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More Than An Agency 

•  Branding and marketing communications specialists 

–  Consulting 
–  Branding 

–  Research 

–  Strategy 

–  Creative 
–  Interactive 

–  Media Planning/Buying 

–  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 
•  Out-of-date,  

stale 

Digital 
•  Inexpensive 
•  Metrics 
•  Hip, now 
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For the most part, media don’t die… 

…they change and adapt, learning from what’s new. 
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•  Broadcast and  
Cable TV 

•  Radio 
•  Print 
•  Out of Home 
•  Direct Mail 
•  Cinema 

•  World Wide Web 
•  Email 
•  Mobile 
•  Devices 

Tradi-onal	  

Digital	  
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Who is online and what are they looking for? 
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Percent Information Sought Female College 
Grad 

Some 
College Insured 

55% Specific disease or 
medical problem 

62% 67% 58% 60% 

43% Certain medical treatment 
or procedure 

49% 52% 45% 48% 

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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Content 

Display 
Social 

Contextual 

Plannig & 
Buying 

Devices 
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#1053	  
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10 Source:	  	  Qmee	  

11 Source:	  	  Qmee	  
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•  1.4+	  million	  visitors	  
per	  month	  

•  3-‐5	  new	  updates	  per	  
week	  

•  Significant	  traffic	  
from	  “Be	  Well”	  
newsleOer	  (50,000	  
subscribers)	  and	  
Facebook	  page	  
(800,000	  fans)	  	  

13 

“Health	  Hub’s	  objec0ve	  is	  really	  around	  
na0onal	  and	  even	  global	  brand	  
awareness.”	  

	  -‐	  Amanda	  Todorovich,	  	  
Manager	  of	  Digital	  Engagement	  
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So What’s a Marketer to Do? 

•  Give the people what they want 

14 

Percent 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 

15 
Source:	  	  LinkedIn	  “The	  2014	  Professional	  Content	  

Consump-on	  Report”	  
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“Let’s Talk About Me…” 

23%	  

25%	  

27%	  

30%	  

33%	  

39%	  

41%	  

43%	  

28%	  

13%	  

11%	  

8%	  

18%	  

33%	  

23%	  

37%	  

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

General	  health	  -ps	  or	  reminders	  

Choosing	  a	  doctor	  or	  hospital	  

General	  cost	  savings	  -ps	  

Personal	  cost	  savings	  -ps	  

Personal	  health	  -ps	  or	  reminders	  

Choosing	  a	  health	  plan	  

Personal	  wellness	  informa-on	  and	  plan	  

General	  wellness	  and	  health	  benefit	  informa-on	  

Info	  that	  I	  currently	  receive	   Info	  that	  would	  help	  me	  

Aon	  HewiO,	  “The	  Consumer	  Health	  Mindset,”	  2013	  
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Find your perfect provider at MatchMe.EMMC.org or call 973-7090.

Our new site makes finding a primary care provider super simple.
Choose a provider based on gender, location, health interest, and even hobbies!

Visit MatchMe.EMMC.org, answer a few questions, and you’ll be matched with a 
provider who’s perfect for you.

It’s one way EMMC helps make your life a little more remarkable.

        In      between 
           bath time  
                  and   
 story time,
        you can
 find a
    primary care     provider 
               in no         time.
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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 

ad 

30 

CLICKS 

Source:	  	  BannerBlindness.org	  
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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! 

31 
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“Polite” Rich Media 
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Social 
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Marke-ng	   PR/Comm	  

Marke-ng	  Messaging	  

Media	  Budgets	  

Comfortable	  paying	  
for	  eyeballs	  

Content	  Engine	  

Low/no	  media	  budget	  

Comfortable	  with	  
“earned	  media”	  

Social	  Media	  Bridges	  the	  Two	  

Courtesy:	  	  Cynthia	  Floyd	  Manley	  Director,	  Content	  
Strategy,	  Vanderbilt	  University	  Medical	  Center	  
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“Manley’s Maxims” 

•  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 

39 

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

“Even when it’s paid, it’s also earned.” 
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The Story of Ami Musa 
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Courtesy:	  	  Lee	  Aase,	  Director,	  Mayo	  Clinic	  Center	  

for	  Social	  Media	  
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43 
Courtesy:	  	  Lee	  Aase,	  Director,	  Mayo	  Clinic	  Center	  

for	  Social	  Media	  

Engagement
Relevance
In-Depth 
Content
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The Nurse Recruitment Challenge 
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Maryland Nurse Recruitment 
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M E D I C I N E  O N  A  M I SS I O N SM

Medical Center
University Marylandof

     The nurse you want to be 
              is waiting. At a place where nurses are challenged, even expected  
to find their passions...to learn...to grow.    
            A place where nursing is respected as an integral part of the care team. 
                      Where, for more than 2,500 of us,  
                a job has become a mission.          
                 Sound interesting? Meet some of your new peers at umm.edu/nursing.                           
                      Watch their videos. Then, connect with them on Facebook 
                 to get even more scoop. You’re going to fit right in.

@UMMCnursing

facebook.com/marylandnursing

© University of Maryland Medical Center

M E D I C I N E  O N  A  M I SS I O N SM

Medical Center
University Marylandof

  The advanced practice nurse you’re prepared to be is waiting.  
   At a place where advanced nursing is so established in the care model,  
 you can work at the vanguard, without blazing the trail.  
    And where, for more than 240 NPs, CRNAs, CNSs and CNMs,  
      a job has become a mission.

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

@UMMCnursing

facebook.com/marylandnursing

© University of Maryland Medical Center
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Results—Nursing Website 

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

971	  

1665	  

© SPM Marketing & Communications 

Watched Our Nurse Ambassador Videos 
 

1,953 people in first three months 
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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 
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Content Advertising 
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Digital Media Planning and Buying 
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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 

61 
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How Fragmented is Fragmented? 
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         Top 1,000 websites:  4.1 million UV/M 

Top 500 websites: 

Top 100 websites:  22 million UV/M 
 

Top 50 websites:  41 million UV/M 

Top 10 websites:  230 million UV/M 

7.4 million UV/M 

540 million UV/M 

UV/M:  Unique Visitors per Month 

Data:  August 2010 

© SPM Marketing & Communications 

Retargeting 
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Retargeting 
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Old	  Model:	  
	  -‐	  Follow	  you	  around	  –	  3x	  exposures	  
	  
New	  Model:	  
	  -‐	  Progressively	  offer	  you	  beOer	  deals	  
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Grab Bag 

65 
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