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1. INTRODUCTION

The Customer Access Department at the Royal Borough of Kensington and Chelsea (RBKC) would like to provide its customers with a new platform to make payments for council services.  Payment machines and kiosks are already widely used in local authorities for these purposes. Currently there are no payment machines within the Customer Service Centre (CSC) at Kensington Town Hall.

These machines will enable customers to make payments for key services without the need to visit the Cashier’s Office.  Customers will have the same payment options as they currently do at the Cashier’s Office, but will have the ability to self-serve.   

The two machines will be located within the CSC in Kensington Town Hall, Hornton Street, W8 7NX.  The current opening hours of the CSC are 08.30 to 17.00 Monday to Friday and the payment machines will be accessible during these hours.  The CSC is staffed during these hours.   

2. BACKGROUND

Currently the Cashier’s Office takes cash, card (both credit and debit card) and cheques. 

The tables below give a breakdown of the over-the-counter payment methods by amounts taken and by transaction numbers. (This is based on payments taken in the financial year 2015/16)


Table 1: Proportion of income taken by payment method (Other includes mixed payments)

	Payment Method
	Income Amount
(rounded to nearest £000)
	Percentage of income

	Cash
	£2,913,000
	9%

	Cheque
	£24,030,000
	76%

	Debit Card
	£1,210,000
	4%

	Credit Card
	£98,000
	0%

	Other
	£3,518,000
	11%

	TOTAL
	£31,769,000
	 



Table 2: Proportion of transactions by payment method (Other includes mixed payments)

	Payment Method
	Number of transactions
	Percentage of transactions

	Cash
	24,747
	41%

	Cheque
	20,125
	34%

	Debit Card
	7,474
	13%

	Credit Card
	1,924
	3%

	Other
	5,404
	9%

	TOTAL
	59,674
	 




Table 3:  Income taken by the Cashier’s Office in the financial year 2015/16 by fund type (rounded to nearest £000)  

	Fund
	Items
	Amount

	IBS Accounts Receivable
	515
	£134,000

	Home Care
	164
	£83,000

	Hall Lettings
	165
	£161,000

	National Non Domestic Rate
	2,726
	£10,999,000

	Housing Needs
	1,264
	£165,000

	Commercial Waste
	3,112
	£737,000

	Miscellaneous
	15,738
	£7,850,000

	Loans
	56
	£3,000

	Council Tax
	23,152
	£6,456,000

	Sundry Debtors
	227
	£2,842,000

	Housing Rents
	8,514
	£1,807,000

	Housing Debtors
	1
	£0

	Housing Services
	1,213
	£499,000

	Res Permits
	630
	-£27,000

	Parking Suspensions
	933
	£14,000

	Penalty Charge (KE)
	1,152
	£44,000

	Total
	59,562
	£31,768,000




3. SCOPE AND OBJECTIVES

The Royal Borough of Kensington and Chelsea is inviting tenders from suitably qualified organisations to supply two wall-mounted payment machines to be installed and operational by October 2016. The payment machines will be supplied in one of the following ways:

· lease-based option for 3 years
· lease-based option for 5 years
· procurement outright by the Council

The payment machines will be the main transactional method of payment.

The contract being awarded is for the supply, installation and maintenance of the two payment machines and provision of a fully managed solution which will include banking and stocking the machines with change and relevant consumables when appropriate.

The functional specification provides detailed requirements for the software, hardware, the implementation, and the support services to be supplied.  

Suppliers are requested to detail, with reference to the specification, how they will implement the payment machines and services required by the date specified, together with a timeline for each stage of implementation. 

Full and clear notice should also be provided of what assistance and resources the tenderer requires from the Council in order to have the service up and running by October 2016.
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4. System Specification



Key to abbreviations in the table:

	Priorities
	
	

	E
	Essential
	
	
	

	D
	Desirable
	
	
	

	
	
	
	
	



Tenderers' ability to meet the requirements listed below will be the subject of the award criteria. Tenderers’ responses to the award criteria will be marked according to the marking scheme that will be set out in the Instructions to Tenderers. In the case of the essential requirements we would want them to affirm that they can fully meet them and to provide evidence to support that claim. The desirable requirements will be the awardable elements to be scored and will be included in the technical envelope.


Please read the specification below and explain if and how you would meet the requirements.


4.1 Core Functionality

	ID
	Requirement
	Priority
	Supplier Comments, assumptions, limitations

	4.1.1
	Transactions taking in
	
	

	
	The payment machines must:

a) Be able to recognise the service for which payment is being made and validate a reference number entered by the customer against what is held on the system 
b) Read barcodes
c) Take payment in UK coins and notes (up to and including £50 notes)
d) Be fitted with a chip & PIN card reader to allow payment to be made using credit/debit cards. Please list the card types and providers that are accepted.
e) Take payment via cheques: please outline the process by which cheques are handled, accounted and receipted
f) Take payment via NFC/contactless means (including Apple Pay) up to the current capping limit, with scope to increase according to national changes in limits
g) Enable the Council to apply a surcharge based on the payment method (e.g. add 1.5% if a credit card is used)

	E
	



	
	
h) Read QR codes
i) Read magnetic strips on cards
	D
	













	4.1.2
	Transactions issuing out
	
	

	
	The payment machines must:

a) Dispense change in coins (£2 coins through to 1p coins)
b) Issue receipts for each transaction showing:
i. The date and time the payment was made
ii. The method of payment used
iii. The Council VAT number
iv. The amount paid and the value of any change given
v. Any reference number associated with payment, e.g. Council Tax account number, invoice number
vi. The payment reference number
vii. The Council logo/crest and contact details

c) Regarding printing, the payment machines must also:

i. Have a reliable and maintenance-free auto cutter to cut the receipt after printing
ii. Use paper that is non-fading and ink (if appropriate) that does not rub off when handled. Please advise if the ink is heat sensitive
iii. Ensure that all payments have a unique transaction reference retained on a transaction log or audit trail that identifies a unique customer account number or invoice number
iv. Enable staff to easily reprint receipts if required, with the word “COPY” marked on it.
	E
	



	
	d) Dispense change in notes and coins
e) Regarding printing, the payment machines must also:

i. Incorporate thermal printers
ii. Limit the amount of paper used per receipt while using a font size large enough to be clearly visible
iii. Have a large capacity receipt roll to minimise re-stocking
iv. Support stationery and consumables such as receipt rolls, envelopes, printing ink, which are widely available for purchase
v. Enable the printing of bespoke messages onto the receipts dependent on the type of account into which money is being paid

	D
	






	4.1.3
	Screens
	
	

	
	The payment machines must:

a) Have simple, touch-screen menus
b) Have easily understood, step by step, on-screen instructions
c) Have large (at least 15”) colour LCD, touch-screen displays for ease of use
d) Have touch-screen glass that is robust, hard-wearing, resistant to marking and easy to clean.

	E
	




	4.1.4
	Configuration
	
	

	
	The payment machines must:

a) Have a screen output design which adheres to the Council’s current communications standards. Attached as Appendix A
b) Provide navigation to each of the fund or payment types via a tiered structure for each of the services for which payments can be taken. (Where possible there should be no more than three tiers)
c) Allow the Council to choose and configure display options
d) Allow for the Council to request display options to be added, removed or changed during the duration of the contract
e) Refresh to the front/home screen after a period of 30 seconds of inactivity or after completion of a transaction.  
f) Prompt the customer to remove their payment card when the transaction is complete.

	E
	





	




	4.1.5
	Verification and Accessibility
	
	

	
	The payment machines must:

a) Be an in-wall/wall-mounted configuration and fit for this purpose
b) Enable sole, authorised access to the unit for money collection, maintenance etc., from behind the wall in which the unit is mounted.
c) Be replaced with updated models should hardware requirements change in accordance with note/coin changes
d) Reliably and securely validate both notes and coins using standard procedures such as identifying size, weight, presence of microdots and watermarks.
e) Be able to identify and count deposited coins and reject forged, damaged or counterfeit notes and coins and foreign currencies. The machines must make necessary checks to ensure that notes and coins are of legal British tender, e.g. check for water marks
f) Be DDA compliant. Please provide clear evidence of this. 

	E
	




	4.1.6
	Infrastructure and sustainability
	
	

	
	The payment machines must:

a) Be able to “recycle” coinage during the operational course of the day
b) Have capacity to hold
· approximately 500 notes in one cassette
· 3x individual hoppers each with capacity for approximately 300 coins
· 1x coin box with a capacity for approximately 900 coins.
c) Be configurable to account for future changes to coin and note currency; take payment in the new bank notes printed on thin, flexible plastic/polymer which will be introduced with the new £5 note in September 2016, and will be followed by the £10 and £20 notes.

	E
	







	4.1.7
	Business continuity and alerts
	
	

	
	The payment machines must:

a) Be able to store all transaction data in the event of a power failure and complete a safe shut down.
b) If the network connection is down, please outline the offline functions that will be available.
c) Enable alerts to be sent remotely when the machine is:
i. Low on change
ii. Low on receipts rolls or other stationery
iii. Faulty

	E
	




	4.1.8
	Business administration
	
	

	
	The payment machines must:

a) Enable staff to easily view recent transactions to confirm they have been processed.
b) Be able to accept payments using modulus logarithm checking processes. 
c) Be able to display an appropriate message in the event the customer presents a non-Council reference
d) Be able to update stored account and customer details on a regular basis.
e) Be able to integrate into the Council’s Income Management system, Agresso/Unit 4, as outlined in Appendix B, the Council’s Financial Integration Requirements. 
f) Be able to store/cache account and customer details, including balance information for a range of services, which it will validate against when accepting payments

	E
	



	
	g) Be able to provide on-screen balance reporting where appropriate including payment machine transaction enquiries. Please provide detail on how this is achieved
	D
	





4.2 Banking services
	
	4.2.1
	Banking services
	
	

	
	a) Banking services should be provided on behalf of the Council. This should include:
i. collection of money when machines are full
ii. replenishing of coinage
iii. replacement of any relevant consumables such as ink cartridges
b) These actions should all be prompted automatically by system alerts sent to the supplier.
c) Banking of income should be carried out at regular periods.
d) An automatic receipt must be issued each time the machine is opened for purposes of cash collection or maintenance
e) Money taken via credit/debit cards should:
i. be transferred into a Council account on a daily basis
f) Please provide details of the banking process (including any charges for collection/emptying visits) and security assurances
	E
	



	
	g) Money taken via credit/debit cards should feed into a merchant ID linked directly to a Council account 
h) A daily electronic “polling” message should be sent to provide resilience in the accounting process
	D
	



4.3 Fund types

	4.3.1
	Fund types
	
	

	
	a) The payment machines should have the functionality to take payments for a range of fund types such as, but not limited to, Council Tax, Parking charges, etc.

	E
	









4.4 Reporting

	4.4.1
	Reporting
	
	

	
	a) The payment machines must be able to generate an end of day management information report that, at a minimum, should include:
i. Total for each fund type
ii. Total for each payment method
iii. Transaction list
iv. Cash taken/change issued

	E
	



	
	b) Please detail the full range of management information reports available and any applications/software required to deliver reporting functionality
	D
	



4.5 Connectivity/Power Requirements

To enable suppliers to suitably respond to the following section it is understood that the Council will provide required connectivity and power.
	4.5.1
	Connectivity
	
	

	
	a) Existing network and server security must not be compromised by the addition of any equipment. The contractor should specify what measures are in place to ensure this.
b) Please specify if the system requires the Council to provide a separate server or servers in support of any aspect of the solution proposed (e.g. for offline running). If it does, please state the specifications recommended, your access requirements and management responsibilities.
c) Please state known network and bandwidth requirements of the proposed system (including IP addressing requirements).  Detail any recommended application prioritisation to maximise transaction speed and reliability at self-service points.

	E
	




	4.5.2
	Power
	
	

	
	a) All supplied devices must run on standard power. Please specify electrical supply requirements and output, and network connection requirements for each device to be supplied.
	E
	




4.6 Support and Maintenance

	4.6.1
	Support and Maintenance 
	
	

	
	a) The contractor must provide on-going support and maintenance of the payment machine (to include parts and labour), with faults being fixed within 8 working hours (excluding weekends and bank holidays) of them being reported. 
b) One annual preventative maintenance visit for the duration of the contract
c) The contractor must provide a staffed helpdesk to support Council officers at a minimum between the following hours, Monday to Friday, with the exclusion of public holidays:
i. Essential service: 09.00 to 17.00
d) Software and hardware support agreement should include critical updates, telephone support, remote support, transaction queries and log file analysis, between the following hours, Monday to Friday, with the exclusion of public holidays:
i. Essential service: 09.00 to 17.00
e) The contractor must undertake all software and hardware upgrades. Any upgrades should occur outside the Council’s operating hours and where this is unavoidable, with minimal disruption to the services.
f) Should a new model with additional functions become available during the contract period the Council would like to benefit from the choice of receiving the upgrade without any extra fees or charges.  
g) The contractor must offer a comprehensive and competitive Service Level Agreement offering with full details of warranties provided. Please attach SLA.
	E
	


	
	
	h) The contractor must provide a staffed helpdesk to support Council officers at a minimum between the following hours, Monday to Friday, with the exclusion of public holidays:
i. Desirable service: 08.30 to 18.00
i) Software and hardware support agreement should include critical updates, telephone support, remote support, transaction queries and log file analysis, between the following hours, Monday to Friday, with the exclusion of public holidays:
i. Desirable service: 08.30 to 18.00
j) Please state what warranty period will apply to the machines and what will be covered by the warranty and over what period of time.
	D
	



	4.6.2
	Training
	
	

	
	a) The contractor must specify the nature, duration and timing of any user training available, acceptable numbers of personnel to be trained in one session and any additional costs for further training. Details should include:
i. training levels required for different personnel (users/admin) to use the system proficiently
ii. minimum days/hours of training required per level
iii. details on training structure, approach, delivery and methodology, including an indicative timetable/schedule

	E
	




	4.6.3
	User Guidance
	
	

	
	User guidance should be provided for basic trouble-shooting and maintenance, such as the replacement of receipt rolls, machine jams and change replenishment. 

