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VIDEO :

A Strategic Healthcare Solution
Whether you want to facilitate the provider/
patient relationship, announce a new offering or
create a warm connection with web site visitors,
video can help. In this report, you’ll learn how to
maximize the power of strategic video to support
your organization’s mission and reach its goals.

strategic.health

Picture this: One minute, you don’t know someone at all. The next
minute, you are wearing a flimsy gown and sharing details about your
life with them.
Healthcare and wellness encounters are some of the most intimate in
our lives—yet most of the time, the lead-up is treated with the same
sensitivity as buying a cup of coffee.
Fortunately, healthcare providers have the power to make this whole
experience more comfortable. How? The answer is video.
It must be video rooted in your strategic goals, directed at patient
needs, and grounded in storytelling that sets you apart.
In this report, we will walk you through the strategic benefits of video,
our six-step video creation process, and a recent healthcare video
project from conception to successful outcome.

Why Every Healthcare Provider Should Do Video
Look around. Everyone is doing video. But its popularity isn’t for
popularity’s sake. The reasons and benefits behind doing video go
much deeper:
Video can humanize your organization. Undoubtedly, human
interaction in real time is the most authentic kind there is. However,
speaking to every prospective patient or client individually would
be impossible. Video is the next best thing. That’s exactly why it can
be the perfect strategic solution for healthcare systems, medical
practices and wellness organizations to exhibit the warmth and
caring inherent in healthcare.
Video can facilitate the provider/patient relationship. Healthcare
and wellness services are some of the most personal we receive.
For patients, a provider should be a trusted partner, yet finding
these trusted partners isn’t easy. As a healthcare provider, you have
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VI DEO I S I D EAL I F
YO U ARE :
→→ announcing a new treatment
program
→→ opening a new building
→→ sharing an upcoming event
→→ introducing physicians
Also, if you see a problem or
issue—any type of marketing
roadblock—video can be a
wonderful solution (like it was
for our project with Federal Hill
Eye Care).

the power to make a patient’s search easier. Video is an extremely
effective way to make a human introduction, put your potential
patients at ease and give them a sense of comfort and familiarity. A
patient’s next step will be easier when they feel like they’ve gotten to
know you a little.
Video consumption is skyrocketing. More and more people are
choosing video as a means of gathering information. According to
a report by YouTube and video marketing firm Pixability, the top
100 brands are collectively uploading a new video to YouTube every
18.5 minutes and drove 40.1 billion video views as of June 2015
(compared with 21.7 billion in June 2014).

CASE STU DY

Most people know they should be proactive about
their health and make appointments. But sometimes
they don’t. Why?
We believe a main reason is comfort level.
Prospective patients are unsure about what the experience will be
like, and as more time passes, the more worried they get. What will it
be like? Am I choosing the right practice? I should have gone months ago!
At Strategic Health, we think it’s a provider’s job to make patients feel
comfortable and informed—not only during their appointment—but
through the entire process leading up to it.
For our recent healthcare video project, the goal was to help
viewers start to experience Federal Hill Eye Care so they would feel
comfortable making an appointment.
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Below are the six steps we went through to create this final video:

CLI CK TO WATCH

6 Steps to Creating Effective Video
As always, we approached this project with strategy first. Here’s
what that process looked like for Federal Hill Eye Care:
1. Discover the patient’s needs: If a video (or any marketing piece
for that matter) isn’t rooted in your organization’s goals, it’s
just wasted marketing dollars. When we started our discovery
process with Federal Hill Eye Care (FHEC), we discovered that
many of their patients had ordered glasses online but were
unsatisfied with the fit and function of the glasses they received.

Digging into Federal Hill Eye Care’s brand
attibutes & patient profiles.

2. Dig into brand attributes & patient profiles. From
brainstorming brand attribute adjectives, to building a value
statement, to developing 3 patient profiles, our process ensured
a deep and accurate understanding of Federal Hill Eye Care and
their patients. This was critical in conveying the key message: that
they care!
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3. Focus on what’s different or “special.” In all of our white papers,
we’ve stressed that the way to stand out is to identify what makes
your organization special or different. That is your biggest asset,
but isn’t always obvious. For Federal Hill Eye Care, it’s the warmth
of the people who know you and your eyes and who provide indepth fittings.
4. Develop the talking points. To bring everything together, we
took the goals, brand attributes, patient profiles, and the caring
way FHEC addresses their needs—and created talking points. We
then assigned each talking point to the doctor who was the most
natural fit for each.
5. Tell a story. This type of video shouldn’t be longer than a minute
or two—that’s all the attention most viewers have. So you have
to be very clear on what the patient needs to hear. A story needs
to be told—and that story needs to keep the viewer’s attention,
stay true to the message and engage. In this case, we wanted
FHEC’s story to demonstrate the warmth they show patients, the
comprehensive care they provide, and the long term relationships
they value.
6. Capture the story in video. We knew what message we wanted
to get across. Now it became a matter of capturing the video that
supported it. The outline defined the footage we needed, and
the filming was structured on the talking points and stories we
needed to tell.

