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( About us

An artistic advertisving agency, based in Cairo; having what it takes to pave your road of success and foster your brand.

C Vision

Being on the leading edge when it comes to branding in the MENA region.

( Mission

To be MENA's premier advertising agency we offer our clientele aninnovative range of marketing services
using advanced technology. Unleashing our employees' creativity and enriching them is our first priority to
originate extravagant schemes and sketches beyond people's expectations.

C Our services

Branding: It's not about a logo or a slogan it's about how a customer feel fowards your product
Rebranding: Reviving your brand in your customer’'s mind
Packaging: High value added packaging for your products
Campaigns and events: Initiating and organizing your on ground campaigns and events and
supplying you with all the logistical needs including (floor display, booths, flyers)
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Introducing
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Logo &
Characters

It’s not about a logo or a slogan it’s about how a customer feel towards your product
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Design and Brand Guidelines Book
v.1.00

01/

ADO

01 / 01/ 01/ 01/ 01/
THE BRAND THE BRAND THE BRAND THE BRAND
TH E B RA N D 01.01/INTRODUCTION 01.02 / CONCEPT 01.03 / COMPONENTS 01.04 / TYPEFACE

These guidelines describe the visual and verbal elements
that represent Pescado corporate identity this includes
the name, logo and other elements such as color, type
and graphics.

These guidelines reflect Pescado commitment to quality,

Pescado Product identity represents the

The Pescado logo icon comprises four elemts, the logo

symbol and the logo type” Product name, Arabic type and subtitle”

Typography plays an important role in communicating
an overall tone and quality.

We have selected /FSAlbert Light / as the

/ FSAlbert Light /

ABCDEFGHIIKLMNOP
QRSTUVWXYZ
abcdefghljkimnopqrstuvwxyz

primary typeface for its simple and 0123456789
SEAFOOD consistency and Style. 9ol Suy s formal look.
PBSCA DO + = PBS ADO @ The logo type represents “Pescado” the product name. L / M r|ad PrO /
The Pescado brand, including the logo, name, colors Py ° y

Design and Brand Guidelines Book
01/ version 1.0.0

identifying elements are valuable company assets.

Design and Brand Guidelines Book
02/ version 1.0.0

PESGDO

ce-C

Design and Brand Guidelines Book

03/ version 1.0.0

pes{apo

e The logo symbol shows the fish as a letter “C".

o The logo arabic type.

o The logo subtitle type.

Design and Brand Guidelines Book
04/ version 1.0.0

PESGDO

We have selected /Myriad Pro / as the
secondary typeface for its formal look.
This typeface should be use in titles
and body type if it was necessary.

We have selected /TheMixArab Regular / as the
primary arabic typeface for its simple and
formal look.

ABCDEFGHIJKLMNOP
QRSTUVWXYZ
abcdefghljkimnopgrstuvwxyz
0123456789

/bader_al merkaz /
gebhumubunaapapcacacl
sgaapdeises

Design and Brand Guidelines Book

05/ version 1.0.0

Pes{(apo

01/ 01/ PEs(ADO 02 / 02/ 02/
THE BRAND THE BRAND THE BRAND LOGO USAGE LOGO USAGE
01.05/TYPEFACE 01.07 / CLEAR SPACE 01.08 / COLORS LOGO USAG E 02.01 / MINIMUM SIZES 02.02 / LOGO VARIANTS
/bader_a I me rkaz / It's important to keep brand marks clear of any other Color plays an important role in Pescado brand identity. m@bo
gebho somjiaapopcacacal graphic elements. To regulate this, an exclusion zone has Colorcodes 15mm x 25mm
gacp been established around the brand mark. The color represents Sea colocodes. ;:gxk(nv:&mérg;u(m —
This exclusion zone indicates the closest any other [ 11 ColorTones
graphic element or message can be positioned in relation T
to this mark ?ﬁBs AQ? l:&!@'lo
PES¢ADO *» Prs(apo Prs(apo
92l Aumy Scar00D R i = i}
\ \

Design and Brand Guidelines Book
06/ version 1.0.0

02/
LOGO USAGE

Prs(apo

02.03 / INCORRECT USAGE

\Pss@)g
9ol Buny

Don't change position of the arabic type

Lo

Don't use an outline for the logo

Don't remove the symbol

Don't Remove the arabic type.

