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Brand Marks
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Co-op Shield

Primary logo in preferred colourway

Preferred colourway: Snow White on Co-op Red

The white Shield on Co-op Red is the core visual expression of our
brand identity. This colourway is instantly recognizable and strongly
aligns with our established palette. It should be used whenever
possible to maintain consistency, to power brand recognition and to

strengthen our visual presence.

Why this colourway is preferred

« High recognition: Red is a bold colour, strongly associated with the
Co-op brand. Using red for the backdrop gives our official brand

colour a strong presence.

« Emotional connection: Our customers’ familiarity with Co-op Red

evokes energy, warmth and trust: key to our brand tone.

e Strong contrast: The bright Snow White Shield stands out clearly
on Co-op Red, ensuring legibility at almost any scale. The solid
backdrop grounds the Shield with a sense of stability and focus.

e Brand consistency: Using one primary colourway across all brand
platforms reinforces a unified identity in every context, from
traditional media to digital spaces.

PMS 200 C

CMYK 0, 100, 73, 12
RGB 204,0,0

HEX CC0000

Show
White

PMS White

CMYK 0,0, 0,0
RGB 255, 255, 255
HEX FFFFFF
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Co-op Shield

Primary logo in alternative colourways

When the preferred colourway cannot be used because of contrast
concerns, surrounding design limitations or production constraints,
alternative Shield treatments are available. These are grouped by
visual strength and design context.

Preferred alternative colourways

1. Storm Cloud Grey backdrop

2. Castlron Black backdrop

These options are ideal when Co-op Red is unavailable or clashes with
other design elements. A white Shield on a dark background creates

a strong and grounded visual hierarchy, feels bold and confident and
ensures clear legibility, even at small sizes.

Secondary alternative colourways

3. Co-op Red Shield

4. Storm Cloud Grey Shield

5. Castlron Black Shield

These lighter treatments are typically used in limited, design-specific
contexts. While still brand-aligned, these versions may appear less
bold or visually grounded, so they should be used thoughtfully.

Exceptions

Secondary logos and alternative colourway usage for merch or other
specialty items should be well considered and are up to the artist's
interpretation with consultation from the Brand Team.

Dark alternatives

Light alternatives

.@ .@ .@
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Co-0op
Wordmark

Secondary logo in preferred colourway

The Co-op Wordmark removes the CO-OP lettering from the Shield
and presents it as type on a backer. This version is primarily used

in situations where the Shield logo does not fit comfortably (on our
Gas Bar canopies, for example), or layouts where the Shield could
distract from other design elements or feel redundant. We treat the
use of this mark on a case-by-case basis. It should only be used
after a design discussion with the Brand Team.

The white wordmark on Co-op Red is the preferred and most
recognizable treatment. Like the white Shield on a red backer,

it aligns strongly with our brand'’s visual identity and tone.

When to use the Co-op Wordmark

« When space is limited, and the smaller-scale Shield

becomes unreadable
 Onlayouts where the Shield competes visually with key content

e |n applications where a subtler or more horizontal brand signature

is required

Why this colourway is preferred

Using Snow White on Co-op Red maintains a consistent brand
hierarchy with the Shield, reinforcing a unified visual identity. The
white type is crisp and legible on red at nearly all sizes. Even without
the Shield, the Co-op type remains a powerful brand element when
presented in the primary colourway.

CO-OP

PMS 200 C PMS White

CMYK 0, 100, 73, 12 Snow CMYK 0, 0, 0, 0
RGB 204, 0, 0 White RGB 255, 255, 255
HEX CC0000 HEX FFFFFF
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Co-0op
Wordmark

Secondary logo in alternative colourways

If the Co-op Wordmark is the most suitable logo but the primary
white on red colourway is not suitable due to design context, contrast
or production limitations, the wordmark may be used in alternative
colourways. These follow the same visual hierarchy and logic as the
Co-op Shield.

Preferred alternative colourways

1. Storm Cloud Grey backdrop

2. Castliron Black backdrop

These alternatives preserve the wordmark's legibility and
visual strength when Co-op Red is unavailable or clashes with
surrounding elements.

Secondary alternative colourways

3. Co-op Red wordmark

4. Storm Cloud Grey wordmark

5. Castliron Black wordmark

These lighter treatments are typically used in limited, design-specific
contexts. While still brand-aligned, these versions may appear less

bold or visually grounded, so they should be used thoughtfully.

