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Social Media Tools for Health Care Services
Social media is changing the world and, more specifically, the healthcare sector. Creating social media accounts for the organization can help improve its ability to resonate and connect with the target audience more effectively. The current world of technology and mainly social media has made it possible for people to find almost any information that they are looking for online. This paper examines how social media can be used to improve healthcare marketing.
Healthcare administrators can determine the kind of social media tools that that is most appropriate for their intended audience by assessing the level of influence that the social media tool would have on the target audience. As Stellefson et al. (2020) explain, social media allows healthcare providers to stay connected and keep in constant touch with their patients as well as attract new groups of patients. Also, through continuous communication, healthcare providers can create an honest brand that people can trust.
Some of the social media tools that healthcare administrators can rely on to provide the organization with constant and up-to-date information about their patients include Google reviews and Facebook. Facebook is one of the prominent social media sites enjoyed by many people across the world. With more than 2 billion users, Facebook is the best and appropriate place to start social media marketing of a healthcare campaign as well as get actual results. On the other hand, Google reviews allow the organization to know the consumer searchers about the organization through a chart that appears within the Google search results. Gandolf (2021) explains that the healthcare industry is increasingly finding ways to comfortably use social media to benefit patients, the general public, and the healthcare profession.  Patients are better served and informed as a result of online healthcare services. In addition, patients are able to take more active roles in the decisions that affect their health.
These benefits can transcend into the marketing of a new healthcare service organization by checking the consumer searches to know more about how the patients (intended audience) think or perceive the services offered at the institution. The Google review chart includes data on the organization’s Google map directions, star ratings, and user reviews, which can all help a new organization understand the trajectory of its activities. Regarding Facebook, a new healthcare service organization can create schedules as well as boosts its posts by targeting specific ads to the intended audience. Facebook page is easy to establish and use. It only involves setting up the profile and inviting people to like the page. However, other options like Live Video and photo posting can encourage the organization, especially a new establishment, to connect with the target audience (patients) on different levels.
Such social media tools can be used to reach out to the patient and attract new patient groups through public health education.  As Stellefson et al. (2020) further explain, the use of social media in public health education has been increasing in the last couple of years because of its ability to limit or eradicate the physical barriers that have been an impediment to access to quality and timely healthcare support and resources. Today, healthcare promotion has become deeply rooted in different online platforms, including the social media tools such as Facebook and Google search reviews. This enables the organizations better to understand their experiences and those of their consumers and determine the setbacks that inhibit them from providing quality services. These two social media tools are more appropriate in healthcare marketing because they enable the organization to determine accurate and real data and use real-time data to make decisions that affect the organization’s operations.


St. Joseph's Hospital and Medical Center
Founded in 1895, St. Joseph's Hospital and Medical Center is a nationally recognized hospital and health centre for research, medical education and quality tertiary care. It was founded by the sisters of mercy and become the first hospital in the Phoenix area. The hospital boasts a 595 bed and non-profit hospital that provides various health care services, social and support services to Arizona, California and Nevada. The hospital has three pillars that help achieve its objectives. These are medical education, patient care and research. These are combined to ensure quality services are provided to the customers and patients who seek medication in the hospital. St. Joseph's Hospital and Medical Center have several sections with international recognition. These are the trauma center, cancer institute, center for women health, thoracic institute and the barrow neurological instate. The agency mission and vision guide the services provided by the hospital. This has made it to be ranked among the top hospitals in the United States for neurosurgery and neurology. St. Joseph's Hospital and Medical Center provide medication for most chronic diseases, prioritizing patients' health. This is based on research and education of patients to ensure better health. 
Mission
As Common Spirit Health, we make the healing presence of God known in our world by improving the health of the people we serve, especially those who are vulnerable, while we advance social justice for all. 
The hospital is determined to improve the health of the people served by the hospital. The main priority of the hospital is venerable in the community that have poor access to health care services. Initially, the hospital was formed to help tuberculosis patients in need in the Phoenix communities. Improving the health of the vulnerable has been the leading target of the hospital. The hospital understands the vulnerable required quality medical services, and thus its goal to provide non-profit services to the community. It is out of this mission that the hospital has developed its various units to provide health care services to a society based on research and education.
Vision
A healthier future for all—inspired by faith, driven by innovation, and powered by our humanity.
