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Company Profile

Brand strategy, identity and in-house agencies for Gulf companies and family groups



WHO WE ARE

A brand house built on one idea

Simah (4ew) is the Arabic word for a defining trait, the mark that
makes something recognisable.

We build that mark for our clients. Simah works on the brand itself:

the strategy behind it, the identity people see, and the way the
company presents itself in every document, space and event. After
launch, we stay on as custodians of the brand, a long-term partner
rather than a one-off supplier.

One team responsible for the brand, one standard and one voice
across every touchpoint.

Campaigns, social media and paid media are handled by our
marketing partners, so our team stays focused on the asset every
campaign depends on.

Simah Brand House - Who we are

Simah / si-mah
noun — a trait, a mark; the quality by which
something is known




THE IN-HOUSE AGENCY

Your own agency, without the overhead

When markets are uncertain, fixed payroll is the first risk. Simah gives a company or a whole group its own in-house agency, at a
cost that moves with the business.

Your company or group

Why companies choose it

® One brand standard across every company
® Lower cost than an agency for each company

® No payroll and no hiring risk

On site Studio Performance

Brand lead at your Strategy, design, content Campaigns and sales o All marketlng spend visible in one pIace
offices, on Simah's and production through our marketing

il e e Starts in weeks, scales up or down by contract

Company A Company B Company C Company D

Each company is billed for the work it uses

Simah Brand House - In-house agency



THE CASE

Three ways to run your marketing

One shared team replaces several agency retainers and a full marketing payroll.

Brand A different look in every company Consistent, if the right people are hired One standard across every company

Cost Fees paid again for each company Full payroll, busy or not One shared team, billed by use

Salaries, GOSI or SIO, insurance, visas,

Fixed commitments A retainer with every agency , One contract that scales up or down
end-of-service
. Hiring, notice periods, termination and  None: on-site staff are on Simah's
Employment risk None
labour cases payroll
Control Spread across suppliers Full Full: one team, one report
Time to start Per agency Months to recruit and build Weeks

Simah Brand House - The case



Strategy & Consulting

Brand strategy & positioning
Marketing strategy and planning
Brand audit & health check
Market & competitor analysis
Audience & customer insight
Brand architecture for groups
Growth & market-entry strategy
Purpose, CSR & sustainability

Simah Brand House - Services

Strategy, identity and packaging

Brand Identity

Naming & taglines

Logo & visual identity

Tone of voice, Arabic & English
Brand guidelines & toolkits
Rebranding & brand refresh
Brand websites & digital identity
Stationery & templates

Packaging

e Packaging design & structure

e Label & bilingual artwork

® Product range architecture

e Private label & retail packaging

® Print-ready production files



WHAT WE DO

Communications, events and production

Corporate Communications

® Annual reports

e Company profiles

e Sustainability & ESG reports

® Investor presentations

e Newsletters & internal comms

® Executive messaging & speeches

® Brochures & sector profiles

Simah Brand House - Services

Events & Brand Experience

e Brand & product launches

e Conferences & corporate events
e Exhibition stands

e Branded spaces & wayfinding

e Event identity & collateral

Production

e Brand & corporate films

e Photography

® Event coverage

® Animation & motion graphics

® Print & outdoor advertising
creative



APPROACH

From first meeting to long-term custodianship

Discover

Leadership interviews,
market and competitor
review, audit of the
current brand

Simah Brand House - Approach

Define

Positioning, architecture

and messaging, agreed
with leadership before
design

Design

Identity, verbal system
and key applications,
refined with the client

Deliver

Guidelines, templates
and launch support so
the brand is used
correctly

Custodianship

Ongoing care: reviews,
guideline updates and
sign-off on new
applications



EXPERIENCE

Sectors we know

Our team has built brands and communications across the Gulf for government entities, family groups and listed
companies.

@ Real estate & destinations © Family groups & holdings
@ Investment & financial services © Automotive

©® FMCG & packaged goods © Hospitality, F&B & retail
©® Government & economic development ©® Wellness & beauty

Simah Brand House - Experience



TEAM

Every client works directly with our senior team

Strategy & growth

Senior leaders with backgrounds in
economic development,
investment and family-group
business across the Gulf.

Simah Brand House - Team

Creative & brand

Brand strategists and creative
directors who have built identities,
packaging and corporate
communications across Saudi
Arabia and the Gulf.

