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EXECUTIVE SUMMARY 
 
This Policy concerns the business use of social media within James Paget University 
Hospitals NHS Foundation Trust (JPUH). This includes social networking sites such 
as Facebook and Twitter, as well as wider online communication such as personal 
websites and blogs, discussion boards, email groups and instant messaging. It also 
covers all kinds of content shared online, including text, photographs, images, video 
and audio files.  
 
JPUH welcomes the use of social media by staff and departments, and recognises 
the benefit of using these tools to increase health awareness and to advertise our 
services. This Policy does not intend to prevent staff from using social media for 
business purposes around the Trust, but acknowledges that certain protocol must be 
in place to prevent the risks associated with the use of these channels. 
 
The misuse of these sites carries significant reputational, technical and legal risks 
and therefore this policy has been developed to provide clear advice and policy to 
employees on the use of social media in a professional and work-related capacity. 
 
JPUH is seeking to establish a small number of social media accounts which will be 
used to provide information and to promote the organisation and its services. The 
Trust’s Twitter and Facebook accounts will be monitored and managed by the 
Communications Department during normal working hours (Monday to Friday 9.00 – 
17.00). Out of hours, the Head of Communications and members of the Executive 
Team may keep a watching brief but not as part of a formal on call arrangement. 
 
Departments and individuals representing the Trust are welcome to use social media 
in a work capacity, but will not set up business related social media accounts without 
the express permission of the Head of Communications. Business accounts that are 
already in place will be closely monitored and will be linked from the main Trust 
account.  
 
This Policy sets out a process for the limited and authorised use of social media for 
professional purposes to allow the organisation to realise the benefits of social media 
whilst ensuring the risks are appropriately assessed and managed.   
 
This Policy should be read in conjunction with the Social Media Policy for all 
members of the Trust.
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1.0 INTRODUCTION 
 
1.1 Background 
This Policy sets out the guidelines and managed process for staff use of social 
media in a business capacity. 
 
1.2 Scope 
This Policy is relevant for the Communications team and other authorised users of 
the verified JPUH accounts. It is also relevant for staff who have gained express 
permission from the Head of Communications to represent the Trust through a 
department or individual social media account. 
 
This Policy concerns the business use of social media sites (JPUH accounts) by 
authorised individuals during hours of work, during rest breaks and when employees 
are not at work. This includes social networking sites such as Facebook and Twitter, 
as well as wider online communication such as websites and blogs, discussion 
boards, online forums and comments sections. It also covers all kinds of content 
shared online, including photographs, images, video and audio files. 
 
This Policy does not cover what employees discuss, comment on or publish in their 
own time on their own personal profile. This is covered by the Social Media Policy.  
 
1.3   Responsibilities 
It is the responsibility of the Head of Communications to ensure the effective 
governance of this Policy, namely to ensure that employees are aware of this Policy 
and their obligations relating to the corporate use of social media. They are also 
responsible for ensuring that effective processes are in place for monitoring social 
media during working hours, and that all corporate accounts pertaining to the Trust 
will be linked to the main account.  
 
Out of hours, the Head of Communications and members of the Executive Team may 
keep a watching brief on social media accounts but not as part of a formal on call 
arrangement. 
 
It is the responsibility of the following staff to ensure that they have read and 
understood this Policy, in addition to other relevant Policies and professional 
guidelines: 
 

 Head of Communications 

 Communications & Media Manager 

 Communications & Social Media Officer 

 Board of Directors 

 Any other staff that have express permission to access Trust corporate 
accounts. 

 
Workers who are found to breach the Trust's Business Use of Social Media Policy 
will be managed in line with the Trust's Disciplinary processes. 
 
Any social media or online activity which results in harm, distress or loss of reputation 
to patients, staff or the organisation may be considered gross misconduct and could 
lead to a formal investigation resulting in disciplinary, legal or criminal action. 
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Employees who have been granted access to using social media for business 
purposes are required to agree to and adhere to the Business Use of Social Media 
Policy, IT Security Policy and Internet Policy. They should also refer to the Social 
media user guidelines booklet (appendix three) for help and advice on how the NHS 
and JPUH uses social media. 
 
Staff without authorisation to use social media sites for business related purposes will 
not have access to these sites on the JPUH Network. Any attempt to access the site 
could be considered for appropriate action in line with the relevant IT Security and 
Internet Policies. 
 
1.4 Monitoring and Review 
Compliance of this Policy will be monitored by the Communications Department with 
input from Information Technology and Human Resources as the likely sources of 
evidence of poor practice by individuals, through appropriate feedback and complaint 
mechanisms.  
 
Where appropriate, the Information Governance Action Group (IGAG) will review 
individual instances on non-compliance and issue guidance to where required.  
 
