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1. [bookmark: _Intro_/_foreword]Foreword 

Comms teams are often criticised for not doing their own PR – shining a light on themselves for a change rather than the people they serve or represent. So, this is an attempt to do just that. 

Some might say writing your own annual report sounds a bit of a dull and dry way of doing your own PR. Whilst that depends on how you write it, I would also say the journey is as important as the destination! 

In other words, the process to get the end product is a great exercise for the whole team to contribute to. Because let’s face it, we’ve all slept a few times during and since 2025/6, so its brilliant to be reminded of all the hard work and success stories of the year. It's shocking how much of my own work I’d forgotten about. 

One very pleasing phrase I hear from colleagues, especially from the longer serving veterans within the team, is that “things are so much better now because . . .” followed by an example of how we’ve made improvements to the way the team works, the quality of the work we do, and the impact we have supporting the Trust. 

I like to think one of the reasons for this is the fact that we have a strategy in place. Whilst they can be cumbersome documents, strategies give you clarity on what’s important and where to put your time and energy. They also give you permission to say things like “sorry that’s not one of our strategic priorities”, or “here’s the guide on how you can do this yourself”. 

Our strategy has five aims. They are:
 
1. We provide an outstanding communications service to the Trust that improves the health and lives of the communities we serve. 
2. [bookmark: _Hlk156824329]We tell great stories. 
3. We promote and protect our brand in line with our values of integrity, caring and keeping it simple.
4. We support and enable all our people to be great communicators through advice, guidance, consultancy and training.
5. We warn and inform – leading on communications that saves lives and prevents harm before, during and after serious incidents. 

How we operationally deliver on those aims is set out in our 10 strategic objectives – and you can read more on how we did on them during 2025/6 in Section 3 of this report.

I remember once hearing (from a wiser comms pro than I) that the purpose of strategy is to be “intentional”, rather than being constantly reactive to other people’s demands or just responding chaotically to stuff that happens around you. We’ve probably all worked in teams like that at some point. 

I would go on to say that any comms strategy can only be as good as the organisation’s strategy. In other words, you’ve got to know what’s important to your top team, figure out how your team can apply themselves to best support them, and then create the conditions for success. 

In our team, we’ve done a lot of work behind the scenes to create those conditions – whether it be developing procedures, improving workflow and project allocation, running comms planning sessions, creating training guides etc etc. 

But we did it. And by doing it, we’ve made space and time to do some great stuff – the evidence you’ll hopefully see for yourselves here.

[image: ]

Oliver Tipper
Head of Communications 


 



2. [bookmark: _Highlights_of_2025/6]Highlights of 2025/6

1. Celebrating our work and our people 
Here is just a small selection of some of our favourite stories that we’ve worked between April 2025 and March 2026. 

Carrying the message of hope 
[image: Photograph of four people wearing matching blue "Baton of Hope Tour 2025" t-shirts standing outdoors near a sign for The Becklin Centre Reception. Two individuals hold a baton, symbolizing a relay or awareness event, while one person holds a photo, indicating a personal connection or tribute.]
We will only ever win the battle against suicide if people can reach out before reaching that breaking point. That was the message from Steve Taylor (pictured second from the right) - who works in our Digital Data and Technology Team - when he opened up to us about losing a colleague to suicide. 

Marking World Suicide Prevention Day in September 2025, he carried the Baton of Hope through the streets of Leeds as it toured the country spreading a message of hope and awareness. The day's events were expertly captured on video by our Trust's videography team alongside interviews with Steve, our CEO Sara Munro and our People Wellbeing Lead Judith Barnes.

Read more and watch a video featuring Steve on our website. 


An MBE for our campaigning doc 

[image: ]Dr Matt Gaskell, Clinical Lead and Consultant Psychologist at the NHS Northern Gambling Service was made a Member of the Order of the British Empire (MBE) for ‘Services to People Experiencing Gambling Harm’ in this year’s King’s Birthday Honours.

We had to work closely with the Cabinet Office, which tightly controls the awarding of the King’s Honours and how they are announced, to ensure our story was consistent with theirs, and the timing was right. Can you imagine if, like with certain budgetary reports, we pressed the button too soon!?

Matt was typically magnanimous in his acceptance, dedicating it “to all those affected by preventable gambling-related harm, to the brilliant people who advocate for new gambling legislation, and to many amazing colleagues with whom I have worked over the years treating addictive behaviour.”

Read the full story on our website. 

[image: ]
Turning an annual report into a great showcase
When the Infection Prevention and Control Team’s annual report landed on our desk, it would have been easy to overlook it. 

But we found a great story inside it, and we worked it up into an in-person interview with lead nurse Gugu Ncube (pictured), also featuring a case study from Older People’s Infection Control Link Champion Colleen Liddon. 

Read the interview in full on Staffnet News. 











Wishing a long serving colleague well into retirement 

[image: ]It feels great to be part of a very personal tribute – especially a surprise one. Which is why we’ve included this story marking the retirement of Debbie Thrush from Community & Wellbeing Services. 

It was written on the QT with contributions from her close colleagues – and then sprung on her as (hopefully) a pleasant surprise. 

The biggest challenge we faced was finding a nice picture of her – which we eventually did although it does look like she’s out enjoying a cheeky Nando’s. 

Read the full tribute on Staffnet News.
 



Celebrating improvement in services not often in the spotlight 

[image: ]Our Learning Disability and Pharmacy teams don’t get a light shone on them as often as others. Which is why it was rewarding to work on this story about medicines management for people with profound learning and physical disabilities. 

It describes how the Trust’s Pharmacy Team improved support our Learning Disability Respite Service at Woodland Square thanks to a collaboration with a local GP. It features Jo Stayte (Advanced Clinical Pharmacist pictured left) and Emma Barlow (Pharmacy Technician pictured right). 

Read it on our website. 









Turning our annual general meeting into a hot ticket

[image: ]Every year the Trust is required to host its Annual General Meeting in public as part of its constitution as a Foundation Trust, fulfilling its accountability obligations to the Council of Governors and Foundation Trust members. 

It would be easy to tick the box and simply run a standard hour-long AGM. The Communications Team works with the Trust’s Corporate Governance and Patient Experience Teams to go further. We use it as an opportunity to invite staff to share the things that have made them proud over the year – involving people with lived experience of our services too. 

Around 70 people attend our latest one on Tuesday 29 July 2025 where we heard about how we’re making our sites more accessible, how we’re using artificial intelligence in our practice, cultural competency and group therapy work in the community, and the importance of nutrition and patient mealtimes. 

Review the day on our website. 


Industry awards – highlights from the year 
We love supporting our staff and teams when they get nominated for an industry award. This includes sharing expertise on how to enter right through to amplifying their success stories. 

Over 20 award nominations and shortlists were supported during the year, across programmes including the Positive Practice in Mental Health Awards, National Diversity Awards, National BAME Health & Care Awards, Nursing Times Workforce Awards, Skills for Health, National Learning Disability Awards, and West Yorkshire Adversity, Trauma and Resilience Awards.

[image: ]Here’s a few of our success stories:

Nasser Mohammed (pictured), Accessible Information Designer with our Easy on the I Service, won Apprentice of the Year at the Our Health Heroes Awards 2025, and picked up a highly commended in the Spark of Innovation Award, Stars of Learning Disabilities and Autism Awards.

Our Pathway Development Service was highly commended in the Positive Practice in Mental Health Awards. 

Our Service User Network (SUN) and Patient and Carer Experience Team (PCET) were shortlisted for the West Yorkshire Adversity, Trauma and Resilience (ATR) Awards, recognising contributions to connection, belonging and co‑production.

2. Bringing you the big news 

As trusted advisors to our senior leaders, we have the unique privilege of working on some of the most consequential announcements the Trust makes. We keep confidences, work behind the scenes and create content that sensitively communicates difficult issues. Here are a few highlights on how we’ve done that from last year. 

Our merger with Leeds Community Healthcare
This was undoubtedly the biggest news of the year – that our Trust was planning to merge with its physical health counterpart Leeds Community Healthcare NHS Trust. 

We had to work with senior leaders across the Leeds health system under strict confidentiality and put a range of comms and engagement plans in place, so the announcement landed well in November 2025. 

