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More Than An Agency
* Branding and marketing communications specialists
— Consulting — Creative
— Branding — Interactive
— Research — Media Planning/Buying
— Strategy — Public/Media Relations

+ 100% dedicated to healthcare

+ 25+ years of experience

* Industry thought leadership

* 200+ healthcare organizations
in 38 states
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Traditional
* Expensive
* Difficult to

measure A,
* Qut-of-date, ¥ / :

stale




“I'm glad we're in New Media!
Traditional Media is dead”

For the most part, media don't die...
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...they change and adapt, learning from what's new.
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» Broadcast and » World Wide Web
Cable TV « Email

» Radio * Mobile

e Print * Devices

« QOut of Home

« Direct Mail

« Cinema
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Who is online and what are they looking for?

Percent | Information Sought Female Callzzs SElLs Insured
Grad College

55%  Specific disease or 62% 67% 58% 60%
medical problem

43%  Certain medical treatment 49% 52% 45% 48%
or procedure

27%  Weight loss/control 34% 32% 29% 27%

25% Insurance issues 25%* 32% 26% 25%

19%  Food safety or recalls 19%* 23% 19% 20%

* Male and Female percentages are equal

Pew Internet & American Life Project: Health Online 2013
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ON THE INTERNET, WE ALL KNOW THIGS CAN MOVE AT A L

FAST PACE
I UST A ML, YOU CAN READ THROUGH

PISE A FEW TWEETS

100K T DOZENS O FACEBOOK POTOS. THATSAD, WEVE PULLED OGETHER
THE WFOGRAPH T0 GIVE YOU AN UPDATED VIEW OF EVERYTHIO THAT HAPPENS.
ONLIE NGO SECONTS DURING 2013

secowps o

Google | Spotify
YoullED 2 ‘ DOMAINS
facebook

Linked|in|

Sustogrom

10
Source: Qmee "’

Google ‘ Spotify

(TTube] DOMAINS
facebook

av@}on.com

Linked in

Source: Qmee "
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3 Cleveland Clinic

Onn Serices  HoalthInormation  FindaDoctor  Appolniments  Paints & Vistors  Locations & Direcons  Insiies & Sericas

A WE?U = 1.4+ million visitors

HealthHub  wnat You Should g22™ per month

Know About the 5 "

: ., Ebola Virus (R0 satey 3-5 new updates per
o week

Significant traffic
from “Be Well”
newsletter (50,000
subscribers) and
Facebook page

(800,000 fans)

Recipe: Spicy Beef Chili With
Butternut Squash

ol 5oL

Should You Take Low-Dose
_ Aspirin to Lower Pancreatic

L3 Cleveland Clinic

“Health Hub’s objective is really around
national and even global brand
i i awareness.”
e - Amanda Todorovich,
Manager of Digital Engagement

TRANSPARENT YELLOW.

DARK YELLOW,

wmonoer Aortic Valve Repair May Mean
o No More Blood Thinner for You

SYRUP OR BROWN ALE.

. By Heart & Vascular Team | 10/9/14 8:22 a.m.
Tags: aortic valve, aortic valve repair, aortic valve surgery, blood thinners, heart
heart and vascular institute, heart health, heart surgery

PINKTO REDDISH

A recent study finds surgery to repair a common congenital
aortic valve defect fixes the leaky valve and avoids the
need for blood thinners.

ORANGE.

Read more
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So What's a Marketer to Do?

* Give the people what they want

Information Sought

55%  Specific disease or
medical problem

43%  Certain medical treatment
or procedure

27%  Weight loss/control
25% Insurance issues

19%  Food safety or recalls

» “Special” content not available
elsewhere

¢ Interviews/Q&A

» Multiple formats, multiple platforms

* Prioritize mobile

© SPM Marketing & Communications

6 Insider Tips for Connecting
with Content Revolutionaries

Does it present new Ay Will it spark
knowledge or assist conversation?

in decision-making?

Is it formatted Does it feed their
for mobile/tablet desire for professional
consumption? accomplishment?

K3 Would sharing
it benefit their
professional network?

Would sharing
it enhance their
professional brand?

