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Background and approach 
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Project background 

The Digital Switchover Help Scheme (DSHS) has been set up to provide help for those who need extra 
assistance to convert to digital, to make sure that, as far as possible, no-one is left behind during the 

switchover, and universality of UK broadcasting is maintained. 

The DSHS focuses on people who have attained the age of 75 and people with certain disabilities. These 
people are referred to as Eligible People.  

Within the Eligible People audience the vast majority (the ‘80%’) will have limited  problems switching. The 
remaining 20% will find it difficult to successfully switch on their own. Of this  20%, three quarters have 

friends or family who may be able to help.     

The remaining 5% of Eligible People are the ‘high risk’ audience (estimated at about 500,000 people). They 
are socially isolated, possibly will not understand switchover or the DSHS and may have no one who can 
explain it to them or assist them with switching. However, many of these people rely heavily on TV to be 

their sole or primary link to society. It is therefore of great importance that they are not left behind at 
switchover, and that every effort is made to reach and help them.   

Each Eligible Person is perhaps only in contact with one or two people. There is thus likely to be an 
unidentified group of people who comprise the only Social Support Network (SSN) the Eligible People have 

access to, but who are not necessarily aware that this is their role in the Eligible People’s life.  

It is the people within this unacknowledged SSN that you need to understand,  
in order that you can reach as many Eligible People as possible. 
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The model you asked us to explore 

A hypothesis of individuals who might have contact with the 5% and provide them with some 
level of support 
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Research objectives 

Understand the behaviour and motivations behind each of the identified SSN groups:  

• What are their current behaviour patterns and attitudes in relation to the ‘5%’? 
• Are they conscious of their role as a support network for the 5%? How do they feel about 
this position? 
• What is the motivation for their current interaction? 
• What are the barriers to and potential drivers of their increased interaction with the 5%?  
• How could they support the 5% at switchover? What are their capabilities and what are the 
potential motivating factors? 
• How do they interact with other potential SSN members?  

Explore and validate/refine as necessary the existing model and segmentation of the 
potential Social Support Network of the 5% of people who are eligible for the Digital 

Switchover Help Scheme but who are most isolated/hardest to reach  

Strong insight foundations against which to build behaviour change propositions and social 
marketing strategies 
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Our approach: methodology 

Inner City Suburb Small Town Rural 

Pre-recruited 
depth interviews 
(1 hour) 

Depth interviewees recruited in advance using the SNN model and our 
recruiter network 

Community 
ethnography  
(3 days) 

Observation of the community by living and interacting in each location – 
allowing us to observe the wider behaviour of and connections between 
SSN members 

Informal 
interviews 
(5-45 mins) 

Ad-hoc short interviews with people in the community 

Snowball 
recruited depth 
interviews 
(1 hour) 

Use of pre-recruited interviews, community observation and informal 
interviews to recruit further depth interviewees – allowing us to identify 
and reach the ‘less-obvious’ people who may not self-identify their role 
as an SSN member, or have been unidentified in our model 

4 locations across an urban–rural spectrum 
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Our approach: sample 

 A spread across: 
 the SSN model and beyond it 
 private, public and voluntary sector workers 
 working full time, part time, retired and unemployed 

 A representatively broad mix of gender, age, ethnicity, education level and affluence 

Breadth 

 A total of 115 interviewees:  
 53 formal interviews 
 62 informal interviews 

Depth 

A sample that gives good coverage across the types of individual identified to SSN members, 
whilst allowing the depth to see patterns and similarities between individuals   
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Our approach: research techniques  

Qualitative research concerns itself with understanding the nature of phenomena and their meaning, 
rather than their incidence. The focus is on uncovering what matters to people, exploring their experiences, 
views, behaviours and circumstances in depth and in their terms and language.  

Depth interviews: Depth interviews were conducted in home, in the respondent’s workplace, or on 
neutral territory, such as a café, if they preferred. An outline discussion guide was designed for the depth 
interviews which identified topics of interest in this research: role and responsibilities, personality and 
motivations, community and citizenship, interaction with the 5% and potential assistance with digital 
switchover (See appendix 4). Discussion guides are an outline only and researchers are trained to be 
responsive to context, depending on individual circumstances. However the key areas outlined in the guide 
were covered in every interview. Respondents were paid a monetary incentive for their time.  

Community ethnography and informal interviews: Ethnographic research is a qualitative method that 
is premised on researchers ‘being there’ amongst those whose lives they want to understand. Researchers 
participate in the communities they are exploring and observe and ask questions of those around them. In 
this instance this involved members of the research team immersing themselves in local communities for at 
least 3 days – shopping in local shops, eating in local cafes, going to the hairdresser, attending local coffee 
mornings, riding local transport and so on. In the course of this, researchers interacted with local residents 
and workers and conducted informal interviews with those who were willing to talk. 
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Our approach: recording, analysis and report writing 

Recording data: We record all our formal interviews digitally and make detailed notes throughout the 
fieldwork phase. We record location information on maps and take photographs throughout our time in the 
field.  

Report writing: We then summarise our findings and write our report, using quotations and case studies 
where relevant to bring the research to life.  
Please note all names have been changed to protect the anonymity of the respondents. 

Analysis post-fieldwork: Following the fieldwork phase the data is reviewed and analysed systematically. 
The research team sifts, summarises and sorts the evidence, searching for patterns and connections 
across respondents’ accounts in order to explain and address our research questions. Key recurring 
themes are identified and these form the basis of our analysis framework. Once the analysis framework has 
been identified, data is entered into the framework, reviewed and evaluated in order to conceptualise 
findings into a themed story-line, based on the research project objectives. This rigorous process ensures 
that the extraction and interpretation of findings are based on the raw data rather than on researchers’ 
impressions. 

