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Murray Friedman is the CRM Director at Advocate Health, focusing on the 
development of an enterprise-wide CRM strategy along with managing 
email- and text-oriented customer engagement communications programs. 
The bulk of his career has been spent in bank marketing, most recently as the 
SVP of consumer and small business marketing for a $25 billion regional bank. 
He was also the head of account management for a mid-size ad agency. In 
recent years, Murray has been a speaker at Salesforce, Evariant/Mercury, 
Beckers and HMPS conferences and programs.

Greg Gossett is the CEO/Co-founder of HealthAware, a 
state-of-the-art HRA company that empowers people 
to live healthier lives through scientifically based 
solutions and data-driven health risk assessments.

Over 15 years ago, Greg became passionate about early 
disease detection after creating a tool (HeartAware) 
that enabled a leading hospital system to attract the 
right patients to a new and innovative heart scan. Upon 
creation, Greg first tested the tool on his father, which 
ultimately alerted him that his intermediate risk could 
be dangerous if not under the care of a physician. 
Armed with this information, Greg’s Dad’s doctors 
discovered a significant blockage in an important artery 
in his heart. While HeartAware didn’t find his father’s 
blockage, it did get him to take action and see his 
doctor. And he’s still here today because of it.

Stacie Cotey
CRM Manager - Advocate Health

Stacie Cotey is a CRM Manager at Advocate Health, the 5th largest nonprofit 
healthcare system in the U.S. Throughout her career, Stacie has played a 
pivotal role in implementing and optimizing CRM strategies with a specific 
focus on using the email and SMS channels to engage with consumers. Her 
expertise lies in leveraging technology and data-driven insight to enhance the 
patient experience. Stacie has been a speaker at multiple Salesforce events.



What We’ll Be Covering in Today’s Webinar

1. Introduction & About Advocate Health

2. Advocate Health’s Consumer First Strategy

3. HRAs at Advocate Health & review of HRA Sources

4. Content examples and website variations

5. Follow Up Strategy & Email Journeys

6. Questions and Answers



About Advocate Health Providing care under 
the names Advocate 
Health Care in Illinois, 
Atrium Health in the 
Carolinas, Georgia and 
Alabama, and Aurora 
Health Care in 
Wisconsin, Advocate 
Health is a national 
leader in clinical 
innovation, health 
outcomes, consumer 
experience and 
value-based care.

nearly

150K
teammates

more than

21K
doctors

nearly

42K
nurses

serving nearly

6M
patients

67
hospitals

more than

1K
sites of care

delivering nearly

$5B
in community benefit

more than

$27B
in annual revenue

5
largest nonprofit

th



About Medicom Health

Medicom Health provides online, evidence-based 
health assessments designed to help clients meet 
consumer engagement, patient acquisition, and 
revenue goals.

Our platform allows leading health systems to 
collect consumer-provided health data, stratify 
users, and connect with at-risk consumers 
through tailored emails and integrations with 
marketing and clinical workflows.

Over 1,300 hospitals trust 
our service line-specific 
health risk assessments 
(HRAs) to engage millions 
of patients each year. 
Many customization, 
automation & mar-tech 
integration options are 
available and we add new 
features regularly. All 
development is by our 
long-standing, in-house 
team. Plus, we are 
HITRUST certified!  



Why HRAs?

Benefits for Patients

Consumers want quick, convenient, yet personalized online advice 
about specific health concerns.

Help consumers quickly and 
easily estimate their personal 

risk levels, based on 
well-respected research and 

established algorithms

Empower users to explore 
their risk factors, and 

understand what they can 
(and can’t) do about them

Enable them to conveniently 
seek treatment at the right 

point of care for their 
situation AND your facilities’ 

resources



Why HRAs?

Benefits for Providers

Our robust and flexible platform empowers 1,300+ hospitals to 
accomplish a multitude of marketing goals:

● Acquire new patients
● Grow service lines
● Increase revenue
● Collect contact info
● Garner opt-ins
● Enhance health awareness
● Empower CRM nurturing

● Maximize Facebook
● Fuel call centers
● Website conversions
● Build brand equity
● Bolster marketing ROI
● Leverage consumerism
● Amplify cross-marketing

● Re-activate patients
● Health months promos
● Enable personalization
● Utilize patient resources
● Satisfy content demand
● Generate goodwill
● Promote wellness



Key Strategy

Delivering the Results is Just the Start 

Use the goodwill and data from HRA completions for personalized 
nurturing and cross-marketing.

