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Community Foundations of Canada
The Community Foundations of Canada brand identity is an 
important part of our brand and our story. It is a reflection 
of our culture, our goals, and our personality. It is the core 
element that captures the spirit of our organization, and 
what we represent.

Our identity is, for many people, the first point of contact 
with our organization, and therefore it has a big role to play. 
Because our brand identity affects how we are perceived,  
it is important that the rules governing the use of these logo 
elements — as outlined in this document — are adhered to.

We have designed these Brand Guidelines to ensure we 
portray a unified, consistent and clear brand message 
across a wide range of communications. These guidelines 
were created to ensure consistency with the Community 
Foundations of Canada brand when reproducing and using 
the identity, building the awareness and reputation of our 
brand over time. 

The Brand Guidelines also provide specific directions for 
Canadian community foundations who want to use CFC’s 
brand to create their own logo or wordmark. 

It is important that the brand identity and all components 
of the design system be used correctly and consistently 
over time, so that our audiences will recognize our brand 
and associate it with the vision and accomplishments of 
Community Foundations of Canada.
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1.0 The Brand
The Community Foundations of Canada brand is one of 
the most important visual components of our identity. Its 
function is to represent the national network for Canada’s 
community foundations.

In March 2017, we refreshed the design of CFC’s brand, 
logo, tagline and font to give it more impact, while keeping 
the vibrant elements of the brand designed to convey a 
powerful and exciting idea about CFC and the community 
foundation movement in Canada.    

The logo and look for CFC’s communications reflect the  
spirit of the brand and the many elements that  
come together to make communities strong and vital. 

2007 2017
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2.0 Our Logo
CFC’s logo is composed of a dozen shapes, all moving 
together in harmony. The shapes, colours and sizes 
represent the variety of communities that are home to 
Canada’s community foundations. The logo is modern  
and inviting, full of movement and the spirit of community.

CFC’s new logo acts as a unifying symbol. It is designed  
to represent the community foundation movement —  
a collection of many unique parts, all coming together  
to achieve a common purpose.

Canadian community foundations are asked to include CFC’s new logo on key 
communications such as websites, annual reports and programs like Vital Signs, 
to signify their membership in a national community foundation movement.

This request is a direct result of what CFC has learned through multiple 
branding processes — that donors and other key audiences identify the 
movement’s national reach as a key differentiator and that this sense of  
a ‘national movement’ needs to be strengthened for the public profile to grow. 

symbol wordmark

logo
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2.1 Logo Versions
Our tagline, “all for community,” expresses the driving idea 
of our movement: that everything we do, all of us together 
— as community foundations, community leaders and 
community philanthropists — adds up to make community 
vitality happen. The logo is available with and without the 
tagline — in English, French and bilingual versions. 

without tagline with tagline

english english

french french

bilingual bilingual
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2.2 Colour Variations
To maintain consistency in brand communications, the 
CFC logo has been developed with a specific colour palette 
and optimized for reproduction on a white background.  
The full-colour logo may be used on any occasion, on a 
white background. A black logo may be used, if needed,  
on a white background. In some cases, a white logo may  
be used on a black or coloured background.

Note that the colour logo is available in CMYK (Cyan, Magenta, Yellow, Black) 
for use in print applications, and RGB (Red, Green, Blue) for use in digital spaces.

full colour black

white
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2.3 Protecting the Logo
It’s important that the area surrounding the logo be kept 
free of other graphic elements. This is to ensure the logo 
is prominent and visible, and maintains the identity and 
impact of the brand. The minimum required clear space is 
defined as 1/4 of the symbol size on all sides.

The CFC Logo begins to lose its readability when reduced 
below a certain size. Do not use a size smaller than the 
specified minimum as doing so will decrease legibility. 
When changing the logo size, ensure the proportions remain 
the same. Never stretch or distort the logo in any way. 

1" 72px

minimum size

clear space
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2.4 Improper Use
The CFC logo has been custom-designed and should only 
be used according to brand guidelines. Artwork files are 
available in a variety of formats to accommodate every 
usage need. The logo, including all of its parts, should  
not be recreated or manipulated in any circumstances.

Do not alter or redraw the logo.

