CASE STUDY Modernizing sponsorship strategy for a leading healthcare brand

SITUATION
The partnership strategy was built on
frameworks nearly a decade old. With
consumer interests shifting and a new Q: Among the activations that you said would make you more likely to choose a particular healthcare system, which would MOST positively
2030 goal plan, the organization needed a influence your decision? n=353 o o _ _ o
data-driven reassessment to understand % of people who claim the activation would MOST positively influence their likelihood to choose a healthcare system among those who claim to be impacted by activations.
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APPROACH Il % Most Impactful Activation
We ran custom research across key
markets, paired with executive
interviews, to provide a prioritization of
passion areas, how consumers engage 33%
with them, and which sponsorship types
drive the strongest impact.
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“We’re getting really positive feedback.. thank you again for the partnership, collaboration and strategic work that you’ve done over the past several

»

months.
-Vice President of Marketing
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