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1.0 Introduction
Hello!

Why audience co-creation?

We are proud to present to you
this ‘playback’ summarising
the findings from the seven
audience co-creation workshops
we facilitated. All the information
we heard and recorded will aid
the development of a behaviour
change campaign that aims
to reduce the environmental
impact for the NHS and Social
Care in West Yorkshire and
Harrogate.

Audience co-created campaigns are campaign messages and designs
that have been made in collaboration with the people they are targeting
- therefore making them as relevant and engaging as possible. Audience
co-creation allows the end user to steer the look, feel and tone of the
campaign - ensuring any media deliverable or piece of communication
feels authentic and relatable.
Here are two examples of audience co-created campaigns.

This insight will support
development of an overall
strategy, message set, creative
and channels for this campaign.
Please take a look through this
playback and check you are
happy that we can take all the
findings forward to the next
step of creating campaign
development briefs.
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2.0 Participants Overview
We facilitated seven audience co-creation workshops that listened
to a total of 39 participants that live and work in West Yorkshire and
Harrogate.
When recruiting participants, we aimed to get the views of a diverse
mix of age, ethnicity and gender identities. We also ensured our
sample included participants who both worked and did not work
within the NHS and social care, we also ensured we heard from those
who said they had either a disability or a long term health condition.
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Here is a full break down of participant demographics:

2.0 Participants Overview

Work for the NHS and Social Care

Age

Note: The number of participants who do not work
for the NHS and social care included 11 14 - 18 year olds
who are currently studying at either school, college or
university.
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2.0 Participants Overview

Ethnicity

Gender Identity

Note: Other backgrounds include Jewish, Turkish, Greek
and Romanian.

5

2.0 Participants Overview

Disability

Long Term Health Conditions

Note: The data on disability was only captured from 17

Note: The data on long term health conditions was only

of the 39 participants.

captured from 17 of the 39 participants.
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3.0 Campaign Aim
To get the audience to consider making small changes to their habits
that will help the NHS and Social Care achieve its carbon emissions
target.

Audience
• NHS and Social Care staff of all levels and organisations in West
Yorkshire and Harrogate.
• Patients and citizens stakeholders in West Yorkshire and Harrogate.
In this section we summarise the results from four exercises that
took place in the co-creation workshops, and the implications for
campaigns developed by the WYHHCP.
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4.0 Share the campaign that has
changed your opinion or attitude in
the past?
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Share the campaign that has changed your opinion or attitude in the past?
The Exercise

4.0 Share the campaign that has changed
your opinion or attitude in the past?

As an ice breaker, we briefed all participants
beforehand to share a campaign with their group
that has changed their opinion or attitude on a
cause or movement in the past. This was an open
brief, so their response could be climate change
related or not.

Outcome
The aim of this exercise was to get an
understanding of what our audience consider to
be campaigns that have been relevant, impactful
and have made them contemplate changing
their attitudes or behaviour. We can learn from
the successful elements of these campaigns and
benchmark our future ideas and strategies against
them.
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Share the campaign that has changed your opinion or attitude in the past?

4.0 Share the campaign that has changed
your opinion or attitude in the past?

What was said
David Attenborough

No Mow May

“His storytelling really helps
you understand the reallife impact climate change
is having on the world. The
way he comes across, I just
trust him.”

“The aim of this campaign
was to stop the public f rom
cutting their grass during
the month of May which
helps the bees. It’s easy to
understand – simple – catchy
slogan.”

Ice bucket challenge for
MND

Veganuary

“The campaign was such
a simple fun idea that
everyone could take part
in, share on social media
and raise awareness for the
cause at the same time.”

“Having a set month to
take action helps people be
motivated and not be put off
by long term commitment
- it makes trying veganism
accessible and promotes
conversation.”
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Share the campaign that has changed your opinion or attitude in the past?

4.0 Share the campaign that has changed
your opinion or attitude in the past?

What was said
This Girl Can

Indian manufacturing

“It brought accurate points
of information into the
campaign that supported
women to break down their
barriers to exercise – really
resonated with all women
and the insight came across
perfectly in the messaging.”

“The aim of this campaign
was to make the country
more self-reliant and
promote pride in the nation
and the nation’s products.
The campaign had a good
brand image that looked
attractive and captured the
entire campaign within one
image.”

