
 

 
 

 

 
 

 

 

 

 

 

 
   

 
 

 

 

 

 
  

 

 
 

 

 

 

 

 

Communications Update 

Governing Body meeting 
Item 12h 

5 March 2015 

Author(s) Sarah Baygot, Senior Communications Manager (Acting) 
Sponsor Idris Griffiths, Chief Operating Officer 
Is your report for Approval / Consideration / Noting 

For Noting 

The CCG continues to build an increasing local presence via media and social media so 
that the public understand who is responsible for spending Sheffield’s NHS budget. 
The CCG continues to work hard to ensure engagement of its staff and members. 

Are there any Resource Implications (including Financial, Staffing etc)? 

None 

Audit Requirement 

CCG Objectives 

Which of the CCG’s objectives does this paper support? 

Objective 1: To improve patient experience and access to care 

Principal risk: 1.1 Loss of public confidence in the CCG through poor communications 
(Domain 2) 

Equality impact assessment 

Have you carried out an Equality Impact Assessment and is it attached? No 

If not, why not? Not applicable 

PPE Activity 

How does your paper support involving patients, carers and the public? 
A separate quarterly Engagement Update is being developed for Governing Body. 

Recommendations 

The Governing Body is asked to note the report 
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Communications Update
 

Governing Body meeting 


5 March 2015 


1. Introduction / Background 

1.1. This quarterly report highlights the communications activity that has taken place 
for NHS Sheffield Clinical Commissioning Group during the months of November 
and December 2014 and January 2015. 

The CCG has frequently referenced its commitment to achieving excellent 
communications and engagement. We know that positive communications about 
the CCG are important to support people to want to become engaged with us, and 
in maintaining the reputation of the NHS, in which the public need to invest trust. 
Positive engagement will allow us to work with our patients and public to ensure 
that the health service in Sheffield works for them. 

The refreshed Communications and Engagement Strategy agreed by the CCG last 
year underpins all of the activity highlighted here. 

2. Communications 

2.1. Media 

There were 13 media ‘hits’ received by the CCG in November; 32 in December; 
and 61 in January. This shows a noticeable increase from the 13 per month 
average seen in the last quarter and the eight per month average that has been 
recorded in the previous quarter, and compares with approximately five media 
‘hits’ per month received by other CCGs in the area. 

Out of all the articles during the three month period, 75% were positive and 25% 
were neutral. There were no articles during this period that were classed as 
negative. This is compared to 78% positive, 17% neutral and 5% negative in the 
last quarter, a similar position but an improvement with no negative coverage this 
quarter. 

This coverage was the result of the communications team handling 30 reactive 
media enquiries and issuing 26 proactive press releases which is a noticeable 
increase compared to 10 reactive media enquiries and 19 proactive press releases 
issued in the last quarter. The type of coverage was recorded as: 

 Local Broadcast media (eg Calendar, Look North, Hallam FM, BBC Radio 
Sheffield): seven (compared to six in the last quarter) 

 Local Print media (eg Sheffield Star, Sheffield Telegraph, Yorkshire Post): 
83 (compared to 25 in the last quarter) 

 Local Community Newsletters: two (compared to two in the last quarter) 
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 National health-sector media (eg HSJ and GP online): two (compared to two 
in the last quarter) 

 National Print media: 0 (compared to one in the last quarter) 
 Government news media (eg Workplace Savings and Benefits news 

website): one (compared to two in the last quarter) 
 National news website: (e.g. BBC news website, UK news website and 

News Yorkshire website) 11 (compared to two in the last quarter) 

A large proportion of the stories (40%) during this period have focused on winter 
messages including choosing the right health services, the CCG mobile app, the 
additional 30,000 urgent GP appointments, flu vaccination, A&E pressures, 
‘pharmacy first’, the walk in centre and how to self-care at home. Other key stories 
during this quarter include the Transformational Challenge Fund and Better Care 
Fund (integrated commissioning). 

Another key piece of media coverage during this quarter was the CCG Medical 
Director, Dr Zak McMurray, and Acute Clinical Lead, Dr Charles Heatley, 
appearing on the BBC Radio Sheffield Rony Robinson hot seat slot. This involved 
Dr McMurray and Dr Heatley taking calls from the public in a live phone in about 
the local NHS and commissioning. Overall, this was classed as a positive piece 
and was well received by Radio Sheffield and callers. 

A media coverage email, including links to the stories is distributed to Governing 
Body members monthly and can be found on the intranet under ‘Take 5 minutes’. 

An NHS Sheffield CCG Media Handling Protocol giving guidance on how to 
respond to media approaches for Governing body members, staff and CCG 
members can be found on the intranet. 

