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BORN BETWEEN 1946 and 1964, Baby 
Boomers in America number 78 million, 
with many of them nearing—or having 
reached—retirement age. By 2030, more 
than 70 million Americans will be older 
than 65, and all of them will be expecting 
the healthcare industry to meet their 
needs. The economic clout wielded by 
Baby Boomers—and the sheer size of the 
demographic—makes them a group you 
can’t afford to ignore, and one that requires 
a careful marketing strategy in order to fully 
utilize their enormous spending power.

WEAR AND TEAR
Baby Boomers are the fi rst collective 

group that have electively exercised during 
the course of their entire lives, and the 
public’s perception of them is largely shaped 
by an image of overall good health. Yet, like 
all aging people, Boomers’ knees and joints 
begin to ache and deteriorate, a fact that 
often distresses a group that is used to being 
active. In addition, many Baby Boomers will 
face serious, chronic conditions as they grow 
older, such as diabetes and heart disease. 
By 2030, one of every four Boomers will be 
living with some form of heart disease.

“We’re horrifi ed that our bodies are 
breaking down,” says Greta Sherman, 
senior vice president of healthcare 
strategy at TMP Worldwide Advertising 
& Communications, LLC. “We want our 
knees to work and our hips to be fi ne. We 
want to swim, play tennis, and practice 
yoga. It doesn’t enter our minds that we’re 
not the same as we were at 25 or 30 years 
old. Some of us are in great shape, while 
others are dealing with serious health 

issues. Our health problems and concerns 
are diverse, and healthcare marketers need 
to keep that in mind.”

It will be important to Boomers that your 
marketing strategies blend both sickness 
and wellness approaches. This is a group 
that wants not only to be healthy, but also 
remain active.  

ATTITUDES TOWARD TECHNOLOGY
Most Baby Boomers possess a fascinating 

outlook on technology, in terms of both 
embracing and rejecting it. They frequently 
use e-mail to communicate, and “Google” 
is as much a part of their lexicon as it is for 
younger generations. However, technology 
only resonates with Boomers up to a point. 
While they embrace cell phones, many 
use them mainly as telephones, not as 
instruments for sending text messages or as 
portals to the Internet. 

For marketers, this means taking a 
cautious approach to reaching out to Baby 
Boomers via much of today’s technology. 
Boomers don’t want to be embarrassed 
by their lack of technological profi ciency 
relative to younger generations. When 
formulating your marketing strategy, 
remember that Boomers still pay attention 
to traditional media, such as print 
publications and television and radio spots.

In fact, when asked about the various 
media they consume in a typical week, 
Baby Boomers said that reading magazines, 
watching TV, and listening to traditional 
radio have remained fairly stable, according 
to a recently released Bridge Ratings study 
of the media habits of Baby Boomers.

BRINGING IT ALL TOGETHER
Baby Boomers are intelligent, active, 

and enjoy being engaged by those who 
wish to appeal to them. They enjoy 
projects. Additionally, Baby Boomers 
are working longer. Many are embarking 
on so-called “encore” careers, which, 
unlike their primary careers, represent 
their passions and the fulfi llment of 
life-long dreams. Lengthier stays in 
the workforce translate to increased 
spending power. 

There is a lot to learn about Baby 
Boomers, but the effort is worth it. A little 
research into your area’s Baby Boomer 
population will help you formulate a 
marketing strategy that combines a 
balanced approach toward illness and 
wellness with just the right amount of new 
and traditional media. With the right plan 
in place, you can effectively reach members 
of this powerful group as they enter the 
next stage in their lives.

The Baby Boomer Consumer

{  H i t t i n g  T h e  T a r g e t  }

You may have read about marketing trends that target specifi c demographic 
groups in recent issues of CPR, and we hope you found the stories both interesting 
and informative. Because we recognize that delving a little deeper into the habits 
and attitudes of specifi c consumers can add even more value to your marketing 
strategy, we plan to bring you additional demographic highlights on a regular 
basis. In this issue, we take a look at the needs and trends of Baby Boomers.

“Baby Boomers are multifaceted. We’re not a homogenous group. We really love to be engaged, 
and speaking to us directly is a great way to approach us. Focus groups are a wonderful way to 
fi gure out who we are and what we want. Just talk to us, ask us questions, and we’ll be absolutely 
honest. One thing’s for sure: we’re such a big group that you can’t afford to ignore us.”
—Greta Sherman, senior vice president of healthcare strategy at TMP Worldwide Advertising & 

Communications, LLC
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Members of:

Dear colleagues,
DU R ING THE AGE of Exploration
in the 15th, 16th, and 17th centuries, 
cartographers worked diligently to 
map courses to the New World. One 
problem they experienced when 
crafting their maps was the simple 
reality that the Earth is a curved, 
three-dimensional object. However, since 
maps are fl at and two-dimensional, a bit of distortion was ever-
present in their work, no matter how perfect their maps were. Likewise, a hospital’s return 
on investment (ROI) is not a perfect science. But, by setting realistic goals and using the right 
information to measure performance, you can achieve your marketing objectives. Our feature 
story on page 8 helps you chart a map for effectively measuring your ROI. It’s a journey with 
many twists and turns, but I think it offers a profi table destination.  

In recent issues, we have written about Gen Xers, the Sandwich Generation, and the Hispanic 
consumer. We hope these articles highlighting the marketing trends of these various groups has 
been helpful, and we plan to continue providing similar information in upcoming issues. On 
page 4, we take a look at the Baby Boomer consumer and offer some insight into what makes 
this demographic group unique. Look for future demographic-focused articles on marketing to 
men, seniors, other ethnic groups, and more.

In addition, on page 12, we take a look at Part 2 of our Service Line Marketing Series—
Orthopedic Services. It’s not a coincidence that both orthopedics and Baby Boomers are 
featured in this issue. As a proud Baby Boomer myself, we represent the fi rst collective group 
that have been electively exercising over the course of our entire lives. Wear and tear on our 
joints is an inevitability, and that’s why orthopedic services are so important to our active way of 
life. We want to remain active, just as we want to help your hospital remain active in promoting 
your services.   

Enjoy another information-packed issue of CPR. Please feel free to contact me with any 
comments or questions or to suggest future article ideas: david.mcdonald@truenorthcustom.com.

Sincerely,

David McDonald 
PRESIDENT & CEO

TRUE NORTH CUSTOM PUBL ISHING
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HARRIS METHODIST H•E•B HOSPITAL’S 

Spotlight on
MANNERS

Harris Methodist H•E•B Hospital rolled out a new service excellence 
program in June 2008. The initiative is creatively layered—as both 
“How’s Your Mom?” and “Mind Our Manners” (MOM). The idea is to 
help every team member realize that it’s important to treat patients with 
the same warmth and regard as they would use in treating their own mothers.
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H A R R IS METHODIST H•E•B Hospital has served northeast Tarrant County, 
Texas, for more than 25 years. While the 330-bed hospital had always been known 
for excellence and patient satisfaction, the hospital’s leadership decided to polish and 
streamline the practices they already had in place.

In the spirit of going above and beyond, the hospital staff designed “How’s Your 
Mom?” and presented it at a leadership retreat this summer. The managers and hospital 
leadership were instantly hooked. It simply asks team members to remember the key 
elements of polite manners that we learned from our mothers.