Specialist network

Arabic and English writers,
designers, film and photography
crews and event producers,
brought in for each project.



Examples of work



Consulting and Strategy
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Case Studies

Background & Challenge
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After we rebranded Assayel, they required our support to bring in high-
quality leads to attract tenants for developments such as Shorofat Park
and Nobu Residences, as well as increasing their brand awareness in the
market. Market positioning was unclear and we were also tasked to build
a marketing strategy and plan for Assayel after the rebrand.

Caagiadd AlalSie Ay guut i) yind () AS 5l Calia) (Jiual 4 jladll Ladlall ol sde) & 5y 24T any
Ldlally e Sl i caila I «Nobu Residences s &l o cilb i Jie leay el (5 jaline (laiin)
Bl b LS G i 5 Ay sl

Results - =l

Delivered high-quality leads with less than 10% unreachable contacts
and achieved a 39% higher qualification rate compared to the client's
benchmark.

Built the brand awareness of Assayel.
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Strategy & Solution
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Executed precision-targeted campaigns across multiple platforms,
focusing on specific targeted audiences. Campaigns were
structured per project and operated on a Cost-Per-Lead (CPL)
performance model. We also built brand awareness through a multi
channel approach including relationship building, social media, PR,
digital and thought leadership.
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Impact - !

Assayel strengthened its position as one of Saudi Arabia's
leading real estate developers, consistently reaching

affluent buyers and investors while improving marketing
efficiency and supporting long-termm commercial growth.
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The Assayel brand identity is developed to reflect its
evolution from a property management company into
a diversified organization offering investment services,
integrated facilities management solutions, and
strategic partnerships.

The horse represents the best in breed of an Arabian
horse, reflecting Assayel's commitment to building the
best in Real Estate.

The arc represents growing the landscape of Saudi
Arabia.
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Colour palette

Primary colours
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Our Typography

Print typeface
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Case Studies

Background & Challenge
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Shorofat Park was a new open air mall launching in the Eastern province
of Saudi. There was no brand awareness and no identity.
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Results - =l

A strong brand positioning, Increase in footfall by 80%. Increase in lease
agreements by 70%. Shorofat Park positioned as the go to place in Al
Khobar for events and entertainment. Creating a true community hub to
support the local lifestyle.
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Strategy & Solution
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From brand strategy, to identity creation to marketing strategy and
execution of digital marketing activities and events coverage we did
itall.
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Impact - !

Shorofat Park has a srong internet footprint. It's market
position has elevated and it has attracted high caliber
tenants to lease at the space. People know Assayel for
Shorofat Park.
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Shorofat Park

The Shorofat Park brand identity is a minimal illustration
of a balcony, a space that overlooks, connects, and brings
people together. It symbolizes the park as a place of
community, openness, and shared experiences, where
visitors gather and enjoy the surroundings. The elevated
form reflects perspective and lifestyle, positioning
Shorofat as both a destination and a viewpoint of
entertainment, while the warm gold tone adds a sense of
quality and welcome.
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The Shorofat Park logo reflects a modern,
welcoming destination built around connection
and experience. Its refined visual identity
represents a place where shopping, dining,
entertainment, and community come together,
creating a distinctive lifestyle destination
designed for memorable experiences.
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Shorofat Park

Al Khobar
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Case Studies

Background & Challenge
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Evostel was evolving beyond its existing identity, with growing
capabilities across technology, engineering and industrial solutions. The
challenge was to create a brand that better reflected its expertise, scale
and future ambitions.
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Results - =l

A stronger and more distinctive brand was established, reflecting
Evostel's scale and expertise. Today, the brand represents 47+ years of
experience, 120+ experts, and 138 completed projects, supported by a
clearer and more unified market presence.
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Strategy & Solution
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We repositioned Evostel and developed a new brand identity that
brought its diverse capabilities under one clear direction. From
brand strategy and identity to communication and digital presence,
we created a more modern, confident and unified brand.
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Impact - !

The transformation gave Evostel a stronger foundation for
growth, helping the brand communicate its value more
clearly and position itself confidently across its markets.
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The Evostel name reflects the company’'s commitment
to continuous improvement

and innovation, as well as its strong network of product
partners. A name

that will appeal to global partners and customers.

