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Entry title: Make the right call 

 

 
Brief and objectives: 

To ensure no patient is needlessly waiting for help during winter by making people aware of 

the actions they can take to stay well and promoting alternatives to 999, by: 

 providing our staff and the public with health advice including why they should have 

the flu jab 

 informing the public about making the right choices to access care  

 engaging with staff so they feel informed and able to act as a trusted source of 

information to patients. 

 

Rationale behind campaign, including research and planning: 

Demand for the ambulance service rises every year and therefore winter was set to be the 

busiest yet for the entire NHS.   

As the ambulance service is at the heart of the NHS it has a vital role to play in making sure 

that patients get the right care, at the right time, in the right place.  

There is a national NHS campaign each year ‘Stay Well This Winter’ which encourages 

people to have the flu jab, act as soon as they feel unwell and gives advice to older people 

on keeping well. However, we have found that we get little engagement when we post these 

messages on our channels and that our audiences react better to messages from our 

ambulance staff who give behind the scenes insight into topics more relevant to our service. 

 

Strategy and tactics, including creativity and innovation: 

Our strategy was to maximise low-cost and cost-free channels to reach as wide an audience 

as possible, creating engaging content based on popular culture to cut through the generic 

health messages and catch the attention of a couple of key audience groups such as 

younger, working age adults who often have young children and older parents that can be 

vulnerable to health issues in the winter.  



A weekly content plan set out the detail for the campaign’s tactics. The themes included self-

care, road safety, flu, abuse of ambulance staff, warnings about using drugs and alcohol, 

mental health, falls and heart health. 

Due to the popularity of TV show Game of Thrones, we used the popular phrase ‘winter is 

coming’ as a hook to promote our campaign to ‘Make the Right Call’. 

We used popular sayings such as ‘fake news’ and ‘WTF’ to capture the audiences’ attention 

and allow us to educate them. Fake news was used to dispel myths and WTF was used to 

highlight ‘way to fail’ by giving real life examples of people who had used 999 

inappropriately.  

Traditional media outlets were given the opportunity to speak directly to paramedics about 

how the public could ‘make the right call’. One particular success was with BBC Radio 

Cumbria who broadcast a regular feature with an Advanced Paramedic discussing 

everything from preventative health care to responding to cardiac arrests. 

 

Implementation of tactics: 

To coincide with the weekly themes which were the basis of our social media content, we 

undertook these supporting tactics: 

Paid social – we used a small number of Facebook ads to target specific audiences with 

messages eg older people for flu messaging, younger people for safe drinking.  

Leaflets – used our non-emergency patient transport vehicles to distribute 60,000 leaflets 

with winter messaging. The content changed each quarter – covering flu, staying well and 

tips for living healthily for longer which was aimed at older people – an audience that 

typically uses our Patient Transport Service. We also, for the first time, distributed 60,000 

flyers on our emergency ambulances with top tips for winter and how to ‘make the right call’. 

Events – we hosted two events in areas of high footfall (Botony Bay in Lancashire and 

Trafford Centre in Manchester). Our frontline staff supported the events in their own time. 

We had ambulances on display, CPR demonstrations, mini health checks by nurses from 

our NHS 111 service, crews offering advice on how to stay well and our mascot Pandamedic 

who was there to bust some moves!  

Tweeters – we provided our official organisational twitter representatives (80+ people) with a 

toolkit of messages and imagery to ensure consistency of message.  

Videos – the daughter of a member of staff was filmed giving a lesson in calling 999. We 

also created an animation showing how our characters got the right care, and developed a 

‘winter is coming’ animation. 

Staff Bulletin – staff were kept informed of our plans and provided with information on key 

messages so they could be our advocates. 

NHS – a toolkit of ambulance related messaging and collateral could be used by CCGs and 

acute trusts to complement their own winter activities.  



Stakeholders – shared our progress with NHS stakeholders through our existing briefings 

issued quarterly. 

Media relations - we issued media releases throughout about activities we were undertaking, 

shocking 999 calls and with preventative advice. We also undertook radio interviews to 

reach audiences that were not online with broadcasters such as Bauer and BBC. 

 

Measurement and evaluation:  

Between 29 October 2017 – 31 March 2018: 

Average post reach on Facebook increased from 12,787 to 34,210 

Average reactions on Facebook increased from 166 to 488 

Organic reach on Facebook increased from 13,090 to 34,344 

Likes increased from 25,213 to 30,133 

1.6M tweet impressions 

Twitter mentions increased from 6,914 to 11,725 and mentions by 3,011 compared with 

2,192 in the previous period 

 
 

Budget and cost effectiveness: 

The total amount spent was £14k (approx. £6k on video production, £4k on flyers and health 

information leaflets, £2k on social adverts and £2k on design agency). 

One element we didn’t set out to achieve but was cited by various managers was the 

increase in staff morale. When they were feeling the pressure of the volume of 999 calls, but 

could see the messages we were issuing, they felt supported by the organisation.  

It’s impossible to state how many people didn’t call 999 because of the campaign, but we 

can see that awareness was far reaching and you can’t put a price on education! 

 


