Perceel 2: Maatwerkstand

Fictieve case Nederlands Paviljoen op de vakbeurs smart mobility, München.

Het betreft hier een casus waarop uw inzending wordt beoordeeld volgens de beoordelingscriteria in Hoofdstuk 5 (paragraaf 5.2.1) van het aanbestedingsdocument. Het gaat hier om een fictieve case van een Nederlands Paviljoen die feitelijk niet bestaat en is opgezet voor deze Europese aanbesteding. 
Deze casus wordt beoordeeld op deze beoordelingscriteria (paragraaf 5.2.1):

Casus 2:
	Max. aantal te behalen punten: 70
	Beoordelingsaspecten ontwerp

	40
	Creativiteit, originaliteit, functionaliteit en flexibiliteit van het ontwerp in aansluiting op doelstelling en huisstijl

	10
	Gebruik van duurzame materialen en /of hergebruik, duurzame afvoer

	20
	Mate van inzicht en onderbouwing in de kosten, heldere opbouw van de begroting (ontwerp, opbouw, afbouw, schoonmaak, wifi, elektriciteit, water, transport, opslag), in- en ex btw)   



De fictieve opdracht van RVO betreft het ontwerpen, (laten) bouwen, inrichten en afbouwen van een Nederlands Paviljoen voor een collectieve hybride inzending van Nederlandse bedrijven op een belangrijke smart mobility beurs in München, Duitsland van 10 t/m 12 november 2021. Met oog op de onzekere situatie rond de Covid-pandemie wil de beurs daarom niet alleen een fysieke ontmoetingsplaats zijn en worden ook digitale faciliteiten geboden om elkaar te vinden. Het programma op de beurs zal ook voor “thuisblijvers” digitaal te volgen zijn. Ook zijn er ivm. covid-19 afstandsbeperkingen vanuit de Duitse overheid. RVO verzorgt de logistieke organisatie van de inzending.

Er dient een maatwerk concept te worden ontwikkeld dat het innovatieve vermogen van de Nederlandse sector goed tot uitdrukking brengt en dat nauw aansluit bij de cultuur en belevingswereld van de doelgroep. Het concept is creatief, zichtbaar en opvallend, uitnodigend en duidelijk herkenbaar als Nederlandse inzending. Het ontwerp moet zijn ontworpen in NL Branding pure stijl, in combinatie met merkarchitectuur (zie gegevens onderaan). Voor beiden verwijzen we door naar de bijlagen.
Het aantal deelnemers dat fysiek in het Paviljoen aanwezig kan zijn, wordt enerzijds bepaald door de afstandsbeperkingen, anderzijds door het aantal bedrijven dat fysiek aanwezig wil zijn. Dat betekent dat het concept moet kunnen “ademen” al naar gelang de afstandsbeperkingen van de Duitse overheid meer of minder fysieke deelnemers mogelijk maakt (minder deelnemers betekent een grotere gemeenschappelijke lounge). Een aantal deelnemers zal alleen digitaal aanwezig zijn. Hiertoe organiseert RVO zelf ook een digitaal paviljoen op het beursplatform. Zowel fysieke als digitale deelnemers moeten zich deel voelen van de inzending.
Op de stand zullen delen van het programma online via het beursplatform worden uitgezonden. RVO heeft hiervoor een communicatiebureau ingehuurd. Inschrijver wordt gevraagd hiervoor ruimte in de stand op te nemen en de faciliteiten hiervoor te leveren. Ook moet i n afstemming met de beursorganisatie een koppeling worden verzorgd met het officiële beursplatform.  

Bij het ontwerp dient een gespecificeerde begroting te worden gevoegd, uitgaande van de vaste mandagtarieven die u heeft opgegeven in bijlage 2 (prijzentarievenblad) van het aanbestedingsdocument. De offerte moet turn key worden opgesteld (incl. water, elektra, wifi, schoonmaak, transport en opslag).
 
Kerngegevens:
- 	NL Paviljoen met bedrijfs- en productpresentaties.
- 	Totale oppervlakte 160 m2 met daarin een gemeenschappelijke lounge ten behoeve van presentaties, ontvangsten en gesprekken, bar en zitjes, een infobalie, berging, keuken, een kleine ruimtestudio/podium met apparatuur en  voor online uitzendingen en eigen presentatieruimte/-desk voor deelnemende bedrijven.
-	Type stand: eilandstand, 10 x 16 meter.
- 	Aantal fysiek deelnemende Nederlandse bedrijven: schatting 15 fysieke  deelnemers en ca. 25 digitale deelnemers.
- 	Beschikbaar budget € 120.000,- excl. btw.
- 	Duur van de beurs: 3 dagen.


NL Branding 
Begin 2020 is de nieuwe NL Branding geïntroduceerd. Nederland wil in het buitenland bekend staan als land dat samen met buitenlandse counterparts internationale maatschappelijke uitdagingen aanpakt onder het motto “Solving Global Challenges Together”. Dit betekent dat niet langer enkel de Dutch smart solutions worden benadrukt, maar vooral de uitnodiging om samen te werken op een maatschappelijk thema centraal staat en dat de smart solutions in dit bredere kader worden geplaatst. Nederland kan dit waarmaken door de manier waarop zij werkt: open, vindingrijk en inclusief. De nieuwe visuele identiteit ondersteunt dit, met een nieuw modern logo, een stevig lettertype, nieuwe fotografiestijl, strak grid en een divers palet aan secundaire, felle achtergrondkleuren. 

