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AG E N C Y  OV E RV I E W   |   H E A LT H C A R E

At RUSSO, we’ve developed campaigns and branding initiatives for hospitals, physician offices, urgent care 

facilities, pharmaceutical companies and health systems throughout the country – and completed work for 

every service line imaginable, from labor and delivery, to oncology to home health.

But what makes what we do and how we do it unique is our process RAZOR BRANDING.™. And while 

we specialize in Healthcare, our branding experience in other categories gives us a unique perspective on 

how to position our Healthcare clients to better connect with their patients.
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Here, we believe in the promise behind the brand. And here, we believe that changing the 

conversation motivates consumer behavior. Through the use of consumer insight, we develop 

branding initiatives for our clients that form emotional connections with their consumers. 

Since our founding in 2001, RUSSO has grown to include a diversified client roster including 

experience with a wide variety of industries and geographies. 

Our branding process, Razor Branding™, permeates all levels of advertising, marketing, 

interactive, social media and media management – giving us a unique advantage in first 

identifying our client’s audience, then developing messaging, strategies and creative that 

builds consumer loyalty and brand advocacy. 

We accomplish this by changing the conversation to better position our clients within the 

marketplace, regardless of geographic location, size or industry. Branding has to start with the 

three core elements:  Focus, Connection, Harmony.

THE  PROMISE
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DEFININ G DIFFEREN CES OF  RUSSO

WE ARE A BRANDING AGENCY 
• Focused on your audience and the messages that will move them.

• Project pricing rather than bill by the minute.

• Evolved beyond traditional full service agency. 

TRADEMARKED BRANDING PROCESS (RAZOR BRANDING™)
• Helps to identify our client’s audience, then develop messaging, strategies and creative that builds consumer loyalty and brand advocacy.

• Allows us to better position our clients within the marketplace, regardless of geographic location, size or industry.

• Permeates branding at all levels of advertising, marketing, interactive, social media and media management. 

NATIONAL PERSPECTIVE
• A team of experienced branding professionals from across the country.

• Serving clients from coast to coast.

• Experience within a wide variety of categories. 
 

WE ARE WHAT YOU SEE
• Named partner engaged with every client.

• Never the B Team, because there isn’t one.

• Lean by design, allowing us to move quickly, while being proactive to our clients’ needs. 

CREATIVE MEET STRATEGY, STRATEGY MEET CREATIVE
• A belief that creative without strategy, is just art.

• An understanding that awards are great, but successful clients are better.

• Unique leadership, where our Creative Director and Senior Brand Strategist are also founding partners.
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RAZOR BRANDING™: OUR PROCESS

Razor Branding™ works towards three primary goals at all times: Focus, Connection, and Harmony.

FOCUS: We identify your 

audience, then use psychological 

profiling to discover what they 

think and how they feel. We get 

to know them personally — right 

down to  what motivates them.

CONNECTION: We learn 

what resonates with your 

audience. Then we use your most 

unique qualities to bridge their 

wants with what you deliver – 

motivating them to action.

HARMONY: We create a 

system of  branded touchpoints 

in order to deliver your message 

through the right channels – 

connecting with your audience 

where they live, work and play.

OUR PROCESS
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BRINGING FOCUS TO YOUR AUDIENCE

Below is a sample audience profile map, uncovering the true character and voice of those you may be trying to reach. It tells 

more than just numbers on a page - providing the opportunity to develop messaging that will not only resonate, but motivate 

them to act.
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CONNECTING WITH TOUCHPOINT DEVELOPMENT

Each touchpoint serves as an opportunity to strengthen the brand while communicating its essence. The following demonstrates 

a few of the many touchpoint possibilities, as well as how the process works.
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SEO Marketing

Flickr

Listening Stations

YouTube

Inbound Marketing

Facebook

Magnetic Marketing

Twitter

Online Marketing

Blogs/MicroBlogs

Google Key Words

LinkedIn

Wikipedia Forums

SMS Text/Mobile

Outdoor

Television
Radio

PR

Direct Response

Sponsorships

Print

Traditional Media

New Media

Social Media

Brand Touchpoints

CONSUMER

MESSAGE
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ESTABLISHING HARMONY 

Harmony works to bring everything together, aligning your touchpoints into a seamless pattern of brand unity – ensuring that 

nothing detracts from consumer expectations. Each touchpoint serves as an opportunity to strengthen the brand while building 

loyalty and advocacy.

ALL COMMUNICATIONS AND CUMULATIVE EXPERIENCES THAT FORM PERCEPTIONS

MUST DELIVER ON THE ESTABLISHED PROMISE AT EACH TOUCHPOINT.

  Awareness         Knowledge        Consideration     SELECTION    Satisfaction       Loyalty      Advocacy

         PRE-DECISION (RESEARCH)                     SELECT                                 ADVOCATE
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BRINGING IT ALL TOGETHER 

While this is only a brief summary of the Razor Branding process, the graphic below demonstrates how a properly thought 

out campaign should look, whether it is for a short run objective or a long term branding initiative.
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THE ELEMENTS OF RAZOR BRANDING 

The following elements provide a proven system that assesses where you are, where you want to be, and what it will take to 

get you there. They also provide the framework and architecture for implementation. The following are a few of the elements 

that make up our process - depending on the project and needs.

Brand Assessment   

Touchpoint Architecture   

Social Media Applications

Consumer Profiling and Research  

Psychographic Mapping   

Campaign Architecture

Consumer Experience Evaluation  

Touchpoint Mapping   

Media Planning

Competitor Analysis   

Touchpoint Development   

Opportunity Analysis   

Brand Viability and Registration 

Name & Identity Analysis  

Trademark Architecture   

Domain Search   

Media Usage Analysis   

Naming Conventions   

Federal/State Trademark Search 

Identity Development   

Trademark Registration

Internal HR Branding   

Tagline Development   

Cross Cultural Evaluation

Message Training   

Identity Standards   

Retention Initiatives   

Trademark Registration   

Measure and Impact 

Buy-In Programs   

Performance Evaluations 

Brand Launch/Implementation  

Brand Management Guidelines

Brand Strategy    

Website Development   

Consumer Perception Evaluations

Brand Positioning   

Collateral/Sales Materials  

Message Development 

Public Relations   
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HEALTHC ARE CL IENT  C ASE  STUDIES
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Lafayette General Medical Center, a nonprofit 

community-based hospital and regional healthcare 

system, wanted to get a better return on their advertising 

investment.  In addition, a $70M remodel of the 

hospital was being overshadowed in the media by a 

new $220M dollar hospital being built across town. 

