Visual identity guidelines

Samskip visual identity guidelines

Welcome

These guidelines have been developed to introduce you to our new
visual identity. They will help you familiarise yourself with our new
basic elements and help you understand how to use our identity
consistently, to create the new representation of Samskip.
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>> Brand strategy

> We have a clear vision of where we want to go > We have a

Seeing things the Samskip way

vision > We have a simple goal that will help our mission succeed

Our Vision
We shall become a world class company making
things happen and creating value for our customers.
Making it a reality
Our Mission
To create the most successful regional Multi modal
container logistics system and worldwide refrigerated
cargo logistics and forwarding.
Taking it one step at a time
Our goal
while achieving ongoing reductions in unit costs.
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>> Basic elements

Our logo

Our new logo is the embodiment of our new visual identity and brand values. The logo has
been designed to give great standout, presence and be instantly recognisable. It is forward
thinking and contemporary, robust and not too heavy. The ‘K’ device has been designed to
signify movement. It embodies our progress and pioneering spirit and draws on our brand
statement ‘Together we make things happen’.

The positive version of the logo (shown here) is the
primary representation. This logo should always be used
on a white background. White is an important element of
our visual tool kit. White is clean. White is contemporary.
White is spacious and open. White is the canvas for
things to come.
When using the logo always ensure that you allow
plenty of space around it. Allow it to breathe. Please
treat it with respect.
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Our logo:

Positive 2 Colour logo
Using PANTONE® 654 and PANTONE®634. For use on all
corporate applications such as stationery and literature.
Positive 2 Colour RAL logo
Using RAL® 5013 and RAL® 5025. For specific reproduction
techniques, such as painting.

>> Basic elements

The positive logo on white is the primary representation
of our visual identity. Detailed here are the variations

Positive 4 Colour logo
Using 4 colour process (CMYK). For use on all corporate
applications such as literature and advertising.

Greyscale logo
For use on applications such as press advertisements and
1 colour (black and white) print reproduction.

Positive solid logo
blocking, embossing, de-bossing and embroidery.

1.03

Samskip visual identity guidelines

Our logo:

>> Basic elements

The negative logo on Samskip Blue is the secondary
representation of our visual identity. Detailed here
and reproduction.
Please note: The colour of the ‘K’ device has been
Turquoise in primary the (positive) logo.

Negative 2 colour logo
Using PANTONE®5503 (always used reversed out of PANTONE®

Negative 4 colour logo
Using 4 colour process (CMYK) (always used on reversed out of

Negative solid logo
embossing, de-bossing and embroidery.

such as containers and clothing.
Negative 2 color RAL logo
Using RAL® 5013 and RAL® 6027. For specific reproduction
techniques, such as painting.

1.04

Our logo:
Clear space

x

x
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>> Basic elements

In the majority of applications the logo appears
on a white background.

Please note: This is a practical minimum space area,
where possible the logo should be given a maximum
amount of clear space. This will give a much more
confident feel to our visual identity.

There is a clear space zone around the logo which
protects it from being used in close proximity
to other elements such as imagery, text or other
graphical elements.

x

x

X= Logo height

x

x

Logo clear space construction
The diagram above demonstrates how the clear space zone
is created. The given measurement ‘X’ is derived from the logo
height and is used to create an equal boundary around the logo.

Together we maken things happen
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Our logo:
Minimum sizes for print & screen
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>> Basic elements

These measurements are designed to ensure quality
reproduction, legibility and consistency across print
reproduction and on-screen communications.
Please note: The measurements refer to the logo width
and are given in millimetres for print reproduction and
pixels for on-screen.

20mm
Minimum size for print reproduction
The size given is the minimum recommended for the
2 colour, 4 colour and greyscale versions of both the
positive and negative logo.

120px
Minimum size for screen
The size given above is the minimum recommended
for all on-screen usage such as website or PowerPoint®.
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Our logo:
Misuse

>> Basic elements

Our logo is the key element of our visual identity.
It does not need modifying and should be respected.
Do not redraw, distort, disrupt, alter or misuse it
in any way.

DO NOT
Alter the colour of the logo.

DO NOT
Italicise or make the logo oblique.

DO NOT
Use the positive logo on colour backgrounds.

DO NOT
Use the logo on photographic backgrounds.

DO NOT
Distort the logo.

DO NOT
Redraw the logo.

DO NOT
Apply any effects to the logo.

DO NOT
Use logo on patterned backgrounds.
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The colours shown here and throughout this manual have
not been evaluated by PANTONE® Inc. for accuracy and may
not match the PANTONE® Colour Standards. Consult current
PANTONE® Publications for accurate colour. PANTONE® is
the property of PANTONE Inc.
* RAL 5025 is to be used at all times. Only in those
instances where RAL 5025 comes at a premium and
with a substantially longer lead time will RAL 5009 be
considered as a substitute.
Please contact Marketing for approval.

