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1. Introduction 

 

This document sets out the communications and marketing strategy for  

Pennine GP Alliance; outlining our approach and communication objectives 

and principles and how these underpin our mission, vision and business 

objectives and works in line with our values.  

 

 

2. Background 

Formed in 2014, Pennine GP Alliance is a federation of Calderdale GP practices, 

with membership covering 100% of practices, serving over 220,000 people.  

Working together in a federation places our member practices in a stronger 

commercial position and acts to enable the delivery of sustainable high quality 

services for patients 

 

3. Pennine GP Alliance vision, values, objectives and strategic aims 

 

Vision 

Ensuring viable GP services remain at the heart of local communities, 

providing sustainable and high quality, patient-focused healthcare 

 

Mission 

 

Enhance and sustain existing services to benefit of patients and practices 

 

Values 

Partnership Working 

Enabling Resilient Primary Care 

Creativity and Innovation 

Being a supportive Employer 
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Strategic aims - grow and expand 

 

1. Sustainable GP Services 

2. Achieving commercial success 

3. Unified services that are flexible and responsive 

4. Delivering effective and efficient primary care services 

 

Objectives 

1. To be the healthcare provider of first choice by providing high quality, 

safe and caring services 

2. In partnership develop an innovative and effective model of integrated 

healthcare services 

3. To continue to secure, motivate and educate and develop a committed 

workforce, providing high quality patient focused service 

4. To demonstrate first class corporate, financial and clinical governance 

to maintain a financially sound business  

5. To increase revenue into PGPA Member practices 

 

4. Audience 

For the purposes of the communications and marketing strategy, the 

target audiences will be categorised as internal and external. The 

 

Internal External 

 PGPA Team and Board  

 Practice Members 

 Associate Practice 
Members 

 Stakeholder partners such as 
Calderdale LMC and CCG  

 Inspectors and National Bodies 
such as CQC and NHSE  

 Patients and Public 
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5. Communications and marketing objectives 

 Develop and deliver internal communications that is timely concise and 

relevant, building Team, Board and Member Practice engagement, 

trust, and understanding 

 Develop and deliver  external communications that engages, informs 

and provides a positive perception of PGPA, its services and those  of 

our member practices  

 Communicate key achievements using a range of channels such as at 

Practice Manager and LMC meetings, website, pamphlet and video 

 Use consistent branding 

 Raise awareness of our vision, values and objectives with both internal 

and external audiences  

 Use slides depicting PGPA Vision, Values and Objectives at the start of 

all training sessions to reinforce with Member Practices and Associate 

Member Practices 

 Review our website  annually to ensure that its messages are relevant 

and up to date 

 Create good quality professional materials for use at events and for 

remote marketing purposes  Maintain and progress  partnership 

working with members and associate practices and stakeholders 

 The communications and marketing strategy is reviewed every two 

years 

 Operational delivery plans will be created annually and assessed  

throughout the implementation of activity detailed to assess impact 

 Tools, resources and finances that will be needed for each years plan 

will be identified within the plan 

 Project communication requirements will be covered from individual 

project budgets 
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6. Principles of communications and marketing 

The communications and marketing strategy and delivery plan will take 

into account the following principles  

 Develop a consistent brand identity for  PGPA that reinforces our vision, 

values and objectives 

 Ensure that feedback from both internal and external audiences is used  to 

shape further communications and marketing activity  

 Endeavour to ensure information and publications are equitably accessible 

, using language and images that reflect the diversity of the Calderdale and 

its communities and aim to achieve the Five Principles for Producing Better 

Communications for Disabled People and the Accessible Information 

Standard  

 Work within best practice guidelines so that vulnerable people are 

protected The delivery plan will place emphasis on communications and 

marketing activity which is cost efficient. Where a campaign is identified as 

needing funding, this will be undertaken following a business case to 

identify the budget requirement to ensure best value and efficient use of 

financial resources  

 Regular assessment of communication will be carried out to ensure 

resources are well targeted and the target audience has been reached.  

 Clear consistent messaging, delivered in an open and straightforward 

manner, should be used. Branding and accessible communications should 

be the centre of any communications and marketing activity 

 Where relevant briefings with the local print and broadcast media should 

be held and used to ensure reporters are fully informed/given ‘the full 

picture’. 

 A ‘no response, no rebuttal’ option should always be considered, this is a 

judgement on whether further media contact is likely to ‘make the story 

run’. 