Dark alternatives

CO-OP j CO-OP

Light alternatives

Always aim to use the colourway that offers
the clearest contrast and strongest brand

presence for the environment it's in.

CO-OP CO-OP CO-OP
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Co-op
Red

Pantone 200 C
CMYK O, 100, 73, 12
HEX CC0000

RGB 204,0,0

Storm
Cloud
Grey

Pantone 432 C

CMYK 23,2,0,77

HEX 323E48

RGB 50, 62,72

Cast
Iron
Black

Pantone 426 C

Four Colour
CMYK 75, 68, 67, 90

Single Colour
CMYK O, 0, 0,100

HEX 25282A

RGB 37,40, 42

Snow
White

Pantone N/A
CMYKO,0,0,0
HEX ffffff

RGB 255, 255, 255

Brand Colours

Our primary brand colours are a good palette to start with for neutral

brand pieces. They can be mixed in to more complex palettes to keep

the creative grounded in Co-op's brand.

Co-op Red

Co-op Red is central to our identity, and as such, it should appear in
most brand applications. It doesn't always need to be the dominant
element, but we should aim to include at least a small red accent in
every piece: Even subtle touches help ensure the work feels like Co-op.
While there are exceptions, Co-op Red is the default colour used for
our logo. It reinforces recognition and consistency with the brand.

Storm Cloud Grey

Storm Cloud Grey is our dark neutral accent. Its blue undertone
pairs naturally with Co-op Red and helps add depth without the
heaviness of black. It works well for copy, dividers, graphic accents
or components where black may feel too stark.

Cast Iron Black

Cast Iron Black is a softened black that adds richness and dimension.

It prevents large black areas from feeling flat or heavy. Pure black can
still be used when colour is limited, but Cast Iron Black is preferred for
most brand applications because its distinct tone feels more intentional

and contemporary.

Snow White

Our default approach is to use a clean white for all logo applications
to ensure maximum clarity and contrast. There can be exceptions
depending on application, and whites may vary in print depending

on your paper or substrate.
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o
Pine
Nut
Pantone 9183 C
CMYKO, 11, 25, 4

HEX F/D9BB

RGB 247,217,186

Classic
Green

Pantone 3425 C

CMYK 85, 15, 81, 40

HEX 006243

RGB 0, 98, 67

Sand
Dune

Pantone 9181 C
CMYK O, 7, 14,0
HEX FFEEDB

RGB 255, 238, 219

Forest
Green

Pantone 3308
CMYK 85, 40, 60,73

HEX 00312C

RGB 0, 49, 44

Naval
Night

Pantone 539 C

CMYK 81, 45, 8, 82

HEX 00263F

RGB O, 38, 63

Expanded
Brand Palette

These additional brand colours can add more depth and complexity to brand pieces. This selection is inspired by
Co-op's historical colour palettes, adjusted to fit a contemporary setting.

Pine Nut and Sand Dune

Light neutral accent colours. Pine Nut offers a slightly deeper warmth, while Sand Dune is lighter and cleaner.

Pine Nut and Sand Dune can work together to create subtle gradients or monotone background elements. They
are ideal for softening layouts or drawing gentle attention to graphic elements. For example, when mostly white
type is set on a darker backdrop, highlighting a key word with one of these tones can add interest and warmth.

Pine Nut tends to pair better with darker values, while Sand Dune is a good match for mid-tone colours.

Naval Night

A confident, reliable deep navy blue that complements our primary palette. It echoes the blue undertone found in

Storm Cloud Grey and provides a strong contrast to Co-op Red without competing with it.

Naval Night appears in many brand materials, including Co-op Gold branding and We Are Co-op campaigns.

Classic Green and Forest Green

These colours carry a strong sense of nostalgia and work best when used with intention. When pairing green and
red, be mindful of creating a holiday palette. Introducing clear separation between the two colours can help avoid

unintended seasonal associations while still reinforcing our retro influences.

Classic Green pairs well with vintage-themed storytelling, while Forest Green adds a retro-inspired touch to more

contemporary layouts.




How to Use Co-0p

Brand Marks
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Shield
Clear Space

To maintain the legibility and impact of the Co-op Shield, it must always

Clear Space Formula

be surrounded by sufficient clear space, free from text, graphics,
images or other competing elements. This clear space helps the Shield
stand apart from other graphic elements as a distinct brand mark in

every application.

