
Making the Most of Marketing 
YOUR PLANNING GUIDE, PART ONE



We understand the reluctance to spend money on something that isn’t a “sure thing,” but when done 
correctly, marketing is the key to growing and sustaining your brand. 

To help you identify your marketing goals and to get the most out of your marketing budget, we have put 
together a guide. Work with your team or on your own to answer these questions as completely as possible. 

By the end, you should have a clear picture of where to go and what to do with your marketing efforts. 

?

The Top 5
Marketing
Questions
from rural hospitals

1.  How will I know marketing  
is effective?

2. Can I afford marketing?  

3.  How can I keep people from  
leaving town for healthcare? 

4. How do I know what to market?  

5.  Can marketing help to recruit  
new physicians?



STEP ONE: 

Review the Market



Determining your marketing path of action first requires some research.  
The more you know about your market, the better equipped you can be.

If yours is a tax-exempt hospital, 
you will have a CHNA to refer 
to. Your CHNA is a wealth of 
information that will give you 
a better understanding of the 
population your hospital serves 
and what your areas of focus 
should be. 
• Obesity? 
• Type 2 Diabetes? 
• Smoking cessation programs? 

Nothing beats going out and 
talking to the people your 
hospital serves about what 
they would like to see from 
your facility. This can be done 
casually or in focus group 
format. It can be done on 
your own, or through a public 
relations or marketing firm.

Developing as clear a 
picture as you can is key 
to marketing. A thorough 
situation analysis will help 
you define your Strengths, 
Weaknesses, Opportunities, 
and Threats.

While it might seem daunting 
at first, it’s important to 
know all you can about your 
competition. Research them 
online and in the community. 
Find out that they offer and 
what people are saying about 
them. The more you know 
what works—or doesn’t—for 
them, the better you can 
target your messaging.

Community Health Needs 
Assessment (CHNA)

Situation Analysis 
(aka SWOT Analysis) Competitor AnalysisMarket Research



STEP TWO: 
KNOW YOUR TARGET PATIENT



Your identified target patients should determine the message of your marketing.  
Look at the following for insight. 

Geography

Demographics

• Are your prospective patients older or younger?  
• Blue collar or upper class?  
•  Do you have a lot of young families in your area,  
or is it mostly retired people?

Knowing as much as you can about the population you 
serve will inform everything from messaging, to media,  
to what service lines to develop.

• What are your primary and secondary service areas?  
• How wide of a reach are you going for?  
• Does it make sense to market in the next town/city/state over?

After you’ve gathered as much information as possible about who and where you’d like to 
target with your marketing, additional insights may be found with market research.



STEP THREE: 
IDENTIFY YOUR BUSINESS GOALS



Long-Term Goals

Short-Term Goals

What can you accomplish in the next days, weeks, 
and months? An example of this would be “increase 
volumes for x service line by y percent by z date.” Having 
clear short-term goals—and hitting them—will help you 
on the path to success.

Where do you want to be in 10 years? This can include 
building a new addition, recruiting for a new department, 
or service line expansions. These are the cornerstones of  
your facility’s future. 

You probably have some idea of what kind of results you’d like your efforts to produce, 
but, as with all aspects of your marketing plan, the more specific the better.  

Break down your goals into two parts:

Marketing pays off when executed correctly.  
We hope you enjoyed Part One of the Legato Marketing Planning Guide.  

Stay tuned for Part Two, with tips and strategies for making the most of your marketing dollar. 
Learn best practice for budgeting, how to measure success, and how to prioritize service lines.




