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1       Why have a marketing communications strategy? 
 
This is the first marketing communications report to be produced for the West Sussex SEND 
Information, Advice and Support Service.  The IASS national minimum standards (2018) provided 
a useful starting point to think about how the West Sussex service marketed itself.  The service 
felt that: “not enough parent/carers and professionals know about us: what the service is about, 
what we do.”  
 
One of the tasks of the research for this report was to explore if this perception was correct.  
 
It’s mission critical to listen to the views of staff, parent/carers, young people and professionals.  
Engaging stakeholders in the process leads to better recommendations, provides legitimacy to 
any change of direction and spreads ownership of purpose.  
 
The first building block is to design activities around the needs of the service’s stakeholders:  
 

• What do they want to know 
• How do they like to consume information 
• Which channels do they use 
• How can the service use its resources most effectively to reach its audiences.  

 
The service should embrace the diversity of ‘real time’ views and opinions and attempt to build a 
common purpose/understanding of what it is and can do while acknowledging any divergent 
views. The process is as important as the product.  
 
To that end, more than 60 approaches were made to parent/carers and professionals, resulting 
in 40 face-to-face, email or telephone, research interviews with staff, volunteers, steering group 
members, parent/carers, and education, health and social care professionals.  In addition, 
existing research, polls, customer satisfaction surveys and other existing feedback (2018) was 
analysed; plus independent consultant, Nikki Gibbins’, growth report (February 2019) alongside 
feedback/information received from the SEND IAS ‘away day’ event (2019) and from young 
people at VOICE/other drop in events (2019) was used. 
 

  
 
 

Families at the 
heart 

of what we do

Appropriate listening 
and communication 

channels

Meaningful 
and consistent 
messages and 

stories
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1.1  Operating context 
 
West Sussex SEND IAS is part of a national network of SEND information, advice and support 
services.  Every local authority must have a SEND IAS service.  SEND IAS services are run at ‘arm’s 
length’ from the local authority and offer an impartial and confidential service.   
 
Key challenge                 ensuring long term sustainability and having capacity to meet  
                                         demand.  
 
Key opportunity             to make best use of technology to deliver information, advice and  
                                          support, freeing up advisers for individual face-to-face/direct or  
                                          telephone case work for those most in need. 
 

• The national Information, Advice & Support Services network, hosted by the Council for 
Disabled Children, offers resources and support for local SEND IAS services and this 
YouTube video describes what the service does and how it does it.  This could be useful 
for local services to use in their marcomms efforts, rather than ‘re-inventing the wheel’:      
https://www.youtube.com/watch?v=54R4cDbX6L8 

 
1.2    How other SEND IAS services use marcomms 

 
Suffolk SEND IAS  makes good use of YouTube clips to illustrate its purpose.  It runs an annual 
parent/carer conference. The 2019 conference was ‘Building Skills for Life’ and video clips and 
links to the presentations are on its website.  It has a range of its own online guides in PDF 
available for download, including a 16+ transitions guide. Suffolk is also active on Twitter and 
Facebook. 
 

 
 

https://www.youtube.com/watch?v=54R4cDbX6L8
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Hampshire SEND IAS www.hampshiresendiass.co.uk  
 
 

 
 
 
Kent runs a page off the main www.kent.gov.uk website.  It doesn’t appear to be on Twitter, but 
does have a Facebook presence, Information, Advice and Support Kent – IASK. 
 
 

 
 

http://www.hampshiresendiass.co.uk/
http://www.kent.gov.uk/
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Surrey SEND IAS is called SEND Advice Surrey. 
 

 
 
 
Brighton & Hove and East Sussex outsource their SEND IAS services to the charity Amaze.  Amaze tweets 
and has a Facebook presence and also issues a newsletter, Out of Amaze. 
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2       Who do we think we are? 
 

2.1  Who are our audiences/stakeholders/partners? 
 
In West Sussex: 
 

• Parent/carers 
• Young people 
• Health, education and social care professionals  (WSCC, Sussex Community NHS Trust, 

Sussex Partnership NHS Trust, CCGs) 
• Early years educators 
• SENCOS (primary and secondary) 
• Mainstream and special school staff: heads, teachers, teaching assistants 
• Heads of Learning Support/Pastoral mentors in 16+ settings 
• Inclusion Managers APC 
• Voluntary organisations such as (but not limited to) 

Reaching Families, Barnardos, YMCA Downslink, HomeStart, Aspens 
• West Sussex MPs, WSCC and district councillors 
• University of Chichester SENCO course leaders  

 
Nationally: 
 

• IASS network 
• CDC 
• Other SEND IAS services 

 
    2.2    How do we see ourselves? 

 
From interviews with West Sussex SEND IAS staff it was clear that they share the perception that 
the service does not reach all the families it potentially could.  Advisers said that not enough 
parents know about the service and if they started work with families earlier they could be doing 
preventative work.  They also noted that stronger connections with professionals who work with 
or refer families/young people would be a positive benefit: 
 

“We need to get in right at the beginning of a child’s diagnostic journey.” 
 

