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Brand Overview
Our Purpose
Our Values
Our Personality

Who We Are
The Business Council of Alberta is composed of Chief
Executives from the province’s largest enterprises as
well as entrepreneurs and innovators. Collectively, our
members represent the majority of Alberta’s private
sector investment, job creation, exports, and research
and development. The Council is a non-partisan, nonprofit organization dedicated to building a better Alberta
in a more dynamic Canada.
We commit to being leaders in those things important
to Albertans: jobs, environment, people, community,
innovation and education. We will do the right things, at
the right time for the right reasons, ensuring our efforts
lead to an increase in the long-term shared prosperity of
Albertans.

Brand Overview

01 Who We Are

OUR FOCUS
Jobs & Opportunity
We believe our success as a province hinges on the participation
and prosperity of all. Prosperity begins with a good job, and
future opportunity. To achieve this, we must grow the economy,
create jobs now, and equip Albertans to do them better than
anyone else on earth.
Competitive & Sustainable Economy
Sustainability requires that we meet the food, fuel, and fibre
needs of the world today, and for decades to come, while also
setting up our province and the world even better for future
generations to meet their own needs. This means building
Alberta as the province of challenge-driven innovation and
industry, and one that is truly an E-ESG leader.
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01 Who We Are

Our Purpose

making life better

The Business Council of Alberta, has a simple but radical
idea: making life better. This means business is a leader in
solving our biggest challenges to create the right conditions
where our people, the economy and the environment can
thrive without leaving anyone behind.
We do this for Albertans and Canadians by increasing
economic and social prosperity through thriving business.
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01 Who We Are

Our Values

Integrity
Legacy
Innovation
Community
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01 Who We Are

Our Values

INTEGRITY

LEGACY

We exist to make life better for our beloved province,
and all those in it .This lofty goal can only be achieved if
we relentlessly show through actions our intention to do
what is right for all.

In everything we do, we strive to make it better than
we found it; our province, the people in it, and our
natural environment.

We hold each other accountable for our decisions and
actions. We follow through on our promises and we don’t
deviate from our purpose.
We build trust by being honest, ethical and
uncompromising in our actions.

Every action and interaction we have, we seek to do
what is right and make it a little better.
Our actions have consequences, and we strive to make
ours positive for all those who will come after.

INNOVATION

COMMUNITY

If we are to be successful at achieving our purpose of
“Making life better”, we’ll need to find new solutions to old
problems.

Our community is what binds us together. It’s the reason we do what we do. We care for our community, its
people, the environment and long-term prosperity.

It means we have to change the status quo, gain a broad
perspective and be creative thinkers.

Our community is also where we’ll find those who
we’ll collaborate with to find the solutions we need to
achieve our mission.
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01 Who We Are

Our Personality
WE ARE:

Driven by Purpose
United by Outcome
Daring & Achieving

We’re people who believe in the power of business to do good for
society, environment and economy.
We want to find solutions and take action, not just point to
the problems. We want to be part of the solution and as such
we seek innovative ideas, different perspectives and smart
collaborators.
We’re confident and driven but we’re never arrogant. We’re well
informed and understand the magnitude and complexity of the
issues we’re tackling. We’re under no illusion that these issues
will be easy or quick to solve, but we believe it can be done.
We’re open and honest and our language is direct, objective and
forthright. This is what will build trust and confidence and help us
attract the right people and support to put solutions into action.
We’re realistic, positive, knowledgeable and action oriented.
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01 Who We Are

Driven by
Purpose

Our Personality

Preserve. Improve. Build.
We love our province and the people
who call this place home. In everything
we do, we strive to make it better
than we found it - for business, our
environment, and people. We do what
we do not because it is easy, but
because it is right.
We are strong, assertive and steadfast
in working to make life better.
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01 Who We Are

Our Personality

United by
Outcome

Trust. Collaborate. Navigate.
Undaunted by fear and obstacles, we
boldly chart a prosperous future for
our province. It’s our responsibility
and our passion. We are effective
collaborators. We value relationships.
We know that to achieve our purpose
and a united outcome, we need
to bring together leaders from all
perspectives.
It isn’t always easy, but it’s possible.
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01 Who We Are

Daring &
Achieving

Our Personality

Bold. Adapt. Effective.
We measure ourselves not by what
we say but by what we accomplish.
We take action and get it done. We are
proactive, sensible and realistic. We
see what is possible, and we drive with
all our passion to deliver it. We change
and adapt to stay relevant. We dare
and we endure.
We take a leap of faith to create our
finest work.
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Our Voice
Our tone of voice is how we live into our
brand’s personality and values. It’s through this
voice that we’ll bring consistency to our brand
and differentiate ourselves. We are refreshingly
different in how we communicate.