We use the “O"” in "CO-OP"” as our unit of

measurement for clear space.

e Minimum clear space: Equal to the full cap height of the "O" on all
four sides.

¢ Recommended clear space: Equal to the full cap height of the "O"
plus the half cap height of the "O" on all four sides.

In most cases, allowing more than the minimum clear space is
preferable for optimal visual balance. Narrow applications such as
mobile ads or banner headers may use the minimum clear space if

spatial constraints require it.

Shield with backing block

The Co-op Shield is usually presented within a rectangular backdrop

to strengthen its presence.

e The size of the standard backing block is determined using the
recommended clear space on all four sides of the Shield.

e Minimum clear space around the backer: Equal to the full cap
height of the “O" on all four sides of the backing rectangle.
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Wordmark
Clear Space

The Co-op Wordmark is a simplified version of our logo, designed for

Clear Space Formula

smaller spaces or layouts that require more flexibility. While its size
makes it more adaptable than the Shield, it still requires dedicated

clear space to preserve clarity, legibility and brand impact.

Clear space around the wordmark is measured using the cap height of
the "O" in "CO-OP.”

e Minimum clear space: Equal to half the cap height of the "O” on all
four sides

This single standard offers flexibility while still protecting the mark
from visual clutter. Even in compact applications, no other text or

complex design elements should intrude on this space.

Wordmark backing block

Similar to the Shield, the wordmark usually appears within a backing
block when it needs to stand out, especially on busy or varied
backgrounds.

e« The backing block is constructed with clear space of half the cap
height of the “O" on all four sides around the wordmark.

e Minimum clear space around the backer: Equal to half the cap
height of the “O" on all four sides of the backing rectangle.
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Clear Space
Flexibility

While our logo system is built on a consistent structure, design is

rarely one size fits all. Here are some other commonly used flexible
treatments that still respect the Co-op brand's core design principles

of legibility, clarity and balance.

Design judgment still matters

These treatments give designers room to adapt the Co-op logo
system without compromising its integrity. Whether using the Shield

or wordmark:

» Let context guide your decision for either floating or anchored use.
e Prioritize readability and brand presence over rigid uniformity.

« When in doubt, lean into the rules, but design with clarity in mind.

 Reach out with potential exceptions to these rules. Our Brand Team
is always happy to help!

Extra-wide and extra-tall backing blocks

Some layouts work better with logo applications that are wider or

taller than our standard backdrop.

In these cases, it's acceptable to extend the left and right (or top and
bottom) edges of the backing block beyond the recommended clear
space, while still maintaining at least the minimum clear space on the

remaining sides.
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Clear Space
Flexibility

Connecting backing blocks to the edge of a layout

Anchoring the Shield or wordmark by connecting its backing block to
the edge of a design is an acceptable and common practice. In some
settings, this can help anchor the Shield and add a sense of weight or

alignment that free-floating marks may not have.

e Shield: Starting with the recommended clear space, extend the
connected side’s clear space by an additional half “O," creating a
total of two full “O" heights on that side.

o Wordmark: Extend the connected side’s clear space by an
additional half “O,"” bringing that side’s total clear space to one full
“O" height.

This treatment can apply to any side of the backer depending on the
design. More or less spacing beyond these recommendations may be
appropriate depending on the layout. The goal is to always maintain

visual balance.

Use your judgment with these applications and aim

for balance. Depending on the surrounding context,
adding the extra clear space may not be needed.

The Shield may be anchored to three sides of a design for
narrow applications like leaderboards. Remove rounded

corners and extra clear space in this application.
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Rounded
Corners

Subtly rounding the corners of our backing blocks introduces a more

approachable, friendly tone to the Co-op visual identity.

This treatment is our standard, though there are exceptions when

sharp corners may work better.

Corner radius guidance

To maintain consistency and brand cohesion, corner rounding
should be based on elements within the logo itself. This ensures

proportionality at any size.

e Shield: Use the inner curvature of the “O" in “CO-OP” as the
reference for corner radius for the taller rectangular backer.

¢ Wordmark: Use the inner curve of the “P" as your guide for a

subtler curve on the shorter rectangular backer.

When to remove rounding

e Avoid rounded corners when the backing block is connected to
the edge of a page, screen or design container (a “bleed” edge).
The connected side should be squared off so it's flush with the

layout edge. The rest of the corners may still be rounded.

