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About These
Guidelines

— Who is it for?

This manual is for all those who,
directly or indirectly, work with the
brand: partners, suppliers,
designers,

distributors, etc.

We all share the responsibility for

protecting and caring for our brand.

If we work together, we will ensure
Site has a coherent, unified, strong,
recognised and admired brand
every day.

This manual is for anyone who is
part of Serb.

L

— What is it for?

This manual will help you understand
the essence of the Site brand.

It will teach you about the brand
idea that defines us, our values and
our personality.

It will also help us ensure that the
elements of our identity are correctly
and consistently used in all our
messages and points of contact.
This work is based on Serb strategic
plan. A strong and consistent brand
helps us optimise the company
resources and makes
communication

and marketing much easier.

— How should it be used?

This document is in PDF format so it
will be very easy to search for
contents.

Here you will find the basic design
elements that define Site’s visual
style

and how to implement them in
multiple applications.
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1.0 Introduction This manual is for all those who, directly or
indirectly, work with the brand: partners, suppliers,
designers, distributors, etc. We all share the
responsibility for protecting and caring for our
brand. If we work together, we will ensure Al
Basateen has a coherent, unified, strong,
recognised and admired brand every day.




1.2 About

NajoOm Aslam is a forward-thinking real estate brand built on trust, excellence, and a clear vision

for the future. Guided by a deep understanding of market behavior and customer needs, the brand

combines modern strategies with strong ethical values to deliver high-quality real estate solutions.

Meaning “stars,” NajoOm represents clarity, direction, and aspiration—core principles that shape

the brand’s identity and approach. With a commitment to transparency, professionalism, and long-

term value creation, NajoOm Aslam positions itself as a trusted advisor for buyers, investors, and
property owners.

The brand stands out for its refined minimal style, intelligent communication, and customer-first
mindset. Every interaction reflects reliability, integrity, and a drive to elevate the real estate
experience. Whether guiding families toward their ideal homes or supporting investors with

informed strategies, NajoOm Aslam is focused on delivering confidence, comfort, and meaningful
growth.



As an extension of our main brand concept; we aim here to reflect
1.3 About Attrubutes the visual imagery of Najoom aslam as a brand in the selection of
cultural, natural, yet modern and sophisticated look.

— Nature Inspired

r Quality

r Luxury

Urban
Community

Culture Extended
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1.4 About

Brand Mission

To deliver exceptional real estate solutions rooted in trust,
expertise, and transparency. We aim to empower clients and
investors by providing insightful guidance, innovative tools,
and seamless experiences —creating long-term value and
elevating the standards of property ownership and
investment across the region.

Brand Vision

To become the region’s most trusted, innovative, and
forward-thinking real estate powerhouse —recognized for
redefining industry standards, shaping modern lifestyles, and
creating long-term value for communities and investors.

Our vision is to build a legacy brand that represents
excellence, leadership, and meaningful growth in every
market we enter.



About Brand Values

1. Integrity & Transparency 4. Excellence in Execution
Every decision, recommendation, and interaction is From communication to project delivery, we strive for
rooted in honesty. We maintain complete clarity with perfection. We pay attention to detail and uphold the highest

standards across all touchpoints.

2. Integrity & Transparency 5. Long-Term Value Creation
Every decision, recommendation, and interaction is We don’t just close deals—we build relationships,
rooted in honesty. We maintain complete clarity with communities, and futures. Our focus is sustainable

growth and investments that last.

3. Innovation 6. Trust & Reliability
We embrace modern tools, digital solutions, and We deliver professional, reliable, and high-standard real
advanced market insights to elevate the real estate estate services.

experience and stay ahead of the industry curve.



1.6 About

Serb Brand Guidelines

Version 1

Tone & Personality

Najoom Aslam Real Estate expresses a refined, modern identity
built around deep midnight navy, stellar silver, and soft cosmic
grey —colors inspired by the confidence of night skies and the
clarity of starlight. This palette creates a premium, trustworthy, and
future-focused atmosphere. The brand’s personality blends
visionary leadership with polished professionalism, balancing
innovation with human warmth. It behaves like a trusted real estate




1.7 About Concept

The concept blends the fluid elegance of sand dunes,
the infinite depth of space and stars, and the sharp
natural geometry of ice formations to create a visual
identity that is both organic and precise. This harmony
of movement, vastness, and structure reflects a brand
that is evolving, refined, and timeless—rooted in
nature yet driven by vision and possibility.

