INESS FIRST

WESTEEN HEW YORK'S SUSINESS NEWSPAPER

Spreading the word about
electronic health info system

BY DAVID BERTOLA .
dberala@bizournals.com | 716-541-1621

HEALTHeLINK launched an advertising
campaign to increase awareness about the
benefits of allowing physicians to securely
access patients’ health information elec-
tronically: :

"The focus of the campaign is to make
physicians and patients aware of the value
of making that information available,”
said Daniel Porreca, executive director of
HEALTHeLINK, a non-profit established to
develop a privacy-pratected, community-
based systermn for health care providers and
consumers to electronically share impor-
tant medical and clinical information more
efficiently.

“The thrust behind the marketing is that
it's here, ready for prime time, and to make
people aware of the benefits it has to offer”

The campaign includes billboards, radio
spots; Web advertising and other elements.
Porreca said health care consumers are tar-
geted because HEALTHeNET wants them
to understand and recognize the value of
their doctors having quick, easy, secure
access to as much information as possible
sothey can treat them.

Asan example, if someone visits a special-

ist and lab work is ordered, HEALTHeLINK

lets the patients primary care physician
have access to that information, Another
example, he said, would be in an emeérgen-
cy room, where staff there can use Healthe-
LINK to get a complete list of medications a
patient is taking,

Those who give consent do so by sign-
ing forms at participating practices. Since
signatures need to be wittessed, Porreca
said no consent forms would be accepted

via mail. e
“Wewant pateints to give consent to those
who give reatment so they can access data
through all the different labs and radiology
proatices throughout the community,” Por-
reca said.

Ifadoctorwants information on apatient,
HEALTHeNET scours the community of
data sources that includes most of the hos-
pitals, and 80 maupercmtuﬂahs that are
feeding data. Porreca said more radiology
practices are also coming online.

“Ultimately we believe it is good for
everybody to use,” Porreca said, adding
that by end of the three-month marketing
period, the expectation is to see an uptick
in clinicians usmgHEAEI'I-IeL[NK.

To date, more than 80 practices are signed
upthrough lt;,trmslatmgtn more than 1,400
doctors and staff.  Porreca said,
close to 50,000 people who havemnssnted
to date, and that grows every day.

Area ad agency Crowley Webb and Asso-
ciates designed the campaign, which uses
# theme, “your body of information.” Icons
include the “Link” family: outlines of a
maother father and a baby. In lieu of colpr-
ing and facial features, clinical information
and data fills them in.

Tricia Barrett of Crowley Webb said the
firm is monitoring Web traffic and tracking
the number of consents. Kits regarding the
campaign have been distributed to area
health plans and physicians’ offices, who
can pull information from them and add to
newsletters or bills.

Other elements of the rollout included
training for physicians, which Porreca said
included how to integrate HEALTHeLINK
into the process and workflow of a doctor’s
office.



