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EXECUTIVE SUMMARY

Project Scope 
The following recommendations report was developed for the U of U Health Regional Network. The 
Regional Network external communications challenge involves harnessing limited resources, 
personnel, and funding to appropriately attract and incentivize nurses to work in their rural facilities. 
To best serve our client, the team analyzed which efforts by the rural regional network hospitals 
are most effective at attracting experienced nurses, and what additional efforts could be made to 
expand their reach and level of success. 

Background 
The Westminster College Master of Strategic Communication team completed this external 
communications recommendation report for the U of U Health Regional Network, LLC. The Regional 
Network provided an external communications challenge for the research team to investigate and 
develop recommendations.  
Research Methods 
The team used secondary research methods to identify industry best practices for increasing visibility 
and creating community. Primary research consisted of a network-wide survey, focus interviews, and 
assessment of the Regional Network’s internal social media sites (SMS). The team conducted cross-
analyses with the primary and secondary findings to develop recommendations for the network’s 
current and future audiences. 

Findings 
Primary data collected from the regional network nurse surveys and interviews, and directed 
secondary research on clinical care audiences, allowed the research team to develop an evidence-
based persona of the target audience. Understanding the behaviors and values of this audience was 
key to developing tactics to increase the visibility of their programs and initiatives.  
Nurses are a demographically diverse group, but within the regional network target market they have 
common values and motivators. Secondary research found three key elements which allow the 
development of specified communications and pathways:  

1. Culture plays a key role in the decision making of the target persona; proximity to family and
a high quality of life outside of work is paramount. Nurses want a community with shared
values and a lifestyle that is commensurate with their role and pay expectations (Appendix
C).

2. The hospital work environment, which is governed by hospital leaders and organizational
structure, is also a strong influence on clinical care workers satisfaction. Leadership style,
flexibility, and patient volume can impact well-being in numerous ways, along with team and
peer support (Berlin, 2020).

3. Nurses and clinical-care audiences prefer visiting job listings and hospital websites to
explore job opportunities. They also receive information and peer or community support
through other sources including social media, healthcare websites, and newsletters
(Appendix C).



Recommendations 
The research team recommendations for the Regional Network include tactics to heighten visibility 
through internal and external engagement, collaboration, and a targeted content strategy. Best 
practices for internal and external engagement should be on a consistent cadence and utilize existing 
channels to strengthen the current community. A strong investment in these channels will develop 
engaged, loyal, long-term followers. Other tactics include: 

1. Existing Opportunities—Maximize the reach and efficacy of the UUHRN community using
internal and external communications with a strong brand presence to increase engagement and
expand visibility.

2. Content Strategy—Develop high-quality, on-brand content that internal and external audiences
will find valuable and relevant through the strategic use of recommended tools. Commit to
consistent communications through a variety of channels.
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INTRODUCTION 
The U of U Health Regional Network LLC, (UUHRN) is made up of six regional hospitals, led by the 
University of Utah, that together work to improve the delivery of high-quality health care services in 
the Mountain West region. UUHRN hospitals combine their resources to increase quality and 
coordination of patient care in their independent rural hospitals and increase training and research 
opportunities for clinicians while strengthening their own resiliency and stability. New and growing 
challenges in the healthcare environment have necessitated that UUHRN become more effective and 
deliberate to reach key audiences and achieve their goals. 

PROJECT OVERVIEW 
Background 
The Westminster College Master of Strategic Communication’s research team completed this project 
as part of an external communications study and recommendations report. The team collaborated 
with Megan Bailey, Director of UUHRN’s Workforce Division, and Dr. Denis Petersen, MSC advisor, 
to gather information to accomplish study goals that led to actionable recommendations from the 
team. The research team examined UUHRN communication opportunities and concluded that to 
increase their impact and engagement with clinical care audiences their communications must 
achieve a higher level of visibility. 

Opportunity 
A community of engaged nurses and health care clinicians within the Mountain West is needed to 
funnel information and opportunities for continuing medical training, recruitment, resiliency for 
retention, and other initiatives that have potential to benefit not only those clinicians but also the 
communities they serve. 

Each of the six hospitals that are a part of the UUHRN have their own independent programs to target 
clinical care audiences in their service area. The UUHRN’s goal is to magnify the individual efforts of 
each facility to reach and influence an even larger audience. The UUHRN has a very limited budget 
to develop communications and market to the target audiences; stakeholders have traditionally been 
willing to fund the programs to meet network hospitals’ mission and values, but not the marketing of 
those programs. 

Research Goal 
The research team assessed the challenges and opportunities of the UUHRN. Their specific 
communication needs, and goals can be addressed with clear audience data and a strategic 
communication plan including: 

• A target audience persona based on primary data.
• Successful communication tactics to reach and target preferred audiences.
• Evidence based strategies to build engagement and community with target audiences.

RESEARCH METHODS 
Researchers used both primary and secondary methods to answer research questions and develop 
recommendations. A mix of qualitative and quantitative data sets were coded and analyzed to develop 
evidence-based findings and conclusions. 
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Primary Research 

A shortage of nurses in rural areas is an ongoing issue only exacerbated by the complex and 
challenging nature of the current healthcare environment (Kosteniuk, et al., n.d.). Given the significant 
role nurses play in delivering rural health care, a sufficient workforce is essential; however, 
maintaining this workforce is challenging. Understanding nurses' experiences, interests, and values 
working in rural hospitals around the Mountain West is critical to inform job satisfaction, recruiting, and 
retention strategies for nurses with a wide range of essential care skills within these rural areas 
(Rosenvall, n.d.). 

Megan Bailey, manager of Regional Network operations, provided the initial information needed to 
assess and determine the needs of the UUHRN hospitals in interviews and email correspondence. 
UUHRN websites and publicly posted UUHRN information contributed to the primary data. A nine-
question, anonymous, online survey was designed and disseminated to gather primary research on 
values, motivators, preferences, and interests among the UUHRN and U of U Health nurse 
population. The survey audience make-up was statistically similar to a recent National Sample Survey 
of Registered Nurses and research questions were designed to establish the motivating influences of 
nurses regardless of their role (NSSRN, 2021).  

