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August 18, 2023 

 

NOTICE 

  

The Board of Directors of Kaweah Delta Health Care District will meet in a Marketing & 

Community Relations Committee meeting at 4:00PM on Tuesday August 29, 2023, at the 

Sequoia Regional Cancer Center, Pauline & Maynard Faught Conference Room; 4945 

W. Cypress Avenue. 

 

All Kaweah Delta Health Care District regular board meeting and committee meeting 

notices and agendas are posted 72 hours prior to meetings in the Kaweah Health Medical 

Center, Mineral King Wing entry corridor between the Mineral King lobby and the 

Emergency Department waiting room.  

 

The disclosable public records related to agendas are available for public inspection at 

Kaweah Health Medical Center – Acequia Wing, Executive Offices (Administration 

Department) {1st floor}, 400 West Mineral King Avenue, Visalia, CA and on the 

Kaweah Delta Health Care District web page https://www.kaweahhealth.org. 

 

KAWEAH DELTA HEALTH CARE DISTRICT  

Michael Olmos, Secretary/Treasurer 

 

Cindy Moccio 

Board Clerk, Executive Assistant to CEO 

 

DISTRIBUTION: 

Governing Board 

Legal Counsel 

Executive Team 

Chief of Staff  

http://www.kaweahhealth.org 
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Mike Olmos – Zone I 
 Secretary/Treasurer 

Lynn Havard Mirviss – Zone II          
Vice President 

Garth Gipson – Zone III 
Board Member 

David Francis – Zone IV 
President 

Ambar Rodriguez – Zone V 
Board Member 

 

MISSION:  Health is our Passion.  Excellence is our Focus.  Compassion is our Promise. 
 

 

 

 

KAWEAH DELTA HEALTH CARE DISTRICT BOARD OF DIRECTORS 
MARKETING & COMMUNITY RELATIONS  

Tuesday, August 29, 2023 

Kaweah Health Sequoia Regional Cancer Center 
4945 W Cypress Avenue – Pauline & Maynard Faught Conference Room  

 
ATTENDING:   Directors: Garth Gipson (Chair) and Dave Francis; Gary Herbst, CEO; Marc Mertz, Chief 

Strategy Officer; Karen Tellalian, Director of Marketing & Media Relations; Deborah 

Volosin, Director of Community Engagement; Raymond Macareno, Sr. Communications 

Specialist; María Rodríguez Ornelas, Sr. Communications Specialist; Patrick Moorman, 

Jr., Sr. Marketing Specialist; Greg Bitney, Sr. Graphic Designer; and Kelsie Davis, 

Recording  

OPEN MEETING – 4:00 PM 

CALL TO ORDER – Garth Gipson, Chair 

1. PUBLIC / MEDICAL STAFF PARTICIPATION – Members of the public may comment on agenda items 
before action is taken and after it is discussed by the Board. Each speaker will be allowed five 
minutes. Members of the public wishing to address the Board concerning items not on the agenda 
and within the jurisdictions of the Board are requested to identify themselves at this time.  For 
those who are unable to attend the beginning of the Board meeting during the public participation 
segment but would like to address the Board, please contact the Board Clerk (Cindy Moccio 559-
624-2330) or cmoccio@kaweahhealth.org to make arrangements to address the Board.  

2. COMMUNITY ENGAGEMENT – Deborah Volosin, Director of Community Engagement 

2.1. Update on community engagement and events  
2.2. Wayfinding Focus Group 

3. MARKETING & MEDIA RELATIONS –  Karen Tellalian, Director of Marketing & Communications 

3.1. Digital Campaign ROI 
3.2. Latest ads  
3.3. Ambrosia Café Rebranding 
3.4. Food & Nutrition Services branded wear 

3.5. Social Media Update 

3.6. Budget Branding  

ADJOURN – Garth Gipson, Chair 

 
In compliance with the Americans with Disabilities Act, if you need special assistance to participate at this meeting, please 
contact the Board Clerk (559) 624-2330. Notification 48 hours prior to the meeting will enable the District to make 
reasonable arrangements to ensure accessibility to the Kaweah Delta Health Care District Board of Directors meeting. 
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VISIT: KaweahHealth.org

Thank you for participating in this focus group.  We
 value your opinion and are constantly looking at ways 
we can make the patient and family experience better 
at Kaweah Health.  