Serb Brand Guidelines Version 1

Sand Dunes

Space & Stars

The Art of Nature
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2 0 Brandmark The importance of a logo makes a strong first
impression, it’s the foundation of your brand
identity, should be memorable, separates you from
the competition, fosters brand loyalty, and is
expected by your audience.




The Najoom alslam logo-mark is the core of our identity and the only
2.1 Brandmark The LOgO element that can represent Najoom alslam entirely on its own.

[
The logo was designed based on | I I I I I I
our concept and we searched for -

the story and idea that was put

NJOOM ALSLAM
The logo is made up of two

elements: the symbol

and the logotype. I nveStm e ﬂt J I 15 oc _\.U
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2.2 Brandmark

Negative Logo

Typically refers to a logo design where the color scheme is inverted,
meaning that the colors are reversed from their original appearance.

This technigque can create a striking and memorable visual effect,
especially when applied creatively.

ol og—m)
NJOOM ALSLAM

Investment jL_oXiwl

ol ng—)
NJOOM ALSLAM

Investment jL_oXiwl




The logo is the core of our identity and the only element that can
represent us, there are two variants of the logo; Coupled and
Decoupled.

2.3 Brandmark Decoupled logo

ol bg—>D) ,D_U_LLI_” ,D(J-_DJ :: ;ﬁ

NJOOM ALSLAM NJOOM ALSLAM PR

4 »
Investment jL_oiiwl Investment || Ll 41>




2.4 Brandmark

Safe Zone

The logo is the core of our identity and the only element that can
represent us, there are two variants of the logo; Coupled and
Decoupled.

NJOOM ALSLAM x :

NJOOM ALSLAM o llpg 5 )




The Najoom alslam lockup logos are only to be used as a back-up
2.5 Brandmark LOQO Placements option. Where possible always decouple the logo. There are two

options for locking the logo up, Small to medium scale use, and large

scale use.
Video (end frame)
(e |
A4 portrait (option 1) A4 portrait (option 2) A4 portrait (option 3)
N Let;)s Fly Together _::NL”_ ,D'l Ll Dg ™)
Py serbagency,com A NJOOM ALSLAM Y IR
Investment jL_ofiwil A\,
 NAG e——
L LA NS
410V
I » =
Web ‘MPU’ banner (end frame)
oUinll pg—oj
NJOOM ALSLAM
Investment jL_odiwl
Sl bg—>D5 pUillpg >
Let's Fly Together NJOOM ALSLAM NJOOM ALSLAM Let's Fly Together,
serbagency.com Investment jL_aiiwil Investment jL_oiiwil serbagency.com
Web ‘leader-board’ banner
olinllpg o) \
NJOOM ALSLAM Let's Fly Together

serbagency.com
Investment jL_oiiwil



The Najoom alslam lockup logos are only to be used as a back-up
2.6 Brandmark LOgO LOCkUpS option. Where possible always decouple the logo. There are two

options for locking the logo up, Small to medium scale use, and large
scale use.

inll bg—>D) IR ' SN
D JoTe R D I pg D) S\
NJOOM ALSLAM NJOOM ALSLAM AN
Investment jL_oiiwil
N
s
SIS
7410VS
ol pg—oiy 2322 ' |
NJOOM ALSLAM _;:NA{E SOUinllpg—>] ol bg—>)

investment JLoiiwsl ¢ 4 | 4% NJOOM ALSLAM NJOOM ALSLAM

Investment jL_odiwl



The logo is the core of our identity and the only element that can
represent us, there are two variants of the logo; Coupled and
Decoupled.

2.7 Brandmark Logo Color Variants

Black and white

In some cases on low quality
printing, we may need to supply

a black and white logo version. ,D' L1 | 'ng_' ,D' 1] I,D - .
NJOOM ALSLAM NJOOM ALSLAM

Investment jL_oiiwil Investment jL_aiiwil

Colour

Wherever possible this color version
should always be used, which appears
in a clearly opposite color or vice
versa, we never use two colors within

a logo lockup.

ol og—o)
NJOOM ALSLAM

Investment jL_aiiwl
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In order to maintain the integrity of the Primary Visual Identity, it must

2.8 Brandmark LOQO Misuses never be altered, cropped or reconfigured in any way.
Below are some examples of prohibited usage. Additional restrictions
apply.
NJOOM ALSLAM NJOO LSLAM NJOOM ALSLAM NJOOM ALSLAM
T 2 3. 4
\,SLP‘N\ e .
NJOOM ALSLAM 300N\ N NJOOM ALSLAM N OCRDAA AL SUAM
N
5 6. 7 8
\JOOM ALSLAM CHLAM AL D >>> NIQOMALSIAM NIOOMALSLAM






Use the approved color shades for the Najoom alslam as shown on

3.1 Color System Primary palette

this page. In case the approved colors are not visible on screens,
rely on the digital ratios written below each color and apply them.

