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P r e p a r e d  b y :





EXECUTIVE
SUMMARY

This campaign book is comprised of essential information for
conducting a successful campaign for our client, Shoreline
Orthopaedic located in Holland, Michigan. For the purpose of this
campaign, both primary and secondary research were conducted in
order to gain crucial information that would form Shoreline's
marketing strategies, tactics, and objectives. Primary research was
conducted in order to get a better understanding of the attitudes,
perceptions, beliefs, and needs of the patients at Shoreline. Secondary
research was conducted to gain marketing information on other
orthopedic practices, the best marketing strategies to implement in
the digital world, and information about our target market. Results
from both the primary and secondary research data allow us to
identify various opportunities and problem areas, using a situational
analysis format. From this, we were able to identify our problem
statement, strategy, objectives, and tactics. The plan of action for
Shoreline bridges the communication gap between Shoreline and their
patients, by utilizing tactics based on patient and staff responses. The
evaluation section allows Shoreline to make sure that the set objective
is being met.  This section also includes information on how to analyze
this data by utilizing analytic programs, surveys, etc. The last portion
of this campaign book is the appendix, which includes evidence of data
that was gathered during the research process of the project. 



PROBLEM STATEMENT

"HOW CAN WE MARKET TO A
BROAD DEMOGRAPHIC RANGE OF
ORTHOPEDIC PATIENTS IN WEST

MICHIGAN AT SHORELINE
ORTHOPAEDIC?"

Shoreline has an advantage compared to some of their competition in the sense that they have not
had to advertise their practice as heavily in the past, due to their strong community reputation.
This can be considered a double edged sword. With the new age of digitized marketing and
technology, it is becoming more common that orthopedic practices promote themselves on
multiple platforms and mediums.  This helps these practices get the word out about their company
and pulls in potential patients. This technology is giving the competition a voice and people are
listening.  In order for Shoreline to stay relevant and on top of their competition, it is crucial that
Shoreline start to take marketing more seriously. The question that is posed above is a question
that Shoreline has been searching to answer, after realizing how broad of a demographic is
included in the patients at Shoreline. Again, because technology has changed the way we operate in
our everyday lives, it is crucial to understand how these different demographics think. It is equally
important to fulfill patient needs in order to keep a stability in the practice. By answering this
question, Shoreline will have a better insight on what mediums to advertise on and how to better
communicate with the patients of Shoreline Orthopedic. Thus, providing Shoreline with the tools to
go above and beyond their competition. 



OBJECTIVE

-  INCREASE  THE  PATIENT  POPULATION  AND  BRAND

RECOGNITION  AT  SHORELINE  ORTHOPAEDICS .

AUDIENCE :

As mentioned previously, there is a

broad range of demographics that need

to be reached at Shoreline Orthopaedic.

The main focus of this campaign is to

gain more patients between the ages of

thirty-five to eighteen, or Millennials

and the Gen Zers. 

MEASURE :

A 30% increase in patient

appointments/interest in Shoreline

Orthopaedic. Increase in the

engagement between Shoreline and

patients/potential patients on social

platforms, ROI, and patient acquisition

cost (PAC).

 
STRATEGY :

Using a story that explains the "why" of

Shoreline in a creative, and heart felt

matter. Why does Shoreline matter?

What is their story? What makes them

unique from the competition? We would

really like to breathe new life back into

Shoreline. By doing so, we will be able

to differentiate Shoreline from

competitors.

TACTIC  1 :

SOCIAL MEDIA & CONTENT
MARKETING

TACTIC  2 :

COMMUNITY EVENTS

TACTIC  3 :

WEBSITE & SEARCH
OPTIMIZATION

TACTICS :

These tactics are going to aid Shoreline

in carrying out the main objective, while

also incorporating the strategy of

storytelling.

TACTIC  4 :

EXPLORING TRADITIONAL MEDIA,
PARTNERSHIPS, &
SPONSORSHIPS

***THESE TACTICS WILL BE EXPLAINED
MORE IN-DEPTH LATER ON.



RESEARCH



P R I M A R Y
R E S E A R C H

INTERVIEWS
Interviews were conducted to gain insights and understanding between Shoreline and

their patients. There are three different, main stakeholder categories in which

interviews were conducted including Shoreline staff, Shoreline partners, and

Shoreline patients. All of the people selected for these interviews were based the on

stakeholder and affinity mapping, which can be viewed on the next few pages. 

PHONE SURVEYS
Phone surveys were conducted for five Shoreline staff members and one of

Shoreline's partners. This was used as a way to interview stakeholders in an quick

and efficient manner. This method was beneficial for those stakeholders with

particularly busy schedules.

ONLINE SURVEYS
Online surveys were used for patients that were unable to write, due to injury, or

patients with limited time to complete an in-person interview. These patients were

talked to in-person prior to taking the online review. Small cards were passed out

including the introduction and link to the survey. SurveyMonkey was used as a

platform for these surveys, as it allowed ease of use and real time cohesive results.

There were three online surveys that were completed total.

IN-PERSON SURVEYS
A majority of the interviews conducted in this study were in-person interviews.

This helped us to have an advantage in visualizing facial expressions, tone, body

language, and more. There were nearly thirty six patient interviews and seven staff

member interviews that were conducted in person. 



STAKEHOLDER MAP

Affinity mappings was done in order to help us identify all of the people, organizations, and outside
resources that impact Shoreline in either a positive or negative way. As you can see, Shoreline is in
the middle of the map, as they are the focal point of this project. The darker green areas touching
Shoreline are the primary stakeholder groups that have direct interaction with Shoreline. The light
gray areas branching off of the primary stakeholder groups, break down these groups more in
depth so that we have a better understanding of those affecting Shoreline. The blue cards are the
main referral sources that are crucial for Shoreline to target with in their marketing efforts, as they
typically have direct impact on Shoreline.



STAKEHOLDER MAP

From our Affinity Mapping, we were able to create a digitized copy of Shoreline's  stakeholder
map. This stakeholder map shows all of the connections that are important to Shoreline in many
shapes and forms. 



INTERVIEW
REPORTS



PATIENT
RESULTS



PATIENT
REPORT

During this campaign, patients were interviewed on two different office days, with Round One being on a
Wednesday and Round Two being on a Monday.  The patients who participated in the online survey were also
included in this data, which was recorded on a Thursday. As you can see from the first question, a majority of
patients are hearing about Shoreline through family physician referrals in both Round One and Two. For the
online survey, patients were split between family, friends, and emergency room referrals. Along with this, a
majority of patients decided to follow through with their referral source, based on the trust factor in all three
categories. 
 
In the third question, we ask patients to rate Shoreline based on their marketing services, specifically. A majority
of Round One patients rated Shoreline a five, but a majority of Round Two patients rated Shoreline a three. Survey
patients rated Shoreline a three. There were also a lot of patients that selected "other" and explained that they
have not seen or been made aware of any of Shoreline's marketing tactics. As for the fourth question, Round One
patients indicated the helpful and friendly staff were a reason for recommending Shoreline to others. Round Two
and Online Survey patients stated that the level of care received at Shoreline was the reason behind their
recommendation to others. As for the "other" category, patients explained that this was their first visit with
Shoreline, so they were unsure if they would recommend Shoreline just yet.
 
