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Brief summary of report
1. One of the greatest challenges, determining the success or otherwise of a strategic partnership, is effective communication. This paper provides a strategic context for collaborative working and our shared aim to improve the health outcomes of Suffolk people. It sets out a series of key principles and specific proposals to ensure that the Board’s communications are effective and joined up. 
2. Action recommended
	The Board is asked to:
a) endorse the proposed principles and framework for a Suffolk Health and Wellbeing Communications Plan as outlined in this paper.

b) review the effectiveness of the Communications Plan on an annual basis


Reason for recommendation

3. To ensure effective joint working and effective communication. 
Who will be affected by this decision?
4. Suffolk people, representatives of partner organisations, businesses, community and voluntary groups and other Suffolk agencies.  
Main body of report
1. Strategic Context

1.1 Introduction

The Suffolk Health and Wellbeing Board was established in accordance with the Health and Social Care Act 2012. The Board has a duty to "encourage integrated working" between health, care, police and other public services to improve wellbeing outcomes for Suffolk. It is responsible for delivery of the Joint Strategic Needs Assessment and the county's Joint Health and Wellbeing Strategy. 

The Suffolk Health and Wellbeing Board has 22 members in total, comprising councillors and officers from the county council, local clinical commissioning groups, NHS England, HealthWatch, the police, the voluntary sector and district and borough councils. The HWB has established a strategy for improving the health and wellbeing of people in Suffolk based around the following priorities:

· Every child in Suffolk has the best start in life

· Suffolk residents have access to a healthy environment and take responsibility for their own health and wellbeing

· Older people in Suffolk have a good quality of life

· People in Suffolk have the opportunity to improve their mental health and wellbeing

1.2 Principles for collaboration 

The Health and Wellbeing Board is another example of the growth in collaborative and integrated working within the public sector to operate as a “whole system”.  In order to ensure effective collaboration, it is important for all partners in any joint venture to recognise and apply the key principles of effective partnership working, which are:
· Shared vision

· Clarity of expectations and terms of engagement 

· Best use of time and resources 

· Mutually supportive processes 

· Decisions that take into account the views of different stakeholders 

· Operating on an equal footing with other organisations 

· Sharing of roles 

· Understanding others’ priorities and constraints 

· Getting beyond individual agendas 

· Keeping other organisations informed – and being kept informed 

· Consistency of approach and avoidance of duplication 

· Discussions of differences and constructive management of conflict 

1.3 The challenges and opportunities for effective communication

One of the greatest challenges, which determines the success or otherwise of a strategic partnership, is communication - not only to target audiences but also between partners. 

The communication managers representing each of the partners on the Health and Wellbeing Board met to help develop a Health and Wellbeing communications plan which identified the following issues/challenges/opportunities to factor into the plan:
a)
Recognise the benefits of a “whole system” approach and collective responsibility
b)
Accept that collaboration on health matters requires a cultural shift

c)
 Ensure that the principle of collaboration is embedded in each organisation

d)
Focus on Health and Wellbeing outcomes – not governance arrangements

e)
Balance the lead agency role ie Health and Wellbeing Board or other partner/s?

f)
Develop excellent inter-agency working and information sharing

g)
Select the most appropriate channel/s to deliver key messages

h)
Select the appropriate spokesperson depending on the message

i)
Clarity of decision making responsibility within the communications hierarchy 

j)
Simplify public & media understanding of what is a very complex area

k)
Resolve competing interests where necessary

l)
Recognise that there will be locality variations as well as generic campaigns

m)
Identify measures to assess the effectiveness of the communications

n)
Manage expectations of our target audiences and of the Health and Wellbeing Board

o)
Accept that there are finite resources so focus on working effectively/efficiently

p)
Utilise board members as Health and Wellbeing champions

q)
Plug into other collaborative work occurring across Suffolk

r)
Generate a simple and effective identity/voice for Health and Wellbeing in Suffolk

s)
Establish connectivity between the Health & Wellbeing Strategy and other policy areas

It is within this strategic context that a draft communication plan for Health and Wellbeing in Suffolk is submitted for your consideration.
2. Suffolk Health and Wellbeing Communication Plan

The Health and Wellbeing Board brings together the major partners in health and wellbeing in Suffolk. It provides a central point of strategic decision making and is a forum for partners to share information and take key decisions that improve the health and wellbeing of Suffolk people. 

Suffolk’s Health and Wellbeing Board is an opportunity for messages to be delivered to partners, and from partners. Therefore everyone will have a role to play in ensuring the communications of the Board are successful. 

The communications and engagement leads from each organisation will be responsible for cascading key messages from Board meetings and providing feedback on key communications issues where required.

2.1 Establishing a voice for Health and Wellbeing in Suffolk
While the board represents a wide and varied range of organisations, it concerns the health and wellbeing of Suffolk people, which is an objective that all partners share. It is proposed that the Board is identified with a series of campaigns and associated messages based on the HWB Action Plan and linked to people’s wellbeing, from keeping warm this winter to reducing obesity.