Nadere informatie over de NL branding huisstijl is te vinden op https://toolkit.nlbranding.nl/ en in de bijlage.
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This visual identity was developed on request  
of the Ministry of Foreign Affairs of the Kingdom of the 
Netherlands and is based on the International Positioning 
Strategy of the Netherlands by Prof. S Anholt/ dr. R. Govers,  
together with an Advisory Group consisting of 
representatives from government, business, science, 
culture, sports and the four largest cities.


The ambition of the Netherlands is to be internationally 
known for co-creating pioneering solutions for global 
challenges. An open, inventive and inclusive culture 
make the Netherlands an ideal partner for other countries 
to work with on the Global Goals (on Sustainable 
Development Goals). And conversely, it is in the self-
interest of the Netherlands to share its knowledge 
and know how in this manner. This visual identity was 
developed to support this narrative. This brand guide, 
however, does not elaborate on it but sets out the basic 
guidelines of the visual identity, which was endorsed by 
the Ministerial Council of July 2019. This brand guide may 
be revised and updated from time to time.


Open 
transparent, free


Inventive 
creative and pragmatic


Inclusive 
win-win-win, and widely  
supported solutions


Brand Values
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Brand Identity Many organisations and many people will 
work with the NL-identity. They will develop 
a diversity of touch points for a diversity of 
purposes and audiences. 


Therefore, it is helpful to describe the 
rationale of the identity; the desired result 
that should be achieved rather than a 
complex set of guidelines to follow. 


The NL-identity intends to express the 
Dutch mentality. The overall look & feel 
of touch points in NL-identity should 
be one of clarity. They should look 
tasteful, intelligent, inspiring but also 
straightforward and open.


It is crucial to keep designs free of 
‘clutter’, avoiding the use of many details, 
messages and shapes. 


Summarizing it in one sentence: 
The purpose is to create an appearance of 
powerful simplicity.
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This visual identity will be used from  
1 January 2020 onwards by the central 
government of the Netherlands (executive 
power) and all its agencies, such as the 
embassy network, for example.
 
Primarily central government must use  
its own visual identity, the ‘rijkshuisstijl’.  
The NL-style in this guide forms an 
exception to that style, when the 
promotion of the Netherlands as a country 
or the promotion of a Dutch public-private 
partnership are concerned and under the 
condition that:


-        �The target group consists of 
foreigners (on or outside the territory 
of the Netherlands)


-        �Activities are in line with the 
International Positioning Strategy of 


the Netherlands or amendments to it.
-        �Activities do not concern sensitive, 


political issues and they do not 
form any risk to the ministerial 
responsibilities.


-        �Activities do not have a purely 
commercial motive.


 
Parties other than central government 
need prior consent for using the NL-
style. In case of a concrete project with 
central government, this consent is self-
understood. In case of other use, a license 
must be obtained. 


See: www.rijkshuisstijl.nl.
For further questions please contact 
the Ministry of Foreign Affairs or the 
Netherlands’ Enterprise Agency via: 
NLbranding@rvo.nl.


When to use 
NL branding
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NL Branding 
categories


�Category 1
NL Pure


�Category 2
NL Partner Branding


�Category 3
NL Endorsement
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NL Branding  
category indicator


The questions to find your category:


Are you communicating under the umbrella of  
NL Branding, meaning:  NL Branding is leading and acts as 
the sender of the information?
→ �Category 1 is the right one for you (NL Branding Pure) 


Go to page 40


Are you communicating on partner level, meaning:  
NL Branding is the leading visual identity but your own  
project or organization should be clearly visible as well?
→ �Category 2 is the right one for you (Partner Branding) 


Go to page 80


Is an external organization leading and acting as the sender 
of the information, and you want to show that you endorse 
it?
→ �Category 3 is the right one for you (Endorsed Branding) 


Go to page 93


Which category in the identity of  
NL Branding is the right one for you?  
Simply have a look at the following 
three questions and it will be clear 
to you quite quickly. 


If you have doubts, please contact 
the Ministry of Foreign Affairs or the 
Netherlands’ Enterprise Agency via: 
NLbranding@rvo.nl
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Design 
elements
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The logo is an integration of two main 
symbols for the Netherlands: the NL-
acronym and the tulip. The tulip is not 
used in a ‘literal’ way. It is designed like a 
reference, enriching the shape of the NL-
acronym rather than being the main visual 
element. It is a visual expression of the 
core values open, inclusive and inventive.


Logo
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The primary logo used is NL including the 
addition of Netherlands. 


NL logo may only be used separately if the 
context makes it very clear that one means 
NL to be the Netherlands.


NL with the addition of one of the 
translations (Spanish, French ...) will only 
be used if the recipient of the message 
would otherwise not understand it.


The use of NL Kingdom of the Netherlands 
is only for countries in the Caribbean to 
clarify that they are part of the Kingdom of 
the Netherlands.


Logo use
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Logo


Symbol
The symbol combines NL and a tulip. 
A balance has been found in the 
design of the logo that will empower 
both symbols. 


The primary symbol is in orange.  
The symbol is available in different 
file formats.
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Logo


Exceptions
The black and white logos serve as 
an alternative and are intended for 
black and white printing or if there is 
low contrast with the background.


Always consider the orange logo 
first.


Symbol Diapositive symbol


12
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Logo


Primary logo 
The visual identity combines the 
symbol (NL) and a type mark. In the 
logo, the type mark is placed on the 
right side of the symbol.