You are invited to participate in a Wayfinding 
Focus Group at Kaweah Health.  The main hospital 
downtown has multiple entrances, various parking lots, 
and two wings. 

 We are interested in your opinion on 
how easy it is to park, to find the 
appropriate unit, and to find some 
other amenities inside the facility.  

Here is what your participation will entail: •  You will be invited to attend a follow-up, in-person 
    meeting to discuss your feedback with the leaders 
   of all of the teams that we are surveying on. 

•  Once you commit to being a part of the group, 
    you will be assigned a specific location 
   (for example: the ICU or 4South)

•   You will need to physically go and find that 
    specific location sometime during the 
    period of August 4 – August 20th.  You can 
    go anytime during regular visiting hours.

•  After you reach the assigned location, you will be 
    prompted by a QR code to fill out a survey and 
    give feedback on several areas of focus.  (website 
    directions, parking, entrance locations, cleanliness, 
    etc.)  If you do not have a SMART phone,  you can 
    fill out the paper survey that will be included in 
    your participation folder.  

•  If you are doing a paper survey you will submit 
    that survey to Deborah Volosin at: 
   dvolosin@kaweahhealth.org

Are you
up for the
challenge?
Kaweah Health Wayfinding
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Healthiness is everything, which is why 
Kaweah Health provides two locations to 
help keep your heart healthy and happy. 
The talented teams at the Kaweah Health 
Cardiology Centers provide a wide range 
of cardiology subspecialists along with 
the attentive, leading-edge cardiology 
and vascular care you need — all in a 
comfortable and convenient setting.

IN VISALIA: KaweahHealth.org/VisaliaHeart

The pursuit of
healthiness.
It starts with a
happy heart.

IN VISALIA
820 S. Akers St., Suite 130
Visalia, CA 93277
(559) 624-6520 

IN TULARE
938 N. Cherry St.
Tulare, CA 93274
(559) 686-3481

IN TULARE: KaweahHealth.org/TulareHeart
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IN VISALIA: KaweahHealth.org/VisaliaHeart

IN VISALIA
820 S. Akers St.
Suite 130
Visalia, CA 93277
(559) 624-6520 

IN TULARE
938 N. Cherry St.
Tulare, CA 93274
(559) 686-3481

IN TULARE: KaweahHealth.org/TulareHeart

The Kaweah Health Cardiology 
Center provides ongoing 
evaluation and management of 
heart and vascular problems. 

Along with Dr. Mack, the center staffs 
a team of experienced cardiologists:

David Cislowski, MD
Ankur Gupta, MD
Dennis Johnson, MD
Harry Lively, MD
Sarmad Said, MD
Atul Singla, MD

If there seems to be more to your 
rapid heart rate than a second cup 
of coffee, perhaps itʼs time to call 
Kaweah Health Cardiology Center. 

LaMar Mack, MD
Board Certified Vascular Surgeon

LaMar Mack, MD
Board Certified Vascular Surgeon

Kaweah Health Cardiology Center

WELCOMES

Health issues addressed
•  Aortic aneurysm repair
•  Aortoiliac disease
•  Carotid stenosis
•  Peripheral arterial disease
•  Thoracic outlet syndrome (TOS)
•  Hemodialysis access 
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8.5 x 11 FLIER

Kaweah HealthKaweah Health
Maternal Child Health

Partners
for Children 
and Babies

Kaweah Health’s Pediatrics and 
Neonatal Intensive Care Units 
are staffed by physicians from 
Valley Children’s Medical Group. 

Our pediatric care features
•  A partnership with Valley Childrenʼs 

Healthcare providing pediatric 
physician services

•  Pediatric hospitalists employed by Valley 
Children s̓ Medical Group on site 24/7

•  An on-site 12-bed pediatric unit 

•  Direct over-the-phone consultation for 
direct admissions from clinics

•  Certified nursing staff

•  Pediatric hospitalist emergency 
department consultations

•  Outpatient newborn follow-up for weekend 
and holiday coverage (weights/jaundice)

•  24-hour playroom with family-friendly 
amenities

For provider-to-provider consultation 
and/or direct admission to the hospital, 
call (559) 624-2288.

