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Those organisations that successfully apply the four attributes across the 
four perspectives will tend to see the following benefits:

  Improved trust, legitimacy and reputation with the local community

  Informed business decisions, better equipped senior managers and 
good stakeholder networks

  Services that uphold the brand, are informed by the needs of its 
users and are supported by engaged stakeholders

  A communications department that performs an effective and 
functional role in a focused and informed organisation.

The rest of this document describes the four attributes and four 
perspectives in more detail. We also provide a number of case studies 
to illustrate different aspects of good practice.
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This is about more than simply communicating messages. It is an exchange 
between staff, partners and patients that informs decisions by letting us 
know whether the ‘product’ or service that we are offering reflects the 
reality – and we may need to change either the product or the description, 
depending on the answer to that question. The communication process 
also helps us to test or predict how the product or service that is being 
articulated will be received by stakeholders, and also to identify attendant 
risks, opportunities and threats. 

The stakeholder relationships built and maintained by effective 
communication can provide intelligence which helps us to tailor local 
services to local needs. 

The role of the communicator should be to act as a brand guardian and 
champion by promoting the principles of the NHS Constitution within 
the context of the local organisation. 

Key questions:

  Are the national and local brands aligned?

  Do leaders and staff understand the national and local brands?

  Can we articulate our brand to others?

  Do key decisions and actions take account of the brand?

  How are our decisions and actions informed by our 
stakeholders?

  Does the organisation’s communication strategy take full 
account of the brand?

2.	�Excellence in planning, managing and evaluating 
communication

High-performing organisations ensure that their communication is 
proactive (planning and implementing strategies), reactive (responding 
to attacks on the organisation and taking advantage of opportunities to 
highlight its good work) and interactive (engaging in two-way dialogue 
through face-to-face, digital and other channels). 

By planning, managing and evaluating communication well, 
organisations can gain a thorough knowledge of their local communities 
and stakeholders, anticipate and manage their reputational risks and 
ensure that their perception of performance matches the experience of 
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their users and stakeholders. They also see communication delivering a 
positive return on investment (see page 5).

Communicating organisations undertake most if not all of the activities 
listed below:

  Monitoring issues that have an impact on the organisation’s 
reputation, and helping to identify solutions and responses to 
these issues 

  Analysing and evaluating key internal and external relationships 

  Media relations management 

  Partnership engagement and working 

  Market research

  Public opinion polling

  Scenario planning

  Crisis and risk planning, management and communication

  Brand building and management

  Change management and internal communication

  Developing clear messages, presentations and communication 
content

  Reputation evaluation and management

  Delivering outward and inward communication programmes 
in order to achieve pre‑defined outcomes (including social 
marketing initiatives)

  Development of strategies for reliable and scientifically 
valid feedback.

By managing the proper integration across this comprehensive mix of 
activities, a communicating organisation ensures that information not 
only flows up and down within the organisation but also flows across 
functional teams and between itself and external stakeholders, including 
its service users and all those in its value and supply chain.
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Key questions:

  Are the communication outputs clear, focused and coherent?

  Does the organisation learn from feedback and use this to 
shape future communication?

  Is the full range of communication capabilities deployed in 
the organisation?

3.	Leadership support for communication
Effective leadership can clearly express the organisational purpose to 
employees and set out how that purpose will be achieved at a local 
level. Leaders need the ability to articulate the organisation’s vision in 
a way that resonates with patients, the public as well as other external 
stakeholders. Leaders have a particularly crucial role in explaining what 
the organisation is trying to achieve, defending it in the face of unjust 
criticism and, when things go wrong, explaining how they will put 
them right.

Initiatives such as the Next Stage Review and World Class Commissioning 
make it very clear that the NHS is changing. The NHS Chief Executive, 
David Nicholson, articulated four principles that should guide the way 
that NHS organisations manage change: co‑production, subsidiarity 
(that is, the principle that decisions should always be taken at the lowest 
possible level or closest to where they will have their effect), system 
alignment and clinical engagement. In order to operate within these 
principles (which are based on international evidence of how change in 
complex organisations and systems works), good communication is vital. 
To support change, communication professionals must have access to 
the most senior leaders in their organisation.
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Key questions:

  Do the leaders of the organisation commit significant time and 
effort to communicating to internal and external stakeholders 
the vision of where the organisation is heading?

  Does the communications function receive appropriate support 
from, and provide proper support to, the organisation’s 
leadership?

  Is communication embedded in all change management 
programmes?

