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Introduction

What is our brand?
Our ‘brand’ is who we are, what we stand for,
and represents all that we do when we 
interact with a Sunshine dreamer, family, 
partner, or donor. It is about ensuring who we 
say we are is truly the same as who the public 
thinks we are and delivering the best 
Sunshine experience possible. 

What is our brand identity?
Our ‘brand identity’ is our logo, colours, type 
fonts, program names and our tag line – all 
working together, for a common, memorable 
look and feel.

Our brand identity conveys a confi dent, 
family friendly, professional, positive, and 
fresh energy through the use of our orange 
and yellow logo with specifi c ‘Dreams for Kids 
Since 1987’ tag line to reinforce what we do.  
With repeated exposure in consistent formats, 
our logo becomes a visual icon that instantly, 
cleanly and consistently identifi es communi-
cation as being about and from The Sunshine 
Foundation of Canada.

How does our brand and 
brand identity fi t together?
Together they create impact, support key
messages, provide the comfort and security of 
familiarity, and the reassurance of consistency. 
What and how we visually portray our brand 
identity must be consistent with our actions, 
behaviours, greetings, the language we use 
(electronic, print, and verbal), the energy and 
attitude we present, and the programs 
we off er. 

Why is brand identity 
consistency important?
Our brand identity becomes a graphic
reminder of our promise, and illustrates our 
personality. Over time, consistency of
execution is critical in making our brand
identity quickly recognizable at a glance and 
is essential to creating brand awareness, 
brand recall, and providing instant context for 
any messaging.

What is your role?
Please use and respect the guidelines
and principles of this brand identity guide.
Do not be casual about any aspect. 
By following these guidelines, your support of 
the Sunshine brand will be a key success fac-
tor in our brand awareness. Consistency will 
be the anchor of our brand identity. 
These guidelines should always be used in 
your writing, speeches, how you portray your-
self when representing Sunshine both 
internally and externally to the public, and 
how you allow it be used by others.

    Our brand = Our promise

    Our brand identity = 
    A graphic reminder of 
    our promise
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Logo use

Logo use - Introduction
The Sunshine logo is the visual representation of our organization 
and our mission. 

The full logo with tag line “Dreams for Kids Since 1987” must be used 
at all times with the exception of when the tag line cannot 
be easily read.  (Ex: Small swag items like pens, sunglasses, and small 
print materials)

When the preferred language of the audience is known, use the 
corresponding English or French logo. In a mixed language audience, 
use both the English and French logos side by side 

Five versions of our English and French logos:
1) Full colour - This is our offi  cial logo containing both orange and 
yellow elements. It is to be used on all communication pieces with a 
white or light background. 

2) Black - For use on materials with a light background in which our 
two colour logo cannot be used.

3) White - For use on material with a dark background in which our 
two colour logo cannot be used.

4) Orange - For swag use only when cost to print our two colour logo
is too high.

5) No tag line - For use when the logo is too small for the tag line 
to be easily read. 
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Logo use

Full colour

Black

White

No tag line
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Logo use

Clear space
The Sunshine logo should never be crowded. The minimum clearance 
between the logo and other elements (ex: edge of a page, computer 
screen, headlines, text, imagery) is the height of the S in Sunshine 
(and R in Rayons de soleil when using the French logo).

File formats 
Professional use: 
For print, signage, SWAG etc. use the vector files ending in .ai or .eps

Electronic/office use: 
For Word, PowerPoint, Web, etc. use files ending in .jpg or .png 

** (Note: .png files have transparent backgrounds)

Size requirements
The minimum size of our logo with tag line is 1.5” wide by 0.75” high. 
This size is used on our business cards and best maintains legibility in 
all print applications. 
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Logo use

Incorrect logo use
The examples on these pages show improper use of the 
Sunshine logo. Please do not change or alter the logo in 
any way.

The logo must be used correctly to ensure that its visual 
impact and integrity are not diluted or compromised. 

Always use the logo from approved electronic fi les only.

