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Abstract: Visual identity is anticipated as the imagery and graphical information that expresses how and what a brand is
and how to differentiate it from all the others products designed.

This research suggests an ideal course to be taught at university of Omul Quora University, college of Design and Arts to
develop a sustainable long-life transitions helping Saudi society progressive life ,and enhancing Saudi national products
packaging design, screening a sample of one introduction meeting and seven lectures main titles in content to be developed
through twelve weeks of teaching a university higher education semester and giving sample examples for international
startups that form the new Saudi world.

Teaching visual branding as an important major Describing everything customers can physically see or use in product

future.

Keywords: Visual identity, Visual design, Visual branding, Society impact, long life transition.

1 Introduction

Visual identity is defined as the imagery and graphical
information that expresses what a brand is and how to be
differentiated from all the others products designed.
Teaching visuals and design branding is as an important
major, from logo to the interior design of a home or a store.
Explaining How every design has a set of characteristics,
description, or direction showing name or aspects of their
personality and appearance — that make them memorable
and recognizable to others as a clear visual identity.

Having a well-defined identity is important not only for
human beings in society but also for brands and enterprises.
how can anything be recognized without an image? A
visual identity should be seen as a priority in any business
plan or strategy. When well-developed, the process of
astonishing and adapting customers becomes easier. When
the visual identity is deficiently poorly developed, but
nobody will value your business.

2 Visual Identity Definition

Visual identity is a combination of several graphic
and visual elements that, together, create an atmosphere

around a company. It involves even those aspects about you
that are not your favorites, but are part of the set that makes
up your disposition, substance: you have a name and an
image that are only yours, that distinguish you from
anybody.

The set of aspects that brands the visual identity goes
yonder a business card to attract possible clients in an
aesthetically artificial aspect: think of it as basically the
“personality” of a company synthesized and exposed to the
world. That’s why the better and direct strategy, the more
space the brand wins in the consumer’s day-to-day
life. Some companies develop their visual identity so well
to the point of being recognized only by their colors. Others
are recognized by the elements that make up the expansion
of a visual identity are logo, letter formatting, and hue
promotional materials (flyers, posters, andbillboards, for
example) and, more recently, elements of social media —
such as images of posts, avatars, and cover pictures.

3 Importance of Visual Identity for a Brand?

As a sample, red background with a white logo, a little red
ball next to a yellow-orange one, the letter M in yellow
applied under a red background. If you thought of Coca-
Cola, MasterCard, and McDonald’s, you have just proven
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that the investment in a good visual identity is a great
strategy for reinforcing brand gratitude. If not, sure you
would have immediately recognized them if you had seen
the images somewhere out there. With time, that identity
will earn a little space in the consumer’s brain,
transforming the choice process (favorable to the brand) in
something almost automatic. Subjectively, the visual
identity is responsible for producing a strong sense of
identification, trust, belonging, and engagement with the
brand.

4 Designs Thinking in Education

All forms of professional design education can be assumed
to be developing design thinking in students, even if only
implicitly, but design thinking is also now explicitly taught
in general as well as professional education, across all
sectors of education. Design as a subject was introduced
into secondary schools' educational curricula in the UK in
the 1970s, gradually replacing and/or developing from
some of the traditional art and craft subjects, and
increasingly linked with technology studies. This
development sparked related research studies in both
education and design.

In the K-12 education sector, design thinking is used to
enhance learning and promote creative thinking, teamwork,
and student responsibility for learning.a design based
approach to teaching and learning has also developed more
widely throughout education.

Design thinking can now be international bachalouria
schools across the world, and in maker
education organizations.

S How to Teach Visual Identity

It’s a society requirement in developing work and
environmental aspect of creation and changeable society.
teaching visual identity to learners get them to develop their
own vision of who they are and what is needed for personal
development and carrier steps of personal branding not just
products but intellectual findings through Your brand’s
visual identity is its style, translating brands into
experiences.

If brands are people, then visual identity is the walk, the
talk, the clothes, and the hair, he told us. Does your brand
crosspiece down the street, throwing long black hair and
rocking a peacock black jacket, or does it somberly stroll in
a well-tailored suit? Maybe you decided—instantly—that
the amazing persona was interesting, while the well-tailored
suit was competent and mature. That’s a first impression
working its magic.

The master ingredient, added, to startups from what is
known, and let brand evolve from a core, steadfast
understanding of your mission. “Your visual identity can
mature with a symbol or icon later. And maybe sometimes
it’s good to give your brand some time to resonate, find its
path forward, and understand where your end goal is.”

