CONNECTIONS

Health Care Strategy & Market Development

Getting Noticed as Leaders
In Health Care Transformation

Karen Brodbeck, Vice President Brand Management, OSF HealthCare
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Learning Objectives:

In this session, learn how the OSF HealthCare Marketing &
Communications team developed a national brand reputation
goal and plan with multiple strategies and tactics including the
outcomes achieved thus far.

Learning objectives:

Position your organization on the national stage in a proactive and
positive way (even if you live or work in a rural area!)

Build an extensive public relations strategy to accelerate the elevation
of your brand reputation complete with key performance targets.

Develop new tools to equip others within your organization to become
brand ambassadors and spokespeople to boost credibility and
authenticity while maximizing PR initiatives.
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About OSF HealthCare

Mission

In the spirit of Christ and the example of Francis
of Assisi, the Mission of OSF HealthCare is to
serve persons with the greatest care and love

in a community that celebrates the gift of life.

Vision
Embracing God’s great gift of life, we are one

OSF Ministry transforming health care to
improve the lives of those we serve.

Justice | Compassion | Integrity | Teamwork | Employee well-being SHSM[I Srtooys Market

Values Supportive work environment | Trust | Stewardship | Leadership Development




OSF HealthCare by the Numbers

157 2,792,368
Locations, including hospitals Physician Enterprise Visits
147 82,466
Advanced Practitioners Inpatient Admissions
1,159 3,196
Employed Physicians Hospice Patients
22,984 1,026,801
Mission Partners Persons Served
278,482 $3.8 Billion
Home Health Annual Visits Net Revenue

CENTRAL
2,071,842
Outpatient Visits
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A comprehensive, integrated network of health care
facilities, services, and providers

Systemwide service
lines

Ambulatory services

« Ambulatory care sites
10 Centers for Health
17 OSF PromptCare locations

24 OSF OnCall Urgent Care
locations

157 OSF Medical Group locations
« OSF Home Care Services
* OSF Rehabilitation

Cardiovascular
Neurosciences
Women’s and Children’s
Oncology

Surgical Services

Emergency Medicine
and Hospital Medicine

Community Medicine
Medical Specialty
Behavioral Health

Digital Health

OSF PromptCare

Support services

* OSF Aviation

* Medical education

 Preferred skilled nursing network
* Ministry shared services

Hospital

OSF OnCall
Urgent Care

Ambulatory Clinic

Home Care
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H ea.l t h SyS t e m P r I O r I t I eS %gb@ Delivering five-star quality at every location

VISION: Embracing God’s great gift of life, we are one OSF Ministry %
transforming health care to improve the lives of those we serve.

Creating sustainable growth through strategic partnerships

Knowing our patients and community and delivering
care options that meet their needs

Repairing our margin and creating a sustainable cost
structure for the future

Deliver candidate centric experience to recruit new talent
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OSF HealthCare Marketing & Communications

= OSF Marketing & Communications Is
committed to helping Mission
Partners align marketing and
communications needs with our
Ministry’s strategic goals and Key
Results.

= We have 70+ Mission Partners
committed to leading from the
consumer journeys and using an
Integrated marketing approach to
owned, paid, and earned media.

= A key area of focus Is reshaping and
optimizing our digital consumer
journey for consistency and results.
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Background & Context

* As not one of the big, recognizable health care brands, our
public relations team had to plan and execute a strategy for
becoming well-known among the industry leaders and
iInfluencers.

* In this presentation, you'll learn how the OSF HealthCare
Marketing & Communications team developed a national brand
reputation goal and plan with multiple strategies and tactics
iIncluding the outcomes achieved thus far.
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Developing a National Brand Reputation

What did we want to accomplish?

We wanted to enhance the national brand recognition of OSF
HealthCare as leaders Iin transforming the health care industry

Who would we target?

Leaders and influencers in health care, business, education,
government, and media

What areas would we prioritize?

Innovation, digital health, and key health care services in select
markets

What could be accomplished?
Position OSF as a leading voice in the health care industry

_aunch and continually improve a podcast & digital brand
ambassador / thought'leader program

_everage awards, newsroom, speakers’ bureau, & speakini

Society for Health Care
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Development of National Brand Reputation Strategies

Awards

Proactive research
to identify the best
opportunities

Development and
submission of
nominations

Tracking and
promoting
successes —
internally &

externally

Podcast

Intended to reach

new stakeholders

in an engaging and
convenient way

Supports brand by
positioning OSF
Mission Partners

as thought leaders

in their respective
fields

Presentations

Use speaking
engagements to
brand OSF
executives and
subject matter
experts as leading
voices in the
health care
industry

Promote internally
for Employer of
Choice

Ambassadors

Digital brand
ambassadors to
create and
leverage leaders’
digital profiles

Deliver value
through an
intentional focus
on building and
expanding digital
presence

Earned Media

Engage with media
to position OSF as
a thought leader
and elevate
awareness

Develop and
maintain strong
relationships with
industry and
national outlets
according to target
list
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2023 National Award Highlights

