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1IN THE NEXT 20 MINUTES… 

How Consumers Behave

What Consumers Want

How to Engage Those Consumers

Case Study
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Source: 

Statista

HOW CONSUMERS BEHAVE

Number of Internet Users from 

2000 to 2014
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1Impact of Content on Inbound Leads
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Majority of readers take some action 

due to reading the magazine
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Incorporated suggestions into my daily life

Made an appointment at a facility…

Registered for a class or event

Called a number listed in the magazine…

I have taken another action

Recommended a service, facility, or…

I have not taken any actions

Shared the magazine with others

Discussed the magazine with others

Saved the magazine for reference

Visited a website mentioned in the…

Actions Taken

In the last 12 months, which of the below actions have you taken as a result of reading the information in our magazine?

N = 5,070   Source: True North Custom



Most popular topics included healthy eating, daily 

activity, and holistic approaches to managing 

health.
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What other health & wellness topics would you like to read about? (open text)

N = 4,171  Source: True North Custom



Top health concerns include heart health, losing 

weight, and health problems later in life.
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Biggest Health Concern

What is your biggest personal health concern? What worries you most about your own health? (open text)

N = 4,598  Source: True North Custom
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What Consumers Want

Lifestyle focus = 6.5 : 1 ROI

Hard sell = 1.1 : 1 ROI

Blend  = 5.8 : 1 ROI

Connect content strategy to consumer 
preference for higher ROI
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Consumer Decision Cycle
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How to Engage Our Consumers
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Case Study
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$321,000 $7,000

$48.03 for every $1 

invested

Spine Center Campaign ROI

Revenue Due to 

Marketing
Cost of Marketing
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Q & A



THANK YOU!

Theresa Komitas, Director 

Marketing and Public Relations

&

Eric Silberman, Executive Vice 

President


