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Hamood Al Shaaili

Senior Designer & Event Experience Lead | Graphic, Motion & 3D

Creative & Media Lead with extensive experience in graphic design, motion graphics, event
management, and 3D direction. Skilled in leading multidisciplinary teams to deliver impactful brand
experiences that blend creativity with strategy. Passionate about transforming ideas into visually
powerful campaigns, events, and digital content that inspire and connect audiences.

Contact

+968 7757 5777
7omood.s@gmail.com

@homood_s
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Education

Sultan Qaboos University
Bachelor's degree, Marketing/Marketing Management,
General

Jul 2017 - Jun 2022

Harvard Business School Online
Specialization in Leadership and Management,
Organizational Leadership

Aug 2023 - Present

Skills

Branding | Visual Design | Motion Graphics | 3D Event
Direction | Social Media Content | Print Production | AV
Management | Presentation Design | Creative Direction |
and Brand Strategy | Al Photos Prompt Engineering

Muscat, Oman 7omood.s@gmail.com

+968 7757 5777 @homood s

Experience

Alamah Marketing Agency | Branding, Motion Graphics & Marketing Campaigns
Clients: VodaFone, Jasoor, Future Fund Oman, Muscat International Book Fair 24, Oman Chamber of Commerce and Industry, Oman

Investment Bank, Royal Academy of Management, Safari Oman, Silal,Noor, Al Studio, Maal, Al Oabidani, Atayb, Bait Al Zubair.

Youth Center | Social Media, Events, Graphic Design, Motion Graphics & Marketing Campaigns
Partnerships: UTAS University, Vodafone, PDO, OQ, Shell, LNG, Omanoil, Arab Youth Center, A'Sharqgiyah University, Sohar University, Nikon,

Vale Oman, SHC, All governorates of the Sultanate of Oman.

Match Media | Events Management, Motion Graphics & Graphic Design

YC Youth Day, OIA, FFO, IFSWF, IIA Oman, SQU, Women's Association, Otaxi, Nama, Silal, Microsoft, Women Day, Tibian, Libraries
Exhibition, Sultan Qaboos Cup, Ma'n Natqgadam, OREA, OCCI, Musandam, Zuwar Al Mirfa, Expo, OPAL, Oman Development Bank, Nama,
OCCI, Nama Elecrticity

Iventom | Graphic Design, Motion Graphics, Event Management, 3D Direction & Video Editing
NISSAN, Oman Sport Events, Mibam, Development Bank, MG & Jetour, WadiDawkha, MAI, Oman Airports, Oman Air Catering.

Freelance | Graphic Design & Motion Graphics
Clients: Sindalah “NEOM", MEACO, OQ8, Hydrom, AL Zawyah, AL Mouj Majid, Al Futtaim, SLB, Arabia Falcon Insurance, Al Khamayil,
Rummanah, TEDx AL Ailam, Alda Collection, Maseer.




Simplicity always find a way
into my work

It's not about doing less; it's about doing only what matters.

In every design, | seek that quiet balance - where form doesn't
scream, but speaks clearly.
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Event Managment Omani Youth Day 2023 9
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| had the honor of meeting His Highness Sayyid Theyazin bin Haitham Al Said during Omani Youth Day 2023, presenting the event's

vision and key activities in collaboration with the Youth Center and the Ministry of Culture, Sports and Youth.

| directed the creative strategy, developed and maintained event branding, produced impactful social media content, and coordinated

with the Youth Center team to deliver a consistent and engaging experience for all attendees.



Event Managment Omani Youth Day 2024

| contributed to Omani Youth Day
2024 as part of the Youth Center
team in collaboration with Match
Media, focusing on event
management and visual direction.
My work centered on creating a
distinctive theme that reflected the
spirit of Omani youth while
supporting the objectives of the
Ministry of Culture, Sports and
Youth.

