


• Background Information – (Describe the project and reasons for marketing/advertising this product)

myGeneration Senior Clinics (myGeneration) pioneered a new model of primary health care in the 
Southwestern U.S. Dedicated to holistic care for or older individuals. myGeneration clinics provided a 
healthcare destination focused on older individuals insured through Medicare.

Expanding to dozens of neighborhood locations across the Las Vegas region, each location is led by 
physicians dedicated to caring for older individuals. Each patient’s Care Team is steeped in the issues and 
lifestyles of older people. Care coordination, help with appointments, insurance, counseling, nutrition, 
social services and more. Locations also offered a select number of on-site services: lab services, X-ray, 
and more. 

The care, coordination, and convenience was a hit! myGeneration’s success inspired many lookalike 
competitors. Multiple clinics were vying for the same patient base. Even the area’s major hospital 
launched a “senior care” practice.

Year-Over-Year 
Lift in Leads

more results  
follow...

248%

In 2020, myGeneration was acquired by Intermountain Healthcare, 
one of the nation’s leading health systems. A new initiative to dial up 
marketing and messaging to differentiate myGeneration was on!
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Medicare-eligible individuals age 65+ in the Las Vegas DMA.

• Objectives – (Specific goals and expectations for your campaign)

• Establish myGeneration clinics as “The” specialty care leader
• Elevate the MyGeneration brand — greater visibility of how their model delivers superior cares for patients
• Support enrollment goals during the annual Medicare Enrollment Period, Oct-Dec.

• Challenges – (Obstacles and constraints you faced, issues that were overcome for this project)

• As a retirement destination in the Southwestern U.S., Las Vegas has become a very crowded market for 
senior health care. Once the sole local market leader, myGeneration now faces literally dozens of 
competing medical practices. Many are local physician groups touting similar value propositions, although 
less able to deliver on the promise. myGeneration needs to make their story heard.

• The area’s largest medical provider also entered the category with a dedicated Senior Practice, 
promoted in the health system’s year-round marketing, and funded with a far larger marketing war chest. 

• Now UnitedHealth, once a marketing partner which funneled substantial numbers of Medicare 
Advantage members to myGeneration, became a competitor, promoting their corporate sibling: Optum 
medical care. A former ally now morphed into a formidable competitor, again with far deeper pockets.

• Target Audience – (Demographic and Geographical information) 
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• Methods and Strategies – (Ways in which you achieved your outcome, including creative and media strategies)

To tackle the challenges — and win — this campaign took a one-two approach ...

#1) Research. Advertising had been hitting strongly on myGeneration’s key differentiators: VIP concierge-
like care ... exclusive 65+ focus  ... more time with your doctor ... a care team ... 30+ locations.

Collaborating closely, myGeneration and the agency worked with a leading healthcare consumer research 
firm in crafting a study to learn if these were indeed the key selling points. To help prioritize them. And 
glean insights to help convey myGeneration’s differentiators in the most meaningful manner.

Best news: The core value proposition resonated strongly. But, while hitting some of the right notes, 
messaging needed an overhaul to impactfully convey what consumers most wanted to hear ...

• Give Me Great Care: I like a team that understands my needs and “senior care” — but do not 
dare call it that! ... I want a better experience that delivers better outcomes.

• Give Me Convenience: Care when I need it ... and when I want it. Make it timely!
• Give Me Attention: See me, personally: my doctor; my team. Then follow up with attention 

beyond my appointment time!
And, oh yes ... I need value too! More than I get now from Medicare: at no added cost.

Fortunately: myGeneration was delivering that reality to patients.
“All” we had to do next was give the creative a 100% overhaul to present that reality to prospects!
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• Methods and Strategies – (Ways in which you achieved your outcome, including creative and media strategies)

#2) A totally new creative and messaging approach: “My Way.”

It’s all about the individual. And getting your health care just the way you want it. This campaign is 
uniquely ownable — leveraging the “my” graphic of the myGeneration logo while adding the substantial 
“meat” and meaning that the overall brand had been struggling to articulate. 
“My Way” consolidates and distills research learnings into quick, consumer-friendly visuals and messages:

• Conveys personal connection between patients and their care
• Evokes happy, healthy patient outlook through lifestyle imagery
• Promotes recall with branded graphics and simple messaging
• Speaks to the true benefits of myGeneration Clinics — through the eyes of the consumer

This creative also leveraged a powerful, proprietary corporate asset: Dr. Ama Brobbey, the organization’s 
Chief Medical Director. Direct mail letters were not signed by a VP of Sales: they came from a physician. 
Dr. Brobbey also delivered strong supporting messages in brochures and print collateral.

The media campaign also underwent examination, focused specifically on driving greater lead volume. 
Previously, the clinic ran standard :30 and :60 TV spots. We added a longer-form :120-second direct 
response spot focused on leads, as well as adding Connected (OTT) TV to the plan for greater reach. In 
print, a QR code was added which drove specifically to registration for sales seminar events. 
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• Results – (Overall outcome and evidence that you achieved your objectives and overcame challenges)

• Overall leads up 248% year over year!

• Direct mail leads up 47% from previous year

• DRTV leads 214% higher vs. previous year
- The new :120 length generated the most leads

• Quality leads — ex.: interactions from digital/URL destinations:
- 58% of responses were phone calls, not just clicks or form fill-ins
- Callers were engaged: initial calls lasting over 4 minutes

• Cost + Budget = Level YoY
- All gains achieved with no added expense

214%

DRTV 
Leads Up

248%
Overall YoY 
Lift in Leads

47%

Direct Mail 
Leads Up

YoY Spending

Same = Same



TV and Video

Click to watch TV and Web Video

https://vimeo.com/showcase/8835904

:120 DRTV — longer spot with a “double close” yielded highest leads per airing
:60 TV – shorter length enabled more placements
:30 CTV — aired via Connected TV (CTV) or OTT: Netflix, Hulu, etc.

https://vimeo.com/showcase/8835904


Jumbo Direct Mail

Envelope – front addressing side 
with “Billboard” panel on back  

Brochure – cover and inside spread

Letter 
Signed by Dr. Brobbey, MD

with “freemium” offer



Direct Mail
6x9 solicitation package

Envelope

Brochure — cover and inside spread

Letter
Signed by Dr. Brobbey, MD 

Plus “freemium” offer



Self Mailer

Outer — Billboard Panel

Inside 
Spread

Outer – Addressing panel 
Featuring Dr. Brobbey up front



Print Media

In “single image” print media, the more straightforward headline 
treatment used o brochure covers was adopted. This preserved 
campaign messaging while reserving the graphic “circle my” treatment 
for the logo, focusing the eye and avoiding tangling the core brand 
identity with a campaign theme.

Outdoor/Billboard — a key medium in myGeneration’s home Las Vegas market

Print ad 
Campaign

— with QR code
driving seminar response