Continuous interpretation and debate: During the fieldwork our researchers are in constant contact 
with each other, continuously interpreting and discussing early-stage findings as we go and raising any key 
issues that may require deeper exploration. 
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Our approach: a framework for understanding individual 
behaviour and motivation 

Our research methodology and depth interview discussion guide were designed to explore 
three cross-cutting factors affecting behaviour and motivation identified through a desk 

research review of existing secondary research:   

Environment: 
The space I interact in 

Role: 
The reason for my  

interaction 

Personal attitude: 
My priorities and values 

Our hypothesis going into research was that these factors are co-related, but that people 
could behave and feel differently according to the different spaces they are exposed to and 

the different roles they adopt 
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Our approach: analysing networks 

People do not exist in a vacuum. As well as understanding people as independent units, we 
looked to understand the relational ties between people to identify formal and informal social 

networks    

We worked to understand how information and resources flow around these networks and to 
map the connections between them. How do they intersect and connect with each other, and 

with the 5%? 

This exploration took two forms: 
• Asking people to identify their own networks 

• Observing and mapping networks in evidence in the community 

Our hypothesis was that networks exist within the identified SSN and that the potential 
linkages between people would be as important as their individual attributes 
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Identifying and understanding  
the 5%  
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Our understanding of the ‘5%’ so far 
(from your evidence review) 

Combination of age, mental health, 
physical disability & poor literacy  

Struggle to cope with change / take in 
new information 

• Often cannot respond to offers of 
assistance from government bodies and 
voluntary groups – may not be aware of / 
understand what help is being offered, or 

unable to respond to it on their own 

• Elderly people with often undiagnosed 
mental health problems e.g. early stages 
of dementia have been identified as more 

likely to be at risk 

Socially isolated, living alone and have no 
friends, family or neighbours who can 
support them e.g. opening mail and 

helping them to understand it 

• May not participate in mainstream society 

• Very limited social interaction, even with 
the voluntary sector, only coming into 
contact with a handful of people every 
week e.g. grocery delivery, GP, corner 

shop 

• Television may be their sole or primary 
link to society 

The “hidden population” who “don’t have anyone” - however there are people who do come 
into contact with them and / or are aware of them 

+ 
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The hypothesised description of the 5% and the existence of 
people who have contact with them was strongly verified  

There is significant engagement and goodwill around the 5% that could be harnessed though 
acknowledgement, encouragement and support 

Going into this piece of research we could not be certain that we would speak to anybody 
who had contact with someone in the 5% (as their estimated number is only 500 000).      

However, the vast majority of our sample could relate to our description of the 5% and many 
could relate specific stories of contact or engagement with them. The existence of the 5% is 

corroborated from the ground up.  

Those who have contact with people who would be in the 5% have varying degrees of 
awareness of their importance to them:  

• In some cases they were explicitly aware of their role in providing support for the 5%  
• For other people their supporting role had been implicit. In the course of their discussion with 
us they identified the potential importance of their contact, and many started to think about 
what more they could do. 
• A minority who had contact with the 5% rejected the notion that they were or could be 
providing  support for these people 
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However, a minority deny the existence of the 5% 

Some people found it hard to accept that anybody could be in the 5% category      

In some cases this might have been because they had genuinely not had any contact with 
someone in the 5% (in some areas there will be nobody in this category)       

But there is a level of more deep seated denial – people found the idea of the existence of 
the 5% to be an offense to their desired view of their community and of the ‘civilized’ society 

we live in  

In a community where the population had been quite static for a number of years and most 
people were geographically and emotionally close to family, they found it hard to envisage 

that others might not be.   
Similarly in a community where services for hard to reach groups are highly visible people 

may find it hard to understand that some people are not cared for     

There is some work to be done in building awareness of the 5% in a way that everyone can 
understand and relate, to in order to narrow the gap between them and mainstream society 
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The link between old age and vulnerability is understood, but 
many people find other risk factors more problematic  

When asked who is most vulnerable in their community the majority of people spontaneously 
identify ‘the elderly’      

Old age is less problematic than other 5% risk factors to identify and explain. People find it 
easier to talk about the ‘old lady at the end of the road’ than people with mental health 

conditions.  

Many people (who are untrained) find mental health conditions difficult to identify, talk about 
and deal with:     

Efforts to break down some of the societal and cultural barriers around understanding and 
talking about mental health could help to narrow the gap   

“We get all the ‘crazies’ in here. I’m 
not being funny – they’re, you 
know, mentally not all there.” 

 Café Waitress 

“He wasn’t quite right –  
you know – in the head.” 

Local shopkeeper 
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The three hypothesised 5% typologies were also verified 

Understanding the nature of the isolation and vulnerability experienced by the 5% helps to 
identify who might be at risk and who may be in a position to  

support them 

While SSN members found it easier to think of ‘by circumstance’ 5% individuals, in the course 
of the fieldwork we encountered SSN members supporting each of these 5% typologies (See 

appendix 1). 

