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Activity Disclaimer
The material presented here is being made available by the DPC Summit Co-organizers for educational 
purposes only. This material is not intended to represent the only, nor necessarily best, methods or 
processes appropriate for the practice models discussed. Rather, it is intended to present statements and 
opinions of the faculty that may be helpful to others in similar situations.

Any performance data from any direct primary care practices cited herein is intended for purposes of 
illustration only and should not be viewed as a recommendation of how to conduct your practice.

The DPC Summit Co-Organizers disclaim liability for damages or claims that might arise out of the use of 
the materials presented herein, whether asserted by a physician or any other person. While the DPC 
Summit Co-Organizers have attempted to ensure the accuracy of the data presented here, these materials 
may contain information and/or opinions developed by others, and their inclusion here does not necessarily 
imply endorsement by any of the DPC Summit Co-Organizers.

The DPC Summit Co-Organizers are not making any recommendation of how you should conduct your 
practice or any guarantee regarding the financial viability of DPC conversion or practice.



Faculty Disclosure
It is the policy of the DPC Summit Co-Organizers that all individuals in a position to control content disclose any 
relationships with commercial interests upon nomination/invitation of participation. Disclosure documents are 
reviewed for potential conflict of interest (COI), and if identified, conflicts are resolved prior to confirmation of 
participation. Only those participants who had no conflict of interest or who agreed to an identified resolution 
process prior to their participation were involved in this CME activity. 

All faculty in a position to control content for this session have indicated they have no relevant financial 
relationships to disclose. 

The content of this material/presentation in this CME activity will not include discussion of unapproved or 
investigational uses of products or devices. 



Learning Objectives
At the end of this educational activity, participants should be better able to:

• Describe why it is important to build a Personal Brand in order to 
grow your Direct Primary Care Practice

• Define terms like ‘personal brand’, ‘thought leader’, ‘local expert’, 
etc…

• DPC Doctors who have a strong personal brand can attract more 
patients and grow their practices more readily because they are

• Easy to identify
• Are featured in local or national media
• Build trust/rapport with their audience/potential patient base 

more rapidly
• DPC Doctors who have a strong personal brand can attract potential 

partners more easily, and thereby grow their practices



Myth: personal branding is scary or 
uncomfortable
• Many of you are not embracing personal branding because it 

may seem foreign to you



Myth: I’m a Doctor – isn’t that good 
enough?
• You’re a doctor and the merits of being a doctor should be 

‘good enough’ to fill your panel, attract a practice partner and 
employees, and maybe even attract media attention 



Truth: the market is fiercely competitive

• The market is fiercely competitive
• You are competing with Big Box Pharmacy Minute Clinics, 

TeleHealth applications, concierge medical services, Fee-for-
Service juggernauts in your community, urgent care centers, 
and emergency departments

• Not to mention: Naturalists, Acupuncturists, Chiropractors, 
personal coaches, nutritionists, etc…





Truth: Your Market Does Not Know You

• Your market does not know who you are, what you do, why it’s 
important, or how it can benefit them and their families and 
businesses 





Truth: a strong personal brand can help 
you succeed
• Because of the insanely competitive nature of the market AND 

the relatively unknown commodity that is Direct Primary Care, 
you must take every advantage that you can in order to grow 
your practice

• Thus, you must take advantage of personal branding
• A strong personal brand will help you:

• Attract new patients
• Attract practice partners
• Attract media attention





What is the demand like for your 
practice?

a) I’m full and I have a wait list
b) People are banging down the door and I’m having a 

hard time keeping up
c) We have a steady stream of new enrollees, but could 

be doing better
d) We have modest growth, a few new sign-ups each 

month and we need many more patients
e) I’m struggling to get anyone through the door
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Live Content Slide
When playing as a slideshow, this slide will display live content

Poll: What is the demand like for your practice?



How do you feel about personal 
branding?

a) I embrace it: I am able to communicate who I am, my 
mission, vision, and values with a broad audience via 
different mediums and I’ve seen my practice benefit 
because of this

b) I’m indifferent
c) I’m unfamiliar with the concept
d) I don’t think that personal branding is necessary to be 

successful and therefore I don’t engage in this activity
aafp4.cnf.io 
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Live Content Slide
When playing as a slideshow, this slide will display live content

Poll: How do you feel about personal branding?



Building a personal brand is all the rage right now....

Personal brands have always been around they just used 
to be referred to as a different word: Character.





























