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BRAND LOGO

Sophisticated, engaging, and full of promise, the new identity for WorkInCulture speaks to the 
organization’s commitment to inclusion and diversity, collaboration and partnerships, and the 
vital contribution of arts and culture to society.  With the graphic symbolizing the roadmap to 
success, it also depicts the importance of networking and making meaningful connections in 
the cultural sector. The new logo invites audiences to engage and discover the opportunities 
and resources that WorkInCulture has to offer to the arts and culture community. 

These are the complete versions of the WorkInCulture logo in both horizontal and vertical 
formats. It should be used in all cases where possible, unless shape, length or format pose an 
issue of legibility. In those cases, the official logo genres presented can be substituted.
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LOGO GENRES

The WorkInCulture logo is designed to have a complete range of use for various reproduction 
applications. A single-colour (black) application should be used for fax and single colour forms 
and documents. Whereas the single-colour (white) application can be used on dark 
background colours or on background colours that clash with the full-colour version of the 
logo.  A 2-colour (purple and green) application should be used for basic elementary 2-colour 
to full-colour brand applications such as print collateral, online websites, advertisements, and 
social media. The full-colour logo version consists of CMYK values. Additionally, it can be 
applied as CMYK element in print and RGB element for digital platforms.   
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UNACCEPTABLE USE

The WorkInCulture logo is a vital corporate tool to communicate the spirit of WorkInCulture to its 
audience. Users should respect the thought and craftsmanship of the logo design by keeping it in 
its original form, and within the rules specified in these guidelines. 

The original logo format should not be altered, tweaked, or adjusted in any way. The images 
above are examples of how NOT to utilize the logo and its forms and functions. 

1) The angle of the logo will always be used at a level 0-degree angle.
2) The proportions of the letters or the shape of the wave graphic should not be changed.
3) The typeface or font style of any part of the logo should not be changed.
4) There should be no effects made to the logo, including drop shadows, gradients, or blurs.
5) The colour of the logo should not be changed unless using a colour specified in the guidelines. 
6) The logo should not be distorted by stretching it, squishing it, elongating it, or using any other 
transformations to change the integrity of the logo’s shape and style.

W  rk
InCulture

1) 4)

2) 5)

3) 6)
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PRIMARY COLOURS

The WorkInCulture primary colour system evokes sophistication, professionalism and 
friendliness. The two colours complement each other with elegant tones and intensity to 
create a perfect balance. 

The Deep Purple PMS 7652 colour is the deepest colour from the system to be used on 
content requiring a higher contrast. It represents professionalism in the arts and culture sector 
while the Deep Green PMS 7474 signifies growth, opportunity, vibrancy, and adventure.

PMS 7652
CMYK: 59/93/40/32
RGB: 96/38/81
HEX: #602651

PMS 7474
CMYK: 100/37/44/10
RGB: 0/116/129
HEX: #007481
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BRAND NAME

The WorkInCulture brand has been customized to ensure brand differentiation, consistency 
and uniqueness. The correct WorkInCulture spelling in both display and written format is: 
WorkInCulture, one word, no spaces, with capitalization of “W” “I” and “C”.

Once the organization’s name in full form has been introduced in copy, the short-form acronym 
“WIC” may be utilized thereafter.

For example: WorkInCulture (WIC)...

Capitalize “W”, “I” and “C” and write the entire name as one word, no spaces, in all written and display forms.
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SUB BRAND NAMES

The WorkInCulture sub brands also have been customized to ensure brand differentiation, 
consistency and uniqueness. The first letter of each word in each sub brand name should be 
capitalized much like WorkInCulture. Additionally, they are to be written in text form as one word 
with no spaces.

For example:
WorkSmarts
CreativeBoost
WICMentorship
JobBoard
DiscoveryBoard
MakingItWork



10



11WorkInCulture Brand Guidelines

AWARD SUB BRAND NAME

The WorkInCulture Bob Johnston Award is a special brand created to celebrate the individuals 
committed to furthering the growth of Ontario’s cultural sector, either as creators, managers, 
mentors, supporters, or educators. 

