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Youthful Mature

Feminine Masculine

Simple Complex

Traditional Contemporary

Friendly Authoritative

Playful Serious

Rebel  Conventional

Industrial  Natural

Mass appeal  Elite

Economical  Expensive

Casual  Elegant

Innovative  Classic

Mas brand personality is defined by professionalism, 
precision, and a modern engineering vision. It reflects 
a balance between strength and flexibility, creating an 
identity that represents quality, commitment, and the 
ability to deliver projects to the highest standards.

Personality

At its core, Mas embodies innovation and expertise, 
positioning the brand as a trusted engineering and 
construction partner that delivers integrated solutions 
with efficiency, confidence, and attention to detail.
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Horizontal
POSITION

It is recommended to use this layout in longitudinal spaces 
with a horizontal character, where the overall design achieves 
greater harmony between mass and void.

The design grid illustrates the exact dimensions on which this 
layout was created, and these proportions must not be altered.
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Horizontal
POSITION

It is recommended to use this layout in longitudinal spaces 
with a horizontal character, where the overall design achieves 
greater harmony between mass and void.

The design grid illustrates the exact dimensions on which this 
layout was created, and these proportions must not be altered.
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Horizontal
POSITION

It is recommended to use this layout in longitudinal spaces with a horizontal 
character, where the overall design achieves greater harmony between 

mass and void.

The design grid illustrates the exact dimensions on which this layout was created, 
and these proportions must not be altered.
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Vertical
POSITION

توضح شبكية الرسـم البيـانى الأبعــاد التى صممـت عليهـا هذه الوضعيه
ولا يجوز تغيير هذه الأبعاد.

  

It is preferable to use this position in square or rectangular
spaces closest to the square, which makes the overall 
design more consistent between mass and space.

The grid diagram shows the dimensions on which this 
placement is designedThese dimensions may not be 
changed.
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Vertical
POSITION

توضح شبكية الرسـم البيـانى الأبعــاد التى صممـت عليهـا هذه الوضعيه
ولا يجوز تغيير هذه الأبعاد.

  

It is preferable to use this position in square or rectangular
spaces closest to the square, which makes the overall 
design more consistent between mass and space.

The grid diagram shows the dimensions on which this 
placement is designedThese dimensions may not be 
changed.
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#Eb6900

C 00
M  70
Y 100
K 00 

These are the primary colors of the brand identity, used to maintain consistency and recognition across all designs and 
applications.

#FA924D

C 00
M  55
Y 80
K 00 

#FFB987

C 00
M  35
Y 50
K 00 

#FFE7D4

C 00
M  15
Y 20
K 00 

page 12



These secondary colors complement the primary palette, adding lexibility and depth to various design applications while 
maintaining visual harmony.

SECONDARY COLORS

#00101F

CMYK
100   85   50   80

#011E40

CMYK
100   80   00   70

#D8E2EE

CMYK
20   10   00   00

#F5F6FA

CMYK
05   02   00   00

page 13
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MULTIPLE COLORS
توضح هذه التداخلات مدى أمكانية الباليت على إخـراج عدد كبيـر من 
الدرجات المختلفة والمتفاوتة فى التشبع اللونى . ويمكن الاستفادة

من التدرج اللونى بهذا الترتيب.

page 15



70% 10%20%

Brand 
Color 
Usage 
Ratios
Orange is the dominant 
brand color, serving as 
the primary visual focus 
across the identity, while 
the remaining colors act 
as supporting elements 
to maintain balance and 
harmony.
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This light tone is used for text on dark 
backgrounds to ensure clear contrast 
and optimal readability across all brand 
applications.

This vibrant tone is used to highlight 
specific text on light backgrounds, 
providing clear emphasis and visual 
distinction within the layout.

This dark tone is used for text on light 
backgrounds to provide strong contrast 
and maintain clear readability across all 
brand applications.