Samskip Blue

Samskip Turquoise

Samskip Light Turquoise

a
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The colours shown here and throughout this manual have
not been evaluated by PANTONE® Inc. for accuracy and may
not match the PANTONE® Colour Standards. Consult current
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The role of colour:
Software & hardware — Samskip Blue
There are two very distinct roles which Samskip Blue plays within our
visual identity. We describe these roles as software and hardware.
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>> Basic elements

Software
Software describes our primary visual representation.
Encompassing all of our corporate and advertising
collateral, such as literature, stationery, above and
below the line press and television advertising and all
media applications such as presentations and internet
(see page 2.01 — Look & feel: Introduction).

Hardware
Hardware describes all our environmental applications
dockyard equipment, apparel, buildings and signage.
In the majority of these cases Samskip Blue is used

Please note: There are exceptions to these rules,
such as reefer containers, which are white.

Together
things
happen
Togetherwe
wemake
maken
things
happen

Date of letter
Subject of letter:
Dear sir,
This is dummy text. It is intended to be read but have no meaning.
As a simulation of actual copy, using ordinary words with normal letter frequencies, it cannot
deceive the eye or brain. Dummy settings which use other languages or even gibberish to
approximate text have inherent disadvantages that they distract attention towards themselves.
Simultext may be produced in any typeface, at whatever size and format is required.
Paragraphs may be long or short. Texts can be produced to complete and area, as the basic
copy is simply repeated. This is dummy text. It is intended to be read but have no meaning.
As a simulation of actual copy, using dinary words with normal letter frequencies, it cannot
deceive the eye or brain. Dummy settings which use other languages or even gibberish to
approximate text have inherent disadvantages that they distract attention towards themselves.
Simultext may be produced in any typeface, at whatever size and format is required.
simply repeated. As a simulation of actual copy, using dinary words with normal letter
frequencies, it cannot deceive the eye or brain.

Yours sincerly

Samskip hf.
Kjalarvogur, 104 Reykjaví
k
Reykjavik, Iceland

Telephone +354 458 8000
Facsimile +354 458 8100
samskip@sams
kip.is

Registered numbers
authority detail
s, as required

ry

>>

Software

Hardware

This page will help you understand how to use and balance colour
when creating software and hardware applications.

Please note: There are exceptions to this rule,
such as reefer containers, which are white.
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Our Typeface:
Apex New
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>> Basic elements

Apex New has been carefully selected as it has a strong
synergy with the logo. Apex New is a contemporary and
versatile typeface. It has a progressive, technical and
functional appearance. Apex New is versatile across a
broad range of weights.
When using Apex New avoid using more than two
weights together on the same layout.
Use the web font Apex New for specific on-screen use.
Where the Apex New web font is not available for
on-screen use such as PowerPoint® and emails please
substitute Verdana.

AaBbCcDd 0123
Apex New sample weights
The illustration above displays the weights (from left to right)
— Apex New Bold, Apex New Medium, Apex New Book and
Apex NewLight.
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Photography

Our photography celebrates and narrates our dynamic working and moving world.
We describe this with two distinctly separate and contrasting visual styles.

>> Basic elements

We live day-to-day in harmony with the landscape and the elements which challenge us.
We articulate this with engaging and beautiful photography of the landscape which
surrounds us — our ‘emotive environment’. This is sometimes expansive, sometimes close-up
and detailed, always with a sense of motion and a feeling of abstraction. Images should be
carefully selected and interestingly cropped when necessary. Colour is an important aspect
of this photographic style. Images should never be over saturated with colour. Hues should
reflect our environment and our muted colour spectrum.
We acknowledge the hard, sometimes wild and gritty reality of our ‘actual environment’
using dynamic, engaging and interestingly cropped images of our everyday working world
— always ensuring that there is a sense of perspective or an implication of movement,
or a feeling that something is happening around us.

1.14
1.13
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>> Basic elements

Photographic style:
Emotive environment

Shown here are some examples of our ‘emotive
environment’ photography. All of these images
have been carefully selected from iStock®.

Please note: When using stock library images you may
often find the image you have chosen will need adjusting
or modifying to achieve our desired look and feel. This is
acceptable and often advisable. All of the images here
have been adjusted.

1.14
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>> Basic elements

Photographic style:
Emotive environment

Shown here are some examples of our ‘emotive
environment’ photography. All of these images
have been carefully selected from iStock®.

Please note: When using stock library images you may
often find the image you have chosen will need adjusting
or modifying to achieve our desired look and feel. This is
acceptable and often advisable. All of the images here
have been adjusted.

1.16

Photographic style:
‘Actual’ environment
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>> Basic elements

Shown here are some examples of our ‘actual
environment’ photography. All of these images
have been carefully selected from our extensive
image library.

Please note: When selecting images it is important to
choose images with strong and dynamic visual angles.
These images should be carefully and interestingly
cropped.
It is also advisable to substantially de-saturate the
images you have selected. For example, the images
shown here have all been de-saturated between
30-50% of their original setting.

