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Primary Care in the Air

• CHCANYS along with partners formed the Primary 
Care Coalition

• Went to all the hearings of the Berger Commission
• Made primary care one of the Commission’s 

agenda items
• Governor Spitzer embraced primary care

– Enhanced funding
– Doctors Across NY
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Primary Care in the Air

• Primary Care Coalition has pushed the idea of a 
Patient-Centered Primary Care Home

• Health centers are great examples of these homes
– Needs of patients are put first
– Coordinated health care services

• One stop shopping
– Use of health information technology
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Primary Care in the Air

• Studies increasingly show that primary care, 
delivered in the patient centered primary care  
home model
– reduces hospitalization rates
– lowers death rates for heart disease, cancer and stroke, 

and 
– reduces rates of medical errors
– results in increased quality, patient satisfaction, and cost 

efficiency.
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Primary Care in the Air

• Community Health Centers, Centers for Homeless 
Health Care and Migrant Health Centers are 
Patient-Centered Primary Care Homes for the 
patients we serve
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CHCANYS at the Forefront

• Serious budget crisis
• Legislature coming back on 11/18 to cut billions 

from this year’s budget
• CHCANYS brand—defining new directions
• Campaign to stop cuts is a strong reflection of that 

brand
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CHCANYS at the Forefront
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CHCANYS at the Forefront

• Campaign comprised of
– Posters
– Postcard Sheets (did you sign yours?)
– Full page ads in the Legislative Gazette
– Online petition 
– Facebook Page
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So what about marketing CHCs

• After all, you just want to serve your patients!
• Health centers operate in an increasingly 

competitive environment
• Even for the uninsured, there is a choice—health 

center or the ER
• Need to get the message across that health center 

should be first choice
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Why is marketing important?

• To bring your health center to the attention of 
opinion/community leaders, elected officials, 
volunteers, donors, corporate community

• To establish your health center as the “go to”
source on community-based health care 
information, perspectives, statistics, etc.
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Is Branding important as well?
• Integral part of marketing
• Sets your health center 

apart from others
• Sum total of all attitudes, 

perceptions and beliefs 
about foundation

• Emotional branding: 
– Love
– Hate
– Hope
– Fear

• Community-based care is 
about love and hope, even 
in the hardest of conditions
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According to David Shore, 
Associate Dean of the 
Harvard School of Public 
Health:

Strategic Awareness +
Perceived Quality +
Singular Distinction    

BRANDING

• Establish health center as 
a major presence 

• Attract new patients
• Develop, maintain and 

increase market share

Branding Equation
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• Volvo owns the category of “safety”
• Nordstroms owns “service”
• Sloan-Kettering owns “cancer”
• Hospital for Special Surgery owns “orthopedics”

The Branding Process
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• Define mission and programs 
• Define audience: clients, donors and volunteers
• Determine strengths and weaknesses
• Define organizational message
• Establish organizational identification—logo!
• Establish graphic standards
• Develop initiatives/campaigns to brand 

organization using all of the above

Marketing 101
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Define Mission and Programs

• Review mission
– Is it still relevant
– Does it work as the basis for marketing and branding

• Inventory programs
– Understand what your health center does, what type of 

health care it offers, what supportive programs
– How health center speaks to patients, and the other you 

want to reach
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Define Audiences
• Patients:

– Who need your programs and services
• Community Leaders

– Who you want to influence
• Volunteers:

– Who share your commitment to your mission
• Donors:

– Who will support you with financial contributions

All about building relationships.
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Determine your strengths & 
weaknesses: SWOT session

• INTERNAL:             
People & Programs
– Strengths
– Weaknesses

• EXPLORE
– People
– Programs

• Marketing Operation
• Development Operation

• EXTERNAL:                 
Position in Community
– Opportunities
– Threats

• EXPLORE
– Competition
– Collaboration
– Local political landscape
– Demographic changes
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• 10-12 participants: stakeholders, clients, donors
• Easel with flip chart and good markers
• A good facilitator
• Pen and papers for each participant
• Prepared questions
• 2-3 hours
• Someone to type notes on a lap top

