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1. How many concurrent campaigns does MU Health typically run across all service 
lines, patient channels, HR/student recruitment, etc.? We typically have between 3-
5 active campaigns at any time and will run about 10-



visualizations to allow more complete performance reporting to various stakeholder 
groups. Through the use of these external data sources we're also able to trigger 







39. Historically speaking, how much budget has MUHC allocated toward gross paid 
media spend? We spend approximately $1,000,000 on media a year, this includes 
media purchased for campaigns, pay per click, as well as various media 
partnerships/packages purchased through our agency. Historically speaking, what 
has MUHC’s traditional and digital media mix entailed over the years? We utilize a 
healthy mix of both traditional and digital media depending on a campaign's goal. 
We typically only have 1-2 campaigns with TV commercials a year. Our goal is to 
maximize reach. Our campaigns have previously consisted of: spot TV, CTV, 
YouTube, spot and streaming radio, newspaper ads, paid search, social media, 
display. Other tactics we’ve utilized, but managed in-house: targeted email, direct 
mailers, digital signage, press releases, printed materials/signage, posts on digital 
listings, website pages/alerts/banners. We have ongoing traditional placements we 
manage throughout the year: print magazine, billboards, radio podcast. 

40.   What specific media channels have been the most effective and least effective? 
This would be dependent on campaign goals.  What are you looking to improve (if at 
all) as part of this RFP effort? For media buying, we’re looking for a partner that can 
help us make sound strategic decisions about media channels, not just 
recommend the latest media tool because it’s new.   

41. How would you define and prioritize key target audiences for the campaign work? 
This would be dependent on the goals and objectives of the campaign. 

42. When was your most recent market research study conducted? What was the 





63. How have you measured success in the past? We look at both process measures 
and outcomes measures for effectiveness of our marketing efforts. KPIs are 
determined by goals and objectives of the campaign.  

64. You mention you want to develop and refine your brand identity to ensure it 
resonates with your target audience. Can we assume you are referring to your brand 
platform/position as opposed to your brand identity/logo? Yes. With the addition of 
a new health system earlier this year, it is important that we are developing a brand 
that resonates with all audiences across our service area. 

65. How do you currently pay for media planning and buying? Do you pay commission 
or labor hours? Agency labor for planning and executing media buys is taken from 
the marketing retainer. All media plans include an agency markup, in the form of 
campaign set-up fees. 

66. You are asking for an estimate to develop a service-line creative campaign. Do you 
have an existing umbrella brand campaign that would support the service-line 
campaign, or would this be a completely new creative effort? We do have an 
existing umbrella brand campaign. Historically, we have done new creative for 
service lines, but would welcome input from agency on the best approach with how 
the brand and service line campaigns can complement. 

67. How many marketing team members interface with your agency?  You will have one 
main point of contact, but the marketing strategy team will be engaged, especially 
with regards to media buying. We bring in creative teams as appropriate, but 
primarily it will be marketing strategists. How many agency account people 
currently support your marketing team? 1 primary contact for all things. 1 primary 
media contact.  

68. Approximately how many hours per week do you think your agency partner devotes 
to projects for your marketing team? 2-3 hours a week on average. Could be more if 
we are developing a major campaign.  

69. What are you hoping to achieve most by partnering with a new AOR? Collaboration 
on furthering our brand strategy 

70. Which internal marketing capabilities do you believe are true strengths? Which 
could use greater support? We have gone through a restructure over the past year 
and have aligned teams to be an internal agency. We’ve got strong teams across all 
of our areas, but the biggest challenge is capacity. We can’t manage all of the 
requests from the organization and therefore look to our agency to be an extension 
of our team and assist where needed with initiatives.  

71. Who would you consider to be your most notable competitors? Is there something 
your competition is doing better than you that you would love to see the new agency 
improve upon? Is there a specific healthcare brand (locally or nationally) that you 
look up to as the gold-standard? We follow different national health care brands in 
different capacities. We are fortunate that we do not have major local competition 
that is heavily marketing. Most of the competitive marketing is stemming from 
regional players – St. Louis and Kansas City.  

72. We’ve noted the intentionality MU Health Care has given to its brand work. What 
roadblocks or successes have you encountered as you’ve evolved your brand over 



time? A few that come to mind include adoption of our brand voice with our PR and 
internal comms colleagues, internal education about who our brand is, full 
adoption and execution of our Masterbrand strategy (old logos, no full investment in 
signage). A new challenge is the integration of Captial Region Medical Center, a 
community hospital. Positioning the mix of community and academic medicine is 
tricky. Another challenge is getting the patient experience to match the brand.  

73. What has been missing in your current strategy and what key elements are you 









provide insight and guidance, not just reports on impressions and CTR. We have yet 
to find an ideal format.  

111. Are there any specific areas of the brand that need immediate attention or 
improvement? Our brand position, in light of integration with a community hospital  

112. Will the newly affiliated community hospital brand alignment be a priority of 
the newly named AOR? Yes 

113. What are the primary channels and platforms where past campaigns have 
performed best for your market? Paid search appears to be the highest tactic for 
lead generation but is really just a last-click attribute. Our campaigns perform best 
when we’re utilizing multiple channels. In general, the bigger the reach, the better 
results.  

114. Can you elaborate on the budget allocation and expectations for media 
buying across different channels? We will provide a budget, target audience and 
goals for each campaign/media buy and would expect our agency to develop a plan 
accordingly.  

115. On the brand, you mention “more work to be done” and wonder if you can 
elaborate a little more on your vision and goals here? Internal education, alignment 
with leaders on future brand position, execution across internal PR on brand voice 

116. Under Mandatory Criteria (P) you request samples of proposed media buys – 
are you looking for proposed buys for MU Health Care or just other clients? Other 
clients. Examples of how media supported campaign goals and the intended target 
audience.  

117. What current brand tracking capabilities do you have in place to 



122. Is it required that we have a Supplier Diversity program and if so, what is the 
expectation for the percentage of work to be allocated to a diverse supplier? If this 
is not listed in the mandatories it is not a requirement. Additional points are 
awarded for scoring if one is in place per Missouri State guidelines for open Bids.   

123. Are there any specific goals or targets for engaging diverse suppliers? The 
scope outlined in section 2 and 9 of page 18 in the RFP Proposal. These sections 
detail the scope of work and the Mandatories of the RFP. This is the same of any 
suppier.  

124. You mention having a preference for Missouri firms and wanted to know if 
you have worked with advertising agencies outside the state in the past? Yes, we 
have worked with agencies outside of the state.  

125. The Financial Response lists several pricing questions that could have a wide 
range without knowing more about a specific scope of work and needs. Are you 
using these as a comparison, or looking for firm pricing? For a comparison. We 
realize that price is dependent on scope and will vary from project to project. 

126. Are you open to a fixed fee contract structure? Potentially.  

 