In the follow up to question four, a majority of patients stated that they "sometimes" referred Shoreline to others.
For the online survey, this question was not included due to question number restraints. As far as information
flow, patients in Round Two are looking at social media the most, whereas patients in Round One win were looking
to television to get information. Online Survey patients were looking at websites more.  As for leaving reviews for
other companies, most patients did not do this. The few that did, typically left them for restaurants. In
remembering a time where an orthopedic advertisement had stuck out to them, a majority of them could not recall
a time. There were a few that mentioned Holland Hospital television and billboard advertisements. Some patients
recalled seeing print ads for walk-in appointments and hours of operation. As for social media platforms, Facebook
was the winner in all three of the categories.  As for figuring out which medium would best be suited for the
patients, a majority of patients chose social media as their top choice. In the "other" category many patients were
mentioning physician recommendation and texts messages would be a good way to communicate with them in
terms of marketing. The second winner was television ads, brochures, and email. 
 
In Round One, a majority of patients were over the age of seventy five. In Round Two, a majority of the patients
were around the age of fifty-five to sixty-four with a close runner up being between the ages of thirty-five to forty-
four.  
 
By looking at this data, we can conclude that there is a large difference in demographics between Monday and
Wednesday. Round One (Wednesday) tended to consist of an older demographic compared to Round Two
(Monday) which consisted of a more "middle aged" demographic. We note this, because it has a significant effect
on the data recorded for those days. As you can see, television ads are most utilized in Round One, because this
demographic may not be as familiar with social media as the demographic in Round Two. 



PATIENT REPORT:
FUTURE STUDIES

Future Studies: There were two interview days in which patient data was gathered. These days

were on Monday and Wednesday, of two seperate weeks. Wednesday was the first interview

trial. We found that many patients were not filling out the survey completely. This may result

in some skewed data. In question nine of the survey, patients were not completely ranking

each category and some only ranked a few categories. After realizing this, the  survey

questions were formatted differently, in order to optimize survey results. Results from the

following Monday included more completed surveys and more written responses. Answers

for some write-in questions were categorized, to make the data easier to understand. Some

responses were shortened, due to time constraints. Future studies should consider running a

trial run of surveys online prior to passing them out in person, in order to eliminate any

confusing questions or problem areas.



AFFINITY MAPPING

Affinity mapping was completed for insights that were found after completing Shoreline staff interviews.
This mapping is split up into six different categories and will be explained in depth in the coming pages.



SHORELINE
STAFF

From the interviews that were conducted with the various staff members at
Shoreline Orthopaedic, we discovered many key insights including the
following:

 



SHORELINE
STAFF



S E C O N D A R Y
R E S E A R C H

GOALS
The goal of this secondary research was to find information about the marketing

strategies and actions of other orthopedic practices. We primarily wanted to see

how social media was affecting these practices in a negative or positive way. We

also wanted to find tips that Shoreline would be able to implement in the future.

Our secondary research should aid in supporting the tactics, beliefs, and ideas

implemented in this campaign, along with the primary research.  The two primary

categories of this research are split into online articles and scholarly journals.

From this, we have learned a lot about advertising in the United States and more

specifically, advertising in Holland, Michigan.

ONLINE ARTICLES
When it comes to the marketing tactics of successful orthopedic practices, it was

found that consistent branding, target marketing, tracking and implementing your

ROI strategy, building trust, and creating high engagement with patients were the

driving factors in the success of these practices. 

 

Consistent Branding: Branding helps businesses to differentiate themselves from

the competition. With consistent branding, patients will be able to understand

what makes Shoreline unique. Branding can include things like a logo, value

statement, message, theme, tone, etc. Branding gives these areas same idea behind

them and make the practice easily recognizable. "Branding is not just about

promoting your product, but it is about engaging patients and providing a value-

for-money experience (Mangrolia, 2018)." The Internet makes branding much

easier in bridging the communication gap between practice and patient. You can

show this off through the practice website, social media, and on various advertising

mediums.



ONLINE ARTICLES
Target Marketing:  Online marketing tools have given us in-depth descriptions about the type

of people that engage with a businesses social media, website, and advertisements. Along with

this, these tools have given us the ability to target specific demographics in our market,

helping businesses to market to the right people. This marketing tool gives us a broader reach

that can be used to target people anywhere in the world, which ultimately gets the business

name and brand out. 
SEO-  In today's world, many people find information through the means of a search engine. Search Engine

Optimization tools (SEO) are useful in figuring out who is searching for your name or specialization and what

they are searching exactly. Knowing these two things can help you better market to these people. Shoreline

already does a decent job in this area from what we can see from searching things like "orthopedics holland,"

"orthopedic practices in holland," etc. Google Analytics and Adwords is a great place to start. "Google Adwords

is statistically the highest ROI digital marketing effort a practice can utilize (Goldberg, 2017)." You can set a

budget, bid one specific words, and will have the ability to come out on top compared to the competition.

Exposure-  Getting out into the community and engaging with others is beneficial for both parties. Orthopedic

practices can take advantage of educational opportunities, sponsorships, and exposure (Dydra, 2013). Other

practices have taken advantage of sporting events in their communities, educational seminars, and networking

with local medical experts. This has proven to show their dedication to the community and their passion. 

Social Media Strategy-  Many people are using social media. In fact, an adult typically spend at least an hour a

day on social media and social media has proven to be the most effective for branding in orthopedic practices

(Goldberg, 2017). According to Dr. Bray (leading neurosurgeon at DISC Sports & Spine Center), Internet

presence needs to be dynamic like the Internet, as it is always changing (Dydra, 2013). The information included

needs to be as up-to-date as possible. Changing the company website to fit the needs of your market is crucial. It

is equally important to post with intent and to keep the reason, message, and market in mind. Keeping a positive

message inside your social media strategy is also helpful. Using "catchy" or "flashy" advertising often catches up

to the practice. Instead, show that you care and that you have a good reputation. This is what patients tend to

care about most. Patients typically don't like negativity. 

Story:  Along with this, having a story also helps in linking a brand to the practice in social media and has

proven to be effective. Patients in the field are dealing with a lot of stress and want to know that they will be

okay. Storytelling can help patients relate and motivate them to undergo a specific surgery and physical

therapy (Dydra, 2013). 

Ads:  Posting on social media helps patients to see information about your practice, but posting ads on these

platforms helps to improve business reach and traction. As mentioned previously, this can be done through

target marketing. Ads are sent out to be cross-referenced with a variety of consumer data points (Goldberg,

2017).  Done correctly, this form of advertising can lead to an increase in appointments and interest in the

practice. 

Personalization:  When it comes to highlighting surgeons, including their credentials is great, but people want

to connect and relate to their surgeon more. Tell the stories of surgeons and make it personal. This will give

patients talking point when visiting the doctor and make them create a stronger relationship.

Dedication to Marketing:  To be successful, marketing has to be a big part of the business. When you think

about Apple or McDonalds, you start to realize their ads are everywhere. This is because they have dedicated

a large part of their business to marketing. Traditional and online marketing both need to be implemented, in

order to reach a broad range of demographics (Goldberg, 2017). You must constantly engage with patients in

every way possible. 

