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A FINE ART LOOK
was used to show each doctor as an expert who could also relate to patients.

When a healthcare provider is located in a particularly
competitive market, the advertising focus tends to stay
on attracting new patients. It makes sense, but in the
quest to win the battle for patients, aggressive physician
recruitment campaigns are often overlooked.
Signature Healthcare (Signature), is a nonprofit health
system in Brockton, Mass., about 20 miles south of Boston.
The system includes a 263-bed disproportionate share hospital (with 70% of its payer mix from government sources)
and Signature Medical Group (SMG), a multi-specialty physician group with 31 primary care physicians (PCP) and
12 nurse practitioners. Signature launched a campaign in
September that addressed both issues—attracting physicians and patients in an extremely competitive market.
Already, the campaign is providing positive results.
The obstacle

In the Brockton healthcare market, 84% of PCPs are
employed by one of three major groups: a for-profit healthcare system, a private PCP group that has recently aligned
with the for-profit system, and SMG. The competition to
attract and retain PCPs and the related patient panels has

led to an unprecedented level of physician compensation,
realignment, and instability, says Marie Gross, vice president of business development for Signature.
“SMG is significantly challenged by the fiscal demands
of retaining physicians who are lured away by offers to
double or triple their incomes,” she says. “Thus, rather
than focusing solely on compensation, we sought to
elevate, in the minds of the physicians, all of the factors
which should be considered when choosing an organization to align with, not solely the level of compensation.”
The solution

So Signature, working with Chapel Hill, N.C.–based
agency Jennings Co., created an integrated campaign
with four main goals:
1. Physician retention
2. Physician recruitment
3. Patient retention
4. Patient recruitment
Signature and SMG are physician-led organizations
and respect the talents and time of their physicians; they
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part of a fine art series. We wanted to communicate the
idea that each doctor is an expert, yet very human and
relatable, and this is the heart of what it means to be a
Signature physician.”
Physician buy-in

ORGANIZATION

Signature Healthcare
LOCATION

Brockton, Mass.
SIZE

263-bed hospital, physician group
WEBSITE

www.signature-healthcare.org
MARKETING CONTACT

Marie Gross
Vice President of
Business Development

also offer high-quality care, efficient operations, and an
enhanced physician lifestyle. The health system wanted
to distinguish itself from the competition in the minds of
the medical staff by promoting these and other aspects of
its organizational culture.
Equally important to creating a message for physicians,
“we sought to illuminate, in the mind of the patient, the
quality, compassion, and integrity of our medical staff
members,” Gross says.
Signature marketers wanted to develop a campaign that
would engender pride on the part of the physicians and
employees of Signature Healthcare and make a human
connection with the audience. They decided the best way
to do this was to feature their physicians speaking candidly on video.
“Our goal was to feature each doctor as a confident, genuine, unique professional,” says Dan Dunlop, president
of Jennings Co. “We developed the visual framework of
an intaglio print to highlight each doctor as if they were

First, Signature had to get its physicians on board,
which proved to be easier said than done. “Truthfully,
this process was the most challenging aspect of the campaign,” Gross says. “Our physicians are generally very
productive and busy, so seeking their support to secure
additional patients did not resonate with them.”
To overcome this perception, Gross and Dunlop orchestrated a significant internal marketing effort, including
several presentations to key groups, such as Signature’s
and SMG’s board of trustees, senior managers, clinical
directors, the department of medicine, and the department of family practice. They also placed physician posters and flyers throughout the organization, including
ambulatory sites.
With the help of medical staff and administrative leadership, Gross and Dunlop impressed upon the physicians
their need to:
» Position the organization as the preferred entity
within the market to reduce the risk of physician
departures
» Maintain and grow the patient panel size to be prepared for the emerging risk models of care
» Remain attractive to physicians seeking employment and patients seeking a PCP
“In retrospect, the amount of time and energy on the
part of the marketing team was enormous and must be
considered when undertaking a project of this nature,”
Gross says. “Securing the support of the chiefs of the
departments significantly enhanced our messaging, and
consequently, the level of participation in the project.”
Implementation

Once the physicians understood the campaign’s
goals, marketers were able to move forward with the
project. They knew from the outset that they wanted to anchor the program with a dedicated microsite:
www.mysignaturephysician.com.
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WATCH
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GETTING PHYSICIANS TO TALK CANDIDLY
on camera took about six days with interviews lasting up to 45 minutes.

