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WHAT IS HEliX? 3

HEliX is the evaluation and benchmarking system for good practice in internal
communications for the higher education sector. Funded by the Higher Education
Funding Council for England, HEliX is led by the University of Leicester with the
universities of Bristol, Edge Hill and Oxford Brookes forming the project group. The
Knowledge Partnership is the specialist higher education consultancy supporting
the project and conducting field work.

The project seeks to scope internal communications practice in higher education
and develop a benchmarking and evaluation toolkit to aid HEIs in their internal
communications work. We hope we have achieved that, but we do not yet regard
the toolkit as a final finished product. This document therefore is version 0.1 of
what will, we expect, be a series of ever-improving outputs, as we learn more
about what the sector most needs to improve staff engagement.

The HEliX toolkit system includes:

• An Introduction to HEliX.

• The Results of the HEliX sector survey of current practice in internal
communications.

• 35 Best Practice Indicators: indicators agreed by our 4 project universities
exemplifying ideal internal communications, backed by potential examples of
evidence to allow you to measure your own institution.

• 4-Strand Staff survey, allowing you to measure staff views of your internal
communications according to 4 typologies of staff and triangulate results.

• Health Check: a specific tool for the senior person in charge of internal
communications to measure the policy and good practice in place against a
benchmark of standards.

• The HEliX Case Studies: short descriptions of internal communications strategies
and campaigns in universities and other organisations that we consider to be
good practice.

The case studies have been compiled from a range of sources from within and
outside of the sector. These are not presented as the only way to do things. They
are simply examples of how some have tackled problems particular to their
university or organisation, with specific strategic, timing or budgetary
requirements. The top tips are drawn from our experience of analysing internal
communications and management behaviours over many years. We hope these are
useful, but if you have better tips, we would be please to hear from you. 

Where possible we have sought examples from the private sector. These are not as
numerous as we would have wished. Some organisations were reluctant to share
examples. Others, despite rhetoric, were not shining beacons for universities to
emulate. Many commercial companies, although innovative and thoughtful, were
too dissimilar and too product focused (for example, their internal communications
strategies tended to centre around amplifying the qualities of their consumer
goods to staff) to draw useful HE comparisons.

We would like to build on these in time, and hope that other case studies will
emerge as the work in improving staff communications progresses. 

What is HEliX?

For more information, and to add
other case studies to the HEliX
website, please get in touch.

Louise Simpson, 
The Knowledge Partnership
l.simpson@theknowledgepartnership.com
www.theknowledgepartnership.com

Richard Taylor, 
Director of Marketing & Communications
University of Leicester
Richard.taylor@le.ac.uk
www.le.ac.uk/helix
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University goals, ambitions 
and character

Leadership

Strategy, accountability 
and evaluation

News and message
dissemination

Information sharing 

Campus space and collegiality

1. The University has a well-articulated vision that enables all staff to understand the
direction of travel of the institution, its ambitions and priorities 

2. Consistent with the University’s goals, all academic and administrative departments
have a vision that sets out their specific ambitions and priorities

3. The University articulates and amplifies its character and strengths to its staff,
enabling them to understand and explain its reputation to third parties 

4. Excellent communications skills is an essential selection criterion for all senior
executive and heads of department positions

5. Internal staff communications is integral part of University decision-making 

6. The senior executive team contextualise the environment for their staff (political,
policy, economic & social)

7. The senior executive team distil and clarify key messages for staff

8. The senior executive team is highly visible and communicate regularly and
intelligently with their staff face-to-face

9. There is a robust corporate strategy for internal staff communications

10. Staff communications is effectively operationalised and resourced to ensure that it is
effective and impactful

11. Heads of both academic and service departments understand their critical role in
delivering effective staff communications and have systems and protocols to facilitate
this

12. Staff communications is regularly reviewed to highlight needs, gaps and evaluate
effectiveness

13. University news, events and success stories are communicated to staff effectively

14. There are channels for disseminating and accessing local news around and between
departments

15. Important and urgent news reaches staff swiftly

16. Innovation and creativity is in evidence in staff communications

17. Staff have comprehensive access to the policies, plans & information they need to do
their jobs

18. Committees, formal meetings and working groups are effective in terms of sharing
information and communicating decisions

19. There is an effective email system and policy in operation

20. There is an effective University website in operation

21. The University is easy to navigate physically

22. The campus environment amplifies the University’s personality and engenders staff
pride and affinity

23. The campus estate is conducive to good communications and networking

The 35 HEliX Indicators of Good Practice



24. All staff are fully connected to the University regardless of their campus location,
both physically and in terms of access to decision-making

25. There is a culture and professional processes that encourage staff to communicate
effectively/network with colleagues in other departments

26. There is a social programme that brings staff together outside the working
environment, encouraging them to feel part of the wider University team

27. Staff communications is designed to be fully inclusive, taking into account
disabilities, and cultural issues

28. Staff and managers are well prepared for crises

29. Staff can be contacted in an emergency

30. Essential security and safety information is effectively disseminated to 
managers and staff

31. The University strives to ensure that through the recruitment process prospective
employees gain a good understanding of the University’s history, achievements,
vision, ambitions and personality 

32. All new staff receive timely and effective inductions to the University

33. Staff who have a front-of-house role for the University or a department are
developed to be effective communicators

34. There is a comprehensive appraisal system that reinforces objectives, celebrates
achievements and allows for discussion about the effectiveness of internal
communications and staff engagement

35. All leavers are communicated with effectively and are given the opportunity to
provide constructive feedback, including comments regarding staff
communications and engagement

Campus space and collegiality 

Crisis, safety and security 

The employee journey 

WHAT IS HEliX? 5
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University goals,
ambitions and character
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Oxford Brookes University

Background

Oxford Brookes University is widely regarded in the sector as an inclusive and open
university. Thus the way it approached the creation of a new strategy was important in
terms of observing these values: staff needed to be not only consulted, but put at the
heart of the creative process and involved in deciding new and ambitious directions. The
project manager for strategy development was Professor Denise Morrey, Dean of the
School of Technology, who worked closely with the Vice-Chancellor, Professor Janet
Beer.

Janet Beer outlined the issues in the consultation document: “The Brookes 2020
strategy has to define a university that is distinctive in ways we must articulate through
the strategic consultation process. We have the opportunity to engage in a serious
discussion – across and amongst all members of the University, and with our friends.”

Objectives

• To inform staff of the external context that faces all universities.

• To allow consultation to inform the development of strategy through capturing ideas
and expertise, and to start a process of ‘buy-in’ to the new strategy.

• To develop a discussion paper that would be led by senior academic staff.

• To create discussion opportunities across traditional internal hierarchies and with
close, external friends.

Concept

Detailed conversations with staff on strategy would create a think piece on the most
relevant goals and opportunities, a Green Paper. This would be the precursor to a more
concise public strategy document but it would have the effect of including and
engaging staff in the important detail and key messages.

The Detail

The idea of a Green Paper was adopted from the parliamentary model: it aimed to
prompt discussion and look for emerging areas of consensus. The paper was based
around seven key themes, each one led by a Dean, who was then also asked to create a

Project leader

Professor Denise Morrey, Dean of the School of Technology
Oxford Brookes University

HEliX indicator:

The University has a well-articulated vision that enables all staff to understand
the direction of travel of the institution, its ambitions and priorities

The Green Approach: involving staff in the strategic process

1

“We knew that our staff were

ready to engage in this sort of

discussion from our staff

surveys and our work on the

HEliX project. But the challenge

was still to create ways to have

a genuine discussion. I was also

really convinced that the

engagement of academic staff

was critical. Asking the Deans

to lead on key areas really

made a difference.”
Denise Morrey
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task force of experts in that area who
would support discussion and help to
generate feedback. Themes included
enhancing the quality of the student
experience, research and knowledge
transfer, and civic and community
engagement.

The Vice-Chancellor announced the
forthcoming process in a series of
campus presentations in June/July 2008,
when an on-line staff survey on the
University’s strengths and values also
opened. At the same time, each of the
Deans was developing a list of issues
and questions for their theme. The
Green Paper itself, which also contained
background information in a range of
areas, was developed by Denise Morrey
and by Communications Director, Susie
Baker. 

The Green Paper was published in
October 2008 in hard copy and was
available on-line. University-wide
discussion meetings were held on each
campus. Each of the theme leaders
hosted focus groups for staff and for
those on the Board of Governors and
University Court. Alumni and a wide
range of other externals were invited to
participate in focus groups. As the
university was also consulting on its new
Student Centre building, the discussions
took place in the exhibition area to
prompt discussion about the future
opportunities. All Schools and
Directorates held their own discussions
and specialist committees were asked to
make the Green Paper an agenda item.
The Vice-Chancellor and Professor
Morrey attended meetings of interest
groups, such as administrators and the
Student Union Council and Executive;
staff, such as the professoriate and early
career academics and professionals,
were asked to attend focus groups
chaired by a member of the Senior
Management Team. Meetings were also
held with the Trade Unions.

A website was established:
www.brookes.ac.uk/2020

Costs and timeframe

The process ran from June to
December 2008. In addition to staff
time, the costs were printed posters,
the Green Paper itself and the catering
for focus group meetings.

Were there any problems?

A small batch of printed copies of the
Green Paper were sent to each Dean
and Director, with the assumption that
many staff would prefer to read the
document on-line. However, there were
so many requests for extra copies, it
would have been more straightforward
(and more transparent) to send a copy
to each member of staff – even though
this approach does raise concerns on
environmental grounds. Running focus
groups needed more preparation than
had been anticipated. Room layouts,
discussion structures and time
management were revised early in the
process. There was inevitably a learning
curve for those with less experience at
hosting cross-institution discussions.

Measuring Success

Professor Denise Morrey: “I am really
pleased with the way that the Deans
were so committed to their part in the
process. It made such a difference but
it was a big time commitment on their
part. The early on-line survey provided
a good backdrop to our discussions”

“The response was amazing. I think
that the Green Paper raised such a
broad range of issues that everyone
could contribute to a part of it. The
website provides a good indicator. We
had over 2,500 visitors to the website,
which suggests a very high proportion
of our staff looked at what was
happening. We are now feeding back
the responses; although the final
strategy will inevitably not please
everyone, I believe that my colleagues
will trust the process we are going
through to write that strategy.”

Susie Baker adds:

“We have to think in the long term to
see the impact of the time we’ve
committed. If colleagues have
confidence in the new strategy that will
benefit Brookes and the communities we
serve for many years to come.”

What next?

Feedback on the Green Paper and the
next round of campus presentations will
take place soon, and then we hope to
publish our White Paper this year, leading
to the agreed strategy. 

For more information see:
www.brookes.ac.uk/2020
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Goldsmiths, University of London

Background

Goldsmiths, University of London is on a single urban site in south east London and
has a fairly mature student base. Despite previous research showing it had a strong
brand and reputation - it was voted one of the UK’s coolest brands for four years
running - Goldsmiths was not always getting its messages across. For a start, there
was confusion about its title – especially the word ‘College’ – which meant that it
had different meanings in different recruitment markets. Mindful of the potential for
negative PR and the potential costs which might be incurred, Vicky Annand
recommended that the rebranding was approached in an inclusive and research
focused way, separating out the research element from the creative element.

Project Manager

Vicky Annand, Head, Communications and Publicity
Goldsmiths, University of London

HEliX indicator:

The University articulates and amplifies its character and strengths to its staff,
enabling them to understand and explain its reputation to third parties

Rebranding a Cool Brand: strengthening corporate values

3“We wanted this to be an

intelligent debate about how

we were perceived, what our

mission and values should

be, and what we were doing,

not what we looked like. We

did not want some big

debate about logos.”
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Objectives

• To devise and implement a cost-
effective rebranding project,
comprising evaluation of Goldsmiths’
external perception, Mission and
Values, and subsequent refreshing of
the corporate identity, through
research, focus groups, workshops,
and stakeholder engagement. 

• To evaluate the possible effects of the
College’s title and the strength of the
University of London brand.

• To bring staff, students and key
external stakeholders together
through the process.

• To enable staff to communicate the
Goldsmiths ‘brand’ (in the holistic
sense of Mission and Values) more
coherently.

Concept

An inclusive and intelligence-led staff
and student consultation, to review,
redefine and embed the Goldsmiths
‘brand’.

The Detail

The phase one project team, overseeing
the research, included representatives
from Senior Management, academic
departments, and the Students’ Union.
Stakeholder research was commissioned
to understand how Goldsmiths was
externally and internally perceived. The
results of the research were used as the
basis of a practical workshop with all
heads of departments to explore the
outcomes and help to develop
appropriate Mission and Values, (see
www.gold.ac.uk/strategy/mission/)

For the second creative phase, another –
more operational – project team was
established under the same project
manager, Vicky Annand, reporting to the
members of Senior Management Team
who had been on the first project team.
This team included representatives from
the web team, from reprographic
services, internal communications and

the publications and publicity team. A
competitive tender was held to appoint
an appropriate design agency who then
worked with the results of the research
(Phase One) to develop a versatile and
simple logo. 

“The new logo is matt gold for all the
main stationery, but departments can
use it in a variety of colours. There’s no
crest, no fussy elements – just
contemporary typography, that is clean,
and neat, and can be used easily,”
explains Vicky.

The university magazines, Staff and
Student Hallmark, carried information
throughout the project to keep internal
audiences informed. Staff and students
were also invited to an exhibition to
view and comment on the early design
ideas. This kept everyone involved and
part of the process, rather than simply
passive recipients of a final look.

Cost and timescale

Vicky explains “The whole review and
redesign came in at about £143,000.
The research took about three months,
and the logo design took a further seven
months or so. One of the key messages
all along the line was that resources
were tight. The implementation was
planned to be phased in over a two to
three year period, to ensure a cost-
effective approach is in place.
Departments were encouraged to run
stocks of stationery down to minimise
any potential wastage. Materials were
updated as stocks ran out, or as
publications, such as prospectuses and
course booklets, were updated as part
of the routine, annual cycle.” 

Were there any problems?

“Because of the phased approach, some
elements have taken longer than we
would have hoped. We’ve had to do a
fair amount of work to remind people to
ensure that Goldsmiths is referred to as
Goldsmiths, University of London. Also,
we had a potential PR problem when a

student journalist claimed that the
College had spent a million pounds on
the whole redesign! We had to put
people straight on that one pretty fast
and so we added that to the ‘frequently
asked questions’ page.”

Measuring success

Vicky feels the whole exercise went very
smoothly: “People were involved in the
project as much as possible using regular
updates in Staff and Student Hallmark,
email, exhibitions, and a dedicated
webpage; there were very few
complaints, compared to what might
have been expected, and the whole
process went relatively smoothly. We
even managed to get the prospectuses
rebranded even though we were only
part way through the second phase of
the rebranding project. The majority of
departments accepted phasing out their
individually commissioned logos with
immediate effect; the rationale was that
the design of the new logo was flexible
enough to allow them to use it with
whatever imagery and colours (within
reason) on their materials and
webpages. We took the decision to
establish a brand toolkit page and
ensure that logos and guidelines were
widely available to staff who needed
them; this meant that people did not
have to try and create their own
versions. In terms of the future, we
would like to commission stakeholder
perception research, and to find out
whether people have a better
understanding of what we are doing as
a university. We also now need to see
whether the rebranding has helped staff
to explain the university better to others.
That would be the ultimate test.”
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San Francisco State University

Background

San Francisco State University is an urban public university serving more than 30,000
students and is part of the 23-campus California State University system. It is regarded as
less prestigious that the University of California (UC) system. SF State is widely known for
its diversity and success in widening participation. Like all public universities, SF State has
to contend with on-going budget cuts, given the huge deficit in California’s State budget
(reputedly 41 million dollars in debt in 2008). Architecture is another issue: the University’s
magazine says “San Francisco State’s main campus has never been one to flaunt its good
looks.” Other factors that limit its market appeal include the unfavourable comparisons to
more prestigious neighbours (UC Berkeley and Stanford) and a reputation for being on
the one hand, ‘ultra liberal’, and on the other, ‘stuck in the 1960s’. 

Although the liberal reputation (stemming from civil rights activism in the 60s) puts off
some stakeholders, it is profoundly appealing to academics. One Dean described how he
operated in an environment where he could pursue new programmes and research
centres without reference to ‘the centre’. In short, he contended SF State is a University
that ranks creativity over order. 

Within this environment, the Director of University Communications, Ellen Griffin, needed
to create a campaign that unified the institution at a time of major campus
redevelopment but proceed with profound caution to avoid any branding furores.

Objectives

• To create a campaign that builds pride in the University and positively differentiates the
institution from its more prestigious competitors. 

• To do this without major brand arguments, causing staff to think this was top-down
spin or a waste of resource.

• To move the university away from negative aspects of its liberal reputation (‘stuck in the
60s’) whilst preserving the positive elements of academic freedom and intelligent
individualism.

Concept 

A marketing proposition - SF State: The City’s Creative Spark and SF State – it’s a state of
mind – developed and rolled out through ‘guerrilla tactics’. 

Project Manager

Ellen Griffith, Director of University Communications, SFSU
Interviewed by Dave Penney, Oxford Brookes University

HEliX indicator:

The University articulates and amplifies its character and strengths to its staff,
enabling them to understand and explain its reputation to third parties

Internal staff communications is integral part of University decision-making

The City’s Creative Spark: creating a vision through ‘guerilla’ engagement

“We used guerrilla tactics

instead, because any reference

to rebranding would just have

generated hostility and

scepticism.”

