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Brief and objectives: 

Brief: 

1. To provide the public with opportunities to access information on help and support for 

a family member with dementia.  

2. Create a resource for the public which would have value beyond Dementia 

Awareness Week with a community and creative legacy. 

3. To promote NNUH’s dementia support services.  

Objectives: 

 Actively engage with 300+ members of the public who would pick up the publication 

at a key event 

 Provide a resource on hospital wards for carers and families who have a family 

member with dementia  

 To engage with community groups and confirm our role as an inclusive, committed 

and expert service provider for patients with dementia. 

 

Rationale behind publication, including research and planning: 

Rationale: 

The Norfolk and Norwich University Hospital has the oldest population of any teaching 

hospital in the country and we see, at first hand, how much care and support people need as 

they age and reach the end of life. For example, in North Norfolk the numbers 39 per cent of 

the local population aged over 65 years. An estimated 16,400 people in Norfolk have 

dementia (either diagnosed or undiagnosed). This is equivalent to 1 in every 53 people in 

Norfolk.  Over the next 20 years there will be an estimated additional 9,000 people in the 

county with dementia.  



As a result of these population issues, there is a need to confirm the Trust's expertise in 

caring for patients with dementia and signpost carers to other organisations in the 

community for the appropriate support and help.  This publication was produced to raise 

awareness and understanding of dementia and to support our Dementia Information Fayre.  

The publication contains information on help and advice for families, as well as details of 

how hospital services support patients with dementia.  The publication was distributed at the 

Dementia Information Fayre event held on Monday 14th May close to Dementia Awareness 

Week. Copies of the publication were also distributed to the wards, particularly the older 

people's wards, as a resource for families and carers. 

Research and planning: 

We researched the views of clinicians and specialist dementia support staff regarding the 

content of the publication in order for it to be of most interest and help to the public.  More 

than 30 community groups were also contacted with a view to including their details in a 

directory as part of the publication.  

The feedback from the community groups, patient groups and staff was essential in 

informing the content for the publication to add value to the event and create a repository of 

information.  

We wanted the publication to show families about the wide range of potential support 

available to them.  

Audience:   

 Patients 

 Families 

 Carers 

 Hospital staff  

Stakeholders: 

 Dementia support groups in the community 

 Public sector agencies 

 Charities 

 Clinical staff on Older People’s Medicine wards 

 Other Clinical staff  

 

Strategy and tactics, including creativity and innovation: 

The magazine was created as an integral and crucial part of our dementia campaign and the 

NNUH Dementia Information Fayre, showcasing our expertise and role as a leader, key 

influencer and agent of change for attitudes towards dementia 



 Having consulted with patients, we used dementia friendly colours throughout, which 

reflects the dementia friendly colours which have been used on the hospital wards in 

the recent ward refurbishment programme 

 Ensured whilst creating the content, a broad range of topics and hospital profession 

representatives were consulted and included demonstrating that our patients who are 

living with dementia are cared for by a multi-disciplinary team. 

 Worked with the Dementia Support Team closely on how the magazine was laid out 

to make sure that it was appropriate for the target audience with high value content. 

 The ultimate aim and purpose of the magazine was to demonstrate just how much 

support there is at NNUH and the wider community for those living with dementia. 

We wanted to make it an easy read – making complex topics more understandable. 

 The useful contacts section at the back of the magazine identifies how this wasn’t 

just a magazine for the event, but an information tool that those affected by dementia 

can keep for a long period of  time - a legacy collateral. 

 Introducing each speaker in the magazine allowed for members of the public to 

understand a little more about the speakers – adding a more personal touch which 

reflected the event itself. 

 

Implementation of tactics: 

The publication was produced by the in-house hospital communications team.  Interviews 

were carried out with key services and staff with details were checked by the teams and the 

divisional management for accuracy.  Photographs were set up and taken by the 

communications team which also designed the publication in line with our corporate 

magazine style. 

 

Measurement and evaluation, including engagement of target readers:  

Outputs: 

 2,000 copies of the magazine distributed to attendees at the Dementia Information 

Fayre and stakeholders 

 Five press releases about the event, including the publication 

 5 posters created to promote magazine content  

 50 posts on Twitter and Facebook 

Outcomes: 

 The magazine contained details of the full range of stakeholders attending the event 

running information stands, helping to cross-pollinate connections and relationships 

between these groups and key staff groups also further acting as a 'glue' with this 

community. 



 We increased awareness of dementia with 700 members of the public attending the 

event including the series of talks for the public with practical advice and tips which 

were reflected in the magazine’s content - a repository of useful information and 

contacts for the public and stakeholders to take home for future use. 

 Vox pop survey with stakeholders and the public supported the magazine’s value.     

 We have been asked for further copies of the magazine through the network of 

dementia contacts the hospital has built, and may reprint. 

 The magazine gave us another long-lasting resource to connect with the public 

attending on the day and other audiences through dissemination of the magazine 

and has helped to further cement the NNUH Dementia Information Fayre as a “must-

attend” event. 

 
 

Budget and cost effectiveness: 

The publication was produced in-house so the main resource was staff time. The print 

budget for the publication was £2,000 for 5,000 copies. These were used for the dementia 

fayre event and then on the wards.   

 


