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• A little about your marketing team…

• “No one has heard of us”

• Shriners International marketing tools

• Shriners Children’s patient acquisition 

advertising

What we’ll cover
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No one has 

ever heard 

of us!”
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- MORE THAN -

1.5 MILLION 
UNIQUE DONATIONS
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- MORE THAN -

9 MILLION 
DONORS IN OUR 

DATABASE
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In 2025 alone, 

our website had 

11.3 million 
visitors – the 

most ever
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9% 
patient growth 

as a system
3% growth is industry standard
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Combined social 
media following of 
nearly 2 million
(comparable to St. Jude / but 
way higher than other pediatric 
healthcare systems)
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PUBLICITY VALUE 

OF $50 MILLION 
(8x the industry standard for 

non-profit organizations)

Non pitched/passive media 
resulted in 14,300 mentions 
in media coverage – generating 
6 billion impressions. People 
see us in the news every day.
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450 STORIES PLACED IN 

THE MEDIA throughout the US, 

Canada and Mexico 
(pitched by our team)
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Top 15 

“Most Trusted 

Charities” 
by Morning Consult 

– 5 years running
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65% of parents with 
children in the household 
were aware of Shriners 
Children’s, representing a 
15.2% lift in brand awareness 
in 2025 compared to the 
control group who did not 
see our ads.

❖According to band lift study conducted of 
women in Chicago ages 25-54 with children 
age 0-12 in the home
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Spread the 

word: we are 

no longer a 

“best kept” 

secret!



SHRINERS INTERNATIONAL

MEMBERSHIP CAMPAIGN 

ASSETS
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MEDIA KIT
ADVERTISING IN YOUR TEMPLE CATCHMENT AREA

This media kit has been developed to 

provide each Shriners International temple 

and its nobles access to a library of 

creative assets such as video, print ads, 

outdoor, and social media ads for use in 

advertising.

The creative assets accessible to each 

temple are designed in effort to raise the 

awareness of Shriners International among 

Blue Lodge members, and to help attract 

new members, in the age range of 40-55, 

to the fraternity.

https://shrinershq.canto.com/v/BrotherhoodForNewGeneration/allfiles?viewIndex=1
https://shrinershq.canto.com/v/BrotherhoodForNewGeneration/allfiles?viewIndex=1
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Fundraising vs. Patient Acquisition

• Different audiences

• Different messages

• Different goals
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The Marcom Department uses an 

omnichannel/multi-layered marketing 

strategy tailored to primary and 

secondary markets for St. Louis. 

Our approach is designed to drive both 

brand awareness (demand 

generation) and demand capture 

(converting an interested parent to 

making appointment), leveraging a mix 

of traditional and digital channels for 

maximum reach and attribution.

Marketing Strategy Overview



Multi-Layered Marketing Strategy

EARNED MEDIA

OWNED MEDIA

PAID MEDIA

SHARED MEDIA

Today’s 
focus
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Our latest campaign—"Empowering the Extraordinary"—

evolves our legacy platform, The Most Amazing Care 

Anywhere. 

This creative platform highlights key service lines including 

orthopedics, cleft lip and palate, burn care, scoliosis, sports 

injuries, and other orthopedic conditions. 

Informed by patient and caregiver focus groups, this 

campaign delivers more direct, specialty-focused messaging 

to match location needs, emphasizing our unparalleled 

clinical expertise while celebrating the life-changing 

outcomes made possible through our care.

CREATIVE – Current Ad Campaign
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WHERE we 

advertise



2026 Marketing Strategy & Overview
Awareness, Acquisition, Reach and Frequency

Our agency chooses the media mix based on 

data, including the Nielsen ROI report, which 

indicates the mediums most effective for 

branding (demand generation) and sales 

(acquisition). Generally, digital display 

retargeting, social and TV are strong for both 

sales and brand objectives about 60% of the 

time. Radio and out-of-home deliver above-

average results on at least one objective 

about half of the time. 

We include all high-performing platforms for 

awareness and acquisition, supplemented 

with other media platforms to increase reach 

and frequency. 
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TELEVISION Television provides the most efficient and broad 

reach to build brand recognition and general 

awareness. With the correct messaging, it creates 

trust and familiarity of the brand, enhancing the 

online campaigns and business-to-business 

marketing (patient referrals). 

Our agency negotiates a high-frequency/highly-

viewed schedule at below market value on specific 

target demographic programming.

Demographic:            Women 21-34 | Adults 21-34

Stations/Networks: Local affiliates | cable networks  

Flight Dates:              January-December 2026

Budget Distribution: 29%

6 total spots
• Anthem - general

• Scoliosis

• Sports Injuries

• Orthopedics

• Burns

• Cleft Lip & Palate

https://shriners.vids.io/videos/109adbb51317e8cb9a/scee3
https://www.youtube.com/watch?v=24ajoVOOhM0&list=PL8f9IOc1p7Vrhm10260Lz-71gfMy5BS0h&index=5
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CONNECTED TV / OTT (Streaming)

CTV video advertising helps advertisers 

expand their reach beyond linear TV to the 

cord-cutters and cord-nevers who are 

streaming their entertainment instead. 

There are a variety of places where the ad 

could be shown, in content such as 

premium TV shows, apps that stream news 

videos, and more. CTV is purchased by 

impressions and CPM on a variety of target 

demographics and behaviors, that include 

the following:

Demographic: Parents 25-49

Households: Children under 13 in home

Dates:                January-December 2026

Budget Dist: 26.5%

https://www.youtube.com/watch?v=9pjryYHiw6k&list=PL8f9IOc1p7Vrhm10260Lz-71gfMy5BS0h&index=3
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OUT OF HOME (Billboards & bus/trains)

The Shriners PAM campaign will use outdoor advertising to supplement other 

media platforms, with the focus being on the brand name for recall. When “out of 

home” advertising is combined with other advertising in an integrated media plan, it 

is proven to extend reach, amplify a campaign, and drive consumers to engage 

with brands online. 

Dates: April - December 2026  |  Budget Distribution: 9.5%
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DIGITAL MEDIA
Reaching mom where she consumes most of her media: on her phone

Digital media is used to complement traditional advertising tactics 

and will focus on specific service lines and conditions. The goals 

are brand awareness and to capture demand:  generate 

engagements to the website, and generate conversions – phone 

calls and request appointment web forms.

Demographic: Parents 22-50 | Custom | Lookalike | Retargeting 

Households: Children under age 18 in the home 

Geographic: STL DMA & Secondary Markets

Flight Dates: January-December 2026 

Budget Distribution: 32% 
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TYPES OF DIGITAL ADVERTISING
Reaching parents in a fragmented media scape

• Paid Social Media - Social media campaigns 

(Facebook, Instagram, TikTok will include 

strategies focused on generating conversions, 

user actions, and awareness. 

• Display Retargeting - Digital retargeting will be 

used to target individuals who have previously 

visited specific pages on shrinerschildrens.org. 

• YouTube/Pre-roll - YouTube strategies will 

target individuals who are actively researching 

medical conditions and service lines. (YouTube is 

the second largest search engine next to Google)

• Search Engine Marketing (local supplement 

for national efforts) 
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MORE WAYS we reach moms
Reaching mom where she consumes most of her media: on her phone

• Brand Awareness – National lifestyle shows/morning TV

• Website content: stories, video, provider features

• Social Media  - local and national posts, reels, stories

• Sponsorships – museums, aquariums, family destinations

• Earned Media

We also work to support our physician liaisons and business 

development team members by reaching providers:

• Direct mail and email

• Social media targeting

• National conferences like AAP, NASN, ABA and POSNA
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