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Brief and objectives: 
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. 
 
This is the context within which Norfolk and Norwich University Hospital’s (NNUH) Dementia 
Support Team continuously work to improve services for patients with dementia. While 
patients with dementia are being cared by clinical staff, the Dementia Support Team visits 
patients, carers and families on the wards to provide emotional support, one to one activities 
for patients and a major part of their work is signposting patients, families and carers to other 
organisations in the community for the appropriate support and help. 
This year we launched a community relations campaign to raise awareness and 
understanding of dementia and to provide the NNUH Information and Advice Dementia 
Fayre, for the public to speak face to face with support organisations and get real help and 
advice. The campaign built up to the day we had selected for the event, Monday 15th May 
during Dementia Awareness Week where we held the NNUH Information and Advice 
Dementia Fayre. 
The team analysed the previous year’s communications activity to learn from the strengths 
and weaknesses to inform the 2017 campaign. 
 
Brief: 

1. Increase public and staff involvement opportunities through channels 
2. To provide the public with opportunities to access information on help and support for 

a loved one with dementia at a key event 
3. Create a strand of the campaign to involve the public and give the campaign life 

beyond Dementia Awareness Week with a community and creative legacy 
4. To promote NNUH’s dementia support services. 

 
Objectives: 

 Actively engage with 200+ members of the public through a key event 

 Increase staff involvement bunting project (to create 75+ pieces of bunting) 

 To engage with community groups to provide information stands for the event and 
involve them in the publicity creating expectation and confirm our role as an inclusive, 
committed and expert service provider. 

 



Rationale behind campaign, including research and planning: 
Speaking with Older Persons Medicine and Dementia Support staff through qualitative 
structured discussions we researched the views of clinicians and specialist dementia support 
staff regarding the focus of the campaign to be of most interest and help to the public. The 
consensus was that the staff groups felt strongly that a partnership/outreach themed event 
with organisations in the community, both public sector and charities, would be the most 
helpful approach. More than 30 community groups were then surveyed to assess the 
probability they would take part, and this received a 100% positive response regarding 
participation.  
The feedback from the community groups, patient groups and staff was essential in 
informing our campaign and the need for the culmination of the campaign to be an inclusive, 
welcoming and positive event with information stands, a pop-up café and talks for the public.  
We wanted to create excitement and empower groups with the campaign and event to 
harness their energy and enthusiasm as ambassadors and through this provide the public 
with a positive experience to show 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: 
We focused on building up to Dementia Awareness Week planning to hold our event on 
Monday 15th May with bespoke posters involving the community groups showcasing their 
services at the event and detailed information for the media. 
 
To engage staff and patients and help to create excitement starter packs were offered which 
contained everything needed to make decorated bunting which had to be returned to 
deadline to be included in setting the welcoming, positive and fun element to the event. 
 
Strategic Approach: 

 Create accessible positive event for public information and support 

 Involve the dementia community groups in the creation of the publicity materials 

 Engage staff through creative bunting project providing materials at no-cost for staff 
use through donated items. 

 
Tactics: 

 Community Groups (for example, the Alzheimer’s Society and Dementia UK) 
received invitations decorated with bunting asking them to attend the event and run a 
stand for the public 

 All community groups were invited to take part in the event’s publicity posters. 

 Creation of bespoke posters featuring community groups 

 Event to include as many dementia support community groups as possible and 
relevant hospital teams, running information stands. Speakers invited to speak at a 
series of talks for the public with practical tips and advice 



 Event to be positive/welcoming with a pop-up café and live music with community 
and staff “hobby” pianists and hospital choir 

 Media stories. 

 

Implementation of tactics: 
 Phase One – building awareness and involvement through decorated invitations to 

dementia community groups at the end of March; dealt with all logistics to enable the 
groups to attend 

 Phase two – April onwards press releases issued to promote the event, community 
dementia groups take part in posters for event publicity; social media campaign 
launched with gradual release of our community group posters including a quote from 
their representatives explaining how their services can help the public and why 
people should attend 

 Phase three – from mid-April bunting project with starter packs launched to engage 
staff – huge demand. 

 
 

Demonstrate tangible benefits to the communities where the campaign was 
targeted, 
including any sustainability: 
Groups were surveyed and all they all had a busy footfall, distributed leaflets and made 
many referrals of the members of the public to their support services.  
We received requests from the groups to reserve a place for next year’s event as they had 
felt it was so valuable. Members of the public surveys were unequivocally positive regarding 
what they had gained in advice, and guidance to access dementia support in the community. 
 

Measurement and evaluation: 
Outputs 

 Massive event organised with more than 30 dementia support groups 

 Five press releases 

 9 posters created 

 300+ completed bunting triangles which produced 86 metres of bunting used for 
event and will be used for future events 

 50 posts on Twitter and Facebook. 
 
Outcomes 

 We involved all relevant community dementia groups and key staff groups 

 We increased awareness of dementia – 500+ members of the public attended the 
event including the series of talks for the public with practical advice and tips – social 
impressions are in excess 20,000 across Twitter and Facebook. 

 
 

Budget and cost effectiveness: 
Main resource was staff time, all design work and materials production was delivered by the 
Media and Communications Team. We paid £50 for cakes for the dementia pop-up café – 
the Trust’s onsite catering contractor provided teas and coffee for the pop-up café for the 
day. £250 used for posters for the event. 
 


