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FULL CIRCLE PR

A MEDICAL MARKETING
AND PUBLIC RELATIONS AGENCY

Michele Krohn,

President and Managing Founder

As one of the original marketers for the BayCare Health
System's Morton Plant Hospital in the Tampa Bay area,
Michele noticed that physicians were desperately seeking
ways to grow their practices. Combining her education in
marketing from the University of South Florida with her
extensive experience, Michele established Full Circle PR
in 2007 to meet that need. Since then, the Full Circle PR
team has grown to assist nearly 350 medical practices
nationwide. Known for creative thinking and cost
consciousness, Full Circle PR has a knack for changing
physician referral patterns and greatly expanding their
clients’ market share.



Who We Are

Full Circle PR i1s an award-winning medical marketing & public

relations agency specializing solely in the healthcare profession.
Simply put, we help practices grow their patient base with measurable results. Since 2007,

we have expertly utilized key resources to employ a cost-effective marketing approach.
Your practice will connect with new patients, expand referrals, and boost your reputation

with a proven public relations and marketing strategy.

The best investment you can make is to partner with experts to market your practice.
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R
SWOT

1. Be Specific: Avoid gray areas, vague descriptions or fuzzy definitions.

2. Be Objective: Ask for input from a well-informed but objective third party;
compare it with your own notes.

3. Be Realistic: Use a down-to-earth perspective, especially as you
evaluate strengths and weaknesses. Be practical in judging both sections.

4. Apply Context: Distinguish between where the organization actually is
today, and where it could be in the future.

5. Contrast and Compare: Analyze (realistically) in relation to your
competition i.e. better than or worse than your competition.

6. Short and Simple: Avoid needless complexity and over-analysis.
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SWOT

Internal: Strengths & Weaknesses

Strengths:
List your capabilities and resources that can be the basis of a distinct

competitive advantage.

Examples:
= New and /or innovative services
» Reputation
= EXxpertise/ experience
= Location
= Core competencies

®e
FULL CIRCLE PR

. A MEDICAL MARKETING
AND PUBLIC RELATIONS AGENCY



R
SWOT

Internal: Strengths & Weaknesses

Weaknesses:
What areas need improvement (or should be avoided)?

Examples:
= Absence of a marketing plan
» Damaged reputation
» Management or staff turnover/ morale
» Poor location
» What can your practice do better?
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SWOT

External: Opportunities & Threats

Opportunities:
What external opportunities exist and how can you benefit from each?

Examples:
» Market vacated by a competitor
= Changes in population
= Competitor vulnerabilities
= Lack of dominant competition
» What future needs of your patients can you meet?
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SWOT

External: Opportunities & Threats

Threats:
Can include anything that stands in the way of your success.

Examples:
= Competitor dominates the market
= Economic shifts
» Seasonality
= Competitor with innovative product or service
» What is happening in your market that could threaten your practice?
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Competitive Analysis

= List all competitors on one side

» Address, phone, website, social media handles
= How far are they from your practice
= Hours

» (Google ratings

= Stand out technology/ service

= Market position

» Marketing campaigns

= Community involvement

= Customer service — phone tree

= Parking

®e
FULL CIRCLE PR

. A MEDICAL MARKETING
AND PUBLIC RELATIONS AGENCY



Competitive Analysis

Distance ; :
Competitor from Address Phone Website el Lh2e Hours Goggle RiigneCall
B Pages Ratings Notes

facebook.com, 4,39 5,99 98 Phone tree
Your Practice N/A 123 Main St. (555)123-4567  YourPractice.com |Qstagram.com, Mon - Fri (3.8 stars) siminwait
LinkedIn.com
8:30-5:00,
facebook.com, Mon & Wed, 213 Live person
Competitor 1 .7 miles 987 Main St. (555) 987-6541 compt.com instagram.com, 7:00-4:00 Tues, (4.8 stars (call center?),
LinkedIn.com 10:00- 7:00 Thur, 2 rings
9:00-noon Fri
facebook.com, - e
Competitor 2 1.1 miles 5436 6th Ave. (555) 962-9624  comp2.com instagram.com, 8:30 5'00. 101 Pho'ne trge,
. Mon - Fri (4.2 stars) 2 min wait
LinkedIn.com
facebook.com, o
Competitor 3 2.3 miles 7896 Central Ave. (555) 925-4561 comp3.com instagram.com, 8:30 5'00. 8 Pho'ne trge,
. Mon - Fri (3.5 stars) 8 min wait
LinkedIn.com
facebook.com, o e
Competitor 4 2.7 miles 12896 Central Ave.  (555) 896-4512 comp4.com instagram.com, 8:30 5'00. 26 Pho_ne trge,
. Mon - Fri (4.1 stars) 3 min wait
LinkedIn.com
facebook.com, 9:00-5:30 157 Live person,
Competitor 5 4.1 miles 326 Morrison St. (555) 965-1596 comp5.com instagram.com, R front desk?
. Mon - Fri (4.7 stars) .
LinkedIn.com No wait