By circumstance By choice 

Transient 
populations 

We went into fieldwork with the DSHS’s hypothesis that people fall into the 5% category for 
three primary reasons – circumstance, choice, or transience 

Risk factors can clearly overlap; the most vulnerable are those who experience a two or more 
drivers simultaneously 
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An understanding of the ‘By circumstance’ 5% through the eyes 
of the SSN 

Those in this group are generally very dependent on their SSN; they are most likely to be 
willing to accept offers of help from trusted sources 

Drivers likely to be a combination of: 
a)  Support network lost  

•  Partner and/or peers dying 
•  Retiring away from family or family moving away 
•  Local service withdrawal e.g. Post Office 

closure 
b)  Capacity loss 

•  Mental health (dementia, depression etc) 
•  Physical health (mobility and sensory restriction) 

Potential support network: Probably relying on: 
•  Long term service providers and/or 

neighbours, both ‘doing a bit extra’ 
•  Or on habitual routines – able to fulfil 

basic needs as long as there are no 
changes to their routine 

“Some people do fall through the net. It’s 
only when they collapse in the street and are 
taken to hospital that we find them. They’ve 
been struggling on, not realising that there 
are things we can do to help them cope with 
dementia and be independent.” 
Community psychiatric nurse 

“A lot of  people have retired here from the towns 
– moving 50 or 100 miles away from their 
children. They don’t make friends and then a 
partner dies and they are lonely. Their children 
have their own children and don’t visit often 
enough to get the picture – you can’t really tell 
from a phone call. Actually, there’s one old man 
whose daughter popped in and asked us to call 
him if  we are worried about him”      
Bank assistant 
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An understanding of the ‘By choice’ 5% through the eyes of the 
SSN 

Those made vulnerable by choice are particularly hard to access, as they deliberately avoid 
offers of help from formal and informal sources 

People may choose to isolate themselves for different reasons: 
a)  Rejection of society 

•  Recluse or misanthropic tendencies, not wanting to 
engage with other people 

b)  Rejection of help, may be a result of: 
•  Pride – accepting help would be admitting that they 

can’t cope, and/or 
•  Stoicism – belief that they don’t need help, can struggle 

on 
c)  Rejection or fear of authority 

•  Fear that accessing formal help could put them on the 
‘radar’ of other agencies 

Potential support network: 
•  Likely to rely on routine interactions with service 

providers, limited engagement 
•  Those fearing authority will favour informal sources of 

help 

“Some people are not that easy to 
help. If  they don’t want help there’s 
nothing we can do. Unless it’s an 
emergency…”   

 Community Police Officer 

“When I’ve arranged an interview for a 
client with, say, the housing authority to 
try to get them a ground floor flat, I 
make sure I stay with them. Because 
otherwise a lot of  them wouldn’t tell 
people everything. They could be really 
not coping and they’ll say ‘I’m alright, 
there’s bigger issues.’ That generation 
have grown up like that – they’ve learnt 
to live with hardship and make the best 
of  it. They don’t want to cause anyone 
any bother.”   
Age Concern Support Worker 
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An understanding of the ‘Transient’ 5% through the eyes of the 
SSN 

Specialist agencies and peers are key for reaching this group 

Possible drivers: 
a)  Coming out of an institution e.g. army, prison, hospital 

•  Former SSN may no longer be there, daily life may 
also have changed 

b)  Homeless / vulnerably housed / temporary 
accommodation / traveler / on the move 

•  May miss communication as moving frequently  

Potential support network: 
•  Specialist agencies, including third sector and 

religious organisations – for example may provide 
a mailbox for those in temporary accommodation 

•  Peers 

“I like nature more than people. I 
wait til I can get a lift to a new place. 

I’m going to the Lake District next 
week. But I come back here to the 
park every so often to sort out my 
benefits  and get my post from the 

warden.” 
Traveller on disability benefit living in 

Council designated caravan park 

“There’s a very strong link between leaving 
prison and homelessness Two thirds come out 
with nowhere to go. We provide a mailbox for 
people in temporary insecure accommodation 
and help them get settled. A lot of  our workers 
are rehabilitated ex-offenders themselves. They 
go out and help people – they might help 
people get a place to live and then go to 
Primark and buy things to kit it out…  ” Ex-
offenders charity worker 
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“John was one of  our most extreme cases. He lost his partner and just gave up the will to live. He was 
referred to us by his brother, who lived some distance away and was worried that John was deteriorating. 
The brother didn’t realise himself  how bad things had got, or that John’s depression was compounded by 
early onset dementia.  

When we found him he was very malnourished because he had lived on nothing but crisps and chocolate 
for several months. He was incontinent, his toilet was blocked and overflowing into the corridor, his house 
was falling down…  He was living in the only room that was still at all inhabitable. The first thing we had 
to do was take him out of  there as an emergency case and get environmental health in.     

He hardly went out – just stayed in watching TV. But all that time he was still going about his old routine – 
because his long-term memory was ok. He took himself  to the local shops and to collect his pension when 
he needed to. I don’t know why it had got so bad. People don’t want to get involved in case they get it 
wrong and cause offence. And didn’t want to talk to people. He would always say ‘I’m alright, don’t worry 
about me.’” 

                 [Community Support Worker] 

The most extreme cases of isolation can be hard for their SSN to 
detect  

Some people in the 5% category survive on a very small number of infrequent contacts who 
may not have a full picture of their situation and needs 
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Understanding the potential  
‘Social Support Network’  
of the 5% 
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The bare minimum number of contact points the 5% can have is 
two: access to food and money 

For the most extremely isolated 5%, these ‘bare minimum’ contact points are key. Their 
support is unlikely to be a ‘network’. The model is linear and disconnected.  

