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August 25, 2021 
 

NOTICE 

  

The Board of Directors of Kaweah Delta Health Care District will meet in a Marketing & 

Community Relations Committee meeting at 4:00PM on Wednesday September 1, 2021, 

at the Support Services Building, Granite Room (4th Floor); 520 W. Mineral King 

Avenue. 

 

All Kaweah Delta Health Care District regular board meeting and committee meeting 

notices and agendas are posted 72 hours prior to meetings in the Kaweah Delta Medical 

Center, Mineral King Wing entry corridor between the Mineral King lobby and the 

Emergency Department waiting room.  

 

The disclosable public records related to agendas are available for public inspection at 

Kaweah Health Medical Center – Acequia Wing, Executive Offices (Administration 

Department) {1st floor}, 400 West Mineral King Avenue, Visalia, CA and on the 

Kaweah Delta Health Care District web page https://www.kaweahhealth.org. 
 

KAWEAH DELTA HEALTH CARE DISTRICT  

Garth Gipson, Secretary/Treasurer 

 

Cindy Moccio 

Board Clerk, Executive Assistant to CEO 

 

DISTRIBUTION: 

Governing Board, Legal Counsel, Executive Team, Chief of Staff  

http://www.kaweahdelta.org 
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Mike Olmos – Zone I 
    Board Member 

Lynn Havard Mirviss – Zone II          
Vice President 

Garth Gipson – Zone III 
Secretary/Treasurer 

David Francis – Zone IV 
President 

Ambar Rodriguez – Zone V 
Board Member 

 

MISSION:  Health is our Passion.  Excellence is our Focus.  Compassion is our Promise. 
 

 

 

KAWEAH DELTA HEALTH CARE DISTRICT BOARD OF DIRECTORS 
MARKETING & COMMUNITY RELATIONS  

Wednesday, September 1, 2021 

Kaweah Health Medical Center / Support Services Building 
520 W Mineral King – Granite Room (4th Floor) 

 
ATTENDING:     Directors: Garth Gipson (Chair) and Ambar Rodriguez; Gary Herbst, CEO; Marc Mertz, 

Vice President/Chief Strategy Officer; Karen Tellalian, Director of Marketing & 

Communications; Deborah Volosin, Director of Community Engagement; Laura Florez-

McCusker, Director of Media Relations; Raymond Macareno, Sr. Communications 

Specialist; Melissa Withnell, Sr. Communications Specialist; Jennifer Manduffie, Sr. 

Graphic Designer; Kaci Hansen, Social Media Specialist; María Rodríguez Ornelas, 

Communications Specialist; Patrick Moorman Jr., Sr. Marketing Specialist; and Kelsie 

Davis, Recording  

OPEN MEETING – 4:00 PM 

CALL TO ORDER – Garth Gipson, Chair 

1. PUBLIC / MEDICAL STAFF PARTICIPATION – Members of the public wishing to address the 
Committee concerning items not on the agenda and within the subject matter jurisdiction 
of the Committee may step forward and are requested to identify themselves at this 
time.  Members of the public or the medical staff may comment on agenda items after the 
item has been discussed by the Committee but before a Committee recommendation is 
decided.  In either case, each speaker will be allowed five minutes.  

2. MARKETING & COMMUNICATIONS – Updates relative to marketing materials, 
rebranding, ads, and commercials, Karen Tellalian, Director of Marketing & 
Communications 

3. COMMUNITY ENGAGEMENT – Updates relative to webinars, advisory committees, 
stakeholder groups and master facility planning, Deborah Volosin, Director of Community 
Engagement  

4. SOCIAL MEDIA/MEDIA RELATIONS– Social Media Engagement & Statistics, COVID 
Dashboard, Laura Florez-McCusker, Director of Media Relations 

ADJOURN – Garth Gipson, Chair 
 
In compliance with the Americans with Disabilities Act, if you need special assistance to participate at this meeting, please 
contact the Board Clerk (559) 624-2330. Notification 48 hours prior to the meeting will enable the District to make 
reasonable arrangements to ensure accessibility to the Kaweah Delta Health Care District Board of Directors meeting. 
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Separator Page

Marketing 8.2021
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Marketing  

Year in Review   

 

Print: Lifestyles, Tulare Farm Bureau, The Good Life, Visalia Times-Delta, Sun Gazette, Hanford Sentinel, 

Selma/Kingsburg, Porterville, Medical Society of Tulare & Kings, Tulare Chamber, The Business Journal                    
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TV: ABC30, FOX26, CBS47 KSEE24 (NBC) Telemundo 51, Univision, (Comcast soon)  

:30’s and :60’s  

 

George  

 

SRCC 
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Radio: :15’s, :30’s, :60’s (English and Spanish)  
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Out of Home: Visalia and Tulare  

  

   

