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Situation Analysis

Baptist Medical Center South opened in 2005 as a 92-bed hospital to serve the growing population in southern Duval and northern St. Johns counties. The hospital exceeded community awareness and patient occupancy expectations upon opening and the grand opening festivities were deemed unnecessary. Most were either cancelled or significantly scaled down. Five years later, the opportunity arrived to formally introduce the hospital. 

On June 29, 2009, Baptist South opened a new patient care tower, more than doubling the size of the hospital to 196 beds. This additional capacity, as well as the addition of a Level II Newborn Intensive Care Unit in partnership with Wolfson Children’s Hospital, provided the opportunity to formally introduce the hospital to the surrounding community as a full-service, high-quality, state-of-the-art community hospital.

Problem Statement
After grand opening events were tabled, the community’s knowledge of Baptist South’s full range of capabilities were not fully realized. In time, due to positive word-of-mouth and the hospital’s fulfillment of an untapped need, the hospital’s resources became overtaxed. A lack of patient beds led to a significant bottleneck of patients in the Emergency Center, resulting in dissatisfied patients due to significant wait times and extended stays in the Emergency Center for admitted patients. Additionally, due to the demographics of the service area, the Labor, Delivery, Recovery, Postpartum (LDRP) unit quickly outgrew their 16-bed unit and patient satisfaction was affected by the need to overflow patients onto the Women’s Services unit. The expansion more than doubled the size of the hospital, alleviating these issues. The expansion serves as an opportunity to promote Baptist South’s service lines and expanded patient capacity.

Research

Formal, secondary research

Market share reports were reviewed to determine the areas of town where patients were coming from and where there were potential growth opportunities.
Employee engagement survey data, compiled by Towers Watson, was reviewed to determine how staff feels about current communication efforts and how important communication is to their overall engagement.
Informal, primary research

An internet search provided insight into how other hospital expansions communicated their grand openings. 

Online research was collected to determine which publications best suited the targeted communication areas. As a second step, a list was compiled of the appropriate reporter(s) to pitch at each publication.

Internet research was conducted to evaluate which local hospitals have Newborn Intensive Care Units. For the hospitals that had a NICU, we determined what level of care they provide and if they utilize an Electronic Medical Record for that care.

Patient origin data was reviewed to determine what percentage of our patient population was coming from our primary service area and if there were any additional area(s) that should be targeted.
Audiences

Baptist Health Physicians

Baptist Health Staff

Residents of the Hospital’s Service Area (According to the hospital’s Certificate of Need, this area includes the 32259, 32257, 32258, 32223, and 32256 zip codes. The 32092 zip code also represents another significant portion of the patient population.)

Media

Objectives

To increase market share of Baptist South among area hospitals by .5% by the end of FY 2010. In the healthcare industry, this is considered a significant change in market share.

To build awareness of the hospital’s existence, proximity and capabilities among residents in the primary zip codes by the end of FY 2010.

To engage staff in a way that creates brand ambassadors, as measured by the Towers-Watson Employee Engagement Survey by the end of FY 2010.

Strategies

Increase referrals to Baptist South by educating area physicians about the additional patient beds and added services.

Educate area residents of Baptist South’s capabilities, and let them know of increased capacity.

Educate local media about improved services.

Proactively inform staff about important happenings in the health system in order to increase employee engagement.

Tactics

	Increase referrals to Baptist South by educating area physicians about the additional patient beds and added services.

	· Produce a story about the expansion to run in the Summer 2009 issue of Vital Signs, an internal magazine that is sent to 3,500 physicians, office managers, and schedulers in the Baptist Health system.

· Administration will present information about LDRP’s additional capacity during the medical board meeting, the department of surgery meeting, and the department of medicine business meeting.

· Present information during private meetings about the LDRP expansion to obstetrics groups who are not already delivering at Baptist South. 




	Educate area residents of Baptist South’s capabilities, and let them know of increased capacity.

