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Contents and guide to appendices 
 
Please note, all appendices documents can be found as separate documents. 
This main document highlights which appendices is relevant for each 
circumstance.  
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Overview 
 
This policy is an umbrella for a number of policies and supporting documents 
which make up the full bank of The Proud Trust marketing guides. The 
purpose of this suite of documents is to provide clarity and processes to 
enable high quality and consistent marketing and communications, enabling 
us to further our mission supporting LGBT+ young people. 

 

Our brand 
 
Appendix 1 - The Proud Trust brand guidelines 
 
By introducing and following ‘The Proud Trust brand guidelines’ we are 
continuing to develop a unified image, increasing the Proud Trust’s visibility 
and supporting our growing reputation.  
 
This brand needs to be reinforced on an on-going basis in the communication 
activities of all entities of the charity, for example in; publications, our website, 
training and across our social media channels. 
 
The brand guidelines set forth the approved usage of the brand. Adherence to 
these guidelines will protect the integrity of our visual identity and ensure the 
consistency in our communications, thereby augmenting our reputation.  
 
The strength of The Proud Trust’s image and reputation is critical to its ability 
to achieve many goals of our mission and strategic plans, particularly private 
and public fundraising, and reach to young people who may want/need our 
services. 
 
The Proud Trust’s audience-facing resources, should only ever be designed 
by the marketing department. Please see ‘requesting marketing materials’ 
below for further information. 
 
 
Appendix  2 - The Proud Trust logo guidelines 
 
This is a quick version of the brand guidelines which focuses on our logo.  
 
This is the document that should be distributed to partners who wish to use 
our logo. 
 
 
Appendix 3 - Social Media guide 
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This is our social media brand guideline.  
Developed to ensure our brand presence on social media is maintained.  
 
 
Appendix 3A - Social Media Request To Post 
 
This document outlines the information you should supply to the marketing 
team when requesting to post on our social media channels. 
 
All requests should be sent to the social media worker. 
 
 
Appendix 4 - Word style guide for The Proud Trust  
 
When thinking about the written word, the tone we use across all our 
communications helps set the tone of the organisation and reflects our 
culture. 
 
This document highlights ways in which we use certain words, to ensure our 
message is on point and in line with our key messaging. 
 
 
Appendix 5 - The Proud Trust power point template. 
 
This is a branded template, where staff can enter their information for 
presentation, and the document will still be on brand.  
 
 
Appendix 6 - The Proud Trust letterhead 
 
This is a branded template, where staff can enter information with a branded 
header and footer. 

 

Requesting marketing materials 
 
The support of all areas of the organisation is important in our efforts to 
ensure that our various target audiences recognise our strengths and 
understand our objective and vision. Our ability to build and maintain a clear, 
consistent identity is central to maintaining a leadership position in LGBT+ 
youth work and training. 
 
Appendix 7 - Guidance For Design and Scheduling of publications 
 
This protocol is in place to ensure our marketing department can deliver the 
high standard across all sections of the organization.  
 
Appendix 8 - TPT design request 
 
All requests should be submitted using the TPT job request form. 
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Media 
 
To ensure our communication with media is as strong as our brand, we have 
developed several policies and protocols when dealing with external 
communication streams. 
 
They are: 
 
Appendix 9 - Media Policy 
 
The aim of a media policy is to support the organisation to be consistent in its 
message to the general public.   
 
It is essential that all staff are made aware of the policy and follow the 
guidelines given, when dealing with the press. 
 
As we work and interact daily with young people, we need to ensure that our 
safeguarding policy is at the heart of what we do, and to make sure that all 
young people feel supported and guided when working with the press (e.g. 
newspapers; print and online, magazines, radio, television and online 
streamed content.) 
 
This policy has two supporting appendices: 
 
Media Policy Appendix 9A - Media statement 
To be used as an auto responder for all press enquiries, as detailed in media 
policy 
 
Media Policy Appendix 9B – Photo and Audio Consent form 
Consent should be obtained by ALL people who feature on any stored image, 
video or audio file. Consent should be obtained before recording takes place. 
The original form should be stored with central administration. It is the 
responsibility of the operational person e.g. Youth Work Coordinator, to 
ensure these permissions are in place, and are logged on the MI system. 
Evidence of all permissions must be provided to the Marketing Manager, 
otherwise the content will not be put in the public domain.  
 
Appendix 10 - Comms Crisis policy 
 
To be used in case of an organisation crisis which could affect the reputation 
of the charity. 
 
This policy has two supporting appendices: 
 
Appendix 10A Specific Crisis Management and Communication Plan 
Template 
To be used as the overall planning document when anticipating an immanent 
crisis or when a crisis breaks. 
 
