Proposal for an IR Awareness Campaign Funded by a Member Assessment Fee

Awareness of interventional radiology among the public and our referral base is a high priority in our strategic plan.  There is loud grassroots support among the membership for greater awareness of the profession and its benefits for patients.  The recommendations from our advertising and market research consultant report from January 2002 were first to change our name and theme line (brand), which was accomplished at the 2002 annual meeting.  

The next step is a sustained media campaign with a unifying idea that “this is the 21st century and there is a choice besides surgery.”   We will position interventional radiologists as the leaders in minimally-invasive targeted treatments performed under guided imaging, highlighting the more consumer-friendly procedures IR’s perform.   These include PVD, vertebroplasty, varicose veins/venous insufficiency, stroke, DVT, UFE and cancer advancements.  

In building the brand for interventional radiology, we would lay claim to IR’s past and the future.  We would show that interventional radiology is the profession that pioneered minimally-invasive modern medicine with the invention of angioplasty and the first catheter-delivered stent, and that interventional radiology continues to innovate and drive the future of medicine.  

Consumer driven health care is a major trend in America today thanks, in part, to the Internet.  Most consumers will seek a treatment choice other than surgery if they are aware of their options.  Unfortunately, most consumers, and also many physicians, are unaware of the many services interventional radiologists offer.  

The public is bombarded with messages, and most people will have to hear a message several times before it will capture their attention and be remembered.  A multifaceted, sustained, national and local awareness effort comprised of targeted advertising and public relations, the Internet, and raising awareness among allied health professionals and general practitioners is needed.  It is important to include paid advertisements to ensure a steady drumbeat of messages about interventional radiology.  Public relations is also important because an outside source reporting on the message increases credibility.  Multiple messages and multiple channels increase the likelihood of the message getting through to the public.  A national campaign alone cannot address all of our members’ practice issues, but can add an important element of national awareness and a cohesive definition for a complex medical specialty.  

Campaign Objectives

1.
To raise awareness of interventional radiology and minimally invasive treatment options for our most consumer friendly topics such as PVD, DVT, UFE, stroke, varicose veins & venous insufficiency, vertebroplasty and cancer treatments. 

2. To create a consumer-driven demand for non-surgical treatments.

3. To raise the awareness of interventional radiology treatment options among general practitioners and among other health professionals that may counsel or refer patients. 

4. To educate patients and providers of the benefits of interventional radiology over surgery.

5. To establish interventional radiologists foremost in the minds of referring physicians as trusted, minimally-invasive specialists that can help their patients.

6. To alter present referral patterns so patients come to an interventional radiologist first.  If the interventional radiologist does not provide the treatment, then the IR refers the patient on to a surgeon.

Campaign Key Elements

1. Direct to patient advertising

Advertising is important in order to ensure a continuous drumbeat of messages and to present a consistent image for interventional radiology.  As our market research report from Kohlman Atlee stated “Consumers…should be targeted with whatever funds are available…they are receptive to your message, oblivious to the competition and capable of informing and motivating referrals…”

2. Direct to primary physician advertising and other referrers and influencers, such as PA’s and NP’s

As stated by Kohlman Atlee – “because they have a fairly solid foundation and familiarity with interventional radiology, the primary care physician is your ‘lowest hanging fruit’…”

3. Public Relations

Secondary reporting (lay and medical print, radio, TV) has more credibility than paid advertising.  IR’s need to be positioned as the “go to” experts for the press so others do not claim our procedures.  Another PR component is exhibits, educational symposia, scientific presentations at major referring physician meetings, and outreach to other medical societies, and patient advocacy and health networks.

