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I. Executive summary  
 

Cell-free DNA (cfDNA) technology and it’s most well-known application, non-
invasive prenatal testing (NIPT) became a commercial reality in late 2011.  This 
technology reports a risk assessment of the chance a pregnancy is affected with common 
chromosome conditions with detection rates nearing 99% and exceedingly low false 
positive rates.  Since launch, NIPT offerings have rapidly replaced traditional prenatal 
screening methodologies like first trimester screening and quad screening and offer 
patients a viable alternative to invasive diagnostic testing. 
 Ariosa Diagnostics is a molecular diagnostics start-up that was created to bring an 
inexpensive, highly accurate NIPT to market.  Ariosa’s product, the Harmony Prenatal 
Test, was launched in 2012 and over 500,000 tests have been run to date.  Ariosa is 
committed to a model of testing that supports the greatest clinical utility for the largest 
population.  It’s most recent publication, the Harmony NEXT study, is a landmark paper in 
the field of prenatal testing as it directly compares the efficacy of first trimester screening 
to Harmony in almost 16,000 women.  The results of the paper clearly demonstrate 
Harmony’s superiority in screening for common chromosome conditions and reinforce the 
company’s directive to make this testing available as a first-line option to any pregnant 
woman. 
 Given that the NIPT market is highly competitive with at least eight other companies 
selling a similar product, the need for a strong digital presence is apparent.  The 
redesigned digital strategy proposed herein was developed using a rigorous process of 
review.  This process began with discussions about the current digital design with the 
Vice President of Marketing at Ariosa, Margaret Theeuwes.  Dr. Theeuwes shared the 
summary of market research that was conducted back in 2013 as part of a re-branding 
campaign.  Using that information in addition to a detailed review of the current website 
and social media presence, an analysis of the current strengths, weaknesses, 
opportunities, and threats was developed.  That review was then leveraged to create 
goals specific to the company’s needs.  Four personas were developed to model potential 
users of Ariosa’s digital interface and three competitors were earmarked for evaluation to 
determine what might be borrowed or avoided in order to make Ariosa stand out in the 
space.  Based on this analysis, decisions regarding the design, content, and technology 
employed were determined and summarized in to a set of key initiatives as part of the 
overall digital strategy redesign.  These initiatives include the following: 
 

1) Utilize a storyboard to manage website content to ensure a flow to the user 
experience and that key information is clear. 

2) Incorporate video explanations of the technology to maximize user 
comprehension and introduce users with the people behind the science. 

3) Reinvigorate and maintain a social media strategy that includes Facebook and 
Twitter to engage patient users and a wider international audience.  

4) Create and repurpose expert content to highlight and lend credibility to the core 
message of Harmony for any woman, regardless of age or risk.  
 

These initiatives specifically take in to consideration the short time frame proposed 
for implementation of the redesign (6-12 months) and stress low effort initiatives first with 
considerations for more involved changes to occur as resources allow.  
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II. Rationale  
 

 The internet serves as a powerful tool for quickly accessing information, community, 
and recommendations.  It is not surprising, therefore, that a growing number of adults turn 
to the internet as a resource for information about their health and healthcare.  The Pew 
Research Center indicates that 72% of internet users have looked online for health 
information in the past year1.  Up to 35% of U.S. adults report that they have gone online 
to diagnose a medical condition for themselves or someone they know2.  These statistics 
support the need for a strong digital presence by companies engaged in the healthcare 
arena to provide users with correct and timely information.     

Healthcare consumers also utilize the internet for community, finding those who are 
like-minded or in similar situations to build relationships and foster online connections 
around a shared interest.  For companies who engage in the development and 
implementation of a digital strategy, leveraging online communities may be one of the best 
ways to facilitate tribal marketing.  This type of marketing strengthens the existing 
connections between people by assisting users in achieving their end goal or enhancing 
their social experience.  The focus is not to create new connections but to influence those 
already in place3.  In their most recent Social Media Update, the Pew Research Center 
found that 52% of online adults now use two or more social media platforms, up from 42% 
in 20134.  This growing interest in using the internet as a means for social communication 
suggests that healthcare organizations need to engage the user across mediums, allowing 
for the most effective touch points and interaction experience. 