20

ety 5

Don't mirror the logo symbol

Design and Brand Guidelines Book
12/ version 1.0.0

Pes(apo

Design and Brand Guidelines Book
07/ version 1.0.0

03/
PACKAGING

Design and Brand Guidelines Book

13/ version 1.0.0

] Color Tones

Design and Brand Guidelines Book
08/ version 1.0.0

03/
PACKAGING

PFSGDO

Design and Brand Guidelines Book
14/ version 1.0.0

Design and Brand Guidelines Book
9/ ver sion 1.0.0

Thank You

15/ version 1.0.0

Design and Brand Guidelines Book
10/ version 1.0.0

Design and Brand Guidelines Book
11/ version 1.0.0

CONCEPTION
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Fisherman

Design and Brand Guidelines Book
v.1.00

01 / 01/ 01/ 01/ 01/
THE BRAND THE BRAND THE BRAND THE BRAND
TH E B RA N D 01.01/INTRODUCTION 01.02 / CONCEPT 01.03 / COMPONENTS 01.04 / TYPEFACE

Design and Brand Guidelines Book

01/ version 1.00

These guidelines describe the visual and verbal elements

Design and Brand Guidelines Book
02/ version 1.0.0

Fisherman refers to the product name combined with fisherman vector which refers to the freshness
of the products.

Fisherman logo represents the

A e

Logo Type —

Design and Brand Guidelines Book

03/ version 1.00

B oy

The Fisherman logo icon comprises three elemts, the logo
symbol , the logo type and the logo outer shape.

@ The Fisherman icon represents the freshness j o

of the products. e ] 9
e

a The logo type represents the product’s name.

o The logo outer shape represent a boat silhouette.

Design and Brand Guidelines Book
04/ version 1.0.0 W

Typography plays an important role in communicating
an overall tone and quality.

We have selected /GRENDEL/ as the
primary typeface for its formal and
bold look.

We have selected /Myriad Pro / as the
secondary typeface for its formal look.
This typeface should be use in titles
and body type if it was necessary.

/ GRENDEL /

ABCDEFGHIJKLMNOP
QRSTUVWXYZ
abcdefghljklmnop
qrstuvwxyz
0123456789

/ Myriad Pro /

ABCDEFGHIJKLMNOP
QRSTUVWXYZ

abcdefghljklmnopqrstuvwxyz

0123456789

Design and Brand Guidelines Book

05/ version 1.0.0

sBmag

01/ 01/ 01/ 01/ 02 / 02/
THE BRAND THE BRAND THE BRAND THE BRAND LOGO USAGE
01.05/TYPEFACE 01.06 / CONSTRUCTION 01.07 / CLEAR SPACE 01.08 / COLORS LOGO U SAG E 02.01 / MINIMUM SIZES

/ GRENDEL /

ABCDEFGHIJKLMNOP

QRSTUVWXYZ

abcdefghljklmno
qrstuvwxyz

0123456789

Design and Brand Guidelines Book
06/ version 1.0.0

02/ 02/ 02/ 02/ 02/
LOGO USAGE LOGO USAGE LOGO USAGE LOGO USAGE LOGO USAGE
02.02 / LOGO VARIANTS 02.03 / INCORRECT USAGE 02.04 / DIFFERNT LOGOS (According to the product) 02.04 / PACKAGING 02.05 /LOGO POSTION ON POSTER

The fixed relationship between the logo symbol and the

logo type/slogan should never be changed in anyway.

The logo grid relation is based on balanced ratio.

Fisherman
T

Design and Brand Guidelines Book
07/ version 1.0.0

It's important to keep brand marks clear of any other
graphic elements. To regulate this, an exclusion zone has
been established around the brand mark. X

This exclusion zone indicates the closest any other
graphic element or message can be positioned in relation
to this mark

/x /is measured by the space of the boat curve
in the bottom of the outer shape. ><

Design and Brand Guidelines Book
08/ version 1.0.0

Color plays an important role in G2M brand identity.

The color represents a stong powerful/scheme.
Consistent use of these colors will contribute to the
energetic and powerful look of the G2M brand
identity across all relevant media.

Primary color

BLUE

Color codes

RGB 21G1B154

Color Tones

Secondary Color

Color codes

RGB 191 GA1 850

Color Tones

Design and Brand Guidelines Book
09/ version 1.0.0

o

Design and Brand Guidelines Book

n 1.00

30mm x 70mm

Design and Brand Guidelines Book
11/ version 1.00

B Tuna g

C - THANK YOU

Design and Brand Guidelines Book
12/ version 1.0.0

CONCEPTION

Verv((;r [77' .m/ﬂf[om‘

' oy

Don't change the logo color

Dont change the size of the elements

Design and Brand Guidelines Book

13/ version 1.0.0

Design and Brand Guidelines Book

14 / version 1.0.0

Design and Brand Guidelines Book

15/ version 1.0.0

Design and Brand Guidelines Book

6/ ver sion 1.0.0

Design and Brand Guidelines Book
1

version 1.00

www.conception-eg.com




Frunbn

Design and Brand Guidelines Book
1.00

01/
THE BRAND

01.06 / CONSTRUCTION

The fixed relationship between the logo letters
should never be changed in anyway.

The logo grid relation is based on balanced ratio.