 



ONLINE ARTICLES
Videos: Digital Targeted Videos are helping business get the word out about their product/service to a large

range of people. "Facebook and Google are said to be pushing out more video content than written content

(Goldberg, 2017)".  In healthcare, more patients are performing Youtube searches to get information on

treatments, procedures, and conditions (Goldberg, 2017). Again, you can target specific demographics that

will allow them to see your ads before their video plays. Important things to note is that this is more cost

effective than tv/radio/print advertising, it can be shown several times a day, and there is more brand recall

or people remembering what was shown (Goldberg, 2017). "In 2011, there were around 50,000 searches on

Youtube related to orthopedic care (Saleh, 2012)." Since then, the channels for Health care and searches

have only grown.

ROI: All of these strategies serve some sort of purpose. It is nearly impossible to understand

how these strategies are doing if there is no evaluation or return on investment (ROI)

involved. Evaluation is important to do in any marketing campaign. Knowing what one spent

on ads and the profit gained from those ads can help a business grow and learn. Marketing

initiatives can add up very quickly, so knowing what is making a difference and what is not,

can help the business thrive. As mentioned previously, online analytics make this easier to

track than ever before. "According to one study by IPSOS, digital marketing generates 2.8

times more revenue than traditional marketing (Mangrolia, 2018)." The higher the online

traffic, the quicker you can convert the traffic to leads.

Trust: Feedback and reviews are everything nowadays. Most patients typically trust a

business or product when it has an abundance of positive online reviews. Good feedback and

reviews can get someone that is on the edge to switch to your practice or increase the

patient population at your practice overall. 

Engagement: Patients interest, wants, and needs are constantly changing. Staying on top of

this will help you to understand your patients better. This information is vital for the success

of the company. Surveys can often help businesses to understand patients better. Through

social networks and online analytics, you are also able to get a better grasp on the patients

for your practice. You are also able to interact with patients through posts. 

SCHOLARLY JOURNALS
There were a vast amount of scholarly journals that were found on online databases. Some of

the key takeaways from included: 

 

Advertising Orthopedic Practices:In one study, Direct-to-Consumer Advertising (DTCA) for

orthopedic practices was examined and found that this form of advertising can be used to

enhance patient knowledge, encourage patients to seek their options, and strengthen the

communication between doctors and their patients (Bozic, 2007). However, there are some

downfalls to DCTA as well. Results indicate that more than ninety-eight percent of

orthopedic surgeons had patients who have experienced DTCA advertising, with seventy-

seven stating that they may have been confused or misinformed on specific surgeries and

procedures (Bozic, 2007). Some respondents even felt pressured to use a specific surgery.

This is important to note and try to avoid for the purpose of this campaign. Orthopedic

surgeons in this study are often weary on DTCA, as it can negatively impact their patients if

not done correctly.



SCHOLARLY JOURNALS
Social Media Usage of Orthopedic Patients: 

Millennials-  In May of 2018, Cox Health Marketing released findings from a study indicating the

millenials are quickly emerging as a diseriable audience for orthopedic care (Johnson, 2018). The

study was conducted nationwide and survey 2,000 people with three hundred fifty-six of those

adults being millennials aged eighteen to thirty-three. Orthopedics has a large demographic of

Baby Boomers, but that demographic is slowly diminishing. Millenials are strongly impacting

demand and many driving forces for products and campaigns. Other key takeaways from the

survey include: millennials are an active generation that enjoy health and wellness, marketing

impacts millennials choices (thirty seven percent say marketing helped their decision), and retail-

like experience is of huge importance when it comes to healthcare providers (Johnson, 2018).

Millennials are looking for the convenience of scheduling. They typically will choose hospital first

and then specialists, which is different compared to other generations. The survey shows how

important it is to utilize media, but also use other channels of marketing to reach them as well,

especially before and after their journey with orthopedics.

Increase in Social Media- In another study conducted in Turkey, it was found that orthopedic

patients typically use social media and the Internet to search for specialists or physicians and to

search for solutions/diagnosis to health problems they may be faced with (Duymus, 2017). The

results show that thirty-four point two  percent of patients consulted with Orthopaedist using the

Internet and forty-eight point seven percent preferred websites that allowed users to ask the

orthopaedist questions (Duymus, 2017). In another study that occured in 2012, it was found

sixty-one percent of adults were using the Internet to look into their Health Care options regularly

(Saleh, 2012). 

Benefits: Social media can be used to enhance patient knowledge, communication between

doctors and patients, and can overall make patients feel more comfortable knowing that other

people have gone through the same thing. Information gathered online in health care often

complements what a patient's physician tells them (Saleh, 2012). The Internet helps patients to

get confirmed information and can save time. The Internet does not replace the physician, but

helps patients to form a stronger bond with their physician. Overall, social media and the

Internet can push patients to take control of the overall health care (Saleh, 2012). 

Weaknesses:  Though there are many benefits for utilizing both social media and the Internet,

disadvantages such as legal information and liability may be at risk. It is crucial to be aware

and careful in the information that is being posted, advertised, etc. to avoid this risk. As

mentioned previously, some patients may not fully understand the limitations to surgeries and

procedures (Saleh, 2012). Practices also need to follow HIPAA regulations when it comes to

sharing stories about their patients online. An online misdiagnosis from a physician will hold

that physician liable. Patients may also be vulnerable to falsified information (Saleh, 2012). 

 



MARKETING STATS
In January 2019, 71% of patients searched online prior to setting up an appointment for physicians and
surgery (Anderson, 2019).
In 2018, US healthcare providers invested 2.86 billion dollars in digital advertising (Anderson, 2019). 
91% of patients call to schedule an appointment for physicians and surgery after an online search
(Anderson, 2019). 
43% of millennials are likely to switch practices in the next few years (Anderson, 2019).
More healthcare providers are switching to digital marketing tools.
Content marketing gets three times more leads than paid search advertising. (Content Marketing Institute,
2017) (Source: https://www.hubspot.com/marketing-statistics)
71% of Instagram users are under the age of 35. (Statitsa, 2019)
(Source: https://www.hubspot.com/marketing-statistics)
Facebook is the second most-used platform globally, followed by YouTube. (Pew Research Center, 2019)
(Source: https://www.hubspot.com/marketing-statistics)
Around 43%  of US adults get news from Facebook. (Pew Research Center, 2018)
(Source: https://www.hubspot.com/marketing-statistics)
81% of B2B companies use Blog as a content marketing tactic. (Content Marketing Institute, 2016)
(Source: https://www.hubspot.com/marketing-statistics)
32% of marketers say visual images are the most important form of content for their businesses. (HubSpot,
2018) (Source: https://www.hubspot.com/marketing-statistics)
LinkedIn is the most effective social media platform for delivering content and securing audience
engagement. (LinkedIn, 2017) (Source: https://www.hubspot.com/marketing-statistics)
61% of mobile searchers are more likely to contact a local business if they have a mobile-friendly site.
(Junto, 2019) (Source: https://www.hubspot.com/marketing-statistics)
Using videos on landing pages will increase conversions by 86%. (Wordstream, 2018)
(Source: https://www.hubspot.com/marketing-statistics)
61% of marketers say improving SEO and growing their organic presence is their top inbound marketing
priority. (HubSpot, 2018) (Source: https://www.hubspot.com/marketing-statistics)
17% of marketers plan to add podcasting to their marketing efforts in the next 12 months. (HubSpot, 2018)
(Source: https://www.hubspot.com/marketing-statistics)
Facebook is used by about 50% of American teens, but it no longer dominates the teen social media
landscape as it once did. (Pew Research Center, 2019) (Source: https://www.hubspot.com/marketing-statistics)
59% of Americans believe that customer service through social media has made it easier to get their
questions answered and issues resolved. (Lyfe Marketing, 2018)
(Source: https://www.hubspot.com/marketing-statistics)
86% of consumers prefer an authentic and honest brand personality on social networks. (Smart Insights,
2017) (Source: https://www.hubspot.com/marketing-statistics)
29% of Internet users with college degrees are on Twitter. (Pew Research Center, 2016)
(Source: https://www.hubspot.com/marketing-statistics)
Tweets with videos get over six times as many retweets as tweets with photos. (Wochit, 2018)
(Source: https://www.hubspot.com/marketing-statistics)



