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The Four Spheres of Identification



01
Type: General Health Consumer
Mode: Listening
Journey: Wellness, Prevention, CPR

• Word of Mouth
• Physician Consult
• Mobile 1st Social Media & Search
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Type: Conscious Health Consumer
Mode: Engaging
Journey: Health, Genetics, Lifestyle

• Digital Point of Care
• Social & Search Targeted
• Email Targeted
• Display Targeted
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03
Type: Preventative:  

Health Consumer & Caregiver
Mode: Seeking
Journey: Testing, Risk Factors, Management

• Insurance Provider
• Education
• Influencers

03
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Type: Diagnosed: Consumer & Caregiver
Mode: Sourcing
Journey: Acute, Chronic, Survivorship

• Email Subscriber
• Social Media Groups
• Care Coordinator
• Events

å
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Diagnosed

Health Consumer
& Caregiver
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Consumer Care Continuum 
Engagement & Impact
All people living with, or at risk of, cardiovascular conditions and 
those who love them, have the care and support they need to 
survive and thrive.

• Audience Persona Development 
• Health Stage 
• Life Stage & Roles 
• Demographics 
• Economics 
• Geography



Prevention v. treatment stage 
impacts message relevance and 
channel / location fit

Attuning messaging to distinct 
health scenarios, such as 

• Annual visit
• Risk prevention, or management
• Acute recovery 
• Secondary prevention



The Care Continuum – Macro vs Micro



The LDL Threat is Real – Sponsored by AMGEN

Consumer Care Continuum Culturally-Relevant Messaging That Resonates



Consumer Care Continuum Culturally-Relevant Messaging That Resonates

#1 Preferred by Hispanic, Latino, Asian & Caucasian Audiences



Consumer Care Continuum Culturally-Relevant Messaging That Resonates

#1 Preferred by Black Audience





Consumer Care Continuum Culturally-Relevant Messaging That Resonates

Getting to the Heart of Stroke 

Sponsored by HCA Healthcare Foundation
AHA Audience Insights, MRI/Simmons, January 2023



Actively Listen 
& Empathize

• Importance of empathetically 
stepping into the patient POV
(back it up with market 
research, data, lived experience 
perspective, etc.) 

• Leverage those that 
populations trust

Create Value Based on 
Their Needs

• Meet people where they are 
has wide application, but 
inserting into lives and lifestyle 
is critically important 

• Build HCP and patient 
perspectives into content 
marketing strategy

Golden Rules

Stay Curious 
& Questioning

• Leverage the “idea of inquiry” 
consistently and repeatedly 

• Make processes straight 
forward (5W’s & an H)


	[RESEARCH]: The Effectiveness of POC

	Slide 1
	Slide 2: Assess POC messaging effectiveness across disease states
	Slide 3
	Slide 4: POC is More Critical than Ever:   Decreased Access for Pharmaceutical Reps
	Slide 5: Physician Responses To POC Is Positive
	Slide 6: Physician Impact:  POC Content Supports Health Journeys
	Slide 7: HCPs are eager for increases in POC solutions
	Slide 8: Patient Responses to POC Indicate Trust and Impact
	Slide 9: Patient Impact:  POC Content Supports Health Journeys
	Slide 10: Patients want plain speak, increased diversity and relevancy of medical information at the POC
	Slide 11: Multiple opportunities exist to support HCPs
	Slide 12: Unmet needs for Patients
	Slide 13
	Slide 14

	[PRESENTATION] Everyone Has a Heart
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21: Consumer Care Continuum Engagement & Impact
	Slide 22: Prevention v. treatment stage impacts message relevance and channel / location fit
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29: Golden Rules
	Slide 30

	[RESEARCH] Growing Your Marketing Strategies Around Diversity
	Slide 31
	Slide 32
	Slide 33: 334.9M
	Slide 34: 334.9M
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39: 334.9M
	Slide 40: 334.9M
	Slide 41
	Slide 42: High Growth: +81M Americans by 2035
	Slide 43: Keys to Unlock Hispanic Audiences


