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1. Background  
The Communications Team's purpose is to connect people and support engagement through high 
quality, accessible information about the Trust’s activities and the work of its staff and partners.  
 
We work across the entire Trust and support people with corporate communications, public 
relations, stakeholder relations, digital communications, engagement, branding, marketing, 
emergency planning and crisis management. Find us and more about us on Staffnet.  
 
The following information is a high level summary of how we’ve supported the Trust during the 
third quarter of 2018/19.  
 

2. Overview summary for Q2 
The table below is a summary of how we’ve supported or delivered key projects and initiatives 
during the quarter.  
 
Name of projects 
and initiatives 

Detail for Q2 
 

Client / service 
area  

Community Mental 
Health Service 
redesign project  
 
 

The Community Service Redesign project continued to be heavily 
resourced by communications during Q2, mainly supporting the 
management of change process through:  

 Staff engagement events 

 Briefings and blogs 

 Curating the Community Redesign Staffnet page – including a 
live Q&A  

Leeds Care 
Group, 
Community 
Redesign Project 
Group,   

World Mental 
Health Day 2018 

The Communications Team supported World Mental Health Day in 
October, taking the opportunity to promote both drop-in sessions offered 
by the Trust to people across Leeds who are struggling with their mental 
health and a podcast offering insight into life at Clifton House in York.  
 
We created a dedicated page and web banner on the Trust’s website to 
support this work. Posts were also shared on social media and we 
secured media coverage on local radio. 
 
We also supported the production of the “Proud to work at LYPFT” video 
for the nursing conference which took place on World Mental Health Day.  
  

Trustwide,  
Leeds Care 
Group,  
Specialist & LD 
Care Group  

Staff health and 
Wellbeing 
Communications 
support  

We continued to promote the staff health and wellbeing roadshows, 
which ran throughout October. Messages appeared in Trustwide, on 
Staffnet and on our social media channels, making use of bespoke 
graphical devices created to support the health and wellbeing agenda.  

Staff Health and 
Wellbeing 
Committee, 
Workforce 
directorate,  
 

Estates/CAMHS We have continued to support our estates and clinical colleagues to 
communicate plans for the future of the Trust’s estate.  
 
In Q3, this focused on services moving from Malham House and 
Southfield House into St Mary’s House, South Wing. This involved a 
package of internal and external comms, including a mailout to service 
users, the production of postcards and posters, a message to GPs, 
updates to our website and Staffnet, articles in Trustwide, social media 
messages and an article in Imagine magazine, which is sent to members.  
 
We helped celebrate the opening of the newly-refurbished South Wing 
and have continued to attend the Estates Task and Finish Group, writing 
the subsequent ‘Bricks and Mortar’ blogs for the Chief Financial Officer. 

Estates, Chief 
Financial Officer, 
Leeds Care Group  

http://staffnet/supportservices/Marketing%20and%20Communications/Pages/Default.aspx
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Name of projects 
and initiatives 

Detail for Q2 
 

Client / service 
area  

In addition, we continued to keep in touch with colleagues at LCH 
regarding the development of the new CAMHS unit.  
 

Website review and 
development plan 

A paper setting out the vision for the future development of the Trust’s 
website has been developed and will be sent out via the Trust’s 
procurement portal In-Tend in January.  
 
This is to ensure we can provide recommendations to the Executive 
Management Team in March. Our intention is to ask the two strongest 
suppliers to present their service offer to us following the conclusion of 
the tender period before we make our final decision.    
 

EMT, 
Communications 
Service, 
 

News and media 
relations  
 
Significant 
proactive and 
reactive news  
  

Proactive news publications for Q3: 

 Mental Health drop-in sessions 

 Learning disabilities team at nursing awards 

 New NHS Northern Gambling Clinic announced  

 New Director of OD and Workforce 

 Leeds Transgender Day of Remembrance 

 West Yorkshire and Harrogate funding boost 

 CQC System Review 
 

We had 34 reactive media enquiries in Q3, including: 

 5 Gender Identity Service 

 3 Eating Disorder Service 

 8 Addiction Services / new Northern Gambling Clinic 

 2 Veterans Service 

 2 Funding announcements 

 5 SI Reports / Other Reports / Inquests 

 9 Other 
 
The Northern Gambling Clinic announcement generated a significant 
amount of positive coverage. 
 

