
 

 

Case Study 
Merging an existing Ambulatory Surgery Center and an 
existing Imaging Center to create one of the few 100% 

physician-owned general hospitals in the country. 

Sharon Schreiber -- Marketing Executive 
Specializing in Healthcare marketing, planning, 

and business development  
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Mapping the Expedition 
Empowering Physicians to Chart New Territory 

 
Background 
The Medical Center of Newark (MCN) was the vision of a group of physicians who wanted to 

create a place where doctors have the primary voice in the practice of medicine, shaping the 

provision of care for each patient in a personal way. It is an expansion of the former Newark 

Surgery Center and Newark Health Imaging Center located on a physician invested medical 

campus development consisting of medical office space, pharmacy, VA medical clinic, urgent 

care, sleep lab, and seven physician groups including primary and specialty groups  

The $20 million expansion was in direct response to community demand. Since it first opened 

10 years ago, the Surgery Center increased its volume significantly, from 1,177 procedures 

performed in 1998, to 7,629 in 2005. But surveys indicated that 50% of Licking County residents 

still chose to seek medical treatment outside of the county because they didn’t have a choice for 

inpatient care. MCN provides 67,500 square feet of comfortable, homelike hospital rooms and 

the best of patient care, together with cutting edge, medical technology. MCN has thirty-three 

inpatient beds, four operating rooms, three treatment rooms, imaging facilities, a pharmacy, an 

in-house laboratory, respiratory therapy, and a cafeteria. 

MCN is the flagship hospital of Scout Healthcare Development, a forward-thinking integrated 

consulting firm led by a group of physicians and multidisciplinary experts. 

Sharon Schreiber was retained as a consultant and a project leader. When needed, she 

partnered with her team of independent healthcare marketing communications professionals to 

offer cost-effective solutions. She worked with both MCN and Scout Healthcare Development. 
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Bridging the Continental Divide 

Navigating New Ways of Practicing Medicine 

Challenge:  

• Same community market; surgery center and imaging center continuing to operate as 
separate entities while new general hospital was under construction; political backlash 
from community hospital; the flagship hospital for a healthcare development start-up 
wanting to do it right the first time. 

• A new partnership -- physician investors who were apprehensive about stepping out and 
on the wrong toes; fearful about losing privileges with community hospital. 

• Well-established, heavy-hitter competitors and community leaders trying to block 
construction, signage and progress. 

The Solution: 
A comprehensive campaign thoughtfully designed, expertly delivered step by step. 

Market Research Analysis: 
We listened to the voices of the physician partners, current CEOs of surgery center and imaging 

center,  and the new hospital CEO and leadership team. We analyzed a comprehensive 

research report assessing the community's perception towards building a new hospital. We 

analyzed over 400 consumer interview responses in 5 key areas:  

• Need for a new hospital 

• Level of awareness and perception of current surgery and imaging center 

• Community perception of other hospital choices 

• Community attitude toward a hospital owned by local physicians 

• Community's desire to go to a new local hospital as opposed to leaving community 

We added our experience and our knowledge of the market, media and politics to begin building 

the MISSION, VISION, VALUES and BRAND STRATEGY to position the hospital as a 

physician-designed, patient-focused healthcare facility that provides progressive, personalized 

care. 
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Market Research Analysis:  

Market Research revealed a powerful emotional connection between patient/physician. Patients 

trust their physicians. They believe that if physicians have a stake in the facility, they can 

provide optimum patient care without all the bureaucracy. This was powerful consumer insight 

to begin developing a brand positioning statement. 
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Ascending the Summit 
Breathing New Life into Healthcare 

The creation of Mission, Vision, Values and Brand Promise  

With new physician investors, a new management team for MCN, and existing management 

teams for the surgery center and imaging center, the goal was to move away from 2 

independent entities and build a new organization with a single, unified culture represented by 

MCN. 

Working with the CEO, we invited physicians, nurses, management teams and all clinical and 

administrative staff to be involved in an interactive workshop to express their views for the 

Mission, Vision, Values and Brand Promise of the organization.  

We know the importance for an organization to clearly articulate and universally embrace a 

mission, vision and the five star brand promise. This is key for a Remarkable Patient 

Experience. 

Based on the interactive process we carved out wrote the mission, vision, value and five star 

brand promise, which was presented and adopted by the organization. It was then 

communicated, displayed, and put on a card for every employee to attach to their ID badge.  
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Mission 
The Medical Center of Newark is a patient-focused inpatient and outpatient medical facility, 

thoughtfully designed by physicians. We emphasize community involvement, safety, high 

quality, and advanced technology. We provide compassionate, personalized healthcare 

services for our patients.  

