have a good day, every day

OUR GUIDE TO COMMUNICATING
AND ENGAGING WITH OUR
CUSTOMERS
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SECTION ONE –
BACKGROUND & CONTEXT
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INTRODUCTION
Welcome to ‘Better Days’,
our guide to communicating
and engaging with our
customers to help them to
have a good day, every day.

This guide has been prepared for staff

There is a strong business case too. For example, we

and partners working across Orbit to

know that customers who are in employment are less

help you to create the best possible

likely to need additional support from us and that our

communications and engagement with

overall costs to support them are lower.

customers.
If you work in an advice role or on the
frontline with customers every day,
our guide provides a helpful ‘how to’
approach based upon research that has

20 – 30% decrease in repair costs

Only 15% of evictions are of those in work

helped us to walk in our customers’
Work reduces anti-social behaviour cases,

shoes.

saving tens of thousands of pounds

Mental health support has reduced call
volumes by 30%
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The information in this
guide will help us to shape
our ongoing programmes
and secure higher levels of
involvement and participation.

This guide contains an overview of

Over time, more people will recognise

our ‘story’ and narrative from the

the ‘Better Days’ approach and will have

customer perspective, what we want to

an impression in their minds of what

change moving forwards and practical

our programmes mean and represent

considerations about how to plan our

to them. Most importantly, this means

conversations and materials around our

that when they are ready to take a step

customers’ needs.

forward, we will be there to support them.

The advice contained in these

We hope that you find these guidelines

guidelines will ensure that we create

both helpful and inspiring as you

communications that make an impact,

create engaging and informative

reflect our vision, values and commitment

communications, whilst also recognising

to our vision of ‘building communities’

the importance of the wider Orbit brand

by helping our customers to have ‘Better

and our values in all that we do.

Days’.
If you would like any further support to
help you to plan your communications
and engagement work, please contact
the communications team.

c o m m u n i c at i o n s g u i d e
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Customer insights
Qualitative research with
a range of customers
has helped us to better
understand the daily lives of
the people who live
in our properties.
These insights have helped us to uncover
what it’s like for our customers day to day:
what worries them, as well as what inspires
and motivates them.
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Customers’ Lives
When understanding customers’ lives, our insights told us that daily life is significantly different depending upon whether someone is working or not, but
in either circumstance, there are a significant number of factors which stop customers engaging with us and taking up our support programmes.

Employed
& busy
• Work
• Family commitments
and childcare

What we heard...

What this means for us

“I work with children and families. It’s quite demanding work. I try to do things in the evening if
I can. I’ve been doing a few different clubs, activities.” (Over 55, Margate)
“It can be very busy… with work and at home as well… more busy in the daytime at work.”
(Parent, Bexley)

“Childcare… I think I’ve said, childcare can even stop you from doing training... if she could
get childcare, she would be able to do it.” (Parent, Bexley)
“I’m needed to be at home for my grandchildren, they need someone to come home to when
they come home from school.” (Over 55, Margate)

Unemployed

What we heard...

• Too much time

“Yes. It’s quite depressive not going to work or doing anything.” (Over 55, Margate)

• Depressed
• Isolated
• Nothing to do
• Poor health

Employed customers and those with childcare
responsibilities are busy living their lives day to day,
and therefore struggle to make time to consider
taking up one of our programmes.
We need to cut through this daily ‘noise’ by
providing simple, easy to understand messages
that make our offers appear more accessible and
beneficial so that they make time to consider them.

What this means for us

“Some days, I can just sit there going stir crazy. I’ve done all my cleaning; I’ve done all my
washing. I’ve done everything I needed. I’ve got nothing else to do.” (Working age single man,
Coventry)

“You know, something like that would probably help me. Someone just to come and say,
“Why don’t we just go for a walk?” “Get me out of the house.” (Working age single man, Coventry)
“Just me, and that’s it. I drop them at school, and I come home, and I’m by myself all day,
which is why I never go and do things. You know.” (Working age single man, Coventry)
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Whilst they have time to consider an Orbit
programme, unemployed customers do not have
the confidence or ‘energy’ to think proactively
about their situation.
We need to ensure that our communication is
personal, straightforward, positive and motivating
so that customers feel that there is an immediate
benefit to finding out more about our programmes.
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Cross-cutting themes
Despite experiencing different personal circumstances affecting individuals day to day, some cross-cutting themes are motivators to our customers regardless of
their employment status. We are able to use these motivating factors to overcome some of the barriers that currently prevent them from taking part.

Family

What we heard...

What this means for us

Family is a big part of life.
Customers are motivated
by and want their
families, especially their
children, to have better
lives but they do not
connect this to their own
status and how things
could improve if they
helped themselves.

“Making sure the kids are alright all the time... because if they’re alright, I am.” (Parent, Bexley)

Health

What we heard...

Health is considered
to be very important in
terms of quality of life
and being able to keep
going, day to day.
Poor health, including
mental health, has a
negative impact upon
being able to have a
good day.

“Most important in the day, well at home obviously looking after my kids really... It makes me
feel happy when I’m looking after my kids I suppose.” (Parent, Bexley)

We need to adapt our tone of voice and consider
how we communicate the benefits of taking part in
our programmes from a family perspective, rather
than individual perspective.