3

5
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The Detail

“What we didn’t do is talk about a
marketing proposition,” says Ellen. “We
used guerrilla tactics instead, because any
reference to rebranding would just have
generated hostility and scepticism.” The
masterplan gave the University
Communications team the perfect excuse
to discuss values, ambitions and directions
fully with staff as part of the extensive the
planning consultation. Staff were
encouraged to take part in blue sky
thinking exercises and generate new ideas
for the future of the University. What was
delivered was in essence a new starting
point and narrative to describe SF State’s
achievements and direction. 

Ellen’s thesis is that effective internal
communications starts by acknowledging
an institution’s values and meeting people’s
emotional needs. In the case of SF State,
the extensive consultation showed staff felt
the University had a major reputation
problem and there was a pressing need to
build pride internally and differentiate itself
externally. The achievements of the
University were often drowned out by on-
going coverage of student activism and law
suits related to issues such as free-speech
and admissions. 

Working with an agency, University
Communications developed a campaign
that both embraced and moved the
University beyond its activist image/history.
Ellen described the campaign’s central
thesis as: “We are who we are and we are
offering no apology.” The two central
ingredients in the campaign were creativity
and attitude. 

Given the national and international appeal
and reputation of San Francisco, the
campaign established a strong device to
link the success of this beautiful city and SF
State University and allow staff and
students to take pride in the contribution
the University makes to the city. Street light
banners with the slogan “SF State: The
City’s Creative Spark” were launched firstly
on and around the main campus and then
expanded into the city centre. 

The print campaign was based on the tag

line “The San Francisco State of Mind”,
which is subsequently defined in
advertisements as ‘the commitment to
equity and social justice’. This both
embraces the activist ethos that the
University is renowned for and allowed
academic achievements to be showcased
under a common theme/message.

In both campaigns, staff were prioritised
with internal launches to allow the
University community to be comfortable
with the campaign before it went public.
The “San Francisco State of Mind”
advertisements were then launched in
the Chronicle of Higher Education in
September 2008. 

Costs and timeframe
The campaign was developed as a result
of months of discussion and consultation
across the University. The exact costings
were not available, but Ellen says the
banners across the University and city

proved to be the most effective (at
$50,000 a year) both in terms of cost
and profile. 

Measuring success
While the primary purpose of this work
was external promotion, the
commitment to staff consultation in
what is a highly devolved institution
ensured that it was also a highly
successful internal communications and
pride building programme.

“While no measurement of the success
of this branding work on the culture of
SF State was undertaken, I was very
impressed with the impact the campaign
had on staff and how closely the
campaign matched their own
perceptions about the strengths and
direction of the University,” says 
Dave Penney. 

For more information: http://www.sfsu.
edu/~news/2008adcampaign.htm

Top Tips
How to redefine values, mission and vision
Be clear what these three words mean:

Values – are your moral compass (your beliefs, history, credo, moral codes). These
should always inform Mission and Vision, but they are often identical in many
universities, which share very similar values and moral pathways.

Mission – is what you do as an institution and what students and staff come to you
for.

Vision – is what you want to achieve but haven’t yet. This is the journey that inspires
staff and students to join, stay and work hard. Without a vision, universities become
indistinct and stale.

• Involve staff in detailed dialogue, in order to understand what the strengths and
weaknesses of the institution are. Explore their understanding of values, mission and
vision. What’s missing? What works, doesn’t?

• Talk to external stakeholders – what do they know about the university, what is
misunderstood/not known?

• Triangulate these viewpoints to build up a clear picture of reputation.

• Ask whether this reputation is what the university wants it to be.

• Redefine an ideal reputation, work out how you are going to achieve this. That’s the
vision.

• Build a plan to turn the ‘ideal reputation’ into the real reputation through activities,
research, outputs etc.

• Take this back to staff as an outcome of the consultation, and to further engage,
embed and effect.
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Stockport Metropolitan Borough Council

Project Leader

Alison Whitelegg, Internal Publicity and Communications Officer
Stockport Metropolitan Borough Council

HEliX indicator:

The University articulates and amplifies its character and strengths to its staff,
enabling them to understand and explain its reputation to third parties 

3

Be Proud: an integrated campaign to boost morale

Background

Stockport Metropolitan Borough Council employs 6000 people and is responsible for
an area which stretches from the borders of the Peak District National Park to the city
of Manchester. More than 291,000 live in the borough and many more look to
Stockport for employment or entertainment.

The Council launched the Be Proud campaign in response to independent research
which revealed that a sense of pride in working for an organisation is one of the top
factors in employee engagement. The Council felt this was an area that could be
developed. The campaign ran throughout October 2008 to coincide with a large
external campaign, Community Pride, which publicised the reasons for residents and
other stakeholders in Stockport to be proud of the area.

“ The most successful

organisations are those that

fully engage their employees.

Pride in your job is of key

importance to that. In the

campaign we wanted to

explore imaginative ways of

getting employees to develop

a sense of pride in the

contribution they make

individually and at the same

time feel proud to be working

for Stockport Council.”
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Objectives 

• To encourage and promote pride
among staff in what they do as
individuals in their daily jobs, as well
as pride in what the Council does as
an organisation.

• To instil a sense of pride in employees
– increase employee response on
survey to over 50% of employees
being proud to work for the Council.

• To communicate the Council’s three
strategic priorities:

1 An Attractive and Thriving 
Stockport

2 A Leading Green Borough

3 Safe and Strong Communities

• To help employees feel valued in their
jobs and as members of a team. 

• To share good practice and success
across the Council and within teams.

• To encourage feedback from peers as
well as line managers.

Concept

The campaign harnessed a variety of
media, ranging from traditional methods
such as posters and magazines, to new
media including e-cards and podcasts.

Alison says: “The most successful
organisations are those that fully engage
their employees. Pride in your job is of
key importance to that. In the campaign
we wanted to explore imaginative ways
of getting employees to develop a sense
of pride in the contribution they make
individually and at the same time feel
proud to be working for Stockport
Council.” 

The Detail

The campaign explained why people
should feel proud to work for the
Council by highlighting the major
achievements of the last six months,
which included gaining a four star
ranking as an ‘excellent’ council from

the Audit Commission. It also sought
from employees the reasons why they
were proud to work for Stockport Council
and how they felt they made a difference. 

By highlighting and publicising these
areas, other employees were then able to
draw comparisons and in turn also feel
proud about the job and work they did. 

A variety of employees were interviewed
about their roles, how they contributed to
the Council’s priorities and why they were
proud to work for the authority. These
interviews were then made available as
podcasts.

Say it with a Postcard – a ‘wish you were
here’ postcard was sent to all employees
with payslips, including a message of
thanks from the Chief Executive and
Leader.

Employees were encouraged to get
involved by contributing to a ‘Roll of
Honour’ where they could publicise any
awards their team had received on a
database held on the intranet. Employees
were also given the opportunity to send
thank you e-cards to colleagues to
recognise their achievements and
contributions. 

Posters were designed for the campaign.
The intranet also carried dedicated pages
which changed on a daily basis to
highlight a broad range of Council
achievements. A special edition of the
Council’s internal magazine, The Reporter,
was also produced with a focus on the Be
Proud campaign. 

Costs and timeframe

The month-long campaign cost £3,297,
equating to 49 pence per employee.

Were there any problems?

Sourcing images for the campaign that
portrayed, the concept of pride proved
quite a challenge.

Measuring success

The campaign produced the following
outcomes:

• 58% of employees are proud to work
for the Council, an increase of 17%
from 2002. There was a 16% increase
from 2002 in those who think the
Council is a good place to work.

• During Be Proud month there were
more than 1,250 hits on the webpage
that carried the thank you e-cards.

• Respondents to a short survey said that
they found the podcasts interesting and
easy to use. One respondent said that
“the podcasts make an interesting
alternative to a newsletter”.

• The employees who were featured in
the podcasts were asked a number of
questions following the launch; one
employee said that colleagues told him
he had ‘given a good and entertaining
account of their team’s role’. Another
employee featured said that, “podcasts
used by senior management about
corporate initiatives or information are
excellent for grabbing people’s
attention”. More than 60 people
downloaded and listened to at least
one of the podcasts. 

• The campaign won Silver at the CIPR
Pride Awards 2008 in which the judges
commented:

“The campaign had clearly defined and
measurable objectives and took a sensible
approach to reaching employees with
clear messages. A range of
communication tools were used and the
campaign was effective in boosting
employee pride. It was successful in
engaging employees to become brand
ambassadors and demonstrated that
minds had been won and perceptions
measurably shifted.”

One employee who completed the
evaluation summary commented: “During
Be Proud month I found out about the
jobs of many other people and it made
me realise just how much the Council
does. It makes me feel proud that I work
in a place that can really change things
for people and the area - I'd never really
thought about this before”.
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Manchester Airports Group

Project Leader

Liz Douglas, Head of Group Internal Communication
Manchester Airports Group

HEliX indicators:

Put yourself in the picture: communicating
vision and values

The University has a well-articulated vision that enables all staff to
understand the direction of travel of the institution, its ambitions and
priorities 

Consistent with the University’s goals, all academic and administrative
departments have a vision that sets out their specific ambitions and
priorities

The University articulates and amplifies its character and strengths to its
staff, enabling them to understand and explain its reputation to third
parties 

1

2

3
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Background

The Manchester Airports Group (MAG)
is the country’s largest UK-owned
airport operator with four airports -
Manchester, East Midlands,
Bournemouth and Humberside.
Recently, it created a new ten-year
business strategy, which requires all
2700 staff, across the four different
locations, to engage with.

Liz Douglas, Head of Group Internal
Communication, explains:

“The airport group is a complex 24/7
operation with the roles of colleagues
being highly diverse including roles such
as airfield operations, security, fire,
customer services, bussing, along with
the relevant people management and
executive support team. With such a
variety of roles, our people have
different exposures to our customers
and our business. We needed our vision
to be clear so that everyone could have
a clear line of sight from their role to
the business vision and we wanted to
get key messages across to everyone on
our four respective sites. As an airport
group we are reliant on a number of
business partners to provide our end-to-
end customer experience and as such
we needed to ensure that these
partners also understood our vision.

Objectives

• To create a visual aid to support the
understanding of the strategy.

• To show graphically how every aspect
of life at MAG comes together. 

• To unite staff behind the new
objective and vision.

• To demonstrate how everyone would
contribute to the MAG vision over a
10 year period.

• To increase measured levels of MAG
colleague engagement.

• To engage other airport business
partners.

Concept

The team decided to project the new
strategy in an image - a refreshing mode
of communication in an otherwise text-
rich environment. We were aware of a
number of suppliers who could produce
this type of but selected Axiom
communications, given their track record
in this type of engagement. After
rejecting a number of themes for the
picture, the team thought of expressing
the journey as a marathon. A number of
images were drawn freehand by Axiom
and developed using MAG’s feedback.
Once the final picture was agreed this
was then converted to a computer
generated image so that the picture had
more usability in the future.”

The Detail

“The constituents of MAG’s strategy
were embedded in the picture – the
MAG objective, vision, values and
heritage along with participants,
competitors, external drivers and
sustainability. The key targets for MAG
and objectives for the next five years
were depicted in a margin to the right
(not shown). The test of the picture was
really dependent on staff response. The
executive and leadership team
undertook 68 colleague briefings across
all four airports to communicate the
MAG strategy using the Big Picture
marathon. Feedback on both the use of
the image and the briefings was very

positive as we were communicating
face to face in a different and more
engaging manner than had ever been
done before. A timeline video was
produced for the company heritage at
the start of the briefings and a 4
minute video of a computer generated
image of a marathon, bringing the
whole picture to life was produced for
the end of the sessions. All colleagues
were given a credit card size fold out
of the Big Picture and objectives and
people managers were given desktop
briefing materials for reference. All
colleagues now have the Big picture as
their desktop wallpaper and an
intranet site on Our Route to success
ahs been developed to keep all
colleagues up to date on progress in
between future six monthly updates
and monthly team briefing references.”

Costs and timeframe

“The whole process from initial
concept to deployment took three
months and cost £70K including all
materials.

Were there any problems?

“A lot of colleagues at our airports
have long service and have seen
initiatives come and go over the years.
Whilst people really liked the different
approach of the Big Picture and the
huge effort to complete the face-to-

Where should Internal Communications sit? HR or comms?

“I have worked in internal communications reporting to a variety of

departments – HR, Marketing, Corporate Affairs and Strategy. At

MAG, internal communications sits within HR. I do not believe it really

matters which area internal communications sits in, providing that you

have a direct line to the executive team and CEO. It’s primarily the

relationships that you build that lead to the success of the area not its

position in the organisational structure.”
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Top Tips
Communicating a university strategy to staff

1. Involve and engage staff in the process of creating the strategy.

2. Ensure the strategy is a vision for the future rather than a statement of
‘where we are now’.

3. Create clear performance indicators to show how you will know whether the
strategy has been achieved.

4. Use words that are clear and jargon-free and ensure that the strategy
supports the university’s values.

5. Interview staff and stakeholders to discuss university progress towards
achieving that strategy regularly.

6. Present review results to staff to stimulate debate and further engagement.

7. Communicate the strategy in different ways, and at different times. It is not a
one-off announcement.

8. Engage senior staff and academics in how best to communicate the strategy.

9. Ensure that departmental strategies link up to or map on to the university
strategy in order to help deliver the overall ambitions.

10. Use creative techniques for reminding staff of the strategy – dry or familiar
delivery usually results in staff ignoring the message.

face briefings across different times of
the day and evenings to cover all
operational shifts, they are apprehensive
as to whether the image, objective and
vision will stay for 10 years.”

Measuring success

“The initial feedback, collected through
both hard copy and electronic feedback
forms has been very positive and the
briefings sessions which were interactive
enabled a lot of issues which could be
‘blockers’ to be discussed between
colleagues and senior managers. We
have measured a baseline of
engagement before the strategy was
launched and we will continue to
measure engagement through our

annual survey as well as through
temperature checks across the group.
This will be the formal test of whether
this communication has made a
difference. But in terms of breaking the
ice, and bonding people, there’s no
doubt that it’s been a success.”

What next?

“This spring, we will be running a series
of interactive briefings for our business
partners across the Group to ensure our
customers get a world-class customer
service at all touch points at our airports.
A values-based colleague achievement
review framework is being introduced
from April 2009 supported by a values-
driven behaviour framework.”



Leadership
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Imperial College London

Background

One of the top universities in the world, Imperial College London prides itself on
doing things well. Making sure its 6500 staff understand the College’s strategic
direction is fundamental to achieving its mission and was one of the aims when
recruiting to the newly focussed internal communications function in 2006. Caroline
Davis has since led the function, creating the first internal communications strategy
and working closely on integrated projects with communications colleagues in media
relations, research communications, digital media, events and publications. 

Objectives

• To open up dialogue

• To make the senior management team more visible

• To give staff a chance to talk about key issues – especially vision and strategy

• To increase transparency of the decision-making processes

Concept

To use a blog that could be accessed by all staff and students to share details of the
discussions about Imperial’s strategy held at the annual senior staff away days hosted
by the Rector.

The Detail

The Rector’s Away Day (actually two days) takes place annually and is attended by
around 80 leaders of academic and administrative departments. Caroline and her
colleagues also go along to report on the discussions and within a week of the Away
Day their accounts of the main themes and discussions are posted on the blog. An
email is sent to all staff, giving them a taster of the blog contents and encouraging
them to add their own comments, ideas and questions. Caroline moderates the blog
so comments do not appear online until she has checked that they comply with the
blog guidelines. When questions come in, she consults the relevant member of the
senior management team and a reply is added to the blog if appropriate.

Project manager

Caroline Davis, Internal Communications Manager
Imperial College London 

HEliX indicator:

Internal staff communications is integral part of University decision-making

Getting the big picture across: a strategic blog

5

“We’ve had very little trouble

with unsuitable material. 

I think there were only two

comments that I didn’t post

to the blog because they

were about issues completely

unrelated to the topics

covered in the blog entries.

Having a blog policy helps

make clear what is and is not

acceptable.”



Costs and timeframe

The blogging software cost around
£300 in 2006 and since then all the
costs have been in-house staff time,
including the writing and editorial time
incorporated into Caroline’s job, and
the time of the web team in
supporting the technical framework.
When comments are posted, Caroline
receives an email alert and if a
response is appropriate, she aims to
post this within a week.

Were there any problems?

Caroline thinks most people are very
satisfied with the blog, and the
feedback has been almost universally
positive. Her only concern is keeping
up momentum: “Last November was
the third time we’d used the blog to
report on discussions at an Away Day,
and there were fewer comments than
in previous years. We may consider
allowing anonymous comments next
year, which may mean people feel
more comfortable offering their views.
We’ll still know they are bona fide staff
as the site will remain login only.” 

Measuring success

“We haven’t done any formal review,
but most comments have been really
positive. One of the aims of the
internal communications function is to
promote the sense of us being in a
community together. It’s much more
than just keeping staff on side – it’s
important for staff to know where
Imperial is going. They all play a key
ambassadorial role for the College – if
staff understand the College’s direction
and take pride in it, it’ll influence their
conversations with friends and people
they meet, which has to benefit
Imperial’s reputation.”

What next?

“We will relaunch the blog next year
using better blogging software we’ve
found for our new student blogs.”

Imperial’s comments policy on Rector’s 
Away Day blog

All comments posted to the blog will automatically have the College member's
login attached. No anonymous comments are allowed. 