The logo mark represents growth, sustainability,
evolving, automation, transformation, electricity,
connectivity, digitalization and delivering from
beginning to end.
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Background & Challenge
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GNS had built strong expertise across automation, digitalization and
technology solutions. As its capabilities and portfolio continued to
expand, the challenge was to create a stronger brand presence that
clearly communicated its expertise, innovation and evolving position in
the market.
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Results - =l

The refreshed brand created a clearer platform to communicate GNS's
scale and capabilities. Today, GNS showcases 800+ projects, 46 people
and 38 years of experience, supported by a stronger and more
consistent brand presence.
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Strategy & Solution
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We focused on simplifying how GNS communicates its complex
technical capabilities. We created a clear brand and
communication system that made its solutions easier to
understand, while positioning GNS as an experienced and
progressive technology partner.
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Impact - !

The new direction strengthened GNS's position as a
technology and automation solutions provider, giving the
brand a more confident presence across its sectors and a
stronger foundation for continued growth and innovation.
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d The GNS logo uses a bold, modern, and minimal
typographic identity that reflects the brand’s focus on

. technology, innovation, and forward thinking. Its
confident purple color represents innovation and trust,

while the clean design reinforces GNS's commitment
to embracing change and delivering solutions that
drive progress.
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Color Palette
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Case Studies

Background & Challenge
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Hudson McKenzie, a respected immigration law firm, approached Simah
with an outdated brand identity that no longer reflected their expertise or
ambitions. The firm needed a visual identity that balanced modern
appeal with traditional legal gravitas to effectively compete in the
international market. Their challenge was to elevate their brand
positioning to attract top-tier B2B clients seeking immigration law
partners on a global scale.
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Results - =l

The rebrand successfully positioned Hudson McKenzie as a premium
choice in the immigration law sector. Their new visual identity
immediately distinguished them from competitors, creating a
memorable brand that resonates with high-value corporate clients. The
cohesive implementation across all platforms established a strong,
unified market presence that effectively commmunicates their specialized
expertise.
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Strategy & Solution
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We developed a comprehensive rebranding strategy focusing on
creating a distinctive visual language that communicated Hudson
McKenzie's unique value proposition. Our approach balanced
contemporary design elements with traditional legal aesthetics,
ensuring the brand projected both innovation and established
expertise. The solution included a refreshed logo, sophisticated color
palette, and cohesive brand applications across all touchpoints to
create a seamless international presence.

Emﬂ\w\u&};‘)m:\i)ww‘)&\éc&ﬁ)s‘) s:ti)la.d\lm‘ ;uaéby&&w\ﬂ\h‘)}k
‘;.};;Juﬁ}.h:t})&d\ M}_g)..ad\M\}@\j\gjyu!\@w\woj@@ﬁ@ ‘fas)_\m
il il Jals Cilide e 3y gell AlalSia it g Al yinl o) sl Al

Impact - !

Following the rebrand, Hudson McKenzie experienced a
remarkable 40% increase in business engagement and client
acquisition. The new brand identity has strengthened their
market position, attracting precisely the global corporate
clientele they sought to engage. The refreshed visual language
has not only elevated their external perception but also
reinforced internal brand culture, creating a foundation for
sustained business growth and market leadership.
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Hudson McKenzie

Global Immigration
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The Hudson McKenzie logo captures the essence of global immigration through a clean,
symboalic form of two converging shapes, representing origin and destination, and the firm's role
in guiding clients across borders. The mark can be seen as both a globe, reflecting international
reach, and a butterfly in motion, symbolizing transformation, freedom, and new beginnings. Its
upward flow conveys progress and positive momentum, while the blue and purple palette
reinforces trust, stability, and professional authority. Paired with a classic serif wordmark, the
identity balances legal credibility with a human, optimistic perspective on immigration.

Ao laway (o lie (G e aaiay o5 505 s (5 e apeal P e Apdllall 8 jaell Gt ja aHudson McKenzie el oSay
Al e agils ) P gilee 288 50 A )0 e s el G
Il ) e ¢3Madl Al A 0 a0 WS ASHal  Toall ) pmall (e Loy A )1 5800 deany g 0 s (g el 3o ) 36l 8 (S
" " “ Syl cliadl sl
Al inY g ¢l i)y AR af il g (350 (e & sSall o YD Angl a0 Lah e o) a5 pill alia el (oo leadl) dadY) (S
5l y Alamal) (h gent Ay e Ay g8 S eJiliil) o) el 5 A A A 5l (a0 30 cn) LS B ariinall S IS) Bal U
Lalall 5 jng) Clara Jine & Abiead) 4301



