REDEFINING COMMUNITY
A CASE STUDY:

Syracuse Area Health

Background
Community Memorial Hospital knew it was time for a change.They needed a new look, new name, and a better way to
communicate their messages to the people they serve.
In 1952, Community Memorial Hospital became a district hospital per the Nebraska Local Hospital District Act.The hospital would
provide high quality, cost effective healthcare to all individuals seeking care in the dozen or so towns surrounding Syracuse, Nebraska.
Over the years, the hospital had experienced many upgrades until the decision was made to build an entirely new facility which
would include new patient and operating rooms, an emergency department, rehabilitation area, and specialty services clinic.Their
technology has also kept pace with recently implemented digital mammography and wellness lab.

The Challenge

Our Solution

There were several compelling reasons to
rebrand Community Memorial Hospital.
These reasons included:

Legato Healthcare Marketing helped Community Memorial
Hospital through a vigorous rebranding process.This included
a new name, logo, brand standards, and a standout brand
campaign to kick it all off, all followed up with the the launch
of a community magazine and website.

•

•

A desire to convey the organization’s physical
growth, expanded service area reach and
upcoming move into a newly built medical
facility. New service lines were also being
offered and the administration felt it was
necessary to make impactful brand changes
that would help the community take notice.
The organization wanted to avoid being
confused with the countless other
“Community Memorials” in Nebraska
and other states.

Syracuse Area Health was the name option that resonated
best with the administration and stakeholders surveyed. Along
with a revitalized logo, the rebrand evoked a healthy change:
fresh, organic, and thriving. The name and logo encapsulated a
spirit of newness, life, and living in harmony with healthcare.
However, a new name and a new logo were only a part of the
rebranding initiative.The biggest challenge would be to ensure
everyone was on board with the new direction Syracuse Area
Health was headed in.

STRATEGY

Legato Healthcare Marketing had a two-part mission:
1.

Ensure the new branding represented the essence of everything Community Memorial Hospital
aspired to be.

2.

The staff, stakeholders, and community not only approve of, but be excited about the change.

The Brand Discovery Process
Extensive research was conducted throughout this process to ensure the result would be exactly what the organization and
community was looking for. Legato conducted one-on-one interviews and multiple focus groups.
Administration and employees expressed sensitivity to finding a balance between growing the organization’s market share
while retaining the small town feeling of the hospital.
A consensus was that the organization needed to expand its geographical reach, attracting younger patients with families,
while being careful not to alienate the older population that was their patient base. The majority agreed that Community
Memorial Hospital was a name that no longer worked.

Choosing a New Name
The objectives behind selecting a new name of Syracuse
Area Health included a desire to better reflect the
people cared for, services offered and wide geography
covered. While Syracuse Area Health changed their
name, the important things remained: their values, their
commitment to the community and excellent patient
experience they’ve built their reputation on.

THE IDENTITY

Following the name selection, Legato began to develop a look that included a new color palette, typography, and
photography style. This also included breaking out the naming hierarchy and ensuring all names would work well within
the logo lockup.
For the outside community, it was important to be direct and to the point about the new name and look—that all of the
new changes were positive. A “growing” concept was selected to explain to the community that Community Memorial
Hospital—now Syracuse Area Health—was growing with them for the benefit of everyone’s health and happiness.

A wide range of tactics were used to communicate
the change to the market at large.

Growing our
communities

Growing our
communities
Community Memorial Hospital is becoming Syracuse Area Health
For generations, you’ve known us as Community Memorial Hospital. We’ve cared for your family, friends, and neighbors.
To better reflect the people we treat and the services we offer, we are changing our name to Syracuse Area Health.

Community Memorial Hospital
is becoming:

Our name is different, but the excellent patient experience you’ve come to expect will remain the same. From women’s
health and primary care, to the newest offerings in orthopaedics, we’re building a healthier and stronger future for all of the
communities we serve.
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Another important part of the unveiling of the
“new” Syracuse Area Health was the launch of
The Pulse, the hospital’s community magazine.
Each issue spotlights notable achievements on
the part of SAH staff members, as well as stories
from the community, and health and wellness
tips. The goal of the magazine is to help readers
feel more connected to SAH and to understand
that SAH is not a community hospital, but their
community hospital.
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winter wellness

SEASONAL RECIPE:

Ruth’s Butternut
Squash Soup

Staying active, despite the weather

45 minutes (approx.)

W

inter is upon us, and it’s the time of year for cozying up by the fire, with
a mug of hot cocoa beside you, book in hand, and furry companion in your lap.
Staying cocooned at home is one of the joys of the season, but it’s not the only
good thing about winter.
Winter can—and should—be enjoyed from the outside as well. We know how
tempting it is to go into your own type of hibernation when the temperature
gets low, but staying active in winter is important for several reasons.
First, it’s important to stay healthy—and that means plenty of exercise to go
with your comfort food and comfort beverages. If you’re concerned about your
safety on slippery paths, try ice traction cleats or venturing out with a partner.
Second, holing up indoors can be bad for your mental health. Vitamin D
deficiency is linked to seasonal affective disorder. Careful exposure to sunshine
can help boost Vitamin D levels, which is another great reason to get outside.
The weather outside may be frightful, but that’s no excuse for not balancing a
cozy indoor season with some time in the great outdoors. Hours of sunshine
are few, so take advantage of them while you can and cherish your moments
in our winter wonderland.