Comments must relate to the entry. 

Comments are moderated and will not be published if they are: 

1. Unrelated to the topic of the blog entry 

2. Incomprehensible 

3. Offensive 

4. Personal attacks 

Comments posted to the blog will not appear immediately 
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Change communications: extending leadership

Background

The O2 Technology division has just over 2000 members of staff spread across several
sites around the UK. Staff cover a diverse range of technical functions, from the
network of mobilesites, through customer service systems, to the IT helpdesk. 

Here their communications team describe a significant internal communications
challenge.

The telecoms market is fast-moving and fiercely competitive. Technology is a key
element of maintaining O2's position as market leader. Recognising that to stay
ahead in future, the Technology Division would have to find radically new ways of
working, the Chief Technology Officer (CTO) launched a programme of
organisational transformation.

While this was in no way conceived as an exercise to reduce headcount, radically
different ways of working would clearly require different structures and, in many
cases, different skills. The success of the transformation would depend on all staff
retaining their productivity and creativity, in the face of major upheaval and
uncertainty.

An internal communications campaign was launched, aimed at technology staff, and
stakeholders from other areas of the UK and international business. The
transformation programme was given its own ‘brand’ name and visual identity. This
helped to position the transformation as a significant challenge and an exciting
opportunity.

The Senior Leadership Team (SLT; six people) were all fully supportive of the
transformation. A few projects using new ways of working were already successfully
underway. It was now crucial that everyone in the next tier of management, known
as the Extended Leadership Team (ELT; around 40 people), become fully engaged in
the programme. Any doubts about the transformation at this level could have a
devastating impact on large numbers of staff, and the ultimate success of the
programme.

Project leaders

Telefónica O2 UK 
Technology division
Interviewed by Dave Penney, Oxford Brookes University

HEliX indicators:

The senior executive team contextualise the environment for their staff
(political, policy, economic & social)

There is a robust corporate strategy for internal staff communications

Staff communications is effectively operationalised and resourced to ensure
that it is effective and impactful

Heads of both academic and service departments understand their critical
role in delivering effective staff communications and have systems and
protocols to facilitate this

6

9

10

11

“This was about do or

die: engage your staff

or fail!”



Objectives

• To motivate and enable the ELT to
provide leadership during a period of
major transformation.

• To help them understand and
support the transformation
programme.

• To enable the ELT to convince others
whom they managed of the need for
change.

Concept

It was decided that - despite the
difficulties of gathering everyone
together at short notice - a day-long
event would be the most effective and
efficient way to achieve the objective. 

The Detail

A key message was that the
transformation was not a top-down
imposition; it was about everyone
being empowered to come up with
innovative ideas of how to do things
better. 

With this in mind, the day was
designed to include plenty of
opportunities for two-way
communication rather than simply
Powerpoints. Moreover, a decision was
taken to record the day on film, so that
footage could be used in presentations
and at other times. Thus management
questions, responses, and critical
thinking happening at the away day
could be used to persuade a wider
employee audience of the importance
of change.

Key elements were:

• Motivational introduction by CTO
(loosely scripted).

• Presentation with detailed slide pack:
the need for change, the state of the
market and competitive
environment, progress already made,
explanation of indicators of success.

• ‘Circle of truth’ exercise: to give

people 'permission' to raise difficult
questions and engage in open, frank
discussion. Issues and ideas were
captured on flipcharts by IC staff.

• Exercise in groups followed by
plenary presentations and discussion:
starting to imagine ways to achieve
positive transformation. Content was
captured on flipcharts; additional
notes were taken by IC staff.

• Round-up of how people were
feeling at the end of the day.

• Summary and thanks by CTO
(unscripted).

After the event:

• Editing a whole day's video footage
down to about 15 minutes, ensuring
key messages and ideas were
covered.

• A feature article was written about
the event and the results of the
evaluation were publicised to all staff
via online channels. We didn't want
there to be any sense of proceedings
taking place behind closed doors.

• Further development of presentation
pack, including slides and video, for
ELT to use with their teams.

• Video footage posted to intranet.

• Further evaluation (see below).

Costs and timeframe

The time from inception to completion
took a couple of weeks. Costs included:

• Communications consultant

• Staff time

• Venue hire / catering 

• Video production

• Travel expenses

Were there any problems?

One of the main challenges was getting
so many senior people together on the
same day. A 'three line whip' from the
SLT was deemed advisable.

Filming the entire day ran the risk of
people not feeling able to speak openly
and honestly. IC staff took on a great
responsibility to use footage with
discretion (making sure everyone's
happy with sign-off procedures is
advisable). Fortunately, with
encouragement and reassurance from
the SLT, all participants contributed
boldly!

However professional the video
production company, and however
detailed their brief, you'll probably need
to be pretty hands-on with editing to
ensure the right messages get through.
At the same time, you'll need to allow
the specialists to do what they're good
at! If you have the budget and time,
the results can be inspirational.

Measuring success

The schedule included a chance for
people to say how they were feeling at
the end of the day. In addition, an
evaluation form was given out. The
results were overwhelmingly positive.

The real proof of the pudding was in
the ELT's subsequent ability to motivate
their teams. IC ensured that all staff
were invited via the weekly e-newsletter
to take part in an online survey about
the transformation. A question
specifically about communication from
their ELT member was included in this
survey. The results were excellent.

Measuring a return on investment will
be part of the overall success of the
transformation programme as a whole.
At some point, no doubt, someone will
pore over such measures as Time To
Market and Operating Income Before
Depreciation and Amortisation… 

From an internal communications
perspective, however, this was about do
or die: engage your staff or fail!
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Edge Hill University

Background

Edge Hill University has 2000 staff spread across a main campus in Ormskirk and
satellite campuses in Liverpool, Cheshire, Lancashire, Manchester and Shropshire. The
Vice-Chancellor, John Cater, wanted an effective and timely, yet informal, method of
communicating with academic and support staff at all levels.

Objectives 

• To devise a method of communication for the Vice-Chancellor to reach all staff,
both academic and non-academic.

• To communicate with staff in a non-patronising manner.

• To engage staff in the life of the University.

• To update staff on key developments of the University.

Project leader

Dr John Cater, Vice-Chancellor
Edge Hill University

HEliX indicators:

The senior executive team contextualise the environment for their staff
(political, policy, economic & social)

The senior executive team distil and clarify key messages for staff

Just to let you know: Vice-Chancellor email update

6

7



• To provide an additional mechanism to
recognise the achievements of staff or
to thank them for work beyond the
call of duty.

• To offer staff a broad picture of news
and events across the university.

• To alert staff to sensitive issues that
may require support from individuals
across the University eg recruitment
matters.

• To provide a mechanism for staff to
provide feedback to senior
management.

• To offer staff a broader view of
developments across higher education
in order to put Edge Hill’s
achievements and challenges in
suitable context.

Concept

An all staff e-mail, written personally by
the Vice-Chancellor, issued on a weekly
basis.

The Detail

The email is a short summary of headline
news involving or affecting Edge Hill
University, written in an informal and
chatty tone, with the good humour that
is regarded as a hallmarkof the VC.

John Cater said: “It is extremely
important that staff have access to and
communication with the University’s
senior management. The success of the
institution relies on the valued
contributions of every employee of the
University as much as the leadership
provided by the senior team. In all of our
communications we try to be open,
honest and clear. The one thing I’ve
learned through all of the roles I’ve
done, especially that of Vice- Chancellor,
is that you can’t communicate enough!”

• The content is underpinned where
relevant by key statistics and reflects
the academic background of the Vice-
Chancellor as a social geographer.

• The emails often carry a common

theme which people relate to, e.g. a
weather forecast.

• Other content includes latest
developments with building projects
on campus – a new Faculty of Health
building and a new Business School
have been completed in the last 12
months, for example, and new
student accommodation is currently
under construction; news of new
contracts won, funding issues, health
and safety matters, details of public
lectures and shows at the University’s
two theatres and recruitment updates.

• Employees are encouraged to take
part in a quiz carried in the email with
the offer of a bottle of wine to the
winner. The quiz is often about a
graduate, so it encourages awareness
of student progression in a
lighthearted manner.

Costs and timeframe

The emails cost merely half an hour of
the Vice-Chancellor’s time every week
and another half an hour or so to
respond to emails.

Were there any problems?

Covering a wide range of issues
effectively in a short communication was
a challenge. This has been addressed by
limiting the content to top-line messages
within the email and including contacts
for further details.

Measuring success

The email is widely respected across the
University’s staff as a “warts and all”
account of Edge Hill life. The high
volume of responses to the weekly quiz
indicates the email is widely read. Staff
feedback has praised the readability of
the communication and new staff are
often surprised to find the Vice-
Chancellor dedicates the time to
undertake this task personally. The
humorous tone is considered to be
hugely effective in making the
communication more accessible while
never detracting from the seriousness of
the message within.

Top tips for briefing staff
1. Use simple language that is jargon-free but which resonates.

2. Allow departments to customize and add to the main message for a
team brief. Strait jackets won’t work.

3. Use stories and anecdotes to personalize and humanize.

4. Use different and varying media – face to face, podcasts, emails,
written letters.

5. Use pictures where appropriate. People often have much better recall
of images than words.

6. Encourage conversations and debate in order to engage attention.

7. Add facts and figures to clarify and add research-based intelligence.

8. Keep to a theme, don’t simply scatter information.

9. Be brief.

10. Don’t read from a script. Practise and memorize key points but do the
rest “off the cuff”.
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Strategy,
accountability
and evaluation
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University of Manchester

Project leader

Rachael McGraw, Internal Communications Manager
The University of Manchester

HEliX indicators:

Heads of both academic and service departments understand their critical
role in delivering effective staff communications and have systems and
protocols to facilitate this

Staff communications is regularly reviewed to highlight needs, gaps and
evaluate effectiveness

University news, events and success stories are communicated to staff
effectively

There are channels for disseminating and accessing local news around and
between departments

Staff have comprehensive access to the policies, plans & information they
need to do their jobs

Committees, formal meetings and working groups are effective in terms of
sharing information and communicating decisions

Team Briefing: a strategic approach to sharing information

11

12

13

14

17

18

Should managers be taught
communications?

“We offer a training course

aimed specifically at middle

managers to help them think

about internal

communications – this is a

two day course with plenty of

practical advice. Now we are

trying to make sure that

communications is included in

managerial job descriptions,

and promote the fact that

communication should be

measured in personal

development reviews.

Sometimes managers felt it

wasn’t their job to

communicate, but we are

making it very clear that it

is.”

Background

When The Victoria University of Manchester merged with UMIST in October 2004,
communications were always going to be critical. The Registrar of the new institution
wanted to continue the kind of team briefing he had established pre-merger at The
Victoria University of Manchester. Information, in the shape of a Core Brief, was
meant to flow from his monthly meetings with his direct reports, to all administrative
staff via a cascade down various levels of management. At each level of
management, local information should be added.

But post merger there were around 5000 administrative staff in total, and it soon
became apparent that staff were not always being briefed, and that information from
the monthly Core Brief was just being posted on intranets or issued via email, but not
explained face to face to staff by managers.

An audit of Core Brief and Team Brief was commissioned, and Rachael McGraw,
Internal Communications Manager based within the Division of Communications,
Media and Public Relations, was asked to consider ways of improving team briefings:
“When I interviewed staff I was finding that some people didn’t know how to use
the briefings, and what kind of local information to add to them. There was also a
lack of knowledge about the system, and some said the Core Brief was of little
relevance to them or their staff.”



not managed by the Registrar, and their
communications and briefing varies
according to School or Faculty. As
inductions take place locally, Team Brief is
not always explained within them, which
prevents early endorsement for new staff.
The most significant problem, however, is
that feedback is not always making its way
up the management chain.”

Measuring success

“A staff survey two months after the
relaunch said that 64% of people found
face to face meetings with their teams
either very useful or useful. We regularly
run training sessions for managers and
team brief forms a major part of this
training.”

What next?’

“We are looking at Team Brief in some
non-administrative areas now – for example
the University Library. We may consider
carrying out briefing for academic staff,
however this would need to be piloted first
and we would have to think about where
this information cascade begins.”

Objectives
• To create a system whereby people had

face to face contact with their managers
once a month.

• To ensure there was a mechanism for
staff feedback.

• To give people a strategic over-view of
what the University’s administration was
doing.

• To make University information more
relevant to staff.

• To help managers give out relevant
information in a more structured way.

• To stop people putting things up on
email or the intranet.

Concept
“Research was carried out into how the
Team Brief system was working (or not) by
talking to a number of staff in various
Directorates, Faculties and Schools. We
then thought about how to improve
content and delivery, and re-launch the
team brief afresh.”

The Detail
“Following the research we developed a
revised version of Team Briefing and
produced a set of guidelines for its
implementation which were put on the
staff intranet. The Registrar held a re-
launch meeting with 60 key managers in
the administration, myself and the Director
of Communications. After this we ran four
or five training sessions for managers. Once
Team Brief had been up and running for
about three months, we ran a mini phone
survey to see how it was going.”

Costs and timeframe
The actual launch of Team Brief took about
three months, from doing the research, to
creating the guidelines and training
programme. All the costs were absorbed
into the communications team overheads,
including the research, and the creative
elements for the guidelines. The research
and training costs would probably be the
most expensive if the work had been done
externally. Rachael spent about three
months of her time carrying out the initial

research and constructing the new system
and training. Now she spends about one
day a month at training sessions talking to
managers about the system and how best
to use it. 

The University of Manchester’s
advice on running team
briefings

• Keep the meetings to no more than 15
people.

• Hold them no more than five working
days after the Registrar’s monthly Core
Brief.

• Explore staff concerns and feed those
back to the Registrar.

• Keep the content to broadly 30% from
the Registrar, and 70% about your own
area of work. 

• Make sure managers think about what
their local content is going to be.

Were there any problems?

“Occasionally, some staff will say they don’t
take part in team brief, so it’s not getting
through to everyone. Academic staff are

Top Tips
Reviewing staff opinion/conducting a survey

1. Keep views confidential. Surveys must be anonymous.

2. Use face to face interviews and focus groups to flush out key issues that help inform
the questions you ask in the survey.

3. Use an external consultant if you can afford to do so, to ensure staff open up with
honesty in interviews and results are objective.

4. Ensure that the staff are invited to do the survey by the University’s leader.

5. Include in the survey invitation a summary of what actions were taken last time there
was a survey, showing how it improved the university.

6. Make it clear that their views count.

7. Share as much of the results as possible with the staff, except those that are highly
personal criticisms of individuals.

8. Show that the review has had an impact with high visibility actions delivered as a
result of the survey.

9. Offer a prize draw to incentivize completion and show who won it in your newsletter.

10. Create working groups to execute the delivery of the survey findings.

11. Make sure there are hard copies as well as online copies for completion.
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News and
message
dissemination
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University of California Davis

Background

UC Davis, one of the ten campuses of the University of California, and was
established as the University Farm (of UC Berkeley) in 1905. 

UC Davis has grown to become a prestigious public research university, especially in
the arts, humanities, environmental sciences, life and health sciences, agricultural
science and engineering disciplines. It is regularly ranked as one of the United States’
best public universities and also rated as a leading international research university. 

The UC Davis campus is the largest campus in the UC system, spanning over 5500
acres (22.3 km2). It is made up of approximately 30,000 students. In the internal
communications context, the campus effectively operates as a small town in a highly

Project team

Dateline news team, University of California Davis
Interviewed by Dave Penney, Oxford Brookes University

HEliX indicator:

University news, events and success stories are communicated to staff
effectively

Important and urgent news reaches staff swiftly

Innovation and creativity is in evidence in staff communications

Editorial Lines: a campus newspaper with independent views

13

15

16



desirable and picturesque setting. The
campus, for example, has its own airport
and fire department. The University
communications department’s focus has
traditionally been on gathering and
disseminating news (to both internal and
external audiences) and staff interviewed
remained sceptical of the place
marketing has in universities. Indeed the
majority of the media management and
internal news staff are former journalists
(including a Pulitzer prize winner) and
take pride in the fact that they bring
strong journalistic values and approach
to their work at Davis. 

Concept

The editorial policy for UC Davis’ weekly
printed staff newsletter, Dateline, is
unique and virtually unheard of in UK
universities. Its freedom from the senior
management team means the tone of its
coverage of University stories is strongly
independent. The contention from UC
Davis’ Interim Assistant Vice Chancellor
for University Communications is that by
taking this approach, Dateline is a more
effective internal communications tool. It
allows staff to trust the information they
receive from the official University
newspaper. From interviews with eight
staff across the UC Davis, it is clear that
this view is widely shared. 

Objectives

• To sustain a campus newspaper that
reflects the “town/village” ethos of
the University.

• To use the campus newspapers as a
forum for debate on key University
issues.

• To maintain trust in the University’s
senior management by presenting
views honestly.

The Detail

The Dateline newspaper is run by two
former journalists (Clifton Parker and
Dave Jones) and overseen by Mitchel
Benson (Interim Assistant VC for

Communications). The communications
group takes a great deal of pride in the
publication and its effort to, at times of
controversy, maintain an independent
line from the University’s senior
management team.

