
Engage members with relevant, 
personalized messaging
Next Best Talking Point

Powered by Optum IQ 

The payoff for payers:

• Higher member 
engagement 

• Better health outcomes

• More efficient use of 
marketing dollars

• Higher conversional 
acceptance rate

The payoff for members 

• Better care

• Higher engagement 
leads to earlier detection 
of chronic conditions 

• Interaction is relevant  
to members on an 
individual basis 

• Members feel their  
needs are met

Engaged members have better health outcomes
Patient engagement in the health care space today is increasingly fragmented and 
confusing, leaving them feeling overwhelmed and frustrated. Not knowing how to 
take advantage of their benefits can lead to disengagement. Health care providers, 
in turn, know the value their programs bring, however they struggle to engage 
patients at the right time, through the right channel, and with the right message. 

Yet, more often than not, a single “one size fits all” message is delivered to everyone 
in the population, making the assumption that every patient’s unique circumstance, 
clinical makeup, motivations and preferences are all the same. This often leads to a 
missed opportunity in an average eight-second window of the patient’s attention 
span1 and misused marketing resources. 

Innovative solution — Optum Next Best Talking Point
This paper highlights the Optum® Next Best Talking Point, an innovative proprietary 
model that delivers targeted talking points and personalized messaging that will 
resonate best with each individual member. This patent-pending solution is achieved 
by blending together advanced machine learning and AI capabilities with the wealth 
of member data, including call transcriptions, demographics, psychographics, 
geographic and clinical data from Optum.

Member acceptance rates increased by 5.3% representing 
a 28% improvement in engagement with this model.

A new way to engage members
Optum built a recommendation engine that produces a rank-ordered list of 
recommended talking points targeted to each unique member’s interests and 
behaviors. When an interaction occurs with the member, it is done so in the most 
relevant way possible. For example, members with certain demographic profiles 
prefer to be greeted with a “How is your day going?” at the open of the call, while 
others prefer to be more specific to the point. As the interaction progresses, 
other data points further help structure the recommended path each call should 
take to conclusion, such as highlighting certain program benefits versus others, 
depending on the member’s demographic and clinical makeup. 
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Other external factors help play a role as well, such as weather events unique to that 
member’s location at the time of interaction. For example, a call center employee 
may discuss icy conditions in the Midwest for Medicare Advantage members or 
high pollen content in central Arizona for members with asthma. All data points 
help tell a story of what is most important to each unique member in the moment.

To build this algorithm, Optum analyzed speech data including transcriptions, as 
well as thousands of other data points, such as interaction with the health system, 
in an effort to understand what each member’s unique needs are.

Optum starts off by matching members together based on a similarity score to 
others in the population to understand how previous interactions with members 
similar to them have performed. Next, as more interactions with members are 
individually collected and analyzed, the algorithms learn a deeper level to what 
each individual prefers.

Analyze data and test talking points

Apply machine learning to analyze data. Why do some 
members engage, but not others?

Next Best Talking Point tailored to member

Personalized talking points are tailored to each 
member’s unique preferences and behaviors.

Building the recommendation engine
The Next Best Talking Point engine recommends targeted talking points at a 
member level to drive increased engagement.

Speech analytics were performed on calls to analyze patterns of speech 
and flow of the call, including the point in the call certain keywords and 
phrases were mentioned, as well as the sequence they were mentioned. 

This data was then overlaid to the outcome of the call, whether the 
member responded positively to an offer, as well as the exact time the 
positive outcome (acceptance) occurred.

Member demographic data from Optum member databases, such 
as socioeconomic, demographic, psychographic, clinical and other 
behavioral related data were then appended to the modeling sample.

Using the latest in machine learning algorithms, Optum then analyzed the 
data, spotting trends and patterns in the flow of the call to understand 
the path that ultimately converted each member to accepting the offer.

Optum then applied the predictive model to every member, assigning a 
rank-ordered score to each talking point based on a member’s similarity 
to others who engaged in the same way. 

A feedback loop was then embedded into the model to build on this 
to intelligently and continuously learn each individual member’s 
preferences over time. The more interactions the member has, the 
more accurate the algorithms become — truly getting to the level of 
personalized recommendations for each unique member. 
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Individual member

Labs
Geographic

Demographic
Rx history
Weather

Socioeconomic
Psychographic/attitude

Medical history
Portal activity

Mail/email response

Machine learning 
analyzes the data

Recommended 
talking points

Appended to 
speech data
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Case study — Next Best Talking Point in practice
The Franklin, Tennessee, call center handles Optum HouseCalls in-home 
assessments by scheduling calls for hundreds of thousands of members per year. 

From March to June of 2019, statistically controlled pilots with HouseCalls 
scheduling coordinators were performed to analyze the effects of targeted talking 
points. The scheduling coordinators were selected up front for the pilot to cover 
a range of skillsets and tenure. In each of the tests, they were given one week 
as a baseline period to handle their daily calls normally, without any help from 
recommended talking points. The following week, they were fed suggested talking 
points based on the output of the recommendation algorithm, and told to use 
preferred talking points for each member when interacting with them for that week.

Week 1: Baseline

No help

Week 2: Test

Agents receive help from 
recommendation engine

Member acceptance rates, defined as accepting a HouseCalls visit, were compared 
between test week and baseline to analyze the effect of targeted talking points. 
Member acceptance rates increased by 5.3% representing a 28% improvement in 
engagement with this model. 

Better call center and 
member experiences

• Members listened 
longer and were more 
engaged in the calls. 

• The suggested talking 
points helped to 
prioritize the most 
important topics for  
the member. 

• Scheduling coordinators 
reported members 
perked up and agreed 
to engage more readily 
when targeted talking 
points were used.

John Smith, 
Member

John Smith, a new member to the 
population, starts out by getting 
a rank-ordered list of talking 
points based on how similar 
members reacted historically.

Next, as interactions with John 
are observed, those data points 
are fed back into the algorithm 
to reprioritize his individual 
recommendations accordingly.

Talking point A

Talking point B

Talking point C

Talking point B

Talking point C

Talking point A

Talking point A

Traditional outreach Tailored talking points

Increase in 
engagement

28%
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Scaling Next Best Talking Point
The recommendation engine’s predictive scores are stored in a central data 
repository. Any inbound or outbound interaction with the member, including digital 
channels such as portal logins, as well as more traditional outreach such as email 
and direct mail, can utilize this data to pull recommended messaging tailored to 
each individual member. This centralized approach gives the member a seamless 
journey, ultimately leading to better experiences and healthier outcomes.²

Omnichannel presence

Centralized recommendation 
engine paves the way for  
consistent member journey.Mail Phone Email Mobile Desktop

Integrated experience

Conclusion

Optum is powering the next generation of personalization with its 
members. Being able to meet members’ needs at the right time, 
through the right channel, and with the right message, allows Optum 
to better engage with members when they need it the most.

1. Microsoft Attention Span Study, Spring 2015.
2. RAND Study. Health Affairs. Vol. 34, No.12, 2138–2146. Published December 2015.
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