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Policy Statement 

Summary This policy procedure outlines the Force corporate identity and how West 
Yorkshire Police (WYP) actively presents itself to the outside world.  It 
incorporates everything from the uniform, logo and vehicles through to how 
we behave and talk to people. 

The image people have of WYP depends on the identity we project.  In terms 
of building public confidence and trust, it’s vital we present ourselves 
consistently and to a high standard. 

The aims of this policy procedure are to explain what the Force corporate 
identity is and how and when to use it, including specifically how and when it 
should not be used. 

Scope This policy applies to all police officers and police staff. 

Principles 

General • A clear corporate identity will:
 Inspire confidence and trust with external audiences (presents a clear

picture of who and what we are); 
 Encourage our people to identify more positively with the Force (raises 

motivation, pride and sense of belonging); 
 Help influence opinion formers (a strong identity encourages support 

through thick and thin);  
 Acknowledge the vital role of service users (if they weren’t important we 

wouldn’t bother to create and uphold the right image); and 
 Help gain support from partners. 

• Districts and departments must not ‘compete’ against each other by trying
to build their own identities and separate logos.  This is not only financially
ineffective but it’s also very confusing for the public and staff.

• Using the same corporate colours and the same ‘look’ to present our
information makes it more memorable and trusted by the public.

• The role of the Corporate Communications Section is to:
 Make sure that how WYP presents itself actively shapes public opinion

and increases confidence; 
 Be the central point of corporate control which makes sure that all 

corporate messages released to the public are relevant, corporate and 
complimentary; 

 Make sure we have a full set of up to date guidelines on how to use the 
Force's corporate identity correctly; and 

 Help neighbourhood policing by developing and maintaining 
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downloadable templates and forms to help them get their information 
out to the public quickly and corporately. 

• Consideration must be given to reassuring the public and not raising the
fear of crime in any planned publicity and the style and tone of any
language used or any statistics.

• The sole aim is to reassure the public that the Force is committed to
making sure they are safer and feeling safer.

Digital Print Team 

Principles • The Chief Officer Team has delegated the responsibility for printing to
Corporate Communications Digital Print Team, with print budgets being
devolved to districts and departments.

• The Digital Print Team and Corporate Communications provides an in-
house design, printing and reprographics service which includes:
 Management, design of stock of forms; and 
 Sourcing external work, if required. 

• The team operates on a Trading Account basis and, therefore, has to
recover the cost of its outgoings through sales to the Force.

• All printing should be sourced through the Digital Print, rather than
through the use of local printing companies, to ensure best use of Force
resources.

• To make sure that the Force corporate style is maintained, all customers
must use or liaise with the dedicated in-house design service, within
Corporate Communications.

• Stock items (Force forms) should be ordered through the financial
management system and non-stock orders placed direct to the Print Unit.

• Any requirement for changes in the fleet of digital machines, across the
Force, should be directed through the Print Unit.

Use of Corporate Information 

Principles • This guide explains what corporate identity is and why it’s important.  It 
also provides full details on how to use the Force logo, how to localise 
individual districts or departments and what corporate colours to use.

• This is particularly important for external suppliers who may need to know 
how to reproduce the force logo correctly when undertaking work for 
WYP.

• One set of corporate certificates has been produced to ensure that the 
Force’s Reward and Recognition processes are fair and equal.

• Please refer to the page on Corporate Certificates for further information.
• A number of editable, corporate NPT leaflets and posters are available for 



OFFICIAL 

OFFICIAL 
Corporate Identity Guidance Page 4 of 6 

officers to use. 

External Companies/Suppliers 

Use of 
Logo/Force 
Crest 

• Official partners of the Force, such as local authorities, the NHS, can use
the Force crest for joint projects or specific initiatives in which WYP are
working jointly, e.g. domestic violence.

• Permission by external agencies to use the Force crest on any public facing
literature must be sought from Corporate Communications.

• The Force would also require a written guarantee from the organisation
stating in what context the logo would be used, i.e. exactly how and where
our logo would be used and sight of any artwork for approval and sign off.

• The Force would also require a guarantee that the use of the logo offers a
positive association for the Force and an agreement that it would not be
used for anything other than the purposes specified.

• Any product or service which WYP are not in partnership with would need
to go through a vetting process with the Forces legal department.

• The identity of the Force must not be compromised in any way and there
must never be confusion in the eyes of the public over the identity,
integrity and independence of WYP.

Sponsorship • When considering sponsorship as an option for funding a specific project
or operation, the Force must take into account any possible impact on the
Force’s reputation before agreeing a sponsorship deal.

• The benefits of many sponsorship packages will include some element of
marketing benefit to the company that provides the sponsorship. This may
come in the form of a mention of support/sponsorship in a Force issued
press release etc.

• All benefits offered to a sponsor need to be formally agreed in writing by
both parties, before the transfer of any sponsorship monies and in liaison
with the West Yorkshire for Innovation Team with the Income Generation
Team.

• A sponsor’s logo must be clearly differentiated from the Force crest on any
promotional materials or products and the sponsorship relationship stated
e.g.:
 With the support of (sponsor’s name or logo); or
 This leaflet is supported by... (sponsor ’s name or logo); or
 Operation is supported by…. (sponsor’s name or logo). 
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Product & Service Endorsement 

Principles • The Force will not provide supporting comments to a press release from a
company whose products or services the Force use.

• WYP will confirm they are working with a company if this is true but will
not recommend or endorse their products or services.

• WYP will not provide any endorsement in the form of logo use, quotes
from staff or photos in order to assist companies who have provided
sponsorship and to assist them with their own publicity.

• A statement of fact that the Force uses these products or services is
acceptable but employees of the Force must not:
 Make comments about the quality or service of external products or 

suppliers; 
 Appear on websites other than the Force's websites; and/or 
 Appear on other promotional material to comment on the quality of such 

a service or product. 

Case Studies • If WYP has bought products or services from a company then there is nothing
that can be done to prevent such a company stating this in a case study or
other publicity.

• The Force will not:
 Provide comments to promote such a product; 
 Comment on the procurement selection process; or 
 Discuss the benefits of such a product or service over another. 

• Other than official partnerships, such as local authorities, the NHS, etc. the
Force will not say they are “working in partnership” or “have teamed up
with” companies who they enter into contracts with as this could imply that
they support their products or services over another.
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Additional Information 

Further 
Information 

Further guidance in relation to this policy can be sought from: 
• Corporate Communications department
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