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“Dealing with Accolade Addiction”

With the proliferation of healthcare grades, rankings and ratings
at both national and local levels, what role should accolades play

in your marketing plan?

Learn what works and what doesn’t, which accolades matter most to
consumers, how to approach marketing differently based on ratings

and rankings - and how to manage internal expectations.
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“Dealing with Accolade Addiction”

Panel Discussion Format

Three high-performing provider CMOs
True, candid panel discussion

No pre-rehearsed questions or answers

Audience Q&A, final 10 minutes
(please defer to provider community)



1.

2.

2.
Panelists



Rebecca Climer
SVP, Chief Communications & Marketing Officer
Saint Thomas Health (Nashville)

American Heart Association’s “Go Red” Chair
Communications Advisory Board for Ascension Health
Nashville Business Journal “Women of Influence” Award



Rebecca Climer
SVP, Chief Communications & Marketing Officer
Saint Thomas Health (Nashville)

“It is usually doctors who want to tout these ratings,
providing they ‘prove’ what the physicians feel about the
level of care or the outcomes described. From a quality
and marketing perspective, we focus on the foundational
measurements of quality – CMS, HCAHPS, etc.

“There’s a difference in setting goals for your organization
that are truly related to improving quality or experience
and may have an external reward to validate your efforts
(Baldridge, Magnet Status for Nurses, etc.) - and paying tens
of thousands of dollars to organizations that had a great
idea for marketing themselves.”



Don Stanziano
Corporate VP, Marketing and Communications
Scripps Health (San Diego)

Former print and broadcast journalist
Accredited in Public Relations (APR) by PRSA
Marketing Health Services magazine Editorial Board



Don Stanziano
Corporate VP, Marketing and Communications
Scripps Health (San Diego)

“We are one of two health systems in our market who are
fortunate to have earned national listing by US News in
multiple specialties. I have paid to use the (US News) badge
because I believe it is recognized by consumers as….a mark
of quality.

“We also use Truven Top Hospitals (because) again,
we were among a small group of health systems to be rated
among the best in the nation and the only one in our market.
And we didn’t have to pay to use it.”



Matt Gove
Chief Consumer Officer
Piedmont Healthcare (Atlanta)

AMA/Atlanta “Corporate Marketer of the Year”
American Business Awards “Marketing Executive of the Year”
15 local/national marketing awards since 2013



Matt Gove
Chief Consumer Officer
Piedmont Healthcare (Atlanta)

“Generally speaking, we only use (accolades) to validate
the choices people are already making. You might see a
standing banner outside our heart center touting our #1
heart hospital award from HealthGrades or (others). That
placates doctors and can’t hurt the patient experience.

“The (other) place they’re…useful is in lead generation
campaigns. We use them on the landing pages to help
validate Piedmont to folks we’ve lured in through social or
other channels. Using an award cannot differentiate you
because your competitors can always trot out a different
set of accolades and confuse the market.”
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Panel Facilitator



Kerry Graham
Vice Chairman, CEO
BOHAN Advertising | Marketing (Nashville)

Saint Thomas Health/Nashville
Arnold Palmer Children’s Hospital/Orlando
Methodist Stone Oak Hospital/San Antonio (Neuro Practice)
BlueCross BlueShield of Tennessee

Ad Age “Southeast Small Agency of the Year,” 2014
Nashville Business Journal’s “Best in Business” winner, 2015
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Accolades and rankings have been
ubiquitous in health care marketing

for years
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But the rules of engagement are shifting
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In a new era of consumer involvement
and insurance reimbursement

based on new criteria…
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While also working on meaningful use,
population health, clinical integration…
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…performance measures and outcomes…
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What role do accolades play today?
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Which ones count?
Which don’t?
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Do consumers care?
Do physicians?
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The most important rankings are now based
on CMS and Joint Commission data

(HospitalCompare.com)…
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And these rankings are generally
unknown and unexplained.
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But reimbursement is based on their numbers.
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So how do we market and
make a difference today…?
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How do we influence
consumer brand perception
and physician selection…
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How do we drive volume to available access?
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And differentiate from competitors
in our markets?
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In every channel…
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In a way that satisfies our doctors…
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In a world that no longer
talks about fee-for-service?
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Is traditional healthcare marketing dead?
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If all of the previous rankings are taking a back
seat to the new government standards…
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And no one truly understands
these new standards…
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Shouldn’t you be revisiting what you know
and have some control over?
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Your brand promise.
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Then…what role do accolades
and rankings play?
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What has been your experience with the use of
accolades and rankings in marketing?
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What are you doing differently now?
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What advice would you give providers
who don’t have the resources, access or

service line expertise your organizations do?
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How are organizations with the research
and data to conduct traditional rankings

adapting to these changes?
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APPENDIX
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Marketing by accolades
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2. Brand promise marketing
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2. A hybrid approach









US News accolades support “best in market” positioning



Web site –
specialty content



On-campus branding



But it’s not used always. We aren’t ranked in cancer….


