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INTRODUCTION
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OUR PHILOSOPHY

Pure produces care products
engineered to a single standard
of quality — applied uniformly
across every category and every
customer.

Our manufacturing process
makes no distinction between
consumer and commercial use.
The same formulation that
serves a household serves a
hospital, a hotel, or a corporate
facility.

One product. One standard. No
exceptions.
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OUR THREE PILLARS
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WIPE FRESHEN
Any surface Hospital-grade Lasting freshness
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THE LOGO

The Pure mark is a bilingual
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fusion: the Latin 'P' and the Lys Ol vty ey B A O 2 ey

Arabic baa’ merged into a
single symbol. Two scripts, one
identity. The gold accent and
dot stand for purity and the
small details that matter.
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THE PRIMARY LOGO

COMPONENTS
Latin P Arabic Baa
el R
The vertical navy stem The gold curved form
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Detail and care
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LOGO VARIATIONS Sl Solel s

Use the appropriate variation per context. (Bl o Bl Bl o

PRIMARY Yl REVERSED o Sall
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PUR
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MONOCHROME NAVY L_;;Ls-i g\a‘f MONOCHROME GOLD al>i 3
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CLEAR SPACE & SIZING Slaladly oY) L)l
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Always maintain clear space Sl el dols Jo Litls Libl>
around the logo equal to the
height of the letter 'P. This
ensures legibility and visual

integrity.
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CLEAR SPACE = HEIGHT OF P MINIMUM SIZE FOR PRINT

PRINT MINIMUM: 20 mm width rl.e 20 :xelbll
DIGITAL MINIMUM: 80 px width S 80 1 3!

IMPORTANT s

Never resize below the minimum. .L;;Y\ ddl Ogo ezl par Y

Never distort, rotate, or recolor. .AJUTJ:;'&' Vo coy0 Yy cansis
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LOGO MISUSE bl SlelosasY|
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LOGO MISUSE

Never modify the logo in any of these ways. Gl eda e L;L BISAINSRR RN

STRETCH 445 ROTATE »9% RECOLOR O o

OUTLINEONLY L 5,4~ ADDEFFECTS &lsbslsl CROP o

&
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COLOR PALETTE RN
s
RN

Navy and gold lead. Everything else supports. o S .JL.J sy S

PRIMARY COLORS PRI

ROYAL NAVY

F

#142852
R20 G 40 B 82
C95 M85 Y25 K30

SECONDARY COLORS Al ol
SOFT SAGE WARM BEIGE CALM LILAC
oo sl 314 g talg) S
#9DB89A H#E7DFD2 #D8D3E8

COLOR PROPORTIONS OV plaszal

NAVY 60% GOLD 25%

ACCENTS 15%
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TYPOGRAPHY
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Poppins for Latin « Amiri for Arabic. v A ‘gﬂi o =W oy

ENGLISH « POPPINS

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwxyz
0123456789

WEIGHTS

Pure « Light
Pure « Regular
Pure « Medium
Pure - Bold

TYPE HIERARCHY

USE FONT « WEIGHT
Headline Poppins Light
Subhead Poppins Medium
Body Poppins Regular
Caption Poppins Light
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ARABIC  AMIRI
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SIZE
32-48 pt
18-24 pt
10-12 pt
8-9 pt
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BRAND ELEMENTS 4 padl olall

4 pad] polis)

Patterns that reinforce the identity. EH PN [ TP P L

GOLD WAVES e oyl BOTANICAL LEAVES Sank G350

SOFT WAVES Gl Ol g LAVENDER LINES Y bl
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ICONOGRAPHY AR
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APPLICATION ICONS

Where Pure shows up. SYRINP-CROR

B2B
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HEALTHCARE HOSPITALITY CORPORATE FOOD SERVICE
Gl Ble I Bl K raUa..J\
B2C B2C B2C B2C
RESIDENTIAL KITCHEN BATHROOM AUTOMOTIVE
Jikal — pledl 85!
Business NIWSY gl
Consumer SN gl
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VOICE & TONE

CJ},AJ\) EJ..J\

The way Pure talks.

HONEST

No fluff. Just facts.

PRACTICAL

Clear, useful, direct.

CONFIDENT

We let our work speak.

DO « DONT

DO

"Cuts through grease.”
"Used in 200+ hospitals.”
"Same job. Better tools.”
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DON'T

"Elevates your daily routine.”
"Premium quality redefined.”
"Crafted with passion.”



PRODUCT LINES Oloall b jlas
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Do A& yeas

THE PURE RANGE

Three product categories. s Olae e OB OO

® *
PURE i PURE
= I St

S S gl i Spsian Uyl ulis]

g

THE COMPLETE PURE COLLECTION

THREE CATEGORIES ol B
LIQUID CARE PAPER GOODS HOUSEHOLD
Wl ale i,y Oloete Yy Olowte
10 PRODUCTS 6 PRODUCTS 6 PRODUCTS
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LIQUID CARE

L) Bl

L) 2Ll

Cleaners, soaps, fresheners.
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LAUNDRY POWDER

COMPLETE LIQUID RANGE

TEN PRODUCTS

Hand Wash ok Osbe 500 ml

Floor Disinfectant <, rhne 1L
Sl ke 7009

Floor Freshener
Dish Wash

Air Freshener
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Oloie 3,08
Oven Cleaner o\jﬁ i 500 m
Multi-Purpose sdaze Cabie 500 Ml
Laundry Powder . & s 3kg
Abaya Shampoo wlle swels L
Floor Cleaner <l (it 151L
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PAPER GOODS i3,y 4) Ol

PAPER GOODS

Premium tissues and wipes. o sl osbs

POCKET « MAXI « TOILET « KITCHEN « WIPES

FACIAL TISSUES VALUE PACKS
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HOUSEHOLD RANGE
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Bags, storage, foil, parchment. oSy g (ST

By Ol plsi g X
3 5Ll i a i 5 § plab his S|
88 Wbl pulssl ) SMALL TRASH BAGS U
LARGE TRASH BAGS Pt (5 RiE ‘ .
/ STRONG | EASYTO TIE o 4|l b

) doglin | s KeEPs FRESH | Leak PROOF

STRONG | TEAR RESISTANT

STRETCH FILM
GBS AlSal | ous | Glas
(CLEAR | FLEYIBLE | SECURE SEAL

833 @y9
PARCHMENT PAPER
Sl polia | Guo¥ s 2
NON-STICK | HEAT RESISTANT

TRASH « STORAGE « FOIL « STRETCH « PARCHMENT

SAUDI MADE %3 gl g
All Pure products carry the )l Jood s Ol fandl

official "Saudi Made" badge. o ) "B sl e
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PURE GETS YOU.
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THANK YOU FOR FOLLOWING THE BRAND GUIDELINES

*
DESIGNED BY
GHADEER ALGHAMDI
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