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Introduction

The overall objective of this project was for the AMAze Group to provide St.

Mary's Legacy Clinic with a marketing strategy to increase visibility in Knox

County, Grainger County, Cumberland County, Scott County, Meigs County,

McMinn County, and Sevier County. To achieve this goal, the AMAze Group

focused on data-driven results obtained by a survey distributed throughout the

target counties and by conducting secondary research. After conducting research

and comparing data, the AMAze Group developed both traditional and digital

media material to increase SMLC brand awareness. After developing these

materials, the AMAze Group is confident that SMLC will be able to grow its

visibility within the seven counties they are targeting.
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Research

To begin the AMAze Group's research endeavor, the first step was to research other

free medical clinics. Remote Area Medical (RAM) has the most media traction,

with multiple Newspaper articles in Knoxville News Sentinel and The Oak Ridger.

RAM also had cable television videos and articles from WATE and WBIR. Project

Rural Recovery had one news article from Fox17.

RAM's website directly links to a digital form volunteers can fill out. They also

have their social media accounts linked at the top of the web page to direct

attention to their digital media. One aspect implemented on their website is a direct

link to a schedule of visits. Even though the dates are listed within the website, a

more transparent and visual medium might gain traction. RAM also features an

entire tab and registration for Telehealth appointments. There was no use of QR

codes, only forms.

Another source of media found in online research is the website freeclinics.com.

St. Mary's Legacy Clinic was not listed as an option within the area. Competitors

Cherokee Health Systems, Free Medical Clinic of America, Outreach Mental

Health Knox, Hope Research Center, Tennessee Department of Health, and

Interfaith Health are listed on the site. Other websites like helpingpaythebills.com,

freeclinicdirectory.com, and upasolutions.com would further create opportunities

for patients to find St. Mary's Legacy Clinic.
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With further research, the data shows that ages 18-24 make up 30.8% of users

which is the largest amongst the age group. The closest age group to ages 18-24 is

age group 25-34 with 30.3% of its users being in the age range 25-34. Data also

shows that users that are aged 65+ make up the lowest percentage of users which is

only 2.5% amongst the age group.

Survey Results

Along with conducting research on similar organizations within the area, The

AMAze Group created a survey that received 40 responses with respondents being

ages 18-22 years old. 70% of respondents were female and 30% of respondents

were male. 82.5% of respondents identified their religion as Christianity while the

remaining 17.5% identified as unaffiliated or preferred not to say. Most

respondents had not heard about the clinic, but if they had it was through The

University of Tennessee-Knoxville which had a few exceptions of a church or a

community organization.

The AMAze Group wanted to further understand how far the scope of St. Mary's

Legacy Clinic stretched to the community. To establish a foundation, the AMAze

Group asked “How often do you volunteer in your community?” The graph below

shows the diversity within the answers. St. Mary's Legacy Clinic asked The

AMAze Group to look into volunteer opportunities. 60% of respondents rarely

volunteered in their community. The remaining 40% volunteered monthly,

biweekly, or weekly. To further explore where respondents were volunteering, The

AMAze Group asked in what capacity they volunteered. Many respondents
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volunteered with schools, churches, and/or other non-profits within the Knoxville

community.

The AMAze Group aims to highlight the value of trust within the St. Mary's

Legacy Clinic organization. The AMAze Group asked respondents if they have had

positive experiences with previous medical offices. The graph below shows that

70% of respondents had an above-average experience with a medical office. The

AMAze Group concluded an overall good experience once reaching the physical

office. The AMAze Group wanted to highlight this finding because the group

hopes that this foundation of trust will carry forward into St. Mary's Legacy

Clinic’s operation.
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Finally, The AMAze Group wanted insight into how respondents received their

news. In the corporate partner meeting, one main focus was on how to reach more

people that could use St. Mary's Legacy Clinic’s services. The graph below shows

the multiple avenues of receiving information.
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Nearly all of the respondents use digital media to get their news. The second most

popular way to get news was through word of mouth. The AMAze Group hopes

this will help St. Mary's Legacy Clinic extend its network, but also confirms that

word of mouth is a substantial way to reach people in the community.
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Volunteer Development

One resource the University of Tennessee-Knoxville has in abundance is

volunteers. In addition, many different groups and majors on campus require

community service and/or volunteer hours. The AMAze Group created a flyer

targeted towards students across campus to inform them of volunteer opportunities.