	D
	




	4.6.4
	Supplier Contract Management
	
	

	
	The contractor must:
a) provide details of how they will ensure that a high quality service is maintained and that all requirements set out in the specification will be met.
b) set out their proposals for monitoring and reporting on the quality of the services delivered, including the performance checks they will perform, their frequency and scope, and who will perform them.
c) set out their proposed contract management and supervisory systems.
d) indicate any international or British quality standards achieved or being sought.
e) set out their customer liaison arrangements, including procedures for dealing with complaints and problems and customer support arrangements.

	D
	









4.7 Implementation Phasing

	4.7.1
	Implementation
	
	

	
	The Council requires the payment machines solution to be installed and operational by October 2016. Please indicate if you can meet this deadline.

	E
	



	
	Please provide an implementation plan which demonstrates your ability to realistically meet the deadline in a thorough and credible fashion
	D
	



4.8 Security and additional software/hardware requirements

	4.8.1
	Security
	
	

	
	a) The supplier must provide and implement a fully compliant PA-DSS and PCI-DSS certified solution
b) All hardware and software provided must conform to relevant national and international legislative requirements including Disability Discrimination Act, 1995, Data Protection Act 1998, Health & Safety at Work Act 1974, Copyright, Designs & Patents Act 1988, Computer Misuse Act 1990 etc.  
c) Payment machines implementation must not affect the Council’s existing PCI compliance.
d) Card payments will be securely channelled through a dedicated connection to the payment authorisation provider.
e) Payment machines must have Chip & Pin Validation that is PCI compliant
f) Payment machines must integrate fully with the Council’s financial management system

	E
	



	
	
	
	

	
	g) Please provide evidence of any industry standards used in the installation of payment machines into the fabric of a building
	D
	




	4.8.2
	Additional software/hardware
	
	

	
	Please state what additional software and hardware the Council will be required to provide (if any). Such hardware and software will be purchased under existing contracts where possible.
	E
	



5. COMPLIANCE REQUIREMENTS 
Providers should provide a solution which is fully compatible with the following Council requirements.
Windows 7 Professional systems are currently used across the Council.  Any PC-based hardware supplied as part of the tender is expected to comprise standard components.  Any computer provided that is to be connected to a network should be capable of running anti -virus software of the Council’s choice.
The system provided should be e-GIF (V4) compliant. Where appropriate the British Standards BS7666 2.0 and BS8766 2.0 (or any European or International equivalent) must be adhered to:
Adherence to e-GIF standards and policies is mandatory in all new systems, and all systems that interface with UKOnline, the Government Gateway, Government Secure Internet (GSI) and the Knowledge Network.  Compliance with e-GIF is recommended in all public sector procurements and major upgrades to legacy systems.
BS7666 is the UK standard for defining the location of property and places. BS8766 is a draft UK standard for defining the names of people.  XML is the accepted international open standard for data exchange and is incorporated into e-GIF schemas.
RBKC ICT Infrastructure Overview: (Date: June 2016)

Authentication:
Kerberos over a Windows 2008 R2 Domain.
Servers:
Preferably: Windows Server 2012 R2
Alternatively: Windows Server 2008 R2
Servers will be virtual guests under VMware vSphere v5.1. We expect to upgrade to vSphere v6 late 2016 or early 2017.

All applications must be capable of supporting, or running under, the environments described above.
PCs both desktop and laptop:
· Windows 7 Enterprise 32-bit
· Internet Explorer v11
· Office Professional Plus 2016
· Adobe Reader XI

All applications must support all the PC-based software listed above.
Tablets:
Typically, these will be Apple iPads, but we do have some Windows tablets which run:
· Windows Enterprise 8.1 64-bit
· Internet Explorer v11
· Office Professional Plus 2016
· Adobe Reader XI
Office 365:
We are making increasing use of Microsoft’s Office 365 cloud platform. Our intranet is hosted on this and we plan to migrate all staff mailboxes to Exchange Online by December 2016. Access to the environment is by Active Directory Federation Services (ADFS).
Database:
We strongly prefer applications to use our Corporate SQL Servers (which include clusters), our current preferred version is SQL Server 2008, and we are moving to SQL Server 2012.  Though if applications require system roles (such as sysadmin) or use Ole Automation Procedures (which give enhanced access to the operating system), then special arrangements will need to be made.

We also have corporate SQL Server Reporting Services and SQL Server Analyses Services if required.
Application Installation/Distribution
Applications should be provided as Microsoft Installer (MSI) packages to enable easy installation and distribution.
Network Connectivity
All computers that are attached to our network must be maintained according to the manufacturers’ recommendations. Typically, this means that security patches must be applied as they are released and anti-virus software must be installed and kept up to date.

All computers running Windows must be joined to our domain and maintained by the RBKC ICT team. They will carry out the tasks listed in the preceding paragraph. Bespoke processes will need to be established for computers which run other operating systems. These will still need to be managed and maintained to the same standard. Unmanaged devices will not be allowed to connect to the Council’s network.


6. MANAGEMENT OF THE CONTRACT
To achieve the contract’s objectives, the Council will appoint a Project Manager to oversee
the delivery and implementation of this contract.  The Project Manager will be the point of 
contact for ensuring that this contract is delivered to the specified requirements and within timeframes agreed.  

As part of the contract monitoring process the Council will have dealings with the successful  
contractor throughout the lease period to ensure that Service Level Agreements have been 
met.  



APPENDIX A: RBKC Communications Standards

Tenderers will be asked if their solution complies with the Council’s communications standards; this is an essential requirement and failure to comply will entail disqualification.





 APPENDIX B: Financial Integration Requirements

Tenderers will be asked if their solution complies with the Council’s financial integration requirements outlined here; this is an essential requirement and failure to comply will entail disqualification.

As noted in section 4.1.8 of this document, the payment machines must be able to integrate into the Council’s Income Management system, Agresso/Unit 4, via an input file containing a minimum of the following fields:

· Pay Reference (CTax, NNDR, Rent, PCN, InvoiceNo etc)
· Date of Payment
· Line Amount
· Receipt Amount
· Methods of Payment (Cash, Cheque, Card)
· Paypoint
· Unique receipt number of the payment machine
· Receipt line number (single receipts would have one line number, but multi receipts would have more than one)
· Revenue Code

Pay Reference would be the unique reference that the customer uses to make a payment. E.g. Council Tax Number, Rent Number, PCN Number etc. If payments are being processed for non line of business systems such as Bulky Waste Collection, the Council would require a pay reference reflecting the service being paid for and an Income Manager Revenue Code.

Revenue Code would be a field that is populated by the payment machine software in association with the service for which the customer is paying.
 And 
The format of the output file should be a Windows standard CSV file. The system must be able to provide a copy of this file on a daily basis and upload it to a network location specified by the Council.

To validate the pay references Income Manager will output a daily file of references, names, addresses and balances where applicable. This data is provided in a Windows standard CSV file.
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Communications Standards


Introduction by the Leader 
of the Council
Improving the way we communicate with 
our residents – and, indeed, with each 
other - is one of the Council’s top priorities.


To do this successfully we must avoid
thinking of communications as something 
that only the Media and Communications 
Offi ce (MCO) does or as something that 
offi cers can fi t in around their day job. 
Communications must instead become 
everyone’s business and we must think of 
it as a core task.


Therefore we are setting out these 
Communications Standards. All Council 
business groups must strive to reach 
them. Part Three, Section C of the Royal 
Borough’s Constitution makes it clear 
that executive directors and directors 
are responsible for making sure our 
Communications Standards are met. 


This tighter approach of insisting that 
Council standards are met is not about 
wanting to stifl e creativity. It is about 
making sure that in an increasingly noisy 
world, our audience is still able to hear and 
understand what the Council is saying.


We have made signifi cant improvements 
in communications over the past few 
years. I hope the publication of these new 
standards will signal that we mean to go 
much further. 


We aim to be among the very best in the 
business.


Cllr. Merrick Cockell
Leader of the Council
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About these standards
These Communications Standards relate 
to all the non-verbal ways in which we, as 
a Council, communicate with the public 
we serve.


They are designed to ensure that the 
following all meet the highest possible 
standards:


• marketing material


• advertising


• events* 


• consultation*


• public relations


• media relations


• sponsorship


• letters and emails


• publications


• display materials


• websites*


• staff communications


These standards need to be followed 
whenever and however we communicate 
with residents, colleagues, visitors, 
communities, organisations and 
businesses. 


Since they apply comprehensively to all 
forms of communication, it is essential that 
offi cers involved in communications have a 
good working knowledge of them. 


The western extension of
the congestion charge (fl yer)
Corporate Services


*Separate guidelines exist for areas marked 
with an *. For further information contact 
the Media and Communications Offi ce.
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The Council has introduced a network of key communicators who act as guardians 
of the Council’s corporate identity. If you have any queries about whether or not these 
standards apply to the work you are doing, then your key communicator is the person 
to ask for advice. 


Note that key communicators’ responsibilities cover external and internal 
communications as well as KCnet, although the way business groups have divided up 
those responsibilities varies across the organisation. Key communicators have access 
to logos and templates.


While the main aim of these standards is to provide useful information designed to help 
us all to promote the work of the Council, it is important to remember that they are 
not optional. If necessary they will be enforced through the Council’s communications 
framework**, set up to improve brand discipline and raise the quality of communications 
throughout the organisation.


But fi rst…


A document as comprehensive as this one is necessarily quite large. It tackles a 
wide range of issues and we would like you to read it all. But we understand that you 
are busy, so to make it easier, here are the fi ve absolute ‘must dos’, together with 
references to the pages you need:


1. Plan ahead and think about how you will tell the world about your project    
 before you start it, not at the last minute (see page 15)


2. Make sure you brand your communication - using the Council’s corporate   
 identity as prescribed in this document (see page 15)


3. Take advice – from the MCO and your key communicator(s) – and make sure   
 you take advantage of the templates that exist to make life easier for you (see page 36)


4. Use the Public Information and Response Service (PIRS) as the starting point 
 for all design work and the Print Centre for all printing (see page 102)


5. Make sure you follow the house style (see Appendix 2)


Now read on…


** The communications framework refers to how we manage and coordinate our  
 communications: The Communications Strategy Board, The Communications  
 Improvement Group and key communicators.
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Introduction
The Council’s communications framework has been 
designed to raise the quality of communications throughout 
the organisation, as well as improving brand discipline and 
awareness of the Council’s input into life in Kensington and 
Chelsea. It has top-level support and refl ects the priority that 
the Royal Borough gives to this issue.


The key elements of the Royal Borough’s communications 
framework are the Council’s:


• key communicators


• Communications Improvement      
 Group (CIG)


• Communications Strategy 
 Board (CSB)


How we manage
communications
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The Communications Standards set out in this document 
provide a framework within which these individuals and 
groups work. They provide the basic rules that all offi cers 
are expected to follow, as well as setting out advice and 
guidance designed to help Council staff communicate 
professionally and effectively.


The standards set out in this document must be followed 
unless the CSB has agreed otherwise; this is a formal 
process that is outlined in this section.


This section also highlights the need for offi cers involved 
in large strategic programmes to plan early. The Council is 
committed to close and regular communications with the 
people of the borough and this is particularly important 
when dealing with major capital projects. Communications 
must be an integral part of what we do, not a last-minute 
‘bolt-on’.


In some cases, communications agencies can be brought in 
to assist with major projects, and this process is explained in 
this section. It also contains a reminder about the Council’s 
network of existing core publications that can be used to 
raise awareness of new and ongoing projects.


While this document is full of useful advice designed to help 
the Council lead the way in communicating with residents, it 
also contains ‘must dos’ that are not optional.


Remember:


These Communications Standards apply to everyone 
– including you


Plan your communications approach at the start of 
major projects


There are agencies already on board that could make 
your life easier


Make the most of existing Council publications to 
highlight your project







Communications Standards


Key communicators
The Council has appointed key communicators “to be 
guardians of the Council’s corporate identity, promoting 
it and ensuring its proper use, and to ensure that Council 
communications are professional at all times.” They have a 
vital role in helping colleagues to promote the work of the 
Council across the Royal Borough and beyond.


Note that key communicators’ responsibilities cover external 
and internal communications as well as KCnet, although the 
way business groups have divided up those responsibilities 
varies across the organisation. 


Every business group must have at least one key 
communicator. 


Key communicators are the business group experts and 
should be considered the fi rst point of contact for any offi cer 
who needs help or guidance.


Key communicators are familiar with the Council’s 
corporate identity, its communication channels and how 
to access them, its print and design operation, and other 
communications techniques. 