10

Key responsibilities included
supporting event management,
designing motion graphics and
visual assets for on-site and digital
platforms, and developing cohesive
branding to ensure a seamless and
engaging experience throughout

the celebration.



nt Managment ani You Y 2024

Grand Hall Moment
His Highness Sayyid Theyazin listening to the address of His Majesty Sultan Haitham -

a powerful scene and one of my favorite captures.




Social Media Youth Center
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Social Media Vodafone

vodafone

Worked with Alamah Marketing on the Vodafone Oman account for approximately 2 years.
Focused on graphic design and served as the main motion designer for 1 year, leading campaign

visuals and creating key motion graphics for social media, digital screens, and brand activations.
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It comes in many different forms!
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Social Media Vodafone

Note: This drive contains Vodafone Oman motion graphic

projects created during my work with Alamah Marketing.



Social Media Royal Academy of Managment 17

For three months, | worked on developing social media graphic designs for two master programs
at the Royal Academy of Management Oman through Alamah Marketing Agency. The

I.\.lu Cl_u'_b_l_ul_ll IJ.iJI campaign focused on creating visually engaging content that reflected the academy’s identity and
ROYAL ACADEMY OF MANAGEMENT successfully increased registration rates by 71%.
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Social Media Royal Academy of Managment
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| worked under Aissam Hamood, Creative Director at Alamah Marketing Agency, on the
Oman Future Fund project. My responsibilities included creating the brand guidelines,
developing the visual identity, and designing social media posts that effectively
showcased the fund’s innovative vision and commitment to Oman’s sustainable

economic growth.
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Branding Future Fund Oman 50

Brand Guidelines

Future Fund Oman

Future Fund Oman

November 2023

Future Fund Oman Brand Guidelines.

Future Fund Oman

November 2023

Future Fund Oman

November 2023

Brand Guidelines Brand Guidelines Version 10 November 2023, Version 1.0 r&gain r §gain Brand Guidelines Version 10 Brand Guidelines Version 10
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OMAN J OMAN J Sckto Ottt Clors hole
Introduction Primary Lockup Logo Color Logo Misuse Logo Clear Space
ot -
Lorem Ipsum is simply dummy text of The Primary Lockup for Future It ensures immediate brand Variations When using the Future Fund Oman FUTURE bl The clear space around the
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i It oc 9 prosperity. o u fike shadows or glows. Additionally, K ors a5 they re. e from ading shadows,lows, o cthr fects crucial to keep the logo clear and
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: SRRl T g
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Future Fund Oman Brand Concept e combmed i predseed | consimtentscroms o appications OMAN J Selected or derty and content, mediums s o or preserving
. - relationship that should not be keeping the brand consistently ntegrit e gl
Brand Guidelines Lorem Ipsum i simply durmy text of tered By adhering o these guidelnes for recognizable ampes cesllneatyfthe brend
the printing and typesetting industry. he examples given here
w B . the Primary Lockup, Future Fund i Proportional Scaling Mind the Background
9_9] syl )1 Lorem Ipsum has been the industry)s Usage e ] ot exhaustive but serve as key Aways resize the tog0 eveny svouling distorion,  Ensure clear vty againgtany background
a-o9gl il J—y) standard dummy tex ever since the o Oman maitains s strong and PEesis Ainays se the og
. log . 10- -5, when an unknown printer took a presence, 9 dg provided to maintain the
J Ggm galley of type and scrambled it to make. The Primary Lockup should be used our role as a leader in investment . ~Ggais
: R i in most official communications, and development in Oman. FUTURE uloc FUTURE Gloe
a type specimen book. It has survived including corporate documents Y I FUND (iciisaod!
not only five centuries, but also the e e FUND Wicivuol OMAN I
ova0zs leap into electronic typesetting matketing OMAN J
T-TF pasgi 06 08 09
Future Fund Oman Future Fund Oman Novemnber 2023 Future Fund Oman Novemnber 2023 Future Fund Oman November 2023
Brand Guidelin Brand Guidelines Version 10 Brand Guidelines Version 10 Brand Guidelines Version 10
Colours Main Typeface . . Internal Typeface .
yp Arabic Typography Latin Typography yp Arabic Typography LatinTypography
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Monak E-services

