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THE CLIENT
One Health is a general hospital in New
York City that has just launched its virtual
service where patients can consult with
their doctors online. 

Their new service will be offered as a
health subscription to individuals as well
as part of an employee benefits program.
 
One Health has outsourced its social
media marketing to Neworks a marketing
agency that specialises in social media. 



MY ROLE
My role in this case study was to research
One Health's market and competitors to
develop a strategy appropriate for Twitter,
Facebook, and Instagram respectively. 

My role also included creating content and
defining guidelines so that another
designer could create content and easily
stay on brand.  



COMPETITOR ANALYSIS

TOPICS DEMOGRAPHICSPLATFORMS

Millenials
Gen X
Baby Boomers

Healthcare tips
Promotions
Influencer Videos
How to Guides
Holidays
Articles
Events

One Health's competitors
are active on Twitter,
Facebook, Instagram and
Linkedin. Each platform
targets a different kind of
user. 



EXPANDED 
BRAND GUIDE
The Branding was expanded beyond
the original two brand colors and the
logo. I pumped the brand full of energy
with bold popping colors. Because the
product is a virtual service, the brand
has the opportunity to steer away
from "traditional sterile healthcare"
and into "friendly tech-forward." 

MOOD BOARD



CONTENT -
DESIGNED
The content needs to reflect the
various formats for Facebook Twitter
and Instagram. 

For each pillar, I designed templates
appropriate for each platform, that
could be used again and again.  

INSTAGRAM 



CONTENT -
DESIGNED
The content needs to reflect the
various formats for Facebook Twitter
and Instagram. 

For each pillar, I designed templates
appropriate for each platform, that
could be used again and again. 

FACEBOOK



CONTENT -
DESIGNED
The content needs to reflect the
various formats for Facebook Twitter
and Instagram. 

For each pillar, I designed templates
appropriate for each platform, that
could be used again and again. 

TWITTER



CONTENT PILLARS

EVENTS ARTICLESHOLIDAYS

Facebook
Twitter 

highlight key interesting
facts from blog articles
and link back to blog

Facebook 
Twitter

Promote and build
excitement around
webinars and in-person
events. 

Facebook
Instagram 

Discuss health-related
holidays or promote
holiday-related discounts
and offers

HEALTH TIPS

Facebook
Instagram 

Offer insight on trending
health topics or share
health reminders for
specific audience groups.



Is it Positive?

Comment or Content
about One Health 

Is it a Question?

Can you answer it?

Is it useful or repostable?

Repost considering privacy
or comment with gratitude

Answer immediately

forward the question to
client 

Yes

Yes

Yes

Comment with gratitude

No

No

No

Is it a Question? 

No

Can you answer it? 

Yes

Is it accurate?

Invite commenter to send
DM for personal assistance

correct misinformation
polietly 

Answer immediately, or
invite commenter to send

DM for personal assistance 
Contact Client for response

No
Yes

YesNo

No

YesCRM
Deciding how to respond to customer
comments and messages is much easier
using a flow chart. This guide I created made
replying to customer comments consistent
and quick. 



Social Media Manager
Monitors Channels 

Customer complaint lies
within FAQ or Best

practices guide 

Social Media Manager 
Resolves Issue within 24
Hours (within business

days)

Customer complaint lies
outside of FAQ or best

Practices guide 

Social Media Manager
Replies with "We heard

you comment"

Social Media Manager
forwards complaint to

Client Contact 

Response Process ProposalCRM
Deciding how to respond to customer
comments and messages is much easier
using a flow chart. This guide I created made
replying to customer comments consistent
and quick. 



CAMPAIGN  
RESULTS
With only two weeks of content
published, it's perhaps too early to
analyse the success of organic traffic.
However the branding is recognisable
and striking, the templates are tested
and functional for a variety of content,
and the pillars are broad enough to be
used for years while staying relevant
and interesting. 



REFLECTIONS
This case study was a helpful learning experience
for thinking through how to share the same
message using different language and imagery for
each platform.  

Crafting the message and strategy for a client
offering a service rather than a physical product
was a new experience but not as much of a
challenge as I anticipated. 



THANK
YOU

ONE HEALTH  

For reading all the way through this case study! 
 

Thoughts? Questions?
 

Email me at: Vivian.Kvitka@Gmail.com