Some of those following pop up questions come to the
design learner mind:

e I[s it portraying a trustworthy environment?

e I[s it providing immediate value to my customer?

e  What can what can be done to get them to want to
learn and discover more about my brand?

e How can a design communicate a message with
the least number of words?

e  What words can a picture translate into images?

e How minimalistic can a design be and still deliver
the message that need to be convey?

Steps of teaching branding as a key of visual identity.

No. Main Content Models and

means of steps example
taken in
lectures

introduction | Visual There  are
identity, The concepts | more
brand, of visual traditional,
and identity, brand, | modern,
branding: and daring, or
what are | branding can conservative
the main | be logos, and
difference | confusing. As you better
s? much as they | believe that

are within the | all these
same spectrum, | variations
their meanings | say a lot

are not similar, | about a
and it is very | company.
important  to | On the other
learn how to | hand,
differentiate branding is
one  concept | a word that
from the other. | defines an
The brand of a | entire

company is | strategy and
basically  its | the

logo. It is | management
possible to | efforts that

unfold the | go beyond
word and use it | the logo and
with other | visual

meanings — as
we did in this

identity. It
refers to the

post by | whole
defining  the | process of
brand as a | strategy
company, for | developmen
instance. But | t, planning,
when it comes | and the
to design, we | creation of
are talking | concepts.

about the logo.
A business’s
logo is the
visual
representation

© 2022 NSP
Natural Sciences Publishing Cor.



Inf. Sci. Lett. 11, No. 2, 581- 587 (2022) / http://www.naturalspublishing.com/Journals.asp

£ 5D\ 53

your business.

Then the story
should  sell

the story. At
the core of
this  visual
identity are

of who it is and
how it wants to
position itself
in the market.
! ?)’Vhat o Princeton A bad first
rand . .
researchers impression
found that | is hard to
seconds, shake,
people form | especially
judgments when you’re
about the | competing
likeability, against
trustworthines | millions of
S, contenders
competence, online.
attractiveness, s
and It’s clegr a
aggressivenes strong V1sugl
s of faces in ¥dent1ty 18
photos  they important,
were shown. but vyhat
exactly is a
What visual
judgement identity?
will  people | And how do
form  about | you create
your brand in | one?
the first 0.1
second of
exposure?
“With that
reaction
time,” stated
marketing
expert
Leonard Kim,
“you need a
clean and
crisp  visual
representation
of your brand.
Otherwise,
people  may
associate your
brand  with
being cheap,
unreliable, or
even
untrustworthy
2 gefine Part of .
our . Visual
Brand building your identity
Elements branq 'S should
learning  to amplify the
convey  the intended
values .and message  of
personaht.y of the brand so
your business you want to
through the learn more
visual and follow
el;ments you along with
align with

customers your brand
into why they ingredients:
shopld fio logo, colors,
business W’l’th type, and
your brand, imagery.

Color “Your  color | If you have
needs to fit | a financial
what you are | product, you
trying to | may want to
convey,” Kim | incorporate
said. “If | greens and
you're golds.”
promoting a | Research
luxury suggests that
product, you | between
may want to | several
use  blacks, | persentiges
golds, and | are based on
silvers. color, but
In Adobe | don’t let
Spark, our | yourself get
tool starts | overwhelme
with just one | d—just keep
color, it simple to
detected from | start
your logo or
chosen
manually,”

Matthews
explained.
“Then we
apply  some
similar ranges
of color so
your content
will look
consistent for
different
purposes and
across various
marketing
surfaces and
platforms.”

Logo. Your logo A logo can
needs to | be a
convey what combination
you do and | of your
have imagery | color
that sticks | palette, type,
into the minds | and design.
of the people | A logo can
who see it also evolve