With Match Media, | contributed to organizing the Oman Future

Fund event, managing event production, printing materials, and

creating on-screen content that aligned with the fund's branding

and visual identity.
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| worked with Alamah Marketing Agency on developing ” ®
>

S e *» 0 ¢ o
brand lications for OCCI, and with Match Media, | 0|°= d:“lia ‘3)49’G - . :
rand appiications r1or and wi atcC edla U 9 é) > ‘ | : '

handled the event's printing materials and visual designs )

to ensure consistent branding and impactful presentation OMAN CHAMBER OF W 6

throughout the event. COMMERCE & INDUSTRY ‘
LYY 3




Branding Oman Chamber of commerce & Indusrty 24

Brand Applications
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Social Media
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Oman Investment Bank
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Oman Investment Bank

Developed brand guidelines and created brand applications for Oman
Investment Bank with Alamah Marketing Agency, ensuring a cohesive and

professional visual identity.
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Brand Guidelines
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Oman Investment Bank Brand Guidelines
Version 1.0, Novenber 202

Oman Investment Bank
ol ozl el

Visual Theme

the Oman Investment Banks logo,
range of visual themes have been derived
tocnrich the banks brand identity. This
page and the subsequent ones offe various
options and themes that can be utilized to
enbance the bank's visual epresentation
scross different mediums.

Oman Investment Bank Brand Guideline G Bags
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Gift Bags

Brand Guideline
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Logo
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Brand Guidelines
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Logo
Colours
Typography
Co-Branding
Brand Applications
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Co-Branding

Inall applications involving the Oman
Investment Bankslogo longside those.
of partners, sponsors, orany associated
entitis, careful consideration must be

anyjoint representation or collaborative

‘Oman Investment Bank Brand Guideline
R )

Gift Bags

Oman Investment Bank

Version 1.0, Navember 2023
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Oman Investment Bank
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Logo Placement

Belowis an example llusrating howthe
‘oman Investment Bank logo, in conjunction

balance, maintaining the bank's brand
e respecting collaborative.
partnerships

ol el el gl ol

Compliments Card

oman Investment Bank
Sl el el

Primary Lockup
‘The oman Investment Bank logois

the defnitive
encapsulating our values and standing

instances, embodying our presence and
corporate identity consistently across
every medium. This logo s a deliberately.
crafted abstract logo, with fxed design
clements that are not to be modified,
ensuring the representation of our brand.
remains prstine and unaltered inall

Drand Guideline Brand Logo ‘oman tnvestment Bank brand Guideline Brand Logo oman Investment Bank
e oy 7 s g o ol ol iy
Primary Secondary
. Primary
Colour Colour Tints
Breakdowns
olours should be usedat 100% s
ch as possble to keep a rich ook o
Colour Breakdowns the consistent Pecki v 100%
Fantone Aselection oftint s avallble for
Tecogution.
urbrand shouldalways e osc e Tac BLacKomrC BEomIC e ot
. o o S Conted
Secommendations within this guide, € 71 < v < < B e
oot use any otherfunauthorized Mo Mo M7 M Mo » 2
ot v ¥ w0 Yo ¥ vz
I x X i o x>
— e
Useof the Pantone Matchingsystem R0 ® o "o I o W o
s highiyrecommended o ensure G c ” o w G a G s
lorconsistency actoss any and I 7 X » » o
it I i .
budge,pleasetake great care to voonie ouman comon e vorcrEn #occm
match th hucs sbove preciscly:
Brand Guideline co-Branding Oman Investiment Bank Brand Guideline Letterhead
it St 25720 oo e ol o i) L S i
Letterhead
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100%

Brand Logo
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Secondary

A

‘maintains the brand's visual coerence

across all English langusge material,
enhancing its recognizabilty

Conversely, for Arabie materials, where the.

linguistic contexts, ensuring our emblem
i displayed correctly on both digital
platforms and printed collaterl

.

