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Executive Summary
NHS Elect is an organisation with a very specific and unique remit that applies to its client NHS Trusts throughout the UK. Among its six work streams, NHS Elect is involved in marketing, branding and communications to assist client NHS Trusts and the NHS in general with a wide variety of outcomes to enable some form of benefit to client services. NHS Elect effectively markets services for its client Trusts through targeting key groups like patients, client Trust staff and referring staff in primary care (Department of Health, 2008; Parliament, 2006).
The organisation provides marketing solutions to its clients through a variety of media, based on collective or individual needs. A marketing team carefully analyses client needs and responds accordingly to assist with, for example, the advertising of a new service, disease prevention campaigns or the meeting of Department of Health-related targets. NHS Elect’s assistance for clients can manifest as printed leaflets, posters, video production and website design. For widespread campaigns, the use of billboards, social media and television appearances may also occur.
NHS Elect stores a portfolio of its work with NHS Trusts and testimonials of feedback received. This serves as an advert for their services and inspires conceptualisation of ideas for client Trusts. The organisation utilises the Kirkpatrick Model (Kurt, 2016) to determine the effectiveness of the learning, training and other marketing interventions provided. The model enables NHS Elect to gather feedback about how successful their campaign outputs have become a part of practice, thereby allowing modifications to be made for future campaigns if necessary.
The organisation utilises various techniques to maximise impact when delivering its final product. Its success to date has relied on careful selection of target audiences, appropriate use of resources and pitching the message at the correct level.

Introduction
NHS Elect is an organisation within the National Health Service (NHS) and is primarily involved with high-quality support and training for NHS clients in their members’ network; there are currently around 70 members across England, and this number has been reached gradually since inception (starting with approximately 18 members). The organisation was founded in 2002 and is hosted by Imperial College Healthcare NHS Trust in London (NHS Elect – Who We Are, 2016).
NHS Elect’s remit covers working with other NHS bodies, including NHS England, NHS Improvement, the Department of Health and others. This networking gives NHS Elect a deep understanding of developing healthcare policies and best practice nationwide, which is used to assist member clients (NHS Elect, 2016).
The main services provided by NHS Elect for its members include:
· Understanding issues linked to the Business of Healthcare
· Coaching
· Customer Care and Patient Experience
· Organisational Development
· Quality Improvement and Measurement
· Marketing, Communication and Branding
An evaluation of NHS Elect’s role and activities with respect to its marketing, communication and branding function now follows.

Inception and development
NHS Elect was founded to provide training and support for client NHS Trusts that choose to subscribe to membership. It was founded by a group of NHS Chief Executive Officers and clinicians to provide support to their respective treatment centres (Parliament, 2006). It fits into the NHS as an arms-length organisation that interacts with various governing bodies within the NHS, thereby being well-positioned to assist its subscribed clients with required projects. Having close links to organisations such as NHS England, NHS Improvement and the Department of Health, and employing a number of specialised staff with apt credentials and experiences in differing sectors, NHS Elect is able to collate relevant information necessary for dissemination to its clients, with the objective of sharing best practice and enhancing knowledge and skills. For example, the specialist branding team of NHS Elect specifically works with the Department of Health’s branding team.
The remit for the organisation grew as it split its functionality into various strands and its membership also increased. With demand growing for the marketing assistance provided, NHS Elect added a new form of reduced cost membership that covered just the marketing, branding and communications subdivision of the full remit. The new membership was advertised with the following benefits being offered (NHS Elect Marketing Flier, 2018):
· “Production of a promotional video
· Creation of a standalone microsite
· Delivery of a consultancy or design project (e.g. branding for a
· service, or co-production of a marketing plan)
· Creation of a dedicated photo library
· Delivery of two onsite training workshops (e.g. social media in
· the NHS, public and patient engagement, marketing for
· beginners etc.)
· One free place at all of our communications and marketing
· events and webinars (at least 10 throughout the year)
· Access to an array of tools and resources via our website
· Unlimited advice via email”

Key Target Market and stakeholders
Unlike the majority of businesses which trade a product or service with customers for financial gain, healthcare organisations such as the NHS envisage better health, more effective treatment, successful disease prevention and the like as their goals. Although obviously cost must be a factor when delivering healthcare services, the focal point of the NHS's marketing strategies should always be the patient, whether as an individual, a local community or the nation as a whole. To this end, the NHS Elect objectives of marketing revolve around three key target groups: patients, staff and referrers (NHS Improvement, 2016).