In order to change the conversation, we developed a 

targeted media buy that was supported by consumer 

based messaging and a creative campaign unlike 

anything the consumers in that area had ever seen.

Decreased spending by 18% while increasing the reach 

and frequency by 34% and the CPP dropped 61.21%.  

Total patient volume has increased and is on pace to 

exceed the previous fiscal year by 9.53%.

Click here to view media developed for LGMC

LAFAYETTE GENERAL MEDICAL CENTER:  |  Branding, Messaging, Marketing, Media

https://www.youtube.com/playlist?list=PLUVc8fj2yRjJgl9yj0wBSMr-GXIVuDgjT
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In order to establish Tri Relief as a trusted remedy for Arthritis and joint pain, we 

first worked to develop an identity and packaging that  properly represented 

their core beliefs and brand promise. Once this was established, a multi-media 

campaign was developed that included both national print and television.

T Y P I C A L  A P P L I C A T I O N  A  ( R E V  0 7 - 31 )

TRI RELIEF  |  Branding, Packaging, Messaging, Marketing
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PILLS - 3 to 20% absorbed

GEL CAPS - 15 to 35% absorbed

CHEWABLES - 35 to 50% absorbed

LIQUIDS - 50 to 75% absorbed

SEABLUETM Dermal Vitamins Offer A Better Way For Gastric 
Bypass Patients To Get The Vitamins They Need.

With our dermal delivery system, our vitamin creams are dispensed through a 
metered pumping system, to produce the highest absorption rate possible today.

Gastric bypass patients need a good multi-vitamin, B-12 and calcium on a 
daily basis for the duration of their lives.

  SEABLUE™ 90% to 95% absorbed*

For more information about SEABLUE™ products, visit us at our booth or on the web at

w w w.SEABLUE.com

*Thompson, Barbara. Weight Loss Surgery. 3rd ed. 2003. 157.   

SEABLUE™ Dermal Vitamin Therapy Products offer up to an 87% better absorption rate than other vitamin solutions.

Dermal Vitamin Therapy was something new for 

most consumers, and Seablue needed to find a 

way to position themselves as a viable choice in 

a crowded market place. After re-branding the 

entire product line, which included packaging 

for several lines, we developed a national trade-

show presence and branding campaign. This 

included both sponsorships at key events, as well 

as collateral materials to help further educate the 

public on the benefits Seablue provided.

Get 
BALANCED

Feel the
POWER

Experience
CALM

Find your
STRENGTH

Bring back
the

VIGOR

FEEL
BALANCED?

I HAVE
POWER

NEED
SOME
CALM?

STRENGTH
FOR LIFE

VIGOR
FOR
LIFE

NEED
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NEED
POWER?

NEED
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CALM?

I
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VIGOR

I HAVE
BALANCE
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FOR LIFE

I 
HAVE
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NEED
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LOST
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VIGOR?

SEABLUE  |  Branding, Packaging, Messaging, Marketing
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Post office Box 25128, Baton Rouge, La 70894

Post office Box 25128   Baton Rouge, La. 70894
225-615-8979  ·  225-615-8963 (fax)

D E V E L O P E R S  O F  S U P R E M A S O L

D E V E L O P E R S  O F  S U P R E M A S O L

Post office Box 25128, Baton Rouge, La 70894

Post office Box 25128   Baton Rouge, La 70894
225- 615-8979  ·  225- 615-8963 (fax)

Dr. Stev en Ba nniSter  
Business Development anD proDuct manager

D E V E L O P E R S  O F  S U P R E M A S O L

Post office Box 25128   Baton Rouge, La 70894
225- 615-8979  ·  225- 615-8963 (fax)

Dr. Zhijun Liu  
chief science officer

D E V E L O P E R S  O F  S U P R E M A S O L

Post office Box 25128   Baton Rouge, La 70894
225- 615-8979  ·  225- 615-8963 (fax)

OLen White  
ceo

D E V E L O P E R S  O F  S U P R E M A S O L

RUSSO was tasked with developing brand names and 

identities for both the product, SupremaSol and parent 

company, RevoPharm. In addition, several presentations 

were created, along with trade show materials, promo 

items and a corporate paper system.

RevoPharm, LLC, a start-up firm established to 

commercialize technology from the laboratories 

of Dr. Zhijun Liu, at Louisiana State University, 

continues to develop enhanced formulations of 

existing drugs and will make SupremaSol available 

to others for evaluation and licensed use in new 

product formulations.
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rESULTS

Novel aqueous solutions of taxol and camptothecin that retain potent cytotoxicities against human cancer cells
Zhijun Liu1* and Peiying Yang2

1School of Renewable Natural Resources, Louisiana State University Agricultural Center, Baton Rouge, Louisiana; 2Department of Experimental Therapeutics, The 
University of Texas, M. D. Anderson Cancer Center, Houston, Texas

ConclusionResultsExperimental Methods
Aqueous solutions of paclitaxel-
SupremaSol and camptothecin-SupremaSol
were tested against three human cancer 

Abstract

• Compared with reported IC50

values of PC3 cells (31 2 nM) [1] and 

Preparation of aqueous samples.
Taxol (paclitaxel) and 

Taxol, a microtubule inhibitor, and camptothecin (CPT), 
a topoisomerase I inhibitor, have been widely used as 
chemotherapeutic agents. However, these agents have 
to be delivered either through a complex formulation to 

*Correspondence: Zhijun Liu, Phone: 225-578-4214; Email: zhiliu@lsu.edu

cell lines using MTT assays. It was found 
that paclitaxel, at concentrations of 4.9 nM
(0.24 µl TXL100/ml culture medium), 13.7 
nM (0.69 µl/ml), or 74.8 nM (3.76 µl/ml), 
inhibited the proliferation of PANC-1 
(human pancreatic; Figure 1), PC3 (human 
prostate), or A549 (human NSCLC) cancer 
cells by 50% (Figure 2), respectively. CPT 

-F
values of PC3 cells (31.2 nM) [1] and 
reported concentration inhibiting 
microtubule formation (50 nM) [2], 
the new formulation of taxol, free of 
Cremophor or alcohol, was twice as 
potent as that of the existing 
formulation.

