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Overview 
 
While significant focus is placed on developing “patient-centered” care processes and experiences, 
healthcare continues to rely on the strength of collegial and collaborative physician to physician 
relationships to support new patient volumes for specialized procedures and services that generate 
clinical revenues which are necessary to sustain the organization’s mission and vision.  
 
Although the “brand” process is typically conducted at the enterprise level, physicians today 
continue to be individually known; they are present in a variety of physician directories/websites 
and professional organizations and receive individual ratings based on their expertise, customer 
service, patient experience and clinical outcomes.  The importance of “brand” extends beyond the 
enterprise level as the personal brand of physicians becomes increasingly important not just to 
them, but also to the organization. Brand building is critical for their ability to grow their practice, 
both clinically and from a research perspective (for those in the academic arena) and to 
successfully enhance both their reputation and that of the organization.  
 
In this white paper, we will review why physician brand-building is valuable to physicians and the 
enterprise alike, how to get physicians engaged in building their brand, and tactical brand-building 
tips and strategies.   

Why Brand Building Matters 
 
There are many benefits of physician brand building, some of which are more obvious than others. 
Since physicians today are busier than ever, it is helpful for them to understand why they should 
invest time in personal brand building. It is also important to set realistic expectations, including 
the time commitment. Along these lines, the organization must commit to supporting physicians 
with processes and schedules that allow them time to regularly participate in activities that build 
their brand, thus aligning their individual needs and interests with those of the healthcare system.  
 
Perhaps one of the most obvious benefits of brand building is related to promoting referrals. The 
role of a healthcare organization’s physicians in ensuring that referring physicians and patients 
have the best possible outcomes and experiences cannot be overemphasized. Based on our 
experience conducting research with thousands of physicians across the country, we know without 
a doubt that one of the most important motivators for referrals is having a physician colleague that 
serves as a trusted resource and provider. This preference for a trusted physician colleague is 
motivated by both confidence in clinical quality and the ability to easily coordinate on care and 
communicate about next steps/follow-up plans.  
 
Along with promoting referrals, other benefits of physician brand-building include:  

- Increased opportunities to develop personal relationships with other physicians 
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- Identification of opportunities to collaborate on research and medical educational activities 

in the community 

- Access to resources and information that will help physician colleagues take better care of 

patients and make informed/optimal referral decisions for specialty care 

- Reputation enhancement in local, regional and national / international markets  

- Expansion of both the physician’s and the organization’s brand within the physician 

community and with the general public   

- Improvement of the physician’s ability to attract newly diagnosed, previously untreated 

patients through dedicated physician to physician interactions  

- Development of enhanced clinical relationships especially with local physicians and other 

specialists that lead to ensuring long term referral patterns 

- Improved coordination of care for all patients during referral, treatment, and return to the 

patient’s home community and physicians  

- Potential increased financial value (derived from the increase in new patient referrals).    

- Developing a foundation for supportive and collaborative process when a patient is referred 

to them for specialty care  

Getting Physicians Involved  
 
The imperative becomes how to best involve physicians in the process of creating these 
relationships and determining how an individual physician’s brand contributes as part of the 
broader strategic process of building and enhancing the healthcare organization’s brand and 
reputation amongst physicians.   
 
Ideally, physician brand-building activities should be oriented around their clinical interests, research 
priorities and educational activities as well as being aligned with the strategic goals of the healthcare 
organization that they are employed and/or affiliated with.   
 
Best practice organizations include internal engagement as part of their physician relationship 
strategy, so that leadership is aligned with meeting referrer needs and continuously supporting the 
physician relations efforts.  This inclusion represents a deep appreciation for the strategic 
importance of physician relationships, and how they can facilitate internal support and enhance 
mutually beneficial relationships among physicians. 

 
Initial Steps include: 
- Start early with those physicians who have recently joined your medical staff, while 

credentialing is in process, and they may not yet have begun to see patients. If this is not 
already in place at your organization, consider starting with a pilot project within one priority 
service line.  
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- Create a physician orientation program, led by the physician liaison team, to educate new 
and existing physicians about their role in physician outreach, referral development and how 
developing their individual brand can contribute. 
 

