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Brand Identity Guidelines e Logo Usage

Intersection/
Interconnection

Roads/Journeys

Symbol

Inspired by the unique shape of wheel tire, and its
rotation that indicates constant movement.

Our symbol is a composition of many curves coming out together and forming a
star in the middle, which reflects the intersection of many roads, and therefore the
interconnection of different journeys.
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Logotype Emblem

Logo

Made out of a combination of the logotype and
the symbol, where the symbol is a composition of
interconnected journeys.

Through its intertwined bold curved lines, the logotype for Saptco logo, projects the
journey of every traveler, every day, and every moment of their life.
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Minimum clear space

Always maintain the minimum clear space around the
logo to preserve its integrity

To maintain visual clarity and to provide maximum impact, the logo must never appear to
be crowded by copy, photographs, or graphic elements.

The minimum clear space must never differ proportionally from the diagram demonstrated
on this page.

The minimum clear space around the logo equals "€®" shape size in the emblem.
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Logo positions

On any given format—Iandscape or vertical, the preferred placements for the logo are the
right and middle positions of that space. We avoid having the logo in areas not specified
in the reference.
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Zaitage Zpibusle
I | I |
Width minimum Width minimum
size 1.5cm for print size 56.693px for
digital

Minimum logo size

To protect the legibility and impact,

The logo must never be reproduced in a size smaller than the one shown on this page.
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On social media platforms such as;
Facebook, Instagram, Twitter, or app
buttons we use our Favicon for more
recognition and smart usage of limited
space. Always allow for enough clear space
around the Favicon to ensure clear legibility.

Favicon soo

|§? https://www.saptco.com.sa

¢ | [BXg

ol

It is very important that our logo is always used in conjunction with the full brand
marque.

However, there are times when due to size restrictions, usage of the full brand - O - O /
marque is not possible.

In these cases, we can use the Favicon in isolation. . i
The examples illustrated on this page show how the the Favicon is used in Our Favicon can be used next to the URL the Favicon can be used as a graphical
isolation and with Saptco brand marque. address. representation of our brand marque.

On our app'’s welcome page,
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Don't create a logo lockup
with text

Don't stretch the logo

Don’t rotate the logo

SAPTCO
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Don't rearrange
the logo elements

Don’t change the proportions
between the symbol and
logotype
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Don’t add a drop
shadow to the logo

Don’t create a pattern
with the logo

Don't outline the logo

Incorrect logo usage

Manipulation of the logo is not permitted in any way,

shape, or form.

To maintain the integrity of the logo, and to promote the consistency of the brand,
it is important to use the logo as described in these guidelines.
The examples shown here illustrate possible misuses of the logo to be avoided.
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Gold

8 8385C - 8385U

C32.M48.Y93.K11
R165.G 124 .B 53
#a57¢35

10

20

30

Primary color chart

Gold is our primary color.

Pantone 8385C/U is our primary color.
This color is utilized in our corporate identity and stationery.
The gold is dominant is our communication forms, events, print, and digital executions.

Background color

For the background, avoid using
pure white, use 12% tint of our
primary gold color 8385 C/U.

12
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Silver
8 404C - 404U

C52.M49.Y56.K18
R118.G 110.B 100

#766e64

10

20

30

Secondary color chart

Silver are our secondary colors.

Pantone 404C/U are our secondary colors.
The silver is the color that writes our body copy over white.

13
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Red Green Blue
8 173C- 173U 8 5545C - 5545U 653C - 653U
C12.M87.Y100.K2 C75.M41.Y63.K24 C87.M64.Y18.K3
R211.G71.B39 R65.G 105.B 91 R51.G97.B 149
#d34727 #41695b #336195
10 10
20 20

30

Te rtiary colors e

C72.M65.Y64.K72
R34.G35.B35

charts

Red, Green, Blue, and Black.

Our color palette is rich in Tertiary colors, that help the brand communicating its value,
products, services, sub-brands, annual events, and any other form of communication
besides, corporate campaigns.
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White
Background
-
ca
Pantone 8385 C/U CMYK
Picture
Black
Background

Colored logo
variations S

Pantone
Logo over white or black background keeps its 10122 C/U

original colors

The logo stays as it is over white or light background. @.

There is no possibility to change the logo color in this case. SAP 1

Logo turns white over gold background

[ Y/ \

Both symbol and logotype turn white and the emblem loses its 3D aspect to become flat _
when the logo is put in its negative version. White
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Monochrome
variations

The logo with neutral colors

The monochrome variations of the logo are silver (404C/U) or PANTONE Neutral Black
C/N for both emblem and logotype, or the negative variations of the same monochrome
logos.
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When the background is very dark and the
background is plain black the preferable usage
of the logo is in its original colors. If not it's
better to use the white logo.

Logo over an image

Similar to logo variations over solid colors!

- Over a bright image (case a), the logo stays as it is.
There is no need to change the logo color in this case.
- Over a dark image (case b), the logo can be used in both negative and positive versions.
- Over a colored image (case c), the logo turns white.
- It's impossible to use the logo over a cluttered photo in any color variation (case d).
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Don’t mix colors from the

Don’t use non-approved colors
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Don't add reflections or any
other graphic filters to the
logo

Don't place the colored
logo on other colors from
the palette

DON'T change the symbol
color

Don't create a gradient logo

Don't place the logo
without sufficient contrast

'¢a7A

Don't place the logo on a
cluttered background

Incorrect color usage

Manipulation of the logo color is not permitted!

To maintain the integrity of the logo, and to promote the consistency of the brand,
it is important to use the logo as described in these guidelines.
The examples shown here illustrate possible misuses of the logo to be avoided.
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Don't use the old logos
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Lorem ipsum
dolor
sit amet

consectetuer adipiscing elit,
sed diam nonummy nibh
euismod tincidunt ut laoreet
dolore magna aliquam erat
volutpat.

