


VAT A LONG, STRANGE I
iI's beew.

Friday lce Cream started with a simple idea: make everyday feel like the weekend. Founded by Mohamed Gomaa El-Shoury
in a small Egyptian town, it began as a family business making handmade ice cream for the local community.
Over the years, what started in a village freezer grew into Egypt's largest ice cream factory — producing hundreds of millions
of pieces every year. But through all the growth, one thing never changed: our love for fun, flavor, and the little joys of life.
Today, Friday lee Cream is a staple in homes across the country — a symbol of happiness, shared moments, and sweet
breaks from the ordinary.
We don't just sell ice cream. We scoop joy, chill stress, and sprinkle good vibes everywhere we go.




OriGN € CRowN

Founded in 1970 by Mohamed Gomaa El-Shoury, Friday lce Cream began as a small, handmade operation in a rural
Eqyptian village. With dedication, innovation, and a love for community, it grew into the foundation of Gomaa Group for
Food Industries. In 2020, the company launched its largest ice cream production facility in the Middle East, located in

10th of Ramadan City.




-Annual Production: Over 00 million pieces of ice cream annually.

‘Lhocolate & Sauces: 3,000+ tons of chocolate and 900+ tons of
sauces produced per yeor.

‘Facility Expansion: Ongoing development of a new production and
storage complex spanning 36,000 square meters.



*30+ types of ice eream in-:lu&ing sticks, cones, cups, and
5.

»Signature flavors inspired by local culture: Knafa
Pistachio, Hazelnut Chocolate.

oIn-house dtvrl-npm&ni of sauces and coatings.

-Pa.:l:nging and flaver innovations focused on Pln}rfu]ntu
and variety.
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the most loved and iconic ice cream brand in

[ 1 ] 1 ] | | ]
Egypt and :.*:.":.-'.'.t::d. .'-pmu:_hr:r:; smiles with every scoop and

leading the way in joytul innovation
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Voee 8 Use (EXampLe apPlcAnoNs)
ON S0cAL MEdA:

ON PrcAGiING:

IN Ads:



SUG6ESTES TAGUNES

*"Scoop the Weekend.”
'"]u'y in Every Bite."
f“ﬁ‘ ¢"Freeze the Fun."
| o"Lick the Stress Awuy."
*"Taste the Chill"




+Simple Pleasure

*Jce Cream First,
Worries Later

*Fresh
Youthful
*Sweet-hearted

+Kind-spirited
*Creatively Bold
. Camfnrﬁng




- i
LWe aren't too sericus — life's ﬂlrtn&}r full of that.
2.We don't do boring flavors or cold, corporate talk.
. ® 3. We're not here to impress, we're here to delight.




* Warm
Playful
*Cheerful
eHonest

e Youthful
*Easy to love

*Never boring
eFull of flavor
*Always smiling
*Light, not loud
+Kind, not cold

eWeekend in a sentence

A



OUR (ANGUAGE ANd
€ HUMOR 1S

'Simple, Pluyful & Full of Flavor
*Relatable & Friendly sLight-Hearted, Never Forced

*Egyptian Heart, Global Smile




'PLI.HE

*Light wordplay
'Feel-gnnd jokes

. IEE‘ credimn me’mphnrs




'i‘

Dry corporate language

Sarcasm that could offend

Overly trendy Gen-Z slang

g Complicated metaphors \
[ .




N SHORT:
SOUNd L€ YOUR HAPPY -
wce:EWwa-clhll,em
Mid MWAYS UP FOR A TREAT.

” -







'C].E"‘U"El‘

5 Cheelcy
* Witty
*Smooth
' sEffortless
r ‘ eWell-timed
y  Playful
Lo L 4 +Subile

'Nuiurully funny

ot *Hits the spot *







. Cringe

e Awkward

«Off-brand

*Try-hard *Too much
*Unfunny
. Heuv]r-handed
*Overdone

Distracting

eInappropriate

*Takes away, not adds

sFeels ir.']r.y

({\('\










TeEVs @ Youns AdUTS (13~25 Yeans)

«Love 'l'r}ring new flavors and fun Pucknging.

'Hecur]r users of social media ﬂnsl:n-.g':nm, TiIl:Tﬂll:},

*» Voice should be relatable, chill and upbeu'l.
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. . Tl'lﬂi 1Ce CIr'edInl As an I'IL'EI.PIQ frnm ID‘I.I.".'.I.'D.I' h

*Seek walue for money, freshness, and aesthetic

VN e e R




Famlics (30~45 veans)

*Parents lunking' for affordable, quuliiy treats for
their kids.

-.ﬁppreciul'e trust, h?g'itne, and local Pri-de in
foiling







Our loge isn't just a bunch of letters — it's the heart of who we are.

That plﬂ}rful 51::1115]1, the juicy curves, the beld blue pop.. it s so FIiElEI.'F’.

7 ICE CREAM ——



= CE CREAM——



P CREAM——




For prini



How not to treat our loge.

