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#UnAwards18 ENTRY // NOMINATION FORM

Please complete this entry form and email it to admin@comms2point0unawards.co.uk 
by 25 October 2018 (midnight)

You are able to send one piece of supporting information to help with your entry (but 
please only send one as our judges will not be able to look at any more than this) 

Thanks.

your name
Chris Rolfe

your email address
Chris.rolfe@stgeorges.nhs.uk 

your organisational @twitter
@StGeorgesTrust

your personal @twitter [optional]

category entered
Best comms/digital team

name of organisation/team/individual 
being entered/nominated

St George’s University Hospitals NHS Foundation Trust 

name of entry
In-house communications team

date project delivered [to / from]
All examples provided are from 2018 calendar year

campaign/project budget
N/A

brief description of objectives
All communications activity contributes to one of the 
following corporate communications objectives agreed 
by the Trust Board:

- Help tackle our quality, financial and performance 
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challenges

- Rebuild confidence in St George's

- Be positive, and celebrate what we do

- Ensure staff are engaged, and feel part of Team St 
George's

These objectives support the wider aim - and stated 
vision - of the organization to provide Outstanding Care, 
Every Time for our patients.

brief outline of strategy/plan
Our strategy was to deliver our objectives, and in doing 
so improve the way we communicate in four key areas: 
media relations; internal communications; stakeholder 
engagement; and digital. 

Most important of all, we wanted to play a key part in 
restoring positivity to - and about - the organisation; as 
evidenced by the final three of the four objectives set out 
above. 

The challenge we faced should not be under-estimated. 
The organisation has historically poor staff morale, with 
the Trust rated Inadequate for quality of services in 
2016/17. The organisation also ended the most recent 
financial year with a deficit of £54 million. 

We have also had to contest with significant leadership 
changes in recent years, although this stabilised with the 
appointment of a new Chair and Chief Executive in May 
2017 - which provided us with a platform to build on. 

what did you deliver and how did you 
measure it?

We delivered a range of communications campaigns 
and programmes to deliver our objectives.

Just some examples include: 

Positive media coverage: We’ve generated more 
positive media coverage for the Trust. Examples from 
2018 include 'Miracle' baby whose heart stopped 
beating for 22 minutes turns one’ (BBC News, 17 
October); ‘New mum gives birth to quadruplets - and 
names one of them after Fairy Quadmother who helped 
delivered them’ (Mirror, 1 July); ‘Operation never carried 
out in UK saves Londoner and unborn baby’ (Evening 
Standard, 27 March); ‘Get a gastric bypass and still be 
home for dinner’ (The Times, 7 March); and ‘Surgeons 
rebuild face of doctor injured by horse’ (extensive 
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national coverage, 18 January). We continue to be the 
home of 24 Hours in A&E, and in January 2018 the 
100th episode at St George’s was broadcast on 
Channel 4.

Delivering engaging and effective campaigns: Our 
campaigns - developed in-house - have helped improve 
response rates to two national NHS initiatives; namely 
the annual flu vaccination programme (73% in 2016/17, 
90% in 2017/18) and the annual NHS staff survey (40% 
in 2016/17, 51% in 2017/18).

Recruitment of nurses: In January 2018, we launched 
a social media and marketing campaign to help recruit 
new nurses. This involved targeted social media 
advertising, a direct marketing campaign to universities, 
as well as using existing staff to promote vacancies 
amongst their networks. This resulted in three 
successful recruitment open days, and the appointment 
of over 100 nursing staff.

Reactive media handling: In January 2018, we 
managed to negate the negative publicity resulting from 
a Mail on Sunday article about our doctors on study 
leave by putting our own message on social media. 
Andy Cowper, Editor, Health Policy Insight/ HSJ 
columnist, said of our response: ‘This is how to respond 
to tabloid nonsense: calm, factual and right. The NHS 
overall needs to get way, way better at doing this.’

Staff morale: We have worked hard to celebrate the 
successes of our teams. We do this through internal 
staff bulletins, proactive media, as well as social media, 
which nearly 40% of our staff say has improved in the 
last 12 months.

We’ve also changed the way we work to help better 
celebrate success in everything we do; for example, our 
pre-existing monthly senior leaders’ briefing now begins 
with the presentation of a Values award, and closes with 
a success story involving an individual or team.

Lack of trust in senior leadership: Given the high 
turnover of senior management set out above, we have 
increased the visibility of our new senior team, from 
traditional methods (e.g. a weekly email to staff from the 
Chief Executive) to innovative approaches, including a 
‘Where have we been?’ board on display in a public 
area. We have also introduced Teamtalk, which involves 
6-10 members of staff having an informal chat with our 
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Chair and Chief Executive each month.

what were the outcomes/benefits?
There are a number of measurable outcomes and 
benefits.

These include: 

Internal communications survey: Our annual internal 
communications survey in March 2018 showed that 71% 
of staff said we were either very helpful or quite helpful 
(compared to 65% of staff in March 2017). The results of 
the latest NHS staff survey also show that 
communication from senior management has 
significantly improved compared to the previous year. 

Our communication channels also consistently 
demonstrate cut- through; for example, 81% of staff 
read our twice weekly eG bulletins on a regular basis. 
This has contributed to successful campaigns, including 
the staff survey and flu vaccination programmes 
referenced above. 

Stakeholder engagement: By prioritising stakeholder 
engagement, we have successfully created a ‘no 
surprises culture’ with many of our partners and 
stakeholders.

As part of this, we have broken the cycle of only 
contacting stakeholders reactively, or with bad news. As 
a result, we now proactively brief them on progress with 
the Trust’s recovery – our monthly stakeholder bulletin 
has read-rates of 50%. We have also ensured there is 
senior representation at health overview and scrutiny 
meetings, which are key local forums.

Media relations: Our ability to consistently secure 
positive media coverage has resulted in neighbouring 
communication teams - at bigger Trusts - contacting us 
to ask for input and advice. We have also contributed 
opinion pieces on media engagement, including a piece 
in PR Week from February 2018 entitled 
‘Documentaries about the NHS are more important now 
than they’ve ever been.’ 

A member of the team is also speaking at a conference 
for NHS communications professionals in December 
2018. And the health correspondent for the Evening 
Standard tweeted in October 2018 that he agreed that 
our comms team was ‘outstanding’, in response to a 
tweet congratulating us on picking up an award at the 
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Public Sector Communications Excellence Awards.  

The combined effect of this has been to enhance our 
reputation within the sector as a capable and highly 
competent communications operation.

tell us why you should win 
[in no more than 100 words]

We provide a high quality service for the organization 
despite having a small team with a wide remit. 

The Trust has a history of believing ‘we don’t celebrate 
what we do’– which is a perception we have slowly 
started to shift.

We have worked hard to professionalise the work we 
do, and winning this award would enhance further our 
standing within the organisation - and the role effective 
communications has to play. 

We also remain helpful and approachable, as one 
respondent to our communications survey said, ‘I’ve had 
the opportunity to work with the comms team and have 
found them to be extremely helpful, knowledgeable and 
interested and engaged.’