“It’s such a grassroots effort—not a big, fl ashy service excellence program,” says Anna 
Riehm, administrative director of business development at HMHEB. “It represents 
the basic principles of courtesy and decorum that our moms taught us.” 

When the patient satisfaction initiative was announced, it was accompanied by a 
party, banner, and literature for team members. 

“We had a huge banner and everyone signed it as a promise that they would 
listen to mom,” says Riehm. “We also had each member sign a commitment to 
mind their manners.” 

OUR MANNERS
Staff members took to heart the standards outlined in the MOM program. They 

include common courtesies such as greeting people, making eye contact, knocking 
before entering, explaining reasons for any delays, using elevator courtesy, and 
presenting a professional image.

“It’s truly amazing what a difference little reminders can make,” says Riehm. 
“Right after we started MOM, I noticed that people were picking up on it. Even 
with smaller details like elevators, our team members were waiting for people to exit 
before getting on.”

Sample scripts for common interactions also were provided to employees. These 
scripts cover everything from a simple apology to addressing a patient’s concerns about 
privacy: “Here is an extra gown for you to wear while walking the halls” actually sounds 
similar to something a mother might say.

IMPRESSIVE RESULTS
Initial results indicate these initiatives have increased HMHEB’s already-healthy 

patient satisfaction scores. 
“We’ve encouraged everyone to learn the details that really make someone’s eyes 

light up. For me, it’s my kids. So instead of ‘how’s your mom?’ it can be ‘how are your 
kids?’ or even ‘how’s your dog?’” says Riehm. “It’s really taken on a life of its own by 
branching out.”

In addition, employee satisfaction has increased. Because the concept of the MOM 
campaign comes naturally, staff members have been using the same techniques on each 
other.

“People walk around now with their heads up, and they’re speaking to each other 
more, even if it’s just a simple ‘good morning,’” says Riehm. “There’s more interaction, 
more caring, and more smiling.”

The hospital also rewards team members who go above and beyond. Team members 
who are recognized specifi cally in a patient comment form are publicly lauded for their 
outstanding work by being listed as one of “MOM’s Favorites.” 

“The great thing about this particular program is that it doesn’t feel forced,” says 
Riehm. “It all comes very naturally, and people can go a long way in life by minding 
their manners. We’re just promoting that.”

How to Engage 
Employees

One of the key elements in the 
success of the patient satisfaction 
initiative at Harris Methodist 
H•E•B Hospital has been the way 
in which hospital employees have 
been empowered and encouraged 
to participate.

As soon as the program began, 
hospital administration urged the 
departments to be creative and to 
take “Mind Our Manners” (MOM) 
and run with it. 

One department began putting 
together a cookbook fi lled with 
recipes contributed by the staff, 
complete with the MOM logo. 
Other departments have pizza 
parties or “mom-petitions” to win 
prizes. Some departments have 
even created a board where little 
tips from “MOM” are posted to 
remind each team member to 
remember their manners. It’s easy 
to walk around a unit and fi nd a 
nurse with a “How’s Your Mom?” 
sticker on his or her clipboard or a 
technician sporting a “MOM” pin.  

“We’ve encouraged each 
department to make it their own 
thing and to go with whatever 
idea they have for the program,” 
says Anna Riehm, administrative 
director of business development 
at Harris Methodist H•E•B 
Hospital. “In many departments’ 
individualized staff meetings, 
they go around and literally ask 
each person ‘how’s your mom?’ 
Ultimately, it’s not only about the 
patient; it’s about how we treat 
each other as well—that’s where it 
has to start.”

How to Engage 
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A N Y SEASON ED HOSPITA L marketer knows that even your 
best ideas will occasionally fall fl at, and the most creative plans 
to integrate radio, television, and print don’t always resonate with 
your community. In many ways, marketing is a trial-and-error fi eld. 
Return on investment (ROI) is one of the hard-and-fast, black-and-
white tools in your marketing toolbox to prove to both your CEO 
and yourself that marketing messages are effective.

Even your CEO understands that the numbers don’t lie, and a 
healthy ROI may encourage your facility to pad your budget with a 
few extra dollars this year. You may already be imagining what to 
do with your newfound funds—adding a few more radio spots or 
expanding your publishing program to include a service line piece 
or physician journal. It’s a marketer’s dream, but you must fi rst take 
individual steps to get where you’re going.

If you’re new to marketing, or if you just need a refresher course, 
CPR is ready and willing to provide you with everything you need 
to know about ROI. 

OVERCOMING HURDLES
In previous issues of CPR, we’ve talked extensively about 

the changing face of healthcare marketing and the fact that, 
through green marketing efforts and a variety of other campaigns, 
healthcare marketers must think more like traditional marketers. 
Today’s healthcare marketers are facing community members who 
act more like consumers and less like patients. People now have a 
variety of choices for their healthcare needs, and they easily can go 
to the facility of their choice. 

At this point, you’re probably listing all the reasons why it is 
diffi cult to fi nancially quantify the results of your marketing 
measures. It’s no wonder—there are a myriad of challenges for every 
healthcare marketer. However, with creative thinking, you can 

mastermind a few effective strategies that will allow you to make 
the best use of this elusive component of the marketing matrix.

“Healthcare marketing is an entirely different animal from other 
forms of marketing because many times you can’t offer incentives 
for referring a friend to the hospital, and you certainly cannot 
always promise good outcomes because every patient responds 
differently to treatment,” says David Marlowe, a healthcare 
marketing professional for nearly three decades and the author 
of A Marketer’s Guide to Measuring ROI: Tools to Track the Returns 
from Healthcare Marketing Efforts, available through the Society for 
Healthcare Strategy and Marketing Development (SMSHD) or 
HealthLeaders Media. “Because of regulations such as HIPAA, we 
also have to be careful about what data we offer to the community. 
And, at the same time, we must appear transparent. These all 
present challenges when it comes to strictly measuring ROI in 
healthcare marketing.”

While it may be intrinsically more diffi cult to measure ROI in 
healthcare marketing versus other forms of marketing, Marlowe 
stresses the importance of fi nding new ways to measure ROI in 
today’s changing healthcare market. 

However, the trend in healthcare marketing is leaning heavily 
toward becoming more transparent. If you can craft a way to 
position your facility as a low-cost, high-quality hospital where 
patients can receive results that are both cost effective and high 
tech, you will impress healthcare consumers—and perhaps even 
employers who are selecting insurance plans.

MAKING IT WORK
Effectively measuring ROI in any marketing campaign relies 

heavily on doing the legwork beforehand. Even before your new 
community health publication hits mailboxes, you must know how 

After months in the brainstorming stage, you are fi nally ready to unveil a new marketing 

campaign for your hospital. All your research points to this dynamic transformation of your 

branding—it’s hip, now, and perfectly tailored to reach an audience ranging from young 

professionals just moving into your growing town to seniors who have been seeking 

care at your hospital all their lives. This is your masterpiece. Now all you have to do is 

show your facility’s administration why it’s an effective strategy. 

