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We deliver promises. The promises our  
customers make to their customers. 
This statement is the foundation of our brand strategy, which is essential to the 
Purolator experience. From the team of two that started Trans Canadian Couriers 
Ltd. in 1960, to the team of thousands that make up Canada’s leading integrated 
freight, package and supply chain solutions provider today — we have always 
been about people connecting with people. 

We created the following guidelines to enable the creation of communications 
that connects the Purolator brand with our customers, and delivers a strong and 
consistent expression of our vision, market-leadership, innovation and values. 

While these are our guidelines, we encourage creativity. Be bold, be innovative,  
and be true to the Purolator brand.
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1.0 The Logo



PUROLATOR BRAND GUIDELINES THE LOGO   |    5

 1.1 Logo Elements
Our logo is the purest expression of the Purolator brand —  
it’s what instantly identifies us to the world. The consistent 
treatment of the logo will enable us to build a strong,  
lasting impression of our brand. 

The Purolator logo consists of two elements: the symbol  
(i.e., the check) and the wordmark.

• Ensure that the logo stands as a clear and legible element,  
free of any visual clutter or distractions, regardless of the 
medium or message.

• In general, the two elements of the logo must appear in fixed 
proportion and position to each other, and must never be 
separated or altered in any way. However, there is a stacked 
logo used exclusively for social media applications (see Social 
Platforms on page 12).

SYMBOL WORDMARK



 1.2 Logo Applications
The Purolator logo has two versions, one with a tagline,  
and one without. Each one is used in specific applications.

Logo without tagline: 
This logo is used for administrative communications such  
as invoices, letterheads, press releases, and corporate and 
internal communications.

Logo with tagline: 
This logo is used for customer-facing communications 
such as advertising, direct mail, emails and other 
external communications. 

There are specific exceptions where space is very restricted or 
within social platforms. See pages 11 and 12 for more details. 
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— 

LOGO WITH TAGLINE

— 

LOGO WITH FRENCH TAGLINE

— 

LOGO WITHOUT TAGLINE
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 1.3 Logo Clear Space
A zone of clear space around the logo optimizes visual impact. 
The clear space can be white space or simply an area that is 
free of any visual clutter or distractions. 

Maintain a minimum area of clear space equal to the height 
of the check symbol. No other graphic elements should 
appear within this space. It is important to note that this is 
the minimum clear space; using more than the minimum 
is preferred.

1 MODULE
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 1.4 Logo Minimum Size
Use the overall width of the medium when determining the  
size of the logo. 

• For print media, the logos must never be reproduced  
smaller than 1.0" wide. 

• For digital applications, the logo alone must never be 
reproduced smaller than 80 pixels wide; and the logo 
with tagline must never be reproduced smaller than 
120 pixels wide.

— 
MINIMUM SIZE

1 inch 
120 px
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 1.5 Logo Colour Variations
There are three colour variations of the logo (colour, reversed, 
and black). Regardless of the application, ensure that the 
Purolator logo is always prominent, visible, and legible.

Colour Logo
• The colour logo is the version that is most representative of 

our brand. Use this version whenever possible.

Reversed Logo
• The reversed logo may only be used when the application 

is unsuitable for the colour logo (e.g., a red background on a 
business card). 

Black Logo
• The black logo may only be used where production or 

printing limitations exist. Exceptions are rare, but will be 
evaluated on a situational basis with the permission of 
the Brand Team. 

— 
COLOUR LOGO

WITH TAGLINE WITHOUT TAGLINE

— 
BLACK LOGO

— 
REVERSED LOGO
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 1.6 Incorrect Use Of The Logo
The Purolator logo is the foundation of the Purolator brand.  
It is important to maintain its integrity at all times. Adhering to 
these guidelines will ensure brand consistency. 

— 
CORRECT LOGO

— 
DO NOT REARRANGE 
DO NOT CHANGE COLOURS

— 
DO NOT ROTATE

— 
DO NOT CHANGE FONT

— 
DO NOT PLACE ON 
BUSY BACKGROUND

— 
DO NOT OUTLINE

— 
DO NOT DISTORT

— 
DO NOT OFFSET PATH

— 
DO NOT USE DROP 
SHADOWS OR 
OTHER EFFECTS
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 1.7 Stacked Logo Within  
Social Applications
Use the stacked logo when space is restrictive, where  
the surrounding communication is lacking Purolator 
branding (i.e. LinkedIn sponsored advertisement), or in 
social applications. 

— 
STACKED LOGO

— 
SAMPLE 

LINKEDIN POSTS
B2B eCommerce Suites

Best eCommerce capabilities to support  
online sales.

