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Background
Opt imizing member engagement  is crit ical t o driving different ial value for bot h your 

membership and your business. To address t his need, +Oscar built  a propriet ary t ool known as 

Campaign Builder t o engage members t hrough personalized, scalable int ervent ions and 

aut omat e workflows t o drive growt h, manage risk, and st reamline administ rat ive operat ions.

Campaign Builder enables payors and providers t o reach harder- t o- engage cohort s, like t he 

Medicare Advant age populat ion, t hrough t hought ful and personalized int ervent ions. These 

int ervent ions are aut omat ed and delivered via HIPAA- compliant  communicat ion channels and 

can be int egrat ed wit hin exist ing syst ems and frameworks, including CRMs, EHRs, and 

t hird- part y t ools which helps ot her healt hcare companies achieve t heir revenue and 

prof it abilit y goals while orchest rat ing act ivit ies across a range of disparat e t ools and solut ions.

In t his st udy, Oscar Healt h Insurance leveraged Campaign Builder t o drive Annual Wellness 

Visit s (AWV) ut ilizing personalized segment at ion t o drive member growt h, reduce cost s, and 

posit ively impact  overall healt h out comes. 

The Opport unit y

Each year, Medicare Advant age members have t he opport unit y t o schedule an Annual Wellness 

Visit  wit h t heir PCPs as a foundat ional part  of t heir healt hcare journeys. During AWVs, 

providers collect  crit ical informat ion on a member?s healt h hist ory and wellness, which aids in 

early det ect ion and prevent ion effort s, and ensures accurat e risk capt ure. Addit ionally, t here is 

evidence t o support  t hat  members who complet e AWVs are more likely t o complet e prevent ive 

screenings. 

AWVs can also have a posit ive impact  on various St ars measures including:

- The annual CAHPS survey (Consumer Assessment  of Healt hcare Providers & Syst ems) 

and can specif ically impact  t he percept ion of access t o care and rat ing of t he drug plan 

sect ions

- HEDIS (Healt hcare Effect iveness Dat a and Informat ion Set ) measures: Increased 

likelihood t o complet e prevent ive screenings 

- HOS (Healt hy Out come Survey) result s: HOS measures (fall prevent ion, urinary 

incont inence, et c.) incorporat ed int o AWV conversat ions

Annual Wellness Visits



1 Campaign Monit or. campaignmonit or.com/ resources/ guides/ email- market ing- benchmarks. 2023 

2 Campaign result s based on performance of Oscar Medicare Advant age populat ion from June 2022 t hrough Oct ober 2022

3 Based on Oscar Healt h Insurance populat ion ret urn on invest ment

~57% Open rat e for t his campaign which is more t han double t he healt hcare 

indust ry average for t he general populat ion which hovers at  ~24%1

Members who have not  hist orically received an AWV convert ed at  a higher rat e t han 

t he ot her segment s, capt uring t he healt h hist ory of  a previously disengaged group2

in est imat ed savings for payors3

>9%  increase in AWV complet ions overall for members who engaged wit h t he 

campaign

9.24% increase in AWVs complet ions for members who had never received an AWV 

prior t o engaging wit h t he campaign

Approach

Ut ilizing Campaign Builders capabilit ies, Oscar Healt h Insurance ident if ied relevant  segment s 

wit hin it s Medicare Advant age populat ion t o t arget  individuals who are due t o schedule and 

complet e an AWV using personalized messaging based on t he member?s hist ory. 

Communicat ions, including t he frequency of follow- ups, were t riggered based on t he 

member's behavior and clinical segment . members were aut omat ically re- engaged based on 

appoint ment  scheduling out comes and whet her or not  t hey had an exist ing PCP relat ionship.

$14 PMPM

Results and Return on Investment 
We believe t he key t o driving clinical out comes is t hrough high value engagement .



Conclusion 

Campaign Builder allows us t o reach harder t o engage cohort s, like t he Medicare Advant age 

populat ion,  t hrough st rat egic, t hought ful, and personalized member engagement . Member 

engagement  is a crit ical element  of t he work we do at  Oscar bot h for Oscar Healt h Insurance 

members and for our +Oscar part ners. Increasing engagement  t o drive meaningful out comes 

has also become increasingly import ant  for indust ry players as t he market  has shift ed t owards 

a more digit al and consumer- driven model, and as more provider groups look t o deliver Value 

Based cont ract  ret urns. 

Oscar has been at  t he forefront  of t his t rend and has priorit ized new t echnology t o t ransform 

how individuals engage wit h t heir healt hcare. Campaign Builder leverages t hose years of 

expert ise t o lower cost s, improve experience, drive bet t er clinical out comes, and have a 

meaningful f inancial impact . This part icular campaign is an aff irmat ion t hat  our st rat egic and 

scient if ic approach t o engagement  effort s, not  only drives member growt h and ut ilizat ion 

t hrough increased engagement  but  also influences posit ive clinical out comes and keeps 

members healt hier and happier. 

For more informat ion about  Campaign Builder or t o schedule a demo wit h our t eam,  

please cont act

Will Johnson 

VP & GM of Modular Solut ions

plusoscar@hioscar.com

About  Campaign Builder

Since Oscar?s incept ion, one of it s core st rat egies has been t o use effect ive personalized 

engagement  t o drive bet t er out comes. However, t he exist ing t ools available in t he market  

made it  diff icult  t o coordinat e communicat ions across channels, creat e int erconnect ivit y wit h 

exist ing int ernal workflows, and limit ed our abilit y for longit udinal programming. Campaign 

Builder was born out  of t hese challenges and has become a key engagement  and aut omat ion 

t ool for Oscar Healt h Insurance and our +Oscar part ners. Campaign Builder enables scalable, 

personalized int ervent ions and aut omat es workflows t o drive growt h, manage risk, and 

opt imize administ rat ive operat ions for our part ners. 
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