as your
identity
evolves

Type Beyond what | arrangement

the words say,
the scale,
font, and. A
funeral home

of your text
impact your
visual
identity
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that uses a service. It incorporates who the company is, how it
playful,  hot positions itself, how it sees the world, and how it wants
pink,  comic to communicate with clients — very similar to the way we
font will described visual identity. However, branding goes far
;gltlj;ltsi‘;l beyor}d graphic elem.ents. o ' .
customers consistency of a design graphic image for an identity.
who are
grieving. sequence | Must do How to be / content
Even the best- 1. More One of the most important tasks of
known brands effective visual identification. It will be
out there— memorization | easier for  your  recipients
such as to remember who you are and what
Facebook and you represent if you consistently
Apple—tend communicate with them with
to keep it materials which are based on the
simple same style and character.
6 Consistenc . . , Even the smallest, not analyzed
y And _Whll? v isual | Once you’ve changes (for example of the colors
Velocity identity aims to |- caught ,the that define your brand) cause that
Are Key create an | customer:s "something does not match" in the
emotlon_al attentl_op, eyes of the audience. They do not
connection the gblhty_to have to be fully aware of this, but
with . ’a retain hlm they will feel it on the emotional
customer, It's | means being level without a doubt. And this can
just the initial | clear on the disrupt the process of easy
catch,Value _ valge you memorization.
can come in | deliver and
many  forms: coqs1st§ntly 2. Better What makes it easier for us
customer delivering recognition to recognize some people? External
service, the | on . YS“r appearance, posture, the tone of
proq uct you | promises. their voice, behavior. Each of us is
deliver, or the . L
aset of specific characteristics.
content  you You can easily recognize people
create that Y g beop
engages your you know through the prism of
. these elements. Sometimes,
audience. however, it is enough that the
— person changes the color of the
7 Practicing hair, or dress a bit differently and
The next step | know that it you can easily not notice this
is to carry the | can be person.
experience difficult to Slmllarly with brands‘.T'he change
from end to | keep up in the color of your hair is a matter
end.  “We're | with the of personal preference, but you
trying to | velocity that have to wa_ltch out for thl_s kind of
empower our | today’s changes in the materials that
users to create | social media represent your brand. They may
visual  brand | environment seem small, but every detail is
consistency demands.” important. If they are really
necessary, you should know how
to carry them to fit the whole (our
. . puzzle — your brand). Identification
6 Who would benefit from learning it? should stick to one pre-determined
direction. Otherwise, you can make
Saudi society benefits of the new human branding so fare in it difficult  for  recipients
developing small businesses Without a well-defined to recognize you.
branding, it is a possible created Arabian identity, because 3. Higher trust | Observing what we see,
An organized | we evaluate, draw conclusions,

it is the branding that determines the grounds of the brand.
Therefore, it defines the spirit that will guide its visual
content. When you develop the set of visual identity,
branding, and brand strategically, it is much easier to insert
and establish your company in a marketplace naturally,
winning loyal clients and promoters of your product or

look?
Organized
company.

analyze what we can expect. This
applies to your potential customers.
They see how you look "from the
outside". When all materials
representing your product or

© 2022 NSP
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service are "on the same note", at
the same time they see an
organized, serious brand. And this
brings them a promise that it also
everything "inside" works well,
just like in a Swiss watch.

Of course, you have to take care of
it yourself, but it is extremely
important that your recipients have
the chance to trust you. An orderly
and consistent visual identity
definitely increases this probability

4. It's easier | If you consistently follow the same
to reach rules when creating new materials
specific promoting your brand, you also
people take care of reaching the previously

determined target group. as a
bussiness thing.

By taking care of coherence of the
visual identity you gain in the eyes
of your target group. Even if today
some of them do not want to buy
what you offer, you will probably
soon convince them thanks
to consistent communication.

5. Better A consistent visual identity is also
experience a great facilitation for your clients
for your | in many situations. For example, if
clients you run a transport company that

takes care of the uniform
appearance of vehicles (regardless
of the model), you will facilitate
the use of your services, because
no one will confuse your fleet with
any other. It may be crucial in
many life situations of your clients.

Cooperation ~ with  the same
designer or team— this is the
simplest solution to ensure

consistency. The fact is that when
designing visual identification, the
designer reflects his way of
thinking to some extent. When you
keep working with the same people
that were responsible for your basic
branding elements, it is much
easier to add "next chapters" to the
story of your brand and what it has
to offer. In practice, it saves your
time and money with the benefit of
your brand's consistency

7 How does branding and brand identity work
together?

When you define the missions, values, objectives, the target
audience or the keywords of a brand, you are creating the
foundation of branding. The brand identity is the visible
face of the same brand. That’s why you must be sure that
the face of your brand represents everything in a very
distinctive, memorable and professional way.

Brand identity is the set of characteristics that define the
values and mission of your business. The company logos,
product design, and ethics of your business
The objective of using all these visual and corporeal
rudiments is to create a positive imprint on your clients.
The brand’s identity also:
e Provides a unique feel to the products.
e  Show your clients who are you and how to solve
problems.
e Conveys the things you want your clients to feel
when using your products.

8 Being practical: What’s a logo?

The logo is a visual representation of branding. It’s the
graphic symbol of your brand. To stand out from the rest,
it’s important to invest time and money for your design. In
the end, this is your graphic identity. By doing this, you’ll
get a professional visual presence. And it will give
coherence to all the other platforms of your business when
it comes to visual look.

