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THE CONCEPT

Drype is a brand of innovation. It must stand out from
the rest. After all, Drype is a pioneer in breaking
barriers within this industry, being a game-changer,
an innovative project and action that should be
highlighted.

The values that gave birth to the concept presented
were circularity, innovation, and creativity. However,
the core of this concept lies in the revolutionary and
unique aspect of this project: an avant-garde design
that aims to generate change, be daring and bold,
following a pioneering, revolutionary, and
cutting-edge new cocktail experience.

Based on this, the concept aims to create a symbol
that highlights the brand, like a fingerprint, a signature,
a graphic symbol that the community recognizes as
the revolutionaries of the alcohol industry for a more
sustainable world. A young and unique symbol that
marks a position of change, representing the union
and connection between us and the earth, expressing
consciousness! And above all, circularity and progress.

A brand that hopes to be everywhere, seen and
recognized everywhere.
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TONE OF VOICE AND PRINCIPLES There are three key principles of tone that bring Drype  Revolu t nary and Pioneering: Drype's tone must
to If carries volutio ry p t sta d g out as unique
and di t tf om the rest. Drype i of a k nd.
Environmental Commi tm nt: It should emphas
pr s dedicatio t nmental respon bIty
nability and ¢ I ity.
Youthful, Fun and Friendly: The tone sho Idb

young, appro th and frie dlypmtg of
connection and clusivity.

A sip here, asip there, but less waste everywhere.
More drinks, less bottles, please.

Hangover has a different meaning now.

Do you wanna be part of the Drype movement?
Cheers to Drype - where we drink responsibly and
stillmanage to have a blast!
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THE DESIGN PROCESS
2. Sarunchl 3.Tasvy fron U Uegu | ek 5- Onnws /A\f—t"\"\
\
- Geun o Grasn - Trdw PR ;{:—d{_\‘j\/
D) et ompey ks
e A : Hirdosy
e we Pliasum < G vererey .
ST o seeyben Ao - gt ey b
e et b - oMty T Ly
@z& i N g el - Sadduwy
Rl ) > © - eyt
Gy - ot .
- Voo ) - Ceswen A
P — B | Expremielhien
(e -se - Gged
o - wh@®
— S B
‘ — -
|

SosTATIMRDE

ThSTY

N e [ POV ANGS
DRivuie

i

The design process for creating the visual identity
was based on the development of five key words,
which served as a starting point. These words were
then broken down into related semantic concepts,
including metaphors, shapes, synonyms, related
concepts, etc. From this, a set of figures was created,
such as icons, diagrams, metaphorical figures,
identifiers, and marks, all of which were connected to

these key words.

Based on this, an analysis was conducted on the
words and gestures that were most interconnected
and frequently repeated, initially generating various
ideas. However, the main focus centered on certain
semantic concepts and their respective figures, which
ultimately simplified into a final concept.

'drypé

CIRCULAR/CIRCULARITY
CONSCIOUS
CONNECTION
ECO-FRIENDLY
NEW
REVOLUTIONARY
AVANT-GRADE
CUTTING-EDGE
10OF AKIND
ORIGINAL
EXCITEMENT

From here, it was possible to start creating the logo. It
became clear that a circular symbol would be
important to reinforce the themes of sustainability,
wholeness, unity, infinity, and circularity. The
connection, novelty, and revolutionary aspect will be
achieved through the arrangement and formal logic of
the components that make up the logo.



The goal of this logo is to convey that Drypi
has come to change the traditional world
industry. This is the Drype signal
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THELOGO

Based on a typography with an accentuated format
that represents expression, signature, youthfulness,
and revolution, the letters of the word DRYPE form a
circle and connect with each other to reinforce the
idea of our connection with the planet and the
circulation of resources. The personality of these
letters demands a certain attention — the contrast
between organic lines and sharp angles is a
metaphorical representation of the exciting
sensation of a new brand in the world.

It takes on the form of an iconic signature that begs
to be seen everywhere - like a cool signature that
marks its presence within the industry, while also
recalling an organic shape that has been abstracted,
thus creating a connection between us and nature.

rype

COCKTAILS MILANO

The 'Drype' wordmark is distinct, self-assured, and
seamlessly harmonizes with the symbol. Opting for
lowercase letters was inspired by the previous logo's
aesthetic and the chosen typeface, promoting
harmony with the symbol and other characters.
Moreover, the typeface's low x-height enhances
cohesion among the letters, reinforcing their bold
expression. The kerning has been meticulously
adjusted, reducing space between letters to create a
sense of action but also connection.

