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Bringing Light, Kindness, 
and Humanity to Marketing
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Handwashing Evangelism
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Narcissism In Our Industry

• Our marketing:
– Inwardly focused

– Spewing content

– One-way conversation

• Our facilities; visiting hours

• Access to our services

• Access to medical records
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“So What?”
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The Connected Patient
• Can’t simply buy people’s attention 
• The consumer controls:

– How they access information
– What they view
– When they view it
– And how they view it (what screen)

• Community building helps you to meet the 
needs of your audience/constituents

• Helps brands connect with their audiences in 
a more human manner



Marketing as Community Building
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Moving from marketing “to” patients (and families) to marketing “with” patients

Making an investment in community

Deepening engagement with your brand

Must feel authentic

Provide value via the relationship
How do you enrich her life?

Sense of community - belonging



What Does Value Look Like?
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Information resource Sense of belonging Opportunity for self-
expression

Opportunity to be 
heard; to share

Emotional connection

Entertainment All of these should be 
present within a 

community



“As long as women feel safe in a 
community, they will feel free to 
express their personal viewpoints 
which adds authenticity and attracts 
other women ‘like them’, increasing a 
community’s value,” 

Toby Bloomberg, Founder of the Diva Marketing Blog and recognized 

by Forbes as a top social media blogger.

The Role of Community
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Elements of Community
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Reciprocity

Shared values or interests

Commonality

Listening – We want to be heard

Valuing the opinions of others

Support – emotional and informational

Kindness/Civility

Feeling valued and appreciated



Marketing as Community Building

• Fundamental Change:

– From storyteller

– to community-builder, facilitator, 
and content generator/curator

Community Building
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Community = Brand Experience
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WHAT ARE YOUR 
MAJOR BRAND 

TOUCHPOINTS?

WEBSITE HOW YOU ANSWER 
THE PHONE

THE SHOPPING 
ENVIRONMENT

YOUR PEOPLE 

FOLLOW-UP 
COMMUNICATIONS



Build Communities of Shared Interest
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Attract people with 
shared interests

Provide a moment 
of “light”

Make them feel 
welcome

Encourage them to 
tell their stories and 
interact

Feed their desire for 
good information

Position your 
organization as a 
resource and expert

Let them become 
your ambassadors, 
telling your story
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Ramona Hertzell, Owner

Second to Nature Boutique
Greensboro, North Carolina



Doing So Much Right
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Great Brand Positioning: Women Helping Women

Awesome Environment

Welcoming Staff

Google Adwords

Direct Mail

Social Media, Blog, and Website

Customer Reviews



Theme: The Content Marketing Mindset

• Share meaningful content across multiple 
platforms

– Website

– Social Media

– Blog

– eNewsletter

– In-store experience
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Your Store as an Environment that 
Invites Community & Engagement
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Your Website as an Environment that 
Invites Community & Engagement



Website Landing Page

• Great phone number 
and email placement

• Greet the visitor

• Welcome message

• Think video

• Social Media Icons
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Get the Visitor Involved

• Offer them future 
opportunities to engage

• Offer resources and 
information

• Build your database
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Tell Stories That Are Relatable

• Patient stories

• Employee stories

• Community stories

• Company origin story

• Be human
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Tools and Tactics that Invite 
Community & Engagement



Building Community with Blogs
• Post frequently

• Get customer stories

• Repurpose thank you 
notes

• Share comments from 
online reviews

• Profile your staff

• Share video and photos
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Enhance Your Brand with Video

March 10, 2020

Viewers retain 95% of a video’s message compared to 
10% when reading text. 

A human can process an image 60,000 times faster 
than text.

The chances of a page one listing on Google increase 
53 times when you add video content to the page. 

Videos in universal search have a 41% higher click-
through rate than plain-text results.

Videos improve stickiness or “dwell time” of your site –
improving page authority.
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eNewsletters
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Abstracts of content (bite-sized)

Links back to your website

Varied content

Not all about you!

Tell stories



Direct Mail
• Communicate value & 

relevance quickly

• Don’t make the 
consumer work hard

• Is there a reason for the 
communication?

• Are you adding value?
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Digital Advertising

• Adwords/SEM
• Paid Social – helps your 

organic social
• Digital Display
• Contextual Targeting
• Geotargeting
• The Retargeting Dilemma
• Video
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Customer Reviews
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Customer Reviews
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Communication with Referrers
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DON’T BE AN INTERRUPTION! REMEMBER THAT 
GATEKEEPERS ARE OFTEN THE 

REFERRERS IN A PRACTICE.

FOOD AND INFORMATION GO 
WELL TOGETHER.

SHARE SUCCESS STORIES! 
PHYSICIANS LOVE SATISFIED 

PATIENTS.



In Closing
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Go to work planning to 
build community every 
day.

Be helpful. Add value. Be 
a resource.

Nurture your community 
in person, on the phone, 
through your newsletter, 
and via social media.

Put yourself in the shoes 
of your customers.



Contact Information

Dan Dunlop, Principal

Jennings

Email: ddunlop@jenningsco.com

Twitter: @dandunlop

Linkedin: www.linkedin.com/in/dandunlop/

Blog: www.TheHealthcareMarketer.Wordpress.com

March 10, 2020

mailto:ddunlop@jenningsco.com
http://www.linkedin.com/in/dandunlop/
http://www.thehealthcaremarketer.wordpress.com/

