


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

Our services
Branding: It's not about a logo or a slogan it's about how a customer feel towards 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)

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.



Introducing
some of our
clients





Logo &
Characters

It’s not about a logo or a slogan it’s about how a customer feel towards your product







Guidlines



Design and Brand Guidelines Book
v . 1.0.0

01 /
THE BRAND

01 / version 1.0.0
Design and Brand Guidelines Book

02 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.01 / INTRODUCTION

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,
consistency and Style.

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

03 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.02 / CONCEPT

Pescado Product identity represents the
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04 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.03 / COMPONENTS

The Pescado logo icon comprises four elemts, the logo
symbol and the logo type” Product name, Arabic type and subtitle”

The logo type represents “Pescado” the product name.
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The logo arabic type.3

The logo subtitle type.4

05 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.04 / TYPEFACE

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

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 /FSAlbert Light / as the
primary typeface for its simple and
formal look. 
 

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

/ Myriad Pro /
A B C D E F G H I J K L M N O P 
Q R S T U V W X Y Z
a b c d e f g h I j k l m n o p q r s t u v w x y z
0 1 2 3 4 5 6 7 8 9

/bader_al merkaz /

/ FSAlbert Light /
A B C D E F G H I J K L M N O P 
Q R S T U V W X Y Z
a b c d e f g h I j k l m n o p q r s t u v w x y z
0 1 2 3 4 5 6 7 8 9

/bader_al merkaz /

06 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.05 / TYPEFACE

07 / version 1.0.0
Design and Brand Guidelines Book

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

08 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.08 / COLORS
Color plays an important role in Pescado brand identity.

Color codes
CMYK
RGB

C71
R14  G181  B233 

M4 Y1 K0

R0  G74  B130 
CMYK
RGB

C100 M70 Y20 K10

Color Tones

Color codes

Color Tones

The color represents Sea colocodes.

100% 80% 60% 40% 20%

100% 80% 60% 40% 20%

02 /
LOGO USAGE

9 / ver sion 1.0.0
Design and Brand Guidelines Book

10 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.01 / MINIMUM SIZES

15mm x 25mm

25mm

30mm

40mm

11 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.02 / LOGO VARIANTS

12 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.03 / INCORRECT USAGE

Don’t change position of the arabic type Don’t use an outline for the logo

Don’t Remove the arabic typeDon’t remove the symbol

Don’t mirror the logo symbol

03 /
PACKAGING

13 / version 1.0.0
Design and Brand Guidelines Book

03 /
PACKAGING

14 / version 1.0.0
Design and Brand Guidelines Book

15 / version 1.0.0
Thank You



Design and Brand Guidelines Book
v . 1.0.0

01 /
THE BRAND

01 / version 1.0.0
Design and Brand Guidelines Book

02 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.01 / INTRODUCTION

These guidelines describe the visual and verbal elements 

04 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.03 / COMPONENTS

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

The Fisherman icon represents the freshness
of the products.

The logo type represents the product’s name.

1
1

23

2

The logo outer shape represent a boat silhouette.3

05 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.04 / TYPEFACE

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

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

/ Myriad Pro /
A B C D E F G H I J K L M N O P 
Q R S T U V W X Y Z
a b c d e f g h I j k l m n o p q r s t u v w x y z
0 1 2 3 4 5 6 7 8 9

/ GRENDEL /
A B C D E F G H I J K L M N O P 
Q R S T U V W X Y Z
a b c d e f g h I j k l m n o p
q r s t u v w x y z
0 1 2 3 4 5 6 7 8 9

03 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.02 / CONCEPT

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

Fisherman logo represents the

Fisherman
Logo Type

+
Boat

+ =Fisherman

06 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.05 / TYPEFACE / GRENDEL /
A B C D E F G H I J K L M N O P 
Q R S T U V W X Y Z
a b c d e f g h I j k l m n o
p q r s t u v w x y z
0 1 2 3 4 5 6 7 8 9

07 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.06 / CONSTRUCTION
The �xed 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.    