	· Include messages announcing the grand opening and the additional NICU service line during the prerecorded messages that play when callers to Baptist Health are placed on hold.

· Have Tammy Daniel, RN, BSN, MHA, Baptist South’s Assistant Administrator of Nursing, interviewed during the Medical Monday segment at the top of the noon broadcast on First Coast News.

· Send a press release to the Mandarin Newsline, Creekline, St. Johns Sun, Mandarin Sun, and Arlington Sun. These are all community newspapers for our targeted service area.

· Pitch the story to medical writers at the Florida Times Union, St. Augustine Record, and Jacksonville Business Journal. 

· Baptist South nurses and associate care providers will represent the hospital at local health fairs at the Baptist South booth. The Community Relations department will give them message training prior to the event.


	Educate local media about improved services.

	· Send a media alert and invite members of the press to tour the new patient care tower one-on-one with hospital administrator, Ron Robinson. 

· Distribute media kit to reporters who attend the media day. These kits will include photos of the new patient units and NICU, a copy of the press release, and a fact sheet.

· Send a follow up press release to representatives from media outlets who were unable to attend the media day.


	Proactively inform staff about important happenings in the health system in order to increase employee engagement.

	· Have Baptist South prominently featured in the July 2009 issue of Care Connection, a glossy system-wide magazine that is delivered to all Baptist Health staff (including all five hospitals, Baptist Primary Care locations, Solantic Baptist Urgent Care clinics and Baptist specialty practices). 

· The lead story of the June 2009 issue of Life at South, a newsletter for Baptist South staff, details the various grand opening festivities for staff including dates and times that they were invited for a sneak preview tour of the new tower.

· Send emails to staff inviting them to attend dedication ceremonies and sneak preview tours of the new tower.

· Post flyers in department common areas and at time clocks inviting staff to attend dedication ceremonies and sneak preview tours of the new tower.

· Senior leadership from Baptist South will discuss the added capacity, service lines and how that would improve patient care and patient satisfaction at Open Forum functions. These are onsite events where all staff is able to ask questions of Administration and hear about the state of the hospital.


Evaluation

	To increase market share of Baptist South among area hospitals by .5% by the end of FY 2010.

	Market share increased by .7% 

(.2% above the original goal)

	To build awareness of the hospital’s existence, proximity and capabilities among residents in the primary zip codes by the end of FY 2010.
	Community perception data was collected from May - June 2010 from residents in our primary service area. Of 316 respondents, 54% chose Baptist South as the first hospital that came to their mind. Thirty-three percent of respondents chose Mayo Clinic as having the best reputation, compared to 18% who chose Baptist South. This data will be used as a benchmark for future communications plans.



	To engage staff in a way that creates brand ambassadors, as measured by the Towers-Watson Employee Engagement Survey by the end of FY 2010.
	Scores measuring how well the employees feel that they are communicated with decreased slightly in 2010 from the survey in 2007. These decreases were not statistically significant. However, the scores in 2010 and 2007 were significantly statistically higher than healthcare organizations in general as well as top performing companies who also utilize this survey.



Summary of Experiences

Professional Experience


Baptist Health, Jacksonville, FL



                           January 2007 - present
Public Relations and Community Relations Coordinator, Baptist Medical Center South

· Marketing and Communications – Responsible for submission to five internal publications of varying audiences. Produce copy for multiple external publications. Supply publications with original photographs as needed. Coordination of video shoots and photo shoots. Produce monthly advertising schedule, supply internal graphics department with copy and images.

· Public Relations – Produce press releases, media alerts and press kits for the local media. Interview staff, physicians, and patients and families. Serve as hospital spokesperson. 

· Volunteers – Responsible for day-to-day administration of Volunteer program. Assign placement and orient new Volunteers, maintain compliance for active Volunteers, coordinate all Volunteer schedules. Increased community participation by 84% from 65 participants to 120 and growing.

