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ARTICLE INFO ABSTRACT 
 Research Introduction: Multi-Specialty Hospitals are being urged to speed up their 

digital transformation in response to a variety of issues, including cyberhealth, novel 
business models, and global competitiveness. Within this framework, Multi-Specialty 
Hospitals have seen social media as a valuable instrument for bringing about reform 
and moulding public opinion. The purpose of this research is to conduct an analysis of 
the strategies that prominent Multi-Specialty Hospitals across the world employ in 
order to make use of social media in order to spread information that is linked to their 
brand and to improve their reputation. 
Research Methodology: Our strategy consisted of doing a literature review on health 
communication, social media, and branding; conducting an investigation into the 
brand management strategies that are utilised by the top 100 Multi-Specialty Hospitals 
across the world on Facebook, Twitter, and YouTube; and presenting some managerial 
implications. 
Results: For the purpose of self-promotion, the vast majority of Multi-Specialty 
Hospitals make use of their official websites (76%) and other social media platforms 
(78% on Facebook, 73% on Twitter, & 78% on YouTube). Conclusions: The 
implementation of a corporate communication plan should be a top priority for Multi-
Specialty Hospitals, and they should also provide valuable content for all stakeholders 
and encourage their personnel to act as brand ambassadors. 
 
Key Words: Social Media Marketing, Business Development, Branding, Multi-
speciality Hospitals, Global Competitiveness. 

 
INTRODUCTION 

 
Multi-Specialty Hospitals are required to make continual adjustments to their professional procedures due to 
a number of factors, including the ever-changing cyberhealth environment, the emergence of new business 
models, the global competitiveness, the expectations of patients, and a number of other variables. The 
acceleration of these organisations' digital transition is being compelled by a multitude of forces, including 
those that are managerial, economic, and cultural in nature. On the other hand, not all of the healthcare 
practitioners and workers working for these organisations are excited about incorporating these 
improvements into their practices. As a result of the digital revolution, Multi-Specialty Hospitals are 
increasingly turning to social media in order to mould the attitudes of their employees. Online consultations, 
private patient platforms, and mobile applications are some of the ways in which healthcare institutions may 
improve their efficiency, strengthen their brand, and affect the attitudes of stakeholders such as staff, 
patients, media organisations, and governmental agencies. Multi-Specialty Hospitals that are considered to 
be among the best in the world use social media to spread information about their brands in order to improve 
their reputation; based on this research, an analysis of their methods for accomplishing this goal will be 
conducted. In order to accomplish this, researcher conducts a comprehensive review of the published 
material about health communication, social media, and branding. In order to determine which Multi-
Specialty Hospitals are the best in the world, researcher looked into the annual World's best Multi-Specialty 
Hospitals of 2021 research that was conducted by Statista Inc. and Newsweek. This grade was determined by 
taking into consideration the suggestions of 74,000 medical professionals, the results of patient surveys, and 
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important medical performance metrics. Following that, researcher investigated the websites and social 
media profiles of the one hundred Multi-Specialty Hospitals in order to evaluate the advertising techniques 
that they put out for their services. Researcher was able to do this by establishing forty-eight criteria. In this 
presentation, researcher discussed three suggestions for further research as well as three consequences for 
management. 
 