An all-lowercase logo exudes an approachable and
friendly vibe. It feels informal and easily accessible. In
recent years, there has been a trend where major
corporations switch from uppercase to lowercase
logos when they wish to appear friendlier and more
human (while retaining capital letters in written text).

Sinkin Sans was the font used for the wordmark. It is
a simple and pleasant typeface and it features subtle
notches that delicately sink into the verticals at stroke
intersections, enhancing clarity in congested corners
and lending a touch of sophistication to the overall
appearance. These incisions sharpen right angles
and refine intricate characters, elevating the
wordmark's visual impact. (Free license)
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THELOGO VARIATIONS

The Drype logo presents three variations: the primary
and vertical logo (1), the wordmark (2), and the
exclusive use of the symbol (3).

(1) The primary logo is the heart of the brand
identity, to be prominently displayed in all
communication materials. It serves as a mark of
authenticity, embodying our core values and brand
essence. It's crucial to ensure the correct logo usage
in every situation, maintaining consistency, legibility,
and easy identification. The vertical logo variation
offers flexibility and adaptability, particularly in
constrained spaces or vertical formats, while still
retaining the essence of our brand identity.

(2) The Drype wordmark aims to be used in
situations where it's not possible or viable to use the
Drype Logo. This includes scenarios such as

documents, where detailed information or text-heavy
content requires clear and readable branding.
Additionally, in formal or professional contexts, the
wordmark reinforces the brand's identity with a touch
of sophistication and ensures consistency in brand
representation. When space is limited, the wordmark
effectively conveys the brand name without
compromising legibility.

(3) The symbol is the core of the visual identity. It is
a very strong symbol with lots of personality as Drype
and aims to be unique and the brand signature. This
way, the symbol can be used for patterns and well in
other contexts.

It will also be the main social media icon and
positioned at the center of the backdrop. Ensure that
the symbol's size is half the height of the masking
shape, with the default shape typically being a circle.

Q)

drype

COCKTAILS MILANO
X

ALY A/a

COCKTAILS MILANO

drype

drype= [z ©

J min h:
7mm

COCKTAILS
MILANO

x0.33

x0.33

COCKTAILS
MILANO
x

x0.33

x0.33

x = The goal is for the
symbol to be free, an
integral part of the
concept. It should be
ubiquitous, acting as a
signature. The
distance it maintains
is a matter of choice,
allowing for flexibility.
Thus, when
reproducing the same
shape, superposition
can be considered.
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THE MAIN LOGO USAGE

arkiing water

rype

COCKTAILS MILAND

e the attention and enthusiasm

D0 YOU WANNA BE PART OF THE DRYPE MOVEMENT?

The Drype logo may be used as the large primary
element in a piece of communication, or secondarily
to support text or imagery. This applies to main logo,
wordmark and symbol.

Be conscious of sizing and contrast to ensure its
primary and secondary functionality. The idea is not
having the logo and adjacent elements to feel exactly
the same.

(1) Logo as the primary element
(2) Logo as the secondary element

drinks,
less

bottles,
please.

T

drype

r A
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THELOGO VARIABLES USAGE

Given that the primary Drype logo cannot be used in
various situations, we have developed alternative
applications. For packaging, the use of the symbol is
prevalent as a signature and is accompanied by the
wordmark placed elsewhere on the label. Similarly,
the Drype symbol can be identified in combination
with the wordmark on posters and in mobile web
page suggestions.

The graphic symbol allows for considerable flexibility
across different formats. It is essential to use it
consciously, always considering the image and the
placement of other elements, as well as their
hierarchy.

8

rype=

(1) The symbol takes center stage as the main figure
(2) Wordmark assumes the center stage while the
symbol interacts with the picture

(8) The wordmark and symbol together

drype=

Crype, a startup based in Milan, stands out
Tor producing woter-soluble alcoholic
cockiails, both notural and sparkling. Its
main goal 15 to contribute to reducing CO2
emissions in the bar industry by
eliminating the transportation of
unnecessary weights and volumes.
Currently, 90% of the weight of alcoholic
beverage bottles is due to their packeging
and dilution water, which leads to greater
Tuel consumption in all stages of
transportation and therefore larger C02
emissions into the ctmosphere.

