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Avoir le Pouvoir.
Elysian™ is a French brand of perfumes established in 2018. The first boutique was opened in Paris, but

currently our products are present worldwide with many single-brand shops in more than 12 countries.

«In classical mythology Elysium, also known as the Elysian Fields, was the paradise reserved for the

heroes and heroines immortalized by the gods. Ancient Greek poets imagined it as the abode of the

blessed after death» (Merriam-Webster, 2021). We choose this specific word because that is the

feeling we want to provide whenever someone is using our products, to feel blissful and powerful every

single day. This is the spirit conveyed by our company tagline “Avoir le Pouvoir”, that literally means “to

have the power” in French.

Overview
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According to an article by Tom Ferry (cited by Suval,2012), CEO of YourCoach, the need for

approval has been conditioned within us since birth. «Approval from others gives us a higher

sense of self-esteem. We’re convinced that their recognition matters to our self-worth and how

deeply we value ourselves».

At Elysian we aim to challenge this status quo, we firmly believe that no one needs the approval

of others to feel confident. Everyone is capable of great things in their own unique way. Our aim

is to help people feel indulged in their own skin, stepping out their comfort zone.
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Our mission was evident since the release of our first

collection “Who”. The target audience were business

women between 25-50 years old. The idea was to

portrait a woman that can “stand by herself”, leaving

the typical utopian princess that does not match the

reality.

In fact, the packaging of the fragrance resemble the

body of a woman blocked inside the rectangular

crystal and throughout the drops of perfume, she is

able to come out.

After the great success in 2020, we released a new

collection called Legend, targeting the same age

group, but more oriented towards a male audience.
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Logo Development
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The brand logo design reflects the minimalistic

mood of the company. It was inspired by the E

in Times New Roman font, very similar also to

the E of Elysian in Microsoft Himalaya font.

It is composed by triangles, trapezes and a

rectangle in order to display the cuts within the

letter even when it is used in a very small

format such as on business cards or stationery.

Keeping in mind the vision of the company, the

edgy triangles evocate an idea of stability and

strength (Looka, 2020), but at the same time

the letter fragmented gives also an aggressive

vibe. According to Hynes (2009), consumers

make clear judgements about the image of a

firm from the logo design. In fact, we want the

audience to associate the brand in their mind

with a feeling of over confidence, close to

arrogance.

The Logo
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The brand colours are Black and White. White has a positive connotation since it is associated with purity

and cleanliness. On the other hand, black reminds of power, formality and elegance. In logo design they

both are often mixed to convey class and sophistication, especially by luxury brands (Logomyway). Our

brand colours are purposely neutral in order to allow various choices for each new fragrance within a wide

range of colours, every collection has to be unique and iconic in its own way. As a result, Elysian relies on

centrally conceived campaigns with their own slogan.

#FFFFFF
R: 255
G: 255
B: 255

C: 0%
M: 0%
Y: 0%
K: 0%

White

#000000
R: 0
G: 0
B: 0

C: 75%
M: 68%
Y: 67%
K: 90%

Black

Colour Brief
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Colour Brief

11



Who. Collection
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#6F4CA8
R: 111
G: 76
B: 168

C: 67%
M: 82%

Y: 0%
K: 0%

Purple

#000000
R: 0
G: 0
B: 0

C: 75%
M: 68%
Y: 67%
K: 90%

Black

Who. colours and slogan

Define Who You are.
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Legend Collection
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Legend colours and slogan

#FFFFFF
R: 245
G: 231
B: 156

C: 5%
M: 5%
Y: 47%
K: 0%

Gold Yellow

#000000
R: 0
G: 0
B: 0

C: 75%
M: 68%
Y: 67%
K: 90%

Black

Write Your Own Story
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Acumin Variable 

Concept

Supernatural Knight
Regular

Regular

The basic and simple design was 

fundamental in the description of 

Who. products, such as “EAU DE 

PARFUME”, since it is very easy to 

read and it does not divert the 

audience attention. 

It was used mainly in black 

(#000000) to create contrast with 

purple.

ABAB
Bell MT
Regular

The contrast of thick and thin 

strokes provides a strong idea of 

stability as well as fanciness. 

In fact, it was used for the creation 

of Who. collection logo. Originally 

the color was black (#000000), 

later, it was implemented in purple 

(#6F4CA8) according to the colour

brief of the collection.

AB
Microsoft Himalya

Regular

This serif typeface has been used 

for the company logo and tagline. 

However, the E was further 

manipulated for a touch of 

uniqueness. In the beginning , the 

colour was white (#FFFFFF), but 

different backgrounds required also 

the implementation of black 

(#000000).

This very particular font, as the 

name already suggests, conveys an 

idea of mystery and magic at the 

same time.

It was used for the design of 

Legend collection logo.

The colour implemented was black 

(#000000) to create contrast with 

the gold yellow of the perfume.  

Typography
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Clear Space

X cm

X cm

X cm

X cm

X cm

X cm

X cm

X cm

There needs to be clear space around the logo. This place should not include any other relevant element

of the graphic design. The clear space around the logo need to be equal on every side (X cm).
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Example Logo Positioning
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Examples Logo Positioning
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Dont’s
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lysian
Do not rotate the logo. Do not change the 

proportions of the 
graphic while expanding 
the logo.

Do not change partially 
the colour of the logo.



Do’s
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This can be used without 
the other logo, like in the 
icon of the app.

The logo colour can 
change according to 
specific campaigns, but 
it need to change fully.



Product Packaging
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Product Packaging
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Magazine Advert
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Website
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Website
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Website
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Mobile App



Mobile App
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