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Communications Strategy

1
Background

 As the Government’s shifting the Balance of Power reforms come into effect, which aims to foster a new culture of openness and transparency within the NHS, there is also an increased need to manage the reputation of every NHS organisation.

The purpose of this communications strategy is to set out ways in which the Trust can keep its staff, service users, their families, members of the public, the media and key opinion formers as well as our health care partners informed of the Trust’s services, key decisions and activities.  It has been broken down into two sections internal and external, although at times they work hand in hand with each other.

2
Internal communications

The Trust’s most important ambassadors are its staff. The key to good communication working is to ensure that our staff are able and willing to champion the Trust and its services. Communicating to external audiences can only happen if the workforce is happy, confident and kept up to date with what is happening. Therefore this plan must work hand in hand with a robust internal communications programme.

This programme must ensure that the systems are in place to keep staff fully informed of decisions taken at board level. Staff should be encouraged to see the Trust as an open, progressive and caring employer.  

​​To achieve this the Trust should continue to:

· Provide a bi-monthly staff magazine. 

· Continue developing the intranet, notice boards, e-chats and an events calendar within the organisation (future developments).

· Team briefings.

· Director visits.

· External AGM.

· Annual party.

· Annual awards for long servers.

· Innovative ways to capture their imagination and make them feel proud of the organisation they work in, i.e positive coverage in local papers, successful AGMs, professional annual report – includes pictures and quotes of staff working within the whole tPCT.

· Encourage staff to give ideas, ask questions and to come forward if an issue arises.

· To inform all staff of the email, internet and intranet guidance just produced see appendix 1.

Consideration should be given.

· To a family event during the summer.

· Prizes for innovative ways of working.

· Encourage management to talk openly to staff about all issues.

· Eliminate a ‘them and us’ culture by training senior management to communicate with staff as a vital part of their role (helping to role out new initiatives). This includes articles to be submitted by staff to update, local papers, trade magazines (via communications office) regular viewing and updating of their own pages on the intranet/internet to be seen as a standard way of working.

2.1 Press and Communications Commitment to the Trust

The Trust strives to be a positive employer. A key part of a proactive HR policy is the need to encourage staff to talk to senior managers on a confidential basis about any worries and concerns they have about their department, or other staff member’s performance. The communications department has linked up with the HR department in specific initiatives to encourage an open, honest and approachable Trust.   Improving Working Lives (IWL) and Agenda for Change (AfC) need regular and successful communications with staff, a lead from each locality has been appointed for these specific tasks.  

Aims:

· To meet regularly with these leads to discuss implementation of IWL and AFC plans.

· To find out how to communicate successfully within their specific locality.

· To arrange locality meetings, roadshows and notice boards.

· Audit staffs’ understanding of messages given out in a timely, cost effective approach and with minimal disruption to staff’s daily tasks.

· To produce, design and distribute posters, leaflets and articles as the need arises.

· To continue to provide, stationery, folders, compliment slips with the correct logo for all staff, once a print job request form has been completed.  Appendix 3.

In line with legislation the Freedom of Information Act has already been explained to staff through a leaflet that was attached to staff payslips in December 2004.  A publication scheme has been developed on the internet allowing the public to download the information they need.  A named lead for each directorate has been established to deal with requests that come in.  A seminar took place on 2nd March 2005 to explain what this actually means for the individual directorate and what is expected of this lead.   Senior management also attended this event, so that decisions can be made in the absence of a director.

Aims:

· To develop a template for all professional documents, minutes, reports etc to help provide the trusts responses are unified in appearance.   Logo, font size etc. 

· Remind staff how important it is to retain information.

· To develop a database that will keep a record of all requests received.  Proof of when, where and who answered the request will be available if the Trust should ever be audited.

· To role out a document management system, whereby all documents are kept on a shared server, allowing all staff to view and use as the need arises.  It is hoped this will be up and running by early summer 2005.   

This system will make working life easier for staff who may have had difficulty finding documents in the past, and also encourage staff to make their work available.   The Trust has also drawn up a media handling policy which, provides guidance for members of staff on how to deal with the public relations surrounding, media enquires and issues and crisis management communications.

3 External communications

Externally, the aims of the communications strategy should be to communicate with all stakeholders they include;

Service users, the media in all forms, GP’s, Pharmacists, Dentists, Optometrists, MPs, Councillors, Brent council services and departments, Strategic Health Authority, neighbouring PCTs (acute, mental health) local businesses, schools, ambulance service, police service, fire service, voluntary sector organisations and universities.  It is important in terms of initiative to map out specific publics in order to develop a key message for that audience in the appropriate medium.

However, the overall ethos the Trust should publicise in all materials is:

· Emphasise the continuing redevelopment of services provided by the Trust and promote its strong future in serving its various communities.

· Promote the benefits for the Trust forging closer partnership links with other providers in developing an integrated system of health care.

· Ensure an open relationship with all audiences to enable the trust to become a reliable and credible source of information.

· Promote the Trust’s achievements actively and to be honest about potential and actual problems. The emphasis on all relationships – especially with the press – will be on a proactive basis and relevant staff should be given the necessary training to make this possible.

