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Acronym soup:

• BHP (HITS)

• NIHR CLAHRC

• CRN

• WEAHSN

• UWE

• UHB NHS Trust

• NIHR ARC West

• NIHR BRC

• PPI/PPIE/PCIEP



PHWE: People in Health West of England



Before we start looking at advertising – some context

• Most PPI meetings held during office hours

• Recruitment information supplied by academics/researchers

• Today we are looking at remote advertising – written ads.



How it worked back in the day 



How it worked back in the day (part 2)



No admin





New administrator

• April 2020 (at the beginning of the very first lockdown) 

• Only 40% respondents max opening emails.

• Newsflash restarted and the opening figures dropped to less than 35% 

with even fewer clicking through to the adverts.

• Feedback from researchers/advertisers

• At the same time we became concerned about some of the content.



Ask the people

Five people – a mixed bag

• Keymn: First time involved.  Young women with a small baby

• Fred: Had been involved in the past but never since. Older 
working man (bus driver)

• Susan: Regular member of our Plain Language Panel

• Antonia: New to PPI.  Has dyslexia

• Eva: Long time PPI.  Has helped with workshops.  Strategy 
group member.

• Sarah: Sarah’s son is a member of our YPAG



Sarah – my part in all this









What did we learn?

• When in doubt, ask your public contributors

• Especially the people you are trying to attract

• Keep it simple and clear

• Use plain English

• It’s not rocket science (and it’s best if it doesn’t 
sound as if it is)



Questions



Download our templates:

arc-w.nihr.ac.uk/ppi-ads

Get in touch

Mike.Bell@Bristol.ac.uk

Zoe.Trinder-Widdess@Bristol.ac.uk
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