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GUIDELINES



OVERVIEW

Welcome to the Well Health Clinics Brand Guidelines. This document
serves as your guide to understanding and embodying our brand’s identity
in every interaction and creation. Crafted to ensure a cohesive and
polished presentation across all forms of communication, these guidelines
unify every element of our brand. At Well Health Clinics, our identity
represents more than a visual design; it reflects our commitment to
excellence in women’s and children’s healthcare, our dedication to luxury
and personalized care, and the unique, premium experience we deliver to
our distinguished Class A and A+ clientele. Each element plays a distinct
role, but true impact emerges when they come together in harmony.
These guidelines will guide you through the essence of our brand, its
values, and how to represent it in the most compelling and authentic way.
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Brand Guidelines Element

Within this guide, you’ll find detailed instructions on the
correct use of our brand assets, including our logo,
color palette, typography, imagery style, and tone of
voice. These elements work together to create a
cohesive, elegant, and recognizable brand presence
across all platforms—whether in marketing campaigns,
digital clinic design, or patient
interactions.

By adhering to these guidelines, we ensure that Well
Health Clinics remains synonymous with luxury, care,

communications,

and professionalism in women’s and children’s

healthcare.
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Brand Guidelines Goal

Our aim with these guidelines is not to limit creativity,
but to provide a structured framework that ensures our
brand is consistently and accurately represented at
every touchpoint. This consistency builds trust, fosters
recognition, and reinforces our position as a premier
provider of healthcare for women and children,
catering exclusively to Class A and A+ patients.
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Color Palette



Palette

13

#H012f49

#012f49

#02576a

#02576a

#012f49

#02576a

#012f49

#02576a

#012f49

#02576a

40%

40%

#012f49

#02576a



Palette 14

#549CQ90
40%
#549C90 #549C90 #549C90 #549C90 #549C90
HTEQTTA
40%

HTEQ7TTA HTEQTTA HTEQTTA HTEQTTA HTEQTTA




Palette

15

H4LTI157

#H4T75137

#121212

#121212

#H4T75137

#121212

#475137

zaVAVAV)

#475137

40%

#475137

#121212



Accessibility 16

Neque porro Neque porro Neque porro Neque porro
quisquam est | quisquam est ff quisquam est | quisquam est
qui dolorem qui dolorem qui dolorem qui dolorem
ipsum quia ipsum quia ipsum quia ipsum quia
dolor sit amet j| dolor sit amet jj dolor sit amet

Neque porro Neque porro
quisquam est fl quisquam est
qui dolorem qui dolorem
ipsum quia ipsum quia
dolor sitametll dolor sit amet f§ dolor sit amet




Accessibility 17




Accessibility 18




03
[)Y elele]g:Tela)



English Font 19

Primary Font Secondary Font

Hello Paris Garet

A@B CDO F_FG ddJ KIN N O ABCDEFGHIJKLMNOPQRSTU

® QRS TUN W YXY 7Z VWXYZ
ABCDETFGHTIGTE KL MN abcdefghijklmnopqgrstuvw
OPQRSTUV WX Y Z Xyz

1234567890
- l@#s% &*(){}_=

'@ # $ % & () Ly _ =

1 23 4567890




Hello Paris

20

IARGE

Heading 1 Hello Paris 220 pt

(]3 I G Heading 2 Hello Paris 180 pt

M Title Hello Paris 105 pt
GMALL Subtitle Hello Paris 50 pt




Garet

21

Large

Heading 1 Garet 220 pt
Bi
19
Heading 2 Garet 180 pt
[ J
M e d I u m Title Garet 105 pt
Small Subtitle Garet 50 pt




