
1Section 3. The Brand in Action |

The Brand in Action

BRAND GUIDE



2  | Section 1. The Human Element

Understanding the Brand



3Section 1. The Human Element |

Understanding the Brand

Section 2: Visualizing the Brand Mark

2.1 The ARIPO. Primary logo			   13

2.2 Design Elements and Evolution			   14

2.3 Symbolisim			   15

2.4 Style			   16  

2.5 colors			   17

2.6 Relationship (how it relates to users)			   17

2.7 Typography			   18

2.8  IP and swirl 			   19

2.9 Support Graphics			   19

2.10 Primary Logo		  	 20

2.11 Visual Composition			   21

2.12 Insignia Size			   22

2.13  Protective Space			   23

2.14 Minimum Size	 		  24

2.15 Improper Use-Restrictions			   25 

2.16 Brandmark Primary colors			   26

2.17 High Contrast			   27

2.18 Brandmark. One Color			   28

2.19 Primary Color Platte			   29

2.20 Typography (Primary)			   30

2.21 Typography (Secondary)			   31

2.22 Secondary logo (Vertical)			   32

2.23 Secondary logo (Horizontal)			   33

Section3: The ARIPO Brand in Action
	 The Brand in Action			   35

3.1 Stationary: letterhead			   36

3.2 Stationary: business card, envelops			   37

3.3 Magazines. Front and back covers 			   38

3.4 Newsletters and Factsheet templates			  39

3.5 Brochures			   40

3.6 Exhibit styles:  Stage Backdrop			   41

3.7 Digital applications: Website			   42

3.8 Media Kit. Promotional items			   43

3.9 Utility Vehicles			   44

3.10 Building signs 			   45

Section 1: The Human Element

1. Understanding the ARIPO Brand

1.1  The ARIPO Identity 			   05	

1.2 The Aripo Brand 			   06

1.3 We are ARIPO 			   06

1.4 ARIPO Vision 			   07

1.5 ARIPO Mission Statement 			   07

1.6 ARIPO Core Values 			   07	

1.7 ARIPO Expression			   07

1.8 ARIPO Core Competencies			   08

1.9 Why Guidelines are Important 			   09

1.10 ARIPO Brand Positioning 			   09

1.11 ARIPO Brand personality 			   09

Our verbal identity guidelines			 

1.12 ARIPO Verbal Identity Guidelines 			   10

1.12 ARIPO audience			   10

1.13 How verbal expression works 			   11

Understanding the Brand



4  | Section 1. The Human Element

Understanding the Brand



5Section 1. The Human Element |

Understanding the Brand

1.1 The ARIPO Identity

 

The goal of this Brand Guide is to establish a clear, consistent, and unique brand identity for ARIPO.  

The brand identity builds on ARIPO’s brand by combining the most recognized element – our name, with new messages 

and elements.  

Uniform graphic elements and messages provide the framework for establishing this identity. In turn, designers can use 

this visual architecture to create materials that enhance the public knowledge of the APRIO work, while staff can use 

this brand architecture to create personas and experiences that are uniquely ARIPO and in alignment with the brand. 

As this guide sets out the prime elements needed to produce approved ARIPO communications material. The first sec-

tion defines the basic elements of the visual identity and usage. The second section explores how to use the basic ele-

ments into print, web and media communications vehicles. The third section outlines the human element of the Brand, 

including proper dress, decorum, and protocol for ARIPO employees.

 

(signature of DG)
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1.2 The ARIPO Brand

The ARIPO brand is deeply rooted in the spirit of cooperation. The objectives of the Organization, as enshrined in 

Article III of the Lusaka Agreement, show that, cooperation in industrial property is intended to achieve technological 

advancement for economic and industrial development of the member states. ARIPO was mainly established to pool 

the resources of its member countries in industrial property matters together in order to avoid duplication of financial 

and human resources. Thus the preamble to the Lusaka Agreement clearly states that member states are “aware of 

the advantage to be derived by them from the effective and continuous exchange of information and harmonization 

and co-ordination of their laws and activities in industrial property matters”. Member states also recognized that the 

“creation of an African regional industrial property organization for the study and promotion of and co-operation in 

industrial property matters would best serve” that purpose.

It is this spirit of cooperation that guides every aspect of work. From internal interactions to external interfaces, this 

spirit guides the values of ARIPO: excellence, accountability, integrity, innovation, and diversity. 

1.3 We are ARIPO
As ARIPO, our principles are guided by cooperation and service. Our mission, “To foster creativity and  

innovation for the economic growth and development in Africa,” and our values, guide our perspective and actions.  

The guiding question we offer to our public comes back to the question of “What can ARIPO do  

for you?” This question answers how users, communities, and industry will perceive ARIPO. Putting the  

ARIPO brand into a service perspective changes how staff interacts with both each other and outside users.  

It clarifies the direction needed to be taken in partnership with member states. It indicates the support  

system available to new partners and member states. And it shows to the world that ARIPO is here and  

ready to assist.

Who are we?

 	 We engage all of our work with excellence and honesty

 	 We are accountable in our actions with internal and external partners

 	 We engage with the utmost of integrity with our word, our actions, and our product 

 	 We continually find ways to innovate and move in the arena of Intellectual Property continually forward

 	 We engage in diversity in all aspects of our work – our interactions, our partners, our thoughts,  

	 and our viewpoints

 	 We seek to be Africa’s leading intellectual property hub and provide users in all of the world

	 access, protection, and resources.  
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1.4 ARIPO Vision 
To be Africa’s leading intellectual property hub

1.5 ARIPO Mission Statement
To foster creativity and innovation for economic 
growth and development in Africa.

1.6 ARIPO Core Values
    • Client Focus
    • Engagement
    • Innovation
    • Integrity
    • Accountability

1.7 Brand Expression
Intellectual Property Protection
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1.8 ARIPO Core Competencies

As an organisation, ARIPO has high expectations of its staff and how its brand is presented. As such, there are certain 

standards that staff members are expected to uphold.