1.17
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Photographic style:
‘Actual’ environment — cropping images

Shown here is an example of how our ‘actual
environment’ photography may be cropped. When
cropping images, try to ‘focus in’ on the dynamic angles
within the image, or try to ensure that you accentuate
the perspective.

Example
The diagram opposite illustrates how to crop an image.
1
2
3

>> Basic elements

Together we make things happen

Introduction
Journey ahead
Who we are
Laying the foundations
Reﬂecting the change

A breath of fresh air
Making our vision, mission & values happen
What’s next?
What we want to happen for you

Together we make things happen

A strategy for each of our core activities
To help us reach our goals, we have a few key
strategies for each of our core activities. These
will help us to differentiate our products and
services from our competitors.

Worldwide Refrigerated Cargo Logistics and International Forwarding
Our ability to cross sell products in this market is all down to the ability
to keep logistics running smoothly. By bundling activities together
and aligning worldwide activities and products (e.g. Reefer Logistics,
International Forwarding and Refrigerated Warehousing), we can create
a smooth, seamless transportation process that offers better value for
the customer than planning each part of the journey themselves with
different carriers.

The image before it is cropped (tinted)
The image after it is cropped (not tinted)
The image on an application
1

2

3

To help maintain and improve the excellent
service reputation of Samskip, we will ensure
our staff are dedicated and motivated. We’ll do
everything we can to retain our best performers,
while hiring the best people we can ﬁnd to
ﬁll any vacancies. We’ll continue to train and
develop peoples skills and create a world class
working environment.
Multi modal Container Logistics
Our strategy has been to work towards
creating one system and we will now focus on
increasing our geographical market coverage.

>> 14

Increasing our presence in Iceland
To be the preferred transportation provider in Iceland, by providing
outstanding services and exceeding customer expectations. We
will constantly work towards building a greater market presence,
both in Iceland and in the Faroe Islands. We will focus on our customers
requirements, using ﬁrst class information systems in order to achieve
increased automation and efﬁciency.

>> 15

2.0

Look & feel
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Introduction

Our look and feel is an essential aspect of our visual identity — it reflects and communicates
visually our core values and beliefs. The look and feel is a way of describing how the
basic elements of a brand combine to form a unique and ownable system which becomes
identifiable as Samskip. Here we introduce some additional elements, a few fundamental
rules and simple guidance for the basic principles of our look and feel.

>> Look & feel

Whether creating literature, advertising, media applications (such as website) or corporate
presentations — layouts should feel considered and uncluttered. Try to utilise white space,
this creates a contemporary and expansive look. White is limitless, clean, progressive and
fresh. Our primary colour palette should be used for highlighting text and headings. The
secondary palette can be used for flat areas of colour as required. Typography should also
feel considered — not clumsy or crude. Try to create a sense of balance and tension in your
layouts. Carefully select font sizes and weights — avoid using more than two weights on
the same page or using type sizes which dominate the layout. The following section will
demonstrate how to create our unique look and feel.
Examples of our look and feel can be found in the final section of these guidelines.

2.02

Image treatment
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>> Look & feel

Our image treatment conveys movement and progress.
It creates a unique way of applying a Samskip ownership
to all our photography. This treatment should be used
for both levels of photography (Emotive and Actual).

There are three devices to consider when creating
our image style:
1. The image border
2. The Samskip arrow device
3. The Samskip motion panels
Images should always be used on a white background.
Follow these pages carefully to ensure
that visual consistency is maintained.

2.03

Image treatment:
The image border

The way we position our images forms an important
part of our look and feel. Whether you are creating a
cover for a brochure, a below the line advertisement
or an internet application it is important to frame
your image with a clear border. The border is intended
to give our imagery an artistically framed and
intellectual feel.

Samskip visual identity guidelines

>> Look & feel

The example below illustrates how a cover or spread
can be created.

There is more flexibility when creating literature
spreads. Ensure an equal border is created either side
of the image (as shown B). The image does not need to
fill the page, space can be given either above or below
the image (as shown S).

When creating a cover always ensure that the image
is positioned at the bottom of the page with sufficient
white space at the top (as shown S) to accommodate
the logo and information.

Further examples can be found in the final section
of these guidelines (see section 3.0 — Bringing it all
together).

S

Introduction
Journey ahead
Who we are
Laying the foundations
Re° ecting the change

Together we make things happen

A breath of fresh air
Making our vision, mission &values happen
What’s next?
What we want to happen for you

Together we make things happen

Seeing things the Samskip way
Our Vision
We shall become a w orld class company
making things happen and creating value
for our customers.

Playing to our strengths
By having a deep understanding of who we are and what we do best,
we can readily spot opportunities for gro wth that will help us reach
our goals.

Together we make things happen

S

Making it a reality
Our Mission
To create the most successful regional Multi
modal container logistics system and w orldwide
refriger ated cargo logistics and forwarding.
Ta king it one step at a tim e
Our Goal
Our goal is to gener ate sustainable, proÿ table
growth, while achie ving ongoing reductions in
unit costs.

