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ABSTRACT

Maryann LoBianco
Tie Effects of Print Advertising Campaigns on Consamers’ Attitudes
Towards Physician Primary Care Practices Affiliated
with the Jefferson Health System
1997
Dr. Steven Shapiro
Corporate Public Relations

Due to managed care, the recent, rapid changes in heelthcare forced
hospitals to form health systems by joining with other hospirals and individual
physician practices. As these health systems form, the competition for patients
increases as does the need to keep consumers abreast of the changes within the
forming health systems.

As a result, both health sysiems and physician practices launched
advertising campaigns to reach these consumers. These campaigns must be tested
for their effectiveness.

Two major healthcare competitors, Jefferson Health System and Main Line
Health System, recenily affiliated and formed Great Valley Hzalth, which is a
physician primary care group practice in the Main Line area of the Philadelphia
suburbs.

A focus grd’up of 10 men and women who live on the Main Line was

conducted to determine their awareness and reactions to Great Valley Health



primary care practices and Jefferson Health System primary care practices.
According to this research, even though current Jefferson advertising
campaigis are effective, Main Line consumers are somewhat confused by whar

Grreat Valley Health is and 1ts relationship to the Jefferson Health System.



MINI-ABSTRACT

Maryaen LoBianco
The Effects of Print Advertising Campaigns on Consumers’ Attitudes
Towards Physician Primary Care Practices Affiliated
with the Jelferson Health Sysiem
1997
Dr. Steven Shapiro
Corporate Public Relations
Jefferson Health System conducted a focus group to evaluate Main Line
consumers’ perceptions of print advertising for physician primary care practices.

Even though advertisements for Jefferson primary care physicians are

effective, conswmers are confused by Great Vallev Health, which 15 a Jefferson

primary care group practice on the Main Line.
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Chapter 1

Background

Recent Changes in the Healthcare Industry

During the past several years, healthcare has experienced dramatic changes
due to rising costs and heeanse of the influence of managed care, a cancepr
mrroduced to reduce these costs. These chagpes affccted physicians, patients and
hospitals both financially and in the manner in which care is provided.

Managed eare is a health plan which allows consumers ro participate at a
reduced cost when compared to traditional fee for-service health plans such as
Blue Cross/Blue Shield. With managed care, physicians are paid a monthly fee
for cach patient who participates in the plan.

For example, a patient may visit his or her physician one time during one
month and {ive times during another month. No matter how many times the
patient visits hig or her physician, the physician still receives the same monthly
fee. This is known as capitation and it differs from fee-for-service plans in which

physicians are paid for each visit and for each service they provide.



Due to capitation by managed care organizations, physicians are now
forced 10 provide less care than they might like to in some cases and patients are
left hoping that a missed diagnosis or treatment of a serious illness will not
occur. The reason is that if 2 managed care organization thinks that a physician
i§ over-treating a patient, that physician may be scrutinized and questioned about
the services provided.

Because of managed care and cuts in Medicare/Medicaid reimbursements,
hospitals were forced to lay off employees and restructure/re-engineer the way
they operate.

As a result, the focus shifted to patients, who are these with the most at
stake. In addition to their well-being, hospitals and physicians alike must be
concerned about patient satisfaction. In the competitive healthcare environment,
if patients are not happy with one hospital or physician, they may choose another.

Also, the focus has shifted to primary care physicians who are the
gatekeepers in the managed care health svstem. To receive medical caverage,

parients must see their primary care physician for a referral to a specialist before

they can see that specialist.

In addition to providing quality healthcars, hospitals must make patients
aware of the care and services they provide. While word of mouth is a powerful
conduit of this information, comprebensive marketing and advertising campaigns

are a way to get a specific message (0 a specific audience.



This thesig 13 based on a foens group study of the effectiveness of print
advertising materials on a selected target audience. The following is background
on a previous focus group conducted at Thomas Jelferson University Hospital of
the Jefferson Health System and some of the key results of the study.

The information is provided to help explain how focus groups are

conducied and why they are useful in hospital/patient care setrings.

A Cardiac Care Focus Group Sindy at Jefferson

In & focus group study of cardiac patients conducted for Thomas Jefferson
University Hospital, Philadelphia, Pa., research showed that respondents with
cardiologists obtained them primarily through referrals from their family doctors,
throvegh 2 visit to an emergency room or through the referrats of friends and
relatives.

When shown advertising materials designed to be 2 consumer’s guide to

cardiac care services at Jefferson, the majority of respondents were not interested

in receiving the information.'

Rather, respondents were satisfied with where they were and pleased with
the way things were done at the hospitals they visit. These zardiac patients did
not wani {o make a2 change, but wished to continue an their current path and with
their current doctors and hospitals.!

In the study, it was interesting to note that these respondents cling to what

they have and know rather than expose themselves to information that might lead



them to make a new and possibly better selection for fear that it might be worse
than their current care. !

This focus group also revealed that patients wers most interested in
wellness education, Respondents said they would be most interested in a cardiac
care brochure that: listed heart disease Symptoms. gave tips and advice on eating
in a heart-healthy manner, gave advice on shopping for groceries with
information on how to read and interpret food product labeling, gave information
on side effects of different heart medications and presented a list of criteria to
look for when selecting a cardiologist.!

This study reveals that advertising is still an effective way to reach
potential patient papulations in the Philadelphia region. However, the manner in
which the information is presented is the key 10 how effective the advertising

campaign is.

Why Qualitative Research is Effective

Cualitative research, even though it may not represent the population at
large, is being used with Increasing frequency in the health and human service
fields.*® Focus groups tend 10 be cost effective, relatively easy to conduct, and
are a quick way to obtain valuable information regarding an area of study.*

This approach is especially suited o resaarch questions that seek to
understand or uncover such processes as how health professionals make decisions

or how individuals experience different disease processes or disabilities.®



Also, interpretations from one focus group can be confirmed and refined in
a subsequent focus group. In addition, interesting insights or conflicting stories
can be identified by the investigators and then pursued in the next focus group
session. Thus, the analytic process is often incremental ané builds from one
Zroup 1o the next.