The AMAze Group believes that one aspect of volunteer registration that hinders

participation is the extra steps of downloading and printing the form on the SMLC

website. By creating a Google Form, St. Mary's Legacy Clinic can have direct

contact with volunteers to develop personal relationships and accountability. The

purpose of this form is to make the process more inviting and efficient for potential

volunteers. The QR Code takes prospective volunteers to the Google Form.
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During the introduction meeting, The AMAze Group recognized the urgency for

bus drivers should also take precedence. In response, The AMAze Group created a

flyer tailored toward bus drivers to help spread the word for volunteers. In

addition, getting the flyers into the community by placing them at local truck stops

and community centers would further expand volunteer options.

Both flyers have the ability to be used in digital and traditional print formats.
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Digital/ Social Media

Instagram

Instagram is a social media platform that is popular and used around the world. It is

a free photo and video-sharing app available on iPhone and Android. Users can

upload photos or videos and share them with their followers or with a select group

of friends. They can also view, comment, and like posts shared by their friends on

Instagram.

The data received through research shows that ages 18-24 make up 30.8% of users

which is the largest amongst the age group. Data also shows that users aged 65+

make up the lowest percentage of users which is only 2.5% amongst the age group.

Visual content is the best way to engage with followers. Since Instagram focuses

solely on a high-end visual experience, this could be a great way to connect with

the SMLC target audience. If stories and posts target the correct age group, the St.

Mary's Legacy Clinic has the potential to gain more visibility and brand awareness

through Instagram.
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Instagram Posts

Above is a mock post created to represent the type of content St. Mary's Legacy

Clinic could utilize on its social media platforms. This post is a great way to

connect with the target market and show them that St. Mary's Legacy Clinic is

appreciative of their staff and volunteers.

Instagram Stories

The Instagram Stories function is a great tool for the St. Mary’s Legacy Clinic to

utilize. It is understood that nonprofits utilizing Instagram Stories generally see

higher levels of engagement and follower growth as opposed to those that don’t.

There is also an option to highlight Instagram stories on a user's profile. By

creating these highlights, St. Mary’s Legacy Clinic could create a more engaging
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profile. Some examples of different highlight titles could be Fundraisers,

Volunteers, Announcements, 10-year Celebrations, etc.

Above is an example of an Instagram story the AMAze Group has created to cater

to the target audience. The AMAze Group suggests that social media posts

maximize the level of interest among the target audience.

Creating Stories

To create an Instagram story, begin by selecting the “plus” button on the profile

page. From there, select “story” and select the image to be posted. Instagram
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stories are a great way to gain the attention of followers with stories located at the

top of a user’s home page.

Facebook

Facebook is another social media platform that is beneficial in spreading awareness

about brands and messaging. Through Facebook, St. Mary's Legacy Clinic is able

to reach an older and more diverse audience. Facebook offers features such as

community groups, events, and a nonprofit manager. A beneficial feature of a

user’s brand within Facebook is tagging an account through an individual post. The

post will also appear on the feeds of outside users, regardless if they follow St.

Mary's Legacy Clinic, helping spread awareness without requiring users to search

for the account intentionally.

The AMAze Group recommends using the 70/20/10 rule for Facebook posts. This

guideline means 70% of posts should be valuable content. Most content affiliated

with a brand should be of value to the community. It should be informative, but it

can also be entertaining or inspiring. Keeping it relevant and authentic to the

SMLC organization is imperative. It is suggested that 20% of posts should be

shared content with other sources to uplift voices outside the organization or to

engage more users. Posts viewed online can be saved to a dedicated folder for this

purpose and shared as needed. The final 10% should be dedicated to promotional

content. These can be posts promoting events, fundraisers, and other online

channels. Minimizing promotional content will reiterate trust within the viewers

and oppose a sales-based positioning affiliated with the brand. Saint Mary’s
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Legacy Clinic can even consider buying nonprofit ads on Facebook to raise the

clinic’s visibility if budget allows.

Below is a mock Facebook post that the AMAze Group has created to help St.

Mary's Legacy Clinic visualize the information that they desire to portray.

