Communications and
Engagement Strategy
2019-2021

Contents
No.
1.0
2.0
3.0
4.0
5.0
6.0

Section
Background and context
Communication principles and approach
Best practice in Communications and Engagement
Audiences
Functional analysis
Evaluation

2

Page
3
5
5
7
8
17

1.0 Background and Context
1.1 Background
Timely and effective communications is fundamental to how we engage with our patients, staff and
partners and has a vital role in improving the patient experience. It is also an essential component
of effective reputation management for any organisation. Similarly, communication that does not
meet the needs of the audience, can have a detrimental impact on staff morale; public confidence
and organisational reputation.

“Communication is a powerful force for good in
public service, when practised effectively it can
help save, improve and enhance lives.”
Government Communication Service
Over the past twelve months steady progress has been made in delivering a more targeted and
consistent approach to our communications both within the organisation and to our stakeholders,
community and partners. The Trust now needs to use this foundation to ensure our
communications at all levels is as effective as it can be as well as ensuring the organisation is
equipped to respond to a changing environment.
This strategy describes the communications approach required to support the organisation over
the next three years.
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1.2 Context
In 2017 with the change in leadership of the Trust, the Board took the decision to strengthen the
communications function of the organisation in recognition of the positive impact strategic
communications can have on staff and patient engagement.
The organisation has experienced challenges in recent years and this resulted in a predominantly
reactive approach, particularly in the case of external communications. Over the past year,
significant effort has been invested in altering this approach, to make the Trust more proactive and
to ensure a more regular flow of information on key issues. Maintaining this will be increasingly
important as the landscape outside the organisation develops following the publication of the NHS
long term plan.
As the organisation develops it is imperative that our communications approach keeps pace and is
agile enough to respond to the changing needs of our staff. In July 2018 the Trust moved to a
Divisional structure. Currently the communications team support the Divisional leadership teams to
disseminate our corporate messages in a way that is targeted towards their specific staff groups.
This is supplemented by communications channels that have been developed by each Division in
response to their needs. As the structure becomes more embedded it will be necessary to review
our communication approach to determine whether more tailored and targeted support within the
Divisions is required.
The media environment is also shifting and so we must change and adapt our communications
practice in response. This is nowhere more evident than in the means by which we consume
information and the volume of it available to us on a daily basis. In our lives we now engage,
communicate and participate on a range of devices and across multiple channels. The way in
which we communicate internally with staff and externally with our communities must respond to
this to ensure we are providing targeted information in a way that our audiences want and expect
to receive it.

1.3 Objectives
The objectives of the Communications strategy are as follows:
•
•
•
•
•

To improve and enhance staff engagement, supporting leaders at all levels in the
organisation to communicate effectively with their teams
To provide a framework within which success can be celebrated, learning can be shared
and best practice replicated
To ensure the organisation is open, honest, transparent and responsive in its
communications with staff, partners and the wider community.
To equip the organisation with the tools to adapt to a changing environment allowing it to
communicate more effectively both with staff and stakeholders
To promote consistency of the Trust brand
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1.4 Alignment with the Trust’s Strategic Aims
The Trust’s communications must align with the organisation’s strategic aims and objectives. Our
corporate narrative must be driven by the priorities of the organisation to ensure they are being
heard and understood by staff and stakeholders at all levels.
Communications has been identified as a key enabler within the Trust strategy and so has a key
role to play in it’s implementation. In particular, delivery of the objectives outlined in section 1.3
contribute to the following Trust strategic aims:

2.0 Communication principles and approach
Our approach to communication should reflect our Trust values and should seek to promote them
at all times, whether the audience is within the Trust or outside it.
The key principles underpinning all of our communications are:
-

Openness and honesty
Clarity (seeking to avoid jargon wherever possible)
Consistency
Authenticity
Accessibility
Inclusivity

The role of the Director of Communications and Engagement and the wider Communications team
is to ensure these principles are applied consistently across the organisation, providing advice,
guidance and constructive challenge where necessary.