Patients

Being at the heart of healthcare, patients are of paramount importance to the successful running of NHS business. Marketing strategies are geared towards enabling NHS Elect's clients to advertise their services to maximally attract patients towards clients' services, provide signposting information about important local services, and disease prevention campaigns amongst other examples. Marketing strategies are more pronounced on occasions such as new and innovative services needing promotion, or when the government has set targets to reduce the incidence of a particular illness through e.g. prevention programmes and health promotion campaigns.

Staff

These will include all relevant staff, though mostly those in a clinical setting who have the most impact on and contact with patients. Marketing for staff can include means to reaching out to patients, assisting with self-promoting of services, and reminding about ways to instil and maintain good practice and keeping up-to-date with training.

Referrers

This target group comprises healthcare professionals external to client organisations, such as GPs and others in primary care. Advertising for this group focuses on raising awareness of which services are available for referral in secondary care, and the criteria for referral to enable appropriate referrals to take place.

KEY PERFORMANCE INDICATORS: Quality and Effectiveness Evaluation
The organisation utilises the Kirkpatrick Model (Kurt, 2016) to determine the degree of effectiveness from its interventions for its clients. This model is based on four levels of learning and can be diagrammatically represented as below:
[image: Image result for kirkpatrick model]
The four components of the model are: Level 1 - Reaction, Level 2 - Learning, Level 3 - Behavioural Change, Level 4 - Organisational Performance.
This model is usually applied before, throughout and following any form of relevant intervention to show the value of the intervention to the business. To summarise, the basic premise in applying the model is as follows. At the first level, it is necessary to evaluate to what extent the target audience is satisfied with the training or other intervention received. At the second stage, it is imperative to ascertain what was learnt by the audience, and what was not learnt. This stage is more difficult and time-consuming to gauge compared to the first step. Following on from this, around 3-6 months after the intervention, it is determined at the third level whether the knowledge, skills and understanding acquired through the intervention have been transferred into the behavioural practices of the audience. The final fourth level seeks to determine if the outcome of the program has met the goals originally set, and this is through measuring changes in relevant variables.
An example of how NHS Elect applies the Kirkpatrick Model is illustrated below, where assistance was given to a Trust in reducing delayed transfers of care (to another healthcare service):
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In this case, once the project was complete, feedback and evaluation forms were handed to the Trust staff involved to gauge if they were satisfied with NHS Elect’s overall response. This was followed by poster presentations and feedback given at the site regarding the learning programme that NHS Elect helped “sell” to the Trust. At level 3, poster presentations at the site related to the impact of the learning programme on the behavioural processes undertaken by the staff with respect to transfers of patient care. For example, this could include enhancing lines of communication between different healthcare services or ensuring actions in a pathway are completed efficiently to prevent delays in transfer. At a later time, once the learning had become embedded into practice, poster presentations of the impact were conveyed by the client Trust to NHS Elect, in addition to reports showing measures of reduced times for delays in transfer of care. Through the application of this model with each project and campaign, NHS Elect’s marketing department gathers an understanding of the impact their intervention has had in relation to the original goals of the client.
A separate but related means of determining suitability of its own website content is through the use of online surveys which NHS Elect conducts through Survey Monkey (Survey Monkey, 2019). Results are fed back to NHS Elect and enable amendments to be made to online content as necessary.



