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OUR STORY « BRAND VALUES & PERSONALITY ¢« LOGO « COLOR ¢ TYPOGRAPHY + TAGLINE & ICONS ¢ BG ELEMENTS « COLLATERALS « SIGNAGE -« VISUAL MIX « BRAND GLOSSARY « SOCIAL MEDIA

ABOUT FIl INSTITUTE & THIS BRANDBOOK

The Future Investment Initiative Institute (FIl Institute) is a global non-profit foundation with an investment arm and a single agenda: Impact on
Humanity. Global, inclusive, and data-driven, the Institute brings together the world’s brightest minds to transform ideas into real-world solutions
across four critical pillars: Artificial Intelligence & Robotics, Education, Healthcare, and Sustainability.

The Fll Institute Brand Book is a comprehensive guide that defines the Institute’'s visual and verbal identity. It serves as the cornerstone for
how to communicate and present the brand effectively to global audiences consistently across digital platforms, summits, conferences,
and our partnerships. From logo usage and typography to tone of voice and color palettes, the Brand Book ensures that every interaction
with the Fll Institute strengthens brand recognition and trust among key stakeholders and ensures that our visual elements remain distinctive and
professional across all touchpoints.

FILINSTITUTE - BRAND GUIDELINES 2025 04



OUR STORY « BRAND VALUES & PERSONALITY « LOGO

« COLOR « TYPOGRAPHY ¢ TAGLINE & ICONS + BG ELEMENTS ¢ COLLATERALS « SIGNAGE -« VISUAL MIX « BRAND GLOSSARY -« SOCIAL MEDIA

1.2 FIIINSTITUTE PLATFORMS

FILANSTITUTE

v

Impact

on Humanity

POWERS THESE PLATFORMS

O

O

Fll Flagship Conference

FUTURE
INVESTMENT

EDITION

INITIATIVE

Powered by the Fll Institute

The Fll Flagship Conference is held in Riyadh

(i.e. FlI9 — The 9th Edition of FIl) where global
leaders, innovators, and investors gather to spark
dynamic discussions, drive collaboration, and take
collective action for a better future. Each edition,
such as FlI9, fosters cross-border partnerships
and impactful solutions, creating a powerful
community committed to global change.

FILINSTITUTE - BRAND GUIDELINES 2025

N

FIl PRIORITY Summits

Fll Priority

powered by Fll Institute

The official platform for our international
summits to catalyze disruptive dialogues
around the world driven by data from the
findings of the FIl PRIORITY Compass Report.

./

Fll Institute TV

FI| (NSTITUTE TV

FIl Institute TV pioneering channel and a
platform dedicated to interviews and
insights from world leaders and experts on
groundbreaking ideas and innovations
shaping the future.

FIl VENTURES PROGRAM

Designed to accelerate the growth and success
of impact-driven startups by elevating the power
of a dynamic innovation ecosystem.

A 4

INNOVATORS

Fll Institute empowers entrepreneurs and
innovators who are driving positive change
and making a profound impact on humanity
globally, within our focus areas of Al & Robotics,
Education, Healthcare,and, Sustainability.
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OUR STORY « BRAND VALUES & PERSONALITY ¢ LOGO « COLOR « TYPOGRAPHY + TAGLINE & ICONS < BG ELEMENTS « COLLATERALS « SIGNAGE -« VISUAL MIX « BRAND GLOSSARY « SOCIAL MEDIA

2.1 BRAND CHARACTERISTICS

Innovation Futuristic Data-driven

FILINSTITUTE - BRAND GUIDELINES 2025 07
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2.2 TONE OF VOICE

INSPIRATIONAL

COLLABORATIVE

AUTHORITATIVE

© O O O

OPTIMISTIC

FILINSTITUTE - BRAND GUIDELINES 2025 08



OUR STORY « BRAND VALUES & PERSONALITY ¢ LOGO « COLOR « TYPOGRAPHY + TAGLINE & ICONS < BG ELEMENTS « COLLATERALS « SIGNAGE -« VISUAL MIX « BRAND GLOSSARY « SOCIAL MEDIA

2.3 TARGET AUDIENCE A

- Charity & Funds
- International Organizations
- Foundations

Our brand connects with dynamic, forward-thinking
individuals and organizations: Innovators, Global leaders,

3 - ! - - Thought leaders
and Changemakers across various industries, united by a POl cEa
shared passion for progress, impact, and sustainable

A EXPERTS

solutions.
4 A A GOVERNMENT
FIANSTITUTE et o
Future Investment Initiative Institute on Aumanit ‘fiﬂ‘"‘ .5) a')
EXPERTS o g - Heads of States
-Board of Trustees s - Other Gov Representative
PRIVATE SECTOR . h< -
-Leadership . - Ministers
YOUTH -Employees - Ambassadors
GOVERNMENT
NGO'S A PRIVATE SECTOR Ve
A0V . 55
- Local .\“\“{\c’\‘“‘e
gen®
- Regional
ADVOCATES - Professionals

A STAKEHOLDERS

A YOUTH

-Students

09

FILINSTITUTE - BRAND GUIDELINES 2025



FII INSTITUTE - BRAND GUIDELINES 2025

Kolcle

10



OUR STORY « BRAND VALUES & PERSONALITY « LOGO « COLOR « TYPOGRAPHY + TAGLINE & ICONS ¢ BG ELEMENTS « COLLATERALS « SIGNAGE -« VISUAL MIX « BRAND GLOSSARY « SOCIAL MEDIA

3.1 PRIMARY LOGO

The Fll Institute’s logo captures our essence, forward
thinking and future-focused. The Fll Institute logo is
a symbol of movement, progress, and vision. The

forward element represents our dedication to ' S
progress, leading the way in driving solutions F I I N T I T U T E

that make a meaningful, lasting impact. Future Investment Initiative Institute

LOGO A

FILANSTITUTE mpact

Future Investment Initiative Institute 0n H urmarn |ty

LOGO B

FIl INSTITUTE - BRAND GUIDELINES 2025 11



OUR STORY « BRAND VALUES & PERSONALITY ¢« LOGO « COLOR « TYPOGRAPHY + TAGLINE & ICONS ¢ BG ELEMENTS « COLLATERALS « SIGNAGE -« VISUAL MIX « BRAND GLOSSARY « SOCIAL MEDIA

3.2 ALTERNATE FIIINSTITUTE LOGO

These specific versions of the
Fll Institute logo is intended for
use in special instances.

