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AMAZING
TANZANIA
STATEMENT

Purpose of
This Document

This document establishes the comprehensive brand standards for Amazing
Tanzania, its operational system ATOS, and its agent network These guidelines
ensure consistent brand expression across all touchpoints, maintaining the
professional integrity and premium positioning of the Amazing Tanzania ecosystem.

Every application of the Amazing Tanzania brand—from digital platforms to printed
materials, from exhibition booths to field uniforms—must adhere to the standards
outlined in this document. Consistency builds recognition, trust, and brand equity in
the competitive safari infrastructure landscape.
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Amazing Tazania
( Parent Brand )

Brand
Ecosystem

A
The parent brand representing
premium safari infrastructure
and authentic experiences '(A(—)I_OS t. | S t )
perational System
\/
Amazing Tanzania operates (Amazing Tanzania Operational
as an integrated brand System): The technology
ecosystem comprising three A backbone enabling seamless

distinct but interconnected

operations
entities:

The professional agent network
connecting global travel
partners

Agent Network
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The Amazing Tanzania brand DNA
defines who we are, what we
stand for, and how we
communicate. These foundational
elements inform every brand
decision and creative execution,
from safari itinerary design to
exhibition presence.

Brand Guidelines

Who
We are.

Private, immersive safaris
shaped by guest interests
and seasonality

What
We Stand For.

Private, immersive
safaris shaped by
guest interests and
seasonality

Private, immersive safaris
shaped by guest interests
and seasonality

Our
Voice

Marketing
Position

A

Our

Q T Values
A

Our

D]\ JAN

» Personalities



sustainable, ethically-operated safari

connections.

@ ®
Competitive Target Where
M a rket o o o —> - < » We Operate
Differentiation Audience e
e, 0 ° Premium tier
PO S ltl O n I n g — professional safari
< infrastructure
We provide integrated technology Primary audiences include professional
systems through ATOS that streamline travel agents seeking reliable safari
operations, professional agent infrastructure they can recommend with
networks through Agent with verified confidence, tour operators requiring
expertise and continuous training, systematic booking and operational
Amazing Tanzania occupies the quality-controlled safari components support for their clients, direct travelers
premium tier of African safari with transparent standards and who value structure, transparency, and
infrastructure. We are neither a e
budget operator seeking volume consistent execution, and dependable professional service over marketing We |
through price competition, nor an ; : : 1
exclusive luxury brand serving EEEIIEIS 2R 2 WAEEE promises, corporate travel planners Are Not |
only ultra-high-net-worth clients. discipline and systematic organizing group safaris with |
N Budget volume operator |
accountability. accountability requirements, and —— |
Aspirational luxury |
international partners seeking marketing facade |
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Brand
Values

We maintain rigorous standards
across every component of the
safari experience—from vehicle
maintenance to guide training,
from accommodation
partnerships to emergency
protocols.

Brand Guidelines

Professional
Excellence

Professional excellence means competent execution verified
through systematic quality control, accountability for outcomes

measured against explicit standards, and continuous

improvement informed by guest feedback and operational data.

We do not compromise operational standards for convenience

or short-term cost reduction.

Structural

Integrity

Structural integrity means the system works through
discipline, documentation, and distributed
capability—not through dependence on

irreplaceable individuals.

Transparency

We communicate clearly about
capabilities, operational constraints,
and realistic costs. Transparency builds
trust through accurate information
rather than vague assurances,
acknowledgment of limitations rather
than false promises, and delivery on
commitments rather than post-

booking surprises.

African
Authenticity

We operate from knowledge
embedded in place—Jombi's Maasai
heritage and 25 years of field
experience, Joyce's Arusha roots and
understanding of Tanzanian business
systems—rather than from external
templates imposed without contextual

understanding.



Brand
Personality

The Amazing Tanzania personality
projects quiet confidence earned
through consistent execution.

Brand Guidelines

Confident
Competence

We are assured without arrogance,
demonstrating competence through operational
results rather than claiming superiority through
promotional volume.

Measured
Precision

Measured precision means clear articulation
without unnecessary elaboration, specific detail
without overwhelming complexity, and honest
assessment without defensive hedging.

Editorial
Authority

we write from knowledge verified through
experience, cite evidence when making factual
claims, and maintain credibility through accurate
representation of safari realities.




Brand
Personality

The Amazing Tanzania
personality projects
quiet confidence
earned through
consistent execution.

