
Building Favorability 
With Blog-Based Storytelling

Amanda Oleiro
Creative Strategist and Copywriter



=
6 Hospitals 50+ Clinics 600+ Doctors

80+ Specialties 25+ Pediatric 
Specialties

A Little Background…

We offer a lot 
of services 

and do a 
lot of things



Despite All We Do, Consumer 
Perception Told a Different Story
“If you have something 
wrong and you have to see 
a specialist, that’s the place 
to go in mid-Missouri.”

“It’s a teaching hospital.”

“I assumed I’d have to 
travel to St. Louis or 
Kansas City.”

“It’s where you go for 
trauma care.” 

“Academic medicine 
sounds like it’s implying 
that the research person is 
administering the care. And 
I want someone who is 
actually a caregiver.”



Consumer Perception 2019

Where we ranked high:
• State-of-the-art tech
• Widest range of specialists 

and services
• Teaching the next generation 

of doctors
• Being a leader in medical 

research

What we ranked lower in:
• Overall quality of care
• Relentlessly pursuing 

excellence
• Being easy and convenient 

to use
• Coordination of care
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Humanizing Brand Experience 
Rankings

Reputational study via Monigle, based on four factors:
• Sensorial – how people sense your brand
• Intellectual – how people think about your brand
• Emotional – how people feel about your brand
• Behavioral – what people do with your brand

MU Health Care was 108 out of 204 health systems nationwide



Humanizing Brand Experience 
Rankings

Where we ranked above average: 

SENSORIAL
Score: 73 Average: 60

Attraction, Impression, 
Environment, Prevalence, Buzz

INTELLECTUAL
Score: 73 Average: 66

Quality, Best People, 
Coordination, Innovation



Humanizing Brand Experience 
Rankings

Where we ranked below average: 

EMOTIONAL
Score: 48 Average: 58

Confidence, Success, Well-Being, 
Belonging, Excitement

BEHAVIORAL
Score: 32 Average: 43

Enhancement, Stress-Free, 
Continuity, Participation



What That Told Us… 

CONNECT 
EMOTIONALLY

Connect on a deeper 
level and go beyond 
the functional table 
stakes of health care

ADDRESS 
EXPERIENCE GAPS

Help create an 
experience that 
makes people’s lives 
better and changes 
health behaviors in a 
positive way

DIFFERENTIATE 
FROM OTHERS

Uncover a piece of 
our brand and stay 
true to it through 
consistent delivery 
and communications



Looking at Our Content Strategy

What we did well:
• Patient stories
• Magazines
• Media partnerships
• Treatment pages

What we lacked:
• Consistent blog presence 
• Feel-good content
• Trending topics 
• Patient perspectives
• Provider perspectives 



Introducing 
Live Healthy



Live Healthy
• Digital health and wellness newsletter
• Authentic explorations into relevant 

health topics
• Three articles, once a month 
• Conversation starter and relationship 

builder rather than hard CTA
• MU Health Care voice with a 

conversational, down-to-earth tone



Live Healthy
Goals:

• To build MU Health Care’s image and 
reputation in health and wellness

• To connect with consumers and provide 
practical healthy living strategies and 
advice

• To support key priorities through 
consumer-based content, when 
appropriate

Target: 
• Women, ages 25-50



Choosing Content
What are our strategic priorities?
What campaigns are running or coming up?
Do we have anything timely coming up? 
Do we have any service lines/providers that need a little love? 

What health topics are trending? 
What questions is our target audience asking?
What are some practical health tips not many people know?
Where are there gaps in patient experience? 
Is there a patient/provider with a strong message or experience?

What’s the unique spin on it? 
How do we differentiate our brand?
How can we empower our readers?



Some Guidelines
Headlines need a unique spin

• Signs You May Be Overly Stressed 
vs. 
• Sorry to Tell You, But Your Weirdest Symptoms May Just Be Stress

Content must be simplified, but not simplistic
• “Make goals that are attainable.”
vs.
• “Focus on what you will do instead of what you won’t.”

Emphasis and personality > AP guidelines and “doctor speak”
• “The “bad” protein is defeated and everything from the vaccine is gone 

— except! Those precious memory cells.”



