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Strategy to Execution for Health Care Professionals
Aligning Leaders, Staff and Physicians with  
Organizational Strategic Plan is Essential to Success

Atrium Health successfully 
created an Office of Strategy 
Management to serve as the 
galvanizing energy and primary 
orchestrator for key strategic 
initiatives. 

Healthcare organizations 
 have historically experienced a significant 

gap in strategic performance because of a 
disconnect between strategy formulation 
and execution. Atrium Health, formerly 
Carolinas HealthCare System, recognized 
over a decade  ago the need to establish an 
Office of Strategy Management (OSM) to 
help address the problem. Since then, the 
OSM has evolved into a high-performing 
Strategic Services Group (SSG) that 

excels at both strategy development and 
implementation. 

“It all starts with having a unifying 
central purpose,” said Elizabeth Popwell, 
vice president and strategy executive for 
Atrium Health, one of the largest not-
for-profit health systems in the nation 
with the seventh largest medical group, 
44 hospitals, 65,000 teammates and over 

S T R A T E G Y
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900 care locations across North and South 
Carolina. “In 2016, under the direction of 
President and CEO Gene Woods, the SSG 
partnered with our C-suite; clinical, opera-
tional and business leaders; physicians and 
employees to develop a revised mission and 
vision for Atrium Health. The vision is sup-
ported by overarching strategies and annual 
objectives and initiatives that became the 
cornerstones of a four-year strategic plan 
that we call our strategy map. This integrated 
approach has enabled us to align our entire 
organization around executing the plan 
and achieving health systemwide success,” 
Popwell said.

Best Practices 
at Work
SSG leadership drew 
heavily on best practices 
both inside and outside 
of health care as their 
model evolved over time. 
Examples include the Proj-
ect Management Institute 
website, Playing to Win by 
A.G. Lafley & Roger L. Martin, and The 
Execution Premium by Robert S. Kaplan, 
Ph.D., and David P. Norton, D.B.A. “Many 
aspects of our SSG have been borrowed from 
leaders such as Michael Porter, Ph.D.; Eliza-
beth Teisburg, Ph.D.; and Robert Kaplan as 
well as other leading health systems,” said 
Popwell. In fact, the term Office of Strat-
egy Management was initially coined in a 
Harvard Business Review article authored by 
Kaplan and Norton.

“Some organizations have a multitude 
of priorities; but that can dilute your focus, 
divert finite resources in too many direc-
tions, and fragment the overall effort,” said 
Popwell. “Our goal is to always concentrate 
on those vital few things that will differenti-
ate us from competitors. 

One best practice that the SSG employs 
is scenario-based planning. “We pay a lot 
of attention to industry trends that may 
impact or accelerate our strategic goals,” 
Popwell explained. “We look at multiple 
angles of trends and opportunities to de-
termine our tactics.” The OSM function in 
any organization can be the key driver of 

this process because it is able to see across 
the organization as well as serve as a cen-
tral source for environmental scanning 
data; competitive information; and local, 
regional and national trends. Using a data-
driven approach, the OSM can facilitate 
informed discussions among leaders across 
the organization.

Another best practice at Atrium Health 
is utilizing what’s called “One Scorecard.” 
“This is a version of a balanced scorecard 
with a few key differences,” said Mike 
Trumbore, assistant vice president of SSG 
business analytics, “First, One Scorecard 
was designed to mirror the strategy map 
and the set of cascading measures that align 
to the strategy goals on an annual basis 
and over a three-year horizon. Second, it 
is the front page of an analytics application 

that provides detailed 
views of performance 
measures. And, fi-
nally, One Scorecard 
is organized to allow 
direct comparison of a 
leader, facility or prac-
tice to their internal 
peers with full trans-
parency. Culturally, 
leaders are aligning 

their operational review meetings around 
the One Scorecard performance indicators 
and tracking action planning to remediate 
lapses in performance,” Trumbore said.

Competencies Within an OSM
In order to move a traditional planning or 
business development department toward 
the OSM model, Popwell and the SSG 
team recommend that staff with the fol-
lowing competencies be recruited:

●● Change management:  This is the 
most important skill set to have in an 
OSM, since, by its nature, the OSM 
will disrupt the traditional silo struc-
ture that’s so prevalent within health care 
organizations.