#MeTo movement
“The storytelling that formed
the campaign and the reallife case studies really helped
me reflect on my behaviour
and think about how I could
do better.”

H&M clothes recycling
“This campaign promoted
an instore service at H&M
where you can donate old
clothes to be recycled.
The campaign made me
aware of the solution,
which encouraged me to
take action. There was an
incentive for the scheme
as well but that wasn’t my
motivation.”
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Share the campaign that has changed your opinion or attitude in the past?
Summary

4.0 Share the campaign that has changed
your opinion or attitude in the past?

This ice breaker exercise unearthed a vast range of inspiring campaigns with different elements
that made them so inspiring, exciting and engaging. Below are the key themes that re-occurred
throughout all workshops.
Storytelling - Whether it was David Attenborough talking about an endangered species or personal
experiences of sexual harassment, storytelling as a communication device has a way of connecting to the
values of individuals. In some cases, real stories also made the audience reflect on their own experiences,
helping them contemplate behaviour change.
Real people and practical advice - Campaigns which asked its audience to do simple, attainable actions to
support a cause, like not cutting your grass or tipping a bucket of ice water over your head, allowed a wider
group of people to take part - especially if the effort went towards a worthy cause. If the audience can see
themselves in the campaign, via case studies or tone of voice, then they are more likely to relate and be
motivated by the cause.
Brand - In every workshop, multiple people mentioned that their chosen campaign has either a catchy title,
strong brand or both. Having a short, positive, catchy campaign title alongside a consistent and recognisable
identity meant the campaign and its cause stayed on their mind.

12

5.0 Rewrite the Fact
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Rewrite the Fact
The Exercise
Data and information are used to paint a portrait
of a current situation, often setting the tone for
whether the cause is needed or even urgent.
However if these aren’t being decoded or
understood by the audience it’s targeting, then
the cause can quickly become one that is not
worth their time or effort. In this exercise we asked
the participants to ‘rewrite’ the facts about the
NHS and climate change that we showed them,
and suggest ideas of how they would make the
information more relevant and engaging to them
and their peers.

5.0 Rewrite the Fact

Outcome
The aim of this exercise is to create a brief that will
aid the development of a campaign identity and
strategy, helping the audience understand why this
cause and the data behind it is important and also
urgent.
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Rewrite the Fact
What was said
The NHS and Social Care contributes 7%
of the UK’s carbon emissions.
“The word contribute – sounds collaborative –
change to cause instead – make it harder hitting.”
“This doesn’t explain exactly what’s included in the
7% - bit too generic – make it more personal to the
individual by breaking it down.”

5.0 Rewrite the Fact

“Compare it to other sectors such as large
corporations – without the comparison to other
better known sectors, the 7% could actually be a
great figure.”

The NHS and Social care target: 80%
reduction in carbon emissions by 2032,
Net Zero by 2040.
“Inclusivity is required to reach everyone – net
zero, carbon emissions – what does this mean in
layman’s terms – real-life examples are required to
have the impact across the board.”
“Try and break down the target and make it
attainable – 10 years feels like a long way away and
80% feels like a lot. What can the layperson do now
to make a difference today rather than trying to
consider 10 years into the future?”

“Patients wary of % - but what does it mean? –
Needs the real-life context and how it affects me.”
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Rewrite the Fact
Summary

5.0 Rewrite the Fact

There was a vast range of views on this exercise, which often centred around four themes:
Make it hard hitting - Participants said they would
make these facts more hard hitting by changing
words and adding images that will confront the
audience with the stark reality of the cause. People
who suggested this change said being upfront
and raw with these details will capture people’s
attention during a busy day.

Illustrate the fact - There were several suggestions
that facts written as numbers and words are not as
eye-catching as illustration and pictures, meaning
the important information can be overlooked.
Displaying the facts through infographics would be
a great way to capture attention and communicate
the key information.

Give the fact context - Many participants said
that the numbers given in these facts were hard
to contextualise without being an expert in the
subject, for example is being accountable for 7%
of the UK’s carbon emissions good or bad? Would
this fact be more impactful if the percentage
was ranked against other organisations that are
perceived to be bad for the environment - e.g.
Amazon, air travel, total UK car drivers.