Multiple  

Inquests and 
investigation 
reports 

We supported the publication of three NHS England investigation reports 
and a very high profile coroner’s inquest in Q3.  
 
The work surrounding the publication of the report into the deaths of 
Kenneth Godward and Roger Lamb, and the care provided to Harry 
Bosomworth, and the related coroner’s inquest in December, demanded 
significant communications work. It resulted in national media coverage 
with LYPFT and LTHT hosting a joint press conference at the coroner’s 
court.  
 

Nursing and 
quality, 
complaints, risk 
management.  

Development of our 
staff intranet, 
Staffnet  
 

Web development agency Intelligent Decisioning (ID) has been working 
with our IT department to conduct a health check on the SharePoint 2013 
system and begin installation of specialist software to improve it. 
 
There were some recommendations following the health check and IT 
are working to resolve these. The software has been installing on a 
development area and work will start in the next quarter to develop the 
information architecture, navigation and content. 
 

Workforce,  
IM&T 

Winter-related 
campaigns 
 
 

Winter campaigns: 

 Staff flu jabs – regular feature on Trustwide and Staffnet 

 System wide winter campaigns  i.e. Big Thank You / Winter 
Heroes – including printed materials distributed to our sites, 
social media support, Trustwide features 
  

Nursing, Infection 
Control, Leeds 
health partners  

Mental health In December, we ran a public campaign to offer advice to people who Trustwide,  
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Name of projects 
and initiatives 

Detail for Q2 
 

Client / service 
area  

campaigns at 
Christmas 

found themselves struggling with their mental health at Christmas. We 
produced an animation which was shared on the Trust’s website and 
social media channels, and was also cascaded via the CCG.  
 
We took the opportunity to run another round of promotion for the mental 
health drop-in sessions run by the Trust and secured some positive news 
coverage in the Yorkshire Evening Post. In addition, we supported NHS 
England North’s Twitter advent calendar, supporting the Help Us Help 
You campaign and other seasonal messages.  
 

Leeds Care 
Group,  
Leeds health 
partners  

Media Policy 
 
 

We led of the refresh of the Trust’s media policy which was ratified in 
November 2018.  
 

EMT, Workforce, 
Trustwide 

New Electronic 
Patient Record 
(EPR) system, 
CareDirector 

We continue to support the communications for the EPR project. Activity 
has included a monthly newsletter sent out to affected staff and further 
development of the CareDirector Staffnet site. 
 
Details about the project and forthcoming events continue to be promoted 
via the Trustwide bulletin and some snap surveys have been sent out to 
gather feedback on development workshops. Results from these surveys 
have been mainly positive and improvements are being made to these 
events as a result of the feedback. 
 
A wider ranging engagement survey is planned to go out to affected staff 
in the next quarter to measure how informed and involved they feel in the 
project and provide an opportunity to raise concerns or questions.  
 

CFO, Director of 
Ops, IM&T,  

Imagine Issue three of the new-look Imagine was produced and sent to members 
during Q3. In addition to the usual Trust news, the 28-page page printed 
magazine included features on the NHS70 celebrations, the CONNECT 
eating disorders service, PTSD, Trust Awards, antidepressants, patient 
experience and mindfulness.  
 

Communications, 
Membership  

Trust Awards 2018 The Communications Team played a leading role in the annual Trust 
Awards, producing both pre and post event internal and external 
messaging. We managed production of the Trust Awards programme 
and on-the-night presentation slide decks, created areas on the website 
and Staffnet to celebrate both nominees and winners, and live-tweeted 
throughout the ceremony.  
 

Communications, 
Workforce 
Directorate  

Flu campaign  We supported the Trust’s annual flu campaign again this year, to 
encourage staff to receive a vaccination. After adopting an insight-led 
campaign in 2017/18, we rolled out a similar campaign this year, adding 
in some extra merchandise - including flu bug pin badges to be given to 
staff who had a jab, and the well-received selfie frames.  We were 
delighted to hear that this year’s uptake figure has reached 77% at the 
last count.  
 