2015 eCommerce and Beyond

Learn what your customers expect with 
their B2B eCommerce experience.
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 1.8 ‘Check’ Logo Within  
Social Platforms
Use the ‘check’ logo for profile pictures within social 
media platforms such as Facebook, Twitter, or Purolator 
owned platforms.

— 
‘CHECK’ LOGO

— 
SAMPLE 

SOCIAL MEDIA PLATFORMS



2.0 The Stripe
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 2.1 The Stripe
The Stripe is a graphic device that encapsulates the essence of 
the Purolator brand — depicting both the human connections 
made possible by Purolator, as well as the connection between 
our brand and our customers. 

The Stripe acts as an anchor to relay the main message, serving 
as a lead-in to headlines and copy. Treat The Stripe as a single 
element on the page. It should have minimal presence on any 
given visual composition and should not be overused.

No attempt to recreate The Stripe may be made, as the  
master graphic is readily available on all application software. 
For verification purposes, the dimensions are as follows: 
2.5” length, 0.065” width, and a 65-degree angle for the split 
between the red and blue portions. 

See page 21 for further guidance on the sizing and placement 
of The Stripe. 

2.5"

0.065"

65o
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 2.2 Incorrect Use of The Stripe 
The Stripe plays an important role in the Purolator brand,  
and it is crucial to maintain its consistency at all times. 

The Stripe’s purpose is not to underline or highlight 
information, nor may it be distorted or re-sized in a manner 
where it dominates or conversely gets lost amidst the  
headline and copy.

See page 21 for further guidance on The Stripe and 
copy relationship. 

It’s not a package. 
It’s a promise. 

— 
DO NOT USE THE STRIPE TO UNDERLINE

— 
DO NOT DISTORT THE PROPORTIONS OF THE STRIPE

— 
DO NOT MODIFY THE SPACING OR ANGLES OF  
THE STRIPE

— 
DO NOT USE THE STRIPE TO HIGHLIGHT OR 
CONTAIN TEXT

It’s not a package. 
It’s a promise.

It’s not a package.               It’s a promise. 



3.0 Typography
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 3.1 Brand Typeface – Myriad Pro
Myriad Pro is our brand typeface. It is clean, legible, and evokes 
a contemporary look and feel.

Wherever possible, Purolator Blue is used for headlines and 
black is used for body copy. For darker backgrounds, use 
knockout type for both the headline and copy. The copy is 
always left justified.

• Headlines are set in Myriad Pro Regular. 

• Body copy is set in Myriad Pro Light.

• Use the Light Italic variation when emphasis on key words 
is desired.

• See page 29 for guidance on when supporting colours may 
be used for typography in print applications.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

— 
MYRIAD PRO  

REGULAR

— 
MYRIAD PRO  

LIGHT

— 
MYRIAD PRO  
LIGHT ITALIC

— 
MYRIAD PRO  

SEMIBOLD
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It’s not a package. 
It’s a promise.

It’s not a package. 
It’s a promise.

It’s not a package. 
It’s a promise.

It’s a promise. It’s a promise. It’s a promise.

20 pt.  
Type

22 pt.  
Leading

Lorem ipsum dolor sit amet,  
consectetur adipiscing elit.  
Quisque ut auctor dui sit.

Lorem ipsum dolor sit amet,  
consectetur adipiscing elit.  
Quisque ut auctor dui sit.

Lorem ipsum dolor sit amet,  
consectetur adipiscing elit.  
Quisque ut auctor dui sit.

— 
Tracking at -10

— 
Tracking at 0

— 
Tracking at -50 (too tight)

10 pt.  
Type

13.5 pt.  
Leading

Lorem ipsum dolor sit amet,  
consectetur adipiscing elit.  
Quisque ut auctor dui sit. 

Lorem ipsum dolor sit amet,  
consectetur adipiscing elit.  
Quisque ut auctor dui sit.

Lorem ipsum dolor sit amet,  

consectetur adipiscing elit.  

Quisque ut auctor dui sit.

— 
9pt Leading (too tight)

— 
18pt Leading (too tight)

— 
16pt Leading (too loose)

— 
24pt Leading (too loose)

— 
Tracking at -40 (too tight)

— 
Tracking at +30 (too loose)

— 
Tracking at +40 (too loose)

Leading Examples

—  
HEADLINE 

COPY

—  
HEADLINE 

COPY

—  
BODY 
COPY

—  
BODY 
COPY

CORRECT USE 
—

CORRECT USE 
—

INCORRECT USE 
—

INCORRECT USE 
—

INCORRECT USE 
—

INCORRECT USE 
—

Tracking Examples

 3.2 Leading and Tracking
• Headline leading (space between the lines 

of type) is set at 110%, for example 20pt type 
on 22pt leading. Tracking (space between 
letters) should be set to -10.

