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Qur logo is the combination of our Brandmark and
our dual language descriptor, connected by o©
horizontal rule. Whilst our Brandmark may be used on
its own, it is our logo that should be used wherever
possible. Either our logo or Brandmark must appear
on all of the communications we create.
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Logo Usage rules
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Minimum size

Regular: 50px / 14mm

When implementing a logo under 50px in digital, or 14mm in print,

Small size: 25px / 6mm
!

the smaller size version should be used. Small logo sizes should e

applied at a minimum of 25px in digital and émm in print.
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Do not recolor the brandmark
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Do not rotate the logo

Do not use transparency with the logo
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Do not use the low-resolution logo

- To ensure brand recognition and consistency in

communications our logo must not be changed,

|

|

|

| this page shows a few examples of misuse of our
|

| logo. Take care to follow the rules determined in

|

5 this document.
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Do not add drop shadows or any effects
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Do not use patterns or gradients on the logo
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Logo placed at bottom right Logo placed at bottom left Logo placed at bottom center (for more formal use)
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AWQAF AWQAF AWOQAF -
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In certain situations, the logo can be placed at the top of a communication, The logo should also be placed at the top of websites, email newsletters, When the logo appears by itself as an identifying mark (such as on signage, w‘) -)_6 | . 2 L*Q_) |
such as on stationery. and other digital communications. banners, or video idents), it should be centered vertically and horizontally. .
.. £ .
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The preferred placement for our logo is in the lower
section of communication. This allows the logo to
become o universal grounding "signa- ture" that
appears consistently across media. Placing the logo in
the lower right corner is pre- ferred, but it can be
olaced in the lower left cor- ner if necessary. The logo

May also e centered in more formal communications.
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Single colour logo Single colour logo

NEGATIVE

The primary logo is white on a colored backgroun and is recommended to use on all
occasions when the production and design allow it.

POSITIVE

The Primary logo used the full-color logo on white and light backgrounds and is
recommended to use when the reproduction technigue doesn't allow the usage of
the primary logo.

BLACK-WHITE LOGO

The black-white version is the tertiary logo. It is used only when colored reproduction
IS Not possi- ble or the design requests a monochromatic logo.

(engraving, stamp, etc))
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Ay el
. Our brand colours fully represent the logic and
WHITE vision behind our entire brand. This page out-
PRINT lines the hierarchy in which these colours are
29356519 o o used. Follow this document to determine the best
S CREEN CCREEN practice in the use of colour in the brand.
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SECONDARY COLORS

PRINT

CMYK 58.8.52.0

SCREEN

RGB 111.182.147
HEX 6FB693

PRINT

CMYK 84.21.63.4

SCREEN

RGB  0.144.120
HEX 009078

PRINT

CMYK 76.0.53.0

SCREEN

RGB  0.183.153
HEX 00B799

PRINT
CMYK

63.0.41.0

SCREEN

RGB
HEX

0.221.185
00DDB9

ACCENT COLORS (HIGHLIGHTS)

PRINT

CMYK

76.49.0.0

SCREEN

RGB

HEX 417AC8

PRINT

CMYK

54.4.29.0

SCREEN

RGB
HEX

PRINT

CMYK

4.74.69.0

SCREEN

RGB
HEX

PRINT

CMYK

SCREEN

RGB
HEX

65.122.200

114.193.189

72C1BD

233.104.83

E96853

38.0.70.0

166.213.19
A6D577
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Secondary & Highlight
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Our brand colours fully represent the logic and
vision behind our entire brand. This page out-
ines the hierarchy in which these colours are
used. Follow this document to determine the best
practice in the use of colour in the brand.
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Text on colours
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The examples shown opposite show Web Con- tent
Accessibility Guidelines AA passes. To pass, the colour
contrast ratio for large-scale text is at least 13:1, always
ensure this minimum is met. Ap- plications in larger type
sizes can use more chal- lenging contrast combinations,
favoring impact through recognition over readability. The
design- er's discretion is necessary.
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Ping AR+ LT Hairline
Thin
Extra light
ight
Reqgular
Medium
Bold
Heavy
Black
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Our typeface

sans serif Ping AR + LT go du)ludl LioMe (9y>0
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Our brand typeface is the sans serif Ping AR + LT
available in both Arabic and Latin language. The
typeface is modern and human, bringing clarity
to all our communications. It allows us to range
from technical terms to core messaging without
losing the human connection.
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Title