Since then, we’ve been busy making sure staff, service users and stakeholders are kept in the loop about the merger, and the who, what, when, where and why of it all. 


Supreme Court ruling on definition of sex 
One of the most controversial events of the year was the UK Supreme Court’s ruling in April 2025 that people’s sex is defined by biological sex under equalities law. It marked the culmination of a long-running legal battle which had, and still has, major implications for how sex-based rights apply across the country, and specifically for public sector bodies including the NHS.

The announcement was a shock to many, and polarised communities across the country. As a Trust that celebrates diversity and champions inclusion, we were asked to support a response statement. That response can still be found on our website here. 

We were one of only a few public service organisations that chose to speak publicly about the ruling. And we’ve experienced some backlash for it since. The NHS and other public bodies are still grappling with the implications of the ruling. 


Launch of the National Oversight Framework (NOF)
Communicating clearly about data can be hard. Especially when that data is politically charged, critical and competitive. And so it was with the new National Oversight Framework which effectively put NHS trusts into a league table of performance based on a small set of metrics. 

The NOF was launched in September 2025 to ministerial fanfare lauding it as a new way for patients and the public to judge the quality of services they were receiving from their local NHS trusts. 

This put pressure on the Trust’s senior leadership, so it was important we supported communications in a proportionate and sensible way. Patients and the public will have to judge for themselves on whether it helps them hold the Trust to account for performance. 

[image: ]Temporary closure of Crisis House
 
The Leeds Oasis Crisis House (pictured) provides care for people who don't need a hospital stay. Following refurbishment, residents are enjoying a new garden summerhouse, our staff have additional workspace, and there's even an extra bedroom.

But Oasis had to be closed while the work was carried out, which meant working up a plan with our crisis service and partners at Leeds Survivor-Led Crisis Service to communicate with those affected. With service users and partners informed of alternative arrangements, the works went smoothly and Oasis reopened in October 2025.


A local response to the national review of Gender Services 
Rightly or wrongly, the profile of gender identity clinics in England is very high. Therefore, when a national review was published in December 2025, it was important that we supported our own Gender Identity Service with a compassionate response that spoke to the concerns of its service users and those on its (very long) waiting list.

By staying in touch with our national colleagues who were leading the review and its comms plan, we were able to prepare for the publication of the report. We prepared key messages that spoke to what we knew would be the main concerns of our service users, namely hormone prescribing and waiting times. 

We also provided a method by which service users could field questions to us, to try and take some pressure off the very much under pressure Leeds Gender Identity Service. 


Supporting the Mutually Agreed Resignation Scheme 
The Trust, like many others, faced significant financial challenges to achieve national NHS efficiency requirements – needing to achieve an £18.5m cost improvement programme in 2025/26 to achieve our statutory duty to break even. 

To help achieve this, the Trust ran a Mutually Agreed Resignation Scheme. Our challenge in comms was to position this news as a positive opportunity for staff to exit the organisation and ensure equitable communication across the entire organisation, so nobody felt excluded from the opportunity. 

We worked closely with our People and Organisational Development colleagues on a big announcement piece, a presentation, recorded webinars which we shared using YouTube, managers’ briefings and many frequently asked questions. The content on Staffnet alone has been viewed 2,800 times by around 1,300 individual staff.  
 

When inspectors call, we tell our story 
The Care Quality Commission (CQC) is the public authority charged with assessing the quality of NHS services and then reporting that to the public. 

Therefore, it's important that we work professionally with them and the services they inspect to ensure the public receives the right messages about that service. 

Happily, we were able to report some good news about our young people’s mental health inpatient units in Leeds and York (pictured below) – which were rated as “good” following inspections in October 2025. They reported that “young people were positive about the service, and they thought staff were kind and helpful and that they could speak to them when they needed to.”

Read the full story on our website. 


[image: ]




3. Campaigns with clout 
[image: Dr Cocoa Mudgal posing in a Flu Fighter poster. ]
Winter vaccinations - Kapow! 

Our fun superhero themed flu campaign took our vaccinations programme to new heights over winter, ensuring getting protected was simple, easy, safe and effective. 

An eye-catching poster campaign, powered by our graphic design service, alongside a steady stream of engaging staff communications, motivated 38% of colleagues to have their jab, smashing our target and setting the bar high for next year.

Read about it on Staffnet




National Apprenticeship Week 2026

National Apprenticeship Week 2026 activity showcased apprenticeships at LYPFT as an accessible and valuable route into NHS careers, highlighting career progression, learning opportunities and the experiences of current staff and apprentices. Communications focused on people‑led storytelling, aligned with the wider recruitment and retention approach.

[image: Photograph of two men standing indoors, one wearing a gray suit and blue tie holding a certificate labeled "Apprenticeships Winner," and the other in a blue shirt holding a glass award. ]Key results highlights
· Content achieved over 15,700 impressions and reached nearly 10,000 people across social media during the week.
· LinkedIn and Instagram delivered the strongest engagement rates, particularly for short‑form video and staff‑led content.
· The best‑performing posts featured apprentice stories, reinforcing the effectiveness of authentic, real‑life experiences in promoting apprenticeships.

Insights from National Apprenticeship Week 2026 will inform future workforce campaigns, with continued focus on staff stories, short‑form video and clear career‑progression messaging to support apprenticeship recruitment and engagement throughout the year.

Volunteers’ Week 2025

[image: Photograph of a group of seven people standing outdoors around a vertical banner that reads "Thank You, Volunteers" with colorful star outlines and NHS Leeds and York Partnership logos. The group includes a person with a guide dog wearing a yellow harness, indicating appreciation for volunteers during Volunteers Week.

]

Volunteers’ Week 2025 activity focused on celebrating and thanking the Trust’s volunteers, while raising awareness of the vital role volunteering plays across LYPFT. Content centred on lived experience, inclusion and real volunteer stories, supported through social media, the Trust website and internal communications, including Sara’s All Staff Huddle.

Key results highlights
· Social media activity generated strong reach and engagement across platforms, with over 16,000 impressions across Facebook, LinkedIn and Instagram during the week, driven primarily by people‑led stories.
· Instagram Reels performed particularly well, achieving engagement rates of up to 3.8%, demonstrating strong interest in short‑form, volunteer‑led video content.
· Facebook posts achieved the highest overall reach, with individual posts reaching 3,600+ people, while LinkedIn content supported professional and recruitment‑focused visibility.
· Content highlighted the contribution of 133 active volunteers, including long‑serving volunteers and the increasing involvement of Lived Experience Partners in services and recruitment.

Looking ahead, we will continue to build on this approach by sharing more volunteer stories across digital and internal channels, using insight from social performance to shape content, and supporting both volunteer recognition and future volunteering recruitment across the Trust.


The (staff) survey comes but once a year

[image: ]Being able to take part in one of the world's largest workforce surveys is a special thing. In 2025's National Staff Survey campaign, we wanted our colleagues to understand that their voice counts and, crucially, makes a difference to what it's like to work at LYPFT.

Our colleagues' insights, experiences, and ideas are the foundation of a healthier, happier workplace - so with that in mind, we focussed on sharing what our people had to say about improvements in their services. That helped inspire others to take part and complete the survey so teams can help turn insight into action.

Our People Engagement Team provide a range of support to colleagues to complete the survey - including myth-busting, accessible formats, and addressing concerns - keeping that support visible to teams across our communication channels was key.

Pictured: Dr Martin Vaughan and Dan Ramsden, Assistant Psychologist (and occasional pumpkin impersonator!), shared their hopes for the future at Red Kite View whilst embracing the Halloween spirit.

Read about it on Staffnet


Social media impact helps recruit health equity partners 

The Health Equity Team works to put equity at the heart of everything we do at the Trust, helping address inequalities in health outcomes across our communities. We supported their mission to recruit 14 lived experience advisors by using our social media and design skills to reach suitable candidates.

We created website content, designed a poster campaign for inpatient areas, and produced graphics to share via WhatsApp groups with community organisations and third sector partners.

Our social media posts received more than 150 likes, 16 comments and 54 shares/reposts across Facebook and LinkedIn. The campaign generated 50 enquiries and led to more than 20 people attending a community information session.





