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a new approach

The journey to develop and agree on a new name that has the energy, 

flexibility and commitment to confront the issue of suicide in Scotland 
has been long and enlightening. And we wouldn’t have it any other 
way. This initiative is way too important to be compromised by haste 
or the convenient acceptance of the adequate. It has taken the time it 
has because that has been the amount of time needed to fully explore, 
interrogate and dissect each and every decision to help us arrive at 

something new, something galvanising – a bona fide rallying call for all 
of us to take action. 

This brand book gives you the history and evolution of the new name 
and supports all our stakeholders in their role to champion and 
promote the cause with a toolkit that can be downloaded and shared 
with their various networks and audiences. It’s so important that we all 
feel empowered to play our part and get behind the campaign. 

START

But fi r
st, let’s begin by looking at how we got to where we got to.
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a time for much-needed change
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So what led us here?

We believe that no death by suicide should be regarded as 
either acceptable or inevitable. Each one is a tragedy and we 
need to learn from them all.

At any one time around 1 in 25 people are contemplating 

suicide. Many people in Scotland have been affected by 
suicide in some way – whether it’s themselves, a loved one, 
or someone they know. Suicide is of concern to all of us. It is a 
leading cause of death among young people with men three 
times more likely to take their own lives compared to women. 
In 2018, there were 784 suicides in Scotland – this figure is 
sobering. The simple truth is you’re more likely to encounter 
someone who needs a suicide intervention than CPR. 

So now is the moment for a change in direction.
This new brand we have developed is the public engagement 
pillar from Scotland’s Suicide Prevention Action Plan. We 
recognise that Choose Life has been useful in its day but the 
time has come for a renewed identity to provide impetus and 
galvanise support in line with the Action Plan.

“The Scottish Government’s vision, which is 

shared by our partners in mental health and 

suicide prevention, is of a Scotland where 

suicide is preventable; where help and support is 

available to anyone contemplating suicide and to 

those who have lost a loved one to suicide. Suicide 

prevention is everyone’s business.”

ROSE FITZPATRICK CBE, QPM (CHAIR OF NSPLG)

We needed a name for this new approach. A name that would 
unite a country and motivate us to tackle this sensitive subject 
head on.
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the long and winding road

We began with a series of workshops to determine whether there was 
a clear and consistent consensus on the specific words that should and 
should not form part of the chosen name. For example, it was suggested 
right at the beginning that we don’t shy away from using the word 
suicide – after all, it’s the very thing we need to talk about. We consulted 
at length with our suicide prevention leads, sought the views of our Lived 
Experience Panel and respected academics, and engaged the general 
public in two separate stages of testing, and they all agreed without 
exception that suicide had to be in the name.

All those interactions were collaborative, transparent and extremely 
fruitful. In a process that straddled many months, over 1,200 people in 
Scotland gave their honest opinion on the brand identity in one way or 
another. We thank them for their time and constructive feedback – those 
views were the compass that guided our thinking.
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consensus

The name:

Positivity is more effective than negativity for 
engaging people around any topic. And so it 
proved with our chosen name, which is simple, 

clear and accessible.

The name is comprised of three elements: 

United is a powerful word. It says we’re standing 
together. All of us.

Prevent is the outcome we desire.

And suicide is the issue we’re going to come 
together to prevent.

The logo:

The circle is the ideal geometric 

shape to emphasise togetherness 

and supports the idea of a supportive 
collective. The slight break in the 

circle hints at openness and inclusion 

– we will welcome all inside to join us 

in this movement.

The hand-scripted font makes the 
overall identity more appealing and 

less corporate, while the subtle colour 
palette helps to make the identity 

engaging and distinctive when used 

across various formats and channels.
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more than a name

United to Prevent Suicide is not just a name, or a font, or a logo. 
It’s a movement.

A movement we urge everyone to join to help Scotland change 

the game in suicide prevention.

That requires uniting people with a shared belief in preventing 
suicide. It demands that we expand our knowledge and skills 
in suicide prevention with the development of new learning 
resources which are available to everyone.

It insists that we improve our approach to those bereaved by 
suicide through the introduction of a new dedicated service.

A movement will encourage and equip people with the 
confidence to talk about suicide and support someone to get 
help. It will inspire leaders across all aspects of life in Scotland 
to create a culture that increases our understanding of this 
incredibly important issue.

A movement is not about government 
bodies or stakeholder groups.

a movement 
is about
all of us.
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.org.uk

Scotland’s new approach to suicide 
prevention needs all of us – visit

unitedtopreventsuicide.org.uk

to find out more about how you can 
get involved.
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language
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language

Words are powerful things. They can stigmatise, divide and 
isolate. But they can also reassure, inform and help. If our new 
approach to suicide prevention is truly to be inclusive then we 
must take great care over the words and phrases we employ.

