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About Penn Medicine 

Nation’s First Medical School & Hospital 
• $5B Revenue  

 

Business Strategy: Advanced Medicine 
• Rare Diseases & Complex Conditions 
 

Marketing Strategy: Precision Marketing 
• Efficiency in reaching target markets  
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National Healthcare 
Providers 

 
Non-Philadelphia 

hospitals & provider 
groups targeting 

Philadelphia 

Local Healthcare 
Systems 

 
Hyper-competitive market 

of Community & AMC 
providers 

 

Mass Media “arms race” 

Marketplace Dynamics: Two-Front Battle 
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CMO 

 “Marketing has constantly hidden behind a 
fog of measures that are based purely on 
tactical marketing activity, rather than solid 
financial metrics that are relevant.” 
     -- Health System CEO  
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http://blogs.salesforce.com 

More precise, modern & 
measurable  
 
More impactful 

 
More accountable 

Data-Driven Precision Marketing 

http://blogs.salesforce.com/company/2013/04/the-modern-marketer-part-artist-part-scientist-infographic.html
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CRM & PRM: Driven by Data  
 Integrated Database 

• Provider Demographics: Source of Truth  
• Insurance Claims: Referral Insight 
• Liaison Outreach 
• Behavioral, Clinical, Financial 
• Campaign Response 
• And more… 

 
CRM & PRM 

• 360 View of Relationship 
• Highly targeted & relevant communications 

 
 Tracking & Reporting 

• Dashboards 
• Impact Assessment 
• Revenue Reconciliation 
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HEART FAILURE & VAD PROGRAM 
CASE STUDY 
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Situation Overview 

Situation 
 Penn was the first Ventricular Assist Device (VAD) 

implanting site in the region  
 
 Penn helped to establish partner sights; VAD 

volume declined (as anticipated) 
 

Goals 
 Co-market with partner sites to refer appropriate 

patients for VAD treatment and Transplantation 
 
 Increase the number of HF patients receiving 

advanced care at Penn  
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Approach: Integrated Strategic Marketing 
A highly coordinated approach 

• Insight, Strategy, Execution, Analysis 
 

All Audiences 
• Consumer & Patient 
• Medical Providers 
• And others… 

Physician Liaisons 

Marketing Analytics 

Consumer Marketing 

Physician Marketing Contact Center 
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Media Channel Efficiency 
Mass Media Geo-

targeted 
Digital Targeted 

Direct 
(e-mail, mailing) 

Liaison 
Outreach 

$$$$$ $$$$ $$$ $$ $ 
National & 
Regional 
Brand 
Awareness 

Hospital & 
Affiliates 
Promotion 

Practice 
Promotion 

Program 
Promotion 

 
Most efficient 

 
Effective  

  
Secondary 

 
Less efficient 
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Integrated Consumer Campaign (Cardiac) 
Mass Media Digital Social 

Email 
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Use Data to Inform Outreach & Measure Impact 

Market 
Analysis 

Referral 
Analysis 

Outreach 
Plan 

Physician 
Marketing 

 By Practice 
 

 By Provider 
 

 By Market 
 

 By Service Line 
 

 Provider 
Referral Network 

 MD to MD Visits 
 

 Strategy by Market 
 

 Differentiating 
Messages 
 

 Tactics 
 

 Issue Reporting 

 Direct Mail 
 

 Email 
 

 Videos & 
Podcasts 
 

 Referral App 
 

 Epic Access 

 Patient Origin & 
Referral 
Assessment 
 

 Zone 
Assignment 

 

 20,000 referring physicians 
 75% send 5 patients or fewer per year 
 Prioritization: Would take 100s of liaisons to reach all 
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Patient Origin & Referral Analysis 
 

Market 
Analysis 
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Zone 4 

Zone 
3 

Zone 
1 

Zone 7 

Zone 6 
Zone 

2 
Zone 

8 

Pocono Medical 
Center 

Zon
e 9 

Zon
e 10 

Outreach Zones Identified Market 
Analysis 
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Sample Referral Analysis 

Analyze referral patterns  
• Employed providers 
• Independent affiliated 
• Independent, non-affiliated 

Referral 
Analysis 
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Referral 
Analysis 
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Outreach Planning by Zone 
Develop Outreach Plan for targeted 

outreach, based on referral analysis and 
other data, by Market Zone. 
• Goals 
• Market Strategy 
• Differentiating Messages 
• Tactics 
• Timeline 

Zone Description Goal Strategy Specific Tactics 

1 Southern 
Chester 
County 

Grow MCS volume 
and follow on patients. 
   
Minimize leakage of 
patients. 

• CCH as first step care for 
HF patients / VAD 
candidates 

• Advanced HF Outreach 
clinic 

• Physician and Consumer 
marketing 

• Dinner Event (Q1) 
• Category 1 CME – 

“Rescuing the failed 
heart” 

Outreach 
Plan 
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Digital Marketing 

   Email Response 
• 4,715 email opens 
• 298 click throughs 

+ 130 organic 
searches 
 

   Time on Report  
• <1 min: 46% 
• 5-10 mins: 12%  

 
   Pages Viewed 

• 1 page: 28% 
• 11-25 pages: 29%  

 
   Devices 

• 79% desktop 
• 21% mobile 

Email 

Embedded Video 

Online & Print 
Booklet 

Physician 
Marketing 
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VideoLink & Reach MD 
 Penn Physician Video Link: Nearly 100 videos 
 URL: http://videolink.pennmedicine.org/ 
 
 

 ReachMD digital radio 
network reaches >400,000 
health care provider listeners 
weekly 

Physician 
Marketing 

http://videolink.pennmedicine.org/
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Campaign Optimization (sample) 

Phase 1 
4 Months 

5 
3 Months 

Landing Page 
Visits   

3,935 3,098 

Respondents Per 
Week (total) 

6.75 
(81) 

28 
(270) 

Cost Per 
Acquisition 

$370 $170 
 

Request for 
Consultation 

47 160 

Quadrupled 
Response 

Cut Cost 46% 

Exceeded 
Goal 55% 

Physician 
Marketing 
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Initial Results are Promising 

Prior 9 
Months 
July 2013 – 
March 2014 
 
 
Latest 9 
Months 
April – 
December 
2014  

New Patient Referrals 
Impact 

Analysis 
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Tracking Impact 
1. “Campaign Leads”    Leading Indicator 

• Appointment Requests at Contact Center 
• Web Forms Completed 
 

2. Outpatient Activity (new patient visits) Actual Volume 
• Change in Physician Referrals   Leading Indicator 

 
3. Inpatient Volume    Actual Volume 

 
4. Attribution of Marketing Impact   Calculation 

• Calculation of Marketing “leads” converted to patients 

 
 



23 

Thank you 

Suzanne H. Sawyer 
Chief Marketing Officer 
Penn Medicine 
University of Pennsylvania Health System 
3600 Market Street, Suite 240 
Philadelphia, PA  19104 
 
suzanne.sawyer@uphs.upenn.edu 
(215) 614-1826 

mailto:suzanne.sawyer@uphs.upenn.edu
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