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Branding	and	marke/ng	are	the	same	thing.		

	

This	is	absolutely	untrue.	



Marke/ng	is	the	act	of	promo/ng	a	product	in	

order	to	earn	revenue.		

Marketers	push	out	a	message,	usually	telling	

the	consumer	why	their	product	is	beNer	than	a	

compe/tor's	product.	



Branding	is	completely	different.	

Branding	should	occur	before	a	marke/ng	

strategy	ever	begins.	Branding	is	not	the	act	of	

pushing	out	a	message.		

On	the	contrary,	it	is	the	pulling	in	of	a	message.		

It	is	listening	to	the	consumer,	and	using	that	

informa/on	to	build		

a	brand	strategy.	

	



Decide	what	you	wish	to	be	known	for	

Develop	a	list	of	attributes	that	you	want	
to	be	known	for	
– Putting	Patients	First	
– Unsurpassed	Service	
– Superior	Patient	Outcomes	
– Patient	Friendly	Environment;	
Accepts	Widest	Range	of	Insurance	

– Compassionate	
– Advance	Technology	&	Research	
– Knowledgeable	and	Friendly	Staff	
– Easy	to	Schedule	Appointments	
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De4ine	your	Identity	
Combine	the	list	of	attributes	to	form	a	
desired	identity	
	
–  ‘Putting	patients	Girst	by	combining	
leading	technology	with	superior	
outcomes’	

–  ‘Patient	friendly	environment	
accepting	all	types	of	insurance	with	
easy	to	schedule	appointment’	

–  ‘Compassionate,	knowledgeable	and	
friendly	staff	focused	on	superior	
patient	outcomes	based	on	science’	
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		Brand	Marketing	

•  A	company’s	brand	represents	their	market	identity—who	they	are,	
what	they	do,	what	kind	of	quality	they	provide,	their	reputation	for	
trustworthiness,	and	more.		

•  A	brand	name	instantly	informs	customers	about	a	company’s	
reputation,	enabling	them	to	trust	the	quality	of	each	product	or	service	
that	business	offers.		

•  The	mention	of	the	brand	name	(or	the	sight	of	the	brand	logo)	conjures	
all	of	a	customer’s	experiences	and	perceptions	of	a	business—good	and	
bad.		
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“Your	brand	is	more	than	your	logo,	name	or	

slogan		

	it's	the	en/re	experience	your	prospects	and	

customers	have	with	your	company,	product	

or	service.”		



“Your	brand	strategy	defines	what	you	stand	
for,	a	promise	you	make,	and	the	personality	

you	convey.”	

	



	
Marke?ng		

	
the	systema/c	planning,	implementa/on,	and	control	
of	business	ac/vi/es	to	bring	together	buyers	and	
sellers.		
	
Marke/ng	encompasses	a	range	of	ac/vi/es	to	sell	a	
product	or	service.		

Adver?sing		
	

is	just	one	aspect	of	marke/ng	strategy		
	
it	is	a	paid,	public,	persuasive	message	by	an	iden/fied	
sponsor.	The	purpose	of	adver/sing	is	the	non-personal	
promo/on	of	a	business's	products	or	services.	The	
approach	is	unique	to	that	product	or	service.		
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Marke/ng	is	the	bridge	between	the	product	

and	the	customer.		

	

Promo/on	is	a	combina/on	of	all	forms	of	

communica/on	to	the	customer,	including	

adver/sing	and	public	rela/ons.	



•  A	marketer	uses	the	four	P's	to	communicate	

with	the	consumer.		
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		 Adver?sing	
	

Marke?ng	

Defini?on	 One-way	communica/on	of	a	

persuasive	message	by	an	iden/fied	

sponsor,	whose	purpose	is	non-

personal	promo/on	of	products/

services	to	poten/al	customers	

Marke/ng	is	the	systema/c	planning,	implementa/on	and	

control	of	business	ac/vi/es	to	bring	together	buyers	and	

sellers.	

