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Executive Summary

Northumbria NHS Trust is an award-winning healthcare system that
provides world-class medical services to its constituents. That world-class
nature does not expand to its digital content.

Providing a lot of digital content does not equate to providing valuable digital
content.

Northumbria NHS Trust is an organization that prides itself on being at the forefront of
the services it provides, so why should its digital content be any different?

This paper will shed light on several content missteps on the Northumbria NHS Trust's
digital platforms and provide simple recommendations to fix the issues. 

This report will help the leadership and staff of the Northumbria NHS Trust align its
digital content to the business goals which drive the success of the organization. 

The recommendations include reorganization of the website to limit unnecessary
content and pathway confusion, and restructuring the social media platforms to
better serve constituents.

PAST PERFORMANCE IS NO GUARANTEE OF FUTURE SUCCESS

When Northumbria NHS Trust's leadership contracted Bernard Marr to help create
and implement strategic performance management, it was not an organization in
distress. The Northumbria NHS Trust was, instead, a thriving, top-rated healthcare
system with the means and capabilities to look ahead toward a more successful
future. With more than 12,000 staff members working across fourteen locations,
creating a succinct, actionable plan ensured improved performance trust-wide.



Introduction

Provide excellent patient-centric customer service
Develop, improve and innovate what we deliver and how we deliver it
Engage with, listen to, and influence our key stakeholders
Understand the changes in patient needs and external environment
Market our services and build a strong brand with a reputation for excellence
Foster service focused and performance driven attitudes and behaviors
Recruit, develop, motivate, and communicate with our people
Teach and train people in the competencies we need
IT support and re-enablement

The business goals that relate to content are:

"However excellent, past performance is no guarantee of future success.
High performing organisations remain so by looking ahead, understanding
the challenges and determining the right strategy to maximise unique
business opportunities and best manage risks."

- Brian Flood, Chairman, and 
Jim Mackey, CEO of Northumbria NHS

The Bernard Marr Plan-on-a-Page set forth fifteen business goals. With more than
half of the business goals of the organization in some way affected by digital content,
I have been tasked with analyzing the digital platforms to ensure that content is
aligned with the business objectives contained within the report.



In order to understand the effectiveness of the digital content, it is important to
understand the audience for whom the content is created. The audience of
Northumbria NHS Trust's digital platforms are three-fold: patients and their families
who are seeking information about services, members of the community seeking
employment with the company, and the rest of the 500,000 individuals who call
Northumberland and North Tyneside home.

Certainly, patients and their families are considered the main constituency and much
of the content is geared toward them. Northumbria NHS is one of the largest
employers in the North East, and recruiting top quality healthcare practitioners is
paramount to fulfilling the organization's overall goal to improve people's wellbeing by
providing world-class healthcare services. Creating content that attracts talented
individuals and provides value to the community is indeed important. 

Audience

Content Analysis



The sheer amount of information contained on the
website is overwhelming. Many pages include
additional, extending side bar menus.

Though thorough, the website is suffering from too
much content. Those in charge of content creation
should look through the lens of accomplishing the
strategic business goals and cut anything that does
not clearly support those goals. 

Additional side bar menu
leads to too much content.

Two paths to the same page. Sharing feedback is paramount
to Northumbria NHS fulfilling its goals, and each path to the
feedback page should be labeled uniformly across the site. 

Information that serves the organization's business goals can be found on multiple
pages. Having many paths to important information could be helpful, but they
should all be labeled similarly.

White text can be difficult to read.

The website is relatively user-friendly
and full of content. The top navigation
menu offers clear directives. Each
page has a similar format with
clickable blocks that brings the user
further into the website. Some blocks
utilize white text over photos which
can be difficult to read.

Website



The information shared often overlaps between the three platforms
Within each platform, information is often recycled several times
Posts are not organic to the platform, especially where links are used
Information would be valuable if shared in a manner appropriate to each platform

Northumbria NHS Trust utilizes Twitter, Instagram, and LinkedIn to share information. 

Upon inspecting those platforms I found:

Each platform should have a specific purpose
LinkedIn is for stories about the company and work opportunities
Instagram is for short stories with engaging photos. This would be an excellent
space for sharing stories about the Bright Charity and their work in both
Northumberland and Africa
Twitter is for up-to-the-minute information and stories linked to the website

To improve social media content:

Facebook is referenced twice on the website but neither link sends the user to a
working page. Given the age of most individuals who may use a hospital website, it is
highly recommended to add a working Facebook page.

Social Media

Content posted multiple times in
close succession on Instagram.

Links cannot be used on Instagram.



Digital content for the Northumbria NHS Trust is plentiful and could be considered
valuable to the Trust's constituents. Unfortunately, the content is often misused or
disorganized which lowers its value by limiting reach and creating user fatigue. 

Reorganizing the website will create a clearer map for its users. Instead of creating
many pathways to important information and hoping users will stumble upon what
they need, the architecture of the website content should be concise and make
sense to its users.

Similarly, the information shared on social media offers huge value to those who may
see it, but it is often repeated and does not adjust for the limitations or abilities of
each platform. By organizing the types of content by platform, the Northumbria NHS
Trust will elevate the value for its users.

Content Summary

Valuable but disorganized

Content used properly across social media platforms:

LinkedIn

Story about apprenticeships
in the NHS. Incorporates video
and hashtags. 

Instagram

An image with little to no text
and a short description. Uses
popular hashtags and does
not include link.

Twitter

Story about recently renovated
facility. Incorporates link to full
story on web.



A strategic management plan is nothing if an organization can't measure its progress
toward its business goals. Organizations use Key Performance Indicators, or KPIs, for
this purpose

I have chosen to take a closer look at three of Northumbria NHS Trust's business goals
and corresponding KPIs to better understand how digital content can help Trust
leadership measure its progress.

A Look at Business Goals 

Key Performance Indicators

The survey is available via a pop-up but cannot be easily found from the
navigation if the user wants to come back to it later

Add the survey link to the "Share Your Feedback" page on the website
The survey is a good length with an appropriate mix of qualitative and
quantitative questions

Use interval questions (on a scale of...) rather than only poor/excellent to get a
truer response of user opinion

Page is easy to find from the main site
Offers several ways to share feedback including phone, email, form, and Facebook

The Facebook link is broken and should be removed as an option
Form gives the user options to share a compliment, comment, concern, or
complaint which gives them the ability to decide on the severity of the report

Goal #1: Provide excellent patient-centric customer service
KPI: Measure website survey feedback and customer report interactions

The website offers several ways for users to give their feedback, including a survey on
how they perceive the website and several ways to share a compliment, comment,
concern, or complaint. 

Website Survey:

Share Your Feedback page:



Goal #2: Market our services and build a strong brand of excellence
KPI: Measure clicks from social media stories to Northumbria NHS Trust website

Measuring how many users follow a link from social media to more information on the
website is a clear way to measure the perceived value of the social media content.
This can be helpful in measuring number of clicks before and after recommended
adjustments to social media content.

Goal #2: Foster service focused and performance driven attitudes and behaviors
KPI: Record number of active volunteers across the four separate volunteer programs

An active community of volunteers across multiple organizations shows a company
with service to others as a strong core value. Creating goal numbers for participants
in volunteer programs and measuring the outcomes against those goals will let
leadership know if programs remain successful or need to adjust to better support
the business goals.


