





Jane Albert
Baystate Health
@Baystate_Health

Derek Noble, AIA, LEED AP
Steffian Bradley Architects
@_SBACT

Dominic Gagnon
Baystate Health
@Baystate_Health

Samantha VanSchoick
Steffian Bradley Architects
@svschoick



Baystate Health
e 4 Hospitals, 3 Clinics, & 75+ Medical
Practices
« $2 Billion Annual Revenue
« 11,500 employees
 Serving western Massachusetts

Baystate Medical Center
Tertiary, Academic Medical Center

Western Campus, Tufts University School
of Medicine

716 licensed beds

110,000 ED Visits/ year

Baystate Children’s Hospital
« 56 Inpatient beds
« 55 NICU bassinets




What is the brand?

« The patient experience, which is linked to
the experience of the design.
Experiential design driven by consideration of

moments between the patient and the space,
between the caregivers and the space, and
the emotions & memories these moments
create.




Disney Imagineers

The need to bring in an
outside expert to challenge
the Owner to think ‘outside of

the box’
Be ‘safe’ while still exploring
a new theme.




Supernatural Guiding Spirit of the Hospital

Not technically a Wellie,
Kipp’s magic brought the
Wellies into existence
Mentor, Advisor,
Occasional Referee
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.and The Welles are here to help you grow up healthy and happy!



the facility needed to be:
Central Point of Care for 15
outpatient pediatric specialties

‘One-stop shopping’ of Medical
Care

Fit the branding of Baystate
Children’s Hospital
Experiential design




Room Philanthropy options Estimate Base bid

B "Stick weall mourted weall washers Generic 2x4 lighting

B 100% Carpet SO/S0 W CT I arpet
Irteractive floor display $40,000
Reception Desk
A Reception desk design 10,000 reception desk - desk with plam only

Back of desk wwall with Wellies and Flowers an Parade Gyp weall

Every philanthropy threshold released a new level of finish.

Commitment to raise 1/3 of project costs.

Running lists were kept to track these levels.

Incentive for both sides of the table to work in tandem on

philanthropy efforts.

« SBA provided marketing support to the Foundation through the
design of multi-media marketing materials: brochures, videos

Partnered on tours with prospective donors.



Marketing Promotes
&
Philanthropy Secures Commitment

Determining the differentiator
* First capital campaign for an
outpatient facility

Strategies for Engagement
« Tours
« Print & Electronic material;
Social Media
e Opportunities for Sub consultants
 Universal Electric, SBA,
Pearson
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ABILITY TO LEVERAGE TECHNOLOGY
























Thank Youl
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