insights

{Marketing strategies and tips}

Timing is everything
Motivate people ages 50–74 to
get screened for colorectal cancer
to improve their health, and increase
procedure volumes in the process.
By Nadine Clark

to the CDC. However, early screening may be indicated in
some cases such as:
> Patient is AfricanAmerican (screening
should begin at age 45)
> Colorectal polyps or
colorectal cancer were
detected in the past

> Patient has inflammatory
bowel disease, Crohn’s
disease or ulcerative
colitis
> Patient history shows
a genetic condition
such as familial adenomatous polyposis or
hereditary nonpolyposis
colorectal cancer (Lynch
syndrome)

Colorectal cancer is one of the most detectable and
treatable forms of cancer, and regular screening tests
can effectively reduce risk. Unfortunately, 37 percent of
the eligible population in the U.S. is not getting screened
for colorectal cancer, according to the National Health
Interview Survey from the Centers for Disease Control and
Prevention (CDC). Take advantage of the opportunity to
motivate this population of 30 million people ages 50–74 to
improve their overall health and, in turn, increase procedure volumes. At the lowest Medicare rate, the potential
patient base represents $6 billion in reimbursement.

> Close family members to
the patient have a history
of colorectal polyps or
colorectal cancer

Screening Guidelines

Strategies to Activate Patients

People age 50 or older should undergo recommended
screening for colorectal cancer until the age of 75, according

In addition to simply talking to patients sooner, other
measures can help you reach patients at the right time.

The key is to attract the best patient mix to your practice.
Patients closer to 50 typically have private insurance, making them more attractive than those with public insurance.
CDC data shows that screening compliance is lowest in the
50–54 age range. Starting the conversation earlier—around
age 45—could result in screening compliance by 50.

37%

of the eligible population
is not getting screened
for colorectal cancer
in the U.S.

18
endoeconomics
SUMMER 2018

endocenters.com

➊M
 ake it easy for your referral base. Provide patient

New Guidelines From the
American Cancer Society

education materials to hand out with referral slips.
Communicate why screening is important in addition
to explaining the procedure and pre-procedure paperwork. Provide the patient with reasons to select your
practice. Spend time with your referral base to ensure
they continue to support your practice.

The American Cancer Society lowered its colorectal
cancer screening recommended starting age to 45 for
people of average risk. The change was based in part
on new data that shows rates of colorectal cancer are
increasing in younger populations. This change is a
great first step in fighting colon cancer, but at the time
of publication, it has not yet been adopted by the CDC,
Centers for Medicare & Medicaid or private insurers.

➋ Implement a targeted marketing campaign in your
community. Social media advertising allows you to target
by location, age, interests and more. Offering something
like a quiz to assess colon cancer risk draws patients to
your website at minimal expense. Time your campaign
to even out patient demand for screening procedures.
Everyone tries to squeeze in exams in December before
the New Year starts and they face another deductible.
Marketing campaigns in the spring and summer can
more evenly load your schedule. March is Colon Cancer
Awareness month and a great time to start a campaign.

➌ T est your website. Does your website work well on a
smartphone, tablet and computer? If not, it’s time to
update to a responsive website. Websites should convince
potential patients that you are the best choice. This is
often an emotional versus logical choice, so even reassuring design elements like a welcoming bio picture and
waiting room images are important. Also ensure that the
website offers patient education articles that provide all
of the relevant information without being too technical.

If Marketing Is Not Your Strong Suit
Many resources are available to support your marketing

needs. For colon cancer specifically, the following may
be helpful:
> CDC Screen for Life Toolkit: cdc.gov/cancer/colorectal/
sfl/toolkit
> National Colorectal Cancer Roundtable Resource Center:
nccrt.org/resource-center
> Industry partner resources such as Olympus America,
which provides marketing materials for colon cancer
screening: colonoscopytoday.com
Marketing a practice to the right audience at the
right time can help you bring in patients, preferred
procedures and an optimal payor mix. At the same time,
it can help you balance your schedule to avoid the endof-year rush.

Colorectal Cancer Screening by the Numbers

58%

Adults ages 50–64
were less likely to have been
screened than those 65+.

Screening prevalence amongst races

White

Black

65%
American
Indians /
Alaska
Natives

62%
Hispanic

50%

54%

Asian

50%
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