To St. Joseph's Hospital and Medical Center, ensuring a healthier future for all people enables all people to meet their goals. The hospital mission is guided by trusting in God that an individual can receive healing after medication. This is driven by the numerous innovations taken the hospitals and the need for humanity. Before the formation of St. Joseph's Hospital and Medical Center, the people in phoenix had poor access to health care, and thus there was the need to provide better service to the communities. The core values of the hospital vision are; compassion, inclusion, integrity, excellence and collaboration. These values have guided the hospital to ensure it serves patients to their full passion, exceeded patients' expectations, and built and nurtured better relationships with others in the provision of quality health services and respect the dignity of people and voice. 
A marketing plan is an essential part of any agency success. It enables the company to sell its services to many customers from different parts. St. Joseph's Hospital and Medical Center's marketing plan will target the vulnerable in the community and provide information about the hospital. By informing the vulnerable about the hospital, it will have supported the hospital's mission to provide health care services to the vulnerable. Thus, more vulnerable people will visit the hospital for medication. This will, in turn, ensure a healthier future and admired by the agency. 
The vision of St. Joseph's Hospital and Medical Center is to show humanity to all people as it provides services to its clients. The marketing plan will focus on this mission by showing a high sense of humanity by cooperating with the hospital's core values. That is collaboration, inclusion and ensuring excellence of the marketing plan to meet the agency's goals. The plan will consider all stakeholders' views and thus promote inclusion, which is among the cores values of St. Joseph's Hospital and Medical Center vision. 
Prenatal Care
The essence of prenatal care in the society cannot be underestimated thus, lack of care due to high costs equates to deprivation of significant health services for pregnant mothers. High costs of prenatal care have been increasingly a cause of alarm as women may be in danger in the tie of pregnancy due to the unaffordability of the services. All women need healthy pregnancy periods in order to have a safe delivery in the end, and this can be done only if prenatal care is affordable so as to detect any problems, illnesses, or complications that may arise before birth that being a move for safety for both women and the infants. Babies born without prenatal care may be at a high risk of low weight or, in severe cases, harm to both the mother and the child thus, free prenatal care will move towards the aid of a healthy pregnancy.
Since prenatal care is exclusive for women, the free program targets all women despite age or status in the community, and women in need are requested to show up at no cost. The program is not only limited to childbirth but also inquiries for women who seek to know about the health of their children and pregnant mothers. Without prenatal care, our society may see numerous birth complications which are easily by the professional program. Targeted are the women and society as a whole of the essence of care, informing women on the benefits of prenatal care and reasons as to why to obtain care in expectation to see rising numbers of women having safe deliveries (Daw & Sommers, 2018). Since we have understood the reason behind the failure for women to obtain prenatal care in this society is due to the costs, a free intervention will increase childbirth success rates.
Identification of women in need of prenatal care will be essentially the way towards beginning the program. This will be through creating awareness for women through trips in the neighborhood, issuing of posters, and visiting local midwives who may increase the reach to these women. Programs in major emphasis may also assist such as talking about the free program thus being cost-friendly to attract majority, increasing the capacity of free prenatal care to cater for a vast population, including involving physicians, nurses, and other healthcare workers alongside local midwives to call out the women, easing access to the women such as through reaching in case of emergency services and having a sponsored transportation system, identification of women needing care through free hotlines, referrals, incentives, and community canvassing, and providing support socially in the encouragement of women to attend prenatal care for a smooth transition of pregnancy into motherhood.
	However, in making progress towards increasing the number of women delivering safely and affordably under the free prenatal care system, several barriers may also be in place that may hinder the progress. The effort required to make the program is a success is enormous as reaching out may need more than the mere dedication of personnel and acceptance by the community as the program is a new initiative. Continuous and early prenatal care use seems straightforward before its attainment and is an arduous task. Struggle in implementation and maintenance of the prenatal care program may be experienced due to two problems that are later discussed. Barriers may range from finding community and financial support, keeping and recruiting healthcare personnel, coping up with bureaucracies, sustainment and planning of the program, and other controversial issues such as abortion. 
	Funds may face inadequacy in the case of a free program that may be a solution to the community thus, expectations and budget may be underestimated. These financial problems may affect job security and the program's lifespan if unchecked, therefore, continuous funding may be checked to keep the program running. Workers may be difficult to retain and recruit, thus burnout may be experienced. Program clients may also be difficult to engage hence recruitment of people in the neighborhood may be essential to win the trust of these individuals and maybe cumbersome in cases of non-cooperation. Bureaucracies may be a problem as the program is built with a free nature where a paid prenatal program has been in existence. Tensions may arise between the native providers due to business problems and resistance. Maintenance of the program may be complex as it needs leaders who are strong and charismatic to keep the programs going in overcoming the numerous obstacles previously discussed, which may also present itself as a problem. Controversial issues, for instance, abortion, may be a barrier in a case where the focus of the program is pre-birth, and certain actions may lead to legislative intervention making the program shaky. 
