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MSK Low Risk Strategic Brief

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?
	Define the business or marketing goal. Explain what success looks like for us and why this work matters to the audience. 

Our primary goal is to educate the low-risk audience on the benefits of Physical Therapy (PT) as a proactive first step. We aim to demystify PT and influence members to utilize it for intermittent pain now, preventing their condition from becoming a chronic issue that might one day require more complex and costly care.
Success is driving members to our online educational experience to reinforce PT outcomes. This matters to the audience because it gives them an easy way to manage minor pain today while making a smart choice to prevent the long-term financial and health burdens associated with unnecessary imaging and surgery down the road
	

	Who do we want to reach & what do we know about them? 
	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 in Stage 1 of the back/spine care pathway (20th-70th percentile risk).
Condition: They experience less severe or intermittent pain.
Mindset: This audience needs education that feels easy and empowering. They are:
Convenience-Oriented & Cost-Conscious: Motivated by simple solutions and immediate savings.
Underestimate Need: They believe their pain will resolve on its own and are likely unaware of how choosing PT now is the simplest path to avoiding surgery later.
Insight: They need to see PT as an easy, approachable process. The idea of avoiding future high costs (e.g., up to $800 for an MRI) and complex procedures is a powerful, but secondary, motivator.




	What should our audience think, feel, or do?  
	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 popular, easy, and proven way to handle my back pain. Lots of people like me have had success with it, and it seems simple to get started."
Feel: Reassured, confident, and intelligent for taking a simple, proactive step to protect their long-term health and finances.
Do: Learn more about the positive outcomes of PT.


	What’s the one 
key message or takeaway? 
	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? 
	Define the results, behaviors, outcomes, or key indicators that will determine how we’ll meet this goal. 

· Primary KPI: Growth in New PT Participants. A measurable increase in the number of members from the low-risk audience who attend their first Physical Therapy appointment after the campaign begins.
· Secondary KPI: Shift in Care-Seeking Behavior. A corresponding decrease in the number of members from this group who seek out a specialist consultation or imaging as their first step, showing the campaign successfully influenced their initial choice.
· Secondary KPI: Long-Term Reduction in Surgical Interventions. A reduction in the percentage of members from this cohort who progress to a care stage requiring surgical intervention over an 18-24 month period. This is our key lagging indicator, demonstrating the campaign’s long-term success in preventing care escalation.





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

Provide any must-haves, guardrails, or requirements that we should know about.
Barriers to Overcome: The belief that pain will resolve on its own, the perceived hassle of scheduling care, and a lack of awareness about the long-term consequences.
Key Behavioral Principles for This Email:
· Social Proof (Primary): Validate the choice by showing that many others have found relief with PT (e.g., "Join thousands of members who have found relief...").
· Gain Framing & Education (Secondary): Gently introduce the long-term benefits. Frame PT as a reliable path to feeling better without needing costly, often unnecessary imaging. Reinforce that by strengthening their back early, they are taking the most important step in preventing a chronic issue that might one day require surgery.
Communication Strategy: This email (Touchpoint 2) builds on the initial Direct Mail. It must add the layer of social proof while subtly reminding them of the smart, preventative benefits of PT.
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