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Request for Proposal 

Submission Deadline: 3PM EST, November 3, 2020 
 

Branding Brief 
 

The Mental Health Commission of Canada – A Brand in Evolution 
The Mental Health Commission of Canada (MHCC) is evolving with a new strategic direction. With big 
changes in the mental health and healthcare landscape, we recognize that it’s time to embrace change 
and the need to evolve to better communicate a more relevant brand promise.  
It is our intention to revitalize and refresh the MHCC brand so that it speaks to our newest audiences 
and to also make this change visible for all stakeholders and partners.  
 
An Overview of Our Business and Brand 
The Mental Health Commission of Canada is a national non-profit organization created by the 
Canadian government in 2007 in response to a senate committee tasked to study mental health, mental 
illness, and addiction. The Commission was created to serve as an arms-length focal point for mental 
health in Canada, leading key national strategic initiatives, facilitating system transformation, and 
fostering collaboration among and between governments and stakeholders across the mental health 
sector.  
The Mental Health Commission of Canada (MHCC) leads the development and dissemination of 
innovative programs and tools to support the mental health and wellness of Canadians. Through its 
unique mandate from the Government of Canada, the MHCC supports federal, provincial, and territorial 
governments as well as organizations in the implementation of sound public policy. 
MHCC convenes stakeholders, develops and influences public policy, and seeks to inspire collective 
action on issues such as mental health and the justice system, primary health care, workplace, 
housing, and others that impact the lives of Canadians living with a mental health problem or illness, 
and their families. The MHCC provides its recommendations to governments, service providers, 
community leaders and many others, and works with these partners to implement them. 

Each of its initiatives and projects is led by experts from across the country who bring a variety of 
perspectives and experience to the table. Consulting with people who have experience living with a 
mental health problem or illness and their families is a key aspect in all of the MHCC’s work. 

MHCC has played a strong role in contributing to the seismic shift in the attitudes and attention paid to 
mental health that is still underway. 
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MHCC Target Audiences 

• Federal government 

• Provincial and territorial governments 

• Policy makers 

• Pan-Canadian health organizations and NGO’s 

• A number of national NGOs play a key awareness role in mental health on the national 

stage. Some of these also have a significant role in providing front-line services and/or 

policy formulation. Currently, the largest of these is the Canadian Mental Health 

Association (CMHA), but smaller advocacy groups focused on specific conditions or 

representing professional societies also have the ear of policy makers. 

• Professional societies of providers who advocate for mental health:  

• Psychosocial Rehabilitation Canada   

• The Canadian Psychological Association 

• The Canadian Psychiatric Association  

• The Canadian Federation of Mental Health Nurses  

• The Canadian Association of Social Workers  

• The Canadian Association of Occupational Therapists  

• The College of Family Physicians of Canada  

• HealthCare Can (representing institutional services) 

• Clinicians and mental health service providers 

• Researchers 

• Advocacy groups and foundations 

• The Canadian Alliance on Mental Illness and Mental Health (CAMIMH) 

• The Canadian Mental Health Association (CMHA) 

• Groups that represent people living with specific conditions, populations, or issues and 

their allies — consisting of five major national organizations: 

• Schizophrenia Society of Canada (SSC)  

• The Mood Disorders Society of Canada (MDSC)  

• The Canadian Coalition for Seniors’ Mental Health (CCSMH)  

• The Canadian Association for Suicide Prevention (CASP)  

• The National Initiative for Eating Disorders (NIED)   
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• Post-secondary institutions and students 

• Private sector – employers, unions, employees 

• General public 

 
Overall Brand Positioning 
 

• a trusted partner and advisor to the Government of Canada, the provinces and 

territories, and non‑governmental organizations on mental health matters 

• working towards “mental health and wellness for all,” leading in the creation of tools, 

resources, programs, and services that support those delivering mental health services 

on the front lines 

• convener, facilitator, and amplifier 

• consensus builder and incubator 

• establishing and nurturing a network of those leading, working within, or affected by the 

mental health sector 

• source of expertise that solicits and develops best practices and engages in active 

knowledge translation 

 
 
 

Brand Promise  
 
As part of a PA Strategy-building effort in 2017, the Commission undertook research to define its value 
proposition and corresponding brand promise for each stakeholder segment group in support of the 
desired positioning of the organization. The main value propositions identified  were as follows:  

 

 
 
These value propositions need to be updated to better reflect MHCC’s current role in the transformation 
of the system, to increase access to quality mental health services, via solutions such as virtual care, e-
mental health and mental health apps. Also, they need to reflect MHCC’s focus on addressing the 
needs of populations at risk.   
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Objectives of the Branding Project  
What’s wrong with current MHCC branding? 

 

1. MHCC logo - the ‘spark’ was intended to represent the role of MHCC as a catalyst for change, 
but the visual does not deliver a representation that is widely recognized or understood 

 
2. MHCC branding colours were intended to be vibrant, fresh and natural, but are too restricted to 

cold colours, such as blues and greens, and do not include any colours to signify warmth  
 

3. MHCC corporate visual identity guidelines are not reflecting, supporting and showcasing the 
MHCC brand promise  

• Trusted expert, committed to advancing better mental health outcomes for all  
• Warmth, humanity and caring 

 
4. MHCC corporate visual identity guidelines are not ‘speaking’ to and could be alienating 

populations at risk and MHCC audiences outside of the mainstream 
• Hard, rigid rectangles and strictly linear presentation of information 
• Restricted range of cold colors – blues and greens 
• Lack of flow, curves, warmth, and sophistication in application of colour (e.g.: 

gradients vs solid blocks of colour) 
• Lack of humanity – visual representation of people - brand guidelines discourage 

the use of photography 
• Over-reliance on visual ‘iconography’ – an excessive use of icons that are not 

iconic, are not widely understood, and fail to convey meaning 
 

5. MHCC corporate visual identity is not conducive to meeting accessibility guidelines and 
requirements 

• Excessive reliance on negative font (white font on colour backgrounds) 
• Insufficient colour contrasts 
• Too many font faces can create a confusing visual layout, which is bad for all users, but 

may be especially difficult for users with reading disorders, learning disabilities, or 
attention deficit disorders - documents with only one, or only a few font faces are usually 
easier to read. Currently, the MHCC brand allows for use of a variety of weights of the 
current typeface, sometimes resulting in a visual cacophony. 

 

Project Timescales 
As we are looking at a brand refresh rather than a complete rebranding, with limited visual assets to be 
modified, we aim to be closer to the 6-week mark. 
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Project Budget 
The budget for the project is $40,000.  
 
How the Project will Be Awarded  

• Quality of Work 
• Previous Experience 
• Alignment to the Design Brief 
• Suitability of the Agency 
• Expected Branding Deliverables 

- A written response to the brief 
- Examples of relevant work 
- Testimonials  

 

 
Contact Information 
Nicole Chevrier, 343-777-3408, nchevrier@mentalhealthcommission.ca 
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