“(Family is) the biggest part of my day… I just can’t possibly imagine my life without them. I’ve
been a single parent, and now they’re older, it’s like they’re giving back to me in lots of ways.”
(Working age single man, Coventry)
“Mine’s family. Because I can achieve, make sure my son’s happy, really.” (Working age single
man, Norwich)

What this means for us

“Getting up in the morning and having my tablets is the main thing…(which is important
because) I wouldn’t be able to live where I am now at the moment, because I’m upstairs you
see, so it is quite important.” (Over 55, Thanet)
“Well, that’s our health, her exercise, and my exercise. If I don’t actually get out and exercise
then my own health would degenerate. My condition is degenerative, but I can slow up the
condition by looking after my health, so it’s a very symbiotic relationship that my dog and me
have.” (Over 55, Thanet)
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We need to communicate the benefits of our
programmes in wider terms, focusing upon
health and happiness benefits as a result of our
programmes, as well as the more tangible benefits.
This will help customers to overcome some of the
barriers that prevent them engaging with us.
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Cross-cutting themes...continued
Connecting
to others
Social interaction is seen
as very important as a
means to combatting
loneliness or isolation.
It is also a source of
happiness.

Employment
Employment is viewed as
important and a means
to have a good or better
life in terms of improved
wellbeing and building
confidence, rather than
more specific benefits
related to income.

What this means for us

What we heard...
“Getting that community thing going is good for the older people who can be housebound or
too scared to go out on their own.”
“I get up at five o’clock, get ready, go to work for six. Come home. Often have to get back
to walk the dog, very lonely when I come home. Yes, very sad and lonely. Yes.” (Working age
single man, Stratford)

Providing opportunities to bring people together
informally is an important tool in securing
participation and the overarching ‘fear’ of leaving
the house.

“I think friends are important and being able to get out and see friends… I think we all need
somebody to chat to and somebody to – what can I say? I just think we need people, you
know.” (Over 55, Thanet)

What this means for us

What we heard...
“It’s very important that I work though. I would hate to be out of work, and so that’s why. I
think it’s an ethos.” (Over 55, Margate)
“Working? It’s like, life. You need to be working if you have life, you need to move on.”
(Parent, Bexley)
“And about three years ago, I went back to work, and I couldn’t not do it now. There was a
time last year when I broke my ankle, and I was off for five weeks, and I was going mad. So it
is, I think it’s like important. It makes you feel better.” (Working age single man, Norwich)
“Gives extra income, gives you the privilege to meet other people. You learn, you get more
experience as you interact with other people… It helps you build your confidence as well,
if you go in the centre, you meet other people that will let you know what you need to do.”
(Parent, Bexley)
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We need to be more explicit about how our
programmes can help people back or into
work and how this will directly impact upon their
personal wellbeing, confidence and
a better day.
This will be particularly impactful if customers can
hear or read about these benefits from other people
‘like them’.
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Connecting to our support programmes

Our research told us that few customers are aware of our support offers. Because of their everyday situations, they often overlook and screen out
communications. We therefore need to find a way to raise awareness of our offers so that they don’t ignore us. This can be achieved by simplifying
our messages, being more explicit about who we are targeting, and providing more social ways to find out more about us and what’s on offer.
Consideration of the themes below helps us to make decisions about how we will scope our communications moving forwards.
Those who have seen
our support offers don’t
consider it as something
for them – they are for
‘other people’.

What we heard...

What this means for us

“Older people have a routine, especially where we live (sheltered accommodation) and want
to be home by 5 to have their tea.”
“Posted to me would be best and make it personal, put my name on it then I know it’s for me
and you’re inviting me.”

Because it is not in
their nature to seek out
support or solutions to
their difficulties (‘life is
just like that’), customers
can be bewildered by
what we are offering.

What we heard...

We need to adapt our designs and tone of voice so
that customers know that we are speaking directly
to them and are attracted to us to find out more.

What this means for us

“The problem with things like this is the 55+ people like us say they’ll go to courses and
things, but then they stay at home and don’t go.”
“Like meet and make new friends…most people want to meet other good people where
they live.”
“Be clear on where it is and what time and make it a daytime thing.”
“Include a phone number or somewhere where people can get more information if they need.”
“Tell people they can bring a friend or someone who might not be in an Orbit house or flat…
you feel better going with someone you know.”
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We need to create very simple, digestible
messages about what’s on offer and how this will
help them personally and directly.
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ENGAGEMENT insights
We need to reassure
them that ‘people like
them’ will be there and
be explicit and specific
that it will only be a small
step towards a ‘better
day’ rather than a leap in
the dark.

One form of
communication,
especially if it is
internet-based, will
not attract customers.

What we heard...

What this means for us

“Make it clear what time it’s on and just a few hours for people to pop in.”
“Offering tea and cake, that’s good isn’t it… gets you out the house.”
“Good to try to bring people together, where I live no one goes out of their house, you don’t
see your next door neighbour from one week to the next.”

What we heard...

We need to show them examples of what happens
when our programmes work for people - to
demonstrate the small successes that help people
to have a better day: encouraging word of mouth
so that people share their stories.

What this means for us

“I would send them a letter. Second email, if you have their phone number, you can text them
as well. So put something online, and give them the link through text message for them to go
and view the link on how helpful the training is going to be.” (Parent, Bexley)
“I’m thinking probably the older generation - I’m certainly thinking of my parents - they want
to see somebody face-to-face. They don’t want to talk to somebody on the phone. They
don’t want to do it on the internet. They want to actually see somebody…Yes, I think that
they (Orbit) definitely still need to keep an actual visual presence.” (Over 55, Margate)”
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We also need to work with colleagues who are
meeting with our customers regularly to feel
confident and informed about the offers we have
available so that they can help us to promote them.
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INTRODUCTION TO

This new approach to engaging with
customers takes on board the findings from
our customer insight and their lives.
The term ‘Better Days’ was selected in
collaboration with customers to describe
this approach, demonstrating our aim to

Better Days is the name
we have created to help
us to communicate our
community investment
and support programmes.

support customers in ways which ‘help
them to have a good day, every day’
- because our support gives them the
confidence and tools to do this.
The ‘Better Days’ approach impacts upon
our identity (what communications look
like for customers), our tone of voice
(the language we use when we talk to
customers depending upon how aware of
our programmes they are) and the channels
we use to promote our support programmes
(the ways that we approach customers).
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Here is an overview of what we
are trying to achieve across all of
our support programmes using
the term ‘Better Days’ to describe
this new approach.

