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1] Overview

This guide is meant to provide
clarity around where and how to
use the Destination Canada (DC)
and the Canadian Tourism Data
Collective (CTDC) brands.

DC CORPORATE LOGO

For detailed guidelines on how to use the
DC (corporate) and consumer (marketing)
logos, refer to our online Brand Playbook.

* DESTINATION

CANADA

CTDC LOGO CONSUMER (MARKETING) LOGO
“" CANADIAN TOURISM DATA ﬂ
% Collective
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https://brand.destinationcanada.com/en/brand-identity

2 | Destination Canada Brand

When branding our Insights and
Analytics materials, everything
falls under the DC corporate
brand. The DC brand should
always play the lead role, with
the CTDC acting as a sub-brand
under the DC umbrella.

For detailed guidelines on how to use the
DC and CTDC branding together, refer to

section 4 of this guide.

Did you know?

G
The Destination Canada

consumer logo is not required on
Research materials but may still
be used if we are referencing our
marketing efforts or a specific
market.

Corporate Logo

Destination Canada uses this logo for all

corporate applications.

* DESTINATION

CANADA

Corporate logo, white (on red background)

Corporate Fonts

PRIMARY FONT

Canada Bold is our primary
brand font, which is reserved
for use on main titles or
section headlines. It is not to
be used for longer sentences

or paragraphs of text. It is only

available in uppercase and
should never be italicized.

ABCDEFG

Canada Bold
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DESTINATION
.d CANADA

Primary corporate logo, full colour

Corporate Colour Palette

Our corporate DC branding uses Canadian

Flag Red as the leading primary colour.
White and black are secondary colours.

Canadian Flag Red

HEX E60013
R230 GO B19
CO M100 Y100 KO

SECONDARY FONTS
Suisse Int’l is available in

a variety of weights and
languages. Suisse Int’l Bold
is often used for titles, while
Suisse Int’l Regular is often
used for body copy.

abcdefg

Suisse Int’l Bold

abcdefg

Suisse Int’l Regular

White

Whenever Suisse Int'l is not
available, use Arial as the
secondary font.

abcdefg

Arial Bold

abcdefg

Arial Regular



3 | Canadian Tourism Data Collective Brand

The CTDC brand is a subsidiary

of the DC corporate brand. It has

its own logo, colours and fonts,

but these brand elements should
only be used in specific scenarios,

to ensure data and insights are
communicated in the best way
possible. These brand elements

have been tested across multiple

platforms to meet specific
accessibility standards while
integrating with the overarching
DC corporate brand.

En francais?

All CTDC logo versions are available
in French as well as English.

&% consortium

"“’ DE DONNEES TOURISTIQUES CANADIENNES

CTDC Logo

The logo contains 13 segments, representing Canada’s 13 provinces and territories,

collectively coming together as one.

HORIZONTAL

“" CANADIAN TOURISM DATA

%m’ collective

Primary logo

Q"' CANADIAN TOURISM DATA

v‘»v collective

Primary logo, white (on red background)

“" CANADIAN TOURISM DATA

W collective

Primary logo, reversed (on dark red background)
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CANADIAN TOURISM DATA

collective

Primary logo

B
owy

CANADIAN TOURISM DATA

collective

Primary logo, white (on red background)

s‘ "
wy

CANADIAN TOURISM DATA

collective

Primary logo, reversed (on dark red background)



CTDC Data Visualization
Colour Palette

This colour palette is primarily
used for data visualization but
can also be used for certain
CTDC branded elements. It can
be divided into four categories:
primary, secondary, tertiary and
supplementary. The primary
colours should always take
precedence, with the other
categories being used as needed
depending on the data being
visualized.

PRIMARY
PALETTE

3| CTDC BRAND

| This palette should be the primary go-to for all colour requirements. If the requirements
exceed these colours, please introduce colours from the secondary palette.

