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To make people happier, healthier and more productive

OUR MISSION
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To make people happier, healthier and more productive

And, oh by the way, often at a fraction of the cost of traditional 
approaches

OUR MISSION
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OUR APPROACH 

ANALYTICS
Who to touch to optimize population engagement and health outcomes

CHANNELS
The right mix of phone, email, SMS, mail to connect with people authentically

AGENCY SKILLS AND SERVICES
The most compelling experience to break through the noise

RESOURCE NEUTRALITY
We recognize the investments you’ve made and leverage those resources
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ELEVEN YEARS. 400 MILLION INTERACTIONS. ALLEGIANCE TO 

 HUMANITY

http://www.silvercross.org/
http://www.roche-diagnostics.com/index.html
http://www.hwinstitute.com/default.aspx
http://www.carefirst.com/main/html/HomePage.html
https://www.highmark.com/hmk2/index.shtml
http://www.healthnet.com/
http://www.gsk.com/index.htm
http://www.accordant.net/
https://www.blueshieldca.com/bsc/home/home.jhtml;jsessionid=F5QPRRZKP1P31JP3YYRCGLNF5XDCKITT
http://www.priorityhealth.com/
http://images.google.com/imgres?imgurl=http://www.pac3.org/images/MerckLogo.gif&imgrefurl=http://www.pac3.org/events/summit/5192006summit.htm&h=341&w=1061&sz=19&tbnid=zKPC4aMg81pdOM:&tbnh=48&tbnw=150&prev=/images?q=merck+logo&um=1&start=2&sa=X&oi=images&ct=image&cd=2
https://www.bcbsri.com/BCBSRIWeb/index.jsp
http://www.optumhealth.com/Home/
http://www.libertymedical.com/default.aspx
http://www.tufts-healthplan.com/index.php
https://www.caremark.com/wps/portal/!ut/p/kcxml/04_Sj9SPykssy0xPLMnMz0vM0Y_QjzKLN4j3NwHJgFjGpvqRqCKOcAFfj_zcVP0gfW_9AP2C3NCIckdHRQBDvbXX/delta/base64xml/L3dJdyEvd0ZNQUFzQUMvNElVRS82XzBfMUky
http://www.xlhealth.com/
http://www.apshealthcare.com/index.htm
http://www.healthintegrated.com/index.html
http://www.phs.org/phs/
https://www.excellusbcbs.com/
http://www.primetherapeutics.com/index.htm
http://www.healthcontactpartners.com/index.asp
http://www.wellcare.com/
http://www.alere.com/en/index.html
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HEALTH CARE REFORM, WE LOVE YOU
 (WELL, AT LEAST SOME PARTS OF YOU) 
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AS AN INDUSTRY, WE ARE BEING OUT SPENT…

$24.4 billion annual 
promotional spend

Tobacco 
Industry

Food & Bev. 
Industry

$100 million 
annual 

promotional 
spend

Health & 
Wellness 
Industry

The tobacco, food and 
beverage industries 
together spend $80 for 
every person in the US 
promoting their 
products.  We compete 
against that with 33¢.
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…OUT MARKETED…
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…AND OUR DATA’S NOT REALLY THE BEST

OLD NEWS

I HAVE DIABETES

NO MAMMOGRAM THIS YEAR

11

MISSING WHAT MATTERS
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HEALTH = LIFE, FOR GOOD OR FOR BAD  

Life impacts how people behave in the hospital

Leaving the Hospital Early
March 10, 2011

Even in controlled 

 

environments (i.e. 

 

the hospital) life can 

 

feel so 

 

overwhelming for 

 

people that they 

 

disregard 

 

recommended 

 

treatment.  

 

Even in controlled 

 

environments (i.e. 

 

the hospital) life can 

 

feel so 

 

overwhelming for 

 

people that they 

 

disregard 

 

recommended 

 

treatment.  
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PEOPLE ARE PAYING ATTENTION TO OTHER THINGS 

Even as healthcare reform was being voted on SXSW 

 
was generating much more chatter on Twitter

March 2010

What are people talking about?
NOT HEALTHCARE
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SO WE NEED TO WORK TO BE RELEVANT

Source: http://seducehealth.org/conversation/the‐v‐word

http://seducehealth.org/
http://seducehealth.org/wp-content/uploads/2010/10/icky.png
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SO WE NEED TO WORK TO BE RELEVANT

Source: http://seducehealth.org/conversation/the‐v‐word

| Real Talk About Sex
Making sure the message gets heard – and not ignored.

Dusty Textbook Approach

Indie Band Flyer Approach

Key Communication 

 
Tenets

Prototype the right 
tone of voice. 

Weed out industry 
jargon. 

Meet people where 
they are. 

http://seducehealth.org/
http://seducehealth.org/wp-content/uploads/2010/10/icky.png
http://seducehealth.org/wp-content/uploads/2010/10/edgy.png
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EXAMPLE:  MAMMOGRAPHY OUTREACH, THEN…

“Our records indicate that it is time for you to get your mammogram, and we want to make 

 
sure you know that your coverage does include this preventive health screening. Do you 

 
think you’ll follow‐up with your doctor about a mammogram?”
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…AND NOW 

“Believe it or not, there’s a mammography machine out there that really misses you. 

 

You 

 
don’t call, you don’t write and we think now’s the time to get back in touch.

 

After all – it has 

 
your best interests in its heart.

 

Do you think you’ll visit soon?”
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REDEFINING MEDICAL DEFINITIONS 
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MESSAGING CONSIDERATIONS: GENDER

FEMALE MALE

Value authenticity, cooperative and collaborative spirit. 

 
Exploratory dialogue (not flatly declarative) such as “this 

 
might be right for you”.

Value competitive, aggressive, and direct communications. 