TEXT COLOR USAGE 

HEX  #FFFFFFRGB 255   255   255

HEX  #00101FRGB 00   16   31

TEXT COLOR USAGE 

HEX  #666666RGB 102   102   102

TEXT COLOR USAGE 

page 17



SHADES & TINTS
COLORS

It is recommended to use these varied shades when 
needed to create visual distinction in backgrounds, 
print layouts, and media designs. These tones help 
highlight the primary color more effectively, adding 
aesthetic balance without relying on colors outside 
the brand identity.
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LOGO COLOUR SPECIFICATIONS

Dark Background Version

Icon

HEX : #Eb6900
CMYK : 00   70   100   00

Wordmark

HEX : #FFFFFF
CMYK : 00   00   00   00

Primary Logo

Icon

HEX : #Eb6900
CMYK : 00   70   100   00

Wordmark

HEX : #4D4D4D
CMYK : 00   00   00   70

Orange Background Version

Icon

HEX : #FFFFFF
CMYK : 00   00   00   00

Wordmark

HEX : #FFFFFF
CMYK : 00   00   00   00
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The logo’s primary colors, orange and gray, represent the colors of equipment and concrete respectively in the construction industry.



LOGO COLOR
version usage

Use the white version of the Mas logo whenever it is placed on an orange 
background to ensure maximum contrast and clarity.

Use the full-color primary logo on light or neutral backgrounds to maintain 
brand consistency and visual balance.

On dark or black backgrounds, use the orange icon with white typography 
to preserve readability and strengthen contrast.

Whenever possible, always prioritize using the primary full-color logo, as it 
represents the brand in its most accurate and preferred form.

However, in social media and digital design applications, some flexibility is 
allowed to adapt the logo to different layouts and backgrounds. In these 
cases, always ensure the correct logo version is chosen based on the 
background color to maintain clarity, contrast, and overall brand integrity.
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The icon serves as the primary brandmark 
of Mas representing the company in a 
strong, compact, and recognizable form. 
The design is built with balanced geometric 
proportions and adaptable color variations, 
ensuring clarity, flexibility, and strong 
visibility across different applications and 
backgrounds.

App icon
3

App icon 2
background: #D8E2EE
icon: #Eb6900

App icon 3
background: #011E40
icon: #Eb6900

App icon 4
background: #00101F
icon: #Eb6900
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Masecc.com

Home - Masecc.com
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Typography
Typeface System & Usage Guidelines
The Mas typography system is designed to maintain consistency, clarity, and a modern professional appearance across all brand applications 

and communication platforms.

For Arabic typography, the approved typeface is DG Agnadeen, which must be used consistently across all Arabic written content, including 

printed materials, digital platforms, presentations, social media designs, advertisements, and brand communications.

For English typography, the brand uses two approved typefaces: Red Hat Display PT Root UI

Red Hat Display should be used for primary headlines and major titles to create a strong and modern visual presence.

PT Root UI should be used for paragraphs, supporting text, and readable body content to ensure clarity and visual balance across all layouts 

and media formats.

When emphasis or visual focus is required on a specific word or phrase, the appropriate bold weight may be used while keeping the remaining 

text in regular weight to maintain hierarchy, readability, and visual consistency.
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On skin : emboss only

On wood : laser engraving

On metal : laser engraving

On porcelain or plastic : the main colors

On fabric : white or the main color, according 

to the degree of color of the material

different materials
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DO & DON’t
To maintain the integrity and consistency of the brand, the logo 
must never be altered or used in inappropriate contexts.

Avoid using the logo in any of the following ways:

Do not stretch, rotate, or distort the proportions of the logo.

Do not place the logo over busy, textured, or photographic 
backgrounds that reduce visibility or contrast.

Do not apply outlines, shadows, or other effects to the logo.

Do not modify or combine the logo with other graphic elements.

Each incorrect example shown below represents a violation of brand 
standards and compromises the visual identity of the brand. Always 
use the official, unaltered logo on approved backgrounds only.
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Do not place the logo over busy , textured, or photographic 
backgrounds that reduce visibilit y or contrast.

Do not place the logo over busy , textured, or photographic 
backgrounds that reduce visibilit y or contrast.

Do not place the logo over busy , textured, or photographic 
backgrounds that reduce visibilit y or contrast.

Do not place the logo over busy , textured, or photographic 
backgrounds that reduce visibilit y or contrast.



DO & DON’t

MAS mas
The approved abbreviation is Mas.
The name must always be written as Mas, with only the first letter 
capitalized and the remaining letters in lowercase. This writing style 
should be used consistently across all brand applications, including 
the logo, brand guidelines, presentations, printed materials, digital 
platforms, signage, and official communication.