Communication Media and Channels
With a typical company or organisation, the lines or channels of communication media are intended to increase financial profits. As mentioned above, when NHS Elect undertakes a marketing project and develops a variety of media, these are designed to bring about a non-financial benefit to a client organisation, or at least a financial benefit which is indirect. The forms of media employed in any of NHS Elect's marketing campaigns serve to promote its broad client base, which is the NHS at large, rather than the organisation itself. This is a point that is quite distinct to the average company's marketing outcome.
NHS Elect utilises a wide range of media for its client marketing campaigns, to include video production, website design, stills photography and print media. Examples of these under the different categories of media include (reference NHS Elect, 2019):
· Print media
Western Sussex Hospitals - stills photography taken for maternity services and then a patient information leaflet was produced promoting the service to new patients
Whittington Health Trust - promotion of the hospital open day, including design and production of posters, handouts and banners
· Video production
University Hospitals of Birmingham NHS Foundation Trust - Staff training on inclusivity
NHS Improvement - A paramedic’s insightful story dealing with ambulance handover times, and changing behaviours and cultures that may contribute to unnecessary waiting for patients
· Web design
North West London Sexual Health and Contraception Service – microsite for users of the sexual health and contraception services covering four boroughs in north west London
Firshill Rise Assessment and Treatment Centre – microsite showing facilities at this specialist centre for adults with learning disabilities and challenging behaviour, based in Sheffield
To meet the demand of providing media-related solutions, NHS Elect collaborates with other companies. For example, Winona Solutions, a website and digital marketing agency based in London, was employed to develop an extranet for NHS Elect (Winona Solutions, 2018).
Another strategic decision made by the Board is to employ Associates of NHS Elect who are experts in their respective fields and can assist or be consulted with regarding relevant projects. With reference to this topic, NHS Elect have at least three such associates who specialise in fields such as leading on healthcare marketing, providing marketing support and delivering e-marketing solutions (NHS Elect, 2019).
As touched on below, NHS Elect uses a variety of media channels depending on the message being conveyed, the target audience, resources available and the overall outcome required.
Marketing Strategies: Effectiveness and Influence
Aside from direct marketing for its clients, NHS Elect is also involved with promoting and advertising for the NHS in general. To this end, representatives have made appearances on prime time television (reference for ITV). In addition, the marketing department pushed the campaign for the NHS choir to release its song for the number 1 place during Christmas 2015, beating Justin Bieber to the position (reference).
One key method employed by NHS Elect to enable best practice to flourish in the NHS is to showcase outcomes from clients to others, thereby inspiring others to deal with their own challenges more appropriately.
Creating a powerful message and then pitching it effectively to the appropriate target audience is a summary of what NHS Elect strives to achieve with each of its campaigns, be they for an individual client or a national project.

Critical Evaluation of Case Examples
A number of project/campaign examples are cited on the NHS Elect website, with samples of the work produced for a variety of NHS Trusts (including those listed under “Communication Media and Channels” above). Testimonials from clients are frequently cited in the samples and associated promotional materials.
It is difficult to judge with certainty the effectiveness and influence exerted by NHS Elect on individual clients as there is little independent information available. The success of the end product of a client project could be assumed from its continuing use by the client. For example, Whittington Health NHS Trust had a web microsite developed by NHS Elect for its maternity services, and this is still being employed as an online information source for this service provided by the hospital (Whittington NHS Trust, 2019).
With respect to more generalised campaigns, NHS Elect has shared some key points that have enabled successful marketing with a diverse range of projects. A few of the salient points used in the respective marketing strategies are as follows:

Missing Type – the campaign encouraged blood donation, and utilised partners such as politicians and the government in general to push the message across to the public.
Tinder Organ Donation – here, the online social site was used for advertising about organ donation, and in this case NHS Elect was particular about appropriate targeting of the audience.
Think FAST – this campaign focussed on recognising the symptoms of a stroke. As this would be considered an emergency situation, NHS Elect made an effort to keep the posters very simple and absolutely clear, encouraging the public to be mindful of “Face, Arm, Speech, Time”.
Stop Smoking – the promotional material tried to deliver maximum impact through the imagery used in the adverts, namely the unsightly physical condition of the internal organs and blood vessels in smokers.
NHS Xmas No.1 – this campaign focussed on maximum engagement with the public and use of social media, leading to the NHS team achieving the top position in the charts for Christmas 2015.
Hello My Name Is – this project was based on utter simplicity and sought to get NHS staff openly introducing themselves to patients and visibly being at hand as the warm, friendly and helpful people who can be relied on for assistance.
Other techniques that have proved successful for NHS Elect’s marketing projects include utilising user-generated content on social media, integrating online and offline content (e.g. billboards), and working with partners as well-known and varied as McDonalds, Starbuck, Google, Sky, Coca Cola, Honda and ITV.

CONCLUSION
NHS Elect employs a comprehensive array of media channels and techniques to deliver on the service or product being marketed. The organisation’s relative success to date relies on close collaboration with partners within healthcare and outside, careful selection of the target audiences and powerful messages that are pitched at the correct level to gain maximum effectiveness. A dedicated marketing team is well-placed and well-connected to facilitate relevant, up-to-date support for client NHS Trusts and also push the government’s and Department of Health’s agendas for health improvement and disease prevention across the nation. The organisation has made a gradual but significant impact in marketing healthcare services since 2002, and continues to exploit advances in technology and communications to further this objective.
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