B
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B

B

B

S
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B
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Image treatment:
The arrow device

>> Look & feel

Using the arrow device
The arrow device has been designed for maximum
flexibility. Use the arrow device confidently. Try not to
use it excessively large or repeat it — only use one arrow
on any given image. It should not dominate or overpower
the photography.
Only in case of a box trailer (see section 4.01), a truck
head (see section 4.05) or a van (see section 4.06) do we
apply the arrow device on hardware.
Please note: Never recreate the arrow device.
Always use the artwork provided.

Step 01: Cropping the arrow device and colour
The arrow device should always be ‘cropped.’ Never
show more than 50-60% of the arrow device. The
arrow device should always be white on top of an
image placed on a white background. Only in case of a
white truck head do we apply the arrow device in light
turquoise.

Step 02: Placing the arrow device — location
The arrow device should only be placed into a corner
to imply movement onto (or off) the image (any corner
may be selected as illustrated above). In case of a box
trailer/van or a truck head, the arrow device is placed
respectively in the top left or in the bottom left/right
corner.

Step 03: Placing the arrow device - direction
The arrow device can be rotated 90° on either the ‘x’ or
‘y’ axis, so that it points ether - left, right, up or down.

Step 04: One arrow device per image
Never use more than one arrow device on any given
image.

2.05
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Image treatment:
The arrow device — misuse

>> Look & feel

It is important to maintain consistency when using
the arrow device. Illustrated below are some examples
of misuse.

DO NOT
Place the arrow device in the centre of the image.

DO NOT
Use the arrow device other than in the corner of the image.

DO NOT
Use the arrow device in any other colour. Only in
case of a white truck head, do we use light turquoise.

DO NOT
Use the arrow device excessively large.

DO NOT
Recreate the arrow device.

DO NOT
Apply effects to the arrow device.

DO NOT
Use the arrow device on colour backgrounds.

DO NOT
Use the arrow device at angles other than those specified.

2.06

>> Look & feel
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Image treatment:
The motion panels

Using the motion panels
The motion panels have been designed to be used in
conjunction with the arrow device. The panels should
not dominate the photography.

30%

Step 01: Placing the panels and colour
Firstly decide where the panels look best. Try not to use
more than two panels on a given image. Try to ensure that
the panels do not occupy more than approximately 30%
of the image width. The panels should always be white
and transparent.

15%

Step 02: Setting the transparency
Do not set the transparency at greater than 30%. When using
more than one panel make sure there is a noticeable difference
between the transparency of each panel (as illustrated above).

1.5pt

1pt

0.5pt

0.25pt

Step 03: Placing the keylines
Place the keyline directly on the edge of the transparent panel.
Vary the stroke width of the keylines (as illustrated above). Try
not to set them at too heavy a weight.

Step 04: Adding the arrow device
Lastly, combine the panels and the arrow device.

3.0

Stationery

Samskip visual identity guidelines

3.01

80

25

Stationery:
Letterhead — how it works

>> Stationery
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44

60

20

28

A

58

Specifications
All dimensions are given in millimetres.
Format: 210x297mm
A
B
C
D
E

Logo: width 44mm, 2 col positive version
Typing area
Address details: Apex Bold 7/9pt, Samskip Blue
Address details: Apex Book 7/9pt, Samskip Text Grey
Registered details: Apex Book 5/7pt, Samskip Text Grey

215

B

35
C

12

D

E

Samskip hf.
Kjalarvogur, 104 Reykjavík
Reykjavik, Iceland

Telephone +354 458 8000
Facsimile +354 458 8100
samskip@samskip.is

Registered numbers, office and regulatory
authority details, as required

7

38

2

38

2

38

2

38

3.02

Stationery:
Letterhead — basic layout

>> Stationery
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Private and Confidential
30 July 2006
A N Other
Interbrand
85 Strand
London
WC2R 0DW

The illustration opposite demonstrates the basic layout
and typing guide for the A4 letterhead.

Our Reference
Your Reference

SAM3456ABC
SAM7890123

Dear Sir
Subject of letter
In this example, text is ranged left, in upper and lower case. The body text is set in 11pt
Helvetica, with 13pt leading. The letterhead has been designed so that it can be used with
a DL window envelope. The address should ideally be no longer than six lines.
In this example, emphasis is achieved by emboldening. Different methods of emphasis
should not be used within the same letter. Capital letters are only used within references,
for the beginning of sentences and for proper nouns. Punctuation is used as shown.
Finally in this example, one full line space separates paragraphs. One full line space is
allowed between the salutation and the subject heading and the start of the text. Four full
line spaces are allowed for the signature.
Yours very truly
for and on behalf of
Samskip plc