To be used for certain
social media designs
when space constraints

arise during overall
FIANSTITUTE

This logo is
also used for
step-and-repeat

THIS VERSION OF THE LOGO IS
NOT TO BE USED UNTIL WRITTEN

Future Investment Initiative Institute

APPROVAL IS OBTAINED FROM backdrops during
THE FIl INSTITUTE. summits and conferences,
side-events.

LOGO C

To be used for the

official Fll Institute

APP icon. Additionally

it serves as the thumbnail
for official owned

social media handles.

LOGO D

FILINSTITUTE - BRAND GUIDELINES 2025 ]2



OUR STORY « BRAND VALUES & PERSONALITY « LOGO « COLOR « TYPOGRAPHY + TAGLINE & ICONS ¢ BG ELEMENTS « COLLATERALS « SIGNAGE -« VISUAL MIX « BRAND GLOSSARY « SOCIAL MEDIA

3.3 LOGO MARK CONSTRUCTION

The Fll Institute logo mark is designed

using a precise grid system for balance ::::::::::::::::::5;:::::::::::::::::::_"'jf}_‘},::::::::::::::::::::::::::::::::::::::::::::_:':::

and scalability, ensuring clarity and F """ l ““““““““““““““““““““““““““““““““““““““““““““““““““““““““
consistency across all applications while I ______ 'NSTITUTE S i
maintaining the brand'’s integrity. | 'Flj't'u'fé Investme ﬁ’t'I'rii't]}éﬂ\'ié']héfl'fi.itéﬁif_ ________________________________________
To ensure prominence and legibility, the logotype x ---------------------------------------------------- Q et X
is always surrounded by an area of clear space e i e A LT iy e S el
that remains free of other design elements, such Q : |
as type and other logotypes. | | F I ] ' N S T I T U T E | |
The construction of the exclusion zone area . Future Tnvestment Initiative Institute Q
is based on the height of the capital letter : | N

in the logotype. X O X

FILINSTITUTE - BRAND GUIDELINES 2025 ]3



OUR STORY « BRAND VALUES & PERSONALITY « LOGO « COLOR « TYPOGRAPHY + TAGLINE & ICONS ¢ BG ELEMENTS « COLLATERALS « SIGNAGE -« VISUAL MIX « BRAND GLOSSARY « SOCIAL MEDIA

3.4 LOGO COLOR VARIATION

Our logo adapts seamlessly to stand strong on contrasting
dark and light themed color backgrounds ensuring clarity,
visibility, and brand consistency in any setting.

FOR EXTERNAL USE FOR INTERNAL USE ONLY

FIANSTITUTE FIANSTITUTE Impact

Future Investment Initiative Institute Future Investment Initiative Institute on H uman |t\/

FIANSTITUTE 1moac

Future Investment Initiative Institute on H urman |ty

LOGO A LOGO B LOGO C ON BLACK BACKGROUND

LOGO A ON WHITE BACKGROUND

The primary logo, in full color, should be used on white backgrounds to ensure maximum visibility and For internal use or specific settings where a black
clarity. This version maintains brand integrity and consistency across most applications. background is required, an adapted logo version

ensures optimal legibility and brand coherence,
LOGO B ON BLUE BACKGROUND offering flexibility without compromising design

integrity.
When placed on a blue background, the logo adopts an alternate color scheme to enhance contrast and Ity

visibility, while maintaining a strong brand presence.

FILINSTITUTE - BRAND GUIDELINES 2025 ]4



OUR STORY « BRAND VALUES & PERSONALITY « LOGO « COLOR ¢ TYPOGRAPHY -

TAGLINE & ICONS ¢ BG ELEMENTS « COLLATERALS « SIGNAGE -« VISUAL MIX « BRAND GLOSSARY « SOCIAL MEDIA

3.5 LOGO DONT'S

FIANSTITUTE mpact FIVANSTITUTE

Future Investment Initiative Institute

To maintain the integrity and impact of our
brand, avoid distorting, altering colors, or adding

DO NOT CHANGE THE COLOR OF THE ARROW DO NOT BLUR THE LOGO

effects to the logo. Always respect the clear

space dround the logo and refrain from using it |

on busy or cluttered backgrounds. By following FI) INSTITUTE " 'NST’TUTE

these simple guidelines, we ensure our logo Future Investment Intiative Institute -_ g7 e nvestment initative st

remains strong, consistent, and true to our

brand’s core values. DO NOT USE THE LOGOTYPE WITHOUT THE ARROW DO NOT ROTATE THE LOGO
FUANSTITUTE FIA FI| NSTITUTE ! FILANSTITUTE !

Future Investment Initiative Institute ¢4 Future Investment Initiative Institute #Future Investment Initiative Institute

DO NOT USE THESE VERSIONS WITHOUT APPROVAL DO NOT STRETCH THE LOGO DO NOT APPLY A DROP SHADOW

FIANSTITUTE
Im pact F Il I N S T I T U T E Iorg pl_laucrf,]anlt ..Future Investment Initiative Institute
on H uman lty ¢ Future Investment Initiative Institute y ..
DO NOT USE BACKGROUNDS WHICH DON'T DO NOT CHANGE ‘IMPACT ON HUMANITY" COLOR DO NOT REPOSITION IMPACT ON HUMANITY

OFFER CORRECT CONTRAST
FIl INSTITUTE - BRAND GUIDELINES 2025 15



OUR STORY « BRAND VALUES & PERSONALITY « LOGO « COLOR « TYPOGRAPHY + TAGLINE & ICONS ¢ BG ELEMENTS « COLLATERALS « SIGNAGE -« VISUAL MIX « BRAND GLOSSARY « SOCIAL MEDIA

3.6 LOGO ADAPTATION | FlIl PRIORITY SUMMITS

The logo for Fll PRIORITY Summits features a Depending on the location of the summit the main logo for FIl PRIORITY
distinct identity complimented with a statement is adapted to reflect the host city (often with the date of the summit).
that shows how Fll Institute powers this platform. These special adaptations are done with prior approval and

incorporated across all key branding collaterals for the summit.
& This logo is not to be used standalone

Before the summit, official communications by

FIl Institute is carried out with specific instructions
for which logo adaptation has been specifically
approved to be used.

