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Serving the stress gap in social
There is more access to information than ever before but
people are more stressed and anxious than ever before.
• Healthcare systems try
to downplay emotion
• Media companies try
to monetize anxiety
• How can we be
more relevant?
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What if we took a specific moment in health
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Answered it authentically …
Let’s ask one of our writers, Julie!
My doctor paid me a visit and told me that everything was
fine. He didn’t have an answer as to why I had bled that
day two weeks ago, but we agreed that it was a smart
decision to come in and get checked and now I could rest
assured that I had a happy and healthy colon.

The guy next to me let out an enormous
fart. Check, please! I decided I was strong
and alert enough to get up and “pass the
air” in the privacy of my own home.
Bottom line…colonoscopies are not a party, but really not
too bad. And the peace of mind is well worth the trouble.

This was the experiment that started it all
Which age group is most interested?

Women 30-45 vs. Women 45-65+
Budget: $500 split evenly
Results:
W, 30-45
Clicks: 69
CPC: $1.96
CTR: 0.97%
Relevancy score: 4

W, 45-65+
Clicks: 727
CPC: $0.50
CTR: 2.37%
Relevancy score: 8

What else makes people tick and click?
Testing “So You’re…” Copy
Test B: They’re not fun, but

Test A: So you’re getting a
mammogram. What can you expect?
One patient gets real about her first.

mammograms save lives. One
patient shares her first experience.

Julie gets a mammo!
Audience: Women, 35-65+
Budget: $200
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So, you’re getting a better Relevancy score
We continued to perform and learn
Test A: So you’re getting a mammogram.
What can you expect? One patient gets real
about her first.
Clicks: 428
CPC: $0.41
CTR: 3.08%
Relevancy score: 9

Test B: They’re not fun, but
mammograms save lives. One patient
shares her first experience.
Clicks: 55
CPC: $0.48
CTR: 2.48%
Relevancy score: 8

How would imagery impact results?
Test B:
Real Person Image

Test A:
Stock Image

Testing Images

Audience: Women, 35-65
Budget: $200
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Why I Chose a Preventative Mastectomy
Results:
Clicks: 436
CPC: $0.36
CTR: 3.08%
Relevancy score: 9

Results:
Clicks: 65
CPC: $0.48
CTR: 2.12%
Relevancy score: 7

We’re on to something …
But how can we take it to the next level?

Exhibit A
THE CHIEF MEDICAL OFFICER

8:00 a.m.
Called mom to check in after
changing her medicine last
week.
8:12 a.m.
Googled “how to convince
mom to go to doctor” from
her mobile phone.
Noon.
Refilled prescription for
daughter on her way to lunch.

FRIENDS &
COMMUNITY

EXTENDED FAMILY

NUCLEAR FAMILY

SELF
HEALTH

5:15 p.m.
Texted husband to
coordinate dinner plans;
debated takeout options.
5:40 p.m.
Picked up son from
daycare; learned a child got
chicken pox the day before.
6:00 p.m.
Got home; put off glass
of wine and checked
son/Google for pox.
7:30 p.m.
Did 7-minute YouTube
workout in the basement;
video shared via Facebook.

3:15 p.m.
Clicked through 4 slides on
“signs you’re aging well”
feature posted on Facebook.

A DAY IN THE LIFE
of our Chief Medical Officer

Moments of truth = Opportunities for Relevancy
Our goal: create a stream or piece of content for each moment of truth
SHOULDS

ROUTINE

OBSESSIONS

EXTREME

Nagging

Scheduled

Spontaneous

Life-changing

Trigger

Pop culture; daily life;
voice in the back of our
heads

Change in life stage;
management of current
stage

When everyone’s
talking about …

An unexpected
diagnosis; an
unexplained symptom

Approach

Show the success of
others to inspire
success of self

Help gauge
expectations and
navigate change

Debunk (or clarify)
the news item or trend

Provide empathy,
guidance and welcome

Outcome

Drive credibility and
community
participation

Gain trust and increase
likelihood of taking
next steps (i.e. HRA or
event participation)

Position Northwell
as a source of
trust in dubious spaces

Drive referrals to
Northwell services,
increase awareness of
services, too

DEAR DOCTOR
We tap into the age-old (and still wildly successful) advice-column format and
answer the communities questions

SO YOU’RE…
We profile people going through common (and uncommon) procedures from a
first-person, blog-style point of view.

A DAY IN THE LIFE

We profile (via photo-essay diary entry) people with interesting
stories in the tri-state area and beyond.

TRUE STORY

We feature stories from our community in personal essay or narrative– offering
voices and perspectives not commonly heard.

WELL FED
Looking for delicious, nutritious dishes to make at home? Well Fed offers video
instructions to make mouthwatering meals that are certified “healthy choice
recipes” by Northwell nutrition experts. Yum!

WELL INFORMED

Well Informed is a forum for Northwell professionals to demystify healthcarerelated topics that leave the rest of us wondering “why?”

DEEP DIVE
Telling the story behind the story, through investigative
and narrative journalism.

www.northwell.edu/thewell

Using content to find niche audiences
And how we put experiment + scale into action

Finding the Caregiver Audience
Audience Test

Women 35-45 vs. Women 45-55
Budget: $200 split evenly
Results:
W, 35-45
Clicks: 188
Cost per click: $0.53
CTR: 1.17%
Relevancy score: 7

W, 45-55
Clicks: 299
Cost per click: $0.33
CTR: 1.87%
Relevancy score: 8

Scaling Up
Budget: $2,000
Audience: W, 40-65+

Results:
Clicks: 6,410
Cost per click: $0.31
CTR: 2.26%
Relevancy score: 6

Talking About Breast Cancer

Audience: W, 40-64
Interests: American Cancer Society Making Strides Against Breast Cancer, Avon 39 The Walk to End Breast Cancer, Susan G.
Komen 3-Day for the Cure
Budget: $200

Results:
Clicks: 1,099
Cost per click: $0.18
CTR: 3.07%
Relevancy score: 8

Findings:
• Reaching that breast cancer
survivor audience is critical
• Starting the age target at 40 is
more effective

Scaling Up
Audience: W, 40-64
Interests: American Cancer Society Making Strides Against Breast Cancer, Avon 39 The Walk to End Breast Cancer, Susan G.
Komen 3-Day for the Cure
Budget: $2,000

Results:
Clicks: 6,769
Cost per click: $0.29
CTR: 4.08%
Relevancy score: 7
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Connecting with Millennials
Audience: W, 25-38; Interests: Bumble, Tinder, Match.com, PlentyofFish
Budget: $200

Results:
Clicks: 1,292
Cost per click: $0.15
CTR: 2.67%
Relevancy score: 7
Findings:
• Very low CPC and high CTR but
comments limited to tagging of
others
• The topic may not be something
the audience wants to bring
attention in their FB activity
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Scaling up
Audience: W, 25-38
Demo: Single
Interests: Bumble, Tinder
Budget: $2,000

Results:
Clicks: 6,972
Cost per click: $0.29
CTR: 2.71%
Relevancy score: 7

Key takeaways
Things to keep in mind as you plan content for moments – and use
paid social to mine for audience segments
• Start small and learn big
• Don’t assume a broad target
• Test before you invest
• There’s always more to learn!
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