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Marketing Healthcare

Those who need you / those
who could care less

ldentifying and Leveraging
Loyalists

ARnThe Experienceo
Monitoring the Environment

Other Crusader Marketing Characteristics
Intersecting Non-LTC Priorities
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Har vard and McKI n

2/3 economy influenced
by word-of-mouth

one word-of-mouth =
600 advertising exposures

71% prefer friend recommendation
over advertising
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WOM |s Gaining Over Advertising

(Effectiveness over Time)
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Which factors make you most
comfortable purchasing a o
product?

WPP (Mediaedge:CIA)

Best source for advice on a
new product:

Yankelovich
Among best sources for new
ideas about products:

GFK/NOP

_The website 8%
Advert:sement 5%
Newspaperﬂwe-g;;z:l.ne reeemmended |t ~ 2%
A friend recommended lt Tﬁ%
Television 21%
NewspaperMagazine 2%
Info services (e.g. Consumer Reports) 35%
-ﬁ.'..notherconsumer ) .BT%. .
1977 2005

Ed“;).r.lél.................... ?%“ "Edltorlal 0%“
Adve-r.tl-s;l:lg 53%“ “Advertlsmg “""""""50%“
Werdefh‘leum 6?";'.:. “WerdefMel:ﬁ:!"mm"92%“




Consumers Talk about Many Categories

(Percentage of respondents having at least 1 conversalion in category an given dayy)

Food & Dining 60%

Media & Entertainment 59%
Sports, Recreation & Hobbies 50%
Beverages 48%

Telecom 45%

Technology 43%,

Shopping & Retail 42%

Health & Healthcare 40% —

Automotive 39%,

Financial Services

The Home

Personal Care & Beauty
Travel Services

Children's Products

Household Products

Base: 35,923 respondents
Sourca: TalkTrack™, June 2006 through June 2007



According to the London

A 1% reduction negative WOM = .41% growth

A 1% increase in positive WOM = .14% growth
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Boomer Women

A 68% rate what they hear in
conversation as credible

A 56% are likely to pass along
what they hear

A 39% will seek additional information
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51% of administratorsi consumer s donot

50% of administrators T rating would have no effect
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