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ﬁlIGHTS & USE STATEMENT \

Envision Solutions, LLC and The Medical Blog Network are licensing this content under the
Creative Commons License, Attribution 2.5 (http://creativecommons.org/licenses/by/2.5/).

Please feel free to use material in this report in blogs, podcasts, presentations and other
content. You may also e-mail it to your colleagues and others you feel will benefit from it.

Data Collection & Analysis: Envision Solutions, LLC
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RESULTS SUMMARY

According to the Pew Internet & American Life Project, nearly 12 million Americans
maintain blogs.! Pew also reports that the vast majority of bloggers write about their life
and experiences. However, some of them focus on specific topics such as health. Pew
estimates that 1% percent or 120,000 bloggers in the United States write about this
subject on a regular basis.

While, knowledge of the general blogging public is steadily increasing, little is known
about the motivations, opinions and behaviors of the growing community of health-
focused bloggers. This survey represents the first systematic attempt to gather data on
the global “healthcare blogosphere.”

It is important to note that this survey is not scientific. This means that the data cannot
be applied to the overall healthcare blogger population. Nevertheless, this poll provides
interesting and valuable information about a population of active and increasingly
influential healthcare bloggers. Highlights of this survey appear below.

! Lenhart, A. and S. Fox Bloggers: A portrait of the internet’s new storytellers. 2006,
Pew Internet & American Life Project: Washington, DC.
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Survey Population
Bloggers devoting at least 30% of posts on their Weblog to healthcare were
eligible to take the survey.

Individuals and organizations that devote at least 30% of posts on their blogs to
healthcare-related topics were eligible to take the survey.

214 healthcare bloggers took at least a portion of the poll, which was fielded between
July 31 and September 29, 2006. 171 healthcare bloggers answered every question in
the survey.

76% percent of survey respondents are from the United States. Between 3% and 5%
hail from Canada, the United Kingdom, Australia and the Netherlands.

The survey population is evenly split between men and women. 54% are men and
46% are women.

Motivations
Many blog to share their opinions or educate others.

Nearly 40% of bloggers report that the most important reason they decided to start
their blog was to share their opinions or educate others.

A combined 72% of those taking the survey said that their primary audience is either
healthcare providers, the general public or patients.
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* Inviting healthcare bloggers subscribed to The Medical Blog Network’s mailing list to
take the survey

* Posting announcements about the study on Envision Solutions’ and The Medical Blog
Network’s Weblogs

* Encouraging healthcare bloggers to alert their readers to the survey (Please see the
acknowledgments section for a complete listing of blogs that helped to publicize the
study)

* Submitting regular announcements about the survey to two major healthcare blog
carnivals, Grand Rounds (http://blogborygmi.blogspot.com/2004/09/grand-rounds-
archive-upcoming-schedule.html) and the Health Wonk Review
(www.thehealthwonkreview.com)

Survey Analysis

Data was collected via Survey Monkey (www.surveymonkey.com), an online survey
research tool. Statistical analysis was conducted using SPSS version 13 for Mac OS X.

Statistics presented in this report are based on the nhumber of people who
answered specific question(s). In some cases, percentages do not add up to 100
because multiple responses were provided to certain queries.

This report provides selected highlights of information collected during this survey. Please
contact Envision Solutions for additional or customized “cuts” of the data.
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Survey Limitations

Because this analysis is based on a non-randomized convenience sample, it is not
appropriate to conduct inferential analysis (i.e., measures of association, significance
testing, etc.) of the data.

However, while the survey is not scientific, every attempt was made to recruit a broad
array of healthcare bloggers to the poll (see the demographics section for more
information).

Nevertheless, we strongly caution against applying the results of this survey to
the overall healthcare blogopshere.
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DEMOGRAPHICS

* The majority of survey respondents hail from the United States and the largest group
are physicians.

