Adult Social Care
A brand for social care and
telling its unique stories.

An international view from Suffolk, UK




What | hope to cover today...

* Why we chose to brand Adult Social Care (ASC)
* What branding we chose and why

* What we have done so far

* The results we’ve had

* Lessons we’ve learnt and our next steps




5.

The 5 reasons we chose to brand Adult Social Care

. ASC is acomplex place, full of stories of success, overcoming adversity and helping people live good lives.

* We have a lot of messages to broadcast, and the media landscape is noisy —we need to stand out.
* Awealth of good content we should be proud to share.

The public have very varying ideas about what ASC is and does.
 “Social Careisjust about Care Homes and personal care.”
* “Social Care is a nationalised service like the NHS.”

There are a series of challenges which ASC needs to overcome including:
* Recruitment and retention into the sector.
 Managing down demand - helping people stay independent for longer.
* Financial restraint.

The rapid and deeper integration of Health and Social Care, placing social care alongside the brand behemoth
of the NHS

COVID




COVID was the catalyst for change

COVID -showed a clear divide between Health and
Social Care within the press and therefore the public.

Health — responsible for saving lives, vaccines, hope
and worthy of celebration.

Social Care —a place where COVID was out of
control, spreading, killing and failure.




Our Social Care branding

In December 2021 — we officially launched the Social Care/l CARE
branding which was my idea designed by my fantastic graphic
designer — Gavin Kostrzewski.

| Care is central to Social Care — It shows that social care is about
individuals who care about others coming together for the greater
good.

It highlights personal responsibility within social care both on how we
should support others, but also make our own preparations for our
own future relationship with social care.

It uses the profoundly positive symbol of the heart, making it easy for
people and organisations to use alongside their own values and
brands.

It is blue —which keeps it within the NHS family branding and the
council branding.




What have we done so far

1. Celebrating good news
* Social Care award winners
* New technology being used to support social care
* Branding new strategies that deal with autism, unpaid
carers and dementia

2. Created “Coffee and Care” videos, showcasing a range of
people working in social care.
* How they got into working in Adult Social Care
* Their training history and what’s available
* What positives do they get out of working in social
care.

3. Winter pressure and thanks campaign
* Never under-estimate the power of saying “thank you’
* Allowing wider public to join in celebrating with us
* Helping manage demand at difficult times

H




What have we done so far

4. Helping private providers share an identity
* Creating website materials for them and sharing
these freely
* Messages which are impossible to disagree with
* Beonthe side of the provider and the public

5. Branding our own social care teams under the Social Care/I
Care brand
* Lanyards, badges and merchandising.
 Showing we are serious about this brand and
prepared to use it ourselves.
* Using it with big challenging transformation programs,
a clear break between past and future.

6. Use Social Media to inform the public of different elements of
social care — correcting misinformation and stating facts.
* Numbers/diversity of those employed in social care
* Wage levels



Telling the story of Adult Social Care




Telling the story of Adult Social Care




The results we’ve had

The public have had 1.35 million opportunities to see and
interact with our social media posts since 2021.

We have created 20 “Coffee and Care” videos and used them to
help with recruitment — the best outcome we have seen was in
2022/23 where we included a video of our Lead Occupational
Therapist talking about her career.

We filled all our occupational therapist vacancies as an outcome
of that recruitment campaign.

We have seen providers across the market adopt the branding
and include it on their websites.

We’re exploring a similar approach to Children’s Social Care

I’m here talking to you today!




The lessons we’ve learnt

* You need a firm content strategy to keep social care messaging relevant and useful. ASC is complex, and
there are lots of content opportunities, need to prioritise better.

* You must let people who work in social care tell their own stories — authenticity matters.

* The private sector want flexibility in the use of any branding. Make sure it is available in white, grey, black and
full colour.

* Have a central location to store everything online — this might not be your own council website; it could be
hosted separately.

* Get clearer agreement on funding marketing campaigns and clearly making the case for what that spend is
going to achieve.

* Need to work closer with private sector to make the resources they actually want and need. (Will be happy to
use and promote).



What’s next

* We need to create and maintain an online website to host materials and tell the story of the brand —why we
have done it and what our short/medium/long term goals are.

* We are going to finish the branding of our social care teams and department — including its name and the
branding on all documents and buildings.

* Finalise 10 new “Coffee and Care” videos for public release.

* Look at creating/adjusting the Suffolk Social Care Awards —to be centred around our branding and not existing
brands.

* Make any funding from Suffolk County Councilin relation to funding ASC require use of the branding.

* Usingthe Social Care Branding this winter to help people with social care issues.
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