The research team conducted focus interviews with a wide range of nurses within the target clinical 
care demographic. These interviews and conversations allowed the team to collect key word data and 
themes relevant to their values, motivations, and concerns, as well as preferred access points to 
information about career interests and job opportunities.  

Secondary Research 

Study data and research about effective communication methods within clinical care audiences on 
digital platforms contributed to the research team conclusions. With limited resources for promoting 
themselves, the network cannot rely on paid media for visibility and connection with target audiences. 
Therefore, secondary research and best practices for organic visibility strongly influenced study 
recommendations. 

Visibility and awareness are a critical part of reaching new audiences, exposure to clients, potential 
employees, partners, and investors. The University of Utah Health Regional Network supports rural 
areas in the Mountain West that can be isolated and loosely populated with an aging demographic 
with a wide range of health concerns. The UUHRN must continually work to retain employees as well 
as bring in new clinical care providers to replace a workforce that is also aging.  

The research team collected secondary data from scholarly articles, analysis of online nursing 
content, and data from reputable healthcare and government sources. Collateral and content from 
nursing programs also provided material for comparison to similar Regional Network programs. Best 
practices from digital marketing platforms and experts were also considered and applied to the 
research team's understanding and communication recommendations. Case studies of organizations 
that have successfully increased reach and engagement were reviewed for applicable communication 
strategies and best practices, these included: social media, digital mediums, and available analytic 
tools.  

The obstacles that hinder the mission of the UUHRN are not unique to the geographic area served 
by the network; data related to how other organizations and stakeholders have effectively used 
communication informed recommendations for strategies (University of Utah Health Regional 
Network, 2021). Collateral and content from nursing programs also provided material for comparison   
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to similar Regional Network programs. Best practices from digital marketing sources were also 
considered and applied to make recommendations in addition to case studies of organizations that 
have successfully increased reach and engagement with their communications. Platforms and 
channels that were reviewed for applicable communication strategies included: social media, digital 
mediums, mail, newsletters, and analytic tools.  

RESEARCH FINDINGS 
The Regional Network clients have told us, the research team, that attracting and retaining an 
experienced workforce is essential, and maintaining this workforce is challenging. Understanding the 
experiences of nurses working in rural hospitals is critical to achieve the engagement needed to 
connect with this key audience. Developing an accurate persona of their target audience is needed to 
explore themes related to the work, values, and experiences of clinical care professional in rural 
communities.  

The UUHRN Target Persona 
The research team examined the data collected to define the primary characteristics of the target 
audience or “persona” that the Regional Network would like to reach. The findings of the surveys 
and interviews were used to develop a persona of clinical care providers working in rural 
communities. The values that emerged from this persona include an appreciation for community, 
inclusion, responsibility, and integrity (Appendix C & G). The Regional Network Nurse Persona is 
summarized in Appendix A. 

The target persona can be a tool to align communication efforts and reach a more receptive and 
engaged audience (Titler, 2008). The persona identifies key characteristics and goals that impact 
nurses today (Appendix A), within health care environments across the US as well as rural Western 
communities. 

The current disruptions and threats to rural healthcare, along with nursing shortages, are a strong 
reason to invest in the UUHRN online presence and will enable them to capitalize on any 
opportunities in the clinical care workforce. The UUHRN needs to double their efforts to obtain 
visibility and engagement with these critical audiences (Univeristy of St Augustine for Health 
Sciences, 2021). Sharing and communicating the values, mission, and vision of UUHRN with 
healthcare workers and nurses will attract those experiencing burnout and looking for a change 
that could improve their lifestyle. Recent data indicates that 22% of nurses reported they are 
looking to leave their current position; this represents a substantial opportunity to promote a move 
to rural areas (Berlin, Lapointe, Murphy, & Viscardi, 2021).

Community 
Lifestyle, a sense of community, and the slower pace of a rural area are influential to our target 
persona and others looking for life change. Many nurses who live in a rural area are there due to 
proximity to family and because it may be their area of origin. In the current climate, many 
respondents report shifted priorities; some nurses who have not spent the majority of their life in 
rural settings want a better lifestyle. The benefits of rural areas are associated with higher quality of 
life, access to hobbies, relaxed work dynamics, and community benefits, which are consistently top 
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motivators for healthcare providers in today's workforce. In the survey, this was the second highest 
value for nurses, at 34% for the environment or practice location.  
One nurse who is looking to move from the Salt Lake Metro area to rural area noted the dramatic 
change that re-locating to a less populated region with fewer services would have on her life. She said: 

“It would be a lifestyle change to move to a rural area but one I am willing to accept and do. Life is the 
priority.“ - Nurse looking to locate to a rural area from SLC Metro area 

Another nurse who relocated from LA county to rural Utah community noted that the mission of health 
care professionals is to provide care for all who need it. 

“Working in a rural community goes back to why I started nursing in the first place. People here have 
big hearts; this is a generous and big-hearted community.” - Relocated nurse from LA County to a rural 
Utah community. 

The majority of nurses surveyed stated that they did not have strong feelings about the UUHRN  
programs; however, a significant percentage (23%) said they were very likely to recommend the 
programs to others. The data shows that most of this audience can be influenced by incorporating 
more CME content and increasing partnered communication about programs using hospital internal 
communication channels (46%). Many nurses surveyed (42%) also like the accessibility of email 
newsletters for information.  

Pay 
Pay was the top motivator for nearly all nurses interviewed, making it a key theme for the target nurse 
persona. Travel nurses place a particularly high emphasis on pay; it is the number one decision-maker 
when choosing to take a contract. A travel nurse of over 20 years who participated in the survey 
stated, “My first priority is always show me better pay.” Tuition reimbursement and other incentives 
were also mentioned as significant motivators in regard to pay. While nurses have an assortment of 
values, they expect fair compensation. 