Source: LinkedIn “The 2014 Professional Content

Consumption Report”

10/20/14



S p | | l marketing & communications

“Let’s Talk About Me...”

General wellness and health benefit information ek 43%
Personal wellness informationand plan [ 3% 41%
Choosing a health plan EEH] 39%

‘ Personal health tips or reminders [ 18% 33%

Personal cost savings tips | g 30%

General cost savings tips [ L5 27%

Choosing a doctor or hospital — 5% 25%
General health tips or reminders 28%

23%
T

0% 10% 20% 30% 40% 50% 60%

& Info that | currently receive & Info that would help me

Aon Hewitt, “The Consumer Health Mindset,” 2013

© SPM Marketing & Communications

With the experience of
00 joint replacements

a year, its no wonder

we get you home faster.

-25% faster for knee replacements.

£5% faster recovery for hip replacements.
20% go home in 1 day

UM St. Joseph Medical Center brings the exiraordinary expertise

of Towson Orthopaedic Associates and olher specaists fight o

you. These nationally renoy

techniques by performing

FREE SEMINAR:

JOINT REPLACEMENT

Dx. David Schroder

Sept October 22
ired)

id recovery program. So choase experience and choose 7601 Osler Drive
10 ot better a ot quicker Be a part of something greater. Towson, Maryland 21204

‘TOWSON
H ORTHOPAEDIC
To sign up for our seminars, visit JoincdEDU.com ASSOCIATES_~
kT 227 1237 ' ——

or call 410-337-1337.

=
I" UNIVERSITYof MARYLAND
Ul ST.JOSEPH MEDICAL CENTER

MEDICINE ON A MISSION

10/20/14
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OINTEDU

It’s time to get moving.

© SPM Marketing & Communications

ReportCard ~ Orthopaedic Surgeons ~ Study Guide = Seminar Info

ORTHOPAEDIC
ASSOCIATES .~

=
" UNIVERSITYof MARYLAND |
Ul ST.JOSEPH MEDICAL CENTER
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OINTEDU

It’s time to get moving.
) e
—
REPORT CARD

‘What we're all about.

Our Orthopaedic Institute is home to nationally
recognized surgeons who perform the most
advanced joint replacements for knees, hips.
and shoulders. Theyll customize a replacement
that'sright for you based on age, activity level,

and more,

UM SIMCs top prioity is to provide you with

Report Card

Towson
ORTHOPAIDIC
RSoanes

See how we get you better faster. The proof is in the numbers.

Average Length of Stay
KNEE HP
420y
33dp
2445

National
average UMSING 3Verage

UM v National

‘We get you back to your life, quicker.

Orthopaedic Surgeons | Study Guide | Seminar info

~
[ Gy
Wl 57 joser MEDICAL Center

UM SIMC Volume

308
total hip,
‘Amount of Joint Surgeries per year

Experience counts.

as safely. . From

Surgical experti

Our expert 1200 joint
teh

minimally invasive options, to a rapid recovery
program, we can help get you out of the
hospital and back on your feet faster. Check out
our charts to see how.

Patient atisfaction Score Overall

.
DALY o
Tl

2

UMSIMC National Benchmark

© SPM Marketing & Communications

pi
of the hospital and back on your feet, quicker.
Sometimes, in nearly half the time.

Complications Rate

KNEE HIP
24% 25%

05%

s oo s !

Which
six times more than “The 200 Quality

Benchmark” ranking.

surgical site Infections

e KNEE HIP
15%
13%

0% o

umsamc National gy e National
average average

10/20/14
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OINTEDU

It’s time to get moving.

-

You're idering a joint repl.

ReportCard ~ Orthopaedic Surgeons ~ Study Guide ~ Seminar Info

TOWSON
ORTHOPAEDIC
ASSOCIATES

now what?

LN
QUESTION ANYONE?

Surgical options. Preparing for your surgery.

If a non-surgical treatment for It's important to do your
your joint pain didn't work, we homework, 0 you are better
offer a wide variety of prepared for your procedure,

advanced surgical options before, during and afterwards.

Your hospital stay. Rapid recovery program.