Clifton Parker (editor Dateline) says UC
Davis operates as a town and the
Dateline newspaper must, to be effective
and honest to the UC Davis tradition,
fulfil a similar function to that of a town
newspaper or even town crier. While its
overall editorial approach stops short of
mandating an editor to hold the
management of UC Davis to account (in
the traditional fourth estate sense) it is
clear the Dateline staff are given
significant freedom. For example, when
the Chancellor holds “brown bag” lunch
sessions for staff, Dateline will report on
the event, including coverage of difficult
staff questions, union protests etc.
Dateline has also published an exposé
on the management of the staff pension
scheme. This investigation caused ripples
throughout the University of Carlifornia
system. Staff interviewed who worked
for the staff publication at UC Berkeley,
(The Berkeleyan) described the reporting
as ‘bold’ and were clear that it would
not be tolerated in most US university
publications. 

UC Davis’ other unusual feature is its
commitment to regularly run letters
from staff. The letters policy states: 

“As part of Dateline’s commitment to
intellectual debate, letters and forum
pieces are published in the newspaper.
Although this opportunity is not
available at many other colleges and
universities, we believe it is important to
provide this forum so that members of
the community can communicate with
each other about topics affecting the
university. These contributions promote a
diversity of opinion and stimulate
thinking. Letters should address issues
and ideas of general interest. If they do
call into question a particular individual’s
actions or decisions, or the basis for a
particular program or effort, Dateline

will allow the individual or program in
question to respond. Like most
newspapers, however, Dateline will not
print letters that include incorrect
information or personal attacks, and will
edit letters for accuracy and length.
Letters are limited to 250 words…As
with most newspapers, Dateline also will
not publish ongoing debates — letters
rebutting letters — by the same author
who raised the issue in the first place, in
order to allow space for more points of
view. To better give all members of the
community opportunity, Dateline will
accept letters from the same author
once every 30 days.”

Were there any problems?

Dateline’s coverage of a vote of no
confidence in the Chancellor of UC
Davis by academic staff pushed the
independence issue to a critical point.

The no confidence motion arose after
the University terminated the contract of
a Vice-Chancellor, Celeste Rose, and
secretly agreed to not only to give
$50,000 to Rose, but to keep her on the
payroll as a senior adviser for two years
at $205,000 a year. During that year,
Rose's new job did not have any regular
duties and she couldn’t be fired. This
resulted in a motion to the University
senate to condemn the actions of the
Chancellor for his “serious impropriety”
and “irreparable damage to the image
of UC Davis". In the UK the forum for
these types of comments is the Times
Higher Education website. 

Dateline covered this issue in several
editions and its writers aimed to give
equal coverage to the Chancellors and
the academic staff’s perspectives.
Dateline staff attended campus meetings
and quoted the Chancellor’s critics.
Mitchel Benson says Dateline walked a
difficult tightrope between being a
“management publication” and being
an independent newspaper – but
ultimately saw its overriding obligation
as being to the “truth first”. Therefore
Dateline refused to just print the
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sanitised statements from the
Chancellor’s office. For example,
Dateline covered a meeting of academics
and its coverage included this
paragraph:

“Frustration with Chancellor Vanderhoef
and the University of California
administration in general spilled over
from the faculty members, regardless of
whether they declared themselves to be
for or against the no-confidence
measure. They vented about ‘profound
demoralization’, poor leadership,
‘cronyism to the max’ in the
administration, inadequate graduate
student support, faculty salaries, the
‘disaster of undergraduate teaching’ and
other matters that they said are
detracting from the UC Davis mission.”

This resulted in the Chancellor calling
the Vice-Chancellor of Communications
to an emergency Sunday morning
meeting where he reportedly threatened
to withdraw funding for Dateline. 

The VC for Communications, Lisa Lapin,
defended her staff and its coverage of
the no confidence motion, arguing that
any attempt to shutdown or censor
Dateline would ultimately be
counterproductive for internal
communications and ultimately the
University. It’s interesting to note here
that Lisa Lapin both defended her staff’s
right to cover the no confidence motion
while at the same time also having to
protect the University’s overall reputation
as official University spokeswoman to
the outside media. 

Costs and timeframes

Dateline UC Davis is printed each Friday
during the academic year, with breaks
for the holidays. It is read by 12,000
staff from UC Davis. There was no
estimate made of costs.

Measuring success

Mitchel Benson says as a result of the no
confidence motion and the subsequent
debate about the role of Dateline, the

University’s senior management team
have broadly accepted the view that
Dateline should be given some freedom
to cover controversial issues. This helps
to ensure that the publication is not
dismissed by the University community
as just a ‘management mouthpiece’. 

While UC Davis has not sought to
quantify or measure the impact of this
unique approach to an in-house
newsletter, Mitchel Davis believes that
Dateline is a more effective internal
communications tool as it can credibly
communicate both corporate messages
and also build and maintain a strong
sense of the community that drives UC
Davis. In other words, because the paper
covers good and bad news, staff will be
more willing to accept the coverage of
positive developments. 

For more information:
http://www.dateline.ucdavis.edu/
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Kingston University

Background

A staff survey at Kingston revealed that internal communications scored badly within
the University and staff felt they didn’t know what was going on. Until mid-2008,
the only internal communication at Kingston was a quarterly magazine, designed
more for external than internal audiences, and a staff intranet that was used more as
an information store than a communication tool. Karen Leithead was asked to
improve and reorganize the internal communications function at Kingston; she is an
experienced publications writer/editor, who had recently completed Kingston’s own
professional diploma course in internal communications, and had the appetite for
trying some new ideas out. Her first action was to run a staff survey to find out what
communication they wanted. Overwhelmingly, staff said they would like a regular
newsletter – and 80 percent said they would like this newsletter to be electronic. So
their first recommendation was to launch an e-bulletin that would be sent to all staff.

Objectives

• Give staff a regular newsletter to find out what was going on centrally and locally.

• Build a sense of community.

• Inform people about central decisions and corporate messages.

• Get staff involved in creating and adding to the content

• Create two-way information streams and offer mechanisms for feedback.

• Raise the profile of internal comms and help develop corporate identity.

Concept

A fortnightly staff e-bulletin called Insight.

The Detail

Insight comes into staff email inboxes every fortnight, with colour photographs and a
personal message, linking to articles on the intranet about research, events, staff

Project leader

Karen Leithead, Corporate Communications Manager
Kingston University

HEliX indicator:

University news, events and success stories are communicated to staff
effectively

Important and urgent news reaches staff swiftly

Innovation and creativity is in evidence in staff communications

Insight: the virtues of E-bulletins
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What would you say to
someone starting an internal
communications function?

“Find out what staff need/want

first. Resist pressure to

produce quick fixes and take

time to get it right. An 

e-newsletter is easy to get off

the ground, can have high

impact, is environmentally

friendly and very good value

for money. That doesn’t mean

there isn’t a place for a

printed newsletter, but that

takes much more time, money

and effort.”



changes etc. As Karen explains: “The
tone is upbeat and newsy. Feedback
suggests it encourages people to talk
more and share what they are doing. As
people start to trust the format, I think
there will be a more open and deeper
editorial style. Our first priority was just
to give people information – they
wanted to be told what was going on
within a reliable channel that gave them
a sense of community. It is now
beginning to change the way the smt
are communicating and we are
beginning to tackle bigger issues and
open up some interesting debates.”

Insight is sent via an external electronic
dispatching house. Only staff can access
the stories, and if it were to be
forwarded to someone outside the
University, they would not be able to
open the links, which are password
protected. “In between issues, we email
about 100 people as key contributors, to
prompt them for news items. The
bulletin is encouraging people to send
us a lot more stories about research and
ideas at Kingston, which we can feed to
colleagues in the Press Office.” 

Costs and timeframe

The bulletin was launched in June after
about six weeks of planning. The
electronic design house charged approx
£1200 (ex VAT) for the one-year contract
that includes template design, technical
support and a distribution package of
60,000 email addresses. “It’s amazingly
cheap compared to normal postage. It
takes about four days of our time to
prepare each issue. There’s also our
editorial time, but if we weren’t writing
stories for the bulletin we would put
them on the intranet anyway.”

Were there any problems?

“I was worried about the technology,
and whether it would be ‘safe’ to hand
the mailing process over to an external
publishing house, but we have had no
problems. We agonized over whether
people should be able to ‘unsubscribe’,

but in the end we decided not to allow
that option. That doesn’t mean they
can’t put an email filter on to block
delivery. And of course they don’t have
to open the email. It goes to nearly
4000 people and we have only had
three complaints from people who
didn’t want to receive.”

Measuring success

“We can monitor readership and see
how many people click through to
which stories. We have a very popular
section, called ‘Did you see?’, which
links to picture galleries of events. I think
I’d also measure success in terms of how
many stories we are now receiving for
the intranet. A year ago, we posted 40
stories/announcements a month and
now we are putting up 100-150. We are
also able to use the new influx of
editorial copy in other corporate
communications, eg the alumni and
fundraising publications. We’ve also
noticed a lot more people are using the
intranet, as they realise the content is
now being regularly updated. Finally, we
have received considerable positive
feedback – one tutor said, ‘the bulletin
makes me feel the University is really
buzzing!’”

What next?

“Team briefing is a next big challenge,
and we also want to work out ways of
increasing senior management visibility
across the university.”
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University of Bristol 

Background

For many years, the Public Relations Office at the University of Bristol produced an
internal newsletter, University News, distributed to all staff (approximately 6000 in
total) as well as to the media, peer institutions and community partners. It was not
however felt to be the most impactful or immediate way of passing news across the
University. As more ‘outward-facing’ news items, in the form of press releases, were
already published on the top-level University web pages, there was a need to
disseminate all news in a similar format and from one source. 

Project leader

Jill Cartwright, Head of Public Relations
University of Bristol

HEliX indicators:

University news, events and success stories are communicated to staff
effectively

Important and urgent news reaches staff swiftly

Innovation and creativity is in evidence in staff communications

Online: moving over to web-based news 

and information service
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Objectives

• To provide a comprehensive news and
information service for all staff and
visitors to the University’s website.

• To report news as it happens.

• To respond to the increasing volume
of information for dissemination.

• To rationalise the way in which news
is disseminated and avoid duplication
of work.

• To free up staff time and resources to
develop a termly magazine featuring
more in-depth articles with a longer
shelf-life.

Concept

An integrated online news service on the
main university website, replacing the
monthly newsletter.

The Detail

Publications Officers worked with
colleagues from the web team and the
Institute for Learning and Research
Technology to develop a news
homepage. The existing online template
used for the publication of press releases
was enhanced to accommodate various
other categories of news, with different
layouts and extra features. The
templates were tested and stockpiled
news stories were uploaded over the
course of the summer, a traditionally
quiet news period, ready for the launch
in October, to coincide with the start of
the new term. Publications Officers
worked with colleagues in the press
team to develop guidelines for
categorising and processing different
types of news item.

Staff are invited to send details of news
stories to central email boxes maintained
by Publications and Press Officers.
Stories are allocated to individuals
depending on category and subject area,
and are worked up into illustrated news
items which are then uploaded on to the
news website.

A link to ‘Latest news’ on the University
homepage leads to a news homepage,
where all news stories are listed, with
the most recent item appearing at the
top of the page. Each item is displayed
with a ‘clickable’ headline and
thumbnail image, both of which lead to
the full item, and a summary of the
story. Eight stories are displayed before
they drop off on to a right-hand listing
of archived news stories. The three main
news stories of the day are also
displayed on the University homepage. 

The news is divided into categories,
which are listed in a left-hand navigation
bar on the news homepage, and
comprise: research news; grants and
awards; press releases; the University in
the media; Vice-Chancellor’s messages;
obituaries; staff notices; and events.
Other links in the left-hand navigation
lead to related web pages (for example,
news direct from departments, where
links lead directly to departmental pages
that are not maintained centrally; and
Subtext (the staff magazine that
replaced the printed newsletter). 

Costs and timeframe

University News was gradually phased
out, with later issues carrying
announcements about the forthcoming
changes. Publication ceased in early
summer. The technical development
work for the project was part-funded by
a grant distributed by the Campaigns
and Alumni Office Fund panel. The
timeframe from conception to
completion was approximately a year. 

Were there any problems?

One of the more complicated templates
was withdrawn because of technical
difficulties in displaying large images,
but there are enough remaining
templates to be able to display items
with sufficient variation. Small ads,
which had been been a feature of the
printed newsletter, were originally
included as one of the categories of
online news; however, the burden of

administration soon outweighed any
benefits, as the income generated was
minimal, and the category was removed.
Another category, Letters, failed to
attract much attention, and was also
dropped. An email facility at the bottom
of each news item allows for feedback
to the Public Relations Office, but this is
not published and there is no facility for
public discussion of news items. The
existence of a forum was hotly debated
but it was decided that the resource
required to monitor all feedback before
publishing was too great. The left-hand
navigation on the news homepage
allows for limited categories of news,
and some types of story do not fit neatly
into any of the existing categories. Jill
Cartwright adds: “The online news
service is not an intranet, and the staff
news category by no means addresses
all our internal communications needs.”

Measuring success

There is no formal monitoring, but the
waiting time for news items to be
uploaded has been much reduced. The
most recent news items appearing in the
former University News were three
weeks old by the time the newsletter
reached staff. News items are usually
uploaded on the day they are sent to
the Public Relations Office.

What next?

A discussion forum is being considered
so that news pages are more interactive.
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The University of Bristol

Background

The University of Bristol employs nearly 6000 staff. For many years a staff newsletter
existed in different formats – broadsheet, tabloid, full-colour glossy magazine – and
the frequency of circulation varied from weekly to monthly. With pressures on budget
and staff resources, however, plus the growing dominance of the web with its
immediacy and lack of space constraints, the decision was taken to move all news
online. But it was still felt that there was a need for some kind of communication
that offered a more reflective view of the university. 

Project leader

Jill Cartwright, Head of Public Relations
University of Bristol

HEliX indicators:

University news, events and success stories are communicated to staff
effectively

There are channels for disseminating and accessing local news around and
between departments

Innovation and creativity is in evidence in staff communications

Subtext: making staff magazines a good read
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“We wanted to reflect the

sheer wealth and

diversity of work and

people at the University,

and bring these stories

to light in an intelligent,

entertaining way.”



Objectives

• To create a more durable record of
university news than simply online
news.

• To circulate departmental successes
to other departments.

• To demonstrate that the University's
people are at the core of its success
and to:

• highlight their work and their 
motivations. 

• To bring creativity and a ‘light touch’
to bear on serious issues, avoiding
‘mouthpiece’ mannerisms –
especially important for a community
defined by independent thinking and
a general distrust of ‘spin’. 

• To reinforce the University's brand
and core values in every article.

• To showcase internal news about
staff research to raise the university’s
external profile.

Concept

A termly magazine, with high
production values, that would have
more depth and shelf life than the
staff online news. 

The Detail

Jill Cartwright was one of the
members of a small publications team,
who worked on the new magazine.
“We wanted to reflect the sheer
wealth and diversity of work and
people at the University, and bring
these stories to light in an intelligent,
entertaining way. A really good
newsletter might erode the ‘silo
mentality’ often observed in the past
and contribute to the University’s
awareness of itself.” The team were
clear that a professional magazine
needed some external input. “During
early discussions we concluded that a
fresh design and layout would best be
served by an external design agency.
Three local companies were invited to

pitch; the agency that won delivered a
creative concept that was clear, clean
and pleasing to the eye, with strong
emphasis on photography. It was
decided that a variety of approaches
would be used, including first-person
narratives, transcribed (and carefully
edited) dialogues and a Q&A format, as
well as the more conventional third-
person article. Whilst the design agency
took responsibility for layout and print,
the editorial remained in-house.”

Articles were proposed and assigned to
fall under several headings: either a
‘profile’, or a number of regular slots,
such as ‘How I got here’ (featuring
international staff or those whose
career path to Bristol is of particular
note), ‘The scholar and the soundbite’
(featuring academics who have
engaged with the media in a significant
way and their reflections on the
compromises and successes involved),
‘Tales from the field’ (researchers
describe life and work in various
environments, eg deep ocean,
Antarctica, volcanoes, studying
Buddhist death rituals), and ‘Why I
became…’ (academics recount their
early motivations, pivotal moments,
etc). To maintain a (still rather unequal)
balance in coverage between academic
and support staff, a regular slot, ‘Other
people’s jobs’, brings the work of
various ‘unsung’ members of staff into
the spotlight. The new title, Subtext,
reflected the depth and discursive
nature of the editorial content.

Costs and timeframe

Subtext runs to 20 pages and is
published in February, June and
October. The annual budget for three
issues is currently £23,000 with a print
run of 7000 (6000 for staff, 1000 for
external contacts). This includes the
design, print and photography. The
schedule is flexible but generally allows
for one month of interviewing and first
drafts followed by one month of
revisions, photoshoots and layout.
However, the publications team usually

have several other jobs running
concurrently with Subtext, and will
always keep an eye out for candidates
for future issues. 

Were there any problems?

“None that were major obstacles but
cost may become an issue in the future,
since professional photography and
good design and printing are expensive.
Some senior staff bemoaned the
‘touchy-feely’ approach and wanted a
return to straightforward news and
facts.”

Measuring success

“Any criticisms were far outweighed by
positive comments from staff, and
indeed from readers in peer institutions
and colleagues in the States. In late
2008 Subtext won a CASE Circle of
Excellence Silver Medal in the Print
Internal Magazines category.”

What next?

“There are long-standing plans to give
Subtext an online presence, but not
simply the text versions of articles: we
would like to explore audio and video
versions of some of the features, and
also include feedback from readers.”

Should internal staff news always
be written with the assumption it
will be seen by external audiences?

