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Using Real-Time Data to Drive Impact



2PROPRIETARY & CONFIDENTIAL 2PROPRIETARY & CONFIDENTIAL

Brittany Graffagnini
Associate Vice President, 

Marketing Programs

Sarah Montalbano
Senior Marketing Specialist

About Us

Stephanie Douglass
Sr. Director, Marketing & 

Operations



3

Ochsner Health



4PROPRIETARY & CONFIDENTIAL 4PROPRIETARY & CONFIDENTIAL

Learning Objectives

1 2 3

How to integrate new 
insights seamlessly 

into your 
communications

Why it's important to 
think outside of the 

box about data

Why a commitment to 
insights is a 

commitment to more 
effective marketing
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Adaptability

the powerful difference between:

Adapting to 
cope

Adapting to
win 

&
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Walgreens to Open Doctor Offices, What This means for 

Your Healthcare Services

One of Google’s top doctors explain how its 

coronavirus response is feeding into its long-term 

plans to reinvent how people get health information

Amazon Has a New Partner in Its Health Care 

Assault
The tech giant may have found its Trojan Horse

for the health care industry

Can Walmart change healthcare?
Walmart caught the healthcare industry’s attention when it began 

opening primary care centers across Georgia, Florida and Illinois.

One of Google’s top doctors explain how its 

coronavirus response is feeding into its long-term 

plans to reinvent how people get health information

Amazon’s First Neighborhood Health 

Center Will Be in DFW
The nearsite clinic will offer holistic care and extended hours for Amazon employees 

and their families in the region. 

CVS adds another Big Health product 
to its point solutions management 
program

Industries are dealing 
with changing 

budgets along with
daily changes in 

priorities depending 
on pandemic state.
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The 

healthcare 

market is 

responding

Daily
Life

Healthcare
Disruptors

7
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Consumer Expectations

8

Know Me Show Me You 
Know Me

Anticipate 
My Needs
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Shift to a data-driven and consumer-

focused approach.
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Using Data to Evolve Strategy

Life Stage Centric Patient/Consumer 
Centric

Service Line Centric

Events
Life/Milestones

Relationship Changes 

Engagement

Real-Time
Data

Appointments

Diagnoses

Performance

Primary
Insights

Surveys

Focus Groups

Feedback
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Adopting an Iterative Process 

IDENTIFY YOUR USE CASE / PROGRAM TO OPTIMIZE

IDENTIFY DATA POINTS 

COMMUNICATE INSIGHTS

EXECUTE OPTIMIZATIONS

REVIEW RESULTS

DISTRIBUTE/COMMUNICATE TO STAKEHOLDERS
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Informing Virtual Visit 

Communications Throughout the 

Pandemic
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Data Reveals Patient Needs

Real-Time Data

• Enrollments and visit volume

• Online reviews and patient surveys

• Digital campaign performance 
monitoring

What did we learn? 

• Patients were appreciative of the 
virtual options

• New users needed more resources 
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Regular Data Sharing

Primary Data

What did we learn?

• Weekly patient experience tracker

• Collaboration on topics and questions 

• Discuss insights and implications weekly

• Participation leads to more 
participation

• Messaging pivoted from safety to 
convenience 

• Millennials, Caretakers, and High-
Income Males are particularly 
interested in virtual care
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Optimizations

Immediate Optimizations

Research Optimizations

• Adjusted campaign targeting and 
messaging throughout the pandemic

• Created additional user guides and online 
FAQs

• Changed price of Ochsner Anywhere Care 
urgent care virtual visits

• Developed stand-alone study in 
order to identify pain points and 
opportunities for improving the 
experience

Campaign Leads



16PROPRIETARY & CONFIDENTIAL 16PROPRIETARY & CONFIDENTIAL

Using Insights to Optimize Our Campaign

Google Searches for COVID-19 Symptoms Adjusted Campaign Messaging

Updated 
creative week of 

3.6.20
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Adapting Campaign Messaging
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Measuring Our Impact

11,463
marketing leads in the 

Ochsner Anywhere 
Care digital campaign 

(+592% YOY)

30% 
of the over 38K total 

Ochsner Anywhere Care 
enrollments in 2020 can 

be tracked directly to 
marketing efforts

In Top 5
of our highest 

performing 
campaigns in 2020
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Here’s How To Start

IDENTIFY YOUR USE CASE / PROGRAM TO 
OPTIMIZE IDENTIFY DATA POINTS

COMMUNICATE INSIGHTS

EXECUTE OPTIMIZATIONSREVIEW RESULTS

DISTRIBUTE/ COMMUNICATE
TO STAKEHOLDERS

• What campaign or initiative is a 
priority?

• Continue with initial program and add 
another

• Identify support needed from outside 
your department

• Determine benchmarks
• Determine frequency of collection

• Interdepartmentally, allow discussion 
with partners

• Identify applications and 
optimizations 

• Create new campaigns/efforts

• Communicate results, further 
learnings, and new priorities

• Marketing reviews results with research team
• Research team downloads on latest findings
• Discuss next round of optimizations
• Discuss additional business priorities or 

research objectives

1 2

5 4

6 3

• Interdepartmentally, allow discussion 
with partners

• Identify applications and 
optimizations

• Create new campaigns/efforts
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Questions?



MDRGINC.COM | 935 GRAVIER ST, SUITE 2160 | NEW ORLEANS, LA 70112 | (504) 821-1910

THANK YOU!


