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Overview 
 
Traditionally development of digital tools was solely an IT initiative, but today it is a customer-
needs driven initiative.  Digital experiences are not separate from other parts of the 
experience; they are often times the first impression that potential customers have of you, and 
the first tools they turn to when they have questions or needs throughout their journey. Thus, 
a common challenge for healthcare leaders is clearly understanding users’ digital needs and 
how to best organize digital information to meet the needs of multiple audiences. Developing a 
research-based digital strategy that combines digital methodologies with unique user needs 
has the capability to both improve experiences and generate revenue.   
 
Best practices for developing digital tools exist, and it is common to partner with an 
advertising or web development agency for this purpose. However, each market and 
healthcare brand are unique, necessitating the inclusion of voice of the customer insight to 
ensure that digital tools are being built around the real (not just assumed) needs and priorities 
of users.  

 
How can marketing and digital teams engage users in order to develop the digital 

strategy and deliver the ideal digital experience?  
 

 
In this paper, we present a proven process and research-based tools for obtaining direct user 
feedback about digital needs, preferences, and priorities.  
 

Understanding the Landscape 
 
As a first step, it is important to understand what others are doing to engage digital users. In 
this paper, we primarily focus on websites, but keep in mind that digital tools also include 
mobile apps, big data analytics, cloud resources (such as a patient portal), and social media.  
 
Reviewing publicly available information and websites of competitors, industry leaders, or 
others who are influential in your market is a helpful place to start. The goal is to review and 
document key messages, the website’s look and feel, and overall positioning. We find it helpful 
to use a framework that rates websites on the following: 
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High Tech –  
Emphasizing research, technology, and clinical 
trials 
Versus:  
High Touch –  
Emphasis on the patient experience, comfort, 
and support service  
 
Me Language –  
Focus on the facility (history, awards, rankings, 
etc.) 
Versus: 
You Language –  
Focus on the patient (e.g. experience, approach 
to care, what to expect)  
 
 

Determining Priorities  
 
It is impossible to ask users for their feedback on each aspect of the website or every digital 
tool, so priorities need to be determined. Strategic objectives should play a critical role in 
determining your specific objectives for user research, including which segments/audiences 
you will want to include.  
 
Other sources of information that can determine priorities include: 

- Insights gained from reviewing competitor digital tools and positioning 
- Key internal stakeholders who can provide insight on digital needs and priorities 

(consider both thought leaders and front-line staff who hear feedback from users) 
- Digital analytics (website statistics, social media statistics) 
- Data on overall satisfaction and likelihood to recommend 

 
It can be overwhelming to begin reviewing web analytics because of the amount of 
information. A few questions to consider that can help guide your analysis include: 

1. From what source are the users coming? 
2. How much time do users spend on the website? 
3. Which site areas are most frequently visited, and how much time is spent on these 

pages? Conversely, which site areas cause the most drop-offs?  
4. What are the most common search terms used?  
5. What are the demographics and referring medium? 

 
You will also need to decide which audiences to include in the research. For many healthcare 
providers, patients/potential patients are the highest priority audience, but certainly not the 
only audience that is important.  
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Audiences of Consideration include: 
 

• Patients and service area consumers 
• Referring physicians  
• Donors 
• Volunteers  
• Researchers   
• Community leaders/influencers 

 
Keep in mind that with these audiences, there is a case for examining both current and 
potential users/stakeholders. For example, the needs of a current volunteer may be focused 
around managing their volunteer schedule, keeping up with volunteer special events or 
opportunities, and accessing information related to their volunteer position. Conversely, for a 
user considering on becoming a volunteer, they will want to know why this role is important, 
requirements for becoming a volunteer, specific opportunities available, and perhaps even 
stories from others that prepare them for what to expect.  
 
Therefore, there should be thoughtful consideration of who to include in the research and any 
qualifications that you would like to them to have (previous experience with the organization, 
role in healthcare decision-making, geography, demographics, etc.)  
 

Framework of Key Elements 
 
As a last step prior to engaging users, it is critical to have a solid framework in place to 
organize questions, feedback and recommendations. This is need to translate research into 
action planning. Below is the framework that Gelb uses, which incorporates four foundations 
for digital tools. For each question area, users are asked probes about each element.   
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Ready, Set, Go!  
 
Armed with an understanding of what you want to know and what type of framework you will 
use to structure questions and recommendations, there are several options for how to engage 
users and obtain their direct feedback.  
 

1. Interactive User Testing 
 
User testing is a technique in which website users perform a list of given tasks, while 
someone else observes. The benefit of user testing is feedback is immediate, and 
observers can see where difficulties arise.  
 
At Gelb, we use a unique and proprietary technique called Blitz User Testing. This is an 
interactive, in-depth approach to user testing that incorporates 4 key elements of 
websites – content, functionality, design and navigation. Each user testing session 
typically incorporates 6-8 users, and each user is assigned a facilitator who provides 
them with tasks, observes how easily they can conduct the task, asks probing questions, 
and takes detailed notes about their experience. We typically conduct 3-4 user testing 
groups per day, so the process produces quick results.  
 
