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BE CURIOUS!

Curiosity is what drives us forward. 

We want to create a world where people give  
themselves time to be curious.

Time for new experiences. Time for friends and family.  
Time to be together when we actually spend time together. 

Where we basically and fundamentally listen when others speak. 
Because we are curious. Because it drives us forward. 

Towards better friendships with deeper understanding – and towards  
all that which we didn’t know we didn’t know. 

Towards moments that matter more than the moment itself. 

It is curiosity, too, that drives Jacobsen forward. 
From the first brew in 2005 – to the brew we have yet to produce. 

We have always pursued the perfect beer experience. By asking  
questions, by never contenting ourselves, by being curious. 

So, let curiosity grow, over – and with – beer.  
It is something quite special.

Because, paradoxically, we come closer to each other when  
the beer, the conversation and the whole world is opened. 

A toast to curiosity.

A TOAST IN JACOBSEN.

Manifesto
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All beers from Jacobsen are born on Valby 
Bakke. In the historical red brick buildings where 
it all started This is where we work passionately 
every day to fulfil J.C. Jacobsen’s ambition of 
perfection. 

Each and every Jacobsen is a declaration of 
this constant pursuit of perfection. Whether 
you meet Jacobsen as a well-known bottle 
on the shelf, as a new brew on tap or as a 
beer festival experiment, you can be sure it’s 
brewed with quality and taste in mind.

It all begins at 
Valby Bakke
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This manual is intended for you and everyone  
else working regularly with the Jacobsen brand. 

Rules
Here, you’ll find the fundamental rules for  
working with the visual and graphical elements 
of the brand, for the use of colours and mate-
rials and so on. These are rules that must be 
kept in order to ensure that Jacobsen always 
faces the world with a consistent image. 

Guidelines
The manual is a reference guide outlining the 
brand framework, and it shows how Jacobsen  
looks and acts. It is also an inspirational  
catalogue of examples and best practices that 
provides you with the guidelines for developing 
new graphical materials for use both On- and 
Offtrade.

Guidelines and 
inspiration
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The portrait of Carlsberg’s founder, brewer 
J.C. Jacobsen, is at the centre of the Jacobsen  
logo. All written characters in the logo, the 
Jacobsen name and the pay-off, are set in 
capitals. The two symmetrical hop flowers tie 
the circles together, adding balance to the 
overall impression, and make the logo appear 
more harmonic. 

The different versions 
Four different versions of the logo have  
been developed for use on light and dark  
backgrounds respectively. 

- One set for use when the diameter exceeds 
30 mm. 

- One set for use in sizes less than 30 mm. 

The hop flower rule 
To always ensure that the logo stands out as 
much as possible, please respect the minimum 
distance by following the so-called hop flower 
rule. 

The logo is an entity
The separate elements must never be isolated, 
moved or tampered with in any other way.

Craft and 
perfection in 
line and form 
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Primary logo

Black 
The circular, black logo is used on light  
surfaces. It is important that the negative 
space doesn’t become too dark, as that  
changes the character of the portrait in the 
centre.

If the circular logo doesn’t perform optimally, 
use the horizontal logo instead.

White
The circular, white logo is used on colour 
saturated, dark and black surfaces. This logo 
is drawn so the portrait is reproduced correctly 
in terms of colour technique. Therefore, never 
use a negative version of the black logo.

If the circular logo doesn’t perform optimally, 
use the horizontal logo instead. 

The primary logo must be used in all  
reproductions where the size is bigger  
than 30 mm.
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Jacobsen logo bigger than 30 mm

Jacobsen logo bigger than 30 mm

Jacobsen logo bigger than 30 mm

Jacobsen logo smaller than 30 mm and for digital reproductions  

Jacobsen logo smaller than 30 mm and for digital reproductions  

Jacobsen logo smaller than 30 mm and for digital reproductions  

Primary logo

Logo for digital use and small surfaces
When the logo is less than 30 mm in  
diameter, one of the special versions for  
small reproduc tions must always be used.  
This applies to both digital and analogue use. 

The logo for use in small reproductions has 
been opened up to let it keep its sharpness  
in small sizes. These versions may only be 
used when the primary logo cannot be used 
optimally.
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Secondary logo

Vertical logo 
For vertical surfaces use the horizontal,  
secondary logo tilted -90 degrees, to keep  
the logical direction of reading. 

Red 
The circular red logo can be used when special 
visibility is desired – e.g. in digital channels, 
for social media and similar. This logo is to be 
used with careful consideration as the passio-
nate red colour adds dynamism and visibility.

If the circular logo doesn’t perform optimally, 
use the horizontal logo instead.

When it is not ideal to use the primary, round 
logo, use these secondary horizontal logos 
instead. This applies to e.g. very wide surfaces.  
The same rules for colour apply to the  
horizontal logos as for the round logos.
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Logo do’s  
and don’ts 

The characters in the  
logo may not be adjusted  
or changed.