Client focus: commits to satisfying internal and external clients. Responds to users courteously and in a timely manner. 

Attempts to serve users to the best of their ability, involving other staff members where needed.

Accountability: pays attention to the quality of work delivered to coworkers and users both. Strives and thrives 

in the work to achieve both internal and external goals. Creates plans that break down complex tasks into manageable 

portions and maintains visibility to all portions of that project. 

Teamwork: works with others to get things done with little conflict and a focus on consensus building. Able to work 

well and collaboratively with other staff, coworkers, users, peers, and managers.

Technologically forward thinking: Continuously seeks ways to integrate technology into the workplace and 

improve program effectiveness. Understands how technology can propel the organisation forward and seeks ways to 

incorporate into work processes.

Organized and reliable: Personally responsible for work process. Seeks way to improve process and work. Deliv-

ers on time and manages expectation according to progress.

Inspired to learn: Builds personal skills and competencies to improve both professional work and organizational 

work process. Seeks out resources to learn from. Encourages those around him to learn and grown from a variety of 

resources. Models common knowledge and understanding of the ARIPO brand to spur personal development and the 

development of peers.

Commitment to diversity: treats all people with respect. Provides a supportive work environment where all 

users and staff feel welcome, empowered, and valued. Shows sensitivity towards differences between cultures, genders, 

race, color, and religion. Recognizes opportunities gained by working together with those that are different. Considers 

outside perspectives while working
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1.9 Why Guidelines are Important 
As an international organisation, it is imperative to maintain integrity around our identity. Our brand is more than a logo. 

The logo is a reflection of our Brand - of how ARIPO is part of the intellectual property community and stands for  

all of Africa. 

Our intent is to communicate who is ARIPO in a way that is professional, reliable, and approachable. ARIPO is about 

building the capacity for Intellectual Property throughout Africa and to do this, we all must live our values every day. 

This manual includes instructions on how to build our brand so that as a group we can continue to build the image of 

ARIPO across the world - and avoid the inconsistencies that can detract from our brand.  Please note that these instruc-

tions may change over time to reflect the evolution of our brand and our industry.

1.10 ARIPO Brand Positioning 
It is our vision to efficiently protect effective intellectual property in order to continue to globally provide access  

to world-class while promoting personal employee growth. We will work together to efficiently provide access to  

world-class innovation and reliably protect effective intellectual property to meet our user’s needs.  

 

Our challenge is to efficiently provide access to effective intellectual property so that we may endeavor to globally  

protect world-class innovation throughout Africa.

ARIPO will be the standard by which all market leaders of Intellectual Property Rights measure the study, promotion, 

and protection of Intellectual Property in Africa providing quick, accurate, and reliable information to all.

1.11 ARIPO Brand Personality
As individuals we have a personality that is distinct and individual. As an organisation, we must align that personality to 

show consistency across all interactions. These attributes instruct our communication, behavior, tone, and mannerisms 

with both internal and external audiences.

Brand attributes:

* professional

* Committed

* Accountable

* Innovative

* Reliable
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1.12 ARIPO Verbal Identity Guidelines

As ambassadors in a technical industry, it is imperative for our language in communication to be professional and accurate. 

There is power in being able to engage in conversation or disseminate information to people with an appropriate voice 

and style. The ARIPO Verbal Identity Guidelines are intended to help people identify and define ARIPO and separate our 

work from the work of others - and represent what we, as ARIPO, stand for. 

As ARIPO, our voice needs to have a humanistic tone and feel. Corporate and legal jargon is no longer suitable for most 

scenarios in communication. Instead, the ARIPO voice seeks to communicate in a manner that is authentic, direct, and 

relatable to that audience. 

The ARIPO Verbal Identity can be summed up as follows:

* intelligent

* friendly

* direct

This will be true whether conducting business with internal or external partners, producing marketing materials,  

producing a podcast, or any other marketing vehicle. It is important to align with these guidelines consistently so that  

it becomes another method of communicating the ARIPO brand.

1.13 ARIPO Audience

At ARIPO, we have 5 primary target audiences when communicating

* Internal Partners (co-workers, staff, clients, and others you may be in contact within the Secretariat)

*National, regional and internationals IP Offices

* External Partners (agents, industry partners, users, patent agents and trademark attorneys)

* Governments (Member States and Observer States)

* General Public

Each one of these has nuances within each group, but each gives you a starting point for developing a purpose and a 

point of view when communicating with them. It is up to you to determine the best method of communication, but 

keeping in mind the end user is important. 
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1.14 How Verbal Expresion Works

To execute the ARIPO Verbal Identity effectively, one must review all writings from the standpoint of the end user. 

When creating communication vehicles - be they verbal or written, one must be conscious of the desires of the recipient 

- and understand what they are seeking to gain from the interaction. For example, a broadcast message to the general 

public would be looking for communication with much less technicality than someone from a regional office or a  

registered agent.

When choosing words for communication, consider the voice and tone in these categories: 

* intelligent

* relevant

* historic

* welcoming

* knowledgeable

* progressive

* inclusive

* useful 

* helpful

* responsive

* excellence

* warm

* active

* diverse

Word oppositions to further clarify the voice and tone of communications, use this tool to evaluate your choices:

ARIPO is ARIPO is not

* Proud Arrogant
* Intelligent Belittling
* Prestigious Pretentious
* Progressive Trendy
* Traditional Stodgy
* Clear Verbose
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2.1 The ARIPO Logo

INTRODUCTION

The essence of today and the imagination of tomorrow can be translated more precisely by the emergence of Africa 

as tomorrow land. ARIPO stands as a gateway connecting the world to Africa and bringing to reality the possibilities of 

tomorrow. In the rejuvenation of the ARIPO’s identity, the meaning of the colors of the logo coupled with modesty  

(modernity) was taken into consideration. It reflects harnessing technology since ARIPO is a custodian of Intellectual 

Property rights in Africa and as such, it is important that the logo image reflects the beliefs of the people of Africa.

