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OVERVIEW

Welcome to the brand identity of
Dr. Ahmed Mansour Orthopedic
Surgery Clinic. These guidelines
serve as your compass for
understanding and expressing
our brand in every interaction
and touchpoint. Crafted to
deliver a refined, world-class
presence, this document ensures
that our communication, visual
language, and patient experience
remain unified, polished, and
unmistakably premium.
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O-1 Our Brand
Values




Welcome to the brand identity of
Dr. Ahmed Mansour Orthopedic
Surgery Clinic. These guidelines
serve as your compass for
understanding and expressing
our brand in every interaction
and touchpoint. Crafted to
deliver a refined, world-class
presence, this document ensures
that our communication, visual
language, and patient experience
remain unified, polished, and
unmistakably premium.
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Brand
Statement

Our brand stands for exceptional
orthopedic care delivered with
precision, compassion, and refined
professionalism. Every detail-from our
visual identity to the patient
experience—reflects our commitment
to excellence, trust, and a distinctly
elevated standard of care for both
local and international patients.
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To be Egypt’s leading orthopedic
destination, offering premium care,
exceptional outcomes, and a superior
patient experience.

UOISIA

To deliver advanced orthopedic care
with excellence, personalized attention,
and world-class standards from
consultation to full recovery.

Mission
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O 3 Logo and
Variations
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Logo Variations
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Logo Variations

DR AHMED MANSOUR °
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Logo Variations
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Logo Variations
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Logo Variations
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Logo Variations
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Logo Variations
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O 4 Color
Palette
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Palette Variations
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Palette Variations
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Palette Variations
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Palette Accessibility
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Palette Accessibility
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Palette Accessibility

H7e9909f

Neque porro
quisquam est
qui dolorem
ipsum quia
dolor sit amet

#62787c

Neque porro
quisquam est
qui dolorem
ipsum quia
dolor sit amet

Page 39 of 142



Palette Accessibility
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Primary Font
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Gumela Arabic
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Arabic Letter Combinations (Gumela Arabic)
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Arabic Letter Combinations (Gumela Arabic)
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Arabic Letter Combinations (DIN Arabic)
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Arabic Letter Combinations (DIN Arabic)
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Arabic Letter Combinations (DIN Arabic)
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O é Photography
& Imagery

The photography style of Dr. Ahmed Mansour’s clinic
reflects precision, trust, and refined medical
excellence. Every image should visually communicate
the elite orthopedic experience we offer—balancing
sophistication with authentic human care.

Our imagery highlights modern clinical environments,
confident patient interactions, and moments that
convey expertise, reassurance, and comfort.

Photos should appear natural yet polished, using soft
lighting, clean compositions, and a premium
aesthetic. Each visual must reinforce our values,
professionalism, luxury, precision, and genuine
patient-focused care.
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Keywords

Core Keywords

Precise: Imagery should reflect accuracy, expertise, and high-level orthopedic care.
Refined: Maintain a polished, luxurious, and elite visual presence.

Trustworthy: Convey confidence, professionalism, and medical reliability.

Authentic: Capture real interactions and genuine patient reassurance.

Advanced: Highlight modern techniques, innovation, and cutting-edge orthopedic

technology.

Mood Keywords

Confident: Highlight strength, capability, and secure patient experiences.

Serene: Use calm, uncluttered visuals that evoke peace and comfort.

Reassuring: Showcase compassionate, supportive doctor-patient moments.
Empowering: Reflect recovery, mobility, and renewed quality of life with elegance and

subtle strength.
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Keywords

Visual Keywords

e Soft Light: Use clean, diffused lighting that highlights precision and professionalism.

Neutral Palette: Favor muted, elegant tones that reinforce a premium clinical feel.

e Clean Composition: Keep frames simple, uncluttered, and focused on expertise.

Modern Design: Feature contemporary medical spaces and advanced technology.

Demographic Keywords

High-End Patients: Represent confident, refined individuals who reflect our Class A/A+
audience.

International Appeal: Include visuals that suit medical tourism and global patient
expectations.

Professional Care: Showcase respectful, reassuring doctor-patient interactions.
Active Lifestyle: Highlight movement, recovery, and strength in a subtle, sophisticated

way.
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Keywords

e Focus Areas
Highlight moments that reflect expert orthopedic care—patient consultations, mobility
assessments, treatment interactions, and modern clinical environments. Showcase
confidence, comfort, and professionalism.

o Context
Use imagery that illustrates the clinic’s calm atmosphere, advanced medical technology,
and refined patient experience. Focus on real, respectful interactions that communicate
trust and expertise.

+ Placement
Choose visuals that enhance layouts without overpowering them. Images should support
the message with clean compositions, balanced spacing, and a premium visual flow.

o Exclusions
Avoid exaggerated medical dramatization, cluttered environments, or unrealistic
expressions. Exclude imagery that feels overly staged, chaotic, or inconsistent with a
luxury orthopedic brand.
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DR. AHMED MANSOUR CLINIC






















Stock vs. Original Direction

Our preference is to use original photography that aligns with your brand’s tone
and values. Original images reflect the uniqueness of Dr. Ahmed Mansour
Orthopedic Surgery Clinic and strengthen your connection with patients by
showcasing our actual spaces, staff, and advanced orthopedic services.

