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By digging into the mindset and media 
consumption habits of consumers most likely to choose our 

client’s brand, STIR was able to help St. Joseph’s/Candler Health System

with a marketing budget only 1/3 the size of their chief competitor.

REACH THEIR AMBITIOUS MARKETING GOALS
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BACKGROUND: St. Joseph’s/Candler is a faith-based, not-for-profit 

organization in Savannah, Georgia with two anchor hospitals, St. Joseph’s Hospital and 

Candler Hospital, over 25 locations, and several specialty centers of excellence.

LET’S START FROM  
THE BEGINNING.

STIR I ST. JOSEPH’S/CANDLER

MARKETING OBJECTIVE: Increase the share of primary and specialty 
procedures. The challenges were many. First, healthcare is a “loud” advertising 
category, and while St. Joseph’s/Candler is a significant player in their market, they are 
by no means dominant.



LET’S START FROM  
THE BEGINNING.

They were OUTSPENT in advertising dollars by their 
competitor (the established Academic Medical Center)

3:1 



MESSAGING RESEARCH: To find the solution we conducted 

research into the mindset of the audience. We began with focus group research, 

which indicated that the marketplace saw St. Joseph’s/Candler as owning 

“compassionate care.” 

Yet we weren’t winning based on this. Further, we discovered that  

there is a perception that a faith-based  
system is not as advanced technologically  
as a teaching hospital.

HOW DID PEOPLE 
PERCEIVE THE BRAND?
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We needed to dig deeper to find out the key drivers of behavior. We leveraged 

HealthStream Research to examine health-related consumer attitudes and behaviors. 

Five psychographic segments were identified.

Of these, one was found to be influenced by marketing and information in making their 

choice – those who see themselves as “Avid Partners” in their own health care. This 

segment is likely to conduct their own research, is 

information driven, and is willing to pay more and 

change physicians to receive superior care. They want  

the ability to make their own choice in the care they receive. Avid Partners represent  

a larger segment of the population in Savannah than they do nationally.

WHY DID PEOPLE THINK THAT WAY?

NO TIMERS AUTO PILOT

FIX‘EMS LOYAL PATIENTS
AVID PARTNERS



PUTTING
THE DATA 
TOGETHER. 
AVID PARTNERS are a 

psychographic group with a broad 

demographic description. To efficiently 

target them with media, we cross-tabbed 

HealthStream data with the Simmons 

NC (National Consumer Study) to build a 

detailed profile of media habits.
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Cross-tabbing the data from Healthstream with Cohorts, 

we were able to refine broad demographic correlation and 

media habits and identify our target 

house by house. This allowed us to 

find the most cost-effective methods 

to reach our targets, e.g., place  

more effective outdoor boards, do 

direct mail, and use geotargeted  

web marketing.

The data we found was at times counter-intuitive to what would be anticipated based on demographics. 

High indices were found for many media that could be purchased for pennies on the dollar to a more 

traditional buy. By enabling the buy to be focused both based on psychographics and geotargeting,  

we could achieve superior results to our competitors.

+ +

DETERMINE WHERE THEY LIVE.

DEFINE THE MEDIA.



MESSAGING: By understanding the attitudes of the target 

audience, we catered the message most appropriately. Messaging needed 

to communicate that St. Joseph’s/Candler offers patients choice – as well 

as highlighting their significant technological credentials.

SPEAK TO THEM IN 

A WAY THEY WANT 

TO BE SPOKEN TO. 



OUR MESSAGE: St. Joseph’s/Candler is the health system of choice for specialists, 
independent physicians, and enlightened patients who live smart. 

St. Joseph’s/Candler practices SMART Medicine.  
(SMART Medicine = newest technology + top specialists + interaction)

Simplified, this led to the new tagline: Live Smart.



THE CAMPAIGN OF CHOICE.
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“Scuba,” Cardiology

“Beach,” Oncology“Neely,” Pediatrics

TELEVISION is used to change 

perceptions and to spur the target into doing 

more research into St. Joseph’s/Candler as 

the smart choice. Messaging focused on St. 

Joseph’s/Candler as the hospital of choice 

for top specialists in the area, featuring and 

humanizing the doctors, and highlighting 

the specialty service lines.

NEWSLETTERS help build the believability 

of the technology and care.
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CONSUMER 
PUBLICATIONS are  

used to educate our target in a 

medium they trust. Messaging 

focused on making the smart  

choice, and highlighted key  

service lines and highlighting  

the specialty service lines.

ONLINE MARKETING focused on choice and our key specialty service lines – 

intercepting those that are actively “searching”eliminating waste.



NEWSPAPER 
INSERTS 
AND ONLINE 
PUBLICATIONS 
are used to drive home the 

superior technology message.

and highlighting the specialty 

service lines.

DIRECT MAIL is efficiently 

delivered – eliminating waste.



PUBLISHED 
RESULTS- 
4 YEARS 
INTO THE 
CAMPAIGN:

CARDIOLOGY ONCOLOGY WOMEN’S 
HEALTH

Unaided recall of the Live Smart themeline was pegged at: 



WATCH THE 
PRESENTATION:

93%
STIR presented this case study at the Society 
for Healhcare Strategy & Market Development 
(SHSMD) 2012 Annual Conference.
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Believe it or not, you haven’t seen the whole story!
For more details, or to see more case studies, contact Brian Bennett, President.

brianb@stirstuff.com or 414.278.0040