08 / version 1.0.0
Design and Brand Guidelines Book

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

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

X

X

X

X

02 /
LOGO USAGE

10 / version 1.0.0
Design and Brand Guidelines Book

09 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.08 / COLORS
Color plays an important role in G2M brand identity. Primary color

BLUE

Color codes
RGB
WEB

R21
15519A

G81 B154

Color Tones

Secondary Color
RED

Color codes
RGB
WEB

R191
BF2932

G41 B50

Color Tones

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.

100% 80% 60% 40% 20%

100% 80% 60% 40% 20%

11 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.01 / MINIMUM SIZES

30mm x 70mm

70mm

50mm

30mm

THANK YOU

17 / version 1.0.0
Design and Brand Guidelines Book

16/ ver sion 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.05 / LOGO POSTION ON POSTER
X

X

X

X

X

X

X

X

13 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.03 / INCORRECT USAGE

Don’t mirror the logo elements Don’t use an outline for the logo

Don’t change the logo color Don’t change the size of the elements
relative to each other

12 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.02 / LOGO VARIANTS

15 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.04 / PACKAGING

14 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.04 / DIFFERNT LOGOS (According to the product)



Design and Brand Guidelines Book
v . 1.0.0

01 /
THE BRAND

01 / version 1.0.0
Design and Brand Guidelines Book

02 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.01 / INTRODUCTION

These guidelines describe the visual and verbal elements. 

03 / version 1.0.0
Design and Brand Guidelines Book

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

Name of the brand
leaf

+ =FROOBA

04 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.03 / COMPONENTS

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

The logo type represent the product name “Frooba”

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

1

1

2
2

05 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.04 / TYPEFACE

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

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 /Gobold/ as the
primary typeface for its bold look. 
 

/ Myriad Pro /
A B C D E F G H I J K L M N O P 
Q R S T U V W X Y Z
a b c d e f g h I j k l m n o p q r s t u v w x y z
0 1 2 3 4 5 6 7 8 9

/ Gobold /
A B C D E F G H I J K L M N O P 

Q R S T U V W X Y Z
a b c d e f g h I j k l m n o p
q r s t u v w x y z

0 1 2 3 4 5 6 7 8 9

11 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.01 / MINIMUM SIZES

30mm x 70mm

70mm 50mm 30mm

02 /
LOGO USAGE

10 / version 1.0.0
Design and Brand Guidelines Book

07 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.06 / CONSTRUCTION
The �xed relationship between the logo letters
should never be changed in anyway.

The logo grid relation is based on balanced ratio.    

06 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.06 / CONSTRUCTION
The �xed relationship between the logo letters
should never be changed in anyway.

The logo grid relation is based on balanced ratio.    

08 / version 1.0.0
Design and Brand Guidelines Book

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

/ x /is measured by the space between the upper
letters and the lower letters.

09 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.08 / COLORS
Color plays an important role in Frooba packging. Primary color

Color codes
RGB
WEB

R2
02763C

G118 B60

Color Tones

Secondary Color

Color codes
RGB
WEB

R62
3EADE3

G173 B227

Color Tones

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

100% 80% 60% 40% 20%

100% 80% 60% 40% 20%

Primary color

Color codes
RGB
WEB

R127
7FC242

G194 B66

Color Tones
100% 80% 60% 40% 20%

Secondary color

Color codes
RGB
WEB

R209
D12228

G34 B40

Color Tones

Secondary Color

Color codes
RGB
WEB

R166
A61E24

G30 B36

Color Tones
100% 80% 60% 40% 20%

Secondary Color

Color codes
RGB
WEB

R238
EE305C

G48 B92

Color Tones
100% 80% 60% 40% 20%

Secondary Color

Color codes
RGB
WEB

R207
CF4728

G71 B40

Color Tones
100% 80% 60% 40% 20%

100% 80% 60% 40% 20%

14 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.04 / T-SHIRT

13/ ver sion 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.03 / INCORRECT USAGE

Don’t rotate the logo Don’t add strok to the logo Don’t change space between letters

12 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.02 / LOGO VARIANTS

17 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.05 / LOGO POSTION ON POSTER

15 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.04 / PACKAGING

16 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.04 / MASTER-VISUAL

THANK YOU

18 / version 1.0.0
Design and Brand Guidelines Book



Design and Brand Guidelines Book
v . 1.0.0

01 /
THE BRAND

01 / version 1.0.0
Design and Brand Guidelines Book

02 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.01 / INTRODUCTION

These guidelines describe the visual and verbal elements. 