While it is clear that healthcare organizations need a digital presence, doing so without 
a strategic approach can be costly in both resources and effectiveness.  It is not enough to 
simply have a website, a Facebook page, and a LinkedIn account.  Without regular 
involvement and evaluation of these mediums, they will not be effective in reaching and 
engaging the target audience.  It is more important that an organization have an effective 
presence on a few key sites than an ineffective presence all over the internet.  As such, 
investing the time upfront to establish goals for the digital design, evaluate the target user’s 
online needs and desires, examine the competition, and explore areas for digital growth 
will ultimately be invaluable in the overall success of the organization’s digital program. 
 
III. Organizational Overview  
 
 Ariosa Diagnostics is a molecular diagnostics company based in San Jose, CA.  Their 
flagship product, the Harmony Prenatal Test, is a non-invasive prenatal test (NIPT) 
designed to assess a pregnant woman’s risk to have a baby with chromosome conditions 
like Down syndrome.  Ariosa was established as a start-up venture in 2010 under the 
name Tandem Diagnostics and grew rapidly following the launch of Harmony in late Spring 
2012.  Most recently, Ariosa was acquired as an intact entity by Roche, the largest biotech 
company in the world. While Ariosa still functions as an individual company within the 
Roche Diagnostics line, its new affiliation with Roche allows access to resources that were 
previously outside the reach of a small start-up company.   It also requires consideration of 
the regulatory compliance of a company with much larger reach and a more conservative 
approach.   
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Current Mission:  
Ariosa Diagnostics, Inc., is a molecular diagnostics company committed to 
innovating together to improve patient care.  
 
Suggested Revised Mission: 
Ariosa Diagnostics, Inc. is a molecular diagnostics company committed to 
innovating together to improve patient care by advancing global access to non-
invasive prenatal testing as the preferred method of screening for any woman, 
regardless of age or risk.  
 
Vision:  
There is no distinct vision statement referenced on Ariosa’s website.  However, 
based on personal experience working with the organization as well as discussions 
with the Vice President of Marketing, it is clear that Ariosa would like to position 
itself as the worldwide leader in the application of cell-free DNA technology.  It may 
be beneficial to consider this goal and the values proposed below to craft a vision 
statement that encompasses the commitment to accuracy, research, and 
affordability for a global market.    
 

 Current Tagline:  
Clear answers to questions that matter. 
 
While the tagline itself may be somewhat general, in conjunction with the imagery 
on the website, it currently seems appropriate.  In addition, if the future direction of 
the company includes creating new products through the application of cell-free 
DNA technology to other conditions, it could become a stand out tagline across the 
product line that would be recognizable as consistent with the Ariosa brand.  As 
such, I would not recommend changing it at this time.  

 
Values: 
The values of the organization are not explicitly stated on the website, but review of 
the website content and themes suggest the following values: 

o High accuracy/reliable results 
o Data driven/research-oriented 
o Affordability/Accessibility  

 
Ariosa Diagnostics was selected for this project due to the author’s relationship with the 
company as their current Lead Medical Science Liaison.  Ariosa underwent a re-branding 
campaign mid-2014 that led to a complete overhaul of the website.  However, the re-
branding effort did not include a strategic approach to the overall digital presence of the 
company.  Now that the updated branding has permeated the market and is recognizable 
amongst the target demographic of providers, the timing is ideal to rethink the overall 
digital design, including Ariosa’s social media presence.  Employing a redesigned strategy 
has the potential to further strengthen ties with healthcare providers and begin to engage 
the end user of the Harmony product, the patient.  
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IV. Evaluation of Key Strengths, Weaknesses, Opportunities, and Threats (SWOT): 
 
The benefit of analyzing the strengths, weaknesses, opportunities, and threats, otherwise 
known as a SWOT analysis, is to develop an in depth understanding of the company, their 
current digital design strategy, and the internal and external factors that may influence any 
revision to this design.  For the SWOT analysis of Ariosa Diagnostics, the website and all 
social media outlets were reviewed in detail.  Summary reports from the re-branding effort 
that occurred in 2014 were studied and additional analysis was culled from multiple 
conversations with the current Vice President of Marketing, Margaret Theeuwes.  
 