‘The direct invelvement of the investigator and other members of a
Tasearch team provide consistency in interpretations and a mechanism to confirm
emerging interprerations. The final analytic strategy may involve both a

qualirative, thematic approach and then a ¢ontent analysis in which specific use
of words or response patterns are counted.”

It is important to note that all quatlitative research such as focns groups
may not be generalized with statistical confidence to the populations at large.
Rather, it should be viewed as a hypothesis, providing a thorough enderstanding

of how and why respondents feel and react as they do.

Patient Satisfaction
In this highly competitive healthcare environment, pztient satisfaction is
crucial. Their experience with illness and healthcare critically affects how they
use healthcare services and how much they benefit from them. Hospitzls can not
build trust or confidence with patients if their needs are not met and understood.
Hospitals need to keep abreast of systematic, appropriate and effective

ways 1o ask patients what they need, expect and experience. This information



should be vsed to shape and improve healtheare delivery. This understanding
should be at the individual level at each ¢linical encounter virgughout the
institution as a whole.

Conducting focus groups not only gives feedback about the advertising of
specific produers or services, but can reveat what parients taink in terms of the
guality and level of care ar the hospiral condueting the research as well as its
comperitors. Focus gronps can give insights to more than just advertising

campaigns and can serve many purposes.

Conclusion to Background

To this end, there are many ways to elicit feedback from patients. In
addition to focus groups, other examples include one-on-one interviews and palls
or surveys, Eapertise for this type of research can combine experience in
communications, social marketing and social seience research. The research in
this thests will examine one method in parricular--the focus group.

Tor this thesis, a market research study was conducted by the Jefferson
Health System (includes Thomas Jelferson University Flospital and the Main Line
Health Sysiem, in addition {o other hespitals that joined the system) for itls
primary care physician practices located in the Main Line area of the Philadeiphia
suburbs. The group practice is called Great Valley Health 2nd consists of
physicians affiliated with the Main Line Health System (inclndes Bryn Mawy

Hospital, Lankenan Hospital, Paoli Memeorial Hospital and Bryn Mawr Rehab).



Jefferson Health System physician practices not associatzd with Great Valley
Health were also included in this research.

The reasons for this particular focus group are three-fold: 1) to evaluate
Main Line consumers’ perceptions of print advertising for the primary care
physician services provided by Great Valley Health and a lsading competitor, 2)
45 & comparison to previous focus group research on Great Valley Health, and 3)
to evaluate reactions to advertising for other Jaffﬂfson Health System primary
care physician practices.

The previous focus group, “Main Line Respondenis’ Reactions to the
Great Valley Health Print Ad, *Signs of a Healthy Neighborhood,”” was tested
three months prior to the more recent research used for this thesis. This focus
group was conducted strictly to find out respondents’ reactions to this particular
advertisement.

In this previous research, nene of the respondents saw the advertisement
prior to the focus group. After reading it at the session, respondents expressed
confusion with the advertisement and did not find it appealing for several
reasons.” (See Appendix A)

Overall, the location of the doctors’ offices (Wynnewood, Pa., and
Philadelphia) featured in the advertisement were considered far from Great

Valley, which is perceived to be in the Paoli area of the Philadelphia suburbs.?



Also, the advertisement appeared cluttered and crowdad, the doctors were
not irom respondents’ neighborhoods and the respondents were confused about
what Great Valley Health i3 and its connection to the Main Line Health System.”

Further, respondents thought it was strange that enly Lankenau Hospital
was mentioned, even thongh other Main Line Iealth System hospitals were
indicated. Respondents also preferred to see affiliated hospitals listed and not
individugl physicians’

Since the resulrs of this focus group were not encouraging, further research
was recommended for Grear Valley Health advertising campaigns and their
¢ffects on Main Line residents.

A subsequent focus group, which is the basis of this thesis, was conducted
to evaluare Main Line consumers’ perceptions of print advertiserments for primary
care physician services provided by Great Valley Health and Jefferson Health
System. The research also compared their effectiveness against print
advertisements for a leading competiror.

This qualitative research also was designed ro derarmine awareness and
perceptions of Great Valley Health and to gauge reactions to services Great

Yalley Health may provide such as health fairs and reminder post cards.



Chapter Two

Topic Statement and Methodology

Topic Statement
To evaluate Main Line consumers’ perceptions of print advertising for primary

care physician services provided by Great Valley Health anc Jefferson Health

System.

Methodology
* Conduct research using literature referring to focus groups and their benefits

and shortcomings.

* Refer to previous focus group studies on similar topics conducted by the
Jefferson Health System.
* Conduct a focus group for the Great Valley Health and Jefferson Health System

print advertising campaigns and their effects on Main Line residents.



Chapter 3

Data

A focus group was conducted amang 10 men and women who live in the
Main Line area. The group was aged 30 to 60 and had a mix of traditionatl fee-
for-service insurance and managed care insurance. A copy of the discussion
guide used to lead the session s ncluded in the appendix. (See Appendix B)

Nane of the participants in this foeus grovp had chosen a primary care
physician within the past three years. All participants said they had their
physician for at least five years and some had the same physician for 15 years.
Ta the best of their knowledze, none believed that their physicians were affiliated
with any health associations or groups.

Far this focus group, questions twa threngh four of part I of the

Discussion Guide were irrelevant becanse none of the participants had chosen a

primary care physician within the pasr year. (See page 32 of Appendix B.)
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Awareness/Perceplions of Greatl Yalley Health

Some consumers in the focus group recognized the neme, “Great Valley
Health,” and a few of those had varying degrees of awdreness that it is an
association which includes Bryn Mawr, Paoli and Lankenan hospilals as part of
the Jefferson Health Sysiem. Some were not aware that the Main Line Health
System was connected to Jefferson.

Several men and women said they saw advertisements for Grear Valley
Health, but only one remembered any details of vadons doctors. Thig peraon rend

tarough the advertisement and recopnized a few names and was arrracted 10 the

g1ze of the advertizgement.

Reactions to Print Advertisements for Primary Care Physician Groups
Respondenrs were exposed 1o print adverrisements for Great Valley Health
and the University of Pennsylvania Health System. Reactions to each were
discussed and summarized below.
1. Great Valley Health - 14 New Reasons Why Great Valley Health
Cares About You.” (See Appendix C} This advertisement generally confused
pariicipants and evoked many questions. Some focus group pariicipanis said rhe

advertisement was unclear and failed to inform them abour Great Valley Health.
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Some respondents thought Great Valley was a managed care organization
forming a health plan. Others were not clear at all. They knew it was not a
managed care organization, but they did not know what a hzalth system was.