WHAT IS BETTER DAYS?
The Better Days programme aims to

empower customers with the support
they need to lead more stable, less
chaotic lives so that they can cope and
live better, every day.

WHO WE WANT TO TALK TO
Customers who want to connect to

HOW WE WANT CUSTOMERS
TO SEE US
Approachable, listening, respectful,

empathetic, professional, personable,
skilled, plain speaking, welcoming,
realistic, positive, innovative,
trustworthy, honest, critical friend,
genuine, reliable, human, motivational
and fair.

the world around them and to make
small steps towards making their
lives more stable and happy.

WHAT CUSTOMERS NEED

Simple, easy and practical first steps to
make life more stable and less chaotic.

WHY TAKE PART IN A
SUPPORT PROGRAMME?
Local, accessible, welcoming,

relevant, tailored to you, affordable (free),
people like me, outcome-focused,
well intended, built around you, ready
whenyou are, we’ll catch you (stop you

OUR ROLE

from falling).

We want to be seen as personal,
trusted, purposeful, positive and
proactive.

OVERARCHING MESSAGE

have a good day, every day
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SECTION TWO –
PLANNING AND IMPLEMENTING
SUPPORT PROGRAMMES
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Planning your communications
and engagement

The following pages provide some guidance and suggestions
about planning and communicating a Better Days programme
or offer.
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STEP 1 - DEFINING YOUR AUDIENCE
Things to consider:

Who is your target audience?

•
•

The first thing to consider when planning to

•
•
•

Who are they?
What do I know
about them?
What do I want them to do?
What’s in it for them?
Are there any barriers and
how can I help them
overcome them (enablers)?

promote one of our programmes is to clearly
identify who you want to communicate with.
Potentially, your audience could be a local
neighbourhood or community or, at the other end
of the scale, every Orbit customer.
You may want to consider:
• Geographics – where your target audience live
• Demographics – financial and lifestyle data that
categorises your customers into specific profiles
• Gender status – age, sex, marital/family status.

16

What do you know about
your target audience?
Understanding more about customers will help
to make your communication more relevant to
them. When we understand what’s important to
customers and their world, we will get a much
more positive response to our communication.
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CHALLENGES/BARRIERS

WHY THIS IS IMPORTANT

ENABLERS

STEP 2 - UNDERSTANDING WHAT MATTERS TO CUSTOMERS

The table below explains the main factors affecting our customers and therefore what challenges or barriers your programme will help them to overcome.
This will help you to choose the right messages that can appear in your communications.

Work

Health & Wellbeing

Money

Home Life

Improve mental health and wellbeing

Connecting with others

For financial security

To have a safe and happy home

Being in work builds confidence

To remain in work

To feel in control

For stability

Sense of achievement and purpose

To find work

To manage my life

To have more rooms for family

Socialising, making social connections
and meeting new people

For happiness

To support my family and children

To feel part of the community

For independence, not relying on others
and to build self-esteem

To keep a roof over my head

Pay bills

To save money for children’s future
Become self-sufficient and independent

To support their family and look after the
health and wellbeing of their children

Open up opportunities to increase
income

Support family, provide for children
and make them feel proud

To feel better

Poor physical or mental health is seen as
a barrier to securing employment

Overcoming illness and poor physical
and mental health – stress, anxiety

Difficulties managing finances and
making ends meet

Family responsibilities

Seen as a barrier to securing
employment or maintaining employment
and preventing career progression

Welfare reform and Universal Credit

Socially isolated
Overcoming loneliness

Lacking employment and/or interview skills
Lack of confidence to find work
Being in any form of rent arears will
preclude them from taking part

Fear about ability to cope with a job
along with everything else in life

Fear of Universal Credit and the
implications of managing all their
financial commitments

Need opportunities for social interaction
by bringing people from the community
together
Need to find a partner

Managing money
Being in any form of rent arears will
preclude them from taking part

Being in any form of rent arears will
preclude them from taking part

17

Being in any form of rent arears will
preclude them from taking part
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Step 3 - Creating a strong message
What do you want your
customers to do and what’s in
it for them?

For example:

When deciding on what to say
to customers, it is helpful to
put ourselves in their shoes
and consider the benefits of
attending a programme from
their perspective.

Customers rarely explicitly state that

So, our communications need

a lack of confidence in their ability to

to focus directly on what they can

get a job is a barrier to employment,

expect from the course itself, rather

but they do tell us that being in

than longer-term outcomes.

As the table on the previous
page demonstrates,
these may not always be
immediately obvious.

In this way, customers see confidence

employment would increase their
confidence and self esteem.

as an outcome they will feel once they
are in employment, not as a benefit or
a reason to attend the course.

18
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WHAT’S IN IT
FOR THEM?
Behavioural theory can help us
to understand behaviour and
identify the underlying factors that
influence a person’s behaviour.
These theories can help us in
the construction of benefit-led
messages.
The following theories are ones
that you may identify within your
customers. Examples have been
given over the next few pages on
how you can use these theories to
tailor your messages in order to
influence the behaviours of your
customers.

HYPERBOLIC DISCOUNTING: People tend to offset long-term benefits for short-term gains so we are likely to have
more of an impact if we focus our messages upon more immediate rewards or benefits. For example, to come and meet
other people or learn ‘top tips’ on how to handle a situation, rather than more long-term benefits such as increased
confidence. The more immediate the impact or reward, the more likely customers are to respond.