The logo must always  
read from top to bottom.

Always use the correct  
version in relation to the 
background.

The logo must only  
be reproduced in the  
specified colours.

Separate elements of  
the logo must never be  
isolated or removed.

The logo must never  
be rotated.
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The hop flowers 
As a secondary common graphical element, 
the hop flower with its four petals is unique to 
Jacobsen. The hop flower is used on its own to 
mark a transition in the copy, to break up long 
blocks of copy or in other ways to create pause 
in print and digital media. 

The hop flower with the two lines under is 
used as a purely graphical symbol to create a 
visual hallmark. As a marker, the hop flower 
offers variation in the visual expression, so that 
the logo isn’t the only symbol attached to the 
Jacobsen brand. The hop flower can never be 
used as sender or to replace the Jacobsen logo 
in any other way. 

The signature 
J.C. Jacobsen’s iconic signature is part of 
Carlsberg’s symbology. The signature is 
imprinted on the shoulders of the Jacobsen 
bottle, where it is both a graphical and a tactile 
element. 

Besides the bottle, Jacobsen only uses the 
signature in connection with the manifesto or 
when using J.C. Jacobsen quotes.

Note the lines have  
characteristic curvy ends.

Graphical 
elements

The signature

The strokes

The hop flower

Always use the correct lines 
with the characteristic curvy 
ends. These strokes can be 
used for framing text or  
signaling a shift on a page.

N.B.: To stretch or shorten the 
strokes you must direct select 
and move the anchor points. 



12

The three Pantone-colours are the defined 
Jacobsen reference colours. Regardless of  
the materials you should always strive for 
colour similarity with the Pantone-reference. 

If Pantone cannot be used the shown  
CMYK and RGB colours must be used. 

Primary 
colours

BLACK VINTAGE  
WHITE

PASSIONATE 
RED

Pantone

Pantone Black C Pantone 9064 - 50% Pantone 185 C

CMYK

0-0-0-100 2-2-8-0 0-93-79-0

RGB

44 42 41 250 248 239 228 0 43
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JACOBSEN BROWN ALE Klassisk nordengelsk øltype tilsat Nelson Sauvin humle. 
Læskende fyldig maltsødme med tør eftersmag. Rig duft af karamel, kaffe, chokolade 
og et strejf af mørke frugter. VELEGNET TIL: Grillet kød, simremad, velmodne oste 
og desserter (læs meget mere om øl & mad på www.jacobsenbryg.dk)

JACOBSEN GROTESK Regular

JACOBSEN GROTESK Regular Condensed JACOBSEN GROTESK Bold Condensed

JACOBSEN GROTESK Bold

JACOBSEN GROTESK CAPSJACOBSEN GROTESK Display

A number of unique fonts have been developed 
for the Jacobsen brand to enhance the brand’s 
uniqueness in all graphical applications. 

The basic form of all Jacobsen typographies 
stem from the logo’s logotype. Design-wise, 
the fonts are solid and confident, combining 
robustness with finesse. 

Aesthetically, the typographies lean towards 
the graphical language typical of Carlsberg in 
particular and beer brewing in general.

Typographies
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The Jacobsen font family consists of six  
different fonts that must be used correctly.  
The two display variants are exclusively for 
headlines and emphasis of copy in large  
sizes. The four functional variants are for  
copy or body copy in smaller and small sizes 
respectively.

Use of  
typographies

When writing headlines, use either:

- Jacobsen Grotesk Caps

- Jacobsen Grotesk Display

When writing body copy, use: 

- Jacobsen Grotesk Regular 

- Jacobsen Grotesk Bold 

- Jacobsen Grotesk Regular Condensed 

- Jacobsen Grotesk Bold Condensed

Rules for use of fonts 

- Avoid writing long headlines exclusively 
 in capitals. 

- Avoid writing entire passages or long  
sections of copy in bold. 

- Names of different varieties are written  
with Jacobsen Grotesk Display as often as 
possible (as on label and header board). 

- Jacobsen Grotesk Regular is the default 
typography for copy – the Condensed fonts 
should only be used when circumstances  
call for it.
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Universe images 
The approved Jacobsen core images are 
always used in monotone black/white effect,  
to make them stand out in their raw and  
contrasting glory.

The images may be cropped for use in tall, 
wide or square formats. 

Do not use colour filters or other effects on 
these images. 

Images
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Images of beer and food 
Images of beer, including pack shots, and food 
must always be in full colour to make the beer 
and food look appetising. The images have to 
make people thirsty.

When necessary we work with colour saturation 
to make images appealing and natural. It’s a 
balance between making sure the images look 
their best and avoid looking like we’ve used 
filters.

