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OUR TEAM

Eugenie Packer

Senior Director, Development 

Systems & Analytics

Mount Sinai Health System

Paul Silver

Director Prospect Management & 

Analytics

University of Pittsburgh Medical and 

Health Sciences Foundation

Doug Cogswell

EVP The Pursuant Group,

President Advizor Solutions
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AGENDA

• Data

• HIPAA

• Strategies

• Stories

• Results

• Q&A

www.ContinueTheDialog.com
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START WITH THE DATA

Patient Connection

Advancement Attachment
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• Patient Connection

• Advancement Attachment

• Capacity 

• Interest Areas ➔ New Donor Acquisition

• Portfolio Development:
o Proper Assignments

o Penetration & Connection

o Movement Through Stages

➔ Qualification, Cultivation, Solicitation, Close

o Proper Solicitation Levels

➔ Relative to Capacity and Attachment

o Yield (aka “Close Rate”)

WHAT MATTERS MOST

Segmentation

Uncovered 

Assigned 

Prospects

Top

Priority

Prospects
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DATA PREP IS KEY

Ingest

CRMs Patient 

Systems

Other 

Systems

Transform

Visualize & 

Activate

Access / Blend / Augment / Synthesize / Model 

Data Discovery 

& Analysis

Export to EDW, 

OBI, MSRS, 

PowerBI, Tableau ..

End User 

Consumption & 

Activation 

PURPOSE-BUILT HEALTHCARE FUNDRAISING APP

Data driven 

Recommendations

Analytics & Data Integration Hub

(GivingDNA™ Fundraising Platform)
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WHAT HIPAA ALLOWS

• Good news is that back in January of 2013 the HIPAA privacy rule was 

changed so that patient encounters (visits) data can be used for fundraising

• Here’s what the new rule actually says:
o §164.514(f)(1) A covered entity may use, or disclose to a business associate or to an institutionally related foundation, 

the following PHI for the purpose of raising funds for its own benefit, without authorization:

— Demographic information relating to an individual, including name, address, other contact information, age, gender, and date of 

birth; 

— Dates of health care provided to an individual; 

— Department of service information; 

— Treating physician(s); 

— Outcome information; 

— Health insurance status

• This allows healthcare fundraisers to create the factors to feed a patient 

connection model. And then to also slice and dice the data in an ad hoc 

manner
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ADVANCEMENT ATTACHMENT (example)

A Predictive Model That Refreshes Daily

• # Years Given Last 1-2 (+/Square)

• # Years Given Last 3-4 (+)

• # Committees Participated L5Y (+)

• # Events L5Y (+/Square Root)

• # Newsletter Clickthroughs Last 6 

months (+/Cube Root)

• # Connections (+)
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PATIENT CONNECTION (example)

A Predictive Model That Refreshes Daily

• Intensity
o # Visits Overall (+ up to 49)

o # Distinct Areas Visited (+; last 3 mo., 12-24 mo.) 

• Duration
o Time Between 1st & Last Visit (+)

o Last Visit was in last 6 mo. (+)

• Facility
o Most Recent Facility Visited (+/-)

• Area
o Most Recent Area Visited (+/-); e.g.:

— Urology (+)

— Dermatology (+)

— ENT Surgery (+)

o First Area Visited (+/-)

o Most Recent CPT Group (+/-)

• Distance
o Distance from Hospital (+/log)  

• Demographics
o Age (+ from 40 to 90)  

o # Other Patients Related To (+/Cube Root)  
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CAPACITY

Several ways to get it.

Think pragmatically.

• Level 1:  Zip Code as a proxy (income, property value)

• Level 2:  Calculated Wealth Score as a proxy

• Level 3:  Full Wealth Screen

• Level 4:  Wealth Screen + Psychographic, Communication

Preference, Other Giving, Demographics

• Other proxies:  Job Level, Country Club, etc.
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PROSPECT SEGMENTS

456,371
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PROSPECT STRATEGY
Segments 

A1, B1, A2, 

B2 = Major 

Giving Focus

Segments 

C1, D1, C2, 

D2 = Annual 

Giving Focus

Segments 

A3-D3 = 

Screen & 

Assess

Generally 

Hold Back

on Row 4

456,371
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FIND INTEREST AREAS

• Internal Data Sources
o Patient Experience

o Field of Work

o Types of Events attended

o Newsletter Articles clicked on 

o Survey Data

o Etc.

➔ Automated Smart Parsing™ can flag, bin, and rank this

information out of the “raw” data

• Newsletters
o “Probe” for interest areas through the articles you run

o “See” connection to your cause by how often they click

• External Appends (see next page)



AUGMENT WITH DATA APPENDS



www.ContinueTheDialog.com

Use Case Discussions

Eugenie

Mount Sinai

Paul

Pitt Medical

1. What triggered your initial interest in leveraging your 

data like this? 

2. What are a couple of the core problems that you were 

trying to solve?

3. What tools have you tried? What other tools do you 

additionally use today?  Why?

4. What have been some of the successes?

5. What’s missing? What else would you like to able to 

do?

6. Final thoughts?
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Q&A AND FOLLOW UP

Eugenie Packer

eugenie.packer@mountsinai.org

Paul Silver

spaul@pmhsf.org

Doug Cogswell

doug.cogswell@pursuant.com

www.ContinueTheDialog.com
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600+ leading organizations have raised 
$1B+ engaging their supporters with Pursuant.
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UNLOCK SUPPORTER

The way to engage supporters has fundamentally changed.



pursuant.com • 214.866.7700

thank you!

www.ContinueTheDialog.com