Old logos:

Old logos are no longer in use and should no longer 
appear on any materials, including clothing. If you need 
any updated items, please contact Sunshine. 

Do not compress, stretch or distort

Do not alter the colours Do not alter fonts

X X

XX

X X X XX

Do not alter the confi guration
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Logo use

Incorrect logo use
Always choose the logo that ensures there is enough  
(visually pleasing) contrast between the logo and the  
background. Keeping the corporate logo isolated from  
other graphic elements is key to preserving the clarity  
of its presentation.

As much as possible, use the full colour logo. 

X √

X √

X √
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Colour bar

Colour bar use
The colour bar is used to add colour to our print and digital design  
materials.  It does not always have to be with our logo.

• The left hand side of the colour bar always begins with blue. 
• Do not flip the bar over to begin with orange. 
• Do not repeat the colour bar pattern across the page.  

(No more than four colour blocks.)
• Always ensure there is enough contrast with the background. 
• The height of the colour bar should be no thicker than the lower 

case letters in of our logo when used in the same design document. 
• You must keep our logo isolated from the colour bar,  

leaving clear space as defined in previous pages. 
• It is not to be used on letterhead or envelopes. 

X

Colour bar is too close to our logo

√

X

Colour bar is flipped & too thick

X

Colour bar is repeated
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Sunshine colours

Orange
CMYK: 0.48.88.0 
RGB: 231.152.62
HEX/Web: #E7983E

Yellow
CMYK: 0.21.70.0 
RGB: 231.152.62
HEX/Web: #F1CB6C

Pink 
CMYK: 6.41.0.0 
RGB: 225.163.221
HEX/Web: #E1A3DD

Blue
CMYK: 71.20.0.0 
RGB: 95.162.221
HEX/Web: #5FA2DD

Sunshine colour bar and accent colours

Orange
Pantone/PMS: 144 U 
CMYK: 0.48.100.0 
RGB: 248.152.29
HEX/Web: #FF9933

Sunshine logo colours

Yellow 
Pantone/PMS: 129 U 
CMYK: 0.16.77.0 
RGB: 225.212.87
HEX/Web: #FFCC66

Sunshine colours
Consistent use of colour is a major factor in the recognition and  
memorability of the Sunshine brand. 

Care should be taken in the consistent use of these specific colours. 
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Design typography
Our primary font is the Frutiger family of fonts for design materials. 
* However,  not all Frutiger fonts are fully compatible for French 
translations and most computers do not have this font. 
Myriad Pro can be used as a substitute.

Frutiger CE 45 Light Regular *
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#$%^&*()

Frutiger CE 55 Roman Regular *
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#$%^&*()

Frutiger LT 57 Cn Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#$%^&*()
ÀÈÌÒÙ àèìòù ÁÉÍÓÚ áéíóú ÂÊÎÔÛ âêîôû Çç

Myriad Pro Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
ÀÈÌÒÙ àèìòù ÁÉÍÓÚ áéíóú ÂÊÎÔÛ âêîôû Çç
1234567890!@#$%^&*()

Correspondence typography
For correspondence materials such as PowerPoint presentations, 
emails, and documents which may be downloaded, you can substitute 
Frutiger for Myriad Pro, Calibri, or Arial.

Myriad Pro Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
ÀÈÌÒÙ àèìòù ÁÉÍÓÚ áéíóú ÂÊÎÔÛ âêîôû Çç
1234567890!@#$%^&*()

Arial
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
ÀÈÌÒÙ àèìòù ÁÉÍÓÚ áéíóú ÂÊÎÔÛ âêîôû Çç
1234567890!@#$%^&*()

Calibri
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
ÀÈÌÒÙ àèìòù ÁÉÍÓÚ áéíóú ÂÊÎÔÛ âêîôû Çç
1234567890!@#$%^&*()

Typography
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Fonts in Sunshine logo
“Sunshine” - Century Schoolbook Regular

“DREAMS FOR KIDS SINCE 1987” - Frutiger Light

Web font
The fonts on our website are Istok Web 
and Roboto.