The Logo Reflects;
	 Organized information through connection and separation

	 Symbolizes different ideas

	 Creates movement, texture, and depth

	 Conveys mood and emotion

	 Emphasizes and create entry points and areas of interest

	 Leads the eye from one design element to the next

Goals
	 The ultimate goal is to make the target audience identify with the organisation or identify the organisation 

	 with the logo.

	 The purpose of the new logo design process was to create a new symbol that embodies the new ARIPO, the ARIPO 		

	 that is focused on becoming the intellectual hub for Africa and beyond. The ARIPO that stands for the recognition of 	

	 technology and seeks to serve as thegateway to possibilities in Africa

	 Embody the new ARIPO vision, mission and values
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2.2 Design Elements and Evolution

Previous

New Brand Mark

Scale: 100%
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2.3 Symbolism
The logo symbolizes the approach to intellectual property rights ARIPO seeks to represent as an organization. Perhaps 

it is the most prolific appearance on the logo where the spirals decorate the logo around the African map representing the 

notion of leading from outward perception to the inner essence. The movements inward are drawing concentration towards 

the hub and outwardly the spiraling, in terms of rebirth or growth, represent the consciousness of nature beginning from the 

core (hub) or center. The spiral is a shape found in art, science and nature dating centuries representing; progress, direction, 

centering, expansion, balance, initiation, development, journeying, awareness and connection. 

The member states of ARIPO have a collective rich history; one whose symbolism is highlighted in the richness and vibrancy 

so proudly carried by their national flags. This logo was inspired by the zebra like stripes, unique to each individual much like 

an idea, patents, copyright, plant varieties etc are unique (the stripes are representing the mandates). More the reason why 

it was used on the main feature, the African map. The map is also used to create the hub (shelter, central place of welcom-

ing, protective) that embraces IP.

	 The swirls represent a continuation of opportunities, a symbol of perfect aspiration towards development of 			

	 intellect and purification of thought that should be recognized worldwide.

	 As a whole it stimulates creativity and intuition, transforming people’s thinking and beliefs into new insights, 			

	 innovation and pioneering.

Symbolic Meaning

	 Evolution and holistic growth

	 Letting go, surrender, release

	 Connectivity and unison 

	 Revolutions of time and the way of natural progress
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2.4 Style
	 The style of the logo is in this format because ARIPO is an outreach organisation so while the logo exudes a clean and 	

	 orderly look it also somewhat carries a distressed look for outdoor purposes e.g. outside banners and flags, 

	 hall exhibitions etc.

	 The acronym (ARIPO) is a visual stand-in for each and every user as they explore the virtual ARIPO, this suffice it to say 	

	 that at some point the logo can sometimes work without the acronym especially on cars, badges etc.

	 Stimulates creativity and intuition, transforming people’s thinking and beliefs into new insights, innovation 

	 and pioneering.

	 It is a symbol of perfect aspiration towards development of intellect and purification of thought that should be 

	 recognized worldwide.

The swirls or spirals (curving lines) that were used around the 
map constitute continuity of IP in Africa and are indicative of 
the fluidity and dynamism of thought and innovation.  The 
spiral is a shape found in art, science and nature dating centu-
ries representing; progress, balance, initiation, development, 
journeying, awareness and connection.
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2.6 Relationship – (How it relates to users)

	 ARIPO is a gateway to opportunities in this age of technology and the emergence of Africa’s young age, with half the 

	 population aged under 21years that has huge potential to be inventive and innovative.

	 The world is fast becoming a single economic village so ARIPO seeks to appeal to the future, lead the way in Africa 

	 and contribute to the current world economic order.

	 The logo is intended to be the “face” of the organisation, a visual representation of the brand. Thus, it’s a

	 graphical display of the organisation’s unique identity, and through colors and fonts and images it provides

	 essential information about our organisation that allows customers, partners and stakeholders to identify with

	 the organisation’s core brand.

2.5 Colors
The color resolutions resonates to the ‘New Age’ way of thinking, conveying integrity and deep sincerity. The colors of the 

logo present a professional appeal with the dark blue color representing depth in intelligence, and the moderate cyan  

(lighter blue on the map) representing self-reliance, reliability, dependability, loyalty, stability, vitality, restoration and wealth. 

The very dark grayish represents neutrality, compromise, control and contrast, it is impartial and dispassionate. It has a 

steadying effect on other colors around it. Blue is the most universally favored color of all and therefore the safest to use. 

It relates to trust, honesty and dependability, therefore helping to build customer loyalty. It is sincere, reserved and quiet, 

and doesn’t like to make a fuss or draw attention. It hates confrontation, and likes to do things in its own way. From a color 

psychology perspective, blue is reliable and responsible. This color is important for the organisation as custodians of IP as it 

exhibits an inner security and confidence. You can rely on it to take control and do the right thing in difficult times. It has a 

need for order and direction in its life, including its living and work spaces.

 

Organisational traits of the colors used;

	 Authority

	 Reliability, responsibility

	 Idealistic, integrity

	 Perseverance

	 Orderly
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2.7 Typography

The bold typography (Times New Roman – ARIPO) gives fluidity in the design feature, is a bold statement  

which symbolizes the contemporary approach to intellectual property rights ARIPO seeks to represent as an organization. 

The typography has been selected to be simple and therefore not compete with the icon. The font used demonstrated an el-

ement of appropriateness, simplicity and legibility. Times New Roman lends itself for body text in any publication that needs 

to have a classic yet practical look. Combining excellent legibility with good economy.

Descriptive tagline
Its is a simple short statememt that aims to distill ARIPO unique value proposition. Its main goal is to position and  

differenciate from competitors. It functions as a powerful tool to gain traction with prospects, existing customers  

and  employees.