FIl Priority FIl Priority FIl Priority

powered by Fll Institute powered by Fll Institute powered by Fll Institute

N\

EUROPE QMM )

FIl Priority

powered by Fll Institute

FILINSTITUTE - BRAND GUIDELINES 2025 ]6



OUR STORY « BRAND VALUES & PERSONALITY « LOGO « COLOR « TYPOGRAPHY + TAGLINE & ICONS ¢ BG ELEMENTS « COLLATERALS « SIGNAGE -« VISUAL MIX « BRAND GLOSSARY « SOCIAL MEDIA

3.7 FIINSTITUTETV LOGO & SOCIALS

FOANSTITUTE TV

FIAINSTITUTE

FOANSTITUTE TV

Watch anytime.
Anywhere.

fii-institute.tv

FILINSTITUTE TV LOGO SAMPLE DESIGN SOCIAL

FILINSTITUTE - BRAND GUIDELINES 2025 ]7



OUR STORY « BRAND VALUES & PERSONALITY « LOGO « COLOR « TYPOGRAPHY + TAGLINE & ICONS ¢ BG ELEMENTS « COLLATERALS « SIGNAGE -« VISUAL MIX « BRAND GLOSSARY « SOCIAL MEDIA

3.8 CO-BRANDING & PARTNERSHIPS

When co-branding or partnering with Fll Institute, ensure our logo is used
alongside others with equal prominence and respect. The logo should always
align with our brand’s integrity, ensuring consistency and a cohesive visual
presence in every pdadrtnership. This approach reinforces our commitment to strong,
collaborative relationships.

lfl\IST |TUTE o i Your logo here

Description

(S R ' o i -

PLACE YOUR LOGO HERE

’7 NEW STRATEGIC
. PARTNER ANNOUNCEMENT

 FIANSTITUTE gﬂ1® FIVINSTITUTE

| "™
gfh # | FIANSTITUTE ’ oo

PLACE YOUR ! 7: /é

Descrition of the collaboration Y - w
? : LOGO HERE g-fh O FIINSTITUTE O O

Call to action or sub-Description . -
: s - '.. ) I E

4 : '}‘\ . \ E L

\ v FIMINSTITUTA oM
A g S gh¢ = 5

4 btk iy We are proud to announce our strategic partnership L

[\ { with  YOUR LOGO NAME, aimed at fostering %

; transparency and accountability in Al development FIINSTITUTE N

and deployment.

gth¢

hashtag or situational text

fii-institute.org

L,,_ #lmpactOnHumanity J

In all co-branding and partnership efforts, position our logo on the left side to
maintain a structured, professional layout. This placement ensures that our
logo remains the focal point of our brand presence, enhancing its visibility while
promoting a unified and positive collaboration.

FILINSTITUTE - BRAND GUIDELINES 2025 ]8



OUR STORY « BRAND VALUES & PERSONALITY « LOGO « COLOR « TYPOGRAPHY + TAGLINE & ICONS ¢ BG ELEMENTS « COLLATERALS « SIGNAGE -« VISUAL MIX « BRAND GLOSSARY « SOCIAL MEDIA

3.9 CO-BRANDING & PARTNERSHIPS (STEP & REPEAT)

For step-and-repeat formats of partnerships, ensure our logo (LOGO D) appears in the
same position as shown, maintaining uniformity and clarity in every visual application.

PLACE YOUR LOGO HERE

FIANSTITUTE FOANSTITUTE

L . Future Investment Initiative Institute
Future Investment Initiative Institute

PLACE YOUR LOGO HERE

PLACE YOUR LOGO HERE

FIANSTITUTE

Future Investment Initiative Institute

PLACE YOUR LOGO HERE

FIVANSTITUTE FOANSTITUTE

Future Investment Initiative Institute

Future Investment Initiative Institute

PLACE YOUR LOGO HERE

PLACE YOUR LOGO HERE

FIANSTITUTE

Future Investment Initiative Institute

PLACE YOUR LOGO HERE

FILINSTITUTE - BRAND GUIDELINES 2025 ]9
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OUR STORY « BRAND VALUES & PERSONALITY ¢« LOGO « COLOR ¢ TYPOGRAPHY + TAGLINE & ICONS ¢ BG ELEMENTS « COLLATERALS « SIGNAGE -« VISUAL MIX « BRAND GLOSSARY « SOCIAL MEDIA

4.1 COLORPALETTE

Primary Colors

These supportive shades of blue
pantones complement our primary
colors, adding depth, vibrancy and
versatility to our design.

v

Pantone 7476 C
29afdc Process C 97 MblY 39K 65
RGB R04 G57B76

Pantone 7699 C
Process C 86 M48Y 21K 44
045D7/C RGB R 22 G 102 B 133

Pantone 7476 C
Process C 97 MblY 39K 6b
023D5] RGB R04 G57B76

FILINSTITUTE - BRAND GUIDELINES 2025

Secondary Colors

These two color palettes are
foundational colors with our visual
identity, used prominently across all
brand materials.

v

Pantone 375 C
H#abddOe Process C46 M0OOY 91K 00
RGB R152 G 218 B 67

Pantone 376 C
H94BF23 Process C58 M 06 Y100 K 00
RGB R 147 G190 B 35

Tertiary Colors

These shades of black and white provide
contrast and subtle sophistication,
enhancing the brand'’s versatility.

v

Process CO0OMO0OYO0OKOO
HEFFFFF RGB R 255 G 255 B 255

Pantone 6 C
#B1B3B4 Process C20M14Y 14K 32
RGB R177 G179 B 180

Pantone 10 C
#737373 Process COOMOOYO00K55
RGB R1I5G 115 B 115

Pantone 2293 C
#000000 Process COOMOOYOOKIOO
RGB R0O0 G 0O0BOO

21
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COLORS FOR DATA VISUALISATION

oy Secondary Colors
These specific versions of the
Fll Institute logo is intended for These two color palettes are
use in special instances. foundational colors with our visual

identity, used prominently across all

brand materials.
THIS VERSION OF THE LOGO IS

NOT TO BE USED UNTIL WRITTEN v

APPROVAL IS OBTAINED FROM
THE FII INSTITUTE.

