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			I didn’t know how deep I would fall in love with this area of knowledge and professional practice. In the first days of working in a hospital, when trying to understand the entire operating routine of this health business complex, many doubts arose about the application of knowledge in the field of Communication in this reality.


			For this reason, this book is born from a compendium of successes and opportunities for improvement resulting from more than a decade of work in advisory services, consulting and hospitals’ Communication and Marketing managements and scientific research in Communication and Health, precisely giving back to society, exposing the practices that I undertook on this journey and that are worth sharing. It is an open-ended construct, with no conclusions, and that is why it should be seen this way: a dynamic knowledge that is changeable along with advances in the areas that surround it.


			In addition to my own experiences, I present suggestions evidenced in other units, the result of technical visits and benchmarking carried out. I established parameters to help in the search for the construction of a human (and not just humanized) hospital, improving the management of one of the main faculties of homo sapiens: communication. Proposing speech, language and voice to the health unit is a way to make it more human, by talking and interacting with interested/influenced people, proposing intercession for more consolidated bonds.


			The work Management of Hospital Communication (In Portuguese, Gestão da Comunicação Hospitalar - GCH) came to the Brazilian publishing market as one of the first books specifically with this discussion, bringing Communication management within the scope of hospital units, suggesting the creation of a new category of studies. Now, in its translated edition, it contributes to guide the theme worldwide.


			I present techniques, theories and concepts of Communication, establishing it as an area that must be managed in a health unit to achieve the desired results; as well as serving its stakeholders in a simple and uncomplicated way, applicable in different scenarios.


			Finally, I want to express my eternal feeling of gratitude: to God and my family/friends, who helped me on this journey; to the Botafogo Beach (Rio de Janeiro – RJ), which, with its refreshing breaths in the late afternoons, inspired me in structuring this project; and, finally, to each of the events of my life.


			Special acknowledgments on the support, since when this book was only a dream, by Izabella Maciel Machado, Rodolfo Galeti Martins, Andréa Prestes and Viviã de Sousa, and to partner institutions, Brazilian Hospital Federation – FBH, International Hospital Federation – IHF, Health Management, Innovation and Results Association - AGIR and the Viva Communication Group.


			Enjoy your reading!


			J. Antônio Cirino


			Communication is essential to take care of people and achieve good results.


			(J. Antônio Cirino)


			





Presentation


			The Brazilian Hospital Federation – FBH is committed to contributing to the construction and sharing of knowledge for the improvement of the health sector in Brazil and, through international cooperation with the International Hospital Federation – IHF, helping the world.


			As one of the most important actions carried out by the federation in recent years, we had the creation of the “Hospital Manager’s Manual” project, an important theoretical-practical instrument to assist in the dissemination of systemic knowledge on the management of health units, aiming at the joint improvement of the chain involved in the Health Sector. The first volume was published in 2019 and the second in 2020, both in Portuguese and English.


			To orchestrate this project, J. Antônio Cirino contributed as scientific coordinator, structuring chapter menus, editing and organizing the content produced by authors with prominence in their areas and also writing chapters based on their specific expertise in the health sector: Communication; Risk management; and co-authored the Change Management chapter and the introduction and considerations of the two manuals.


			Now, through the translation of the work Management of Hospital Communication into English, it reaches more countries and contexts that will have the opportunity to benefit from this knowledge, aiming at improving the management of health units through communication processes.


			Considering these relevant contributions to the health sector in Brazil, and in the world with the English versions, Cirino presents himself as a reference, whether for excellence in management practices in the institutions in which it operates, or in the construction and sharing of knowledge for the development of leaders and health professionals as a partner of FBH, which culminated in 2021 in his selection as the first Brazilian in the IHF Young Executive Leaders program, representing the Federation.


			Adelvânio Francisco Morato


			President of FBH – Brazilian Hospital Federation 


			





Preface


			Managing hospital communication to build a healthy world


			Considering that Communication is one of the central elements for the management of organizations, which is no different for health institutions, the book “Management of Hospital Communication” aligns considerably well to the vision of the International Hospital Federation (IHF), which emphasizes the importance of all dimensions of healthcare management to improve the hospitals’ performance, patient care and employee satisfaction. It is clear, effective management of communication is a key driver for achieving success in healthcare organizations around the world.


			In addition, we support the publication of the international version of this important work originally published in 2018 in Brazil, by the communicologist, professor and researcher, J. Antônio Cirino. Mr Cirino is a dedicated member of the IHF and member of the 2021 edition of the IHF Young Executive Leaders program. It is part of IHF’s mission to support the development of the health leaders at all levels. Not only is Mr Cirino developing his own skills through his current journey, but he also contributes to the continuous improvement of his peers throughout the world. 


			Communication is an essential topic to be discussed in the context of hospital management, as it is the common thread connecting all actors within the complex system of healthcare. Indeed, health is dedicated to the care of people, by people. In this sense, all care, management, and support processes are interconnected through verbal and non-verbal mediation conducted by people, via technology or not. 


