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Background 

The BPS Special Group for Independent Practitioners is increasing and enhancing its activity in 2021 to better 

support and meet the needs of its existing members – as well as attract new members. 

 

The group is in the process of developing number of initiat ives and activities to add value to SGIP membership, 

from producing an independent practitioners ’ toolkit, t o delivering networking events and webinars to support 

members’ continuing professional development. 

 

Increased awareness of SGIP’s activities and an enhanced programme of engagement with SGIP members and 

independent practitioners in other BPS networks are key to success of this activity.   

 

This communications plan aims to outline how SGIP can use existing BPS communications channels and develop 

new channels to support the network to achieve its objectives.  

 

 

 

 



                                                                                                                

2021 communications objectives 

 

¶ To raise awareness of the network’s activities and member benefits amongst SGIP existing members by 

increasing engagement through the development of new and existing com munications channels. 

 

¶ To increase SGIP membership by targeting independent practitioners from other BPS networks, raising 

awareness of its unique member benefits.   

 

 

 

 

 

 

 

 



                                                                                                                

 

How are we going to measure success? - Metrics  

¶ Xx% SGIP membership renewals 

 

¶ To gain xx new SGIP members from within the BPS  

 

¶  To increase engagement with SGIP newsletters  

Á Open rate – above 45% 

Á Click-through rate – above 2.5%  

¶ Development of dedicated SGIP social media channels: 

o Achieve xx followers on Linkedin/Facebook 

 

¶ Increase in visits/traffic to the SGIP microsite by xx%  (xx to xx)  

 

¶ Increase in registration/attendance SGIP events: 

o Members – xx to xx 

o Non-members – xx to xx 



                                                                                                                

 

Audiences 

Primary  

¶ Existing SGIP members  

¶ Independent practitioners from other BPS member networks: 

o DCP 

o London and Home Counties Branch 

o Division of Counselling Psychology 

o Special Group for Coaching Psychologists 

o Crisis, Disaster and Trauma Section 

o Division of Educational and Child Psychology 

o Division of Occupational Psychology  

o Psychotherapy Section  

¶ Wider BPS membership  

 

Secondary  

¶ Independent practitioners –non BPS members 



                                                                                                                

 

Channels 

 

SGIP microsite 

¶ Develop and update the SGIP website to ensure it works as a hub of useful information and resources for 

independent practitioners.  

o Improve navigation and user experience 

o Drive traffic to the website via the e-newsletter and social media 

o Generate new content and update the microsite regularly:   

Á Four blogs (one per quarter to be promoted by e -Newsletter and social media) 

Á Two videos (budget dependent)  

Á New SGIP resources for independent practitioners e.g. toolkit ; advice and information sheets   

Á Event promotion 

Á Committee member biographies  

Á Q&A’s/interviews with members  

 

 



                                                                                                                

 

e-Newsletters 

¶ Quarterly newsletter to members 

o News and updates for SGIP members  

o Promote new initiatives, events  

o Drive traffic to SGIP website 

¶ Target other member network e-Newsletters  

o Approach identified member networks containing significant independent practitioners to promote 

SGIP membership activities and benefits and attract new members. 

 

Social media  

¶ Develop dedicated SGIP social media channels to communicate network, activities and events 

o Undertake simple survey to identify key platforms e.g. LinkedIn, Facebook.  

o Agree approach in line with BPS social media guidance and protocols  

o Social media workshop with BPS social media manager 

o Develop content ideas and plan – regularly update   

¶ Target other member network’s social media accounts 



                                                                                                                

o Approach identified member networks containing significant indep endent practitioners to request 

shares of relevant SGIP posts and content to help attract new  members.  

Online communities  

¶ Use the BPS’ Member Connect online community to engage with members from acro ss the organisation 

e.g. 

o Q&A with ‘big-name’ independent practitioner 

o Start discussion thread on topical issues for independent practitioners 

Á If you could give one key piece of advice for psychologists starting their journey as an 

independent practitioner, what would it be?  

 

 

 

 

 

 



                                                                                                                

Key messages 

 

For existing SGIP members  

¶  

 

 For potential SGIP members  

¶   

 

 

 

Timeline 

Date  Action  Owner   
  

 

  

  
 

 



                                                                                                                

 

 

 

 

 

 

 

 

Evaluation 

Audience Think Feel Do How 

Existing members      

Independent practitioners – 

BPS members from other 

networks  

    

Independent practitioners – 

non BPS members  

    

 



                                                                                                                
Inputs Outputs Outtakes Outcomes Organisational impact 

     

     

     

     

     

     

 