Some of the 5% have no contact with formal health care providers (until there is a crisis 
incident) 

Pension/ 
benefit Food 

(Health 
care) 

e.g. 
-Café 
-Local Shop 
-Meals on wheels 

e.g. 
-Post Office 
-Bank 
-Job Centre 

“I can think of  one lady who 
had managed to get by without 
a GP until she was admitted to 

us. She just collapsed in the 
street and someone phoned 

999.” 
Consultant Gerontologist  
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Community observation suggests some important additions to 
the list of possible contact points 

Cheap prepared  
food 
Café 
Fast food 

A space you can  
spend time in: 
Bookmakers 
Bingo 

Local Council  
outreach: 
-Housing Office 
-Housing Officer 
-Resident  
Involvement  
Officer 
- Town hall/ 
One Stop Shop 
-Councillor 
- Council contractors 
-‘Supporting people’  
team/vulnerable  
people list 

Daily round: 
Postman 

Community mental  
health services 
-MHOA 
Service  
-Community  
Psychiatric  
Nurses 

Bare minimum/ 
‘unofficial’  
healthcare: 
Pharmacy 

Some of these additions – particularly pharmacy and café – are important bare minimum 
contact points for those who are ‘under the radar’ 

Community 
Occupational 
Therapists  

Door-knockers: 
Jehovah’s Witness 
Political canvassers 
Market Research 

Neighbourhood  
watch 

Alternative 
finance: 
Door-to-door 
finance schemes 
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Reviewing the SSN model 

District  
Nurse 

Carer Hospital  
discharge 

Local GP Peer  
neighbour 

Milkman 

Social  
services 

Social club 
members 

Local 
Shopkeeper  

Relational ties between the SSN are minimal – the work ‘network’ may be misleading. Networks do exist within the SSN but 
they are often informal and unorganised. Encouraging bridging between the contact points could strengthen support for the 

5%.  

It is important to note that the people who would sit in the outer ‘exterior’ circle may actually be the closest contacts 
(physically and emotionally) a person in the 5% has.    

The contact points do not usually form a ‘network’. However community health and social care is one important formal 
network that exists within the SSN, with practitioners commonly working together around individuals, and sometimes trying 
to make links with other contacts they may have in the community. There are some instances of people sharing information 

about the 5% informally, for example a milkman consulting with a paper delivery person, or a local shopkeeper asking after a 
customer in the social club.      

Research has highlighted some important builds to the SSN model, highlighting the breadth of the potential ‘types’ of 
contacts a person in the 5% may draw on for support. 

Some example 
networks within 
the SSN model: 
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The contact points the 5% have seem to vary greatly by individual 
circumstance  

The 5% in rural areas are more likely to rely on in-home and mobile services: 

In more urban areas it can be easier for people to stay under the radar relying on bare minimum services 
out-of-home (as transport is less of a problem):        

However, understanding the nature and drivers of isolation in a given community may help 
identify the most likely contact points for the 5%  

There is a need to cast the net wide: each person in the 5% has only a handful of contacts out of a 
potential list of nearly 100 types of person!  

“The lady in the cottage at the end of  the lane used 
to be able to get the bus to town but now she can’t 
walk very far at all. I bring her some groceries and 
help her out when she needs something.” 

    Milkman 

“He comes in every day at the same time to have a 
lunch. I think it’s the only food he eats. He doesn’t 

seem to have a fixed place to live – he has issues, you 
know…” 

                                Café waitress 

“The lady in the cottage at the end of  the lane used to be able to get the bus to 
town but now she can’t walk very far at all. I bring her some groceries and help 
her out when she needs something.” Milkman 
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Contact with the 5% in home is of a different nature to contact out 
of home 

The environment where interaction takes place, and the level of independence of the 5% 
impacts the opportunities that people who interact with them have to get involved. 

Able to leave home: 

Where the 5% are mobile  
enough to leave home to  
access food, money and  
other services the people  
who have contact with  
them are:  
• less likely to have a complete picture of the 5% 
person’s circumstances – they may have to take 
circumstances ‘at face value’ 
• less likely to know personal details about them 
such as where they live, or even their name 
• more likely to worry about invading people’s 
privacy by getting more involved in their lives 
• more likely to have others watching over their 
interaction – other customers, a manager etc 

Housebound: 
Where the 5% are unable  
to leave home because of  
mobility constraints, and  
are therefore dependent  
on people visiting them for  
sustenance and support the  
people who have contact  
with them are:  
• more likely to build a rounded picture of the 5% 
person’s circumstances e.g. to know or be aware of 
other people they have contact with, to be aware of 
practical problems they are facing 
• more likely to have an initial level of trust to build 
on, as the 5% have let them into their home   

• more likely to be the only person in the 
environment during interaction and therefore to talk 
personally to the 5%     
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For contact to become more than just transactional TRUST is 
important 

It can be hard for people who are not already trusted in some way to get involved. People 
who have some kind of trusted relationship already will have greater permission to do ‘a little 

bit extra’ than those who don’t 

The 5% may trust people they consider to be their peers above 
others – for example people who are also pensioners, also 

immigrants, also ex-offenders… 

It can take time to build a trusted relationship. People who are 
new in a job or in a community are likely to have fewer 

opportunities to help than those who are long-established in their 
routine. 

Some of the 5% may not trust people in authority and look to 
informal sources of care and support. Others will only trust those 

in authority – such as GPs and police officers.  

Some Drivers of  trust: 
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Helping the most vulnerable is unlikely to be an easy experience 
– building trust is a challenge 

Relationships where people engage with and support the 5% are extra-ordinary and can 
involve real effort and resilience.  

The 5% 
Hard to explain 
who they are to 

others 

Hidden – hard to 
identify Not always receptive to 

social contact or help 

Interaction can be 
unusual / difficult 

“You just don’t have the same kind 
of interaction with them as the rest 

of the community” 
Local shop owner 

“You have to be fearless!  I’d just 
knock on their door, but not 

everyone would” 
Tenants & Residents’ Association 

Secretary 
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Summary 

 Identifying the 5% and their potential social contact points can be complex. It is 
very hard to generalise: individual situations vary  

 However, an understanding of the complexities of the 5% and the drivers of their 
isolation can help to identify potential contact points 

  Some contacts are merely transactional, but there are a good number of 
instances of more involved and supportive relationships between the 5% and the 
SSN 

 Trust is key, but can be hard to establish. Contacts who are already trusted are 
likely to know who they are and be most suited to further engagement at 
Switchover. Those with more transactional relationships are likely to find it more 
difficult to act and may play a different role 
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Motivations and barriers for 
current SSN behaviour 
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Focus on: 

There is a spectrum of engagement that cuts across society 

Some people are just more personally driven to help and get involved in their community than 
others! 