The Hudson McKenzie brand identf 2
essence of global immigration throug

globe, reflecting international reach, a
motion, symbolizing transformation, fr
beginnings. Its upward flow conveys pr
positive momentum, while the blue a
reinforces trust, stability, and professio
Paired with a classic serif wordmark, th
balances legal credibility with a human, op
perspective on immigration. l

JYA (e Adlal) 3506l 2 esaHudson McKenzie 44
& AS A H5n 5 cAgasll s GO ALl () ) e el (4SS
oS s Sail Je Ll a0 86l 8 oSayg 2gaall




BRAND COLOUR

O, Vialet 02, Poaceful River 03, Bluish Black

CMYK: 68,7100 /00700 CMYK: 66/ 27 /00 /00 CMYK: 0000/ 00/ 90
REGE: 115 /.43 /144 RGE: B0 /156 /213 RGE: 65/ 64 /66
HEX: #732090 HEX: #50%9cdS HEX: #414042

CMYK
RGB

CMYK 00/00/00/9 CMYK 02/26/90/00
RGB - 4 RGB 248 /191/53
HEX D HEX f8bf35

32/96/00/00
176 / 45 /145

b02d91

TYPOGRAPHY

A a 0123456789

abcdefghijkimnopgrstuvwxyz
ABCDEFGHIIKLMNOPQRSTUVWEYZ
M+, Ja@5)-|

o
English
Gotham Namow Font

Bbpwuigejisasaadaul
goagpdJelduge
+ ITFEDTVAS
Ns@L)+18
[

o3
Arable
DIN Mext LT Arabic Fonlt

~ .

v« Bl

L 2

-4




|4

i
K\\ ’(//

-
Hud§onWTcKenzie
IO ImmeQration







INFRASTRUCTURE PARTNERS




Case Studies

Background & Challenge
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Antin required support in launching and creating a newsletter to be shared with
partners and employees to promote thought leadership and encourage a strong
brand presence both internally and externally. Additionally, they needed support
in rebranding their presentation templates to build brand consistency within the
organization.
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Results - =l

The newsletter launch successfully increased employee satisfaction and
fostered greater brand ownership throughout the organization. It
created more transparency by keeping teams informed and aligned.
Partners responded positively, appreciating access to the latest news
and developments, which helped them feel more connected to Antin’s
strategic vision. The new brand templates established much-needed
consistency in how Antin presented itself across all touchpoints.
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Strategy & Solution
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We developed and launched a comprehensive newsletter strategy
designed to engage both internal and external stakeholders. The
newsletter was crafted to showcase thought leadership, share company
updates, and reinforce Antin’s vision and values. In parallel, we supported
the creation of branded presentation templates that ensured visual
consistency across all organizational communications.
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Impact - 3!

The combined initiatives strengthened Antin’s internal
culture and external brand presence. Employees felt more
engaged and informed, while partners gained deeper
alignment with the company’s direction. The standardized
brand templates ensured that every presentation reflected
Antin’'s professional identity, reinforcing credibility and
recognition in the market.
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Case Studies

Background & Challenge
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Simah transformed Al Quraishi Marketing (AQM), a traditional
distribution company, into Relia through a comprehensive rebranding
initiative that delivered exceptional business results across multiple
dimensions.

The challenge involved creating a modern identity that would revitalize
the company’s market position while respecting its heritage.
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Results - &=l

Simultaneously, Relia’'s market presence strengthened considerably, achieving a 42%
increase in brand awareness among key distribution partners and 56% higher social media
engagementin the first quarter post-launch.

The reinforced brand foundation enabled successful diversification, with Relia launching its
own FMCG product lines that achieved 22% higher distribution than projected. Retailers cited
the strong brand identity as crucial for favorable shelf placement decisions.
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Strategy & Solution
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Simah implemented a holistic strategy encompassing both visual identity
development and organizational culture transformation.

The rebrand catalyzed significant improvements in employee
engagement, with satisfaction scores increasing by 27% within six months
and turnover rates decreasing by 18% in the following year. Staff reported
greater pride in representing the new brand, with 89% expressing positive
sentiment in internal surveys.