‘Oman Investment Bank Brand Guideline
izl ) o ol

Business Cards

Oman

~J
‘\ Investment

Bank
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Version 1.0, November 2023
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Logo Exclusion zone

Maintaining sdequate clear space around

preserve thelogy's integrity and readabilty,
especially when scaled down.

“The minimun clear space required
5 defined by the height of the Oman

being overcro -
clements. By using a component of the
I ine this spac

X

and prominent at any size, ensuring the
brand's resentation s shways sharp and
professional.

Oman Investment Bank
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Typography
Main Typeface

Greta Arabic

‘The visual identity of the Oman Investment

bic

a1 in
important to maintain uniform.
rabic:
uld be employed

A applications associated

designs,

inted materials,outdoor advertising,

newspaper advertisements,social media
designs and other related uses

Oman Investme

Bank Brand Guideline
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Brand Guideline
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Logo
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Brand Guideline
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Arabic Typography
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Typosraphy
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Latin Typography
i B il b

Headlines/Titles/Text
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Oman Investment Bank
Ay

stictly prohibited. The guidelines in this
ment must be adhered to without
exception.

o emphasize the importance of this
rule, this section showeases examples of
common or particularly significant misuses
of the logo.

Note: This is ot an exhaustive s of
potentil misuses The examples provided
highightonly the most requent o severe
deviations from our brand standards,

Oman Investment Bank
sl iy

Typography
Internal Typeface
calibri

The calibi typeface i designated for

1234567890

ight

Regular

Medium

Bold

Bank employees and departments due to
ts universal avalability actossal systems
and Microsoft Office software. It should be
adopted and consistently used inall internl
applications. However, for specialized

print applications handled by the Design
Department, the primary typeface of the
bank should be used instead.
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Worked on the Central Market for Fruits and Vegetables project with Alamah

Marketing Agency on branding development. With Match Media, handled \ \b
event 3D adaptations, event branding, printing materials, and on-screen d&lg&ﬂlg .llngJ':&U SJbJ'O‘” 99-'-““ b / o
visual content to ensure a cohesive and engaging event experience. Fruit and Uegetable Central Market SILAL
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Brand Guidelines

M Logo Minimum

M Primary Lockup Ml Logo Clear Ml Logo Misuse
" Size

Space
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Brand Applications SILAL
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Worked on the IFSWF24 event with Match Media, desiging the event

proposals, creating screen visuals, and managing visual content throughout

the event to ensure a seamless and impactful experience.
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The 16" Annual Meeting of the International Forum of Sovereign Wealth Funds
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IIA Oman Summit
Innovating intemal Aud: Stratogies for Success
- 1718 November, Muscat

Worked on the Institute of Internal Auditors Oman (IIA Oman) event with
Match Media, creating social media visuals and event screen content, while =

directing the AV team throughout the event to ensure a seamless and

visually cohesive experience.

S 1helnstitute of . Strategic Partner  Official Partn Technology Partner  Goid Sponsors
\- i IIA Oman Summit % PR .
- é&ditors innovating Intemal Audit: Strategles for Success OQ %Il FRARCAL MAVAES MaeeiTy m
Under the sponsarship of CBFS 17-18 November, Muscat
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Innovating Internal Audit: Strategies for Success
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Event Management Oman Airports a1
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Oman Airports
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Worked for Iventom on the Oman Airports Demo Day project as 3D Team Director and AV Lead,

leading the concept design, event branding, and print production to deliver a seamless and visually
impactful event experience.