“Closer working relationships with CAMHS and the CDCs.” 
 

“Professionals might think they know what we do.  They don’t always, which leads to 
disappointed parents.” 

 
“Get to SENCOs as a priority.” 

 
“Not all our colleagues in IPEH or children’s services know about us,  

and certainly they don’t in adults’ services.” 
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Having raised the issue of needing to become more visible in order to help more families, 
advisers also recognised the tension between ‘getting the word out’ and continuing to deliver 
the service to at least the national minimum standards and ideally over and above. They said: 
 

“We’re struggling as it is to manage demand.” 
 

“We don’t want to over-promise and then let people down.” 
 

“We must maintain a consistent service.” 
 

“There is an increase in tribunal work – that is very time consuming, hours and hours.” 

 
2.3 How do families see us? 

         
Bouquets and positive plaudits 
 
Most parent/carers and young people who were asked, agreed that the service is ‘the best place’ 
for parents to get advice about the SEN process.  That it is reliable and offers accurate and 
helpful advice and support. They said: 
 

“All the people I spoke to were approachable and knew what they were talking about.” 
 

“The lady I talked to knew the answers to everything I asked.” 
 

“When you’re at crisis point and no-one is listening, you are very vulnerable. The SEND IAS 
adviser listened and she showed me kindness which was lacking elsewhere.” 

 
“I am really impressed with the young people’s adviser who is working with my son.   

Invaluable.” 
 

“We met with the adviser and she was a lifesaver for us.  It took the pressure off.” 
 
Things that could be better 
 
Parent/carers echo the perception of the advisers: that they do not find out about the service 
until they are overwhelmed or at crisis point: 
 

“I wish I had heard about you sooner.” 
 

“Shame you only get to hear about the service when you have a problem.” 
 

“Tackle the root cause of many problems which is that so many parent/carers are given the 
wrong information and are not properly supported by professionals and schools.” 
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Another big concern for parent/carers is the resource/capacity issue: 
 

“You have to wait too long for someone to call back.” 
 

“I wanted the adviser to come to a meeting with me, but she said  
it wasn’t possible.” 

 
“There is too long a delay on response time, making communication problematic.” 

 
“I wanted someone to come with me to a meeting.  I was told advocacy wasn’t possible. Well I 

didn’t want advocacy, I just wanted a supporter.” 
 

 
Recommendation: 

 
1 Form a small task-and-finish group to review process and procedure. 

Review response times and consider if technology can assist 
 
 
2.4 How do education, health & social care professionals see us? 
 
              Hello, anyone out there … 
 
No prizes for guessing that many professionals (not all, see next section) didn’t know about the 
service or what it does. 
 
 

“I do not know what this service is.” 
 

“We don’t really understand what you do.” 
 

“I have never heard of it.” 
 

“I didn’t know what it was.  I googled it and thought: this is brilliant! Why didn’t I know about 
this.” 

 
“I didn’t know you did that. That would be so helpful to us.”  (in relation to explaining about 

young people’s advisers role) 
 

“Um … I think you just help with EHCPs?” 
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Positive vibes 
  
Professionals who knew about or had referred to the service, as with parent/carers, were very 
positive, praising the ‘approachability’ of the team, commenting that the service was invaluable: 
 

“It’s a fabulous team. All the right attitudes and understanding towards parent/carers.” 
 

“They deserve huge respect for all they manage to do.” 
  

“Parents tell us they trust the service.  That is very valuable.” 
 
Resource, capacity, response 
 
Professionals clearly understood the resource/capacity/response issue but also made the plea 
that resource issues should not impact on how the service was marketed. 
 

“I suspect it’s a resource issue but we really need more direct case work with families.” 
 

“The initial issue is around speaking to someone – it’s a few days back and forth.” 
 

“It would be brilliant if you could respond to callers the same day instead of them having to wait 
a few days for a response.  Can social media response be explored?” 