Making work fun with the People Engagement Team 
[image: Our Staff Engagement Team dressed up for their summer roadshow. ]
The Shine and Thrive Roadshow communications activity supported a Trust‑wide programme focused on staff recognition, wellbeing and engagement. Communications played a key role in promoting the roadshow before, during and after events, using a mix of social media, intranet news, and virtual event support to amplify positive staff stories and encourage participation.

Key results and highlights
· High staff engagement: Over 480 colleagues engaged across 13 sites and a virtual stop, with more than 300 gratitude wall comments reinforcing a strong culture of appreciation.
· Strong social media performance: Posts featuring authentic staff stories and gratitude themes performed best, achieving high reach and engagement across Facebook, Instagram and LinkedIn, with image‑led content consistently outperforming video.
· Effective virtual delivery: The Teams webinar attracted 71 attendees, with good average watch time and active chat interaction, supported by communications setup, moderation and video production.

Overall, the Shine and Thrive Roadshow demonstrated the impact of authentic, people‑focused communications in driving engagement and wellbeing messages. We look forward to building on this success in future campaigns, strengthening live and post‑event coverage, and continuing to showcase the voices and experiences of our staff across all channels.
4. Strategic engagement 

One of the fundamental roles of any in house communications team is to translate the strategy of the organisation into something that motivates and inspires its staff to strive towards it. 

Big strategy documents are rarely accessible or inspiring, so we need to find a way of breaking them down into content that connects with the range of diverse services and teams across the Trust. 

For those who are interested, we published our ‘big strategy’ and strategic plans on our website in what are hopefully accessible formats. Communications played a leading role in writing and designing the Trust’s five-year strategy document ‘Improving the health and lives of the communities we serve: from 2025 to 2030’.

We bring this to life for staff and stakeholders in ways such as:

· Our Chief Exec’s monthly All Staff Huddle which includes updates on strategic priorities but also examples of how we’re delivering on them. 

· In 2025, we launched a new programme of executive-level engagement with leadership teams across the Trust, presenting on the Trust’s priorities and listening to feedback. The programme went down well, and we’ve been asked to run it again. 

· Through storytelling and showcasing how we are delivering on our strategic priorities, including quarterly updates and case studies (featured earlier in this report). 

· For external stakeholders, partners and other interested parties, we publish a bimonthly leadership blog from the Chief Exec via LinkedIn and on our website. The LinkedIn newsletter performs very well. 







3. [bookmark: _Our_10_strategic]Our 10 strategic objectives – how we did in 2025/6


Our 10 strategic objectives within our comms strategy are:
 
1. Launch and embed a clear strategic narrative, brand proposition and visual identity,  
2. Improve our strategic relationships and forward planning, 
3. Create a consultancy approach: Investing in our people to be great communicators, 
4. Improving our operating procedures, workflow management and reporting, 
5. Review and enhance our corporate comms channels,
6. Tell better stories more effectively,
7. Measure what we treasure: using data in communications,
8. Improve our approach to service user information,
9. Attracting and retaining great people, 
10. Emergency Planning: warning and informing to save lives and prevent harm.

This section of the report gives a brief summary of how we performed against them in 2025/6.




1. Launch and embed a clear strategic narrative, brand proposition and visual identity. 

We unveiled a new brand identity for the Trust in May 2024. During 2025/6 we’ve been working to incorporate it across the organisation. This has included:
· How we design our strategy and strategic plans, 
· New look ID badges, 
· In our patient and corporate publications.  

We’ve included a few examples of our patient information which have been professionally designed in our vibrant brand style. 

	[image: A six-page self-help booklet from Leeds and York Partnership NHS Foundation Trust provides guidance for friends, family, and supporters of people with complex emotional needs. It includes sections on understanding complex emotional needs, self-care activities categorized into active, calming, creative, and social, and advice on seeking extra support, with colorful illustrations and clear headings for easy navigation.]
	[image: Brochure for Leeds Perinatal Mental Health Service providing partner information, including service overview, support options, and contact details. Features NHS branding, photos of diverse parents with babies, and sections with blue and green headers outlining eligibility, referral process, and available resources.]



[image: Brochure from NHS National Deaf Child and Adolescent Mental Health Service providing guidance for parents and carers of deaf children and young people with mental health or emotional difficulties. It includes sections on service access, support for professionals, key contacts, and highlights tailored approaches for deaf children, families, and professionals, with colorful headings and photos of families and clinicians.]
[image: A four-page brochure from Leeds Autism Diagnostic Service provides carer information, explaining autism, carers' rights, and support options. Pages feature sections with text, icons for Autism Control and National Autistic Society, logos for Carers UK and Sibs, and color-coded headings for easy navigation.]

In November 2025 the Trust announced its intention to merge with Leeds Community Healthcare NHS Trust. At this point, the work to embed the new brand was stood down. 


  
2. Improve our strategic relationships and forward planning

On this objective we’ve made progress in:

· Prioritising attending high value internal and external meetings and networking opportunities to build relationships and improve intelligence gathering and horizon scanning (for example Trust Board, Care Services Development and Delivery Group, Strategic Estates Group etc.), 
· Deprioritising attendance at meetings where our input and value are limited,
· Leading communications planning workshops with key internal clients to improve outcomes for priority projects – such as inpatient quality transformation, community redesign, and health equity. 

The Head of Communications and the Communications & Marketing Manager completed a 360 review which examined their performance in these and several other areas. Both have been addressing areas for improvement. 

We convened a network of communications professionals from NHS, local authority and voluntary sector organisations to help shape the identity of partnership‑delivered community mental health services across the city.



 
3. Create a consultancy approach: Investing in our people to be great communicators 

As well as leading more communications planning workshops as referenced in objective 2, we’ve invested in ourselves and in turn our colleagues and clients to support them to be great communicators. This has included: 
· Developing a refreshed policy and procedure on the use of social media by staff. There was intense engagement in the development phase from a wide range of colleagues and internal experts, and the final version has been highly valued internally and shared externally as good practice. 
· Leading a brand identity exercise for the new neighbourhood mental health teams as part of the system-wide Community Transformation programme.
· Developing comprehensive guidance on how to produce a video and how to get support from our in-house videography team - in line with demand from colleagues, 
· Growing and investing in our community of Staffnet 365 Super Users to support the creation of high‑quality intranet content, with the network now comprising 202 Super Users in total, including over 25 new Super Users added during the last financial year.
· Improvements to our image library on Staffnet – so colleagues have better access to a range of imagery featuring Trust staff. 
· Leading a media training session for executive team members on how to communicate in a crisis. This used a lot of the best practice already available on our media relations page. 
· Sharing the learning on how to run a great webinar – using our experience of managing the Chief Executive’s monthly All Staff Huddle. 
· Shared best practice on how to write a great news story by telling the TRUTH! 





4. Improving our operating procedures, workflow management and reporting

This is a forever objective. In the last year we have:
· Led a refresh of the Trust’s Media Policy.
· Led a refresh of the Trust’s Emergency Communications and Media Management Policy Procedure.
· Increased oversight of our workflow management tool to ensure new work requests are responded to quickly and appropriately, and we celebrate completion in team meetings. 
· Stepped up and promoted our ‘quick call with comms’ approach to responding to new work requests from internal clients. This has been championed by our Communications Assistant who has received a lot of positive feedback for her responsive approach. This has improved our efficiency and effectiveness – as both parties are more likely to get a better outcome more quickly. 





5. Review and enhance our corporate comms channels

Website project including homepage refresh
We began adopting an HTML‑first approach, aligning with best practice for accessibility and government standards. We worked with services to audit and update content to ensure it is accurate, user‑friendly and accessible. Key examples include the:
· Community Pharmacy Mental Health Service,
· Complex Psychosis Pathway, 
· Emerge Leeds, 
· Leeds Autism Diagnostic Service, 
· Pathway Development Service, and
· Rough Sleepers Service. 

Working with our agency HMA, we improved page templates to allow greater flexibility, enhanced search functionality and refreshed key pages such as Volunteers and Multi-faith Chaplaincy Service. As an indicative measure, our Silktide accessibility score improved from 77% to 81%, moving from 151st to 77th among NHS trusts.

Improving our intranet - Staffnet 365
We improved Staffnet 365 usability and resilience by working with our agency Intelligent Decisioning to refresh the homepage, introducing a colleague‑led “Tip of the day” and reducing the space in the header. 

