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Empowering Better Health

We believe in Ideas That Work. And nowhere is this more 

important than in health care, it gives us opportunities other 

fields do not. We’re not just creating campaigns, we’re 

empowering better health. 

Everyone, from practitioners to consumers, want the same 

things: clarity, ease of use and excellent care. The challenge is 

reach, educate and inform an audience with messaging and 

solutions that impact their health. Always exercising our idea 

muscles to make things simpler.
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We Are Healthier Than You Think



On the heels of bringing together its two largest industry-leading divisions to create one 

group called the Cardiology, Rhythm and Vascular (CRV) Group, We worked to build a 

brand identity and articulate a value proposition for the new group called CRV.  

The Goal: Position CRV as a global leader in delivering innovative, cardiology service 

solutions for physicians, patients and health care systems worldwide.
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Internal Launch Event
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Patient Story Microsite





Target was working to build awareness and credibility of Target healthcare 

capabilities by improving the way they connected with consumers and 

organizations. The main goals was to Simplify healthcare by elevating the everyday 

and providing innovative and inspiring solutions.











Simply balanced café 

(submitted by Carter 

R, Minneapolis, Minn.)

—Take-n-make meals 
made from locally 

grown, fresh organic 

ingredients offered at 

Target’s in-store café.

Target care registry 

(submitted by Raven 

C., Stafford, Texas)—

an online gift registry 

for caregivers of 

individuals suffering 

from chronic health 

conditions.
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When Hazelden merged with Betty Ford Center 

in 2014, they became the single-biggest name in 

drug and alcohol treatment and recovery. The 

problem was, with the entrance of many other 

players in the recovery space, treatment was 

quickly becoming viewed as a commodity. Our 

challenge was to prove to a wide range of 

audiences, from doctors, to families, to addicts 

themselves that Hazelden Betty Ford was the 

only place to turn for help.



Each group has but one primary purpose — 
to carry its message to the alcoholic who still suffers. 

- Tradition Five



Headline

• Bullet 
• Bullet 
• Bullet





Addiction’s primary foe is open, honest conversation.



No one really likes to talk about addiction. It brings out society’s prejudices and reinforces 
addicts’ shame. Words often fail us. We’re unsure what’s true or real. Hazelden Betty Ford 
Foundation is uniquely empowered to change that. To facilitate conversation between those 
in recovery, addicts and society at large. To replace misinformation with understanding. 
Misperception with empathy. Denial with hope. We must use what has worked for 60 years 
in new ways. We are a powerful community. Our stories inspire action.



Addiction’s primary foe is open, honest conversation.
Hazelden Betty Ford Foundation, as the leading force in 
the fight against addiction, has the responsibility to foster 
those conversations and provide the necessary tools for 
our community to help each other and society as a whole.

Hazelden Betty Ford Foundation, as the leading force in 
the fight against addiction, has the responsibility to foster 
that conversation and to provide the necessary tools for 
our community to help each other and society as a whole.



I Am Proof
DIGITAL/SOCIAL/EARNED

Powerful declarations from members of our recovery community will play a large part in eradicating the stigma of addiction. By partnering with influential personalities in the recovery space, we 

will solicit video testimonials and feature them on our YouTube channel. The testimonials are simply their personal message to any addict who is currently suffering. These simple and powerful 



Be the Face of Recovery
DIGITAL/SOCIAL/EARNED

As part of Recovery Month in 2015, we will ask our community to help us lend a face to recovery. We will create a simple web experience where users can donate their Facebook Profile Photo or 

Twitter Avatar to an endlessly growing page of other supporters’ photos. It will be a massive and moving expression of support for those looking for hope. Those who contribute will receive a 

badge to use on their social media accounts for the month.



#TodaysGift
DIGITAL/SOCIAL/OOH

Let’s build the first and only

Open Meeting
BROADCAST/DIGITAL 

To bring further focus to the issue, we will partner with a network to create a weekly televised group meeting. Hosted by Craig Ferguson, a handful of notable figures in recovery gather to discuss 

a range of issues relevant to the cause. In addition to personal stories, we can give in-depth coverage to the current events and recurring addiction issues we face nationally.