Approach	 Unique	to	product/service	 Broader	range	of	ac/vi/es	to	sell	product/service,	client	

rela/onship	etc.;	determine	future	needs	and	has	a	strategy	in	

place	to	meet	those	needs	for	the	long	term	rela/onship.	

Strategy	 Promo/onal		strategy	 Pull	

Focus	 to	make	repeat	or	poten/al	new	

customers	aware	of	an	individual	

product	or	service	

encompasses	the	overall	picture	to	promote,	distribute,	and	

price	products	or	services.		

		

Scope	 Quite	limited	compared	to	that	of	

marke/ng.	It	includes	radio	and	

television	commercials,	newspaper	

and	magazine	ads,	flyers,	

brochures,	emails,	social	media,	

web	adver/sements,	and	even	cold	

calls	to	poten/al	clients.	Adver/sing	

is	also	about	how	frequently	an	ad	

reaches	the	target	audience.	

Marke/ng	is	much	broader.	Marke/ng	starts	with	research,	

including	target	audience,	customer	needs,	solu/ons	to	

problems	and	ways	for	beNering	compe/tors.	The	scope	of	

marke/ng	includes	everything	that	goes	into	adver/sing.	In	

addi/on,	it	also	includes	the	sales,	the	company's	ongoing	

rela/onship	with	the	public	and	overall	customer	service	and	

sa/sfac/on.	



Successful	healthcare	marke/ng	is	complex	and	

some/mes	confusing	

	

These	six	elementary	building	blocks	and	the	

SCALE	Method	demys/fies	healthcare	marke/ng		



6	Building	Blocks	

1.  Professional	Referral	Marke/ng	

–  Confidence	
–  Credibility	
–  Communica/on	

2.  Internet	Marke/ng	

3.  Branding	
4.  Internal	Marke/ng	

5.  External	Marke/ng	

6.  Public	Rela/ons	
	

		



1.   Professional	Referral	Marke?ng	
A	reliable	and	con/nuing	stream	of	inbound	pa/ent	
referrals	from	other	medical,	or	other	professional	

sources	is	the	lifeblood	of	many	specialty	providers.		

	

Doctor	referrals	do	not	happen	by	magic	or	simply	

because	you	are	a	good	provider.	Success	requires	a	
wriNen	plan	and	an	unfailing	system	to	preserve	and	

grow	the	flow	of	professional	referrals.	



	Essen?al	elements	for	success	in	professional	referral	
marke?ng	

	
CONFIDENCE	
Professionals	will	refer	to	people	(i.e.	professional	
colleagues)	they	like	and	trust.	“Like”	is	important,	but	
“trust”	is	paramount.		
	

It’s	a	maNer	of	CONFIDENCE	that	the	referral	will	be	
appropriate	and	beneficial	to	the	pa/ent’s	care.	

	

“Confidence”	never	happens	without	a	solid	RELATIONSHIP.	
Of	course	there’s	an	assump/on	of	professional	
competence…but	that	alone	isn’t	sufficient	to	dis/nguish	
and	differen/ate.	Professionals	will	refer	with	confidence	
when	there	is	a	strong	and	reliable	rela/onship	in	place.	



CREDIBILITY	
	

First,	creden/als	are	a	must—your	educa/on,	training,	

experience	form	a	founda/on	for	CREDIBILITY.		

	

Creden/als	on	a	professional	CV	are	important,	but	

deep	credibility	is	about	experience—delivering	what	

the	referral	source	values	most	in	caring	for	their	
pa/ents,	and	making	their	life	easier.	



Credibility	grows	when	a	referral	source	truly	

appreciates	you	as	a	valuable	resource	or	

extension	to	their	own	work.		

(It’s	that	RELATIONSHIP	thing	again.)	



COMMUNICATIONS	
	

CONSISTENT	COMMUNICATIONS	

	

“failure	to	communicate”	regularly	with	the	

sources	of	referrals	is	a	blind	spot.	



•  Consumer	sa?sfac?on	translates	into	current	business,	repeat	
business	and/or	referral	business.	People	enjoy	doing	
business	with	people	they	like.	Conversely,	dissa/sfied	
customers	head	over	to	the	compe//on.	