The physician list also confused several participants. They were trying to
determine if the different practices were joining the system or if certain
physicians were joining those practices which are already part of the system.
Respondents spent a lot of time trying to analyze the advenisement in an effort to
resclve this issue. They admitted that they would not spend the time reading and
trying 1o figure out this advertisement if they saw it in a newspaper.

2. University of Pennsylvania Health System - “New There are Four More
Reasons to Choose a Penn Primary Care Doctor.” (See Appendix D) Although
this advertisement was criticized for containing too much information, several
participants liked it because of its personal tonch. They appreciated the
photographs and felt the advertisement was appealing becauvse it provided a brief
biography about each physician. While some said they would not select a doctor
based on an advertisement, several admitted they would consider this information
if they were seeking a new physician.

3. University of Pennsylvania Health System - “Pon’t Choose Just Any
Doctor. Be Choosy.” (See Appendix E) Despite the recognizable logo and
favorable reputation of Penn, most participants disliked this print advertisement

and said they would pass it by if they saw it in the newspaper. The advertisemnent

12



was criticized for being too skimpy regarding the physician list and for focusing

on specific geographical areas such as Bala Cynwyd and Bryn Mawr.

Preferences Among the Three Print Advertisements

Of the three advertisements ¢compared, the foens group preferred the
University of Pennsvlvania “Now There are Four More Reasons to Choose a Penn
Primary Care Doctor.” Respondents said they liked it because it provided
information about the healthcare system and it gave a tojl-free number to call for
further details.

The (Great Valley Health print advertisement was considered the least
favorite by most participants because of the quantity of information, confusing
format and text, and impersonal feel of the advertisement.

They were not sure what the advertisement was all about and felt that too
maiy names were listed. They also said that the health system seemed huge and
impersonal and would not care about patients’ well-being. Respondents alse felt
that the headline was too gimmicky.

In addition, some respondents did not favor this advertisement because it
did not give enough details about Great Valley Health despite the quantity of
information. It did oot describe what Great Valley can do for them. They said
there were no office hours listed and there was nothing about handling

emergencies, educational seminars or specific detalls abouwt the physicians’

13



credentials and philosophies. The headline seemed to promise a lot, but the body

copy of the advertisement only offered a list of names and nothing more.

Reactions to a Penn Advertorial

A fourth advertisement, University of Peonsylvania Health System -
“Talking with the Doctor,” was shown. (Ses Appendix F} It was used to gauge
respondents’ reactions 1o advertorials and it was not compared to the previous
three advertisements. Participants were favorable toward the guestion and
answer format of this print advertisement. They all agreed that it would ¢atch
their attention and that they would stop to read this advertisement if they saw it
in a magazine or newspaper. The focus group appreciared rhis rechnique for
introducing the health system and the physician to potential patients. Some
respondents agreed that they would call this doctor if they thought the answer to

the gquestion was enlightening.

The Advertisement Most Likely to Encourage Action
Among the founr print advertisements presented, the focus group was most
campelled by the Penn advertisement, “Talking with the Doctor,” which was
percelved as informative, current and going beyond straight, traditional medicine.
A few focus group members chose the Penn advertisement, “Now there are

Four More Reasons to Chose a Penn Primary Care Doctor,” primarily becanse of

14



the hospital’s reputation. One participant selected the Great Valley Health

advertisement because it offered the most choice with 14 new physicians.

Reactions to Current Jefferson Primary Care Advertisement

The following are positive reactions to “One Call. The Right Doctor.”
which advertises Jefferson Health System primary care physician practices. (See
Appendizx G) Main Line consumers reacted favorably to this advertisement.
They felt that it clearly communicated the message that the Jefferson Health
System has many independent, top quality physicians in their neighborhoods, and
it 15 easy to call for a referral.

Focus group participants also found the advertisement to be warm and
personal, and informative and clear. The photograph of happy, healthy patients
gave the advertisement a nice, personal touch. The mother and son pictured in
the advertisement were smiling, looked healthy and pleasec, and were people
with whom the focus group could relate.

In addition to the warmth communicated by the photograph, respondents
found the advertisement informative. Ome participant remerked that the
photograph was nice, but it was the information that really sold the
advertisement. In particular, the copy beneath the photograph clearly made

several key points relevant to consumers in their ssarch for a personal physician.

15



The key points are:

* The sub-headline, “To find a physician near you,” l2d readers to the copy
poinrs which gave rhe facrs they appreciate while reinforcing the point thar
Jefferson Health System physicians were available in their neighborhoods.

* *400 independent physicians™ was positively perceived to offer
consumers a large number of doctors to choose from with a large selection right
in their own neighborhoods. The word, “independent,” also added to the positive
perception of the physicians in this network.

* The second bullet point listing personal types of physicians available

through the Jefferson Health System informed the focus group that quality

medicine is available right in their netghborhoods.

* The third point mentionad that most insurance plans and HMOs are
accepted, which is important to know.

* Tt was concluded that the final point highlighted the familiar, “Call
1-800-JEFF-NOW,” which was considered appropriate and helpiul. The focus
proup was familiar with this number and said it was very recognizable and well
known. They agsociared it with a referral service.

The advertisement’s layout was congidered clean and succiner It made jts
peint clearly with both warmth and informarion. Respondears saw thig
advertisement after having reviewed four previons advertisements for (irear

Vallev Health and the University of Pennsylvania Health System primary care

16



physician care networks. Respondents concluded that this Jefferson Health
System advertisement gave all the information that some of the others omitred.
Also, the group felt that the Jefferson Health System hospital listing was clearly
indicated and nicely placed on the right, side panel.

Finally, it was interesting to note that the headline, “One Call. The Right
Doctor,” led one participant to fondly recall positive memories of her childhoad
when her family physician made house calls. Respondents liked the ability to
make one call to find the right doctor.

While respondents were primarily positive 1o this advertisement, one key
zrea caunsed confusion and conflicting interpretation. This 13 the copy block in
the upper right hand comner which says, “Beth Mariani with 1-year old son,
Dominic, Patients, Broomall.”