KEY INSIGHTS

B r a n d i n g ,  T a r g e t e d  M a r k e t i n g ,
I m p r o v e d  S E O ,  P a t i e n t
E n g a g e m e n t , a n d  R O I  S t r a t e g i e s
w e r e  s h o w n  t o  b e  t h e  t o p  f i v e
c a t e g o r i e s  f o r  h o w  t o  i m p r o v e
y o u r  m a r k e t i n g  t a c t i c s .
M i l l e n n i a l s  a r e  t a k i n g  o v e r  t h e
m a r k e t  i n  a  h u g e  w a y .
T h e r e  h a s  b e e n  a  s i g n i f i c a n t
i n c r e a s e  i n  h e a l t h  c a r e  r e l a t e d
t o p i c s  o n  t h e  I n t e r n e t  a n d  s o c i a l
p l a t f o r m s  i n  p a t i e n t s .
W i t h  t h i s ,  t h e r e  a r e  b e n e f i t s  a n d
w e a k n e s s e s  a s s o c i a t e d  w i t h  s o c i a l
m e d i a .  I t  i s  i m p o r t a n t  t o  b e
c o n s c i o u s  i n  w h a t  i s  b e i n g  p o s t e d
a n d  a d v e r t i s e d  f o r  t h e  s a k e  o f
S h o r e l i n e ' s  r e p u t a t i o n .
I t  i s  i m p o r t a n t  t o  a v o i d  r i s k s
a s s o c i a t e d  w i t h  D C T A .  B e
t r a n s p a r e n t  i n  t h e  s u r g e r i e s
l i m i t a t i o n s  a n d  p u t  e m p h a s i s  o n
m a k i n g  s u r e  t o  f i t  t h e  p a t i e n t  w i t h
a  p r o c e d u r e  a n d  n o t  t h e  o t h e r  w a y
a r o u n d .
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s u m m i t 1 8 . h t m l # g s . r j 3 s m 7 .

 
A n d e r s o n ,  D e r e k .  “ 1 6  S t a t i s t i c s  H e a l t h c a r e  M a r k e t e r s  N e e d  t o  K n o w  i n  2 0 1 9 . ”  D i a l o g T e c h ,  2 5  J a n .  2 0 1 9 ,
w w w . d i a l o g t e c h . c o m / b l o g / c a l l - t r a c k i n g / h e a l t h - c a r e - m a r k e t i n g - s t a t i s t i c s .

 
B r o z i c ,  K e v i n .  “ T h e  I m p a c t  o f  D i r e c t - T o - C o n s u m e r  A d v e r t i s i n g  o n  P h y s i c i a n  A t t i t u d e s  a n d  B e h a v i o r  i n
O r t h o p e d i c  S u r g e r y . ”  T h e  J o u r n a l  o f  A r t h r o p l a s t y ,  C h u r c h i l l  L i v i n g s t o n e ,  3 1  J a n .  2 0 0 7 ,
w w w . s c i e n c e d i r e c t . c o m / s c i e n c e / a r t i c l e / p i i / S 0 8 8 3 5 4 0 3 0 6 0 0 9 1 7 X .

 
D u y m u s ,  T .  M . ,  K a r a d e n i z ,  H . ,  Ç a ç a n ,  M .  A . ,  K ö m ü r ,  B . ,  D e m i r t a ş ,  A . ,  Z e h i r ,  S . ,  &  A z b o y ,  İ .  ( 2 0 1 7 ) .  I n t e r n e t
a n d  s o c i a l  m e d i a  u s a g e  o f  o r t h o p a e d i c  p a t i e n t s :  A  q u e s t i o n n a i r e - b a s e d  s u r v e y .   W o r l d  j o u r n a l  o f
o r t h o p e d i c s ,   8 ( 2 ) ,  1 7 8 – 1 8 6 .  d o i : 1 0 . 5 3 1 2 / w j o . v 8 . i 2 . 1 7 8

 
D y r d a ,  L a u r a .  “ 8  T i p s  t o  D e v e l o p  O r t h o p e d i c  &  S p i n e  A S C  M a r k e t i n g  S t r a t e g i e s  W i t h  H i g h  R O I . ”  B e c k e r ' s
A S C  R e v i e w ,  2 6  M a r .  2 0 1 3 ,  w w w . b e c k e r s a s c . c o m / a s c - t u r n a r o u n d s - i d e a s - t o - i m p r o v e - p e r f o r m a n c e / 8 - t i p s -
t o - d e v e l o p - o r t h o p e d i c - a - s p i n e - a s c - m a r k e t i n g - s t r a t e g i e s - w i t h - h i g h - r o i . h t m l .

 
G o l d b e r g ,  D a n i e l .  “ 4  M a r k e t i n g  S t r a t e g i e s  Y o u r  O r t h o p e d i c  o r  S p i n e  P r a c t i c e  S h o u l d  A l r e a d y  B e  U s i n g . ”
G o l d  M e d i c a l  M a r k e t i n g ,  G o l d  M e d i c a l  M a r k e t i n g ,  1 2  S e p t .  2 0 1 7 ,  w w w . g o l d m e d i c a l m a r k e t i n g . c o m / 4 -
o r t h o p e d i c - s p i n e - m a r k e t i n g - s t r a t e g i e s / .

 
H e i n i g ,  I a n .  “ H e  7  M o s t  I n f l u e n t i a l  A d v e r t i s i n g  M e d i u m s  f o r  2 0 1 8 . ”  T h e  M a n i f e s t  -  S m a l l  B u s i n e s s  N e w s ,
D a t a ,  a n d  H o w - T o  G u i d e s ,  7  F e b .  2 0 1 8 ,  t h e m a n i f e s t . c o m / a d v e r t i s i n g / 7 - m o s t - i n f l u e n t i a l - a d v e r t i s i n g -
m e d i u m s - 2 0 1 8 .

 
O u t d o o r  A d v e r t i s i n g  A g e n c y . ”  O u t - O f - H o m e  A d v e r t i s i n g  i n  H o l l a n d  M a d e  E a s y ,  T i m e s  O O H  M e d i a ,  2 0 1 9 ,
w w w . t i m e s o o h m e d i a . c o m / b i l l b o a r d - c o s t s / m i / h o l l a n d . p h p .

