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Title 

CLIENT UTR IVR Pilot
Executive Summary 

The Pilot tested using IVR technology to connect with Unable to Reach (UTR) Pt. that previously had been called up to 8 times with no contact.  The goal was to evaluate can IVR be used to enroll Pt. without a live agent.  Past success rate with live agents calling UTR Pt on their 9th, 10th, or 11th attempt had resulted in about a 1% or less enrollment rate.   Success for this pilot was defined at 1.5% enrollment rate, based on the total population called by the IVR vendor, Vendor.  A total of 23,804 were called by the IVR Vendor.
The pilot attempted the following:  

1. Enroll Pt by them agreeing to schedule time with a Health Coach

2. Collect the Day and Time a Health Coach can call them

3. Ask them if they would take the Health History and then have them answer up to 10 questions of the Health History

The IVR pilot was designed to be self contained, meaning that Pt. did not have an option to speak with a live agent.  There was a max of 3 more attempts made over a one week period.   On the first and third attempt a voicemail message would be left.  The self contained structure allowed the IVR to call over 23,000 Pt. in a 3 hour period, but did not allow for Pt to transfer to a live agent.   
Pilot Results:
· This pilot exceeded the threshold of 1.5% enrollment rate and achieved a 3.0% rate.  

· A total of 743 Pt, who have said “Yes” to scheduling with a Health Coach, have been enrolled in ABC Company program.  

· Of the Pt. that authenticated, 3585, we had 21% conversion rate of Pt. that agreed to schedule time with a Health Coach. 

· The call campaign had 85,700 calls made. 

· The total minutes used was 55,020.
Introduction 

ABC Company has the goal of efficiently reaching out to members with certain health conditions and informing them of the benefits associated with enrolling in the BlueCare Connections health management program.

There are Pt who ABC Company has made many attempts, but has been unsuccessful in reaching the.  These Pt are classified as ‘unable to reach’ (UTR) despite multiple outbound attempts by enrollment specialists.  ABC Company wants to make an additional effort to reach these Pt by using new methods of communicating.  

In this Pilot ABC Company will use IVIR technology to make additional attempts to reach and enroll these Pt.  The Pilot will utilize a third part, Vendor, to design and implement a program using IVR to connect and enroll these UTR Pt’s.   

Vendor provides services and technology that enable healthcare companies to affordably and effectively interact with patients and members in their homes. Vendor's automated calls give healthcare enterprises the power to proactively communicate with thousands of customers at a time and can be used to educate members (a valuable customer satisfaction tool), collect information (critical for effective member management), and drive behavior (important for driving revenue and helping improve clinical outcomes). 

Vendor calls are dramatically more effective than letters, e-mail or the web and more affordable than calls made by live agents. Flexibility and ease-of-use allow our customers to deploy calls in a matter of hours. Vendor drastically reduces the cost of communicating with clients while improving financial results and customer care.

Description of the initiative/program 

This pilot involved CLIENT UTR Pt., whom a max of 3 different attempts was made over a one week period, with the intention of enrolling the Pt in the CLIENT Mediated program.  IVR technology was used to reach out to these Pt’s and the IVR vendor did us their data enrichment services to find the most current phone number.  The script used with the IVR was completely automated so as not to transfer or involve a live agent.  The script had two purposes, one to enroll and schedule a time for the health coach to call the Pt, second to complete the Health History.  Below are details on the pilot.

The population for this campaign, 23,804, is of UTR Pt.’s that have had up to 8 attempts with no success.  The first of the three attempts started on June 3rd and the third was completed on June 11th.  The campaign will stay open till June 25th to allow Pt. who were left a voicemail the ability to call back and enroll.
 

Vendor will conduct the automated interactive outreach to introduce the benefits of the program and conduct ABC Company Health History survey.  Once a member is reached and identified, this outreach call will communicate the benefits of the XYZ Company Connections program, ask them to schedule time with a Health Coach, collect the Pt. preferred day and time and ask a portion of the health history questions. 

