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Authenticity

and Innovation
Intertwined

Cultural Assets Group is a leading organization with an authentic and
innovative approach. Its visionary pillars meet future aspirations and support
the sustainability and development of the cultural and creative industry. The
Group fosters collaboration among diverse companies and brands engaged
in multifaceted cultural commitments, leading a united approach to c
enrichment. The Group adopts a distinctive cultural vision; positi
as a bridge between the past and future. By honoring

intangible assets, the group is comm
influential cultural narrati
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he Mission

One Group,

One Goal.
One Mission!

To empower individuals and organizations through leading,
engagement, and complete integration.
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The visual language are
inspired from the seven core
values of the Group

" ¥ 2N

Resourcefulness Authenticity cellence Community Leadership Growth Inspiration
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The Guiding
Philosophy

Create a Meaningful Legacy

Crafting a narrative that embodies a true value,
ensuring a lasting impact that transcends time and
place. Create a Future of Innovation Leveraging
technology to drive innovation, boost efficiency, and
adapt to the needs of cultural sectors. Create a Bridge
of Connection Building connections that break down
barriers between people, promote understanding, and
create a supportive community for all.

Creating a Future of Innovation

We help your organization harness technology to
drive innovation, improve efficiency, and scale globally.
Our approach is tailored to the evolving needs of the
cultural and creative industries, keeping you agile and
future-ready.

Creating a Bridge of Connection

We foster meaningful connections that transcend
boundaries, promoting understanding and mutual
respect. By bringing together diverse communities, we
create an inclusive environment where collaboration
thrives, and everyone feels supported.
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L.eave an Impact
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The Seven
Core Values

Community: Leadership: Growth: Inspiration: Resourcefulness: Authenticity: Excellence:
1. Giving. 1. Patronage. 1. New Markets. 1. Impact. 1. Agility. 1. Authentic Experiences 1. Creativity.
2. Engagement. 2. Market Leaders. 2. Training. 2. Beauty. 2. Dependability. that Educate & Inspire. 2. Artistic Excellence.
3.CSR. 3. Owership. 3. People Growth. 3. Creativity. 3. Innovation. 2. Cultural Relevance 3. Quality.
4. Patronage. 4. Professionalism. 4. Acquisitions. 4. Cultural Relevance. 4. Problem Solving. - Preserving culture.
5. Collaborations. 5. Boldness. 5. Innovations. 5. Empowerment. 5. Resilience. - Exporting culture.
6. Customer Feedback. 6. Empowrment. 6.R&D. 6. Trust. - Inclusion (all variety
7. Diversification. 7. New Strategic Partnership 7. Network & Collaboration. of sub cultures and
andJV’s. islamic culture).
8.1P%.

9. Market Share Acquisition.
10. Sustainability.

11
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The Character

710% 30%

Rule Maker The Comprehensive

Key word: Key word:
Leadership - Vision - Mastery - Influence Reliability - Validation - Wisdom - Impact
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Brand World

Brand World

The connection between time and space
shapes our unique brand world. In branding,
the possibilities are endless. We can immerse
ourselves in a specific city and era, or transcend
physical boundaries to exist entirely in a digital
space, creating experiences that adapt to
modern needs.

e Natural.
* Human.
e Landscape.

Ecosystem

This connection forms the foundation of a
system that governs how elements like icons,
logos, typography, and branding components
interact. It ensures cohesion, aligning with the
brand’s identity while allowing flexibility across
different mediums and platforms.

e (Cultural and Creative.
¢ FElements.

Style
Our design style adds a distinct layer of uniqueness. Brand World
While some elements may resemble others, our
approach - through creative details and execution
- sets us apart. This ensures that even familiar
components feel fresh and original, reflecting the
brand’s individuality.

* Geometric Shape.
* Solid.

* FEdgy.

* Straight Cut.

* Bold.

* 3D.

* Metal.

Hero

The hero element replaces the traditional logo.
offering flexibility and dynamism. Unlike a formal
logo, it can evolve, change colors, and be manipulated
playfully. It adapts to different spaces and platforms,
and can even be personified. Much like a mascot or
emblem, it connects with audiences on an emotional
level, providing both versatility and charm.

¢ Visual: Realistic Photos.

13
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Cultural Assets

INSPIRATION

N
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SPECIAL by AUTHENTICITY
INVITATION [
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Look & Feel

e AUTHENTICITY

e Cultural relevance.
* Preserving culture.

e Exporting culture.
* Inclusion.

