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Doctors sound off on I.T. concerns.
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Physician use of IT: results from the Deloitte Research Survey.

Miller RH, Hillman JM, Given RS.

Institute for Health & Aging, University of California-San Francisco, USA.

The authors analyzed 1,200 physician responses to a Deloitte Research/Fulcrum Analytics survey of office-based physician use of the Internet and other information technology (IT). Overall, the results suggest that 40 to 50 percent of all respondents are using, or are ready to use, IT for substantial clinical care. However, time and liability concerns about patient e-mail were pervasive across all IT user categories. The results also indicate that some public/private policies aimed at increasing physician IT use for clinical management should be tailored to specific segments of the physician IT user spectrum, rather than using a "one-size-fits-all" policy approach.
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Physicians: the key to IT success.

Geyer S.

As hospital trustees weigh the costs and patient safety issues surrounding long-term planning and investment in information technology tools, physician willingness to accept and adopt IT innovations is key to their success. 
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How information retrieval technology may impact on physician practice: an organizational case study in family medicine.

Pluye P, Grad RM.

Post-doctoral fellow, Department of Social Studies of Medicine, McGill

University, Montreal, Quebec, Canada.

Abstract Rationale Information retrieval technology tends to become nothing less than crucial in physician daily practice, notably in family medicine.  Nevertheless, few studies examine impacts of this technology and their results appear controversial. Aims and objectives Our article aims to explore these impacts using the medical literature, an organizational case study and the literature on organizations. Methods The case study was embedded in an evaluation of the implementation of medical and pharmaceutical databases on

handheld computers in a Canadian family medicine centre. Six physicians were interviewed on specific events relative to the use of these databases and on their general perception of impacts of this use on clinical decision making and the doctor-patient relationship. A thematic data analysis was performed concomitantly by both authors. Results and conclusion Findings indicate six types of impact: practice improvement, reassurance, learning, confirmation, recall and frustration. These findings are interpreted in accordance with both a medical and organizational perspective. The fit with the literature on

inter-organizational memory supports the transferability of the  findings. In turn, this fit suggests how information retrieval technology may change physician routine. This study suggests a new basis for evaluating the impact of information retrieval technology in daily clinical practice. In conclusion, our paper encourages policy-makers to develop, and physicians to use, this technology.
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Younger physicians, specialists use Internet more.

Martin S.
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Computer use among community-based primary care physician preceptors.

Carney PA, Poor DA, Schifferdecker KE, Gephart DS, Brooks WB, Nierenberg DW.
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PURPOSE: Use of the Internet to access biomedical information in patient care has important implications in medical education. Little is known about how community-based clinical teachers use computers in their offices and what factors, such as age, may influence use. METHOD: A total of 178 active community-based primary care preceptors were mailed a 15-item questionnaire about their computer equipment; Internet use; and specific applications in patient care, patients' education, medical students' or residents' education, or accessing other clinical and/or research information. Data analysis used descriptive statistics, chi-square for comparisons of categorical data and analysis of variance (ANOVA) mixed model for comparisons of continuous variables. All tests were two-tailed with alpha set at.05 to determine statistical significance. RESULTS: In all, 129 preceptors responded (73%).

Office computer availability was high (92%). The Internet as a clinical

information resource was used most frequently (98%) and MD Consult and

Medline-EBM were used less frequently (20% and 21%, respectively). No

statistical differences were found in routine use by age of preceptor; frequency of use did differ. Preceptors 60 years or older were four times more likely to use the Internet to assist in students' and residents' education (p =.02) and at least twice as likely to use full text Medline articles for patient care decisions (p =.05) than their younger colleagues. Decreased computer use was related to lack of time (45%) or other logistical reasons (40%), such as the computer's distance from the patient care areas or slow connections. CONCLUSIONS: Rates of computer access and Internet connectivity were high among

community-based preceptors of all ages. Uses of specific online clinical and/or educational resources varied by preceptors' age with more rather than less use among older preceptors, an unexpected finding.
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Adoption of information technology by resident physicians.

Parekh SG, Nazarian DG, Lim CK.

