Brand Guideline




Hello.

We're happy to have you here




Section 1: Defining our brand

In this section, we outline the building blocks of the Female Rise brand including
what we stand for, what sets us apart, why we choose the words we use and

how we've decided to be seen by the world.




Who we are

We are a platform providing female-led/owned
small to micro businesses, loans to help facilitate business
growth.

Our Target Audience

- Business Owners
- Working Class Women
- Women between the ages of 25 and 55years

Our Values

Integrity
Adding Value
Empowerment
Helpful

Our Voice

- Caring, comforting and warm
- Empowering and supportive

Our Personality

Our Brand archetype shows us as being a 50% Magician and
50% Explorer.

As a Magician, we strives to make dreams come true and take
people on ajourney of transformation through the experience
of a magical moment. We believe that we are limited only by
imagination and defy the common belief of the laws of reality
to lead us to a better future.

As a caregiver, we are concerned about service to humanity.
Everyone deserves a good experience.

Our Tagline

XXXXXXX
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Section 2: Logo Elements

In this section, we outline the best practices for the use of

Female Rise assets with useful examples.




Our Logo

Our Logo icon is based on the experience that

we provide.

The icon is a combination of the female icon

and sunrise which symbolises empowerment.

The symbolis legible at most sizes, and a small

version is provided for micro applications.

a. lcon
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Our Logo Variants

The horizontal logo is the primary logo and should be used in most instances. The stacked logo is for large-scale

use. Avoid using at small sizes, as it can become illegible. Always use the logo files provided. Do not re-create.

Female
Rise

Female
Rise

Female Female
Rise" Rise"

a. Main Horizontal b. Main Horizontal with Slogan c. Main Stacked d. Main Stacked with Slogan
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Usage on backgrounds

The full-color logos should be used
only on white, black or Midnight Green

backgrounds.

Avoid using full-color logos on
photographs unless the logo sitson a

black or white area of the image.

Female
Rise"
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One color usage

The one-color logo should be used

only on photographs and color

backgrounds within the brand color

palette.

Female
Rise"

The one-color logo should be only

on black and white colorways.

However, white colour logo will have
conflicts with the colour. Hence, the
full colour logo can be used in this

state.
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Construction, Clearspace & Computation

It is important to keep corporate marks clear of any

other graphic elements. To regulate this, an exclusion

zone has been established around the corporate mark.

Femadle
Rise”

This exclusion zone indicates the closest any other

graphic element or message can be positioned in

relation to the mark of the the symbol itself and our

company name - they have a fixed relationship that

should never be changed in any way.
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Logo Responsiveness

Logo Responsiveness allows the primary logo to exists in

several, slightly different and easily scalable variations.

Female Female
Rise" Rise"

Female
Rise"

Female
Rise"
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Logo Misuse

Do not crop the logo

Do not change the
transparency of the logo

Do not change the colour
position of the mark and
name

Do not use different
colors

Do not change the size
or position of the mark
and logotype

Female

[ ]
Dica

Female
Rise"

Female
Rise"

Do not stretch the logo
for any side

Do not use drop shadow
or any other effects

Do not recreate using any
other typeface

Do not outline or use
an outlined logo

Do not rotate any part
of the logo

Female
Rise’

Femadale
Rmm

OFEMA I
RISE 5

[Female
Riise™

Female
Rise"
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Partnerships

For partnerships, we pair our logo with a partner logo having the exclusion zone in mind.

Partners logo should come on the right side of our brand logo.

Only the horizontal or horizontal full logo can be used to represent Crib when pairing with a

partner’s logo.

Female
4 Rise
mastercard mastercard

¥

* Femadle
o Riser
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Section 3: Color & Typography

In this section, we outline the building blocks of the Crib brand including what we stand

for, what sets us apart, why we choose the words we use and how we’ve decided to be
seen by the world.




Primary colors

Use these color proportionsin any
layout or collateral design. Text should
always be set in black, white or dark

green.

Secondary colors

White

HEX: #FFFFFF
CMYK: 0-0-0-0
RGB: 255-255-255

MIDNIGHT GREEN
HEX: #004ebc
CMYK:100,15,0,64
RGB: 0,78,92

Do not use secondary colors for text. Only use
white (#FFFFFF) or black (OCOCOC) text over
secondary color backgrounds.

Use the text pairings on the right as a guide for
accessi-bility.

Secondary colors can be used with our core
colors, but this should be limited.

Amber

HEX: #FBBEOO
CMYK: 0,24,100,2
RGB: 250,190,0

PERSIA GREEN
HEX: 2A9D8F
CMYK: 73,0,9,38
RGB: 43,158,144

Picotee Blue

HEX: #EF6F6C
CMYK: 57,71,0,41
RGB: 65,44,150
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Gradients

Use these gradients in any background layout or collateral design where its

appropriate. The text color rule from the previous page still applies here.

#004ebc - #009FBD #004e5c, #FF705C, #FBBEOO, #2A9D8F, #FF/705C, #FBBEOO, #2A9D8F
#EFOFOC

Page 14



Typography

Female Rise typeface is called Helvetica Now Display. It is an
extensive geometric typeface family.