NUDGE THEORY: People are more likely to engage with us if our programmes are positioned as fun, easy, rewarding,
popular and social. For some people, the fear of ‘missing out’ overrides any concerns or fears and therefore ‘nudges’
customers into action. If we can talk about our programmes as ‘must do’, rewarding and social interaction, they will be
more likely to attend.

LOSS AVERSION: People prefer to avoid losses rather than acquire gains. Therefore, summarising what your customers
are missing out on by not attending a course is more likely to resonate and have an impact. For example, think about all
of the things you could be missing out on because you struggle to use the internet.

HERDING: Herding is when ‘everyone else is doing it’ and you want to follow the crowd. People are more likely join in if
they know others have benefited. In this way, using testimonials from real people who have benefited from a programme
will help to convince new people to find out more.

These theories can be helpful when
planning your communications,
however they may not always be
relevant to your goal and should
be therefore used within the
context of what it is you want to
communicate.

19
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HYPERBOLIC DISCOUNTING

EXAMPLES OF
STRONG
MESSAGES

DIGITAL:

FINANCIAL:

This course will help you to take advantage of

By attending this course you’ll find out how easily

the digital tools that are available to you and at your

and quickly you can start to save money – and just

disposal. For example, you’ll be able to use social

think of what you can do with the money you’ll save,

media like Facebook straight away, so you can stay

starting today.

in touch and catch up with all your friends and
family, find new friends, share photographs and send
messages any time you want to.

Behavioural theory can help
us in the construction of

NUDGE THEORY
DIGITAL:

FINANCIAL:

Our customers have told us how much they enjoy

Many of our customers enjoy our financial course

our digital courses, which are group sessions

where they get the chance to meet new people, take

where they get to find out how to make the most of

part in our practical sessions, share experiences

computers, learn about social media and explore

together and make new friends.

the online world together.
The courses are held in all of our communities at a
Why not join us at our next session, where you’ll

range of different venues to suit everyone.

meet new people, make friends and find out how you
can make the most of computers too.
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Don’t miss out, join us today and let the fun begin.
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LOSS AVERSION

EXAMPLES OF
STRONG
MESSAGES
Behavioural theory can help
us in the construction of

DIGITAL:

FINANCIAL:

It’s not always easy to stay in touch with your friends

It’s not easy managing a personal or household

and family, particularly if they live far away from you

budget and making ends meet, and you could be

and you may feel that you’re missing out every day

losing money every day by spending on items that

by not being in regular contact with them.

might seem important, when there are alternatives
that will cost you much less.

Through our digital course, you can find out how
social media can help you to stay in touch with your

We can help. By attending our course, you’ll find out

family and friends each and every day. We’ll also

quick and easy ways to make simple adjustments

show you how to make use of tools, such as Skype,

that mean you’ll stop losing money straight away and

so you can see and talk to those that are important to

can start saving it.

you. You’ll never feel like you’re missing out again.

HERDING
DIGITAL:

FINANCIAL:

Anne used the FREE ‘At home, digital support’ and

Working with the money advice team, Claire learned how

now she videocalls her friend in Cornwall, talks

to manage her money by writing everything down and

to Orbit whenever she needs help and gets her

keeping on top of what she owed so that she could pay it

shopping done online.

off in manageable chunks.

“I got into a bit of a mess and the Orbit team offered
me help to set up and use the Internet. I am a bit of a

“Now, I’m very happy that I’m getting things done properly

dinosaur but I thought I would give it a go.”

and I can now bring my son up in a flat that I love.”

21
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LANGUAGE USE
When looking at what key messages you want to convey, it is
helpful to use the following approach by leading with ‘primary’
benefits, supported by secondary incentives as follows:
Primary:
•

Positive emotions, how the customer will feel attending the programme

•

Social norming - providing evidence that others have benefited

YOUR FREE
Parenting
GROUP

from the programme
•

Present your audience with the immediate benefits they will enjoy from

Being a parent can be one of
the best things in the world,
but sometimes you could be
asking yourself:
• how can I motivate my
child to try their best
at school?
• how do I build a
stronger relationship
with my child?
• how do I stop my
teenager getting
into trouble?

attending the programme rather than the longer-term benefits
•

Promote the social benefits – the chance to meet new people and if the
course is free, state this clearly.

Secondary:
•

Reassure your audience that the course is being provided by
people who are knowledgeable

•

Making it easy and convenient for customers to attend

•

Incentives – offering refreshments always helps.

22

If these are some of the things
on your mind, then your local
parenting group could be just
what you need.
Come along, meet other parents and
our trained professionals, Amie and
Tia, at your FREE weekly group.
Spend 2 hours a week with us for 10
weeks and see what a difference it
could make to your day.
Chat with us, share your experiences
and learn about how simple and easy
techniques can help you to build
stronger relationships with your family.
We are a friendly group and many
of our parents have made big
improvements to their family life
because of our group.
Come along to our group to find
about more about what we do,
or call Jane on 00000 00000 for
more information.

Primary message:
the course is free
Primary message:
meeting new people/
people like you
Secondary message:
delivered by people
who are knowledgable
Primary message:
positive emotion

LANGUAGE TIPS AND RULES
We have adapted our corporate guidelines for customer communications when
talking specifically about Better Days. Please apply the following tips and rules when
writing your communications.

