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Our brand strategy
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Section 1.0 — Our brand strategy

We are ourl-{1i 15

The memory of our ancestors passed
down through generations. Traditions
and innovations we use to understand
each other, and the world. A vision for
a prosperous future we can create
together.




Section 1.0 — Our brand strategy

Vision
A flourishing of arts and

culture across Saudi Arabia

that enriches lives, celebrates

national identity and builds
understanding between people.

| March 2019

To support and encourage a vibrant
Saudi Arabian culture that is true to
its past and looks to the future by
cherishing heritage and unleashing
new and inspiring forms of expression
for all.

Mission




Section 1.0 — Our brand strategy

Values

Perspectives
Culture opens the
mind and shows us
new ways of looking

at things. It also
provides the world
with a lens through
which we can be
viewed. An informed
way of appreciating
the rich culture of
Saudi Arabia.
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Respect

As we seek to
develop our nation'’s
cultural sectors,

we never lose sight
of preserving the
ancient traditions
and ways of living
that have been
passed down to us.

Inclusivity

We drive greater
citizen connectivity
by placing Saudi
people at the heart
of everything we do.
Our approachinvites
citizens to learn,
contribute and find
connections that
unite our history with
our present.

Diversity

We understand that
the true strength
and beauty of our
culture lies with the
incredible range of
arts and traditions
practiced within the
Kingdom.

Enterprise

In order to build

an industry that
makes a truly
transformative
contribution to our
nation’'s economy,
we as a Ministry need
to be innovative and
relentless in the
pursuit of excellence.
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Section 2.0 - Our logotype

Logotype

Culture is what makes a nation and people
unique. Inspired by the striped patterns of
traditional Saudi weaving and the fragmented,
irregular patterns of DNA, our logotype
focuses on the uniqueness of Saudi culture
and national identity.

Our master logotype should be used wherever
possible. An alternative logotype arrangement
is available, but should only ever be used when
itis not possible to use the master version.

To build and maintain a strong identity, it is
important that we apply the logotype correctly

across all applications.

Our logotype should only ever be reproduced
from our master artwork files.
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Section 2.0 — Our logotype

Logotype
reproduction

There are different logotype artwork files for
varying reproduction requirements.

Color reproduction
Wherever possible use the full color logotype.

B/W reproduction
Use the black or white versions of our logotype

when black and white printing is necessary.

Our logotype should only ever be reproduced
from our master artwork files.
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Color reproduction

1wl |

L oL a ol
Ministry of Culture

White background

7

L oL a 116l
Ministry of Culture

Colored background

B/W reproduction

il

L oL a 1 116l
Ministry of Culture

White background

7

L 6L & 5 B3
Ministry of Culture

Black background

M Denotes continuous space



Section 2.0 - Our logotype

Clear space and
minimum size

It is important that the Ministry of Culture
logotype is clearly visible when used on
communications.

Clear space

To ensure prominence and legibility, the
logotype is always surrounded by an area of
clear space which remains free of other design
elements, such as type and other logotypes.

The construction of the exclusion zone area
is based on twice the height of the letter ‘M’
within the logotype, as demonstrated here.

Minimum size
In print, the logotype should not be used
smaller than the size detailed here.

On-screen the logotype is rendered differently
across various types of platforms and devices.
Care should be taken to preserve legibility at
small size.
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Clear space

Minimum size

el

d_ol_a i Jloylyg
Ministry of Culture

< »
[ »

17mm



Section 2.0 - Our logotype

Alignment

There are four points of alignment for our
logotype, as demonstrated here. Wherever
possible, these points should be used to
align other design elements such as type and
imagery.
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Ministry of Culture
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Section 2.0 - Our logotype

Brand name in
text

When the name ‘Ministry of Culture'is referred
to within Latin copy, it should appear in title
case as demonstrated here.

When referring to ourselves in Arabic, it should
be written as demonstrated here.
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Capital M Capital C

The Ministry of Culture will play a key
part in defining Saudi society today, and
for generations to come.

& L5y 193 Lnli Gguw d8lail 65159

JuzWg (poull 392l géall dudg 3323
dos ]l
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Section 2.0 - Our logotype

Incorrect use

When using the logotype, there are a number
of common mistakes that should be avoided.

The logotype should always be reproduced
from the master artwork provided. It should
never be altered, re-drawn, re-colored or
manipulated in any way.

This page shows mistakes that must be

avoided.

1. Donotrotate the logotype.

2. Do notdisproportionately scale the
logotype.

3. Do not apply adrop shadow.

4. Do not edit elements from the logotype.

5. Donotrearrange the logotype colors.

6. Donotalterthelogotype colors.
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d_ol_a & Jloylyg
Ministry of Culture
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Ministry of Culture
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Ministry of Culture
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Section 2.0 - Our logotype

File naming

The file name contains all the key information
to identify the appropriate logotype version
for each application.

Please don't attempt to re-create the logotype
yourself. Artwork files of the logotype and
other design elements are available from the
marketing team.
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MOC LOGO PORT FULL COLOR RGB.ai

Artwork asset name
This identifies the file as a
Ministry of Culture logotype file

Arrangement Color

This identifies the logotype This identifies the
arrangement: logotype color
PORT = portrait

LAND = landscape

Color space

CMYK = 4-color printing

RGB = For office and
on-screen use

File type
.eps

.ai

-png

14
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Section 3.0 — Our strapline

Strapline

There are three different language versions
of the Ministry of Culture strapline; Arabic,
Latin and dual language. Use the appropriate
language version for the communication you
are creating.

Our strapline should only ever be reproduced

from our master artwork files. It must never be
redrawn or modified.
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Dual language

Our culture, our identity

Latin

Our culture, our identity

Arabic

16



Section 3.0 — Our strapline

Strapline
reproduction

There are different strapline artwork files for
varying reproduction requirements.

Color reproduction
Always use the full color or white strapline.

B/W reproduction

Use the black or white strapline. Always
ensure the strapline is against a background of
sufficient contrast to be clearly visible.

