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Does any of this sound familiar? 

“Everyone has 
an opinion about 

the website!”

“We lack an overall digital 
strategy. Projects are often 
independently planned and 

rolled out without 
coordination.” 

“We have a lot of 
data but struggle to 
use it effectively.”

“Urgent projects 
almost always take 
priority over more 

strategic initiatives.”

“We lack the in-house 
resources and funding 

we need to manage our 
ongoing digital projects.”

“We aren’t taking 
advantage of the 

technology that we 
currently own.”



Balancing Strategic & Operational

• Digital marketing & campaigns

• Site enhancements & maintenance 

• Content development & blogging

• Software upgrades 

• Ongoing reporting and dashboards

• Social media & monitoring

• End user training

• Vendor & agency management 

• Internal presentations 

• A/B testing 

• Technical support 

Ongoing Digital Operations

• Large scale redesign projects

• New technology platforms (CMS, CRM, etc.)

• Location & reputation management 

• Journey mapping

• Mergers & acquisitions 

• Customer/patient data strategy 

• Enterprise-wide content strategy

• Mobile applications 

• Customer insight programs

• Strategic roadmaps 

• Change management & governance 

Strategic Initiatives



Most companies are not organized 
to plan, deliver and manage connected 
digital experiences. Organizations are 
typically siloed, with uncoordinated projects 
and unevenly distributed capabilities.



About Connective DX 

Benchmarking digital excellence 
Researching leading digital 
experience practices across top 
health systems nationally.  

Teaching & enabling 
Leading workshops and 
sessions at industry events 
including HCIC & SHSMD.

Patient experience focused 
Dedicated healthcare practice 
working with leading providers 
and  payers for more than a 
15 years. 

A digital experience and technology partner that helps 
healthcare organizations embrace the power of digital, align 
around the patient, and take control of their future. 



Brand and content clarity

6

21

Leaders in branding and content  
clarity among top U.S. hospitals

79%

71%

68%

46%

Lower Performers

54%

54%

46%

44%

42%

41%

40%

40%

36%

NYU Langone

Penn Medicine

UCSF Health

Northwestern Medicine 66%

New York - Presbyterian 56%

• Brand clarity
• Plain language
• Geographic complexity
• Home page routing
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• Been launching websites since 1995
• New to Healthcare 
• Joined Northwestern 3 weeks after the site launched
• Spent the last year receiving NM.org feedback 
from 4,000 physicians

Stephen Strong
Director of Digital

• 9 Illinois hospitals
• Academic and Community Care
• 4,000 physicians and 30,000 employees
• Northwestern Memorial Hospital ranked 
1st in Illinois by USN&WR

• New site launched September 2016

Northwestern Medicine 
NM.org



9

Steps To a Successful Year One

1. Manage feedback, priorities and quick fixes

2. Create roadshow presentations to listen, show progress and get credit

3. Leverage analytics and user testing for impactful enhancements 

4. Eventually stop fixing and start evolving

MONTH
9 – 12 

MONTH
6 – 8

MONTH
4 – 6

MONTH
2 – 3 

MONTH
1
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NM.org Before Redesign 

• 250+ individual websites lacking consistent 
infrastructure

• 6,800+ pages of content with limited content strategy
• Challenging navigation & user experience
• SEO challenges

• Inconsistency in branding voice & tone
• Limited mobile presence
• Limited analytics 
• Internal‐focused experience
• Inconsistent approach to service lines

12 websites with Cancer Treatment information prior to relaunch
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Launch Day = “It’s live! We did it!” MONTH
1
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Day #2 = “Oh @$%&!” MONTH
1
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After Your Site Launches…

Expect Feedback

Lots and Lots of Feedback

MONTH
1
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Create Many Paths for Feedback MONTH
1

“My Department Chair is complaining so please fix it” option:
webmaster@nm.org

Public Option Employee Option
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Collect It & Structure It MONTH
1

+

Progress Trackers
• Resolved
• In Progress
• Waiting on More Input 
• Under Consideration
• Requires Business Decisions
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Get Credit For Listening & Quick Fixing MONTH
1

Some feedback needs to be debated and approved/declined. Set guidelines for who decides:
 Digital = best practices
 Marketing = voice of the consumer, align with broader marketing strategies
 Senior Leadership = business decisions, clinical decisions, “not Marketing decisions”
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Month 2 – 3 = “Is the site fixed yet?”

Implement “easier” updates (content, functionality)

Establish Year 1 Priorities
1. Listening Roadshow
2. Priorities Roadshow

MONTH
2 – 3 
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Listening Roadshow

50 meetings with physician groups and leadership over first 3 months

MONTH
2 – 3 

• Get credit for listening

• Identify common areas of 
concern

• Remember who to notify 
when issues are resolved
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Priorities Roadshow

• Identify key areas of pain and how to fix them
• Focus on larger enhancements that will have a broader impact
• Set realistic timeframes

MONTH
2 – 3 

Screengrabs are your friend!
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Month 4 – 6 = “It’s only been three months?”

