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About Medicom Health
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Founded in 2000, Medicom Health is best known for their 
condition-specific health risk assessments (HRAs) used by hundreds 
of hospitals to engage millions of patients annually.

The HRAs convert web visits to care visits through personalized, 
evidence-based feedback and recommendations. In short, they help 
patients figure out next steps for their exact situation.

The Management Portal for clients features a wealth of 
customization, automation, integration, and reporting options for 
seamless use in any digital workflow.



Key Takeaways
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Increase the
quality and 
quantity of 

HRA 
completions

Glean greater 
value out of 

the 
completions 
that occur

Act more 
deeply on 

user data to 
achieve 

business goals



The Challenge
Marketing for a non-linear customer journey
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Following the Funnel
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• How far down we can track 
a patient engagement?

• Where can we intercept 
customers and nurture 
them further down?



Finding the Solution
• The right tool for the right job, one that matches our strategy
• Online where 80% of health care decisions are made
• Create right digital media/channel mix that can be optimized as 

the campaign runs
• Have stakeholder buy-in
• Work with a multi-prong approach with tracking, information flow 

through our marketing automation system, digital front door



Banner's HRA Performance Campaigns
Consumer 

Emails (1MM)

Targeted Digital 
Advertising

Internal 
Communication

Social Media

Earned Media

Content 
Marketing
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Targeted Digital Advertising

(C) 2020 Healthcare Internet Conference 9

• Top-of-funnel channels (display and native) were 
leveraged to drive awareness and downstream 
conversions.

• Last-click HRA completions were driven by mid/bottom 
funnel channels including social, Google Discovery and 
Google, Bing paid search.

• Path to conversion reports were also implemented in 
campaign tracking to enable us to understand the types 
of media and ads best at influencing and driving 
conversions by highlighting the longer path of exposures 
needed to lead to conversion. (Exposure is an impression 
or click on an ad)



Content Marketing
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Consumer Email (Heart Month)

Emails
Send 
Date

Total 
Sends

Open 
Rate

Unique Click 
to Open Rate

Heart HRA Single Send 2.6 2/5/20 66,036 15.51% 18.43%

V2 Heart HRA Single Send 2.6 2/5/20 67,011 17.18% 26.58%

V2 Heart HRA Single Send 2.6 2/7/20 498,729 16.48% 25.30%

V2 Heart HRA Single Send 2.6 2/7/20 297,525 11.34% 22.21%

Total 929,301 15.13% 23.13%
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Results and Key Findings



Digital Advertising Results
HRA Survey Starts Survey 

Completes
Completion 

Rate* CPA

Heart HRA 31,331 14,372 46% $25.31

Lung HRA 9,479 3,441 36% $62.21
Overall 40,810 17,813 44% $32.43
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• Once the campaigns were live and ramped, we generally saw consistent monthly conversions and CPAs
• The broader the assessment type, like Heart, we saw more completed HRAs, which drove down CPAs
• The more niche the assessment type, like Lung Cancer, we saw fewer completed HRAs, which drove up CPAs
• Weekly review and optimizations



Digital Advertising Findings
• Paid Social is a must-have channel
• Delivers three-quarters of all completed assessments
• Results in more completed assessments (32% for Heart and 29% for Lung Cancer)
• Drives efficiencies with CPAs half the plan average

• Discovery is our newest channel delivering the second lowest CPA
• This new placement is freshly out of Beta and unfortunately a policy around sensitive content in 

health care advertising has flagged our ads due to the mention of specific health conditions 
targeting users based on their behaviors and demographics versus immediate search behavior that 
indicates they are actively seeking treatment or health care information

• While we remain hopeful that we can work with Google on this policy and find a way to 
successfully leverage the platform for our HRA campaigns, we have had to suspend our use of the 
channel until the policy issues have been resolved
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YTD Results for two HRA campaigns



A Heart HRA that stands out 
during Heart Month



Heart Month Peak Results
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Heart Month Peak Results 



Customer sentiment and COVID-19
• Advertising changes focus to safety

– Safety seal added to all creative

• Overcoming customer sentiment -
more than 50% delaying care due 
to COVID fears
– Acquity of patients increasing

• HRA risk levels another way 
to encourage patients to not delay 
care
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Guiding the Patient Journey



Finding Greater Value
• Journey Mapping exercise to develop nurture pathway

– Build your capture/nurture journey with the broader team
– Journey map content based on participant's risk result and PCP status

• Monthly Newsletter
– Build brand affinity, cross-sell services

• Look further down the funnel
– Heart – cultivate engaged consumers through targeted emails to 

nurture, share other services, promote new HRAs
– Lung – check HRA completion list against lung screenings to establish 

conversion rates
– All – Track online appointment booking including in-person or 

telehealth



Thank you 