Arabic Font

22

Primary Font
¢
Gulzar

LLEr STl
$rourdSG
vqAVIOLP Y

@ # 8% "&*(){}_-=

Secondary Font
o
Montaser Arabic

cbhhyayauswijjddjiaoaddul
Sgdyeddguag
.9AVIO0EPFTI
l@# S %A&*(){}_-=



23

Heading 1 Gulzar 220 pt

Heading 2 Gulzar 180 pt

Title Gulzar 105 pt
Subtitle Gulzar 50 pt




Arabic Letter Combinations (Gulzar) 24

i*iééﬁf&vtd"'-ﬁ'u ('J'J/Jut@cwwuuéluauufuuum5|,|@|00.::u._,m

“w

SEEEE PSS I NI E R LRV
BN TN N S AL TR NN S S A N PR S 4
0 AT IR TN BN A A S AU EE RII I
SRR DI I N S P s
bbb e GG R FBEE PP
@5@555»5055Lﬁj;J,';sjsss,s@;cs@samsg;usg,,,,Q,u,(,g,ﬁ(j,q,@,@,;,
Os 0,0 8,050 b0 o s Fr 5003090 0,0 02 fyr s o 11(55;54,505(5&,)?(}5&5
d'J/'dejéjbjﬁjb]uéju’/'u’:'/'J]]JJ])U)J&]CJC]QJ&]V/'Jé'/)/.@/d)(/d 5
T (S LF IO P U e L e bl i
LEE RSP LFEECB B F S F Sttt Py e
UG P TP B S e DTG e
S L E U N RNl TR el e VSN A A A



Arabic Letter Combinations (Gulzar) 25

BELLEES S S s p P LGB P AP ST
u"u’u’ffwééédddvafuu*ﬁd”v%wééwu‘ﬁfu”u"%"
c‘wwu"u‘*u’u’fﬁwiéév’ddwfww‘r‘d‘vﬂfwézﬁbwu”
RN ARV N NSV H1)s IO DI IR N N
//ff{({{&/&fu’/b’diwJﬁd’j‘jdddﬁﬁu"u"u’u’//»»éééu’ddb
FILLEE P PP SIS It S I LT T v S S
NI SR I IR AV AV SIS S SN Iy S
SN IN INONCINSNWI TR S R 1) TR N RSN S A I
S5 31 o 38 o o oo Lo (o s s L B o (P P U U o 70 T 4
2EEE Sl g s g JrSs G s Br b (Fo (Pr s s s B s L Lo e
P LTI T TN I S 2 O




Montaser Arabic 26

Heading 1 Montaser Arabic 220 pt

o0 O Heading 2 Montaser Arabic 180 pt

Montaser Arabic 105 pt

J':'.-QJ'Q Subtitle Montaser Arabic 50 pt




Arabic Letter Combinations (Montaser Arabic) 27

cu b sl gl ml gl pl I dl Gl al gl gl Bl al gal gal gl gul jlE 1AL Al gl al alal i
Aot dds Graar g gr g gaygar gl g g A ar an du duy
il U T gl g o o T el 3T AT &F @i AT It AT et yidf yu 1§ 31 3T AT 21 gF i ¢
wa b gl gl of pf Jt elf 5 it & af af nd QAT oo Gl gul i 3 51 Af af of & e
dygegahabhiaysaparpinpmjppinnminamgndadaaabh ;a9 42
vyl WA AR MM A AN A B A guaeadada @
VU2 P DDA D LG A A YA dN G gh g hdhd
Q323 23A3AAAAIN I E@I MY Y eI YD dd (@1 W €3 g3 A3 ) yAd yad yid
Ay ey 1) 83 g3 M3 93 3 U3 eld @5 «dd 3 g3 B3 13 yAd yad ud Ywd j3 53 3333
Qi djdjgjlisygmuerdid) @y g e bylayudyua) vy e il dd) ) aldy