TheABCs
 of ROI
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you are going to quantify ROI. This can be done by evaluating 
patient volume previous to the publication’s delivery to determine a 
baseline, then measuring downstream revenue three to six months 
after the publication hits homes to identify its impact.

“Healthcare marketers should always be giving serious 
consideration to any way we can quantify ROI,” says Marlowe. “I 
urge marketers to begin implementing methods to quantify ROI in 
service lines that have a high degree of consumer decision—think 
bariatric surgery or some areas of orthopedics, such as knee or 
hip replacement.” (For more information about marketing your 
orthopedic service line, see pages 12 and 13.) 

According to Marlowe, looking into these service lines—areas 
where the healthcare consumer is having a pre-planned, elective 
procedure at a facility of his or her choice—is a better measure of 
ROI than other areas of the hospital. The emergency department, 
for instance, would not be quite as accurate a measure. Many 
consumers choose an emergency department based on proximity to 
their location.

Accurately creating ROI data also includes defi ning the terms 
that will be used in the data upfront—meaning that your facility 
should determine what defi nes a new patient and what specifi c 
service line and marketing tool you will use. 

“Making the parameters of your data upfront is the best way to 
ensure you are creating the most accurate ROI data for your facility,” 
says Marlowe. “Keep it all as simple and specifi c as possible, and be 
sure to set a standard period of time for the data collection.”

POSSIBLE PITFALLS
So you have gotten great results from your marketing campaign—

and the ROI data to prove it. Now it’s time to ask your facility for 
more money to continue growing your message, right?

The answer—which is “not necessarily”—may surprise you. 
“Every market is fi nite, and marketers must understand this 

before they ask for a budget increase,” explains Marlowe. “In order 
to accurately assess how much your market can grow—and how 
much capital you need to spread your message—you must take a 
hard look at the share you already have of your market and decide if 
you can realistically grow your market share any more.

“If a market has been saturated, marketers who continue to 
pour more money into their marketing messages may be putting 
themselves at risk for lower—or even negative—ROI,” continues 
Marlowe. “Marketers must constantly be aware of their market and 
be smart about how they will continue to reach their community.”

ROI ALTERNATIVES
Not all of your marketing messages will produce traditional ROI 

data—and that’s fi ne; they don’t have to. However, there are other 
ways you can quantify the effectiveness of your message that don’t 
involve hard-and-fast fi nancial statistics. 

“Marketers sometimes forget that there are other effective 
ways to measure the impact their messages are having on the 
community,” Marlowe says. “You can create a marketing plan that 
measures results such as telephone inquiries, attendance at events 
or preference by major clinical service. While these do not provide 
immediate fi nancial data, they still prove useful for marketers.”

COMING FULL CIRCLE
Start considering ways to implement ROI measuring methods 

within your facility, and then sit back and watch the data pour in. 
The numbers may surprise you—but you should always remember 
to use them with the wisdom and instinct that come from watching 
the trends and understanding your consumers.

For more information about getting greater 
return from your marketing efforts, 
e-mail info@cprmagazine.com. 
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CASE STUDY: 

St.Vincent Health
Mail-in surveys can give marketers a glimpse of what their 
readers—and healthcare organizations—gain from custom 
publications. Just ask the marketing team at St. Vincent Health.

ST.V INCEN T HEA LTH, LOCATED in central Indiana, is comprised 
of 18 healthcare ministries that serve approximately 45 counties. The 
health system has received wonderful results from their versioned custom 
publication, Balance…body, mind and spirit. 

St.Vincent uses several methods, including using call centers and 
personalized formulas, to track the success of the publications.

“As a system, St.Vincent Health reaches out to more than 105,000 
individuals in central Indiana each quarter with Balance,” says Hollie J. 
Adams, MHA, system marketing manager for St.Vincent Health. “ From 
our analysis, we determined that St.Vincent realized more than $30 million 
in direct margin across the system within nine months of the fi rst mailing.  
As a result of receiving Balance, 14 percent of readers had clinical activity 
within 9 months of the fi rst mailing.  Of those individuals, 3.4 percent were 
“new patients,” meaning they have never been to the health ministry or have 
not had clinical activity within two years prior to receiving Balance. This is 
the largest ROI we have realized from a single marketing initiative.”

A NEW METHOD
Between January 23 and March 7, 2008, 500 mail-in surveys were sent 

to random households within the Balance circulation. The 146 usable 
responses indicated a 29 percent response rate to the survey. The survey was 
conducted through Readex Research, a nationally recognized independent 
research company. 

“We were extremely pleased with the response rate,” Adams says. “The 
system’s results were overwhelmingly positive. Approximately two-thirds 
of those surveyed remembered reading the publication. About 16 percent 
read Balance from cover to cover every time they receive it. More consumers 
reported reading the articles they found interesting. Nearly a quarter of 
participants saved Balance as a reference for healthcare information, and 
almost 40 percent shared their copy of Balance with a friend. About 76 
percent report a positive feeling toward St.Vincent because of Balance.

The survey also included information about what readers wanted to see in 
upcoming issues of Balance—a valuable tool for St.Vincent marketers when 
they plan future issues of the publication.

“The value of a custom publication as an effective marketing tool is 
priceless,” says Adams. “Not only have we been able to realize a tremendous 
ROI from our custom publication, but we are also strengthening our brand 
equity and increasing customer loyalty.”
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FIR ST THINGS FIR ST—HOW do you begin marketing a specifi c 
service line? According to James M. Goss, vice president of public 
relations and marketing for CentraState Healthcare System, 
formulating a marketing message begins at the top.

“Let physicians know that the service line you are promoting 
is a key initiative for your facility and has the support of senior 
management,” says Goss. “It is important not to hide behind a 
strategic plan but rather to wrap yourself in it. The marketing of 
specifi c service lines shouldn’t be developed separately; it should be 
developed in connection with the strategic plan of the hospital.”

GETTING THE BEST…AND PROMOTING THE BEST
Skilled orthopedic surgeons are a primary part of any orthopedic 

service line. Because surgeons are highly trained and often 
specialize in certain procedures, highlighting their expertise is a 
natural aspect of orthopedic service line marketing.

“Promote your surgeons every chance you get,” says Johnel Reid, 
director of marketing for Emory Johns Creek Hospital. “Create 
press releases on new techniques they’re using or technologically 
advanced equipment that has been purchased.”

EJCH promoted its orthopedic service line by producing an 
issue of its 16-page HouseCalls publication devoted entirely to 
orthopedics. In this way, the hospital was able to delve deeply into 
all aspects of orthopedic care and provide patients with answers to 
many questions they may have.

“Most times, orthopedic patients aren’t ‘emergency patients,’ and 
they’re not sick,” says Reid. “Promoting orthopedics through our 

publication allowed us to produce articles with more substance and 
emphasize our program as a high-touch, high-amenity service.”

BEYOND THE PUBLICATION
Because orthopedics is continually evolving to meet growing 

needs, service lines can be promoted in a variety of ways, not simply 
through custom publications. Taking the orthopedic surgeons out 
into the community is one strategic marketing tool.

