Michael Roberts (00:09):

Welcome to the Health Connective Show. I'm your host, Michael Roberts. Today we're taking a look
back at some of my favorite conversations from this year. We had several amazing guests throughout
2024, and I'm very proud of the content we've been able to collaboratively publish. As | thought about
my criteria for how | would select the best clips, | focused in on how often | referred back to specific
interviews. These clips were remarkable, worthy of bringing up at a later time. And | noticed that these
examples fell into two buckets. The first was an overall idea of making systems, making products that
were truly useful for people, a product that smoothly and efficiently meets a high priority need. The
second was the idea of how to get that product out there to people in a way that would resonate. We'll
start with that first bucket of making great products, and we'll start with Michelle Currie's conversation
in episode eight. She's talking here about really getting in the head space of physicians and nurses to
really understand their needs.

Michelle Currie (01:10):

These people, they're working in very stressful environments. They're also usually pressed for time.
They're collaborating with a lot of different people across many different departments. And so there's
high, you know, there's high requirement for collaboration, um, and communication. And so if you really
understand what problems the end user is having, what barriers do they have kind of in their day to day
just to get through the day. For example, you know, physicians may, at the end of the day, their main
goal, you know, one of them is probably to be able to go home and have dinner and to not have to open
their laptop again at night, you know, to finish kind of charting. They may want to have information teed
up for them that is actually relevant to that patient and relevant to that specific encounter before they
go into an exam or where they only have 10 minutes.

Michelle Currie (02:03):

If you solve the problems that the end users have and you really, you know, like | said, instead of adding
a burden, you really take some of that burden away. Then the adoption follows. | mean, if you have a
well-designed product, that suit, that fits a need, it's gonna be adopted. And so | think adoption for me
is more of a lagging indicator, you know, and so | kind of try and figure it out, okay, what are those
leading indicators that we'll know as soon as they start, someone starts to use it or a handful of people
start to use it? Are we hitting kind of those marks? And a lot of it for physicians is about, you know,
efficiency. It's about inefficiency, not just from a getting through kind of their workflow, but getting to
information that's relevant, clinical decision support that's gonna help them digest all that information
and then get to the next step, which is a decision, you know, what needs to happen next. So those are
the types of, the types of things that we really focus on is, | think a lot of times that, what I've seen in
healthcare is that technology companies who don't really understand what physicians do come in and
they say, oh, well, we think that this is a great product and it may be a great product. And a lot of times
it is a great product, but it's not the top priority that people need solved.

Michael Roberts (03:15):

Michelle came at the problem of solving IT needs in a hospital by putting the end user first. Our next
highlight shows how the orthopedic company Episurf Medical is using a similar method, not only for the
initial interaction of a surgeon needing to place an order, but also in the ongoing communication with
the surgeon. This is Patrick Jamnik from episode 25.

Patrick Jamnik (03:36):


https://www.temi.com/editor/t/Ca5Zh2G6-uK5tnEL0JEn_T9ywY6uX5a9Wk6zEBEBJIYg5zh1FGG_QgK_RctjhrlzCOI4JY8PM72aTkMZo2Dame4ziLc?loadFrom=DocumentDeeplink
https://www.temi.com/editor/t/Ca5Zh2G6-uK5tnEL0JEn_T9ywY6uX5a9Wk6zEBEBJIYg5zh1FGG_QgK_RctjhrlzCOI4JY8PM72aTkMZo2Dame4ziLc?loadFrom=DocumentDeeplink
https://www.temi.com/editor/t/Ca5Zh2G6-uK5tnEL0JEn_T9ywY6uX5a9Wk6zEBEBJIYg5zh1FGG_QgK_RctjhrlzCOI4JY8PM72aTkMZo2Dame4ziLc?loadFrom=DocumentDeeplink
https://www.temi.com/editor/t/Ca5Zh2G6-uK5tnEL0JEn_T9ywY6uX5a9Wk6zEBEBJIYg5zh1FGG_QgK_RctjhrlzCOI4JY8PM72aTkMZo2Dame4ziLc?loadFrom=DocumentDeeplink
https://www.temi.com/editor/t/Ca5Zh2G6-uK5tnEL0JEn_T9ywY6uX5a9Wk6zEBEBJIYg5zh1FGG_QgK_RctjhrlzCOI4JY8PM72aTkMZo2Dame4ziLc?loadFrom=DocumentDeeplink

Anytime you're, you're dealing with custom implants, there's a lot of back and forth that can, that can
happen. And, and you never want to there to be any questioning of sort of, where are we at or what's
next, or, or how long does something take? And, and in the medical world, this is something we have
struggled with historically. | mean, like pizza companies for example. You know, like | can order a pizza
on Domino's and | can see like, oh, there's the guy putting the pepperonis on the pizza right now. But,
but it used to be in the medical world, it's like you'd place an order for a custom implant and it's like,
okay, let's just keep our fingers crossed that a box shows up in six weeks. But | can, you know, on a, on a
pizza, you know, | can order a pizza, | can follow the driver from leaving the store right to my right to my
house on a, on an app.

Patrick Jamnik (04:15):

So we're aiming to create as positive of a, of an overall kind of experience as we can. And that's
something, as a small company, there's many of things, many things that are, we are disadvantaged by
just relative to, to size. But the vibes, for lack of a better way to put it, the vibes around the company,
when someone is ready to, to order a product from us, we are in quite a bit of control of over that. So
we better be doing a good job at that. There's a couple of other things that |, that are just sort of coming
to to mind as we talk about this customer experience that we try to work with. One is an easy approval
process. Surgeons need to approve the, the products, but I've been a part of, at different companies
throughout the course of my career in different types of custom produced things.