			As the author highlights in this book, poor communication is the root of many of the problems experienced in the health sector, due to noise, planning failure and the failure to execute strategies. By organizing communication management into three main steps – strategic, organizational, and institutional, Mr Cirino helps to formalize knowledge regarding best practices and communication solutions. He suggests tools and concepts helping to diagnose the different scenarios and resources available in any type of setting to improve the communication strategy. 


			Throughout my journey in the healthcare sector, starting in 1993 and culminating in my current position as CEO of the IHF, I have always prioritized effective communication as a key element of success in my professional career. Communicating well with all stakeholders (patients, employees, board members, regulators, etc.) is central to organizations achieving their desired goals. 


			“Management of Hospital Communication” is a strong contribution to the important topic of communication. Mr. Cirino’s book connects the fundamental knowledge of communication sciences to the practical application in the health sector for hospital management and should be a valuable read to organizational leaders from around the globe.


			Ronald Lavater1


			CEO - Chief Executive Officer 


			IHF – International Hospital Federation


			





PREFACE TO THE FIRST EDITION, 2018


			HOSPITALS IN AN ORGANIZATIONAL WORLD


			Organizations are an integral part of people’s lives. The individual, from birth and during his life, is faced with a vast contingent of organizations. Public or private organizations, in the assistance, educational, religious, business, recreational, philanthropic areas, among others.


			Our basic needs, such as food, clothing, transportation, leisure, safety, housing and health, as well as our social and cultural satisfaction, are met through organizations.


			The modern world is creating more and more institutions in order to satisfy a greater diversity of social and personal interests. The human being spends a lot of time in organizations, in a process of belonging, that is, the same person is part of several places simultaneously, performing different functions in each one of them.


			All organizations have their own functional structure and different structural forms between departments, divisions and work units.


			Communication is essential for any social organization. The organizational system is made viable thanks to the communication system that exists in it, which will allow its feedback and survival.


			When we think about an organization, we must consider not only its internal environment, but its relationship with the macro environment. If we refer to Communication theories, we will highlight the functionalist theory, for which, in an analogy to the human body, all organizations have a vital relationship with the whole. Thus, each organization is an integral part of the social body, and society lives better when each part fully works, when each body that integrates it adequately performs its function.


			In the same microfunctional relationship, each organization also behaves like an organism that needs its internal components to function properly for the good of the whole. Alongside the administrative, financial and commercial bases, Communication is one of the organization’s internal bodies.


			Communication must work with the internal public and with the various external publics. At this point, we highlight some fundamental premises for the book Management of Hospital Communication by J. Antônio Cirino. This work is not only a study and an experience in an organization, but rather an analysis and reflection on Hospital Communication.


			Although hospitals are characterized as organizations that are part of the functioning structure of a society, the complexity of a health organization is characterized by its specificities; these are particularities of existence that carry within them the enigmas of life, death and the existence of a human being in all its phases from birth.


			The hospital has the maternity ward, the morgue, survival equipment and places of care when the human body fails. Within this organization, every day, there are joys and sorrows, hopes and despairs, lamentations and victories; in a single word: lives, in all their manifestations of the most extreme emotions carried out by employees, patients, relatives and friends. Life pulsates intensely within hospital organizations.


			The book is technical, scientific, empirical and reflective, but above all it is human. There is a dichotomy in all the items exposed in it, in a relationship between reason and emotion impregnated in the very representation of the function of a hospital for society.


			The hospital is an organ in itself, but it is also responsible for the development of other social organs, as well as depending on various other segments of society to perform its functions.


			A hospital does not only have a relationship with its suppliers and patients, but has a role in each social organism; because, if we think that it is the people who make up society and the hospital units that serve these people, the health agencies have an impact on all segments.


			Thus, when we think that everything that makes up a society must function fully, adequately, and must be accessible to everyone, this is even more striking for these entities responsible for health care; because without it nothing else could work well, and society would collapse.


			When planning a brand for a hospital, the Communication professional must keep in mind that the most important thing is the brand that the hospital will leave on that person and on everyone around them. The brand is not a drawing on a piece of paper, but an icon of performance and service provision.


			The strategic communication proposed by the book gives us the idea of the communication complexity that permeates a hospital, whether in a variety of organizations involved in its activities, such as the press or companies responsible for the development of new technologies; or in a variety of people and roles. The means of communication are configured as interlocutors and opinion makers for different audiences, directly or indirectly linked to the hospital unit.


			Regarding this, the potential makers of public opinion existing in society should also be considered by Communication, as they can contribute to the construction of the hospital’s institutional image.


			From this perspective, Communication professionals who perform activities in health units must clearly observe their responsibilities with the formation of a hospital’s identity. These attributions, worked with the tools, techniques and strategies of Communication, should allow for the formation of the image that the different audiences will have of the organization. Consequently, the public will be able to express positive opinions about the hospital, directly impacting the formation of public opinion.


			The quality of services, absolutely necessary and fundamental in any segment of society, becomes even more striking in the provision of health-related services. Any error can signify a relationship between the existence or non-existence of a human being. Some mistakes can directly impact the quality of life of an individual forever. Lack of care or attention can mean irremediable problems.