3.0 Best practice in Communications and Engagement
The Government Communication Service’s guide to strategic communication identifies four key
functions across which a strategic communications team are required to operate. These are:
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The table below outlines the requirements for best practice in each function.
Strategy

Leadership on any communications project
Setting priorities for the communication
department
Owning the narrative and messaging
Providing strategic advice on communications
priorities
Delivering the annual departmental
communication plan
Providing long term horizon scanning including
identification of risks/opportunities
Managing short term planning through planning
grid
Carrying our research to understand our
audiences and the impact of communication
Building an evidence base of what techniques
work best with different audiences
Sharing knowledge about our audiences to
improve communication
Setting SMART objectives and evidence based
KPIs for communication priorities
Ensuring that lessons are learned and shared

Horizon scanning

Insight

Evaluation

Demonstrating the impact of the team’s work
Ensuring high standards of evaluation across all
communications activity
The Trust’s approach to communications reflects the best practice guidance outlined above,
however we should always drive for continuous improvement. The area of evaluation is one in
particular which requires greater attention to ensure we are able to effectively monitor our
progress and demonstrate achievement against agreed targets.
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4.0 Audiences
The Trust has a large number of audiences and it is vital that we listen, engage and respond to
feedback if our communication is to have the greatest impact.
Our key stakeholder audiences are:
Internal
-

Staff (including Facilities Management staff)
Military colleagues
Volunteers
Trade union and staff side representatives
Non-Executive Directors

External
-

-

-

Patients (including our Patient and Carer Collaborative)
Carers
Our local community
NHS stakeholders:
GPs
Neighbouring acute and mental health Trusts
Clinical Commissioning Groups
Hampshire and Isle of Wight Sustainability and Transformation Partnership
NHS England & NHS Improvement
Local authorities
Care Quality Commission
Universities
Health Education England
Political stakeholders:
MPs
Local councillors
Heath Overview and Scrutiny Committees
Health and Wellbeing Boards
Healthwatch
Voluntary sector
Care Quality Commission
Media

7

5. Functional Analysis
Outlined below is a detailed analysis of each of our communication functions, highlighting progress
to date and areas for further improvement.

5.1 Internal Communications
Context
The findings from the ‘discovery’ phase of our culture change programme, led by our first cohort of
culture change agents told us that our current means of communicating with staff haven’t been
effective. In particular it was felt there was “an over reliance on emails” and a need for “more
visibility of leaders engaging directly with frontline staff so that key messages are heard and
decisions that affect staff were communicated in a timely way.” The format, method, purpose and
cascade of communication were cited as problematic. The perception of some staff is that local
communication is generally negatively focussed and can feel as though staff are being ‘talked at’.
A key area for improvement identified in the report, under the wider theme of leadership, was
communication. One of the recommendations from their findings report was to:
Develop a strategy to strengthen communication, be clear on expectations for all, use
more effective models to spread messages and modernise our intranet and website.
In addition, the results of the 2018 national staff survey were published in February 2019 and
provide further evidence of how effective our engagement to staff has been over the past twelve
months. The results highlighted staff engagement as one of the areas below the national average
and responses to the question relating to effective communication between senior management
and staff declined by six per cent from 2017 (from 48% to 42%).
This combined evidence demonstrates that we must respond to the feedback received to ensure
that we communicate with and engage our staff in a way which best reflects their needs. During
the ‘design’ phase of our Culture Change programme our Culture Change Agents will be making
recommendations for how this can best be done, however in the interim there are some key areas
of focus where progress can be made.
Approach
Successfully engaging with our staff through timely, meaningful and impactful communications is
fundamental to the success of the organisation. With over 7,000 members of staff working within
the Trust we need to adopt an approach which adapts and responds to their differing requirements
and doesn’t assume that one size fits all.
There is strong evidence (King’s Fund 2015) to demonstrate that improvements in staff
engagement directly impact on patient care. Trusts with more engaged staff tend to have lower
levels of patient mortality, make better use of resources, and have stronger financial performance
and higher patient satisfaction, with more patients reporting that they were treated with dignity and
respect.
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Feedback from staff tells us that our internal communications has previously relied too heavily on
email and we should respond by exploring multiple channels. Our approach to internal
communications should:
•
•
•
•
•