The primary logo contains the NL 
symbol plus Netherlands. And has 
an orange colour. This logo version 
is available in different file formats 
and languages.


Primary logo


Logo size
The minimum size of the logo is 
15mm


Logo 150%


Minimum Logo size 15mm
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Logo


Exceptions
The black and white logos serve as 
alternatives and are intended for 
black and white printing or if there is 
low contrast with the background.


Always consider the orange logo 
first.


Black logo Diapositive logo


14
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Logo


Bounding Box
There is a free zone of one grid block 
around the logo, also known as the 
bounding box. This bounding box 
protects the identity and integrity 
of the logo and should always be 
respected.


Please make sure to always respect 
the logos bounding box to preserve 
the style’s integrity.


Do not please an object in the bounding box
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Logo


Don’ts
It is not allowed to alter the logo 
in any way. Please do not animate, 
recolour, rotate, skew, distort or 
separate the elements, apply effects 
or add extra typography to the logo. 
Never attempt to (re)create the logo 
yourself, change the font, or alter 
the size or proportions.
And always make sure the contrast 
between background and logo is 
sufficient.


Netherlands
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Logo Variations
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Logo Variations


All the logos consist of a 
combination of a symbol (NL) and a 
type mark. This type mark can vary 
depending on your communication.


Variation 1
Kingdom of the Netherlands


The orange logo is the preferred 
version. Always consider using this 
version first.


Exceptions
The black and white logo serves as 
an alternative and is intended for 
black and white printing or if there is 
low contrast with the background.


Each logo version is available in 
different colour spaces and file 
formats.


The use of NL Kingdom of the 
Netherlands is only for countries 
in the Caribbean to clarify that 
they are part of the Kingdom of the 
Netherlands.


Black logo


Diapositive logo


Orange logo


18
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Logo Variations


All the logos consist of a 
combination of a symbol (NL) and a 
type mark. This type mark can vary 
depending on your communication.
For all the countries in the kingdom 
there is a logo version with the flag.


Variations:
Kingdom of the Netherlands +  
flag (the Netherlands)


Kingdom of the Netherlands +  
flag (Aruba)


Kingdom of the Netherlands +  
flag (Sint Maarten)


Kingdom of the Netherlands +  
flag (Curaçao)


Variation - The Netherlands


Variation - Sint Maarten


Variation - Curaçao


Variation - Aruba
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Logo Variations


All the logos consist of a 
combination of a symbol (NL) and a 
type mark. This type mark can vary 
depending on your communication.


Variation 2 (French language)
Pays Bas


The orange logo is the preferred 
version. Always consider using this 
version first.


Exceptions
The black and white logo serves as 
an alternative and is intended for 
black and white printing or if there is 
low contrast with the background.


Each logo version is available in 
different colour spaces and file 
formats.


This logo will only be used if the 
recipient of the message would 
otherwise not understand it.


Orange logo Black logo


Diapositive logo


20
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Logo Variations


All the logos consist of a 
combination of a symbol (NL) and a 
type mark. This type mark can vary 
depending on your communication.


Variation 3 (Spanish language)
Paises Bajos


The orange logo is the preferred 
version. Always consider using this 
version first.


Exceptions
The black and white logo serves as 
an alternative and is intended for 
black and white printing or if there is 
low contrast with the background.


Each logo version is available in 
different colour spaces and file 
formats.


This logo will only be used if the 
recipient of the message would 
otherwise not understand it.


Black logo


Diapositive logo


Orange logo


21
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Logo Variations Black logo


Diapositive logo


Orange logo


All the logos consist of a 
combination of a symbol (NL) and a 
type mark. This type mark can vary 
depending on your communication.


Variation 4 (German language)
Niederlande


The orange logo is the preferred 
version. Always consider using this 
version first.


Exceptions
The black and white logo serves as 
an alternative and is intended for 
black and white printing or if there is 
low contrast with the background.


Each logo version is available in 
different colour spaces and file 
formats.


This logo will only be used if the 
recipient of the message would 
otherwise not understand it.


22
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Logo Variations Black logo


Diapositive logo


Orange logo


All the logos consist of a 
combination of a symbol (NL) and a 
type mark. This type mark can vary 
depending on your communication.


Variation 5 (Dutch language)
Nederland


The orange logo is the preferred 
version. Always consider using this 
version first.


Exceptions
The black and white logo serves as 
an alternative and is intended for 
black and white printing or if there is 
low contrast with the background.


Each logo version is available in 
different colour spaces and file 
formats.


This logo will only be used if the 
recipient of the message would 
otherwise not understand it.


23
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Logo Variations


All the logos consist of a 
combination of a symbol (NL) and a 
type mark. This type mark can vary 
depending on your communication.


Variation 6 (Russian language)
Нидерланды


The orange logo is the preferred 
version. Always consider using this 
version first.


Exceptions
The black and white logo serves as 
an alternative and is intended for 
black and white printing or if there is 
low contrast with the background.


Each logo version is available in 
different colour spaces and file 
formats.


This logo will only be used if the 
recipient of the message would 
otherwise not understand it.


Black logo


Diapositive logo


Orange logo


24
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Logo Variations Black logo


Diapositive logo


Orange logo


All the logos consist of a 
combination of a symbol (NL) and a 
type mark. This type mark can vary 
depending on your communication.


Variation 7 (Arabic language)
هولندا


The orange logo is the preferred 
version. Always consider using this 
version first.


Exceptions
The black and white logo serves as 
an alternative and is intended for 
black and white printing or if there is 
low contrast with the background.