A gal) RGN Jyga3 5 Ay il By gl shal el AldSie 45l jiiSimah il

L)1) i ame Camiti ) 3) ¢yl gall Jo i 3 Ja gale (e (i3 8 A jladl) Aadlall el sale) Alee Caaa b
e WS, AU el R18% Aoy (sl sl ) ) 50 ¥ are Canaiid) Laiyy ¢ el A AT % Ay
G ad o)1 e 489% e Cua anall Ay el Akl il e Adlly ST pad ) il sl
Adalal by

Impact - iV

This transformation demonstrates how strategic rebranding, when
approached comprehensively rather than as merely a design
exercise, can serve as a powerful catalyst for organizational growth
by simultaneously enhancing internal culture, external perception,
and business performance.
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Case Studies

Background & Challenge
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Asnad brings together a broad range of professional services designed for
the evolving Saudi business landscape. The challenge was to create a
brand that could clearly communicate this breadth of expertise while
establishing a distinctive and credible market presence.
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Results - =l

The result is one unified brand bringing together 2 core service
categories, 9 specialized business support services, and multiple
dedicated practices — creating a clearer platform for Asnad’s growing
professional services offering.
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Strategy & Solution
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We built the brand around a simple proposition: local insight,
delivered to global standards. The identity and communication
system were designed to organize Asnad'’s diverse expertise into a
clear brand architecture, making its services easier to navigate and
its value easier to understand.
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Impact - !

The new direction positioned Asnad as a comprehensive
Saudi professional services partner, strengthening its ability
to commmunicate expertise across different disciplines while
maintaining one consistent and recognizable brand.



Branding - Naming and

Identity

Asnad

Asnad is your ultimate support system in the corporate
world. Our name, rooted in the Arabic word for "support"
reflects our unwavering commitment to bolstering your
business across HR, Finance, IT, Treasury and GRC
domains. Like a strong backbone that supports the entire
body, Asnad provides the essential structure and
assistance your organization needs to stand tall and
flourish.
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The two bricks in the identity represent the dual pillars of
the holding group's identity: a strong foundation and
strategic growth.

The first brick symbolizes the core corporate units that
support and stabilize the organization.

The second brick signifies growth, collaboration, and
upward progression, reflecting how these foundational
elements enable the group to expand and thrive. Together,
the bricks convey unity, structure and the strength of
building success from the ground up.
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Powering Progress



Case Studies

Background & Challenge
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With a long-standing legacy in electrical motor manufacturing, the
business needed a brand that better represented its expertise, local
capabilities and future ambitions. The challenge was to transition from
TME to MEEM while building a stronger identity rooted in Saudi industry
and innovation.
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Results - =l

The new brand established a stronger platform for MEEM’s industrial
expertise. Today, it represents 100+ years of legacy, motor solutions
reaching up to 15,000 HP and 13.8 kV, and repair capabilities of up to
30,000 HP.
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Strategy & Solution
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We built the brand around the idea of “Powering Progress,”
connecting MEEM’s engineering heritage with a more ambitious
and future-focused identity. The new direction highlighted local
manufacturing, technical excellence and the brand’'s contribution
to Saudi Arabia’s industrial growth.
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Impact - !

The transformation gave MEEM a distinctive Saudi identity
that better represents its engineering capabilities and
manufacturing expertise, while strengthening its position
as a trusted industrial partner across Saudi Arabia and the
wider Middle East.
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Welcome to MEEM

Your Trasted Partner for Electrical Motors in Saudi Arobie, With over 100 years of tegacy,
we pioneer the manufacturing of low, medium, and high voltage electrical motors in the Kingdom.
Delivering innovative engineering solutions across the Middie East.
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progress  Middle East Electrical Motors Factory Company Limited (MEEM)
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Case Studies

Background & Challenge
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Starlinks had evolved into a comprehensive supply chain solutions
provider with growing capabilities across logistics, fulfillment and
transportation. The challenge was to coommunicate this scale through a
clear and distinctive brand that could connect its diverse services under
one strong proposition.
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Results - =il

The stronger brand direction reflects the scale of Starlinks’ operations
today, including 30K orders fulfilled per day, 254 autonomous robots
and a fleet of 150+, supported by fulfillment operations across Riyadh,
Dammam and Jeddah.
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Strategy & Solution
Jall g duagil i)

We focused on positioning Starlinks around what matters most to
its customers: speed, technology and seamless delivery. We created
a clearer communication direction that simplified its broad offering
and highlighted the brand as a technology-driven logistics partner
built around the customer experience.
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Impact - !