Everything you need to know Our unique pain management
protocols are designed to help

you before, during and after

about your procedure
schedule, from the time you

Care team.

A number of dedicated health
professionals will participate
in your care and guide you

through your recovery process.

Continuing your recovery.

After your surgery, follow these
simple guidelines to ensure
that you get back on your feet,

=
([ erovemsmvamanan
U ST. JOSEPH MEDICAL CENTER

Anesthesia and you.

There are several forms of
anesthesia that can be
performed. Click here to leam

your options

Spiritual care.

Faith is important to many of
our patients. Our mission is to
honor their traditions, no
matter what faith.

10/20/14

arrive until discharge. your surgery. faster.
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Survival rates at NCI Cancer
Centers are 25% better than
other cancer centers.

That can mean everythin

National Cancer Institute Cancer Centers lead this country’s
effort to cure cancer. The University of Kansas Cancer
Center is now-among a select few in the country, and
the region’s first, to be named an NCI-designated Cancer
Center. Each NCI Cancer Center serves the needs of the
community by excelling in research and treatment, giving
patients greater access to leading-edge options and the
most promising discoveries.

Putthe power of academic medicine Y i o
o work for you. Call 913.588.1227 M
4 Or visit kucancercenter.org. it Coce s,

THE UNIVERSITY OF KANSAS
o s CANCERCENTER

i

DVANCING THE POWER OF MEDICINE®

11



Fourkey = O |
questions .

to ask before )\
choosing |
cancercare. ¥\ &

s
MOUSE OVER
FOR VIDEO

THE UNIVERSITY OF KANSAS
CANCER CENTER

"NO
time.

es finding a primary care provider super simple

ALWAYS (P EASTERN MAINE
REMARKABLE 9" MEDICAL CENTER

Find your perfect provider at MatchMe.EMMC.org or call 973-7090.

@ EASTERN MAINE

)’ MEDICAL CENTER
ALWAYS REMARKABLE

10/20/14
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& T ACTDDATALATNIT

EASTERN MAINE
@ MEDICAL CENTER

EMHS MEMBER

Match Me EMMC
| MatchMe.emmc.org makes searching for a new primary care provider fast and easy! With only a few selections find a provider that matches y

and connect instantly. Matchme.emmc.org makes your new provider the perfect match for you and your family.
Gender: Any - Location: Any ~ Health Interests: Any ~ Hobbies / Interests: Any ~ Hours: Any ~
Any

Healthy Cooking

Active Lifestyles
Mind-Body Wellness
Movies and Theatre
Reading

Travel

Hiking, Biking, Running

Suima Aryal, MD Kathryn Bourgoin, MD
EMMC Family Medicine EMMC Family Medicine

Eliza Currie, PA-C
EMMC Internal Medicine

Music

Animal Lover
Bangor Bangor

+ Connect With Me + Connect With Me

Bangor

+ Connect With Me

Family
+ Connect With Me

24
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"Emm [ gl_‘_{u : L —
nityPoint He:
a0 MyCRAE | Ao victer | Comtac Us 1 Ea Eepatol I | SEARCH

Home Primary Care | Specialty Care Patient & Visitor | Connect with Meriter Find a Doctor

suare EINIEIE

Home : Physician Directory : Shropshire, James H., MD

James H. Shropshire, MD

Family Medicine

“It's all about the patient.”

Primary Clinie: Meriter Fitchburg
2690 Research Park Drive, Suite F
Fitchburg, W1 53711

608.417.8585

[map link]

Hospital Affiliations
Meriter Hospital
Select Specialty Hospital

Meriter MﬁW Education and Board Certification

1992, Residency, University of Minnesota Health Center

1990, Internship, University of Minnesota Health Center

1989, Medical School, UW School of Medicine and Public Health
CLICK HERE TO AABMS/AOA Certification, American Board of Family Medicine

MAKE AN APPOINTMENT

Don't have a MyChart account?