The typeface should be kept to at all times as it is a key
element in our brand. It will be to maintain consistency, create
clarity and provide equity to the brand

Helvetica Now Display

BLACK ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

BOLD ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz

REGULAR ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

LIGHT ABCDEFGHIJUKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz

Figures 01234567829

Special 1“88%&/()=2";:i“N¢[]I{}=é" « X

Characters €+ Q/gn-*‘ xee@A °30fd,a¥=¢

VEH®.L-S<>27) <0

Typography Hierarchy

Typographic hierarchy is another form of visual hierarchy, a sub-hierarchy per se in an overall design
project. Typographic hierarchy presents lettering so that the most important words are displayed with the
most impact so users can scan text for key information.

Typographic hierarchy creates contrast between elements. There are a variety of ways you can create a

sense of hierarchy. Here are some of the most common techniques for Female Rise layouts.

CONTEXT TEXT
AND INNER HEADLINES

HEADLINES AND
TYPOBREAKS

Caption TeXt _Female Rise Typo
Helvetica Now Display Medium
6 pt Type / 9 pt Leading
Copy Text Female Rise Typo
Helvetica Now Display Regular
1 pt Type /19 pt Leading
Headlines Female Rise Typo
Copytext -
Helvetica Now Display Bold
12-14 pt Type / 15-16 pt Leading
and Title ym

Helvetica Now Display Extra Bold
24-48 pt Type / 15 pt Leading
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Section 4: Stationery System

In this section, we outline the stationery system for our brand and how they should be used.




Business Card

Below is the business card design for Crib Staffs.

PARAMETER

3.5 x2inches
Print: CMYK or DI

1. Back Page 4. Information Page

Justice Atsue

Brand Designer

10, Amosun Drive, lkoyi, Lagos

+234703 217 6110
+234 703 217 6110

justice@femalerise.com
www.femalerise.com
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Lefterhead

ID Card

Crib letterhead has been designed to be simple and clear so it is able to hold

the necessary informations. Every detail on the letterhead is important and
should not be altered in anyway.

PARAMETER
297mm x 210mm
A4 Paper

* Femadle
Rise"

10, Amosun Drive, lkoyi, Lagos +447809 202754

+44 7809 202754

Crib Card has been designed to be simple and clear so it is able

to hold the necessary informations.

1. Staff Identifiction

Female
Rise"

¥

Justice Atsue

Brand Designer

justice@femalerise.com
www.femalerise.com

If found, please report fo
the nearest police station
or contact

+44 7809 202754

Authorized Signature

PARAMETER
2 x 3.5iches
Print: CMYK/DI

The QR code on the back of the ID card should
be encoded with the following details of the
holder:Employee ID, Name of card holder, role
of card holder & email of card holder
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Section 5: Visual Elements & Language

In this section, we outline the visual elements used to create a language for our

company. These elements will be applied to necessary communications relating

to the company.




Visual Elements

Our logomark, is the centre point of our visual language. The logo acts as a visual element on its own.
Other visual elements are all derived from our logo. Our logo being dynamic creates a flexible and adaptable system.

These elements help support and reinforce our communications with our audience, acting as supporting visual elements in our

communications and various touchpoints.

W 0 O e ¢

A circle with a circular

Our logomark, can serve cut-out at the center.

as an image holder. It will
also serve as a graphical
elements to keep our
graphics unique

Two stroked-circles Sunrise rays Half Circle
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Patterns

Patterns are a way of making our logo memorable. They can also be used to make our brand

distinguisable from our competitors.

The patterns we have also give our brand the African feel that we want.

a. Female Rise pa’r’rern

\/ W\/

*@ *@o
ocg% og%

*@ *@o
ocg% og%

o '&@00 *@00

03

o3

&

a. Visual Element patterns
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Visual Elements: Use Case 1

Below are some ways the elements can be used with images.
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Visual Elements: Use Case 2

Below are some ways the elements can be used in communications.

=1 & Femdle
*< Rise"

Rise to your

Rise to Best version

your Best
version

& Availzble on the 2 Bt on
www.femalerisecom L 4 App Store P soogle play

£ Available on the
¢ App Store

\ G_cht iton
Available on th - \ | (JOOS[C play

S App Storee

, Cetiton www.femalerisecom .
P Google play wwwfemalerise.com
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Patterns: Use Cases

Below are some ways the patterns can be used for communications..

* Female
Rise"

¥ DID YOU
When money flows into the hands of = KNOW?
women, who have the authority to use When money flows into the hands of

it everything Changes — for women women, who have the authority to use

it, everything changes — for women,

their families, and their communities.
their families, and their communities.

Philanthropist

www.ifemalerise.com
www. femalerise.com

] a4 4

ADERONKE ADENWJI

Female Rise Woman of the week

www.femalerise.com
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Section 6: Imagery

In this section, we outline the visual elements used to create
a language for our company. These elements will be applied

to necessary communications relating to the company




Our Imagery

Like our brand voice, all photography
direction is based on a spectrum of

relatable to aspirational.

Avatars: Relatable, human, warm,
professional, colorful, but mature,

personable.

Still life: Attainable, clear, concise, human,
demonstrates the Female Rise

personality.

Our photography should set the scene
/create the context for the conversations

we want to have.
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Logo on Images

The logo should be carefully placed on
images. The logo exclusion zone should

be adhered to at all times.

The logo should either be black or white
depending whether its the light or dark

side of the picture.
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Section 9: Brand Giveaways

Please be thoughtful about the item on which you’re putting our brand. The best items are

original and useful in their form and quality.

People already have mugs, water bottles etc hence it’s nice to do something outside the box.

All guidelines previously stated should also be followed here.




Brand Giveaways
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Brand Giveaways
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Thank You



