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	 You probably have heard the old adage: “We were given 

two ears and only one mouth for good reason.” 

The implication is that we should spend twice as much 

time listening as we do speaking. From the perspective 

of a marketer, that makes a lot of sense. Listening should 

be foundational to the practice of marketing and strategy 

development.	  

	 At Jennings, listening has always been an important part 

of our marketing practice. Most engagements begin with 

an assessment phase that includes spending a significant 

amount of time gathering insights from key brand 

constituents (one-on-one interviews, focus groups, surveys). 

But recently, it has occurred to me just how much of our 

work is built on a foundation of listening. It is not unusual 

for us to be hired primarily to lead a listening tour for a 

healthcare organization.

The Benefits of 
LISTENING

Why invest in a formal listening process? 
This may seem obvious but, in healthcare and agency marketing, listening 
doesn’t happen nearly enough. Here are several reasons why listening is 

truly the foundation for better business and better healthcare.
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	■ By listening, you will gather key insights that should inform your 

marketing strategy and tactics. Throughout my career, I’ve always 

said that genius lives within the minds of the consumers or your 

stakeholders. The marketer’s job is to access that genius and 

recognize those insights when they are shared.

	■ A listening process engages your constituents/stakeholders and they 

will appreciate being asked their opinion. This leads them to look 

at your actions through a less critical lens because they were part 

of the process. You’ll still get push-back when making controversial 

decisions but the work you’ve put into the process will buy you some 

forgiveness.

	■ If you do a good job promoting the listening process, other 

constituents who are not directly engaged in the process will at least 

hear of your organization’s desire to learn from your stakeholders. 

There is huge value in that.

	■ By publicly engaging in a listening process, you shape the way others 

feel about your brand. This is particularly important when it comes to 

internal audiences who desperately want to be heard and to have a 

voice. 

	■ Finally, it just makes sense to listen before you act. It is arrogant to 

think you know the answer or already possess the strategic insights 

before engaging your audiences and stakeholders. It is far better to 

be curious than arrogant.

Why invest in a formal listening process? 
This may seem obvious but, in our business, 

listening doesn’t happen nearly enough. 
Hence the question.

The Value of Creating a Feedback Loop 
	 Of course, you can do a great job listening to 

your constituents and stakeholders but it won’t mean 

a lot unless you wrap up the process by reporting 

back to them about the insights you gathered and 

the actions you will take as a result of the study. 

Share data about the extent of your listening process 

and broadly give credit to those who took part in 

the interviews, focus groups, and surveys. “We went 

through this process, involved these stakeholder 

groups, had these key findings, and plan on taking 

this action moving forward.” There’s nothing wrong 

with letting your constituents know that you value 

input from your customers/patients/employees. You 

may find that this becomes one of your organization’s 

core values.

	 In summation, my firm belief is that good 

marketing begins with listening. And listening should 

come into play at different points in the marketing 

process. Test your messaging and creative with key 

audiences before developing the final marketing 

program. Test your ad concepts and campaigns. In 

the end, there is great value in recognizing that you 

don’t have all the answers. The wisdom lives out 

there in the minds of your consumers. 
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