Arabic Letter Combinations (Montaser Arabic) 28

Qe lé e ge ge o pe Jede e de ge geclhc he yAc yac yiic yucjeje A ac
pl Je elé Gé ae 9¢ aé e e GAE yat Gl gué jé je A& AE A a6 9 EIE e
&a gd hahd yAd yad yild yuad ja )4 A4 14 34 28 26 Ad Ad ad la € g€ g€ &
vad pitd yud jé )6 A6 A6 36 2 96 Gd Ad Qb ld 4 gd 4 (b pa Ja eld Ga «ad
818 38 28 A8 28 28 A8 A8 QS 1S LA gdi gd b pd Jd eld G4 b 96 g6 hd hd yAd



Arabic Letter Combinations (Montaser Arabic) 29

Aalalal Al dd al 1 S gs g8 oS s JS s (@GS S @5 @3 JAs hs yAs gas s yus
2o 2o do do an lo Slgl gl ol pl Y ell gl dal gl al Kl hl Al yal yid yul ji A
li 0 go go yo po Jo clo (Go o go go o o yAo yao yio yuo jo jo Ao Ao do
L i gi gi O i Ji eli Gi cai @i @i Ai ni yAi yad yld yu ji J A Ad Qi 2l o Qi &
anomenhmnhnyAdbyab b gubjib)hibimAmaman b dn o
uAg UG UG j9J93g3g g ag 29 dig diguglg L g g b ol S el (G
UM A A A du Ay e b s9 .99 g UG o9 Jg ¢lg (gg wag g9 g9 Iag Ihg yag
TR TRV TR T TRY. T - TIF- TR = VR Y G-V Ry Y=Y RyviT]



Photography & Imagery



Photography Direction
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The imagery for Well Health
Clinics embodies sophistication,
warmth, and a sense of trust.
the photography serves as a
visual representation of the
premium healthcare experience
it provides, blending elegance
with genuine care.

Each photograph is carefully curated to convey
your dedication to women’s and children’s wellness
while maintaining an air of luxury. Photographs
should be natural yet polished, capturing real
moments that evoke emotions of comfort,
reassurance, and confidence. Focus on soft
lighting, clean compositions, and a harmonious
color palette that aligns with your brand's aesthetic.
Each image must feel inviting, professional, and
authentic, reflecting the high standards your
patients expect.



Keywords
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Core Keywords
» Elegant: Images should reflect sophistication and high-class appeal.
* Warm: Use inviting tones to evoke comfort and reassurance.
e Authentic: Capture genuine emotions and real moments of care.

o Professional: Maintain a polished and refined appearance in all visuals.

Mood Keywords
o Comforting: Evoke a sense of trust and security.
* Serene: Incorporate calm, uncluttered compositions.
e Reassuring: Highlight compassionate interactions between staff and patients.

o Joyful: Subtly showcase positive, heartwarming moments.



Keywords
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Visual Keywords

» Soft Light: Ensure natural, diffused lighting that flatters subjects.
o Neutral Palette: Emphasize muted, harmonious colors for a sophisticated look.
e Clean Composition: Focus on simplicity and clarity in framing.

¢ Modern Design: Incorporate contemporary, upscale environments.

Demographic Keywords

« Women-Centric: Highlight women in relatable, empowering roles.
o Children’s Wellness: Depict children in moments of care, safety, and joy.

o Family Focused: Showcase nurturing connections among family members.



Filter and Treatment 33

Lighting

Filters

Retouching

Maintain soft, natural lighting with no harsh contrasts. Highlights
and shadows should be subtly balanced to create a calming effect.

Use a warm, neutral tone with gentle desaturation to emphasize
elegance and sophistication. Avoid overly vibrant or stark color
shifts.

Apply a custom filter that softens colors, enhances skin tones, and
Mmaintains a clean, professional appearance. This filter must align
with our clinic’s luxury positioning and resonate with Class A and A+
clientele.

Ensure retouching is subtle and respectful of authenticity,
enhancing natural beauty while maintaining realism.