2.2. Digital 

2.2.1. Public Facing Website 

Over the course of this three month period, the website has received over 21,200 
hits (around 7,000 per month) and around 47,500 page visits (around 16,000 per 
month). Of the 21,200 visits, 71% of these were classed as new visitors and 29% 
classes as returning visitors. These figures are higher compared to the last quarter 
(16,500 visits and 41,000 page visits between August to October). 

Whilst we have been unable to obtain detailed web statistics for other CCG web 
pages, Rotherham and Doncaster CCGs have kindly let us know that hits to their 
homepage per month average at 3,000 and 4,000 respectively. 

Around 8,000 of the 47,500 page visits have been to the home page which is the 
most popular page. The five most popular pages this quarter were:  

 Home page 

 Walk in Centres information 

 GP practices information 

 Pharmacy Christmas opening times 

 Choose Well Guide 
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These are the same as the last quarter, apart from this quarter the ‘Pharmacy 
Christmas opening times’ and the ‘Choose Well Guide’ pages are more popular 
than ‘contact us’ and ‘about us’ which were ranked as fourth and fifth most popular 
last quarter. This will be because this past quarter covers the winter period where 
we were heavily promoting the pharmacy opening times and Choose Well 
information via our social media channels, press releases and internal 
communications. 

The most popular downloads from the website during this quarter include: 
 Sheffield CCG structure (892 downloads) 
 Sheffield Palliative Care Formulary (707 downloads) 
 Commissioning Intentions (405 downloads) 
 Sheffield Choose Well leaflet (312 downloads) 

The most popular search terms within the website during this quarter include: 
 ‘Formulary’ 
 ‘individual funding requests’ 
 ‘Dementia’ 
 ‘Community Friends’ 

Trends show us that: 
 Most people visit the site Monday-Friday 
 Most of our visits are from within Sheffield 
 Most of our visitors come to our site from search engines (Google and Bing), 

the second largest amount of traffic is driven to our site directly (via direct 
links), the third largest amount of traffic is from the Sheffield Teaching 
Hospitals website and the next is through the CCG staff intranet. 

 On average people visit the site for 2 minutes 

An interesting point to note is the increase in web page hits that aren’t coming 
directly via the home page. Globally there has been a shift with users increasingly 
‘coming in the side door’ with more visitors entering websites ‘sideways’ via direct 
links from social media, emails, search engines and other sites, rather than coming 
through the ‘front door’ that is the home page. 

Content development for the public facing site is on-going. During this quarter we 
also worked with our web provider on a redesign of the website so it is more in line 
with the new branding, with improved accessibility and functionality. As part of this 
redesign we now have a twitter widget and a Patient Opinion widget on the home 
page. In the next quarter we will be looking at how we can further improve our 
website accessibility particularly for people with disabilities or who do not 
understand English. 

2.2.2. Staff/ Member Intranet 

Over the course of this three month period the intranet has received over 139,000 
visits (around 46,000 per month) and over 264,000 page visits (around 88,000 per 
month). This is a substantial amount and has increased from the last quarter 
(123,000 hits per month and 231,000 page visits). 

Around 224,000 of the 139,000 page visits have been to the home page which is 
the most popular page. The five most popular pages are: 
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 Home page 
 A-Z 
 Useful Links 
 Medicines and Prescribing 
 Sheffield Formulary 

The most popular downloads from the intranet during the quarter include: 
 Methotrexate SCP update July 2014 (752) 
 Traffic light drug list (506 downloads) 
 Parkinson’s Disease SCP (488 downloads) 

The most popular search terms within the intranet during the quarter include: 
 ‘Email’ or ‘NHS Mail’ 
 ‘Google’ 
 ‘ICE’ 

This quarter we have also been monitoring the Chair’s Governing Body blog and 
video, and the Accountable Officer’s staff briefing video. In November the Chair’s 
video received 15 views and the blog 20 views, in December the video received 13 
views and the blog 15 views and in January the video received 17 views and the 
blog 40 views. The Accountable Officer’s staff briefing video received 31 hits in 
November, 15 hits in December and 24 hits in January. Altogether this is a slight 
increase on the last quarter although we would still like to see an increase in these 
numbers going forward and will aim to increase the promotion of the blog and 
videos in the next quarter. 

