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Our logo is the combination of our Brandmark and our dual language
descriptor, connected by a 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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Minimum size

When implementing a logo under 50px in digital, or 14mm in print, the smaller size version
should e used. Small logo sizes should e applied at a minimum of 25px in digital and
6MmMm in print.
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L Sl o _ S . To maintain brand recognition and consistency in our communications, our l0go
ot rotcns te oo Do e v e o resetion g banotcnons Must remain unchanged. This page provides examples of improper logo usage.

Please ensure you follow the guidelines outlined in this document.
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Do not use transparency with the logo Do not add drop shadows or any effects 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)

Ml 289.05
Logo positioning
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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,

such as on stationery. and other digital communications. banners, or video idents), it should be centered vertically and horizontally.
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AWOQAF AWAAF

The preferred placement for our logo is in the lower section of communication.
This allows the logo to become a universal grounding "signature" that appears
consistently across media. Placing the logo in the lower right corner is preferred.
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GENERAL AUTHORITY FOR AWQAF
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Single colour logo
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BLACK-WHITE LOGO

The black-white version is the
tertiary logo. It is used only
when colored reproduction is
not possible or the design
reguests a monochromatic
|0gO. (engraving, stamp, etc.).
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NEGATIVE

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

Logo hierarchy
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POSITIVE

The Primary logo used the
full-color logo on white and
ight backgrounds and s
recommended to use when
the reproduction technique
doesn't allow the usage of the
orimary logo.
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Clearance

Minimum size

Regular: 50px / 14mm
Small size: 25px / 6mm
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BLACK-WHITE LOGO

The black-white version is the
tertiary logo. It is used only
when colored reproduction is
not possible or the design
reguests a monochromatic
|0gO. (engraving, stamyp, etc.).
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NEGATIVE

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

The Primary logo used the
full-color logo on white and
ight backgrounds and s
recommended to use when
the reproduction technique
doesn't allow the usage of the
orimary 10go.
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Our logo
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GREDIANT .
Primary Colours
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AWQAF
e Our brand colours fully represent the logic and vision behind our entire
PRINT brand. This page out- lines the hierarchy in which these colours are used.
89'35'65'19 N Follow this document to determine the best practice in the use of colour
SCREEN SCREEN iNn the brand.
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10%

PRINT
CMYK 3.21.39.0

SCREEN

RGB 244.203.159
HEX FACB9F

5%
PRINT PRINT PRINT
CMYK 90.42.59.25 CMYK

59.0.36.0 CMYK 94.58.54.40

SCREEN SCREEN SCREEN

RGB 0.97.94 RGB 85.206.186 RGB 0.69.78
HEX 00615E HEX 55CEBA HEX 00454E

10% 20%

SLSoi

Sl SLégi

SLbol
PRINT PRINT PRINT
CMYK 3.0.1.0 CMYK 14.0.8.0 CMYK 84.24.55.5
SCREEN SCREEN SCREEN
RGB 244.249.249 RGB 215.242.236 RGB 183.228.63
HEX F8FBFB HEX E2F2EE HEX 148881

Graident Bckground

Color
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Secondary & Highlight Colours
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Our brand colours fully represent the logic and vision behind our entire brand.
This page out- lines 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 Welb 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. Applications 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 Ping AR + LT

.B.C.D.E.F.G.H.l.J.K.L.M NS BT NN T I = PG ey
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@XTRALIGH@C LIGHT )CREGULAR)C MEDIUM) BOLD EXTRALIGHT LIGHT \ REGULAR J< MEDIUM)C BOLD >
< HEAVY >< BLACK > HEAVY m
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Graphics &Composition
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Our typeface
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Graphics & Composition

Title

Ping AR + Bold

At least 4x Body size
110% Leading

0 Tracking

| bl ok
Arabic type hierarchy
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dpgall dyjell aslonll § Slog3l elhdy (ooail) gy Crow) doudlg drlyinbg <)ol always feel human and not alienate people from the message through language.

