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Musculoskeletal Campaign Strategy 
Marketing strategic brief Intake (complex/moderate strategy project only)
Defining the Approach & Plan of Action: Once project scope is assessed or determined, please answer the following questions to begin building out the strategy. This should be a collaborative effort with Marketing leaders. If you have completed a Front Door Intake, you can leverage that information and evolve/update as needed. Attach any Front Door Intake documents.
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	What are we trying to achieve?
	[bookmark: _Int_DIRFttQZ]Define the business or marketing goals. Explain what success looks like for us and why this work matters to the audience. 

Musculoskeletal cost trends continue to rise, driven by high-cost imaging (MRIs) and procedures. The primary business goal is to influence high-risk members with back and spine pain to utilize and adhere to a Physical Therapy (PT) care plan before resorting to more invasive, costly interventions.
Success for us is defined by:
· Decreasing the volume of members who progress to more severe care stages.
· Reducing unnecessary imaging services and surgeries.
· Improving member health outcomes.
· Decreasing overall member and plan costs.
This matters to the audience because it offers them a more effective, less invasive path to long-term recovery, empowering them to treat the root cause of their pain and avoid the risks and costs of surgery



	Who do we want to reach & what do we know about them? 
	[bookmark: _Int_MS04scTr]Tell us what you know about the audience you’re trying to impact. Who are they, what drives their decisions, and how do they currently view or interact with us? Share any insights or habits that can inform how we connect with them.  

We are targeting members at the 70th percentile risk of progressing to Stage 3+ of the back/spine care pathway.
· Condition: They are experiencing significant pain and disruption to their daily life.
· Engagement: They are already engaged with the healthcare system for their condition.
· Mindset:
· Problem-Focused & Anxious: Actively seeking solutions, they are fearful of their condition worsening and the potential for surgery.
· Skeptical: They doubt "simple" solutions like PT and believe a high-tech option like an MRI is required to identify the true cause of their pain.
· Outcome-Driven: They define value by effective treatment, not just by cost savings.
[bookmark: _Int_5tSy9EDm]This audience needs persuasion. They don't need to know the basics of PT; they need to believe why it is a potent medical intervention superior to the alternatives.



	What should our audience think, feel, or do? 
	[bookmark: _Int_q9MVH7op]Describe the desired action we want them to take, the emotion we want them to feel, and/or the perception we’d like them to have. 

· Think: Physical therapy is a powerful, active medical treatment that is more effective than an MRI because it corrects the root cause of my pain, not just diagnoses it.
· Feel: Validated in their pain and frustration, but also hopeful and confident that they are choosing the most powerful and direct path to recovery.
· Do: The desired action is to start or adhere to a Physical Therapy (PT) plan and avoid seeking unnecessary and costly MRIs.



	[bookmark: _Int_maTBR6Gc]What’s the one 
key message or takeaway? 
	[bookmark: _Int_rjXdRBHT]The one idea you want to have resonate. The most important thing your audience should understand or remember.

Physical Therapy is the proven first step to effectively treat your pain, sparing you from both the financial strain and the lengthy, painful recovery of unnecessary surgery.



	How will we measure success? 
	[bookmark: _Int_mcQvXurk]Define the results, behaviors, outcomes, or key indicators that will determine how we’ll meet this goal. 

Primary KPIs: 
· Reduction in members progressing to later care stages, decrease in unnecessary MRIs and surgeries, and a decrease in member and plan costs.
Secondary KPIs:
· Engagement rates with multi-channel communications (Direct Mail, Email)
· Traffic to the .org educational experience
· Increase in members starting or adhering to PT plans



	What else should we consider? 
	Provide any must-haves, guardrails, or requirements that we should know about.  

Barriers to Overcome: The primary barriers are the fear of a missed diagnosis and the belief that an MRI is necessary to quickly identify the cause of pain. There is also inertia, decision fatigue, and a lack of trust in the insurer.
Key Behavioral Principles to Leverage:
· Loss Aversion: Frame the financial and health risks of unnecessary, costly procedures.
· Authority: Use expert recommendations and clinical data to build trust.
· Urgency: Appeal to their desire for a fast solution to their pain.
· Validation: Acknowledge their frustration and reassure them they are taking the right steps.
Communication Strategy: A multi-touch campaign (Direct Mail and Email) will be deployed, with tailored messaging for members who have not started PT versus those who started but did not adhere to the full plan.
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