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About Greystone.Net

Á Healthcare Internet business strategy development since 

1996 and with over 250+ Hospital and Health System clients.

Á Deep expertise in healthcare 

ï Administration, Hospital Operations and Planning

ï Marketing and Public Relations

ï Focused on Customer Relationships and Client Empowerment

Á History of Hospital Web Site Education

ï 13 years of Webmaster Workshops 

ï 14th Annual Healthcare Internet Conference, Las Vegas, November 

2010



Greystone has many healthcare system clients. These clients range from stand alone hospitals 

such as Guthrie Clinic and El Camino Hospital to medium and large multi-hospital systems such 

as Sentara, St. Johnôs Mercy and Aurora Health Care. Many of these clients have been using 

Greystone for many years for a wide range of Internet development services.

Hospitals and Healthcare Systems

http://www.muschealth.com/
http://www.musc.edu/
http://www.muschealth.com/
http://www.muschealth.com/
http://www.musc.edu/


Greystone has over 40 university medical center clients and is the recognized leader in Internet 

consulting and services in the US. In addition, Greystone has over 30 Childrenôs Hospital clients 

including the top ranked in the country: Boston Childrenôs, Childrenôs Hospital of Philadelphia, 

Cincinnati Childrenôs, Packard Childrenôs (Stanford), Childrenôs Pittsburgh, Texas Childrenôs and 

others.

Academic Medical Centers

http://www.musc.edu/
http://www.muschealth.com/
http://www.nyp.org/
http://www.ohsuhealth.com/


Due to Greystoneôs hospital Internet experience and references, it has been asked to assist other 

healthcare organizations develop their Internet plans and services.  These include the 

Association of American Medical Colleges, Joint Commission Resources, NACHRI and CHCA. 

Physician group practices also use Greystone for their Internet support.

Other Healthcare Organizations

http://www.musc.edu/
http://www.muschealth.com/
http://www.muschealth.com/
http://www.musc.edu/
http://www.musc.edu/


Your Target Audience 

Uses The Web



Online Population Headlines

Á As of December 2008 over 73% of American adults use the Internet 

which equates to nearly 223 million American users (Nielsen NetRatings)

ï About 145 million (or 65%) use the Internet on an average day. 

Á The Internet population has grown and broadband connections at 

home have become the norm

Á 80% of American Internet users have searched for health 

information and the percentage of Internet users who search for 

health information has been stable over the past four years (Pew 

Internet)

Á 7% percent of American adults search for health information on a 

ñtypicalò day (Pew Internet)

Á New Pew Internet Healthcare stats

http://www.pewinternet.org/Reports/2009/8-The-Social-Life-of-Health-Information.aspx?r=1


Online Population Headlines, conôt.

Á 66% of health seekers began their last online health inquiry at a search 

engine; 27% began at a health-related Web site. (Pew)

Á 72% of health seekers visited two or more sites during their last health 

information session. (Pew)

Á 48% of health seekers say their quest for information was undertaken on 

behalf of someone else, not themselves. (Pew)

Á 53% of health seekers report that their Internet session had an impact 

on how they take care of themselves or care for someone else. (Pew)



Online Population Facts, conôt.

Á What visitors want to do on a healthcare Web site: (Harris):

ï Ask questions that doesnôt require a visit77%

ï Schedule/Cancel appointments 71%

ï Refill a prescription 71%

ï Receive test/lab results 70%

Á More than one-third (37%) are willing to pay out of pocket for the ability 

to communicate online with their doctor, with the average price they are 

willing to pay being slightly more than $10/month. (Harris)



Broadband Growth 

Á Approximately 77% of home Internet users ïor 55% of all 

Americans ïhave high speed access as of April 2008 (Pew)

ï About 64% of rural Americans with Internet access at home have high 

speed access

Á This is a very fast uptake ïto reach a 50% penetration: (Pew)

ï VCR 14 years

ï Color TV 18 years

ïCell phones 15 years

ï Personal Computers 18 years

ï Broadband at home 5 years



Mobile Broadband Growth 

Á In Q4 2006, there were 854,000 unique 
mobile broadband users. In Q4 2007, the 
number was 2,168,000 ïa 154% 
increase in one year. (comScore, March 2008)

Á Today, post iPhone and other 
smartphone explosions ïthere are more 
than 46 million mobile broadband users, 
predicted to grow to 140m by 2013. (Parks 

Associates, January 2009)

Á 62% of all Americans are part of the 
wireless mobile population ïpartaking in 
digital activities away from home or work. 
(Pew Internet, March 2008)

Á The number of text messages sent and 
received every day exceeds the 
population of the planet é



Á ñOnline users spend as much 
time surfing the Web as they do 
watching TVé 

Á The Internet is tremendously 
influential. It has the kind of 
influence that was attributed to 
TV in the past.ò (Jupiter Research)

ïOn average, online users spend 
14 hours a week on the 
Internet, which is equal to the 
amount of time they spend 
watching TV.

