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  Making Meaningful Connections   
by Betsy Weaver, Ed.D. 

ight now hospitals, healthcare providers and payers are all working to figure 
out how to reduce costs, deliver quality preventive care and move away from 
fee for service. It’s no secret that this move from volume to value is messy,  

requires everyone involved in health to be aligned and means significant changes to 
the healthcare industry. In fact, it pushes the healthcare industry to focus on helping 
patients be healthy outside the hospital to reduce stays rather than treating them 
when they are sick in the hospital.    

The Affordable Care Act of 2010 set forth the goals of increasing the quality and 
access of care while decreasing costs. Supporting these outcomes, the Centers for 
Medicaid & Medicare Services (CMS) has charged hospitals and providers with 
implementing electronic health records and then attesting to their meaningful use. 
CMS is now supporting numerous new care models that involve patients becoming 
better partners in their health. It also recognizes that providing care to engaged, 
knowledgeable patients ultimately costs less.  

While health professionals nationwide are scrambling to enact this new relationship 
and figure out the best way to educate and activate patients (saving time, money and 
effort), CMS is pushing them to take advantage of today’s ubiquitous technology. More 
than 80% of Americans—regardless of age, education, socioeconomic status or where 
they live—are on the Internet.1 And most of them look for health information online.    

Consider these statistics: 

• 93% of adult patients want email communication with physicians.2 
• 72% of adult Internet users looked online for health information within the past year.3  
• 66% of adult Internet users researched a specific disease or medical problem.4  
• 20% of Americans use social media as a source of healthcare information.5  
• 41% say social media would affect their choice of a doctor, hospital or medical 

facility.6 

To change behaviors and impact outcomes, the healthcare industry must meet patients 
where they are—online. By establishing two-way, digital access between patients and 
hospitals, providers effectively reinforce their messages in a way that patients can hear, 
understand and act upon them.  
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Three Keys to Improving Privacy and Security Protections 
by David C. Kibbe 

lthough the recently reported cyber theft of patient information due to a hack of electronic health record (EHR) 
vendor Medical Informatics Engineering (MIE) and its subsidiary patient portal, NoMoreClipboard, is the first reported 
breach of an EHR system, it most assuredly will not be the last. The earlier Anthem and Premera insurance  

company breaches show that criminals are increasingly seeking out medical data because they often link to financial and 
insurance information.     

Why are healthcare data so vulnerable in the first place? In a word, neglect. Healthcare as an industry has not bothered to 
take security as seriously as other sectors of the economy, where privacy breaches have occurred for several years and 
systems have been hardened to protect against intruders.   

And ironically, the recent push to make healthcare information systems more interoperable and the rush into mobile and 
wearable healthcare applications—changes often promoted as bringing health information technology (HIT) up to speed with 
the rest of the Internet society—might be increasing the vulnerability of health information to hacking events as people 
blindly trust the security of online-accessible health records.   
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Making Meaningful Connections …continued from page 1 

In general, it takes adults seven times to hear new information before it has impact.7 Plus, patients forget 80% to 90% of what 
they learn at doctor appointments.8 Now, through the Internet, there is access to information 24/7, but is the health information 
reliable, evidence-based and able to \be trusted?  All too often the answer is no. If this information came from trusted sources 
in hospitals and healthcare, patients would use it. All providers should be using technology to support patients and inform them 
about their own care throughout the care continuum.  
The Most Effective Information  
Digital messaging to patients can mean many things and depending on how it is interpreted, can drive different behaviors and 
levels of engagement. An email message telling patients there is new information posted in their electronic health records 
(EHRs), for example, is highly unlikely to improve outcomes or satisfaction; however, an email message that gives patients 
information they need right now to manage their care, pre-empts their questions and guides them to their EHR for additional 
specific information has a much greater chance of being read. It is relevant to a patient’s needs at that moment. 
Hospital messaging should set patients up for success by answering their questions before they’re even asked, giving them 
the right information at the right time and providing secure, two-way communication with their providers when they need it. 
In a 2013 study, researchers from the University of Oregon and George Washington University found that “patients who were 
more knowledgeable, skilled and confident about managing their day-to-day health and healthcare (also known as “patient 
activation”) had healthcare costs that were 8% lower in the base year and 21% lower in the next year compared to patients 
who lacked this type of confidence and skill.”9 
In a second study in 2015, the same researchers showed that “activation levels are related to clinical, behavioral and utilization 
outcomes” and that “higher baseline activation levels were predictive of better health outcomes in nine of 13 health indicators.”10 
To fully engage patients in their care and improve outcomes, communications should be targeted to the specific point where 
each patient is on his or her own care continuum. This means not sending a general newsletter or the same information to all 
patients; that’s not what patients want nor will it help them to take better care of themselves. Patients’ time is valuable, and 
they read only what they feel is of high value to them in that moment. They need information that will guide them through their 
specific episodes of care. If hospitals want patients to become true partners in their care to impact outcomes, they must deliver 
targeted messaging that supports each patient. This type of customized care and patient education is what all healthcare 
providers seek for their patients, but it requires technology that can support this kind of access.  
Here are a few questions for providers to ask about the messages they are sending to patients: 

• Are they part of a sustained connection with a patient? 
• Are they relevant to a patient’s specific care episode?  
• Are they pertinent to a patient’s specific point in the care continuum right now?  
• Does the delivery platform collect data about a patient’s use of services and level of engagement, along with the 

impact of data in real time any time? 
When the answer is “yes” to all of these, then hospitals are on their way to improving health outcomes across the care 
continuum. Messaging across that continuum—before, during and after a care episode—is imperative. All of CMS’s new 
models of care aimed at saving money and improving care require communication before and after a hospital stay, not just 
during. So it’s time to break free of the constraints of the four hospital walls. The “before” is a critical time to set and manage 
patient expectations; the “during” of a hospital stay is the shortest span in the continuum of care; and the “after” of the recovery 
period is essential when it comes to managing adherence and reducing readmissions. This post-discharge period is also when 
healthcare providers can solidify patient satisfaction and loyalty, and when patients become either staunch supporters or vocal 
critics. 
It’s important to note that patients do not differentiate between these points along a care continuum. These steps form a 
seamless journey for them; if patients miss any part of a care journey, they feel unsupported. For educational messaging to 
impact health outcomes, it must follow the same care path and remain relevant to each patient throughout an entire journey. 
Imagine a future in which hospitals form digital connections with patients as soon as they are diagnosed, give patients access 
to the right information and resources when needed and help patients be partners in their care and improve not just their 
healthcare, but also their health. 
For the most innovative hospitals, and those that will be successful in the changing healthcare landscape, that future is now. 
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Betsy Weaver, Ed.D., is CEO/president and founder of TPR Media (UbiCare), an innovator in patient education and healthcare 
communication. For more information about UbiCare, contact info@ubicare.com. 
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