“I think this depends on the size of the
University, and the type of news. With
print news, you can’t possibly stop a
nice glossy falling into the hands of
visitors. And in fact we want visitors to
pick up Subtext, so we have to write it
with both audiences in mind. For a
non-print media, e.g. online news, it’s
much easier to keep control of the copy
and write it in a more staff-focused
way. However, you always have to
assume that it will be leaked to the
press or to anyone if you publish
something. Publishing, of course,
means making public.” Jill Cartwright.
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Background
The O2 Technology division has just over 2000 members of staff spread across several
sites around the UK. Staff cover a diverse range of technical functions, from the network
of cell sites, through customer service systems, to the IT helpdesk. In addition to its own
finance and HR teams, Technology has a small internal communications team of two,
plus five full- or part-time 'extended comms team' members based within various
departments.

The company were keen to improve internal communications channels at both corporate
and local levels without increasing email. Their Technology Communications Team
describe their progress.

The Objectives
• To counteract the risk of email overload.

• To provide a high-profile mechanism for staff to access, and share, news.

• To deliver a visually attractive format, to maximise appeal and contribute to a 'feel-
good factor'.

• To increase the quality of content and tone, ensuring consistency with brand and
corporate tone of voice.

The Concept
A new e-newsletter, Snippets. 

The Detail
A central, company-wide edition would be produced weekly; in addition, divisions had
the option to produce their own local e-newsletters, using similar branding. These were
intended to be complementary to the centrally-produced Snippets. 

The e-newsletter would consist of an HTML email containing links to stories posted onto
the intranet via the existing content management system.

Snippets: a refreshed e-newsletter

Project leader

Technology division
Telefónica O2 UK 

HEliX indicators:

University news, events and success stories are communicated to staff
effectively

There are channels for disseminating and accessing local news around and
between departments

Important and urgent news reaches staff swiftly

Innovation and creativity is in evidence in staff communications

Staff have comprehensive access to the policies, plans & information they
need to do their jobs
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“A little knowledge can go a

long way, and the results are

definitely worth the

investment in software and

training.”



A communications consultant was
engaged, initially for three months, to
support the launch of a e-newsletter for
the technology division to complement the
O2 wide e-newletter ‘Snippets’. This was
branded ‘Technology Snippets’. 

To encourage the channelling of news into
Technology Snippets (TS) rather than ad-
hoc emails, an audit was undertaken of
who had permission to send out emails to
all staff or to large groups. Some of these
permissions were then curtailed or
removed. 

An HTML template was designed by an
external creative agency. The format
includes branded banners at head and foot
and clearly-delineated zones for a lead
story, feature-style items and news in brief.
TS adapted the format slightly to include
regular zones for practical 'people'
information such as training or company
procedures; a 'fun' item; and links for
people to send in their feedback and
contributions.

Every opportunity is taken to link through
to non-written content, such as podcasts
and videos.

Software applications, to allow non-
technical staff to edit the template and to
manipulate images, were installed on
relevant staff members' computers. Basic
training in using these applications was
provided. 

TS is sent out the day after the centrally-
produced Snippets, so that people don't
feel bombarded and each publication
retains its own identity and impact. For the
mail out, we use an external service
provider offering tracking services. This
provides statistics such as open rates and
click-throughs for each newsletter item.

Costs and timeframe
Setup costs: template design (funded
centrally); software licenses; training;
communications consultant; staff time.

Ongoing costs are staff time and the cost
of using the tracking service (funded
centrally). Once all content is sourced and
posted to the intranet, compiling the HTML

email and uploading it to the tracking
provider typically takes about half a day.
Staff time required to source and edit
content varies from week to week,
depending on the quality, quantity and
complexity of news items: anything from
half a full-time post to two full-time posts.

Were there any problems?
The editorial process, and associated
challenges, are the same as with any
newsletter, e.g. news submission (last-
minute/unsuitable/poorly written/non-
existent); political pressure to prioritise
certain contributions, etc. The challenge of
ensuring TS does not duplicate the content
of the centrally-produced Snippets is ever-
present, but generally easy to manage.

The format was designed to be image-rich.
Although O2 has a large bank of images to
draw on, locating images that are suitable
and can be used legally is time-consuming.
The technology comms team only had one
camera, based at one of the main sites.
Investing in a further camera at an early
stage would have made life a lot easier!

It is slightly disappointing not to be able to
match the visual appeal of the HTML email
when people click through to the full
stories. These are posted onto the intranet
via a content management system offering
limited presentation options.

With HTML, a little knowledge can go a
long way, and the results are definitely
worth the investment in software and
training. However, basic training is not
always adequate when it comes to sorting
out occasional glitches: provision for
ongoing training and/or access to technical
backup is advisable.

Maintaining a good quality mailing list is
important but takes time. If emails are
being sent to people who have left the
company, they will not be opened, and this
will affect the open-rate statistics. In
addition, in Technology a significant
number of people who have O2 email
addresses are in fact contractors who
should not have access to any internal
communications. Identifying those who
should not be receiving the e-newsletter

was a substantial task, relying heavily on
input from HR.

Measuring success

Each edition of TS contains a link through
to a quick online survey, and an email link
for comments and story submission. The
online survey was put together using an
already available tool (e-response). It offers
a choice of three options
(like/dislike/neutral). Response rates to the
survey are low, but overwhelmingly
positive.

The tracking service provides statistics such
as open rates (how many people open the
email) and click-through rates (how many
people click on a link in the email to access
the full story). It's important to bear in
mind that open rates and click-through
rates provide little indication of how people
feel about the quality of the items they're
accessing.

There's no rule about what constitutes a
'good' open rate (although the external
agency who designed the template were
impressed by the rates we achieved). With
TS the open rate has remained fairly
constant over time, and comparable to that
of the centrally-produced Snippets. We
know that not everyone accesses all of TS's
content, but we also know that we can
count on the majority of its content
reaching the majority of staff.

We were able to use an existing resource –
focus groups set up to gain insight into a
range of staff satisfaction issues – to gain
qualitative feedback; however we will only
be able to use this periodically, as there are
other issues the groups need to cover.

What next?

We plan to develop other ways to gain
qualitative feedback, e.g. by regularly 'cold-
calling' small, random samples of
Technology staff.

Improving the visual presentation options
on the intranet is on the agenda, but will
have to be a company-wide project; it may
be some time before this becomes a
budgetary priority!
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Imperial College London

Background

There are 6500 staff based across Imperial’s eight campuses, mainly sited in West
London. Staff reviews suggested that news of University business was not flowing
well through the veins of this busy and highly distributed institution. Management
minutes were often not being cascaded. As part of a new university internal
communications strategy, a more reliable way of cascading information was required.

Project manager

Caroline Davis, Internal Communications Manager
Imperial College London

HEliX indicator:

Staff have comprehensive access to the policies, plans & information they
need to do their jobs

Committees, formal meetings and working groups are effective in terms of
sharing information and communicating decisions

There is an effective email system and policy in operation

The staff briefing email: a quick summary of university business
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Objectives

• To provide an opportunity for the
Rector and other senior staff to share
regular messages with staff about
high level priorities and to highlight
proud achievements.

• To help cut down on the number of
emails distributed to all staff.

• To provide a summary of main
university business decisions.

• To create a more immediate form of
communication than circulated
minutes.

• To provide news of opportunities
available to staff, from College award
schemes to campus activities.

Concept

A fortnightly briefing email issued to all
staff.

Detail

The Staff Briefing is sent out on a
Tuesday every fortnight to all staff at
Imperial. As well as including a message
from the Rector or a senior manager and
a summary of the key decisions made by
the College’s high level committees
(Council, Management Board and
Senate) it also offers staff practical news
of building projects and of events and
activities they can get involved in. Each
Briefing is posted on the website
alongside a PDF that managers can print
out to put on local noticeboards for staff
without access to email. The formatting
of the email is kept simple in rich text so
it looks the same in any email
programme and can be read easily on a
hand held device. The length is usually
about three pages of well-spaced text,
with links throughout to further
information.

Cost and timeframe

The first Staff Briefing was issued in
October 2008 and has appeared every
fortnight since. The only cost has been

in staff time. There are regular
contributors to the Staff Briefing from
across the College and Caroline is
responsible for pulling together the
digest of committee discussions and
decisions, editing the Briefing, seeking
the relevant approvals and distributing it
to over 6500 email addresses.

Were there any problems?

“Some hated the look of the very first
Staff Briefing, so we changed it from
Plain Text to Rich Text.”

Measuring success

“Every Staff Briefing requests that
feedback is sent to a central email
account and we’ve received positive
comments via this route, as well as
anecdotally. We’ve also looked at the
web stats for the links included in the
staff briefings, which show that staff
rarely click through to read a full
document, for example a policy. This
shows the importance of making any
key action points clear in the body of
the email. Unsurprisingly, the link that
received the most hits was about pay!” 

What next?

”We’d like to survey staff in the next
year to receive clear feedback on the
staff briefing, which we can use to
inform its future direction.”
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University of Oxford

Background

Oxford University’s Finance Division has its own communications team, led by Cécile
van der Weert, a Dutch born, English-educated postgraduate, with a background in
commercial marketing and communications. One of her recent change management
projects was to guide users through the upgrade of the University’s financial software
system. This involved shutting down the original system a few days before and after
Easter, and then encouraging IT staff in each department to download the software
and test it before the 1300 system users would need it again after Easter. Given that
changing to new IT software is often notorious for generating major discontent,
Cécile knew that care and meticulous preparation were essential, since everyone
needed the finance system to be up and running as soon as they returned from their
Easter break for their purchasing, invoicing and other financial management tasks.

Objectives

Cécile describes the objectives as falling into distinct categories:

• Cooperation: To manage the transition smoothly and to encourage users to finish
final pre-changeover processes before the Easter deadline.

• Facilitation: To make all the right information available and to ensure the software
was downloaded and tested in time for the switchover.

• Operation: To help staff use the labour-saving aspects of the new systems – new
buttons, new screens – and use the new software well.

• Emotion: To create trust in the project and the Finance Division.

Concept

The project team chose a ‘no frills’ approach to the task, using a monthly newsletter
and daily email updates, supported by web pages and printed manuals. As Cécile
said, “Our approach was informed by consultation with our software user group and
other technical parties. Withdrawal of supplier support meant we had no choice but
to upgrade the system, which determined how we carried out the communications

Project leader

Cécile van der Weert, Communications Manager
Finance Division
The University of Oxford

HEliX indicator:

Staff have comprehensive access to the policies, plans & information they
need to do their jobs

Committees, formal meetings and working groups are effective in terms 
of sharing information and communicating decisions

The Great Easter Countdown: Communicating a complex finance change
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“We didn’t want to waste

people’s time, so we had

to make sure they had all

the facts at their

fingertips.”
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exercise. We didn’t want to waste
people’s time, so we had to make sure
they had all the facts at their fingertips.”

The Detail

“We set up an online course to take staff
through the changes and they could also
trial the new system online if they wanted
to. Through the internal user group we
knew what our stakeholders’ views were
and this guided us on the proposed
changes and required communications,
guiding us in our strategy.” 

Further communication tools included:

• One A4 hard-copy sheet with key facts
and dates to ensure staff were aware of
what was happening;

• A checklist asking people to carry out
specific actions at certain times;

• Weekly emails counting down to the
upgrade weekend explaining progress
of the project and further user actions
required; 

• Daily system updates by email in the
week leading up to going live and a
few days after; 

• A website with Frequently Asked
Questions to reassure people and
provide further information.

“Our communications strategy identified
various audiences we needed to
communicate with differently - e.g.
strategic leaders, users, onlookers,
decision makers, so for each target
segment we adopted a different
approach.” 

Costs and timeframe

“There was no specific budget because it
was a matter of our time - using existing
tools and channels such as emails and an
electronic newsletter - meant there were
no additional costs.”

Were there any problems?

“We did a survey after the Upgrade, and
a few people said they felt over-

communicated with, whilst some of the
IT support people felt under-
communicated with. Although it is
important to acknowledge these
responses, I consider the
communications exercise a success, as
more than 90% of our audience was
satisfied with our approach.”

Measuring success

“The results of the online survey which
we carried out after the event were
really positive”:

• 89% of our audience found the
upgrade briefings in the Newsletter
“useful”. 

• 91% found the upgrade information
in our System Update email "useful".

• 96% found the information about the
system downtime “clear, accurate and
timely”.

• 93% found the information about the
system upgrade “clear, accurate and
timely”.

• 98% were “aware of the actions
required” by them before and after
the upgrade.“

“At the end of the day, it’s about saving
University administrative staff time, -
avoiding people making unnecessary
calls to the helpdesk about, for instance,
the planned downtime. This project
increased user engagement and
awareness and provided them with
confidence and replenished trust in both
the project and the Finance Division. By
implementing a comprehensive
communications strategy, people would
be saving their valuable time and
efforts, which ultimately reflects well on
the Finance Division.”

How have internal communications
changed over the last five years at
Oxford University?

“We have come a long way at the
University since I started in 2005. At the
time, finance suffered from having very
few formal communications in place,

and now we have strengthened our
reputation and our branding, we have
regular communication tools in place
and are generally much more in control
of the consultation processes with our
target audiences. And since 2007, when
the University appointed its own Head of
Internal Communications, this has
improved across many areas, resulting in
a wide communications network of
various comms professionals within the
University being established. Whilst we
might be in different departments, our
audience (the staff) is often the same.”

“ This project increased user

engagement and awareness and

provided them with confidence

and replenished trust in both the

project and the Finance

Division.”
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The University of Bristol

Background

Staff at the University of Bristol found that they were receiving too many emails that
didn’t apply to them. In some cases, email was taking over from other, more
appropriate, forms of communication. Moreover, some emailers were forgetting
common courtesies and the tone of emailing had, on occasion, become fairly curt or
even rude. As part of the University’s Positive Working Environment (PWE) campaign
(which aims to make working life productive, rewarding and enjoyable for all staff),
email became a goal for improvement via the first of a series of positive
communications leaflets.

The objectives

• To limit unnecessary emails

• To promote more personal methods of communication where appropriate.

• To encourage staff to be courteous when emailing.

• To remind staff of legal and data protection issues surrounding email.

Concept

As part of Bristol’s PWE campaign, Personnel Services, in conjunction with the
Communications and Marketing Division produced advice on good practice when
sending internal emails. This was circulated in the form of a concise, easy-to-read
leaflet, which was left in reception areas of buildings and posted on the Personal
Services website. Staff were actively encouraged to comment on or add to this
advice.

The Detail

The email guidelines included the following suggestions:

• Consider your mode of address. If you know someone very well and emails are
always going backwards and forwards between you, it may be natural to drop any
preamble (‘Dear Joe’, ‘Hi’) or sign-off (‘Regards’,’ Thanks’). But in other cases,
launching straight into your message and giving no friendly parting shot may be
seen as cold if not downright rude. Old-fashioned pleasantries still have their place. 

Project leader

Barry Taylor, Director of Communications and Marketing Services
University of Bristol

HEliX indicator:

There is an effective email system and policy in operation

FYI: Making internal email a blessing rather than a curse
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• Don’t fire off an email in anger. It’s
easy to use email to vent your
irritation or administer instant
retribution, but you may regret it later.
If you have a complaint, wouldn’t it be
better to go and talk with the person
(preferably once you’re calm)?
Particularly annoying to some people
is colleagues’ use of capital letters for
whole sentences in emails as a sort of
electronic shout.

• Remember that an email is forever.
Never put anything in an email that
you wouldn’t want your boss, your
aunt, a lawyer or the Daily Muckraker
to see. Even if you delete an email
from your ‘sent mail’ box, it lives on
elsewhere. And bear in mind that the
Data Protection and Freedom of
Information laws apply to emails as
well as to paper records.

• Make links to the web as convenient
as possible. If you are including a URL
in your email so that the recipient can
click on it and go straight to a
website, put angle brackets (< >)
around the URL. That way, even if the
address goes over to a second line, it
will still be ‘clickable’ and you will save
someone cutting and pasting.

• Do respond. Just because you receive
a large volume of email, it’s no excuse
not to reply to colleagues (but you
don’t have to use email, of course).
When you do reply, enter your text
above the sender’s message rather
than below it to save them
unnecessary trawling.

Costs and timeframe

The publication comprised a four-page,
folded, A5 leaflet printed in two colours.
Print and design costs amounted to
£1,500. The whole process (writing,
editing, design, print and delivery) took
approximately four weeks.

Measuring success

While there was no formal monitoring
of emailing, staff welcomed the initiative

and reported that the advice had gone
down well. The staff surveys following
the initiative showed a more positive
attitude to emails since the campaign
had been implemented. 

For more information:
www.bris.ac.uk/pwe/pos_communicat
ions_1_email.pdf

“ There’s always a danger that we

patronise people by telling them

how to use email, but it’s also

dangerous to assume they are

doing things well. So we had to

make sure that the advice was

fairly light, easy to absorb, and

straightforward. The campaign

was not intended to force people

to do things in a certain way –

just to offer them some

thoughts,”
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BAT 

Background

British American Tobacco (BAT) is a multi-national company with business in 180
countries and over 300 brands. There are over 90,000 employees worldwide and the
business has an annual gross turnover in the region of £24 billion. With such a
diverse organisation working in so many different cultures, time zones and markets,
communication is a constant challenge. How to articulate the global brand and
develop a culture of collaboration when the individual marketplaces are so diverse?

