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1.0  IDENTITY

Outer Ring 

The perimeter of the mask is a 
segmented red ring .

Significance of this element.

Face 

The inner segment of the 
ACCHO logo consists of 
a circular black mask with 
horizontal bands segmenting the 
shapes representative of eyes, 
lips and forehead. 

The colour of this inner element 
signifies the race of ACCHO’s 
community.

Face 

The inner segment of the 
ACCHO logo consists of 
a circular black mask with 
horizontal bands segmenting the 
shapes representative of eyes, 
lips and forehead. 

The colour of this inner element 
signifies the race of ACCHO’s 
community.

Outer Ring 

The perimeter of the mask is a 
segmented red ring .

Significance of this element.

• IDENTITÉ
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This Brand Standards Manual has been 
developed to ensure that ACCHO/CACVO  

maintains a consistent visual identity and that 
materials produced with our name and logos 

comply with the brand image.

The visual identity for ACCHO is made up of 
a logo and wordmark. The logo is comprised 

of logo description here, symbolism etc.  
The logo and wordmarks detailed herein 

serve as recognizable symbols (ie. the visual 
identity) of our organization, its history 

and its ideology. Adhering to these symbols 
assures the integrity of this unique brand is 

maintained.

The African and Caribbean Council on 
HIV/AIDS in Ontario, it’s staff, partners 
and suppliers are expected to follow all 

standards outlined in this manual so that the 
organizations’ visual identities are presented 

correctly and consistently in all cases. 
Departure from standards, or the creation of 

new logo treatments must be pre-approved 
by ACCHO.

This Brand Standards Manual French 
translation here... Simaximenis amenimet et 
et vite vendest, quis sunt.

Everi nihille sciisit veles dolore voluptia 
cusandi tatatempos sus est, quate quod 
ut aut aut a nectissed quatatem que dolor 
sum rem quos in eos estiam voles aperatem 
resto exceate ctecture nobistrum quaest 
quam velenias que que nobitam, consere 
stiaectae que veniat audisimus et litate 
perum ipsum volupti beature perchilit 
utet velit, as int fuga. Ita corem. Nequati 
onecescid quis estore, inihil ipit qui sum qui 
andam que sitaque nihillestrum derrum, 
is est, eos dolore same nem fuga. Ehenda 
nulpa cus explign amendant eum aut 
earum comnim quas pa simagni mendis 
atur andunt perci odio dolorion plignimil 
maxim fugitias maiorib usciet et dolupti 
stiati repudit iosamus qui cullestotas exped 
molum aut moloremquid qui in rest aditatur? 
Aborrovitios dolessi sediciis simoluptur 
simagni ut la autem ut estem restrum 
endipsa ntendigent.
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2.0  STANDARD LOGO FORMS

Primary Usage 

The primary and primary reversal  
forms of ACCHO’s  logo, are to be 
applied to the majority of all print 

and online communications.

Secondary Usage

These are the secondary and 
secondary reversal forms of 

ACCHO’s  logo. 

Symbol Usage 

ACCHO reserves the right to use 
the symbol portion of it’s logo on 
its own without the organization 

name (wordmark) in certain 
unofficial or creative applications 

(eg. in promotional or novelty 
items). The symbol should never 

be used on its own by partners or 
suppliers, nor should it be used 
in official or legal documents in 

which there must be  
explicit recognition of the  

organization name. 

Secondary Usage 

These are the secondary and 
secondary reversal forms of 
ACCHO’s  logo. 

Primary Usage 

This is the primary form of 
ACCHO’s  logo, to be applied to 
the majority of all print and online 
communications.

Symbol Usage 

ACCHO reserves the right to use 
the symbol portion of it’s logo on 
its own without the organization 
name (wordmark) in certain 
unofficial or creative applications 
(eg. in promotional or novelty 
items). The symbol should never 
be used on its own by partners or 
suppliers, nor should it be used 
in official or legal documents 
in which there must be explicit 
recognition of the organization 
name. 

• FORMES DE LOGO STANDARD
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2.1  MONOCHROME LOGO FORMS 

Primary Monochrome Usage 

This is the primary logo for use 
in one-colour ACCHO print 

applications only.