• These IC50 values (mostly under 

camptothecin were purchased 
from Sigma Chemicals (St. Louis, 
MO). Both compounds have the 
purity of 95% or greater. To make 
an aqueous solution of Taxol, 
about 2mg of taxol was weighed 
into a solution containing the 
solubilizing compound. The 
solution was sonicated for 60 

to be delivered either through a complex formulation to 
overcome poor solubility in the case of taxol or in a 
modified structure in the case of CPT. The formulating 
components have created toxicities and side effects for 
Taxol thus limiting its therapeutic dose range whereas 
CPT itself has never been fully developed due to its 
poor solubility. Currently, Taxol (paclitaxel) injection is 
a clear, colorless to slightly yellow viscous solution that 
contains purified Cremophor® EL* (polyoxyethylated 
castor oil) and dehydrated alcohol. CPT is given in the 
form of topotecan (a semi-synthetic derivative) 
hydrochloride solution containing inactive ingredients 
mannitol and tartaric acid. In this study, we report the 
uses of a sole natural solubilizer to make aqueous 

l ti  f b th t l d CPT ith t  dditi  
in its original structure displayed IC50

values of 54.9 nM (1.91 µl CPT70/ml culture 
medium), 29.6 nM (1.03 µl/ml), or 141.5 nM
(4.93 µl/ml) against PANC-1, PC3 or A549 
cells, respectively. 

These IC50 values (mostly under 
1/10th of 1 µM) are highly significant 
for successful chemotherapeutic
agents. Taxol in its current drug 
formulation had to be greater than 1 
µM to kill 50% of MDA-M231 breast 
cancer cells whereas other 
complicated formulations did not 
appear to improve this potency [3]. 
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minutes at 69C and then placed in 
a shaking incubator at 25°C for 48 
hours. The solution was then 
centrifuged at 4,000g and the 
supernatant was filtered with a 0.2 
µm nylon filter (TXL100). This 
aqueous solution was analyzed on 
HPLC and contained 17 µg/ml taxol 
in the presence of solubilizing 

solutions of both taxol and CPT without any additive
components or co-solvents. These aqueous solutions 
are clear, non-viscous, stable in water solutions, and 
contain 17 µg/mL taxol and 10 µg/mL CPT, respectively. 
Aqueous solutions of taxol and CPT were tested against 
three human cancer cell lines using MTT assays. It was 
found that Taxol, at concentrations of 4.9 nM (0.24 
µl/ml), 13.7 nM (0.69 µl/ml), or 74.8 nM (3.76 µl/ml), 
inhibited the proliferation of PANC-1 (human 
pancreatic), PC3 (human prostate), or A549 (human 
lung) cancer cells by 50%, respectively. CPT in its 
original structure displayed IC50 values of 54.9 nM 
(1.91 µl/ml), 29.6 nM (1.03 µl/ml), or 141.5 nM (4.93 µl/ml) 
against PANC-1, PC3 or A549 cells, respectively. These 

Introduction
Taxol, a microtubule inhibitor, and 
camptothecin (CPT), a topoisomerase I 
i hibit  h  t  b  d li d ith  

• The CPT in this aqueous solution is 
highly cytotoxic against all three 
cancer cell lines tested. These IC50

values fall in the lower end of the 
reported ones for CPT against 
various human cancer cell lines (10 
nM to 3.5 µM) [4]. 
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compound. To make an aqueous 
solution of camptothecin, about 
5mg of camptothecin was weighed 
into a solution containing the 
solubilizing compound. The 
solution was sonicated for 60 
minutes at 69C and then placed in 
a shaking incubator at 25°C for 48 
hours. The solution was then 

against PANC 1, PC3 or A549 cells, respectively. These 
IC50 values (mostly under 1/10th of 1 µM) are highly 
significant for successful chemotherapeutic agents. 

inhibitor, have to be delivered either
through a complex formulation to 
overcome poor solubility in the case of 
taxol or in a modified structure in the 
case of CPT. The formulating 
components have created toxicities and 
side effects for Taxol thus limiting its 
therapeutic dose range whereas CPT 
itself has never been fully developed due 
to its poor solubility. Currently, Taxol 

Figure 1. Inhibitory effect of aqueous solutions of paclitaxel-
SupremaSol (TXL100) and camptothecin-SupremaSol
(CPT70) against human pancreatic Panc-1 cells. 
Concentration unit was expressed as µL TXL100 or CPT70 
stock solution in 1 mL culture medium.  

• The toxicity and antitumor efficacy 
of the aqueous solution of Taxol or 
CPT will be further evaluated and 
compared to those of existing 
formulations. 

100 A549 CPT 70

Concentration of test compound (L/mL)

0.01 0.1 1 10 100
20

Photo showing the clear aqueous 
solutions of taxol (TXL100) and 
camptothecin (CPT70). 

centrifuged at 4,000g and the 
supernatant was filtered with a 0.2 
µm nylon filter (CPT70). This 
aqueous solution was analyzed on 
HPLC and contained 10 µg/ml 
camptothecin in the presence of 
solubilizing compound (Photo on 
right).

p y y,
(paclitaxel) injection is a clear, colorless 
to slightly yellow viscous solution and 
each mL contains 6 mg Taxol, 527 mg 
purified Cremophor® EL* 
(polyoxyethylated castor oil) and 49.7% 
(v/v) dehydrated alcohol. CPT is given in 
the form of topotecan (a semi-synthetic 
derivative) hydrochloride solution 
containing inactive ingredients mannitol 
and tartaric acid  In this study  we 
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Figure 2. Cellular proliferation assays to test the inhibitory activity of 
the aqueous solutions of paclitaxel-SupremaSol (TXL100) and 
camptothecin-SupremaSol (CPT70) against human lung (A549) and 
prostate (PC3) cancer cell lines. Concentration unit was expressed 
as µL TXL100 or CPT70 stock solution in 1 mL culture medium.