Images
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Images in social media 
As a rule of thumb images in social media are 
always video. Users are scrolling through their 
newsfeed on a mobile device and we need 
moving images to attract their attention.

Another rule of thumb is to always work with 
imagery that depicts the beers, usage situations 
and/or beer and food.

With reference to the colours on the labels we 
work in full colour and with colour saturation  
– again we want to make people thirsty by  
looking as appetising as possible.

Guidelines:
Facebook / Instagram feed: Videos in 4:5  
format about 7 seconds.

Instagram stories: Videos in 9:16 format.

The first 3 seconds of any video are most 
important in terms of messaging.  Ensure clear 
branding in the first frame.

The Jacobsen logo can both be used in a  
traditional manner and as watermark. 

Create content that can be experienced 
without sound.

Ensure consistent brand experience  
(design & tone of voice).

Images
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When Jacobsen is part of the interior design 
or has to be integrated in an environment, use 
materials that support the brand’s personality 
and values. 

By using raw materials with distinct textures, 
we speak to Jacobsen’s origins and heritage. 
The materials must reflect our curiosity and 
the constant ardour for perfection. They must 
speak to our passion and reflect the hard work 
that goes into each and every Jacobsen. 

Materials with 
a taste of beer 
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Boltens Food Court, Copenhagen 
Baronen

On trade  
best practice 
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Each Jacobsen has its own pattern. The  
pattern and the colours of the label speak 
to the flavour. Each beer variety has its own 
unique pattern that has been designed based 
on a sensory analysis. By combining the three 
basic forms, square, triangle and circle in pat-
terns and using colours that match the sensory 
expression, the label shows what aromas and 
flavours lie in store in each beer. 

In fact, you can practically taste the beer just 
by looking at the label. Well, almost … 

The patterns
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The distinctive Jacobsen bottle is inspired 
by the Lime Tower on the Carlsberg brewery 
grounds. The shape of the combined guard- 
and lighthouse is also referenced in the  
elongated label.

The back of the bottle guides and inspires 
consumers towards the best beer experi-
ence through simple descriptions and easily 
decodable symbols. 

The bottle  
and label The Portrait 

The portrait of J.C. Jacobsen 
is always placed towards the 
top of the bottleneck.

Signature & hop flower 
The hop flower and  
J.C. Jacobsen’s signature  
are used as tactile elements 
on bottle shoulders.

Primary logo 
Centrally placed on the  
bottle, the logo is the  
brand’s hallmark,  
exuding confidence.

Pattern 
The label’s eyecatcher  
is the distinctive pattern  
specific to each variety  
of beer, that speaks to  
the taste and type of beer.

Variety name 
To ensure quick decoding,  
the beer’s name and a  
short description of the  
taste is clearly visible on  
the front.

Description 
An easy to understand  
explanation of the beer  
and the history behind this 
particular variety.

Food pairing 
Inspiration for food pairings 
that will provide the best 
experience.

Function 
Facts on alcohol content, 
IBU, recommended serving 
temperature and glass type.
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SQUARE: BITTER
Rectangular and quadratic forms are  
associated with a bitter and not very sweet taste. 

CIRCLE: SWEET
Curved lines and circular shapes are perceived 
as soft and coupled with sweet taste nuances. 
Moon-shaped curves are associated with e.g. 
clouds and umami. 

TRIANGLE: BITTER & SOUR 
The angles in triangles are associated with 
either bitter tastes or sour and tart notes. 

The three basic forms, square, circle and  
triangle, are combined in patterns with  
curves, angles and all-new shapes on the 
labels. Together with the carefully selected 
colours, they express the aromas and  
flavours that define the beer. 

Brews in which malt is the most prominent 
taste use soft, round shapes and darker 
colours. Where it is the bitterness of hops  
that define the beer’s aroma and taste, the 
colours are lighter and the forms sharper. 

Beer drinkers will almost be able to taste  
the beer simply by looking at the label or the  
beer sign, because their brains consciously or  
unconsciously decode the taste from the pattern. 

The human brain automatically couples 
colours, patterns and taste. Jacobsen’s  
different patterns have individual hallmarks 
that reflect the taste of each beer.

Design with 
meaning
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GREEN: Decoded as e.g. fragrances of hops, 
grass, lime and gooseberries.

DARK BLUE: Decoded as e.g. liquorice, light 
nuts, bread and toffee.

BROWN: Decoded as e.g. caramel, chocolate, 
nuts, coffee, dried fruits and brown bread. 

RED: Decoded as e.g. sweet berries and fruits, 
warm spices and tomato. 

BLACK: Decoded as e.g. intense flavours of 
chocolate, coffee and smoke.

YELLOW: Decoded as e.g. fresh pineapple, 
passion fruit and elderberry flower.