Use the logo only for charitable, educational, or non-commercial purposes.

Use provided and approved artwork files only.

Leave enough white space around the logo to give it room to breathe.

When resizing, ensure the proportions are not altered and that the logo appears crisp and clear.

Feris non porupta nossita ecatior ehendam que 
pla a con pratur sa pro molo eius ella corescipicto 
demquas quisti sequund usciatqui amet plabor 

autat. Ria siti ratempor aut maximolorent as et quatiossum ipsam qui 
repudignihic tem sum quis est, quidell acearum sus moluptatior re core 
hen ihiciae riaspe rem in re volorum quibus quo enis alit et ditionsequo.
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2.5 Program & Partner Logos
In circumstances where the CFC brand identity will be 
used in conjunction with other logos of equal prominence, 
it is important to maintain balance and clarity for every 
organization’s identity. Care should be taken to ensure  
a perceived equivalence in size, as determined visually,  
rather than specifically aligning height or width.

A 0.25 pt  gray vertical keyline may be used to add visual 
separation between identities, with consideration given  
to minimum clear space guidelines. 

cfc logo program logo

cfc logo partner logo cfc logo partner logo

cfc logo program logo

program logo lock-ups

partner logo lock-ups
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3.0 Brand Colours
The brand colour palette is made up of the ten colours used 
in the CFC logo and represents the core of our personality. 
The consistent use of these colours defines and reinforces 
our distinctive character and should be used, in some 
capacity, on all our brand materials.

Colour breakdowns are available in Pantone for universal 
colour matching, CMYK for print and RGB for digital use.

 c 19 r 202

m 94 g 45

 y 0 b 146

 k 0

 c 3 r 239

m 89 g 79

 y 26 b 145

 k 0
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m 100 g 21

 y 62 b 86

 k 0
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 k 0
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4.0 Typography
Typography is an extension of our brand’s personality  
and plays a major role in creating a consistent look across 
all communications. Whitney was chosen to render the 
wordmark of the CFC logo, a simple and contemporary type 
style that complements the graphic symbol. This typeface  
is used extensively on all CFC promotional materials.

When a web-safe font is required, Roboto should be used.

secondary font  |  roboto

primary font  |  whitney

Light
Light Italic
light small caps
light small caps italic
Book
Book Italic
book small caps
book small caps italic

Medium
Medium Italic
medium small caps
medium small caps italic
Semibold
Semibold Italic
semibold small caps
semibold small caps italic

Bold
Bold Italic
bold small caps
bold small caps italic
Black
Black Italic
black small caps
black small caps italic

Thin
Thin Italic
Light
Light Italic
Light Condensed
Light Condensed Italic

Regular
Regular Italic
Regular Condensed
Regular Condensed Italic
Medium
Medium Italic

Bold
Bold Italic
Bold Condensed
Bold Condensed Italic
Black
Black Italic
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5.0 Layout Samples
The below samples showcase the application of the new 
brand guidelines. Use these examples as inspiration, or as a 
guide when designing your own material. In most instances, 
a simple, branded template will work best. Don’t crowd too 
much text onto each page, and use photos or clean, simple 
charts to convey information. The CFC logo should sit in the 
preferred bottom left position on the page. 

ppt

report pages

fact sheet

report cover
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6.0 Community Foundation Logos
Canadian community foundations may adapt the CFC logo for 
their own use. The adapted symbol can be monochromatic, 
using one of nine colours from the CFC brand palette, or 
a variation of several colours chosen by the community 
foundation. The community foundation name can be laid out 
to the right of the symbol using bold text, in 90% black and 
on a maximum of three lines. The text placement and image-
text ratio should remain consistent with the CFC logo. 

The community foundation logo should appear to the right side of the CFC logo, 
divided by a 0.25 pt gray keyline. Both logos should be equal size and vertically 
centered. The colour version of the CFC logo should be used when possible. 

