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B R A ND  E V OL U T IO N

As the brand continues to evolve, it is important to understand the 

reasons we have moved on. There are many reasons for the shift: the 

brand evolution of the United States, broad research and findings. But, 
perhaps most importantly, the reality of diminishing relevance and need 
to communicate more urgently.

While the previous logo and brand sentiment was in-line with our values, 
there were elements of the brand that didn’t resonate with modern 

audiences or convey the urgency of our organization. As a result, a new 
Big Brothers Big Sisters of Canada brand has been developed to be more 
powerful, modern and inclusive.

1975-2001

2001

2007
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T O N A L I T Y
Every piece of communication should reflect who we are as an 
organization. That’s why a shift in tonality was so important for our 
new brand. To increase relevance and urgency, our new tone must 
be aligned with our mission, and vision.

Below is a tonality statement that showcases the tone of voice, word 
choice and empowered language of our new brand:

We are the most human brand on the planet.

When we talk about making change in the world, we don’t mean 

sending down platitudes from on high. And we aren’t talking 

about tweets and likes. 

We’re talking about rolling up our sleeves and being present for 

the next generation. About seeing their potential and standing 

alongside them to champion it.

And we know there are more Canadians like us. People who care 

to do more. Give more. Protect more. 

We’re a collective of everyday advocates, standing together across 

vast distances to make sure the littlest among us have the biggest 

possible futures. 

Because we know that changing the world for a child doesn’t take 

a hero. It takes showing up with simple acts of support. 

So we stand together to protect their futures and empower their 

potential.

This statement and these guidelines enable agencies to create 

consistent, empowered language. They are not intended to be 

used as-written or as external-facing language.

We are… 

PRINCIPLED

EMPOWERING

WONDER-FILLED

ADVOCATES

REALISTS

HOPEFUL

STRAIGHTFORWARD

SUPPORTIVE

HUMBLE

Without being...

PREACHY

PUSHY

JUVENILE

AGGRESSIVE

PESSIMISTS

NAÏVE

INSENSITIVE

OVERBEARING 

INVISIBLE
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O UR  L O G O  -  T HE  S T OR Y
Background

To appear as a unified, global brand, the three-line visual approach started 
by BBBS America was implemented to create the new Big Brothers 
Big Sisters of Canada logo. To customize and create ownership, the 
style required a truly Canadian story that emphasizes our culture, our 
approach and the relationships at the core of every match.

Our Story: The Power of Three

Potential is everywhere. 

It’s in every city and every province. From the bustling seaports of 

Vancouver to the shores of St. John’s. We’re stepping up today to 

support this potential, so that together, we can shape the Canada of 

tomorrow. Our country may be vast but our vision is focused: That all 

young people realize their full potential.

And our plan is clear: The Family , The Organization, The Big.

The three players that come together to forge a new path forward.

We stand together now, because we know the simplest acts create the 

biggest impact. And these acts can empower potential everywhere.

Grands Frères

Grandes Sœurs
DU CANADA

Big Brothers
Big Sisters
OF CANADA
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O UR  L O G O  -  P R IM A R Y

Primary Logo

The primary logo (as shown) should always be considered as the 
first option. The spacing, subtext and colour placement should 
not be adjusted. Versions for each agency as well as usage rules 
are provided by the National Office.

Primary Logo - Colour Alternatives

The gray and teal on a white background are an integral 
part of the colour ratio of the new brand, however, additional 

colour options for this lockup have been provided. While light 
backgrounds provide the highest contrast for the primary logo, 
some cases require a dark background. In this case, utilize the 
alternative colour logo.

Primary Logo - Single Colour

Some scenarios, such as organizational partnerships or limited 
printing capability, may require single colour logos. When 
selecting the correct single colour logo, ensure that contrast 
with the background is sufficient for legibility. When using a 
teal background, the all-white logo should be used. 