Out of Home: Billboard  
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All-Time 2021 Metrics Report

Kaweah Health
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Industry Benchmarks

Roll-Up All Campaigns:

Total Impressions:

2,186,175

Total Visits:

10,426

Total Video Views:

153,761

PPC Benchmarks Service Line, Industry Average & Your Average

Average CPC is $6-$11, Your Average is $4.06

Average CTR is 3.27%, Your Average is 5.69%

Average Cost Per lead is $78, Your Average is $45.97

Campaign Benchmarks

Industry Benchmarks • PPC • Display • Facebook & Instagram

PPC Benchmarks General, Industry Average & Your Average

Average CPC is $5-$8, Your Average is $4.35

Average CTR is 3.27%, Your Average is 8.52%

Average Cost Per lead is $78, Your Average is $45.29

YouTube Benchmarks, Industry Average & Your Average

Average completed video view rate 15-20%, Your Average is 31.24%

Average cost per completed video view .15 cents, Your Average is $0.08 

cents

2

Display Main Benchmarks, Industry Average & Your Average

Average OTT CPM $10-$18, Your Average is $8.48

Display Tulare Clinic Benchmarks, Industry Average & Your

Average

Average $8 - $12, Your Average is $3.58
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PPC
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PPC Performance - Specific Service Lines 

Leads vs. Spend Trends:

Industry Benchmarks • PPC • Display • YouTube

Lead Trends:

Leads:

Calls: 329

Forms submitted: 40

Key Metrics:

CPC: $4.06

CTR: 5.69%

CPL: $45.97/Lead

Activity:

Impressions: 73,422

Clicks: 4,175

Web Events: 2,871
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Specific Service Lines - Top Keywords, Page Visits, 

Activity

Industry Benchmarks • PPC • Display • YouTube

Web Events:Top 25 Keyword Performance: Impressions, Clicks & CTR:
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Specific Service Lines Call & Device Data

Calls by time of day and impressions device 

breakdown.

Industry Benchmarks • PPC • Display • YouTube
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Specific Service Lines Top Performing Text Ads

Top performing all-time ads:

Industry Benchmarks • PPC • Display • YouTube
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PPC Performance - General

Leads vs. Spend Trends:

Industry Benchmarks • PPC • Display • YouTube

Lead Trends:

Leads:

Calls: 266

Forms submitted: 60

Key Metrics:

CPC: $4.35

CTR: 8.52%

CPL: $45.29/Lead

Activity:

Impressions: 39,834

Clicks: 3,393

Web Events: 484
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General Top Keywords, Page Visits, Activity

Industry Benchmarks • PPC • Display • YouTube

Web Events:Top 25 Keyword Performance: Impressions, Clicks & CTR:
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General Call & Device Data

Calls by time of day and impressions device breakdown.

Industry Benchmarks • PPC • Display • YouTube
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General Top Performing Text Ads

Industry Benchmarks • PPC • Display • YouTube

11

Top performing all-time ads:
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YouTube
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General YouTube Performance

Industry Benchmarks • PPC • Display • YouTube

Impressions: 316,449

Views: 98,858

Clicks: 250

View Thru Rate: 31.24% 

Cost Per Visit: $0.08

Videos 100% Watched: 29.61%

13

AD GROUP PERFORMANCE 2020-18-12 - 2021-07-12
Ad Group Name Impressions Views View rate Clicks Video 25% Video 50% Video 75% Video 100%

Health 316,449 98,858 31.24% 250 80.41% 49.87% 36.22% 29.61%

Total 316,449 98,858 31.24% 250 80.41% 49.87% 36.22% 29.61%

$7,558.70
Cost

▲ 607.09%

316,449
Impressions
▲ 806.89%

98,858
Views

▲ 992.35%

31.24%
View rate
▲ 20.45%

250
Clicks

▲ 635.29%

$0.08
CPV

▼ -35.27%
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General YouTube Performance

Industry Benchmarks • PPC • Display • YouTube

14

Ad Name Impressions Views View rate Clicks Video 25% Video 50% Video 75% Video 100%

MORE healthy = happy 207,874 67,973 32.70% 150 95.88% 58.09% 40.60% 32.63%

Kaweah Health TelevisionCom… 54,284 14,309 26.36% 51 37.06% 25.81% 20.48% 16.96%

Kaweah Health TelevisionCom… 29,802 8,607 28.88% 25 62.56% 40.55% 33.55% 28.91%

MORE room to recover | comfort 9,146 3,152 34.46% 6 69.58% 47.25% 39.19% 34.58%

MORE virtual visits | care anyw… 5,837 1,813 31.06% 7 66.44% 43.91% 35.50% 30.94%