Department of Orthopaedic Surgery, University of Pennsylvania Medical School, Philadelphia, PA 19104, USA. avataars@yahoo.com

The Internet represents a technological revolution that is transforming our society. In the healthcare industry, physicians have been typified as slow adopters of information technology. However, young physicians, having been raised in a computer-prevalent society, may be more likely to embrace technology. We attempt to characterize the use and acceptance of the Internet and information technology among resident physicians in a large academic medical center and to assess concerns regarding privacy, security, and credibility of information on the Internet. A 41-question survey was distributed to 150 pediatric, medical, and surgical residents at an urban, academic medical center.

One hundred thirty-five residents completed the survey (response rate of 90%). Responses were evaluated and statistical analysis was done. The majority of resident physicians in our survey have adopted the tools of information technology. Ninety-eight percent used the Internet and 96% use e-mail. Two-thirds of the respondents used the Internet for healthcare-related purposes and a similar percentage thought that the Internet has affected their practice of medicine positively. The majority of residents thought that Internet healthcare services such as electronic medical records, peer-support websites, and remote patient monitoring would be beneficial for the healthcare industry. However, they are concerned about the credibility, privacy, and security of

health and medical information online. The majority of resident physicians in our institution use Internet and information technology in their practice of medicine. Most think that the Internet will continue to have a beneficial role in the healthcare industry.
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Removing barriers to technology.

Lowenhaupt M.

Cap Gemini Ernst & Young, Andover, Mass., USA. radler@cooperkatz.com

Health care executives need to take every step possible to overcome barriers to adoption of new technology by physicians. Through just a few relatively simple and inexpensive strategies, they can enable their physicians to use the clinical information system and bring value to their patients, health system and medical staff.
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What doctors want in Web portals.
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MDs + IT. Facilitating physician adoption.

Scalise D.

This month's gatefold examines how physicians view and use information

technology, the reasons for physician resistance to IT and strategies that hospital leaders use to overcome that resistance and incorporate IT into their organizations.
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Healthcare's new tools of the trade: how to gain physician buy-in.
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Get real: what will draw physicians to the Web?

Guthrie MB.

Premier Practice Management, San Diego, California, USA.

michael_guthrie@premierinc.com

What are physicians waiting for? What will it take to stimulate widespread adoption of Internet medical systems? How can health care leaders and physicians help the technology innovators and the executives of technology firms understand the components necessary to assure physician acceptance and utilization of new tools? (1) Don't underestimate the personal nature of a physician's practice. It

really isn't a "business." (2) Most physicians are not Luddites; they are just extremely pragmatic and practical. (3) For the majority of physicians to adopt a new technology in their private office practice, it must address three major issues: money, hassle, and patient care. There are many obstacles to adopting the new technologies that are the result of physician training and expectations and the current models of payment and revenue generation. Some technological innovations are presented to physicians without sufficient respect for their knowledge of how medical practices really work. The benefits promised often don't match with the needs structure of the physicians. As a consequence, the

cycle of diffusion of these new systems is extended and delayed.
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Marketing Magazine | The Right Prescription for Medical Magazines 
All Physicians

Marketing Magazine | Marketing Daily | Marketing Daily Issue: September 2, 2003 
The study included 78 physicians from Sacramento, Calif. and Vancouver, and 1,431 adult patients.

Marketing Magazine | Accounts in Review & Recent Wins 
It has a voluntary membership of 15,000 family physicians.

Marketing Magazine | Publishers laud PMB medical study 
For the study, a total of 6,667 questionnaires were mailed to a nationally representative sample of family physicians and specialists.

Marketing Magazine | How To Pitch Prevention 
The initial launch campaign was directed primarily to health care professionals in an effort to remind, and to educate, physicians about the seriousness of this disease.
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TI: How to Target Top Prescribers

AU: Lefkowitz,-David

SO: Pharmaceutical Executive v 23 no2 Feb 2003. p. 58, 60, 62, 64

AB: Several strategies that pharmaceutical companies can use to target their

  most valuable physician customers and establish continuous access to them are

  discussed.  These involve determining the value of physicians, discovering the

  physicans' preferred means of communication, evaluating new and traditional

  media tools for the provision of information to physicians, and adapting the

  information to individual physicians.

