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It is impossible to talk about 2020 for long without referencing 

COVID-19—its emergence, its toll, how it affected our communities, our 

passionate caregivers and our business. 

The challenge sparked innovation, creativity and collaboration 

between local marketing teams and their Agency colleagues. Much 

was accomplished despite, and sometimes because of, the pandemic. 

What follows is a look at the work that impacted our business in 2020 

and how it changed in the face of a year unlike any other. We salute 

everyone in the Acute Care and Behavioral Health divisions and their 

Agency colleagues for their extraordinary efforts in a challenging year.
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A YEAR DEEPLY 
IMPACTED BY COVID-19

B E S T  P R A C T I C E S  2 0 2 0
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2020 demanded solutions to address business challenges faced by the Acute Care and Behavioral Health divisions — volume drops 
and a need to tout the safety and readiness of facilities to care for patients. One part of the solution? Turnkey campaigns that could 
be customized per market. 

The Agency worked with its partners in the field to produce such campaigns throughout the year.

SYSTEMWIDE CAMPAIGNS AND RESOURCES
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• Don’t Delay Care

• Here With You, Here For You

• Safe. Trusted. Ready.

• Open. Trusted. Here to Help. (BH)

• Health Is Your Top Priority. Ours Too. (AC)

• Mental Wellness Is Your Top

Priority. Ours Too. (BH)

• Extensively used by AC and

BH divisions.

• Pulsed out to field in 2020 with multiple 

channel assets (billboard, print, web, social, 

email, hospital/system home pages).

RECOVERY CAMPAIGNS

S Y S T E M W I D E  C A M P A I G N S  A N D  R E S O U R C E S



Valley Health System and the Agency collaborated on a campaign to 

educate the Las Vegas community that VHS was prepared to provide high-

quality care for patients in the safest manner possible. The campaign was 

then expanded and shared across the company and divisions. It is still in 

use today.

The strategy included:

• Outdoor media

• Television

• YouTube

“SAFE. TRUSTED. READY.”

• Social media, paid & organic

• Internal hospital communications

S Y S T E M W I D E  C A M P A I G N S  A N D  R E S O U R C E S

This VHS video delivered:

1 MILLION+

SOCIAL MEDIA IMPRESSIONS

245,000
VIEWS

6

https://www.youtube.com/watch?v=PmnJ-BXS9eI


Courtney.Clarke@gwu-hospital.com
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The George Washington University Hospital adjusted its message and 

channel mix as the situation evolved in 2020:

THE YEAR IN FULL: 
GW HOSPITAL

S Y S T E M W I D E  C A M P A I G N S  A N D  R E S O U R C E S

PHASE 1 COVID-19 updates, including news and imaging 

of lung damage that appeared on CNN and the 

New York Times

PHASE 2 Telehealth options

Availability of Emergency Care and Labor and 

Delivery Care

PHASE 3

PHASE 4 Safety for in-person visits

For more information contact:



A series of BH-specific resources and COVID messaging 

were developed for facilities to deploy across channels.

• Health Alerts deployed across 200+ BH facility websites.

• Templated emails and messaging, editable flyers, social 

media posts.

All designed to generate facility awareness and support 

virtual outreach efforts to professional referral sources, as 

well as consumers.

RECOVERY IN THE BEHAVIORAL 
HEALTH DIVISION

S Y S T E M W I D E  C A M P A I G N S  A N D  R E S O U R C E S
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RECOVERY IN THE BEHAVIORAL 
HEALTH DIVISION

S Y S T E M W I D E  C A M P A I G N S  A N D  R E S O U R C E S

A resurgence campaign was developed to drive awareness and 

reiterate safety messaging that our BH facilities were “Open. 

Trusted. Here to help.” Resources included:

• Editable flyers, social media posts and web ads so facilities 

could simply add their logo and contact info.

• Behavioral Health and Substance Use Disorder email 

templates, which were uploaded into all active Constant 

Contact accounts.



This project to honor the commitment of our healthcare providers included 

customizable posters, social media posts, a presence on the corporate 

website, and an online survey where UHS employees were invited to 

highlight a colleague for recognition.

More than 700 UHS employees were named—including 

123 from Corona Regional Medical Center alone.