All language versions of the strapline should
follow the principles set out here.
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Color reproduction

Our culture, our identity

White background

e L ixdlas

Our culture, our identity

Colored background

B/W reproduction

L g L___izdlas
Our culture, our identity

White background

gl izdlas

Our culture, our identity

Black background

/‘ Denotes continuous space
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Section 3.0 — Our strapline

Placement and
alignment

Placement

The preferred position for our straplineisin
one of the four corners of a communication, or
at its center.

The strapline and the logotype should never
be shown or used as a lock-up. They should
always be separated and used as two individual
assets.

Alignment

There are 4 points of alignment for our
strapline, as demonstrated here. Wherever
possible, these points should be used to align
other design elements, such as type, logotype
and imagery.

All language versions of the strapline should
follow the principles set out here.
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Placement
(. g L_ixelas 0000 L ~‘9_¢I~qLa_?
Our culture, our identity Our culture, our ldentlty
b 4
L g9 | elas
Our culture, our identity
y 1
i ::;g_al alas l ;:;9_ml E“QLE_'S
Our culture, ouridentity ... Our culture, our identity

Alignment

ffffffffff Ourculture,ourldentlty
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Section 3.0 — Our strapline

When to use it

We don't use the strapline everywhere. Here,
we have listed the applications on which it
must always appear, and those on which it
must never appear.

There will be situations within any organization
where letters and corporate communications
will carry content that makes the presence

of a strapline inappropriate. As a basic rule,

the strapline is used on all ‘promoting’
communications (advertising, brochures,
website etc). It does not appear on corporate
communications (annual reports and
letterhead).
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Our strapline is always used

with these communications:

« Advertising and promotion
e Literature

« Website

e HTML email

e Events

« Social media

Our strapline is never used with
these communications:
e Letterhead

« Compliment slip

e Fax

e Envelopes

e Invoice

e Purchase order

« Credit note

e Press release

« Billing

« Contract

« Email signature

e Annual report

Our strapline is optional with
these communications:

e Banners

« Hoardings

« CDand DVD

e Internal communications
« Merchandise

e Business card

 Folder

« Word template

« PowerPoint presentations

19



Section 3.0 — Our strapline

Please avoid

The strapline should always be reproduced
from the master artwork provided. It should
never be altered, re-drawn, re-colored or
manipulated in any way.

o &
L i ssoo L i x8las L g L ___ixdolss L g L___ixolss

This page shows mistakes that must be

voided. Our culture, our identity Our culture, our identity Our culture, our identity
1. Do notdisproportionately scale the
strapline.
2. Donotplace the strapline in a shape. 1 5 3
3. Do not change the color of the strapline.
4. Donotapply adrop shadow.
5. Donotrotate the strapline.
6. Do not position the logotype and strapline

together. 2

P s |
< d_29

o> oY La < J16yl59
1 1 -~ o . *
Our culture, our identity \/){,&(ew Ministry of Culture
< (',\) | g | - -
o Our culture, our identity
4 5. 6.

© Ministry of Culture | Brand Guidelines | March 2019



Section 3.0 — Our strapline

File naming

The file name contains all the key information

to identify the appropriate strapline version for
each application.

Please don't attempt to re-create the strapline
yourself. Artwork files of the strapline and

other design elements are available from the
marketing team.
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MOC STRAPLINE DUAL DARK BLUE RGB.ai

Artwork asset name
This identifies the file as a
Ministry of Culture strapline file

Language
This identifies the
language used

Color
This identifies the
strapline color

Color space File type

CMYK = 4-color printing .eps

RGB = For office and i
on-screen use .png

21



Section 4.0

Our color palette
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Section 4.0 — Our color palette

Color
Mmanagement

Precise, consistent color management
requires accurate ICC (International Color
Consortium) compliant profiles of all of the
color devices (such as monitor, printer etc.)
Setting up the correct color profile ensures
that the colors you see on your monitor or in
print will match the ones detailed in this color
section.

The color profiles shown opposite, should
always be used before applying any color. This
should be part of the document setup process.

If these color profiles are not used, color
reproduction will vary from one project to
another, and brand consistency will not be
maintained.

To assign a color profile in commonly used

Adobe softwares:

1. Choose Edit > Color Settings.

2. Select the color profile mentioned above in
each color space, then click OK.
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For screen

RGB: sRGBIEC61966-2.1
CMYK: Coated FOGRA39 (ISO 12647-2:2004)

For print

23



Section 4.0 — Our color palette

Color breakdown

With consistent use, our color palette
will become an essential tool in building a
distinctive and identifiable brand.

The appearance of colors across different
media and substrates can vary, so colors
should be matched visually according to each
application.

Shown here are our recommended color
breakdowns. Always use the correct color
breakdown for the color space you are working
with: CMYK and Pantone for print and RGB for
on-screen.
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R15 G40B55
C60 MO YO K90
Pantone 546 C

R235 G90 B60
COM80Y70KO
Pantone 2348 C

R110G25B70
C20M75 YO K60
Pantone 7650 C

R180 G25 B50
COM85Y60K25
Pantone 703 C

24



Section 4.0 — Our color palette

Colorratio

Shown here is a color chart which acts
as a guide to demonstrate the color
ratio that should be aimed for across our
communications collectively.
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Section 5.0 — Our typography

Primary
typefaces

Our primary typeface is Effra. It is available in
both Latin and Arabic languages. Effra is used
in the following weights: regular and medium.

If your organization owns and uses the Adobe
Creative Cloud suite this font is freely available
and ready to use. Otherwise, it may be
purchased from:
https:/www.daltonmaag.com/effra
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Latin

Effraregular
Effra medium

ABCDEFGHIJKLMNO
PQRSTUVWXYZabcd
efghijklmnopqgrstuvw
Xyz1234567890-+<>
?"{(HI'@E$%E&*()?/;=

Arabic

é‘ b
ssle 1,9]
busgio | 9]
j.‘s}éaafi&&ﬁ)gi
gbbydyoubd )y
edgoppddgug

<>-+ 0123456789 s g
=/S()*&7. SE@!I[H}"S
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Section 5.0 — Our typography

Secondary
typefaces

In some digital applications or for general
office use, it will not be technically possible to
use our primary typefaces.