Infection 
Prevention and 
Control,  
Nursing 
Directorate  

Staff Survey  The Communications Team supported the 2018 NHS Staff Survey with a 
programme of internal messaging, including articles in Trustwide, a 
dedicated page on Staffnet and a series of poster designs. Response 
rates were shared throughout the campaign and case studies were 
produced. These told the stories of colleagues who’d gone on to make 
service improvements in response to previous Staff Survey results. This 
aimed to show staff that by answering the survey, they can make a 
difference.  

Workforce 
Directorate  
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3. Communications activity in numbers 
 
The table below gives an overview of the scale of our outputs and throughputs for the quarter.  
 
Activity  Q3 2017/18 

 
Q4 2017/18  Q1 2018/19 Q2 2018/19 Q3 2018/19 

 

Number of Trustwide staff 
e-bulletins written, edited 
and published  
 

25 23 23 26 24 

Number of stakeholder 
bulletins/publications 
written, edited and 
published  
 

2 1 5 2 1 

Number of external news 
and blog articles published 
on the Trust website 
 

22 
(16 news and 6 
blogs) 

17 
(11 news and 
6 blogs) 

19 
(14 news and 5 
blogs)  

13 
(7 news and 6 
blogs) 

19 
(14 news 
and 5 blogs) 

Number of new / updated 
web pages (external) 
published  
 

13 5 16 
(7 new pages, 
9 updated) 

5 
(1 new 
pages/sites 
and 4 routine 
updates) 
 

7 

Number of news media 
enquiries managed  
 

18 27 27 15 34 

Number of 
published/broadcast news 
media items with 
involvement from 
communications  
 

4 40 24 19 15 

Number of Staffnet 
(internal) news and events 
items published  
 

44 32 33 32 
(27 news / 5 
events) 

40 
(35 news / 5 
events) 

Number of graphic design 
projects (jobs started, 
worked on or completed) 

51 95 
 
(77 new jobs 
started or 
worked on, 18 
jobs 
completed) 

73 new jobs 
started/worked 
on.  
 
49 jobs 
completed 

79 new jobs 
started or 
worked on 
 
59 jobs 
completed 

62 new jobs 
started or 
worked on 
 
42 jobs 
completed 
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4. Our Graphic Design Service: Q3 Highlights 
 
We offer a professional in house graphic design service which covers branding, artwork, 
photography, iconography, publications, print and collateral production. Some of our highlights for 
this quarter include: 

 
 Leeds Gender Outreach workers branding (in collaboration with Yorkshire MESMAC –right) 

 CareDirector project branding – pull up banner example (left) 

 

 
Find out more about our Graphic Design service, as well as all the resources in our Visual Identity 
Hub on Staffnet at  
 http://staffnet/supportservices/Marketing%20and%20Communications/Pages/GraphicDesign.aspx  
 
 
 
  

http://staffnet/supportservices/Marketing%20and%20Communications/Pages/GraphicDesign.aspx
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5. Web and social media  
 
Staffnet (staff intranet) 
Analytics dashboard  
 

 

 
Staffnet – narrative update  
Usage of Staffnet remains consistent with a 3.26% increase of sessions from Q2 to Q3. A session 
is the full period from when a visitor enters to leaving the site. This includes all page views, 
downloads and other events. Page views, or the total number of pages viewed including repeated 
views of a single page, have also risen slightly by 1.75%. 
 
There was a sharp decline in sessions and page views in December but this drop-off occurred on 
the 22 December and can be attributed to Christmas leave. 
 
The most popular pages mostly remain unchanged from the previous quarter. The homepage, as 
main entry point to the site still receives 87% of all traffic with user guides or support for everyday 
tasks content scoring highly. The Buy and Sell board saw a 6.64% increase in activity from the last 
quarter again this may be attributed to the Christmas period. Recruitment and Selection, 
Departmental Calendars and Staff Training pages all experienced a slight dip in activity but still 
remain highly popular. 
 