Location Occupation/Status
Location % N Occupation % N
United States 75.6% 130 Caregiver 1.7% 3
Canada 5.2% 9 Consultant 11.6% |20
United Kingdom | 4.1% 7 Engineer 1.2% 2
Australia 3.5% 6 Healthcare IT Professional | 7.6% 13
0,

Netherlands 2.9% 5 Journalist 239, 4
South Africa 1.2% 2

- Lawyer 1.7%
Belgium 1.2% 2 N 179
Spain 6% 1 urse -

i 0,
Poland 6% 1 Nurse Practitioner 1.7% 3
Philippines 6% 1 Other' 238% |4
Other 6% 1 Patient 7.0% 12
Norway 6% 1 Physician 20.9% 36
Mexico 6% 1 Physician Assistant 6% 1
Ireland 6% 1 Professional blogger 4.1% 7
Iran 6% 1 Student 11.0% |19
Germany .6% 1 Total 100.0% ﬂ
Burkina Faso 6% 1 "Other" category includes marketers, professors and
Brazil 6% 1 hospital administrators.
Total 100.0% 172 Source: Envision Solutions, LLC;
Source: Envision Solutions, LLC; The Medical Blog Network, 2006

The Medical Blog Network, 2006
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DEMOGRAPHICS

* The majority of bloggers are between 30 and 39 years old.

* More than half of respondents are male.

* 88% of those taking the survey are white and 7% are Asian.

/ age

Age % N
18 -25 9.3% 16
26 - 29 9.9% 17
30-39 35.5% 61
40 - 49 20.3% 35
50 - 59 221% 38
60 and above |2.9% 5
Total 100.0% |1

Source: Envision Solutions, LLC;
Qe Medical Blog Network, 2006

/sex

\

Sex % N
Female |45.9% 79
Male 54.1% 93
Total 100.0% |172

Source: Envision Solutions, LLC;
KThe Medical Blog Network, 2006

ﬁa ce

Race % N
White 87.6% 149
Asian 6.5% 1
Black 1.2%

Arab 1.2%

Other 1.8%

Did not answer 1.8%

Total 100.0% | 170

Source: Envision Solutions, LLC;
Qe Medical Blog Network, 2006

/
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ABOUT THEIR BLOGS

* A slight majority of respondents classified their blog as a “healthcare provider” Weblog,
meaning that a physician, nurse or other medical professional writes it.**>

Primary Category Of Blog

40%

30%

20%:

3.3% 3.3%

Healthcare Healthcare Patient Other Advocacy Org/ Pharma/Medical Healthcare
Provider Expert Non-profit Device/Biotech Organization
Source: Envision Solutions, LLC; The Medical Blog Network, 2006
N: 185 (Data For Blog | Shown)

3 Please note: Data for respondents’ first blog is shown, as most write one Weblog.
* Pharma/Medical Device/Biotech/MCO blogs are not written by companies; rather individuals focusing on

these topics placed their blogs in this category.
> “Other” blogs include those written by medical students, diarists and researchers.
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ABOUT THEIR BLOGS

* The majority of bloggers focus heavily on healthcare. 55% of respondents
devote between 81% to 100% of their posts to this topic.®

Percentage Of Posts Focusing On Healthcare

30 to 50% 51 to 80% 81 to 100%

Source: Envision Solutions, LLC; The Medical Blog Network, 2006
N: 177

® Respondents were asked to provide information on “their primary blog.”
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ABOUT THEIR BLOGS
* Many bloggers are writing for modest audiences:
o 55% of respondents’ blogs attract between 0 and 100 unique visitors per day®

o 24% of blogs are visited by between 101 and 500 people per day

Daily Unique Visitors To Respondents’ Blogs

Oto 20 21to50 51 to 101 to 301 to 501 to 701 to 901 to 1001+ I don't
100 300 500 700 900 1000 know

Source: Envision Solutions, LLC; The Medical Blog Network, 2006
N: 175

9 “Unique visitors” is a Website tracking statistic that measures how many people visit a site once during a
specific time period.
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ABOUT THEIR BLOGS