When this is the case, we recommend the use
of our secondary typeface Calibri for Latin
communications and Sakkal Majalla for Arabic

communications.

For usein:

[J Office

© Ministry of Culture | Brand Guidelines | March 2019

Latin secondary typeface

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Calibri regular

ABCDEFGHIUKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Calibri bold

Arabic secondary typeface

se bbb oo St rpiisac oY
$hosrapaddsd

Sakkal Majalla regular
&Ja‘]aua&aulu-u)))é}CCC:L}'QZLQH!.?]?
Shoanrpaldsag

Sakkal Majalla bold

28
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Section 6.0 — Our photography

Photography
overview

There are two categories within photography; Hero photography
—Hero photography
— Support photography

Hero photography

Hero photography helps to visualize the
message it supports, and crucially, it also
delivers high brand presence.

Primary photography must be housed within
one of the segments from our visual property.
Please refer to the visual property section for
more information.

Support photography

Support photography

Support photography is general, untreated
imagery used only to support messages within
communications.

Support photography must never appear
on primary surfaces of Ministry of Culture
communications. It may only appear within
communications.

© Ministry of Culture | Brand Guidelines | March 2019 30



Section 6.0 — Our photography

Creating hero
photography

Create Ministry of Culture hero photography
utilizing the straightforward Adobe Photoshop
effect known as a gradient map.

Firstly, open up the supplied gradient map
Photoshop template file. From that file, open
the image that requires treatment. Choose
from the selection of gradient options within
the Layers window, selecting the appropriate
color gradient. Adjust the location of colors to

The gradient map effectis
accessible in Adobe Photoshop
through Image > Adjustments
> Gradient Map

Photoshop CC File Edit Layer Type Select Filter 3D View Window Help

Mode >
Adjustrnents > Brightness/Contrast...
| Levels... #L
Auto Tone _‘[}EGL i 3¢ M
Auto Contrast i Exposure...
Auto Color +3B
. _ - Vibrance...
Kiage SIZ.E'" -E #l Hue/Saturation... U
i Stze: 3 = Color Balance... %¥B
Image Rotation > | Black & White... xo%B
oy Photo Filter...
. Channel Mixer...
Reveal All | Color Lookup...
Duplicate... Invert %
Apply Irnage Posterize...
Calculations... Threshold...
Variables >
Apply Data Set... Selective Color...
Trap... " Shadows/Highlights...
HDR Toning...
; i - Desaturate f3eU
Match Color...
Replace Color...
Equalize

achieve a good contrast, if necessary.

,f s B Gradient map/applied
Always ensure the original image has sufficient ‘ .3 S Ml cracient vap 2
contrast, before applying the gradient map | & P = 8 I cradient viap 1
effect. = - B
Select the gradient Adjust the location of
map colorin the gradient
map
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Section 7.0

Our visual language
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Section 7.0 — Our visual language

Visual property

Culture is what makes a nation and people
unique. Inspired by the striped patterns of
traditional Saudi weaving and the fragmented,
irregular patterns of DNA, our visual property
focuses on the uniqueness of Saudi culture
and national identity.

Our visual property is a key brand asset that

is unique to the Ministry of Culture. With
consistent use, our visual property will become
an essential tool in building a distinctive and
identifiable brand.

To build and maintain a strong identity, it is
important that we apply the visual property

correctly across all applications.

Our visual property should only ever be
reproduced from our master artwork files.

© Ministry of Culture | Brand Guidelines | March 2019
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Section 7.0 — Our visual language

Using the visual
property

The visual property is a very flexible asset
that can be cropped, enlarged and reduced,
enabling a range of layout approaches.

The visual property should always crop off at
least one edge of a communication.

Itis also possible to isolate and use sections

of the visual property as demonstrated in
example 2 and 3.
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A N (O )

il 1
il a il
Ministry of Culture

Mr. AN Other person
The Company
Regent Street
London W1R 3DA

14 March 2019

Dear Sir/Madam

Layout of letters

Presentation of letters is an important part of corporate identity. This letterhead typing style requires
the text to be 10 on 16 point Arial, ranged left to a measure of 160 millimetres. The type starts

25 millimetres from the left hand edge of the page, and finishes no closer than 25 millimetres from
the right hand edge. Titles and important information should appear in Arial Bold.

The address should start 60 millimetres from the top of the page. The date is typed leaving one clear
line below the address, and the salutation three clear lines below the date.The body of the letter

follows one clear line down from the salutation.

Headings if required are typed one clear line down from the salutation and should appear in
Arial Bold. The closure is typed five lines down from the end of the text.

Yours sincerely,

/v\/\>

Signatory’s Name

Signatory’s Title
Ministry of Culture T+966118363352.8 a8lall 3,139
King Faisal Road, Al Diriyah F+966 1183633333 eyl o AUl G yb
P.O.Box 3424, Riyadh 13711 13711 oL, 3424 .0.p0
Kingdom of Saudi Arabia moc.gov.sa W92l dp )l dlall

Example 1

s 1}

I

Document Title That Can Extend
Over Two Or Three Lines
Lorem Ipsum Dolor Sit Amet

Document date or subheading that could extend over
several lines. Document date or subheading that could
extend over several lines.

moc.gov.sa XX

Example 2

Wl

4 9La 3 JIgylyg
Ministry of Culture

s i

a9l a & Jlglig
Ministry of Culture

Example 3

PO FAPeNS |

o2 ]l oleie
Saslidl ol giall

2019 i s (il g 2019355 515 0
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Section 7.0 — Our visual language

Using individual
segments

Individual segments of the visual property may

be selected and used to: I.\ Il I|| |l I lll ' . I|
I

— create solid blocks of color (example 1) Top colored layer with a multiply effect
—draw attention to content (example 2)

— create bespoke layouts (example 3) ﬁﬁw r———mt Nt T hed T I o
|

|

\ \ i |

‘u | I |

It is important to know that the visual property ‘ ‘ IR I
is made up of two layers; a colored layer with a .

ol | | .
“ J | i | | ‘ | | \ . |
(1 /— IR i *
| | | o
multiply effect, and an underlying solid white L L J =g | U U [ I 1 S | | |

|

‘ | | ‘
| | \ ‘

L

layer, as shown here. This means the property Underlying white layer
maintains it's multiplied effect even when it :
appears on a colored background.