●● Project management:  This skill set 
is critical because OSM staff will be 
hands-on in terms of ensuring projects 
move beyond conceptualization through 
execution and evaluation.

Some organizations have 
many strategic priorities. 

Atrium Health’s goal 
is to concentrate on a 

few vital strategies that 
differentiate the health 

system from competitors.

Strategy to Execution for Health 
Care Professionals

(continued from page 1)
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●● Influence and negotiation:  A critical 
piece of change management, this role 
is important to securing buy-in among 
various stakeholders.

●● Executive facilitation:  Knowing how 
to identify and work with leaders with 
varying levels of interest and commitment 
to initiatives is essential in overcoming 
barriers to success. 

●● Storytelling:  Being able to create a 
compelling strategy story and commu-
nicate it effectively is integral to aligning 

all stakeholders and employees with 
the strategy.

Planning for Success
Management action planning is what Atrium 
Health uses to monitor its strategic plans 
and targets. Popwell recommends keeping 
some key tenets in mind during this process. 
“Always determine what winning looks like, 
first. Where do you want to be in one year 
or five years? Then determine the actions and 
tactics you need to be successful as well as 
timeframes, accountable leaders and measures 
of success. Remember, strategy is ultimately 

about the choices you make that will distin-
guish you in the eyes of your customers.” 

To learn more, access the SHSMD U 
on-demand course entitled “Strategy to 
Execution for Health Care Planners” at 
shsmd.org/strategy.

This article features an interview with:
Elizabeth Popwell
Vice President and Strategy Executive

Atrium Health

Charlotte, N.C.

704-297-9027

Elizabeth.Popwell@atriumhealth.org

Leveraging Office of Strategy Management  
Model to Drive Health System Success

Atrium Health designed its Office of Strategy Management 
(OSM)—now known as the Strategic Services Group—to be 
an accelerator, facilitator and integrator in order to achieve the 
objectives of the health system’s strategic plan. 

The OSM as the Accelerator
1. Scorecard management: Design and report on 

scorecard measures.

2. Organization alignment: Ensure  
leaders, staff and physicians at 
all levels of the organization 
understand how to align 
with the strategy. 

3. Strategy reviews: 
Conduct strategy 
reviews and 
encourage thought-
provoking dialogue.

The OSM as 
the Facilitator
4. Strategic planning: 

Help the senior 
executive team 
formulate the strategy 
and scenario-based 
plans.

5. Strategy communication: Partner with corporate communications 
to inform and educate employees about the strategy and the role 
they play.

The OSM as the Integrator
7. Planning/budgeting: Partner with 

finance, human resources, information 
technology and marketing leaders to 
ensure alignment and cohesion. 

8. Workforce alignment: Work with 
organizational development to 
help all employees understand 
how they can link their work to 

strategic goals. 

9. Best practice sharing: 
Facilitate processes to 
identify and share best 
practices.

An OSM serves 
as the integrator, 

facilitator and 
accelerator driving 

organizational 
strategic planning.

6. Initiative management: Partner with organizational 
leaders to formulate initiatives to achieve the strategy.

Integrator

Accelerator

Facilitator
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Learn how Florida Hospital 
channeled disruptive innovations 
into a powerful branding campaign 
that reversed a decline in consumer 
preference and hospital utilization. 

In a world that keeps sending disrup-
tive innovations like shock waves through 
the health care landscape, how can health 
systems better meet the demands of today’s 
time-starved, information-overloaded con-
sumers? Florida Hospital needed to figure 
it out—and quickly.

Despite years of being the market leader, 
Florida Hospital was seeing its commanding 
market position decline exponentially in 
2016. A flagship of the Adventist Health 
System, Florida Hospital’s care network is the 
largest and most comprehensive in Central 
Florida. NRC recognized it as the No. 1 
choice of consumers in the marketplace 
for over 21 years. By early 2017, however, 

its top-of-mind awareness had shrunk to a 
thin advantage over other hospitals in the 
region of just 20 percent, when previously it 
was the market leader by nearly 40 percent. 
Even worse, its emergency room preference 
differential was down to just eight points 
above its primary competitor. 

