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Watch here! 
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Epic’s Marketing Ecosystem

The “messenger” 
to send all comms

Patient Portal
The secure 
portal/destination 
tying together all 
messages & actions

CRM
The “brain” 

behind 
the comms

Data you need lives here
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If we’re talking measurement, then we should be talking….

HIPAA &
Compliance
We gotta follow 
the rules


Privacy vs.
Personalization
We can’t get weird


Governance &
Gatekeepers
We need friends


Defining
Conversions
Let’s measure 
what matters


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Marketers need to understand this to know when and how they can see their results.

Where your data lives in epic

Clarity (Daily Extract)
A relational database (SQL) 
updated nightly.

Chronicles (Real-Time) 
This is the live transactional 
database. It runs Reporting 
Workbench.

Caboodle (Data Warehouse) 
Runs sequentially with Clarity ETL 
nightly. Combines Epic data with 
standard tables for non-Epic data 
(like CRM data, financial systems, 
or costing data).

Marketing impact: 
Essential for true ROI and 
downstream revenue tracking. 
This is where the data lives that 
helps you calculate the total value 
of a patient acquired via 
marketing over 12 months.

Marketing impact: 
This is where deep campaign 
analysis happens. If a marketer 
wants to see appointments 
booked yesterday from a specific 
LinkSource ID, they have to wait 
for the Clarity extract.

Marketing impact: 
Great for immediate operational 
needs (e.g., "Did our campaign 
today spike MyChart activations 
right now?"), but running massive 
historical marketing queries here will 
slow down the hospital's system.
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Epic tools & vocabulary (the marketer’s cheat sheet)

Analytics Catalog
The search engine for existing reports. Marketers 
should search here before submitting a ticket to IT for 
a custom report.

Dashboards (Radar)
At-a-glance view of defined KPIs. Marketers should 
build a "Marketing Growth & Access Dashboard" that 
executives can view daily. Can click to dig into 
Reporting Workbench or SlicerDicer for analysis.

SlicerDicer
Epic’s self-service population data exploration tool. 
WARNING: SlicerDicer Sidekick (conversational AI) has a cost.

Reporting Workbench
Generates specific, granular, line-level reports (run 
against Chronicles).

        Marketing impact: 

Crucial for market segmentation. Use it to find patient 
cohorts ("Show me patients over 50 in ZIP code 12345 
who haven't had a screening colonoscopy") without 
needing an SQL developer. Can be setup for a user to 
analyze aggregate data but not see line level data. 

Marketing impact:

Generating lists of specific patients 
who need outreach or tracking 
real-time failures in a campaign flow.
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Defining a conversion in healthcare

Hierarchy of Healthcare Conversions

Click
Scheduled 

Appointment
Completed 

Appointment
Downstream 

Revenue

Key Dashboards

Access metrics 
(days to appointment, 
fill rates)

Campaign 
performance 
(open, click, apt 
scheduled, apt 
completed, revenue)

Service line 
growth trends

Provider 
utilization
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Common blind spots

No attribution beyond 
last touch

Disconnect between marketing 
and operational data

Lack of visibility into patient journey 
(Unless you use the Session Analytics tool)
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TUrning reports into insights

Asking Epic correctly
● Use correct terminology 

when possible and 
coordinate with your IT 
besties

Asking the right 
questions: 
● What is driving growth?

● Where are we losing 
patients?

Identifying actionable 
opportunities
(e.g., underutilized providers)



Technical Details
Technical specifications, integrations, 

and setup details
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Connecting Epic data to Marketing KPIs

Epic LinkSource & Native UTM Passing
Native features like LinkSource and MyChart Builder's UTM parameter integration 
function allow that when a user clicks a paid Facebook or Google Ad with attached UTM tracking tags 
(utm_source=google&utm_campaign=heart_month), Epic's open scheduling architecture can capture those 
specific text strings during the guest booking sequence. (Can also work with deep linking with Direct booking)

Writing UTMs to the 
Patient Record
Then, the incoming tracking 
metadata is carried through the 
browser frame and stamped 
directly onto the newly created 
appointment record or patient file.

Pulling the Loop Closed
Because that specific UTM is permanently bound to the 
encounter entry, a SQL query run in Caboodle can easily 
pull a report stating: "Show me the total billing charges 
generated over the last 90 days from encounters 
containing the UTM campaign parameter heart_month." 
That is true, unassailable closed-loop ROI.

BUT WAIT! H&H’s UTM Connect tool 

makes it even better.


