
Brand Guidelines

We are humbled and awed by the tenacity, 

resourcefulness, and spirit of Islanders who 

work together with the best interests of the 

people in mind - always.  
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2 We are proud 
and daring, yet 
humble and 
modest and 
we work with 
integrity to help 
and support the 
people and our 
province.      

We pitch in, come 

together, and 

work towards 

shared goals. 

Tenacity is essential in everything 

we do. With drive, determination 

and a strong-willed attitude, we 

will achieve the levels of success 

that matter to Islanders.
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Staying true
We do well by staying true to the type of people 

we are: genuine, kind and determined. True to the 

natural beauty and environment in which we live. 

True to recognizing the importance of putting 

people at the heart of everything that we do. But 

most of all, true to the belief that when we support 

each other’s passions, hopes and dreams, there is 

nothing that can’t be accomplished. 

Branding Platform
These Branding Guidelines – also known as a “Branding Platform” provide language, tone and a 

style to communicate. They also include design elements that reinforce the brand and messaging.

These guidelines provide a framework for simple ideas or thoughts that are memorable and 

endearing to people within and outside PEI. They will unify our communication and marketing 

efforts across all sectors and audiences under one umbrella.

They will give everyone a clear understanding of who we are and what we stand for.



The brand should be 

flexible to work for many 

audiences and fit into 

various messages. 

The brand should not be 

too trendy or youthful or 

over-the-top cool. 

It has to be truthful and 

should evoke feelings of 

authenticity.

Capture Islanders imagination!
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Citizen-centered

Government should be accessible and 
easy to understand.  We make that a 

priority in both our written and visual 
communications.

Consistent

Regardless of the medium, when we 
communicate with Islanders they should 

recognize us right away. Clear and 
consistent messages and design give us 

credibility.

Effective

We make effective communication 
decisions that show respect for public 

dollars without compromising what we 
need to communicate.

Key Objectives
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s taG e  o n e

Positioning
Our principles (or core beliefs or philosophy) are based 
on being collaborative, tenacious and genuine.  We 
are proud and daring, yet humble and modest and we 
work together with integrity to support Islanders and 
our province.   

s taG e  t h r e e

Design
We will create visual elements and design standards 
that meet the key objectives of the brand for banners, 
report covers, presentations and other materials 
for visual consistency in communications to further 
support the brand.  

s taG e  t w o

Cohesion
We will use plain language and a conversational tone in our 
communication materials that is honest, direct, clear and concise.  
Communications products such as news releases, features, messages, 
speeches, social media posts and reports will reinforce our principles.  
This will help ensure various communications are consistent and 
recognizable and will build connection and trust with Islanders.    

s taG e  F o u r

Integration
Language, tone and visual design elements should be 
used across government departments and agencies 
to develop a unified and consistent approach to visual 
and written communications and branding.   

1

2

3

4
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Taglines - only a last resort
Put simply, branding is a tool that can be used to define 

ourselves and attract positive attention. Unfortunately, 

there is the common misconception that branding is 

simply a communications strategy, a tagline, visual 

identity or logo. It is much, much more. It is a strategic 

process for developing a long-term vision that is 

relevant and compelling to Islanders. Ultimately, it 

influences and shapes positive perceptions of 

government and its activities.

Paul O’Connor, Executive Director of World Business Chicago, 

said it best: “The greatest piece of advice I can give to other 

cities is to accept taglines only as a last resort. A tagline passes 

for branding, but it is not the same thing. Taglines are fragile, 

limited or too broad. They do not represent who you really are. 

A brand is the DNA of a place, what it is made of, what it passes 

from generation to generation. It is authentic and indicates 

what makes a place different from others.”

When our words and actions are unified  
we radiate a sense of integrity.



It is vital that we work together and 

support Islanders in ways that ensure that 

everyone has a path to success.

