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Drive Behavioral Change in Your Surgeons  
with Social ProofC O L L A B O R A T O R 

I N S I G H T S

“SOCIAL PROOF” IS a critical psychological principle that savvy hospital 
administrators can use to solve their most complex business issues and 
dramatically increase their organization’s operating performance. The principle 
simply states that people are more likely to do something when they see others 
doing it. For instance, after entering a new restaurant, customers are more 
prone to sit down and eat if they see others in the restaurant versus if it were 
empty.  Typically, you’ll see the Social Proof concept used in conjunction with 
a marketing plan. I believe, if leveraged effectively, Social Proof can be an 
invaluable tactic when addressing an all too common hospital problem: high 
Physician Preferred Item (PPI) costs. There are countless methods for using 
Social Proof for your organization’s benefit, such as the following:

Social Proof from Other People or Organizations 
Showing what other people are doing or saying is the most common form of 
Social Proof. Here are some examples:

•  An independent hospital affiliating with a large, “brand name” hospital,
•  Utilizing patient satisfaction scores or testimonials,
•  Highlighting a local or national publication showcasing “Top Doctors” on 

the hospital staff.

The above examples can be effective in boosting patient volume. However, it is 
also an essential tactic when attempting to influence a physician or co-worker 
to your way of thinking. For instance, when discussing the implementation 
of a PPI cost reduction, product consolidation, or demand-matching program, 
you might hear all the reasons why they won’t or don’t work. However, you 
can certainly find case studies or industry articles that highlight successful 
programs from other hospitals. A steady flow of articles illustrating successes 
at other hospitals will eventually lead the doubting physician or co-worker 
to ask themselves the inevitable question: “If these other hospitals have 
implemented an implant cost management program effectively, why can’t we?” 
Of course, you need to be strategic when sharing these articles. For example, 
you should think twice about firing off an article to a surgeon immediately 
following a “spirited” discussion in the physician’s lounge. When used properly, 
illustrative citations of success at other hospitals can provide Social Proof, 
giving you the small opening you need to change a key person’s mind.

Social Proof from Experts 
This form of Social Proof is evident when you show approval or validation 
of your plan from credible experts.

A great example is Sensodyne promoting that “9 out of 10 dentists 
recommend Sensodyne toothpaste” for sensitive teeth.   In a hospital’s 
case, deep, robust competitive pricing intelligence on PPI’s is critical to 
persuading a physician or manufacturer that a reduced unit cost on PPI’s 
is warranted. You may often hear: “Your/Our hospital is already getting the 
best price in the area on implants.” Without competitive pricing intelligence 
from a credible source on what other hospitals are paying, that “best 
price” statement is very difficult to refute. When leveraged correctly, 
illustrating what other hospitals are paying for the exact same implant will 
be extremely powerful. Great examples of this are benchmarking reports or 
scatter graphs which highlight the various price points from other hospitals. 
When a benchmarking report or scatter graph shows a preponderance of 
hospitals paying lower prices than your hospital for the same implants, 
you’ll be using Social Proof to your advantage. Cost reports from a credible 
source will lead other people right where you want to them to go: “If other 
hospitals are receiving a better price on the same implants, why shouldn’t 
our hospital receive that price too?”

Social Proof from Research and Results 
Showing research and results provides positive Social Proof to spur 
additional people toward your way of thinking. Influencing one or two of 
your surgeons via the Social Proof examples above is a great start. However, 
imagine how much more you could accomplish (beyond cost savings) if you 
had a strong, positive influence over 10, or even all, of the surgeons on staff? 
An example of this is regularly sharing savings reports with the surgeons 
illustrating the effectiveness of the cost-reduction program. This is a must 
for many reasons. Engendering Social Proof is just one of them. Another 
example is to consistently re-benchmark your hospital’s implant unit costs 
against other hospitals to illustrate your cost-reduction program is ahead 
of other hospitals.  When they see patient care quality and outcomes are 
not casualties of the cost-reduction effort, they inevitably will think two 
things: “The cost-reduction program is working” and just as importantly, 

“I can trust this administrator.”

If you are trying to spur a behavioral change such as PPI product or vendor 
consolidation, credible sources such as the American Academy of Orthopedic 
Surgeons (AAOS) very often publish studies and peer-reviewed articles 
regarding the clinical efficacy and effectiveness of implantable products. If 
you find articles or studies which speak to specific behaviors and products 
you are trying to influence, send them to the surgeons. Using AAOS as 
Social Proof is especially effective since the research is written by and 
for orthopedic surgeons.

Using Social Proof as a method to persuade others is a long-term strategy. 
Clearly, sending one article via email is not going to change anyone’s mind.  
It has to be a sustained effort over time. The examples above are tactics 
you can use in support of the long-term strategy of leveraging Social Proof 
to improve key relationships, gain trust, and turbo-charge the performance 
of your organization. 
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