Frnan

Design and Brand Guidelines Book

06/ version 1.00 FmUbu

02/
LOGO USAGE

02.02 / LOGO VARIANTS

Ehubn Ehnhul Eﬁnbn Ehnbu

Ehan Ebuhul Eﬁnbn

Design and Brand Guidelines Book

12/ version 100 Frllnhu

THANK YOU

Design and Brand Guidelines Book

18 on 1.0.0

CONCEPTION

V(N‘U [ﬁ .m/m‘c’o»p‘

01/
THE BRAND

Design and Brand Guidelines Book

01/ version 1.00

01/
THE BRAND

01.06 / CONSTRUCTION

The fixed relationship between the logo letters
should never be changed in anyway. .

The logo grid relation is based on balanced ratio.

Design and Brand Guidelines Book

07/ version 100 Frllnlm

02/
LOGO USAGE

02.03 / INCORRECT USAGE

A U U

Don' rotate the logo Don'tadd strok to the logo Dot change space between letters

Design and Brand Guidelines Book

13/ ver sion 1.00 Fr[]nhu

01/
THE BRAND

01.01/INTRODUCTION

These guidelines describe the visual and verbal elements.

Design and Brand Guidelines Book

02/version 1.00 Frnnbu

01/
THE BRAND

01.07 / CLEAR SPACE

It's important to keep brand marks clear of any other
graphic elements. To regulate this, an exclusion zone has
been established around the brand mark.

This exclusion zone indicates the closest any other
graphic element or message can be positioned in relation

to this mark Ir ><
/x /is measured by the space between the upper >< nn q

letters and the lower letters.

Design and Brand Guidelines Book

08/ version 100 Frl)ubn

02/
LOGO USAGE

02.04 / T-SHIRT

Design and Brand Guidelines Book

14/ version 100 Fruﬂbq

01/
THE BRAND

01.02 / CONCEPT

FROOBA refers to the product name combined with a leaf in letter “ r ” which represent naturality.

FROOBA logo represents the

FROOBA + O _ Fr
Q

.

Design and Brand Guidelines Book

03/ version 1.0.0

01/
THE BRAND

01.08 / COLORS

Color plays an important role in Frooba packging.

The color represents a stong powerful/scheme.
The variation of the colors which enables th brand
to show each juice flavor.

Design and Brand Guidelines Book
09/ version 1.0.0

02/
LOGO USAGE

02.04 / PACKAGING

Design and Brand Guidelines Book

15/ version 1.0.0

01/
THE BRAND

01.03 / COMPONENTS

Frooba logo icon comprises two elemts, the logo
type and the leaf symbole.

o The logo type represent the product name “Frooba”

e The letter “r" in the logo type which represent a leaf.

Design and Brand Guidelines Book
04/ version 1.0.0

02/
LOGO USAGE

Design and Brand Guidelines Book
10 100

02/
LOGO USAGE

Fr[]nbu

02.04 / MASTER-VISUAL

Design and Brand Guidelines Book

6/ version 1.0.0

01/
THE BRAND

01.04 / TYPEFACE

Typography plays an important role in communicating
an overall tone and quality.

We have selected /Gobold/ as the
primary typeface for its bold look.

We have selected /Myriad Pro / as the
secondary typeface for its formal look.
This typeface should be use in titles
and body type if it was necessary.

/ GoBoLD /

ABCDEFGHIJKLMNOP
QRSTUVWXYZ
ABCDEFGHIJKLMNOP
QRSTUVWXYZ
0123456789

/ Myriad Pro /

ABCDEFGHIJKLMNOP
QRSTUVWXYZ
abcdefghljklmnopqrstuvwxyz
0123456789

Design and Brand Guidelines Book

05/ version 1.0.0

02/
LOGO USAGE

Fr[]nbn

02.01 / MINIMUM SIZES

30mm x 70mm

Frﬂnhu Frnn[m

Frl]nl]n

70mm 50mm

30mm

Design and Brand Guidelines Book
11/ version 1.0.0

02/
LOGO USAGE

Fr[]nhn

02.05/LOGO POSTION ON POSTER

X
xlﬁiln[,u.X
%

|
log §
ooy

Design and Brand Guidelines Book

17/ version 1.0.0

www.conception-eg.com

Frnuhn



FROOBA

Design and Brand Guidelines Book
v.1.00

01/
THE BRAND

Design and Brand Guidelines Book

01 n 1.00 FROOBA

01/
THE BRAND

01.01/INTRODUCTION

These guidelines describe the visual and verbal elements.

Design and Brand Guidelines Book

01/
THE BRAND

01.02 / CONCEPT

FROOBA refers to the product name combined with malt vector which shows the content of
the juice.

FROOBA logo represents the

Froosa + g = FROOBA

Design and Brand Guidelines Book

FROOBA

01/
THE BRAND

01.03 / COMPONENTS

The Conception logo icon comprises three elemts, the logo

symbol , the logo type and the logo subltitle.

@ The malticon represents the content of the
juice, which is a malt drink.

o The logo type represents the product’s name.

oe S
22gCeLE3= =2223333» o

FROOBA Je

Design and Brand Guidelines Book

FROOBA

01/
THE BRAND

01.04 / TYPEFACE

Typography plays an important role in communicating
an overall tone and quality.