•  Posi?ve	pa?ent	sa?sfac?on	helps	retain	exis?ng	customers.	
Marke/ng	pros	understand	the	value	of	current	customers,	as	
well	as	the	added	expense	related	to	replacing	a	dissa/sfied	
customer.	

•  Nega?ve	sa?sfac?on	is	a	direct	deposit	with	the	compe??on.	
The	loss	of	a	customer	typically	means	they	went	over	to	the	
compe//on.	To	make	things	worse,	it’s	likely	that	they	
defected	with	one	or	more	friend	or	family	member.	
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FACTS	ABOUT	CUSTOMER	EXPERIENCE	
	

•  96%	of	unhappy	customers	don’t	complain,	however	91%of	those	will	simply	leave	and	never	comeback	-1st	
Financial	Training	services	

•  A	dissa/sfied	customer	will	tell	9-15	people	about	their	experience.	Around	13%	of	dissa/sfied	customer	tell	
more	than	20	people.	–	White	House	Office	of	Consumer	Affairs	

•  70%	of	buying	experiences	are	based	on	how	the	customer	feels	they	are	being	treated.	McKinsey	

•  55%	of	customers	would	pay	extra	to	guarantee	a	beNer	service	–	Defaqto	research	

•  Price	is	not	the	main	reason	for	customer	churn,	it	is	actually	due	to	the	overall	poor	quality	of	customer	
service	–	Accenture	global	customer	saBsfacBon	report	2008	

•  94%	of	customers	do	not	want	to	be	transferred	to	another	representa/ve	more	than	once	–Mobius	poll	2002	

•  80%	of	customers	prefer	to	speak	with	a	representa/ve	at	the	weekends	
								–	Mobius	poll	2002	

•  84%	of	customers	are	frustrated	when	a	representa/ve	does	not	have		
							immediate	access	to	account	informa/on	–	Mobius	poll	2002	

•  It	takes	12	posi/ve	experiences	to	make	up	for	one	unresolved	nega/ve	

									experience	–	“Understanding	Customers”	by	Ruby	Newell	
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2.	Internet	Marke?ng	
From	websites	and	social	media	tools,	to	pa/ent	
portals	and	mobile	apps,	online	marke/ng	is	a	

mainstream	channel	for	marke/ng,	adver/sing	and	
public	rela/ons.		

	

Exactly	how	you	use	the	muscle	of	the	digital	freeway	

can	be	highly	effec/ve	and	profitable,	or	a	huge	waste	
of	/me	and	money.	



U.S.	Internet	users	conduct	5	billion	searches	every	
month	directly	on	major	search	sites.		

	

Furthermore,	a	recent	Harris	Interac/ve	Poll	reported	
that	more	than	80%	of		

consumers	now	research	health		

informa/on	online.	

	

Imagine	how	many	of	those	Internet	users	are	actually	
prospec/ve	pa/ents	in	your	area	

	looking	for	the	services	you	offer.	



3.	Branding	
	

This	is	all	about	standing	out	from	the	crowd	in	a	

posi/ve	way,	and	it	includes	virtually	everything	you	

do.		

	

A	powerful,	differen/a/ng	brand	for	your	healthcare	

business	is	part	of	your	reputa/on.		

	

Meaningful	and	effec/ve	branding	does	not	occur	

without	a	deliberate	effort	to	shape	and	express	the	
right	message	at	the	right	/me.	
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1.	People	prefer	to	buy	brands	because	they	reduce	perceived	risk.	

	

2.	People	buy	brands	for	status.	

	

3.	People	refer	more	oqen	and	more	passionately	to	a	brand	they	like	and	
trust.	

	

4.	You	can	build	and	accelerate	your	reputa/on	through	branding.	

	

5.	You	can	aNract	more	of	the	cases	you	want	through	branding.	

	

6.	Branding	will	give	you	a	compe//ve	advantage.	

	

7.	A	branded	healthcare	organiza/on	will	be	worth	more	than	a	non-
branded	business.	

	
	

7	Reasons	Why	You	Should	Brand	Your	Healthcare	Organiza?on	

	



Strong	brands	are	more	profitable	and	

increase	company	value.		

