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Delta Region Community Health System
Development (DRCHSD) Program
Supported By:

U.S. Department of Health & Human Services

vialy
LHRSA
=

Federal Office of Rural Health Palicy

# Delta Regional Authority

This project is supported by the Health Resources and Services Administration (HRSA) of the
U.S. Department of Health and Human Services (HHS) as part of a financial assistance award
totaling 510,000,000 with 100% funded by HRSA/HHS and S0 amount and 0% funded by
non-government sources. The contents are those of the author(s) and do not necessarily
represent the official views of, nor an endorsement by HRSA/HHS, or the U.S. Government.
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https://www.ruralcenter.org/category/lexicon/hrsa
https://www.ruralcenter.org/category/lexicon/hhs
https://www.ruralcenter.org/category/lexicon/hrsa
https://www.ruralcenter.org/category/lexicon/hhs
https://www.ruralcenter.org/category/lexicon/hrsa
https://www.ruralcenter.org/category/lexicon/hhs

Brian Lani, Vice President of
Creative Services
Legato Healthcare Marketing
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« Why stories are so effective
« What makes up a good storye

 How the human brain
experiences stories

* The importance of storytelling in
healthcare communications

Agenda

« How to develop a storytelling
strategy

» A storytelling case study
« Storytelling during COVID-19

« Post webinar survey
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Pre-Poll

Q: How confident are you in your
understanding of the importance of storytelling

to create relatable content while educating,
building confidence and humanizing your

organization’s imagee¢ (select one)




A
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orfant way 1o
audien

With frie
With co-workers
With neighbors



Stories are part of ou?d

TV /[={

Movies e
. ;

Books R Als

Podcasts
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Why are stories so effective?

healthcare marketing



PEOPLE LIKE STORIES
BECAUSE...

They entertain us
They connect with us

They teach us something
(consciously or sub-consciously)

They make us feel good
They make us think
They tap info other emotions

They help us make sense of a
chaotic world



Question

Q: What types of stories is your organization
sharing internally and externallye

(Answer in chat box)




A GOOD STORY

End

Middle /1
Beginning

_7
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STORYTELLING = EFFECTIVE
COMUNICATIONS

Relatable Memorable




THE HUMAN BRAIN UNDERSTANDS EXPERIENCES
BETTER WHEN NARRATED IN THE FORM OF A STORY

» |Information shared in a story
IS Mmuch more memorable

than one presented through
facts and points

« Stories create compassion
making content more
relatable

é\/L NATIONAL
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Today healthcare
storytelling is more
Important than ever to
humanize your image




WHAT VS. WHY

JUST THE FACTS THE POWER TO MOTIVATE
Services offered « Appreciate the patient’s journey
Physicians on staff  Create empathy
Medical conditions  Build relationships through trust
Locations * Provide understanding through experience
Medical terminology « Follow care pathways
‘ Bring stories to life



New Story
Chapter One

WHERE DO YOU START?




WHO IS YOUR MAIN
CHARACTER?

It's not a doctor saying what
they can do

It's a person saying what a
doctor/provider has done
for them

It's an employee sharing his
or her “why”

It puts you in their shoes

It connects with you through
emotion and appreciation
for the human condition



THEIR STORIES CAN BE YOUR GREATEST ASSET

« Patient

« Caregiver

« Physicians

* Enfire workforce

« Community members

V. NatioNaL
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THE STORYTELLING PROCESS

Know your audience - who will benefit from it?
Define the goal of your message
Decide what kind of story you are telling

* |s it about your organization, people or servicee
 Is it tfapping intfo emotion?

« Demonstrating care for your community¢

* Providing education?

Establish your call to action

. Choose your storytelling medium

AVL NATIONAL
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STORIES CAN BE READ, WATCHED OR
LISTENED TO

Website

Blogs

Social media outlets
Digital (paid)

Print advertising
Video

Presentations

Broadcast- TV/Radio
Employee forums and
engagement
PR/publication stories
Foundation

PFAC groups
Ambassador programs
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My reason for caring

A CASE STl
| { Phase |
Ely-Bloomenson

Community Hospital




Ely-Bloomenson Community Hospital (EBCH) is
a critical access hospital located in Ely,

Minnesota
« EBCH strives to build positive reputation within the

community, while building employee pride

AVL NATIONAL
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PHASE | OBJECTIVES

Build patient and community confidence
Increase employee engagement and pride
Not a short-term campaign, but one that can have
many chapters
« Community
* Internal
« Recruitment
Demonstrate how EBCH makes a difference in the lives
of the community
Regaining confidence and trust in care during COVID-19

