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HELP THROUGH CRISIS TOOLKIT

MESSAGES AND TACTICS FOR INFLUENCING
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About the Help through Crisis programme

Help through Crisis is a £33 million National Lottery funded programme set up by the Big Lottery Fund, the largest 

funder of community activity in the UK. It supports 69 partnerships across England which help people who are 

experiencing or at risk of hardship crisis to overcome the difficulties they are facing to plan for their futures. The 

partnerships receiving National Lottery funding through the Help through Crisis programme bring together small 

voluntary groups and established charities to work together locally. Working together, they offer people advice, 

advocacy and support which matches their personal circumstances. The aim is to look at the issues people face, and 

the underlying causes, from their basic needs, to their physical and mental health, to skills and employment. People are 

supported to draw on their personal experiences to build on their skills and strengths so they are ready to seize the 

opportunities and challenges ahead.
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Introduction

Help through Crisis (HtC) partnerships are already working 

collaboratively with large and small organisations or have 

aspirations to do so in the future. This includes working 

with statutory services to improve the local services they 

provide (e.g. local authorities, JobCentre Plus, health 

providers), and collaborating with other voluntary sector 

organisations to capture data about what’s happening in a 

region.

Almost one hundred people involved in running HtC projects 

attended regional workshops across England in January 2018. In 

the afternoon, discussions led by Hopkins Van Mil focused on 

experiences of collaborative working, including what has 

worked and what hasn’t. This toolkit summarises the key 

messages and tactics shared and it has been designed to 

support you to take these messages forward in each region. 

We’d love to hear from if you have any ideas for this toolkit or 

other resources you’d like to see. You can get in touch at: 

HelpThroughCrisis@ipsos.com

Help through Crisis support team
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Deciding (and agreeing) on the right message is often the hardest part in working with other 

organisations to bring about local change. The right approach will vary depending on who you are 

speaking too. However, partnerships are already using four common messages to speak to local 

services - emphasising their expertise and illustrating what they can do to help.

DECIDING ON YOUR MESSAGE1

“We know what’s really going on with the people you are responsible 

for”
WHAT

“We know how to support people in crisis – and we can prove it”HOW

“We can help you identify small changes to make big improvements”HOW

“We can help you do the things you don’t have resources to do”WHY
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DECIDING YOUR MESSAGE

Here, the focus is on building messages that 

illustrate your expertise by tapping into what you 

and the people you work with know (about a local 

area, a group, a service) to inform services and 

make the case for change. For example, providing 

intelligence to local authorities about invisible 

homelessness, telling housing providers about 

environmental health issues, or informing GPs that 

sick notes and letters are too expensive for some 

so practices should try to avoid charging for 

letters. You are building your credibility as an 

organisation to listen to and ensuring knowledge 

from the lived experience of beneficiaries is 

shared widely. 

“We know what’s really going on with the 

people you are responsible for”

Here, you are demonstrating how support can be 

provided or making suggestions for better or new 

ways of doing so, based on real evidence from 

HtC projects and the lived experience of 

beneficiaries. This could help with potential 

funders, illustrating how your work has an impact, 

as well as organisations you might want to partner 

with. 

Examples include: 

“Showing that small system changes make a 

big difference to HtC beneficiaries i.e. monthly 

payments, improved assessment process.” 

“[Demonstrating] what works best to reduce 

the support required for those in crisis need.” 

“We know how to support people in crisis –

and we can prove it”
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DECIDING YOUR MESSAGE

Similar to the message on the previous slide, this 

is about communicating how an organisation can 

make changes that would lead to significant 

improvements for individuals and their own 

services. The importance of having a credible, 

evidence-based voice may be crucial here, 

particularly if the message means changing how 

an organisation works. It could include, 

demonstrating how short term investment can 

lead to long term savings by showing how 

prevention is cheaper than crisis response or the 

cost savings to clinical commissioners of freeing 

up beds. 

