


• est. 2000

• San Antonio, Tx

• 22 Full-time Employees



Gray Digital Group is a full-service interactive agency that 
combines creativity and technology to develop web-based 

strategies for our clients.

Mission



Vision

We will continuously expand our creative and technical 
knowledge to develop new web-based strategies and 

solutions for our clients.



Founded by Reed Smith, the Social Health Institute explores new and 
innovative ways for hospitals and health care organizations to develop and 

enhance their social media and digital marketing strategy.

Education Research Strategy



•We understand how you operate

•We are former healthcare and hospital marketing 
directors, communication directors, and public 
relation and public policy directors.  

• Traditional agency experience, branding, market 
research, campaign development

• For Profit and Non Profit client experience

Experience



Services
• Social Media Strategy & Execution 

•Website Development & Design

• Business Development Strategy

• Content Development

• SEO/SEM & Measurement

• Mobile





Team CTCA



Jim is a self-described “techie.” He thrives on the fast paced and ever-changing 

nature of digital marketing and enjoys the entrepreneurial nature of the 

technology industry. Jim has led the expansion of Gray’s product and service 

offerings and has been instrumental in garnering the company’s positive 

reputation for our creativity and technical capabilities.  

Jim has also been at the forefront of establishing the company’s niche in the 

health care industry. The ever-changing landscape of the health care industry’s 

landscape has proven to be the perfect place for Jim to put his marketing and 

technical training and education to work.

Jim also serves as the company’s Chief Operating Officer, overseeing the day to 

day business and work flow of the company.

Jim Aderhold
Partner



A nationally recognized thought leader, and founder of the Social Health 

Institute, Smith focuses on the integration of social computing into hospitals and 

other health care hospitals. His health care marketing experience includes time 

as a hospital marketing director, as well as overseeing product development for 

the Texas Hospital Association, where he created a social media guide for 

hospitals, assembling best practices and case studies from hospitals across the 

country.  

Smith was instrumental in bringing the health care track to the SXSW® 

Interactive festival, and is a member of the Mayo Clinic Center for Social Media 

Advisory Board.  He travels throughout the country speaking to hospitals and 

health care hospitals about health care social media strategy and best practices.  

Reed Smith
Chief Social Strategist

Founder, Social Health Institute



Jen brings more than 15 years of health care marketing and communications 

experience to our team. She has worked for both non-profit and for profit health 

care providers, in addition to a small advertising and public relations firm 

specializing in health care and hospital marketing. Because Jen has always been 

motivated to improve the health literacy of the public, she thrives on creating 

strategies which leverage digital technology to improve connectivity and 

communication with patients. Jen works with hospitals around the country and 

provides consultative support to physician practices with an interest in online 

engagement and social media. 

Jennifer Dunn
Digital Healthcare 
Account Director



Elaine has a hand in all of our healthcare accounts.  Quite simply, Elaine makes 

sure we are always looking at the bigger picture and she ensures we remain 

focused on our clients’ goals.  Elaine works closely with our clients and our 

thought leadership team to identify and establish the definition of success for 

each campaign or project.  She then assists our team in creating a project plan 

that ensures the execution of a campaign or that a special project is on target 

and on time.  Elaine will provide this expertise and support to the CTCA team 

and lead internal and external strategic planning sessions as needed.Elaine Zuniga
Director, Strategic Planning



Lance Lunsford
Strategic Advisor

Lance currently serves as vice president of advocacy communications for the 

Texas Hospital Association overseeing all messaging related to legislative and 

regulatory affairs affecting Texas hospitals, including issues relating to health 

care system delivery and finance.

Prior to joining THA, Lance worked as director of marketing for UMC Health 

System, a 400-bed hospital located in Lubbock, Texas.  Here, Lance planned 

and executed more than 20 advertising and public relations campaigns directed 

at various UMC service lines utilizing traditional and new media platforms 

synced in a cross-promotional coordination. At the same time, Lance also 

launched multiple microsite web designs, developed a redesign of 

umchealthsystem.com, implemented long form online video testimonials and 

enhanced the system’s social media presence. His work at UMC focused on 

strategic performance marketing practices designed to actively engage 

consumers while also measuring and tracking audience response and volume 

growth in various service lines.  



Style

• Collaborative

• Purpose driven - Focus on goals

• Hands on

• Extension of your team



Creation



Our Process



Testimonials



Hispanic Markets



Why GDG?