The brand defined
David Ogilvy, the “Father of Advertising,” defined brand 

as “the intangible sum of a product’s attributes.”
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Themes
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VALUES 

The perceptions we build on

Personality 
How we want to project

What we want to convey

With a deep sense of pride, we promise to 
work hard together and keep Islanders at 

the very heart of what we do.

Open to new ideas: Believe in leading 
change

Tenacious: Strong work ethic, 
perseverance, reliance
Collaborative: Working with our 
neighbours

Humble: Unexpected, modest 
Inspiring: Compelling and motivating

Authentic: True to beliefs and keeps 
promises
Compassionate: Attuned to the needs 
of all islanders.

This brand promise is a value or experience Islanders can expect 

to receive every single time they interact with the Government of 

Prince Edward Island. The more we can deliver on that promise, 

the stronger the brand value will be in the minds of Islanders.

Brand  
Promise



Islanders share a deep sense of pride for our history and a love for our 
neighbours and our province.

We need to be real, to work together, and to keep at it to  
make PEI the best it can be for everyone.

We can do that by staying grounded, while never being afraid to  
break new ground with new ideas and innovation.

And we need to collaborate and cooperate with hope and enthusiasm  
for a future that includes the best interests of all the people.

C o l l a b o r at i v e  -  t e n aC i o u s  -  G e n u i n e 9

Who are we? What’s special about us?
How do we show that we are different?

This brand is built on a foundation 
derived from the three themes - 
Collaborative, Tenacious and Genuine. 
These themes are the threads that 
unite our messaging. Each pillar is 
individually appealing and accessible, 
however the magic lies in the 
collective sum of these three parts.

Collaborative
It is together that we can do great 
things for this province.

While it’s true PEI is an island of 
155,000 people with different goals 
and ambitions, we like to think of it 
as a community of one. Together, 
we must and will continue to build a 
province that is diverse in nature and 
unified in purpose. 

We are connected to nature, sea 
and sky, genuine, authentic and real, 
but bonded by a common dream 
-  that when islanders, industry and 
government pull together as one, 
we will build a better future for our 
province and for all who do and will 
live in it.

Working together, focused on 
the people of this province,  
we can and will succeed. 

 

PEI has changed a great deal in the 
last twelve years. We have done well, 
but we can do even better. Indeed, 
we must always strive to do better 
for our province. We know that the 
life we have is worth preserving, the 
life we dream of is worth attaining, 
and most importantly our collective 
purpose will make this vision a reality.

Tenacious
Making stuff happen is in our DNA. 
The first settlers who arrived said, 
“We can do more than make this 
home. We can build families and 
communities and businesses and a 
life.” It’s this instinct for hard work 
and entrepreneurial spirit that drives 
us today. And because this DNA 
permeates our environment, our 
people and yes, our government too, 
vitality persists at work and at play. 

Dreams, ambitions, people and place 
all conspire to help improve people’s 
lives and make our province stronger. 
That is why we support new ideas for 
a different and better way of doing 
things.
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Our achievements are many, though 
as Islanders we prefer not to boast 
of them. Our accomplishments are 
too numerous to count, but keeping 
score has never been our thing. Of 
course, this is exactly what makes PEI 
such a great place to live, work and 
play. Where your neighbours take as 
much pride in your success as you do 
in theirs. 

We must not be complacent.

We recognize that our Island is 
home to innovative companies and 
cutting-edge technology. We are 
national leaders in industries from 
aerospace to natural foods and 
casual restaurants to renewable 
energy. Our most valuable resource 
is our people; in fact, it is people – as 
entrepreneurs and business leaders, 
as employees and educators – who 
are at the heart of these successes.  

Islanders think for themselves. We 
are open to new ideas and different 
ways of thinking. We are constantly 
looking for new ways to do things 
and think with an entrepreneurial 
mind-set. We chart our own course 
to a better life. 

Genuine
Most Islanders will tell you how 
proud they are of the place they call 
home. While we are not boastful, we 
do recognize that this province is a 
special place, filled with great people 
living in many amazing communities 
across this province. 

