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VISUAL IDENTITY / LOGO

The North Face logo is based on the Hal-Dome in Yosemite National Park, California, The
logo of The North Face consists of a slanted quarter-circle with two lines inside and the
logotype on the left side of the symiool, The font used in the logotype is very similar to a font
called Helvetica Bold.

The company was named for the coldest, most unforgiving side of a mountain. But The North
Face legend begins, ronically, on a beach, More precisely, San Francisco's North Beach
neightorhood, at an altitude of only 150 fest above sea level. It was here in 1966 that two
hiking enthusiasts resolved to follow their passions and founded a small mountaineering retall
store.
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VISUAL IDENTITY / TYPE & COLOR

# EF3224 # 2A2ACA

# OA0AGA # CCCCC # FAFFF

The color palette used by The North Face is guite simple and uncluttered, they used 5 shades of grays along
with a striking red. These color evoke the shades of a mountain side facing north and therefore snowtbound,

O Ultra lignt
O Thin
i Light
Roman
> Medium
Bold
G) Heavy
== Black

The font used by The North Face is without a surprise Helvetica, the website contains
variations of boldness. For the logo the brand had a slight variation of Helvetica Bold made
specifically. Helvetica is a very neutral typeface designed to have great clarity and no intrin-
sic meaning in its form so it could be used on a wide variety of signage.
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VISUAL IDENTITY / PRODUCTS

SHOP BY o >
ACTIVITY BENEFIT ALL TECHNOLOGY ALL COLLECTION ALL
SKIING WATERPROODF THERMOBALL GIFTS UNDER $100
SNOWBOARDING 'WIND PROTECTION ABS SUMMIT SERIES®
CLIMEING PACKABLE FLASHDRY STEEP SERIES™
HIKING BREATHABLE CRADLE STEEP TECH
RUNNING WATER RESISTANT GORE-TEX® FLIGHT SERIES®
TRAINING REFLEGCTIVE HYVENT® SUPPORT THE CAUSE
YOGA INSULATED PRIMALOFT® MOUNTAIN HERITAGE

BLUESIGN® GOOSE DOWN

RECYCLED CONTENT POLARTEC®

ZIP/SNAP-IN COMPATIBLE TKA

The North Face sell gear and specialized equipment for several outdoor activities, they also have a line of
casual clothes. The company takes pride in being the leader in gear technology, they invest a lot is research
and development. The North Face also took a sustainability pledge, they want to protect the planet they love

to explore.

WOMEN'S
HEAVENLY DOWN
JACKET

|deal for the deepest days,
stay on the slopes longer with
this waterproof 550-fill down
hooded jacket.

VIEW DETAILS >
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VISUAL IDENTITY / WEB

The font used for the official website of The North Face is He
can and unc

~
)

disp

(<> (2] [+ ] 6 wwwanenortface com

4 [ECEE o

' ” y FREE GROUND SHIPPING
wens woen's Kos' EQUPMENT | SHOPBY | DXPLORATION | mNOWATON | GETourooons | FREE GROUND SHIPPING

FREE GROUND SHIPPING - NO MINIMUM

NEVER ONE PLACE. ALWAYS ONE JACKET.

‘SHOP THERMOBALL > EXPERIENCE THERMOBALL >

uttered. The website serves mainly as a f

aying the entire North Face catalogue.
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VISUAL IDENTITY / WEB

THE NORTH FAGE

L)

ACTMTIES - EXPEDITIONS ATHLETES GALLERIES |  GETOUTDOORS INNOVATION  NEWS FROM THE NORTH FACE®

NEVER STOP EXPLORING
any

THE OFFCIAL BLOG OF THE NORTH FAGE ATHLETES AND

MOUNTAIN LIFESTYLE / NOVEMBER 10, 2013

#NeverStopExploring Photo :
Contest Rules

The font used for The North Face's blog "Never stop exploring” is Helvetica
as well, it is clean and uncluttered. The Blog catalogs outdoor activities
and expedition advices, along with testimonials of athletes. In here youll
find everything you need to know about your next hiking trip.
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VISUAL IDENTITY / PRINT

R e
WHEN PEOPLE
ASK YOU HOW
! COLD IT WAS,
MAKE AN

EDUCATED

: GUESS.
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r ﬁ"” ﬁ‘hﬁ“ The classic print ad for The North Face was simply %ho\mmg the
¥ mother nature in her most extreme setting and induce that their
gear would help you to conguer her. Most often mother nature was
. depict quite surprisingly as the north face of a mountain.