* The longer a blogger writes about healthcare, the larger their audience. This indicates

that bloggers’ influence and reach increases over time.*°

o 34% of bloggers who have been writing for more than one year attract

between 101 and 700 people per day to their blogs

o 68% of those blogging for less than one year attract between 0 and 100 daily

visitors

ﬂelationship Between Length Of Time Blogging About Healthcare & Blog Audience

Unique Visitors Received Per Day

Qurce: Envision Solutions, LLC; The Medical Blog Network

Time Blogging
About Healthcare Oto 100 | 101to700 | 701 to 1000 1001+ I don't know
% N % N % N % N % N
Less than 1 year 68.2% 60 18.2% 16 1.1% 1 0.0% 0 12.5% 1
Greater than 1 year 41.9% 36 33.7% 29 4.7% 4 5.8% 5 14.0% 12

\

/

19 For many blogs influence may not be directly correlated with audience size.

© 2006 | Envision Solutions, LLC; The Medical Blog Network | Page 20

This is because some
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referenced by other bloggers.
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MOTIVATIONS & BLOGGING HABITS

* Nearly 40% of bloggers reported that the most important reason they decided to start
their blog was to share their opinions or educate others.

Most Important Reason Blog Was Started

12.4% M 11.9%

9.0% B 8.5% M 8.5%

Share my Educate Market Other Pursue Advocate Cope with  Network Improve  Employed
opinions others myself blogging for cause medical with others  writing to write
hobby condition skills
Source: Envision Solutions, LLC; The Medical Blog Network, 2006

N: 177

© 2006 | Envision Solutions, LLC; The Medical Blog Network | Page 21



Taking The Pulse Of The Healthcare Blogosphere: Online Survey Results Report

MOTIVATIONS & BLOGGING HABITS

* When asked about the second most important reason they started blogging, the

majority of respondents (25%) said they blog to educate others.

Second Most Important Reason Blog Was Started

6.8% | 6.8% | 6.2%

5.6%

Educate Share my Network Advocate Market Improve Other Pursue Cope with Employed Generate
others opinions with for cause myself  writing blogging medical to write Ad
others skills hobby condition income

Source: Envision Solutions, LLC; The Medical Blog Network, 2006
N: 177
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MOTIVATIONS & BLOGGING HABITS

* Most bloggers are writing for healthcare providers, the public, patients and healthcare
experts.

* 7% blog for others, including medical students, researchers, friends and family.

Primary Audience For Blog

Healthcare Public Patients Healthcare Other Healthcare  Journalists
Providers Experts Executives

Source: Envision Solutions, LLC; The Medical Blog Network, 2006
N: 169 ("l don't know" responses not included in total)

© 2006 | Envision Solutions, LLC; The Medical Blog Network | Page 23



Taking The Pulse Of The Healthcare Blogosphere: Online Survey Results Report

MOTIVATIONS & BLOGGING HABITS

* Most healthcare bloggers (61%) surveyed said they blog about their personal
experiences.

* Other popular topics include health news, business and policy.*?

Primary Topics Respondents Blog About

Topic? % N
Health Business 54.6% 95
Disease Information 47.1% 82
Health Policy 50.6% 88
Healthcare Law 23.6% 41
Health News 55.7% 97
Other 16.1% 28
Personal Experiences 60.9% 106
Medical Treatment 44.8% 78
Total (N, not %) 100.0% 174

Topics respondents selected for Blog |
Source: Envision Solutions, LLC; The Medical Blog Network, 2006

1 please note: data for respondents’ first blog is shown, as most write one Weblog.
12 percentages do not add up to 100 because respondents selected more than one answer.
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MOTIVATIONS & BLOGGING HABITS

Nearly 40% of respondents hide their identity when they blog.

Do You Blog About Healthcare Anonymously?

Yes No

Source: Envision Solutions, LLC; The Medical Blog Network, 2006
N: 199
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MOTIVATIONS & BLOGGING HABITS
* When asked why they blog anonymously, 86% say they do so to protect themselves.*?

