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Proposal to strengthen the council�s visual corporate identity 

 

1. Purpose of the report 

1.1 To seek approval for the production of a corporate identity protocol which will include the 
development of a range of corporate templates for district council publications, other printed 
material and Internet based communications. 

 

2. Introduction and background 

2.1 The Best Value Review of Customer Care and Communication (BVR CCC) identified a number 
of concerns in respect of the council�s corporate identity.  Specific issues included an 
inconsistent approach to the design of leaflets and other printed material (including unclear 
signage) resulting in a confused corporate identity.  Effectively the BVR concluded that the 
council was not receiving recognition for the work that it did or for the services that it delivers.  
This view was supported by the results of the MORI budget consultation exercise carried out in 
November 2003.  This exercise showed that local residents were generally very unaware of 
what services the council provided and were pleasantly surprised when they did find out. 

2.2 The strengthening of the corporate communications team over the past 12 months has led to 
significant progress being made in respect of developing a corporate approach to 
communications.  Similarly the introduction of a publications protocol and the establishment of 
a corporate identity �Gatekeeper� is helping to ensure greater corporate consistency.  The 
demands of e-government, the establishment of a dedicated customer services team and the 
planned office centralisation project will, however, increase the requirement for the 
establishment of a strong corporate identity.  These major public-facing projects will make it 
essential that the council adopts a more structured and consistent approach to the production 
of publications, other printed material and electronic communications. 

2.3 At its meeting on 3rd March 2004 Cabinet requested that the Head of Marketing, Economic 
Development & Tourism report back to the Cabinet on the need for a review of the council�s 
corporate identity. 

 

3. Corporate identity and the importance of branding 

3.1 A strong and consistent approach to corporate identity is considered essential to an 
organisation because it can help the organisation stand for something, i.e. its customers can 
�know� that the organisation provides quality services.  A strong and consistent corporate 
identity can help raise awareness of what an organisation does, it can increase an organisation�s 
profile and it can improve customer perception of an organisation.  Wally Olins, one of the 
world�s acknowledged experts on corporate identity has said: - 
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�The fundamental idea behind an identity programme is in everything an organisation does, everything it 
owns, and everything it produces, it should project a clear idea of what it is and what its aims are.� 

3.2 MORI research, for the People�s Panel, has shown a big gap between how the residents of many 
local authorities perceive their council (the corporate image) and how the council�s themselves 
want to be perceived (corporate identity).  The common problems include too many priorities, 
complex messages and an inconsistent use of the corporate identity.  Research by the 
Improvement and Development Agency (IDeA) shows a clear link between a strong and 
consistent corporate identity, which eliminates these problems, and high levels of awareness and 
satisfaction. 

 

4. Salisbury District Council � corporate identity 

4.1 The council�s core values are well documented internally within the council.  They support the 
council�s vision and ambition and form the basis of how the council sees itself.  These core 
values demonstrate what the council stands for and what its aims are and as such they are a 
representation of how the council wants to be perceived.  

o Providing excellent service 
o Supporting the disadvantaged 
o Promoting a thriving economy 
o Being environmentally conscientious 

o Being fair and equitable 
o Communicating with the public 
o Being a progressive employer 
o Wanting to be an open learning 

council and a willing partner 
 

4.2 If the council is to receive the recognition that it deserves for the high quality services that it 
provides and if residents and others are to associate the council with its core values it must 
adopt a strong and consistent corporate identity and apply it across everything it does.  This is 
particularly true for publications and printed material (this includes such diverse items as 
building signs, vehicle livery, parking tickets and uniforms) and the Internet. 

4.3 In late 2003 MORI carried out a BVPI General Survey in the Salisbury District Council area.  In 
line with their national experience this survey showed a correlation between the extent that 
residents feel informed by the council and their overall satisfaction with the council.  For 
example, nearly 80% of informed residents are satisfied with Salisbury District Council�s 
performance whereas for uninformed residents the satisfaction level falls to less than 40%.   
Residents feel informed about the council and about what the council does in a number of ways.  
One of the most important means by which residents can feel informed is through being aware 
of what the council does and a key factor in creating this awareness is a strong corporate 
identity, visible in everything the council does. 

4.4 A recent comprehensive review of the council�s corporate identity carried out by the corporate 
communications team  shows that there is a total lack of consistency in the design of the 
council�s publications and in the use of the council�s logo across all forms of print and electronic 
communication.  This results in confusion rather than cohesion and contributes to an image of 
the council that is ill-defined and disjointed rather than one which is robust and obviously linked 
to its core values.  Residents are, therefore, unaware of much of what the council does, this 
leads to a feeling of being uninformed and thus they are less satisfied with the council overall. 
Examples of the current approach to corporate identity are provided in appendices 1 
(publications), 2 (signs), 3 (vehicles), 4 (buildings) and 5 (miscellaneous).   
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5. Summary and proposal 

5.1 A strong visual corporate identity is important to an organisation because it helps customers 
recognise the work, value and worth of an organisation.  It also eliminates multiple messages 
and can save an organisation money and wasted effort.  Despite significant improvements in 
recent years the district council lacks a strong corporate identity and the branding of its 
services remains inconsistent.  Inevitably this leads to a lack of understanding amongst residents 
of what the council stands for and what services it provides. 