Strengths: 

 Brand consistency throughout 
website and social media 

 Patient education video link 
prominently displayed on website 
and FB 

 Website scales for mobile devices 

 Website available in 6 languages – 
targeted to largest client bases 

 Color scheme is attractive and 
doesn’t detract from content 

 Website focuses on images, not 
text 

Weaknesses: 
• Twitter Handle not the same as FB 

search term  
• Infrequent posts (1x/mo) on FB 
• Title of FB page is “Harmony 

Prenatal for Healthy Pregnancy” – 
not consistent with website 
branding/taglines.   Promise of 
“healthy pregnancy” concerning. 

• Images are almost universally white 
females 

• Most important publication not 
featured on social media 

• Informational resources hard to find 
on website 

• Only Share options for social media 
on website; no actual links to pages 

• No expert endorsements 
 

Opportunities: 
• Largest worldwide presence – 

demonstrate this via social media  
• Landmark study unmatched by 

competition 
• Decent size sales team that can be 

engaged to help promote social 
media presence 

• Highlight patient experience – blog, 
testimonials, engagement on FB 

• Utilize Twitter to engage with press, 
other healthcare outlets in the 
prenatal space 

• Create provider portal accessible 
through the website for 
results/contact  

 

Threats: 
• Aggressive marketing efforts by 

competitors 
• Not FDA-regulated, so smear 

campaigns possible 
• Two demographics – providers are 

clients, but consumers are end 
users 

• “NIPT Fatigue” – providers are tired 
of sales pitch on non-invasive 
prenatal testing.   

• Providers believe all NIPTs are the 
same. 
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V. Goals 
 
Pursuant to the improvised mission above, the primary goal for Ariosa Diagnostics at this 
point is to advance the widespread use of Harmony as a first-line screening test for any 
pregnant woman, regardless of age or risk.  This is a worldwide effort that spans over 105 
countries and is somewhat of a challenge as thoughts about utilization of NIPT vary widely 
from country to country.  As such, the goals here focus primarily on the US market, 
although achieving these goals would also serve to further engage the international market 
and may, in the long run, be refined for those markets if deemed effective.   
 
Goals were developed by evaluating the current focus of the website and social media, 
reflecting on the directives given to the Medical Science Liaison and Sales teams, and 
review of the competitive landscape to determine where Ariosa may have opportunities to 
differentiate itself.  
 
Goal 1: Increase acceptance of the utilization of Harmony for women in the general 
pregnancy population.  

 
Rationale: When NIPT was first brought to market, the American College of 
Obstetricians and Gynecologists (ACOG) and the Society for Maternal-Fetal 
Medicine (SMFM) quickly released a statement that this type of testing was only 
recommended for women at high risk of having a pregnancy affected by a 
chromosome condition5.  This included women over 35, those with an ultrasound 
anomaly, and other specific criteria.  Since this is a DNA-based test, Ariosa has 
always maintained that it would function the same regardless of the risk status or 
age of the mother.  The recent publication of the Harmony NEXT study in the New 
England Journal of Medicine demonstrates that this is, in fact, the case.  ACOG and 
SMFM have since released an updated statement indicating that NIPT is now a 
viable option for any woman as long as they make that decision after being 
counseled thoroughly about all of their options6.  There were 3,932,181 births 
reported in the U.S. in 2013, but only approximately 14-20% of those are expected 
to be to women over 357.  As such, without moving in to the general pregnancy 
population, the growth of Harmony sales will stagnate.   
 
