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A L M A E R A

Arial - Regular

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

۱ ۲ ۳ ٤ ٥ ٦ ۷ ۸ ۹
Abadi Mt Condenced- Light

 ا ب ت ث ج ح خ د ذ ر ز س ش ص ض
    ظ             ط      ع   غ   ف  ق  ك  ل  م  ن  ه  و   ي

Black
#000000
PANTONE 19-0303 TCX
C = 0, M = 0, Y = 0, K = 100 

White
#FFFFFF
PANTONE 11-0601 TCX
C = 0, M = 0, Y = 0, K = 0 

The Client “Nashmi Kitchen” is restaurant management 
company that is planning on introducing a new              
restauant to the market: “Almaera”.

“Al Maera” is a newly developed concept that focuses 
on originality and creativity in food.  It serves traditional 
arabic food with a modern twist. It’s a restaurant that 
takes its values straight from the name. 

The letters T and 
M from the 

Arabic Alpha-
bets 

The logo of the 
mother compa-

ny - “Nashmi 
Kitchen”

The Nomadic 
Traveller carrying 

the bindle

C O N C E P T

L O G O

C O L O R S

B R I E F

T Y P O G R A P H Y

Almaera Branding01 Branding



The Client is an Authentic Japanese cuisine that 
serves high-end food for affordable prices. The logo 
must reflect the authenticity of the restaurant, 
relate to Japanese culture, and be unique and eye 
catching, as it will open in a busy area known as the 
"food sector" of Amman, where it is very compete-
tive.

B L A C K

C O L O R  C O D E S C O L O R  C O D E S

C O L O R  T O N E S

1 0 0 % 6 0 % 3 0 % 0 %
( w h i t e )

1 0 0 % 6 0 % 3 0 % 1 0 %

R E D

C O L O R  T O N E S

C M Y K :  C 0  M 0  Y 0  k 1 0 0
R G B :  R 0  G 0  B 0
W E B :  # 0 0 0 0 0

C M Y K :  C 1 5  M 1 0 0  Y 9 0  k 1 0
R G B :  R 1 9 0  G 3 0  B 4 5
W E B :  # B E 1 E 2 D

M Y R I A D  P R O  R e g u l a r

V E R D A N A  R e g u l a r

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w z y z
123456789

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w z y z
123456789

平仮名 ひらがな Hiragana: Phonetic Lettering System

C O N C E P T

L O G O

C O L O R S

B R I E F

T Y P O G R A P H Y

Ikura02 Branding



The client is a cloud kitchen that offers gourmet 
sandwiches with top quality ingredients at a com-
petitive price. “Eatjoy” differenciate themselves 
from the competition by offering “Top Quality” 
gourmet sandwiches to their customers, but as an 
unknown startup, this needs to be reflected in their 
Branding.

Type Heart shape Symmetry

eatjoy Cream
PANTONE: P16-9C
#833514
CMYK 9,12,20,1

Dark Orange
PANTONE: P36-14C
#833514
CMYK 32,68,87,24

Black
PANTONE: BLACK C
#000000
CMYK 0,0,0,100

Abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ

ITC Avant Garde Gothic Medium

Avenir Black

C O N C E P T

L O G O

C O L O R S

B R I E F

T Y P O G R A P H Y

EatJoy03 Branding



MAS is a modern, multi-specialty clinic offering both 
medical and aesthetic care. Founded by Lubaba 
Abu Sheikh, MAS emphasizes personalized service, 
advanced technology, and a wellness-focused ex-
perience. The brand aims to inspire confidence, 
comfort, and holistic support in every client's health 
journey.

