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Advertising aims
to fill hospital beds

By Susan Buck
apoclal writer

Flve years ago, Sunrise Hospital in Las Vegas
shocked the public by advertising crulses for pa-
tients who had speciflc procedures performed at
Sunrlse.

The offer was censidered blasphemous and
unethlcal.

Hospitals in this area have been more modest in
their approach, but thoy are hitting the drawing
boards to produce advertlsing strategles designed
to promote services and lure customers.

Of 41 hospitals answerlng a Southcast Michigan
Hospltal Council (SEMC) survey, 32 said they ad-
veriise. Of those adverilsing, 21 of 26 reparted
spending @ total $1.8 milllon annuaily on advertis.
Ing. Survey responses were anonymous, but one
hospita) listed spending $500,000, and four others
more ihan $100,000 each year. SEMC is an 80-
member trade assoclation based in Southficld,

With the cmergence of alternatives (o traditlonal
health insurance plans like health malntenance or-
ganizations (HMOs) and preferred provider organ-
Izatlons (PPOs), hospltals are placing advertising
higher on thelr 1ist of priorities.

“Hospltals are becoming more a business be-
causc of changes in the economie relmbursement
arena,” said Donald Potter, president of SEMC,
“What we have now developed is an economic sys-
tem of dellvery that works llke any other capitalis-
tie system.”

THE SURVEY, the first for the three-year-old

" SEMC, is the bralnchild of Jane Eckels, SEMC's

directar of public relations, Eckels, 38, 2 White
Lake Township resident, is a former Oakland Press
reporter who also worked in publie relations at
Henry Ford Hospltal before foining SEMC,

“1 felt 1t {the survey) was Important becausc ad-
verllsing is such a concrete emerging trend. I trled
1o put a finger on the pulse of the [ndustry,” Eckels
said. "National rescarch showed that flve years ago
{ive major hospltals had marketing people In them.
Now mogt hespltals have a marketing person.”

When a hospital decides to advertise; It {s usually
the public relations department alone or with help
{rom planning or marketing resource peaple, which

r for advertising p . But 54 per.
cent of those surveyed sald they are presently or
planning to usc an advertlsing agency mainly for
copy, design work, production, placement and gen-
eral consulting.

Seventy-cight percent of the 41 hospitals re-
spondlng to the survey said thal they were lnvolved
in advertising. Another 17 percent who do not ad-
vertise plan to begin within the next year,

The most popular media used by hospltals to sell
their services and to establish an institutional im-
age are newspapers and direct mall, followed by
radio, magazines and TV. Print is the most cconom-
ically available methed, Eckels sald,

."Frequency and reach arc the two measurcs
ments that determine how effective advertising is
= how often it appears and how many people it
reaches.”

Henry Ford, Sinai and Harper-Grace are hospi-
tals that do a lot of specialty work and which are
heavy print users, Eckelssald. .

Flity-three percent of the reporting hospitals
said advertising was part of an overalt Institutional
marketing plan while 37 percent of the hospitals
called advertlsing an occasional effort. Many of
those who advertise occasionally satd a comprehen-
slve advertising strategy is or will be developed.

Seventy-nine percent sald they had or will con.

Replacement lenses
sold at pharmacies

duct some research or testing before beglnning an
advertising program. The most frequently men-
tioned market research actlvitles include focus
groups, general awarcncss, and telephone, patient
and physiclan surveys.

WITH INCREASED health care costs and in-
creased use of outpatlent scrvices at major Detroit
hospitals’ sateltite branches, consumers are taking
a hard look at the services a hospltal provides
rather than accepting the referral advice of thelr
physiclan, Potter, 38, a Plymouth resident, sald.