Evaluation 

Success of this campaign can be gauged by measuring: 

1.
Media impressions and media hits through a press clipping service; 

2. The increase of “SIR Web visits” to the consumer pages and the find a physician search feature;  

3. The increase in visits to the referring physicians section of the SIR Web site 

4.
The increase in referrals to interventional radiologists for these procedures as reported by our members; and

5.
A baseline omnibus consumer awareness survey, repeated to measure changes in awareness.  

Sample Costs

Below is a media discussion and sample costs from our advertising agency, August Lang and Husak (ALH), to give you an idea of how the media is selected in an ad campaign, the cost of an ad campaign, and the cost of advertising in general.  Major branding ad campaigns such as Budweiser’s or Coke’s cost 10’s-100’s million dollars.  ALH estimates that an ad campaign hitting each significant consumer target with an adequate frequency (10% of daily publications, 50% of monthly ones) would cost about $8 million a year.  A sample print ad campaign selection of an $8 million campaign is attached.  Expansion into television would cost an additional $3-5 million per year.

However, this is more than SIR’s entire operating budget.  Even with a member assessment of $500 per member annually, our actual budget would be closer to $900,000 annually for advertising, $500,000 for public relations activities, and $130,000 for infrastructure including 800 phone line costs, and staffing.  However, our ad and public relations firms believe this would still provide a significant increase in awareness if the campaign is a sustained effort over at least a three-year period.  A $1,000 per member yearly contribution would double the budget to $3 million annually, still far short of the $8 million required for a truly comprehensive campaign, but enough to reach this goal over three years.  

ADVERTISING MEDIA DISCUSSION AND SAMPLE SELECTION FOR AN $7.6 MILLION CAMPAIGN
The following provides estimated media costs for a branding awareness campaign targeting consumers (adults aged 40+) and medical professionals.  A prototypical schedule has been provided for budget development only.  Individual publications have been included for cost estimation, but actual vehicle recommendation will require detailed analysis of target, publication readership, duplication, editorial content/features, and cost negotiation.  Therefore, a final recommendation may include media not listed in this initial cost analysis.

Print is recommended as the primary medium for this campaign. This medium allows detailed copy explanation, complementary editorial placement, targeted readership and the potential for repeat exposure.

The attached schedule assumes a consistent presence throughout the year, with insertions in an average of 25-50% of each publication’s issues.  Given the relatively low consumer awareness of the SIR and its procedures, it is necessary to build both reach and frequency of message.  Heavy frequency within each medium will be key to this campaign regardless of final publication list.  The nature of this message and the low awareness among consumers will require more than a short-lived effort.   

The prototypical schedule includes full-page 4 color ads to create maximum impact, but other sizes may be considered based on budgetary constraints.

CONSUMER PRINT CAMPAIGN

Prototypical schedule includes national newspaper, newsweeklies, men’s, women’s, African American, health, and general editorial publications to reach all ages, genders and races within the target market.

Total cost for the prototypical consumer plan with strong frequency throughout the year (included in Appendix A) is $7.6 million.  No costs for online are included in this analysis, but it may play a role in the campaign.  We are confident that the above budget could fund an online effort.

Appendix A outlines the prototypical media schedule discussed above.

Appendix B is not a schedule, but rather provides one time costs for insertions in Consumer and Medical Trade publications for reference only.

Campaign duration, unit sizes, number of vehicles and frequency can all be adjusted to create a plan within SIR’s budget parameters.  When budget and target market specifications are finalized, we can provide a more detailed, research-based media recommendation.

The following discussion provides an overlay of publications considered as part of a prototypical schedule.  This does not represent a final recommendation, but rather a starting point to illustrate category and publication consideration as well as recommended frequency used to develop the budget noted above.

Newspaper  

Given the high cost associated with building frequency within a daily publication, insertions are limited to the quarterly Health advertorial series in USA Today.  Small space insertions within the “Better Life” feature published Monday-Thursday will also be investigated.  Readership skews male - 68% of total readers are men.  Median age is 42.   

Other daily newspapers with national circulation were considered but are not included because the majority of circulation is limited to one market area. The exception is the New York Times – 42% of its circulation is outside the New York DMA.  Special health supplements in both newspaper and magazine should be considered.

News Magazine

Weekly frequency and large circulation (2-4 million) create high out-of-pocket costs in this category.  Because of this, we would purchase only one of the three leaders – Time, US News & World Report, or Newsweek.  

Newsweek is included on the schedule, but will be reevaluated when more detailed target information is developed.  At least 12 insertions are recommended creating a presence in approximately 25% of the issues.  Newsweek has a fairly even male/female readership split – 55%/44% with a median age of 45.

