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Background: Maximising Reach 

The Help Scheme was set up by government to help those people in society who may 
need more assistance with the Digital Switchover.   

Whilst most people will be fine come their region’s switch, there is a small percentage of 
our population who lack the basic capability or capacity to cope on their own, but through 
circumstance or choice have no network to rely on for help. We refer to these people as 

‘the 5%’.   

As the Help Scheme’s aspiration is ‘no one left behind’ in the switch to digital, much time 
and effort has been invested into understanding both eligible people and the communities 

they reside in.  

The Maximising Reach programme (MxR) was created to specifically address the 
needs of this small but important group.   
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Background: the Social Support Network and Community Segments 

Threshold 
services Out of home Peers  Community-

minded Home visit 

Community professionals 

Insular  Neighbour-
hood  

Practice 
based 

In-home 
services 

Local businesses & services Local residents 

Each of ‘the 5%’ is perhaps only in contact with one or two people.  
This unidentified group of people comprise the only Social Support Network they have access 

to. 

It is members of the SSN that the Help Scheme needs to engage in order to maximise reach. In 
order to simplify the complexity for effective targeting the SSN has been segmented into  

9 community segments under 3 broad groupings: 

The people who form the informal social support network for people in the 5% are many and 
varied. Within the broad SSN group there is a range of gender, age, social class, ethnicity, 

education level and affluence. People are doing a wide variety of jobs across the private, public 
and third sectors, or may be not working or be retired. Their role is often unacknowledged and 

they are not necessarily aware of their potential importance in the 5% person’s life.   
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The challenge 

To deliver a set of core social marketing messages for the Help Scheme with the aim of 
influencing the behaviour of the nine community segments 

The messages must be grounded in each segment’s behavioural drivers 
and barriers 

The messages must be designed to elicit action 

One or more messages are required for each of the nine community 
segments 
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The process 

Phase 1 Phase 2 Phase 3 Phase 4 

Develop 
framework 

Test 
messages 

Refine & 
Deliver Immersion 

Craft 
messages 

Phase 5 

Quick message testing and refinement conducted in 2 locations: 
1 x Rural/Small Town 

1 x Suburb/City 
NB this was a return to locations explored in depth in the Social 

Support Networks Research to allow for contextual understanding 

Interviews with 2 x people from each segment 
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The framework 

CONTEXT:  

What’s the 
opportunity? 

BARRIERS: 

What’s stopping 
them from doing it? 

MESSAGE 
ENVIRONMENT: 

How do we reach them? 

TARGETED 
BEHAVIOUR:  

What do we want 
them to do? 

DRIVERS:  

What could get them 
going? 

TOOLS:  

What else do they need 
to make this work? 

MESSAGE 
SUMMARY: 

A summary of what 
we’re trying to say 

(not how we will say 
it – the essence not 

the copywriting) 
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Strategy: General principles  
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Recap: Taking action to help the 5% at switchover could involve different 
behaviour and roles at different stages 

Make aware 

INFORM 

• Could raise the 
topic of the 
Switchover and the 
Help Scheme in 
conversation or draw 
attention to official 
material  
• Could pass on 
information about 
the 5% to others who 
have more time / 
permission to 
engage 

Explain & 
convince 

PERSUADE  

• SSN members who 
are already a 
reference point for 
the 5% regarding 
other issues would be 
well positioned to 
explain the Help 
Scheme to the 5%, 
and emphasise their 
eligibility and the 
benefits to them 

Contact the 
Help Scheme 

GO-BETWEEN  

• Some SSN members 
are already trusted 
by the 5% to help 
with their personal 
affairs 
• Contacting the 
scheme on behalf of 
the 5% could be an 
extension of their 
current role 

Support 
through 

switchover  

CHAPERONE 

• In some cases 
further reassurance 
could be needed 
after the Help 
Scheme has been 
contacted, e.g. 
being with the 5% 
when the Help 
Scheme engineer 
visits their property, 
or helping them call 
the Scheme post-
installation  

Increasing level of TRUST and OPPORTUNITY required 

We are not asking everyone to do everything. Some SSN members will be able to help the 5% at several 
stages of the journey; others will help with one stage only. It will be important to give people tools to 
help them at each stage and referral opportunities to ensure that people do not get dropped between 

stages.   

Pass on 

REFER 

• Those who are 
aware of the 5% but 
do not want to/know 
how to get involved 
themselves could tell 
someone else about 
a person in the 5% 
who may need help  
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There is a spectrum of motivation within each target group 

In each segment there will be people who are more likely to help and those 
who are more likely to disengage. Some people are just more personally 

driven to help and get involved in their community than others! We need to 
focus moving people along the scale, concentrating effort on those who are 

most engaged.  

Focus on: 

Insular 
Disengaged 

Outward-facing 
Engaged 

Us 
Symbiotic relationship:  
involvement with others  

motivated by mutual benefit 

Others 
Involvement with others driven more 
by the benefit for them than personal 

gain  

Myself 
No interest in and/or  

capacity to help others  
in the community 
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If it is too complicated, helpers will lose confidence: we need to make it 
simple, tangible and quick 

All communication needs to strip away 
complication and layers leaving only the bare 

essentials. The tone should be always 
reassuring, not scaremongering 

Got the pink tick? 

