
REPORT TO: East Lothian Integration Joint Board 

MEETING DATE: 

BY: 

SUBJECT:  

Thursday 8 November 2022 

Senior Communications Adviser, ELHSCP 

Branding  

1 PURPOSE 

1.1 This report presents a new brand identity for East Lothian’s Health and 
Social Care Partnership, along with new brand guidelines for the 
organisation.  

2 RECOMMENDATIONS 

2.1 The IJB is asked to: 

i) Review the proposal for the new brand identity and guidelines.

ii) Approve and formally sign off the new brand identity and guidelines for
implementation from January 2023.

3 BACKGROUND 

3.1  A brand identity is the combination of all the elements a company creates 
and projects in order to represent an image and to entice a feeling when 
people interact. 

Essentially, a brand identity is the personality of a business and a 
promise to your customers.   

A brand identity is made up of the: 

 Values, mission and vision.

 Verbal and written messaging.

 Visual communications.

https://proofbranding.com/do-i-really-need-a-mission-statement/


 

 

A brand identity includes a logo, typography, jingles, and everything else 
visual, textual or auditoral that goes into communicating messages to 
message to intended target audiences.1 

3.2  The existing identity (below) includes multiple icons, but it is not definitively 
clear which each of them means, and as such there is room for 
misinterpretation.  Additionally, these icons do not fully represent all of the 
services that Partnership provides.   Furthermore, the current design 
doesn’t allow for any flexibility; it cannot be reshaped or redesigned easily, 
as required for different reports and publications 

  

3.3 The Communications Team has developed a new visual identity for East 
Lothian Health and Social Care Partnership with the following aims:  

 To create a fresh, modern approach to ELHSCP’s brand identity, 
reflective of the collaboration and partnership working of NHS Lothian 
and East Lothian Council.  

 To create an identity which is easily recognisable, instils confidence, 
integrity and upholds the values of the organisation.  

To provide clear and precise brand guidelines, which are easy to 
understand and applied through the organisation. 

3.4 The new brand identity logo: 

 

To date, the communication team has developed a motif, logo, colour 
palate and font suite for branded publications and internal use, and a range 
of branded templates with the new identity.     

A brand guidelines document has been developed to assist all Partnership 
colleagues in its application across a range of media. 
 

  

                                                 
1 https://proofbranding.com/what-is-brand-identity-and-why-is-it-important/ 

https://proofbranding.com/what-is-brand-identity-and-why-is-it-important/


 

 

3.5 It is intended that the roll out of the branding application will take place 
over time, as part of a phased replacement cycle.  This will avoid wastage 
and unnecessary expenditure.    
 
This means that for at least the initial 6-12 months of 2023, ELHSCP will 
operate with two logo identities until fully adopted. 
 
All digital assets and online assets will be updated within the first few 
months.   However printed branded items such as stationary, marketing 
materials, lanyards, signage etc will be replaced at the point of renewal / 
replacement.  

3.6 A coordinated identity has also been created for the IJB, to follow the same 
design as the Partnership logo:  

 

4 ENGAGEMENT  

4.1 The new brand identity has been designed in house, by the 
communications team with input and direction from East Lothian Council’s 
graphic designer. 

4.2 The branding proposal was presented at the HSCP General Managers 
Meeting on 8 November, before being circulated to the wider Service 
Management team for comment and feedback. 

The comments received were both positive and constructive.   As a result, 
minor amendments were incorporated into the design, namely: 

 The application of a softer colour palate, linked to the previous design, 
which provides consistency, continuity and a more natural progress of 
design application.  

 A reduction to the font size width within the logo, to temper its visibility 
and the application of blue tones to the lettering instead of a perceived 
stark black.   

 Adopting ‘Calibri’ as the corporate internal font, which is much more 
accessible within digital applications.  This is also the internal brand font 
of East Lothian Council.  

4.3  It is not the intention of the communications team to conduct a public-wide 
consultation on the proposed brand identity. Following approval by the IJB, 
the Communication Team will seek approval from the Chief Executive of 
both partners, East Lothian Council and NHS Lothian.   



 

 

5 POLICY IMPLICATIONS 

5.1 This will be reviewed as brand standards are fully implemented. 

 

6 INTEGRATED IMPACT ASSESSMENT 

6.1   The subject of this report does not affect the wellbeing of the community 
or have a significant impact on equality, the environment or economy 

 

7 DIRECTIONS 

7.1 The subject of this report does not directly report on a specific IJB 
Direction.  

 

8 RESOURCE IMPLICATIONS 

8.1 Financial 

The design process has been completed in house, and as such no 
additional spend has been made on behalf of the Partnership in the 
creation of this brand development. 

Costs will need to be incurred to replace the existing branding graphics, 
however as detailed above, this will be achieved on a replacement cycle. 
 
Larger items such as the decals of the Vaccination Bus will be more 
costly, however the existing branding can remain in place until such point 
that this needs to be renewed.   

8.2 Personnel 

There are no personnel implications. 

8.3 Other:  

 There are no other resource implications. 

 

9 BACKGROUND PAPERS  

9.1 None. 

 

Appendix 1 - Brand Guidelines Pitch Presentation 

Appendix 2 - Brand Guidelines document    
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Logo

East Lothian
Health & Social Care
Partnership

Restricted Space & IJB Variant

East Lothian
Health & Social Care

tnershipPar

East Lothian
Health & Social Care
Partnership

East Lothian
Health & Social Care

tnershipPar

Reversed Variants

The logo has been designed to reflect our principles by embracing 
change with best care, continuous care with best value and best health 
within our communities.

