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THE COMPLETE GUIDE TO HOSPITAL MARKETING TOOLKITSM
The following forms can be customized to help hospital marketers implement or refine their marketing efforts. Included are a variety of checklists, audits and assessments, marketing management forms, communications templates, and models that marketers can adapt to their particular needs.

THE TOOLS
	Tool #
	Description
	Relates To This Topic

	1
	Branding Checklist
	Branding The Healthcare Experience

	2
	Ad Agency Evaluation
	The Marketing Communications and Promotion Connection

	3
	The Internal Marketing Communications Audit
	Welcome To The Changing World Of Hospital Marketing

	4
	Marketing Communications Vehicles Review
	The Marketing Communications And Promotion Connection

	5
	Auditing Your Marketing Information System
	Healthcare Marketing Information

	6
	The Internal Marketing Plan
	Healthcare Marketing Information

	7
	Website Assessment
	New Media And Non-traditional Marketing Approaches

	8
	Project Prioritization
	Marketing Management

	9
	Letter of Expectations
	Marketing Management

	10
	Project Management Checklist
	Marketing Management

	11
	Service Line Assessment For Marketing Planning
	Marketing For And With Physicians

	12
	The Healthcare Marketer’s Career Assessment Exercise
	Managing Your Healthcare Career
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TOOL #1:
 BRANDING  CHECKLIST
	SCORING
0=Not at all

3=Yes, but not completely

5= Absolutely
	KEY QUESTIONS
	IF NOT A “5”, WHY NOT?
	ACTION TO BE TAKEN: WHO, WHAT, WHEN

	
	Have we developed a positioning platform to guide our internal and external communications?
	
	

	
	Does the positioning platform express a specific attribute or attributes for which we want to be known?
	
	

	
	Is the brand identity (look, tone, feel of communications) creating a sense of cohesiveness for the organization?
	
	

	
	Are consumers’ perceptions of the image consonant with our internal perceptions?
	
	

	
	Do our operations the fulfill the brand promise?
	
	

	
	Has consumer perceptions research been conducted on a systematic basis to determine awareness and preference gains?
	
	

	
	Is our brand message strong and does it reflect the brand image we want people to have about us?
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TOOL #2:
AD AGENCY EVALUATION
Name of Agency _______________________________________Date ____________________             

Account / Project:______________________________________________________________
Scoring:


5
Excellent


4
Very Good


3
 Satisfactory


2
Marginal


1 
Unacceptable 


 

   
· Understanding of our marketing situation and business goals 

Score______

COMMENTS:


· Developing innovative and integrated creative solutions for our 

organization 







Score______    COMMENTS:

· Quality standards and attention to detail 




Score______

COMMENTS:

· Effective working relationship with our staff 




Score______

COMMENTS:
· Quality and frequency of reports, updates, presentations etc. 


Score______

COMMENTS:

Overall Performance: 







Score______
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[image: image2.emf]TOOL #3: The Internal Marketing Communications Audit

In place and optimal (3 

pts.)

In place but needs 

improvement (2 pts.)

Not in place (1 pt.) SCORE

Have you conducted an internal marketing 

audit including all written, electronic, and 

in- person communications?

Does your organization have a nutritive 

culture?

Hasyour organization performed a self-

image gap analysis?

Is there an internal marketing plan in place 

aimed at and developed with teams of 

employees, provider staff, volunteers, and 

outsourced contractors?

Is an employee attitude survey conducted 

at least every two years?

Have your departments developedan 

internal marketing relationships work 

chart?

Is there a systematically updated “living  

the brand” program for  both new and 

existing employees,medical staff, and 

service line leaders?

Scoring:  21= Black Belt; 15-21= Good;  Below 15= Attention Needed  Total Score

:   /21
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TOOL #4:
MARKETING COMMUNICATIONS VEHICLES REVIEW

[image: image3.emf]Communications Vehicle Description Significant Competitor 

Presence

Relative ROI/Cost PrimaryUse Best For Target Group Recommendations

Directories Yellow Pages

Specialty  Directories

InternetDirectories

Website Basic web site

Blog Personalized  

communications on web site

Internet sponsorships Google-type banner or box 

ads on web sites frequented 

by target demographic 

groups

Traditional sponsorships Sponsorship of speaker 

programs, sports teams,

etc.

Collateral Written material such as 

brochure, displaycards

Outdoor Transit, vinyl  and electronic 

boards

Newsletter (hardcopy or e-

zine)

Monthly, bi-monthly, or 

quarterly.  