Recovered Works
DOCUMENTARY SERIES

Addiction is a disease that tends to strike some of the most talented and creative members of our society. Behind many of the greatest albums, works of art, innovations and advancements in society 

has been a person on their own personal journey for recovery. This series tells their stories, and brings to light how some of the most important contributions in our society have been created by our 

alumni.



The Foundation Series
DIGITAL/SOCIAL

To truly address the stigma of addiction, we must reach people on both a social and educational level. Much in the style of the TED Talk webinar series, we will showcase our world-class experts on addiction 

treatment, prevention and education for public speaking engagements that facilitate candid and intelligent presentation of the facts, misconceptions and vision for treating the disease.



#weareproof
DIGITAL/SOCIAL/EARNED MEDIA

Over 100,000 people in recovery visit Hazelden.org daily for inspiration from our Thought for the Day. Let’s create more dialogue and ownability around this action by evolving Thought for the Day 

to something users can participate in. By surrounding our daily contribution with the hashtagged Instagram and Twitter contributions from our recovery community, we can create an active and  



We Are Proof Realtime Digital Billboards
OUT OF HOME

Hundreds of thousands of people visit us daily to receive and give a little hope. By simply measuring that activity and serving it up for the public to see, we are able to create a powerful message 

proving the size of our supportive community and its impact.



Alumni Self-Publishing
PUBLISHING

As we continue to provide the world standard in addiction-related publishing, we will extend our platform to our recovery community in a way, and at a scale, never seen before by allowing alumni to publish and 

promote their own books, poetry and short stories. 



The Inspiration Wall
ON CAMPUS

As people graduate from our treatment facilities, many leave messages of hope for those who remain on bulletin boards in their units. Let’s add more permanence and meaning to that tradition by 

allowing for a space where graduates can leave their own inspiration for others. Over time, the installations can grow to be another example of the truth that exists at Hazelden and Betty Ford.



• It celebrates and activates our recovery community.

• It is a core tenent of the recovery process.

• It speaks to the authority of our evidence-based approach.

• It provides a platform for those who want to speak out.

• It provides real hope for those in need.

• It celebrates and activates our recovery community.

• It is built upon a core tenet of the recovery process.

• It speaks to the authority of our evidence-based approach.

• It provides a platform for those who want to speak out.

• It provides real hope for those in need.

We are proof.



We worked with UHG for years creating a 

range of experiences. The theme was 

educating the consumer with great content 

and simple experiences. 

 



UnitedHealthcare introduced a new brand to 

unite its three distinct business units. The goal 

was to create a simple destination to represent 

this new brand and address the core business 

needs of each of the businesses. 

UHG.com





UHG.com 2.0



The main online acquisition channel for AARP-branded 

Medicare plans: www.aarpmedicareplans.com. This site 

has continued to target individuals who are approaching 

65 years of age and are seeking information to help them 

purchase a Medicare plan.

Ulayer

http://www.aarpmedicareplans.com/


UnitedHealthcare Medicare and Retirements main 

educational channel for Medicare. The site has continued to 

provide individuals who are approaching 65 years of age 

with the necessary resources to clearly understand what 

most people would consider complex subject matter.  

Medicare Made Clear 



There is no reason finding the right Medicare plan for you 

can’t be fun. This simple game mimicked the Dating Game 

asking you simple questions to find the right plan for you

Medicare Matchmaker



This site was designed to provide current plan members 

with an easy way to review their plan information. 

Instead of attending a live meeting every year, 

members could simply access this online tutorial from 

their home computers and review the information at 

their own pace.

Town Hall



North Memorial rolled out it new brand. It 

was a about much more than a new logo.  

We created a site experience that was 

focused on proving easy access to care 

and streamlining the customer 

experience.  

On the design front we embraced the 

new color palate and brought it to life. 

Building blocks of color, clean black and 

white photography and simple icons set 

the stage for a simple clean site 

experience.



















THANK YOU!