The relationships between Beth Mariani, Dominic and their physician were
not clear. Some respondents thought Beth Mariani was both mother and
physician to Dominic while others felt she was the physicizn and the boy was the
patient. Others thought that Beth Mariani was only the morher to Dominic.
Since the word, *son,” precedes Dominic’s name, it was suggested that the word,
“mother,” precede Beth Mariani’s name to hr:‘:lpl clarify the matter. In addition,
placing a period after Dominic’s name was seen as clarifying the relationships
and names.

The words, “Patients, Broomall,” also posed a problsm for respondents.

Soine wondered what these words meant. Respondents did not think Broomall

17



had anything to do with the advertisement. Some came up with no explanation,
while others variously felt the words indicated the location of Beth Mariani and
Dominic and/or their physician.

It is imporiant to note that once the focus group did conclude that the
mother and son portrayed lived in Broomall, this led to a positive association that
Tefferson physicians were in their neighborhood. Broomall was perceived as a
nearby and similar suburb.

While most respondents viewed the 400 independent physicians™ claims
positively, one woman did wonder about how many of the 400 physicians counid
really be that good.

Omne other respondent questioned how the physician referral service
determines the “right” doctor for patients. She did not know if they would pick a
doctor in her neighborhood or if they would match her using some type of
criteria. The respondent who raised this question hoped that a physician/patient
match was based on such characteristics as physician interests, education,

specialties, manner or other relevant factors.

Awareness/Reactions to Health Fairs
Upon hearing the term, “Health Fair,” the focus group imagined a
convention hall setting in which medical professionals promote their products

and services. Some participants imagined a workplace or hospital setting as well.

18



Several participants attended health fairs of varying types. A few attended
employer-sponsored fairs in which they received free blooad pressure and
cholesterol screenings, and hints for a healthier lifestyle. These participants had
a favorable reaction to these health fajrs and said that the fzirs gave them free
sereenings and advice on improving one’s health.

Some other participants attended health fairs spensor=d by Hryn Mawr
Hospital and described these posirively as well. One or two participants
mentioned that they attended fairs with their spouses and children, and rerurned

more than once due to the informational sessions, enjovable activities and

beneficial screenings.

Preferred Health Fair Exhibits

Respondents said they preferred health fairs that provided information
aboul non-traditional approaches 1o solving health issues such as literature about
homeopathy or biufegdijack. They were also favorable towards topics which
address the needs of specific demographic segments such as issues related to
aging women, for example, ‘A few also said they would like ro have fee
screenings for cholesterol and blood pressure as well as the opporminity to ask
physicians questions abour health-related matters.

It was also noted that some respondents admitted they would like this type
of health fair 1f it were held at their workplaces during work hours. However,

they would not want or be able to attend on a Saturday afternoon.

19



Heactions to Great Valley Henlth Fair Direct Mail Card

While most participants perceived this card ns atiractive, only some found
it appealing enough to enconrage attendance. (Sae Appendix H) Their rcasons
had mote 10 do with the specific topics listed on the card and the scheduled day
and time than they did with the idea of a Great Valley Fair. In fact, some were
very favorable to its being held at Lankenan Hospital whick. they felt, has a Food
reputation.

Again, some participants said they would not 2o for the events Hsied on
the direct mail card, but would attend a health fair containing information about
alternative medicine and insurance that wauld cover it. Other parricipants said
they liked the evenrs listed, but were roo busy doing errands on Saturdavs 1o be
able to arfend. Also, some said the window of time was tao short, They
preferred 10 a.an. to 6 p.m. rather than 10 a.m 1o 2 p-m., which did oot give them

enough time ro attend the eventr,

Heactians to the Post Card Reminder from Creat Valley Health

There were mixed [eelings abour reminder post cards in general. Sore
participants appreciated eoeiving them from their own physicians as a reminder
for pre-scheduled appointments. However, they were somevhat irritated by
recerving reminder cagds from unknown physicians who warg trving to persnade

them to visit thetr offices.

20



Unforrenately, reactions to the post card reminder from Great Valley were
negative. (See Appendix I) Participants described it as toc large in size and
similar to junk mail which is perfect for a recycling bin. The illustration on the
card was criticized for being too silly, annoying and similar to something from
the 1950s. Even those who were not opposed to gerting reminder post cards said
they would not want to receive this one in the mail. The participants also added

that it seemed like a mass mailing to recruit patients.
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Chapter 4

Conclosions

This focus group raised some inferesting points and revealed interesting
observations about consumers’ perceptions of health care systems and the
advertising campaigns {or these sysrems.

Tt seems that with all of the changsas happening in healthears, consumers
are somewhar confused about the differences between health systems and
managed care organizarions. Some think they are one and the same, while othears
have no idea about what a health system is at all.

Adso, there seems to he confusion aboul Sreat Valley Health. Many of the
Main Line residents who participated in this focus group were not sure of what
Great Valley Health i and what its connection is to the Main Line Health
System. There also seemed to be confusion abour the Main Line Health System
and which hospitals are a part of the systermn. Few respondents even knew that i1
iz connecled to Thomas Jefferson University Hospits] and that all of the hospirals

are a patl of the Jefferson Health System.
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In terms of the advertisements, the focns grovp preferred those that
explained ahour the sponsoring healik system and the physicians’ connections to
the heaith system. They also liked background information on the physicians
whether ir be specific to that physician or in general about the types of physicjans
assoelared with the health system.

The 1-800 numbers were especially appealing becanze of the case and
convenience they provide to potential consumers. These numbers made the focns
group feel that finding a new physician was as easy a8 making ihe toll-free call.

Photographs were preferred in the advertisamenzs bacause they were
visually intgresting or added a warm, fuzzy feeling to the acdvertisements. They
also let the group know what the physicians looked like who were featured in
some of the advertisements, which gave them a personal touch.

Advertisements that were too copy heavy were oot at all appealing and
alienzated readers. The focus group did nor like long lists of names or
advertis¢ments containing information that was too skimpy.

Respondents liked advertisements that featured doctors pracricing right in
their neighborhoods. Readers seemed mone likely Lo respond to these
advertisements rather than responding to ane physician out of a leng list of names
of physicians from different locations.