« Rounded corners are our default starting point, offering

approachability and warmth. However, squared edges can be used

with intention, particularly when the design is aiming for a more
assertive, structured or bold tone. Choose the treatment that best

supports the content and the emotional intent of the piece.
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Alternative
Backing
Shapes

While the standard backing block for the Co-op Shield is a rectangle,
there will be use cases where the rectangle is not appropriate. These
examples are the select pre-approved alternative shapes that may be

used in some specific design contexts.

Alternative shapes

e Square backing block: Offers a balanced, structured presence,

commonly used in grid-based layouts or digital environments.

e Circular backer: Creates a friendly, badge-like impression that

works well in physical applications like pins or promotional stickers.

These two shapes often share overlapping use cases. For example,
app icons and social media profile photos frequently require either
a square or circular format.

Other shapes

Non-standard shapes may be viable for special design treatments,
but they must be pre-approved through the Brand Team to ensure
alignment with Co-op identity standards.
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Co-op Shield Quick Guide

Clear space formula

e Minimum clear space:
Equal to the full cap height of the "O"

¢ Recommended clear space:
Equal to 1.5 times the height of the "O"

Standard Shield on backer Rounded corners Alternative backer shapes
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Minimum
Sizing

To ensure legibility and brand impact, the Co-op Shield and Wordmark
should not be scaled below their minimum size thresholds. These

thresholds do not include the backing block.

While sizing down to these scales is very rare, there are specific
situations where it may be necessary. One of the more common
applications for logos this small are our smaller digital screens that

can be as little as 50 pixels tall, such as mobile leaderboards.

Print applications
e Shield: Minimum width of 0.625"

¢ Wordmark: Minimum width of 0.5"

Digital applications
e Shield: Minimum width of 36 px

e Wordmark: Minimum width of 40 px

Only use the minimum size when absolutely
necessary. Most applications will provide

enough space to display the logo above the
minimum requirements.

Minimum width = 0.875"
Minimum pixels: = 60 px

Minimum width = 0.625"
Minimum pixels: = 40 px

Minimum width = 0.6"
Minimum pixels = 42 px

CO-OP

Minimum width = 0.5"
Minimum pixels = 36 px

B =

These logos are true to size when
viewing this document at 100%:

Co-oP
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X

Don't split
across multiple
colours or tones

X

Don't create

a new logo
using the Shield
outline

X

Don't change
the text within
the Shield with
other words or
graphics

Improper Use of Brand Marks

Don't crop or
place the logo
off-centre on a
backer

X

Don't infill the
Shield with a
different colour

Don't angle or
rotate the mark

Don't create
hybrid marks
with other logos
or added text

X

Don't distort
or stretch the
mark

X

Don't place
onh complex
patterns or
textures

X

Don't apply
effects like drop
shadows

X

Don't use the
logo as part of
a name, tagline
or sentence

patterns

Don't use
or mix in

unapproved
colours

X

or alter the
CO-0OP font

There may be exceptions
to these rules in special
cases. If you're unsure,
contact the Brand

Team for guidance

and discussions.
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Logo Pairings
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Retail Marks

General guidelines

Retail Co-op names should be in Title Case.

o Always use a backing block when possible.

e Set retail names in Arboria Bold or similar alternative.
o Apply standard brand colours.

e Calculate font size by subtracting the height of the hyphen in
CO-0OP from the “O" height.

« Leading (line spacing) is font size x 1.07.

e Maintain one “O" of space between the Shield and retail name,

and one and a half “O" of padding on all other sides.

Horizontal layout
o Retail name is left-aligned to the right of the Shield.
o Retail name is horizontally centre-aligned within the backer.

e Use stacked type for longer, multi-word names.

Vertical layout
 Retail name appears centred below the Shield.

e If the retail name is wider than the Shield, measure side padding
from the retail name, not the Shield.

e If layout width exceeds three “O"s beyond the Shield, reduce the
retail name font size by up to 80% to maintain visual balance.

Cap height formula for
retail names

Stacked name

[cO-OP) Kindersiey
& District

Kindersley
& District

Short name

@ Otter Co-0p

Extra-long name

Amachewespimawin

To avoid the backing
block becoming too
wide, the font size can

be reduced by up to 80%.
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Referring to
Co-op Locations

When referencing local Co-op store locations, note that the store location
should not be mistaken for the Co-op name.