Kaweah Health has become on… 4,881 1,644 33.68% 7 63.79% 43.35% 37.40% 33.89%

MORE virtual visits | CardiacS… 2,768 893 32.26% 2 58.93% 40.85% 35.36% 32.17%

Miracle Man 1,421 348 24.49% 1 60.13% 36.11% 28.93% 24.52%

MORE Doctors | Nurses |Space 436 119 27.29% 1 62.50% 38.89% 30.32% 26.85%

Total 316,449 98,858 31.24% 250 80.41% 49.87% 36.22% 29.61%

AD PERFORMANCE 2020-18-12 - 2021-07-12
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General YouTube Demographics Performance

Industry Benchmarks • PPC • Display • YouTube

15

12,873

209,728

29,605

64,243

62,371

Impressions Views

Computers

Mobile Devices

Tablets

Unknown

64,778

33,873

207,215

108,658

576

207

Views Impressions

Female

Male

Undetermined

44.25%

29.74%

28.64%

Device Type 25% 50% 75% 100%

Unknown 34.73% Computers 82.63% 59.46% 49.03% 42.94%

View rate

Computers

Mobile Devices

Tablets
Mobile Devices 81.63% 49.63% 35.17% 28.17%

Tablets 79.37% 48.64% 33.98% 27.00%

Unknown 75.45% 48.76% 37.76% 32.56%

Gender 25% 50% 75% 100%

Female 80.68% 50.04% 36.24% 29.66%

Male 79.89% 49.53% 36.15% 29.49%

Undetermined 82.70% 53.33% 41.26% 35.32%

16,867

19,222

18,837

23,019

20,913

49,894

57,520

60,855

75,446

72,734

Views Impressions

55-64

45-54

35-44

25-34

18-24

31.26%

31.17%

35.94%

View rate

Female

Male

Undetermined

33.81%

33.42%

30.95%

View rate

55-64

45-54

35-44

18-24 28.75% Age Range 25% 50% 75% 100%

18-24 79.81% 46.48% 33.34% 27.03%

25-34 30.51% 25-34 79.22% 48.22% 35.02% 28.60%

35-44 79.67% 49.38% 35.69% 29.24%

45-54 81.45% 53.28% 39.13% 32.02%

55-64 82.80% 53.96% 39.53% 32.58%
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Display Main Location
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Main Location Display Performance

Industry Benchmarks • PPC • Display • YouTube

Key Metrics:

Impressions: 1,307,615

Clicks: 1,831

CPM: $8.48

Video Views: 58,789

Video Views 100% Watched: 54,903 

CPV: $0.22

Video Completion Rate: 93.17%

Geofence Walk-ins: 3,470
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All Tactic Performance:

Industry Benchmarks • PPC • Display • YouTube

18

Top OTT Domain Performance:

Main Location Display Performance
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Industry Benchmarks • PPC • Display • YouTube

19

Top OTT Keyword Performance by Impressions:

Main Location Display Performance

Top OTT Video Interaction by Impressions:
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Industry Benchmarks • PPC • Display • YouTube

20

Top OTT Video Ad Performance by Impressions:

Main Location Display Performance
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Top Display Ad Performance by Impressions:

Industry Benchmarks • PPC • Display • YouTube

21

Main Location Display Performance

Top Display Keyword Performance:
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Industry Benchmarks • PPC • Display • YouTube

Top Performing Geofence Locations by Conversions: 3,470 Walk-ins into main geofence address.

22

Main Location Display Performance
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Top Performing Addresses by Impressions:

Industry Benchmarks • PPC • Display • YouTube

23

Clickthrough Conversion - Someone who clicked the ad, and then later walked into a conversion zone.

View through Conversion - Someone who was saw an ad, did not click, and then walked into a conversion zone. 

Weighted Actions - The sum of the two above

Main Location Display Performance
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Display Tulare Clinic
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Tulare Clinic Display Performance

Industry Benchmarks • PPC • Display • YouTube

Key Metrics:

Impressions: 448,855

Clicks: 777

CPM: $3.58
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All Tactic Performance:

Top Keyword Performance:

Industry Benchmarks • PPC • Display • YouTube

26

Top App Domain Performance:

Tulare Clinic Display Performance
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Top Performing Ads:

Industry Benchmarks • PPC • Display • YouTube

27

Tulare Clinic Display Performance

Top Performing Devices:
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Separator Page

Community Engaement 8.2021
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Community Engagement
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More than medicine. Life.

Date Live Attendees K Compass YouTube Post Online Views
Views Unique

8/20/2021 176 165 153
8/13/2021 180 360 336

8/6/2021 200 337 319
7/23/2021 114 316 296

7/9/2021 123 182 173
6/18/2021 116 148 135

6/4/2021 111 258 230
21-May 125 193 177

7-May 127 98 91
28-Apr 115 Rebranding 249 210

4/23/2021 129 126 112
4/9/2021 127 130 126

3/31/2021 74 Leadership
3/26/2021 139 127 121
3/12/2021 164 319 277
2/26/2021 141 135 125
2/19/2021 124 115 105
2/12/2021 126 102 93

2/5/2021 139 45 43
1/29/2021 168 127 118

0

100

200

300

400

Employee Huddle

Employee Huddle Attendance Live Attendees Employee Huddle Attendance Post Online Views Views Employee Huddle Attendance Post Online Views Unique
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More than medicine. Life.