C O N C E P T

L O G O

C O L O R S

B R I E F

T Y P O G R A P H Y

Mas Medical & Aestheic Clinic04 Branding

M e d i c a l  &  A e ST H E T I C  C L I N I C

SymbolMAS in English Fluid DesignMAS in Arabic

masماس SMOKE GREEN GREEN
RGB:168, 187, 164
HEX:#a8bba4
CMYK: 10, 0, 12, 27

DARK SMOKE GREEN
RGB: 99, 106, 97
HEX:#636A61
CMYK: 7, 0, 8, 58

LIGHT GRAYISH YELLOW
RGB: 225, 225, 216
HEX:#E1E1D8
CMYK: 0, 0, 4, 12

GARYISH YELLOW
RGB: 189, 190, 176
HEX: #BDBEB0
CMYK: 1, 0, 7, 25

RGB: 160, 149, 130 
HEX: #A09582
CMYK: 0, 7, 19, 37 

DARK GRAYISH ORANGE
RGB: 72, 99, 115
HEX: #AF8C5D
CMYK:175, 140, 93

DARK MODERATE ORANGE

A BC D E FG H I J K L M N O PQ RST U V W X YZ

A BC DE FG H IJ KLM NOPQRSTUVWXYZ
Cherston - Light Round

Cherston - Bold Round

Blacker - Light

Ab c de f gh i j k l m no p qr s t uv w x y z

Blacker - Medium

Ab c de f gh i j k l m no p qr s t uv w x y z



The client “Spaces by Yasmine” is a Creative Interior 
Designer, specialized in high-end interior design and 
execution. The client’s style is minimal, modern, de-
tailed, and bold. Therefore, an out of the box ap-
proach is require to represent the client.

Typography for
“Spaces” 

with spacing
between the

letters
 

Cursive
 typography for 

the words
“by Yasmine”

Measurements of 
spaces as used by 
interior designers

S  P  A  C  E  S By Yasmine
2m

Pistachio

HEX:   #72997F
RGB:   14, 153, 127
CMYK:  25, 0, 17, 40

Gray

HEX:  #B3B3B3
RGB:   179, 179, 179
CMYK:  0, 0, 0, 30

Black
HEX:  #000000
RGB:  0,0,0 
CMYK: 0, 0, 0, 100

White
HEX:  #FFFFFF
RGB:  255, 255, 255 
CMYK: 0, 0, 0, 0

Architectura  - Regular

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

A  B  C  D  E  F  G  H  I  J  K  L  M  N  O  P  Q  R  S  T  U  V  W  X  Y  Z

a  b  c  d  e  f  g  h  i  j  k  l  m  n  o  p  q  r  s  t  u  v  w  z  y  z

Housttely Signature- regular

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w z y z

Poppins- semibold

Spaces By Yasmine05

C O N C E P T

L O G O

C O L O R S

B R I E F

T Y P O G R A P H Y
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The client operates in the apparel sector and aims to 
leverage their established relationships in Vietnam to 
launch a distinctive clothing line that resonates in 
the fashion market. The focus will be on crafting 
straightforward, semi-casual attire such as polo 
shirts, emphasizing simplicity over intricate design 
elements. To achieve this, the brand must be highly 
memorable, and the logo should be both unique and 
visually striking. 

Type Habitat Main Element

Dark Gray
HEX: #524F50
CMYK: 0,4,2,68
RGB: 82,79,80

HEX: #c24317
CMYK: 0,65,88,24
RGB: 194,67,23

Strong Orange

Abcdefghijklmnopqrstuvwxyz 123

ABCDEFGHIJKLMNOPQRSTUVWXYZ 123

Bebas new -Bold

Britannica - Bold

Calibri - regular
abcdefghijklmnopqrstuvwxyz 123

CapyBara06

C O N C E P T

L O G O

C O L O R S

B R I E F

T Y P O G R A P H Y
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Turath is a cultural heritage center located in Saudi 
Arabia, dedicated to preserving the rich Bedouin cul-
ture and conducting research on historical truths.  
"Turath" is an arabic word that translates to
 "heritage."