With super users and content owners, we updated key sites including infection, prevention and control, patient experience, and the on‑call site. When changes disrupted the document centre (DocCentrum), we overcame repeated missed service level agreements by working proactively with Intelligent Decisioning to rebuild the automation and restore DocCentrum.


Making our image libraries more accessible
Over the past year, we have made targeted improvements to our image libraries to make them easier, faster and more intuitive for staff to use.

A key change involved simplifying the search experience by removing unnecessary filters. This has made it quicker for staff to find images using commonly searched words, reducing frustration and improving efficiency when sourcing visuals for communications, presentations and projects.

We also reviewed how staff access the image library and addressed delays that were affecting usability. Clearer guidance has now been introduced, with updated access information available on the Communications Staffnet page. This ensures staff know exactly how to access the image library quickly and without unnecessary barriers.


Shifting social media towards storytelling gets “high quality” feedback from Facebook
[image: ]Social media performance improved significantly, reflecting more effective use of our corporate communications channels. 

A shift towards storytelling and video increased reach and positive sentiment, particularly on Facebook and LinkedIn. Over 55 per cent of inbox messages were positive, meeting our sentiment objective. Facebook reach increased from 104,815 to over 642,000, while Instagram video views rose from 585 to 6,663. LinkedIn remained our strongest platform, with top posts averaging 6.5 per cent engagement, exceeding the healthcare benchmark. 

Recruitment campaigns, including Rough Sleepers and Healthcare Support Worker recruitment, delivered strong engagement and supported application uplift through people‑centred, case‑study content.

To back up our claims, we got the message (right) from Facebook a few months after we made the shift to a more storytelling-led approach. 


Thought leadership on LinkedIn 
[image: ]We’ve improved the reach of our Chief Executive’s bimonthly leadership blog by getting more out of our presence on LinkedIn – using their newsletter feature. 

A LinkedIn newsletter is a recurring series of long-form articles published on the platform, allowing creators to share in-depth content regularly. Subscribers receive automated notifications and emails for each new edition, ensuring higher visibility compared to standard posts. It is a powerful tool for building professional authority and growing a dedicated audience.






Here are a few stats for Sara’s bimonthly leadership blogs on LinkedIn for 2025/26:

	#
	Data description 


	12,119	

	Total number of times the blogs were viewed.   

	5,581
	Total number of new subscribers to the newsletter during the year.   


	11,057
	Impressions - total number of times articles were shown on a LinkedIn news feed. 


	187
	Engagements – total number of reactions to the article or posts about e.g. likes, comments and reposts.




Partnerships, trials in A&E and a culture of care - this was the last leadership blog of 2025/6 which achieved the following performance:
	#
	Data description 


	1,855
	Article views

	2,774
	Email sends - the number of subscribers that have received an email for this article

	40%
	The percentage of subscribers that have opened the email sent for this article. 




“Nobody reads Trustwide” . . . or do they? 
 
This was the often-repeated trope about our weekly staff bulletin Trustwide. So, we led a project to find out exactly what the score was with readership, and how we could make the bulletin better. 

The findings we got from some excellent data capturing changed everything. We could proudly share what the communications team knew all along - over two thirds of colleagues read our internal newsletter, many people like it, and some even love it! We also found there was room for improvement. Readers wanted Trustwide to be shorter, less repetitive, and to include more stories celebrating our successes. That's what they've been getting!
 
Over the past 12 months, we’ve stuck to those commitments while also rebuilding Trustwide through Staffnet after a few IT hiccups forced us to rethink how we produced it. Trustwide has gone from strength to strength, with the 24 June 2025 edition reaching a whopping 3,600 reads.






6. Telling better stories more effectively
We set our selves the goal of improving the impact and performance of our good news stories. 

Here are a few examples of some of our top performing social media posts throughout the year – click them and it will take you to the post. 

[image: A group of five people stand side by side indoors against a light-coloured wall with a framed botanical illustration behind them. All are wearing work lanyards and smiling towards the camera.]



	[image: A small tent covered with tarpaulin is pitched on gravel beside a bridge railing. Bedding and personal belongings are visible inside the tent. Urban buildings and railings appear in the background.]
	[image: A group of five people stand close together indoors in front of a wall covered with illustrated posters and handwritten text. All are wearing work lanyards and facing the camera.]

	[image: A portrait photo of a person standing indoors in a bright corridor with glass panels and a blurred information screen in the background.]
	[image: A person stands indoors holding a large, colourful piece of artwork featuring faces and bold patterns. Another person stands opposite, viewed from behind. Art materials and a wooden mannequin are visible in the background.]






News and blogs on our website 
In 2025/6 our news and blog posts were viewed over 13,000 times by over 11,000 individual people. 
Our stories achieved an engagement rate of 37% - this is Google’s measure of active user interaction and is the percentage of user sessions that lasted longer than 10 seconds, included a conversion event (clicking a link or opening a document), or featured two or more page/screen views. 

Google suggests that a good engagement rate for corporate websites generally falls between 50% and 70% - with a good engagement rate for informational / blog posts falling between 45% and 60%. 

The best performing website stories of 2025/6 were:
How to apply for a job in the NHS – this continues to be our highest performing news or blog post despite it being published in October 2024 based on highest number of views, engaged sessions and event count. 
Working on the front line of change: Life in the Rough Sleepers Mental Health Service - based on highest number of individual viewers. 
Response to Supreme Court ruling on the Equality Act – was the next highest performing post based on multiple metrics. 


According to Google Analytics, most people found our stories by searching and finding for it themselves (organic search). 

[image: Bar chart showing traffic sessions by channel, highlighting Organic Search with 252 sessions as highest, followed by Direct at 230, Unassigned at 166, Referral at 92, and Organic Social at 9. Chart uses horizontal dark blue bars with session counts labeled at each bar's end, illustrating channel performance in driving traffic.]















News and blogs on Staffnet 
Top three stories on Staffnet 365 in the last 12 months are: 
1. Update on demonstrations in Leeds: Supporting the Emergency, Planning, Preparedness and Resilience Team ensuring colleagues have up to date disruption information. 1,024 views by 566 users. 
2. Mutually Agreed Resignation Scheme (MARS): 555 views by 352 users.
3. Formal alignment of Leeds NHS Trusts: 408 views by 290 users.


Working with our video team to elevate our stories
Video content is king and our inhouse videography team can really bring a story to life. Here’s a great example from the Baton of Hope event (referenced earlier). 

[image: Image with link to video on YouTube at https://www.youtube.com/watch?v=JxX4UuuMH_M ]
Coverage of the Baton of Hope tour combined emotional and hopeful interviews, event footage and personal reflections to create a compelling message about hope, stigma and the importance of talking openly about suicide.




7. Measure what we treasure: using data in communications to get better outcomes 

Social media analytics from 2025/6

· Positive sentiment: Over 55% of inbox messages were positive, meeting the agreed objective.
· Reach and visibility: Facebook reach increased from 104,815 to 642,143, indicating stronger content resonance.
· Engagement quality: LinkedIn top eight posts averaged 6.5% engagement, exceeding the healthcare benchmark of 3.3%.
· Video effectiveness: Instagram video views increased from 585 to 6,663, supporting wider reach and storytelling.
· Recruitment impact: Narrative‑led recruitment campaigns, including Rough Sleepers and Healthcare Support Worker roles, generated high engagement and supported application uplift.


Recruitment campaigns
The two recruitment campaigns detailed below were our most high‑profile workforce initiatives of the year, using targeted, engagement‑led communications to support hard‑to‑fill roles and deliver measurable improvements in application quality and recruitment outcomes.

Rough Sleepers Services 
We supported the recruitment of two hard‑to‑fill roles within the new Rough Sleepers Mental Health Service. A targeted approach using social media, video content and blog promotion aimed to raise awareness of the roles, showcase the service, and reach a wider and more relevant candidate audience than previous recruitment rounds.

Key results and highlights
· Improved recruitment outcomes: The Band 6 Mental Health Practitioner role attracted 28 applications, almost double a previous campaign without communications support, while the Band 8a Senior role received 15 applications for a post that typically attracts very low interest.
· Strong digital reach and engagement: The recruitment blog and video content performed particularly well on Facebook and LinkedIn, with the blog post reaching over 84,000 people on Facebook and generating strong engagement across channels.
· Positive service feedback: The Clinical Team Manager confirmed that the social media and video content directly supported recruitment, highlighting the value of dedicated communications input.