Concentration (ul/ml)
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Dimethylthiazol 2 yl) 2,5 diphenyltetrazolium bromide, 3
mg/ml) was directly added to each well and the plate returned 
to incubation for 90 to 120 minutes. At the end of incubation 
period, MTT containing media were aspirated completely and 
carefully. Finally, 50 µl DMSO (dimethyl sulfoxide) was added 
to each well. Absorbance was read at a wavelength of 570 
nm and a reference wavelength of 650 nm using a V-Max 
Micro-plate Reader by Molecular Devices, Inc. (Sunnyvale, 
CA).
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cell lines using MTT assays. It was found 
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against PANC-1, PC3 or A549 cells, respectively. These 

Introduction
Taxol, a microtubule inhibitor, and 
camptothecin (CPT), a topoisomerase I 
i hibit  h  t  b  d li d ith  

• The CPT in this aqueous solution is 
highly cytotoxic against all three 
cancer cell lines tested. These IC50

values fall in the lower end of the 
reported ones for CPT against 
various human cancer cell lines (10 
nM to 3.5 µM) [4]. 
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compound. To make an aqueous 
solution of camptothecin, about 
5mg of camptothecin was weighed 
into a solution containing the 
solubilizing compound. The 
solution was sonicated for 60 
minutes at 69C and then placed in 
a shaking incubator at 25°C for 48 
hours. The solution was then 

against PANC 1, PC3 or A549 cells, respectively. These 
IC50 values (mostly under 1/10th of 1 µM) are highly 
significant for successful chemotherapeutic agents. 

inhibitor, have to be delivered either
through a complex formulation to 
overcome poor solubility in the case of 
taxol or in a modified structure in the 
case of CPT. The formulating 
components have created toxicities and 
side effects for Taxol thus limiting its 
therapeutic dose range whereas CPT 
itself has never been fully developed due 
to its poor solubility. Currently, Taxol 

Figure 1. Inhibitory effect of aqueous solutions of paclitaxel-
SupremaSol (TXL100) and camptothecin-SupremaSol
(CPT70) against human pancreatic Panc-1 cells. 
Concentration unit was expressed as µL TXL100 or CPT70 
stock solution in 1 mL culture medium.  

• The toxicity and antitumor efficacy 
of the aqueous solution of Taxol or 
CPT will be further evaluated and 
compared to those of existing 
formulations. 

100 A549 CPT 70

Concentration of test compound (L/mL)

0.01 0.1 1 10 100
20

Photo showing the clear aqueous 
solutions of taxol (TXL100) and 
camptothecin (CPT70). 

centrifuged at 4,000g and the 
supernatant was filtered with a 0.2 
µm nylon filter (CPT70). This 
aqueous solution was analyzed on 
HPLC and contained 10 µg/ml 
camptothecin in the presence of 
solubilizing compound (Photo on 
right).

p y y,
(paclitaxel) injection is a clear, colorless 
to slightly yellow viscous solution and 
each mL contains 6 mg Taxol, 527 mg 
purified Cremophor® EL* 
(polyoxyethylated castor oil) and 49.7% 
(v/v) dehydrated alcohol. CPT is given in 
the form of topotecan (a semi-synthetic 
derivative) hydrochloride solution 
containing inactive ingredients mannitol 
and tartaric acid  In this study  we 
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Antiproliferative Assays. Inhibition of cellular proliferation 
was assessed by MTT assay. 1 x 104 cells/well were plated in 
the 96-well plate and were allowed to be attached overnight. 
The cells were then treated with a series of dilutions (0.078 
to 20 µl) of the test compound or vehicle. The plate was 
continued in the incubation at 37° for 72 hours. On the day of 
the staining, an aliquot of 25 µl MTT solution (3-(4,5-
Dimethylthiazol-2-yl)-2,5-diphenyltetrazolium bromide, 3and tartaric acid. In this study, we 

report the uses of a sole natural 
solubilizer to make aqueous solutions of 
both taxol and CPT without any additive 
components or co-solvents. These 
aqueous solutions of taxol or CPT are 
clear, non-viscous, and stable in 
solutions for at least four weeks under 

dark 25°C.
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Figure 2. Cellular proliferation assays to test the inhibitory activity of 
the aqueous solutions of paclitaxel-SupremaSol (TXL100) and 
camptothecin-SupremaSol (CPT70) against human lung (A549) and 
prostate (PC3) cancer cell lines. Concentration unit was expressed 
as µL TXL100 or CPT70 stock solution in 1 mL culture medium.

Concentration (ul/ml)

0.1 1 10 100 1000
0

Dimethylthiazol 2 yl) 2,5 diphenyltetrazolium bromide, 3
mg/ml) was directly added to each well and the plate returned 
to incubation for 90 to 120 minutes. At the end of incubation 
period, MTT containing media were aspirated completely and 
carefully. Finally, 50 µl DMSO (dimethyl sulfoxide) was added 
to each well. Absorbance was read at a wavelength of 570 
nm and a reference wavelength of 650 nm using a V-Max 
Micro-plate Reader by Molecular Devices, Inc. (Sunnyvale, 
CA).

SUPREMASOL

Aqueous solutions of paclitaxel-SupremaSol and camptothecin-SupremaSol were tested against three human cancer cell lines using 
MTT assays. It was found that paclitaxel, at concentrations of 4.9 nM (0.24 μl TXL100/ml culture medium), 13.7 nM (0.69 μl/
ml), or 74.8 nM (3.76 μl/ml), inhibited the proliferation of PANC-1 (human pancreatic; Figure 1), PC3 (human prostate), or A549 
(human NSCLC) cancer cells by 50% (Figure 2), respectively. CPT in its original structure displayed IC50 values of 54.9 nM (1.91 μl 
CPT70/ml culture medium), 29.6 nM (1.03 μl/ml), or 141.5 nM (4.93 μl/ml) against PANC-1, PC3 or A549 cells, respectively.
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Lakewood Health System is an independent, integrated rural 

healthcare system, located in the city of Staples. Comprised 

of a 25-bed Critical Access Hospital and primary care clinics 

in Staples, Browerville, Eagle Bend, Motley and Pillager, 

Lakewood was in need of improved messaging, creative, brand 

standards and media strategy to compete against out of state 

facilities with larger budgets.

(As of 3Q following launch)

– An increase in overall marketshare

– An increase in mammography screenings –

   up 10.9% thru June

– An increase in General Surgery activity –

   up 43.86% thru June

THE GENIUS 3D MAMMOGRAPHY EXAM 

detects 41% more invasive breast cancers and 

reduces false positives by up to 40%.