Medical Interests

OR
SCHEDULE A FREE
MEET & GREET Dr. Shropshire has a special interest in Sports Medicine, including caring for people of all ages with

musculoskeletal problems and injuries. He also has a passion for adolescent medicine, assisting
emerging adults with healthy, informed decision-making and transitions. He enjoys practicing
BACK TO SEARCH advanced motivational interviewing techniques to empower patients who are looking to lead a
healthier Iifestyle.

«

25
© SPM Marketing & Communications
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What You Need ‘To Know About

INFOGRAPHICS
= 20”;“/0 -\m smﬁmﬁmﬂﬂ‘

\\ o e, of the words VIS U AL. 65 % || of people are

VISUAL
otn © - Images get processed LEARNERS.
"" oy 02" SIRireod becaise 60,000x faster than text. ¢

& Health

Insurance
0 - o Exchanges

Vehicles to Improve
Quality

=\ LOOK INTO THE FHTURE 7 HEATH CAnr S

changes
could

PLACES TO GET SICK

HOW PASSIVE SENSORS WILL SUPPORT PATIENT CARE OUTSIDE THE HOSPITAL

rovide
W « Meet Ann R. . ‘-)plnﬂn
[ &y i : : oty ETTYE mm:

on quality

d:l T e )

< Let’s take a look at how these sensors assist Ann without her needing to do anything.

26
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10 QUESTIONS

T
DURING MERGERS &
~ ACQUISITIONS -

3. Whatdo you Beleve that
will daine Fow you Act?

HOWDOYOUR ATISTHE
PRIORITIES TARGET
ENSUREYOU TRUSTINYOU,
LIVEUPTO
YOURBRAND, iHihen
STORY? R WHATISDRIVINGTHOSE
1" COMPETITOR?  TRUSTHEASURES?

ILI.THE

7
}/ "‘% TIIAHVS! FORMATION
// ‘\\ AJ.IEI%%%R BRAND

5\ DOYOUREINFORCE ANDSTRENGTHEN
A TRUSTORIVERSEVERYDAY? P

27
© SPM Marketing & Communications
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Information governance (I ering health information  IRGNBF}
itz | management's (HINS)futd Fe with this new text Mé;

from HIM thought leader Lilggiiwss! ahimastore.org

Leadership | Finance | Technology = Physicians | Community Hospitals  Health Plans | Marketing | Quality = Nursing | HR

C uncll WellPoint Dominates Nearly Half of Markets,
AMA Says

> JoIn Now ) V’;L : :,M; o“x ,::,:_m Concerned abo t
== e commercil 30-Da v
. Heart re

| " USA Mobility Wireless
ot and Amcom Software han do Readmissions

are now ©

QL ‘7 vy date. Learn More

oncommunicaions mata; | 21 the fincings
o el Tawe

Whe
Spak delive <
oac st - Analvtics
e Yt
arcts tha any dther prateplan 1 the Unied Sates an s sz and Expert insight
Spacal Events e o1 S, b A B ks
Webeasts ssodation safs. organization
hudes The A annus suvey of e compettionfound that Welrintves | | with analyticl
e g vy et s 5o 59 gt s
o N

- Special Events

Subseribe
Megazine WellPoint operates in metropolitan markets in 13 states, including: T
Newsietters California, Colorado, Connecticut, Georgia, Indiana, Kentucky, Maine,

e, Nevaca, ONo, Virgina and West Virgiia. Ssas
e commercilpayers commanding postion in morethan one s ive e
metropaitan ares ives 3 market hare achentage n moe than
oue the umber of metropotan eas 25 the next o nurers.

Newsetters Missour, New Ham
Books

Sponsored

Whitepapers

Fact Fie Heath Care Senvice Corp. ranks second with a market share lead n 37

Exccutive Insight Genter metropoltan areas, folwed by UnitecHeatth Group (UNH) with a market
share lead in 35 metropoitan areas, AMA says i s sudy.

How ¢; u operate
mor tly?

Get tl st insights.

1213 next page -

CLICKTO EXPAND

BankotAmerica
Meril Lyneh

Comments are moderated. Pease be patirt.

