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Driving Patient Acquisition, 
Engagement, and Loyalty for 
Women’s Services
Target the right patients, use differentiated content, 
and reach female consumers where they are to build 
lasting care relationships with this valuable demographic.



Introduction
Women are highly engaged healthcare consumers, often making care 
decisions not only for themselves, but also for their children, spouses, and 
parents. When a health system effectively differentiates its women’s care 
services through its marketing efforts, and aims them at female consumers 
most likely to need those services, it can create a positive affinity that has 
valuable long-term effects for both parties downstream.
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Healthgrades web analytics research reveals the following:

• Women consistently represent more than 70% of the healthgrades.com visitor 

audience — which in total drives more than 30 million visits each month.

• Obstetrics and Gynecology is one of the top provider specialties accessed on 

healthgrades.com via organic searches — accounting for more than 15 million entries to 

the site each year.

• Online visitors searching for obstetricians and gynecologists are more likely to compare 

providers than are visitors searching for other specialties.

These insights underscore the importance of continuously identifying and engaging with 

women who are likely to be making decisions about maternity or gynecology care, and why 

doing so should be part of your overall women’s services marketing strategy.

In conjunction with the release of the 2016 Women’s Care Specialty Excellence Awards, 

Healthgrades spoke with some of our hospital partners, as well as our own experts, to 

discuss three key success factors for improving patient acquisition, engagement, and loyalty 

for women’s services: (1) targeting and understanding the right patients; (2) using content 

that differentiates your services; and (3) reaching the consumer where they are.

1. Target the right patients, with a deep   
      understanding of what they need.
In highly competitive markets, defending obstetrics and gynecology (OB-GYN) market 

share — let alone growing it — can be challenging. Identifying whom to target, with content 

designed to drive preference and action, is a key opportunity and priority. Predictive 

analytics, segmentation, and targeting allow a health system to reach the right consumers 

— those highly likely to need the health system’s OB-GYN services — to drive new patient 

growth and maximize contribution margin.

Predictive segmentation also recognizes that different types of female patients have 

different needs and require different kinds of treatments and engagement strategies. 

There is no singular female profile or persona, but rather a diverse set of patient types. With 

additional data mining, distinct segments can be identified and prioritized based on their 

alignment with, as well as downstream value to, key service lines. These distinct segments 

should drive the health system’s content and channel plan.

Why engaging 
female healthcare 
consumers matters

• Women constitute about 60% 

of all hospital encounters.

• Women maintain a higher 

consistent hospital presence 

across their lifetimes than men, 

even beyond childbearing age.

• Women are higher healthcare 

utilizers and are known for 

taking a greater interest in 

health and wellness.

 Source: “NIH says sex matters:  

 Invest in women’s health,” 

 October 2014, The Advisory 

 Board Company.
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2. Use content to inform, educate, and  
     differentiate your women’s services with  
     targeted consumers.
Once you have identified and prioritized different segments of female consumers, and 

aligned them with your top clinical service lines, your content development should focus 

on the specific needs of these segments and personas. Whether you are promoting 

the importance of regular mammograms, offering a personalized birth experience, or 

recommending therapies for urinary incontinence, you can drive entry to your women’s 

service lines and physicians when you target the right patients. 

Here is where it is strategically important to understand your competitive quality 

advantages, and to weave this positioning into the content of your communications to 

build preference among consumers. If your health system provides superior outcomes in 

obstetrics and gynecology, you should share that with female consumers who are most 

likely to need those services. 

Different types of patients 
require different engagement 
strategies — data mining and 

segmentation allow for this, 
while helping determine where 

the best opportunities exist.

Segments

Segment Summary

Top Service Line

Entry Points by

Downstream Value

% Household (HH)

Value from Others in HH

% with First Encounter

at Clinic

% New Patient HHs

Average HH

Contribution Margin

H I G H  S O C I O E C O N O M I C

S T A T U S  F A M I L I E S

T W O - P A R E N T
M I D D L E - C L A S S

H O U S E H O L D S

M A R R I E D  C O U P L E S

W I T H O U T  C H I L D R E N

S I N G L E - P A R E N T

H O U S E H O L D S

L O W  S O C I O E C O N O M I C

S T A T U S  F A M I L I E S

Married, female 

households with children. 

Most are educated in 

higher-income 

households. Strong 

commercial payer mix.

•  Neurology

•  Urology

•  Obstetrics

•  Gynecology

•  Obstetrics

•  Inpatient Surgery

•  Pulmonary

•  Radiology

•  Inpatient Surgery

•  Pulmonary

•  Oncology

•  Inpatient Orthopedics

•  Inpatient Cardiothoracic 

    Surgery

•  Inpatient Orthopedics

•  Neurology

•  Gynecology

•  Obstetrics

•  Inpatient Rehabilitation

•  Inpatient Cardiology

•  Inpatient Orthopedics

•  Endocrinology

Middle- and lower-class 

version of Full House.

Middle- to upper-class 

female households with 

no known children.

Unmarried female 

households with kids, 

spanning all household 

income and education levels.

Low and unknown 

income and educated 

levels.  Highest ER entry 

point makeup, at 22%.  

No known kids.

44% 34% 10% 36% 4%

81% 77% 78% 72% 68%

4.2% 13.1% 26.6% 17.9% 38.2%

2.3x 1.9x 1.0x 0.9x 0.6x

Predictive Segmentation Model — Females 25-44
Example for illustration, based on similar analyses.
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Why should outcomes matter to women evaluating care options? For a patient, the difference 

between a hospital with better-than-expected outcomes and one that performs worse than 

expected can mean up to an 86.6% lower risk of experiencing a complication in the hospital.1

Based on outcomes from 2012-2014:

Patients having a hysterectomy in a hospital with five stars have, on 

average, a 59.5% lower risk of experiencing a complication than if they 

were treated at a hospital with one star.