Our loge is fun, playful, and full of good wibes = let's keep it that way!
Heres a quicl: list of what never to do with the FRIDAY Ice Cream lngn:

L. Don't tilt the lu-gu

2. Mo shadows, glows, or fancy effects

3. Never erase parts of the letters

4, Don't remove TCE CREAM or the two lines

(

5. Don't remove the splashes around the loge — ILE CREAM ——

(

& Don't fhung'e the colors

7. Don't squeeze the ]c-gc- into iigh’c spaces

8. Don't place it over busy, noisy backgrounds S ICE CREAM ——







Headline foNT ~ ceRoll
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Body Font — Josefin Slab
Meet Josefin Slab Bold, our secondary English font

for body text and captions.

It's elassie, erisp, and adds a scoop of sophistication

to all the playful chass.

Why it's the perfect sidekick:
Weat and structured (but still full of charm)

Ena]r to read in amall sizes

Balances out the energy of our headlines Fﬁdﬂ?
Gives our content a smart yet friendly tone :
: ¥ AﬂBLCﬂDdEEFngI‘ﬂlL Secondary English Body
g’; A, S]"JZE“*H&:"'. " TRk e ]lKLLleNnOHPPOqRI Copy and Captions Font
ody copy, product descriptions, captions, teotnotes,
i o eiraacost S SsTtUuVvWwXxYyZz Suoshin SLL i

T — 1234567890
u;iuhltt, undm:::u]l; FEID.;;"I".E G !@#$ % A &*( ) _ +!-. "



ARabic HEAdlinE (ONT ~ D6 6€bO
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ARAbic BO4Y (ONT ~ AL MAWASH SHATT AL~ARAD

When it's time to tell a full story (not just shout it
from the rooftops), we use Al Mawash Shatt Al-Arab
— our secondary Arabic typetace for body copy and

captions.

Why we love it

It's clean, legible, and super easy on the eyes

It carries the tone of our brand - friendl:.r but still
confident

It works perhcll}r for deac:iptinnl, app SCreens, ard
small print without losing our playful vibe

Whether we're sharing a fun fact about flavers,
giving app instructions, or adding cheeky footnotes -

Al Mawash Shatt Al-Arab keeps the voice of FRIDAY
speaking clearly and stylishly.

Think of it as the cone holding the seoop = it supports

the sweelness without stealing the show!

syl

ey e e =L =Y =N AV
e o p S
FFEATVAS.

!EHS?E‘”I-*[}-# *—+.

SEcONJARY Aabic B04Y COPY Mid
CAPIONS (OnT

AL MAwasH SHATT AL~ARsb



TYPOGRAPUY SIYLE

Cur type system brings energy and clarity.

“English:*
Headlines use our bald, playful leersll” font to

stand out. Body text is clean and earsy to read with

Josefin Slab.’

**Arahbie:**

Headlines use the bold and t'::ien:ﬂ}r ‘DG Bebo.
Body text stays clear and smoeth with "Al
Mawash Shatt Al-Arab

i iid 11 i 5 1 i i
Together, they keep our tone joyful, modern, and
always easy to read.

BODY COPY HEADER

Enl:].}r Copy lorem i|:-|1.::|:|:|. dolor =it amet, consectetar

-:.l:]i'p:i.ll::i.'n.g: elit Maouris tincidunt onte enim, o mattis
telluas Tulpu’m'l:r et Ft]ltn’cﬂqut ac vestibulum ougue.
Duis ornare urno eget libero mollis, vel commodoe
lorem moximus. Etiam ut bibendum :|:|.'i.-||, bibendum
rutrum nibh Mulla egestas, nulla vel molestisurnao.

" o gl g ] gl e gl g s ] g
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Sky Pop Friday Blue Midnight Swirl Milky White

I.ig]:i. Fresh. Feels like A bold, ru}rul vibe that Dup, rich, and uad]r ta : at sas The blank canwvas that
that first lick of your says were the cool kids” anchor the fun. ! lets every other color
faworite flavor. shine.
C=43 M=2Y=2 K=0 C=89 M=74Y=0 K=0 C=100 M=95Y¥=22 K=10 C=0M=66Y=2K=0 C=0 M=0Y=0 K=0
Hex #860D0EF Hex #3256A6 Hex #2A3275 Hex #F27CAD Hex #FFFFFF
RGE 134, 208, 239 RGE 50, 86, 166 RGB 42, 50,117 RGB 242,124 173 RGB 255, 255, 255
H5B 198, 44%, 94% HSB 221, 70%, 65% HSB 234, 64%, 46% HSB 335, 49%, 95% HSB 0, 0%, 100%
CMYK 43,2,2,0 CMYK B89,74,0,0 CMYK 100,95,22, 10 CMYK 0,66,2,0 CMYK 0,0,0,0

Ink Type Process Ink Type Process Ink Type Process Ink Type Process Ink Type Process