Special health issues/supplements of publications in this category will also be considered.

Mature Market

AARP publishes Modern Maturity with a monthly circulation of over 17.5 million.  This by far is the leading publication targeting the 50+ market.  Health editorial is a significant part of each issue.  A presence in six of the 12 monthly issues is suggested.

Women’s/Health

This category is filled with publications speaking to the personal needs of women ranging from home and family to health and beauty.  Redbook and Prevention are included in the cost analysis.  Redbook readers are a median age of 43 years, and editorial often focuses on health-related issues.  

Prevention is a source of practical consumer health information. It provides advice and motivating ideas on nutrition, fitness, disease prevention/management, and alternative and psychological health for those wishing to play a proactive, positive role in their own health.  

Six insertions are recommended in each monthly publication.  Detailed analysis of this category may result in recommending publications other than Redbook and Prevention, but purchasing one to three titles in this category will provide strong reach against the female target.

Men’s

Most suited to the male target for this campaign is Men’s Health given the relevant editorial environment. Four insertions are recommended.

African American  

If reaching this target segment is important to the campaign, Ebony is recommended.  Ebony has a circulation over 1.8 million to African American adults.  Six insertions (of 12 issues) are suggested.

General Editorial

This category includes high circulation vehicles such as People, Reader’s Digest, Parade and USA Weekend.  These publications cover a range of editorial topics offering timely news and information.  Mass reach against multiple targets makes them appealing for a general awareness campaign.  

Reader’s Digest is included in the media analysis for several reasons.  Circulation is strong at over 12.5 million, editorial is often health-related, and the monthly frequency allows for an extended shelf life.  Reader’s Digest is consistently listed as a top magazine brand and trusted information source in third-party subscriber studies.

Six Page 4 color insertions are suggested.

MEDICAL TRADE CAMPAIGN

Full page 4/C insertions are recommended in publications targeting each relevant segment of the medical community. Total Cost of the accompanying Medical Trade campaign is $580K.  Details can be found in Appendix A of the excel spreadsheet. 

TELEVISION DISCUSSION

Television is useful in building reach quickly while delivering an impactful message via sight, sound and motion.  More time is spent with television than any other medium on a daily basis. Television is also very intrusive, requiring little effort by the viewer to absorb the message.  

Primetime is the most viewed of all dayparts and allows the most immediate reach against a broad audience.  Primetime, however, carries a high out-of-pocket cost.  The average cost of a 30 second unit during primetime on a major network is approximately $100,000.  Units in highly rated shows can cost over $200,000.  Costs vary greatly by network, show and marketplace conditions at time of negotiation.  

Given primetime’s broad appeal, specific targeting is difficult.  Cable provides a more efficient alternative that allows very specific targeting within relevant program environments.  With viewing options ever increasing, cable continues to steal audience share from broadcast.     

A study by Media Dynamics suggests a budget of approximately $5.5 million in order to create awareness among just 20% of the target audience via national primetime television.  The same delivery in cable would cost significantly less – approximately $3 million.  More spots need to be purchased to achieve goal delivery on cable than broadcast given lower cable ratings, but the cost per spot and cost per rating point on cable is significantly lower than in primetime.  Primetime shows carry a certain prestige and with that a cost premium.

Should television advertising be deemed appropriate for this campaign, cable would be recommended, perhaps with an overlay of limited, selective primetime programming to create impact.

ONLINE

Online should also be considered.  Many of the recommended publications have strong web sites.  Integrated packages can be negotiated as part of a print campaign.  Additional sites known for providing health information, such as WebMD, iVillage, Oxygen, and Healthfinder will also be investigated.
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CONSUMER CAMPAIGN (Age 40+)