Answering machine message:

For those members who are not reached directly, a HIPAA compliant answering machine message will be left that directs them to call back using Vendor’s toll free number.  The member will hear the same message as those reached directly and be offered the same opportunity to complete the Health History.  
For details on the proposal submitted by Vendor click on this link: 

Attempt Schedule:

	ATTEMPT 1

	Number of Pt. to call
	23,804

	Wednesday June 3rd 
	COMPLETED

	Thursday June 4th 
	COMPLETED

	Calls made from 5 PM to  8 PM Pt. local time

	ATTEMPT 2

	Number of Pt. to call
	21,893

	Saturday June 6th
	COMPLETED

	Calls made from 10 AM to 4 PM Pt. local time

	Monday June 8th
	COMPLETED

	Calls made from 5 PM to  8 PM Pt. local time

	ATTEMPT 3

	Number of Pt. to call
	20,680

	Tuesday June 9th
	COMPLETED

	Wednesday June 10th
	COMPLETED

	Calls made from 5 PM to  8 PM Pt. local time


Script Used can be found here:
Evaluation Methods 
This pilot will compare against standard metrics used in the call center and will analyze results in new areas like completing a Health History through an IVR.   The results will be compared to the following:  Data Enrichment, Enrollment Rate, Conversion Rate, Speed to Enrollment, Health History completion rate and ROI.  ABC Company has never used an IVR to collect data from Pt. around the Health History questions and it is unknown what percentage of Pt will agree to do this over the phone, of those that start the HH over the IVR, or what percentage will complete all 10 questions.

Data Enrichment 

Pilot will also analyze the effect that Vendor’s data enrichment has on the results.  Will identify the percentage of Pt that new numbers are found compared to Pt where numbers were confirmed or not found.

Enrollment Rate

Objective of the pilot was to enroll 1.5% of the total Pt. provided excluding those that meet Vendor’s exclusion criteria.  This percentage is based on the average success rate that ABC Company has had with enrolling UTR Pt.
Conversion Rate

Pilot will also compare conversion of Authenticated (RPC) to enrolled.  Conversion rate for the IVR will look at those that authenticate vs. those that enroll.  And it will look at the conversion rate of those that answered the question yes vs. no.
Question: Would you like to make an appointment to speak with a health coach?
Speed to Enrollment

Pilot will look at the speed to enrolling Pt. through this pilot, at how many calls and enrollments can be performed in three different attempts.  It will also compare the time it would have taken ABC Company to make as many attempts.
ROI

Pilot will look at the ROI.  How much of the first month’s revenue does it take to enroll a Pt.  We will look exclusively at the vendors cost when analyzing ROI. 
Results/findings 
· The goal of the pilot was to have 1.5% of Pt. called by Vendor say “Yes” to scheduling with a Health Coach.  

· This pilot exceeded this threshold and achieved a 3.0% rate.  

· This pilot exceeded the threshold of 1.5% enrollment rate and achieved a 3.0% rate.  

· A total of 743 Pt, who have said “Yes” to scheduling with a Health Coach, have been enrolled in ABC Company program.  

· Of the Pt. that authenticated, 3585, we had 21% conversion rate of Pt. that agreed to schedule time with a Health Coach. 

· The call campaign had 85,700 calls made. 

· The total minutes used was 55,020

Overall results and results for each attempt are as follows:
	
	Attempt 1
	Attempt 2
	Attempt 3
	Total

	Enrollment
	 
	 
	 
	 
	 
	 
	 
	 

	Pt. who said Yes to scheduling with a Health Coach: 
	371
	 30%
	184
	 26%
	188
	 28%
	743
	 28%

	(Identifies the Pt. that have Authenticated and have agreed to have a nurse call them.)
	 
	 
	 
	 
	 
	 
	 
	 

	Pt. who said No to scheduling with a Health Coach: 
	889
	70%
	520
	74%
	473
	72%
	1892
	72%

	(Identifies the Pt. that have Authenticated and have not agreed to have a nurse call them.)
	
	
	
	
	
	
	
	

	Health History of those that Enrolled
	 
	 
	 
	 
	 
	 
	 
	 

	Pt. who started the HH: 
	251
	68%
	120
	65%
	128
	64%
	499
	67%

	(Identifies the number of Pt. who said "Yes" to a HH.  Percentage is derived from the number who said "Yes" to a HH divided by those that said "Yes" to speak with Health Coach.)
	 