Any Person
Managing Director

Samskip hf.
Kjalarvogur, 104 Reykjavík
Reykjavik, Iceland

Telephone +354 458 8000
Facsimile +354 458 8100
samskip@samskip.is

Registered numbers, office and regulatory
authority details, as required

3.03

>> Stationery
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25

125

60

Stationery:
Compliments slip — how it works

20
A

80

B

12

Specifications
All dimensions are given in millimetres.
Format: 210x99mm
A
B
C
D

Logo: width 44mm, 2 col positive version
Address details: Apex Bold 7/9pt, Samskip Blue
Address details: Apex Book 7/9pt, Samskip Text Grey
Registered details: Apex Book 5/7pt, Samskip Text Grey

C

D

Samskip hf.
Kjalarvogur, 104 Reykjavík
Reykjavik, Iceland

Telephone +354 458 8000
Facsimile +354 458 8100
samskip@samskip.is

Registered numbers, office and regulatory
authority details, as required

7

38

2

38

2

38

2

38
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150

Stationery:
Compliments slip — how it works
(non-address version)

Format: 210x99mm
A
B

Logo: width 44mm, 2 col positive version
With compliments: Apex Book 14pt, Samskip Text Grey

60

20
A

80

12

Specifications
All dimensions are given in millimetres.

>> Stationery

B

With compliments

7

25

80

3.05

>> Stationery
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5

40

35

5

Stationery:
Business card — how it works

20.5

40
A

B

1

Specifications
All dimensions are given in millimetres.

Anna Guðný Aradóttir

4
5

C Marketing Manager
Sales & Marketing Division

5

Front

Format: 85x55mm
50
A
B
C

Logo: width 35mm, 2 col positive version
Details: Apex Normal 10pt, Samskip Blue
Details: Apex Book 6/8pt, Samskip Text Grey

5

C

36

3

36

5

5
Telephone +35 (0)20 1234 5678
Mobile +35 (0)1234 567 891
Facsimile +35 (0)20 1234 6789
aguðnýaradóttir@samskip.is

43

Samskip hf.
Kjalarvogur, 104 Reykjavík
Reykjavik, Iceland

Area for optional
dual language details

7
Reverse
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Stationery:
Portrait C4 Envelope — how it works

>> Stationery

Samskip visual identity guidelines

A

100

20

34

Specifications
All dimensions are given in millimetres.
Format: 229x324mm
A
B
C

Logo: width 50mm, 2 col positive version
Details: Apex Bold 7/9pt, Samskip Blue
Details: Apex Book 7/9pt, Samskip Text Grey

Front

B

C

Samskip hf.
Kjalarvogur, 104 Reykjavík
Reykjavik, Iceland

Telephone +354 458 8000
Facsimile +354 458 8100
www.samskip.is

12
12

Reverse

40

2

40

2

40

15
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>> Stationery

Stationery:
Landscape C4 Envelope — how it works
20

A

20

Specifications
All dimensions are given in millimetres.
Format: 229x324mm
A
B
C

Logo: width 50mm, 2 col positive version
Details: Apex Bold 7/9pt, Samskip Blue
Details: Apex Book 7/9pt, Samskip Text Grey

Front

B

C

Samskip hf.
Kjalarvogur, 104 Reykjavík
Reykjavik, Iceland

Telephone +354 458 8000
Facsimile +354 458 8100
www.samskip.is

12
12

Reverse

40

2

40

2

40

15
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Stationery:
DL Envelope — how it works
18

A

20

Specifications
All dimensions are given in millimetres.
Format: 220x110mm
A
B
C

Logo: width 40mm, 2 col positive version
Details: Apex Bold 6/8pt, Samskip Blue
Details: Apex Book 6/8pt, Samskip Text Grey

Front

B

C

Samskip hf.
Kjalarvogur, 104 Reykjavík
Reykjavik, Iceland

Telephone +354 458 8000
Facsimile +354 458 8100
www.samskip.is

10.5
8

Reverse

35

2

35

2

35

10
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Hardware
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Samskip visual idendity guidelines

Hardware:
Trailer

>> Hardware – trailer

Logo position and size

Arrow device

>> Always place the Samskip logo on 40% of

>> The arrow device should always be cropped

the height of the surface onto which the
Samskip logo needs to be placed. The
free space above and below shall be 30%
above and 30% below (excluding bottom
rail for visual consistency).

and never showing more than 60%, forming an
open triangle on the top, covering 50% of the
height of the surface.

>> All Samskip trailers will have the arrows in the
upper left corner; the only exception are
trailers in Europe. These will NOT have the
arrows placed in the upper left/right corner
because of mandatory reflective corners for
all trailers on European roads.

Triangle

30%
40%
30%
100%

100%
30%

30%

50%

40%

40%
30%

50%

30%

Box trailer

Standard European trailer

4.02
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Hardware:
Trailer (2)

>> Hardware – Trailer (2)

Exception 1 – Logo position and size

Exception 3 – Logo position and size

>> Only if the with of the surface does not
permit to take 40% of the height of the
surface we take 20% of the height of the
surface. The arrows are down-sized to
40% of the height.
Examples: logo touching sides or
respecting any mandatory signage on the
backside of a trailer or a small van.

