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Introduction

This scoping paper looks at the different communications needs of the various stakeholders
involved in the integration of disabled children’s services under the new Centre for Integrated 
Disabled Children’s Services, due to be opened in April 2008. 

The Centre will be a new approach to service delivery for both staff and clients (the Centre is 
seeking to recruit a Head of Disabled Children’s Services to work across agencies and unify 
centre staff under one umbrella) and the benefits of this new way of working need to be 
communicated to stakeholders while taking in to account the anxiety they may feel.

The communications objectives for each stakeholder are different and will determine the 
methods of communication but will include the following (for staff):

 Face-to-face briefings 
 Nominated Move champions in various agencies to be focal point for Q&A flow of updates 

and issues
 Tailored briefings to managers 
 Working group decisions to be cascaded to staff regularly through e-bulletins
 Team meeting presentations
 Use of standard communications channels 
 Providing a website where plans can be lodged for staff reference

All messages need to be localised:

 What does it mean for individuals? 
 What does it mean for each team? 

Stakeholder Where Key messages Methods of 
communication

Start date Frequency

Staff PCT

LBH

LT

 An improved 
method of 
service 
delivery

 Better 
working 
environment

 Newsletter

 Staff forums

 Networking 
meetings

 Website

In progress

In progress

In progress

Monthly

Monthly

Monthly

Service 
Users

Cross 
agency

 Streamlined 
approach to 
service 
delivery

 Letters to 
service users

 Local PR

September 
2007

On-going

Community CIDCS 
site area

 Little 
disruption to 
local 
community

 Message 
boards

 Centre tours

September 
2007

Feb 2007

On-going

Wider staff PCT

LBH

LT

 New way of 
working-
streamlined 
service 
delivery

 E-bulletins

 Website

December 
2007

Periodic 
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Key messages 

We need to have a clear line on why we are integrating services and moving to CIDCS:

 An integrated approach to disabled children’s services will allow service users to have a 
better, seamless experience while engaging with multiple agencies 

 The new fit-for-purpose building is an opportunity to introduce new flexible ways of 
working that will improve working life for staff.

We also need to be honest to the challenges ahead and the impact of a major shift in 
organisational culture. Key issues of concern to staff include:

        parking restrictions e.g. limited space for staff parking 
        temperature management i.e. lack of air conditioning in the building
        the introduction of New Ways of Working e.g. hotdesking
        ICT and telephony 
        finance i.e. moving budget 
        general staff apathy and resistance to change

This doesn’t take in to account the possible anxieties of service users or the community in 
which the new CIDCS is based. 

Consultation work will need to be done to ascertain what their potential issues may be.

Key communications considerations

Branding
Issues to consider:
 Will the Centre have its own corporate identity separate from its parent agencies?
 Will the branding be distinct from the various parent agencies?
 What do you want the branding to say about the Centre?

The branding process offers the biggest opportunity for all stakeholders to get involved in the 
development of the centre in a tangible way.

The naming of the centre and the development and design of a logo could be left to staff and / 
or the public by, for example, running a competition which would generate broad interest in 
and excitement about the CIDCS.

It’s also important to consider what type of message we want to convey through the branding 
as this will determine things like style, colour scheme, etc.

A corporate website for the Centre will give it its own identity and have the following benefits:

 It will allow staff to follow the progress of the development across all agencies
 It will allow service users to be in at the beginning of the development and see the Centre 

as its own entity.
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Corporate sponsorship
Issues to consider:
 What are we looking for in a suitable sponsor?
 How will the relationship work?
 How much hands-on involvement are we willing to take?

Corporate sponsorship offers opportunities for both the Centre and for businesses seeking to 
realise their Corporate Social Responsibility aims. 
Engaging the services of a business organisation such as the East London Business 
Association (ELBA), a business-led and business-funded regeneration agency would enable 
us to select from the most appropriate potential sponsors with a corresponding social agenda.

ELBA encourages and facilitates business involvement in the social and economic 
regeneration of East London and assists in the transfer of business skills, experience and 
resources to community and voluntary projects through a large scale Employee Volunteering 
network.

A corporate sponsorship along these lines would confer mutual benefit to the CIDCS and the 
business including:

 Increased revenue for the Centre
 The involvement of staff from the sponsor business in mentoring and other voluntary 

involvement schemes at the Centre
 High-profile publicity opportunity.

Publicity
Issues to consider:
 Who are we trying to reach and why?
 How will we reach these people?
 What message do we want to put across?
 What kind of media do our intended audience use?

A publicity campaign involving the local press, specialist press, local radio and the Internet 
needs to be developed in order to gain the maximum benefit. 

Hackney Today remains the best method of communicating with Hackney residents as its 
fortnightly distribution is the most targeted in the borough, reaching 105,000 households.

Hackney Gazette is also key to getting the CIDCS in to the public consciousness and a 
regular drip-feed of stories to the paper will have the most impact.

Timeline
The more detailed communications plan will give measurable milestones and targets and will 
address the contentious issues related to the move in more detail.

It will include an exploration of the potential development of the following areas:

        Branding
        Corporate sponsorship of the centre
        Formal staff consultation events
        Ways to involve service users in branding and communications in general

Finally, it will include a timetable for publicity relating to the development of the centre.


