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About MetroHealth and the Cleveland market

• Cuyahoga County’s public hospital system, 

serving Northeast Ohio since 1837.

• The safety-net health system for the most at-risk 

members of our community. About two-thirds of 

MetroHealth’s patients are either uninsured or 

covered by Medicare or Medicaid.

• 8,000-plus employees. 4 hospitals, 4 emergency 

departments, more than 20 health centers and 40 

additional sites in Northeast Ohio.

• MetroHealth's Main Campus is home to the 

region’s most experienced Level I Adult Trauma 

Center, verified since 1992, and Ohio’s only adult 

and pediatric trauma and burn center.

Featuring content from MetroHealth 
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What do we mean by “predictive” consumer data? 

Predicted health needs 

Clinically built propensity models to predict health care utilization

Payer status and consumer financials

Predicted insurance types, household income, credit history

Demographics and lifestyles

Household makeup, socioeconomics and employment, contact 
information, interests, leisure and physical activities

Health care preferences

Individual treatment setting preferences (e.g., urgent care)

Health care attitudes

Validated health care emotional indicators 

Communication and media preferences

Channel preferences, media consumption indicators

Identified adult 

consumer marketing 

profiles

270M
Fields of targeting 

information on 

each consumer

800+
Clinical propensity 

models trained on Optum 

claims and clinical data

180+

Featuring content from MetroHealth. All data is de-identified and used in a 

manner consistent with applicable customer agreements.
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Prospects Patients

Market Analysis 

Identifies Targets

Audience and Media 

Tactic Development

Defining Success and 

Analyzing Encounter Data
Delivering ROI

But it’s more than just about data and insights 

Featuring content from MetroHealth 
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Leveraging precision marketing to grow MetroHealth’s Spine Center

Spine Center Campaign Goals

• Raise awareness of the MetroHealth Spine Center

• Drive qualified leads, converting to scheduled 

appointments into the Spine Center

Business Goal

• Procedural Transformation surgical volume 

goal: 979 cases

• Incremental case volume: 58

Timetable

• Paid media: October 2021 – February 2022   

• Earned/Owned: May 2021 – December 2022

Featuring content from MetroHealth 
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Understanding the spine patient journey 

Patient conversion

Digital media tactics 

Ex. Native Prog. 

Video, Social, Email

Market analysis, 

audience segmentation, 

target list generation

Reporting on reimbursement 

from patient encounter and 

campaign ROI

MH patients

Online 

requests

in 8 hours

2/day

Coordinator

Documentation Navigation Call patients

Answer 

phones

Telephone

triage

• FU visits

• Data Analysis

• Conversion

• Completion

• MH new 

patients

• Medical 

spine 

NP/FU

• Surgical 

spine 

NP/FU

• Surgery 

cases

• Report/Presentation

No

Yes
Schedule or 

urgent appt.

Registration 

schedule

Left 

messages

Email

FU one 

week

Not 

available

No
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Using predictive modeling to 

identify target patients

Product Feature: Predictive models 

using AI and machine learning to 

identify highest propensity for clinical 

need, payer type, etc.

Clinical Need: Targeting 

Spinal Decompression or 

Spinal Fusion patients

Payer Type: Targeting 

Commercial Payer, 

Traditional Medicare, or 

Medicare Advantage

Layering in demographic and 

health behavior modifiers

Product Feature: Filters on patient 

age and health attitudes, targeting 

older consumers that proactively 

manage health

• Age: Patients over age 45 

were targeted for spine 

campaign

• Health Behaviors: Patients 

more likely to proactively 

manage health were targeted 

for campaign

Optimizing by excluding 

past encounters

Product Feature: Integration with 

client EMR enables encounter-

based exclusions, reducing 

redundancy

Spine Encounters: Excluding 

patients with Spine IP, Spine 

OP, and Spine PROF 

encounters at the system within 

past 24 months

Applying predictive and strategic filters to target the right audiences

Featuring content from MetroHealth 
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Applying new insights to drive messaging and call-to-action

Featuring content from MetroHealth 
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Applying new insights to drive messaging and call-to-action

Featuring content from MetroHealth 
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Spine campaign results  

Consumer Data Platform list encounters 08/01/2021–02/09/2023

Campaign 

segment and 

channel

Campaign 

start 

date

Audience

size

Control 

size

Expected 

reimbursement
Encounters Patients

Acquisition 

rate

Patients 

(control 

group)

Acquisition

(control 

group)

Spine 

(Email)

Aug.

2021
32,425 N/A $2,755,340 10,266 2,260 6.97% N/A N/A

Spine 

(Digital Ads)

Oct.

2021
107,161 11,906 $1,904,889 6,811 1,436 1.34% 47 0.39%

Spine

(Email)

Feb.

2022
120,759 N/A $7,626,521 25,857 6,212 5.14% N/A N/A

Target encounters matched to Optum CDP lists

Report summarizes activity from patients found on marketing campaign lists during the attribution period (18 months 

after campaign start date). Lists of patients and prospects were generated using Optum CDP and leveraged in email, 

direct mail, and digital advertising. Control groups were used to validate the impact of marketing in patient acquisition 

when applicable. 

Methodology

Unique expected 

reimbursement to 

targeted service*

$8,850,150

Unique patients acquired 

to targeted service*

 7,364

Total patient acquisition 

rate to targeted service 

across all lists

3.7%

Featuring content from MetroHealth 
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Spine campaign results CONTINUED  

Web appointment form fills from 7/1/2022–2/09/2023

Campaign

Completed 

form

fills

Service type
Expected 

reimbursement
Encounters Patients

Patient 

acquisition 

rate

New

patients*

2022 Spine 

website form fills
443

Targeted 

encounter
$168,884 767 91 21% 6

Other services $1,399,204 5651 323 73% 27

Report summarizes activity from patients that completed website form-fills during 2022 and came in for 

services at MetroHealth. 

Methodology

New Patients: New to System (no encounter at any MetroHealth facility within the past 3 years)

Expected reimbursement 

to any service

$1,568,088

New patients to any 

service

27

Patient acquisition rate to 

any service

93%

Patient acquisition rate to 

targeted service

21%

All encounters matched to website form fills

Featuring content from MetroHealth 
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Lessons learned and future plans



14© 2023 Optum, Inc. All rights reserved.

Questions
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Complimentary market analysis 

Get a free custom snapshot of 

the consumers and potential 

patients in your market.

Optum.com/FreeMarketReport



Optum is a registered trademark of Optum, Inc. in the U.S. and other jurisdictions. All other brand or product names 

are the property of their respective owners. Because we are continuously improving our products and services, 

Optum reserves the right to change specifications without prior notice. Optum is an equal opportunity employer.
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Thank you
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