* The following quotes reveal some of the reasons bloggers go to great lengths to protect
their identities:

o "I blog about pharma companies. If I did it under my real name I'd lose my
job as they have great influence with my employers.”

o “The views I express can be controversial and I prefer not to have them linked
to my professional identity . . .”

o “I work as a doctor in a socialist country where the government has shown
previously that they do not [approve of criticism of] the healthcare system.”

thy Do You Blog Anonymously? \
Reasons Identity Hidden % N
To Protect Myself 85.5% 65
To Protect Patient Privacy 42 1% 32
To Enable Me To Freely Comment About My Job/Employer 36.8% 28
Total (N, not %) 100.0% 76

KSource: Envision Solutions, LLC; The Medical Blog Network, 2006 /

13 percentages do not add up to 100 because respondents selected more than one answer.
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MOTIVATIONS & BLOGGING HABITS

* 42% of respondents have been blogging about healthcare between one and three
years.

* 52% have been writing about this topic for less than one year.

Length Of Time Blogging About Healthcare

0 to 3 months 4 to 6 months 7 to 11 months 1 year 2 to 3 years 4 years and
above

Source: Envision Solutions, LLC; The Medical Blog Network, 2006
N: 195
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MOTIVATIONS & BLOGGING HABITS

* 47% of respondents spend between one and two hours on their blog per day.
However, nearly as many (43%) spend less than one hour daily on their Weblog.

* 44% of bloggers post to their blogs between one and two times per week.

Time Spent On Blog Daily Posting Frequency Per Week

1to?2 305 6to8 9 or more
times per week times per week times per week times per week

Less than 1 hour 1to 2 hours 3 to 5 hours 6 to 8 hours

Source: Envision Solutions, LLC; The Medical Blog Network, 2006 ff"{;; Envision Solutions, LLC; The Medical Blog Network, 2006
N: 183 :
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MOTIVATIONS & BLOGGING HABITS

* While many bloggers spend a moderate amount of time on their blogs, the more they

post, the greater their time commitment.

* An average of 63% of those who post between three and eight times per week, spend

one to two hours on their blog each day.

ﬂ)w Posting Frequency Influences Time Spent On Blog

~

Posting Frequency Time Spent Blogging Per Day
Less than 1 hour 1to 2 hours 3 to 5 hours 6 to 8 hours
% N % N % N % N
1 to 2 times per week 65.4% 53 28.4% 23 4.9% 4 1.2% 1
3 to 5 times per week 29.2% 19 63.1% 41 7.7% 5 0% 0
6 to 8 times per week 22.7% 5 63.6% 14 9.1% 2 4.5% 1
9 or more times per week 6.7% 1 53.3% 8 40.0% 6 0% 0

Source: Envision Solutions, LLC; The Medical Blog Network, 2006

o

/
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MOTIVATIONS & BLOGGING HABITS

* Many respondents are facilitating discussion about the subjects they cover on their
blogs.

* 97% of bloggers report that they permit comments on their blogs; 68% allow
trackbacks.**

ﬂspondents Allowing Comments/Trackbacks On Their Blogs\

Comments/Trackbacks % N

Do you allow comments? Yes 96.6% 169
No 3.4% 6
Total 100.0% 175

Do you allow trackbacks? Yes 68.1% 109
No 31.9% 51
Total 100.0% 160

\é)urce: Envision Solutions, LLC; The Medical Blog Network, 2006

/

14 According to Wikipedia: A “trackback is a mechanism for communication between blogs. If a blogger
writes a new entry commenting on, or referring to, an entry found at another blog, and both blogging tools
support the trackback protocol, then the commenting blogger can notify the other blog with a ‘trackback
ping.” The receiving blog will typically display summaries of, and links to, all the commenting entries below
the original entry. This allows for conversations spanning several blogs that readers can easily follow.”
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TRUST & CREDIBILITY

According to the 2005 Edelman Trust Barometer, people tend to trust those "“like
themselves” more than large organizations.® Some proponents of social media have
taken this to mean that people are generally trusting of content developed on blogs,
podcasts and bulletin boards because many are developed by their peers.

This study reveals that this group of bloggers has somewhat mixed feelings about
healthcare blogs.

Specifically, respondents appear to view their fellow bloggers’ statements with a critical
eye. Despite this, they are confident most bloggers will make it easy for them to
access a range of perspectives via their blogs.