The new direction strengthened Starlinks’ position as a
modern logistics partner, creating a brand that better
represents its technology, operational capabilities and
ambition to deliver a leading customer experience across
Saudi Arabia.
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Case Studies

Background & Challenge

TSI PREGEN

JETOUR required a dedicated identity for its pre-owned vehicle offering
that could build customer confidence and clearly distinguish the service
while remaining connected to the JETOUR brand. The key challenge was
to address the uncertainty often associated with purchasing pre-owned
vehicles by creating a professional and credible brand that
communicates quality, reliability, and trust.
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Results - =il

The new identity established a clear and consistent visual presence for
JETOUR Trusted, giving the pre-owned vehicle offering its own
recognizable character while maintaining a strong connection to the
wider JETOUR brand. The cohesive branding strengthened the
communication of trust, professionalism, and reliability across customer -
facing applications.
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Strategy & Solution
Jall g duagil i)

We developed JETOUR Trusted around the promise “Driven by
Trust,” using a bold logo, modern color palette, and clean geometric
elements. The identity was applied consistently across key
customer touchpoints, creating a cohesive and recognizable brand
experience.
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Impact - !

JETOUR Trusted now has a distinctive brand platform that
supports a more confident and credible pre-owned vehicle
experience. By placing trust at the center of both the visual
identity and customer communication, the brand is better
positioned to strengthen customer confidence and
establish a professional presence within the pre-owned
automotive market.
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— Driven by Trust —

The JETOUR Trusted identity is built around the idea of
trust, reliability, and confidence in pre-owned vehicles.
The bold, structured logo and the tagline “Driven by
Trust” reinforce a sense of assurance and
professionalism, while the contemporary turquoise,
white, and dark charcoal palette creates a modern,
automotive-focused look. Across the branding, clean
layouts, geometric graphic elements, and strong
contrast give the identity a technical and premium
character, positioning JETOUR Trusted as a credible
and dependable choice within the pre-owned vehicle
market.
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Case Studies

Background & Challenge

Jetour needed a financing solution that could make vehicle ownership
simpler and more accessible. The challenge was to create a distinct brand
that combined Jetour’'s automotive strength with Nama United’s financial
expertise, while addressing the complexity and delays of traditional
financing.
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Results - =il

The result was a complete brand ecosystem with 2 bilingual logo
systems, 5 core brand colors, and applications across 6+ key touchpoints,
including web, mobile, social media, outdoor, showrooms and branded
collateral.
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Strategy & Solution
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We created Jetour Flex as afinancing brand built around flexibility,
speed and transparency. From the identity and bilingual brand
system to digital platforms, social media and customer touchpoints,
we developed a consistent experience designed to make the
financing journey clear and seamless.
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Impact - !

Jetour Flex established a clear and recognizable financing
proposition, connecting vehicle selection and financing
within one cohesive brand experience. The new direction
strengthened the customer journey with a more modern,
accessible and digitally focused approach.
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The Jetour Flex identity combines the strength and
confidence of Jetour with the flexibility of modern
financing, creating a brand that feels clear, accessible,
and customer-focused. The clean, streamlined logo
emphasizes simplicity and adaptability, while the blue
tones communicate trust, stability, and digital
sophistication, complemented by darker and warmer
accents that add a premium automotive character and
energy. Together, the logo, colors, typography, and
structured visual system reflect Jetour Flex's promise
to make vehicle financing simpler, faster, more flexible,
and transparent.
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The Asyaj identity symbolizes unity, protection and progress,
capturing the brand’'s commitment to linking innovation with
lasting security.

The logo mark represents connection, strength and reliability,
reflecting the interlinked nature of the products and the trust they
build.
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MEEM

Website Development
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Overview 54

MEEM required a modern corporate website that reflects its brand identity
while providing an intuitive browsing experience and effectively showcasing
its services and capabilities.
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Key Features Ul 3y

Responsive website design, Modern user interface, Optimized performance,
SEO-ready architecture, Scalable content management
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Tech

Modern manufacturing tech, Industrial design
software, Quality control systems, ERP
integration, Advanced engineering tools


https://www.meem.co/

Shorofat Park

Website Development
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Overview 54

Shorofat Park needed a premium digital experience to showcase the project,

communicate its lifestyle offering, and support customer engagement
through an elegant and easy-to-use website.
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Key Features Ul 3y