Job Opportunities 

Survey data showed some degree of variation across the nurse audience, but most questions had two 
answers that were agreed upon by the majority of those surveyed. This was the case when 50% 
surveyed said that they access information from the American Nurses Association (ANA) and 42% 
also use Health Care websites targeting clinical providers. Nursing Facebook groups also had strong 
participation at 34%. 
The nurses interviewed stated that they would reach out to recruiters, individual hospital websites, 
colleagues, and job listings for information on job opportunities. Most did not utilize social media sites 
(SMS) for this level of information but did follow SMS for nurse humor. 

Work Environment 
The “work environment”, and all that it includes, is a strong influence on a nurse’s level of satisfaction 
in their practice of clinical care. Nurses have a wide range of values, but the data indicated that overall, 
management or leadership support was the most valued (42%). Travel nurses cited the benefits of not 
being involved in “nurse drama”, at the team and administrative level and the appeal of nursing while 
leaving the politics behind. Another motivator for travel nurses is the ability to control where and when 
you work (choose to accept a contract) and when you don’t. This theme also carried through when 
nurses ranked their personal needs, with lifestyle (38%) and schedule flexibility (34%), which can often 
be influenced and controlled by hospital administration (Appendix H) .  



5 

Patient to nurse ratios were a frequent concern raised in conversations with nurses. Some 
interviewees cited the lack of unions in much of the Mountain West as a negative influence that 
affected their personal decision making. Without the support and regulation that unions can provide, 
nurses are prevented from collective bargaining. This results in an inability to regulate the ratio of 
nurses to patients, affects burnout rates, personal satisfaction, and quality of patient care. 
Another nurse cited that she “had done the trauma jobs and am ready for more rest”. Those desiring 
flexibility in their role believed that “working in a rural hospital is better. The nursing is the same, but 
they have a different mindset. They approach life differently.” Other influential factors include 
scheduling options, a more relaxed pace, and supportive staff and managers.   

Internal Communication 
The Regional Network has a diverse approach to communication, both internally and externally. A 
well-developed and implemented external communication program has a positive impact on a 
company internally as well. Holzer, Batt and Bruhn confirm this by stating: “However, it is known that 
a company’s external communications, which are primarily directed at consumers, are also 
meaningful to the company’s employees” (2015). 

External Communication 
We found the UUHRN website, social media platforms, and public program report useful primary 
research sources and overall documented inconsistent visual communication and design across 
multiple channels. Researching the client’s social media platforms revealed that posting is 
inconsistent and infrequent, leading to low engagement and followers. Rates of reach spiked 
(calculated by averaging the 3 and 4 posts between January to October of 2021) by 43.3% on 
Facebook and 94.2% on Instagram. Each apparent spike directly correlated to days those posts were 
made on each platform, accessed by viewing the social media analytics.  
Research indicates that nonprofits (like the client) need more than just communications tactics to 
achieve market visibility. To really achieve success, “You need real strategy. You need planning, you 
need adequate resources, including time and talent. You need to view marketing as an essential, 
valued function” (Miller, 2021, p4). 

RECOMMENDATIONS 

Existing Opportunities 

The research team recommendations focus on developing and increasing strategic messaging to 
improve visibility for UUHRN, which will result in more effective engagement with target audiences. 
The Regional Network has the challenge of promoting itself in a highly competitive healthcare job-
market where for-profit hospitals can pay for expensive marketing campaigns and content creation. 
Creating a strong community of clinical care employees that know, support, and advocate for the 
Regional Network initiatives will organically lead to increased visibility of the programs and potential 
recruitment of non UUHRN hospital employees. The tactics to provide these desired outcomes 
include: 

Internal Engagement 
The research team recommends the Regional Network incorporate strategies to increase high-quality 
communication and a sense of community within the existing UUHRN workforce. Increasing employee 
engagement throughout the rural network will yield higher morale, better retention and employment 
endorsements from existing employees. The combined reach of six independent hospitals within the 
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University of Utah Regional Network creates inherent potential for a strong community with current 
employees. Tactics to improve internal engagement include: 

• Create and utilize consistent communication channels for operational updates and CME
opportunities for internal and external audiences.

• Develop and distribute a monthly newsletter and blog, that includes personal stories to
promote a feeling of inclusion and shared understanding within the target audience (Dewhurst
& Fitzpatrick, p 221). Personal content will provide a window for nurses to see how their roles
impact the organization, teams, and patients.

• Conduct “stay interviews” to influence programs and communication needs (SHRM, 2021).
• Develop onboarding questionnaires to gather data for creating content that will be influential.

The information gathered through the stay interviews, onboarding questionnaires, and other methods of 
communication should be utilized to develop engaging narratives for the newsletter and other 
social media site content. 

Collaboration 
Collaboration with like-minded groups and organizations is recommended to the UUHRN to expand the 
reach of messages and communication. Research indicates that partnering with similar organizations, 
such as the Utah Rural Independent Hospital Network (URIHN), can increase visibility and opportunity 
to connect with a wider audience (Chung). The URIHN has active Facebook groups that allow posts 
related to their mission; collaborating on posts provides increased visibility among a previously unseen 
group. Collaborations with hospitals and networks that have similar missions, including independent 
Regional Network Hospitals, creates unity and provides engaging content. Both CME and personal 
stories were topics that survey respondents indicated they were most interested. 

Content Strategy 

The research team recommends a thoughtful content strategy designed around the desired outcomes of 
UUHRN content, what content is most likely to achieve those goals, and how to best share the content. 
To be effective, the UUHRN content and messaging must create interest and provide value for the target 
audience, represented by the nurse persona (Appendix E).