PRACTICE MAP EXAMPLE

9 Pediatric Ear, Nose & Throat Specialists

© Florida Medical Clinic - Allergy, Asthma & Im...

O Ear Nose & Throat Associates
9 Asthma Allergy & Immunology
*‘(our Practice
Scotch Institute of Ear Nose & Throat - Trinity
Q vitale Ear, Nose & Throat
Q Meyerson Sinus Center
9 Tabesh Amanollah MD
© Nalin J. Patel, MD

9 Allergy Asthma & Immunology Associates

9 Allergy, Asthma & Immunology Associates o...

9 Children's ENT
Dr. Brett Scotch
Q HealthPoint Otolaryngology/ENT
© Florida EN.T. & Allergy
@ Ear Nose & Throat Associates
9 Matthew J. Clavenna, MD
Q Gulfcoast Ear Nose & Throat Associates
9 Ear,nose throat & Facial Plastic Surgery

9 Pediatric Ear, Nose & Throat Specialists

? Florida E.N.T. & Allergy
¢

9 9

~ Ear Nose & Throat Asso...

otch™
Institute

)

arNose &T...

Ear, Nose & Throat
Associates

Q

orida ENN.T. & Allergy

___ Vitale Ear, Meyerson
Nose & Throat Sinus Center

Florida E.N.T. & Allergy

9 Asthma, Allergy &
Immunology

9 HealthPoint
Otolaryngology/ENT

Asthma, Allergy &
Immunology

q Your Practice
9 Florida Medical Clinic...

Florida ENN.T. & Allergy

Tabesh Amanollah MD
Pediatric Ear, Nose & % Florida E.N. T & Allergy
Throat Associates 7 Asthma, Allergy & immunology

Park

Your Practice

Florida E.N.T. & Allergy oTa mpa 9

Pediatric Ear, Nose & .-

0

Florida ENN.T. & Allergy

2 v Florida E.N.T. & Allergy

Ear, Nose & Throat Associates Q

*Your Practice
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Market Analysis

Look up zip code demographics

= \What stands out

ex: age, languages spoken at home, etc.

= What is the growth rate of your zip code or in your market
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33647

Population by
Age and Sex

Total Population:
69,457

85 years and over
80 to 84 years
75 to 79 years |
70 to 74 years
65 to 69 years |
60 to 64 years
55 to 59 years
50 to 54 years
45 to 49 years
40 to 44 years |
35 to 39 years
30 to 34 years
25 to 29 years
20 to 24 years |

15 to 19 years
10 to 14 years |
5to 9 years

Under 5 years

T |
303 490
|
505 296
635 705
975 886
1,210 1,238
| | |
1,675 2,162
| I I
2,606 2,464
| | I I
2,146 2,586
| | I I
2,986 2,686
| | I I
2,999 2,458
| | I I
3,078 3,318
| | I I
2,160 2,712
| | I I
2,465 2,320
| | I I
2,656 2,307
| | | |
2,270 1,754
| | I
2,557 2,533
| | I I
2,501 2,623
| I I I
2,817 2,241
T T T t t
3K 2K 1K 0 1K 2K 3K
Male Female




SUMMARY EXAMPLE

» The new location has competition less than 2 miles away as well as a lot of
competition within 10 miles of the practice.

» The competition in the area include well established practices.

» Referral patterns will already be in place for a referring office to send to a
competitor unless there is a reason or message that makes them change
their referral pattern.

» Market share is already being split with the competition, there has to be a
strong marketing campaign to begin to get market share.

» 33647 has an approximate annual growth rate of 11.2%. Which practice will
get the new families moving into the area?

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE

Sources: data.census.org and Tampa Bay Economic Development Council
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The Importance of
Customer Service

of patient complaints are related
9 6 % to customer service, while only 4% are
about the quality of clinical care or misdiagnoses.