How you see the world depends 
on your perspective. And in PEI, we 
see things very differently. Maybe 
it’s because we are surrounded 
by ocean, blessed with beautiful 
beaches and green rolling hills that 
go on forever. Whatever it is, our 
focus continues to be on the people 
of this province.   

We are inspired everyday by the 
environment in which we live and 
the people who live in it. It makes 
us genuine, authentic and gives 
us the spirit to believe anything is 
possible. It makes us curious, strong 
and ingenious and we know it’s not 
enough to simply acknowledge our 
diversity; we must embrace it. These 
are attributes that we’ve cleverly 
packaged together to ensure 

PEI will be an even better place 
tomorrow. And with unlimited 
collaboration and unmatched 
purpose, we see a vibrant, creative 
place upon where passions are 
realized and ambitions are fulfilled. 

Islanders care about each other and 
regularly come together to support 
one another. Maybe it’s because 
Prince Edward Island is home to a 
range of different voices, opinions 
and perspectives. 

Being an Islander,  
defines our spirit. 

PEI is a regional, national and global 
leader; our people and communities 
are healthy and prospering; our 
economy and culture are vibrant; 
knowledge and good ideas are 
sought out and cherished; and 
children are empowered and 
encouraged to reach their full 
potential.
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What makes us, us.

Proud
We inspire our neighbours 

to take as much pride in our 

success as we do in theirs. 

True
We are not boastful but we 

recognize that this Island is a 

special place. 

Tenacious
The people of Prince Edward 

Island strive, work and succeed 

even in the face of challenge 

and adversity.

1 2 3

Collaborative
Working together, focused on 

the people of this province, we 

will succeed. 

Innovative
We are creative and open 

to new ideas. We have been 

doing well but we can do 

better.

Direct
We will be open, honest and 

prompt in our communication 

with Islanders as we work for a 

successful future.

4 5 6

Kind
We care about our neighbours 

and will strive to do better so no 

one is left behind.

Inspired
Our vision is ambitious 

but it meets the needs of 

our increasingly dynamic 

population. 

Humble
Our accomplishments are 

many. But keeping score has 

never been our thing.

7 8 9

Values
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Collaborative

•	 We are genuine and we will 
collaborate to improve the lives of 
Islanders. 

•	 We are open to new thinking and 
new ideas that provide a creative, 
collaborative environment. 

•	 We inspire our neighbours to take 
as much pride in our success as 
we do in theirs. 

•	 We collaborate with eagerness 
and enthusiasm in a vibrant, 
creative place where we work to 
improve the lives of Islanders and 
make this province the very best 
it can be.

•	 We recognize these are exciting 
times in our province’s history, 
where Islanders, government 
and industry have the confidence 
to work together with the best 
interests of the people of PEI at 
heart. 

Tenacious

•	 We work harder and smarter to 
get things done, and do it with 
the best interests of the people 
…all of the people.

•	 Tenacity is essential in everything 
we do to accomplish our goals. 
With drive, determination and 
a strong-willed attitude, we will 
build a province that empowers 
and supports people.

•	 Passion, collaboration and 
tenacity are key to making a 
positive difference.

•	 We will set a challenge for our 
province and inspire Islanders to 
set a challenge for themselves. 
True strength, true wisdom, true 
tenacity and true courage is best 
seen when it is in motion! Take 
action!

Genuine

•	 Islanders have always been 
innovative and never been 
afraid to break new ground. We 
celebrate and promote these 
successes, though most Islanders 
prefer not to boast about them.

•	 We do well by staying true to the 
type of people we are: genuine, 
kind and determined. True to the 
natural beauty and environment 
in which we live. True to the 
infrastructure necessary to feed 
big ideas and allow entrepre-
neurial spirits to soar. But most 
of all, true to the belief, that 
when we support each other’s 
passions, hopes and dreams, 
there is nothing that can’t be 
accomplished. 