HEALTHCARE HEROES 1.0

S Y S T E M W I D E  C A M P A I G N S  A N D  R E S O U R C E S
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H   E   R   O
H O P E E M P A T H Y R E S I L I E N C E O N E  T E A M

A second pulse of the campaign launched in early 2021, with positioning 

on the home page of the corporate website and the availability of 

customizable assets to the field. The update defined what it means to be 

a hero in the pandemic.

HEALTHCARE HEROES 2.0

S Y S T E M W I D E  C A M P A I G N S  A N D  R E S O U R C E S

For more information contact:

Kevin Donahue
610-584-2783 Kevin.Donahue@uhsinc.com
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The pandemic accelerated the rollout of remote 

healthcare, and we responded with a toolkit 

of resources shared across BH and AC facilities:

• Digital ads/Social posts

• Editable print collateral

• Media releases and messaging

• Templated telehealth web pages for facilities to 

customize as needed

• An overview of remote healthcare on the 

corporate website

TELEHEALTH

S Y S T E M W I D E  C A M P A I G N S  A N D  R E S O U R C E S



LEVERAGING DIGITAL PLATFORMS
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The pandemic accelerated shifts toward digital channels and 

platforms, resulting in profound change in how we connect with 

customers and business partners:

THE SHIFT TO DIGITAL

L E V E R A G I N G  D I G I T A L  P L A T F O R M S

SEO

Paid Digital Media

Online Reputation Management

Email

Blog

Social Media

DocuSign



UHS was named the #1 healthcare system for Reputation Score 

by Reputation in their recent 2021 Healthcare Report.

ONLINE REPUTATION
MANAGEMENT RECOGNITION

L E V E R A G I N G  D I G I T A L  P L A T F O R M S
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ONLINE REPUTATION MANAGEMENT DURING COVID-19

L E V E R A G I N G  D I G I T A L  P L A T F O R M S

According to Reputation’s report, healthcare 

systems with the highest Reputation Scores 

accumulated an average of 232% more 

reviews than laggards.

232%

In 2020, the UHS Acute Care Division saw a 

30% increase in review volume despite 

COVID-19, service lines being on hold and 

the IT security issue.

30%
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In 2020, a provider’s front-line staff mattered 

more than ever with staff, bedside manner 

and cleanliness being the biggest drivers of 

positive sentiment.

Staff sentiment increased the Acute Care 

Division’s overall star average by +.19 on 

a 5-star scale..

+.19

Wait times and ER care were the two 

biggest drivers of negative sentiment 

in 2020.

Wait time and ER sentiment decreased the 

Acute Care Division’s overall star average 

by -.10 on a 5-star scale.

-.10



Celine.Patterson@uhsinc.com
Celine Patterson
610-382-4403

ONLINE REPUTATION
MANAGEMENT AND BEYOND

L E V E R A G I N G  D I G I T A L  P L A T F O R M S

• As shared within the report, healthcare facilities with a Reputation 

Score >501 see 1,290% more Google My Business (GMB) 

conversions.

• Conversions = patients taking action via clicks to website, phone 

calls and directions.

• According to Reputation, patient ratings/reviews are the single-most 

important factor influencing choice of physicians and facilities next to 

insurance accepted and proximity.
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For more information contact:
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THE STOREFRONT AT THE AGENCY

L E V E R A G I N G  D I G I T A L  P L A T F O R M S

The portal provides BH facilities with ready-made 

collateral on many subjects — including Next Step, Call Us 

First, condition-specific, Telehealth, Substance Use and 

review cards — in as little as two weeks. In addition:

• New templates and division-wide resources are 

regularly added to the portal.

• The Storefront currently features over 200 templates.

The Storefront is expected to expand to Acute Care 

facilities in 2021.

StorefrontSupport@uhsinc.com

For more information contact:
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EMAIL—ACUTE CARE

L E V E R A G I N G  D I G I T A L  P L A T F O R M S

Early in the crisis, the platform was expanded to all Acute Care 

hospitals and systems. Messages included:

• Health Alerts for past patients

• Welcome emails for new ones

• 19 customized monthly campaigns that mix localized 

information and health and wellness content

• News on screenings, upcoming webinars, seminars, 

or support groups to keep subscribers engaged.

This Heart Awareness Month screening 

email from Manatee Healthcare delivered 

an open rate of over 70%!

Jennifer.Palchik@uhsinc.com
Jennifer Palchik
267-625-8348

For more information contact:



L E V E R A G I N G  D I G I T A L  P L A T F O R M S

As a result of COVID-19, many BH facilities embraced email marketing as a 

cost-effective and efficient way to connect with referrals, community mental 

health partners and consumers.