Keep staff informed and updated in an engaging and interactive way using multiple
channels
Be open, honest and transparent
Be two way, offering the opportunity to respond as well as listen
Use language that is accessible and meaningful to them
Promote staff and team achievements and share best practice

Progress to date
In recent months progress has been made to refine and improve our internal communications.
Further work is required but the actions below provide us with a firm foundation on which to further
develop our approach to internal communications and staff engagement.
Action
Reduction in use of all staff email bulletins with
clear criteria for when this channel will be
employed (urgent, timely, relevant to all staff).
Introduction of weekly newsletter (Trust Talk) as
the primary means of disseminating news.
Noticeboard review: process implemented so that
staff (and public facing) noticeboards across the
hospital are regularly reviewed and updated.
Team Brief revised and updated to focus around
our strategic objectives and Divisional structure,
with streamlined more targeted information.
Includes opportunity for staff to
comment/question.

Impact
Less email traffic to staff. Clearer indication for staff
that when an all staff email is sent it is important
information.
Trust Talk recognised as the key vehicle for Trust
news and updates.
Clearer indication for staff which messaging is
prioritised across the Trust (Trust strategy,
refreshed values, waste initiative etc)
Clear expectation of what content will include
Anecdotal feedback has been that the new format
promotes easier dissemination to teams
Attendance has increased
Filming of each session now allows further
opportunities for staff to access the information
Provides clearer expectations about each session
and focuses on encouraging a discussion/debate
rather than just providing information.
Further work to do to ensure this channel is
recognised as a key means of disseminating
information and promoting discussion.
Increased awareness of key messages and
improved engagement in key areas of focus (Trust
strategy, winter planning, culture change)
Anecdotal feedback has been positive.
Two editions produced.
Revised design has been well received but ongoing
work to continue to develop stories and features
that are relevant and engaging.

Exec Roadshow format revised to focus on a
particular topic (Trust strategy, estates, IT etc)

Introduction of Facebook Live as a means of staff
engagement with sessions hosted by Mark
Cubbon in the style of a semi-structured interview.
The Link magazine reformatted to quarterly rather
than monthly distribution, with a focus on feature
led, rather than news led content. Design
refreshed to incorporate revised brand and reflect
‘magazine’ style.
The Link will also be shared with our database of
former Trust members to promote engagement.
Brand refresh delivered in Autumn 2018.

Brand rolled out across the organisation. Work will
continue to ensure it is fully embedded.
Responses will be used to feed into refresh of staff
intranet in summer 2019.

Survey of intranet undertaken among staff to
establish effectiveness.
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Priority areas
•