What you need for a SWOT session



19

Define Message
• Take information gathered 

at SWOT session and any 
follow-up interviews

• Group together to develop 
themes

• From themes develop 
singular message

• Have message and 
themes as basis for all 
communications
– Marketing
– Public Relations
– Development

• What you say is the same, 
its how you say that is 
different

All this activity should reinforce your brand—your strategic niche.
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Establish logo and graphic standards

• One logo for agency
• Vertical and Horizontal format, in necessary
• Consistent color palette
• Consistent typefaces
• Graphic standards: how it is used

– Published guidelines
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Organization ID=Your Logo
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• Take the time to plan and do it right
• Get consensus on branding approach from within 

organization
• Sell it to your employees first—they are the front line of 

your marketing efforts
• Keep the promise of your brand
• Know what your competition is doing
• Focus on execution—brands are built day by day, donor by 

donor and patient by patient

Keys to Being Successful
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• Identity Brochure
• Newsletter
• Direct Mail
• Advertising:

– Newspaper
– TV

• Network-based
• Cable-based

– Radio

• Web Site
– Add an Advocacy page
– Keep it interactive

• Annual Reports
• Displays
• PowerPoint presentation

Use each opportunity to reinforce your message and brand—
to tell your story and build relationships.

Marketing Tools
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Case Study: 
Whitney Young Health Center
• After 30 years and new leadership, WMY decided to 

overhaul it marketing and development program
– Hit  and miss
– No consistent message
– No marketing or development plans
– No way of dealing with image in the community

• Mismanagement
• Mediocre care
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Case Study: WMY

• Define mission and programs
– Mission: provide consistently excellent healthcare 

regardless of ability to pay
– Programs:

• Primary medical care
• Dental
• Complementary

– Drug and alcohol abuse
– Community Outreach
– Pre-natal
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Case Study: WMY 
Determine Strengths & Weaknesses

• SWOT sessions
– Board of Directors
– Senior Staff
– Medical Providers
– Dental Providers
– Program Managers

• Previous research
– Town Meeting report
– Draft Strategic Plan

• Results
– Much bigger challenge than 

an established hospital
– Internal and external 

challenges
– A multi-prong approach

• Build a culture of giving
• Build a foundation board
• Build an integrated 

marketing/development 
operation
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Case Study: WMY

• Define audiences
– Patients: past, present and future
– Staff

• Medical, dental and support
– Community Supporters

• Opinion leaders
• Existing and potential donors
• Potential center and foundation board members
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Case Study: WMY

• Define Message
– WMY is a center for healthcare excellence

• Define themes
– Excellent healthcare
– Excellent people
– Excellent service
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Case Study: WMY

An organization that is worth 
doing business with.

WMY is an accredited health 
care organization

Treating patients as people 
with dignity and respect

Patients are loyal to the 
Center and add to the 
Center’s vitality

Leaders in confronting health 
care disparity issues

The incredible breadth and 
depth of services WMY 
provides

Everyone at WMY wants to be 
there and are loyal to the 
Center

Chronic Disease and 
Behavioral Health 
Management

Provide “one-stop-shopping”
quality care regardless of 
income

Highly trained physicians, 
dentists,  nurse practitioners, 
mid-wives, nurses and case 
managers.

Primary health and dental care 
providers who are patient 
focused and who provide a 
continuum of care

Excellent ServiceExcellent PeopleExcellent Health Care
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Case Study: WMY

• Define message
– Slogan: Innovative Community Health Care

• Answers negative perception
• Reinforces message that WMY is a center for healthcare 

excellence
– Chronic Care Model has become national model
– Leader in healthcare disparities

• Embraces future plans
– New programs and services
– New equipment

• Sends a clear message to donors
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Case Study: WMY