Serb Brand Guidelines Version 1



3.2 Color System

Serb Brand Guidelines

Version 1

Secondary palette

When the basic core palette is not enough,
you can use the secondary palette support it.
the secondary palette gives flexibility

---- %35 %25 %10
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These rules can help you put a color scheme together easily.
proportion is meant to give balance to the colors used in any space.

3.3 Color System Color Usage Ratio

1. Primary palette

The Najoom alslam primary palette
should

be used with respect, it therefore
only takes roughly 1/4 of the
overall proportion. In most cases
we lead with our primary palette,
followed by our secondary.

2. Secondary palette

The secondary palette is used to
add flexibility and variety, In most
cases only one secondary should
be used at a time in conjunction
with a primary colour.

3. Backgrounds

and text palette The Najoom
alslam background colours hold
the strongest proportion of this
wheel, they provide clear space
and clarity to our communications
and should be used liberally.

Serb Brand Guidelines Version 1



When using Gurumukhi with the Site colour palette you must always
BaCkg round and text ensure a certain standard of accessibility, the following colour
palette options with typography have been approved to be legible

3.4 Color System

Serb Brand Guidelines

Version 1

Dark blue text,
medium or
large headline.

Dark blue body copy can sit on white.
moditatum recab illesequam do
lupta magnam hario.

White text,
medium or
large headline.

White body copy can sit on green.
moditatum recab illesequam do
lupta magnam hario.

steel blue text,
Large

headline only

white text,
Large
headline only

Dark blue text,
medium or
large headline.

Dark blue body copy can sit on white.
moditatum recab illesequam do
lupta magnam hario.

White text,
medium or
large headline.

White body copy can sit on green.
moditatum recab illesequam do
lupta magnam hario.

steel blue text,
Large
headline only

white text,
Large
headline only

Dark blue text,
medium or
large headline.

Dark blue body copy can sit on white.
moditatum recab illesequam do
lupta magnam hario.

dark bluetext,
Large
headline only

dodger blue text,
Large
headline only

Dark blue text,
medium or
large headline.

Dark blue body copy can sit on white.
moditatum recab illesequam do
lupta magnam hario.

dark blue text,
medium or
large headline.

Black body copy can sit on gold.
moditatum recab illesequam do
lupta magnam hario.

dodger blue text,
Large
headline only

Dark blue text,
medium or
large headline.

Dark blue body copy can sit on white.
moditatum recab illesequam do
lupta magnam hario.

White text,
medium or
large headline.

White body copy can sit on slate.
moditatum recab illesequam do
lupta magnam hario.

steel blue text,
Large

headline only

steel blue text,
Large
headline only




Proportion and appropriate use of colour can be as relevant as the
logo-mark itself. When using the Najoom alslam palette, try to use a
proportion close to the one you can see in this page

3.5 Color System Colour proportion

1 _ /i
.

o === >
3 i N\
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3.6 Color System

Serb Brand Guidelines

Version 1

Colour combinations

1. Top left quadrant

This quadrant of colour
combinations includes only
primary colours. They should
be used for most corporate
applications as they offer
immediate brand recognition.

2. Top right and
bottom left quadrant

These quadrants of colour
include primary plus secondary
colours, they should be used

to add versatility to the brand
whilst remaining recognisable;
for use on such applications like
brochures, white papers and
web secondary pages.

3. Bottom right quadrant

This quadrant of combinations
includes no primary colours,
they add flexibility and pace to a
brochure through divider pages
or on a web content page.

Our primary color and/or secondary must always be present and
prominent on external facing commes., the secondary palette always
supports but never steals the show.

o0 00
Oe¢0

@0 O o
@00 @
o

® 000




4.0 Typography Typography is the visual manifestation of a brand’s
voice. The voice of Najoom alslam, is represented
with one very important font family: Gurmukhi.