The number of active facility Constant Contact accounts almost doubled 

from 2019, with 155 accounts live in 2020.

Over 2,380 email templates were uploaded across accounts.

Since July 2020, the Corp BH Marketing team has distributed monthly email 

messaging to all facilities, covering various topics, which are simple to 

deploy at the facility level.

EMAIL—BEHAVIORAL HEALTH
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With the suspension of print Health News in the spring, a blog 

platform was created for Acute Care hospital and system websites to 

promote service lines and stories of extraordinary staff, and to share 

health tips and news.

• Launched April 2020

• More than 100 blog posts were published in 2020

• Improvements to platform and process will increase volume in 2021
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L E V E R A G I N G  D I G I T A L  P L A T F O R M S

BLOGS

For more information contact:

Kevin Donahue
610-584-2783 Kevin.Donahue@uhsinc.com



Jane.Crawford@uhsinc.com

In a year when physical connection was limited, Social Media 

played a crucial role in distributing information, responding to 

consumers and anticipating issues. UHS saw huge leaps in the 

amount of work, attention and engagement.

SOCIAL MEDIA
GROWTH CONTINUES

L E V E R A G I N G  D I G I T A L  P L A T F O R M S

Jane Crawford
610-382-4830

42%

35%

36%

52,276
2 0 2 0  P O S T S

256,782,003
2 0 2 0  I M P R E S S I O N S

1,751
2 0 2 0  G R A P H I C S  &  V I D E O S

O V E R  2 0 1 9

O V E R  2 0 1 9

O V E R  2 0 1 9
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For more information contact:



Brian.Connors@uhsinc.com
Brian Connors
951-304-7152

Southwest Healthcare System used a Facebook LIVE event to provide 

timely and accurate local hospital information regarding the COVID-

19 pandemic. The event hosted three hospital CEOs, including one 

from a competitor. The event resulted in more than 3,300 views, 99 

comments and 50 shares.

Facebook LIVE was used across divisions to publicize 

groundbreakings and facility openings, too.

L E V E R A G I N G  D I G I T A L  P L A T F O R M S

SOCIAL MEDIA—STATE 
OF THE HOSPITALS EVENT
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For more information contact:



In addition to public-facing work, the social team offered a variety of 

recorded events throughout the year to educate hospital and system 

staffers on social media best practices and collaborated using online 

tools to maintain a shared content calendar.

SOCIAL MEDIA—WEBINARS
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L E V E R A G I N G  D I G I T A L  P L A T F O R M S
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L E V E R A G I N G  D I G I T A L  P L A T F O R M S

SOCIAL MEDIA—PHOTOGRAPHY

St. Mary’s Regional Medical Center enhanced its visual storytelling on social media by focusing on photography. Simply varying the composition, angles 

and focal points, and sometimes shooting in black and white, helped develop an emotional narrative resulting in increased reach, engagement and shares.



Lori.Boyd@uhsinc.com
Lori Boyd
580-249-3665

St. Mary’s video of nurses reading positive comments aloud as they 

saw them for the first time resulted in touching, authentic reactions. 

The videos were shared on social media during the Thanksgiving 

holiday to thank former patients for taking the time to acknowledge 

their caregivers.
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SOCIAL MEDIA—PATIENT
COMMENT VIDEOS

L E V E R A G I N G  D I G I T A L  P L A T F O R M S

For more information contact:
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The SEO Team started 2020 with 4 SEO 

campaigns for the Behavioral Health division 

and a goal to wean off third-party vendors 

and extend SEO offerings to the Acute Care 

division in Q4 2020.

In 2020, the team developed a suite of 

services to package SEO offerings to BH 

and AC facilities.

JANUARY 2020

Now the SEO Team manages more than 50 SEO campaigns between AC and BH.

NOW

L E V E R A G I N G  D I G I T A L  P L A T F O R M S

SEARCH ENGINE OPTIMIZATION (SEO)
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L E V E R A G I N G  D I G I T A L  P L A T F O R M S

SEO CASE STUDY

Reasons Eating Disorder Clinic

Impressions: +82%

Clicks: +1%

This SEO campaign began in September, and the increase in 

impressions means that Reasons is much more visible in search, and 

gaining traction on more keywords, with some examples (see right) 

moving from the 10th page of listings to the first. The increase in clicks 

is modest, but impressive in that the facility is in one of the most 

competitive markets for eating disorder treatment in the country (Los 

Angeles).

