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A little about me…
• Serving in the health care industry for more than 30 years, starting as a 

marketing and communications intern at a hospital while in college.

• Served health care in several professional ways, including:

o owning a successful marketing firm 

o Leading marketing/communications/philanthropy and advocacy at a 
local hospital

o followed my passion for advocacy to help build meaningful relationship 
with our advocates and connect it to our Trinity Health mission



• Detail options to engage in a successful gamification 

strategy

• Learn how to leverage existing resources to build 

gamification components that meet your needs

• Honor participants without breaking the bank

Today, we will…
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• Honor advocate value and contributions

• Advance relationship building activities 

outside of standard campaigns

• Connect advocates more closely with 

your mission and values

• Grow your database with FUN

Define your gamification goals
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Empower and inspire stakeholders, 

including colleagues and community 

partners, to engage in national and 

local health policy conversation, be 

informed voters, and take part in 

digital advocacy that will advance 

national health care policy reform.

Care for the Common Good objective
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Take Action Advocate (TAA) engagement & journey
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• TAA list grew over the course of the initiative (from 18,900 

to 21,600) an increase of: 14%

• Total number of new TAAs: 4,264

• Number of TAA who engaged with the C4CG Initiative via a 

promo email: 2,861

• Number of TAAs who collected 2 of the 3 Advocacy 
Journey badges: 2,540

• Number of TAAs who collected all 3 of the Advocate 

Journey badges: 416

• TAA email promotions resulted in an average email open 

rate that was nearly two times the industry average of 23%. 

C4CG open rate: 42%

• Email click-thru rate was nearly 65% higher than the 

industry average of 2.8%. Click-thru rate: 4.6%

Care for the Common Good Outcomes



Use your digital advocacy platform 
as your gamification partner
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• Get all your ducks in a row

• Learn all you can about the Leaderboard functionality of your 

digital platform and how it can be utilized to meet your needs

• Determine what components will contribute to the game at hand:

• Sign a Petition

• Make a call

• Send a letter

• Be creative and adapt other parts of your platform to create 

component of your plan that provide for tracking and further 

engagement



Evolving the challenge: Make it simple
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Celebrating on a budget
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Campaign highlights

Total Civics 101 Video Views:

10

Average Civics 101 Video 
*Engagement Rate:

*How long viewers watched each video.

**Open rate industry average: 28%

Total number of quizzes 
submitted:

Total new 
advocates:

Average *open rate for 
lesson promos:

Visits to Civics 101 
Resource Center:

7,881

83.4%

2,982

267
1,121

33.5%

Views of promotional 
newsletter article: 2,751

Advancing Together Presentation  
Attendees: 788



Not everyone wants recognition or awards
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2024 Survey Results

Question 1
Does being a Take Action Advocate 

or taking part in Trinity Health 

advocacy activities provide you the 

opportunity to be a more engaged 

Trinity Health colleague or partner?
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Key observation: Overwhelmingly, Take Action 

Advocates, who participated in the survey, agree 
that opportunities to engage in Advocacy 
contributed to their being an engaged colleague at 

Trinity Health. 

Survey response: Just a quick opportunity to thank you, Advocacy team. 

The work you are doing is so important, and you make it easy for us to do 

our part in support/take action. I also enjoyed the Civics 101! Again, great 

appreciation for all that you do!



What’s next?
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• Set overall goals and objectives that go beyond clicks and 
data

• Get defined guardrails on recognition options from your HR or 
legal teams

• Survey your members to determine what’s important to them

• Use existing resources available via your digital advocacy 
platform to help carry the load

- What can AI do for you?

• Make challenges meaningful and fun

• Survey members again to define what worked and what 
doesn’t.

Key steps include:
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