SHIFT TO ONLINE HEALTH CARE VIA HEALTH COMMUNICATION 
 
Hospital branding & corporate messaging 
According to Chan, Yu-Ling, Huxley, and Evans (2016), the communication practices of corporations have a 
significant impact on the policies that govern public health. It is possible for health organisations, such as 
Multi-Specialty Hospitals, public agencies, and patient organisations, to strengthen their humanistic 
approach to healthcare and maximise the effectiveness of all medical treatments that are provided to patients 
by enhancing their corporate communication efforts (Brent, 2016). The various training programs that are 
carried out by these organisations make it possible for patients and health care practitioners to enhance their 
communication skills, which in turn helps to strengthen their relationships (Jahromi, Tatabaee, Abdar, & 
Rajabi, 2016; Blackston & Pressman, 2016). Interpersonal communication, internal communication, and 
external communication are the three essential areas of communication in Multi-Specialty Hospitals that 
Medina Aguerrebere, Gonzalez Pacanowski, and Medina (2020) identified as being critical to the 
implementation of this organisational reform. Both patient engagement (Chan et al., 2016) and adherence to 
suggested therapy (Archiopoli, Ginossar, Wilcox, Avila, Hillm, & Oetzel, 2016) have been shown to be 
improved on the basis of effective interpersonal interactions between patients and their physicians. When 
physicians fail to appropriately manage these competences, it is possible for them to make mistakes in the 
treatment and medication selection processes (Fischer, 2014). According to Blackston and Pressman (2016), 
an increasing number of Multi-Specialty Hospitals have implemented digital transformation tactics, such as 
e-health, social media, and mobile applications, in order to enhance the human contact relationships that 
exist between medical professionals and their patients. According to Welch and Jackson (2007), strategic 
managers and other internal stakeholders participate in "internal communication" in order to increase the 
level of employee engagement inside the structure of the company. Multi-Specialty Hospitals can provide 
information to personnel and advocate for organisational values such as mission and identity through 
internal communication (Jahromi et al., 2016; Rodrigues, Azevedo, & Calvo, 2016). Multi-Specialty Hospitals 
consistently consider their rights while interacting with patients or other stakeholders, including media 
organisations and governmental entities (Medina Aguerrebere, et al., 2020; Pelitti, 2016). The Corporate 
Communication Department of the hospital is responsible for overseeing three primary channels of 
communication with the outside world: 
a) Research investigating the viewpoints and inclinations of external entities; 
b) Distribution of information related to public health, encompassing health literacy programs & health 

education efforts (Fischer, 2014); 
c) Evaluation of all communication initiatives utilising several measures to assess the impact of external 

communication on the organization's reputation (Zerfass & Viertmann, 2017). 
 
According to the argument made by Matarin Jimenez (2015), the majority of Multi-Specialty Hospitals 
consider social media to be an effective medium for corporate communication. According to Lim (2016), 
these platforms improve crisis management, elevate the quality of medical services, and promote the 
collaborative decision-making process between medical professionals and their patients. As stated by Myrick, 
Holton, Himboim, and Love (2016), Multi-Specialty Hospitals offer patients not just physical assistance but 
also emotional companionship. According to Ruiz-Granja (2015), in order for these bodies to effectively carry 
out the task, they need to establish a Social Media Unit that is formed of communication and public health 
professionals. It was determined by Rando Cueto, Paniagua Rojano, and De las Heras Pedrosa (2016) that a 
number of Multi-Specialty Hospitals do not have the requisite cash, which puts their professional reputations 
in jeopardy. Studies conducted by Smailhodzic, Hooijsma, Boonstra, and Langley (2016) indicate that 
patients are becoming more interested in social media due to the fact that it facilitates better communication 
with their physicians. According to Namkoong, Nah, Record, and Van Stee (2017), Multi-Specialty Hospitals 
are required to maintain a courteous and professional attitude when managing social media platforms. This is 
because these platforms have a considerable influence on the actions and views of patients. 
 
Campaigns for the brand 
The principal responsibility of the Corporate Communication Director in Multi-Specialty Hospitals is to 
enhance the company's brand and fortify its strategic posture within the health sector (Medina Aguerrebere 
et al., 2020). The worth of a company's brands, encompassing both tangible and intangible assets, influences 
stakeholders' perceptions of the organisation (Esposito, 2017). Multi-Specialty Hospitals typically employ 
three strategies to enhance their brand. 
a) Outside efforts in communication like PR, marketing, or events 
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b) In order to improve the hospital's reputation in the eyes of the public, personal branding initiatives target 
specific staff with the goal of turning them into "brand ambassadors" (Trepanier & Gooch, 2014). 
c) Multi-Specialty Hospitals can improve stakeholders' perceptions of the institution and its performance 
through collaborations with firms that specialise in rating (Cua, Moffatt-Bruce & White, 2017). Multi-
Specialty Hospitals improve their corporate reputation, bolster their standing in the healthcare sector, and 
empower patients through branding initiatives on social media platforms (Triemstra et al., 2018; Costa-
Sánchez & Míguez-González, 2018). 
 