• Establish Organizational ID
– Developed new logo

Maintained “people”
figures from old logo

Maintained center colors

Maintained connection 
with namesake

Old Logo



32

Case Study: WMY

• Established graphic standards
– How logo should be used
– What typefaces can be used
– What color palette can be used
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Case Study: WMY
• Branding WMY

– Newsletter
– Invitation Packages
– Annual Report
– Annual Appeal
– Events
– Public Relations

• Branding WMY
– Corporate Support Initiative
– Grants
– Building Foundation
– Public Speaking
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Case Study: WMY

• Branding through Newsletter
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Case Study: WMY

• Branding through event invitation
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Case Study: WMY

• Branding through Annual Report
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Rebranding Success—Troy Campaigns

• New site opened in Troy (across the Hudson)

Internal Bus Sign
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Troy Health Center

Brochure

Get Well Card
Inserted in 
Daily Paper

Newspaper Ad
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Bringing Dental Services To Troy

• Combination of print, outdoor advertising and TV

Newspaper Ads



40

Bringing Dental Services To Troy

Internal Bus Signs

Bus Tails
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Bringing Dental Services To Troy

TV Spot
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What is Multi-Cultural Marketing?

• A comprehensive approach to conveying your 
health center’s message to your targeted non-
traditional audience using methods that speak 
directly to that audience
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Who are the audiences?
• African-American community
• Latino/Hispanic community
• Asian-American community
• Native American community
• Women
• Disabled
• Lesbian/Gay/Bisexual/Transgender community
• Communities that do not define themselves by straight 

white male standards



44

Is there a difference?
• Use the same techniques
• Use the same strategies

• Use culturally specific 
images, colors, themes, 
words

• Cultural competence in 
marketing as well as in 
service delivery
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How to begin.

• Focus Group
– Find out what is important to the specific communities
– Find out what images, what messages they respond 

best to
– Have staff and leaders from targeted communities take 

part 
– Test ideas and approaches you may have already 

developed
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Multi-cultural Branding Process

• Take the information from focus group and begin to 
develop culturally specific brand identity for program 
and services
– Take the time to plan and do it right
– Get consensus on approach from within organization
– Sell it to your employees first—they are the front line of your 

marketing efforts. Make sure they are culturally competent as 
well.

– Execute campaigns
– Know what your competition is doing
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Understand the Demographic
• Race
• Religion
• Income
• Family Structure
• Age
• Sex
• Sexual Orientation

• Health status
• Consumer attitudes
• Cultural attitudes towards 

sexual violence
• Importance of family
• Cultural attitudes on sex 

roles
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2000 Stats
• New York State
• Pop: 18,976,457
• Women: 51.8%
• White: 67.9%
• African-Amer: 15.9
• Asian: 5.5%
• Hispanic: 15.1%
• Disabled: 3,606,147

• United States
• Pop: 281,421,906
• Women: 50.9%
• White: 75.1%
• African-Amer: 12.3%
• Asian: 3.6%
• Hispanic: 12.5%
• Disabled: 49,746,248
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2000 Stats
• New York State
• Language other than 

English at home: 28%
• HS Grads: 79.1%
• College/Adv: 27.4%
• Homeowners: 53%
• Median Household 

income: $43,393

• United States
• Language other than English 

at home: 17.9%
• HS Grads: 80.4
• College/Adv: 24.4%
• Homeowners: 66.2%
• Median Household 

Income: $41,994
Median Household Income from 1999
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Research what works.

• What colors are appropriate for each culture
• What icons have specific meanings
• What images will bring an emotional response
• What typefaces will draw in the target audience
• Focus on emotional branding



51

Some basic MCM guidelines

• Use culturally appropriate photos—people like to 
see themselves in marketing materials

• Use emotional branding. Speak to people’s 
aspirations—where they want to be, not necessarily 
where they are.

• If you translate, make sure its culturally appropriate.



52

Conclusion

• When marketing, keep the notion of a patient-
centered primary care home at the top of your mind

• Integrate it into your center’s language, both 
internally and externally

• Put “primary care” into your marketing