Driven by a directive to ‘work smarter’ the company has employed many different IT
tools, introduced database solutions, user manuals, but the focus was more often on
process and IT rather than people. The challenge moved towards how to give
employees the tools they needed to manage their business communications and

Project team member

Richard Hare
Flare Consulting/British American Tobacco

HEliX indicator:

There is a culture and professional processes that encourage staff to
communicate effectively/network with colleagues in other departments

Simply Connect: the use of social media to connect

staff across the world 

25

INFORMATION SHARING50



show them by demonstrating how
effective they could be.

Richard Hare is a knowledge
management (km) consultant and
member of BAT’s KM and Intranet team
within the HR function. The team works
closely with Internal Communications
and IT, as well as Marketing and Legal to
take internal social media forward.

Objectives

• To encourage staff to ‘connect,
collaborate and innovate’.

• To help develop people for wider roles
within the organisation.

• To help employees to ‘work smarter’
by:

• introducing new online tools such 
as blogs and social networks to 
staff.

• demonstrating how such tools may 
be used by introducing them in a 
fun and gentle social way.

• demonstrating to staff how 
effective such tools could be to staff 
in their internal business 
communications.

Concept

To move from technical knowledge
systems and an intranet based around
functional hierarchies to one where
people connect and share knowledge
with each other through online
conversations.

The Detail

The team introduced a new, simplified
content management system for the
intranet, named SiteBuilder, Designed
with an emphasis on usability, the
standard page uses five fields and most
information can be input using just two:
a headline and a body text field. A
house-style was adopted offering people
different colour options based on a new
corporate brand, which helped increase
the speed of uptake. 

The next step was to redevelop the global
HR intranet site. A workshop was held
with 20 people from various functions
structuring the information from the site.
(According to web design guru, Jakob
Nielsen, a group of 15 people in a user
testing group will produce a statistically
valid consensus, the new intranet used
simple Amazon-style tabs with news on
the front page and functional
information, HR, office support, forums
and information about the company all
accessible from the other tabs.

One of the propositions posed in the
biannual employee survey is: ”I feel it is
safe to say what I think”. BAT scored
significantly lower than peer
organisations against which it was
benchmarked, Encouraging people to use
blogs to communicate more openly was
an attempt to address this. It began with
four blogs which everyone could view
and comment on. The most successful
was written by a communication
consultant who had previously been a
journalist and his blog was full of
entertaining stories and generated a great
deal of interest. Within a year, everyone
was given the opportunity to write their
own internal blog.

How do you police the content of
your blogs?

“The issue of needing to police blogs has
never arisen. Staff agree to certain
standards, mean what they say and back
their statements up with their identity. If
an employee feels something falls short
of expected standards, they are free to
complain. ‘You post it, you police it’ is the
ethos. This removes the overhead present
in centrally-managed efforts.”

Staff were encouraged to set up small
communities of practice but the ones that
worked well were those with genuine
resonance. During the World Cup, staff
across the world were able to find
common ground by discussing the
competition, which proved effective in
highlighting the value of informal
networks. Usage then gradually
developed towards more practical issues,

with the most successful community
connecting 400 of the organisation’s
Management Trainess around the world. 

In 2007, the online employee directory
Connect was transformed into a social
networking tool when existing directories
were combined and the ability for people
to make ‘connections’ and post status
updates was introduced. The benefits of
Connect are still unfolding but it supports
the company working as a single
enterprise by helping people find their
peers, build relationships, communicate
and share information. As Richard,
explains: “It helps with working virtually
across cultures and geographical barriers.
You can forget that you’re 5,000 miles
from the person you are connected to
when you see what they are up to an a
daily basis.”

Costs and timeframe

Rather than a single project to redevelop
the intranet, the team took an
evolutionary approach, prototyping ideas
and improving them at each stage,
before deciding on the next step. BAT
were not able to give us a budget for the
whole project, as involved many different
teams. But they say replacing standalone
agency designed sites with off-the-shelf
SiteBuilder sites (saved an estimated
£250K in the first year. Making site
maintenance easier, led to increased use
of Interact which in turn increased its
value to BAT.

Adding the social networking
functionality to the existing Connect tool
was approximately £20K of development
work.

Were there any problems?

The team is not well funded and has to
create alliances with other departments
who are looking to experiment with new
technology in order to pay for technical
improvements. This makes the team very
innovative and user-focused, but can
create conflict with the organisation’s IT
department.
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Measuring success

• Usage of blogs went from a zero in
June 2004 to 3,000 readers per
month by December 2008.

• There are now over 26,000 registered
users of the intranet, up from 18,000
three years ago.

• Weekly use of ‘Connect’ rose from
300 to 3,000 people and monthly
profile page views rose from 1,200 to
50,000.

What next?

Connect is spreading on a worldwide
basis. Even markets with their own local

Top Tips
Arguments for and against social networking

For:

• Evidence that it may increase employee retention. 

• Allows for discussion about university topics but within a more relaxed, elective
framework.

• Stops staff getting bored.

• The younger generation have grown up with it, and would expect that type of
forum.

Against

• Diverts staff from work.

• Encourages dissent topics.

• Perhaps staff already spend too much time at a computer.

• Encourages more emailing.

Top tips for creating a blog

1. Include themes, and ask questions

2. Include a response mechanism

3. Create an editorial calendar to create future looking pages

4. Use facts and figures, not spin

5. Quote yourself, not other people

6. Change things, shake things up – familiarity is dull

7. Use a graphic designer to set up the blog. Make it look good

intranet can access Connect if they are
emailed an invitation to join. By
producing something that is easy and
enjoyable to use and releasing things
quietly using a more exponential,
contemporary approach, take up has
been steady.

The aim is to see every single BAT
employee connected because then the
collective knowledge of the organisation
is available to each and every employee.
As Richard observes: 

“We are starting to see the kind of
behaviours and excitement within the
organisation that are becoming
prevalent with social networking sites

on the internet. People are really getting
to know one another virtually, even if
they worked thousands of miles apart,
and have real conversations about both
work and other aspects of life.”
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Oxford Brookes University

Background

A series of networking evenings for researchers was launched as part of a campaign
to enhance the profile of research at Oxford Brookes University. The campaign
followed the opening of a £5 million building, a dedicated home for Brookes’
research functions.

Research councils and donors are known to favour inter- and multi-disciplinary
research, and the format of the evenings was designed to open up possibilities for
this. However, primarily the evenings were an opportunity for the University to
nurture and develop its research community in a unique way.

Objectives

• To provide an opportunity for researchers from across the university to meet each
other and discover research overlaps and synergies.

• To experiment with new ways to promote internal communications and 
inter-disciplinary conversations.

• To celebrate research at Oxford Brookes and to make research staff feel recognised
and valued by the University.

Concept

It was decided that structured networking evenings would work better than informal
social events, and that by adapting the familiar concept of ‘speed-dating’ to the
academic environment, researchers would be intrigued enough to try something they
might otherwise have avoided. 

The promotional material for the first event made much of this link, with references
to ‘five minute dates’ and researchers ‘flirting with possibilities’. However, the serious
element was not underplayed, with the university recognising that opportunities for
researchers to meet across disciplines are relatively rare.

The Detail

Five speed-networking evenings have so far been held, with attendance varying from
40 to 15 participants. Seating is arranged to engineer cross-disciplinary meetings as

Project leader

Professor Diana Woodhouse, Pro-Vice-Chancellor (Research)

HEliX indicators:

There is a culture and professional processes that encourage staff to
communicate effectively/network with colleagues in other departments

There is a social programme that brings staff together outside the working
environment, encouraging them to feel part of the wider University team

Serious dates: Research speed-networking evenings
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far as possible. Each ‘date’ lasts five
minutes, with one minute in between,
and the evenings are broken up with
drinks and a buffet. 

Crib sheets of questions are provided
to stimulate conversation, and for the
first two such events participants were
given coffee vouchers to use in the
University café should they wish to
meet up again afterwards.

The events are hosted by the Pro-Vice-
Chancellor (Research) and planned and
run by the communications team.
Feedback is gathered and used to
inform future events.

Feedback from the event showed
42% found the event extremely
useful, and 58% found it quite
useful.

Costs and timeframe

The costs are minimal: catering (wine,
soft drinks and buffet) and staff time. 

Were there any problems?

The events have attracted positive
feedback, but attendance levels have
varied and it is time to consider
adapting the format of the evenings.
There is also a recognition that a
commitment to research needs to be
demonstrated in a number of
systematic ways across the University,
to counter any accusations that it is
only skin deep.

On a practical level, it is necessary to
emphasise the importance that people
honour their commitment to attend so
that the ‘dating’ runs smoothly. It is
also crucial to have a large room with
enough space between pairs to enable
audible conversations.

Measuring success

Feedback has consistently shown high
levels of satisfaction with these events:

‘Worked much better than simply a
social event, because you are forced to
speak to people you might not
otherwise’

‘Have had coffee at JB’s with someone I
met there, and we’re exploring ways in
which we might collaborate’

‘A very innovative initiative and very
suitable for our University where
colleagues are fairly scattered and the
research seminar culture is not that
developed yet.’

‘Stimulating, enjoyable and opens eyes
to what others around the University
do.’

What next?

Feedback has suggested variations for
future events, all of which are under
consideration:

• Focus on particular research themes.

• Hold similar event for junior
researchers only.

• Have event based on methodologies.

• Post brief descriptions of participants’
research interests on intranet prior to
event.

• Invite people from outside Brookes –
other universities, industry, commerce.
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Edge Hill University

Background

Edge Hill University staff and students are offered a broad-ranging programme
of social activities to encourage interaction, greater engagement with the
University and well being in the workplace. Last autumn a new concept was
born – a musical experiment to encourage staff of all musical abilities to form a
choir to sing in four-part harmony.

Project leader

Ian Shirley, Senior Lecturer 
Primary Music Education, Edge Hill University

HEliX indicator:

The campus environment amplifies the University’s personality and
engenders staff pride and affinity

There is a culture and professional processes that encourage staff to
communicate effectively/network with colleagues in other departments

There is a social programme that brings staff together outside the working
environment, encouraging them to feel part of the wider University team

Voices from the Edge – launching a University choir
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“What is impressive is how a

group of such diverse

people can come together

and show the same

dedication, commitment

and enthusiasm for a

common purpose. The

result is something quite

special.”
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Objectives 

• To encourage staff and students of all
ages, genders and musical abilities to
participate in the singing project.

• To promote the social and health
benefits of singing as an activity.

• To use singing as a means of
encouraging greater interaction
between staff and students in an
informal setting.

• To offer a fun, stimulating and
entertaining leisure activity for staff and
students together as a learning
community.

• To create a choir capable of reaching a
standard for performing to fellow staff
and students.

Concept

The initiative involved an open invitation
to all members of academic and support
staff and students to join the choir, Voices
from the Edge, irrespective of their
musical ability. 

“Singing is a fantastic way of bringing
people together for a shared experience.
It is also a great social leveller in that
there are no hierarchies in a choir like this
and every person’s contribution is equally
valuable. The benefits of singing to a
person’s health and wellbeing are well-
documented – it encourages better
breathing and posture, for example and
triggers the release of the ‘feel good’
endorphin hormone into the body. The
challenges offered by choral singing
provide a stimulating and engaging
activity in which singers pursue high
standards and musical satisfaction,” says
Ian Shirley.

The Detail

Voices from the Edge was promoted with
a poster campaign throughout the
University’s main campus and
electronically via a weekly enewsletter
that features staff social events. The Vice-
Chancellor also used his weekly email to
staff to encourage people to join.

Some 40 people joined the choir,
comprising staff from all quarters of
the University – academics, support
staff, manual and non-manual,
students and two Pro-Vice-Chancellors
from the directorate team.

The choir met (and continues to meet)
on Tuesday lunchtimes from 1pm-
1.40pm for rehearsals.

Ian Shirley led the choir in building a
repertoire that combined more
challenging Christmas songs with well-
known carols for a performance
before staff and students over the
festive season.

Costs and timeframe

Apart from the negligible cost of
producing a number of posters in-
house, no other costs were incurred
other than the time committed by
members and the musical director to
lunchtime rehearsals and learning their
parts at home.

Rehearsals ran from October-
December in preparation for the
Christmas performance. Owing to the
popularity and success of the
performance, the choir is now an
ongoing concern and has been invited
to sing at forthcoming university
events.

Were there any problems?

A low take-up from male members in
the early stages left some gaps in the
bass and tenor sections. This was soon
rectified as news of the choir spread
through both word of mouth and
email correspondence. However, there
remains a target to attract additional
male members.

Measuring success

• Some 40 people joined the choir.

• Although attendance varied due to
work commitments, the Tuesday
rehearsals were extremely well
supported.

• Members committed personal time to
learn their parts to ensure a high
standard was reached and maintained.

• The choir gave a performance for
more than 200 staff and students at a
Christmas mince pie event, enhancing
an already very popular staff event.
Applause was rapturous.

• The positive reaction to the choir’s
performance and the enjoyment
shared by members has resulted in
Voices from the Edge being
established as a ongoing concern. 

• Members are busy learning a new
repertoire of songs ranging from folk
to gospel. Given the tight rehearsal
slot, the conductor supports learning
by providing recordings of individual
parts, and time is used effectively by
having a good pace to the rehearsals.

• A number of members of the
audience were inspired to join the
choir as a result of the Christmas
performance.

• Members talk regularly about how the
choir has lifted their spirits at work,
provided a highly-effective relaxation
mechanism and provided a
challenging, yet fun, setting in which
to learn or develop the skill of singing.

One member Sharon Buckley, Edge Hill’s
Corporate Events Officer, said: “The
choir has become a really important part
of my week. I hate to miss rehearsals
and my close colleagues and friends all
know not to invite me to a meeting
during Tuesday lunchtime. What is
impressive is how a group of such
diverse people can come together and
show the same dedication, commitment
and enthusiasm for a common purpose.
The result is something quite special.”

What next?

Back by popular demand. The choir has
been invited to give a follow-up
performance before a similar audience
during an Easter staff event.
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Nottingham Trent University

Background

One thousand staff at Nottingham Trent were moved out of two major campus
buildings temporarily in order to refurbish and restructure office space. Internal
communications manager Lynda O’Hare has the ongoing job of keeping staff
informed and on-side throughout this four year project. Having worked for the
Samaritans as a co-ordinator of 17,000 dispersed volunteers, she was a firm believer
in face to face communications and consultation.

“This is a really major scheme for us, a multi-million regeneration project, but we had
to take people out of the buildings, rehouse them, and soon we will have to put
them back in. This is a massive communications exercise, and people always get
anxious about being moved. To move them twice could take stress to a whole new
level!” Lynda O’Hare

Objectives

• To inform staff of the overall regeneration project, and the strategic objectives that
it supported. 

• To inform staff of what was happening and why, and keep up morale throughout a
very difficult period.

• To create a sense of what the university would be like when the work was
completed – the light at the end of the tunnel!

• To involve staff in the look and the use of the refurbished buildings.

• To help them settle into their temporary accommodation whilst reassuring them
that the new building would be worth the inconvenience.

Concept

The internal communications team is a standalone department which helps them be
more genuinely staff facing, and to give them a more autonomous status. Under the

Project leader

Lynda O’Hare, Internal Communications Manager.
Nottingham Trent University

HEliX indicators:

The campus environment amplifies the University’s personality and
engenders staff pride and affinity

The campus estate is conducive to good communications and networking

All staff are fully connected to the University regardless of their campus
location, both physically and in terms of access to decision-making

Campus Update: Keeping staff onside during renovations
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project title, Creating an Inspiring
Working Environment, the internal
communications team used events,
publications, intranet and face to face
meetings to support the objectives. They
worked with academics, administrative
managers and the Estate Team to
ensure the proposals were understood
and well communicated down and
across the university. 

“Before I started, we had a staff
magazine that was mainly about our
external successes while staff were
crying out for basic information to help
them to do their jobs. When you do
internal communications, you have to
be careful that it’s not internal
marketing. You have to be honest, and
not spin what is happening. Otherwise
staff just hear about the icing, and not
the cake. We wanted to be seen as
honest brokers.” Lynda O’Hare

The Detail

There were face to face meetings to
kick things off with staff and a network
of ‘move coordinators’ was set up -
representatives from each department
who organised the relocation on behalf
of their team. 

They created a section on the intranet
for the relocation with floor plans,
relocation handbooks, frequently asked
questions and checklists. It was taken
down after the first set of relocations
and is being reviewed in preparation for
the next tranche. 

A set of core stories are updated
regularly as the many decisions are
made about the new development -
highlights of the usage, look and feel of
the new building – e.g. decisions about
teaching space, social learning space,
lecture theatres, colour schemes,
catering, furniture etc. 

A monthly magazine (now discontinued)
highlighted key aspects of the building
to showcase architecture, or
environmental matters in more depth. 

In partnership with the Estate
Department the team held a five day
exhibition too and students and staff
were invited to drop in when it suited
them.

“What we tried to do all the time

was to present the big picture as

something exciting and visionary,

whilst making sure on an

individual level people knew

what was happening about their

workspace.”
Costs and timeframe

The project is a four year one, and still
ongoing. A total communications
budget of £20,000 was reserved for the
whole four year exercise.

Were there any problems?

“We needed better project
management across the different
departments involved – more role clarity
would have been helpful. This is a
problem sometimes in HE – project
management tools and techniques are
not always applied yet they can make
such a difference.”

Measuring success

“What was good was the way we kept
staff up to date with the changes, the
progress as it’s happened, and tried to
maintain the interest at key times.
Because it’s a four year project, it’s not
easy to sustain a level of interest that
helps people to fully appreciate what
the scheme means for the University
and indeed the City of Nottingham.