Along with the individual tasks, the user testing group participates in a focus-group 
style debrief to review their overall impressions, priority need areas, and initial 
recommendations.   
 

2. Individual In-Depth Interviews 
 
For some audiences, it is nearly impossible to get a group together in-person for 
interactive user testing. We find that this is common with referring physicians, for 
example. In this situation, individual telephone interviews can be used to obtain their 
feedback. Similar to user testing, the question areas should focus on key elements of the 
website (content, functionality, design and navigation).  
 
Ideally, researchers can watch users complete tasks virtually (consider a virtual 
meeting tools in which you can view the user’s screen). However, it technology barriers 
or respondent willingness prevents this, it is possible for the researcher to walk 
through a series of tasks while probing the respondent about their actions and 
imprecisions during each task.   

 
3. Quantitative Surveys  

 
If you are seeking broad feedback from a large group of users, quantitative surveys can 
help. At Gelb, we have commonly used quantitative surveys for testing new digital 
concepts. Users are able to view still images of digital tools or web pages. Although the 
pages are non-interactive, they can assess a variety of design preferences and concepts. 
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They evaluate the pages in terms of effectiveness, appeal, open-ended likes and dislikes, 
and overall comparisons to other websites they have visited. As with any quantitative 
research, this can yield high sample sizes and even take advantage of existing panels or 
contact lists (which will reduce costs).  
 

Taking Action 
 
The outcome of your work should include actionable insights, including the key digital 
functional and emotional needs of users, what matters most in their digital experience, 
differences between audiences and segments, and priority recommendations. There will likely 
be implications for a variety of roles, including marketing, operations, and clinical.  
 
In order to begin taking action on the results, we find it helpful to help clients prioritize 
opportunities by quick hits (tactical recommendations that can be implemented quickly) and a 
long-term rod map (mid and long range strategic recommendations that will help to achieve 
the ideal digital experience).  

 

In Sum 
 
As the role of digital touchpoints and hospital websites continues to evolve and become a more 
important part of building relationships with customers, it will continue to be critical to 
incorporate user needs and preferences into digital strategy development. If you’re looking for 
a partner to help throughout this process, Gelb brings deep industry experience, research-
driven insights, and practical strategies to bridge the gap between information and action. Our 
digital experience accounts for brand, culture and operations with the ultimate goal of 
generating conversation and advocacy.  
 
As a lasting resource, below we provide a checklist that can help throughout the digital 
process:  
 

� Knowledge of what others are doing (publicly available resources) – competitors, 
industry leaders, or others who are influential in the market 

� Input of key internal stakeholders – thought leaders and front-line staff who hear direct 
user feedback 

� Review of digital analytics – website tools, social media statistics 
� Clear objectives and areas of priority based on information review and strategic 

objectives 
� Careful consideration of audiences that should be included in research, and 

qualifications that they should have 
� Framework for organizing questions, feedback and recommendations 
� Deployment of a research tool that will best meet your objectives 
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� Transitioning research insight into action, including what matters most, differences 
between audiences, and recommendations 

� Incorporating action planning, including quick hits and long-term roadmaps, to drive 
next steps 
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About Endeavor 

Endeavor Management, is an international management consulting firm that collaboratively works 
with their clients to achieve greater value from their transformational business initiatives. Endeavor 
serves as a catalyst by providing pragmatic methodologies and industry expertise in Transformational 
Strategies, Operational Excellence, Organizational Effectiveness, and Transformational Leadership. 
Our clients include those responsible for: 

• Business Strategy 
• Marketing and Brand Strategy 
• Operations 
• Technology Deployment 
• Strategic Human Capital 
• Corporate Finance 

 

The firm’s 50 year heritage has produced a substantial portfolio of proven methodologies, deep 
operational insight and broad industry experience.  This experience enables our team to quickly 
understand the dynamics of client companies and markets.  Endeavor’s clients span the globe and 
are typically leaders in their industry.  
 
Gelb Consulting Group, a wholly owned subsidiary, monitors organizational performance and designs 
winning marketing strategies.  Gelb helps organizations focus their marketing initiatives by fully 
understanding customer needs through proven strategic frameworks to guide marketing strategies, 
build trusted brands, deliver exceptional experiences and launch new products.  Gelb can help you 
to develop and implement the right strategies.  Using advanced research techniques, Gelb can help 
you to understand the complexities of your market, to develop your strategic decision frameworks 
and to determine the best deployment of your resources and technology to monitor your successes.  
For over 50 years, Gelb has worked with marketing leaders on: 

•    Strategic Marketing 
•    Brand Building 
•    Customer Experience Management 
•    Go to Market 
•    Product Innovation 
•    Trademark/Trade Dress Protection 

 
 
Our websites: 
www.endeavormgmt.com 
www.gelbconsulting.com 
www.gulfresearch.com 
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