Healthcare Support Worker Recruitment 
We supported the recruitment campaign for Healthcare Support Workers across inpatient mental health services. The campaign trialled a refreshed, webinar‑first approach designed to attract better‑informed candidates, reduce unsuitable applications and support services experiencing high vacancy levels. Activity focused on targeted promotion across Facebook, LinkedIn and the Trust website, encouraging potential applicants to attend a free information webinar before applying.

Key results and highlights
· Strong interest and reach: The campaign generated 211 webinar registrations, exceeding the original target, supported by high reach on Facebook (27,000+ users) and strong engagement rates on LinkedIn.
· Improved recruitment quality: Of the webinar attendees, 16 applications were submitted, resulting in three successful appointments, with hiring managers reporting improved candidate calibre and reduced shortlisting time compared to traditional recruitment.
· High website engagement: The recruitment page showed a 27% engagement rate, indicating that users landing on the page were highly interested and actively engaging with the content.





8. Improving our approach to service user information

Accessible Information Standard project 
We kicked off a project to assess and strengthen our compliance with the Accessible Information Standard, to ensure that everyone who uses our services can access, understand and engage with our information in a way that meets their individual needs. 

As an NHS trust, we have a duty not only to meet our statutory responsibilities, but to remove barriers that can prevent disabled people and people with impairments or sensory loss from receiving safe, effective and person-centred care. By reviewing our current practices and improving how we identify, record, flag, share, meet, and review communication needs, we are directly supporting our strategic objective of improving our approach to service user information. This work helps promote equity and inclusion, and ensures that people are better informed, more involved in their care, and supported to access our services with confidence. 

Refreshing the procedure for producing information for service users, carers and the public
This has been an important step in improving our approach to service user information. Its emphasis on quality and accessibility serves as a reminder to all colleagues of the standards we should uphold when producing information for those who need us. 

While retaining many of the original core principles, this revision aimed to simplify and clarify processes for staff, making it easier to apply in practice. Input from both staff and service user representatives helped shape the revisions, ensuring it reflects lived experience and supports the production of clear, accessible, and inclusive information for all audiences. 

Improved website content and accessibility in line with best practice – HTML first approach 
Improving website content through an HTML‑first approach strengthened how we provide service user information. By working directly with services to audit and update content, we improved clarity, accuracy and consistency across key service pages. Prioritising page‑first, structured content also improved internal search results, making it quicker and easier for service users to find the information they need. This approach put service users’ needs at the centre of our content, supporting clearer pathways to support and more inclusive access.






9. Attracting and retaining great people 
Ask any member of staff in a clinical service what you can do to help them, and it won’t be long before you hear the response: “We need more staff.” Which is why attracting and retaining great people is one of our strategic objectives. 

We do this by promoting LYPFT as a rewarding, inclusive and supportive place to work. Activity combined targeted recruitment campaigns with improvements to the Trust’s careers webpages, ensuring content was accessible, up to date and aligned with government accessibility standards, while showcasing real career opportunities and staff experiences where available.

Key results highlights
· High visibility and engagement across digital channels, with targeted recruitment campaigns supporting hard‑to‑fill and priority roles. Campaigns such as Rough Sleepers Mental Health Services and Specialised Supported Living Services contributed to strong application volumes, interviews and successful appointments.
· Strong careers webpage performance, with over 73,000 page views and 60,000 sessions to careers content between April 2025 and March 2026. The ‘Latest jobs’ page was the most visited, accounting for almost 50,000 views, demonstrating the website’s central role in converting interest into applications.
· Improved quality and accessibility of careers content, including the removal of outdated information and updates to meet government accessibility standards. While case study content remained limited, blogs promoting Rough Sleepers services and apprenticeships helped maintain people‑led storytelling and support recruitment messaging.

Looking ahead, we will continue to build on these foundations by strengthening links between campaigns and careers pages, increasing staff case studies and blogs, and using web analytics to further refine how we attract, inform and retain people across the organisation.


Reasons to Be Proud
The Reasons to Be Proud campaign formed a core strand of the Trust’s reward and recognition communications across 2025/6, celebrating staff achievements, team success and research impact. Delivered across Facebook, LinkedIn and Instagram, the campaign focused on authentic, person‑centred storytelling aligned with the Trust’s social media strategy and values, helping to strengthen staff morale and public confidence.

Key results and highlights
· Consistent, high‑impact good news: Over 30 staff recognition and case study stories were shared across the year, far exceeding monthly good‑news targets and maintaining a steady flow of positive content.
· Strong reach and engagement: The campaign generated 212k+ impressions with a 2% engagement rate, with Reward and Recognition posts consistently outperforming other content types and several LinkedIn posts meeting or exceeding the 3.3% engagement benchmark.
· Clear strategic alignment: Stories showcased excellence in care, inclusive and trauma‑informed practice, staff leadership and research impact, directly supporting objectives around sentiment, reputation and confidence in services.

Overall, Reasons to Be Proud made a significant contribution to improving sentiment toward the Trust and highlighting the people behind our services. We look forward to building on this success, continuing to champion staff achievements and share impactful, values‑driven stories that demonstrate the difference our colleagues make every day.







10. Emergency Planning: warning and informing to save lives and prevent harm.

Being ready to respond rapidly to incidents and events is crucial in an effective comms team. Thankfully the Trust did not experience any major or critical incidents during the year, but we had our fair share of issues to respond to. 

Industrial action by our resident doctors
With resident doctors in dispute with the BMA over pay and conditions for over 3 years, it's a been a priority of ours to keep our colleagues and the communities we serve in-the-know to help minimise disruption for staff and service users and protect patient safety. 2025/26 saw resident doctors walk out on three occasions, requiring our team to form a key part of the Trust's Strategic Coordination Group each time.

Throughout, we've worked closely with emergency planning colleagues, coordinated and cascaded public health messaging from NHS England, and wrote staff messages from our Chief Operating Officer, to ensure staff, service users, carers and the public were aware of disruption and what to do during the strikes. We've also briefed colleagues on the progress we've made towards NHSE's 10 Point Plan to improve resident doctors' working lives.

Keeping staff informed and supported during a time of community protests
Our approach to keeping staff informed during the recent period of protests has been focused on timely, transparent communication alongside creating space for dialogue and support. We shared regular updates through internal channels, including alerts about local demonstrations in Leeds in partnership with West Yorkshire Police, ensuring colleagues had clear guidance on safety and awareness. 

Alongside this, senior leadership, including our Chief Executive, reinforced messages through blogs and team communications, recognising the wider impact of rising tension and uncertainty on both staff and service users. Importantly, we listened and adapted our approach based on staff feedback. Colleagues told us they valued opportunities to talk openly rather than only receiving information, which led to the introduction of dedicated listening sessions led by our Head of Equality, Diversity and Inclusion. These sessions, alongside enhanced signposting to wellbeing and support services, helped create safe, compassionate spaces for reflection, connection, and mutual support. 

This adaptive approach reflects our commitment to living our values of Integrity, Simplicity and Caring, ensuring that communication is not only informative but responsive, supportive and grounded in what our staff need during challenging times.


Damp disrupts young people’s inpatient unit  
In October 2025, our young people’s mental health inpatient unit, known as Red Kite View, declared a business continuity incident when serious damp was discovered within its psychiatric intensive care unit. We quickly joined an Incident Response Team and started what was to be a six-month programme of regular briefings and updates for staff, service users and families, and system partners as the Trust worked with various architects and contractors to firstly find out what was causing it and then fix it. 

Training our execs to be media spokespeople 
Every NHS trust is required to meet national standards on its readiness for responding to incidents. One of those is having well trained spokespeople who can communicate with patients and the public in a crisis. 

Working with our EPRR lead, the Communications Team developed a short crash course on giving media interviews. In two hours, we ran through some basic theory, gave examples of how (and how not) to do it, and put all six executives through their paces in both live in-person on camera interviews and “down the line” style interviews using MS Teams. 

Thankfully none of the execs had to put this training into practice during the year. 

Planning for emergencies
When disaster strikes, preparation is key. That's why, when our Emergency Communication and Media Management Policy came up for review, we made important changes to keep it up to date, working closely with our EPRR colleagues.