Tony.Morisset@uhsinc.com
Tony Morisset
610-382-4695

For more information contact:



Texoma Medical Center (since implementing February 2021):

Search Clicks: +9% 

Click-through Rate: +6% 

Sessions: +13%

In just one month, the hospital has seen significant gains in both search 

and general site metrics. Work on service line content in 2021 should 

boost traffic further.

Page Views: +11% 

Visitors: +17%
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L E V E R A G I N G  D I G I T A L  P L A T F O R M S

SEO CASE STUDY

Tony.Morisset@uhsinc.com
Tony Morisset
610-382-4695

For more information contact:
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L E V E R A G I N G  D I G I T A L  P L A T F O R M S

DOCUSIGN

In a socially distanced world, getting signed consents is problematic. DocuSign 

rolled out through 2020 and was fully implemented in February 2021, replacing all 

paper-based Marketing consents. Each consent is offered in English and Spanish.

In the last 12 months, 81% 

of requests were completed.

81%

95% of completed consents 

were signed within 24 hours.

95%

2,341 digital consents were 

completed through March 2021.

2,341



Kellie.Manoppello@uhsinc.com
Kellie Manoppello
610-382-4598
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L E V E R A G I N G  D I G I T A L  P L A T F O R M S

DOCUSIGN CONSENTS

Over 200 UHS employees, including Acute Marketing Directors and BH DBDs, have access to the platform with four consents available:

1.  PROMOTIONAL CONSENT

Consent for an individual’s image, voice, statement to be used in 

promotional materials. Ex: Community members, employees, 

volunteers, local figures, etc.

2.  PATIENT HIPAA CONSENT

Consent for disclosure of Personal Health 

Information (PHI). This has a 5-year expiration.

3.  ANONYMOUS PATIENT/GUARDIAN TESTIMONIAL

For use with patients who wish to share their “thank you” 

cards/notes. Names redacted.

4.  LICENSE FOR ARTWORK

Permission to display patient artwork; transfer of 

ownership of artwork.

For more information contact:
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L E V E R A G I N G  D I G I T A L  P L A T F O R M S

PAID DIGITAL MEDIA

COVID-19 hamstrung many of the fundamental tactics and strategies for building business, 

including face-to-face visits and on-site events. Leveraging paid media campaigns, especially 

on search and social platforms, proved an effective way to engage referrers and customers.

2019

2020

Q1 2021

GROWTH IN DIGITAL AD PROJECTS

146

269

108

Mukta.Kasturia@uhsinc.com
Mukta Kasturia
615-573-7340

For more information contact:



• March to May 2020 saw a precipitous decline in business due to fear of COVID-19.

• Responded by following CDC and state of Minnesota health guidelines and developing 

a media plan for Facebook and Paid Search ads targeted to those seeking LGBTQ+-

informed care for addiction and mental health issues.

• Launched in November 2020 with $35,000 spend.

CASE STUDY: PRIDE INSTITUTE
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L E V E R A G I N G  D I G I T A L  P L A T F O R M S



A D M I T S / D I G I T A L F E B J A N D E C N O V

2021 8 10 5 10

2020 0 4 2 4

P C T .  I N C . I N F I N I T E 250% 250% 250%
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CASE STUDY RESULTS: PRIDE INSTITUTE

L E V E R A G I N G  D I G I T A L  P L A T F O R M S

The results, November 20-February 21:

• 330% increase in admissions YOY via 

digital channels.

• 300% increase in web traffic to site.

• Increased conversion rate.

• Decreased costs per click.
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CASE STUDY: ER AT FRUITVILLE

L E V E R A G I N G  D I G I T A L  P L A T F O R M S

Lakewood Ranch Medical Center opened a new freestanding 

emergency room in December 2020, with limited ability for 

community outreach.

The media plan had two parts:

• Traditional: Direct mail, billboards, rack cards, print and radio ads. 

Started month before opening.

• Digital: Display, social media, radio streaming, paid search ads. 

Started opening day, December 12.
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L E V E R A G I N G  D I G I T A L  P L A T F O R M S

• Foot traffic to the ER at Fruitville has increased 85% in first three months.