Font name

Gurmukhi

text

Paragraph Typeface

Serb Brand Guidelines Version 1

Article Headline

Sustainable lifestyle brand.

Aa Bb Cc Dd Ee FTf Gg Hh Ii
JJ KK LIMm Nn

OoPp QqRrSsTtUuVv
Ww XX Yy /7
1234567890.,;! @#$%&*(




Font name

ABC Favorit
Arabic

Paragraph Typeface Article Headline

Sustainable lifestyle brand.

Aa Bb Cc Dd Ee Ff Gg Hh i
Jj Kk LI Mm Nn

Oo Pp Qg Rr Ss Tt Uu Vv
Ww Xx Yy Zz
1234567890.,;!@#$%&* ()
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aA New
_ hhhhhhhhhhhhhh

8%2@)/!

Elm font with Four
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4.2 Typography

Usage of the particular font in
some programs, for example:

@ Microsoft @ Microso ft
Word PowerPoint

Any communication apps uses a
Adapter font in Arabic and or
English.

Gurmukhi Typography

Name Font

Gurmukhi
Light

Name Font

Gurmukhi bold
bold

Name Font

Gurmukhi mn
light

Name Font

Gurmukhi mn
Bold

Gurmukhi text is for primary use, use Gurmukhi text to retain a

consisten

t voice a

cross all communications.

ABCDEFGHIJKLMNOPQRSTUVWXY/Z
abcdefghijklmnopqgrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyy;

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdetghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz



33
4.3 Typography ABC Arabic Typography

A patat e

sl gl ele as

plasciwl] 85 usis
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4.4 Typography

Usage of the particular font in
some programs, for example:

Microsoft @ Microsoft
Word PowerPoint

Any communication apps uses a
Adapter font in Arabic and or
English.

Latin Typography

Name Font

Almarai
Light

Name Font

I'T arabic light
Regular

ABC ARABIC is for Secondary use, use the 4 weights to retain a
consistent voice across all communications.

dajJjoupdyu uuéuupéeeauui
/#@IANVI0EFTMNIccJouwup b b

cJ3B8 pwebbisjysupdPwsipprrzl ool
S &Z#@ IAAVIOEYY ) ¢



4.5 Typography

Type styles

We use sentence case and left align
(Latin based languages) to the Layout
grid to create consistency

Colouring type

We must always use our type and
background colour pairs to meet
accessibility standards.

Font Weights & Styles

We use type weights and sizes consistently to create intuitive type
hierarchies that support the importance of the messaging.
Headlines use the Gurmukhi text and large text use ABC arabic,
this differentiates them. Body text and other text levels use regular
& light weights.

Giving preference to english
language

Headline or Title

Regular & Italic

Subheadline
Semibold

Introduction
medium

Body text regular

Caption

Medium

Website




4.6 Typography

The alignment of text blocks in Latin
type will always be to the left. The
space and location between the
blocks will be defined by the grid.
However, we define some minimum
spaces to serve as a guide.

Typography plays a crucial role in conveying the brand’s voice and
Usage Examples personality. Consistent use of typefaces ensures brand recognition
and enhances readability across all platforms. Below are the
comprehensive guidelines for the brand’s typography.

Meaningful growth

We pave the

way for meaningful
growth.

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



4.7 Typography

Usage Examples

ol pg—>y
NJOOM ALSLAM

Investment jL_odiwil

BUILDING FOR THE FUTURE
BY VISION & PASSION

T THE CORE OF OUR VISION

For using a traced element

We use certain layouts to showcase in better either vertical or horizontal.

BUILDING FOR
THE FUTURE BY
VISION & PASSION

Aa\l72,
Al
= NAG =
YA RS
41r>

ol og—oy
NJOOM ALSLAM

Investment jL_oiiwl



4.8 Typography Usage Examples For using a traced element

We use certain layouts to showcase in better either vertical or horizontal.

LUXURY IS AT THE

CORE OF OUR VISION do>xall

Lug) yme=> o

Exclusive digcount
Book now throdgh our website

ol og=—m)
NJOOM ALSLAM

Investment jL_odiwl

olhnllog—oy
NJOOM ALSLAM

Investment jL_odiwll

BUILDING FOR THE FUTURE
BY VISION & PASSION WWW.NAG.C




4.9 Typography

Note

In the horizontal layout we could
either use the 2/3 & 1/3 ratio or
1/2 & 1/2

Serb Brand Guidelines

\ersion 1

Usage Examples

Transformingland into places,
and places into homes.

