SBOITICHT

Multi-integrated 'Connections’ campaign
illustrates the importance of continuity

Contimmity of themes and imagery is
impottant in multi-integrated advertising,
With so many different ads in so mamny
that the campaign will create a solid
brand image in the mind of the con-
sumet. That being said, how you eweouce
that contimuos theme is also vital to the

For example, the *Connections™
campaign for the Universicy of Morth
Carolima Health Care (LINC), 2 708-
bed facility in Chapel Hill, thoroughly
engages the consumer with the use of
consistent images and the theme of
personal connections.

Each ad hes a consistent page Layout
(shott line of copy on top, 2 framing
bar of color across the bottom, the
UMC healtheare logo in the Iower
right-hand corner, the agline “Leading,
Teaching, Caring” placed below the
UMC logo on every ad, and an image of
a person ) Each ad uses lines to connect
the service deseribed with the cutcome
This allows consumers to develop a
familiarity with UNC based on the

o comnect to the message by following
the lines to each phease within the page.
The carefully selected stock photos
in. With to-the-point phrasing and flow
disgrams, a connection betwern condi-
tion, treatment, and overall emotion is
muade in a simple and compelling way.

For example, one ad briefly
describes the eating disorders program.
For the general consumer, the concepe is
constructed simply o instantly get the
message across to the consumer wsing
the “connections’ of the lines.

A line takes the reader’s epe from
the words “eating disorder” to the

EATIMNG
DISORDER
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words “compechensive treatment,”
then to “empowerment,” signaling the
the treatment. A final line points the
straightforward, and clever, this cam-
paign features the smiling faces of
patienis in candid momenis and ensures
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that the consamer will associate the ser-
vice with the provider.

The ads also tested well wichin foas
FhoIps.

“Though we used stock images,
in the foos groups we conducted, we

showed a matare woman in a pool
doing exercises in one piece of the
campaign for the geriateic line. The

women in the focus group swore they
knew the woman pictured; though
there was no way they could have. It
showed us that people could relate to
the images on a personal level,” says
Dan Dunlop of Jennings & Co., also
in Chapel Hill, MC.

“Owur philosophy is to take media
to the consumer based on lifestyle,”
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adds Dunlop, who is partial to movie
theater advertising becanse it " captures
people while they're living their lives."
According to Dunlop, this campaign
was successtul because it showed a posi-
tiwe et on imvestment (F.OT) for
MNIC and also maintained an effective
multi-integrated approach overall. T
—Kondaoe Meloughiin

This ad was used 1o infarm
consumers of UNC HealtHs
Endcmcopy Certer and the
mportance of regular
coloncscopies after the
ageof50l
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PERIMEHOPAUSAL
DEPRESSIOM

ENJOYING
LIFE

This piece from the campaign featured inforrmation
about UMC Health's Certer far Women's Mead
Disarders. It explains which dignosed disorders are
oo ered and prowides cormtact information as well.
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Thead below was used to promote the Spine Certer
" gt UNC Health. By showring a worman lifting her child,
the piece brought an emational tie to the sevvices the
Spine Center can provide
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SPINE CENTER
SERVICES

Information on our Spinae Conler at unchaalthcar Rl |

FREEDOM

Above & a continuation of the Spine

* Center advertisement theme This

image was used for other components
of the campaign, including movie thester
advertizernents and billboards.
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ATHRIAL
FIBRILLATION

Laarn morn about Cardathorecic Surgory atunchealthoarnang

MiHIMALLY
INVASIVE SURGERY

STHOMNG HERRT

University of North Carolina
This ad was used to pramote cardiothoracic Chapel Hill, NC = 708 beds
surgery at UNC Health The ampaign successtully Contact: Sizarme Herman,
advertizes mary different service lines while staying Divector of Public A ffai
corsistent to the overall message and theme. e Fu'la:tethg & =
Bgency: Jemings

Bgency contact: Dan Dunbop, President
Ohjective: To develop awarensss
of specific service lines
at UMC
Target: Varied by setvice line
Media: Print, online, radio,
outdcar, akport, movie
theatar
Program budget: 90% of annual advertising
budget
Web site:  wavw uncheafthoore org
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