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Core values

▪ support the vision, shape the culture and reflect what an 
organisation needs to achieve its output goals 1 2

▪ guide an organisation's internal behaviour and action  as well as 
its relationship with the external world 2 3

▪ inform clients what the organisation is about 1



Core values

▪ should be  customer-focused 4

▪ a strong values base is key to a high performance 

organisation 5

▪ Consumer satisfaction is a  significant health service 

performance indicator 6





Aim

▪ Gain understanding of the meaning of HNELHD CORE values to    
community members (definition )

▪ Understand  how community members think the values should be 
enacted in care provision (behaviours and practice)

▪ Address any disconnect between our current core values and the 
values held by our community as health care consumers



Participants

▪ Age: 23- 87

▪ Male and female

▪ Inpatients, outpatients, community members

▪ Range of ethnicities

▪ Aboriginal and Torres Strait Islanders



What our patients need to be satisfied 
with our service

▪ Understanding

▪ Honesty

▪ Helpfulness



Understanding

▪ Understand the person

▪ Understand the person’s physical discomfort

▪ Make sure the person understands what you are saying



Honesty

▪ Be honest about what you are thinking – even if it is bad 
news

▪ Be honest about the risks and benefits of treatments

▪ Don’t leave me out of conversation



Helpfulness

▪ Help with pain and suffering

▪ Help to achieve goals

▪ Help with decision making



Discussion

• Dual purpose: 

internal relationships and output 
(about us)

v 

consumer expectations and satisfaction
(about them)



Addressing  what matters most to 
patients

What consumers can expect from John Hunter 

Hospital
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