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Impact 
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	Step One – identification and scope

	1.0 The title of this assessment

Marketing Guidelines


	1.1 Date assessment completed

31/03/09


	1.2 Responsible officer

Trisha Hamilton, Senior Communications Officer, Press and Marketing, Glasgow Community and Safety Services 


	1.3 Contact details

Westergate, 11 Hope Street, Glasgow, G2 6AB. 0141 276 7400.


	1.4 This is an assessment of

        A new policy – Glasgow Community and Safety Services’ marketing  

        guidelines.


	1.5 These are the aims and objectives of the policy/function and the scope of the assessment

Glasgow Community and Safety Services serves all residents and visitors to Glasgow regardless of race, culture, faith, age, gender or sexual orientation. Our aim is to produce marketing guidelines which will ensure that employees bear in mind the responsible marketing principles of inclusivity, diversity and transparency at all times. 
The policy will consider a variety of different aspects including contrast, size of font, use of imagery, typefaces, printing formats, page layouts and readability, to ensure that our materials are easy to read and understand. The overall aim of our marketing guidelines is to ensure that our published materials are as accessible as possible to all residents and visitors to Glasgow. 

The policy will result in an internal document which will be used to advise managers on how to market their services as well as ensuring a consistent approach to all of our marketing materials.


	Step Two – research and consultation

	These are the sources of evidence used and the key facts that informed the assessment of the policy or function

          Research
Research is a fundamental part of this Equality Impact Assessment and we have looked at a variety of sources when considering the production of our marketing guidelines. There are currently no formal marketing guidelines in place and the aim of producing these guidelines is to ensure that there is no negative imagery, stereotypes or negative wording used when marketing our services. Listed below are a few of the sources we have explored and these will be taken into account when producing our marketing guidelines: 

· Current marketing literature produced by Glasgow Community and Safety Services

· Royal National Institute for the Blind clear print guidelines

· Citizens’ Panel Survey

· Office for Disability Issues (www.officefordisability.gov.uk)
· The Access Unit for Deaf and Disabled Students (www.bristol.ac.uk/depts/accessunit)

· Glasgow City Council Gender Equality Scheme
· Glasgow City Council Race Equality Scheme

· Glasgow City Council Disability Equality Scheme

· Glasgow Good Information Group: Saying it simply

· Language Matters: A guide to good practice; Glasgow City Council
          Stakeholder consultation
Based upon our research we produced a draft of our marketing guidelines and arranged a number of meetings with stakeholders to ensure we had taken into account all aspects of responsible marketing. We then took these guidelines to the Equality Networks Forum, which has representatives from each of the equality strands, where we consulted on its contents.
· Consultation with the Equality Networks Forum

· Meetings with Jane MacKenzie, Corporate Policy Officer, Glasgow City Council

· Meetings with Jean Murphy and Jim Dunsmore, Equality Officers, Glasgow Community and Safety Services
· Internal Glasgow Community and Safety Services’ equalities meetings

· Internal meetings with Glasgow Community and Safety Services’ Press and Marketing team


	Step Three – assessing the impact

	Based on your evidence, outline the positive, negative and neutral impacts the policy/function has, or may have, on the following groups:

          Black and minority ethnic
Postive

Throughout our consultation we found that our marketing guidelines could have a positive impact with this group by ensuring all of our publications display an option for the material to be requested in another language. Currently all of our marketing materials already display this option and we will ensure this continues to happen by including it in our marketing guidelines.
Also, when targeting specific BME groups, we could ensure a greater positive impact by translating the information into community languages. This can be costly and resource intensive, so could not be repeated with all of our publications, however, we will take this into account when producing our guidelines and will advise managers to consider this when marketing their services and action plans to the community.
Negative

When conducting our research we found that not all of our current marketing materials contained images which reflect the BME communities in which our services operate. Our marketing should avoid causing offence and be sensitive to different sectors of society and cultures and we will take this into account when producing our guidelines.
          Disability
Positive
By ensuring all of our publications have an option to request the document in another format, such as audio, Braille or large print, we can ensure a greater positive impact on this group. Currently all of our marketing materials display this option and we will ensure this continues by outlining it in our marketing guidelines.

Negative
While reviewing some of our existing marketing materials alongside our research we realised that not all of our marketing materials have clear contrast and font sizes can often be less than 12pt, which could make it difficult for some people to read. The size of font used in marketing materials is important to ensure our literature is easy to read and this will be addressed in our marketing guidelines.