“We realized we live in an ‘on-demand’ 
world where Amazon sets the standard 
for a frictionless customer experience,” 
said Sharon Line Clary, vice president 
of marketing at Florida Hospital. “The 
‘aha’ moment came when our new CEO 
articulated a bold and powerful vision for 
us. He realized we needed to build the 
technological infrastructure that met people 
where and how they wanted to access care, 
which was online using their mobile devices. 
And the vision also required a clutter-
busting branding strategy to get the word 
out. The result was our campaign, ‘Someday 
Starts Today.’”

The Power of Purpose-Driven Branding in the Age 
of Disruptive Innovation

Defining a Purpose-Driven Brand
At the crux of the campaign was a focus 
on “why.” Said Clary, “A 10-year study by 
Millward Brown demonstrates that purpose-
driven brands dramatically outperform the 
market. People don’t buy what you do, they 
buy why you do what you do.” For Florida 
Hospital that meant crafting a powerful 
brand purpose and deploying key messaging 
that conveyed the essence of the Adventist 
hospital’s mission. 

Billboard

Purpose-driven brands 
dramatically outperform the 

market. People don’t buy what 
you do, they buy why you do 

what you do.

B R A N D I N G
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Someday Starts Today 
With more access to healthcare than any previous 
generation could have dreamed. With medical experts 
located in every Central Florida neighborhood. With a 
goal of making the entire healthcare process easy for 
each patient and family. Good news: you don’t have 
to wait. It starts today, with Florida Hospital’s Care 
Network. Discover how at SomedayStartsToday.com.

Member of

“For decades the medical community has 
been full of empty promises,” Clary said. 
“‘Someday we’ll cure cancer. Someday you 
won’t get a hospital bill.’ We wanted to put 
a stake in the ground and declare to the 
world that for us, someday starts today. 
Our branding campaign was built on the 
platform of who we are: innovators; leaders; 
medical experts who set new standards in 
care and access.”

Before rolling out the campaign, the 
Florida Hospital team created a proprietary 
dashboard tool that measured not only the 
traditional metrics such as consumer pref-
erence and market share, but the financial 
impact on service-line profitability.  “Finance 
always wants to question why more money 
is being diverted to marketing: What are we 
getting for this additional expense? With this 
campaign our goal was to build the brand 
and volume. The tool we created is finance 
approved to reflect the full contribution 
of our marketing efforts.” The alignment 
from the C-suite through operations and 
marketing was critical to verifying success, 
according to Clary. 

The Power of 
Mixing Media
The campaign first deployed in 
April 2017 with a focus on overall 
branding. Soon after, the cam-
paign focused on sports medicine, 
oncology and cardiovascular health 
to build those service lines. In phase 
three the campaign promoted the 
emergency room and the retail 
settings of urgent care and virtual 
online visits. Throughout, power 
words such as “trusted,” “conve-
nient” and “connected” under-
scored the brand promise to deliver. 

A mix of owned media promo-
tions such as a dedicated website 
and social media, a comprehensive 
paid advertising campaign using 
newsprint and billboards, and 
earned media yielded impressive 
results. By the first quarter of 2018, 
just one year after the campaign 
deployed: 

●● Top-of-mind awareness for 
Florida Hospital had risen to 
over 60  percent, more than 
35 points higher than its closest 
competitor. 

●● The emergency room prefer-
ence differential had risen to 
27 points from the low of just 
eight points one year earlier. 

In addition, the “Someday 
Starts Today” campaign has won 
multiple awards, including the 
most recent Silver Award in the 
Integrated Campaign Category 
at the 2018 Summit International 
Creative Awards. The competition 
included over 5,000 submissions 
from 26 countries. 

“We feel that really defining 
our purpose and being true to  
our DNA made the difference 
in the success of this campaign,” 
Clary added. “Not only have 
we seen measurable increases in 
volume, our preference scores are 
now the highest than they have 
ever been.” 

This article features interviews 
with: 
Sharon Line Clary
Vice President of Marketing

Florida Hospital

Orlando, Fla.

