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Organize and Promote Your
Health Campaign in 5 Easy Steps
This 5-step formula will help you define goals and
tactics, get (and keep) you organized, and ensure
your effort exceeds your goals—all while keeping
everyone on the same page from the start. Best of
all? It works for any size campaign or initiative.
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At Strategic Health, we believe every successful campaign starts
with everyone on the same page. So many smart and talented people
come together to make a campaign run smoothly; each of them
wants to be able do their job well. That requires organization and
forethought! This guide will help you bring people in early-on, and
develop a plan together without chaos. It will help you play nice and
ensure each element is considered up-front—no afterthoughts.
Ready to create your most successful campaign yet? Let’s get started.
Here is our 5-step formula for creating a goal-exceeding health
campaign—use it like a worksheet for each campaign and fill in your
answers for each step.

Step 1: Define Goals & Patient Needs
Define the very specific goals you want to achieve. Whether your
goals include booking appointments, filling up a class, or getting
people to comply with certain guidelines—they should be defined at
the start.

I NVITE STAKEH O LDER S
Often the trickiest piece of the puzzle is getting all the players to
the same table—but this is a crucial first step. Go through all of
this together. Here’s who to invite: Subject matter experts, health
education, information technology, communications, and PR teams.

START WITH WHAT MAKES YOU DI FFERENT
Your organization already has strategic goals for the year; how can
your campaign support those goals and highlight what makes it
unique? What makes you different? During flu season, all health
systems are promoting flu vaccines, but maybe you have a mobile
van that makes it easier for patients. By focusing on what makes
you different, your message will stand apart from all other similar
messages.
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EXCEED PATI ENT N EEDS
Dive deeper into your patients’ needs around this particular issue,
and brainstorm about how you can best meet them. Put yourself in
their shoes. Find the place where your goals and your patients’ needs
are intertwined. Your ability to meet their needs is your value. Every
good initiative combines the bottom line of getting patients in the
door with caring and educating. Does your audience lack cooking
knowledge for diabetes care? How will you best exceed their need?
With cooking classes, a webinar, an event at the hospital? All of the
above?

O U R CAM PAI GN WO RKBOO K
Health campaign we are planning:

Date/timeframe:

What makes us different:

What info do we want to share?

What are the patients’ most important needs?

What is the best way to respond to those needs? What will work for
our audience?
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What does “exceeding patient needs” look like?

What are our specific goals? (How many appointments do we want
to make? Classes we want to fill?)

Step 2: Translate Into the Clearest Message
To figure out what the message is, combine the science and the need
into a clear message. We find the best flow is for subject matter
experts and communication folks to work together—then refine,
again and again, until the message is clear and easy to understand.
When you think it’s simple enough, refine it one more time.

O U R CAM PAI GN WO RKBOO K
What is our main message?

Refine:

Refine:

Refine:

Use this approach for any sub-messages as well. Limit sub-messages
to 3 at most.
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Step 3: Choose Tools & Tactics
Now, the implementation is where you cater to your particular
initiative’s size and the tools most readily available to you:

O N LI N E

ADVERTI SI N G

Website

TV

Landing page

Radio

Blog

Newspaper

Facebook

Magazines

Twitter

Pay-per-click

You Tube

Web banners

PRI NT

CO NTENT

Brochures
Posters
Signage
Table tents
Direct mail

Newsletters
Blogs
Articles
Press releases

Billboards/Outdoor

strategic.health

4

M I SC .
Events

TECH N O LO GY
N EEDS*

Trade shows

Click-to-call

Promotional items

Online appointments

Shirts/clothing

Webinar/teleseminar

Partnership marketing

Registration
Information collection &
storage
Web/blog/landing page
development
Newsletter development
and list acquisition

* Especially in a digitally-rich campaign, it’s important to consider the
technology needs behind your front-facing efforts.

Step 4: Drive Evaluation From Beginning
Evaluation is not an afterthought. Based on your tools and tactics,
consider from the beginning how you are going to measure this effort.
Figure out what metrics need to be tracked and how you will do that.

WO RD O F CAUTI O N
We’ve seen it happen…You’re so focused on what you’re doing—
you get excited and pull the trigger—and suddenly realize there’s
no system in place to track the results! How many people booked
appointments? How many people downloaded the material? Did we
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capture their email addresses? Tracking methods must be in place
first. This can take quite a bit of lead-time.

WHAT WI LL WE
TR ACK ?

H OW WI LL WE
TR ACK IT ?

Appointments booked
Number of downloads
Event attendees

Which methods are already in place?

Which methods must be developed?

Who will be responsible for this?

Step 5: Implement
Once everything is planned properly, implementation will be
seamless as long as you stay organized. Here’s a visual production
schedule to keep you and your team on-track.
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STEP 1: Define Goals & Patient Needs

PRE-INCEPTION

Agenda
› What makes us different?
› How can we exceed patient needs?

Invite Stakeholders
› Subject matter experts
› Health education
› Information technology
› Communications
› PR teams

Stakeholders identify patient
needs and develop goals.

Planning Our Campaign
› Timeframe
› What we do differently.
› Patient needs and how we exceed them.
› Specific goals.
Planning Meeting

STEP 2: Translate Into the Clearest Message
Work Group
Collaboration
› Subject matter experts
› Communications team
Work Session

INCEPTION

Goals:
› What is our main message?

› What are our 3 sub-messages?
• Document sub-messages
• Refine
• Refine

• Document message
• Refine
• Refine

STEP 3: Choose Tools & Tactics

ONLINE

ADVERTISING

INCEPTION

PRINT

CONTENT

MISC.

STEP 4: Drive Evaluation from Beginning
What will
we track?