Imagery Style
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e Focus Areas
Highlight women, children, and families in
moments of care, comfort, and connection
within healthcare environments.

e Context
Use images that depict your clinics’ serene
atmosphere, modern facilities, and attentive
staff.

* Placement
Choose visuals that complement layouts without
overwhelming or detracting from the message.

e Exclusions
Avoid clichés or overly dramatic visuals (e.g.,
excessive medical equipment or unrealistic
smiles) that could undermine authenticity.
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Stock vs. Original Direction 35

Our preference is to use original photography that aligns with your brand’s tone
and values. Original images reflect the uniqueness of Well Health Clinics and
strengthen your connection with patients by showcasing your actual spaces,
services, and staff.

When stock photography is necessary:
e Select high-quality images that seamlessly blend with your original visuals.
e Ensure all stock images follow your photography style, tone, and treatment
guidelines.
¢ 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 your brand’s position as a trusted, premium provider of
women’s and children’s healthcare.
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Icon Collection

37

Platform-Specific

00000

Content Enhancement

QOOHO06




Icon Collection
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Brand Voice & Tone



Brand Voice 42

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.
Professional yet Warm

Speak with confidence and expertise, but remain approachable and understanding.

Compassionate and Reassuring

Prioritize language that provides comfort and instills trust.

Elegant and Polished

Maintain a sophisticated tone, avoiding casual or overly technical jargon.
Inclusive and Empathetic

éddress the unique needs and concerns of women and children while respecting
iversity.



Examples of Voice in Practice 43

“At Well Health Clinics, we’re dedicated to providing
Welcoming personalized, world-class healthcare for you and your
Message children. Your wellbeing is our priority, and we’re here to

support you every step of the way.”

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

look forward to seeing you!”

Hi [Name], we’re happy to assist! Well Health Clinics

works with a variety of insurance providers to ensure
General Inquiry

seamless care for our patients. Could you share which
About Insurance

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

details you need. Thank you!



Brand Tone

by

Casual

Warm

Nostalgic

Accessible

Corporate

Complex

Formal

Cold

Progressive

Serious

Casual

Simple



Communication Guidelines 45

Clarity and Precision

e Be direct and concise while maintaining a gracious tone.
¢ Avoid ambiguity; ensure all communication is easy to understand.

Empathy and Support

¢ Use language that resonates emotionally with patients and families.
e Emphasize care, attentiveness, and personalized service.

Consistency Across Channels

¢ Maintain the same voice and tone across all platforms, including digital, print, and in-
person interactions.
¢ Align messaging with our brand’s luxury and professionalism.




Business Colloteral



Brand Application Examples

Brand Applications" refer to the
various ways a brand's identity,
including its logo, colors, typography,
and overall design style, is applied
across different mediums and
products. It encompasses how the
brand's visual and communication
elements are consistently and
effectively used to maintain brand
identity and

recognition, Here are some examples
of your brand applications.
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Stationary Mockups 47

ASIA ESSMAT

CONSULTANT OF GYNAECOLOGY AND
OBSTETRICS

PHONE : +123-456-7890
EMAIL
WEBSITE : www.wellhes

ADDRESS : Eterna medical city, Mivida, 5th Settlement, South
Teseen Street, Cairo - 3rd floor, Clinic A 3/3
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(DP\ﬂAsm ESSMAT

CONSULTANT OF GYNAECOLOGY
AND OBSTETRICS

+20 101101 8655

www.wellhealthclinics.net

@ Eterna medical city, Mivida, 5th

Settlement, South Teseen Street,
Cairo - 3rd floor, Clinic A 3/3
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+201011018655 (@

Y ~
/ www.wellhealthclinics.net @
Eterna medical city, Mivida, 5th Settlement, Cairo )
Daniel Gallego December 29, 2021

123 Anywhere St.,
Any City, ST 12345

Greetings!

