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Case Study

A mid-sized hospital from the south recently considered the creation of a new health care
facility in Tennessee, and commissioned WPA to survey local residents to determine the
perceived need, the best methods to attract interest and gain support, and the best strategy to
eventually attract customers to increase market share.

In 2010, WPA conducted a telephone survey of adults in the hospital’s service area in order to
evaluate the creation of a neurological institute in the region, in essence marketing a
combination of services, many of which were already provided by the health care provider.
First, WPA assessed how the hospital’s brand was perceived by adults in the marketplace.
WPA then evaluated the general public’'s understanding of neuroscience in order to determine
the level of public education necessary to market the new institute and determined the public’s
greatest neuroscience needs and the perception of the marketplace.

Through this research, WPA identified the unfamiliarity of neurosciences in the marketplace
and uncovered that combining stroke and neurosciences in the minds of potential customers
would be particularly important and useful to bridge the gap of familiarity with neuroscience,
especially among younger adults. With WPA’s proprietary Message Mapping™ tool, a variety of
messages were tested to determine which messages were most effective to persuade
potential patients to utilize the proposed institute. The post-messaging analysis uncovered
how the strength of hospital’s brand combined with simple and frequent broad reaching
awareness messages will return the greatest rewards for the institute.

Message Mapping™

Bubble Size: Believability
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The hospital has been success at utilizing the results from WPA to develop a communication
and marketing strategy to increase awareness and appeal of the hospital and the
neuroscience institute. The hospital has incorporated the strength of the hospital’s brand into
the marketing of the institute, and continues to gain support for the development of the new
neuroscience institute, which is expected to begin construction in 2014. Utilizing messaging
that the hospital provides quality care to all regardless of race, religion, age, or health has
increased the hospital’s market share in the marketplace.
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Effectiveness

* Using a scientific
“treatment effects”
design we can
determine exactly
how effective each
message is at
changing people’s
minds. :

* This effectiveness
measurementis
shown on the *x” or
horizontal axis.

» The more effective a
message, the further
tothe right it appears.
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» Our message
“stickiness” analysis
tells us which
messages will be the
most memorable to
people.

* The “stickier” a
message is the more
likely it is to break
through the clutter
and reach people.

* The “stickiness*
measure is shown on
the *y” or vertical axis.
The “stickier” a
message is the higher
it appears on the
graph.

Message Mapping™

WPA'’s proprietary Message Mapping is one tool that WPA uses to provide meaningful insight to
its clients above and beyond what other research companies provide. Research has shown
that people are generally not good judges at telling us which messages are most effective in
altering their opinions and behaviors. Simply asking how effective a message is does not give
results that can be used to maximize return on communication investment.

Message Mapping™ is a WPA proprietary tool that uses multi-variant regression and scientific
analysis to determine the effectiveness of potential messages by testing the believability,
actual opinion and behavior change, and the memorability of various potential messages.
Message Mapping is the optimal tool to determine exactly what to say in communications.

Impact is illustrated using a mapping chart that illustrates each message based on increasing
Effectiveness, Stickiness, and Believability.

"+ The final

Believability

measurement on our
message maps is
how believable a
message is to people.

Messages that fail the
belief test won't work
regardless of how
well they score on
other measures and
they could even
backfire on an
organization.

Believability is shown
by bubble size. The
more believable a
message, the larger
its bubble.
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WoN errrr——
Messages are represented on bubble charts, providing an easy to use “map” for further action.
Bubbles located farthest from the point of origin (the area shaded green) are the best

messages in terms of effectiveness and stickiness.

Bubble Size: Believabllity
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In the above Message Map, Messages 8, 3, 6 and 4 are the best messages, balancing
effectiveness and stickiness. Message 7 is very memorable, but not effective. Message 2 is
neither memorable nor effective.
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