· Volunteens – Developed program for teens to volunteer in the hospital during the summer. Doubled the size of the program for three consecutive summers. Responsible for interviewing applicants, selecting appropriate candidates, developing schedules, orienting Volunteens to the hospital.

· Community Relations – Organize staffing for booths and screenings at health fairs in the community. Supply educational materials and giveaways. Initiated the development of a monthly lunch and learn series for the community. Coordinate physician speakers, screenings, catering and advertising of the lunch and learn events. Advertise and recruit donors for bi-monthly blood drives, create incentives to encourage participation. Coordinate the hospital’s annual Angel Tree drive for the Salvation Army and served as co-chair of the annual United Way campaign in 2008. Host tours of the hospital for businesses and local elementary school children. Prepare Safe Sitter classes by arranging instructors, ordering class supplies and advertising class dates to increase enrollment.

· Web – Write copy for Baptist South’s public website and ensure that updated information is posted in a timely fashion. Maintain the media section of the web using basic HTML code.

KB Home, Jacksonville, Florida



              August 2005 – November 2006
Marketing Coordinator




          

        

· Advertising – Purchased weekly radio, television, magazine, internet and newspaper advertising. Wrote copy, selected art, proofed and edited drafts for in-house advertising agency to produce final ads. Worked with mailing house to select appropriate households for direct mail pieces.

· Real Estate Agent Relations – Hosted weekly open houses and sneak preview events for real estate agents. Developed creative promotions to increase agent assisted sales. Maintained a database of more than a thousand real estate agents for weekly email communication.

· Event planning – Planned catering, entertainment, giveaways, live radio remotes, collateral material and advertising for grand openings, sneak previews, and special promotions.

· Web – Added new communities to the company’s website, updated changes to existing communities, updated pricing for all communities and maintained the listing of inventory homes.
Advantus Corp., Jacksonville, Florida


             September 2003 – August 2005
Marketing Coordinator 

· Sales promotions – Worked with the sales team to identify products for selling into mass market retailers (Target, Michaels, Hobby Lobby), retail clubs (Sam’s, Costco), home shopping channels (QVC), and independent retailers. Created sales presentations, product mock-ups and packaging mock-ups.

· Graphic design – Designed a new look for the brand’s packaging for more than 60 SKU’s. Photographed various products and art directed at professional studios and remotes. Designed brand catalogs and supporting collateral materials and worked with local print houses to have materials printed. Laid out retail sales plan-o-grams.

· Tradeshows – Coordinated registration, the booth’s product arrangement, booth set up, and all supplies needed for three major tradeshows per year. Included shipping up to five semi trucks of supplies cross country. 

· Customer pricing – Entered all customer pricing into the pricing software. Maintained price sheets and order forms. Added new products as needed.

· Web – Added new products to the website, maintained pricing and the overall look and feel of the site.

· Product development – Brainstormed with the product development team to create new products for the marketplace. 

Internship: All Access Marketing, Inc., Jacksonville, Florida
                             Summer 2003
Primary client: 2005 Super Bowl XXXIX Host Committee Membership Club

Education
University of North Florida, Jacksonville, Florida
                               August 2003
  Bachelor of Science in Communications, Public Relations

Minor: Graphic Design  

Florida State College at Jacksonville, Jacksonville, Florida
                  August 2001 Associate in Arts
Honors,
Board Member, Mandarin High School Medical Academy, 2008 - present
Awards &
Member, Florida Society for Healthcare Public Relations and Marketing, Florida Hospital Memberships   Association, 2008 - present


Member, Public Relations Society of America, 2011

Chairperson of the Year, The Blood Alliance, 2009 - 2010
Dean’s List, University of North Florida & Florida State College at Jacksonville 



Honors graduate, Florida State College at Jacksonville



Phi Theta Kappa and Golden Key, International Honor Societies

Erin Wallner


APR Readiness Review
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