T U R A T H  C U LT U R A L  H E R I TA G E  C E N T E R

Type Geometry Beduin Tapestry

T U R A T H  C U LT U R A L  H E R I TA G E  C E N T E R

تراث

Vivid Red
RGB: 249, 22, 14
HEX:#F9160E
CMYK: 0, 91, 94, 2

Black
RGB:0, 0, 0
HEX:#000000
CMYK: 0, 0, 0,100

A b c d e f g h i j k l m n o p q r s t u v w x y z
Bebas Neue - Bold

GE SS TWO - Bold

ا  ب  ت  ث  ج  ح  خ  د  ذ  ر  ز  س  ش  ص  ض 
ي    و  ه  ن  م  ل ك   ق  ف   غ     ع    ظ      ط

Turath07

C O N C E P T

L O G O

C O L O R S

B R I E F

T Y P O G R A P H Y
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The Client is a fruit-dates farming, manufacturing 
and exporting company based in Jordan with mar-
kets in Europe, the US, and the Middle east. The name 
“Sabir” means literally “endurance” or “patience” in 
the Arabic language. 

In ancient times, bedouins would stock up on date 
fruits before going on long journeys because it is 
known give them energy and endurance "Sabir".

Date Date fruit Arabic

P R I M A R Y  C O L O R
BLACK

C O L O R  C O D E SC O L O R  C O D E S

P R I M A R Y  C O L O R
WHITE

S E C O N D A R Y  C O L O R
GREY

C O L O R  C O D E S
C M Y K :  C 1 9  M 1 3  Y 1 0  k 1

R G B :  R 2 0 4  G 2 0 4  B 2 0 4

W E B :  # C C C C C

R G B  0 , 0 , 0
H E X  # 0 0 0 0 0 0
C M Y K  0 , 0 , 0 , 1 0 0

R G B  2 5 5 , 2 5 5 , 2 5 5
#  F F F F F F
C M Y K  0 , 0 , 0 , 0

M Y R I A D  P R O  R e g u l a r

M Y R I A D  P R O  S e m i b o l d

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w z y z
123456789

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w z y z
123456789

Sabir08

C O N C E P T

L O G O

C O L O R S

B R I E F

T Y P O G R A P H Y

Branding
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Foreword:
Paving the 
Path to 
Prosperity:
Jordan's Investment Vision 
for 2025

INVESTMENT
Jordan’s investment landscape in 2025 is expected to 
focus on infrastructure development, digital transfor-
mation, and sustainability. Key areas include renewable 
energy, tech startups, and smart agriculture, supported 
by regional partnerships and improved business  
environments. These efforts aim to strengthen 
economic growth and enhance global competitiveness.

Positive Negative Neutral 

19.4 Marks the positive growth
 in net sentiment regarding

 investment compared
 to the previous year.

The total foreign direct
 investment during the

first nine months of  2024
 decreased to this level.1.3B

%

360° 

Jordan's banking sector 
embraces digital 
growth,reforms, and 
sustainability
to shape a dynamic
financial future

As innovation
leads the way, DIGITAL 

BANKING
Jordan’s banking 
sector is expected to 
witness significant 
growth in digital 
banking adoption,
driven by neo-banks 

ISLAMIC & 
COMMERCIAL
BANKS
Traditional Islamic 
and commercial 
banks enhance
services to stay 
competitive. 

40%
Of total interactions in 2024 were

captured by Islamic banks.

43%
Marks the positive growth in

net sentiment regarding
Neo Banks compared to

the previous year.

Positive Negative Neutral 

360° 

Economic Modernization Vision
Unlocking Sectoral Potential

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 

360° 

Electric Vehicles
BALANCING CHALLENGES AND FUTURE
POTENTIAL

Positive Negative Neutral 

45%
Of total car sales in Jordan

in 2023 were electric vehicles

29%
Is the net sentiment regarding

electric vehicles, reflecting a
substantial decline and

highlighting growing negative
perceptions

EV adoption in 
Jordan may 
slow due to 
higher
taxes, 
impacting 
affordability, 
but will remain
appealing to 
eco-conscious 
and cost-savvy
consumers.