These core collaborative campaigns will form the basis of the Board’s communications whilst recognising the sovereignty of individual partners who will still need to issue their own communications on a range of issues

2.2 Identity 

To avoid the inherent problems with featuring multiple logos on all associated information, it is proposed to set up a logo specific to the work of the Health and Wellbeing Board. This should be simple, agreed by partners and accompanied by clear guidelines on its use.  

Some design concepts have been reviewed, including examples from other health and wellbeing boards, both good and bad. The basic principle of this approach is to establish a simple parent logo to which all partners can subscribe, with associated sub-logos that link to specific campaigns. It is proposed that the parent logo is developed along the following design:
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This would be complemented by logos for each campaign, for example for alcohol awareness: 
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This logo deliberately places the emphasis on outcomes as a result of collaborative working, rather than the mechanics of the Board in its own right. 

The overall aim is to establish an identity for the outcomes from the Health and Wellbeing Board. The logo is just one means to achieve this. Other proposed actions include:

· Developing a core role for Board members as champions, relaying key messages within their own organisations and externally

· Cultivating a regular media profile built around the health & Wellbeing Board Programme and Action Plan 

· Creating a new dedicated website (see below) as a hub for information about the Board, from key documents to specific campaigns

2.3 Website

The development of a single website will enable communications leads to feed information through a single source and enable both the public and professionals to gain an insight into the joined-up approach to health and wellbeing in the county. 

The website would feature the joint logo, once agreed by the Board. One very good example of a visually appealing, dynamic and informative website is that of Surrey’s Health and Wellbeing Board:
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2.4 A phased approach 

I propose that the communications plan is split into distinct stages:

Stage 1 – Establishing the identity for Health and Wellbeing Suffolk 

Stage 2 – Identifying and promoting a series of joint campaigns under the Health and Wellbeing Suffolk banner

Stage 3 – Sustaining momentum with regular key messages from Board meetings and linked to campaigns 

Stage 1 will begin at the start of 2014, with an action plan geared to a launch of Health & Wellbeing Suffolk. Stage 2 will follow on immediately afterwards, with high profile campaigns demonstrating close collaboration between partners and objectives aimed at improving the wellbeing of Suffolk people. 

It is proposed that communications will be a standing agenda item on the Health & Wellbeing Programme Office in order to agree key messages/campaigns and monitor implementation of the Communications Plan. It is also proposed that the health & Wellbeing Board review the Communications Plan on an annual basis.

2.5 Target audiences

Our principal audiences fall within three categories, with associated communication channels:  
1. Our own organisations – staff, leaders and internal stakeholders

a. established internal communication channels

b. core messages from Board members linked to Health and Wellbeing Suffolk website 

2. Other partners / Suffolk agencies

a. enewsletter established that references and links back to website

b. events 

c. core messages

3. The public

a. Individuals
b. Community groups

c. Voluntary sector

d. Businesses

e. The media 

f. Health and Wellbeing Board website 

g. Respective partner magazines and websites

h. Events

i. Targeted campaigns 

This will need to be developed into a detailed action plan, complete with timescales, costs, expected outcomes and measures of success. 

2.6 Communication principles
All messages, in whatever medium, must be consistent and meet principles agreed by the Board. I propose the following guidelines, where communication should be: 

· Honest, open and accurate.

· Accessible to all members of the community

· Clear, simple and user-friendly.

· Timely and current.

· Up to date and relevant

· Legitimate - in accordance with relevant legislation, national Codes of Practice and with the councils’ own protocols and guidelines.

· Cost-effective.

· Effectiveness targets to be agreed

2.7 Partner guidelines

In our joint working, partner organisations will be asked to subscribe to shared guidelines as follows when publicising Health and Wellbeing Suffolk messages. These principles apply to positive as well as more challenging messages which may be triggered by media enquiries:

· Using the partnership logo as appropriate for joint messages and materials in place of all individual organisational logos 

· Coordinating health and wellbeing advertising and media with the communications lead for the Health and Wellbeing Board 

· Promoting positive outcomes from the Health and Wellbeing Board collectively under the joint branding, and not as individual organisations. 

· Coordinating the promotion of messages through the communications lead, in liaison with relevant partner organisations 

· Continuing to promote partner HWB related stories/campaigns while always making reference to the HWB Strategy

· Using the joint website and related materials to promote partner organisations if the project links to the HWB Strategy

	Sources of Further Information
a) For other positive examples of Health and Wellbeing Board communications and marketing, refer to Hertfordshire County Council: http://www.hertsdirect.org/your-council/hcc/partnerwork/hwb/
and  http://www.healthysurrey.org.uk/ 
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Health and Wellbeing Surrey’s website


Note the prominent list of campaigns along the right hand navigation bar (‘Eat Well’, ‘Get Active’ etc) 





A joint ‘Health and Wellbeing Surrey masthead 
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