K.L. Miller, in his 2021 guidebook series focused on non-profit marketing stated “Marketing is about the
value exchange. You have to know who you are talking to, what messages will resonate with them, and
the best ways to deliver those messages. Communication is all of the content you create and your plan to
distribute that content that content in order to maintain relationships.” He contends that every nonprofit
has a need for both to grow and reach their goals (2021, p.15).

The goals of the Regional Network require a content strategy that incorporates social media channels, 
blog content, and digital communication along with internal communications. A team of collaborators 
across all UUHRN hospitals will need to actively seek-out content contributors and employees that have 
a strong online presence who will represent the UUHRN well. Content valued by the target audience can 
be customized for each channel, taking one message and magnifying it’s reach and impact across 
demographic and geographic targets.  

Social Media 
Strategic social media posts, messages, and audience targeting is advised by the research team. Data 
indicates that nurses are frequent consumers and users of social media which makes them ideal 
channels to reach target Regional Network audiences (Appendix C). Tactics to create a vibrant social 
media presence with a growth strategy include: 
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• Facebook, Pinterest, and Instagram showcase. Images like those crafted for the Regional
Network in Appendix B show a consistency in design and brand presence while also
addressing values and interests of the target audience. Facebook and Instagram Live video
features can be utilized for CME events. Regularly cadenced posting and interactions on these
platforms will drive higher algorithmic returns and engagement (Ruskar, 2021, pg. 280).

• Use a content calendar and schedule posts; the Regional Network can use this tactic to bring
consistency to their social media accounts. Over time consistency will contribute to the
development of a reliable community of online peers. sharing personal nursing and patient
stories (protecting anonymity), nursing tips, and other unifying messages. A sample content
calendar outline is available in Appendix F.

• Recruit and mobilize influencer's: The UUHRN social presence should be authentic; a nurse or
marketing intern with interest in content creation and social media marketing could execute
much of the work needed to grow account following while remaining on brand.

Social media provides effective marketing tools to target rural areas and audiences that support patient 
care. Social media is constantly changing; the Regional Network communication team must stay up to 
date on best practices. Online resources that will support effective engagement for social media 
accounts are outlined in Appendix D. 

Blog 

A clinical care blog that represents the mission of the UUHRN is recommended by the research team. 
Blogs are an ideal communication vehicle to address the priorities of clinical care providers, the 
priorities of rural hospitals, and goals of Regional Network programs. They are also a highly accessible 
resource for tips, challenges, stories, and support and attracts a like-minded following that can become 
a place where people can connect. New nurses and other clinical care providers can have unique 
questions about their work. These “commonly asked questions” and “tips and tricks” should be 
inspiration for blog content that will be valued by Regional Network target audiences. There are many 
“hot topics'' in healthcare that can be looked at from a rural healthcare perspective. UUHRN sample 
content images and ideas are outlined in Appendix E. The target audience should be considered and 
asked for suggestions when developing a content strategy. 

Email Newsletter 

Email marketing services offer an efficient and measurable tool to send bulk emails, like a UUHRN 
newsletter or an alert to subscribers about opportunities for CME. Nurses could opt in from an online 
form or opt out of these emails through a one-step unsubscribe link provided in the email. There are 
some risks that come with using bulk messaging tools; it is important to set a schedule for 
communication that can be expected on a regular cadence.  

The Regional Network email or newsletter subscribers should also be surveyed regularly to asses 
their communication preferences and interests to drive content topics. Asking questions and listening 
to the target audience needs will cement UUHRN as a trusted communication partner.  

CONCLUSION 
The research team has concluded that the Regional Network has an opportunity to increase visibility 
and reach within their target demographic with the use of marketing and communication strategies. 
Many nurses are seeking a network of peers, and some are even looking for a change. Engagement 
with these audiences will support retention and recruitment efforts and will be more successful when 
content addresses the motivations of nurses. The research informed the recommendations made to 
combine best practice with collaboration, social media use, and internal engagement strategies. 
Recommendations for content and collateral developed for the Regional Network include a content
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calendar (Appendix F), sample social media images (Appendix B), blog content examples 
(Appendix E), marketing resources (Appendix D), and rural nurse persona (Appendix A), provide a 
pathway to building an effective and strong brand presence.  

These recommendations provide the foundation to build a multi-channel communication strategy 
for the Regional Network. When implemented, using current best practices for each platform, 
visibility and interest in the UUHRN will increase. Suitable content and posts promoting programs 
desirable to the target audience will organically grow an engaged community of clinical care 
providers.  
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APPENDICES 
APPENDIX A — UUHRN Target Market Persona 
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APPENDIX A — UUHRN Target Market Persona (Continued) 
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APPENDIX A — UUHRN Target Market Persona (Continued)
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APPENDIX B — Social Media Images 

UUHRN Blog, Instagram, Facebook Events, Pinterest 
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APPENDIX B — Social Media Images (Continued) 

UUHRN Blog, Instagram, Facebook Events, Pinterest 
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APPENDIX B — Social Media Images (Continued) 

UUHRN Blog, Instagram, Facebook Events, Pinterest 



16 

APPENDIX C — Survey and Interview Results 
Key Words 

»

Family/Location

Community/Team

Work-life Balance

Professional Growth

Support/Trust/Autonomy

Flexibility

Giving Back

20.5%

17.9%

10.3%

20.5%

15.4% 12.8%

2.6%

Keyword Coding — Nurse Primary Research
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APPENDIX C — Survey & Interview Results (Continued) 
Key Word Themes 

»

Leadership

Culture

Structure

10.8%

36.9%

52.3%

Interview Key Word Data — Coded
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APPENDIX D — Social Media Resources 
Tips & Tricks 
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APPENDIX E — Social Media Content 
Topics for Target Audience 
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APPENDIX F — Content Calendar 

Template Examples 
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APPENDIX F — Content Calendar (Continued) 