EL
EC

TR
IC

 4
5%

G
A

S 
&

 H
YB

R
ID

 5
5%

360° 

Financial Services
BUILDING TRUST: TRANSFORMING
FINANCIAL SEVICES FOR INCLUSIVE
GROWTH.

43%
Marks the increase in positive
sentiment in 2024 compared 

to 2023.

90.8M

Jordanian DInars is the increase
in local revenues during the

first ten months of 2024
compared to the same period

of the previous year.

Enhance digital
finanical 
inclusion, 
simplify access 
to loans, and 
adopt  stricter 
regulations  to 
adress inflation 
and public trust 
concern.

Positive Negative Neutral 

makana
360° 

360° 

ICT and Entrepreneurship
DRIVING INNOVATION: EMPOWERING
ENTREPRENEURSHIP THROUGH
TECHNOLOGY

27%
Of Jordanians are interested
 in entrepreneurial activities.

64%
Marks the increase in

 positive sentiment in the
 ICT and Entrepreneurship sector

 in 2024 compared to 2023.

Expand high speed 
internet to rural 
areas, incentivize 
blockchain and 
fintech innovation, 
and provide 
stronger support 
for startups, 
aligning with public 
calls for tech-driven 
economic progress.

Positive Negative Neutral 
360° 

Makana36001

BOOKLET

This 67 Page booklet design was created for a communications company; Makana360. It is a 
presentation that showcases Makana360s  predictive capabilities using Social Listening tools 
and AI analytics, concerning the Jordanian government`s  investment landscape.

Print



The majority of conversations 
about Orange are earned 
media (91.4%), highlighting 
significant discussions 
generated by external 
sources or users.
Owned media accounts for 
8.6%, indicating a smaller 
contribution from Orange's 
own platforms.

91.4%
Most engagement is driven 
by owned media (87.2%), 
showcasing the effectiveness 
of Orange’s platforms in 
fostering interactions.
Earned media contributes 
12.8% to engagement, 
reflecting user interaction 
with content generated 
outside Orange’s control.

87.2%

Sources of 
Conversations

Sources of 
Engagement

The telecommunications industry is rapidly evolving, with consumer 
preferences and digital trends reshaping competitive landscapes. For 
Orange Jordan, staying ahead necessitates leveraging robust data 
analytics to refine its communication strategies and enhance customer 
engagement.

This report presents an in-depth analysis of Orange Jordan's digital 
performance, public sentiment, and competitive positioning. Drawing on 
data from diverse media sources and the latest industry benchmarks, the 
report highlights areas of strength, identifies gaps, and provides strategic 
recommendations to solidify Orange Jordan’s position as a market leader. 
By adopting these strategies, Orange Jordan can address current 
challenges, capitalize on opportunities, and set a course for sustainable 
growth in the ever-changing telecommunications sector.

������������ �������������������

(More in full report)

������������������

���
��
�	��	�����������
A study has been conducted on a small 
group of Orange users, focusing on their 
interests, purchase behavior, and 
regional distribution.

The data highlights Orange's strong 
dominance in urban areas like 
Amman, while also revealing 
opportunities for growth in secondary 
cities and other governorates. 

Developing tailored strategies to 
address local needs in cities like Irbid, 
Az Zarqa’, Aqaba, and Ar Ramtha can 
help Orange expand its market 
presence. 

This analysis underscores the 
importance of leveraging urban 
dominance while diversifying 
regionally to maximize reach and 
impact.

Technology and Computing (36.17%): 
This is the leading category, indicating a 
strong preference for tech-related content 
and services. Orange users appear to 
value innovation and digital 
advancements, aligning with Orange’s 
offerings.

Business and Industrial (28.72%): This 
highlights interest in professional and 
industrial domains, suggesting a 
significant portion of users are 
business-oriented or involved in related 
industries.

Work (26.06%): A notable share of users 
is interested in work-related topics, 
reflecting an audience with a focus on 
career growth and opportunities.