Dashboard      

 Sessions Page Views  Sessions Page Views 

July 82,896 163,166 October 90,329 177,078 

August 81,864 161,047 November 87,088 169,274 

September 79,706 157,123 December 75,024 143,404 

Q2 total 244,466 481,336 Q3 total 252,441 489,756 

Most popular pages on Staffnet Views % of all traffic 

Room and car park booking   8,962 1.83% 

Buy and sell board 4,254 0.87% 

Recruitment and selection 4,142 0.85% 

Departmental calendars 3,944 0.81% 

Staff training 3,559 0.73% 

Top search queries   

October November December 

Flu iLearn CBT TRAINING 

iLearn COSHH iLearn 

NHS mail Occupational health infection control 

HR email Flu procurement supplies 

Medication hand outs Moving and handling expenses 
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Top searches for this quarter cover Flu, which is in line with our flu campaign over the winter 
months and directing people to search for “flu” on Staffnet for more information about getting their 
jab. iLearn also continues to be a top search, this in line with the popularity of the Staff Training 
pages suggests that training should be a prominent addition to the homepage. 
 
 
Highlights and developments 
Intelligent Decisioning is the new web development agency providing development and technical 
support for Staffnet on a two year contract. Initial discovery work has already taken place including 
a health check and installation of their Mercury SharePoint accelerator. Work on site structure, 
menus and navigation, home page design and document centres, is planned to take place over 
Q4. 
 
Significant new content includes the development of a social media handbook for staff. This online 
resource is being developed to provide staff with the information and advice they need to set up 
and maintain a social media presence. A toolkit has also been created to give more specific advice 
on hashtags, how to handle negativity and stay safe online, and a response flowchart to advise 
people on how to respond to certain comments.  
 
This resource is also designed to empower and enable staff to be more confident using social 
media, increasing their ability to communicate and network with their key stakeholders.  
 
The Staffnet Governance Group is still under review and a condensed version of the group 
continues to meet on an ad hoc basis to support the refresh and deployment of the new site. 
 
Training  
A pilot training exercise was held with a small cohort of Super users in December to test out the 
refreshed training materials and guidance. The Digital Communications Officer led the training 
event and feedback from the half-day session has been positive. The training offer is still under 
review pending any changes to the system which might occur as part of the redevelopment. An 
alternative training offer, including desktop videos and guidebook will be made available as a stop-
gap while the training is finalised. 
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6. Website  
 
Public-facing website analytics dashboard 

 

 

 
Website narrative update  
There continues to be an upward trend in usage of the website. This quarter saw a slight increase 
of 2.52%% in sessions from Q2 to Q3. A session is the full period of time from when a user visits 
to leaving the site. This includes all page views, downloads and other events. However page 
views, or the total number of pages viewed including repeated views of a single page, saw a 
decrease of 1.34%. This decrease is more notable in December when compared with previous 
months. 
 
The most popular pages are consistent with previous quarters. The homepage is the most popular 
receiving 15% of all traffic, with other popular pages performing similarly well. The Crisis 
Assessment Service page saw a slight increase in traffic this quarter whereas the Nursing and 
Midwifery careers page and Gender Identity Service saw a decrease. The Nursing and Midwifery 
careers page saw a 10.5% decrease in activity compared to the previous quarter, again this is 
down to a drop-off in December. 
 
One development for this quarter includes a change in how we utilise the hero image banner on 
the homepage to include more relevant and on topic information. This was trialled in October with 
World Mental Health day and again in November to encourage people to get their flu jab. We will 
continue with this to keep the homepage dynamic, interesting and relevant to our audience. 
 
CONNECT eating disorders pilot site 
The CONNECT: West Yorkshire and Harrogate Adult Eating Disorders Service microsite was 
launched at the end of September and the first quarter of statistics are now available. The 

Dashboard      

 Sessions Page Views  Sessions Page Views 

July 18,310 41,298 October 22,018 48,503 

August 20,483 46,310 November 21,712 46,905 

September 18,683 43,275 December 15,195 33,726 

Q2 total 57,476 130,883 Q3 total 58,925 129,134 

Most popular pages Views % of all traffic 

Services page (our care services) 4,518 3.50% 

Contact us 3,985 3.09% 

Crisis Assessment Service 3,501 2.71% 

Nursing and Midwifery – Careers Site 3,199 2.48% 

Gender Identity Service 2,931 2.27% 

Number of searches   

July August September October November December 

804  586 447 494 541 477 

Q2 total  1,837 searches  Q3 total 1,512 searches  
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microsite has a landing page, a service page, a self-help page for those affect by eating disorders 
and a resources for healthcare professionals page. In terms of page views for this quarter the site 
breaks down as follows: 

 
What this currently shows is that the service information is performing much higher than the other 
related pages and could suggest that people are bypassing the landing page to go straight to the 
service information. This site will continue to be monitored to see if microsites are a viable option 
for more complex services. 

