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BRAND
Articulation



GAVI 1968 brings you the original 
colombian coffee, is an exquisite legacy 
from the Gaviria Family, that has been 

an important figure in Colombia’s 
history for more than 30 years and a 
tribute to its pillar, Gustavo Gaviria. 
Who also has been a pioneer in the 

industry since back then.

The original Colombian Coffee
Made in Colombia

THE BIG IDEA



THE BRAND PL ATFORM

We want to revamp the way you consume coffee by 
infusing technology, art and innovation into our recipe 
making it an unprecedented and unique experience, 
part of a lifestyle full of pleasure, connection and joy 
for all our senses, The Number 1 Colombian Coffee 
made as you deserve it!

Is a picture of how we imagine our future, the 
“where do we want to go?” question, is answered 
here, as the vision statement work as a tool to 
remind us what are we trying to build

Are things we believe in that drive the way we do things

Is the image that we want to project

Describes what we do for all audiences. It’s our “Unique 
selling proposition”

Centered around the big idea is the rest of the brand platform. It should be used as a tool to help us make the right desition 
as we build and employ the community brand

The Vision

Coming from a big family, we believe on respect, 
honour and legacy, knowing by experience that the 
best way to achieve success and bring magic to each of 
our creations is through making things with love, 
kindness and care. We are dream makers, legacy 
carers, and want to represent and inspire those that 
are not afraid to pursue their dreams and go all in with 
tenacity and style.

Our Values

From the moment you get in touch with our brand, you feel 
like you are a part of an exclusive club. We bring 
inspiration to you, not only thanks to our already delightful 
100% colombian coffee, but also by taking the traditional 
nature of coffee making into the next level with our blends, 
presenting new flavours. kicks and aromas to fill you with 
new sensations

But the blending is not only traditional scheme we are 
breaking, our coffee is presented to you with the exclusive 
taste and class that a person full of passion and tenacity 
deserves. Gavi 1968 allows you to enjoy that special and 
intimate moment when you take your daily coffee in a way 
that you can hardly find somewhere else! You focus on 
achieving your dreams. We'll focus on keeping your coffee 
stylish

Our Offer

Is the unique place we occupy in the world

Our Positioning Elegant, cool, classy, stylish, sexy, friendly, 
adventurous, charismatic, latin lover, masculine, 
beautiful, fashionable, timeless

Our Personality

If we were a person, we would be a classy mediterranean 
gentleman, with many important life achievements, and 
with an incurable love and attraction for beautiful things 
and beautiful women, very stylish, with a lot of poise and 
sex appeal, many cool friends and lots of connections, 
much like a mediterranean james bond.

GAVI 1968 is THE Original Colombian coffee that mix 
quality and tradition with innovation and style, a 
cosmopolitan coffee made 100% in Colombia



THE BRAND PL ATFORM
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Globalize Colombian Coffee
Revamp the way you 

consume coffee
Be N1THE 

Original 
Colombian 

Coffee 100% 
Product of 

Origin made 
in Colombia

THE 
ORIGINAL 

COLOMBIAN 
COFFEE 

MADE IN 
COLOMBIA

Family
Honour
Legacy

Exclusivity , 
Status, Inspiration
A Coffee for 

creators and 
success 

seekers

Elegant, 
cool, classy, sexy, 

adventurous, charismatic,  
masculine, beautiful, 

timeless, stylish,
fashionable



THE MOOD BOARD



To motivate and compel people to consume GAVI 1969, 
there needs to be an emotional appeal.

That emotional appeal is the core of the platform, and is 
supported by the surrounding parts.

The foundation includes things that on their own, are not 
compelling enough, but taken as a whole, they are vital to 
the brand story.

For example, just a high quality coffee alone is not a reason 
why someone would choose GAVI 1968, the world is 
completely polluted with coffee related products, and many 
of them have also a high quality. But combined with the rest 
of the fountation, a broader appeal is formed - an emotional 
one that is supported by a set of benefits and attributes

THE FOUNDATION

HOW IT ALL FITS TOGETHER

PHYSICAL AT TRIBUTES RATIONAL BENEFITS EMOTIONAL BENEFITS

Like a strong house relies on a solid foundation, so too, does a 
brand platform. The foundation is a set of attributes and 
benefits that GAVI1968 has “in spades”.

In most cases, these are attributes that GAVI 1968 can “own” 
vis-à-vis it’s copetitors.

Without the supporting attibutes and benefits, the brand 
platform cannot exist

luxe tastes, blends, kicks and 
aromas

Carefuly and beautifully 
designed brand and packaging

Premium quality product of 
origin

Rich, historical, significance

Home made tradition and 
legacy made global

Art and technology married in 
one product

Inspirational

Aspirational

Pleasure

Invigoration

Autenticity (grounded, honest, 
real)



Products do not exist in a vacuum. They 
are just one tree in the proverbial 

forest. In order to see the big picture, is 
necessary to consider the GAVI 1968 

brand in the context of:

Whose eyes are we looking at GAVI 1968 through?

