WE INCREASED BRAND
AWARENESS AND SAW A
SURGE IN PATIENT NUMBERS

OBJECTIVE

Love for St. Louis is a non-profit organization that helps fund mental health
services for kids, adolescents, and veterans in need of this support. The
objective for Love for St. Louis was to identify optimal locations in the St.
Louis market that have a strong patient and provider base, then continue
to grow the program.

STRATEGY

To increase brand awareness for Love for St. Louis, the campaign’s
strategy was to identify and target key areas in the market where
additional providers are prominent and to gain support and spon-
sorships from other area businesses. Love for St. Louis utilized 5
spots in a 9-term digital rotary program, which allowed for flexi-
ble creative changes, focusing in the areas of the highest need.

RESULTS

Love for St. Louis has experienced an impressive surge in
patient numbers, welcomed new providers and partners,

and attracted new sponsorships. The combined efforts of
the campaign have generated over 42M impressions and

earned a remarkable 65% reach increase.

42M+

IMPRESSIONS

“OUR MISSION IS
TO ENSURE ALL
KIDS HAVE ACCESS
TO COUNSELING
SERVICES IN THE
GREATER ST. LOUIS
AREA. THANK YOU
FOR ALL YOU HAVE
DONE TO HELP.”
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