	Program leaders, sponsors, and people behind the funding may be essential in the intervention of these barriers. Tremendous commitment from these parties is essential as a free program requires funds largely. Community support is also significant in bringing a solution and is engrained in the society may aid in maneuvering the obstacles due to their engagement, involvement, appreciation, and trust. One-on-one support is also essential to keep going, and with stable funding altogether with continuous effort to educate the women on the importance of prenatal care, success may be attained through community acceptance.
Impact of Health Literacy on a Marketing Plan
Healthcare marketing is an area that has experienced tremendous growth stemming from the changes in the view of the physician-patient relationship. Traditionally, marketing in healthcare was uncommon as many people thought healthcare demand was inelastic. However, with many healthcare offering similar services, campaigns challenging people to take control of their health, and rise in medical discretion services such as cosmetic surgery, marketing have risen to be a central component in healthcare. The need for marketing arises out of the desire for healthcare organizations to attract new healthcare consumers and to maintain the existing customer base. That marketing has gained traction in healthcare can be evidenced by the changing focus from patients to healthcare consumers and customers. Marketing does not focus on the patients only but on consumers of healthcare (Chandra, Handel, & Schwartzstein, 2019). Basically, everyone is a potential consumer of healthcare services, even with that, marketing needs to be focused and goal-oriented. The achievement of success in marketing requires one to be clear on the target market. The target market is then analyzed to determine the marketing plan which will be influenced by among other things the health literacy levels of the target market which is the focus of this paper.
            Health literacy refers to the degree to which individuals have the capacity to obtain, process, and understand basic health information and services needed to make appropriate health decisions. The target market is identified by consideration of the health services and programs that a healthcare organization wishes to offer (Peerson & Saunders, 2009). Careful and precise identification of the target market requires one to know who is being reached, their location, what makes them tick, and how to directly speak to them. The manner in which the target market is to be spoken to is determined by their literacy level. The aim is always to have a communication that is understood by all of the target markets.   
            My plan would address the health literacy problem by utilizing a series of techniques. The first step is to identify the problem, here it should be noted that people are reluctant to state that they don’t understand, and as such one need to pose questions to see if the people understand. Secondly, explaining the matter slowly would help. Using plain language as opposed to medical jargon would also help in improving literacy levels. Visual images are effective in helping people to understand and thus they should be applied while educating the people. It is also advisable to give piecemeal information and not bombard the target population with more information at the same time (Yokopenic, 2021). Creating a shame-free environment that makes it easy for people to ask questions and assuring them that they can call your office anytime they don’t remember any details are also great ways of dealing with this literacy problem.
            Strategies to improve uptake of services are determined by the target group. Supposing the target population is male and female aged between 21-35 years, having at least one family and they are homeowners who have at least a high school degree. This description presents young and energetic people who may have health literacy. Strategies that can be utilized for this target group include the internet and personalized emails. This is because people of this age who have health literacy would most likely shop for healthcare from the internet (Rooney, 2009). Sending them emails and telling them about the services that your offer would ensure that they search through your website when they are a healthcare need which you outlined in the mail.
            As competition continues to be riffle among healthcare organizations, patients become more informed and are taking control of their health. In realization of this, healthcare organizations are devising ways that can net them more customers. Understanding the target population is a plus in the battle to attract more health seekers. Once this is determined, the message used in marketing should be clear and understandable by the target group this the need to learn their health literacy level before releasing messages.
Culturally Sensitive Health Services and Marketing Plans 
	Individuals from distinct cultures have unique beliefs, practices, and values. These distinctions make it problematic to offer health care that billets each individual. Some members of the religious group uniquely respond to illness and pain. At the same time, some do not believe in specific types of treatments. One of the culturally sensitive elements includes religious and faith beliefs. Specific religious groups might refuse surgeries, blood transfusions, and prescription medications, or other critical life-saving treatments due to their beliefs. Medical professions struggle to understand these beliefs and disagree with the client's decision to decline particular treatment. Therefore, developing sensitivity to various religious beliefs is crucial.