“Although we haven’t measured staff
satisfaction over communications, we
have got a good response from people
wanting our (as a comms team)
continuing involvement on this and
other projects. We are now being asked
to help other individual departments

such as the Libraries and Learning
Resources and Information Systems and
the university’s network of learning and
teaching coordinators. This has come
about as a result of trust in us, I think.”

“There probably isn’t an easy way of
measuring the success of what we’ve
done. If we hadn’t got it right, we
would have had some disgruntled staff
and possibly union disputes. Think of the
cost of that, compared with a £20,000
spend on good communication? This
new scheme symbolises NTU as a
successful university well on its way to
fulfil a mission to deliver education and
research that shape lives and society.”

What next?

“The whole area of how we ensure
managers communicate well is one that
we are looking at and I’d like to see all
our leaders work to a set of core
communications competencies. We are
also keen to measure internal
communications in the near future.”
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Oxford Brookes University

Background

The physical environment of universities is important, both in terms of enabling them
to fulfil their teaching, research, business, community, cultural and social functions,
and in terms of attracting a high number and calibre of students and staff. 

Many of the buildings at Oxford Brookes date back from the 1950s and 1960s. The
University has decided to invest more than £150 million to redevelop its campuses.
This will take place over a decade and will see the majority of the existing 1950s and
60s buildings demolished and replaced. 

The estates redevelopment work is concentrated on the main campus in Headington
– an already densely developed site which is used mostly for teaching. Initial
demolition work began in 2007, and the buildings to be cleared (about a third of the
main campus) will make way for for the University’s first landmark building, which is
intended to change the way the University is seen in the city. 

Project team

Susie Baker, Director of Communications and the Communications Group 
Oxford Brookes University

HEliX indicator:

The campus environment amplifies the University’s personality and
engenders staff pride and affinity

Space to think: Improving the campus environment

22



The demolition and subsequent
construction programme was identified
by the Communications Group as a
significant challenge in terms of staff
satisfaction. The quality of the physical
environment in universities is a key
indicator in surveys of student and staff
satisfaction and Brookes’ biennial staff
survey consistently registered staff
concern about the quality of teaching
and office spaces.

The Concept 

The Communications Group has run a
three year campaign to communicate
the University’s overall aspirations for
the estate with a comprehensive
consultation and marketing
programme branded ‘Space to Think’.
This firstly provided staff and other
stakeholders with numerous
opportunities for input into the
masterplan that would guide the
campus redevelopment work over the
next decade.

After ensuring staff input into plans for
the estate, the campaign moved on to
ensure the demolition and construction
sites were used as an opportunity to
showcase the University’s achievements
to internal audiences.

Objectives

In terms of staff communication, the
Space to Think project aimed to:

• Manage the risks associated with the
construction/demolition work on
campus to overall staff satisfaction. 

• Enable key audiences, including staff,
to understand the benefits of the
overall estates redevelopment. 

• Keep staff informed about and
engaged with the University’s vision
for its estate.

The Detail

The first stage of the Space to Think
campaign was to ensure effective
consultation with stakeholders. 

The Communications team advocated
and led a thorough three-stage
consultation process. All stages used
exhibitions and questionnaires
designed by academic experts. The
first sought general views about
design preferences and which
elements were important to
stakeholders. The architects producing
the masterplan then used these views
to produce three options for campus
redevelopment, which formed the
basis of the second stage of
consultation. The final stage involved
consultation for a landmark new
building for the main campus.

At every stage, special presentations
were held for staff and on average a
third of the University’s total
workforce took part in the exhibitions.

As the plan developed and demolition
work started, the Communications
Group investigated how other sectors
‘dressed’ their estates during
construction periods. 

The University’s Heads of Design and
Public Relations visited the Director of
Marketing for Land Securities, a real
estate investment trust with a £14
billion property portfolio. Land
Securities has won numerous
marketing awards for its estates
communications work and
recommended several design agencies
that were well placed to respond to a
highly demanding design brief. 

Ten agencies were invited to tender
and four were shortlisted. After
presenting its initial concepts, Hat
Trick Design was selected in July
2007.

During the campaign development
the Communications Group was also
reviewing the University’s overall
marketing messages. This meant Hat
Trick could be briefed on this work
and help articulate one of the
University’s key marketing messages –
the expression of the University’s
personality. Brookes’ staff are driven

by an ethos of support and ‘thinking
ahead’ about individuals’ needs and,
through its corporate social
responsibility agenda, research and
teaching, the needs of the wider
world. The new Vice-Chancellor
summarises this as ‘a university that is
quietly changing the world’.

Based on this research, Hat Trick
presented the University with four
creative concepts and the University
selected the concept called ‘150 Trees’,
which used images of trees to
showcase the University’s
achievements. The campaign was to
run from 2008 to 2015, which would
be 150 years since the foundation of
the institution that has become Oxford
Brookes. It was branded ‘Space to
Think: 150 Trees’ to build on the
existing estates communications work
which was well established within the
University and the City.

A generous timetable – four months -
for selecting and developing the
campaign was planned. This allowed
wide consultation and discussion in
order to develop an idea that would be
seen as durable, flexible,
‘campaignable’ and appropriate to the
brand values of Brookes. The tree idea
was especially popular with staff as the
University’s main campus is located in a
conservation area and some of the
most visible/high profile areas are
dominated by protected trees. The
second largest campus, Wheatley, is
also located in an area designated as
Green Belt.

The Communications Group identified
the valedictory lecture by the
University’s Chancellor, Jon Snow, in
March 2008 as the moment to unveil
the Trees Campaign.

The Communications Group aimed to
create the first 20 of the 150 trees for
the Jon Snow event. All schools and
departments were invited to submit
ideas for trees that demonstrated how
the University was ‘thinking ahead’. 
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Costs and timeframe

In 2007, SMT agreed to a dedicated
budget to market the estate vision
during the transition period starting at
£150,000 a year. 

The development of the Trees Campaign
was an intensive creative activity and
significant time and resources were
allocated to this stage. During this
development period regular
presentations were made to the
campaign steering group, to SMT and
governors and wide support and buy-in
to the campaign was achieved. 

Once approved, the concept was quickly
developed into artwork and copy over a
three week period and installed in a
week. This put considerable stress on
the existing communications team and
the decision to bid for funding for a
new member of the team to handle all
estates communications was essential to
the delivery of this work. 

For more information:
www.brookes.ac.uk/spacetothink

Where there any problems?

Inevitably for a campaign that involved
such high profile work, some staff
challenged the creative expression (ie
questioning the artistic merit) and/or the
resources involved (eg couldn’t the
money have been better spent
elsewhere). Some areas also questioned
why their work was not included. These
complaints were handled by the Vice-
Chancellor, who strongly supported the
project. 

Measuring success

In terms of quantifying the impact and
outcome of the campaign, the most
formal evaluation activities related to
student open days, which registered
strong recognition of the work. As well
as this quantitative analysis, the
Communications team have monitored
the informal/anecdotal feedback. This
includes:

• Staff and governors have described
the campaign as ‘the best marketing
campaign the University has ever
undertaken’. Several Deans at
Brookes, when asked to evaluate the
work of the Directorate of Corporate
Affairs for its annual review, singled
out the Trees Campaign as the most
exciting development in recent years.

• Oxford Brookes hosts the Booker Prize
Archive and highlighted this with a
‘book tree’. The chief organiser of the
Booker Prize Foundation visited staff
on campus in July and asked to be
sent copies of the trees campaign to
show the Booker Foundation
Committee. 

• More than 100 staff witnessed the
campaign being unveiled at the
Chancellor’s valedictory lecture. 

• A lecturer in intercultural
communications at the University has
invited the Communications Director
to run a module on the trees
campaign for a communication, media
and language course on persuasive
communication.

• The trees campaign is now being
extended to dress/brand the
temporary buildings used as decant
spaces during the construction work.
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Edge Hill University

Background

Staff and students from the Business, Law and Criminology departments were
scattered across the main campus. They lacked a clear identity and a true sense of
unity. The lack of a single, high-impact building to impress external stakeholders and
potential students was also considered to be a significant obstacle in the future
development of the three departments and the University. 

Objectives

• To create a building that would bring together staff from the Business, Law and
Criminology departments.

• To create a building with which staff and students would be proud to be associated.

• To create a sense of identity for staff through the new building.

• To break down barriers between staff and students for interaction.

• To create social spaces in the new building to provide opportunities .

• To meet the operational requirements of staff.

• To remove low-quality hutted accommodation dating from the War and in its place
create a central hub linking disparate parts of the campus.

• To design and construct a building that would enhance the environmental
sustainability of the campus.

Concept

• To separate teaching spaces and academic offices as part of the design but ensure
that academic staff remained accessible.

Project leaders

Andrew Brown and Simon Almond, ABW Architects, Liverpool

HEliX indicators:

The University is easy to navigate physically

The campus environment amplifies the University’s personality and
engenders staff pride and affinity

The campus estate is conducive to good communications and networking

There is a culture and professional processes that encourage staff to
communicate effectively/network with colleagues in other departments

Social Hub: Creating a statement

building for Edge Hill
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• To provide “clarity of route” ie to
assist staff, students and visitors to
navigate themselves around the
building.

• To produce “quality of space” -
ensuring all sections of the building
enjoy a view, are lit effectively yet
sensitively and that there is a sense
of comfort within.

The Detail

• To assist interaction, narrow spaces,
such as corridors, have deliberately
been excluded from the design.

• A central atrium space boasts seating
areas with open access to PCs along
with a coffee bar to encourage staff
and students to mix.

• An attractive roof garden – which
serves an operational purpose of
soaking up rainwater that would put
pressure on the drainage system –
has been further developed to
provide an outdoor social space for
staff and students.

• The building has outstanding
“green” credentials, boasting low
carbon emissions, natural ventilation,
solar water heating, combined heat
and power and extensive use of LED
lighting.

• Other features include a “moot
room” – which transforms the
lecture theatre into a mock court
room.

Costs and timeframe

The building cost £8m, and took just
ten months to construct.

Were there any problems?

Some members of staff objected to
sharing an office in the new building
having previously had their own space.
However the many positive features of
the new building have outweighed the
disadvantages in the eyes of many
staff. 

How did you measure
success?

Although the building has only been in
use for two months, a number of
positive outcomes can be identified:

• The building was delivered on
budget and on schedule. 

• The campus now boasts a striking
cutting edge new Business, Law and
Criminology building that embodies
the ambitious capital development
plans of the University.

• The development has transformed a
low quality quarter of the campus
with a bold new building and the
beginnings of a central hub.

• The social spaces created within the
building have proved highly popular
and offer excellent opportunities for
staff and students to interact.

• The roof garden has already proved
a highly effective location for making
an impression on influential visitors
to the campus.
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Andrew Brown from ABW architects,
said: 

“Much of the success in

constructing the building on time

and on budget was due to the

excellent communication

between the various partners

established on site and driven by

Edge Hill University. A co-

operative problem-solving

approach was adopted, which

differs from the traditional way

these things usually work.”
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Crisis, safety and security



Goldsmiths, University of London

Background

Crises are not always of the fast, flash-in-the-pan kind. Some are slow-burners that
smoulder quietly and then either turn into an explosion, or, with careful management,
are put out entirely. Goldsmiths experienced the slow burn crisis in 2007 when a project
comprising a basic recladding of one of its most noticeable buildings in the middle of
the campus was affected by subsequent major structural issues. These resulted in a
major decant with around 150 staff and students requiring temporary rehousing.
Research, teaching and administration were all disrupted, and staff were moved into
hastily delivered portacabins or asked to share workspaces with other colleagues across
the campus. This took place during one of the institution’s busiest terms, when many
students had assessments and academic staff were finalising collaborative research
projects. 

Project Manager

Vicky Annand, Head, Communications and Publicity
Goldsmiths, University of London

HEliX indicator:

Essential security and safety information is effectively disseminated
to managers and staff

Decant! A slow-burn crisis
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Objectives

• To take responsibility for devising and
implementing a coherent and consistent
stakeholder communications strategy,
providing a bridge between staff and
building contractors.

• To keep staff and students directly
affected by the works, informed and
engaged, and provide them with
alternative accommodation.

• To communicate with the wider staff and
student community throughout the
project.

• To minimise negative publicity
particularly through student feedback.

• To communicate with a small number of
local residents who might be affected by
the building works.

Concept

A careful and sustained strategic
communications campaign across all
platforms to stop an emergency turning in
a crisis, by keeping staff, students and local
residents informed as appropriate.

The Detail

Vicky Annand explains:“We put a
communications plan in place including a
dedicated website and email lists of those
affected, as soon as the scale of the
problems came to light. Staff and students
across the campus were affected by our
having to closethe largest lecture theatre.
Labs and computer rooms in the building
had to be shut and moved elsewhere if
possible. Major externally-funded research
projects were also affected. We were
concerned that the whole thing would put
off potential students and damage
relations with staff and students. We were
also concerned about the impact on a
small number of local residents who lived
opposite the building site”

“We were very open in our approach,
holding regular update meetings with the
project management team, identifying key
messages and being quite clear about both
the good and the bad news. We

apologised and didn’t pretend that it
wasn’t a really difficult time. The Students’
Union took the same line with students.”

Other measures put in place:

• A dedicated email address, for staff and
students affected by the building works
supported by regular emails to all other
staff via the departmental email system.

• A dedicated web page, regularly
updated to show FAQs and photos from
the project to show progress. 

• Within each affected department, there
was a key nominated individual who
became the sole point of contact for the
estates and the communications teams.
Questions raised were responded to
promptly.

• Regular messages were drafted by the
Internal Communications Manager, and
sent out from the Registrar and
Secretary.

• Letter drop to local residents.

A logistical team was established to deal
with the crisis, chaired by the Registrar
and Secretary (whose office had been
located in the building), and with the
Head of Psychology (whose department
was also based in the building)
representing users. The Registrar and
Secretary regularly met with people
directly affected by the decant. The
Warden (Goldsmiths’ VC) also talked
openly about the problems in the termly
staff meetings, which would usually have
been held in the affected lecture theatre.
“Because members of senior management
had to leave their offices, they were clearly
affected too; there was a real ‘blitz spirit’
to the whole thing. People started to see
the funny side of being in portacabins!”

Vicky ensured that communications
remained firmly on the agenda by
attending the project board meetings and
reminding the project managers of the
need to keep people updated, even if the
news was bad; at times, there seemed to
be no end to the problems arising: “There
was always something which needed to
be communicated to staff and students,

so I made sure I was there – at times
adopting the role of ankle-biter. You need
to keep reminding people of the need to
brief those affected at times like this –
there is always a danger that they will
forget to do it otherwise.”

Costs and timescale

“Like most crises, there’s no budget for it.
You just have to manage. We did a lot on
email as it was immediate and went directly
to our target audiences. The main
expenditure from our point of view was on
temporary signage, as we had to tell people
where it was safe to walk, and there was
the unplanned ‘cost’ in terms of the
amount of time which our team was
involved in the project.”

Were there any problems?

“We were marked down on some of the
NSS surveys for poor facilities, of course,
which we had expected. As a
communications team, the lesson we
learned was that we were too hands on
perhaps, and we took too much
responsibility for doing things that others
should have done. We needed to be more
enablers rather than doers. And there were
times when it was hard to get information
out of others in timely fashion because the
situation kept changing so fast as things
came to light.”

Measuring success

“There was no negative external publicity
and, although students and staff were vocal
at points of tension during the project, no
students actually asked for their fees to be
reimbursed, so we were relieved. We got
through it, and now the building looks
much smarter on the outside. The key
contacts are now used as touch points for
other matters, so a real network came out
of it. I think it also showed that all the hard
work we had put into internal
communications before it happened, had
really paid off. The structures, conduits and
methods for communicating were already
in place and we’d learnt a lot from previous
building works.”



The University of Leeds

Background

Like all universities, Leeds has quite a challenging time getting staff to notice
health and safety warnings and regulations. However, contractually, staff are all
responsible for their own health and safety, and whilst the information may
seem dull, the penalties for ignoring the advice are heavy – either for the
individual or the whole university. In February 2007, the University received
serious criticism from the Health and Safety Executive regarding the
management of health and safety. The VC decided that enough was enough,
and staff had to be lulled out of their boredom and disinterest, and made
aware of health and safety on campus. A small team was assembled - the
Health and Safety Office, working with Helen Priestly, Head of
Communications, and an outside consultant – to tackle the issue head on:

Helen explains: “It can be seen as an uninspiring but important subject, we had
to do something really arresting and boil things down to some very simple
messages.”

Objectives

• To raise awareness of health and safety.

• To improve health and safety at work.

• To protect employees.

• To launch a new H and S website, and standards for H and S.

• To avoid penalties for falling foul of H and S standards.

Concept

An attention-grabbing health and safety campaign that would confront
complacency and demand participation.

Project team

Helen Priestley and Sue Underwood
Head of Communications and Employee Communication Officer
University of Leeds

HEliX indicators:

The senior executive team distil and clarify key messages for staff

There is a robust corporate strategy for internal staff communications

Staff communications is effectively operationalised and resourced to 
ensure that it is effective and impactful

Essential security and safety information is effectively disseminated to
managers and staff

Not Me!: A Remarkable Health and Safety Campaign 

7

9

10

30

“An impressive organisational

commitment to re-energising

OS&H in the university

sector”
(SHP IOSH Awards brochure)

CRISIS SAFETY AND SECURITY68



CRISIS SAFETY AND SECURITY 69

The Detail

Helen explains: “We decided to create
a campaign that was going to be quite
thought provoking and visually very
arresting. We used surprise tactics, and
provoked interest by putting huge
posters around the campus putting
forward a series of challenging
statements. Bold colours using black
and neon yellow startled people, and
safety hazard tape mysteriously
appeared around university buildings.
People thought it was either fun or
outrageous. No one was quite sure
what was happening.”

