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Provena United Samaritan Medical Center is a 174-bed
comprehensive medical center, which has provided quality
health care to Danville and surrounding communities since
1882.

Primary marketing challenge is increasing patient volumes,
especially the number of profitable new patients to the
ministry. As with other Provena ministries, they need an
Improvement in their payer mix. Their external challenges are
a slow regional economy, relatively rural and small market,
and a lack of employed primary care physicians.
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PMG Prospect Acquisition — Phase 1
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 Household report for visits at PMG locations
o 286 people who became NEW PMG patients

e 1.4% prospect response rate drives a net PMG
profit
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