
CASE STUDIES

Mansfield & Ashfield and Newark & Sherwood CCGs 
Reducing unnecessary admissions to A&E

	 THE APPROACH

Hitch used the social marketing project process to 
deliver this project, developed by our associates at 
National Social Marketing Centre (NSMC), closely 
mirroring the Government’s OASIS process.

The project commenced with an inception meeting 
with the client to obtain a detailed brief and firm 
up key objectives and outcomes.

The insight phase identified potential target 
audiences and their behaviours and opportunities 
to encourage changes in their decision making, 
including preferred channels. Hitch conducted 
an analysis of quantitative data such as hospital 
admissions and qualitative methods including 
service user interviews and surveys, and 
engagement with a range of key stakeholders and 
hard-to-reach groups, via interviews, focus groups 
and an online survey. The results provided a 
baseline to enable measures of behaviour change 
throughout the project. 

An analysis and write up of the insight phase 
enabled Hitch to develop a targeted campaign 
strategy and plan, identify target audiences 
(young adults and parents of infants) and develop 
campaign messages and creatives. Messages, 
creative concepts and channel choices were 
tested with stakeholders and target audiences via 
on-street surveys, hall tests and interviews. The 
results enabled refinement of campaign messages 
and creatives and the strategy and plan.

	 THE RESULT

Campaign implementation commenced October 
2016 with Facebook and mobile phone advertising 
campaigns, enabling acute audience targeting. 
Outdoor advertising was carefully selected for 
value for money, in locations where our target 
audience are, whilst also informing the wider 
population. Local radio advertising via a station 
regularly listened to by the target audience aired 
at times when they most likely to hear, including 
drive time. Print assets including a campaign 
jigsaw and colouring books aimed to make the 
most of parent infant interactions. Stakeholder 
assets such as waiting room posters and 
digital screen presentations helped healthcare 
professionals and service users to offer and 
receive consistent messages on choices. A repeat 
of the baseline insight research is scheduled 
for January 2017. A public survey will measure 
changes in awareness and a review of hospital 
admission data will determine any change in 
service user health service choices.

	 THE OFFER

This case study demonstrates Hitch’s ability to 
use the social marketing process to bring order 
and clarity to campaign planning and delivery. 
Objective setting up-front enabled clarity on 
outcomes. Detailed insight activities refined 
audience selection, communication approaches 
and channel choices. Testing of creatives and 
messaging confirmed audience comprehension 
and relevance. Careful selection of channels will 
help ensure the message is seen by the target 
audience. Finally, an end of campaign evaluation 
will tie results the original aims and objectives and 
ultimately measure success.

	 THE BRIEF

If things stay as they are there will be a £140 
million funding gap for English Accident and 
Emergency (A&E) services within ten years. 
Mansfield and Ashfield and Newark and 
Sherwood Clinical Commissioning Groups (CCG) 
commissioned Hitch Marketing Ltd to deliver 
a social marketing campaign to contribute to a 
15% reduction in unnecessary attendances to 
A&E for 2016/17. The project is currently in the 
implementation stage with the final evaluation 
starting in January.

The CCG required a branded social marketing 
campaign implemented through relevant and 
existing communications channels. The approach 
would educate audiences on appropriate health 
service choices - including self-care, pharmacies, 
NHS 111, GPs and minor injury units – rather than 
making A&E their first port of call.

Hitch used insight tactics to identify potential 
target audiences and understand the reasoning 
behind their current behaviours and identify 
approaches to encourage changes in decision 
making. Target audience testing during the 
development phase ensured implemented 
creatives and messaging were engaging and 
relevant. 



HOMEME TAKE 

HOMEME TAKE 

Opening Scenes

Girls come down the steps 
and go behind podiums.

Interview both types of 
demograph, i.e. ‘stay at 
home mum’ and ‘young 
professional’. 

Groups animate from the 
tube, more info button 
pulses, clicking reveals more 
about that group

‘No likey’ button skips to 
next scene. With lights out.

‘Likey’ button skips to next 
scene. With lights on.

Lights blink off or on, 
depending on if the user has 
clicked ‘likey’ or ‘no-likey’

Then go to next frame with 
corresponding outcome. 

Introduces next 
contraceptive group. 

“Let the girls see the group” 

“Contraceptive group, Reveal 
yourself!” 

On two occasions we 
introduce a break out loop. 
This gives the opportunity to 
present Group 1 as a 
successful group, also there 
is no option to opt out of 
viewing this group.

This is also the final scene 
before the end scene. 

Split screen interview 
with one of the girls, 
explaining why she likes 
this group. 

Overview of group and 
different types within the 
group, ‘likey’ roundel 
animates on top of this. 

Girls, walk back up the 
stairs, one or two stop to 
wave. 

Final scene, Our host gives 
one final fair well, with a 
good call to action, maybe, 
“see your GP” if you want to 
explore your options further!

METHODS 
GROUP 1.

THAT LAST 
MONTHS 
OR YEARS.
Long Acting Reversible Contraception 
(LARC) methods don’t rely on you having 
to remember to take anything and are ideal 
if you don’t want to become pregnant for a 
while. All LARC methods need to be inserted 
by a specially trained nurse or doctor.

An IUD (or coil) is a small T-shaped 
plastic and copper device that’s fitted 
into the womb (uterus) by a specially 
trained doctor or nurse. 

Intrauterine Device (IUD)

NO LIKEY
LIKEY MORE 

INFO?

RACH KERRY

Hi, my name Kerry, 

I have two kids 

what I look after as 

a full time mum!

CONGRATULATIONS

GROUP 1. 
You’ve got yourself

a user! 

LIKEY

SORRY PAL, I’m sure 

there’s plenty of 

ladies who’d be wise

to have you 

NO LIKEY
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CONTRACEPTIVE 

GROUP REVEAL 
YOURSELF!

Let’s see how GROUP 1.got on in the isle of BERNANDO’S! 
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I really like this because ... So I think we’ll def be  seeing more of each other in the future!

METHODS 
THAT LAST 
MONTHS 
OR YEARS.

METHODS 
THAT LAST 
MONTHS 
OR YEARS.

1. Intrauterine Device (IUD)

2. Intrauterine System (IUS)

3. Contraceptive Implant

4. Contraceptive Injection
LIKEY

Turn over to www.domain.orgto find out more!
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That’s all we’ve 

got time for ...

FACEBOOK CAMPAIGN

REACH 
(INDIVIDUALS VIEWING)

208,000
IMPRESSIONS 

(TOTAL TIMES SEEN)

1,500,000

CLICKS 
(TOTAL CLICKED)

9,350

MOBILE ADVERTISEMENT

CTR 
(CLICK THROUGH RATE)

1.38%
IMPRESSIONS 

(TOTAL TIMES SEEN)

375,000

CLICKS 
(TOTAL CLICKED)

5,100



CHANCES TO HEAR: 

16 TIMES
PER LISTENER

TOTAL IMPACTS 
822,000

420
SPOTS IN TOTAL

OUTDOOR ADVERTISING

63%
OF LOCAL POPULATION
ENGAGED WITH BUS AD

2.3 TIMES 

6 SHEETS
12 LOCATIONS
TOTAL IMPACTS

217,100

OPPORTUNITY TO SEE: 

92,500

70 BUS 
INTERIORS

15
BUSES 
AND ADS

RADIO



MATCHING PAIRS CAMPAIGN GAME


