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How to Establish Solid Trust in the Brand 

by Means of the Personal Story
By Nadia Vaneva

P
ersonal stories are part of the 

inluencer marketing family, but 

their peculiarity is that they are 

actually real. We do not hire a 

celebrity to tell personal stories. 

Actually, we do not hire anyone. hey are the 

result of personal experience and are shared 

to bring beneit.

We know that gaining trust stands at the 

core of the communication process and is 

actually one of the pillars of PR. Substanti-

ating brand values goes through a series of 

processes—creativity, publicity, conversation. 

It is essential to succeed in explaining why we 

are beneicial, high quality and preferred in 

simple and reasonable terms.

It was precisely trust that stood at the core 

of the communication strategy for launching 

and popularizing the American Spinal Clinic 

on the Bulgarian market. he health sector is 

conducive for inspiring personal stories, but 

it’s like a double-edged sword: Apart from 

pure emotion, we touch sensitivities, associa-

tions with pain and an unconscious hope and 

desire in all of us to preserve our health. All 

of this, combined with the obvious opposition 

between alternative and conventional medi-

cine, shakes the audience’s attention. 

Bulgaria is a country where chiropractic as 

a non-invasive treatment method is not very 

widely known. In the minds of the majority 

of our target audience, communicating this 

method as an alternative approach to opera-

tions caused distrust. his was the main chal-

lenge that we had to face. It was not enough 

to choose a popular medical doctor to share 

his positive response. We needed true stories 

about how people with real spinal disorders 

have overcome their problems 

by turning to chiropractic 

techniques. And it was impor-

tant that they were Bulgarian in 

order to provide opportunity for 

easier identiication.

Our PR strategy consisted 

of gradual, non-aggressive, 

but value-added elements in 

communication. he planned 

steps: creating content aimed at 

explaining basic concepts and 

sharing patient stories (initially 

these were the stories of Ameri-

can patients of the parent clinic 

in Colorado); drating content For diferent media we chose patients based on their sex, age, profession and 
the details of their personal story. 
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and information for the media; creating social 

media proiles; establishing key relationships 

with specialized health media and organiza-

tions; initiating business meetings with health 

expert groups aimed at presenting the Clinic’s 

treatment methods; organizing an event for 

the oicial launch of the Clinic; organizing 

participation in specialized events, conferenc-

es and seminars; initiating a social campaign; 

getting individual patient stories underway 

and popularizing them.

Taking the First Steps

Our task was to look for ways, with the 

help of personal stories, to demonstrate how 

chiropractic methods counteract spinal dis-

tortion processes and how people of diferent 

social standing are satisied with the imple-

mentation of these methods. But how was this 

communication instrument to be utilized if 

there were no actual patients in Bulgaria?

We made use of four major tactical steps. 

Here are the irst three: 

Step 1: Popularizing the personal story of 

the founder of the Clinic in Bulgaria, who 

himself had more than 40-degree scoliosis 

several years ago. In addition to answering 

both questions “What makes chiropractic 

methods so innovative?” and “Why is it 

important to avoid operative treatment of 

the spine?” David Keavney’s personal story 

gave us an excellent opportunity to position 

ourselves in a higher social segment. He is 

an investor with long-standing practice and 

experience. While traveling for a surgery 

of the spine he learned about the Clinic in 

Colorado where his ailment could be cured 

without invasive methods. His personal story 

along with medical explanations provided by 

his partner—a doctor of chiropractic—served 

as the base for creating useful content and 

publishing it in national print publications, as 

well as exposure on TV and radio.

Step 2: Establishing a relationship with 

specialized health communities and participa-

tion in conferences on the topic. In addition 

to explaining in detail the treatment meth-

odology, these relations were also built based 

on sharing personal struggles and experience. 

he Clinic’s irst 10 patients were carefully 

selected opinion leaders with spinal prob-

lems, and they were ofered pro bono treat-

ment. Our goal was to adopt the argument of 

authority as the main generator of persuasive 

communication. An example of this was one 

of Bulgaria’s favorite football players, who 

shared his malady in various national media 

and talked about how the practices used by 

the Clinic helped him overcome the pain. 

He was also an honorary guest at a special 

event devoted to the Clinic’s sponsorship 

of a children’s football club. Many of these 

celebrities were also in the main focus of the 

oicial launch of the Clinic where, apart from 

enjoying a sophisticated cocktail, over 150 

guests had the opportunity to take a look at 

the equipment and get acquainted with the 

methods of treatment.

Personal stories had 
to provide us with the 
opportunity to demonstrate 
a strong contrast in the 
person’s condition before and 
after the therapy.

Step 3: he careful selection of patients as 

inluencers (three months ater the opening 

of the Clinic) with diferent complaints and 

of diferent ages and professions. hese irst 

personal stories had to provide us with the 

opportunity to demonstrate a strong contrast 

in the person’s condition before and ater 

the therapy was applied. It was important to 

select cases where treatment had drastically 

improved the quality of life, and the cases 

needed to be diferent maladies in order to 
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If we had the opportunity to hold the cam-

paign again, we would popularize the Clinic 

at a much larger scale. he actual individuals 

who share their personal stories could then be 

turned into partners for the initiation of civil 

societies. heir role could be developed and 

evolve into an element of social and commu-

nity communication, not solely as the instru-

ment of a PR strategy. It is this narrative that 

could serve as the basis for future CSR com-

mitments by the brand, establishing a strong 

and stable social reputation.

Nadia Vaneva is communication direc-

tor & managing partner at 3CON Group. 

nadia@3con.eu or @NVaneva
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