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    Healthcare marketing in the digital age: Internet video and e-mail.
by Andrea Mydlarz Zeller 1/17/06
We are in a digital age. What are the implications of this digital era on healthcare marketing? Streaming media is a popular buzz word these days, and what it refers to is the way that media is delivered, rather than the medium itself. The new age for delivering media is over the Internet. Internet video is an opportunity for healthcare organizations to reach customers the way customers are accustomed to using media. Online streaming video is flexible, immediate and most importantly, borderless. 
Gone are the days of expensive media buys that lock you into a certain number of broadcasts.  Take the same concepts that work effectively in TV commercials, now take away the time constraint barrier of 15 or 30 seconds, and add an immediate audience with virtually no media buys and you have an informative and emotional email and online video campaign.  Internet video allows for multiple viewings and sharing among customers. According to recent Forrester research, more than 30 percent of Barnes and Noble, Best Buy and eBay customers view online videos. Other strong retail brands reported over 40 videos viewed by customers a month. Over 45 percent of cable viewers are turning to the Internet to view their favorite TV shows and features. Internet video is not a science fiction technology anymore, its usage had reached consumer adoption, and the system is in place and the viewers are ready and waiting to watch what is interesting to them.
The American consumer is becoming technically savvy; from using cell phones that have video feeds or using a video iPod, to watching broadcast news via the Internet. Internet video has been around since 1999, in 2006 over 50 percent of Internet users have reported having watched a video on their computer. Integrated and engaging websites have proved to be indispensable marketing tools in nearly all marketing sectors, however healthcare organizations have been a little late to the game
. Many hospitals have fallen into an advertising slump: radio, TV and newspaper ads. A simple add-on of an Internet and email video campaign to the menu of communication and advertising vehicles can alter the scope of a campaign and return on investment. Web and digital media techniques are too often left out of this analogue formula; while this was acceptable five years ago, today, it is considered behind the curve. 
Healthcare organizations understand the necessity of technology; an average of 30 million dollars per hospital system was budgeted in 2006 for the seamless integration of electronic medical records. However, there is a lack of budget interest being spent toward digital media marketing and online video production. Three main trends that are raising the stakes for hospital marketing executives are: healthcare consumerism, the clinical labor shortage and competitive marketing
. Imagine a simple, cost effective solution that has an instantaneous reach to thousands of prospective and current patients, employees and market competitors. Online and email video links are the response to these changing trends-as well as no more media buys.  
Healthcare systems are battling with a need for increased volumes. Consumerism trends within the medical field are leading toward elective and selective surgeries. Hospitals have an opportunity to respond to this trend with an email video campaign that includes a recent patient talking about an elective surgery, how he was offered the best possible care, and the outcome that has made his quality of life better. The recipients of this email video can be excerpted from web users opting into the list or from information gathered at a marketing health fair. Internet video can help target customers and increase volumes.

Healthcare, above all other industries, has an exclusive brand to market that involves emotional, heartfelt stories of triumph, survival and courage. Each individual hospital, no matter if they have 25 beds or 300 beds, has a caring and committed staff that day in and day out save lives. Every hospital has stories of how they have touched and changed the lives of their patients.  These are stories that can illustrate hospital brand and can be told through Internet video. In addition to marketing the hospital to an external audience, video facilitates the visual and emotional communication of a brand to the most valuable assets in the organization, the staff and employees. When an employee truly feels included in the hospitals initiatives, they will positively promote the hospital to prospective patients and employees. Employees can be looked at as brand ambassadors, promoting the hospital to their communities. While they are less likely to read memos and newsletters, engaging employees via an email video may be a quick solution for communicating to employees.  Hospital employees can view these videos in the comfort of their own home and almost seamlessly share with friends and family in their email lists.  The numbers that can be reached through email video are endless for each employee.

  Videos allow for substantiating the human touch with technical relationships. Linking new equipment such as robotic surgery, to a patient that had a positive experience, i.e. less recovery time and was able to attend his daughter’s wedding pain-free is a great way to marketing new technology to prospective patients.  The intimacy and immediacy of viewing an online video suddenly changes the relationship of an organization to the customer. Allowing new patients to virtually meet a physician through creative video bios allows for an instant connection, and a strong possibility that the viewer will choose a certain healthcare provider based on the connection that they made via that video. Other marketing goals can be achieved through producing health features once a month on health news that is affecting the local region of the hospital.  Health features presented more like news features can present the hospital system as a cutting edge health resource for the community and drive more patients and prospective patients to the website, and ultimately through the entrance door to the healthcare system.

The expenses involved in producing a video campaign are minimal in comparison to other advertising vehicles. Once footage if filmed, it is easy to repurpose the video clips and produce different campaigns. There is opportunity for individual hospital systems to build a video footage library of their assets, employees and patients. This library allows for quick turnaround of production and constant updates of timely content for various health news features.

According to Dr. Michael Badger, a co-founder of Healthwatch.tv, a company that specializes in strategic Internet video productions, “Internet video allows the organization’s people to tell its story. A well crafted video can personalize a place or a procedure or even a mission in a way which the written word cannot. It’s a perfect way to blend high tech with high touch. Unlike using a series of 30-second spots in the local broadcast media, or a multi-week newspaper campaign, both of which reach only the broadest of undifferentiated audiences, utilizing your own web-based video to tell your story to whomever you wish, in either an abbreviated or an extended for, allows for a genuinely focused and sustainable marketing approach.”    

In the year ahead, make a commitment to meet the demands of the digital age. Change up the standard marketing and advertising menu, and start marketing with Internet video. It is inexpensive, effective and highly targeted. Take healthcare marketing to a new attainable level.  
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