Big Brothers
Big Sisters
OF CANADA

Big Brothers
Big Sisters
OF CANADA

Big Brothers
Big Sisters
OF CANADA

Big Brothers
Big Sisters
OF CANADA

Big Brothers
Big Sisters
OF CANADA

Big Brothers
Big Sisters
OF CANADA

1c_Reverse 1c_Black

onDarkGrayprimary
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O UR  L O G O  -  A GE N C Y  L O G O S

Primary, One-Line Agency Logo

Agency-specific logos, for both English and French, have been provided 
by the National Office. No letter spacing, line spacing or character size 
adjustments should ever be made to these logos.

Primary, Two-Line Agency Logo

While the agency name is usually 
presented on one line, there are cases 

when the location name is longer and 
so the mark is adjusted to include two 
lines.

Logo - No location

In certain edge cases, a logo is used 
which has no reference to a local area 

(the “of area” is left out). Examples of 
these cases include:

• Partnerships that extend over two 
or more agency service areas. 

• When BBBS services are being run 
inside another organization (ex. 
YWCA or OurKidsCount)

• When referring to the entire BBBS 
network in Canada.

Spacing

Part of the brand evolution is 

the use of more white space 

which includes additional space 

around the mark. As a rule, 
utilize the height of one capital 
‘B’ to determine minimum space 

around the logo.

Sub-Brands

Program or event logos, such 
as Bowl for Kids’ Sake, can work 
together with the single-line logo. 
These sub-brand logos must only 
have one accent colour, just like 
our logo.

Big Brothers
Big Sisters
OF PLACEHOLDER AGENCY

Big Brothers
Big Sisters
OF CANADA

B

Big Brothers
Big Sisters

Big Brothers
Big Sisters
OF PLACEHOLDER AGENCY 
WITH LONG NAME
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O UR  L O G O  -  A DDI T IO N A L  T R E AT ME N T S

Single-Line Logo

Ideal for use in narrow and smaller spaces. Also useful when 
you need text to be the primary element, like on building 
signage. In these cases, there is less of a requirement to 
identify the agency location. 

Two-Line Logo

Ideal for use in narrow and smaller spaces where agency 
identification is necessary. Custom agency versions of 
this mark will be provided by the National Office.

Stacked Logo

Ideal for larger-scale displays, like on 
T-shirts or murals, where logotype 
will still be legible. Do not scale this 
version to smaller than 2” tall as the 
text beneath will become illegible.

Custom agency versions of this mark 
will be provided by the National Office.

Logo Icon

Use sparingly as an accent on 
graphic work. The logotype must 
appear somewhere on the same 

art/communication/piece. Great 
for merchandise with embroidery. 

Items like lapel pins are exempt 
from the logotype as they are 
attached to a person who can help 

identify the organization.

OF CANADA

Big Brothers Big Sisters

Big Brothers Big Sisters
OF CANADA
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O UR  L O G O  -  PA R T NE R S HIP S

Partnerships

When partnering with an outside organization, it’s best to 
utilize the one-colour version of both agencies’ logos. This 
ensures that one organization doesn’t overpower or draw 
more attention than the other. Utilizing one-colour marks 
will also ensure that the organizations don’t confl ict with the 
event/theme/branding.

Canada + BBBS International

When placed alongside another national Big Brothers Big 
Sisters organization, both primary marks should appear in 
all black or white and at a similar scale for greater unity. 

Big Brothers
Big Sisters
OF CANADA

Big Brothers
Big Sisters
OF CANADA
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T Y P O G R A P H Y
Fonts

Fonts are how we present branded information to our audiences and should be used with great care. Each of the fonts outlined below serves a specific 
purpose and, when used in the appropriate setting, work to amplify our mission. Font files will be provided by the National Office.

HEADLINE FONT
Font Name: Steelfish

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w x y z
0 1 2 3 4 5 6 7 8 9

Steelfish is our strong, vertically oriented 
font intended for boldly stating our vision. 
It should primarily be used as a headline 
or main message of any print or digital 
communication in all capital letters. 