This means one simple thing:

BETTER ACCURACY.

800-525-1033  |  218-894-1515  |  lakewoodhealthsystem.com

At Lakewood Health System, we know that the best defense against breast cancer is early 

detection, which is why we are now offering The Genius™ 3D MAMMOGRAPHY™ exam to 

our patients. The Genius exam provides doctors with an opportunity to see masses and distortions 

significantly clearer than with conventional 2D mammography.

CALL TO SCHEDULE YOUR APPOINTMENT
IN STAPLES TODAY.

800-525-1033  |  218-894-1515  |  lakewoodhealthsystem.com

CLICK HERE TO LEARN MORE
lakewoodhealthsystem.com

24/7 ONLINE
DIAGNOSIS

AND TREATMENT 
SERVICE

Save time, money 
and the need to 

miss work
or school

with Lakewood’s 
ClickCare.

YOUR CARE IS
ONE CLICK 

AWAY

Click here to view media developed for Lakewood

LAKEWOOD HEALTH SYSTEM  |  Branding, Messaging, Marketing   

https://www.youtube.com/playlist?list=PLUVc8fj2yRjKHkhjR-uPdLns9HPJtLB3L
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TM

THE KING CAKE FESTIVAL IS FREE AND OPEN TO THE PUBLIC

Live Performances by local musicians

Kids’ Zone w/ Beverages, games, photo booth, and prizes

One-Mile Stroller Fun Run around the Mercedes-Benz Superdome

A People’s Choice Award for best King Cake

Learn More at: KingCakeFestival.org

OCHSNER HEALTH SYSTEM/King Cake Festival  |  Branding

In 2014, Ochsner partnered with RUSSO to develop a new brand for the world’s 

first & only King Cake Festival, benefitting babies & children at Ochsner. Once a 

strong identity and messaging system were in place, we went to work on creating 

a mix of print, TV, radio, and online opportunities that helped build awareness 

in an already crowded carnival season. OCHSNER SURPASSED ITS INITIAL 

GOAL OF 3,000 PEOPLE IN ITS FIRST YEAR – WITH OVER 12,000 IN 

ATTENDANCE. 2018 will be their 5th year at Champions Square, and we could 

not be more proud of their continued success.

AND YOU’RE INVITED

Sunday, February 9, 2014  |  11AM-6pm
Champions Square at the Mercedes-Benz Superdome

Live Performances:  by local musicians.

Kids’ Zone: Beverages, games, photo booth, and prizes. 

One-Mile Stroller Fun Run: Around the Mercedes-Benz Superdome:
Decorate your stroller and dress up your baby to win prizes. Begins at 10AM. $20 registration includes T-shirt.

A People’s Choice Award: for best King Cake.

Preview Party: Saturday, Feb. 8, 2014 at Benson Tower. $75 per ticket.

THE KING CAKE FESTIVAL IS FREE AND OPEN TO THE PUBLIC

Learn More at: KingCakeFestival.org

TM
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OCHSNER HEALTH SYSTEM/Moonlight & Miracles  |  Branding, Event Marketing

Moonlight & Miracles has grown to become one of Ochsner’s biggest annual 

fundraisings events, with all proceeds benefitting the Ochsner Cancer Institute. 

Beginning in 2014, Ochsner partnerd with RUSSO to develop a strategic plan that 

included general branding, sponsor aquisition and management, event collateral and  

digital media development. In our 4th year of working with the Ochner 

team, the 2017 Moonlight and Miracles Gala raised more than 

$1.5 million – exceeding the past four years of individual totals.

According to IRS guidelines, the goods and services value of each 
ticket received should be subtracted from the total sponsorship. 

We estimate the value of each Gala ticket to be $250 and each 
Patron Party ticket to be $75. If you wish to be removed from our 

Philanthropy mailings please call us at 504-842-7117.

ochsner.org/miraclesgala

For more information please contact:

Kathleen McCulla, Director of Special Events

504-842-7125 or kmcculla@ochsner.org

Party under the stars with your team of Miracle Makers, at the 

2016 Moonlight & Miracles Gala on the turf of the Mercedes-Benz Superdome. 

As in years past, this event will benefit programs at the Ochsner Cancer Institute,

which provides multidisciplinary care for adults and pediatric cancer patients.

So, rally your team and step up to the line once more, as we remember those

who still have many yards to go.

To become a sponsor or make a donation, visit: ochsner.org/miraclesgala

AND FOR THOSE

THAT GIVE SO MUCH,

WE SAY THANK YOU.

GALA DATE

Friday, November 11th, 2016

AT THE MERCEDES-BENZ SUPERDOME

PATRON NIGHT

Wednesday, November 9th, 2016

AT CLUB XLIV IN CHAMPIONS SQUARE

All materials must meet IRS event guidelines. According to IRS 
guidelines, the goods and services value of each ticket received 
should be subtracted from the total sponsorship. We estimate the 
value of each Gala ticket to be $250 and each VIP Ticket to be 
$75. If you wish to be removed from our Philanthropy mailings, 

please call us at 504-842-7117.

ochsner.org/miraclesgala

For more information please contact:

Kathleen McCulla, Director of Special Events

504-842-7125 or kmcculla@ochsner.org

Friday, November 10, 2017
AT THE MERCEDES-BENZ SUPERDOME

FIVE YEARS AGO  
WE BEGAN A JOURNEY TOGETHER 
A journey of hope that would help change the 
lives of countless individuals and families fighting 
cancer. Along the way, we celebrated our victories 
and accomplishments, as countless volunteers and 
donors answered the call – but there were also 
tears. Tears shed as we learned of the struggles that 
so many still face each and every day. It is in their 
struggles that we gain the strength to continue our 
journey, and fight for those who never give up and  
never surrender. 

Today, we invite you to join us once more as we celebrate the 2017 Moonlight & Miracles Gala  
and continue on our journey of hope.

Click here to view media

developed for Ochsner

https://www.youtube.com/playlist?list=PLUVc8fj2yRjIExi5zN_gPzP2b-Zji3YfV
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MD NOW is a Miami based Urgent Care facility 

with locations located across Indian River, Palm 

Beach, Broward and Miami-Dade counties. As  

one of the largest and fastest growing independent 

providers of urgent care services in South Florida, 

MD NOW brought RUSSO in to assess their 

current marketing efforts and help develope a 

stratic branding solution for their continued growth 

into new markets. 

