Digital Marketing Trends
to Watch in 2019
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What Were the Trends to Watch in 2018?

UX and accessibility
 Findability and SEO
« Health consumerism

e Branded conversations

2019 trends are variations on these themes
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Venture Takes Aim at Middlemen

By Zachary Tracer 3

 Are traditional players | _
hurting themselves?

p— Health Leade rs Q i cost efficiency for workers

Illemen out of the system’

by Bloomberg

ANALYSIS

CVS-AETNA MEGAMERGER COMPLETE

BY JACK O'BRIEN
NOVEMBER 28, 2018

N xrenn aited deal closed Wednesday for about $70 billion,
dACINBC SIGNIN PRO WATCHLIST  MAKEIT A A ) '
MARKETS BUSINESS INVESTING TECH POLITICS CNBCTV usa . wrif(S]g the phCl rmdacy chain and insurance gia nt.

US canceis trade planning meeting with The Supreme Court just weakened The unusually large drop in home sales The super rich ;
China, source says Trump’s hand in government... has real estate agents... Alexandria Oca s

deal closed days after 2FCKERS r—

HEALTH IT & CIO REPORT

HEALTH AND SCIENCE

Amazon shakes up drugstore business

. []
with deal to buy online pharmacy
Pi I I Pa c k Mr. Cramer, the host of CNBC's "Mad Money," explained that 63 percent of Apple's revenue comes

pharmacy company @i Jim Cramer: Why Apple should buy Epic

althcare. Written by Alyssa Rege | January 16, 2019 | Print | Email

M With Apple's increasing investments in healthcare, CNBC's Jim Cramer said the company has to
make a big move to show it is serious about its business in the industry.

from its iPhone sales. Once those numbers began to dip in 2018, investors wrote the company off, he
said.
PUBLISHED THU, JUN 28 2018 . B:43 AM EDT | UPDATED THU, JUN 28 2018 « 5:23 PM EDT ﬂ Share
G "It's time for them to make a big, splashy acquisition ... in the software space. The idea here is that
“ ‘:;‘52':::‘;1:;‘30 e Lauren Hirsch cinee W in B e * this would make [Apple's] service revenue stream a larger piece of the pie," he said. "It would force
' ) investors and analysts to re-evaluate Apple as more than just a hardware company.”

The most obvious acquisition in the space, Mr. Cramer said, is of EHR provider Epic.
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Plans Features Resources 1-855-672-2788 Get Quote

Get covered.
Feel better.

Sign up to get health insurance for you,
your family, and business.

Get a Quote
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BECKER'S

HOSPITAL REVIEW

10 things to know about Oscar Health Insurance: Will
It be the Uber of health plans?

August 04, 2015 | Print | Email

4. Oscar's founders set out to apply a design-centric approach to health insurance, with a focus on
Improving the user experience in an industry that is notoriously complex and difficult to navigate.

poised to "make health insurance suck less."
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What if you Dr. Jason S. Pruzansky
could make appointments -
directly from Google? Hec o

Phone: (212) 248-8700

Sugoes! an edil

Make an appointment

Sebecl a procedure (aplional)

F  ZOGH0C.COm Contl ﬁFaEin
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Loyalty Challenges

« Even amongst your most loyal
patients, 80% split services

- This group seeks an average of 30% of
their inpatient care outside of their
‘nome system” (Advisory Board)

« Growing use of Urgent Care and
healthcare extenders not only
minimizes the role of the doctor,
but also eliminates, for many
consumers, the single person with
whom they have a relationship.

= QUARTZ

Most American adults don’t really need
a primary-care doctor
O

Gone are the days of
independent doctors
who felt personally
responsible for their
patients’ well-being at
all hours of the day.

AP PHOTO/CRAIG MOORE
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Healthcare Marketing's Role Expands

=
=
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More UX Evolution



Un|f|ed D|g|ta| EXperience Accessed Patient Portal

e Consistent across channels

- Web
— Portal
- Apps accessed
,
— Emall Portal ‘ Acc.ess
Patient
* 3" party components Porta!

present special challenges

= No difficulty Some difficulty

B Major difficulty Couldn't complete task at all

Source: Klein & Partners 2018 National Omnibus Study GEONETRIC®



Optimizing Experiences

1. Set up your analytics
2. Optimize experiences for all users (A/B testing)
3. Then look to personalization
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Our organization can demonstrate that website personalization has
improved the performance of our digital marketing.

