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SOCIAL MEDIA – FOLLOW, ENGAGE & SHARE

FACEBOOK

@ShrinersInternational

INSTAGRAM

@ShrinersInternational

LINKEDIN

@ShrinersInternational

3.2M
Impressions across
all SI social media 
accounts

90K
Followers across all 
SI social media 
accounts

TOP PERFORMING PLATFORMS



MAIN MENU

Who We Are, Join, Chapters, News & 
Events, Member Center, and Education

MEMBER CENTER

View important member-only 
content. Manage contact information 
and view dues and payment options.

CHAPTER DIRECTORY PAGES

Chapter details and contact 
information to support search 
marketing and recruitment. 

SHRINERSINTERNATIONAL.ORG
PRIMARY ONLINE RESOURCE FOR SHRINERS



MEMBER CENTER LOG IN
UPDATE AND VIEW MEMBERSHIP INFORMATION

Log In with WEBFEZ Username

Member Center access is 
based on your membership 
records in WebFez, including 
your membership status.

Necessary: If you’ve never 
signed into WebFez, you will 
need your ShrineID to create 
an Account.

For help logging in please find 
helpful links below the “Sign In” 
link. 



PAGE SECTIONS

Each Directory Page Includes: 
• Contact Information (Sourced by WebFez Data Sync)
• Website Link (Sourced by WebFez Data Sync)
• About
• Clubs Units List
• Image Gallery (10 Photos)
• Map
• Contact Web Form (Recipient is Temple Recorder)

TEMPLE/CHAPTER DIRECTORY
LANDING PAGE FOR TEMPLES ON SHRINERSINTERNATIONAL.ORG

TO UPDATE THE TEMPLE PAGE:
Please visit the Contact Us page on ShrinersInternational.org and submit a 
webform. Choose the option  "UPDATE TEMPLE/CHAPTER DIRECTORY".
Contact information, address, and website address are sourced by 
WebFez database sync.

The MarCom digital team and Membership team will reach out to facilitate 
changes.



BEASHRINERNOW.COM
Shriners International Recruitment Tool – ePetition 

DIGITAL RECRUITMENT TOOL

BeAShrinerNow.com streamlines the 

membership application process by 

offering clear, user-friendly steps, reducing 

friction for prospective members and 

boosting conversion rates.



IMPERIALSESSION.COM
EVERYTHING YOU NEED TO KNOW ABOUT IMPERIAL SESSION



IMPERIAL SESSION
FUN AND FELLOWSHIP



Copywriting & Creative 
Design:

• Promotional Collateral

• Internal/External 
Communications

• Publication Production: 
Shriner Magazine

Video Production Support:

• Live Studio Production & 
Editing 

• Event Coverage: OG/AR 
Conference, Membership, 
Marketing Conference, and 
Imperial Session

Email Marketing Support: 

• FezCast

• SIEF Programs and 
Membership Campaigns

• Temple Dues Notices

Marketing and 
Communications Technical 
Support

Ticketing platform for events

Virtual Event Solutions

eCommerce Tools

Survey, Polls, and Contests

SUPPORT MEMBERSHIP INITIATIVES
Multimedia & MarTech Support for SIEF, Campaigns and Programs



SUPPORT MEMBERSHIP INITIATIVES
SI BRANDING AND COLLATERAL SUPPORT



SHRINER MAGAZINE
PRIDE AND TRADITION



CRISIS COMMUNICATIONS
HELPING IN TIMES OF NEED



ANNUAL REPORT
YEAR IN REVIEW



FAQs

• Why aren’t our ads tagged locally like they used to be? 
i.e. Shriners Children’s “Facility Name”

• Can we track when a marketing ad response 
becomes an encounter? 

• Don’t all of our new patients come from physician 
referral?

• Why don’t we have a phone number on our ads? 

• Why don’t I ever see any of our ads? 

• Can’t we have more local control over marketing?

• Does access really matter that much? 



2025 MARKETING & 
COMMUNICATIONS 
STRATEGY
Research Component

Consumer Focus Groups:

• Females ages 25-54 with at least one child 
between the ages of 2 and 12.

• Children established with a pediatrician or 
family medicine doctor.

• Family has health insurance through an 
employer or self-purchased (Not Medicare or 
Medicaid).

• Annual household income of $75K or higher.

• At least some college completed.

• No negative pre-disposition to Shriners.

• Not employed in healthcare.



KEY TAKEAWAYS
Consumer Focus Groups • The most important proof points center 

around excellent care and “doing what 
is right for the patient " without 
restriction by insurance or family 
finances. Doctors who “pioneer” the 
latest techniques bolster the hospital’s 
image as innovative and a leader.



KEY TAKEAWAYS
Consumer Focus Groups

Notable:

• There were no barriers or reasons why they 
would not consider or seek care at 
Shriners Children’s…

• But anniversaries didn’t impress them- 
lack of innovation/societal implications.



Voice of the 
parent…

“
They’re more innovative; the 
doctors are not just following 
the standard steps or protocol; 
they will work to figure out 
exactly what my child needs.



PROVIDER FOCUS 
GROUPS
Key Takeaways

This study highlights the 
importance of consistent follow-up 
communications from the 
specialists. Not “being kept in the 
loop” by the specialist is a key 
barrier for future referrals.

Pediatricians and family medicine 
physicians have favorable 
impressions of Shriners Children’s. 
There were no hesitations or 
barriers to making referrals to 
Shriners Children’s, if appropriate 
for their patient.



Voice of the 
provider…

“
“
“

As soon as I see something that is 
out of my realm, either if diagnosis 
or treatment. It’s as simple as that. 

It could be skin, it could be 
orthopedics, it could be neurology. 

As soon as I can’t diagnose it or I 
can’t treat it, I refer.

I will refer to Shriners when it’s a 
challenging diagnosis or due to the 

severity of the illness because 
Shriners doesn’t care what 

insurance 
you have.

I will refer patients to Shriners 
when I don’t have confidence in 

the medical groups that their 
insurance wants them to use.



2025 MARKETING & 
COMMUNICATIONS 
STRATEGIC GOAL

To leverage our powerful and well-recognized international brand, coupled with targeted creative that strongly 
informs audiences of our care offerings, to achieve 10% growth in patient volumes in 2025.



WHAT ARE THE 
COMPONENTS OF 
OUR STRATEGY? 

DIGITAL 
STRATEGY
(Paid and 
Organic)

SOCIAL MEDIA 
STRATEGY

(Paid and Organic)

EARNED 
MEDIA 

STRATEGY

BROADCAST 
MEDIA 

STRATEGY
(Advertising)

BRAND STRATEGY



EMPOWERING THE 

EXTRAORDINARY
• 6 New Broadcast Spots

• New graphic treatment evolving the “circle theme”

• The ribbon in each design is completely unique to 
the patient featured. A single row of pixels stretched 
wide and twisted, it’s meant to be a visual 
representation of that child’s unique and 
extraordinary DNA strand.

• Visually, each patient is meant to appear emerging 
from a circle “portal” representative of the protective 
circle of the Shriner’s Children’s logo. This is dually 
symbolic of the encompassing care they receive and 
representational of the new life they lead as a result 
of their care.

SHRINERS CHILDREN’S











Questions?
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