 

 
3    Where we could be & how to get there 

 
3.1  Reaching the parts …. 

 
The research undertaken for this report has echoed the starting point for this piece of work: that 
not enough families and professionals know about the service: what it is and what it does.  
Commonality through all the interviews is: 
 

• Lack of knowledge of the service – what it is and what it does amongst families and 
professionals 

• Where parents have used the service/professionals have referred to it, the experience 
is positive 

• Issues around capacity and resource/sustainability of the service 
 
What is needed now is to market the service building on its positive reputation, communicate 
what it is and what it does, while being mindful of the capacity/resource/sustainability issue.  
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3.2   Branding & identity 
 
WSCC logo: should it be on SEND IAS publications? 
 
In the main, there appears to be consensus between parents/professionals and advisers: 

 
“The service says it is impartial; but how can it be because it is part of  

West Sussex County Council.” 
Parent 

“I feel confident that the advisers support me but at the same time they understand the 
workings of West Sussex CC.  That doesn’t mean the WSCC logo needs to be on everything” 

Parent 
“The WSCC logo should be much smaller and on the back of the leaflets” 

Parent 
 

“Dump that West Sussex logo!” 
Professional 

“It should not be there on promotional material.” 
Professional 

“I don’t think we should be branding ourselves as West Sussex but at the same time we must be 
open about who funds us.” 

Adviser 
 “I am totally unhappy about the WSCC logo being on our promotional material.   

It just causes confusion” 
Adviser 

 
Recommendation: 

 
2 Check that it would be legally correct and proper not to include WSCC logo 

on publications.  Devise a form of wording instead for transparency and 
openness e.g. ‘We are funded by ……   but separate from …” (lists sources of 

funding) that could be used on the back of printed publications 
 
West Sussex SEND IAS logo & name 
 
Comments from parents and professionals: 
 

“What are those flowers about? 
 

“Too girly” 
 

“Doesn’t give a hint of what you do.” 
 

“I like the flowers but I don’t know what they’re meant to represent.” 
Are the flowers communicating the right message? 
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This van, pictured below, has a red circle and EAST in capital letters on the side.  What is it promoting? It’s 
not clear from the side of the van.  In small type on the back of the van, it’s revealed that it is a theatrical 
set and prop maker – but no clue in its name or logo.  Has it missed a trick? 
 

 
 
A logo should be the right style, the right symbol, the right colours, the right words.  Is it?  If 
there were an appetite to change it, what should it be? How should it look?  Modern and 
contemporary or conservative?  Should it inspire confidence or be more fun.  Complex or 
streamlined? 
 
The style and name should resonate with your audiences.  It should ‘say something’ to them.   
Reproduced below are a selection of logos, (not to scale) from Torbay, Norfolk, Royal Borough of 
Windsor & Maidenhead, West Berks, Leeds, Devon and Derbyshire: 
 
 

                                       
 

                                  
 
 

                                                              
 
                                                                       
 Most have gone for colour, most have used a ‘representational symbol’ that either represents ‘caring’ 
‘people’ or geographical location. 
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Another thorny question: the very name of the organisation. Parents and professionals said: 
 

“The name is wrong.” 
 

“You need to be distinct and different from all the other SEN services.” 
 

“There is confusion around the ‘SEN’ names – SEN this, that and the other.” 
 

“Don’t change the name.” 
 

“Why do we even have to have SEN in the name?” 
 

“No. Don’t change the name, it’s fine.  It does what it says on the tin.” 
 

“You have a visibility problem.  SEND IAS does not make it obvious what you do.” 
 

Advisers said: 
 

“We’re still not over the change of name from Parent Partnership to SEND IAS.” 
 

“It took a lot of effort to get where we are. Another name change is not necessary.” 
 

“People confuse us with SENAT, SENDIST” 
 

“What we are called is almost meaningless.  It acts as a barrier.” 
 

“We work to enable YP to access things that are wider than education.  You can’t detach social 
and mental health issues. Our name should somehow reflect that.” 

 
“Some schools still think we are the same thing as SENAT” 

 
“We couldn’t change the name, it’s a national thing.” 

 
“It would be good to move away from something that is so similar to SENAT.” 

 
“Can’t we just turn it around and call ourselves Information Advice & Support West Sussex? (IAS 

West Sussex) 
 
So: almost 50:50 in terms of name change or not.   
 