SECONDARY
PALETTE

TERTIARY
PALETTE
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Canadian Flag Red Reserved for brand
#EG0013 only or to denote

urgency or negative
R230 GO B19 figures.
Darkest Teal Use primarily for
#04383F larger fills such as
R4 G56 B63 headers/footers.
Dark Teal
#064A54
R6 G74 B84
Primary Teal Default teal, used
#075D69 for highlighted data
R7 G93 B107 points.
Soft Teal
#387E87
R56 G126 B135

Dusk Sage
#9193A7
R145 G147 B167

#799B90

| Available to support gaps in the primary palette.

R121 G155 B144

Dusty Rose Golden Moss
#AE707B #A6902E
R174 G112 B123 R166 G144 B46

Darkest Grey
#343C42
R52 G60 B66

Mid Grey
#4F5B62
R71G91B98

Dark Sky Grey
#697983
R105 G121 B131

Sky Grey
#8397A4
R131 G151 B164

Used for non-
highlighted data
points.

Mist Not AA compliant
against white. Use only
#F3F6F8 for subtle background
R243 G246 B248 colour.
Sky Blue
#5C93B8
R92 G147 B184

T Available to support the primary and secondary palette, but not to be used independently.



SUPPLEMENTARY
PALETTE

Accessible Colours

An accessible colour palette is
crucial to ensure people with
different visual abilities can use
and understand the content
without difficulty.

Unless noted, all colours on
pages 5-6, when placed against
pure white, are compliant with
Web Content Accessibility
Guidelines (WCAG) 2.1 Level

AA standards. This compliance
cannot be guaranteed against
any other colour. We should aim
to achieve a minimum of 3:1
contrast ratio on all colours used
in visualizations to meet WCAG
2.1 Level AA standards.

When combining colours from
the various palettes, use your
best judgement to retain visual
contrast and maintain clarity
within the data being presented.
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3| CTDC BRAND

T When all other colours listed on the prior page have been exhausted, refer to this palette.

Again, these are not to be used independently from the primary palette.

Wild Rose Dark Purple Ocean Blue
#9E4454 #7B739D #1F74AB
R158 G68 B84 R123 G115 B157 R31 G116 B171
Grass Green Autumn Orange

#52926D #CB6F3C

R82 G146 B109 R203 G111 B60

Colour Category Examples
— HIGHLIGHTED DATA POINT (PRIMARY TEAL)

NON-HIGHLIGHTED DATA POINTS (SKY GREY)

| S| ". | | I I | I ‘ I
!‘ﬁ’} " | : -

SECONDARY
PRIMARY SECONDARY TERTIARY

TEAL GRASS GREEN SAGE DUSTY ROSE WILD ROSE CANADIAN FLAG RED

Exceeding Target Above Target On Target Below Target Very Below Target Urgent/Critical

[Valua = Excallant} Valus = Very Good) {Value = Good) Valus = Paor] [Valua = Extramaly Pacr)


https://www.w3.org/TR/WCAG21/
https://www.w3.org/TR/WCAG21/

3| CTDC BRAND

CTDC Data Visualization Colour Examples

These examples mainly show the primary CTDC colour palette in use.

Overall Economy and Category Index Year-over-Year (YoY) Comparisons - 2022
Selected year's values and comparisen with prior year

W Selected Year

Economy Index Evolution Over Time

Munawut

Northwest Territories

Yukon Territory

2016 2017 2018 2019 2020 2021 2022 2023

Economy Breakdown of Categories - 2019

. - -' 70 Economy Index
[ British Columbia

h Tourism Investment
Growth

4 Saskatchewan

Tourism Performance

i
‘ MNova Scotia
Ba

Rrince Edward Island
s Tourism Investment

Tourism Yield
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3| CTDC BRAND

CTDC Data Visualization Colour Examples

These examples build upon the CTDC
primary colour palette by adding in
secondary, tertiary and supplementary
colours.

e Note how the cooler hues (green) is used for
: positive values, while warmer hues (red) is
used to denote negative values.