• Please refer to our organisation as Orbit, and not any additional references
such as Orbit Heart of England, Orbit East or Orbit South
• Phone numbers and email addresses should be prominent and clear

• Avoid using jargon and abbreviations
• Keep sentences short and simple (aim for no more than 15-20 words, and a 		
maximum of three statements per sentence)
• Use words like I, we and you to make communications more personable and direct
• Avoid using italics, underlining and capital letters in paragraphs (only use
capitals for proper nouns) for whole words or sentences. Proper nouns include
people, places, things or ideas e.g. Jane, London, Oreo, Microsoft

• When discussing customers in any way, use language that emphasises their 		
individuality, as opposed to referencing our own
For example, “10% of customers said they were currently unemployed”
rather than “10% of customers are currently unemployed” if you were
communicating something about the Employment Matters
• Take care when using exclamation marks. While an exclamation mark
can indicate something you would normally say loudly or strongly in speech,
they can also demonstrate anger, irritation or surprise. Use them carefully and 		
sparingly and don’t use more than one to end a sentence.

• Be informal and consistent about how to contact us.
For example, ‘Call Fiona on…’

• Use the correct grammar. Customer’s refers to one single customer and
something that belongs to them, e.g. the customer’s car. Customers’
refers to a group of/many customers and something that belongs to them all,
e.g. the customers’ request was for more clarity.

• Numbers one to nine should be written out in full and 10 upwards written 		
numerically.
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LANGUAGE TIPS AND RULES
Words to use

Words to avoid

• Extra

• Additional

• Tell

• Advise

• You

• Applicant

• Start

• Commence

• Fill in

• Complete

• Keep to

• Comply with

• So

• Consequently

• Talk/discuss

• Dialogue

• Make sure

• Ensure

• Send

• Forward

• In the future

• Going forward

• Under, keeping to

• In accordance with

• More than

• In excess of

• Talking to people

• Meaningful dialogue

• People

• Persons

• Before

• Prior to

• About

• Regarding

• Customers/people

• Service users

• If you wish

• Should you wish

• While

• Whilst

24
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Other considerations
Here are some other things you may wish to consider when planning your programme.
Potential Barriers

What does this mean for customers?

Enablers

Accessibility

Activities which take place during the day will

The course needs to be offered outside these

be inaccessible to people that work normal

working hours. Ideally, the course should be

office hours or are looking after children.

offered at a range of different times so that your
customers can fit them in around their daily
schedule.

Social isolation

No childcare

Customers with nothing to do during the day

Promote the social aspect of the course; they are

and are alone, or customers who work but are

fun, rewarding and provide the opportunity to meet

lonely outside of work hours.

new people.

Customers who cannot find childcare so they

Provide childcare alongside the event (daytime)

can attend the course.

or host an event when the customer can arrange
childcare (evening).

The course is
not for me

Pictures of people used in a marketing

If you use photographs of people in your marketing

communication are not representative of the

communications, they must be of a similar profile to

audience that have received it.

those that will receive it. In particular, if your target
audience is 55+, do not use photographs of young
people, as your audience will assume it is a course
for young people.
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STEP 4 - CHANNELS
At Orbit, we use a number of ‘channels’ to reach our customers and it is important to create a balance of
communication methods without overloading customers. Additional advice and support on what the best channel
is for specific customer groups is available from the communications team. Insights from our customers tells us
that the following principles can be applied depending upon which customer groups we wish to engage with.
Channel

Responses

Leaflet through your door

This is a very popular method of communication, particularly if materials are personalised and
‘dropped off’ by a member of the Orbit team.

Poster in community
venues/shops

Customers sometimes screen out posters in community settings. Strong, clear and impactful
designs on posters and prominent local information will help to improve the impact of this.

Personalised letter sent to your home

Customers prefer personalised communication but communications about Better Days
should be explicitly different from other communications such as letters regarding rent and
arrears.

Email, SMS/text message

Email and text message communications should be considered along with other forms of
communications as these are not currently preferred channels to hear about programmes.
They are more popular with younger than older customer groups.

Facebook page

Social media communications should be considered along with other forms of
communications as these are not currently preferred channels to hear about programmes.
They are more popular with younger than older customer groups.

Word of mouth –
invite from a friend/neighbour

Word of mouth is an extremely popular channel of communication, therefore your materials
should encourage customers to share the content or be used to generate conversations such
as at a local event.
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STEP 5 - PLANNING YOUR COMMUNICATIONS

When planning a new programme, it is important to consider your customers’ current behaviours and how this
has an impact on each stage of engagement. The stages of change model can help you to understand the journey
that a customer may go through when changing their behaviour, and the idea behind the theory is that behaviour
change does not happen in one step.

Teaser campaign

Launch campaign

Customers will typically be in the pre-contemplation

Customers will move into the preparation / action stage.

/ contemplation stage

1
Pre-contemplation

2
Contemplation

3
Preparation

4

Maintenance
Action

Use the guide below to help plan your communications and ensure you are using every
opportunity to maximize your customers’ decision to change their behaviour.
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stage of change: pre-contemplation

Teaseraflet
through your door
/contemplation

Responses

What do we want to do?

Create awareness, get people thinking about the issue, start to change values and beliefs,
persuade customers and motivate them to take some initial action

What do customers know?

Customers will be unaware of what it is you are communicating. They won’t be planning on
making a change. They may not realise that you (Orbit) can support them with some of their
issues. Customers need to be made aware of what it is you are communicating to them and
start to recognise themselves (or their family) in the context of the communications.

Segmentation
Consider what it is you are promoting and who you want to engage with. Can your message
be tailored to recognise the drivers and benefits for different target audiences, or is it generic? If
your message can be tailored, don’t be afraid to create multiple versions of the same materials.
Use of language

Teaser communications should excite customers and generate interest in what you are offering.
Make it clear that people like them will be there, have dont it and succeeded.
Try stepping into their shoes and think about why this would be important to them.
Make it clear what you want your customers to do. Don’t leave customers unclear on what
action they should take at this stage.
Keep the tone consistent across different marketing channels. For example, a printed
invitation should use the same tone as an email invitation. Change the tone depending on
your message.
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Launch stage of change: preparation/action

Responses

What do we want to do?