How many channels does the TV have? 

More than 5 – YES, it’s digital already 

5 or less – NO, you need to switch 

How to tell if a TV is digital 

YES – it’s digital already 

NO – go to the next question 

Visual aids and physical prompts and tools, 
such as a quick reference card on how to tell if 
a TV is digital, will help people break down the 

problem into digestible pieces   

“The thought of all things going like this sort of actually 
terrifies me. […] And I’m finding I’m watching less and 
less television. Because of the technology.”  
Professional carer 

Some people find Digital Switchover frightening 
or intimidating. Paradoxically these people may 
also be in the best position to help some of the 
most vulnerable Eligible People because they 

have contact and may have built trust.   

Got your purple 
envelope? 
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Personal experiences will help activate word of mouth 

People will be more passionate and more 
able to inform and persuade others if they 

have had a positive personal experience of 
the Help Scheme 

Help members of the SSN to help their 
parents and friends first so they have a 

personal story to tell and can vouch for the 
Scheme 

[NB: It will clearly not be possible to do this for family and friends 
outside the active Switchover region, but the opportunity should 
be taken within the region where possible. For friends and family 
in other regions it should still be possible to build some 
engagement by providing information and reassurance that the 
scheme will be there in future] 

Personal experiences build empathy and 
understanding and are therefore a powerful 

behaviour change lever 
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Emotional connection with TV is another powerful lever to harness  

There is a danger that the Maximising Reach messaging could 
become serious or technical. It will be important to harness the 
connection with the fun and entertainment of TV where possible. 

Building emotional connection and placing the problem in the context of 
people’s lives will help make it relevant . 
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A drip effect rather than a single shot 

Given the extreme ‘hard to reach’ nature of the 5% ensuring no-one is left 
behind is a big ask. 

It is important to build up a web of community touchpoints in the hope 
that one of them will nudge one potential support network person or 

catch one Eligible Person 
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Building momentum: Connecting people will be an important part of 
encouraging a local social movement 

As well as targeting messages to particular 
segments it is important to build energy and 

connections between them 

People will be reassured by the knowledge that 
other people are getting involved and that they 

don’t have to ‘do it all on their own’ 

The profile of early adopters of desired behaviour 
changes should be raised in order to lead and 

encourage others.  

Most 
Caring 
Cafe 

Working with local and regional press and 
organisations to celebrate and reward successes 

will help encourage others. 

Keeping the campaign locally visible will help start 
conversations and build shared ownership of  

the problem.   

Most 
Switch
ed on 
Village 

Awards reward 
and reinforce 

good examples 
of desired  
behaviours  

Regularly updated 
targets, physically 

visible in the 
community start 
conversations 
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It is important to prompt feelings of ownership and responsibility 

Someone else 
will be looking 

after that 
Everyone has 

someone 

Whilst awareness raising messaging my be generalist, calls to action should be targeted and 
make people feel as much as possible that the message is directed personally at them 

Poster of Lord Kitchener 
Source: http://www.sterlingtimes.org/memorable_images53.htm 
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Summary of message framework pre-testing  
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Community professionals 

Threshold 
services Out of home Peers  Community-

minded Home visit Insular  Neighbour-
hood  

Practice 
based 

In-home 
services 

Local businesses & services Local residents 

TVs that are not adapted for digital will not work in your region after 20XX 

There is a comprehensive Help Scheme available for people who are over 75 or disabled  

Some people, often those who rely on TV most, might need help to access the Help Scheme: and you might be the only support they have 

Messaging summary 

Above the line umbrella  
awareness messages 

Below the line targeted calls 
to action 

TV is a valuable part of the care package 

“Be a Help 
Scheme 

ambassador on 
your patch:  
help us find 

people in need” 

“Get your 
customers 

talking about 
the Help 

Scheme: it’s 
good for 

business” 

“They listen to  
you: help us to 
help them by 

recommending 
the Help 
Scheme” 

“Be the most 
switched on 

neighbourhood: 
help us reach 
people who 

could get left 
behind” 

“Save time + 
resources: 

spot the 
problem 
before it 
becomes 

yours. Make 
the call now 
and we’ll do 

the rest” 

“Check they 
got their 

letter: If you 
think your 

neighbours 
might be 

eligible check 
with them and 
remind them 
to respond” 

“Show your 
community 
the way: tell 
people about 

the Help 
Scheme while 
you’re out and 

about” 

“Give the Help 
Scheme your 

backing: make 
it visible in 

your practice” 

“While you’re 
there do a 
quick good 

turn: check for 
digital” 

“Drop it into 
conversation: 
take the time 
to explain the 
Help Scheme” 
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Message development:  
information and awareness messages  
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Level 1: TVs that are not adapted for digital will not work in your region after 20XX 

Level 2: There is a comprehensive Help Scheme available for people who are over 75 or have a disability  

Level 3: Some people, often those who rely on TV most, might need help to access the Help Scheme: you might be the only support they have 

Above the line umbrella  
awareness messages 

Awareness raising must be in place before a call to action can be made 

Testing Summary 

•  All the above messages needed to be in place for people to understand why action 
might be needed.  

•  These messages alone present considerable hurdles for people to overcome. It is 
helpful to understand and plan for likely negative responses to them and misconceptions. 