The brand environment

Target Audience

What products are we being compared to?

Competing destinations

What brands are we inheretly associated with?

Brand relationships

BRAND CONTEXT



TARGET AUDIENCE

MAIN AUDIENCE
Demographics include

It is important to remember that by focusing on a singular target market, we are not excluding other 
target audiences. It simply means that for our brand to be succesful, it must resonate THE MOST with the 
identified audience.

Lives in well located area of a big city, such as 
Bogotá, Medellín, in Colombia; Los Angeles or New 
York in USA; Seoul, Hong Kong, or Tokyo in Asia.

Above average incomes, professional skills and / or 
education

In their 30s to 50s, with a stable or even prestigious 
job position or a succesful entrepreneurship

Personality traits
Alive & intense: Bold, fashionable, individualistic, 
style-conscious, contemporary, young. Egocentric, 
Open to Internet, Values friends’ opinions

They Value
Quality of product

community + Good status within it

Good life + Pleasure

Creative thinking, independent thought, intelligent debate

Prestige

For any brand to be effective, it must be directed to a specific target audience. Brands that try to be everything 
to everyone, become bland, easily duplicated , and ultimately fall

The main audience is defined by physical demographics, their personality and their values.



COMPETING DESTINATIONS

COMPETING COFFEE BRANDS
Primary Competitors include:

Juan Valdez

Nescafé

Folgers

Maxwell House

Tim Hortons

Starbucks

Dunkin’ Donuts

Green Mounttain Coffee

Caribou

Secondary Competitors include:

Independent  hipster coffee Roasteries and coffee 
shops

The competitive set refers to the group of communities that are vying for the attention of the desired target 
audience. They may share some of the main attributes and benefits that make GAVI 1968 attractive.

Defining competing communities allows us to remail objective in answering the question, “what do we do 
better than our competition?”



To be defined.. .

BRAND REL ATIONSHIPS
Brand associations are made in the minds of the audience. As such, other organizations’ brand messages, 
whether or not they are intentional, affect how our target market perceives GAVI 1968.

It is imperative that stakeholders of the GAVI 1968 brand identify and work with organizations and initiatives 
that potentially reach the target audience.  When these collaborative relationships are engaged, the result is a 
strong and unified brand message. 



VISUAL IDENTIT Y
Guidelines



As a “thumbprint” for a brand, a logo must 
instantly communicate the big idea behind it.  
Having said that, the logo will rarely stand 
alone. It wil almost always be used in a 
combination with other graphical elements 
that will help to pain the whole brand picture.

The GAVI 1968 logo is monochrome based, 
with three coffee beans in a triangular 
composition as the central icon of the logo, 
which highlight the “coffee” main message of 
the logo. Second in hierarchy comes the GAVI 
1968, that comes after the date of the arrival 
of Gustavo Gaviria to Colombia after a long 
stay in New York, and the year of birth of 
Fernando Gaviria, the founder of this 
entrepreneurship. 

There are many applications of the logo, 
since is conceived to be responsive and 
adaptable to multiple formats.

It is possible to add a second color to the logo  
by coloring the three coffee beans with 
golden or silver shades.

In this first edition of the brand, a golden 
gradient is being used in the main icon, as an 
alternative application of the logo for the 
packaging.

LOGO RATIONALE



NEGATIVE COLOR

COLOR MONOCHROME

NEGATIVE MONOCHROME

RESPONSIVE LOGO APPLICATIONS



NEGATIVE COLOR

COLOR MONOCHROME

NEGATIVE MONOCHROME

RESPONSIVE LOGO APPLICATIONS



NEGATIVE MONOCHROME

COLOR MONOCHROME

NEGATIVE MONOCHROMENEGATIVE COLOR

RESPONSIVE LOGO APPLICATIONS



T YPOGRAPHIC LOGO APPLICATIONS



COLOR MONOCHROME

NEGATIVE MONOCHROME SMALL

FAVICON

ICON LOGO APPLICATIONS



Logo staging refers to the breathing room or 
resting space arround the logo. This is the 
zone that needs to remain clear of 
encroaching text, images, the edges of the 
medium or other graphical elements

In the top example to the right, the coffee 
bean in the logo is used as the spacing 
element so that no matter what size the logo 
is used at, the amount of breathing room 
allowed is proportional.

LOGO STAGING

The minimum size the logo should be 
displayed  at is 3 cm (width). The example to 
the right is the smallest it should ever appear

MINIMUM SIZE



BRANDON GROTESQUE BOLD

The logo is composed by four typographies, 
two serif, one grotesque sans, and one 
handwritten cursive.