“We can help you identify small changes to 

make big improvements”

This final message focuses on why an organisation 

should collaborate with you, emphasising the 

value of creating a positive environment and the 

benefits that working together can bring. 

For example, providing access to beneficiary 

groups and being a service or resource that 

organisations can signpost to (e.g. via social 

prescribing). 

“HtC is a driver to change: we are an asset, we 

work with 'hard to reach' groups, we can access 

different funding streams & volunteers.”

“We can help you do the things you don’t 

have resources to do”
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AGREEING WHICH TACTICS TO USE

The right mix of tactics will depend on the message and the audience, but the tips below are a 

useful starting point for planning an approach. They break down into three key themes:

1

2

3

Forming strong relationships with local organisations, influencers and 

referral agencies.

Using evidence to tell a story through evidence of hard outcomes 

(including social return on investment), case studies and collating data 

from across the HtC programme.

Adapting communications to the audience by taking a flexible 

approach to the platform being used, repeating messages and involving 

beneficiaries.



8

Coalition building with local organisations and influencers including through local 

forums , sharing your vision and talking to people about the bigger picture to get them 

involved. 

Also – share your vision, talk to people about the bigger picture to get them involved.

There was also a recognition that some areas require national conversations and collaboration.

1. FORMING STRONG RELATIONSHIPS
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1. FORMING STRONG RELATIONSHIPS

Building relationships with referral agencies and other public services, including by providing 

training and job shadowing opportunities. This could help to share knowledge across frontline services 

and cut through some of the challenges partnerships face in working with organisations like DWP and local 

Job Centres. 
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1. FORMING STRONG RELATIONSHIPS

GP surgeries and health settings were also regarded as a sector where closer 

working relationships, including co-location, could have a positive effect. 

Partnership working with housing providers was also seen as important, with 

suggestions including hosting community forums and partnership work in strategic 

planning. 
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2. USING EVIDENCE TO TELL YOUR STORY

Using data to evidence the impact of work including demonstrating the outcomes that have been 

achieved and the potential money saved by a project. This can (and should where possible) include 

beneficiary voices as well as quantitative data from evaluation activities capturing outcomes measures as 

well as outputs. 
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2. USING EVIDENCE TO TELL YOUR STORY

In particular, case studies and personal stories are an effective way of engaging with decision makers. 

Evidence and learning from across the HtC programme could be collated and shared to maximise the 

evidence available across the programme.
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3. ADAPTING COMMUNICATIONS TO THE AUDIENCE

Taking a flexible approach to communications by using a variety of different approaches and platforms 

was seen as a key tactic. This includes working with and supporting beneficiaries to be involved in 

communicating messages to decision makers and collaborating with the Big Lottery Fund and HtC partners. 
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TAKING THIS FORWARD

We hope this toolkit helps you to think about the tactics you can use to get key messages across. 

In particular, we’d encourage you to reflect on the following questions: 

What tactics are you already using? 

What relationships do you need to build locally? What about regionally 

or nationally?

Are you collecting the right evidence to communicate effectively?

Are you using the data you have in the right way?

How can the Help through Crisis programme support you in getting key 

messages across? 

And let us know if we can help. We’re planning future regional and national events, as well as further 

resources and toolkits so get in touch if you have ideas on what would be valuable to your partnership. 

HelpThroughCrisis@ipsos.com

mailto:HelpThroughCrisis@ipsos.com
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TAKING THIS FORWARD

The Big Lottery Fund publicity team are also here to support you to tell your part in the Help 

through Crisis story. They have developed some guidance on Telling the story of Help through 

Crisis that sets out the Fund’s key messages for the programme and how you can work with them 

to maximise your impact whether you are talking to the media, using social media or hosting 

events. You can also get in touch with the team at: 

publicityteam@biglotteryfund.org.uk

For more guidance on publicity, visit: www.biglotteryfund.org.uk/welcome

mailto:publicityteam@biglotteryfund.org.uk
http://www.biglotteryfund.org.uk/welcome