Lorem ipsum dolor
sit amet

consectetuer adipiscing elit, sed diam nonummy
nibh euismod tincidunt ut laoreet dolore magna
aliquam erat volutpat. saptco.com.sa

saptco.com.sa

Simple boxes, that
define a simple

character

It's a matter of color, grid, and layout!

Our graphical elements are geometrical and rectangular. These basic shapes will be
defining our corporate icons, print, and digital communication platforms and will be
present in every branding exercise.

The boxes alone are not enough, it's always a combination of many elements (imagery,
typography, colors, icons..) which form the full image.
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Case 1:

-Primary color (Gold):

Box height = Cell height x number of cells
(Depending on the content)

Box width: Flexible width size
(Depending on the content)

-Secondary colors (Red, Green, Blue):
Box height = Cell height
Box width = Layout margin width

(<]
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]

]
]

]
]
]
]

Case 2:

-Primary color (Gold):

Box height = Cell height x number of cells
(Depending on the usage)

Box width: Flexible width size
(Depending on the content)

-Secondary colors (Red, Green, Blue):

Box height = Cell height x number of cells
(Depending on the usage)

Box width = Layout margin width + 1 Cell width

Graphical elements

creation

The grid is our guide!

Most of our elements will be created based on our grid format.

Since gold is our primary color, it should cover the bigger space of the graphical element,
especially in our corporate communication. The secondary colors cannot be dominant.
Examples of usage and misuses are illustrated in this page.

* To determine your "Cell size", "X unit", "Margin and gutter sizes" please refer
to "Communication panel grid chapter" starting from page 38.

MARGIN

GUTTER

NIDYVIN

J0g00c

MARGIN

Case 3:

-Primary color (Gold):

Box height = Cell height x number of cells
Box width: Flexible width size
(Depending on the content)

-Secondary colors (Red, Green, Blue):

Box height = 1 Cell height

Box width = Layout margin width + (Cell width x
number of cells)

(Depending on the content)

nogogo) ©
IR
10000C

In all cases, the box should follow
the grid.

|

|

©
NN
NN

In all cases, we can extend the
box to reach the gutter, if we
need more space

s
2
o
5]
i
3

LAST ROW

In all cases, avoid exceeding the
last column and the last row of
the same layout

UUUUL
I
OO

|

|

In all cases, secondary color is not
dominant over the gold.

21
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22

Don't use the secondary colors Don't use non approved colors Don't outline the shape

for more than a grid

Don't apply gradient or metallic Don't rotate the shapes into

Don't use drop shadow
effect. oblique angles.

Incorrect graphical
usage

Manipulation of the logo is not permitted in any way,
shape or form.
To maintain the integrity of the logo and to promote the consistency of the brand,

it is important to use the logo as described in these guidelines.
The examples shown here illustrate possible misuses of the logo to be avoided.

Don't manipulate the shape
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Latin & Arabic
typeface

(Creative usage)

Frutiger LT Arabic writes our words

Consistency in the use of typeface plays an important role in reinforcing the corporate
image. Frutiger LT Arabic font is characterized by its modernity and a slight computerized
feel that makes it a very dynamic option for corporate use.

This typeface is the corporate font and must be used across all Saptco corporate and
communication items, whether advertisements, papers, in-house materials, leaflets,
digital, or others.

The typeface contains four weights: light, roman, bold, and black. The choice of which
weight to use should be considered to best suit the text, message and layout.
Skillful combination of these weights can produce interesting designs and layouts.

Frutiger LT Arabic 45 Light
abcdefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Frutiger Frutiger LT 55 Roman
abcdefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Frutiger Frutiger LT 65 Bold
abcdefghijklmnopqgrstuvwxyz
ABCDEFGHIUKLMNOPQRSTUVWXYZ
1234567890

Frutiger Frutiger LT 75 Black
abcdefghijkimnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

24

Frutiger LT Arabic 45 Light

uﬂuLuJJJJi‘-’éaai";lk.—li
s9oveddgagehhbya
1234567890

Frutiger Frutiger LT 55 Roman
uau.uu.uJJ.s.seee-_n_lul
sooveddguéehhoya

1234567890

Frutiger Frutiger LT 65 Bold

UﬂU”U"JJ-‘-‘aaa‘—“—“—'l
g9ovpddggugehbhya
1234567890

Frutlger Frutiger LT 75 Black
uauuuu;j:.seaauuul
ggoupddemeebbua

1234567890
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Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do

eiusmod.

Lorem ipsum is a pseudo-Latin text used
in web design, typography, layout, and
printing in place of English to emphasise
design elements over content. It's also
called placeholder (or filler) text. It's a
convenient tool for mock-ups. It helps to
outline the visual elements of a document
or presentation, eg typography, font, or
layout. Lorem ipsum is mostly a part of
a Latin text by the classical author and
philosopher Cicero. Its words and letters

have been changed by addition or removal,

so to deliberately render its content
nonsensical; it's not genuine, correct, or

Our Font

Text sizes and formats

comprehensible Latin anymore. While
lorem ipsum’s still resembles classical Latin,
it actually has no meaning whatsoever.

As Cicero’s text doesn’t contain the letters
K, W, or Z, alien to latin, these, and others
are often inserted randomly to mimic

the typographic appearence of European
languages, as are digraphs not to be found
in the original.

- The headline text format has to be bold or black, depends of the layouts
and for the body copy, the text could be light or regular.
- Make sure the title is double the size of the text copy.