• More than 1,500 clicks to call or find directions.

• The ER’s web page is the most-visited on the hospital site.

CASE STUDY RESULTS: ER AT FRUITVILLE

D E C  2 0 2 0

J A N  2 0 2 1

F E B  2 0 2 1

VISITS TO THE ER AT  FRUITVILLE

175

254

323

Mukta.Kasturia@uhsinc.com
Mukta Kasturia
615-573-7340

For more information contact:



ALIGNING IN-MARKET RESOURCES



A L I G N I N G  I N - M A R K E T  R E S O U R C E S

SYSTEMS OF CARE IN GEORGIA AND NORTH CAROLINA
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These systems of care promote UHS’ comprehensive behavioral health solutions and substance 

use disorder treatments available to best serve state residents.



The assets available include landing pages, Facebook and LinkedIn 

presences, marketing collateral, an analytics dashboard, SEO and 

cable/streaming TV campaign for Georgia SOC residents.

• Behavioral Health Georgia

• Behavioral Health North Carolina

A L I G N I N G  I N - M A R K E T  R E S O U R C E S

SYSTEMS OF CARE IN GEORGIA 
AND NORTH CAROLINA
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https://behavioralhealthgeorgia.com/
https://behavioralhealthnorthcarolina.com/


Tom Castaneda
956-388-2016

South Texas Health System revisited its branding, with a fresh tag line 

(“Your Health, Our Purpose” / “Tu salud, nuestro propósito”) and a new 

look for marketing materials, including a revised, and earthy, color 

palette and a distinctive design.

Importantly, it emphasized the system of care, including four acute care 

hospitals, a behavioral health facility, six freestanding emergency 

rooms, family medicine and specialty physician practices and 

comprehensive outpatient services.

The refresh rolled out this year on campus and across print, digital, TV, 

radio and more.

SOUTH TEXAS HEALTH
SYSTEM—BRAND REFRESH

A L I G N I N G  I N - M A R K E T  R E S O U R C E S
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For more information contact:
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A L I G N I N G  I N - M A R K E T  R E S O U R C E S

FRN INTEGRATION INTO BH DIVISION

Since May 2020, the Agency has partnered with the Behavioral Health Division Business Development and Operations 

leadership to onboard Foundations Recovery Network (FRN) marketing account management and introduce UHS Agency 

and Marketing Communications capabilities.

Together, we’ve leveraged in-house resources, enhanced the quality of deliverables and marketing strategies, including 

thought leadership, social media and reputation management efforts, and coordinated the in-market promotion of Talbott, 

FRN and Black Bear Lodge within the Georgia System of Care.

Overarching goal: Continue to increase brand awareness and differentiate facility offerings within the Substance Use 

Disorder space.

Following are three examples of recent work for these facilities.
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A L I G N I N G  I N - M A R K E T  R E S O U R C E S

Michael’s House initiated a campaign to target potential 

customers by honing in on “We’re ready and here to help” 

messaging in their local market. Once the campaign was 

identified, it was shared across all marketing and business 

development channels.

Campaign assets included:

• Constant Contact email

• Social media graphic

• Editable graphic

• Flyer

MICHAEL’S HOUSE



Talbott launched a program to treat the mental health needs of 

First Responders, and adopted assets developed by the Agency to 

support the Honor Strong Program, which is used at several other 

UHS facilities nationally.

TALBOTT RECOVERY

A L I G N I N G  I N - M A R K E T  R E S O U R C E S
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A L I G N I N G  I N - M A R K E T  R E S O U R C E S

SKYWOOD OUTPATIENT AT ROYAL OAK
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Foundations Detroit was rebranded as Skywood Outpatient at 

Royal Oak to be more closely aligned to Skywood Recovery, which 

is located about 2 hours away.

The campaign around the rebrand emphasizes the continuum of 

care available to patients in the Detroit market, as the two facilities 

refer to one another as needed.

The campaign included:

• Press release

• Web updates

• New logo

• Directory updates

• Email template

• Flyer

Katie.Forbis@uhsinc.com
Katie Forbis
615-498-0053

For more information contact:



HIGHLIGHTS FROM THE YEAR
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H I G H L I G H T S  F R O M  T H E  Y E A R

BH TOOLKITS: STREAMLINED
CONSUMER RESOURCES

With the need to quickly produce and deliver new, multi-channel resources across 

the division, we streamlined marketing efforts and increased standardization with 

the development of 15+ toolkits in 2020.

