
+ marketing trends in healthcare 

POWER OF LOCAL IMPACT 

STRENGTH OF A REGIONAL BRAND  



IN JUST 6 YEARS… 
ColorNine has worked with Mercy Health 
to navigate the evolution of raising the 
profile of a well-recognized local brand 
to become a premier healthcare 
provider in the region. 

Through our work, we’ve identified best 
practices along with the healthcare 
marketing trends to expect in 2016. 
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1 BE THE RESOURCE 

Noise in the marketplace is 
still on the rise. In that 
crowded space, 
differentiate by being more 
than a singular point of 
information. Providing 
useful, authentic content to 
the community and 
patients you serve repays in 
dividends. 

Touch points: web site, 
social media, rack cards, 
brochures, mailers, etc. 



BE DIGITAL FRIENDLY 

In 2016, trends will continue to 
move toward mobile.  

(1)Fill that space and monitor 
it. (2)Pursue further ways to 

give patients the information 
they need online. (3)Monitor 

review sites; respond 
accordingly. (4)More people 

start their search online. Be 
there for them. (5)Responsive 

sites are key. 
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3 GET TO THE POINT 

Know your audience. 
Being a good resource, also 
means getting down to it. 
From emails to PR to social 
media and to web sites 
— attention spans keep on 
shrinking and distractions 
keep increasing.  

Meet people where they are, 
respect their time, so…  
• be brief 
• be concise 
• be casual 
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GET IN THE MOMENT 

Google defines micro-
moments in marketing, which 

can serve healthcare 
marketing well. They refer to 
different decision scenarios. 

I want to know • I want to go  
I want to do • I want to buy 
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5 GET BACK TO BASICS 

Take a hard look at your 
brand. With the rise of 
mergers and acquisitions in 
the healthcare space, more 
hospitals and health systems 
will put marketing dollars 
towards internal alignment.  
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The first step to effective 
healthcare marketing is 
organizational culture. 

Unless physicians, nurses 
and staff are aligned to 
the brand promise, it will 
be difficult to deliver a 

consistent, positive patient 
experience. 

Fix issues internally by 
establishing core values 

and getting all employees 
to adhere to this 

organizational culture. 
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Step 1 Step 3 Step 2 

A	  brand	  is	  never	  a	  weapon.	  
It	  is	  a	  resource	  for	  helping	  

internal	  and	  external	  
contacts	  clearly	  understand	  
the	  culture	  and	  points	  of	  
differen6a6on	  for	  an	  

organiza6on.	  It	  should	  be	  
explained	  and	  shared	  in	  a	  

way	  that	  staff	  will	  buy	  in	  and	  
adopt	  its	  nuances.	  Brand	  
enforcers	  should	  not	  be	  

inflexible.	  The	  guidelines	  can	  
evolve	  as	  needs	  change.	  

Communica4on	  is	  cri4cal.	  
Communica6ons	  

professionals	  are	  some6mes	  
the	  first	  to	  forget	  how	  

important	  open	  dialogue	  is.	  
Without	  constant	  updates,	  
touch	  points	  and	  formalized	  
processes,	  the	  brand	  suffers	  

and	  so	  does	  morale.	  It	  
seems	  obvious	  but	  so	  oDen	  
we	  get	  caught	  up	  in	  the	  daily	  
grind	  and	  forget	  this	  step.	  

Growing	  pains	  or	  gains?	  	  
In	  an	  environment	  of	  

mergers	  and	  acquisi6ons,	  
oDen	  more	  resources	  are	  
made	  available	  through	  
preferred	  vendors.	  

Iden6fying	  a	  plan	  for	  how	  
these	  players	  fit	  into	  new	  
overall	  plans	  and	  proper	  
introduc6on	  help	  ensure	  

gains	  over	  pains.	  
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KEEPING EVERYONE IN THE LOOP… 

Staff,	  
doctors,	  
nurses	  

Marke6ng,	  
comm.	  staff,	  
designers	  	  

Vendors,	  
outside	  
partners	  

Founda6ons,	  
fundraisers,	  
donors,	  

volunteers	  

Pa6ents,	  
community,	  
residents	  
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HONORING HERITAGE 
BY TAPPING INTO VALUES THAT MATTER 

Which values do 
Americans value? 

Understand and leverage 
them. 

And don’t pick a fight. 

Keep the heritage at a 
high level, then win them 

with the facts. 

Tell your full story. Because 
consumers are doing their 

homework, and you’re 
missing opportunities if 

your marketing footprint is 
incomplete. 



HONORING HERITAGE 
BETTER TOGETHER 

Telling your story is important. But first 
you have to understand who you are 
as an organization, which comes 
from honoring your past, knowing 
your people and looking ahead to 
plan for the future. 

We’re all in this together. 

Find the heart in your mission. 



ANY QUESTIONS? 
Find our presentation online at color-nine.com/kshprm 


