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Since the mid-1990s, Baird has
helped healthcare organizations
nationwide improve the patient
experience and enhance
organizational culture. Baird's
culture assessment and diagnosis
include experience mapping,
medical mystery shopping, and
focus groups to reveal the real
customer experiences within your
organization. Using your patients'
experiences, Baird and her team
prescribe critical next steps for
improving patient satisfaction and
HCAHPS scores.

There’s a brand/experience disconnect in many healthcare
organizations (and, frankly, in many organizations across other
industries as well). Here’s the challenge: There are (at least) three key
players who have the potential to either contribute to this disconnect—
or eliminate it:


The marketing department—the people creating the brand
strategy, positioning and brand promise



The patient experience (PX) department—the people focusing on
improving patient satisfaction scores and ensuring great patient
experiences



Operations—the clinicians and ancillary staff that deal directly
with patients and other customers every day

You may assume that these teams are on the same page; unfortunately,
they’re often not! Most of the time these groups are working within
their own silos, focused on the work they need to get done and the
things they feel directly responsible for: creating the messaging,
improving the patient experience, delivering the experience.
I have many opportunities to interact with healthcare marketers who
are generally very passionate about culture enhancement and service
excellence. Yet they’re often shut out of the process of considering, or
contributing to, the patient experience. The marketers I know work
really hard to carefully craft messages and target key stakeholders.
They’re the guardian of the brand, and yet they’re frequently not invited
to the patient experience table. Because they aren’t involved in direct
patient care, they’re often kept at arm’s length from the patient
experience strategy and execution.
Think how powerful your brand, and the patient experience, could be if
you could just get all of these players moving in the same direction and
sending the same messages. You can! Here’s how.
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Bring leaders from marketing, PX and operations together to
develop a shared understanding of the brand promise. What
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would consistently delivering a positive patient experience look
like? How will you ensure that you deliver on that promise with
every encounter, with every customer, every single day of the
year?


Engage the front line—the people who are in the trenches doing
the work. Make sure they understand the brand promise and,
most importantly, how their work supports the promise in
concrete ways.



Reinforce your brand promise messaging consistently in your
internal communications, and tie that messaging back to the
values and standards of the organization.

Marketing is often misunderstood by organizations both within and
outside of the healthcare industry. Marketing is not synonymous with
advertising. Marketing is delivering a consistent, and consistently
aligned, experience. Yes, the brand promise should come through in a
very visible fashion in your advertising. But, the positive messages you
convey through your advertising needs to be supported when patients
receive care in your organization. If your advertising talks about your
compassionate, personalized care, but the care the patient receives
when he or she comes to your emergency room is anything but, that’s a
problem.
How to solve it: make it match!
Interested in learning more? We’ll be presenting a session on “Moving
From an Influencer to a Change Agent” at this year’s annual SHSMD
convention in Seattle.
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