407-303-9894

SharonLine.Clary@flhosp.org

Jason Brown
CEO & Chief Strategy Officer

Brown Parker & DeMarinis 

Advertising

Boca Raton, Fla.

561-276-7701

Jbrown@bpdadvertising.com

Print Advertisement

Website
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Learn how two diverse health care 
organizations find feature story 
angles that earn media attention in 
a cluttered marketplace.

In an era when “content is king,” sto-
rytelling has never been more crucial for set-
ting a health care organization apart from the 
competition. Patients today choose providers 
based on positive reviews and memorable 
stories. And while reporters often cover news 
on medical breakthroughs, many hospitals 
and health systems are finding that feature 
stories are getting harder to place due to 
shrinking news staffs and the consolidation 
of media outlets across the country. 

“In this environment, PR professionals 
need to be more strategic and creative in 
their approaches with reporters in order to 

health content,” said Mann. If you can 
hand them a compelling story with very 
little effort on their part, that’s a big plus.” 
She added, “Reporters now have to do a lot 
more than they used to in terms of tweeting 

and doing social media, 
and they have to provide 
material for their news 
outlet’s website. So even 
if your story doesn’t 
make the front page or 
6 o’clock broadcast, it 
may still end up on the 
website.

Lesser focuses on 
developing feature stories to showcase 
the compassionate clinical care of her 
community-based medical center. “I keep 
my eye out for the quirky, interesting and 

Uncovering Hidden Gems
PR Stories That Make Your Hospital Stand Out

successfully land a great feature story,” said 
Leah Lesser, public relations manager at Em-
erson Hospital in Concord, Massachusetts. 
“The more timely and unique your pitch, 
the more likely it will get noticed in the 
newsroom and end up 
on TV, radio, in print 
and/or as a popular 
social media post.”

Rhonda Mann, 
director of communica-
tions at Tufts Medical 
Center (MC) in Bos-
ton, agrees. “Despite 
the fact that health 
is one of the most Googled topics on the 
internet, many newsrooms no longer have 
dedicated health reporters. This often leaves 
editors and producers scrambling to find 

Be sure to promote your 
media placements to 

internal audiences. This 
inspires staff to share even 
more story ideas with you.

M E D I A  R E L A T I O N S
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unique stories at my hospital.” For example, 
she earned major media placements with 
a feature about parking valets who sing to 
patients as they arrive at the hospital. “I also 
look for truly inspiring patient stories. One 
of our bariatric patients lost over 100 pounds 
and ran a marathon one year after his sur-
gery. He never imagined that he would be 
able to do that.”

Although their organizations could not 
be more different—Emerson Hospital is a 
community medical center located in the 
suburbs outside Boston, and Tufts MC is 
a large urban academic medical center—
Lesser and Mann have both found success 
with their approaches to mining media 
gems. Read on for tips on their top-five 
ways to find compelling health care stories.

Five Tips for Finding 
Compelling Health Care 
Stories in Your Organization

1. Get to know people in 
your organization. “Many PR 
professionals don’t even have 

offices in their hospital,” noted Mann. 
“It’s amazing what you can observe 
and learn in your cafeteria during 
peak times,” said Lesser. “Our director 
of food services is one of my best PR 
sources.” Employees who have worked at 
a hospital for a long time are often filled 
with great historical perspectives and can 
be very well-connected. Staff who are not 
clinicians but who interact with patients 

In this environment, 
PR professionals 
need to be more 

strategic and 
creative in their 
approaches with 

reporters in order to 
successfully land a 
great feature story.

can also provide fresh human interest 
stories, such as Emerson’s singing valets.

2. Consider breaking news 
tie-ins. Even though it is located 
in Massachusetts, far away from 

where Hurricane Irma struck the 
southeast last fall, Emerson received 
favorable coverage 
during the storm. A 
Florida couple whose 
baby was due any day 
fled when the hurricane 
changed course and 
was bearing down on 
their hometown in 
Sarasota. They made 
the decision to drive 
26 hours to a relative’s 
home near Concord 
where the baby was 
delivered at Emerson Hospital shortly 
after their arrival.

