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WakeMed Illustrates 
Good Heart Health
by Kandace McLaughlin

Although most consumers are bombarded with advertising 
messages every day, there’s one advertising image that is getting 
them to listen. A service line campaign from WakeMed Health 
& Hospitals in Raleigh, NC, has taken a different approach to 
getting consumers’ attention. Instead of using doctors or other 
medical professionals in their ads, the campaign is using an 
object that each patient is close to—a heart. 

Although WakeMed is located in a very competitive 
healthcare market, it has been the regional leader for cardiac 
care for a long time, says Deb Laughery, vice president of 
public relations at WakeMed.

“As the service line has grown in this area, we actually have 
grown to be the leader in the state. As of 1998, we have a 
stand-alone heart center that allows for all cardiac care under 
one roof. Our patients and physicians helped us design it; 
there’s even a hotel on top of it to accommodate the family 
members of patients who are traveling for care,” says Laughery.

However, just as the facility opened, the marketing in the 
region intensified, and WakeMed started thinking of ways 

to differentiate itself from the heavy marketing messages of 
their competitors. 

To the storyboards 
Knowing which direction to go was one thing, but coming 

up with a creative strategy to stand out took a little collabo-
ration and work. For this, WakeMed turned to its agency, 
Craig Jackson & Partners in Chapel Hill, NC. “In this market, 
there’s a lot of chest-banging going on,” says Don Steinberg,
the agency’s director of client services. “Everyone wants to talk 
about how good they are and what they have to offer, but we 
really wanted to come up with something that couldn’t be cop-
ied and that would be consistent with the voice of everything 
WakeMed had done in the past.” With a lot of “me-too” 
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so you can see the hospital marketing campaigns  
in full-color, just as they were intended to be seen! 
From print ads, billboards, and brochures to TV spots,  
radio commercials, and web sites, this publication is the  
ultimate resource to keep up on what’s working in the  
marketplace right now. 
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 •   Much more!
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YMCA Heart Health Days 7:30 –11:00 AM
Join us at a YMCA facility near you. Featuring free cholesterol screenings (while supplies last), blood
pressure checks, heart health education and more. YMCA membership is not required, but pre-registration
for cholesterol screenings is required. Call 350-7132 to register.
February 6 • Banks D. Kerr Family YMCA, 2500 Wakefield Pines Drive, Raleigh
February 14 • Cary Family YMCA, 101 YMCA Drive, Cary
February 22 • A.E. Finley YMCA, 9216 Baileywick Road, Raleigh

Dance for Your Heart
Dance your way to a heart healthy lifestyle! WakeMed Health Specialist Laura Aiken will share exercises
aimed at improving balance, agility and flexibility. Dancers from the Sassy Classics Senior Rockettes
group will give a special performance complete with tips from their workout routine.
February 15 • 8:30 AM • Crabtree Valley Mallwalkers, Crabtree Valley Mall Promotional Court (lower
level near Sears)
February 20 • 8:00 AM • Cary Towne Center Cruisers, Cary Towne Center Food Court

Generations of Heart Disease 6:30 – 8:00 PM
It’s never too early or too late to start thinking about your heart health! Susheel Atree, MD, and 
Jack Newman, MD, explore how each decade of your life impacts your heart health. You’ll also hear
recommendations on how to get to the heart of better overall health.
February 15 • WakeMed North Healthplex, 10000 Falls of Neuse Road, Raleigh

Healthy Hearts for Women 12:00 – 1:00 PM
Terry Davis, RN, from WakeMed’s Healthworks provides an overview of what women need to know in
order to take care of their hearts. Learn how to take steps to lower your personal risk of heart disease.
February 19 • WakeMed Heart Center Conference Center, 3000 New Bern Avenue, Raleigh

When to Take Chest Pain Seriously 6:30 – 8:00 PM
Would you know what to do if someone appeared to be having a heart attack? Do you know the warning
signs and symptoms? Find out more on treating a cardiac event from physican experts Bruce Usher,
MD, Wake Heart and Vascular Associates, and Wake Emergency Physicians, PA.
February 19 • WakeMed Cary Hospital Conference Center, 1900 Kildaire Farm Road, Cary

Heart Smart Nutrition 6:30 – 7:30 PM
Get the basic facts on the most current heart-healthy nutrition information available from Kristen Laine,
RD, from WakeMed Cary Hospital’s Food & Nutrition Services.
February 21 • WakeMed Cary Hospital, 1900 Kildaire Farm Road, Cary

Living with Heart Failure 6:30 – 8:00 PM
If you or someone you know has heart failure, you know what daily living challenges come with this
diagnosis. This seminar provides an overview of heart failure, how it is managed, and tips for a better
quality of life so you can live each day to the fullest.
February 27 • WakeMed Heart Center Conference Center, 3000 New Bern Avenue, Raleigh

Diabetes and Heart Disease 6:30 – 8:00 PM
Don’t miss this program that provides explanations of how diabetes affects the heart from Brian Go,
MD, of Raleigh Cardiology Associates, as well as tips to lead a heart healthy life from the WakeMed
Diabetes Management Program staff.
March 8 • WakeMed Heart Center Conference Center, 3000 New Bern Avenue, Raleigh

WakeMed Health & Hospitals    Raleigh, NC WakeMed Raleigh Campus  • WakeMed Cary Hospital  • WakeMed North Healthplex  • WakeMed Clayton

Medical Park  •  WakeMed Fuquay-Varina Outpatient & Skilled Nursing Facility  • WakeMed Zebulon/Wendell Outpatient & Skilled Nursing Facility  • WakeMed

Wake Forest Road Outpatient Rehab Center  •  WakeMed Cary Outpatient Rehab Center  • WakeMed Home Health  • 919-350-8000  •  wakemed.org

February
It s American Heart Month.

And we’re not missing a beat.

WakeMed Heart Center. This February, during American Heart Month, WakeMed

Heart Center is stepping out and sharing what we know about taking good care of

your heart. Surgery. Procedures. Risk factors. Healthier eating options. Exercise. Blood

pressure. Cholesterol. You name it, we’re here for you. With free seminars, screenings

and events. All designed to help you and your loved ones take the first step toward a

healthier heart. To learn more or to register for any seminar or event, call 350-7827.

Or visit us at hearts.wakemed.org. The power to heal. A passion for care.

’
When competition moved 
into town, Crouse Hospital in 
Syracuse, NY, knew it had to 
reinforce its place within the 
market. What it created was 
an imaginative campaign that 
moved hearts as well as mar-
ket share.

Advertising in healthcare  
doesn’t always have to be 
safe. See how Abington (PA) 
Memorial Hospital created a 
campaign that took a risk that 
paid off.  
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Move Market Share

When Catholic Healthcare 
West found a quote about 
diversity from the World Health 
Organization, it knew it had the 
inspirational start it needed  
to make its internal employee 
recognition efforts stand out. 
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WakeMed Illustrates 
Good Heart Health 
An iconic figure with a big personality 
was just what WakeMed Health needed 
to get attention and market share.
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Stamford (CT) 
Hospital captured 
market share, enhanced community recognition, 
redefined its brand image, and encouraged  
internal communications with one simple,  
creative campaign. See how proper planning  
and a solid creative concept led to a balancing 
act worth following.
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“The people of the world can be seen as a tapestry woven of many

different strands. Those strands differ in size, shape, color, intensity,

age and place of origin. All strands are integral to the whole, yet

each retains an individuality that enriches the beauty of the cloth.”

World Health Organization

It’s About Diversity
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Although the campaign primarily used TV  
and radio, WakeMed tried to integrate the 
concept into outdoor pieces as well, such as 
the billboard shown above.
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marketing going on, WakeMed and Craig Jackson & Partners 
decided to turn to the organization’s employees, as they did 
for inspiration for the new heart center. 