We asked bloggers to tell us the percentage of healthcare blogs they believe are
trustworthy in the following ways:

o "I take the blogger’s statements at face value”
o "“The blogger discloses apparent or implied conflicts of interest”
o "“The blogger will facilitate open and unbiased conversation”

An analysis of respondents’ opinions about healthcare blogs begins on the next page.

15 The Edelman Trust Barometer is a global tracking poll that measured the “attitudes of 1500 opinion
leaders around the world — which institutions, companies, sources of information they trust, the credibility of
institutions, sources of information and the drivers of trust.”
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TRUST & CREDIBILITY

* 53% of respondents believe that between 41% to 80% of healthcare blogs are written
by people whose statements they take at face value.

* Only 23% of bloggers say that that between 81% and 100% of blogs are written by
individuals they implicitly trust.

Percentage Of Blogs Where Statements Are Taken At Face Value

O to 20% 21 to 40% 41 to 60% 61 to 80% 81 to 100%

Source: Envision Solutions, LLC; The Medical Blog Network, 2006
N: 157 ("l don't know" responses not included in total)
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TRUST & CREDIBILITY

* The table below organizes bloggers’ responses by the confidence they have in
healthcare blogs. It reveals that 77% of respondents have either a low or moderate
level of trust in their blogging colleagues.

Percentage Of Blogs Written By People Whose Statements

Can Be Taken At Face Value (Organized By Level Of Trust)
Level Of Trust % N1
010 20% 9.6% 15
2110 40% 14.6% 23
Low Trust 24.2% 38
4110 60% 26.8% 42
61t080% 26.1% a4
Moderate Trust 52.9% 83
810 100% 22.9% 36
High Trust 22.9% 36

™| don't know" responses not included in total
Source: Envision Solutions, LLC; The Medical Blog Network, 2006
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TRUST & CREDIBILITY

* Of the top six occupational groups surveyed, students tended to be most trusting of
healthcare blogs. 65% of this group placed high trust in bloggers’ statements.*¢

How Occupation Influences Level Of Trust In Healthcare
Bloggers’ Statements*

Level Of Trust
Occupation Low Trust Moderate Trust High Trust
Other! % 43.2% 40.5% 16.2%
N2 16 15 6
Physician % 27.3% 57.6% 15.2%
N 9 19 5
Consultant % 0% 84.2% 15.8%
N 0 16 3
Student % 0% 35.3% 64.7%
N 0 6 11
Healthcare IT % 33.3% 41.7% 25.0%
Professional N 4 5 3
Patient % 40.0% 50.0% 10.0%
N 4 5 1

"Other" category includes marketers, professors and hospital administrators
2| don't know" responses not included in total
Source: Envision Solutions, LLC; The Medical Blog Network, 2006

*Top six occupations

18 This result should be interpreted with caution due to the low number of respondents who classified
themselves as students and answered this question.
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TRUST & CREDIBILITY

* 46% of respondents believe that between 41% and 80% of bloggers disclose apparent
and implied conflicts of interest to their readers.

* 10% believe that most bloggers (81% - 100%) practice full disclosure.

Percentage Of Blogs Written By People Who Disclose Conflicts Of Interest

0 to 20% 21 to 40% 41 to 60% 61 to 80% 81 to 100%

Source: Envision Solutions, LLC; The Medical Blog Network, 2006
N: 139 ("I don't know" responses not included in total)
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TRUST & CREDIBILITY

*  While many respondents have mixed feelings about healthcare blogs, they feel that
most bloggers facilitate open and unbiased conversation.

* 56% say that between 61% and 100% of bloggers foster dialogue on their blogs and
ensure that their readers understand all sides of a particular issue.

Percentage Of Blogs Written By People Who Encourage Open &
Unbiased Conversation

0% to 20% 21% to 40% 41% to 60% 61% to 80% 81% to 100%

Source: Envision Solutions, LLC; The Medical Blog Network, 2006
N: 151 ("l don't know" responses not included in total)
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TRUST & CREDIBILITY

* Following are a range of negative, neutral and positive statements that clarify why
many respondents have mixed feelings about healthcare blogs.

