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It was 2012 and the healthcare 
market was soaring. Far and away 
the top revenue generator for 
distributors, healthcare-related 
companies were responsible for 
13.8% of total industry sales. Every 
year since, though, healthcare’s 

market share has dropped. The education 
sector has now taken over as the #1 promo 
market as healthcare sales have slid under 
the weight of new legislation and a shift in 
who holds the money.  

Consider that hospitals, healthcare 
systems and clinics alone have grown to 
account for $2.3 billion – 23.3% – of total 
healthcare ad spending, according to data 
from Kantar Media. Distributors just aren’t 
getting sales from local doctors’ offices like 
they used to.

Jon Swallen, chief research officer for 
Kantar Media, believes that the Afford-
able Care Act ushered in the major market 
shift. “The ACA changed the landscape 
for healthcare companies, and advertis-
ing and marketing strategies have evolved 
to meet the new challenges,” Swallen says. 
“As insurance plans push more of the costs 
of healthcare coverage onto subscribers, 
patients are empowered and incentivized to 
shop around for healthcare and to be more 
cost-conscious, leading to a much more 
competitive environment for hospitals.”

As such, Swallen notes that for hospitals 
and providers, promotional messaging has 
to accomplish several objectives. It must 
enlighten about disease awareness and 
treatment options, educate consumers 
about services and specialty technologies, 
and highlight quality and expertise. That’s 
a tall order – one that distributor sales reps 
can help fulfill using smart, effective pro-
motions. In other words, the opportunities 
for stronger healthcare market sales do 
exist, but the same old targets and strate-
gies need to be tossed aside.

Capitalize on Rebranding Efforts
As the number of hospital mergers 
increases, healthcare systems both big and 
small are spending more to differentiate 
themselves from one another, leveraging 
affiliations, expanded services and a focus 
on overall wellness. Paula Gossett, senior 
brandologist at Geiger (asi/202900) in Port 

St. Lucie, FL, has helped her largest urgent 
care client open and brand more than 175 
centers in 14 years. “Knowing my client was 
acquiring new centers all the time, I started 
asking about what I could do to help,” Gos-
sett says. “Clipboards for waiting rooms, 
floor mats, wall decorations – all of these 
products help their brand remain consis-
tent across the country, especially with 
the new centers they bring in under the 
national umbrella.”

These days, Gossett doesn’t specifically 
target the marketing department, noting 
that many buyers are now shopping online 
for promotional items and aren’t as open 
to reps bringing in new product. “Where 
you can really grow your business is with 
human resources, procurement depart-
ments and larger companies that have mul-
tiple locations,” says Gossett. “You can even 
work with building management to make 
their offices look more uniform. There are 
hundreds of products that go into branding 
or rebranding a center.”

Recently, Gossett’s client spent 
$250,000 on decorating their facilities to 
ensure uniformity. In collaboration with 
supplier Bruce Fox (asi/42330), Gossett 
created a website portal where office man-
agers can log in and choose from a selec-
tion of wall art, mission statement plaques 
and wall mount kits for hanging required 
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Wall décor and floor mats 
help keep branding consistent 
at healthcare centers.
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materials such as HIPPA laws, prevention 
advice and reminders. “When you start 
working with people on what they need 
every day, budgets are there,” Gossett says. 
“Slip-and-fall safety programs through the 
environmental department, programs sur-
rounding good practices like hand washing, 
making sure spills are mopped up – I’m 
constantly finding ways to get involved in 
programs.” 

Create Unique Promotions That 
Serve a Function 
Another lucrative avenue for distributors to 
pursue is the growing assisted living mar-
ket. Jill Andrew, senior sales and marketing 
director at Superior Residences Memory 
Care in Brandon, FL, has been in the busi-
ness for more than 20 years, and has wit-
nessed this branch of the healthcare system 
surge with aging baby boomers. “Five years 
ago, I spoke at a women’s club, and I asked 
the audience how many know someone with 
dementia. Four people raised their hands,” 
Andrew recalls. “I recently returned, asking 
the same question, and all but four people 
raised their hands. People are living longer, 
and the demand for nursing homes and 
facilities has increased dramatically.”