Each logo version is available in 
different colour spaces and file 
formats.


This logo will only be used if the 
recipient of the message would 
otherwise not understand it.


25
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Logo Variations


All the logos consist of a 
combination of a symbol (NL) and a 
type mark. This type mark can vary 
depending on your communication.


Variation 8 (Chinese language)
荷兰


The orange logo is the preferred 
version. Always consider using this 
version first.


Exceptions
The black and white logo serves as 
an alternative and is intended for 
black and white printing or if there is 
low contrast with the background.


Each logo version is available in 
different colour spaces and file 
formats.


This logo will only be used if the 
recipient of the message would 
otherwise not understand it.


Black logo


Diapositive logo


Orange logo


26
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Logo Variations


All the logos consist of a 
combination of a symbol (NL) and a 
type mark. This type mark can vary 
depending on your communication.


Variation 9 (Japanese language)
オランダ


The orange logo is the preferred 
version. Always consider using this 
version first.


Exceptions
The black and white logo serves as 
an alternative and is intended for 
black and white printing or if there is 
low contrast with the background.


Each logo version is available in 
different colour spaces and file 
formats.


This logo will only be used if the 
recipient of the message would 
otherwise not understand it.


Diapositive logo


Black logoOrange logo


27
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NL branding colours represent the 
Netherlands. The colour set that this 
provides offers the possibility of varied 
communication.


There are two levels of colours.
The primary colour palette and the 
secondary colour palette.


The primary colour palette is deliberately 
kept limited and clear, as not to compete 
with the branding of other partners.


The secondary colour palette can be used 
in items that ask for a more diverse palette. 
Such as: exhibition stands, banners or 
other printed matter.


Colours
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Colour


Primary colours
The selected colours for NL 
branding are an important means of 
forming the visual identity. Orange 
is the primary colour and the basis 
colour of the identity and should 
come back in every item. 


The chart provides the approved 
formula for each colour in print and 
online use.


Please do not select any variations 
of the approved primary colours.


PLEASE NOTE: 
Computer screens, laser printers 
and ink jet printers will all vary 
in the way they reproduce these 
colours.


Orange
Pantone 
PMS 21C | PMS 21U
CMKY
C0 M70 Y100 K0
RGB
R255 G111 B0
HEX
#FF6F00


White
CMKY
C0 M0 Y0 K0
RGB
R255 G255 B255
HEX
#FFFFFF
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Colour


Secondary colours
In addition to the primary colour 
palette NL Branding offers a 
secondary palette with the colours: 
grey, black blue, purple brown, 
yellow and green.


The secondary colour palette 
brings more expression in the 
communication. These colours can 
be used as background colours. 
The colour black can be used for 
typography.


The secondary colours are always 
used in combination with orange.
The combination of these colours 
brings seriousness and playfulness 
to the identity carriers.


The chart provides the approved 
formula for each colour in print and 
online use.


Please do not select any variations 
of the approved primary colours that 
would alter the official colour palette.


PLEASE NOTE: 
Computer screens, laser printers and 
ink jet printers will all vary in the way 
they reproduce these colours.


Black
Pantone 
PMS BlackC | 
PMS BlackU
CMKY
C0 M0 Y0 K100
RGB
R0 G0 B0
HEX
#000000


Blue 1
Pantone 
PMS 2119C |  
PMS 2119U
CMKY
C100 M100 Y20 K20
RGB
R0 G0 B116
HEX
#000074


Blue 2
Pantone 
PMS 2728C |  
PMS 2728U
CMKY
C100 M55 Y0 K0
RGB
R15 G70 B200
HEX
#0f46c8


Grey
Pantone 
PMS Cool Grey 4 C | 
PMS Cool Grey 4 U
CMKY
C0 M0 Y0 K25
RGB
R205 G205 B205
HEX
#cdcdcd


Purple
Pantone 
PMS PurpleC | 
PMS PurpleU
CMKY
C40 M90 Y0 K0
RGB
R215 G0 B210
HEX
#d700d2


Brown
Pantone 
PMS 7609C | 
PMS 7609U
CMKY
C30 M90 Y100 K35
RGB
R126 G0 B0
HEX
#7e0000


Yellow
Pantone 
PMS Yellow 012C | 
PMS Yellow 012U
CMKY
C0 M10 Y100 K0
RGB
R255 G230 B0
HEX
#ffe600


Green
Pantone 
PMS 2423C | 
PMS 2423U
CMKY
C80 M0 Y100 K0
RGB
R0 G190 B0
HEX
#00be00
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Colour  
combinations


Colour combinations
These colour combinations are 
allowed. The secondary colours can 
be used as background colours. 


The secondary colours are always 
used in combination with orange.
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NL branding’s visual identity uses the font 
Nitti Grotesk. This font was developed by 
Dutch type designer Pieter van Rosmalen 
and released by the Bold Monday foundry.


The idiosyncratic typeface has warmth 
and humanity.  
The long ascenders give this font its 
particular character.


Nitti Grotesk offers the possibility of 
communicating both professionally  
and expressively.


The Nitti Grotesk is used in the 
communication where NL branding  
is leading. For documents made in 
Microsoft Office applications, typeface 
Arial should be used.


