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For Questions

Presentation Size



3

Slides and Recordings

Who is Geonetric?

Geonetric develops award-winning Web sites for the 
healthcare industry. A sample of our clients includes:  
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2008 Survey on Initiatives in eHealth

� It's time for Geonetric's Annual Study on 
Initiatives in eHealth and we need your input!

� Participate in this 10-minute survey to receive 
50% off the survey report and the opportunity 
to win one of seven $50 Amazon gift cards.

Participate at: 

www.geonetric.com/survey

Take-Away

A checklist of online activities you can complete to 
expand your knowledge of Web 2.0 features. 
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Post-Webinar Survey

About Today’s Presenter

Ben Dillon, MBA, Vice President & Corporate Evangelist

Ben is a co-owner of Geonetric. He writes and speaks 
extensively about its research in eHealth and the industry-
leading efforts of its clients. Ben holds a BSE in Computer 
Engineering from The University of Michigan and an MBA in 
eBusiness and Strategic Management from The University of 
Iowa. Ben is co-chair of the HIMSS eHealth Special Interest 
Group and a member of the Microsoft Healthcare Users 
Group and SHSMD. He has been a judge of the eHealth
Leadership Awards for the past five years.
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Meet Consumer Expectations

Introduction

� Expectation (ek-spek-tā-shun) 
noun

Heavily invested beliefs about how another will 
behave or, more broadly, the experience that one 
is likely to have when working with an individual 
or organization.
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Health consumers' online expectations
are formed from the sites that they 
use most often, not from your peers

The Origins of Expectations

� Think about the role that these sites likely play in 
the lives of consumers. 

� Many consumers are managing every aspect of 
their lives online:
– Tracking hobbies

– Investing

– Banking

– Traveling

– Dating

� And then, when they want to make an 
appointment with their doctor, they need to call 
between 9 and 4.
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HOW DO WE TRACK 
EXPECTATIONS?

Watch In and Out of Healthcare

� Within the industry

– Are these changing?  

� The best from other industries

– Particularly online/offline experiences
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What to Watch?

� Generational differences

– Older - generally more brand loyal, patient.  

– Younger - fraught with irritation and indifference

� Interactive

– We've moved past the online brochure

<<BACKPACK CALCULATOR>>
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Watch How Others Talk About You

� You no longer control your brand!

� The “peer space” has exploded.

– 10 years ago – Friends and family

– 5 years ago – Healthgrades

– Now…

Who's Talking About You?

� Blogs

– Diabetesmine

� Braintalk communities

� MySpace / FaceBook

� Zagat (lauching next year)

� Angie’s List (P2P ratings)

� Discussion Forums

– Yahoo!Groups
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Watch How Others Talk WITHOUT You

� Social Networking

– Particularly important amongst those with relatively rare 
medical conditions.

– People are relatively alone in this. Often geographically, 
there are few people, if any, with the same condition. 
The  Web has changed that.
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Social Networking in Healthcare

� PatientsLikeMe

� Diabetesmine

� Genesis Bariatric Blog

� Braintalk communities

� SecondLife

� MySpace / FaceBook

� Yahoo!Groups
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Watch How People Collaborate Online

� The wisdom of crowds

� Wikis, blogs, discussion forums, market research, 
product development

– Fluwiki

– IEM Flu Prediction Markets

– APR Healthcare Idea Generator
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Watch How Consumers Shop

� We now research nearly every significant 
purchase

� A glut of information on almost every product or 
service out there

� Healthcare has been the exception, but not 
anymore
– Healthgrades (boils metrics down to 5-star scale)

– Vitals.com (physician search using quality)

– Zagat (centrally, professionally rated)

– Angie’s List (P2P ratings)

– Carol.com (bundled services, by price)

– change:healthcare (formerly MedBillManager)
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Watch WHERE Consumers Communicate

� The Internet is everywhere, not just on 
computers shackled to a desk

– Nearly universal WiFi for the army of laptops floating out 
there.

– Cell phones 
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Cellular Opens a Range of Possibility

� How does this change the way that people access 
our information?

� People don’t use phone/PDA-based mobile 
internet in the same manner, but they crave 
information at hand

– Contact info

– Maps and directions

� Think of the capabilities of a cell phone

– Barnes Jewish – texting directions

– Tripit.com – Using email/texting/mobile internet together



20

Watch How Experiences Are Consumed

� The Web site is not going away

But…

� Users are increasingly consuming digital 
experiences (content and interactivity) in small, 
bite-sized chunks.  

� How often do your consumers have the time to 
watch a 30 minute video presentation or read 30 
pages of information? Instead, consumers have 
the ability to sample a large number of 
experiences from a variety of sources in the 
limited time that they have available.

Dim Sum Delivered

� Examples:

– RSS

– Blogs

– Widgets

– Podcast\Vidcasts

– Twitter

RSS 

Feed

Listing

RSS 

Feed

Ticker
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See How Experiences Are Customized

� This grows, in part, from the snacking trend, but 
it’s more than that.  

� Web users are pulling together pieces to make 
their own experiences:

– Portal page 

– Blog aggregator

– Mashups – programmatic combinations of Web services 
from various providers.
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Conclusion

� Try things!

� Don't add any of these to your 
eCommunications for the cool factor

� The value comes from the application

� Consider these as available tools when 
formulating strategy
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Take-Away

A checklist of online activities you can complete to 
expand your knowledge of Web 2.0 features. 

Questions?

� To learn more:

– Contact us

� 319-221-1667

� Ben@geonetric.com

– Visit our Web site

� www.geonetric.com
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Next Month’s Webinar

Crisis Communications: 
How a Cedar Rapids Hospital Dealt with 

Historic Flooding

July 24 – 2:00pm CDT

Find out how the hospital prepared for and 
implemented their crisis communication plan, as 
well as lessons learned.