• Body leading is set at 135% of its respective 
point size, for example 10pt type on 13.5pt 
leading. Tracking should be set to 0.
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ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

ARIAL 
BOLD

ARIAL 
REGULAR

ARIAL 
ITALIC

 3.3 Alternative Typeface – Arial
Use Arial for all online text and Microsoft Office-based 
applications. It is a universal font which allows for consistency  
in our online and Office platforms. 
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4.0 Layout
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4.1 Stripe And Copy Relationship
The recommended spacing between the headline and The 
Stripe should be 1.5X the headline’s cap-height. In certain 
applications where space is restricted, this ratio can be smaller 
(i.e. banners) but should not fall below 0.5X the cap-height. 

When determining the relationship between The Stripe and 
headline/copy, care should be taken to achieve a good visual 
balance. The Stripe should draw your eye towards the message, 
but it is not the message. If too big, The Stripe will overpower 
and distract, and if too small, it will lack presence and portray 
the brand as weak. 

General sizing of The Stripe is determined by the size and 
length of headline/copy. The Stripe will increase with a longer 
line length and decrease with a shorter line length. The Stripe 
should be a minimum of 50% of the line length, but should not 
exceed 100% of the line length. 

When a good size is achieved the exact sizing is determined 
by the grid. See page 23 & 24 for guidance on The Grid and 
pages 22 for examples of both correct and incorrect sizing of 
The Stripe.

It’s not a package. 
It’s a promise.
Lorem ipsum dolor sit amet, consectetur 
adipiscing elit. Quisque ut auctor dui, sit 
amet pulvinar lectus. Proin nec egestas 
sapien, sollicitudin malesuada sapien. Fusce 
id cursus nibh. Maecenas condimentum 
vehicula felis, eu vehicula justo efficitur vitae. 
Vivamus bibendum placerat ipsum eget 
volutpat. Praesent purus lectus, porttitor 
at vulputate vel, ultrices ac elit. Praesent 
dapibus risus felis, non commodo ipsum 
pulvinar nec.

Cap-Height

1.5 x Cap-Height (recommended)

1.5 x Cap-Height (recommended)
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It’s not a package. 
It’s a promise.
Lorem ipsum dolor sit amet, consectetur 
adipiscing elit. Quisque ut auctor dui,  
sit amet pulvinar lectus. Proin nec egestas 
sapien, sollicitudin malesuada sapien.  
Fusce id cursus nibh. 

It’s not a package. 
It’s a promise.
Lorem ipsum dolor sit amet, consectetur 
adipiscing elit. Quisque ut auctor dui,  
sit amet pulvinar lectus. Proin nec egestas 
sapien, sollicitudin malesuada sapien.  
Fusce id cursus nibh. 

4.2 Incorrect Stripe Width
As shown in the examples on the left, when The Stripe is less 
than 50% of the line length, it becomes insignificant against 
the headline and copy. Conversely, when The Stripe exceeds 
100% of the line length, it overpowers the headline and copy 
which results in an overall imbalance.

These examples illustrate the importance of sizing The Stripe 
correctly, in order to achieved a balance with the other elements. 

There is a quicker, easier, 
cost-effective way.

There is a quicker, easier, 
cost-effective way.

GREATER THAN HEADLINE WIDTH  
— 

LESS THAN 1/2 HEADLINE WIDTH 
— 

LESS THAN 1/2 COPY WIDTH 
— 

GREATER THAN COPY WIDTH 
— 

MIN  
LENGTH

MIN  
LENGTH

MIN  
LENGTH

MAX  
LENGTH

MAX  
LENGTH

MIN  
LENGTH

MAX 
LENGTH

MAX  
LENGTH
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4.3 Grid – Print
• The page or screen is divided into a 1/20 

grid. The grid is built specifically to give 
as much flexibility as possible across all 
communication formats. 

• The combined elements of The Stripe, 
headline and body copy must be a minimum 
of two squares from the edge of the grid, 
while ensuring a balance with the other 
elements on the page. 

• All elements should snap to this grid which 
determines the position of all elements on 
the page or screen, but not their size.

x 20 x 20

— 
SMALL PRINT AD

— 
PRINT AD
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—  
SUPER BIG BOX – 300 x 600px

—  
LEADERBOARD – 728 x 90px

—  
BIG BOX – 300 x 250px

4.4 Grid – Digital
For digital applications where space can be  
restrictive, The Stripe, headline and copy 
may be taken off the background image and 
placed on a white panel background. 