Example: Headline (20pt), body (10pt)
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Text over white

When writing a headline on a White background, the text should be Gold color
(8385C/U).
When using our typeface as body text, we use it in Silver color (404C/U).
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= English headline:
LOrem Ipsum e Character: Frutiger LT Arabic
H e Format: Black
dOIor Slt ametl e Font size = Font Leading (Ex.20pt)
e Kerning: Metrics
consectetur. Sl
Lorem ipsum i English sub-title:
e Character: Frutiger LT Arabic | Format: bold | Font size = Font Leading = Headline size + body
is a pseudo-Latin text used in web design, A copy size /2 (Ex.15pt) | Kerning: Metrics | Tracking O
typography, layout, and printing in place of
English to emphasise design elements over
content. It's also called placeholder (or filler) English Body copy:
text. It's a convenient tool for mock-ups. e Character: Frutiger LT Arabic

It helps to outline the visual elements of a
document or presentation, eg typography,
and philosopher Cicero. Its words and
letters have been changed by addition

or removal, so to deliberately render its
content nonsensical; it's not genuine,
correct.

e Format: Roman or light

e Font size = Font Leading = Healine font size / 2 (Ex.10pt)
e Kerning: Metrics

e Tracking O

saptco.com.sa e Character: Frutiger LT Arabic

e Format: Bold only

e Font size = Font Leading = Sub-title font size /2 (Ex.15pt/ 2=7.5pt)
e Kerning: Metrics

e Tracking O

I Website handle

English Typeface

Text sizes and formats

*Make sure that the headline and body copy sizes are always
a multiple of 5 (not necessarily for the website), and that the
headline is always a double size of the body copy.

*In case of having a sub-headline, the recommended font size
. should be in the middle of both headline and body copy.
- The headline text format has to be bold or black, depends of the layouts Ex. Headline (20pt), Body copy (10pt), sub-headline (15pt).
and for the body copy the text could be light or regular.
- Make sure having the title double size the text copy.

Example: Headline (20pt), body (10pt)
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English headline:
Character: Frutiger LT Arabic

£
[ ] [ ] °
4080 UM ul e Format: Black
° oo o o ¢ Font size (Ex.20pt)
-)! PJ a-!-.l. ,d—l-l-m-l : Font Leading= Font size +5pt (Ex.25pt)

Kerning: Metrics
Tracking O

Arabic sub-title:
e Character: Frutiger LT Arabic | Format: bold | Font size = Headline size + body copy size /2
A (Ex.15pt) Font Leading = Font size + 5pt | Kerning: Metrics | Tracking O

9 Je Jayeg gual)l
Glseallg dajles .ol lls gualyil Giaaa
Joda go ,apindl jlaag JSd (o -¢°i dac English Body copy:

SR | G ‘oi soi .l J|j9i &30 e Character: Frutiger LT Arabic
Al i : | ._\.JI | il .;lal e Format: Roman or light
tH9J9  uar ifdealllylsidsiyaadisaia] e Font size = Healine font size / 2 (Ex.10pt)
1J418 3o , g1 el callaill dilill ssaug 0l e Font Leading = Font size +5pt = 15pt
- o 15 S EE B v e e Kerning: Metrics
.ol lo caldll Al selinadl .
‘OJ = o S e Tracking O

o dll Guigi ail 30 .Jlocl lgiosa Ju ssi

e Character: Frutiger LT Arabic

e Format: Bold only

e Font size = Subtitle / 2 (Ex.(20pt + 10pt)/2=7.5)

e Font Leading = Font size + 5pt = 7.5pt = 5pt = 12.5pt
e Kerning: Metrics

e Tracking O

saptco.com.sa

I Website handle

Arabic Typeface

Text sizes and formats

*Make sure that the headline and body copy sizes are always
a multiple of 5 (not necessarily for the website), and that the
headline is always double the size of the body copy.

*In the case of having a sub-headline, the recommended font
. size should be in the middle of both headline and body copy.
- The headline text format has to be bold or black, depends of the layouts Ex. Headline (20pt), Body copy (10pt), sub-headline (15pt).
and for the body copy the text could be light or regular.
- Make sure having the title double size the text copy.

Example: Headline (20pt), body (10pt)
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Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do

eiusmod.

Lorem ipsum is a pseudo-Latin text used
in web design, typography, layout, and
printing in place of English to emphasise
design elements over content. It's also
called placeholder (or filler) text. It's a
convenient tool for mock-ups. It helps to
outline the visual elements of a document
or presentation, eg typography, font, or
layout. Lorem ipsum is mostly a part of
a Latin text by the classical author and
philosopher Cicero. Its words and letters

deliberately render its content nonsensical;
it's not genuine, correct, or comprehensible
Latin anymore. While lorem ipsum’s still
resembles classical Latin, it actually has no
meaning whatsoever.

As Cicero’s text doesn’t contain the letters
K, W, or Z, alien to latin, these, and others
are often inserted randomly to mimic

the typographic appearence of European
languages, as are digraphs not to be found
in the original.
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Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do

eiusmod.

Lorem ipsum is a pseudo-Latin text used
in web design, typography, layout, and
printing in place of English to emphasise
design elements over content. It's also
called placeholder (or filler) text. It's a
convenient tool for mock-ups. It helps to
outline the visual elements of a document
or presentation, eg typography, font, or
layout. Lorem ipsum is mostly a part of
a Latin text by the classical author and
philosopher Cicero. Its words and letters

have been changed by addition or removal, SO tO

deliberately render its content nonsensical;
it's not genuine, correct, or comprehensible
Latin anymore. While lorem ipsum’s still
resembles classical Latin, it actually has

no meaning whatsoever.y to mimic the
typographic appearence of European
languages, as are digraphs not to be found
in the original.

have been changed by addition or removal, SO tO

Lorem ipsum dolor sit amet,
consectetur:

| Lorem ipsum is a pseudo-Latif*textused in web design, typography,
\ayout and printing in placp of English to emphasise design elements
over content. It's also called p\aceholder (ox filler) text. It's a convenient
tool for mock-ups.