Template Examples 

CONTENT CALENDAR RESOURCES 

§ Hootsuite - Third party content calendar and auto posting
§ Later - Third party content calendar and auto posting
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APPENDIX G — Coded Primary Research Data 

CULTURE LEADERSHIP STRUCTURE

$PNNVOJUZ
• 4NBMM�DPNNVOJUZ
�DMPTF�LOJU�
• (PPE�WBMVF�TZTUFN�
• 'FFM�DPOOFDUFE�BOE�DBSFE�GPS�CZ�UIF�QFPQMF
• (SFBU�FOWJSPONFOU
�DVMUVSF
�BOE�WBMVFT
• &WFSZPOF�XBOU�TP�IFMQ�PUIFST
• 4FOTF�PG�DPNNVOJUZ�JO�B�SVSBM�BSFB
• (JWJOH�CBDL
• #JH�IFBSUT
• 5IBOLGVM�DPNNVOJUZ
�MPUT�PG�OFFET
• &YQFDUBUJPOT�BSF�EJGGFSFOU�JO�B�SVSBM�BSFB
• -FTT�FEVDBUFE�BCPVU�$07*%��NPSF�TUSFTTGVM�GPS

IFBMUIDBSF

8PSL�&OWJSPONFOU

• 'SJFOEMZ
�PQFO
�IFMQGVM�UFBNT
• 5SVTU�DP�XPSLFST�BOE�MFBEFST
• (PPE�XPSL�FOWJSPONFOt
• &OKPZT�VOJU
• "NB[JOH�UFBN
• 0QQPSUVOJUJFT�GPS�HSPXUI
• 5IBOLGVM�QBUJFOUT�HJWF�CBDL�UP

UIF�QFPQMF�XIP�OFFE�IFMQ�	XIZ
TIF�TUBSUFE�OVSTJOH


• 5SVTU�BOE�DPMMBCPSBUJPO�FBTJFS�UP
NBLF�GSJFOET�JO�B�TNBMMFS�IPTQJUBM

• 4PDJBM�NFEJB��GPMMPXT�GPS�OVSTF
IVNPS

• 3FDPNNFOEBUJPOT�GSPN�PUIFS
OVSTFT�UP�GJOE�PUIFS�PQQPSUVOJUJFT

3VSBM�)PTQJUBM

• .PSF�SFMBYFE
• 4MPXFS�QBDF�JO�B�TNBMMFS�IPTQJUBM
• )JHIFS�RVBMJUZ�PG�MJGF
• 8PVME�CF�GMFYJCMF�XJUI�TQFDJBMUZ�GPS�B�SVSBM

MPDBUJPO
• -BSHFS�IPTQJUBMT�BSF�NPSF�JTPMBUJOH
• Stress due to lack of communication on

%SBNB
• 5SBWFM�OVSTJOH�HFU�JO�BOE�HFU�EPOF
�OP

ESBNB�PS�QPMJUJDT�
• 1PMJUJDT�BOE�ESBNB�BSF�B�QBSU�PG�UIF�DVMUVSF

PG�OVSTJOH�
• 5SBWFM�OVSTJOH�IBT�MFTT�ESBNB�OPU�QBSU�PG
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APPENDIX H — Primary Data (Continued) 

Page Title: Nurse Survey

Campaign Type: Survey Page

Published Date: October 15, 2021 at 10:03:38 AM

Expiration Date: April 7, 2022

Survey Page URL: https://lp.constantcontactpages.com/sv/U491vjK/Nursing

Reporting

Starts

49
Submits

9
Submission Rate

18.37%
Desktop 44%

Mobile 56%

MULTIPLE CHOICE

Showing the most recent responses to the question. See all responses here.

1 - 5 Years 3 (33.33%)

5 - 10 Years 3 (33.33%)

10 - 20 Years 1 (11.11%)

20+ Years 2 (22.22%)

Other 0 (0%)

Total Responses 9

CHECKBOXES

Showing the most recent responses to the question. See all responses here.

Websites of hospitals in my area 6 (66.67%)

Social media sites that promote nursing jobs 2 (22.22%)

Nursing-specific job boards: NurseFinder, HealthCareers, RNwanted, etc 2 (22.22%)

Job posting sites: Glassdoor, Indeed, ZipRecruiter, LinkedIn, etc 5 (55.56%)

Other 2 (22.22%)

Total Responses 9

RANK ORDER

Management/leadership support 39

Location/environment 31

Mentorship 26

Community and patients 20

Career growth potential 19

Total Responses 9

4
9

Schedule flexibility 4
1

Continued training and licensing support from employer 3
5

Opportunity to "float" or provide complex care 2
8

Praise and Recognition 2
7

Other important factor not 
listed

9

Total 
Responses

9

MULTIPLE CHOICE

Showing the most recent responses to the question. See all responses here.

Not at all likely 1 (11.11%)

Not likely 1 (11.11%)

No opinion 3 (33.33%)

Likely 1 (11.11%)

Very Likely 3 (33.33%)

Total Responses 9

Educational growth support. 

OTHER Comments (U of U Health and Social Media) Anonymous
-Being prepared for the unexpected is hard to learn and without more support it’s dangerous for 
the patients and my resolve to stay at bedside. 

-I’m not burning out.
-I have imposter syndrome because I respect the work I do and fear I’m not good enough to do it.

-I would not breakdown in my car after work if I felt supported in my skills and job.

-working with minimal staff is difficult enough, having to do it on your own is almost impossible.

1 (14.29%)

Total Responses 7

How many years have you been practicing as a nurse (post nursing school)?

Which websites do you visit to explore nursing-related career opportunities?
Some aspects of satisfaction in the workplace are intangible. Rank of
the following in terms of their value to you, with 1 being the most
important.

Total score#

RANK ORDER

Meeting the needs and expectations of practicing nurses is 
important to retention. Rank the following in order of importance to 
you with 1 being the most important.

Lifestyle (cost of living compared to compensation)

#� Total 
score

How likely are you to recommend CME and additional nursing education to other
nurses?