" IF YOURE
SHIVERING |
YOU MUST BE
SCAREDOF *
* HEIGHTS. ﬂ
= ™

i
FACEN

N




THE
NORTHm
FACEN



VISUAL IDENTITY / PRINT

Ultralight Series
Rock 32

HOME HOMIE

Since The North Face takes pride in being the leader in cutting edge out-
door gear, itis only logic that they would to show their products, This type
of print advertising has been really popular with the brand for a few years.
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VISUAL IDENTITY / PRINT

The brand has tried to reinvent herself for a while, because visuals of extreme out
door w d more and more by competition. These types of ads stand out of

the usual North Face ads




THE
NORTHm
FACEN



VISUAL IDENTITY / PRINT

After several successiul years with the Never Stop Exploring' positioning The North Face wanted to
refresh the look of the brand. The competing brands were now all using big extreme expedition photog-
raphy that The North Face was known for,

So they needed to break from the clutter but not relinquish the brand's position as the expedition leader.

That's why they tumed their focus on the amazing and wel respected The North Face athlete team.
Usually they were seen as a dot in the huge landscape shot. The solution was then to zoom in on the
people and show the intensity, determination, and passion that drives them to explore. They became the
faces of extreme adventure,
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VISUAL IDENTITY / AMBIENT

SURVIVE OUTDOORS

J

638!

SURVIVE OUTDOORS e

712656021 636226 " ‘ 2lonanes Iz

Since North Face products are being sold in big retall stores that
have no advertising space because of housing thousands of
competitive products. In this case showing customers that unless
you buy North Face gear, you'l have to depend on rocks and

leaves to survive outdoor.
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MEN'S WOMEN'S

GET READY
FOR THE RIDE

S oowm s >
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VISUAL IDENTITY / APP

A/
VV

th this first App, The North Face released his first mobile store. The App works as the
website, so you can access the whole catalogue of products. The App stays is the same

visual line as the website

Ei)

MEN'S BETTER THAN NAKED JACKET

i)

MEN'S BETTER THAI
NAKED JACKET

——

Back Back Pinit Back

EQUIFMENT KIDS'

A ATHLETE PICK

$130.00
Style  A49X

o
Quantity: 1
Q N

2Colors: TNFBLACK/ SULPHUR SPRING GREEN

b

% %k ke

CHECK
Size

¥4

50>

Q>

NEW ARRIVALS
READ REVIEWS

CHECK

g

CHECK AVAILABILITY AT TNF STORES

Kaf Add to Cart

—

MEN'S BETTER THAN NAKED JACKET:

THE NORTH FACE SOHO

w York

NY

Q THE NORTH FACE NEW YORK

w York, NY

] @ THE NORTH FACE WHITE PLANS

ains, NY

ALL TNF STORES

Size mm&l

READREVIEWS dhk kK& 5

AVAILABILITY AT TNF STORES

Add to Cart

—
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VISUAL IDENTITY / APP

The North Face TracKING is a performance moble tracking app that lets you track your
run and hikes and create a liorary of your own unigue routes to share with your Facebook
friends.