Highly stylised fonts can also be difficult to read for those with visual impairments and should be avoided. Currently, we use simple font styles in all of our literature, however, this will be included in our marketing guidelines to ensure all of our materials can be easily read and understood.

          Gender
Neutral

Our publications are designed for all residents and visitors of Glasgow regardless of gender. However, the wording and imagery within our materials should avoid causing offence and be sensitive to different sectors of society. We will also endeavor to use positive imagery in our materials. This will be taken into account when producing our marketing guidelines.
          Lesbian/Gay/Bisexual/Transgender
Neutral
Our publications are designed for all residents and visitors of Glasgow regardless of sexual orientation. However, the wording and imagery within our materials should avoid causing offence and be sensitive to different sectors of society. We will also endeavor to use positive imagery in our materials. This will be taken into account when producing our marketing guidelines.
          Age
Neutral
Our marketing materials are designed for all age groups. We also have a specific youth brand, STUFF, which we use when marketing our youth activities to children and young adults. However, the wording and imagery within our materials should avoid causing offence and be sensitive to different sectors of society. We will also endeavor to use positive imagery in our materials. This will be taken into account when producing our marketing guidelines.
          Faith or religion

Neutral
Our marketing materials are designed for all residents and visitors of Glasgow regardless of faith or religion. However, the wording and imagery within our materials should avoid causing offence and be sensitive to different sectors of society. This will be taken into account when producing our marketing guidelines.


	Stage Four – Taking action

	Detail the actions you will take to remove or mitigate any actual or potential negative impacts identified, and to build on positive impacts.  Include timescales and responsibilities

Impact 

Action

Timescale

Publications should display an option to request the document in another language. 

This is currently displayed on our marketing materials, however, this will be included in our marketing guidelines to ensure a consistent approach.

On production of marketing guidelines on 31/03/09.
Publications should display an option to request the document in another format e.g. Braille, audio or large print.

This is currently displayed on our marketing materials, however, this will be included in our marketing guidelines to ensure a consistent approach.

On production of marketing guidelines on 31/03/09.

When targeting specific BME groups, we could ensure a greater positive impact by translating the information into community languages.
Translating information into different languages can be both resource intensive and costly, therefore we would not be able to repeat this for all of our services and action plans. However, this will be noted in our marketing guidelines to ensure managers take this into account when considering how to market their services.
On production of marketing guidelines on 31/03/09.
Not all of our current marketing materials contained images which reflect the BME population in our city.
Particular care should be taken in the selection of photographs to ensure our material reflects the cultural diversity of the society in which it appears. We will avoid stereotypes at all times. This will be included in our marketing guidelines to ensure a consistent approach to all marketing materials.
On production of marketing guidelines on 31/03/09.
Not all of our current marketing materials have clear contrast and font sizes can often be less than 12pt, which could make it difficult for some people to read. 

The size of font used in marketing materials is important to ensure our literature is easy to read and, in accordance with RNIB clear print guidelines, we would recommend a minimum font size of 12pt. This will be addressed in our marketing guidelines.
On production of marketing guidelines on 31/03/09.
Highly stylised fonts can be difficult to read for those with visual impairments and should be avoided.

Currently, we use simple font styles in all of our literature, however, this will be included in our marketing guidelines to ensure all of our materials can be easily read and understood.

On production of marketing guidelines on 31/03/09.

Our publications are designed for all residents and visitors of Glasgow regardless of gender, age, race, sexual orientation, faith or religion. However, negative wording, stereotypes or offensive imagery could have an impact on any of these groups and must be considered in our marketing guidelines.

The wording and imagery within our materials should avoid causing offence and be sensitive to different sectors of society. This will be taken into account in our marketing guidelines.
On production of marketing guidelines on 31/03/09.


	Stage Five – Feedback on proposed actions

	Detail feedback from key stakeholders on the impacts identified and the proposed action plan

GCSS Marketing Guidelines is a new document. Key stakeholders were consulted during its formation.  The actions identified reflect those discussions.
Detail changes proposed to your action plan in the light of this feedback



	Step Six – Monitoring and evaluation

	Detail the arrangements put in place to monitor and evaluate the results of action

We will continue to liaise with managers to ensure our marketing materials are proving to be effective and will implement any changes based on this feedback.

We will also monitor the number of requests we get from the public for materials to be produced in other languages or formats. We will then feed this back to managers to take into account when producing any future marketing materials.



	Step Seven – approval

	Please indicate who has approved this assessment for publication
Phil Walker, Managing Director, Glasgow Community and Safety Services





- 7 -


