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GETTING THE MOST OUT OF 
TODAY'S WEBINAR
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For Questions

Presentation Size
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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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Post-Webinar Survey

� At the conclusion, please 
complete our post-Webinar 
survey.

� Receive our Webinar 
takeaway: a fun tool to help 
you determine how your 
eHealth initiatives stack up

About Today’s Presenter

Ben Dillon, MBA, Vice President & eHealth Evangelist

Ben is a co-owner of Geonetric. He writes and speaks extensively 
about our research and the industry-leading efforts of our clients. 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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Survey on Initiatives in eHealth

� How are leaders different from everyone else?

1. “How does your Web site compare to your 
competitors' site?”

2. “How important to your organization are your 
online investments? (Web site)”

Leaders
37

Followers
81

Trailers
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Competitive Advantage Drives Leaders

� What is your organization's primary driver for making 
online technology investments? 

� What search engine marketing or online marketing 
strategies do you currently utilize? 
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Primary Driver0 % 5 0 % 1 0 0 %L e a d e r sF o l l o w e rT r a i l e r
7 3 %4 4 %3 1 %

1 9 %4 4 %3 4 %
3 %1 %9 %

3 %9 %9 %
3 %1 %1 6 %

What is your organization's primary driver for 
making online technology investments?  C o m p e t i t i v e A d v a n t a g e o rD i f f e r e n t i a t i o nA d v a n c i n gP a t i e n t / E m p l o y e e R e l a t i o n sI m p r o v e d O r g a n i z a t i o n a lE f f i c i e n c yR O I / B o t t o m L i n eD o n ' t K n o w

Online Marketing Strategies

What search engine marketing or online marketing strategies do you 
currently utilize? O v e r a l l L e a d e r s F o l l o w e r s T r a i l e r sI n c l u d i n g U R L s o n A l l O f f l i n e M a r k e t i n g P i e c e s 5 5 % 6 9 % 5 1 % 5 3 %A d v e r t i s i n g o n L o c a l W e b s i t e s ( s u c h a s an e w s p a p e r s i t e ) 4 7 % 6 4 % 4 6 % 3 0 %P u r c h a s i n g K e y w o r d A d s o n G o o g l e Y a h o oC o n t e n t P a r t n e r s 3 5 % 4 7 % 3 8 % 1 3 %O n l i n e N e w s l e t t e r s / E m a i l C a m p a i g n s 4 2 % 4 4 % 4 7 % 2 3 %P l a c i n g A d s o n G o o g l e / Y a h o o C o n t e n t P a r t n e r s 1 3 % 1 4 % 1 6 % 7 %A d v e r t i s i n g o n N a t i o n a l W e b s i t e s ( s u c h a s M S NH e a l t h ) 7 % 1 4 % 7 % 0N o n e o f t h e A b o v e 1 7 % 1 1 % 1 7 % 2 7 %D o n ' t K n o w 9 % 8 % 9 % 1 0 %
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Team Size, Investment, and TCO

� What is the size of your Web team?  (Full-Time 
Equivalents)

� What is your organization's typical method for developing 
and executing online initiatives? 

� Do you currently use a distributed authoring system for 
your content (allowing people outside of your Web team 
to author content even if others must first approve it 
before publishing to your sites)?

� Outside of your Web team, how many content 
contributors help manage your site (including 
service lines)?  

� What is your average annual investment in Web site 
initiatives? 

Team Size - 2 0 0 4 0 0O v e r a l lL e a d e r sF o l l o w e r sT r a i l e r s
3 7 92 9 4 3 5 32 6 6

Beds Per Web FTE
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Typical Approach0 % 5 0 % 1 0 0 %O v e r a l lL e a d e r sF o l l o w e r sT r a i l e r s
3 1 %2 3 % 2 9 % 4 7 %

6 0 %7 4 %6 1 % 4 0 %
9 % 3 %1 0 %1 3 %

Typical Method For Executing Online Initiatives

I n - H o u s e C o m b i n a t i o n O u t s o u r c e
Team Size – Distributed Authors0 % 5 0 % 1 0 0 %O v e r a l lL e a d e r sF o l l o w e r sT r a i l e r s

6 9 % 7 6 %7 0 %5 3 %
Percent Currently Using a 

Distributed Authoring System



10

Team Size – Distributed Authors- 5 0 1 0 0 1 5 0O v e r a l lL e a d e r sF o l l o w e r sT r a i l e r s
9 67 5 1 0 21 0 8

