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Primary font Secondary font

Our primary font, Canada Bold, is easily 
recognizable and readily associated 
with Canada. It’s an important part of 
our brand identity and therefore  
should be used mainly for headers  
for maximum impact.

Suisse Int’l, our secondary font, is 
versatile and fits well everywhere. 
It’s available in many weights  
and languages.
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Helvetica Arial Suisse Neue

Alternate font Serif font

When Suisse Int’l isn’t an option,  
Helvetica can be used. And if Helvetica 
isn’t available, Arial can be used. But  
the two should never appear together.

In a long form article or essay we 
can use a serif font for readability.
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Canada Bold stands out due to its offbeat yet approachable  
style, used as headlines. Over time, this unique font has the 
potential to become a strong branding element associated  
with Destination Canada. 

Canada Bold,
our title font
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VWXYZ

Canada Bold is never 
to be used in 
lowercase

Canada Bold is the 
only weight we use

Canada Bold is not 
well-suited for long 
copy.
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Modern and reader-friendly, Suisse Int’l is available in a variety 
of languages, making it ideal for international markets. As our 
primary content font, Suisse Int’l is the perfect choice thanks to 
its versatility and easy-to-read sans serif typeface.

Suisse Int’l,  
our content 
font
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Long copy
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Outlook, 
The Conference 
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The 2018 year was the best year for Canadian tourism 
on record, with arrivals breaking the 21 million mark
for the first time ever2.

Canada’s tourism industry has benefited tremendously 
from the boom in global tourism over the last several 
years. The robust growth in world demand for travel 
coupled with increased aviation capacity, currency 
advantages, improved visa access and increased 
federal marketing investments led to a second 
consecutive record-breaking year with over 21.1 million 
travellers to Canada in 2018.

While Canada experienced a second break-through year 
in terms of visitor volume, it experienced more modest 
growth than it has in recent years – 1.2% in 2018 versus 
4.6% in 20173. According to the Conference Board of 
Canada, “tourism activity in 2018 was weighed down
by a number of factors, including rising travel prices, the 
weaker economic environment and lack of major events 
like those that happened in 20174.”

In particular, overnight visits from the US grew by 1.4%
in 2018 compared to 2.5% the previous year5. Possible 
reasons for this decline in growth are a less favourable 
exchange rate for American travellers and escalating 
travel costs due to higher fuel and accommodation 
prices.

Similarly, while record visitation levels were set for 
major source markets including China, France and 
Mexico, growth from overseas markets also contracted 
in 2018. In particular, double-digit growth seen from 
China – Canada’s third largest source market – in 
recent years fell from nearly 14% in 2017 to 6%
in 20186. In addition, economic uncertainties including 
global trade have negatively impacted arrivals from 
Japan and South Korea. However, despite global 
uncertainty, Canada has continued to resonate as
a destination of choice.

Looking ahead, concerns about global trade issues 
and uncertainty regarding the fallout of Brexit will 
continue to loom. As economic uncertainty eases
and travel price increases return to more modest 
levels, business and consumer confidence in much
of the world is expected to rise. While overall growth
for Canada is projected to slow in 2019, these 
gains will serve as a boost to Canada-bound travel,
and growth from the US and overseas markets
is anticipated to strengthen and remain positive.
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Typography brings 
weight to the stories 
we tell. The words we 
choose are important. 
But the fonts selected 
to convey them should 
never be overlooked. 

Destination 
Canada

Au revoir 
Goodbye

CALLING 
ALL 
GLOWING 
HEARTS.

95

As our storytellers, 
you’re as much a part 
of this journey as the 
like-hearted people we 
welcome to Canada. 

That’s why we want 
to hear from you. 

Take a page from our 
book, literally, and write 
a personal story about 
how Canada made your 
heart glow.

David Goldstein 
President and CEO
Président-directeur général
goldstein.david@destinationcanada.com
O. 604-638-8399 | C. 604-360-2242 
800-1045, rue Howe St., Vancouver, BC, Canada  V6Z 2A9
destinationcanada.com
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For more conventional usage, block typography should 
be used and always left-aligned, but can be positioned  
at the top or bottom.

Trade  
usage of  
title font

SPARK 
CHANGE 
FROM  
WITHIN

Do not 
add spacing 
between  
the lines

Align 
text left

This is how the title 
font should be used 
at least 90% of the 
time when a piece 
is designed outside 
the agency.
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One word or  
a few short  
words per line

Line spacing  
(leading) is 90%
(font size x 0.9)

Destination 
Canada
Playbook

Destination 
Canada
Playbook

2.4.3  
Trade usage  
of title font

2.4.3  
Trade usage  
of title font



The agency has more creative latitude. However, certain guidelines 
must still be respected. Text must always start from the upper 
left-hand corner and move towards the right, and spacing should 
always be the same height as the lettering. The title font can
be used over such things as images, videos, posts and more.

Agency  
usage of  
title font

SPARK 
  CHANGE 
SPACING 
SPACING 
SPACING
  FROM
SPACING
    WITHIN

Text should 
move from 
left to right

You should 
add spacing 
between 
lines
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       STAR

One word or  
a few short  
words per line

Line spacing  
(leading) is 90%
(font size x 0.9)

To ensure  
better  
readability,  
the reading  
direction  
must be  
from left  
to right.
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Photo  
layout

Though a single powerful image is preferred, this layout system  
is to be used when there are more than one or two photos in  
a communications piece. The format is divided into 16 equal 
rectangles. Half the page will be filled with colour and type, and  
the other half will be filled with images (1 to 4 photos).

Short and simple 
headlines will work 
great here

Do not hesitate to 
choose one colour 
from our palette

FINDING  
YOUR 
NORTH
STAR

Ihr Reisebüro Freut Sich Darauf  
Sie Zu Beraten. Insidertipps Ihrer 
Kanadaexperten Finden Sie Auf  
Den Seiten X-y In Diesem Heft. 
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Ihr Reisebüro Freut Sich Darauf Sie Zu Beraten.  
Insidertipps Ihrer Kanadaexperten Finden  
Sie Auf Den Seiten X-y In Diesem Heft. 

Destination 
Canada
Playbook

Destination 
Canada
Playbook

2.4.5  
Photo  
layout

2.4.5  
Photo  
layout