	Patients with chronic illness drive almost three-quarters of healthcare spending countrywide; however, marketing to this segment demands cautious communication. Chronic illness is a disease that lasts more than three months and affects more than 30 percent of the adult population in America. About 35 million citizens are limited in their usual activities because of chronic conditions, including cancer, mental illness, hypertension, diabetes, and chronic pain. Chronic illness patients tend to be loyal to a specific hospital or physician. They aim to continue their treatment journey with a provider who is well informed about their condition (Berkowitz, 2016). 
Another marketing element that is appropriate to such patients is offering online assistance. The majority of such patients begin their healthcare journey on the internet. Search engines are essential for individuals with chronic illness for basic information about their different conditions, news about directories of specialist providers, and directories. It is possible to reach patients looking for treatment data Using google geo-targeting tools and long-tail keywords. Other culturally sensitive marketing elements include sex orientation, immigration experience, and ethnicity. Another crucial element in the marketing plan is language. It is crucial to ensure that all the patient forms and marketing materials are printed in the first language of the patients who seek the services. Cultural values dictate what is unacceptable and acceptable in the community. Such aspects influence the marketing plan as group marketing works better in countries with collective group values while marketing focuses on individuals doing better in individualistic nations (Uzun & Sevinç, 2015).
Formative Evaluation
Evaluation is a concern with the program's effectiveness, which helps understand what the program has done and how best the program does it.  It's a systematic process in which results can be used to maintain and improve the quality of the health program and ensure that future planning has more evidence. Therefore, evaluation contains an ongoing cycle of programing planning, implementation, and improvement. Therefore, formative evaluation is conducted during implementation and health program development. They are used to show how best you can achieve the goals and improve the program. Thus, the formative evaluation will help us develop our market plan by showing strategies for achieving the goals and improving our market plan program (Dehar et al.., 1993).
In Formative evaluation, there are need assessment and process evaluation that are used as the two categories. A needs assessment will be used in our marketing plan to determine what kind of communication program is needed and who needs it. It can also be used to determine what can be done best to meet the need and involve audience research and inform audience segmentation and marketing strategies for the market plan. On the other hand, process evaluation is used to measure efforts and the output of the health program, and how much the market plan will be accomplished.  It helps in examining the process of communication program implementation and determining whether they are operating as planned. According to Dehar et al. (1993), process evaluation can be done continuously or as a one-time assessment to improve the program. Therefore, the formative evaluation will be the best category for our marketing program through the use of need assessment and process implementation, ensuring all the goals of our health program are achieved.
Formative Evaluation methods will be used to design our health care services marketing plan through a need assessment process that will help assess all the needs. Administrator identifies community needs through carrying out research and involving the community in their program thus gathering the information needed. Such needs in our health care services are funds, health care services, facilities to start up the program, and communities as part of the program. From Hornik (2002), communities are part of the health care need, and they are factored out with their need to ensure the type of health facility started in the area meets their needs. Community research is another criteria that can be used as a need assessment to ensure all the audience's views are collected and used to meet the program's needs.
According to Winston (2012), administrators may also use formative evaluation to administer health care services by identifying the community's needs. After assessing and interviewing the audience, administrators come out with views of the community that help them in setting up a health care facility that is community-based. On the marketing plan of the health care program, administrators also factor out the communication process that is used as need that will help in improving the program. Also, marketing strategy is another needs assessment used for marketing the health care program and helping in determining the best area the program can be positioned to meet the need of the community, competition, and accessibility.
On the other hand, process evaluation is used to measure efforts and the output of the health program, and how much the market plan will be accomplished. Therefore health care services market plan will be included in the evaluation process to measure the effort put in place for health care programs. Process evaluation will help examine the process of communication program implementation and determine whether they are operating as planned, thus improving the health care programs (Winston, 2012). Process evaluation can be done continuously or as a one-time assessment to improve the health care program.
Formative evaluation occurs during program development, and implementation thus will be used to develop the market plan for the health care program to help achieve the goal of our program. This is implemented through the administrators and stakeholders of the health care program involvement (Hornik and Yanovitzky, 2003). Implementation is done after assessing all the essential needs for the market plan; it provides information on achieving program goals or improving the health care program by monitoring program elements. Then to improve the communication of the program, they determine the method used in gathering the information to decide on which best method of communication can be used.
Arguably Formation Evaluation is important in health care services since it helps improve the health services and community development. Implementation and development of the market plan in health service help in the achievement of health care goals Administrators also gain knowledge and experience through the use of formation evaluation that helps them in administering and managing the health care services by factoring out the needs of the community (Hornik and Yanovitzky, 2003).