4. Communication as a core competency
The responsibility for good communication does not fall on the shoulders 
of the communications department alone. It is the responsibility of all 
managers and all staff, in the same way that good financial management 
is not just the responsibility of the finance department. 

Staff across NHS organisations have important roles to play in engaging 
with their patients, the community and local partners. This is crucial as 
the NHS strengthens its commitment to putting patients at the heart 
of services, and forms closer partnerships with local government, other 
public services and the private and voluntary sectors. 

The communications function can help by coaching and supporting key 
staff in developing and communicating the organisational narrative. 

The clearer that staff are about the organisation’s vision and story, and 
the more active their role as advocates and intelligence gatherers, the 
greater the communication and reputational impact. 

Key questions:

  Is there a good understanding among staff of the 
organisation’s vision, and a willingness to be advocates for it?

  Is the organisation seen to value, in its staff, the ability to 
communicate effectively?

  Is appropriate effort made to promote and support the 
communicating role of staff?





16 | The Communicating Organisation: Using communication to support the development of high-performing organisations The Communicating Organisation: Using communication to support the development of high-performing organisations | 17

Case study 1: NHS Constitution consultation – NHS East of 
England’s approach

This case study illustrates how NHS East of England used the 
consultation on the NHS Constitution to build on the link between 
the NHS, its staff, the public and stakeholders, and deliver a 
substantial engagement around the constitution.

Background

The consultation on the draft NHS Constitution by NHS East 
of England was overseen by the chair of the strategic health 
authority and was led locally by chairs and non-executives of 
each NHS organisation. 

The NHS Constitution creates a new deal between patients, the 
public and staff that will inspire people to take responsibility 
for their local health service. It also defines the NHS brand by 
describing the NHS’s purpose, principles and values alongside the 
rights and responsibilities that drive it. 

Objectives 

  To hold a consultation that delivered on informed perspectives 
on the contents of the proposed constitution.

  To deliver a consultation that captured the views of staff, 
patients and the public on the constitution.

  To create the largest regional consultation that the NHS has 
ever undertaken.

  To reach as wide an audience as possible, while keeping 
costs low.

  To empower the local NHS to lead in the spirit of subsidiarity.

Strategic approach 

To use traditional mass and new technology-based channels to 
contact as many people as possible.

An extensive communications plan was drawn up that considered 
how best to communicate the thinking behind the consultation 
and also to give as many people as possible the opportunity – 
including those in seldom-heard groups – to comment on the 
draft constitution.
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Where two-way communication is working well, the organisation will have 
a keen awareness of how different audiences will react to local strategic 
options. A communication perspective can, therefore, help to shape the 
engagement strategy and overall corporate strategy so that they take 
account of the views of key stakeholders and audiences. 

As final decisions are made about strategic direction, an organisation 
needs to understand the ‘reputational capital’ or goodwill that it has 
built and how this may help it as it embarks upon a difficult journey. 
It will also need to monitor how its reputation is affected while it is 
implementing its strategy, and do its best to mitigate any harm that may 
be done to it. It may also need to plan how to rebuild its reputation once 
it has implemented tough but necessary changes. 

Strategies will invariably require working with a range of partners and 
stakeholders, and it is crucial to explain the strategy clearly and in ways 
that will attract the support of these stakeholders (see section on ‘Service 
user/stakeholder perspective’ on page 21). 

For a brand that has the degree of public affection and interest that the 
NHS enjoys, it is particularly important to be open and transparent in the 
way that strategic decisions are discussed and made. 

Key questions:

  Is the corporate communication strategy fully aligned to the 
wider organisational objectives and business strategy?

  Does the business strategy properly take account of the views, 
needs and aspirations of patients, service users, the public, staff 
and stakeholders?

  Does the organisation communicate effectively where it is 
going and how it is performing through its annual reports, 
website, business plans, etc?

  Is there a clear and overarching narrative that the organisation 
uses when describing how and why it is changing?

  Are senior managers properly equipped to explain and promote 
the organisation’s overall strategy?
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Case study 2: Creating staff advocates

This case study is an excellent example of how the communications 
department can work with the staff of an organisation not only to 
determine their needs, problems and attitudes, but also to propose 
ways of addressing these needs and problems.

Background

In 2007, NHS Leicester Communications and Public and Patient 
Involvement Directorate noted that national staff survey results 
showed:

  a lack of clear direction among staff;

  poor staff communication and engagement;

  low staff morale; and

  low visibility of board members.

