
Clare Ryan, November 2016 

Wellcome communications 
Working with the University of Oxford 



Our origins 
   
      

We remain true to the vision  
and values of our founder, Sir Henry 
Wellcome, a medical entrepreneur, 
collector and philanthropist. 
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Wellcome exists to improve 
health for everyone by helping 

great ideas to thrive.  

   



Wellcome – more 
than a funder 
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Presenter
Presentation Notes
We established the Sanger Institute in 1993 to collaborate on the first sequencing of the human genome. Sanger mapped 30% of the human DNA sequence – and our backing kept the results public. We continue to fund it today.



Mitochondrial 
donation 

Presenter
Presentation Notes
We can back an idea in the laboratory, and then help it develop into a new treatment or approach to patient care.For example, the idea for how to prevent mitochondrial disease – a devastating genetic illness passed from mother to child – came after years of scientific research to understand the basic biology of mitochondria and what happens when they don’t work properly.The development of new IVF techniques for preventing it followed, and our policy and campaign work to promote change means that UK law now allows these techniques to be considered for use.



Influencing debate 
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Presenter
Presentation Notes
A good example of this all coming together was the work we carried out around the UK debate on mitochondrial donationThis is Doug Turnbull. He has been funded by Wellcome for many years to develop IVF treatments to prevent inherited mitochondrial disorders from being passed from mother to child. The media team’s relationship with Doug began around a decade ago, long before I joined Wellcome, but the most intense period of activity came last year when the House of Commons (and subsequently House of Lords) were deciding whether to amend the Human Fertilization and Embryology Act to allow the creation of IVF embryos from three people – a mother, father and a second woman who in effect becomes a mitochondrial ‘donor’.In the run up to that crucial vote, we planned a targeted media campaign, which brought in virtually every element that we’ve discussed this morning (and some more that we haven’t).Our objective, in this case, was pretty clear. We wanted the House of Commons to vote in favour of regulations that would allow mitcohondrial donation therapy to be licensed.The Key audience was MPs who would be voting in the commons, and also parents and patients themselves, who became powerful advocates.Focused our efforts on media we knew would reach them – broadsheets for politicians, tabloids for voters and more general public and social media – an increasingly important tool for engaging MPs.Key activitiesLetters from Nobel laureates and other international experts to demonstrate that there was broad scientific and ethical supportLined up a number of positive stories with key outlets – particularly targeting those that we felt might lean towards running negative pieces i.e. Mail on Sunday, Sunday TimesBriefing columnists right and left-leaning columnists to reach both sides of the house.Communicated with MPs and Lords directly. Much of this activity was coordinated by our policy team in the form of Westminster briefings and written materials, but also by our team, who tweeted every single MP who was on Twitter, encouraging them to voteWe were also reactive to ongoing negative opposition – including a last minute intervention from the Church of England. The main role was correcting inaccuracies and misrepresentations of the scientific consensus. Or claims that the decision was being rushed through.The most vital thing was working in partnership with other organisations - University of Newcastle, Lily Foundation – patient charity (put us in touch with families affected by mitochondrial disease), MRC, Muscular Dystrophy Campaign and Science Media Centre.OutcomeAnd as I’m sure many of you will know, the impact was that the law passed in the House of Commons and Lords with flying colours, and we don’t claim credit for the outcome, we know the evidence and briefings that we provided were quoted quite extensively in the political debates.



 
 
 
Ebola vaccine 



Our approach 

Advancing ideas 
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Seizing opportunities 
 

Driving reform 

Presenter
Presentation Notes
This framework sets out how we work to improve health, through three complementary approaches across science, research and engagement with society. Our framework allows us to adapt as new ideas and challenges arise, drawing on insights from our broad network of experts. It allows us to respond quickly in a crisis, as we did to support new vaccines for Ebola. We will achieve more than would be possible on our own by working with academia, philanthropy, business, governments and civil society. 
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spending aim over  
the next five years 

 
countries 

 

 
people supported 

 

Advancing ideas  

Presenter
Presentation Notes
Our funding supports over 14,000 people in more than 70 countries. In the five years to 2020, we aim to spend up to £5 billion helping thousands of curious, passionate people all over the world.



Celebrating research 
Researcher 
campaign in 
November 
 
#advancing ideas 
 
Each day a new 
early career 
researcher profiled 
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Our priorities 
Now Future… 

• Our planet, our health 
• Strengthening research systems in 

Africa 
• Improving primary school science 

education 
 

• Vaccines 
• Drug-resistant infection 
• Diversity in science 
• Open data 
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Communications strategy 
• Before we start any communications we ask two questions:  
  - What are we (Wellcome) trying to achieve?  
  -  Who do we need to reach and understand to achieve what we want? 
• We want to increase our influence and reach as a global thought leader 
• We want to be more prioritised by focusing on fewer topics 
• Manage our reputation and strengthen our brand 
• Embed a culture of expertise and innovation in communications  
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How? 
We want to make more of our existing network by creating more and better 
advocates for Wellcome.  
 
We will reserve significant resource to build influence on a few key issues, by 
repeating powerful messages.  
 
We do this by weekly, quarterly and yearly planning using a series of grids 
 
Test concepts and ideas with our audiences and feed them back to inform 
our messaging 
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Wellcome awards 2014/15 
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What we want from you 
Strong research communications  
 
Tell us about Wellcome-funded spokespeople – training, advice on building 
influence, profile building 
 
Coordination across Oxford communications 
 
Cross-promotion of content 

16 



Future ideas 
Opportunities for regular partnerships? 
 
Global events? 
 
Linking policy and communications on specific initiatives 
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Contact 
Clare Ryan 
Head of Media Relations (acting) 
Email: c.ryan@wellcome.ac.uk 
Telephone: +44 (0)207 611 7262 
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