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OBJECTIVE 

Sign, a charity dedicated to supporting deaf people with health 

problems, launched a revolutionary computer program SignHealth in 

2006 to help health professionals communicate with deaf patients. 

To highlight the benefi ts of the groundbreaking technology to the 

public, deaf community and healthcare industry, Sign appointed Storm 

Communications to implement a six-month PR campaign. 

SOLUTION 

A limited budget meant a hard-hitting media relations campaign 

was the ideal route to raise awareness of SignHealth to all relevant 

audiences. Storm knew at the beginning of the campaign that 

signifi cant developments were being made to the program so 

suggested splitting the campaign in two: an announcement to launch 

SignHealth to the media, which took up the fi rst four months, and 

follow-up media work for two months in 2007 after the developments 

had been completed to keep up media interest. 

As the charity’s primary target was healthcare professionals, Storm 

contacted healthcare publications individually with a tailored approach 

and arranged a series of interviews, leading to in-depth articles. 

To also create a demand among end users, Storm issued press releases 

to all national and regional media, each tailored to the region and 

mentioning their local Primary Care Trust. 

Lastly, media aimed at people with hearing diffi culties was approached 

to write about the technology to encourage deaf people to lobby their 

local PCTs to adopt SignHealth.

RE SULTS 

The launch of the program created a massive interest among regional 

and local newspapers, with 99 covering the story and 12 regional radio 

stations broadcasting news about it. SignHealth’s key trade titles also 

reported on the technology, including Capital Doctor, GP – General 

Practitioner and Nursing Times, which led to coverage on BBC Online. 

The announcement regarding the program’s developments also 

generated strong interest with 55 regional and local newspapers 

reporting on the story and seven regional radio stations broadcasting 

news and interviews on the subject. Again, the healthcare trade media 

also devoted signifi cant space to the stories, with Independent Nurse, 

Capital Doctor and Nursing times all covering the story. The Daily Mirror 

also covered the story on its health pages.

In total the PR campaign delivered the client a 3.8 return on investment, 

created 6.8 million opportunities to see with 184 pieces and resulted in 

several PCTs receiving calls from the public demanding SignHealth be 

installed at their GPs.
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