			Thus, for those who work with the limits between life and death, between health and disease, the search for quality of services cannot be anything less than perfection, and communication is also an integral part of this process.


			This book is about these dichotomies, weaknesses, importance and challenges; and, for all that, this reading is recommended for all those who want to go deeper in the studies of Communication linked to health.


			Enjoy your reading! 


			Simone Antoniaci Tuzzo


			Postdoctoral and PhD in Communication and Culture (UFRJ). Effective professor of the Graduate Program in Communication and coordinator of the Critical Reading Media Laboratory at UFG. Author and organizer of books in the Communication field.


			





INTRODUCTION


			Manage communication in hospitals


			There are still companies and hospitals that prefer to work with “Marketing” and not “Communication” sectors. As I have already worked in both scopes, I can say that the differences are concentrated only in the nomenclatures, as the attributions and activities tend to follow the same line, despite the theoretical-scientific foundation on the themes being presented in a very different way.


			In the interest of consolidating the performance of Communication professionals, I designed this work for the management of Communication and not Marketing. First, by verifying that there is a certain reduction in the area of Communication in Marketing studies and practices, understanding and classifying communication tools as an “arm” of Marketing, in the “P” for Promotion; and in reality it is much more than that.


			There is no problem in developing a Marketing area, but with due care so that the Communication sector is effectively engendered in its necessary characteristics. The goal, in the actions to publicize hospital units, is not directly to increase “sales” or “market share”, but rather to conquer public opinion; which can, therefore, generate greater profitability for private institutions and reliability for public institutions. And this is the role of Communication professionals.


			I pointed out a series of communication tools and actions with the main purpose of establishing communication management in an integrated, convergent and human way. That’s why I brought the word “management” to the name of the book, contributing to what used to be a weakness in Communication within companies: the strategic vision.


			Thus, it is possible to expand Communication beyond the theoretical and scientific field to an effective managerial perspective, without abandoning the epistemological essence of the communicational field. This book also has the premise of establishing Hospital Communication as a branched category of Corporate Communication, allied, at the same time, with Communication and Health studies.


			I define Hospital Communication as the set of strategic, organizational and institutional communication actions and tools practiced by a hospital, regarding the developing relationships with its various audiences and managing their expectations, also acting together with quality and patient safety actions and assuming transparency, guidance and bonding as main goals.


			The composite field of Communication and Health “can be considered a subfield of each one, but considering that it has all the characteristics of a field, even if new, in consolidation [...]”2. Communication discussed here goes back to its aspects as a link, intermediary between people, technique and tool. Being established as a science and an area with its administrative management attributions within any company, and here specifically for hospital complexes.


			Mendonça3 highlights the importance of health information, distributed by technological devices, for the exercise of citizenship itself, of the right to health:


			[...] These human and institutional webs are expected to be mediated by information, education and communication technologies, as complex weavings of golden threads in the relentless pursuit of the right to health as an inalienable asset of democratic societies.


			For this reason, this book is based on the perspective of the media as a social health agent, a concept defended by Tuzzo and Cirino4, in order to demonstrate the crucial role of the means of communication in the effectiveness of processes in the health environment, a theme that is better discussed in the chapter on relations with the press.


			In the meantime, Charaudeau5 proposes to us the question of “why inform?”. This can be a quickly answered question:  because there is a need for information. Fact! However, the scientist invites us to share two instances of this information: the one that was requested and the one that was not. From the point of view of what is requested, we can exemplify the visiting hours of a hospital and the medical specialties served. These are mandatory and must be available in places suitable for access.


			As for the information that was not requested, with regard to the strategic communication process, it is in the health institution’s interest to disseminate and inform its audiences. Both are crucial for the hospital, but the first is wanted and requested – but not always available -; and the other is not known, nor requested – and is often too available, flooding people with data.


			I present this principle to evoke the common sense of all who will work with Hospital Communication: it is necessary to prioritize the information that people need and, at the same time, know how to balance it with what is important, in the organization’s view, to disclose to its audiences. The perspective of acting on demand, as still occurs in some sectors of Communication, must be replaced by a strategic action, which does not work solely to meet requests for external information, rather, it manages to perform innovative actions with the new tools available for managing the expectations of the hospital unit’s audiences. Abandoning the posture of “putting out fires” to take another look: surpassing goals and obtaining quantitative and qualitative results.


			The applicability of each of the propositions presented will depend on the characteristics of the hospital that intends to implement/adapt its communication management: public or private; the size and capacity of beds; the range of services offered; foundation time – if it is newly built, or has been in operation for a long time; its administrative disposition with regard to strategic and planned management; as well as financial resources. It is precisely because of these peculiarities, which each hospital will be able to self-diagnose, that this book becomes a general guide rather than a package insert that should be followed word by word. The weights must be adapted to the current reality of the unit: if it is a new hospital implementing a Communication management, if it is a hospital already in operation and without Communication management, or even if it is a hospital in operation with Communication management.
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