• The research showed that some key messages are missing.  

Threshold 
services Out of home Peers  Community-

minded Home visit 

Community professionals 

Insular  Neighbour-
hood  

Practice 
based 

In-home 
services 

Local businesses & services Local residents 
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Responses to the above the line information messages present some 
challenges 

1. TVs that are not adapted 
for digital will not work in 

your region after 20XX 

2. There is a comprehensive 
Help Scheme available for 
people who are over 75 or 

have a disability  

3. Some people, often those 
who rely on TV most, might 

need help to access the Help 
Scheme: you might be the 

only support they have 

  Anger: ‘Why are the government doing this? We didn’t ask for it…’ 

  Confusion/personal interest: ‘How can you tell if a TV is digital? 
How does this affect me and my family?’  

  Scepticism: ‘Who is this? Are they making money out of it?’ 

  Tunnel vision: It is easier to empathise with and visualise older 
people than disabled people 

  Discomfort: This is an uncomfortable message – people assume 
that ‘everyone has someone’ 

 Disconnection: ‘I can’t think of anyone who relies on me – I’d know 
about it if they did’ 

MESSAGE BARRIERS 
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Some key messages are missing: without them people do not engage 
with the call to action, or are actively resistant to it 

The Help Scheme is a not for profit 
organisation 

The more the Help Scheme can be positioned as a 
'charity' activity the better motivation people have 

to get involved.  

The Help Scheme is already doing all it 
can to reach people 

Be clear that you are not asking people to do your 
job for you, but to help with the bit that  

‘only a local knows’ 

You don’t need to be tech-y – the Help 
Scheme handles all the technical stuff 

Reassure people that you are asking them to help 
vulnerable people access the Scheme, rather than 

to switch people themselves 

 People commonly assumed that the Help 
Scheme is a money-making venture, or even 
that it is ‘profiteering’ from people’s difficulty  

 People do not want to ‘promote’ anything 
commercial to vulnerable people 

BARRIER COUNTER- MESSAGE 

 There was a perception  Help Scheme was 
'shirking its responsibilities‘ 

 People asked 'why can't they just write to 
people?‘ and needed to know that efforts were 

already being made before understanding there 
might be a need for further action  

 People assume that if they don't know how to/if 
they need help themselves they will be unable/

not the right person to help other people 
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Recommended revisions to information and awareness messages: 

Level 1: TVs that are not adapted for digital will not work in your region after 20XX 

Level 2: There is a comprehensive NOT FOR PROFIT Help Scheme available for people who are over 
75 or have a disability  

Level 3: Some people, often those who rely on TV most, might need help to access the Help 
Scheme: you might be the only support they have WITHOUT EVEN REALISING IT 

Level 4: The Help Scheme is already doing all it can to reach people but we need your help and local 
knowledge to ensure we get to everyone  

Level 5: You don’t need to be tech-y – the Help Scheme handles all the technical stuff 

A sequenced communication approach to build up layers of understanding and awareness 
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Implications 

Engagement with Maximising Reach is in part dependent on:  

• The management of negative publicity around the switchover itself  

• The positioning and brand image of the Help Scheme 

These streams of communication will need to work together to provide people with a holistic 
understanding of the issue and to build engagement 

Many people require all 5 levels of messaging to be in place before a call to action can even be 
understood, let alone considered. This adds a regrettable level of complexity which will need to be 
carefully managed as this is an issue that many people find challenging – we are asking a lot of 

people to even get them to the point where we can ask them to do something.  
Simplifying wherever possible will be key.  

Where possible it will be important to identify and prioritise investment in more involved 
communication channels that allow time to build and understanding and communicate the layers 

of messaging, for example: 

• Training and briefing materials 

• Magazine articles and radio features 

• Face-to-face briefings and talks 
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Message development: 
Targeted calls to action 



25 © 2009 The Futures Company 

Overall… 

Formal approaches 
e.g. endorsement of 
national bodies, 
training programmes, 
targets,  
CSR initiatives 

Top down 

Bottom up 

Community professionals 

Local businesses & services 

Local residents 

Small business and self employed 

Corporates, chains and franchises 

Grass roots 
engagement and 
networking 

 Overall the targeted messages worked well in audience testing. Barriers and drivers 
resonated with audiences and ‘the ask’ was in most cases felt to be feasible once awareness, 

communication and tools were in place 

 In some cases it is clear that certain groups within the segment should be prioritised. In 
others additional groups should be included. 

 Different approaches are successful for different super-segments. Community professionals 
and corporate businesses respond best to a top-down message. Local residents and smaller 

businesses will respond best to bottom up approaches.  
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‘Thank you’ is a powerful support to the call to action 

 Saying ‘thank you’ recognises engagement and prompts people to think 
favourably of the Help Scheme brand  

 A pre-emptive ‘thank you’ suggests responsibility 

 Saying ‘thank you’ afterwards encourages  
repeat behaviour   

 Tangible ‘thank you’s such as pens, badges, certificates or awards build word of 
mouth and reinforce desired behaviours   
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The power tool: ‘pass responsibility on’ call-back card 

I referred this 
person: 

THANK YOU 
FROM THE HELP 
SCHEME 

Supporter  
portion 

Eligible person 
portion 

I asked the help 
scheme to call 
me/send 
alternative 
formats…: 

Contact details 
and instructions 
for EP 

Contact details for 
supporter 

Help Scheme 
portion (freepost) 

 The call-back card concept was well received – it makes the task simple and tangible and 
removes concerns about of ‘too much responsibility’ 

 It provides measurable actions and a chance to say thank you and provide 
encouragement 

 Building a competition around the cards would build motivation and publicity e.g. chance 
to win e.g. a camera / ipod if you return 5 cards 

 The tool could be cost-effective as it works across several segments. 