As I sum up, formation evaluation is one of the best methods to be used in health care services and administration of the health care program since it helps administrators monitor and factoring needs of the community (Hornik, 2002). It helps in the implementation and development of health care services through the evaluation process and needs assessment. Finally, it helps determine the best way of installing health care services and determining the program's success and effectiveness.
Implementation of a Marketing Plan
The execution of a marketing strategy is a crucial step in the marketing process. Several elements must be considered while putting a company plan into action. Organizational readiness, synchronization, commercial viability, organization leadership, implementation time, and corporate culture are among these characteristics (Karlsson et al., 2020). It's also crucial to think about the process of putting a company plan into action.
To implement a market plan, I will first analyze the organization's or company's current status. This will aid in comprehending the elements that need to be included in the business plan for it to be productive and beneficial to the organization. Situation analysis is critical since it elucidates the company's or organization's needs. This process can take up to six months. Next, I'll analyze the target audience, what they enjoy and what will be useful to them, and what commodities can perform better or operate better with them (Kalashnikova, 2017). The audience must be considered for any business to be successful because they are the ones that determine the success of the proposed enterprise. This process can take around two months.  I'll also think about marketing objectives and include them in the marketing strategy. For every business to be effective and successful, it must have some objectives and goals, so the marketing plan must have well-defined goals. This can take less than a month. 
I'll also think about the marketing communication methods and tactics I'll utilize to put the marketing plan into action. Marketing tactics such as social networking, television advertisements, and internet adverts will be included. This can take around six months. In addition, I'll create a marketing budget. I'll also assemble a team and gather resources to aid in the marketing effort. These will be included in the timeline, which will be based on the business's timeline. Setting up a dashboard for tracking success would be pretty beneficial, and it should be followed by constant monitoring. As a result, I'll finalize the plan and keep an eye on the results and outcome. All of this should take ten to eleven weeks to complete.
Focusing on the present at the expense of the future is one of the primary barriers to putting a company plan into action (Zhang & Lim, 2019). For example, depending on the season, the population and audience will change; as a result, a marketing plan may appear excellent in the early stages of implementation but will likely change as the business grows. Guaranteeing that the company flows continually, it is critical to explore the best business plan strategies that are flexible and can work in all seasons. Another tactic is to have insufficient knowledge of the company and the marketing process in general. It's vital to remember that a business strategy is only helpful if all of the necessary information is available to the stakeholders. For example, if the implementer lacks sufficient knowledge throughout the marketing process, the firm is considered a failure. Therefore, before establishing a marketing plan, business owners must gather all relevant information about their company.
To address the issue of focusing on the present at the expense of the future, business practitioners must be aware of the inevitable business fluctuations that the marketing industry will experience (Simkin, 2002). For example, substantial research is required to identify all of the potholes to avoid in the marketing industry. It is usually a good idea to weigh the benefits and drawbacks of any business plan so that the marketing strategy can get off to a good start.
Finally, each business plan's implementation must be treated seriously because it determines the company's success. For example, to see the future of a marketing strategy, the implementation process must be successful, as this is where the marketing plan will be evaluated in order to see whether the marketing business will be successful or not.
Short- and Long-term implications of the Health Services 
Short-term implications 
The services outlined in the marketing plan are in line with the mission of the organization. St. Joseph’s Hospital and Medical Center aims at improving the health of the people in the immediate community. these include vulnerable populations such as the pregnant women living in poverty who may find it difficult to afford prenatal care. The provision of prenatal care to society can help in reducing the dangers that the mothers face due to the high costs which make prenatal care unaffordable. 
Promoting healthy pregnancy through the plan can also ensure that the mothers can deliver safely as well as delivering healthy babies. This implies a healthier community through the reduction of pregnancy risks and potential concerns which may lead to complications. The efforts of the plan will help in improving the health status of the pregnant women and their children through a free prenatal care program. 
Long-term implications 
The program helps the mothers improve other aspects of their health other than prenatal care. A free program of providing the services can allow the mothers use the resources in the acquisition of other health services. The resources can also be used by the women in meeting other goals in their lives. Avoiding any complications during pregnancy ensures that the women can also live healthier after child delivery. 
Proper health is essential in the achievement of other goals in the community. Ensuring that the people manage to live a better life which enables them to achieve their goals is one of the long-term visions of St. Joseph’s Hospital and Medical Center. The program will also help in creating public health awareness in the long-term by educating the people on the importance of prenatal care as well as better public health in meeting life goals (Chandra, Handel, & Schwartzstein, 2019).
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