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Brief and objectives: 
There has been a huge focus nationally on the issue of loneliness and how it impacts on 
social care services provided by local authorities. 
 
Our campaign aim is to ensure that nobody in Norfolk has a lonely day by meeting the 
following objectives: 

 Increase public awareness of the number of people who suffer from loneliness 

 #NoLonelyDay to reach 500,000 people (more than 50% of the entire population of 
Norfolk) 

 Promote activities and opportunities available in Norfolk by many organisations which 
are actively making a difference 

 50 people to help tackle loneliness by signing up to become a volunteer with one of 
our partners 

 100 individuals & 25 organisations to make a pledge to do something to help tackle 
loneliness.  

 

Rationale behind campaign, including research and planning: 
We looked at national and local research and discovered: 

 There is an estimated 38,000 lonely people aged 65+ in Norfolk 

 The number one reason why people are receiving social care in Norfolk is loneliness 

 There are many opportunities, groups, charities and schemes already available in 
Norfolk, but promotion of them was poor and there was no joined up working 
between partners. 

 
These learnings prompted our loneliness campaign with the goal of reducing loneliness 
in Norfolk and ultimately help reduce the demand on our services. 

 

Strategy and tactics, including creativity and innovation, and stakeholder 
engagement: 
Activate a collaborative multi-agency approach to benefit from the large number of 
opportunities and schemes already available in Norfolk. Capitalise on existing, well-
established channels or networks to deliver messaging and catalyse call to action. 
 
Tactics 



Stakeholder group with representatives from 20 partner organisations and departments to 
start working together on the campaign to ensure we were not recreating anything – rather 
signposting to services already available. 
The group defined the core message for the campaign and developed the creative 
proposition “In Good Company” - a positive statement and visual identity which incorporates 
a “smile”. 
This was strengthened by the hashtag “#NoLonelyDay“ which was used to communicate and 
promote the campaign‟s objectives on Twitter – a key platform for communicating this 
campaign due to it being free and reaching a wide audience allowing for responses. 
We developed bespoke webpages (see supporting document) and a „supporters pack‟ to 
enable all partner organisations to promote and implement the campaign to their own 
audiences. 
Designed and printed pledge cards (see supporting document) were distributed designed to 
be used as hand-outs or added to delegate packs at events being attended or organised by 
supporter organisations. 
All communications incorporated a clear call to action for people to make a pledge.  
Media partnerships were established with the two main media outlets in Norfolk – the 
Eastern Daily Press (EDP) and Radio Norfolk, to secure air time and press space to promote 
the campaign. 
A dedicated email campaign to sign up supporters and pledgers was implemented to target 
more organisations outside of the original campaign group. 
 

Implementation of tactics: 
We launched the first phase of the campaign in the run up to Christmas – a time that people 
can find particularly lonely. But also when people are feeling more giving and caring, which 
enabled us to tap into feelings of guilt of anyone who may forget to speak to family and 
friends regularly. 
By using a range of case studies from organisations and individuals across Norfolk we had 
real life examples to share with traditional media and on social media. This provided three 
key benefits: 

1. Anyone feeling lonely could see that they were not alone and learn how other people 
changed their situation 

2. Make those who might have family, friends or neighbours aware of the situation and 
encourage them to do something about it 

3. Encourage more volunteers by showcasing opportunities with our partners 
 
Phase two – 2017 
With the launch of the national Jo Cox Commission on Loneliness we decided that the best 
results for phase two would be to piggyback our messages into national trends. This way 
people would be receiving a consistent message and could understand clearly what is 
happening locally. This included a focus on men, young mothers and people with mental 
health problems. 
We also continued to target messages at specific times to tap into the conscience of 
residents eg Valentine‟s Day and Easter both times when nobody wants to be alone. 
 
Phase three – In Good Company Quality Mark for businesses and communities will launch in 
July 2017. 
 

Measurement and evaluation: 
We have exceeded our targets in all areas of the campaign. 
Figures from phase one 14 November – 31 December 

 Eight pages of features in the EDP with more than 1 million total readership and 244k 
daily page views on website 



 Six features on BBC Radio Norfolk show which reaches 185,000 people per week 

 Feature in winter and spring edition of Your Norfolk– delivered to 405,385 
households 

 6,000 printed pledge cards distributed to locations across Norfolk 

 Launch day Twitter activity reached more than 78,000 people and 987,700 
impressions 

 1100 retweets, 1000 link clicks, 799 likes and 231 replies. 

 Most sustained Twitter campaign by NCC with number of tweets increased by 98% 
and the number of people reached increased by 320.5% 

 2,500+ visits to campaign webpages 

 900+ visits to the Directory 

 Generated 60 new volunteers across four services.– four for PAT Therapy , 50 for 
Open Christmas Great Yarmouth four for Age UK Norfolk and two for Community 
Artroom 

 „Volunteering‟ was the top keyword search term in November for the Norfolk 
Directory with 300 searches compared 18 the previous month 

 112 individual and 33 organisation pledges 
 
 Eamon McGrath; Community Development Manager “Yesterday I attended a meeting with 
Age UK and one of the people present was the Age UK representative on the Jo Cox 
Loneliness commission and learned that much of the activity of the commission has been 
modelled on In Good Company.” 

 
 

Budget and cost effectiveness: 
We had £4,000 to deliver this campaign used for design, print and photography. This was a 
very small budget which meant that we could not do any paid for / above the line activity. We 
used as much free of charge tactics as we could meaning all coverage and social media was 
organic. Partnership working helped make this possible and meant we have created a 
campaign with a strong return on investment. 

 