Direct Mail Post-card, letter,CDor 

brochure. Use to get people 

to a free screening or to an 

open house for practice

Special Events Holding an open house, 

screenings, health fairs

Advertising (print, electronic) Ads in newspapers, 

magazines, radio, tv

Publicity Coveragein local news, 

medical journals, and 

newsletters. Eg:  Metro-

Parent, Milwaukee Woman

Personal Selling Housecalls,speaking 

engagements
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In place and optimal (3 

pts.)

In place but needs 

improvement (2 pts.)

Not in place (1 pt.) SCORE

Are key service line portfolio 

analyses in place?

Is a community attitude survey 

completed every other year?

Have patient pathways been 

developed for each of the critical 

service lines?

Is a physician attitude survey 

conducted at least every three 

years?

Is an up to date qualified list 

kept of the major physician 

referrers?

Is an employee attitude survey 

conducted periodically?

Is an employer research updated 

periodically?

Is focus group research regularly 

done to deepen the 

understanding of key 

constituencies

Is mystery shopping employed to 

test service delivery 

performance?

3
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Group Strategies Action Steps Implementors Time Frame

Employees Continually informall employees of 

ABC Hospital’s current and 

projected business situation

Monthly e-letter from CEO (“TheBrand 

Stand”)

Customized intranetdashboards on 

quality and safety, financial, market 

developments

IT 

Marketing 

Chief Medical Officer

Monthly

Daily

Other groups(medical staff, 

residents, volunteers, nursing, 

etc.

Goal: To increase staff’s identification and affinity with our brand message and values

•

Knowledge of the mission  

•

Knowledge of strategic issues  

•

Intra and inter-departmental communications 

3
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TOOL #7:
WEB SITE ASSESSMENT
Criterion


Score

Comments

	Searchability
· Search engine optimization
	
	

	Site Structure/Navigation

· speed of page loading

· ease of moving within pages
	
	

	Interactivity

· opportunities for two-way communication
	
	

	Layout

· friendliness

· interest
	
	

	Content

· clear and consistent 

· consonant with other forms of communication

· usefulness
	
	

	Links to other Sites

· helpfulness


	
	


Scoring:
1=poor



2=fair



3=average



4=above average



5=great
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TOOL #8:
PROJECT PRIORITIZATION
Rank project requests according to the following criteria. Score the project’s conformance with each criterion on a 1-7 scale, where 1= Very Low and 7=Extremely high. Use round numbers only.

CRITERIA


           SCORING

COMMENTS
	Does the project requested measurably advance the achievement of one or more organization-wide initiatives in our strategic plan?
	
	

	When implemented, will the project increase profitability for the clinical service and/or lead to an improved financial situation for our other clinical offerings?
	
	

	Will the project positively contribute to our organization’s image?
	
	

	Is the project time sensitive such that our organization could be adversely effected if the project is not initiated within the year?
	
	

	Does the project measurably support achievement of a key service line initiative?
	
	

	Does the project require the marketing department’s involvement?
	
	

	Are there less expensive yet equally effective alternatives to the project?
	
	


Scoring :
A-Type Projects:  Above 42.
These are the projects that should rank how on your list to do. They are of strategic importance and touch many areas of the organization. To ignore these projects will put your job longevity in peril! 

Examples of A-Type Projects:
· Image advertising campaign
· Customer service initiatives

B-Type Projects:  28-42

These projects are important because they affect one or more critical areas of the organization. 

Examples of B-Type Projects:

· Promoting the Cancer Center

· Developing an e-zine on the organization’s web site

C-Type Projects:  14-28
These projects do not have strategic importance but are time sensitive and they still require marketing’s involvement.

Examples of C-Type Projects:

· Brochures for individual departments
D-Type Projects:  Below 14

These are projects that are not generally time-sensitive, have very low yield on the use of your time and budget, or could possibly be undertaken by another department.

Examples of D-Type Projects:

· Designing a logo for the chief of staff’s son’s little league team

· Buying balloons for the health fair
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TOOL #9:
LETTER OF EXPECTATION FOR USE WITH INTERNAL CLIENTS
Please let this serve as a letter of agreement between (internal client) and the ABC Hospital Marketing Department for (project). As we discussed at our initial conference meeting on (date), we understand you are requesting the marketing department’s assistance in (brief description of the request).
The work plan attached to this letter will serve as the basis for managing the resources and time commitments associated with this project (attach work plan).  We agree that this project will be deemed successful through these measures (state measures). Based on our preliminary assessment, we believe this project can be successfully completed by (date) at an estimated cost of ($) to be funded by (source or sources of funding).