Negative Statements

O

“Most healthcare blogs are still quite unrepresentative of the mainstream. They
tend to reflect the opinions of those who are most disaffected/opinionated and
biased in favour of the more educated/well-off.”

“Most are difficult to navigate and are either sarcastic or Pollyannaish.”

"I have reservations about the use of blogs to provide medical advice. Quite a lot of
medical bloggers recycle information from elsewhere without original input.”

“The line between integrity and flacking can be very blurred here especially when
there is no 'editor' or sound-board for an individual blogger to do a reality check on
what they are posting about and their implicit or explicit biases and how they impact
topic choice and slant.”
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INTERACTION WITH MEDIA, PR PROS & ADVERTISERS
* The media has contacted 45% of respondents.

* Of those contacted, 57% were approached because of a subject they wrote about on
their Weblog."’

Respondents Contacted By The Media

Yes No

Source: Envision Solutions, LLC; The Medical Blog Network, 2006
N: 173

7 Data not shown.
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INTERACTION WITH MEDIA, PR PROS & ADVERTISERS

* 29% of bloggers have been contacted by a public relations (PR) professional.

Respondents Contacted By PR Professionals

Yes No

Source: Envision Solutions, LLC; The Medical Blog Network, 2006
N: 171

© 2006 | Envision Solutions, LLC; The Medical Blog Network | Page 41



Taking The Pulse Of The Healthcare Blogosphere: Online Survey Results Report

INTERACTION WITH MEDIA, PR PROS & ADVERTISERS

* Of those contacted, 52% have written one or more posts based on information
provided by a PR professional.

ﬁespondents Writing Posts After PR Professional Contact \

Number Of Times You !Jiscussed A Topic 02 N
Because A PR Professional Contacted You!
1-2times 32.0% 16
3-5times 8.0% 4
6 - 8 times 2.0% 1
9 times+ 10.0% 5
Total Responding To PR Pros 52.0% 26
Total Not Responding To PR Pros 48.0% 24
1A healthcare product, service or issue

2Respondents contacted by PR professionals
\éjrce: Envision Solutions, LLC; The Medical Blog Network, 2006 /
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INTERACTION WITH MEDIA, PR PROS & ADVERTISERS
* Only 27% of respondents are currently running advertising on their blogs.

* However, 54% say that they are willing to run OR continue to run ads.

Currently Running Ads Willing To Run OR Continue Running Ads

Yes No N/A; | don't control
ads on my blog

Yes No N/A; | don't control
ads on my blog

Source: Envision Solutions, LLC; The Medical Blog Network, 2006
N:173 Source: Envision Solutions, LLC; The Medical Blog Network, 2006
N: 173
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INTERACTION WITH MEDIA, PR PROS & ADVERTISERS

* Respondents are split on the question of whether advertising diminishes a blogger’s
credibility.

* 41% of bloggers either “disagree” or “strongly disagree” with the statement: “Running
advertising on a healthcare blog negatively affects a blogger's credibility.” 33% either
“strongly agree” or “agree” with it.

Does Running Advertising Negatively Affect Blogger
Credibility?

Strongly agree Agree Neutral Disagree Strongly disagree

Source: Envision Solutions, LLC; The Medical Blog Network, 2006
N: 166 ("l don't know" responses not included in total)
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Weblogs That Featured Information About The Survey — Part |

(July — September 2006)

