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“Womenatrix” is a project that explores feminism inside digital spaces shaped by artificial
intelligence and technoloqgu.

It looks at how women exist, speak, create, and resist within online systems built on
algorithms, data, and automated decisions.

The internet is not treated as a neutral tool. It is seen as an environment, one that watches,
sorts, ranks, and sometimes erases. Platforms, Al systems, and diqgital rules affect who
becomes visible, who is exposed, who is silenced, and who feels safe enough to speak.

The project brings together analysis and lived experience. It documents what is already
happening, makes hidden structures visible, and creates room to imagine other ways of
being present online with more awareness, care, and agencuy.
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LOGO

primary logo

The Womenatrix logo is a core element of the project’s
visual language.

It operates as a symbolic system, not a decorative mark.

The logo brings together structure and disruption:

a rigid vertical form, an organic deviation, and a precise
point. ’

Each element is intentional. Nothing is ornamental.
Its correct and consistent application is essential to keep a WOMENATR[X
clear, controlled, and recognizable presence across all

formats — digital, print, and screen-based. JJI (QJ| " . GJ . "
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LOGO

lcon

The icon is a reduced version of the primary logo.

It preserves the same internal tension, proportions,
and meaning, without text.

The icon is used in restricted or compact contexts
where the full logo cannot appear, such as digital
platforms, social media avatars, video overlays, and
interface elements.

Because of its simplified form, the icon must always
remain clear, centered, and untouched.

Any loss of proportion or contrast weakens its
presence and meaning.
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LOGO

meaning

The Womenatrix logo is designed as a dual reading: a name and a presence.

At first glance, it reads as a \WW and on closer inspection, it reveals the silhouette of a
woman, positioned inside the letter rather than outside it.

This relationship is intentional.

The woman is not added to the system; she exists within it, shaped by its structure
and limits, yet still visible.

The logo holds this tension without resolving it.

It presents identity as something framed, observed, and negotiated inside digital
space — not simplified, softened, or detached from power.

\ 4

WOMENATRIX

aipl allell a6 diguil

\'< J ’

The cyan shape forms a female The red shape completes the W of The diamond is a minimal anchor.

silhouette. Womenatrix.

It functions like a marker — a point of

It represents the woman as a visible It acts like a frame that holds the contact, a record, a moment where
subject inside digital space — not as silhouette in place — almost like a something reqgisters.
an icon, but as a presence. system closing around a bodu.

CREATIVE STUDIO

WOMENATRIX

The wordmark is set in a controlled,
geometric structure.

It mirrors the logic of systems,
interfaces, and digital order.

iyl allell 8 dyguil

The Arabic line grounds the project in
lived realities, not abstraction.

It asserts lanquage as presence, not

translation.
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LOGO

safe zone

The safe zone defines the minimum clear space required
around the Womenatrix logo.

It protects the mark from visual interference and loss of

clarity. ’
This area must remain free of text, images, patterns, or
graphic elements at all times.

Respecting the safe zone keeps the logo readable, WOMENATRIX

stable, and visually intact across all uses. Yl rQJLS'?_" 90 Aquill
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LOGO

scale

The Womenatrix logo does not have a fixed maximum size.
It may scale freely as long as its proportions remain unchanged.

At all sizes, the logo must stay clear, readable, and structurally
intact.

To protect leqgibility and internal detail, the logo must never be
used below the minimum size defined in this guide.

When reduced beyond this limit, the relationship between the
symbol, the wordmark, and the Arabic line begins to break,
affecting recognition and meaning.

IT space is limited, use the icon version instead of reducing the
full logo further.
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LOGO T/

on background
WOMENATRIX

adyl allell g dguuil

The Womenatrix logo must always remain clearly
visible against its background.
Contrast is not optional. ‘ ‘

The logo should never compete with the surface it WOMENATRIX WOMENATRIX

sits on. il allell .4 dyguil Al all=ll 0 diguill

\ ¢

WOMENATRIX

Al allell 3 dguil

If readability is reduced, the application is
incorrect.
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LOGO

do’s & don’ts

The Womenatrix logo is a fixed visual system.
It must be used exactly as defined in this quide.

Any alteration weakens recognition and breaks the
internal logic of the mark.

These rules are not stylistic suggestions.

They are non-negotiable.

WOMENATRIX

aiyl allell 8 dguil
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WOMENATRIX
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don’t change composition of don’t change brand composition

i

WOMENATRIX

o3yl pllall L5 &guill

don’t change brand fonts don’t change brand colors
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WOMENATRIX

aigl allsll o diguill
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WOMENATRIX
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don’t change logo proportions

\L.{4

WOMENATRIX
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WOMENATRIX
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e changgggceirlwggo LEITEES don’t use drop shadow don’t change elements shape
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COLORS

lcon

The Womenatrix color system is designed for contrast, visibility, and
tension.