Key communicators are vital to driving up communications 
standards and ensuring the Council’s corporate identity is 
consistently applied to everything we do. They are the local 
guardians of the corporate identity and as the designated 
communications ‘expert’ in their business group they can 
provide advice and support to members of staff with a 
communications brief. 


They also work with the MCO to assist with corporate 
campaigns and help identify stories for the media. Crucially, 
key communicators are also responsible for alerting the 
MCO to serious breaches of these Communications 
Standards. In extreme cases this can result in a product 
being blocked or scrapped.


Every key communicator receives training on these 
standards and the way they operate, so they should always 
be able to provide advice and guidance to other members 
of staff.


How we manage communications  |  11







Communications Standards


Remember:


You have a key communicator within your business 
group whose job it is to help you


Your key communicator has all the logos, brand advice 
and templates you need to make your life easier


On a practical note, key communicators have access to 
logos, brand advice and templates, and will be willing and 
able to help you achieve your communications goal easily 
and quickly.


To fi nd your key communicator go to KCnet > Doing my job 
> Communications and publicity.


The Communications Improvement 
Group
The Communications Improvement Group (CIG) is made 
up of key communicators and other offi cers involved in 
communications work. It is chaired by the MCO and sets 
out to share best practice, develop common standards and 
create a cross-cutting communications network.


For further information about the work of the CIG, speak to 
your key communicator, or contact the MCO.


My mental health (leafl et)
Housing, Health and Adult Social Care
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The Communications 
Strategy Board
The Communications Strategy Board 
(CSB) is chaired by the Leader of the 
Council and includes Cabinet Members, 
the Chief Executive and senior offi cers.


As the Council’s ultimate brand guardian, 
the CSB oversees delivery of the 
Communications Strategy and monitors 
the way directorates comply with these 
Communications Standards. 


The CSB’s role is not just to oversee 
the way directorates follow the rules, 
but to champion improvements in 
communications across the Council. 
It seeks to improve the customer 
experience and ensure greater consistency 
and professionalism in all Council 
communications. 


For further information about the 
work of the CSB, speak to your key 
communicator, or contact the MCO.


Remember:


The CSB can, and will, block or 
scrap any publication that doesn’t 
abide by the rules


Council values (poster)
Corporate Services
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Remember:


In exceptional circumstances you can break the rules, 
but only if you ask the CSB fi rst and produce a strong 
business case before you start


Exceptions to these standards
While these standards are designed to be followed in all 
situations, there will inevitably be occasions when offi cers feel 
they have a good reason for creating a document or other 
communications tool that breaks one or more of the rules. 


Only the Communications Strategy Board (CSB) can give 
consent for any deviation from the brand rules set out in this 
document.


Any offi cer who wishes to produce something that does 
not meet the standards must submit a business case to 
the CSB with enough notice to allow the request to be 
considered and a decision made. 


Please note that you must make the business case and 
have the request approved in advance of beginning 
work and incurring any costs on a non-standard 
publication. Don’t forget to build the extra time needed 
into the timescale involved. For meeting dates and further 
information, contact your key communicator or the MCO.


Foster carer support (leafl et)
Family and Children’s Services


14  |  How we manage communications 







Communications Standards


The rules about the brand in partnership 
products
Where partners, contractors or voluntary organisations 
produce publicity material it must adequately refl ect the 
Council’s input. The Council insists that:


• Where the Council is contributing 51 per cent or more to  
 the budget for the subject of the communication, it must  
 comply with these Communications Standards.


• Where the Council is contributing 50 per cent or less to  
 the budget for the subject of the communication, the  
 Council’s branding should at least be featured in   
 accordance with these standards and it should be at  
 least as prominent as other featured partners’ brands.  
 Other aspects of these standards need not apply.


• Voluntary organisations often have their own brand   
 which is important to their sense of identify. The Council  
 recognises this and will allow a voluntary organisation’s  
 brand to be as prominent as the Council’s brand – even if  
 we providing over 51 per cent of the funding.


For guidance on the positioning of partnership logos in   
your publication, refer to page 57.


Plan early for major projects
The Royal Borough is a dynamic and groundbreaking 
organisation with a vast range of responsibilities and an 
expanding portfolio of projects and initiatives. Major projects 
within the borough can range from a new school, to a 
redesigned road layout or a major leisure scheme.


Such projects inevitably affect many people, and 
communicating them successfully and clearly is something 
that needs to be considered at the start of the process, not 
as a last minute ‘add-on’.


The Council requires the sponsor of every major change 
project to devise (and budget for) a communications 
plan at the start of the process that demonstrates a clear 
understanding of the message being communicated and the 
way it is to be delivered. 


Environment Day (various)
Transport, Environment 
and Leisure Services
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Ask yourself:


• Who will be affected by this project?


• What do we need to tell them?


• What positive aspects can we highlight?


• Who else has an interest in the project?


• Is there a political angle that needs to be considered?


• When do we need to start?


• Can we handle this project in-house?


• Could we learn from another council or department that  
 has already done something similar?


• What existing publications/communications mechanisms  
 or networking arrangements can we use? 


• What is the budget and who is the budget holder?


• What could go wrong and how will we deal with those  
 issues?


The answers to these questions will help you decide how 
best to provide information about your project and will 
infl uence the language, the way you communicate and the 
timeframe you choose. The MCO is available to give advice 
on the best ‘route to audience’ for any project and should 
be consulted early in the process.


Remember:


Plan early 


Ask the right questions


Use the expert help 
available


Children and Young 
People’s Plan Review (booklet)
Family and Children’s Services
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The duty to involve
From April 2009, there is a new duty on 
local authorities to involve representatives 
of local people in the way they work. 
This means services will have to think 
about the way they provide information, 
consult and engage with local people. The 
way the Royal Borough does this will be 
monitored through the Comprehensive 
Area Assessment, so it is important that 
we do it automatically and effectively. 
Services may even want to devise their 
own engagement strategy. Guidance on 
this is currently being developed.


For more information contact the 
Consultation Team.


The Council is inviting residents to have their say.  
You can do this by completing the survey on our 
website at www.rbkc.gov.uk/consultation/
general/newgovernance


The Government has introduced new legislation that will change 
the way your Council is run. Under the Local Government and 
Public Involvement in Health Act 2007 the Council must make 
changes to its decision making arrangements. 


Alternatively, you can telephone 020 7361 2262  
for a paper copy or email consult@rbkc.gov.uk 
The closing date is 6 March 2009. 


Residents Survey (Press advertisement)
Corporate Services
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Remember:


For major projects, using a Council-approved 
communications agency could be the answer – but 
you need to get CSB approval fi rst


Communications agencies
Major projects need professional support, so if you are 
involved in one – a new school or something on the scale 
of the Exhibition Road project - you might want to consider 
using one of the communications agencies the Council 
has already signed up through its system of framework 
contracts. 


You should speak to the MCO if you are thinking of going 
down this route. The complicated legal work has already 
been dealt with and the companies on the list are already 
‘up to speed’ with the Council’s style and standards, which 
will make your life much easier. 


The companies involved specialise in fi ve areas of expertise, 
which cover:


• Public affairs e.g. public relations in relation to the new  
 schools


• Lobbying e.g. the Council’s stance on the Congestion  
 Charge Zone extension


• Managing corporate identity and branding 


• Specifi c campaigns e.g. Love the streets you live in


• Event management e.g. the Exhibition Road launch


Using one of these agencies can be a simple and effective 
way to fi nd the support you need – and is the only allowable 
alternative to doing the work yourself or asking the MCO for 
support.


The MCO can put you in touch with the most appropriate 
company, but it is important to note that any decision to 
use a company under the framework agreement must be 
approved and monitored by the CSB. 
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The Council’s core publications
Your project may need a specifi c brochure, advertising 
campaign or other promotional tool to ensure it reaches the 
right audience, but don’t forget that existing publications 
can help as well.


The MCO produces a number of external and internal 
publications. Each of them has a distinct target audience 
and one or more of them will offer a great opportunity to 
publicise your work.


Departments need to make sure they are aware of the range 
of possibilities and think carefully about which would be the 
best vehicle for promoting their particular initiative. Talk to 
one of your key communicators or the MCO about which 
publication you should be taking advantage of. The MCO 
can also help by editing submitted material to make it ‘work’ 
in the various publications. 


The Royal Borough’s core publications include: the Council’s 
newspaper, Royal Borough, produced six times a year; 
RBKC Direct, which is produced four times a year and 
carries more in-depth stories about major projects; the 
online RBKC Partner Direct; and SAFE, which summarises 
news from the Community Safety Team.


For the full list of publications and the contacts to talk to, 
see Appendix 1 (page 83). In addition, there is a wealth of 
communications information available on the KCnet at doing 
my job>communications and publicity


Remember:


The communications vehicle you need may already 
exist


Ask your key communicator or the MCO for advice
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The fi ve absolute ‘must dos’
1. Plan ahead and think about how you will tell the world  
 about your project before you start it, not at the last minute


2. Make sure you brand your communication – using the  
 Council’s corporate identity as prescribed in this   
 document


3. Take advice – from the MCO and your key    
 communicator(s) – and make sure you take advantage of  
 the templates that exist to make life easier for you


4. Use the Public Information and Response Service (PIRS)  
 as the starting point for all design work and the Print   
 Centre for all printing and the Internet and Media Team  
 for websites and web domain names


5. Make sure you follow the house style


London Youth Games (T Shirt)
Family and Children’s Services
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Introduction
We want our residents to feel good about Kensington and 
Chelsea and we want visitors to compare us favourably with 
their own local authorities. We also want people to connect 
all the positive things about living in Kensington and Chelsea 
- from the local park to the nursery school and the three-
times-a-week rubbish collection – and realise they have the 
Council to thank. 


Like most organisations, we think people will be better able 
to make those links if we have a corporate identity, a brand 
that we consistently apply to everything from the humblest 
leafl et to the mightiest refuse lorry. That is why these 
standards insist that all communications about the work the 
Council does must be branded with our corporate identity.


That corporate identity, and the Royal Borough’s brand, is 
a vital part of these Communications Standards. Business 
groups and departments must ensure that all external 
materials conform to the corporate identity and refl ect the 
Council brand. 


Our corporate 
identity
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The Council logo
It is important that people are able to 
recognise the services and information that 
the Council provides. This is highlighted 
using a logo to ‘badge’ Council services. 
The logo must be included on all printed 
and electronic materials, vehicles (with a 
few exceptions) and uniforms.


It is important to help people understand 
that it is the Council as a whole that 
is providing services to them, and so 
business group and/or departmental 
names must not be used.
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The Council’s logo is its primary symbol and should be 
visible on everything that relates to the Council. The 
standard logo colour is refl ex blue, but the following options 
are acceptable:


The logo’s preferred and primary colour 
way is refl ex blue (or the CMYK equivalent) 
on a white background.


Never place the refl ex blue (or CMYK 
equivalent) primary logo on a coloured 
background.


In certain circumstances – for example, 
when used as a partner logo – it may be 
necessary to reverse the logo out of a 
darker background. Where possible, this 
background should be refl ex blue. When 
this is not possible then another equivalent 
dark colour can be used.


When printing in single colour it may be 
necessary to print the logo in black on a 
white background.


The second option if black on white is 
not possible, is to print the logo as white 
reversed out of a black background.


The logo must always have suffi cient standout to be read 
easily on the printed material concerned. Always use the 
master approved artwork to reproduce the logo.
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To ensure the integrity of the brand, it is 
important to give our logo a clear area 
around it. The clear space measurement 
helps ensure clarity by defi ning an area 
that will not be compromised by other 
elements. The clear space dimensions 
are determined by the width of the ‘ON’ 
in Kensington.


Remember:


Use the logo


Use it properly


Ask your key communicator for what 
you need
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The logo should always be legible and its size should be 
appropriate to where it is being used. The minimum size 
at which it can ever be used is 20mm. On DL or A5 the 
minimum is 26mm, and at A4 it is 36mm.


For consistency, and to make sure we consistently project a 
quality image, the logo must be reproduced correctly. Here are 
some examples of what you must NOT do.


a. Do not distort (by changing either of the dimensions   
 relative to the other)


b. Do not adapt


c. Do not change colour ways


d. Do not use on busy images


e. Do not use on dark colours (except when reversing out)


f. Do not add extra elements to the logo


g. Respect the clear space


h. Do not change the size or relationship of the type
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Always reproduce the logo from its original 
format. Do not re-scan the logo from 
printed matter or other fl at copies. Further 
information and examples are on the 
KCnet at >Doing my job>communications 
and publicity


Key communicators have access to all 
versions of the logo and all the templates 
that offi cers will need to produce material 
that conforms to the corporate identity.


The Council logo used on websites is 
landscape in design and features the Council 
crest on the left. For more information 
contact the Internet and Media Team.
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The Mayoral crest
The Royal Borough of Kensington and 
Chelsea Mayoral crest should be used 
only for purposes directly related to the 
Mayoralty. This includes activities relating 
to the Mayor’s role in representing the 
Council, events set up by the Mayor’s 
offi ce or endorsed by it, and resources 
used by the Mayor. It can also be used 
on letterheads for Cabinet Members and 
Councillors.


The Mayoral crest must not be used for 
Council activities as a substitute for the 
Council logo.
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Sub-brands
Departments and business groups must 
under no circumstances introduce new 
sub-brands. Examples of permitted 
sub-brands are:


• Opera Holland Park


• KCcentral


• Kensington and Chelsea ‘In Bloom’


Under no circumstances should any new 
sub-brand be added without the approval 
of the CSB. The CSB will only consider 
requests for exemption from the brand 
rules that are supported by a genuine 
business case. For advice on how to make 
a case, contact your key communicator, or 
the MCO.