Premium visual experience, Interactive project presentation, Mobile
responsive design, Fast loading performance, Optimized customer journey

G Ao Ao B2l munr o gl presad (9 tuad) (Al ()0 Bt oy doyexs
Jelil 28, Lo auiine Aoy colomiall o

Tech

HTML5, CSS3, JavaScript, PHP


https://www.shorofatpark.com/ar

Hudson McKenzie

Legal Services & Immigration Consultancy
B yagd) il HLiEd ¢4 gilal) cleasl)

Type garixll g

Hudson McKenzie — Global Immigration Law Firm
bae) O 58 B daiadia dnalle S 15

Highlight — g sl seda 50
ISO:900]1 certified | Specialist in corporate & individual immigration

worldwide
Alall Jga S il 5 3 33 5 ol Ciladd 8 daiadia|SO 9001 | 3aled e dlala

Summary - i
UK-based firm offering comprehensive immigration solutions (visas, work
permits, mobility strategy, compliance) for businesses and individuals globally
¢l QLYY 5 sl J) a5 Jamd) gyl g ol il Jadis 5 g 8 ALeLi Y sla anis il 5338 1
Al Jsa ) 8 5 ilS i dandl
Key Features - Lijall
Corporate mobility planning, Visa & work permit applications, Sponsor license
support, Compliance audits, Right-to-work checks, Document legalization
oo 3l (Uil Olazlhe @S pasls 0o cJonll mylaiy wlpalll b 8l cotSal Joul Jall ladass
ldied) 38559 Goksa «Josl! dulal

Tech

HTML5, CSS3, JavaScript, PHP


https://www.hudsonmckenzie.com/

Starlinks

Leading Supply Chain & Logistics Solutions Provider
Azl lodzdlg el Juodles Jglxd U5y 3930

Highlight gs,dal jaa L

Tech-enabled logistics partner | End-to-end supply chain,
fulfillment & transportation across Saudi Arabia & GCC

U525 %0 smadl e Jaall il 5 3aeY) Judlad S Jgla | Aanll L ase 20 e 51l 5

]

Summary &%
Saudi-based logistics and supply chain company delivering integrated

warehousing, transportation, e-commerce fulfillment, cold-chain logistics,
and freight solutions across the GCC.

Juailig Jadlg u_;fuJ\ o3 dlalCio 93.1:- puds mlu\.n}’\ oD g Z\Mjﬂl lodsd! &3 duasnsia ag.bj.t.w ZLSJw
G».lz.“ J9o ne il Jelog o) d e olll lodsdly azujﬁi.]}” 8yl bl

Key Features Ul 3y

3PL & 4PL Solutions, Cold-chain Logistics, Last-mile Delivery, Freight &
Transportation, Warehouse Management, E-coommerce Fulfillment, Cross-
border Shipping

Sl duass coles grunall 1] ¢ Jadly goeidl ¢ a3 Jaeld Jasogd! edopil) ddtumglll leusdl (4PLY3PL Jol>
39l el mddl (40 g AUV 8y Lot

Tech

HTML5, CSS3, JavaScript, PHP


https://www.starlinks-me.com/

GNS

Type

Digital Transformation & Industrial Technology Solutions
e Lal) el 5 a5l ) Jola

Highlight

Empowering industries with smart automation, cybersecurity,
and digital infrastructure solutions

Summary 5

Saudi-based technology company delivering advanced automation,
cybersecurity, loT, and digital transformation solutions for industrial and
enterprise sectors across the GCC.

Lardl ¢ ad )l Jgadll 5 o Ld¥) e 3l 5 3 pannadl (e s Ao Liall A5l 8 Al Y gla a5 A prs 4083 48 50
2l Jss e Jlee ) g il 5 de liall cileUadll

Key Features 4 jall 5

Industrial Automation, Smart Cities & loT, Cybersecurity, IT Infrastructure,
Digital Transformation, Intelligent Transportation Systems, Pipeline
Monitoring

Aadadl ¢ el sl il slaall il Aginl) Al ¢ 3 pamadl e o Lud) cu 5 5 RSN ) e Lial) diasy)
bl o glad R 8) 5 AuSH) Jal)

Tech

HTML5, CSS3, JavaScript, PHP


https://gns.com.sa/
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Shorofat Park The new Shorofat Park Website is now live!

