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Business Development & Physician Liaison
• Program Assessment
• Program Redevelopment 
• Program Development & Implementation
• Corporate & Public Training Programs

PRM Tracking Software 
Market Intelligence

Referral Data Management
Issue Resolution Tracking

Physician & APP Integration 
Robust Onboarding/Navigation

Mentorship Program 
Family/Community Integration

CASE STUDIES & SOLUTIONS 
IN APPENDIX

Hospitals Healthcare Systems   Physician Organizations

WORKING  WITH HEALTHCARE ORGANIZATIONS TO CONSISTENTLY DELIVER STRATEGIC GROWTH AND MEASURABLE RESULTSWORK WITH HEALTHCARE LEADERS TO CONSISTENTLY DELIVER STRATEGIC GROWTH AND MEASURABLE RESULTS

Operational Strategic Growth Readiness Assessments – Strategic Growth Planning – Process Improvement
Service Line & Specialty Growth Development & Implementation

Network Optimization – Physician Engagement – Rapid Impact Strategic Growth Solution



WWW.TILLERHEWITT.COM/PODCAST 

Amazon Audible         Apple               Google           Podbean            Spotify               Stitcher 

http://www.tillerhewitt.com/PODCAST




Today’s Objectives - Learn How to:
1) Healthcare lens to customer loyalty, lifetime value, and share of wallet 

2) Data sources to sharpen understanding of customers’ desires, needs and behaviors.

3) Key metrics that reveal near-term opportunities to build lifetime value for your 
customers.

4) “No-regret” pilot that delivers early success, gains buy-in, and the ability to self-
fund an initiative that delivers value, builds customer loyalty, and produces a return 
on investment/return on mission.
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Source: Sg2 Analysis, 2023.

Loyalty-Centric 
Transformation 
Is an Agile, 
Stepwise 
Journey That 
Starts With 
Early Wins 

Expansive
(Midterm)

Aspirational
(Long-term)

Top Priority
(Short-term)

Secure no-regret, low-
hanging fruit to 

demonstrate early success, 
gain buy-in, and self-fund. 

Introduce customer-
centric KPIs and evolve 
growth playbooks with 

loyalty-focused 
strategies.

Pivot to transform your 
organization’s mindset.

Adopt a customer-first 
view at the heart of 

enterprise strategy, 
organizational 

structure and culture.

Implement broader-scale 
investments into 

consumer-centric 
programs and services.

 
Define a consumer-
focused leadership 

function and embed the 
vision throughout the 

organization. 
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Margin Decline Increase in 
Labor Costs

Staffing 
Shortages

60% 21% 18%

Sources: Kaufman Hall. National Hospital Flash Report: October 2023.

The Pandemic Disrupted the Industry Economics in a Profound Way
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Sources: Sg2 Analysis, 2023.

The Traditional Approach to Differentiation Is No Longer Working

10

 Clinical differentiation is too 
difficult to achieve and not 
sufficient to win over the health 
care consumer.

 Informed consumers expect 
frictionless solutions; they 
make provider choices based 
on perceived value over 
referrals.

 Disrupters compete on 
customer experience, 
relationships.

CLINICAL 
REPUTATION 

IS NO LONGER 
SUFFICIENT

BEST 
HOSPITALS 
US RANKING 

2022–2023
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Advocate 
Health Care

Northwestern 
Medicine

NorthShore 
University 

HealthSystem

WAIT: 
6 to 10 months

250% 
Growth in Commercial 

Market Share in 
3 years

NEED A GASTROENTEROLOGY 
APPOINTMENT OR PROCEDURE?

SCHEDULE APPOINTMENTS NOW
with exceptional gastroenterologists

Comprehensive 
Gastrointestinal Health

WAIT:
5 days

Status Quo Is Not an Option—It’s the Path to Decline
Sources: Sg2 Primary Consumer Research. September 2023. Call Centers of the Respective Organizations contacted in September 2023.