Make the target attainable - Many participants
said that the target the NHS and social care had set
itself felt corporate and didn’t see how changing
their behaviour can support this. You can make this
target more attainable by breaking it down into
small chunks that relate to everyday behaviours for example, ‘We need all the NHS and social care
staff to start using reusable cups and water bottles
in order to save us XXX tons of waste a year’.
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6.0 Rewrite the Message
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Rewrite the Message
The Exercise
Audiences don’t often remember the campaigns
that changed the way they think, but remember
those that changed the way they felt. A successful
campaign has a set of messages that engage the
audience’s emotions and motivates them to make
an intention to change.
In this exercise we took the top three tested
campaign messages from the audience insight and
asked the participants to ‘rewrite’ them so they are
relevant, engaging and affected the way they felt.

6.0 Rewrite the Message

Outcome
The aim of this exercise is to create a brief
where campaign messages can be turned into
engaging campaign copy lines that captures
attention and moves the audience through
the behaviour change process.
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Rewrite the Message
What was said
The NHS and Social Care have a
responsibility to set a good example of
tackling climate change
“We need to add the word all – We all have
a responsibility – Individuals need to take
responsibility in order for organisations to change.”

6.0 Rewrite the Message

“This sounds more like a soundbite from a
politician rather than a real-life intention– needs to
be more of a concrete commitment to a pledge –
not optional.”
“What does a good example look like? What can
people actually do to make a difference? It needs
context.”

Individual actions matter
“I would change this to - your actions matter
- to make it more personal to the audience.
Demonstrate what individual actions can make a
difference and how your actions fit into a bigger
picture.”
“Add - so what are you going to do? – this puts
the responsibility on the audience and lets people
know that they can make a difference.”
“It’s important to stress that individuals’ actions
matter but also need to demonstrate what the
larger organisations are also doing so it feels like
a collective response. Get the leaders to lead by
example.”
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Rewrite the Message
What was said
Tackling climate change saves lives
and should be an NHS and Social Care
priority
“This message needs to be sensitive to the current
situation around COVID-19 and winter pressures
on the NHS.”

6.0 Rewrite the Message

“Being sensitive with locations of the messaging
and tailor it towards relevant areas – for example
lung departments for respiratory effect of poor air
quality.”
“The word - should - sounds non-committal,
change this with - is – make sure it’s a definitive
comment and not wishy washy.”
“This needs to be about our lives, for example
about Asthma in children, paramedics working in
50 degree heat – not the Amazon rainforest.”
“Make it snappier – invite people to take action –
play your part to help save lives.”
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Rewrite the Message
Summary

6.0 Rewrite the Message

Pledge is better than policy - When working
through the three messages on this exercise, the
general consensus was that the campaign should
encourage the audience to pledge or promise to
change their behaviour. The message should not
come across as a policy or as guidance. People
need to be committed in order for change to
happen and to then inspire others.
Add a question to invoke an action – There were
several suggestions that these messages need
to speak directly to the audience and ask them
questions so they can consider their behaviour and
reflect what small changes they could make.
Show everyone is behind the campaign This campaign has a broad audience and the
participants, especially those who worked in
the NHS and Social Care, said it’s important to
show that all departments and roles are working
together toward this single goal. That includes
hospitals, GPs, pharmacists, healthcare staff and
professional services - from senior leadership down
to new staff in training.

Consider timing of message - All participants
said that the timing and location of this campaign
should be carefully thought through and tested
before launching. This is even more important now
we’re coming out of a pandemic which has led to
greater pressure on the NHS and Social Care staff
and patients.
Real-life people and real-life impacts – A
general theme throughout all the exercises,
was the requirement that real people should be
represented in the campaign. As well as real people,
our participants want to see ‘real world’ practical
advice. This device could be used on a hyper local
level - relevant to specific organisations, hospitals
and localities.
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7.0 Campaign Visuals
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Campaign Visuals
The Exercise
For the final exercise of the workshop, we asked the
participants to review a ‘moodboard’ of campaign
adverts and graphics. These campaigns were
specifically chosen as they were all around the
subject of climate change but all different in visual
approach - from photography, illustration, type,
colour and composition. We asked the participants
to say what elements they liked and why, and also
what they didn’t like and why.