>> Only if we are dealing with two surfaces next

Exception 2 – Trailer back side

two each other, we apply the logo size of the
smaller surface on the larger surface as well
for a consistent look.
Example: road train.
Note
>> We source all high-quality labels from the
same supplier to safeguard a consistent colour
quality. Please contact Marketing.

>> The logo takes 80% of the width of the
surface. The free space left and right
shall be 10% left and 10% right.
Exception: Drawing 1 where logo takes
50% of the with of the surface. The free
space left and right shall be 25% left and
25% right.

Impossible height
100%

100%

1
40%

2

3

40%
20%

60%

80%

40%

50%

LOREM1234567

80%
LOREM1234567

LOREM1234567

40%
60%

Exception 1 – 20% of the height of the surface

Exception 2 – 50%-80% of with of surface
Exception 3 – Smallest logo placed on largest surface

same size and position as trailer

4.03

Hardware:
Container

Samskip visual idendity guidelines

>> Hardware – Container

Logo position and size

Note

>> The same logo rules apply as for a trailer

>> The corrugation depth of the side panels and

except that the logo is positioned in the
exact centre of the container excluding
bottom and top rails and corners for
visual consistency.

its thickness may influence the logo position
as it can slightly influence elongation and thus
logo length. This will vary with each factory
(mold).

Arrow device

>> The arrow device is not applied onto
containers for visual reasons
(i.e., corrugation, door gasket and door
rods negatively influence its appearance).

30%

30%
40%

40%
30%

Standard (dry, reefer, open top and ventilated) container

30%

4.04

Hardware:
Container (2)

Samskip visual idendity guidelines

>> Hardware – Container (2)

Exception 1 – Logo position and size

Exception 2 – Logo position and size

>> Only if we are dealing with high maintenance and
repair of a container, we apply a smaller logo.
Example: curtain-sided container.

>> Only in case of the rear end of our containers,

>> Only if the height of the surface does not
permit to take 40% of the height of the
surface we take 80% of the width of the
surface. The free space left and right
shall be 10% left and 10% right.

10%

10%
80%

86%

Logo is positioned in the exact centre of the container excluding bottom and top rails and corners.
Exception 2 – 86% of the width of the surface
Exception 1 – Centre excluding rails and corners

we use 86% of the width for optimal fit and
visibility between door gasket and door rods.
The free space left and right shall be 7% left
and 7% right.

4.05
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Hardware:
Truck

>> Hardware – Truck

Logo position and size

Arrow device

>> There are no mandatory truck design
requirements by law.

>> The arrows on the truck head measure 30% of
the height of the trailer.

>> The arrows will be placed in such a way that

On the windbreaker the logo is placed on
90% of the width of the even surface. The
logo shall be 40% of the height of the
surface.

the first arrow will be cropped by 60% in the
bottom left/right corner.

On front of the head the logo takes 40%
of the height of the surface.
Note

>> We source all high-quality labels from the
same supplier to safeguard a consistent colour
quality. Please contact Marketing.

60%
5%

90%

5%

40%

30%

30%
40%
30%

Arrows – 30%
of the height of trailer

60% visibility
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Hardware:
Van

>> Hardware – Van

Logo position and size

Arrow device

>> There are no mandatory van design
requirements by law.

>> The arrows on the corner of the van have
double (2) or triple (1) the height of the “k” in
the logo.

>> The width of the logo measures 70% of

>> The arrows will be placed in such a way that

the width of the window frames. The free
space shall be 10% left and 20% right,
depending on the position of the window
frames.

the first arrow will be cropped by approx. 60%
in the upper left/right corner.

Note
>> We source all high-quality labels from the
same supplier to safeguard a consistent colour
quality. Please contact Marketing.

100%

1

100%

30%

100%

2

100%

40%
30%

67%

10%

70%

10%

70%
20%

20%
33%

Standard van

67%

33%
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Hardware:
Vessel
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>> Hardware – Vessel

Logo position and size

Name position and size

>> There are limited mandatory vessel
design requirements by law.

>> Always paint the vessel's name on both sides of

>> Always paint the Samskip logo on the
breakwater of the vessel and on both hull
sides.

the bow of the vessel using the font as per the
IMO-legislation.

>> Always paint the vessel's name, ownership or
flag and IMO-number on the stern of the vessel
using the font as per the IMO-legislation.

>> Always place the Samskip logo on 40% of
the height of the surface onto which the
Samskip logo needs to be placed. The
free space above and below shall be 30%
above and 30% below. For the hull sides,
this needs to be above the water line,
midships, and max 1-2 metres to the aft
for optical consistency.

Arrow device

>> The arrow device should always be cropped
and never show more than 60%, forming an
open triangle on the top, while covering 60%
of the funnel width.
Note

>> We source all high-quality labels from the
same supplier to safeguard a consistent colour
quality. Please contact Marketing.