“The process flowed quickly and efficiently because we had
everything we needed to tell story before the shoot.”
—Richard Anderson, Videographer, RNAphoto.com

Capturing Federal Hill Eye Care’s story.
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Best Practices:
6 Tips for High Quality, Compelling Video
To create a video to achieve your goals, here are a few tips:
1. Outside perspective required. Sometimes it’s hard to see your
own organization clearly. An objective perspective makes it easier
to pinpoint the message and distill it into a clear one.
2. Include all stakeholders. This is an important theme that runs
through our white papers. Like any marketing initiative, a strategic
video should be kicked-off with all decision makers in the room
so everyone has the chance to participate and weigh in. This will
ensure the finished video supports an agreed-upon direction.
3. Show and tell. This has to be done tastefully, with warmth,
information, and quickness that doesn’t bore. A constant
awareness of what story you’re telling should be present during
every step.
4. Don’t use scripts. Talking points are enough. They create natural,
warm and engaging dialogue instead of manufactured, robotic
speech.
5. Don’t try to get it all in one cut. To tell the story properly, there
will be a lot of takes! Great editing is essential; the best clips will
need to be woven together with a keen eye and awareness of the
big picture.
6. What about iPhone videos? With today’s smart phone video
capabilities, it’s very tempting to try to do videos yourself. There
are certain things it might be just fine for, but for serious areas
like healthcare and wellness, video needs to be treated with
professionalism and refinement.
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Now what?
5 Ways to Make the Most of Your Strategic Video
Once the video is ready—what should you do with it? For Federal Hill
Eye Care, we recommended a detailed plan to maximize exposure,
support viewing and encourage sharing. Recommendations included:
1. Place video at the top of your website page. More and more, people
prefer to watch a video instead of read text—so make your video
visible without any scrolling. See where FHEC placed their video.
2. Give the video a descriptive name. For search engine
optimization (SEO) purposes, don’t name your video “video2.”
Use relevant keywords that will help people find it via Google
search. But keep in mind, the title must also be engaging because
viewers will see and share the title. The video we created for FHEC
is simply called: Meet Federal Hill Eye Care - Baltimore, MD.
3. Tag video with keywords and phrases. What will prospective
patients search for when they need you? Help them find your
video by using the keywords they’ll be searching for in the “tags”
field. Suggested tags for FHEC include: Federal Hill, Baltimore,
eye care, eye doctors, eye exam, eye glasses, and contacts.
4. Add closed captioning. By ensuring your video has text that
matches the dialogue, you’ll make it easier for all viewers to
watch—and it will be more findable by the search engines as well.
5. If you produce a number of videos, consider putting them into
subcategories with their own playlist.

strategic.health

6

And the outcome…
Not only was the video well-received by the doctors and staff
members at Federal Hill Eye Care—early results look promising!
→→ Facebook views: 250+
→→ Facebook reach: 500+
→→ Video mentions while making first appointments: 5+
Continued evaluation will focus on views, social media shares, and
video-mentions when booking initial appointments.
In the meantime, here’s what the healthcare providers had to say
about the process:

“Stephanie and the Strategic Health team have created a meticulously
professional and seamless process.

Dr. Ross Bregel, Owner
Federal Hill Eye Care

I think being able to ‘connect’ with personalities BEFORE coming to
the office eases apprehension and give patients a feel of comfort and
familiarity. Video can separate us very quickly from the ever-growing
(and often true perception) that medical care has been sterilized and
abbreviated. We DO care and I think the video shows that.”
—Dr. Ross Bregel, Owner, Federal Hill Eye Care

Dr. Dean Gogerdchi
Federal Hill Eye Care

“We had an incredible experience working with Strategic
Health. From the start to finish of our project, they treated our
doctors and staff with the utmost respect and professionalism. Our
initial strategy session with the studio helped us form an image
of how we wanted patients to view our practice. It also helped
us determine the nature of our “brand,” something we had not
developed fully in the past. The video itself brings tremendous value
to our office and helps to set us apart from our competitors.”
—Dr. Dean Gogerdchi, Federal Hill Eye Care
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Want to relay your message warmly with a
strategic video?
Let us implement our six-step process for you!
At Strategic Health, a job well-done includes high level consulting
to ensure your video is based on strategic goals, directed at patient
needs, and grounded in storytelling that sets you apart.
Stephanie Helline
OW N ER +
CR E AT I V E D I R EC TO R

To learn more about our six-step process, or to find out how we can
help support your mission with video, let’s talk.
Schedule a complimentary consultation today.

443.315.1282
stephanie@strategic.health
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