INSPIRATION
* Impact.
* Beauty.

* Creativity.
e Cultural relevance.
* Empowerment.

16
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Image Categories
& Visual Expression

Landscapes Cutout Object Close-Ups

Expansive, wide-angle compositions that A singular, central object isolated from its Detailed imagery that captures the textures,
highlight openness and scale. These scenes often surroundings to create visual focus. Its form-be it patterns, and subtle movements of natural forms.
feature vast skies and natural elements such a natural element like a stone or tree, or a more Whether it's the rhythmic motion of water or the

as sand, sea, or mountains, evoking a profound conceptual, futuristic shape such as a circle-asserts fine grain of an organic surface, these close-ups
connection to the environment. They convey significance through scale and placement. The abstract nature into visual poetry. They offer a more
a sense of freedom, discovery, and boundless cutout object acts as a visual anchor, symbolising intimate, tactile perspective, encouraging deeper
potential- where the horizon extends infinitely presence, purpose & the monumental within a emotional resonance and sensory connection.

and the viewer is invited to explore. broader narrative.

17
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Cultural Assets
Key Visual Elements

A Human Figure

A subtle human presence is integrated into the vastness of the surrounding
landscape, deliberately scaled down to accentuate the grandeur of the
environment. The figure’s features remain intentionally vague, blending
seamlessly with the scene rather than standing out. This faceless, undefined
character functions as a narrative device- introducing scale, depth, and
human connection, while leaving room for personal interpretation. The
anonymity of the figure invites viewers to project themselves into the scene,
fostering emotional engagement and a sense of introspection.

A Focal Structure

A striking visual element designed to captivate attention and provoke
curiosity. This structure may represent advanced or futuristic technology,
emit radiant light, or serve as a symbolic object within the composition.
Whether architectural, abstract, or emblematic, it acts as a focal point-
adding intrigue, contrast, and meaning to the scene. Its presence suggests
a narrative beyond the natural setting, hinting at themes of innovation,
discovery, or a deeper conceptual layer.

18
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Tone of
Communication

The tone of communication is rooted in formality, clarity, and confidence.
It adopts a third-person perspective and consistently employs the present
tense, reflecting a sense of immediacy and relevance. Sentences are concise
and purpose-driven, structured in a direct, factual style that conveys
authority, credibility, and control. This approach ensures the message is
both impactful and easily understood.

Ambition is conveyed not through grandiose language, but through
action—demonstrated by statements of support, empowerment, and
purposeful achievement. When engaging with audiences in videos or
directly, the voice shifts to a first-person plural, using expressions such
as «we do», «we achieve,», and «we accomplish,» emphasizing collective
strength and a commitment to making an impact.

The Group communicates from a position of leadership, experience, and
insight. Its voice reflects a seasoned perspective that is both strategic

and grounded. While formal and authoritative, the tone remains human,
approachable, and dignified- striking a balance between professionalism
and relatability. It embodies the identity of a distinguished and trusted
leader, using language that carries the weight of expertise and the warmth
of purpose.

19
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Logo Clear
Space Guidelines

'To maintain the integrity, visibility, and visual impact of the Cultural Assets
Group logo, it is essential to observe a minimum clear space around the
logo in all applications. This designated area ensures the logo remains

free from visual interference, such as surrounding text, imagery, or other
graphic elements. The clear space serves as a protective buffer, preserving
the logo’s legibility and reinforcing brand consistency across all platforms.
No design elements should encroach upon this designated space. The
minimum required clear space is defined by the height of the capital “C” in
the word Cultural. This measurement (denoted as C) is doubled to establish
a consistent margin of 2C on all sides of the logo. Adhering to this guideline
ensures the logo is presented with clarity, authority, and professionalism,
reinforcing the brand’s presence in every context.

21
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Minimum [L.ogo
Size Guidelines

a=6la Ul Jo AU

a=elailJo Bl

Cultural Assets Cultural Assets

oo | e |
125 px 25 mm

Online Offline

The wordmark is adaptable in size, but for extremely small applications,
legibility must always be ensured. To maintain clarity and visual integrity,
the minimum width of the wordmark should not be less than 125 pixels.
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[Logo Usage
& Cooperation
(Guideline

In collaborative communications, the placement and
prominence of logos are pivotal in conveying the nature of the
partnership and maintaining brand integrity.