TI: Pinpointing the Persuaders

AU: Anderson,-Archibald-A

SO: Pharmaceutical Executive v 23 no6 June 2002 supp. p. 20-3

AB: When marketing pharmaceutical products, it is important to remember that

  physicians who are deciding whether to adopt new products look to someone whom

  they respect and whose decisions have a track record of success.  As a result,

  by identifying opinion leaders and their influence relationships and

  establishing a communication program around them, pharmaceutical companies can

  better position themselves to influence physicians to prescribe therapies that

  are in the best interests of their patients.

TI: Physician profiling can help build a doctor-centered plan

AU: Manning,-Mark

SO: Managed Healthcare Executive v 11 no4 Apr 2001. p. 43-4

AB: By profiling physicians, managed care organizations (MCOs) can help to

  develop a doctor-centered plan.  At their best, tools for benchmarking the

  performance of physicians provide a communication channel with physicians and

  open a two-way exchange for information.  With better communication, physicians

  become an integral part of the marketing efforts of MCOs.
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TI: A physician's perspective

AU: Karver,-Sloan-Beth

SO: Pharmaceutical Executive v 19 no10 Oct 1999. p. 124

AB: Pharmaceutical firms and physicians must improve their communication in

  order to best meet the needs of their mutual customers--patients. Physicians

  should take the time to build relationships with local field representatives,

  as they can be a tremendous resource. Moreover, pharmaceutical firms will not

  know what physicians currently want unless they are told.  To this end, they

  should develop a system for representatives to communicate practicing

  physicians' interests back to the pharmaceutical organizations.

TI: Teaming up with commitment and enthusiasm

OT: Augmented title: American Academy of Family Physicians' membership marketing

  program

AU: Schaefer,-Mickey

SO: Association Management v 42 June 1990. p. 30-4

AB: An effective marketing plan helped the American Academy of Family Physicians

  achieve their most successful membership drive to date, which yielded more than

  4,000 new members.  A successful, affordable, and easy to administer marketing

  plan starts with goal setting and the establishment of specific objectives. 

  Other elements are the analysis of past campaigns, the establishment of a time

  frame for the current campaign, the determination of market share and the wants

  and needs of prospects, the development of incentives for prospective members,

  and the obtainment of "buy-in," or commitment and enthusiasm, from all those

  involved in carrying out the marketing plan.  Buy-in requires constant

  communication, flexibility in the marketing plan, and creativity.  At the

  campaign's conclusion, all those who have contributed to the drive's success

  should be formally recognized.
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	Abstract (Article Summary)

	Today we face a changing marketplace, where the healthcare consumer is bombarded with communications of all sorts, and where physicians are overwhelmed by the number of sales reps laying siege to their offices. Isolated PR activities that gain exposure for key messages are helpful, but not enough. They must be part of a coordinated stream of activities that reinforce each other.
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	Abstract (Article Summary)

	Precious little has been written to date on the topic of how doctors are using the Internet with patients to both enhance the doctor/patient interaction and increase the level of patient care. To that end, Accel Healthcare Communications conducted an online survey of physicians. The aim was to assess the physicians' current perception of the Internet as a tool for strengthening interactions with patients, and its promise for actually enhancing patient care. Five key findings that will resonate with medical marketers include: 1. The Internet is a catalyst for improving the physician/patient relationship. 2. Physicians are judiciously leveraging the Internet as a tool for educating patients. 3. Patients are bringing information from the Internet to their doctors. 4. Physicians expect and embrace increasingly frequent online interactions with patients. 5. Physicians welcome industry-sponsored tools that will help them facilitate a better quality experience for their patients online, and they would be willing to receive those tools through reps.
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	Abstract (Article Summary)

	Since the pharma industry uploaded its very first Web sites in 1994, marketers' perception of the Web has moved from intriguing novelty, to must-have status symbol, to vital communications channel for both patients and physicians. Yet even as product managers devote more resources to their Web sites, many still commit fundamental errors with alarming frequency. This article identifies some of the most common mistakes pharma marketing managers make, along with potential remedies. They are: 1. Treat the Web as an afterthought. 2. Do not promote the Web site. 3. Assume doctors are ordinary people. 4. Build the site without a blueprint. 5. Underestimate the difficulty of getting content approved. 6. Treat everybody in the world like an American. 7. Do not think about measurement until after launch. 8. Ignore the importance of disease-specific Web sites. 9. Fail to coordinate online and offline initiatives. 10. Cut "interactive" out of the Internet.
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	Abstract (Article Summary)