Page Views 

CONNECT landing page 503 

West Yorkshire and Harrogate adult eating disorders service 1,591 

Support for people affected by eating disorders 204 

Resources for healthcare professionals 269 



Page 11 of 16 

 

7. Social Media  
 
The Communications Team manages four social media channels on behalf of the Trust. These are 
 
Twitter: https://twitter.com/LeedsandYorkPFT  
 
Facebook: https://www.facebook.com/LeedsandYorkNHS 
 
LinkedIn: https://www.linkedin.com/company/leeds-and-york-partnership-nhs-foundation-trust/  
 
YouTube: https://www.youtube.com/user/communicationslpft 
 
 
Twitter dashboard 
 

 Q2 2018/19 Q3 2018/19 

Followers 6,287 6,487 

Posts  76 102 

Engagement  423 

(23 replies + 400 link clicks) 

654 

(48 replies + 606 link clicks) 

Engagement rate  1.2%  1.2%  

 
For this quarter there we sent out a much higher number of tweets, some of this can be accounted 
for because of our Trust Awards in November. Even though we sent out a higher number of posts 
than usual, our engagement rate has remained consistently high at 1.2% over both quarters.  
 
Note: an engagement rate on Twitter between 0.33% and 1% is considered to be very high, with 
expected reactions to be between 33 - 100 for every 1,000 Twitter followers1. 

                                            
1
 https://blog.scrunch.com/what-is-a-good-engagement-rate-on-twitter  

https://twitter.com/LeedsandYorkPFT
https://www.facebook.com/LeedsandYorkNHS
https://www.linkedin.com/company/leeds-and-york-partnership-nhs-foundation-trust/
https://www.youtube.com/user/communicationslpft
https://blog.scrunch.com/what-is-a-good-engagement-rate-on-twitter
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Top tweets this quarter   

October November December 

 

 

 

Eating Disorders and Rainbow 
Alliance win at 2018 Mental Health 
Awards 

Announcement of new gambling 
clinic in partnership with GamCare  

Update on £12 million funding 
boost for mental health  
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Facebook dashboard 
 

 Q2 2018/19 Q3 2018/19 

Followers 2,412 2,455 

Posts  23 34 

Likes Total page likes at 30 Sept: 2,403 Total page likes at 31 Dec: 2,444 

 
Similar to Twitter, our Facebook account continues to steadily increase in number of followers and 
likes.  
 
Our highest performing non-boosted (paid) post for this quarter was a post promoting our Mental 
Health Drop-in sessions run in partnership with Touchstone. This was also posted on World Mental 
Health day. This achieved an organic reach (not paid for) of 10,002 people, with 302 post clicks 
and 290 reactions, comments and shares. This is our best ever! 
 

Top posts this quarter   

October November December 

   

Mental Health Drop-in sessions 

 

Reach: 10k 

Reactions/comments/shares: 291 

Post clicks: 302 

 

Trust Awards evening 
 
Reach: 2.5k 
Reactions/comments/shares: 200 
Post clicks: 813 

Looking after your mental health 
this Christmas 
 
Reach: 3.4k 
Video views: 759 
Reactions/comments/shares: 65 

 
 
 



Page 14 of 16 

 
 
 
 
 
 
 
 
LinkedIn dashboard  
 

 Q2 2018/19 Q3 2018/19 

Followers 2,398 2,538 

Posts  9 16 

Impressions  

(the number of times each update 
was shown to LinkedIn members) 

8,337 12,462 

Clicks on posts 192 474 

 
Q3 has seen a large improvement in our engagement on LinkedIn. Our number of followers 
continues to grow at a steady rate and we have also seen a marked increase in both the number 
of impressions and clicks on posts. 
 