Digital Presentations

The positioning of the Group logo, along with the logos of the
participating companies, shall be aligned with the scope of
their respective functional responsibilities within the project.

External Partnerships

When collaborating with external partners, the Group logo
should be prominently displayed, reflecting their significant
role in the partnership. Both logos must be aligned at an equal
visual level, as illustrated in the provided examples.

This approach ensures clarity in the partnership’s
representation and is respectful of the Partners identity as
well, and upholds the visual hierarchy.

Co-Branding with External Partners - English Appearing

a=gla Uldg il ‘ II |’E || 4 8L s ¢ 1850
g Ministry of Culture

Cultural Assets

Co-Branding with External Partners - Arabic Appearing

lI |@ || iola gl | Azl el

Ministry of Culture Cultural Assets

23
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[Logo Usage
& Cooperation
(Guideline

Co-Branding with External Partners and English Appearing
Internal Collaborations

L8 a t syl
Ministry of Culture

azglaslis.all |

Cultural Assets

ol

The placement and visibility of the Group
logo are determined by the scale of their
contributions to the project, as well as the

entities/subsidiary logos. Both the partner’s @Lﬁ.\]l J _3.42)1” ll Ir’a l cl_qLo_*_l i 6yl39
logo and the primary logo should be positioned Cultural Assets ﬂ Ministry of Culture

at an equal visual level alongside the logos
of the companies, as demonstrated in the
provided examples. This approach ensures
the partnership is clearly represented while
maintaining a consistent visual hierarchy. l I

Arabic Appearing

TR st | assadidesi

Ministry of Culture Cultural Assets

|§E L 8La ¢ 18y a=ela il Jo Bl

Ministry of Culture Cultural Assets
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- | [ e DGR s | aseadidsan

Cultural Assets Ministry of Culture Ministry of Culture Cultural Assets

azglasllJosbll . ‘ Il HFE ”l [N II ”Fﬂ l‘ I asLa i il e azglasliJgall
Cultural Assets [ Ministry of Culture. L Ministry of Culture Cultural Assets
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[Logo Usage
& Cooperation
(Guideline

Internal Collaborations:

In internal collaborations within the Cultural Assets Group,
such as with Knowliom, the Group logo should maintain

a dominant presence. This ensures consistency in brand
representation and reinforces the brand’s identity across
various initiatives.

These guidelines are not rigid rules but serve as flexible
frameworks to support visual hierarchy, enhance readability,
and ensure cohesive brand representation. By adhering

to these principles, designs can effectively convey the
collaborative nature of partnerships while preserving the
distinct identities of each brand involved.

English Appearing

. azela il oAl
kﬂOLUIIOm Cultural Af;fts

Arabic Appearing

az8la JlJga .
Cuitural A-s?::ts |(n0wllom
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[Logo Usage
& Cooperation
(Guideline

Acquired Companies

When collaborating with an acquired company, the Group logo must be
prominently placed on the right-hand side, while the acquired company’s
logo should appear on the left-hand side at an equal visual level, as
illustrated in the provided examples.

This arrangement ensures that the primary identity is clearly highlighted,
while maintaining a balanced representation of the partnership.

Alllogos should be displayed with consistent sizing and spacing to
preserve visual harmony and hierarchy across all materials.

a=ela il Jo Bl

Cultural Assets
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[Logo Usage
& Cooperation e
(Guideline

Appearing as Sponsor

The Group logo must be prominently displayed on the right-hand side, and
the external partners company’s logo, together with the event logo, should
appear on the left-hand side, separated by a thin line, aligned visually at the
same level, as illustrated in the provided examples.
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Wrong
Logo Usage

a_dla il Jounll
Cultural Assets

Sl LS e sim g 4L
Removing any part from the wordmark structure

&f,é\.éi\\d}—é'—“
cultural Assets

sl=adtddb)
Rotating the wordmark

e=88 | Je sl

<&

Cultural Assets
bghs Jsleidl Lgs

Turning wordmark into strokes

ol A8 alasid
Using any color

a=6la il Jo A1

Cultural Assets

Sl dslal
Adding effects

azgla il dg Bl

Cultural Assets

sl=id! AL.&.:T s
Changing wordmark proportions
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English Typeface
HT Moshreq Pro

The selected typeface for the brand is HT Moshreq Pro. This

modern, bold, and sleek sans-serif font embodies dynamism and

a contemporary aesthetic. With its clean lines and highly legible
letterforms, H1' Moshreq Pro ensures clarity and readability across a
variety of applications. The typeface strikes an ideal balance between
sophistication and approachability, perfectly reflecting the brand’s
commitment to providing a modern, polished, and user-friendly
experience.