Users who complete HRAs are 
uniquely invested and motivated.

You have the health stats, 
contact info, and permission to 

message them.

Our Follow-Up Guides have 
detailed roadmaps for 

personalized nurturing.



How An HRA Works

A potential patient 
answers a series of 

questions.

1 2 3

They get 
immediate results 

based on their 
answers.

They are offered 
solutions based on 

their risk level.



Our Consumer First Journey
Whether through leading technology, simplified processes, or streamlined 

communication – we are focused on making the consumer/patient 
experience more personalized, more accessible, and easier to navigate. This 

will only be achieved by putting the Consumer First in all that we do.



Guiding Principles

Consumer First
Deliver a seamless, 

easy-to-use and 
equitable 

consumer 
experience across 

all touchpoints

Maximize cost 
savings and 

revenue generation 
of our existing 

patient base

Advance 
personalization to 
increase 
engagement and 
improve health 
outcomes

Grow the business 
through new 
consumer/patient 
acquisition



Seamless & Connected
CONSUMER EXPERIENCE

Safety Quality

Self-Service Personalized Anytime, Anywhere

Pre-Health 
Encounter

Patient 
Encounter

Post-Health 
Encounter



The Campaign



Brief Background

2022

AAH merged with Atrium Health to 
create Advocate Health covering 6 
states (Midwest and Southeast 
regions)

2016

Medicom HRA started at Advocate 
Health Care (Illinois)

2018

Aurora Health Care and Advocate 
merged to create Advocate Aurora 
Health (AAH), extending HRAs to 
Aurora/Wisconsin

Breast cancer HRA = 6% of 
completions from all 12 HRAs

Primary marcom efforts: LiveWell 
app, e-newsletter, email, websites, 
social media



Primary Sources Driving ALL HRA completions

LiveWell

Websites

Email

E-newsletter

Other

Social media

SOURCE % FOR ALL HRA TYPES 

48%

20%

16%

9%

5%

2%

COMPLETION RATE

30%

26%

51%

43%

41%

26%

05.03.2023 YTD Overall Completion Rate = 30%



2% of Completed HRAs Become New Patients
(2021 - for all HRA types)

Existing Patients

Unmatched/likely patient

Unmatched/prospect

Prospect, became patient

76% ID match

11%

(Can use this to estimate ROI)2%

11% From website, social media or e-newsletter 
(24% of all completed HRAs)

Identity matching can 
become challenging

People don’t always 
provide the same 
contact info they 
provide as a patient

Converting only 2% to 
become a new patient 
can pay for the entire 
HRA program



2021 HRA Email Performance
Key Observations:

● Email is efficient and 
effective

● Very low completion 
rates/vary by HRA

● No improvement in 
downstream 
conversions to visits 
by email

Completion rate for Target Group is 2x higher 
than for Control Group

Average for 4 HRAs 0.7%
0.3%

Heart Health HRA 0.9%
0.6%

Colon Health HRA 0.5%
0.13%

Breast Health HRA 0.5%
0.06%

Lung Health HRA 0.7%
0.2%

PROMO COMPLETION RATE

TARGET CONTROL



2021 HRA Screening Conversion
Key Observations:

Wide variation in screening 
conversion rates by disease:

● Colon – 19% of eligible 
participants get a 
colonoscopy

● Breast – 72% of eligible 
participants get a 
mammogram

Timing for screenings also varies 
significantly:

● Breast – 38% get screening 
after HRA

● Heart – only 11% get 
screening after HRA

Screening Completion Timing vs. HRA Completion

NONE BEFORE HRA <= 3MO AFTER HRA >3MO AFTER HRA

Breast

Colon

Lung

Cardiovascular

28% 34% 16% 22%

81% 3% 8% 8%

73% 9% 7% 11%

64% 25% 3% 8%



Collateral Examples



LiveWell App – #1 Source CREATIVE

● LiveWell is our own mobile app including 
Epic MyChart, HRAs, health stories, 
recipes, and meditation exercises

● No “marketing” used to promote HRAs 
inside of LiveWell

● All organic from the home screen, 
patients scroll down, find it, complete 
HRA

● 48% of all HRA completions come from 
LiveWell app



Health E-news CREATIVE

https://www.ahchealthenews.com/2023/01/11/4-breast-cancer-signs-you-should-know/

https://www.ahchealthenews.com/2023/01/11/4-breast-cancer-signs-you-should-know/


Email Example CREATIVE

Knowledge is empowering

Especially when it comes to your breast health

Your genes, lifestyle, habits and health history all factor into your risk of developing breast 
cancer. Knowing which factors are in your control gives you the power to lower that risk.