Insular 
Disengaged 

Outward-facing 
Engaged 

“I can’t not help out – 
it’s just how I’ve been 

brought up” 
Tenants & Residents’ 
Association Secretary 

“I’m always helping pensioners out 
with forms.  I hate to see them 
struggle myself, and it’s also 

important for business that they feel 
that the Post Office is warm and 

welcoming” 
Postmistress 

“I just don’t have time to be 
helping my neighbours; my 

responsibility is to my family” 
Neighbour (30s) 

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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Level of engagement is determined mostly by personal priorities 
and values   

Environment: 
The space I interact in 

Role: 
The reason for my  

interaction 

Personal : 
My priorities and values 

People’s personal values and attitudes are the most powerful and emotive drivers of 
supportive behaviour in relation to the 5% and indeed to all engagement other people in the 

community 

There were many examples of people helping others despite environment or  
role constraints e.g. a café waitress who helps people fill out benefit and citizenship forms 

Conversely there were examples of people not helping despite ease of environment / job 
description e.g. a negligent carer  
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For the most engaged, helping others seems natural   

Empathy 
• “I feel sorry for them – they have no-one else”  

• “I think, ‘what if they were my Grandad?’” 
• “It’ll be me one day and I hope someone will look after me then.” 

Drivers of engagement 

Upbringing 
• “It’s just what I was brought up to do” 

Religious/spiritual/political belief system 
• “It’s my Christian faith that motivates me to get involved in the community” 

• “The community needs to come together to solve its problems” 
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Different aspects of personal gain drive symbiotic engagement 
for different individuals 

Feeling good 
• Helping others tends to make people feel good about themselves 
• Informal care can feel more important than the day job for some 

Drivers of engagement 

Feeling important / needed 
• Kudos can be important: ‘I’m known in the community & have a role to play’ 

Relieving boredom / learning 
• Social interaction can provide interest and stimulation in routine jobs – some people go 

beyond their job description as a way of challenging themselves  
• Helping others is a way of passing the time for younger retirees 

Social contact / making friends 
• Interaction with and helping others can relieve loneliness 

Saving time in the long run 
• Doing a little bit extra now can prevent future interventions  

(particularly healthcare) 

Strengthening client relationships / generating repeat business 
• ‘People employ me for a chat and a helping hand as much as the gardening’ 

• ‘It’s good customer service’ 
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Barriers to engagement centre on self-protection 

Time 
• ‘I have my own worries and family to look after’ 

• ‘I have strict time targets from my boss’ 
• ‘I have already explained it 3 times – I can’t spare any more time now’ 

Barriers to engagement: 

Over involvement 
• ‘If I help a little bit once will I have to keep helping them all the time?’ 

• ‘I’m already doing my bit, I can’t do any more’ 

Personal safety 
• ‘Will they make accusations about me when they are confused – that I am stealing their 

money/abusing them etc’ 
• ‘Will they get violent / attack me / shout at me?’   

• ‘Will the authorities start to take an interest in me if I help them?’ 

Rejection  
• Fear that the help offered will not be wanted or that change will be too difficult 

• Fear of intentions being mis-understood e.g. ‘they’ll think I’m a burglar if I knock on the door’ 
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Summary  

  These personal motivations 
and barriers to engagement 
will be the most powerful 
emotional levers to pull and 
buttons to push across all of 
society… It is important to 
remember these basic human 
responses and attitudes as 
targeting become more 
specific 

  Spreading awareness and 
convincing people of the 
SYMBIOTIC nature of 
engagement could be 
important. The SSN identified 
powerful personal benefits 
from getting involved.  
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Segmenting the Social Support 
Network 

Permissions for interaction 

Opportunities to interact 
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Internal  

Health and Social Care Family and Friends Service Providers 

People who provide health or 
social care in the home, e.g. 

District Nurse,  
Carer 

People who are accepted into the 
homes of the 5%, e.g. 

Local friend, 
Religious leader 

People who provide a service 
in the homes of the 5%, e.g. 

Cleaner, 
Utilities 

External 

Health and Social Care Proximity Service Providers 

People who provide health or 
social care in locations out of 

the home, e.g. 
Dentist 

Local outpatient hospital 

People who may lend a hand 
and live or work near the 

Eligible People, e.g. 
Neighbour 

Police Community Officers 

People who provide services to 
the 5% out of the home, e.g. 

Corner shop 
Library 

Indirect 

Organisations or people who may contact the Eligible People indirectly (by post etc), e.g. Family living 
away, TV Licensing  

Reviewing the initial segmentation: 
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The location of contact is not the primary driver of SSN 
engagement 

The initial segmentation of the SSN grouped them:  
FIRST: by the location of their potential interaction with the 5%  

– interior, exterior and indirect 
SECOND: by their role in relation to the 5%       

We recommend therefore the following hierarchy of key factors be considered when trying to 
understand the SSN 

Findings from this project suggest that it is important to build on this segmentation by 
considering personal priorities and values as the key factor driving people’s engagement. 