Email signature
Your name : Arial font, Bold, 12 pt size, Black font. 
Job title:  Arial font, 11 pt size, Black font. 
Remaining information:  Arial font, 10 pt size.

Typography
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Writing guidelines

Writing about people with disabilities
As communicators and service providers for children, we are in a 
unique position to shape the public image of people living with  
disabilities and illnesses. The words we use can create either a positive 
view of people or an insensitive portrayal that reinforces common  
stereotypes or myths and can be seen as a form of discrimination. 

Tips
• Do not define a person with a disability by their impairment.  

Put people first, not their disability. 
• Do not victimize. Never say "a victim of", "afflicted with", or  

"suffers from".
• Do not use the term "special children" which suggests segregation. 

You can say "child with special needs". 
• Emphasize abilities, not limitations. 

Ex: uses braces, walks with crutches 
Rather than "confined in wheelchair, wheelchair bound."

Instead of...
• Blind > Visually impaired, low vision. (Refers to all degrees of  

vision loss.)
• Deaf > Hearing impaired, hearing loss. (Refers to all degrees of 

hearing loss.)
• Handicap > Person with a disability, differently abled.  

Handicap can be used when citing laws and situations but not to 
describe a person or a disability. 

• Epileptic > Person with epilepsy or person with seizure disorder.
• Diabetic > Person with diabetes
• Dwarf/Midget > Person of small stature, little person.
• Mute > Non-verbal, person without speech, person with speech 

impairment.

Medical terms & definitions
Diseases, conditions, and symptoms are written in lower case, except 
for proper names they contain. Tests and treatments are also generally  
lower case except for words that would be capitalized when  
used alone. 

 
Examples: 
cerebral palsy, muscular dystrophy, Down syndrome, Hodgkin’s  
disease, X-ray, surgery, chemotherapy, Heimlich manoeuver
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Writing guidelines - English

The Sunshine Foundation of Canada
• Always begin your document with the full name of our  

organization. After which, you may shorten it to "Sunshine". 
• As best as you can, try to keep the full name of our organization  

on the same line.
• Do NOT use "The Foundation", "The Sunshine Foundation",  

or "Sunshine Foundation"

Sunshine Dream Programs
Sunshine DreamLift
• Always capitalize D and L
• Always use the full program name unless you have already  

referenced “Sunshine DreamLift” earlier in your writing. 

Sunshine Dreams
• This is the title of our customized dream program. 
• Do NOT use “Individual Dreams” to describe this program.  

If needed, you can use  “individual Sunshine Dream”
• Under no other circumstance should “dream” be capitalized.

Do NOT refer to our dream programs as:  
Sunshine’s Dream Program or
Sunshine Dreams Program

You can say “our/the dream programs” (lowercase) when generalizing.

Children & Families
Sunshine dreamers
• Use the term Sunshine dreamers to refer to past, present,  

and future dream recipients.
• Do not capitalize both words as it is not a brand or product that 

belongs to Sunshine. 
• Other references to children are also not to be capitalized:  

children, kids, alumni. 
• Do not refer to Sunshine dreamers are "ours".  

ex: Our Sunshine children are awesome. 

Sunshine families
• Used in reference to our families and supporters
• Do not capitalize both words 

Disney Trips
 

When referring to Disney trips, please use the correct titles above with 
the ® symbol. (Hold alt key and press 0174)

• Walt Disney World Resorts®
• Disneyland® Resort
• Disney (Can be used to refer to either park and does not require 

registered trademark.)
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Writing guidelines - English

Frequently used terms
• newfound (1 word)
• website, email, online (no hyphens)
• health care / health care provider (2 words)
• life-threatening (hyphenate)
• ten-year-old / 10-year-old (hyphenate)
• London, ON (not Ont.)
• 7 am (no dots between am/pm)
• 8,000 (commas between big numbers)
• Sunshine Bear (the name of our mascot)

Abbreviations
Avoid using abbreviations in written correspondence. Once an  
abbreviation is spelled out, it can be used throughout the  
remaining text.