The use of MAS in all capital letters should be completely avoided, 
as it does not represent the approved brand naming system. 
Maintaining the correct form Mas ensures consistency, 
professionalism, and a unified visual identity across all touchpoints.
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The minimum screen size ensures that the Mas logo remains 
clear, readable, and visually consistent across all digital applications. 
Using the logo below the specified size may reduce legibility and 
compromise brand integrity. Always follow the minimum width 
guidelines to maintain optimal visibility.

Screen
Minimum  Size

400 px 400 px

200 px200 px
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The minimum print size ensures that the Mas logo remains sharp, readable, 
and maintains its visual integrity across all printed materials. Using the logo 
below the specified size may result in loss of detail and reduced legibility. 
Always follow the minimum print dimensions to maintain consistent brand 
quality.

Print
Minimum  Size

3.5 cm 3.5 cm

2 cm2 cm

5.5 cm
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The logo clear space is the protected area surrounding the 
Mas logo that must remain free of any elements to maintain 
its integrity and visibility.

This spacing ensures visual clarity, preventing the logo from 
appearing crowded or losing its impact across different 
layouts.

The minimum clear space equals half of the icon’s height (0.5×) 
and must scale proportionally with the logo size.

No text, icons, or graphic elements may enter this area; it exists 
solely to preserve legibility and visual balance.

AREA OF 
Noninterference

 icon
1
2

 icon
1
2

 icon
1
2

 icon
1
2

 icon
1
2
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The logo clear space is the protected area surrounding the 
Mas logo that must remain free of any elements to maintain 
its integrity and visibility.

This spacing ensures visual clarity, preventing the logo from 
appearing crowded or losing its impact across different 
layouts.

The minimum clear space equals half of the icon’s height (0.5×) 
and must scale proportionally with the logo size.

No text, icons, or graphic elements may enter this area; it exists 
solely to preserve legibility and visual balance.

AREA OF 
Noninterference
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The logo clear space is the protected area surrounding the 
Mas logo that must remain free of any elements to maintain 
its integrity and visibility.

This spacing ensures visual clarity, preventing the logo from 
appearing crowded or losing its impact across different 
layouts.

The minimum clear space equals half of the icon’s height (0.33×) 
and must scale proportionally with the logo size.

No text, icons, or graphic elements may enter this area; it exists 
solely to preserve legibility and visual balance.

AREA OF 
Noninterference
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The logo clear space is the protected area surrounding the 
Mas logo that must remain free of any elements to maintain 
its integrity and visibility.

This spacing ensures visual clarity, preventing the logo from 
appearing crowded or losing its impact across different 
layouts.

The minimum clear space equals half of the icon’s height (0.33×) 
and must scale proportionally with the logo size.

No text, icons, or graphic elements may enter this area; it exists 
solely to preserve legibility and visual balance.

AREA OF 
Noninterference
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WHERE can the logo
be placed on the page ?

The logo can be placed on pages or images in any of 
the indicated positions. Always ensure proper balance 
and alignment within the layout, while maintaining the 
clear space around it. This space protects the logo’s 
visibility and ensures it remains distinct and uncluttered 
in every application.

page 35



Brand in use
Overview of how the Mas identity is applied across official documents, stationery 
applications, and branded print materials.
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Business cards

The Mas business card design is carefully developed 
to maintain full consistency with the company’s brand 
identity and visual theme. Every element — from 
typography and colors to layout and spacing — follows 
the official Mas branding guidelines, creating a unified, 
professional, and recognizable corporate appearance 
that reflects the company’s values, strength, and 
engineering excellence.
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Envelope

GuidelineMas ver.1

The Mas envelope design is created in alignment with 
the company’s official brand identity and visual theme. 
The use of consistent colors, typography, and branded 
graphic elements ensures a cohesive and professional 
appearance across all printed correspondence, 
reinforcing the corporate image and maintaining a 
strong, unified brand presence in every formal 
communication.
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D.Ahmed Mahmoud

Ahmed

500,000 Saudi Riyals
Limited Liability Company (LLC)CR : 2050119421
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Email Signature

GuidelineMas ver.1 page 41

+966 13 820 0021www.masecc.com
Info@masecc.com

Ahmed Ayad business developer

+966 13 820 0021
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