We have selected /Kiona/ as the
primary typeface for its simple and
light look.

We have selected /Myriad Pro / as the
secondary typeface for its formal look.
This typeface should be use in titles
and body type if it was necessary.

/ Myriad Pro /

ABCDEFGHIJKLMNOP
QRSTUVWXYZ
abcdefghljkimnopqrstuvwxyz
0123456789

Design and Brand Guidelines Book

01/ 01/ 01/ 01/ 01/ 02 /
THE BRAND THE BRAND THE BRAND THE BRAND THE BRAND
01.05/TYPEFACE JKIONA / 01.06 / CONSTRUCTION 01.06 / CONSTRUCTION 01.07 / CLEAR SPACE 01.08 / COLORS LOGO USAGE
The fixed relationship between the logo symbol and the The fixed relationship between the logo symbol and the It's important to keep brand marks clear of any other Color plays an important role in G2M brand identity. :z;‘c‘l'(y color
logo type/slogan should never be changed in anyway. logo type/slogan should never be changed in anyway. graphic elements. To regulate this, an exclusion zone has Color codes
o X X o . been established around the brand mark. X X The color represents a stong powerful/scheme. s oo
The logo grid relation is based on balanced ratio. The logo grid relation is based on balanced ratio. ~eggeless 333333, Consistent use of these colors will contribute to the
This exclusion zone indicates the closest any other N - Znergenc and p(iwelrfu\ look o(fjvlhe G2M brand EEEE ColorTones
graphic element or message can be positioned in relation identity across all relevant media.
’ﬂ/((!"{(((’ =33 'l/((==(((’ G”:}:})\\\ ,:k‘(%ﬁz(:’ "’:}%}.&: to this mark
S > £ >3- & >
X X
[ /x fis measured by the space between the malt Tromsone "
symbol and the logo type. Color codes
( ; ( ; "G 3728 836
WD EDicat
[ ] [} Color Tones

Design and Brand Guidelines Book

02/
LOGO USAGE

FROOBA

02.01 / MINIMUM SIZES

Design and Brand Guidelines Book

FROOBA

02/
LOGO USAGE

02.02 / LOGO VARIANTS

Design and Brand Guidelines Book

FROOBA

02/
LOGO USAGE

02.03 / INCORRECT USAGE

Design and Brand Guidelines Book

FROOBA

02/
LOGO USAGE

02.04 / T-SHIRT

Design and Brand Guidelines Book

02/
LOGO USAGE

FROOBA

02.04 / PACKAGING

Design and Brand Guidelines Book

11 /version 100 FROOBA

02/
LOGO USAGE

02.04 / MASTER-VISUAL

S— FROOBA

FROOBA

FROOBA

Design and Brand Guidelines Book

02/
LOGO USAGE

FROOBA

02.05/ LOGO POSTION ON POSTER

FROOBA

FROOBA

Design and Brand Guidelines Book

CONCEPTION

z/erv‘m‘v m/m‘(mr

FROOBA

2eCess= <3333
CLEESS “3333

FROOBA FROOBA

FROOBA

Design and Brand Guidelines Book

THANKYOU

Design and Brand Guidelines Book

19 n 1.00 FROOBA

FROO

Don'tswap the positon of the elements Don't use an outlinefor the logo Don't mirror the logo symbol

CEREEEE= =2333333,

Don't change the font of the logo type Don't change the logo color Dot change the size of the elements
relative to each other

Design and Brand Guidelines Book

FROOBA

FROOBA

Design and Brand Guidelines Book

Design and Brand Guidelines Book

FROOBA

Design and Brand Guidelines Book

FROOBA

www.conception-eg.com



G2M COMMUNICATIONS

(0X0]

01/
THE BRAND

Design and Brand Guidelines Book

01.04 / TYPEFACE

Typography plays an important role in communicating
an overall tone and quality.

We have selected /Reem Kufi/ as the
primary typeface for its simple and
formal look.

We have selected /Myriad Pro / as the
secondary typeface for its formal look.
This typeface should be use in titles
and body type if it was necessary.

/ReemKufi/

ABCDEFGHIJKLMNOP

QRSTUVWXYZ

abedefghliklmnopqrstuvwxyz

0123456789

/ Myriad Pro /

ABCDEFGHIJKLMNOP

QRSTUVWXYZ

abcdefghljklmnopqgrstuvwxyz

0123456789

Design and Brand Guidelines Book
05/ version 1.0.0

02/
LOGO USAGE

d Brand Guidelines Book

CONCEPTION

Verﬁ'r[y .m/m‘(m,.r

G2M COMMUNICATIONS

01/
THE BRAND

Design and Brand Guidelines Book

(v ion 1.0.0

01/
THE BRAND

01.05 / TYPEFACE /Reem Kufi/

ABCDEFGHIJKLMNOP

QRSTUVWXYZ
abcdefghliklmnopqrstuvwxyz
0123456789
G2M COMMUNICATIONS
Design and Brand Guidelines Book
06/ version 1.0.0
G2M COMMUNICATIONS
02/
LOGO USAGE
02.01 / MINIMUM SIZES
Full logo minimum size
15mm x 25mm
G2M COMMUNICATIONS G2M COMMUNICATIONS G2 COMMUNICATIONS