Response Average rank Ranked 1 Ranked 2 Ranked 3 Ranked 4
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support

1.7 4
44.44%

4
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1
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Community and patients 3.8 0
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2
22.22%

1
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3
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Career growth potential 3.9 0
0%

1
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2
22.22%

3
33.33%

Response Average 
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Ranked 
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2
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3
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4
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5
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55.56
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0
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0
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11.11
%

1
11.11
%

1
11.11
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0
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0
0
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Lifestyle (cost of living
compared to
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Schedule flexibility
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licensing support from
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Opportunity to "float" or
provide complex care
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Praise and
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0
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5
55.56
%

Other factor not
listed

6 0
0
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0
%

0
0
%

0
0
%

0
0
%

MULTIPLE CHOICE

Showing the most recent responses to the question. See all responses here.

MA 1 (11.11%)

RN 2 (22.22%)

BSN 5 (55.56%)

APRN 0 (0%)

Other 1 (11.11%)

Total Responses 9

What is your highest level of certification?

CHECKBOXES

Showing the most recent responses to the question. See all responses here.

Independent Nurse Blogs 2 (22.22%)

Nurse.com 2 (22.22%)

American Nurses Association (ANA) 5 (55.56%)

Health Care Provider Websites 4 (44.44%)

Nursing Facebook Groups 2 (22.22%)

Other 4 (44.44%)

Total Responses 9

CHECKBOXES

Showing the most recent responses to the question. See all responses here.

Personal nursing stories 3 (33.33%)

Content offering Continuing Medical Education (CME) 9 (100%)

Personal growth and resiliency 6 (66.67%)

Patient care stories and care-related content 2 (22.22%)

Other 1 (11.11%)

Total Responses 9

Select any of the following that you regularly use to access nursing related content.

What nursing-related content are you most likely to be interested in?

MULTIPLE CHOICE

How would you like to receive information about continuing education and
certification?

Showing the most recent responses to the question. See all responses here.

Newsletter/Email subscriber 5 (55.56%)

Social Media (Group) 0 (0%)

I don't want to receive CME-related information 0 (0%)

Hospital internal communications 3 (33.33%)

Hospital bulletin board 0 (0%)

Other 1 (11.11%)

Total Responses 9

OPEN ANSWER

Showing the most recent responses to the question. See all responses here.

Good pay, good management/hospital work culture, opportunity for job growth 1 (14.29%)

Where I am in my career I do not have the desire to move anywhere. 1 (14.29%)

What would influence you to work in a rural hospital in the Mountain West?
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Independent Nurse Blogs 2 (22.22%)

Nurse.com 2 (22.22%)

American Nurses Association (ANA) 5 (55.56%)

Health Care Provider Websites 4 (44.44%)

Nursing Facebook Groups 2 (22.22%)

Other 4 (44.44%)

Total Responses 9

CHECKBOXES

Showing the most recent responses to the question. See all responses here.

Personal nursing stories 3 (33.33%)

Content offering Continuing Medical Education (CME) 9 (100%)

Personal growth and resiliency 6 (66.67%)

Patient care stories and care-related content 2 (22.22%)

Other 1 (11.11%)

Total Responses 9

Select any of the following that you regularly use to access nursing related content.

What nursing-related content are you most likely to be interested in?

MULTIPLE CHOICE

How would you like to receive information about continuing education and
certification?

Showing the most recent responses to the question. See all responses here.

Newsletter/Email subscriber 5 (55.56%)

Social Media (Group) 0 (0%)

I don't want to receive CME-related information 0 (0%)

Hospital internal communications 3 (33.33%)

Hospital bulletin board 0 (0%)

Other 1 (11.11%)

Total Responses 9

OPEN ANSWER

Showing the most recent responses to the question. See all responses here.

Good pay, good management/hospital work culture, opportunity for job growth 1 (14.29%)

Where I am in my career I do not have the desire to move anywhere. 1 (14.29%)

What would influence you to work in a rural hospital in the Mountain West?

Page Title: Nurse Survey

Campaign Type: Survey Page

Published Date: October 15, 2021 at 10:03:38 AM

Expiration Date: April 7, 2022

Survey Page URL: https://lp.constantcontactpages.com/sv/U491vjK/Nursing
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Starts

49
Submits

9
Submission Rate

18.37%
Desktop 44%

Mobile 56%

MULTIPLE CHOICE

Showing the most recent responses to the question. See all responses here.

1 - 5 Years 3 (33.33%)

5 - 10 Years 3 (33.33%)

10 - 20 Years 1 (11.11%)

20+ Years 2 (22.22%)

Other 0 (0%)

Total Responses 9

CHECKBOXES

Showing the most recent responses to the question. See all responses here.

Websites of hospitals in my area 6 (66.67%)

Social media sites that promote nursing jobs 2 (22.22%)

Nursing-specific job boards: NurseFinder, HealthCareers, RNwanted, etc 2 (22.22%)

Job posting sites: Glassdoor, Indeed, ZipRecruiter, LinkedIn, etc 5 (55.56%)

Other 2 (22.22%)

Total Responses 9

4
9

Schedule flexibility 4
1

Continued training and licensing support from employer 3
5

Opportunity to "float" or provide complex care 2
8

Praise and Recognition 2
7

Other important factor not 
listed

9

Total 
Responses

9

MULTIPLE CHOICE

Showing the most recent responses to the question. See all responses here.

Not at all likely 1 (11.11%)

Not likely 1 (11.11%)

No opinion 3 (33.33%)

Likely 1 (11.11%)

Very Likely 3 (33.33%)

Total Responses 9

Educational growth support. 

OTHER Comments (U of U Health and Social Media) Anonymous
-Being prepared for the unexpected is hard to learn and without more support it’s dangerous for 
the patients and my resolve to stay at bedside. 

-I’m not burning out.
-I have imposter syndrome because I respect the work I do and fear I’m not good enough to do it.