For example, Westview Co-o0p is both a co-operative in Alberta and a common way to refer to
the Saskatoon Co-op Food Store located in the Westview neighbourhood.

To avoid confusion and problems with search results, Co-op store locations should include first

| know | can count on Co-op gas

the Co-op name and then the location of the store. See example below: stations to offer fuel, snacks, and a
clean washroom. Everyone is always
Avoid: Greystone Co-op Home Centre (This is incorrect because Greystone Co-op does not exist) willing to help.

Donna H.

Try: Saskatoon Co-op Home Centre in Greystone
Try: Co-op Home Centre located in Saskatoon's Greystone neighbourhood

Best option: Saskatoon Co-op Home Centre on Eighth Street

| always look to fuel up at a
Co-op, whether at home or on
the road. Great service and the
cleanest bathrooms anywhere!

Lillian M.




FCL Marks

To ensure consistency and recognition for FCL marks, follow the

Copy Guidelines

guidelines below.
On first reference, Federated Co-operatives Limited

General guidelines should always be written out in full. "FCL" can follow in text.

Federated Co-operatives Limited should be in Title Case. FCL Example:

should be in all caps. Commitment to community is central to who we are as

. ) a co-operative and as such, Federated Co-operatives
» Always use a backing block when possible.

Limited (FCL) has again been recognized with a Caring

o Set "Federated Co-operatives Limited" in Arboria Bold or Company designation.

similar alternative. , , Federated - o . o
' ' Co-operatives The designation is based on FCL's charitable giving
« Apply standard brand colours. i , , Limited in the 2024 fiscal year, which amounted to more than

S11.2 million.
« Font size: calculate by subtracting the height of the hyphen in

CO-0OP from the “O" height.

« Leading (line spacing) is font size x 1.7.

e Maintain one "O" of space between the Shield and FCL, and one

and a half “O" ofpadding on all other sides. NS I """ ’r
® .
Horizontal layout ;Federqted. L Federated.
. Co-operatives Co-operatives
« Federated Co-operatives Limited is left-aligned to the right of | 5 LImItEd B Limited

the Shield.

« Federated Co-operatives Limited is horizontally centre-aligned
within the backer.

Vertical layout

 Federated Co-operatives Limited appears centred below the Shield.
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Partnerships

General guidelines

e Always follow general Co-op logo guidelines, including minimum

size and clear space requirements

e Use the full Co-op Shield, not the wordmark, to maintain strong

brand recognition

e Place the Shield on the red backing block whenever possible for

consistency and legibility

 Keep the scale and visual weight of the Shield consistent with

equally-tiered partner logos. Neither should dominate the other

Do not alter the Shield to visually match partner logos (For example,
no stretching, outlining, texturing or modifying the typography)

e |n cases where Co-op Red is clashing with a partner brand that
uses a competing red, colours may be adjusted slightly to better
complement our partner. However, our brand-approved colours
should still guide the design. (For example, red is still the preferred
backing block colour, but we may use Red Cross red instead of Co-
op Red to avoid competing reds).

Presented by
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Partnership
Lockup

In some cases, a partner or collaborator’'s logo may not appear

visually balanced when aligned directly with the Co-op logo because

of differences in each logo's shape, weight or proportions.

When this occurs, the partner logo should be optically adjusted
to create a more equal visual hierarchy. This may include scaling,
repositioning or adjusting spacing so neither mark appears dominant

or secondary unintentionally.

The goalis a balanced, respectful presentation that clearly represents

both brands without compromising either brand's integrity.

X

Partner Logo

Parther Logo
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Typography
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Arboria

Primary brand font

Arboria is a simple but strong font family with rounded, open
letterforms that echo the “CO-OP" in our Shield.

Its clean shapes and slightly softened angles make it approachable,

friendly and easy to read at any size.

The wide range of weights gives users strong control over visual
hierarchy, helping to guide the reader’s eye and organize content
clearly. Arboria also features a relatively high x-height (the height

of lowercase letters) compared to its cap height. This smaller gap
makes lowercase text feel more substantial and legible, allowing us to
use approachable lowercase lettering while maintaining some of the
message impact typically associated with uppercase.

This combination of clarity and warmth fits naturally with Co-op'’s
brand. Arboria is used throughout our materials, from logos to

supplementary messaging.