Ping AR + Bold

At least 4x Body size
110% Leading

0 Tracking

Subheading

Ping AR + LT Medoum
100% Body size

120% Leading

0 Tracking

Body

Ping AR + LT Extra light
120% Leading

0 Tracking

Caption

Ping AR + LT Light
50% Body size
140% Leading

0 Tracking
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Our typography style is confident while accessi- ble,
our communications must always feel hu- man and
not alienate people from the message through
language. Ensure a clear hierarchy of in- formation is
defined to help the reader navigate pages. To achieve
this we only use a limited num- ber of styles and sizes.
Titles can be aligned to the left or center.
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Title

Ping AR + Bold

At least 4x Body size
110% Leading

0 Tracking

Subheading

Ping AR + LT Medoum
100% Body size

120% Leading

0 Tracking

Body

Ping AR + LT Extra light
120% Leading

0 Tracking

Caption

Ping AR + LT Light
50% Body size
140% Leading

0 Tracking

GAA Overview

Enhancing the role of endorsements in economic, social development, and social solidar-
ity. The General Authority of Awqaf is a legal person with financial and administrative in-
dependence, linked to the Prime Minister. With a clear strategy thot charts its way to ad-
vance the Awqgaf sector in Saudi Arabia and to maintain its organization, growth, and de-
velopment, it plays a role in the sustainability of the non-profit sector..

Enhancing the role of endorsements in economic, social development, and social solidarity. The General Authori-
ty of Awqaf is a legal person with financial and administrative independence, linked to the Prime Minister. With a
clear strategy that charts its way to advance the Awgaf sector in Saudi Arabia and to maintain its organization,
growth, and development, it plays a role in the sustainability of the non-profit sector..
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Our typography style is confident while accessi- ble, our
communications must always feel hu- man and not
alienate people from the message through language.
Ensure a clear hierarchy of in- formation is defined to help
the reader navigate pages. To achieve this we only use @
limited num- ber of styles and sizes. Titles can e aligned to
the left or center.
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Patterns are a recurrent part of nature and have
INnspired designers for centuries to create discern- ible
regularities in the world of manmade design. The
elements of a pattern repeat In o predict- able
manner, especially in a geometric patternwhich
typically repeats itself like wallpaper. The line weight
oattern of each pattern has been set to 0./5pt. For
some applications, this may need to be adjusted.

uldgl
AWUAF

6ol dolell dng) GolinyRl dugall Juo



dS yuinall au )yl dollell
Co-branding

6ol dololl dng) ol dugall Juo




AWQAF | Brand Guideline

16

>l e >l Hlads >l e
LTA}L*D.O_)LQJJ'U LTJ}L*CLO_)LQxL
o>-lbao jlew =>-baoo jled =>-boo jleud
| | |
- = - = = — — — — — — —|—= 74 — = = = = 10%
. | O les |
_ . _ = celboo o o e
| | w>lao
e By sl F— 10%
| | | | |
| | | | |
‘1/X 15X X 15X

&S yideall &yl dollel| Ld.&gi
Co-branding AWQAF

dsS ylinall du )yl do Mol
Co-branding

dolle gloj)l Lo ni e Olle adl Gu a8l aall J85 3 oo
Ay ool Ohle_adl 2o Ol (1o 0SU .d) bl dollel
658 yoing oedl Lgde) go dwliio lailg Uyle i (1o %20
Ololiny! 2o iz ) lis Gilolsydl 03 o oasdwl.b o,

bl

The space between the logos should not be less
than half the height of the brand mark. Make sure
all logos are %20 smaller than our logo and are
oroportional to each other and are visually cen-
tered. Use these guidelines along with the partner
guidelines.
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