All-caps abbreviations (RRSP, AODA) are written without periods unless 
the abbreviation is geographical (U.S.A., P.E.I.) or refers to a person (J. B. 
Smith). 
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Writing guidelines - French

La Fondation Rayons de soleil du Canada
• Always begin your document with the full name of our  

organization. After which, you may shorten it to "Rayons de soleil". 
• The “s” in soleil remains lower case
• “La” and “Fondation” stay capitalized within a sentence. Ex: Vous 

pouvez aider La Fondation Rayons de soleil  du Canada.
• As best as you can, try to keep the full name of our organization  

on the same line.
• Do NOT use "La Fondation",  or "La Fondation Rayons de soleil"

Programmes de rêves 
DreamLift Rayons de soleil
• When used in a sentence, always refer to the program as “une ex-

périence DreamLift Rayons de soleil”
• Always use the full program name “DreamLift Rayons de soleil”  

unless you have already referenced the full title earlier in  
your writing. 

• “DreamLift” is masculine.

Rêves Rayons de soleil
• This is the title of our customized dream program. 
• Do NOT use “rêve(s) individuel(s)” to describe this program.  

Instead, refer to it as “un rêve Rayons de soleil”
• “rêve” is never capitalized unless at the beginning of a sentence.
• “Des rêves” = when referring to some or nothing, used  

before a noun
• “Les rêves” = “the” in English 

Do NOT refer to our dream programs as:  
Le programme de rêves de Rayons de soleil
Le programme des rêves Rayons de soleil 
Programmes is always plural.  

Rêveurs Rayons de soleil
• enfant(s) Rayons de Soleil
• rêveur(s) Rayons de soleil
• famille(s) Rayons de soleil
• No capitalization required on “enfants/rêveurs/familles” unless it 

begins a sentence.

Disney 
When referring to Disney trips, please use the correct titles above with 
the MD symbol. (Superscript the font.) 

• Walt Disney World ResortsMD

• DisneylandMD Resort
• Disney (Refers to either park and doesn’t require a registered  

trademark.) 

Frequently used terms
• Referral Form = formulaire de recommendation
• Dream Application =demande de rêve / Sunshine Dream  

Application (capitalized because it’s the title of the form)
• Sunshine Bear = Ourson Soleil
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Writing guidelines - French

French mission statement:

La Fondation Rayons de soleil du Canada est un organisme de  
bienfaisance national qui réalise les rêves d’enfants atteints  
d’invalidités physiques graves ou de maladies potentiellment  
mortelles.
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Boilerplate

Boilerplate
A boilerplate is found at the end of a press release, and briefly  
describes the organization related above. The short paragraph  
consisting of just a few sentences concisely explains the organization. 
The same boilerplate is used on every press release sent by  
The Sunshine Foundation of Canada.

ABOUT THE SUNSHINE FOUNDATION OF CANADA

The Sunshine Foundation of Canada is a national Canadian charity 
impacting the lives of children living with severe physical disabilities or 
life-threatening illnesses by making their dreams come true. Sunshine 
Dream Programs give children the opportunity to experience freedom 
from their daily regimens and challenges by transforming their dreams 
into reality, impacting them with a sense of independence, confidence, 
and empowerment that will stay with them for the rest of their lives.  
Sunshine has two dream programs: Sunshine Dreams, which can range 
from family trips to meeting a hero to outdoor play-spaces, and  
Sunshine DreamLift which is a whirlwind ‘day of yes’ adventure to a 
Disney theme park for a large group of children. Since its inception in 
1987, Sunshine has fulfilled more than 8,500 dream experiences for 
children across Canada and coordinated 63 Sunshine DreamLifts.  
For more information, visit www.sunshine.ca or follow us on  
Twitter: @SunshineFound.
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