Soccer (18.79%): This cultural interest 
shows a strong following for sports, 
particularly soccer, offering an opportunity 
for Orange to engage with audiences 
through sports sponsorships or 
campaigns.

Social Media (82.24%): The most 
significant driver, highlighting the strong 
impact of social platforms in shaping user 
behavior and preferences.

Online Ads (76.97%): A major influence, 
indicating the importance of well-targeted 
and engaging digital advertising 
campaigns.

Friends and Family (61.18%): 
Word-of-mouth remains a key factor, 
underscoring the value of personal 
recommendations and trust in 
decision-making.

Brand Name (28.95%): The reputation 
and recognition of the brand play a 
notable role, reflecting user confidence in 
established names.

Product Utility (21.71%): Practicality 
and features of a product influence a 
smaller yet significant portion of users.

��
����
�

������������������

�	��
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(More in full report)

�����������������
A leading strategic communications 
consultancy in Jordan, leverages 
data-driven insights to empower its clients. 
This report is tailored for Orange Jordan to 
evaluate and enhance its digital 
performance, client satisfaction, and public 
sentiment. The analysis includes 
benchmarking against global leaders in 
telecommunications and concludes with 
actionable strategic communication 
recommendations.

Over the past year, Orange Jordan has 
faced significant challenges in its digital 
performance, marked by declines in 
engagement, reach, and user-generated 
conversations. Despite these setbacks, 
the company has maintained a consistent 
presence through strategic campaigns 
such as the iPhone 15 giveaway and 
Orange Money promotions, which 
effectively engaged audiences. These 
insights provide a foundation for identifying 
opportunities to revitalize Orange Jordan’s 
market standing through innovative 
strategies and targeted campaigns.

Orange Jordan02

REPORT

This 25 Page publication was created for Orange Jordan, as a report to evaluate its online 
performance and digital presence in the year 2024, as well as research on its users and their 
preferences.

Print
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WELCOME
 NOTE

“Pick up a camera. Shoot something. No 
matter how small, no matter how cheesy, 
no matter whether your friends and your 
sister star in it. Put your name on it as 
director. Now you’re a director. Everything 
after that, you’re just negotiating your 
budget and your fee.” Oscar-winning 
director James Cameron is quoted as having 
prosaically provided such advice to young 

In just three years, and despite being born in 
the year of the Pandemic, the Amman 
International Film Festival-Awal Film has 
successfully established itself as a quality 

from the Arab world and beyond - the only 
festival in the region to focus on this 
particular “niche.”

But our festival’s ambition runs far deeper 
than that: following the “raison d’être” of 
the Royal Film Commission – Jordan, which 

AIFF-Awal Film also aims to provide 
concrete support and encouragement to 

stage of projects.

The Amman Film Industry Days, to which 
this year we are adding the Amman Film 
Market as an additional way of supporting 

with master classes and panels as well as 

during which they will also be expected to 
“negotiate their budget and their fee”, in 
James Cameron’s blunt words. 
 
The AFID received this year 85 projects, out 
of which 18 were selected: six from Jordan, 
while others came from Egypt, Palestine, 
Tunisia, Morocco and Algeria. Their topics, 
like their origins, are diverse and many of 
them touch on places and people and the 
emotions that they evoke.
 
For the third year, we are partnering with the 
American Film Showcase and the American 
Embassy in Amman: music for documentary 

workshops, while the other will cover 
cinematography.  Festival participants will 
have the opportunity to learn about 
distribution, marketing and packaging for 
the third year with EAVE on-demand 
workshop. In collaboration with the Royal 

can also take advantage of an experienced 
legal expert in Entertainment Law. 
 
AFID’s panels, which always attract crowds, 

to a panel about acting with renowned 
names, we will be hearing from experts 
about the development of Jordanian cinema 
and drama, societal opinion and censorship, 
regional and global collaboration. And there 
is a timely focus on how refugees are 
portrayed on screen.
 
As always, there are also several dedicated 

participating in the AIFF’s Arab competition. 