One employee mentioned that patients should really be 
listening to what their hearts and bodies are telling them, 
and Laughery and Steinberg knew that this statement was 
the inspiration they had been looking for. “It was with the 
employee feedback that we found our campaign message,” 
says Steinberg. “From that thought, we started brainstorming, 
and the idea eventually became the talking heart.” 

Putting pen to paper
The objectives for the campaign were to break through 

the clutter and to present the message to consumers in a 
nonintimidating, standout way. “We wanted to talk about 
heart health in an offbeat way. [Our competition] has a huge 
endowment that we just don’t have, so we had to really think 
about how we could be smart and effective with how we were 
advertising,” says Laughery. The character of the Heart Guy, 
as he has been named, managed to achieve those objectives. 

The service line campaign primarily focused its efforts in 
TV and radio, although there were some attempts at print 

WakeMed
continued from p. 1

continued on p. 4

INFront



Images of Heart Guy have  
been integrated (such as  
those shown here) into internal 
communications and online 
efforts.
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and outdoor advertising as well. The TV images show 
an animated heart with “a sort of New Yorker voice and 
charm,” Laughery says. The spots start out with Heart Guy 
calling out to the consumers by asking if he can have a heart-
to-heart with them. It goes on to tell them the risks of not 
listening to your heart and follows with a call to action for 
WakeMed. The campaign is effective because the message 
is clear, and the mannerisms and speech of Heart Guy are 
attention-grabbing and direct in a very nonthreatening way.

“We wanted him to come across in a way that would be a 
little bit different and that would get attention. He’s a more 
human, lighthearted way of presenting a very serious sub-
ject,” says Laughery. 

Back to the drawing board

The campaign was effective in growing market share, but 
most importantly, it opened doors for future endeavors. 

“Because the concept is so different, it has a lot of legs, 
and we will definitely expand on it,” says Laughery. “We 

WakeMed
continued from p. 3

INFront

continued on p. 6



Although Heart Guy proved to be an  
effective visual aid for the campaign, 
WakeMed also found that he was an  
equally effective figure in radio. Using  
the same tonality as in the TV spots, the 
radio scripts made the same strong call  
to action.
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Heart Guy was most effective in the TV and radio elements, but 
he was also put to good use during Heart Month in February. 
Print ads, such as the one above, were placed in local media.

actually have already started a new concept. Heart Guy now 
has a friend, the brain, who is going to talk to consumers 
about reducing the risk of stroke. And soon he’ll be getting a 
girlfriend. We found that though Heart Guy was very, very 
effective, he also only caters to a sophisticated part of the 

market. So we’re looking to extend the concept and take a 
different approach,” says Laughery. 

Even though Heart Guy is a winning concept, Laughery 
says he was only part of the reason the campaign was a suc-
cess. “People have come to expect something clever and 
heartfelt from us. In the past we were consistently out there 
with interesting concepts—though maybe not as great as 
Heart Guy—and it really was that consistency, positioning, 

WakeMed
continued from p. 4
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INFront

This campaign showed great continuity through all of the elements. The TV spots brought a lighthearted 
sense of humor to a serious topic by speaking to the target audience through Heart Guy. As seen in  
the spot below, Heart Guy casually talks about listening to your heart in a simple, nonthreatening,  
visual way.

�0-second	
Television 

Spot

and the delivery of a good product that contributed to the 
success of this campaign as well.” Of course, Steinberg says, 
what’s most important for every facility is to do something 
that will resonate with your audience. “And it’s not a bad 
thing to use a little humor, either,” he adds. H

WakeMed Health & Hospitals, Raleigh, NC

Contact at facility: Deb Laughery, Vice President of Public Relations
Web site: www.wakemed.org
Agency:  Craig Jackson & Partners 
Agency location: Chapel Hill, NC
Agency contact: Don Steinberg, Director of Client Services
Agency Web site: www.cjandp.com



Resources from HealthLeaders Media

For permission to reproduce part or all of this newsletter for external distribution or use in educational packets, please contact the Copyright Clearance Center at www.copyright.com or 978/750-8400.

�	 Healthcare	Advertising	Review	 March/April 2008 © 2008 HCPro, Inc.

Marketing for healthcare 
is a unique challenge.

Let us guide you.
Subscribe to this FREE e-newsletter today for 
original content and timely analysis on the hottest 
marketing topics, including:

» Physician sales 
and relations

» Measuring ROI

» Business development

» Marketing service lines

» Public relations

» Fundraising and 
much more!

NEW!

Sign up for FREE!
www.healthleadersmedia.com/marketing

SUBMIT YOUR CAMPAIGN TODAY!
Have a fun, interesting, humorous, or effective 
advertising or communications campaign that your 
facility is currently using? Want to see it profiled? 
Submit your campaign today!

You work hard to get your campaign messages out 
to consumers and we look forward to showcasing 
you for your efforts! 

Questions? Please contact the editor at 781-639-1872 
ext. 3335 or at KMclaughlin@healthleadersmedia.com.

Submit today and be on your way to 
getting your campaign recognized!

Submit your campaign today! Submitting is as easy as 
following these 5, simple steps!

1.	 Open your Web browser and enter ftp.hcpro.com into the appropriate
field (please do not enter www. or http:// before the address or you will
be incorrectly redirected).

2.	 You will be prompted to log in. Please fill in the corresponding fields
with the following [Please note these are case sensitive!]:
User Name: HLMEdGuest
Password: !hlmedguest2007!

3.	 Once logged in, you will see two folders. Double-click on Healthcare
Advertising Review.

4.	 You will need to have the files (a word document with contact information
and a short description of your campaign and a PDF of a campaign piece)
you want to upload saved to your desktop. Once you have them there,
drag and drop your files to the open screen to upload them to our server.

5.	 You’ve successfully submitted your campaign! You won’t be able to see the files
you have uploaded but for confirmation send an e-mail to the site manager,
Kandace McLaughlin, at Kmclaughlin@healthleadersmedia.com

20
08
WHO’S
TEAM?
ON YOUR

Is your hospital, health plan or medical group 
leadership team award-winning? 

To register or for more information, 
call 800/753-0131, or 

visit www.topleadershipteams.net.

SUPPORTED BY

Bill’s top dog. He’s 
the organization’s 
visionary, innovator, 
process expert—he’s 
everything—except a 
motivator. Bill’s team 
knows there’s no 
point to suggest new 
ideas because, in this 
hospital, it’s Bill’s 
way or the highway. 

MEET
BILL.»

. . . BILL IS NOT ON A TOP LEADERSHIP TEAM.

OCTOBER 16–17, 2008  |  THE DRAKE HOTEL  |  CHICAGO, IL
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The beautiful imagery from this campaign was used in a multi-integrated approach that included billboards (above).

by Kandace McLaughlin

When a competitor started to adver-
tise a new maternity ward, Crouse 
Hospital in Syracuse, NY, decided it 
was time to launch a new obstetrics 
campaign of its own. What Crouse cre-
ated was an imaginative campaign that 
moved hearts as well as market share. 

With competition moving in, 
Crouse needed to establish its facil-
ity as the premier regional center for 
complicated pregnancies by focusing 
on the range and depth of its OB/
perinatal and NICU services. 

“We are considered the market 
leader because of our range of exper-
tise,” says Bob Allen, vice president 
of communications and governmental 
affairs at Crouse. Although it was the 
market leader, Crouse still needed to 
reinforce its place in the market by 
taking a more active role in the mar-
ketplace. However, the effort would 
need to be done in the most cost-
effective way possible.  

Setting up the shot
With the help of ad agency Eric 

Mower and Associates (which has an 
office in Syracuse), discussions began 
about how to convey the facility’s 
message visually. “Creative is vital to 
a campaign, so we spent a lot of time 
talking about what the creative was 
going to be,” says Allen. “We were 
all biased against showing doctors in 
white lab coats or other overused con-
cepts. We really believe that the expe-
rience patients have with us should be 
all about them—and not about lab 
coats. Of course, we also didn’t have a 
huge budget, so we faced the challenge 
of needing to create something that 
was impactful in an inexpensive way.” 