“IU's a buyers’ market. We have more physiclans
than we need and more hospital eapacity than we
need. O y rates [n h Mich
hospitals have been reduced 10 percent in the Jast
five ycars,"

Today, 62 percent of patients have some say in
which hospltal they arc admitted, Eckels sald,

“Patients wlll physiclan shop,” she sald. “What
they are saying to their physlcians Is, ‘I know you
have privileges at more than ene hospital. I want to
go to hospital X tnstead of Y.' Consumers arc no
fopger the complacent, 'Whatever you say, doctor,
You're the boss.”

Hospltals are keenly aware of consumer “com-
parlson shopping.”

“How did referrals go In the past? Welt, that's
cronylsm and not necessarily In the negative
sense,” Potter said. “The famlly practitioner
doesn't know cvery surgeon in town, but he will
know someone he went to school with or who he has
as"mnmbcrs of the country club where he plays
golr.” K

MOST HOSPITALS named more than one reason
far declding to advertlse, The largest number of
resp {38) named ps of speclfic ser-
vices as thelr number-one alm followed by a desire
to establish an Institutional Image, to Increase inpa.
tient use, as a response to competing hospitals ad-
vlcrlblng. and because of a board of trustees direc-
tive.

And how do they measure effectiveness? By use
of advertlsed scrvices along with patient and gen-
eral awareness surveys. And they belleve their ad-
vertising Is favorably accepted by employecs, phy-
slcinns and the public based on Improved employee
morale and favorable comments from patients and
employces,

‘Twenty-three of 39 respondents sald that dircet
product advertlsing of services like urgent care and
obstetrics Is more effectlve than Institutional posi.
tionlng that stresses “flrst,” “only," “biggest” and
“brand name" recognltlon and retention of the hos-
pltal’s name. And 23 of 38 hospitals said advertising
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Hospitals fret over competitionf |

By Lerry 0'Connor
stotl wriler

appeals that touching or as.
pects are more suceessful than those that deat with
technleal facts or testimonlals and endorsements,

Of 41 reporting hsopitats, 11 had a 500-pus bed
capacity, 11 had 250-499, 12 had 100.249 and seven
had less than 99 beds.

With the emergence of heatth-care adver-

" tising, some local hospitals are jumping on

the bandwagon. Some are consldering it, but
others oppose the Madison Avenue ap-

proach.

And while most area hospltal spokesper-
sons frecly admit whether they advertise,
they are mum on the number of dollars
spent.

“We've been influenced by the competi-
tive movement,” said St. Mary Hospltal

spokeswoman Audrey McConackle, whose'

hospltal dido’t have a public relations de-
partment untl! 18 manths ago. “You have to
getinto the ball game.” .
William Beaumont Hospital In Royal Oak
docsn't have an advertising plan. B

Please turn to Page 2

By Larry O'Connor
stali writor

Ce made by op fsts
don't faze Selderman, who said most
don't fi

3

Pharmacy owncrs Abe Sciderman
and Bob Leal want thelr customers to

lenses either, And, he adds, sometimes
their lenses ave sent through the mall.
If there Is a problem with a lens,

sere
vice at both of their atores makes it
possible and affordable. The pair, who
own Mendel's Pharmacy on Seven Mile
between Beech Daly and Inkster In
Redford, and Leal’s Pharmacy on 12
Mile and Ryan in Warren, conslder
themselves ploncers In Michigan in
providing replacement contact lenses,
All people need Is thelr prescription
from their optometrist to order lenses,
The process takes three to flve days.

The store doesn’t provide fltting or
sizing. They order the lens(es) from the
manufacturer and retom them, un-
opened In the vials, to the customer.

The advantage of going to a pharma-
<y, according (o Selderman, is the cost.
He said the Jenses at thelr stores are
35-85 percent choaper than at full-sers
vice contact lens centers,

BUT SOME optometrists arc not ex-

see things more clearly.
A soft contact-} 1

actly enthusiastic about the new ser-,

vice.

*“My teeling is that I really don't fa--

vor it,” sald Dr, Susan Hahn, a South-

" more llable than thiey are dispensing

sald he directs persons to
thelr optometrists. .