Overall and Sub-Index Year-over-Year (YoY) Comparisons - 2019
Selected year's values and comparison with prior year

ECONOMY EMPLOYMENT ENABLEMENT
2 A2 45 | 75 56 |

ENGAGEMENT ENVIRONMENT EXPERIENCES

60 | 726 49 | 23 37 | N9 .

Sunburst Chart Analysis of Sub-Indices by Categories - 2022

LL OF CANADA NRICHES THE € 5 Individual category scores, arranged by their sub-index

g B £ B @ e A
ENABLEMENT ENGAGEMENT ENVIRONMENT EXPERIENCES
Digital Reodiness Op- id hptict Cost of Trovel
Tourism Industry Altractiveness Community Opennes
Tourism Busi il it ok e Cuftural Environmental Tourism ~— Tourism Employment Cultural Representatio
Diversity g ¥ Representaton Resources Products y )
Tourism Er « | Resoure /
- b £ Tourism Service Tourism Tourism Emplayme / ultu B
Ly Infrastructure ot i Sustoinabfity gloce e 1 g 4 G)
/ =)
! / Environmental Impact “—
it Tourh 4 50)
Toumrism e bt Cudtarnl Visitor lourlsm Yleld " Environmental Resources '
Empioyment Transportamon ; ronmen -
Performance Groath Sy Resources Experience // 52\3
lourlsm Performance - Tourism Sustainability —*
Tourizm ) . / {27)
Tourism Industry E‘EUMES Trowel Demand lounsm Investment
Growth osystem rrnwlh
lounsm Ivestment
Touricm Intemational Tourism Growth
Investment Openness %
— Tourism Business Overall Score
Vitalk a1
50 n Year: 2022
Tourism Yield — Tourism Business

Diversity 100 o Seore 0-100 a 0 40 &0

WEconomy M Employment M Enahlement M Engagement BEnvironment MExperiences
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CTDC Fonts for Visualizations

There are limitations within the data
products used by CTDC regarding
the availability and customization of
fonts. To ensure consistency across
embedded content, we recommend
using OpenSans or Avenir Next as the
font for any text or content embedded
within the website from Domo or
ArcGIS (and any future platforms to
come).

DOMO VISUALIZATION FONT

Open Sans

Light 300

Canada

Light 300 Italic

Canada

Regular 400

Canada

Regular 400 Italic

Canada

Medium 500

Canada
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——— Canada
SemiBold 600 Ca N a d a

Canada .
Canada

SemiBold 600 Italic

Canada
Canada

Canada Canada
oo -

Canada

ExtraBold 800

Canada

ExtraBold 800 Italic

Canada

ArcGIS VISUALIZATION FONT

Avenir Next

Canada
Canada

Canada

Canada

Canada

Hea

'Céﬁamkl
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4| DC + CTDC Co-Branding

Most of the time, the CTDC DC is the Door
brand will be used in combination Think of the DC brand as the door and CTDC'’s brand as elements of the room beyond.
with the DC brand. This section The first thing you see is the door, painted in DC brand colours. Once you step over the

threshold, you find a room rich in data, containing all the elements of CTDC branding. The
DC brand invites you in warmly and the CTDC brand makes you feel welcome. Both brands
both brands together. work in tandem and compliment each other.

outlines how best to implement

“"‘ CANADIAN TOURISM DATA

Yy collective

ESTINATION
K4 CANADA

Destination Canada + Canadian Tourism Data Collective Visual Brand Standards 1



Pairing the CTDC logo with the DC corporate logo

In nearly all cases, whenever the CTDC logo is used, it will be paired with the DC corporate

logo. When pairing, the CTDC logo must be the same height as the DC corporate logo.

DESTINATION .‘"" CANADIAN TOURISM DATA

* CANADA %y collective

Pairing with additional partner logos

If additional partner logos are required, ensure they are displayed in line with the DC and
CTDC logos, with the DC and CTDC logos appearing first. For example:

* DESTINATION .“*"‘ CANADIAN TOURISM DATA TOURISM
CANADA s collective ECONOMICS

Colours

Always consider the metaphor from the previous page when it comes to colours.
For example, in a DC + CTDC co-branded report, the front and back covers and the
main section headers that invite the reader in would use DC branding, while the data
visualizations inside use CTDC branding to make the reader feel welcome.