Whether a person sees the 5% in their home or outside of it is not the primary factor affecting 
their engagement and behaviour. However, a person’s role in relation to the 5% and the 

location where contact takes place are important drivers of engagement, providing people 
with differing types of permission and opportunity to interact.  
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Key factors driving SSN behaviour   

Environment: 
The space I interact in 

Role: 
The reason for my  

interaction 

Personal : 
My priorities and values Primary motivations 

Permissions & authority 
Secondary motivations 

Opportunities 

As we have seen, personal priorities and values are determined on an individual basis. It is 
by the secondary and tertiary factors only that it is possible to segment the SSN.  
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Looking first at role (the reason for interaction) gives three 
overarching segments 

Community professionals 
Job with a formal 

‘community care’ dimension 

Contact = a professional 
requirement 

Care = responsibility  

Local  
residents 

Outside professional hours/
retired 

Contact = as a neighbour or 
local 

Care = discretionary 

Local  
businesses & services 

Job without a formal 
‘community care’ dimension 

Contact = a bi-product of 
the kind of work I do 

Care = discretionary 

NB: Everyone in a community sits in one segment, but the same person can  
sit in more than one segment. People may have quite different motivations and permissions 

when playing the different roles in their life  

Role: 
The reason for my  

interaction 
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Community professionals 

Ethic: 
Primarily public & 
third sector ethic 

Awareness of 5%: 
High existing awareness 
around social isolation 

concept and 5% contact 

Support: 
Acknowledged as SSN by 
society and supported by 

authority 

Local  
residents 

Ethic: 
Personal ethic 

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 

Local  
businesses & services 

Ethic: 
Primarily commercial ethic 

Awareness of 5%: 
Contact with a good number of 
the 5% but may not be aware 

of their needs  

Support: 
Unacknowledged as SSN by 
society and lacking authority/

support 

The three segments have distinct characteristics arising from 
their role in relation to the 5%  
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Community professionals 

Permission for interaction: 
Formal responsibility 

Competition to further 
engagement:  

Time for meeting targets/
care for others 

Local  
residents 

Permission for interaction: 
Good neighbourliness 

Competition to further 
engagement: 

Time for me and my family 

Local  
businesses & services 

Permission for interaction: 
Customer service 

Competition to further 
engagement:  

Time for making money 

The three segments have differing permissions for interacting 
and different priorities competing for their time  
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The more private the space where interaction takes place, the 
greater the opportunity for DS assistance 

Environment: 
The space I interact in 

People who are already trusted to go into the homes of the 5% are most likely to be in a 
position to help them with practical household issues.  

The opportunities of those who interact in more public spaces are more limited. There are 
more likely to be barriers of: 

  -Practicality  -Trust  -Privacy 

However, as we have seen, out of home contacts may be the only contacts the 5% has/
trusts. 

The DSHS will need to find ways for people who have the motivation and permission to 
interact to overcome functional barriers and create opportunities for further engagement  
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Community professionals: scale of opportunity 

Home-visit based 

Community health and social 
care professionals: 
e.g. District Nurse, Community 
Psychiatric Nurse, Local 
Authority Carers 
Voluntary care groups 

Neighbourhood based 

Local Authority and Community-
based Workers: 
e.g. Housing Officer, Community 
Police Officer, ‘Supporting 
people’ and outreach teams 

Practice based 

Non-community health 
professionals: 
e.g. GP, Practice nurse, Hospital 
outpatients 
Public service centres: 
e.g. Library, Citizens Advice 

Private space       Public space 

-HIGH opportunity for involvement 
-Most likely to link TV with wellbeing 
and consider DS part of their job 
-Build trusted relationships 
-Many are already helping with 
household tasks 

-See community engagement as 
part of their job – good at starting 
conversations  
-On neutral ground – may be 
approached by anyone 
-But some 5% may be wary of 
authority 

-Used to explaining complex issues 
– many have experience of relating 
information about previous changes  
-People come to the centres on their 
own terms 
-But time pressures are likely 
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Local businesses & services: scale of opportunity 

Places to ‘get things’ 
e.g. Local shops, Pharmacist, 
Post Office, Bank 
Places to ‘be’ 
e.g. Pub, Social Club, Café 

In-home services 

e.g. Cleaner, Private commercial 
care, Gardner, Electrician, 
Contractors  

e.g. Postman, Taxi, Food 
delivery, Milkman, Paper round 

Threshold services Out of home services 

Private space       Public space 

-There in home, next to the 
phone, TV & post! 
-Generally practically minded 
do-ers 
-But interaction may be brief – 
limited powers of explanation / 
persuasion 

-Can identify potential 5% on 
patch and know where to go to 
find them 
-Often first (and for some only) 
contact of the day 

-Very important bare minimum 
contact for the 5%- need to eat 
and get money 
-High levels of social capital lies 
in small longstanding local 
shops  
-But contact is anonymous – 
entering private space may not 
be easy 
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Local residents: sub-groups: scale of opportunity 

Peers 

People who are similar in age or 
circumstances to the 5% but 
better able to cope – for example 
because they have family to help 
them, or because they are in 
better health 
e.g. Pensioners, People with 
mental health conditions 

Community-minded 

People who are active in the 
community and volunteer to try to 
make things better and build 
relational ties between people – 
either as individuals or as a 
group:  
e.g. Tenants and Residents 
Associations, Neighbourhood 
Watch, Community groups 

Insular 

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

Private space      Public space 

-HIGH opportunity for 
involvement 
-May be trusted translators and 
go-betweens – the link 
between the 5% and the rest of 
society 
-Likely to have time 

-Predisposition to helping 
others, possibly keen to do more 
-Likely to be aware of the 
neighbourhood and know who 
they don’t know 
-But, likely to focus on issues 
that directly affect them + may 
be seen as busy-bodies  

-LOW opportunity for 
involvement – no existing 
relationships or trust 
-But, could make first steps/be 
a contact point for other SSN 
members  
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The three different permissions for interaction suggest different 
calls to action, supported by different tools  