“All of the advertising and promotion would drive traffic to the site where it could be tracked and measured,”
Dunlop says. “The microsite would be the repository for
all of the physician videos and their bios, as well as general information about Signature Healthcare.”
Other choices for communication channels—including
bus ads, print ads, and Web banners—were driven by the
cost-effectiveness of the vehicles and audience usage. For
example, marketers placed ads in MD News and The New
England Journal of Medicine for their ability to reach physicians. Broadcast, online, and print ads geared toward
patients were also placed. Marketers also relied heavily
on Signature’s existing following on Twitter, Facebook,

Google+, and Pinterest to cross-promote the physician
videos and the microsite.
To create the video portion of the campaign, Dunlop
held two three-day shoots, with physicians lined up for
interviews every hour for about 12 hours each day. Video
interviews lasted 30–45 minutes.
“One of the keys to creating powerful videos is the interview,” Dunlop says. “We always choose to use a senior
healthcare marketer to conduct the interviews. Having
an interviewer with a depth of experience in the industry
allows for more of a conversation and for smart follow-up
questions. It also helps to put the physician at ease and
make him feel like he is speaking to a peer.”
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THE MICROSITE
allowed the company to keep track of how many people were responding to its campaign.

Dunlop says he sometimes elicits the best material by
asking unexpected questions, such as the following:
» In your practice of medicine, what does a good day
look like?
» What happens on those days where you go home
knowing you made the right choice when you decided to become a physician?
“We also ask them to tell us about that moment when
they decided to become a physician,” he says. “The answers
are amazing.”
The interview process also solidified physician buyin. “The physicians would come into the interview on
edge and nervous about being on camera,” Dunlop says.
“However, after 30–40 minutes [of] going through the
process, they left feeling positive about the experience
and advocates for the initiative.”
Results

Though the campaign launched in early September

2012, initial results have been promising. In the month
following, www.mysignaturephysician.com saw 1,681 total
visits. In comparison, during the same time frame last
year, Signature’s “find a provider” portion of its website
received only 370 visits. Patients knew about the new
microsite from ads directed at them; however, Signature
also made sure that patient care services referred inquiring patients to the site to obtain information about
choosing a physician.
Also in that time, the site saw 1,297 unique visitors and
4,293 page views with an average of 2.65 pages per visit
and average visit duration of a minute and a half.
Going forward, Signature plans to build upon the current ad placements and include radio, cable TV, and additional Internet videos. Dunlop believes it’s the videos that
are driving the success of the campaign.
“Whether you’re introducing your specialists to referring physicians in the community, or introducing them
directly to potential patients, the power of video is unrivaled,” he says.
HEALTHCARE MARKETING ADVISOR
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healthcare system is only as good as the patient care team it
builds. At Signature Healthcare, our team starts with our physicians and
a primary focus on our patients’ health and well being. This is why
Signature Healthcare is recognized as an exceptional healthcare system.
We’ve built a solid support system for our physicians and specialists.
With physician representation on our boards of directors, integrated care
coordination with support staff, and full marketing support, Signature
Healthcare is a place where a practice can grow and an environment
where a physician can excel.
At Signature Healthcare, physicians are highly valued and allowed
to do their very best work.
For medical excellence and quality care, patients and doctors look no
further than Signature Healthcare. Only the finest physicians make
Signature Healthcare their professional home.
If you’re interested in Signature Healthcare
visit SignatureMDExcellence.com.

Dr. Dern specializes in Family Medicine, practices in Brockton, and is Board Certified by the American Board of Family Medicine.
He attended Boston University School of Medicine, and completed his residency at University of Massachusetts Medical Center - Worcester.
In addition to developing real relationships with his patients, Dr. Dern is also proud to have worked with three generations of families.

ADS STRATEGICALLY PLACED
in print and online publications targeted physicians as well as patients.
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