 Does it provide an extra chance on top of the three-strikes before data protection?  
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Community professionals  
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Community 
professionals 

Home visit Neighbour-
hood  

Practice 
based 

Role: Job with a formal ‘community care’ dimension 

Care: Professional responsibility 

Ethic: Primarily public & third sector 

Awareness of 5%: High existing awareness around social isolation concept and 
5% contact 

Support: Acknowledged as SSN by society and supported by authority 

Permission for 
interaction: Formal responsibility 

Competition to further 
engagement: Time for meeting targets/care for others 
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Home visit 

Community professionals 

Neighbour-
hood  

Practice 
based 

UMBRELLA COMMUNITY PROFESSIONAL MESSAGE 

“TV is part of the care package for 
vulnerable and isolated people. It 

provides stimulation and 
contributes to quality of life. If some 

people lose their TV after the 
Switchover it could be detrimental 

to their quality of life and 
wellbeing, with possible knock on 

health impacts”  

Specific umbrella messaging for community professionals is needed to 
make switchover relevant to their role  

BARRIERS:  
What’s stopping people from 

understanding? 

• Perception that Switchover is 
irrelevant to their day to day 

professional role 

MESSAGE ENVIRONMENT: 
How do we reach them? 

• (Medical only) Medical press and 
journals discussing health 

impacts of television in vulnerable 
people 

• Work across relevant government 
departments, agencies and local 

authorities to build awareness into 
professional training and targets 

• Engage prominent professional 
ambassadors to promote the 

importance of TV to wellbeing and 
quality of life for vulnerable and 

socially isolated people 

DRIVERS:  
What could help them 

understand? 

• Raising awareness of 
impact of loss of television 

for vulnerable people 

• Translating personal 
experience into professional 
life – you have the skills from 

helping yourself / your 
parents / your friends  

This is a pivotal message for community professionals. Without it, the immediate reaction to the Help 
Scheme and to requests for help is ‘that’s not relevant’ or ‘that’s not part of my job’ – and as a result 

subsequent social marketing messaging will be ignored. Communicating television’s role in wellbeing 
and quality of life for vulnerable people with this audience is imperative as it gives rise to a turning point 

in understanding and engagement. 
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Home visit 

Community professionals 

e.g.  District Nurse, Community Psychiatric 
Nurse, Local Authority Carer, Physiotherapist, 
Occupational Therapist, Age Concern Support 
Worker  

CONTEXT:  
What’s the opportunity? 

• May have time to talk 
whilst doing other things 
(e.g. changing a dressing) 

• Are in home so: 
-can see TV and identify 

whether it is digital 
-can make a phone call 

• Practical mindset and 
high levels of empathy 

BARRIERS:  
What’s stopping them from doing 

it? 

• TV will never be the number 1 
necessity: focus is on basic needs 

and survival 

• Time pressure 

• Fear of getting into trouble (health 
and safety, litigation..) 

• Money element of scheme means 
involving next of kin 

MESSAGE ENVIRONMENT: 
How do we reach them? 

• Professional newsletters 

• Local and regional team meetings 

• Work with DoH and NHS on building 
into targets or CPD points 

• Build into risk assessment, care plan 
and hospital discharge checklists 

TARGETED BEHAVIOUR:  
What do we want them to 

do? 

INFORM, PERSUADE, 
CONTACT, CHAPERONE 

• Ideally could support 
through the whole help 
scheme journey if give 
regular care, or refer to 

someone who does 

DRIVERS:  
What could get them going? 

• Knowing that it is somebody 
else’s responsibility – they just 
need to make the connection 

• Knowing that appointments can 
be made around their timetable 

• Improved TV experience for the 
people they care for through the 
Help Scheme (aftercare, audio 

description, easy use remote etc) 

TOOLS: What else do they need to 
make this work? 

• Quick training DVD 

• TV identifier – quick guide to 
identifying whether a TV is digital 

• Script and FAQs – how to explain 
switchover and help scheme easily 

• Posters and pack of information 
materials in alternative formats to be 

held with other office resources 

• Local area champion support (NB 
work through existing networks to 

identify as varies by location) 

MESSAGE SUMMARY: 

“Save time and 
resources. Make 
the call now and 
we’ll do the rest” 
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Neighbour-hood 

Community professionals 

e.g.  Housing Officer, Community Police 
Officer, Neighbourhood Warden, Safer 
Neighbourhoods Team Worker, Community 
Outreach Worker 

CONTEXT:  
What’s the opportunity? 