 
H u b S p o t .  “ 2 0 1 9  M a r k e t i n g  S t a t i s t i c s ,  T r e n d s  &  D a t a  -  T h e  U l t i m a t e  L i s t  o f  D i g i t a l  M a r k e t i n g  S t a t s . ”  2 0 1 9
M a r k e t i n g  S t a t i s t i c s ,  T r e n d s  &  D a t a  -  T h e  U l t i m a t e  L i s t  o f  D i g i t a l  M a r k e t i n g  S t a t s ,  2 0 1 9 ,
w w w . h u b s p o t . c o m / m a r k e t i n g - s t a t i s t i c s .

 
M a n g r o l i a ,  A l e x .  “ O n l i n e  M a r k e t i n g  T i p s  t o  H e l p  Y o u r  O r t h o p e d i c  P r a c t i c e  T h r i v e . ”  M e d i c a l  H e a l t h c a r e
M a r k e t i n g ,  P r a c t i c e  B u i l d e r s ,  4  M a y  2 0 1 9 ,  w w w . p r a c t i c e b u i l d e r s . c o m / b l o g / o n l i n e - m a r k e t i n g - t i p s - t o - h e l p -
y o u r - o r t h o p e d i c - p r a c t i c e - t h r i v e / .

 
M e r s d o r f ,  S h e r r i e .  “ C o m p e l l i n g  S t a t s  t o  G u i d e  Y o u r  2 0 1 8  H e a l t h c a r e  M a r k e t i n g  B u d g e t . ”  E v a r i a n t ,  2 7
M a r .  2 0 1 9 ,  w w w . e v a r i a n t . c o m / b l o g / s t a t i s t i c s - g u i d e - y o u r - 2 0 1 8 - h e a l t h c a r e - m a r k e t i n g - b u d g e t .

 
N a i n ,  B .  ( 2 0 1 3 ) .  N a i n s  P o r o u s  H i e r a r c h y  o f  N e e d s :  A n  A l t e r n a t i v e  t o  M a s l o w ' s  H i e r a r c h y / T h e o r y  o f
N e e d s .   S S R N  E l e c t r o n i c  J o u r n a l .  d o i : 1 0 . 2 1 3 9 / s s r n . 2 2 7 9 3 7 5

 
“ O u t - o f - H o m e  A d  R e a c h  i n  t h e  U . S .  b y  T y p e  2 0 1 9 . ”  S t a t i s t a ,  S t a t i s t a ,  2 0 1 9 ,
w w w . s t a t i s t a . c o m / s t a t i s t i c s / 6 5 9 2 6 8 / o u t - o f - h o m e - a d - r e a c h - u s a / .

 
T h e  C o x  H e a l t h  M a r k e t i n g  O r t h o p e d i c s  C o n s u m e r  I n s i g h t s  S t u d y  s h o w s  m i l l e n n i a l s  a r e  k e y  d r i v e r s  f o r
s e r v i c e  l i n e  s u c c e s s :  S u r v e y  r e s u l t s  s u g g e s t  h e a l t h - c o n s c i o u s  m i l l e n n i a l s  e x p e c t  c o n v e n i e n c e  a n d  r e s p o n d
p o s i t i v e l y  t o  m a r k e t i n g - s a v v y  p r o v i d e r s .  ( 2 0 1 8 ,  M a y  2 1 ) .   P R  N e w s w i r e   R e t r i e v e d  f r o m
h t t p : / / s e a r c h . p r o q u e s t . c o m . e z p r o x y . g v s u . e d u / d o c v i e w / 2 0 4 1 6 5 2 4 3 3 ? a c c o u n t i d = 3 9 4 7 3

 
S a l e h ,  J . ,  R o b i n s o n ,  B .  S . ,  M . P . H . ,  K u g l e r , N a t h a n  W . ,  M . S . , I V ,  I l l i n g w o r t h ,  K .  D . ,  M . D . ,  P a t e l , P r a n a y ,
M . S . , I V ,  &  S a l e h ,  K h a l e d  J ,  B S c ,  M D ,  M S c , F . R . C . S . ( C . ) ,  M . H . C . M .  ( 2 0 1 2 ) .  E f f e c t  o f  s o c i a l  m e d i a  i n  h e a l t h
c a r e  a n d  o r t h o p e d i c  s u r g e r y . O r t h o p e d i c s  ( O n l i n e ) ,   3 5 ( 4 ) ,  2 9 4 - 2 9 7 .
d o i : h t t p : / / d x . d o i . o r g / 1 0 . 3 9 2 8 / 0 1 4 7 7 4 4 7 - 2 0 1 2 0 3 2 7 - 0

 
T e a m ,  N u p h o r i q .  “ W o r k . ”  N u p h o r i q ,  2 0 1 9 ,  n u p h o r i q . c o m / c r e a t e - a - m a r k e t i n g - b u d g e t / .

 
 



MARKETING
STRATEGY



VALUE
PROPOSITION

SHORELINE ORTHOPAEDICS - "PERSONALIZED ORTHOPEDIC
CARE JUST DOWN THE ROAD."

SHORELINE PATIENTS:
Value being fully functional and independent. Want to feel better to fit in,
do they activities that make them feel whole, and spend time with their
loved ones. 

SHORELINE STAFF:
Value the satisfaction of knowing they did the best they could for
someone. Serving people is important to them for their religion or self-
care.

SHORELINE PARTNERSHIPS/REFERRAL SOURCES:
Value timelinesses, communication, quality service and care. Why?
Because it makes their job easier. People do not want to work harder
than they need to, because it makes their life more stressful. People want
to do they job they love with little obstacles involved.

COMPETITION:
Values being on top of the other competition and having backing that
allows for the spread of marketing tactics. 

 



 PEOPLE, PLACE, PROMOTION, PRODUCT.

THE FOUR P'S

PLACE:
Shoreline Orthopaedic is located in the community of Holland, Michigan. Shoreline can often be
found at local community events such as Tulip Time, Athlete Screenings, and more. Shoreline
fosters close relationships between their partners. The website for Shoreline one of most important
communication tools and  is incredibly useful and beneficial in finding information for current
and prospective patients. Shoreline also performs more surgeries in orthopedics than anyone else
in the area.

 
 PROMOTION: 

Shoreline's promotion will soon consist of: 
Search engine optimization
Social media marketing
Content marketing
Paid traffic or advertising

Currently, Shoreline's promotional materials are consist of some search engine optimization and
social media marketing on Facebook and LinkedIn. There is also some content marketing. To note,
this marketing is a very small amount and may not be used to the fullest potential.

PRODUCT:
 As an independent orthopaedic practice, Shoreline is able to offer a more broad scope of care and a
complete orthopedic package compared to their competition. Shoreline is dedicated to making sure
their patients are receiving the best care and are able to understand all of their options. Specialties
range from: 

Ligament Orders
Muscle Disorders
Knee
Minimally Invasive Surgery
Neck & Back (Spine)
Pediatric Surgeries
Physical Medicine and Rehabilitation
Shoulder
Sports Medicine

Arthritis
Diagnostics
Elbow
Foot & Ankle
Fractures, Sprains, & Strains
Hand & Wrist
Hip
Joint Replacement
Joint Disorders

PRICE: 
Pricing varies at Shoreline due to insurance carriers and type of care needed from
patient to patient. Medicaid and Medicare also affect pricing.
Shoreline seeks vendors that have quality products, but at a lower price in order to
make sure patients aren't getting charged asinine amounts. 