Secondary Monochrome Usage

This is the secondary logo form 
for use in one-colour ACCHO 

print applications only.

Monochrome Symbol Usage 

The symbol portion of ACCHO’s 
monochrome logo, may be 

used on its own without the 
organization name (wordmark), in 

unofficial or creative one-colour 
ACCHO print applications. The 

symbol should never be used on 
its own by partners or suppliers, 

nor should it be used in official or 
legal documents in which there 

must be explicit recognition of the 
organization name.  

Secondary Monochrome Usage

This is the secondary logo form, 
for use in one-colour ACCHO 
print applications only.

Primary Monochrome Usage 

This is the primary logo for use 
in one-colour ACCHO print 
applications only.

Monochrome  Symbol Usage 

The symbol portion of ACCHO’s 
logo, may be used on its own 
without the organization name 
(wordmark), in unofficial or 
creative one-colour ACCHO 
print applications. The symbol 
should never be used on its own 
by partners or suppliers, nor 
should it be used in official or 
legal documents in which there 
must be explicit recognition of the 
organization name.   

• RENVERSEMENT DES FORMES DE LOGO
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3.0  LOGO USAGE (BEST PRACTICES)

tilted

screened

ACCHO, it’s staff, partners and suppliers 
are expected to adhere to iterations of the 

standard logo form. The organization’s 
brand must be presented correctly and 

consistently in all cases, with wordmark and 
logo proportions remaining relative, never 

independently re-scaled. 

A number of unacceptable alterations are 
demonstrated herein. 

stretched warped

recoloured drop shadowed

CACVO, it’s staff, partners and suppliers 
are expected to adhere to iterations of the 

standard logo form. The organization’s 
brand must be presented correctly and 

consistently in all cases, with wordmark and 
logo proportions remaining relative, never 

independently re-scaled. 

A number of unacceptable alterations are 
demonstrated herein. 

• LOGO USAGE (BEST PRACTICES)
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3.1  SIZE AND CLEARANCE

In order to preserve legibility and brand 
recognition, the primary logo should never 

appear smaller than 1.25 inches in height. 
The secondary logo and symbol should 

ideally be rendered no less then 0.75 inches 
and 0.5 inches respectively. 

To ensure optimal visual impact in all 
applications, the logo should be surrounded 

by a zone of clearance – a space that must 
be kept free of other graphic elements– 

equivalent to the length of the vertical line 
of the nose of the inner mask (represented 

here by the line measure). 
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In order to preserve legibility and brand 
recognition, the primary logo should never 

appear smaller than 1.25 inches in height. 
The secondary logo and symbol should 

ideally be rendered no less then 0.75 inches 
and 0.5 inches respectively. 

To ensure optimal visual impact in all 
applications, the logo should be surrounded 

by a zone of clearance – a space that must 
be kept free of other graphic elements– 

equivalent to the length of the vertical line 
of the nose of the inner mask (represented 

here by the line measure). 

• SIZE AND CLEARANCE
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4.0  BRAND COLOUR PALETTE

Black

R 35
G 31 
B 32

C  0  
M 0  
Y 0  
K 100

Pantone 704 C 

R 192 
G 53 
B 48

C 19  
M 93  
Y 91  
K 6

RedPantone Black C Charcoal

R 65
G 64 
B 66

C 0  
M 0  
Y 0  
K 90

Pantone 447 C

Utilizing an approved brand palette will go a 
long way towards reproducing brand colours 

accurately, creating a consistent look and feel 
wherever brand messages are featured.

The ACCHO logo is comprised of Black 
and Red, it’s brand persona is supported by 

Charcoal Grey, Purple and Gold. Pantone and 
CMYK colour values listed herein apply to 

printed collateral while the RGB is provided 
for digital applications.

Pantone 121 C

R 248
G 210
B 100

C 3 
M 16  
Y 72 
K 0

Gold

CMYK sample 

RGB sample 

Utilizing an approved brand palette will go a 
long way towards reproducing brand colours 
accurately, creating a consistent look and feel 
wherever brand messages are featured.