- Establish a physician feedback process to review what aspects of the physician brand building 
process are working well (or not).  Utilize this feedback to make adjustments to current 
activities and into the design of potential future practices. This follow up could be 
documented in each physician’s annual performance review (APR) to create an additional 
level of accountability.  
 

Tip: The orientation could be integrated with the medical staff onboarding process.  Each department 
should have a plan that outlines expectations for their physicians with respect to participation in the 
physician brand building process.   
 
Work with service line / targeted program medical leadership to develop a plan for new physicians 
that addresses: 
 

o Expectations for the new physician’s role in brand and relationship building, clinical 
communications and related outreach involvement. 

o Alignment with the organization’s Physician Outreach Plan, the organization’s 
strategic priorities and the needs, interests, priorities and expectations of referring 
physicians.  

 

Tactical Best Practices  
 
Proactively Coach Physicians on Brand Building 
Brand-building and professional relationship-building is not always intuitive. Thus, providing 

physicians with a well-known and respected member of the medical staff who can act as a facilitator, 

coach and mentor to encourage other physicians is often necessary (Consider a title such as:  Medical 

Director - Physician Reputation, Growth and Outreach). Ideally there would be a physician from each 

department or specialty who would serve as medical liaison to relevant medical societies as a means 

to network and further develop local physician relationships.  

Provide Tools to Build Trust Outside of a Referral 
Internal physicians should be armed with useful resources that they can share with other physicians. 

Our research indicates that physicians are consistently interested in information that is clinically and 

scientifically oriented, and that will assist them in providing patient education, while optimizing their 

decision-making capabilities when a referral is medically indicated. The healthcare organization’s 

Web Site can support individual physician branding by organizing access to this information around 
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the online and mobile-based physician directories.  Core content inventory for physicians should 

include their clinical and research interests, priority clinical trials, publications, conference 

presentations and key social media posts (i.e. LinkedIn, Doximity, Twitter).     

In additional, individual physicians and/or departments can proactively reach out to physician 

colleagues to build their knowledge and practices – such as sharing information related to latest 

treatments and best practices. This is particularly relevant for sub-specialists and academic medical 

centers, as they are trusted as the sources with the most up-to-date information. Topics that relate 

to improving patient care, population health, and aiding in referral decision-making (when to refer, 

which specialist is most appropriate for the referral) are frequently sought.   

This sharing of information naturally leads to the ability to collaborate when a referral is needed – 

such as direct access or second opinions for new patients, or support for the direct referral of 

potentially eligible patients to clinical trials. When we speak with referring physicians around the 

country, one of the most frequent requests is a way to more easily make a referral to the right 

specialist, in the right timeframe appropriate for the diagnosis. Their confidence in this process can 

be greatly advanced by having a physician colleague who they trust and are able to directly contact 

when needed.  

Encourage Involvement in Highly Visible Touchpoints 
Physician participation at local, regional and national/international priority conferences constitutes 
a highly visible venue to highlight your organization’s physicians. While national conferences and 
associations tend to be highly popular among physicians (both for their own knowledge-building 
and CME credits) local and regional associations and conferences should not be discounted. This 
presents an opportunity for physicians to get to know other physicians in the area, and to build 
trust for potential referrals. 
  
Encouraging physicians to speak at local healthcare events, sharing research and best practices, is a 
brand-building opportunity for both physician colleagues and local consumers. Along these lines, 
many organizations have found success in developing a Physician Speakers Bureau, which facilitates 
opportunities for internal physicians to educate referring doctors and build new relationships.  
 
Social networks area also highly visible and present an opportunity to enhance physicians’ 
operational efficiency for in connecting with local and geographically distant physicians and for 
optimizing their time commitment to brand building efforts. Social networking can be intimidating, 
so it is important that doctors feel supported to embrace digital technologies.  Working with the 
marketing team to share tips and tools to participate in these social networks is suggested. 
Sometimes, it’s as simple as proactively sharing already-existing information about new research 
and tools. We can go so far as to describe the “Digital Physician” as someone who is skilled in the 
focused use of social media tools, knowledgeable about physician portal functionalities and 
understands how health information exchange via electronic medical records systems drives 
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optimal clinical communications, improves patient safety, and facilitates coordination of care 
priorities.    
 