Canadian community foundations are asked to include CFC’s new logo on key 
communications materials, such as websites, annual reports and Vital Signs 
publications, to signify their connection as part of a national community foundation 
movement. Donors and other key stakeholders identify the movement’s national 
reach as an important value proposition, and communicating this relationship to 
a ‘national movement’ must be strengthened for our public profile to grow.  

cfc logo

cfc logo

community foundation logo

community foundation logo

any town 
community 
foundation

any town 
community 
foundation

full colour lock-up

single colour lock-up
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6.1  CFC Logo Placement 

vital signs report kingston
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How well are we aging? 
The following data provides some additional indicators related  
to aging in KFL&A.

Community belonging
•  In 2013 and 2014, 60.5% of KFL&A adults aged 65 and 

older stated that their sense of community belonging was 
“somewhat strong.” (Data source: Canadian Community Health Survey 

(CCHS)).

Mental health
•  In 2013 and 2014, 70.7% of KFL&A residents aged 65 years 

and older rated their mental health as “excellent” or “very 
good.” (Data Source: CCHS).

Fall-related injuries
•  Adults aged 65 and older have the highest rate of emergency 

department visits and hospitalizations resulting from falls;

•  Falls account for 85% of all injuries resulting in hospitalizations 
and 40% of nursing home admissions in adults aged 65 and 
older;

•  Women over the age of 85 are three times more likely than 
men to be hospitalized for a fall; and

•  Most falls happen at home, and are due to slips, trips,  
or stumbles involving stairs, beds, or other furniture.

Active living
•  In 2013 and 2014, 47.6% of KFL&A residents aged 65 years 

and older reported being active or moderately active during 
leisure time. (Data source: CCHS).

Alternate Level of Care (ALC)
ALC patients at the Kingston Health Sciences Centre (KHSC):

•  July 31, 2016: 88 patients of whom 50 were waiting for a bed 
at a long-term care facility; and

•  July 31, 2017: 69 patients of whom 30 were waiting for a bed 
at a long-term care facility.

ALC patients typically no longer need to be in an acute-care 
hospital, but are waiting to move to a more appropriate care 
setting, such as a Long-Term Care home, retirement home  
or a rehabilitation facility.

KHSC received special funding this year to focus on the 
philosophy called “Home First” with the goal of getting the 
patient back in their home, with the right community support, 
while they wait to move to their next destination.

Costs for seniors’ care
The costs associated with housing as we age and require services 
can vary quite dramatically. Some of these costs might be o�set 
by funding from multiple sources such as government programs, 
insurance, and charitable organizations.

An individual may be required to pay the following  
approximate costs.

Approximate costs for care

Home care  $36/hour

Basic support provided by a PSW to enable staying in your home.

LTC bed  $1,800 – $2,600/month

Co-payment paid by the resident for room and board  
(the amount depends on the type of accommodation such  
as semi-private vs private).

ALC bed in hospital  $2,000/month

The patient is charged a co-payment to contribute to the cost of 
their meals and accommodation.

Private seniors’ residence  $3,200+++/month

$3,200 covers basic room rental and meal plan. Additional services 

We wish to extend our 
thanks and gratitude to 
the many who assisted 
with preparing this report 
including the following:
Advisory Committee:
•  City of Kingston: Cheryl Hitchen

•  Council on Aging: Aggie Haydock

•  Estate Litigation and Mediation:  
Wendy Griesdorf

•  KFL&A Public Health: Emily Dawson,  
Rhonda Lovell

•  Seniors Association Kingston Region: Jean 
Lawson

•  Statistician / Economist: Peter Kirkham

•  
Corporation: April McGinnis

•  CFKA: Gayle Barr, George Thomson

CFKA Working Group:
•  Michael Bell, Project Leader

•  George Wright, Project Manager

•  Tina Bailey

•  Yara Chard

•  Paul Elsley

•  Andrew Silver

Photography:  Yara Chard, Boho & Hobo Studio

Design by:  BmDodo Strategic Design 

We thank the following 
sponsors who have 
generously supported this 
Vital Signs  2017 report:

www.facebook.com/CFKingstonArea

@CFKingstonArea 

Reference sources used in preparation of Vital 
Signs  2017 together with supplementary reports 
and prior years’ Vital Signs  are available at:  
http://www.cfka.org/publications/

Vital Signs  is a community check-up conducted 
by community foundations across Canada that 
measures the vitality of our communities and 

critical to quality of life. Vital Signs  is coordinated 
nationally by Community Foundations of Canada.