Case in Point—Chicago Colonoscopy Market
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Increase 
the Overall Value

Decrease 
Costs

Attract and Retain 
High-Value Customers

A redesigned business model is crucial for health systems to remain 
competitive and financially viable in the changing health care landscape.

Health Systems Must Act Now and Disrupt the Disrupter to 
Stay in the Game
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Sg2 ANALYTICS
Systems of CARE Have Been Designed to Capture Distinct Episodes 
of Sick Care with Market Share and Service Mix as the Core Goals

Sample Analysis: Market Share Across the System of CARE 

ASC = ambulatory surgery center; hosp = hospital. 
Sources: Sample Health System; Commercial Data is sourced from: Proprietary Sg2 All-Payer Claims Data Set; IQVIA; Sg2 Impact of Change; Sg2 Analysis, 2023; 

Acuity

Urgent 
Care

PT/OT

Primary 
Care

Behavioral 
Health Post-Acute

Specialty 
Care

HOSP IPHOSP OP/ASC

12%

88%

8%

92%

10%

90%

11%

89%

15%

85%

3%

97%

35%

65%

25%

75%
ED

29%

71%
 Market Share—

Sample Health 
System

 Market Share—
Competitors

MARKET SHARE

LO
W

HIGH
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What Does a Market Share of 30% Truly Mean?

OR

30% of 
NEEDS

100% of 
PEOPLE

100% of 
NEEDS

30% of 
PEOPLE

The existing business model leaves health systems blind to the state of their customer relationships.
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Sg2 ANALYTICS
Transactional Care Has Led to Fragmented Patient Relationships 
and Overreliance on New Customer Acquisition

CARE = Clinical Alignment and Resource Effectiveness. Sources: Proprietary Sg2 All-Payer Claims Data Set; IQVIA; Sg2 Analysis, 2022.

Health system focus has included building comprehensive Systems of CARE for coordinated care, 
yet consumers are not utilizing the system comprehensively.

Market share: ~33%

Share of consumers: ~70% to 80%

Average share of wallet: ~ <50%

Share of wallet at a traditional health system over four years:

Annual customer churn: 15% to 20%

New customer churn: 25% to 40%
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Sg2 ANALYTICS

Loyal 13%

Other 87%

Loyal 29%

Other 71%

Loyal 10%

Other 90%

Loyal 16%

Other 84%

Sample Analysis: Proportion of Loyal Patients Overall and by Service Line
2019–2022

Only a Small Portion of Patients Tend to Be Loyal to a Single 
Health System…Even at the Level of a Service Line

Note: Loyal patients are those whose share of wallet is 75% or higher in revenue. Sources: Proprietary Sg2 All-Payer Claims Data Set; IQVIA; Sg2 Analysis, 2023.

Orthopedics

Loyal 23%

Other 77% Women’s

OncologyCardiovascular
OVERALL % OF UNIQUE PATIENTS BY SERVICE LINE
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Broken Relationships = Broken Care Delivery = Huge Missed Opportunity
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4-year drop in 
value of initially 
highest-value 

customers

4-year increase in 
value of initially 

lowest-value 
customers

Increase in 
likelihood of 

patient having top 
CLV if loyal

And Yet, the Longitudinal View of Customers’ Value Reveals That Loyalty 
and Retention Are the Keys to Financial Sustainability and Growth

CLV = customer lifetime value. Sources: Sample Health System; Commercial Data is sourced from: Proprietary Sg2 All-Payer Claims Data Set; IQVIA; Sg2 Impact of Change; Sg2 Analysis, 2023; 

>400% 8X>50%

Shifting the mindset from episodic value to customer lifetime value 
sets us free to prioritize relationships over service mix.   
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Poll #1: Where is Your Organization in its Efforts to Drive Long-term 
Relationships and Loyalty?

 It is a key priority for us and we have obtained measurable results
 It is a priority, but we are still investigating where our low hanging fruit opportunities are
 We know it should be a priority, but we don’t have the data to define our goals
 We don’t have the necessary buy in across the organization for prioritizing loyalty strategies
 We have been too distracted by managing capacity shortages and negative margins
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Measuring What Matters?

