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Executive Summary
This report was prepared for the Board of Directors of Tallaght University Hospital (TUH) to analyse the organisation’s position in relation to digital media. The organisation’s digital strategy is evaluated to ensure the hospital is working towards its mission statement. Recommendations to further strengthen its position in the market are drawn from the findings and conclusion. This report, which focuses on the organisation internally, should be considered in conjunction with the narrated presentation which gives a broader view of the organisation’s marketplace.












Introduction
Tallaght Hospital is one of Ireland’s largest teaching hospitals based in Dublin. The hospital was founded in 1998 and has benefitted from investment and development resulting in multiple expansions and renovations including the Emergency Department, ICU, and Primary Care Centre. As the organisation is a Voluntary Hospital, it is has benefitted from investment from the Irish Government as well as charitable donations and fundraising coming through a newly formed charity, Tallaght University Hospital Foundation (TUHF). Despite the increasing budgets, year-on-year demand and waiting lists continue to grow. The effects of Covid-19 have had a severe effect on non-urgent services and unaddressed demand. 

Digital Embracement and Presence
Alongside the structural expansion of the hospital, the digital footprint of the organisation has also grown through the constant embracement and development of digital technology. Research and Innovation, and Digital Enablement, are two of the six priorities in the TUH Corporate Strategy 2019-2024 which aims to reform how healthcare is delivered (TUH, 2019). Despite the difficulties of dealing with Covid-19, many new digital solutions combining existing innovation with new technology were implemented. Examples include body cameras to support remote consultations between colleagues to treat patients, technology for remote support for community-based healthcare such as nursing homes, an online interactive lecture series using Zoom, and remote monitoring and virtual visiting (TUH, 2020).

From an organisational perspective, digital media developments include the hospital website and new hospital mobile application, ensuring staff and patients remain up to date with the latest organisational news and guidelines. The organisation also has an internal digital newsletter to strengthen the community spirit among its 3,000 employees. The organisation maintains its presence on national television, including a recent documentary detailing a number of Covid-19 patients’ journeys through the hospital. On a local level, the organisation remains engaged with regional newspapers and is publishing a series of articles outlining the organisation’s ongoing projects, initiatives, and plans as per the latest corporate strategy (Echo, 2019). 
The organisation remains dedicated to embracing social media and engaging with the public through dedicated accounts on Facebook and Twitter platforms. These are maintained by the Campaigns Officer and their deputy under the remit of the Campaign’s Office.  Our dedicated charity, TUHF, undertakes essential fundraising on behalf of the organisation. During the Covid-19 pandemic, socially distanced fundraisers organised through the ‘Go Fund Me’ platform were promoted on social media. Corporate donations from Amazon and volunteer groups such as Covid4comfort.org were received by the organisation, facilitating the purchase of devices such as Echo Shows, Amazon Alexa, iPads and RedZinc’s wearable cameras to assist remote communications. Visitor restrictions during the pandemic necessitated that in-patients use online platforms such Skype, Facetime and Google Hangout to communicate with family members (TUH, 2020).

Digital Media Opportunities with Consumer Dynamics
The landscape of media consumption is constantly evolving, and the importance of an online presence is critical. More and more Irish consumers are turning to digital news media over traditional resources. A Reuters report determined social media is increasingly the main news source for 18–24-year-olds in Ireland, growing from 43% in 2019 to 46% in 2020 (Newman, N. 2020). As an established healthcare facility, TUH is in a prime position to provide healthcare news, advice, and information to the public through digital media. There is a predicted population growth of 322% in those aged over 75 years by 2036 in Community Health Organisation (CHO) 7 – the catchment area for the organisation. In light of this, older age groups rely primarily on TV and radio for their news (Newman et al., 2020). Digital advances such as playback radio and TV programmes, recording of programmes, and radio show podcasts have increased the availability of these digital mediums.

Digital Media Regulations and Competition 
Naturally, there remain stringent regulations around the advertising of healthcare-related products and services in Ireland in comparison to international markets, where commercials on drugs, procedures, and clinics are heavily invested in and widespread. These restrictions in Ireland are designed to protect vulnerable consumers from receiving prejudiced or biased advice from commercial enterprises. 