-I would not breakdown in my car after work if I felt supported in my skills and job.

-working with minimal staff is difficult enough, having to do it on your own is almost impossible.

1 (14.29%)

Total Responses 7

How many years have you been practicing as a nurse (post nursing school)?

Which websites do you visit to explore nursing-related career opportunities?

RANK ORDER

Meeting the needs and expectations of practicing nurses is 
important to retention. Rank the following in order of importance to 
you with 1 being the most important.

Lifestyle (cost of living compared to compensation)

#� Total 
score

How likely are you to recommend CME and additional nursing education to other
nurses?

Response Average 
rank

Ranked 
1

Ranked 
2

Ranked 
3

Ranked 
4

Ranked 
5

1.
6

5
55.56
%

3
33.33
%

1
11.11
%

0
0
%

0
0
%

2.
4

2
22.22
%

4
44.44
%

1
11.11
%

1
11.11
%

1
11.11
%

3.
1

1
11.11
%

0
0
%

5
55.56
%

3
33.33
%

0
0
%

Lifestyle (cost of living
compared to
compensation)

Schedule flexibility

Continued training and
licensing support from
employer

Opportunity to "float" or
provide complex care

3.
9

0
0
%

1
11.11
%

2
22.22
%

3
33.33
%

3
33.33
%

Praise and
Recognition

4 1
11.11
%

1
11.11
%

0
0
%

2
22.22
%

5
55.56
%

Other factor not
listed

6 0
0
%

0
0
%

0
0
%

0
0
%

0
0
%

MULTIPLE CHOICE

Showing the most recent responses to the question. See all responses here.

MA 1 (11.11%)

RN 2 (22.22%)

BSN 5 (55.56%)

APRN 0 (0%)

Other 1 (11.11%)

Total Responses 9

What is your highest level of certification?

CHECKBOXES

Showing the most recent responses to the question. See all responses here.

Independent Nurse Blogs 2 (22.22%)

Nurse.com 2 (22.22%)

American Nurses Association (ANA) 5 (55.56%)

Health Care Provider Websites 4 (44.44%)

Nursing Facebook Groups 2 (22.22%)

Other 4 (44.44%)

Total Responses 9

CHECKBOXES

Showing the most recent responses to the question. See all responses here.

Personal nursing stories 3 (33.33%)

Content offering Continuing Medical Education (CME) 9 (100%)

Personal growth and resiliency 6 (66.67%)

Patient care stories and care-related content 2 (22.22%)

Other 1 (11.11%)

Total Responses 9

Select any of the following that you regularly use to access nursing related content.

What nursing-related content are you most likely to be interested in?

MULTIPLE CHOICE

How would you like to receive information about continuing education and
certification?

Showing the most recent responses to the question. See all responses here.

Newsletter/Email subscriber 5 (55.56%)

Social Media (Group) 0 (0%)

I don't want to receive CME-related information 0 (0%)

Hospital internal communications 3 (33.33%)

Hospital bulletin board 0 (0%)

Other 1 (11.11%)

Total Responses 9

OPEN ANSWER

Showing the most recent responses to the question. See all responses here.

Good pay, good management/hospital work culture, opportunity for job growth 1 (14.29%)

Where I am in my career I do not have the desire to move anywhere. 1 (14.29%)

What would influence you to work in a rural hospital in the Mountain West?
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Expiration Date: April 7, 2022

Survey Page URL: https://lp.constantcontactpages.com/sv/U491vjK/Nursing
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MULTIPLE CHOICE

Showing the most recent responses to the question. See all responses here.

1 - 5 Years 3 (33.33%)

5 - 10 Years 3 (33.33%)

10 - 20 Years 1 (11.11%)

20+ Years 2 (22.22%)

Other 0 (0%)

Total Responses 9

CHECKBOXES

Showing the most recent responses to the question. See all responses here.

Websites of hospitals in my area 6 (66.67%)

Social media sites that promote nursing jobs 2 (22.22%)

Nursing-specific job boards: NurseFinder, HealthCareers, RNwanted, etc 2 (22.22%)

Job posting sites: Glassdoor, Indeed, ZipRecruiter, LinkedIn, etc 5 (55.56%)

Other 2 (22.22%)

Total Responses 9

RANK ORDER

Management/leadership support 39

Location/environment 31

Mentorship 26

Community and patients 20

Career growth potential 19

Total Responses 9

4
9

Schedule flexibility 4
1

Continued training and licensing support from employer 3
5

Opportunity to "float" or provide complex care 2
8

Praise and Recognition 2
7

Other important factor not 
listed

9

Total 
Responses

9

MULTIPLE CHOICE

Showing the most recent responses to the question. See all responses here.

Not at all likely 1 (11.11%)

Not likely 1 (11.11%)

No opinion 3 (33.33%)

Likely 1 (11.11%)

Very Likely 3 (33.33%)

Total Responses 9

Educational growth support. 

OTHER Comments (U of U Health and Social Media) Anonymous
-Being prepared for the unexpected is hard to learn and without more support it’s dangerous for 
the patients and my resolve to stay at bedside. 

-I’m not burning out.
-I have imposter syndrome because I respect the work I do and fear I’m not good enough to do it.

-I would not breakdown in my car after work if I felt supported in my skills and job.

-working with minimal staff is difficult enough, having to do it on your own is almost impossible.

1 (14.29%)

Total Responses 7

How many years have you been practicing as a nurse (post nursing school)?

Which websites do you visit to explore nursing-related career opportunities?
Some aspects of satisfaction in the workplace are intangible. Rank of
the following in terms of their value to you, with 1 being the most
important.

Total score#

RANK ORDER

Meeting the needs and expectations of practicing nurses is 
important to retention. Rank the following in order of importance to 
you with 1 being the most important.

Lifestyle (cost of living compared to compensation)

#� Total 
score

How likely are you to recommend CME and additional nursing education to other
nurses?

