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as the era of the e-patient really ar-
rived? And by “e-patient,” we
mean those individuals who ac-
tively participate in their health
and are equal partners with doc-

tors, payors, and pharma. Not surprised it’s
not here yet? Neither are we, because part of
the problem lies with us.

Understanding the 
e-Patient Movement

Initially, marketers and their agencies be-
lieved in the philosophy of “if you build it,
they will come.” And build it we did. We cre-
ated websites that talked, played music, and
could be seen on mobile devices. We offered
patients the ability to buy earbuds that could
measure their heart rate or a pill bottle that
would audibly remind them to take their
medicine. We thought these technology ad-
vances would herald the engaged e-patient era. 

Payors are also tapping into the e-patient
promise. Aetna has been beefing up CarePass,
a health and wellness digital platform that of-
fers users more than 20 apps, including med-
ical records tracking, prescription monitoring,
stress reduction coaching, and more. In Col-
orado, Kaiser has a 12,000-patient pilot pro-
gram using its My Health Manager platform,
an integrated healthcare system with elec-
tronic health records linked to Kaiser’s own
pharmacy. These payors believe in giving con-
sumers every tool that technology offers them.
Yet, the e-patient era remains stagnant.

Reliance on Technology 
as the Answer

The fact is, none of us has yet succeeded in
helping to shape the e-patient. Part of the
problem is that we relied on technology as an-
swers and not as tools to help us. Our “digital
first” thirst usurped a true understanding of
what patients needed. Just because a device re-
minds patients to take their meds doesn’t
mean they will actually listen and do it.  

The Journey Toward Wellness

Knowing that part of the problem lies

with us, how do we start to resolve it? For a
moment, let’s set technology aside and truly
look at the patients and their journey toward
wellness. Let’s ask ourselves three key ques-
tions:

1. Where is the patient in her journey?
Is her journey to wellness just beginning or
has she been on this path for some time and
encountered multiple obstacles? What is her
emotional state at this juncture of her journey?
Emotion is key because it helps us know
whether the patient is motivated to do well or
dejected and in need of support from us. 

2. What forms of technology are appropriate to
use?
Marketers cannot rely on digital products as
strategic initiatives. They are tactics and are
simply vehicles that are part of a grander plan
— the brand strategy. Let’s accept that, then
look at which forms of technology best help
patients on their journey. While it’s true that
most people today use multiple devices to ac-
cess information, there needs to be synergy
and a carefully thought-out plan on how tech-
nology can enhance the journey. Otherwise,
it’s like throwing spaghetti against the wall
and watching it fall.

3. Are the technologies easier and better?
Technology should solve patients’ problems
with simplicity, not increase their burden. The
digital fork is an example of what doesn’t
work. It vibrates when individuals eat too fast.
But what if they have a penchant for pizza or
burgers? Where’s the fork now? Sitting in a
drawer most likely. 

For patients to love the products we create,
and to actually use them, means choosing the
technology that will make it easier and better
for them. Consider MyFitnessPal. The app
“knows” the calorie count of practically every
brand of canned green beans on the market
and remembers the foods and exercises that
people initially enter. Tracking and monitor-
ing have never been easier. And better.

What Tomorrow Brings

With technology development accelerating
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at lightning speed, patients are being sur-
rounded by new products and devices they can
easily access and take along on their journey.
Apple’s new HealthKit and Health apps will
likely accelerate the use of wearable devices.
That’s not to say our job will necessarily be
easier. 

For the era of e-patients to truly arrive, we
need to understand where they are on their
journey and leverage technology support that
is both easier and better for them. Otherwise,
the tools we develop will just be “stuff” we
throw in the kitchen drawer. Along with the
digital fork. PV

AbelsonTaylor is an independent health and
wellness advertising agency.
{  For more information, 
visit abelsontaylor.com.
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100% COMMITTED
TO YOUR BRAND

AbelsonTaylorIT’S THE WAY WE THINK

WHY GIVE LESS THAN 100%?
You could hire a separate digital agency to build your website. 
Maybe another to manage your social media. But multiple agencies 
struggling to keep content aligned while also trying to pilfer each 
other’s work is a recipe for inefficiency. And disaster.

Why not give 100% to an agency that’s successfully incorporated 
digital media into its clients’ branding mix for more than 15 years? 
One whose only agenda is delivering the right content, through the 
right channel, to the right audience. Who’s 100% committed 100% 
of the time.
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