These toolkits included COVID messaging, Telehealth/teleassessments, Mental 

Health Month, School Resources, Suicide Prevention Month and more.
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H I G H L I G H T S  F R O M  T H E  Y E A R

BH TOOLKITS: STREAMLINED
CONSUMER RESOURCES



In 2020, templated 30-second commercials were produced and 

implemented by at least 50 facilities, providing a turnkey and cost-

effective opportunity to reach prospective patients and their loved ones 

via cable TV, streaming video, digital campaigns and social media. 

DIRECT-TO-CONSUMER 
RESOURCES: TEMPLATED 
BH COMMERCIALS

H I G H L I G H T S  F R O M  T H E  Y E A R
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https://app.frame.io/presentations/5183a0a2-8518-4d0b-8682-49fd55c8f9f1


H I G H L I G H T S  F R O M  T H E  Y E A R

CANYON CREEK 
BEHAVIORAL HEALTH

Canyon Creek Behavioral Health, one of UHS’ de novo partners with 

Baylor, Scott & White, opened its doors in September 2020 and currently 

provides inpatient treatment options for adults facing issues with mental 

health and mood disorders such as bipolar disorder and depression.

A virtual ribbon-cutting event was held in honor of the opening and 

garnered over 920 views on Facebook Live. Other key metrics include:

• 1,345 people reached

• 522 engagements

• 44 reactions

• 46 comments

• 5 shares
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Christine Beltran
702-835-9705

The Valley Health System team provided updates on the status of the 

future Patient Tower through a live view of construction on the website, 

social media updates, media coverage and existing campaigns. The news 

was tied to the “Safe. Trusted. Ready.” recovery campaign, which was 

used extensively across the company.

CENTENNIAL HILLS HOSPITAL
—NEW PATIENT TOWER

H I G H L I G H T S  F R O M  T H E  Y E A R
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Christine.Beltran@uhsinc.com
L I V E  W E B  C A M

P R I N T  A D

D I R E C T
M A I L

M E D I A
C O V E R A G E

S O C I A L
M E D I A

For more information contact:



Gretchen.Papez@uhsinc.com
Gretchen Papez
702-388-4663
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H I G H L I G H T S  F R O M  T H E  Y E A R

As a critical-access hospital, Desert View Hospital offers 

outpatient services to keep residents close to home rather than 

traveling an hour for services.

To promote key service lines and keep volumes up amid the 

pandemic, this campaign used a billboard, various print ads, 

email and social media.

DESERT VIEW HOSPITAL
—OUTPATIENT SERVICES

For more information contact:



Judy.Martinez@uhsinc.com
Judy Martinez
956-523-2020
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H I G H L I G H T S  F R O M  T H E  Y E A R

COVID-19 decreased business across all Outpatient Services, 

including Mammography, which dropped from 2,097 patients in 

2019 to 1,329 in 2020.

The After-Hours Mammogram Fiesta was created to allow women to 

feel comfortable coming in for essential care in a safe environment.

The three-day event was a success. All scheduled slots were filled 

within the first week of announcing the event on Facebook.

FORT DUNCAN—AFTER-HOURS 
MAMMOGRAM FIESTA

For more information contact:
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Lakeside wanted to unify its brand presentation and communicate that:

• The need for addiction and mental health treatment can happen to 

anyone.

• If nothing else, seek treatment for the people in your life.

In addition to an overall brand Creative Concept, program-specific 

concepts were developed that incorporated key design elements and 

nuances from the overarching design while enabling a distinctive, 

branded “voice” for each program.

LAKESIDE BEHAVIORAL 
HEALTH SYSTEM

H I G H L I G H T S  F R O M  T H E  Y E A R



Betty.Chambliss@uhsinc.com
Betty Chambliss
941-745-7545
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H I G H L I G H T S  F R O M  T H E  Y E A R

Manatee Memorial Hospital became the first hospital on Florida’s West 

Coast to implant the next-generation WATCHMAN FLX on August 18, 

2020.

It celebrated becoming the first hospital in the state of Florida to achieve 

500 WATCHMAN/WATCHMAN FLX cardiac procedures in October.

Targets for the campaign: adults age 45+, physicians and their offices.

Channels included print ads, articles, patient testimony videos, podcasts, 

brochures/flyers, social media posts, news releases and website.