ï In comparison ïduring an 
average week ïthey spend:

Å One hour reading magazines

Å Two hours reading newspapers

Å Five hours tuning into the radio

Marketers spend 6% or less of their 

dollars on online activities.  Given 

the current usage and trends, is this 

still adequate or appropriate?

Online Usage



Social Media and Web 2.0

Á A catch-all phrase to describe a wide range of online activities and 
applications. Think collaboration, networking and user-created 
content.

Á An ñumbrellaò covering a new generation of Internet applications 
emerging and merging to form the ñparticipatory Web.ò Conceptually 
it:

ïUses collective intelligence

ï Provides network-enabled interactive services

ï Gives users control over their own data.

Á Think of:

ï Social networking and blogs

ï Podcasts and vodcasts

ï Mobile messaging

ïWikis



Social Networks

Á Just under half of Americans (48%) have either a MySpace, 
Facebook or LinkedIn page, with 16% updating their page at least 
once a day. (The Harris Poll, April 16, 2009)

ï Four times as many as three years ago, but much less than the 65% of 
online American teens who use social networks.

Á Social networks and blogs are now the 4th most popular online 
activity (ahead of personal email). (Nielsen Online, March 2009)

Á ñTime spentò on these sites is growing three times faster than overall 
Internet rate, now accounting for almost 10% of all time spent on the 
Internet. (Nielsen Online, March 2009)

Á One in every 11 minutes online is accounted for by social 
networking.
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Social Networks, conôt.

Á As of December 2008, 11% of online American adults said they use  
Twitter (or another microblogging site) to share updates about 
themselves or to see the updates of others. (Pew Internet Feb 2009).

Á Mobile is playing an increasingly important role in social networking, 
In the US, 19% of social networking site visits are from a mobile 
device. (Nielsen Online, March 2009)

Á Wireless Internet users are also more likely to be users of Twitter 
and other status updating services. Twitter users are more mobile in 
their communication and consumption of information. 76% of Twitter 
users use the Internet wirelessly. (Pew Internet Feb 2009).

Á According to Nielsen Online, ñSocial networking isnôt just growing 
rapidly, it is evolving ïboth in terms of a broader audience and 
compelling new functionality.ò
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Video Sharing Web Sites

Á In March 2009:

ïAmerican Internet users viewed 14.5b online 
videos 
ÅUp 32% since March 2008

ïGoogle continues to have the most visits ï
5.9b (41% market share). YouTube 
accounted for 99% of Googleôs visits. 

ïFox Interactive Media ranked #2 with 437m 
video visits a day (owner of MySpace) with 
3% market share.

ïHulu broke into the top 3 video viewing 
properties with 380m visitors.
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http://www.youtube.com/
http://www.foxnews.com/index.html
http://www.hulu.com/


Video Sharing Web Sites

Á In March 2009:

ï77.8% of American Internet users viewed 
online videos, each averaging 97 videos that 
month. 

ïAverage video session duration was 3.4 
minutes. 

ïAmericans averaged 5.7 hours of online video 
watching during the month.
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http://www.youtube.com/
http://www.foxnews.com/index.html
http://www.hulu.com/


Integrating Video and Audio

Video and audio

podcasts linked 

to each 

physician profile.



Hospitals Are 

Leveraging the Web



Hospitals are Strategically Embracing the Web 

Á User-focused sites

Á Strategically developed content and functionality

ï Contextually integrated information

ï Persuasive architecture

ï Preferred paths

ÁEvolved ñcalls to actionò

Á Improved search engine performance

ï Organic Search performance

ï Paid performance

ÁLeveraging Web 2.0



1. Sites Should Be User-focused

Á Anticipate what the target audience wants.

Á Adhere to Web Usability guidelines

Á Ask the target audienceédonôt assume.

Á Donôt force your organizational politics and nomenclature on an 

unknowing public.



Who Has the Best Path

Á Letôs play a game

You are traveling and you need a cup of coffee.

Á How do you find the closest cup of joe?

Á Dunkinô Donuts v Starbucks



https://www.dunkindonuts.com/


http://www.starbucks.com/


Who Has the Best Path

Á Letôs play a game

Your daughter has been diagnosed with ñpancreatitisò by your 

gastroenterologist.

Á Your insurance is accepted by all major hospitals in the city.  How 

do you a) find out more about pancreatitis and b) find appropriate 

medical care?

Á LINK

Á LINK

http://www.tuftsmedicalcenter.org/default
http://www.childrenshospital.org/


Redesign for Your Site Visitors



2. Make Your Content Strategic

Á Anticipate what the user wants to know and do. 

Á Based on the selected clinical topic

ïWhat are your services and programs that they would want to know 

about?

ï What actions would they like to be able to take?

ïWhat path to additional content and action steps would they want to 

follow?

Á Also known as:

ï Persuasive Architecture 

ï Integrated Content

ï Smart Content 

ï Preferred Paths

ïConversion Rate



http://www.acehardware.com/info/index.jsp?categoryId=1282811&infoPath=1920439