Brand Guidelines

Joyce H. Minja
— Managing Director

Strategic Finance & Operational
Governance Lead. Joyce brings
rigorous financial discipline and
systematic accountability to
Amazing Tanzania operations.
With seven years in banking and
extensive experience in
community development finance,
she ensures every safari is
meticulously planned and
executed. Her leadership
establishes the financial integrity
and operational structure that
enables sustainable growth while
maintaining quality standards.

Jombi Kivuyo

— Founder & Safari Director

Visionary architect of
structured safari experiences.
Born in a Maasai village, Jombi
brings over 25 years of
authentic safari expertise,
having guided for major
commercial operators before
founding Amazing Tanzania. His
deep understanding of wildlife
behavior, cultural sensitivity,
and personalized service
establishes the operational
philosophy of the organization.




Mission

To deliver structured, dependable, and
authentic safari infrastructure through
disciplined operations and

To become Africa’s most trusted safari

infrastructure platform for professional
agents and discerning travelers.
professional systems.

Infrastructure Global Sustainable
Excellence Professional Operational
Partnerships Governance

Brand Guidelines




: '"Agent agents complete 40 hours of
verified training covering safari
operations, regional expertise, cultural
sensitivity, and emergency protocols'

NOT

'ATOS integrates booking workflows,
logistics coordination, and payment
processing in a unified platform
accessible to agents and internal
operations teams'

/— NOT
We ///
write

We
write

Calm — N }

Precise Confident /

What We \

Y

What We
: : : o Sound
The Amazing Tanzania brand voice Authoritive \ Like
maintains consistent
characteristics across all
Communications’ from website A T: \ ‘The Serengeti circuit includes four
T . mazing Tanzania communications —m— oS K
content to eXhlblt.lon materials to demonstrate professional competence pernianent tented camps maintained
ﬁeld Communlcatlons: through clear. factual language: to consistent quality standards with

daily management oversight'

NOT
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Voice
by ConteXt Technical Professional

documentation: Correspondence:
Maximum formality Standard business More conversational Confident and
and precision tone with but never casual or inviting while
appropriate warmth colloquial professionally
grounded
While maintaining core voice
characteristics, we adjust
formality appropriately:
amazing, except in rare bucket
incredible, contexts requiring list, life-changing,
unforgettable, genuine emphasis transformative journey

Brand Guidelines

once-in-a-lifetime

limited time, act
now, don't miss out

dream experience,
beyond
expectations,
exceed imagination

buy now, special offer,
exclusive deal, insider
access

Big Five obsession,
sunset rhetoric,
pristine wilderness
exaggeration



Logo System

Clear Space
Minimum Size
Incorrect Usage
Typography System
Hierarchy

Color System
Ratios

Accessibility
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Logo
System




VISUAL SYSTEM

Logo
Philosophy

The Amazing Tanzania logo is hot a
minimal corporate mark. It is a
symbolic identity rooted in
heritage, place, and the authentic
character of East African safari
culture. The logo reflects the
balance between personal
experience and operational
structure, between natural wisdom
and systematic excellence.

Heritage & Operational Natural
Authenticity Balance Intelligence /q ;
y )—

Brand Guidelines TANZANIA/




VISUAL SYSTEM

Script Wordmark: ‘Amazing'

The script rendering of '"Amazing' represents the human

dimension of safari experience—personal storytelling,

individual encounters with wildlife, the emotional resonance of

African landscapes. The flowing, organic character reflects

authentic human res

|
experience we |

Logo
Anatomy
in careful balance:

The Amazing Tanzania
logo consists of three
components working
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The bird also represents the
broader ecosystem—our

The bird is positioned with intentional

commitment to environmental
stewardship and the wildlife

alignment to the baseline relationship of
‘TANZANIA, creating visual integration

"TANZANIA

Primary Wordmark

between symbol and foundation. This is not

The uppercase, structured rendering of

encounters that motivate safari

travel.

decorative placement; the bird emerges from
the structural base, symbolizing how natural
wisdom and operational discipline unite in our

approach

‘TANZANIA' represents geography, stability, and

operational foundation. This is the

The grounded, stable character

provides visual anchor,

The script style deliberately contrasts
with the structured foundation below,

communicating reliability and

>

<

infrastructure—the systems, the logistics, the
professional discipline that makes authentic
experience possible. Tanzania is not merely

creating visual tension that mirrors the
relationship between spontaneous

systematic capability. This element
establishes professional authority.

wildlife encounters and the systematic

planning that enables them.

location; it represents the tangible platform on

which experiences occur.
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VISUAL SYSTEM

and right.

one

Measurement
Standard: Clear space
is measured using the

height of the bird's
head as the unit
(designated 'X").
Maintain minimum
clear space of 12X on all
sides of the logo—top,

Clere Space
& Protection
bottom, left
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VISUAL SYSTEM

Logo
Anatomy

These minimums assume
standard print resolution
of 300 dpi or higher. For
specialized print
processes with confirmed
legibility testing, smaller
sizes may be approved
by Brand Director.

