5 Mistakes Healthcare Businesses Make When Choosing a Marketing Consultant—and How You Can Avoid Them

Mistake #1:  Selecting a Consultant Not Board-Certified in Healthcare Management

Try this:  type in “marketing consultant” at any popular search engine.  At this writing, Google brought 117,000 results.  Why?  Because with the growth of the Internet, anyone who’s read a marketing book is able to hang their shingle and call themselves a marketing consultant.  Trouble is “marketing consultant” after a name doesn’t mean the consultant understands your industry.

The only way to be sure you’re getting the healthcare industry knowledge you need is to look for a consultant who is board-certified by the American College of Healthcare Executives (ACHE).
This certification assures you that your consultant has met strict community participation and educational requirements in industry-specific areas of governance and organizational structure; policy and procedure development and implementation; human resources, from recruitment to productivity analyses; financial management planning, procedures and assessment; healthcare technology and information management; quality and performance improvement; and laws and regulations governing the healthcare field. 

Board certification also means that your healthcare marketing consultant is guided and bound by the ACHE Code of Ethics, and keeps current on industry trends, issues and technologies by meeting ACHE continuing education requirements.

Mistake #2:  Selecting a Consultant Who Lacks Project Management Experience

Granted, if you don’t need an end-to-end solution, you won’t need a consultant with project management expertise.  You might just need a copywriter, for example, to create new promotional text for your brochure or website.  Or, you may just need a tech-head to install your latest CRM program.  

But, chances are, if you’re looking for a healthcare marketing consultant, you’re looking for someone experienced enough to manage your project from start to finish. A project manager’s areas of expertise often include project planning and development, outsourcing the right consultants and vendors, project implementation, assessment, results measurement and fine-tuning to ensure and maximize effectiveness. An experienced project manager will also be able to get your job done in the most cost-effective way.

Mistake #3:  Selecting a Consultant Who Cannot Provide Current, Relevant References

Two key words:  current and relevant.  If your prospective consultant hands you a sheet of references without dates, ask questions.  Otherwise, you may find that the complete media campaign they conducted for a leading healthcare organization happened back in 1974—before the days of twenty-first century marketing practices and electronic communications.

Buyers beware as well if your prospective consultant boasts current testimonials that are not relevant to the healthcare industry.  After all, how effective can a healthcare marketing consultant be if their portfolio consists solely of work in the technology, media or boating industries?

Mistake #4:  Selecting a Loner Who Lacks the Support of a Professional Network

Ask your prospective healthcare marketing consultant about their partners and vendors.  If they hesitate, chances are they don’t have a ready supply of professionals on hand to help carry out your tasks.  Who wants to work with a consultant who might charge for time contacting people they’ve never worked with and cannot vouch for honestly?  There is power in tried-and-true business partnerships.  A consultant who has cultivated such relationships empowers your organization by bringing you more knowledge and more ways to make your project the success you’re hoping for.

Mistake #5:  Selecting a Consultant Who Talks the Talk, but Does Not Walk the Walk

CRM.  One-to-one marketing.  Personalization.  Data mining.  Metrics.  Opt-in.  Permission marketing.  Sound familiar?  Of course, they’re the latest marketing buzzwords so every marketing consultant must, by duty, spew them out.  

But before you hire your healthcare marketing consultant, check to see if they practice what they preach.  If your potential healthcare marketer mentions how you should be giving your customers more personalized services, ask your consultant if they intend to give YOU, as their customer, personalized service as well.  If your marketing consultant tells you to consider permission marketing, check to see if they use permission marketing. Does he or she frequently mention using a website?  If they don’t use a website themselves, you may be headed for trouble. 
In general, for every claim your consulting candidate makes, ask for examples, case studies, and specific details that corroborate their assertions of knowledge and experience. The more proof they supply, the better.    