SAMSKIP INNOVATOR II
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Hardware:
Vessel

Item

>> Hardware – Vessel

Color

Topsides, Hull above waterline

Samskip Blue

RAL 5013

Logo + name on topsides, Hull above waterline

White & light turquoise

RAL 9003 and RAL 6027

Bottom, Hull below waterline

Brown Red

Antifouling (no RAL available)

Funnel (front and sides)

Samskip Blue

RAL 5013

Funnel (back)

Black

Logo + arrow device on funnel

White & light turquoise

RAL 9003 and RAL 6027

Superstructure, masts, wheelhouse, davits and crane

White

RAL 9003

Bulk heads in Engine room, stores and other internal areas

White

RAL 9003

Floors and decks in Engine room, stores and other internal areas

Grey

RAL 7046

Weather deck

Green

RAL 6002

Hatch coamings and hatch covers

Grey

RAL 7046

Cargo holds

Grey

Hempel 11480 (no RAL available)

Life boat

Orange

Hempel 50040 / RAL 2003

Life boat cradle

White

RAL 9003

Pedestal crane

Grey

RAL 7046

Stairs

White

RAL 9003

Safety striping for stairs etc.

Yellow & Black

Funnel
Crane
Pedestal crane

Superstructure

Life boat
Life boat cradle
SAMSKIP INNOVATOR II

Hull
Breakwater
Superstructure
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>> Hardware - Rail wagons

Logo position

Arrow device

>> Always place the Samskip logo on XX% of the

>> The arrow device should always be cropped and

Hardware:
Rail wagons
height of the surface onto which the Samskip logo
needs to be placed. The free space above and below
shall be XX% above and XX% below.

never showing more than XX%, forming an open
triangle on the top, covering XX% of the height of
the surface. All Samskip rail wagons will have the
arrows on the left.

5.0

Bringing it all together

Samskip visual identity guidelines

5.01

Samskip visual identity guidelines

Examples:
Literature cover & spread

>> Bringing it all together

Illustrated below are examples of literature using the
elements and devices described in these guidelines.

Together we maken things happen

> We have clear vision of where we want to
go. We have a defined mission we need to
pursue that will help us achieve our vision.
We have a simple goal that will help our
mission succeed

Specialized Equipment
Samskip operates a wide range of owned
equipment, including a variety of flatracks.
The open nature of flatracks allows for full
side- and top access during loading and
discharge making flats very flexible. Items
large and small are moved and many clients
do not realize a flatrack is often easier to load
than a curtainsider or trailer and also more
cost effective to book!
Samskip believes the equipment should be
designed around the commodity, not to try to
fit all commodities on one type of equipment.
Therefore, next to offering standard 20ft and
40ft flatracks, 40ft A-frame (slab carriers)
flats are available.

Experienced and Knowledgeable
Samskip has over 50 years of experience in
the steel & construction industries within
Europe. During this time knowledge of many
different commodities has been built up. The
specialised & dedicated staff in Rotterdam
oversees all transports inside Europe and
assist our local offices in transport execution.
Local Service, Customised Solutions
Samskip offers a very frequent and reliable
intermodal service to over 35 ports in Europe,
the Baltic States and Russia. Using many
owned assets the level of control over our
transports is high.

5.02

Samskip visual identity guidelines

Examples:
Literature — spreads

Together we make things happen

Illustrated below are examples of literature using the
elements and devices described in these guidelines.

Introduction
Journey ahead
Who we are
Laying the foundations
Reﬂecting the change

A breath of fresh air
Making our vision, mission & values happen
What’s next?
What we want to happen for you

Together we make things happen

Together we make things happen

Reflecting on change
Today is just the beginning.
Samskip has never been a big business on a global scale, but we’ve always
been a proud business. Proud of our people, proud of the way we do things
and proud of the respect our service gets from our customers.

Making our vision, mission & values happen

People like you are the most important asset
we have. We need you to make our ambition
come to life.

We have always been pioneers at heart. In Iceland we were the ﬁrst
company to create a fully integrated domestic transportation system and
Geest initiated the 45’ pallet wide container logistics system throughout
Europe. These are just examples of our pioneering projects.
It’s this mix of pride and innovation that has helped put us in such a
strong position today. We recognise the importance of efﬁcient online
information systems to the future of our business and are constantly
looking for ways to improve our systems and deliver an even better
service for our customers, that’s why we’re not only rolling out our
Multi modal concept on a regional basis, but adding reefer services
to it – so every market we operate in can reap the beneﬁts.

We want you to feel like you are working in a
creative environment that encourages fresh
ideas. We want you to enjoy working as part
of a worldwide team, but most of all, we want
you to feel proud to work for Samskip.