Visual property
When placing segments of the property onto

a colored background, please ensure the

underlying white segment travels with it's

corresponding colored top segment.

e

When placing segments of the property over

SRS _. "Our vision is, without a doubt, part of the

each other or other elements, please ensure : o oo o sl the mvancamentof

the white layer is sent to the back to allow the E ) ardurpanidentitios) o ol ! Lol iidlas
multiply effect to be visible. — UGG 007

When using an individual segment it may
be rotated 90°, stretched within reason and
recolored with any one of the brand colors. Example 1

Example 2
Example 3
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Section 7.0 — Our visual language

Using imagery

ENGLISH &

Our visual property segments may be used to
contain imagery, as demonstrated here.

s 1

ol s 3 JIgylyg
Ministry of Culture

"Our vision is, without a doubt, part of the
Saudi Vision 2030 and the ministry will be the
main sponsor for all the advancement of

culture in various fields, enhancing the Saudi

Only hero imagery my be used within the - and urbanidentities
visual property segments. Please refer to our — e
photography section for information on how . [ —

to create a hero image.

Example 1

g 15all sl a9 90 paill 1.ia
ok e 0955 O Sy Ladd

daad doludl e da e aelug ol sue o) .agiSll el Jleaiuly dmigall @uasal

Hginl Geiwl 3L L Uasatlly auosai 88y Aale 4.8 Aa gy baug¥lasll 3l

Supportmg the 3 Aiaz liadl ey gy Amilipll (31 Ay Aoty S ) 2lisS Byas] 5l oLii Yl
- - - amslads @F Say J) 93T (901 (931 liSlay Jglidl s Liily Auolinll juols clmiiall
creative industries ol gy ol 0 353 (ind o] Mol (35 olind il 3l b et

ool alas) sl asdlgal luzg maluzg cilg melial

in the Kingdom.

b aariay Jolearduuds clstullat¥ @l plge sleall Jf cliSasludd Laall) 3!

p._-J.a«.U ui ‘Al.u_“
A Culture White Paper ll WE “ .
A 141 LIl alass oly @.ul\glaaji‘jyg wesadd! Lall Salael ax il dalad (usss (a9
aol a 3 JIs)lyg L L= K I e el
Mihistiy.oF Cullttire L boglasedl 38 (ang ubﬁsj JMJ‘|‘5-@|M u_l AT Ly LS 380
Bt il aliad (Sasdys ly J1 oy lSK8Y anll o of A poguall deliialy o liSoser

38 azleot § pluszuldall o dole] cliSes (llgo 480 pogsmill Jglutzng zyusl! ShiSa,
Aely gy oyl Jolustul Lals Logiall sl anly 150

Example 2 —

mocC.gov.sa

Example 3
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Section 7.0 — Our visual language

File naming

The file name contains all the key information
to identify the appropriate visual language
version for each application.

Please don't attempt to re-create the visual
language yourself. Artwork files of the visual
language and other design elements are
available from the marketing team.

© Ministry of Culture | Brand Guidelines | March 2019

MOC VISUAL PROPERTY FOR WHITE BG RGB.ai

Artwork asset name Color space File type

This identifies the file as a Ministry of Culture CMYK = 4-color printing .eps

visual language file RGB = For office and .ai
on-screen use .png

37



Section 8.0

Data visualization
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Section 8.0 — Data visualization

lcons for our
cultural sectors

A series of icons have been created specifically
to convey our wide ranging areas of focus.
Eachiconis available as both an outline and as
a solid color, as shown here.

Film and video
Libraries
Crafts
Visual arts
Fashion design
Archaeology and landscapes
Performing arts
Books and publishing
Poetry
. Natural heritage
. Architecture and interior design
. Festivals and events
. Food and culinary arts
. Music
. Museums
. Language

0 O NOL A WDNR

T S S A Y A Gy
O L1 b W N O
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13.
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ll5|
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\

R

5

AVAVAVAVAVAN
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Section 8.0 — Data visualization

lcon style

New pictograms will inevitably need to be
designed. This simple guide should be followed
to ensure consistency in size and style.

— Alllines have rounded end points

— lcons must be created using only one color
from our brand colors

— The icon height must fit the height of the
square grid. The icon width may fall within
the square grid

© Ministry of Culture | Brand Guidelines | March 2019

Outline icon style Solid icon style

AVAVA
11110

- o o oo -
Square grid =100 x 100mm
Line weight =2.7mm
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Section 8.0 — Data visualization

Data visualization

colors

Complex charts, tables and diagrams will often
require a wide selection of colors. Shown here
are colors and tints that may be used.

The appearance of colors across different
media and substrates can vary, so colors
should be matched visually according to each
application.

Shown here are our recommended color
breakdowns. Always use the correct color
breakdown for the color space you are working
with: CMYK and Pantone for print and RGB for
on-screen.

The color profiles below must always be used
when creating communications for our brand.
RGB: sRGB IEC61966-2.1

CMYK: Coated FOGRA39 (ISO 12647-2:2004)

If the above color profiles are not used, it will
result in varying color reproduction.

© Ministry of Culture | Brand Guidelines | March 2019

R15 G40B55
C60 MO YO K90
Pantone 546 C

R255 G150B25
COM45Y80KO
Pantone 7411 C

R235 G90B60
COM80Y70KO
Pantone 2348 C

R110 G25B70
C20M75 YO K60
Pantone 7650 C

R145 G185 B180
C45M0Y20K15
Pantone 5503 C

R180 G25 B50
COMS85Y60K?25
Pantone 703 C

R157 G157 B157
COMOYOK50
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Section 8.0 — Data visualization

Infographics

When creating infographics within designed
communications, there is an opportunity

to apply the organic forms found within the
logotype. Shown here are some examples
where solid blocks, pictograms and numbers
are made using organic forms.