The objective of creating a good logo is that you must
identify the business in a way that is recognizable and
memorable in the minds of its users.

A practice example from reality is The IKEA logo, as it can
be seen in the image above, has changed a lot with the
times, but it remained constant since 1967. Only changing
its colors and keeping the shape with the type font. The
combination of blue and yellow they use today, means trust
and reliability. But also, friendliness and affordability.
Together with the rounded and black font, and the oval
frame, gives the impression of it being a strong, well-
positioned and inclusive brand.

9 Results

Teaching university level young society art educators starts
shaping the long-life experience and getting ready for work
life supporting their own income and startups, developing
own visual identity is not just a course to learn but just a
start of a long way of updates coming to new Saudi society
and friendly community. enjoyable class was designed to
fulfill a community need for development.

© 2022 NSP
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Examples of branding, brand and visual identity to be given

Jamie Oliver has a

in curriculum content. 3.- Jamie fairly  complete
Oliver style guide for its
Sample logo discretion branding,  brand
example and visual identity
1.- Skype Skype is a clear MASS: PHOTOGRAPHY that ~ covers the
example of how e location ~ of  the
branding,  brand " logo in all its
and visual identity . . . kitchen
come — — products. The
together. They . . - company also
have launched X includes a wide
anew logo, a more e pallet of colors
stylized  version with each color,
that represents the ordered by the
look & feel of the product in which it
Microsoft ~ Logo. must appear.
This design forms
part of a great | | 4~ Herban  Kitchen
transformation Herban has a unique pallet
Sk e phase because the | | Kitchen WERET of colors  and
company has also tex_fiures in its ityle
changed the design : guide. These
of its website and e ‘ﬁ* guidelines help by
mobile app. not only showing
The webI;Ii)te’s new {IOVIV( t]ile 1<;g0 l;’Vill
design tries t " ook, but also, how
offerg mor?: R L ﬂ* different the
flexibility, allowin T company’s  outer
g its users to facades will look
personalize the for any potential
platform with client
many different : The picture, color
colors or by adding | | -~ Urban and also voice tone
emojis to  the Outfitters appear in the brand
conversations. guidelines,
2.- Spotify’s style inspired in
Spotify guide might look California by
basic and green, Urban  Outfitters.
but the brand is But the company
more than just its isn’t afraid to
lime green circle include
logo. The pallet of information about
colors of Spotify their ideal Muslim
= includes three consumer and the
color codes, while brand’s beliefs.
@ e e the rest of the 6.- Love Love to Ride is a
guidelines of the | | toRide bicycle company,
= company’s brand the variety of
e is focused mainly - | colors they use in
- on the variation of their style guide is
T e the logo  and Visually )
- cover. The  style = pleasing. The
es;;onfy e 6 guide of tzlhe brand  guidelines
’ ' ' branding,  brand include nine color
and visual identity codes and tons of
of Spotify lets you logo and
download an icon background
of its logo, so it’s details.
easier to represent
the brand without
having to make it
by hand
© 2022 NSP
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7.- In regards to its
Netflix public brand
assets, Netflix

J— mainly focuses on
the treatment of its
NETFLIX' NETFLIX logo. The company
offers a simple set
of rules governing
- the size, spacing,
and location of its
N -m famous uppercase
typography. As
well as a unique
color code for its
classic red logo.

8.- I Love Despite their
KSA famous simple
shirts, I Love

Riyadh also has a
style guide for its
brand. The

company starts its
guideline with a

detailed
explanation of its
mission, vision,
history, target
audience and voice
tone.

The style guide of
9.- the University king

Universit Saud in Riyadh is
y of king more an art album
saud than a traditional

marketing guide. It
shows you dozens
of contexts
available for the
use of this school’s
logo, including
animation

10 Conclusions

The objective of creating a good logo - visual identity - is
that you must identify the business in a way that is
recognizable and memorable in the minds of its users.

A practice in university course level can bring out the best
in a learner mind and teacher intentions for a creative styled
content an example from reality is a blessing, as it can be
seen in the images for course content, changed a lot with
the times, but it remained constant since 1980’s. Only
changing in colors and keeping the shape with the stilling
type font, friendliness and affordability. Together with the
rounded and black font, and the oval frame, gives the
impression of it being a strong, well-positioned and
inclusive brand. references used in this research paper are
only what was used in the course content not the basic
definitions and source for the relevant writing’s.
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