		  Primary font: Century Gothic (Italic)
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2.8 IP and Swirl

	 The swirls represent a continuation of opportunities, a symbol of perfect aspiration towards development of 			

	 intellect and purification of thought that should be recognized worldwide.

	 As a whole it stimulates creativity and intuition, transforming people’s thinking and beliefs into new insights, 			

	 innovation and pioneering.

2.9 Support Graphic Usage
Support graphic elements are present throughout the use of the brand identity system, editorials and template tools. Its 

primary role is to support ARIPO core unity visual concept. Its use shoud be suave and agreeable along main brand  

components and never intrusive. 
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2.10 Aripo Primary Logo
ARIPO primary logo represent concepts that respond directly to the brand personality, qualities and attributes that  

convey a sense of uniqueness, a hub that is protective and welcoming to  embrace intellectual property. 

The expression of its visual elements make the logotype unique visual structure to communicate specific strategic objec-

tives, internally and externally, that will allow differentiation and brand presence through the recognition, leadership 

and acknowledgement to be the continuous aspiration towards the development of intellect and purification worldwide.

 

Such communication efforts should be evoked and represented through the proper use of image across all its  

visual applications.

ARIPO primary logo should be used in every instance, except when printing in one color or black and white.

Scale: 100%
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2.11 Visual composition
ARIPO primary brand mark visual composition derives from the X value, such value is taken from half the height of  

ARIPO typography treatment in the mist of its essential structure. This X value establishes the overall structure and 

space relationship between of the symbol (insignia) and the tipographic ID name (ARIPO). 

The metric mesurement in (cm) and (inches) for the (X) value needs to be obey and respected at all times to ensure 

that the logotype and its reproduction are properly done across all applications.

 = 0.238 cm | 0.0937 in

18 X

27 X
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18 X

18 X

Scale: 100%

2.12 Insignia Size
The insignia visual composition and structure allows its proper reproduction across all different applications. It stages 

the relationship between elements and distance of formative sections within the symbol.

The (X) value plays a central role to create the synergy among circles to form the symbol. The (X) value

has to be taken in account when reprodicing the insignia by itself. 

 = 0.238 cm | 0.0937 in
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2.13 Protective Space
Protective space provides visibility and emphasis to the brand mark. no graphic or typographic elements should  

encroach on the minimum clear space. Clear space designates a “breading room” around the logotype ensuring that  

the logo is free of competing imagery or text.

Minimim clear space is determined by the (x) value shown here.  

 = 0.238 cm | 0.0937 in
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2.14 Minimum Size
(X) value should always be consider when increasing or decresing logo size. When reducing logo size, take the 

original and decrease size to 23%.

The logotype must be clear and easily recognized every time is being use. To ensure legibility, the logotype must 

always be (Width: 1.5048 cm |  0.5924 in x Height: 1.0667 cm |  0.4199 in). 

Refer to section 2.25 for secondary logotype minimum size when printing small promotional pieces as pens, USB 

drives, etc.

Scale: 100%

Scale: 23%

6.25X

4.5X
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2.15  Improper Use-Restrictions
Strict regulations and guidelines govern the use of the ARIPO logo. The insignia cannot be recreated, nor can it be distorted, 

stretched or otherwise altered. In order to protect its use, it is not authorized for download off the Web. Direct questions 

about the insignia to mail@aripo.org

 

The logo should be reproduced only from original reproduction proofs, transparencies or electronic files that can be 

obtained by contacting mail@aripo.org

 

It’s important to use the brandmark properly and consistently. Here are some of the actions you must never do with the 

brandmark or tagline element.

Note: Tint color use in the brandmark is not permisible and should be avoided.

Do not stretch logo. Do not outline logo. Do not rotate logo.

Do not crop logo. Do not change elements 

or position of logo.

Do not cast shadow to logo.

Do not change color to logo. Do not use logo in combina-

tion with any other symbols
Do not resize elements

or change visual order

Do not use tint color hue.
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2.16 Brandmark Primary Colors
Color is the most recognizable element of our visual communication system to represent our organization. The use of 

color help us express who we are. Primary brand color platte shown is energetic, distinct and functional in support of 

brand identity internal and external communication efforts across print and web communication efforts.

CMYK color values are used for professional printing, such as brochures, booklets, flyers, posters,  

banners, identity sistem, annual reports, press release newsletters. Color tints may be used departing from primary 

color chart shown on page 

RGB and Hexadecimal colors values are used for digital applications such as websites, web apps, landing pages and 

email newsletter communication efforts.

Color values can not be changed or modified by any means. color should be strictly observed to ensure proper color 

reproduction.

PMS: Dark Blue

CMYK:  C: 88 / M: 51 / Y: 0 / K:47

RGB: R: 17 / G: 67 / B: 136

HEX: # 114388 

Decimal: 1131400

PMS: Moderate Cyan

CMYK:  C: 57 / M: 6  / Y: 0 / K:18

RGB: R: 91 / G: 197 / B: 210

HEX: # 5bc5d2 

Decimal: 6014418 

PMS: Dark Gray

CMYK:  C: 0 / M: 5  / Y: 4 / K:78

RGB: R: 55 / G: 32 / B: 53

HEX: # 373435

Decimal: 3617845 

PMS: Black

CMYK:  C: 0 / M: 0  / Y: 0 / K:100

RGB: 35 / G: 31 / B: 32

HEX: # 231F20 

Decimal: 
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Scale: 100%

2.17 High Contrast
The high contrast brand color option helps and aids the brandmark functionality on specific instances. There will be 

specific occasions (limited use) where the brandmark needs to be reversed to white or inversed to one color ontop of a 

solid color. 

The brandmark (3) options are:

1. Revesed to 100% white

2. Inversed primary color to 100% black

3. Inversed primary color to dark gray

1. Revesed to 100% white

2. Inversed primary color to 100% black

3. Inversed primary color to dark gray
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2.18 Brandmark. One Color 
One color logo specifications are permisible in specific instances to reproduce the brandmark. For instance, on silk 

screen or embroided promotional pieces such as:  hats, t-shirts, polo shirts, pens, USB drives. 