When stock photography is necessary:
e Select high-quality images that seamlessly blend with our original visuals.
e Ensure all stock images follow our photography style, tone, and treatment guidelines.
e Avoid generic or overused images, particularly those that feel staged or impersonal.

By prioritizing original imagery while maintaining a cohesive look across all visuals,
we reinforce our brand’s position as a trusted, premium provider of orthopedic
care for both local Class A/A+ patients and international medical tourists.
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Visual Representation
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Brand Voice &
Tone

The voice of Well Health Clinics reflects our
core values: professionalism, compassion, and
exclusivity. It embodies a tone that is warm,
empathetic, and refined while maintaining the
authority and trustworthiness expected in
high-class healthcare.
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Professional yet Approachable
Speak with confidence and expertise while remaining friendly and reassuring.
Compassionate and Reassuring

Use language that instills trust and emphasizes patient comfort throughout the care
journey.

Elegant and Polished
Maintain a refined and sophisticated tone, avoiding casual or overly technical jargon.
Inclusive and Attentive

Address the unique needs of all patients, reflecting empathy, respect, and personalized
care.

Luxurious and Premium

Communicate an elevated experience, highlighting exclusivity, high-quality service, and a
world-class orthopedic environment.
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Examples of Voice in Practice

At Dr. Ahmed Mansour Orthopedic Clinic, we provide
Welcoming personalized, world-class orthopedic care. Your
Message wellbeing and mobility are our priority, and we are here

to guide and support you every step of the way.

Your upcoming appointment is scheduled for [Date and
Timel. If you have any questions or need to reschedule, Appointment
please contact us at [Phone/Email]. We look forward to Reminder

seeing you and helping you on your path to recovery.

Hi [Name], we’re happy to assist! Dr. Ahmed Mansour

Orthopedic Clinic works with a range of insurance
General Inquiry

providers to ensure seamless care. Could you share which
About Insurance

provider you’re inquiring about? We’ll provide all the

details you need. Thank youl!
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Brand Tone

Casual . Formal

Warm Cold
Nostalgic ‘ Progressive
Accessible ‘ Serious
Corporate ‘ Casual
Complex . Simple
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Communication Guidelines

Responsiveness and Excellence

» Respond promptly and courteously to all patient communications.

« Uphold the clinic’s standard of exceptional service in every interaction, reinforcing trust and
loyalty.

Luxury Experience

e Every communication should subtly reflect the exclusivity, sophistication, and premium
standards of our brand.

« Highlight the clinic’s advanced orthopedic capabilities and world-class facilities in a tasteful,
elegant manner.

Discretion and Privacy

e Maintain a uniform voice across all touchpoints—digital, print, and in-person—ensuring the
brand feels cohesive and premium.

« Align every message with the clinic’s refined, elite identity and high-quality patient experience.
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Communication Guidelines

Clarity and Precision

» Communicate complex orthopedic information in a simple, understandable way while
maintaining authority and professionalism.

» Use precise, confident language that reflects our expertise and commitment to world-class
care.

Empathy and Support

» Always address patients with warmth, respect, and attentiveness.
« Emphasize reassurance, comfort, and a personalized approach to each patient’s journey.

Consistency Across Channels

» Maintain a uniform voice across all touchpoints—digital, print, and in-person-ensuring the
brand feels cohesive and premium.

» Align every message with the clinic’s refined, elite identity and high-quality patient experience.
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O 9 Business
Collateral
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Envelope (A4) - Premium Version

DR. AHIMED MANSOUR
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Loyalty Card

DR. AHMED MANSOUR

ORTHOPAEDIC CONSULTANT

DR. AHMED MANSOUR

ORTHOPAEDIC CONSULTANT

D8auo

Page 111 of 142




Loyalty Card Cover
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Social Media
Guidelines

The voice of Dr. Ahmed Mansour Orthopedic
Surgery Clinic communicates confidence and
professionalism  while remaining warm,
approachable, and reassuring, reflecting the
refined, world-class experience our patients
expect.

Every message—from patient communication
to digital and print materials—reinforces our
position as a premium orthopedic destination,
catering to both discerning local patients and
international medical tourists.
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Profile Picture & Banner

DR. AHMED MANSOUR

ORTHOPAEDIC CONSULTANT
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Profile Picture & Banner

DR. AHMED MANSOUR

ORTHOPAEDIC CONSULTANT
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Tone and Voice

Our social media presence embodies the essence of Dr.
Ahmed Mansour Orthopedic Surgery Clinic: precision,
expertise, and a refined patient experience. Every post,
story, or message communicates professionalism while
remaining warm, approachable, and reassuring.

Examples:

» “Experience orthopedic care elevated to world-class standards with Dr. Ahmed
Mansour—precision, expertise, and comfort in every step.”