Blog URL

A Shel of My Former Self http://blog.holtz.com

Altyrian View http://altyrianview.com

Ambulatory Computing http://ambulatorycomputing.com/blog

Bloggers Blog

http://www.bloggersblog.com

business|bytes|genes|molecules

http://mndoci.com/blog

Capsules - A Medical Meetings Blog

http://blog.meetingsnet.com/capsules

Cavalcade of Risk

http://cavrisk.blogspot.com

CCUCEO

http://zane.typepad.com

ChronicBabe

http://www.chronichabe.com

Clinical Cases and Images

http://casesblog.blogspot.com

Colorado Health Insurance Insider

http://insuranceshoppers.net/blog

Concepts in Orthopaedic & Sports Medicine Rehab

http://orthosportsrehab.blogspot.com

ConverStations

http://www.converstations.com

Descendents of the Ash and EIm

http://ashandelm.blogspot.com

Diabetes Mine

http://www.diabetesmine.com

Diva Marketing Blog

http://bloombergmarketing.blogs.com

Driving in Traffic

http://www.drivingintraffic.com

Eckenrode http://orthosportsrehab.blogspot.com
eHealth News http://ehealthnews.cyberlogic.info/blog
Emergiblog http://www.emergiblog.com

EMR and HIPAA

http://www.emrandhipaa.com

Entrepreneurial MD

http://www.entrepreneurialmd.com

Greater Rx

http://www.greaterrx.com

Grunt Doc

http://www.gruntdoc.com

Health Care Law Blog

http://healthcarebloglaw.blogspot.com

In case | forget

http://incaseiforget.wordpress.com

infOpinions?

http://www.auburnmedia.com

Inland Empire RHIO Blog

http://www.riversidehealth.blogspot.com
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Weblogs That Featured Information About The Survey — Part 11

(July — September 2006)

Blog URL
Insure Blog http://insureblog.blogspot.com

Know More Media

http://www.knowmoremedia.com

Medicalfacts.nl

http://www.medicalfacts.nl

medmusings

http://www.enochchoi.com/thoughts/archives/cat_medical.html

Mexico Medical Student

http://www.mexicomedstudent.com

Micro Persuasion

http://www.micropersuasion.com

MLKashinsky.com

http://mlkashinsky.com

MSSPNexus Blog

http://msspnexus.blogs.com/mspblog

Nick Versel's Healthcare IT Blog

http://clinicalit.blogspot.com

On Social Marketing and Social Change

http://socialmarketing.blogs.com/r_craiig_lefebvres social

PharmaGossip

http://pharmagossip.blogspot.com

Pharmometer http://nielsenbuzzmetrics.com/pharmometer
PsychSplash http://www.psychsplash.com

Richard G. Petty, MD Blog

http://richardgpettymd.blogs.com

Scared to Health

http://www.scaredtohealth.com

ShrinkRap http://psychiatrist-blog.blogspot.com
Spare Change http://www.social-marketing.com/blog
Stuart Hall http://www.stuart-hall.com

The Business Innovation Insider

http://www.businessinnovationinsider.com

The Healthcare Blog

http://www.thehealthcareblog.com

The Healthcare IT Guy

http://www.healthcarequy.com

The Mom & Me Journals Dot Net

http://themomandmejournals.net

Vitum Medicinus

http://vitummedicinus.blogspot.com

Web Marketing & Consulenza sui Blog e Motori di Ricerca

http://blog.achille.name

Worker's Comp Insider

http://www.workerscompinsider.com
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ABOUT ENVISION SOLUTIONS \

Envision Solutions, LLC is a full-service healthcare marketing communications consulting firm. We focus
on providing innovative products and services to not-for-profit and for-profit organizations. We exist to
help make our clients more efficient and successful.

Envision Solutions’ core competencies are in the areas of analysis, strategic/tactical recommendation
development, training and content development.

Envision Solutions, LLC

419 Lafayette Street, 3™ Floor
New York, NY 10003

ersite: www. envisionsolutionsnow.com /

ABOUT THE MEDICAL BLOG NETWORK & TRUSTED.MD

The Medical Blog Network (TMBN) is the world's largest community of health and medical bloggers. Our
online and traditional media programs are designed to connect healthcare bloggers, audiences and
institutions through open media.

Trusted.MD is TMBN’s upcoming social network designed to foster trust-based relationships between
consumers, professionals and organizations. Free individual membership offers publishing, search,
communication and reputation management tools.

Join us as we build the next-generation eHealth resource, based on open media principles.

The Medical Blog Network
Website: www.healthvoices.com

Trusted.MD
Website: http://trusted.md /

© 2006 | Envision Solutions, LLC; The Medical Blog Network | Page 49