Our policy is to have a clear and managed communication strategy in situations where the Trust, or the wider community, is facing an emergency situation - that could be anything from disruption to services (like the Red Kite View damp problem described above!), to a fire in one of our buildings, to a city-wide mass-casualty event.

Our policy is now clearer on how we'll warn and inform, work with our partners, and manage the media in a crisis.


4. [bookmark: _Forward_look:_“The]Forward look: “The future ain’t what it used to be.”


As has been alluded to within this report, our Trust is set to merge with Leeds Community Healthcare NHS Trust by 1 April 2027 (this is not some elaborate April fool!). So, this is effectively the final year of LYPFT as an organisation as are energies are focused on developing and launching a new organisation. 

As campaign projects go, this is a biggie! 

Here are three things on the action card for comms:

· Run a huge team development programme to bring our two communications team together and be working in harmonious tandem by 1 April 2027. 

· Create a new brand for the new organisation – including running a consultation on deciding what our new name should be

· Develop a single solution for a new website, intranet and range of comms channels including social media. 

The strapline for the merger process is “best of both” – meaning we are learning from each other and taking the best of what each Trust does into the new organisation – whatever we decide to call it. 

That is going to require us to be open minded and ready to compromise. It might be that we need to let go of that particular channel or product we’ve spent years honing into the well-oiled machine that it is today. But that’s okay, because everything has a natural lifecycle. 

The important thing is to share knowledge and expertise willingly and without prejudice for the benefit of the new bigger team. 

Because, if the team wins, we all win. 






[image: ]
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About this booklet

Developed by carers, for carers.

This booklet is for friends, family and supporters of people with complex
emotional needs who may or may not have received a diagnosis of
“personality disorder’. We refer to friends, family and supporters as ‘carers’
in this booklet. As carers ourselves, we have developed this booklet with
staff working in Leeds Personality Disorder Services, part of the Leeds and
York Partnership NHS Foundation Trust (LYPFT).

Over the years we have met regularly to share
our Issues and get support from our peers and
professionals. However, many carers haven't
had this chance, so we wanted to share some

of our experiences and tips for coping. We have
also included information on where to get more
support and ideas to improve your wellbeing.

‘The term ‘personality disorder” s in inverted
commas because not everyone agrees or
connects with this diagnosis.

“This booklet has been reviewed by people with
lived experience of complex emotional needs
but there may be aspects that could be hard
for the person you care for to read. Reading
about the impact of our actions on others can
be distressing, regardless of whether we have
complex emotional needs. Not everyone with
and difficulties, with the aim of helpingyou ‘personality disorder” reacts or responds in the
to recognise and manage stressful situations  same way. We encourage you to think about
earlier. and discuss the contents with this in mind.

We know everyone is unique and we cannot
cover all eventualities. We will, however,
address the most common themes, patterns

We have included quotes from interviews with
carers.

| 5t o fofiends, family nd supportarsof those with complex emotiona needs

What do we mean by the term
carer?

Not everyone who is a carer would think of themselves as being a carer. In
this booklet, ‘carer’ describes partners, family members, friends, or anyone
who gives informal and often unpaid support to someone with a mental
health condition, in this case ‘personality disorder’ or complex emotional
needs.

Some common myths

[ Fact

Carers need to be in receipt of some sort of | Many carers don't receive financial benefits
finandial benefit to be offically recognised

Carers only provide practical support Iike Carers provide practical and emotional support
helping with washing, dressing, cleaning and | such as long phone calls and encouraging seff-
shopping aare

Carers are paid workers, not family members | In 2021, 5 million people provided unpaid care
in England and Wales

You are only a carer If you live with the person | Anyone can be a carer. Some travel long
you care for distances. Others support virtually by phone
calls, emalls or video chats

Carers are ‘healthy’ themselves Many carers have their own health problems

and say that caring has made them worse

According to NHS England “A carer is anyone, 66

Including children and adults, who looks after 1ts been like a three-year

a family member, partner or friend who needs  apprenticeship and my knowledge has
help because of ther lliness, fraity, disability, baen broadeied:

a mental health problem or an addiction and

cannot cope without their support. The care
they give is unpald.”

Carers often don't fully understand the
diagnosis of the person they care for and
struggle to access support for themselves. »

You've had no previous experience.
You just gotta accept that you're [in al
starting position.

Looking after yourself

Accessing help « Inability to make decisions
Getting the right support often starts with your = Drinking or smoking more
GP, both for the person you care for and for + Loss of appetite, welght loss, welght
yourself as a carer. You can register as a carer st appetle, pegitlos. weighr ot
With your GP and at the practice of the person  + Being unable to relax, feeling that you must
you care for, with their permission. This can be active all the time

be useful in EMERGEncies when you may need
to speak on their behalf. The GP can also note
other contacts for crises.

Anxiety can affect your memory. Write down  These symptoms often build up gradually,
your concerns before your GP appointment, and and carers may not notice until they become
ask them to write down important information  unwell. Others might point out changes In your
for you. If you struggle to see your GP, the behaviour at work or in relationships.
Practlcs ninse mighthelp. You might also Carers are often shocked to realise they are
g:‘;zg;ﬁ:: Ca\:f;,“:;sf;’“;xk:;"'é:‘g‘“:(;f“ stressed because they worry about who will care
e mgam{‘;m" d d for the people they care for if they can't. It's

: crudial for carers to take care of themselves. You
deserve It, and ultimately, who willlook after
you?

« Feeling tense, ‘knotted stomach, dry mouth,
thumping heart

Main signs of stress

Caring for someone with complex needs can
lead to carers feeling stressed, overwhelmed
and exhausted.

‘You might feel your relationship Is going well
‘when suddenly an unexpected change occurs,
leaving you feeling ke you're back to square
one. This may be an early sign of stress.

Some people cope with stress better than
others. Some thrive on a busy lifestyle and
nothing phases them, others cannot cope with
anything out of the ordinary and many fall in
between.

Some common signs of stress are:

Trouble sleeping

Worrying about things

Impatience and irritability about smallissues

Difficulty concentrating

Examples of self-care activities

Active
Walking
Dance
Letting off steam
Laughter/humour
YogalPilates
Sport

Creating

Baking/Cooking
Crafting
Making Music
Crochet
Learn something new

Calming /
Soul Soothing
Spiritual healing
Listening to music
Relaxation Techniques
Warm Bath

Aromatherapy
Meditation

Out and About

Cinema
Spend Time with Friends
Day Trips/Holiday
Board game events

Tech Act
Coding
Podcasts
Online Gaming
Watch Youtube, TV, Film

Extra support

Everyone needs extra help at times. ~ Peer support
Friends and family can be well Many people find it helpful to talk to others
d b who understand their ituation and get tips on

meaning and supportive but May  how others have handled similar situations. You
lack experience. They may not know  can do this face to face or online.
what it is like to care for someone 66
with complex emotional needs on a
daily basis. This is why it is good to
meet up with people who do know
what it is like and who “get it”.

Who gets that feeling... It's like... 'm
It a sign of strength to ask for support, glad I'm not the only one.
whether you need It for yourself as a carer o 9
to better understand the person you care for.

‘Whatever the reason, there are many types of
support that may suit you.

@

Sometimes you're like... I am so angry
with you right now’. And I really wish
you weren't here. And I really wish |
didn‘t have to deal with this... Having
someone else to talk to about that,





image18.jpg
[INHS|

Leeds and York Partnership
NHS Foundation Trust

Leeds Perinatal
Mental Health Service

Information for partners

Leading the way in mental health, learning disability and neurodiversity cara | intagrity | simpiicity

Who are we?

The Leeds Perinatal Mental

Health Service works with

mothers who are experiencing

mental health difficulties during
pregnancy and/or in the year
after their child is born. We offer

a number of different services,

including:

* A Mother and Baby Inpatient
Unit (MBU)

* A community team who
support mothers and families
who live within the city of
Leeds

* Anoutreach service that
provides a three-month
follow-up for mothers who
live in the Yorkshire and
Humber region and have been
inpatients in the MBU

Your partner will be allocated
their own mental health worker.
This could be a psychiatrist, a
community mental health nurse
(CMHN) or a social worker. They
will create a care plan that will
support your partner’s mental
health, and will be reviewed on a
regular basis.