Response Average rank Ranked 1 Ranked 2 Ranked 3 Ranked 4

Management/leadership
support

1.7 4
44.44%

4
44.44%

1
11.11%

0
0%

Location/environment 2.6 3
33.33%

1
11.11%

3
33.33%

1
11.11%

Mentorship 3.1 2
22.22%

1
11.11%

2
22.22%

2
22.22%

Community and patients 3.8 0
0%

2
22.22%

1
11.11%

3
33.33%

Career growth potential 3.9 0
0%

1
11.11%

2
22.22%

3
33.33%

Response Average 
rank

Ranked 
1

Ranked 
2

Ranked 
3

Ranked 
4

Ranked 
5

1.
6

5
55.56
%

3
33.33
%

1
11.11
%

0
0
%

0
0
%

2.
4

2
22.22
%

4
44.44
%

1
11.11
%

1
11.11
%

1
11.11
%

3.
1

1
11.11
%

0
0
%

5
55.56
%

3
33.33
%

0
0
%

Lifestyle (cost of living
compared to
compensation)

Schedule flexibility

Continued training and
licensing support from
employer

Opportunity to "float" or
provide complex care

3.
9

0
0
%

1
11.11
%

2
22.22
%

3
33.33
%

3
33.33
%

Praise and
Recognition

4 1
11.11
%

1
11.11
%

0
0
%

2
22.22
%

5
55.56
%

Other factor not
listed

6 0
0
%

0
0
%

0
0
%

0
0
%

0
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MULTIPLE CHOICE

Showing the most recent responses to the question. See all responses here.

MA 1 (11.11%)

RN 2 (22.22%)

BSN 5 (55.56%)

APRN 0 (0%)

Other 1 (11.11%)

Total Responses 9

What is your highest level of certification?

CHECKBOXES

Showing the most recent responses to the question. See all responses here.

Independent Nurse Blogs 2 (22.22%)

Nurse.com 2 (22.22%)

American Nurses Association (ANA) 5 (55.56%)

Health Care Provider Websites 4 (44.44%)

Nursing Facebook Groups 2 (22.22%)

Other 4 (44.44%)

Total Responses 9

CHECKBOXES

Showing the most recent responses to the question. See all responses here.

Personal nursing stories 3 (33.33%)

Content offering Continuing Medical Education (CME) 9 (100%)

Personal growth and resiliency 6 (66.67%)

Patient care stories and care-related content 2 (22.22%)

Other 1 (11.11%)

Total Responses 9

Select any of the following that you regularly use to access nursing related content.

What nursing-related content are you most likely to be interested in?

OPEN ANSWER

Showing the most recent responses to the question. See all responses here.

Good pay, good management/hospital work culture, opportunity for job growth 1 (14.29%)

Where I am in my career I do not have the desire to move anywhere. 1 (14.29%)

What would influence you to work in a rural hospital in the Mountain West?
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APPENDIX H — Primary Data (Continued) 
summary_export

Constant Contact Survey Results

Campaign Name Nurse Survey

Survey Starts 92

Survey Submits 26

How many years have you been practicing as a nurse (post nursing school)?

Answer Choice Response Count Response Percentage

1 - 5 Years 7 26%

5 - 10 Years 3 11%

10 - 20 Years 7 26%

20+ Years 9 34%

Other 0 0%

Total Responses 26

What is your highest level of certification?

Answer Choice Response Count Response Percentage

MA 2 7%

RN 8 30%

BSN 14 53%

APRN 0 0%

Other 2 7%

Total Responses 26

Select any of the following that you regularly use to access nursing related content.

Answer Choice Response Count Response Percentage

Independent Nurse Blogs 4 15%

Nurse.com 4 15%

American Nurses Association (ANA) 13 50%

Health Care Provider Websites 11 42%

Nursing Facebook Groups 9 34%

Other 5 19%

Total Responses 26

What nursing-related content are you most likely to be interested in?

Answer Choice Response Count Response Percentage

Personal nursing stories 11 42%

Content offering Continuing Medical Education (CME) 20 76%

Personal growth and resiliency 12 46%

Patient care stories and care-related content 11 42%

Other 2 7%

Total Responses 26

Which websites do you visit to explore nursing-related career opportunities?

Answer Choice Response Count Response Percentage

Websites of hospitals in my area 17 65%

Social media sites that promote nursing jobs 5 19%

Nursing-specific job boards: NurseFinder, HealthCareers, RNwanted, etc 7 26%

Job posting sites: Glassdoor, Indeed, ZipRecruiter, LinkedIn, etc 11 42%

Other 4 15%

Total Responses 26

Some aspects of satisfaction in the workplace are intangible. Rank of the following in terms of their value to you, with 1 being the most important.

Answer Choice Average Rank Ranked 1 Ranked 2 Ranked 3 Ranked 4 Ranked 5

Mentorship 3.35 3 (11%) 5 (19%) 7 (26%) 2 (7%) 9 (34%)

Management/leadership support 2.00 11 (42%) 8 (30%) 3 (11%) 4 (15%) 0 (0%)

Community and patients 2.81 3 (11%) 8 (30%) 7 (26%) 7 (26%) 1 (3%)

Location/environment 2.65 9 (34%) 3 (11%) 5 (19%) 6 (23%) 3 (11%)

Career growth potential 4.19 0 (0%) 2 (7%) 4 (15%) 7 (26%) 13 (50%)

Total Responses 26

1

The National Sample Survey of Registered Nurses (NSSRN), found there were 3,957,661 licensed, registered 
nurses living in the U.S. in 2019. Roughly 83 percent of them a nursing-related job the previous year. 
Respondents had an average 18.9 years of work experience, statistically similar to our nurse survey for 
comparison purposes.

The RN survey did have a slightly higher level of participation from BSN nurses, but the mix of education was 
similar to the audience that is served by Regional Network programs.
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