The Policy will be approved through the Trust’s standard Document Review Group, in 
accordance with the Procedural Documentation Development Policy. 
 
Social media activity will be reported back to the PACE committee on a regular basis. 
 
1.5   Related Documents 
 
Social Media Policy (personal use) 
Disciplinary Policy, Regulations and Procedure 
IT Security Policy 
Internet Policy 
Freedom of Information Policy 
Complaints Policy 
Grievance Policy and Procedure 
Dignity at Work Policy 
Whistleblowing (Raising Concerns) Policy and Guidance 
Adverse Events Policy 
Consent to Photography Form 
Social media user guidelines (see appendix) 
 
1.6 Reader Panel 
The following formed the Reader Panel that reviewed this document: 
 
Post Title 

Communications & Media Manager 

Communications & Social Media Officer 

Divisional Managers 

Information Governance Manager 

Chairman 

Vice Chairman 

Director of Nursing, Quality & Patient Experience 

Associate Director of Human Resources 
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1.7   Trust Values 
This Policy conforms to the Trust’s values of putting patients first, aiming to get it 
right, recognising that everybody counts and doing everything openly and honestly. 
The Policy incorporates these values throughout and an Equality Impact Assessment 
is completed to ensure this has occurred. 
 
1.8 Glossary 
The following terms and abbreviations have been used within this Policy: 
 

Term Definition 

FOI Freedom of Information 

IGAG Information Governance Action Group 

 
1.9 Distribution Control 
Printed copies of this document should be considered out of date. The most up to 
date version is available from the Trust Intranet. 
 
2.0 STATEMENT OF POLICY 
This Policy sets out the business use of social media sites (JPUH accounts) by 
authorised individuals during hours of work, during rest breaks and when employees 
are not at work. 
 
All workers are reminded of the need to maintain patient, colleague and corporate 
confidentiality when using the different types of social networking available.  
 
Workers who are found to breach the Trust's Business Use of Social Media Policy 
will be managed in line with the Trust's Disciplinary processes. 
 
2.1 Policy Objectives 
The objective of the Policy is to:  

 Protect the interests of patients, staff and the Trust 

 Provide guidance on the appropriate use of social networking by individuals 
working for the Trust  

 Effectively monitor and manage responses on social media within existing 
resources 

 Outline agreed methods for obtaining permission to use social media in a 
business capacity. 

 
2.2  Policy Definitions 
 
Social Media 
 
Social media is online technology that enables the sharing of information, the 
promotion of discussion and the establishment and development of relationships. 
Information can be shared in a variety of different formats, such as text, pictures, 
video and audio. Examples of popular social media sites include Facebook, Twitter, 
YouTube and LinkedIn, which can be accessed through websites on computers and 
special applications on mobile devices.  
 
3.0 SOCIAL MEDIA OBJECTIVES 
 
The Trust’s social media objectives are to: 
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 Improve patient experience by monitoring, evaluating and responding to 
complaints in line with the Trust’s Complaints Policy, and ensuring they are 
dealt with quickly and appropriately. 
 

 Connect with patients and visitors on a quick and individual basis by 
answering questions they may have or signposting to further information. 
Establish trust and improve the reputation of the organisation by being seen 
to respond to users accurately and efficiently. 
 

 Strengthen links with local and wider community, primary care and other 
partners by engaging conversation and sharing information. 
 

 Promote and support Trust services as well as news, events and staff 
achievements. 
 

 Increase awareness around health and wellbeing by sharing topical 
information from other health organisations, and promoting health awareness 
days. 
 

 Provide real-time vital information in times of emergency and crisis to directly 
update those directly affected and keep local partners and organisations 
informed. 

 
4.0 BENEFITS, CHALLENGES AND LIMITATIONS  
 
Benefits:  
Good use of social media has the potential to:  

 Enable messages to be issued quickly as well as responding to any 
comments or feedback promptly 

 Increase access to audiences and improve accessibility of communication 

 Enable the organisation to be more active in our relationships with partners 
and stakeholders 

 Offer greater scope to adjust or refocus communications quickly, where 
necessary 

 Improve the long-term cost effectiveness of communications 
 
Challenges and Limitations:  

 Social media sites are not fully secure. Any content placed on them may be 
seen by people other than the intended audience and must be considered as 
public, even if privacy/security settings are set as private or a restricted 
audience 

 Managing reputation in a setting which is meant to encourage discussion and 
comments needs careful consideration 

 Defamation laws can apply to any comments posted on the web made in 
either a personal or professional capacity 

 Social media can blur the boundary between an individual’s public and 
professional lives 

 There are significant resource implications in terms of moderating these sites, 
as well as managing and responding to comments and online discussion, 
particularly out of hours 
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 Social media is not generally backed up in the same way as internally 
networked services – there is no guarantee that content previously published 
can be retrieved if lost, corrupted or compromised. In addition there is no 
service level agreement with social media providers, meaning that reliance on 
them is an additional risk 

 
5.0 APPROPRIATE BUSINESS USE OF SOCIAL MEDIA  
 
Using social media sites in any kind of professional capacity brings with it certain 
responsibilities, standards of behaviour and other organisational considerations.  
 