 Our quick and easy breast health quiz gives you that knowledge – and that power.

Not only does the quiz show you your 5-year and lifetime breast cancer risk – it shows the 
factors that affect that risk and some key ways you can lower it.

It only takes 3 minutes

Start now

● Used to solicit a targeted audience from 
existing patients to complete an HRA

● Sent quarterly to ¼ of the entire Target 
audience

● Each HRA has different target audience 
criteria 

● Breast Cancer HRA emailed to:
○ Women age 35-50, not deceased, in our 

market geography, and 

○ EXCLUDES those with any cancer 
diagnosis or any mammo procedures



Website Variations



Cancer Website CREATIVE

www.advocatehealth.com/health-services/cancer-institute/cancer-risk-assessments

http://www.advocatehealth.com/health-services/cancer-institute/cancer-risk-assessments


HRAs | Advocate Health Care CREATIVE

www.advocatehealth.com/assessments

Links to all HRAs from one page

http://www.advocatehealth.com/assessments


Aurora Website CREATIVE

www.aurorahealthcare.org/services/screenings/mammogram

http://www.aurorahealthcare.org/services/screenings/mammogram


Strategies for Success

Observe, adjust, compare, and learn in order to maximize results

Monitor the source and quality of completions

Meet customers where they are … and nudge them to a relevant HRA

Test the CTA/Offer, note how quick it is to complete

Test follow up for improved conversion to visits

Recognize and expect a degree of “sloppy” personal information



Follow-Up
after HRA is completed



Email Journey - 2021 Breast HRA

Salesforce Marketing Cloud – after HRA is completed Medicom’s standard Salesforce Integration

EXIT ON 
DAY 10

Thank You 
Email

2 DAYS

Email 
Opt-in

HIGH RISK

INCREASED 
RISK

High Risk 
Email

PCP Email

No PCP 
Email 

Increased 
Risk Email

PCP Email

No PCP 
Email 

1 DAY1 WEEK



Breast Health HRA Follow-Up (Thank You Email)



Breast Health HRA Follow-Up (High Risk & PCP Category)

High Risk High Risk - With PCP High Risk - Without PCP



Breast Health HRA Follow-Up (Unknown Risk & PCP Category)

Unknown Risk - With PCP Unknown Risk - Without PCP



Spanish Breast Health HRA Follow-Up



Medicom Health Reports



Results: 5-year Breast Cancer Risk

HIGH 193 7%

INCREASED 321 12%

LOW 1,435 56%

UNKNOWN (age) 525 20%

UNKNOWN (history) 111 4%

Risk Level Users Percentage

LOW

INCREASED

HIGH

UNK - HISTORY

UNK - AGE



2021 Performance Statistics

15,254
users visited

6,572
users started

2,589
users completed

39%
completed

6  45
average time spent 

by users

mins secs

39%
provided their 

contact info

74%
clicked on any 
call to action

61%
clicked on call to 

action 1

7%
clicked on call to 

action 2

10%
clicked on call to 

action 3

High Risk Comorbidities

40%
Obese BMI

9%
Diabetes Type 2

9%
Current Smokers

11%
High BP

8%
No Exercise



In Conclusion



Key Takeaways & Recommendations

Questions?

Take your time. Setting up Marketing Cloud journeys takes time so 
plan ahead and don’t rush.

Use your data. Achieving success means understanding your data. 
Evaluate sources and adjust accordingly. Discuss ideas and strategies 
with your Client Success team. Make changes.

● Shifting the email address capture up front allowed for automated follow 
up of the incomplete HRAs which added 5+% completions.

Involve your team. Invite specialists/service lines to review the 
HRAs before launch to ensure clinical buy-in and support. Begin 
developing content for follow up immediately; it takes time.

Start small. Choose 1-3 HRA’s as a starting point to prove the model, 
then expand into additional service lines once success is obvious.


