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Brief and objectives: 
The Internal Communications team and the Health and Safety team worked together to 
create a campaign to around 5,000 colleagues and service partners. 
 
Our campaign objectives were: 
 
Create awareness and understanding of our health and safety vision 
Help to embed a stronger health and safety culture 
Create and embed our ten Life Saving Rules (LSRs). 

 

Rationale behind campaign, including research and planning: 
One of the five key objectives of the Kelda Group plan is to improve health and safety 
performance. 
 
Our strategy centres around ‘doing the basics well’ and is supported by a company-wide 
safety improvement plan and underpinned by our health and safety vision – ‘Everyone, 
Everyday, Safe and Well’ 
 

Strategy and tactics, including creativity and innovation: 
For us face to face communication formed a fundamental part of our approach. 
 
Earlier in the year we held a series of colleague roadshows which brought the whole of our 
business together to help colleagues understand our safety improvement plan and get 
involved in co-creating the LSRs. 
 
We have continued with this approach throughout our campaign, for example: 
 
Leadership events for around 450 managers to support our leadership population in 
understanding how our safety plan is progressing and what their role is 
 
Launch of our ‘Stop Work’ principle to all colleagues through face-to-face manager briefings 
which was then cascaded to colleagues face to face 
 



We have currently rolled out six of our ten LSRs. These rules have been developed to 
protect colleagues and save lives and have all been rolled out through face to face manager 
briefings and then cascaded to colleagues 
 
Publications – to inform and share best practice 
We’ve introduced two new specific health and safety publications: 'Safe & Well - a quarterly 
health, safety and wellbeing newsletter to update on progress and share stories of how 
colleagues were getting involved in improving health and safety. 
 
'Round-Up' - a monthly pdf one-page summary of recent health, safety and wellbeing stories 
and best practice examples which helps us to keep the health and safety messages flowing. 
 
Creative tactics – to increase visibility and raise awareness 
Health and safety branding 
Specific identity for our health and safety communications and developed a whole suite of 
health and safety branded materials that teams could use for communications and at their 
offices and sites eg. information boards, pull-up banners, Word and Powerpoint templates 
 
LSR – wallpaper for PCs and laptops / iPhone jpegs 
A graphic of our ten LSRs as the start-up screen for all company PCs, laptops and iPads 
and LSR graphic wallpaper for iPhones 
 
Site branding 
Vinyls and signage across head office and other key sites to raise the profile of the ‘Stop 
Work’ principle and the LSRs 
 
Lift wraps 
Installed at all of our main office based sites 
 
Video 
Variety of videos to inform and educate colleagues and bring the messages to life 
 

Implementation of tactics: 
Phase 1 – Collaboration and consultation phase July - October 2016 
Leadership events, Stand-downs for all teams to get involved and vote on top ten LSRs. 
Explanation of timing chosen - To get colleagues involved right from the start 
 
Phase 2 - Brand awareness phase October 2016 
Icons developed 
Teaser campaign launched using PCs, Toughbooks and iPhone wallpapers. 
Intranet and social media (Yammer) 
Multi-site branding eg. lift wraps and a large mural at head office 
Animation video on overall safety plan to explain objectives on the intranet 
Explanation of timings chosen - To create visibility and awareness and continue the 
conversation amongst colleagues 
 
Phase 3 – Vision and values (soft launch) December 2016 
Vision created and artwork and collateral produced including site branding 
Health & safety comms material produced plus Word and Powerpoint template 
Official launch at Leadership event in April 2017) 
Explanation of timings - Launched on the back of appointment of new H&S Director and 
Team 
Phase 4 – Stop Work roll out January 2017 
Face to face briefings to managers and colleagues 



Stop Work letter and card to all colleagues 
Video and further information on the intranet 
Explanation of timings - Underpins LSRs so rolled out first 
 
Phase 5 LSR Roll out February - December 2017 
Face to face manager briefings followed by cascade to colleagues. 
Videos as part of the roll out pack plus further information on the intranet 
Explanation of timings - To follow roll out of Stop Work principle 

 

Demonstrate how the campaign links to the wider communications strategy: 

Our ‘Formula for Success’ - a simple visualisation of our Blueprint plan for colleagues. We 
have a comprehensive internal communication strategy and plan around Blueprint and 
everything we communicate with colleagues is always set in the context of this plan. 
 
This internal health and safety campaign is therefore, fundamentally linked to our overall 
business strategy and plays a key role in helping us to achieve one of our business 
objectives. 
 

Measurement and evaluation, including evidence of real engagement or 
behavioural change: 
Our approach to health and safety is fundamentally about embedding a stronger health and 
safety culture which involves behaviour change. 
 
Therefore, our internal communication campaign continues. So, in terms of measurement 
and evaluation of this campaign we have included evidence of how the process is going 
more than the impact of the campaign itself. 
 
Stop Work interventions have been logged month on month since launch. This has helped to 
avoid a number of ‘high potential incidents’ since January 2017. 
 
Colleague feedback is encouraged throughout via a specifically managed H&S inbox. 
 

Budget and cost effectiveness: 
Design agency fees - £14,000, Print - £4,000, Branding - £10,000 and animation videos 
£8,300. This was all very cost effective as we used company's preferred supplier. 
 
LSR roll out videos were done in house - Cost saving of circa. £1,800 per video, totalling 
£21,600 
 
Safe and Well - £2400. The only costs incurred were for print versions for some of our field 
based colleagues 
 
Event costs - £11,000. No cost except AV, coach transport for Contact Centre colleagues 
and refreshments 
 
Total - £49,700 - Cost per head based on 5,000 colleagues, service partners and contractors 
is less than £10! This is an excellent cost per head. 