- Follow Us
Most Popular

Most Viewed Most Emailed

Collaboration

15



S p | | l marketing & communications

Display Advertising

» Typical internet user is served 1,700 banner ads per month
— 25-34 year olds 2,000
+ Estimated 31% of impressions can’t be viewed by users
+ 8% of internet users account for 85% of clicks
+ Up to 50% of clicks are accidental
* You are more likely to survive a plane crash than click a banner

” QALITY
@’ LTI

Source: BannerBlindness.org

© SPM Marketing & Communications
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What's a Marketer to Do?

* Relevance — In line with user intent at the moment they are
viewed

* Rethink size and placement
+ Make it interesting!

© SPM Marketing & Communications
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“Polite” Rich Media

THINK YOU'RE
MAN ENOUGH
FOR THE CAN?

THINK YOU'RE
MAN ENOUGH

FOR THE CANP| s

© SPM Marketing & Communications

“A HOVER TO WATCH

WITH SOUND

-)

CLICK HERE
TOGO TO THE
FACEBOOK APP

CLICK HERE

FACEBOOK APP

10/20/14
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AOL | TOOLBAR | WAL | MAKE ADL MY HOMEPAGE

HEALTHCENTER = DIET&FITNESS = HEAL

Your Health Today » v

I

»

Swine Flu Update

With the more than 90 confirmed
cases and one reported death from
swine flu in the United States, find
out what you need 1o know 1o keep
you and your family safe
Pandemic Possibility? »

© SPM Marketing & Communications

‘ou Can Look Young

MOLRhing  BEAUYASTIE  COAGHES

-

Outrageous Fast Food

Chili's 2.710~calorie Awesome
Blossom has been dropped from
the menu, but plenty more belly
busters are lurking in restaurants all
over America

What Not to Order »

7

Healthy Living &

Why He Won't Cheat

More men and women are cheating
shortly after getiing married. Find
out whats behind this disturbing
trend and whether your partner will

DIETAFINESS FOOD HEALTH HOME  HOROSCOPES  PARENTING

SEARCH £

WS = THATSFIT

A way of looking at
Lan care
that changes everything.

]
o A Y

P 4 L}

~
(MeRiDu

Meridian CardioVascular Network

0o

37
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Marketing PR/Comm

Social

O O
Marketing Messaging Content Engine
O

Media Budgets Low/no media budget

O
Comfortable paying
for eyeballs

O
O

Comfortable with
“earned media”

Social Media Bridges the Two

Courtesy: Cynthia Floyd Manley Director, Content

© SPM Marketng & Communications Strategy, Vanderbilt University Medical Center  *°

S p | I l marketing & communications

“‘Manley’s Maxims”

“It was never really free, but increasingly it’s paid
media.”

» Average Facebook user could see 1,500 posts in their newsfeed
daily

» Organic reach for brands has been intentionally suppressed to
as low as 2%

+ Paid reach drives organic and viral reach
+ Facebook exchange

“Even when it's paid, it’s also earned.”

39

© SPM Marketing & Communications
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The Story of Ami Musa

Chris Kennedy Follow
F @ckgolfsrgq

Thanks @JonBullas. You're up next @KevinAylwin,
Jeanette Senerchia and @mattdodson7
#lceBucketChallenge youtu.be/WpJCWi|s6kYA

1:49 PM - 15 Jul 2014

CK ice bucket challenge

21
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Social Media Recommended Daily Allowance

Include video, photos
Blog longer explanations &

1/week stories

e

Web video YouTube - requires
1-2/day or week video camera

Facebook
fan page

<—A=—=Z>CO
HZmT—4-XXTO0O

Twitter externally
Yammer internally

Courtesy: Lee Aase, Director, Mayo Clinic Center

. . 42
© SPM Marketing & Communications for Social Media
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Include video, photos
xplanations &
stories

ube - requires
video camera

Facebook
fan page

<= ==-Z>CO
—-ZmMITI—A=-XT00N

tter externally
mer internally

Courtesy: Lee Aase, Director, Mayo Clinic Center

. . 43
© SPM Marketing & Communications for Social Media

10/20/14
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Brown & Toland Physicians

wall Info Video Ask

Click now to geta Brown & Toland physician
or callan advisorat 415.972.6002.