METHODOLOGY 
 
The researcher conducted a quantitative study utilising the World's Best Multi-Specialty Hospitals 2021 
ranking, published yearly by Newsweek and Statista Inc., to further our understanding of how premier Multi-
Specialty Hospitals globally leverage social media to fortify their brand. This evaluation considers three main 
inclusion criteria and assesses over 2,000 Multi-Specialty Hospitals across 25 different countries (e.g., the 
US, UK, Germany, etc.). 
a) Suggestions made by around 74,000 medical professionals from 25 countries (e.g., physicians, hospital 

administrators, etc.); 
b) Outcomes of patient satisfaction surveys (overall hospital satisfaction, happiness with medical treatment 

and services, etc.); 
c) Healthcare KPIs for Multi-Specialty Hospitals (such as cleanliness standards, patient load per physician, 

and overall treatment quality) (Newsweek, 2021a). 
 
The score of each hospital is derived from three data sources: the first contributes 55%, the second 15%, and 
the third 30%. Refer to Annex 1 for the comprehensive list of the top 100 Multi-Specialty Hospitals globally. 
Bloomberg News, 2021b. This paper examines how various Multi-Specialty Hospitals utilised four distinct 
online platforms: a) their official website, serving as a medium for corporate communication and brand 
enhancement (Kotsenas et al., 2018); b) Facebook, which boasted 2.89 billion active users as of June 2021 
(Facebook, 2021); c) Twitter, frequently employed by Multi-Specialty Hospitals for patient communication 
(Park, Reber & Chon, 2016); and d) YouTube, enabling health organisations to disseminate videos on health 
education and medical treatments (Apenteng, Ekpo, Mutiso, Akowuah & Opoku, 2020). 
Table 1 presents the 48 criteria that were the foundation of our quantitative investigation. The indicators 
were categorised into three main areas: (a) identification, (b) communication activities, and (c) patient 
engagement. Utilising these 48 variables, researcher assessed the frequency with which Multi-Specialty 
Hospitals conveyed brand-related information (history, values, vision, etc.) to stakeholders and the efficacy of 
such communication. 
 

Table 1: Critical Success Factors 

 
* The corporate website's homepage, Twitter, YouTube's "About Us" section, and Facebook's "Information" 
section. ** Every platform's homepage. *** Every platform's homepage. 
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Although researcher endeavoured to standardise all indicators across the four web-based platforms, 
researcher remained cognisant of the distinct data each platform provided. In addition to seven variables 
assessed as absolute figures: Facebook (11, 12), Twitter (9, 11, 12), and YouTube (11, 12), all other indicators 
were analysed using the binary method. Researcher excluded inputs necessitating many clicks and navigation 
through various menus during our evaluation of each signal; instead, researcher concentrated on those easily 
identifiable on the site, in the "About Us" section, or the "Information" area. Researcher have exclusively 
considered the corporate profiles of each hospital, disregarding any secondary profiles these institutions may 
own on social media, their websites, or in films (events, medical departments, etc.). This quantitative 
investigation was conducted by us from June 20 to August 23, 2021. Researcher employed Microsoft Excel, a 
fundamental data application, to do this. Table 1 presents the 48 indicators utilised to assess the four 
variables (corporate website, Facebook, Twitter, and YouTube) concerning the three principal categories 
(identification, communication activities, and patient involvement) for the one hundred Multi-Specialty 
Hospitals selected for the analysis. 
 

RESULTS 
 
Leading Multi-Specialty Hospitals globally utilise social media platforms such as Facebook, Twitter, and 
YouTube to disseminate brand-related content and influence the perceptions of stakeholders, including 
patients, media organisations, and government representatives. Nevertheless, some of them execute their 
management of these platforms ineffectively. The quantitative data is categorised into four main sections: 
company website, Facebook, Twitter, and YouTube. This will elucidate our argument. The findings indicated 
that 76 percent of the Multi-Specialty Hospitals participating in the survey has a corporate website. The 
majority of Multi-Specialty Hospitals prioritised specific elements of corporate branding, including the 
prominent display of their emblem (100%) and the provision of links to medical departments (98.6%), 
research and education sections (94.7%), and the Communication Department (81.5%). However, additional 
parameters were also unmet: a multilingual website (77.63%), social media connectivity (76.31%), a search 
engine for finding doctors (48.7%), and a database for ailments (32.9%). In response to enquiries on their 
communication strategies, 27.5 percent of Multi-Specialty Hospitals reported having videos on their websites, 
while 55.6 percent indicated that they also disseminated press releases. Concerning patient engagement, 
39.47% proposed an online platform, although hardly 6.6% used mobile applications. Table 2 indicates that 
61% of Multi-Specialty Hospitals complied with 6–9 indications, whilst just 7 Multi-Specialty Hospitals 
satisfied 11 requirements. The Multi-Specialty Hospitals included are The Johns Hopkins Hospital (USA), 
Singapore General Hospital (Singapore), The Mount Sinai Hospital (USA), New York–Presbyterian Hospital–
Columbia and Cornell (USA), UCSF Medical Centre (USA), Rush University Medical Centre (USA), and NYU 
Langone Multi-Specialty Hospital (USA). 
 