	 
	 
	 
	 
	 
	 
	 

	Pt. who completed the HH
	243
	97%
	115
	96%
	123
	96%
	481
	96%

	(Identifies the number of Pt. who completed the HH.  Percentage is derived from the number that completed the HH, divided by the number who said "Yes" to starting a HH)
	 
	 
	 
	 
	 
	 
	 
	 

	Conversion of Pt. Called
	 
	 
	 
	 
	 
	 
	 
	 

	Total Called
	23804
	 
	21893
	 
	20680
	 
	23804
	 

	(Identifies the total number of unique Pt. called)
	 
	 
	 
	 
	 
	 
	 
	 

	Enrolled
	371
	1.6%
	184
	0.8%
	188
	0.9%
	743
	3%

	(Identifies the Pt. that have Authenticated and have agreed to have a nurse call them. Percentage identifies the number enrolled, divided by the total number of unique Pt. called.)
	 
	 
	 
	 
	 
	 
	 
	 

	Conversion of Authenticated
	 
	 
	 
	 
	 
	 
	 
	 

	Total authenticated
	1771
	 
	975
	 
	839
	 
	3585
	 

	(Identifies the total number of Pt. that done a double authentication.  They said yes to their name and provided their year of birth.)
	 
	 
	 
	 
	 
	 
	 
	 

	Enrolled
	371
	21%
	184
	19%
	188
	22%
	743
	21%

	(Identifies the Pt. that have Authenticated and have agreed to have a nurse call them. Percentage identifies the number of Pt. enrolled, divided by the number of Pt. who Authenticated)
	 
	 
	 
	 
	 
	 
	 
	 


Details on Attempts

Attempt 1

The first attempt, out of three, has been completed with the following results.  The first attempt of the campaign has netted a total of 371 Pt. who have said “Yes” to schedule an appointment with a Health Coach.  This is a 1.6% enrollment rate based on the total, 23,804 Pt. that were called by this campaign, which has met our success criteria of 1.5%.  When we compare number of enrolled 371 Pt. to the number of Pt. who authenticated (confirmed name and provided year of birth) 1771 we have a 21% conversion rate. 

Attempt 2

Second attempt out of three, has been completed with the following results.  The second attempt did not leave a voicemail, unless the Pt. had not received a voice mail on the first attempt.  The first attempt of the campaign has netted a total of 184 Pt. who have said “Yes” to schedule an appointment with a Health Coach.  This is a 0.8% enrollment rate based on the total, 21,893 Pt. that were called.  When we compare number of enrolled 184 Pt. to the number of Pt. who authenticated (confirmed name and provided year of birth) 961 we have a 19% conversion rate. 

Attempt 3

Third attempt out of three, has been completed with the following results.   The Third attempt did leave a voicemail.  The first attempt of the campaign has netted a total of 177 Pt. who have said “Yes” to schedule an appointment with a Health Coach.  This is a 0.9% enrollment rate based on the total, 20,680 Pt. that were called.  When we compare number of enrolled 177 Pt. to the number of Pt. who authenticated (confirmed name and provided year of birth) 789 we have a 22% conversion rate.   

Data Enrichment 

Vendor’s data enrichment services were used to find the best number.  They found 12.5% with a new number, confirmed the LM number for 45% and could not find any number as new or confirm for 42.5% of the Pt.

Of the 12.5% of the Pt with enriched numbers, 2.3% of them enrolled and completed a HH, while 1.9% of the Pt that no number was found enrolled and completed a HH.  This is a 20% lift from data enrichment.

Enrollment Rate

Objective of the pilot was to enroll 1.5% of the total Pt. provided excluding those that met Vendor’s exclusion criteria.  This pilot showed a 3.1% enrollment rate.  743 Pt enrolled through the IVR out of 23,804 Pt.
	Enrollment Rate
	Pilot
	Call Center

	CLIENT
	3.1%
	1% (On average for UTR’s)


Conversion Rate

Pilot will also compare conversion of Authenticated (RPC) to enrolled.   The conversion rate is based on the number of Pt. that Authenticated.  Authenticated is defined as those that completed the following two questions:
· Is this [[NameFirst]]? Please say “Yes” or “No.”