Jeffersan Health System’s eurrent advertising campaign has solved many
of the problems that existed with previous campsaigng. The information was

succinet, listed the different types of physicians in the network and gave the



1-200 number. The warm. fuzzy photograph was also appealing to readers.

When compariag Great Valley to Penn, there may still be somewhar of an
image problem for Great Valley Fealth. The foens group seamed 1o have a
tzndency to choose the Penn advertizement featuring the four physicians simply
becaunse they recagnized and highlv regarded the Penn name.

Jefferson will have to continne to advertise its health system as 2 whole,
siressing that the Main Line Health Sysrern s a part of the eatire health system.
Also, Jelferson must continue to advernse Great Valley Hezlth and its
relationship to the health system and to Jeffersen, which has the most name
recognition and prestige when compared 1o the other hospitals thal are a part of
rhe Jefferson Health Svstem.

It was also interesting to note that the focus group felt thar health fairs
wete a waste of valuable rime unless they were held at the workplace during the
workday. This further emphasized how busy people are today and how hectic
their lifestyles can be. This is a concrete example of the frzction of selection
theory which says that if something takes 1o much effort with too little
perceived reward, consumers will pass it by.

However, it was also interesting to note the focus group’s interest in
alternative medicine. This is an arca of great interest in our society. today. Ir
seems that more research in this arca should take place. Perhaps, an alternative

medicing health fair or center should be established by Jefferson.
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Angther interesting finding was the positive reaction to Penn’s advertoria),
“Talking with the Doctor.” This appeared as a news article and was hoth
inieresting and informative to readers. They liked both the content and the
format of the advertisement. This would work well as a way of advertising
individnal physician practices in their local papers.

Finally, today’s audiences can be quite sophisticated. A hard sell does not
work as was exemplified by the reminder post card. It did not work as a direct
solicitation, but would work if it came from a patient’s physician. Jefferson may
want to consider personalizing these types of cards and sending them to their
patients on behalf of physicians.

In summary, based on this focus group, sudiences prefer suceinet
information that is also informartive. Jefferson should continue to use
advertisements that are similar to its, “One call. The right doctor,” which hit
home with the focus group. This type of advertisment may be beneficial for

creating awarensss of Great Valley Health with consumers.
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Chapter 5

Suggestions for Further Sindy

As was demonstrated by this market research study, onpgoing focus groups
must be conducted to continue Lo test and refine advertising campaigus for
Jefferson Health System and Great Valley Health.

In addition to testing for clarily and impact on Main Line consnomers, the
research must continue to inclnde comparisons berween Great Valley Health smd
University of Pennsylvania Health System’s primary care phvsician practices.
This research shovld conlinue for two reasons: 1) to determine Grest Valley
Health’s presence in the Majn Line area and 2) 1o gause CONSUMETs’ reactions 1o
new and subsequent advertising campaigns for these physician practices.

Jetferson Health System onght to run a few advertorials featuring Grear
Valley Health in selected Main Line papers and conduct focus groups to research
consumers’ responses to these advertisements. As was demonstrated in previous
research, his seems to be an effective formal to convey information about

physicians, their practices and health ayzstems in general.
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In addition, Jefferson should continue to test and refine effective
advertisements such az “One Call. The Right Doctor.” Focus group research can
be used to build upon successes and to modify or eliminate advertisements fhat
are not effective. Since what consumers think and feel changes with thejy
healtheare needs, focus group research mnst be an ongeing pracess. As health
systems continue to expand and change, consumers” reactions to these changes
must be constanily monitored.

Finally, as was noted in Chaprer 1, focus groups can not scientifically
measure resultz. Jeiferson may want to consider probability sampling for more
accurate information, which can be used ro represent the Main Line population as
a whole. However, seienific research should not replace focus groups which

yicld important information in the health and human services ficlds.
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g
When vou choose a Great Valley
lgm 0 Flealth primary care physician, vou
and vour family will receive quality
care close ta home.

d hea l-hy Drs. Fleishman, Laska, Corey
and Miller are local Great
Valley Health

physicians who

”&gh borhood a;inizi;ir;f;;fzif

Like all Great Valley Health
doctors, each is committed to
your family’s good health,

TTEG N, GOy Stroet

A F

Philadeiphia, PA

(215) 877-3166

From routine checkups 1 Wi
to complex health = g55
problems, they P
provide you with
the personal
attention you
expect from your

Lankenay Medical Building Ee:m _
Sutte 365 » Wynnewood, PA primary care physician.®
fﬂﬂ) 649-9135 And, since they are part

e S of Great Valley Health,
you and your family have the full
support and resources of the Main
‘Line Health System, including a host
of wellness and preventive health
programs for all ages.

Grieat Valley Health physicians

offer convenient hours, and accept

most major insurance. When you

need a primary care physician,

s look for the sign of excellence in
‘M healthcare — Great Valley Health.

WILL[AM D. Muses, D

Lankenau Medicgl
Suilding West
Suite 339

Lankenew Medical Building East

Suite 365 » Wynnewcod, PA gﬁfig - e
HEALTL (610} 836-0648

{610} 6.:19 97135

. " 111 LN IE :
Grear Vinlley HEALTH i affiliated with the Main Ling Keatih Sysiem which includes . ﬂﬂllﬂflﬂﬂ ﬂﬂ Grfﬂ! “‘.Iﬂey

The Bryn Mavr Haspital, The Lankenau Hospital, Panh hecsral Hasatta), Bryn
Mawrt Rehab and Commnily Health Affilaics ﬁfli ‘ {6'0] '544'1940 :
3 | lll | L : Y -

NHAZ P oir jaserrangers g auoepiee! at At Coeen Varls 1AL TH srachioys.
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Iit.

Discussion Guide
Great Yalley Health
Focus Group

Introduction
1. Moderator:
a. Name and role as the discussion leader.
b. Format of the discussion.
¢. Audio taping for research purposss.
2. Respondents
#. Name, family size and composition.
b. QOccupation/interests.

Selectine Primary Care Physicians

1. How many of you have selected a new primary care physician
during the past vear? (e.g.. takes carc of most of your health
needs.)