POSITIONING

Market analysis is one of the key parts of a business plan and can be very useful when it comes to a marketing

campaign. By using this, Shoreline can take a step back to recognize any differences from when Shoreline was

first starting out, to the present. Included in a market analysis is the demographics and segmentation, target

market, market need, competition, barriers to entry, and regulation. Demographics, segmentation, target

market, and competition will be discussed more in depth throughout this campaign book. 

 - MARKET  ANALYSIS

MARKET NEED- Shoreline provides a service. When you look at the Maslow's Hierarchy of needs (Appendix

N), you will see the various levels of human needs. As an orthopedic practice, Shoreline would fit under the

safety category. This is because people go to Shoreline to fix injuries affecting specific parts of the human body

that Shoreline specializes in. Orthopedic practices are a need for us. Without them, we would lose that safety

factor.

BARRIERS TO ENTRY- Shoreline currently has a strong word of mouth, which may make it slightly more

difficult for the competition to enter this field. They also have a strong reputation in the community and their

location is a big factor. Shoreline also has many benefits that come along with being an independent practice,

including more options for their patients.

REGULATION- Within the U.S. Government, there is the Health Care and Human Service Department that

regulates general health care in the United States. There are also many regulations that orthopedic practices

need to understand when it comes to insurance programs, Medicaid/Medicare, etc. 

MARKET  NEED, BARRIERS  TO  ENTRY,

REGULATION



Behavioral:

Price Conscious
Customer need: get back to full health as quickly as
possible
Light/Prospect User
Early Adopter
Variety Seeking Buyer

 

 

Geographic:

Holland, MI
Ottawa County
Beach Town
Strong Dutch Community
Population of 33,327 (2018)
16.59 sq. miles (2010)

 

 

 - MARKET  SEGMENTS

A mentioned previously, Shoreline has a very broad range of demographics. This ranges from the elderly,

athletes, middle ages, children, and all of the areas in between. Their most common market would be considered

the elderly, depending on the specialty. For example, most patients of spine surgery, tend to be of an older

demographic. In this campaign, we need to narrow down our target market. For this campaign, we need to be

focused on the Millennial (ages thirty-five to eighteen). As you can see from the survey, these ages were more

scarce on the days of interview. We want to be able to capture the attention of these young people sooner, rather

than later. This way, when they are older, they will remember Shoreline and will want to go to them in the future.

Millenials make up a significant portion of our population, so it is important to get them into Shoreline.

 - TARGET  MARKET

Demographic:

Gender: Male
Age: Twenty
Race: White
Family size: Four
Class: Upper Middle Class
Religion: Catholic
Degree: Pursuing Bachelor at Hope College

 

Psychographic:

Health Conscious - runs track for Hope College
Values time with friends and family
Finds fulfillment in school and work
Enjoys scrolling on social media in the evenings,
especially Instagram
Conservative

Market segments are important in understanding the target market of an organization. Pictured above is Alex
Smith. Here we will learn more about Alex by using marketing segmentation.



 - RESOURCES

INTERNAL
ANALYSIS

Shoreline has a limited budget and limited resources when it comes to the marketing. In the
past, Shoreline has nominated employees to help run their social media, website, and
advertising initiatives. Shoreline would like to keep their advertising based in-house, rather
than seeking outside advertising/marketing agencies. This can be good or bad. The main
director on the marketing committee needs to be experienced and have an interest in this
field. Running social media accounts and creating advertisements is a specialty that not
everyone may be cut out for. Time is also a large constraint for Shoreline. If they are planning
on continuing to do in-house marketing, time needs to be set aside for this for meetings and
projects to be done in teams or alone. 

 - CONSTRAINTS

Shoreline's current resources include a Facebook and LinkedIn page. They also have a
website. There is a marketing committee, but it meets very rarely. Shoreline has also
participated in a few community events in the past. Shoreline has a few referral sources, like
Lakewood Family Practice. Shoreline participates in networking events with their colleagues
and other referral sources. They also use Google Analytics to track reports, but this may not
be looked at very often due to all of the other priorities for Shoreline employees. Along with
this, Shoreline has a great reputation and large word-of-mouth referral among their patients.

Shoreline values the relationship that they have with their patients. As an independent practice,
they are dedicated to making sure their patients are receiving the best care possible and are
able to truly explore all of their options. Patients are incredibly unique to Shoreline and it is
important that patients are understanding of this when it comes to surgeries and procedures.
Not every procedure is for everyone. 

 - VALUES



COMPETITIVE

ANALYSIS

The competition for Shoreline has funding from Holland Hospital, which gives them

access to various marketing tools such as billboards, newspaper advertising, radio

advertising, and more. Billboards could to be the most successful in their marketing

campaigns, as they are seen over many areas in Holland. 

"Out-of-Home (OOH) advertising in Holland, MI costs $1,698 per billboard with an

average of 60,000 weekley impressions and 242,000 monthly impressions and $9.41

cost per thousand viewers (Times OOH Media, 2019)" 

"OOH in the U.S. shows that seventy nine percent of consumers have seen a

billboard in the week leading up to the survey in April. (Statista, 2019)." In Appendix.

STRENGTHS

The competition is limited in the surgeries and procedures that can be performed on

patients.

Some of the competition have limited staff members and surgeons/physicians.

Location may play the role of weakness for community members in Holland. Some

patients may choose to come to Shoreline, based on the convenience of the location,

rather than going to competition in Grand Rapids.

WEAKNESSES

As for current positioning goes, Shoreline Orthopaedic is being taken over by some

of the competition in the area. This could be due to a variety of reasons, but the main

takeaway is the fact that the competition is able to get their name out more easily

and successfully. 

CURRENT POSITIONING



VIABILITY

The success of this campaign is dependent on the commitment of Shoreline's

marketing team to the practice. It is crucial that time is carved out for Shoreline's

marketing initiatives. If this is not done, the campaign will fail instantly. By utilizing

this campaign strategy, Shoreline will be able to accomplish their main objective,

which is to increase and maintain patient population. Through the

accomplishment of this objective, Shoreline will be able to tell their story,  increase

brand recognition/get their name out, and create clear, cohesive communication

between the target market.

 

 

DESIRABILTY

As we have reviewed the data conducted from primary research, we see that

certain advertising (print, media, and online) platforms are what the target market 

 and employees of Shoreline is looking to increase engagement in. By utilizing the

tactics previously mentioned, Shoreline will be able to maintain contact between

their patients, partners, and employees while also promoting their practice to

other communities and various demographics.

FEASABILITY

In the follow through of this campaign, more efforts will need be dedicated to the

marketing of Shoreline Orthopaedic. This can be done with ease if those on

Shoreline's marketing team are dedicated to the success of Shoreline, organized

in the output of their tactics, collaborate on the creation of ideas, and are

understanding of Shoreline's purpose in their marketing campaign or their "why."  