Three key stages when building a brand:  
know, like, and trust.

We need them to know us! 



pa r t i C i pat e pa r t n e r neiGhboursCommit e n G aG e
C o m e 

t o G e t h e r

Collaborative
We act collaboratively, engage openly, and govern 

with kindness and respect for others. We come together 

to address the most pressing issues we all face, to 

support those who require additional help, and to 

celebrate together when we do.

People at the heart of our 
decisions

Islanders work together to achieve things for themselves and this 
Island, that they never dreamed they could do. We will act knowing 
that our decisions have an impact on mothers and fathers and 
children and grandchildren – our neighbours and fellow Islanders. 

Collaboration requires 

a commitment to build 

and sustain relationships 

over the long term.

C o l l a b o r at i v e  -  t e n aC i o u s  -  G e n u i n e
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b o l d pr o u d d e t e r m i n e dF i e s t y
h a r d -

w o r k i n G
r e s o lv e

Tenacious
We are proud and daring, yet humble and modest.  

We work with integrity to support Islanders and the 

directions and activities of government.

When tenacity is at play, 
miraculous things happen

We must recognize the changing needs of our Island, and embrace 
new solutions to maintain our progress and find new ways to achieve 
even more for the people of this province. 

Tenacity is essential 

to accomplish 

anything we do. 
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s h a r e i n s p i r e
s pe a k 
t r u t h

s u pp o r t b e  o pe n e aG e r

Genuine
We stay true to our values and collaborate to create 

solutions that will benefit our citizens. We instill Islanders 

with confidence and trust in government’s ability to do 

the right thing and to make the best choices. 

Proud of achievements, proud 
of what is being accomplished.

With hope and enthusiasm we share a vision for a vibrant, creative place 
where we work to improve the lives of Islanders and make this province the 
very best it can be. We’re warm, welcoming and refreshingly different from 
what you would expect. Most of all, we’re authentic people with a fiesty spirit, 
and an open and informal approach. 

We need to be 

accessible and  

easy to understand.
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Communications 
is about what’s new (frequency + variety). 

That’s why we keep refreshing content.

Marketing
is about what’s not new (repetition + continuity).  

That’s why we make sure our identity is right,  

and rarely or never change it.

Communications 
Toolbox

These guidelines are designed to provide a unifying context for 
creativity so that — in different materials produced by different 

individuals — the Government of Prince Edward Island brand and 
style retain their integrity.
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Tips for verbal and 
written communications

Copy structure
Copy will be most effective when our stories are told using 
tension. Structurally we start by introducing the obstacle or 
challenge faced, then describe, without boasting, how we 
overcome and succeed. Our quirky sense of ‘Island Humour’ 
will make our stories lively and entertaining. They will be 
human, genuine and reinforce the "we don’t take ourselves 
too seriously.”

Our quirky sense 

of ‘Island Humour’ 

will make our 

stories lively and 

entertaining. 

Copy tone and voice

We speak with confidence.

What we say is genuine and authentic.

It is always honest and truthful.

And is supported by fact.

It is never ‘made up’ or put on for dramatic effect.

We will avoid hyperbole or exaggeration for effect.

We will tell our stories with humour.

And entertain our audiences, using the charm and  
humility that Islanders are famous for.
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Unified voice
The tone of our communications helps reflect our unified brand. Staff should adopt a clear and 
consistent approach to all our written materials. We want to leave Islanders feeling confident, 
assured, heard, included and empowered.
There are three main ways to help us do this whenever we communicate with people. We will use:

•	 plain language;
•	 inclusive language; and
•	 a consistent style.

•	 We celebrate that Prince Edward Island is 
evolving and government is adapting to 
these changes.

•	 The Government of Prince Edward Island 
is taking a fresh approach to working 
to build the best possible future for all 
Islanders.

•	 We include messaging that reiterates 
that cooperation is vital to the continued 
success of the province.

•	 We will be optimistic, hopeful and 
enthusiastic in working for Islanders and 
remember to lead with confidence and 
humility.

