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T he woman appears 
like she’s gliding on 
air, bounding through 
life without a care, her 

red dress form-fitting yet flow-
ing around her, the sun shining at 
her back. Birds even flit and chirp 
around her head. She gives the im-
pression that today is the first day 
of the rest of her life. And that’s the 
point—though it’s made in an un-
usual manner. 

This particular woman is an illus-
tration, an ad created to highlight 

the new bariatric surgery service 
offered by Brockton, MA–based 
Signature Healthcare in collabora-
tion with Boston’s Tufts Medical 
Center. It’s part of Signature’s 
whimsical new campaign, one 
aimed at showcasing the health 
system’s positive, forward-think-
ing outlook and promoting its 150 
employed physicians.

“The organization has moved 
through a metamorphosis,” says Marie 
gross, Signature’s vice president 
of business development,  referring 

SiGNaturE HEaltHCarE
created an illustrated campaign to 
showcase its forward-thinking attitude.
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to both its new CEO and its new  
energy. “We wanted something very 
different [for a new campaign].”

The eye-catching ads certainly 
stand out. In addition to the woman 
in red, there’s a second bariatric sur-
gery promotion, as well as creative 
for the organization’s OB/GYN and 
oncology offerings. Each has a simi-
lar frame of light-blue background, 
colorful illustration, fun font, and 
photos of physicians affiliated with 
the program. Though the wording, 
lettering, and drawings change with 
each ad, there’s no mistaking that 
the campaign is a cohesive unit. 

That’s thanks to the flexibility 
allowed by the illustrations, says 
Dan Dunlop, president of Jennings, 
the Chapel Hill, NC–based agency 
that created and carried out the 

campaign. “The illustrations allow 
us to change the tonality with each 
different service line even though 
it’s still the same campaign,” Dunlop 
says. Despite initial concerns by 
some at Signature that cartoons or 
graphics might convey the wrong 
message—particularly for serious 
specialties such as oncology—the 
campaign has been well received 
both internally and externally. 

The first ads started running 
this past December, so in the life 
of a campaign, this one’s still an 
infant. But Gross predicts the new 
Signature brand will live on for a 
long time. “We’re building a foun-
dation, and a really strong one,” she 
says. “We need to make sure our 
patient community, our business 
community, our employees, and 

BaNNErS aNd adS
from Signature’s new marketing  
campaign.
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SiGNaturE 
uses this whimsical design to promote 
its new bariatric surgery offering.

physicians all recognize that we are 
highly effective and we have very 
high-quality care.”

That’s crucial for Signature, locat-
ed 30 minutes south of Boston in a 
saturated healthcare marketplace 
with four community providers 
and a multitude of well-known aca-
demic medical centers. For that rea-
son, Signature wanted to play up its 
collaboration with Tufts, one that 
allows the system to offer services 
it otherwise potentially couldn’t, 
according to Gross. 

For that same reason, Gross says 
the new campaign needed to stand 
out. “I see a lot of healthcare adver-
tising. It gets to be very vanilla, indis-
tinguishable from one hospital to the 
next,” she says. “We wanted some-
thing that would distinguish us.” 

Dunlop takes it one step further. 
“A lot of healthcare marketing looks 
alike. One of our goals [as an ad agen-
cy] is to go in and say, ‘How are we 
going to convey this in a manner that 
is unique and distinctive?’ This does 

it,” he says. “When you see an illus-
tration, the exact same illustration 
that I’m looking at, we each interpret 
it slightly differently. It’s a personal 
experience … and that’s powerful.”

Down the line, measuring this cam-
paign’s results will become important 
to understanding the effect of these 
ads. And Gross says her 253-bed orga-
nization plans to track the results 
in every way possible. For now, the 
focus remains helping patient and 
medical communities connect the 
new-and-improved Signature with 
quality bariatric, OB/GYN, and oncol-
ogy care (more service lines are likely 
later), promoting the doctors who 
provide these services, and doing it 
in a way that gets people to stop and 
pay attention. 

“[The ads] give a sense of positive, 
growth, excitement, real energy, 
which is reflective of what our orga-
nization is now,” Gross says. “They 
make a mark in your brain that we’re 
not the same, and we’re different 
than everybody else.” 
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