02 Our Voice

Characteristics
WE ARE:

human
empowering
balanced
active

02 Our Voice

Characteristics

HUMAN
We use correct technical terms when
necessary, but we don’t speak or
write so only a select few understand.
We talk about people, not abstract
concepts. Our voice is conversational
and real. We’re human, so it’s okay to
communicate with emotion, passion
and compassion.
Be compassionate.
Our work impacts real people, our neighbours and families.
When possible, let’s tell human stories, name specific
groups of people, even specific individuals.
Be passionate.
We’re rational and in control but we’re not robots. It’s okay
to communicate with emotion. We truly care and believe
Alberta’s future is worth fighting for, so let that passion
shine through.
Be Clear.
Every time you write something, ask yourself: Can it be
simpler? Can it be clearer?
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02 Our Voice

Characteristics

EMPOWERING
We lead and create momentum with
our words. We’re inspiring and positive
in how we go about our mission. We’re
courageous and bold while still being
realistic and not overpromising.

Be inspiring.
We are a leader. Every interaction with us inspires
confidence and leaves people feeling hopeful. We’re
pioneering. We use original language but we will use an
inspiring quote if it’s impactful - especially if it’s from an
Albertan.
Be positive.
It’s okay to acknowledge problems but we don’t dwell on
them. Our words should be positive, optimistic and give
reason for hope.
Be courageous.
We lead by example. We say what must be said and do
what must be done. We’re bold and pioneering.
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02 Our Voice

Characteristics

BALANCED
We see the interconnectedness in all
that we say and do. We are not just
in this to help select groups or people
but all Albertans. When we speak
we consider and acknowledge the
perspectives and needs of others. Our
goal is to create harmony and balance,
from a thriving economy to a thriving
environment.

Be Considerate.
Be aware of the impact in all that we say and do. Every
action and reaction is thoughtfully considered.
Be Purposeful.
Choose words intentionally. Make sure every word serves a
purpose.
Be Consistent.
It’s important that our tone and our message feels like
they’re coming from the same source.
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02 Our Voice

Characteristics

ACTIVE
We have our fingers on the pulse of
the past and present, but our eyes are
always on the future. We’re forwardthinking and forward-speaking. We set
goals and work towards them (inside
voice: we get sh*t done.)

Be confident.
We’re less... if, maybe, might, and could. And more...
definitely, will, am, can and do.
Be precise.
Avoid unnecessary words and phrases. Chop one long
sentence into two.
Be action oriented.
It’s okay to share our thoughts and opinions but most
important is sharing the action we’re taking.

BUSINESS COUNCIL OF ALBERTA BRAND BOOK
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02 Our Voice

Guardrails
HUMAN GUARDRAILS
• Is there an opportunity to inject some humanity
(passion or compassion)?
• Can I use any real-life stories or examples of how this
impacts people to make this more relatable?
• Does it read like we care about our interests or that of
Albertans?
• Is this sentence clear? Can we simplify the language?

EMPOWERING GUARDRAILS
• Does this sound like a leader, someone you want to
follow?
• Does it inspire confidence and hopefulness?
• Does this feel more positive and hopeful than negative?
• Is this more solution-based than problem-focused?

BUSINESS COUNCIL OF ALBERTA BRAND BOOK

BALANCED GUARDRAILS
• Have we considered how this impacts all Albertans,
even if we’re speaking to a specific audience?
• What role is this word or sentence or message
serving toward our mission to make life better for
Albertans? Is it necessary?
• Does this feel out of character? (if you think it is,
you’re right.)
• Have we acknowledged alternate perspectives?
Does this appear too partisan?