Saying the word suicide isn’t a trigger, it can help save a life. We 
need to be confident to say suicide when we’re talking about it. 
We need to be unencumbered by historical baggage to connect 
someone to the right support.

We also need to be open, honest and non-judgemental. This 
is breaking down barriers, not building them. We know that 
talking saves lives – and the best strategy to prevent suicides 
from happening is for us all to feel comfortable to talk about it; 
whether we’re in distress ourselves, or we encounter somebody 
who is struggling. All too often, we don’t talk about suicide until 
it’s too late. We want to shift the way our society approaches the 
issue of suicide to be able to save lives. We need to make it part 
of the conversation. So we need to know how to talk about it.
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key messaging
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key messaging

Key Messages:

Scotland has a new approach to suicide prevention. It involves all of us 
because

• We should be confident to talk about suicide
• We should be confident to connect someone to the right support
• Language is important. Saying the word suicide isn’t a trigger, it 

can help save a life
• We must tackle stigma around suicide
• We need people like you to join the movement for change

Supporting Messages:
 

This new approach includes:
• building a social movement of people with a shared 

belief in preventing suicide
• improving our knowledge and skills in suicide 

prevention with the development of new learning 
resources, available to everyone

• improving our approach to those bereaved by suicide 
through the development of a new dedicated service

• using digital technology to improve suicide prevention

• a new approach to crisis care for those of us who 
experience suicidal thoughts

• increased resources to support improved local action in 

every area of Scotland
• inspiring leaders across all aspects of life in Scotland to 

create a culture that supports preventing suicide

• increasing our understanding of suicidal behaviour to 
inform action to prevent its occurrence
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behaviours 
and values
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behaviours and values

Human

Determined

Collaborative

Compassionate

Flexible

Hopeful

Factual

Inclusive

Behaviours Values

Expert

Innovative

Continuously learning

Evidence-led

United to Prevent Suicide is underpinned by core behaviours and values that were identified in the development 
stage and reinforced at each research session and stakeholder interaction. These behaviours and values need to 
run through this movement like words through a stick of rock, guiding our language and actions.
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brand identity
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our logo

The United to Prevent Suicide logo is the 

primary visual element that identifies us.

The logo is bold and vibrant with a real sense of 
togetherness and purpose.

The full colour ‘Master’ logo should be used
when appearing on a white background.
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logo versions

Mono

Single colour versions of the logo are available 
to use when it isn’t possible to use the full 
colour logo.

The white version of the logo can be used over 
our brand colours or placed over images as long 
as the logo is legible. 

The black version of the logo should only be 
used when it appears alongside content that is 

primarily black and white.
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logo sizing and clear space

It is important to keep the logo clear and legible. 
Allowing for consistent clear space and following 
minumum sizing ensures that the full logo type 
remains legible at all times.

Minimum size

Online (minimum height)

Print (minimum height)

X

X

X

XX

95px

25mm

Clear space

Whenever you use the logo, 

it should be surrounded 
with clear space to ensure 

its visibility and impact. No 
graphic elements of any 
kind should invade this zone. 
The size of the clearspace is 
taken from the height of the 
letter ‘U’.
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logo usage

The logo should never be squashed or stretched out of proportion 
and should never be rotated or displayed at an angle.

Do not change the logo colour or use effects such as drop shadows.

Do not place the logo over complex backgrounds or images where 
the logo will not be visible. Use the mono white version of the logo 
when positioning over a coloured background that does not provide 
sufficient contrast.
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logo usage

In general we advise not to change the 
colour of the logo, however there may be 
times where adapting the logo to show 

solidarity with other movements, brands 
or companies is possible.

If you would like to create a version of 
the logo that works with your brand 
colours or movement then please 

contact: 

enquiry@unitedtopreventsuicide.org.uk
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Consistent use of these colours will contribute 
to the cohesive and harmonious look of the 
United to Prevent Suicide identity.

Tints of the primary colours can be used in 
moderation to help provide variation but 
remain consistent with the brand colours.

colour palette

7677 C

RGB  114, 80, 144

HEX/HTML  #725090

CMYK  64, 77, 0, 4

7473 C

RGB:  35, 150, 140

HEX/HTML:  #23968c

CMYK:  78, 10, 48, 10

10%
90% 90%

10%
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Typography plays an important role in our communication and 

overall tone. Careful use of typography reinforces our personality 
and ensures clarity and harmony in all communications.

