
H E A L T H C A R E  L E A D E R  S T U D Y
P R O J E C T  S A M P L E
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Third-Party Study
Survey with 260+ prospects who meet the 

profile of a desired customer

Client & Prospect Feedback
Interviews from existing clients and review of 

customer data collection

Stakeholder Conversations
Sessions with internal employee team on 

state of business performance

Digital Review
Website and social 

analytics, marketing 
performance 
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We identified six critical phases 
of the purchase process.
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Problem Aware
A research process begins 

after an internal or external 
catalyst suggests a new or 

improved solution is needed

Discovery
A shortlist of potential 
partners and solutions 

is compiled

Introduction
Prospects begin to 

evaluate new potential 
partners more closely

Familiarity
Knowledge of 

prospective partners is 
deepened through 

additional inputs

Evaluation
Reviewing proposals, 

case studies, and making 
a final decision

Conversion
Beginning the phases of 

a new client & partner 
relationship
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Target communications and
touchpoints to specific member

or patient populations

Streamline or automate
workflows for payers, providers,

patients, and/or members

Improve quality metrics,
including STARS / HEDIS / HOS

ratings

Ease administration and
navigation of health services for

members or patients

Increase member or patient
retention

Provide a platform for payers
and/or providers to increase

meaningful health actions

Manage care across payers,
providers, and members
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Which of the following align with your goals and priorities for this year?

We learned the top priorities for both prospects and existing customers of this client.
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Email Phone call Text messaging Instant messaging Video call/conference In person meeting
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What is your preferred method of communication? 

We also learned the preferred channels of communication for both groups.
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Facebook YouTube Twitter LinkedIn Online news
websites

Third-party
research
studies or

reports

Professional
organization

websites

Instagram Email
newsletter

subscriptions

Video
streaming

services (such
as Netflix)

Television Blog posts Print
newspaper

or magazine

Radio Podcasts Audio
streaming

services (such
as Spotify)

Other (please
specify)
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Which of the following media do you consume on a weekly basis as part of your work?

We explored media habits at work to inform future marketing plans.
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Colleagues outside of my
organization

Colleagues within my
organization

Customer references from
the organizational partner

or vendor

Industry consultants Industry thought leaders /
influencers

Members of professional
organizations
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When soliciting input and/or recommendations regarding new organizational partners, which of the following 
entities are most influential?

We found the most influential sources for new partners among both groups.



RECOMMENDATIONS–
sNAPSHOT

Based on the data, we provided 

tactical recommendations to help our 

client optimize their marketing plan.

• Consider expanding presence on 
Facebook and Twitter to cast a wider net 
for qualified prospects.

• Prioritize messaging around targeted 
communications and automation.

• Find ways to inspire more regular review of 
quality metrics among customers and 
prospects with thought leadership.

• Balance lead-generation efforts with 
account-based marketing at the 
Familiarity phase when multiple 
stakeholder groups enter the conversation.

• Find opportunities to personalize email 
communications; simple methods may 
include having a newsletter come directly 
from CEO.