“Our orthopedic surgeons are experts, so they should be 
promoted as experts,” says Goss. “CentraState hosts health fairs 
where our physicians have an opportunity to talk about their areas 
of expertise throughout the community. Market these events to 
the consumer, and then see how many potential patients eventually 
follow through with a consultation. We have one orthopedic 
surgeon on staff who has about a 50 percent conversion rate of 
lecture attendees becoming patients.”

The key to marketing orthopedics is developing the right 
message: that your expertise exceeds that of your competitors.

“When marketing an orthopedic service line, part of the 
marketing should focus on the clinical experience of physicians, 
part should be devoted to the expert care of nurses, and the last 
part should emphasize the experience of the patient,” says Goss. 
“Market through the face and voice of the consumer because 
patients relate to other patients. If someone they know came 
to your facility to have a knee replacement and had a positive 
experience, they are more likely to head there for their own 
procedure when the time comes.” 

S E R V I C E  L I N E  M A R K E T I N G  S E R I E S  P A R T  2

Orthopedic Services
In the last issue of CPR, we began a series focusing on the benefits of 

service line marketing with a look at cardiac-specific publications. 

In this issue, two marketing directors talk about their experiences 

highlighting orthopedic service lines.
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Considering a Career Change?Explore the 
Opportunities in Health Care

Family Birthing Center Provides the Comforts of Home  
Targeted Radiation Helps Breast Cancer Patients 

Orthopedic Services 
on the Move

As Americans age, the need 
for orthopedic services and 
procedures increases. Do you 
want to see the numbers to back 
that up? The American Academy 
of Orthopedic Surgeons offers the 
following statistics as a glance at 
just how prevalent the need for 
orthopedic services is becoming.

One in seven Americans has  ›
a musculoskeletal impairment 
of some sort, including pain, 
aches, weakness, cramps, or 
stiffness of the musculoskeletal 
system. These conditions cost 
the United States $215 billion 
and cause employees to miss 
more than 147 million days of 
work on an annual basis.

In the last reported year,  ›
there were 56 million visits 
to physicians for musculo-
skeletal injuries.

Nearly 3.3 million patients had  ›
musculoskeletal procedures 
performed on an inpatient 
basis in 2003.

Knee problems contributed  ›
to approximately 19 million 
visits to physicians, while back 
problems led to more than 31 
million visits.

Approximately 700,000 ›
Americans have a hip or knee 
joint replaced each year, while 
23,000 people have shoulder 
joint replacements.

Tips from an Insider
You’re planning for a publication marketing the orthopedic service line at your facility, but you aren’t 

quite sure what to highlight for your audience. Who better to ask than someone directly involved in the day-
to-day management of an orthopedic service line? Pam Borens, MS, director of the Medical-Surgical Unit at 
Provena St. Mary’s Hospital in Kankakee, Ill., offers some advice about who to target and how to get your 
message across. 

 Choose your audience and stick with it—First, select either a consumer or physician readership and 
then aim for that audience’s specifi c needs and wants. Even among consumers, you want to vary your 
message to meet different needs.

“With older populations and orthopedics, it is important to let them know about options during their 
care and what happens afterward,” says Borens. “Patients often worry about what will happen after the 
procedure when they need to leave the facility but aren’t quite ready to go home. Be prepared for—and 
answer—those types of questions in your publication.”

 Baby Boomers love education, and they always want to be prepared for any scenario that might emerge. 
This need can be met through educational articles about procedures and technology, as well as community 
lectures and informative pamphlets.

 Showing off expertise—Whether you’re targeting referring physicians or a community audience, 
placing emphasis on expert care is important. Before putting their patients or themselves in your care 
for a procedure or service, your audience wants to know that the care you provide is high in quality, 
compassionate, and safe.

“When I choose a place to have a medical procedure performed, I choose a facility that offers the highest 
level of skilled care from physicians and nursing staff,” says Borens. “Emphasize certifi cations, specialties, 
and awards—anything that sets your facility apart from competitors.”

 Keeping up with the Joneses—Part of maintaining a high level of care in orthopedics is to continually 
seek the most current technologies. When a new piece of equipment is purchased and put to use, tell 
all about it in your publication. If one of your doctors has been trained in a state-of-the-art procedure, 
emphasize the signifi cance of his or her work in an article. Keep the consumer aware that your facility is 
always on the lookout for the latest and greatest technology and procedures.

“Orthopedics generate revenue and volume for hospitals, bringing in patients across generations,” says 
Borens. “Baby Boomers have generally been very active people. Therefore, they want to have orthopedic 
procedures so they can remain active longer. Let them know your hospital wants to be a part of that.”
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By the Numbers is an exclusive 
benchmarking report, updated 
for 2007/2008, that answers the 
most common questions members 
ask the Society about marketing, 
communications, advertising, 
strategic planning, budgets, staffi ng 
levels, and organizational structures.

GET THE RIGHT ANSWERS TO 
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 How does my department 
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  What is the average budget 
for hospital marketing, 
communications and strategic 
planning departments?
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is typically allocated to the 
marketing budget?

 How many full-time equivalents 
are employed in marketing, 
communications, and strategic 
planning departments?

By the Numbers also includes in-
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Web site development, customer 
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systems, and more. Graphic 
illustrations easily explain the data 
and break it down by bed size to give 
you the specifi cs you need. Based on 
a study of more than 239 hospitals 
throughout the country, By the 
Numbers is an invaluable reference 
for anyone who wants comparative 
budgeting and operational data.
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Jumping the Hurdles 
of Rural Healthcare Marketing
Every healthcare marketer faces hurdles, but those trying to market hospitals in rural 
areas often have to jump a little higher. How can you overcome the challenges and 
reach your target audience at the fi nish line?

SA M A N TH A HOUSTON, DIR ECTOR of communications and employee relations for Story 
County Medical Center in Nevada, Iowa, offers insight into those challenges and how a custom 
publication can overcome potential problems.

“In Nevada, we run into the challenge of being close to larger markets in Des Moines and 
Ames,” says Houston. “Because of our close proximity to these areas, prices for television and 
radio advertisement are out of our budget range. We also run into problems with print media. 
Our local newspaper does a great job helping us distribute information, but more and more people 
are turning to the Internet to get their daily news.”

In addition to the challenge of having to fi nd a media channel to reach a rural audience, small 
hospitals also have smaller budgets and staffs, both of which have to be managed effi ciently to get 
the greatest return on investment.

“In general, rural hospitals have less staff than larger facilities,” says Houston. “The best way 
to get out the message to a rural audience is through local involvement; however, this is a time-
consuming process, and we simply don’t have the staff to do it.”

REACHING THE RURAL AUDIENCE
After struggling to reach its target audience, SCMC turned to a custom publication in 2006. 

The hospital’s Medical Center Source, a four-page quarterly publication, is delivered through direct 
mail to a circulation of around 25,000 in Story County. The city of Nevada has a population of 
just more than 7,000 people.

“Delivering our custom publication through direct mail is a way of getting our message to the 
exact people we need to reach,” says Houston. “Rather than relying on an advertisement to grab 
someone’s attention, we can send the publication directly to their mailboxes.”

Through Medical Center Source, SCMC strives to make community members aware that they 
don’t need to travel to a larger city to fi nd primary medical care—it is available close to home.