Measures of success: It is difficult to measure “acceptance”, so the primary indicator 
of success in this arena may simply be an increased number of tests from women 
under 35.  However, more indirect assessment could include survey questions 
about practice patterns from providers who attend Advisory Board meetings as well 
as informal surveys at dinner presentations and conference events where a diverse 
audience is present. A general trend towards increased adoption of NIPT for the 
general pregnancy population would be an indicator of success.  

 
Goal 2: Incorporate the patient experience in to the digital strategy design to engage end 
users. 
  

Rationale: One of Ariosa’s identified threats is the segmentation of their target 
market.  In actuality, healthcare providers are their clients, but the end user is the 
pregnant patient, making her input and impression of the brand also important to its 
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success.  Internal market research conducted during the Harmony re-branding effort 
suggests that healthcare providers, obstetricians in particular, care about their 
patient’s experience and like to see that reflected in a company’s marketing 
materials8.  As such, highlighting patient stories, reviews, and questions may serve 
to both bolster Ariosa’s connection with patients while reinforcing their commitment 
to patient satisfaction with providers.        
 
Measure of success: Review of website analytics immediately following employment 
of the above strategies should demonstrate the potential impact on traffic to the 
website.  Success could also be indirectly measured by a decrease in bounce rate 
and new likes or followers on social media.  If comments were allowed on a patient 
story or testimonial, this might also be a means of determining how these efforts are 
perceived amongst the user audience.  

 
Goal 3: Increase functionality of website to answer basic questions about the test to avoid 
need for calls to Client Services or field team members.      

 
Rationale: One of the biggest challenges of a rapidly growing user base is customer 
support.  While Ariosa has continued to increase the number of trained Client 
Services Representatives, it is still a challenge to resolve all incoming calls within a 
timely manner and to the client’s satisfaction.  Clients also have a tendency to 
involve multiple people until their issue is resolved, resulting in duplicated efforts 
and confusion.  By maximizing a client’s ability to get their question or concern 
answered via the information found on the website, the company can decrease the 
load on Client Services and improve customer satisfaction.   
 
Measure of success: Identify the categories of inquiries that could reasonably be 
addressed by the website (Ex. Questions about the test itself, the testing process, 
the test requisition form, etc.).  Look for a decrease in the number of calls to Client 
Services in these categories and overall call volume in to Client Services. 

 
Goal 4: Differentiate the Harmony Prenatal Test in the digital space given a highly 
competitive market 
 

Rationale: The NIPT space is not currently regulated by the FDA.  As such, there 
are minimal restrictions on what and how companies can market their product.  
Ariosa has always been committed to highlighting the advantages of the Harmony 
Prenatal Test instead of devaluing the competition.  Strategic use of the digital 
space including social media could enhance Ariosa’s ability to educate the target 
market about its unique attributes, particularly given their recent landmark 
publication which is unparalleled in the NIPT space.  

 
Measure of Success: Utilize website analytics to evaluate if there has been an 
increase in traffic to the website as well as a decreased bounce rate.  New likes on 
social media and positive reviews about the product or its positioning on social 
media may also demonstrate success in this area.   
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VI. Planning Horizon:  
 
Given how quickly the NIPT market changes and the constant need to respond to 
competitive pressures, it would be ideal for Ariosa to prioritize the redesign of their digital 
strategy, completing the low resource initiatives in the first 6 months with the entire plan 
being implemented within 12 months.  
 
VII. Target Audience and Personas:  
 
The target audience for Ariosa Diagnostics is healthcare providers that treat pregnant 
women, including maternal-fetal medicine specialists, genetic counselors, obstetricians, 
family care practitioners, and certified nurse midwives.  Given that obstetricians are the 
largest numerical sub-group, much of the market research done has focused on their input 
and needs.  A secondary target audience is the end user of the Harmony product, the 
patient.  This could include women who are already pregnant, those undergoing fertility 
treatments in an effort to achieve pregnancy, and those considering pregnancy.   
 The four personas below were developed to represent the potential individuals that 
may be looking to interface with Ariosa online.  In developing these personas, the priority 
was to consider the experience of the primary target, providers.  However, given that 
Ariosa’s product directly impacts patients, a persona was developed to specifically 
represent this demographic.  Finally, it has been mentioned that the NIPT market is highly 
competitive and is therefore a topic of frequent mention in the current press.  It seemed 
prudent, therefore, to develop a persona for a member of the press to evaluate their 
potential online interaction with Ariosa.  
 