· Use the correct logo, colours and templates.

· Ensure that patients receive comprehensive and clear information about their Teaching Primary Care Trust, through the Patient Prospectus as legally required but also through regular articles, press releases in the local media and through timely publications and presentations etc when the need arises.

Aims:

· Promote the work being undertaken by staff at Brent tPCT to improve health services for our local communities and highlight our successes.

· Raise awareness of the changes in the health service which affect the local population. 

· Ensure that any staff who deal with the press are media trained.

· Ensure that other staff are aware of the protocols for dealing with media enquiries see Appendix 2 Dealing with the Media.

· Ensure that adequate crisis management systems are in place.

· Develop systems to ensure that the patient’s voice is heard within the decision-making processes in the Trust.

3.1 Identity

All Trust branding will be in accordance with the NHS Identity Guidelines document. Advice and guidance should be sought from the intranet where templates and official guidance is available.    If an outside organisation wishes to use Brent tPCT logo, permission should be sought from the communications office.

3.2
 Methods of Communication

· Update Newsletter – 3,000 copies are being published and designed bi-monthly to give staff information about what is happening in the Trust in terms of service developments and new appointments.  We also run good news stories about our staffs’ personal and professional achievements. Inserts providing specific information on departments, services and people have proved very popular and are now a regular feature.   Update continues to grow in size and we are regularly producing a 20 page magazine with an   8 page insert.  It is distributed to all staff, Brent Councillors, GP’s, Pharmacists, recently Dentists and the Voluntary sector.

· Annual Report – the annual report will be published in September 2005 in time for the next AGM which has been booked in the Willesden Library again this year.

· Patient Prospectus – awaiting confirmation of deadline from the StHA.

· Your Life Magazine, distributes 20,000 seasonally.  It is a commercial looking NHS magazine, focusing on celebrities with health problems and experiences to engage with the public. The 8 centre pages are made specific to Brent’s hot topics.  This is distributed to local supermarkets, clinics, GP surgeries, dentists, gyms and community halls.

· FIT magazine, distributes 20,000 seasonally.  It is a commercial looking NHS magazine copying the ever popular ‘lads mag’ capturing Brent males from the age of 16 to 30 with articles on football, ladies, cars.  It focuses the 8 centre pages on important messages and advice for this age group, from the various services within Brent tPCT. It is distributed to clinics, colleges, sixth form sections in schools, gyms and sports centres.

· An 8 page wrap-around in the local paper, once a year to highlight the achievements of the trust.

· Leaflets providing patients with information about the services provided by Brent, as a whole systems approach, and to help them understand the changes in services and developments in Brent with regard to health care.
· Relationships with the local radio station Sunrise have been developed and used when it is deemed appropriate. 

· To use DoH adverts on television and radio to their full advantage by following up these campaigns with a local message.

3.3
Dealing with the Media

The Trust has adopted a pro-active approach to its work with the media. Regular press releases are being issued and opportunities to work collaboratively with the local media on features and articles will be encouraged, by all.  Regular reminders will appear on the intranet and update for staff.   The Trust will be pro-active in inviting local celebrities and VIP to help publicise events. 

Good relationships have already been formed with the principal local newspapers The Chronicle series  (Willesden and Brent & Kilburn Times etc) and the Trinity series (Wembley Observer & Brent Leader).  These relationships will be developed and constantly improved, by regular meetings, phone-calls and with copies of update being sent into the papers’ offices.

Aims:

· To develop a stronger relationship with ethnic papers,  (Asian voice, Voice).
· The Trust will also work closely with the communications department of the strategic health authority, providing them with best practice case studies, copies of update and by attending NWL Communications meetings.   This is a useful vehicle for helping to publicise Brent tPCT on a pan London scale. 

· Wherever possible planning will be undertaken to manage foreseeable issues and stories likely to appear in the media, this includes ensuring that the Trust has adequate crisis management and major incident systems in place.   

· The Trust has planned to train all PEC and Clinical Leaders, in responding professionally with journalists.    Studies have shown that people are more likely to respond to a professional (working on the job), than an executive.   This will be a useful tool for the communications department, who can use these staff members for future events.  

4 Electronic media

Electronic media, specifically the website has joined all departments together and has an official and corporate presence.  This provides an opportunity to be more innovative in the provision and exchange of information which is often both quicker and more interactive.  

We have recently developed a publications scheme where staff are required to send communications all the information they require.  The full utilisation of this scheme will reduce the amount of FOI requests for the Trust, as we can refer them through to the website.

Aims:

· The extranet is the next step forward now the intranet is fully implemented and working well.    The communications department will work closely with the informatics department, the PEC, GP’s and practice managers to ensure it becomes a useful and easy operational tool to use.
The  available as a PDF file on email to all staff by the end of the yea
5 Continuous Evaluation

· Monitoring of press coverage is undertaken by the Trust and press cuttings are distributed to all EMT, senior management and the board.  A copy of these are kept on file.

· Hits on the internet/intranet are monitored to understand the most popular pages.

· Requests for comments on improvement to services through services leaflets, are printed on the back page of leaflet, flyer, poster, update.
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