Whenever materials are produced using 
a sub brand logo the Royal Borough logo 
must appear alongside it on the same 
page or poster.


Remember:


Only the CSB can approve a new 
sub-brand
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Straplines
There has been a tendency in recent years for organisations 
and council departments (not just in Kensington and 
Chelsea) to devise straplines that seek to ‘explain’ a brand, 
or provide further information about an organisation’s aims. 
The danger is that these become so over-used that they 
lose any real meaning.


The Council has four agreed straplines that are important to 
life in the Royal Borough, refl ect our ambitions and drive the 
work we do. They are:


• Better city life


• Here to help


• Love the streets you live in


• It takes all of us


If you are including one of these straplines (or any others 
given approval through the process below) on your 
publication, it should appear on the front page in refl ex blue 
(or when this is not possible, black). It should be positioned 
on the bottom left hand side immediately above the website 
address. For templates showing how you should position a 
strapline, refer to pages 40 to 49.


Currently only the four straplines above can be used 
on publications produced by the Council and anyone 
considering using them must fi rst seek the approval of 
the departments and business groups involved in those 
campaigns.


No other strapline should be used without prior approval. 
As with other requests for exemptions from the brand rules, 
anyone seeking to use an alternative strapline must make a 
strong business case to the CSB. For advice on how to do 
this, contact your key communicator, or the MCO.


Remember:


Only use the approved straplines


If you want to use something else you need to make 
your case to the CSB


Be a Councillor campaign 
(various)
Corporate Services
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Quoting the Leader and 
Cabinet Members
It is important to remember that 
Councillors make decisions and should be 
quoted in public-facing documents, press 
releases or other material. Offi cers should 
under no circumstances sign-off forewords 
in public documents; nor should their 
photographs be included.


When including a foreword or introduction 
from the Leader of the Council in a 
document, avoid using a ‘Dear Reader’ 
style. Simply use an introductory block 
of text accompanied by an approved 
photograph of the Leader and his 
signature.


Where a public-facing document includes 
a foreword, it must come from the relevant 
Cabinet Member, who must be asked to 
approve it even if an offi cer has written it. 
Introductions that are not ‘signed’ by a 
particular person still need to be approved 
by the relevant Councillor(s).


Forewords to internal communications 
documents can come from directors or 
service managers where appropriate.
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When writing about the Leader of the 
Council, refer to: 


• The Leader of the Council


• Councillor Merrick Cockell, the Leader   
 of the Council


• The Leader of the Council, Councillor   
 Merrick Cockell


DO NOT write:


• Head of the Council


• In charge of the Council


• The Council Leader


… or any other variation.


When referring to Members of the 
Council’s Cabinet, use their portfolio 
title, e.g. Councillor John Smith, Cabinet 
Member for Service Improvement.


Remember:


Do not attribute forewords in public-
facing documents to Council offi cers


Councillors make decisions and are 
the only Council representatives that 
should be quoted


Refer to Councillors correctly and 
use their proper titles


Our corporate identity  |  31







Communications Standards


The Council’s colour palette
The colours below are the only ones 
allowed in Council publications. They 
should be used for headlines, sub-heads, 
background tints, charts, illustrations and 
colour tints over photographs.


Only use a maximum of three colours in 
any one publication, as too many colours 
on one piece can look confusing. When 
applying text on a coloured background, 
ensure that there is high contrast between 
the text and the background for readability.


All the colours can be used as tints.


Remember:


The colours we use are as much  
part of our corporate identity as the 
design templates


Refl ex Blue (Logo colour)
C=100  M=89


Y=0  K=0
R=0 G=35 B=149


002395
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Warm Grey 10C
C=24  M=34
Y=35  K=63


R=118 G=106 B=98
766A62


7535
C=10  M=11
Y=21  K=19


R=190 G=185 B=166
BEB9A6


3255
C=50  M=0
Y=26  K=0


R=58 G=214 B=197
3AD6C5


292
C=59  M=11


Y=0  K=0
R=99 G=177 B=235


A0CFEB


7446
C=52  M=44


Y=0  K=0
R=143 G=141 B=203


8F8DCB


376
C=59  M=0
Y=100  K=0


R=122 G=184 B=0
7AB800


390
C=31  M=0
Y=100  K=3


R=182 G=191 B=0
B6BF00


7502
C=6  M=14
Y=35  K=7


R=211 G=191 B=150
D3BF96


Rubine Red
C=0  M=100
Y=18  K=3


R=202 G=0 B=93
CA005D


221
C=9  M=100
Y=24  K=38


R=145 G=0 B=75
91004B


151
C=0  M=64
Y=100  K=0


R=255 G=121 B=0
FF7900


129
C=0  M=11
Y=73  K=0


R=243 G=207 B=69
F3CF45


The Council’s colour palette
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Fonts and font size
Only three fonts can be used in Council publications. These 
are Arial, Helvetica Neue and Verdana. 


Note that only Helvetica Neue can be used in documents 
produced externally by professional design companies. 


Text must be at least 12 point in size, in line with the Royal 
National Institute for the Blind guidelines. In exceptional (and 
approved) circumstances, ten point may be used.


Please make sure you consider the tone of your message 
when choosing an appropriate typeface. For example, 
Helvetica Rounded is a fun and friendly typeface that should be 
used only when your communication requires a sociable tone. 


Helvetica Neue


This design font must be used in all professionally printed 
external communications. This font is very similar to Arial 
(see below), but is the version that most professional 
design companies will be familiar with. Helvetica Neue 
has a wide range of font weights to suit various types of 
communication. You can choose from the options on the 
following page when using this font.


Arial


Arial is the alternative to Helvetica Neue and can be 
used for internal Council communications and word-
processed documents, but not for professionally printed 
communications (see Helvetica Neue above).


Verdana


Only committee reports should be produced in Verdana.


Remember:


Choosing the font for a publication that is being 
produced externally by professional design companies 
is easy – you can only use Helvetica Neue


Arial is the alternative for internal Council 
communications and word-processed documents that 
are being produced in-house 


Verdana is reserved exclusively for committee reports


Sunbeam Gardens 
Consultation Day (poster)
Transport, Environment and 
Leisure Services
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Helvetica Thin 35 - Headlines and titles/sub-headings


ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz


Helvetica Thin 35 - Headlines and titles/sub-headings and body copy


ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz


Helvetica Roman 55 - Body copy


ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz


Helvetica Bold 75 - Headlines and titles/sub-headings


ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz


Helvetica Heavy Condensed 87 - Headlines and titles/sub-headings


ABCDEFGHIJKLMNOPQRSTUVWXYZ


abcdefghijklmnopqrstuvwxyz


Helvetica Rounded Bold - Headlines and titles/sub-headings


ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz


Arial - Headlines, titles/sub-headings and body copy


ABCDEFGHIJKLMNOPQRSTUVWXYZ


abcdefghijklmnopqrstuvwxyz


Arial Bold - Headlines and titles/sub-headings


ABCDEFGHIJKLMNOPQRSTUVWXYZ


abcdefghijklmnopqrstuvwxyz


Arial Heavy - Signage and posters


ABCDEFGHIJKLMNOPQRSTUVWXYZ


abcdefghijklmnopqrstuvwxyz
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Print templates 
The following templates have been 
developed to provide a cohesive look and 
feel for Council publications. While they are 
deliberately rigid in order to reinforce the 
Council’s brand, they do allow for creativity 
in the way the designer chooses to use 
photographs or illustrations within the 
space left for the message itself. 


The blue tinted areas shown on the 
templates indicate where imagery or 
colour can be placed.


The headline type sizes allow for fl exibility 
according to the length of the title or 
message.


There are areas for the date and strapline 
to be added if required. 


The logo is always placed in the bottom 
right hand side of the document front 
cover.


In Bloom portfolio (booklet)
Transport, Environment and Leisure Services
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Title goes here 22-28pt 
Sub-title, if required, goes here 14-18pt 


Date top right/left


16mm8mm


8mm 


16mm 


192mm 


110mm


130mm


140mm


202mm


8mm16mm


www.rbkc.gov.uk (12pt) 


Strapline goes here (12pt) 


A5 leafl et template 1
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Title goes here 22-28pt 
Sub-title, if required, goes here 14-18pt 


Title option here dependent
on image/colour  


Sub-title, if required, sits below 14-18pt  


8mm 16mm


8mm 


16mm


48mm


68mm


110mm


140mm


160mm


170mm


202mm 


16mm 8mm 


192mm 


www.rbkc.gov.uk (12pt) 


Strapline goes here (12pt) 


Date top right/left


A5 leafl et template 2
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8mm 


20mm


120mm


194mm


202mm


8mm             52mm            8mm              52mm                 22mm  8mm


10pt body copy dolores et 


quidu sa et wirit dilus foma 


et quidis. Lorem ipsem set 


doloresse telitis emit quid et 


letus wid lorem set is. 


Upit delores set denit quid 
litem. Dolores et quid. 
Dolores et quidu sa et wirit 
dilus fomattis et.


Lorem ipsem set dolores se 
telit isemit quid et. Upit 
delores set denit quid litem. 
Dolores et quid. Dolores et 
quidu sa et wirit dilus 
fomattis et. 


Lorem ipsem set dolores se 
telit isemit quid et. Upit 
delores set denit quid litem. 
Dolores et quid. Dolores et 
quidu sa et wirit dilus 
fomattis et. 


Lorem ipsem set dolores se 
telit isemit quid et. Upit 
delores set denit quid litem. 
Dolores et quid. Dolores et 
quidu sa et wirit dilus 
fomattis et. 


Email: lorum.ipsum@rbkc.gov.uk


A5 leafl et template - back cover
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Date top right/left


Title goes here 22-28pt 
Sub-title, if required, goes here 14-18pt 


8mm 16mm


8mm 


16mm 


80mm


100mm


110mm


140.5mm


16mm 8mm 


130.5mm 


www.rbkc.gov.uk (12pt) 


Strapline goes here (12pt) 


A5 leafl et template - landscape


Communications Standards
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Title goes here
22-28pt  
Sub-title if, required, goes
here 14-18pt  


 


8mm 


16mm


110mm


125mm


145mm


202mm


16mm 8mm 8mm 16mm


192mm 


Date top right/left


www.rbkc.gov.uk (12pt) 


Strapline goes here (12pt) 


DL leafl et template 1


Communications Standards
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Title goes here
22-28pt  
Sub-title, if required, goes
here 14-18pt 


 


 


Date top right/left


Body copy here starting on the
125mm line. Copy size is 12-14pt.  


 


8mm 


16mm


48mm


68mm


110mm


125mm


202mm


16mm 8mm 8mm 16mm


192mm 


www.rbkc.gov.uk (12pt) 


Strapline goes here (12pt) 


DL leafl et template 2


This template allows for extra languages to be added.
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Title goes here
22-28pt  
Sub-title, if required, goes
here 14-18pt 


 


Date top right/left


 


8mm 


16mm


48mm


68mm


110mm


140mm


202mm


16mm 8mm 8mm 16mm


192mm 


www.rbkc.gov.uk (12pt) 


Strapline goes here (12pt) 


DL leafl et template 3
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Title goes here 30-42pt 
Sub-title, if required, goes here 18-26pt 


11mm 


22mm


150mm


175mm


190mm


286mm


22mm 11mm 11mm 22mm


276mm 


Date top right/left


www.rbkc.gov.uk (14pt) 


Strapline goes here (14pt) 


A4 leafl et template 1
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Title goes here 30-42pt 
Sub-title, if required,  goes here 18-26pt  


 
Title option here dependent
on image/colour 30-42pt
Sub-title, if required, goes here 18-26pt 


11mm 


22mm


80mm


110mm


150mm


195mm


220mm


235mm


286mm  


22mm 11mm 11mm 22mm


276mm 


Date top right/left


www.rbkc.gov.uk (14pt)


Strapline goes here (14pt) 


A4 leafl et template 2
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Title goes here 32-40pt 
Sub-title, if required, goes here 18-26pt 


11mm 


22mm


110mm


135mm


150mm


199mm


22mm 11mm 11mm 22mm


189mm 


Date top right/left


www.rbkc.gov.uk (14pt) 


Strapline goes here (14pt) 


A4 leafl et template - landscape
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Title sits in this section  


  


 


Sub-title sits beneath title 


Line to introduce phone number


0800 888 5555


11mm 


98mm


122mm


230mm


290mm


305mm


323mm


409mm


11mm 22mm 22mm 11mm


Copy lines can sit below the 230mm line. The body copy should be 12-18pt.
The length of copy will determine how far up the page the body copy should begin.
Please allow enough space between areas of information.


399mm 


www.rbkc.gov.uk (18pt) 


Strapline goes here (18pt) 


A3 poster template 1 - with partners’ logos


An example of a text heavy poster and where to place partner logos.
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Design fl exibility 1


How a single leafl et can be given different treatments
in the ‘Safeguarding Children’ publication.
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Design fl exibility 2


How a single leafl et can be given different treatments
in the ‘Environment matters’ publication.
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Recruitment advertising example


Remember:


These templates are not just guidelines; they 
must be used every time 
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Templates for PowerPoint 
presentations
The Council has an approved template 
for PowerPoint presentations, which must 
be used for all presentations to external 
audiences, to ensure a consistent ‘look’. 
You are encouraged to use the same 
template for internal audiences too.
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Templates for business 
stationery
The Council has approved business cards, 
compliments slips, letterheads and fax and 
memo templates which must be used.