In these digital applications where the white 
panel is required, the 1:20 grid will apply to the 
white panel only. All elements on the white 
panel must snap to the grid. 

The combined elements of The Stripe, 
headline and body copy must be a minimum 
of one square from the edge of the grid, while 
ensuring a balance with the other elements 
and surrounding open space.

Due to space limitations that are often the case 
in digital formats versus print, The Stripe may 
appear less prominent in isolation, which makes 
the balance of elements on the grid all the 
more important.

15px x 20

15px x 20 15px x 20
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4.5 Logo Positioning
Place the logo in one of the four corners to 
balance out the copy or give prominence 
to the imagery. When positioning the logo, 
always consider the following:   

• The logo must always be a minimum of  
one grid square and a maximum of two grid 
squares from the edge of the page

• Clear space is an important part of our 
visual identity. Ensure that the background 
is uncluttered and clean, and that there is 
sufficient contrast for optimum legibility.

• Avoid creating an artificial clear space for the 
logo by putting it in a white or coloured box. 
If striving for greater legibility, use a more 
suitable part of the photograph, retouch 
the image as naturally as possible, or use an 
alternative image.

• Avoid placing the logo on any image that 
has a bold texture or variations in shades that 
compromise legibility or compete visually 
with the logo. 
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4.6 Layout
The main font for Purolator is Myriad Pro,  
used for all print work, posters, billboards, etc. 
(see Brand Typeface on page 17 for details).

The combined elements of The Stripe, headline 
copy and body copy must be a minimum of 
two squares from the edge of the grid, while 
ensuring a balance with the other elements 
on the page

The size of The Stripe is flexible but must not 
overpower the headline, as it is a branding 
device that draws attention to the message. 
The Stripe can be shorter but must never be 
longer than the headline or copy, and must 
always align to the grid. 

For further guidance on the sizing of The 
Stripe, see page 22.



5.0 Colours
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5.1 Brand Colours
Our brand colours are an essential part of our brand identity. 
Use them to guide your design and layouts and to ensure that 
you’re staying consistent with the Purolator brand. When using 
brand colours, always consider the following: 

• Use them in moderation and avoid large blocks that 
dominate the page. 

• Clear space is an important aspect of brand colour usage —  
for more details, see Open Space on page 28.

• If converting from Pantone to CMYK, use the values provided 
rather than using a software conversion feature. 

PUROLATOR RED

Pantone 485 C 
C0 M93 Y95 K0

R240 G0 B0
HEX F00000

PUROLATOR BLUE

Pantone 072 C 
C100 M70 Y0 K10

R0 G25 B150
HEX 001996
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5.2 Supporting Colours
Our supporting colours play a complementary role to our 
brand colours. 

Pantone 312 and 429 are the preferred supporting colours. 
They may be used for adding visual interest, highlighting 
elements and for differentiation between messages. 

The remaining palette is used in moderation to highlight 
certain elements such as charts, graphs and reports. When 
using supporting colours, always consider the following: 

• Use them to avoid the overuse of the brand colours. 

• Use them in moderation and avoid large blocks.  

• The use of tints is encouraged, especially for larger areas 
or backgrounds. 

• Use them for applications such as signage, corporate 
communications, annual reports, etc.

• Care should be taken to avoid overuse of the supporting 
colours in copy. Purolator Blue is the desired colour for 
headlines, however coloured copy can be used within 
graphic treatments and charts (see page 30). 

• For web applications, please ensure all text on coloured 
backgrounds meets AODA (Accessibility for Ontarians with 
Disabilities) guidelines.
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C88 M0 Y11 K0
R0 G169 B206
HEX 00A9CE

PANTONE  
312 C

PANTONE  
 429 C

PANTONE  
137 C

PANTONE  
114 C

PANTONE  
369 C

PANTONE  
2395 C

C21 M11 Y9 K23
R162 G170 B173
HEX A2AAAD

C0 M41 Y100 K0
R255 G163 B0
HEX FFA300

C0 M4 Y87 K00
R251 G221 B64
HEX FBDD40

C68 M0 Y100 K00
R100 G167 B11
HEX 64A70B

C26 M90 Y0 K0
R200 G0 B161
HEX C800A1

100% 90% 80% 70% 60% 50% 40% 30% 20% 10%



PUROLATOR BRAND GUIDELINES COLOURS   |    30

5.3 Supporting  
Colour Applications
To fully establish the Purolator identity, use the supporting 
colours for icons, illustrations, and infographics that support the 
principles already established by the logo, The Stripe, colour, 
typography, and photography. 
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5.4 Open Space
Open space (or “clear space”) is an important 
part of our visual landscape. It speaks to 
an open, uncluttered background, where 
the absence of elements augments the key 
components, which maximizes the impact  
and clarity of the overall message. 