2. How did you make your choice for a new primary care physician?

3. What influence did any of these factors have on your selection of

a new primary care physician: former physicians, friends or
relatives, others in the health ¢are field, advertising or other
media influences?

4. For HMO members: What time of year was it when you made a
switch to a new primary care physician? (Explored respondent
knowledge of when HMO members could swiich physicians.)

Familiarity with Great Yallev Health

1. To the best of your knowledge, is your primary care physician
affiliated with any health association or group? If so, which

ones?

2. How many of you have heard of Great Valley Health?

3. What is Great Valley Health?

4, Whar is your image of Great Valley Health?

5. (Moderator read respondents a hrief descripticn of Great Valley

Health to provide an understanding for the next phase of the
discussion on advertisement reacrions.)
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V.

Reaspondent Reaction to Print Advertisements for Various Primary Carg
Physician Groups

1. During the next part of our discussion, we are going to look at
same print advertisements for various primary care physician
Eranups.

2 (Passed out a copy of each advertisement and r=ad alond while

respondents followsd along. Questions thres and four were asked
for each advertisement:)

a. Oreat Valley Health: “14 New Reasons Whv (Greas Valley
Health Cares..."”

b, Penn: “Now there are Four More Reasons 1o Choose...”

c. Penn: “Don't Choose Jusr Any Doctor. Be Choasy.”

3. How many of you have seen this advertisement?
4. What is your reaction to this advertisement?
5. Now, I'd like you to place all three advertisments next to each

other in front of you. Which fermat appeals most to you as an
advertisement for & primary care physician? (Discussed
appeals/drawbacks of each.)

6. Here's one more advertisement. {(Passed onr Liniversity of
Pennsylvania Health System®s advertorial.)

7. Which of these advertisements would be most likely te encourage
you to aciually seek one ol the doctors suggesizd?

Beactions to Current Jelferson Primnarv Care Adverlisginent

1. Mext, we are going to look at one vilier advertisement for primary
care physicians.

2. (Passed out Jefferson Health System advertisement.)

3 How many of you have sean this advertisement?

4, Whar 15 your reaction w this advertisement?

5. Whar js the main poinr the advertisemeant is trving to ger across?

What are other points?
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V1.

Vil

0. I5 this advertisement giving you all rthe infarmation you need? If
not, what ¢lse would yon want 1o know?

7. How does this advertisement compare to the previous
adverlisements we looked at for primary care physicians? Which
do you prefer, overall? Why?

B. How can a health care system, such as Jellerson, make it eagier
for yvou to {ind one of their primary care physicians”

Reactions to Health Fairs

l. When I say, “Health Fair,” what comes to ming?
2 What 15 a [ealth Fair?
3. How many of you have atiended health fairs?
- Where were these?
- What was your reaction 1o the one{s) you amended?
4, (save a definition: A health fair is a communitv event where there

are various booths and exhihits that offer health information or

screenings to the public. People can use them to get their blood
pressure checked, listen to a lecture on a health topic or sign up
for a class that promates heath and wellness.

3. Does this sound like something you might like to attend?
Why/why not?

G. What would you like to see at a health fair ro make it appealing to
you?
7. {Showed a direct mail piece on health fairs and probed for

reactions.)

Reactions to Poest Card Esminders

1. How do vou feel when your doctor sends yvou & post ¢ard reminder
of an appointment, screening, vaccination or test?

2. Do you consider a posicard reminder helpful? Why/why not?

3. Here is a sample post card reminder. It is a protoiype. What is
your rezction to it?
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VII. Conclusion

1. Do you have any other comments or questions?
2. Thanked respondents and adjourned.
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14 New Reasons
Why Great Valley Healih
Cares About You.

This summer, fourteen new physicians Each of these practices will accept most
will be joining our practices — allowing ~ major insurance plans, giving you the choice of
them 1o accept new patients and offer more quality physicians that are commitied to the
convenient hours. continued good health of you and your famnily.

To find a very special Grear Valley Health physician near you,
cali 1-800-JEFE-NOW or cail any of the offices listed below.

.¢1 Karex i.. Abrams, M.D. 7 Erank L Brincheiro, M.D. ﬂ 4‘% Elias A. Karkalas, M.D.

= {fﬁ;“’_“‘“’”m““ I'E"“'—" Medicine - f;?;ﬂ”@i:;:m 0.0 : o ?;np;i ﬂﬂ;ﬁ:ﬂ:ﬁ e
D Liseyerch Medice! Ceter King OF Prusia, PA_ 19406
2048 Viest Chemer Fike Suitc 203 » 510 Darby Road (610) 337-2370
Edgemane, BA 19028 [610] 449-9666

- B Linda M. Bullack, D.O. @ Springficid Family Mcdicinz

Catherine M, Bergar, D.O. ® faternal Medicine _ ~dzvia Mell, M.D.
e Gosher Family Practice - Dr=. Silver, Nansteed & Moreis Lymn Cooks, M.,
Winskiis W, Murdoch, M.D. Beuce G, Silorer, MDD 130 S State Read = Suite 200
Berry Jene Gilbert, MDD Johr: F. Nemsteed, Je, M.D. Springfield Plaza
Lrom Raphs, B.O. o JemsAMoric MD Springheld, PA 19064
145 Bocr Rosd » Suite J00A . Wyriaewood House = Suite 303 (610), 544-0900
West Chester, PA 19380 J00 E. Lancxter f;‘;ﬂﬂ’;‘f ' :
(610) 632.4700 Wynewood,
(510) 642-2002 f2 Jordan & Rush, M.D.
@ Grext Valley QRIGYN
: Betk Ann Bingamen, , Howeed £ Frmt, M.D.
e Phocrivelc F:"nily Mgdm?;:j 9 Mure R Crowley, M.D. Stewert E first, M.D.
Rodlger Ratherherger, M.D.  imtermal Moot Lankcrau Matical Buikding e
Dorms DeBias M D. DT;P&B?& Mark. Schustes & 103 Suite 436 + Wymnewood, P 19055
Phoeniville Megical Evilding .Iri;' Steven Mark, M.D L Panh Memarial Medical Brilding 1
Spire 307 « 750 South Main Suret Robert T, Schumer, M D Suive 208 4 Faoli, PA 15301
Phoeixeille, PA 19450 Ralph A Larz, M. o {Office i Cherry Hill)
{510 9233182 Paoli Memorial Medical Building Il (610) 896-7270
Suite 227 * Pachi, PA 19301
€]}, Christopher W Bolich, D.C. (610) 6443436 A}, Selie G Stadler. M.D.
= and Rabent M. Friedmar, M.D. e e & T
a . Frieaman, Dirs, Hillyer, Stegge & lrevine
5 .I{M,FIP-&M?:;‘HDP:’ DO 10 = Ohmeric/Gynecalogy Peter W Hillyer, MDD,
= R‘f‘" v Nedicine Bryn Mawr Medical Office Eldg, North Herrism T, Seege, M-B.
rose Tree Medical Assocates £30 Old Lancaster Ave, Suite 107 David R, Trevine, M.D.
Michadl £ Shank, 0.0, Bryn Mawr, PA 13010 Baoli Memozisl Medical Building
gﬂfh Mm;"f. H“f‘i_::“!' a Facli Memarial Medical Building 11T Suite 124 * Paoll, PA_ 13301
Cugaen: Bedian » Zuive 3101 Suite 232 « Packi, PA 1930 {610) 647-8885