Publication
Circulation
Issuance
Unit
Cost/Insertion
#
Total Cost

Newspaper







USA Today
2,120,357
Daily (M-F)
"T" Page B/W
$48,405
4
$193,620









Newsweekly







Newsweek
3,248,097
Weekly
Page 4/C
$191,919
12
$2,303,028









Mature Market







Modern Maturity (AARP)
17,538,198
Monthly
Page 4/C
$277,000
6
$1,662,000









Women's







Redbook
2,380,410
Monthly
Page 4/C
$110,200
6
$661,200









Men's 







Men's Health
1,659,594
10X/yr
Page 4/C
$115,106
4
$460,425









Health







Prevention
3,131,815
Monthly
Page 4/C
$87,900
6
$527,400









African American







Ebony
1,884,533
Monthly
Page 4/C
$59,059
6
$354,356









General Editorial







Reader's Digest
12,212,040
Monthly
Page 4/C
$243,012
6
$1,458,072













TOTAL
50
$7,620,101

























MEDICAL TRADE CAMPAIGN







Publication
Circulation
Issuance
Unit
Cost/Insertion
#
Total Cost

General Medical







New England Journal of Medicine
193,665
Weekly
Page 4/C
$9,104
12
$109,242

JAMA
328,355
48X/yr
Page 4/C
$13,460
12
$161,519









Family Practice







Journal of Family Practice
85,482
Monthly
Page 4/C
$7,840
6
$47,040









Internal Medicine







Annals of Internal Medicine
88,725
24X/yr
Page 4/C
$7,539
12
$90,468









Registered Nurses







American Journal of Nursing
332,493
Monthly
Page 4/C
$19,409
6
$116,456









Physician Assistants







Journal of the American Academy







of Physicians Assistants
40,932
Monthly
Page 4/C
$4,547
6
$27,279









Nurse Practitioners







The American Journal for Nurse Practitioners
35,000
10X/yr
Page 4/C
$4,095
6
$24,570













TOTAL
60
$576,574
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2003 Estimated Cost/Insertion

Publication
Circulation
Issuance
Page B/W
Page 4/C

Newspaper





USA Today
2,120,357
Daily (M-F)
$74,550
$115,815



"T" Page
$48,405
$75,390







New York Times
1,194,491
Daily
$110,452
$122,962


(58% in DMA)
5C x 18"
$87,660
$101,560







Los Angeles Times
959,863
Daily
$98,201
$107,153


(90% in DMA)
5C x 18"
$70,875
$79,826







Washington Post
811,925
Daily
$81,629
$88,906


(86% in DMA)
5C x 18"
$58,307
$65,583







Chicago Tribune
689,026
Daily
$73,080
$78,200


(91% in DMA)
5C x 18"
$52,200
$57,320







Newsweeklies





Newsweek
3,248,097
Weekly
$123,365
$191,919

Time
4,189,981
Weekly
$148,470
$212,100

US News & World Report
2,018,621
Weekly
$82,601
$123,364







Mature Market





Modern Maturity (AARP)
17,538,198
Monthly
$249,990
$277,000

My Generation (AARP)
3,846,955
Bi-monthly
$220,660
$244,500







Women's





Family Circle
4,671,052
Monthly
$182,642
$217,203

First for Women
1,534,370
17X/yr
$40,480
$47,350

Good Housekeeping
4,708,964
Monthly
$195,425
$245,215

Ladies' Home Journal
4,101,280
Monthly
$174,510
$184,275

O - The Oprah Magazine
2,275,599
Monthly
$100,800
$126,000

Redbook
2,380,410
Monthly
$83,400
$110,200

Woman's Day
4,167,933
17X/yr
$179,529
$214,946

Women's World
1,655,799
Weekly
$49,110
$58,590







Men's





Men's Health
1,659,594
10X/yr
$103,598
$115,106

Esquire
720,894
Monthly
$50,253
$74,697







Health





Prevention
3,131,815
Monthly
$78,100
$87,900

Health
1,407,660
10X/yr
$64,050
$73,395







African American





Ebony
1,884,533
Monthly
$43,716
$59,059







General Editorial





Reader's Digest
12,212,040
Monthly
$212,520
$243,012

Parade
35,507,036
Weekly
$645,435
$796,950



Junior Page
$484,890
$598,395

USA Weekend
23,673,565
Weekly
$470,820
$557,550



Junior Page
$353,115
$417,543

People
3,617,127
Weekly
$134,925
$170,625













* Represents estimated costs only, not a recommended schedule