Table 2: Distribution of Indicators 

 
 

FACEBOOK 
 
This research considers Facebook sites in English and many local languages (such as Chinese, Spanish, 
French, etc.) to acknowledge the global right of individuals to communicate with physicians in their home 
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languages online. Our analysis indicates that more than eighty-nine percent of healthcare institutions utilized 
this social networking platform. However, only a limited number fulfilled all identity-related criteria: 100% 
had links to corporate websites, 98.72% included the logo in the primary profile image, 88.56% provided a 
description of the hospital, 26.72% included milestones, 10.26% showcased awards, 3.84% articulated a 
mission, 2.56% presented a vision, and 2.56% defined brand values. Video integration (98.72%) and an 
events section (96.15%) were the predominant modalities of hospital-wide communication. Finally, for 
patient engagement, the three Multi-Specialty Hospitals with the highest number of likes and followers were 
Hospital Israelita Albert Einstein, Cleveland Clinic, and Mayo Clinic (see Table 3). Conversely, regarding the 
10 indicators related to identity and communication activities, 82.1 percent of Multi-Specialty Hospitals 
satisfied 5 or 6 criteria, with Sunnybrook Health Sciences Centre (Canada) being the sole institution to fulfil 
all 9 requirements. 
 

TWITTER 
 
Researcher also considered Twitter accounts in both English and the local language. Researcher established 
that 73% of Multi-Specialty Hospitals have a business presence on this social media network. Nonetheless, 
not all possessed identical attributes, like a corporate description, photographs of healthcare workers or 
hospital facilities, hashtags in the description, a founding date, or linkages to other social media platforms. 
Regarding communication operations, 97.26% of Multi-Specialty Hospitals have a Media Section. The leading 
three Multi-Specialty Hospitals by number of followings were Samsung Medical Center (South Korea) with 
14,302 followings, Sunnybrook Health Sciences Centre (Canada) with 11,216 followings, and Rush University 
Medical Center (USA) with 8,876 followings. Table 4 indicates that the leading Multi-Specialty Hospitals in 
patient interaction are Hospital Clínic de Barcelona (Spain) with 44,600 likes, Hospital Universitari Vall 
d'Hebron (Spain) with 29,712 likes, and Cedars-Sinai Medical Center (USA) with 27,401 likes. The Multi-
Specialty Hospitals with the highest follower counts were Mayo Clinic, Cleveland Clinic, and Johns Hopkins 
Hospital. 
 

YOUTUBE 
 
YouTube considered both English and local language profiles. Our data indicates that 78% of Multi-Specialty 
Hospitals possess a profile here; however, the overwhelming majority do not satisfy fundamental identity 
criteria, including the presence of a logo in the primary image (99%), links to their websites (94.87%), a 
corporate description (69.23%), milestones (12.82%), brand values (4%), awards (2.56%), a mission 
statement (1.28%), and a vision statement (1%).Approximately 97% of Multi-Specialty Hospitals have 
playlists, whereas around 43.59% maintained channels for diverse communication methods. Finally, for 
patient participation, the leading Multi-Specialty Hospital were Mayo Clinic, Cleveland Clinic, Ronald Reagan 
UCLA Medical Center, and UCLA Medical Center Santa Monica, ranked by the number of subscribers 
(700,000), views (278,000), and tables (refer to Table 5). 
 