Educate customers, tell them what’s available to them, facilitate action, support them in their
journey from preparation through to action.

What do customers know?

Subject to them seeing some form of teaser communications, customers will have some
awareness of what is it you are communicating. They may have started to consider making a
change and are interested in what you have to offer.

Segmentation

As above. If messages can be tailored to recognise the benefits for each target audience,
then don’t be afraid to create multiple versions of the same materials.
Use the launch stage to make communications personal to each customer. For example, use
their name to personalise an invitation, or put specific details for an event on a leaflet that you
think would be of interest to them.

Use of language

Launch communications should provide the detail of what it is you are offering.
Reassure customers that people like them have done it and have succeeded, and that it will
be sociable and fun
Use primary and secondary messages to design your communications – this will ensure you
are targeting your customers with communications that are important to them.
Use evidence if you have it. For example, ‘Hundreds of Orbit customers have already
benefitted, why not join them..’
Further create a strong message by using behavioural theory to help customers recognise
how this will benefit them.
Keep the tone consistent across different marketing channels. For example, a printed
invitation should use the same tone as an email invitation. Change the tone depending on
your message.
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EXAMPLES AND TEMPLATES
Here are a selection of examples
of how the Better Days approach
has been applied
to communications and
engagement materials.

Better Days logo
is large and easy to
recognise

have a good day, every day

Come along to our local money
advice event.
We’ll bring the food and advice,
you bring a friend!

Simple, clear text
Orbit icon pattern,
incorporates the Better
Days icon patterns
Bold high contrast
colours from the palette
work to catch the eye

Strong call to action
Specific event detail

See you there!

Thursday 29th April,
6.30pm at The Orbit Centre
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Orbit logo
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Course promotional materials
• Better Days logo is large and easy to recognise
• Strong contrasting or complimentary colour palette
• Simple, clear headings
• Real imagery of Orbit customers
• Friendly and warm language focusing on immediate rather than
have a good day, every day

long-term benefits
• Use testimonials from a happy participant where appropriate

“NOW I HAVE
MONEY LEFT TO
DO THINGS
I ENJOY!”

• Strong call to take action.

Sam, 24, in Coventry got great
money management tips and it was all
FREE

have a good day, every day

Contact 0123 456 7891
to book in for your local and
FREE Money Management Sessions

BOOK
NOW
31

for your local and
FREE Parenting Group
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CHECKLIST

The following checklist has been provided to help Orbit team members when creating compelling communications
based upon customer insights. Please use this checklist when creating your own communications using the
examples and templates or when briefing communications work into the communications team:
Have you use the term ‘our offers’

Have you read the summary of the insights and

(rather than ‘our services’)?

gathered feedback from customers around what
matters to them about your programme?

Have you used phrases like: learn new things, meet
new people, build your confidence find out more?

Have you been specific about whom you would
like to engage and what they can expect?

Have you communicated the benefits clearly (and
made them more relevant to customers’ everyday

Have you made it clear that other people like them

challenges, no long-term goals)?

have done the same and/or will be attending as well?

Have you made it easy to join in and sign up?

Have you emphasised that it will be social/
communal/an opportunity to meet others?

Have you learned our language style guidance?

Is this reflected in your selection of messages,
imagery and/or icons?

Have you considered what format/channel you

Does your message come across in a personal

think will best communicate your message, for

and caring way?

example, printed materials or online/electronic
communication?
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SECTION THREE –
IDENTITY
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IDENTITY

have a good day, every day

The ‘Better Days’ approach
provides us with an overarching
approach that encompasses
the wide range of support offers
available to customers, including
financial inclusion, employment
and skills, health and wellbeing
and digital inclusion.

By combining all our offers through one
style and tone, customers will know that any
communications featuring the Better Days
name is aimed at them and is related to
support (rather than other communications
that come from Orbit such as repairs or
rent), whilst still remaining true to our overall
corporate identity.
The ‘Better Days’ identity includes design
style, strapline, tone of voice and use of
imagery within the overall identity framework
to create maximum appeal.
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HOW BETTER DAYS FITS WITH OUR
OVERALL CORPORATE IDENTITY
Better Days is a campaign
identity that has been
specifically created to promote
community investment and
support programmes.

We introduce the Better
Days logo in a prominent
position but still feature
the corporate logo in all
of our designs.

FREE for all residents...
get together and get to know
we’ll bring the food
you bring yourselves

a good day, every day

As such, it has a separate identity
whilst still being part of the overall
Orbit corporate style.
HOME

CAMPAIGNS

LIFE EVENTS

ADVICE GUIDES

GET IN TOUCH
SEARCH

We use friendly and
‘sociable’ imagery.

“PUT ORBIT ON THE FRONT COVER,
TELL PEOPLE IT’S ORBIT INVITING THEM
AND THAT THEY WILL BE THERE TO MEET
WITH THEM…THAT WILL ENCOURAGE
PEOPLE…NO GOOD HAVING THE LITTLE
THING (LOGO) ON THE BACK.”

SELECT A RADIUS (MILES)

10 Miles

INSERT POSTCODE

CH4 6HT

Search

KEYWORD SEARCH BOX

Bag a
Bargain

We introduce more
vibrant colours and
themes.

Find out how much you
can save through offers
for Orbit customers
Find out more
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Search

Your feedback

Highlights

Whats New?

What do you think?
The Better Days website is open
for testing. Help us improve it by
giving your feedback.