We also agree on the following mutual responsibilities:
Responsibilities of  Requesting Department:

· Assign a project liaison who will be able to coordinate with the marketing department and to expedite approvals and decision making

· Provide all information necessary to successfully implement the project
· Assist with completion of key tasks where deemed necessary and appropriate

· Sign off on the project scope, workplan, budget estimate and source of funding.

Responsibilities of Marketing Department:

· Assign a principal who will coordinate all project details with the project liaison

· Manage the project details and the completion of the key tasks involved

· Complete project on timely basis in accordance with the project scope and budget.
Please note that any change in the scope of the project or an unforeseen event could affect the timetable and/or budget. If this should occur, we will re-asses the project with you to determine a satisfactory and workable solution.
We look forward to working with you on this exciting project. Please sign and date the attached work plan and return to the marketing department to indicate your agreement with the above and to initiate this project.

Sincerely,

(Name of marketing principal)

____________________

(Signature of Requestor)
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TOOL #10:
PROJECT MANAGEMENT CHECKLIST: EXAMPLE
	REQUESTING SERVICE
	PRINCIPAL LIAISON
	PROJECT TYPE
	PROJECT TRACKING NO.
	TASKS COMPLETED
	TASKS REMAINING
	COMMENT
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TOOL 11:
SERVICE LINE ASSESSMENT FOR MARKETING PLANNING 

Please answer these questions to the best of your ability as your answers will significantly help the development of the service line marketing plan.
1. Clinical Review
a. Describe the service line’s scope of services with respect to:
· Preventive care
· Inpatient care
· Outpatient care
b. Describe any program strengths and weaknesses.
c. Describe any newer methods of clinical care, e.g. minimally invasive techniques.
d. Describe any components of the service line that are outsourced or offered at a remote location.
e. What organizations are you aware of that would serve as sites of best clinical practices for the service line?
2. Market Review

Describe the marketplace dynamics with respect to market position, competitive challenges, and growth opportunities for the service line.

3. Quality Achievements
How does the service line compare with its competition with respect to outcomes, patient safety, and patient satisfaction? What measures exist to demonstrate these achievements?

4. Referral Flow
What are the principal referral sources? Quantify by all sources if possible. 
5. Perspectives of Consumers and Referring Physicians
Has primary research been carried out with consumers to determine awareness, preference, and post-experience perceptions?  What are the topline findings?

Have the top referring physicians been surveyed to determine their satisfaction levels with clinical and non-clinical aspects of the service line?  What are the topline findings?

6. Outmigration From the Service Area
To what extent are potential patients being referred to competitor health care organizations outside the service line’s defined service region (quantify where possible).

What are the primary explanations for outmigration?

7. Care Coordination Processes
Describe the manner in which patients access the service line, from first contact through development and communication of the care plan.

Identify the potential “fail points”, i.e. the specific patient/provider interactions where customer satisfaction is measured.

Is there a primary “clinical advocate” who can assist patients with questions, concerns, and key decisions?

8. Clinical Services Interdependencies

What clinical services outside the service line are essential to the success of the line?

What cross-marketing opportunities exist with other clinical services?

9. Potential Partnerships And Affiliations
Are there opportunities to associate with clinical programs and organizations outside of our organization, e.g. affiliations with academic medical centers that help to round out the service line’s offerings?
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TOOL #12:
THE HEALTHCARE MARKETER’S CAREER ASSESSMENT              EXERCISE 


Every professional must actively manage his or her career. This is just as important to your employer as it is to you, as your success and the success of your employer hinges on mutual satisfaction of goals and expectations. This tool can be useful for assessing your career’s development and how you are progressing in your goals and aspirations as a healthcare marketing professional.

I. MY VISION FOR MY CAREER:
· Why did I pursue healthcare marketing as a profession (state at least two reasons)?

· Are these reasons still as relevant today to my vision for continued career development? If not, why not?

· Am I setting personal goals and expectations for myself and do I set milestones for their accomplishment? How often do I review my progress?

My Personal Goals And Expectations  
Milestones
           

Progress

	Direct and manage a major branding or service line campaign initiative
	Within three years 
	

	Etc.
	
	

	
	
	


II. MY ASSESSMENT OF MY ATTRIBUTES AND SKILL COMPETENCIES:
· What skills and attributes do I have to offer my current employer?

Attributes
Evidence I Have Demonstrated Mastery
	Self-motivation
	

	Team-building
	

	Internal consulting
	

	Adeptness with available resources
	

	Ability to create enthusiasm within the organization
	

	Produce profitable customer sales
	

	Etc.
	