5.2 It is proposed that a corporate identity protocol which will include a range of corporate design 
templates for all types of council publications, other printed material and the Internet is 
developed.  A brief for the development of the design templates will be produced by the Policy 
Director and the Head of Marketing, Economic Development & Tourism. The corporate design 
templates will be developed through the normal procurement process and the project will be 
managed by a corporate identity working group comprising Policy Director, the Head of 
Marketing, Economic Development & Tourism, the Corporate Marketing and Communications 
Manager, the Gatekeeper and three members from the officer Communications and 
Consultation Group.  Funding of up to £20,000 to be allocated to this project from the office 
centralisation budget.  A provisional timetable for this work is shown below. 

 

 Stage Action Approval by Date 
 1 Project approval Cabinet 21 July 2004 
 2 Initial procurement stage � 

expressions of interest 
 By 28 July 2004 

 3 Shortlisting Corporate Identity working 
group 

29 July 2004 

 4 Consider shortlisted designs 
and select preferred design 
proposals 

Corporate identity working 
group 

W/c 6 Sept 2004 

 5 Approve proposals for new 
corporate design templates 

Cabinet 20 Oct 2004 

 6 Work up proposals into 
detailed design templates 

 21 Oct  - 19 Dec 
2004 

 7 New corporate design 
templates completed. 

 20 Dec 2004 

 8 Implementation and use of new 
corporate design templates 

Gatekeeper, Internal print 
team, Communication and 
Consultation Group and all 
relevant service units 

From 1 Jan 2005 

  N.B. The replacement of all existing material will be completed to 
coincide with the opening of the council�s new offices. 

 

 

5.3 It is proposed that the new corporate identity protocol and the application of the corporate 
design templates is phased in gradually.  It is essential, however, that it is completed to coincide 
with the opening of the council�s new offices.  Funding for all major work such as signs, vehicles, 
uniforms etc will be provided from the office centralisation project.  Between 1st January 2005 
and the opening of the new offices any new or replacement items will continue to be funded 
from existing service unit or other budgets. 

5.4 The use of design templates for all printed material will mean that the council�s internal Pre 
Press Graphic Designer will be able to design far more publications than is currently the case.  
There will, therefore, be a saving because less design work will be given to external design 
companies.  At this stage it is difficult to quantify but it is thought that the savings in the first 
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two years will be greater than the cost of producing the corporate identity protocol and design 
templates. 

 

6. Recommendations 

6.1 That a range of corporate design templates for all types of council publications, other printed 
material and the Internet is developed as outlined in paragraph 5.2 

6.2 To receive a report back at a future meeting of the Cabinet with proposals for new corporate 
design protocol and templates. 

 

Background papers: Best Value Review Customer Care and Communication. 
 MORI consultation on the 2004/05 budget. 
 MORI BVPI General Survey 2003 

 

Implications: 

Financial: All associated revenue costs resulting from this report can be met from 
within existing budgets.  The capital costs associated with setting up 
systems, templates and design framework up to £20,000 will be met 
from office centralisation budget. 

Legal: None 
Human Rights: None 
Personnel: None 
Community safety: None 
Environmental: None 
Council�s Core Values: Providing excellent service; Communicating with the public. 
Wards affected: All 
Consultation undertaken: Office centralisation design group.  Communications and Consultation 

group.  Head of Democratic Services.  Customer Care Manager. 



Appendix 1 – Publications & Printed Material 
 
 

  

 

 

   

  
   



 

 
 

 
 

 

 



  

   

 



 

  

 
   



 

 
 

 

 

 
 

 
 



Appendix 2 – Signs 
 

 

Cold Harbour Lane allotments 

  

 

London Road allotments 

  

 

Toliets sign off Cold Habour Lane 

  



 

Bemerton Heath Neighbourhood 
Centre – inside sign 

  

 

Mere Castle Street car park 

  



London Road Cemetery 

  

 

Gigant Street parking meter 

  



 

Market Square toilets 

  

 

Cold Harbour Lane 

  

 

Park & Ride – Beehive site 

  



 

Park & Ride bus stop 

 



Appendix 3 – Reception signs 
 

 

Durrington 
Swimming Pool and 
Fitness Centre 

  

 

Tisbury & District 
Sports Centre 

  

 

Shopmobility 

  

           

Five Rivers Leisure 
Centre & Swimming 
Pool 

  



 

Churchfields Depot 

  

 

Bourne Hill 

  

 

3 Rollestone Street 

  



 

24 Endless Street 

  

 

61 Wyndham Road 

  

 

Salisbury TIC 

  
City Hall 

 



Appendix 4 – Vehicles  
 

 

Housing repairs van 

  

 

Environmental Services 
van (Kangoo) 

  



 

Environmental Services 
vehicle 

  

 

Environmental Services 
vehicle 

  



   

 

  

 

 

  

 

 

 

Pool car (Mazda) 



  

 

 

 



Appendix 5 – Websites 
 
 

  

  

 
 



 
 

 

  

 



Appendix 6 – logos 
 

     

 
  

 

 

  

  
  

 

 
  

 

 

  
  
 