CONSUMER 
ENGAGEMENT METRICS

Patient Retention
How effectively are we keeping 

current patients?

Share of Wallet/Loyalty
How well are we serving multiple 

needs of our patients?

Percentage of Loyal Customers
What portion of our existing patients 

come to us for majority of their needs?

Longitudinal Value
How are we serving our patients 

over time?

TRADITIONAL 
PERFORMANCE METRICS

Visit Volume

Inpatient Market Share

Revenue per Visit

Patient Acquisition Rate

KPI = key performance indicator.
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Traditional Focus:
Growing an Optimal Mix of Services
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Customer Focus: Growing a Strong and Loyal Customer/Patient Base

VBC = value-based care.

StrategyRisk/VBCOperationsMarketingFootprintExperienceLens of the 
Customer

Domains operate in concert to ACQUIRE, RETAIN and 
EXPAND VALUE to the CORE CUSTOMER BASE.

Transform to a Customer Strategy Mindset
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Earning Loyalty Requires a Comprehensive Approach to Serving the 
Diverse and Heterogeneous Needs of Health Care Consumers

TRADITIONAL           MODELTRADITIONAL MODEL

C
O

N
SU

M
ER

-C
EN

TR
IC

IT
Y

Customer 
Needs 
Satisfied

Customers Reached

MARKET 
SHARE

SHARE OF CUSTOMER 
(Share of Wallet)

Traditional 
Growth

Consumer-
Centric 
Growth

HEALTH CARE 
CONSUMER

Convenience

Comprehensive 
Sick Care

Transparency 
to Make 
Informed 
Choices

Social,
 Emotional and 

Behavioral 
Needs

Empowerment 
and Trust

Partnership 
in Wellness 

and Well-being
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Loyalty-Driven Growth Playbook Requires Deep Customer Insight That 
Informs a New Array of Strategic Levers

DEEP CUSTOMER INSIGHT

ENGAGEMENT TRUSTED 
ADVISORSHIP

UNIQUE VALUE 
PROPOSITION

FRICTIONLESS
 EXPERIENCE

Comprehensive
Gastrointestinal 

Health
Health coaches

PELOTON
Community, 

classes, 
challenges

NETFLIX
On-demand 

streaming content

CUSTOMER LOYALTY

Amazon
1-click buy



Confidential and Proprietary © 2023 Sg2 25

Poll #2: Which strategic levers do you believe are the most effective 
starting points for your loyalty-driven journey?

 Removing Friction
 Driving Engagement
 Building Trusted Advisorship
 Going to market with an offering with a unique value proposition
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Frictionless Experience



Confidential and Proprietary © 2023 Sg2 27

Archbold Medical Center + Tiller-Hewitt HealthCare Strategies

Fueling Growth and Value via Strategic Prioritization and 
Implementation of Access and Capacity Solutions

PCP = primary care physician. Sources: Sg2 Interview With Tiller-Hewitt HealthCare Strategies, October 2022; Sg2 Analysis, 2022.

STEP 1
Measure Leakage

Identified MRI and CT 
as top leakage opportunities

STEP 3
Implement Ongoing Feedback 
for Continuous Improvement

STEP 2
Map the Journey and Streamline

1 25 110

Imaging
growth team

Members Access and 
referral issues 
identified and 

resolved

378 25 1

Access and 
referral issues 
identified and 

resolved

Disparate referral 
processes 
mapped, 

standardized and 
simplified

Streamlined
 method

Imaging Referral Improvement Event

Specialty Referral Process ImprovementRESULTS
PERFORMANCE TOTALS: 12 MONTHS

378 
Duplications 

resolved

$122M 
Top-line 
revenue 

$34M 
Incremental 
net revenue 

22%

CT 
increase

110
Capacity 
issues 

resolved

19% 
MRI 

increase 

FRICTIONLESS EXPERIENCE
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Engagement
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ACADEMIC MEDICAL CENTER + SHAREMD CONNECT

Propelling Patients Into Heart Valve Treatment Through 
Targeted, Personalized Engagement and Activation

AFib = atrial fibrillation. Sources: Sg2 Interview With ShareMD Connect, April 2023; ShareMD Connect and Sg2 Analysis, 2023.

