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Why are we doing this?
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Vision: NSS is integral to a world-leading health and care service.

Current Situation
NSS could be positioned more effectively
Service brands sometimes seen as separate organisations
Opportunity to promote One NSS and make the sum greater than the parts

Impact
NSS as a whole not consistently understood or known about
NSS not front of mind for stakeholders when they identify new opportunities
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Our current ways of communicating N~

We have:
Great communications specialists
Great stories
Great subject matter experts
Great connections

A huge range of channels we could use
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But we need strategically focused, joined up,
tactical plans to:

i
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speak to our audience groups effectively
best utilise our excellent content

pull all the moving parts together from services to
NSS

deliver successful organisational communications
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A More time and resource is spent on internal Creative projects completed per SBU
communications than external relations 4 out of the 5
Priority 1

A Our external relations focus tends to be on a ;
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What Is the strategy going
to achieve?
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Transformation We have a timely opportunity to
proactively enhan
reputation by bringing together
S successes from across the
organisation into coherent,

INtErn A <G—— —p External tafgeted organisational messages.
This will help to position NSS more
appropriately to take advantage of

Today high-profile national opportunities
on the horizon (such as the

Business as Usual development of the National Care
Service).
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We need to make our communications as an
organisation more effective; we need to create

| ess Onoi sed and I nstea

There are two key changes which will

achieve this:

Prioritise our audiences and focus our

campaigns on audiences in phases

Consolidate multiple stories from across

the organisation into a consistent NSS

campaign via content marketing approach



What are we actually
going to do?
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We need to deliver a long-term reputation-enhancing campaign for NSS.

To do this we will;

Take a phased approach to targeting audiences

Consolidate multiple stories from across the organisation into a consistent NSS campaign with
four 6Connectedd campaign t hemes

Alongside this we need to:

Support the delivery of SBU-level communications by
Aligning specialist support to the top three priorities of each SBU as identified in their RAMs

Enabling self-service for BAU activity

Continuing to drive up engagement on internal channels
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We have a wide range of stakeholders, including:

A Scottish Government

A NHSScotland

A Other NHS Boards

A Local councils

A Other public sector organisations (eg Scottish Fire and Rescue Service, Police Scotland)

A Social care organisations

A Third sector

A Trade union/professional organisation colleagues i
A Media (health sector/proactive) »

2
A NSS staff R ‘; @ . ;
b &

ATo understand our starting point, and our goals, by audience, e K
we have undertaken audience analysis (see appendix 1).
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We will need to target our audiences separately to most effectively drive reputational change.
We also need to be sensitive to the ongoing political and economic context when engaging
with these audiences.

In phase 1 we will utilise our existing social media

ASocial media audience audiences, internal NSS ambassadors and media contacts.
ANSS ambassadors

AMedia

These audiences have been chosen because a) we have
an existing captive audience via these channels and are
[N —— already engaged with them, b) they each have influence
AOther public sector orgs over the other audience groups identified above, and c) we
AScottish Government have methods of measuring effectiveness with these

groups.

Indirect ANHSS Our social media audience is also varied enough for us to

benefit AOther boards _ . :
APublic/patients use these micro-communities to analyse how different

groups engage, improving our success in future phases.

* Continue to serve BAU through phase 1
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We will bring together NSS success stories under four cross-organisational themes:

@ Connecting our NHS

Connecting

our NHS. ational

£ I lost my uncle and others who are dear
to me to COVID-19. | feel privileged to be

part of a wonderful team at Scotland’s
National Contact Centre, working
together to beat the pandemic.”

Giridhar Ravi, Contact Tracing Practitioner at NCC
and Physiotherapist at Highland Hospice

%5 Connected to our communities
Comnecicd 0 ur commniics.
Connected to our partners

“ There is genuinely no more
important jigsaw piece to
the COVID response than
NHS National Services

Scotland.”

Join us at the NHS
Scotland event and
discover how NSS is
supporting partners and
helping to save lives.

We will ensure the promotion of the most important stories for NSS by using this approach.

We can create capacity by the efficiencies delivered through content marketing, and we will slot any additional
BAU campaigns around these priority themes.
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Example Connecting our NHS
campaign, focusing on how NSS helps
counter fraud in the NHS. Rather than
focus just on Counter Fraud Services,
we will reference counter-fraud activity
delivered by P&CFS, cyber security
work by DasS, legal advice and action
from CLO, and procurement assurance
from PCF.