Appendix 10B Mutual NDA - The Proud Trust & associated parties 
To be used when we have to share confidential information with a third party 
such as a PR agency. 

 



 

Marketing Policy 5 

 

Audience 
 
Our audience is reflected in all the work we do, from consultation on brand 
development, to research into audience activity, especially on social media. 
 
This is an area of development for The Proud Trust. 
 
We currently have the following supporting documents to aid our work. 
 
Appendix 11 - Question Guide case studies with YP 
Staff should use the questionnaire to interview the selected young person. 
Permission must be obtained, using the supporting document appendix 11a. 
 
Appendix 11A - Consent form for use of case studies in public domain 
Follow the below guidance when seeking permission. 
 
Using case studies for the purpose of marketing or publicity.   
 

a) A written photo consent should be obtained for use of an individuals 
interview, with signed and dated permission must be sought (in 
advance) from a parent/guardian/carer for all clients under the age of 
18 (legally considered a minor).   

b) Over 18’s must sign and date the case studies consent form agreeing 
that they are happy for details to be used in publicity; this can include 
future use. 

c) The original signed consent should be retained (on file) at The Proud 
Trust, with a scan of the document, held against their file on the MI 
system. 

 
When conducting an interview for case study, it is also important to determine 
whether an image can be used of the young person alongside the written 
word. 
 
It is the responsibility of the operational person collecting the case study e.g. 
Youth Work Coordinator, to ensure these permissions are in place, and are 
logged. 
 
 
The same procedure applies to obtaining photo consent as detailed above 
under media policy. 

 

Social media moderation 
 
We need to ensure that The Proud Trust is using digital and social media in 
safe, appropriate, inclusive and creative ways. 
 
Our social media channels are spaces where young people, their family 
members and our supporters engage with our content and brand and find 
peer support. Everyone should be made to feel welcome and listened to, but 
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as a charity we also have to ensure that our channels are free of inappropriate 
and offensive comments.  
 
To ensure this, we have created two policies: 
 
Appendix 12 - Safeguarding policy E-Safety Policy and Social 
Networking Guidelines for Staff 
This is important for all staff to read to understand safe and appropriate use of 
social media. 
 
Appendix 13 - Social Media Moderation Policy 
Our social media channels are spaces where young people, their family 
members and our supporters engage with our content and brand and find 
peer support. Everyone should be made to feel welcome and listened to, but 
as a charity we also have to ensure that our channels are free of inappropriate 
and offensive comments. This policy outlines our procedure if inappropriate 
and offensive comments are posted on any of our social media channels. 
 
 
Appendix 13A  - Social Media Accounts Set Up Procedure 
This set up procedure outlines how all staff social media accounts should be 
set up upon induction to working at TPT. 

 

Events 
 
When planning for an event, marketing is an important piece of work that 
needs to be considered from the outset, to help ensure take up with the 
audiences you want to engage with. Exposure of the charity to the public is 
optimum and so all aspects of the marketing policy need to be considered to 
manage both opportunities and risks. 
 
Appendix 14 - Publicity and promotion checklist for event planning 
The supporting document is a checklist to ensure staff who are organising an 
event have every angle covered. 
 

Summary list of appendices 
 
Brand 

 Appendix 1 - The Proud Trust brand guidelines 

 Appendix 2 - The Proud Trust logo guidelines 

 Appendix 3 - Social Media quick guide 
o Appendix 3A - Social Media Request To Post 

 Appendix 4 - Word style guide for The Proud Trust  

 Appendix 5 - Powerpoint template 

 Appendix 6 - The Proud Trust letterhead 

 Appendix 7 - Guidance For Design and Scheduling of publications 

 Appendix 8 - TPT design request 
 

Comms 

 Appendix 9 - Media Policy 
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o Appendix 9A - Media statement 
o Appendix 9B - Photo consent 

 Appendix 10 - Comms Crisis policy 
o Appendix 10A - Specific Crisis Management and 

Communication Plan Template 
o Appendix 10B - Mutual NDA - The Proud Trust & associated 

parties 
 
Audience 

 Appendix 11 - Question Guide case studies with YP 

 Appendix 11A - Consent form for use of case studies in public domain 
 

Social media moderation 

 Appendix 12 - Safeguarding policy E-Safety Policy and Social 
Networking Guidelines for Staff 

 Appendix 13 - Social Media Moderation Policy 
o Appendix 13A Social Media Accounts Set Up Procedure 

 
Events 

 Appendix 14 - Publicity and promotion checklist for event planning 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