The logo also encapsulates the continued collaboration of NHS Scotland 
and East Lothian Council with the shared goal of healthier and better 
lives within its communities.

The logo is made up of two components,: the pretzel and the type 
elements. There are two versions of the logo - the master logo 
(above) and the restricted space logo (right). the combination of these 
components must never be altered in any other way.

Full colour variant is the preferred option, please see Reversed Variants 
on which logo to use when required.

Do not distort or stretch the X&Y values or recreate the logo

The logo must always be reproduced from a digital master reference. The 
logo is available in the following formats:
 
EPS/SVG - JPG - PNG

Landscape logo to be used where space is limited. Alternate colour versions available 
- email gking2@eastlothian.gov.uk.

These variants should be used on dark/coloured backgrounds or images that allow the col-
ours/shape in the motif and type elements to stand out. 

East Lothian Health & Social Care
tnershipPar

East Lothian Health & Social Care
tnershipPar

East Lothian
Integration Joint
Board

1



East Lothian
Health & Social Care
Partnership

oo

Exclusion Zone & Placement

Exclusion Zone

To safeguard the logo from any accidental clipping an exclusion zone has 
been established to help determine where the logo should be placed or 
where other elements can be placed around or beside the logo.

This is based on the width and height of the “O” (~20mm) in the type 
element of the logo. Please do not infringe on these boundaries with 
text or graphics.

The minimum size for documents should be as mentioned above and for 
pull up banners shown in the following page.

We tend to make bespoke communications for our stakeholders however 
the above sizes should be taken into consideration when producing 
material.

A4

Sizing

(~20mm)

East Lothian
Health & Social Care
Partnership

East Lothian
Health & Social Care
Partnership

42mm

A3
52mm

East Lothian
Health & Social Care

tnershipPar
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Placement

It is important to follow our guidelines on sizing, 
exclusion zone and placement to ensure continuity 
and consistency across all mediums.

The logo can be placed in any of the 4 corners in A4 
or other conventional sizes. Pull up banners should 
have the logo centered and either at the top or 
bottom of the poster.

Again, we make bespoke communications for our 
stakeholders so sizes and placements should be 
taken into consideration.

The logo can be positioned in any corner of the page.

The logo must take either the header or footer position when used for pull up 
banners.

East Lothian
Health & Social Care
Partnership

East Lothian
Health & Social Care
Partnership

East Lothian
Health & Social Care
Partnership

East Lothian
Health & Social Care
Partnership

East Lothian
Health & Social Care
Partnership

East Lothian
Health & Social Care
Partnership

A4 A4 A4

Pull up
Banner

Pull up
Banner

A4
42mm 42mm 42mm

580mm 580mm

42mm
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Typeface & Fonts

Our design typeface for professional use is Poppins.
Its softer edges makes the typeface warm, welcoming 
and modern while maintaining some sharper edges 
which reflects professionalism and innovation.

Poppins
Better Health, Better Care, Best Value 
for our Communities

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Poppins and its font family should only be used 
by individuals who are professionally producing 
materials.

Heading 1 

Poppins Bold: 33pt
Tracking: -50

Heading 2
Poppings SemiBold: 19pt
Tracking: - 50

Heading 3
Poppins SemiBold: 14pt
Tracking: -50

Body
Poppins: 10pt
Tracking: 0   
 

(Professional Use: Branding, Public Communications, Etc)
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Our design typeface is Calibri.
This typeface mirrors Poppins values while being more accessible to 
those we need it in MS Word software. The thinner form factor makes 
for easy reading in reports.

Calibri

Better Health, Better Care, Best Value 
for our Communities

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Calibri and its font family should only be used for non public facing 
presentations, reports, etc.

Heading 1 

Calibri Bold: 33pt
Tracking: 0

Heading 2
Calibri Bold: 19pt
Tracking: 0

Heading 3

Calibri Bold: 14pt
Tracking: 0

Body
Calibri: 10pt
Tracking: 0   
 

Typeface & Fonts
(Non Professional Use: Reports, Presentations,Etc)
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Colour Palette
R: 254  G: 220  B: 0

C: 2%  M: 10%  Y: 92%  K: 0%

R: 250  G: 192  B: 117
C: 0%  M: 30%  Y: 60%  K: 0%

R: 243  G: 121  B: 122
C: 10%  M: 65%  Y: 15%  K: 0%

R: 44  G: 133  B: 107
C: 79%  M: 25%  Y: 63%  K: 9%

R: 4  G: 157  B: 180
C: 78%  M: 17%  Y: 27%  K: 0%

R: 4  G: 161  B: 180
C: 78%  M: 17%  Y: 27%  K: 0%

R: 88  G: 191  B: 136
C: 64%  M: 0%  Y: 59%  K: 0%

Our colour palette is vibrant, warm and modern, reflecting 
the professionalism and care that we give to our communi-
ties that we support.

The colour palette is reminiscent of morning time, connoting 
a fresh start to a comforting world. 

Building from White
The colour palette can be used to add variety to graphics, colour code or navigate, 
minimal and deliberate usage is most effective. 
The same applies to the use of images, graphics, illustrations, etc.

White is an important part of our brand as it ensures clean and clear communication, 
while adding some colour to anchor our branding.
Use white space to highlight other elements such as 
images, graphics, quotes and allow room for elements
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