HT Moshreq Pro Thin
ABCDEFGHIJKLMNOPQRSTUVWXY 7

abcdefghijklmnopqgrstuvwxyz
)& W%SH@ 1234567890

HT Moshreq Pro Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

)& %SH#@!1234567890

HT Moshreq Pro Heavy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
-+)(*&*%S#@!'1234567890

31
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Arabic Typelace
HT Moshreq Pro

'The Arabic typeface used is HT' Moshreq Pro, the same as the
English version. This font embodies clarity and modernity,
featuring a comprehensive set of punctuation marks to
provide full linguistic support. With its clean and professional
design, HT Moshreq Pro reflects a contemporary aesthetic,

ensuring consistency and sophistication across all written 8& ) HT MOShl’eq Pro

communications. nggueddj@&Eabbuouoww))ggaaauuuf
AYYEOTVAN l@#S % &*)(+-

S3le HT Moshreq Pro

S320pJU38Ee bbb pewuwiydsgrzaaal
AYVECTVAR 1@#S% &) (+-

Jeuils HT Moshreq Pro

59.&gaddgd&&bb&@@w”éécczuuut
AYYESTVAY T@# S %" &*)(+-

32
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Typography
Hierarchy
English

The brand’s typographic hierarchy is thoughtfully
structured to ensure clarity, consistency, and effective
visual communication across all materials. Headings utilise
the Black weight of HT Moshreq Pro to command attention
and establish tone. Subheadings follow with a slightly
lighter weight, enhancing readability while maintaining
prominence. Body copy is set in the Regular weight,
offering a clean, comfortable reading experience that
supports clear messaging and brand cohesion.

UPPLER CASE
HEADLINLE

Secondary headline in
sentence case

Body text is set ranged left whenever possible to
maximize legibility. It is set in colored solid black
on white or light backgrounds. On black or

darbackgrounds body text can be colored white.

® Header
HT Moshreq Pro - Heavy
Text size: 60pt

® Sub Header
HT Moshreq Pro - Bold
Text size: 50pt

® Body Text
HT Moshreq Pro - Regular
Text size: 13pt

33
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Typography
Hierarchy
Arabic

The Arabic typographic hierarchy is thoughtfully
structured to ensure clarity, coherence, and strong
visual communication across all brand materials.
Headings employ the Black weight of HT Moshreq Pro
Arabic to establish emphasis and set a confident tone.
Subheadings use a moderately lighter weight to support
readability while maintaining a clear distinction. Body
text is set in the Regular weight, offering an effortless
and comfortable reading experience, particularly suited
for extended content and everyday communication.

sl gt
S g

oSl LalS sl 83053 ) )l L
HT Moshreq Pro las ¢lldq

o Header

HT Moshreq Pro - Heavy
Text size: 60pt

o Sub Header
HT Moshreq Pro - Bold
Text size: S0pt

o Body Text

HT Moshreq Pro - Regular
Text size: 13pt

34
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Primary
Colors

The Group’s brand is anchored in a monochromatic
palette, employing black and white as the primary
colours. This deliberate choice underscores a
commitment to timeless elegance and clarity,
ensuring the brand'’s visual identity remains both
distinctive and enduring.

R= 255
G=255
B= 255 2 010101010]0)

Cc=0
M=0 R=1255
Y=0 G=255
White K=0 B= 1255 #FFFFFP

36
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Secondary
Colors

Inspiration Authenticity

#3T1F58 #A3T957

Wisdom Culture

for communications use only
The color tones used in motion graphic only.

#FAFSEE #A3T957

37
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Primary Color
Ratio

'To maintain the integrity of the Culture Assets visual
identity, the primary color palette must dominate all visual
communications. While the palette offers flexibility, its
application requires intentional balance and restraint.

When layering colors, apply the following maximum ratios to
ensure visual consistency:

* White on Black: White should not exceed 10% of the
composition; Black should occupy the remaining 90%.

* Black on White: Black should not exceed 10% of the
composition; White should occupy the remaining 90%.