Cinzel Regular with a 0.5 stroke is the main 
display font in the logo and it can be used in 
some tittles or headlines, same as Brandon 
Grotesque Bold (Always in mayus). This fonts 
should not be commonly used for long body 
texts, tather use Lato Regular (see below) as 
the main display font. Exceptions can be made 
for rare instances where a short impactful 
statement is required i.e. 4 or 5 words on a 
poster

Libre Baskerville Bold is also used in the logo 
and is also suitable for titles and headlines.  
You can also use the Medium type for short 
paragraphs

And last but not least, Harman Script wich is 
the only handwritten cursive font present in 
the logo and represents the more human side 
of the brand.

Lato family font is the main body font for 
continuous text. Published marketing collateral 
(i.e. Brochures, website) Should use this font.  
Libre Baskerville family is also acceptable if is 
used in a short paragraph with a bigger size for 
printed material, such as posters or flyers.

a b c d e f g h i j k l m n o p q r s t u v w x y z
A B C D E F G H I J K L M N O P Q R S T U V X Y Z
1234567890!”#$%&/()=?

Cinzel Regular
a b c d e f g h i j k l m n o p q r s t u v w x y z
A B C D E F G H I J K L M N O P Q R S T U V X Y Z
1234567890!”#$%&/()=?

Libre Baskerville Bold
a b c d e f g h i j k l m n o p q r s t u v w x y z
A B C D E F G H I J K L M N O P Q R S T U V X Y Z
1234567890!”#$%&/()=?

Harman Script
a b c d e f g h i j k l m n o p q r s t u v w x y z
A B C D E F G H I J K L M N O P Q R 
S T U V X Y Z
1234567890!”#$%&/()=?

Lato

a b c d e f g h i j k l m n o p q r s t u v w x y z
A B C D E F G H I J K L M N O P Q R S T U V X Y Z
1234567890!”#$%&/()=?

Main typography

Daily Use - Main body fonts

T YPOGRAPHY



Being mainly a monochrome based logo, the 
main color used at the moment is navy blue, 
but it is acceptable to use a golden gradient 
only for screen displays and never for 
print.

For print purposes, it is mandatory to use a 
golden stamp.

As for the secudary brand colors presented in 
this document, refer to the first collection of 
packaging, used to identify each blend of 
coffee. Generally, they should not be used on 
their own without the primary colour present.

Primary colour palette

COLOR PALET TE

Primary

Secondary

CMYK
RGB
RGB HEX
Pantone

99, 89, 43, 47
20, 33, 68
#142144
P 27-68 C

ONLY FOR
SCREEN USE

CMYK
RGB
RGB HEX
Pantone

64, 100, 0, 51
71, 0, 84
#470054
P 92-16 C

CMYK
RGB
RGB HEX
Pantone

45, 73, 80, 59
79, 44, 30
#4F2C1E
P 46-25 C

CMYK
RGB
RGB HEX
Pantone

0, 0, 0, 95
51, 49, 50
#333132
neutral black C

RGB HEX

RGB HEX

RGB HEX

#FFCE34

#EED688

#C2912D

CMYK
RGB
RGB HEX
Pantone

0, 0, 0, 80
94, 95, 95
#58595B
P 425 C

CMYK
RGB
RGB HEX
Pantone

95, 0, 99, 58
0, 92, 39
#005C27
P 144-16 C



The integrity of the brand and logo, relies on 
consistently correct usage. When people take 
liberties with the logo to make it “fit” into their 
designs, they may be tempted to unknowingly 
use it improperly

To make sure the logo and brand maintain their 
professional integrity, the following are 
examples of what is and isn’t allowed

Strech or squeeze

It’s  a matter of  consistency

DOS + DONT’S
DO NOT

Rearrange graphic or 
typographic elements

DO NOT

Encroach on the breathing space 
arround the logo

DO NOT

This is dummy 
text - and it’s too close to the logo. 

The white space surrounding the 
logo must always be present



The brand identity and Design Standards 
support a unified brand strategy for GAVI 
1968 and it’s 5 main blends. It is based on 
the use of iconic brand elements, central, 

to wich, the “coffee flower” icon, 
contemporany feel of the serif main font, 

and the handrown elements.

The first collection
2017

PACKAGING



The GAVI 1968 Packaging System is 
fundamental to achieving a timeless, bold, 
simple and unified expression of brand identity 
and meaning. Through its proper application 
across the collections, we increase 
differentiation, shelf impact, Brand 
consistency, scale and cultural relevance. All 
vital to a strong leadership position

An iconic design approach to the “coffee bean 
flower” the brand most recognized trademark - 
forms the visual core of the GAVI 1968 
Trademark packaging System, along with a 
standarized positioning of the main graphic 
elements. In the pages that follow,  these key 
Brand Elements find authentic expression 
through a strategic framework of bold 
simplicity and owning Gold.