“In our custom publication, we try to create an awareness that our medical center has 
comprehensive services that are available in the area,” says Houston. “We focus on at least one 
of our outpatient services and one of our outlying clinics each time we produce our publication 
to let people know we’re here. As we work to improve our services and our facility—and as 
we build a new medical center—we are using the publication to keep our local population 
informed and involved.”

No matter the message a rural hospital is trying to get across to its audience, a custom 
publication can put that message in their hands.

“Our custom publication allows us to reach members of the community in ways we would not 
achieve through other media,” says Houston. “Regardless of what we need to say, our publication 
can say it in a way that gets everyone’s attention.”

Interested in developing a custom publication for your medical facility? 
Contact a True North business development associate at (800) 624-7496 
or e-mail info@truenorthcustom.com.

Take It to 
the Post Offi ce

One way to reach a specifi c rural 
audience is through direct mail. 
By sending custom publications 
and other products to a targeted 
mailing list, healthcare marketers 
ensure their messages reach the 
right people.

“With a targeted demographic 
mailing list, you are reaching the 
audience who needs your service 
lines, as well as reaching your 
organization’s most desirable 
audience with a relevant and 
engaging message,” says Mitzi 
Brock, circulation and fulfi llment 
manager for True North. “The 
audience gets the information they 
need, and you get your message 
across at the same time.”
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THE ST U DY, A N online poll of 3,000 Americans ages 18 years 
and older, assess consumers’ behaviors, attitudes, and unmet needs 
related to health, heath care, and health insurance. Participants 
were asked an array of questions inquiring about topics ranging 
from attitudes toward their overall healthcare needs, and even more 
specifi cally, retail clinics and Internet usage. 

FORGET THE PAST
What does it mean to be in a consumer market versus a patient 

market? In the past, patients were patients. They adhered to the 
advice of their doctors, fi lled their prescriptions as directed, and—
despite price—very rarely sought alternative treatment methods 
or opinions. The switch from a patient-oriented market to a more 
consumer-driven market suggests that patients are now willing to 
do their research, and as a result, are contemplating different types 
of innovative procedures and shopping around for better deals. 
They are likely to travel offshore for care and are unopposed to 
visiting retail clinics. This is a big switch in mindset in comparison 
to the way things once were, and it can be very much attributed to a 
new media-driven age. 

BOTTOM LINE
Where consumers were once likely to stay in their own communi-

ties for care, they are now willing to travel for even the most minor 
procedures. By positioning yourself as an expert in your fi eld, you 
can help deter patients from going elsewhere for care.

IDENTIFY PATIENT NEEDS
As we’ve noticed a shift in consumers’ attitudes, the Deloitte 

survey also notes that consumers cannot be lumped into one 
category or homogenous group, as they were in the past. The survey 
results helped classify consumers into six segments (see list on the 
right) based on their buying tendencies, interest in health care, and 
whether or not they use the Internet to obtain information. 

1. Content and Compliant: The content and compliant 
consumer consists of patients who prefer traditional 
approaches to health care and accept what doctors 
recommend. They are less likely to seek out information 
other than what their doctor gives them, and they are least 
interested in shopping for and customizing their insurance.

2. Sick and Savvy: This segment includes the highest 
percentage of consumers who report having one or more 
chronic conditions. These patients use the healthcare system 
more than anyone else. Like the content and compliant 
consumer, they also prefer a more traditional approach to 
health care but differ in that they are information seekers, 
interested in value-added services and bargain hunting.

3.  Casual and Cautious: The casual and cautious segment is 
the healthiest segment, with only 19 percent having one or 
more chronic conditions. With a mean age of 40 years, this is 
the youngest group. That being said, this segment is also the 
least insured. They are cautious when it comes to price and 
report feeling less prepared than other segments to deal with 
their future healthcare needs.

4.  Online and Onboard: This group includes a high number 
of users who prefer traditional approaches but are also 
receptive to care provided in nonconventional settings. 
These consumers rely on themselves instead of their doctors 
in healthcare decision-making. They utilize online tools and 
value-added services more than any other segment.

5.  Shop and Save: These consumers are prone to switching doc-
tors, treatments, and health plans, and make changes to their 
insurance far more than other groups. This segment is more 
sensitive to the prices of healthcare services and also tends 
to visit doctors who use traditional approaches to medicine. 
However, they report being open to alternative procedures 
and nonconventional settings, and are much more likely than 
other consumers to purchase prescription drugs through mail 
order or online sources, use retail clinics, and travel outside of 
their community and country to receive care.

6.  Out and About: This segment utilizes alternative approach-
es to health care, consults alternative healthcare practitioners, 
and substitutes alternative or natural therapies for prescrip-
tion medications more than other groups. These information-
seeking consumers are the most independent and prefer to 
make their own decisions in regards to their health. 

“Consumers want more from their healthcare system than what 
they are currently getting, and they are willing to shop around to 
get it. You would not buy a car without test-driving it fi rst. Now, 
consumers appear to have adopted this attitude when it comes to 
their health care.”
—Michael S. Canning, principal, Deloitte Consulting, LLP

Knowing Your Audience
A recent study by the Deloitte Center for Health Solutions, part of Deloitte LLP, found that the U.S. healthcare system is in 
the midst of a great transformation that focuses on consumerism. In essence, when it comes to health care, consumers are 
fi nally acting like consumers.

STUDY:
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Key Findings of the Deloitte Study

34 percent›  say they would use a retail clinic; 
16 percent already have.

60 percent›  want online access to their medical records 
and test results and online appointment scheduling. 

1 in 3 consumers›  surveyed said they were interested in 
holistic or alternative treatment regimens.

3 in 4 want›  in-home monitoring devices and online 
tools that would allow individuals to be more active in 
their care.

84 percent›  prefer generic drugs.

only › 52 percent of consumers fully understand their 
healthcare coverage.

1 in 4 consumers›  maintain a personal health record.

WRAPPING IT UP
Know your audience. Research these segments and determine which ›
is most prevalent in your area. This can help you to better market your 
services to patients in your demographic. For example, Healthy Man, 
a publication by Rockford Health System in Rockford, Illinois, was 
developed based on input from business reply cards (BRCs). Readers asked 
for more information on men’s health issues, and Rockford responded 
with an 8-page, quarterly magazine just for men. 

Understand that consumers want to make their own decisions. The study ›
shows that consumers have an insatiable appetite for information and often 
use the Internet when they conduct transactions. They want to play an 
active role in their care, and seek out online resources that they can trust. 

Be a trusted source. Consumers reported using the Internet for gathering ›
information but did not identify with a trusted source. They also showed 
an interest in conducting business online. Become that resource by 
bolstering your Web content with secure payment options, medical 
information from accredited sources, or interactive games. 

LOOKING TOWARD THE FUTURE
Consumers are embracing innovations. For example, around 

16 percent of those surveyed said that they have used a retail 
clinic, and 34 percent said they would be willing to do so in 
the future. The study also notes that an interest in alternative 
medicine is growing at a much faster pace than traditional 
care. Consumers are comfortable with nontraditional therapies 
and beginning to utilize them in large numbers. Offering a 
combination of therapies can help you to satisfy the needs of 
an array of consumers.