Recognize Success 

Brand-building takes time and perseverance. Thus, its importance has to be consistently recognized 

and supported (this won’t work if it’s limited to a one-time initiative or workshop). Successful 

organizations incorporate a recognition process for physicians who participate in the relationship 

management process.  This can include inclusion in annual performance reviews and credit for 

“organizational service” if such a program exists.  If not, explore creation of such with executive and 

medical leadership. For the roles and activities outlined in this plan that request and require medical 

staff involvement, it is important to properly recognize those who do participate.  These activities 

should qualify for inclusion and recognition and be highlighted as part of the medical staff’s annual 

performance review (APR). 

For employed physicians, a best practice is to establish recognition programs for those who 
participate in physician brand and relationship-building activities and to highlight their 
accomplishments as part of the medical staff’s annual performance review.  Recognizing all 
members online or through other visible platforms reinforces their value and helps them build their 
professional reputation.  

Getting Started 
 
Developing a successful, multifaceted physician brand building strategy will contribute to 
positioning the individual physician, their practice and the organization as a referral center of a 
choice and advancing the hospital’s reputation as a market leader in its community. Outcomes 
include increased physician awareness, a more loyal physician referral base, and a continuous flow 
of patient referrals that supports growth objectives of the practice. 
 
So where does one begin, and how do you encourage and convince members of your medical staff 
to get involved in developing their personal brand?  While there is much to consider, here are some 
key actions that get the ball rolling toward advancing your organization’s physician brand building 
efforts: 
  
1. Define the objectives – what are you trying to accomplish, and how will you measure success? 

2. Develop a solid understanding of your medical staff and individual physician needs, interests, 

expectations and priorities for their practice and their careers and how these needs align with 

the expectations of your referring physician base. Depending on information available, this 

might require additional research. Consider a Physician Experience Mapping approach to gain 

an in-depth understanding of needs.  
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3. Restructure conversations with internal stakeholders to think about the “business” rather than 

tactics. 

4. Reinforce the fact that collegial and collaborative physician to physician relationships influence 

the majority of your clinical volumes 

5. Ensure that there is appropriate and relevant recognition for physicians who are willing and 

interested to participate in building their brand and practice. 

For more information about engaging and building relationship with referring physicians, please 
see the following resources: 
 
Embracing your Evolving Role in Referring Physician Engagement 
 
SMART Physician Relations Benchmarking Tool – Free Online Survey and PDF Report 
 
Engaging Physician Alumni for Increased Referrals, Reputation and Resources 

About Endeavor Management 
 
Endeavor Management is a management consulting firm that leads clients to achieve real value 
from their strategic transformational initiatives. We serve as a catalyst by providing the energy to 
maintain the dual perspective of running the business while changing the business through the 
application of key leadership principles and business strategy.  
 
In 2012, Gelb Consulting became an Endeavor Management Company. Our combined experience 
(Gelb founded in 1965) offers clients unique capabilities to focus their strategic initiatives with a 
thorough understanding of customer needs to drive marketing strategies, build trusted brands, 
deliver exceptional customer experiences and launch new products. Our experienced consultants 
and analysts use advanced marketing research techniques to identify customer needs and spot 
high potential market opportunities.   
 
The firm’s 40 year heritage has produced a substantial portfolio of proven methodologies, enabling 
Endeavor consultants to deliver top-tier transformational strategies, operational excellence, 
organizational change management, leadership development and decision support. Endeavor’s 
deep operational insight and broad industry experience enables our team to quickly understand 
the dynamics of client companies and markets.  
 
Endeavor strives to collaborate effectively at all levels of the client organization to deliver targeted 
outcomes and achieve real results. Our collaborative approach also enables clients to build 
capabilities within their own organizations to sustain enduring relationships. 
 
www.endeavormgmt.com/healthcare 
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