SINCE
2016
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Partners for Children 
and Babies Valley Childrenʼs 

doctors on site 24/7

SINCE
2016

Kaweah HealthKaweah Health
Maternal Child Health

2’

STREET SIGN for Mineral King Ave. and Locust St., Visalia 

4’

8’

KaweahHealth.org/Pediatrics
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KaweahHealth.org

Mathias W. Daniels, M.D. - Orthopedic Surgeon
Orthopaedic Associates Medical Clinic Inc. • (559) 733-3346
KaweahHealth.org/Daniels

Frank L. Feng, D.O. - Orthopedic Surgeon
Sequoia Orthopedic and Spine Institute • (559) 733-7888
KaweahHealth.org/Feng

Richard B. Williams, M.D. - Neurosurgeon
Center Neurorestoration Associates • (559) 202-0282
KaweahHealth.org/Williams

Donʼt let back and neck issues 
slow you down. Call today for 
an appointment with one of our 
local board-certified surgeons.

Back and Neck Pain?
Kaweah Health can help.
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New Identity for Ambrosia cafe.

SIGNAGETHEME

The outside shape of the logo suggests a band-aid, 
lending it to light, medically-themed messaging that 
plays up the fact that we are a hospital-based cafe, an 
important differentiator

MARKETING ANGLE. Acknowledge hospital staff as 
hard-working professionals. Hungry, thirsty or needing 
a boost? Ambrosia has the cure. Giving 110 percent 
today? Reward yourself. Youʼve earned it. 

more than coffee

BACKGROUND and DIRECTION

The blue and orange would be used alternately on items such as cups, napkins, stir sticks, etc. Orange should dominate.

1

more than coffee

more than coffee
more than coffee

more than coffee
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more than coffee

The blue and orange could be used alternately with orange dominating. When using the orange logo, secondary
graphic elements would carry the blue. (See page 3.)

2

more than coffee

LOGO TREATMENT
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For mild to
moderate pastry
deficiency.

POTENTIAL AD CONCEPTS to be posted on Kaweah Compass

Maintain 
fluid levels.

12-hour shift?
Be sure to prep.

In the Mineral King lobby of 
Kaweah Health Medical Center
400 W. Mineral King Ave.
Visalia, CA 93291

In the Mineral King lobby of 
Kaweah Health Medical Center
400 W. Mineral King Ave.
Visalia, CA 93291

In the Mineral King lobby of 
Kaweah Health Medical Center
400 W. Mineral King Ave.
Visalia, CA 93291

3

more than coffee more than coffee more than coffee
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When
morning needs
a band-aid.

In need of
thirst-aid?

12-hour shift?
Be sure to prep.

Dehydrated?
Seek immediate
attention.

The cure
for the common
day.

For mild to
moderate pastry
deficiency.

Side effects
may include
satisfaction.

Suffering
an acute case
of bleh?

EXPLORING THE POTENTIAL OF MEDICAL-THEMED MESSAGING

Urgent care
for chronic
cravings.

4

more than coffee more than coffee more than coffee

more than coffee more than coffee more than coffee

more than coffee more than coffee more than coffee
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Positive Patient Experiences
 SERVED DAILY

I’m Preparing a
Positive Patient Experience.

A Positive Patient Experience
 is our Bread and Butter.

Food and Nutrition Services T-shirt

Food Services has seen continued improvements in recent NRC surveys with regard to 
patient experience, focusing on four key areas: accuracy, temperature, flavor, and service.

Marketing has been tasked to design a t-shirt with messaging that

•  Acknowledges the department’s accomplishments
•  Will help keep excellence top of mind and inspire continued improvement
•  Will boost team morale

Lorem ipsum

Our work involves Skill
and Lots of Patients.
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Media Relations Update
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More than medicine. Life.

Top Performing News Content – May 11, 2023 ‐ August 17, 2023 
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Social Media 
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More than medicine. Life.

Competitor Performance ‐ May 11, 2023 ‐ August 17, 2023 
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More than medicine. Life.

Top Posts May 11, 2023 ‐ August 17, 2023 – Post Engagements 
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More than medicine. Life.

Top Posts May 11, 2023 ‐ August 17, 2023 – Reach
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More than medicine. Life.