Pantone 375 C
cb9dc3 Process C14M45Y 0K 0O
RGB R 203 G157 B 195

Pantone 375 C
74co6dl Process CH9MO0O0YI19KO0O0
RGB R 116 G198 B 290

Pantone 375 C
ad9fe2 Process C 31M38Y 00K OO
RGB R173 G159 B 226

FIIINSTITUTE - BRAND GUIDELINES 2025

e8bcb4

d6b676

80d1b3

Pantone 375 C
Process CbHbM27Y79KO00
RGB R 238 G188 B 100

Pantone 375 C
Process C46 M 0O0Y 91K 00
RGB R 214 G182 B 110

Pantone 375 C
Process C 128 M 209 Y 00 K 279
RGB R152 G188 B 79

22
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"~ FIVINSTITUTE

4.2 BRAND GRADIENT

From Roots to Horizons: At Fll Institute, our brand colors tell a story of transformation, innovation, and limitless
potential. The gradient from green to blue symbolizes our journey from growth to progress, rooted in the

sustainable, nurturing energy of green and flowing into the dynamic, forward-thinking possibilities of France just banned
blue signifying the vast horizons, open skies, and global collaboration. They brand gradients can be used stand-

alone, or with text in /112 or BLACK for efficient contrast. Here's why.

Swipe to learn more

————————————————————————————————————————————————————————————————————————————————————————————————————————————————————————————

Gradient fade application of 4:5 image (also can be applied for vertical designs)

8ee024 2celff

\
TEXT

2995b2 3ddff9

102939 198FAF

____________________________________________________________________________________________________________________________

PRIMARY GRADIENTS SECONDARY GRADIENTS

FILINSTITUTE - BRAND GUIDELINES 2025 23
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OUR STORY -

9.1 PRIMARY TYPEFACE

Poppins

Light

abcdefghijklm
nopqrstuvwxyz

ABCDEFGHIJKLM
NOPQRSTUVWXYZ

0123456789?IN#*

AC

FILINSTITUTE - BRAND GUIDELINES 2025

BRAND VALUES & PERSONALITY -

Regular

abcdefghijklm
nopgrstuvwxyz

ABCDEFGHIJKLM
NOPQRSTUVWXYZ

01234567897 IN#*

AdQ

LOGO « COLOR « TYPOGRAPHY -

TAGLINE & ICONS < BG ELEMENTS -

COLLATERALS -

SIGNAGE « VISUAL MIX -

Poppins is a geometric sans-serif font. It has a balanced, minimalistic,
and professional appearance. This Aligns with the Fll Institute’s identity
as a serious, high-level organization that deals with global investment

and sustainability.

Medium

abcdefghijkim
nopqrstuvwxyz

ABCDEFGHIJKLM
NOPQRSTUVWXYZ

01234567892 INH#*

Ad

Semibold

abcdefghijkim
nopqrstuvwxyz

ABCDEFGHIJKLM
NOPQRSTUVWXYZ

0123456789?!AH*

Ad

Bold

abcdefghijkim
nopqrstuvwxyz

ABCDEFGHIJKLM
NOPQRSTUVWXYZ

0123456789?!AH#*

Aa

BRAND GLOSSARY -

SOCIAL MEDIA

25



OUR STORY -

BRAND VALUES & PERSONALITY -

LOGO « COLOR

« TYPOGRAPHY -

5.2 SECONDARY TYPEFACE

Strat

Thin

abcdefghijkim
Noparstuvwxyz

ABCUEFGHIJKEM
NOPURSTUVWXY/

0123406/8971"#*

A

FILINSTITUTE - BRAND GUIDELINES 2025

umNol

Regular

abcdefghijklm
nopgrstuvwxyz

ABCOEFGHIJKLM
NOPQRSTUVWXYZ

01234b6/8371"#~

Aa

Medium

abcdefghijklm
nopgrstuvwxyz

ABCDEFGHIJKLM
NOPORSTUVWXYZ

0123456789?1"#*

Aa

TAGLINE & ICONS -

BG ELEMENTS « COLLATERALS < SIGNAGE

Stratum is a geometric sans-serif font with a sleek and
structured appearance. Its clean, sharp edges give off a
high-tech, forward-thinking feel—perfect for its use as a
secondary typeface for Fll Institute.

Bold

abcdefghijklm
nopgrstuvwxyz

ABCOEFGHIJKLM
NOPQRSTUVWXYZ

01234567832 #*

Aa

* VISUAL MIX -

BRAND GLOSSARY -

SOCIAL MEDIA

26
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5.3 ARABIC TYPEFACE

Noto Kufi Arabic

Light Regular Medium Semi Bold Bold
ogoldudisgdun dpgoldudisgdua doygoldudisgdua dpgoldudisadua dpygoldudsgdya
gL GUIRAS s edyu Ul s JAgees ey duupd s JAEeiS AU GUuRR s JRESEE@UNGUURA S

up Hde de He ¢e

FILINSTITUTE - BRAND GUIDELINES 2025
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.4 HIERARCHY

¢ LEFT JUSTIFIED

Poppins Medium

All Caps O SUB-HEADING

Poppins Bold %
All Caps

/

SMALL HEADING

wewwes | LARGE LARGE LARGE
HEADING HEADING HEADING

Poppins Regular
Sentence Case

O The Fll Institute strives to become a catalyst for global

cooperation. We work across the globe with decision
makers and innovators to advance humanity.

FILINSTITUTE - BRAND GUIDELINES 2025 28
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9.9 TYPOGRAPHY USAGE WITH BACKGROUNDS

To ensure our message is always communicated effectively, text should be placed on backgrounds that
support strong legibility and visual harmony to enhance readability without overpowering the design.