Brand Guidelines
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TANZANIA .
TANZANIA

2

TANZANIA

-
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TANZANIAY

/q -
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TANZANIAY
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TANZANIA
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)

/

will-

/q -

TANZANIA

VISUAL SYSTEM

Incorrect
Usage

The Amazing Tanzania
logo has been carefully
constructed to
communicate brand
identity through precise
visual relationships.

Brand Guidelines
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azing Tanzania

B AT L IR

B il 1]

/V/Wm \Dk
TANZANIVA!

Structured Safari.
Authentic Tanzania.

03

Logo
System

Typography in the Amazing Tanzania brand system
reflects disciplined elegance. Type supports content—
it does not compete with it. Our typography balances
expressive headlines that capture attention with
refined body text that sustains comfortable reading.
This system applies across all brand touchpoints:
printed materials, digital platforms, exhibition graphics,
and operational documents.



Primary Typeface

ABCDEFGHIJKLMNOPOQRS TUVWXY/Z
abcdefghijklmnopqrstuvwxyz
0123456789

Appoved

SemiBold: Primary
weight for most headline
applications, providing
clear emphasis without
excessive visual weight

Bold: Reserved for
major section titles,
cover pages, and
contexts requiring
maximum impact

Usage
Contexts

Section headings in
documents and
publications

Page titles and major
headlines

Exhibition booth headers
and featured statements

Presentation slide titles
Call-out quotes and
featured text in marketing

materials

Signage and environmental
graphics

Amazing Tanzania
Amazing lanzania

Amazing lTanzania

Amazing Tanzania

VISUAL SYSTEM

Fahkwang

Fahkwang serves as our primary
display typeface for headlines,
section titles, and major statements.
This modern sans-serif brings strong
personality without unnecessary
ornamentation. Fahkwang projects
confidence appropriate to
professional safari infrastructure
while maintaining approachability.

Brand Guidelines



Secondary Typeface

Aa

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz

0123456789

I

-

Amazing Tanzania

R

I

Amazing Tanzania
Amazing Tanz

Amazing Tanzania
Amazing Tanzania

Regular: Primary weight for
all body text, descriptions,
and standard content

Medium: For emphasis
within body text,
subheadings, and
secondary hierarchy

Light: For captions,
footnotes, supporting text,
and contexts requiring
visual subtlety

All body text in documents,
publications, and digital
content

Descriptive text in
marketing materials

Captions for photography
and graphics

M marina P~

TANZANIA/

Digital interface content—
website, applications, email

Technical documentation

and operational manuals

VISUAL SYSTEM

Raleway

Raleway functions as our body
text typeface across all
extended content. This elegant
sans-serif provides exceptional
readability with understated
sophistication. Raleway
possesses the professional
neutrality required for
comfortable reading across
diverse content—from technical
documentation to marketing
narratives to operational
procedures.

Brand Guidelines



Display Title

1
|

——_————

Prim

Seca

34pt

Amazing
Tanzania

110%

o t
Amazing

115%

Tanzania

Amazing et

. %
Tanzania =~

H1

Display Title

—_ e —. —— —

I

N

Amazing
Tanzania

24pt

Amazing
Tanzania

115%

Amazing =t

145%

Tanzania

Amazing 9pt

34pt

110%

Emph

asis Text

H1

Amazing

Tanzania

145%

. 135%
Tanzania

VISUAL SYSTEM

Typography
Hierarchy
System

Cover titles, major section
openings, standalone featured
statements

Line height: 1107% (tight spacing
appropriate for short-form
impact)

Color: Forest Green or Gold
depending on context

Brand Guidelines
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Visual System

1
|

——_————

H-1

L Standard Body Text Amazing

Responsive
Tanzarlieia e S C a I i n g

2.2rem

Amazing
Tanzania

35px

H —2 . ?:jp or:ing Body Text Amazinogm-rem
Amazin g | men s | MPebas Body text never scales
=2 . Typography scales across Tanzania below 1rem (16px) on
Tanzania | viewport sizes to maintain any device. Smaller text
S readability: compromises readability
Desktop (1200px and above): and accessibility. Only
Use specifications as listed _ 8_ headline sizes scale
H-3 . . above Col Amazing down; content text
mazing '
Tanzania - Tablet (768px to 1199px): S remains constant.

