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Overview 
 
Survey research that includes direct feedback from physicians is a critical tool for healthcare 
providers. However, today’s physicians are bombarded with the need to be up to date on the latest 
technology, treatment protocols, information systems, and the rapidly changing healthcare 
environment. Thus, encouraging physicians to participate in survey research is more difficult than 
ever.  
 
As healthcare organizations strive to gather meaningful feedback from community physicians, the 
response rates and often the quality of feedback falls below expectations. So how do healthcare 
leaders and physician relationship managers achieve the best results when asking physicians for their 
feedback?  
 
In this white paper, we review critical success factors for encouraging physician participation in 
survey research. Having conducted in-depth interviews and online research with thousands of 
referring physicians across the country, Gelb has successfully employed these strategies with 
healthcare providers to incorporate physician feedback into experience design, strategic planning, 
and brand management.  
 

Communicate Appreciation and Results 
 
First and foremost, it’s imperative that organizations recognize the time commitment for feedback 
via surveys. Today’s physicians are busier than ever, and a lack of time is one of the most common 
reasons that they decide to not participate in research. Here are some specific strategies that you 
can use to help overcome this challenge:  
 

• If you are using an outside partner to conduct the research, it is a best practice to first reach 
out to the physicians via an internal champion. Ideally, someone who is well-known and 
respected (such as the medical director). This reinforces the importance of the research and 
instills confidence that the organization is behind the research effort. The outreach can be in 
the form of a fax, mailed letter, or an email. Clearly state the purpose of the research, how it 
will be used, and any incentive being offered.  
 

• When creating content to ask for participation, always thank physicians for their feedback 
and reinforce the value of their input. Let them know how their input will be used and why 
the research is being conducted.  
 

• Offer a monetary incentive. An individual incentive is more persuasive than a drawing. In-
depth interviews that require 30 minutes or more should provide an incentive of $100-$250. 
The amount varies for online surveys depending on the length of time required (the typical 
range is $20-$50), but ideally should still include an individual incentive amount.  
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• Make the survey as short as possible. For online surveys, 15 minutes should be the max and 

8-10 minutes is ideal. Surveys that are longer than this tend to accumulate a high drop-off 
rate. For in-depth surveys, an hour should be the max while 30-45 minutes is ideal. In-depth 
interviewers should be conversant in the topic and able to encourage conversation efficiently, 
including avoiding questions that the interviewee has covered in a previous question, and 
building on previous answers in order to personalize the interview.  
 

• Make it convenient. Online surveys should be easy to access from a variety of browsers and 
platforms, including mobile phones or tablets. For in-depth surveys, research interviewers 
need to have a wide range of availability. This often includes early mornings (before patients 
are seen) or evenings (after work). While it is possible to complete interviews in person, we 
have found that it is more convenient for physicians to do this via telephone as it provides 
the maximum amount of flexibility. When possible, avoid adding extra requirements – such 
as asking the physician to use a long call-in number or using video technology.  
 

• Take action. This is one of the most important, but often missed pieces. Communicate back 
to the participants how their feedback made a difference and what actions were taken. 
Without this, it is often difficult to encourage them to participate in the next survey. Engaging 
clinical services/operations in the responses rapidly is imperative to resolve the situation; this 
feedback should be used to drive changes within operations.  

 
 

Consider Short and Timely Surveys 
 
While in-depth surveys have their time and place, often times shorter and more frequent surveys 
will better serve your interests. These increase your ability to respond quickly, to results, rather than 
waiting for a year-to-year (at best) assessment of how well your relationship is being managed.  You 
will also need to ensure they aren't over-surveyed, but this is easily solved with the technology 
available.  
 
Here are some specific tips: 
 

• Ask for feedback immediately after an interaction or touchpoint, if possible (such as timing 
closely tied to a referral or participation in an event). This is the best way to recover “at risk” 
encounters or relationships. Be sure to incorporate a mechanism to respond quickly when 
needed.  
 

• Bundle questions so that the interactions are related to what they’ve actually experienced 
(e.g. events, referral, visits, etc.).  
 



