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Introduction
This study period, we’re looking into different aspects of building a brand’s 
identity and strategy. We’re investigating brand ideals and the challenge of 
living up to a brand identity, we analyse positioning,create mood boards — 
for attributes, vision, and emotions — and we do customer profiling. At the 
end it all boils down to establishing a brand’s visual look and tone of voice.

For our second course assignment we will be creating a logo for the newly 
established brewpub Food & Malt. The design process will be based on the  
methods mentioned above. 

Research and work process
During the research period I have been looking into the definition of Dude Food and 
taken a closer look at the history of microbreweries and craft beer here in Norway. I’ve 
analysed our client’s competitors, as well as the potential customer base. I’ve even had 
a gander at the Food & Malt founders’ previous work experience, as I believe this will 
have had an impact on their vision for a business of their own.

My tools for the research has partly been internet searches, for text as well as images, 
partly my own personal knowledge of the community and demographics where I live 
(I’ve chosen to place the business given in our assignment here). The matter in fact is 
quite to-the-point, and I don’t reckon strict source criticism is an issue. Thus I’ve not 
spent much time fact checking my findings.

The task was to create a hipster themed brand profile, which I’ve done — although with 
some modifications, as described in the design considerations chapter. My aim has 
been to design a logo which helps Food & Malt stand out — one that visually signals  
what kind of establishment they are, and that is of a somewhat timeless quality. I’ve 
done so by spending most of the assignment research period on looking at similar 
venues and establishments, and also by evaluating the brand profiles of Food & Malt’s 
primary competitors.

What is a hipster?
Nonconformist, progressive, promoter of social change, intelligent conversa-
tionalist. The hipster subculture is mostly comprised of white 20 to 30-year-olds. 
Highly-educated and sociopolitically informed, they grew up in middle to upper 
class families, and live in urban areas. 

Hipsters have politically liberal stances, buy organic foods and products, and 
protest popular, commercialized clothing brands by shopping at thrift stores. They 
pride themselves on their up-to-date knowledge of social issues, intelligence, 
creativity, and appreciation of art, music and food.

Brief
Name of establishment: Food & Malt

Background: Food & Malt is a collaboration between two friends, Anders Braathen and 
Even Vehla. Anders has a background as a master brewer at Brooklyn Brooklyn Brewery 
in New York and Nøgne Ø brewery in Grimstad. He also worked as a restaurant manager 
at Uncle Billy’s Brew and Que in Austin, Texas, and as a cook at Rita’s Bar and Diner in 
London. While abroad, the friends discovered Dude Food as a growing trend. But in-
stead of kebabs and sausages as a meal, customers can enjoy homemade good quality 
food on the street or at a pub. With their new company “Food & Malt”, Anders and Even 
want to introduce this food culture to the Norwegian market, whilst combining it with 
the modern microbrewery trend.

Food: Good quality homemade lunches and evening snacks. A great selection of beers 
complement each meal.

Location: Meat Bazaar

Target Audience: Young urban individuals between the ages of 18 and 35 who are inter-
ested in culture, food, design, trends and the night scene.

Competitors: Do your own research about this and be sure to include it in your report.

Positioning Axis: Traditional with a modern twist. Dishes are affordable and range 
between 150 and 200 NOK.

Style Expressions: Hipster, letterpress, quality, homemade, professional.

Requirements for the logo: Simple and easily recognizable. Timeless.



Brewing history in Norway
The Vikings were among the first to brew hand-crafted beers. For hundreds 
of years Norwegian farmers have practiced the art of brewing. Certain towns 
even required farmers to brew beer. Anyone failing to do so was fined, and 
after three offenses exiled. Rumor has it that’s how Iceland got settled..!

Alu — in rune form, see above — is the common ethymological stem for the 
word beer (ale, or in Norwegian: øl). It may have been the term for:

1. The bitterness — from the Latin word alumen.

2. The magic — intoxication was thought to be a spell; alu is known from 
runic inscriptions as part of a magic formula.

3. The color — ancient Indo-European language term for a reddish color.

Photo: Lofotr vikingmuseum



What is Dude Food?
Dude Food is cleaner, has less fat, and is more acid-based than street food. It may 
appear simple, but its preparation is all about the right ingredients, knowledge, 
and taking enough time, with elements made from scratch and surprising ways of 
presenting and serving the food. Dude Food chefs have learned the trade at a good 
restaurant, they have solid basic food knowledge and a few years’ experience, 
and they can combine Fine Cuisine with trends and street food in surprising ways. 
Dude Food is robust and real food with sophistication. You can find it indoors, in 
food halls, in gastropubs and in smaller restaurants.  

