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Purpose 

Our main purpose is to address our client’s questions and concerns regarding their 

brand development. After our first meeting with Ruth and Laura, we took away three main goals 

the team wants to achieve through this class: combine four separate businesses into one 

recognizable brand name, reach an audience through more than just word-of-mouth and 

organize a post-cancer wellness clinic. From a public relations standpoint, we found that these 

goals are attainable through local research and analysis.  

 

Background 

Ruth Newnam is a yoga instructor and massage therapist with a private practice in 

Carrboro, NC. Ruth has developed a specialized blend of techniques to help heal chronic and 

acute pain issues and to maintain health and wellness in her clients. She blends deep tissue 

and relaxation techniques with a strong anatomical awareness of strength imbalances, as well 

as areas of tightness or restriction. Laura Terry has been practicing physical therapy for almost 

20 years in many different settings, including hospitals, rehab facilities, retirement communities 

and outpatient clinics. She currently has a private practice, Yoga and Physical Therapy, where 

she uses yoga as a therapeutic exercise along with traditional PT. She also uses bodywork 

techniques as part of her practice and has been specifically trained in a gentle manual treatment 

called Integrated Positional Therapy that is often helpful for people for whom other traditional 

therapies have failed. 

Ruth and Laura work as professional individuals in four separate areas: self care yoga, 

survivor yoga for cancer survivors, physical therapy, breast cancer wellness and self-care clinic. 

Their customers mainly consist of athletes, breast cancer survivors and some clients with 



 
 
 
 
 

limiting musculoskeletal issues. The two both offer private treatment, group instruction and 

teacher training.  

 

Research Objectives & Key Questions 

Our research objectives stemmed directly from the thoughts and goals of the client. As 

mentioned previously, after meeting with Ruth and Laura, we developed strategies to help the 

client effectively reach their audience. Our main research objectives are to understand how 

competitors have reached their target audience through marketing and branding, to analyze the 

awareness of the concept “self care” within the community and to understand the methods of 

communication used by the target audience to best reach them. Here are some of the main 

research questions we had as a team: 

● How do individuals within the community define self care? 

● Are members in the community aware of the term and would they recognize the purpose 

of a company with the name Self Care?  

● How have other yoga and physical therapy organizations reached their target audience? 

● What methods of communication do athletes and cancer survivors use to find treatment? 

 

Method Overview 

We conducted a literature review in order to gain insight into marketing and branding 

strategies for physical therapists and yogis. This helped us gain an understanding of what 

strategies have worked in the past for physical therapists, yogis and their respective 

businesses. We looked at several pieces related to the American Physical Therapy 

Association’s official guidelines for effective branding, as well as pieces by professional physical 

therapists. 



 
 
 
 
 

Additionally, we conducted a survey to see what college students perceive the term 

“self-care” to be. We asked five questions to keep the audience engaged and included graphics, 

multiple choice and multiple selection questions. The first question was to test the familiarity with 

the concept by asking if the participants hear the term on a daily basis. We also offered the 

chance for participants to write what comes to mind when they hear self-care. We designed the 

survey to give us insight on the brand identity of Self Care as a whole. We wanted to see how 

others perceive the term and if the concept is wide enough to encompass all four areas of the 

business.  

Finally, we conducted interviews by specifically targeting athlete and cancer-survivor 

populations. We conducted this research by reaching out to friends and family personally and 

disseminating a forum through social media. We felt that this was the best way to gain detailed 

information about experience with massage therapy and self-care. 

 

Population and Sample Size 

The target populations for this campaign are cancer survivors and athletes in need of 

recovery or maintenance. This population is looking for alternative medicine, meaning if 

something has not worked in the past, they are looking for a different healing outlet 

Additionally, the population can include people who have been active throughout their lives but 

need a break on their bodies.  

 

Analysis 

We completed a literature review to gain insight into branding strategies from real 

professionals and physical therapists who have experience with this specific field of marketing. 



 
 
 
 
 

Since we are dealing with a medicinal field of work, we needed to know how best to engage with 

current clients while also fostering outreach towards potential clients. 

We looked at a press release by the American Physical Therapy Association titled 

“APTA Launches Campaign to Brand the Physical Therapist” in order to see professional 

recommendations for branding strategies specific to therapeutic practitioners. The new 

campaign presented by the APTA positions physical therapists as “specialists who can help 

improve mobility and quality of life without the expense and pain of surgery or side effects of 

alternative medicine.” The press release details how APTA teamed with marketing and public 

relations experts to conduct research on perceptions of physical therapy across multiple 

audiences. They found that though 90% of surveyed audiences had a positive view of physical 

therapists, they primarily thought of physical therapy in terms of rehabilitation. This is an 

important point for specialists who offer services focusing on more than just rehabilitation; 

through rehabilitation is a part of our client’s practices and mission, particularly with breast 

cancer survivors, our client also offers classes and services dealing with more general self-care. 