After completing our Razor Branding Assessment, 

we discovered that many of the hispanic communities 

they served felt a disconnect with MD NOW. As a 

result, we were able to develop a campaign that 

now only helped build an improved emotional 

connection with their target audience, but also a 

road map for them to follow as they expanded into 

new geographic locations.

MD NOW  |  Branding, Messaging, Marketing, Strategic Planning, Media

305.752.1803   |  MDNowMiami.com

“Cuando la fiebre
de María subió,
entré en pánico.
Afortunadamente, sabía
Exactamente a dónde ir
Por ayuda médica. Sin necesidad de cita previa

365 dias  |  8am-8pm

We Care
ABOUT YOUR CARE.
And sometimes, that makes
all the difference.

305.752.1803   |  MDNowMiami.com

No Appointment Needed  |  365 days  |  8am-8pm

305.752.1803   |  MDNowMiami.com

Estaba extramadamente enferma,
pero no podía faltar al trabajo.     
AFORTUNADAMENTE NO TUVE QUE FALTAR.”

Nos Preocupamos. 
POR SU TIEMPO.
Which means less time waiting to see a doctor.

305.752.1803   |  MDNowMiami.com

305.752.1803   |  MDNowMiami.com

8am-8pm 7 Days a Week

“Menos tiempo en 
la sala de espera,

Y MÁS
TIEMPO CONMIGO”

Dr. Caryn Davis
MD Now Physician
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WHERE HOSPITAL MEETS

Hospitality
A t Central Louisiana Surgical Hospital, we believe patients in need of surgery deserve special attention. That’s why 

we’ve built a hospital founded on delivering hospitality. From our patient-focused procedures and innovative surgical 

suites to our world-class team of physicians and recovery rooms designed to make you feel at-home, we work tirelessly 

to give our patients the best treatment available before returning to the things that matter most to them.

For some, hospitality is just a word. Here, it’s how we operate.

A PATIENT FOCUSED, PHYSICIAN OWNED, STATE-OF -THE- ART SURGICAL HOSPITAL

C L S H O S P I TA L . C O M

With increased competition in their marketplace, 

Central Louisiana Surgical Hospital was 

seeing a dramatic drop in patient census. A 

brand assessment showed patient satisfaction 

was high, but there was a complete lack of 

awareness of the quality of the facilities and 

the almost hotel-like quality of care. RUSSO 

created a campaign called “Hospital Meets 

Hospitality.” 

CLSH increased brand awareness through 

traditional and social content created to 

spotlight their quality of care. In addition, 

their overall surgical procedures have 

continued to increase since the campaign 

launch.

Click here to view media developed for CLSH

CENTRAL LOUISIANA SURGICAL HOSPITAL  |  Branding, Messaging, Marketing

https://www.youtube.com/playlist?list=PLUVc8fj2yRjKEMheHM2LoGrXDHOtkxdRy


R U S S O   |   AGENCY OVERVIEW  |  HEALTHCARE WORK  |   B r a n d R u s s o . c o m PAGE 20

As a nonprofit home health provider, Evangeline 

Home Health was facing stiff competition from 

major corporations moving into the communities 

they served. Without the deep pockets to go head-

to-head with traditional advertising, a thought 

leadership campaign was designed by RUSSO. 

“I wanted to personally take a moment to first 

thank you for the branding and image you 

helped to create for Evangeline. It has been a 

tremendous success and has done exactly as 

we intended when we first met...it changed the 

conversation and it did that FOREVER! I am so 

grateful. 

Over the last 2 years we have almost doubled 

the number of patients we care for. It’s been 

amazing. I dont know what our future holds, but 

I’m confident it will be awesome and built upon 

the amazing work you and your team did for us.“

LAKE CHARLES
P. 337.479.1118   |   F. 337.205.9829

LAFAYETTE
P. 337.289.5956   |   F. 337.205.9829

VILLE PLATTE
P. 337.363.5617   |   F. 337.363.7784

BASILE/EUNICE
P. 337.432.5986   |   F. 337.205.9829

www.Evangel ineHomeHealth.org

888.769.9243

LIST OF MEDICATIONS

IMPORTANT NUMBERS

BUILDING BRANDS THAT CHANGE THE CONVERSATION    |    PAGE 8 

OUTDOOR

YOU’VE BEEN EXPECTING US.

Attend our next HOME HEALTH LECTURE SERIES: with Lisi Coleman, RN, BSN & CEO of EHH 
 September 23rd at 3pm  |  Free Admission  |  Visit:  EvangelineHomeHealth.org to learn more

JOIN US, THIS THURSDAY AT 3pm

For our next HOME HEALTH LECTURE SERIES: with Lisi Coleman, RN, BSN & CEO of EHH 
 September 23rd at 3pm  |  Free Admission  |  Visit:  EvangelineHomeHealth.org to learn more

EVANGELINE HOME HEALTH  |  Branding, Messaging, Marketing
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Women’s & Children’s Hospital was launching a 

new Imaging Center in a crowded marketplace. 

This required a targeted approach to referring 

physicians. The campaign RUSSO created  

focused on customer service, location and 

awareness.  

Before the doors even opened, the brand 

plan was in place and physicians had started 

sending referrals. 

• Magnetic Resonance Imaging (MRI)
• CAT Scan (CT)
• X-Ray Services
• Ultrasound Capabilities 
• Bone Densitometry
• Mammography
• Nuclear Medicine Services

I M A G I N G  S E RV I C E S

4600 Ambassador Caffery Parkway • Lafayette, LA  70508 •337.521.9119  • www.womens-childrens.com

Time. For some, it can mean the difference between life and 
death, and for others, it can simply provide peace of mind 
when waiting on a diagnosis.

With our in-house MRI and Nuclear Services, 24/7 CT 
and Ultrasound Services and PAC System for viewing test 
images digitally, we are providing physicians with the one 
element often left out of our control... time.

 

The Smart Choice for your Imaging Needs.

At Women’s & Children’s Outpatient Diagnostic Services 

Center, we respect your time and your patients’ needs.  We 

think of ourselves as your partner in getting your patients 

the care they deserve.  

That’s why we’re proud to offer new digital technology—no 

more film, no more waiting.  Our imaging results are now 

immediate.  Digital technology means you can move more 

quickly to patient diagnosis and treatment.

