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It is to develop unique designs that
are different from the local market
and with high and sustainable
standards.
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To be a brand that prides itself on its unique
design community and positions Saudi Arabia
as the home of unique and sustainable design.
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Innovation
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Be innovative come up
with a new a method or an
idea that can change
people’s life.
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Sustainability
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Reflects special added
value in terms of
environmental and social
benefits.
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Deliver what is promised
by showing expertise and
rustworthiness in  the
product.
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PERSONALITY

Inspiring, Tactful, Renewed, Understanding
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A brand's personality is the human traits
attributed to a brand, helping consumers
relate to it.

A brand's value increases when these traits
resonate with a specific consumer group.
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The Logo

Negative Logo

Logo Colorway

Logo Variations

Logo Clear Space
Logo Minimume Size
Logo Placement

Logo Misuse
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To ensure legibility and maximum brand

recognition there are some rules to follow u
around scaling and placing the logo. v EE =
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the height of the word-mark and long-name. .JJalnll rouwdlg dolAall
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The Al-Abyan logo may be resized to fit
various designs and grass dimensions, but

may only be used to a limited extent for the
purposes described below.
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These Logo placements will ensure your
Brand keep it consistent across all medium.
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In order to maintain the integrity of the
Primary Visual Identity, it must never be
altered, cropped or reconfigured in any way.
Below are some examples of prohibited
usage. Additional restrictions apply.
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Do not use the logo in any of these forms as
shown and adhere to the logo standards.
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Pattern | Pattern shape UBWI A

We used the Arabic lettering style as an
aesthetic element in the visual identity,
inspired by the depth of Saudi culture and
values of sustainability.

The pattern expresses pride in heritage and
national identity, while preserving the spirit
of modernity and authenticity.
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Color | Pattern shape Upll g

The consistent use of color is vital to effective
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Our brand should always be represented in Ulgll a2l Lodla (l—lJlﬂJJl Liiole Jioi Ul oy
one of the colors on this page, aside from 6332 0)lUlngil Uil daonlloda o 6)g530ll
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Do not use any other/unauthorized colors. Loy épno ye/sialUlgllslreasimg il

HEX: 414042
RGB: 65 64 66
CMYK: 46% 58% 62% 68%

HEX: 939598
RGB: 147 149 152
CMYK: 01% 35% 36% 45%

HEX: fbfbed
RGB: 251 251 237
CMYK: 00% 07% 00% 01%




Color | Pattern shape Bl JAdh

Secondary colors are used to support and enhance the Aupn)l dugall pjsig rowea] dugilil (lgJUl oA 1
visual identity, adding depth and diversity to the designs ole L T YA Pwolnill legiiq Woc LOLATCLA
without overpowering the primary colors. Al ylgJul
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sustainability, while maintaining a visual harmony that niipgdilaniy Vo raula wilple hloall&o
conveys a sense of modernity and connects to the roots ag=ull doldill jgaqy

of Saudi culture.

HEX: 44A0A0 HEX: 7EB27D
RGB: 68 160 160 RGB: 126 178 125
CMYK: 00% 39% 19% 72% CMYK: 00% 65% 12% 55%
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Typography | Primary Typeface owlwil Al
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is our Main typeface that will be used in all dola )b dolaAi i wsAlowbdlhallga
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v—d)2Jl b_AJl

GE SSTWO Bold oS Pl Ulgisel

Light VC)o Ulgic
Medium uo-inL_i.oq_a\uo_i.{l lA_a
Qi oo Jariuy Ul yhod
138 a1)gi ol a8) Eal ol

o=l waiJl algo o yaill



Typography | Primary Typeface owlwil Al

Alexandria Alexandria
It is the main (English) font that he uses in all L0 QolaAil i A (Gidai)owslhAallga
written communications. AuliaJl avlail dola

ENGLISH FONT

Alexandria Bold Main Title
Light SECONDA RYTITLE
Medium This text is an example of a

text that can be replaced in
the same space. This text was
generated from the English
text generator.
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+966 51123 4567
Obayan@gamil.com

Dammam - Hospital Street
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BRAND IN USE | Letterhead

OUR BRAND
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attributed to a brand, helping consumers
relate to it.

A brand's value increases when these traits
resonate with a specific consumer group

A brand's personality is the human traits
attributed to a brand, helping consumers
relate to it.

A brand's value increases when these traits
resonate with a specific consumer group

A brand's personality is the human traits
attributed to a brand, helping consumers
relate to it.

A brand's value increases when these traits
resonate with a specific consumer group

A brand's personality is the human traits
attributed to a brand, helping consumers
relate to it.

A brand's value increases when these traits
resonate with a specific consumer group

Wllwlro Q)9

gleals

[V
OBAYAN.ADV

<966 51123 4567
Obayan@gamil com

Dammam - Hospital Street
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attributed to a brand, helping consumers
relate to it.

A brand's value increases when these traits
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A brand's value increases when these traits
resonate with a specific consumer group.
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BRAND IN USE | notebook
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4966 511234567  Obayan@gamilcom Dammam - Hospital Street
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