Typography
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Nitti Grotesk MediumNitti Grotesk Normal


AaAa
abcdefghijklmnopqrst 
uvwxyz ABCDEFGHIJ 
KLMNOPQRSTUVWXYZ
0123456789


abcdefghijklmnopqrst 
uvwxyz ABCDEFGHIJ 
KLMNOPQRSTUVWXYZ
0123456789


Typography


Typeface/font
The selected typeface for NL 
branding identity is ‘Nitti Grotesk’. 
It has been chosen for its friendly, 
simple and clear look. 


All the touch points are made using 
Nitti Grotesk. Exceptions can be 
made when the use of the typeface 
is practically not feasible. In that 
case, we switch to Arial.


Nitti Grotesk
Nitti Grotesk font family consists of 
19 unique font styles and weights. 
In the NL Branding identity we use 
two weights from the family: Nitti 
Grotesk Medium and Nitti Grotesk 
Normal. The family is characterized 
by its excellent legibility both in 
print and on the web. Nitti Grotesk 
Medium is most suitable for 
headlines of all sizes, but it does 
well in a variety of text lengths as 
well. Nitti Grotesk Normal is used 
for body text.


The Nitti Grotesk font is available 
for purchase at boldmonday.com/
typeface/nitti-grotesk/ or through 
RVO (Netherlands Enterprise Agency)
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Typography


Headers


Nitti Grotesk Medium
Headers are always in Nitti Grotesk 
Medium and the letter spacing 
is tracked -30. Starting point for 
Leading is 90% but can be adjusted 
to meet the eye. Optically the 
header should look like one block of 
text.


Colour system
Main color for headings is orange. 
If you use a background colour it is 
allowed to use white typography.


Please do not use the Secondary 
colours for typography


Please do not use the Secondary 
colours for typography


Letter space tracked 0


Letter space tracked -30


Leading 90%


Header


Leading
Leading


Leading
Leading


Header
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Typography


Alignment


The typography is always left 
aligned. Also for headers.


Please do not centralize the text.
Please do not justify the text


Left alignment


Delendi officiet et aut et audaere 
rovidig nimillautem cusdaerovit 
pedis aut percid quo doluptinvel im 
dolorem landerum res doluptat hiciti 
ne illibus reptiberrum quis dolenis 
dit modicime odionsequi cum dolum 
lamus.


Ovid quo cone por simagnatetur 
acculpa rumquatquid eos quam ut 
ipsa qui volor aut et quisi cuptaspist 
mintur sercien ecaboria exerit 
auditibus vendit od unt eum, iumet 
latur as re re eicimus ut officatecust 
temqui dolupis trumentisque.


Center alignment


Delendi officiet et aut et audaere 
rovidig nimillautem cusdaerovit 


pedis aut percid quo doluptinvel im 
dolorem landerum res doluptat hiciti 


ne illibus reptiberrum quis dolenis 
dit modicime odions dolum lamus.


Ovid quo cone por simagnatetur 
acculpa rumquatquid eos quam ut 


ipsa qui volor aut et quisi cuptaspist 
mintur sercien ecaboria exerit 


auditibus vendit od unt eum, iumet 
latur as re re eicimus ut officatecust 


ommolupta quatiumquia simi.


Justify all lines


Delendi officiet et aut et audaere 
rovidig nimillautem cusdaerovit pedis 
aut percid quo doluptinvel im dolorem 
landerum res doluptat hiciti ne illibus 
reptiberrum quis dolenis dit modicime 
odionsequi cum dolum lamus.
Ovid quo cone por simagnatetur 
acculpa rumquatquid eos quam ut ipsa 
qui volor aut et quisi cuptaspist mintur 
sercien ecaboria exerit auditibus 
vendit od unt eum, iumet latur as re re 
eicimus ut officatecust ommolupta 
quatiumquia simi, cum rerovidus 
sitate platem laboreperum voluptas 
qui untio. Nam et quia eaquias mo is 
dolupta temqui dolupis trumentisque
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Typography


MS Office


Arial
For documents made in Microsoft® 
Office applications, Arial should be 
used.


Arial BoldArial Regular


AaAa
abcdefghijklmnopqrst 
uvwxyz ABCDEFGHIJ 
KLMNOPQRSTUVWXYZ
0123456789


abcdefghijklmnopqrst 
uvwxyz ABCDEFGHIJ 
KLMNOPQRSTUVWXYZ
0123456789







December 2019 version 1.5 NL Branding Guide 37


Photo characteristics
- Active photos
- �People in the picture are working, 


concentrating on what they’re doing
- No static, posed images
- At eye level of the person in the photo
- Dynamic composition
- �It is important to show the diversity of 


the Netherlands, both in landscape, in 
people and professions


NL photography conveys a friendly, 
optimistic, accessible but also very 
simple and clear look and feel. 
The most important keyword 
for photography is that it should 
communicate ‘we are moving forward’. 
The photography is a combination 
of human or personal, and object or 
landscape. 


Photography
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Photography


Concept photography 
not for use


This photo is available at www.nlbranding.nl


This photo is available at www.nlbranding.nl


- People are active
- �They are concentrated on what 


they are doing
- Capture the moment
- �Try to find an interesting moment, 


not the most obvious
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Photography


Concept photography not for use


This photo is available at www.nlbranding.nl


- �By focussing on the person you 
can show the scale of elements
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Photography


This photo is available at www.nlbranding.nl


This photo is available at www.nlbranding.nl


- �Tell a little story within a bigger 
picture


- Focus on one story
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Photography


- �Show innovation


This photo is available at www.nlbranding.nl


This photo is available at www.nlbranding.nl


This photo is available at www.nlbranding.nl
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Photography


- �Show innovation


This photo is available at www.nlbranding.nl


This photo is available at www.nlbranding.nl


This photo is available at www.nlbranding.nl


This photo is available at www.nlbranding.nl
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Photography


Concept photography not for use


Concept photography
 not for use


Concept photography
 not for use


- �Show people in different situations
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NL branding
pure


Category 1
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System portrait format


The NL branding identity is based 
on a 39 line grid. It is calculated by 
dividing the height of medium by 39. 
The grid starts at the top. 


