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STRATEGY
After surveying new mothers who 
attended its Bright Beginnings class 
(o� ered by Community Education 
& Outreach), PHCS leveraged data 
to plan and execute a campaign 
that combined new and traditional 
media to promote a personalized 
experience for expecting mothers 
and their families. 

RESULTS

TAKEAWAYS
• Understand the importance of using data and acknowledging the

“voice of the consumer” to build a clear and de� ned marketing strategy

• Using new media /digital channels can e� ectively contain marketing 
expenses while also encouraging engagement

• Facilitate a personal approach and create synergy across multiple channels

• By measuring all aspects of the campaign, 
PHCS was able to demonstrate the success of 
the strategy, which resulted in a 9.7% increase 
in deliveries at the hospital. Moreover, these 
initiatives helped PHCS gain valuable insight into 
what patients really want, which in turn will shape 
future strategy.

• Pandora radio ads generated 3,783 clicks

• Social media posts about maternity and newborn 
care received 1,357 likes

• A Google AdWords campaign generated 
6,329 clicks

• A direct mail campaign resulted in 265 women 
utilizing obstetrics and/or newborn health 
services, with a total contribution margin of 
just under $1 million and a $3.97:1 incremental 
ROI. Sixty-one women were new patients to 
Princeton HealthCare System.

BUSINESS CHALLENGE
With projections showing women of childbearing age declining in its service 
area, University Medical Center of Princeton, the acute care hospital of Princeton 
HealthCare System, developed multimedia marketing strategies to grow its 
obstetrics service line.

University Medical Center of Princeton
• Located in Plainsboro, NJ

• 1 hospital

• 231 beds

MOVING FORWARD
• Based on analysis of campaign results, PHCS has continued to partner 

with Healthgrades to execute targeted video-based ads on three platforms: 
Pandora, Facebook, and YouTube