Beds Per Distributed Author

Investment0 % 5 0 % 1 0 0 %O v e r a l lL e a d e r sF o l l o w e r sT r a i l e r s
4 0 %2 2 % 4 2 % 5 7 %

1 7 %1 1 % 1 7 % 1 7 %
1 9 %3 0 % 2 0 % 1 0 %

2 0 %3 5 % 1 7 % 7 %
4 %3 %4 %1 0 %

Average Annual Investment $ 5 0 , 0 0 0 o r l e s s$ 5 1 , 0 0 0 - $ 1 0 0 , 0 0 0$ 1 0 1 , 0 0 0 - $ 2 0 0 , 0 0 0$ 2 0 1 , 0 0 0 - $ 5 0 0 , 0 0 0O v e r $ 5 0 0 , 0 0 0
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Investment$ 0 $ 2 0 0 $ 4 0 0 $ 6 0 0L e a d e r sF o l l o w e r sT r a i l e r s
$ 5 2 4$ 4 1 3$ 2 4 5

Average Investment Per Bed

Total Cost of Ownership$ 0 . 0 0 $ 2 0 0 . 0 0 $ 4 0 0 . 0 0 $ 6 0 0 . 0 0 $ 8 0 0 . 0 0L e a d e r sF o l l o w e r sT r a i l e r s
$ 7 2 8 . 0 8$ 5 8 2 . 9 7$ 4 7 0 . 5 6

Annual Total Cost of Ownership Per Bed

A s s u m e s $ 6 0 , 0 0 0 p e r F T E ,d o e s n o t i n c l u d e D i s t r i b u t e d A u t h o r s
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Return on Investment

� What is your estimated annual return on investment 
(ROI) for your Web site? 

� What are the reasons you are NOT fully able to 
measure ROI? 

Return on Investment0 % 5 0 % 1 0 0 %L e a d e r sF o l l o w e r sT r a i l e r s
5 %1 4 %1 0 %

1 1 % 5 %4 %5 % 6 %
7 3 %7 7 %9 0 %

Estimated Annual Return On Investment L e s s t h a n 2 5 %2 5 % - 5 0 %5 1 % - 1 0 0 %1 0 1 % - 2 0 0 %O v e r 2 0 0 %D o n ' t k n o w
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ROI Challenges

0 % 2 0 % 4 0 % 6 0 %O t h e r ( P l e a s e s p e c i f y . )N o I m p o r t a n c e t o D e p a r t m e n tN o I m p o r t a n c e t o S e n i o rM a n a g e m e n tW e D o n ' t H a v e A n y I s s u e sM e a s u r i n g R O IO r g a n i z a t i o n I n f r a s t r u c t u r eI s s u e sD o n ' t K n o w H o w / L a c k o fE x p e r t i s eT e c h n o l o g i c a l I m p e d i m e n t s
7 % 2 0 % 2 7 %1 3 % 4 0 % 5 3 %4 3 %

5 %7 % 1 9 %1 4 % 4 8 %3 3 % 5 3 %
5 % 8 %8 % 1 4 % 3 2 %3 5 % 4 9 %Challenges Preventing ROI Measurement

L e a d e r s F o l l o w e r s T r a i l e r s
Movement and Barriers

� Are you involved in an online technology overhaul or 
significant site upgrade? 

� How challenging are each of the following barriers as you 
attempt to launch new Web initiatives? 
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Site Overhaul0 % 5 0 % 1 0 0 %L e a d e r sF o l l o w e r sT r a i l e r s
3 2 %2 5 %1 0 %

3 0 %3 7 %3 3 %
1 4 % 2 6 %3 3 %

8 %
3 %

1 6 %1 2 %2 0 %
Are you involved in an online technology overhaul or 
significant site upgrade?  Y e s , O v e r h a u l R e c e n t l yC o m p l e t e d ( w i t h i n 1 2m o n t h s )O v e r h a u l C u r r e n t l y i nP r o g r e s sN o , b u t i n O v e r h a u lP l a n n i n g S t a g e sN o t P l a n n i n g a n O v e r h a u li n N e a r F u t u r eN o O v e r h a u l , j u s t o n g o i n gI n c r e m e n t a l C h a n g e s
Barriers