Healthcare marketers need to be aware of these changes 
in attitude so that they can better market themselves. In 
the midst of this transformation, healthcare marketers 
need to know how to enable and engage consumers more 
directly. According to the 
Deloitte study, what was 
once a “traditionally 
one-way conversation 
is becoming a dialogue 
as the healthcare system 
transitions from patient-
oriented to consumer-
oriented.” Industry 
stakeholders need to be 
prepared to address the 
challenges and opportunities 
that this new type of 
consumerism presents.
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IN OR DER TO survive in 
an evolving marketplace, 
healthcare facilities and 
marketers must identify and 
utilize their strengths. The key 
is to set a tactical marketing 
direction that anticipates 
market shifts, demographic 
changes, competitive pressures, 
and technological advances. 

How can this be 
accomplished when you face 
roadblocks including tight 
budgets, leadership changes, 
and problems identifying the 
best target audience?  

“Tackle marketing hurdles by 
focusing on the resources you 
have available and maintaining 
clarity within your overall plan,” 
says David Jarrard, president 
of Jarrard Phillips Cate & 
Hancock Inc., a national 
healthcare public affairs fi rm.  
“These obstacles can easily be 
managed without losing touch 
with your most vital resource—
your consumers.” 

ROADBLOCK: 

BALANCING THE BUDGET
Hospital marketers are 

facing new marketing 
requirements from the 
emergence of consumer-
focused health plans and 
increasing competition 
among providers. As a result, 
healthcare executives are 
moving beyond printed 
brochures and billboards 
and investing more heavily 
in marketing tools such as 
community publications, Web 
sites, and telecommunications. 
However, problems arise 
when trying to juggle 
precious budget dollars while 
prioritizing an endless wish list 
of marketing ideas. 

TAKE THE DETOUR
Since budgets for marketing 

or advertising in healthcare 
settings can be very limited, it’s 
crucial to execute a marketing 
plan that will provide the 
most bang for your buck. By 
establishing a clear plan based 
on proven marketing tactics 
instead of making capricious 
decisions based on the “latest 
and greatest” marketing 
strategy of the month, you will 
gain better results. 

“It’s important not to 
get sidetracked by trendy 
marketing tactics that may 
or may not work for your 
organization,” says Jarrard. 
“Staying on track with your 
original plan and having 
patience with its execution will 
help you remain within budget.” 

ROADBLOCK: 

LEADERSHIP CHANGES
When a new CEO takes 

over a healthcare facility, some 
internal changes are inevitable. 
Whether he or she wants to 
overhaul the entire marketing 
department or modify a 
particular aspect of a campaign, 
marketers must remain fl exible 
to change. 

TAKE THE DETOUR
As new leaders implement 

changes for the future of your 
facility, marketing strategies 
change to meet their particular 
agendas. The key to overcoming 
these changes is utilizing your 
fl exibility. 

“Healthcare leaders aim 
to enhance a particular 
organization’s business 
goals,” says Jarrard. “As a 
healthcare marketer, it’s crucial 
to understand where the 

Your Map to 
Healthcare 
Marketing 
Leadership changes, increased competition, 
accelerating technology, and varying 
demographics all make it more diffi cult 
today to identify a hospital’s marketing 
opportunities. In this rapidly changing 
healthcare environment, hospitals must 
employ a dynamic strategy to embrace and 
adopt new marketing techniques while 
overcoming any potential roadblocks. 

“The key to success is keeping clarity and stability in your 
marketing scheme. Too often, marketers try to be everything to 
everyone. You must realize that every service line and award 
doesn’t need to be marketed to the community, just the most 
important message.”
—David Jarrard, president of Jarrard Phillips Cate & Hancock Inc. 
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Branding: 
Just a Click Away

In order for your hospital to grow, you must stand out among the other hospitals serving your area. One 
of the easiest ways to achieve this goal is updating your Web site. 

Your Web site is a mouse click away when a potential patient is trying to decide which hospital is right 
for them. With an easy-to-use, up-to-date site, patients will be able to see what services you offer and 
determine if they will meet their needs. 

In addition to listing services and important information on your site, having interactive tools such as 
surveys, health questionnaires, and electronic screenings will help set your hospital apart from competitors. 

Sticking to Your Plan 

Change isn’t always the 
best way to reach your 
community. Just ask 
Laura Shea, MHA, FACHE, 
director of community 
relations and planning 
at Claxton-Hepburn 
Medical Center.  

For Claxton-Hepburn, 
maintaining a consistent 
message has allowed the 
hospital to stand out in 
a community full of health 
options. As one of three hospitals located in a rural community 
of 113,000 people, Claxton-Hepburn has had the challenge of 
communicating its message in a highly competitive market. 

“With four markets competing for much of the same market 
share, it is important for us to have a consistent message 
that the community can rely on,” says Shea. “We want our 
message to reinforce our commitment to the community’s 
health and well-being.” 

A little more than eight years ago, Claxton-Hepburn came to 
True North with the idea of a quarterly community publication 
marketed to people in and around St. Lawrence County in 
Ogdensburg, New York. The majority of their marketing 
budget goes to the 8-page publication titled Living Well, which 
is specifi cally tailored to reinforce Claxton-Hepburn’s mission 
and services to the community.   

“People in the community have come to know and love our 
publication,” says Shea. “It’s a great way to get our message 
out there, and we have been very pleased with the end result.” 

leadership team wants to take 
the company and make sure 
your marketing plan is married 
to their end goal.” 

ROADBLOCK: 

GETTING THE RIGHT MESSAGE 
TO THE BEST AUDIENCE

For many healthcare 
executives and marketers, 
it is easy to get wrapped up 
in achieving the big picture 
of building patient volumes 
or generating more revenue 
by marketing the hospital 
to new patients. However, 
the most important thing 
healthcare marketers can 
do is identify consumers 
with whom they can build 
relationships. 

TAKE THE DETOUR
Instead of marketing a 

uniform message to the general 
public or an overall reputation 
of the hospital as a whole, 
marketers must focus on service 
marketing to a target audience. 

One way to achieve this is by 
identifying previous users of the 
hospital and facilitating access 
for these users to programs and 
services that are suited to their 
individual needs.

For example, hospitals 
characteristically provide many 
opportunities for healthcare 
consumers to develop a 
preference for their services. In 
order to develop a preference 
for a product or service, most 
consumers only have to sample 
or test the product one time. In 
the healthcare arena, sampling 
opportunities, such as health 
fairs, mobile health status 
screenings, or free vaccinations, 
allow consumers to test the 
organization’s services. 

In addition, programs such 
as health information hotlines 
and physician referral programs 
help hospitals develop a better 
understanding of consumers’ 
needs and allow for direct 
channels of communication 
with consumers. 

ARRIVING AT YOUR DESTINATION
While not all roadblocks 

can be foreseen or even 
overcome when it comes to 
healthcare marketing, it’s 
important to remember that 
establishing and executing 
a well-developed marketing 
strategy is critical for success. 
Once you have a map, you can 
get on the road to success.

options. As one of three hospitals located in a rural community 
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PAY ER S A R E BEGIN N ING 
to recognize the wide range 
of cost savings available 
through reducing the 
incidence and prevalence of 
sickness in the fi rst place.  
Employers have much to 
gain from complementary 
medicine—it can help reduce 
absenteeism, reactive sickness 
care, disability, and workers 
compensation costs. 

