination and
creates a happy
and easy going
ambiance.

We like to tell small
stories about the
product (and even
give the product a
personality) rather
than talking about
technical features
in an impersonal
way.

We have a happy
tone and talkin a
contemporary way.
Sometimes we use
slang and puns if
suitable.

Social

9

9

We enable people
in their everyday
lives and social
interactions.

The tone is social.
Welcoming and
inclusive.

We talk directly

to the reader and
make the conver-
sation about them,
not us (more ‘you'
and ‘yours’, less
‘our customers'
and ‘we’).

We avoid distance
and inside-out
communication.



Our tone of voice
adapts

The everyday, light and
joyful language is guideline
for b2b as well as b2c texts

Business to business

We talk human to human.
We talk with expertise and professionalism.
We talk directly to the user.

We use emojis but choose them with care.

We have a happy tone and if a pun fits in we use it.

Business to consumer

We talk human to human.

We always talk directly to the user.

We are welcoming and inclusive.

We are chatty and ping-ponging, and we mirror the people we speak.

We have a happy tone and are young-minded.

We use emojis to emphasize the joyful tone.
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Images Image Brief

e

The photo look-and-feel The imagery for the Mobile- As an extension to our
refers to the concept, ‘Ex- Pay Brand consists of two Brand values, we have
changes with a touch of different types of Images: seeked to capture:
wonder’ with an emphasis

on joyful exchanges be- —  General Brand Images

tween people.
—>  PosterImages

The photos show real life
situations in real life settings
where people are engaged

in joyful activities, together

with friends or family. The

styling and the overall look

& feelis natural and the o u
atmosphere is cheerful,

friendly and authentic.

The paying situation is left
out of the image on pur-

pose. It lies implicit behind
the activities enabling the

o
individuals to enjoy life and
engage in social activities. I

Images are shot in Oslo,
Helsinki and Copenhagen
to depict the capital cities of
the three Nordic countries.
The activities and locations
show locally popular and

enjoyable situations and
places. e p
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General Brand
Images

The general brand images
are to be used throughout
the CVI. They mainly work
as content in different lay-
outs.

These contemporary ima-
ges can be cropped in
almost any way, to fit the
purpose of the media.

See how images are used
under the layout section.

Crop images to desired
proportions




General Brand

Here is an overview of the
full collection of general
brand images.




Poster
Images

Poster images are intended
for more expressive layouts,
where it should be possible
to fit typography and logos
on to the images. Media
such as posters and ban-
ners will benefit from these
images.

Poster images can easily be
used as contentimages.

As a generalrule, we
recommend using white
typography and white logo
on top of images. This is to

ensure a certain layer effect.

Using multiple color graph-
ics on top of images can
easily lead to a very unpro-
fessional look.

MobilePay

Crop images to desired Preferably white graphics on
proportions. poster images.



Poster

Here is an overview of the
full collection of poster
images.




That's all folks

MobilePay
Team