	

•  They	enable	you	to	command	a	premium	

•  ensure	customer	preference	in	buying	decisions		

•  build	customer	loyalty	which	reduces	cost	of	

				sales	and	fend	off	compe//on	



4.		Internal	Marke?ng	

This	heading	includes	all	the	ways	and	means	that	you	
communicate	with	people	who	already	know	you,	

primarily	present	and	previous	pa/ents.		

	

Depending	on	the	nature	of	your	prac/ce	or	situa/on,	

this	influen/al	audience	can	be	a	rich	resource	for	
referrals,	addi/onal	services,	tes/monials	and/or	word	

of	mouth	adver/sing.	



Keep	Your	Name	in	Front	of	Patients	and	Referrals	

It	is	estimated	that	it	takes	Give	or	more	encounters	with	your	
practice’s	name	for	it	to	be	recognized.		
	
Your	name	should	appear	anywhere	potential	patients	would	look,	
including:	
	
									-			The	local	phone	book	
									-			Physician	directories	
									-			Physician-listing	services		
									-			Local	newspaper	
									-			Consider	Facebook,	Twitter	presence	
										
Free-standing	ofGice	signs	are	one	of	the	most	effective	marketing	
investments,	if	the	location	allows	it.	
		
Twice-yearly	mailings	to	patients	and	local	residents	can	also	be	
effective.	
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Don’t	Let	‘em	Leave	Empty	Handed	

• Every	patient	should	leave	your	ofGice	with	a	piece	
of	literature	at	every	visit.	

• Quality	pamphlets,	like	those	offered	by	the	many	
vendors,	are	an	inexpensive	Girst	course	in	
spreading	awareness	of	your	unique	practice	
services.	

• Consider	your	own,	practice-speciGic,	pamphlet	
with	relevant	appointment	and	procedure/
educational	information.	
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5.		External	Marke?ng	

		

These	are	the	media	that	reach	prospec/ve	pa/ents	

that	don’t	know	you.		

	

Adver/sing	in	newspapers,	radio,	television,	billboards	

and	the	like	target	an	audience	that	needs	to	know	that	
you	provide	an	answer	for	their	healthcare	need.		

	

The	margin	for	error	is	minimal	in	an	external	media	

budget	that	is	expected	to	produce	a	measurable	ROI.	



6.		Public	Rela?ons	
This	heading	includes,	among	other	things,	planning	
and	genera/ng	healthcare	publicity	and	free	press	

exposure,	such	as	newspaper	ar/cles	or	broadcast	
interviews.		

The	end	results	look	easy,	and	it	can	be	a	posi/ve	and	

powerful	influence.	But	“free	press”	typically	results	

from	careful	planning,	good	/ming,	a	clear	message	
and	a	deliberate	effort.	



SCALE	METHOD	

Sa/sfac/on	
Collabora/on	
Adapta/on	
Loca/on	
Educate	



Sa/sfac/on	
	

	





•  Collabora'on
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Effec?ve	marke?ng	strategies	will	increase	ROI	
•  The	success	of	your	prac/ce	depends	on	your	
marke/ng	efforts.	In	today’s	compe//ve	landscape,	

you	cannot	increase	ROI	simply	by	employing	a	
tailored	marke/ng	strategy.	

•  There	is	no	“one	size	fits	all”	formula	to	market	your	

medical	prac/ce.	



•  Strategies	for	marke/ng	your	medical	prac/ce	

may	vary	from	one	prac/ce	to	another.		

•  A	strategy	that	may	work	for	one	prac/ce	may	

not	work	for	others.		



Focus	your	marke/ng	efforts	on	your	skills	and	
special/es,	along	with	referrals	from	pa/ents	and	other	

physicians	in	the	area.		

Knowing	your	niche	and	marke/ng	your	medical	

prac/ce	is	cri/cal	to	your	success.	

	



	
	

	
THANK	YOU	
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