The use of open space also promotes a clearer 
hierarchy of messaging. The temptation to fill 
all space should be avoided.

See page 23 for further guidance on the use of 
open space within a grid.



6.0 Imagery & Tone of Voice
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6.1 Photography
Our photography is the most expressive 
and evocative component of our visual 
identity. Great photography should convey 
our brand story of delivering promises, not 
packages. Consequently, the focus should 
not be on the package, but rather the human 
connection and outcome of the promise. 
Our photography should always consider 
the following:

• Strive for an authentic and natural look 
and feel. 

• Capture moments through images that 
tell a story; where the outcome of the 
promise is the showcase through a natural 
human connection. 

• Use light effectively; images should be bright 
but authentic. 

• Less is more; simple, direct, and honest 
photography is the best way to communicate 
our brand.

AUTHENTIC AND NATURAL 
— 

NATURAL HUMAN INTERACTION 
— 

PREFERENCE FOR LIGHT PHOTOGRAPHY 
— 



PUROLATOR BRAND GUIDELINES IMAGERY & TONE OF VOICE   |    34

6.2 Photography – 
Incorrect Use 
• Avoid dark backgrounds.

• Avoid posing subjects, or images that have a 
‘stock’ look and feel.

• Avoid heavy branding as the focus (i.e. 
Purolator trucks, packages, envelopes, etc.). 
Focus instead on people-focused scenarios 
that highlight the customer benefit.

— 
AVOID DARK COLOURS AND BACKGROUNDS

— 
AVOID THE ‘STOCK PHOTO’ LOOK

— 
AVOID THE BRANDING AS FOCUS



PUROLATOR BRAND GUIDELINES IMAGERY & TONE OF VOICE   |    35

6.3 Illustrations
Similar to the approach with photography, 
illustrations should convey a level of warmth 
and humanity that connects with our customer, 
while at the same time expressing the outcome 
of our brand promise.

These illustrations should be developed 
with bold and vibrant graphics, with a 
warm approach that avoids a clinical and 
logistical feel. 
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6.4 Tone of Voice
Our tone of voice is an important part of 
who we are and how we tell our brand 
story. In a narrative style which conveys 
human connections and promises delivered, 
the voice should always be customer and 
benefit focused. The language should feel 
approachable, genuine and clear, and should 
avoid technical speak and industry jargon.

It’s not a package.
It’s a promise.
For over 40 years, Purolator has been trusted  
to deliver for businesses all over Atlantic 
Canada. Needless to say – in that time we’ve 
come to know the area like the back of our 
hand. Whether we’re going from St. John,  
or from Lunenburg all the way to Lake Louise, 
our network is prepared to deliver.  
Thankfully, some things never change.  
purolator.com/promise



7.0 Communication Examples
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It’s not a package.
It’s a promise.
For over 40 years, Purolator has been trusted  
to deliver for businesses all over Atlantic 
Canada. Needless to say – in that time we’ve 
come to know the area like the back of our 
hand. Whether we’re going from St. John,  
or from Lunenburg all the way to Lake Louise, 
our network is prepared to deliver.  
Thankfully, some things never change.  
purolator.com/promise

7.1 Print

It’s not a package.
It’s a promise.
For over 40 years, Purolator has been trusted to deliver for 
businesses all over Atlantic Canada. Needless to say – in that 
time we’ve come to know the area like the back of our hand. 
purolator.com/promise

— 
PRINT AD

— 
SMALL PRINT AD
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When does a package...

We take care of the A-Z  
of getting your 
promise from A-B.

— 
DIGITAL BANNER (ANIMATED)

7.2 Digital
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— 
EMAIL

7.2 Digital (contd.)
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7.3 Stationery
• Name is set in Myriad Pro Regular.

• Copy is set in Myriad Pro Light.

• Phone number is separated by dashes.

5995 Avebury Road, 
Mississauga, Ontario, 
Canada L5R 3TB
905-712-1084   
rfeynman@purolator.com

5995 Avebury Road, 
Mississauga, Ontario, 
Canada L5R 3TB
905-712-1084   
eblackburn@purolator.com

Richard Phillips Feynman
Administrative Coordinator

Elizabeth Blackburn
Regional Manager

— 
BUSINESS CARDS
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7.3 Stationery (contd.)
• Copy is set in Myriad Pro Light.

• Phone number is separated by dashes.

• Purolator URL is set in Myriad Pro Semibold  
in Purolator Blue.

— 
LETTERHEAD