Eliciting Feedback from Physicians  
 

© 2016 Gelb Consulting. All Rights Reserved.  Page 4 

• Focus the survey on those who actually had the experience (e.g. physician, referral 
coordination, etc.) It is often the case that physicians can’t provide feedback on certain parts 
of the referral experience that they do not manage themselves – such as coordinating the 
logistics for making a referral.  
 

• Be sure to include “at risk” physicians – those who have referred in the past, but their volume 
has stalled or declined.  
 

High performance organizations are using a combination of PRM, market data, and experience 
monitoring tools to achieve these goals. The results are outstanding, not just in terms of response 
rates to surveys, but also to engagement and advocacy. Ultimately, these organizations have better 
strategic insights and referral rates because of their attention to feedback. 
 

Include Liaison Teams 
 
Physician liaison teams often have relationships with the physicians that will be included in the 
survey research. Physician liaison teams should be part of the discussions concerning who should be 
included in the survey research, how they are contacted and what types of questions they will be 
asked. Liaisons often have a vested interest in the survey results, as they need valuable tools and 
information to do their best work. Physician feedback, particularly the short, timely surveys, can aid 
their efforts without requiring more of their time.  
  

The Pay-Off 
 
Although obtaining meaningful feedback from physicians takes more money, time and effort 
compared to obtaining feedback from patients, it is worth it. Asking for input is a step in the right 
direction and many organizations do not, or at least not consistently, ask physicians for feedback. 
However, under the right circumstances and knowing that the feedback will truly be used to drive 
changes, many physicians want to provide their feedback. Furthermore, it can be a great way to 
recover “at risk” relationships and drive operational changes that will make a lasting impact. In fact, 
across all industries and audiences, if a reported issue is resolved, the respondent is MORE likely to 
recommend you than if they had NEVER had an issue. Sounds strange, but it’s true!  
 
Learn more about building stronger relationships with referring physicians using our Physician360 
Experience Management Dashboard: https://vimeo.com/113242181 
 
Learn more about how we use in-depth experience research to understand a referring physician’s 
current experience and how we can best treat them as partners to increase volume: 
http://www.endeavormgmt.com/physician-experience/ 
 

https://vimeo.com/113242181
http://www.endeavormgmt.com/physician-experience/
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About Endeavor 

Endeavor Management, is an international management consulting firm that collaboratively works 
with their clients to achieve greater value from their transformational business initiatives. Endeavor 
serves as a catalyst by providing pragmatic methodologies and industry expertise in Transformational 
Strategies, Operational Excellence, Organizational Effectiveness, and Transformational Leadership. 
Our clients include those responsible for: 

• Business Strategy 
• Marketing and Brand Strategy 
• Operations 
• Technology Deployment 
• Strategic Human Capital 
• Corporate Finance 

 

The firm’s 50 year heritage has produced a substantial portfolio of proven methodologies, deep 
operational insight and broad industry experience.  This experience enables our team to quickly 
understand the dynamics of client companies and markets.  Endeavor’s clients span the globe and 
are typically leaders in their industry.  
 
Gelb Consulting Group, a wholly owned subsidiary, monitors organizational performance and designs 
winning marketing strategies.  Gelb helps organizations focus their marketing initiatives by fully 
understanding customer needs through proven strategic frameworks to guide marketing strategies, 
build trusted brands, deliver exceptional experiences and launch new products.  Gelb can help you 
to develop and implement the right strategies.  Using advanced research techniques, Gelb can help 
you to understand the complexities of your market, to develop your strategic decision frameworks 
and to determine the best deployment of your resources and technology to monitor your successes.  
For over 50 years, Gelb has worked with marketing leaders on: 

•    Strategic Marketing 
•    Brand Building 
•    Customer Experience Management 
•    Go to Market 
•    Product Innovation 
•    Trademark/Trade Dress Protection 

 
 
Our websites: 
www.endeavormgmt.com 
www.gelbconsulting.com 
www.gulfresearch.com 
 

 

http://www.endeavormgmt.com/
http://www.gelbconsulting.com/
http://www.gulfresearch.com/
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