OUR SPRiNKLE SQUAS

(aka: The Secondary Color Palette)

e i (Ers Y Phra rIIEIH:l Hi-: e A Hra !IEH:IS lFHJ ik o -:pc-uj s A Hee [ 5 Hia g ] (o dDARDHT
PGl i ] Fal Jak, 1157 L ] B, 57, A Fall JaN, 10, 17 !.I:I 3, T, 16 Gl a5, bl Lr ] 56 8, & L] k.1l M ] I8, S0, a0 Foll Ik 136 25
(5] 0, i, RS il H, EF, R HEl 15, Sirl, 40 HE I8, s, vl el i, i, =] 4. s, | ik il 47, s, 10 HER T, s, i, HER S, P, il L T,
ChITR 5ok B0 (o L S R | CMAE 43 7,06 [ R ] CWE I 00 b @ [ L R ] CRAE 008 W E LM L3 E (=), R CHWAE 4l
Ik Ty P ki T Pecrnl Tk Typs Prodsin Ik TgEs Fradel ikl Typs Fecacism InETypE Frode ki T Pececmt ik Typs Frodsin ik T Frasen il Ty Frcacim

Sl B 1 10 il Cn108 We T Vet i oS i o 1 K o] Bl Yo |l E=il C=81 M= T=1DE=2 o T Coddl W= d T il fn L7 Mimills =11 K=l Col et Yml =il Cm ] Med? Vrili =
s wrl S P L1 ] M [ gls-c] [ SIS o [EEe Ty (8 el iaCi Hee wu Ml Hira LAk (O aRRAAd

RGE 153, 8406k BGE R 3 MG [ TR 1] [ B TRT %1} ] RGE ek [ I T AT TN ] Boh BTN, D43 [ I TR A ] [T I TR N ]
T, T Ml 183, i, i Hi T, X, i 1] P i, EEE T, P, e il X, kil Ao HEE il SO, T HEl L, TH i (1] WKL, d, i
[ L L] R LA 454 ki = O TR R ] CWE &1, B IE.# L L BT Y CRE & 4200 vl T, L CEiTE  40kE @ (WE L L0

Ik Ty oo ik Tps Frocsi InkTvg+ Fraosl ik Ty Frcacesm Wk Typs Frooed ke T Pt ik Tops Proosin InkTops Frasen ik T Froacsam

If our primary colors are the ice cream...

these are the sprinkles, sauces, toppings, and surprises.

e EOEATES e il W i . L]

Ba e R e The extra flavor. The 'ch wow, I wasn't expecting that!” moment.
] FES LN b Hill 15, P, B

Lo L RIS T BN OB D EE LT

Ik Ty Frecs ik T Prcenl



50, WHAT 40 TvEY 407

Tl'm]r let us stretch. F'lu.}r. Get weird in the best way Pnui}:le.

Whether we're launching a limited-edition flavor, designing a
poster, or making your feed :crnllrrtnppingl'}r colorful — these
colors got our back.

WY TileY MATTER:

They expand our personality.
From bold reds to chill teals, 'lhe]r give us more moods to pln}r
with.

Tl'm]r add flexibili ty.

WI‘ can go ].D'l.'l.dtf, culmer, funl:ier, or EIESI‘.I.'E'I = depenchng‘ on ‘l:l'.I.E
me::nge.

T]ar]r work as accents, bnckgrnuncl:, or feature elements.

Like the n:lurry on top, or the unr:pecl‘ed swirl in the middle.




UsE THEM Wil

You want to add contrast without overpowering the core vibe.
You're crafting seasonal or cnmpuign-:Fecific content.

You want to feel like Fril:l.n}r... but on a Tuﬂdn‘_f.

These aren't just colors. They're our celebration toolkit.
Use them w:ise]y. Use them jn}rfully,
Just don't fargtl: — the party n]wn}rs starts with the scoop.




WY iteY MATTER:

Because bronding shouldn't be boring

These patterns help us turn anything into o Fridoy moment
= trom pockaging to posters to that cute cup you cant throw
away.

How T6 Us el (e SMART WaY):

Be ployful, but balanced.

A whole wall of watermelon pops? Fun. A logo lest in the chass? Mot
fun.

Let them support, not steal the show.
Use patterns as bockgrounds, accents, or bold dividers - but keep
wour hero {loge, headline, product) center stage.

Mix flawors, not confusion.
Clne pattern per space is cool Two i EE‘LEEL':.I'. Mere thon that? We're

not making a fruit salad

WHERE TeY SHwE:

Ice creom packoging sleeves
Social post backgrounds
In-store displays

Kids' kits, napkins, uniferms

Even your email focter [ves, really)

Se lp:inlzll them with love.
Use them where it feels rigl'.d'.

And always remember — theyre not just pretty graphies.

T]!I.I}I'"l'l the Frit:ln}r fltling... on repeat.
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These aren’t just patterns.

T]u]r'u the confetti of our brand - fun, bald, and
full of flaver.

Every rwirl stick, sprinkle, and pop in this
colleclion is made to make people smile before
'H!I.IT' even taste a 'Eh.'l.ng'.





