Patients having gynecologic procedures in a hospital with five stars 

have, on average, a 64.7% lower risk of experiencing a complication 

than if they were treated at a hospital with one star.

Patients having urogynecologic procedures in a hospital with five stars 

have, on average, an 86.6% lower risk of experiencing a complication 

than if they were treated at a hospital with one star.

Patients having C-section deliveries in a hospital with five stars have, on 

average, a 56.1% lower risk of experiencing a complication than if they 

were treated at a hospital with one star.

Patients having a vaginal delivery in a hospital with five stars have, on 

average, a 44.6% lower risk of experiencing a complication than if they 

were treated at a hospital with one star.

In addition, care quality strongly influences a patient’s decision to return to a hospital. A 

2015 consumer study2 found that among patients who had a strong opinion — whether 

positive or negative — about their willingness to return to a particular hospital, care quality 

was the make-or-break factor.

If your health system 

provides superior 

outcomes in obstetrics 

and gynecology, you 

should share that with 

female consumers who 

are most likely to need 

those services.

2“What do consumers want from health care?” June 2015, The Advisory Board Company.

1Statistics are based on Healthgrades analysis of all-payer data for years 2012 through 2014 and represent 

three-year estimates for patients in 17 states for which all-payer data was made available. (See 2016 

Healthgrades Women’s Care Rating Methodology for more details.)

Communicating 
quality performance 
to female patients

L O W E R  R I S K

59.5%
64.7%
86.6%
56.1%
44.6%
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3. Reach the consumer where they are to     
     deliver your message.
In a rapidly expanding digital marketplace, the female healthcare consumer’s attention 

is everywhere. The challenge for health systems is to understand where to focus their 

marketing resources to: (1) drive the acquisition of new patients; and (2) encourage loyalty 

and retention among existing patients. 

Many prospective women’s services patients will be highly social, active internet 

researchers who desire and consume information online. An effective strategy 

will deliver an “always on” experience across channels to achieve reach, scale, 

and connectivity with consumers and patients.

Lutheran Medical Center in Wheat Ridge, Colorado, observing that younger 

audiences are less and less influenced by traditional advertising, has used 

YouTube, Facebook, Pandora Radio, and other digital channels to connect with 

potential patients and engage them with content. 

The hospital produced a video featuring a young expectant couple and the 

real-life moments they experience as they anticipate the birth of their first 

child. Based on the idea that parenting is all about “moments,” starting with 

pregnancy and heading toward the actual birth, the video uses action and humor 

to illustrate short scenes that are both entertaining and believable. At the end, it 

invites the viewer to take a virtual tour of Lutheran’s Women and Family Center.

Building on this theme, Lutheran created a “Moments Blog” using original 

photography captured in patients’ homes, and letting parents tell the story as 

they share their own special moments anticipating and welcoming their babies. 

Original photography captured for Lutheran Medical Center’s “Moments” campaign, which invites viewers to “discover the 
moments that make parenting amazing.” Lutheran Medical Center worked exclusively with Harper Point Photography to 
take the original campaign vision, add dimension, and bring it to life.`
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The shift to a content-driven strategy has helped Lutheran build its brand with a younger 

target audience, while providing a platform for future content development, including a 

“Moments” e-book.

Third-party vertical search sites like healthgrades.com offer additional opportunities 

for health systems to engage with consumers as they compare physicians, and to create 

differentiation and preference. Capabilities include persona-based targeting, influential 

content, brand prominence, and the ability for consumers to book an appointment at the 

moment they need it — a key convenience factor for women accustomed to getting what 

they need online.

Finally, it should be noted that integrated marketing technology is a key success factor 

for enabling efficient and effective omni-channel communications. Essential components 

include consumer relationship management, marketing automation, and web tracking 

and targeting. A platform with these capabilities supports the delivery of comprehensive, 

integrated communications, as well as channel and program accountability by measuring 

and tracking consumer response, media performance, conversion, and contribution margin.

Lutheran Medical Center is a multiyear recipient of Healthgrades Women’s Care Specialty 

Excellence Awards. The 2016 Women’s Care Ratings and Awards are based on Healthgrades 

analysis of all-payer data for years 2012 through 2014 and represent three-year estimates 

for patients in 17 states for which all-payer data was made available.

For more information on the recipients of Healthgrades 2016 Women’s Care Specialty 

Excellence Awards, go to http://www.healthgrades.com/quality/ratings-awards/ 
reports/womens-care.

An effective strategy 

will deliver an “always 

on” experience 

across channels to 

achieve reach, scale, 

and connectivity 

with consumers 

and patients.
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About Healthgrades
Healthgrades is the leading online resource for comprehensive information 

about physicians and hospitals. Today, more than 1 million people a day use the 

Healthgrades websites to search, compare, and connect with hospitals and 

physicians based on the most important measures when selecting a healthcare 

provider: experience, hospital quality, and patient satisfaction. 

Healthgrades’ Omni-Channel Planning & Measurement services represent the 

industry’s largest healthcare-exclusive repository of expertise, insight, and 

data-driven best practices. 

Every year, our data scientists, marketing strategists, program managers, 

and creative teams deploy over 5,000 unique programs and over 50 million 

consumer communications in markets across America, creating continuous 

insight and benchmarks by tactic, channel, service line, and segment. 

To learn more about our capabilities, contact your Healthgrades representative 

today or visit www.hospitals.healthgrades.com.