Recommendation: 
 

3      Form a small task and finish group to consider logo change &/or name 
change and come up with proposals 
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3.3   At the heart of what we do: communicating key messages 
 
Key messages are the consistent reference points to communicate what the service does in a 
nutshell.  They can be used on and offline – in blogs or when talking to people at events and 
meetings.  They don’t all have to be used at the same time.  Choose which are appropriate and 
relevant and when. They bring a consistency to ‘talk’ about the service.   
 
These are two that the national IAS network uses:  
 
“Providing impartial information, advice and support to disabled children and young people, and 
those with SEN and their parent/carers.” 
 
“Information, advice and support services offer free, impartial advice on SEND matters.  They can 
support children and young people with SEND and their parents.” 
 
West Sussex SEND IAS could choose to build a series of key messages around what it does and 
how it does it.  The service might say that it: 
 

• Supports parent/carers, their children or young people (0-25) with SEND  
• Gives accurate information and advice on education, health or social care  
• Is impartial, confidential, accessible … and free 
• Explains systems and procedures such as SEN support, education and health care needs 

assessments, education and health care plans and reviews 
• Provides information about exclusions: what is legal, what is not  
• Supports parent/carers/young people in discussion with nurseries, schools, colleges  
• Provides workshops and training on SEND topics 
• Helps resolve disagreements  
• Has up to date advice around mediation, the SEN & disability tribunal 
• Can accompany parent/carers/young people to tribunal 
• Signposts parent/carers/young people to other services where appropriate 

 
Once clear on the messages – the first building blocks of communication - then understand how 
the service’s audiences, stakeholders and partners (see section 2.1) like to consume information 
to devise the optimum ways in which to engage with them. 
 
3.4      How do people ‘consume’ information? 
 
This infographic, produced by OFCOM (July 2019) shows that almost half of people surveyed use 
social media for news/information. The service needs to be in the digital space where 
parents/carers/young people/professionals ‘live’. 
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Interesting to note only 37% of those asked felt that social media was impartial.  Thus it will be 
important to ensure that the service’s Facebook page, pages on Local Offer, standalone website, 
blogs and Twitter feeds are consistently reliable as sources of information.  
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3.5  Communicating in the digital space 
 

• Be clear about what you would like the digital space to do for the service.   
• Know what benefits it can bring to families, young people and professionals who either 

use/potentially use/refer to the service. 
 
Smartphones are the ‘device of choice’ for internet use (over laptops, desktops, tablets) and 
have become an ‘all purpose’ tool for exchanging news and views, keeping up to date, 
purchasing items etc.  All digital media must work for mobile.  
 
Alongside that is the consideration that families may have access to smartphones but don’t 
necessarily have a large data allowance, so content that is data usage-heavy should be avoided. 
 
Department of Work & Pensions (DWP) research1 shows that online content, language and 
readability levels should make sense to the target audience; that text-based information should 
be short, concise and not ‘text heavy’ so readers can understand and take on board the 
information; to follow simple clear design practices, and to ensure legal accessibility 
requirements are met. 
 

• Content must be relevant. What motivates? What’s important?  
• Timeliness, frequency and accuracy of posts are key drivers to success 
• Engage in dialogue 
• Posts that include visual imagery tend to receive more impressions/engagement. 

  
Occupying the digital space: channels 
 
The West Sussex SEND IAS standalone website is a great step forward. Facebook presence is well 
established but could be further developed to make it more interactive (eg use of polls, 
questions, more short video content) Webinars have started and are set to continue.  
 
There is now (Oct 2019) a Local Offer Officer in post – the service can continue to make good use 
of the pages dedicated to it on the Local Offer. 
 
Twitter, Instagram, YouTube are being considered: having a presence on YouTube and Instagram 
means clear, professional imagery – graphics, animations and videos are essential tools.   
 
Email newsletters can also reach many professionals and parents and are generally well received 
if content is relevant and accessible.  
 
The service could think about contributing relevant content to existing WSCC e-newsletters (eg 
SEND, IPEH).  This could potentially reach many more professionals across education and social 
care and through them, more families. 
 

 
1 Reducing Parental Conflict – A Digital Discovery/ Department of Work & Pensions/ June 2019 
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Contributing content to West Sussex Parent Carer Forum e-newsletter could potentially reach 
more parent/carers; as could exploring possibilities with appropriate voluntary sector charities 
such as Reaching Families, Aspens, Home-Start, Barnardos, My Sister’s House etc to contribute 
content to their e-newsletters.   
 