Get Work Done

Listen & Learn 

MONTH
4 – 6 
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Listen & Learn = Website Analytics MONTH
4 – 6 

• Simplify your reports

• Automate monthly

• Look for patterns over time

• What data stories do you 
want to tell?
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Data Story = Convince Legal to Eliminate the “Disclaimer” page MONTH
4 – 6 
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Establish Analytics & Measurement Plan 

OCT 2016
Site Launch

JAN MAR MAY JUL

Remote Testing:
Appointments Funnel
JANUARY‐MARCH 2017

Remote Testing:
FAD Open Text Search
MAY‐JULY 2017

Remote Testing:
Billing Funnel
MARCH‐MAY 2017

Kickoff Continuous 
Improvement
DECEMBER

In‐Person Testing: 
Key User Journeys
AUGUST

Usability Testing

A/B Testing

SEP 2017

Kickoff Behavior Analysis & 
A/B Testing
FEBRUARY

Homepage Disruptor ‐
Placement Test
APRIL

Doctor Request 
Appointment button ‐ Color 
Test
MARCH

Location Detail Call CTA ‐
Placement Test
APRIL

Homepage Appointment CTA ‐
Language Test
MAY

Conditions Pages 
Disruptor ‐ Placement 
Test
JUNE

MONTH
4 – 6 
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Make Changes Without Asking Permission:
A/B Tests for Continuous Improvement
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Quick Online Usability Tests Prior to Launching Functionality MONTH
4 – 6 
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Month 6 – 8 = Get Projects Live! Get Credit for Progress! MONTH
6 – 8 

Progress Roadshow
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Month 9 – 12 = “We’ll that’s all on track. Now what?” MONTH
9 – 12 

Plan for Year Two

• Formal Usability Testing

• Strategy Roadshow
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Formal Usability Testing to Establish Priorities 

2 Days + $40K = Tons of Benefits

1. Hear directly from consumers on your site’s performance
• “Hey, our site isn’t as bad as some people think!”
• “I can’t believe no one saw that submit button!”

2. Provides consumer consensus to answer internal debates
• “Yes, Doctors Near Me is important to consumers…”

3. Identify the “We really need to fix this as soon as possible” items

4. Invite stakeholders beyond Digital to watch focus groups

MONTH
9 – 12 
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Strategy Roadshow = Lead How Your Site Evolves

If possible, tie into broader marketing or digital programs

MONTH
9 – 12 
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Your Path to Surviving Year One 

MONTH
4 – 6 

MONTH
1

MONTH
6 – 8 

MONTH
9 – 12 

MONTH
2 – 3 

• Feedback process
• Quick fixes
• Content vs 
Functionality 

• Steward business 
decisions

• Listening Roadshow
• Priorities Roadshow

• Get work done!
• Analytics stories
• Test & Learn plans

• Get work live!
• Progress Roadshow

• Formal usability 
testing

• Year 2 Strategy 
Roadshow
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Thank You! 

Contact Information

Stephen Strong
Director of Digital
Northwestern Medicine
stephen.strong@nm.org



A few closing thoughts… 



Creating connected patient 
experiences means connecting 
your organization

"We view the hospital's website as the first 
step in a digitally enabled patient experience. 
Patients should have one journey of care 
which incorporates everything we do."

Spectrum Health CIO, Patrick O'Hare



Investing in Organizational Capabilities 

• Digital marketing & campaigns

• Site enhancements & maintenance 

• Content development & blogging

• Software upgrades 

• Ongoing reporting and dashboards

• Social media & monitoring

• End user training

• Vendor & agency management 

• Internal presentations 

• A/B testing 

• Technical support 

Ongoing Digital Operations

• Large scale redesign projects

• New technology platforms (CMS, CRM, etc.)

• Location & reputation management 

• Journey mapping

• Mergers & acquisitions 

• Customer/patient data strategy 

• Enterprise-wide content strategy

• Mobile applications 

• Customer insight programs

• Strategic roadmaps 

• Change management & governance 

Strategic Initiatives

Organizational Competencies 



Optimization Vision

Insight

Content

Execution Culture

Technology

DX7
Digital experiences 
are the result of 
seven organizational 
capabilities.



Take the Assessment at:  transform.connectivedx.com



Let’s discuss! 

Contact Information

Stephen Strong
Director of Digital
Northwestern Medicine
stephen.strong@nm.org
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Download the Report at 
bit.ly/HDX‐15

More information at 
www.ConnectiveDX.com

Jeff Cram
jcram@ConnectiveDX.com
617‐401‐2295


