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How to Measure and Improve Your 
Patient Attraction and Retention 

Growth Strategies

Wednesday March 9th, 2022
1:00pm – 2:00pm ET

Part I: Best Practices for Data Utilization and Measurement
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Today’s Presenters

HSG Advisors
djsullivan@hsgadvisors.com

502.814.1198

DJ SULLIVAN
MBA, MHA

DIRECTOR

Huron
mwelsch@hcg.com

312.235.8570

MATT WELSCH

DIRECTOR, CUSTOMER & 
PARTNER SUCCESS
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About Huron

• For eight years in a row we 
have been recognized by the 
Human Rights Campaign 
Foundation for receiving a 
perfect score of 100 on the 
Corporate Equality Index and 
the designation as a “Best 
Place to Work for LGBTQ 
Equality.”

• Formed in 2002

• More than 3,800 full-

time professionals 

• 2020 revenue of 

$844 million

• Headquartered in Chicago 

• Publicly traded on NASDAQ 

• Served more than 

1,700 organizations 

and institutions in 2020

• Acquired Perception Health 

December 2021

Highlights

Best Management Consulting Firms

2018, 2019, 2020

Forbes

Best Firms to Work For 

2011-2021

Consulting Magazine
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Handouts/White Papers

For handouts of today’s presentation as well as our latest 

whitepaper on Patient Attraction and Retention Growth 

Strategies, please leave your information in the Post-
Webinar-Survey at the end of today’s presentation.

Additionally, please register for Part II of this 

educational webinar series on March 23rd at 1:00pm ET.

March 23rd Presenters

DJ Sullivan
Director

Max Hubel
Executive Director, Budget, 

Financial Planning And 

Reporting

Chad Reece
Director of Planning and 

Marketing

https://www.shsmd.org/education/webcast/measure-and-improve-your-patient-attraction-and-retention-growth-strategies-part-two
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• Patient Attraction vs. Patient 
Retention Strategies

• Defining the Right KPIs for Your 
Health System

• Measurement and Management 
of KPIs

• Leveraging Incremental Data to 
Fuel Growth

• Questions and Answers

How to Measure and Improve Your Patient 
Attraction and Retention Growth Strategies
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Growth Strategy 
Development
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Data Utilization in Growth Strategy Development

37%

37% of health system survey 

respondents believe they are 

not effectively utilizing 
available data in growth 
strategy development.

HSG 2021 Survey

Fee For Volume Fee For Value

Attract More 
Patients

Optimize Patient 
Retention & Care
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Data & Analytic Input Examples Strategic Outputs

Growth Strategies Require Multiple Data Inputs

Employed Network 
Performance

Manpower Planning

Service Line Planning

Market Growth

Employed Practice KPIs

Predictive analytics

Provider supply and demand analysis

Market demographics

Access point and drive time analysis

Patient attraction and retention

Quality and outcome measures
Brand Loyalty

Patient utilization access measures



10HSGadvisors.com | © 2022 HSGAHA SHSMD EDUCATIONAL WEBINAR – PATIENT ATTRACTION AND RETENTION – PART I: MARCH 2022

Patient Attraction Strategies

Patient attraction strategies require data inputs from many sources 

including patient access, market share, provider need, market 
attractiveness, and provider alignment.

Referral Source 
Alignment

Includes Identification 

of Top Feeders to Core 

Specialists and Ability 

to Keep Patients Within 

Network.

Market 
Share

Needs to Shift Beyond 

Traditional IP Market 

Share and Include 

Outpatient/Ambulatory 

and Physician Office 

Share.

Patient
Access

Timeliness of New & 

Established Visits, 

Travel Time to Primary 

Care , Specialty Care, 

and Other Key Access 

Points.

Market 
Attractiveness

Comparing Median HH 

Income, Population 

Growth, Percent 

Privately Insured, and 

Socio-Economic 

Profiles.

Provider
Need

Determination of 

Provider Need within 

Markets Using Actuarial 

Figures Based on the 

Health of Specific 

Populations.
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Patient Retention Strategies

Patient retention strategies require data inputs following the patient 
journey from one site of care to the next and should differ by the 

site of service in which patients are entering your system.
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Defining the Right KPIs
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DATA, INFORMATION, KNOWLEDGE, WISDOM

WISDOM
INTEGRATED AND APPLIED, 

ACTIONABLE, ACCUMULATED, 

LEADS TO DECISION-MAKING

KNOWLEDGE

SYNTHESIZED, THOUGHT-OUT, 

COMPARED, IDEAS AND LEARNING

INFORMATION

ORGANIZED AND STRUCTURED, 

USEFUL, CONDENSED, CALCULATED

DATA

INDIVIDUAL FACTS, FIGURES, AND 

SIGNALS

INSIGHT

MEANING

CONTEXT
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Patient Attraction KPIs: 
Market Share – IP, Ambulatory, and Physician Office

Traditional 

market share 

capture rates 

based on 

procedural 

volumes within 

each site of care.
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Patient Attraction KPIs: 
Market-Based Patient Share of Care

• BLINDED CLIENT is capturing 46.8% of the total 
expected healthcare spend ($6.6B) for healthcare 

entities providing services in the service region.

• This ranges from 40% for Commercially Insured 

patients to 46% for Governmental and Other Payers.