Only use the colors described within this
section.

When designing infographics, always favor
simplicity. The information is the most
important, so avoid over complicating the
design in a way that detracts fromiit.
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Number of published books

Competitive local content production

Baseline

23,000

1/1 Denotes continuous space

2020 Target

25,000

Source: Quality of Life Program 2020, Delivery Plan

Places to be developed by 2020

Opera House
Public libraries

e . 1 3 ¥ 1 @

Target: 97

Cinemas - Museums
+45 K2 -4 b |

Art Exhibitions

+140

Baseline: 20
Target: 160

Theatres

Y +16

Baseline: 73
Target: 57
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Section 8.0 — Data visualization

Charts

When designing our charts, always favor
simplicity. The information is the most
important, so avoid over complicating the
design in a way that detracts fromiit.

Only use the colors described within this
section.

Within designed communications

When creating charts within designed
communications, there is an opportunity
to apply the organic form found within the
logotype and visual property, provided it
does not hamper the communication of
information.

Within Microsoft Office programs

When creating charts within Microsoft Office
programs, there is not the facility to introduce
organic forms.
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Within designed communications

Bar chart

Nonummy

69.3%

B Facilisis
I Velillum
B Magna
B Wisienim
Il Dolor

Pie chart

Grow Saudi
contribution
toarts
and culture

Table

Strategic A | ’*‘
Objective e

Comprehensive

Livability KPI

Number of cultural

Baseline

2020 Targets

cultural infrastructure infrastructure 158 405
FuII-spectrl_Jr_n_of Nurr:nb_e_r of cultural 278 5167
cultural activities activities offered

Engaged public toward | Percentage of consumer

artistic offering expenditure on cultural 0.110% 0.120%
offerings
Supportive arts Participations in major 0 5
ecosystem international events
Competitive local Number of
23,000 25,000
content production published books 2 ?
Number ofproduced 0 13
movies

Owned by
Quality of Life
VRP 2020

Source: Quality of Life Program 2020, Delivery Plan

Within Microsoft Office programs

2003 2004

M Lorem ipsum

Bar chart

2005 2006 2007 2008 2009

B Enimstiam

Enimstiam

2010

2011

Nonummy

69.3%

B Facilisis
I Velillum
B Magna
B Wisienim
Il Dolor

Pie chart

Grow Saudi
contribution
toarts
and culture

Line chart

Strategic
Objective

Livability KPI Baseline 2020 Targets
Comprehensive Number of cultural
cultural infrastructure infrastructure 158 405
FuII—spectrL'Jr'n'of Nun'_\b_e.r of cultural 278 5167
cultural activities activities offered
Engaged public toward | Percentage of consumer
artistic offering expenditure on cultural 0.110% 0.120%
offerings
Supportive arts Participations in major 0 5
ecosystem international events
Competitive local Number of
23,000 25,000
content production published books
Number of_produced 0 13
movies

KPI Type

Owned by
Quality of Life
VRP 2020

Source: Quality of Life Program 2020, Delivery Plan
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Guiding
principles

In any given co-branding situation we need

to be clear about the role we are playing

and clear about how we signpost our
involvement. Our approach should help
audiences quickly understand the brand
relationships. There are generally two senarios
for co-branding as detailed here.

The following pages provides more

information about dominant and ingredient
brand senarios.
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Dominant brand senario

This is where the Ministry of Ingredient brand(s)
Culture is perceived as the ll l
dominant partner and plays 4ol s & Jl&ylyg
host to ingredient brand(s). Ministry of Culture

Ingredient brand senario

Other brand as the This is where the Ministry

dominant partner of Culture is perceived as a ||
vital ingredient and acts as a d_ol s i Jl&lyg
support to another brand. Ministry of Culture
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Section 9.0 — Data visualization

Dominant brand
senario

When we are the dominant brand we follow the
Ministry of Culture guidelines but we allow

our ingredient partner brand(s) to appearina
carefully controlled environment. Ministry of
Culture dominates the visual space...

— Our ingredient partner is only allowed to use
one logotype to represent their presence,
no other visual elements or words are
to be used

— Theingredient partner logotype should
appear equal in size or smaller than the
Minsitry of Culture logotype

— Theingredient partner logotype and our
logotype should never be seen to be locked
up - they should each have space to breathe

© Ministry of Culture | Brand Guidelines | March 2019

Visual space owned by
the Ministry of Culture

Our culture, our identity
moc.gov.sa

|

i L& ¢ &l
Ministry of Culture

Lorem ipsum dolor sit amet,
consectetur adipiscing elit. Quisque
mi arcu. Nunc condimentum vel leo ut
lobortis. Sed placerat porta

neque, at fermentum dolor iaculis sed.

September 15th 2019 -19:00
Address line 1
Address line 2, Saudi Arabia

A

Dominant brand logotype

Dominant brand identity elements
used across entire communication

Ingredient brand presence represented

by one logotype only
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Section 9.0 — Data visualization

Ingredient brand
senario

When we are an ingredient partner,

Ministry of Culture will appearin an
environment that is controlled by another
brand. The dominant brand rather than
Ministry of Culture owns the visual space, so
we should ensure that the Ministry of Culture
logotype works as hard as possible in this
limited environment...

— The logotypes may be equally sized but
the overall visual style is NOT that of the
Ministry of Culture

— No visual elements from the Ministry of
Cultures identity other than our logotype
may be used

— On colored backgrounds, the single color
Ministry of Culture logotype should be used
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The entire visual
space would be
owned by BrandX

BRANDX

s B

A 8La ¢ I3l
Ministry of Culture

Dominant brand logotype

Ministry of Culture as the ingredient
brand with our presence represented
by one logotype only
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Section 10.0 - Applications

Letterhead

© Ministry of Culture | Brand Guidelines | March 2019

e i

d_sLa i I5li
Ministry of Culture

Mr. AN Other person
The Company
Regent Street
London W1R 3DA

14 March 2019

Dear Sir/Madam

Layout of letters

Presentation of letters is an important part of corporate identity. This letterhead typing style requires
the text to be 10 on 16 point Arial, ranged left to a measure of 160 millimetres. The type starts

25 millimetres from the left hand edge of the page, and finishes no closer than 25 millimetres from
the right hand edge. Titles and important information should appear in Arial Bold.