These ratios are not intended as strict mathematical rules but
serve as directional guidance. They support visual hierarchy,
enhance readability, and ensure that layouts maintain brand
coherence when evaluated using a squint test.

a=8la il Jo 51

Cultural Assets

Jsedl o5 Jo¥ et

azélasllJo sl

Cultural Assets

Jsdl o5 Lol et
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Secondary Color
Ratio

The robust color palette of the Group offers diverse design possibilities.
'To maintain the brand’s sophisticated visual identity, it's essential to
apply these colours thoughtfully. In practice, light beige serves as a
unifying element, covering approximately 40% of the background area
across designs. This is complemented by the secondary colors: dark
green, purple, and brown, which collectively occupy the remaining 60%.
These proportions extend to textual elements, ensuring consistency
and cohesion throughout the brand’s visual communications. These
ratios are not rigid mathematical rules but serve as flexible guidelines to
support visual hierarchy and enhance readability. By adhering to these
proportions, designs can effectively pass the “squint test”, a technique
used to assess the prominence and balance of visual elements by
simulating blurred vision.

40%

40%

aza w“’La_:cJIgJ“iJI

Cultural Assets
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Secondary Color
Ratio

The Group color palette offers a versatile range of design
possibilities. To maintain the brand’s sophisticated visual
identity, it's essential to apply these colours thoughtfully.
In practice, light beige serves as a unifying element,
covering approximately 60% of the background area
across designs. This is complemented by the secondary
colours—dark green, purple, and brown—which
collectively occupy the remaining 40%. These proportions
extend to textual elements, ensuring consistency and
cohesion throughout the brand’s visual communications.
These ratios are not rigid mathematical rules but serve as
flexible guidelines to support visual hierarchy and enhance
readability. By adhering to these proportions, designs

can effectively pass the “squint test,” a technique used to
assess the prominence and balance of visual elements by
simulating blurred vision.

This approach ensures that the brand’s visual identity
remains both distinctive and enduring, allowing for
creative flexibility while upholding the core principles of
clarity and elegance.

40% 60%

J}c;ﬂ‘géuuc;ﬁ‘w#

60% 60% 60%

¥
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Logo
Placement
Videos

80px

1920x1080r«

80px [

a=elaill ol

Cultural Assets

80px

80rx

80px

On. [ azglailldenl

Cultural Assets

1080x1920-«
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Logo
Placement
OutDoor

When working with outdoor and advertising
billboards, it is important to consider the size of the
design when choosing one of the two guidelines to
extract the margins for determining the logo size.

If the design is closer to a square shape in terms of
width and height, the A ratio should be used. If the
dimensions are closer to a rectangle, the B ratio
should be used. It is essential not to deviate from
these ratios.

A=(Wx0.07)
B=(Wx0.1)
B=(Wx0.1)

36cm [ @Lé—t‘” LJ_S-Q&B

Cultural Assets

400cmx300cm

36cm

Step 1 - Create the margin
The margin is created using the
width of the format.

For example:

(400cmX300cm) use 400cm
multiplied by 9% to create the
margin.

400cmx0.09=36cm

Step 2 — use the result of the
margen to make the hight of
the logo

10cm
10cm [ @L&-ﬂl L.J_g.aéﬂj;

Cultural Assets

100cmx200cm
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Logo
Placement
Stationary

a=lazlJo Bl

Cultural Assets

147mm

147mm

147mm 147mm
147mm 147mm
S Al S
z !
147mm (L,}QI.D.&JIL.AQ_AQJ
Cultural Assets
Tmm
x15

a=elaill o Al

Cultural Assets

The standard Lorem Ipsum passage. used since the 1500s
"Lorem ipsum dolor sit amet, nsectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore
et dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut
aliquip ex ea commodo consequat. Duls aute irure dolor in reprehenderit in voluptate velit esse
cillum dolore eu fugiat nulla pariatur. Excepteur sint occaccat cupidatat non proident. sunt in culpa
qui officia deserunt mollit anim id est laborum.”

Section 1.10.1

2 of "de Finibus Bonorum et Malorum", written by Cicero in 45 BC

sit voluptatem accusantium doloremque
laudantium, totam rem aperiam, eaque ipsa quae ab illo inventore veritatis et quasi architecto beatae
vitae dicta sunt explicabo. Nemo enim ipsam voluptatem quia voluptas sit aspernatur aut odit aut
fugit, sed quia gnl dolores eos qui ratione inesciunt. Negue porro
quisquam est, qui dolorem ipsum quia dolor sit amet. consectetur, adipisci velit, sed quia non
numquam eius modi tempora incidunt ut labore et dolore magnam aliquam quaerat voluptatem. Ut
enim ad minima veniam, quis nostrum exercitationem ullam corporis suscipit laboriosam, nisi ut
aliquid ex ea commaodi consequatur? Quis autem vel eum iure reprehenderit qui in ea voluptate velit
esse quam nihil molestiae consequatur. vel fllum qui dolorem eum fuglat quo voluptas nulla
pariatur?"