Increased awareness of the implications of high cholesterol diets may have broad-
ened dude food offerings so as to encompass light, vegetable-based options. As 
the trend has spread across the globe, typical «dude food» elements are mixed 
with national dishes.

The modern microbrewery trend
Microbreweries are generally perceived and marketed as having an emphasis 
on enthusiasm, new flavours, and varied brewing techniques. Although the term 
«microbrewery» was originally used in relation to the size of breweries, it gradually 
came to reflect an alternative attitude and approach to brewing flexibility, adapt-
ability, experimentation and customer service.

Norwegian microbreweries share a common passion to brew «real beer,» unfil-
tered, unpasteurized and made from the world’s finest malts and hops. Norwegian 
microbrewers also share a love of experimentation. You’ll find beers brewed with 
berries, juniper branches, birch sap and other distinctly Scandinavian ingredients. 

IN SUMMARY: Dude Food is mainly meaty, savory food of high quality, which 
appears simple but requires some knowledge to prepare. Traditional dishes are 
commonly mixed with untraditional gourmet ingredients for the dude food touch.

IN SUMMARY: Microbrewery cue words are experimental and enthusiasm.  
Norwegian beer brewing stems all the way back to the viking era. Emphasis is on 
purity, and ingredients for taste are typically found in the forest.



Demographics and competitors
Our friends from Food & Malt will set up their first venue in Arendal, a small town 
in the south of Norway. Their goal is to establish a presence in larger cities’ meat 
bazaars, but the recent year’s pandemic and travelling restriction has made them 
reconsider the startup plan, and have a go at their hometown, close to friends and 
family. 

Arendal doesn’t have a student population — besides an aviation academy with 
a limited number of students there are no higher education institutions in town. 
However, there is a growing interest in the urban lifestyle, fueled by a recent inner 
city development project where hole-in-the-wall indie stores, cafes, and delis 
were established as competitors to the franchises residing inside the large  
shopping mall. There are also several co-working spaces, or hubs, and interna-
tional companies with specialized expertise. 

A trend lately has been that well educated and well travelled young adults are 
returning to the town where they grew up, to find work and start their families. The 
mentioned pandemic has put this trend into a broader perspective.

Arendal is a small town but has several restaurants, though most are quite 
traditional. A top rated vegetarian cafe — open only at daytime — and a tiny 
microbrewery store with a tasting room, are probably the closest to being direct 
competitors to Food & Malt as far as demographics goes. 

Competitor A: Madam Reiersen Gastropub
The longest living restaurant in town offers 25 different beers — local, national, 
and international brands — along with a diverse menu featuring burgers, nachos, 
pasta, and fish’n’chips to name a few. They have a focus on making the food from 
scratch — «we cook our own stock» — using quality produce from local vendors. 

Their venue doubles as a restaurant and a pub, and they are known for their  
quizzes and live music events at random. 

The restaurants most similar to what Food & Malt will offer are: a gastropub 
with live music (c&w singalong entertainers), a sports pub serving burgers and 
beer, and a family friendly restaurant franchise with a somewhat rustic image.

Their visual identity is somewhat confusing, with one logo depicting an old- 
fashioned dressed woman (madam) in a stamp like style, plus another logo based 
on Betty Willis’ Welcome to Fabulous Las Vegas neon sign. The website colours 
seem to be picked from that LV logo. Their website uses a slab serif/ egyptienne 
header font and a sans-serif body font, while their menu has a 50’s style script font 
for headers, to match the Las Vegas vibe.

Competitor B: No1 Sportsbaren
This sports pub claims to have the best burgers in town, and make sure to display 
their products throughout their web page. They churn their own meat, and take 
great pride in the fact that they only use salt and pepper for seasoning. Prizes are 
affordable and menu items are plentiful. For drinks, they serve lager, brown ale, 
and stout, as well as specialized beers. 



Previous work experience
Both Food & Malt founders have a background from working at similar estab-
lishments as the one they are about to launch. I’ve had a look at each of those 
companies, to see if there are elements which can prove useful in the Food & Malt 
universe.

What I found particularly interesting while researching the mentioned establish-
ments; Uncle Billy’s Brew and Que (Austin, Texas), Brookly Brewery (New York), 
Nøgne Ø (Grimstad, Norway), and Rita’s Bar & Dining (London, UK), was how explisit 
each of them seems to mirror the hipster subculture from their exact part of the 
world. 