How challenging are each of the following barriers as you attempt 
to launch new Web initiatives?  O v e r a l l L e a d e r s F o l l o w e r s T r a i l e r sL a c k o f I n t e r n a l R e s o u r c e s 1 . 7 2 1 . 8 3 1 . 6 5 1 . 7L a c k o f B u d g e t 1 . 9 9 2 . 4 9 1 . 9 1 . 6 3J u s t i f y i n g R O I ( r e v e n u e , p r o f i l e , e t c . ) 2 . 1 2 . 0 6 2 . 1 2 . 1 3M e a s u r i n g S o f t B e n e f i t s ( e . g . , p a t i e n ts a t i s f a c t i o n , e t c . ) 2 . 4 1 2 . 4 3 2 . 3 6 2 . 5 7O r g a n i z a t i o n a l A d o p t i o n 2 . 5 6 2 . 4 9 2 . 6 4 2 . 4 3E x e c u t i v e B u y - I n 2 . 6 7 2 . 8 9 2 . 6 2 . 6 3N o t e : l o w e r v a l u e = m o r e c h a l l e n g i n g
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Site Features

� What functionality does your Web site have?

– Site Infrastructure

– Site Content

– Transparency

– Personalization/Web 2.0

– Community

– Transactions

– Clinical

Site Features – Site Infrastructure

0 % 2 0 % 4 0 % 6 0 % 8 0 % 1 0 0 %S o c i a l B o o k m a r k i n g C a p a b i l i t i e sL o g i n / P e r s o n a l i z a t i o nP o r t a l T e c h n o l o g yR S S F e e d sW e b A n a l y t i c sC M S
7 % 1 3 % 2 3 % 3 0 % 5 0 % 6 0 %

2 3 % 4 3 % 5 3 %3 6 % 7 7 % 8 5 %
4 9 % 5 7 % 6 8 %6 8 % 9 2 %9 5 %Projected Site InfrastructureL e a d e r s F o l l o w e r s T r a i l e r s
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Site Features – Site Content

0 % 2 0 % 4 0 % 6 0 % 8 0 % 1 0 0 %C a l c u l a t o r sH e a l t h Q u i z z e sF i n d a S e r v i c eF i n d a L o c a t i o nM a p sH e a l t h L i b r a r y
5 0 %5 0 % 7 7 %6 3 % 8 7 %7 7 %

7 3 %7 0 % 8 6 %8 9 %9 3 %8 9 %
7 8 %8 1 %8 1 % 8 9 %9 2 %9 2 %Projected Site ContentL e a d e r s F o l l o w e r s T r a i l e r s

Site Features – Site Content (cont.)

0 % 1 0 % 2 0 % 3 0 % 4 0 % 5 0 % 6 0 % 7 0 % 8 0 %E D W a i t T i m e I n d i c a t o rC a f e t e r i a M e n uR e c i p e sB a n n e r A d v e r t i s e m e n t sM u l t i l i n g u a l C a p a b i l i t i e sP h o t o G a l l e r yD i s e a s e C e n t e r
7 % 4 0 %4 3 %3 0 %2 7 % 3 7 % 5 3 %

1 5 % 3 8 %3 1 % 4 8 %2 8 % 4 7 % 4 8 %
1 9 % 4 6 %4 6 %4 6 % 5 9 %5 9 % 7 3 %Projected Site ContentL e a d e r s F o l l o w e r s T r a i l e r s
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Site Features – Transparency

0 % 1 0 % 2 0 % 3 0 % 4 0 % 5 0 % 6 0 % 7 0 % 8 0 %C h a r g e M a s t e rC o m m u n i t y B e n e f i t R e p o r t i n gQ u a l i t y R e p o r t s
7 % 4 3 %4 0 %

1 4 % 6 7 %6 2 %
2 7 % 7 3 %7 6 %Projected Transparency FunctionalityL e a d e r s F o l l o w e r s T r a i l e r s

Site Features – Personalization/Web 2.0

0 % 1 0 % 2 0 % 3 0 % 4 0 % 5 0 % 6 0 % 7 0 %P e r s o n a l H e a l t h R e c o r d s P r o v i d e rP o p u l a t e dP e r s o n a l H e a l t h R e c o r d s P a t i e n tP o p u l a t e dP e r s o n a l i z e d P a t i e n t P a g e sS o c i a l B o o k m a r k i n g C a p a b i l i t i e sR S S F e e d s
3 % 7 %7 %7 % 3 0 %