Reduce headline sizes by 10-
15%, maintain body text at 1rem

Mobile (below 768px): Reduce
headline sizes by 20-257%,
maintain body text at 1rem
minimum

Brand Guidelines
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Color
System

Color application follows disciplined
restraint. Premium brands use color
strategically, allowing careful placement to
carry meaning rather than overwhelming
composition with chromatic variety. Our
palette creates visual coherence across all
touchpoints while enabling sufficient
variation for hierarchical clarity.

Brand Guidelines




Forest Green
— Primary Foundation

Hex: #2F4F2F

RGB: 47,79, 47
CMYK: 70, 40, 70, 50)
Pantone: 553

Safari White
— Clean Foundation

Hex: #FFFFFF (pure white)
or #F8F8F6 (warm off-white
for print backgrounds)

RGB: 255, 255, 255

248, 248, 246 (warm)

Gold
— Accent and Authority

Hex: #D4AF37
RGB: 212, 175, 55
CMYK: 15, 25, 90, 5
Pantone: 7548 C

Primary
Palette

These ratios are
guidelines, not absolute
requirements. Specific
applications may vary—
exhibition booth
graphics might use
higher Forest Green ratio
for brand impact, while
text-heavy documents
use higher neutral ratio
for readability. The
principle remains
constant: restrained
color application with
clear hierarchy.

Brand Guidelines



VISUAL SYSTEM

Supporting
Palette

Apply colors in

. strategic proportion

Muted Olive to maintain visual
harmony and brand

consistency

Stone Neutral Warm Grey

Hex: # D9D4CF | RGB: 217, 212, 207 Hex: #8B8680 | RGB: 139, 134, 128 Hex: #6B7456 | RGB: 107, 116, 86

Brand Guidelines




COLOR APPLICATIONS

"Design Discipline
Reflects
05 Operational Discipline."

Uniform System

Vehicle Branding

Application Travel Kits

Agent Materials

S y S t e m ATOS System Interface Preview




Translating ldentity
into Tangible Presence




BRAND APPLICATIONS

Stationary
System

Structured Safari.
Authentic Tanzania.

‘ f/i IR '\
Wy /1 T
£ A /

[ )
7 .
'I__.-j-.t;.:-:.:-}f_ -T.-H-:j_.- 3

Print Applications

\ \ I 4
For offset printing, specify Pantone | | 'H ”:H }/
colors for brand-critical - R {4 |
applications to ensure color ¥ > Noak — ¥
consistency across print runs. N - \ ;ﬁ’ ;_“ j
: % 7 :
: : p

Digital Applications

Use RGB hex values for all digital
applications—websites, applications,
digital sighage. For video and motion _
graphics, convert to appropriate color

space for output medium. L

Brand Guidelines



BRAND APPLICATIONS

Business |
Card

Front:

Forest Green background
White reversed logo
Gold accent line

IIIIIII
- [}

Back:

White background Dimensions:
Ral-eway bOdy text Include dimensions:
Forest Green heading 90mm x 50mm

Brand Guidelines



BRAND APPLICATIONS
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BRAND APPLICATIONS
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BRAND APPLICATIONS

Deal Closing

Folder o || N ER L | A AT A t\'\ﬁ bl
Stk cturEd Safar #\, U ' Structured Safari. gent yvinggas
4| = Authentic Tanzania.

enth:‘. Tanzar

Sﬁu"étured Safaﬁ‘

Authentic Tanzania.

Structured Safarl

Sapthventic Teneenii

Presentaion Folders

Premium presentation folders
for proposals, contracts, and
high-value partnership
materials. These folders

o GO ST ﬁﬁ%m r

Stractured Salar,

il Aprthetic Tansankn

create tactile quality g v -1_...111-.-*__.;;-@.1-::-;-.. .
impression during critical ; f e G |
business moments.

L
_E‘“._'._u-..n-.-.. I i il T s g e
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BRAND APPLICATIONS

Structured Safari.
Authentic Tanzania.