• Spend time out and about in the 
community so may be aware of or 

already on the look out for vulnerable / 
socially isolated members 

• Community engagement often part of 
the job so could have good skills in 

approaching and talking to  strangers 

• Often actively approached as a source 
of information or even just social 
contact – may be last resort post 

switchover 

BARRIERS:  
What’s stopping them 

from doing it? 

• Help Scheme 
involvement not part of 

job description or targets: 
may not see the relevance 

or worry they lack 
permission from above 

MESSAGE ENVIRONMENT: 
How do we reach them? 

• Professional newsletters 

• Local and regional team 
meetings 

• Work with local authority, Home 
Office etc on building into 

targets or CPD points 

TARGETED BEHAVIOUR:  
What do we want them to do? 

REFER, INFORM 

• Could refer physically and immediately 
to networker, local events or 

information centre 

• May have time to mention the Help 
Scheme when talking to residents and 

at local meetings (could encourage 
Community Minded) 

DRIVERS:  
What could get them 

going? 

• Permission and 
endorsement from 

supervisors 

• A chance to make new 
contacts in the 

community and improve it  

TOOLS: What else do they need 
to make this work? 

• Call back cards 

• ‘Ask me’ SHS badges 

• Script and FAQs – how to 
explain switchover and Help 

Scheme easily 

• Networker introductions and 
encouragement when out and 

about 

MESSAGE SUMMARY: 

“Show your 
community the 
way: tell people 
about the Help 
Scheme while 
you’re out and 

about” 
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Practice based 

Community professionals 

e.g. GP receptionist, Practice nurse, Hospital outpatients 
worker, Library worker, Citizens Advice advisor  

CONTEXT:  
What’s the opportunity? 

• Limited opportunity to talk 
but practice may be trusted 

in community: the 
opportunity is in the place 

rather than the person 

• Practice seen as an 
information point locally and 

people may have ‘captive 
time’ waiting + potential 

melting pot /cross section of 
community present 

BARRIERS:  
What’s stopping them from 

doing it? 

• Time pressure: other service 
users waiting 

• Regulations in the workplace 
about what materials can be 

displayed 

• Competition from other 
campaigns for space and 

attention (including paid for 
space e.g. on appointment 

cards) 

MESSAGE ENVIRONMENT: 
How do we reach them? 

• Networker site visit 

• Trickle down message and 
materials from national bodies 

• Practice manager mail out of 
visual display materials – NB need 

to position request cover letter 
around area of focus – health for 
GPs, community for library etc 

TARGETED BEHAVIOUR:  
What do we want them to 

do? 

REFER, INFORM 

• Display information 
materials and refer people to 

them 

• Use the space to encourage/
remind Local Residents to be 

involved 

DRIVERS:  
What could get them going? 

• Using the physical space rather 
than calling on their 

professional time 

• Permission and endorsement 
from supervisors 

TOOLS: What else do they need to 
make this work? 

• Dispenser of information 
materials in alternative formats 

• Posters and info sheets (notice 
boards, back of toilet doors…): 

• Helpline stickers to go on 
appointment cards etc 

• Useful numbers card for 
reception desk 

MESSAGE SUMMARY: 

“Give the Help 
Scheme your 

backing: make it 
visible in your 

practice” 

Prioritisation: 
Approach needs to 

be addressed to 
practice manager 
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Local businesses & services  
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Local businesses 
& services 

Role: Commercial job without a formal ‘community care’ dimension 

Care: Discretionary 

Ethic: Primarily commercial 

Awareness of 5%: Potentially high contact with the 5% but may not be aware of 
their needs 

Support: Unacknowledged as SSN by society and lacking authority/
support 

Permission for 
interaction: Customer service 

Competition to further 
engagement: Time for making money 

Threshold 
services Out of home In-home 

services 
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In-home services 

Local businesses & services 

e.g.  Cleaner, Electrician, Gas Engineer, 
Council Contractor, Hairdresser 

CONTEXT:  
What’s the opportunity? 

• Are in home so can see TV 
and identify whether it is 

digital. May also be able to 
see post and point out the 

envelope. 

• May have time to talk 
whilst working 

BARRIERS:  
What’s stopping them from 

doing it? 

• Time targets and full 
appointment schedules 

• May not understand whole 
benefit of help scheme or 

needs of 5% and think 
buying a £15 box would be 

better 

MESSAGE ENVIRONMENT: 
How do we reach them? 

• Van flyers placed by networkers 
– Personalised named envelopes 
would be most likely to be read 
and to flatter recipient that they 

are needed (can handwrite name 
from side of van) 

• Networker enlisting and 
encouragement when out and 

about 

• Trade body endorsement TARGETED BEHAVIOUR:  
What do we want them to 

do? 

REFER 

• Help people identify their 
letter and options pack  

• Help people tell if their TV 
is digital  

• Encourage people to 
contact the Help Scheme 

DRIVERS:  
What could get them going? 

• Boredom relief 

• Recognition in local press 
(‘Handy Andy helps out’ 

feature) 

• Belief in good customer 
service and customer 

loyalty 

TOOLS:  
What else do they need to make 

this work? 