Moving home

Universal Credit

Hints and tips for moving into
your new home

last modified: Tuesday,
July 26, 2016

Find my nearest...
Search for events and support
available near to you.
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BETTER DAYS IDENTITY COMPONENTS
We have created the following
identity components to
communicate the Better Days
approach.
Here are a range of
components that can be
combined in a variety of
ways to create our style.

primary logotype
Exclusion zone applies (see page 22 for further details)

alternate logotype

strapline

have a good day, every day

typography

WC MANO NEGRA BTA
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

colour palette

icon patterns

people imagery
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ADAPTING FOR DIGITAL COMMUNICATIONS
When we use digital
communications, we adapt our
styling in line with best practice
and to optimise accessibility.

primary logotype
Exclusion zone applies (see page 22 for further details)

alternate logotype
This is the preferred logotype for digital communications

Source Code Pro
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnogqrstuvwxyz
1234567890

typography

Small font size: 0.75em
Standard Font size: 1em
Standard line height: 1.6em

H Codes
h1: 2em
h2: 1.75em
h3: 1.2em
h4: 1.1em
h5 and h6: 1em

Hyperlinks should always be bold and underlined

colour palette
#f98e2b

#00a1e0

#8a1a9c

#c3d600

#898b8e

icon patterns

people imagery
Imagery (RGB files, 72 Dpi, 640 pixels
Website widgets should try and replicate the curved edges or circles)
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CORPORATE IDENTITY ELEMENTS
So that we create a strong
visual link between Better Days
and the Orbit corporate identity,
we retain some of the elements
from the corporate style into our
overall design.
For example, Better Days
will always include the corporate
logo, typeface for body text and
when we use shapes, we will
always use the circle style that is
distinctly ‘Orbit’.

Orbit logo

Typography

Orbit ring

Orbit circles
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Helvetica Neue LT Std
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnogqrstuvwxyz
1234567890
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BETTER DAYS PRIMARY LOGO
A ‘primary logotype’ for ‘Better
Days’ has been designed as
a dynamic identity to allow it to
appeal to people from different
backgrounds.
The handwritten typeface chosen for the logo
gives the brand a down to earth, personable,
community-led feel that creates a warm,
welcoming and inviting identity.
The boldness of the colours chosen not only

The primary colour palette for the logotype
is grey and orange. We have chosen this
combination as it provides us with a strong,
vibrant differentiator from the corporate identity,
(which mainly consists of blue), whilst avoiding
some of the perceived feminine colour palettes
in the other options.

Primary logotype can appear in a range of the
colours from the Better Days colour palette, however
the word Better always appears in the grey on
white backgrounds or white out on colour palette
backgrounds.

captures attention, but also reflects optimism,
celebration and fresh starts.

Using the logo against a bold background is
encouraged as it creates the most amount of impact.
When choosing a colour, please use a combination
with a dramatic contrast, such as the examples above.
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ALTERNATIVE LOGOTYPE
The ‘alternative logotype’ for
‘Better Days’ is a horizontal
version of the primary logotype for
situations where space is limited.

Primary colour palette for the alternative logotype is in grey and orange.

Primary logotype can appear in a range of the colours from the Better Days colour palette. However, the word
Better always appears in the grey on white backgrounds or white out on colour palette backgrounds.
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STAPLINE
We will use the strapline,
have a good day, every day,
to introduce the Better Days
approach as it tells the audience
what we are hoping to achieve
from our services and programmes.

have a good day, every day

It can be used either with the Better Days
logo or separately, depending on the specific
collateral being produced.

have a good day, every day

42

CONTENTS PAGE

LOGOTYPE EXCLUSION ZONES

We use an exclusion zone so that the Better Days name stands out clearly within our design style.

have a good day, every day
have a good day, every day
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TYPOGRAPHY

DDA Compliance
In all our work, we expect to create

Feature typeface

WC MANO NEGRA BTA BOLD

This typeface is to be used for
headlines and featured text in
uppercase only.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Main body typeface

Helvetica neue LT Std Light 45

This typeface should be used as the
primary body typeface, using weight
variance to pull out sections to highlight
or to improve legibility on background
colours, where appropriate.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Typeface for web

Arial Regular

Arial Bold

This typeface should be
used only when Helvetica is
unavailable, for example on
websites, Word documents
and PowerPoints.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

communications that are DDA compliant.
Standard text should be at a minimum of
12pt with 18pt line spacing, whilst ensuring
that there is a strong contrast between the
text colour and the background colour.
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Variation of weights
Helvetica neue LT Std Roman 55
Helvetica neue LT Std Medium 65
Helvetica neue LT Std Bold 75
Helvetica neue LT Std Heavy 85
Helvetica neue LT Std Black 95
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COLOUR PALETTE
Primary Palette
The primary palette includes a
range of vibrant colours which
help us to engage and excite
customers. They are distinct
from the typical Orbit blue.

Pantone 715 C

Pantone 299 C

Pantone 2602 C

C 0 M 54 Y 87 K 0

C 86 M 8 Y 0 K 0

C 65 M 100 Y 0 K 0

R 238 G 120 B 38

R 0 G 25 B 227

R 97 G 25 B 128

Pantone 382 C

Pantone 214 C

C 28 M 0 Y 100 K 0

C 0 M 100 Y 24 K 4

R 186 G 210 B 14

R 211 G 0 B 93

Secondary Palette
This palette includes
additional colour options
where we wish to highlight
and create contrast.
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ICON PATTERNS

When we want to appeal to a wide range of customer
groups (and therefore do not wish to restrict our
appeal with a specific image), we use icon patterns to
provide a graphical sense of what we are describing.