As a general rule:  

 Content published on to these sites should consist of information that is 
already publicly available (such as on other reputable public websites) 

 These sites should be used for increasing awareness of matters relevant to 
the topic 

 These sites should be used to communicate with the general public and/or 
sizeable groups within the community 

 These sites should not be used to communicate with people one-to-one 
(unless responding to comments or feedback) and should not be used to 
discuss medical matters, including appointments 

 
Information published to social media sites can become available to other users 
around the world within a matter of minutes. The media follow social media sites and 
regularly republish information from these sites in other media.  
 
JPUH reserves the right to withdraw certain posts, and remove inappropriate 
comments. 
 
Any department/service/member of staff who has been granted access to use social 
media sites for business purposes are expected to: 
 

1. Adhere to the relevant JPUH I.T Security and Internet Policies and relevant 
HR, Information Governance and confidentiality Policies as well as the 
professional codes of conduct relevant to their position. Guidance can also be 
sought from the Social media user guidelines booklet (appendix three). 
 

2. Never post messages, information, images or recordings of patients, 
colleagues, contractors or members of the public without receiving formal 
prior consent. With the exception of Trust staff, a Consent to Photography 
form will need to be completed by any individual who features in a photo.  

 
3. Never publish (or permit others to publish) content about the NHS, its 

services, facilities, staff, patients or third parties that could be considered as 
confidential, breaching copyright, offensive, defamatory, discriminatory, 
harassing, illegal, embarrassing, threatening, intimidating, which may incite 
hatred or compromise the safety of staff or patients.  

 
4. Remember that you are representing JPUH. Make sure you are always seen 

to act in an honest, accurate, fair and responsible way. Make sure that all 
content published is of a standard that is consistent with your work and Trust 
values, priorities and professional standards.  
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5. Regularly post content to their site(s) and keep it active. Any JPUH accounts 
which have not been updated for six months will be considered to be inactive 
and will be subject to removal automatically.  

 
6. Participate online in the same way as you would in an official capacity with 

other media, public meetings or forums.  
 

7. Think before you publish any content (including adding external web links and 
replying to comments/messages from other users). If you are in doubt about 
whether something is suitable to publish, either seek advice from your line 
manager, the Communications Department or Information Governance, or 
simply do not publish it.  

 
8. Avoid using tools provided by these sites to gather opinion on services, or to 

capture feedback, including the use of straw polls/canvassing. This will be 
undertaken in a managed way under the direction of the Executive Lead. 

 
9. Never provide medical advice in response to messages received from 

individuals. The only suitable response to issues is to advise such individuals 
to contact their GP, NHS 111 or attend their local hospital as appropriate.  

 
10. Regularly monitor the content of your account and remove inappropriate 

posts. Pay particular attention if others have access to publish/share content 
which will appear on your account. Remove any content that others publish 
that could be considered to be inappropriate.  

 
11. Refrain from using these sites for non-work related purposes, such as 

accessing your own personal accounts or casual browsing.  
 

12. Keep your account secure and check your privacy settings. Be aware of 
malicious web links or messages sent by other social media users that if 
accessed could result in account/computer being compromised. 

  
13. Alert your line/service manager in the first instance if you think you have 

made a mistake or if something else has gone wrong. Ensure mistakes are 
quickly corrected. If appropriate, they should also seek advice from the 
Associate Director of Governance, Safety and Compliance who can advise if 
a formal investigation should be carried out.  

 
14. Do not use social media for whistle blowing or use it to discuss work any 

work-related matters, issues and complaints. Any legitimate concerns should 
be addressed through the appropriate Board policies, for example the 
Whistleblowing Policy, Grievance Policy or Dignity at Work Policy.  

 
If you have any queries about any of the above or require advice contact the 
Associate Director of Governance, Safety and Compliance. Any incidents/breaches 
should be recorded through the Safeguard Incident Reporting System, as per the 
Adverse Events Policy.  
 
6.0  FREEDOM OF INFORMATION (FOI)  
 
JPUH has a legal obligation to comply with the requirements of the Freedom of 
Information Act 2000 under which a person or organisation is entitled to request 
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information from a public body. The Trust has established systems in place to handle 
FOI requests and has created a dedicated e-mail address through which requests for 
information can be submitted. However it is still possible that JPUH accounts created 
on social media sites might be seen as a route through which FOI requests could be 
submitted.  
 