· Thank you. For your protection and to ensure we are speaking with the right person, after the chime please enter or say the year in which you were born. For example, if you were born in 1968, say 1 – 9 – 6 – 8. 

Conversion rate was split into numbers.  
First we compared those that authenticated.  This group included those that stayed on the call for the intro and answered the question about scheduling a Health Coach and those that dropped.  Second we compared just those that Authenticated and answered the question about scheduling a Health Coach.

There is a 21% conversion rate compared to all Pt. that authenticated.  When focused on just those that answered the question about scheduling a Health Coach the conversion rate increased to 28%.

	Conversion Rate
	Pilot
	Call Center

	CLIENT
	21% (Authenticated)
28% (Authenticated/answered first Question) 
	27% (May Results for all attempts)


Speed to Enrollment

Pilot looked at the speed to enrolling Pt. with IVR technology.  Results the number of calls made during each of the 3 attempts.  We also looked at the time it would take to call IVR vs. ABC Company.
Pilot

Called 23,804 Pt. in a week making a max of three attempts.  
Attempts were made over two days in a 3 hour period in each day.  The three hour period was from 5 pm to 8 pm local time for the Pt based on their zip code.  
First day of each attempt yielded 90% of the calls being made.

Resulted in:

	
	First Attempt
	Second Attempt
	Third Attempt
	 

	
	out
	out
	out
	Total

	
	#
	%
	#
	%
	#
	%
	

	CALLS MADE
	 
	 
	 
	 
	 
	 
	 

	Pt. Called
	23804
	
	21892
	
	20680
	
	23804

	Answered*
	6099
	26%
	4993
	23%
	4684
	23%
	15776

	Answering Machine*
	13050
	55%
	11970
	55%
	11346
	55%
	36366

	Busy*
	619
	3%
	3122
	14%
	551
	3%
	4292

	No Answer*
	9250
	39%
	8784
	40%
	8957
	43%
	26991

	Unknown*
	512
	2%
	308
	1%
	636
	3%
	1456

	Total Calls made*
	29530
	
	29177
	
	26174
	
	84881


* Numbers do not represent unique Pt, but total calls made.
ABC Company would have taken more then two weeks with 15 ES available to make the 3 attempts on 23,804 Pt call 8 hours a day.
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Graph provided by WFM.
ROI

ROI looked at the cost of the campaign compared to the revenue brought in.  With 743 Pt who said “Yes” to a Health Coach, the cost to enroll accounts for 19% of the first month revenue.  In other words it cost $25.78 to enroll a Pt, while the revenue generated for the Pt that month is $136.02.  

Chart outlines the cost and Revenue generated if all 743 Pt. enroll in the program.
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Discussion 
Enrollment

The pilot highlighted that IVR technology is a good tool to reach out and enroll Pt.  The pilot exceeded the 1.5% threshold and achieved a 3.0% success rate.    Looking at the data it is clear that the first attempts yields the greatest amount of enrollments, in this case it yielded 51% of the total.  Vendor communicated that 3 attempts should yield 50% on the first attempt, 35% on the second and 15% on the third.  But in our case, second and third attempt yielded about the same, 25% and 24%.  Why did this occur?  What is the different between the second and third attempt?  The difference between the two was the second attempt a voicemail was not left and the third attempt a voicemail was left.  In looking at the data it seems that by not leaving a voicemail on the second attempt it shifted 10% of the results to the third attempt.  Or if we had left a voicemail on the second attempt would we have increased our numbers overall?  This could be addressed in a future pilot.
HH completion

Going into the pilot it was not clear from ABC Company standpoint how many Pt would actually answer any of the Health History questions through an IVR.  Vendor had communicated that they had seen good success with doing an HRA through an IVR.  In one example they showed that 47% of those authenticated would complete the survey.  Another example they provided was the 86% of Pt who started an HRA completed it.
The results in this pilot exceeded all results that Vendor provided us.  66% of the Pt. who enrolled said yes to answering additional questions (Health History).  Of the 66% who started the HH, 96% completed all 10 questions.  This exceeded all expectations within ABC Company on completing a HH through an IVR.