APTA also emphasizes the importance of therapists “living the brand.” They note two types of 

brand personalities who effectively live their brand: Those who help clients act smarter and 

more confident, and those who help others perform at their upper limits. Thorough 

documentation of one’s practices and services is also crucial to “living one’s brand.” 

We looked at an article called “Marketing for Physical Therapy in 2017” by physical 

therapist Ben Fung to learn about what platforms and strategies would be most well-suited to 

the modern day media environment. This article focuses heavily on how changes in technology 

have altered the advertising landscape for healthcare professionals. Fung claims that big budget 

productions and expensive print, television and billboard ads have lost a lot of traction in recent 

years in favor of what he refers to as “micro productions.” Micro productions are smaller-scale 



 
 
 
 
 

campaign tools such as documentaries, testimonials, exercise series and live video streams, all 

of which are more affordable than the big budget advertising alternatives. These small projects 

also tend to be more consistent, authentic and engaging in the eyes of consumers. Fung 

recommends combining both raw production and professional polish with the art of storytelling 

to build trust and establish an authentic brand identity with the audience. He also emphasizes 

the importance of direct messaging with patients and clients via email, Snapchat and other 

messaging platforms. This helps build and maintain client relationships while encouraging them 

to engage with the brand outside of regular appointment hours. However, despite the 

importance of these other platforms, Fung emphasizes that the most important piece of a 

business’s digital footprint is its website. The website should be strong in design, user 

experience, content, searchability and as the central core of the business’s digital operations. It 

should clearly exhibit to users what the business represents and strives for in its daily 

operations. 

An article called “Stand By Your Brand” expands on APTA’s idea of “living your brand.” 

APTA’s BrandBeat document outlining the basic ideas of living one’s brand lists four key brand 

behaviors crucial to raising awareness of physical therapy as a profession and educating 

current and potential clients: Professional, Enterprising, Inspirational and Knowledgeable. This 

means therapists should behave in a professional way, use promotional resources well to 

educate other professionals and patients, deliver knowledge and understanding and collaborate 

with other professionals to serve as patient advocates. The article also outlines examples of 

past successful moves by physical therapists and their businesses. Corpore Sano Physical 

Therapy, located in Seattle, Washington, provides services for extreme athletes more so than 

people who recreationally exercise. Their platform and brand promise is “physical therapy for 

optimal performance.” Coming up with a platform like Corpore Sano’s would make it a lot easier 



 
 
 
 
 

to live one’s brand and project a clear image of what services the business provides. This article 

also details a unique idea produced by Access Physical Therapy and Wellness: A “culture 

book.” The practice produced a hardbound photo album, complete with staff and patient 

commentary, pictures of smiling staff members and testimonials by employees and clients. This 

is a great tool to show off the clinic’s environment, culture and commitment to patient care to 

current and potential clients, team members and potential partners. Creative ideas like the 

culture book effectively communicate the brand promise a company wishes to project to various 

audiences.  

Our survey successfully reached 47 individuals who responded with their insight on the 

concept of self care. We made a cross tabulation table to analyze the sample’s familiarity with 

the term and the extent they would have a good idea of what a company named “Self-care” 

does. (See Below) 

 

As you can see, the majority of participants are familiar with the term self care and agree that 

they would understand the purpose of a company with that name. To further analyze the brand 

potential of Self Care, we looked at the descriptions noted by participants.  

We gained insight on the benefits of massage therapy from an athlete that used 

massage therapy to recover from an injury. Anna Foster of Charlotte, NC, tore a tendon when 



 
 
 
 
 

she played volleyball in high school. According to Foster, the massage therapy she experienced 

helped her recover in a way physical therapy could not. “The massage loosened all the muscles 

around the tendon so that it was more elastic/flexible and allowed it to heal quicker,” Foster 

said. “It also served to reduce the inflammation that had built up around the tissues.” 

Foster was referred to a sports masseuse by her athletic trainer who thought this type of 

care could help her heal. Foster’s mother is in the healthcare system and set her up with a 

colleague. Massage therapy was accessible for Foster and she was able to use her insurance 

to cover the cost.  

Merritt Johnson, a junior at Chapel Hill, has IT band syndrome and has consistently used 

foam rolling for self-care. She shared that foam rolling “alleviates a lot of pain and tightness,” but 

sometimes she feels it can be “too much of a good thing.” Johnson expressed interest in foam 

rolling coupled with yoga so she could learn how to not only alleviate pain but increase flexibility, 

hoping to increase long-term relief.  