Businesses that deliver better customer
experiences obtain revenue between

4% and 8% above market.
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Your Practice’s Message

* What do you want patients to say about your
practice to their friends/family?

= What are the values of your practice?
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Phones 101

= Are your phones being answered?
= What does your phone tree look like?

= Do new patients ever have to
leave a message?

= How fast is that message returned?
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Phone Tree

= Keep your message short

= Have a professional read a script

Listen to the message from a patient perspective

* Your on-hold message is a great opportunity to market
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IS your check-in patient
friendly?

= Front desk check-In

= Paper or tablet vs. QR code option
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Contactless Check-In

Web-based Desktop App for Practices

Free iOS + Android App
for Patients

546 W& «

Profiles Chief Complaints
@ Patricia Sullivan Ankle pain from sports
03/25/198€
‘%\' James Sullivan
09/19/1982 .
Profile Information o O
Patricia
@ Dylan Sullivan Profile Updated 1 hour ago
03/01/2007 First Name Patricia Middie Na
B M Rae
© ooz —— — —
St i fecapt Sullivan
e = [ &
. DateofBith*
o
° — . —
° Gender Female 123-45-6789
Height 55 Gender*
: :
[:] Scan Code .
oe 2 +] 3,0
2 ) Weight (Ibs) ’ o History

" QuickPatient

Sullivan, Patricia Rae

40 years old | Check-In: 12:48 PM

Blood Type

2 Account

CURBSIDE
BLACK SUV

O Logout

546 B ®@ -

< Edit Profile

Profile Photo
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Communication

E-newsletters Appointment reminders

Educational /
Marketing material

Snail mail communication
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Marketing Material

WE ARE OPEN
7 DAYS A WEEK

Office Hours
Monday-Fr

SERVICES
« COVID-19 Testing

« Rapid COVID-19 Antigen Test

(instant

. RT-PCRCOVID-19 Test
{Resuls in 2-3 business days!
+ Poplar SARS-CoV-2 TMA

ke
= Pooling Assay t
ABLE + COVID-191g6/ig Antibody Tes!
|MMEDIATE CARE 1S AVAIL, + DrugTesting

LK-IN CLINIC
ATOUR WA @ consists of board

et P e hyscionsstrt

s ind a triendly office staft. Our daﬂlc:;ed
have over 20 years of experience, allowing LS 5

il h etficient, quality and affordat

« EKG \
+ FluVaccine/FluTesting
« LabServices S
« MinorBurn T
+ School & Sports Physicals

ents witl ot « Sinus Infections.
mmlll?::;:"\::ln"m care for patiants of all ages With respe: « Sports Injuries
heal & jins & Fractures
andattention. el . SW;T“’»:';""’&
{ iiness, injuries and other + STD Testint

o "“E“'EQS.'xé.uu tne typical Monday throush Fridak * Urgent Care

°°'“'"7‘:uum 1n an effort to provide patients n mud et % Nictions

908 schad b hing tneyneed to raserve and b « Work Injuries

wm,:.n:‘ we have created an exceptional healthcare + Wound Care

their " hours. * X-Rays

experlence with extended office .
3
our board certified physician and medical m:'ﬁ:‘:.,ma.ous
o 1D-19 testing options as well a8 treatment for numer
Efnvznms Including allerglc reactions, asm:\al;:ﬂ i
" jurles, bladder infections, ‘bronchitis/coughs,
urles.
:leﬁ. chest pain, colds and much more-

INSURANCES

« hetna
« Blue Cross Bl

Immediate In-Office
& Virtual Care Available
nce, patients can
ointment ontine.

i » Healthcare
For your convenie! +/PHCS

call or book an app

(941) 845-4621 * aneHe}althUC.com
SE HABLA ESPANOL

————
Breathe Well. Hear Well. Be Well.

ClariFix® cryotherapy is a long-
lasting, effective treatment for
chronic rhinitis that involves the

use of freezing or near-freezing
temperatures.

5

A lasting relief.
Traditional treatments
for chronic rhinitis may
manage the symptoms, but they
do not address the underlying problem.
ClariFix® is safe, FDA-cleared, and allows for
minimal downtime and recovery.