Patrick Jamnik (04:56):

The surgeon would have to go in and log in, but they would have to like log in from a desktop because
the software only worked in a way that like, they only could do it from a, you know, a desktop. So they
try to get a surgeon who's busy, they're seeing patients or operating, be like, "Hey, | need you to go to
your office and then go in and log in and | know you forget your password, but just click on the reset
password, then go check your email, we'll send you a new password," and you know, all of this just to
click a green box. That's kind of a pain for them to do. So we try to make our approval process as easy
and as, as painless as possible for the surgeons.

Michael Roberts (05:23):

It really comes down to how much you respect the person you want to have as your customer. A sloppy
experience is wasteful, especially in a day when the healthcare system is already stretched thin. Jennifer
Cain Birkmose illustrates this for us in episode 26.

Jennifer Cain Birkmose (05:38):

| think so much of this is a love story about the customer, whoever that customer is. Do you truly love
your customer? And therefore are you leaning into understanding their reality? Understand what
they're trying to solve for, understand what their daily challenges are. And the more we get passionate
about listening and understanding what their challenges are, the more curious we can be and more
equipped we can be to design with them.

Michael Roberts (06:06):

| wanted to pull one other clip from our conversation with Jennifer, this time about our aging
population.

Jennifer Cain Birkmose (06:12):
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Every day, 6,000 people in the United States turn 65, and those 65 year olds are tech savvy. And so all of
us who are designing things that are tech, we're designing a world that we're all gonna age into
ourselves. And as you design for the younger part of this generation, you are going to be, get, having a
willing participant group and the over the next 20 years.

Michael Roberts (06:37):

For the first part of the show, our guests talked about creating products by focusing intently on your
customer's needs. Now, let's talk about marketing those products. How do you let the right audience
know about what your company has built? Rachel Knutton explains the need to be memorable and how
that means your message won't appeal to everyone. This is from episode 23.

Rachel Knutton (06:57):

So when you play it safe and you appeal to all types, that makes sense, but then you aren't standing out.
So again, going back to having some courage to find your, your tone of voice and how you present your
brand, that is what is gonna resonate. And it might not be for everybody, but you don't actually have to
appeal to everybody to be successful, right? You need to appeal to the right people. And | think the
more in line that your brand positioning and your values are with that end customer, and it is
differentiated, and | feel like they understand me, they have empathy for where I've been. So you've
expressed that through positioning yourself from the customer's point of view, not just this product as
A, B, C, but you're talking to that higher level of like self actualization for the customer. | think that's
where you make that connection. That also means you're gonna leave some people behind because
they're gonna be maybe turned off by that a little bit. But | think the better risk is to stand out to
someone who is gonna make a decision and make it easy to connect with them.

Michael Roberts (08:06):

Anytime you release a marketing message, you're taking some sort of risk. As Rachel said, you wanna
take those risks that better enable decision making. This next clip talks about risk-taking. When it comes
to the very core of your messaging, Jantzen Cole proposes that marketers need a new mindset in
relating to their audience in episode 28.

Jantzen Cole (08:24):

As a marketer, you spend so much time thinking about your product that's effectively what you are
tasked to promote and, and gain engagement on. And so when given these certain outlets to create
campaigns and that sort of stuff, the de facto is always the product. Mentally, as I've matured, | also
have started to recognize that while we're all generally behind a product, what moves people to a
product more often than not is some type of emotion, some sort of connection. And me as a consumer, |
don't connect well to inanimate objects, but | do connect well to people. So a lot of my shifts and
changes began with the question, what makes me feel, what makes people feel? And then answering
that started to skew what | wanted to be leading in some of these campaigns. So the goal for me was to
create an emotional draw to our brand.

Jantzen Cole (09:22):

And kind of the thesis that came out of that was | just feel that human beings are gonna be more likely
to create that connection than products. | certainly don't wanna leave the product completely out of the
conversation, but allow the product to be a supportive tool, a useful tool that accentuates and enhances
skill sets with the surgeon and the tenacity of the patient, whichever one you're really kind of leaning
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into, and sometimes both. But that, that was kind of the tone shift that | arrived at in, in kind of shifting
around the hero of the story and, and our work. And then the second piece, you know, if you really
wanna get factual about it, the most highly variable parts of most med devices are the surgeon and the
patient. And so it is kind of true that those two are the heroes, right? Same device.

Jantzen Cole (10:19):

I've seen it not be a very good device, but in a, in a very gifted person's hands, do fantastic. Also seen a
great device in hands that are untrained or not as not as experienced, not do so well. So also just from a
truth standpoint, | felt like the truth was that, you know, a great physician with my product gives great
results as long as the patient also is a great patient, is compliant, plays their part, has, has a good
mentality and, and you know, those are the things that they're supposed to do. So when | started the
stack rank responsibility for success, frankly | felt like we did come in third.

Michael Roberts (10:58):

| could pull from several more shows this year to point out some of the wisdom shared. We had
fascinating conversations with different perspectives on how much of an impact Al would make in
medicine in the near future. We discussed advertising technology, and we talked about telesurgery and
all kinds of other intriguing topics. But today | wanna keep this recap to the point with a few narratives
that continue to resonate with me. One, successful product teams keep a relentless focus on their
customer's needs, and two, marketing teams must take risks to truly resonate with their customers.
Thank you for joining us for this episode. May you have a wonderful holiday season! For more on the
Health Connective Show, please visit hc.show for previous episodes and Health Connective as a
company.
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