All the design elements to create a successful 
packaging executions for any collection of 
GAVI 1968 are shown in this System.

Approved digital files of customizable graphics 
and design templates are available via email to 
lau@pawa.rocks. Please use only the approved 
versions supplied there. 

OVERVIEW



As a fashionable brand, GAVI 1968 intends to 
use many collections of packaging as time 
pases. For now, the first collection is simple but 
elegant created to stablish a strong and 
memorable first impression

Caracterized by the golden element and the 
flat sober background colors, the idea is to 
express exclusivity and celebration for the first 
edition of the packaging set.

And as a special touch, a charcoal blue wooden 
box with golden touches, will carry the gift set 
for the first edition of GAVI 1968 packaging.

The first  collection

PACKAGING COLLECTIONS



Panel order may change by market; revise 
order as needed.

Sustaining

The full GAVI 1968 logo must always be 
present and appear as shown below

Do not move, resize or alter the script on the 
logo

The number and the type of coffee is the only 
element that varies depending on the serie, 
but is always placed and aligned in the same 
place, so it must not be moved, resized or 
altered.

All the elements are centered on the panel

The top and bottom golden rectangles can be 
removed if the background presents a pattern.

The background color must always be a solid 
one, and may have a monochrome pattern if 
the collection has a special concept

Do not change the placementt of the elements, 
relative to one another.

Do not replace them with other elements

Front panel:  Fixed

PACKAGING ARQUET YPE



Panel order may change by market; revise 
order as needed.

Sustaining

The name and description of the type of coffee 
inside the package, the LAND , HERITAGE and 
SIGNATURE,  and the website address must 
always be present in this panel.

Do not move, resize or alter them.

Do not change their placement relative to one 
another

Do not replace them with other elements.

An intentional variant of the logo may be used 
on this panel only.

Right panel:  Fixed

PACKAGING ARQUET YPE



Panel order may change by market; revise 
order as needed.

Sustaining

The engraved picture of Mr Gustavo Gaviria, 
has a positive and a negative application in 
case of light of dark background. If needed 
please inform to lau@pawa.rocks

It is important that the background of the text 
is always clear and allows it to be legible, that’s 
why the picture must have a fade out when is 
right behind the text. And never a 
transparency.

The signature of Mr Fernando Gaviria must be 
always present below the “tribute” text to 
enforce the legacy of the product and the 
brand history.

And the Phi symbol enforces the care for 
details and the perfect proportions that we use 
on our designs.

Do not move, resize or alter the elements.

Do not change their placement relative to one 
another

Do not replace them with other elements.

Left  panel:  Fixed

PACKAGING ARQUET YPE



Panel order may change by market; revise 
order as needed.

Sustaining

The back panel is reserved for legal 
information.

The nutrition facts, and the disclamer texts can 
go here.

That makes this panel flexible, since the 
information may vary depending on the legal 
requierements.

Back panel:  Flexible

PACKAGING ARQUET YPE



FRONT PANELLEFT PANEL RIGHT PANEL BACK PANEL

FRONT PANELLEFT PANEL RIGHT PANEL BACK PANEL



FRONT PANELLEFT PANEL RIGHT PANEL BACK PANEL

FRONT PANELLEFT PANEL RIGHT PANEL BACK PANEL



FRONT PANELLEFT PANEL RIGHT PANEL BACK PANEL

At the moment GAVI 1968 has two main set of 
sizes, one for the shelves and another intended 
to be sold as a whole set, so is smaller and 
comes in a wooden box. 

Since the box is still a work in progress, here is 
a wireframe of it.

For more information about the box, please 
contact Lau Jiménez - lau@pawa.rocks

Two main sizes

PACKAGING EXTRA NOTES



With sober and plain colors as background, 
each number has the color that identifies it.

This collection intends to highlight each blend 
by giving it each one a clear distinctive solid 
background color 

Color Collection

PACKAGING ARQUET YPE



For the charcoal collection, all the blends have 
the same solid background color, the “Gavi 
charcoal”, giving a sense of uniformity to the 
whole set, and just being differenciated by the 
color in the coffee bean flowe and the tittle of 
each of the numbers.

Here the intention is to maintain a statement 
of elegance, but less as individual blends and 
more as a whole set.

Color Collection

PACKAGING ARQUET YPE



Very similar intention as the charcoal 
collection, but this time, dressing the 
packaging with an even more elegant black 
dress statement.

Solid and sleek but still sexy and compelling.

Color Collection

PACKAGING ARQUET YPE