Vision 
Working together as a team, the Medical Center of Newark will leave an imprint of healthcare 

excellence for our community: 

• For physicians, MCN will be a place to have a voice in the practice of medicine, enabling 
them to shape the provision of care for each patient in a personal way.  

• For patients, MCN will be a trusted option where they can experience excellent 
healthcare in a safe and caring environment.  

• For employees, MCN will be a place where they are respected and valued as an integral 
part of the team.  

• For the community, MCN will be a place that gives back.  

Core Values 

Integrity:  
We commit to the highest standards of ethics.  

Innovation:  
We implement forward-thinking, progressive ideas as a team. 

Trust:  
We recognize the immense responsibility we have to uphold the confidence placed in us.  

Compassion: 
We listen to and support our patients, each other, and our community in the service of healing. 

Teamwork:  
We work together with mutual respect and value the thoughts and decisions made within the 

organization.  
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Creating the MCN Brand 
In its purest sense, the power of the brand lies in its ability to influence behavior. We want 

patients and physicians, as well as potential employees to choose MCN. A successful branding 

program is based on the concept of singularity – a Unique Selling Proposition (USP). It will 

create in the mind of the prospect the perception that there is no other service that is quiet like 

MCN. We want the MCN brand to be able to summed up in a single word or phrase in the mind 

of the consumer.  

Brands are built over time and its health is synonymous with its reputation. Effective branding 

and brand management can influence choice of services and experiences, create emotional 

attachments and make health care decisions easier for our customers. 

One of the strongest ways to create a brand is to be first in the marketplace. MCN is in that 

position because it is a hospital created and designed by physicians for optimum, personalized 

patient care. It is the leader, a pioneer, and original for this market. 

We took physicians, staff, and board members through the process of creating a brand. 

• Development of the brand promise and five-star promise. 

• Development of brand credentials to support the promise: is what we are saying real, 
authentic, what collateral can we put up to guarantee the performance of the brand. 

• Development of new logo and visual identity. 

• Development of key messages for short-term during transition of existing entities, and 
long-term positioning. 
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MCN Brand Comes to Life 
 

The MCN logo is a graphic representation of MCN's brand -- forward-thinking, progressive 

healthcare that is constantly in motion. It is now known as the MCN Swoosh. 
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The MCN Brand Promise 
Progressive, patient-focused healthcare. Thoughtfully designed, 

Expertly delivered was quickly adopted, along with the  

Five Star Promise.  

Key brand positioning messages were created based on the community’s trust of physicians to 

design a personalized, patient-focused healthcare facility. 

The Brand Promise and key messaging statements were adopted and displayed throughout the 

existing surgery center and imaging center as well as in finished construction areas of the new 

hospital. They were also used for physician investor events, the MCN employee brand rally, and 

other influencer marketing tactics to educate the community. 
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Brand Experience 
We believe that a brand is the total experience an organization creates for its customers. It is 

the way you look, speak and act. It is communicated both verbally and nonverbally through 

everything that touches a customer.  

This is why we worked with closely with the CEO and management team on everything from 

processes and procedures that affected both the patient experience and the physician 

experience; to choosing paint colors and artwork; to way finding and parking; to waiting areas 

and the special touches needed in the patient rooms. We worked on scripts and customer 

service for the front desk -- basically we were called upon to provide counsel in many aspects of 

building the hospital, in order to assure the highest quality of patient experience.  

All employees went through extensive brand training and a brand rally where they were asked -- 

what does patient-focused mean to you? These statements were then used in all marketing 

communication materials. 

We believe that your employees are your best brand 

ambassadors. Everyone needs to know how to live the brand and 

how to communicate it. 
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Navigating the Waters 
Building Relationships 

Can you hold back the sharks while swimming with the dolphins?  
(Threats and Opportunities Abound) 

Public Affairs/Crisis Management and Influencer Marketing 

With a well thought out strategy, anticipating controversial questions from community, non 

physicians investors curious about the project, and the media we did just that. 

Step 1: 
We developed a transition plan to eliminate any confusion as the surgery center and imaging 

center folded into the hospital. We wanted to build the brand among existing patients and 

internal audiences first, then the general community for a seamless transition. To accomplish 

this we developed post-it notes to be placed on all communication materials for the surgery 

center and imaging center announcing MCN. We had graphic displays in the lobby, and we 

educated all employees and 

created questions for them to 

use with patients when they 

asked what was going on with 

all the construction. We created 

a transitional marketing piece. 

Mailed postcards to all past and 

current patients letting them 

know about the changes -- 

getting all the organization's 

friends on board was key. We 

educated all referring physician 

offices and their staff.  
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Step 2: Influencer Marketing 
We communicated with influencers. We built relationships. We held events. We sent our key 

messages out. We educated employees. We gave community and media tours during and after 

construction. We held grand opening events, sponsored community events, contributed to 

community healthcare clinic, personally visited with people, attended zoning and political 

meetings, met with physician investors, potential investors, potential referring physicians. We 

helped the organization prepare for the Joint Commission visits and developed a needed crisis 

communication plan with detailed scenarios on how to deal with potential threats and media 

questions. We thwarted off a potential threat during a construction issue that closed down the 

surgery center for a day. The drumbeat never stopped.  