3. Hijack news for social 
posts. When the movie “The 
Incredibles 2” made headlines 

for a scene which may cause seizures 
in those with photosensitive epilepsy, 
Tufts MC posted a CNN article on 
the subject, along with a comment 
from one of their neurologists, on 
Facebook. “By posting a quick quote 
from one of your experts, you can make 
any breaking medical story your own,” 
Mann said.

4. Always be on the lookout for 
feel-good stories near holidays. 
Emerson Hospital achieved feature 

coverage when it circulated the story of 
a breast cancer survivor who distributed 
Valentine’s Day goody bags with candy 
to patients in the same infusion center 
where she underwent chemotherapy. 

“She remembered the 
metallic taste it left in her 
mouth, and she wanted the 
sweets to help other patients 
know that someone cared,” 
explained Lesser.

5. Wa t c h  f o r 
unique, impactful 
stories. Accounts of 

patients who come back 
from a major illness or injury 
and accomplish heroic physi-

cal feats, such as skydiving, make for ex-
cellent feature ideas. That was the case 
for Tufts MC, which did a slideshow on 
its website and in social media about a 
heart transplant patient who went back to 
skydiving just five months after surgery. A 
local TV station saw the post and turned 
it into a news story.
When you achieve a placement, be  

sure to share media coverage with your 
internal audiences. This inspires staff to 
share more stories with you and can even 
generate additional story ideas. Finally, 
always remember your best employee news 
sources during Hospital Week and Nurses 
Week. A hand-written note and chocolates 
sent to your sources are a memorable way 
to keep the lines of communication open 
and the pipeline of media gems coming 
your way.

This article features interviews with:
Leah Lesser
Public Relations Manager

Emerson Hospital

Concord, Mass.

978-287-3408

llesser@emersonhosp.org

Rhonda Mann
Director of Communications

Tufts Medical Center

Boston, Mass.

617-636-3265

RMann1@tuftsmedicalcenter.org
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Gain insight into how a faith-
based organization developed a 
meaningful population health 
initiative designed to reduce the 
incidence of breast cancer deaths in 
its service area.

As we approach October, 
health care marketing and public relations 
professionals are preparing to use Breast 
Cancer Awareness Month as a time to 
encourage women to get screened for the 
disease. While annual health observances can 
serve as a springboard to help educate the 
public about community needs, they often 
get treated more like mandatory obligations 
than the results-focused opportunities they 
can (and should) be.

Saint Francis Healthcare System, based in 
Cape Girardeau, Missouri, has developed a 
population health initiative to increase breast 
cancer awareness in ways that go beyond 
the expected—and get the community to 
take action. Initially, the campaign focused 
attention on raising money for Saint Francis 
Foundation to provide free mammograms 
for low-income women. Last year, Saint 
Francis expanded the initiative to include 
a complete range of free breast cancer ser-
vices for uninsured or underinsured patients, 

including surgery, radiation therapy and 
immunotherapy.

“One in eight women in the United 
States will be diagnosed with breast cancer 
in her lifetime,” said Jimmy Wilferth, vice 
president of marketing and the foundation 
at Saint Francis Healthcare System. “This 
news hits closer to home 
for communities in south-
east Missouri where breast 
cancer is the second lead-
ing cause of cancer deaths 
among women. 

“Additionally, most coun-
ties in our service area have 
20 percent or more living 
in poverty,” he said. “Many 
people are uninsured, which 
means they may not be get-
ting regular checkups or 
health screenings. For these 
reasons among others, breast cancer educa-
tion was identified as a priority in our most 
recent community health needs assessment.” 

Keys to Success
Several years ago, Saint Francis launched 
its first “Pink Up” campaign, which was 
designed to increase community aware-
ness, promote early detection, and offer free 

mammograms to those in need. In 2016 
the health system ramped up its fundraising 
and outreach efforts to turn the population 
health cancer awareness program into a 
cancer movement. According to Wilferth, 
the following disciplines have been vital to 
campaign success:

The “Pink Up” 
population health 

campaign was 
designed to increase 

community 
awareness, promote 

early detection, 
and offer free 

mammograms to 
those in need.