As with the public site, new content and developments are constantly evolving on 
the staff/member intranet. Since the last report, a new ‘Staff Zone’ area has been 
developed as part of the staff engagement group’s work. The new ‘Staff Zone’ 
houses the latest news, information and dates on what's happening within the CCG 
to get all staff connected. It includes pages on the ‘Fit for Future’ Organisational 
Development work, Fika, Learning lunches, Walk don’t type, and ‘people who make 
my day’. Initial page hits on ‘Staff Zone’ are encouraging with 187 page hits in 
December and 283 page hits in January. In the next quarter ‘Staff Zone’ will be 
further developed, including developing a discussion board specifically for staff to 
discuss staff engagement and to encourage more two-way interaction on the 
intranet. 

The lock-down of the intranet took place last quarter meaning that the intranet is 
now only available to access via NHS networked computers and those who want to 
access the intranet from home or from a computer that is not on the NHS network 
will need to register and sign-in with a password. Over 400 people have now 
registered for intranet access from a non-NHS networked computer. 

2.2.3. Social Media Activity 

NHS Sheffield CCG continues to increase its Twitter presence and this continues to 
show with an increasing number of followers. During November, December and 
January we have added an impressive 875 further followers which is more than 
double the 350 followers we accrued in the last quarter. We now have nearly 8,000 
followers. 
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In comparison with other Yorkshire CCGs, we have a similar number of followers to 
Doncaster and Barnsley (7,892 and 8,073 respectively) with Rotherham and 
Bassetlaw having considerably less followers (5,756 and 2,075 respectively). 

Since the last report we continue to tweet live from the monthly Governing Body 
meetings and interact with our followers replying to any questions or comments 
they may make. 

@NHSSheffieldCCG monthly tweets stats: 

 November: 120 tweets (92 direct tweets, 28 tweets we re-tweeted) 
 December: 159 tweets (89 direct tweets, 70 tweets we re-tweeted) 
 January: 98 tweets (46 direct tweets, 52 tweets we re-tweeted) 

‘Direct tweets’ are tweets we have tweeted direct from the Sheffield CCG account. 
‘Re-tweets’ are tweets we have re-tweeted from other organisations or individuals. 

Our direct tweets figures are also complemented by re-tweets and ‘favorited’ tweets 
by other organisations and individuals. During this quarter we received 83 re-tweets 
and 34 ‘favorited’ tweets in November, 160 re-tweets and 32 ‘favorited’ tweets in 
December and 126 re-tweets and 39 ‘favorited’ tweets in January. Altogether this 
quarter we have substantially increased the amount of re-tweets and ‘favourited’ 
tweets we received from our followers with 369 re-tweets and 105 ‘favourited’ 
tweets compared to 137 re-tweets and 50 ‘favourited ‘tweets in the last quarter, 
which is triple the amount. 

During November, December and January we used specific hashtag campaigns to 
increase our followers and will continue to do this going forward. Hashtag 
campaigns included #choosewell, #pharmacyfirst, #winterhealth, 
#CommunityFriends and #FluSafe throughout the winter campaign and #InvolveMe 
for the CCG engagement network campaign. 

As we look at ways of encouraging more interaction with our twitter followers, in the 
next quarter we have planned a ‘# twitter chat’ with Dr Ollie Hart to engage with 
patients, the public and clinicians around the CCG’s Respiratory Strategy. 

Sheffield CCG also has a Facebook page however as previously reported this is 
not as well used as twitter. The CCG has 73 ‘friends’ which is an increase of 20 
‘friends’ since the last report. We have also increased our postings during this 
quarter with 382 posts compared to 131 in the last quarter. 54 of our 382 posts 
have been ‘liked’ by our ‘friends’, a substantial increase from 6 ‘likes’ in the last 
quarter. In comparison with other Yorkshire CCGs we have a lower number of 
Facebook ‘friends’ to Doncaster and Barnsley CCGs but have more than 
Bassetlaw (Rotherham do not have  a Facebook account). 

In the next quarter we will continue to look at increasing our number of Facebook 
‘friends’, however we are also exploring other social media platforms including the 
image sharing site Instagram, the visual bookmarking site Pinterest and the online 
bulletin board Padlet. 
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2.3. Internal Communications 

The communications team are now actively using infographics to offer graphic 
representations of information or data in a clear and visual way. In the last quarter 
infographics for the Programme Management Office, Organisational Development 
Fit for Future programme, Health and Social Care Integration programme and to 
promote Fika have been produced. Demand for infographics within the CCG is 
increasing and we will continue to produce them for both internal and external 
audiences going forward. 