Objectives

The directorate set out to:

  understand staff needs;

  develop a communications and engagement strategy to 
address those needs;

  raise confidence in the management and local NHS community;

  carry out regular evaluation and ensure regular reporting to 
management, as well as feedback to staff; and

  address low morale and ‘can’t do’ attitudes.

Strategic approach

A communications audit was designed to research the needs of 
staff. Information was gathered via a staff survey, focus groups, 
one‑to-one discussions, suggestion boxes, team meetings, 
discussions with the board, online polls, staff workshops and emails. 
The activities below were then designed to reach and engage with 
all primary care trust (PCT) staff.
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Activity

The Big Event: a mandatory two-day engagement event to inform 
commissioning staff about the vision and values for the next 
five years. Hosted by the PCT chief executive, the event included 
motivational exercises.

Extra Mile Awards: the organisation’s first-ever reward-and-
recognition programme for excellence in patient care and service 
delivery. In its first year, more than 200 colleagues were nominated.

Leicester City Latest: a bi-monthly colour magazine for staff, 
distributed to 1,600 employees.

NHS Leicester City ‘Past, Present and Future’: a seven-minute film 
that honestly addressed staff perceptions about the challenges facing 
the organisation.

NHS Leicester City ‘Making Leicester Better’: a hard-hitting 
promotional film designed to motivate staff and raise awareness of 
how the organisation affects the lives of local people. It featured four 
case studies of patients who had overcome and were now managing 
life-threatening conditions with the help of commissioned services. 

Outcomes

  74.5% of employees surveyed online felt that staff 
communication had improved since the previous year.

  More than 95% found Leicester City Latest, ‘News in Brief’, staff 
briefings and general e-communications either ‘very useful’ or 
‘fairly useful’.

  Responses to regular online polls are much higher than 
previously.

  Voluntary attendance at staff events has increased to more 
than 50% on average.
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3. Service user/stakeholder perspective
Good understanding and insight into the needs and expectations of 
the public and patients is essential in order to design specific services 
around those needs. That is why NHS organisations have been 
encouraged to look out to their communities, rather than looking 
up to central government. 

Deep insight enables organisations to better serve their local populations, 
and also enables them to better engage with those populations. 
Organisations that are more connected to their local communities are 
better placed to explain what they are trying to achieve in ways that 
resonate with their communities. But people develop a picture of an 
organisation not just through what that organisation says in its formal 
communications, but through a range of factors.

Ipsos MORI research shows that personal experience of NHS services 
is the most influential factor in predicting people’s satisfaction with 
the NHS. This is a change from the recent past, when support for the 
Government and a person’s age were the two key factors predicting 
levels of satisfaction. The full list of factors that influence how people 
perceive the NHS are (in order): (1) personal experiences of NHS services; 
(2) support for the Government; (3) belief that the NHS is changing; 
(4) feeling safe in NHS care; (5) NHS staff ‘bad-mouthing’ the NHS; (6) 
national newspaper coverage; (7) mis-management/bureaucracy in the 
NHS; (8) perceptions of social care; and (9) gender, age and region. 
This represents a complex mix of factors. Clearly, many of these are 
outside the control or influence of local NHS organisations, but there 
are several that are not (such as experience of services, belief in the 
NHS as changing, what staff say about the service and impressions 
of mismanagement and bureaucracy). Shaping user perceptions is 
about influencing all the factors that can be influenced, including the 
nature of the service and how staff speak about it in order to project 
a consistent image.

Providing clear, timely and useful information to the public and to 
patients can help them to access services in ways that are convenient to 
them and efficient for the organisation. And, of course, this also helps 
to build a good reputation. There is much evidence to show a direct 
correlation between how well informed local communities feel about 
a service, and the level of confidence that they have in that service and 
its providers.
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Key questions:

  Are major service decisions taken on the basis of deep 
understanding of the needs and aspirations of patients, service 
users and the local community?

  Are services and information products designed to make it as 
easy as possible for people to access the appropriate services?

  Does the organisation understand the views and aspirations 
of its stakeholders, and take account of them when 
designing services?

  Does the organisation actively monitor and manage issues 
as they arise with stakeholders?

  Do NHS values permeate service provision?

Case study 3: Marks & Spencer’s ‘Plan A’

This case study highlights how stakeholder and customer research 
is a key organisational asset that can be used to not only generate 
insight and buy-in, but also to ensure a focus on tangible 
business outcomes.

