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Marketing and Communication Plan
Organization Profile
Toronto Health center is a community-based healthcare organization that focuses on providing integrated care services and reduces the dependence on hospital-based healthcare delivery. The hospital does not only offer treatment and diagnosis for different diseases but also offers community-based healthcare development and improvement services. Some of the services include sanitation and screening services to ensure that the community around the hospital understands our purpose of providing community-based services. Our mission statement reads, “To ensure efficiency in healthcare delivery through the integration with the community to provide result-oriented healthcare services for a healthy future of Toronto.” Our vision statement reads, “To lead the field of community-based healthcare through professional practice and cultural consideration.” Our organizational goals include; ensuring efficiency in service delivery, provision of community-based care, and to be the first choice healthcare center for all residents of Toronto.

Our hospital is an out-patient and in-patient facility with a bed capacity of 143 beds, 20 of the bed capacity of the institution are found in the private wing. The institution offers both medication-based treatment services and community care services such as adult and childcare facilities. Our current patient capacity is about 160 patients a day in the out-patient and in-patient sectors, as well as about 100 patients a day in the community care department. The hospital also has an operational mini-theatre that offers minor surgeries and surgical maternity services. Some of the Quality indicators for our hospital include Prevention Quality Indicators (PQI) and Inpatient Quality Indicators (IQI) since the institution offers both out-patient and in-patient and out-patient services. Patient Safety Indicators (PSI) is also very significant quality indicators for our hospital since the institution also deals with patients with special needs whose safety is a considerable concern. One of the key financial performance indicators for our organization is the revenue and expenses balance indicator. Additionally, our organization also uses insurance claim processing time as a critical financial indicator.  

Our institution also faces the prevalent human resource challenges that other organizations in our industry face. These challenges include the recruitment challenge caused by the talent shortage in the industry. Additionally, our organization also faces the challenge of wage competition among practitioners in different sectors of the hospital (Flynn et al., 2015). Moreover, it becomes more difficult for our organization to match the wages provided by other established organizations. This causes turnover among our best talents since more established healthcare institutions easily poach them. Like other healthcare institutions, our hospital also faces the various diversity challenges common to healthcare. However, the cost common diversity challenge our institution is currently facing is cultural diversity. Our position as a community-based organization puts us on the path of patients from different backgrounds that have different preferences about treatment options, and behavior during illness. The community population statistics for the area that our institution is based on shows that we serve a community of about 2.5 million people. About 60 % of the population consists of women and children who are the most frequent users of healthcare services. This is a clear indication that our bed capacity does not fulfill the population and healthcare balance. Additionally, constant financial challenges prevent us from delivering convenience against the population.

Communication Plan

The communication strategy for my organization is based on six key components that the plan aims to deliver. The vision for the communication strategy is to establish an effective communication strategy that responds to the healthcare and social services needs of the community and to support staff relationships and delivery of our vision. The first component of my communication plan is to ensure that we deliver the mission and vision of the organization (Theys et al., 2019). To implement this strategy, the organization aims to communicate the mission and vision to all employees and to ensure that they have them at the back of their heads every time they provide medical or social services. 
The second component of my communication plan is to ensure that organizational communication tools are practical and functional. These include emergency communication tools that facilitate communication among corporate staff and devices that enable communication between the hospital and the community. The third aspect of the communication plan entails strengthening the level of engagement among the hospital staff. Additionally, the aim of the communication plan is also to develop the level of patient and public involvement in the provision of efficient healthcare and services. The communication plan also ensures transparency in all health outcomes. The communication plan should be implemented entirely within 12 months of its drafting.

Marketing Plan       

As a community-based hospital, the target market includes the local community members. The target market also consists of the members of the community with special needs. Our institution also faces the challenge of competition from established organizations and health institutions in the area. Some of the competitors offer free services that our institution cannot afford to provide. However, our organization also has several strengths that include diversity, close relationships with patients, and excellent interpersonal communication between the management and organizational staff. However, some of the organization’s weaknesses include the inability to compete fairly with other established d organizations and the failure to attend to all the patients that visit our institution every often. However, the organization has also discovered several opportunities, including the lack of cancer and radiology center in the community (Gilligan & Lowe, 2018). However, there exists a threat of market competition from the rise of other community-based hospitals in the region. The organization’s SMART goals include using the online presence and influence that it has achieved over the last few years. The organization aims to facilitate marketing through advertisements and the use of word of mouth from patients who have accessed our services. This will reduce the marketing budget by half from the previous year’s budget of $ 20 million to an estimated annual budget of $ 8 million.

Community Collaboration Plan
The plan to collaborate with the community involves organizing functions that facilitate community engagement, such as cleaning of several community developments such as schools and markets. Additionally, there is a plan to ensure that the hospital places a community open day in the calendar of the hospital. This will ensure that the community communicates its problems with the hospital. It will also provide an opportunity for the community members who have not accessed our services to learn about the institution. The community engagement strategy that this organization has adopted aims to ensure that we collaborate with all members of the community. We also aim to make our institution the first choice for all members of the community. Additionally, the community collaboration plan will also ensure that the community is aware of the services that the organization offers and can refer other people to the institution.
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