ACTIVE GUARDRAILS
• Can this exude more confidence?
• Can this be more solution-focused?
• Is it speaking to any action we are taking? If not,
can it?
• Can you say it in fewer words?
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Dos & Don’ts
COPY STYLE SAMPLES
People before province. (when possible)

Don’t: We want to make life better for Alberta.
Do: From teachers to surveyors, we want to make life better for
Albertans.
Don’t: Alberta has been hit extremely hard in recent years.
Do: Albertans have been hit extremely hard in recent years.

Less is more.

Don’t: Sign up for the AlbertaBetter newsletter for regular updates on
the activities of the Council and how you can get involved.
Do: Sign up for regular updates and to get involved.

More direct, confident.

Don’t: It means building businesses that contribute to the world’s
greatest needs, and to create jobs that enable every Albertan to live
the life that they aspire to.
Do: We will build businesses and create jobs that contribute to the
world’s greatest needs, so every Albertan lives a life they love.

Positive outweighs negative.

Don’t: AlbertaBetter is the Business Council of Alberta’s researchbased framework for getting Alberta back on its feet and generating
economic and social prosperity for all.
Do: AlbertaBetter is a research-based framework for creating
prosperity for current and future generations of Albertans.

Write as you speak. (and punctuate accordingly)

We must do this with ambition and measures of
success that deliver for people, planet and profit. We must
do this with a broad set of voices, perspectives, experiences
and with urgency and speed. We must do this with focus,
intent, and to create a better Alberta.
Do: We must do this with ambition. With measures of success
that deliver for all people, perspectives and the planet. With
urgency and speed. With focus and intent. To create a better
Alberta.
Don’t:

Use the oxford comma where appropriate, just like
how you talk

BUSINESS COUNCIL OF ALBERTA BRAND BOOK
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Brand Guidelines
Each heading below provides an explanation of how to use the
Business Council of Alberta’s logo, colour palette, fonts, and
photography.
Consistent application of the logo, it’s colours, typography, and
supporting layout are vital to strengthening the Business Council
of Alberta’s brand identity. The purpose of these guidelines is
to explain the use of the brand style and to reinforce consistent
application of the visual elements in all communications. This
includes publications, presentations, and all other marketing
materials both online and offline.

03 Brand Guidelines

Logo
The Business Council of Alberta’s logo was designed to be bold
and eye-catching to resonate with our target demographic.
It is made up of a wordmark and icon coming together to form
a strong, unified logo.
The icon is an intersecting shape with lines coming together,
symbolizing the concept that we can be a stronger force for
change when we come/work together. The interweaving lines
and associated colours of the icon also represent economy
(blue), people (magenta), and environment (green). The icon
also symbolizes the interdependence and connectivity of the
economy, people and environment. Collaboration, trust, and
shared future between these three pillars is key to everything
the Council does.
The logo conveys collaboration, diversity, alignment &
dynamism.

LOGO USAGE

The Business Council of Alberta logo is made up of a wordmark
and icon. It is crucial to use the logo correctly and consistently
to ensure the visual impact and overall integrity are not
compromised or diluted. This document includes lists of DOs
and DON’Ts in using the logo, followed by illustrated examples.
Always use master artwork when reproducing any logo design.
It should never be recreated under any circumstances. Always
ensure you are using the correct artwork for the application.
When reproducing any logo elements, only the original high
resolution or vector graphic files shall be used - logos should
not be taken from this document.

Logo

03 Brand Guidelines

LOGO VARIATIONS
THE PRIMARY LOGO

The horizontal logo is the primary logo and should be used in most
situations.

THE PRIMARY LOGO: REVERSE VERSION

This version is to be used when the logo is reversed on a solid dark
color, background or photo.

The background where you are placing the logo should determine
which version of the primary logo you use.

BUSINESS COUNCIL OF ALBERTA BRAND BOOK

20

Logo

03 Brand Guidelines

LOGO VARIATIONS
THE SECONDARY LOGO

The alternate logo for Business Council of Alberta. This version should
only be used when their is not enough horizontal space to use the
primary logo.

THE LOGO SUBMARK/ICON

The Business Council of Alberta submark/icon is at the heart of the
organization’s identity. It is the only approved icon for Business Council of
Alberta and to be used in situations where the full logo is not appropriate
or necessary (social media profile pictures) as well as used in overall
branding.