The campaign concept that they 
came up with was designed to be 
simple and economical without com-
promising quality. Using TV, radio, 
outdoor, print, and online media, the 
main campaign concept centered on 
advertising Crouse’s various service 

Picture Perfect Campaign Strategy

continued on p. 10

IN FOCUS 
       ADVERTISING

lines with the image of a baby rep-
resenting a patient who had been in 
Crouse’s care. The imagery is mainly  
black and white, with subtle touches of 
pink and blue throughout. The close-
up shots and the soft, simple photo-
graphs help to capture the viewer’s 
attention and appeal to the target mar-
ket—women of childbearing age. “We 
really wanted the imagery to be artfully 
done, and with the subtle touches of 
color and close-ups, the images really 
do speak for themselves,” says Allen. 

The smart use of color within the 
ads was just one of the imaginative, yet 
cost-effective, techniques used. The 
campaign also utilized stock photos, 
which cut down on production costs, 
although the images of the babies (or 
“mini models,” as Allen calls them) 
were named for infants that were born 
at the hospital. For the TV spot, the 
agency assisted Crouse by coming up 
with a low-cost alternative. 
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“The imagery for the campaign was 
so beautifully done that we decided 
to run the still photos and adapt them 
for TV use. They were run with soft, 
subtle music in the background and a 
voice-over. It really gave the look of 
the campaign a simple and understated 
elegance,” says Allen.

Ready for a close-up
Although cost was a consideration in 

the overall effort, the results of the cam-
paign showed that the techniques used 
were a success. 

“Internal and external feedback, 
especially from OB physicians, has 
been very positive,” says Allen. “People 
really like the close-ups of the babies, 
as well as the diversity represented. 
One prospective OB patient said to 

Picture Perfect
continued from p. 9

continued on p. 13

ADVERTISING

Using imagination and a bit of creativity to cut down on costs, Crouse was able to target consumers 
using TV spots for a mass media approach. The spots featured stills from the other campaign elements, 
backed by engaging music and voice-over information.

�0-second	
Television 

Spot

me just the other day, ‘Your ad cam-
paign is very striking.’ ” 

After the launch of the campaign, 
Crouse’s OB market share increased 
from 48.3% to 54.3%, Allen says. 
“Prior to the campaign we had solid 
benchmarking numbers, which helped 
to show how effective this really was,” 
he adds. 
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Each print piece features stock photography of 
babies named for those that were born at Crouse. 
The images chosen were so engaging that Crouse 
felt they could save on print costs by using color 
sparingly, which served to enhance the look and 
feel of each piece.

ADVERTISING



For permission to reproduce part or all of this newsletter for external distribution or use in educational packets, please contact the Copyright Clearance Center at www.copyright.com or 978/750-8400.

1�	 Healthcare	Advertising	Review	 March/April 2008 © 2008 HCPro, Inc.

Each ad used for the campaign has the same solid message and  
call to action, with a different infant and specialty featured.
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Be sure to enter source code  
MN69109A at checkout!

Mail to: HCPro, P. O. Box 1168, Marblehead, MA 01945   Tel: 800/650-6787   Fax: 800/639-8511   E-mail: customerservice@hcpro.com   Web: www.hcmarketplace.com

For discount bulk rates, call toll-free at 888/209-6554.

HAR Subscriber Services Coupon

*Tax Information 
Please include applicable sales tax. Electronic subscriptions are exempt. States that tax prod-
ucts and shipping and handling: CA, CO, CT, FL, GA, IL, IN, KY, LA, MA, MD, ME, MI, MN, MO, NC, 
NJ, NM, NY, OH, OK, PA, RI, SC, TN, TX, VA, VT, WA, WI, WV. State that taxes products only: AZ. 
Please include $27.00 for shipping to AK, HI, or PR.
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Picture Perfect
continued from p. 10

and the Web traffic tracked from the 
launch of the campaign yielded about 
15–20 additional inquiries per week.  

What was most interesting about this 
campaign was Crouse’s ability to create 
an advertising strategy, complete with 
effective tactics, while on a budget. 
Crouse managed to work with what it 

In the year that the campaign has 
been running, Allen reports that mar-
ket share has increased to around 65%. 
OB physician referrals have increased 
by 60% since the campaign’s launch, 

Crouse attempted to focus on each 
specialty of its maternity care. In  
this print ad, Crouse’s overall level of 
care is explained in the body copy.

Crouse	Hospital, Syracuse, NY

Contact at facility: Bob Allen, Vice President of Communications 
and Governmental Affairs
Web site: www.crouse.org
Agency:  Eric Mower and Associates
Agency location: Office in Syracuse, NY
Agency contact: Greg Loh
Agency Web site: www.mower.com

had without compromising quality; and 
that’s a picture of success. H
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ADVERTISING

by Kandace McLaughlin

In advertising and marketing, taking 
risks is encouraged and often essen-
tial to catch the attention of today’s 
consumers. However, in healthcare, 
the culture is focused on reducing 
risks. But that doesn’t mean healthcare 
advertising has to play it safe. 

Working within a competitive, ex-
pensive media buying area, Abington 
(PA) Memorial Hospital was ready to 

commit resources for TV advertising 
and needed a campaign that would res-
onate within the community and leave 
a lasting impression. Abington began 
working with DeVito/Verdi in New 
York City and designed a campaign 
that took a creative risk that paid off.  

Abington decided to focus its efforts 
on four basic service lines: cardio, oncol-
ogy, orthopedics, and neurosurgery. 
“It’s very noisy here, so we were look-

Service Line Ads with an Interesting Twist

This spot, “The Runner,” shows a woman in a race talking about her boyfriend and the care he received 
at Abington. As in every spot within this campaign, the voice-over talks about a severe situation that 
took a positive twist toward recovery because of Abington’s high level of care.

�0-second	
Television 

Spot

ing for a campaign that would break 
us out of the norm,” says Beth Ann 
Neil, director of public relations and 
marketing for Abington. “We wanted 
the campaign to be sort of a hybrid. It 
needed to be a branding, service line, and 
mass communication effort within our 
service area.” To fulfill those objectives, 
DeVito/Verdi went to work creating a 
TV campaign that would resonate with 
consumers. 
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saying that she is running the race in 
honor of her boyfriend, who needed 
heart valve surgery one year ago. She 
says that his condition was so bad that 
the doctors at Abington had to oper-
ate on him for more than five hours. 
Just as the viewer is emotionally drawn 
into the spot, it takes a turn when the 
runner says, “When it was over, there 
wasn’t anything more they could do. 
I wish he was running beside me right 
now. But he ran ahead a couple miles 
back, and I haven’t seen him since. 
Show-off.” That twist on what was an 

The TV spots each focus on a dif-
ferent service line and feature the 
friend or partner of a patient who was 
treated at Abington. The filming was 
done in a documentary style, which 
helps to further pull the viewer into 
the events taking place. What is truly 
different about the campaign spots 
is the emotional appeal and the twist 
of positive relief each spot takes. An 
example of this can be seen in the spot 
called “The Runner.” 

The spot opens with a woman run-
ning a race. The woman starts by continued on p. 16

This spot shows a bride sitting at her wedding. She talks about how her grandmother had to have 
surgery at Abington and about the severity of her condition. A positive sense of relief is offered for the 
viewer when the bride says that the surgery was so successful that her grandmother has been on the 
dance floor all night—out-dancing the bride.

�0-second	
Television 

Spot

expectedly bad conclusion took a risk 
that ended up rewarding Abington with 
a positive result. 

“It was critical for us to deliver the 
message in a way that reaches people 
emotionally,” says Neil. “We’re doing 
what no one [else] is by making our 
advertising personal and emotional.” 