The Town Hall
Hornton Street
London W8 7NX


Tel: 020 7361 XXXX
Mob: 07796 XXXXX
Fax: 020 7937 XXXX
Email: X.X@rbkc.gov.uk
Web: www.rbkc.gov.uk


A N Other 
xxxxxxxxxxxxxxxxxxxx
xxxxxxxxxx


Business card


Compliments slips
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A4 template - letterhead
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A4 template - fax cover sheet
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A4 template - memo
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Templates for signage
The following templates have been 
designed for signage. Signs should have a 
blue background with white writing. Only 
the Council should be mentioned, not 
business groups or departments.


Remember:


No business group names should 
appear on signage
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Remember:


You must work with your business 
group contracts specialist to ensure 
that your vehicles have the correct 
livery


Vehicle livery
The livery of the Council’s vehicle fl eet is a 
very visible manifestation of the Council’s 
brand and an excellent opportunity to 
remind people of the Council’s presence in 
everyday life. With only a few exceptions, 
all vehicles used to deliver Council services 
must be branded with the Council’s livery. 


This is a very complex area and the 
Council’s contracts specialists are working 
to establish a consistent approach to 
vehicle livery across the Council’s fl eet. 


For further information about vehicle livery, 
contact the MCO. They will be able to put 
you in contact with the contracts team 
representative for your business group.
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Using images of Royal 
Borough Councillors
Only use offi cially approved pictures of 
the Leader of the Council and Cabinet 
Members. MCO can supply approved 
photographs or clarify whether or not 
pictures are approved. 


Do not attempt to re-crop or retouch any 
of the approved images without the prior 
consent of the MCO.


Remember:


Ask the MCO if you need a 
photograph of a Councillor


Captions 
When using photographic images in 
literature and newsletters, only add a 
caption if it helps to get the message 
across or explain the picture.


When captioning use either Helvetica 
Roman or Arial at a minimum of 10pt (12pt 
is often preferable where space allows). 
Where possible place the caption below the 
image, ranged left as per the example here.


Remember:


If a caption doesn’t add to the 
reader’s understanding, delete it


A Library to Inspire
campaign (various)
Family and Children’s Services


Caption for the image
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Introduction
The Council wants an up-to-date suite of corporate literature 
that gives our customers information, conforms to the Royal 
Borough’s standards, and is professional and accessible. 
Equally, we want enough leafl ets to meet demand but we 
don’t want thousands left over.


Our ambition is to be able to offer reception managers and 
customers a database of pdf-based publications that they 
can access and print when they need them. This will mean 
that we will be able to print copies locally, on request rather 
than reprinting them in large batches and stockpiling them in 
precious offi ce space.


We are not there yet, but by sticking to the agreed 
procedure for designing and printing publications set out 
here, we will be well on our way.


Producing 
documents 
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Getting your document designed and 
printed
Design and print can be a minefi eld for the uninitiated and is 
fertile ground for expensive mistakes. The choices are many 
and the decisions are best left to the experts. 


That is why we now have a dedicated design resource in the 
Public Information and Response Service (PIRS). PIRS has 
in-house design capacity, as well as a network of external 
designers who are fully briefed on these standards. They 
work across all Council departments and will generally 
be the most cost-effective means of producing your 
publication.


The Council’s Print Centre works with PIRS to manage the 
fi nal production of your publication. They will ensure that you 
get the best price for your job. 


The Council’s rules insist that, save for a small number of 
MCO projects, all design must begin with PIRS and printing 
must be commissioned by the Print Centre.


Think about the environmental impact of your publication 
and use recycled paper whenever possible, but be aware 
that there are different kinds of recycled paper. Any cost 
difference is generally fairly small. Also be careful about how 
many copies you order, as recycling half your print run will 
have more of a negative impact on the environment than all 
the good done by using recycled paper.


Equality Impact Assessment (booklet)
Corporate Services
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All business groups must follow the system below whenever 
they commission printed material.


• Follow the brand rules and standards set out in this
 document, remembering to use your key communicator  
 or the MCO for advice and guidance.


• Use one of the approved templates included in this   
 document as the basis for your design. This will ensure a
  strong family resemblance and that all Council   
 publications are recognisably ‘Royal Borough’.


• Use PIRS as the fi rst point of contact for any design   
 work. PIRS has in-house design capacity, as well as   
 a network of external designers who are fully briefed on  
 these standards.


• Only commission printing via the Council’s Print Centre.  
 This will ensure that details of your publication are stored  
 on the Council’s publications database, including a PDF
 copy of it and the name of the offi cer who can be   
 contacted about the work.


• Be prepared to carry out an annual stock-take of
 publications, reviewing the freshness and accuracy of all  
 products, establishing past demand and refl ecting this in  
 future planning.


Remember:


Use PIRS, the Print Centre and the MCO


Use recycled paper if and when you can


Elder Abuse Awareness Day 
(fl yer)
Housing, Health and Adult 
Social Care
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Finding your image
There are three main ways to source photography or 
illustrations. You can:


• Use an existing image


• Commission a new image


• Take a photograph yourself


Using an existing image


Using an existing photograph or illustration is clearly cheaper 
than commissioning something new. Although there are 
alternatives, your fi rst port of call should be the MCO, which 
has around 1,500 images covering the full range of Council 
services in both digital and hard copy. You can borrow an 
MCO image for free, although there is a charge of £100 for 
every hard copy not returned. 


Sometimes individual departments have a stock of images, 
but be careful what you are offered. Check where the image 
has come from, make sure the department has permission 
to use it and remember that pictures downloaded from 
the internet, as well as usually being poor quality, are NOT 
automatically copyright-free.


PIRS has a store of images and illustrations that can also be 
used for a minimal charge. All images have the appropriate 
permission. The team can also source imagery from 
approved on-line image sites, although there is a cost.


Internet image libraries can be useful, but the cost, quality 
and usage restrictions can catch the unwary, and in general 
it is better to use a specialist site rather than a more general 
public resource. If in doubt, seek advice fi rst; the MCO, 
PIRS and the Internet and Media Team maintain lists of 
useful sites that can be used for sourcing images and 
should be consulted as part of the design process.


Staff Awards (various)
Corporate Services
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Is the image still suitable?


When using an existing image, think about 
whether or not it has been used before, 
how often and where. The best images 
sometimes appear too many times, 
weakening their impact. 


You should also make sure it is still current. 
Using an image that includes a shop that 
closed down three years ago will date your 
publication and cause people to wonder if 
the facts are equally out of date. 


Age is particularly important when using 
pictures of people. Using a photograph 
of a smiling centenarian to illustrate a 
publication about care for the elderly is a 
great idea, but please check that he or she 
is still alive.


Checking the age of a picture is also 
important when it comes to permission, 
since image consent generally lasts for up 
to two years (unless otherwise stated). If in 
doubt, make the phone call and check the 
person in the picture is still happy to be 
featured (most will be).


Commissioning a new image


Photography may not be as scary a 
minefi eld as printing, but there is still 
scope to make expensive mistakes over 
such things as copyright and usage 
permissions. As always, the fi rst port of 
call should be the MCO, which has a list 
of recommended photographers and can 
advise on the best option according to the 
type of image you need and the size of 
your budget.


PIRS also has a number of freelance 
photographers who can be commissioned 
to produce bespoke imagery for your 
publication.


Goals 2 Achievement (various)
Family and Children’s Services


Drug and Alcohol Action Team 
Directory (credit card foldout)
Housing, Health and Adult Social Care
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Taking a photograph yourself


Despite what people seem to think, 
it is not a matter of simply buying a 
digital camera and pointing it vaguely in 
the right direction. Photography takes 
training, commitment, technical skill 
and a good measure of artistic ability. If 
you or a member of your team has that 
combination of skills then carry on; if not, 
leave it to the experts unless you really are 
on a low budget. 


Most modern digital cameras will produce 
images that are of a high enough 
resolution to allow them to be used – but 
that doesn’t mean the photograph will 
be suitable. Treat photography like any 
other profession and enlist the help of a 
professional. If you must take a picture 
yourself, please ensure that you: 


• make it interesting


• fi ll the frame


• set the camera to its highest    
 resolution 


• use a fi ll-in fl ash (preferably    
 bounced off the ceiling to avoid 
 ‘red eye’)


Remember:


Check what already exists before   
commissioning new photography


Use internet image libraries with care


Photography is a profession, so use 
a professional if you can afford to


Headteachers’ Performance
Management (booklet)
Family and Children’s Services
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Using images of children and young 
people
The issue of consent has risen to the top of the agenda 
in recent years, particularly when it comes to images of 
children and young people.


While in reality there is no legislation that bans photographs 
of children, in practice there are occasions when it 
could cause a serious problem. Councils, including the 
Royal Borough, generally err on the side of caution and 
use a system of consent forms to make sure that such 
photographs are only used with permission. While this 
makes life more diffi cult, it is a reality of the modern world 
and a situation we have to deal with.


Obtaining consent


A generic consent form is available from the Royal Borough’s 
Data Protection Team. This should be used at all times when 
taking photographs of children. Contact details for the Data 
Protection Team can be found on page 102. 


If you want to use a photograph of anyone aged 18 or under, 
you must seek written consent from a parent or guardian and 
then keep it safely. You will be asked to show the consent 
to ISD if you are posting your publication on the Internet or 
KCnet.


Note that crowd shots should be used with care, but are 
not subject to the same restrictions as photographs of 
individuals. Be particularly careful about using a crowd shot 
to illustrate a negative subject such as antisocial behaviour, 
especially if it is possible to identify individuals clearly.


Make sure that the person being asked for their consent 
knows where you are from, what the picture will be used for 
and whether they will be named. It is also worth asking them 
if they are prepared for the picture to be used at a later date. 
This can be useful, as a picture of a young person playing 
football to illustrate a story about a particular tournament 
might prove useful in a future feature about sport in general 
(but only if you have permission to use it in that way).


In general, re-use pictures of young people with care and 
never assume that there is still consent, even if you can fi nd 
the original form. It’s always worth a quick phone call fi rst.


Producing documents  |  65







Communications Standards


Identifying individuals in your image


If it is clear what school (or out of school organisation) a 
young person attends, then don’t name them. Alternatively, 
if you need to use their name then don’t say what school or 
organisation they go to. This is not just political correctness, 
it avoids estranged parents being able to track down 
children or young people to whom they may have been 
denied access for a very good reason.


Please don’t try to avoid the rules by taking and using 
photographs of the backs of people’s heads, as it simply 
doesn’t work. Above all, don’t let the rules get in the way 
of including pictures of people, young and old, as these 
emphasise the human nature of what the Council does and 
it really is worth the effort. Images from a photo library can 
be useful in some situations but should not be used just to 
avoid the permissions issue.


It is generally good practice to seek consent before using 
photographs of people over 18 as well as those who are 
younger.


Buildings and structures


There is no legal restriction on photographing a building 
from the road, but be careful about upsetting someone 
unnecessarily by including a photograph of their home. 
If there is a particular reason for using the shot, then the 
simplest solution is to explain what you are doing and ask 
for their permission.


Remember:


Use a consent form – and fi le it somewhere safe


Don’t be frightened to use photographs of children 
– just use them carefully


Voluntary Sector
Commissioning Pack
Family and Children’s Services
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Copyright
The question of copyright is another area 
that has become prominent in recent 
years, although the issue can be largely 
avoided if you produce your publication 
using the MCO or PIRS.


The old perception – that if you 
commissioned the job then you held the 
copyright – can no longer be relied upon. 
You must instead make sure that the 
question of copyright is spelled out, dealt 
with and documented in writing. 


When commissioning a piece of artwork or 
asking a photographer to take a picture, 
make sure it is clear who will own the 
copyright. In general it is better to obtain 
the copyright at the time, as it means 
you can use the picture as often as you 
like without additional cost, though the 
photographer or artist may increase the 
initial price to cover this future use. If in 
doubt, talk to the Data Protection Team.


Also make sure that any copyright lasts as 
long as you need it to. Some websites will 
only grant a licence for a specifi c length of 
time, and if your publication is likely to be 
around for longer, you could end up with a 
problem.


Remember:


Make copyright part of the initial 
negotiation


Summer Uni Student Pack 
(various)
Family and Children’s Services
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Using images
Pictures play a vital role in supporting the message you 
are putting across, as well as making the document look 
better and easier to read, so choose your photographs 
or illustrations with care. Make sure they are an integral, 
thought-through part of your publication, not a last-minute 
add-on.


Choosing your image: the basics


Try to make sure your photographs all come from the same 
source. Mixing up professional transparencies with one or 
two digital shots taken on the offi ce camera will result in a 
publication that looks inconsistent and ‘cobbled together’.
Mixing black and white with colour photographs can also 
result in your publication looking amateurish.


In general, do not use clip art, as it does not refl ect the 
high quality services offered by the Council and can leave a 
publication looking unprofessional.


If you are using a number of images of people, try to refl ect 
the diversity of the borough and include people of different 
ages and ethnic backgrounds. You will fi nd it virtually 
impossible to cover the borough’s diverse population in one 
shot without the picture looking very contrived, so try to get 
the message across throughout the publication as a whole 
– or use more abstract design and illustration methods to 
make the point.