Youmay
getstarted. Askus anything. The answer willbe
emailed toyou.

> PRNACY STATEMENT

l—@

TOP FREQUENTLY ASKED QUESTIONS

Q

Q Which hospitals are in the Brown &
Toland Physicians network? PHYSICIANS

With a Brown & Toland physician you
have access to more leading community
and university hospitals in the Bay Area
— including California Pacific Medical
Center, and Stanford Hospital and Clinics.

for the complete list of
hospitals.

9 Children’s National

The Parent’s Letter Project

g important
ne who has been through t

en's Nation:

was having twins

23
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w $ Children’s National Search Loters For

JOIN US ON
o sHARE ot

Aortic coarctation- Sammy’s mom  Heartnot fully developed- Sarah’s
and dad mom

Hypoplasticleftheart- Addison's  Hypoplastic right heart- lan’s
mom parents
0000

e M)

| Doar paronts of a child with
3" transposition o the groat
voss
Transpositon of the greatarteries-
Tumer's family g Gh2 “The night beforo
{ surgery”

O e vigeos »

Tetralogy of fallot- Jax's Mom

« Prev 123 Next »

onal Medical Cantor | 111 Michigan Avanue, NW Washinglon, DC 20010 | 202.476-5000 | ©2011 & Privacy Statement
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The Nurse Recruitment Challenge

L
| UNIVERSITYof MARYLAND
A MEDICAL CENTER

© SPM Marketing & Communications
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A Member of the University of Maryland Medical System | In Partnes

UNIVERSITY of MARYLAND

=
| MEDICAL CENTER

~~

Nursing

Related Resources

ith the University of Maryland School of Medicine

=

=

= & prin
[ Ways to Help N
Search

Every nursing care
as the people you 3
Click to watch some of our nurses’

Acti

People Who Like This.

High Speed, low price
AT

o Like | | Message # ~

Amari Aultman
Hi, my name is Amari Aultman and 1 am a SRNA at Wo.

=]

ﬂ Amber Rene Barber
I

Hi, my name is David Barber. | don't have a facebook

o

Natasha Hopkins
Hello, My name is Natasha Hopkins. | am an ICU RN Il

P

B Hyerin Lee
/. Hello, my name is Hyerin Lee from Seoul, South Korea.
Pa

U-verse® Internet

10/20/14
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e

un
—

e

The nurse you want to

is waiting. At a place where nurses are challenged, even expected
to find their passions. to learn. to grow,
Pl

WE'RE ON

f us,

lace where nursing is respected as an integral part of the care team.
re, for more than 2500 o
ajob has become a mission.
s
A MISSION
TOFIND

is 50 established in the care model,
ithout blazing the trail.
nd where, for more than 240

aob h

WE'RE ON
AMISSION
ound interesting? Meet some of your new peers at umm.edu/nursing
jatch their videos. Then, connect with them on Facebool TOFIND
to get even more scoop. You're going to fit right in. You
=

" UNIVERSITY of MARYLAND
U MEDICAL CENTER

The advanced practice nurse you're prepared to be s waiting
At a place where advanced
You can work at the vanguard,

NPs, CRNAS, CNSs and CNMs,
a5 become a mission,

Sound interesting? Meet some of your new peers at umm.edu/nursing.
Jatch their videos. Then, connect with them on Facebool
to get even more scoop. You're going to fit right in.

MEDICINE ON A MISSION
B conooiccom/manyandnursing
O.

| UNIVERSITYof MARYLAND
MEDICAL CENTER

~

@UMMCnursing

MEDICINE ON A MISSION

3 @ummcnursing

BT acovockcommanyananursing

26
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Results—Nursing Website

971

72% Increase in Visitors/month to Umm.edu/nursing

1665

© SPM Marketing & Communications
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Watched Our Nurse Ambassador Videos

7

Watch the Video

© SPM Marketing & Communications

1,953 people in first three months

10/20/14
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Click-Through-Rates

*  25% rate for flash banner ads on various Nurse
Recruitment webpages; 2x the display norms for service
lines

+ .32% rate for paid search ads; 3x higher than overall
recruitment

© SPM Marketing & Communications
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C\WNHealth