AVL NATIONAL
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EBCH's STORY

Not about what EBCH delivers, but how they deliver care

Intfroduce their approach to service excellence
Showcase the pride of EBCH
Capitalize on Ely’s healthcare heroes while in-the-midst of a
pandemic

« Employees

« Physicians

« Nurses

« Volunteers

« Support work staff — cafeteria, maintenance, cleaning
Align with EBCH’s Service Excellence approach -
talk in everyday language, not technical jargon

AVL NATIONAL
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“THE WHY"- EBCH's MESSAGE

Sigh Language—My Reason
« Highlights EBCH staff members with hand-written signs
showing their reasons for working at EBCH
« Uses personalized messages, along with photos of actual
people the community can recognize as caregivers and
neighbors
« Shows a human side to the expert care given at EBCH—
« Personalized connection where teammates use their
own words to explain why their job—and their
commitment to EBCH—is so important

AVL NATIONAL

RURAL HEALTH
ﬁ /\? RESOURCE CENTER




NEWSPAPER
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RADIOLOG

TEAM LEADER

A=Ted o
—QVH Our Reason for Caring

E%ﬁﬂﬁﬁﬂiﬁgn Every Person. Every Day.
<)
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About Us

Our Reason for Caring

Click below to see what inspires our teammates A

Our Reason for Caring

See what inspires our EBCH teammates.

For Every Person. Every Day. oy s L

[ Leam wore | — Notjust a
4 hospi’caL—we are
o2 SO much more. B
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“With corporate conglomerates taking
over the healthcare world, it’s easy to
forget that the person on the other end
of the phone, email, or even desk is still
a human being.

It’s even easier to forget that a majority
of healthcare providers are in the field
because they deeply care about helping
people.

When we story tell, it gives our patients
a glimpse into what drives us to work
each day. It shows them that we do care
about their lives, health, and
experience, and not just the bottom
line.” —Chris
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THE NEXT CHAPTER

What first started as little or no active COVID cases within
has now exploded into much higher levels of positive
COVID patients

Communities are challenged by a dis-belief in masking,
COVID burn-out, and lack of empathy of the community
hospital

Attention for COVID cases shifts the medical attention and
beds away from other sick/critical case patient needs
Storytelling now can make an authentic connection with
rural communities in order to build a greater understanding

and respect of why it is important to control COVID and the
bigger picture of who it affects

AVL NATIONAL
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COVID-19 - THE NEXT CHAPTER

7“COVID=19 HIGHLIGHT

From vatrlocal Pender Community HospitalNUtsing Staft

At Pender Community Hospital, we remain dedicated to your safest care—even as we battle
‘COVID-19. Our reason s simple; your health is worth the fight. Throughout unpredictability,
we've continued to safely deliver babies, administer vital treatments and help sick patients

return home. And we look ahead with hope—knowing the spirit of this community is stronger
than any virus.

https://www.facebook.com/Pend ﬂ}l fondr S
erCommunityHospitalDistrict/vide Hospita
0s/410288656772816/
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https://www.facebook.com/PenderCommunityHospitalDistrict/videos/410288656772816/

COVID-19 - THE NEXT CHAPTER

=  E3YouTube Search

https://www.youtube.com/watch?v=pl5sul1zMGjQ
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https://www.youtube.com/watch?v=pl5su1zMGjQ
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IN SUMMARY

Keep it personal and be authentic

Focus on emotion and what a
reader would relate 1o

Make it warm and memorable

Regardless of how long or
what format . . .have a beginning,
middle and end

Make the reader feel good

When possible, accompany with
compelling photos or video

Extend stories into future chapters
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Post-Poll

Q: How confident are you in your
understanding of the importance of storytelling

to create relatable content while educating,
building confidence and humanizing your

organization’s imagee¢ (select one)




Post-Webinar Survey

Thank you for participating in the Delta Program
Outreach and Education 8-Part Webinar Series.

As we conclude, we invite you to take a moment
to complete a brief, post webinar survey.

https://ruralcenter.research.net/r/SY92HGH
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https://ruralcenter.research.net/r/SY92HGH

Delta Communications Toolkit

« The program was introduced at the DRCHSD 2020 Summit

« A turnkey communications program with customizable templates
« Confidence

Health Screening

Swing Bed

Telehealth

Includes items such as print ads, radio scripts, digital posts

How to use the Delta Communications Toolkit

Thursday, February 4, 11:00-12:00 CT
Speakers: Mike Milligan/Brian Lani
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Thank Youl

For more information contact:
Brian Lani
920.621.4862 brianl@golegato.com

Legatohealthcaremarketing.com
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