Logo symbol minimum size

8mm x 16mm W W N

Design and Brand Guidelines Book
11/ version 1.0.0

G2M COMMUNICATIONS

01/
THE BRAND

01.01 / Introduction

These guidelines describe the visual and verbal elements
that represent G2M corporate identity this includes

the name, logo and other elements such as color, type
and graphics.

These guidelines reflect G2M commitment to quality,
consistency and Style.

The G2M brand, including the logo, name, colors
identifying elements are valuable company assets.

Design and Brand Guidelines Book
02/ version 1.0.0

01/
THE BRAND

G2M COMMUNICATIONS

01.06 / CONSTRUCTION

The fixed relationship between the logo symbol and the
logo type/slogan should never be changed in anyway.

The logo grid relation is based on balanced ratio.

G2M COMMUNICATIONS

Design and Brand Guidelines Book
07/ version 1.0.0

G2M COMMUNICATIONS

02/
LOGO USAGE
02.02 / LOGO VARIANTS

G2M COMMUNICATIONS

G2M COMMUNICATIONS

Design and Brand Guidelines Book
12/ version 1.0.0

G2M COMMUNICATIONS

G2M COMMUNICATIONS —

Don't change the font of the logo type Don't change the logo color

01/
THE BRAND

01.02 / CONCEPT

The fisrt 3 Intial letters of “Go to Market ” Strategy (G2M)
been used as a main elements for the logo.

G2M corporate identity represents the

G2 M - GNY

Design and Brand Guidelines Book
03/ version 1.0.0

01/
THE BRAND

G2M COMMUNICATIONS

01.07 / CLEAR SPACE

It's important to keep brand marks clear of any other
graphic elements. To regulate this, an exclusion zone has
been established around the brand mark.

This exclusion zone indicates the closest any other
graphic element or message can be positioned in relation
to this mark

/x /is measured by the diameter of the M stroke of the
G2M logo symbol.

G2M COMMUNICATIONS

Design and Brand Guidelines Book
08/ version 1.0.0

02/
LOGO USAGE

G2M COMMUNICATIONS

02.03 / INCORRECT USAGE

M COMMUNICATIONS \N\
G2M COMMUNICATIONS

Don't swap the position of the elements Don't use an outline for the logo

G2V COMMUNICATIONS

Don't miror the logo symbol

G\

G2 COMMUNGATIONS.

Don't change the size of the elements
relative to each other

Design and Brand Guidelines Book
13/ version 1.0.0

G\

G2M COMMUNICATIONS

01/
THE BRAND

01.03 / COMPONENTS

The G2M logo icon comprises two elemts, the logo
symbol and the logo type.

o The logo symbol is representing the first 3 letters
(G2M) of marketing strategy “GoTo Market”.

a The logo type.

G2M COMMUNICATIONS 1 @

Design and Brand Guidelines Book
04/ version 1.0.0

G2M COMMUNICATIONS

01/

THE BRAND

01.08 / COLORS

Color plays an important role in G2M brand identity. ;rEiQWCO‘O'
Color codes

The color represents a stong powerful/scheme. feg Ry cas B3

Consistent use of these colors will contribute to the

energetic and powerful look of the G2M brand Color Tones

H |
H |
H |

identity across all relevant media.

Secondry color
BLACK

Color codes
RGB RO GO B0
WEB 0000

EEEN Color Tones

Design and Brand Guidelines Book
09/ version 1.0.0

G2M COMMUNICATIONS

THANKYOU

Design and Brand Guidelines Book

on 1.0.0

www.conception-eg.com



Brand Manual

i el J
#FOUR CONSUMER
CENSYDIAM SEGMENT

Pride
o T e Fale
AButure communication should be targeted t this segment

pacxaciy o s s 1

Our Brand History .

Product Portfolio

8rand Vision

Our Brand Positioning on censydiam .
Our Segment Characteristics .

Our Consumer Personality

Table of
Contents

Our Consumer Censydiam Segment
Fern Strategy Framework

Our Brandmark Communication

8rand Ambassadors ..

Advertising Tone and Voice .

Packaging And Its Attributes

Brand Mark Specifications

8rand Promotions And Support Advertising
Social Media Branding

Exclusive Pride

She is the 'Perfectionist’ who makes sure she is the best in her community. She aspires

to be perceived as significant, successful and powerful. She enjoys being complimented
and recognized for her decisions as well as her accomplishments.

Expression of my Standing in Society

Her top-of-mind choices are always Premium and Luxurious brands with the Finest
ingredient

Every product she purchases should be of high quality, clean, and with outstanding
packaging.