Community professionals 

Permission for interaction: 
Formal responsibility 

CALL TO ACTION: 
TV is an integral part of 
the care package for the 

5% 

Local  
businesses & services 

Permission for interaction: 
Customer service 

CALL TO ACTION: 
A recognised and 

supported extension of 
customer service - you 

could be the only person 
who can help  

Local  
residents 

Permission for interaction: 
Good neighbourliness 

CALL TO ACTION: 
Pulling together as a 

community at a difficult 
time 

OVERARCHING MOTIVATION 
Personal values and priorities  

TOOLS  
Ways to help people create opportunities for further engagement  
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SSN responses to the Digital 
Switchover and the Help Scheme 
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Perceptions of TV and the switchover could impede people’s 
wider desire to help the 5% 

Understanding and confidence 
• The digital switchover is complicated – words like ‘digital’, ‘analogue’ etc can be be alienating for key SSN 

members, in particular those who are most important to the 5% such as those who are elderly themselves (the 
very reason the 5% trust these people is that they speak their language and are on their level) 

• “I really don’t understand it myself, I’m not the best person to help” 

Switchover assistance ‘barriers’: 

Not believing / recognising that TV is important 
• Some people do not instantly recognise the health, social, emotional and practical value of TV to those who 

are most vulnerable – “TV is the least of these people’s worries” 
• Some think TV is actually bad for you / a waste of time  

• Others have an implicit understanding of the importance of TV, but the link between TV and wellbeing may 
need to be made more explicitly 

Anger at perceived bureaucracy  
• Some individuals believe that the digital switchover is a bureaucratic nightmare / government mess-up, with 

no benefits for the public – “Why should I help?  It’s their cock up, they’ve made millions from it so they should 
pay to sort everyone out”  

Reassurance about the switchover is needed, in particular to convince the SSN that they 
don’t need to understand anything about digital or the switchover themselves in order to help. 

Use of the word ‘digital’ and technical jargon should be avoided.  
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The DSHS itself is problematic for some 

Anger at not being eligible themselves 
• Members of the SSN, in particular younger pensioners, may be angry that they are not eligible for help 

themselves 
• “I’m 71, I still have to pay for my TV license and I only have a small pension – why won’t they help me?” 

Neighbourhood Watch Secretary 

DSHS switchover ‘barriers’: 

Unwillingness to be a ‘salesperson’ 
• SSN members may be unwilling to promote the DSHS if there is a commercial dimension to the service – “I’d 

do it if it was just about helping people, but I’m not a salesman” 
• The cost of the service may also seem expensive given that some digi-boxes retail for under £20 

Rejection of benefits eligibility criteria   
• Resentment from a few that you have to be ‘on benefits’ to be eligible – some disabled people work hard to be 

independent and resist the benefits label, although they may need the support offered by the DSHS 

Messages around eligibility and what the service encompasses will need to be 
communicated with care. The additional benefits of the DSHS, especially the simple/adapted 

equipment will need to be emphasised. 
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People’s automatic reference points for support with the 
Switchover are important ‘competition’ 

These points of reference will be particularly important ‘reflex’ destinations once switch off 
happens if people haven’t already made the necessary changes.  

How can they be involved? 

Many people, including some of the 5%, will automatically go to a 
TV sales / rental / repair outlet for information and advice about the 

Switchover  

While TV and electrical retailers could be a key channel for 
communications about the DSHS, the Scheme is a competitor to 
their offer and they are unlikely to promote it (even if their offer is 

not as appropriate for the 5%) 

The SSN may also turn to their ‘tech-y’ friends and family for informal advice and support about the 
Switchover. Although this group could be an important channel for information about the DSHS, they 
are also potentially competition to the scheme – they could recommend a solution less suited to the 

needs of the 5%  

Aware of 
Switchover Competition! 
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However some messages clearly have the potential to motivate 
action 

Recognition that “TV is their only friend” 
• An empathetic message that tells/reminds the SSN how important TV is to the lives of the 

5% will motivate people who are keen to help this vulnerable group 

Switchover assistance ‘drivers’: 

Recognition that “You are their only friend” 
• Some SSN members will respond well to being told/reminded of the important social 

support role that they play in the lives of the 5% 
• Underpaid and undervalued carers could respond especially well to such a message 

It is key to communicate both the importance of TV in the lives of the 5%, and the importance 
of the SSN 

Recognition of potential preventative health benefits of TV 
• Various health professionals (particularly those in primary care) respond well to the idea that 

TV is a vital wellbeing driver for the 5%, and that it’s loss could trigger a spiral of negative 
health events e.g. depression 
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Taking action to help the 5% at switchover could involve different 
behaviour and roles at different stages 

Make aware 

Informer 

• 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 

Persuader  

• 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 required 

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 

Referrer 

• 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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Different behaviours could involve different degrees of difficulty 
for different SSN segments  

Low Medium Medium/High 

Insular  

Community-
minded  

Local residents: 

Peers  

Medium/High 

Make aware Explain & 
convince 

Contact the 
Help Scheme 

Support 
through 

switchover  
Pass on 

Home-visit based  

Practice based  

Neighbourhood 
based  

Low Medium High High 
Community  
professionals: Low 

In home services  

Threshold 
services  

Out of home 
services  

Low Medium High High 

Local businesses  
& services : 

Low 

Low 
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Research Conclusions  
& Recommendations 
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Conclusions & recommendations 

1. This research verified that there is a range of key potential contact points for each 
person in the 5% 

  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.  

  There is significant engagement and goodwill around the 5% that could be harnessed though 
acknowledgement, encouragement and support. 