Our cardiopulmonary services promise similar excellence.  

Tests are conducted by qualified professionals invested in 

both result integrity and patient comfort.  Your patients 

matter to us, as does your need for quick, reliable results.  

Most of our outpatient services are available 24 hours a day, 7 

days a week, so we’ll be ready when you need us most.

Women’s & Children’s

the physiciAn preferred outpAtient diAgnostic center.

Imaging Services
Your patients no longer have to wait for answers about their health.  Our imaging 
services are now completely digital and available for immediate review.    
 
 • Bone Densitometry
 • CAT Scan (CT)
 • 3-D Magnetic Resonance Imaging (MRI)
 • Mammography
 • Nuclear Medicine 
 • Pediatric Sedation
 • Positron Emission Tomography (PET)
 • 4-D Ultrasound
 • X-Ray 

Cardiopulmonary Services 
Our staff cares about getting patients diagnosed quickly and correctly.   

 Cardiac Services
 
 • 24-hour Holter Monitoring
 • 30-Day Event Monitoring
 • Echocardiograms
 • Electrocardiograms (EKG)
 • Stress Echocardiograms
 • Stress Testing
 • Tilt Table Testing
 

 Pulmonary Services
 
 • Arterial Line Insertion
 • Blood Gas Testing
 • Bronchoscopy
 • CPAP Therapy
 • Delivery Attendance (High Risk & W/B Intubation)
 • Heliox Delivery
 • Home Therapy Instruction
 • Jet Ventilator Management
 • Lab Services
 • Nitric Oxide Delivery
 • Oscillator Management
 • Oxygen Therapy
 • Ped/Neonatal Transport
 • Pneumograms with pH Probe
 • Pulmonary Function Testing
 • Pulse Oximetry
 • Respiratory Care & Treatment
 • Tracheotomy Care
 • Ventilator Management
 
 Neuro Diagnostics
 
 • Electroencephalograms (EEG)
 • Sleep Disorder Studies
 

Outpatient Diagnostic Services

WOMEN’S & CHILDREN’S HOSPITAL  |  Branding, Messaging, Marketing



R U S S O   |   AGENCY OVERVIEW  |  HEALTHCARE WORK  |   B r a n d R u s s o . c o m PAGE 22

Due to the retirement of their founder, 

OncoLogics, Inc. had just changed their 

name and needed to re-introduce themselves 

to the community. RUSSO created a rebrand 

campaign that included past patient 

testimonials and highlighted their new 

technologies and therapies.   

Physician referrals increased due to 

consumer request. New patient goals for 

the campaign were surpassed by 122%. 

OncoLogics was recognized in several 

regional and national publications for 

their research and development of new 

technologies. An employee recruitment 

effort had to be launched due a shift in 

volume after campaign.

360°

• Locates tumors before each treatment with VRCT
• Delivers precise treatment with rotating beamlets

• Targets large, small, and/or multiple lesions
• Minimizes radiation to healthy tissue

 

• Tomo-Graphy:  A radiation therapist will likely take a vertification CT image of the tumor 
and the treatment site to check the tumor's exact size, shape, and most importantly, location prior 
to each treatment.  This ensures that the TomoTherapy treatment is targeted to the exact location 
of the tumor.  Some types of tumors can change shape or even shift from day to day, but with 
TomoTherapy's VCRT, the physicians can be sure that each treatment is targeted right where it 
should be.  The radiation treatments are then concentrated where they are needed most - at the 
tumor site.

• Tomo-Therapy:  By utilizing a rotating beam of radiation that is constantly modulated to 
target the exact size and shape of the patient's cancer, the TomoTherapy Hi-Art System™ focuses 
radiation on the tumor area, while minimizing damage to healthy tissue.  During treatment, 
the radiation beams rotate 360 degrees while the couch moves through the Hi-Art machine.  
Whereas conventional radiotherapy delivers a wide beam of radiation from just a few directions, 
the TomoTherapy Hi-Art System™ delivers small beamlets of radiation from every point on a 
spiral.  The rotating TomoTherapy can therefore accurately shape the radiation as prescribed 
by a patient's physician, and it can treat both the large tumors and the multiple sites at the same 
time.

Because physicians can more accurately locate tumors with the TomoTherapy Hi-Art System™, 
they can also reduce the amount of radiation that healthy tissue receives.  Radiation is 
concentrated where it is needed most - at the tumor site.

Unlike older radiation therapies which required transferring patient data between several 

different stations, the TomoTherapy Hi-Art System™ is totally  integrated.

All patient information is contained in one unit.  

The OncoLogics Way

Since 1983, OncoLogics has provided the most advanced and 
innovative cancer-fighting technology available to the people of 

Acadiana.  That effort continues with the
TomoTherapy Hi-Art System™.  

TomoTherapy combines precise 3-D imaging from computerized 
tomography (CT scanning) with highly targeted radiation beams, 
allowing a patient's physician to pinpoint the exact location of a 

tumor before administering any radiation.  

"Customized radiotherapy allows us to more fully live the OncoLogics' 
mission:  to treat cancer and our patients personally."  

Dr. M. Maitland DeLand, Owner & CEO 

  

Revolutionary Cancer Therapy  
The Two-Step Tomo Process:

Benefits of TomoTherapy at OncoLogics

The most advanced and integrated cancer treatment system available.

The TomoTherapy Hi-Art System™ 

is a new, revolutionary way to treat cancer 

with radiation.  With TomoTherapy, a patient's physician 

can check the location of a tumor before each treatment and 

then deliver painless, precise intensity modulated radiation therapy 

(IMRT) based on a carefully customized plan. This technology targets 

radiation beams directly at the tumor and minimizes exposure to normal, healthy 

tissue.  TomoTherapy is the most advanced radiation system available.  It is the 

first device of its kind and available at only 50 centers nationwide -

one of them is now OncoLogics.

OncoLogics is a nationally recognized, board certified radiation oncology service 

provider and a JCAHO accredited healthcare facility.  OncoLogics is also a leading 

source of education for preventative care, treatment, and community resources for cancer 

patients located in the areas of Lafayette, Crowley, Opelousas, New Iberia, Morgan City, 

and Laurel, MS.  