Arts Service Training Programme (Postcard)
Transport, Environment and Leisure Services
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Negative or contentious issues


Publications about potentially negative 
issues (graffi ti, for instance) pose a 
particular problem when it comes to 
photography, as the Council aims to put 
across a positive image. In this particular 
case, it would be better to show an 
area that had recently been cleaned and 
highlight the positive angle rather than the 
negative.


Similarly, if your publication deals with 
a contentious topic - such as antisocial 
behaviour - make sure you do not use a 
photograph that identifi es an individual 
(unless you have their permission to do 
so). The law of libel applies to pictures as 
well as to words.


Remember:


Images are important so take time to 
get them right


Do not use clip art


Refl ect the borough’s diverse cultures 
when you can
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Making your document accessible 
to everyone
Making information accessible does not just give you 
a wider audience and a warm glow. The Disability 
Discrimination Act 1995 imposes a legal obligation on us 
all to make “reasonable adjustments” to ensure people can 
access services – and that includes making sure they can 
read about them. 


The Council is committed to delivering “fair, accessible and 
relevant services, which recognise the different communities 
in the borough.” That means making sure that your 
publication treats everyone equally, including those that have 
poor or no vision and those for whom English is not their 
fi rst language.


The Council’s policy on translation and 
interpretation


Adopted in December 2008, the Council’s Translation and 
Interpretation (T and I) Policy provides a common set of 
guidelines to staff on what translation and interpretation 
services are available and when they should be used. 


Paragraph 3.13 states that ‘The Council will publicise the 
availability of T and I services in its publications and public 
facing service areas in English and in the six most prevalent 
community languages in the Royal Borough (currently 
Arabic, Spanish, Portuguese, French, Farsi and Somali). The 
list of the six most prevalent languages will be reviewed at 
least every three years by the Corporate Equalities Offi cer.’


Because we want our customers to know that this service 
is available, documents with more than fi ve pages must 
contain the following statement on the back page:


‘Information from this document can be made available in 
alternative formats and in different languages. If you require 
further assistance please use the contact details below.’


This statement must be produced in English and in the six 
most prevalent community languages in the Royal Borough, 
in accordance with our T and I policy.


Your Home Your future 
campaign (various)
Housing, Health and Adult 
Social Care
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For leafl ets of four pages or fewer and A5 
leafl ets and DL leafl ets use the following 
statement.


‘Information from this document can be 
made available in alternative formats and 
in different languages. If you require further 
assistance please use the contact details 
below.’


Note that although the Council’s policy 
is to provide alternative versions of 
documents on request, there is no 
requirement to produce material in 
different languages or formats until 
someone asks for it. Bear in mind that 
it may not be necessary to translate 
the entire document. Paragraph 3.12 of 
the policy suggests translating the part 
of a publication of specifi c interest to a 
customer, rather than the full document.


The Council’s Translation and Interpretation 
Service (page 102) is available to guide you 
through responding to all T and I requests.


The Translation and Interpretation Service 
can also provide advice on converting 
documents into alternative formats such 
as large print, audio, email, video or 
pictorial English, as well as Braille and the 
90-plus languages spoken in the borough.


General advice about making your 
publication accessible


The advice that documents should always 
be designed with the audience in mind is 
particularly true of information aimed at 
people such as the elderly, where a larger 
proportion than normal can be expected 
to have poor eyesight.


Arts in the Royal Borough (booklet)
Transport Environment and Leisure Services
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The Royal National Institute for the Blind 
(RNIB) publishes advice on the best way of 
making sure everyone can read publications. 
Their website (www.rnib.org.uk) includes 
advice on how to make sure that the colours 
used and, importantly, the contrast between 
the text and the page allows the type to 
stand out clearly. Black against white is best, 
and white type should only be used against 
a strong background colour. Avoid setting 
text over images if you can.


As a general rule, documents should 
not be produced in type smaller than 
12 point. CAPITAL LETTERS are harder 
to read for everyone, let alone those 
with sight problems, and should not 
be used for anything more than a few 
words. Remember that Royal Borough 
publications should only use the fonts 
specifi ed in Chapter 21 (page 34).


Justifi ed text is generally felt to be harder 
to read because it looks ‘slabby’ and gloss 
paper should be avoided when printing 
because the glare from the page makes it 
diffi cult to read.


Remember:


Think about your audience and make 
sure your publication is suitable for it


All documents and leafl ets must 
include an accessibility statement


Contact the Council’s Translation 
and Interpretation Service for further 
advice


London Youth Games Roadshow 2009 
(various)
Family and Children’s Services
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A note about distribution
If you do decide to produce a printed 
leafl et, think carefully about how you plan 
to distribute it. There are cupboards and 
shelves in council offi ces across the land 
full of beautifully designed and printed 
leafl ets that nobody knows what to do 
with, so try not to waste money by printing 
too many. 


At the same time, ordering too few copies 
of a publication can also prove to be an 
expensive mistake, as reprinting later costs 
a lot more than increasing the print run at 
the time. There is no simple answer, but 
think carefully and do your homework.


While thinking about numbers, also think 
about the kind of paper that will be best 
for the job. Remember that glare from 
gloss paper can make it diffi cult to read 
and ensure you use recycled paper 
whenever possible.


Remember:


Think carefully about how you will 
distribute your document


Headstart campaign (various)
Corporate Services
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Introduction
This section describes some alternative ways of getting your 
message across, including reaching your internal audiences.


Remember that you should start with the problem, not the 
solution. Don’t assume that you need a leafl et every time 
you have a message to put across. Instead, talk to the 
MCO about the message you are trying to convey and the 
audience you are trying to reach. Don’t say: ‘I need you to 
help me produce a leafl et’, say: ‘I want to get this message 
to this audience – how do you suggest I go about it?’


Be aware there have been a number of instances of teams 
being contacted by bogus external companies offering 
pages in magazines or websites as a way of promoting 
Council services. The sales staff can be very persuasive and 
persistent and may even claim to be recommended by other 
offi cers or teams. You are advised to check with your key 
communicator or the MCO before agreeing to spend your 
budget on these products.
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Other types of media
Communicating with the public depends 
on recognising your audience and then 
giving that audience the right message. 
While printed material remains vital to most 
campaigns, and the internet is the medium 
of choice for many, there are alternatives.


Radio advertising – useful for short-
term campaigns, raising awareness 
of issues affecting those who may be 
visually impaired, or to back a print-based 
campaign. Much cheaper than television 
advertising, but can still be comparatively 
expensive, and the match between the 
audience and the message is critical. 
Running a campaign aimed at pensioners 
on a music radio station that is targeted 
at a youth audience is a way of wasting 
money.


Posters – again, useful for short-term 
campaigns, raising awareness of a specifi c 
event, or as part of an ongoing campaign. 
They can be very effective in a busy area, 
but check you have somewhere to put 
them before commissioning the print. 


Press releases – useful as a back 
up, but can’t be relied on because 
newspapers may choose not to print 
your story. If you do use this medium, 
remember that all Royal Borough releases 
must go through the MCO, which is 
staffed by specialist offi cers who deal with 
the media every day and understand the 
way it works. It is equally important 
that individuals within other business 
groups do not comment publicly 
on press stories or agree to be 
interviewed.


ADYP Fun Day (poster)
Family and Children’s Services
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Press advertising – can be effective, but is not a 
panacea for getting your message across. Ensure that your 
chosen publication will reach the people you need to get to.


Magazine advertising – expensive, but can be effective 
if well chosen. Magazines have a reasonable shelf life 
and are targeted towards a certain audience; if that’s the 
audience you want to reach then it could work.


Inserts in newspapers – can be useful in certain 
circumstances, but be careful about the image you are 
trying to project and remember that people can be irritated 
by ‘junk mail’.


TV advertising – expensive and in most cases of limited 
value for a local campaign, but can be an effective tool if 
the budget is there. Be aware of expanding community 
broadcasting and webcasting opportunities.


Remember:


Start by thinking about your message and your 
audience, not with the assumption that you ‘need a 
leafl et’


Be wary of cold-callers who try to sell you space in 
publications. The offer (and the publication) may not be 
as genuine as it fi rst appears


Summer in the Borough (booklet)
Family and Children’s Services
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Online communications via 
www.rbkc.gov.uk 
One thing that is critical to good communications is to ensure 
that we make the most of the potential offered by the internet 
by ensuring that the web address - www.rbkc.gov.uk - is 
included on every publication. It should be positioned on the 
bottom left hand side of the front page. For templates showing 
how you should position the website address contact the 
Internet and Media Team.


Our website is one of the Council’s most important voices and 
is likely to become our main communications tool in the not-
too-distant future. While it is not always the most appropriate 
vehicle for communicating the Council’s messages, and while it 
is vital that we remember that it does not suit all our customers, 
it is undoubtedly increasingly important.


It follows that, to an increasing extent, the credibility and 
reputation of the Council rests on the professionalism of our 
website. How easily visitors can fi nd their way round the site is 
an IT question; how accurate and up-to-date they fi nd it is an 
issue for the entire Council.


Individual business groups are responsible for the information 
on the site and those business groups must keep their 
information up-to-date. All web editors must undergo in-house 
training and have the time and skills to make sure material 
is accurate and respects the house style. Any new websites 
and all new web domain names must be co-ordinated by the 
Internet and Media Team.


Web2 technology, with networking sites such as YouTube, 
fl ickr, twitter and Facebook, generates new opportunities for the 
Council to interact with its audiences. We need to be disciplined 
about our use of these sites and uphold the Council’s reputation. 
You must get clearance from the MCO before you publish 
anything on networking sites in the Council’s name.


Contact your key communicator, Internet Team or the MCO for  
advice on the options available. See Appendix 1 for a list of the 
various printed and online publications that the Council already 
produces and that could work well for your publication.


Remember:


The internet is an instant communications tool, which 
means it needs to be kept up-to-date


Make sure the web address is included on every 
publication
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Communicating by email
Email has, in a relatively short space of time, gone from 
being a novelty to being the most common form of written 
communication for most of us. In any working day many of 
us will receive dozens, if not scores, of emails.


Like all useful tools, email comes with a bit of a health 
warning and is most effective when used within certain 
rules. These rules not only make life easier for everyone 
but can also prevent legal issues, particularly in relation to 
external messages.


It is a fact of life that most of us complain about getting 
too many emails – and an equal fact of life that we also 
contribute to that glut by sending mail to people who really 
don’t need to know. Think about who needs to be cc’d in 
to your latest draft and avoid the temptation to ‘cover your 
back’ by sending it to everyone.


Also, be careful about ‘blind copying’ people in to emails, 
particularly when being rude to someone else. There are 
occasions when this can go horribly wrong when someone 
decides to ‘reply all’. And check the email trail before 
forwarding to someone halfway through the conversation. 
It wouldn’t be the fi rst time that the recipient of the latest 
message reads down to fi nd that they are the subject of 
abuse at the very bottom of the pile, in a message you had 
long since forgotten about. With that in mind, remember 
that the laws of libel apply to emails; if you wouldn’t write it 
down then don’t put it in an email.


Freedom of Information (FoI) requests are becoming more 
and more of an issue for local councils, particularly press 
offi ces. The recent trend to request ‘all emails and other 
correspondence relating to…’ can cause particular problems. 
It is all too easy to fi re off a quick email to a colleague asking 
for information on a certain issue ‘because that absolute pain 
is on my case again’ and embarrassing if you later have to 
produce the email in response to an FoI request.


Home start (leafl et)
Housing, Health and Adult 
Social Care
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The quick and easy nature of emails, as opposed to old-
fashioned memos or carefully drafted letters, makes it easy 
to offend. They are notorious for not giving any clue as to 
the ‘tone’ of the correspondence and can often be read the 
wrong way. And remember that apart from being diffi cult to 
read, CAPITAL LETTERS are interpreted as SHOUTING in 
email speak.


The speed and simplicity of email makes it all too easy 
to write in sloppy, non-standard English, so avoid the 
temptation to be too casual. Check what you have written 
before clicking on ‘send’ and be particularly careful when 
corresponding with residents. 


While most people begin internal emails with ‘Hi’, Royal 
Borough style when dealing with the public is to use ‘Dear 
Mr Bloggs’ and sign off with ‘Kind regards’ or ‘Yours 
sincerely’. Written correspondence from the public should 
always be replied to by letter; only use email when replying 
to a message sent in the same way.


When an email contains important, legal or contractual 
information, make sure you print a copy and fi le it in the 
normal way. 


Please don’t sign-off emails in pink fl owery script or similar. 
Just stick to Verdana or Arial as the alternatives are diffi cult 
to read and very irritating. Don’t use unnecessary graphics 
either, as they take up valuable memory, achieve nothing 
and are often stripped out by the recipient’s anti-virus 
software anyway.


All external emails should be signed-off in the following way:


Offi cer name/Title/Department details as appropriate
The Royal Borough of Kensington and Chelsea
The Town Hall, Hornton Street, London W8 7NX


Tel: 020 7361 1234 | Mob: 07875 123456
Email: xxxxxxxx@rbkc.gov.uk | Website: www.rbkc.gov.uk


Remember:


Only copy emails to people who need to read them


Follow normal standards of good English, especially 
when sending external emails


Use the approved sign-off


Your voice counts 
(Press advertisement)
Corporate Services


Other types of communication  |  79







Communications Standards


Internal communications
There are many ways to communicate with other offi cers 
within the Council. You may want to tell them about an 
event, a new initiative or just something that you think is 
interesting, such as Walk to Work Week.