 
Make it concrete and procedural ‐

 

how does it work? What is 

 
the process involved? Must make males feel competent to 

 
make their own decision in a traditionally female domain 

 
(healthcare consumer).

Timing not important. Could re‐ask on different occasion 

 
and through different channels. Related information 

 
welcome (she will decide what is worthwhile).

Timing is important ‐

 

why is this important to do now? Give 

 
only that information which is critical to the decision. Push 

 
for a decision! 

Prefer narratives rich in social and psychological 

 
complexity.

Prefer narratives about a competition or an external threat 

 
that must be overcome.

Soft sell. Hard sell.
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MESSAGING CONSIDERATIONS: LIFESTAGE

19

YOUNG ADULT
18‐34

ADULT
35‐49

PRE‐SENIOR
50‐64

SENIOR
65+

Living Situation
1/2 live alone or with 

 

non‐family
Less than 1/3 live alone or 

 

with non‐family

1/2 live alone or with 

 

non‐family ‐

 

big life 

 

change!

1/2 live alone or with non 

 

family

Married?
1 out of 2 (first marriage 

 

M 28 and F 26)
1 out of 2 < 1 out of 2 1 out of 2

Presence of Minor 

 

Children
2/3 of YA led households

3/4 of Adult led 

 

households
1/5 of PreSenior led 

 

households 

Employment 10‐25% are unemployed 8‐9% are unemployed 6‐8% are unemployed

Enjoy...

Prefer hyperbolic 

 

language, fantasy fiction 

 

and far‐out themes; and 

 

technology.

Often opt for “child 

 

appropriate”

 

entertainment

Prefer narratives that 

 

recognize their worth and 

 

importance (don’t 

 

compromise, don’t settle)

Testimonials from 

 

reputable seniors.

Don’t...
Don’t sell. Don’t tell 

 

them what to do.
Don’t waste their time.

Don’t call them old! Don’t 

 

assume they are “sticks in 

 

the mud”

 

‐

 

life has up‐

 

rooted them. 

Don’t patronize. Don’t 

 

over‐sell or hype.

Do...

Entertain. Entice. Treat 

 

difficulties with scathing 

 

sarcastic wit and 

 

intellectual humor.

Provide recipe for success 

 

with strong value 

 

propositions critical for 

 

conserving scarce 

 

resources: time, money, 

 

complexity!

Play on vanity and a “new 

 

age of exploration”

 

(death, divorce introduce 

 

life changes)

Build trust ‐

 

gentle long 

 

term sell while building 

 

relationship. State “small 

 

print”

 

clearly (e.g “no 

 

cost”). Be respectful.
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APPLYING LIFESTAGE TAILORING: YOUNG MEN (AGES 18-34) 

BEFORE
[Incorporates social norming and 

hyperbolic discounting with an 
authoritarian tone]

AFTER
[Incorporates a direct, authoritarian 
tone as well as loss aversion and 

hyperbolic discounting]

“You have an important decision to make today. 
By now, most of our members are getting 
immediate access to their benefit through our 
website, <CLIENTWEBSITE>. 

According to our records, you’re missing out 
because you haven’t registered yet – but don’t 
worry, registering takes only a couple of seconds 
and by doing it today, you can start saving time 
immediately by ordering prescriptions online. You 
may even find some ways to spend less money 
right away. [Go to Email Gather]

“You have an important decision to make today 
– to spend less money and get your 
prescriptions quicker or… To not do anything.

Use our website <CLIENTWEBSITE> to get 
immediate access to the benefits you’re already 
paying for. It’s a no brainer. We don’t want you 
to miss out. [Go to Email Gather]

Language change resulted in a 30% 
improvement in completions for this cohort! 
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APPLYING BEHAVIORAL ECONOMICS: HYPERBOLIC DISCOUNTING 

•Catch the eye with a unique set play on ‘Now’. 
•Use strong pain avoidance technique –double negative description of what people ought to 
avoid.
•Research shows that people will be more inclined to make a ‘Now’ decision when posed with a 
negatively framed benefit



PROPRIETARY AND CONFIDENTIAL TO ELIZA CORPORATION.
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ADULT VACCINATIONS: OPPORTUNITIES TO DRIVE BEHAVIOR

Variation in rates and % asked by lifestage and state

Q: Have you had a chance to get your flu shot yet this year? 
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POPULATION

 

ENGAGEMENT BY LIFESTAGE AND GENDER

PROPRIETARY AND CONFIDENTIAL TO 

 

ELIZA CORPORATION. Copying or 

 

distribution by any method is prohibited 

 

with prior authorization from Eliza 

 

C i
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RETENTION BY MOTIVATION & OVERALL HEALTH APPROACH

PROPRIETARY AND CONFIDENTIAL TO 

 

ELIZA CORPORATION. Copying or 

 

distribution by any method is prohibited 

 

with prior authorization from Eliza 

 

C i
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OUR CHALLENGE…SUSTAINING ENGAGEMENT OVER TIME 
Le

ve
l o

f 
En

ga
ge

m
en

t

Number of People
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“YEAR IN THE LIFE” strategy: Hypertension

2011

MedicationMedication

Assess & 
Engage
Assess & 
Engage

Anchor
Trigger

AssessAssess & 

 
Engage

 

Assess & 

 
Engage

Addressing BarriersAddressing Barriers

Wellness & 

 
Nutrition

 

Wellness & 

 
Nutrition

Addressing BarriersAddressing Barriers

ConnectDrive to webDrive to web

NewsletterNewsletter
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“YEAR IN THE LIFE”

 

STRATEGY: HYPERTENSION
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PATIENT ADVOCACY YOU JUST CAN’T IGNORE 

Regina Holliday
The Walking Gallery 
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