The margin is the same all around, 
one line height. Divide the type area 
into three columns.
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System portrait format


There are four logo formats.
For the three top ones, the symbol 
can be used separately from the 
word mark. The symbol can grow 
according to the columns.


The logo is always placed on the 
left. 


	 When the NL logo is enlarged, 
the “Netherlands” is placed on the 
right, aligned at the top of the logo. 
And is one line spacing high.


1


1


1
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System portrait format


When the logo is placed over the 
entire width of the columns, at the 
top or bottom of the page.


If the logo is placed at the top the 
word mark is placed at the bottom 
and vice versa.


In addition, the “Netherlands” is 
always placed on the right side.
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Option 1
The layout is always building up 
from the logo. The positions of the 
different elements are set. 


Please do not change the 
proportions of the logo, text block, 
photo and the margins.


For option 1 it is not allowed to use 
the secondary colours


Templates available for
A5-format
A4-format
A1-format
A0-format


Please contact the Ministry 
of Foreign Affairs or the 
Netherlands’ Enterprise Agency 
via: NLbranding@rvo.nl to get the 
templates


Note if you use a different format 
please use the grid system.


Lay out principles


photo


Room for a 
title


Room for a 
title


photo


photo


Room for a 
title


Room for a 
title


photo
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Farming the 
future


Study in the 
Netherlands


Option 1
Examples


Lay out principles
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photo


Room for a 
title


photo


Room for a 
title


photo


Room for a 
title


photo


Room for a 
title


Option 2
For longer titles it is allowed to start 
the header on the left side.


The positions of the different  
elements are set. 


Please do not change the 
proportions and sizes of the logo, 
text block, photo and the margins.


Templates available for
A5-format
A4-format
A1-format
A0-format


Please contact the Ministry 
of Foreign Affairs or the 
Netherlands’ Enterprise Agency 
via: NLbranding@rvo.nl to get the 
templates.


Note if you use a different format 
please use the grid system.


Lay out principles
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Option 2
For longer titles it is allowed to start 
the header on the left side.


The positions of the different  
elements are set. 


Please do not change the 
proportions and sizes of the logo, 
text block, photo and the margins.


Templates available for
A5-format
A4-format
A1-format
A0-format


Please contact the Ministry 
of Foreign Affairs or the 
Netherlands’ Enterprise Agency 
via: NLbranding@rvo.nl to get the 
templates.


Note if you use a different format 
please use the grid system.


Lay out principles


photo


Room for a 
title


photo


Room for a 
title


photo


Room for a 
title


photo


Room for a 
title
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Placement of the text
The text preferably starts on the 
second column. For long titles, it is 
possible to start the text from the 
first column.


When the logo is placed over the 
entire width of the columns, at the 
top or bottom of the page.


If the logo is placed at the top the 
word mark is placed at the bottom 
and vice versa.


In addition, the “Netherlands” is 
always placed on the right side.
Therefore the text always starts 
from the first column on the left.
For long titles reduce the size of the 
title. 


Use of typography 


photo


Room for a 
title


photo


Room for a 
title


photo


Room for a very 
very long title re 
pernam im int.
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Long titles
When using a long title, the space 
for the image becomes smaller. 
Always place the image so that 
there is one line between the title 
and the image.


It is allowed to make the font size 
smaller to give the image more 
space.


The size of the subtitles is one line 
distance high.


Note The shorter the text the better.


Use of typography 


photo


Room for a very very 
long title re pernam 
im int.


photo


Room for a very 
very long title re 
pernam im int.


photo


Room for a title
Adding a subtitle Aceperum 
quid que con non nisqui
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Solving global 
challenges together


Invest in 
the future


Creative
Capital


Lay out principles


Option 2
Examples
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Option 2
Examples


With option2 it is allowed to use 
a background colour from the 
secondary colour palette.


Maritime
partner


Study in the 
Netherlands


Lay out principles
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Invest in the 
future


Haute tech
couture


Dutch Design


Option 2
Examples


It is allowed to use a background 
colour from the secondary colour 
palette.


Lay out principles
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Option 3
This is the last option. 
In this option we use a full bleed 
image with the logo and type on  
the bottom.


Templates available for
A5-format
A4-format
A1-format
A0-format


Please contact the Ministry 
of Foreign Affairs or the 
Netherlands’ Enterprise Agency 
via: NLbranding@rvo.nl to get the 
templates.


Note if you use a different format 
please use the grid system.


photo


Room for 
a title


photo


Room for a 
title


photo


Room for a 
title


Lay out principles
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photo


Room for 
a title


photo


Room for a 
title


photo


Room for a 
title


Option 3
This is the last option. 
In this option we use a full bleed 
image with the logo and type on top.


Templates available for
A5-format
A4-format
A1-format
A0-format


Please contact the Ministry 
of Foreign Affairs or the 
Netherlands’ Enterprise Agency 
via: NLbranding@rvo.nl to get the 
templates.


Note if you use a different format 
please use the grid system.