& drypei

01
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CO-BRANDING Given the numerous potential scenarios, the not exceed the x-height (lowercase letter’s height) of
guidelines for combining Drype’s logo variables with the Drype wordmark (5), except for minor overhanging
another business or partner are as follows: elements. For logos with irregular sizes, optically align

the heights to maintain visual harmony.
Wordmark Integration: It is important to prioritize

the wordmark of the client instead of the symbol. Integration with symbol only: If the name “Drype” is
While there may be cases, such as ITA Airlines (2), not used, symbol becames the most important object.
where using the symbol is necessary, avoid using The idea is always to have it in big dimensions as
both logos' symbols whenever possible to prevent seeing in packaging (when possible). This way, the
graphic confusion and preserve Drype’s image. partner logo has to be maximum the half size of the

symbol (3) and in cases as small bottle, the
Height Consistency: Ensure the partner’s logo does recommendation goes for 1/3 of the width (4).

x1.5

-drype x Emirates

drype

FOUR SEASONS .
Emirates ITZ\

x1.5

drype x 1rTzZ\

drype

1I"TZ\ Emirates ITZ\

x0.5 x0.33
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LOGO “ADHOC”
LIMITED EDITIONS

rype

COCKTAILS MILANO
Rainbow Freedom 2024

Since Drype has limited editions that represent
special dates or concepts, it is necessary to consider
two possibilities to facilitate the brand's integration.
One option, when feasible, is to use the interior of
the logo itself as a window to the theme (1) ,
leaving the background free of elements if desired.

If it is not possible or interesting to use the logo as a
window, the background will embody the concept,
and the logo will integrate more discreetly within
the theme (2).

Please note these examples presented are only
suggestions how to use the logo in combination with
other elements.

drype

COCKTAILS MILANO
b .Celebrgte_'the Earth Day!
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BRAND TYPEFACE

Uniquely angled
tail on the “Q”

The Excite is a neo-grotesque typeface. This typeface
has a distinctive character, with punctuation marks, a
hexagonal dot/period, resembling the Drype
symbol, reinforcing the geometric visual identity.
Additionally, unlike typical neo-grotesque
typefaces, Excite features a sleek, single-story
lowercase “a”, which aligns with Drype’s concept
of standing out from the crowd.

Excite boasts a tall x-height, which ensures a clear
distinction between uppercase and lowercase letters,
making it highly readable both in print and on
screens. Its modern, spacious design includes short
ascenders and descenders, as typeface used for
the logo, contributing to an overall airy appearance.
This airiness is further emphasized by the horizontal
and vertical terminations on open characters such
as'C','S',and '3'.

Hexagonal
tittles and dots

Type designers: K-Type

Foundry: K-Type

Commercial Licence (Normal Licence): 15€
Commercial Licence grants you non-exclusive rights to
use fonts for normal graphic design purposes online,
on screen and in print. The fonts can thus be used
within logo designs, tv and film titles, basic websites,
t-shirts, printed products, etc.

Enterprise Licence (Extended Licence):180€

An Enterprise Licence is required where fonts will be
used dynamically and incorporated within software
products such as apps, web apps, games, ebooks or
computer programs intended for resale, redistribution
or promotional purposes.

Purchase link:

https://www.k-type.com/fonts/excite/

Vertical terminations
onC,Sand3

ABCDEFGHIJKLMNOPQRST
UVWXYabcdefghijklmnopqr
Stuvwxyz012345678917"#€R’

*+/,. 3

>=[\["_ "y~ -

01
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TYPEFACE
USE SUGGESTIONS

The Excite family offers versatility with its four font
styles: regular, bold, italic, and bold italic. To ensure
its use is harmonious and aesthetically pleasing, it is
crucial to follow some specific guidelines.

Headlines in Bold and Uppercase: It is
recommended to use the Excite font in bold and
uppercase. This style provides an immediate visual
impact, making key points easily identifiable. The
contrast created by using bold and uppercase letters
also helps create a clear visual hierarchy.

Body Text in Lowercase and Never in Bold: In
contrast to headlines, the body text should be
presented in lowercase and never in bold. This style
offers a smoother and more comfortable reading
experience, preventing the text from appearing
cluttered or visually heavy. Simplicity and clarity are

brochures, business cards, and digital publications,
where legibility and clarity are crucial. When it comes
to packaging, especially small format packaging like
small bottles, the font's clarity and modern style can
make product labels more attractive and easier to
read, even in limited space.