Steelfish requires slightly increased 
tracking (spacing over a range of letters). 
Settings will depend upon scale of the 
letter though the above text ‘Headline Font’ 
is set to +30 pts. and is a good example of 
preferred letter spacing. In PowerPoint/
Word, try using Font-Advanced, spacing at:  
Expanded, 2 Pt.

Regular and Bold weights are preferred for 
use of this font with overall consistency in 
mind. Avoid usage of italics with this font.

Note: All fonts will be provided by the National Office.

Brand Font

Font Name: Predige Rounded

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz 

0123456789

Predige Rounded is the logo typeface of the Big 
Brothers Big Sisters brand. The approachable nature 
of the font led to the selection as our logo typeface.

Note: This font will only be used in the logo and in special 
situations by the National Office and our partner creative agencies.

Font Name: Zilla Slab

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

0123456789

Zilla Slab is the tertiary and long-form text 
font. It is complementary to both Steelfish 
and Predige and is not required unless 
the communication includes extended 
information. 

It should be used when writing long-form 
copy that goes beyond 1-2 sentences on 
both print and digital executions including 
website body copy.

All weights of this font are approved with 
overall consistency in mind. Avoid utilizing 
more than 2-3 weights in a single layout.

Note: All fonts will be provided by the National Office.

Paragraph Font
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C OL O UR

T E A L

D A R K 
G R AY

S ILV E R

G O L D E N R O D

Brand colours

Core characteristics of the organization and mission were utilized to 
determine the new colour palette. Themes of inclusion, non-gender 
specificity and cultural considerations also led the new brand palette.

How we see colour is highly dependent on the medium. Pixels on a screen 
will produce colour differently than ink on a paper. To best reproduce the 
new colours, ensure you’re choosing the right version of the colour for the 
medium.

DIGITAL

When using green on 
digital platforms, use 
the RGB, or Red Green 

Blue, colour builds which 

is the setting for colour 
on screens. 

Hex is the web format 

for RGB.

PRINT 

PRODUCTION OR 

MERCHANDISE

When producing any 
kind of project that 
requires a professional 

manufacturer or printer, 

use a Pantone colour 

match. Pantone is a 

standardized colour 
system used by various 

industries.

STANDARD,  FOUR 

COLOUR PRINTING 

SPACE

When using a standard 
printing method such 
as laser, ink-jet or offset, 
we recommend CMYK, 

or Cyan Magenta Yellow 
Black, which is a colour 

space designed for 
modern printers.

This should not be used 

on digital executions like 
social media, emails, etc. 

If you are using colours 
for digital, please use the 
RGB or Hex version.

R  45  

G  204

B  211

HEX  2DCCD3

R  217  

G  217

B  214

HEX  D9D9D6

R  255  

G  184

B  28

HEX  FFB81C

PANTONE  

319c

PANTONE  

Cool Gray 1c

PANTONE  

1235c

C  59  

M  0

Y  22

K  0

C  4  

M  2

Y  4

K  8

C  0 

M  31

Y  98

K  0

DIGITAL

B L A C K R  33  

G  39

B  33

HEX  212721

PANTONE  

Black 3c

C  67 

M  44

Y  67

K  95

Black should be used sparingly with other colours. Colour ratios information is on page 12.

PANTONE PRINT

R  84  

G  88

B  90

HEX  54585A

PANTONE  

425c

C  65  

M  56

Y  53

K  29
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C OL O UR
Colour ratio

An important part of our colour system and brand going forward is 
our colour ratio and utilizing colours purposefully. The colours are 
shown in different sizes to illustrate the amount they should be used 
in any brand collateral or communication. 

As you can see, White is a big portion of our colour system. It 
provides clarity, honesty and purity to our brand and suggests ease to 
audiences. 