Exercise:
Describe your 
best friend.







Demonstrate Concrete Methods to Build 
a Personal Brand (or shape perceptions)

• Leveraging Social Media Platforms
• Writing a blog
• Speaking at conferences or for corporate groups
• Contributing to publications
• Sending out Press Releases
• Being featured by News Media



So, what are the themes of my personal 
brand?

• Advocate for affordable, 
accessible health care

• Relentlessly positive
• Uplifting stories about Detroit 

and my work therein
• Authentic, genuine, sincere
• Communicate health 

information in a fun way





































Do you routinely turn down friend 
requests on Facebook or LinkedIn?

a) Yes
b) No
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Live Content Slide
When playing as a slideshow, this slide will display live content

Poll: Do you routinely turn down friend requests on Facebook or 
LinkedIn?



For those of you who answered “no”, 
why?

a) It feels icky and uncomfortable
b) I don’t want people to know about my 

personal life
c) I already have too many “friends”
d) Something else
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Live Content Slide
When playing as a slideshow, this slide will display live content

Poll: For those of you who answered “no”, why?











I love my health system
I love my health insurer
I love my hospital
I love my doctor
I love my clinic

















Being consistent with who you are, whether online, 
offline, at work, or in the public domain is one of the 
most difficult journeys because we must ask ourselves 
who am I? Who will I be?



So, what are the themes of my personal 
brand?

• Advocate for affordable, 
accessible health care

• Relentlessly positive
• Uplifting stories about Detroit 

and my work therein
• Authentic, genuine, sincere
• Communicate health 

information in a fun way

So, what are my mission, vision, and values? 



What is the best way to reach out to 
a journalist?

a) Regularly engage with their content on their social media 
pages

b) Cold call them
c) Wait for them when they leave their office and try to talk 

to them as they walk to their car
d) Send a Raven
e) Send them a short message relevant to their scope of 

interest via an appropriate medium
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Live Content Slide
When playing as a slideshow, this slide will display live content

Poll: What is the best way to reach out to a journalist?





Journalists are people too

• They have stories to tell
• They are on a deadline
• They are willing to feature your story if you package it in a 

digestible format
• You must communicate clearly and succinctly 
• Bonus points if you follow them on social media and engage 

with their content in a thoughtful way











































Why is it important to be featured in 
the traditional news media?

a) News coverage can more easily communicate the value of 
your Direct Primary Care model

b) News coverage can reach a broader audience than your 
email list, search engine optimization, and social media 
platforms currently allow

c) News coverage allows your audience to see you as 
Legitimate

d) News coverage allows you to build TRUST and rapport 
with your audience more easily

e) All of the aboveaafp4.cnf.io 
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Live Content Slide
When playing as a slideshow, this slide will display live content

Poll: Why is it important to be featured in the traditional news media?













Examples of DPC Doctors Building 
Personal Brands
• Shane Purcell and the TEDx Talk 
• Landon Roussel and the DPC Podcast 
• Doug Farrago and the DPC Book 
• Rebekah Bernard and her personal brand website 
• James Pinckney and the SuperBowl Commercial for VistaPrint
• Ryan Neuhofel and the countless articles/publications, Twitter 

dominance 
• Josh Umbehr and the Hannity appearances 
• Lee S. Gross and the Capitol Hill proceedings 
• Julie Gunther and the NPR Interview 
• Phil Eskew and the DPC Frontier website



























Thought leaders are the informed opinion leaders and the go-to people 
in their field of expertise. They are trusted sources who move and 

inspire people with innovative ideas; turn ideas into reality, and know 
and show how to replicate their success.









Know the Next Steps in Building Your 
Personal Brand
• Choose the medium that works best for you and your 

personality 
• Choose the medium that plays to your strengths 
• Set Goals on how to achieve the personal brand status that you 

want to have 
• Leverage your personal brand to gain more customers and 

grow your practice







Set Goals:

• Daily Instagram Post
• Weekly Facebook Live post
• Blog Post Every Tuesday at 5 pm
• Weekly Email Blast to your Listserv
• Weekly YouTube video upload







Questions?
Submit your questions to: 

aafp4.cnf.io 

Don’t forget to evaluate 
this session!

Contact Information
Paul Thomas, MD 
Plum Health DPC 

paul@plumhealthdpc.com 
@PlumHealthDPC

https://aafp4.cnf.io/
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