	To help better understand physicians' reactions to PhRMA's code on interacting with healthcare professionals, MEDReach examined how healthcare practices were being affected by the regulations. Two thousand primary care physicians and psychiatrists were sent a survey to ascertain what they knew about the code, how it was affecting their practices and what future methods of communication would be most effective in reaching them. MEDReach survey results indicate that, for doctors, the guidelines really have not meant dramatic changes - yet. But while physicians may not have noticed changes in the marketing plans of pharmaceutical companies, product managers' activities indicate that they soon will. Another key finding of the MEDReach survey is that when asked what method of communication they would be most receptive to, doctors ranked continuing medical education activities No. 1, with 39.4% rating CME as one of their three most-preferred promotional activities. Drug samples ranked second, at 14.3%.
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	Abstract (Article Summary)

	The proliferation of the pharmaceutical industry's marketing communications capacity has produced an unfortunate consequence: physician attention-deficit disorder. Thus, while it is now easier to reach and target physicians, it has never been more challenging to truly access them - to command their attention and to deliver effective, memorable prescription-driving messages. This quandary will force companies to adopt a new set of message development practices, which are designed based on the new realities of this hyper-communicated, hyper-competitive medical marketplace. One solution resides in a series of approaches called "Message Engineering." Essentially, Message Engineering involves a curriculum of marketing research techniques that systematically assign the constituents of a brand's message to their optimal roles in a logical and coherent brand story. One approach to Message Engineering, called Information Architecture, incorporates methods derived from academic investigation into the psychology of persuasion, and has been refined through extensive real-world experience.
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	Abstract (Article Summary)

	If image is everything, then pharma companies are not getting their money's worth. Judging from the current inventory of ad campaigns, agencies have not used graphic design to bring clarity to the sales messages, nor to create a favorable image of the product and a company. Too often, healthcare communicators associate graphic design with aesthetics rather than content. That may explain why the pharma industry underutilizes design in marketing communications. Pharma marketers and agency people have focused on capturing physicians' attention, meeting regulatory guidelines, and communicating clinical information succinctly. But few people in the industry realize that good design can help achieve those goals and enhance overall brand image.
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	Abstract (Article Summary)

	Public relations (PR) has many benefits as a communications vehicle during a launch. It is a credible and cost-effective way to reach key audiences with branded messages. Because it uses the mass news media, it can reach audiences quickly and build markets by raising the "noise level" about the medical conditions that new products are created to treat. PR also can complement other marketing programs by informing doctors of peer-reviewed data or extending the reach of direct-to-consumer advertising messages. PR can be used to launch a new product, draw attention to an existing product, introduce a new indication, or relaunch a product. How it is applied in each instance will vary. Credible and dynamic spokespeople can help put a face on the disease, bring a story to life, and drive physician uptake. Those spokespeople must be identified early in the process so they can be involved in media outreach efforts, offer one-on-one interviews with reporters, and react to media requests immediately.
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	Abstract (Article Summary)

	A recently released study by the AMA found that in 2000 70% of physicians reported using the Internet, an increase of 33 percentage points from 1999 when 37% stated they used the Web. Internet usage is greatest among physicians 40 years of age or younger (86%). More than one-half of physicians (54%) use the Web at work, and 70% of physicians use the Web at home. Thirty-eight percent of those physicians who do not use the Web at work plan to acquire access in the next 6 months. The majority of the physicians (79%) who use the Web consider it most useful as a communication resource.
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	Abstract (Article Summary)

	Management teams that adopt segment-based marketing can achieve significant improvements in spending leverage across the major elements of the sales and marketing mix. The key steps needed to begin transforming the sales and marketing process to a segment-based strategy are as follows: 1. Design segmentation studies to ensure the resulting structures provide a deep understanding of how each segment's beliefs drive brand choice and usage. 2. Ensure the segmentation structure can be converted to an efficient characterizing tool so that physician-, patient-, and consumer-target segments can be isolated from the general population. 3. Select the most attractive segment(s) based on their belief alignment and usage potential. 4. Tailor positioning and communication messages to be compelling to the beliefs of the target segment. 5. Aim all CRM campaigns and media plans against the target segment(s).