Fonts

Use Destination Canada’s main font Suisse Int’l whenever possible, but if using a web
application that only allows certain fonts, use the CTDC fonts as outlined on page 10.

Destination Canada + Canadian Tourism Data Collective Visual Brand Standards

e The DC corporate logo should almost
always appear before the CTDC logo.

e Ensure there is a safety margin of blank
space around each logo. To determine
the safe space at any given size, use
the height of the “C” in DESTINATION
CANADA.

DEST'NAT'ON ‘Q‘;" CANADIAN TOURISM DATA;
CANADA || 7. collective

12



41DC + CTDC CO-BRANDING
DC + CTDC Co-Branded Examples

EXCEL SPREADSHEET (TOURISM OUTLOOK)

P oo coe T ——— ¢ DC and CTDC logos used correctly
| & s Fall Outiook 2023 - Current Path

o 2010 | 1 | 201 o xn 2024 2018 o | 2o 2 | 2 | e NN

== [ |_ : — : e DC brand leads overall look and feel

== e [— mauman . sz Imun rasames ranarum vz Fnamsma prrry g P

oy L — - = “---- e Primary teal used for main header
 e— e e e e e e L el < < <<« cen e o Proper use of secondary palette

CTDC WEBSITE

e CTDC brand elements are housed within the overarching DC
corporate website. All main navigation uses DC primary colours
and styling, and as you get deeper into the site, the data and other

Welcome to the ; components draw from the CTDC brand.

Canadian Tourism
Data Collective

Stay Informed!
Fueling Canada’s e
heosting economy

r DESTIRATION

PR
£ collective S CANADA

DATA AMD INSIGHTS ON DEMAND.

> 7 <A 4 p
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DC + CTDC Co-Branded Examples

POWERPOINT

CANADIAN TOURISM
I]ATA [:IlLLEBTWE

'oundations o
uild Data Products at Scale

* DESTINATION Wy cxiaian ol B
CANADA e collective

The cover of the deck is DC-branded.
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41DC + CTDC CO-BRANDING

What is the Data Collective?

codl Technical Foundation Challenges

A national platf} Data Inputs Data Collective Data Collective
accessible and Central Brain Outputs

tourism data, r(
CHALLENGE 1 CHALLENGE 2 CHALLENGE '3

leadership.
How might we How might we How might we

continunnclv lavarana anahla multinla

CHALLENGE 2

How might we leverage automation
to provide efficiencies?

English and French table schemas are
identical which simplifies creation of
visualization, reports and other data
products in both languages.

Select from o e
. rctive
English
Table
How the Data Collective Works
Data Inputs Data Collective Data Collective
Select frc Central Brain Outputs
equivaler Pt souroes - Oushboarss
French T N B
100* SETS
= 55 mescotons
30. INDUSTRY T G5 TraveserPromes
PARTNERS

Geospatial Mapping

w—
15 + 0Am
PARTNERS

ey c Cotaboration
6 e collective

Once you get deeper into the content,
CTDC brand elements are used.

14



APPENDIX

Appendix

CTDC website

DC Brand Playbook

DC corporate branding examples

CTDC PowerPoint Template
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https://www.tourismdatacollective.ca/
https://brand.destinationcanada.com/en
https://brand.destinationcanada.com/en/brand-applications
https://docs.google.com/presentation/d/1KMU0_RLUgj23aqcbGDI8Zp-gCoVhruZp/edit?usp=sharing&ouid=115759462254779629017&rtpof=true&sd=true

	1 | Overview
	2 | Destination Canada Brand
	3 | Canadian Tourism Data Collective Brand
	4 | DC + CTDC Co-Branding
	Appendix