Lay out principles
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Option 3
Examples


Life 
sciences
partner


Discover 
the Dutch
Spirit


Lay out principles
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Contrast with the background
If the contrast between the text 
and the background is low, you are 
allowed to use white text.


Improve the legibility
Place a black gradient feather 
behind the text if the legibility is 
low. 


Put this gradient to multiply at a low 
opacity.


Life 
sciences
partner


Life 
sciences
partner


Discover 
the Dutch
Spirit


Lay out principles
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Option 3
Examples without a photo but 
with a coloured background


Creative
Capital Discover 


the Dutch
Spirit


Your life 
sciences
partner


Lay out principles
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The NL branding identity is based 
on a 39 line grid. It is calculated by 
dividing the height of medium by 39. 
The grid starts at the top. 


The margin is the same all around, 
one line height. Divide the type area 
into six columns.


System landscape format
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The logos are distributed among the 
six columns. We use 2 formats that 
offer the possibility to use multiple 
layouts.
 
The logo is always placed on the 
left.


When the NL logo is enlarged, the 
“Netherlands” is placed on the third 
column, aligned at the top of the 
logo. 


The size of the word mark is 
determined by the width a column.


Stretch the logo to the column line. 
If needed adjust it to make it fit on 
the baseline. If you adjust it always 
make it smaller.


System landscape format
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photo


Room for a title 
Lorem ipsum


photo


Room for a title 
Lorem ipsum


Option 1
The layout is always building up 
from the logo. The positions of the 
different elements are set. 


Please do not change between 
the logo, text block, photo and the 
margins.


Templates available for
A4-format


Please contact the Ministry 
of Foreign Affairs or the 
Netherlands’ Enterprise Agency 
via: NLbranding@rvo.nl to get the 
templates.


Note if you use a different format 
please use the grid system.


Lay out principles
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Your Partner for a 
circular economy


Lay out principles


Option 1
Examples
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photo


Room for a title 
Lorem ipsum


photo


Room for a title 
Lorem ipsum


Option 2
The layout is always building up 
from the logo. The positions of the 
different elements are set. 


Please do not change between 
the logo, text block, photo and the 
margins.


Templates available for
A4-format


Please contact Ministry of Foreign
Affairs or the Netherlands’ 
Enterprise Agency via: 
NLbranding@rvo.nl to get the 
templates.


Note if you use a different format 
please use the grid system.


Lay out principles
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photo


Room for 
a title


photo


Room for 
a title


Option 2
For longer titles it is allowed to start 
the header on the left side.


The positions of the different  
elements are set. 


Please do not change between the 
logo, text, photo and the margins.


Templates available for
A4-format


Please contact the Ministry 
of Foreign Affairs or the 
Netherlands’ Enterprise Agency 
via: NLbranding@rvo.nl to get the 
templates.


Note if you use a different format 
please use the grid system.


Lay out principles
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Lay out principles


Pioneering solutions to 
global challenges


Option 2
Examples







December 2019 version 1.5 NL Branding Guide 69


photo


Room for a 
title


photo


Room for a 
title


Option 3
The layout is always building up 
from the logo. The positions of the 
different elements are set. 


Please do not change between 
the logo, text block, photo and the 
margins.


Templates available for
A4-format


Please contact the Ministry 
of Foreign Affairs or the 
Netherlands’ Enterprise Agency 
via: NLbranding@rvo.nl to get the 
templates.


Note if you use a different format 
please use the grid system. Note 


This is an exception. The logo is 
placed on the right next to the 
image


Lay out principles
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Lay out principles


Your partner
in Life Sciences 
& Health


Option 3
Examples
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The NL branding identity is based 
on a 39 line grid. It is calculated by 
dividing the height of medium by 39. 
The grid starts at the top. 


The margin is the same all around, 
one line height. Divide the type area 
into three columns.


System Roll-up banner (200x100)
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The logos are distributed among the 
three columns. We use 3 formats 
that offer the possibility to use 
multiple layouts.


The logo is always placed on the 
left.


The large NL doesn’t show the word 
mark.


System Roll-up banner (200x100)
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Lay out principles


photo


Room for 
a title


Room 
for a title


photo


photo


Room for a title
Lorem ipsum


Room 
for a title


photo


photo


Room for a title
Lorem ipsum


Layout options
The layout is always building up 
from the logo. The positions of the 
different elements are set. 


Please do not change between 
the logo, text block, photo and the 
margins.


Templates available for
200cmx100cm
200cmx85cm


Please contact the Ministry of 
Foreign Affairs or the Netherlands’ 
Enterprise Agency via: 
NLbranding@rvo.nl to get  
the templates.


Note if you use a different format 
please use the grid system.


photo


Room for 
a title


photo


Room for 
a title


photo


Room for a title
Lorem ipsum


photo


Room for 
a title


photo


Room for 
a title


photo


Room for a title
Lorem ipsum
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Lay out principles


Examples


New
EnergyNew


Energy
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Solar
Champion


Circular 
economy


Examples Haute tech
couture


High 
standards


Lay out principles
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Editorial design
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Editorial design


Principles
•	 Use enough white space
•	 Create a clear hierarchy in the  


page. This helps in processing  
the information


•	 Increases certain information so 
it stands out. 


•	 Do not overfill the pages
•	 Use photos and play with the 


layout.
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Editorial design


Principles
•	 Use enough white space
•	 Create a clear hierarchy in the  


page. This helps in processing  
the information


•	 Increases certain information so 
it stands out. 


•	 Do not overfill the pages
•	 Use photos and play with the 


layout.