•

•

•

•

•

•

•

We need to provide our staff with the tools to effectively engage with us and establish
meaningful, two way communication. Our staff intranet is no longer fit for purpose and will
be refreshed in response to staff feedback to provide a more effective platform for sharing
news and information and celebrating success.
We will expand our use of digital means of communication (social media, video, vlogs,
podcasting and apps). The introduction of Facebook Live discussions has been positively
received and this should be continued and progressed where possible. To do so we should
look at alternative formats and topics to build interest and increase our impact.
We are increasingly consuming more and more information in our private lives on the go,
through mobile phones and handheld devices. We need to adapt and respond so that our
staff receive their information from us in the same way. This will mean greater use of video
and audio through video sharing sites and podcasting which can be accessed through
individual’s personal mobile devices. Historically the poor public wifi connection on the QA
site and the restrictions of our intranet have been barriers to progressing this. The wifi
upgrade and plans to refresh the intranet provides us with the opportunity to push this
forward at pace.
We will continue to monitor and review our internal communications channels to ensure the
mechanisms we use allow us to measure and evaluate our reach and impact. One example
of this is moving to an e-mail newsletter provider for Trust Talk and Mark’s message which
will allow us to track open rates and click through data showing which items result in the
most (and least) engagement.
The move to a Divisional structure in July 2018 offered the opportunity for us to further
segment our communications and tailor it to a more specific audience group. Some of our
corporate communications have been tailored for Divisional audiences but to date this has
occurred only in a small number of cases. Divisions have got plans in place for mechanisms
to engage with their staff but there is a need to review this and establish whether a more
formal structure for supporting communications through the Divisions and Care Groups is
required.
In Autumn 2018 we refreshed the Trust brand, providing the organisation with a revised look
and feel in line with our newly launched Trust strategy. The brand has been rolled out
across the organisation and is embedded within most of our corporate communications.
Work will continue to ensure the brand is fully embedded and applied consistently across
the organisation.
Whilst posters and information leaflets are not always the most effective method of
communicating detailed messages, they are highly visible across the organisation and can
have a powerful visual impact if used correctly and consistently. Ownership of the
noticeboards has been clarified and the Communications team now have a regular process
for reviewing and updating their content. Work is underway to introduce a series of high
impact display boards across the organisation to further enhance this and allow us to
communicate in a more visually impactful way.
The Trust magazine, ‘The Link’ was refreshed during 2018 to adopt a more features-led
style and approach, with the result that the content is more discursive rather than news led.
The magazine is now produced quarterly rather than monthly and in future will be shared
10

•

with those individuals who were previously part of the Trust’s shadow Foundation Trust
membership. The content of The Link needs to continue to evolve to ensure that the articles
featured reflect the priorities of the organisation and are presented in a way that is
engaging.
Celebrating our team’s successes is central to promoting staff engagement and supports
our Trust values. As well as ongoing promotion of positive news stories and cases studies
the Communications team will oversee the Pride of Portsmouth Awards and Nursing and
Midwifery Awards. We will build on progress made to date on promotion of the awards as
part of the organisation’s wider reward and recognition strategy.

5.2 Media
Context
The Portsmouth and South East Hampshire area is served mainly by the Portsmouth News (with a
number of smaller local publications), BBC South, ITV Meridian, BBC Radio Solent and a number
of commercial radio stations. With the declining budget available for local journalism (particularly in
the print sector) the focus of news reporting is moving online with content increasingly driven by
images and video.
Coupled with the rise of social media as a generator of news content, the way in which news
outlets source their stories is changing and press releases are no longer the primary vehicle that
drives content. This changing environment is one that we need to be cognisant of and responsive
to.
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Approach
Our approach to the media is central to promoting positive reputation management and
celebrating success. Our approach should be one of openness and transparency which seeks to
use the media as a means of informing our local population about key developments in the Trust
and providing reassurance about the progress we are making in addressing some of our
challenges.
We also need to broaden our reach beyond predominantly local media. Many of our stories have
scope to be picked up by both the national media and the sector press (management, nursing,
medical and allied professionals). We are extremely fortunate to have a continual flow of positive
news stories in the Trust and we should capitalise more on these opportunities by pitching them to
a wider and more diverse audience.
Progress to date
Over the past twelve months our primary focus has been on moving the Trust from a
predominantly reactive stance, to a more proactive and engaged relationship with the media. Our
relationships with local news outlets are positive and this has achieved greater balance in the
reporting of stories with reputational risk. Examples include the reporting of our CQC
comprehensive inspection, the one year anniversary of Mark Cubbon joining the Trust and the
approach to our winter planning in 2018/19.
The Communications team has introduced a planning grid to provide oversight of forthcoming
media opportunities including awareness days. This is used to shape and guide the organisation’s
proactive media and ensure positive stories are pitched at a time when they will generate
maximum exposure.
We have begun to broaden our reach to target stories to a particular audience, rather than issue
every story in a blanket press release. This has allowed us to secure both national print coverage
and more regional broadcast coverage. This approach will continue with an increased focus on
tailoring and packaging stories for specific media. There will be greater use of social media, both
as a means with which to generate interest in our content and to secure broader coverage.
Priority Areas
• The Trust has developed a positive working relationship with local media, and in particular
with the Portsmouth News with the Trust regularly securing positive coverage in the paper
and online. We should seek to maintain this relationship and where appropriate, develop
stronger partnerships with our local media. Alongside this we should broaden our reach with
the media by proactively identifying where stories can be sold into the local and national
broadcast media, national print media, the sector press and bloggers. This will allow us to
gain more extensive coverage across a wider range of media utilising the same amount of
collateral.
• Develop proactive communications around themed awareness days and months. The
Communications team adopted this approach for Organ donation week in 2018 and this
approach is being rolled out
• We know that we have many areas of excellence within the Trust and developing a targeted
thought leadership approach is one way for us to build and enhance our reputation.
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•

