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infocus
understanding marketing strategies

M a r k  a l l e n  S t i n S o n ,  M H a

today, hospitals and health-
care providers feel that 
their major competition is 
other providers. In reality, 

the major source of competition to 
the healthcare industry is other ser-
vice industries and the retail sectors 
of the economy. We are a consumer 
driven society and other industries 
must provide their consumers with 
prompt, courteous and efficient ser-
vice in order to remain competitive. 
Why, then, should we allow for a dif-
ferent expectation from our patients?

The importance of meeting 
patient expectations and measuring 
their experience with our healthcare 
institutions and providers will grow 
in importance. Patient outcome 
data and facility rankings are rarely 
understood by the general public. 
However, the average patient does 
understand whether they were met 
with a smile, the floors were clean, 
the food was warm, the television 
worked and they left the healthcare 
experience with a general sense of 
well-being. 

As technology has rendered imme-
diacy to every aspect of our lives, 
why should we remain satisfied with 
the archaic pre-admission processes 
that plague every patient and/or 
family member entering each por-
tal of the healthcare system? As the 
retail industry has perfected ready 
access points for their customers, 
why should we tolerate the deplor-
able lack of signage and endless 
maze of corridors at our hospitals? 
And, if focus groups are used by 
every major industry to design prod-
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deliverables marketiNg WeeklY
Many organizations have found that the benefits of operating a 
cobranded retail clinic far outweigh the risks.

ask the advisors
Our experts discuss the best ways to communicate a hospital or 
health system’s positive ratings, rankings, and statistics.
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subspecialties
Cooper’s Neurological Institute provides comprehensive, 

collaborative care at one location. Physicians from seven 

subspecialties, from Neurology to Neurosurgery, take a 

MULTI-DISCIPLINARY TEAM APPROACH 
to diagnose and treat individual patients.
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b Y  M a r i a n n e  a i e l l o

Hospitals and health systems often use 
facts and figures in advertising cam-
paigns, from patient satisfaction scores 
to emergency wait times. Often, market-

ers struggle with how to use these numbers effectively 
and in a way that is meaningful to the patient. Cooper 
University Hospital succeeded at using this tactic in 
its “Numbers” campaign by featuring unique statistics 
and bold visuals.

DefineD goals
The 600-bed hospital created the campaign after it com-

pleted a comprehensive strategic marketing plan in 2009.

“Prior to this plan, our advertising had focused on 
branding Cooper University Hospital and not specific 
signature programs,” says Jill lawlor, vice president of 
marketing & community outreach for the Camden, NJ, 
hospital. “One of the recommendations of that plan was 
that our marketing should focus on our core service lines 
and what programs and services differentiated Cooper 
from other hospitals. Our creative strategy was to find a 
way to depict these differentiators through an advertising 
campaign unique to this market and graphically dramatic 
so it would stand out from other hospital advertising.”

Even though Cooper is widely known for its level one 
trauma center, the community was not as aware of its 

Adds Up Results

Numbers    
Campaign
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other services. “Our primary goal 
going into the campaign was to raise 
consumer awareness of the Cooper 
brand and to broaden their percep-
tion of Cooper beyond the trauma 
center,” says Dewey Mooring, 
vice president of Chapel Hill, NC, 
agency Jennings. “Then there are 
individual metrics for increased 
Web traffic, patient inquiries, and 
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lookiNg
closer

 physician referrals associated with 
each of the service lines promoted 
in the campaign.”

Plus a THorougH sTraTegY
After setting out the campaign 

goals, the Cooper and Jennings 
teams met with medical leaders to 
learn more about programs that 
might differentiate Cooper in the 

cover story
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beams
Our GAMMA KNIFE® PERFEXION™, 

the only one in the region, painlessly treats 

brain disorders with precisely targeted gamma 

rays. Its superior technology eliminates 

the need for traditional brain surgery.

CooperHealth.org/numbers
1.800.8.COOPER
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beams
Our 

the only 

brain disorders with precisely targeted gamma 

rays. Its superior technology eliminates 

numBErs hiGhliGht sErViCEs
that differentiate the health system. 

marketplace, such as offering South 
Jersey’s only sports concussion pro-
gram and being one of the largest 
hospitals in the region performing 
cardiac therapeutic hypothermia.

“When we began to look at all of 
these points of differentiation, it was 
amazing how many times there was a 
number associated with that program 
or service,” Mooring says. “Our creative 

team took that initial research and 
developed a bold, distinctive look that 
is instantly recognizable as Cooper.”  

Once the marketing team decided 
what numbers and differentiators to 

CLICK  
TO HEAR 

RADIO AD

CLICLICK CK 
TOTO HEAR  HEAR 
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feature, the creative team produced 
print, outdoor, transit, and radio ads, 
as well as a campaign microsite. The 
team decided to hold off on TV ads for 
the first leg of the campaign because 
print, outdoor, and radio ads enabled 
them to target the South Jersey market 

cover story
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minutes
When you’re having a heart attack, every minute counts. 

Cooper doctors open blocked arteries with angioplasty 

on heart attack patients 32 minutes faster than the  

NATIONAL AVERAGE OF 90 MINUTES, 
saving lives and reducing complications.

CooperHealth.org/numbers
1.800.8.COOPER

minutes
When you’re having a heart attack, every minute counts. 

Cooper doctors open blocked arteries with angioplasty 

on heart attack patients 32 minutes faster than the  

Janah Aji, MD

CLICK  
TO HEAR 

RADIO AD

without paying for additional audienc-
es in Philadelphia. Also, each medium 
worked well with the striking visuals of 
the campaign.

“We wanted to firmly establish 
the advertising in Cooper’s back-
yard,” Mooring says. “It’s allowed us 

to introduce the advertising in a tre-
mendously impactful way. Now that 
we’ve spent four months establish-
ing the advertising in South Jersey, 
we do expect to selectively introduce 
the ‘Numbers’ campaign to a broader 
audience through television in 2011.”

CLICLICK CK 
TOTO HEAR  HEAR 

RRADIADIRRADIRR O ADO AD
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this Bold, distinCtiVE
look is instantly recognizable.

CooperHealth.org/numbers

The 1 and only sports concussion 

program in South Jersey.

CooperHealth.org/numbers

192 targeted beams from Gamma 

Knife Perfexion, instead of brain 

surgery. Only at Cooper.

equals resulTs
Since the campaign launched in 

September 2010, the microsite’s 
traffic has increased to more than 
1,200 unique visitors per week and a 
total of 11,000 unique visitors with-
in 60 days.

Community members, patients, 
employees, and physicians are also 
impressed by the campaign, says 
Lawlor. 

“We’ve also seen online appoint-
ment requests triple since the cam-
paign started,” Mooring notes.  

“But that is a very minor part  
of our business and does not  
represent a significant increase 
to overall patient volume yet. We 
are pleased with the trends and 
believe it could be a source of future 
growth.” 
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CooperHealth.org/numbers

With 7 neurological subspecialties, 

we take a team approach to 

comprehensive care.