The address should start 60 millimetres from the top of the page. The date is typed leaving one clear
line below the address, and the salutation three clear lines below the date.The body of the letter

follows one clear line down from the salutation.

Headings if required are typed one clear line down from the salutation and should appear in
Arial Bold. The closure is typed five lines down from the end of the text.

Yours sincerely,

Signatory’s Name

Signatory’s Title
Ministry of Culture T+966 1183633529 asladl 6)lyg
King Faisal Road, Al Diriyah F+966 1183633334 ey sl oJuad ellll @b
P.O.Box 3424, Riyadh 13711 13711 4o 13424 .00
Kingdom of Saudi Arabia moc.gov.sa dsgsud] dy el dSlall

Latin letterhead

s i

&5l il &li
Ministry of Culture

S|
iS5
gLl dabail
2k

ARARISVIN

YR oo €

BoLul/Buud | daudl

Dyl 2356

Feagkin 108 (w8 indll (0 813l AB 10 i VY o oy O J duSS 05 sy e gaban Ayl 030 0555 OF azy dolsll dysgll o o0 532 (o2 Ayl dotia
iy 0555 o g slgl] Sloslably yslinl) dnbaall g el Bl 6o fsaskes WV o BT IS o conial Biag) Blodl o Froshes €+ o3 2 wis gl Ty

pasbl asl) =)

0B bl B e gl Jaul deotl] 9585 O o Olgisl] Sl ha jluds dse OF o gyl diall Jol oo fuasles VO jluis usd O o Olsisd] Doy

) g doly e Hlade dmg O waou Dbyl

0l 5o sl Gues jlude Suums 9553 Bl O J dusSS O8 dasl pas,mll aidl desdas (555 OF wazus doadl dms doly e Hluds ums O cllall dedde

oS gl

skl o)

bl oarie

Ministry of Culture T+9661183633529 aslaill 8ylyg

King Faisal Road, Al Diriyah F+966 11836 3333 5 ducyall (Juosd AUl G b
P.O.Box 3424, Riyadh 13711 13711 4oL, 3424 .00
Kingdom of Saudi Arabia moc.gov.sa g2l dy 2l dllall

Arabic letterhead

49



Section 10.0 — Applications

Fax

© Ministry of Culture | Brand Guidelines | March 2019

/" N U VY Y ANV NN | [ U N

Latin fax

518 FAX i 1

L 6La & &l
Ministry of Culture

Mr. AN Other person
The Company
Regent Street
London W1R 3DA

14 March 2019

Dear Sir/Madam

Layout of letters

Presentation of letters is an important part of corporate identity. This letterhead typing style requires
the text to be 10 on 16 point Arial, ranged left to a measure of 160 millimetres. The type starts

25 millimetres from the left hand edge of the page, and finishes no closer than 25 millimetres from
the right hand edge. Titles and important information should appear in Arial Bold.

The address should start 60 millimetres from the top of the page. The date is typed leaving one clear
line below the address, and the salutation three clear lines below the date.The body of the letter

follows one clear line down from the salutation.

Headings if required are typed one clear line down from the salutation and should appear in
Arial Bold. The closure is typed five lines down from the end of the text.

Yours sincerely,

Signatory’s Name

Signatory’s Title
Ministry of Culture T+966 1183633529 aslaill 8yljg
King Faisal Road, Al Diriyah F+966 1183633333 ducyall (Juaus AUl @ ,b
P.O.Box 3424, Riyadh 13711 13711 o)1 3424 .00
Kingdom of Saudi Arabia moc.gov.sa D92l dy el dllall

1 1 N VY [NV ANV NN | O [ 1 —

518 FAX i 1l

L 6La & 13l
Ministry of Culture

Sl
sl
& Lad) dalast)
L

Voe 5eyl

Y g €

80Lud1/B ] sl

D)l 356

Faasles 108 GulBg (padl oo Bl3loxg AB V0 iz VY s ez O J dusSS 03 sy degdas ALyl ode 3555 OF Cazy L delsd] Dysa] (0 040 £32 oo Ayl douti
il 0583 O ez alyll Sleslinlly Gasliadl domtall g el Bl (o ficnclen W (oo BT B s dovtall Luodl Blodl 5o fosskio €+ oS 3 wis padl g

i) asl) =l

02 ] DY ladig go ) Jawl dol 0553 Oz «Olgisl] Sl Jlaw Jladig dso OF cao gooylly doxiall ol (o fnslen VO Hlaig asd Ol o Olgisd] Dol

Ao g asly sl lude wme O oo D)

il g sl pues e Suuss 0553 BB O J duSS O3 Jasd) (=l ezl degadas §555 O amus duoad] dss dsly e Hlude dms O el dedie

oS palsdl

sl g

Juoybl ceato

Ministry of Culture T+966 1183633529 a8laill 8)lyg

King Faisal Road, Al Diriyah F+966 1183633333 ducyall (Juaus el @b
P.O.Box 3424, Riyadh 13711 13711 58U, 3424 .00
Kingdom of Saudi Arabia moc.gov.sa dageull du el dloll

Arabic fax
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Section 10.0 - Applications

Stationery
ol |

L] a8l a i syl

| | Ministry of Culture
i
i

Ministry of Culture T+966 1183633529 adlazll 6,l39

King Faisal Road, Al Diriyah F +966 11 8363333 5 dueyadl Juausd Al G pbo

P.O.Box 3424, Riyadh 13711 13711 uob I 3424 .00

Kingdom of Saudi Arabia moc.gov.sa gl du yell dllall

Compliments slip

M +966 000000000 >
T+9661183633529 IIII@ “ II
. [
F+966 1183633339 4oL g ¢ ||5)|jg
Ministry of Culture
Name@moc.gov.sa
moc.gov.sa . N
duesall ot Alll @b Our culture, our identity
13711 oL, 3424 .00 & pguidl w3l
92l dy o)l dlall Laabgll Gawll
King Faisal Road, Al Diriyah
P.O.Box 3424, Riyadh 13711 Name Surname
Kingdom of Saudi Arabia Job Title