Therefore we will develop a thought leadership approach which identifies those individuals
(both clinical and non-clinical) who can be positioned as experts in their field and offered up
for comment/speaking opportunities. An implementation plan will then be developed which
highlights opportunities throughout the year to pitch these individuals to the media,
conferences and policy forums to build our reputation on national and regional platforms.
Entering national awards can be time consuming but reaps significant rewards both in
terms of enhancing reputation and boosting staff morale. Recently the Trust has increased
its participation in national and regional awards, however there is scope to refine this and
implement a more cohesive and targeted approach. A review of all awards will be
undertaking to identify key opportunities across the health sector (nursing, medical and
managerial). This will be compiled into a plan which clearly identifies opportunities and lead
in times for submission.

5.3 Digital
Context
Digital and online communications are constantly evolving and form a central part of how we
communicate both inside the Trust and externally with our stakeholders and communities. Digital
communication methods allow the Trust the opportunity to share information in a timely way and
support our objective to be open, transparent and responsive in our approach.
Approach
In recent years, whilst the Trust has maintained a strong presence online the approach has been
predominantly one way, sharing information but not always seeking feedback or engagement.
Whilst it remains important to continue to grow our social media audience, the focus of our
approach will be on ensuring we adopt a two way approach using our digital channels as a means
of engaging in positive conversations.
As platforms continue to develop we need to continue to be responsive and capitalise on
opportunities to increase our reach. However we should not seek to grow our presence online at
the expense of diluting our impact. Whilst multiple channels can be beneficial, the time and effort
required to populate them with relevant and genuinely engaging content can be significant. There
are platforms available to replicate content across multiple digital platforms but this risks
undermining authenticity. Therefore, where we expand into new channels we need to have a
strong, evidence based rationale for doing so.
Progress to date
Over the past 12 months we have sought to increase our engagement through digital channels.
Our introduction of Facebook Live is one example of how the Trust has endeavoured to ensure we
achieve greater involvement from our staff and public online.
We have continued to use Facebook and Twitter as our primary channels for engagement both
with staff and the public and both have seen steady growth. Over the past 12 months (April 2018April 2019) our Facebook followers increased by over 2,000 to a total of 19,706 (see figure 1.1
below).
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Figure 1.1: Facebook followers April 2018-April 2019

On Twitter our follower audience size is 6,561 – gaining around three new followers per day. 35%
of our followers are male with 65% being female.
As outlined previously it is important that we respond to the changing way in which we all consume
information and engage with our staff and our communities through hand held devices. The Trust
is hoping to introduce the use of an app to enhance communication and engagement internally
with all staff. This will support our intention to reduce the amount of communication sent via email
as well as hopefully encourage a more immediate and targeted response from users. It will enable
us to segment our audiences and deliver more targeted communication as well as track impact
through open rates and click through data. The impact and effectiveness of this channel will need
to be continually monitored and evaluated.
Priority Areas
•