Top Posts May 11, 2023 ‐ August 17, 2023 – Shares
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More than medicine. Life.

Top Posts May 11, 2023 ‐ August 17, 2023 – Comments
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More than medicine. Life.

@kaweahhealthespanol |        965 LIKES, 1,044 FOLLOWERS |          55 FOLLOWERS
Top Posts May 11, 2023 ‐ August 17, 2023 – Post Engagements 
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More than medicine. Life.

@kaweahhealthespanol |        965 LIKES, 1,044 FOLLOWERS |          55 FOLLOWERS
Top Posts May 11, 2023 ‐ August 17, 2023 – Post Engagements 
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More than medicine. Life.

(NEW) THREADS – July 2023
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Reputation Management 
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More than medicine. Life.

Average Rating – May 11, 2023‐ August 17, 2023
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More than medicine. Life.

Top Locations ‐ May 11, 2023‐ August 17, 2023
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More than medicine. Life.

Rating Info ‐ May 11, 2023‐ August 17, 2023
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Jane Weber Brubaker

MultiCare s̓ CEO believes brand-building is the key to 
sustainable growth, and that it supports acquisition. It s̓ not 
either-or; it s̓ both-and. 
Health care marketers are sometimes on the defensive when proposing 
budgets to their CEOs and CFOs, feeling the pressure to justify the 
expense and project the expected return on investment — especially for 
“softer” initiatives like brand building.

https://strategichcmarketing.com/tag/return-on-investment-roi/

 

William G. “Bill” Robertson, CEO of MultiCare

It was refreshing to hear a different perspective from Bill 
Robertson, CEO of MultiCare, a 12-hospital health system in 
the Pacific Northwest. 
“Why spend the money if weʼre not going to grow as an organization?” he 
said during a session at HMPS in Austin, Texas in April. “It didnʼt make 
sense, the idea of building awareness. It didnʼt seem to be about growth 
— at first.”

Robertson s̓ change of heart came about through wide-ranging monthly 
conversations with his friend and co-presenter Jerry Hobbs, president 
and chief chief strategy officer at Prairie Dog, a health care marketing 
agency. “Jerry brought up a couple of books that he thought I should 
know about,” Robertson says.

https://www.multicare.org/

Should You Spend Your Media Budget on

Branding or Acquisition?
July 13, 2023
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Should You Spend Your Media Budget on

Branding or Acquisition?

Jerry Hobbs, president and chief strategy officer at Prairie Dog

The two books were How Brands Grow: What Marketers Don̓ t 
Know by Byron Sharp, and The Long and the Short of it: 
Balancing Short- and Long-Term Marketing Strategies by Les 
Binet and Peter Field.
Hobbs says, “What these books do for us is they represent a new way of 
looking at growth and a new way of looking at marketing effectiveness.”

The title of their session, “The Long & Short of It: Brand-Building vs. 
Acquisition,” implies that there s̓ a binary choice — either one or the other. 
Robertson contends that doing “both-and” is the winning formula.

Key Metric: Market Penetration
“Sharp s̓ research tells us that growth is all about market penetration,” explains Hobbs. “And we 
define that as the number of people who buy your brand at least once in a given period of time.”

He stresses that adding to the number of people who buy your brand at least once should be the 
primary focus, not market share, retention, or repeat buyers.

Investopedia illustrates market penetration with this example: “If there are 300 million people in a 
country and 65 million of them own cell phones, the market penetration of cell phones would be 
approximately 22%. In theory, there are still 235 million more potential customers for cell phones, or 
78% of the population remains untapped. The penetration numbers might indicate the potential for 
growth for cell phone makers.”

Coca-Cola has the highest market penetration in the world. Hobbs points out that half of Coke s̓ 
sales come from infrequent buyers. “So, if Coca Cola only decided to focus on heavy buyers or those 
buyers with a high propensity to buy their product, they d̓ be missing out on half their sales,” he says. 
“So, they know that they have to continuously reach all potential buyers in order to grow their 
brand.”

