INTEGRATED MARKETING CAMPAIGN FOR ST. JOSEPH'S/CANDLER
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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

REACH THEIR AMBITIOUS MARKETING GOALS

with a marketing budget only 1/3 the size of their chief competitor.
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LET'S START FROM
THE BEGINNING.

BACKG ROU ND 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.
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MARKET' NG OBJ ECT'VE 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.




They were OUTSPENT in advertising dollars by their
competitor (the established Academic Medical Center)
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HOW DID PEOPLE
PERCEIVE THE BRAND"

M ESSAG'NG RES EARCH 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.
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PUTTING
THE DATA
TOGETHER.

AVID PARTNERS are

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.

* Healthcare-Driven
- Market and HealthStream
SJCHS Specific

PSYCHOGRAPHICS

* Detailed Media Usage Data
» Additional Non-Healthcare
Lifestyle and Psychographics

BEHAVIOR

* HH-Specific Database (for mailing lists)
* Integrated with Simmons NCS

GEO TARGETING

©
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Simmons + %HeahhStream‘” + DX cohorts

An Experian Company

E Pushpins
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l St. Joseph's | Candler Hospital Locations
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DEFINE THE MEDIA.

§-- P> =0 DETERMINE WHERE THEY LIVE.

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.
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OU R M ESSAGE 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.
MESSAGING MATRIX

SMART Consumers
Choose

K
NiST- Joseph's|Candler
SMART Medicine Live smart. SMART Doctors
Choose
Best Technology

Best Outcomes m
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THE CAMPAIGN OF CHOIGE.

“Scuba,” Cardiology

TELEV'S'ON 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.

“Beach,” Oncology
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Jeff Kenne
: y, M.D.
Medical Director,

SJH Emergency Dept.

H
OW A 7 MILLIMETER STENT

CREA
TED A 120 MILLIMETER SMILE

St. Joseph's/Candler
Savannah, GA

& sjchs.org
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Jeff Kenney, M.D. N TJoseph’s jCandler
Medical Director, SJH ED The Heart Hospital ™

- Rachel Smith
, atient, Grandmother,

Fighter
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William T. Garrett, M.D.

Neurologist

R

St. Joseph's/Candler
Savannah, GA
sjchs.org

f\/\q FaﬁcmL Dewayne Dukes was oliagrnogcol
with Parkinson's Disease cigh’r years ago.
Over time it ¢tarted to Jrigh’rcn itg gip

on hig boohq‘ Hi¢ medication was ha\/ing, less
of an cffect on him. He ¢tarted to glowly
lose hig inolcpcnolcnoc and mobi!i)rl?‘ After
conculting. with Newrogurzeon, Dr. Wirth, we
decided Deep Brain Stimulation Surgery was
JUQ‘f’ what he needed. St. JOQCPHQ Candler 16
the onlu] one n the rcgjon to offer thig
’rcolnnology]. Now Dcvvav]no ha¢ rezained some
of the independence he lost. He's vvorking_ on
5@%”5 hig life back, one step at a time. That’s
why | choode fo practice at St. Jogeph's/Candler.

ol

William T. Garrett, M.D.
Neurologist

2.5 MILES IN THE MORNING.
2.5 MILES IN THE EVENING.
TAKE THAT, PARKINSON’S DISEASE.

m sTjoseph’s|Candler

Institute for Neurosciences

. Dewayne Dukes
Patient, Outdoorsman,
Walker
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E. Stephen Yea
( ger, M.D.
Surgical Oncologist

REGINA LIKES TDO
KNDOCK THINGS DOWN.

PINS. FEAR. BREAST CANCER

Lewis Cancer esearch Pavilion
Savannah, GA
cancerpavilion.com

My patient RegINA NeSwmith was diagnosed with
breast cancer. She made the decision to have
Lunmpectormy- | took a blospecimen from REQINA'S
nodule during her treatiment to Acuire SOME clues
about what went wrong (i her cells. Genetios play @
huge role bn caneer development. Tissue collection
from patients allow for genetie testing and research.
This is one of the primary goals of the LCRP'S
pavti,o'q:ati,ow as a NCI Community Cancer center
Program. BVery patient’s teeue donation helps
accelerate progress L CANCEr YeSearch. Mayjbe
someday evew Prevent canoer before ik ocours.
RegnA'S centinel node turned out to be benign
and her biggest vietory in Life took place awdy
from the bowling alley. That's why  choose t0
practice at stJoscPWs/oavwlLer.

7
E. Stephen Yeager, M.D.
Surgical Oncologist

Nancy N. §nd J.C. { \
Lewis Cancer s
& Research Pavilion
at St. Jnseph's/l)and!zr

Re_gina NeSmith
Patient, Survivor,
Bowler




CONSUMER
PUBLICATIONS -

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.

Incisionless
Su rger

A Cut Above the Rest

e smart.

v
$rjoseph’s |Candler
A [ Liv t

ONLl NE MARKET' NG focused on choice and our key specialty service lines —

intercepting those that are actively “searching”eliminating waste.

THE REGION’S LARGEST
HEART CARE PROVIDER.

*Based on total cardiovascular volume GHA.

THE REGION’S LARGEST
HEART CARE PROVIDER.

[
ﬂ'SK]oseph'S/Candler

The Heart Hospital f)

*Based on total cardiovascular volume GHA.

THE REGION’S LARGEST
HEART CAZ=—<_UDER.

74
Stjoseph’s|Candler
The Heart Hospital C/>

'y
STjoseph’s|Candler
The Heart Hospital C/}

savannahnowaz..

Find a physician. b

Join Now! | Login SIGN UP FOR
Savannah Morning Netvs. (® Site () Web Search by YAH0O! () Businesses Forgot Password? ALL-ACCESS
HOME NEWS SPORTS DO OPINION SHARE SAVANNAHPEDIA HELP JOBS AUTOS REAL ESTATE BUY & SELL MANAGE ACCOUNT | ACTIVATE
Obits E-Edition Pet Calendar Apps CrimeStoppers Live Cams Jail Bookings Effingham Bryan Storm Guide App
A TAGHeuer

R

[
‘TJoseph's|Candler
The Heart Hospital ( />

For a heart risk assessment quiz. »

o i —
o1
‘ Broken clouds
MORE WEATHER » TIDES »

stay connected a 3 !3 S Ry

Your subscription helps fund our coverage.
Subscribe for as little as $9.95 or, if
you're a print subscriber, activate your
membership today ... it's included with your
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DlRECT MA”_ is efficiently

delivered — eliminating waste.

NEWSPAPER
INSERTS

AND ONLINE
PUBLICATIONS

are used to drive home the
superior technology message.
and highlighting the specialty
service lines.



PUBLISHED
RESULTS- =
4 YEARS

INTO THE
CAMPAIGN:

Unaided recall of the Live Smart themeline was pegged at:

3 Key Service Lines

+46.2% +48%

CARDIOLOGY ONCOLOGY WOMEN'’S
HEALTH




+25% ...... 9 Best Specialists

Improved perceptions

Best Tech nology

improved perceptions

WATCH THE
PRESENTATION:

STIR presented this case study at the Society
for Healhcare Strategy & Market Development
(SHSMD) 2012 Annual Conference.

liﬂ}osephS;CandIer

/J.!ve smart.
| \
|

Mindset Marketing




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

STIR ADVERTISING & INTEGRATED MESSAGING
stirstuff.com 414.278.0040 135 W. Wells Street, Suite 800 Milwaukee, WI 53203



