
The role of social media in the 
NHS response to COVID-19

Lilith King Taylor, Senior Social Media Manager, NHS England



In the beginning…



What we wanted to do

• Encourage the public to stay at 

home

• Encourage the public to continue 

using the NHS when they need it

• Maintain staff wellbeing and morale

And then…

• Build confidence in the vaccine and 

the vaccine programme



Our daily ‘battle-rhythm’

• Daily senior team operations and staffing call

• Daily social media check-in

• Shift working covering 7am-10pm, plus out-of-hours 

on call

• Twice-daily report for communications colleagues

• Training regional and incident response colleagues 

to use Pulsar for social listening

• Our team grew from 3 to 7 people – we produced 

ready-to-go guidance to help people hit the ground 

running



Story of the frontline: staff voices

‘I've worked as a cleaner in A&E 

for eight years. It's always been 

busy, but COVID-19 was a shock 

for everyone. You have to clean 

very fast because there’s always a 

patient waiting to be seen.’

‘Today, I had to tell a patient 

admitted with COVID-19 that his 

dad died overnight on a different 

ward, fighting the very same 

virus.’

‘Going through an experience like 

this shapes you, it changes your 

perspective on life. It reminds us 

to be gentle and kind to ourselves 

and others.’



The story of the 

frontline: behind the 

scenes



#ThankYouNHS



64.1K engagements 49K engagements

76K engagements

60K engagements, 

775K video views

Making the most 

of every story



The NHS is still open



Building trust in the vaccine: normalizing the jab



Building trust in the 

vaccine: expert voices



Building trust in 

the vaccine: the 

NHS’s history



Working with 

celebrities



Keeping messages fresh



Fighting 

misinformation



Lessons learned

• Always read the room

• Be prepared to change direction

• Human stories to bring issues to life

• Use data to tell a story

• Use expert and trusted voices 

• Jump on topical stories/trends, local 

media coverage

• Low budget and low tech options work