According to Ellis Verdi, president 
of DeVito/Verdi, it’s that emotional 
tie and surprise that makes the ad 
effective. 
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“The great thing about this campaign 
is that it’s smart and it’s absolutely 
truthful. The patient stories are based 
on real patient stories, and the success 
with those stories shows the level of 
care and the success that Abington has 
to offer,” says Verdi. “Without sur-
prise, there’s no belief and no recall on 
behalf of the consumer. You have to 
keep them on the edge of their seats, or 
you risk being totally ineffective.” 

Although the campaign is still run-
ning, baseline research shows great 
recall of ads among consumers. 

“Externally, people seem intrigued, 
and the response has been very posi-
tive,” says Neil. “There’s been a lot of 
internal impact, too. The campaign 
broke over the holidays when a lot of 
our employees were home with their 
families, and their response and feed-
back was great.” More research will  
be conducted in order to get hard  
numbers after the first series of ads, 
which will end in a few months. “This 

Interesting Twist
continued from p. 15

Abington Memorial Hospital, Abington, PA

Contact at facility: Beth Ann Neil, Director of Public Relations  
and Marketing
Web site: www.amh.org
Agency:  DeVito/Verdi
Agency location: New York City
Agency contact: Ellis Verdi, President 
Agency Web site: www.devitoverdi.com

The theme of Abington’s TV efforts was extended 
through a recent print campaign now showcased on 
the hospital’s Web site.

campaign really made you feel the suc-
cess of Abington and what they have 
achieved, and not just hear about it 
intellectually,” says Verdi. Of course, 
what made this campaign stand out 
from the rest was the positive twist on 
this risky approach. H



You are here.

We’re here to help.

Not sure which way to go? 

Aloysius Butler & Clark is one of the nation’s 

leading healthcare-focused advertising agencies.

We’re experts at integrating effective marketing

strategies that will put you on the road to success.

Contact Paul Pomeroy at (302) 655-1552 or

ppomeroy@a-b-c.com to learn how our fresh 

perspective can benefit you.

www.a-b-c.com/healthcare
800-848-1552

ALOYSIUS BUTLER & CLARK
A fresh perspective in marketing communications

A D V E R T I S E M E N T
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The silhouette figures in the ads (nicknamed 
“Stam”) offer a simple approach that  
provided Stamford with an image it could 
use to enhance its branding efforts.

by Kandace McLaughlin

Trying to break through the clutter 
to capture market share and top-of-
mind awareness requires a good balance 
of planning, creativity in your brand-
ing, and proper media placement. For 
Stamford (CT) Hospital, it took six 
years of program development and 
service line organization before it was 
ready to grow and assert its position 
within the market. 

Facing a crowded marketplace, 
Stamford’s focus was to stand out. 

Balancing 
Act

Discover more at a hospital that offers an
orthopedic group rehabilitation program
with proven results for a faster recovery.

Discover more at stamfordhospital.org/ortho
or call 877-233-WELL(9355).

IN THE 

  Spot-
light

Discover more at a hospital that offers an
advanced and comprehensive team approach to

meeting a woman's total health care needs.

Discover more at stamfordhospital.org/women
or call 877-233-WELL(9355).
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“It’s a very cluttered advertising market for hospitals, and 
all the ads look alike and contain too much information,” 
says David Smith, senior vice president of strategy and 
marketing solutions for Stamford. Hoping to differentiate 
Stamford with creativity, Smith looked to SPM Marketing 
& Communications (SPM) in La Grange, IL.

Collect the props 
Before jumping into the creative strategies for the cam-

paign, SPM sat down with representatives from Stamford to 
establish a few overall campaign objectives. 

“This ad campaign represents a turning point in our 
growth. When this team arrived six years ago, we were in a 
turnaround situation, losing millions of dollars. We spent the 
first several years stabilizing the organization and getting it on 
a firm financial footing. We worked on program development 
and organizing service lines, but we are only now ready for 
growth. So this campaign has great significance both inter-
nally and externally as a symbol of our rebirth,” says Smith.

“We have also been doing community surveys since we 
formed our executive team six years ago, and the surveys tell 
us that there is very little differentiation among the hospitals 
in the area,” Smith says. “Residents in the area responded 
that the hospital most likely to be perceived as regional 
would be our hospital, but they had very little awareness of 
our capabilities, and though they valued a link with an aca-
demic medical center, they had no knowledge of our affilia-
tion with [New York Presbyterian–Columbia].” Therefore, 
one of the goals behind the campaign was to focus on chang-
ing that perception with regional consumers.

SPM also realized that Stamford didn’t have a focused 
image. “We decided that we needed to give them a look they 
could own so that when consumers looked at the creative, 
they would think, ‘That’s Stamford,’ ” says Anne Bassett, 
vice president and account director at SPM. “That was really 
a key aspect behind this campaign. We needed to create a 

continued on p. 20

Discover more at a hospital that partners with
NewYork-Presbyterian/Columbia to bring you a
cardiac surgery program of the highest caliber.

Discover more at stamfordhospital.org/heart,
or call 877-233-WELL(9355).
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IN THE 

  Spot-
light

Although the campaign had many elements, the print 
pieces were particularly effective.

unique look to break away from the clutter. As we say here 
at SPM, the best image advertising is great product line 
advertising.” 

Focusing part of the campaign on creating defining imag-
ery also supported the final objective, which was leveraging 
the campaign internally to inform employees and give them 
a branded institution of which they could be proud. “We 
really wanted to create a campaign that was effective and 
brought pride for our employees. After all, employees are  
the biggest sales force you can have,” says Smith. 

Practice makes perfect
With the objectives established, the creative brainstorming 

for the service line areas of cardio, oncology, orthopedics, and 
women’s health was soon under way. “When working on a 
service line campaign, you have to focus on the strengths of 
the organization, and you have to make sure that the message 
is communicated in an understandable and relevant way,” says 
Bassett. Keeping those points and the original objectives in 
mind, SPM soon had its creative concept. 

The creative focus was character silhouettes on a purple back-
ground. “Our first reaction was to cringe, but sitting for a min-
ute and seeing how simple and effective it really was made us 
think—this really could be something,” says Smith. “The target 

Balancing Act
continued from p. 19

Discover more at a hospital that partners with
NewYork-Presbyterian/Columbia to bring you a
cardiac surgery program of the highest caliber.

Discover more at stamfordhospital.org/heart,
or call 877-233-WELL(9355).

Discover more at a hospital that battles cancer
with the same innovative options offered at the

most advanced medical centers.

Discover more at stamfordhospital.org/cancer
or call 877-233-WELL(9355).
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IN THE 

  Spot-
light

continued on p. 22

The campaign concept proved effective for TV. This spot advertises Stamford’s orthopedic services. 
Other spots feature information about cardiology, women’s health, and oncology.

�0-second	
Television 

Spot

market for the region was wealthier than average and sophisti-
cated. That allowed us to step out of the box,” says Bassett. 

Stepping out of the box is certainly what they did. The sil-
houette figures, which have been nicknamed “Stam,” are used 
throughout all of the various campaign elements. One piece 
shows a shadow image of a man balancing a crutch, advertis-

ing Stamford’s orthopedic service line and group rehabilitation 
program. The copy—“Discover more at a hospital that offers 
an orthopedic group rehabilitation program with proven results 
for a faster recovery”—fully conveys concepts the campaign 
wishes to get across with the backing of animated imagery. 
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IN THE 

  Spot-
light

When the campaign launched, Stamford started 
newsline, an internal newsletter to keep staff  
members better informed. It also served as a  
platform for introducing the campaign to the  
internal community.

Stamford Hospital Goes 
Hollywood!

Hollywood made another stop at 
Stamford Hospital this week. This 
time it was for a scene in the movie 
“Six Wives of Henry LeFay.” The 
movie stars comedian Tim Allen and 
actress Andie MacDowell, who plays 
one of his wives. The scene involves 
Andie MacDowell’s character being 
in the hospital after having had 
emergency appendectomy. Tim 
Allen sneaks in while she’s sleeping 
and brings a huge stuffed animal – 
some sentimental thing that he won 
for her when they first met. A special 
thanks to our  and the staffs of Labor 
& Delivery, Facilities, Environmental 
Services, Security for their assistance, 
help, and patience.

