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PROBLEM WITH MOST CTA’S

What is missing with most campaign calls to action?  
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PATIENT ACQUISTION INTEREST PATH

Digital Media Campaign Landing Page

Health Risk Assessment
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Not All HRAs Are the Same

– Simple clear language

– Mobile optimized

– 2-3 min maximum

– Clinically relevant value

– Results oriented response

– Response team notifications

– Activation based data  

– Real time response

MEASURABLE DIFFERENCE IN 

PERFORMANCE

Bariatrics Cardiology Oncology Digestive Orthopedics

Number of Conversions Per Strategy

HRA No HRA

2x-4x Increase in conversion 

performance on average
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PATIENT ACQUISITION WORKFLOW

Email AlertHRA Activity

HIPAA Compliant Email Alert:

• First Name

• Last Name

• Email

• Phone Number

• Zip Code

• Coded Risk Level (if applicable)

Lead 
Management 

Care Coordinators or 

Service Line LeadersLead Activity & 

Interest Data

Secure Access for:
Detailed Lead Responses, 
Campaign & Activity Data

Targeted 

Consumers
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PATIENT ACQUISITION WORKFLOW OPTIMIZED

2. CAPTURE: Identification 

Gateway

3. ENGAGE: Health Assessment

4. INTAKE: CRM or Lead Management 5. MEASURE: Program Success

1. FIND: Search or Social Ad

User engages with service line content 

and clicks on assessment CTA 

User is directed to digital health assessment, fills 

it out to become a lead
User engages with Ad 

User is entered into CRM or Lead Management to be 

followed up with by coordinators

As leads convert to appointments, campaign results

4. FOLLOW UP: Call Center, 
Service line Coordinators, or 

Scheduler 

Call Center or Coordinators follows up with 

lead to schedule in most appropriate  care 

setting 