Logo typeface
The primary typeface from the United to Prevent 

Suicide logo is used mainly for headlines and should 
never be used as body copy or longer copy.

Supporting typeface
The supporting typeface is only used for smaller 

headings or intros.

General typeface
The typeface Montserrat is used for general body copy. 
It comes in various weight but we recommended only 

using Regular, Semi Bold and Bold 

Hogfish

Houshka Rounded

Montserrat Regular
Montserrat Semi Bold
Montserrat Bold

typography

Hogfish is available here: https://www.myfonts.com/fonts/pizzadude/hogfish

Montserrat is free and can be downloaded from Google fonts here: 
https://fonts.google.com/specimen/Montserrat

Houshka Rounded is available on Adobe Fonts with a Creative Cloud subscription or is available here: 
https://www.myfonts.com/fonts/g-type/houschka-rounded/extrabold/hogfish
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house style
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house style

Introductory paragraph in pratis rero ma doluptur sitatque mos 

voluptatem fuga aspidunt harum ipsam quaspis berchitam et lam. 

Section header

Nam aspidunt harum ipsam quaspis volo berchitam et lam eum repudi ident id 
quossim inulparition exceatius inustrum quis aut vellibus, si del moloreptur, qui 
consequ iaepra nientis sam et, ut faciend ionsequis nonseque ventur atquodi 
audi autenim oloremo luptati aeperit rernam quo dusda des ea sape illes mint.

Sub header
Nam aspidunt harum ipsam quaspis volo berchitam et lam eum repudi ident id 
quossim inulparition exceatius inustrum quis aut vellibus, si del moloreptur, qui 
consequ iaepra nientis sam et, ut faciend ionsequis nonseque ventur atquodi 
audi autenim oloremo luptati aeperit rernam quo dusda des ea sape illes mint.

main titleHogfish – used primarily for 
large headings

Houshka Rounded – used 

for smaller headings or small 
paragraphs of text

Montserrat Regular – used for 
all main body copy and long 

paragraphs of text

Houshka Rounded

Montserrat Bold

Latin text used for illustration purposes only.
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brand assets
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brand assets

Email signature Website banners

600 x 200px

300 x 250px

728 x 90px

Scotland’s new approach to suicide 

prevention needs all of us – visit

to find out how you can get involved.

unitedtopreventsuicide.org.uk

Scotland’s new approach 

to suicide prevention 

needs all of us.

Find out how 
you can get 
involved

Scotland’s new approach to 

suicide prevention needs all of us.
Find out how you 
can get involved
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brand assets

1080 x 1080px 

440 x 220

Facebook and Instagram Twitter

Find out how you can get involved

Scotland’s new 

approach to 

suicide prevention 

needs all of us.

Find out how you 
can get involved
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brand assets

If you would like access to all of the assets in this toolkit 
or have any enquiries about United to Prevent Suicide 
then please contact: 

enquiry@unitedtopreventsuicide.org.uk
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signposting
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signposting and support

Day-to-day resources:

Time and momentum are critical when someone 

is in distress so we should always do whatever 

we can to help people get to the right service, as 

quickly as possible.

Choice can help - give as many options for 
making contact as possible - website, link to live 
chat, phone number, text service. Everybody has 
different comfort levels and habits so we should 
maximise our chances of giving them an option 
they feel willing to take up.

People can be in crisis any time day or night, and 
we don’t want them to waste time or, worse, give 
up. If there are any phone lines etc. that are not 
open 24 hours and/or 7 days a week, it’s vital to 
share the opening hours as well as the contact 

information. That way we can avoid the situation 
where people in crisis work up the courage to 
make contact, but then cannot reach anyone and 
give up on seeking help.

Immediate help:

Samaritans

samaritans.org
jo@samaritans.org
116 123

NHS 24
Mental Health Hub
111

Breathing Space

breathingspace.scot
0800 83 85 87

Call 999

Public Health Scotland
publichealthscotland.scot

SAMH
samh.org.uk/about-mental-health/suicide 
0344 800 0550
(9am to 6pm, Monday to Friday)

NHS Inform 
nhsinform.scot/campaigns/suicide

It’s important that we are all able to offer support to those affected by suicide and those seeking help as simply as possible. 
It’s not the same for everybody and that’s why we have a number of options for you to promote.

Speak to a Breathing Space advisor 0800 83 85 87.
* 24 hours at weekends (6pm Friday - 6am Monday)
* 6pm to 2am on weekdays (Monday - Thursday).
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thank you
Scotland’s new approach to suicide 
prevention needs all of us – visit

unitedtopreventsuicide.org.uk

to find out more about how you can 
get involved.


