Booster Shots for Your Healthcare Marketing:  

3 Trends You Can Take Advantage of Right Now

What are your customers thinking about these days?  What compels them to stop and hear what you have to say?  And, what steps can you take right now to make your healthcare business stand out from the crowd?  Whether you serve the healthcare consumer or business market, you’ll boost your marketing intensity by focusing on current trends.

Futurescan 2002, A Forecast of Healthcare Trends 2002- 2006, published by the American College of Healthcare Executives, examines several important trends; three of which you can take advantage of immediately:  consumer and business concerns about terrorism; anxiety about safety, quality and errors; and efforts to meet fast approaching HIPPA deadlines along with consumer unease related to privacy.

Booster #1:  Incorporate Your Efforts to Combat Terrorism into Your Marketing

Face it.  When people see or hear the word terrorism, they tend to stop, look at, listen to or read what follows.  Has your organization been preparing for or taking steps to thwart terrorism?  For example:  creating disaster plans, improving readiness, forming new partnerships with anti-terrorism networks, stockpiling drugs and supplies, even adding extra locks or security personnel to protect materials or equipment that might be used for dastardly purposes.   

No matter what steps you’re taking, you’ll differentiate your company from your competition when you let your customers know.  So spread the word by way of press releases.  Incorporate your readiness plan into your brochures, or create a new document about it.  Develop an educational campaign.  Add a page to your website devoted to your initiatives.  Allocate an inch or two of each print ad to your efforts.  

And if you haven’t taken steps yet to move your business into an anti-terrorism mode, now’s the perfect time.  You don’t have to allocate hundreds of thousands of dollars to new programs—even small, simple actions will do.  Not only will you draw attention to your business, but also, you’ll become known as an organization that takes terrorism seriously.

Booster Shot #2:  Spread the Word About Your Efforts to Increase Quality and Safety and to Reduce Errors.

Consumers are leery.  And who can blame them with continual horror stories in the news about medical mishaps.  Medical manufacturers and providers are leery as well, both about the safety and quality of supplies and equipment they buy and about the possibility of hiring even one unscrupulous staff member. 

Perhaps your business has already taken steps to enhance the quality and safety of the products or services you offer.  Or, you may be getting ready to implement new programs right now.  Sure, your competitors are probably taking similar steps, but chances are they’re not focusing on those efforts in their marketing.

Are you or your staff involved in national or local initiatives that promote quality products, services and user or patient safety?  Are you working closely with employer coalitions?  Do you provide quality bonuses or are you investing in technology or training related to safety?  Hiring specialists or additional staff to meet demands? Does your organization employ or partner with people who have exceptional backgrounds or experience?  

Take advantage of your customers’ concerns, and your competitors’ silence, to differentiate your company.  Make your customers, both current and potential, aware of all the positive things you’re doing on their behalf!

Booster Shot #3:  Shout About Meeting or Beating HIPPA Deadlines and New Measures to Enhance Privacy. 

The Internet has made our world smaller and more open.  As a result, businesses and consumers are more privacy-conscious than ever before.  Are your competitors focusing on steps they’re taking to respect and protect privacy?  If not, here’s your chance to shine and stand out in the marketplace.  

Be specific when you communicate what you’re doing, whether it’s as simple as not leaving sensitive information on answering machines and double-checking fax numbers before sending documents, or as complex as installing new cyber security programs to secure your customers’ private data.  

Granted, everyone in the healthcare industry is taking similar steps thanks to HIPPA, but if you shine the spotlight on your efforts and let security-conscious customers know you take privacy seriously, they’ll show their appreciation for your attempts to respect and protect theirs by patronizing your business.  

In a nutshell:  When you’re making changes that cater to your customers’ concerns—changes that affect them in a beneficial way, big or small—help differentiate yourself in the minds of your public by getting the word out today!