•	 We will be collaborative and cooperative, 
as well as open to new ideas, no matter 
where they come from. 

•	 We do not highlight departments or 
divisions, instead placing the focus on the 
program or service and how they directly 
benefit Islanders.

•	 Islanders have always been innovative 
and we do celebrate and promote our 
successes, but without feeling the need 
to boast.

•	 The Government of Prince Edward Island 
knows that our many communities 
across the province provide a sense 
of connection and support and that 
our most valuable resource is our 
people: entrepreneurs, business and 
organizational leaders, employees, 
educators and trainers. It is our people 
and our communities that are at the heart 
of our economic success.

•	 We use testimonials to celebrate and 
highlight our creative, collaborative 
environment, where we’ll each find an 
unlimited supply of support.  

•	 Tenacity is necessary in everything we do 
because it is with drive and determination 
that we will be able to build a PEI that 
empowers and supports people.

•	 We will put Islanders at the heart of every 
decision and stay true to the nature of 
Islanders, which is genuine, kind and 
determined. 

•	 When we support each other’s passions, 
hopes and dreams, there is nothing that 
can’t be accomplished. 

Written Communications
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Application of Design Standards

These design standards are in place 
to support the creation of clear 
and consistent communications 
materials for the Government of 
Prince Edward Island. Applying all 
components of our brand consistently 
and properly will help our audiences 
identify government-led activities. 

At the same time, consistent use 
of the branding standards across 
all areas of government will help 
audiences understand that individual 
departments, divisions, agencies 
and services are all part of the 
same government. Ultimately, the 
Government of Prince Edward Island 

brand is the sum of our activities and 
sets the standard for how all areas of 
government should communicate 
with its audiences. For this reason, 
staff in all levels of government must 
maintain and uphold all the elements 
of visual expression as outlined in this 
document. 

The primary colours include the two colours in the 
corporate word-mark.
They should never be used in isolation. There should 
always be a combination, with the muted versions 
being prominent.

The consistent use of these colours defines and rein-
forces our distinctive character and should be used 
in all communications and promotional materials.

The secondary colours are designed to support and 
enhance the primary colours. Use of the secondary 
colours will allow for flexibility and variety of design. 

Secondary colours must be used in conjunction with 
the official colours, not instead of them. 

For additional information on word-mark use or corporate colours visit:

 www.PrinceEdwardIsland.ca/Wordmark

Primary Colours Secondary Colours

Lush 
PMS 335

Water 
PMS 300

Soil 
PMS 484

50%
15%

50%
15%

50%
15%

Warm Grey 
PMS 11

PMS 804



Circle
Speech-Bubble

The speech-bubbles and circles help convey 

change and friendliness. They convey the 

social and personal brand personality

Consistent
Government Logo

We will refer to ourselves as the Government of Prince 
Edward Island  instead of individual departmental or 
branch logos. This communicates to Islanders that we 
are one government with the common goal of serving 
citizens.

There are exceptions for internal promotions. If anyone 
would like an exemption for outward communications, 
please include your request in your communications plan 
or contact creativeservices@gov.pe.ca
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Print Ads
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Display Materials

Social Media Posts



Simple icons rooted in universal symbols will be 

developed to have distinctive styles that suit major 

themes used by government.

These are also intended to facilitate the use of 

circles as a design element.

Without any words 

we know what these 

symbols represent, what 

they mean, and where 

they fit in our lives. 
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Icons
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ALTERNATIVE FONT - use is restricted to promotional and advertising products 
and should only be used under the guidance of Creative Services.

