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Re-Position and Retain—How Rural Hospitals Can Improve
Awareness of Strategic Value & Keep Patients

2018 IRHA Conference




o » You, your board, your staff and your fellow
A heI'OIC professionals work tirelessly to create high-

Iimpact services

effort




» You, your board, your staff and your fellow
professionals work tirelessly to create high-

A h erOiC impact services

» Then you see a billboard right in the middle of
effor‘l' town touting the orthopedic wonderfulness of @
large urban-based ortho surgery center




AS YouU watch your
prospective orthopedic
patfient drive right past
your hospital enroute 1o
the mega-ortho center,
how does that make you
feele




A Tale of Momentum and Inertia MEK

- D= MARKETING
https://www.youtube.com/watchev=Lg2daFCU47Q © 2015 HouseSpecial ot




BERINAt's one
(humorous) response.

What's the solution@




Attractiveness, Trust
and Relevancy




Communication

the

Cleveland
Clinic Way

How to Drive a Relationship-Centered
Strategy for Superior Patient Experience

You're patient-
centric.

Why doesn™ it
worke
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Clinic Way

Communication

the

Cleveland

Your
‘customers
(patients) wish
they dida't
have fo use
YOUr SErvIiCes.
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Consumer vs. Healthcare Focus

Consumer product/service
» Aftractive

» Desired

» Fulfills a need

» Perceived high value

» Provides pleasant
distraction

Healthcare product/s€ivice

» Produces anxiety/&
uncertainty

» Intrusive
» Inconvenient

» Possibly only marginally
effective

» Expensive

» Relief may be short-lived







SO how do you
bulld
attractiveness,
trust and
relevancye
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You can have great docs,
world-class state-of-the-art

equipment and a brand-new

facility, but if you don’t have

, your HCAHPS outcome

might leave a few things
wanting.




Here's a hint:

Physician asks opening question:
"“What brings you here to see me
todaye”

Patient starts fo answer.

18 seconds later, the physician
interrupts.

(source: Cleveland Clinic research)
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“Could a greater miracle take place
than for us to look through each other’s eyes

for an instant?”

— Henry David Thoreau

https://www.youtube.com/watchev=cDDWyv| g-08

© 2013 Cleveland Clinic




The main takeaway¢

Empathy

Empathy builds positive relationships.

Positive relationships are megao-
attractive.

[Take that to the bank.]
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And don’t forget content development & public relations!




Attractiveness Emanates from Brand

» Whether you want one or not, every
Institution, every person has a brand

» Brand represen
» Brand represen

'S O promise
s the summation of

believed perce

ofions (good and bad)

» Brand is much more than a logo
» Brand lives between your patient’s eqrs o
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Brand
atiractiveness
impacts brand
loyalty
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How do you
build trust?
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Recognize that a challenge exists

“As physicians, patients rely on us to help them make life-
saving decisions. And we need patients to be hop€st with
us so that we can give the highest quality medigal
advice. Yet, there has been an erosion in this relationship
over recent years...The public is losing their trustinius:
They see us as driven for profit. They feel we donGliSIERANO
their concerns anymore and don't care what theywant
or need.”

“Patients need to regain our trust, and our profession
needs to re-establish its integrity.” MEK
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Source: Physicians Weekly



Deliver on your promises.
Brand = promise. A b @Kken
promise can be lethdl to ©
brand, and to whethéer or
not a patient will refurn.
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You're thinking about
being attractive
(brand benefits and
attributes) and
building trust
(delivering on your
promises and telling
people that you're
doing it).

How can you
be relevant?




Don't sell
healthcare

Focus on
health
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What does that thing the model is holding in her
left hand have to do with healthe Who knows?
It's an meaningless abstraction. Avoid if!




SAVE THE CAT!

t Book On Scng rig That You'™ E

BLAKE SNYDER

Wi PEE0

Capture and Showcase Great
(authentic) Stories

Develop a “log-line” (One sepience
summary)

Give me the same thing — only different!

lrony & emotion

A compelling mental picture

Create authentic heroes & tell their story
(localize content)




Impossible
o Read
Slide No. 1

Tactics for building, communicating and sustaining a trusted
brand

» Improving patient experience (fulfill promises)
Meeting patient expectations (confirm with research)
» It's not just about HCAHPS
Identify positive brand evangelists & give them a megaphone
Capturing and relating real-time patient stories online
» Backlinks to site content builds SEO
Pl clesiviclee Video.

» Cookie-cutter curated peer-review content is fine, but
localized content sings!

ENGAGEMENT
KNOWLEDGE




» Develop & sustain content management
strategy

» Localized info (in addition to peer-reviewed
content)

» Up-to-date CRM of patient preferences, interests

» Digital-based relevant information (patient

I m p OSSi b I e portal, online reviews, targeted & information

online display ads) — consumer-generated info
.I. R d more believable & influential than government
O eCI data (A local YELP rating may have more impact
5 than official CMS datq)
S I I d e N O . 2 Opt-in patient friendly e-mail campaigns
Preventative health info

Video content (YouTube is 279 largest search
engine)

Social media participation




Communi u"
Hospital North

See outside

J kK4 + 114 Ggogle reviews ——

General hospital in Ingfanapol.

3.2 dkk 9 Gdogle reviews
) Bl o Website Directions
Hospital in Indianaplis, Indiana

IU Health Methodist Hospital

3.4 %k %) & 169 Google reviews

sgndiana

Hospital in Indianap:

Parkview

Medical center in Allg

County, Indiana

‘Website

Website

See outside

Directions

v

Parkview Regional =
Medical Center

Directions

The
Dre@aded

Star Ratings




Are Are Are highly

attractive trustworthy relevant

Focus on patient
— Promote loyalty — Keep promises — needs, not hospital,
clinic or practice
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Promote physician Areeoongf\wAcleg:]ch f;)_
& staff recruitment | p’rrusi? medical ||
and reftention

S professionals,
(winning game}) reward them!
A\ S N\ J N\ J

Focus on health,
not healthcare

Strong & Positive Brands

ENGAGEMENT
KNOWLEDGE




Strong brands

re-position the
competition.




People won't remember
what you said.

But they'll remembeghow
you made them feel.

nnnnnnn
EEEEEEEEEE
EEEEEEEEE




SLIN3IANLS
JiLs1vaail

» SLEEP-DEPRIVED
in SHIFT NURSE

OVERWORKED
OLES AND s

FiJ MANAGERS
I N G FUTURE

" NOBEL PRIZE
iC

EL SUPREMO

CHAMPION

T
T
=
L
T

] RURAL

& HAPPEN

aE

C

m

K
<]
H

> SOCIAL WORKERS
=;U WHO MAKE IT

VERBOO
ESPIRAT

—

HERAPI

mentaLueacrn VINNER FOR
aLL-stars MEDICINE

INISTRATORS
HOSPITA ACCOUNTANTS

CARETAKE
UNRECOGNIZED 832
BRILLIANT HEALT
PROFESSIONAL
SLEEPLESS M A
IT STAFF o+
UNDERPAID RURA
HEALTHCARE
PROFESSIONALS

>3
Uo

HEE HO MAKE
ONCIERGE PAYCHECKS

C
FOR ALL GOOD
HINGS MEDICAL

3NIT LNO¥H .=

HOLVYLSININGY
Q31VID3¥ddvy3ANN
SUINNVd

L
o
"
>
b
>
2]
w0
-f
wn

IA2UVHIOSIA
-] AIIUUVH

Questionse See us in Booth 49!
Michael Snyder, Managing Principal
317-805-4870

© 2018 The MEK Group, Inc. All Rights Reserved