Strongly disagree
Unsure 24%

32%

Somewhat disagree
12%

Strongly agree
7% Somewhat agree

25%

m Strongly disagree  ® Somewhat disagree = ® Somewhat agree Strongly agree  ®m Unsure

Source: Geonetric’s 2018 Healthcare Digital Marketing Trends Survey GEONETRIC®
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2 CONE HEALTH.

Heart & Vascular Care . . .
Heart & Vascular Clinical Trials & Research

Exceptional Care and Innowation
LeBauer-Brociie Center for Cardiovascular Research and Education,
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Accessibility



Accessibility Woes

BECKER'S

HEALTH IT & CIO REPORT

Epic sued by National Federation of the Blind: 4
things to know

Written by Julie Spitzer | January 07, 2019 | Print | Email

MIERY The National Federation of the Blind claims Epic's software isn't suitable for blind and low-vision

wr— users, according to a lawsuit filed in Massachusetts and reported by the Politico Morning eHealth
‘wee!

newsletter.
RIS Here are four things to know:
G+

1. The NFB brought the lawsuit under the state's disability protection law. The lawsuit alleges that
because EHRs aren't easily accessible to the blind, the technology limits them from taking jobs in healthcare.

2. The federation argues Epic and other EHR vendors should be required to equip their products with text-to-
speech features so that blind and low-vision people can use them. EHR vendors would likely need to spend
thousands of hours and dollars reworking their systems to meet these accessibility standards.

3. Epic requested the case move from Massachusetts to federal court because of the expense of the claim
and the fact that the parties are from different states, according to Politico.

4. Epic has until Feb. 1 to decide how to proceed.
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Build a Compliance Program

Automated
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Consumerism



Consumer choice
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‘Only 12 percent of
adults had proficient
nealth literacy...”

Note that 11 percent of
JS adults
WOrk in healthcare.

The Health Literacy of America’s Adults, U.S. Department of Education, 2006 http://g00.gl/bUufeA

BLS Spotlight on Statistics: Health care 2009 https://www.bls.gov/spotlight/2009/health care/




How do millennials choose health coverage?
 Members Customers

1 40% based on cost [ 52% based on cost

How do millennials choose doctors?
© Members Customers

1 21% because of 1 30% because of
cost cost

Source: A New Picture of Health, Barkley USA



Three Pillars of Transparency
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A pending crisis of

confidence?

REDDY

Sruthi asks a question “why does it seem like
Amazon has suddenly gotten a lot sketchier?“

"Listen. | will give you half of your money back right away, and
the other half after you take down your bad review.”

amazon
|

‘ll || ",r

Amazon review club + Join

44K members - 10+ posts a day
Welcome please take a second to read the group rules and understand

them. ...

AMAZON REVIEWS U.S + Join

24K members - 10+ posts a day

United States - This group is for amazon reviewers and sellers who offer
their products for a big discount or for free, in exchange for a review fro...

6

Shubam Rajora If you want review on Ur product
| can give 2 review from usa .

But u have to pay me via PayPal

If interested may contact me.

1
Like - Reply - 3dw D

’ Maxwell Coble how much per one?

Like - Reply - 5w

&  vvite areply...

Mia Janes Hi everyone

Need review, US only.

Refund 100% after shipment.

And more other items are free in our stores.
Say "yes" if you are interested




Pricing Transparency



New CMS Rules (for Jan 1, 2019)

" ..effective January 1, 2019, we are updating our guidelines
to require hospitals to make available a list of their current
standard charges via the internet in a machine readable
format and to update this information at least annually, or
more often as appropriate. This could be in the form of the
chargemaster itself or another form of the hospital's choice,
as long as the information is in machine readable format.”
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Facebook Organic Loss

Median Facebook organic post reach

Expressed by month, January 2016 to March 2017.

40,000
35,000
30,000
25,000
20,000

15,000
16-Jan 16-Mar 16-May 16-Jul 16-Sep 16-Nov 17-Jan 17-Mar

SOURCE: FACEBOOK INSIGHTS Chicago Tribune
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Drew Curtis (Fark) On growth:
“...a lot of publishers have grown rapidly because they've
gotten huge on Facebook. But Facebook hasn’t always been

the best ally.

| said the same thing about Google, which was more

benevolent than Facebook.