Staff responsible for updating and monitoring any JPUH business related social 
media sites should therefore be alert to this possibility and should ensure that the 
content of all communications sent to JPUH through social media sites are screened 
to establish whether they constitute a valid request for information and appropriate 
action taken if necessary. (A valid request must state the name of the applicant and 
an address for correspondence. It must also describe the information being 
requested.) Further information on FOI is available within the Freedom of Information 
Policy and on the Trust’s website. 
 
 
7.0  PROCEDURE FOR APPROVING USE FOR BUSINESS PURPOSES  
 
JPUH aims to have a small number of business related social media accounts which 
are used to promote the organisation and a number of specific services. 
 
The Trust’s main corporate Twitter and Facebook accounts are monitored and 
managed by the Communications Department. These are used to provide 
information and updates on a wide range of developments, events and activities 
across the organisation. 
 
Departments and individuals representing the Trust are welcome to use social media 
in a work capacity, but will not set up business related social media accounts without 
the prior approval of the Head of Communications, who will review each application 
or request on an individual basis in collaboration with colleagues from Information 
Governance and HR. Individual accounts that are already in place will be closely 
monitored and will be linked from the main Trust account. 
 
Staff are encouraged to consider making use of the existing corporate Twitter and 
Facebook accounts to communicate campaigns or key messages, rather than setting 
up individual accounts if they can’t be regularly monitored and updated. This will 
avoid duplication, confusion and will also help maximise the potential audience as the 
existing accounts build-up an established following. If you have work related 
information which you would like to share via social media please contact the 
Communications & Media Manager who can advise on the most appropriate 
communication channels. 
 
Any individuals, teams or departments within the Trust wishing to apply to use social 
media for professional purposes or set up a work-related social media account for a 
specific service, department or event must contact the Communications & Media 
Manager in the first instance, who will issue a Social Media Authorisation Form 
(Appendix one) and Social Media Acceptable Use Certificate (Appendix two). 
 
The Head of Communications will review each application or request, in partnership 
with representatives from the Communications Department, before reaching a 
decision on whether to approve the application. 
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Each member of staff identified in the application form as requiring access will need 
to complete a Social Media Acceptable Use Certificate (Appendix two). This is to be 
completed and returned with the Authorisation Form as detailed on the certificate – 
before access will be granted. 
 
If approval is given, the Communications Department will arrange appropriate online 
access to social media sites, and discuss integration of the new account with the 
main Trust corporate account. 
 
All JPUH related social media accounts will be closely monitored by the 
Communications team for appropriate use. The Head of Communications retains the 
right to revoke permission to use social media if individuals or departments are not 
seen to use their account regularly or appropriately. 
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APPENDIX ONE – SOCIAL MEDIA AUTHORITSATION FORM 
 

Account intended for 
use to promote 
individual/department/s
ervice/campaign (please 
specify): 

 

Name of 
department/service: 

 

Name and job title of 
applicant: 

 

Applicant work contact 
number: 

 

Applicant email 
address: 

 

Name of Service 
Manager/Director: 

 

Supporting statement 
about why you want to 
use social media and 
what you hope to 
achieve by using social 
media  

 
 
 
 
 
 
 

If you are requesting a 
new account, please 
provide details of how 
this will be monitored 
and updated (in and out 
of hours) 
 

 

Please indicate which 
Social Media sites you 
wish to use (please 
tick), and their 
username 

Facebook Twitter 

  
@ 

Designated staff who 
require access  
 

Name and job title 
 

Contact 
telephone 
number 
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Applicant 

I have read, understood and accept the James Paget University Hospitals 
Corporate Use of Social Media Policy (please sign and date below): 

Signature of 
applicant: 

 

Date:  

 
Divisional Manager  

I have read, understood and accept the James Paget University Hospitals 
Corporate Use of Social Media Policy (please sign and date below): 

Signature of 
applicant: 

 

Date:  

 

Decision 

Approved/Rejected:  

Reason(s) for 
decision: 

 

Signature: 
 

 
 

Head of Communications 

Date:  

 
Please complete and return this form, alongside a copy of the Social Media 
Acceptable Use Certificate for each individual who requires access, to the 
Communications & Media Manager.  
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APPENDIX TWO – SOCIAL MEDIA ACCEPTABLE USE CERTIFICATE 
 
I confirm that I have read and understood and agree to comply with the Business Use 
of Social Media Policy. I accept that my usage of social media sites will be monitored. 
 
I agree to use social media sites for James Paget University Hospitals work purposes 
only and will not access my personal social networking profiles at any time from a 
work computer. 
 
I agree to the following points: 
 

 I will comply with the Trust Security Policy and relevant HR and 

confidentiality policies as well as the professional codes of conduct relevant to 

my position. 