December 2019 version 1.5 NL Branding Guide 79


Editorial design


Principles
•	 Use enough white space
•	 Create a clear hierarchy in the  


page. This helps in processing  
the information


•	 Increases certain information so 
it stands out. 


•	 Do not overfill the pages
•	 Use photos and play with the 


layout.







December 2019 version 1.5 NL Branding Guide 80


Editorial design


Principles
•	 Use enough white space
•	 Create a clear hierarchy in the  


page. This helps in processing  
the information


•	 Increases certain information so 
it stands out. 


•	 Do not overfill the pages
•	 Use photos and play with the 


layout.
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Social Media
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For the social media avatars we use 
the NL symbol. The organization 
name shows the difference. 


The shape of the avatar is a 
restriction of the social media 
platform. In this case it is a circle. 
This cannot be adjusted.
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Examples







December 2019 version 1.5 NL Branding Guide 84


Examples
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Examples
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Examples
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Examples
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Examples
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Examples
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NL branding
+ partners


Category 2
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Principles


- Grid NL branding
- Layout principles NL branding
- Use of the NL logo
- No additional form language


Additions


- Adding own logo
- Choice in photography
- Choice in colour
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Partner logo


Logo system


NL logo and the partner logo are 
placed on same height.  
They are equivalent. NL logo is 
always placed left.
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Logo proportion


It is allowed to correct the partner 
logo optically so that it is in 
proportion with the NL logo.


The minimum distance between 
the logos and the image is one line 
height. This ratio must be corrected 
if needed.


Optical corrected
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Logo proportion


It is allowed to correct the partner 
logo optically so that it is in 
proportion with the NL logo.


The minimum distance between 
the logos and the image is one line 
height. This ratio must be corrected 
if needed.


Optical corrected
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Logo proportion


It is allowed to correct the partner 
logo optically so that it is in 
proportion with the NL logo.


The minimum distance between 
the logos and the image is one line 
height. This ratio must be corrected 
if needed.


Optical corrected
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Logo example


This is an example of a partnership 
with another country. It could also 
be a campaign logo like ‘Farming 
the Future’.
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Grid


The NL branding identity is based 
on a 39 line grid. It is calculated by 
dividing the height of medium by 39. 
The grid starts at the top. 


The margin is the same all around, 
one line height. Divide the type area 
into three columns.


Place the logo and the partner logo 
on the same height. NL logo is 
always on the left.


The partner logo is aligned on the 
right. It is permitted to reduce the 
space between the partner logo and 
the NL logo by moving the partner 
logo to the centerline.


PARTNER LOGOPARTNER LOGO


PARTNER LOGOPARTNER LOGO


PARTNER LOGO


PARTNER LOGO
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photo


Room for a 
title


photo


Room for a 
title Room for a 


title


photo


photo


Room for 
a title


Room for a 
title


photo


Room for a 
title


photo


Room for a 
title


photo


photo


Room for 
a title


photo


Room for a 
title


Room for a 
title


photo


photo


Room for a 
title


Room for a 
title


photo


The layout is always building up 
from the logo. The positions of the 
different elements are set. 


Please do not change the 
proportions of the logo, text block, 
photo and the margins.


Templates available for
A-format


Please contact Ministry of Foreign
Affairs or the Netherlands’ 
Enterprise Agency via: 
NLbranding@rvo.nl to get the 
templates


Note if you use a different format 
please use the grid system.


Expression with typography
Within the NL identity we currently 
use the Nitti Grotesk Normal and 
Medium. But if you want to change 
the tone of the messages  it is 
possible to use another weights of 
the Nitti typeface.


Lay out principles
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Partners in
Circular Economy


Lay out principles


Examples 1
With the partner branding it is 
allowed to add the partner logo, 
change the background colour and 
use your own photography. This 
gives you the possibility to focus on 
a single subject.
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Lay out principles


Together we 
know how


Together we 
know how


Examples 1
With the partner branding it is 
allowed to add the logo. Change 
the background colour and use your 
own photography. This gives you 
the possibility to focus on a single 
subject.
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Lay out principles


Together we 
know how Together we 


know how


Examples
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Lay out principles


Together we 
know how


Together we 
know how


Examples
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Lay out principles


Together we 
know how


Together we 
know how


Examples


Together we 
know how


If there are contrast problems you 
can use a white block behind the 
logos.
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NL branding
endorsement


Category 3
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As endorsement we use a label.


The primary label is orange.  
The secondary label is white.


Primary


Secondary


NL endorsement label
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Low contrast


Vibrating contrast


The secondary label is used in case of 
low contrast with the background. 


NL endorsement label
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The label can be placed in every corner.


Label system
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Aanvullende logo’s


				    Format item			   label size	
A5				    148 x 210 mm			  37 mm
A4				    210 x 297 mm 		  52,50 mm
A3				    297 x 420 mm 		  74,25 mm
Roll-up banner	 1000 x 2000 mm		  250 mm


The minimum label size is 20 mm.


100%


25%


The size of the label = 25% of the short 
side.


This table shows the label size on  
common formats.


Additional logos


Label size
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Landscape (A-format)


10
0%


25% short side


Portrait (A-format)


25%


100%


25%


Roll-up banner (100 x 200 cm)


100%
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The minimum distance to the edge is 
twice the size of a bounding box block


Label placement
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For more information please contact 
the Ministry of Foreign Affairs  
or 
the Netherlands’ Enterprise Agency 


via: NLbranding@rvo.nl






