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 “People don’t read ads. They read what interests them. And sometimes, it’s an ad.” 

~ Howard Gossage 



Health Care Advertising: The Mandate for Reform 

Health care advertising is remarkably – unremarkable 
 

• The mandate for reform 

 
Opportunity for Health Care 

 
• Engage the consumer in a deeper way - one that 

resonates and “sticks” – and changes health behaviors 
• Memorable ads tell a story that evokes a strong feeling, 

creates a WOW or even sometimes a “chilling” effect 
• Create impact. 



• More important than continuity, reach or frequency 
 

• Transcends media metrics 
 

• Ignites or aids PR efforts 
 

• Separates memorable from noise of 4,000 
messages/day 
 

• Compels someone to take action – change behavior 

What is Impact? 



Case Study: Where Greater Things Campaign  

Situation 

• Competitors own brand equities Scripps deserves 

• Outspent significantly; limited budget 

• Opportunity to break through cluttered, look-alike ad environment 

 

Objective 

• Position Scripps as the premiere health system in San Diego 

• Top-of-mind awareness and perceptions commensurate with our 

brand 



How We Created Impact: Approach 

• Focused on why people want to get well – their passions in life 

• Found stories with real inherent drama  

• Leveraged the unexpected – create a reveal 

• Summed up with presumptive themeline 

• Combined high impact and frequency media 

• Deployed traditional, online/social media  

• Extended across all media – using strong in-house resources 



How We Created Impact: Media 

High Impact TV: Super Bowl, Academy Awards, March Madness,  

High Reach TV: Prime Programs (e.g., Castle, 60 Minutes, CIS, etc.) 

High Frequency TV: TV ads in early morning news 
 

Geo-Targeted OOH: High-profile billboards, Banners and outdoor 
advertising in UTC and North County malls 
 
Frequency Print: FP & 1/2P in SDUT, San Diego & Performance Mags 
 
Targeted Digital: Banner and video ads  
 
Social Media Campaign: Facebook 
 



Print 



Outdoor 



Digital Advertising – Web and Mobile 
 
Digital Assets 
• Flash banner ads 
• Three 30:s video ads: in-banner, pre-roll, 

and mid-roll Sample Placements 
Harpers Bazaar 

Huffington Post 

Men's Health 

MSN Lifestyle 

MSNBC 

NY Times 

Parents 

USA Today 

WebMD  

Yahoo! News 

  



Digital Advertising - Banners 

http://www.ccgnyc.com/Scripps/Cyclist/SC_300x250_alt.html
http://www.ccgnyc.com/Scripps/Cyclist/SC_300x250_alt.html
http://www.ccgnyc.com/Scripps/Cyclist/SC_300x250_alt.html
http://www.ccgnyc.com/Scripps/Kayaker/SC_160x600_alt.html
http://www.ccgnyc.com/Scripps/Kayaker/SC_160x600_alt.html
http://www.ccgnyc.com/Scripps/Kayaker/SC_160x600_alt.html


Digital Advertising – Video Ads 

Mobile Video Ad Pre-Roll Ad on Web 



Consumer Website 
Home Page Press Release 



Micro Site 
www.scripps.org/brandcampaign2013 



Creating Impact: Social Campaign 
 
 

• Mobilize positive health success stories to create 
additional engagement and buzz  
 

• Create platform for new stories to refresh campaign 
 

• Expand patients’ support network through an online 
community on Scripps Facebook page 
 

• Reach broader audiences and younger demographic 
 

 
 

 



Social Campaign: Greater Things Happen When… 



Social Rebrand 
Facebook.com/scrippshealth YouTube.com/scrippshealth 



Social Rebrand 

twitter.com/scrippshealth Plus.google.com/+scrippshealth 



Measuring Success 
 

• Pre- and post-campaign online research 

• Online advertising reports from banner and video ads 

• Reports on microsite traffic and tracking of unique 
phone number for 1-800-SCRIPPS 

• Media placements tracked 

• Call center reports 

 



 
“Anyone who tries to make a distinction between education and 
entertainment doesn't know the first thing about either.” 

~ Marshall McLuhan 



• Laddering too high or too low 
• Focus on process not product 
• Disregard or minimize the public service nature of the message 
• Institutional tone and manner 
• Elegant, pretty pictures instead of smart messages 
• Showing people who typify the hospital target when appeal  broadly 
• Using one ad to do it all 
• Effectiveness of similar approaches is replicable 
• Intellectual, not emotional 
• Typical category cues 
• Retail over reputation 
• Overly strict constraints in service of‘campaign consistency’ 
• Ego gratification 
• Misdirecting the role the advertising plays 
• Unbelievable/exaggerated 
• Dealing with multiple audiences forces overly-broad messaging 
• Limited budgets are really ‘limiting’ 
• Forced differentiation 

DeVito/Verdi Health Communications Pitfalls 
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Health Care vs Public Health Messaging 

Health Systems concerned with brand, 
positioning, business-building 
• Must convey point-of-difference vs competitors 
• Top-of-mind preference and choice rather than 

top-of-mind awareness and action 
 
However… 
• Both subject to “pitfalls” and “laws of impact” 
• Changing health care environment means 

hospitals increasingly focus messaging on 
wellness vs treatment 



We’ll Help You Get Better 

We’ll Help You Live Longer 
Present Future 

The Merging Missions of Health Care and Public Health 













How We Create Impact 
Capture a truth about the product, category or 
consumer that will resonate and reveal it in a 
surprising way… 
• Start with the idea 
• Use the medium as the message 
• Flip the familiar 
• Find an untold part of the story 
• Get slightly uncomfortable, then nudge a little 

more 
• Invest in art 
• Don’t take any medium for granted 
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• Convergence of Health Care and Public 
Health missions means greater opp’y for 
collaboration 

• Limited budgets need not be limiting 
• Identify your own Public Health pitfalls 
• Great reading: Made to Stick and Switch 

by Chip and Dan Heath 

In Closing… 



…Thank You 
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