STEP 1
Study the Consumer Journey

STEP 2
Segment the Consumers to 
Understand Their Unique Barriers

RESEARCHING OPTIONS
I’m researching and

 weighing my options

SEEKING HELP
I’m looking for guidance to 
help me make a decision

HESITATION
I’m unsure if I want to 

take the next step

READY TO TAKE ACTION
I’m ready to talk to a professional

STEP 3
Engage With Relevant, Value-
Add Content and Education

Thank you so much 
for taking the time 
to explain that to 
me. I feel so much 
better now that I 
finally understand 
what AFib is and 
how it’s generally 
treated. I am ready 
to schedule that 
appointment now.

After a 20-minute conversation, consumer 
is ready to take the next step in their care

Hello, this is nurse 
Lynn. I was a cardiac 
RN for over 20 years. 
I’m sorry to hear 
what’s going on, but 
I’m happy to educate 
you on AFib. I can 
connect you to our 
provider partner, 
Emory, who has 
excellent 
cardiologists to follow 
up with.

ShareMD RN reaches out to consumer by 
phone to identify and address needs

Apathetic

Scorecard

Language, Cultural, Social /20

Technological /20

Economic /20

Environmental /20

Coverage /20

Healthcare Access Index Total /100

 21-49  50-74  75-100

CATEGORY (20 points each) OVERVIEW MOTIVATORS CATEGORY SCORE (Out of 
20)

Messaging 
Considerations

Goals

Motivations

Pain Points

H
EA

LT
H

 C
AR

E 
AC

C
ES

S 
G

U
ID

E
H

EA
LT

H
 C

AR
E 

AC
C

ES
S 

G
U

ID
E

9

6

15

8

7

45

I don’t go to the doctor unless 
I’m really sick…I mean really 
sick.

AGE: 35
EDUCATION: High School 
Diploma
HOUSEHOLD INCOME: $58K
PRIMARY LANGUAGE: Non-
English

SELFFACILITATED

HIGHLOW

MOTIVATION

Healthcare Access Index Total

Thank you so much for 
taking the time to explain that 

to me. I feel so much better now 
that I finally understand what AFib 
is and how it’s generally treated. 

I am ready to schedule that 
appointment now.

After a 20-minute conversation, consumer 
is ready to take the next step in their care

RESULTS
PERFORMANCE TOTALS: 9 WEEKS

$2.8M 
7:1 ROI

38 Days to 10 Days 
Appointment wait times

98%
Patient satisfaction

ENGAGEMENT
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Trusted Advisorship



Confidential and Proprietary © 2023 Sg2 31

COMMUNITY HEALTH SYSTEM + Sg2

4%

12%

17%

21%

Urgent
Care

Primary
Care

Specialty
Care

PT/OT

Wellness-Focused Access Channels Are the Road to Strong, 
Trust-Based Partnerships With Health Care Consumers

$4,800

$2,200

$1,400

$500 

STEP 2
Valuate the Engagement at Each Access Channel by 
Quantifying Its Impact on Downstream Revenue

Downstream Revenue Attributed to Engagement via 
Each Type of Channel Over a 3-Year Span per Patient

Access Channels by Type, Volume and Value of 
Customers Engaged

STEP 1
Analyze the Consumer Segments of Each Access 
Channel and Their Respective Lifetime Values

RESULTS
Built a strategic plan to engage with the priority 
high-value segments: 

 

…by expanding footprint in PT/OT, behavioral 
health and alternative care as best opportunities 
to drive long-term engagement. 

Identified 
opportunity to 
increase total 
revenue by 

6%.