Putting It Into Action
Service Line Love: Pelvic Floor Therapy



Putting It Into Action
Kegels Don’t Fix Everything —
6 Surprising Facts About Pelvic 
Floor Therapy 

• Still covered symptoms
• Still covered who it’s for 
• Still covered therapy types
• Still had CTA pointing to providers
• Met people where they were at
• Empowered readers



Putting It Into Action
Trending Topic: Dad Bods



Putting It Into Action
The Science Behind the “Mom 
Bod”: Permanent and Temporary 
Changes Caused by Pregnancy

• Positioned us as experts
• Educated women in a way that 

empowered them
• Reframed the conversation in a 

positive way



Putting It Into Action
Campaign: Interventional Psychiatry



Putting It Into Action
It Ketamine the Latest 
Psychedelic Breakthrough in  
Treating Depression

• Psychedelics in depression is a 
trending topic 

• Positioned us as experts
• Explained interventional 

psychiatry in a tactile way



Putting It Into Action
Priority Service Line: Oncology



Putting It Into Action
10 Days Left With the Girls:
One Woman’s Countdown to a 
Double Mastectomy

• Emotional journey 
• Praised our surgical team and 

services
• Genetic testing component
• Linked to breast cancer health 

risk assessment



Defining Success



Defining Success 

Email 
• Subscribers 
• Click-to-open rate 
• Story click-through rates

Website 
• Page views
• Time on page
• SEO ranking
• Click-throughs on CTAs

Organic social 
• Engagement (likes, comments, shares)
• Reach



Defining Success: Email

Health Care 
Specific Newsletter 

Benchmarks
Live Healthy

Averages

Open Rate 20.5% 57.8%

Click-to-Open Rate 13.9% 26.6%

Click-Through Rate 2.8% 15.4%

Source: HubSpot

Subscribers: 600+
As of Oct. 2022



Defining Success: Website 

Live Healthy
• 77 total stories
• > 36,000 total page views
• 470 average views per story
• 2:48 average time spent on page

MU Health Care
• 31 total stories
• > 301,200 total page views
• 9,700 average views per story
• 3:28 average time spent on page
• Consistently ranked in top viewed pages
• ALL ORGANIC SEARCH TRAFFIC



Success Stories to Date

Email CTR: 25.5%
Organic SEO: Ranked #2 
for ”lady bits”
#1 overall viewed page 
2:49 avg. read time

Email CTR: 4.7%
Organic SEO: Ranked #4 
for “birth outcomes for 
black women”
#7 overall viewed page
4:59 avg. read time

Email CTR: 21.3%
Organic SEO: Ranked #9 
for “mom bod”
#2 overall viewed page 
5:51 avg. read time



Lessons Learned 

Email CTR: 1.9 %
#74 overall viewed page 
on Live Healthy

0:50 avg. read time 
(5:17 on MU Health Care)

Email CTR: 2.1%
#63 overall viewed page 
on Live Healthy
1:22 avg. read time

Email CTR: 1.7%
#30 overall viewed page 
on Live Healthy
1:32 avg. read time



Social insights

Engagement rate: 0.9% 
Reach: 1,768 on Facebook

Engagement rate: 3% 
Reach: 6,000 on Facebook; 

1,763 on Instagram



Back to Preference



Consumer Perception 2021

Remember those three preference drivers?
• Overall quality of care 
• Being easy and convenient to use 
• Coordination of care

+ 0%
+ 2%
+ 6%



Consumer Perception 2021

Not only that...

If you could choose any hospital or health care system, which 
would you personally prefer to use if you or a member of 
your household needed hospital care?

2019        2021 
+5%



Consumer Perception 2021

What’s even more…

Based on what you know or have heard, which area hospital, 
health systems, or physician group would you prefer to use for 
each of the following medical services?

2019  2021
Maternity/Childbirth: + 5%
Women’s Services: + 7%
Children’s/Pediatrics: + 8%
Primary Care: + 6%



All of  That to Say…

Content is a powerful tool!
• Explore ideas
• Set some goals
• Play around 
• Test
• Tell your story
HAVE FUN! (and subscribe to Live Healthy!) 

livehealthy.muhealth.org



Thank you. 
Now let’s talk!


	Building Favorability �With Blog-Based Storytelling��
	=
	Despite All We Do, Consumer Perception Told a Different Story
	Consumer Perception 2019
	Consumer Perception 2019
	Humanizing Brand Experience Rankings
	Humanizing Brand Experience Rankings
	Humanizing Brand Experience Rankings
	What That Told Us… 
	Looking at Our Content Strategy
	Introducing �Live Healthy
	Live Healthy
	Live Healthy
	Choosing Content
	Some Guidelines
	Putting It Into Action
	Putting It Into Action
	Putting It Into Action
	Putting It Into Action
	Putting It Into Action
	Putting It Into Action
	Putting It Into Action
	Putting It Into Action
	Defining Success
	Defining Success 
	Defining Success: Email
	Defining Success: Website 
	Success Stories to Date
	Lessons Learned 
	Social insights
	Back to Preference
	Consumer Perception 2021
	Consumer Perception 2021
	Consumer Perception 2021
	All of That to Say…
	Thank you. �Now let’s talk!