LinkedIn

LinkedIn is a growing social media platform that allows individuals to post about

their work experiences and accomplishments while looking to get a professional

job. LinkedIn also allows people to connect with their favorite professional

workforces, owners, businesses of any sort, etc. The mission of LinkedIn is to

connect the world's professionals to make them more productive and successful.
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Posting on LinkedIn

When posting to LinkedIn there are a few things St. Mary’s Legacy Clinic should

be aware of. Starting off, the St. Mary's Legacy Clinic account should add a

well-thought-out professional profile picture and a background picture. Add a
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quick and easy description of the St. Mary’s Legacy Clinic and connect with

individuals and businesses that are of interest to St. Mary’s Legacy Clinic.

Above is a mockup LinkedIn post that the clinic could add to their profile to get

their audience's attention. St. Mary's Legacy Clinic should post any updates in the

form of pictures or attention getters. Make sure to always add the link on where to

apply. Adding pictures of the volunteers or staff in action is always a good idea to

show the audience what they are signing up for.
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According to this demographic, 20-49-year-olds use LinkedIn the most out of the

age groups. People who live in urban areas are also more likely to use LinkedIn.

After reading all of this data, LinkedIn is mainly used by college or middle-aged

professionals to get jobs based on their interests, and for hiring professionals

looking to hire new employees to make their company better.
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TikTok

TikTok is the fastest-growing social media platform. Its growing popularity has

been a motivating factor for more businesses to utilize TikTok for marketing

purposes. While TikTok’s audience is diverse, the majority of users fall within

Generation Z, making it a great tool to target a younger audience. TikToks are

extremely easy to make, with no prior editing knowledge needed. A few types of

videos The AMAze Group recommends creating are a bus tour, meet the team

interviews, and local notable people, such as mayors, speaking to the mission of

the nonprofit.

By creating this content, St. Mary's Legacy Clinic will have the opportunity to gain

the attention of a younger audience which will grow the clinic’s brand awareness.

​​​​

The use of TikTok in 2023, shows that a younger audience is more attracted to this

type of social media than an older audience. The AMAze Group recommends

using TikTok to promote St. Mary's Legacy Clinic to potential volunteers between

the ages of 18 - 30. It is a great medium to showcase services in a light-hearted and

casual way.
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Traditional Media

The AMAze Group created a foldable infographic that St. Mary's Legacy Clinic

can distribute at events, provide to students at schools, or have available at clinics

to provide additional information. The outside of the infographic includes a QR

code that leads to the website’s contact us page, making it easy for potential

patients to contact the clinic. Since St. Mary's Legacy Clinic serves individuals
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who may not speak English, the infographic uses clear language to emphasize the

clinic’s services so it is easier for patients to understand or translate.

When someone opens the infographic, they are welcomed with a picture of the

smiling staff at St. Mary's alongside the clinic’s mission and services offered. The

bottom right corner includes a location for St. Mary's to include a coupon code so

students are encouraged to bring the foldable home. Since Chick-Fil-A could be a

potential collaboration opportunity for St. Mary's Legacy Clinic in the future, the

infographic could include a coupon code for a free chicken sandwich.
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The AMAze Group also created a business card that staff can distribute to potential

patients and at business and volunteer events. The card highlights that St. Mary's

Legacy Clinic offers free clinical services and that it cares for all patients. Both

statements showcase how St. Mary’s helps individuals who may be uninsured or

reside in underserved communities. One side of the business card includes St.

Mary's Legacy Clinic contact information and address, and the other side has a

picture of the friendly staff at the clinic. The phone number and website are on

both sides, which are essential sources of contact information for new patients,

volunteers, and corporate sponsors.
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The AMAze Group designed a flyer which can be used in a variety of ways. The

flyer includes basic information about St. Mary's Legacy Clinic services, along

with tear off contact information. The tear offs are important because they make

access to St. Mary's contacts and additional information readily available, even

without a cell phone. This flyer could be displayed in public places around the

community, including churches, or handed out at events. If the bottom half

including the contact tear offs is removed, the flyer could also be used as a

newspaper ad.
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The AMAze Group also created an ad that could be displayed at a public bus stop,

either displayed by poster or by purchasing the space for an ad. The group decided

to use this image for the ad because it grabs the audiences’ attention and gives the

feeling of being inviting and friendly while still professional.
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10 Year Anniversary

Logos

To commemorate the importance of 10 years of St. Mary's Legacy Clinic, The

AMAze Group drafted three anniversary logos that emphasized the number 10.