Keeping all of these points in mind will help to carry out this campaign in a more

efficient and effective manner.



RECOMMENDATIONS 
& 

ACTION PLAN



OPPORTUNTIES
Creating a defined marketing committee with people who are passionate and knowledgeable

about marketing. 

Holland Community advertising the orthopedic practices in Holland, Michigan.

Increasing social media usage and analytics

Increasing face-to-face interactions with patients and potential patients at events/places in the

community. (I.E. churches, Tulip Time, Triathlons, etc.)

Marketing to various demographics proactively, but specifically Millennials.

Gaining more knowledge on patient wants/needs, beliefs, and attitudes.

 

THREATS
Competition such as Holland Hospital and Spectrum Health that have "deep pockets." This

backing allows them to get their name out more through a variety of advertising mediums such

as billboards, radio advertisements, television commercials, and more.

STRENGTHS
Positive and strong reputation in the community

Strong relationships between partners, vendors, and colleagues

Strong word-of-mouth advertising

Perks of independent practice and inclusivity of orthopedic specialties

Patient satisfaction for surgeries, customer service, and care

Expertise in various surgeries/procedures

WEAKNESSES
Poor/Few Google Reviews

Long wait room times

Unexpected costs of visits

Miscommunication between office and patients

Unfamiliarity in marketing tactics/Inconsistent marketing

SW
O

T 
A

N
A
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TACTICS



TACTIC  ONE

SOCIAL  MEDIA  &  CONTENT  MARKETING

Social media can be used to keep up to date on the news, surf the web, search for

information, and communicate with others. Facebook was the most popular social media

platform for Shoreline's patients. 

Currently, Shoreline has Facebook, but it is not updated or posted on consistently.

Facebook is a great place to give patients a voice by allowing them to write reviews, ask

questions using the chatbot or messenger, and gives them the ability to keep up with events

or new information. 

Shoreline also has a LinkedIn page, which can be utilized to connect with potential referral

sources, partnerships, and sponsorships.

Instagram is considered to be made of seventy-one percent of people under the age of

thirty-five (Hubspot, 2018). This may be a good platform to utilize for content and social

media marketing.

Based on the interviews, many patients are utilizing online media. This is especially present

in Millennials and Gen Zers. It was found that the most useful approach in reaching this

demographic is using social media as an advertising platform (ADI Ad Survey, 2018). For

older generations, television is being used the most, which is also what we saw in our

patient survey. 

Video marketing should be included in Shoreline's campaign, as people tend to pay

attention to these ads more than print content (Hubspot, 2017) 

Shoreline should not just be engaging with patients online via posts, comments, likes, etc.

They also need to be posting ads in order to capture this generation.



TACTIC  ONE

CONTIN .
SOCIAL  MEDIA  &  CONTENT  MARKETING

Optimal times for online posts/advertising for Shoreline includes Mondays from eight am to

two pm. There are nearly 120-160 users looking at Shoreline's Website. This could be due to

the fact that many injuries occur over the weekend and many orthopedic practices are typically

closed during that time. Monday is the first day of the week to see a specialist. 

Shoreline should look into optimal times to post on their social media pages in order to tap into

that market better.

Content calendars are proven to be incredibly useful in organizing posts and advertisements.

86.3% of users on Shoreline's site are new users. 

From the time this marketing campaign has started in May, users on the website have gone

down drastically. 

The ages looking at Shoreline's Website is primarily 25-34 year olds, with a runner up being

18-24 year olds. 

A majority of those looking at Shoreline's patients are interested in sports and running.

Patients are mostly finding Shoreline through organic search, this shows us that social media is

not helping Shoreline very much, because they are not utilizing it to its full extent. 

Facebook, Instagram, and Twitter Analytics should also be looked into to gain more

information on who Shoreline is or could be reaching on that specific platform.

Over half of users are looking at Shoreline's site via mobile.

 

Key Takeaways: Post consistently on social media platforms, engage with patients in

posts/advertisements, use a content calendar to know when to post, and stay organized.

 

 



TACTIC  TWO

COMMUNITY  EVENTS

Shoreline has an outstanding relationship and reputation in the Holland community. They

have participated in hospital informational seminars, popular events such as Tulip Time,

and senior citizen outreach events. However, Shoreline is capable of doing more.

Shoreline understands the importance of face-to-face interactions with potential and

current patients already. To amp their outreach would continue to increase the

community's love for Shoreline.

 

Some other events Shoreline could table at or participate include but are not limited to:

Sporting Events - i.e. Lake Michigan RTS 10K, the Riley Trails Marathon & Relay, Pedal

the Provinces, or local school sporting events. GVSU, Hope, and high schools in

Holland are great opportunities.

Social Events - Ottawa County Fair, Holland Farmers Market, Parade of Lights, 

Health and Wellness Events- Benefit & Wellness Fair

Volunteer Opportunities - Disability Network & Children Advocacy Center

 

Within these events, Shoreline may be able to pass out informational material about

Shoreline, communicate further with the community, create relationships, network, and

pass out promotional material to spread the word about Shoreline. Promotional material

can include t-shirts, bracelets, water bottles, stress balls, hats, pens, popsockets, and

more. Doing so would allow Shoreline to get their name out there and show the

community how much they care.

 

Key Takeaways: Get more involved in the community to make form stronger relationships,

get your brand out there, tell your story, and advertise. 

 



TACTIC  THREE

WEBSITE  &  SEARCH  OPTIMIZATION

Shoreline has already made some significant progress on their website. They have included a

patient portal in which patients can access data on their diagnosis, turn in paperwork, etc. The

have a lot of useful information on their website as well for FAQ's, insurance,new patient forms,

specialties, doctor/staff information, and more. This is incredibly useful for patients to access.

One thing that Shoreline can do is periodically update the site to make it easier for patient and

partner usage. This can be done by simplifying Shoreline's website. For example, though it is

good the Shoreline wants to inform patients, it can be slightly overwhelming. On the first page,

some of the text boxes do not make sense with the slideshow. Shoreline has the potential to use

real patients are include the patient success stories on that first page, rather than making a

potential patient go searching for it. The online tools should also be a bit easier to find, rather

than hiding it in all of the other information. The About, Specialties, and other tabs at the top

should be reduced if possible. This will help in that information overload that was previously

mentioned.  Doctor information should all be personalized more, so patients are able to relate.

 

The blog for Shoreline also needs attention. The formatting of the blog is very basic. There are

photos, but you have to scroll to look at them. This is an area for creativity. Blogs are supposed

to have an appealing visual effect that goes along with the message that Shoreline is trying to

get across. There are many blog sites that are easy and free to use that Shoreline can access. 

 

Search Optimization is crucial in understanding patient thinking when it comes to web searches.

By utilizing the information that comes from this, Shoreline can make changes to their website in

order to reach the most people. SEO can provide information about not only what people are

searching about your company, but who these people are based on demographics. 

 

Key Takeaways: Update the website and blog periodically, use SEO to understand patients

better, and curate your digital content to fit patient needs and thought process.