If we are to be recognised as an organisation that makes things happen,
we need to deliver on our promises; we need to actively use our vision,
mission and values to inform what we do.
They should become like a check-list or template for our actions.
1 Is what the company does demonstrating that we make
things happen?
2 Is what the company does demonstrating that we’re
knowledgeable, working together and pioneering?
If it is, that’s great; we’ll be living the reputation. If it isn’t, we’ll question
our actions and rethink the way we do things to get us back on track.
We need to test ourselves against these words on a company basis,
on a team basis and on an individual basis. It’s the only way our ambition
will become a reality.
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Introduction
Journey ahead
Who we are
Laying the foundations
Reﬂecting the change

A breath of fresh air
Making our vision, mission & values happen
What’s next?
What we want to happen for you

Together we make things happen

A breath of fresh air
Adapting to change
After so much upheaval the business is bound
to feel a little different as we all get used to
new ways of working. It would be easy to feel
daunted by this constant sense of change, but
we should thrive on it.

We should feel liberated by change, not intimidated by it. But with our
goals well within our sights, we thought it was time we shared with you
details on the type of company we’re trying to create.

Change creates a great climate for thinking
differently, challenging conventions and ﬁnding
new and rewarding ways of doing things.

The vision, mission and values complement our business strategy.
They also help us to re-enforce the importance of keeping things simple
and above all else, human, after all, our business is essentially about
relationships with people.

Acquisitions are helping us reach new markets,
and by bringing each of these under the Samskip
brand name, we’re raising the proﬁle of our
business across the world.
Samskip. One name. One team. It’s a name that
unites not only our businesses, but our spirits.
We want everyone that comes across Samskip
in their day-to-day lives to share in our spirit of
entrepreneurialism and dynamism, to see for
themselves what we can achieve when we work
together as one.

We’ve expressed this as the company vision, mission and values.
These thoughts combine to create a sense of discipline and articulate
our intentions for the future of Samskip.

If Samskip is to succeed as a brand, all of us need to understand the
thinking behind our goals. Each of us plays a part in communicating
our values and what Samskip stands for. Our brand is in your hands.
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Samskip visual identity guidelines

Examples:
Literature — spreads

Together we make things happen

Illustrated below are examples of literature using the
elements and devices described in these guidelines.

Introduction
Journey ahead
Who we are
Laying the foundations
Reﬂecting the change

A breath of fresh air
Making our vision, mission & values happen
What’s next?
What we want to happen for you

Together we make things happen

Together we make things happen

What’s next?
Well, put simply we get on with making things
happen. Pooling our resources and helping us
move forward as one brand.
>> We’ll be reviewing how we go about
doing things

A strategy for each of our core activities
To help us reach our goals, we have a few key
strategies for each of our core activities. These
will help us to differentiate our products and
services from our competitors.
To help maintain and improve the excellent
service reputation of Samskip, we will ensure
our staff are dedicated and motivated. We’ll do
everything we can to retain our best performers,
while hiring the best people we can ﬁnd to
ﬁll any vacancies. We’ll continue to train and
develop peoples skills and create a world class
working environment.
Multi modal Container Logistics
Our strategy has been to work towards
creating one system and we will now focus on
increasing our geographical market coverage.

>> 14

Worldwide Refrigerated Cargo Logistics and International Forwarding
Our ability to cross sell products in this market is all down to the ability
to keep logistics running smoothly. By bundling activities together
and aligning worldwide activities and products (e.g. Reefer Logistics,
International Forwarding and Refrigerated Warehousing), we can create
a smooth, seamless transportation process that offers better value for
the customer than planning each part of the journey themselves with
different carriers.
Increasing our presence in Iceland
To be the preferred transportation provider in Iceland, by providing
outstanding services and exceeding customer expectations. We
will constantly work towards building a greater market presence,
both in Iceland and in the Faroe Islands. We will focus on our customers
requirements, using ﬁrst class information systems in order to achieve
increased automation and efﬁciency.

>> 15

To ensure that we all get this thinking and,
most importantly, that we all apply this thinking
to how we go about performing our jobs, we’re
going to immerse our people in
our culture.
We’re undertaking a series of cross-functional
workshops that will examine how we make
things happen and review them against
our values.

Introduction
Journey ahead
Who we are
Laying the foundations
Reﬂecting the change

A breath of fresh air
Making our vision, mission & values happen
What’s next?
What we want to happen for you

Together we make things happen

We’ll use these values like a ﬁlter so we can ensure that our brand’s
behaviour matches our strategic intent. Because these words are our
own we’ll probably ﬁnd that many of the things we currently do typify
this approach. But we may also discover things we should change to
help us match our vision or values more closely.
>> We’ll be reviewing our HR practices
We’ll make sure our managers and HR people are brand ambassadors,
as the key to our people, they possibly have some of the most direct
inﬂuence on the way we feel as an organisation. They’ll begin to
appraise us on our abilities to live the brand and demonstrations of
our commitment to it in our everyday roles, such as how knowledgeable
we are, how we work together and the ways in which our pioneering
spirit shines through.
>> We’ll be reviewing how we look
So much change has taken place that we want to ensure that the way
we look represents the way we feel. We want to share our excitement
for our new brand with the outside world and change the way they see
us. In the near future you’ll be seeing many changes to the way we look
and the way communicate, we hope you like them.
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