Table 3: Medical Facilities Ranked by Fan Base 
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Table 4: Medical Facilities Ranked by Followers’ Base 

 
 
Ultimately, an examination of the ten factors related to communication activities and identification revealed 
that 69.2% of Multi-Specialty Hospitals satisfied four or five criteria, with Sunnybrook Health Sciences 
Centre (Canada) being the sole institution to fulfil all eight markers. 
 

Table 5: Medical Facilities Ranked by Views 

 
 

DISCUSSION 
 
Prochaska, Coughlin, and Lyons (2017) assert that social media platforms may effectively engage extensive 
audiences at minimal or no expense, foster networks of emotional support, connect patients with physicians, 
and accumulate substantial data on diseases. Healthcare institutions can improve their business reputation 
by adopting research management systems that effectively manage data gathered on these platforms (b, 
2015). This will allow them to formulate and execute successful communication strategies (Gonzalez-
Pacanowski & Medina Aguerrebere, 2018). The hospital's director of corporate communication considers four 
essential components to attain this objective: a) communication goals, b) main and secondary objectives, c) 
brand positioning, and d) evaluation. All social media initiatives, whether internal or external to the hospital, 
are directed by these elements of the hospital's social media strategy. 
Organizational growth, stakeholder perception, and communication contribute to the establishment of 
consistent, long-term objectives inside companies (Zerfass & Viertmann, 2017). Most Multi-Specialty 
Hospitals have a corporate website (76%); a Facebook profile (78%), a Twitter account (73%), and a YouTube 
channel (78%). Moreover, several Multi-Specialty Hospitals achieved several of the 48 KPIs outlined in this 
study, indicating that most Multi-Specialty Hospitals formulate strategic communication objectives prior to 
initiating social media initiatives. Nonetheless, as previously noted, several Multi-Specialty Hospitals' 
corporate websites lack an English translation, thereby impeding their endeavours to achieve global 
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recognition. These organizations must prioritize patient-centered communication objectives, including 
offering services in various languages and establishing confidential platforms, as patients have become 
significant stakeholders capable of influencing public perceptions of the hospital (Becerra, Reina & Victoria, 
2015; Maier, 2016). 
Multi-Specialty Hospitals can utilize social media to inform patients about their conditions, foster long-term 
relationships (Yeob, Hawkins, Baker, Shah, Pingree & Gustafson, 2017), collaborate with public health 
officials on events (De Las Heras-Pedrosa, Rando-Cueto, Jambrino-Maldonado & Paniagua-Rojano, 2020), 
and communicate narratives with journalists from diverse media outlets (Kotsenas et al., 2018). Our research 
indicated that patients are the primary focus for most of the institutions researcher examined. To assist 
patients in locating medical information, these institutions provided tools including social media accounts on 
Facebook (100%), Twitter (98.63%), and YouTube (94.78%). Moreover, they considered additional 
audiences, including journalists (81.6% of Multi-Specialty Hospitals provided a link to the Communication 
Department on their corporate website, and 97.26% featured a Media section on Twitter), international 
patients (77.63% of Multi-Specialty Hospitals maintained a multilingual website, predominantly in Spanish 
and Chinese), and the general public (94.7% of Multi-Specialty Hospitals included a link to health education 
sections on their corporate website, and 96.15% had a link to Events on Facebook). 
The compatibility of these sites with traditional medical information transmission techniques has led to a 
significant increase in their acceptance by Multi-Specialty Hospitals in recent years (Kotsenas et al. 2018). 
Furthermore, these platforms provide these companies the potential to elevate their brand (Apenteng et al., 
2020). Our research indicated that several healthcare facilities neglected to consider these recommendations. 
For instance, while several Multi-Specialty Hospitals displayed logos on multiple platforms, the majority 
failed to convey mission statements, vision statements, or brand values. Moreover, just 2.74% of Multi-
Specialty Hospitals disclosed their foundation year on Twitter, a historical attribute that might enhance 
brand identity. 
Penteng et al. (2020) assert that Multi-Specialty Hospitals ought to employ quantitative approaches to 
evaluate the impact of their social media presence on patient behavior. Multi-Specialty Hospitals may 
improve their business performance and customize their campaigns according to stakeholder sentiments 
using social media analytics (Noar, Leas, Althouse, Dredze, Kelley & Ayers, 2018; Garga, Gupta, Dzever, 
Sivarajahc & Kumar, 2020). A range of measures was employed to evaluate the social media presence of the 
Multi-Specialty Hospitals included in the study. These measures encompassed the quantity of likes and 
followers on Facebook and Twitter, in addition to the number of subscribers and views on YouTube. Our 
investigation indicated that Mayo Clinic, Cleveland Clinic, and Hospital Israelita Albert Einstein were the 
most effective Multi-Specialty Hospitals for Facebook likes and follows. On Twitter, Mayo Clinic surpassed 
Hospital Clínic de Barcelona in follower count, while on YouTube, Mayo Clinic and UCLA Medical Center 
were equal in subscriber numbers, and Mayo Clinic and Cleveland Clinic were equal in view counts. 
Our quantitative analysis of the world's leading Multi-Specialty Hospitals revealed three predominant trends. 
Multi-Specialty Hospitals primarily utilize their websites as promotional and journalistic instruments (press 
releases, videos, treatment links, etc.) instead of employing them as corporate communication tools to 
address the informational needs of its stakeholders (patient platforms, mobile applications). Secondly, social 
media platforms such as Facebook and Twitter possess significant potential for Multi-Specialty Hospitals to 
enhance their brand architecture, including their identity, purpose, vision, values, and culture. Consequently, 
they may influence stakeholders' perceptions of them. Thirdly, most Multi-Specialty Hospitals regard 
YouTube as a vital resource for health education, prompting them to publish videos that highlight physicians' 
expertise, patient narratives, and the hospital's treatments. This research elucidates how leading Multi-
Specialty Hospitals worldwide have marketed their brands on social media and corporate websites. Our study 
has three significant limitations: first, researcher lack sufficient data regarding Multi-Specialty Hospitals' 
corporate communication strategies; second, researcher are unaware of patients' perceptions of Multi-
Specialty Hospitals' social presence; and third, researcher do not understand how these social presences 
impact the financial aspects of Multi-Specialty Hospitals' internal operations. Researcher recommend that 
researchers aiming to advance this field focus on the following critical areas in the coming years: developing 
personal branding strategies for healthcare professionals, integrating social media into internal medical 
practices, and providing medical education initiatives and consultations on YouTube. 
 