To standardized color used for ARIPOs brandmark, primary colors are crucial for its reproduction.

The brandmark (3) options are:

1. Primary color. Dark Blue

2. Primary color. Moderate Cyan

3. Primary color. Dark Gray

Scale: 100%

1. Primary color. Dark Blue

2. Primary color. Moderate Cyan

3. Primary color. Dark Gray
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2.19 Primary Color Platte
The Primary brand color platte represent the original ARIPO brand colors. They can be applied on all printed and online

communication pieces. Color values for CMYK , RGG and Hexadecimal should be applied accordingly.

Tint percentage of CMYK color can range from 100% to 50%. No decrease tint values should be used to maintain 

color hue and saturation. 

Note: Tint color should not be used to reproduce the brandmark. 

The corporate color system has been expanded to include color tints from the primary color that will aid design and 

communication efforts. When pairing color together, use a combination of solid and tint colors to create a dynamic

combination to reflect openess and integrity opf the color system.

PMS: Dark Blue

CMYK:  C: 88 / M: 51 / Y: 0 / K:47

RGB: R: 17 / G: 67 / B: 136

HEX: # 114388 

Decimal: 1131400

PMS: Moderate Cyan

CMYK:  C: 57 / M: 6  / Y: 0 / K:18

RGB: R: 91 / G: 197 / B: 210

HEX: # 5bc5d2 

Decimal: 6014418 

PMS: Dark Gray

CMYK:  C: 0 / M: 5  / Y: 4 / K:78

RGB: R: 55 / G: 32 / B: 53

HEX: # 373435

Decimal: 3617845 

Tint: 100% Tint: 90% Tint: 80% Tint: 70% Tint: 60% Tint: 50%

Tint: 100% Tint: 90% Tint: 80% Tint: 70% Tint: 60% Tint: 50%

Tint: 100% Tint: 90% Tint: 80% Tint: 70% Tint: 60% Tint: 50%

PMS: Black

CMYK:  C: 0 / M: 0  / Y: 0 / K:100

RGB: 35 / G: 31 / B: 32

HEX: # 231F20 

Decimal: 



30  | Section 2. Vizualizing the Brand Mark

Visualizing the Brand Mark

2.20 Typography. Primary 
The primary fonts for ARIPO are Times New Roman and Century Gothic, both fonts are of exclusive use to represent the 

essential structure of primary and secondary brandmark lockups. Times New Roman and Century Gothic font style  can 

be use on headlines and call-outs, but should not be used as body copy.

When using these fonts, it should be limited to expressive CTA statements, CTA can also be created with secondary 

typography options 

AaBbCcDd
12345678

A B C D E F G H I J K L M N O P Q R S T U V  

W X Y Z 

a b c d e f g h i j k l m n o p q r s t u v w x y z

1 2 3 4 5 6 7 8 9 0

Times New Roman Primary logo. Headlines and subheadlines with limited use. 

AaBbCcDd
12345678

A B C D E F G H I J K L M N O P Q R S T U  

V W X Y Z 

a b c d e f g h i j k l m n o p q r s t u v w x y z

1 2 3 4 5 6 7 8 9 0

Century Gothic Primary logo. Headlines and subheadlines with limited use. 
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2.21 Typography. Secondary
Per their particular font family and diversed font styles, Calibri  and Helvetica (T1) are the brand secondary fonts that 

will be used as main headline, subheadline, body text, captions, email, CTAs in support for all communication pieces. 

Its wide access and functionality will allow legibility and visual coherence. Source Sands Pro will be use for web media 

applications.

AaBbCcDd
12345678

A B C D E F G H I J K L M N O P Q R S T U V W 

X Y Z 

a b c d e f g h i j k l m n o p q r s t u v w x y z

1 2 3 4 5 6 7 8 9 0

Helvetica (T1). Headlines, subheadlines, body Text, captions, CTAs.

AaBbCcDd
12345678

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z 

a b c d e f g h i j k l m n o p q r s t u v w x y z

1 2 3 4 5 6 7 8 9 0

Calibri. Headlines, subheadlines, body Text, captions, CTAs.

AaBbCcDd
12345678

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z 

a b c d e f g h i j k l m n o p q r s t u v w x y z

1 2 3 4 5 6 7 8 9 0

Source Sands Pro. Web media applications.
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2.22 Secondary Logo. Vertical
Secondary logo maintains the same visual elements as the primary brandmark. However, its visual structure varies to 

accommodate a range of application across ARIPO’s visual communication needs. Take special attention to specific use 

and reproduction specs. 

Vertical version presents (2) options.  

-  Insignia and typograpy plus tagline

-  Insignia and typograpy no tagline

19X

27X

19X

23X

 = 0.238 cm | 0.0937 in

Protective Space Visual Composition

Protective Space Visual Composition

6.25X

8.75X

6.25X

7.5X
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Visualizing the Brand Mark

2.23 Secondary logo. Horizontal
Secondary logo maintains the same visual elements as the primary brandmark. However, its visual structure varies to 

accommodate a range of application across ARIPO’s visual communication needs. Take special attention to specific use 

and reproduction specs. 

Horizontal version presents (2) options.  

-  Insignia and typograpy plus tagline

-  Insignia and typograpy no tagline

Size:  6.4242 cm X 1.9025 cm  |  Size:  2.5292 in X 0.749 in

Size:  6.4242 cm X 1.9025 cm  |  Size:  2.5292 in X 0.749 in

27X

8X

8X

27X

Protective Space Visual Composition

Protective Space Visual Composition

6.25X

2X

6.25X

2X
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The Brand in Action		  The Brand in Action

ARIPO genuine engaging experience translates more  

precisely by the emergence of Africa as tomorrow land.  

