A LYRICAL SOLUTION: PROHEALTH CARE

A 10-year branding success story

								

“I’ve got a reason to live.”
“I’VE GOT A REASON TO LIVE”
ProHealth Care (www.prohealthcare.org) is a Wisconsin-based, regional critical and primary care provider with nationally recognized programs and doctors. It ranks among the
most advanced community health care systems in the country.
The advertising program uses individual product lines, such as cardiac or cancer care, to
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advanced community health care systems in the country. The campaign, which debuted in 2003, is currently in it’s fifth round of creative, and
continues to perform well.
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HOME.” The advertising program used individual product lines, such as cardiac or cancer care, and an
uplifting original song (I’ve got a reason to live”), to establish an umbrella brand for the entire system. At
the time, this system included two hospitals, 25 physician clinics, and various home health care, hospice,
assisted living and health & fitness centers.
The campaign received numerous advertising awards, including Healthcare Advertising Awards Best of
Show, an international competition with entries from all 50 states and multiple foreign countries.
Following are some campaign highlights.
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BILLBOARD, 2006

ProHealth Care launched its new branding campaign in the fall of 2003, in the most hotly contested
healthcare market in the nation. Yet during the initial 2 years of the new brand launch:
AWARENESS OF PROHEALTH CARE EXPLODED,
FROM 2% UNAIDED AWARENESS TO 38%
PREFERENCE FOR CANCER SERVICES INCREASED BY 8%
PREFERENCE FOR MATERNITY SERVICES INCREASED BY 10%,
AND FOR HIGH RISK BABIES BY 13%

“We did something I was not sure we’d ever do: We drew even with St. Luke’s (a statistical dead heat)
in consumer preference for a heart surgery hospital. St. Luke’s is at 36% and we are at 34% in the PHC
service area for the question: Which hospital would you go to or recommend for open heart surgery?
In previous studies dating back to 2001, St. Luke’s drew between 41% and 49% of respondents. They
were in the 50s in earlier studies. Up until this study, the narrowest margin was 14 points, well outside
of a margin of error. We had never attracted more than 27% of respondents before.”
								
								
								
								

-Gary Buerstatte
VP of Marketing
ProHealth Care
July, 2005

Postscript: Two years later, ProHealth Care would overtake St. Luke’s in preference for critical heart care.

“REASON TO LIVE” CAMPAIGN HIGHLIGHTS
After five years, the campaign continued to exceed client projections. Here are just
a few examples:
RETURN ON MARKETING EXPENDITURES (ROME), 2008
(A formula for tracking return for every marketing dollar spent; client target is $5)
CARDIOLOGY		
$87.32 per one dollar spent
CANCER		
$47.16 per one dollar spent
NEUROSCIENCES
$42.11 per one dollar spent

NEW PATIENTS, BY PRODUCT, BY MONTH, 2008
			
January		
March		
CARDIOLOGY		
115		
223		
CANCER		
60		
119		
NEUROSCIENCES
82		
141		

May
254
131
178

BUS GRAPHICS, 2005

MILWAUKEE JOURNAL/SENTINEL, 2005

SPARK OF LIFE TEA, 2005

Our campaign for The Women’s Center claimed “no one understands women better than we do.”
To reinforce this point, we created things like our own line of custom-blended teas and hand lotions.

MOUTH-BLOWN GLASS LOGOS, 2005

BILLBOARDS, 2006

In late summer of 2009, ProHealth Care aired a commercial featuring their
two-time defending national champion Senior 75’s softball team. The team,
made up of 74-to-80 year-old players, gained instant celebrity status in
Southeastern Wisconsin. Over a year later, the team continued to visit senior
living centers in the area, giving inspirational talks and putting on exhibitions.
Several local papers dedicated large feature articles about the team. And, the
next summer, an exhibition game pitting the team vs. their ProHealth Care
physicians garnered a four-minute piece on prime time news.
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Someone once said that youth is wasted on the young.
But not in Waukesha County.
A case in point? The ProHealth Care Senior 75’s softball team.
To watch them play, you’d swear they’re ageless.
But in fact, they are all aged -- between 75 and 80 years old.

PLAYER 1:

You’re never too old until you’re cold.

ANNCR:

They also happen to be two-time defending national champions.

PLAYER 2:

Most of the other teams are sponsored by funeral homes. . .

Introducing an Extraordinary Team.
(The Ballplayers Aren’t Half Bad, Either.)
The ProHealth Care Senior 75’s softball team. To watch them play, you’d swear they’re ageless.
Yet they’re 75~80 years old. They also happen to be two~time defending national champs.
But what’s really special is the team behind the team. ProHealth Care physicians
are doing many amazing things. To get one of your own, visit www.prohealthcare.org/doctors
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100-FOOT-LONG MURAL, 2009