Mallory Phillips, another junior at UNC, was referred to a massage therapist for a back 

condition. While Phillips is not an athlete, she gave us valuable information on the process of 

being referred by her doctor to a wellness specialist. She goes to see her therapist once a 

month and was candid that if insurance did not cover it, she probably would not go. 

For the cancer patients we contacted, it seems that massage therapy and self-care as a 

form of therapy have recently become a part of standard care. Martha Chuckinas, two time 

ovarian cancer survivor, began using massage for therapy twenty years ago when it was 

considered a form of “alternative care.” One breast cancer survivor, Pamela Nalley, shared that 

when she was going through chemotherapy and radiation eleven years ago she was not aware 

of any types of massage or therapeutic yoga but would have been interested in the positive 

effects- “my body could have really used it.”  



 
 
 
 
 

Todd Cline was already a fan of massage therapy and self care before being diagnosed 

with a brain tumor. He increased his massage therapy regimen after his diagnosis and began 

visits to the Levine Cancer Center in Charlotte where they offered yoga, massage, and other 

forms of therapy for patients. Cline used both a private massage therapist he found on his own 

and the therapists to which he was referred by his doctor. 

Overall, those that we interviewed were definitely familiar with massage therapy as a 

viable option for post-injury and cancer therapy. Most were not aware of yoga as an option but 

were very receptive to incorporating it into their care regimen. Most mentioned the aspect of 

insurance covering the cost, so the ability to pay for such care through insurance is seemingly a 

big pull for patients no matter the age. 

Summary 

After thorough research consisting of interviews with the target audience, a literary 

review and a survey, our analysis suggests that many are encountering self-care in their daily 

lives. In the literary review, we looked over materials from professionals and physical therapists 

with personal branding experience. We found that branding in the field of medicine can present 

some unique challenges; for example, a vast majority of Americans surveyed associate physical 

therapy with rehabilitation, which is not necessarily the approach our client wishes to take. Our 

client’s services do focus on rehabilitation, but also focus on the practice of self care and daily 

wellness. 

We also looked into client and patient relations through the literary review, and found 

that one-on-one, preferably two-way communication is the best way to foster personal 

relationships and make patients feel as though they are participating in the company culture. A 

good website with ample patient resources is also important for both informing current clients 

and engaging with prospective clients. 



 
 
 
 
 

In terms of advertising and branding, the professionals we looked to recommended 

small, personal, authentic and engaging productions as opposed to major advertising projects 

that require ample time and money. Our recommendation based on the literary review research 

would be to look to the clients themselves for advertising opportunities. It seems as though word 

of mouth has been a major source of advertising for Self Care in the past; people listen to 

friends and other people they trust who recommend a service or product to them. Thus, 

effective Self Care advertising tools would probably be filmed client testimonials or short videos 

about the company itself. The storytelling aspect of these videos would be engaging for viewers, 

while the patients themselves could add authenticity and emotion. These videos could also 

provide a window through which prospective clients may get a feel for the company culture — a 

great opportunity for Self Care to project a desired brand image. 

In the interview conversations, we found that many potential clients find the work of Self 

Care, massage therapy, yoga and more, are standard responses to medical issues. Cancer 

survivors found massage therapy to be extremely beneficial as a form of therapeutic care. While 

many had not participated in yoga specifically targeted for cancer survivors, they were 

interested in the concept of specific yoga classes.  

Athletes who have experienced injury in the past had the most experience with massage 

therapy for recovery purposes. Self-care, specifically foam rolling, was also a popular method of 

therapy. When asked if they would be interested in a yoga class that incorporates self-care, all 

interviewees were interested.  

Cancer survivors interested in yoga, self-care, and massage therapy tended to be older 

women, but men were also interested. Athletes interested in yoga, self-care and massage 

therapy tended to be younger women.  



 
 
 
 
 

Outcomes from the interview research include making the therapy methods Self Care 

offers an integral part of athlete care through engaging with local high schools, gyms and public 

health options. An additional outcome would be publicizing of insurance covering the methods. 

For both athletes and cancer survivors, being able to subsidize these care methods through 

insurance was a big draw. 

The main purpose of the survey was to see to see how an audience would react to the 

idea and name, Self Care. Overall, the survey conveyed positive feedback from the name Self 

Care. Participants understood the underlying message that Self Care is trying to improve one’s 

health mentally and physically. The biggest concern to Self Care is that most participants 

thought the term related to nutrition and diet. Also, another factor to note is that more people 

correlated Self Care with meditation/ yoga than therapy/ medical treatment. Overall, It is our 

recommendation to keep the name Self Care because majority of survey participants said they 

would have a good idea of what the company does if the company’s name was Self Care. Also, 

majority of participants are familiar with the term Self Care, which is why it would be a great 

name to combine the two businesses.  
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Lydia (Lydie) Neill 
UNC-Chapel Hill Class of 2018 
(336) 529-5572 
lydie@live.unc.edu 
 
Lydie Neill is a senior at UNC from Winston-Salem, 
NC. She is double majoring in Global Studies and 
specializing in Public Relations at the Media and 
Journalism School. Her minor connects culture and 
communication through Hispanic Studies.  
 
