
Matching Your 
Marketing to the  
Buyer’s Behavior
A large Northeastern hospital implements internet 
strategies to power new-patient growth.
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Situation

Faced with dramatic changes to reimbursement systems and how patients make care 

decisions, a large Northeastern hospital’s leaders challenged themselves to rethink their 

organization’s growth strategy. Noting the shifts occurring in healthcare nationwide, 

they saw an opportunity to transform how the hospital engaged with consumers to 

match their buying behavior.

With thousands of beds, this hospital is seen as a leader in healthcare. However, it is not 

insulated from the challenges facing the industry. Negative trends in operating revenue, 

growing charity care, and the transition from a volume-based reimbursement model to 

a model based on value threatened the growth objectives for the system and its capacity 

to take care of its greater metropolitan community.

As in any organization, internal concerns about changing the hospital’s engagement 

strategy needed to be addressed. Some stakeholders were skeptical about trying to 

align with consumer behaviors, while others wanted to be sure the new program 

would sufficiently safeguard protected health information and comply with 

government restrictions. Long-held institutional beliefs also needed to be navigated. 

The hospital’s team had to identify an approach and a partner that could provide 

evidence to assuage these concerns

 GOALS
Grow share

Support growth of system and addition of new physician groups

Make it easier to appoint
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Insights

About 40 million consumers* search online for healthcare provider information each 

month, according to comScore, the industry-leading source for web traffic trends. That 

traffic is predominantly (78%) going to third-party search sites. The remainder goes to 

health insurance company sites, physician and other provider sites, and hospital- or health 

system-specific sites.

The hospital learned from market data that the majority of such searches landed on 

healthgrades.com, which received over 1 million daily visits, including 50,000 daily 

searches for physicians in its immediate metro area. 

With so many consumers looking for care in the hospital’s service area, its leaders knew 

they had an opportunity to grow their market share, and to retain patients who were 

considering booking with competitors.

Number of Consumers Searching for Healthcare Providers Online 
Continues to Increase Year over Year*
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BEST PRACTICES IMPROVE 
RESPONSE TO ONLINE 

WHAT MATTERS MOST  
TO CONSUMERS

Consumers are looking for more information than  

the usual name, insurance accepted, and address.

Healthgrades studies have found that a consumer’s 

likelihood of selecting a physician increases when 

providers have additional content on their profiles

Physicians with profile photos are twice as likely to  

be selected. Physicians with video on their profiles  

are six times as likely to be selected.

(Healthgrades Visitor Research Data 2015)

Healthgrades commissioned a study by STAX 

to identify the information most important to 

consumers searching for the right physician.  

The following attributes were identified, in  

order of importance:

Doctor’s experience

Previous patients’ experiences

Quality of care

Strategy

Since healthcare consumers were in effect shopping online to research providers, the job 

was to make it easy for those consumers to find and prefer the hospital and its physicians. 

While this sounded simple enough, the strategy had to address some anticipated barriers. 

Working with their internal stakeholders, the team designed the following process to make 

it easy for consumers to find the hospital:

1. Identify where consumers were most likely to be researching.

2. Optimize channels with the ideal payer mix, and target decision makers.

3. Enable targeted comparisons to offer options to the buyer.

4. Create a phased plan that allowed for internal buy-in and gradual wins to provide 

evidence of the program’s effectiveness.
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Solution

The team did their homework, evaluating eight potential partners from both inside and 

outside the healthcare industry, and eventually determining that Healthgrades was their 

best option. Healthgrades could help them reach the desired audience, and could provide 

insights and capabilities to differentiate their providers, as well as tools to help consumers 

appoint with the hospital’s providers. 

The hospital team worked with Healthgrades to activate market-targeting capabilities on 

healthgrades.com. The service makes it easy for consumers to compare provider options on 

the site, giving shoppers the opportunity to consider in-house physicians while researching 

providers from other health systems. 

The team used A/B testing to measure the effectiveness of the Healthgrades channel at 

reaching consumers and converting them into patients. A test group of 410 physicians in 

the hospital service-area zip codes was identified; the remaining 2,000 physicians within 

the same service lines served as the control group. The physicians in the Healthgrades 

test group updated their digital profiles to include enriched data and content, dedicated 

local phone numbers, branded profile pages, and banner advertisements. By following 

these best practices supplied by the Healthgrades team, the offices increased their profile 

completeness, on average, from 65% to 77% complete, with a focus on content important  

to consumers. 

Providers in the control group made no additional changes to their profiles beyond 

the usual directory information. The test ran for 10 months to allow for the impact of 

seasonality on care needs.
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as reported by Stericycle Communications Solutions (Referral Call Center)
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Over the 10-month pilot, participating physicians with enhanced profiles saw a 146% 

increase in calls from consumers ready to make an appointment, while the control group’s 

call volume remained flat from year to year.

Results

Results were immediate. The percentage of calls resulting in referrals and transfers to the 

test-group physicians’ offices increased — and more importantly, the increase was sustained 

over the duration of the pilot.
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Conclusion

Working with Healthgrades, the Northeastern hospital confirmed that consumers were 

indeed searching online, looking for information about providers typically not offered in 

standard directories or through referral processes. By giving consumers information they 

valued and were looking for, the hospital team moved from traditional sourcing methods to  

a process that matched consumers’ buying behaviors. Doing so not only brought in more new 

patients, but also matched the hospital’s providers with patients who were more likely to be 

commercially insured and the healthcare decision makers for their households. 

Providing a testing ground for the new strategy helped the hospital team mitigate perceived 

risk and provide much-needed proof about consumer behaviors that ran contrary to long-

held beliefs. 

As a result of the success of this effort, all of the hospital’s physicians in its service area are 

now using the internet to help consumers find, prefer, and book with them.

 
We are not simply experts in patient and physician engagement. We actually created 

customer relationship management for healthcare nearly 25 years ago and continue to move 

the needle with our tools for patient engagement and physician relationship management. 

We can help your health system target, connect with, and motivate the patients you want, 

and show you how to strengthen your physician relationships to keep referrals within your 

network. Our solutions combine evidence-based, multichannel communications with a 

business intelligence platform to build relationships, influence behaviors, and improve 

healthcare utilization — all with a measurable contribution margin for your hospital.
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partners.healthgrades.com

To learn more about how the Healthgrades platform can 

empower your health system, your physicians, and your 

patients — so that you can deliver a new and better model 

of care while improving your top-line growth —  

visit .