Business card front Business card back
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Section 10.0 - Applications

Envelopes

s J

a8l s & I8l
Ministry of Culture

C5:229mmx162mm

s I

a8l a ¢ JI8ylyg
Ministry of Culture

e i

DL:220mm x 110mm a8l & JIg)ljg
Ministry of Culture

C4:324mm x 229mm
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s

d_sLs L5l
Ministry of Culture

C3:458mm x324mm
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Section 10.0 - Applications

Folder

s I

a8l a ¢ Jlsylg
Ministry of Culture

Our culture, our identity
moc.gov.sa

Latin folder cover

M+966000000000 >
T +966 11836 3352 T+96611836 33528
F+966 118363333 F+966 1183633338
moc.gov.sa Name@moc.gov.sa
moc.gov.sa

King Faisal Road, Al Diriyah
P.O. Box 3424, Riyadh 13711 eyl ot el Gy
Kingdom of Saudi Arabia 13711 4ol )1 3424 0.0
900l du el dSLall

King Faisal Road, Al Diriyah
P.O.Box 3424, Riyadh 13711
Kingdom of Saudi Arabia

s

4 8L s ¢ JIg)lye
Ministry of Culture

AL o &
L 1:39_‘5[ is9olas

moc.gov.sa

Arabic folder cover

a8l a & JIgyly
Ministry of Culture

8 gl ¥l
bl Goudl

Name Surname
Job Title

Folder interior with pocket and slots for business card

© Ministry of Culture | Brand Guidelines | March 2019
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Section 10.0 — Applications

Word template

e 1

6L ¢ llglsg
Ministry of Culture

Document Title That Can Extend
Over Two Or Three Lines
Lorem Ipsum Dolor Sit Amet

Document date or subheading that could extend over
several lines. Document date or subheading that could
extend over several lines.

moc.gov.sa XX

Front cover

© Ministry of Culture | Brand Guidelines | March 2019

e |

ol s ¢ Ilgylyg
Ministry of Culture

Lorem Ipsum Dolor Sit Amet

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, quis nostrud exerci tation
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat. Duis autem vel eum iriure dolor
in hendrerit in vulputate velit esse molestie consequat, vel illum dolore eu feugiat nulla facilisis at vero
eros et accumsan et iusto odio dignissim qui blandit praesent luptatum zzril delenit augue duis dolore
te feugait nulla facilisi.

Lorem ipsum dolor sit amet, cons ectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt
ut laoreet dolore magna aliquam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci
tation ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat. Lorem ipsum dolor sit
amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet dolore magna
aliguam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation ullamcorper suscipit
lobortis nisl ut aliquip ex ea commodo consequat.

Lorem Ipsum Dolor Sit Amet

Cons ectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet dolore magna
aliquam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation ullamcorper suscipit
lobortis nisl ut aliquip ex ea commodo consequat. 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, quis nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip ex ea
commodo consequat.

Duis autem vel eum iriure dolor in hendrerit in vulputate velit esse. 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, quis nostrud exerci tation ullamcorper suscipit
lobortis nisl ut aliquip ex ea commodo consequat. Duis autem vel eum iriure dolor in hendrerit in
vulputate velit esse molestie consequat, vel illum dolore eu feugiat nulla facilisis at vero eros et
accumsan et iusto odio dignissim qui blandit praesent luptatum zzril delenit augue duis dolore te
feugait nulla facilisi. Lorem ipsum dolor sit amet, cons ectetuer adipiscing elit, sed diam nonummy nibh
euismod tincidunt ut laoreet dolore magna aliquam erat volutpat. Ut wisi enim ad minim veniam, quis
nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat.

Lorem Ipsum Dolor Sit Amet

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, quis nostrud exerci tation
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat. Duis autem vel eum iriure dolor
in hendrerit in vulputate velit esse molestie consequat, vel illum dolore eu feugiat nulla facilisis at vero
eros et accumsan et iusto odio dignissim qui blandit praesent luptatum zzril delenit augue duis dolore
te feugait nulla facilisi.

p— moc.gov.sa XX

Copy page

e

ol s ¢ Jlgylyg
Ministry of Culture

Section Heading That Can
Extend Over Two Or Three Lines
Lorem Ipsum Dolor Sit Amet

Section subheading that could extend over several lines.
Section subheading that could extend over several lines.
Section subheading.

I moc.gov.sa

Section divider

XX

| 111 |

a8l a i gyl
Ministry of Culture

King Faisal Road, Al Diriyah
P.O.Box 3424, Riyadh 13711
Kingdom of Saudi Arabia

T +966 11 836 3352
F +966 11 836 3333

moc.gov.sa

Back cover



Section 10.0 - Applications

Notebook

Hardback notebook in A5 and A4 with embossed logotype Colored end papers

© Ministry of Culture | Brand Guidelines | March 2019




Section 10.0 - Applications

Note pads

e 1

8l i Jl&)lyg
Ministry of Culture

e

i L& & a0
Ministry of Culture

Post-it notes are available in 3 styles (as

shown here). They are also available in
3 sizes which are; 51x51mm, 76x76mm
and 127x76mm

Our culture, our identity

A5 and A4 note pads
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Section 10.0 — Applications

ID tags

1 [

L SL& & Nlél50
Ministry of Culture

» 1 = _BE R | L.
W e . 1) - I
_

11 T Ny i | | 7 - donts
® |L| Il Fda || Ministryofcm"t)uﬁg Our culture, our identity _ . -II

_ s i
* S
VISITOR ol e

Ministry of Culture o ),e,j',dl I‘UJXI

Name |M)!I Umbg'” U'N""u

Name Surname
Company ds il Job Title
Visiting dag.04ll dg3|
Employee badge
Date oWl [ Timen Jozall Cidg
Vehicle sl
Please return this pass to reception on departure. Byalell sie Jldiwdl wise Jl dSladl 0l dslel >0
Visitor badge
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Section 10.0 — Applications

Email signature

© Ministry of Culture | Brand Guidelines | March 2019

ex ea commodo consequat. Duis autem vel eum iriure dolor in hendrerit in vulputate velit esse molestie
consequat, vel illum dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto odio dignissim qui blandit

praesent luptatum zzril delenit augue duis dolore te feugait nulla facilisi.