 

 I will not leave my computer unattended while logged into any social media 

site and will lock my computer if I move away from my desk. 

 

 I will not download or use any software or apps that are available on social 

media sites. 

 

 I will not keep a written note of the log in details for any social media sites in 

a visible place. 

 

 I will not give out the log in details for any social media site to anyone who is 

not authorised to access them. 

 

 I will inform the Divisional Manager(s) and Communications Department if I 

leave my current post or if my post changes within the NHS, and I no longer 

require access to social media accounts for work purposes. 

 

 I will report incidents of any inappropriate posts/behaviour on any social 

media sites to my line manager immediately (or to Communications if 

needed), and remove them from the site. 

I understand that failure to comply with this will result in my access to social media 
being revoked and also may result in disciplinary proceedings.  
 
Employee name:………………………………………………………………………. 
 
Employee job title:……………………………………………………………………. 
 
Employee signature:………………………………………………………………….. 
 
Line Manager name:………………………………………………………………….. 
 
Line Manager signature:……………………………………………………………… 
 
Date:……………………………………………….. 
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Please complete a copy of this form for each individual who requires social media 
access and return alongside a copy of the Social Media Authorisation Form, to the 
Communications & Media Manager.  
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APPENDIX THREE – SOCIAL MEDIA USER GUIDELINES 
 

 
 

James Paget University 
Hospitals NHS 

Foundation Trust 
 

Social media user 
guidelines 
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NHS and social media 

What is social media? 
Social media is the term commonly used for websites 
which allow people to interact with each other in 
some way, by sharing information, opinions, 
knowledge and interests. As the name implies, social 
media involves the building of online relationships 
and communities, encouraging participation and 
engagement.  
 
Information can be shared in a variety of different formats, such as text, pictures, 
video and audio. Examples of popular social media sites include Facebook, Twitter, 
YouTube and LinkedIn, which can be accessed through websites on computers and 
special applications on mobile devices.  
 
Social media is not only a personal tool for use between friends and family but an 
integral communication channel for organisations to market their services and listen 
to discussions about them. Through social media channels, organisations can 
connect individually with their users and provide accurate, real-time information and 
advice on the services they offer. 
 
In return, users provide instant feedback and measurable statistics on the popularity 
and reach of a product or service which is traceable over time.  

 
What are the benefits of social media? 
Good use of social media has the potential to:  
 

 Enable messages to be issued quickly as well as 
responding to any comments or feedback promptly 

 Increase access to target audiences and improve 
accessibility of communication 

 Enable the organisation to be more active in our 
relationships with partners and stakeholders 

 Offer greater scope to adjust or refocus 
communications quickly, where necessary 

 Improve the long-term cost effectiveness of 
communications. 

 
How the NHS uses social media 
The pace and scale of change that social media has brought to society has been 
significant, and will continue to be. In the NHS, the use of social media has evolved 
from communications teams tweeting press releases, to staff at all levels advertising 
local services and engaging in conversation on an international scale. 
 
Most acute Trusts can now be found on Twitter and Facebook, with some 
departments also opting for individual accounts to promote health awareness and 
their services. 
 
Take a look at some examples – search for @nhsdirect and @NHSManchester on 
Twitter. 

 
“32% of students, 45% of 
employed people and 39% of 
retirees have used the 
internet to find information to 
improve their health. 
  
If the NHS does not use 
digital communications to 
provide information for these 
online audiences, where 
would they go?” 
 

- NHS Employers 

 

http://www.twitter.com/nhsdirect
http://www.twitter.com/NHSManchester
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James Paget University Hospitals and social media 

Corporate JPUH accounts 
Our corporate James Paget University Hospitals social media accounts are: 
Twitter - @JamesPagetNHS 
 
A Facebook account is in the pipeline and subsequent social media accounts will be 
created if they are seen to be of value to the Trust and its stakeholders.  
 
Any separate department or professional social media accounts which relate to the 
Trust should follow the corporate JPUH accounts – this way we can ensure a 
seamless flow of information. 
 
 

How the JPUH uses social media 
An important reason for the Trust’s use of social media is to allow patients and 
visitors to communicate directly with us and have their compliments, concerns and 
questions answered promptly. 
 
We can signpost them to the answers they need and ensure that their voice is heard 
by the right person. 
 
Social media can also be used to promote: 

 News stories from across the Trust 

 Events and awareness campaign information 

 Real time updates from events 

 Links to general health and wellbeing information 

 Shared topical information from other health care organisations. 

The information we share through social media will always be: 

 Respectful of others and not of an offensive nature 

 Informative and, to the best of our knowledge, accurate 

 Relevant to our organisation or other health and social care agencies, 

voluntary sector organisations and partners. 