Stamford Hospital Launches New Brand

Stamford Hospital will launch a new branding campaign soon.  However, 
before it goes public, we wanted to give employees the inside details about the 
plan. The purpose of the new campaign is to position Stamford Hospital as 
the Regional Center for Health between New Haven and New York City: the 
next chapter in the hospital’s story. 

The new campaign will have a unique look.  It is visually intriguing and will 
break through the clutter of traditional hospital advertising. The ads will 
focus on the silhouette of a figure, against the Stamford Hospital red back-
ground, providing keys facts about hospital services and service lines [initially 
cancer, heart, orthopedics and women’s health] that will prompt consumers to 
“Discover More” about Stamford Hospital at our website. The new campaign 
will ultimately reinforce in the mind of consumers that Stamford Hospital’s 
clinical excellence is on par with the area’s academic institutions.
 
For the first time, Stamford Hospital will communicate its message through 
a multi-media format that includes newspapers, magazines, radio and televi-
sion! Some of the media outlets where you’ll see Stamford Hospital advertis-
ing include: The Advocate, New York Times – CT Section, Newsweek, Sports      
Illustrated, New Yorker, Vanity Fair, News 12, CNN, TLC, TNT and        
Lifetime, WEBE-FM, WEZN-FM, WSTC/WNLK-AM, to name a few.

We hope you will all be excited to see Stamford Hospital publicized in such a 
wide variety of media sources. The print ads are on page two of Newsline, and 
can be seen throughout various locations at the Hospital and Tully campuses. 
In addition, please stop by the Hospital library and Tully Brace Auditorium to 
view the TV spots on Friday, Sept. 28th! 

newsline T H E  W E E K L Y  S T A F F  N E W S  U P D A T E

September 28, 2007

“It wasn’t hospital-esque looking, which allowed Stamford to 
break out of that realm,” says Bassett. 

The use of purple as a backdrop, which is a signature color 
for the facility, and the “discover more” theme are recurring 
elements throughout the campaign. Using direct mail publi-
cations, TV, radio, and print, Stamford relied on creativity 
and simple branding to get the message across. 

“TV was important to this campaign as well, because Stam-
ford hasn’t done a lot of it, and it really plays up the visual 
aspects,” says Bassett. “This ad campaign is striking. The colors 
are identifiable with us, the silhouettes—which can be used 

in everything from larger ads to direct mail—are versatile and 
become indentified with our organization,” says Smith. 

Although its distinctive imagery needs were met, 
Stamford still had to incorporate the campaign into its 
internal communication efforts in order to fulfill the cam-
paign objectives. To do this, TV monitors were set up in 
the boardrooms to play the commercials, and a big fair was 
held to celebrate the launch of the campaign. Stamford also 
incorporated the theme into a weekly e-mail newsletter that 
was started around the same time as the campaign. 

The newsletter, newsline, makes general information avail-
able to employees about the facility and what it has to offer. 
Although that focus differs a bit from the external campaign 
objectives, it does follow the internal objective of creating a 

New Cancer & Orthopedic Ads

Stamford Hospital Experts on 
“12 on Health”

On News 12 “12 on Health” program 
this weekend, Dr. Robert Babkowski, 
chief of pathology, will discuss 
how enormous strides in molecular 
biology have produced a reliable 
molecular-based DNA test for the 
HPV virus and enabling one to spot 
the smallest amount of HPV DNA  
and determine which type of virus 
is present.

“12 on Health” airs numerous times 
over the weekend on News 12, 
including 12 noon and 5:30 p.m. 
both Saturday and Sunday.

Stamford Hospital Invests in 
New Defibrillators 

Representative from Zoll will be on 
site visiting each patient care unit 
at Stamford Hospital from October 
3-19 to demonstrate the new 
Biphasic defibrillator devices. The 
hospital-wide “Go Live” date for the 
new devices is November 12.

Newsline is distributed each Friday by the Strategy and Market Development Department. 
To submit information, please contact Scott Orstad by fax 276-7905, or phone ext. 5933 
Deadline: Wednesday 12:00 p.m.

Discover more at a hospital that performs the
region’s most advanced minimally-invasive joint

replacement procedures for faster recovery.

Discover more at stamfordhospital.org/ortho,
or call 877-233-WELL(9355).

Discover more at a hospital that battles cancer
with the same innovative options offered at the

most advanced medical centers.

Discover more at stamfordhospital.org/cancer,
or call 877-233-WELL(9355).

Balancing Act
continued from p. 21
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IN THE 

  Spot-
light

As part of the campaign, a monthly internal newsletter 
was started as a way to keep employees informed about 
the hospital. Stamford incorporated the campaign con-
cept into the newsletter and continues to incorporate it 
into other internal and external efforts as well.

sense of knowledgeable pride regarding the facility among 
the staff members. “The goal was to make sure our employ-
ees are better informed,” says Smith. “Internally, there is a 
great sense of pride, and our employees really are external 
ambassadors.”

Keep the balance
With all the goals achieved, the hard work and years of 

preparation seemed to pay off. The campaign is still running, 
and results so far have been positive. 

“Our pretests with focus groups showed that it achieved 
what we wanted: people knew more about our capabilities, 
saw the affiliation [we have] with New York Presbyterian 
Healthcare, and looked to us as more of a regional medi-

Welcome New Faces to Stamford Hospital

Welcome to the new employees and volunteers 
who recently joined the staff at Stamford Hospital 
and completed New Employee Orientation.

Name   Department  Position

Julaine Apollon  Ortho/Neuro  Clinical Assistant
Courtney Banks  Ambulatory Surgery Unit Coordinator
Rachel Brunetti  Social Services  Social Worker
Nancy Collins  Information Systems Systems Analyst
Karen Curry  Ultrasound  Ultrasound Tech
Ian Fisher  Information Systems Clinical Systems Trainer
Kimberly Francis Cardiology  Clinical Assistant
Quelelie Jean-Marie General Surgery  Clinical Assistant
Mustapha Kamal Nuclear Medicine Nuclear Med Tech
Christina Kumah Central Processing CP Traveler
Mary Levinsky  Diagnostic Radiology Mammo Tech
Ernesto Machado Psychiatric Unit  Psych Tech
Mariela Mihaylova Lab-Microbiology Medical Technologist
Jorge Molina  Operating Room  Surgical Tech
Jennifer Pineiro  Radiology  Central Scheduling Rep
Orawan Sripanya Operating Room  Registered Nurse
Karen Stanley  Prof. Development Pain Mgmt Coordinator
Melanie Turner  Human Resources HR Partner-Pension
Dana Wali  Central Processing CP Traveler

Taking Care of You in the 
New Year

Is your New Year’s resolution to take 
better care of your self in the New 
Year, eat better, or perhaps lose 
weight? Would you like some helpful 
ideas on how to succeed at your 
resolution all while earning free prizes 
like cameras, sports bags, t-shirts or 
roadside  emergency bags all while 
keeping yourself healthy? Check out 
the Anthem Rewards Program, a 
free service for all Stamford Hospital 
employees. 

Anthem Rewards is an online health 
and fitness incentive program that 
rewards you for taking steps toward 
a healthier lifestyle. Highlights of the 
site include: weekly meal plans, 
activity and nutrition logs, ask the 
expert and weekly weigh-in.

 For more information, log onto 
www.anthemrewards.com

Newsline is distributed each Friday by the Strategy and Market Development Department. 
To submit information, please contact Scott Orstad by fax 276-7905, or phone ext. 5933 
Deadline: Wednesday 12:00 p.m.

Note to Readers

We will not publish an issue of 
Newsline on Friday, December 28. 
The next issue will be Friday, January 
4. Happy New Year!