HIGHEST- 
VALUE 

PATIENTS
WOMEN

CHRONIC 
DISEASE 

PATIENTS

Sources: Proprietary Sg2 All-Payer Claims Data Set; IQVIA; Sg2 Analysis, 2023.

TRUSTED ADVISORSHIP
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Measure what matters: ingrain KPIs 
that reflect consumer-centric value 
and loyalty at top leadership levels

Invest into deep, 360-degree 
consumer insight and feedback 

capabilities

Shift the growth mindset from 
growing market share to growing the 
share of your core customers’ needs 

Embed the loyalty-focused growth 
levers into enterprise and service-

line growth playbooks

Embrace outside-in approach to 
design informed by consumers, 

physicians and frontline staff

Ground value proposition in meeting 
consumers’ comprehensive needs 
and pain points, not just delivering 

sick care services

Consumer Centricity Is Transformative, but It Requires Thinking 
and Operating Differently Now
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Source: Sg2 Analysis, 2023.

Loyalty-Centric 
Transformation 
Is an Agile, 
Stepwise 
Journey That 
Starts With 
Early Wins 

Expansive
(Midterm)

Aspirational
(Long-term)

Top Priority
(Short-term)

Secure no-regret, low-
hanging fruit to 

demonstrate early success, 
gain buy-in, and self-fund. 

Introduce customer-
centric KPIs and evolve 
growth playbooks with 

loyalty-focused 
strategies.

Pivot to transform your 
organization’s mindset.

Adopt a customer-first 
view at the heart of 

enterprise strategy, 
organizational 

structure and culture.

Implement broader-scale 
investments into 

consumer-centric 
programs and services.

 
Define a consumer-
focused leadership 

function and embed the 
vision throughout the 

organization. 



QUESTIONS?
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Yelena Bouaziz
Principal, Solution Strategy & Innovation
Sg2
Email: ybouaziz@sg2.com

Yelena is a seasoned thought leader, innovator, and trusted advisor to health system leaders across the country in 
transforming healthcare delivery into a deeply consumer-centric and value-driven system of health and wellbeing. As 
the solution leader in the Sg2’s Consumer Innovation business unit, Yelena combines the most modern consumer 
practices from the retail sector with her deep knowledge of the healthcare industry and data analytics. Her expansive 
expertise helps health systems create a bold call-to-action and build the solutions providers need to execute on it. In 
this era of disruption, healthcare providers must shift the mindset from being institutions that deliver services to ones 
who build long-term customer relationships to deliver on their mission and thrive financially for decades to come. 
Yelena is dedicated to helping them achieve this.



Tammy Tiller-Hewitt FACHE
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Tiller-Hewitt HealthCare Strategies
Email:  tth@tillerhewitt.com
Office: 618-651-8700

Speaker, Amazon #1 Best Selling Author and Industry Leader in strategic market share growth, Tammy Tiller-Hewitt is 
the founder, president and chief executive officer of Tiller-Hewitt HealthCare Strategies, a leading healthcare solutions 
company that specializes in rapid strategic growth, physician engagement, new provider integration for rapid ramp-up 
and long-term retention, results-oriented professional sales and outreach team development.

Tiller-Hewitt is a Fellow of the American College of Healthcare Executives, the nation’s leading professional society for 
healthcare leaders. She is President-Elect of ACHE’s Mid-America Healthcare Executives Forum, receiving the ACHE 
Recognition Award for her professional contribution to healthcare management excellence through volunteer service to 
ACHE. 
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Solutions Appendix





TILLER-HEWITT RESULTS
 ARCHBOLD MEDICAL CENTER



TILLER-HEWITT RESULTS – 
 LAKE CHARLES MEMORIAL HEALTH SYSTEM



TrackerPLUS PRM SOLUTION



Growth Strategy Physician Integration  

01| Rapid Ramp-Up – Internal Collaboration

02| Provider Mentorship Program

03| Family Integration Program

04| Long-Term Engaged Productive Providers

Long-term retention starts way before and goes way beyond recruitment



Opportunities/Challenges Results  -  Featured Publications

• Rapid Growth | 100 Annual Recruits
• Connectivity/Communication
• Retention Safeguards
• Physician Comradery