•

•

•

Review our digital channels and identify where there may be an argument to expand into
additional channels. For example it could be argued that the Trust should seek to expand
into Instagram in order to engage with a younger audience who don’t use Facebook or
Twitter.
The Trust’s social media policy was reviewed in 2018, however it may be pertinent to
review the policy on an annual basis given the need to change and adapt how we use
social media. We need to ensure our social media policy provides accurate guidance and
provides protection for our staff, while at the same time not precluding members of staff
from engaging in activities the Trust is promoting.
The use of social media for capturing patient feedback and measuring patient experience is
an area which hasn’t yet been fully explored. We should review best practice examples of
where this has been successfully implemented elsewhere in the NHS and work with our
patient experience team to test how it could work within the Trust.
We should continue to expand and develop our use of digital communication to encourage
greater engagement from staff, stakeholders and our local communities. The use of Live
Tweeting from events, broadcasting Board meetings Live on Facebook and using Twitter
chats are all techniques which have the potential to increase our reach and promote our
messaging. Their possible introduction should be considered alongside an assessment of
the risks and benefits of each.
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•

Continue to work with IT to ensure a cohesive and consistent approach to the introduction
of apps. Where possible these should be integrated within already existing functionality to
ensure there is one ‘go to’ platform where all information can be routed through.

5.3 Stakeholder engagement
Context
Establishing and maintaining positive relationships with key stakeholders is a fundamental part of
the Trust’s approach to external communications. The Trust strategy is clear that maintaining
positive relationships across the local health and social care economy is key to the delivery of our
business.
The NHS Long Term Plan, the future of Sustainability and Transformation Partnerships and the
move towards Integrated Care Systems all demonstrate that stakeholder engagement needs to be
a fundamental part of how we operate.
Approach
Historically the Trust has not adopted a systematic approach to how its stakeholders are
managed. Activity has taken place but it hasn’t always been actively co-ordinated nor has it always
been possible to measure its impact.
It is recommended that proactive management of our stakeholders is adopted to enable us to:
• Establish a baseline for perceptions of us among our key stakeholder groups
• Proactively manage and where necessary, improve our stakeholder relationships
• Provide a means of recording engagement and capturing and sharing insight gained
from our contact with stakeholders
• Enable and inform discussions with key stakeholders on issues of strategic importance
In line with our approach to communications more generally, our engagement with stakeholders
should be underpinned by honesty, openness and transparency.
Progress to date
Since December 2017 the Trust has issued regular briefings to key stakeholders to ensure they
are kept abreast of key developments within the Trust including our response to the radiology
review, our actions in the wake of the collapse of Carillion, our revised financial forecast and our
response to CQC inspection findings. This has been a useful channel to communicate key
messages and share agreed actions.
Since these briefings began the Trust’s relationships with stakeholders have evolved and the
organisation is operating in a different context to 12 months ago. The need to communicate with
our partners and stakeholders has not changed but the regularity of communication and level of
detail provided needs to adapt and evolve.
In December 2018 the Director of Communications and Engagement hosted a Board workshop
session on our approach to stakeholder engagement. An account management approach was
recommended which segments stakeholders into tiers according to influence and impact. This
approach has been agreed and the identified actions now need to be implemented.
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Priority areas
•

•
•

•

Implement a targeted stakeholder perceptions survey among the Trust’s key stakeholder
contacts to establish a benchmark for our engagement activity and determine any specific
areas for improvement. The initial survey will provide a benchmark and the survey should
be repeated annually to provide a measurement of our engagement.
Implement an account management approach to our stakeholder relationships to ensure
relationships are actively managed by Executive and Divisional leads.
Implement a quarterly review of the Trust’s relationship with identified key stakeholders,
undertaken by the Trust Leadership Team to establish areas of good practice as well as
areas for improvement in our engagement approach.
Continue the stakeholder briefings but with a change of emphasis, focusing on updating on
implementation of the Trust strategy, with ad hoc briefings on time sensitive issues to be
agreed as required.