Thanks to All Who Brought 
Holiday Cheer to Our 
Patients!
                                                           

Peter and Jason DeCaprio and staff 
from Noelle’s Spa came to carol and 
visit patients and staff on M3N.

New  Canaan Police visited Pediatrics.

The Indian Princesses from Darien 
caroled  on the Van Munching Rehab 
Unit.

Happy Holidays!

To the Stamford Health System Team:

With snow on the ground and the holiday season upon us, that can only mean 
another year is coming to an end. As I take a moment to reflect on the past 
year, I can proudly say we took another significant step in reaching our vision 
to become the regional center for health. 

We recruited a highly-skilled and exceptionally talented open heart team, 
led by Dr. Li Poa, to position Stamford Hospital’s Heart & Vascular Institute 
as the premier heart program between New York City and New Haven. To 
support this new program, we constructed new open heart operating rooms 
and cardiac catheterization labs so our staff can treat patients with the most 
state-of-the-art technology available.

The Bennett Cancer Center celebrated its 15th anniversary providing area 
residents the latest cancer treatments available close to home. We received 
state approval to take our cancer program to the next level by offering the 
CyberKnife Stereotactic Radiosurgery to treat cancer tumors without 
damaging surrounding tissue.

Through everyone’s effort to live our values, we had a positive operating 
margin for the fourth year in a row. This allows us to reinvest in the 
organization to bring new services and programs to our patients and upgrade 
the facilities. We launched a new branding campaign in October to reinforce 
in the consumer’s mind that Stamford Hospital is the Regional Center for 
Health between New Haven and New York City, with clinical excellence on 
par with the area’s academic institutions. The campaign includes print, radio 
and television advertising: a first for the hospital. With over 50 percent of 
our revenue coming from outpatient services, a key strategic initiative was 
developed to bring outpatient ambulatory care closer to the patients we serve, 
which will include centers in Darien and Norwalk/Wilton. 

The number one priority for the organization is to create a “Wow” 
experience for our patients each time they come in contact with us. We held 
MAP sessions for staff to help you better understand how we can always 
“wow” our patients. While we continue to make progress in the area of 
patient satisfaction, we need to continue to do more.

On behalf of the Board of Directors and the Executive Team, I want to wish 
you and your families a joyous holiday season and a happy and healthy New 
Year.

Brian G. Grissler
President & Chief Executive Officer
  

newsline T H E  W E E K L Y  S T A F F  N E W S  U P D A T E

December 21, 2007

cal center,” says Smith. “The ads for this campaign were 
designed to be visually intriguing, to break through the clut-
ter, be nonhospital-like, be simple, dramatic, say one thing 
clearly, and be smart and sophisticated.” 

Luckily for Stamford, the campaign managed to convey 
those characteristics while also managing to achieve full 
employee support, which may be an act worth following. H

Stamford Hospital, Stamford, CT

Contact at facility: David Smith, Senior Vice President of Strategy and Marketing Solutions

Web site: www.stamfordhospital.org

Agency:  SPM Marketing & Communications

Agency location: La Grange, IL

Agency contact: Anne Bassett, Vice President and Account Director

Agency Web site: www.spmadvertising.com
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PLUS the Best Integrated 
Marketing Campaign 
ACT NOW! In Hospital 
Campaigns That Work,
you will find the ideas 
and tools you need to 
create your next great
marketing campaign.

To order your copy today, go 
to www.hcmarketplace.com
or for more information 
e-mail a sales representative 
at sales@hcpro.com or call 
toll-free at 888/209-6554.

To find out more about our 2008 Marketing Awards Event, 
visit our NEW Web site at www.healthleadersmarketingawards.com.

Go behind-the-scenes of
the nation’s best hospital

marketing campaigns

Learn from the best in 
healthcare marketing. 
Hospital Campaigns That Work: Featuring Winners 
of the 2007 HealthLeaders Media Marketing Awards

This four-color book and CD-ROM are loaded with images of 
and information about the campaigns that were honored in
the 2007 HealthLeaders Media Marketing Awards. 

Learn what’s hot and spark ideas for your organization’s campaigns 
Full of industry-leading marketing and advertising campaigns, from 
organizations of all sizes and budgets, this complete package 
includes the best:

• Branding campaigns 

• Service-line campaigns 

• Direct-to-consumer campaigns 

• Campaigns marketing to physicians 

• Internal communications campaigns 

• Marketing quality campaigns

ONLY
$149



IN FOCUS 
       COMMUNICATIONS

This quote from the World Health Organization served as the inspiration behind the creative 
for CHW–East Valley’s revamped calendar, which proved to be a successful internal com-
munications initiative.

Quilting the Fabric of Communication

continued on p. 26

“The people of the world can be seen as a tapestry woven of many

different strands. Those strands differ in size, shape, color, intensity,

age and place of origin. All strands are integral to the whole, yet

each retains an individuality that enriches the beauty of the cloth.”

World Health Organization

It’s About Diversity

2007

It’s about life.Chandler Regional Hospital 
Mercy Gilbert Medical Center
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by Kandace McLaughlin

At Catholic Healthcare West 
(CHW)–East Valley in Gilbert, AZ, 
the HR department puts out a calendar 
every year featuring photos of employ-
ees. In the past, employees were chosen 
to represent a variety of ethnic and reli-
gious backgrounds, photos were taken, 
and the calendar was created using 

those pictures as a way to celebrate 
CHW–East Valley’s diversity. 

However, Paul Szablowski, vice 
president of marketing and commu-
nications for CHW–East Valley, felt 
the message of diversity and the true 
personalities of the employees weren’t 
coming through in the annual calendar 
as it was traditionally put together.

Threading the needle
“We were all talking about it, and we 

finally said, do we just want to continue 
with what we have, or do we think we 
need to look at diversity in a differ-
ent context?” says Szablowski. “We 
all agreed that we needed to look at 
it differently, so the objective became 
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to create something that has meaning, 
that represents the employees as people 
with different lives and backgrounds, 
and how that background goes into 
the work they do.” After conducting 
research, Szablowski found the words 
that brought the concept together. “I 
found a quote from the World Health 
Organization that said, ‘The people 

COMMUNICATIONS

Communication
continued from p. 25

This page of the calendar features Dr. Kirkpatrick, among others, and a piece of the tie 
he chose to represent his background as a professional and an individual.

Dr. Jeffrey Kirkpatrick
Medical Director

Gilbert Urgent Care

Dr. Atif Malik
Physician

Queen Creek Urgent Care

Dr. Aurbinderdeep Sidhu 
Medical Director

Queen Creek Urgent Care
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of the world can be seen as a tapestry 
woven of many different strands. Those 
strands differ in size, shape, color, inten-
sity, age and place of origin. All strands 
are integral to the whole, yet each retains 
an individuality that enriches the beauty 
of the cloth.’ With that, I knew we had 
the concept for our calendar.”

Pulling the pieces together
In order to bring the concept 

together in an effective and creative 

way, CHW–East Valley began work 
with Campbell Fisher Design (CFD) 
in Phoenix. 

“Paul was very to the point about 
what they wanted. He had a strong 
vision in his mind, which made it easi-
er to get started,” says Stacy Johansen, 
a representative from CFD. In order to 
get the project started, employees were 
chosen and asked about their back-
grounds. Then, following the concept 
of the tapestry quote, those selected 
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COMMUNICATIONS

The imagery of the personal items that each person felt best represented them and their work was nicely incorporat-
ed into the campaign. The combination of black-and-white photos with color textiles also enhanced the overall appeal 
of the page and brought attention to the key elements, which played into the overall theme.

Sung Mi Son
Med/Surg RN

Chandler Regional Hospital 

Mok Soo Oh
Med/Surg RN

Chandler Regional Hospital 
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continued on p. 28

were asked to choose one item or piece 
of fabric that would best represent 
who they are. 

