DOCTORING UP THEIR IMAGE:
WHY ARE SO MANY PHYSICIANS IMPLEMENTING
PUBLIC RELATIONS IN THEIR PRACTICES?

A recently s decade ago, most physi-
cinns who had achieved a cermin level of
pecT anad |1.|'[iL'I'I|[ MCCORTITION WOerne 1-.-‘|rl1 [L1]
advertize their practices uneil HMO s
Began to dictare patient care and reim-
bursement. Soon after, subspecialises such
s gynecologists and internists were pers
forming lucrarive elective procedures that
WOre e the sole domain of l.'llilh'!tl: LT
peons and dermatologises, As the stakes in
elecrive medicine were mised, even the
most conservative plastic surgeons and
dermarologises knew they had o change
with the times or risk an enpry wairing
rosom. Advertisimg was the first phase in
the evolution of practice promorion.
Soon, sy practitioaners realized thar
advertizing might only serve o maintain
thi status quo of o practice without k-
ing it to the nexe level., Those cosmetic
AUTEEONS and dermatolorises who soughe
an upper income, man or woman, began
to feel thar advertising did not impact
their targer patienr. The reality is thar
those with disposable income for cosmetic
procedures typically find their plwsicians
1|1r-sll:, referrals or edirorial cowe i, Mol

advertising. Enter public relations,

Puldlic relations differs from advertising in
that it uses editorial coverage in newspa-
pers, magazines, radio, relevision, and
health interner sites to highlight o physi-
cinn and his/her practice, A campaign can
focus on new rends, rechniques, contro-
Versics, .-:.ll'ulj' ESSAICE 10 2 Fespechive stils
speciality or any host of topics deemed
press worthy by a publicist and media repe
reseniaive. ntially, a PR compaign
waorks by taking information the con-
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senting it in the form of actual swories
relared o dermarology or plastic surgery.
Ensuing media exposure in outlers such as
Elle or Wooue magazine or programs like
The Today Showe' have @ huoge impact on
PrOspectng ]‘\.Irit'rﬂ.\. medical choices. [t
serves to reinforce that a physician is the
expert in his/her sulsspecialey. I addi-
tion, it lends a cache of =eal of approl

that cannot be achicved even by an agares

sive ad compaign. The bottomeline is that

medical advertising translates as binsed,
while it never occurs o the average per-
son that a doctor employed a public rela-
tions firm o secure a media spor. Mot
only can public relations and sub-scquent
medin exposure increase name recogni-
tion, it can also translate into actual
patients (increased revenue) as well as
asgure current patients thar they made the

T I1:|:'IT L'hi L],

In L||;I||'|:|I!:l|n.r;|,l‘§., |"]:|:=[1'n.' SUMgery, HP'-'ITE'I'all'
midogy, and now even holistic medicine,
there are physicians whose names have

become synonymous with a particular sul-
specialyy. Have these doctors reinvenied

the wheel or discovered the fountain of

vouth to warrant such acelaim! The
ameswer is no Most have simply hired o
skilled pr firm with solid media connee
rions. Mamy doctors who wounld like w
explore the prospect of engaging a pr firm
111;\l.:L.-|_'|'||'!. fieel that i I|I||."!' are not locared
in big cities such as Los Angeles, Miami,
Mew York, or Chicago that pr eiforts will
prove fruitless, This is quine the conmmary.
Those in the media wane o hove crosssec.
tion of cities from which o draw experts.
In the same vein, some suburlan doctors
fecl that pProspectne paticnts anc et
on consulting only with urban doctors.
While media resulting from public rela-
tions will probably not lure a city dweller
to the suburhs, it caon keep the sulwirban
doctor’s patient population in their own
backyard, which is the Diggest bartle faced
by suburban physicians. Media exposune
cin serve o assure the patient of recciv-
ing the sime standand of care (oueside of
a city) while making them feel as if a

“medical star” is in their own homeown.

Many cosmetic surzeons and dermaralo-
gists wonder why they simply cannor wrire
their own press releases or have their
office managers funcrion in a dual cipaci-
ty as pr pro. When doctors attempe this
scenerio if often ends Ill'HiITl'ﬂ.'t'r or .=-||u|11'_.'
takes away from the doctor practicing
medicine. Physicians must understand
that the consumer media is not interested
in the painstakingly technical depictions
of techniques, as would be appropriote for
a medieal journal, nor are they interesoed
in press releases thot are entirely s¢lf pro-
motional. The medical jareon must be
translared and presented inoa way thar is
palatable for by people, and writers and
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As recently as o decade apo, most playsi-
cians whi had achieved a certain level of
pect and patient recognition were loath o
advertise their practices untl HMO s
Isegzan mo clicrane parient care and neim-
bursement, Soon
allter, sulsspecial-
iat= such as gyne-
colopises wnd
INTernises were
performing hometown.”
lucrative elective

procedures that were once the sole
domauin of plastic surgeons and dermaral:
ogists, As the stakes {n elective medicine
were rafsed, even the most conservative
plastic surgeons and dermatologises knew
they had to change with the rimes or risk
an empry wairing room. Advertising was
the first phase in the evolution of practice
promotion. Soon, savwy practitioners real:
izend thar adverrising might only serve o
maintain the status quo of o practice with-
out king it to the next level, Those cos-
mietic surgeens and dermatologists who
sought A0 UpPer imeome, Min or Womsn,
began to feel chae advertising did not
impact their tanget paticnt, The reality is
that thiosse with 4,ii.-ap-c_u,:l'-||; income for cos-
metic procedurnss tepically find their physi-
cinms througeh referrals or editorial cover
age, not advertising. Enter public rela-