Nøgne Ø is an exception, with its rather neutral design and identity. It’s however 
worth noting that they are a brewery — they produce the beer but do not run pubs.

Uncle Billy’s — currently not in business — hails from Austin, Texas. Their branding 
has the hipster elements in place: their old logo has handwritten text and symme-
try commonly seen in hipster style logos, and the brand name is placed on top of a 
(beer) bottle cap. Their newest logo even has a graphic of a stereotypical hipster — 

They have a shuffleboard area in the back of the venue, making this a popular  
place to combine a meal with being social and playing games with friends. In the  
evenings and weekends you can see football matches on big screens whilst  
enjoying a beer or two.

Their logo consists of a circle with the word «sportsbar» in a varsity jacket font-
style across the middle. Their profile colours are blue and red, while there is no 
distinct profile font —  on their website they use a sans serif body type plus a  
selection of different handwritten fonts.  

Competitor C: Egon
This is the only restaurant in this category that belongs to a restaurant franchise. 
They serve a wide variety of meals, including burgers, at a slightly higher price 
point compared to Madam Reiersen and No1 Sportsbaren. They offer fewer malt 
drinks, with only a couple of them being from local microbreweries. 

This is a family friendly place — although in the late evenings there will of course 
mainly be adult visitors. 

The restaurant has a very rustic feel, with walls and ceilings decorated with old 
items and memorabilia. Their logo displays the brim of the Egon hat, as known 
from a popular 70’s film comedy series. The profile font is a slab serif/ egyptienne, 
similar to that of Madam Reiersen’s web headers.



A note on slow food
Slow Food is a global grassroots organization, working to prevent the 
disappearance of local food cultures and traditions, counteract the rise 
of fast life and combat people’s dwindling interest in the food they eat, 
where it comes from and how our food choices affect the world around 
us. Slow Food believes food is tied to many other aspects of life, includ-
ing culture, politics, agriculture and the environment. Through our food 
choices we can collectively influence how food is cultivated, produced 
and distributed, and change the world as a result.

It seems that Dude Food is somewhat of a slow food cousin. I would find 
it interesting to look more thoroughly into how this could be explored, in 
order to reach even broader customer bases. But that’s not within the 
scope of this assignment.

sunglasses, beard, and all. However, it’s quite obvious that this place is situated in  
the southern US. Their restaurant looked like a somewhat worn down ranch, there 
are decorative elements which echoes the style of 50’s diners with their carhops 
and milkshakes — and to top it off, their beer bottles resembles moonshine jugs.  

Rita’s is a London based restaurant, and their style leans towards an upper city, 
more modern, version of the hipster. They have elements of the retro look in their 
logo, menu etc., but their tone of voice is very Vogue-ish. A simplistic style, with a  
minimum of decoration elements, done in pastels and light colours, and with lots 
of empty space with air to breathe.

Brooklyn Brewery is perhaps the most “archetype” hipster establishment of them 
all, mixing the old style of handlettered signs onto the characteristic brick stone 
buildings of Brooklyn with modern labels done in bright and fun colours and a nod 
to the low brow cartoon art style.

My most important takeaway from this excercise,I reckon, is the observation of 
how a shared starting point — catering for the hipster demographic — will have 
locally flavoured variations.



Research summary
The founders of Food & Malt have a common background from working at well established beer 
themed restaurants, nationally and abroad. It’s only fair to expect that they will want to bring  
elements from that experience into their new establishment. 

The slow food philosophy sits well with the hipster subculture, of which Arendal has its share 
although they might not identify as such. It’s fair to assume that the Dude Food consept — a slow 
food variety — will be popular among the well-educated, globetrotting young adult population of 
Arendal. 

There are no immediate competitors in town for the Food & Malt customer demography’s  
preferences. If executed — and communicated  — well, they should have a solid customer base 
from start.

Dude Food typically adds the little extra to local dishes. The work experience of the Food & Malt 
founders indicate that hipsters — although sharing a common ground — also are influenced by 
where they belong. This is important to keep in mind when building this brand’s identity!

With sustainability and the purity principles of both Dude Dood and Norwegian style craft beer 
brewing in mind, it feels only natural to find inspiration in — well, yes: nature. And, considering the 
ancient Norwegian brewing history: perhaps even from old norse tradition?



Design considerations
In which I elaborate over the design choices I’ve made before deciding on a final direction for the brand profile.

