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This guide was created to 
ensure that any and all 
communication from CANFAR, 
from our web copy, to scientific 
grant paperwork, to t-shirts 
and posters, are uniform in 
style and tone. Consistency 
across copy and design will 
build CANFAR as a brand with 
a professional, polished, and 
unified voice.  

To protect this uniformity, 
refer to this guide any time the 
CANFAR name or logo is to be 
used.



OUR HISTORY AND VISION
About us

When a small group of friends started CANFAR, in 
response to friends getting ill and dying, there was a lot 
of confusion. Now, 25 years later, this is a battle we are 
winning, but a battle that’s not over. We’ve lost many great 
friends along the way. Let’s not lose any more.

Andrew Pringle 
Chair, CANFAR

The Canadian Foundation for AIDS Research (CANFAR) was born in 
1985 when four close friends – Dinah Koo, Van Beltreme, Jack Creed, 
and Robert Mang – had a vision for a charitable organization that 
would support research into a cure for HIV and AIDS. To raise money, 
they reached out to their friends and extended networks to plan a 
dinner party, and called it “Food for thought.” Two hundred people 
came together in solidarity and raised $150,000. A board of three 
scientists and doctors determined which research projects to fund 
with the money. 

Today, we encompass 11 office staff, 23 board members, 23 advisory 
council members, 15 scientific advisors and hundreds of volunteers. 
Bloor Street Entertains, CANFAR’s largest annual event, raised 
$950, 000 dollars in 2015 and has received many recognitions and 
awards over the years as one of Toronto’s biggest and best charity 
galas. Through fundraising, CANFAR has provided ongoing support 
to some of Canada’s top HIV and AIDS scientists, leading to major 
findings such as an HIV vaccine candidate to prevent the progression 
of HIV and the elimination of transmission of HIV from mother to baby 
– among many others. 

In addition to being Canada’s only national charitable foundation 
supporting HIV and AIDS research, CANFAR has grown into a 
community leader for HIV awareness, education, and prevention. 
Nothing we do would be possible without our vast community of 
impassioned donors, partners, and volunteers, and the relationship 
we have with them, which is one of transparency, loyalty, and mutual 
respect.  
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OUR AUDIENCE
About us

Our organization’s success depends on open communication with a number of audiences, 
including, but not limited to the following:

• Potential and current donors and corporate partners.
• Potential and current volunteers.
• Candidate and funded scientists as well as the greater HIV and AIDS 

research community.
• Traditional media outlets
• Students and other concerned citizens learning about HIV or CANFAR 

for the first time, whether they’re reached on campus, through social 
media campaigns or at public events.

The demographic of each of these target audiences varies. While donors, corporate 
partners and scientists are almost always above 40 with a higher education, there are 
many engaged students, volunteers and small-scale supporters who are 14-40 at varying 
stages of education and life experience.

Ever since the organization was created from one dinner party, CANFAR’s marketing and 
events have centered on bringing people together and social networking, and our target 
audience is often a social and outgoing one.

It is important to remember that many of CANFAR’s community are directly or 
indirectly affected by HIV/AIDS; they may have lost loved ones, or may suffer from 
stigma. Sensitivity, openness, and correctness are therefore top priorities in all 
communication.

Nonetheless, every person in CANFAR’s audience has the following in common: they are 
engaged in their community, socially responsible, and eager to learn something new.
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OUR CHANNELS
Our wide range of target audiences lends itself to a variety of 
communication channels, encompassing print, web, and social 
media. These channels include, but are not limited to:

• The website and associated “news” page, which is updated regularly like 

a blog

• @CANFAR on twitter and the Canadian Foundation for AIDS Research 

on Facebook

• The Catalyst, our tri-annual print and email newsletter

• The Annual Report

• The Quarterly, our financial and operational report 

• Email blasts to our volunteer, donor, and community email databases 

regarding events

• Greeting cards sent to every volunteer and donor contact on their 

birthday and during the holidays

• Marketing collateral such as business cards; t-shirts; printed posters, 

signs, banners, or flyers; print and web advertisements; and graphics 

and infographics used on social media.

There are nuances in the communication tactics, voices and styles required for our varying target audiences; 
however, a number of important rules found in this guide apply across every audience and channel.
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LOGO
Visual identity

The CANFAR logo is trademarked, and its use is restricted to those who have obtained prior written approval from the 
organization. Any and all documents or artwork featuring the logo must be approved prior to production.

The CANFAR wordmark, in solid type, 
stands boldly beside the ribbon 
to represent our dedication and 
stability. 