The Vital Signs trademark is used with permission from 

Did you know?
In Fall 2016 and Spring 2017, the Foundation 
awarded $341,882 in charitable grants of 
which $39,948 was granted to organizations 
delivering services to seniors.

Community Foundation for Kingston & Area

165 Ontario St., Suite # 6, Kingston, ON, K7L 2Y6  
613.546.9696   info@cfka.org    
www.cfka.org 

Did you know?

KFL&A Public Health provides many health statistics for the 
KFL&A region at: 

The Community Foundation for Kingston & Area 
strengthens our community by connecting the 
generosity of donors with the energy and ideas 
of people and charities addressing important 
community needs.

The Foundation encourages individuals and 
organizations to establish and help to grow 
permanent endowments, which then allow us to 
invest in our community in perpetuity.

Together, we have been making meaningful and 
lasting impacts to our community since 1995; 
granting over $10 million to date.

We are one of 191 Community Foundations  
across Canada

Nutrition
•  In 2013 and 2014, 40.1% of KFL&A residents aged 65 years 

per day (met  recommendations).  
(Data source: CCHS).

Active living – attending to her garden.

1

20 17

2016 Census:  Canadians 65+  
now outnumber its children .... BUT

Seniors have outnumbered 
children in Kingston since 2008!
This is an historic moment in Canadian society. The implications 
of the increasing pace of population aging for the future are 
enormous. How will we assure that those “65+” citizens, who 
have so much to contribute to our communities, experience 
personal and collective wellbeing as they continue to age? 

Think of the impact on pension plans, health care, the 
labour market, social services, future housing needs, public 
transportation, and consumer trends. Then factor in fewer 
workers and a shrinking tax base, and the subsequent  
pressures on government revenues available to provide the 
services required.

Put simply: In 2016, 2 of 10 residents in the Kingston Census 
Metropolitan Area (CMA) were 65+.  By 2026, 3 of 10 residents 
are projected to be 65+.

Are we  
planning well? 
(see Page 2)

How will individuals, 
families, communities, and 
governments creatively 
cope with the conditions of 
a rapidly aging population? 
Individuals, starting at an 
early age, can start to plan 
for their years as older adults. 

Questions: 

•  Are you planning to stay  
in your home as you age?

•  
prepared for a life 
expectancy of 80+ years?

•  Do you have a ready 
support network?

Are we  
healthy and well? 
(see Page 4)

Wellness is a must for 

steps are to assure that you 
eat well, and maintain good 
physical and mental health. 

Questions:

•  Are you taking advantage 
of older adult activity 
centres to exercise your 
body, stimulate your mind, 
and nurture your spirit?

•  Do you monitor your state 
of wellness?

•  How many times have you 
fallen in the last year?

Are we  
housed well? 
(see Page 3)

“Home is where the 
heart is.”

Contemporary seniors’ 
health-care policy, 
emphasizing safely aging in 

of staying in your home. But 
this might not be the best 
choice for everyone.

Questions: 

•  Are you aware of the 
various programs that can 
help you age at home?

•  Do you know how long you 
may have to wait to get 
into a retirement or long-
term care facility of your 
choice?

•  Do you know the 
di�erence between a 
retirement home and  
long-term care home?

Are we dying well?
(see Page 5)

None of us can avoid the 
inevitable, but it is possible 
to establish some conditions 
that will make it easier for 
family, friends and ourselves. 

Questions:

•  Have you had the  
conversation with your 
family about your wishes 
and intentions?

•  Do you have a Will and 
Powers of Attorney for 
Property and Personal 
Care? See https://www.
attorneygeneral.jus.gov.
on.ca/english/family/pgt/
poa.pdf 

•  Do you have an  
Advance Care Plan? See 
http://www.seniors.gov.
on.ca/en/advancedcare/

Vital Signs ®  2017 attempts to understand what the implications 
of this shift in demographics will be for us who live in the 

on the impact of aging, both individually and collectively, and 

optimal choices for health, housing, and end of life. 