Q1 2021 Q2 2021

Health System Owned 34.6% 33.9%

Health System Partnerships 12.2% 12.7%

Total Health System Share of Care 46.8% 46.6%
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Patient Retention KPIs: 
Access Point to Specialist Patient Leakage
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Patient Retention KPIs: 
Access Point to Specialist Patient Leakage
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Patient Retention KPIs: 
Population-Based Patient Share of Care

Region

Reporting Period Health System
Expected 

Reimbursement

Q4 2021

Number of Patients

Q4 2021

Q1 2021
N=500

Q2 2021
N=515

Q3 2021
N=490

Q4 2021
N=495

Employed Primary Care 
& Urgent Care Overall

68.9% 70.2% 71.4% 66.6% $1.05B 325,000

Employed Group:

Region A
64.4% 66.2% 67.6% 63.2% $500M 125,000

Employed Group:

Region B
76.1% 73.4% 72.6% 71.7% $150M 35,000

Employed Group

Region C
74.5% 77.4% 79.9% 69.9% $300M 100,000

Urgent Care 

Locations
59.9% 60.4% 61.2% 61.9% $100M 55,000

Health System captures approximately $0.67 of every $1 
spent on healthcare for the identified patient population.

That varies from as high as $0.72 for Employed Group 

Region B to $0.62 for Urgent Care Locations.

Expected reimbursement is estimated 

using Health System’s reimbursement 

by payer.
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Measurement and 
Management of KPIs
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Measurement and Management of KPIs

Measure Manage

• What’s our current state 

(benchmark)?

• What are the trends over time?

• What are the critical issues that 

my team needs to deal with?

• Are we getting a return on 

investments in time and 

resources allocated?

• Ensure reporting mechanisms 

are optimized to define 

opportunities for improvement 

and drill-down

• Engage providers in root cause 

discussions

• Build a plan and execute

• Dig into areas showing issues 

&

Goal: Create a repeatable system or program that keeps your organization 

focused on incremental improvement

There Are No Silver Bullets To Growth
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Measurement of KPIs
Common Gaps

Data Sources Commentary

Anecdotal 
Observations

•Personal experiences are critical during drill-down to define 

root cause but should not be a measurement metric

•Only tells us what we “feel” is happening

Inpatient/HOPD 
Market Data

•Often self-reported to state hospital association

•Misses the competitiveness of the ambulatory landscape in 

each market

Electronic 
Medical Record

• Typically focused on identifying referrals leaving the network 

as part of a referral management strategy

•Outputs are only as good as the inputted data

•Misses any care provided at other facilities

Claims Data
•Can provide holistic portrait of patient care

•Detailed data facilitates multiple analytic approaches

• Some data redactions due to privacy protection

Many organizations rely on inadequate data and analyses to infer 
patient behavior. Utilization of only one data source often leads to 

gaps in strategy development.
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Management of KPIs
Communication & Drill Down

Executive 
Leadership

Executive leadership teams should have Growth 
Strategy KPIs on their monthly or quarterly 

dashboards. Patient retention metrics for patients 

already utilizing your healthcare services are the lowest 
hanging fruit for incremental revenue growth. 

Marketing

Marketing requires detailed information into how 

patients are utilizing healthcare based on geography, 
service lines, and provider types. Different tools are 

required to develop detailed advertising and physician 
outreach efforts.

Strategic 
Planning

Strategic planning personnel often have responsibilities 

over medical staff development planning. Leveraging 

data to support their specialty and primary care 
recruitment efforts based on market dynamics by 

provider specialization and service capabilities often 
proves fruitful.
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Management of KPIs
Engage Providers in Root Cause
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Leveraging Incremental Data
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Grow Revenue, Manage Risk, Save Lives

Perception Health is the 
disease prediction platform 
whose precise data sets add 

an actionable, and previously 

inaccessible, predictive 

dimension for healthcare 

providers; enabling the early 

detection of disease in the 

communities in which they 

seek to compete and serve.Grow Revenue
Manage Risk
Save Lives
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Perception Health Data Platform Drives Valuable Insights

• 30+ Billion claims across all payer 

categories including 100% of 

Medicare beneficiaries 

• Analysis on markets across the entire 

continuum of care (from Ambulance 

to Hospice) 

• Relationship mapping of procedures, 

patient volumes and charges between 

6.4 million providers 

• Longitudinal patient records tracking 

over 290 million unique lives 

• 50+ disease & procedure prediction 

models used to assess diagnostic risk 

and reidentify patients for contact

Market Share 

Analysis

Network 

Integrity

Care Variation 

and 

Optimization

Physician 

Comparisons

Disease 

Prediction

Population 

Health 

Analytics

Patient 

Journey/  

Navigation

Alignment



27HSGadvisors.com | © 2022 HSGAHA SHSMD EDUCATIONAL WEBINAR – PATIENT ATTRACTION AND RETENTION – PART I: MARCH 2022

Longitudinal Patient Mapping

Tracking Individual Patient Care Across All Providers Will Change How 
You See Growth, Risk and Population Health
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Claims-Based Strategies for Growth
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✓Utilization of a common external data source 
for KPI measurement and strategic growth 
initiatives is critical.

✓Organizations looking to drive growth need 
measurements for both patient attraction and 
retention efforts. 

✓Clearly defining the metrics that your 
organization is going to utilize for overall and 
service line progress measurement is crucial.

✓ If you can’t measure it, you can’t manage it.

Conclusion and Takeaways
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Questions



31HSGadvisors.com | © 2022 HSGAHA SHSMD EDUCATIONAL WEBINAR – PATIENT ATTRACTION AND RETENTION – PART I: MARCH 2022

Next Steps

Be sure to complete SHSMD’s post webinar survey questions to 

receive digital and print versions of the newest white paper on Patient 

Attraction and Retention Growth Strategies.

Additionally, please register for Part II of this 

educational webinar series on March 23rd at 1:00pm ET.

Part II – Baptist Health Jacksonville Case Study
Register Here

DJ Sullivan
Director

Max Hubel
Executive Director, Budget, 

Financial Planning And 

Reporting

Chad Reece
Director of Planning and 

Marketing

https://www.shsmd.org/education/webcast/measure-and-improve-your-patient-attraction-and-retention-growth-strategies-part-two