Contributing content to WSYourSpace could potentially reach more young people, as could 
offering content to the Chichester College Group and the Worthing campuses of Greater 
Brighton Met for their student communications. 
 
Consideration could be given to re-thinking purpose and content of the existing SEND IAS 
newsletter and issuing it electronically - possibly via FutureGov services. 
 
Young people say they like WhatsApp (because they feel it’s secure) and communicating via 
Instagram.  The service has provided the Young People Advisers with smartphones meaning that 
they can communicate with young people via texts or WhatsApp, while ensuring that issues of 
confidentiality, safeguarding and consent are well understood. 
 

Recommendations: 
 

4    Ask WSCC communications department to recommend freelance 
photographers, videographers, illustrators; or if anyone in their team has 
those skills and could assist with developing visual input.  Find and set a 

realistic budget 
 

5     Continue to develop website, local offer pages, blogs and webinars 
 

6      Look at content, frequency and timing of Facebook posts and regularly 
monitor to start conversations, respond to comments and invite feedback 

 
7    Think about accessibility throughout – e.g. is there a need for textphone, 
audio, second language, large  print, easy read.  This applies equally offline 

communications 
 

8    Consider developing a Twitter presence 
 

9    Meet with sarah.dimmock@westsussex.gov.uk to explore contributing to 
existing 

WSCC  SEND/IPEH-related newsletters 
 

10    Explore potential for contributing content to West Sussex YourSpace 
website 

caz.henry-evans@westsussex.gov.uk 
 

mailto:sarah.dimmock@westsussex.gov.uk
mailto:caz.henry-evans@westsussex.gov.uk
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11  Explore potential for contributing content to Chichester College Group and 
Worthing campuses of Greater Brighton Met for its student 

communications 
 

12  Consider re-formatting printed newsletter as FutureGov electronic 
newsletter. 

 
13   Discuss with West Sussex Parent Carer Forum around contributing content to 

its e- newsletter  and explore opportunities to contribute to Reaching 
Families and other relevant voluntary sector newsletters 

 
14   Consider use of YouTube and Instagram when website, Facebook and Twitter 

are embedded, reviewed and working well 
 

Once it is decided on which channels the service should have an active presence, then setting up 
a digital media ‘calendar’ with objectives, key messages, dates, timing, content and frequency is 
a good way to ensure nothing gets missed and means ‘regular’ ‘themed’ or ‘live’ content gets an 
equal airing.  
 
 ‘Regular’ could be key messages about the service; ‘themed’ might be around topics linked to 
national/local campaigns/events/launches and may include links to external content (to do this 
the service needs to be keyed in to WSCC comms to know when campaigns are to run; ditto 
CDC/ national relevant charities etc); ‘live’ is for issues that need to be messaged there and then, 
proactively, or reactively as needs be.  
 
The calendar allows planning and scheduling and the consistent flow of information helps to 
establish the service as a credible, reliable and expert source of information advice and support 
in the SEND field.   
 

Recommendation: 
 

15      Set up a digital media calendar 
 
Social Media policy 
 
There is a need for a social media policy.  This outlines how the service uses digital media; 
provides guidelines on what is acceptable and how accounts are managed and moderated.  
There are many issues to consider when writing the policy, including: 
 
 Profile pic (consistent across all platforms)   
 Bio: Use a clear, succinct summary of what the service is and does.  If account not 

continuously monitored, say so.  May also wish to be clear that posts are visible to all - 
giving options for confidential and direct contact; and that individual cases are not 
shared/discussed online. 
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 Guidelines around:   
 Impartiality – e.g. no ‘personal opinions’ political educational or health/social 

care debates; how to ensure no bias/influence; how to resolve any potential 
conflicts of interest 

 Confidentiality, including process around when someone posts a message 
about, say, an individual case on the service’s social media 

 Safeguarding 
 Accessibility 
 Data protection/GDPR 

 Who can post? 
 Any ‘approvals’ process/sign off? 
 Content: What is appropriate/ what is not/ tone/consistency in message/timings with 

postings across all media, managing reputational risk 
 How to work with negative posts/trolls: when and how to respond (or not)/ how/who to 

take down posts 
 Careful thought around Which organisations/individuals appropriate to follow 
 Who moderates? 
 Who monitors, measures, evaluates and method 
 Comments policy 

 
• If West Sussex SEND IAS carves out a reputation in the digital space for credible, 

reliable, understandable information/signposting then it will be well received.   
The DWP (2019) found that “the primary reason for mothers to undertake a Google  
search was to look for information to support their children’s needs.” 