Please note that we are unable to offer medical advice or confidential information 
through social media. Users should always be directed to their GP or NHS111 if they 
are feeling unwell.  

http://www.twitter.com/jamespagetnhs
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Our objectives 

The Trust’s social media objectives are to: 
 

1. Improve patient experience by monitoring, evaluating and responding to 
complaints and/or compliments raised through social media, and ensuring 
they are dealt with quickly and appropriately. 
 

2. Connect with patients and visitors on a quick and individual basis by 
answering questions they may have or signposting to further information.  
 

3. Establish trust and improve the reputation of the organisation by being seen 
to respond to users accurately and efficiently. 
 

4. Strengthen links with local and wider community, primary care and other 
partners by engaging in conversation and sharing information. 
 

5. Promote and support Trust services through news, events and staff 
achievements. 
 

6. Increase awareness around health and wellbeing by sharing topical 
information from other health organisations, and promoting health awareness 
days. 
 

7. Provide real-time vital information in times of emergency and crisis to directly 
update those directly affected and keep local partners and organisations 
informed. 

 
Staff should refer to these objectives at all times when creating content for social 
media channels. 
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Setting up a social media account 
 

 

Setting up a business social media account 
In the last 18 months, more and more individual staff members from across the 
healthcare sector have begun using social media professionally.  
 
The Trust encourages the professional use of social media by individuals and 
departments, and would like to see further use of these digital channels to promote 
our services. 
 
If you would like to set up a professional social media account for individual or 
departmental use, please contact the Communications & Media Manager in the first 
instance. Access to social media websites on the Trust network is not possible 
without express permission and you will need to go through the correct formal 
process in order to become an authorised social media user. 
 
For more information on how to use social media for business purposes, refer to the 
Trust’s Business Use of Social Media Policy. 
 
 

Who will access JPUH on social media? 
Social media can be a great way to access and start conversations with a number of 
Trust stakeholders. 
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When setting up a social media account for an organisation, it is important to factor in 
which audience(s) you are trying to target.  
 
For instance, Facebook is commonly used by individuals (patients, visitors, staff) 
whilst Twitter is popular with local/national health organisations, businesses and 
professionals.  
 
And never forget: whilst you may have a certain audience in mind, anyone could be 
reading. Always ensure your posts are polite, relevant and adhere to the Trust’s 
professional code of conduct. 
 
 

Responsibilities 
The Trust’s corporate social media accounts are managed by the Communications 
team. For questions or comments on our use of social media, please contact Jon 
Dack, Communications & Media Manager on jonathan.dack@jpaget.nhs.uk  
 
It is the responsibility of each authorised user of Trust social media accounts to 
ensure that they have read and understand the Business Use of Social Media Policy. 
 

Monitoring and availability 
The Trust’s corporate social media accounts are monitored during office hours and 
we will endeavour to respond to questions as soon as possible. Office hours are 
8.30am-5.00pm. We don’t routinely monitor social media outside of these hours. 
 
We understand that it may be impractical for staff to maintain department or 
professional social media accounts during these office hours. However, we do ask 
that you monitor comments and replies to your account on a routine basis and 
maintain an active status with regards to creating posts. Accounts that remain 
inactive for months at a time will be asked to deactivate.  
 
The Trust reserves the right to withdraw comments and posts from other users if they 
are inappropriate or offensive.  
 

mailto:jonathan.dack@jpaget.nhs.uk
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Social media top tips 
 

 Know your audience – Recognise who you are trying to target with your posts and 
make sure the content you provide is understandable to them. Think about factors 
such as time of day when posting – is your audience likely to be logged in to see it? 
 

 Take responsibility for who is online – Organisations often name the user who is 
responsible for social media posts in the account information e.g. ‘Tweets by John’. 
This makes the account more personable. 
 

 Post regularly, at least once a day – Make sure you stay in regular contact with your 
users to maintain interest. But don’t overdo it; only post if you think it’s something 
your audience would be interested to hear. 
 

 Include links, pictures and videos – Visually interesting and interactive posts will 
keep audiences interested in reading what you post. Tip: To shorten links and make 
the most of your word count, use www.tinyurl.com  
 

 Think ‘Is this relevant?’ ‘Is this interesting?’ – If the answer to either question is 
‘no’, rethink whether your post is necessary. 
 

 Stick to the word count (Twitter only) – Users might occasionally require a longer 
@reply across two or more tweets, but in the majority of cases stick to the 140 case 
word limit. Otherwise conversations are hard to keep up with. 
 

 Engage in conversation – The @reply feature is available on Twitter and Facebook, 
and is intended to make communication between users easy and seamless. 
Respond to users who post to you as quickly as possible, and respond or 
retweet/share other posts you find interesting. 
 

 Ask questions – Including questions in your posts prompts conversation and signals 
to followers that you are interested in their opinion. 
 