Man treated for Google Glass addiction -

0080
-
B o . —— )
7~ “This s the first known case of Interet adcicton dsorder founainsoarenfor  mies hom oer b o S Vith
involving Google Glass, according to the study authors. It UVAstudent Hannah  body \ insurance Policy
M is not a recognized disorder inthe latest editon of the Graham For $21/Month
Diagnostic and Statistcal Manual of Menta Disorders, the
e 4

“Individuals with IAD manifest severe emotional, social,
and mental dysfunction in multple areas of daly actvities
due to their problematic use of technology and the interet,”

ship passeng
according to the study abstract peidooitt
apologizes for...

What tho dying really -
regret I

15

‘While in the treatment program, the man experienced withdrawal

portedly
‘withdrawal he went through from alcohol. CNN Money:
After 35 days at the center, the patient reported a reduction in

irrtabilty and was no longer repeatedly moving his hand to his

exporience crears as floking troughthe device:” g @ 1

temple. However, doctors say he continued to “intermittently
JackMawas happy  Sho's Amorica's

making $20 amonth  youngest female
billionaire -and a

Promoted Stories commended by OU ]
Promoted Stories:

/ Z
A

. How toRecognize 5 Cars with the Best
The Secret to Breaking Falling in Love With 5 Health Problems  Whole Foods Asks 2 Holp a High- Rt o Libar
y y g Chobanito Leave anctioning P
Habits (No, Reallyl)  Again Too Much Alcohol o f
Loarnv CATe Heatn Contr

lic Trusted Cholco

© SPM Marketing & Communications
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10/20/14

28



10/20/14

S p | I l marketing & communications

Top Campaign Content Last7cays .
120ct 201418 Oct 2014
Campaign - M Campaigns =+ = Ada e
- Search Q (= Export
Average
Patect 10 Top Item Campaign Impressions ~ CTR  Clicks cpc CPM  Spenty
University
B0 snar:
of Kansas
Perfect 10: Tips For Being An All-Star Parent @ oenital 646989 006% 417 | $1.000 $064 $417.00
iospital -
T — BigSafety
University
of Kansas
Top 107al Be Smart: Prep Young Athletes for Games 2 osotal 116699  0.04% 51 $1.000 $044  $51.00
ospital -
BigSafety
Al
Ay smoes University
of Kansas
10-Year-Old Skateboarding Star Offers Safety Tips (73 et 36454 0.11% 39 $1000 $1.07  $39.00
fospital -
10-Year-0 &
BigSafety
E University
=S Top 107
of Kansas
Top 10 Traits of The All-Star Parent @ 31,136 0.07% 22 | $1.000 $071  $22.00
¢ Hospital -
Al rowseon - BigSafety
-
2 sy
E— Unhersty
> IWATCH] Performance Tips For Young Athletes. @ e 439 007% 3 $1000 $060  $300
osota
Bisasty
Unhersty
RO G et S o ok 2 s o wm
Bossay
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SMP - University of Kansas Hospital - SC > Campaigns: Campaign Summary Last 7 days
Campaign Summary - 12 Oct 2014 - 18 Oct 2014
Campaign : Al Campaigns v =j Add Filter
Day ~ ByCampaign ByCountry By Platiorm
120 (] 961,172 Impressions ?
(] 0.06% CTR 2
oo & 507 Ciicks 2
Date (US/Central) Impressions CTR Clicks Average CPC CPM Spent
18 Oct 2014 61,163 0.08% 50 $1.000 $0.82 $50.00
17 Oct 2014 102,582 0.07% 67 $1.000 $0.65 $67.00
16 Oct 2014 226,920 0.05% 11 $1.000 $0.49 $111.00
15 Oct 2014 183,886 0.06% 113 $1.000 $0.61 $113.00
14 Oct 2014 167,815 0.07% 113 $1.000 $0.67 $113.00
13 Oct 2014 163,807 0.07% 113 $1.000 $0.69 $113.00
12 Oct 2014 54,999 0.05% 30 $1.000 $0.55 $30.00
Total 961,172 0.06% 597 $1.000 $0.62 $597.00
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SMP - University of Kansas Hospital - SC > Campaigns: Campaign Summary Last 7 days
Campaign Summary - 12 0ct 2014 - 18 Oct 2014
Campaign : All Campaigns + = Add Filter
Day =~  ByCampaign ByCountry By Platform
500 ) 961,172 Impressions ?
( 0.06% CTR ?
0 © 597 Clicks 2
Platform Impressions & CTR Clicks Average CPC cPM Spent
Smartphone 611,035 0.07% 405 $1.000 $0.66 $405.00
Desktop 267,285 0.05% 123 $1.000 $0.46 $123.00
Tablet 82,723 0.08% 69 $1.000 $0.83 $69.00
Other 129 0.00% 0 $0.000 $0.00 $0.00
Unknown 0 0.00% 0 $0.000 $0.00 $0.00
Total 961,172 0.06% 597 $1.000 $0.62 $597.00
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Digital Media Planning and Buying
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Yl] Tuhe chicago fire
& Download