“Initially, when we told people 
what we would like them to do, they 
had some concerns,” says Szablowski. 
“They just weren’t sure what we 
wanted. For example, one of our doc-
tors said, ‘I’m an Irish guy. I don’t 
have anything from my past or grand-
mother.’ Then one night he was sitting 
down having dinner, when it came to 

him. Early in his career, he was car-
ing for an elderly woman. She had 
given him a tie to thank him for his 
care and for holding her hand through 
everything she went through, and he 
had kept the tie for all the years since. 
Every time he would wear it or look at 
it, he would remember that moment 
with that woman. The tie represented 
a part of who he was and his past, and 
that was exactly the sort of thing we 
wanted to express within the calendar.” 

Other staff members chosen for the 
project brought in tapestries or other 
items they felt were special; however, 
the difficulty for the agency became 
figuring out how to put all the pieces 
together. “The hard part was really 
pairing the fabrics and items with the 
people,” said Johansen. “A lot of peo-
ple had special items that didn’t really 
have a swatch of fabric that we could 
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photograph. So the challenge became 
finding an area of the item that would 
work visually. We treated the objects 
and the people for the calendar as a 
piece of art.” Visually, they managed 

COMMUNICATIONS

Basic fabrics weren’t the only materials used as forms of  
self-expression. Elements such as medals and army 
fatigues also were incorporated into the calendar’s 
imagery.

Communication
continued from p. 27

Tammy Johnson
Human Resources Coordinator
Chandler Regional Hospital & 

Mercy Gilbert Medical Center

Doug Barnes
Security Offi cer

Mercy Gilbert Medical Center MM

Pat Horrigan
Plant Operations Supervisor
Mercy Gilbert Medical Center
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Chandler Regional Hospital 
Mercy Gilbert Medical Center

     1 2 3

 4 5 6 7 8 9 10

 11 12 13 14 15 16 17

 18 19 20 21 22 23 24

 25 26 27 28 29 30

November

Family Volunteer Day

Daylight Savings

Veteran’s Day

Election Day

All Saint’s Day

Great American Smoke Out

Thanksgiving

National American Indian Heritage Month
Pancreatic Cancer Awareness Month
Hospice Month
Family Care Giver’s Month

Allied Health Professionals Week (4 - 10)
Diabetes Education Week (4 - 10)
Health Information and Technology Week (4 - 10)
Medical Staff/Services Week (5 - 11)
Medical/Surgical Nurse’s Week (1 - 7)
Radiology Technician Week (5 - 11)

Tammy prepared Army troops for possible nuclear, 
chemical or biological attacks. Her original fi eld jacket 

reminds her of time spent training in the fi eld. “That’s what 
all soldiers must go through, so that all people can be free.” 

Pat was awarded the U.S. Navy Expeditionary Medal. 
Today, he performs life support for the hospital: “While 

we don’t always have personal contact with patients, 
we are still a vital part of their comfort and care.”

Doug spent six years as a military police offi cer for 
the U.S. Army. Every day as an MP, he was proud to wear 
the brassard on his shoulder. “To me it represents service
to my country, service to my family, service to everyone.” 
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to find the common thread between 
each piece and brought the calendar 
together in an interesting and effec-
tive way. “We used this calendar as 
the central internal concept and made 
sure it was given out to employees at 
all CHW hospitals and sister offices,” 
Szablowski says. When Szablowski 

received an e-mail saying the calendar 
and the stories had moved people to 
tears, he knew his vision had been suc-
cessfully achieved. 

“The concept for this project was very 
deep, and that’s the kind of thing we 
like to work with,” says Johansen. “The 
concept behind the project really gave a 



For permission to reproduce part or all of this newsletter for external distribution or use in educational packets, please contact the Copyright Clearance Center at www.copyright.com or 978/750-8400.

© 2008 HCPro, Inc. March/April 2008  Healthcare	Advertising	Review									��

COMMUNICATIONS

The various items used by staff mem-
bers to express who they are were 
nicely displayed on the calendar’s cover. 
The tagline—“It’s about diversity. It’s 
about life”—fully expresses the mes-
sage behind the concept.
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It’s About Diversity

It’s about life. Mercy Gilbert
Medical Center

Chandler Regional
Hospital
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deeper insight to who [the professionals 
at CHW–East Valley] are. They’re not 
just professionals; you see them for who 
they are as individuals. It was great to be 
a part of that,” says Johansen. 

“This calendar raised positive aware-
ness. It told the story of the multiplici-
ty of our people and their value to our 

organization. Essentially, we’re caregivers, 
and we’re unique in that aspect because 
being a caregiver is something you be-
lieve in your heart. Our professionals 
are constantly giving back, and that  
can be seen in their stories. What they 
bring—in who they are—that’s the mes-
sage in this project,” says Szablowski. H

Catholic Healthcare West-East Valley  
Mercy Gilbert Medical Center, Gilbert, AZ 

Contact at facility: Paul Szablowski, Vice President of Marketing 
and Communications
Web site: www.chwcareers.org
Agency:  Campbell Fisher Design 
Agency location: Phoenix, AZ
Agency contact: Stacy Johansen
Agency website: www.thinkcfd.com
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ASK THE 
				ADVISORS

Tom DeSanto, Chief Healthcare 

Strategist, Aloysius, butler & Clark:

Consider the point of view of every possi-

ble stakeholder in any ad for any service line 

and answer one question: “Why?” Potential 

patients, referring physicians, service line 

managers, physician leaders, nurses, hospital 

or health system administration, etc. Their 

answers will illuminate your path.

Kathy lewton, principal, lewton, 

Seekins & Trester:

The key thing to consider when advertis-

ing a service line—more importantly, when 

communicating in any way about a service 

line, whether it’s via advertising, media  

coverage, direct mail, events, etc.—is to  

first make sure they are focusing on the  

real buyer.

Specifically, who makes decisions about 

utilization of this service?  Too often, mar-

keters think “consumer advertising” for 

every service, when in fact, there are ser-

vices that patients are unlikely to seek out 

themselves without being directed or guided 

by their physician, and directly reaching 

those physicians may be more cost-effective 

than going after consumer awareness. 

If it’s clear that consumers can either make 

an independent choice to use a service, or at 

least play a role in determining what facility or 

hospital they will use for a service, then adver-

tising via consumer-facing channels should 

steer clear of the awards hype and ubiquitous 

jargon that research has shown has little, if 

any, impact on consumers.  Studies across the 

country have shown that ratings, rankings, 

Having trouble finding the best way to go about advertising? Wondering what the hottest trends and topics in healthcare marketing 
are? Ask the Advisors! We’re looking for questions about the topics you’d like to see answers to, so please submit any and all questions 
for our advisors to Associate Editor Kandace McLaughlin at: Kmclaughlin@healthleadersmedia.com.

awards, and claims such as “state of the art” 

and “first privately owned hospital in this ZIP 

code on a street beginning with the letter M to 

have a dandy device” are neither relevant nor 

resonant to the average consumer. 

John luginbill, Ceo, The 

HeAVyweigHTS agency:

In service line marketing, it’s a matter of 

choosing your diagnosis-related groups (DRG) 

wisely. A hospital CEO once challenged us: 

“So what if you get me an extra $100 mil-

lion in business? It only contributes about $2 

million more to the bottom line.” We quickly 

responded by demonstrating how, by carefully 

choosing the DRGs in which that $100 million 

comes into the hospital, $2 million to the bot-

tom line could become more like $40 million.

It’s a delicate balance to achieve those 

numbers, but with a little strategic effort, 

you can give a boost to your profitable DRGs 

without sacrificing patient care. The low-

profitability, low-capacity service lines are 

called DOA. Don’t waste any of your limited 

energy and resources here.

Marketing programs can and should 

always be extremely targeted, even within 

a service line. There is no case study in the 

country that can show a significant change 

in market share because of a health system 

branding campaign. All communications 

need to be highly focused and pragmatic in 

their approach. 

larry Margolis, president and Chief 

Marketing officer, SpM Marketing & 

Communications:

One of the most important approaches 

in preparing to market a particular service 

line is to meet with the service line team 

that includes physicians and clinical lead-

ers to obtain answers to the following key 

questions:

THIS	ISSUE’S	QUESTION
When advertising service lines, what’s the 
most important factor to consider first  
and what is the most important thing  
marketers should keep in mind? 

