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A Healthy Dose of PR Delivers
Distinct Physician Practice ldentities

As phisicians seek strength in numbers
1o place them in better bargiining posi-
lions o ||'.:|||:L_:_;-.:i| Cang l.'n:-|.I|;||_I|:||;.__' :I:c_\
are increasingly looking 1o PR to promaote
their individual strengths and 1w carve ow
1 competilive reputabion

Phere ase 175,390 physicians who be-
leng to medical group

Although moanaged core is forcing

shyvsicians (o adopt .;:m.|.|'r-|1.:u_||:i.|:

mctics, it's also compelling them to de-
vielop stronger individuwil community
identities. “As physician practices evolve
F11Eh) |'|r|.__'|.'| practices, pathems
that their one-on-one relationship [with
physicians] will be

are afraid

practices (MGPs) I Physician

Promotions I threatened,” says Mike

nearly 26% of oll U.S
physicians, according to the MG Mar-
keting Group in Chicago. Last year, 6,385
MGPs became members of a chain, up
23%% from 1998 and 32% of all MGPs
contrmcied with a group purchasing orga-
nization

Women Are Most Loyal

To Prevenlive Services

HMOs looking to eam the lovalty of
woamen will need 1o {ocus on providing
mickre prevenive services, according to
a commercial health plan survey by
Caredata com,
when women
lxcked recommendations for preventive
services, anly 63% said they intended
e re-enrall i the health plan, On the
other Ind, encourmpement by ;

The survey founel that

health

P
Vices "!l:rlll.l.'hrlll'\. pncrepsed the hikeh-

hicod ol &

nor doctor to receive previaniive ser-

Vb s ntentions (o re=cnroll
Mepopawsa] women are where health
pians can make a big difference in
aclieving lovilty, Oaly 23% of meno-
Pausl worten reporisd receiving coun-
limsz or management of their pain, 4¢
cording to the study,
4 06-2600)

flerealata. com
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Trainor, president of
Trainor Associates, a strategic murket-
ng and comimunications firm in Provi-
dence, B.1. “Physicion marketing is best
when it doesn’t convey big business”
Generating this distinction in the
media requires briefing reponiens on oz
PrEAs:
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penatration: Women ara too fined;
Asthma campalgn distribuies

Action pRANS ..., .2

Case Study
Child abusa pravention campalgn
tells prople how 1o taka action | 3

Guest Columnist
Managing the brand bahind the
corporatebrand ... i

Federal Terrorism Drill Tests The Limits
of Crisis Plans In Three Markets

Huow would a disaster mvolving weap-
ons of mass destruction afTect your hos-
pital erisis communications plon’ Would
vou be able o manas
cal information whils minimmzing the
panic caused by terrorist attacks? This
month,. a federally mandated
couplerterronisim drll

2 redese of criti-

agement Agency, called the Vinual News
Metwork, that will send out "“news crews”
w cover the various disasiers. Officials
will need to decicde what to tell the public
and how to best muninze
This will be the first disaster exer-
cise of it kind, involving top=level fed-
¢ral, state and local

wide-3¢ale

pamec.

will foree hospi

ls in | Crisis Communications |

officiils.

Denver, Portsmouth,

M.H.. apd the Washington, D.C. area 1o
answer these guestions, The deill is meant
to test how quickly wvorious emergency
responders can identify and diagnoss bio-
logical, chemical and nuclear atacks

conduct mass immunimtions and deliver
masgive emengency patient care. The ex.
ercise will involve a mock news chan-
nel, coordinated by the Department of
Justice and the Federnl Emergency Man

Although the drill
15 facusing oa three markets, hospitals ev-
erywhere should use it as an opportumity
luate their disaster plans.
To simulate a real-life disaster, the date
and time of the exercizes are unknown and
will last far [0 davs. Notifieation will go

[ CV

out i all hospitals, law enforcement agen-
cies, the Mahonal Guard and state agen-
[T
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' Physician Promotions

thon a physician’s eredentials, but also his
or her philosophy of care. But with so
many “physician experts” vying for
the attention of a reporier, your

reparters on why holidnys are a difficult
time for people with eating disorders,
provided information on patients who
were willing to discuss the condition and

perspectives on mational HMO issues,
willness trends and preventive medicine
services allew reporiers to localize these
hot-button topics. Media accessibility,
however, is key. Once reporters de-
cide o owse 3 physician in o story, they

pitching strategies have to be both
convincing and targeted.