Teal is the next largest in the hierarchy and should be used as a pop 
of colour to accent photos, typography or other design elements. The 
Dark Gray and Silver accompany the teal to give variance to the white 
and suggest experience and sophistication of our brand.

The Goldenrod is truly our most precious colour and should be used 
sparingly and with great care. Goldenrod should be used primarily 
as a design accent and should be avoided for use with pertinent 
information, especially in digital solutions. 

To appear more modern, the brand utilizes shades of Gray and 
primarily avoids the use of Black. However, the need may arise for 
1-colour communications and so Black has been included.

Web Accessibility

An important part of our brand is inclusion and accessibility for 

everyone. We must ensure the colour contrast ensures legibility and 
comprehension of our website and other digital communications. To 
check compatibility, utilize the HEX codes provided on page 11 with a 
web-based contrast checker like WebAIM.org.

White
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P HO T O G R A P H Y
Style

An important shift in the tonality of the brand is our photography. 
Whereas brightly lit, full smile photos of Littles dominated our work 
previously, the new brand is more heavily focused on showcasing the 
potential of our Littles as well as Bigs, the match together, volunteers, 
employees and parents. Our photography speaks to how each and 
every one of them has a part in empowering potential.

Focus on images that have emotional impact, narrative, and diversity.  
Littles remain as our focus though additional styles have been 
included to showcase relationships built through 1:1 mentoring. All 
photography should appear natural, unposed and approachable while 
striking a tone between driven/serious and relational/fun. 

Usage

Preferred usage is highly dependent on the communication, delivery 
system, and overall design. For maximum impact, use a single image. 
When multiple images are needed, use one consistent style and pay 
great attention to hierarchy.

Black and White + Duotone

To add some style to our photography, we’ve included the ability to 
utilize black and white and duotone treatments. This allows for images 
to activate our colours or create a simpler visual element for layouts.

To create your own duotone images, 
visit duotone.shapefactory.co  

Use the hex codes listed at left to 
change the two image colours. 

Once the colours are set, you can 

upload the photo of your choosing and 
the site will automatically generate a 
duotone photo for download.

HEX  2DCCD3HEX  D9D9D6
HEX  88DBDFHEX  54585A
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E X A MP L E S
Below are some examples of ways to bring the brand to life in apparel, collateral, advertisements and office decor. Usage is very intentional and case-
dependent as it relates to logo version and medium. These examples showcase simplicity in design and, in some cases, how the new brand begins 
utilizing new photography styles.
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C O MMUNIC AT IO N S
Email signature example

FirstName LastName (Pronouns)

Your Complete Job Title

Big Brothers Big Sisters of Your Location
555-555-5555 ext. 55 | @YourSocialHandle
http://yourarea.bigbrothersbigsisters.ca

Your area’s land acknowledgement

Brand fonts may be diffi  cult to 
include in email due its technical 

limitations. Verdana/Arial and 

Georgia are supported email fonts 
that can closely simulate Steelfi sh 
and Zila Slab if necessary.

Optional pronouns

Listing your personal pronouns, even if they may seem obvious to you, 
is a way to show that Big Brothers Big Sisters welcomes and celebrates 
diverse gender identities.

Optional Land acknowledgement

Big Brothers Big Sisters organizations are situated on the 
traditional and enduring homelands of many First Nation, 
Inuit and Métis peoples. Including a land acknowledgement 
shows your commitment to understanding this history, 
including treaties that were made on these lands, and to 
continuing the journey towards Reconciliation. 

Read more: https://native-land.ca/territory-acknowledgement/

E-Communications Headers

Pictured here is an example of how an email header for digital 
communications / newsletters could be designed using the 
brand colours and logo.
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Q UE S T IO N S  &  R E Q UE S T S
We must care for our new brand and ensure unity 

across agencies. This is best achieved through clear 

communication and partnership.

If you have questions, concerns or specific needs, please 

contact: steve.bevan@bigbrothersbigsisters.ca or 

julia.lo@bigbrothersbigsisters.ca


