


Convince 
Your 
Practice



Ask for the 

purple pill!

Arsenic in 

apple juice!



The “Empowered”Patient

•Researches their condition

•Researches their doctor

•Can you control their 

perception?





We all wish it were 

enough to just be a good 

doctor.



Commit a 
Budget



Do you know what message you 
want to communicate?

Begin at the 
Beginning

Marketing
any activity used 
to create 
interest in a 
business or 
service

Branding
the process used 
to shape 
consumer 
perception



Case Study:  Capital 
Digestive Care

Through a unified approach and a 
shared vision we can achieve 

distinction and establish ourselves 
as the premier provider of digestive 
health services in our region.



Case Study:  Capital 
Digestive Care

� When we present 

ourselves collectively, we 

become more relevant, to 

more people, across a 

greater geographic area.

� Unified and Consistent 

Message
� Excellence: we represent 

quality care

� Diversity: we are reflective 

of the communities we serve

� Accessibility: 
comprehensive services; 

regionally located



Case Study:  Capital 
Digestive Care

Excellence

Diversity

Accessibility

Notable distinctions

Outcomes / effectiveness

Processes (innovation/ quality 

assurance program)

Technology (EMR/patient portal)

Range of services

Multiple locations/hosp affiliations

Diversity of locations

Diversity of services

Diversity of gender/culture/religion



Case Study:  Capital 
Digestive Care

Desired Outcomes

� Name recognition

� Reputation enhancement

�Increased prominence in     

our communities

�INCREASED VOLUME











Take 
Control of 
Your 
Online 
Reputation

It can be done
*but not overnight

� Search Engine Optimization

� Enhanced Profiles

�Increase volume of surveys



Share Your 
Success

� Website statistics

� Registration intake

� Patient/physician response

�New patient consults

�Procedure count

�Capture radius