• Call back cards and associated 
competition 

• Quick and easy description of 
who we are looking for (the 5%) 
and how to recognise potential 

people 

• TV identifier – quick guide to 
identifying whether a TV is digital 

MESSAGE SUMMARY: 

“While you’re there 
do a quick good turn: 

check for digital” 

Prioritisation: 
Focus on people who are 

self-employed as more 
likely to be motivated by 

customer relationship than 
to see customer as a ‘job’ 

Prioritisation: 
Focus on electricians in 
particular as felt ‘most 
relevant fit’ because of  

skillset  
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Threshold 

Local businesses & services 

e.g.  Postman/woman, Food delivery, Milkman/
woman, Paper round  

CONTEXT:  
What’s the opportunity? 

• Able to break down large 
areas into smaller patches: 

may be able to identify 
potential 5% and know 

where to go to find them  

BARRIERS:  
What’s stopping them from 

doing it? 

• Time targets 

• Lack of authority 

• Fear of ‘crossing the line’ 

• May have minimal face-to-
face contact 

MESSAGE ENVIRONMENT: 
How do we reach them? 

• Team briefings at area level 

• Posters in staff areas 

• Reminder stickers on delivery bag/vehicle  

• Networker encouragement when out and 
about 

TARGETED BEHAVIOUR:  
What do we want them to 

do? 

REFER 

• Help Networkers identify 
and reach people 

• (Post delivery in particular) 
Draw attention to SHS 

mailing importance with 5% 
and offer to arrange a follow 

up call for them to talk it 
through 

DRIVERS:  
What could get them going? 

• Boredom relief 

• Challenge and team work 

• Recognition in local press 
(‘Taunton’s most caring 

Postie’ feature) 

• Permission and 
endorsement from 

supervisors 

TOOLS:  
What else do they need to make this work? 

• Call back cards – could tuck into delivery 
with bill and collect with payment – and 

associated competition 

• Quick and easy description of who we are 
looking for (the 5%) and how to recognise 

potential people 

• (Post delivery) Poster identifying Help 
Scheme mailing (with visual)  

• Networker recruitment 

MESSAGE SUMMARY: 

“Be a Help Scheme 
ambassador on 

your patch: help us 
find people in 

need” 

Prioritisation: 
Focus on small 

independent businesses 
where deliveries are 

conducted by manager 
and not just short term or 

young staff 
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Threshold 

Local businesses & services 

e.g. Taxi driver, Local authority transport  

CONTEXT:  
What’s the opportunity? 

• May have ‘captive’ 
conversation time during 

journey  

• Regular drivers may have 
built up trust 

BARRIERS:  
What’s stopping them from 

doing it? 

• Advertising may be against 
the rules 

• May not understand whole 
benefit of help scheme or 

needs of 5% and think 
buying a £15 box would be 

better 

• May not feel capable or 
knowledgeable enough to 

give advice 

MESSAGE ENVIRONMENT: 
How do we reach them? 

• Posters and networker 
events in ‘Cabbie’ pubs and 

cafes 

• Reminder stickers/air 
fresheners in vehicle and 

with payslips/weekly 
receipts 

• Local authority team 
briefings and newsletters 

TARGETED BEHAVIOUR:  
What do we want them to 

do? 

INFORM AND PERSUADE 

• Raise topic of Switchover 
• Help people identify if they 

need to do anything 
• Inform about the Help 

Scheme 
• Emphasise eligibility and 

benefits 

DRIVERS:  
What could get them going? 

• Boredom relief 

• Recognition in local press 
(‘Taunton’s most caring 

Cabbie’ feature) 

• Strengthening client 
relationships and loyalty 

TOOLS:  
What else do they need to 

make this work? 

• Call back cards and 
associated competition 

• Script and FAQs – how to 
explain switchover and help 

scheme easily 

• Easy store box for leaflets 
in all alternative formats in 

vehicle  

MESSAGE SUMMARY: 

“Drop it into 
conversation: take 
the time to explain 
the Help Scheme” 
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Out-of-home services 

Local businesses & services 

e.g.  Pub, Café, Social Club, Local shops, 
Pharmacy, Post Office, Bank, Laundrette, 
betting shop 

CONTEXT:  
What’s the opportunity? 

• These services provide the 
bare minimum contact for the 
5% (food and money) and so 
may be the only opportunity 

to reach some Eligible People 

• May be a community in 
themselves with ability to 

generate word of mouth and 
social currency 

BARRIERS:  
What’s stopping them from 

doing it? 

• Customer anonymity 
(possibly through choice): 
making the first approach 

could be hard 

• Regulations in the 
workplace about what 

materials can be displayed 

MESSAGE ENVIRONMENT: 
How do we reach them? 

• Difficult to reach (but important) Networker 
site visit and enlistment will be most 

effective 

• Could ask Community Minded groups to 
enlist local business support/organise local 
competitions to amplify the effect of limited 

networker resource  

TARGETED BEHAVIOUR:  
What do we want them to do? 

REFER, INFORM, PERSUADE 

• We want people in these 
important public spaces to be 

talking and spreading the 
word, and proprietors and 

staff to encourage and join in 
these conversations 

DRIVERS:  
What could get them going? 

• Building message into 
existing socialising, events 

and building fabric 

• Strengthening client 
relationships and loyalty 

• Recognition in local press 

• Competition between local 
businesses 

TOOLS:  
What else do they need to make this work? 

