
IS YOUR DIGITAL STRATEGY
CAPTURING THE REVENUE YOU WANT? 

How To Be A Leader of the Pack 
vs.

Struggling to Keep Up



SUCCESS FACTORS
The digital journey is just part of 

the overall experience; 
and most healthcare organizations 

in still early in the successful design
of the omnichannel experience.

Innovation in digital health is more than 
adopting digital tools, but helping people
digitally connect in ways that best meet their 
needs when they need it.



Differentiated and valued digital experiences are essential to today’s healthcare consumer.
Success requires a disciplined, holistic approach including a deep understanding of consumer and physician need and preferences.

Developing contemporary market and competitive 

insights; understanding customer wants, needs, and pain 

points

Innovating digital strategy to become a differentiating  

experience and revenue source, including operational 

efficiency 

Creating a collaborative approach that offers a 

competitive advantage through better digital 

engagement with patient/referring physicians

Equipping your team with insight and tools to quickly 

seize opportunities, respond to shifts in market 

dynamics and measure results

CRITICAL SUCCESS FACTORS
Accelerate the Transformation to Omnichannel
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LOOK
OUTSIDE OF
HEALTHCARE



• Community is Key
• Building a strong community is key to developing brand affinity

• Community conversation help identify future trends

• Look for Early Signs of New Trends 
• Fortnite didn’t know it was going to become Fortnite but in hindsight the trend 

was obvious

• Early adoption of trending preferences can lead to massive advantages

• Develop a Conversational-Influence Model
• Moving from a conversation-control model to a conversation-influence model 

is a matter of survival

• Take a stand on issues that are important to your audience where appropriate

• The Customer Isn’t Always Right
• They may not know they need a new product until you show them

• Game developers are not afraid to take risks and mix genres, experiment with 
storytelling, and exploring tough topics

HEALTHCARE CAN LEARN FROM ONLINE GAMING
Games Industry Examples
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• Agile and Quick-to-Market

• Games industry capitalizes on trends quickly not just in terms of public discourse 
but trends in product features preferences

• From a grass-roots movement Esports grew to a multi-billion-dollar industry that 
has supplanted traditional sports

• Gamification

• Creating competition and excitement from the mundane

• Used as a tool to build patterns of behavior that keep the audience engaged

• Innovation in Monetization

• Video games pioneered in-app purchases and virtual goods long before NFTs

• Moving from a $60 boxed product to a free-to-play model supercharged revenues

HEALTHCARE CAN LEARN FROM ONLINE GAMING
Games Industry Examples
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GETTING 
STARTED



MAP THE OMNICHANNEL EXPERIENCE
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ADVOCACY

CALL 
CENTER

CARE
CENTER

Marketing Operations

HEALTH 
MANAGEMENT

SCHEDULINGNEED TREATMENT FOLLOW-UPAWARENESS

CONVERSATION 
INFLUENCES

BRAND
EXPOSURE

The consumer and referring physician journey is very complicated.
There’s an omnichannel experience that must be coordinated and tracked to drive revenue.
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Telephone

Text

Interpersonal

Complaints

Opportunities for 
Improvement

Advocacy

Informal 
Reviews

Formal 
Reviews

Facility

Written

CONSUMER

Where

What

There’s no shortage of channels for consumers (and their 
physicians) to share their experience.  The challenge is setting up 
the right kind of monitoring – a continuum from trending to 
immediate service recovery.

Channels dictate the richness of what can be trended or acted on.  
Digital tools for monitoring are becoming more prevalent, but 
there’s yet to be a one size fits all solution – which makes the 
integration of disparate data more important.  

APPLY OMNICHANNEL KPIs



DEVELOP HOLISTIC INSIGHTS

10Message and Conversation Mapping

Experience MappingTrendspotting

Segmentation



MEASURE RESULTS
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Journey Monitor

Brand Health Assessment

Marketing and Operation Connection Monitor
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WAYS 
ENDEAVOR 
CAN HELP



SET STRATEGY FOR MULTIIPLE REVENUE STREAMS
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Consider Both Experience and Revenue Approaches

Integrates the Experience
Connects the customer touchpoints by 
integrating digital with operations to make 
the experience seamless (e.g., banner ads to 
website registration to first appointment)