Exciting News: AZAQ Smiles Is Here! 1a8331 o AZAQ Smiles :3
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Case Studies

Background &

Challenge
saxill 5 4l

We transformed Al Quraishi Marketing (AQM), a traditional distribution
company, into Relia through a comprehensive rebranding initiative that
delivered exceptional business results across multiple dimensions.

The challenge involved creating a modern identity that would revitalize
the company’s market position while respecting its heritage.

Relia G @l 553855 a5 <Al Quraishi Marketing (AQM) 4S4Simah @lss
il Jias il siue sae e ALl A )l 2 ge @il Ay laill Ldkal) ol sde Y Alali 5 )i DA
e s el o ands sl 3 il e ¢ paall (B AS ) RS0 Lanlih aaf 4y juac Ay 8 IS B

Results - &=l

Simultaneously, Relia’'s market presence strengthened considerably, achieving a 42%
increase in brand awareness among key distribution partners and 56% higher social media
engagementin the first quarter post-launch.

The reinforced brand foundation enabled successful diversification, with Relia launching its
own FMCG product lines that achieved 22% higher distribution than projected. Retailers cited
the strong brand identity as crucial for favorable shelf placement decisions.

B pma ) e ) i sRe i@t sl b sl A el adlally o 3 FHH42% Ay 5al) i s dagale Ky (a3
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Strategy & Solution
Jadl g Al iaN)

Weimplemented a holistic strategy encompassing both visual identity
development and organizational culture transformation.

The rebrand catalyzed significant improvements in employee
engagement, with satisfaction scores increasing by 27% within six months
and turnover rates decreasing by 18% in the following year. Staff reported
greater pride in representing the new brand, with 89% expressing positive
sentiment in internal surveys.

A gal) RGN Jyga3 5 Ay il By gl shal el AldSie 45l jiiSimah il
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Impact - iV

This transformation demonstrates how strategic rebranding, when
approached comprehensively rather than as merely a design
exercise, can serve as a powerful catalyst for organizational growth
by simultaneously enhancing internal culture, external perception,
and business performance.
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saaliall Jazia)
Click to watch



https://youtu.be/hTM5jGi4ZC4

20 YEARS IN THE
EQUlTlES M DKET

ANALYST PORTFOLIO
| MANAGEMENT, OVERSEES
INTERNATIONAL EQUITIES

saaliall Liacal
Click to watch


https://youtu.be/EQSI7o7E108?si=IDpQvp_JUNh6lqMW
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Click to watch



https://youtu.be/Tif7uraybc4?t=9



https://ae.linkedin.com/posts/letsreadsaudi_%D8%B4%D8%B1%D8%A7%D9%83%D8%A9%D8%A7%D9%84%D9%85%D8%B3%D8%A4%D9%88%D9%84%D9%8A%D8%A9%D8%A7%D9%84%D8%A7%D8%AC%D8%AA%D9%85%D8%A7%D8%B9%D9%8A%D8%A9-%D8%B1%D8%B9%D8%A7%D9%8A%D8%A9%D9%85%D8%AC%D8%AA%D9%85%D8%B9%D9%8A%D8%A9-activity-7507779729253588992-Um9n?utm_source=li_share&utm_content=feedcontent&utm_medium=g_dt_web&utm_campaign=copy
https://www.hudsonmckenzie.com/

“ Posts
< gwmsaudi

gwmsaudi Follow

gwmsaudi

GWM-Saudi 3 days ago

820 14.5K 1

posts followers following Glpolé ol al

~——— FOR EVERY ADVENTURE

231 e Talbo Law) . ogmadl (B powl Jag_Capz# Olus
Olylead| Gaguusiy 2593 dSpd 8 o HUFlg sagamdl O¥ogall
8001242223 liso Juolsi .53g9a5all
See Translation
@ gre A

Follow Message

olles Usdlge

5 Jonizg 7 Joxag S

®

@awm













HQoaaaaaaaaaaag

Btent w e

(3

Connect to the
network of growth

OTRA

@TRA
Meteet of
Orowth

o18A

o Delivering all
ﬁ # mobility solutions

onRA

Join the experts
community

L

PJTIRA

Connect to the
Network of

Growth




.

- S
A 5

UL
UJ“
s

)

.~ Don'tpa
S 0







Tell us about your brand

We work with companies in Saudi Arabia, Bahrain and the wider Gulf.
Speak to our team to start a conversation.
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