7.0 Campaign Visuals

Outcome
The feedback from this exercise will go directly
into outlining the creative identity of the campaign
- providing a brief for the creative team to work
with to develop initial concepts to work alongside
the campaign message set. It’s important for this
campaign identity to work across both print and
digital channels.
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Campaign Visuals

7.0 Campaign Visuals

Moodboard

24

Campaign Visuals
What was said
“Text size and font size so important, has to be
readable / understandable.”
“Needs to be a quick and easy to read – apple one
is good, simple messaging – the bus one isn’t
easy to follow, too many words – The reef one
needs context – Renewable is unstoppable simple
message, easy to read.”
“Not enough of the reef, message is lost with the
text – the hero of the visual is important.”

7.0 Campaign Visuals

“The polar bear advert doesn’t pass the ‘so what?’
test - The message needs to be clear about the
impact on the consumer of the campaign.”
“I don’t like the clash of the images with the
text on the renewables one – Visuals need to be
something that everyone can connect with and
relate to – Text size is important if being used.”

“Needs to be attractive. Polar bear is most
prominent for me as it made me read the rest of
the campaign. I like the slogan – Better by Bus.”
“I like the polar bear – it made me read the whole
thing and it was a simple message that is easy for
anyone to take action from. Messages on some of
them like renewables and coral takes more time to
understand and doesn’t provide anything tangible
for people to do or change.”
“The ones where the writing is big and bold and
you can’t miss it are best”.
“I don’t like the apple one because it’s too plain
and boring and it didn’t capture my attention, I
went straight on to look at the one next to it. I like
the wind turbine one and the one next to it (reef)
because they have big font.”
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Campaign Visuals
Summary

7.0 Campaign Visuals

Accessibility - The most overwhelming theme that
was raised throughout the workshops was the need
for any campaign materials to be fully accessible.
This means having clear text and type that can be
read and understood by everyone, no matter the
ability of their eyesight.
Create interest - The polar bear in the Better
Bus advert was the most discussed element
during all seven workshops, and it often split
opinion, with some people liking it and others not
understanding it at all. The fact that it regularly
captured participants attention should be noted
because the polar bear, as a visual device, did its
job in drawing attention from the audience. This
should be followed up by practical advice and a
catchy campaign title, worked together to get the
message across.

Illustration vs Photography - During the seven
workshops, around half of participants preferred
illustrations and half preferred photography.
Rather than style, the subject of the photography/
illustration was the main talking point. For example,
the mermaid campaign was rejected because the
participants didn’t understand it. Some participants
who noticed the Donald Trump character in the
Renewable Energy campaign, found it amusing,
but many did not notice the character.
Trust in the NHS Brand - As a final question in the
exercise, we asked participants if they would listen
and engage with a campaign more if the identity
carried the official NHS logo. The overwhelming
majority of participants said they would take notice
of the NHS brand and pay more attention to the
campaign because of it.
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8.0 Communication Strategy
Development and Next Steps
In this final section, we take the information uncovered from the
audience co-creation playback and build a brief that will inform the
development of a full communication strategy for a campaign around
climate change, the NHS and Social Care.
To finalise a full campaign communication strategy, variables such as
campaign budget, campaign channels, campaign management and
timeframes would need to be decided and agreed on as these would
set the parameters which the campaign would work within. This
thematic analysis along with the quantitative and qualitative insight
will provide the guidance for campaign development, whether this is
done in house or by an external agency.
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Communication Strategy Development and Next Steps

8.0 Communication Strategy
Development and Next Steps

Audience
In the initial brief for this insight, the audiences
identified fit into two segments a) NHS and
Social Care staff of all levels and organisations in
West Yorkshire and Harrogate, and b) patients
and citizens in West Yorkshire and Harrogate.
During the audience co-creation we heard from
participants from both of those audience groups,
however what was clear was these audiences must
be segmented further in order for key messages
to be communicated effectively and positively.
For example, NHS and Social Care staff could
be segmented further into - clinical roles, nonclinical role, senior leadership, and by region or
organisation.
Patients and stakeholder groups can be segmented
by age, clinically vulnerable and non-clinically
vulnerable or by ‘customer profiles’. Identifying and
understanding various audience segments will be
an important first step that will influence campaign
communication strategy decisions around message
sets, timings and communication channels.
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Communication Strategy Development and Next Steps
Visual Identity

8.0 Communication Strategy
Development and Next Steps

A campaign visual identity is traditionally information that is not included in a campaign communication
strategy, however the campaign look and feel could have an influence on the strategy and therefore has been
included. Specifically, the information in this section is to be used to build a brief which is then used to create
visual concepts for the campaign identity. Through feedback and further audience testing these concepts
will be developed into a full and final campaign identity. When building a campaign visual identity brief, the
following information uncovered in the co-creation workshops should be included.