ARIPO stands as a gateway connecting the world to Africa 

and bringing the possibilities of tomorrow into focus. An 

engaging experience that creates change and sparks  

energy to iniciate new things

To support its visual identity position, ARIPO has enable 

engaging visual experiences in order to  reflect the  

rejuvenation of the ARIPO’s identity evolving through the 

evolution and implementation of color and form.

The following guidelines will help foster greater understanding  

of how to bring ARIPO’s brandmark to life by using the 

right visual elements across applications.
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3.1 Letterhead. Primary
The letterhead represents an important part of the identity system, given ARIPO high-profile and high-visbility across  

internal and external communications. Its clear, consistent and unique visual identity evoke ARIPO’s principles and  

mission statements.  The visual elements should always follow the same visual placement  and distance on the design 

plane. The value of (x) below is the reference point  applicable measurement  to ensure its proper print reproduction. 

Leatterhead size: 21.59 cm x 27.94 cm  | 8.5 in x 11 in
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The Brand in Action

3.2 Business Card and Envelop. Primary
The business card and business envelop are the first entry point and introduction of ARIPO visual identity system.  

As the leatterhead, both give ARIPO a high-profile and high-visbility across internal and external communications. Busi-

ness card has a dual visivility on front and back that display graphic and crucial information about ARIPO line of business 

and personality. Graphic elements, distance and placement have set guides and should not be modified by any reason. 

The value of (x) below is the reference point  applicable measurement  to ensure its proper print and visual reproduction.  

Business Card size: 8.89 cm x 5.08 cm  | 3.5 in x 2 in 
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3.3 Magazine. Front and Back Covers
Aripo Magazine is considered a crucial brand tool that allows ARIPO to showcase and communicat services, events and 

news towards its state members and general audiences.  Its brand visual and print reproduction should always display 

constant visual elements and structure. A master 2, 3 and 4 column grid element layout should always be used and  

cannot be modified by any reason.  Times New Roman should be use for headers. Calibri or Helvetica (T1) font  
families and font styles can be use for body copy, CTAs, captions using character and paragraph styles. Please refer to 

Primary and Secondar fonts section fo this manual.

ARIPO Magazine | Size (8.5” x11”inch. | 21.59 x   27.94 cm) Folded.
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3.4 Newsletter and Factsheet Template 
The newsletter and factsheet templates are brand extension communication tools (print or online) that allows cosintant 

communication efforts across ARIPO business needs. It displays brand elements and color that follow brand guidelines visu-

al structure and order. Visual elements: font size, font style, color and distance on header, body copy and footer should not 

be modified for any reason, image captions should always be display as shown below to create a coherent and cosnsitent 

look across all communication pieces. Its print reproduction should always display the corner size and shape curvature of 

(0.1667 in) on the right size. Template uses a secondary horizonrtal brand logo option to enhance its visual presence.

Newsletter | Paper size (8.5” x11”inch | 21.59 x   27.94 cm).

Aripo.pressnews.com | Become a Menber | Send a Release

© 2016 Press Release  11 Natal Road | Belgravia | P.O. Box 4228 | Harare, Zimbabwe.

October - December 2014

Lusaka Agreement establishing the African Regional Intellectual Property 
Organization (ARIPO) is to promote harmonization of intellectual property 
(IP) systems of the Member States. This includes but is not limited to, 
providing guidance on the development and review of national IP laws 
based on the relevant international IP treaties and conventions. These 
international instruments set norms and standards that seek to harmonize 
the intellectual property laws and practices of the contracting parties. 
Except for countries where international instruments can be enforced at 
the national level without domestication, benefits that could be derived 
from being party to an international instrument can be more realized 
when the provisions of such international instruments are incorporated 
into the national law and domesticated. 

It is against this backdrop that ARIPO seeks to promote ratification, 
accession and domestication of international instruments in its Member 
States, especially those that are significant in the development and growth 
of creativity in the Member States. One such instrument is the Marrakesh 
Treaty to Facilitate Access to Published Works for Persons who are Blind or 
Otherwise Print Disabled. 

During the Thirty-eighth Session of the Administrative Council of the 
African Regional Intellectual Property Organization (ARIPO), which was 
held in Victoria Falls, the Republic of Zimbabwe from November 17 to 21, 
2014, several far-reaching decisions that will help the Organization to carry 
its mandates and play a pivotal role in the development of the IP system in 
the Member States in particular and Africa as a whole were made.  Sixteen 
Member States of the Organization participated in these critical decision 
making process.

 Editorial | ARIPO Magazine Vol 4 No 4

Groundbreaking Ceremony On The New Proposed  
Extension Of The Aripo Secretariat.

Newsletter

Factsheet | Paper size (8.5” x11”inch | 21.59 x   27.94 cm).

Aripo.pressnews.com | Become a Menber | Send a Release

© 2016 Press Release  11 Natal Road | Belgravia | P.O. Box 4228 | Harare, Zimbabwe.

What is a Trademark? 
A Trademark constitute any sign that individualizes the 
goods of a given enterprise and capable of distinguishing 
such goods from the goods of competitors. Thus a trade 
marks should:

    Individualize a product by indication of source to the 
satisfaction of the consumer, and
    Clearly distinguish the goods of one enterprise from 
those of other enterprises.

A Device Mark is a sign used to distinguish between the 
different services such as security companies, insurance 
brokers, employment agents, cleaning companies, funeral 
undertakers, etc. The provisions of Service Marks apply 
Mutatis Mutandis to those of service marks on registration, 
renewal, cancellation, assignment and licensing, etc.

Collective and certification marks are marks used to 
indicate the affiliation of enterprises using the mark or 
which refer to identifiable standards met by a product with 
which a mark is used. A collective mark usually belongs 
to an organization or an association with its membership 
entitled to use such a mark while the association itself is 
entrusted with quality and standard control. The collective 
mark serves to inform the public particular features of 
the product used in connection with a given mark and 
could therefore be instrumental in the protection of 
consumers against misleading practices. The certification 
marks are used only in connection with defined standards. 
The difference between the certification mark and the 
collective mark is that the collective mark is used by a 
particular enterprise or members of the association while a 
certification mark may be used by anybody who meets the 
defined standards.