To learn more:

Visit the OncoLogics website at www.oncologics.net

A Guide for Understanding
The Day of Treatment
After checking in for treatment, a patient 

will be taken to the OncoLogics' 
TomoTherapy room where a radiation 

therapist will help him or her onto the 

Hi·Art System‘s couch.  The patient will 

probably lie on his or her back, and 

may be fitted with a special device to 

help the patient keep still during the 

treatment.  The procedure begins with the 

couch moving the patient once through 

the machine for VRCT imaging.  Based on 

these images’ findings, the therapist may 

change the patient's position or move the 

couch slightly to make sure the treatment 

targets the correct area.  Then the couch 

will carry the patient through the machine 

again, this time more slowly, as the 

Hi·Art System delivers the treatment.  

The procedure usually takes about 15 

minutes.  The procedure is painless and 

feels no different than having a CT scan 

or an X-ray.  Patients may hear a clicking 

noise and the hum of the machine.  These 

are normal operating sounds.  Patients 

will not feel or see the treatment as it is 

being administered.

8 0 0 . 2 3 7. 2 0 5 7  •  w w w. O n c o L o g i c s . n e t

The TomoTherapy Hi-Art System™ is a new, revolutionary way to treat cancer with radiation.  

With TomoTherapy, your physician can check the location of your tumor before each treatment, 

then deliver painless and precise intensity modulated radiation therapy (IMRT) based on a 

careful customized plan.  This technology targets radiation beams directly at the tumor and 

minimizes exposure to normal, healthy tissue. TomoTherapy is the most advanced radiation 

system available, the first device of this kind and is available at less than 50 centers in the 

U.S. - and one of them is now OncoLogics.

H   ME
Home - it’s where you want to be if you have 
cancer.  And it’s where you hope you can find the best 
available treatment. With TomoTherapy at OncoLogics here in 
Lafayette... there really is no place like home.

Only at...

360O TomoTherapy.
On Target. Every Day.

ONCOLOGICS, INC  |  Branding, Messaging, Marketing
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ADDITIONAL HEALTHC ARE WORK
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Additional Healthcare Samples:

HEALTHCARE BRAND IDENTITIES
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Additional Healthcare Samples:

IBERIA MEDICAL CENTER

337.364.0441 
MAIN CAMPUS:  2315 East Main Street 

NORTH CAMPUS: 600 North Lewis St. 

IberiaMedicalCenter.com  |       /iberiamedical

For Pamela Bryant, Director Of Critical Care Services at Iberia Medical 

Center, there is no better feeling than watching her patients check out and 

head home. It’s in these moments that she and her team feel grateful for having 

the opportunity to help get them there. With over 32 years of experience, Pamela is 

responsible for the day-to-day operations of the critical care and dialysis departments 

at IMC and takes great pride in assuring that the most critical patients within the 

hospital receive the very best care imaginable, right here at home. Since 1960, Iberia 

Medical has continued to offer state of-the-art technology, along with one of the 

finest groups of healthcare providers you will find anywhere.

CARDIOVASCULAR SERVICES  |  EMERGENCY SERVICES  |  INPATIENT SERVICES

SURGICAL  | SERVICES ADVANCED WOUND CENTER  |  REHABILITATION SERVICES

 PEDIATRICS  |  WOMEN’S HEALTH

FOR THE OPPORTUNITY TO IMPACT
SO MANY LIVES.

[GRATEFUL]

337.364.0441 |  IBERIAMEDICALCENTER.COM

WE ARE [FAMILY]
AND HERE, FAMILY MEANS EVERYTHING.

– Ashley Primeaux: Mother, Patient, Cancer Survivor 
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Additional Healthcare Samples:

BEHAVIORAL HOSPITAL OF BELLAIRE

Dedica t ed  to  im prov ing  t he  q ua l i ty  o f  t he  ind iv idua l ,  t he  f ami ly  and  t he  communi ty. 

5 314  D a s h wo o d  D r i ve  •  H o u s t o n ,  T X  •  713 . 6 0 0 . 9 5 0 0

Everyone Loves Gary. He has a great family, is dependable,
hard-working and is often the life of the party.

If only Gary felt the same.

HappySadSadHappyHappyHappyHappySadHappySadHappyHappySad

And that’s just before breakfast.

Dedica t ed  to  im prov ing  t he  q ua l i ty  o f  t he  ind iv idua l ,  t he  f ami l y  and  t he  communi ty. 

5 314  D a s h wo o d  D r i ve  •  H o u s t o n ,  T X  •  713 . 6 0 0 . 9 5 0 0

Barbara is Happy. She has been married for 20 years, has 3 children,
5 grandkids,and wonders how she got so lucky.

In 15 minutes, this will all change.

Dedica t ed  to  im prov ing  t he  q ua l i ty  o f  t he  ind iv idua l ,  t he  f ami ly  and  t he  communi ty. 

5 314  D a s h wo o d  D r i ve  •  H o u s t o n ,  T X  •  713 . 6 0 0 . 9 5 0 0
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Additional Healthcare Samples:

PLASTIC & RECONSTRUCTIVE SURGERY OF ACADIANA

NEVER LET YOUR SHAPE DEFINE YOU. 
INSTEAD, LET US HELP DEFINE YOUR SHAPE.

 

DR. FONTENOT & DR. LUPO      PlasticSurgeryLafayette.com

BODIES CHANGE OVER TIME. FORTUNATELY, 
THERE’S STILL TIME TO CHANGE YOURS.

 

DR. FONTENOT & DR. LUPO      PlasticSurgeryLafayette.com

 

DR. FONTENOT & DR. LUPO      PlasticSurgeryLafayette.com

WHEN LIFE GIVES YOU LEMONS...
WELL, YOU KNOW.
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Additional Healthcare Samples:

DOSIS
Manchac Technologies

293 Industrial Blvd.

Mansura, LA 71350

877.MANCHAC toll free

www.manchac.com

www.dosis.com

A  M a n c h a c  T e c h n o l o g y

Phillip Clark
Manchac Technologies

phillip@manchac.com

318.240.7877 office

318.542.6951 mobile

877.MANCHAC toll free

www.dosis.com

293 Industrial Blvd.
Mansura, LA 71350A  M a n c h a c  T e c h n o l o g y
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337-769-1530

BrandRusso.com | Branding@BrandRusso.com

/brandrusso             /brand_RUSSO            /brandrusso