- Create a short, positive, catchy campaign title
that is easy to understand and memorable.
Campaigns such as ‘This Girl Can’ and ‘No Mow
May’ were shared as great examples of doing this
well.
- Develop a strong consistent, distinguishable and
relatable visual identity that creates interest. This
cannot be done in an effective way by designing
a campaign identity within an existing corporate
brand style.

- The visual identity needs to be accessible using
bold fonts, large type and contrasting colours.
- Utilise infographics to help illustrate facts,
making them easier to understand and
appealing to read.
- The audience wants to see
themselves in the campaign
use real life case studies or
imagery that is in touch with
the audience.

-

- Lean into the NHS brand and the logos of
supporting organisations. These will add
authenticity to the campaign identity and
encourage the audience to trust the message.
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Communication Strategy Development and Next Steps
Key messages
When building a campaign around targeting several audience segments, it is important to build a message
set that works for each segment. This can be done by having a set of key overarching messages that are then
rewritten and tailored towards the nuances of the audience you are communicating to. The information
in this section should be used to consider how to copywrite the key messages in a way that will resonate
with each audience segment. Note that during the audience co-creation, we used the top three tested key
messages and looked at how they could be changed to be more engaging. However these principles could be
applied to any further key messages which are decided upon.

8.0 Communication Strategy
Development and Next Steps

- Speak directly to the audience - this campaign
should be motivating the audience to join a
collective movement for change.
- Understanding of technical information around
climate change varies massively amongst all
audience segments. To make the campaign
inclusive all information needs context which is
relevant to each audience segment.

- Make the call to action attainable and show
practical ways of positive behaviour change.
- Use real people in the campaign, get them to
share their lived experience of how positive
behaviour can be achieved.
- Get the audience to reflect on their behaviours
and ask questions to invoke action.

- The realities of climate change are understood
at all levels, so sharing upfront information can
help the campaign be engaging and make the
audience take notice.
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Communication Strategy Development and Next Steps
Channels

8.0 Communication Strategy
Development and Next Steps

The channels that you communicate the campaign through should be driven by the behaviours of the
audience segments and the budget the campaign has available. The information in this section has been
curated using the findings from the audience co-creation workshops and should be considered, along with
budget and audience behaviours for when the campaign channels are decided.
- A strong theme that came out of the audience
co-creation is the power of storytelling to make a
campaign compelling. Storytelling can be achieved
through many channels but the most effective is
through video. Video content is highly engaging
when using digital channels - especially on social
media where shorter edits made (framed in portrait)
could be made suitable for content consumption on
smartphones.
- Having a web presence where the campaign can
direct its audiences towards is a useful way to leverage
audience engagement and turn it into action. A web
presence can host things like helpful resources for
audiences to use, sign up audiences to mailing lists
and be the base for campaign news that can then be
shared through social media.
- Online spaces such as social media and staff intranets
provide a great platform to communicate time sensitive
messages and create a two-way communication
channel. Simple graphics assets can bring social media
messages to life and drive engagement.