Her meals are well presented with garnish on the sides to show her standards in any
gatherings

FERN Brand ldentity Application On

Tin Container Packaging
‘These specified percentages are a guide to be applied when adapting to various container
shapes and sizes.

1- Fern Brandmark
Must always be prominent and placed centred above the product name.

2- Product Name
Placed dircetly under the Fern Brandmark, Print as white Sans Serif font reversed out
of the dark green scction that gently merges ( blends into ) the bluc sky below.

3- Brand Narrative Image
Dominates across the base area with the larger cow always appearing in the foreground
on the left side. This image must never be flipped horizontally

NCEPTION

wrv‘m'y soluions

FERN Brand ldentity Application On

Block Shape Packaging
These specified percentages are a guide to be applied when adapting to various container

shapes and sizes.

1- Fern Brandmark
Must always be prominent and placed centred above the product name.

2- Variant / Descriptor Text
Dark green Sans Serif font on silver.

3- Brand Narrative
Dominates across the top area supported by tasty butter chunks in a bowl

50%

Centred Brandmark Centred Brandmark

= IFEF ER

15%
T L ] o
-

On Tin Container Packaging

A promotional offer should only ever be placed on the front panel cither:

«in the top left side corner
«or as a horizontal band across the top

The colour of the promotional shape can change to suit the message as long as
it s a contrasting tone to ensure standout.

Always be mindful of the clear space requirements ( refer to page 21)
never encroaching the FERN Brandmark.

OUR BRAND HISTORY

The Fern brand, which operates under the umbrella of IFFCO, has a notable presence in
the fats and butter category in Egypt. IFFCO Egypt, eStablished in 1999, expanded its
product lines to include Fern, which has become a household name particularly for its
butter and ghee products

The history of Fern in Egypt began in 2006 when IFFCO acquired the brand, which was
already well-known for its pure butter ghee. This acquisition allowed TFFCO to leverage
Fern's Strong brand equity in Egypt. By 2007, IFFCO extended the Fern brand into the
blended butter scgment, launching Fern Blended Butter, which has since become highly
demanded in the market.

Fern Ghee is particularly noted for being made from 100% pure milky fats imported from
New Zealand, ensuring superior quality and taste without any preservatives. Fern Ghee is
the Number () butcer ghee choice for households in Egyp.

The Fern portfolio includes both pure butter ghee and blended butcer, all produced in
Qate-of the-art manufacturing facilities in Egype. The products are ditributed widely
across Egypt and even reach markets in the United Arab Emirates.

“The brand continues to innovate and promote its products through various campaigns,
including TVC , Digital and in Store to emphasize the premium quality and versatility of

Fern butter in both sweet and savory dishes becoming the Number (1) Household butter

brand in Egypt.

1999 2024

On Butter Block Shape

A promotional offer should only ever be placed on the front panel either
«in the top left side comer
« or as a horizontal band across the top

The colour of the promotional shape can change to suit the message as long as
it is a contrasting tone to ensure standout.

A\lw.lys be mindful of the clear space requirements never encroaching
N Brandmark.

&
3
o
H
s
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H

PRODUCT PORTFOLIO
FERN Blended Butter

‘The Fern portfolio comprises of Pure Butter Ghee and Fern butter. Fern range of products
are produced in IFFCO $tate of the Egypt

Tgypt and also in UAE.

Fern Blended Butter is the highest demanded
branded butter in Egypt. Made of special
natural mix of oils and mxlky fat:

Q

200 gm k

Fern Ghee is made of 100% pure Milky Fats

imported directly from New Zealand providing
superior quality and great taste. T all natural and
contains no preservatives. Fern Ghee is the

Number (1) butter ghee choice for houscholds in Egypt.
E E

rons sruarey awwonk s

Rational Reason to Believe

Purpose

HELPlNG MOTHERS
MELT HEARTS

Consumer Definition

Brand Personality Confidence & Know-how

Mothers who know best in
‘making the right choices

for their families to create
heartwarming moments in
the kitchen and beyond.

« Mastery

* Discerning

*Sociable
« Modern g
« Starus-conscious

s wang srcrrcaTions ®

BRAND VISION

AFIRST CLASS BRAND WITH THE FINEST
INGREDIENTS WHICH PROVIDES
CONSUMERS WITH THE FANCIEST
EXPERIENCE POSSIBLE.

COMMUNICATION

When Presenting Fern to the Consumers

- Our brand Ambassadors
ne and voice communications

R — 1

OUR BRAND POSITIONING
ON CENSYDIAM

Fern s about having a superior experience when cooking.
Itis about feeling powerful and important.

Itis about being on top of the community and getting praised .
Ttis not being different but more about being luxurious.

The meal should always reflect premium and unique image.

This all comes down to

Fern Butter Fern Pure Ghee

Brand Promoters
Choose promoters who are representative of the segment's personality:
FANCY, RICH, ASSERTIVE, KNOWLEDGEABLE, AND RESPONSIBLE.