 



TACTIC  FOUR

EXPLORING  TRADITIONAL  MEDIA ,  SPONSORSHIPS ,  &

PARTNERSHIPS

Though a majority of the target market is looking towards social media and digital

marketing, traditional marketing is still important to the success of this campaign. Email

marketing, print media, and podcasts (along with content marketing and social media) were

proven to be the most influential advertising mediums in 2018 (Heinig, 2018). 

Print media is equated to trust and it was found that millennials are still consuming print

and other forms of traditional media. 

Print media is also helpful in getting the patients full attention, rather than causing

distraction like social media can. 

Shoreline can utilize print media by using various products to hand out events like free t-

shirts, pens, phone chargers, stress balls, etc. This would help to promote Shoreline even

more, tell their story, and create brand recognition. They can also have brochures, business

cards, put ads in magazines, and more. 

 

Through community events mentioned in tactic three, Shoreline will have the opportunity

to form partnerships with other businesses in and outside of the community. These close

relationships will allow Shoreline to have an even broader reach. Sponsoring various events

such a sports, wellness and health, and other community programs will aid in increasing

Shoreline's reputation and brand recognition as well. 

In future research, these partnerships, sponsorships, and traditional marketing tactics can

be explored even more to aid in the success of Shoreline. 

 

Key Takeaways: Utilize print and traditional medias, utilize community events to form

partnerships and sponsorships to optimize success. More research can be done on these

areas and would be beneficial for Shoreline to look into.



THE  LOGO :

In our strategy, we talk about telling the story of Shoreline. What story does the
current logo of Shoreline tell? At first glance, it could be an "S" and an "O,"
standing for Shoreline Orthopedics. There is a chance that the logo is abstract
of a spine. Either way, we want to  create brand recognition and understanding
when someone looks at Shoreline's logo. On the next page, you will see a few
logo examples that may tell Shoreline's story or create more understanding of
what Shoreline does. There are times where people can be unfamiliar with what
an orthopedic practice entails. Having a recognizable and simple logo can
potentially eliminate that confusion. As mentioned in the research portion,
consistent branding is key to success. Implementing a new logo and sticking
with the theme of storytelling can push Shoreline to be their best. 



EXAMPLES :



Making  sure  to  s tay  organ ized  i s  c ruc ia l  for  th i s  campa ign  to
s tay  success fu l .  Be low i s  a  t ime l ine  to  fo l low for  the  campa ign .

CALENDAR

BUDGET
Budgets  were  emphas ized  to  be  o f  u tmost  importance  to  Shore l ine  in
regards  to  the i r  market ing  tact ics  and  commit tee .  Shore l ine ' s
market ing  budget  w i l l  depend  on  the  spec i f i cs  inc luded  in  the  tact ics
they  choose  to  implement .  Cons i s tent  soc ia l  med ia  posts ,  B log  posts ,
and  Webs i te  updates  shou ld  be  f ree .  As  for  Communi ty  Events ,  Pr int
Promot iona l  Mater ia l ,  and  Soc ia l  Media  Market ing ,  Shore l ine  can
choose  how much  they  wou ld  l i ke  to  spend  in  these  areas  and  can
ad jus t  the  budget  down the  road  i f  they  f ind  a  spec i f i c  tact ic  i s  not
work ing .  To  s tar t ,  f i ve  percent  the  bus inesses  revenue  i s  supposed  to
account  for  the  market ing  budget  for  sma l l  bus inesses  Nuphor iq ,
2019 ) .  F rom there  Shore l ine  can  choose  to  increase  or  decrease  th i s
amount  based  on  pro f i t s .



EVALUATION
BELOW  ARE  SOME  METRICS

YOU  CAN  START  WITH  IN

ORDER  TO  EVALUATE  THE

SUCCESS /FAILURE  OF  THE

TACTICS  PREVIOUSLY

MENTIONED

ANALYTICS

Many social platforms such as Facebook,
Instagram, and Twitter offer their own analytic
services. Google and Google My Business also
offer their own analytics which can be useful for
the Shoreline website. Once you are logged in to
one of these platforms, you can view various
categories on the analytic page. Engagement is
going to be of the biggest importance to
Shoreline, because it entails follower count, likes,
mentions, shares, comments, clicks on links,
preview of page, and much more. 
 
There are also analytics or statistics that may be
offered through a specific media that Shoreline
may choose to advertise with in order to show
how many people are being reached by that
specific ad.

TRAFFIC  COUNT

Another analytical tool that can be used is to
count the amount of people Shoreline is
reaching at various events. This can be done
manually or by pushing out surveys, email lists
(perhaps for newsletters), etc and recording that
data. Along with this, the evaluation of the
marketing campaign can be evaluation based on
an increase in potential patient interest and an
increase in appointments/surgeries at
Shoreline. , 

FUTURE  PATIENT  SURVEYS

Patient satisfaction surveys can be sent out
in the future to gain more insight and
feedback on patients to understand if the
marketing campaign put into place is
effective.



CONCLUSION
SHORELINE ORTHOPAEDICS '19

Shoreline Orthopaedic has a lot of potential

and opportunities. By utilizing this campaign,

we hope to see Shoreline's main objective

being met, which is to increase the patient

population and brand awareness. Through

these tactics, it is possible that Shoreline may

need to expand their business. The tactic

involve  increasing social media and content

marketing usage, attending and participating

in community events, website and SEO

improvement, and looking into partnerships

and more traditional marketing efforts in the

future. These tactics have been researched

using secondary and primary data and will aid

in putting Shoreline on top of their

competition.The main takeaway, is that

Shoreline needs to create a dedicated

marketing team of those who are interested

in experienced in marketing. Time needs to be

carved out for marketing and five percent of

Shoreline's revenue should be going towards

marketing efforts. The campaign will not be

successful if the marketing committee is not

taken seriously. 



APPENDIX



APPENDIX A 
PATIENT INTERVIEW GUIDE



APPENDIX A 
PATIENT INTERVIEW GUIDE



APPENDIX A 
ONLINE SURVEY CARDS

Front

Back



APPENDIX B 
TRANSCRIPTIONS - FRONT DESK



APPENDIX C 
TRANSCRIPTIONS - PHYSICIAN



APPENDIX D 
TRANSCRIPTIONS - SURGEON



APPENDIX E
TRANSCRIPTIONS - NURSE

NAVIGATOR



APPENDIX F 
TRANSCRIPTIONS - OFFICE

MANAGER



APPENDIX G
TRANSCRIPTIONS - CLINIC

MANAGER & STAFF MEMBER



APPENDIX H
TRANSCRIPTIONS - CLINIC

MANAGER & STAFF MEMBER



APPENDIX I 
TRANSCRIPTIONS - FINANCE

MANAGER



APPENDIX J 
TRANSCRIPTIONS -

REIMBURSEMENT MANAGER



APPENDIX K
TRANSCRIPTIONS - PREVIOUS

PARTNER



APPENDIX K
TRANSCRIPTIONS - PREVIOUS

PARTNER



APPENDIX L
TRANSCRIPTIONS - NURSE

PRACTITIONER



APPENDIX M
TRANSCRIPTIONS - LAKEWOOD

MANAGER



APPENDIX N
MASLOWS HIEARCHY OF NEEDS



APPENDIX O
CHARTS/DATA

Holland, MI billboard statistics.



Google Analytic Information based on Shoreline Website.



OOH in the U.S. as of 2018. 
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