WHITE TEXT ON BLUE (PRIMARY PANTONE) WHITE TEXT ON PRIMARY GRADIENT GRADIENT ON PRIMARY GRADIENT

FILINSTITUTE - BRAND GUIDELINES 2025 29
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6.1 SLOGAN

Our slogan is a powerful expression of
our mission and purpose, embodying
our commitment to making a # |
meaningful difference globally, I m p q c t O I
sparking conversations, and

actioning impactful solutions

that lead to positive change. GRADIENT SLOGAN ON PRIMARY PANTONE

HimpactOnHumanity

WHITE SLOGAN ON PRIMARY PANTONE

FILINSTITUTE - BRAND GUIDELINES 2025 3]
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/.1 ICONOGRAPHY

For maximum clarity and visual impact, use white icons on dark backgrounds and black icons on white backgrounds. This minimalistic approach
ensures optimal contrast and legibility, allowing our icons to be visible in every context while maintaining a clean, cohesive look that enhances the
overall brand experience. Use of icons must relate to the context of our 4 focus areas. Below are some *icon clusters using a broader classification.

Al & DATA & HEALTH CARE & BUSINESS &
TECHNOLOGY ANALYTICS SUSTAINABILITY NETWORKING

[T
|ENERERE]

|

]
“lﬂ )

FII INSTITUTE - BRAND GUIDELINES 2025 *Check asset folders for all other icons 33
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8.1 BRAND PATTERN

The official brand pattern of Fll Institute
consists of a structured grid over a brand
background with interconnected points
symbolizing data networks, digital connectivity,
and structured intelligence, mirroring how Fll
Institute relies on cutting-edge research,
analytics, and insights to drive its initiatives
and global platforms.
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8.2

BRAND BACKGROUNDS

FIl Institute brand is versatile, designed to thrive on various background colors.
Whether on light or dark tones, the logo maintains clarity and strength, ensuring
a powerful presence across all visual contexts while staying true to our identity.

FIANSTITUTE FIANSTITUTE Impact

Future Investment Initiative Institute Future Investment Initiative Institute an H urman |ty

WHITE (BLUE) PRIMARY PANTONE
The logo on a white background ensures On a blue primary Pantone background, the
maximum clarity and visual impact. logo strengthens brand identity with high

contrast for external use.

FILINSTITUTE - BRAND GUIDELINES 2025

FIANSTITUTE Impact

Future Investment Initiative Institute on H uman |ty

GRADIENT

The gradient background adds depth and
dynamic energy, making the logo stand out
with sophistication.
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BADGE

The badge, featuring our logo on @
blue Pantone background, provides
a clear, consistent display of our
brand. It reinforces identity and
ensures recognition across dall
collateral.
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9.2 MUG & T-SHIRT

FIVAINSTITUTE oo

Future Investment Initiative Institute -~
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9.3 BAG

FUANSTITUTE s

Future Investment Initiative Institute on H urman [W

HimpactOnHumanity

fil-institute.org

FRONT
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9.4 USB & DIARY
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9.5 NOTEPAD

The official notepad is a standard office FL/ANSTITUTE
stationery which showcases the logo,
company nhame, and tagline-reinforcing FIAINSTITUTE | Impact
brqnd recognition Gmong employeesl Future Investment Initiative Institute an HUrﬂaf—'llt"‘y’
visitors, and stakeholders when used. 2025-2026
#impactOnHumanity o S

fii-institute.org

FILINSTITUTE - BRAND GUIDELINES 2025
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9.6 PEN

This sleek pen, branded with our
logo, offers a subtle yet powerful
reminder of our identity.

FILINSTITUTE - BRAND GUIDELINES 2025
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-7~ BUSINESS CARD
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9.8 IDCARDS
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9.9 CERTIFICATES

-~ FIANSTITUTE

Fll Priority \
powered by Fil Institute

2,

A

Ce’ztg}[icate of ﬂpp?zeciatim
Foln Do

Thank you for being a valuable support to Fil Institute. Your dedication,
creativity, and hard work have truly made a significant impact on our social
media visuals for Fll PRIORITY summit held in Miami, 2024.

‘ Chief Executive Officer

Chief Operating Offcer

FILINSTITUTE - BRAND GUIDELINES 2025

« TYPOGRAPHY e« TAGLINE & ICONS « BG ELEMENTS « COLLATERALS

Fll Priority

powered by Fil Institute

" Rio de Janeiro

INVEST IN DIGNITY

Certificate of Membership

PROUDLY PRESENTED TO
John Doe

In recognition of your participation in the Fll Innovators Pitch competition at The FIl
PRIORITY Summit in Rio de Janeiro. Thank you for submitting yourvisionary and
innovative solution to drive positive change towards an Impact On Humanity.

} expiration

SIGNAGE - VISUAL MIX « BRAND GLOSSARY - SOCIAL MEDIA

FUANSTITUTE Imosc

Fl
Certificate of Membership
John Doe

Founder & CEO, XYZ Energy

In recognition of your participation in the Fll Institute's Innovators Pitch and your Impact on
Humanity, this certificate hereby grants you membership to Fil Institute for the year of 2024,

Chief Executive Officer Chief Operating Officer

Membership expiration dote: Dec 31, 2024
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9.10 ENVELOPE

This serves multiple purposes, primarily focusing #impactOnHumanity

on professionalism, brand identity, and effective FIVINSTITUTE
communication. It's a marketing tool, a trust
signal, and a brand reinforcement asset that

enhances business communication and

leaves a lasting impression.

Front
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9.11 LETTERHEAD

The Fll Institute letterhead is a crucial
branding and communication tool. It
serves multiple purposes, enhancing both AN
credibility, corporate communication and Wl
trust. It also contains information about
the Fll Institute in the footer.

FILINSTITUTE - BRAND GUIDELINES 2025 | 48
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9.12 COLLATERALS OVERVIEW

NSTITUTE meae
Future Investmsnt Initiative Institate 1 CILITIRTTITY

#HimpactOnHumanity

2025-2026

FUANSTITUTE e

il N
Future Investment Initiative Institute M urmanit Y

B TR
| GHINWA BASBOUS

#ImpactOnHumanity

fii-institute.org

ghinwabasbous@fii-institute.org ’ Fufurs Imdastmant initative institute  P.O0.Box 240261 - Riyodn N32%, K54 UcerseMa.I3| fi-instituteang

W

Fll Institute
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10.1 EMAIL SIGNATURE Nesieigs

To < john.doe@fii-institute.org >

Our email signature contains our branding

Subject
elements, ensuring consistency across
all communications while also informing Vo 3re eucied 10 Share $0MS UPATISS 08 We CONEINUD 10 ITEFOVe Cur SErVICES 10 Detier Serve
- e el o et s— b Snpne-in i el
recepients of our upcoming summits - . oo
and conferences.
FUANSTITUTE
Senior Manager
FIl Institute
www fii-institute.org Mobile: +966 489612678
john.doe@fii-institute.org

FIl INSTITUTE MEMBERSHIP

Become a Member, Become a Changemaker.