 
Recommendation: 

 
16  Develop a social media strategy and policy 

 
 

Measurement and evaluation 
 

Knowing what’s hitting the mark and what isn’t, is critical.  Monitoring social media statistics 
gives an insight into how things are going and is an integral part of measurement  and 
evaluation.   Recording numbers of followers, impressions, engagements, retweets, likes and 
replies shows engagement and may indicate that posting at a different time of day gets more 
response.  Sign up to Google alerts, become familiar with search engine optimisation (SEO) 
techniques. 
 

Recommendation: 
 
 

17   Designate someone to monitor social media stats and consider 
training for that person in search engine optimisation methods (SEO) so they 

can adjust content as necessary to ensure posts are containing key words that 
drive people to the site 
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3.6    Offline marcomms 
 

Leaflets 
 
Social media isn’t the be all and end all.  Many professionals say that the families they work with 
like to receive a printed leaflet or other printed information to ‘take away and digest’.  Currently 
the service has a range of leaflets and prints a termly newsletter. Some parents echo the view 
that they would like printed materials too. 
 
The question then becomes:  are the leaflets and newsletter ‘fit for purpose’?  Here are some of 
the remarks parents made when asked about the printed publications: 
 
 

 
“More quotes from parents are needed in the leaflets.” 

 
“Need to be shorter, more concise.” 

 
“The range of topics covered is good.” 

 
“Had seen them about but ignored them because I thought from the styling on the cover they 

were for a funeral plan.” 
 

“They need to be more family-friendly and visual.” 
 

 
And from professionals: 
 

 
 

“Oh! Those leaflets – no good at all for our families. Far too wordy and hard to digest.” 
 

“Literacy levels  –  our parents couldn’t manage those leaflets.” 
 

“Way way too wordy” 
 

“What’s with the flowers on the leaflets?  Looks like a leaflet for a care home.” 
 

“Design is dreadful, typeface, layout.  Not encouraging to read.” 
 

“More in the style of the CYP postcard, please.  One/tops two sided leaflet.” 
 

“Leaflets are too wordy and bad design.  Our students and families would not get anything from 
them.” 
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And here’s what the advisers said: 
 

“The leaflets are good. I use them a lot.” 
 

“The leaflets are a platform to trigger questions.” 
 

“We should distribute them more widely.  They should be in all CDCs.” 
 

“Think having the WSCC logo on the leaflets doesn’t help get across the message that we are 
impartial.” 

 
There is a disconnect between what parents/professionals and advisers are saying.  Which goes 
back to the point of knowing your audience and understanding what they need, rather than 
what you want to tell them. 
 
The overriding feeling from parents and professionals is that the leaflets need to be more visual, 
concise and clear.  The layout, font and styling would all benefit from a rethink.  The service also 
should consider the comments around the use of the flowers on the leaflets.   
 

Recommendation: 
 

18    Review the styling and content of the range of leaflets 
 
 Newsletters/one off publications 
 
Currently a termly newsletter is issued mainly to schools and libraries but also to other 
interested parties on an opt in/request basis.  Very few parent/carer or professionals asked had 
seen the newsletter.  Several professionals thought it would be useful to receive electronically 
and asked to be put on the mailing list. 
 
The vast majority of people asked in the research interviews for this strategy said their preferred 
channel to receive information from the service would be email.  Currently a small set of key 
people within West Sussex CC, steering group, and WSPCF receive a monthly stats and case 
studies email. 
 
Schools were not approached during the course of this piece of work and asked how useful they 
found the newsletter or what they might ‘do’ with it when it arrived.  It might be worth the 
service contacting a selection of schools to get the answer to this question. 
 
Either way, it would seem that a print run could be reduced as the move towards electronic 
becomes unstoppable.  It would also seem a good time to revisit the purpose of the newsletter: 
who is it for? is the frequency correct? What should the content be? How does it sit with online 
publications?  
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Recommendations: 

 
19      Review format, content and editorial policy of newsletter 

20     Consider editorial training for newsletter editor(s) 
 
There are other printed publications issued by the service such as business plans, operational 
reviews, one off flyers/leaflets and annual reports.  A timely review of all publications issued 
would allow the service to assess whether they are all necessary: assess frequency, relevance 
and content. 
 
