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Learning Objectives
Get to Know Someone in Minutes

1
2
3
4

Identifying Assumptions About Audiences

Forming Profiles and Personas

Moving from Assumptions to Goals

Validating with Data and Taking Action



Steps
Get to Know Someone in Minutes

1
2
3
4

Segmentation

Business Case

Forming Personas 

Wrap Up



Where do 
I go?

Are they part of
a system I trust?

Whom should
I see?

How much
will it cost?

Segmentation
Become a Part of the Consumer’s Ecosystem



Segmentation
Forecasting Segments a Generation Ahead



Segmentation
Forecasting Segments a Generation Ahead



Millennials, wow!

 Multichannel access

 On-demand access

 Multichannel scheduling

 Navigation

 Virtual care options

 Relevant price information

 Bundling/reference pricing

 Culturally responsive 
communications and options

2012 2017

Segmentation
Moving Your Consumer Strategy Toward 

Something More Tangible, Executable



Segmentation
Why This is So Important – Because it Can Go 

Very Wrong…

 Designed for 
women

 Jewel-effect rims

 Handbag hook

 “Thoughtful 
feminine 
touches…”

“A car for women? Cosmopolitan and SEAT under fire for new vehicle,” Zahra Jamshed, September 26, 2016, CNN.com.

Does Segmentation Always Equal Success?

Introducing the SEAT Mii



Segmentation
…Women Across the Globe Say…

“A car for women? Cosmopolitan and SEAT under fire for new vehicle,” Zahra Jamshed, September 26, 2016, CNN.com.



Definition
What Makes a Good Segment?

A Segment is “Good” When It’s:
• Identifiable   and   Distinctive:   Specific   needs   within   groups   

should   be   unique  and unambiguous
• Substantial:  Market  size  should  be  large  enough  for  organizations 

to  pursue from  an economic standpoint
• Measurable:  Segments  should  be  clearly  identified  and  described  

so  as  to  prioritize segments 
• Reachable:   Segments   should   be   accessible   so   that   

organization can   effectively communicate  their messages about 
products or services

• Actionable: Segments should be stable enough to justify marketing 
efforts



Definition
What Are the Possibilities?

• Geography
• Demographics
• Home environment
• Access to healthcare
• Diagnosis and co-morbid conditions
• Current Utilization
• Prescription compliance
• Role in Care
• Behavioral Risk Factor
• Needs-based
• Psychographic

More 

descriptive 

and 

personal



Activity
How Do You Define Segments?

• Identify typical categories for 
your target audiencesIndividual

• Document the categoriesGroup

• Discuss and document the 
assumptions of these categoriesGroup



Activity
We’ve Segmented the Room!

Remember that candy that you received 

when you first joined our session? 

It was for more than just a sugar rush…...

We are going to use it to break in smaller work groups

to create personas for the following targets:

Patients; 

Philanthropic Donors; 

Referring Physicians 

& Employees



Activity
It’s Not About You

• Review your data, look for qualitative 
and quantitative characteristics from 
a variety of sources1

• Enter your selected data into the 
template2

• Review and solicit feedback on your 
persona3



Personas
Bringing Segments to Life

Bringing to life key segments through examining descriptors, behaviors 

and needs. 

Persona Development:

• Segment differences

• Demographics

• Psychographics

• Needs and Preferences



1. Data
What do we know?



2. Worksheet
A Little Bit About Myself

Who am I? 

• Income:

• Educational background: 

• Profession:

• Location:

• Other:

What I want in a relationship (Needs):

•

•

•

•

•

What are my hang-ups? (Pain points)

•

•

•

•

•

How do I make choices (Decision Factors)?

•

•

•

•

•

Why am I here today?

What’s my prior experience?  

•

•

•

•

•

If I were you tell you about myself in a few sentence, I’d say:

How will I evaluate our fit (Influences)?

•

•

•

•

•

If someone were to choose my nickname, it would be: My selfie:



3. Reality Check
Is This a Good Fit?

Relate Approve Date



Business Case
Let’s Get Out There!

• Brand 
• Access Strategy
• Donors
• Experience Management
• Growth Strategy
• Marketing Strategy
• Website
• New Products
• Employee Engagement



Roswell Park
Increase Mammography Awareness/Volume 

---Tone---
Empowering

Motivating

Celebratory

Relatable 
to the everyday 

woman

Screening Inquiries

Includes phone calls to 

ASK RPCI & 

Online Forms



sg2
New Products

In 2015 Sg2 began a process to build its latest market release: 

PATIENT FLOW

More than 30 Sg2 employees spent a half-day focusing on the 

competitive landscape, analyzing total spend in this market 

segment and ultimately creating PERSONAS of...

• Existing products in the market

• Buyers

• Users

This exercise informed the product's development, pricing, 

market positioning and marketing materials for this product.



MD Anderson
Customer Experience

Source: Conf Presentation



Recap
Get to Know Someone in Minutes

1
2
3
4

Identifying Assumptions About Audiences

Forming Profiles and Personas

Moving from Assumptions to Goals

Validating with Data and Taking Action



Start Dating!
Becoming a Champion

Supports the vision Provides informal 
feedback as to 
initiative progress 

Addresses challenges

Models moral behavior

Advocates for the 
customer

Guides tweaks in the 
initiative

Facilitates conversations

Develops and enables 
others to act

Gathers and distributes 
insights from cross-
functional sources

Integrates operations, 
culture and brand



We Appreciate the Opportunity
Thank You



The mission of Roswell Park Cancer Institute (RPCI) 
is to understand, prevent and cure cancer. 

Founded in 1898, RPCI is one of the first cancer 
centers in the country to be named a National 

Cancer Institute-designated comprehensive 
cancer center and remains the only facility with 

this designation in Upstate New York. 

The Institute is a member of the prestigious 
National Comprehensive Cancer Network, an 

alliance of the nation’s leading cancer centers; 
maintains affiliate sites; and is a partner in 

national and international collaborative programs. 

For more information, 
visit www. roswellpark.org

call 1-877-ASK-RPCI (1-877-275-7724) or 
email askrpci@roswellpark.org

Follow Roswell Park on Facebook and Twitter. 





Endeavor Management is a management consulting firm that leads 

clients to achieve real value from their strategic transformational 

initiatives. We serve as a catalyst by providing the energy to maintain the 

dual perspective of running the business while changing the business 

through the application of key leadership principles and business 

strategy. 

In 2012, Gelb Consulting became an Endeavor Management Company. 

Our combined experience (Gelb founded in 1965) offers clients unique 

capabilities to focus their strategic initiatives with a thorough 

understanding of customer needs to drive marketing strategies, build 

trusted brands, deliver exceptional customer experiences and launch 

new products. Our experienced consultants and analysts use advanced 

marketing research techniques to identify customer needs and spot high 

potential market opportunities.

The firm’s 40 year heritage has produced a substantial portfolio of 

proven methodologies, enabling Endeavor consultants to deliver top-tier 

transformational strategies, operational excellence, organizational 

change management, leadership development and decision support. 

Endeavor’s deep operational insight and broad industry experience 

enables our team to quickly understand the dynamics of client companies 

and markets. 

Endeavor strives to collaborate effectively at all levels of the client 

organization to deliver targeted outcomes and achieve real results. Our 

collaborative approach also enables clients to build capabilities within 

their own organizations to sustain enduring relationships. 

950 Echo Lane, Suite 200

Houston, TX 77024

+800 846-4051

info@gelbconsulting.com

jmckeever@endeavormgmt.com

www.endeavormgmt.com/healthcare
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