The trademark red ribbon, conveying 
our devotion to HIV and AIDS 
research, was modified to a 
paintbrush stroke to reflect the 
vibrant and dynamic team behind the 
organization. 

Ending AIDS through research

Our tagline can be placed beneath 
the logo, using the default font of 
your document in a size at least 25% 
bigger than in the document body.

A space should be left between the 
logo and surrounding document 
elements that is as big as the height 
of the logo lettering in “CANFAR.”
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Whenever possible, use the horizontal orientation and bilingual workmark. The English-only version can be used in an English-only document, and the vertical 
orientation can be used when space is constrained. When the background is black, the type can be converted to white. The ribbon must always be CANFAR red. 
The wordmark can only be romved for large signage. 

Do not place the logo a red or magenta background, a busy background, or over/under wantermarked type or imagery. Do not apply shadow to, rotate, or stretch 
the logo. Do not crop out any part of the logo.

Logo usage dos

Logo usage donts

DONATE 
NOW
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COLOURS
Visual identity

CANFAR Red

Black

Greyscale

Pantone: PMS 7427C
CMYK: C 0% M 
100% Y 65% K 28%

10%, 20%, 30% black, 
40%, 50%, 60%, 70%, 
80% and 90% black
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TYPOGRAPHY
All type in any CANFAR materials should set in Trade Gothic LT STD.

Since inception in 1987, CANFAR has invested more than $18  million in research ini-
tiatives across Canada. CANFAR is funded solely through  the generosity of corporations, 
groups, and individuals across Canada.

Each year it is the responsibility of CANFAR’s Scientific  Advisory Committee (SAC) to 
evaluate which research proposals seem most promising and likely to make a worthwhile 
contribution to the international body of HIV and AIDS research. CANFAR is dedicated to 
funding all aspects of  research, including: fundamental and applied research; education-
al and  prevention; care; psychosocial initiatives; and, community research.

Heading - Bold Condensed No. 20
Heading for the Catalyst and the Quarterly - Extended
Subheading - Bold
Body - Regular
Body - Light
Emphasized or quoted text - Oblique
Emphasized or quoted text - Light oblique

OUR MISSION
The Canadian Foundation for AIDS Research (CANFAR) is the only national charitable 
foundation that raises awareness to generate funds for research into all aspects of 
HIV infection and AIDS. 

Sample featuring Bold Condensed No.20, Oblique and Regular:
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OUR VOICE
Communication

Our voice is an expression of the people 
behind our organization and it embodies 
our values. Keeping our voice familiar and 
consistent, no matter the writer or channel, 
builds trust from our community. 

Every communication should sound like 
it comes from a real person with real 
passion. Our tone is always professional; 
we are experts in the field of HIV and AIDS, 
and we are confident leaders. But we do 
not alienate, we engage and educate. We 
are always inspiring hope, support, and 
collaboration.

Our communication and marketing is 
storytelling. We tell the story of a path to a 
cure for HIV and AIDS. We tell the story of 
survivors and fighters. We tell the story of 
our small but mighty staff, and their daily 
fight to keep our organization strong. We 
tell the story of every one of our volunteers, 
researchers, and partners. 

For more guidance on tone, grammar, and usage, consult CANFAR’s editorial style guide. 

Business and research documents Digital and print marketing

• Use a formal, professional 
and confident tone.

• Do not use contractions.

• Use a professional but fun tone.
• Use humor.
• Use contractions and 

exclamation points. Ask 
questions.

• Evoke emotion.
• Inspire action.

• Be respectful and aware.
• Avoid jargon and define technical terms - support the reader’s learning.

Always:
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GRAPHIC DESIGN
Our aesthetic is clean, simple, and professional with lots of white space and creative 
use of the CANFAR red for emphasis and impact. Always consider using infographics to 
help readability or photographs of people to make it relatable. All artwork or photography 
must be approved prior to production. 
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BRANDS UNDER THE CANFAR UMBRELLA

Communication

The following groups under the CANFAR umbrella have unique logos but should otherwise 
follow all of the guides in this brand book:
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DOCUMENT DESIGN
• Use all-capitals for document titles (for impact) but sentence case for headers (for readability).
• Try to include the website URL when possible, capitalize CANFAR when you do (www.CANFAR.com), and place it be-

neath the CANFAR logo (see the back cover of this guide).
• Only capitalize “the’ in the Canadian Foundation for AIDS research when it begins a sentece, and always capitalize 

AIDS.
• Include the CANFAR logo on your document, spaced accordingly.
• Use the CANFAR taglines when possible:

Ending AIDS through research
Funding life saving resarch



www.CANFAR.com