4:59 PM Carrier & & 4:59 PM o7 (-

THE THE
NORTHI Done NORTHI O
FACE FACE

Get Started

v O 02:26 % © Press here to begin tracking
your performance G |
|

Performances

See your results, view stats

and compare with your friends - 610 70
ce . m
Friends : 13.36 kmph

Invite friends, check out their

PAIg e2uY o

]

z
2
5
2
3
&
z
H

3
5

7 981) BuNiy
< uyeaip wnyg
Ay [eMOd N

TG TRy
any foueig N

Competitions

Be the community's top
performer and win prizes
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VISUAL IDENTITY / APP

rth Face Snow Repo
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VISUAL IDENTITY / VIDEOS

The North Face wants you to never stop exploring, in that optic they came up with a channel where
snow passionate can upload videos of their stunt and personal victories over mother nature.
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VISUAL IDENTITY / EVENT

PARRNRAGED BAER

et

The North Face has hosted and organized countless events for the promaotion of the great outdoor. The general
themes of those events are challenge, no boundaries and freedom, the am is always for you to push your limits.
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BRAND IDENTITY / MISSION STATEMENT
- I

NEVER
: STOP
_ RING'

The North Face is a pioneer brand, which
embodies an individualist, blazing its own
trail in pursuit of freedom, adventure and new
experiences that feed his soul. Exploration,
freedom, adventure, independence, exper-
imentation, self-reliance, challenge, bravery
and confidence are a few adjectives that rep-
resent the brand.
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BRAND IDENTITY / BRAND AUDIT

Quality 41%
Style 23%
Versatility 20%

Reasons why people purchase North Face products and not other brands?

Most of the people associate the brand with quality, outdoor gear and durability. This means that
The North Face outdoor clothing line is well positioned in the market mainly because of its qualty.
But it's important to mention that 7% of the people also think the brand is expensive.
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BRAND IDENTITY / SEGMENTATION

The Superdad

Father who provide gear for his family in preparation for a vacation trip. He
knows that The North Face is deemed for it's quality and he only wants what's
best the family. He likes the outdoor but he's not an nature freak. He watches
discovery channel and when the times come to invest in good equipment
he's loyal to the brand but is also definitely influenced by salesman. For him
never stop exploring means being curious,

QUALITY
& TRUST
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BRAND IDENTITY / SEGMENTATION

The Pioneer

The pioneer is the ultimate outdoor fan, the one that you see in classic North
Face ads, it's a small niche of customers who have high technical skills and
who require cutting edge material to accomplish their challenge. They are the
reason North Face even exists, They are not impressed by trends, they need
high end technology. For him never stop exploring is a state of being.

TECHNOLOGY
& CHALLENGE
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BRAND IDENTITY / SEGMENTATION

The Wilderchic
The widerchic likes the idea of his adventurous alter-ego, and by wearing The
North Face clothes he convinces himsell and others that he's a real man.
Affirming his manhood dossn't mean he can't do it in style and North Face
gives him the opportunity to say "I'm a real man” with a certain wild elegance.
Seeing the brand been endorsed by celebrities and by his entourage has had
influence on him. For him never stop exploring is a philosophy of life.
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BRAND IDENTITY / RATIONAL FEATURES

INNOVATION FOR THE MODERN
DAY EXPLORER"

FOR OVER 40 YEARS, THE HUHTI-I FACE@ HAS PROVIDED AN
AUTHENTIC SOLUTION TO THE HEAL NEEDS OF ATHL
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BRAND IDENTITY / EMOTIONAL BENEFITS
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INTERPRETATION / ANALYSIS

Today, The North Face has acauired a excelent reputation among professional skiers and other extreme
outdoor activity. This niche of experts are loyal to the brand and wil continue to e as long as The North
Face stays innovative and cutting edge. The dads will continue their shopping based on experts opinion,
trusting their good judgment. But Today has also brought a new opportunity for the brand to explait its
fashion asset. They should therefor enlarge their range of casual clothes and pay extra attention to the
style. | don't think North Face's communication should change a bit, we stil want to keep this pioneer
aspiration to the brand, Merely show the clothes in context of wilderness should suffice.



THE
NORTHm
FACEN



INTERPRETATION / RECOMMENDED COMMUNICATION




