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OUTLINE / AGENDA

THE STORM IS COMING

ÅThe Threat

ÅPreparednessis Key

ÅLiving through the Storm 

ÅQ&A

GET YOUR PACKS READY

ÅA Better Understanding of the By the Numbers: MarCom 
Program Components 

ÅA Basis to Compare Your Marketing and Communications 
Resources and Allocation with Others

ÅHow to Use Benchmarking to Make Your Case for Resources 



WHY BENCHMARKING IS IMPORTANT

BE HONEST ABOUT THE ENVIRONMENT
The pessimist complains about the wind; the optimist expects it to change; the realist 
adjusts the sails."

- William Arthur Ward

FINANCIAL CHALLENGES

WORKFORCE CHANGES

MANAGING LEADERSHIP EXPECTATIONS

DECLINE IN MARCOM BUDGETS



Yourpurse string holders are just another AUDIENCE

YOUR PREPAREDNESS

Align with BUSINESS GOALS

Demonstrate EFFICACY

ShareCOMPARABLE DATA
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THE HISTORY

Create a datastore of marketing and 
communications resources

BLINDED
Ensure benchmarks are true peers 

on a variety of dimensions

COMPARABLE

Asking the right questions of
the right people  

MEANINGFUL
Make data viewable, downloadable, and 

presentable for internal audiences

ACCESSIBLE
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METHODOLOGY

MarCom leaders from hospitals and health systems 
provide details on their budgets through our online 
survey and dashboard platform.

This data is shared anonymously to explore potential 
patterns for comparison.   

For example:

�» HOSPITAL TYPE

�» INPATIENT BED SIZE

�» ORGANIZATION TYPE

PARTICIPATION LEVELS

Contributors 

Report Purchasers

Subscribers