• Call back cards and associated 
competition -- most helpful business 

awards and window stickers 

• SHS posters, drink mats, TV surrounds 
etc for any TVs on site 

• Materials for entertainment and info 
events (e.g. TV quiz night with questions 
on the Switchover and Help Scheme and 

info materials) 

• Switchover and Help Scheme FAQs and 
useful numbers cards to put by till/behind 

counter 

MESSAGE SUMMARY: 

“Get your 
customers 

talking about the 
Help Scheme: 
caring for your 
customers is  

good for 
business” 

Prioritisation: 
Target business case 
message at business 

owner rather than staff 
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Local residents  
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Local residents 

Role: Outside professional hours/retired – contact as a neighbour or 
local 

Care: Discretionary 

Ethic: Personal / community 

Awareness of 5%: May be aware of or engage with 1-2 of the 5% but lack wider 
understanding  

Support: Unacknowledged as SSN by society and lacking authority/
support 

Permission for 
interaction: Good neighbourliness 

Competition to further 
engagement: Time for making me and my family 

Peers  Community-
minded Insular  
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Peers 

Local residents 

People who may have a connection with the 
most vulnerable Eligible People, perhaps 
because they are of a similar age or cultural 
background 

CONTEXT:  
What’s the opportunity? 

• Vulnerable people may 
have greater trust in their 

peers than in the Help 
Scheme or find it easier 

to relate to them.  

BARRIERS:  
What’s stopping them? 

• Don’t want to impose / 
Think that someone else will 

be helping 

• Fear time and financial cost 

• Difficulty of comprehension, 
memory etc in some 

MESSAGE ENVIRONMENT: 
How do we reach them? 

• Ask people to encourage others 
when communicating with them as an 

Eligible Person e.g. 
-train HS contact centre and 

engineers to prompt Eligible People 
to identify other people in their peer 

group we could help  

TARGETED BEHAVIOUR:  
What do we want them to 

do? 

PERSUADE, CONTACT, 
CHAPERONE 

• Play the role of go-
between, providing 

reassurance, emotional 
support and translation 

as necessary.  

DRIVERS:  
What could get them going? 

• Reinforcing their importance 
and their unique ability to 

make a difference 

• ‘Blitz spirit’ – coming 
together as a community at a 

difficult time 

• Doing good: helping people 
less fortunate than 

themselves 

• Good personal experience 

TOOLS:  
What else do they need to make this 

work? 

• Provide materials and speakers for 
meetings in day centres, clubs, 

places of worship, residents 
associations and so on (e.g. 

accessible DVD of greatest TV 
moments/the history of TV + intro to 
Help Scheme) to place the message 

in a relevant context 

• Reassurance that they can contact 
a Networker for advice on how to 

help people and to get extra 
materials 

MESSAGE SUMMARY: 

“They listen to 
you: help us to 
help them by 

recommending 
the Help Scheme” 
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e.g.  Tenants & residents associations, Neighbourhood Watch, 
Community groups, CSV and volunteering databases, Scouts & 
Guides, Youth Groups, Salvation Army, Roundtable, Rotary 

CONTEXT:  
What’s the opportunity? 

• People involved in the 
community already are likely 
to have a predisposition to 

helping others and to be 
aware of the neighbourhood 
(and who they don’t know) 

BARRIERS:  
What’s stopping them from 

doing it? 

• Don’t want to be taken 
advantage of 

• May not understand whole 
benefit of help scheme or 

needs of 5% and think 
buying a £15 box would be 

better 

MESSAGE ENVIRONMENT: 
How do we reach them? 

• Area/national level management 
could provide briefing and mailing 
to members and build into AGMs/

forums and newsletters 

• Identify local individuals and 
groups who have been profiled for 

their voluntary activities n the 
local press and approach them 

TARGETED BEHAVIOUR:  
What do we want them to 

do? 

REFER, INFORM, 
PERSUADE, GO BETWEEN 

• Use their existing 
volunteering and community 

connecting skills to reach 
out to isolated people in their 

community and help push 
them along the journey as far 

as they can 

• Enlist local businesses in 
the challenge 

DRIVERS:  
What could get them going? 

• Being needed and 
recognised – saying thank 

you 

• Building community 
cohesion and coming 

together at a difficult time 

• Building and reinforcing 
community pride 

• Encouragement from 
Community Professionals 

TOOLS:  
What else do they need to make 

this work? 

• Reassurance that they can 
contact a Networker for advice on 

how to help people and to get 
extra materials 

• Telephone call appointment 
booking cards and system 

MESSAGE SUMMARY: 

“Be the most 
switched on 

neighbourhood: help 
us reach people who 

could get left 
behind” 

Community-minded 

Local residents 
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People who live in the community but do not 
engage with it beyond their own network of 
immediate family and friends 

CONTEXT:  
What’s the opportunity? 

• Very limited 
opportunity to change 
existing habits or to 

engage people outside 
known space: don’t 

have existing 
relationships or trust 

BARRIERS:  
What’s stopping them from 

doing it? 

• Lack of time 

• Personal concerns including 
shyness, fear of rejection, 

sense of privacy and personal 
space 

• Fear of getting over-involved 
or for personal safety 

• Fear of making assumptions 
about people’s eligibility 

MESSAGE ENVIRONMENT: 
How do we reach them? 

