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Disclosures 

Consultant: Hologic, Bayer, Beekley Medical 
 
Associate Editor of Digital Media: Journal of the American 
College of Radiology 

ACR RLI Speakers Bureau 
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Objectives

• Recognize opportunities and audiences to 

market your breast center

• Choose key messages programs can use for 

marketing

• Learn to apply for grants, and partner with 

community organizations and grateful patients 

for program financial success
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Practice Branding and 
Marketing
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What we did

• All stakeholder meeting to discuss objectives and 

goals

• Establishment of social media presence

• Establishment of overall digital footprint 

• Community brand presence 

• Strengthen local media relations 

• Growth resulted in new era of branding 
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Social Media: Connect with Patients
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Other Digital Media & 
Community Partnerships 
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Other Digital Media & 
Community Partnerships 
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Other Digital Media & 
Community Partnerships 
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Striving for Clinical Excellence
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Press Ganey
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Address negative comments, but 
celebrate victories 

• Any negative comments from patients, we sit 

down individually to discuss

• If we see negative themes, we discuss in an AM 

meeting with the entire group 

• We celebrate when we do well and recognize 

everyone’s hard work and valuable 

contributions to the team
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Technologist Education

• Meet quarterly with technologists to go over 

key topics in breast imaging, tips, tricks that 

can improve their delivery of care

– Ex. Stereotactic biopsy troubleshooting, dense 

breast education, etc
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Results of our Efforts: GROWTH!
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Screening Mammography 
Template Example 
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Navigators are CRUCIAL

• Navigators can really help bridge the gap to ensure patients are 

being appropriately scheduled 

• Navigators are key to adherence of recommendations and follow-

up care 

– Key to driving growth

• Varying forms of navigators and the role they play in breast care

• Do not rely on primary care providers and patients themselves!
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Personal and Professional 
Branding
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Personal Branding 

• #SoMe can be used as a tool to promote your 

“brand”

– Professional passions are what can create your brand

– Can build a reputation which can translate to both 

patients and providers seeking your services

– Allows you to take charge of your professional 

reputation 
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Branding Pro Tips

• Deep introspection of passions and can fuel your brand

• Must be organic, authentic, and genuine 

• Develop a brand that truly captures who you are at 

your essence 

• Establish consistency which can result in trust and a 

valued/expert member to your target audience

• Become irreplaceable 
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My Personal Branding Journey

• Why

• When

• Where

• How

• Result
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Social Media Branding
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Community Collaboration and 
Resource Access
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Where we started: Liberty Hospital
Foundation Women’s

Health Fund

• Patients who meet 200% poverty level for household
income

• Covers cost of screening mammogram, diagnostic
mammogram, ultrasound, MRI, image guided biopsies,
gas cards, and or arrangement for transportation

• Radiologists waive the professional fee

• A strong relationship between the breast imaging,
foundation, finance, customer relations, and patient
advocate departments is key
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Where we are now: LibertyOncology 
Patients in Need Fund

• Patients who meet 200% poverty level for household
income

• Covers cost of screening mammogram, diagnostic
mammogram, ultrasound, MRI, image guided biopsies,
gas cards, and or arrangement for transportation

• Added groceries and utilities*

• A strong relationship between the breast imaging,
foundation, finance, customer relations, and patient
advocate departments is key
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Grants
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Community Partnerships

Breast Health Equity Workgroup
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Closing Thoughts

• It takes a village when embarking on the journey of developing a breast 

center

• Takes a multifactorial approach, from stakeholder buy-in from the clinical 

team to advocating for beyond clinical hours to community collaboration

• There is not a one-size-fits-all approach!

• Branding your practice and individual key leaders of the healthcare team 

is instrumental to build credibility and trust
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Closing Thoughts

• Education at a health literacy level that a patient can understand about 

being above average risk and what that means for them is imperative 

• Navigators play a crucial role in ensuring patient adherence, appropriate 

follow-up, and are key drivers to growth  

• Evolving and being adaptable are key components in this current 

healthcare climate
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Questions?
apatel5@kumc.edu
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