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1982 2005 2019
Make it cool Make it smart Make it matter



HEALTHCARE EXPERIENCE4
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WHERE WE OPERATE6
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Audience 
Truths

Remarkable 
Creative

Distribution 
& Tech



WHAT WE DO7
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STRATEGY
Strategic Development
Business Plans
Marketing Plans
Research
Consumer Insights

CREATIVE
Advertising
Creative Direction
Videography
Photography
Brand Identity
Experiential

ENGAGEMENT
Media Planning & Buying
Social Media
Influencer Relations
Public Relations
CRM
SEO & Content Strategy
Reporting & Analysis

TECHNOLOGY
Web Development
Mobile Apps
Microservice Integrations
DevOps Consulting
Managed Services
Digital Transformation



9 THANK YOU FOR HAVING US

LIANA COLVIN
Associate Director of Earned Media

ALLIE SYBERT
Earned Media Manager
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WHY INFLUENCERS
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SOURCE: The Shelf
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https://www.theshelf.com/articles/influencer-marketing-grow-with-social-media/


THE POWER OF MILLENNIAL WOMEN
Millennials are now at the age where they are the key 
demographic you need to be reaching. 

They are turning 40, they are needing to get annual screenings, 
they are mothers with young children, they are the CEO of their 
household.
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13

81%80% 79%
of millennial women say 

the best way to reach 
them is on social 

media.1

of healthcare decisions 
are made by women in 

the United States.1

of mothers take 
responsibility for 

finding their children’s 
health providers.2

THE POWER OF MILLENNIAL WOMEN

SOURCE: National Institute of Health1, KFF2 ,The Shelf3
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https://pubmed.ncbi.nlm.nih.gov/25418222/
https://www.kff.org/womens-health-policy/issue-brief/women-work-and-family-health-key-findings-from-the-2017-kaiser-womens-health-survey/
https://www.theshelf.com/articles/influencer-marketing-grow-with-social-media/


INFLUENCER’S NICHE
You’ve got 1:1 communicating down, but reaching people at scale 
with unique, relevant messaging sometimes requires support.

An influencer is someone who:

● Is a trusted “friend” or expert

● Shares information about products and services they love

● Creates content with an authentic point of view

● Has an engaged following
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KEEPING IT REAL15
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KEEPING IT REAL16
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TRUSTED 
AUTHENTIC

LOCAL



AUTHENTICITY IS KEY18

IN
FL

U
E

N
C

IN
G

 T
H

E
 F

U
TU

R
E

 O
F 

H
E

A
LT

H
C

A
R

E



AUTHENTICTY INSPIRES RESULTS19
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IF DONE RIGHT, INFLUENCER ACTIVATIONS CAN…21
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B U I L D  A N D  P R O T E C T  T H E  B R A N D

E N G A G E  T A R G E T E D  A U D I E N C E S

D R I V E  A C T I O N S  D U R I N G  C A M P A I G N S

BUT HOW?
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We maximize the 

CREATIVE EFFECTIVENESS
of influencers as an 

INTEGRATED CHANNEL
in the marketing mix, 

using both people and technology to 

MAKE INFLUENCER BRAND PARTNERSHIPS MATTER
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However, the

ART OF CONNECTING WITH PEOPLE
to spur influencer relations leads the 

science — never the other way around



24

IN
FL

U
E

N
C

IN
G

 T
H

E
 F

U
TU

R
E

 O
F 

H
E

A
LT

H
C

A
R

E

WHAT MAKES OUR APPROACH UNIQUE

RESONANCE RELEVANCE

REACH

INFLUENCE

Audience size across all 
channels; how many people will 

be exposed to the message

How an influencer aligns with the 
brand or topic; level of expertise

Ability to drive measurable 
engagement with target 

audiences



FINDING THE RIGHT PARTNER25
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FINDING THE RIGHT PARTNER26
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FINDING THE RIGHT PARTNER27
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FINDING THE RIGHT PARTNER28

IN
FL

U
E

N
C

IN
G

 T
H

E
 F

U
TU

R
E

 O
F 

H
E

A
LT

H
C

A
R

E

CHECK OUT OUR BLOG POST!



HOW TO BRING THIS TO LIFE29
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THE FINE PRINT
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THE FINE PRINT31
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CONTRACTS
● Deliverables + Compensation: What do we want them to do? 

How much are you going to pay them? On what terms?

● Exclusivity: What competitors are we asking that they not 
partner with? For how long? 

● Creative Brief: What brand standards do they need to adhere 
to? What other mandatories do you have?

● Usage rights: Are you wanting to use their content on your 
channels? That comes at a cost.
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FTC GUIDELINES + HIPAA33
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● Is the disclosure 
clear and 
conspicuous?

● Did the influencer 
use the paid 
partnership tag? 

● Does the content 
show any PHI?



HOW ELSE CAN WE HELP? 34
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THANK YOU
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mbbagency.com

@mbbagency

lcolvin@mbbagency.com 

asybert@mbbagency.com