Since the award is named after Bob Johnston, the sub brand will be written and displayed as 
“WorkInCulture Bob Johnston Award”.
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SUB BRAND LOGOS & ICONS

WorkInCulture’s resources and activities have been branded with its respective colour 
schemes and identity systems so that they are identifiable and consistent with the overall 
brand. The sub brand icons are to be used as secondary visual elements to complement the 
sub brand logos in various branding applications.  
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WIC BRAND COLOURS

The WIC brand colour system includes colour combinations that represent the programming 
and resources that are part of the WorkInCuture offerings. The above colours can be used for 
subheadings, accent colours and category applications. 

Each colour signifies a personality with the intent of depicting a range of emotions and 
temperature. This range is particularly appropriate given the nature of WIC’s characteristics: 
inclusive, creative, contemporary, informative, encouraging, supportive, inspiring, reliable, 
collaborative, trusted, friendly, and unique.

PMS 548
CMYK: 100/64/50/43
RGB: 0/59/77
HEX: #003B4D

PMS 5565
CMYK: 54/27/44/2
RGB: 125/156/145
HEX: #7D9C91

PMS 4515
CMYK: 31/31/69/2
RGB: 180/162/105
HEX: #B4A269

PMS 124
CMYK: 7/35/100/0
RGB: 235/169/0
HEX: #EBA900

PMS 7652
CMYK: 59/93/40/32
RGB: 96/38/81
HEX: #602651

PMS 7479
CMYK: 70/0/72/0
RGB: 0/206/124
HEX: #00CE7C

PMS 7474
CMYK: 100/37/44/10
RGB: 0/116/129
HEX: #007481
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20TH ANNIVERSARY IDENTITY

To celebrate the 20th year of WorkInCulture, an identity that extends the WIC brand logo is 
created by adding the number “2” to the WIC brand graphic. This will retain consistency in brand 
recognition and further highlight the organization’s established role in providing a network of 
relevant opportunities and resources for arts and culture professionals.

The above showcases the identity in both horizontal and vertical formats.
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TYPOGRAPHY

The WorkInCulture brand typography system consists of the Roboto font family. It has 18 
different weights, so it provides utmost flexibility in preparing type-heavy documents and 
allowing information hierarchy to be presented in this one font.

This font is part of the Google Font series, making it easily applicable both online and in 
print applications.

Roboto is a modern sans-serif font with a flexible font family. It is clear and concise and 
lends a feeling of modern sophistication to documents. The font family includes an Italic 
series to help highlight and define multiple content uses and can be used for both subtitles 
and detailed content.

Roboto Light

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w x y z
1 2 3 4 5 6 7 8 9 ! @ # $ % ^ & * ( ) _ +

Roboto Regular

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w x y z
1 2 3 4 5 6 7 8 9 ! @ # $ % ^ & * ( ) _ +

Roboto Italic

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w x y z
1 2 3 4 5 6 7 8 9 ! @ # $ % ^ & * ( ) _ +

Roboto Bold

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w x y z
1 2 3 4 5 6 7 8 9 ! @ # $ % ^ & * ( ) _ +
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BRAND VISUALS

The WorInCulture brand is fun and engaging which is why visual elements that have an 
organic and free-form appeal are utilized. Illustrative icons and visuals that have a sketch like 
quality are introduced to its aesthetics to depict the importance of planning and strategizing 
in the arts and culture sector. These sketchy visual brand elements will guide users to 
understand the various services and programs that WIC offers in addition to its mission: to 
support the people who work in the cultural sector through life-long career development and 
entrepreneurial and business skills training. 
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Be a part of the growth - connect with us!
www.WorkInCulture.ca
Sign up to our e-newsletter
info@workinculture.ca
416-340-0086

WorkInCulture.ca @WorkInCulture  #WICOntario