T

= —
————
-
e —



Branding Muscat International Book Fair
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Muscat International Book Fair 2024

Twenty-Eighth Edition 28 Qg riuallg diolill éjgall

| worked with Alamah Marketing Agency on the Muscat International Book Fair project, where |

developed the brand guidelines and designed visual materials to maintain consistency across all

platforms and enhance the event's overall presentation and identity.
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Brand Guidelines
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Event Managment MoCI&IP
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()PO SULTANATE OF
42 OMAN

Worked on the Oman Participation Committee
Meeting for Expo Osaka 2025 held in Muscat,
creating the screen content and event visuals that
highlighted Oman’s vision and cultural identity
under the leadership of His Highness Sayyid
Theyazin bin Haitham Al Said.
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National Intellectual Property Exhibition

Ministry of Commerce, Industry & Investment Promotion
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Mational Intellectual Property Exhibition
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Worked on the National Intellectual Property Exhibition with Match Media, developing
event branding, screen content, and visual designs that reflected the exhibition’s
innovative spirit and elevated the overall visitor experience.
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2040 ULO-C Q_IQJ Ministry of Energy and Minerals Hydl’Ogen Oman

Developed the printing materials and presentations for the Hydrom — e o oo ©
National System Readiness Lab for the Green Hydrogen Sector event, g I M I m h M
ensuring clear visual communication and a cohesive design that
aligned with the event's sustainability and innovation themes. MJ I gjm I F M
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Designed the opening posts for Safari World, featuring
Sylauw ,F“"' engaging visuals that captured the spirit of adventure and
SAFARI WORLD reflected the event's distinctive identity.
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Branding Rummanah

Developed social media posts and printing materials for Rummanah
across multiple campaign seasons, maintaining visual consistency
while adapting the creative direction to highlight the brand’s evolving

identity and seasonal themes.
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ONMAN SAIL

Worked with lventom on the Mibam Adventure Week branding under

Oman LNG

Mibam - Oman Sail

=iy oloall gl o couwl
Mibam Adventure Week

MIBAM Adventure Week
Brand Guidelines

Our Uision

ablish Mibam Adventure Week as the leading trail running and
-adventure experience in the region. We aim to attract runner.

explorers from across the world who are seeking more than

by them

Table of Contents

o1. Introduction o5. Typography
tibam Village h Sample:

03.Logo Usage
g0 Clear Space Branded Apparel
oo Misuse

»go Color Variation

4. Color Palette
>rimary and Secondary Palette

CMYK, RGB, HEX, and Panton

What We Believe In

Authenticity

We reflect the real Oman.
From s landscapes to its
stories, everything we
offeris rooted in truth and
respect.

et
Adventure ""-h
> B
We embrace the - e r
challenge. Trail running is ]
about effort, courage, and

the reward that comes

with pushing boundaries.

Community

We grow together. MIBAM

brings people together
across generations and
backgrounds, building
bonds through shared
experience.

Sustainability

We protect what we
explore. Our commitment
is to leave the trails better
than we found them.

Discovery

We value curiosity.
Whether it is discovering a
new trail or a deeper part
of yourself, every journey
reveals something
meaningful.

MIBAM Uillage

Mibam Village is the main hub of M
education, and entertainment. It features ints
and community worksho

[yr—

Logo Usage

Bnd Guidines

Brand Purpose

s core, Mibam Adventure Week exists to ignite a deeper connection
between people and place - between thrill and tradition. We aim to inspire
xploration that goes beyond the physical terrain, unlocking stories rooted in

the culture, nature, and spirit of the Omani mountains.

We don't just create events,
We shape journeys that leave
a lasting mark.

Primary Lockup

The primary logo lockup cor f three key components:

The Symbol: A stylized mountain motif representing Omani
errain and adventure.

The Arabic Name: ol Lo gosl

The English Name: Mibam Adventure Week

ntal lockup that
and bilingual wordmark

1
SAY il olool pluo gorwl ilpolasl pluo gouwl
A Mibam Adventure Week Mibam Adventure Week

Oman Sail, developing the visual identity, color palette, and brand

applications to reflect the adventurous spirit and natural beauty of

Oman'’s outdoor experiences.