Fortune’s Most
Innovative

Chief Digital
Officer to Know

Becker’s Top
Place to Work

Rising Star
Leader to Know

FORTUNE

AMERICA's
MOST
INNOVATIVE
COMPANIES

2023

Hospital Review

prmPt':s
to work in
Healthcare

~,,

statista¥a

b
Mayank Taneja Michelle Conger

Vice President of Chief Strategy Officer and CEO Socytor el o

Venture Investments of OSF OnCall Digital Health SHSMI] Dterjé?oggnfen?r B




Additional National Award Highlights

Some Additional Distinctions
forward SEIEIN - One of 36 ACOs to Know 2023
thinkers ~ changers L
= Finalist in ICMI Global Contact Center Awards 2023
= 30 Health IT & Revenue Cycle Up-and-Comers 2023
o e s = Forbes 2023 America’s Best-in-State Employers
ot = 2022 CHIME Digital Health Most Wired

= Forbes 2020 Best Employers for Women in the
Country

collaborators

Becker's Health

Sy::ea::‘lzos Becker's Women
Hospital CEOs to Know
2023
202 3 Society for Health Care
Carol Friesen, S H S M I] gtrat?gv& Market
- CEO Eastern Region evelopment
Mike Allen, CFO &



Development of the Health Accelerated Podcast

Providing education and insights into innovative approaches for
transforming health care

= Supports our brand by positioning OSF Mission Partners as thought
leaders In their respective fields

= Establishes OSF Mission Partners representing innovation, digital
health and key health care services in select markets as leading
voices Iin the health care industry
= Reaches new stakeholders in an engaging and convenient way
= National distribution through Spotify, Stitcher, Apple Podcasts, etc.

= Intended to reach start-ups, entrepreneurs, other health systems,
philanthropists, corporations, universities, consumers, and others

Society for Health Care
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Outcomes: Health Accelerated Podcast

Metrics

* Launched less than one year ago, as of June 30,
2023, Health Accelerated had achieved nearly 2,400
downloads

» 17 episodes had been shared as of this time,
reaching audiences as far away as Singapore, India,
and Germany

» Apple Podcasts and Chrome continue to be our top
platforms, followed closely by Spotify

* The podcast attracts predominantly female listeners
In the 45 to 59 age range (male listenership at 36%)
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Planning for Speaking Engagements

Digital Health | Assessing & Securing Speaking Roles:
TransiolQRELtREisaN = Start small — be open to a regional event,
Healthcare ey 2224 | Cicas live or recorded webinar or speaking panel,
S not just that major, national keynote

The Digital Health Transformation Summit is next week! Join us for an . UnderStand your Ieaders, Strengths & gOals

agenda full of insights from more than 40 speakers who are driving
change and implementing innovative solutions across the industry.

Top 25 Innovators: Driving Innovation and Leading Transformation

4:00 PM-5:00 PM

Innovation is driving change across the healthcare industry, leading to gains in quality, affordability, accessibility and sustainability.
Featuring Modern Healthcare's Top 25 Innovators, this panel will highlight the latest innovative projects, products and developments in

healthcare.

Brock EW. Turner 4 Jeff Terry ‘ Michelle Conger
- Digital Health Reporter \ CEO, Clinical Comma... _ Chief Strateqy Office... >
Modern Healthcare 43 ' GE Healthcare Chief Executive Offic... Society for Health Care
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Securing Speaking Engagements

Sample of Confirmed Events/Speaking Engagements:
International Council of Nurses

American Telemedicine Association

Alliance for Innovation and Transformation
HealthLeaders Teams Exchange

Healthcare IT Congress

Healthcare Contact Center Times

Telehealth Academy Il

Becker’'s Health IT + Digital Health Annual Meeting
Becker’'s 11th Annual CEO + CFO Roundtable

DN N N N W N N N N
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Developing Digital Brand Ambassadors

» Our goal was to empower and
support executives and subject
matter experts in developing and
disseminating content online —
content that Is authentic and
personal while strongly representing
our OSF brand

» Participation contributes to an
overall expansion of our national
brand image while growing
iIndividuals’ presence, connections,
and visibility

ok MD - st . ol Health
othozenl\e\:" er, Innovation & Digit
ical Officel:
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Tactics & Outcomes: Digital Brand Ambassadors

* Interactive digital training module w/ personalized, 1:1 coaching

INTRODUCTION

Executive Thought
Lead e rSh i p A =  Learning Objectives

- 4 — Thought Leadership Explained
START COURSE } p

MESSAGING GUIDELINES

Social Media Platforms: LinkedIn and X

0T

Content Planning

= Compliance

When vou hear the word 'brand' you may not necessarily think of individuals - perhaps

vou think of specific brands vou like or even catchy slogans. However, when you are

) . ) i ) . CONCLUSION
active on any social media platform, vou are branding vourself every day with what you
share. Your social profile not only reflects your own personal brand, but because you
work at OSF, you are also an extension of the OSF brand. =  Summary
In this course, leaders will elevate their digital presence and influence using one of two
platforms: LinkedIn and X (formerly known as Twitter) to build both their personal brand Society for Health Care
as well as OSF. Strategy & Ma_ rket

