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RENO, NV — According to the Merriam-Webster Dictionary, 

the definition of renown is: “a state of being widely acclaimed 

and highly honored.” So, it was somewhat ironic that Suzanne 

Hendery had never heard of Renown Health when she was initially 

recruited to this health system after a long healthcare marketing 

career at Baystate Health in Springfield, Massachusetts.

 She made the journey west almost two years ago because of 

Renown Health’s President and CEO, Dr. Anthony Slonim. Dr. 

Slonim came to Renown four years ago with a specific goal to 

“grow the stature and esteem of the Renown Health brand,” she 

says. “There’s an opportunity to get community health messages 

out on a national level.”

 But why would a local health system in Reno, Nevada want 

to do that? One reason, Hendery says, is to foster partnerships 

the health system has nationwide such as its genetics program. 

But then there are larger goals as well. “We have an opportunity 

in healthcare to learn from each other,” says Slonim. “We have a 

professional responsibility to share to improve the health of people 

in this nation.”

 Renown may be a large health system by Reno standards, 

but it is still small compared with some of the big city players, 

organizations that can afford to take out ads in major national 

publications such as The New York Times, she says.

 But there are other avenues as well to build national name 

recognition for both Renown and for Dr. Slonim as a thought 

leader. For help in strategizing how to do this, Hendery turned to 

the Raleigh, North Carolina-based Jennings and its Principal Dan 

Dunlop. One strategy that could have been employed was having Dr. 

Slonim write blogs. “However, | knew from prior experience that it’s 

really hard to get CEOs to write blog posts,” Dunlop says. “Rather, 

I suggested video blog posts. I told them that I can come out there 

with a video crew and in two hours produce 16 video blogs.”

THE VIDEO 

BLOG

 That’s exactly 

what happened. 

In the two to three 

minute video blogs 

(or vblogs for 

short) Slonim discussed a variety of topics of national interest to 

healthcare leadership. The conversations were interspersed with 

showing various scenes from around the healthcare organization.

 In one of them, for example, “The Environment of Care” 

he talks about the importance of the physical environment and 

technology, but also other elements such as the color of the wall, 

the beauty of the buildings, the music, and the art on the walls that 

can create a space where people can sit, reflect and heal. He 

argues that we don’t pay as much attention to this as we should. 

He further discusses integrative medicine and where that can fit 

into the picture.

 Among the other topics he’s covered are: “Community Health, 

Population Health and Public Health — Understanding”; “What 

I’ve Learned as a Physician Leader”; and “The Value Proposition 

Behind Accountable Care.”

 “One of the things I bring to this is that I’m not only a 

physician, I’m also a cancer survivor,” Slonim says. That gives him 
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the perspective of someone at the patient’s bedside and of someone 

in the bed. 

 The videos were released every few weeks. For each one, 

several weeks later a narrative format was disseminated to all 

7,000 employees via the organization’s intranet. They also appear 

on the organization’s brand journalism website Best Medicine 

(bestmedicinenews.org). Added to that, the two most popular 

video blogs, “Community Partnerships for Better Health” and “The 

Power of Language” appeared on a digital issue of USA Today.

PROMOTION — TWITTER AND LINKEDIN 

 A video blog, however great in and of itself, does not work if 

no one from the target group watches it. In this case, the principal 

target group was Dr. Slonim’s peers. The goal was to get traction 

among the highest levels of healthcare.

 Dunlop suggested that Twitter would be a great forum to 

reach out. “The majority of leaders are on Twitter,” he says. “We 

could tweet and link to the blog. We could use a hashtag and their 

Twitter handle to make sure they see it.”

 However, Dr. Slonim was not a Twitter user, but was willing 

to learn. One of the things that Dunlop did to help this along was 

show Dr. Slonim the value of Twitter as played out in the Tuesday 

evening healthcare leadership real time Twitter event that each 

week draws over 150 healthcare leaders from around the world.

 Each week, a blog post is circulated as the topic. Participants have 

several days to digest the post and then a rapid fire conversation 

ensues via Twitter. One can 

easily observe more than 

1,000 tweets in an hour, he 

says. The objective was to 

show Dr. Slonim the business 

value of Twitter and that 

worked. As of late May, 

Slonim had 2,041 Twitter 

followers.

 LinkedIn was also a 

social media tool used to 

disseminate the videos.

IT’S WORKING

 One metric for success is 

how many views each vblog 

received. The popular “Community Partnerships for Better Health” 

had over 17,000 views. The next popular vblog “The Power of 

Language” had approximately 12,000 views.

 Before this initiative began Renown went to the Omaha-

based NRC Health to understand its national footprint. Its brand 

awareness was zero. “After eight months, it rose to 13 and (as 

of late May) was at 14.5,” Hendery says. lts statewide 

metric for strongest image among competitors rose by 4 

percent to 32 percent unaided awareness. And, its local 

image was up 5 percent to 71 percent.

 Added to that has been the internal 

marketing positives from this effort. Employees took 

pride in seeing Slonim on video and appreciated being 

able to understand the innermost thoughts of their 

CEO regarding important topics in healthcare. Indeed, 

Hendery says that Slonim has been asked by a number 

of employees to be in selfies. 