Do you have patients

During the procedure, patients may experience
some discomfort, slight pressure and a cooling
sensation in the nose and around the molars.
Patients should not expect pain during the
process, but here's what they can expect before
and during the procedure:
> Nasal cavity numbed with an anesthetic
> ClariFix* device and endoscope placed in
the back of the nose, where out-of-balance
nerves are located
> Cold therapy applied for approximately 30
seconds, 11o 2 times per side

ClariFix® for Chronic Rhinitis

Following the procedure, patients can expect:
) Temporarily increased congestion, resolving
within half a day
> Retumn to normal activities the same day as
troatment
> See improvements between 2 and 6 weeks
post-treatment
In a clinical study, patients demonstrated the
following results after treatment with ClariFix®
cryotherapy:*
) Astatistically significant improvement in
runny nose and congestion
) 4 out of 5 [80% of] patients reported long-
lasting symptom improvement
> Similar improvement in both allergic and
non-allergic rhinitis patients
) Treatment was well tolerated, with no device
or procedure-related adverse events

*K162608, Datn on Fil: AZ934-02 Cinkeal Raport, Arrnex

< #Clori

Put an end to the source of your patients’
with ClariFix® c

www.FloridaENTandAllergy.com

Comprehensive E.N.T. Care for the Entire Family

4 Do o St s Ak

Florida Westcoast
Skin and Cancer Center

to Cutting-

INSURANCES:
Aetna

* Managed Choice PO

FROM SKINCARE

Edge Research & Treatments

» ;:mmnslmm ki pics United Healthcare
* Choice Il * AARP Medi
. N icare Complete Cho
* First Health i Nerwork HMO Esscnml/l?lan)/Fa:'::/::E Ty
o 0o letwork POS lan 2 HMO

* Open Access

* Assisted Living Plan
* Charter EPO/Choice Pius i

e * Open Access Plus * Golden Rule MO/POS Network
2 - PPO
Select =i * Group Medicare KMo/PPO
> o * NHP Direct Access/Gated/Pos A
* Select Choice Mool -
» Signature * National Ppo * PPO
o o Humana * Select EPO/Plus HMO) Pl
. I 1$ PO
ecirtag o * The Vitages Complete 1hmiorn
Mork HMO, EPO, Pos, PO @ i
Baycare MCR * Medical
Bie ’
':;ulkushleld * McRPPO&mcrpos  SERVICES AND
* MCR Network PFrs CONDITIO] ¥
( :IS Sucl:'nvemenr * MCR HMO * Acne SRRy
* Blue Choice . it ks
e Traditional * Actinic Keratosis  « ﬂ::g'\.:‘om
B Humana Gold * Eczema * Rosacea
B ersiey Longevity Health * Hair Loss * Skin Allergies
« MG 1pG Medicare * Hives * Skin Cancer
* Network Biue TRICARE L ——mee
* Traditional * For Ufe g
* Prime =
i NOT ALL SKIN CARE
e SPECIALISTS
Florida Westcoast skin a

ptions in both clin;

| laser treatments and more,

813-877-4811

Skin and Cancer Center offers
ical and cosmetic dennmln.:a(;

ARE THE SAME

board certified dermatologist
could be a life saving decision - especially
when it comes to skin cancer. At Har

0gy. pa ays exam
by our board certified physicians who are
solely dedicated to déreéting, treating and
preventing skin cancer.

HARRIS Ft. Myers (239) 936-3344
DERMATOLOGY Naples (239)596-1848

HarrisDermatology.com
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Advertising Campaigns

‘ ° ,_//——— ‘
Cyberknlfe Centers

N

Cyberknlfe Centers
OF TAMPA BAY
866-DO-CYBER (362-9237)




R

Community Involvement

TRPELEE

P L s = Employer health fairs
< e = Fitness events

= Wedding expos

= Senior expos

* Medical community events
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Social Media
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Did You Know?

A dissatisfied customer will tell between 9-15 people
about their experience. Around 13% of dissatisfied

customers tell more than 20 people.
— White House Office of Consumer Affairs.

Happy customers who get their issue resolved tell

about 4-6 people about their experience.
— White House Office of Consumer Affair.

It takes 12 positive experiences to make up for 1
unresolved negative experience.

— “Understanding Customers” by Ruby Newell-Legner.
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Reviews

Reviews
= Ask happy patients to review you

GO gle V"’heclthgrodesm Vitals

RateMDs

Respond to Reviews

* Remain HIPAA compliant o,
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Thank you!

813.887.FCPR (3277) | Michele@fullcircle-pr.com

Headquarters
8370 W. Hillsborough Ave., Suite 208
Tampa, FL 33615

fullcircle-pr.com

When the return on your marketing investment matters.


mailto:Michele@fullcircle-pr.com