“Lorem ipsum dolor
sit amet, consectetur
adipiscinge iusmod.

Lorem ipsum is a pseudo-

Latin text used in web design,
typography, layout, and printing
in place of English to emphasise
design elements over content.
It's also called placeholder (or
filler) text. It's a convenient

tool for mock-ups. It helps to s
classical Latin, it actually has no
meaning whatsoever.

European languages, as are
digraphs not to be found in the
original.
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Typography on
background

Text over colors and photography
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- For Bright images with a big white space, headline has to be Gold and the body copy
has to be Silver (as long as they are readable
and can show contrast over the image).

- Dark images with black color dominating, headline has to be Gold and the body copy
has to be white.

- Whenever we write over a colored images, both headline and body copy have to be in
white.

e \WWhenever we write on a colored background, the text should be white.
e \Whenever we use imagery as a background:
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System Software
Font Usage

Arial writes our words in system softwares

When writing our letters documents, presentations (microsoft office programs) in any web
and digital usage, we must use Arial font in both Arabic and English, for example, Word,
Powerpoint, Outlook, and Excel.

Arial Regular
abcdefghijkimnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Arial Italic

abcdefghijkimnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Arial Bold
abcdefghijkimnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Arial Bold Italic
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

29

Arial Regular

ediw ot rraaagl
Sseopddagelhlhga
1234567890

Arial Bold
wedwisiitrreaal
s300pddgugehhoa

1234567890



Brand Identity Guidelines e Typography Usage

LOREM IPSUM DOLOR SIT AMET,
CONSECTETUR ADIPISCING
ELIT, SED DO EIUSMOD.

LOREM IPSUM DOLOR
SIT AMET, CONSECTETUR
ADIPISCING

ELIT, SED DO EIUSMOD.

Lorem ipsum is a pseudo-Latin text used in web
design, typography, layout, and printing in place of
English to emphasise design elements over content.
It's also called placeholder (or filler) text. It's a
convenient tool for mock-ups. It helps to s classical
Latin, it actually has no meaning whatsoever.
European languages, as are digraphs not to be
found in the original. T SOEEE,

Lorem ipsum is a pseudo-Latin text used in web design,
typography, layout, and printing in place of English to
emphasise design elements over content. It’s also called
placeholder (or filler) text. It’s a convenient tool for mock-

ups. It helps to s classical Latin, it actually has no meaning

European languages, as are digraphs not to be found in

the original.

Do not use any other font except our corporate
brand font which is Frutiger LT Arabic Font.

Preferably not to use Frutiger LT Arabic light
or regular weights and all caps for headline
purposes and Frutiger LT Arabic bold or black
weights and all caps for body text purposes

Incorrect typography
usage

Manipulation of the typeface is not permitted in any
way, shape, or form.

To maintain the integrity of our collaterals and to promote the consistency of the brand, it
is important to use our typeface as described in these guidelines.
The examples shown here illustrate possible misuses of the logo to be avoided.

Lorem ipsum is a pseudo-Latin text
used in web design, typography,
layout, and printing in place

of English to emphasise design
elements over content. It's also
called placeholder (or filler) text. It's
a convenient tool for mock-ups. It
helps to s classical Latin, it actually
has no meaning whatsoever.
European languages, as are digraphs
not to be found in the original.

Do not use any other or our tertiary colors for

headline, sub-headline and body copy.

30

Web design, typograp ‘
printing in place
|IS o emphasise design

cont@ht. It's also
Acalled pIa deP filler) text. It's
a conyenien r mock-ups. It

helps‘o s classical Latin, it actually
has no'meaning whatsoever.

Eur languages, as are digraphs
not'to be found in the original.

Do not place the headline or information
on places of the communication that the

background is too busy and affects the legibility

of the information.
Do not use colors that blend in with the
background and affects the legibility.
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Primary icons

For corporate usage

The icons in this page should be utilized as our brand icons.
They will be applied in corporate branding, stationery, signage...

32
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Iconography theme

Our icons are sharp and geometrical

A number of icons have been themed to communicate the many different types
of content we produce, and the many different audiences we reach.
The icons are there to support specific themes in marketing communications.

33
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Il Lorem ipsum dolor sit
amet, consectetuer
adipiscing elit, sed
diam nonummy nibh

2017
2018
2019
2020

Lorem ipsum dolor sit amet, consectetuer
adipiscing elit, sed
euismod tincidunt ut laoreet dolore magna

aliquam erat volutpat. Ut wisi enim ad minim
veniam, quis nostrud exerci tation

Lorem ipsum dolor sit
amet, consectetuer

adipiscing elit, sed ...'%. ’ﬂ ﬁ 'ﬁ

diam nonummy nibh =
~
- e ® ey ® 10% Male

® 20% Female
@ 30% Children

Lorem ipsum dolor sit
amet, consectetuer
adip

Infography theme

Our infographics are colorful!

A number of infographics have been themed to communicate the many different types
of content we produce, and the many different audiences we reach.
The infographs there to support specific themes in marketing communications.

34
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lllustrations theme

Our infographics are colorful!

A number of illustartions have been themed to communicate the many different types
of content we produce, and the many different audiences we reach.
The illustrations are there to support specific themes in marketing communications.

35
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Photography

In order for our photography to have a consistent g ==
style, here are a list of common visual elements to —
consider: =

Color
Aim for colorful and vibrant photos that reflect street life, dynamism, and urbanism.