Selderman doesn’t belleve the clali
that people will aveid eye checkups
holds water,

“Actually, this o)l started because of
the opposlte happening,” he sald. “Peo-
ple were wearing torn or bad lenses be-
cause they couldn't afford to buy re-
p!ummer:b. We helped make that afe

fordable. .
SEIDERMAN said that it was an op-
tomelrist, Norman Glnls, who started
the service in the first place.
Llability is another concern. Bolh
Sclderman and Leal sald they're no

medleation.

Interest has been high for the ser-
vice. It has boosted business at Men-
del's nlne-month-old store, which had a
sluggish start.

One obstacle has been some optome-
trists’ reluctance to relinquish the pa-
tient’s prescription, Michlgan law says
they don't have to,

makes people mad because
they Ieel they pald for it,” Selderman

fledd optometrist who's tho president of
the M !l Detroit Op
Soclety, “Malnly, because it's a good

Idea’lo have the lens checked while it Is -,

aon the eye when iU's picked up. Some-

times the wrong type of lens is written |
on the bottle or there |5 a defect and ;

they have to be returned.”

sald, “Most { glve them up

though. .

Both Selderman and Leal would like
{0 see the service become statewlde as
in Ohlo, In fact, it was a trip to the
E’uc.keye state that sold Leal on the

ea,
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Dr. W.P. Richards (left) consults with T8I vice presid
on electronic prescriptions. .

Doctors,

By Larry O'Conner
staft writer

join computer age

druggists

the preseription iy ready by the time,
the patlent arrives at the drugstore

Tim Fino

With Transcript Services’ system of *

from the doctor’s office, .
The system s programmed with
t and patlent demo-

arma-

cists no longer need to take a course
in Egyptian hieroglyphics.

More legible are just

ypes
graphles, Richards safd 500 patlenta’
are entered on his system with 4,000

one of the features of the new system
being develop by the Bloomfield
Hills-based company, The system, the
first of its kind known {n the country,
Is not only,deslgned for doctor-phar-
macist convenlence but as a way to
curb prescription-drug fraud caused
by altered or forged prescriptions.

. For the patlent, the wait for pres.
criptions is climinated. And, with
clearer prescriptions, the chances of
error (wrong type of medleation,
wrong dosage) are greatly reduced,

The service, in. its Infancy, estabs .

lishes computerized links between

P types.

Richards, who's also the chairman
of the Qakland County Prescription
Drug Abuse Task Force, sces the ays-
tem as o deterrent to prescription
fraud, which he sajid s prevalent in
Michigan. It would make prescription
blanks, which are often stolen from
doctor’s afflces, obsolete, thus elimi-
nating false prescriptions, New De-
troit, the Federal Drug Enforcement
Administration, Macomb and Wayne
County have, been contacted by the
task force about the new system.

ecording to Richards, 4 pereent of
the population lving' in southeast
8 percent of the

medical ofilces and pharmacies with
equipment placed on a lensé arrange.
ment. Bloomfleld-Hills physiclan, Dr,
Wilson P, Rlchards, and Squarc-Wood

_Phnrmncy. at Woodward and Square

Lake Roads, are the flrst users of the
electronic-transmitted system.
other physicians group in Taylor Is in
the process of obtalning the system.

"I THINK it's great,” Richards
sald. *I resent having to write pres-
eriptions manvally now . -

The patient receives a copy of the

from the doctor, which is

.also transmitted by the physiclan to

the pharmacy via computer. Usually,

codeine and 36 percent. of ampheta.
mines in the state. :

“That's a helluva lot of fat and a
helluva lot of pain,” Richarda said,

KA’ , dlrector
of sales at Transeript Services, sald it
took three years to develop the sys--
tem. The company has targeted the
“tri-counly arca for expansion, It
leases the equipment {o elther phyal.-
clan or pharmacist and charges pa-
tients a $10-a-year subscription fee
for the service, -

. . Pleaso turn to Page 2 .
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