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CASE STUDY

The brief
The Healthcare People Management Association, 
a UK-wide membership association for people in 
NHS human resources, has had several changes 
of name and so had developed a rather confused 
identity. As an organisation with limited resources, 
it needed to punch above its weight. A strong brand 
and an effective website were needed to equip the 
organisation for a new era.

Our solution
This striking logo in shocking pink has served to 
give HPMA a much sharper identity. We worked 
with an open source specialist to deliver better 
membership communication for the association 
within limited budgets. The logo has worked
brilliantly across print, web, event materials,
exhibition stands, give-aways and in many
other ways.  

Testimonial

Healthcare People Management Association: corporate Identity (2002-present)

“Over the last few months we have been revamping 
Network as the main form of communication with 
our membership. We wanted to radically overhaul 
the content and look and feel of the publication. 
Caboo have done an outstanding job in working 
with me to develop a product that really does reflect 
what HPMA is about.”

Alex O’Grady
Executive director
Healthcare People Management Association

Inside
2
BMJ Careers

3
HPMA London
Branch 
Applying for Awards

4
HPMA Welsh
Branch 
New Chair and 
Chair Designate

5
Transforming
Community
Services

6-9
HPMA Excellence in
HRM Awards 2011

10
A Flexible System
of Parental Leave

11
Getting job 
evaluation right

12
The end of an era

Dates for your diary

Kevin Croft
President

HPMA head office
Gothic House, 3 The Green
Richmond TW9 1PL
Tel: 020 8334 4530
Fax: 020 8334 4531
Email: admin@hpma.org.uk

The newsletter of the Healthcare People Management Association

Issue 98

February 
2011

In January’s network I expressed a desire to
focus the HPMA on improving capability, practice
and impact. Discussions with members and
stakeholders suggest support for such a focus.
In January I also outlined some of the things I
felt we had to do to be successful and the first is
understand the needs of our members.  In this
issue I would like to share what I am hearing
about your ‘big ticket items’.

The biggest issue facing members appears to
be the challenge of improving productivity and
quality at the same time. Whilst it may be easy to
achieve one of these it is often at the expense of
the other. Achieving both together – the QIPP
agenda – is extremely difficult and needs to be at
the top of our list of big ticket items.  This has
moved on from the classics of turnaround, such 
as vacancy control, agency usage and absence 
management to more fundamental changes such
as major redundancy programmes, service 
reconfiguration and organisational re-structuring.
Whether it’s the creation of the new commissioning
landscape or major savings programmes on the
provider side, delivering these large scale 
programmes is a complex and challenging task on
a scale many have not experienced.

Enabling improvements in quality and productivity
in parallel leads us to another ‘big ticket’ item –
staff engagement.  The bottom line case for staff
engagement has been made (MacLeod and Clarke,
2009) but it feels we have a long way to go to
make this a reality and realise the benefits across
the NHS. This is not so much about the more 
traditional ground of effective staff communication
mechanisms and partnership working – although
union colleagues do not necessarily see these as
widespread – it’s more about the day-to-day

behaviour of leaders and managers.
Influencing leader and line manager behaviour

is both integral to all those above as well as
deserving a mention of its own.  This stretches
from getting managers to do the basics such as
appraisal and absence management to the more
developmental such as leading teams and managing
talent.  This is not only critical for improving
organisational performance but also managing HR
capacity as much of the demand for our service
comes from the dysfunctions of the organisation.

Whilst in the current climate reducing HR 
service demand may only serve to deliver our 
own savings target, without it we have little
chance of delivering an effective service using less
resources.  Trying to support the organisation 
with this massive change agenda at the same
time as delivering reductions in our own capacity
is another area presenting a major challenge to
our senior members.  The pressure to implement
‘back office’ reviews or explore shared services
arrangements is an increasing distraction but a
reasonable challenge.

From my discussions so far, these appear to be
the big issues on which the HPMA should focus in
terms of improving capability, practice and impact.

However, if you think
we’ve missed something
or want to add to the
debate please give me
your thoughts at 
president@hpma.org.uk.

Kevin Croft 
HPMA President
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The brief
This was a project for a strategic health authority 
which wanted to ensure that its campaign to increase 
public awareness of swine flu reached as many 
people as possible throughout its community. They 
asked us to take the official advice (Catch it, Bin it, 

Kill it) and turn it into a compelling leaflet. 

Our solution
We started from the premise that pictures are
more powerful than words. For those for whom 
English is a first language, we thought it best to get 
the message across with the minimum of words; 
and for those for whom English is an additional 
language, the use of illustrations was even more 
important. So we produced a series of drawings, 
cut back on the words and produced an attractive, 
easy-to-understand leaflet. 

Strategic Health Authority: public awareness of swine flu
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The brief
Three years after its formation, this charity was 
ready to take stock of its progress and promote a 
more assured image. It had been set up with the 
proceeds from the sale of its hospital and now 
wanted a fresh and open look, while still linking 
with the past and its origins. An additional
challenge was that the charity funded an
unusually diverse range of activities which
were not easily encapsulated.

Our solution
Working directly with the chairman and director of 
development, we used the brand wheel approach 
to help define the image, vision and approach. The 
branding we devised retained the original colours 
but in a crisp, fresh logo which pointed to the
future while paying homage to the past. 

The new branding was produced in time to put it 
into immediate action for a fundraising ball.

Testimonial

The Victoria Foundation: corporate identity

“They helped us define our core values and gave 
us a brand that we feel rightly proud of. They work 
quickly and are always ready to offer helpful
guidance.”

Graham Ball
Chairman
The Victoria Foundation