Addresses Needs, Meets Expectations
Tools and resources to address pain points 
and differentiate the experience (e.g., ease 
of use, portals, cost calculators)

Measures Results Quickly
Digital tools gather data in real time and adjust to increase 

engagement and streamline operations, easily reported and 
incorporated into dashboards

Generates Awareness and Demand
Digital viewed as a touchpoint and to educate 
and engage the customer (e.g., website, 
podcasts, digital advertising)

Manages Health
Track health at home through websites, 
apps and wearables to guide health 
improvement behavior, incorporating 
analytics into EMR (e.g., diabetes control, 
obesity, side effects)

Accelerates Time to Revenue
Tools are deployed to make it easier for 
consumers to access care (e.g., registration, 
provider selection, donations)

Generating RevenueDelivering Lifetime Value

Generates Direct Revenue
Digital is founded in a P&L which drives direct 
and downstream revenue; as such, there will be 
clear segmentation, and G2M strategies



www.endeavormgmt.com

(DIGITAL) MARKETING AS A SERVICE

MARKETING AS A SCIENCE.
CREATIVE AS AN ART.

WE ARE OUTCOME-ORIENTED

At RTRN, we believe that while marketing needs to be artful
the artistry is just one component of the whole.

We start with the science – research, data, and insights to
inform our strategies. These components serve as the
foundation for our creative and design tactics, which are
carried throughout production and execution.

Finding the balance between these two disciplines is the
secret sauce RTRN uses to develop real, practical solutions
that result in the highest return.

Concept to Execution

Endeavor Management has acquired RTRN Strategy, as its creative and execution division. We now have the resources
and creative capabilities to take any idea from concept to completion.
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https://www.endeavormgmt.com/


www.endeavormgmt.com

We have worked with nationally-recognized institutions:
• 13 “Honor Roll” institutions
• 4 out of the top 10 cancer programs
• 3 out of the top 4 pediatric hospitals
• 3 out of the top 10 cardiovascular programs

National Benchmarking Studies:
• Marketing and communications 
• Patient experience
• Government and community relations
• Quality and patient safety
• Physician relations
• International programs

Ranked as one of top 50 Healthcare Consulting firms by 
Modern Healthcare

The Endeavor Difference:

Our collaborative, information-based approach instills
confidence in results and brings into focus the true
meaning of creating business value.

We have been specializing designing insight-driven
strategy in healthcare for over two decades. Our
approach applies industry best practices and proven
frameworks to real-world situations.

Our team members have depth and breadth of
experience and knowledge; many have executive-level
experience at leading healthcare organizations.

The long-standing relationships we have with clients is a
testament to their efforts and our level of collaboration.
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https://www.endeavormgmt.com/


THANK YOU

950 Echo Lane, Suite 200
Houston, TX 77024

(800) 846-4051

www.endeavormgmt.com/healthcare

https://www.linkedin.com/company/endeavor-management-healthcare/
mailto:info@endeavormgmt.com


DRIVE STRATEGY
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Team Approach Drives Revenue

KNOWLEDGE ASSESSMENT EXPERIENCE

TRENDS, BEST 
PRACTICES AND 
AUDIENCE NEEDS

MARKETING
COMPARISON AND 
COMPETITIVE REVIEW

OPERATIONAL 
CONNECTION AND 
AUDIENCE EASE-OF-USE

MARKETING OPERATIONS CLINICIANS IT

COLLABORATION

MARKETING, 
OPEATIONS, CLINICIANS 
AND IT TEAMWORK

✓ Investigate current and 
future digital industry 
trends and consumer 
behaviors and expectations

✓ Seek best in class practices 
from all industries

✓ Understand audience’s 
barrier to choose and 
decision-making criteria

✓ Coordinate and connect 
traditional and digital 
marketing mix to drive 
awareness and set 
expectations

✓ Determine competitive 
advantages and integrate 
into messaging, tools and 
experience

✓ Map the touchpoints 
across the organization to 
ensure seamless 
experience

✓ Determine audience pain 
points and adjust 
marketing and operations 
accordingly

✓ Collaborate across all 
departments that influence 
the experience, connecting 
technology to help track 
results

✓ Track brand awareness, key 
experience touchpoints, 
efficiency of tools and 
satisfaction to ensure 
strategy drives results