Connect magazine for member practices continues to have a specific ‘focus’ in 
each edition and since the last report they have included focuses on Engagement 
and on Simon Stevens’ Five Year Forward. During this quarter we have been 
asking member practices for feedback on Connect  as we reviewed whether we 
should continue with it or not. Out of the 22 respondents 58% said they make a 
point to regularly read Connect but some of the reasons for not reading it included 
that is was not accessible to them, they have limited copies, they don’t receive it or 
that the content does not impact them. Those that did read Connect said that the 
frequency and the length was ‘just right’ and that the layout was good. The most 
popular sections were ‘dates for your diary’, the news and the ‘focus on’. After a 
discussion at the Organisational Development Steering Group we have agreed to 
continue with Connect for now and will have more discussions with the Patient 
Engagement Group about its future. 

The CCG continues with the new short monthly briefing for member practices, 
which includes key headlines from CCG meetings and updates on opportunities for 
engagement by practices and the public. We also continue to produce a weekly 
bulletin for CCG staff, a weekly practice managers/GP bulletin and a weekly 
practice nurse bulletin. 

The CCG also continues to publish the quarterly ‘involve me’ network ‘newsletter 
Insight’ with the second edition due out in February. 

Since the last report the communications team continues to work closely with the 
OD/Staff Engagement group to further develop internal communications and 
improve the organisational culture. Fika now takes place twice a week for half an 
hour on a Monday and Thursday and is well attended by staff. Since the last 
quarter a ‘Super Fika’ was held to bring staff together and encourage feedback on 
all of the internal communications work taking place within the organisation. Over 
35 staff attended and feedback was encouraging with staff explicitly saying they 
have noticed a change in the organisation’s culture. 

The monthly ‘walk don’t type’ days also continue, encouraging staff to get up and 
go and speak to colleagues instead of sending non-essential emails. 

Since the last report a series of ‘learning lunches’ for staff have now launched. 
Learning lunches have been introduced to enable staff to meet and learn about 
their colleagues in a friendly and informal way. They are designed to share 
knowledge and create a better understanding around the roles we all play as 
individuals and departments in shaping the patient experience. There is no formal 
presentation and colleagues are encouraged to have a discussion whilst having 
their lunch. A series of engagement themed lunches officially kicked off the session 
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in November and since the success of the 'Engagement Week' learning lunches we 
decided to continue with the sessions. 

Going forward we are planning to hold these sessions on a fortnightly basis with a 
series of learning lunches booked in until April 2015. In this quarter the following 
learning lunches have taken place: 

	 Accountable Officer, Ian Atkinson – experiences, learning and observations 
from the ‘Future Vision Programme’ trip to Boston, USA. 

	 Survivors of domestic abuse came in to tell us their stories and how their 
employers supported them as part of the national '16 Days of Action' 
campaign domestic abuse campaign. 

 Katrina Cleary - ‘The Future of Primary Care’- including the national policy 
direction for primary care and an update on what's happening in Sheffield. 

 Tim Furness - the ‘Five Year Forward’ plan and what it means for the CCG. 

A survey sent to staff in January asking for feedback on Fika, Walk Don’t Type and 
learning lunches generated some of the following positive comments from staff: 

“I have noticed a very definite change in the culture since I was last here.” 

“There is a greater understanding of each other’s roles and I feel more like a valued 
person.” 

“I think there is more of a willingness to learn more about other areas and teams 
within the CCG.” 

“It has promoted a positive environment across the CCG.” 

“Connecting with colleagues as individuals, not just as colleagues helps build trust 
and improves working relationships.” 

“I have noticed a more relaxed atmosphere and I know more people on a personal 
basis.” 

“I try and walk about more in the office now and I know more people by name 
rather than face.” 

During the next quarter we will continue with the staff engagement work, including 
introducing the presentation software and storytelling tool, Prezi, accross the 
organisation with an aim of getting each department to develop their own Prezi to 
illustrate the work they are doing and raise their internal profile. 

2.4. Additional Communications Activity 

2.4.1. Marketing/ Campaigns 

Additional to the media, internal communications and digital activity, the CCG has 
also undertaken some marketing/ campaign activity during the period of November, 
December and January. 

Most notable is the winter ‘Choose Well’ campaign which aims to inform people 
about the NHS services available to them over winter and of their appropriate use. 
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Key messages include ‘A&E is for people needing emergency medical attention of 
who have had an accident’ and ‘Think Pharmacy First – why wait for an 
appointment if you have a common illness when you can see a pharmacist without 
one’. 

An objective of the campaign is for people to download the NHS Sheffield CCG 
‘Choose Well’ mobile app. Since its launch earlier this year, the app has been 
downloaded by 785 users and we continue to promote the app in all 
communications. 

