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| like to understand architecture as the combination between the
creative and the technical. A blank space where reason and crea-
tivity give shape to an innovative and functional constructive idea.

TERRAVIVA is a clear reflection of this duality. A platform crea-
ted to attract talent, to give life to great design proposals. Archi-
tects, urban planners and designers from all over the world show us
their skills with the purpose of giving free rein to their imagination.
With the intention of showing us the world from another perspective.

That is why TERRAVIVA is one of the best scenarios to expose great cons-
tructive ideas. A creative space open to anyone who wants to collaborate in
the design of a more sustainable world.






TERRAVIVA IS
IS DESIGN AND ARCHITECTURE

IS AND INNOVATION.
TERRAVIVA IS NATURE.

IS MADNESS WITH SENSE.
IS IN ORDER.



The main source of inspiration is
nature. The wood, the waves in the
water, the flowers, the contour lines...

Elements that define TERRAVIVA's
indispensable commitment for the
planet: sustainability.




The proposal stems from TERRAVIVA's

original shape:

The linear sequence defines the

and of

TERRAVIVA. It represents each

of the people who make up the
company.

. The curved and
organic shapes are related to nature, a
key element in this design project.

The two areas represent
the duality of architecture:
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The proximity principle of Gestalt Theory +
Optical illusion: superimposition of objects
through color (darker = behind)

changing. Current trend for
movement and animation



The concept proposes a dynamic logo, a corporate image with movement.
This format represents a contemporary, adaptable and constantly updated
identity.Asinitsarchitecturalprojects,originalityandinnovationarerewarded:

At TERRAVIVA no two are alike.
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The choice of colors stems from the idea of sustainability that the brand ad-
vocates. Earthy, natural and bright colors that are obtained from nature itself.

The main corporate colors come from green, orange and white. A triad of
colors that, in psychological terms, is related to natural, aromatic or cozy.

These three shades and their respective analogous colors combine to create a
strong and distinctive brand communication.
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On corporate background:

* Main form in white 100%.
* Secondary shape in corporate color
* Radial gradient to black (midpoint:60%)
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Corporate stationery must keep the idea
that the brand stands for:

The isotype is able to vary, maintaining the cor-
porate identity in all formats.




NO
TWO
ARE

L/ ."'l‘-' 141 ¥
i .";"’,"l fj'l ‘! | |

Furniture and signage for corporate events and
exhibitions by TERRAVIVA
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In the digital sphere, the brand identity is reflected in
the use of corporate colors, typography and the
isotype versions.



Click here to see the animation of TERRAVIVA's brand image.
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