Background

‘Plan A’ is Marks & Spencer’s (M&S) five-year, £200 million, 
100-point eco-plan which the company claims to be the biggest 
sustainability project in the UK. The initiative involves the company 
working with its customers and suppliers to ‘combat climate 
change, reduce waste, safeguard natural resources, trade ethically 
and help build a healthier nation’.

Objective

At the heart of the initiative is the company’s aim to be carbon 
neutral by 2012.
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Strategic approach

M&S believed that sustainability was something that it should 
embrace and was in line with its existing brand values. However, 
as Robert Nuttall, former head of internal communications at 
M&S, noted: “If you asked customers if they trusted M&S they said 
‘yes’ – but they didn’t really know why. Their trust probably went 
back over 20 years.” In response to this, the company examined 	
all of its existing sustainability activity and found that it had 	
‘a few great stories to tell’ but neither customers nor the company 
could see how this disparate activity held together strategically. 	
As a result, M&S developed ‘Plan A. Because there is no plan B’ 
and it focused on the themes of climate change, waste material, 
fair partners and health. In total, it encompassed 35,000 product 
lines and 250,000 employees.

To generate greater clarity and focus, M&S then went out and 
asked 80 non-governmental organisations what it should do. 
Crucially, the style of engagement was very open and practical, 
as Robert Nuttall says: “Our tone was very much ‘do you know 
what, we aren’t very good at this, but we’re learning’ – PR [public 
relations] flannel would not have worked.” The company also 
asked customers what they wanted from M&S around the issue 
of sustainability.

Activity and outcomes

M&S appointed 700 ‘Plan A’ employee champions across the 
business to be the initiative’s eyes and ears. A trial during which 
M&S started to charge for plastic bags was well received, with an 
80% reduction in their use. M&S also sold 300,000 fleeces made 
from recycled bottles. An initiative was also introduced whereby 
customers taking their old M&S clothes to Oxfam received a £5 
M&S voucher. Oxfam has since raised more than £1 million with 
this scheme.
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4.	Functional perspective 
At a functional level, the role of the communications department is to 
implement campaigns that deliver on national, regional or local priorities, 
using communication channels appropriate to the target audience. 
Channels include broadcast media, patient and public engagement, 
staff intranets and publicity material, to name but a few. 

Highly effective communication departments have a clear understanding 
of the different communication channels and how to use them to 
best advantage. 

These departments not only deliver communication products/services 
themselves, they also support and enable colleagues in the wider 
organisation to produce effective communication.

The communications function needs to be:

  proactive – setting and implementing plans and strategies at the 
corporate level, and working with service/business areas to do 
the same;

  reactive – responding effectively to any attacks on the organisation’s 
reputation by putting the record straight, and responding to 
unexpected opportunities to promote the organisation or deploy key 
messages; and

  interactive – understanding and supporting the organisation to 
engage in two-way dialogue through patient and public engagement 
processes, digital media and other channels.

Key questions:

  Are communication plans based on research and constructed 
according to recognised business planning disciplines?

  Are the right communication channels used at the right times, 
or is too much reliance placed on a few channels?

  Are communication activities regularly evaluated and, if so, 
what does such evaluation tend to show?

  Does the communications department provide effective 
counselling and support to help managers become better 
communicators?
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Case study 4: Hertfordshire PCT’s effective consultation with 
staff and the public

This case study illustrates how Hertfordshire PCT combined the four 
perspectives of communication into its engagement with the local 
population around service changes.

Background

Radical clinical changes were proposed to transform Hertfordshire 
PCT’s health services and deliver promised improvements. 
Preparation for this work began as eight PCTs merged into two, 
while concurrently, the PCTs and both acute trusts in the area 
were implementing financial recovery plans. This meant that the 
joint communications team charged with the ‘Delivering Quality 
Healthcare for Hertfordshire’ consultation programme had the very 
difficult task of getting their messages across while establishing 
organisational reputation and credibility. PCT and acute trust staff 
worked together to build strong relationships with each other and 
with key community figures, which helped ensure the success of 
the programme.

Objectives

  To engage directly with groups and individuals – including 
those who find the NHS hard to reach – in diverse ways and 
at times that suit them.

  To be clear about reasons for changes, and put clinicians at the 
heart of the debate.

  To make a range of information available.