JOIN THE MOVEMENT
fii-institute.org

FIl INSTITUTE - BRAND GUIDELINES 2025 51
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10.2 PUBLICATION COVERS

The cover images for Fll Institute's
publications feature sleek, modern
designs with bold typography, futuristic Rhiiing
visuals, and branding. The artwork

borrows elements from our focus areas

of Al & Robotics, healthcare, sustainability g% giﬁg‘fgm INSUSTANAGIT Sy
O CC PEREING QLTS g Foan 57 G el SRR
topic. Key, such as involved components -~ ) ' Y i

arties and collaborator logos, are

often included. Rt e

Agie s DR TUMOR NO MORE
~OPPORTUNITY FOR HOW HUMANITY CAN GET
RID OF CANCER

Fi 'f-’u'N STITUTE
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BACKGROUND
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.4 OFFICIAL BRANDED POWERPOINT TEMPLATE

ABOUT THE FII INSTITUTE "~ FUANSTITUTE |

A thought-leadership organization driven by data,
producing research, reports, initiatives, and indexes.

Curating global conversations, conferences and
summits in cities such as Riyadh, Miami, Hong Kong,
London, and Rio.

Empowering innovators and startups through access to
IMPACT ON HUMANITY S investment to accelerate growth.
FIINSTITUTE o L ¥
Futurs Investment Initiative Institute | 011 MUMANITY . Pl — i g changemakers who are central to delivering Fil
ool Nk e OUR PURPOSE OUR VISION OUR MISSION Institute’s mission.

Enabling a brighter future for Bringing together the brightest Creating a purposeful
humanity, minds and most promising present, promising future
solutions to serve humanity

Supported by a membership community of

FlI INSTITUTE OPERATES UNDER THREE 'PILLARS’ OF IMPACT

SLIDE TITLE TNST'TUTE A COMMUNITY OF CHANGEMAKERS 3 ol - THINK  THOUGHT LEADERSHIP PRI

* Accelerate ldeas: Scale innovations through
summits and ventures.

* Network Globally: Connect with top leaders
year-round.

* Incubate Deals: Unlock high-impact investment
opportunities.

= Stay Engaged: Access continuous insights and ; y y s :
events. - ) » il GLOGAL
: ; - a7 THE FROMISE OF LORBETY - FUTURE OF
Lorem ipsum dl?k?r Sllt gmet, \ - . . [ FUTURE OF, i~ Ll - = WORK REFORT
sensactetur adipiscing elit D N e | - = Prive Impact: Align with a mission for global = T \ WORKRECSREE) |
sad do giusmod § i R | gDOd. 1 b _ RN — — - b |

" Point3:

Lorem ipsum dolor sit gmet, oy | T : s | B
sopssealcadpision iy ' ' [ westors. | | imnovaters | [ cos |
i s = it S

Slicio Title goes hare along with date
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10.5 FII INSTITUTE APP
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OOH BILLBOARD

Our OOH billboard captures the bold,
forward-thinking spirit of the Fll Institute.
Designed to inspire and engage that
reflect our mission to create a positive
global impact in major intersections of
trade, culture, and commerce.
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11.2 TRANSIT POSTER

The FIl Institute transit poster extends our
brand presence into high-traffic, mobile
environments. Designed for clarity and
impact, it delivers key messaging in
visually compelling format that resonates

with diverse audiences on the move. ‘- ;oo LS h ' CATALYST FOR
" et S GLOBAL CHANGE
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12.1 VISUALECOSYSTEM

The visual ecosystem for Fll
Institute contains of a design
language which communicates
a futuristic, tech-centric theme
grounded in data, connectivity,
and digital transformation. The
interconnected visuals reinforce
themes of the digital age—data
analytics, global networks, and
tech ecosystems.
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=

N

\

5% v N\

)
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12.2 CONFERENCE PHOTOGRAPHY

Photography during our summits
and conferences feature dynamic
shots of speakers and panels. ety |
Many speakers dre captured
mid-gesture, emphasizing
passionate communication and
lively discourse. These moments
highlight the energy and conviction
behind the speakers’ messages
and gives the viewer a sense of
active participation and
intellectual exchange.
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12.3 SOCIAL MEDIA VISUALS

' 3

¥
s =

Wheraﬂo‘a -

global FDI flows

heading to next?

T FIANSTITUTE

France just banned

forever chemicals.

Here's why.

Swipe o learn mora

(& ~ FIANSTITUTE

International Day of Clean Enargy

Invest in clean energy

that empowers
everyone.

FIANSTITUTE

THE LONGEVITY
REVOLUTION

AND HOW TO THINK L
ABOUT PAYING FORIT 8 :

N o

What does the
trade deal mean
for the world?

Javiar Herrara

Fwnlor Fortrar

FILINSTITUTE - BRAND GUIDELINES 2025

<4
|
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Fll Institute Member |
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- FIANSTITUTE

Global Cities

Does[- LI TY Vlerode
the economic value of
college education?
READ & DOWNLOAD

fil=institute.org

8
- FIRSTITUTE

. ﬂWhut youfﬁehed to
¥know about the

FIFNSTITUTE

Why Al Productivity

is about to show up
on balance sheets?

£ —
."':

FIVINSTITUTE

/ '''''''''' bt b e

Healthy Humanity
Blueprint

Swipe [o see our transformative
wision for global wall-baing.
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India - EU trade deal
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Swipea to lind out

63



OUR STORY « BRAND VALUES & PERSONALITY ¢« LOGO « COLOR « TYPOGRAPHY + TAGLINE & ICONS ¢ BG ELEMENTS « COLLATERALS « SIGNAGE - VISUAL MIX « BRAND GLOSSARY « SOCIAL MEDIA

12.4 SOCIAL MEDIA VISUALS
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) b r— : - : = - AS‘A TDb 'r1

IMPACT REPORT:
Al AND THE FUTURE

Read and download
fii-institute.org
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o e r ; x; [ e T bt 45 * i .
F“J .p.“c” 'ty ASIA .. T ASIA .70

WATCH THE : ASIA ..o DOWNLOAD THE
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International Day of the
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Swipe left to find out p p

FANSTITUTE

WORLD WATER DAY

PRESERVE GLACIERS. SECURE OUR FUTURE.