  Much of the support given by the SSN to some of the most isolated and vulnerable people in society 
goes unacknowledged and is unsupported. 

Who are the SSN?  
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Conclusions & recommendations 

2. It is not possible to identify a universal hierarchy of importance within the SSN 
  The situations and interactions of people who fall within the 5% category are complex and idiosyncratic.  

  Likewise, the relationships between the 5% and the people who have contact with them are multifarious. 
Contact ranges from transactional interaction to an involved and engaged relationship.  

  Most people in the 5% category will have at least one trusted contact, who will be a key access point to 
them.  

  It is these trusted contacts who have the greatest potential to help the 5% at Switchover. 

  However, the key challenge is that who these trusted contacts are varies hugely in each 5% case – it 
could be anyone on the long list of people who might form the SSN (over 50 types of people).  

  The factors that lead to an individual being more important are not defined by broad target groupings, 
but rather on an individual basis. Whilst one can identify broad groups of people according to the role 
they play in a community, it is not their role that is the overriding factor to consider.  This makes it 
impossible to prioritise the SSN in a traditional targeting sense by role. 

Are some individuals in the SSN more important than others? 
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Conclusions & recommendations 

3. A range of factors define the nature of a person’s relationship with the 5%  

  A person’s role is just one element driving the nature of their interaction. The drivers include: 

–  The reasons for the isolation of the 5% 

– Personality of the 5% 

– Personal priorities and values of the SSN member 

–  The role of the SSN member 

–  The environment the interaction takes place in 

  Of these factors it is the personal priorities and values of the SSN member that are the most 
important determinant of the level of involvement and engagement 

What defines the SSN relationship with 5%? 
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Conclusions & recommendations 

4. Behaviour change initiatives should leverage personal motivations for helping others, 
focusing in particular on the personal benefits that engagement brings 

  Real engagement with the 5% is extraordinary. Helping them usually involves people going 
out of their way, transcending their role and their environment.  

  Personal motivations and values are therefore the most important drivers of interaction with 
the 5%. 

  People cite a number of motivations for engaging with and helping the 5%, many of which 
involve some level of personal benefit for the SSN member – the interaction is often 
symbiotic. 

  These motivations and benefits are universal – they have the potential to be relevant to 
anyone no matter what their role or environment. 

  Messages encouraging those who are already engaged with the 5% to support them at 
Switchover should affirm these motivations and benefits.  

  Helping those who have contact with the 5% but are less engaged to think about the benefits 
that interaction could bring them, may drive them further along the engagement scale, putting 
them in a better position to help at Switchover. 

What will be the most important driver of behaviour change? 



© The Futures Company 2012  ׀   2

Conclusions & recommendations 

5. Although each interaction depends on individual circumstances and personal 
motivations, segmenting the SSN by role does help by identify differing permissions 
and opportunities for interaction. Understanding these different permissions and 
opportunities should enable the Help Scheme to identify more targeted behaviour 
change messages and channels. 

  Grouping the SSN by their role gives three segments: Community Professionals, Local 
Businesses & Services, and Local Residents. Each segment has different permissions for 
interaction with the 5%. For Community Professionals their permission to engage is that it is 
to some extent their formal responsibility to do so. For Local Businesses and Services their 
permission for interaction is delivering customer service. For Local Residents permission is 
arises from the concept of ‘good neighbourliness’.  

  The location of contact, be that in the home, in the neighbourhood, or in a practice / business, 
also provides different opportunities for supporting the 5% at Switchover. Considering this 
factor gives sub-groups within the segments. The different subgroups could be targeted with 
different tools to enhance their existing opportunities and help them create new opportunities 
to assist the 5% at Switchover. 

If we can’t identify prioritise within the SSN, can we segment the group at all? 
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Conclusions & recommendations 

6. Due to the complexity of the 5% and the way in which they interact a multi-pronged 
approach is critical  

  An integrated network of communication touch points, messages and enabling tools is needed to reach 
this disparate network. 

  Given that each 5% individual will have at most a handful of contacts from across the potential SSN list, 
some individuals will be missed if decisions are focused on a select number of types of people within the 
SSN group. 

  People who have contact with the 5% have differing levels of motivation, opportunity and skill to help at 
the time of Switchover. 

  Different individuals could help the 5% with different stages of the Help Scheme ‘journey’ – referring on 
to someone else; raising awareness; explaining & convincing; contacting the Help Scheme; supporting 
and chaperoning through the Switchover.  

  Some people will be able to help throughout the journey, others will need to refer on to someone else.  

  People who are accepted into the 5% person’s private space are most likely to have the opportunity to 
help throughout the journey. However it is imperative to remember that not all people in the 5% will allow 
people into private space, and therefore for some of the 5% it is those who interact in public space who 
have the greatest opportunity. 

What sort of approach is needed to be sure we are reaching the right people in the SSN? 
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Conclusions & recommendations 

7. Many SSN members need reassurance themselves about the Switchover and the Help 
Scheme 

  Many SSN members are unsure about the Switchover themselves, in particular those who are elderly 
(who could be the most trusted support many of the 5% have). 

  Reassurance is needed to convince SSN members that they don’t need to understand anything about 
digital or the switchover themselves in order to help. 

  Messages around eligibility and what the service encompasses will also need to be communicated with 
care.  

  The additional benefits of the DSHS, especially the simple/adapted equipment will need to be 
emphasised. 

  It will be important to emphasise the importance of TV for the 5% and to make the SSN aware of the 
consequences for the 5% if they are not helped at Switchover. 

Are there any specific messages about the Switchover that need to be communicated? 



www.thefuturescompany.com 
www.twitter.com/futuresco 
www.linkedin.com/company/the-futures-company 
www.facebook.com/futuresco 

Thank you 