Pl e glbdl) doloiwdl (@183 (§ o d Jeoy Lo divadig opghig dedhi le boldlg . . . . . .
Ensure a clear hierarchy of information is defined to help the reader navigate

pages. To achieve this we only use a limited numlber of styles and sizes. Titles can

& )luicl duosun 01 dole diugS WBoll dolell dtugll Cuwbi claiz¥l JOKilg ducloizlg diobaidyl dyoiill § BlogHl jou) [}je

C.c’pti°"+ . dp el dslownll § W83l glhd) Bogill lgd b Ciouw)y dously Aol ywbg elyjoll Gudoro (uiip budyig (§)loRle Jledl JUdiwl gioss H .

s sy e o)l i elbsl doloiwdl Guind § 9o &) Jam Lo diselig oobig dowhii e Bolog digenl e O||gﬂed to the g ht Ol’ﬂy.
140% Leading : :

0 Tracking
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Title ‘ M 3 = Y
Ping AR + Bold G

At least 4x Body size ®

110% Leading ' oo [ 1 J [ <4

0 Tracking

English type hierarchy
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Subheading

Enhancing the role of endorsements in economic, social development, and social solidar-

o i ity. The General Authority of Awqgaf is a legal person with financial and administrative
0% eading independence, linked to the Prime Minister. With a clear strategy that charts its way to ad- . . . . . .
vance the Awgaf sector in Saudi Arabia and to maintain its organization, growth, and de- Our typography style is confident while accessible, our communications must always feel human

velopment, it plays a role in the sustainability of the non-profit sector..

and not alienate people from the message through laonguage. Ensure a clear hierarchy of
iInformation is defined to help the reader navigate pages. To achieve this we only use a limited

Enhancing the role of endorsements in economic, social development, and social solidarity. The General Authori-

Caption ty of Awqafis a legal person with financial and administrative independence, linked to the Prime Minister. With a 1 1 1 1
:;’lf::;LsTiight clear strategy that charts its way to advance the Awqgaf sector in Saudi Arabia and to maintain its organization, num be r Of Styl esd nd SIZes. Tltl es can be G | lg N ed to th eri g ht on Iy
0% Leqyding growth, and development, it plays a role in the sustainability of the non-profit sector..

0 Tracking
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Patterns are a recurrent part of nature and have inspired designers for
centuries to create discern- ible regularities in the world of manmade
design. The elements of a pattern repeat in a predict- able manner,
especially in a geometric patternwhich typically repeats itself like
wallpaper. The line weight pattern of each pattern has been set to 0./5pt
For some applications, this may need to be adjusted.
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Pattern on Photo
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Element style
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Square with Opposite Rounded Corners

The shape pattern used in the visual identity is based on a simple and
elegant geometric composition, represented by a square with opposite
rounded corners. This gives it a balanced visual character inspired by the
l0go and the overall design style.
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******************* .
‘ alagl \
‘ awqaf_ksa | awqgaf.gov.sa AWQ A F
|
\ |
L — * dS ylinall b yl=ull doMll
‘ wqgaf_ksa | awqgaf.gov.sa ﬁavmvm%éuj ‘ oo g
‘ . °
+ + Co-branding
o T
| uldagl | Ohledd! 2o Ol (o 38U .yl doMell digd)l ¢lo5)l cani (e Olyle sl o dslwedl J&i Sl iy
‘ awgaf_ksa | awgaf.gov.sa Ala\{\ul([]déugI ) . ) . ) . £ . ) c
\ e | OloliyPl 0do paiwl.b oy 655 10i0g oedl lguas 2o duwlide lgilg Uyle b (1o %20 wdis o0l
\ | chadl wloliay] 2o wiz d] W
uldg |
‘ awqaf_ksa | awqaf.gov.sa ém\{\ulm%%
| | The space between the logos should not e less than half the height of the lbrand
| | mark. Make sure all logos are %20 smaller than our logo and are proportional to each
R T — other and are visually cen- tered. Use these guidelines along with the partner
‘ o g o £ . .
ulagl | guidelines.
‘ awqaf_ksa | awgaf.gov.sa } } AWQ A F
|
|
|
|
‘ awqgaf_ksa | awqaf.gov.sa ‘
|
|
| N
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