Composition
Compose the photograph to achieve a natural balance, draw attention to the important
parts of the scene, or to lead the viewer's eye through the image.

Perspective

We try to take photographs with different interesting and intriguing perspectives.
Camera angle, cropping and framing are all different tools we use to achieve distinct
photos.

Depth of field

Using depth of field creatively allows for more interesting shots. Sometimes, we use a
shallow depth of field to direct the viewer’s attention to a specific area in order to separate
the subject from a busy background.
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The preferred usage

Street life, people in action, futuristic, positive.

Our photography must reflect the brand's purpose and role, by showing dynamic scenes,
streets, traffic, people in action, practicality, technology, and smart mobility.
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Photography
misuses

Let it be a good photo choice!

e Avoid applying filters on the image

e Avoid image rotations

e Avoid using images with low resolution
e Avoid using cluttered images

e Avoid using distorted images

e Avoid using irrelevant photos
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Key elements

Headline

The key message that we are communicating to our audience.

Imagery

Imagery takes a central role in our visual system. Our panel grid puts more emphasis on
imagery to help better differentiate our commercial business.

Brand graphics

A distinctive graphics that's directly related to our brand.

Brand marque

An expression of who we are and what we promise as a company so it always needs to be
positioned in its correct space, where it is clear, visible, and prominent.

41



Brand Identity Guidelines « Communication Grid

Creation step: 1

Defining the measuring unit <

Start creating the panel grid by defining the measuring unit ‘X". This
measuring unit will be used to define all Saptco panel grid elements
like, the grid system, Saptco's brand marque size and positioning, type
size and positioning etc.

Use the following formula to come up with the correct X value
for standard printing communication templates:

(Width + Height) + 8

For example; the X value for an English A4 advertising size is:
X =(210mm + 297mm) = 8
X'=63mm

Use the following formula to come up with the correct X
value for narrow printing and standard digital communication
templates:

(Width + Height) = 6
For example; the X value for an English Twitter post size is:

X = (1080px + 1080px) + 6
X = 360px

X = (Width + Height) + 8

( Width + Height) + 6

X=

Rollup

42

X = (Width + Height) + 6

Web banner

X = (Width + Height) + 6

Print

Digital
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Gutter X/ 11

Creation step: 2

Creating the grid system

The grid system is the invisible structure of our communication design.
It allows us to control placement consistency across all applications,
by defining content areas such as visual area, text area, and brand
marque placement positioning.

For all normal and standard formats:
Apply 12 rows x 12 columns.

For all extreme formats:
(12 x2)or (12 x 4) or (12 x 6) grid (or vice versa).

On A4 format:
The outer margin use X + 8 from the edges which equals to the
brand marque’s clear space, and for the gutter width use X = 11.

Standard Formats
Ex: A4 (210mm x 297mm)

43

Margins X/ 8
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g islos

S5APT £ﬂ %

qbi'._rh.u-’

Creation step: 3

Brand marque size & position

Using the formula (W+H)=8, the brand marque on this specific A4

advertising size is 63mm.
The English brand marque should be placed at the bottom-right corner

or top-right corner (preferably on the top).

44
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ﬁ;ﬁig&u

e/
sSAPT x:‘m),n?

Creation step: 4

Imagery

Saptco's imagery plays important role in the brand communication.
There are few ways of using imagery in brand communications;
we have illustrated few examples on how we can use our imagery.

3
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g i lusly

SAFPTCO

Creation step: 5

Graphical element

Our graphic device can interact with our images and typography.
We should manipulate it whenever there’s an opportunity to make the
communication more cohesive and dynamic.
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Lorem ipsum

dolor sit amet .
Lorem ipsum dolor
consectetuer adipiscing elit, sed diam nonummy

nibh euismod tincidunt ut laoreet dolore magna |t amet
aliquam erat volutpat.

consectetuer adipiscing elit, sed diam nonummy
nibh euismod tincidunt ut laoreet dolore magna
aliguam erat volutpat.

"

Gvir Ll

Creation step: 6

Content placement

The panel grid system provides guidance in placing the content.
The most important thing is that the headline is bold or black, and font
size is equal to the body text (X2).
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Lorem ipsum
dolor sit amet

consectetuer adipiscing elit, sed diam nonummy
nibh euismed tincidunt ut lacreet dolore magna

aliquam erat volutpat.

Saplco.Ccom.sa

Full
English

Specifications

Size: W210 X H297 mm

Grid system: 12 rows X 12 columns
X: (210 +297) = 8

Brand marque size = X

Gutter = X/ 11

Outer Margin =X/ 8

page

Lorem ipsum dolor
sit amet

consectetuer adipiscing elit, sed diamy nonummy
nibh euismod tincidunt ut lacreet dolore magna
aliquam erat volutpat

Lorem ipsum dolor
sit amet

consectetuer adipiscing elit, sed diam nonummy
nibh euismod tincidunt ut laoreet dolore magna
aliquam erat volutpat

SART0O.COM 10

SPTEAE

SAPTLC

o

Lorem ipsum
dolor sit amet

saptoo.com.sn

Lorem ipsum dolor sit
amet, consectetuer
adipiscing elit, sed
diam nonummy nibh
euismod tincidunt ut
laoreet dolore magn.
Lorem ipsum dolor sit amet, consectetuer
adipiscing elit, sed diam nonummy nibh euismod
tincidunt ut laoreet dolore magna aliquam erat

volutpat. Ut wisi enim ad minim veniam, ‘fuis
nostrid exerci tation ullamcorper suscipit lobort.

Duis aute.

Lorem ipsum
dolor
sit amet

Lorem ipsum dolor sit
amet, consectetuer
adipiscing elit, sed
diam nonummy nibh
euismod tincidunt ut
laoreet dolore magn.