• Through their children: engage 
local schools to talk about the help 

scheme and neighbourliness in 
citizenship classes / assembly 

• General Pass it On campaign 

TARGETED 
BEHAVIOUR:  

What do we want them 
to do? 

RFEER 

• Pass on materials to 
people ‘who might 

know someone who 
needs them’   

DRIVERS:  
What could get them going? 

• Empathy  

• Guilt 

• Realising that ‘the ask’ is 
small 

MESSAGE SUMMARY: 

“Pass it on” 

Insular 

Local residents 

Prioritisation: 
The return on investment for 
this segment will be so low 

that we recommend re-
focussing it elsewhere. 

There is a small chance that 
Insular Local Residents may 
respond to the general ‘Pass 
it on’ message and materials 
but it is not worth spending 
resources beyond these.    
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Revised message summary  
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Community professionals 

Threshold 
services Out of home Peers  Community-

minded Home visit Insular  Neighbour-
hood  

Practice 
based 

In-home 
services 

Local businesses & services Local residents 

TVs that are not adapted for digital will not work in your region after 20XX 

There is a comprehensive not for profit Help Scheme available for people who are over 75 or disabled  

Some people, often those who rely on TV most, might need help to access the Help Scheme:  
and you might be the only support they have without even realising it 

Messaging summary 

Above the line umbrella  
awareness messages 

Below the line targeted calls 
to action 

TV is a valuable part of the care package 

“Be a Help 
Scheme 

ambassador on 
your patch:  
help us find 

people in need” 

“Get your 
customers 

talking about 
the Help 

Scheme: caring 
for your 

customers is 
good for 

business” 

“They listen to 
you: Help us 
to help them 

by 
recommending 

the Help 
Scheme” 

“Be the most 
switched on 

neighbourhood: 
help us reach 
people who 

could get left 
behind” 

“Save time + 
resources: 

make the call 
now and we’ll 
do the rest” 

“Pass it on” 

“Show your 
community 
the way: tell 
people about 

the Help 
Scheme while 
you’re out and 

about” 

“Give the Help 
Scheme your 

backing: make 
it visible in 

your practice” 

“While you’re 
there do a 
quick good 

turn: check for 
digital” 

“Drop it into 
conversation: 
take the time 
to explain the 
Help Scheme” 

The Help Scheme is already doing all it can to reach people but we need your help and local knowledge to ensure we get to everyone  

You don’t need to be tech-y – the Help Scheme handles all the technical stuff 
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Recommendations for Prioritisation  
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Focus attention on 5 segments in the long build up to switchover  
and on 3 segments at switchover and afterwards  

Top down 

Bottom up 

Home visit Community professionals 

In-home services Local businesses & services 

Threshold Local businesses & services 

Peers Local residents 

Greatest opportunity, 
understanding and sense 
of responsibility 

‘Bare minimum’ contacts 

Greatest trust  

FOCUS OF PROACTIVE MESSAGING – NO-ONE LEFT BEHIND 

Out-of-home services Local businesses & services 

Out-of-home services Local businesses & services 

Practice based Community professionals 

FOCUS OF RE-ACTIVE MESSAGING – POST SWITCH EMERGENCIES 

Neighbour-hood Community professionals 

TV destinations 
(TV shops, PayPoint)  

Information  
destinations  
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Focus top-down networking and enlistment on those with greatest 
coverage of members with greatest opportunity  

Finding the right people 

Carers 

Community Psychiatric Nurses 

Age Concern Support Workers 

PayPoint 

Top down 

NECEIC 

Royal Mail 

Older and disability support 
networks 
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Some key members of the Social Support Network can only be 
identified and reached on the ground 

Bottom up 

Finding the right people 

The networkers are the key channel for reaching people at grass roots level. 

Investment in the networkers is paramount in maximising reach. 

It is important to train and help networkers to really get under the skin of a location,  
looking at it from the point of view of ‘the 5%’. 

We strongly recommend the prioritisation of networkers above more conventional 
communication channels for reaching segments from the bottom up. 
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Getting under the skin of a location:  
looking from the point of view of the 5% 

3. Where can you keep warm/shelter for a 
while? 

(bookies, charity shop, library…) 

2. Where can you get a cheap hot meal? 
(pub, café, fish and chip shop… look for OAP 

deals/days) 

1. Where do you get money/benefits? 
(bank, job centre, post office…) 

4. Where would you go if you thought your TV 
wasn’t working? 

(TV shop, electrical retailer, Post Office or other 
PayPoint [TV license]…) 

5. Where could you go for company if you 
were lonely? 

(pub, social club, hairdresser, pension day 
queue…) 

6. Where could you go for social contact if 
you wanted to be anonymous? 

(McDonalds, supermarket…) 

7. Where are the unofficial support networks? 
(lunch clubs, cafes that do meals on wheels, 

church outreach…) 

8. Where would you go for information if you 
had a problem or were new to the area? 

(Citizens Advice, one-stop shop, library, police 
station, town hall…) 

Bottom up 

Finding the right people 

9. Who delivers? 
(Paper shop, milkman, café, meals on wheels …) 

10. Who goes to peoples homes? 
(Look for the vans: Tradesmen, hairdresser…) 