05 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.04 / TYPEFACE

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

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

/ Myriad Pro /
A B C D E F G H I J K L M N O P 
Q R S T U V W X Y Z
a b c d e f g h I j k l m n o p q r s t u v w x y z
0 1 2 3 4 5 6 7 8 9

/ Kiona /
A B C D E F G H I J K L M N O P 

Q R S T U V W X Y Z
a b c d e f g h I j k l m n o p
q r s t u v w x y z

0 1 2 3 4 5 6 7 8 9

04 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.03 / COMPONENTS

The Conception logo icon comprises three elemts, the logo
symbol , the logo type and the logo subtitle.

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

The logo type represents the product’s name.

1
1

2

2

03 / version 1.0.0
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

Name of the brand
Malt

+ =

10/ ver sion 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.08 / COLORS
Color plays an important role in G2M brand identity. Primary color

BLACK

Color codes
RGB
WEB

R0
0000

G0 B0

Color Tones

Secondary Color
TROMBONE

Color codes
RGB
WEB

R237
ED1C24

G28 B36

Color Tones

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.

100% 80% 60% 40% 20%

100% 80% 60% 40% 20%

08 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.06 / CONSTRUCTION
The �xed 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.    

06 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.05 / TYPEFACE /Kiona/
A B C D E F G H I J K L M N O P 

Q R S T U V W X Y Z
a b c d e f g h I j k l m n o
p q r s t u v w x y z

0 1 2 3 4 5 6 7 8 9

07 / version 1.0.0
Design and Brand Guidelines Book

01 /
THE BRAND

01.06 / CONSTRUCTION
The �xed 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.    

09 / version 1.0.0
Design and Brand Guidelines Book

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

/ x /is measured by the space between the malt 
symbol and the logo type.

X X

XX

02 /
LOGO USAGE

11 / version 1.0.0
Design and Brand Guidelines Book

13 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.02 / LOGO VARIANTS

12 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.01 / MINIMUM SIZES

30mm x 70mm

70mm

50mm

30mm

14 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.03 / INCORRECT USAGE

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

Don’t change the logo color Don’t change the size of the elements
relative to each other

Don’t change the font of the logo type 

Don’t mirror the logo symbol

15 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.04 / T-SHIRT

16 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.04 / PACKAGING

17 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.04 / MASTER-VISUAL

THANK YOU

19  / version 1.0.0
Design and Brand Guidelines Book

18 / version 1.0.0
Design and Brand Guidelines Book

02 /
LOGO USAGE

02.05 / LOGO POSTION ON POSTER







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.



www.conception-eg.com

Task: Introducing an artistic attractive package and creating a captivating character 
appealing to kids.

Solution: Adopting a childish theme  to catch children’s eyes using warm colors that 
demonstrates  energy and excitement besides, creating a new friendly character (Super 
Panda) instead of the basic logo.

www.conception-eg.com

Task : Identify Panda’s brand to capture broader range of 
consumers with a clear connection to children. Secondly, we 
wanted to revive the old pack with an appealing character and 
focus on the nutritional facts.

Solution : Initiating an amusing bright packaging that appeal to 
children with a new logo character that resembles infancy and 
giving attention to the nutritional facts with bright different colors 
and clarifying the milk splash.



www.conception-eg.com

Task: A package for the limited edition product.

Solution: Using green colors and illustrated food shots 
that represent the product.

















 

 

 



Visuals

It’s not about a logo or a slogan it’s about how a customer feel towards your product







 

 





 







POS Materials











Booths

Designing your booth (3D) and production











Stand &
Floor Display

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























Events

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.







Production

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









Social Media

Design Post jpg & gif















Mobile Applications

Designing your mobile app and getting you the needed developer.





Thank
You