Trade names are generally names, terms or designations 
specifically designed to identify and distinguish enterprises 
and its business ventures from those of other enterprises.

Geographical indications are expressions signs indicating 
the origin of the product or service. The origin indicated 
under geographical indications will always refer to a 
country, region or specific place.

Geographic indications are commercial designations comprising:

a. indications of source 
b. appellations of origin

Indication of source comprise denominations expressions 
or signs indicating origin of a service or product with refer-
ence to a country, region or a specific place (village, etc.).

An appellation of origin in addition to indications of a 
country, region or specific place will also include the 
characteristic of qualities attributed to geographic environ-
ment and other natural and human factors associated with 
a particular product and service.

The following expressions, denominations 
or signs may constitute a trademark.

• “Words” include company names, surnames, forenames,
	  geographic names or any other words or set of words
• “Letters and Numerals” these include one or more letters
	  or numerals or combination thereof.
• “Devices” These include fancy devices, drawings and symbols.
• “Coloured Marks” These include words, devices and any
	  combination there of in colour.
• “Audible Signs” These include sounds transcribed in 
	 musical notes or other symbols. e.g. The cry of a cow.
• “Olfactory Marks” These are marks associated with a
	  certain fragrance for recognizing the goods by a smell.
• “Invisible Signs” Examples of invisible signs are those that
	  can be recognised by touch ie a sun ray or moon, etc.
• “Three Dimensional Signs” These are marks indicating 
	 the shape of goods or their packaging.

ARIPO Services

           >> 

           >> How To Apply

           >> Copyright

           >> Trade Marks

           >> Utility Model

           >> Industrial Design

           >> Patents

           >> Traditional Knowledge

Factsheet 
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3.5 Brochures
INTA brochures display and showcase different ARIPO information and comunication needs. Vsual elemnts as brand 

color and font families and style should not be modified: Times New Roman should be use for headers. Calibri or  
Helvetica (T1) font families and font styles can be use for body copy, CTAs, captions using character and paragraph 

styles. Print panel colors should follow primary solid brand color and tints. Solid color at 100% saturation (dark blue) 

and 20/30% gray for alternating panels. All brochures should use Primary logo and fonts. Refer to brand primary logo 

and font sections of this manual for specific reference.

INTA-Pocket Brochure | Size (43.18 cm x7.62 cm | 17 in x 3 in) flat. 

INTA-Register a Mark Brochure | Size (35.56 cm x 21.59 cm | 14 in x 8.5 in) flat. 
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3.6 Exibit Styles
Tradeshow exibits and  other displays are crucial elements of ARIPO brand communication efforts. Its graphic structure, 

manufacturing materials and dimensions may vary according to specific needs. Dislplays should always use the ARIPO  

primary logo and primary colors. Refer to brand guide logo sections for reference and background color options.

Innovation

Engagement

Client Focus

Integrity

Accountability

Engagement

Integrity

Client Focus

 What 
can 

ARIPO 
do 
for 

you?

AFRICA

40 years of shaping the IP Landscape in Africa

ARIPO-Conference-Tradeshow  Grasphics| Size (610 cm x 243.84 cm | 240 in x 96 in)
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3.7 Digital Application. Website
The ARIPO  brand website was created as a respopnsive web design (RWD) site approach to fit all monitor screens  

and mobile devices thus taking in account different width pixel size, aspect ratios and screen resolution and  

other approches. Aripo primary logo should always be used on online efforts, unless a specific case where reduced 

space is not allowing to do so, then a secondary logo with (IP) insignia option can be use. Primary color and tints on RGB 

values are to be use and cannot be modified. Use web font ( ) Refer to color values section of this brand guide. Source 
Sands Pro font family and styles will be use for all web and app comunications.

Latest Post Services

ARIPO ATTENDS THE 6TH 
CHINA IP ANNUAL FORUM 
& 2016 ANNUAL CONFERENCE 

ARIPO attended the 6th China IP 
Annual Forum 2016 Annual Con-
ference, which was held from 
22nd to 24th January 2016, in 
Beijing, China. The conference 
brought together Intellectual 
Property Attorneys....

Read More ...

ADAMS & ADAMS (MOZAMBIQUE) 
VISITS ARIPO OFFICE 

A delegation from Adams and 
Adams (Mozambique) visited the 
ARIPO o�ice on 24 February 2016 
to learn about ARIPO’s opera-
tions and procedures. The two 
member delegation was made 
up of Mr. Elio Teixeira...

Read More ...

15
MAY

08
June

Read More

Aripo Services

Aliquam mattis ultricies dolor ac vulputate. Pellentesque lectus 
tellus, varius vitae est et, ullamcorper porttitor urna. Praesent tris-
tique tempor erat quis tincidunt. Sed elementum porta ullamcorp-
er. Cras mattis dui ac elit sollicitudin, eu rutrum quam pharetra. 
Etiam consectetur nunc vitae

Resources

Press Room

Newsletters - Magazines

Reports

ARIPO Events

Custmer Feedback

Lorem Ipsum as their default model text, and a search for ‘lorem ipsum’ will uncover many web 
sites still in their infancy. Various versions have evolved over the years, sometimes by accident, 

sometimes on purpose. Lorem Ipsum is that it as opposed to using.

Katee Nureen
Executive Director

Online Services

ARIPO  E-Service
ANDERSON RAY 
ZIKONDA LIBRARY TRAINING COUNCIL  Documents

Terms & Conditions Newsletter Member Area

We have 14 guests and no members online

About Us Services Resources Online Services News | Events Contact Uss

OUR PARTNERS

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 

Quisque ultricies vestibulum 
Graphic river molestie.