thons,

Public relations differs from advertising
i that it uses editorial coverage in
newspapers, magazines, tadio, welevi

sier, und health internet sites wo high:
light a physician and his/her pracrice. A
campaign can focus on new rends, weche
nigues, controversies, safety issues in a
respective subspecialiny or any host of wp-
ies deemed press wortly By a publicise and
medin representative, Essentially, a PR
campaign works by mking information the
consumer necds and wanes o know and

presenting it in the form of actual stories

reloted to dermatology or plastic sursery.
Ensuing media exposure in outlers such as
Elle or Wague magazine or progeams like
“The Today Show' have a huge impact on

prospective patients” medical choices. Lt

“Media exposure can serve to assure the
patient of receiving the same standard of
care outside of a city while making them
feel as if a “medical star” is in their own

serves to reinforee thar a physician is the
expert in hisher subsspecialey. In addi-
tiom, it lends a cache of seal of approval
thar cannot be achieved even by an ageres-
sive add campaign. The bottomdine &= thae
medical adverrising rranslares as biased,
while it never occurs to the average person
that o doctor employed o public relations
firm to secure a1 medin spor, Mot anly can
public relations and sub-sequent media
CXSUNG INCICASE NG TECOENITIoN, it
can also manslate into acnal patients
{increased revenue) as well as assure cur
rent parients that they made the right

chaice.

In dermarclogy, plastic surgery, ophrhal-
molopy, and now even holistic medicine,
there are physiciang: whose names have

“Just as one would not visit a chiroprac-
tor for laser resurfacing, it is unwise to
engage a firm that has not worked with
doctors or aspects of the healthcare
industry.”

become synonymous with a particular suls-
specialty. Have these docrors re-inventied
the whitel or discovered the fountain of
youth o warrant such accliim! The
anawer is no. Most have simply hired o
skilled pr firm with solid media connee.
tions, Many doceors who would like to
explore the prospect of engaging a pr firm
mistakenly feel thar if they ane not located

in big cities such az Los Angeles, Miami,
Mew York, or Chicogo that pr efforms will
prove fruitless, This is quire the contrary,
Those in the media wane to have cross-sec
tion of cities from which o drw expers.
In the same vein, some suburban doc-
tors feel thar prospective paticnts are
intent on consulting only with urlan
doetors, While media resulting from
pubdlic relations will probably not lure a
city dweller to the suburbe, it can keep
the suburban Jdoctor's patient |1¢1|1-1.L|.1-
tion in their own backyard, which is the
Bigeest battle Goed by suburban physi-
cians. Media expostire can serwe B st
the patient of receiving the same standard
of care (outside of a city) while making
them feel as it a "medical star” is in their
own hometown.

Many cosmetic surgeons and dermatolo-
gisrs wonder why they simply cannor write
their own press releases or have their
affice managers function in a dual capact-
ty as propro. When doctors amempr this
seenerio it often ends negatively or simply
takes away from the doctor practicing
medicine. Mhysicians must understand
thar the consumer media is not ineerested
in the painstakingly rechnical depictions
of wechnigues, as would be appropriane for
a medical joue-
mal, nor are they
interested in
press releases
that ane entirely
self promotional.
The medienl jar-
mon must be rranslared and presented inoa
way that is palatable for ky people, and
writers and producers are indeed Ly peo-
ple. Developing connections with the
media is a fulltime job. Only public rela-
tions firms have the time w solidify con-
nections with the press and be recognized
as a key source for medical/healtheare sto-
T3,
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Public relations, when implemented ethi-
cally and effectively, can truly help a prac
tice gain an edge in competitive markers. It
can often make the difference between
remaining a ‘bestkepr secret’ or having a
full surgery schedule. Doctors who elect to
go this roure must keep their egos in check
and adhere o the Hippocraric Oarth. s
there a downside to public relations? Yes,
physicians just might become addicted to
their newfound fame.

About the writer: Katherine M.
Rathman is the President and CEQ of
EMR Communications, Inc., & Manhattan
public relations firm specializing in medi-
cine. The firm’s clients inelude leading
plastic surgeons and dermarologises naton-

in addidon o other sulsspecialities of
medicine. The firm's clients regularly
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appear in Vopue, Elle, Allure, and many
other prestigious publicarions as well as
national television programs. Ms. Rothman
hiis addressed the topic of doctors and pub-
lic relations in both trade and consumer

i including: The Palm Beach Post,

s Financinl News,
HealthMNewsDigest, and PR Health
MewsWire, To reach Ms. Rothman eall 212-
527-1511 or email: KMREPR@Evahoo.com

What Will A PR Firm Cost Me?7?7?
A local PR firm in a medium-sized town
could eost you $600 and up per month. If
YOU want your name to pop up in local print
now and then for dental and non-dental

news, that could be a good way to go!

Katherine Rothman's national firm has a
few dental clients as well and her company
gets them featured locally and nationally
for a fee of $3,500 or more per month. s it
worth it! I'll let you know! More on this

topic next month. In fact it'll be the cover

story!




