
 

Communications Committee, Wednesday 24 October 
 
Communicating with the public – campaign update 
 
Executive summary and recommendations  
 
Introduction  
 
The 2007/2008 campaigns approach was decided upon based on a number of 
factors including the 2005 MORI research, feedback from registrants at listening 
events, evaluation of previous campaigns and 2007 focus groups with 
registrants, referrers and the public.  
 
As a result of the feedback and evaluation, we decided to target the public, 
referrers and registrants with specific profile building and advocacy campaigns. 
We also decided to focus our public relations activities predominantly on raising 
our profile with key health and consumer journalists; thereby ensuring we are at 
the forefront of journalist’s minds should a story break about health regulation.  
 
A presentation will be delivered during Committee to summarise the campaigns 
activities so far this financial year.  
 
Decision  
 
The Committee is requested to note this paper.  No decision is required.  
 
Background information  
 
 
Resource implications  
 
 
Financial implications  
 
Appendices  
 
None 
 
Date of paper  
 
24 October 2007 
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Communicating with the public: how we got to where we are

• 2005 MORI research

• Feedback from registrants at Listening Events

• Evaluation of campaigns

• 2007 Focus groups with registrants, referrers and the public 

• Listening Events to test concepts



Communicating with the public: what we are doing 

• Reaching the public

• Engaging registrants

• Informing referrers

• Media campaigns



Reaching the public

• New public information materials, 
including 

• Posters

• Leaflet

• Window stickers

• To be mailed to GP surgeries, PALs
offices in all NHS Trusts and Numark 
Pharmacies from October



Reaching the public

• Yellow Pages in Chiropody and 
Physiotherapy sections

• Google

• Yell.com (for physiotherapists, 
chiropodists, dietitians and speech 
and language therapists)

• Age Concern: 3rd party signposting



Reaching the public: next steps

• Development of the hpcheck website

• www.hpcheck.org



Engaging registrants

• Created A5 Flyer to promote In 
Focus newsletter and new public 
information materials

• Mailed with certificate as part of 
renewal cycle

• Available at Listening Events, 
Exhibitions etc



Engaging registrants

• Adverts appearing in professional 
journals from September/October

• Initially, 

• Chiropody Review

• The Journal of Podiatric 
Medicine

• Podiatry Now

• Physiotherapy Frontline

• Articles in professional journals

• Website/newsletter/listening 
events



Engaging registrants: next steps

• Development of advert e-kit



Informing referrers

• Leaflet outlining the role of the HPC, 
protection of title and the importance 
of referring to a health professional 
on our register. 

• Will be mailed to all GPs and 
Practice Managers across the UK



Informing referrers

• Update on GPs at Primary Care Live on 
9/10 October 

• Adverts appearing in professional 
journals from October

• Initially, 

• Pulse (circ 44,000)

• GP (circ 41,000)

• Doctor (circ 36,000)

• Adverts supported with editorial



Media presence

Consumer media

• Three mailings to media 
doctors/health pages: generic, 
dietitians, chiropody. Coverage 
achieved: Bella magazine, The 
Independent, The Mirror

• Case study opportunities in Mail 
and Sun



Journalist relationship building

• September - lunch for Marc with Health Editors of The Sun and 
The Mirror

• Broadsheets interested when news story breaks e.g. psychologists

• Sponsoring of Health Writers Guild Christmas event

• Mailing to Medical Journalists Association members to promote 
HPC



Communicating with the public: measuring success

• Quantitative measures

• Number of requests for leaflets

• Newsletter sign up

• Hits on www.yell.com and Google

• Feedback from registrants at 
Listening Events and exhibitions

• GP surgery leaflet take-up 

• Tracking media coverage

• Qualitative measures

• Opinion polling (2009)
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