Brand
Guidelines

Guiding principles
for the Children’s
Foundation brand

The Importance of
Consistency
Maintaining a consistent, unified image
makes the Children’s Foundation of Guelph
and Wellington readily identifiable to our
audiences, avoids confusion and ensures
that we present the most professional
image possible. It also ensures greater
understanding in the community of the
programs we offer. Following these
guidelines is an essential step in ensuring
brand consistency. It is important to note
that our brand is not simply our logo –
it encompasses everything we are and
everything we do.

1. Simplicity
We reach of a broad range of audiences
and our brand will be easy to understand
and make a connection with
2. Creativity
We’re open to new ideas and innovative
ways to meet our community’s needs
3. Consistency
A strong stable of sub-brands (our
programs) all aligned with the same visual
identity and consistently used following
these guidelines will strengthen our brand
and ensure greater understanding in the
community and among our donors.

Contacting our Brand
Contacting the
Brand Officer
To receive digital files of the Children’s
Foundation logo or our program logos,
or if you have questions, please contact
the Brand Officer.

4. Professional
We are a well-run organization that
implements sound, strategic business
practices to ensure we meet the needs of
our community in a responsible way. We are
accountable for our actions, every day.

In addition, all marketing and communications
materials developed internally and/or externally
that use the Children’s Foundation brand must
be reviewed by the Brand Officer.

5. Fun
While we understand the importance of the
work we do, we also understand the value
in having fun while we’re doing it.

Glenna Banda
Executive Director
Children's Foundation of Guelph and Wellington
519-826-9551 ext. 24
glenna@childrensfoundation.org
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The one-Link Logo Components
The logo consists of three parts: the wordmark; the icon; and the tagline.*

wordmark

icon

tagline

The wordmark and icon create the logo as a whole. They should not appear separate from one another,
except on social media or other approved applications where the full logo or name is also present.
* The logo is not to be used without the tagline, except in specific circumstances such as embroidery,
or extremely small size restrictions. Consult with the Brand Officer for permissions and details.

Acceptable Variations

Application Rules
Clear Space Rules

A protected area exists to ensure no other graphic elements or
type interferes with the integrity of the logo. Using the “h” as a
guide around the entire perimeter of the logo, no text or other
graphics may be within this protected zone.
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Minimum Size
The logo may appear in a variety of sizes as long as it is always sized
proportionately and not skewed in any way. The minimum acceptable size
for the logo is 1.5 inches wide to maintain legibility. If the logo must appear
smaller than this, permission should be given by the Brand Officer,
and the tagline should be removed.

1.5"

Incorrect Usage
As a graphic representation of our association and the exceptional members, programs and services we
offer, our logo should always appear in its proper format.

x

x

Do not remove any components of the logo.

x

x

Do not rearrange any components of the logo.

x

Do not skew the logo.

x

Do not recreate the logo with different fonts.

x

x

Do not place the logo over a busy or
conflicting background, or those with
insufficient contrast.

Do not change the colours of the logo.

x

Do not use small or low resolution .jpgs
for printing. Where ever possible, use
provided vector (.ai or .eps) files.
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Do not place shadows, or other effects,
behind the logo.
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Colour Palette

Corporate Colours

PMS 3005 Blue
CMYK: 100, 31, 0, 0
RGB: 0, 119, 200
WEB: #0077C8

PMS 1235 Yellow
CMYK: 0, 31, 98, 0
RGB: 255, 184, 28
WEB: #FFB81C

Secondary Colours

PMS 1205 Yellow
CMYK: 0, 3, 43, 0
RGB: 248, 224, 142
WEB: #F8E08E

PMS 7500 Taupe
CMYK: 3, 5, 26, 2
RGB: 223, 209, 167
WEB: #DFD1A7

PMS 166 Orange
Scholarships
Program Colour
CMYK: 0, 76, 100, 0
RGB: 227, 82, 5
WEB: #E35205

PMS 186 Red
Adopt-A-Family
Program Colour
CMYK: 2, 100, 85, 6
RGB: 200, 16, 46
WEB: #C8102E

