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About Together for Short Lives 
 A new charity - merged in Oct 2011 to be one voice for UK children’s palliative care. 

 

 We represent the UK’s 49,0000 children and young people with life-limiting and life-

threatening conditions. 

 

 We support everyone who loves and cares for children with life-limiting and life-threatening 

conditions – families, professionals and services, including children’s hospices. Our work 

helps to ensure that children can get the best possible care, wherever they are, and 

whenever they need it.  

 

 We are a membership charity – for professionals, organisations, including children’s 

hospices and families. Over 800 members and 3000 newsletter subscribers.  

 

 Having an extensive membership is key to our awareness raising and strengthens our 

social media might. 

 



Awareness raising is at the heart of our 

work and our four strategic objectives 

 
Together for Short Lives wants to see a world where every child 

and family gets: 
 

The right information from the moment of diagnosis so they can make 
choices about the care they receive. 
 

Easy access to services so that they can spend more time with their 
children. 
 

The best quality of care. 
 

Support they can rely on now and throughout their journey. 
 

Members central to delivering our strategy 
 



What is the role of social media in delivering our 

PR and awareness raising strategy? 

• What did we do pre the digital age? 

 

• Is social media important, or can we ignore 

it? 

 

• 91% of online adults use social media 

regularly 

 

• In the UK: 

•  

41 million Facebook users  

•  

10 million on Twitter 

• We now have the opportunity to really take 

control – masters/mistresses of our destiny. 

 

• It’s free to use 

 

• Flexible – lots of different channels or 

different audiences 

 

• You control your content, the timeframe and 

you are in charge of writing your messages. 

 

• BUT you need to make a huge investment 

at a strategic level 

 

 

 



We now have a successful and integrated 

social media strategy 

 

Social media is a key tool to reach our objectives. 

 

Social media helps us to: 

 

Raise awareness of the needs of children and families 

 

Provide families and professionals who care for them with information so 

they can make the right choices for their individual family 

 

 Lobbying for funds and policy change 

 

Create brand awareness 

 
 



It’s been a long journey 

 It took us a while to find our tone of voice 
 

A tiny following. We only operated on Facebook and Twitter  
 

No clear policy 
 

Not integrated or a strategic approach  
 
 
 

                     2700 followers 
 

                   
                       Zero likes 



In just two years we have 

 

 

                                         

                          14,300 followers 
 
                   10,400 likes 

 
 

                                   
                  Strong LinkedIn groups 

 
                                       
                  Biggest view – 301,539 views 

 
 



The secret of our social media 

success: Our principles 

 

 

 

 

• Investing in your team 

 

• Identify your goals 

 

• Knowing your audience and what 

platforms to use to engage them 

 

• Integration across the organisation 

 

• Clear tone of voice and sense of 

who we are 

 

• Creating engaging content 

 

• Planning – social media calendar 

 

• Responsive and engaging 

 

• Maximising our stakeholders 

 

• Feedback and thanks 

 

• Training and research 

 

• Invest in measuring and evaluating 

 

• Ready for a crisis 

 

• Digital integration 

 



What we do and why it works 
 

Tell stories. “People respond to stories, not data.” 
   
Choose the right channel. “Match your content to different platforms and 

audiences.” 
   
Be truthful. “Don’t pretend you’re something you’re not.” – give them the 

genuine article that reflects who you are 
   
Work together. “Collaborate with people and organizations who are fighting 

for the same cause.” And remember it’s not a one way street 
   
Have fun. “Work should be fun and making work fun brings success” 
  

 
 



Tell stories “People respond to 

stories, not data.” 
• Volunteering in children’s hospices 

 

• Case studies – facebook 

 

• Statistics and research – twitter 

 

• #shiningaspotlight #volunteering 

•   

• New volunteer case study for every 

day in September  

  

• Total facebook reach of 52,000 over 

the month 

•   

•   

 



Shining a spotlight 



Choose the right channel: “Match your 

content to different platforms and audiences.” 

Making the most of world hospice and palliative care day and Hospice Care 
Week  
 

Palliative care myths campaign – matching content to different platforms 
 

Facebook gave us the opportunity to write prose as long as we like – 
therefore we were able to publish both the myth and the info to dispel it in a 
single post. 
 

   As you are limited to 140 characters on Twitter we needed to split our myth-
busting into three messages per myth: the myth; the reality and the 
supporting info. 
 
 



Palliative care myths campaign  



Be truthful: 10,000 likes 

• Being honest about our following and 

who we are 

 

• Engaging with our followers 

 

• 10 shirts, ten balloons, ten publications, 

ten cups of tea... 

 

•  
 



We smashed our target early – but 

rolled out our plan 



Work together: Children’s Hospice 

Week 
•   
• Together for Short Lives took the lead with 

social media management of Her Royal 

Highness The Duchess of Cambridge’s 

special video message. 

 

• Collaborating with our members for the 

benefit of all. 

 

• Template social media messages for a 

united voice 

•   

• Dedicated #childrenshospiceweek to unite 

all our twitter posts 

•   

• Corporate partners engaged by posting 

pictures and videos of fundraising initiatives 

•   

 

•   

 

 

 

• Celebrities interacted with us on social 

media. 

 

• 300 tweets and 70 facebook messages 

•   

• 50% members engaged using our 

template social media messages 

•   

• 663 new likes 

•   

• 2,600 facebook page visits 

•   

• Highest facebook viral reach of 42,000 

•   

• Website – over 28,000 unique visitors 

•   

• 300,000 YouTube views 

 



HRH, The Duchess of Cambridge 

 



Children’s Hospice Week 



Have fun! “Work should be fun and 

making work fun brings success” 

 



Any questions 