- Despite digital communication channels constantly
growing and adapting to audience behaviours, print
still has a place in the communication strategy however
should be considered carefully as it could contradict
the sustainability messages it contains. Placement of
print media, as well as the cost and logistics of print
opportunities should be really considered to ensure
investment of budget and resources is used wisely.
- Digital toolkits and supporter packs are a great way
to empower the audience and give them practical
guidance for making positive change. These can be
hosted on a campaign website and downloaded by
engaged audience members.
- This is not a channel, but an important principle of
building a communication strategy is to constantly test
and measure the effectiveness of a channel that’s being
used. Through a test and learn process, you can adapt
your communication channels and start to focus efforts
on those which are bringing in the best engagement.
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Communication Strategy Development and Next Steps
Timings

8.0 Communication Strategy
Development and Next Steps

To manage a full behaviour change campaign
over a set period of time, having a communication
schedule is important for the effectiveness of
delivery. During the audience co-creation sessions,
the only theme to note around timings was the
consideration of COVID-19 and the impact this has
had on the pressure on the NHS and social care
staff and patients.
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9.0 Next steps
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Next steps
Thank you for your time reading this playback
of the Audience Co-Creation workshops around
climate change, the NHS and social care in West
Yorkshire in Harrogate. This analysis, along with the
quantitative and qualitative insight, will provide the
guidance for campaign development, whether this
is done in house or by an external agency.

9.0 Next steps

At Magpie, this co-creation stage is step one of
our behaviour change campaign model called ‘Six
for Gold’. This insight will then be used to build a
creative communications campaign around the
following 5 steps, each one created to move the
audience along the path to behaviour change. If
you would like to discuss this model further and
how it could be applied to this project then please
contact Josh on Josh@wearemagpie.com.

Figure 8: Magpie’s Six for Gold approach.
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Conclusions and recommendations
The research has provided insight into what staff, patients and citizens believe about how the WYHHCP could
tackle climate change and its ambition to be a global leader.

Conclusions and recommendations

• Few people were aware of the net zero target, but
when told of it, staff, patients and citizens strongly
support it. Many staff were proud to work in an
organisation that has made this commitment.
They need some contextualising information to
illustrate the contribution that the NHS reaching
net zero will make, for example the proportion of
vehicles removed from the road.
• Many people feel a little overwhelmed by the
scale of changes required to meet net zero. It will
be important to ensure that messages highlight
that their own individual actions are important.
• It will be important for a top-down approach to
normalise conversations about climate change
and to obtain widespread staff support. Leaders
and senior managers need to show what they
are doing and encourage others to make similar
changes. The organisations that make up the
Partnership need to show what they are doing
to make it easier for staff, patients and citizens to
behave more sustainably.

• Any campaign to encourage patients to ask about
the environmental side effects of medication will
need to reassure people that they are not being
asked to choose a less efficacious option. People
are more likely to ask about treatments for longterm conditions.
• It needs to be very clear that
net zero is a serious target that
everybody needs to work towards.
Any potential conflict between
cost and sustainability should
be addressed. Progress towards
targets needs to be tracked and
publicly available.
• The attitudes towards climate change
questionnaire shows that staff, patients and
citizens have positive attitudes towards tackling
climate change, and the staff who completed the
survey are highly motivated to make changes
that will protect the environment. This is a strong
position to be in.
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Conclusions and recommendations

Conclusions and recommendations
• While many staff are exhausted from tackling the
COVID-19 pandemic, and feel unable to cope with
any more crises, some of the changes that have
been implemented during the pandemic can be
built upon. Patients accept video or telephone
consultations rather than face-to-face ones, and
the need to reduce NHS use. However, some of
the practices introduced for infection control
purposes are damaging progress towards net zero
and there needs to be an urgent review of how
to introduce safe and sustainable
practices. This review could go
beyond the COVID-19 changes, for
example deprescribing practices,
and patient appointments.
• The ideas of how to tackle climate change that
received the strongest support were arranging
appointments that minimise the need for
patients to travel, showing patients and clients
how to be more sustainable, a website with
carbon emissions targets and progress towards
them, taking carbon awareness training, and
sustainability not being the list item on agendas.

• The strongest messages to interest, empower,
and motivate people to take action to tackle
climate change are that individual actions
matter, about having a responsibility to set a
good example of tackling climate change, and
that doing so saves lives and should be a priority.
These messages were developed further during
the co-creation workshops.
• A series of principles were developed that the
Partnership can apply to future messages.
These include speaking directly to the audience,
contextualising information, sharing information,
making the call to action attainable and showing
practical ways of achieving it, using real people
in the campaign, and using reflection and
questioning techniques to invoke action.
• A campaign strategy has been developed, which
the Partnership can use to develop their own
behaviour change intervention or to commission
Magpie or another agency to develop on their
behalf.
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