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From Fliers to Thrive: 70 Years of KP
Advertising

What once was cutting edge is now charmingly vintage. The trends in advertising have evolved from
pre-television billboards, to TV show sponsorships, to magazines to mobile ads. Kaiser ads, no matter the
time or industry, demonstrate our commitment to quality.
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Advertising at Kaiser Permanente didn’t always feature the voice
of actress Allison Janney. The first “ads” were simple fliers
tacked on utility poles around the San Francisco Bay Area in
1948.

When Henry J. Kaiser and Sidney Garfield, MD, opened up The
Permanente Health Plan to non-shipyard employees after WWII,
those flyers were our first health care advertisement.

They were meant to attract union members to enroll with KP. At
the time, the medical establishment did not support advertising
medical services, so Kaiser Permanente decided to take a
lower-key approach to attracting members.

It wasn’t until the late 1970s that the American Medical
Association began allowing physicians and health care
companies to advertise, and in 1982, Kaiser Permanente
ventured into actual advertising. Some KP regions made a few
tentative efforts, but in 1986, Kaiser Permanente authorized the
J. Walter Thompson agency to create a national campaign
focusing on physicians, with the tag line, “Good People, Good
Medicine.”

A look back at Kaiser Industries advertising

However, between 1945 and the launch of our first health care
advertising campaign in the 1980s, Kaiser Industries, Kaiser
Aluminum, and a host of other Henry J. Kaiser companies such
as Kaiser-Frazer cars, made ample use of print, billboard, radio,
and TV ad space.

After the deprivation of the Depression and sacrifices of WWII,
the post-war population had income and wanted to spend it.
Kaiser Aluminum created a lot of new products aimed at these
people. This 1948 poster illustrates all the wonderful Kaiser
Aluminum products a family could purchase for the perfect
Christmas.

Automobile production had essentially stopped during World
War II, but when the war ended, production resumed. Henry J.
Kaiser helped meet the explosion of consumer demand by
starting his automobile company, Kaiser-Frazer. The company
started with family sedans, moving to sensible cars, and also
sport cars.
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1950s Kaiser-Frazer car ad focuses on the quality and
safety of the car — a sentiment that is part of Kaiser

Permanente today.

Kaiser companies also targeted other businesses with its
advertising, to promote the use of aluminum in power cables, for
construction at Disneyland, even using Kaiser Refractories,
which had improved on blast furnaces.

The 1950s saw the dawn of national television ads and Henry J.
Kaiser was not to be left behind. He decided to sponsor the hit
television show “Maverick” by featuring Kaiser Foil and other
Kaiser companies.

1950s Kaiser Foil animated ad created by Stan
Freeberg capitalized on the comedian's popularity at

the time.

Although TV was growing, in the 1950s, radio was still a
standard. When Henry J. Kaiser decided to try his hand at
post-war housing, he advertised his new developments with
billboards and magazine ads, but he also used radio for a big
splash to let people know about his new venture. He teamed up
with the Art Linkletter radio game show, “People are Funny.” The
prize for winning a show was a fully furnished all-aluminum
home. Giving away a home, and a Kaiser sedan to go with it,
generated buzz and newspaper articles — plenty of free
advertising.

The start of health care advertising

Before the launch of the Thrive campaign in 2004, Kaiser Permanente had several national campaigns in the
1980s and 1990s, including “Good People, Good Medicine” in 1986, “Different from the Ground Up” in 1995,
“Moments of Truth” in 1998, and finally our most successful campaign, Thrive. Here is a sampling.
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1997 — Kaiser Permanente Senior Advantage,
Different from the Ground Up.

1988 — Good People, Good Medicine. John Walsh,
MD.

1997 — Kaiser Permanente Personal Advantage,
Different from the Ground Up.

1998 — In the Hands of the Doctors

Our Thrive campaigns continue to evolve. Each year brings new ads that speak to the many benefits of being a
Kaiser Permanente member, such as our electronic health records, pregnancy and new moms, healthy lifestyles,
even cancer. One thing that all Thrive ads have in common is the message that we stand for the total health of our
members, our communities, and ourselves.

Our recent partnership with the NBA has brought some great ads on getting flu shots* and on having a healthy life,
helping Kaiser Permanente reach younger potential members.

In our upcoming 2015 campaign launching this September, we’ll have a yin-yang approach. We’ll continue to show
how Kaiser Permanente can partner with members to have a long, healthy life. We’ll also highlight how our
innovative approach to medicine helps our members have healthier outcomes.

After 70 years, our ads are more relevant than ever, focusing on our members and living a happy, fulfilling, healthy
life. In other words, just as we did with the flier on that utility pole, we want to help our members Thrive.

* These video clips exist only on YouTube and may not play internally if you do not have access to YouTube.
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