Office
Branding

Presentaion Folders

400gsm board

Matte lamination

Blind embossed logo
Gold accent interior line

Brand Guidelines



BRAND APPLICATIONS

Structureq Safari
Authentic Tanzania

TANZANIK

Office
Branding

Presentaion Folders

400gsm board

Matte lamination

Blind embossed logo
Gold accent interior line

Brand Guidelines
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Structured Safari.
Aulhentic Tanzania.

Structureq Safari,
Authentic Tanzanig,

eyl




BRAND APPLICATIONS

Uniform
System

Amazing Tanzania staff uniforms
communicate professional identity
while remaining practical for
operational contexts. Uniforms
reflect brand colors and quality
standards without sacrificing
comfort or functionality.

Shirts: Safari White or Stone Neutral, Forest
Green embroidered logo on left chest

Trousers/skirts: Forest Green or neutral khaki,
professional cut

Optional: Branded vest or blazer for client
meetings in Forest Green

Name badge: White with Forest Green text,
magnetic attachment

Brand Guidelines




BRAND APPLICATIONS

Safari Field
Uniform

Safari shirt: Khaki or olive,
breathable fabric, embroidered
logo on left chest and back

Trousers: Durable khaki with cargo
pockets, reinforced knees

Hat: Wide-brim safari hat with
embroidered logo or hatband in
brand colors

Footwear: Quality safari boots
(personal choice, not branded)

Brand Guidelines




BRAND APPLICATIONS

Safari Field
Uniform

Safari shirt: Charcol Green or olive,
breathable fabric, embroidered
logo on left chest and back

Trousers: Durable Charcol Green
with cargo pockets, reinforced
QEES

Hat: Wide-brim safari hat with
embroidered logo or hatband in
brand colors

Footwear: Quality safari boots
(personal choice, not branded)

Brand Guidelines




BRAND APPLICATIONS

Safari Field
Uniform

Safari shirt: Charcol Green or olive,
breathable fabric, embroidered
logo on left chest and back

Trousers: Durable Charcol Green
with cargo pockets, reinforced
TQEES

Hat: Wide-brim safari hat with
embroidered logo or hatband in
brand colors

Footwear: Quality safari boots
(personal choice, not branded)

Brand Guidelines




BRAND APPLICATIONS

Premium
Travel Kit

Safari shirt:

Brand Guidelines







SYSTEM INFRASTRUCTURE

“Integrated
infrastructure
powering safari
operations.”

06

ATOS
System Preview

Brand Guidelines



BRAND ECOSYSTEM .

. - r ’ Ui
Website N 1
Branding r i ’ & ® T I
N ot Tanani ol ¥ Northern Tanzamé ‘told
iy . " at the pace of wﬂdllfe s

I warrt? fedling

ATOS technology system uses
the same core palette with The Land Leads
slightly cooler emphasis—Forest
Green remains dominant, but
interface elements may use
more neutral grays for technical
clarity. Gold accents indicate
interactive elements and primary
actions.

TF Y 1 1 i W

The Land Leads

----------

-----------
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BRAND ECOSYSTEM

Agent
Network

Agent materials use the complete
palette with balanced warm-cool
temperature. Forest Green
establishes brand connection, Gold
emphasizes professional
excellence, and generous neutral
space communicates
sophistication.

Brand Guidelines




Bookings

: : Bookings

BRAND ECOSYSTEM

Strategic Partner Accoess

Sirategic Partner Access

ATOS

System
Branding

ATOS technology system uses

the same core palette with ing Tanzania
slightly cooler emphasis—Forest tion

Green remains dominant, but <t sl
interface elements may use g
more neutral grays for technical
clarity. Gold accents indicate
interactive elements and primary Projeet Projrmss
actions. R '

Evolution

< Proghress
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SERVER SECTION

AT
SERVER

Brand Guidelines

SYNOLOGY
DS923+ NAS

Synolo_?X 8TB SSD DiskStation DS923+ 4-

Bay SATA NAS Server 4x 2TB SATA SSDs

g;.s' DB RAM 1TB (2x 500GB) NVMe Cache
S

Backup Power
APC Smart UPS 1500VA

Approx: $-

Business Firewall Router
Ubiquiti / MikroTik

Approx: $-

Network Switch
16-Port Managed Switch

Approx: $-

Server Rack + Installation

Approx: $-



WEBSITE ISSUES

WEBSITE
ISSUES

Brand Guidelines
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Structured
International
Market Presence

O/

Marketing &
Exhibition
Infrastructure

This section establishes standards for
materials used in trade shows,
partner meetings, sales
presentations, and corporate visibility
contexts. Each piece functions as
tangible evidence of our brand
positioning: premium safari
infrastructure delivered through
professional systems.
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BRAND ECOSYSTEM

Company
Profile Book

The Company Profile Book serves
as the definitive corporate
overview for partners, investors,
and high-value prospects. This is
not a marketing brochure—it is an
authoritative reference document
presenting Amazing Tanzania
capabilities, infrastructure, and
positioning with editorial
sophistication.