Turning “Cancer Awareness” Into a “Cancer Movement”

●● Strategic Planning:  Saint 
Francis has strategi-
cally partnered with the 
University of Missouri 
School of Medicine to 
send a mobile mam-
mography unit to local 
health departments and 
medical clinics in its ser-
vice area. To date, more 
than 180 patients have 
been screened. Through 
yearly goal setting, the 

health system continues to look for new 
ways to grow and expand the population 
health initiative.

●● Development/Fundraising:  An invitation-
only Pink Up kickoff is held annually to 
engage area businesses and others to raise 
funds for the foundation. The annual 
event attracts more than 1,200 people 

X X X X X X X XP O P U L A T I O N  H E A L T H
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to support the cause. Attendees enjoy 
appetizers and drinks, bid on auction 
items and show their support by 
purchasing Pink Up merchandise. The 
event recognizes survivors and wraps up 
with a fireworks show. Another campaign 
element—The Pink Tie Guys—
involves employees and community 
members who donate $100 each year, 
which essentially covers the cost of one 
mammogram. Members also serve as 
program ambassadors and participate in 
a variety of activities, such as delivering 
flowers to women receiving infusion 
services. To date, more than 500 men have 
become Pink Tie Guys. Nearly 200 cancer 
survivors and caregivers attend an annual 
luncheon, courtesy of Texas Roadhouse. 
Over 30 third-party events or activities 
are planned during the month of October 
to bring awareness and raise funds for 
Pink Up.

●● Marketing and Public Relations:  The 
Pink Up campaign uses a communications 
mix that includes social media ads, web 
banner ads, outdoor, direct mail, donation 
letters, TV and print advertisements. In 
addition, a weekly print advertorial is 
used throughout the month of October, 
featuring Saint Francis physicians. Annual 
marketing and advertising costs are 
approximately $200,000, but 100 percent 
of the donations made through the 
campaign go to services for low-income 
women in the southeast Missouri area. 

Campaign Outcomes
To date, the initiative has achieved some 
impressive results:

●● More than 4,100 free mammograms have 
been provided to low-income women 
(and some men). Since 2015 nearly 
200 free ultrasounds and other screenings 
have been provided. In the Saint Francis 
service area, the rates of breast cancer 
found through the free-screenings 
initiative have been double those of the 
patients who regularly get checked. 

●● Although it is not a primary focus of 
the awareness campaign, the health 
system has also seen an increase in 
breast cancer screenings among those 
with insurance coverage. 

“As a result of the success of the 
campaign, our population health 
initiative now includes other top cancer 
threats in the region—colon, prostate and 
lung—as identified by our community 
health needs assessment,” Wilferth said. 
“Through this expansion, we continue 
to look for unique ways to educate the 
community and provide free cancer 
screenings to those in need.”

This article features an interview 
with:
Jimmy Wilferth
Vice President–Marketing/Foundation

Saint Francis Healthcare System 

Cape Girardeau, Mo.

573-331-5124

jwilferth@sfmc.net

●● The health system has raised $1.3 million 
to help the foundation address breast 
cancer, including funding for the mobile 
mammography unit. 

●● The Pink Up campaign has reached 
more than 250,000 targeted women 
(age 40 and older within 20 miles of 
Cape Girardeau and within 25 miles of 
the health departments).

●● On social media alone, the Pink Up 
Facebook page has gained 5,175 followers 
since its 2015 launch; and approximately 
28,000 Facebook users have been reached 
each year. The campaign’s mobile 
mammography post, for instance, received 
347 likes and was shared 416 times. Due to 
this post, all mammography appointments 
at the three health departments were filled 
literally overnight.

Flyer

Thursday, July 6
8 am-Noon • 1-5 pm

New Madrid County 
Health Department

406 U.S. Highway 61
New Madrid

Call 573-331-3996  
to register.

(Walk-ins also welcome.)

A breast cancer screening can save your life.

Saint Francis Healthcare System is offering free 
mammograms to women in need in our region.

On July 6, we will be in your area, offering private, 
quick mammograms in our “Mamm Van.” 

 
Call 573-331-3996 to register for  
your FREE mammogram today!

FREE Mobile 
Mammograms 
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Save the 
Date!