RNS Camelia
ABCDEFGHIjKLmNOPqRSTUVWxyz

1234567890!@#$<>?

abcdefghijklmnopqrstuvwxyz

PRIMARY FONT

Giovanni serif - alternate is Times

ABcdEfGhIjklmnoPqrsTuvWxyz

1234567890!@#$<>?

abcdefghijklmnopqrstuvwxyz

PRIMARY FONTS

Myriad sans-serif - alternate is Helvetica

ABCDEFGHIjkLMNOPqRSTUVWxYz

1234567890!@#$<>?

abcdefghijklmnopqrstuvwxyz

Typography is a strong extension of our 

brand personality and plays a major role 

in creating a consistent look across all our 

communications and promotional materials.

Typography



Report Covers
These report covers are supplied in both Word and 

Indesign formats to provide flexibility for designers and 

executives in their application. 

Flexibility

Designs may be adapted to suit the document contents and 
intended audience. This can range from simple, purely graphic 
layouts through to more complex layouts where the graphic 
works with imagery.

We are preparing 

online and print 

templates.
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Page Layouts



Design elements
Images are another key part of our visual identity. 

Images should reflect the diversity of our province and 

our people. Images should instil pride in the Island with 

a distinct sense of place.

Ribbon waves

Variations of these waves will be used for publications and promotional materials. 
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THIS IS YOUR 
PRESENTATION TITLE

Hello!
I am Jayden Smith
I am here because I love to give presentations.  
You can find me at @username

2

1.
Transit ion headline
Let’s start with the first set of slides

3

“ Quotations are commonly printed 
as a means of inspiration and to 
invoke philosophical thoughts 
from the reader.

4

This is a
slide t it le

▪ Here you have a list of items
▪ And some text
▪ But remember not to overload your slides with content

Your audience will listen to you or read the content, but 
won’t do both. 

5

In two or three 
columns

Yellow
Is the color of gold, butter 
and ripe lemons. In the 
spectrum of visible light, 
yellow is found between 
green and orange.

Blue
Is the colour of the clear 
sky and the deep sea. It is 
located between violet and 
green on the optical 
spectrum.

Red
Is the color of blood, and 
because of this it has 
historically been associated 
with sacrifice, danger and 
courage. 

8
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Header circles

Presentation Template
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Presentation Folders



Photography
Photography should not only be gorgeous, but very authentic. It’s 

important to capture the breathtaking beauty of PEI, but also the 

authenticity of the life and places that make it so incredible. Images 

should instill pride in the Island with a distinct sense of place.

Original vs. stock photography
Whenever possible, use original Government 
of Prince Edward Island imagery. This will add 

to the authenticity of our story and develop the visual 
strength of our brand.
In the event that original photography does not exist or 
cannot be used or created to help tell a specific story, stock
photography can be used. When selecting stock imagery, 
make sure it can coexist seamlessly alongside original
photography. 

Photography don’ts
•	 Do not use images with special effects. 

•	 Do not create illustrations from photography.

•	 Do not use images shot from extreme angles. 

•	 Do not use artificially colourized imagery. 

•	 Do not use images or models that look overly staged 
or posed

•	 Do not use clichéd metaphorical imagery. 

•	 Do not use images that are clearly not PEI.
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Moving Forward 
FAq's

? why is there no tagline?

We can’t express our brand story in a meaningful way in a single tagline. Attributes and 
personality are too many and too varied to be captured in one or two short phrases. This 
will allow us to be more flexible and targeted in how we communicate this story to key 
audiences.

? will all our communication materials need to change?

We will be updating all our print, sign, video and digital materials to reflect these guidelines.  
In the transition, you will see an overlap between existing and new designs.  

? when would i use departmental branding?

This is generally reserved for direct communication (e.g. email signatures, letter headings, 
social media).

? i don’t believe the government campaign i’m working on 
requires government branding. Can i forgo it? 

All government campaigns and Communications should be government branded to ensure 
transparency and accountability. There are some campaigns that have gained exemptions, 
for example, Health PEI, where branding is well-known and recognized as government.  
If you wish to have an exemption, please include in your communications plan  
or contact creativeservices@gov.pe.ca
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Communications & Public Affairs

creativeservices@gov.pe.ca

www.princeedwardisland.ca