Staff are bombarded with messages every day, so make 
sure your message is relevant to the people who will receive 
it. Not everybody in the Council will want to know that a 
kitchen is going to be closed for refurbishment when it will 
only affect the people working close by. 


Key communicators again play a vital part in ensuring the 
Council benefi ts from strong internal communications. 
Working alongside the key communicators, the MCO now 
has an Internal Communications Offi cer and the Council has 
a lively and well-managed intranet site and a staff magazine.


Use the list of options below to help you decide how best to 
reach your target audience.


KCnet (borough-wide and business group)


This includes:


• News stories – changed daily and good for advertising  
 events or competitions


• Weekly polls


• Booth of Truth and Day in the Life


These can be used to highlight things that affect the vast 
majority of offi cers working in the Council. News stories 
are short and usually link to further information on KCnet. 
Competitions are a good way to engage staff. 


More localised information should be placed on your own 
business group’s KCnet site. The site manager’s name is on 
the front page of each site.


Audit Commission (poster)
Corporate Services
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Mailshots


Mailshots can be sent out to all staff or to specifi c groups 
of staff, such as those in a business group or a building. Be 
aware that many people complain that they get too many 
mailshots and automatically delete them. 


The text should be kept short and, if possible, linked to 
further information on KCnet or the Internet. If a reminder is 
needed, then use a news story on KCnet to highlight your 
event on the day or week itself or when a closing date is 
nearing.


Posters


In Kensington Town Hall staff posters are placed in toilets, 
kitchens, corridor noticeboards and in the lifts. They are 
changed every three to four weeks. Other sites have similar 
areas.


Posters for an event should be removed immediately after it 
has happened to ensure that the notice boards do not look 
out-of-date. All posters need to meet the Communications 
Standards.


Staff Room and departmental newsletters


Staff Room is the Council’s quarterly staff magazine which 
is distributed to all staff (except schools).


Some business groups also have their own newsletters. 
These can be used for more detailed information about a 
project, campaign or event. Case studies also work very well 
for newsletters. 


For further information about internal communications 
contact the MCO.


Remember:


Talk to the MCO about what options are available for 
internal communications


Supporting People Strategy 
(poster)
Housing, Health and Adult 
Social Care
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Corporate events
Events are an important part of the communications mix. 
The MCO can:


• manage major events for you


• provide advice to event managers


• provide support with developing event materials


It is important to stress within this document that any offi cer 
who is thinking of organising a major event should contact 
the MCO in the fi rst instance. Offi cers within the MCO will 
help you to focus on issues such as the aims of the event, 
how you will be able to measure the benefi ts of it and the 
risks involved.


The MCO also has contacts with catering, audio visual, 
entertainment and security companies, and can help 
with drafting speeches, organising invitations and other 
communications relating to an event.


The Council’s framework contract with communications 
agencies means it already has experienced professionals 
that it can call on for event management. For major projects 
it is likely that one of these agencies will be best placed to 
organise any related event and you are strongly advised 
to talk to the MCO about how the framework contract 
operates. Be aware though, that this kind of help can be 
costly.


Remember that publicity and marketing material relating to 
a Royal Borough event, whether organised internally or by a 
third party, needs to comply with these standards.


Remember:


If you are thinking of staging an event there is 
experienced help on offer - so take it


Walk to School Week 
(poster)
Transport, Environment and 
Leisure Services
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Royal Borough core 
publications
The MCO produces a number of external 
and internal publications that can be used 
to promote the work of departments 
throughout the Council.


Remember that each of these publications 
has a distinct target audience. While some 
are very tightly focused, it is useful to know 
what the Council produces as it is possible 
that your information could be included or 
referenced.


Talk to your key communicator or the 
MCO about which of the publications is 
most relevant to your target audience. The 
MCO can, in most cases, edit submitted 
material. 


For further information on any of the 
following publications, contact the MCO.


Royal Borough


The Council’s newspaper, produced six 
times a year, is one of the main tools for 
communicating with residents. It updates 
the public on news and issues involving 
the Council and provides information on 
services in an accessible and interesting 
way.


Royal Borough is delivered to every home 
and all businesses in the borough – 
85,000 addresses – and is also available in 
libraries and public buildings.
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RBKC Direct


Four times a year the MCO produces a publication called 
RBKC Direct. Each edition contains four in-depth stories 
about major projects the Council is involved with.


Around 1,000 copies are produced and sent to a select 
number of stakeholders, including people who are interested 
in Council business at an ‘in-depth’ level. The tone of the 
publication is informative and it promotes ‘open dialogue’ by 
inviting comments from readers about the stories published. 


RBKC Partner Direct


Produced twice a year, Partner Direct is an online publication 
that provides readers with a summary of some of the issues 
the Council is supporting or promoting. It is sent to around 
1,000 organisations who take an active interest in Council 
business.


SAFE


Safe summarises news from the Community Safety Team 
and joint work between the Council, the Police and other 
agencies to reduce crime and antisocial behaviour. The 
newsletter is delivered to around 1,800 people, as well as 
being placed in libraries and police stations. 


Community Safety Monthly Briefi ng


This is an interactive email briefi ng sent to around 350 
people directly involved in community safety. Originally 
intended for an internal/partners audience, it is now also 
sent to Neighbourhood Watch coordinators and residents’ 
associations. 


Making the Most of the Royal Borough


This publication is a guide to the borough’s attractions aimed 
at visitors and residents alike. Staff are issued with copies and 
it is also available in libraries and public buildings. 
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Getting to Know Your Council


This publication details who our Councillors 
are, their contact details, which ward they 
represent and their political affi liation. 


A to Z of Council Services


This is an essential guide for both 
members of the public and Council 
offi cers. It gives basic information and 
contact details about all the services 
provided by the Royal Borough, but 
depends on the cooperation of offi cers 
across the Council. Please help the MCO 
by responding quickly to requests for 
updated information and make sure that 
you provide full and accurate details.


www.rbkc.gov.uk 


An increasingly vital communications tool. 
The website is a comprehensive, well-
designed resource that provides people 
around the world with information about 
what the Royal Borough does. 
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House style
All organisations have a ‘style guide’, not to tell people how 
to write but in order to achieve consistency of approach. It 
is not wrong, for example, to write December 25th instead 
of 25 December, but it is an area where consistency is 
important. 


It is to make sure that different authors within any large 
organisation write things in a consistent way that ‘house 
styles’ have evolved. The Royal Borough has decided 
certain rules will be followed, particularly where there are 
alternatives. 


The Royal Borough’s style guide is set out here and should 
be followed at all times, even if you don’t agree with it. It’s 
not necessarily the only right way; it’s just the way we do 
things around here.


Appendix 3 gives useful guidance on some grammatical 
points that may help people to avoid some of the more 
common written mistakes in English. 


Abbreviations


• Except when using common abbreviations e.g. BBC   
 and RSPCA, spell out the name of the organisation   
 when it fi rst occurs and put the abbreviation after it   
 in brackets e.g. the Royal Society for the Prevention   
 of Accidents (RoSPA).


• On subsequent mentions, just use the abbreviation.


• Do not put dots or spaces between the letters.


• Do not use full stops after Mr Mrs Ms Dr am pm or
 hrs, but do use one after Rev. The rule is that if the   
 abbreviation includes the fi rst and last letter of the   
 word it does not take a full stop, so as Rev. is short   
 for Reverend then it does.
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Addresses


• Write addresses like this: 
 185 Kensington High Street, London W8 7NX


• Note that there is no comma after the number of the   
 house or between the city and postcode and no full stop  
 at the end.


Ages


• Separate age from name with a comma and do not use  
 brackets e.g. Harry Jones, 45.


American English versus UK English


• Avoid American English spellings e.g. use adviser not  
 advisor, minimise not minimize.


• Check that the ‘dictionary language’ in your Word   
 spellchecker is set on ‘English (UK)’ not ‘English (US)’.


Ampersands


• Avoid using an ampersand (&) instead of writing ‘and’,
 except where referring to Marks & Spencer or other   
 companies that use the sign as part of their registered  
 trade name.


• Never use an ampersand when writing the Royal Borough
 of Kensington and Chelsea - except on street signs and  
 refuse bins.


Antisocial


This is one word, despite the fact that it would logically 
turn ASBOs into ABOs. We have antisocial behaviour in 
the Royal Borough (but not much) rather than anti-social 
behaviour.
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At expressed as @


Avoid any temptation to substitute @ for ‘at’, except in an 
email address.


Book/fi lm titles


• Use italics and initial capitals for signifi cant words but no  
 quotation marks e.g. The Seven Pillars of Wisdom.


• Save “double quotation marks” for direct quotes and   
 ‘single quotes’ for emphasis or words used out of context.


Bullet points


Bullet points can be very useful in breaking up long lists of
text, but make sure that if they follow on from an 
introductory line of text, each bullet point refers back to the 
same introductory line.


This example shows:


• how it should be done


• how effective it can be


• when to use the technique


• but it also shows how it can all break down in this   
 fi nal example.


(Make sure you don’t end up with a sentence that reads: 
‘This example shows but it also shows how it can all break 
down in this fi nal example.’)


• Don’t use a semi-colon or a full stop at the end of short  
 bullet points in a list (as in the example above) but do use  
 one at the end of a bullet pointed sentence such as this.


• Bullet points do not need capital letters at the start   
 unless the bullet point forms a complete sentence   
 by itself.


Communications Standards
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Capital letters in general


• Use sparingly and only for proper nouns. If in doubt,   
 leave it lower case.


• Don’t fall into the habit of capitalising Important   
 Words. If you walk into the town centre, leave it   
 lower case; if you go to Brixton Town Centre, then   
 that’s different. 


Capitals in Council 


• The word Council takes a capital ‘C’ when used in the  
 context of Kensington and Chelsea, even when not   
 prefi xed by the words Kensington and Chelsea. 


• All other councils take a lower case ‘c’ even when   
 prefi xed by the name of the council e.g. ‘Smalltown   
 council has decided...’. 


• It is also Royal Borough style to capitalise ‘Councillors’  
 (abbreviated to ‘Cllrs’, without a full stop).


• Note also that while it is right to capitalise ‘the Royal   
 Borough’, when referring simply to ‘the borough’ it should  
 remain lower case.


Capitals in job titles, offi cers and teams


• When referring to a specifi c job title, offi cer, or team   
 name, use capitals e.g. the Head of Planning, the   
 Planning Offi cer, the Planning Team.


• When referring to a non-specifi c offi cer, or team name,  
 use lower case e.g. a head of planning, a planning offi cer,  
 a planning team.


Capitals in departments and business groups 


• When giving the full title of a department or business   
 group use capitals e.g. the Transport, Environment and  
 Leisure Services Business Group.


• When referring just to ‘the department’ or ‘the unit’ use  
 lower case.
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Capitals in committee 


• When giving the full title of a committee, use capitals e.g.
 the Personnel Committee or the Housing Sub-  
 Committee.


• When referring just to ‘the committee’ use lower case.


Capitals in adjectives derived from proper names


• In general, use capitals for adjectives derived from proper  
 names e.g. American, English.


• But note exceptions e.g. brussels sprouts, wellington  
 boots, french window and pasteurise.


Capitals in Government, acts and papers 


• Use capital letters for ‘Her Majesty’s Government’, and  
 ‘the Government’ but lower case for ‘local government’.  
 Also use lower case when talking about ‘a government  
 initiative’, ‘government funding’ or other non-specifi c  
 uses of the word.


• Use lower case in general references to ‘acts of   
 Parliament’ and ‘white papers’ unless you are referring to  
 a specifi c act or paper e.g. the Finance Act passed by  
 the Government or the White Paper Choice and Diversity.


• When referring to a specifi c act, when you fi rst write it  
 include the year. 


• e.g. the Disability Discrimination Act 1995.


Capitals in months, days of the week, special 
days and seasons


Use capitals for months, days of the week and special days, 
but not for seasons e.g. Remembrance Sunday falls in the 
autumn month of November.


Capitals in titles


Titles preceding names are always capitalised e.g. Canon 
Jones, Nurse Cavell.
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Collective nouns


• These must be followed by a singular verb e.g. the   
 Council is, the committee is, the Government is, the   
 public is. 


• In the context of Kensington and Chelsea there   
 is only one Council, so it is nonsense to write: ‘The   
 Council are…’


Congestion Charge Zone and congestion 
charging


Congestion Charge Zone is capitalised but congestion 
charge and congestion charging are not.


Council’s name


• Use ‘the Council’, ‘Kensington and Chelsea’, ‘the   
 Royal Borough of Kensington and Chelsea’ or ‘the   
 Royal Borough’. 


• Never refer to ‘the London Borough of Kensington   
 and Chelsea’ or ‘Kensington and Chelsea Borough   
 Council’.


Council tax


The Royal Borough’s style is to refer to council tax in lower 
case.


Dates


• Use the format ‘25 December 2009’. No ths, sts or nds.


• In tables or when referring to a fi nancial year, use   
 the last two digits and a dash rather than a forward   
 slash e.g. 2006-07 not 2006-7 or 2006/07.


• In all other cases, give dates in full e.g. from 1960 to   
 1969. 