About Services Project Contract Start a progects

LUXURY IS AT
THE CORE OF OUR
VISION

We craft architectural identities and residential experiences rooted
in clarity, balance, and|long lasting value. From early concepts to
refined development, we turn visions into spaces that feel
intentional, grounded, and built to endure.Every project is shaped
with precision designed to elevate daily living and stand as a
meaningful extension of the people who call it home.

ol pg—>y
NJOOM ALSLAM

Investment jL_aiiwil

We don’t build houseswe

build belonging

A blend of serenity, sophistication,

and sustainability.

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
ullamcorperscipit lobortis nisl ut aliquip ex
ea Lorem ipsum dolor sit amet,
consectetuer adipiscing elit, sed diam
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. Duis autem
vel eum iriure dolor in

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



4.10 Typography Usage Examples For using a cropped picture

We use certain layouts to showcase in better either vertical or horizontal.

ol pg Do)

Architect that
NJOOM ALSLAM FIND YOUR inrscpiIreesCIi'{‘jtga °
nnnnnnnnnnnn w SPACE www.nag.sa

We don’t build houseswe
: : Najoom aslam creates timeless
build belongmg architectural spaces
where design meets harmony and
purpose.



5.0 Print Application All brand elements of Najoom aslam are optimized
for print, ensuring consistent colors, clear
typography, and a professional, high-quality
appearance across all printed materials.s




5.1 Print Applications

BUSINESS CARD

Details

Size

Typography Details

Printing

Stationary

The design reflects the brand’s refined aesthetic—balancing
functionality with elegance —to guide guests effortlessly while
maintaining a cohesive visual identity.

9 cm

o - - - ®
05cm 05cm
o - - 1-e
Front o.cm

uv e
® - - |-
05cm 05cm
o - 1 J e
ULz sl pg Do)
v~ NJOOMALSLAM
Il \\ Investment jL_oiiwll
o)l wlgi
Nawaf AlOddeib Back
sl pusill LS
Phone : 0540550224 Deputy Chief Executive Officer
Email : njar@nag.com.sa
Tel:011445466 - Ext 203 920004468
g il aplall - Ul : dolall 8oyl nag.com.sa

uv

uv
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: : : : The design reflects the brand’s refined aesthetic—balancing
5.2 Print Appllcatlons Statlonary functionality with elegance —to guide guests effortlessly while

maintaining a cohesive visual identity.

1.5 cm 1.5 cm
[ ) -® o --0
LETTERHEAD ¢ — Y e
@ |'
_ NJOOMALSIAM == ollinll pg=—o) |
D e t a | lS Investment IS:CEI@:? JLaiiwil :
Official paper for government and |
corporate correspondence with |
the main addresses. |
Size |
A4 5
Paper Stock |
Conqueror CX22 Whites - 100 |
gsm 5
Printing :
Special color printing |
® - | - §$§?13253I3¢3aba _______________________________ g@ﬂe'gﬁ'y';ozw_'=én@'@'w'5_ S Y nag.com.sa
| I 1.5 cm
® _— : P
o o o o
Back
1.5 cm 1.5 cm Preview
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5.3 Print Applications

CONTINUATION SHEET

Detalls
Informal internal correspondence
paper.

Size
A4

Paper Stock
Conqueror CX22 Whites - 100
gsm

Printing

Special color printing

Serb Brand Guidelines Version 1

Stationary

The design reflects the brand’s refined aesthetic—balancing
functionality with elegance —to guide guests effortlessly while

maintaining a cohesive visual identity.

a\|7,
aA\ls,

= NAG -
L LA BN
241IVD

~\\\‘

o - ——- -0
[ ! ' 15cm
¢ | ' °
Sl bg—o) !
NJOOM ALSLAM '
I Investment jL_aiiwil |
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
! |
| | EMBOSSING.
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
! |
|
BUILDING FOR THE FUTURE RIVADH, 920004468 !
_ _|_ _ Bvwvision&passiON _ _ _ _ _ _ _ _ _ SAUDIARABIA. _ _ _ _ _ _ _ INFO@NAGCOM_ _ _|_ _
o , o
! | ' ' 15cm
| |
o - | . . -
| |
® -0 e -0
1.5cm 1.5 cm

BUILDING FOR THE FUTURE
BY VISION & PASSION

— N
= ”

-
7,
» //

NAG.COM

Back
Preview

46
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: : : : The design reflects the brand’s refined aesthetic —balancing
5.4 Print Appllcatlons Statlonary functionality with elegance—to guide guests effortlessly while
maintaining a cohesive visual identity.
1.5cm 1.5cm
* - ®---- o
NOTE PAD [ ‘ Y L
S I B RS SEUR BN SO o
Details
Handwriting office paper
transcribing meetings
Size
Ab
Paper Stock | |
Conqueror CX22 Whites - 100 Inside Page
gsm ‘ ‘
Printing
Special color printing
L WWWNAGCOM. e °
1 1.5cm
,,,,,,,,,, J... e
. .