Robertson notes, “Focusing your advertising efforts on heavy buyers or increasing and retaining 
current buyers will have little effect on growth. Focusing on the people who are always going to buy 
you anyway doesnʼt help you grow. You have to focus on all the rest — those who are not necessarily 
seeing you as an alternative.”

https://strategichcmarketing.com/tag/market-share/

https://www.investopedia.com/terms/m/market-penetration.asp

https://strategichcmarketing.com/tag/patient-retention/

PG. 2 OF 5
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Should You Spend Your Media Budget on

Branding or Acquisition?

Why People Choose Brands (Hint: Itʼs Not Brand Love)
Hobbs challenges the notion of “brand love” as the driver of consumer choice. “There s̓ very little brand 
loyalty or brand love as we tend to think of it,” he says. He contends that we choose based on 
familiarity and convenience, or stick with brands because of high switching costs, contracts, and 
subscriptions. Taking it down to the most pragmatic level, he says the purpose of a brand is to make 
your company or product easy to know and understand and make it easy to find. “And you do that by 
building and sustaining memory in the consumer mind,” he says.

https://strategichcmarketing.com/tag/brand-loyalty/

An Always-On Approach
Hobbs says brands help us make fast decisions. “We tend to create memory structures, and you might 
call them shortcuts. All a brand is, is a shortcut,” he says.

To become part of that memory structure, Hobbs recommends an always-on approach to media 
buying, with an emphasis on reach even at the expense of frequency. “You should not be flighting your 
brand media,” he says. If youʼre out of the market for periods of time, consumer memory of your brand 
decays.

Robertson notes, “We donʼt know when someone s̓ going to want to buy, but we want to be there, and 
we want them to choose us when they do want to buy. If you wait until the buyer goes to market, it s̓ 
already too late.”

He points out that at any given time, there s̓ a finite number of people who need care, using births, total 
joints, and cancer as examples in the chart below.

DONʼT BE TOO LATE TO THE GAME.

“What weʼre trying to accomplish when we look at focusing on the always-on is when someone 
ultimately has to think about cancer or needing a total hip or they want to think about having a baby 
that weʼre what first comes to mind,” Robertson says.

https://strategichcmarketing.com/tag/media-buy/

PG. 3 OF 5
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Should You Spend Your Media Budget on

Branding or Acquisition?
PG. 4 OF 5

THE LONG AND THE SHORT OF IT

Brand-Building and Sales Activation: Better Together
Binet and Field, authors of The Long and the Short of It, are considered by many to be the world s̓ 
foremost experts on advertising effectiveness.

“Their work identifies two primary components of advertising, the brand-build and sales activation,” 
says Hobbs. “Brand-building is about creating mental availability.” He says brand-building is like 
growing a tree and sales activation is like picking the fruit.

The authors, with decades of data to back up their conclusions, note that advertising effectiveness is 
declining. “It s̓ failing in terms of driving growth, share, and profit,” says Robertson. “Brand awareness 
is also declining.”

He sees the culprit as what he calls short-termism and admits that there s̓ industry-wide pressure to 
seek short-term measurable results. But brand-building, he says, is actually the main driver of 
growth. “Brand-building has a much larger long-term impact on growth than activation. It creates, I 
believe, a sustainable, competitive advantage over time.” Hobbs adds, “The brand-build actually lifts 
sales activation.”

https://strategichcmarketing.com/tag/brand-awareness/
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Should You Spend Your Media Budget on

Branding or Acquisition?
PG. 5 OF 5

TWO HALVES OF THE FUNNEL

Binet and Field recommend a 60/40 split between media spend for brand-building and sales 
activation, respectively, but in health care, a high consideration choice for consumers, the proportion 
should be closer to 70/30. “The brand builds that trust by being bigger and safer,” Hobbs says.

Robertson sees this approach as a new paradigm. “It s̓ a big journey for us inside my own health 
system,” he says. “This is a both-and approach. Building [market] penetration is the key, and it takes 
both the brand-build and sales activation to deliver the results.”

https://strategichcmarketing.com/tag/trust/

Jane Weber Brubaker is executive editor of Plain-English Health Care, a division of Plain-English 
Media. She directs editorial content for eHealthcare Strategy & Trends and Strategic Health Care 
Marketing, and is past chair of the eHealthcare Leadership Awards. 

Email her at jane@plainenglishmedia.com.

https://ehealthcarestrategy.com/

https://ehealthcareawards.com/
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