Media. PA 19063 (610) 527-7940
(610) 8919277

= TR evirivias ‘ Great Valley Health
Gary A. Conpermgn, 0.0,
N e i %femon Health § ystemm

Oowaingmewn, By 19135

[510) 873-2135 Ciraar Valiny Fenlih is ¢ group prasnct of cver G5 primary £4re
pirysicians and 15 2 memoar af the Jeffersan Health Svsien
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Now there are four
‘more reasons to choose
a Penn primary care doctor...

New at Bucks County

Internal Mediewe...

Alan M, Kravate, M, has joined our Bucks
Counly Internill Medicine prwuce,
Dy, ¥oravae is board certificd i
Intermal Medicie, He reeeived e
Medical Depree (rom the St
University af New York Health

i Seienee Cenler 3 Syracuse, then
completed his wesidency in Inemal Medicing
at the University Hospitals of Cleveland, D,
Kravatz and the other Bucks County Intemal
Medicine physicians welcome new patients
age 15 and older. '

Bucks County Internal Medicine

Bristol Newtown
Z15-785-8531 215-860-0775
New at Yardiey Medical Cénter..

Inge 5. Regan, MD, has joined our Yardley
g Medical Conter pructice. Dr. Regan
P 15 board certificd in Family
b5l Practice. She received her Medical
=| Degree from the University wf
L4| Pennsylvania Schoul of Medivine,
S5 1hen compleed her residency in
Family Practice wt Hunerdon Mudical Conier.
i Regap and the other Yardley Medical
Center healih care praviders weleome new
patients, incluoding newbharns.

Yardley Medical Center

Yurdley
215-493-5535

New at Bucks County
OB/GYN Associates...

Sicphpnie k Schwartz, ME, has
joinci oor Bucks County OBAGYN
Associsles practice. Dr, Schwarlz
received her Medical Pegree from
the State University of New York
Health Science Cenler ol Symouse,
then completed her residency in Obsicirics and
Gynecology at the University Hospitals of
Cleveland. Dir. Schwartz an the other Bucks
Canniy OB/GYN Assocrales health care
providars welcome new paticnis.

Rucks County QB/GYN Associates

Langhome

404 Middletown Blvd. .

and &05A Corporate Drive

215-752- 1078

New at Yardley Pediatrics...

Michael 8. Dreyer, MD, has jomed B
our Yardley Pediatics praciice. T, £
Dreyer is board centilied in Fediatnc B
Medicine. He recoived his Medical  [f
Degrer {rom Temple Universicy
School of Medicine, then completed
his residency in Pediatries a1 the Medical
Cenier of Delzware. Dr. Dreyer and the tther
health care providers 3t Yardley Pediatrics wel-
comie nEw patisnis, from newbomms 1o age 18,

Yardley Pediatrics
Yardiey
215-493-651%

These practices and physicions are part af Clinical Care

Associates of the University of Pennsylvania Health
System, the primary care network Penn is building

thronuhagt the Delawsre Valley, They accepl most insur
ance plans. HMOs and Medicare. For morg tnburmalion of
1o make an appaintment. please call any af the sthees. o

PennHealth 1-800-78Y-PENN

e UNIVERSITY OF
¥, | PENNSYLYANIA
Y. HOEALTH SYSTEM

Clinical Care Assoclales
The future of medicing.
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Don't choose

If vou're joining an MO, the mest impartant choice you'll make 18
your primary care doctor. So 1t's good o know that mast HMOs wll
let you choase a Penn primary eare doctar, And there are Penn
dactars right in the neighbarhood.

Since your HMO lets you choose, why not chooee the best? A Penn
primary care doctor near you.

Intermal Medicne Fleegler and Flanagan

Bala Cymwyd Medical 950 Haverford Rd.

Aszoclates Bryn Mawr

191 Presidential Blvd. 510-527-8844

610-668-999% Michael D. Flanagan, MD, FLD
Ranald Barg, MD Edward M. Flesgler, MD

falso Gerfalrz Medicing) . foiso Dertcine Madicine}

Lagnard Bartm. MD
Charles F. Oreilana, MD
Roberr Weiss, MD

For an app-nim:m:nt. call the | gra4{ msnﬂf DF
phyeician’s office or . PEM‘ISYLvJﬁ MA
IEAILTH SYSTEM

1-800-789-PENN

The futere of medicing,”
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AQYETLLETI

@dﬂzﬂﬂg with The Doctor
Cholesterol dip follows weight loss, exercise

o] e
Ronald Barg, M.D.
Koerd Cerlifted in Intericd Madicine and
CGerinire Medirlne .
Belg Cymerad AMedipnl Assovules

EJURSTION:

I'm u G5-year-old worndit, and
for about a year my chelesterol
has been above 260 after having
been normad for oy long as I can
recall. I've fried to conirol it b}I'
charging my diet, bul it was fow
in cholesterol fo begin with. 1
alen em erercising regularly gnd
am not overweipht. Can you dis-
cuss [fiis and give me some hines?