Lorem ipsum dolor sit amet, consectetuer
adipiscing elit, sed diam nonummy nibh euismod
tin oreet dolore m
enim-ad min
tation ullamcarpe
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saptoo.com.sa

Full page
Arabic

Specifications

Size: W210 X H297 mm

Grid system: 12 rows X 12 columns
X: (210 +297) + 8

Brand marque size = X

Gutter = X/ 11

Outer Margin =X/ 8
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Lorem ipsum
dolor sit amet

consectetuer adipiscing elit, sed diam nonummy
nibh euismod tincidunt ut laoreet dolore magna
aliquam erat volutpat.

Half page
English

Specifications

Size: W297 X H210 mm

Grid system: 12 rows X 12 columns
X: (210 +297) =+ 8

Brand marque size = X

Gutter = X/ 11

Outer Margin = X/ 8

N

Lorem ipsum
o O dolor sit amet

J u consectetuer adipiscing elit, sed diam nonummy
nibh euismod tincidunt ut lacreet delore magna
aliquam erat volutpat

SAPTCO

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit,
sed diam nonummy nibh
eut laoreet dolore magn.

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam
nenummy nibh e od tingidunt ut laoreet delore magna aliguam
erat volutpat. n ad minin veniam, quis nastrud exerci
tation ullamcorper susipit lobort, Duisaute,

Lorem ipsum dolor
sit amet

consectetier a'dir.»ié{inq elit, sed diam nonummy nibh euismod
tincidunt ut |soreet dolore magna aliguam erat volutpat,

saptoo com.ss

iis b,

F3 b
sarrTcold

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit,
sed diam nonummy nibh
eut laoreet dolore magn.

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam
nonummy nibh euismod tinddunt ut laoreet dolore magna aliquam
erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci
tation ullamcorper suscipit lobort, Duis aute

Lorem ipsum
dolor sit amet

ST SO

S
7 — ———-
o po—
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Half page |
Arabic et
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Specifications «sy9adl Crgaiigasasaliil Syl

goneons bl pusl cagutadl s Guligdd pledlly Gl gl
Size: W297 X H210 mm e T
Grid system: 12 rows X 12 columns "esusiil ol gl s Sulpatinisents uiass!
X: (210 +297) = 8
Brand marque size = X
Gutter =X/ 11
Outer Margin =X/ 8
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—— sSAPTco)
Lorem
Lorem ipsum
) psum dolor sit
! dolor sit
-amet
Lorem
ipsum
dolor sit :—:;3::
amet dolor sit

amet

saplco.com.sa

‘saptco.com.sa

e

Roll-up banner Pl
English dolor sit

amet

Specifications

saptco.com.sa

Size: W850 X H2000 mm

Grid system: 12 rows X 6 columns
X: (850 + 2000) + 6

Brand marque size = X

Gutter =X/ 11

Outer Margin = X/ 8
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SAPTCOINS

saptco.com.sa

saptco.com.sa

Roll-up banner
Arabic

Specifications

Size: W850 X H2000 mm

Grid system: 12 rows X 6 columns
X: (850 + 2000) + 6

Brand marque size = X

Gutter =X/ 11

Outer Margin = X/ 8

O30 Ol

ddjlioy @l

saptco.com.sa
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Lorem ipsum
dolor sit amet

saptco.com.sa

Billboard
English

Specifications

Size: W1000 X H425 mm

Grid system: 6 rows X 12 columns
X: (1000 + 425) = 6

Brand marque size = X

Gutter = X/ 11

Outer Margin = X/ 8

Lorem ipsum
dolor sit amet

£ sal s
SAPT'Ctgz-.(

Lorem ipsum dolor sit amet "

Saplco.com.sa

il /e
sarrcoll

Lorem ipsum
dolor sit amet

SAPTCD.COMm. 53

g irlu

po | &8
sartTcoll

Lorem ipsum
dolor sit amet f,//o
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Billboard &y s
Arabic

o Saiitints
Specifications
Size: W1000 X H425 mm 4080 (a0 Gl | 5 ; I
Grid system: 6 rows X 12 columns daéi1l od ~
X: (1000 + 425) = 6 .al) oJ (°'I 9 e ]

Brand marque size = X
Gutter = X/ 11

Outer Margin = X/ 8
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ipsum dolor » Lorem ipsum sit amet
sit amet dolor sit amet
Lorem ipsum
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Lorem g i N '_
ipsum dolor Es N

Lorem ipsum

sit amet

Social media Y. s

SRpLOD. L. 5 SAPILD.COm. 58

English (1.1)

Specifications

Ratio: 1.1

Grid system: 12 rows X 12 columns
Xi(H+W) =6

Brand marque size = X

Gutter = X/ 11

Outer Margin = X/ 8
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Social media § doienr el 51
Arabic (1.1)

Specifications

Ratio: 1.1

Grid system: 12 rows X 12 columns
Xi(H+W) =6

Brand marque size = X

Gutter = X/ 11

Outer Margin = X/ 8
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Lorem ipsum
dolor sit amet

saptco.com.sa

Social media
English (2.1)

Specifications

Ratio: 2.1

Grid system: 6 rows X 12 columns
Xi(H+W) =6

Brand marque size = X

Gutter =X/ 11

Outer Margin = X/ 8

Lorem ipsum
dolor sit amet &

saptoo.com.sa

i laas o
sArPTco)al

Lorem ipsum
dolor sit amet

Lorem ipsum
dolor sit amet:
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Social media
Arabic (2.1)

Specifications ) _,_4080 NGl
Ratio: 2.1 = .d$jloa P -.
Grid system: 6 rows X 12 columns = ) o e ‘O.l (9'!-!
Xi(H+W) =6