A letter is a message written for a variety of purposes, from friendly to
formal. They can help maintain bonds between friends, especially if they're
far apart. Letters are also used by professionals to communicate their
concerns. In some schools, kids are encouraged to write letters to Santa
for Christmas. There are also letters given by school administrators to the
students’ parents or guardians.

If you're thinking of writing a letter yourself, make your intentions clear
from the start. You can be fun and creative or straightforward, depending
on your needs. Most letters are divided into sections, including the date,
recipient’s name, and salutations. As for the main content of your letter,
thore are often three main parts: the introduction, paragraph, and
conclusion.

Your letter’s introduction can be a brief greeting, a few polite statements,
or a background of why you're writing. The paragraph-1 is the bulk of your
letter, containing the most important parts of your message. Finally, the
conclusion sums up all your ideas. It can also include a closing statement
or salutation. No matter what reason you have behind writing, it's best to
be organized and plan the contents of your letter before sending it out.

Sincerely,

i St
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for Christmas. There are also letters given by school administrators to the
students’ parents or guardians.
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(DR,ASIA ESSMAT

CONSULTANT OF GYNAECOLOGY AND
OBSTETRICS
FORHERWELLNESS

Patient's Name:

Sex: Age: Date:

Signature +201011018655 @
www.wellhealthclinics.net

Eterna medical city, Mivida, 5th Settlement, Cairo 0
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Email Signature 59

New Message

To: (olal bcc:

St é@m&%

Consultant of Gynaecology and Obstetrics

PHONE : +123-456-7890
EMAIL : asiaessmat@wellhealthclinics.net
WEBSITE : www.wellhealthclinics.net

ADDRESS : Eterna medical city, Mivida, 5th Settlement, South
Teseen Street, Cairo - 3rd floor, Clinic A 3/3
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FOR WOMEN WELLNESS

From Her Strength to Their First Steps,
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Post Layout
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HER WELLNESS

JOURNEY

A COMPREHENSIVE HEALTH AND
WELLNESS PROGRAM DESIGNED
TO SUPPORT WOMEN AT EVERY
STAGE OF THEIR LIFE.
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Tone and Voice 62

Our social media presence must reflect the essence of Well Health Clinics: a blend
of professionalism, compassion, and luxury. Whether addressing local patients or
international visitors, our tone should always convey warmth, trust, and exclusivity.

o Professional yet Approachable
Maintain a polished and expert tone while being friendly and welcoming.

o Compassionate and Supportive
Use empathetic language that addresses patient concerns and emphasizes care.

¢ Inspirational and Aspirational
Highlight the premium experience of choosing Well Health Clinics for world-class
healthcare.

Examples:
o “Your health deserves nothing but the best. Discover premium care for women
and children at Well Health Clinics, where compassion meets excellence.”
o “Experience healthcare redefined with Well Health Clinics—luxury, care, and trust
in every detail.”




Hashtags
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H#WellHealthClinics
#LuxuryHealthcare
H#WomenAndChildrenCare
#HPremiumCareExperience
#MedicalExcellence
#HEgyptHealthcare
H#MaternityCareEgypt
#PediatricCareEgypt
#DestinationHealthcare
HTravelForHealth
H#WorldClassCareEgypt
#CaringWithCompassion
#LuxuryRedefinedIinHealth
#YourHealthOurPriority



Target Audience 64

Primary Audience

o Egyptian Class A and A+ Families:

High-income women and families within Egypt seeking premium healthcare services

for themselves and their children.

Secondary Audience

» International Patients Traveling to Egypt:

Individuals and families from neighboring countries or further afield, drawn to Egypt
for world-class medical treatments offered by Well Health Clinics.

o Expats and Diplomats in Egypt:

Foreign residents seeking high-quality, personalized healthcare solutions.

¢ Medical Tourists:

Patients willing to travel for premium healthcare experiences, combining wellness

with a visit to Egypt’s cultural and historical attractions.