A far greater potential for 
complementary medicine lies 
in lower-cost proactive health 
management programs that 
can prove themselves to payers.  
Employers can include comple-
mentary medicine in occu-
pational health and worksite 
wellness programs they pay for, 
as well as in programs offered 
by vendors or health insurance 
plans with which they contract. 

According to the American 
Hospital Association, approxi-
mately 82 percent of American 
hospitals use some form of 
complementary medicine. From 
aromatherapy to acupuncture, 
complementary therapy consists 
of therapeutic and diagnostic 
disciplines that are outside the 
realm of traditional therapies.

“Hospitals are moving more 
toward using complemen-
tary medicine in conjunction 
with traditional medicine for 
treatment of their patients’ 
conditions,” says Julie Taw, 
MD, medical director for the 
Center for Integrative Healing 
at Englewood Hospital in 
Englewood, New Jersey. “Fairly 
recently, Englewood Hospital 
established the Center for 
Integrative Healing, which offers 
acupuncture, holistic nutrition 
counseling, stress management, 
and therapeutic massage.” 

A POWERFUL COMBINATION
Many hospitals are recog-

nizing the increased interest 
in complementary medicine 
by providing these therapies 
to their patients. The use of 
traditional medicine is still the 
cornerstone of treatment; how-
ever, many physicians have dis-
covered how powerful the effect 
can be on patients when com-
bining complementary medicine 
and traditional medicine. 

 According to a study by 
Abbott Northwestern Hospital 
in Minneapolis, Minnesota, 
patients who received music 
therapy (complementary) while 
recovering from heart surgery 
(traditional) experienced less 
anxiety and pain. 

SHOW ME THE EVIDENCE
A myriad of medical 

literature supports the 
effectiveness of many 
complementary therapies and 
how they work to improve 
patient satisfaction and 
outcomes. 

The National Resource 
Center for Attention-Defi cit/
Hyperactivity Disorder (AD/
HD) has found a number of 
complementary therapies to be 
successful in improving AD/HD 
symptoms in some patients.

“Here at Englewood 
Hospital, we focus on evidence-
based complementary medicine 
therapy that has shown to be 
effective,” says Dr. Taw. “One 
example is our use of guided 
imagery—a complementary 
therapy technique applied to 
assist patients in using their 
thoughts to visualize improved 
health—on patients before 
and after surgery. This has 
been shown to increase patient 
satisfaction, lessen patient 

anxiety, decrease pain and—as 
a result—reduce patients’ use 
of pain killers, improve wound 
healing, and shorten the length 
of stay in the hospital.”

In addition, a study per-
formed at the University of 
Akron in Akron, Ohio, noted 
that women who were undergo-
ing radiation therapy were less 
anxious and more comfortable 
when they listened to guided 
imagery audio tracks once a day. 

Other complementary 
medicine techniques—includ-
ing meditation and yoga—are 
sometimes used to help patients 
better cope with stress and have 
shown to be useful for chronic 
pain, headaches, anxiety, dia-
betes, depression, and irritable 
bowel syndrome.

DON’T LET YOUR 
CONSUMERS MISS OUT

Today, many complementary 
medicine therapies are not cov-
ered by insurance, causing most 
patients to either pay out of 
pocket or forego the option. 

“Insurance companies 
are also on the losing end. 
Complementary medicine can 
be cost-effective in helping 
prevent disease and allowing 
utilization of more medical 
services, such as medications 
and frequent physician vis-
its,” says Dr. Taw. “Patients 
are becoming more savvy 
and looking into insurance 
companies that provide reim-
bursement for these services. 
Insurance companies should 
consider coverage of comple-
mentary medicine therapies 
for patients to decrease cost 
and improve outcomes.” 

Complementary Medicine Is Here to Stay
{  P A Y E R  P E R S P E C T I V E  }

In the United States, the 
use of complementary 
therapies is on the 
rise, causing insurance 
companies to consider 
coverage of these new, 
alternative medicine 
techniques in correlation 
with traditional therapy 
treatments. 

Did You Know?
According to a survey of 

U.S. cancer patients by The 
American Cancer Society:

61 percent ›  turned to 
prayer for therapy
44.3 percent ›  used 
relaxation techniques
40.1 percent ›  tried 
nutritional supplements  

According to America’s 
Health Insurance Plans, 

in a 2000 survey of 
Fortune 200 companies by 
PricewaterhouseCoopers, 

better than 76 percent of 
respondents said they offer 

some form of complementary 
health care as part of their 
benefi ts package, and cited 

employee demand as the 
primary reason for doing 

so. In addition, 63 percent 
of the benefi ts managers 

surveyed believe that 
complementary health care is 

cost-effective, an important 
factor since many health 

care organizations remain 
skeptical about its therapeutic 

and cost-saving benefi ts.
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SOCIA L N ET WOR KS A R E online communities of people with 
similar interests, and can include blogs, comment threads, polls, 
surveys, videos, or anything else that allows readers to write, post, 
vote, or otherwise participate beyond just reading. Social network 
participants are able to interact with each other through e-mail, 
posted comments and multimedia fi les, instant messages, and chat. 

TO NETWORK OR NOT TO NETWORK
Social networking can be a way for patients and care-seekers 

to interact. I think social networking can encourage healthcare 
marketers to stay in tune with the concerns of their patients and 
community. In turn, marketers will know their audiences better 
and can speak to those needs more directly. 

Social networking could be a positive move for healthcare 
marketers. For example, the Society for Healthcare Strategy and 
Market Development provides a forum for exchanging ideas and 
successes/challenges at www.shsmd.org/shsmd/SIGs/SIGs.html.

GET INVOLVED
Becoming involved in social media requires healthcare marketers 

to be comfortable with transparency and lack of control over 
discussions, although some degree of control is possible. Human 
fi ltering is essential for user-submitted content. Monitoring social 
network postings will require a dedicated communications staff. 
However, the positives of social networks—such as enabling 
patients and potential patients to interact with each other about 
topics of interest—may be reason enough for healthcare marketers 
to try to overcome the challenges. Remember, users trust each 

Exploring 
Social Networking by Erich Gausch

Approximately 6.5 percent of all traffi c on the Web is taken up by social networking. 
This number only continues to grow, which creates an enormous opportunity for 
healthcare marketers to reach their target audience.  

http://dailystrength.org ›
http://www.wegohealth.com ›
http://www.revolutionhealth.com ›
http://www.patientslikeme.com ›
http://organizedwisdom.com ›
http://sermo.com ›
http://reliefi nsite.com ›

https://www.thehealthcarescoop.com ›
http://www.icyou.com ›
http://www.google.com/Top/Health/Support_ ›
Groups/
http://yourtotalhealth.ivillage.com/ ›
http://www.webmd.com (Click on the “News  ›
& Blogs” section.)

http://www.chcf.org ›
http://www.trusera.com/health/ ›
http://health.discovery.com ›
Type “social media” in the site search fi eld, 

and view the article titled, The Wisdom of 
Patients: Health Care Meets Online Social 
Media, and download the full report PDF.