Brand marque size = X ot

Gutter =X/ 11
Outer Margin = X/ 8
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Lorem ipsum
dolor sit amet

Lorem ipsum
dolor sit amet

Social media
headers

Twitter Lorem ipsum
Size: W1500 X H500 px dOIOf sit amet

Grid system: 3 rows X 12 columns
X: (1500 + 500) + 6
Brand marque size = X

Gutter =X/ 11
Outer Margin = X/ 8



Brand Identity Guidelines e Digital Applications

SEAPTCOD

dgguuidl Jualgdll 6131

Marketing Communications

L

ZRRkase

wndapanill Jaalgill dyl1

Marketing Communications

Deaa Trmploynes,
wmmum meﬂwmmmwmwm
- ukarmcorprt scipn
aliguip 1 Pt in vodourtate v s

meletie conequet, mmmmmmmummnma hasto odio dignimm aul

Rorem ipsum: dolor it smet, soon ecietuss adipiuding el sed diam nonumeny nibh susmod tinckiunt ut leoreet
volutoat. e P

Raomem igaum dolor 6 sl adipticing Hi, sed d i tegdint ul lesreet
o . . s
ey P n Peandiegrit in vulowtaty vei ene
wequt, vl v ou feugi AT 3 VarD 804 WL BOEen of Rats odio ignkaim qul
Blandn P o e et ke i

Lofem ipsum defor St eset, gons ecietuer plscng e, sed diam monumemy PBh Ecamod Tinduet Ut lseeset
1wt e nscpn

Lorem igoum dolor 1t amat, adipiicing #it, sed dum nonummy nich eutmod trcidunt ut fecdeet
arin »

olutpat. 11 it
i endrarit in vidsntaty v aia
maolestie coniequet, Mmmewmxm TG 8 ver s oL et ot bt oot Hignissim i

intwenal Announcement | adils (ke

-

-~

A

graigauill Jualgill 5ylsl

Marketing Communications

63

ZRhkase

pbsgauill Jualgill G)lal

Marketing Communications

Deas Emplosymes,

mmwummwmwmmmwmwww
ag bt ULl acltn o 4 Y

Ml coeuoaiiat el M dctons. mmma:mmnw« In.weod‘le ﬂeﬂmu

w‘mwwwﬂtlﬂh.immmdl sad diam porrumesy nibh eubmod tinckdent ut leoreet
voluteat. Far uact

R ignum dolior Wt s, consectatuer adipicing #L, sed dham rofumeny rlbh eubunod Secdunt o oseet
volutoat. Ut sl i

moisie comaaquat, o

landit il cwbert

s ade dignizim aul

Taciisn at vero ercs

Lorem ipsum Golor 3t et £0n cctuer abpising eb, sed Slam nomummy Mbh eumad Tintdut UL et
i ot d rinim Ac

Lorem ionim dolor 1t amat, consadtetiar sdipiicing L ded dam nonummy rih eulmod tecidunt ot lscreet

ohitprt. U1 venisn R R

malpitie wniequel, mlmm-wmmmum #51 t acrian ol o odio dignissim gul

Email
Template




Brand Identity Guidelines e Digital Applications

New Message New Message New Message
Recipients Recipients Recipients
Subject Subject Subject

we

JL
20 .
A e aai
ke aaal o
e Ahmed Ali
Ahmed Ali Ahmed Ali Marketing
Marketing Marketing
el o0 1 o B Ol e Phone |aila  Mobile | Jiss  Riyadh | yalill PO Box | iua Phone|waila  Mobile s> Riyadh |palull PO Box|wioa
- - 920026888 0500008347 11443 10668 S S (=

saptco.com.sa

Email
Signature
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Jsername

gmail

®

Passwmd

agreement:

sign UP

Already Ve

Mobile App

Look & Feel

an account? signt® ‘
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seescisTc = 421 PM weeiilc T 421 M 3 2%

< SAPTCO (O]

REGISTER

HELLO!
Username Username ®
Email Email @
Password Passworc @]
Confirm Password 0

Agree t
greemen ° . e

AVeTage

Sign Up

Already have an account? Sign in

RIYADH
PACKAGE

WELCOME

WELCOME TO SAPTCO
PREMIUM

consectetur adipiscing elit. Ut PACK
pretium pretium tempor.

Lorem ipsum dolor sit amet,

Get Started
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< Finiancial Statements  Careers  Conlact s L tu-!"')"
sarTcol)l

Interconnecting
Journeys

Fl Modia Center  Branches & Stations  Financial Statements  Carcers  Contact us L JL
fekt gb.l.:qhu)“(

R2APTLCO

Intrconnecting journey
all over the kingdom

Interconnecting
Journeys

Sefvices Products Branches

F Media Center  Branches & Statons  Finencial Statements  Careers  Comtact us i -}L
feet Media qb.qlm)ﬁ(

PR etk SAPTCO

A transportation solution network

that covers all the kingdom

® B ep

Routes and map Stations Directions

Website

Look & Feel



Brand Identity Guidelines e Digital Applications 67

- h‘_"U)L
sartcoll

Interconnecting
Journeys

Interconnecting
Journeys

Get Our

40% Off

If you join us this month

Get Our
0
40% Off
If you join us this month
Jain How

Join Now

y o) &
= v g

SAPTCO

Phone : 412334 5567

| Cteated by dgenty ST U ComBNY

Email : Company2Z2@domair.cam

Get the |latest news from us!