If your partner agrees, you will be
encouraged to be a part of that
process.

How we work with you?
While your partner is under our
care we want to ensure that we
are also meeting the needs of the
wider family.

You also have a legal entitlement
to a carers assessment. This can

be accessed by contacting Carers
Leeds on 0113 380 4300. Please
ask if you would like some help
to access this.

We currently offer all partners:

« A fortnightly partner’s
newsletter with details of
additional support available to
you

« A fortnightly partner’s support
group. This takes place over
Zoom, every other Thursday
from 7.30 - 9pm. The group
sessions have a different
theme each time including
informal games nights, and
discussing topics and issues
that partners may experience

* 1-1 support for partners from
our peer supporter, Errol. He
can offer regular phone calls,
emotional support and advice
to any of our patients’ partners

Signposting to external
agencies that could offer you
further support

 Advice and guidance about
seeking a statutory carer’s
assessment

* The opportunity for you
to access a mental health
wellbeing assessment from the
service

If your partner is being cared for

in the community:

= You will be invited to meet
with your partner’s care
coordinator to discuss your
view of how things are going,
and how we can help

« You may be invited to attend
some sessions alongside your
partner, where appropriate

* You can contact the
Community Team office on
the number on the back of
this leaflet if you wish to
discuss issues relating to your
partner’s wellbeing

I your partner is being cared for
as a patient at the Mother and
Baby Unit:

* You are welcome to attend
appointments with your
partner as long as they are
in agreement, and in line
with current infection control
guidelines

* You can visit your partner
as much as we are able to
allow within current Covid-19

restrictions

Hi I'm Errol!

‘m the peer supporter for
people whose partners are
under the care of Leeds
Perinatal Mental Health team.

 Errol, our partners peer support
worker, is on the ward weekly,
getting to know our patients
and their families

* You will have the opportunity
to meet with our staff as a
family to explore any issues,
including the support you may
need. This may include practical
support regarding parenting

* The ward is contactable at any
time for you to find out how
your partner is doing, or if you
have any questions or concerns
about their treatment, care or
wellbeing

Becoming a parent can be a
major transition with lots of
change and uncertainty.

| understand that if your
partner is struggling with their
mental health during this
time it can be really worrying
for you, and affect your own
wellbeing. So I'm here to ensure
you have the support you need
while your partner is cared for
by our team.

Support and Information

If you would like further support
or information, we have a
resource file for partners on the
inpatient unit. Please ask the
nursing staff to see this. We can
also send it to you.

You can contact the Leeds
Perinatal Mental Health Service
Community Office on

0113 855 5505 between 9am
and 5pm.

If your partner is an inpatient
you can call the Mother and Baby
Unit on 0113 855 5509.

If you require an urgent mental
health assessment you can
contact our Crisis Service on
0800 183 1485.

If there is an emergency
situation we recommend you call
Emergency Services on 999.

If you need additional support
or information contact:

Action on Postpartum Psychosis
The national charity for women
and families affected by
Postpartum Psychosis
www.app-network.org

Andy’s Man Club
They just want to get men talking
www.andysmanclub.co.uk

Carers Leeds

For you if you are you helping a
partner due to their illness
www.carersleeds.org.uk

Dad App

The essential guide for new dads,
developed with the NHS
ww.thedadpad.co.uk

Leeds Dads

Support for dads and their
preschool kids
www.leedsdads.org

Leeds Mental Wellbeing Service
11APT

Online Self-Help Therapy and
Counselling
www.leedscommunityhealthcare.
nhs.uk/our-services-a-z/leeds-
mental-wellbeing-service/home/
Mind

Perinatal mental health problems,
possible causes, treatments and
support
www.mind.org.uk/information-
support/types-of-mental-health-
problems/postnatal-depression-
and-perinatal-mental-health/
about-maternal-mental-health-
problems

PANDAS Dads Facebook Group
www.facebook.com/groups/3678
85373581814/ ref=share

PANDAS Foundation

Support for parents affected by
perinatal mental illnesses
www.pandasfoundation.org.uk

Would you ke this information inan alternatve format?
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« Problems with language and
communication

e Problems with behaviour
* Autism

We also support other specialist
teams such as eating disorders
services and learning disabilities
teams.

How we work

After we receive a referral, we
will make a first appointment
to discuss the referral with
families. We will then usually do
a more thorough assessment.
This will guide us in thinking
about how best to help the
child or young person. We offer
support to families, carers and
other professionals. We like to
meet regularly with parents/
carers, schools/colleges and
other professionals to share
information and keep people
informed.

How we help will depend on
what the problems are and on
our assessment. We may do 1:1
sessions with children and young
people, or sessions for parents/
carers or others supporting

the child/young person, or a
combination of these things.

Appointments can be carried
out in a variety of places for
example at home, in schools
or colleges, at GP surgeries/
local healthcare centres or at
our bases, within local Child
and Adolescent Mental Health

ity and neurodiversity care

integrity | simplicity

Services. This will depend on the
type of session and what is best
for children, young people and
families. We are also able to offer
appointments using video such as
Zoom or WhatsApp.

Our sessions are usually 45-60
minutes long and we usually

do 6-10 sessions over a period

of time. However, this can vary
depending on the nature of

the problems and the type of
sessions. We review sessions
regularly with young people and
families to monitor how things
are going. We try and develop
simple and practical interventions
that can be implemented quickly,
and we always involve children,
young people and families when
making a care plan.

In addition to this we can

work alongside local Child and
Adolescent Mental health services
to provide care to children, young
people and their families. We
don't offer immediate support in
a crisis, and we don't offer out-
of-hours care; however, we will
work alongside local crisis teams
who provide these services.

How can you help?

Share your concerns with a
professional who knows your
child and ask them to contact

us. We accept referrals from any
professional or service working
with a child or young person, for
example:

Who we are

We are a specialist Child and
Adolescent Mental Health Service
(CAMHS) working with deaf
children and their families. We
cover the North of England and
have teams in York, Manchester
and Newcastle.

Who we work with

« Children and young people up
to the age of 18 years old who
are severely to profoundly
deaf and their families

« Deaf children and young
people with significant
difficulties with language
and communication and their
families

* Hearing and deaf children of
deaf parents

We also work alongside:

« Teachers and education
professionals

« Child and Adolescent Mental
Health Service (CAMHS) teams

« Other professionals who work
with deaf children and their
families

Funding

Deaf CAMHS is nationally
commissioned as a specialist
service, which means there is no
cost to families or local GPs.

What can we do?

We can help if a child or young

person is having difficulties that

are affecting their home and/or

school life, for example:

* Feeling very stressed

« Feeling very anxious and/or
being overly worried about
things

* Very over-emotional

« Feeling very down and/or
being withdrawn

¢ Consistent low mood

¢ Low-self esteem

¢ Problems with eating

« School/college or Teacher of
Deaf children

* GP or Paediatrician

* Social Worker

* National Deaf Children’s
Society (NDCS) regional
representative

We don't accept referrals from

families themselves, but we are

happy to talk to families to help

them access our service.

Contact us

North Hub -

Yorkshire and Humberside
National Deaf CAMHS, Suite 12,
IT Centre, Innovation Way,
York, YO10 5NP

Tel: 01904 294 231

Text: 07980 969 113

Email: NDCAMHSNorth.lypft@
nhs.net (please contact us to
arrange a video call if needed)

North East Outreach

National Deaf CAMHS, Deaf
children, young people and
family service Benton House,
136 Sandyford Road,
Newcastle upon Tyne, NE2 1QE

Tel: 01912 106 875
Text: 07973 638 224 (Mon-Weds)
and 07980 967 638 (Thurs-Fri)

Email: NDCAMHSNorth.lypft@
nhs.net (please contact us to
arrange a video call if needed)
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North West Outreach

National Deaf CAMHS, Deaf
children, young people and
family service, Harrington
Building, Royal Manchester
Children’s Hospital, Oxford Road,
Manchester, M13 9WL

Tel: 0161 701 4519
Text: 07980 967 207
Email: NDCAMHSNorth.lypft@

nhs.net (please contact us to
arrange a video call if needed)

Contact us if you have a
suggestion, comment, compliment
or complaint about the service
please contact the Patient Advice
and Liaison Service (PALS) on:

Tel: 0800 0525790
Email: pals.lypft@nhs.net

Would you ke this nformation n an altemative format?
e R

RIS

e cntc e trprestion s i ppor Team o
B nen o varaaona oo





image20.jpg
INHS 70—

Leeds and York Partnership
NHS Foundation Trust

Leading the

Leeds Autism
Diagnostic Service
Carer lnformaion

Leeds Autism
Diagnostic Service

ay in mental health, learing disability and neurodiversity caro

Section 2:
What is Autism?