ANSWER:

The Mational Choleslerol
Educanan Panel {NCEP) of the
Nangnal Insunnes of Health rec-
ommends that adwits keep their
chalestero] level balaw 200 mil-
ligrams per deciliter (mg/dL) — a
teve] thoppht to reduce the risk of
heart disedse in most people. A
total biood cholestero] measure-
ment of 200-239 i considered bor-
derline-hiph; 240 and over is high-
o7 than desirable. Bur your ol
chalesterol level dosso’t wel] the
entire story, 10 aclually the rato of
your high-density Fpoprowin
(HDL ) — the “good™ chivlesieral
— undd low=density lipoprotem

iDLy — the “boel” cholerterol —
that mere accurately identifies your
sk of develnping heart disease,

A high HDL chelesierol (G0
mg/dl. or more) reduccs your
chance of having 4 hean anack,
while 2 HDL. level below 35
mu/dL increases your risk. A
desirable LDL number is 130
me/dL. or less: 130 w 159 is bor-
derling-high; and 160 or above is
high. The NCEP now recammends
that HDL cholesternl be measured
along with total cholesierol as part
of the initial screening of healthy
people over the age of 20.

WHAT YOU CAN O

You mention thal you've tried w0
control your cholesterol by chang-
ing your diet, which was low in
cholasierol to begin with. This
may be where the problem lies.
Simply raducing the number af
cholesleral-rich foods you cat
{meats, epgs, butter. and shelifish)
won't do the irck. You must cut
your tatal fat and saturated fat
intake. The body uses saturaied
fars to produce cholesteral.

The American Heart Association
recommends that you iimi fal
imake (o 30 percent o less of your
wial daily calories. OQF Lhis. satw-
rated fat should make up no more
than 10 percens of total caloties.
To hold the lioe at 30 percent,
you've pol lo conlrol all fars, and
get most of the fal you do e from
vegetable insiead of animal
sources. Vegetable ofl. olive oil,
canola oil. soybean oil. com, saf-
flower, and peanut wils ae ail veg-
ctable sources. Yepetable sources
of saturated fats nclode coconul.
palm, and palm kemel oils, which
are faund in many snacks, crack-
ers. and baked gaods,

The most conmenly consumed
eamurated far sources ace fatty cues
of meat and whole-milk dairy
products, Choose Tow-far milks

and cheeses and ice milk and lean
cuts of mezt. Some restaurants and
fast-food cutlets fry their foods in
highly saturated animal fats, such
a5 beef taliow. Fried foods add 2
considerable amount af fat w0 the
diet, as do many prepared foods
such ac cakes. pies, salad dress-
ings. and chocotate candy. Limit
the amount of fried foods you eat.
Look for reduced-fat prodocts
such as fow-far mayonnaise and
salarl dressings__aven lower-fat
peanuts arc now available.

Replace the fat in your diet with
carhohydretes. which should make
up abow 55 percent of your daily
caloric intake. Fal whole prains,
peas, beans, and fruits and vegeta-
bles. In addition 10 being law in
fat, these {oods provide distary
fiber, which also can help lower
cholestero! levels,

Making the right dict modifica-
tions 10 lower your blood choles-
terol can be difficult Your doctor:
may recommend you see a regis-
tered dietilian. Who can prepare an
eating pl=n for you and cxplain
how 1o recognize the foods you
want to =4t more of and thase you
wan o choasc spanngly.

Dr. Ronald Barg of Befa Cynwrd
Medical Assecintes & boant cert _il':'ed
in Imternal Medicine and Genatnc
Medicine, He i= pant of Clinieal

Care Asserinres af the University

of Pennsyivania Health System, the
primary core netwisk Pean s butlding
throughou! the Delaware Valey.

His office is docarad at 19Y Presidenial
Boulrvgrd, Balz Cynwyd. Dr Barg
welcemier new patiends, To make an
appolntminr. pleass £all his office.
B10-668-5000, or Penn’s physician
referral service:

1-800-789-PENN

ez, UNIVERSITY OF
&? PENNSYLVANIA
- ¥ BHEALTH SYSTEM

The uiare of medigine.”
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To find a physician near you:

* Choose your personal physician from meore than
400 independent physicians affiliated with the
Jefferson Health System hospitals.

* Cur family medicine or internal medicine
physicians, obstetrician/gynecologists and
pediatricians bring quality medicine to your
neighborhood.

* Most insurance plans and HMOs are accepted.

* For more information or to make an
appointment with a physician near you,

call 1-800-JEFF-NOW

Beth Mariani
with 1-year-old
son, Daminic
Fatents, Broamall

“Hospital
+ Lapkenau Hospital

« Papli Memorial
Hospita]

« Thomas Jefferson
University Hospital

+ Bryn Mawr Rehab

+ GreatValley Health
Physicians

+ JeEFCARE Physicians

@ Jefletson Health System
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Share your concerns about health.

= -

9 Anend the Great Valley Health Fair for a day filled with valuabiz health
information, free screenings and fun activities.

There will be something for everyone —

- Frea Screenings (Blood, Cholestereal, Pulmonary, and Percent Body Fat}

. Activities Just Far Kids (Doll/ Teddy Bear Clinic)

. Lactures on Cancer Pravention, Women's Issues, and Child Care to mame a few
- Physician Panel: Your Primary Care Physician and your Health

- Maet and tali to Great Valley Health doctors

» And much, much more!

Great Vallay Health is a dynamic network of primary care physicians.
As part of the Jefferson Health Systemn, Great Valley Health
physicians are su pported by the full resourcas of the area’s most
outstanding hospitals and medical specialists.

No registration requirad, for maore
information an the Great Valloy
Health Fair, call 6§10 644-1940.

To find a very specat Great Vitlley
Heafth docior near vou, call the
Jefforson Health Systorm &l
1-800-535-6334.

ASTIVA LVIUD

[
HEALLY
F-A- 11k

" — cAsTER AV i Great Valley Health
- FREE F 41 .
B - jgﬁérson Health System

* Bryn Mawr Rehab « The Bryn Mawr Hospital « Community Health Affiliates » Great valley Healin
» The Lankenau Hospital « Paoli Memorial Hospitai « Thomas Jeffarsan University Hospital

W LIV I H
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