If you hand your engagement

channel over to a third par

y, that's dangerous. Over 90

percent of our traffic is organic, which means that no third-
party can come in and make a tweak and wipe out half our
audience. Building an audience that way is a lot harder and a
lot slower, it's a lot safer. I'm thinking more long-term.”
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The Infuriating Reality
of Search’s Future

SparkToro
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What insurances does Mayo Clinic accept?




The Shift is On Mobile

Feb 2018 vs. Feb 2016 « Percent of No Click
Organic No Clicks searches on mobile up
Desktop 2016 65.56% 34.44% oUWl
Desktop 2018 65.72% 34.28% - On mobile, for every 2
organic click searches,
Mobile 2016 58.43% 41.57%  there are 3 no click
Mobile 2018 38.97% 61.03%| Searches

Source: Rand Fishkin https://youtu.be/fFFdMQg6TklI
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US Local Search Query Volume, Mobile vs. Desktop,
2014-201%

bilhons

1419

63.6 64.6 63.8 63.2 627 62.3

|
2074 2015 2014 2017 2018 2019
B Mobile W Desktop

SOUrce: Eﬂmxefsﬁas cited in CDD]ﬁJ‘IEJJI'DE, MaE 14, 2015

190055 WAl earketer.com

***Projected search volumes GEONETRIC®
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s SEO Dead?

* No...not yet, anyway
o |t's still very important

« But these changes mean that it's time to reassess it's role in our
toolkit
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Use the Full Range of Available Tools

Borrowed

GEONETRIC®



Are you optimizing
to the right target?



Micro-Moments: Customer Journey Focus

Q

[-want-to-know
moments;

When someone is
exploring or
researching, but is not
necessarily in
purchase mode.

0

[-want-to-go

moments:

When someone is
looking for a local
business or is
considering buying a

product at a nearby store.

&

[-want-to-buy
moments:

When someone is ready
to make a purchase
and may need help

deciding what to buy
or how to buy it.

GEONETRIC®



Micro-Moments

e | want to know moments

O - Content marketing hub
" - Brand journalist
I-want-to-know o NeWSJacklng

moments:

When someone is
exploring or
researching, but is not
necessarily in
purchase mode.

GEONETRIC®



Micro-Moments

* | want to go moments

o - Locations strategy
- Business listings management
I-want-to-go - Wait times
moments:
e Lot - (Geo-fenced ads on your campus
looking for a local (and Competitors)

business or is
considering buying a
product at a nearby store.

GEONETRIC®



Micro-Moments

| want to do moments
- Find a physician
- Make an appointment
- (et directions
- Pay my Dill
- Wellness content
- Recipes

— Fitness tips

GEONETRIC®



Micro-Moments

* | want to buy moments

— Create effective transaction
streams online

- More opportunities to conduct
business on their own terms -
online, by phone or in person.
24X 7X365.

- Appointment navigator

&

[-want-to-buy

moments:

When someone is ready
to make a purchase
and may need help
deciding what to buy

or how to buy it.

GEONETRIC®



Find Micro-Moments Through Journey Mapping

Patient Journey and Personalization Opportunity Map

Awareness Information Inquiry Consideration Purchase Post-Purchase
2
g Concerned about‘normal Others' stories of childhood
2 § childhood development. disease and news about autism
§ Uncerﬁam were to go for help'. (availability).
S Discussing with other parents in Fear what happens next if there is
online forums. a problem (risk aversion).
o Thoughts about family history
o 9 — (representativeness).
O wn
Sa /
o —_—
=
o —
2 Set up an appointment with a Get information about common
< pediatrician for tests and childhood concerns, learn what to
= understand what to talk with the ask your doctor, find your doctor
8 doctor about. and schedule an appointment.
Would it be too creepy to send an
e email saying your child is due for a
=
° g 20 month checkup, and these are
2 the things we check for?
L o
-
]
XS,
Pz
=,




Play the Google Game

« Google has a bias for it's own
services - use them

Directory management
Local search optimization
- Schema
- Manage Google Site Links
- YouTube
- Google Maps

= @ YouTube Q e i

Geonetric SUBSCRIBE 75
75 subscribers
HOME VIDEOS PLAYLISTS c >

SORT BY

Uploads PLAY ALL

E‘b%@@@

Hire a Web Vendor with Focusing Healthcare Web
Confidence - Geonetric... Content on Users and...
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Thank you!

hello@geonetric.com
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