Firstly, I would like to note that had this been a real life situation, I would have  
challenged the client in regards to the business name. I strongly believe that  
using an English name for a Norwegian restaurant is far from the hipster ideal. 
Even if planning on branching out internationally, using a Norwegian name would 
not cause a problem. Just look at Fuglen (Oslo, Tokyo), perhaps the most hipster 
coffee bar and concept of them all. There exists a strong language awareness in 
the Norwegian population, and awards are given to businesses that come up with 
clever names. I would definitely like to see a Norwegian name for this restaurant, 
and I am convinced that so would its customer base.

With that out of the way:

When setting up the mood board for Food & Malt I had the Norwegian hipster in 
mind. I looked for elements like beer — of course! — and dining with friends,  
Scandinavian furniture design, woodworking, sustainability, plants and green 
spaces, and of course the untranslatable hygge. Again with the Norwegian  
language, right? I also drew quite a bit of inspiration from the venue Habitat in 
Trondheim, with several of the mood board images being from their place.

From the very beginning I thought of designing a logo graphic signalling the kind 
of food that is on the Food & Malt menu. However, my research has revealed that 
Dude Food is an organic matter (no pun intended), constantly changing and  
adapting to local flavours and somewhat also health related trends. This means 
that there’s a strong indication to at least leave meat out of it. A steak in the logo 
could be outdated in just a short time, and potentially repulse the very customer 
base that Food & Malt are aiming to cater for — even the founders of the company 
themselves. 

Using some kind of produce would probably be a safer bet, not least because this 
speaks to the sustainability focused customer base. I considered several vegeta-
bles before dropping this idea interely, my consern was that it would be too weak. 
It is a fact that the current Dude Food trend relies heavily on meat, so it would have 
to be either a steak or no food element at all.

Another idea for a logo symbol was of course the typical thing for a beer related 
logo: hops or marley. I made several scamps using either or both.

A third direction for the logo design was looking to local landmarks. As described 
in my research, the founders of Food & Malt both have worked at restaurants 
where local affiliation was a strong fundament of their identity. In Arendal, we have 
several landmarks, most prominently twin lighthouses and of course the sea. Our 
coat of arms has a ship on it, as has the logo of the town’s oldest brewery. This tells 
me that a maritime element would be a nice touch. However, using such an  
element would at the same time make it more difficult to branch out, and so I 
would have to know more about their business plan to make that decision.

My research revealed that Norwegians have a long tradition of craft brewing, all 
the way back to the Viking era. I toyed with the idea of bringing in elements to  
reflect this, like runes. The reason I decided not to go in that direction is mainly  
because vikings and runes have a somewhat tainted image in the eyes of many 
Norwegians, due to the fact that neo-nazis enjoy using such symbols.

An overall decision was to find a typeface with a condensed font variation. This is 
a strictly practical issue, stemming from my experience with setting up menus for 
other restaurants. A condensed font will be legible yet make room for more text. 
I figured that setting the logo in a sans-serif condensed font, paying attention to 
the kerning — more precisely adding space between the letters, would be within 
the hipster style and at the same time honour the local flavour of Scandinavian 
design. To further ground the hipster idea, some text elements will probably look 
good if set in a old style typewriter typeface — again, a condensed version.

Conclusion
My idea for the brand profile and logo is to be true to the Norwegian hipster ideal  

by going all simplistic in the logo, font, and other design elements and by  
keeping the colours in a pallette that bears a strong connection to nature.



Mood board



Sketches

A selection of sketches from various stages of the process. My primary consern — besides playing with different font styles — was deciding on a base shape and finding a way 
to stack the text which would work for several formats. I kept the hipster logo symmetry in mind, but ended up leaving the handpainted sign-style for a more simplistic look.



FOOD  & MALT  BR AND ST YLE GUIDE
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STOUT

66, 79, 67, 91
27, 9, 5

#1b0905

BLONDE

25, 66, 100, 18
17 2, 92, 3
#ac5c03

COLOURS

GREEN

70, 43, 96, 41
7 1, 88, 38
#475826

UMAMI

26, 35, 87, 13
182, 14 8, 50

#b69432

FLOURISH

34, 90, 68, 49
112, 36, 41
#702429

WOOD

23, 4 4, 66, 12
187, 139, 91

#bb8b5b

SECONDARY COLOURS

ALTERNATIVE LOGOLOGO
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Book:
“Logo design workbook” (Adams, Morioka)

Online:
Google  — search for mentioned brand names 
Collins English Dictionary 
Nortura PROFF — Norway’s leading supplier of meat and eggs to the catering market 
Forskning.no — online newspaper devoted to Norwegian and international research 
Wikipedia 
Travelsquire.com 
Slowfood.com 
Study.com