Lydie had the opportunity to work with a UNC grad 
at Charleston Magazine as a PR Assistant. She 
posted many updates on the magazine’s online 
publication Charleston Grit, including interviews with 
Sister Hazel, stories on local jewelry startups and 

more. Lydie also scheduled social media updates on Hootsuite software for Charleston Grit, 
including Twitter, Facebook and Instagram. Additionally, Lydie worked at Garden & Gun’s retail 
store located in Charleston and helped with brand image.  
 
In addition to classes in Chapel Hill, Lydie has started her senior year with an internship at 
Largemouth Communications, Inc in Durham, NC. She enjoys working in teams to collaborate 
and make the most of everyone’s time, including and prioritizing the client’s. 
 
 Learning how to adjust and deliver clients’ needs at an agency is a very valuable strategy to 
generate effective and professional relationships. Lydie is grateful for her opportunities to work 
in public relations and with these professionals.  
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Sarah Cline 
UNC-Chapel Hill Class of 2019 
(704) 794-7641 
stcline@live.unc.edu 
 
Sarah Cline is a junior from Charlotte, NC. She 
is double majoring in Public Policy and 
specializing in Strategic Communications in 
the School of Media and Journalism. 
 
This summer, Sarah worked with CROSS City 
Serve, an organization that lead mission trips 
in inner-city Charlotte for middle and high 
schoolers. The rewarding work allowed her to 
make meaningful connections with over 40 
nonprofits and agencies in Charlotte while 
developing leadership skills. 

 
During her freshman and sophomore years, Sarah was an intern with a North Carolina Public 
Interest Research Groups (NCPIRG) public health campaign fighting to reform the abuse of 
antibiotics on factory farms. In this position she used different tactics, including grassroots 
organizing, marketplace interaction, and social media advocacy, to work towards reforming the 
meat industry. 
 
Sarah hopes to eventually go to law school but would like to explore options related to 
marketing and branding. She enjoys working creatively on campaigns and delivering innovative 
branding for clients. 
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Tricia Belk 
UNC-Chapel Hill Class of 2018 
(704) 999-9198 
triciab@live.unc.edu 
  
Tricia is a senior in the School of Media and 
Journalism concentrating in strategic 
communications. She is from Charlotte, N.C. 
  
This past summer, Tricia interned for 
mcgarrybowen, an advertising agency based in 
New York City in account management for 
Chevron. At mb she developed competitive 

audits of the oil industry, substantiated advertising claims made by Chevron and managed client 
finances. Tricia also interned for The AroundCampus Group, an advertising agency in Chapel 
Hill where she designed and wrote website content for the client, GMAC. 
  
Through her employment opportunities, Tricia has developed dynamic skills ranging from 
research compilation to marketing tactics. Her interests lie in the power of new media and 
the effects social media have on the relationship between a brand and its customers.  
 
Upon graduation, Tricia plans to work at an advertising agency as an Assistant Account 
Executive before attending business school.  
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Kaitlyn Green 
UNC-Chapel Hill Class of 2018 
(336) 813-1657 
kaitlynb@live.unc.edu 
 
Kaitlyn is a senior in the School of Media and 
Journalism majoring in public relations. She is from 
Trinity, N.C. 
 
Kaitlyn is currently the arts editor for Cellar Door, 
UNC-Chapel Hill’s oldest undergraduate literary 
magazine. She has worked as a staff member for 
the magazine since 2015. Kaitlyn spent her junior 
year writing for The Daily Tar Heel. She covered 
two of the newspaper’s beats, writing about 
everything from new student organizations to 
national sales of George Orwell’s “1984.” 
 

Kaitlyn has worked the past two summers as an intern for Creative Services, a marketing and 
public relations firm located in High Point, N.C. As a public relations intern, she wrote press 
releases and feature stories, created online content and archived news articles for clients like 
High Point University and Shaw University. While at Creative Services, Kaitlyn also worked on a 
communication audit and public relations plan for UNC-Chapel Hill’s Rams Club. 
 
Kaitlyn’s people skills, willingness to learn and adapt, creativity and love of storytelling fuel her 
dedication to writing and public relations. After graduating, Kaitlyn intends to pursue a career in 
environmental advocacy and eventually write and illustrate a series of children’s books on her 
dog. 
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