It reflects digital space: screens, alerts, interfaces, and controlled
environments

The palette is limited and intentional.:
€ System Cyan represents screen light and digital presence.
It is the color of interfaces, data layers, and visibility.
@ Warning Red represents risk, friction, and constraint.
It frames the system rather than softening it.
4@ Charcoal Black represents the system itself.
It provides depth, silence, and control.
For Womenatrix, color is not mood. It is positioning.

The palette should feel precise, limited, and intentional like a controlled
interface, not a lifestyle brand.

SYSTEM
CYAN

HEX: 00B7C4
RGB: 0183 196
CMYK:72% 0% 17% 0%

WARNING
RED

HEX: C5312A
RGB:197 49 42
CMYK: 15% 95% 90% 5%

CHARCOAL
BLACK

HEX: OBOF12
RGB:11 1518
CMYK: 920% 70% 60% 85%
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TYPOGRAPHY

headlines

English Arabic

Typography plays a structural role in shaping the
Womenatrix visual system.

It defines hierarchy, controls reading flow, and sets
the tone across all outputs, digital, print, and
screen-based.

The headline typefaces are selected for their clarity,

firmness, and neutralitu. Lorem ipsum dolor sit amet, U-.ED| ey Jlgs Pg—'lH:!| A— g

, : consectetuer adipiscing elit, sed 5 crweuldl sitbu Wilsl jgitis i
Thego avoid ornament ahd rely on form, weight, and diam nonummy nibh euismod tg_ug.l.l.i'gJuulJ.il Jg_m_,_,J Jg_nwggb_,i
spacing to carry authority. tincidunt ut laoreet dolore magna sl adil eigy |g_.5_,_|| Lis Lo jug> wil \ng_uJ

aliqguam erat volutpat. Ut wisi
Together, the English and Arabic headline styles enim ad minim veniam, quis gl agpiwgi Qwlgis,auliss ~ Atitn

support a bilingual system that feels balanced, nostrud exerci tation ullamcorper Y e oa) T I | JUQJjUJE'gJ‘J
deliberate, and consistent, without visual suscipit lobortis nis| ut aliquip ex "

dominance from either language.

Space Grotesk Bold KufyanArabic
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TYPOGRAPHY

subheadings & body text

Subheadings and body text support the flow of
information in Womenatrix.

They provide clarity, continuity, and ease of reading
across longer content.

This level of typography is designed to carry
meaning without drawing attention to itself.

It remains neutral, readable, and stable across
formats and languages.

The selected typefaces prioritize leqibility, balance,
and consistency, allowing complex ideas to be
communicated clearly without visual noise.

Together, they support the project’s analytical tone
while  maintaining accessibility for different
audiences.

English

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit, sed
diam nonummy nibh euismod
tincidunt ut laoreet dolore magna
aliqguam erat volutpat. Ut wisi enim
ad minim veniam, quis nostrud
exerci tation ullamcorper suscipit
lobortis nisl ut aliquip ex ea

Space Grotesk

Arabic

Aa _|I

u_Lol cruy gy pg il A gl

g L i NI L|_||3| Jg_l_ubiu_l_lgbl
S Jg_IJJ L_lglug_u_u_IIJJI JgLal dg_Arg
Ao A all vgy lgadl Uslo jligy ui
)gs s O gl JJJJzLU(JJ _lgis,ailiia

igga culy A 1papy

KufyanArabic Light
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VISUAL LANGUAGE

mood

The visual language of Womenatrix sits between the
human and the system.

Images reflect tension, observation, and diqgital
presence rather than narrative or emotion. Faces,
bodies, and objects appear mediated, framed by
screens, light, or structure.

Color contrast is sharp and controlled. Cyan and red
act as signals, not decoration, while dark
backgrounds create isolation and focus. Light often
feels artificial, like an interface rather than a natural
source.
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VISUAL LANGUAGE

Posters

4 ———

' icati - » WOMENATRIX e
Posters are a primary communication format for 127 Uty blag iy bl

Womenatrix.

They operate as visual statements rather than
promotional material.

Each poster is designed to hold attention, provoke
reflection, and position the project inside digital and
public space.

Imagery is cinematic and controlled.

Human figures are treated as subjects within

systems — framed, fragmented, or partially aaleal Jila cil
obscured. Text is direct and intentional, used to
quide reading without explaining the image. WOME%ATR[X

. yfoirics Line
Color contrast, scale, and hierarchy are used to R i o

create tension and focus.

Uleo uileg” 12" g4y axly " clinnl <193 Blas Igagal bl .gnia Glitch go

Posters should feel assertive, quiet, and deliberate — s i, i ki ke / ,
never decorative, sentimental, or illustrative. They — AT AN BRI
function as signals, not advertisements. | end dg e Bhcome ot 1

. 112091 sl2.0 1,390 5y 34400 a8
gl glud- _jsuo il g alaclg 8] g sizn - o il gyt 38
Diecion nd Viual & Sound Execution: Mouad Boukdlr
‘Screenwriting: Lobna Msilini & Mouad Boukdir | Concept, Development, and Research: Lobna Msilini & Assaouer Mrabet
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