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LOGO

Minimum Size
& Clear Space

For legibility, the logo is never made
smaller than 1.7 cm wide in print, or 16
pixels wide on-screen.

Minimum clear space is shown in gray
area.

It is important that clear space be
maintained from all surrounding
typographic elements in order to

distinguish the logo within a composition.

Clear spaceis always determined by
width of [ 2LL ] characters (Three
characters from Arabic typeface).

In all instances, the logo must be clearly
visible and legible. Ideally more clear
space should be given when available.

ol jlidl Joa 13l aly U agogl Jal
Jlc Jwsy 16 gl dclhall 16 0w 1.7 Jo

" Ll

U6 acjlall dabuwall (o sl gy
“utle blanll agall (o .dusloyl dahiall
i all poliell 2o () danlg dabwoe
Al JA jleddl juai Jal o dhnoll
[aLe] o= WAl a¢jlall daluall 1T oy
169 . (Jupll hall (jo Bl a5 L) vl
“buwlg el ggay gl v Jiga Ul o
AT 8ol dunlill (o .6egp80g duipo
94 Loaic daluall elhcl | si2iyq hgng
" aalio

Screen Minimum size

Print Minimum size

Clear Space

16 px A%

1.7 cm %
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LOGO

Misuse

The logo has been carefully
designed to ensure legibility and visual

balance and should not be altered in any way.

Please do not make graphic decisions that
contradict the guidelines developed in this
document. The following are a few examples
of slip-ups.

2909l (oA dylie) jleidl oroni oj 18]
Jad (b aliawi jgay g ipaul jlgilig
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Do not change the colors
of the logo.

Do not tilt the logo.

auloll :; aa

TRl

Do not place the logo on a
background without sufficient
contrast.

Do not use gradiant
(another colors).

Do not add effects to the logo.

Do not stretch or skew the
logo.

—~

db Al Slolad Lw Ul

Do not change the typeface nor
recreate or manipulate the
wordmark.

Do not place the logo on
an image without sufficient
contrast.

Do not confine the logo in
a shape.
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VISUAL TOOLKIT

Titles Font

"Kufam" is the titles typeface of the brand. It
is the lead typeface used for headlinesin all
graphic system.

"Kufam"” used in English and Arabic.
Alternate Use

Due to the nature of typeface licensing, if
"Kufam" is not available, then use Arial.

AaBbCc
12345

&%

Kufam Medium

jod ol
12345

X

Kufam Medium

AaBbC(Cc
12345

()

Kufam Medium Italic

Juglill ha
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VISUAL TOOLKIT

Typography

"Somar" is the primary typeface. Itis the
lead typeface used for paragraphs in all
communications in Arabic and English.

"Somar” used also as body copy to
complement Replica, enabling more
flexibility in typographic messaging.

Alternate Use
Due to the nature of typeface licensing, if
"Somar” is not available, then use Arial.

AaBbCc
12345

&$

Lenos Thin

c

Joo 2
IrTPEOD

@!

Lenos SemiBold

AaBbCc
67890

/()

Lenos ExtraBold
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Lenos Light

bghAll

AaBbCc
12345
*H#

Lenos Regular

jom 1l
MWED
<>

Lenos Extralight
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VISUAL TOOLKIT

Visual Examples

This Headline is setin Somar
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This Headline
is setin Somar

Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Etiam porttitor turpis vitae
est egestas, at lacinia leo efficitur.
ellentesque eu neque vestibulum quam
elementum pellentesque in nec lectus.
Donec nibh orci, dapibus non venenatis
sed, elementum eget eros. In hac

N
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VISUAL TOOLKIT

Colors

Coloris averyimportant element and a key
identifier for the brand. The colors
contribute to creating an easily recognizable
and distinctive identity. Coloris always a
main consideration when creating and
designing communications, environments
and corporate merchandising materials.

lu) 1by2og 122 Lago Ijnic (jglll 22y
Gla 16 Jlgllll ol il o Lisl
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s pad)

Jlgll
Primary Colors Secondary Colors

GREEN BLUE

BLUE

GOLD LAYER

BLACK BLUE
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