BUSINESS COUNCIL OF ALBERTA BRAND BOOK
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Logo

03 Brand Guidelines

LOGO USAGE
It is crucial to use the Business Council of Alberta’s logo correctly and
consistently to ensure the visual impact and overall integrity are not
compromised or diluted.
Always use master artwork when reproducing any logo design. When
reproducing any logo elements, only the original high resolution or vector
graphic files shall be used. Impact, legibility and ease of recognition are
key, when scaled to any size/application.

CLEAR SPACE

Ensure that text or other design elements do not encroach upon the logo.
For ultimate visibility and impact, it is important to retain a designated
minimum ‘clear space’ around the logo. This area is designated as being
equal to 1/2 the height of the logo. It should never be intersected or
intruded upon by any other graphic object or edge. Space relationships
within the mark must remain intact.
45px
200px

0.45”
2.0”

BUSINESS COUNCIL OF ALBERTA BRAND BOOK

MINIMUM REPRODUCTION SIZE
Minimum Size for Screen
The minimum size of the Business Council of Alberta’s logo, measured
from the left edge of the pink icon to the right edge of the ‘L’ is 200px.
Minimum Size for Print
The minimum size of the Business Council of Alberta’s logo, measured
from the left edge of the icon to the right edge of the ‘L’ is 2.0 inches
(5cm).
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03 Brand Guidelines

LOGO USAGE
IMPROPER USE
Wrong!
The logo has become distorted from it’s designed aspect ratio, therefore
stretching or squishing the shape and text. If the space is restrictive, the
scale of the logo (not the dimensions) must be adjusted to fit.
Correct!
The logo’s shape is consistent with the initial design, retaining balance
and legibility.

Wrong!
The backdrop for the logo’s placement is too similar to the primary
colour - it lacks visibility and contrast. To fix this problem, you can either
select a contrasting base colour, or switch to the reverse version of the
logo.

Correct!
The logo is clear and visible, set in primary colours onto a backdrop
which shows contrast. Although the backdrop is not white, the colours
have been adjusted accordingly to work with the design.

BUSINESS COUNCIL OF ALBERTA BRAND BOOK
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Logo

03 Brand Guidelines

LOGO USAGE
Wrong!
Never place the logo on a busy or distracting pattern or photograph.

Correct!
When placing the logo over a photo, ensure proper contrast between the
logo and the background. Using the recommended photo treatment will
ensure proper contrast.

Business Council
of Alberta

Wrong!
A colour outside of the selected brand colour scheme has been used.
This is never recommended as it confuses the brand image.
Changing the font is a definite no-no. The custom typeface is to be used
at all times.

Correct!
The logo is presented in it’s primary colours using the custom typeface.

BUSINESS COUNCIL OF ALBERTA BRAND BOOK
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Logo

03 Brand Guidelines

RECOMMENDED FORMATS
End Use/Application		

AI

JPG

Offset or Digital Printing
Microsoft Office Documents

Digital versions of the Business Council of Alberta’s logo are
available in the following formats: AI, JPG and PNG. Some file
formats are more conducive to certain applications and mediums
than others (e.g. while a PNG version of the logo is ideal for use on
a website, it will appear pixelated if used on a poster).
Please use this information as your guide, or consult with your
supplier.

Newspapers and Magazines
Email

Choosing the Right File Format
The JPG format is the standard for on-screen viewing or online
publishing. A JPG file is a compressed file that contains some but
not all of the original information. JPG files vary in size and can be
high-resolution but when used for web, they are only 72 dpi, which
is unacceptable for printing.

Web/Online Applications
Large Format Printing
Posters and Signage
Promo/Apparel Suppliers
Recommended

PNG

Unacceptable

The AI format is the industry standard for high resolution offset
printing and is used primarily by professional designers and
printers.
PNG was designed with the web in mind and is (by far) the most
flexible graphic format ready for web use. It supports background
transparency so the PNG logo can be used on a variety of web
backgrounds.