MANATEE HEALTHCARE SYSTEM
—STRUCTURAL HEART PROGRAM

For more information contact:



H I G H L I G H T S  F R O M  T H E  Y E A R

MAYHILL HOSPITAL
—SENIOR ADULT PROGRAM

Mayhill, in Denton, Texas, strove to increase awareness around its Senior Adult program 

in Q3-Q4 by launching a digital display plan and leveraging a local newspaper 

print/web/social proposal targeting adult children and caregivers of senior adults.

The opportunity to target broadly in digital with additional hyperlocal tactics created 

both scale and efficiency in the traditionally expensive Dallas market.

Media spend:

Google Display: $10,000, June 8 – November 9

Denton Record Chronicle: $3,000, July - September
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Gloria.Andree@uhsinc.com
Gloria Andree
484-690-6727

The Google Display campaign drove 159,000 clicks and 22.5 

million impressions. Two Denton Record Chronicle print ads per 

month, July through September, provided an additional 12,700 

social media impressions.

The campaign helped to stabilize admissions after a COVID-related 

plunge in the Spring.

MAYHILL HOSPITAL RESULTS
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For more information contact:

ADMISSIONS JULY -NOV

INPATIENT GERIATRIC (PSYCH & DETOX)  

2 0 1 9

2 0 2 0
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248



Jamii.Uboldi@uhsinc.com
Jamii Uboldi
775-356-4933
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The market’s first FED opened in August 2020.

The Strategy: Engage community stakeholders in grand opening and 

launch multi-channel marketing campaign to the public, including a 

Facebook Live event.

The Outcome: The grand opening event, over three days, hosted nearly 

100 community leaders; the multi-channel marketing campaign was active 

in the market through year end.

NORTHERN NEVADA MEDICAL CENTER
—ER AT MCCARRAN NW GRAND OPENING

For more information contact:



Martha.DelToro@uhsinc.com
Martha Del Toro
806-354-1118

Northwest Texas developed a unique partnership with a high-end gym 

and wanted to use the change as an opportunity to appeal to both 

athlete and non-athlete audiences.

Successful strategy implementation included logo, billboards, print 

ads, digital ads and brochures.

Results from the campaign: 73% increase in outpatient visits.

NORTHWEST TEXAS HEALTH 
SYSTEM—NORTHWEST SPORTS 
AND ORTHO LAUNCH

H I G H L I G H T S  F R O M  T H E  Y E A R
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For more information contact:



Julie.Montague@uhsinc.com
Julie Montague
661-382-6601

H I G H L I G H T S  F R O M  T H E  Y E A R

Palmdale Regional commissioned a 6-video series called “Keeping It Real with 

COVID-19” to spotlight its passionate, caring staff.

In it, nurses, therapists and technicians shared what they were feeling and 

experiencing during the COVID-19 pandemic.

The series was a way to bring home to the community the realities of the 

healthcare response and the need to help bring the pandemic under control.

Watch them here.

PALMDALE REGIONAL MEDICAL CENTER
—”KEEPING IT REAL WITH COVID-19”

59

For more information contact:

https://www.palmdaleregional.com/about/blog/keeping-it-real-covid-19


In 2020, the Agency partnered with Peachford Hospital, in Atlanta, 

to re-energize facility branding and marketing assets. This Creative 

Concept reflects the hospital’s geographic location and highlights 

its tagline “Bringing life into balance” across all channels.

PEACHFORD HOSPITAL
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The Agency supported annual enrollment campaigns in Nevada, Texas 

and Florida with various elements.

• Launched redesigned website

• Assisted in writing, designing and the fulfillment of provider and 

member newsletters for the Medicare business line.

PROMINENCE HEALTH PLAN

H I G H L I G H T S  F R O M  T H E  Y E A R



Gretchen.Papez@uhsinc.com
Gretchen Papez
702-388-4663
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Goal: To create awareness around the newly-opened FED and 

boost census at the hospital-based ER.