Hit the Target
Creating a variety of 

conversation threads on your 
hospital Web site can engage 
specifi c target audiences, which 
can broaden your traditional 
patient demographic.

Stay in the Loop 
Here are a few resources to help healthcare marketers stay abreast of developments in social media:

Proposed color palette

other sometimes more than 
they believe ads. 

Opportunities on the 
Web evolve rapidly. Be on 
the lookout for chances for 
social networking—including 
optimizing your Web 
site for social media and 
becoming involved in relevant 
communities—that fi t the 
needs of specifi c communities 
of patients. 

Stay tuned for Web 2.0’s 
evolution to 3.0, which 
will enable the public to 
modify the site, participate 
in 3-D, and offer hospitals 
new “intelligence” to get to 
know their audiences.  

Erich Gausch is the new media director for True North. Erich 
has 25 years of experience in journalism, including advertising, 
magazine publishing, and nonprofi ts. He has served as the 
editor of MyHealthPublisher.com since 2001 and is constantly 
working to keep his fi ngers on the pulse of new media 
developments. You can contact Erich Gausch at 
(800) 624-7496 or erich.gausch@truenorthcustom.com. 
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AHA Updates
The latest healthcare news, trends, and industry 
developments from the American Hospital Association (AHA)

AHA Supporting Move to ICD-10

The AHA is coming out in support of a measure to move 
hospitals from the ICD-9-CM coding system toward the new 
ICD-10 coding system. This system is an updated version of the 
previous system, and hopes are high that it will implement a 
stronger coding system in hospitals across America.

Because modern health care is always evolving to include an 
increasingly complex variety of procedures, the AHA believes it 
is necessary for the Centers for Medicare & Medicaid Services 
(CMS) to take the lead in implementing the system. Experts 
believe it would take a minimum of two years to integrate the 
ICD-10 system into hospitals.

As the drive to make this advanced coding system part of the 
standard rules and regulations of hospitals across the country, 
the AHA is looking forward to working with CMS to make the 
transition as smooth as possible.

Where the Money Goes

The AHA recently released research fi ndings about the sources 
of growth in spending at hospitals across America. 

Not surprisingly, hospitals make up the largest percentage of 
the average consumer’s healthcare dollar, accounting for about 
33 percent of healthcare spending overall. Within the hospital, a 
striking majority of the healthcare dollar goes to provide for the 
costs of goods and services purchased. This segment accounted for 
roughly 62 percent of hospital spending between 2001 and 2006.

Breaking down the two-thirds majority spent on goods and 
services to an even more elementary level, the AHA found that 
approximately 41 percent of that segment was used to provide 
wages and benefi ts for hospital employees—and is the biggest 
determinate of hospital spending. Coupled with the shortage in a 
variety of hospital-based positions, spending on employees is likely 

to continue to drive hospital costs in the future.
Another large section of the 

healthcare dollar budget is a 
rising demand for hospital care, 
accounting for about 30 percent 
of spending. A number of factors, 

including the aging population 
and the increasingly complex 
procedural options available to 
patients, are driving up costs in 
this sector.

Administrative Demands

In July 2008, AHA published an intensive study on the 
administrative costs associated with operating hospitals in 
TrendWatch. The study found that the United States spends $465 
billion every year on health administration.

Because the breadth and depth of administrative tasks is so 
broad, the study defi ned “administrative” as anything that does 
not directly involve “hands on” patient care. A difference between 
billing and clinical records—which impacts patient care—and 
other forms of administrative tasks were noted. Ultimately, 
experts agreed that a certain measure of administrative work was 
needed to keep any healthcare organization functioning.

Problems arose for providers and others in the industry, 
however, when the administrative functions began to grow 
cumbersome. Some of the common complaints included excessive 
levels of paperwork and forms that overlap, which can greatly 
diminish effi ciency. 

The study poses challenges to those in the healthcare fi eld, 
asking them to look for opportunities to streamline paperwork 
and administration without compromising quality. It also 
encourages the elimination of redundancy in order to free more 
staff time to see to patient needs.

For more information on these or other news items from 
the American Hospital Association, call (312) 422-3000 or 
visit www.aha.org.
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» NATIONAL BLOOD DONOR MONTH
The need for blood donations never stops. Keep the 
awareness momentum going with informational pamphlets 
stressing the importance of giving blood and letting people 
know they don’t have to wait for an organized drive to give.

» NATIONAL GLAUCOMA AWARENESS MONTH

» THYROID AWARENESS MONTH
More than 27 million Americans have overactive or 
underactive thyroid glands. Nearly half remain undiagnosed. 
Take time this month to educate your community about neck 
and thyroid conditions by preparing pamphlets on testing 
and treatment options available at your facility, as well as 
offer free screenings

February
» AMERICAN HEART MONTH

» NATIONAL WISE HEALTH CONSUMER MONTH

» FEBRUARY 11–17, CHILDREN OF ALCOHOLICS WEEK 
Create an education class to make your community aware 
of the damaging effects of alcoholism on children. Address 
topics such as effects of alcohol on children, how alcohol 
affects mental health, and how a person with an alcohol 
problem can fi nd help in their community. 

» FEBRUARY 14, NATIONAL DONOR DAY

» FEBRUARY 16, NATIONAL WOMEN’S HEART DAY

December
» SAFE TOYS AND KIDS MONTH
December is the time when most toys and games for children are 
purchased. Offer a “What to Buy and Not to Buy” seminar before 
the holidays and hand out brochures about the latest toy recalls.

» READ A NEW BOOK MONTH
Reading to children from as early as 14 months improves language 
and cognitive development, according to a recent national study. 
Take this opportunity to encourage parents to read to their children 
by restocking the kids’ books in hospital waiting areas and pediatric 
units. Organize a children’s book drive as part of a holiday gift 
collection for needy families.

January
» CERVICAL HEALTH AWARENESS MONTH

» NATIONAL BIRTH DEFECTS MONTH
Combine this observance with National Folic Acid Week, January 
8–14, to support healthy pregnancies and healthy babies in your 
community. Give a special prenatal seminar to educate women 
about the role of folic acid in preventing neural tube defects and 

other ways to give their babies a healthy start.

Take this opportunity to encourage parents to read to their children 

‘Tis the Season for 

Heal�  and 
Happiness 
With the help of your hospital, your community can enjoy the 
holiday season and ring in the New Year with creative celebrations 
of health and safety observances. Empower your community and 
hospital staff to fulfi ll their healthy resolutions with these ideas.

other ways to give their babies a healthy start.

Health Observances & Recognition Days

Your Source for National 
Health Observances

The Society for Healthcare Strategy and 
Market Development is proud to present 
the 2009 edition of the Calendar of Health 
Observances and Recognition Days, which 
features dates and descriptions of more than 
250 national health-related observances—
several of which are new this year. 

Every listing in this one-of-a-kind calendar 
includes contact information for each 
observance’s sponsoring organization. This 

must-have resource is the ideal tool to use for organizing and planning 
events for community and school education, outreach programs, health 
fairs, and internal recognition programs. 

To order your copy, call (800) AHA-2626 or visit 
www.shsmd.org/ordercalendar today.
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