“Your recovery, our commitment: trust Dr. Ahmed Mansour Orthopedic Surgery Clinic
for an unmatched premium experience.”

“Achieve a full, confident recovery with Dr. Ahmed Mansour Orthopedic Clinic—where
expertise meets personalized, world-class care.”
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Tone and Voice

e Professional and Confident
Share content that reflects our authority in orthopedic care and advanced medical
techniques.

o Empathetic and Supportive
Use language that addresses patient concerns, emphasizes comfort, and reinforces
trust.

o Elegant and Aspirational
Showcase our world-class facilities, successful patient outcomes, and premium
experience with a polished, sophisticated aesthetic.

o Consistent and Premium
Maintain a unified voice across all digital platforms to reinforce our brand’s elite identity
and high-quality care for local and international patients.

e Authoritative and Innovative
Communicate the clinic’s leadership in orthopedic advancements and innovative
treatments, reinforcing expertise and patient confidence.
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Hashtags

#DrAhmedMansour
HLuxuryOrthopedicCare
#PremiumPatientExperience
H#WorldClassOrthopedics
#HEgyptMedicalExcellence
#EliteHealthcareEgypt
#Orthopediclnnovation
#PrecisionCare
H#MedicalTourismEgypt
#HRecoveryWithConfidence
#HExpertOrthopedicTreatment
#PatientFirstCare
#LuxuryRedefinedInMedicine
#YourHealthOurPriority
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Target Audience

Primary Audience

e Egyptian Class A and A+ Families:

Affluent individuals and families in Egypt seeking exceptional orthopedic care for themselves or

their loved ones, with a focus on precision, comfort, and world-class service.

Secondary Audience

¢ International Patients Traveling to Egypt:

Patients from the region or overseas seeking advanced orthopedic treatments combined with a
premium medical tourism experience.

e Expats and Diplomats in Egypt:

Foreign residents seeking high-quality, personalized healthcare solutions.

e Medical Tourists:

Patients willing to travel for elite orthopedic care, blending wellness and recovery with Egypt’s

cultural and historical attractions.
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Demographic Breakdown

e Age: Adults aged 30-55 (primary focus), including active professionals
and families seeking premium orthopedic care.

¢ Income Level: High-income individuals and families (Class A and A+) who
value world-class healthcare services.

e Interests: Health, wellness, active lifestyle, family care, luxury living, travel,

and premium experiences.

By understanding and engaging these audiences, Dr. Ahmed Mansour
Orthopedic Surgery Clinic positions itself as the premier choice for elite

orthopedic care in Egypt and a trusted destination for medical tourism.
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-1 -1 Legal & Copyright
Guidelines




01

Copyright

All materials produced related
to the brand are protected by
copyright. Always ensure to
obtain permission before
using third-party owned
materials.

02

Trademark

Logos, slogans, and other
brand elements has to be
registered as trademarks. The
use of the ™ or ® symbols must
always follow established
rules.

03

Licensing

Some assets may be used
under specific licenses.
Ensure to follow all terms of
these licenses, including
usage, attribution, and
restrictions.

04

Unauthorized Use

Avoid unauthorized or
potentially brand-damaging
use of your brand assets.

05

Objections and Violations

Immediately report any
objections or violations
against your brand to your
legal department.

06

Marketing Material Approval

All marketing materials must
be approved by the legal
department before
distribution to ensure
compliance with applicable
guidelines and legal
regulations.
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12

Do's
& Don'ts




)

Ensure you use the brand's specified
colorsin all assets.

Use the specified fonts and styles in the
brand guidelines for all written
communications.

Use photography and illustrations that

match the brand's aesthetic.

Ensure the message delivered is aligned
with our brand values.

Don'ts

Do not alter, distort, or change the logo
colors without permission.

Avoid using the brand's graphic elements
in a way that is not consistent with the
guidelines.

Do not use colors that are not included in
the brand's official palette for brand
representation.

Avoid communications that contradict or
obscure our brand message.

© 0 0 0 0 0 O &

Use inclusive language that reflects respect and
compassion (e.g., “We’re here for you and your
family.”).

Use overly casual language (e.g., “Hey,
moms!”).

Highlight our commitment to high-quality
care and patient experience.

Overload messaging with technical or
clinical jargon.

Use uplifting phrases that inspire
confidence and trust.

Come across as impersonal or overly
promotional.

O 0 0 © © ©
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Coniaci Informaiion

Word from
mazcodex

Your brand identity is built on - A

a deep philosophy of Contact us Phone
innovation and excellence. info@mazcodex.com +20 111-378-4337
Every element, from your logo
to your color palette, reflects
your vision and core values.
The sleek design of your logo 7 \§ o
embodies your commitment A\ /4

to maximum care, while the
vibrant colors in your palette
symbolize your passion and www.mazcodex.com Saleh Magdy, Ard Al
excellence. Golf, Nasr City, Cairo

Governorate, Egypt
11586

Website Address