Activities included:

• Radio advertising on the top two stations

• Digital campaigns

• 2 PSAs in monthly print publications

• Short web videos featuring the FED 

medical director

SPRING VALLEY HOSPITAL
—ER CAMPAIGN

• Updated website content and social 

media posts

• Maps with directions to EMS as leave-

behind in case patients decide to seek 

ER care at a later time

For more information contact:



Gretchen.Papez@uhsinc.com
Gretchen Papez
702-388-4663
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With the cancellation of many pediatric-related events due to the 

pandemic and temporary cessation of our pediatric publication, social 

media was the only channel for highlighting patients, staff, activities, 

special volunteers and new community partners. The results:

SUMMERLIN HOSPITAL
—PEDIATRICS

H I G H L I G H T S  F R O M  T H E  Y E A R

Go Gold for Childhood Cancer

• Impressions: 3,342

• Engagements: 721

Meet Billie

• Impressions: 2,715

• Engagements: 378

Outpatient Therapy/Halloween Fun

• Impressions: 1,399

• Engagements: 297

May the 4th Be With You

• Impressions: 1,686

• Engagements: 241

For more information contact:



Amber.Sweeney@uhsinc.com
Amber Sweeney
903-416-5505

64

H I G H L I G H T S  F R O M  T H E  Y E A R

Despite the pandemic, TMC pursued a strategy to grow CONGO service 

lines in 2020, including its Structural Heart program. Key business 

objectives included to increase total cardiology cases and TAVR 

procedures, introduce WATCHMAN program, and increase awareness of 

the Texoma Heart Institute.

Marketing efforts focused heavily on social media, digital blogs, 

evergreen campaigns, TV, news articles and supporting PRM outreach.

TMC’s cardiology case volume increased 21% year over year. Growth of 

the program helped TMC to compete with health systems in the Dallas-

Fort Worth area.

TEXOMA MEDICAL CENTER
—CARDIOLOGY/STRUCTURAL HEART

For more information contact:



Merideth.Allard@uhsinc.com
Merideth Allard
951-331-2220

TVH hosted its first Drive-Thru Health Fair in June 2020.

The objective of the event was to have the community see that TVH was 

safe and prepared to care for the community. The event had a positive 

turnout and successful media coverage.

After the event, TVH received many calls from across the country 

asking for tips and strategies on how to plan and execute healthcare 

events during a pandemic.

TEMECULA VALLEY HOSPITAL
—DRIVE-THRU HEALTH FAIR

H I G H L I G H T S  F R O M  T H E  Y E A R
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For more information contact:



Allen.Poston@uhsinc.com

Collateral material to target 
physicians and patients

H I G H L I G H T S  F R O M  T H E  Y E A R

What can you do when COVID-19 forces the cancellation of all in-person 

seminars? The seminar went online only, and a chat service was added to 

the website to answer questions in real time to gather patient information 

for leads, and to direct people to the online seminar. WRMC aggressively 

marketed it with direct-to-consumer billboards, social posts and 

testimonials, and brochures for physician referrals. Despite being shut 

down for two months, the program surpassed 2019 surgical case 

volumes and qualified for Blues and Optum Distinction, opening a 

business channel that was previously not available to the program.

WELLINGTON REGIONAL
MEDICAL CENTER—BARIATRICS
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Online 
patient seminar 

Creative billboards placed 
throughout the PSA 24/7 

live chat 
For more information contact:



ACUTE CARE 

Nicole Fufaro, Senior Acute Care Marketing Account Manager, 

Nicole.Fufaro@uhsinc.com, 484-690-6726 

BEHAVIORAL HEALTH

Taylor Reber, Senior Behavioral Health Marketing Account Manager, 

Taylor.Reber@uhsinc.com,  484-584-2799

Katlyn Lowry, Behavioral Health Marketing Account Specialist, 

Katlyn.Lowry@uhsinc.com, 484-584-2787

Gloria Andree, Behavioral Health Marketing Account Specialist, 

Gloria.Andree@uhsinc.com, 484-690-6727

Katie Forbis, Behavioral Health Marketing Account Specialist, 

Katie.Forbis@uhsinc.com
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CONTACTS

ONLINE REPUTATION MANAGEMENT

Celine Patterson, Lead, Online Reputation Management, 

Celine.Patterson@uhsinc.com, 610-382-4403

PAID DIGITAL MEDIA

For more information: Mukta Kasturia, Digital Media Manager, 

Mukta.Kasturia@uhsinc.com

SEO

Tony Morisset, Lead SEO Specialist, 

Tony.Morisset@uhsinc.com, 610-382-4695

SOCIAL MEDIA

Jane Crawford, Director, Corporate Communications, 

Jane.Crawford@uhsinc.com, 610-382-4830
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