INDUSTRIAL DESIGN

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 

Quisque ultricies vestibulum 
Graphic river molestie.

UTILITY MODEL

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 

Quisque ultricies vestibulum 
Graphic river molestie.

TRADEMARKS

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 

Quisque ultricies vestibulum 
Graphic river molestie.

COPYRIGHT

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 

Quisque ultricies vestibulum 
Graphic river molestie.

TRADITIONAL
KNOWLEDGE

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 

Quisque ultricies vestibulum 
Graphic river molestie.

Clients

Member States

Latest Posts

Aripo attends the 6th china ip annual 
forum & 2016 annual conference 

Aripo attends the 6th china ip annual 
forum & 2016 annual conference 

Aripo attends the 6th china ip annual 
forum & 2016 annual conference 

Latest Posts Latest Posts

Aliquam mattis ultricies dolor ac 
vulptate. Pellentesque lectus tellus, 
varius vitae est et, ullamcorper porttitor 
urna. mcorper. Cras mattis dui ac elit 
sollicitudin, eu rutrum 

About 5 days ago 

ARIPO

•  About ARIPO

•  Member States

•  Legal Framework

Resources

•  ARIPO Academy

•  Anderson Ray Zikonda Library

•  ARIPO E-Service

•  Press Room

•  Announcements

Useful Links

 •  World Intellectual Property Organization

•  European Patent O�ice

º  Organisation Africaine de la Propriété 

 Intellectuelle (OAPI)

•  O�ice for Harmonization in the Internal 

 Market (OHIM)

•  The International Union for the Protection of New  

 Varieties of Plants(UPOV)

•  Community Plant Variety O�ice (CPVO)

•  EURASIAN Patent Organization

• The Association of Southeast Asian Nations (ASEAN)

• International Trademark Association (INTA)

• International Association for the Protection of   

 Intellectual Property (AIPPI)

• International Intellectual Property Law 

 Association (IIPLA)

• International Federation of Intellectual Property   

 Attorneys (FICPI)

•  Inter-American Association of Intellectual Property

Stay Informed

Subscribe to our newsletter to receive the 

lastest news & publications

e-mail

Subscribe

Copyright © 2016 ARIPO. All Rights Reserved.Designed by Netcom Zimbabwe 

ARIPO. Website| 1280 x2500 pixels

ARIPO. Desktop| read specs above

ARIPO. Tablet| read pixel specs above

ARIPO. Mobil Phone| read pixel specs above

iPhone 6 plus 414 376 Android 360 640

iPhone 6 375 667 Android Tablet 768 1024

iPhone 5 320 568 Web 1920 1080

iPhone 4S 320 568 Web 1240 800

iPad 768 1024 Surface Pro 3 1440 960

iPad Pro 1024 1366 Surface Pro 4 1368 912
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3.8 Media Kit. Promotional items
Promotional items are part brand corporate identity communication programs. Its is  a unique manner which ARIPO 

presents marketing and communication efforts to the public though promotional items that will help enhance their 

brand visual efforts among conferense and tradeshow participants. Items and material may vary according to specific 

needs. Primary and secondary brand logo usage can vary. Always use primary color and tints. Refer to specific sections 

of this manual for any questions.

Notebook | black 14.5 cm X 21.5 cm - Brand Primary logo applied on stripe

USB drive | Blue color. Logo revesed on white  | Decal or seelk screen

Pen  | Blue color. Logo revesed on white | Seelk screen 

Polo Jersey-Pocket | White - Brand Secondary logo- vertical

Polo Jersey- No Pocket | White - Brand Secondary logo- vertical
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3.9 Utility Vehicles.
Utility vehilces are a crucial part of the brand image of ARIPO since vehicles are direct and mobile contact 
with the general public.  Vehicles will use Secondary Brand logo option with descriptive tag. 

Color and form should not be modified for any reason. Platic flexible detachable magnet should be use to reproduced 
the secondary logo and attached to car or truck.

Utility Vehicle- Pick up Truck | Use secondary vertical logo with description

Utility Vehicle- Small Sedan | Use secondary vertical logo with description
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3.10 Building Signs
Building signs are to be produce as high-quality, custom signs. Color, typographic treatments, font family, font style  
(Calibri-bold). Vertical and horizontal dimensions should not be modified under any circumstance. 

CAFETERIA

Signage | size (17.78 cm x 6.35 cm | 7.0 inx 2.5 in ). Use Secondary Brand logo with Insignia (IP)-Horizontal

CONFERENCE ROOM

CONFERENCE ROOM

TRAINING ROOM

TRAINING ROOM

MAIN LOBBY

MAIN LOBBY

CORPORATE OFFICES
ZIMBAWE

CORPORATE OFFICES
ZIMBAWE

LIBRARY

LIBRARY

CAFETERIA

CAFETERIA



About ARIPO  

The African Regional Intellectual Property Organization (ARIPO) is your bridge to opportunity,   whether you are the  

creator of new ideas and products, or a company that wants to sell ideas and products on the continent of Africa.   

Established in 1976 ARIPO is dedicated to promoting and protecting intellectual property throughout Africa.  With a 

membership of 19 nations, ARIPO is headquartered in Harare, Zimbabwe, ARIPO serves its members by providing  

access, driving revenue, protecting intellectual property, and creating opportunities for business and  development.   

For more information, visit www.aripo.org or contact fsantos@aripo.org 

African Regional Intellectual Property Organization  (ARIPO)

	 ARIPO Office

	 11 Natal Road, Belgravia

	 P. O. Box 4228, Harare, Zimbabwe

	 Tel: (+263) (4) 794054/65/66

	 Mobile: (+263) (0) 731 559 987,  

	 731 020 609,  (+263) (0) 715 837 323

	 Fax: (+263) (4) 794072/3

	 Email: mail@aripo.org 

	 @ ariposocial

	 Website: www.aripo.org