The Role of Marketers 
and Communicators 

in Influencing 
Behavioral Change 

and Providing 
Consumer Guidance

Sept. 17–Oct. 5
24/7 Access

For more information or to register, 
visit shsmd.org/behavior.

Course Overview

This course presented by experts in the field will 
educate marketers and communicators about the 
latest trends in behavioral health as well as how to 
use their skills to influence consumers in making 
changes that improve mental well-being.

Four Modules

The program consists of the following modules:

●● National issues in behavioral health.

●● Front-end customer capture, guidance and 
services.

●● Beyond the barrier of stigma: How to attract 
existing behavioral health patients in need of 
higher levels of care.

●● A collaborative model for behavior change.

Each module includes live webcasts, access 
to extensive resources and discussion board 
assignments.

Participants who complete all course 
requirements will earn a certificate of 
completion.

NEW! Try SHSMD ADVANCE for teams to help 
you identify your team’s strengths and plan 
professional development.

The SHSMD Advantage
Highlighting the benefits of membership

ADVANCE Yourself and Your Team with SHSMD ADVANCE™

Health care is rapidly evolving and so must you! Derived from 
Bridging Worlds: The Future Role of the Healthcare Strategist, 
SHSMD ADVANCE is a comprehensive educational framework 
that will prepare you to lead the transformation. 

Get started with SHSMD ADVANCE | Assess. 
Take this brief online self-assessment (free to members) of the 
abilities and attributes highlighted in Bridging Worlds. 

Next, review your strengths and opportunities for 
improvement to design a tailored online development plan. 

Benefit from free access to SHSMD 
ADVANCE | Skill Builder.
Use SHSMD’s library of nearly 500 articles, books, online courses 
and tools for personalized learning relevant to your role.

Earn SHSMD ADVANCE | Credentials. 
Complete SHSMD ADVANCE courses and intensives to earn 
digital credentials in specific skill areas. 

Visit shsmd.org/ADVANCE for details.
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Hospital Blogs
We are evaluating our social media, and one thing that 
keeps coming up is the need for a hospital blog. Is a blog 

still important for a hospital?

It depends what you do with it. If a blog is used as a vehicle 
to talk about the hospital, what the hospital does and what 

hospital management thinks is important, it will likely be useless. 
But if a blog is used to provide helpful health and health care 

information to the community about topics that the community 
is interested in, then a blog can be very useful.

The problem is that too many hospitals view blogs as one more 
way to talk about themselves.

Blogging is crucial to any organization’s success. We’re in 
the process of launching a blog that will feature our experts 

weighing in on topics of general interest. 
The blog will not only provide dynamic homepage content and 

interesting articles to post on social media, it will also help us build 
credibility and will be beneficial for search engine optimization.

I established a blog to deliver fresh and engaging health 
content that positioned our medical center as the go-to 

experts in our area. 
The blog also allows us to tell our brand story through people 

and differentiate ourselves from competitors. It’s important to 
clearly define the purpose and goals for your blog.

Employed Physician Websites
We recently had one of our employed physicians, without 
consulting with the health system's marketing 

department, develop his own website. I’m curious if other 
hospitals have written policies to restrict this sort of thing.

Here is the rationale we share with our doctors regarding 
why individual websites are not allowed:

1. Physicians with their own websites compete with our system 
website when consumers are searching for doctors on the web. 
In addition, their websites do not match our branding, both in 
terms of look and feel and the quality of content. 

2. Previously, we did not have a place for provider-generated con-
tent on our website, but now we do. If providers want to write 
blogs and be seen as leaders in the field, we are happy to place 
their content on our site.

3. In directing all traffic to our system website, there is a cumula-
tive effect that benefits all of our search terms.

One of the things I am attempting to do with our employed 
physicians is to collaborate with them by having doctors 

develop content for the health system website. We are working 
to direct their efforts toward a common goal rather than being in 
conflict or trying to shut them down.

The following questions and answers come from posts on SHSMD’s 
members-only online discussion groups.* To join the conversation, 
visit my.shsmd.org.

*The answers to the above questions are excerpts from MySHSMD discussions. In some instances the 
responses have been edited for grammar and/or brevity purposes for Community Connections.

C O M M U N I T Y 
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