The Choose Well campaign also included the following: 

	 A mass mail out of 50,000 general Choose Well leaflets, 30,000 children’s 
leaflets and 15,000 student leaflets (and posters) across Sheffield to GPs, 
pharmacists, optometrists, dentists, community centres, children’s centres, 
libraries, job centres, universities, children’s play areas, park cafes and 
farms, leisure centres. 

	 Development and distribution of 10,000 40 page Choose Well booklets 
containing helpful information for people to stay healthy and choose the 
most appropriate NHS service. 

	 A Hallam FM ‘street team’ 3 week campaign, from 22 Nov - 15 Dec. The 
street team went to various locations across Sheffield handing out Choose 
Well leaflets and encouraging people to download the Choose Well mobile 
phone app. They went to the following locations - Sheffield City centre 
(moving around the Moor, Fargate, Castle Market), Firth Park, Hillsborough, 
Crookes/Broomhill, Ecclesall Road, London Road/Sharrow Darnall, 
Gleadless, Jordanthorpe /Lowedges/Batemore, Woodseats, Woodhouse. 
Locations were chosen after discussions with the CCG’s Information 
Analysts as to where high inappropriate A&E attenders lived or may pass 
through. We also sponsored the Hallam FM mobile app with a direct link to 
our Choose Well app. 

	 A 4 week bus and tram advertising campaign which started in mid-
December. This covered advertising on buses on routes right across 
Sheffield, and posters in 6 tram stops including Sheffield University, Manor 
Top/Elm Tree, Valley Centertainment, Fitzalan Square, Nunnery Square and 
Meadowhall. Locations were chosen after discussions with the CCG’s 
Information Analysts as to where high inappropriate A&E attenders lived or 
may pass through. 

	 Online advertising with Sheffield Forum and Facebook started in mid-
November for 4 weeks with a direct link click through to our Choose Well 
mobile app. 

	 Promotional items including bookmarks and plaster packs with a QR code to 
the Choose Well mobile app which went out with the Hallam FM street team 
and which will be used at future events. 

	 A Pharmacy First campaign with ‘Keep Calm – Thing Pharmacy First’ flyers 
in line with the Choose Well branding distributed across Sheffield.  

	 Community Friends campaign with posters and certificates developed to 
encourage people to be good neighbours and to ask people to nominate 
their ‘community friends’. 

	 General press releases issued: 
- Additional winter funding 
- Choose the right health service this winter 
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- Be a good neighbour, be a ‘Community Friend’ 
- If you’re under the weather talk to your pharmacist 
- Flu (general and child vaccine) 
- Free NHS Health Service Finder Mobile App 
- Call to action from all Medical Directors not to go to A&E 
- Keep calm – Think Pharmacy First 
- Take control of your long Term Condition this winter 
- Working Together to help Patients get Quicker Treatment 
- 30,000 additional GP appointments for Sheffield 
 Choose Well leaflets were translated into Arabic, Urdu, Somali, Mandarin, 

Cantonese, Slovak and Polish and distributed to GP practices across 
Sheffield and the relevant community organisations across Sheffield e.g the 
Sheffield Chinese Community Centre and the Pakistan Community Advice 
Centre. 

 The Choose Well leaflets were also spoken and recorded as audio files in 
Urdu, Somali, Arabic and Roma by native/fluent speakers and uploaded to 
the CCG website and shared via social media. This was developed in 
conjunction with Darnall Wellbeing who provided volunteers from the 
relevant communities. 

 Local radio station interviews with BBC Radio Sheffield to promote the 
Choose Well key messages and local health services available to people. 

 Both of Sheffield’s Universities asked to reproduce the information from our 
Choose Well leaflet in their student handbooks and this will be given to all 
new students arriving in Sheffield in the future. 

A pre-winter campaign survey was sent out in October/November to see if people 
know which services to use and we will do a post-winter campaign survey in 
March/April to evaluate the campaign. The evaluation will be shared with the 
Executive Team once concluded. 

Although the winter campaign dominated most of this quarter, additional campaigns 
in November, December and January have included Self Care Week, 
Commissioning Intentions, European Antibiotics Awareness Week and Cervical 
Cancer Awareness Week. 

The main campaigns we will be focusing on in the next quarter include Integrated 
Commissioning of the £250m health and social care budget with Sheffield City 
Council, the Urgent Care Services Review and The Respiratory Strategy. 

3. Recommendations 

The Governing Body is asked to note and comment on the report and suggest any 
additional next steps. 

Paper prepared by Sarah Baygot, Senior Communications Manager (Acting) 

On behalf of Idris Griffiths, Chief Operating Officer 

24 February 2015 
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