The ACCHO logo is comprised of Black 
and Red, it’s brand persona is supported by 
Charcoal Grey, Purple and Gold. Pantone and 
CMYK colour values listed herein apply to 
printed collateral while the RGB is provided 
for digital applications.

• BRAND COLOUR PALETTE
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4.1  CAMPAIGN COLOUR PALETTE

Black

R 45
G 34 
B 42
#2d222a

C 68  
M 73  
Y 57  
K 67

Pantone 2347 U 

R 194 
G 51 
B 42
#c2332a

C 16  
M 94  
Y 100  
K 6

RedPantone Black 4U Charcoal

R 65
G 64 
B 66

C 0  
M 0  
Y 0  
K 90

Pantone 447 C

A subsidiary colour palette may be utilized in 
campaign applications.

Pantone 465 U

R 152
G 107
B 76
#986b4c

C 35 
M 56  
Y 75  
K 16

Gold

CMYK sample 

RGB sample 

A subsidiary colour palette may be utilized in 
campaign applications.

• CAMPAIGN COLOUR PALETTE
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Lato and Josefin Sans are the preferred fonts 
for ACCHO materials. The two predominant 

body copy weights are Light and Regular, while 
subheads and call outs look best in Regular or 

Semi-Bold and headlines may be created  
from Bold or Black members of either  

typeface family.

5.0  TYPOGRAPHY

JOSEFIN SANS, Bold (Headings)

ABCDEFGHIJKLMN
abcd1234567890
JOSEFIN SANS, Regular (Subheadings, 
Call outs)
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz
JOSEFIN SANS, Light (Body Copy)
1234567890!@#$%^&*()

LATO, Black (Headings)

ABCDEFGHIJKLMN
abcd1234567890
LATO, Regular (Subheadings, Call Outs)

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz

LATO, Light (Body Copy)

1234567890!@#$%^&*()

Lato and Josefin Sans are the preferred fonts 
for ACCHO materials. The two predominant 

body copy weights are Light and Regular, while 
subheads and call outs look best in Regular or 

Semi-Bold and headlines may be created  
from Bold or Black members of either  

typeface family.

• TYPOGRAPHY
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Expand the creativity of headlines using 
Jaapokki. Other fonts may certainly be used 

provided they are in line with the tasteful 
aesthetic outlined herein. 

JAAPOKKI, Regular (Headings, Subheadings, 
Call Outs)
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz
1234567890!@#$%&*()
JAAPOKKI, Enchance (Headings)
ABCDEFGHIJKLMNOPQRSTUVWXYZ
JAAPOKKI, Subtract (Headings)
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Expand the creativity of headlines using 
Jaapokki. Other fonts may certainly be used 

provided they are in line with the tasteful 
aesthetic outlined herein. 
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6.0  SUPPORTING GRAPHIC ELEMENTS

All layouts may use these eight supporting 
graphic elements with colours/gradients being 

applied  at the designers’ discretion. 

Imagery may be placed inside the shapes, 
allowing the graphics to form frames.

Thickness/colour of the frame strokes may  
vary depending on the project.

All layouts may use these eight supporting 
graphic elements with colours/gradients being 
applied  at the designers’ discretion. 

Imagery may be placed inside the shapes, 
allowing the graphics to form frames.
Thickness/colour of the frame strokes may  
vary depending on the project.

• SUPPORTING GRAPHIC ELEMENTS
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Sample use of supporting 
graphic elements. 

ALL + 
ALL IN
BEGINING THIS SPRING WITH THE RESOURCES,  

WORKSHOPS AND SUPPORT YOU NEED  

Designing a more positive 
approach to being positive, 
and providing training 
resources to allow maximum 
accessibility

SEPTEMBER 19TH

20 Victoria St., 4th Floor  
Toronto.  accho.ca 

Sample use of supporting 
graphic elements. 
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7.0  STYLESCAPE 

DATA 1

DATA 2

DATA 3

BOLDED  

CALL OUTS 

AND 
GRAPHICAL DATA 

PROVINCIAL STATISTICS 

SIDE 
BAR 

DATA  
IN 

SHAPES 

• STYLESCAPE 
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COMMUNITIES MAKE THE DIFFERENCE

DESIGNING A MORE POSITIVE APPROACH TO BEING POSITIVE, AND PROVIDING TRAINING 
RESOURCES TO ALLOW MAXIMUM ACCESSIBILITY.