Last but not least, no one can ignore the 
current climate crisis. In the last couple of 
years, the AIFF-Awal Film was vocal about 
protecting the environment. This year, we 
are taking it a step further, by hosting a day 
to inspire environment-related storytelling 

environmental experts. After all, it is David 
Attenborough who said: “Nature is our 
biggest ally and our greatest inspiration.” It 
is encouraging to see artists in our region 
draw their inspiration from nature as they 
do their part to preserve it.

Rym Ali 
F e s t i v a l  P r e s i d e n t 

W E L C O M E  N O T E

02

A W A L  F I L M

Director’s Biography:
Karim Ariqat is a Jordanian screenwriter, actor, 1st 
AD, and director, born in 1992. He has written and 
acted with Fooq Al-Sada, and wrote "Jalta", for 
Ro'ya (2022 ,2018). Participated in Rawi 
screenwriting workshop with his script "Five 
Thieves" (2019), PGAs Power of Diversity 
workshop (2019), and Mosalsalat lab with 
"Womanizer" (2019). He wrote "Al-Rasool" and 
"Tikriti" podcasts for Rising Giants Network in 
April of 2022. He has also written numerous ads 
for TV and radio.  

Director’s intention:
As a kid, Madaba always felt like a magical place. My father used to take us there 

unique opportunity to look at Madaba and its astounding religious heritage. This 

the character’s journeys as a descent into self, place, and time. As George grows 

and his temporary journey back in its rich history.  

Producer’s note:
This project was born out of the Cinematic 
Adaptation workshop. We have the adaptation of
a controversial novel born out of real-life in 
Madaba. The adaptation seeks to look beyond
the controversy and into the core of the struggle. 
This project is unique. It is an unapologetic
look at modern-day Jordan, yet it’s a loving look. 
This look is thorough it carries Madaba as it
is now yet it remains artful and romantic as we 
see it. This story is real, and it’s a story
Madaba deserves to tell, and Jordan deserves to 
hear.

Contact Information:
Name of main contact: Naser Jarun 
Email: naser@fooqalsada.com

27

A W A L  F I L M

Director’s Biography:

of Filmmaking in 2013 by participating in several 
intensive workshops with the Royal Film 

years.She started working as an editor in 2016 in 

advertisements with various parties such as TV 
channels, international refugee relief
organizations and nature protection, and 
production companies. She wrote and directed 

year 2022.Director’s intention:
I faced a lot of criticism for what I am passionate about from my community, 

a truck driver after leaving her university to take care of her ailing father and bear 
all his responsibilities alone. Tamara was exposed to society's criticism of her 
work, which led her to avoid interaction with the society to avoid attempts to 

the family is the highest human value we need. I and Tamara had to balance 
sticking withour passion and saving our families.

Producer’s note:
I, along with my two brothers, was raised by a 
single mother in an environment where this was

hard for us to have any sort of opportunities. In
that time, she became a photographer, a chef and 

helped put the three of us through university. 

spoke to me immediately, not only on behalf of 
my mother, but also on behalf of all the women
who I’ve met throughout the years who also 

Contact Information:
Name of main contact: Mooney Abu Samra
Email: abusamra.mooney1086@gmail.com

29  

Amman International Film Festival01

BOOK

This 98  Page book design was for the Amman International Film Festival 2022, to cover the 
events of the Amman Film Industry Days  project which took place in Amman,

Amman International Film Festival03 Print



The Bible Society of Jordan04

BROCHURE

This 6 fold brochure was custom-designed for the Bible Society of Jordan to be used as a 
Coaster, Fridge-magnet, and an informative brochure to inform the community about the Bible 
society and its activities.

Print



03 - PACKAGING



Skinewal Derma01 Packaging
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Let’s Create Something
Remarkable Together.

Get in touch!

Thank you for taking the time to explore my work. If 
you’re looking for a creative partner who can bring fresh 
perspectives and strategic thinking to your next project, 
I’d love to hear from you.

let’s discuss how we can make your vision a reality!"

Like what you see?
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