CONCLUSION 
 
This research aims to analyze the tactics utilized by leading Multi-Specialty Hospitals worldwide in social 
media marketing to enhance their reputations through the distribution of brand-related content. Our 
quantitative analysis indicates that most Multi-Specialty Hospitals prefer basic branding elements (logo, 
company description, etc.) over more essential components such as identity, vision, purpose, or values. 
Moreover, they find it challenging to create a distinct and credible brand due to their failure to integrate these 
elements into their core communication efforts (events, films, etc.). Ultimately, a challenge in shaping 
stakeholders' perceptions of the hospital's brand is that the majority of Multi-Specialty Hospitals fail to 
integrate the four analyzed channels (website, Facebook, Twitter, and YouTube). The majority of the Multi-
Specialty Hospitals in question should enhance the professionalism of their corporate marketing initiatives 
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on social media. In the absence of this, they would be unable to cultivate an authentic reputation for their 
brand. Researcher provides three final recommendations to conclude our inquiry. Prior to Multi-Specialty 
Hospitals effectively managing these channels to convey corporate principles and cultivate a pertinent brand 
for all stakeholders, they must transition from a marketing and journalistic approach to a corporate 
communication plan. Secondly, Multi-Specialty Hospitals should not just focus on medical treatments and 
patient experiences but also disseminate resources that are advantageous for all stakeholders, including 
health education initiatives and social engagement. Thirdly, Multi-Specialty Hospitals have to implement 
training programs to instruct staff on the independent and professional use of digital platforms, enabling 
them to serve as champions for the hospital's brand. Our three findings prompt us to propose three 
managerial implications: a) Establishing a Social Media Unit consisting of public health and corporate 
communication experts who can operate proficiently within defined protocols, annual plans, budgets, and key 
performance indicators; b) Financing research to ascertain the information requirements of all stakeholders 
to enable the adaptation of corporate communication strategies on social media; and c) Implementing 
personal branding strategies for a select group of health professionals to collectively enhance the brand. 
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