The focus on the number in the logo emphasizes the importance of the anniversary.

According to Illumine 8, “Clear, bold digits are the cornerstone of any anniversary

logo and should consume the majority of the visual space. Clients, customers,

employees — anyone viewing the logo for the first time — will instantly recognize

and understand the milestone at first glance.”

To further develop brand recognition, The AMAze Group chose to incorporate the

original St. Mary's Legacy Clinic logo and to include more elements that further

commemorates the 10-year anniversary. The AMAze Group used the same navy

blue from the original logo, and added gold to the new 10-year logo. The color

gold in the anniversary logo aims to signify success, achievement, and triumph.

Not only does it help the audience recognize that the 10-year anniversary is a
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celebratory achievement, it also complements the navy blue, more clearly

associating it with St. Mary's Legacy Clinic.

T-Shirt Design

The AMAze Group collaborated with Fresh Prints to create three T-shirt design

options. The shirts include the 10-year anniversary logo, as well as example

services that St. Mary's Legacy Clinic provides. The designs showcase the services

in an eye-catching and distinct way. The designs are modifiable to fit the needs of

St. Mary's Legacy Clinic. The services listed on the T-shirts can be changed to

include any other services the St. Mary's Legacy Clinic team sees fit (i.e. adding

the word “Vaccines”, etc.). The design can be printed on many items such as

towels, stickers, water bottles, hats, pins, lanyards, and other merchandise offered

by Fresh Prints. The designs are shown on pages 25-27. The T-shirts and other

merchandise can be ordered through Fresh Prints by contacting Lawson Carver at

lawsoncarver@freshprints.com or by calling +1(404) 838-7146.
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Video Development

The AMAze Group developed a 10-Year Anniversary video to highlight the

importance of the clinic and to celebrate the past ten years of the clinic’s success.

The video can serve as content to be posted on all social media platforms, as well

as aired on any other media platforms that St. Mary’s Legacy Clinic would like to

utilize the video for. The 10-Year Anniversary video aims to thank the clinic’s

patients and volunteers for their dedication to the organization.
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Conclusion

The AMAze Group thanks St. Mary’s Legacy clinic for allowing them to assist

with the growth and development of the Clinic’s brand. The AMAze group hopes

that the research along with traditional and digital marketing materials will help St.

Mary’s Legacy Clinic increase their brand awareness within Knox County,

Grainger County, Cumberland County, Scott County, Meigs County, McMinn

County, and Sevier County. Many of the elements included in this deliverable can

serve as a basis for St. Mary’s Legacy Clinic to increase its brand awareness.

Lastly, The AMAze Group would like to thank St. Mary’s Legacy Clinic for

allowing the opportunity to work on this amazing project. This project has been

conducive to teaching the students more about marketing techniques and growing

as marketing professionals. The group is looking forward to seeing the success of

St. Mary’s Legacy Clinic and how they continue to grow as a brand. The group

hopes this project is beneficial for the growth of the organization.



31

Bibliography

“Celebrate Your Construction Company's Anniversary with Branding.” Digital

Marketing and RevOps for the Building Industry, 5 June 2020,

https://www.illumine8.com/blog/construction-anniversary-logo-milestone-br

anding#:~:text=Anniversary%20 logos%20 depict%20a%20

treasure,prominence%2C%20 prestige%2C%20and%20 durability.

“Clinics in and near Zip Code: 37934.” Free Clinics,

https://www.freeclinics.com/zip.php?zip=37934.

Instacart, et al. “The Color Psychology - the Psychology of Colors and Their

Meanings.” Psychological Meanings Of Colors,

https://thecolorpsychology.com/.

“Project Rural Recovery.” Tennessee State Government - TN.gov,

https://www.tn.gov/behavioral-health/substance-abuse-services/treatment---r

ecovery/treatment---recovery/project-rural-recovery.html.

Remote Area Medical. https://www.ramusa.org/.

Staff, FOX 17 Digital. “Free Mobile Health Clinics Roll into Rural Tennessee

Cities.” WZTV, WZTV, 15 Dec. 2020,

https://fox17.com/news/local/free-mobile-health-clinics-roll-into-rural-tenne

ssee-cities-lawrenceburg-lewisburg-marshall-county-perry-waynesboro.