  To listen to what people were saying and provide the right 
person to answer their questions.
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Strategic approach

The joint communications group planned and ran a 16-week 
consultation on the proposed changes. Senior communications 
representation ensured buy‑in. Bringing communications teams 
together to work collaboratively on the project helped people 
to fully understand their audiences, with stakeholder analysis 
providing intelligence that informed message development. 
Messages and materials were developed jointly for the campaign. 
It was seen as crucial that clinicians led discussions and endorsed 
proposals, therefore clinicians were approached at an early stage 
and given support in order to give them the confidence to explain 
why change was needed. 

Activity

  Distributed 400,000 questionnaires and 3,700 consultation 
documents; talked to 1,400+ NHS staff; hosted 22 public 
meetings for 800+ people; and engaged with black and 
minority ethnic communities, the travelling community, teenage 
mothers and carers.

  Attended 160+ community events in 32 towns and villages 
(over 50 doctors, nurses and ambulance staff spoke with 
passion about how Hertfordshire PCT needed to change in 
order to support excellent services) and responded to 700+ 
requests for information.

  Media activity included 160+ articles in local newspapers, open 
letters to editors and press visits to hospitals and health centres, 
as well as swift rebuttal of inaccurate stories.

Outcome

  Received 6,000+ responses, 6,000+ website hits, 300+ letters 
and emails, as well as a petition of 55,000+ signatures.

  The campaign helped Hertfordshire PCT to avoid referral by its 
scrutiny committee and judicial review by campaign groups.
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(As researched for the Department of Health by the Centre for Public 
Relations Studies, Leeds Business School, Leeds Metropolitan University 
(Gregory, 2008).)

Persuading and influencing
Gaining clear agreement on and commitment to an agreed course of 
action through effective persuasion and negotiation:

  Persuades others to agree course of action

  Helps others to understand different viewpoints and find 
common ground

  Guides conversations to a desired endpoint

  Manages conflict sensitively and diplomatically

  Makes a strong personal impression on others

  Influences the agendas of everyone

  Takes account of their internal and external political climate when 
persuading others

  Closes discussions with clear commitment to action from all sides.

Building strong relationships
Relating well to a broad range of people, building and maintaining an 
extensive network of contacts:

  Builds rapport quickly and makes people feel at ease

  Establishes strong relationships with people from all backgrounds

  Establishes strong working relationships with people at all levels of 
the organisation

  Builds and maintains strong ‘people networks’

  Knows who to speak to when particular information is required

  Gathers perceptions to increase understanding of underlying 
organisational issues

  Uses humour appropriately to build relationships with others

  Creates a safe environment that encourages others to share 
information with them.

Appendix 1: A full list of the ideal 
competencies of senior communicators
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Consulting and involving
Working with staff, patients and the wider community to ensure 
successful consultation and support:

  Listens to the views of others

  Encourages others to contribute 

  Encourages effective teamworking

  Brings people with the right skills into a project

  Shows an awareness of the diverse views of others

  Works with people to build acceptable solutions

  Develops the skills of individuals and teams

  Consults and involves others to gain their support.

Managing under pressure
Finding ways to enable self and others to cope with difficult challenges, 
demonstrating clear thinking and keeping problems in perspective:

  Keeps emotions under control at difficult times

  Balances the demands of work and personal life

  Finds ways to cope with the pressure and expectations that they face

  Draws on personal experiences to help self and others through 
difficult situations

  Keeps difficult challenges in perspective

  Copes with a changing environment and helps others to feel 
comfortable with it

  Demonstrates clear and realistic thinking when faced with 
difficult issues

  Focuses energy on the most important and relevant issues.

Upholding the reputation of the service
Behaving consistently with clear personal values which complement 
those of the organisation and wider community:

  Upholds the ethics and values of the service

  Demonstrates integrity by acting openly and honestly

  Promotes and defends equal opportunities 

  Builds diverse teams that reflect the wider community
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  Deals sensitively with personal information

  Takes pride in delivering a service to the community

  Gains the respect and trust of others

  Gives honest and objective advice to others.

Presenting and communicating
Ensuring audience understanding through the use of an appropriate and 
interactive communication style:

  Communicates clearly and succinctly, both orally and in writing

  Translates complex messages into communications that are relevant 
for the audience

  Adapts communication style according to individual needs

  Develops communication that meets the requirements of the 
particular situation

  Projects credibility when presenting information to others

  Provides others with the information they need in order to present 
a convincing case

  Finds new ways to present information in order to maintain the 
interest of the audience

  Uses an open and interactive communication style.