Lorem ipsum dolor sit amet, cons ectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet
dolore magna aliquam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation ullamcorper

suscipit lobortis nisl ut aliquip ex ea commodo consequat.

Regards,

Name

Latin email signature

JORA| P
bl Gaull

Name Surname
Job Title

M +966 00 000 0000 >
Name@moc.gov.sa

*4 +

d_9l_a_ 3 Jlaylyg
Ministry of Culture

moc.gov.sa

O
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Section 10.0 - Applications

PowerPoint template

2i930

s I

da_ala & JIsylig
Ministry of Culture

POTCR(FAPCIS[

o2 sdl olgis

Sl oyl gialdl

2019 o 2508 jail g 2019362 35 8

e 11

asalia s gl
Ministry of Culture

Jot @l olgic
S @l lgic

LU @ sl lgic

2019 - |ii‘.i.llé,...|10191'l5.'.ll Y

Il
aalia s Mol
Ministry of Culture

|

Jo¥! ]
Sl O gl

] [ g
ST I TN L P P I

7 |
s Nl

asla i lgylg
Ministry of Culture

iyl Ol giad)
Sl oylgiall

Bacluslldsbullods § aill uSy dagd flislle L mag g il lis

sholln ol it ) e sgt R i Mat ol B Wi ety Jo
Lazd Abakl s de e

Bacluslldabullods § aill uSy dagd flislle L mas g il lis
S I S T, T T
Lasd dobllc o o

2010 i Ggo [Akill g 20190050 513 ©

e 3 2019 g oo (il g | 2019305 350
il 'F)-" § ‘3.1.!.“
e M @tipll
asla 2 gl ASR) sl
Ministry of Culture Lﬂ@.ub." u‘}a.ﬂ.“
Gl e
b
5
4
3
g
1
a
—ll m—n] e iga — i B Biiiega Wl M eLé
— 16 2019 5 5358 (il | 201930 350

Example slides
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E-announcement

ENGLISH @

5L £ 8o
Ministry of Culture

II ENGLISH @)

8L a 2 6yl
Ministry of Culture

II ENGLISH @

5L a 2 6yl
Ministry of Culture

tb.a." ;JJ. @433.@ ua.d! \..\.a & yall ;Jl @.@33.@ ‘_,4.1." |..\.:a t‘f"" ;Jl @.@33.@ &d‘ ‘..uz
)W&S&Mb@‘bhé&ﬂ‘@.hﬁ&bﬂ‘ f-dl@dj}hua.i.” lda )wdssxwiaul\ aMéuaJ‘uﬁg'th\d‘édl@A_g}Auaﬁ‘ [BV:) qulﬁsdﬁw:bm‘buuéuaaﬂuﬁnkﬂtw‘ ;dl(__;n.m_s}hua.ﬂ\ lda
Lyl Goiul @M‘L«wb@&mju)&‘ﬁiﬂsu@wjbij| & Lgiwl Sl Bilall QMLMQJKAQMM&E@} .Ia.wj‘}ﬂ.a.é_ﬂéj Lyl Geiul Sslall wwbwu)&ﬁwuﬁ&;,@ﬂwl &

(3! Al ool s sl 5 e o At i SR 1) 3 A LA 8l Al oo B 3 A sy B ol S 5 Lo Bl > el i SN A et o N S o
Amslads @3 oSy I 19T (901 90T iy Jglidl s Ladly Ao liadl pols Silxiiall Amslads @ (Say I 19T (901 90l cliSay Jolil s Lidly Aoliall pols Silxiall Amslads @3 oSy JI 19T 991 9ol cliSay Jolill e Ly Aoliall jols ilxiall

Sly plaseiwly ol JUI &Y oliad g}j-’i oo G obad gl Gle Cad (aa g Oly plaseiwly Lol JUI &Y pliad L”,?j.)f( g G obad gl Gle ad (aa Sl plusiwly Lol AL &Y olial Qj.}i g G obad gl Gle cad (aaun
oolde alw] ol Al sz‘_g.)iﬁlu\.?j zolazg &ilg malial ool sl oAl lelgﬂ‘al.\qj iy il maliad oyl alag] Sl u\kj‘j.}i(&‘,\.?ﬁ zolazg &ily malial

3b panstaey Jglotiaslaud¥ ciligiaoldaly 3ls 8 1se sleall ) CliSasluat! Laall) 3) 3d panstany Jglotaslud Slgtaoldald 3o 6 1ge leall J] CliSaslaat! Lealt) 3} 2b panrtaey Jglotiasle IV ciligialdal 3o 8 1e sleall J) SliSaslat! Laall) 3)
&LnJLJal ‘al..\_?j Qlj C)..,\.'ilb ‘Ia""ﬁig?U"w uaj.‘a.l." L(rn_H solaicl gbpmmwj QLaJLJa!‘a‘._\:-j &‘3 C)..\Jlb .]a.mji‘;gu.aj uaj_‘a...n L(‘n_H solaicl ?bpmwwj QLn.'LJal ‘=|.J_'>-3 Q\j @"\Jlb L*“ﬁig?u“ﬁ uaj_p...ﬂ L(‘A_" BJM‘BLD!AMij
e Loslaiel] A (yansy Al 48T CUiSepasmilly galobimians 2] AN 1y 2LiS 25U e Joslaiedl A (ansy Al pST liSagasailly paluiiisns 42) AIMAN 4y S oL} e Loslaiel] A yansy Al 18T CliSapasmilly galoiisisns Aa) AIMATI 4y i€ oL
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