Autism, also known as Autism
Spectrum Disorder (ASD), is a
lifelong neurodevelopmental
(meaning affecting the development
of the brain) condition affecting
how individuals perceive and
interact with the world around
them.

People with autism/autistic people may have
challenges with social communication and
Interaction, and understanding and managing
‘emotions, affecting their relationships. They
may have challenges coping with change,
unusual o intense interests, and repetitive
behaviours, affecting their day-to-day life.
Some also have differences in how they process
information from their senses, for example,
sounds, smells, textures, touch, or the sensation
of pain, hunger or thirst.

Asa carer of someone who has been diagnosed
with autism, you will appreciate that each
person with autism/autistic person s unique,
with their own challenges and strengths.
Because autism is a spectrum, each person

Is affected i different ways and in varying

environment they are in and how well they
are understood. This means that their need

for support might change from place to place,
or over time. There are times when autistic
people/people with autism might become
overwhelmed, for example, when there are lots
of changes or social demands, and some can
experience meltdowns or shutdowns which can
be challenging to support someone through.
o learn more about what autism is, and

how to support someane with a diagnosis of
autism, you may wish to look at the following
resources:

Autism
Central

www.autismeentral.org.uk/guidance/
understanding-autism

National
Autistic
Society

degrees, depending on things like the

‘www.autism.org.uk/advice-and-guidance/
whatis-autism

Section 3:
Carers' rights

Legislation means that carers have particular rights. These are summarised below:

« Care Act 2014 - carers have a right to have
their needs assessed by their Local Authority
(this s called a Carers Assessment) to identify
what support the carer needs. This applies to
carers aged 18 years and above. Under the
Children and Families Act 2014, carers under
the age of 18 years (also known as young
carers) have similar rights.

A Carers Assessment Is not about judging
the care you provide. It about you and
how your caring responsibilities affect your
wellbeing, and what support might help.
The assessment will be organised by the Local
Authority where the carer (not the service
user) lives but may be carried out by another
organisation.

In Leeds

Carers assessments are carried out by

Carers Leeds, Tel: 0113 380 4300

In York

Carers assessments area caried out by

York Carers Centre, Tel: 01904 715490

In other areas, contact your local council to
find out about getting a carers assessment.
1f you are not sure who your coundil Is, ask a
friend or neighbour, or look at your coundil
tax bill. www.gov.uk/find-local-council

Once you have found your local coundil's
website, type ‘carers assessment' n the
search bar to get detals of how to geta
carers assessment in that area.

* Health and Social Care Act 2022 - carers
should be involved in decision-making when
patients with care needs are discharged from
hospital.

* Carer's Leave Act 2024 - carers who also have
a job are entitled to one week's unpaid leave
per year f they are providing or arranging
care, from the first day of their paid
employment.

For more information on carers’ rights,
please visit: www.carersuk.org/help-and-
advicelpractical-support/what-are-your-
rights-as-a-carer/
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Section 4:
Support for carers

‘There are a number of national and local support organisations for carers, and specifically for

carers of people with autism.

UK-wide carer organisations

AR carersuk

Carers UK provides Information and support to
carers all over the UK. This Includes information
on benefits, councll tax rellef, and carer rights.
‘They also have a national helpline, which can be
accessed via telephone or emall.

Tel: 0808 808 7777

Email: advice@carersuk.org

www. carersuk.org

Si_b_?

Sibs s a nationwide service that provides
Information and support to adults, young
people and children who have grown up with
or are growing up with a brother or sister with
a disability, including autism, and thelr parents.
wwwsibs.org.uk

Autism
Central

Autism Central. As parents and carers of autistic
children, young people and adults, it can be
hard to find help when you are trying o get
the right support. Autism Central aims to

make It easler to lear more about autism and
services available to you.
‘www.autismcentral.org.uk

citizens

E

tizens Advice provides information and
support on a wide varlety of Issues Including
benefits, work, money, debt, housing, family,
law, health and Immigration. To find your local
Gtizens Advice, viit their website below and
type In your postcode or the name of the place
youlive in.

Tel: 03444 111 444

wwwdtizensadvice.org.uk/
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You're reaching a wider audience

We increased your distribution because you've

29 September 2025 - @ 26 Septembe
We're proud to celebrate the We're so pr
Working Age Liaison Psychiatry In... colleagues

Tips to create high-quality content

2= Connect with your audience in different ways.
Trv nostina reels. live video. stories and posts.

ere @ Create Post
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(NHS) Leeds and York Partnership NHS Foundation Trust &
Published by Orlo @ - 16 January - @

Chloe, a former service user at the Becklin Centre, has turned her recovery journey into a mission to
support others.

After years of inpatient care and nearly a year without admissions, Chloe wanted to give back to the
place that helped her. She coordinated a donation of over 200 self-care items, from shampoo and
deodorant to sanitary products and lip balm, for current service users.

Her thoughtful gesture is a beautiful reminder that recovery is possible, and that lived experience can
inspire real change.

Thank you, Chloe, for your kindness, your courage, and your commitment to helping others feel cared

for. .
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We're hiringt
Wantto be part of a team that's making a real difference in Leeds?

The Rough Sieepers Mental Health Service is @ new and growing team supporting people who ar
currenty, or at risk of,rough sieeping. In this blog, staff share what the work means to them, and why
itmatter

1f you're ooking for a role where you'l see the impact of your work every day, check out the blog
below and find the job lnks I the comments

https://orlo.uk/Working_on_the.front line_of change_ Bmw31
#NHSJobs #MentalHealthSupport #LeedsCareers #Team LYPFT #JoinOurTeam
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We are recrufting Lived Experience Advisors!

Have you or a relative accessed mental health services? Your experience matters.
Join us to help shape and improve services across Leeds and York Partnership NHS Foundation Trust
(e,
Paid and non paid opportunites available
Training & support provided
Allages weicome
Information Session
= Wegnesday 14th January 2026
10:00 AM — 1200 PM
The Community Wellbeing Hub, Reginald Terrace, Leeds, LS7 3£Z
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We're proud to share that our Chief Executive, Sara Munro, has been named one of
the top 15 NHS Chief Executives by the Health Service Journal (HSJ).

Sara is the highest-ranked NHS leader in the Yorkshire and Humber region, and this
recognition reflects her outstanding leadership rooted in integrity, simplicity and

caring — the values we hold at the heart of everything we do.

Congratulations, Sara, and thank you for the difference you make to our Trust and to
the wider NHS.

#Leadership #NHS #HS) #TeamLYPFT
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We're Hiring Heathcare Support Workers!

I never imagined how rewarding this role could be — every day | help someone feel seen, heard, and
supported.” — Heslthcare Support Worker, LYPFT
Ifyou'e looking for a career that makes a real difference, this could be your moment, We're recruting
Healthare Support Workers to Join our mental health teams — and we're doing things diferently tis
time. Instead of applying straight away, we're inviting you 10 free webinar where you'l:
“Discover what the role involves
“Hear from current staff about their xperiences
“Learn how the recruitment process works
~ask questions before deciding to apply
Wnether you're new to healthcare or looking for 3 fresh start, this Is  great way to explore the role
with no pressure.
= Webinar Date: Tuesday 21 October 2025

Sign up here: https://0rlo.uk/IoSTT

Want more info? The ful details and recruitment process are n the first comment below.

2
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Which channels are driving traffic?

[ sessions
Organic Search 252
Direct 230
Unassigned 166
Referral 92
Organic Social -9
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Would you like this information in an alternative format?

For a translation of this document, an interpreter, a sign language
interpretation or a version in:

HE B D Zox

Braille Large Print Audio Easy Read

please contact the Interpretation and Translation Support Team on
0113 85 56418/9 or translation2.lypft@nhs.net

Job Ref: 26/0027 May 2027 www.leedsandyorkpft.nhs.uk