#GlacierPreservatis

FlA NSTITUTE_

..................... tizmtes Inatizute

What as ect of

worrles 5% of .-

people worldwide?

Swipe left to find out p

FLTURE = | ., &% T TLAMETITUTE
LEILITRITE

IMVESTHIHT
N

THE KEY TO'PROSPERITY

LMLOCK MG NEW FROMTICRS O SROWWTH

FEATURECD SPEAKCRS FOR HFIY Csbw

Eins

= ﬂ!hm HE, Falenl EIn Eanhil

Ein kickhean Alihmkim

B RanlEnava

A
ST R

O] L D kdan
A
' ! R

b, HU R Moo b b5 HH MRS TR ETEE LA HH

FUTURE
INVESTEENT
IM ITIATI‘u‘[

15

FUTURE
INVESTIAENT
[NITIATIVE

THE KEY TO PROSPERIT\’

LNLOCKING NEW FRONTIERS OF GROWTH

) dli=irstitta s

FIL:T?N STITUTE

Do you have the right
workforce to meet
your strategy?

Boarcwmins
i gy @ [u'm\l"i-:.-luvnm:r.

FUTURE | voiifon )
INVESTBAENT LAY
INITIATIVE *'

& global platfornn satting the
world's investment agenda. The
8" edition of the canference will
unlock pathways to sustainable

giowth ond opan nelw doors

I goonomis prosperity. -

b 4
WATCHLIVEON

HFj?ﬁu STITUTE TV

=

FFIS | Q5T 29=30, 2020 | i-instmuateang
h

FIVINSTITUTE -

Futug invastmant initiative iestitem -7

oW TECHNOLOGTIS
CHANGING THE-FACE
OF EDUCATION

T

IMPACT REPORT:
EDUCATION

Read and download

#EducationDay

VISUAL MIX « BRAND GLOSSARY -« SOCIAL MEDIA

~ FIVINSTITUTE e

T4% OF YOUTH REPORT THAT ACADEMILC
CURRICULA UNDEREMPHASIZE TECH SKILLS,

D wen ) ThInk techd non-1ech skils gre of wers
underemizhasized inyour ocaderic curriculum:

W ol espundenls

o=l




SRAND
GLOSSARY

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII



OUR STORY « BRAND VALUES & PERSONALITY ¢« LOGO « COLOR « TYPOGRAPHY « TAGLINE & ICONS « BG ELEMENTS « COLLATERALS < SIGNAGE  VISUAL MIX « BRAND GLOSSARY « SOCIAL MEDIA

KEY PHRASES NARRATIVE KEYWORDS

e A global nonprofit foundation. Global Bridging the digital divide
e Fll Institute functions under three pillars: THINK, XCHANGE, and ACT.

Inclusive Impact on humanity
e First we THINK, then we Xchange ideas and insights, then we ACT upon them.
e We have one agenda: Impact on Humanity. Data-driven Nurturing tomorrow
e We are not just a think tank but a “Data-driven Do-Tank”. , :
Thought leadership Equitable access
e Catalyst for real-world solutions to tackle humanity’s biggest challenges and concerns.
e Facilitating dialogue between world leaders, business titans, CEOs, investors, Collaboration Sustainable future
and change makers by addressing global challenges.
Catalyst Empowering youth
e Our focus areas dre Al & Robotics, Education, Healthcare, and Sustainability.
e We regional summits (PRIORITY summit) and 1 flagship conference (...Fll7, FII8, FII9). Global platform Pressing priorities
e We invest in startups that offer sustainable solutions that are addressing humanity’s challenges. , , ,
Educational equity Global dialogues
e We work to synthesize great ideas from new frontiers into THINK pieces that are relevant and accessible.
Bridging the gap Legacy of Impact

e Xchange organizes the Fll Riyadh Flagship Conference in October which is the annual world-leading
conference on the future of global investment for humanity.

e We ensure that leading innovations make it out of that lab and into the real world via ACT, where they
can be deployed in the service of all.

e Access dctionable insights on the world’'s most pressing priorities and connect with world leaders impacting
humanity at Fll Flagship Conferences and International Summits with our membership program.
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14.1 INFOGRAPHICS

Infographics used primarily in social medi

combine data, graphics, and text to

present complex information in an

easy-to-understand format. These are

extracted from our data-driven

COLOR

publications and illustrated with a branded

format and inclusion of some colors to

make the information more pronounced.

COLORS FOR STATISTICAL

VISUALIZATION

FILINSTITUTE - BRAND GUIDELINES 2025
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FI/INSTITUTE

RELEVANCE OF SEL
Al RISKS FOR ORGAI

53% of organizations use public Al tools without an Acceptable Use Policy and only 46% provide Al-specific
training to employees. Organizations need to adopt a responsible Al approach that emphasizes ethical principles
throughout the Al lifecycle based on use cases. The below data-set shows pressing Al risks for organizations by region.

B0%,
s5% 5%

2% g 5%

50% < 550 %
%
o o 43% 43% 4% 430
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E
30% e

g 20% I

PRIVACY AND DATA RELIABILITY SECURITY RISKS TRANSPARENCY FAIRNESS
GOVERNANCE

AsiA M EUROPE [l NORTH AMERICA [l LATIN AMERICA [l REST OF THE WORLD

7" Globally, privacy and data governance isks, e.g. 7 Faimess risks were only selected by 20% of North
the use of data without the owner's consent or data Americans, significantly less than respondents in
| 1eaks, arethe leading concerns for people worldwide. i ) and Europe (34%). The highest number
Notably, these concerns are significantly higher in Asia of relevant risks was found in Asia, compared
N and Europe compared to North America. to fewer risks by respondents in Latin America.