The first slogan rolled out “Not
me!”followed by “Then Who?”. This
built up finally into the answer “Me
and You” and later “Still me, still
you”. These slogans popped up
unexplained on websites and on Leeds
buildings. “Everyone was talking about
them – some people thought our
websites were being hacked into.”

Helen continues: “The academic
community wasn’t going to take any
notice if we had just issued an email
with the five steps to good health and
safety. We knew we had to be
controversial in order to pique
curiosity. There wasn’t a call to action
really, just a call to think, and take
responsibility.”

After the teaser messages the more
standard phases were rolled out
including induction packs, a health
and safety website, and new training.
A new health and safety DVD with lots
of good practice was also issued,
which the VC instructed everyone to
watch.

Costs and timeframe

There was a proper budget managed
by the Health and Safety team for the
whole exercise, and there was
additional staff time from the
Communications team. The main non-
staff costs were the agency costs and
the posters. The website was

developed in house, and most of the
internal events were inexpensive.
Although the whole campaign had a
significant budget (undisclosed), it was
much cheaper than a major accident
or a corporate infringement of health
and safety.

Were there any problems?

Helen explains: “It was time intensive
for staffing but the main problem was
keeping it secret. We nearly changed
our approach a few types as it all felt

so high risk – but we knew we were
doing the right thing. This was our
Trojan horse, which would only work
by being big, and taking everyone by
surprise.”

Because it was a teaser campaign and
only a very small group of people were
in on it (including the VC and Director
of HR) – it was tricky to manage. The
use of unbranded posters caused some
problems, where over-zealous cleaners
and porters removed them. The
Campusweb (intranet) viral campaign

Phases of the Leeds ‘Not Me’ Campaign

1 Catching attention

The first phase publicised the University’s transformed outlook, focusing on
individual accountability. Campus was covered with bold yellow banners, posters,
stickers and hazard tape, proclaiming “Not Me” . During this teaser phase, the
subject was kept secret, to get people talking and guessing. 

Umbrellas and high-visibility vests were printed with the straplines

• ‘Not Me, Then Who?’

• ‘Me + You = Health and Safety’

• ‘You know it’s you’ 

2 Offering guidance

A restructure of health and safety information created simple guidance that
outlined everyone’s individual responsibilities. This culminated in a redeveloped
health and safety website which is extremely accessible and gives clear guidance
on important topics.

A series of mini poster campaigns raised awareness of health and safety topics,
and directed staff to guidance on the renovated website. The fire safety phase
was especially successful, reminding staff ‘If you think fire drills are a pain, try the
next one blindfolded and holding your breath’. These campaigns also reinforced
the new online training packages, which all staff are now required to take.

3 Embedding messages

Briefing sessions were held for all staff to watch a DVD of University case study,
specially produced to feature examples of best practice and bad practice. Staff
discussed local priorities with their senior managers and met the new health and
safety managers. 

At the end of the briefing sessions, leaflets and posters were distributed to
everyone, which clarified their own individual responsibilities.



caused mayhem as people thought
the website had been hacked into.
Once it was revealed, some academics
felt they were being patronised and
some people questioned the cost
(without knowing the figures). 

Measuring success

The ‘Not Me’ campaign won a major
IoSH award – Best Improvement in
Health Safety – for best campaign,
and best achievement in public sector.
Most importantly, everyone was
talking about it.

“Feedback has shown that the
campaign has brought a notable
change in awareness and attitudes.
Whether individuals liked the materials
or not, they have got people talking
and made them realise that health and
safety must be taken seriously,”
explains Helen.

Statistics from the health and safety
website showed an increase of 24,000
page requests around the time the
campaign and online training was
launched, and 93% individuals who
fed-back about the training pages felt
that they had been helpful.

Other reactions from staff have been
significant including departments
creating their own ‘Not Me’ posters
and requesting extra posters to take
home with them! As the messages
became clear, people from every level
wanted to know more about their
responsibilities and training. This led to
local health and safety managers
being inundated with requests for
more information. “In the space of six
weeks we had made these vital
communications exciting and instantly
recognisable, taking health and safety
from a back seat priority and putting it
at the forefront of everyone’s minds,”
says Helen.

“Students, who were not originally
our target audience, have been
interested too! In a recent survey held
by Leeds University Union, the ‘Not

Me’ campaign was highlighted as the
most memorable campaign of the year
– overshadowing all others completely.” 

What next?

Other mini campaigns following the
standards (manual handling and DSE)
were peppered throughout the year. The
“me + you” campaign was followed by
launching “2009 is the year of risk
assessment”. This was a continuation of
encouraging staff to accept
responsibility. The launch took the form
of a well publicised event – eight
members of the University (two senior
members of the H&S team, a dean, two
students and three union members) did
an abseil off a high building to
demonstrate that H&S is not a barrier to
doing dangerous things. This will be
backed up by a roll out of new software
and training.
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University of California Berkeley 

Background

Following major national crises such as 9/11, Hurricane Katrina and the shootings
at Virginia Tech, the team at UC Berkeley wanted to be able to put in place a
much more reliable crisis communications system. Being in an earthquake zone,
they also had to ensure they were well prepared for catastrophic events that
might cut out their power. 

Objectives

• To ensure an immediate communications response to a crisis.

• To ensure that systems are supported by back-up power.

• To ensure staff used the system.

Concept

A speedy and effective campus crisis communication system, WarnMe, was
developed, to alert 35,500 students and over 2000 academic staff.

The Detail

UC Berkley implemented a two-level crisis communication system: one for
predictable and monitorable crises, and ones requiring immediate evacuation or
other instant safety responses. In the event of level 1 predictable crisis, such as a
hurricane, students and staff would log onto a simple electronic bulletin board to
post messages to parents/friends and parents/registered users who are able to
access the information through a password-protected route. This system is
supported by external power sources in the event of a power cut on campus. For
a level 2 emergency, such as a shooting incident, a chemical spill or a bomb
threat on campus, a more immediate response and messaging system is required.
The team established WarnMe (http://warnme.berkeley.edu/) – an alerting and
warning service for staff and students. WarnMe uses the preferred contact
information provided by users. Emergency alerts and instructions can be sent via

Project leader

Chancellor Robert J. Birgeneau
University of California Berkley

HEliX indicators:

Staff and managers are well prepared for crises

Staff can be contacted in an emergency

Essential security and safety information is effectively disseminated to
managers and staff

WarnMe – A crisis alert system for staff and students 
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mobile phone, text messaging, email,
and office and home phones.

The system, provided by an external
supplier, is free and runs on an opt-in
basis. Signing up is a simple process and
all information is held confidentially and
not linked to any other University
systems.

Costs and timeframe

Systems costs were not disclosed, but in
what the team described as ‘a funding
first for such a communications
initiative’, a budget of$40,000 was
made available to explain and market
the system to the campus. 

Were there any problems?

The concept was greeted positively.
Having funding in place to market the
idea helped pre-empt any concerns and
a detailed FAQ was developed for the
website.

Measuring success

As of autumn 2008, some 15,000
members had already signed up. The
system was established in time to
engage with all first year students
automatically and the vast majority of
them signed up immediately.

What next?

To sign up all staff and students to the
‘WarnMe’ system.
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The University of Bristol

Background

Recognising the important role health plays in our working, learning and personal lives,
the University of Bristol encourages its staff and students to take a proactive approach
to their health and well being. One group who were ready to make improvements,
were Bristol’s security staff. They, like many staff, felt they needed health and exercise
advice, but they also experienced back and joint pains from the extra pressures of
walking in heavy security equipment, and their diets suffered from the unsociable night
hours. The managers, through exit interviews and reviews, identified a recurrent
problem of poor diet and sleep patterns that combined with 12 hour shifts were
leading to accidents at work ,lower productivity and higher levels of sickness
absenteeism, and managers were also keen to reduce the amount of minor car
accidents (backing into pillars) the security team have during the night patrol ( typically
between 4am and 6am) as not only is there a risk to people but the damage caused is
a considerable expense to the department.

Objectives

• To improve safety at work.

• To improve exercise patterns amongst security staff.

• To promote healthy eating, physical activity, back care, smoking cessation, positive
stress management and relaxation strategies.

• To improve the concentration and productivity at work of this group.

• To improve mental health and of course longer term benefits such as reduced risk of
cardiovascular disease, cancer, obesity and diabetes.

• To improve sickness absenteeism and staff retention.

Project leader

Karen Harvey, Healthy Lifestyles Manager
Sport, Exercise and Health,University of Bristol

HEliX indicator:

Essential security and safety information is effectively disseminated to
managers and staff

Wellness Days: improving health and safety at work
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Concept 

A ‘Wellness Day’ for Security staff.

The Detail

Wellness Days are part of Bristol’s healthy
lifestyle programme and are available to
staff and students throughout the year,
provided by the University’s Sport, Exercise
and Health team. A draft Wellness Day
programme was planned with the Assistant
Security Services Manager and a Security
Supervisor to ensure it covered areas of
concern raised in appraisals, exit interviews
and accident investigations including lack of
energy for the 12 hour shift pattern, back,
neck and knee injuries and high levels of
stress. It was agreed to make attendance
compulsory as part of the security staff
training programme and security staff
would be paid accordingly.

The programme content had a practical
element as much as theory. Karen Harvey
explains: “Recipes for easy, quick to prepare
meals were provided, our back care session
was very interactive with all participants
taking part in Swiss ball exercises and we
even showed them what pace they need to
walk at for optimum health benefits.” Both
the Security Services Manager and Assistant
Manager attended a Wellness Day which
gave a very strong message of top level
support.

Costs and timeframe

A Wellness Day costs between £650 – 700,
depending on the programme content and
therefore speakers. Lunch and handouts are
included and Sport, Exercise and Health also
give exercise class vouchers or free 10-day
sports passes to participants. Each wellness
day requires one month’s notice to arrange
simply because so many staff are involved in
the delivery and this can be difficult to co-
ordinate.

Were there any problems?

Karen explains “There needs to be more
scheduled and systematic follow up to the
wellness days so that the long term impact
of Wellness Days can be measured and

continued support made available to
participants. Limited resources (particularly
staff time) is the main reason this hasn’t
happened but Sport, Exercise and Health
are committed to improving this follow up
phase. The cost of Wellness Days is also
an issue as departments are unlikely to
allocate a budget to them in the same
way that they might do some other form
of personal development training. The
Healthy Lifestyle Manager and other
colleagues involved in the Healthy
University and Positive Working
Environment initiatives are working
towards changing this perception of staff
and student health.”

Measuring success?

“Firstly we were pleased that the Security
Department ensured all staff were
engaged in the Wellness Day and
allocated a budget and staff time to the
programme and follow up interventions.
The course also seemed to hit the mark
with the participants who made very
positive comments, and said they would
recommend it to others.” Follow up
Interventions included:

• A review of food storage and preparation
facilities at the Security offices - to
identify ways to help security staff bring
in and prepare healthy food for breakfast,
lunch and dinner.

• Free fresh fruit, dried fruit, nuts, fruit juice
and breakfast cereals are now readily
available in rest areas alongside tea,
coffee and water giving staff healthy
choices 24/7.

• A referral programme has been set up for
security staff in need of physiotherapy to
address neck, back and knee injuries.
Treatment is subsidised by Security
Services but only when staff prove that
they are making an effort to improve
their physical health and prevent injury by
improving weight and fitness levels.

What next?

“We are working on new Wellness Days
and other health initiatives, such as our
Pedometer Challenges, Feel 10 Times Better
and Support to Stop Smoking session to
help everyone at the University live, work
and learn to the best of their ability.”

Top Tips

For a Healthier Workforce

1. Provide staff with sports and health facilities on campus at a subsidised rate.

2. Ensure healthy options for snacks and lunches are readily available and
competitively priced.

3. Inform, educate and inspire staff to make simple, positive lifestyle changes.

4. Ensure there is a culture of health and wellbeing and not just a policy.

5. Encourage staff to eat away from desks to ensure computer breaks and encourage
conviviality and good eating habits.

6. Develop a range of programmes to engage staff with different levels of activity.

7. Promote healthy lifestyle behaviours that benefit mental as well as physical health.

8. Set up lunch time and after work sport and activity programmes.

9. Set up staff running clubs or softball tournaments.

10. Offer health checks as part of personal development.

11. Create your own ‘wellness’ day programme.

12. Ensure staff have access to fresh fruit and water.
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Imperial College London

Background

Imperial College London has 6500 staff, recruited from all over the world. One of its
explicit missions is to recruit and retain the best and brightest staff. In view of this,
the College was keen to ensure that new employees received a professional, relevant
and inspiring induction, making them feel proud to be part of Imperial from the
start of their association. 

Objectives

• To make new members of staff feel welcome and valued by the College. 

• To give new members of staff a positive first impression of the College.

• To instil pride in the institution.

• To ensure staff know of the wide ranging work of the College.

• To improve affinity and retention.

Project manager

Caroline Davis, Internal Communications Manager
Imperial College London

HEliX indicators:

The University strives to ensure that through the recruitment process
prospective employees gain a good understanding of the University’s
history, achievements, vision, ambitions and personality 

All new staff receive timely and effective inductions to the University

Recruiting the Best: Staff induction DVD
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“The DVD reminds them why

they feel proud to work for

the College.”
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Concept

A 12-minute DVD to be issued to new
staff alongside their contract of
employment.

The Detail

The DVD was one output of an
overarching project led by HR to review
Imperial’s induction processes. The
Communications Division was
responsible for producing the DVD,
including the messaging and script, as
Caroline Davis, Internal Communications
Manager explains: “We wanted to show
Imperial was lively, a place with warmth
and vibe. Previously new staff just
received reams of paperwork alongside
their offers of employment, containing
dry policy documents, which didn’t do a
great deal to inspire. We hope that after
they’ve watched the DVD new staff will
feel excited about the opportunities that
Imperial will offer them.” 

The film has impressive sweeping shots
of the College, with aerial views of the
campuses, including its medical sites, all
introduced with some upbeat
‘documentary rock’ music. Staff then
cut in with practical and emotive
reasons for enjoying working at
Imperial. They are all shot in a
naturalistic way, talking to an
interviewer off screen, and the finished
effect is one of honesty and enthusiasm.
As well as leading academics, there are
administrators, librarians, lab technicians
etc. Some shots of the College crèche,
dining areas and the subsidised sports
facilities available to staff add the
practical details and suggest that the
College is a rather pleasant and
supportive place to be.

Cost and timeframe

The DVD cost £7000 including the
voiceover artist, aerial footage, music
and DVD replication. The editorial and
video production work took place in-
house. The interviews were filmed
between July and November 2008 and

the editing work then took about six
weeks. It was two weeks between
signing off a final version of the film
and receiving the 1000 DVDs.

Were there any problems?

“There was some irony in that just
when we had a final product, the
College announced a freeze on
external recruitment in some areas so
we cut back on the number of DVDs
we had replicated.”

Measuring success

“At the start of the project to review
induction processes, we surveyed 100
staff who had joined the College
within the previous two to four
months to ask about their experiences
of induction. This gave us a baseline
and I hope that when we do a follow-
up survey six months after the new
resources have been launched we’ll be

able to measure the results and gain
some positive feedback. From the
previews shown to current staff to
date, the DVD has been really well
received with some saying it reminds
them why they feel proud to work for
the College.”

What next?

“The first few copies are now being
mailed to ‘new joiners’ so we’ll have
to see! Heads of Department will each
receive a copy of the DVD and will be
encouraged to show the film in staff
meetings to inspire their existing staff.
We’ll be reviewing the content of the
film on an annual basis to ensure it’s
current and incorporate new footage
where required”. 

For the new website with information
aimed at new members of staff, visit:
www.imperial.ac.uk/newstaff

Top Tips

Imperial’s induction advice for managers (full guidance available at
www.imperial.ac.uk/newstaff):

Guidelines for Line Managers

Welcoming new staff

A well-planned and executed induction should:

• make new members of staff feel welcome.

• provide an introduction to the College.

• give an insight into other people’s jobs.

• provide essential background information to assist new members of staff
with their own work.

• clarify job expectations and initial objectives.

The Line Manager’s role is to ensure induction meets these requirements so
that every new member of staff has a strong start in their new role and feels
part of their new team as soon as possible.
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For more information

HEliX Toolkit Contents and where you can find them

• The Importance of Good Communications and the origins of HEliX (pdf
website)

• Using HEliX (pdf website, and printed publication)

• HEliX 4-Strand Staff Survey pack (downloadable from website)

• HEliX Health Check: (downloadable evaluation questions and marking
spreadsheet on website)

• HEliX Case Studies (pdf website)

• HEliX project findings “Summary Survey Findings: Scoping Internal
Communications in Higher Education, Autumn 2008 “ (pdf website and
printed copies)

The HEliX publications are available at:
www.le.ac.uk/helix
www.theknowledgepartnership.com

and

For information about HEliX, email:
richard.taylor@le.ac.uk or
l.simpson@theknowledgepartnership.com
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