TIPS FOR MOTIVATION

Makes 7 (one cup) Servings

• 2 Tbs. butter (or olive oil)
• 3/4 c. onion, chopped

Brown onion, red and green pepper in the 2 Tbs. butter on

If you don’t feel particularly motived, try
scheduling walks or hikes with a friend
or loved one. Others can help you be
accountable and make the journey fun.

slightly. Add squash, cut in bite size pieces, and the cream.
Increase heat but do not boil. For a thicker soup, puree in
blender or use an emersion blender.
You may top with toasted pumpkin seeds or serve with

If you have kids, get outside and play in the
snow or join them in building a snowman

• 1/4 c. red pepper, chopped

medium heat, until soft and tender. Add stock and simmer
• 1/4 c. green pepper
• 2-14 oz. cans chicken broth
• 2 c. or more cooked
or baked squash

whole-wheat toast points and granny smith apples. This
recipe also freezes well, so make a big batch at once and
freeze for a winter of warmth.

• 1/4 c. whipping cream
• 2 tsp. cumin (or more)
• 1-1/2 tsp. fresh minced garlic

Dogs make great motivators too. They don’t
mind the cold and will not mind if you do!

NUTRITIONAL INFO
Nutrition Information per cup:
100 calories, 7g. Fat, 10g. Carb., 3g. Fiber, 2g. Protein

• 1/4 tsp. white pepper
• 1/8 tsp. Tabasco
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WEBSITE LAUNCH

Just after Syracuse Area Health moved
into their brand new medical facility,
they unveiled a revamped, more patientfriendly website with an updated URL:
www.syracuseareahealth.com.

ORTHOPAEDICS CAMPAIGN

An orthopaedics campaign helped convey the fresh look
and feel of Syracuse Area Health.
*Between 2017 and 2018, inpatient and outpatient surgery
saw a 65% increase in procedures, largely due to the
promotion of Dr. Strasburger and his cutting-edge Navio
knee replacement procedure.

Results Speak for Themselves
SAH enjoyed almost immediate return on their brand investment, including compelling social media metrics.

Four campaigns yielded the following results:

Reached
67,199 USERS,
an average of
4.9 TIMES

Ads have resulted
in 2,834 AD
ENGAGEMENTS
(clicks, reactions,
comments, shares,
page likes)

THE NEW NAME PROMOTION:

Social ads
(impressions) served
330,036
TIMES

WE PROMOTED THE OPEN
HOUSE AS A SPECIAL EVENT:

• The new name was promoted so that the
community could be aware of and excited
about the change
• Ads targeted adults 25+
• Reached nearly 35K users, an average of 4.8 times
• 168K impressions
• 1,308 ad engagements
• 1,124 clicks

•
•
•
•

ORTHOPAEDICS WAS ALSO A
FOCUS OF PROMOTION:

THE NEW WEBSITE WAS ALSO
ENTHUSIASTICALLY RECEIVED :

•
•
•
•

•
•
•
•

Ads targeted adults 45+
Reached nearly 17K users, an average of 4.8 times
Over 80K impressions
620 ad engagements
o 557 clicks
o 27 post reactions (thumbs up, heart, etc.),
comments and shares

Ads targeted adults 25+
Reached 10,389 users, an average of 2.2 times
Nearly 23K impressions
291 ad engagements
o 141 clicks
o 150 post reactions (thumbs up,
heart, etc.), comments and shares
• 206 event responses (interested or going)
• Nearly 500 people attended the open house

Website promotional ads targeting adults 25+
Reached over 21K users, an average of 2.8 times
Over 58K impressions
615 ad engagements
o 535 clicks
o 80 post reactions (thumbs up, heart, etc.),
comments and shares

In Conclusion

Based on the feedback from patients and the community, it can be safely inferred that the
new name, look, and brand identity of Syracuse Area Health Medical Facility are being well
received. During the 2018 launch, the name and brand change received great press coverage
throughout the various communities that Syracuse Area Health serves. Legato Healthcare
Marketing is proud to partner with such a forward-thinking organization.

PLANNING
PROCESS

STAGE 1
Chart Review

STAGE 4
Outcomes

•Information Review
•Internal Interviews
•Market Analysis
•Competitive Analysis

•Creative Development
•Execution
•Evaluation
•ROI

STAGE 2
Diagnosis

STAGE 3
Treatment Plan

•Insight & Hypotheses
•Primary Research
•Brand Development
•Service Line Prioritization

•Marketing Plan Development
•Objectives
•Strategies
•Tactics
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