Preview
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: : : : The design reflects the brand’s refined aesthetic—balancing
5.5 Print Appllcatlcns Stathnary functionality with elegance —to guide guests effortlessly while
maintaining a cohesive visual identity.
o - ° o - °
NOTE PAD CLEAN N A | - | 1 ?15
o S R
Details i .
Handwriting paper desk notation R
meetings clean L
Size 23
Paper Stock o
Conqueror CX22 Whites - 100 o Inside Page
Printing 2
Special color printing OO
* | L UWWWINAGCOM . el PY
1.5cm 1.5cm
e L S ®
:‘ """ o Beeeee ' Back
1.5cm 1.5 cm

Preview
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The design reflects the brand’s refined aesthetic—balancing
functionality with elegance —to guide guests effortlessly while
maintaining a cohesive visual identity.

5.6 Print Applications Stationary

ENVELOPE DL

1.5 cm . 1.5 cm

Details

For checks and receipts, it is used
to send or give confidential
Information to a single user.

Size .
DL

Paper Stock
Conqueror CX22 Whites - 200
gsm

ol bg—/oj
NJOOM ALSLAM

Investment jL_aiiwil

Printing
BUILDING FOR THE FUTURE

O]C]CS et ° BY VISION & PASSION WWW.NAG.COM °
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5.7 Print Applications

FOLDER

Details

For checks and receipts, it is used to
send or give confidential information to
a single user.

Size
30.7 *22

Paper Stock
Conqueror CX22 Whites - 200 gsm

Printing
Offset

Serb Brand Guidelines Version 1

Stationary

The design reflects the brand’s refined aesthetic—balancing
functionality with elegance —to guide guests effortlessly while
maintaining a cohesive visual identity.
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5.8 Print Applications

ENVELOPE A3

Details

For papers, they are used to send or
give confidential information to a single
user.

Size
A3

Paper Stock
Conqueror CX22 Whites - 200 gsm

Printing
Offset

Serb Brand Guidelines Version 1

Stationary

The design reflects the brand’s refined aesthetic—balancing
functionality with elegance —to guide guests effortlessly while

maintaining a cohesive visual identity.
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: : : : The design reflects the brand’s refined aesthetic—balancing
5.8 Print Appllcatlons Statlonary functionality with elegance—to guide guests effortlessly while
maintaining a cohesive visual identity.
A\l7,
LS W P
— NAG
| VN
74010\
EMAIL SIGNATURE 200px proall goallae
Abdulrahman Alfuhed
suaiill gl | Chief Executiv Officer
Details Olaya St, Riyadh 11672, | Saudi Arabia
The content of the e-mail Eﬂ;ﬁ??f%;g;;gggnL,ZiX:+966_112]_6”1
signature of the company's
employees and the style of B —
professional appearance.

Size 200px
185px x 78x
uamoll (paoyllaic
A\[7, Abdulrahman Alfuhed
QA ',y saaiill gyl | Chief Executiv Officer
780x  NAG -
P LA i Olaya St, Riyadh 11672, | Saudi Arabia
Il \\ Tel:+966-1121-6111 | Fax:+966-1121-6111
Email : info@nag.com.sa
WWW nag.com.sa

185px
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5.9 Print Applications

ID CARD

Details

Size

Paper Stock

Printing

Stationary

11cm

7 cm o

The design reflects the brand’s refined aesthetic—balancing
functionality with elegance —to guide guests effortlessly while
maintaining a cohesive visual identity.

NO.12543

ool alllauc
Abdullah AlOddeib

st sy
CEO
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NJOOM ALSLAM

Investment jL_aiiwil

EMBOSSING

EMBOSSING
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The design reflects the brand’s refined aesthetic—balancing
functionality with elegance —to guide guests effortlessly while
maintaining a cohesive visual identity.