1.  Why are we communicating? What 

business issues do you want communi-

cations to help solve? 

2. Who do we want to communicate with?

3.  Why should a consumer choose your 

program over others?

4.  Why should a physician refer a patient 

to your program?

5.  What calls to action can be used as an 

incentive?

6. What is the competition doing right?

Finally, as you develop your communica-

tions message, keep asking, “What is the 

benefit to the target audience, whether a 

consumer or physician?”

Dan Dunlop, president, Jennings Co.: 

The most important factor to consider 

when developing a service line marketing 

program is the consumer’s experience once 

they respond to the advertising; and the best 

way to ensure a positive brand experience is 

by planning ahead. It can’t be said enough: 

A successful service line campaign begins 

with advanced planning. One all-too-frequent 

outcome of failing to plan ahead involves 

potential patients calling in response to your 

advertising campaign only to be told they 

can’t get an appointment for three or four 

months. Despite all of your hard work and cre-

ativity, what you end up with are frustrated 

consumers. And those disappointed people 

tell others about their experience, generating 

negative word of mouth.

 Even though the advertising did its job by 

motivating the consumer to take action, the 

organization didn’t deliver on the promise. 

With this in mind, it is becoming much more 

routine for healthcare systems and hospitals 

to make “capacity for taking on new patients” 

mandatory criteria for a service line to partici-

pate in an advertising campaign. H
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by Dan Dunlop

In this fast-paced world of cell phones, e-mail, and the 
Internet, people are looking for meaning in places they 
haven’t in the past. They want to connect with the products 
they use in real and meaningful ways. 

For many consumers, the products and services they select 
represent opportunities to express their individual style and 
values. Products such as coffee, shampoo, and body lotion 
have taken on a new meaning. They are now expressions of 
our personal brand and serve as rewards for a fast-paced life. 
This is the concept of echo-branding; the brand takes on a 
reflective quality for the end user, echoing their values and 
priorities. And this includes the hospitals they choose and 
the health plans they join.

Instead of a cup of coffee at the office, consumers are 
opting to pick up a $4 latte from Starbucks. Significantly, 
a cup of coffee has now become a relationship. Consumers 
derive a sense of belonging and identity based on the choice 
of Starbucks and what that brand affiliation represents. 
Starbucks actively advocates on behalf of clean water and 
fair trade, and generally strives to contribute positively to 
communities and the environment. That connection with the 
brand and its values makes the relationship more meaningful 
and rewarding. 

Echo-branding in healthcare
Echo-branding begins with understanding that effective 

marketing puts the consumer first. In a recent advertis-
ing campaign for its new suburban pediatric centers, Tufts 
Medical Center in Boston put forth a message of “conve-
nience without compromise.” 

Consumers were promised the same exceptional care they 
could expect at Tufts’ downtown Boston facility, with the 

convenience of having the pediatric center in their suburban 
community. It was very human and relatable of Tufts to say, 
“We understand that a drive into downtown Boston is a 
hassle, and we want to make it easier for you to access great 
healthcare.” That is an excellent instance of echo-branding 
in a healthcare context. 

The benefit of echo-branding
The benefit to the healthcare organization is that the con-

sumer forms brand loyalty grounded in a sense of shared 
values, fostering a sense of belonging. 

Begin by identifying the services and amenities your hos-
pital has adopted that accommodate the needs and values of 
your potential patients. These services have a high likelihood 
of resonating with the healthcare consumer. Examples could 
include steps you’ve taken to make care more accessible; 
extended family visiting hours; larger patient rooms with 
sleeping areas for family members; or seemingly small things, 
such as free parking or valet service.

When you travel this path with your marketing, you 
assume the preferred position of being the hospital that 
understands the needs of patients and their families and that 
cares enough to develop services that meet those needs. Soon 
you will begin to see consumers being transformed into 
brand advocates, while your preference numbers gradually 
increase. These are the people who will go out and tell your 
story to others and sing your praises. That’s the best market-
ing money can buy. H

CONTRIBUTING
										FEATURE

Dan Dunlop, president of Jennings Co. in Chapel Hill, 
NC, also serves on the advisory board of Healthcare 
Advertising Review. 

Echo-Branding and Today’s Consumers



For permission to reproduce part or all of this newsletter for external distribution or use in educational packets, please contact the Copyright Clearance Center at www.copyright.com or 978/750-8400.

��	 Healthcare	Advertising	Review	 March/April 2008 © 2008 HCPro, Inc.

A D V E R T I S E M E N T



Enrollment Options No. of Issues Price Order Code        Qty Shipping Total

  Print and Electronic Versions 12 issues of each  $ 299  HARPE  $ 24.00* $

  Electronic Version 12 issues  $ 299  HARE  N/A $

   Sales Tax (see information below)** $

   Grand Total  $

Your Source Code: MN69109A 

SHIP TO: 

Name	 Title

Organization

Street Address 

City                                              State                           ZIP

Telephone Fax

E-mail address  (Required for electronic subscription)

BIllING OPTIONS:

  Bill me.       Check enclosed (payable to HCPro, Inc.)      Bill my (check one):       VISA       MasterCard       AmEx       Discover

 Bill my facility with PO #        

Signature Account number         Exp. date 

 

(Required for authorization) (Your credit card bill will reflect a charge from HCPro, Inc., publisher of HAR.) 

P.O. Box 1168  |  Marblehead, MA 01945

For online orders:  Please go to www.healthleadersmedia.com and  
enter your source code (located below) at checkout. 

Your order is fully covered by a 100%, money-back guarantee. 

*Shipping Information
Shipping to AK, HI, PR  
is $27.00.

**Tax Information
Please include applicable 
sales tax. States that tax 
products and shipping 
and handling: CA, CO,  
CT, FL, GA, IL, IN, KY, LA,  
MA, MD, ME, MI, MN, MO,  
NC, NJ, NM, NY, OH, OK, 
PA, RI, SC, TN, TX, VA, VT,  
WA, WI, WV. 

State that taxes products 
only: AZ. 

Subscribe  
today !

E N r O l l M E N T  F O r M

continued on p. 3

WakeMed Illustrates Good Heart Healthby Kandace McLaughlin
Although most consumers are bombarded with advertising 

messages every day, there’s one advertising image that is getting 

them to listen. A service line campaign from WakeMed Health 

& Hospitals in Raleigh, NC, has taken a different approach to 
getting consumers’ attention. Instead of using doctors or other 
medical professionals in their ads, the campaign is using an 
object that each patient is close to—a heart. Although WakeMed is located in a very competitive 

healthcare market, it has been the regional leader for cardiac 

care for a long time, says Deb Laughery, vice president of 
public relations at WakeMed.“As the service line has grown in this area, we actually have 

grown to be the leader in the state. As of 1998, we have a 
stand-alone heart center that allows for all cardiac care under 
one roof. Our patients and physicians helped us design it; 
there’s even a hotel on top of it to accommodate the family 
members of patients who are traveling for care,” says Laughery.

However, just as the facility opened, the marketing in the 
region intensified, and WakeMed started thinking of ways 

to differentiate itself from the heavy marketing messages of 
their competitors. 

To the storyboards Knowing which direction to go was one thing, but coming 
up with a creative strategy to stand out took a little collabo-
ration and work. For this, WakeMed turned to its agency, 
Craig Jackson & Partners in Chapel Hill, NC. “In this market, 
there’s a lot of chest-banging going on,” says Don Steinberg,
the agency’s director of client services. “Everyone wants to talk 
about how good they are and what they have to offer, but we 
really wanted to come up with something that couldn’t be cop-
ied and that would be consistent with the voice of everything 
WakeMed had done in the past.” With a lot of “me-too” 
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