Customers should be able to relate to a fancy chic woman who seeks perfection.
Brand Models

Should reflect an admirable woman wh fder
and have a fancy life

, glamorous, powerful, bold,

COOKING MOTIVATIONS
ACROSS OUR TARGET
PROFILES

EXPENSIVE brands,
NICHE products and
PREMIUM exclusivity.

COOKING MOTIVATIONS
ACROSS OUR TARGET
PROFILES

ADVERTISING
TONEAND VOICE

smasn wang sncrricaTions 19

OUR SEGMENT
CHARACTERISTICS

o

T n

Advertising Scenarios:

The entire advertisement must feature a fancy stting that astonishes the audience right
away. Consumers should respond well to a chic lifestyle, a capable woman who can do
everything perfectly and is praised by others. Consequently, the commercial must feature
atalented and confident woman cooking while making sure cverything is running
smoothly.

A woman who s able to serve a very big gathering an amazing meal that makes them
allimpressed and speechless of how much it tastes perfect while she’s still looking
glamorous

Our Tone And Voice
‘The language used should be a confident and powerful voice with a complimentary
classic music in the backgroun

Lifestyle People:

Fern products, props, and actors should be positioned in a fancy setting with chic surroundings
and qualities of a fancy, rich and good-looking family. When they are gathering and cating tasty
meals, they portray the ideal family of every home

Lighting:
The best lighting is focused lighting that follows the characters wherever they go. An interior
setting that captivates viewers with its décor and inspires a desire to emulate them.

Slylmg

akeup should be fancy-looking showing the effort she put in her image of
mhmm\.k mothers.

Fern Product:
Showcase the product and portray it in a way that reflects the brand's identity.

smano san srcmcaTions 20

pREMIU
QUALITY
NTEED

Exclusivity
Fern is committed to provide the top-notch ingredients that impress people with
prepared dishes and reflect their social status.

Premium Quality
Fern ensures the food is tasty and offers exceptional dishes that show the niche products
used in the dis|

Innovative

Taking pride in using FERN to prepare innovarive dishes that reflect their need to feel
prestigious and successful.

Empowerment

Fern will support the consumers’ culinary abilitics giving them the praise they expect to
hear.

PACKAGING AND
“ITS ATTRIBUTES

B wang srcrmeaTions 21

Fern) |

Cf

Connecting with consumers on a personal level
Connecting through showing the high social status.
Tmpress people with the food and premium ingredients;

Recognition
She embraces her own achievements and efforts.
She is a connoisseur and like to be appraised from her surroundings.

Prestigious
She tailors her meals to make the best presentation, chooses brands that only
I to guarantee the meet and represent

her social status.

Powerful

She prefers to be on top of things and to be followed since she believes she is the only
one with a comprehensive vision and knows how to accomplish things best.

Trend setter

She is keen to be ahead of the curve by actively seeking out new ideas, recipes, and
innovations, and incorporating them into her family's meal preparations.

Tin Container

Fern has distincive and established visual equitics.
These are critical and must be retained on all Ghee packaging.

[ —— 22

Tin Container

1- Gold Foil Band
Communicates superior quality with a rich taste, this area can be used to flag
product benefits

2- Fern Leaf
Idiosyncratic with the Brand name, so it is a relevant and critical visual that creates a
unique and ownable identity. It can be resized to suit various container depths,
always sitting over both the gold and dark green sections.

3- Sky Blue
The outdoor sky image is par of the cow and field photo image and communicates feel
good health and fresh milk

4- Cows In Green Field
To narrate and validate the natural pure milk fat source and wholesome goodness.

5- Quality Seal

Highlights its New Zealand milk origins and guarantee of superior quality.

The Brandmark ls Made Up Of 3 Components

1. FERN Leaf Symbol
The white Fern graphic must always appear within the dual coloured circle.
The colours, scale and relationship of each component must never be changed.
And always placed centred above the Fern wordmark
However it can be used in isolation if required as a graphical, iconic feature.

2. Golden Ribbon
This horizontal shape is  premium placeholder for all the Brandmark components
uniting them as a visual whole,
‘The Brandmark is  unique and ownable identity.
Please ensure its integrity by never modifying any individual component

3. Wordmark
The Fern name, known as the wordmark is a specially crafted, bespoke typography
using dark green letters outlined in white.
Always positioned centred within the gold ribbon.

Occasion Pack

ENJOY °

L rcoong 883K

An Oceasion pack should ever be on the front panel :
“ You have the flesibility to use various typography styles at your discretion.

* You may incorporate additional elements for the occasion, but the butter plate
is a required component and cannot be remove.

FERN Brandmark Clear Space

X

Never place text over or
across the Brandmark

To ensure the integrity and prominence of the Fern Brandmark it is essential to maintain
a clear space as specified.
This will isolate it from competing elements such as text, graphics or photographs.