The icon patterns can be used as a solid background,
for example as an event invitation or as a pattern
within the Orbit ring styling.
New icons sets can be produced upon request. Please contact the
communications team for further help and guidance.
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PEOPLE IMAGERY
People are central to our approach and
as such, are a really important element
of our communications.
Our aim is to carefully select images to most
appropriately reflect the customer groups that we are
hoping to engage with.
It’s important that our photography features real looking
people. All the imagery that we use should help our
customers to feel that the communications are meant
for them and that they can identify with the people
they see in any photography. All photography should
be full colour whenever possible, adjusting for higher
saturation to give feelings of positivity and vibrancy,
whilst making use of close crops to create an intimate
and warm feeling.
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COMBINING THE ELEMENTS TOGETHER
1. A more personal approach to
promoting our programmes and offers
When we want to promote multiple
programmes or offers all together,
we will combine our identity
elements to create a strong,
vibrant and inviting impact.

Simple headings

“BETTER DAYS IS NICE AS
WE ALL WANT BETTER DAYS.”

Better Days logo
Bold colours

• Simple and straightforward language
• Directly stating who we are talking to

Corporate typeface

• Endorsed by others (people like me)
• Appeal to customers’ aspirations linked to
the every day, rather than longer-term
aspirations.

“THE LOGO NEEDS TO BE
ON THE FRONT, YOU NEED
TO KNOW THAT IT’S ORBIT
INVITING YOU.”
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Orbit ring
Orbit logo
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2. Social/warm up engagement
Social opportunities provide us
with additional ways to talk to
people face-to-face and promote
Better Days.

“POSTED TO ME WOULD
BE BEST AND MAKE IT
PERSONAL, PUT MY
NAME ON IT THEN I
KNOW IT’S FOR ME AND
YOU’RE INVITING ME.”

We are therefore able to add
an ‘invitation’ style to our
communications:

“THIS REALLY WORKS
FOR ME, IT’S LIKE A
PARTY THEME AND
PARTY INVITE AND
THAT’S WHAT YOU
WANT ISN’T IT, TO FEEL
LIKE YOU’RE GOING
SOMEWHERE NICE.”

• Icons make our communications look more
social and inviting without stereotyping
people by including specific pictures of 		
individuals
• Names and locations personalise the 		
communication
• Personal language such as “You’re invited”
• Emphasise that our event is FREE and
has refreshments available.
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“WILL PEOPLE FROM
ORBIT BE THERE?
PEOPLE WANT TO SPEAK
TO SOMEONE FROM
ORBIT SO THEY NEEDTO
BE THERE.”
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3. Promoting specific programmes
When we are promoting specific
programmes to specific people, we
try to make our communication as
directly relevant as possible to the
people we want to engage with.
• Straightforward and friendly language
• Use questions to outline who may
benefit from the course
• Use real people imagery and
testimonials from people who have already
benefited from the course
• Encourage customers to socialise
with others
• Try to answer the key questions:
“Why me?”, “What is it?”, “What happens?”,
“Who will be there?’

Better Days logo

have a good day, every day

YOUR FREE
Parenting GROUP
Being a parent can
be one of the best
things in the world,
but sometimes you
or someone you
know could be asking
yourself :
• how can I motivate my
child to try their best
at school?
• how do I build a
stronger relationship
with my child?
• how do I stop my
teenager getting
into trouble?
If these are some of the
things on your mind, then
your local parenting group
could be just what you need.
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Chat with us, share your
experiences and learn about
how simple and easy techniques
can help you to build stronger
relationships with your family.

Simple clear headings

‘Real imagery’ of an
Orbit customer - friendly
and warm

Come along, meet other
parents and our trained
professionals, Amie and Tia
at your FREE weekly group.
Spend 2 hours a week with us
for 10 weeks and see what as
difference it could make to your day.

Orbit ring in image
complimentary colour

“At the group, I learnt that I am
not alone. The advice and support
they gave me has made a massive
difference at home”
Mark Watson

We are a friendly group and
many of our parents have made
big improvements to their family
life because of our group.
Come along to our group to
find about more about what
we do or call Jane on
00000 00000 for more
information.

“I feel much more in control of
family life thanks to the help I’ve
had from our group”.
Julie Mellor

Orbit brand
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PARTNERS
There will be times when the Better Days logo will be used by partners to
represent joint ventures. The Better Days and Orbit logos will be supplied
to partners for use in either of the following formats:
To be used on a white background

To be used on a coloured background
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The following examples show different scenarios for how we would prefer partners to
use the Better Days and Orbit logos when producing their own materials. Partners should
discuss with their Community Investment Officers which option they should use.
Joint partner
Partner logo top left, Better Days

Orbit lead with single
partner(s)

Orbit one of many partners Strong partner lead
(Orbit supporting)
Orbit logo bottom right, Partner

logo top right, Orbit logo bottom

Better Days logo top right, Partner

logos to the left

right

logo and Orbit logo bottom right

Stacked version of Better Days and
Orbit logo bottom right, partner
logos to the left

Partner Logo

Lorem ipsum dolor
sit amet, consectetur
adipiscing elit, sed
do eiusmod tempor
incididunt ut labore et
dolore magna aliqua.

Lorem
ipsum dolor
amet, coset.

Lorem ipsum dolor
sit amet, consectetur
adipiscing elit, sed do
eiusmod tempor.

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua.

Lorem ipsum dolor
sit amet, consectetur
adipiscing elit, sed
do eiusmod tempor
incididunt ut labore et
dolore magna aliqua.

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod
tempor incididunt ut labore et dolore magna aliqua.

PARTNER LOGO

Partner Logo

Partner Logo

Partner
Logo

Partner Logo
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Partner Logo

Partner Logo

Partner Logo

Partner Logo
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ANY QUESTIONS?
If you have any questions about using the Better Days
brand, please contact the communications team.
The communications team is able to provide ongoing
advice and support on how to implement the ‘Better
Days’ approach and is also able to provide a range of
templates for you to adapt and adopt when planning
your support programmes.

General Information
For the latest information about all of our community
investment programmes, please visit:
www.orbit.org.uk/betterdays
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