Andrew and her distributor partner, 

Jerry McNeill of Vernon McGraves Promo-
tions, have collaborated to keep Superior 
Residences front of mind with community 
members, choosing products that display 
the company’s messaging in a standout 
way for prospective patients and caregiv-
ers. The main tactic behind their success-
ful promotions: Avoid healthcare product 
clichés. “We want to be creative with our 
marketing,” Andrew says. “I don’t want the 
pill holders or (adhesive bandage) dispens-
ers. I want something that will differentiate 
us, while also providing a function for the 
recipient.”

Acting on dementia research that proved 
drinking from red cups promoted patients 
to stay more hydrated, McNeill went on the 
hunt for a brandable red drinking cup that 
would have a unique, attention-grabbing 
twist. Vernon tried several products, but 
in the end, it found the perfect item in the 
mood bike bottle. The product is white when 
empty and red when filled with cold liquid. A 
nipple top prevents spills. “We did an order 
of 400 to start,” says McNeill. “Some went 
to the current residents so caregivers could 
monitor their liquid intake. Jill uses the rest 
out in the community to educate the public 
on the importance of hydration for those 
suffering from dementia.”

Following this campaign, Andrew won 
the Florida State of Assisted Living Inno-
vator of the Year Award for her work at 
Superior Residences. Residents who use the 
bottles are drinking more water, which helps 
their overall health in a number of ways. 
Andrew continues to gift the bottles to elder 
law attorneys, home health companies, com-
panion services and assisted living organiza-
tions. “I’m in this business because I care 
about people,” Andrew says. “If I can spread 
knowledge to keep people in better health 
for longer, even if that means staying out of 
my facility, I’m happy. I know my purpose.” 

Network Within the System
Super healthcare systems, those that house 
hospitals, assisted living centers and  
in-patient therapy all under 
one brand, are on the rise. 
These are great opportuni-
ties for distributors, provid-
ing a variety of roads to sales 
expansion.

Wendy Franklin, sales rep 
at Geiger in St. Louis, MO, 
works with a faith-based 

Catholic hospital system headquartered 
in Missouri with facilities in Arkansas, 
Texas and Oklahoma. Franklin’s sales are 
up $60,000 from last year with this client. 
She expects revenue to grow more in 2018. 
“We do a lot of internal campaigns for the 
different departments within the hospital,” 
says Franklin. “Birth and babies; children’s 
hospital; programs for the community such 
as babysitting, big brother/big sister; lacta-

tion classes; compliance; ER. This 
particular client’s buying is decen-
tralized so each department has its 
own budget.”

One niche in which Franklin 
finds opportunities lies in mar-
keting the client’s services to 
patients currently enrolled in 
one department of the system. 
“There’s a huge effort by the hos-
pitals to keep services within the 
system, as opposed to patients 
going somewhere else,” says 

Healthcare Rx

Franklin. “If a patient comes in for surgery, 
there are a lot of materials and education 
about further services in physical therapy 
after surgery or in-patient care to heal. 
They’re all vying to keep people in their 
system.” 

As part of efforts to keep current 
patients loyal, the birthing unit gifts new 
moms with Mother’s Day Tiffany-inspired 
bracelets, Father’s Day hats for dads, and 
baby’s “First Christmas” ornaments when a 
child is born over the holiday season. “The 
hospital wants patients to have a top expe-
rience starting from day one, with the hope 
that new parents will bring their children 
back to pediatrics for services they’ll need 
growing up, as well as for services their 
aging parents will need.” 

Focus on the Future With 
Digital, Wearable Tech 
Momentum toward a digital future is gain-
ing ground, especially in the healthcare field. 
Nearly 37% of American adults use at least 
one digital platform to track their health, 
according to Kantar’s 2016 National Health 
and Wellness Survey. Interestingly, wear-
able health-related devices are among the 
digital offerings starting to become more 
popular. These include everything from 
web-connected glucose monitors to more 