• Difficulty Recruiting  
• Slow Ramp-Up
• High Turnover
• Slow Credentialing Process
• Lack of Internal Collaboration

• Impasse Between Organizations
• Poor Recruitment/Retention/Staffing
• Toxic Provider Burn-out /Treatment
• Generational “Factions”
• Financial Losses

• Recruited + 150 Peds Subspecialists
• From 14 to 5 months
• From 11.5% to 2.7%
• From 322 to 84 days
• Mentorship Program

• 100+ Participated 
• 50 Provider Interviews
• 200 Action (Improvement) Items
• Master Check List
• Mentorship Program

• Reunited in Mission
• Immediately Retained 2 Hospitalists
• Fully Staffed Provider Team
• Mentorship Program
• Reduced LOS/Re-Adm
• Geo-Rounding Instituted

Named Top 100 Hospital 
for 

“SPEED OF IMPROVEMENT”

Liaison Program Launch  
onboardPLUS Program

Expanded Outreach Team

• Rapid Growth | 75 Annual Recruits
• <10% Experienced Best Practice
• Disparate/Duplicate Processes
• Slow Ramp-up to Productivity

• 75+ Participated
• 38 Value Stream Maps 
• 142 Action Improvements Discovered
• Master Check List
• 40 Virtual Mentorship Matches (COVID)



New Rapid Impact Growth Solution


	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Loyalty-Centric Transformation �Is an Agile, �Stepwise �Journey That �Starts With �Early Wins 
	The Pandemic Disrupted the Industry Economics in a Profound Way
	The Traditional Approach to Differentiation Is No Longer Working
	Case in Point—Chicago Colonoscopy Market�
	Health Systems Must Act Now and Disrupt the Disrupter to Stay in the Game
	Systems of CARE Have Been Designed to Capture Distinct Episodes of Sick Care with Market Share and Service Mix as the Core Goals
	What Does a Market Share of 30% Truly Mean?
	Transactional Care Has Led to Fragmented Patient Relationships and Overreliance on New Customer Acquisition
	Only a Small Portion of Patients Tend to Be Loyal to a Single Health System…Even at the Level of a Service Line
	Slide Number 17
	And Yet, the Longitudinal View of Customers’ Value Reveals That Loyalty and Retention Are the Keys to Financial Sustainability and Growth
	Poll #1: Where is Your Organization in its Efforts to Drive Long-term Relationships and Loyalty?
	Measuring What Matters?
	Slide Number 21
	Transform to a Customer Strategy Mindset
	Earning Loyalty Requires a Comprehensive Approach to Serving the Diverse and Heterogeneous Needs of Health Care Consumers
	Loyalty-Driven Growth Playbook Requires Deep Customer Insight That Informs a New Array of Strategic Levers
	Poll #2: Which strategic levers do you believe are the most effective starting points for your loyalty-driven journey?
	Slide Number 26
	Fueling Growth and Value via Strategic Prioritization and Implementation of Access and Capacity Solutions
	Slide Number 28
	Propelling Patients Into Heart Valve Treatment Through Targeted, Personalized Engagement and Activation
	Slide Number 30
	Wellness-Focused Access Channels Are the Road to Strong, Trust-Based Partnerships With Health Care Consumers
	Slide Number 32
	Loyalty-Centric Transformation �Is an Agile, �Stepwise �Journey That �Starts With �Early Wins 
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	Slide Number 39
	TILLER-HEWITT RESULTS� ARCHBOLD MEDICAL CENTER
	TILLER-HEWITT RESULTS – � LAKE CHARLES MEMORIAL HEALTH SYSTEM
	TrackerPLUS PRM SOLUTION
	Growth Strategy Physician Integration  
	Slide Number 44
	New Rapid Impact Growth Solution