How will
we track it?

EXECUTION
What
methods
are in place?

What
needs to be
developed?

STEP 5: Implement

Celebrate launch with stakeholders

TECHNOLOGY
NEEDS

Who is
responsible?

EXECUTION

Start on the next campaign

Visual production schedule
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O RL AN DO H EALTH ’ S
MARKETI N G PI PELI N E

O N LI N E

ADVERTI SI N G

CASE STU DY

What do these 5 steps look like in-action? Let’s look
inside Orlando Health’s Cardiac AFib Campaign.
We love what Orlando Health did recently for their Cardiac Afib
Campaign. Though we were not involved in this campaign, it provides
an excellent model for a large, mainly digital initiative—and we see
digitally-focused campaigns as a wide-reaching, budget-friendly,
flexible way to accomplish goals.
Orlando Health is no stranger to successful digital marketing
campaigns. Their 15th digital marketing campaign of the year, the
Cardiac AFib Digital Marketing Campaign, uses a smart approach to
educate their audience and reach their goals—in this case, booking
more appointments.
Orlando Health’s additional goals for their campaign were clear and
simple:

PRI NT

1. Increase patient acquisition and drive new business to EP and
cardiothoracic services.
2. Acquire patient data for ongoing and future targeted marketing.

CO NTENT
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Here are highlights of Orlando Health’s marketing pipeline:
1 . PATI ENTS ACTIVELY SEARCH O N LI N E
Using less traditional marketing and more digital and multichannel consumer-facing tactics (targeted
pay-per-click, social media and banner ads), this campaign targeted consumers who were actively
searching for information about this health issue.

Banner ads
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2 . PATI ENTS DOWN LOAD A FACT SH EET
When clicking on a banner ad or keyword, the consumer was directed to a unique landing page where
they were encouraged to download a fact sheet. The download captured the potential patient’s key
information and stored it in Orlando’s CRM database.

Landing page

Fact sheet
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3 . PATI ENTS REQU EST AN APPO I NTM ENT
After downloading the fact sheet, the potential patient was prompted to request an appointment
(which allowed them to fill out a form and schedule an appointment). They could also “click to call” to
schedule an appointment. If they didn’t make an appointment at that time, the consumer received a
series of nurturing emails encouraging them to do so.

Email

4 . O RL AN DO TR ACKS AN D I NVITES
A traditional direct mail campaign, containing a trackable vanity URL, was sent to these potential
patients to promote a consumer-friendly cardiac lecture featuring one of the campaign’s physicians.
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Here are the tools Orlando Health chose for their
AFib campaign:
Pay-Per-Click

Request an Appointment

Social Media

Click to Call

Banner Ads

Email follow ups

Landing page

Lecture series

Fact Sheet

Direct Mail

And the outcome was…
John Marzano, VP, Chief Marketing & Communications Officer at
Orlando Health, told us, “We have found that the best approach to
any campaign is to orchestrate the right mix of digital with traditional
and achieve multi-channel exposure.”
John Marzano, VP, Chief Marketing Officer,
Orlando Health

He also shared these results:

DI GITAL (PPC , BAN N ER ADS , FB ADS , FB FEEDS)
Impressions: 4.2 million
Total ad clicks: 25,058
Unique Visitors: 16,820
Conversions: 219

“The goal of digital is to convert and drive an action. As we optimize
campaign content, consumers tell us they want more specific
information, including more info on symptoms. All conversions get
funneled into our CRM.”

SO CIAL (FB FEEDS)
Impressions: 575,000
Ad clicks: 11,000
Reach: 30,385
Consumers taking action: 2,697
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“The goal of social is to build awareness, engage and nurture
consumers with content. This is a metric reported directly by
Facebook for our paid media newsfeed advertising, and refers to
the number of unique individuals that directly interacted with that
advertisement/post/campaign in some way. This includes clicking
the ad, clicking any links that the ad might provide, liking the post,
sharing the post or commenting on the post.”

TR ADITI O NAL (CO N SUM ER H EALTH EVENTS)
Events: 6
Consumer attendees: 135

“We also capture information from attendees and load it into our
CRM for future engagement, nurturing, cross-sell and up-sell
services.”

BLO G POSTS AN D CO N SUM ER VI EWER SH I P
CO NTI N U E TO GROW.
To sum up the campaign, Mr. Marzano said:

“AFib is in an early stage rollout and some of those numbers and
results are not where we want them to be. Our continuing efforts
will be to optimize that campaign and others as we learn more about
consumer need.
Today, people generally don’t search for facilities or hospitals; they
search for disease issues and physicians who provide a certain level of
care. When there is a strategy in place, marketing is capable of doing
the heavy lifting. It supports the business strategy in the organization.
Too often, the sentiment is marketing can solve operational problems.
Staff say, ‘Just give me an ad. Just give me a billboard.’ Now, we’ve
been able to adjust that mindset in the organization: we won’t spend
marketing dollars unless there’s a strategy grounded in the business
goals of the organization.”
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Want to create your most successful health initiative
yet? Let us implement our 5-step process for you!
At Strategic Health, a job well-done isn’t just about strategy-rich
creative – although of course that is important! It’s about high level
consulting to ensure your campaign has the support it needs to
succeed. Your organization is investing a lot; we will help you get
everybody behind the implementation of a powerful, measurable
and ultimately successful campaign.

Stephanie Helline
OW N ER +
CR E AT I V E D I R EC TO R

To learn more about our 5-step formula, or to find out how we can
help make your initiative informative, mission-based and patientfriendly, let’s talk. Schedule a complimentary consultation today.

443.315.1282
stephanie@strategic.health
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