Development™




Tactics & Outcomes: Earned Media

= |dentification of key local, regional, and national/industry outlets
Iive relationship building, catering to journalists’ needs

= Proact

O |0 o= o

= oy M i/
m% HOSPITALS SHUT LABOR/DELIVERY AS BIRTHRATES FALL

e AMERICA'S NEWSROOM et

Doctor warns of ‘crisis’ as hospitals shut down labor and delivery services

0000 the Baby M
THE WALL STREET JOURNAL. Boy She g |

Hospitals Shutter Maternity Wards Amid Falling Birthrates

Women have fewer delivery options in rural, aging parts of the U.S.
For
HEN A

w CHILD'S BIOLOGICAL
PARENTS BECAME OVERWHELMED BY
HIS MEDICAL CHALLENGES, ANGELA

FARNAN OPENED HER HEART AND
HER HOME Ny SUSAN KATZ KEATING

Society for Health Care
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Tactics & Outcomes: Earned Media

Serving Journalists by Operating a 24/7 Online Newsroom

OST HEATHCARE | Newsroom - 253,067 unique visits (289,345
g total visits) from January 1, 2023
to August 17, 2023

* 88% of traffic deemed ‘new’ vs.
‘returning’ — driving through social
media and other avenues

» Site offers email subscription, link
to podcast, personnel directory,
and high-quality downloads

Society for Health Care
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Tactics & Outcomes: Earned Media

Additional Examples of Outlets Recently Featuring OSF Content

Modern CRAINS Chicago Tribune
Healthcare ~ o N

HealthLeaders BYUSINESS HOSPITAL REVIEW

INSIDER
HEALTHCARE ,
FINANCEES yahoof/ MedCityNews

Medscape HFT  Zreree

CONSULTANT




Brand Reputation Planning Template for
Thought Leadership Opportunities (2023)

Executive/Subject Matter Expert Title (Role within Organization) Memberships & Credentials
Target Audiences Potential Topics for Speaking _

Types of Events/Opportunities

[_] Health Care Industry Leaders [] Finance & Sustainability [] Conference Session (General)
[] Government Agencies [] Digital Health & Innovation [] Keynote Address

[1 Insurers/Payors [ ] Safety & Quality [] Traditional News Programs —
[1 National Media [] Philanthropy Radio, TV, Print

[] Physicians/Clinicians [_1 Strategic Growth [ ] Panel Participant

[1 Ventures Funds/Investors [ ] Workforce Commitment [ ] Guest on Podcast or Blog

[ 1 Donors [ ] Advocacy & DEIB [] Webinar

[ Other: (1 Other: [] Other:

Society for Health Care
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Brand Reputation Planning Template for
Thought Leadership Opportunities (2023)

Years in Health Care Years with Organization Previous Awards Received

Professional & Community Thought Leadership Goals Active Social Media Accounts
Volunteerism

Previous Media Training? Completed Brand Ambassador Anything Else We Should Know
Workshop?

Tip: Collect this & any other pertinent information for your organization and Society forHealthCaro
store in a shared database that can be easily accessed and regularly updated! SHSMI] Develomment




Best Practices for PR Staff Pitching 2023

Use three short paragraphs (or less) to explain the subject, why readers
will care, and why your executive/SME is the right person to provide an
opinion.

Before sending the email:

Research the gatekeeper. Do they prefer formal or informal language? Is
the issue local, and what is their viewpoint of the issue? Is it likely they will
conS|detr7a representative of your organization as the expert at this
moment”

Use the subject line to turn conventional wisdom on its head or offer a
unigue spin.

Be eye-catching and inventive, not insulting
Make the topic relevant to the news cycle or calendar. For example: shine

a light on hypertension - a leading risk factor for heart attack - during heart
month, not August.

Society for Health Care
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Three Key Take-Aways

In this session, you learned how the OSF team developed a
national brand reputation goal and plan.

Remember:

Empower your key leaders and subject matter experts to
become brand ambassadors and spokespeople through on-
demand, ongoing, and just-in-time learning opportunities

Set performance targets that are challenging yet achievable;
build year over year

Don’t be intimidated by the “big dogs” — every organization
has a story to tell. Find your angle!

Society for Health Care
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Questions?

Please be sure to complete the session evaluation!
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Speaker

= Karen Brodbeck, Vice President Brand Management, OSF HealthCare
karen.b.brodbeck@osfhealthcare.org

= Brand strategist & chief spokesperson, representing strategic positioning
and messages to multiple audiences. Areas of oversight include media
relations & multi-media (videography & photography), brand & executive
communications, internal communications & events, as well as marketing
and communication operations, including graphic & online design.

= Karen attended the University of St. Francis where she double majored in
political science and mass communication with an advertising and PR
concentration. She holds a Master of Business Administration from Olivet
Nazarene L_JnlversnP/ and is pursuing a Doctor of Philosophy in business
administration and leadership at Liberty University. Karen joined SHSMD
In 2010 and has been a speaker at Connections as well as the PRSA
International Conference.
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