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• System revenue over $3.5B with AA Stable Standard and Poor’s rating while generating 

$6.6B in economic benefit

• Over 200 points of care in Jacksonville 5-County metro area of 1.8 million

• 6 hospitals with 1,437 beds plus 5 freestanding Emergency Rooms; newest hospital –

Baptist Clay – opened December 2022

• Wolfson Children’s Hospital, only freestanding children’s hospital between Orlando 

and Atlanta

• Tertiary adult specialties, including Baptist Heart Hospital and Baptist MD Anderson, 

serve Northeast Florida/Southeast Georgia and beyond

• 58 Primary Care offices with more than 255 providers and 17 urgent care centers

• 3,000 physicians and advance practice providers on medical staff

• 510 employed physicians and 347 advanced practice providers

• 16,003 team members: Jacksonville’s largest private sector employer

Baptist Health

Orlando

Tampa

Miami

Northeast Florida’s Largest, Most Preferred Health System



Today’s Discussion

How to keep a New Mover campaign – launched in 2008 –

modern, relevant, compliant and consistently earning high ROI

Learning Objectives

1. New Mover campaigns are so valuable to healthcare

2. Modernize New Mover marketing campaigns

3. Optimize targeting strategy

4. Bridge the offline-online gap

5. Measurement for New Mover campaigns 



What is Driving New Mover Campaigns?

• Population growth

• Expanding suburbs

• Competition

• Or simply the need to increase market share

• Change in someone’s life

8.1M
2025 USPS Permanent 

Address Changes Processed

22,199
Daily Processed Permanent Address Changes

2025 USPS

Your Patients are Consistently Leaving Your Market



Why Target New Movers?

Focus on households that have relocated from a 

Far Enough Distance Away 
that they will be forced to identify new:

Baptist Case Study

75% of primary care patients 
live within a 15-minute 

drive of their clinic

• Primary Care Providers

• Urgent Cares

• Emergency Departments

• Specialists 



Business Strategy of New Movers at Baptist Health

• High-growth market with constant influx of new residents needing new health 
care providers

• No awareness of our brand

• Key strategy focused on “front door” growth 

• Primary care is a strength that combines 

• Lower-cost Setting 

• Continuity to Manage Health

• Referral Point for all System Services

• Recognize that life is often “interrupted,” so we highlight our other front doors –
urgent and emergency care



New Movers Lead to Hospital 
& Physician Utilization



Baptist Traditional List Targeting Strategy

Prior to 2026

• 47 Zip Codes 

(Tied to Primary Care Locations)

• Out-of-Market Movers

• Age 18 to 64 
(Limited Panel Access)

• Income $30k+

2,296
New Mover Targets 

Per Month



Modernized List Targeting
TRADITIONAL APPROACH

47 Zip Codes Out-of-Market Relocations Income $30k+

ADD SEGMENT MESSAGING ADD UNKNOWN MOVE DISTANCE

Adults Child-rearing
Age 18 to 40

Seniors

Age 65+

Everyone Else

Age 41 to 64

MODERNIZATION



Importance of Testing

• New Movers will teach you what they will best respond to

• The world is evolving, test and measure

• Test new technologies, variable digital printing, etc.

• Don’t be scared if your test fails

By taking a scientific 
approach to testing, 
you will modernize your 
New Mover campaign.



Which Test Won?

SELF-MAILER

6,602 Responses

3.93% Response Rate

TEASER ENVELOPE

7,795 Responses

4.64% Response Rate

PLAIN ENVELOPE

8,770 Responses

5.22% Response Rate



New Mover Envelope Mailer #1



Adults Child-rearing

• Pediatrics

• Primary Care

• Urgent & 

Emergency 

Care

Everyone Else

• Family Planning

• Mental Health

• Nutrition

Seniors

• Regular Health 

Screenings

• Specialist Care

Segmentation/Marketing Personas



Proximity Mapping

Movers can envision healthcare locations near their new residence



Bridge the “offline” to “online” gap

PURLs – Driving Online Engagement



Online Mapping

PURL-driven website landing page that utilizes Azure mapping.



Quid Pro Quo

First Aid Kit Offer drives

New Movers to tell your

healthcare organization about

their healthcare interests.

Personalized Response Form

Fulfillment based on New

Mover’s healthcare interests.



Keeping Paper Response Forms Can Add Up To 50% Response

Paper Response: 30% Online Response: 70%



New Mover Envelope Mailer #2



Physician Rotation Envelope Mailer #2

Closest Available Physician
• Name and address of practice

• Rotation of nearby providers

• Photo of provider

• Letter is signed by provider

with Capacity



Can Employee Recruitment Play into New Movers?

New Movers can be a fresh source for employment opportunities.



Surround the New Mover with Baptist Messaging

Banner ads served at the roof-top level served to the 

same households that receive the direct mail.



Digital Banner Ads Served to Direct Mail Households



Video Has Invaded New Mover Marketing

Over-The-Top:

• Hulu

• Paramount+

• Discovery+

• HBO Max

• ESPN

• MLB Network

• Starz

• Peacock

• Roku

• Sling

• DIRECTV

• Samsung TV

• Spectrum TV

• Tubi

• Fubo

• Pluto TV

Pre-Roll:

These ads are the videos that play before you 

watch a video online, such as on YouTube.

• Need to be short, as this video is skippable

• CTRs are trackable



Baptist Health’s Over-The-Top Video Ad



Second-Touch Fulfillment



SalesForce Integration

Response Data:

• Online form

• CMPkc keys paper response form

85% of respondents provide email 

address, which is then validated

Data Handling:

• Data is stored in CMPkc database
• Data is formatted to customer 

specifications

• Response “Thank-you” email is 

sent for online form submissions

Response data is sent to
customer via secure FTP site
for pickup:

• Within moments

• Weekly

• Monthly



Response Rate & Self-Reported Demographic Analysis

Response Rate to Free 
First Aid Kit Mailing

Quarterly reporting on:

• Gender

• Age

• Presence of Children

• Income
• 82% of respondents have 

income above $50k

• Move Distance
• 80% of respondents relocated 

more than 100 miles

4.64%
4.98%

5.38%

6.56%
6.20%

0.00%

1.00%

2.00%

3.00%

4.00%

5.00%

6.00%

7.00%

2022 2023 2024 2025 2026

Cumulative Response Rate to First Aid Kit Offer



Measuring Return on Investment

• First measure is “response” to first 

aid kit offer (6%)

• Acknowledge that engagement is 

more than returning a response form

• True value is new households 

connecting with the system

• Primary Care (Core Message)

• Urgent Care (Opportunity)

• Emergency Care

• Ambulatory Care

• Inpatient Care

• Apply financial values to new 

patients for true ROI



vs. 6% 

“Response”

Rate

Measuring Return on Investment



Measuring Return on Investment



Measuring Return on Investment



Measuring Return on Investment



Measuring Return on Investment: 18-Month View



Three Key Take-Aways

• New Mover campaigns can drive new patient acquisition and 

significant ROI.

• Variable digital printing, custom mapping, personalized landing 

pages and digital marketing can modernize your New Mover 

campaign.

• By surrounding each New Mover household with your brand, 

you increase the amount of time and attention given, helping to 

earn patient acquisition.



Questions?

Please be sure to complete the session 
evaluation on the mobile app!
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