Capital One® Quicksilver: No Drama by Capital One

D

Chicago Fire

et i 23,469

60
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RTB and Trading Desk vs. Sites

+ Maximizes efficiency of online buying/optimization process,
costs and metrics

* Widest, instantaneous access to massive inventory

* Real time vertical (healthcare), lateral (consumer habits/
behavior) and multi-variate targeting

+ RTB = Lowest CPMS

5 ~
-~ i, [
1 = T
1e g L
C = Py
'. .
e -
il S -
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How Fragmented is Fragmented?

doubleclick
@ o planner by coog

Data: August 2010

540 million UV/M

| Top 10 websites: 230 million UV/M
[ ] Top 50 websites: 41 million UV/M
I:I Top 100 websites: 22 million UV/M

USRI IH N 7.4 million UV/M
Top 1,000 websites: 4.1 million UV/M

UV/M: Unique Visitors per Month
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Retargeting

FOOTBALL  BASKETBALL  BASEBALL  SOFTBALL  SOCCER  TRACK  LACROSSE  VOLLEYBALL  COACHES  SEE MORE

Home » Soccer » Mens Soccer Jerseys » 1639

1 g Adult Corner Kick Soccer Jersey -
I S
Design Online or Buy It Blank
B
Y
Moisture Wicking Polyester with Cool Mesh side
'®; panels. Rounded notch collar.

Sizes: S - 2XL (Add $5.00 each for 2XL)

Bethe firstto Write a Review

N
//

Recommended Decoration: Printed @

Show .

A PRINTED Rl smrroesionne
sh | " . .

OM’;I Colors: Gold/Black/White (64), Royal/White/White (15),

Scarlet/Black/White (24), Scarlet/White/ White (25), Black/White
/White (45), White/Royal/White (51), White/Scarlet/White (52),
White/Black/White (54), White/Navy/White (57), Navy/White
/White (75), Orange/Black/White (84), Maroon/Black/White
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Retargeting

Google EM o0 s

Gmail - - a o ] [ e 9 - More - 1087 < >
| Diadora Jerseys - soccergarage.com/Diadora-Soccer - Soccer Jerseys for Your Team/Club. Great Selection and Availability.

Inbox (10)

I Stamed Latest 35+ Socger Update Inbox X
Related Google+ Page
Important
Daniel Miers
o ¢ m OK, wyffre just a week and a day away from kick-off. Some quick bullets: 1. Ta..

LogoSportswear

Follow

6 older messages

Old Model:

Recent Post
- Follow you around — 3x exposures Happy weekend, everyone! We
have a great sale happening now.

Save 12% on any order with pr...
NeW |V|0de|: Shared publicly - 14 hours ago

- Progressively offer you better deals *‘
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Grab Bag

Surnanagement of

D6

A
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CONFIDENTIALITY NOTICE

Copyright © 2013 SPM Marketing & Communications, Inc.

All rights reserved. The design and content herein are the exclusive property of SPM Marketing & Communications, Inc. Any unauthorized
copying, reproduction, ification, distribution, transmissi ication, display or use of this design and content is strictly prohibited.
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