As Arboria uses extra-wide 100%

dashes, we recommend C o - 0 p

condensing the hyphen in oo,

"Co-op" to 70% in applications C
0-0p

that support horizontal scaling.

How to get this font

Arboria is available to license through an Adobe Fonts

Subscription, Type-@-Tones or My Fonts.

Aa

Arboria Black Header

Arboria Bold Subhead

Arboria Book body

1 he quick brown fox
Jumps over the lazy dog.

The quick brown fox
jJumps over the lazy dog.

The quick brown fox
jumps over the lazy dog.

0125456/3F9
0123456789
0123456789
0123456789

The quick brown fox
jumps over the lazy dog.

The quick brown fox
jumps over the lazy dog.

The quick brown fox
jumps over the lazy dog.
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https://fonts.adobe.com/fonts/arboria
https://type-o-tones.com/fonts/arboria
https://www.myfonts.com/collections/arboria-font-type-o-tones/

Montserrat

Open-source Arboria alternative

Au 0125450739

Montserrat Black Header 0125450789
alternative for maintaining a similar tone and style.
As an open-source font, Montserrat is easy to access and implement O -I 2 3 4 5 6 7 8 9

across various tools and platforms. While not a perfect match, it
maintains enough visual similarity to maintain the clarity, warmth and M o ntserrat BOId Su bhea d o 1 2 3 4 5 6 7 8 9
structure that Arboria provides. It features simple, rounded forms and Montserrat Regu lar body

a higher x-height, making lowercase text appear larger, clearer and

When Arboria isn't available, Montserrat is our recommended

more legible.

Montserrat offers an equally wide range of weights as Arboria, which
makes it an excellent fallback for creating strong type hierarchy.
Montserrat is a dependable and accessible font that feels true to

ooy The guick brown fox The quick brown fox
jumps over the lazy dog. jumps over the lazy dog.
et e he quick brown fox The quick brown fox

lowercase "a" glyph when
available for a better match
with Arboria.

a < a jumps over the lazy dog. jumps over the lazy dog.

How to get this font The quick brown fox The quick brown fox

Montserrat is freely available from Google Fonts, as

well as Adobe Fonts which is included with Creative jumps over the |qu dog- jumps over the Iazy dogo

Cloud subscriptions.
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https://fonts.google.com/specimen/Montserrat
https://fonts.adobe.com/fonts/montserrat

Complementary font

Bliss (also known as Bliss 2, depending on when it was licensed) has
played a role in the Co-op brand for some time.

While it has gradually shifted out of favour as our primary typeface,
it continues to be a reliable secondary option, especially in contexts
where space is limited.

Compared to Arboriaq, Bliss features a slightly more condensed
structure, making it well-suited for dense content where clarity and
space efficiency are key, such as long-format documents, booklets
or pamphlets.

While Bliss shares some of Arborid’s clean and humanist qualities, it
offers less weight flexibility. Its heaviest styles appear relatively light
next to Arboria or Montserrat. This can make it less suitable for bold
headlines, but ideal for body copy or supporting information.

How to get this font

Bliss is available to license through Jeremy Tankard
Typography or My Fonts.

Aa

Bliss Heavy Header

Bliss Bold Subhead

Bliss Regular body

The guick brown fox
jumps over the lazy dog.

The guick brown fox
jumps over the lazy dog.

The quick brown fox

jumps over the lazy dog.

01234567389
0123456789
0123456789
0123456789

The guick brown fox
jumps over the lazy dog.

The quick brown fox
jumps over the lazy dog.
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https://typography.net/fonts/bliss
https://typography.net/fonts/bliss
https://www.myfonts.com/pages/tags/bliss-fonts/

Open Sans Aa 0123456789

Open-source Bliss alternative
| | | | OpenSans 0123456789
S —— ExtraBold Header 0123456789

Like Bliss, it belongs to the humanist font genre and offers a friendly,

approachable appearance, making it well suited for body copy and
onrform s et e e o Open Sans bold Subhead 0123456789

While not a perfect match for Bliss, it still provides good readability Open Sans Regular body
across various sizes and formats. Its balanced letterforms and
moderate x-height help maintain clarity and warmth in our messaging.

Open Sans is recommen ded for use when licensing Bliss is not an
option, ensuring consistency and accessibility across all applications.