• Mission

• Experience

• Innovation

• Focus

• SHI Thought leadership





Organizational 
Opportunities



Directory Management



Ratings, Reviews & Process





Content Advocates



Expand Social Reach

Adding likes and followers is only beneficial if it is the right follower. 
CTCA has a robust following currently where targeting friends of fans, 
geographically relevant consumers and users who are similar to your 

current fan base can be very powerful.



Real People. Real Discoveries.



CTCA now offers more precise cancer treatment 
for complex or advanced-stage cancer patients –
by using expanded genomic tumor assessment.



Social Content



Video
• Emphasize a patient’s health and well-being following 

treatment within first 15-20 seconds of online video.

• Focus on marathon runners, outdoorsmen, and other active 
patients who were quick to get back to active lives.

• Feature physician to deliver a simplified version of the 
technical aspects of care provided to the patient.

• Feature a social call to action. Allow users to share their own 
experiences online.



Live Events
• Live tweet a surgery/ procedure with selected physicians

• Include a third-party oncologist to blog/ live tweet/ provide commentary in Live 
video.

• Live tweet unique procedure such as genome testing or collection as a major step 
in the process of precision cancer treatment in the delivery of genomic tumor 
assessment.

• Coordinate and execute live video of patients and physicians discussing specific 
discovery cases that define precision cancer treatment through expanded 
genomic tumor assessment.

• Invite Participants to ask questions via hashtags:

• #precisiontrtmt | #bcsm | #realdiscoveries



Paid Media



Twitter
• Prioritize most popular/ engaging tweets.

• Call-to-action posts:

• Register for events/ programs

• Patient testimonial videos

• Multiple post variations on each over campaign to 
continue life of the video



Facebook





Cancer Treatment
Centers of America’s link





Facebook Targeting – Overview

Demographic, 
Education, Interest, 

and Location

Friends of Fans

Facebook 
Users

Fans

Look-alike 

Partner Category
Acxiom - Blue Kai 
Datalogix - EpsilonSocial 

Targeting

Email 
Targeting

Similar 
Audience 

Identification 

3rd Party Data 
Providers

Retargeting and 
Lead Capturing



Potential Targeting
• Fans – 22,000

• Friends of Fans – 5,500,000

• Atlanta and Newnan, GA – 3,600,000

• Ages 35+ - 2,200,000

• Own their own home – 980,000

• Home value is greater than $250k – 260,000

• Affluent Baby Boomers – 300,000

• Corporate Execs – 162,000

• Healthy and Fit – 198,000

• High Spenders – 138,000

• Health and Wellness Buyers - 440,000

• Average to Above Average Propensity to Buy Online - 
280,000

• Recently moved into the area – 18,800

• Parents – 520,000

• Smartphone or Tablet users – 1,640,000

• Cancer Interests – 140,000 - Cancer, tumor, cancer 
research, cancer treatment



Advocate Amplification



Internal Advocates



Employee
Info Stream

Distribute important internal 
information and content to 
hard to reach employees

Successfully communicate 
with desk-less employees 

while on the go

No sharing capabilities on this 
content

Notified of new content via 
push notifications 

Actually reach your Employees, not their Computers

Employee-only Mobile 
app 

Powered by Dynamic Signal

Sharing
Stream

Enables one click sharing of 
content

Employees easily connect to 
personal social channels

Notified of new content via 
push notifications

Insights tracked on all 

One mobile 
application with two 
distinct purposes.

Empower employees to 
share relevant content 

(deals, offers, job listings) 
while engaging them with 

company news and 
information. 



External Advocates
Like internal advocates, external advocates allow for a new layer of 
trust and reach. CTCA is very fortunate to have several groups of 

individuals to craft a long term plan around: 

• CTCA Cancer Fighters

• CTCA Patient Advisory Council 

• CTCA Pastoral Care team 



Measurement



Volume
• Number of visitors

• Time on site

• Number of fans

• Number of followers

• Page views

• Impressions



Engagement
• Retweets

• Repins

• Comments

• Likes on posts

• Form completion

• Seminar registration 

• Review submission



ROI

ROI = (financial gain/savings - cost)
         cost



One BIG Idea





• Live two day conference - high profile moderator for 
keynote panel - Modern Healthcare

• Patients / Physicians / Leaders

• Livestream, Hashtag chats

• Become the leader 







Thank You