BUSINESS COUNCIL OF ALBERTA BRAND BOOK
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Colour Palette
PRIMARY BRAND COLOURS

Magenta
CMYK: 3/100/37/0
RGB: 233/18/107
HEX: #e9126b
PANTONE: 214 C

Teal
CMYK: 69/1/24/0
RGB: 36/189/200
HEX: #24bdc8
PANTONE: 321 C

Grass Green
CMYK: 29/0/77/0
RGB: 190/217/102
HEX: #bed966
PANTONE: 374 C

Magenta, teal & grass green are integral to the Business Council
of Alberta’s brand. Support colours to be used in conjunction with
primary colours are dark grey/blue, forest green and dark teal, as
shown.
Never use unapproved colours or create a new colour palette
with the exception of the varying colours in images.

SECONDARY BRAND COLORS

Dark Grey/Blue
CMYK:72/58/48/44
RGB: 59/69/78
HEX: #3b454e
PANTONE: 446 C

Dark Teal
CMYK: 81/26/38/2
RGB: 32/146/154
HEX: #20929a
PANTONE: 7714 C

BUSINESS COUNCIL OF ALBERTA BRAND BOOK

Forest Green
CMYK: 86/39/69/28
RGB: 25/100/83
HEX: #196454
PANTONE: 626 C

IMPORTANT: The approved CMYK, RGB and HTML simulations
listed may be different from the PANTONE MATCHING SYSTEM®,
and from conversions made by your design software. If changing
from PANTONE to CMYK, RGB or HTML (HEX) colour values, use
the formulations listed below.
Please note that the colours displayed on your screen may appear
different depending on specific browser and/or monitor settings.
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Typography
Anderson Grotesk

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890 %$#@&

Libre Franklin

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890 %$#@&

Primary Typography
Anderson Grotesk is a neo-grotesk sans-serif font to compliment
the boldness of the Business Council of Alberta’s logo. This font
is very versatile and clear and can be used for copy, quotes,
headings, subheadings etc. It has a wide variety of weights and
should be used for most text and information in Business Council
of Alberta promotional materials. This font should never be used
with all uppercase letters and should be used primarily for print.
For web-related materials, Libre Franklin is to be used intead of
Anderson Grotesk. Libre Franklin is a web-based font (supported by
Google Fonts and Adobe Typekit) with very similar characterisics
to Anderston Grotesk.

ALTERNATE GOTHIC ATF

Complimentary Typography

Lora

Alternate Gothic ATF uppercase is used as a complimentary
font in Business Council of Alberta print collateral. The bold,
condensed design should be used for subheadings. Do not set
entire documents or paragraphs in Alternate Gothic ATF.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890 %$#@&
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890 %$#@&

Helvetica

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890 %$#@&

BUSINESS COUNCIL OF ALBERTA BRAND BOOK

Lora typeface may be used secondary to Anderson Grotesk/Libre
Franklin, for contrast, or to improve legibility when long form copy
is being used. Lora should never be used with all uppercase letters.
Desktop fonts should be used in all instances where our specialized
fonts cannot be used, such as word processor documents
and emails. For these uses, Helvetica should be used for most
informational text.
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Photo & Video
We focus on the diversity and representation of our land, our people and our
businesses. We show the beauty and potential of our entire province as a
whole. Our imagery focuses on potential and opportunity both of place, our
natural environment, people and industry.
As a council for Alberta, we should seek to use photo and video clearly from
our province, our land, our people, our businesses. These three categories
form the core of BCA photo and video assets.
Colour intensity of images should be narrowed by dialing back on the
saturation to achieve a more subtle palette, but take care not to overuse
desaturation. Images can also be colorized using one of the three primary
brand colors and used as background images.
Photography Style Don’ts:
• avoid using photographs that appear staged or inauthentic
• avoid using photographs with contrived composition, symmetry and/
or depth of field
• avoid overuse of desaturation, photoshop and color-tinting

Illustration
We use illustrations/icons to help simplify and present information. Our
illustrations are more light-hearted, include some details of our colours
and reflect a more human quality. We stay away from more predictable,
corporate illustration styles.

BUSINESS COUNCIL OF ALBERTA BRAND BOOK
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Who to Contact
For further information on the Business Council of Alberta’s brand or help
interpreting or adapting the logo, please contact us at the following:
Brittany Brander
Manager, Communications & Brand
bbrander@BusinessCouncilAB.com
1600, 635 8th Avenue SW
Calgary, AB T2P 3M3
403 348 7007 |
www.BusinessCouncilAB.com