Date Live Attendees Post Online Views
Views Unique

8/19/2021 28
8/5/2021 23

7/22/2021 21
7/8/2021 18

6/17/2021 14
6/3/2021 28

5/20/2021 17
5/6/2021 19

4/22/2021 23
4/19/2021 8

4/8/2021 21
3/25/2021 22
3/11/2021 19
2/25/2021 28
2/11/2021 30
1/28/2021 39
1/14/2021 40 45 35

-10

0

10

20

30

40

50

Community Engaement

Community Engagement Attendance Live Attendees Community Engagement Attendance Post Online Views Views

Community Engagement Attendance Post Online Views Unique
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Community Engagement Plan for Master Facility Plan/GO Bond 

 

•Probolsky Online Focus Groups (5) 
•Employee Survey
•Physician Survey
•Community Engagement Participant Survey

June/July
2021

•Present Results of survey/focus groups to Board of Directors.
•Review, brainstorm, and develop communication strategy based on Board direction.
•Hold in-person focus groups with community groups. (Realtors, farmers, young professionals, physicians, etc.)
•Create web content on the Community Engagement page and open community survey.  Page will include elevation plan 

photos with information for each option.  (Can RBB makes these 3D?)  Include Community Engagement timeline, since 2017, 
with drop-downs that show accomplishments of each group.

August / September 
2021

•Board of Directors to decide on plan and whether or not to move forward with a General Obligation Bond (GO Bond).
•Build GO Bond Community Advisory Committee. (advisory group through 2022)
•Take 2020 Economic Impact Report and use the information for messaging KH's support of the city & downtown.
•Hold Community Engagement Gathering and invite Gary Hicks to educate our groups on why we need a GO Bond and the 

legalities around it.  (If COVID allows - might have to be virtual) Add Latino Community Ambassador Group.

October 2021

•Put article in VTD and The Sun Gazzette that shows plans and details of the work that has taken place over the last couple of
years.  (Hospital of the Future)

•Form GO Bond Employee/Physician Committee. (advisory group through 2022)
•Hold Community Town Hall and present plan.
•Prepare presentation for community organizations and schedule speaking engagements. 

November 2021

•Hire GO Bond consulting firm.
•Form an employee committee to give design feedback.
•Get representative on speaking circuit for all service organizations, City Council, Board of Sup., VUSD, VEDC, etc.
•Begin social media campaign.
•Hold Town Hall.
•Raise funds for GO Bond effort. (revive Friends of Kaweah fund)

December 2021-
February 2022

•GO Bond Campaign (determined with assistance of GO Bond consultant).
•Increase community engagement efforts. (service clubs, town halls, polling, surveys, etc.)
•Coordinate with other neighboring health care districts. 
•Ballot application deadline is 7/1-8/15. (County will post actual date on website around Feb. or March of 2022)

March - November
2022
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Engagement
Evaluate how people are engaging with posts based on published date.

Lifetime Post Public Engagements, by Page Totals

Your Average 24,326.00

Competitor Average 1,251.40

1 Kaweah Health 24,326

2 Valley Children's 3,302

3 Saint Agnes Med… 1,562

4 Sierra View Medi… 691

5 Community Regi… 579

6 Adventist Health… 123

Reactions Comments Shares

Lifetime Post Public Engagements, by Day

26 
JUL

27 28 29 30 31 1 
AUG

2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24
0

2,000

4,000

6,000

8,000

Kaweah Health Competitor Average Adventist Health In The Central Valley
Community Regional Medical Center Saint Agnes Medical Center Sierra View Medical Center

Valley Children's
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Pages
Review aggregate activity for pages and the posts published during the selected time period.

Your Pages Average 22,593.00 557.00 75.00 24,326.00 324.35 2.53%

Competitor Pages Average 18,600.20 116.40 17.40 1,251.40 71.92 0.63%

1 Valley Children's 57,995 314 16 3,302 206.38 0.54%

2 Kaweah Health 22,593 557 75 24,326 324.35 2.53%

3 Community Regi… 13,179 87 6 579 96.50 0.66%

4 Saint Agnes Med… 11,953 109 30 1,562 52.07 0.92%

5 Adventist Health… 6,463 -5 9 123 13.67 -0.08%

6 Sierra View Medi… 3,411 77 26 691 26.58 2.31%

Page Fans
Net Fan
Growth

Published
Posts

Public
Engagements

Public Engagements
per Post

% Fan
Growth
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