~ily oloall ol uo ¢quul
Mibam Adventure Week

~ily oloal pl 1o ¢ouwi
Mibam Adventure Week

remains legible, uncluttered, and prominent in every application.
This space acts as a visual buffer around the logo, protecting it
from interference by text, images, or other design elements.

The clear space is defined as 2x the height of the
blue shape (part of the logo symbol).

Color Palette

Primary Font: Kufam
Titles and Headlines

Secondary Font: 20LT Zarid Sans 2917 Zarid San:
Titles and Headlines eyl

Branded Environmental
Assets

Branded flags and barriers bring the Mibam

identity to | Bold patterns and
hy colors ensure high visibility while
ting a c

throughout the event

Logo Misuse

To maintain the professionalism and recognition of the Mibam

Adventure Week brand, th

Below are examples of wi

Use only brand
Only use theapproved brand pa

lyo
Vibam

Apply outline:

Color Palet

The color palette of Mibam Adventure Week is i

These tor

spirit of the

Color Name

e logo must always be used correctly.

t not to do under any circumstances,

pproved colors, Distort or stretch the logo

Lol plLso gorul
Adventure leek

Rearrange the elements

vbol Arabic or Englishtex

adows, or effects n low-contrast o cluttered backgrounds Use incomplete elements

te

Palette

Di Serra

Primary

Carnaby Tan

Primary

Java

Primary

Salem

Primary

Serenade;

Secondary

Deep Sea Green

Secondary

County Green

Secondary

A. Primary Font
Titles and Headlines

pligS

Font Name

abic & English)

n,bold, and geor

metric with rounded forms

Impression: Energetic and adventurous,ideal for attention-grabbing layouts

Weight Usage: Use medium to bold weighs fo visibilty and hierarchy

Alignment: Lef-aligned for

Englsh, right:

Digital Content Applications

Social media templates translate the Mibam visual identity into e

photography, and type reinforces co

nd promotional pos

pecifed i secondary u

Usage

Accent and highlight shapes

Background elements, typography support
Callouts, overlays, energetic accents
Primary brand elements, headers, CTA

Soft background, whitespace fill
Infographics, buttons, text contrast
Borders, base backgrounds, grounded tones

Aavenu
el

tranveiin

Logo Color Variations

The mibam adventure week designed for flexible
across print, digital, and environmental applications. Only the
approved color versions below may be used to ensure

consistency and brand clarity,

~°, AI A

ly olaal ol uo cguwi
Mibam Adventure Ueek

Carnaby Tan Serenade
#562B00 W#FFEFEY
RGB 86, 43,0

CMYK 42.74,97.57

PANTONE 732 C

Java Deep Sea Green
#00B6BY #005656 #05863C
RGB 0,182,185 RGB 0, 86,86 RGB 5,134, 60
CMYK74,2,32,0 CMYK91,47,58,32  CMYK87,23,100,9.
| PANTONE2398C PANTONE 7722 C PANTONE 7731 C

County Green
003315
RGBO,51,21

CMYK 84, 50, 88, 66
PANTONE 2411 C

B. Secondary Font
Body and Supporting Text

Font Name

Use: Body text,subheadings, paragraphs, and captions

Style: Contemporary sans seif with smaoth leglblty in both Arabic and Latin scrpts

Impression: Clean and neutra, complements Kufam without visual conflct

Weight Usage: Regular for body, medium for subheadings

Alignment: Use 14x ine-height for clarity across mobile and print

Mibam-branded athletic wear br
identity into motion. Apparel desig

brand colors and iconography to create a
cohesive and energetic look for participants,
reinforcing visibility and event spirit

hout the trail experience

s‘," >

iy oLaal plus gouvi
Mibam Adventure Week

Super-graphic
Usage Guidelines
The Mibam
‘Omani land:
e o support layouts,not

for proper

placement, color, and application

Bonus Tip: Avoid high contrast or Never distort or stretch
clashing colors the graphic
e super-raphi i s orgnl