Instagram : @Companyhere2019

Created by agency start up company
Look & Feel
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SAPTCD . A
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Lorem ipsum
dolor sit amet

consectetuer adipiscing elit, sed diam nonummy
nibh euismaod tincidunt ut laoreet dolore magna
aliquam erat volutpat

,4080 30 Ol
.ddjlas @l gu1

& dgil o4al auye auai ghi ge paiabll of

Lorem
ipsum

dolor sit
amet
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= P gl s cilalljaa L s — ¥ T saptco.com.sa
King khaolid intl cirpert L ety — J

saptco.com.sa
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,4080 G0 Gl

Co-branding
Examples

saptco.com.sa
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Examples
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J oliall J_aill Jo_a

Integrated transportation solutions

C ks

Ahmad Alahmed soadll jjellsie soal
Marketing Specialist Groui uilaal

Saudi Public Transport Company scloall Jail dysgeull dspidl

P.O.Box 10667 Riyadh 11443 T 92002688 Ext. 1000
M +966 55xxxxx E Ahmed@saptco.com.sa

Business Card

Guide and template
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Saudi Public Transport Company P.0.Box 10667 Riyadh 11443 - T : 920026888 - F : 4966 112998110 el Jaill & sgmuall .l
saptco.com.sa

LetterHead

Guide and template
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o
L o

ROMAN (10PT)

Website Riyadh | jalyl PO Box| . Phone | ail
g3se yadh | yal wa
saptco.com sa 11443 10668 920026 859 920 026 888

BEOHE
e

Envelope

Guide and template
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SAPTCO

soadll jjellsic saal

Ahmad Alahmed
Marketing Specialist

20212

ID Cards

Guide and template

ol

e
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SAPTCO

@eE®e®

J— ool J— &ill JoIa

Integrated transportation solutions

P o S

ﬁ- T\:—IIE i

Paper Bag

Guide and template
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Uniform

When the T-shirt/cap color is white we should use the original logo (golden). When the
T-shirt/cap is colored we use the inverse logo. Logo should always be placed on the right
side for the T-shirt with a size of 6 cm width. For the cap the logo should be centered with
a size of 8-10 cm width.

Fiirlu

77

SAPTCO

girbudl
SAPTcoll
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Jb
ZPhsse

A

Drivers & Technicians S
Uniforms

The uniform colors can be either 2 shades of grey or white and grey. Logo should always
be placed on the right side for the T-shirt/jacket with a size of 6 cm. width. For the cap the
logo should be centered with a size of 8-10 cm width.

B
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SAPTCo A

Lorem ipsum
dolor sit amet

consectetuer adipiscing elit, sed diam nonummy
nibh euismod tincidunt ut laoreet dolore magna
aliguam erat volutpat,

Booth

Design Example

79
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Lorem ipsum
dolor sit amet

camsitatier adipicing edit, sed diam Oy
filbh eunmod tincedunt ut {aoreet dolore magna
gl erat vodutpar
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Design Example

80
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3D Logo sighage

For the logo signage placed on a wall or placed as a separate structure we can have
several production options that can be used indoors and outdoors:

- Steel painted with gold color (recommended)

- Acrylic (gold color)

- Wood painted with gold

- Forex painted with gold

82
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3D Logo sighage

Design Example
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Signage Grid

The grids for the primary color depends on the use of the
sinage. The secondary color is fit into one grid size only,
whether it is horizontal or vertical.
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Door name for CEO, Executives Door name for Directors, Managers

All categories contain Gold.

Department names General Signs

Wayfinding

Color Categories

Each color is distinguished by type or category.
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Ahmad Alj Ahmad Ali
CEO | poawo Marketing | §1gui

Ahmad Ali Ahmad Ali
CEO | poao Marketing | §1guui

Office Signs

These signs will be utilized for office signs, with Black color grid used for top
management and Grey color grid for managerial levels.

86
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Marketing Marketing

dulloll aulloll

Financial Financial

dypaisdll sjlgoll dypindl 5)lgall
HR HR

Department Signs

Green color signs will be utilized for all the departments signages.
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Jlaj olwo 695 Jileloial daye
Male Restroom Meeting Room

cluui oo 6)9> aho

Female Restroom Kitchen

61Lall dayc
Prayer Room

General Signs

Blue color signs will be utilized for general areas, for example, the meeting room,

kitchen, and lounge, etc.

Jky olo 859>
Male Restroom

cbuui obo 6)9>
Female Restroom

Jileloial daye
Meeting Room

arho

Kitchen

61ball dayé
Prayer Room
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61Lall dayc
Prayer Room

atho

Kitchen

leloial dayé

Meeting Room

Jl olo 6)9>
Male Restroom

Way-findings

Red color signs will be utilized for way-findings.

61ball dayc
Prayer Room

arho

Kitchen

Jileloial daye

Meeting Room

Jb) olo 859>
Male Restroom
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s Lot

Integrated transportation solutions SA‘ L= =)

Who is SAPTCO?

20 April 2020

ZRiiasle

Presentation
Template

It is important to only use the main branding colors for SAPTCO, without embedding any
other colors not within the guideline. As for the secondary colors, they are to be used for
differentiation, example different chapters/separators. For Arabic presentations, you can
use the same templates but inverse (opposite) of the suggested designs.

91

AGENDA

SAFTO VIDEO

VISION & MISSION

Who s SAPTCO?

Milestones

Specialized Serdces

SAPTCO Urban

Largest Multi-Modal Mebility Company

SAPTCO Key Clients

Who is SAPTCO?

= Estabdished in 1§79
* Owned by the a5 the majority sharehald

= The Board of Directiors consists of 8 members Incuding 4
- by the King and
Bunslnessmen elected by the General | Assembly.

./' W .,_r S \ v N
i'\.@_ / l-.\ D_,;; \ %}’
o

S S
128 +28
Paid yoars of Passengers

Capital Operation Transported

Eahback

SAPTCO Urban

W Riyadh [l Jeddah W Dammam
Pl
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