Why is this important? Look around your community. See how 
seniors make it work through volunteering, contributing time 
and talent, and often sharing their wealth with the organizations 
that enrich our whole community. Some are not so fortunate: 
how should their future wellbeing be assured? 

Think of Vital Signs ®  2017 as a call to action . It is not too  
early to start to plan; you are aging now. You are part of the 
solution, too.

2026: 47% more  senior Kingstonians 

than in 2016 ...   Will we be ready?

©
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LA FONDATION DU GRAND MONTRÉAL  
REMERCIE SES PARTENAIRES ET COLLABORATEURS

Me Jules Charette : Associé principal, Norton Rose Fulbright

Me Hélène Marquis, LL.L., D. Fisc., Pl. Fin. TEP : Directrice régionale, Plani�cation �scale et successoral,  CIBC

Me Hugo Patenaude, M.�sc., TEP : Associé, KPMG Entreprise

Me Troy McEachren, LL.B., TEP : Associé, Miller Thomson SENCRL

Michel Durand, LL.B., D. Fisc., TEP : Avocat, Lapointe Rosenstein Marchand Melançon, SENCRL

Madame Diane Hamel, CPA, CGA, TEP : Vice-présidente adjointe, plani�cation �scale et successorale, Financière Manuvie

Charlotte Belleau : Productrice expérientiel, Sid Lee

Sabrina Duguay : Directrice, Communication corporative, Cabinet de relations publiques National

François Lagarde : Vice-président  communications, Fondation Lucie et André Chagnon

Vanessa Moreau : Conseillère marketing interactif, Groupe Marcelle

Nous remercions tous nos partenaires institutionnels en développement philanthropique de l’intérêt  
avec lequel ils ont intégré la philanthropie à la gestion d’actifs de leurs clients. 

Gestion de patrimoine CIBC

Gestion de patrimoine OPTIMUM

Gestion de portefeuille COTE 100

McCarthy Tétrault 

Norton Rose Fullbright 

 

La FGM tient également à remercier toutes les autres personnes  
ayant contribué à ses activités au cours de l’année 2016.

MISSION 
La Fondation du Grand Montréal (FGM) aide les individus,  
les familles et les organisations à établir des fonds  
philanthropiques pour les causes choisies dans les  
secteurs de l’éducation, de la santé, du développement  
social, des arts, de la culture et de l’environnement.  
La Fondation gère les avoirs des fonds philanthropiques  
créés par les donateurs et guide ceux-ci en ciblant les  
enjeux importants de la communauté a�n de soutenir  
les activités des organismes. Elle encourage le développement  
de la philanthropie comme levier important pour  
le mieux-être de la communauté du Grand Montréal.

VISION                                                                                                      
La FGM contribue au dynamisme du Grand Montréal par  
l’importance des actifs de ses fonds philanthropiques,  
par sa stratégie et ses activités innovatrices en philanthropie,  
et comme organisme rassembleur des principaux acteurs  
du développement solidaire de la société. 

VALEUR                                                                             
Intégrité, engagement, expertise et développement durable.

MEMBRE DES FONDATIONS COMMUNAUTAIRES DU CANADA (FCC)          
La Fondation du Grand Montréal est membre des Fondations  
communautaires du Canada (FCC), une organisation qui regroupe  
191 fondations communautaires de tailles variées œuvrant au Canada  
sur une base territoriale et dont le total des actifs gérés s’élève à plus  
de cinq milliards de dollars. Les membres des FCC s’entraident sur tous  
les territoires où ils exercent leurs activités.  

Renseignements : cfc-fcc.ca

243 000 000 $
distribués en subventions 

5,1milliards de dollars  
d’actifs

191fondations pour le mieux-être  
de la communauté au Canada©
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243 000 000 $
distribués en subventions 

5,1milliards de dollars  
d’actifs

191fondations pour le mieux-être  
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LE COEUR DU GRAND MONTRÉAL
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How well are we aging? 
The following data provides some additional indicators related  
to aging in KFL&A.

Community belonging
•  In 2013 and 2014, 60.5% of KFL&A adults aged 65 and 

older stated that their sense of community belonging was 
“somewhat strong.” (Data source: Canadian Community Health Survey 

(CCHS)).