PMS 290 Blue
CMYK: 23, 0, 1, 0
RGB: 185, 217, 235
WEB: #B9D9EB

PMS 365 Green
CMYK: 24, 0, 44, 0
RGB: 194, 225, 137
WEB: #C2E189

PMS 362 Green
Food & Friends
Program Colour
CMYK: 78, 0, 100, 2
RGB: 80, 158, 47
WEB: #509E2F

PMS 334 Teal
CMYK: 99, 0, 70, 0
RGB: 0, 151, 117
WEB: #009775

PMS 441 Gray
CMYK: 22, 4, 15, 8
RGB: 190, 198, 196
WEB: #BEC6C4

PMS Cool Gray 5
CMYK: 13, 9, 10, 27
RGB: 177, 179, 179
WEB: #B1B3B3

PMS 257 Lavender
CMYK: 18, 36, 0, 0
RGB: 198, 161, 207
WEB: #C6A1CF

PMS 254 Purple
Free to Play
Program Colour
CMYK: 48, 96, 0, 0
RGB: 152, 29, 151
WEB: #981D97

Note: Do not use yellow or any light colours for text.
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Program Logos
Please note the same rules apply for the program logos as for the corporate identity. In instances
where the marketing material/communications piece speaks to the overarching organization and all its
programs (i.e. a corporate brochure) it isn’t necessary to include the full program logo – only its type
treatment would be required. This is the only instance where the full logo wouldn’t be required. All other
applications (website pages, program specific literature and communications, etc) require the full logo.
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Font Usage
Primary Font
When at all possible the font family Helvetica should be used. The wordmark is set is various weights of
this font. (There are many more than shown here)

Helvetica Light
ABcdeFGHiJKLMnoPQrStuVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@$%{*&

Helvetica Bold Extended
ABCDEfGHIJKlMNOPQRstUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@$%{*&

Helvetica Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@$%{*&

Helvetica Bold Extended
ABCDEfGHIJKlMNOPQRstUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@$%{*&

Tagline Font - for very limited usage - see Brand Officer

hug Me tight - lower case usage only
abcdefghijklmnopqrstuvwxyz
1234567890@$%{*&

Secondary Font - general use
When Helvetica is not available the Arial family of fonts can be used.
Arial Regular
ABcdeFGHiJKLMnoPQrStuVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@$%{*&

Arial Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@$%{*&

Arial Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@$%{*&

Arial Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@$%{*&

Arial Black (for headline use only)
ABCDEfGHIJKlMNOPQRstUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890@$%{*&
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File Types

Co-branding Guidelines

Understanding that different file types are
required for different applications ensures the
integrity of the logo is never compromised
on any print or electronic communications.
The following can be used as a guideline
when determining what file type is required
for particular applications.

The following guidelines apply to co-branding
initiatives (i.e. third-party events, other instances
where the Children’s Foundation brand is
alongside another organization/partner):

There are two types of file formats – vector and
bitmap. Vector refers to drawn or illustrated
artwork and bitmap refers to pixel-based
or photographic files. Resolution refers to the
quality of a photo file and is measured in dots
per inch (DPI). A bitmap has a resolution,
while vector files do not. Please refer to this
section before sending out any electronic files.

b. The partners must be equally represented
with the same sized logos in the same
general areas.

a. Any new co-branding initiatives must be
approved by the Brand Officer.

c. While in some cases it will be necessary
to follow the partner organization’s visual
identity guidelines, designers should strive
to find some commonalities for layout
and design.

a. Vector file – Adobe Illustrator .eps or ai.
A vector file can be increased in size
and never loss quality.

d. Ensure that the integrity of the Children’s
Foundation brand is never compromised,
regardless of the partnering company’s
guidelines.

b. Bitmap file – High-resolution. Photoshop .tif,
.eps or high-resolution .jpg. Dots per inch
(dpi) of 266-350 (high-resolution). Flies that 		
can be used for printing.

e. All design materials must be approved
by the Brand Officer.

c. Bitmap file – Low-resolution. .jpg, .gif.
Dots per inch (dpi) of 72 (low-resolution).
Files that should be used for PowerPoint
presentations and websites. Not
recommended for printing under
any circumstances.
d. Bitmap file quality is set as the size it was
saved as. Any increase in physical size
will result in loss of quality.
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