 Use hashtags (Twitter only) – A hashtag is a keyword phrase used in Twitter 
conversations that is preceded by a # sign and written without spaces in between. 
Using a hashtag will bring conversations on the same topic into a single thread to 
make viewpoints and conversations easier to follow. Use hashtags for national topics 
or during interactive live events – try to avoid using them unnecessarily for every 
post. For examples, look up #nhschangeday or #nhssm. 
 

 Ask followers to retweet/share – If you think it’s important or you want to spread 
the word, it doesn’t hurt to ask! 
 

 Remain professional – People will appreciate if your posts and replies on social 
media appear personable, but remember to always stay within the Trust’s 
professional code of conduct.  
 

 Follow/Like accounts that are interesting to your organisation – You are not 
expected to follow everyone that follows you, as this will clog your news feed up with 
irrelevant information. Stick to organisations and individuals who are interesting to 
you.  
 

http://www.tinyurl.com/
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 Participate in top trending conversations (Twitter only) –This will greatly increase 
your Twitter popularity if done well. Next time you see a global or local trend which 
could be relevant to your work, get involved with the conversation.  
 
 

Who to follow 
It is recommended that you follow users that are relevant to our organisation - you do 
not need to automatically follow users who follow you. 
 
Following other people or organisations does not imply endorsement of any kind on 
the part of our Trust. 
 
 

Freedom of Information (FOI) 
The Trust has a legal obligation to comply with the requirements of the Freedom of 
Information Act 2000 under which a person or organisation is entitled to request 
information from a public body.  
 
The Trust has established systems in place to handle FOI requests and has created 
a dedicated e-mail address through which requests for information can be submitted.  
 
However it is still possible that JPUH accounts created on social media sites might 
be seen as a route through which FOI requests could be submitted. 
Further information on FOI is available on the Trust’s website. 
 
 

Measuring and evaluating your success 
It is not easy to measure changing health behaviours and beliefs using digital 
communications. However, social media can be measured routinely to establish: 
 

 Where users are accessing the Trust online (Twitter, Facebook, blogs etc) 

 What information or help they are seeking 

 Which content they find most interesting and/or accessible 

 How we can alter our digital communications approach to benefit our patients, 

visitors and staff. 

 
The following outputs should be measured on a weekly basis and assessed by the 
relevant manager at the end of each month to ensure that benefit continues to be 
drawn from your presence online. 
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Output Frequency of 
measurement 

What this means 

Visits, Views, Followers, 
Fans, Subscribers, 
Mentions 

Weekly 
Monthly potential reach* 

Exposure: How many 
users are accessing the 
Trust online 

Clicks, Retweets, Shares, 
@replies, DMs, wall posts, 
comments, hashtags 

Weekly Engagement: The 
number of social media 
users actively engaging 
with content through 
responses, sharing or 
clicking on external links.  

Top influencers** Weekly Influence: The types of 

users frequently engaging 

with posts and whether 

they are the public, media, 

organisations or 

individuals of authority e.g. 

MPs. 
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Contact and useful links 
 
Contact 
For further information and advice on how to use social media at work, please 
contact the Communications & Media Manager. 
 
 

Useful links and documents 
 
Refer to the Trust intranet for accompanying policies on: 
 

 Social Media Policy (for guidance on the personal use of social media) 

 Business Use of Social Media Policy  
 
An interesting article on the NHS and Twitter from the Guardian: ‘@NHS: How the 
NHS uses Twitter’ 
 
NHS Employers has some interesting documents on how to use social media within 
your NHS role  Social media publications for NHS staff 
 
How do you decide what to post, and when? This infographic may help: To post or 
not to post?  
 
Follow #nhssm discussions on Twitter – for weekly discussions on the best use of 
social media in the NHS 
 
Further details on how to measure whether your social media is a success – Ways to 
measure social media and its impact 
 
 

http://www.theguardian.com/healthcare-network/2011/feb/16/nhs-twitter-use-tweets-communication-healthcare
http://www.theguardian.com/healthcare-network/2011/feb/16/nhs-twitter-use-tweets-communication-healthcare
http://www.nhsemployers.org/Aboutus/socialmedia/Pages/Resourcesandpublications.aspx#4
http://www.pinterest.com/pin/112660428151707927/
http://www.pinterest.com/pin/112660428151707927/
http://nhssm.org.uk/
http://www.socialmediaexaminer.com/4-ways-measure-social-media-and-its-impact-on-your-brand/
http://www.socialmediaexaminer.com/4-ways-measure-social-media-and-its-impact-on-your-brand/
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APPENDIX FOUR – EQUALITY IMPACT ASSESSMENT 
 
 
Policy or function being assessed: Business Use of Social Media Policy  Department/Service: Communications 
 

 

Assessment completed by: Ann Filby, Head of Communications & Trust Secretary  Date of assessment: 19 March 2014 
 
 

1. Describe the aim, objective and purpose of this policy 
or function. 

 
This Policy sets out a process for the limited and authorised use of social 
media for professional purposes to allow the organisation to realise the 
benefits of social media and advertise its services.  
 