Taking action
Making prompt and clear decisions, empowering others to do the same:

  Makes prompt and clear decisions when dealing with contentious 
issues

  Takes responsibility for people and projects

  Delivers on promises

  Involves relevant people in the decision-making process

  Empowers others to make decisions where appropriate

  Escalates issues when necessary

  Takes initiative and works under own direction

  Gives direction to the decision making of others.
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Understanding the bigger picture
Demonstrating a comprehensive understanding of the impact of 
organisational strategy on own responsibilities:

  Understands how organisational strategies relate to the bigger 
picture

  Considers the impact of organisational strategies on others

  Ensures that plans are aligned to organisational strategy

  Puts communication at the heart of organisational development

  Prioritises resources and projects according to organisational needs

  Recognises when it is appropriate to alter plans when strategies 
change

  Takes account of a wide range of issues across, and related to, the 
organisation

  Understands the pros and cons of a solution.
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Appendix 2: 
Resources and further reading

This appendix has been structured so that readers can identify 
the resources which are most helpful in addressing the specific 
dimensions of communication that they wish to focus on. As The 
Communicating Organisation is the result of synthesis of this 
literature, many of the resources in this appendix address all areas 
of The Communicating Organisation. 

The major reference for this document was:

Centre for Public Relations Studies, Leeds Business School (2009), What 
Good Looks Like: An evidence base, Leeds Metropolitan University, Leeds.

Understanding the brand
CIM (Chartered Institute of Marketing): www.cim.co.uk/

CIPR (Chartered Institute of Public Relations): www.cipr.co.uk/

Measurement and Evaluation Resource (Chartered Institute of Public 
Relations), www.cipr.co.uk/news/research/evaluation_June05.pdf

National Social Marketing Centre: www.nsmcentre.org.uk

Care Quality Commission (2009), National Survey of NHS Staff 2008, 
Care Quality Commission, London (available at www.cqc.org.uk/
usingcareservices/healthcare/nhsstaffsurveys/2008nhsstaffsurvey.cfm).

de Chernatony L (2001), From Brand Vision to Brand Evaluation, 
Butterworth Heinemann, Oxford.

Murray K and White Dr J (2005), Reputation Management: Leading 
practitioners look to the future of Public Relations, Bell Pottinger, London 
(available at www.bellpottinger.co.uk).

The NHS Confederation (2009), Reputation management: a guide for 
boards, The NHS Confederation, London.

Planning, managing and evaluating communication
CIM: www.cim.co.uk/

CIPR: www.cipr.co.uk/

Connecting with Communities – a web-based toolkit of communication 
resources produced by the Improvement and Development Agency, 
available at www.idea.gov.uk/

National Social Marketing Centre: www.nsmcentre.org.uk

NHS Comms Link: www.nhscommslink.nhs.uk/
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Leadership support for communication
CIM: www.cim.co.uk/

CIPR: www.cipr.co.uk/

Arthur W. Page Society (2007), The Authentic Enterprise: Relationships, 
Values and the Evolution of Corporate Communications, The Arthur 
W. Page Society, New York (available at www.awpagesociety.com/site/
resources/white_papers/).

Cabinet Office (2007), Using an employee engagement approach to build 
a high-performing Civil Service, Cabinet Office, London.

Communication: Why Managers Must Do More (1993), Hedron 
Consulting, London.

Dozier D M, Grunig L A and Grunig J E (1995), Manager’s Guide to 
Excellence in Public Relations and Communication Management, 
Lawrence Erlbaum Associates, New Jersey.

Murray K and White J (2004), CEO Views on Reputation Management: 
A report on the value of public relations, as perceived by organisational 
leaders, Bell Pottinger Group, London (available at www.bellpottinger.
co.uk).

NHS Institute for Innovation and Improvement (2009), Inspiring Change 
in the NHS: Introducing the Five Frames, NHS Institute for Innovation and 
Improvement, Warwick.

Smythe J (2007), The Chief Engagement Officer, Gower Publishing 
Limited, Farnham.

Toth E (Ed.) (2006), The Future of Excellence in Public Relations and 
Communication Management: Challenges for the Next Generation 
[particularly Chapter 8, Contribution of Public Relations to Organisational 
Strategy Formulation, Steyn B], Routledge, Abingdon.

Communication as a core competency
CIM: www.cim.co.uk/

CIPR: www.cipr.co.uk/

Gregory A (2008), Competencies of senior communication practitioners in 
the UK: An initial study, Public Relations Review; 34(3): 215–223.

Centre for Public Relations Studies, Leeds Metropolitan University. Internal 
Communications Audit, Department for Work and Pensions, 2007.
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