Pictured below is the cover of a publication from Central Bedfordshire SEND IAS, aimed at young 
people.  The front cover has clearly been thought about for its impact on the target audience, 
young people 
 

 
 

 
Recommendation: 

 
21  Review all offline publications for relevance, timeliness, frequency and 

content 
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Media releases 
 
The work of the service is, by its nature, confidential. But there may be occasions where all 
concerned would be happy to talk about a particular issue, or be happy to be identified and 
photographed/video-ed.  People still read their local papers (although nothing like in the 
numbers they used to) and visit the local papers and radio Facebook and Twitter pages, so 
considering media as part of a comms strategy is appropriate.  
 

Recommendation: 
 

22         Consider approaching WSCC communications team. They may have  
resource to prepare and issue news releases for the service. However, also 
consider that any releases should be on SEND IAS headed paper and have 

SEND IAS contacts for more information, given the ‘arm’s length’ nature of 
the service 

 
Events, training workshops, roadshows, meeting with professionals, face-to-face 
sessions with parent/carers/young people 
 
Advisers meeting with health colleagues in Child Development Centres is already beginning to 
have an impact, as witnessed in the September 2019 statistics - which show an increase in 
sources of referrals coming from health.   
 
Meetings with CDC colleagues underline the belief that the service needs to ‘get in at the 
beginning’ of the journey.  Advisers have also started to go to school link meetings – again 
invaluable.  
 
Meetings with CAMHS colleagues would be extremely beneficial.  CAMHS and Healthy Child 
programme colleagues were approached during the course of this work.  Where health & social 
care colleagues responded, there was an acknowledgement that they needed to know more 
about the service and information was provided, resulting in invitations to the service to come 
and tell them more.    
 
Invitations to the service to attend early years/IPEH/WSYourSPace/Careers service/Ethnic 
Minority and Traveller Achievement Service/home educators/sensory support/designated 
teacher team/virtual school meetings have already happened out of this piece of work. 
 
Going to ‘where the people are’ is a good way of reaching more families.  Making links with EY 
INCOs/SENCOs to connect with families at the earliest point in their journey would be helpful, for 
example,  the service could consider attending or booking a stand at the West Sussex Healthy 
Lifestyles in Early Years conference 2020 in Crawley.  
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More info: https://www.eventbrite.co.uk/e/west-sussex-healthy-lifestyles-in-early-years-conference-
2020-tickets-74275900217 
 
The advisers are clear: 

 
“Best promotion for us is word of mouth from parent/carer to parent/carer.” 

 
“Going to events like the WSPCF CCIN and the Umbrellas group is valuable.” 

 
“We’ve been to some EP-led workshops for newly diagnosed parents, that worked well.” 

 
“Something we used to do which was a great success was, twice a year have our own 

information events – one in the south or the county, one in the north and invite stakeholders 
and have mix of workshops.   

This was good as it was our own event  - we weren’t one of many.” 
 

“Best way is by us, personally, going to events and out to schools.” 
 

“I would like to get out there and do more events and INSET training, but I recognise the tension 
between doing that and workload.” 

 
“We should find out which schools are having the most issues and approach those schools.” 

 
 
The appointment of Rachael Lee as the West Sussex Designated Clinical Officer should facilitate 
these improved links. Helen Johns, as West Sussex Head of Inclusion, is developing the county’s 
SENCO network and both will be key players in embracing these links. It may also be helpful to 
develop links with the University of Chichester’s SENCO training course leaders. 
 

Recommendation: 
 

23    Continue making links with education, health and social care colleagues      
            who are in a position to refer families to the service.   

Go to ‘where they are’ 
 
 

https://www.eventbrite.co.uk/e/west-sussex-healthy-lifestyles-in-early-years-conference-2020-tickets-74275900217
https://www.eventbrite.co.uk/e/west-sussex-healthy-lifestyles-in-early-years-conference-2020-tickets-74275900217
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• ‘Getting out there’ to spread the word, to parent/carers and young people as much as 
professionals, should play a big part in the marcomms mix: parent/carers echo the view 
that recommendation from other parent/carers is one of the main ways in which they 
heard about the service.  

 
West Sussex Parent Carer Forum Coffee and Cake networking events are a valuable way of 
reaching parent/carers. 
 
The face-to-face ‘clinic-style’ sessions for parent/carers are currently being trialled in the 
community, and while it might instinctively be felt there is a need for these, success will rely on 
choice of venue/timing and relentless promotion – via all channels and also via posters at the 
venue and flyers into school bags if at a school and if school willing.  The information should list a 
series of sessions, rather than just promoting one at a time, so that parent/carers who are 
unable to come to one, could come to another. 
 