O3

Applications

olo . . i
Thank You
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Branding Alda Collection

ALDA BRANDING ALDA BRANDING PROPOSAL o1 MAIN LOGO
T'HE TASK:
*
Alda Collection is launching a new brand, and they are seeking a distinctive logo
that will encapsulate the essence of their identity. The logo should reflect the
brand's personality, aesthetic, and values. The goal is to create a versatile and
timeless logo that can be used across multiple platforms, from digital to physical
branding materials, while maintaining consistency and elegance.
Obijectives:
‘ O I I I ‘ I I ON @ Create a unique and memorable logo that visually CO LLECTION
represents Alda Collection.
B8 Ensure the logo is versatile for both digital and print use,
from website headers to product tags.
@ Reflect the brand's sophistication, modernity, and The Ivy Mode typeface was chosen for its elegant and versatile style, representing
attention to detail. Alda Collection's blend of modern luxury and timeless sophistication. The logo
embodies the brand’s refined yet bold aesthetic, ensuring it appeals to a
fashion-forward audience with its sleek and minimal design.
SEPTENBER 2024 [DESIGN PROPOSAL [HANOOD CREATIVE Muscat
PROPOSAL o1 MAIN LOGO ALDA BRANDING PROPOSAL o1 MAIN LOGO
Soft Amber Maverick Revolver Affair
#D1C1B2 #DgC1Do #381A40 #7C428C
R=209,G=193,B=178 R=217,G=193,B=208 R=56,G=26,B=64 R=124,G=66,B=140
C=18,M=22,Y=28K=0 C=13,M=24,Y=7K=0 C=78,M=93,Y=42K= C=61,M=88,Y=1,K=
PANTONE 4247 C PANTONE 2051 C 48 1
PANTONE 2627 C PANTONE 7662 C
Maroon Oak Claret Spindle Seashell
#580515 #8A0oF3B #B6D6F2 #F1F1F1
R=88,G=5B=21 R=138,G=15B=59 R=182,G=214,B=242 R=241,G=241,B=24
C=38,M=94,Y=77K=59 C=31,M=100,Y=64,K=28 C=26M=7Y=0,K=0 C=4,M=3Y=3K=0
PANTONE 4102 C PANTONE 208 C PANTONE 544 C OUT OF GAMUT C
— ——
ALDA BRANDING PROPOSAL o1 MAIN LOGO ALDA MAIN LOGO ALDA BRANDING PROPOSAL o1 MAIN LOGO

VuUtuysjjiasadaadaayl
sgoyoJdyubgéechhuys
ITPEOIVAI

\

COLLECTION

U el 000 D000
Full Name 0 e, Gabnars of Dman
b B indoseda e
Job Title © rerarrbitron

The GE Contrast typeface is a contemporary Arabic font that combines modernity

with tradition. Its bold contrasts and clean lines make it perfect for brands
seeking a dynamic yet elegant look. This typeface delivers a striking visual impact
while maintaining a sense of sophistication and cultural relevance.

ALDA BRANDING PROPOSAL o1 MAIN LOGO

L gjil)

For the Arabic version, we selected the GE Contrast typeface, known for its
modern and sleek letterforms. This choice highlights Alda Collection's
commitment to both tradition and innovation. The bold contrasts within the
typography reflect the brand's dynamic energy, while maintaining an air of
elegance and sophistication, appealing to a contemporary audience.

ALDA BRANDING PROPOSAL o1 MAIN LOGO

ABCDEFGHIJKLMNOP
QRSTUVWXYZ
9876543210

The Ivy Mode typeface is a modern serif font that brings elegance and
sophistication to the design. Its sleek, balanced letterforms are perfect for
creating a bold yet refined impression, making it ideal for luxury and
contemporary brands.
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across print and digital media.
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