The quick brown fox The quick brown fox
jumps over the lazy dog. jumps over the lazy dog.

The quick brown fox The quick brown fox
jumps over the lazy dog. jumps over the lazy dog.

How to get this font The quick brown fox

Open Sans is freely available from Google Fonts as

well as Adobe Fonts which is included with Creative j u m p s Ove r t h e Iazy d Og.

Cloud subscriptions.

26 Co-op Brand Guidelines | 31 -


https://fonts.google.com/specimen/Open+Sans
https://fonts.adobe.com/fonts/open-sans

2026 Co-op Brand Guidelines | 32



Brand Voice

Voice is the core personality of our brand writing.
The Co-op brand voice stays consistent across all campaigns and messages.

When writing for Co-op, our voice is:

Conversational Knowledgeable
Uses clear, simple language Uses precise, confident language

Friendly, neighbourly and more casual than formal Confident because of generations of experience but our

grassroots beginnings still come through to remain down to

DO: Use contractions like "you're” and "we’'re” to keep our earth

message down to earth.
DO: Use facts, figures and industry-specific language when
BUT: Using slang or trendy phrasing runs the risk of seeming . . .
the situation requires.
inauthentic.
BUT: Avoid being too formal, using too much jargon or being

too wordy.

Genuine

Uses positive, earnest language

We believe in the message we're sharing. Co-op is a
heritage brand, and we have lots to draw from. In addition to
our history of supporting and building our communities, the
CRS has unique quirks, so we can embrace all of the angles

DO: Have fun with Co-op’s unique history and quirky stories
that can only happen here when the occasion calls for it.

BUT: Don't make fun of other brands or people.
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Brand Tone

Tone is the emotion or the feeling you create with your copy and

creative, and it will shift depending on the campaign. The right tone will

help your writing land with your audience, and will help to determine

the design of the creative pieces.

Co-op's brand tones reflect all of our brand characteristics to some
degree, but each one will be more heavily weighted towards certain

characteristics as shown below.

Welcoming

A welcoming tone invites members and customers in and reminds
them that we're here to help and that they're an important part of

our business'’s success.
Brand characteristics: Friendly, Trusted, Caring, Authentic

Campaigns: Membership Matters More, Imagine Paint

Thoughtful

Whether we're helping farmers during a busy harvest or showing
appreciation for a successful Fuel Good Day, we always want to
acknowledge the people who choose to make Co-op a part of
their lives.

Brand characteristics: Trusted, Caring, Honest, Proud, Authentic

Campaigns: Holiday Helpers, Here for Your Farm

Enthusiastic

Making your campaigns fun, energetic and joyful is a great way to
show members and customers that we believe in what we're doing

and we have something different to offer.
Brand Characteristics: Friendly, Caring, Successful, Proud

Campaigns: Throwback Sale, Clean Facilities, Extra and Full

Service Fuel

Confident

We're experts in what we do because we've had generations of
experience — and we know that our business model is a big part
of that success. We know we can meet the needs of our members,

customers and communities and we're ready to show them.

Brand Characteristics: Trusted, Honest, Authentic, Knowledgeable,

Successful

Campaigns: We Are Co-op, Proudly Canadian, Diesel Quality

When looking at tone, consider your audience

and the context of the message to help choose
the right one (or ones).
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Choosing the Correct Capitalization

CO-OP

The live copy version of our trademark uses all
capital letters and ® in superscript after the P.

Use this version when referring to CO-OP®
products or locations. For example, CO-OP® Fuel,
CO-0OP® Gift Cards, CO-OP® stores, CO-OP® Gas

Bars, etc.

Example in a sentence:
"Exclusive to CO-OP® Food Stores.”

Co-0op

Plainly typed “Co-op” is a shortened form of

co-operative, used when referring to Co-ops that
belong to the CRS.

Often used when referring to co-operative
associations by name or when referring to our

organization as a whole.

For example: Sherwood Co-op, local Co-ops across

Western Canada, Co-op is proudly Canadian.

CO-0p

Shortened version of the word co-operative.
When we write co-op with a lowercase ¢, we're
referring to the co-operative business model

rather than a specific local Co-op.

Brand Wordmark
®
CO-OP

Artwork version of the wordmark

should never be embedded in other
copy. Instead, use uppercase CO-OP

with a superscript ®.




®Registered trademark(s) of Federated Co-operatives Limited