The highest performing update for this quarter with an engagement rate of 7.71% was the “We’re 
all really excited about tomorrow’s Trust Awards bash” post on 11 November. This post received 
1,206 impressions, 93 clicks and 21 likes from followers.   
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YouTube  
 

 Q1 2018/19 Q2 Q3 

Subscribers 72 79 82 

Total minutes watched 4,999 5,223 8,391 

Avg percentage of video 
watched 

46% 51% 50% 

 

 

Our You Tube channel underwent some maintenance at the end of Q1, including the removal of 
old content and organising remaining content into category playlists. The landing page was 
sectioned up to display featured videos and the most recent content. The header image was also 
updated to include recent photography.   
 
The growth of subscribers continues to steadily increase, but the total minutes watched has 
dramatically increased this quarter. The average percentage of a video watched remains stable at 
around 50%.  
 
6 new videos were 
added to the channel 
this quarter and the 
top performing videos 
for this quarter 
features these new 
additions.  
 
While the Mill Lodge 
video continues to 
perform well, two new 
films on the 
Yorkshire and 
Humber Mother and 
Baby Unit (right) now 
take both the top and 
3rd spot.

Top performing videos Q3  Watch time 
(minutes) 

Views Likes Comments 

The Yorkshire and Humber Mother and Baby Unit  2,094 736 10 0 

Staying at Mill Lodge Inpatient CAMHS 717 303 1 0 

The Yorkshire and Humber Mother and Baby Unit - 
Louise's story  

605 453 8 0 
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8. Quarter 3 Comms Highlights  
 
World Mental Health Day – Wednesday 10 October 2018 
 
The Communications Team took a leading role in supporting World Mental Health Day on 10 
October 2018. In particular, we used our external communications channels to promote the drop-in 
sessions offered by the Trust to people across Leeds who are struggling with their mental health. 
The associated Facebook post has become our most successful organic post to date, with more 
than 10,000 people reached and nearly 600 engagements.  
 
We also launched a podcast offering insight into life at Clifton House in York. The Communications 
Team worked with staff and service users at Clifton and an external production company to 
produce the podcast, which shares the stories of John, Ben, Stuart and Melissa, who all received 
care and treatment within our low-secure forensic service.  
 
As part of this package of work, we posted regularly on social media throughout the day, created a 
dedicated page and web banner on the Trust’s website, and secured media coverage on local 
radio.  

 
 
 
 
 
 
 
 
 
 
 
 

 
 
Trust Awards – Friday 9 November 
2018 
 
The Communications Team led on the 
promotion of the annual Trust Awards, 
which took place on Friday 9 
November 2018. The evening was a 
great success and saw 240 staff and 
volunteers come together to cheer on 
their colleagues.  
 
Our role was to produce and 
disseminate pre and post event 
marketing. This included managing 
production of a 20-page Trust Awards 
programme and producing 
presentation slide decks for use on the 
night. We also created areas on the Trust’s website and Staffnet which were updated to celebrate 
nominees, those on the shortlist, and winners, and we live-tweeted throughout the ceremony.   

https://www.leedsandyorkpft.nhs.uk/news/articles/drop-in-sessions-for-people-struggling-with-their-mental-health-launch-city-wide-this-world-mental-health-day/
https://www.leedsandyorkpft.nhs.uk/news/articles/drop-in-sessions-for-people-struggling-with-their-mental-health-launch-city-wide-this-world-mental-health-day/
https://www.leedsandyorkpft.nhs.uk/news/articles/inside-clifton-house-a-low-secure-forensic-mental-health-service/
https://www.leedsandyorkpft.nhs.uk/news/wp-content/uploads/sites/4/2018/11/Trust-Awards-Programme-2018.pdf
https://www.leedsandyorkpft.nhs.uk/news/wp-content/uploads/sites/4/2018/11/Trust-Awards-Programme-2018.pdf
https://www.leedsandyorkpft.nhs.uk/news/articles/trust-awards-2018/
http://staffnet/StaffZone/staffawards/Pages/Trust-Awards.aspx