2i. Who is intended to benefit from the policy? 
 

 

 Staff X          Patients □         Public □        Organisation X 
 

2ii How are they likely to benefit? 
 
 

Understanding how to use social media for business purposes only. Outlining 
the process for becoming an authorised social media user. 

2iii What outcomes are wanted from this policy? To realise the benefits of social media as a Trust whilst ensuring risks are 
appropriately assessed and managed. 
 

For Questions 3-8 below, please specify whether the policy/function does or could have an impact in relation to each of the six 
equality strand headings: 
 

3. Are there concerns that the policy does or 
could have a detrimental impact on people due 
to their race/ethnicity? 

 N  
 
 

4. Are there concerns that the policy does or 
could have a detrimental impact on people due 

 N  
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to their gender?  

5. Are there concerns that the policy does or 
could have a detrimental impact on people due 
to their disability? 

 N  
 
 

6. Are there concerns that the policy does or 
could have a detrimental impact on people due 
to their sexual orientation and/or 
transgender? 

 N  
 
 

7. Are there concerns that the policy does or 
could have a detrimental impact on people due 
to their age? 

 N  
 
 

8. Are there concerns that the policy does or 
could have a detrimental impact on people due 
to their religious belief? 

 N  

9. Could the impact identified in Q.3-8 above, 
amount to there being the potential for a 
disadvantage and/or detrimental impact in this 
policy? 
 

 N  

10. Can this detrimental impact on one or more of 
the above groups be justified on the grounds of 
promoting equality of opportunity for another 
group?  Or for any other reason?  E.g. 
providing specific training to a particular group. 

N/A  Where the detrimental impact is unlawful, the policy or the element 
of it that is unlawful must be changed or abandoned.  If a 
detrimental impact is unavoidable, then it must be justified, as 
outlined in the question above. 
 
 
 

 
11. 

 
Specific Issues Identified 

 Please list the specific issues that have been identified as being discriminatory/promoting detrimental 
treatment 

Page/paragraph/section of 
policy that issue relates to 

 1. Not applicable 
 

1. 
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 2. Not applicable 
 

2 

 3. Not applicable 
 

3 

12. Proposals  
 

 How could the identified detrimental impact be 
minimised or eradicated? 
 

Not applicable 

 If such changes were made, would this have 
repercussions/negative effects on other groups 
as detailed in Q. 3-8? 
 

Not applicable  

13. Given this Equality Impact Assessment, does 
the policy need to be reconsidered/redrafted? 
 

 N 

 
 

14. 
 

Policy/Practice Implementation 

 Upon consideration of the information gathered within the equality impact assessment, the Director/Head of Service agrees that the 
policy/practice should be adopted by the Trust. 
 
 
Please print:  
 
Name of Director/Head of Service: ANN FILBY     Title: HEAD OF COMMUNICATIONS & TRUST SECRETARY 
 
Date: 19 MARCH 2014 
 
 
Name of Policy Author: ANN FILBY     Title: HEAD OF COMMUNICATIONS & TRUST SECRETARY 
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Date: 19 MARCH 2014 
 
(A paper copy of the EIA which has been signed is available on request). 
 

15.  Proposed Date for Policy/Practice Review 
 

 Please detail the date for policy review (3 yearly): March 2017 
 

16. 
 

Explain how you plan to publish the result of the assessment? (Completed E.I.A’s must be published on the Equality pages of the 
Trust’s website). 

 
 
 

Standard Trust process 

17. The Trust Values 
 

 In addition to the Equality and Diversity considerations detailed above, I can confirm that the four core Trust Values are embedded in 
all policies and procedures.   
 
They are that all staff intend to do their best by: 
  
Putting patients first, and they will: 
        Provide the best possible care in a safe clean and friendly environment, 
        Treat everybody with courtesy and respect, 
        Act appropriately with everyone. 
  
Aiming to get it right, and they will: 
        Commit  to their own personal development, 
        Understand theirs and others roles and responsibilities, 
        Contribute to the development of services 
  
Recognising that everyone counts, and they will: 
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        Value the contribution and skills of others,  
        Treat everyone fairly,  
        Support the development of colleagues. 
  
Doing everything openly and honestly, and they will: 
        Be clear about what they are trying to achieve, 
        Share information appropriately and effectively, 
        Admit to and learn from mistakes. 
  
I confirm that this policy does not conflict with these values.       
 

 

 
  
 


