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SITUATION

An integrated healthcare delivery system with two 
acute-care hospitals was launching four new outpatient 
services (wound, continence, sleep, and pain) and 
needed to reintroduce two existing services which had 
never gained sufficient consumer awareness (chemical 
dependency and cardiopulmonary rehabilitation).

GOALS/OBJECTIVES
Goals

•	Announce opening/generate awareness for the 
services

•	Generate self-referrals for wound and continence 
services (no physician referral required)

•	Motivate consumers to ask their physician 
about the other services (a physician referral is 
required)

Objectives

•	 Inform and involve system-affiliated physicians 
about the launch of the services to ensure 
internal acceptance and referrals

•	Differentiate this system’s capabilities in these 
areas relative to competition

STRATEGY/TACTICS
Consumers

Six individual consumer brochures were created 
which described each service and seven print ads 
(one “umbrella” piece and one for each service) 
were placed in local media for each of the services. A 
campaign announcement press release was written and 
distributed to local media outlets, and a new “microsite” 
area was developed on the .org website.

Physician Awareness

Physician collateral was created 
which described the additional 
capabilities as well as the consumer 
and physician benefits. This 
physician element was distributed 
directly by the system’s Business 
Development staff. Each 
physician also received an initial 
supply of each of the new 
outpatient services consumer 
brochures to place in their 
offices for patients when needed and a re-
order form to ensure consumer distribution.
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FREEDOM TO LIVE

Facts and Treatment Options for Incontinence

Sun Health Continence Center
Lakeview Medical Arts Center
13000 N. 103rd Avenue, Suite 85
Sun City, AZ 85351

623/815-7850

HOW TO REACH USThe Sun Health Continence Center is located in the Lakeview Medical

Arts Center, 13000 N. 103rd Avenue, Suite 85, in Sun City. For 

more information or to make an appointment, call 623/815-7850.

You do not need a physician referral although we will coordinate your

care with your primary physician.

FACTS ABOUT INCONTINENCE
w Incontinence is not a normal part of the aging process.

w Nearly one in six women, aged 45 and better, 

experiences some form of urinary incontinence.
w Nearly 85 percent of people suffering from urinary

incontinence are women.w Urinary incontinence is the leading reason for nursing

home admissions.
w Prostate surgery is one of the leading causes of urinary

incontinence in men.
w Pregnancy, menopause and athletic exertion can cause

urinary incontinence.
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Within six months of the launch, four of the programs 
were filled to capacity and had waiting lists. The results 
were	tracked	and	adjustments	were	made	after	three	
months to reallocate spending from filled services 
to	others.	The	majority	of	the	local	media	ran	the	
announcement press release. The client has continued 
to	work	with	FabCom for many years.

FABCOM IS A FULL-SERVICE STRATEGIC MARKETING, PR, AND ADVERTISING FIRM

FabCom

Location 
7819 East Greenway Road 
Suite 5 
Scottsdale, AZ 85260
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Results

Principal: Brian Fabiano 
Number of Employees: 25 
Local Area Billings: $30.7 Million*

Contact 
phone (480) 922-1122 
fax (480) 922-0606 
www.fabcomlive.com

*Amortized for media billings as calculated in the Phoenix Business Journal Book of Lists.
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