
The story of the new  

Social Security Scotland brand

Our brand is how we communicate to people who we are and what we are all 

about – it’s like our organisation’s personality. And it’s more than how we look  

– it’s central to everything we do and how people experience and interact with us. 

A consistent brand can build trust and understanding – which could make  

a real difference to Social Security Scotland. So, it’s vital to how we approach 
and deliver all of our work. For example, if we say we are warm and friendly… 
but we base ourselves in a dark and grey space or talk in an overly formal  

way, what are we really saying? Or, if we claim we are modern, innovative  
and forward-looking… but we use old-fashioned ways of working – why  
should people believe us about anything?

Our brand was built with people who will use the service; stakeholders;  

and our staff. It’s the starting point for developing our culture and will  
work alongside the Charter, which is under development. Together  
they’ll help us ensure that we are a new kind of social security service. 

The brief was started a year ago. It set out to create a brand identity for us that:

•  Communicates a fresh approach to benefits – one that’s welcoming, 
supportive and ensures you get what you’re entitled to

•  Helps reduce inequality in Scotland

•  Helps remove stigma around benefits 

•  Makes getting financial support and advice feel easy – not confusing  
or intimidating

•  Represents a Scottish executive agency, which is a part of  
the Scottish Government and is accountable to Scottish Ministers

The brief for the new brand



Timeline of research done to create the brand

1. Desk research

3. Workshops with stakeholders

5. Validation workshop

2. Experience Panel Survey

4. Scottish Government staff survey

6. Creative testing

June-July 2017 

We began with a review of current papers and thinking. 

This involved taking learnings from documents including:  

•  Creating a Fairer Scotland: A New Future for Social 
Security in Scotland

•  Benefits Take-up: Desk research and recommendations 
prepared by the Leith Agency

•  CSB – Centre for Social Policy working paper: Who  
is to blame? An overview of the factors contributing  
to the non-take-up of social rights

•  Learning from Northern Ireland
July-September 2017   

We ran our first piece of research (‘About You and 
Your Benefits’) with our Experience Panel. This was 
done by survey with 1,144 panel members and 35 

focus groups with 274 people. 

This survey asked about people’s experiences of the 
current system and priorities for the new system. We 

had a number of useful insights about behaviours 

and culture that we fed into our branding brief. August 2017

45 participants from ethnic minority and 
gender groups; communications and 

engagement groups; disability, ill health 
and carers groups; plus representatives 

from Independent Living Fund, MS 
Scotland, Action on Hearing Loss Scotland, 
Scottish Council on Deafness, Scottish 
Older People’s Assembly, NHS Health 
Scotland, Citizens Advice Scotland took part 
in five stakeholder focus group workshops. 

September 2017

Validation workshop with 17 senior 

stakeholder participants. Together they 
consolidated the previous groups’ outputs 

to agree how the new social security 

agency should describe itself, what  
it embodies, how it looks, feels and  
sounds, names and descriptors.

August 2017

308 responses to a quantitative staff survey 
that asked what traits and characteristics the 

new social security should and should not have.

November 2017 

Creative testing with the Experience  
Panel – 80 participants, 15 focus groups,  

3 in-depth interviews.



This logo received the best reaction

People connected with the image of Scotland due to its strong  

visual appeal, relevance and resonance. Feedback was that:

•  The logo was important for those with poor literacy,  
as the chosen design is a key visual indicator

•  The modern design and colour stood out 
and was memorable

•  It gives the agency an up-to-date, contemporary  
and dynamic feeling 

• The logo has clear connotations

On the visual of the logo, users identified 
positive resemblances such as: 

• Doors that will open for you

• A jigsaw that is well connected

•  Different regions outlined suggests  
a locality of service to be delivered

On brand name ‘Social Security Scotland’:

•  Respondents were positive about having ‘Scotland’  
in the name and liked the functionality of this. It can  
also potentially translate well into other languages

•  The choice of font was chosen for being easy to read

•  The testing audience felt that the word ‘agency’ suggested 
privatisation or being more profit-focused than people-
focused, and recommended dropping the word as it didn’t 
add value overall

On the logo in general:

•  It was clear that having ‘Scotland’ in the name  
and having a distinctive Scottish feel was important

•  Participants responded well to the favoured option and 
felt the brand represents a positive change in Scotland

• Wanted something clear and understandable

social
security
agency
scotland



The way we talk about ourselves was also researched.

This is the approved description of the service:

We believe that social security is a human right and we are working  

to make sure that people get what they are entitled to. 

We believe that they should be able to get support when and where  

they need it and this is exactly the way we will approach the delivery  

of the assistance that is devolved. 

Social Security Scotland will be built with you – not for you. Together  

let’s build a public service to be proud of. 

Putting dignity, fairness and respect at the heart of everything we do, 

your new agency is a place where everyone is welcomed and treated 

equally. Our service works in a clear, helpful and friendly way to get  

you what you’re entitled to, on time and comfortably. We look forward  

to helping you, and to building a fairer Scotland for everyone.