1914 translation by H. Rackham
"But I must explain to you how all this mistaken idea of denouncing pleasure and praising pain was
born and I will give you a complete account of the system. and expound the actual teachings of the
great explorer of the truth. the master-builder of human happiness. No one rejects. dislikes. or avoids
pleasure itself, because it s pleasure, but because those who do not know how to pursue pleasure
rationally encounter consequences that are extremely painful. Nor again s there anyone who loves
or pursues or desires to obtain pain of itself, because it Is pain. but because occasionally
circumstances occur in which toil and pain can procure him some great pleasure. To take a trivial
example, which of us ever undertakes laborious physical exercise. except to obtain some advantage
from it? But who has any right to find fault with a man who chooses to enjoy a pleasure that has no
annoying consequences, or one who avoids a pain that produces no resultant pleasure?"

Section 11033 of "de Finibus Bonorum et Malorum", written by Cicero in 45 BC
"At vero eos et accusamus et iusto odio dignissimos ducimus qui blanditiis i

deleniti atque corrupti quos dolores et quas molestias excepturi sint occaecati cupiditate non
provident. similique sunt in culpa qui officia deserunt mollitia animi, id est laborum et dolorum fuga.
Et harum quidem rerum facilis est et expedita distinctio. Nam libero tempore, cum soluta nobis est
eligendi optio cumque nihil impedit quo minus id quod maxime placeat facere possimus. omnis
voluptas assumenda est.."

R 1010916481 Addres:
A1 Nihammadiah District

Step 1- Create the margin

'The margin is created using the
width of the format. For example:
A4 Paper (210mm x 297mm) uses
210mm multiplied by 7% to create
the margin.

210mm x 0.07 = 14.7mm

Step 2 - Use the result of the margin
to make the height of the logo.

Step 3.1 Multiply the margin by 2 in
the height & by 1.5 in width.

Step 3.2 Multiply the margin by 1.5
from bottom.

Final Layout

44



Cultural Assets | Guideline

Brand
Stationery




Guideli
uideline | Brand Stationery

LetterHead
continuation sheet

Oﬂli.ne Offical Use
Stationery Forms

slaall Jo2Ul

aze
cultuy

ral Assets

il
e ol il

p Al

kT il
prunc i
e A (AR el

g ety
_s_|.1.1.11'|11-|i|n v
A ks anilh
| Ea iy
‘n_-nl.lu.l1-l:u"|.|m

alair b pugirs VTE
a L-l_qﬂr.i.-.u'l. 1

|13 Ll

youm € aqalisruam’s wriiien
=1l ~.|-;Ln1|1.|'|~ i

paki® L
il

il
T L
1ty lp".tlﬂ ‘.u'1l.l'|1t.-d_t
(ot S gl waLEh Y
i i sl skt 1 |
Lot bl 24 iy
RTELRIE bl

i (s T

Lt ol Bl 's

A R
ol ey areTy
il lalgxrerT

gy e 5 (gl U1

'I,h‘-h‘-'l.n'll

e TN
Lk l|I'|'-

AT T

ST LS

e L

ok gL ]
o AT Lty

- s £




Guideline | Brand Stationery

A5 Envelop

Offline Offical Use
Stationery Forms




e | Brand Stationery

A4 Envelop

Offline Offical Use >
Stationery Forms




Guideline | Brand Stationery g

T —

Offline Offical Use
Stationery Forms



Guideline | Brand Stationery

DL Envelops

Offline Offical Use
Stationery Forms

a*-i-_\‘?ﬂ.ﬁ.ﬂ'h_}_g_n& il
Cultural Assaets

50



Guideline | Brand Stationery

Tent card
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Offline Offical Use
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Gift Box Kit

Offline Offical Use
Internal Use
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Announcement Form

Offline Offical Use
Internal Use
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Calendar
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Presentation Template

Online offical use

Lorem
Ipsum

Lorem
Ipsum

Non
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Agreement

First
Presentalion
Divider
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Backdrop

Offline offical use
Outdoor materials
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