Communications Strategy Template*

Background & context

Here, you need to give some context and background about the current situation and what you hope to achieve. Keep it brief and concise.
 
Communication Objectives

· Briefly bullet point your objectives here

Target audience

Describe who you are trying to target and reach with your communications campaign

Stakeholders

Discuss who your main stakeholders will be – for example who will need to be considered as part of your campaign. You will need to consider their interests and the level of activity required to get the messages through to them. Your stakeholders could, for example be:


· 

· Patients
· NHS Trusts
· NHS staff
· Local Council
· Voluntary organisations

· 

Key Messages

Your key messages are the main points/facts about what you believe as an organisation and are opinions that can be backed up with proof. These need to be at the core of your campaign and reinforced through all of your communications, be it printed materials, press releases, spokesperson comments. They need to prompt your audience to ask why? How? 

Approach 
The approach you will take to deliver the objectives (i.e. activities, events, materials etc).

Targeted approaches for each audience are detailed below

Below is an example of different communications methods and how these will be conducted. The table below shows how the North West network determined what type of communications they would use.

	Audiences
	What do we want them to do?
	How will we do it?

	Patients, Family & Carers

	Recognise DeNDRoN as key in the research of dementias – prevention, diagnosis and treatment. Increase self-referrals to research projects.
	· Develop a marketing campaign that targets members of the public. This will take the form of an A5 leaflet, with key facts and information about research plus how members of the public can go about getting involved. The leaflets will be numbered, so that people who ring to find out more can quote the reference and therefore allow DeNDRoN to track where the leaflet was picked up
· Compile a database of all those who contact DeNDRoN as a result of the leaflet. The database will mean that a ready-made contacts list is ready for when suitable studies are available
· Create a protocol for when patients interested in registering contact DeNDRoN, and make sure staff are fully briefed. For example, create a phone script relevant to a member of the public and have the appropriate questions set out, so that the correct data is captured
· Creation of a designated email address for those interested to contact
· Use of public-facing social media channels, such as dementia-related forums, Twitter, Facebook

	Voluntary Sector/Universities/Council (i.e. museums, community centres)

	Recognise DeNDRoN as key in dementia research and therefore support the network in reaching out to various audiences and share information as appropriate.
	· Reach out to groups that DeNDRoN has, historically, a good relationship with and notify them of the project
· Explain the objectives and the success measures of the project and share the leaflet with them, in order to get their buy-in
· Invite their members to comment on the project, to ensure best practice is adhered to
· Target their websites, social media outlets, online outlets and newsletters to carry the postcard
· Ask, via email, if they are willing to display the A5 leaflet in relevant areas

	Trusts/PCTs/GP surgeries

	Develop an interest in DeNDRoN and its importance in research. Support the communications projects by displaying the postcard. Encourage these outlets to actively promote research. Tell patients about research as part of patient care pathway.
	· Target Trusts directly, initially via a ‘first contact’ email to notify them that the project is taking place. Trusts that have previously had no experience of DeNDRoN should also be targeted in order to build on contacts database. Contacts can then be followed up by telephone
· Encourage them to display the postcard in relevant areas
· Maintain contact, i.e. through newsletters, relevant information, to maintain momentum of interest.




Risks/challenges

Bullet point here and issues you can foresee and any challenges, for example conflicts of interest, opposition, issues out of your control.


Key dates

Set out a brief timeline of activity, taking major deadlines into account.


Budget

You will need to budget every single aspect of your campaign.


Evaluation

Describe how you will measure the success of your campaign.
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*Template created by the NHS Comms Forum (comprising communications leads working in a range of NHS-facing policy areas in partnership with the NHS Integrated Communications team). Updated April 2009
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