What works best is helping your
physicians develop an eye for
identifying compelling paticnt slorics
1o pitzh the media on. This can be a
tough sell for physicinng who often
want to erank out press releases on
the new pieces of expensive
technology their practice is using, sy
Katlwerine Rothman, president of KNR

“As physician practices

evolve into larger practices,
patients are afraid that their

one-on-one relationship
[with physicians] will be
threatened.”
— Mike Trainor,
Trainor Associates

need immediate follow up, usually
within an hour, “It's important to ¢s-
tablish ongoing medio relationships
that offer 2d-hour access i physi-
cians” snys Tom Lunnan, director of
aceount services for Health Commu-
nications in Memphis, Tenn., which
represents 10 physicion practices,
Lannan sugaests ndvisaing physicians
to develop n media response sched-
ule on o weekly basis. Alihough ihi=

Communications, a PR firm in New
Yok that specializes in repressnfing
plastic surgeons, dermatologists and
cosmetic dentists, The teclhmology Tas
take o back seal 1o the human-interest
anghe. Eothman his generated significont
media coverage for her clients in highly
competitive markets like Miami, Los
Angeles and New York by pitching slory
ideas that reinforce the importance of
using board-certified plastic surzeons for
cosmatic procedures amd by highlighting

patient seenanias with dramatiz cosmetic
DRHCOMCE,

Best-Kept Seeret

PR that regularly educites an a life-
and-death health condition ean escee a
practee from anonymity and boost tar-
geted patient awareness. This is the fachic
Tanmer Spencer Gould (TSGY used 1o
pesition an inpatient paychiatrie clinic in
Sl Lake City 08 o leading resource for
women with gevere eating disornders,
When the agency began working with the
clinic a few yearz ago, only 40% of the
clinic’s beds were being used. It had done
minimal PR and primarily targeted col-
lege students who are at highesi risk aff
having cating disonders. But college siu=
dents are often in denial about this comli-
tion, which keeps them from pursuing
medical help, says Mike Judson, TSG's
VP of PR. TSG worked with the clinic on
pursuing media opportunitics that educaied
the family and friends of loved ones who
exhibited signs of bulimia and anomexia.

Huoliduys provided the best opportusi-
ties to spotlight this issue. TSG briefed

positioned e clinic’s: physicions a5 ex-
petis on the topic. The holldiy onghe gen-
erated lengthy covergee from fowr major
newspapers in the state, tlk mdio and
metwork TV smys Judson. On the national
bevel, the center was uwvolved in o bwo-
port series on NBC that looked ot the
medin’s influence on eating disorders.
These efforts helped to eatapult the
cemer’s reputation as a tap-notch clinic
for eatng disorders first regronally then
aotionally. It now runs at 85% capacity
amel often has a waiting list, says Judsom

Promoting General Madicine

Whille specialty areas like plastic sur-
gery and eating disorders provide ample
opporurity for deamatic story ideas, it
enn be tough o identify compelling po-
tient-focused story angles for prmary care
specialties because the arens of medicine
are g0 general and broad in scope. Gel-
ting these physicians on the media'’s -
dar seroen roguines MOne CoTLING Y oul-
reach, says Bob Sommer. executive VI
and principal of the MWW Group in East
Rutherlond &.J. He supsests pursaing
speaking opportunities ot key venues like
scheals and senior Bwcilities thut position
phivsicians as credible resources of pri-
mary care informaiion. These opportu-
nithes allow physicians to become necog-
nizable voices of authority among the
miedin, says Sommer.

Reacting to beeaking health news also
is 2 key way for primary care physicians
by B consigent news coverage. Their

con be o lme-consuming excrcse
it’s worth the effort. Reponers arc
more apt o rely on physicians tt have
estnblished & solid ek record of defiv-
ering last-minute, credible queonss,
(MG Mavkerfng, Notlaniel Folknrern,
FI2255-4231: KMR Comnninifoafions,
Katherine Rothman, 2125527-T514;
Trentinor Assoctoies, Mike Truinor, J01/454-
1700, exe, 224 TSG, Mike JSudsom, 8017
J3E-RI3T: MW Gronp, Bob Somumer,
208 507-0500: Heafil: Comnmunicaltions,
Tonm Lanneen, $T6EET-2052)

Online PR Catches
On With Physicians

! Physictans are finding that devel-
oping a salid enline identity it just a5
impadant as their ofiline eifons. os-
peciakly thoso who belong to practices
that wanl national recognition. The
Ifte et remiovie the (B} n::r.]phu_'.ﬂ bar-
riers oof traeditional PR by allowing -
sician practices o promote their Wieb
sites as media resources on the local,
regional and national level. In addi-
ticw to posting press releases on medi-
cal service olferngs, physician Wl
sites are iceal vehicles o
* promoting the medical research the
physician practice is involved in;
+ femonstraling technical medical
procedures with graphics;
= featuring the news coverage the phy-
sician has been included in with
additonal commentary and cormec-
tioms, i mecessary; and
= providing opponunities fow Patien
feedback, questions and comments
on key health issues.