• Note that ‘to’ should be spelled out, not substituted   
 by ‘-‘.


• Spell out periods such as ‘the twenties’.
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e.g. 


Whether you use ‘e.g.’ (with dots) or ‘for example’, make 
sure you are consistent throughout the document.


Email 


• Use email (or Email) not e-mail or E-mail. 


etc.


The object of your publication is to give people information, 
not leave them guessing, so do not use ‘etc’ at the end of a 
list as it implies that the reader knows what follows.


Exclamation marks!


Exclamation marks should be used sparingly and with great 
care.


Figures


• Spell out the numbers one to ten but use fi gures for 11  
 and upwards. 


• If you are starting a sentence with a number you must  
 spell it out, even if it is higher than ten e.g. Eight hundred  
 and fi fty people attended a gala concert last night.


• Spell out fi rst to tenth and use fi gures for 11th onwards  
 but note the exception for decades and centuries e.g. the  
 twentieth century, the fi fties.


Fractions


• Where a number is followed by a fraction or a  decimal  
 place, use fi gures e.g. 20.5 and 16½. 


• Include a zero with a decimal value below 1 e.g. 0.75  
 rather than .75.


Locations


• Earl’s Court has an apostrophe; so does King’s Road.


• It is Kensington High Street, not High Street Kensington,  
 unless referring to the Tube station.
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Member


Avoid using ‘Member’ as an alternative to Councillor. Only 
use it for Cabinet Members.


Million


• Million is abbreviated with a lower case ‘m’ in headlines  
 or titles.


• Elsewhere, spell it out e.g. £20 million.


• Where amounts in millions of pounds are mentioned   
 many times, as in fi nancial reports, using a lower case ‘m’  
 as an abbreviation is acceptable.


• The same rule applies as for other abbreviations; the fi rst  
 time it is used the word must be spelled out in full, with  
 the letter ‘m’ in brackets after.


Money


Don’t include double zeros. £15.00 is just £15.


Online


Use online not on-line, but note that when it is not being 
used as an adjective it remains two words e.g. The man 
went on line to pay his council tax.


Points of the compass


• When abbreviated, use capitals and do not put a space  
 between the letters e.g. NE, NNE and SW.


• Use full stops for single letters, but not for multiple letters  
 e.g. NE London and N. Korea.


• When referring to a specifi c part of the country, county or
 town, use capitals e.g. the North (of England), North   
 London. 


• Use lower case in general references e.g. travelling south,  
 an east wind. 


Police


Metropolitan Police is capitalised but ‘the police’ is not.
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Percentages


Do not use the % symbol except in tables. When reporting 
percentages in text, spell out ‘per cent’ rather than using the 
symbol. 


Quotation marks


• Use “double quotation marks” only when referring   
 to direct speech. Use ‘single quotation marks’ when 
 words are being used ‘out of context’ and use   
 italics for book and fi lm titles, awards and similar.


• If a quotation encloses another quotation then use
  single quote marks for the second, nested    
 quotation e.g. The Mayor said: “When I fi rst entered   
 local government, my next door neighbour said to   
 me: ‘you must be mad’, but I persevered and now I   
 am really important in this town.”


• If a quotation runs to several paragraphs, quotation   
 marks should be re-opened at the beginning of each  
 paragraph but only closed at the end of the whole   
 quotation.


• Use a colon before opening quotes. End your sentence
 with a full stop - inside the quotation marks if it is part of
  the quote, or outside if it is not e.g. The chairman   
 said: “absolutely appalling”. (the full stop ends the   
 whole sentence) or The chairman said: “I am absolutely  
 appalled.” (the full stop ends the quotation).


Spelled/spelt


Spelled is preferable to spelt; dreamed is better than 
dreamt.


Telephone numbers 


• For landlines write 020 (or other area code as    
 appropriate) then 7361 3000 and for mobiles write   
 07875 123456. 


• Do not use dashes or brackets.
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Text message speech


Do not use txt msg speech.


Time 


• Use am and pm with fi gures e.g. 1pm (not 1.00pm or one  
 pm) and 10.30am.


• Do not write ‘10.30am this morning’.


• Use noon and midnight rather than fret about the   
 12am/pm conundrum.


• Don’t write ‘between 9am to 2pm’; it’s either ‘from 9am  
 to 2pm’ or ‘between 9am and 2pm’.


• Don’t include double zeros e.g. 3.00pm is unnecessary,  
 it’s just 3pm.


Tube and Underground stations


Royal Borough style is to use a capital ‘T’ for Tube and a 
capital ‘U’ for Underground.


Weights and measures 


• Use the whole word when you are using the    
 measurement in a general way e.g. ‘They registered   
 the weight in kilograms’. 


• When referring to a specifi c measurement,    
 abbreviate to kg or g, lb or oz. 


• For measures refer to cm or m, ft or ins. 


• Note that the plural is omitted in the abbreviations   
 e.g. 3.9kg not 3.9kgs.


Well-being


Is hyphenated, at least in the Royal Borough.


While or whilst


They both mean the same thing but ‘while’ is less archaic 
and better in modern, user-friendly English.
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Communication Standards


Common pitfalls and how to avoid them


Affect/effect


• To affect is to bring about a change e.g. ‘These   
 Communications Standards are designed to affect   
 the way you produce corporate literature’.


• Effect is what can be seen as a result of something   
 e.g. Let’s hope the standards have an effect.


• You can, though, effect (make) a change, which is   
 different from affecting a change (which would be   
 to make a difference to a planned change).


Apostrophes


• Misplacing apostrophes is one of the most common   
 mistakes in written English and refl ects badly on the   
 organisation. 


• Remember that there is no apostrophe in ‘its’ when   
 it denotes possession e.g. ‘The dog chased its tail’.   
 ‘It’s’ is short for ‘it is’.


• In other cases when the apostrophe is used to   
 denote possession (the boy’s book) it goes before   
 the ‘s’ when the thing belongs to one person (the boy). 
 It goes after the ‘s’ when it belongs to more than one  
 person (the girls’ sweets) more than one girl has sweets.  
 The boy’s sweets would be his and his alone.


• When nothing is being possessed then there is no   
 need for an apostrophe. ‘Carrot’s for sale’ is    
 incorrect, as is ‘pensioner’s’ and any other case   
 where the person involved is not in possession of   
 anything.


• If the noun is already a plural, such as ‘women’ or   
 ‘children’ then the apostrophe goes in front of the ‘s’  
 e.g. ‘The children’s toys’ are the toys of the children. An  
 apostrophe after the ‘s’ would turn it into ‘The toys of the  
 childrens’.


• Do not put an apostrophe in years e.g. ‘Back in the   
 1960s’. 
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• When referring to ages it is normally better to spell   
 the word out e.g. ‘A man in his sixties’.


• The other use for apostrophes is to show that   
 letters have been left out of a word that has been   
 contracted from two words, like ‘can’t’ which is   
 a contraction of ‘can not’. Such words should be   
 used sparingly in good English.


• You no longer need to use an apostrophe for words   
 like cello (originally ‘cello because it is short for   
 violincello), bus (from omnibus) or piano    
 (fortepiano), as these have now become words in   
 their own right.


Appraise/apprise


• Appraise means to assess the quality or worth of   
 something e.g. ‘She appraised their work’.


• Apprise means to inform e.g. ‘He apprised me of the  
 details’.


Around/round


• Around describes a movement or a route e.g. ‘He   
 walked around the block’.


• Round is a shape. A circle is round.


• Avoid using ‘around’ when you really mean ‘about’   
 e.g. ‘This year’s attendance was about (not around)   
 fi ve per cent higher than last year’s’.
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Brackets, dashes and commas


• Use a comma, dash or bracket to introduce a piece of  
 subsidiary text.


• Make sure that if you have one dash – like the one   
 inserted around this clause here – you have another   
 one before the main sentence continues on its way. 


• Check that if you took the bit in the middle out, the   
 sentence would still make sense.


• The same rule applies when commas, those little   
 curly things either side of this clause, are used to
 indicate parenthesis and with brackets, which   
 (unlike commas) come only in pairs.


• Never go into parenthesis (the bit in the middle   
 of an otherwise complete sentence that indicates a   
 subsidiary thought) with a dash and come out with   
 a comma.


• You can, though, have a single dash at the end of   
 a sentence to add impact to a fi nal thought – just   
 like this.


Compared with or compared to


• Whether you use compared with or compared to   
 depends on how you are comparing the two things.


• If you are highlighting a similarity then use compared   
 to e.g. The youngster’s ball skills can be compared to  
 Beckham’s.


• If you are highlighting a difference then use compared  
 with e.g. Lunch was superb compared with that rubbish  
 we had the other day.


• If in doubt then check out the master and remember   
 Shakespeare’s famous “Shall I compare thee to a   
 summer’s day?”. He is pointing out that the object of his  
 affections is as lovely as a summer’s day, not suggesting  
 that she is cold and wet!
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Compliment and Complement


• To compliment something is to praise it e.g. ‘It is a   
 good report’.


• To complement something means to complete it, or   
 to go well with it e.g. ‘The dressing complements   
 the salad’ or ‘This report complements the fi nancial   
 tables previously circulated’. 


Due to/owing to


It’s usually best to avoid ‘due to’ and use ‘as a result of’ or 
‘owing to’ instead.


Due to the fact that


This should be avoided, due to the fact that it just means ‘as 
a result of’ or ‘because’. Also avoid using ‘the reason why’ 
when a simple ‘why’ will do.


Hyphens


• In general a hyphen joins two or more words    
 together to clarify their meaning or create a    
 different meeting, usually an adjective, for example   
 ‘good-looking’.


• Note that the two words above are only hyphenated   
 when they make an adjective. ‘The man was smartly 
 dressed’ does not need a hyphen, but ‘he was a   
 smartly-dressed man’ does. Similarly, the river may   
 be fl owing swiftly, but it only needs a hyphen when   
 it becomes a swiftly-fl owing river. 


• Use a hyphen to distinguish a word like re-form   
 from reform or re-creation from recreation. 


• Hyphens also help when lower case and capital   
 letters come together e.g. pro-British and H-bomb. 


• Use a hyphen in words that would otherwise tend   
 to confuse the reader’s eye e.g. re-elect (reelect), 
 co-pilot (copilot) and co-respondent     
 (corespondent).


• Note that coeducation, coordinate and cooperate   
 do not take a hyphen.
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• Points of the compass such as north-east are   
 hyphenated, as are words beginning with the prefi x   
 ‘sub’, like sub-committee. Complete words that   
 simply have ‘sub’ at the start, such as subterranean, 
 though, do not take a hyphen. 


If


When talking about conditional, or imaginary, situations, 
the word ‘if’ should be accompanied by ‘were’ rather than 
‘was’ e.g. ‘If the Council were to increase council tax…’ is 
preferable to ‘If the Council was to increase…’.


Last or past


It is only ‘the last year’ if the world has ended or is about to. 
‘In the past week’ or ‘in the past year’ is much better. We 
should not be surprised to read that ‘consumer spending 
rose dramatically in the last year’, since if it were really ‘the 
last year’ there would be no incentive for saving.


License or licence


• License is a verb. Licence is a noun e.g. ‘A publican   
 who was licensed to sell beer produced his driving   
 licence when stopped by the police.’


• Practise/practice works the same way.


Practice or practise


• Practise is a verb. Practice is a noun e.g. ‘She   
 practised the piano after her day working at the   
 veterinary practice.’ 


• License/licence works the same way.
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Sewage/sewerage


Sewage is the smelly stuff, whereas sewerage is the system 
of pipes that takes it away.


Spelling mistakes


• Don’t make them. Use your spell checker, but note 
 that it won’t fi nd synonyms (when you write lead   
 instead of led, for instance) and, being American,   
 will try to make you write color instead of colour   
 and criticize instead of criticise. 


• If in any doubt, pick up the dictionary – it works   
 every time.


Split infi nitives 


• The rule is that you should not put an adverb such 
 as ‘quickly’ or ‘boldly’ between the word ‘to’ and   
 the infi nitive of the verb that follows it e.g. To say   
 ‘the Council needs to urgently raise £1 million’ is to   
 split the infi nitive ‘to raise’ with the word ‘urgently’.   
 A suitable alternative would be ‘The Council needs   
 to raise £1 million urgently.’


• Note that it is only the infi nitive that matters e.g.   
 ‘The girl swiftly ran down the road’ is not wrong, as   
 ‘The girl ran’ is not the infi nitive (to run).


• If in doubt, remember that the introduction to Star   
 Trek breaks the rules. “To boldly go” is about as   
 clear an example of a split infi nitive as anybody   
 could want.


• There are some exceptions to this guideline but   
 where possible avoid splitting infi nitives.
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Contacts


The Consultation 
Team


020 7361 2262
consult@rbkc.gov.uk


The Community 
Engagement Team


020 7854 5852
communityengagement@rbkc.gov.uk


Data Protection 
Team


020 7938 8287
data.protection@rbkc.gov.uk


The Internet and 
Media Team


020 7361 2076
Intrasup@rbkc.gov.uk


The Media and 
Communications 
Offi ce


020 7361 2826
pressbox@rbkc.gov.uk


The Print Centre 020 7361 2576
print.centre@rbkc.gov.uk


The Public 
Information and 
Response Service


020 7361 4325
pirsdesign@rbkc.gov.uk


The Translation
and Interpretation
Service


020 7598 4634
communityengagement@rbkc.gov.uk
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