It might be that nursery/school/16+ SENCOs/CDCs as the relationship with them develops, may 
offer a venue, perhaps on the back of any INSET/twilight training that the service might provide 
for them. Equally, sessions could be offered around any parent/carer training that the service 
offers either on its own or in conjunction with Reaching Families. 
 
The new ‘community hubs’ currently being developed, such as the one underway in Worthing, 
and the one soon to commence in Shoreham could well prove to be convenient and accessible 
venues for families and young people. 
 
If advisers and parents/young people felt comfortable, there could also be an opportunity for 
Skype/FaceTime/Whatspp/Zoom video consultations.  Surrey and Sussex NHS Trust is currently 
involved in an NHS pilot to trial video appointments for patients and the evidence to date 
suggests it is working well.2 
 
Young people say they welcome the opportunity to meet advisers at colleges or WSCC Voice 
events. 
 
The advisers report that young people like the various promotional items they already use, and 
parents/professionals asked mainly spoke about pens being useful.  The service could consider a 
wider range of items – what about branded re-useable coffee cups or branded memory sticks, 
for example? 
 

Recommendations: 
 

24 Continue trialling ‘clinic-style’ sessions and promote via all channels. 
Consider venue, timing, and possibly running on back of existing 

training/workshop sessions 
25 Continue to attend college/WSCC Voice events to connect with more 

young people 

 
2 BBC News SouthEast 25/10/19 
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4          Summary of recommendations: 
 

1 Form a small task-and-finish group to review process and procedure. 
Review response times and consider if technology can assist 

 
2 Check legally correct and proper not to include WSCC logo on publications.  

Devise a form of wording instead for transparency and openness e.g. ‘We 
are funded by ……   but separate from …” (lists sources of funding) that 
could be used on the back of printed publications 

 
3 Form a small task and finish group to consider logo change &/or name 

change and come up with proposals 
 

4    Ask WSCC communications department to recommend freelance 
photographers, videographers, illustrators; or if anyone in their team has 
those skills and could assist with developing visual input.  Find and set a 
realistic budget 
 

5      Continue to develop website, local offer pages, blogs and webinars. 
 

6    Look at content, frequency and timing of Facebook posts and regularly       
   monitor to start conversations, respond to comments and invite      
   feedback 

 
7    Think about accessibility – e.g. is there a need for textphone, 

               audio, second language, large  print, easy read. Applies equally     
               offline communications 

 
8     Consider developing a Twitter presence. 

 
9     Meet with sarah.dimmock@westsussex.gov.uk to explore contributing     

               to existing WSCC  SEND/IPEH-related newsletters 
 
10      Explore contributing content to West Sussex YourSpace    

 
11     Explore contributing content to Chichester College Group        

               and Worthing campuses of Greater Brighton Met  
 

12     Consider re-formatting printed newsletter as FutureGov electronic      
    newsletter. 

mailto:sarah.dimmock@westsussex.gov.uk
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13     Discuss with West Sussex Parent Carer Forum around contributing  

    content to its e- newsletter. Explore opportunities to contribute to       
   Reaching Families and other relevant voluntary sector newsletters. 

 
14    Consider use of YouTube and Instagram when website, Facebook and  

   Twitter are embedded, reviewed and working well. 
 
     15      Develop a social media strategy and policy. 

 
     16     Set up a digital media calendar 

 
     17     Designate someone to monitor social media stats. Consider 

        training for that person in search engine optimisation methods (SEO) 
 

18      Review the styling and content of the range of leaflets 
 

19     Review format, content and editorial policy of newsletter. 
 

20     Consider editorial training for newsletter editor(s) 
 

    21     Review all offline publications for relevance, timeliness, frequency  
  and content. 

 
22     Consider approaching WSCC communications team. They may have      

    resource to prepare and issue news releases for the service. However, also     
    consider that any releases should be on SEND IAS headed paper and have     
    SEND IAS contacts for more information, given the ‘arm’s length’ nature of      
    the service. 

 
23     Continue making links with education, health and social care colleagues      

    who are in a position to refer families to the service.  Go to ‘where they    
    are’ 

 
24     Continue trialling ‘clinic-style’ sessions and promote via all channels.     
         Consider venue, timing, and possibly running on back of existing  
         training/workshop sessions 

 
25    Continue to attend college/WSCC Voice events to connect with more  

   young people 
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