5.4 Public engagement
Context
Whilst the public and our local communities form part of our wider cohort of key stakeholders their
importance merits them being drawn out for particular focus. Our hospital is at the heart of our
community and it is fundamental that we provide opportunities to hear their feedback, actively
listen to their views and take action to respond.
Progress to date
The Trust has held regular public meetings to engage with the local community for some time.
Recently the format has remained the same but the time and location of the meetings have been
changed to establish what is most effective. Recently, despite wide ranging publicity of the events,
attendance has been poor. Attendance at the most recent meetings in March 2019 was not
significant, however the quality of the discussions was high.
In line with national policy, the Trust is no longer seeking Foundation Trust status and as a result in
Autumn 2018 the shadow Council of Governors was disbanded. Those who were Governors were
invited and encouraged to continue their engagement with the Trust through other routes. At the
same time the role of the Trust shadow membership was reviewed and in line with GDPR
legislation members were asked to confirm their consent for us to continue to provide them with
news and updates. This resulted in a database of over 7,500 individuals reducing to 864. The
benefit is that we can be confident that these individuals are engaged and actively wish to
continue their relationship with the Trust. It is also positive that 62 per cent of these have provided
us with an email address (average for NHS Trusts is 20-25 per cent). The focus for us now is to
ensure we can continue to provide meaningful opportunities to engage with this group.
Priority areas
•

Our public meetings need to continue to evolve to ensure they remain relevant and
meaningful opportunities for two way engagement. Whilst digital methods of communication
provide the possibility of reaching a larger audience we must remain mindful that this can
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•

•

•

•

exclude a proportion of our local community. Consideration should be given to whether we
join with local health and social care partners to provide bespoke community engagement
events. The recent evolution of the NHS Assembly provides further scope for considering a
system wide approach to our engagement.
A review of already existing meetings should be undertaken to establish the potential for
reaching our public through different means. This includes identifying specific patient
groups as well as residents groups and community activists.
The Trust Open Day and Annual General Meeting are set piece events which offer the
opportunity to engage with our local community. The format of both events will continue to
be reviewed to ensure this potential is being capitalised on as much as possible.
The Trust has a very active Patient and Carer Collaborative however there is scope to
improve our engagement with hard to reach groups. The Communications team will work
with the Patient Experience team to learn from where other Trusts excel in this area to
provide further opportunities to ensure these voices are heard and reflected in our work.
Having completed the work to review our database of shadow members, we will provide a
regular programme of updates and information to this group. This should also include
targeted opportunities for them to provide feedback and help shape service development in
the future.

6. Evaluation
Evaluation of our activity is key to delivering impactful communications. Ultimately our evaluation
is about listening to our staff, stakeholders and our community to understand what messages are
resonating and responding to their feedback by adapting our approaches accordingly.
In order to ensure our communications activity is as impactful as possible it is important to
continually review and evaluate our activity rather than see it as something which is done at the
end of a project or activity. If feedback tells us an approach or method isn’t working then we
should respond and change our approach. This is a methodology which is already in place and
should be a ‘business as usual’ approach to our communications planning. For example, our
Change Agents have been a useful barometer for testing communications approaches and
messaging on a range of issues and our Patient and Carer Collaborative are providing input into
the refresh of our public website design.
The Government Communication Service (GCS) guide to evaluation for communications and
campaigns describes four key metrics for evaluating impact. These are:
INPUTS

OUTPUTS

Planning and
content
creation

What is
produced (eg
audience
reach)
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OUTTAKES

OUTCOMES

Stakeholder
experiences
and lessons
learned

Stakeholder
behaviour
and impact of
comms &
engagement

As well as the use of ongoing feedback and ‘soft’ intelligence there is also a role for the use of
data and quantitative feedback.
An overview of the key metrics for evaluating the impact of our communications is highlighted
below:

o Digital and social media analytics: impressions, followers, shares, likes and
use of specific hashtags (outputs)
o Online analytics- page visits and click-throughs on public website and intranet,
open rates on email newsletters (outputs)
o Media coverage: balance of coverage (positive vs negative) and breadth of
reach- increase in national and trade coverage (outputs)
o Staff engagement metrics: Friends and Family Test, annual staff survey,
quarterly pulse survey (outputs)
o Attendance at events including Team Brief, Executive Roadshows (outcomes)
o Divisional performance reviews- monitoring staff engagement and plans to
implement changes to respond to staff survey feedback (outcome)
o Changes over time in responses to stakeholder perceptions survey (outcomes)
o Response rates and feedback in targeted surveys, generated through the app
(outcomes)
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