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Winner (team):  My HealtheVet Marketing Initiative (Team AdVAntage)   

  

Dr. Sara Battar, Sandra Chin Sang, Dr. Lisa Jensen, Dr. Nida Gleveckas- 

Martens, Stacie Rivera, Dr. Runar Polluson, Department of Veterans Affairs  

   

Achievement:  Crafted an integrated marketing and communications campaign to promote  

My HealtheVet, VA’s online Personal Health Record system for veterans, 

increasing enrollment by 42 percent and empowering greater numbers of 

veterans to play an active role in their health care.   

  

In 2003, the Department of Veterans Affairs (VA) launched My HealtheVet—a free, interactive 

online Personal Health Record (PHR) system that provides veterans, active duty service 

members and their families with real-time access to their patient information.   

  

VA faced a significant challenge, however, in finding a cost-effective way to increase the 

number of veterans using the online health records system and its new Secure Messaging 

feature—a tool that allows veterans to communicate electronically with VA health care 

professionals.  

  

Committed to improving access to health care information, a results project team of 2011-2012 

Excellence in Government Fellows from VA crafted a comprehensive communications and 

marketing campaign to increase participation in My HealtheVet and the Secure Messaging 

feature.  

  

Thanks to the team’s efforts, enrollment in My HealtheVet increased 42 percent and the number 

of individuals signing up for the Secure Messaging feature increased 271 percent over the 

course of the one-year campaign.   

  

My HealtheVet now boasts over 2.5 million unique users and recently enrolled its one millionth 

opt-in patient for the Secure Messaging feature. According to Theresa Hancock, the director of 

My HealtheVet, the team’s materials helped VA reach this major milestone.   

  

In order to increase overall enrollment and expand use of Secure Messaging, the team 

conducted research and solicited feedback from veterans and health care providers to develop 

new educational materials, including email and postcard reminders, informational posters, social 

media content and online video and training sessions. They also applied research that showed 

enrollment is more likely to increase when information is communicated directly from the 

patient’s primary point-of-care.   

  

The team tested its approach and materials at five VA medical facilities across the country, 

demonstrating increased enrollment at greater rates than non-pilot sites, and far exceeding the 



 

 

agency’s expectations. As a result, VA deployed a national campaign using the team’s 

communication strategy and materials. The communications plan and materials have been 

recognized as a best practice in health care marketing by the Public Relations Society of 

America and have since been shared with the Department of Health and Human Services and 

the Department of Defense.   

  

“These communication materials are used throughout VA and nationally,” said Hancock. “They 

have been distributed to coordinators at VA hospitals around the country who are 

communicating directly with veterans.”  

  

  

     