Al For ESG Impact Report 2024 fii-institute.org

FIINSTITUTI

THE CLEAN ENERGY INVESTMENT GAP BY SECTOR

¥ 2024-2030 Required Annual Investment for Net Zero*
Global investment in the clean energy
transition grew by 17% in 2023, showing
resilience despite geopolitical tensions,
high interest rates, and inflation.

This graphic compares what we $1-805B
spent in 2023 with what's

needed every year to hit

net zero by 2050

$1,317B

Renewable energy

¥ 2023 Investment

$632B

$21B Clean industry
$623B $21B Energy storage

$310B $510B Sarbon capture

&storage

Source: BloombergNEF (BNEF) *BNEF's Net

- -
Annual global investment in the Financial incentives and  §
energy transition is at an all-time regulatory changes can help

é’ high, however, nearly all sectorsare y  unlock the increased investment  J
spending less than what's needed needed to hit net zero by 2050

-’

Read our Op-Ed by Dr. Jacques Attali fii-institute.org
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FANSTITUTE

GLOBAL GREI
EMISSIONS FROM

One-quarter of the world's greenhouse gas emissions or 76% of GHG emissions result from food and agriculture.
The below graphic summarizes food's share of total emissions globally and breaks it down by source.

Global emissions
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Supply chain 18%
Transport: 6% PPl

Food processing: 4%
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Crop production 27%

Land use 24%

Land use change: 16

Cultivated organi
16% of food emissions CEEnE I

Food: 26%

ridindata.org

Food is responsible for approximately 26% of The integration of sustainable practices in
| global GHG emissions. Reducing emissions from | agriculture and food production is essential for
food production will be one of the greatest addressing the global food security crisis and
challenges in the coming decades for humanity. | mitigating the impacts of climate. change.

Fil Institute | Strategic Partners’
Perspectives | July 2024 fii-institute.org
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AL INVESTMENT IN
HNOLOGY BY CATEGORY
Global venture capital investment in agriculture and food technology has seen significant

fluctuations in recent years. While the future remains uncertain, certain categories, such as
bioenergy and farm robotics, are showing sturdy resilience and potential for growth.

current usd (|

Restaurant marketpl @ Miscellaneous @ Home and cooking @ E-Grocer

@ online restaurants @ \Vidstream technologies @ Farm robotics, mechanization @ Bioenergy and biomaterials
and mealki and other farm equipment

Cloud retail infrastructure Innovative food @ Farm management Agribusiness marketplaces

software, sensing and

@ nNovel farming systems In-store retail and internet of things (1OT)
restaurant technology

@ Agricutural biotechnology

Read our Impact Report on Technology & Food Security fii-institute.org
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TING | ESG DISCLOSURES

Only 44% of companies worldwide provide climate-related disclosures that meet the Corporate
Sustainability Reporting Directive (CSRD), International Sustainability Standards Board's (ISSB) sustainability and
climate-related standards and the US Security and Exchange Commission's (SEC) proposed rules on ESG disclosure.

PERCENTAGE OF COMPANIES PROVIDING ESG DISCLOSURES BY SECTOR
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Energy 58%
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Consumer
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Technology
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CLIMATE SOCIAL GOVERNANCE

Our Impact Report reveals how Al is transforming the landscape of ESG reporting and disclosures by
empowering companies to navigate the complex regulatory landscape more efficiently and effectively.

Read the Fll Institute Al for ESG Impact Report fii-institute.org

Fll Priority compass

powered by Fll Institute

Climate change is a cross-generational concern, debunking the belief that only the young are
worried. The FIl PRIORITY global survey highlighted the volume of concerns from various age groups:

Sroup

— Age ¢

More than 50% of the global population is worried about climate change. This indicates the coming
together of generations to confront one of the most critical and pressing challenges of the planet.

32% of Gen Zs and 28% of
Milennials have taken actions lik
donating money, contacting officials,
volunteering or attending rallies to

climate change in 2023,

53% of the global population

ranked it among their top three:

priorities in 2023, vs. 40% in 2022. younger ones will fa
more of the consequer

Read the full report on people’s tol

priorities globally in the FIl PRIORITY Compass fiiprioritycompass.org
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AGRIFOOD PRODUCTS AS A SHARE OF
IMPORTS AND EXPORTS BY VALUE (2021)

Who produces the world’s food and who eats it? The reality is a stark divide between the Global North and South.
The graphic from our latest Technology and Food Security report provides insights into the global trade
dynamics of agrifood products, highlighting the share of imports and exports by value across different regions.
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'There is a stark divide between net importers and

net exporters of agrifood products. Some regions,

The trade dynamics can have profound
implications for local agriculture, food
particularly in the Global South, are heavily
reliant on imports and exports to meet their food
needs, while others, mainly in the Global North,

security, and economic stability in
developing regions, where local farmers
may struggle to compete with cheaper
imported products

~
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\d\dn'( have to rely on trade as much in 2021

Read our Impact Report on Technology & Food Security
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Al AND THE WORLD ECONOMY

Al could potentially replace around 800 million jobs worldwide
by 2030. Our latest Op-Ed by Professor Jeffrey Sachs discusses
the impact of Artificial Intelligence (Al) on various aspects of
society, including the workforce, economy, and public policy.

EMPLOYMENT SHARES BY Al EXPOSURE AND COMPLEMENTARITY

World Advanced Emerging Low-income
economies markets countries

high complementarity I High exposure, fementarity n

rnationai organization (1L0) and IMF staff calculation
employment withi ' ed as the ol

In advanced economies, about 60%
of jobs may be impacted by Al.
Roughly half the exposed jobs may I y contrast, Al exposure is
benefit from Al integration, expected to be 40% and certain occupations and
enhancing productivity. ’ 26%, respectively. demographic groups. ’
- - -

Al adoption can cause inequality
in labor-market earnings by
roportionately affecting 1

Read about the profound impact of Al on society and the necessity for strategic planning, policy development,
and investment in education and training to harness the benefits of Al while mitigating its potential challenges.

Fil Institute | Op-Ed | July 2024 fii-institute.org
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SOCIAL MEDIA POSTS

Visual content often incorporates
themes of innovation, technology,
and global collaboration, aligning with
the institute's focus areas such as
Artificial Intelligence, Education,
Healthcare, and Sustainabillity.
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