Demographic Breakdown 65

e Age: Women aged 25-45 (primary focus), with families including
children up to 16 years old.

e Income Level: High-income individuals and families (Class A and A+).

e Interests: Health and wellness, family care, luxury lifestyle, travel, and

premium experiences.

By understanding and engaging these audiences, Well Health Clinics
positions itself as the premier choice for luxury healthcare services in

Egypt and beyond.




Brand Values & Mission



Brand Identity

Our brand identity is rooted in a
profound commitment to excellence,
compassion, and sophistication. Every
detail, from our logo to our color
palette, is thoughtfully designed to
reflect our vision and core values. It
embodies our dedication to redefining
healthcare for women and children,
blending luxury and personalized care
with a modern, professional aesthetic.

FOR HER WELLNESS

From Her Strength to Their First
Steps, We’re Here.







Brand Story 67

Well Health Clinics was born from a desire to transform the healthcare
experience for women and children. Recognizing a need for a service that
combines expert medical care with a luxurious and personalized touch, we set
out to create a sanctuary where health and elegance converge.

Our clinics are designed to provide more than just medical services—they offer
an environment where patients feel valued, cared for, and at ease. From our
state-of-the-art facilities to our highly trained staff, every aspect of Well Health
Clinics reflects our commitment to excellence and sophistication.

Catering exclusively to Class A and A+ families, we’ve built our reputation on
trust, compassion, and unparalleled attention to detail. At Well Health Clinics,
we don’t just care for our patients’ health; we elevate their entire experience,
setting a new benchmark for luxury and quality in women’s and children’s

healthcare.

TS IS OUR STORY. TS IS WELL dEALTH (LINICS.
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Vision
At Well Health Clinics, our vision is
to redefine healthcare for women
and children, setting the standard
for luxury, compassion, and
excellence. We aspire to be the
most trusted and sought-after
provider for high-class families,
delivering an unparalleled
experience that combines
advanced medical care with a
personalized, nurturing approach.
By consistently exceeding
expectations, we aim to create a

legacy of wellbeing, trust, and
innovation in healthcare.



Our
MISSION

Our mission is to provide world-
class healthcare services tailored
exclusively to the needs of women
and children. Through a blend of
state-of-the-art medical expertise
and a luxurious patient experience,
we are committed to empowering
families to lead healthier, happier
lives. We achieve this by fostering
trust, delivering compassionate
care, and continually innovating to
meet the highest standards of
quality and excellence.
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Core Values
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Excellence

We uphold the highest standards in healthcare, ensuring
every patient receives exceptional care.

Compassion

Empathy and kindness are at the heart of everything we
do, providing comfort and reassurance to our patients
and their families.

Trust

We build lasting relationships through transparency,
integrity, and consistent delivery of outstanding care.

InNnovation

We embrace cutting-edge technology and techniques to
continually enhance the patient experience and
outcomes.

Personalization

Every patient is unique, and we tailor our care to meet the
specific needs and expectations of each individual.

Luxury

Our services and environments are designed to reflect
sophistication and elegance, creating a premium
experience for our distinguished clientele.




Legal & Copyright Guidelines



Legal Guidelines

o1

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 have been
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.



Do's &
Don'ts



)

Ensure you use the brand's specified
colors in 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.
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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.

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.
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Word from our CEO

"Businessis like o
baby; feed it, nurture
it, and watch it grow.”

W

Specially made for well health clinics



Word from
mazcodex

Your brand identity is built on
a deep philosophy of
innovation and excellence.
Every element, from your logo
to your color palette, reflects
your vision and core values.
The sleek design of your logo
embodies your commitment
to maximum care, while the
vibrant colors in your palette
symbolize your passion and
excellance.

Contact
Information

Contact us

info@mazcodex.com

AA\
A\ /4

Website

www.mazcodex.com

L J

a

Phone
+20 111-378-4337

0

Address

Saleh Magdy, Ard Al
Golf, Nasr City, Cairo

Governorate, Egypt
11586