Measurement
The FERN logo is measured and quoted in precise size based upon the entire logo's width,
as indicated by the measure bar.

MINIMUM SIZE: 30 MM WIDTH

ing is a powerful m

edi
Learn why it matters, how to d
jal

FERN Brandmark Colour Pallette

(04E]  [Fetnl

Full
Colour
- R
Ko G Bs Ko Gaso By o @
PANTONE 55 PANTONE ¢ nvion: @
# oo viv @B

1. Full Colour
To ensure a consistent visual outcome across all print materials and various printing
processes, as well as on lin advertising and social media it is important to always use
the full colour Fern Brandmark.

Headline

Always use the Fern Font for Headlines.
Use different font sizes and $taggered
lincs.

You are free for placement and size, but
make sure that you have bedt possible
Standout and legibility.

Logo & Slogan

The logo is shown bottom left or up left,
but slogan color depend on backgoud
color.

[NETS

B oAt

FERN Brandmark Colour Pallette

= |Gdd]  (Fetn]

«)

Single @

Colour
(Sold Colour)

2. Single Colour
Only ever use the one colour Dark GREEN HALF TONE Brandmark version
where colour printing limitations are specified.

Product

The product is always shown bottom left
unless your main visual is the product.
Make sure that the packshot is
accompanied by some natural ingredients
(if applicable) to leverage the authenticity
of our products.

Imagery

To bring our products bedt across,
consider to include a consumption
moment or large packshot if applicable.
Make sure that your background is light
and slightly blurred to include the
Headline properly.

Your background shall not contradict
with the colors.

Respecting The FERN Brandmark

(Fefn]  |Fernl

Never change the Never remove
. Leafsymbol colour L theleaf symbol

@ =

e Nevs oo modify an = N

v change
the Brandmark on a- sl.m " lndxv:dua\ d:muxsmn the Ribbon colour

(Fatal Fern LFE'F_I

Never emoe the 5z Neverchange
B Gold Ritbon

Fetnl

Never change the
& Gold Ribbon osier

Never sretch or distort

% the Brandmark shape B Wordmaskcolour

The FERN Brandmark has been carcfully crafted with every proportion and relationship
considered to create the perfect visual balance.

Therefore the Brandmark must always be reproduced from the approved Artwork files and
must never be altered, added to, or recreated in any way

The examples shown here are a small sample of the possible misuse and unacceptable
‘modifications.

““Thank You

Typography

English Typo

disply is Myriad Pro* black or bold. This

suported with Hyriad Pro”semiboldl.regular, g
copy,small print tc
Body Text

Myviad Pro black Myriad Pro semibold
123456789101"55%8 /=10 12345678910 55%810=76

defghijkimnoprstuvweyz abedefghijimnoprstuwinyz
Myriad Pro bold Myrad Pro regular
1234567891015 5%8 )76 12345678910r s5%80=70
abedefghijkimnoprstuvwiyz abecdefanikimnoprstuv
~ABCDEFGHUKLMNOPRSTUVWYZ ABCDEFGHUKLMNOPRSTUVWYZ

otz
ABCDEFGHKLNOPRSTUWAYZ

agell bgball
s e . Bold "l 24 55" el I st sl
s e e e e e P e g o8

ascpall gagliclly pagaill aglicll
R | Gedwiisagaaaanl
Weeisrddasiebh WeedaJdud s hh
FEAVIGERTI FaAVIGERTI
Comesdineione il gul o
Bedwiisssaedayl
voeurJdas b
Faavierrt

Majarrah, NLprum Buildin
Sheikh Zayed City
T

Lifestyle Photography

Lifestyle photography combines pleasure and delight. Keep the following principles in mind
‘when capturing moments.

CASTING

SCENARIO

LIGHTING

SETTING

T T e

Goden: g,

COMPOSITION EMOTION

www.conception-eg.com

Creative approaches

PRODUCT - LED LIFESTYLE - LED
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Branding

Branding: It is not about a logo or a slogan it's about how a customer feel towards your product,

we offer you logo design, significant packaging for your products, creating new character for your brand.
Rebranding: Reviving your brand in your customer’'s mind
Packaging: High value added packaging for your products.
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Visuals

It’s not about a logo or a slogan it’s about how a customer feel towards your product
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from the ocean
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c POS Materials
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Booths

Designing your booth (3D) and production
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Stand &
Floor Display

Supermarkets: For displaying your product within a supermarket we can
offer you; POS materials, gondola, floor display, stands, sampling ushers
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A1

Planning and organizing your event from A-Z, venue reservation, supplying you with all the logistical
needs including (floor display, booths, printings, stands, samplings) with different materials, providing
the ushers with their uniform and accountable for full event management.



PLURE GOODNESS!
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Production

Carrying out the fabrication of C-thru, vehicle branding, bill boards
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Social Media

Design Post jpg & gif
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Mobile Applications

Designing your mobile app and getting you the needed developer.
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