SEPTEMBER 19TH

Designing a more positive approach to 
being positive, and providing training 
resources to allow maximum accessibility

SEPTEMBER 19TH

COMMUNITIES 
MAKING A POSITIVE  
DIFFERENCE

TRAINING · RESOURCES · SUPPORT

COMMUNITIES MAKING A 
POSITIVE  DIFFERENCE
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7.1  CAMPAIGNS • CAMPAIGNS 



ACCHONEWS 
COMMUNITY SUPPORT ISSUE 01 

March 2020 

Description of issue, including introductory statement 
Vidunt. Nihicie nimilique solorporibus a sitas pre voloria 
sa delentio. Nam, volor solument vidus nonem imendem 
expelli tatquibus ducium sim alique magnimu sdaestrum 
doluptata voluptae eum expernati incto cullate pernate 
nes excersp icimodi ciatur? Et vollese nimillaut aped ut 
faccae ped quam, conectia velestotatur ati beaquatust im 
rehendebis alia doluptate provitaquiam labore saperitate 
laturepudi coribusa vel moloreptate vellest emporep.

THIS ISSUE

ARTICLE TITLE 01 

uctory statement Vidunt. 
Nihicie nimilique solorporibus 
a sitas pre voloria sa delentio. 

PAGE 2

ARTICLE TITLE 02 

uctory statement Vidunt. 
Nihicie nimilique solorporibus 
a sitas pre voloria sa delentio. 

Nam, volor solument

PAGE 3

ARTICLE TITLE 03 

uctory statement Vidunt. 
Nihicie nimilique solorporibus 
a sitas pre voloria sa delentio. 

PAGE 4

ARTICLE TITLE 01 

Kuctory statement Vidunt. Nihicie nimilique solorporibus 
a sitas pre voloria sa delentio. Aceptat optusam quatur 
ma volupta sollam ne cor rehenda ndebis consequos 
sitate volore sin cullor as enihicati que asi ut doluptae 
lation comnis et lam a nemped quo maximus.

Us maionsercil in nest vent qui ratem voluptaturis re 
rescitae voluptam fuga. Nequia voluptate officat voles 
debitem nus iliquo ipis diasi audam, ut pa porpos iuscitis 
ipidebis preperibus essim aut ea deria dolora veliquiatem 
dolum quia aut reperfere de sam a vento mi, cus 
aliciaesed ullaccus qui volorpo ritamus es venis ex explit 
optaspidelis eum repudam, consedis con num ad mod 
que dolupta doluptibus il et voluptatecti consectur? Um 
ut asi bearum rem qui untiate ndionsequias soluptur, sit 
earunt, sam auda at.

It estiati squatur arcipidus, qui blam, que molorrum 
fugiae nonserrovit ilitio. Itae earibusam core re volorem 
reperspis resciam, sum etus sum velectatur?

Soluptaquam imolupt atiost id millorestis debit, illes 
cupietur? Qui repedit atiamus, qui con nestemolorem 
iur? Qui omnihitia ne nem. Liae poreicitamus pa 
voluptatquis suntet aut invelig endistio. Ga. Nequo te 
qui ra et etur, am in pe et omnimagnatem ad ut quam, 
volupta dolo officiliciis quae volorit, audios voluptatem 
inis explaut earum ima nis denimpe llautemposam 
velenimin niti rerissuntio. Is que veles non rehenda 
menimus moloris etuscium doluptae nosto omnis et 
quos enit es et moluptatiunt aut eos ni diatur, qui utem 
esti solorro exces elent porit hilic te verum debis debis 
aut optaece provit, tem unditatur repta vel eum sinullab 
idesti repersped que is que volorestota vollautem et la 
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Ky’okusinga Kirunga Director 
African and Caribbean Council on  
HIV/AIDS in Ontario (ACCHO)
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t: 416-977-9955 x293  f: 416-977-7664 
e: k.kirunga@accho.ca  w: www.accho.ca
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