2 5 % 3 3 %2 6 %2 3 % 3 6 %
3 2 % 3 8 %4 1 % 4 9 % 6 8 %Projected Personalization/Web 2.0 FunctionalityL e a d e r s F o l l o w e r s T r a i l e r s
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Site Features – Community

0 % 1 0 % 2 0 % 3 0 % 4 0 % 5 0 % 6 0 % 7 0 %D i s c u s s i o n B o a r d sA s k t h e E x p e r tW e b l o g sL o g i n / P e r s o n a l i z a t i o nP o r t a l T e c h n o l o g y
2 0 % 2 7 %2 0 %1 3 % 2 3 %

3 2 % 3 7 %3 7 % 4 3 % 5 3 %
4 3 % 5 1 % 5 7 %5 7 % 6 8 %Projected Community FunctionalityL e a d e r s F o l l o w e r s T r a i l e r s

Site Features – Transactions

0 % 2 0 % 4 0 % 6 0 % 8 0 % 1 0 0 %B a b y P h o t o sS e n d E m a i l / e C a r d t o P a t i e n te N e w s l e t t e r S i g n u pB i l l P a y m e n tJ o b A p p l i c a t i o n sD o n a t i o n sF i n d a D o cJ o b L i s t i n g sC l a s s / E v e n t C a l e n d a r

5 7 %5 3 %5 3 %5 0 % 8 7 %7 7 %7 3 % 9 0 %8 7 %
6 9 %6 5 % 7 3 %6 4 % 9 5 %8 1 % 9 5 %9 5 %9 4 %

7 3 % 8 1 %8 1 %8 4 %8 6 %8 9 %8 9 %9 2 %9 2 %Projected Transaction FunctionalityL e a d e r s F o l l o w e r s T r a i l e r s
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Site Features – Transactions (cont.)

0 % 1 0 % 2 0 % 3 0 % 4 0 % 5 0 % 6 0 % 7 0 % 8 0 %D u r a b l e C a r e G o o d s S a l e sP e r s c r i p t i o n r e f i l l r e q u e s t sB i l l P r e s e n t a t i o nR e a l T i m e C C P r o c e s s i n gP r e - R e gA p p o i n t m e n t R e q u e t sG i f t S h o p S a l e sC l i n i c a l T r i a l s & R e q u e s t s

1 0 % 1 7 % 2 3 %2 3 % 3 0 %2 0 % 3 0 %3 0 %
1 7 % 3 0 % 4 7 % 5 3 %5 6 %5 3 %4 1 % 5 7 %

3 2 % 3 8 % 5 1 %5 4 %5 7 %5 9 % 6 5 % 7 3 %Projected Transaction FunctionalityL e a d e r s F o l l o w e r s T r a i l e r s

Site Features – Clinical

0 % 1 0 % 2 0 % 3 0 % 4 0 % 5 0 % 6 0 % 7 0 % 8 0 %V i r t u a l O f f i c e V i s i t sL i v e C h a t w i t h a N u r s eP e r s o n a l H e a l t h R e c o r d s P r o v i d e rP o p u l a t e dS e c u r e M e s s a g i n gP e r s o n a l H e a l t h R e c o r d s P a t i e n t P o p u l a t e dP e r s c r i p t i o n r e f i l l r e q u e s t sD i s e a s e T r a c k e rC l i n i c a l T r i a l s & R e q u e s t s
7 %0 % 3 % 7 %7 % 1 7 % 3 0 %3 0 %

4 %7 % 2 5 %1 9 % 3 3 %3 0 %2 6 % 5 7 %
2 2 %2 4 % 3 2 %3 5 %3 8 %3 8 % 4 3 % 7 3 %Projected Clinical FunctionalityL e a d e r s F o l l o w e r s T r a i l e r s
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Final Thoughts

� Guidelines and insights

� NOT A STRATEGY!

� Use this information as an input to strategy and to 
educate your organization.

Post-Webinar Survey

� At the conclusion, please 
complete our post-Webinar 
survey.

� Receive our Webinar 
takeaway: a fun tool to help 
you determine how your 
eHealth initiatives stack up
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Questions?

� To learn more:

– Contact us

� 319-221-1667

� Eric.George@geonetric.com

– Visit our Web site

� www.geonetric.com

Next Month’s Webinar

Your Promise: 

Extending Your Brand Online 

November 20, 2:00 p.m. CST

Reinforcing your brand promise online is essential to having an 
effective brand. Join us to learn what it means to effectively 
transition your brand into your Web initiatives.