“When you start 
working with 

people on what 
they need every 
day, budgets are 

there.”
Paula Gossett, Geiger

CASE STUDY
Rise Above 
The Ordinary
Distributor: Club 
Colors LLC
Client: Worldwide 
Clinical Trials 
Target audience: 5,000 conference 
attendees
Other media used: Web, email, direct mail
Total program cost: $18,550
Program’s primary objective: Worldwide 
Clinical Trials wanted to make a statement 
at its conference, which is attended by 
potential clients and those involved in cut-
ting-edge medical processes. With this high-
level clientele, it’s a challenge to drive traffic 
to a booth. “We collaborated with the client 
and decided how many touches we could do 
and how we could get people excited,” says 
Jessica Gibbons-Rauch, director of program 
development for Club Colors. “We came up 
with a campaign that would draw people to 
the booth, keep them there and have them 
talk about it afterwards.”
Strategy and execution: The overall 
theme used by the client was “Let your clini-
cal research rise above the ordinary.” First, 
Club Colors delivered a flyer that replicated 
an airline ticket to the target audience’s 
hotel rooms. This qualified them to come 
to the trade show booth. Once the visitors 
arrived, they were led through an experience 
that tied everything together. “The booth 
staff were dressed as pilots with aviator 
sunglasses and they gave mini drones to the 
recipients,” says Gibbons-Rauch. The booth 
had a “safe flight” area where the drones 
could be flown and staff aviators were 
present to help with the flight practice. The 
visual drove additional traffic to the booth 
because everyone wanted to try a drone. 
Once visitors received their mini drone, they 
could sign up to win a larger drone and 
were invited to a later event the client was 
hosting. “People were coming to the booth 
and standing in line for their turn with the 
drones,” says Gibbons-Rauch. “This cam-
paign resulted in us winning the client and 
doing more projects with them, as this was 
their first big project with Club Colors.”
Results: The client increased both booth 
attendance and attendees to their later 
event. They experienced a 245% growth in 
booth card swipes (versus 2015) and 125% 
higher attendance to the client event.

►Hospitals, healthcare systems 
and clinics account for 23.3% of 
U.S. healthcare spending.  
(Kantar Media)

►50% of healthcare apps avail-
able to consumers can be down-
loaded for free. (IMS Institute)

►Among the 165,000 health & 
medical apps now on the market, 
nearly two thirds are focused on 
general wellness issues like fit-
ness, lifestyle, stress and diet. 
The remainder is made up of apps 
focused on specific health condi-
tions.

► $392 million in revenue is gener-
ated from mobile healthcare apps. 
(Northern Kentucky University)

►18 to 24 year olds are more 
than twice as likely as 45 to 54 
year olds to use social media for 
health-related discussions. 
(Mediabistro)

HEALTHCARE BY 
THE NUMBERS

widely used wearables like FitBits and Apple 
Watches that detect heart rate, hours of 
activity and calories burned. 

“Wearable technology has been used in 
medical for 60-70 years with defibrillators, 
pacemakers and implantables, but now 
these types of devices are becoming more 
well known to the wearer, and medical 
companies are leveraging the same tech-
nology, like Bluetooth and GPS, that allow 
our fashion wearable items to work,” says 
James Hayward, senior technology analyst 
at ID- TechEx and co-author of Wearable 
Technology 2017-2027: Markets, Players, 
Forecasts.

For distributors interested in selling 
to the healthcare market, this means it’s 
important to become educated on wear-
able technology and companion applica-
tions because they can potentially serve 
as branded pieces – or products to be pro-
moted – that figure into healthcare clients’ 
plans. “People are taking responsibility for 
their own health through these devices, and 
that will change how doctors interact with 
patients, how insurance companies target 
their audience and how many people will 
still use traditional healthcare services,” 
says Ross Rubin, director of research devel-
opment at The Relevancy Group.

The opportunities don’t stop with wear-
able devices, though. As personal health 
records fill with data from sensors such as 
Fitbits and medical-grade devices, more 
related app development will follow. The 
healthcare companies making these apps 
will need to increase awareness of the ben-
efits and ease of use of their products and 
related offerings through different market-
ing channels, including patient education 
kits available at doctors’ offices and medical 
facilities. Distributors who are aware of 
these rising trends can support the push 
with on-point promo products.

Email: avantrease@asicentral.com

A Painful Fall
Every year since 2012, the healthcare 
segment has lost market share in terms 
of total promo product sales.
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Watches that detect heart rate, calories burned and activity 
levels are hot items for the healthcare field.

This Tiffany-inspired bracelet  
was used as a gift for new moms at a 

MO-based hospital system.