Skill Competencies



Evidence I Have Demonstrated Mastery

	Ability to fully analyze a marketplace
	

	Conduct a feasibility study for a new service
	

	Develop a service line marketing plan in concert with service line leadership
	

	Plan an direct a successful major marketing campaign/promotional initiative
	

	Create an internal customer marketing plan
	

	Conduct on-going marketing management development courses for service line directors
	

	Put in place a crisis communications plan
	

	Build a collaborative and outcome-driven process with community agencies and organizations
	

	Actively manage a highly effective and vigorous physician/provider relationship building program
	

	Etc.
	


III. ALIGNMENT OF EMPLOYER AND YOUR OBJECTIVES
Objectives of My Employer     My Objectives
        Degree Of Alignment
	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


IV. MY PERSONAL POSITIONING STATEMENT
1. How do I want to be viewed by my current employer or future employers?

___________________________________________________________

2. What steps will I take to make this perception a reality?
___________________________________________________________

V. ACTION PLAN
I will pursue these career enhancement strategies this week:

______________________________________________________________________________

I will pursue these career enhancement strategies this month:

I will pursue these career enhancement strategies this year:

______________________________________________________________________________
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TOOL #3: The Internal Marketing Communications Audit

				In place and optimal (3 pts.)		In place but needs improvement (2 pts.)		Not in place (1 pt.)		SCORE

		Have you conducted an internal marketing audit including all written, electronic, and in- person communications?								

		Does your organization have a nutritive culture?								

		Has your organization performed a self-image gap analysis?
								

		Is there an internal marketing plan in place aimed at and developed with teams of employees, provider staff, volunteers, and outsourced contractors?
								

		Is an employee attitude survey conducted at least every two years?
								

		Have your departments developed an internal marketing relationships work chart?

								

		Is there a systematically updated “living  the brand” program for  both new and existing employees, medical staff, and service line leaders?
								



 Scoring:  21= Black Belt; 15-21= Good;  Below 15= Attention Needed  Total Score:   /21
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TOOL #5:	Auditing Your Marketing Information System

				In place and optimal (3 pts.)		In place but needs improvement (2 pts.)		Not in place (1 pt.)		SCORE

		Are key service line portfolio analyses in place?
								

		Is a community attitude survey completed every other year?
								

		Have patient pathways been developed for each of the critical service lines?
								

		Is a physician attitude survey conducted at least every three years?
								

		Is an up to date qualified list kept of the major physician referrers?								

		Is an employee attitude survey conducted periodically?
								

		Is an employer research updated periodically?
								

		Is focus group research regularly done to deepen the understanding of key constituencies								

		Is mystery shopping employed to test service delivery performance?
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Communications Options Review

		Communications Vehicle		Description		Significant Competitor Presence		Relative ROI/Cost		Primary Use		Best For Target Group		Recommendations

		Directories		Yellow Pages
Specialty  Directories
Internet Directories										

		Website		Basic web site										

		Blog		Personalized  communications on web site										

		Internet sponsorships		Google-type banner or box ads on web sites frequented by target demographic groups										

		Traditional sponsorships		Sponsorship of speaker programs, sports teams,  etc.										

		Collateral
		Written material such as brochure, display cards										

		Outdoor		Transit, vinyl  and electronic boards										

		Newsletter (hardcopy or e-zine)		Monthly, bi-monthly, or quarterly.  										

		Direct Mail		Post-card, letter,CD or brochure. Use to get people to a free screening or to an open house for practice
										

		Special Events		Holding an open house, screenings, health fairs										

		Advertising  (print, electronic)		Ads in newspapers, magazines, radio, tv										

		Publicity		Coverage in local news, medical journals, and newsletters. Eg:  Metro-Parent, Milwaukee Woman										

		Personal Selling		Housecalls, speaking engagements										
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TOOL #6:	The Internal Marketing Plan

		Group		Strategies		Action Steps		Implementors		Time Frame

		Employees		Continually inform all employees of ABC Hospital’s current and projected business situation		Monthly e-letter from CEO (“The Brand Stand”)

Customized intranet dashboards on quality and safety, financial, market developments		IT 
Marketing 
Chief Medical Officer		Monthly



Daily

										

										

										

										

		Other groups (medical staff, residents, volunteers, nursing, etc.
								









Goal: To increase staff’s identification and affinity with our brand message and values

Knowledge of the mission  

Knowledge of strategic issues  

Intra and inter-departmental communications 
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