In larger contexts, such as posters, it may be
necessary to adjust the font's application to ensure it
maintains its effectiveness and readability.

Relationship Between Headline and Body Text:
When using the Excite font, it is important to maintain
a harmonious height between the headlines and the
body text. This can be achieved by adjusting the
proportions and sizes of the fonts so that they
complement each other, creating a visually pleasing
balance. If the headline and body text are related,

essential for body text.

Keeping Formats Small: The Excite font is
particularly effective in small formats, such as

ensuring they have a similar or harmonious height
contributes to the cohesion of the design and
facilitates reading.

MULE

O

Gin Compound All'Ibisco
Fave di Cacao « Lampone

ISTRUZIONI D’USO

Diluire il contenuto in 100ml di
acqua. Non ingerire direttamente.
Ottimo servito con acqua frizzante
0 tonicq, ghiaccio e guarnito con
una fetta di pompelmo o del pepe
rosa. conservare a temperatura
ambiente in un luogo asciutto,
lontano dalla luce e da fonti di
calore.

OUR SOLUTION

We concentrate cocktails
as much as possible

By avoiding the transportation of unnecessary
weight and volume, Drype has been certified by
Fourgreen for an 82% reduction in emissions
compared to traditional cocktails. In particular,
the startup is strongly committed to reducing
C02 emissions in the bar industry by creating
high-quality concentrated cocktails without
waste or unnecessary complements.

Now hangover has a
different meaning!

By avoiding the transportation of unnecessary weight
and volume, Drype has been certified by Fourgreen for
an 82% reduction in emissions compared to traditional
cocktails. In particular, the startup is strongly committed
to reducing CO2 emissions in the bar industry by
creating high-quality concentrated cocktails without
waste or unnecessary complements.

Know more at www.drype.it
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COLORPALETTE For a brand with a strong graphic presence and
impactful messaging, bold colors are essential. The

chosen colors are designed to stand out and enhance
the overall visual identity and also in combination with
materials such as carton or aluminium. In a minimalist
approach, these colors should be used exclusively
with white or black, and never combined with each
other. The palette is inspired by the names of
cocktails, allowing for future expansions if necessary.

Name: Black Name: Yellow Vespro
CMYK: 60/40/40/100 CMYK: 0/4/85/3
RGB: 0/0/0 RGB: 247/236/37
HEX: #000000 HEX: #F7EC25

PMS: Black C PMS: 3945 C

Name: White
CMYK: 0/0/0/0
RGB: 255/255/255
HEX: #FFFFFF
PMS: White

Correct use:

(x) Incorrect use:
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THE PACKAGING

(1)

BEVANDA SPIRITOSA
25ml (2 67% voL.

ISTRUZIONI D'USO

Diluire il contenuto in 100ml
di acqua. Non ingerire
Ottimo servito con acqua
frizzante o tonica, ghiaccio e
guarnito con una fetta di
pompelmo o del pepe rosa.
Conservare a temperatura
ambiente in un luogo
asciutto, lontano dalla luce e
da fonti di calore.

BEVI RESPONSABILMENTE

®R©

(1)

VESPRO
Limone - Basilico «
Liquirizia

Flacone di vetro e tappo di
alluminio conferibili nella
raccolta differenziata.
Verifica le disposizioni del
tuo comune.

AL,
o @h LAV10101

Prodotto ed imbottigliato
nello stabilimento di via
Vecchia di Pozzolatico 2R,
50125 Firenze (FI) per DRYPE
SRL, via Enrico Fermi 1B,
20871 VImercate (MB), Italia.
C.A. ITOOFIX00412P
www.drype.it

drype=

(1) Mini bottle label Drype only
(2) Mini bottle label Drype + partner
(8) Suggestion of use for existent carton box of 3L

SPECIAL DRYPING
%
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APPLICATIONS
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APPLICATIONS
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APPLICATIONS

t @ cutting-edge beverage brand that biends NAtural Ngredients with InRovative flavors to create refresl
1qus @rnks: Cur cOMMItMent to quality and suStARAbIIty ensures every glp 15 both daliclous and eco-riendly.
_Discover the tagte rDr,lae— gagture meets Innovation. "