Mental health
•  In 2013 and 2014, 70.7% of KFL&A residents aged 65 years 

and older rated their mental health as “excellent” or “very 
good.” (Data Source: CCHS).

Fall-related injuries
•  Adults aged 65 and older have the highest rate of emergency 

department visits and hospitalizations resulting from falls;

•  Falls account for 85% of all injuries resulting in hospitalizations 
and 40% of nursing home admissions in adults aged 65 and 
older;

•  Women over the age of 85 are three times more likely than 
men to be hospitalized for a fall; and

•  Most falls happen at home, and are due to slips, trips,  
or stumbles involving stairs, beds, or other furniture.

Active living
•  In 2013 and 2014, 47.6% of KFL&A residents aged 65 years 

and older reported being active or moderately active during 
leisure time. (Data source: CCHS).

Alternate Level of Care (ALC)
ALC patients at the Kingston Health Sciences Centre (KHSC):

•  July 31, 2016: 88 patients of whom 50 were waiting for a bed 
at a long-term care facility; and

•  July 31, 2017: 69 patients of whom 30 were waiting for a bed 
at a long-term care facility.

ALC patients typically no longer need to be in an acute-care 
hospital, but are waiting to move to a more appropriate care 
setting, such as a Long-Term Care home, retirement home  
or a rehabilitation facility.

KHSC received special funding this year to focus on the 
philosophy called “Home First” with the goal of getting the 
patient back in their home, with the right community support, 
while they wait to move to their next destination.

Costs for seniors’ care
The costs associated with housing as we age and require services 
can vary quite dramatically. Some of these costs might be o�set 
by funding from multiple sources such as government programs, 
insurance, and charitable organizations.

An individual may be required to pay the following  
approximate costs.

Approximate costs for care

Home care  $36/hour

Basic support provided by a PSW to enable staying in your home.

LTC bed  $1,800 – $2,600/month

Co-payment paid by the resident for room and board  
(the amount depends on the type of accommodation such  
as semi-private vs private).

ALC bed in hospital  $2,000/month

The patient is charged a co-payment to contribute to the cost of 
their meals and accommodation.

Private seniors’ residence  $3,200+++/month

$3,200 covers basic room rental and meal plan. Additional services 
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We thank the following 
sponsors who have 
generously supported this 
Vital Signs  2017 report:

www.facebook.com/CFKingstonArea

@CFKingstonArea 

Reference sources used in preparation of Vital 
Signs  2017 together with supplementary reports 
and prior years’ Vital Signs  are available at:  
http://www.cfka.org/publications/

Vital Signs  is a community check-up conducted 
by community foundations across Canada that 
measures the vitality of our communities and 

critical to quality of life. Vital Signs  is coordinated 
nationally by Community Foundations of Canada.

The Vital Signs trademark is used with permission from 

Did you know?
In Fall 2016 and Spring 2017, the Foundation 
awarded $341,882 in charitable grants of 
which $39,948 was granted to organizations 
delivering services to seniors.

Community Foundation for Kingston & Area

165 Ontario St., Suite # 6, Kingston, ON, K7L 2Y6  
613.546.9696   info@cfka.org    
www.cfka.org 

Did you know?

KFL&A Public Health provides many health statistics for the 
KFL&A region at: 

The Community Foundation for Kingston & Area 
strengthens our community by connecting the 
generosity of donors with the energy and ideas 
of people and charities addressing important 
community needs.

The Foundation encourages individuals and 
organizations to establish and help to grow 
permanent endowments, which then allow us to 
invest in our community in perpetuity.

Together, we have been making meaningful and 
lasting impacts to our community since 1995; 
granting over $10 million to date.

We are one of 191 Community Foundations  
across Canada

Nutrition
•  In 2013 and 2014, 40.1% of KFL&A residents aged 65 years 

per day (met  recommendations).  
(Data source: CCHS).

Active living – attending to her garden.

website red deer

annual report montreal vital signs report calgary
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7.0 Contact
For more information about these brand guidelines and the 
use of CFC’s brand identity and logo, please contact the 
Director of Communications with Community Foundations 
of Canada by email at info@communityfoundations.ca.