This was key considering the fear many of our own physician investors had about stepping out. 

It was also key for the physician credentialing process, building relationships with contract 

support services, insurance companies, etc.  

It was also imperative to communicate 

the fact that the surgery center and 

imaging center patients wanted an 

inpatient option on the current medical 

campus close to home. Research also 

showed that the general community 

wanted another option as well. This was 

a consumer driven push for another 

choice for healthcare in the community.  

Our goal was to help MCN define itself 

in the marketplace instead of allowing 

the competition, or outright confusion to 

do it for us. We introduced MCN to the 

market with confidence backed with 

research. And it worked. 
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Influencer Detailed Graphic 
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Step 3: Building Positive Press 
We built positive press and released well-timed news information throughout the construction 

and grand opening cycle. We offered online stories and video tours. We partnered with radio 

station to offer seasonal health tips tied back to our physician's specialties. We received 

regional press. The blogs from the news stories written by consumers were very positive 

indicating they wanted a choice.  

With growing support from the community, an abundance of support from current surgery center 

and imaging center patients who were now spreading the word, and a strategic influencer 

marketing campaign -- we were able to not only navigate the waters but position the hospital as 

the new choice for healthcare. And, because of the community communications, positive press, 

and positive blog posts from consumers, the competitors and heavy hitters took the high road 

publicly, and the new hospital received a warm reception when it opened.  
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Mapping a Physician-Designed Hospital 
Scope of Service, processes, procedures, physicians, equipment, 

manuals -- oh my... the road to Oz isn't easy. 

With a new start up entity, patient and physician communications materials both on the web and 

in print were needed to launch the new hospital and pass the Joint Commission Accreditation 

process. 

We rolled up our sleeves right alongside the clinical staff, many times taking the lead in working 

with physicians to define the scope of service, processes and procedures to be implemented at 

launch date. 

We developed signage, general brochure, procedure sheets, nursing care sheets, newsletter, 

patient survey, business letterhead, a concierge style cafeteria menu along with patient 

education booklet, power point presentations, inpatient instruction manual about the hospital, 

website with physician introductions, promotional items, posters, signage and just about 

anything else that needed communicated.  
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The Wild-Wild West 
 Keeping the troops happy...internal communications is blazing 

Educate. Communicate. Visit. Call. Write. Trouble-shoot. Keep referring physician office 

managers happy. Keep docs happy. Add in a physician investor cocktail party. A spicy cook-out 

for employees. Recognition. Rewards.  

 What did we get? Great employees who conveyed the brand promise -- living it every day 

amidst merging two entities, reorganizing jobs and responsibilities, territorial behavior, and 

finally acceptance of a new organization with new leaders. And we all know, happy employees 

affect the patient experience, which ultimately impacts the bottom line.  

What else did we get? More credentialed physician. More physician investors. 
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Surveying the Horizons 
Physician be my guide 

A robust physician relations program is key to any healthcare facility. With a key physician 

relations staff member on board with a growing database, we developed a strategic physician 

relations plan including: recruiting physicians for privileges, physician investor relations, and 

targeting and communicating with referring doctors and their office staff. We developed a plan to 

strategically influence streams of revenue. We marketed physicians creating win-win business 

development opportunities for both the physician practice and the hospital. 
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Pioneering the Future 
Physicians who are investing in their own facilities so they can 

provide optimum patient care.  

Results: 

• A warm community reception.  

• Within six weeks of opening, MCN had received national Joint Commission accreditation 
-- a process that normally takes four times as long. 

• During the first six week the hospital was opened, the number of patients who came 
through the door was double what had been anticipated. 

• Patient satisfaction and experience level very high based on initial survey results. 

• Physician credentialing increased - now over 80 physicians involved. 

• Circumvented PR crises during construction, developing well-received messages 
delivered by the CEO. 

• Fulfilled the vision of a progressive, patient-focused, physician designed healthcare 
facility. 

• Community feels safe to stay close to home because they feel they can now receive 
personalized patient care by trusted physicians.  

• With advance technology and patient communication, patients feel physicians are fully 
invested in them as a person and patient. 

• Consumer support had given once shy physician investors, confidence in their ability to 
have affiliation with both the new hospital and the local non-profit community hospital. 

Once the hospital was up and running - strategic planning turned to increasing various service 

lines for continued growth. We were involved with carving the strategy for sustained growth 

opportunities.  