Public healthcare is an essential business and although all public hospitals work together for the good of national health, funding can be activity and volume based. Irish hospitals, both public and private, compete for client business, yet at times may exceed their capacity to provide a timely service. As communications from all public hospitals should be broadly similar, a collaborative approach to national health policies should be considered from a digital media perspective.

In terms of charitable donations, however, the organisation is like other public health bodies, competing for and seeking additional funding. The importance of engagement with the public and potential investors through maintaining a digital presence cannot be underestimated. On surveying TUH’s nearest geographically positioned competitors, it is clear they all maintain a strong social media presence and following. 

A SWOT Analysis assists in identifying internal organisational areas for reflection and action.












	
	Strength
-Entire client catchment area is served by broadband
- CHO7 has a population of 698,000 (15% of the national population)
- Infrastructural expansion 
- Raised public awareness of importance of healthcare by the Covid-19 pandemic
	Weakness
- Ageing client population of the catchment area 
- Covid-19 fatigue regarding medical news in the media
- Perceived affluence in light of emergency public funding given for Covid-19
- Limited staff (2) dedicated to the Campaigns Office which manages all media

	Opportunity
- Other digital media platforms such as radio and podcasts
- Other social media platforms such as TikTok, Instagram 
- People are consuming and viewing more online content
	- Huge population to engage with
- More diverse methods of digital media to be explored and utilised
	- More staff needed
- Digital media/marketing training may be needed to increase staff’s level of knowledge – to improve efficiency and effectiveness

	Threat
- The organisation’s priorities change when faced with pandemics or other national emergencies
- Threat to organisation’s systems in migrating to digital infrastructure (e.g. security threats)
- Competition from rival, larger hospitals in close geographical proximity that have a stronger existing online presence
- Bad publicity as one client’s negative experience can spread quickly via social media and web-based platforms
	- Digital media is even more important in the face of pandemics, as it is a safe and effective method of remote communication
- Funding for online safety such as firewalls and antivirus to reduce the likelihood of digital disruption
	- These projects and investments are often deemed less essential and are the first to be cut in the face of adversity such as Covid-19 or budget constraints 
- Other stronger organisations and brands are competing nearby for our client base


Table 1: SWOT Analysis



Conclusion
Tallaght University Hospital organisation and Irish healthcare are under unprecedented pressure in many respects due to Covid-19. The pandemic, however, has also led to an appreciation for the organisation in the social environment. It is currently benefiting from an increase in investment to overcome the crisis and improve systems, leading to a period of transformation within the organisation. With constant investment in innovation and integration of technologies, it is expected many of the current problems can be overcome. Christensen et al. (2000), highlighted the importance of good leadership during periods of change due to disruptive innovation. They describe the process of change as starting from the most basic level such as self-care and progressing upwards. This ties in with the TUH strategy of preventative medicine and health promotion for the public. Christensen et al. (2006), also highlights that poor overall results are often from misdirected investments by affluent nations on their social services. TUH has a high level of Corporate Social Responsibility (CSR), with the service they provide aiming to “do the most for the most”. In this regard, catalytic innovations are required. These are simplified solutions that are scalable, reformative, ‘good enough’ solutions for social change that reach the masses, rather than a more sophisticated service to a lesser population (Bower et al., 1995), which also supports TUH’s corporate strategy. These changes may create more social improvements rather than adding commercial value, referred to as social entrepreneurship by Bessant et al. (2015).


Recommendations
Digital disruption needs to be promoted in order for public funding to be used to maximum effect, to break the status quo, and to improve efficiency in public healthcare services. Collectively, these digital disruptions satisfy all the dimensions of healthcare innovation namely affecting products, processes, position, and paradigm as described by Tidd, et al. (2020).

The following recommendations should be prioritised to increase competitiveness and efficiency:
· Strong leadership skills are required for this period of digital disruption, and training should be provided to the relevant staff.
· Investing in a larger trained team to increase the digital footprint across digital and social media platforms, prioritising radio and podcasts.
· A collaborative strategy should be considered by all who are working towards a unified goal of maintaining health in the well population and improving health outcomes for the ill. Modes of collaboration include appropriate strategic alliances and joint ventures (Schilling, 2013).

By implementing these recommendations, the organisation will maintain a stronger position in the marketplace and protect against future adversities.
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