5.11 Print Applications Stationary

BRAND STICKER

LUXURY IS AT THE

oUill og—m)
CORE OF OUR NJOOM ALSLAM
VlSlON Investment jl_odiwl

NJOOM i
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5.12 Print Applications

BROOCH

Serb Brand Guidelines Version 1

Stationary

The design reflects the brand’s refined aesthetic—balancing
functionality with elegance —to guide guests effortlessly while
maintaining a cohesive visual identity.
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Staff | Riyadh 771N Staff | Riyadh

Ahmed Mohammed

Manager | Riyadh

59



g Serb Brand Guidelines e MerSIoN P T i vl 2 e 2 o fi it ‘ » e A o) ek 4 _



: : - : The design reflects the brand’s refined aesthetic —balancing
5.13 Print Appllcatlons Statlonary functionality with elegance—to guide guests effortlessly while
maintaining a cohesive visual identity.
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6.0 Digital Application

Digital applications are a core aspect of brand
Interaction, and maintaining consistency across all
digital platforms is vital for a cohesive brand
experience. These guidelines ensure that your
digital presence aligns with your brand identity
while providing a user friendly experience.




6.1 Digital Applications

Headline or Title
Title: 28pt ( regular)

Set the leading : 30pt

Set the tracing : 30pt

Font Canela text

Subheadline

Title: 12pt (bold)

Set the leading : 14pt
Set the Tracing : Opt
Font ABC arabic

Body text

Title: 9 pt (regular)
Set the leading : 14pt
Set the Tracing : Opt
Font ABC arabic

And any elemnt

Serb Brand Guidelines

Version 1

Ads building the layout

Headline or Title
regular

Subheadline

Body text
Elements

The design must contain textual content that shows the possible dimensions of
the content. You must not deviate from what is available in the design except in

extreme cases. You must use your design skKills.

\\l"
A,
E— NAG =

L LA BN
lll\\

LUXURY IS AT
THE CORE OF OUR
VISION

WWW.NAG.COM

64



The design must contain textual content that shows the possible dimensions of
the content. You must not deviate from what is available in the design except in
extreme cases. You must use your design skKills.

6.2 Digital Applications Ads building the layout

Serb Brand Guidelines Version 1
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BUILDING FOR
THE FUTURE

BY VISION&PASSION

Lorem ipsum dolor sit amet, consectetuer adipiscing elit,

sed diam nonummy nibh euismod tincidunt ut laoreet
dolore magna aliquam erat volutpat.
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SOCIAL MEDIA
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INFO@NAG.COM

Version 1

s BUILDING FOR THE FUTURE RIYADH,
Cam BY VISION & PASSION SAUDI ARABIA

BUILDING FOR THE FUTURE
BY VISION & PASSION

LUXURY 15 AT
THE CORE OF OLUR
VISION

BUILDING FOR THE FUTURE RIYADH,
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NJOOM ALSLAM
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MODERN DESIGN FOR A SPECIALIZED
ARTISTIC DESTINATION THAT COMBINES
BUSINESS, SHOPPING AND
ENTERTAINMENT TO BE A FULLY
INTEGRATED DESTINATION WITH
FACILITIES AND OPTIONS.
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Thank You

From everyone at Najoom alslam, thank you for your attention to
detail, your unwavering support, and your commitment to making
our brand vision a reality for so many people. Building a brand is like
raising a child: it takes a village. Without you, we would not exist. To
all of our vendors, creative teams, and outside consultants: we are
here for you. If you need any help with our brand at all, especially
when working on a brand execution, please do not hesitate to reach
out to our team at. info@NAG.com

COPYRIGHT NOTICE

© 2025 Najoom alslam

Serb Brand Guidelines Version 1

File Types

Vector files create their shapes by mathematical equations between
anchor points. Since they are crafted by ratios, and not a grid of
colored squares, vector images can be infinitely scaled.

Graphics, like the brand logo, are typically created as vector files.
lllustrations, iconography, and many of our simple shapes and graphic
elements are created as vector files. The limitations of vector files

The limitations of vector files lie in their strengths: because each
relationship is an equation, complex items, gradients, photographs
often make vector file sizes too large. Raster images are more efficient
in those situations.

Vector files are typically used for printing or producing the logo or
other graphics in most forms. If you’re ever asked for a high-resolution
logo file, send a vector file.

Typically, vector files end with .ai, .eps and .svg. Without special
programs, these files will be difficult to open.
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