Speed to Enrollment

The IVR is able to make large amounts of calls in a short period of time.  23,804 Pt were called in a 3 hour window on three different days to complete the three attempts.  A total over 85,000 calls were made.  During the first attempt, in the three hour window, there were over 29,540 calls were made, 6099 calls were answered and 13,050 voicemails were left.  In addition 1,426 Pt authenticated and the IVR system was able to handle 371 signing up with the Pt which equates to 2 enrollments occurring every minute during the first attempt. 

Data Enrichment 

In evaluating the impact of data enrichment, it is clear that there was a 20% lift.  What was also very interesting is that nearly an equal portion of those the enrolled were from Pt that no new number was found.  This would lead to the fact that ABC Company did have the right number to contact them, but was not able to contact them.  
What this pilot and IVR technology allowed us to do is call these Pt during the sweet spot of 5 pm to 8 pm Pt local time.  Since this was self contained script, the automated portion of this technology allowed us to be connected with more Pt in a 3 hour window then ABC Company staff levels could handle.
The IVR technology allowed ABC Company to strategically call a large number of Pt during the time that Pt’s are more likely to answer their phone.  This allowed ABC Company to connect with Pt that previously had 8 attempts with no luck.
Conversion Rate

Comparing the pilot’s conversion rate is not an apples to apples comparison since there are no standard reports looking at UTR conversion rates only.  This pilot focused on the conversion rate of the UTR’s provided for this campaign.  
The Pilot showed a 21% conversion rate for all Pt that authenticated this below the call center rate of 27% for May.   But when you look at just the Pt that answered the question about scheduling a Health Coach the conversion rate rises to 28%, which is about the same as the call center.
Speed to Enrollment

The pilot was able to call 23,804 in a week with 3 attempts, while using 15 ES’s from ABC Company would have taken over two weeks.  In addition the pilot was able to make all attempts during what is considered the sweet spot of the hours from 5 pm to 8 pm.  This could have been a factor with the kind of results that were achieved.

ROI

In order to achieve a positive ROI the pilot needed to enroll at least 1.5% of the Pt sent to Vendor.  Since the pilot reached a 3.0% enrollment rate the ROI has been very positive.  If all 3.0% of the Pt move to engagement then the cost of the program is 19% of the first months revenue.  Meaning the program cost is 1/5th of the revenue generated in the first month.
We understand from past performance that not all Pt who agree to enroll make it to engagement and continue the program.  If only 50% move to engagement the ROI is still positive.  It would cost $51.56 to enroll a Pt which would 38% of the first months revenue.  Meaning the program cost is about 1/3rd of the revenue generated in the first month.
Other Facts

Initial analysis indicates that leaving a voicemail yields about 0.7% enrollment.  Meaning out 1000 Pt. 7 will enroll.  This would mean that if a voicemail was left on the second attempt we possible could have enrolled an additional 67 Pt. based on the fact that we reached 9683 Pt. answering machine. Attempt 3 did leave a voicemail and it is unclear if there would have been a extra yield by adding a voicemail on attempt 2 or if Attempt 3 caught these Pt.  This could be tested in a future campaign.  
Conclusion 
The CLIENT UTR IVR pilot was successful for several reasons.  It identified that IVR is a viable tool to be used to enroll Pt and should be added to enrollment methodology.  It achieved this by exceeding the needed outcome of 1.5% enrollment to be successful, by achieving 3.0% enrollment rate.  It was able to call 23,804 Pt in a week while calling during the sweet spot of 5 pm to 8 pm.  

In addition the pilot showed great success with having Pt complete questions from the Health History (HH) through an IVR.  Of the Pt that agreed to start the HH, 96% of them completed every question.  This identified the opportunity that ABC Company could administer the HH through the IVR and reduce the time an ES, CNC, or HE spends administering the HH.
The pilot also identified opportunities where additional success can be explored.  One group is the 1892 Pt that said No to scheduling time with a Health Coach.  These Pt were not convinced based on the script to sign up.  These were captivated Pt since they answered both questions to authenticate (name and provided year of birth) and listened to the intro to the program.   It is believed there is an opportunity, in a future campaign, to warm transfer all these Pt to an ES.  The ES then would then have the opportunity to address any barriers and enroll the Pt.

The scrip used in this pilot can be used for any enrollment, not just UTR Pt.  The design of the script could be used with 1st, 2nd, and 3rd attempt tries.  
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