Colours help give the human brain an expecta-
tion of aroma and taste, and on each variety, 
colours and the shapes of the pattern are used 
to speak to the beer’s aroma and taste. The 
chosen colours add an extra dimension to the 
pattern. 

Light colours signal light and mild beers, while 
darker colours speak to richness, sweetness 
and intensity. The colours can help tell if the 
beer has fragrances of grass and dry hay, if it  
is fruity and bitter or sweet and roasted.

Use of colour in 
the design
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Based on the sensory analysis, the beers in  
the Jacobsen assortment have been divided 
into four clusters. In each cluster, the beers 
have been grouped based on their aromas  
and tastes. Subsequently, each cluster has 
been colour-coded with basic colours that 
match the beers’ special characteristics. 

The four clusters form the basis for the  
designs of the patterns and shapes used  
for beer labels, keg caps and so on.

Sensory 
mapping

Attributes: Hoppy and bitter
Colors: Shades of green

Attributes: Sweet, Malty, Caramel and Dried fruit 
Colors: Red, Dark brown

Attributes: 
Smokey
Roasted
Coffee

Colors:
Black

Attributes: 
Estery
Phenolic

Colors: 
Shades of blue

Cluster 1 color sample Cluster 2 color samples Cluster 3 color samples Cluster 4 color samples
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Examples  
of patterns

Cluster 4

Cluster 3

Cluster 1

Cluster 2
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The basic structure of the label is repeated on 
frogeyes, where logo, variety name, pattern 
and ABV form a clearly defined whole that  
functions as eyecatcher and links to packaging 
in Offtrade.

Frogeyes
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Beer from Jacobsen must serve several  
purposes. They must be able to both challenge 
beer drinkers that are extraordinarily curious, 
and create recognition and trust with the more 
careful beer drinkers. 

That’s why we brew beer within these three 
categories:

• Limited – for the most curious 

• Seasonals – for those seeking variation 

• Contemporary – the regular and  
well-known varieties

Naming – rules 
and exceptions

Contemporary 
Naming of the well-known varieties follows two simple and imperative rules. 

1. Beer type. It must always be clear what type or family of beer the brew belongs to, making it easy  
for consumers to navigate – Brown Ale, IPA, Blonde, Classic etc. 

2. Character. The name of the variety must have a twist that gives it personality and speaks to what  
makes this beer special – Original Dark Lager, Traditionel IPA, Viva Classic, Økologisk, etc.

Seasonals 
This category covers the traditional seasonal beers, beers for Bryggerens Hane and the different beers 
brewed for special events like Sol over Gudhjem, Copenhagen Cooking & Food Festival, Aarhus Festuge  
and so on. 

Naming of these varieties is more playful and less regulated, but is always based on: 

1. Beer type. It must be easy to decode what type or family of beer, we’re dealing with – Winter Ale,  
Saison, Festbier, Session IPA, etc. 

2. Always add ‘Limited Edition’ above the name of the beer.

3. Character. There is some leeway here, it could speak to the season, be a greeting for a partner  
– Sommertid Saison, Aarhus Festbier. 

4. Partner: On these varieties the names of partners can be incorporated into the Jacobsen logo,  
replacing Brygget på Lidenskab / Brewed on Passion. 

 NB: The name of the partner is always written using the Jacobsen font as in  
the ‘Jacobsen Sommertid Saison sammen med Sol over Gudhjem’ example.

Limited 
These are beers brewed by and for the curious. They are trial- and test-brews and experiments charting  
the extremes of beer brewing to make us wiser. These brews are served in very limited volumes for special 
occasions such as beer festivals or at select beer bars and restaurants. 

The names of these Jacobsen do not follow the normal rules and guidelines but are mainly decided on 
together with the scientists and brewers behind the brew.
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When presenting Jacobsen products, please 
follow these rules for Offtrade and Ontrade 
respectively:

Offtrade 

- Never logo: When presenting beer with  
bottle AND glass, the glass never has a logo. 

- Always logo: If the beer is shown only in a 
glass, the glass always has a logo. 

Ontrade 

- Always logo: Regardless of whether the 
Jacobsen beer is presented with or without 
the bottle, there must always be a logo on  
the glass as we always recommend using 
branded glasses for Ontrade. 

Product 
presentation 
– with and 
without glass

Offtrade Ontrade
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Offtrade

Pallet display

Colli, 24 pcs, 33 cl.

Colli, 6 pcs, 75 cl.

Gift boxes
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Ontrade

A-sign

Glasses and plastic cup Fleece blanket

Illuminated signs
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Please contact us on: 

Frederic Viking

Phone: +45 41 79 28 12

Mail: viking@carlsberg.dk

Nikolaj Birkerod Madsen

Phone: +45 30 80 80 41

Mail: Birkerod@carlsberg.dk

Questions?