Brand Guidelines
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BRAND ECOSYSTEM

Exhibition
Booth System

Amazing Tanzania exhibition
presence projects structured
authority through clean design,
premium materials, and
strategic brand application. Our
booth does not compete with
adjacent exhibitors through
volume or visual chaos—we
create calm, professional space
that attracts serious prospects
through quality signals.

Brand Guidelines




FINANCIAL ISSUES

Financial
Projection

Brand Guidelines
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Brand
Governance

"Brand consistency
e iy s is not aesthetic preference
all organizational units, external 4 it iS Operati()nal diSCipIine".

partners, and operational contexts.
These rules establish authority,
approval processes, and
accountability for brand standards.
Brand integrity is hot optional—it is
systematic requirement.



Brand Authority
Structure

The Brand Director holds
ultimate authority for brand
standards and applications.
All material deviations from
these guidelines require
Brand Director approval
before production or
publication.

Maintaining and periodically updating brand
guidelines to reflect operational evolution

Reviewing and approving major brand
applications before production

Training staff and partners on brand
standards and proper application

Monitoring brand compliance across
touchpoints including digital, print, exhibition

Making final decisions on brand questions,
interpretations, and exception requests

Coordinating with leadership on brand
positioning and strategic direction

The marketing team
executes brand applications
following these guidelines:

Creating brand materials consistent
with established

Ensuring external partners and
vendors follow brand guidelines

Maintaining brand asset libraries with
current, approved files

Conducting routine brand
compliance reviews of materials and
touchpoints

Escalating questions, exceptions, and
violations to Brand Director

Managing relationships with
production vendors and agencies

All departments using
Amazing Tanzania brand
identity must:

Follow these guidelines for all brand
applications without exception

Consult marketing team before
creating new branded materials

Use only approved templates, logos,

and brand assets from official library

Submit materials for review when
required by approval process

Report brand misuse or
inconsistencies when observed

Attend brand training sessions when
provided

External partners, agents, and
vendors with access to

Amazing Tanzania brand must:

Receive, review, and acknowledge
receipt of these brand guidelines

Use only official brand assets provided
through authorized channels

Submit all creative work for approval
before production or publication

Implement revision feedback
precisely as specified

Maintain confidentiality of brand
assets and proprietary guidelines

Understand that brand misuse may
result in partnership termination

Materials
Requiring Approval

The following material categories
require Brand Director approval
before production or publication:

New logo variations or applications
beyond approved versions

Major marketing campaigns and |
associated creative executions

Website redesigns, significant
updates, or new digital properties

New brand architecture, sub-brands,
or naming systems

Partnership and co-branding
arrangements involving Amazing
Tanzania identity

Materials deviating from standard
templates or established patterns

External agency creative work before
presentation to broader audience
Exhibition booth designs and large-
format graphics

Uniform designs and branded
merchandise

Corporate gifts and promotional
items

Approval Timeline
Requirements

Submit materials for approval
with adequate lead time to
accommodate review cycles:

Major campaigns and exhibitions: 3 weeks
minimum before production deadline

Standard marketing materials: 1 week
before production

Minor updates to existing approved
materials: 3 business days for review

Urgent requests: Contact Brand Director
directly—note that urgent turnaround
cannot be guaranteed

Insufficient lead time may result in
delayed approval or rejection of
timeline. Plan brand review into
project schedules proactively.

Approval
Response
Categories

L

APPROVED

Approval Submission
Requirements

Approval
Process

Submit materials for approval
with complete information
package:

Final or near-final creative executions in appropriate
format (PDF for print, live URLs for digital)

Context description: intended use, distribution ‘
channel, audience, production specifications

Specific questions or concerns for Brand Director
consideration

Timeline including approval deadline, production
schedule, publication date

Budget information if relevant to material quality or
vendor selection

Contact information for follow-up questions and
revision coordination

APRV-MINOR REVISION REQUIED REJECTED
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TANZANIA

Amazing Tanzania info@amazingtanzania.com
P.O Box 2, Karatu- Arusha reservations@amazingtanzania.com

+255 752 746 689 www.amazingtanzania.com