 
Persona 1: Newly pregnant patient (Andrea)  

Description: 
Andrea is a 36-year old woman who 
just recently found out that she is 
pregnant.  She is incredibly excited 
as she has delayed having kids to 
focus on her career as a Vice 
President in the banking industry, 
and it took her and her husband ten 
months to conceive.  Andrea has a 
Master’s degree and is an 
information-seeker, so she has read 
quite a bit about the risks associated 
with advanced maternal age.  She 

has a moderate level of anxiety about this and is beginning to research genetic testing 
options that may provide her and her husband with a clearer understanding of their risks.  
  
Trigger: 
As part of her research, Andrea discovered that there is now a non-invasive prenatal 
testing option called cell-free DNA testing or NIPT. She posted a note on Facebook about 
her recent search, and a friend of hers mentioned that she had done Harmony in her last 
pregnancy and recommended that she look in to it.  Andrea found the Harmony Facebook 
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page and was disappointed that FB posts were outdated but found a post about the NEXT 
study and how it is superior to traditional screening.  Andrea is concerned about the risk for 
pregnancy loss with diagnostic testing, so this was reassuring for her.  She also found the 
website link on the Harmony Facebook page and spent some time browsing through the 
“Expecting Parents” section.  Andrea enjoyed watching the patient education video and 
feels confident now that Harmony is the test for her.   
  
Lessons Learned: 
Andrea represents a typical first-time mother; these individuals tend to be more inquisitive, 
information seeking, and more concerned about the health of the pregnancy in general.9 
Andrea uses Facebook as a means of connecting with friends and family and trusts their 
opinion.  Ensuring patients have a positive experience with Harmony may well influence 
their social network to have a positive impression also.  Highlighting the NEXT study on 
Facebook is a powerful way to alert patients to the advantages of Harmony and reinforces 
that the test is driven by research.  Finally, if the patient has a positive interaction with the 
brand on social media and the website is easy to access, it will likely prompt them to go to 
the website for additional information.   
 
Persona 2: OB/GYN (Dr. Marco Jarrett) 
  
Description: 
Dr. Jarrett is a 48-year old obstetrician practicing in a multi-
physician office in Atlanta, Georgia.  He is technology savvy. 
He is training for a marathon and has a wearable to log his 
progress.  He is also a loyal Apple user and loves his “i” 
devices.  Despite being on a device nearly all day long, he 
doesn’t spend much time on social media.  He would be 
considered a “browser”, utilizing his devices mainly for 
searching the internet and for interfacing with his favorite 
apps.10  Dr. Jarrett is very engaged with the OB community; 
he reads OB Management, stays up-to-date with the Green 
Journal, and usually reads publications online ahead of 
press.  He respects ACOG but generally makes practice 
decisions based on his own research and the input of his 
partners. 
 
Trigger:  
Currently, Dr. Jarrett’s practice uses Harmony, but just for 
their High Risk patients.  They are considering offering the test to all patients instead of 
just those at High Risk.  However, the physicians are concerned about the time it will take 
to educate their patients about all of their testing options.  Dr. Jarrett goes on the Ariosa 
website looking for patient education resources.  He clicks on “Learn How Harmony Can 
Fit in Your Practice”, but can’t find education resources.  He closes down the website at 
that point and sends an email to his Market Development Manager to inquire. 
 
Lessons Learned: 
Providers have made it clear that patient education is a huge hurdle for offering Harmony 
to the general pregnancy population.  Ariosa has developed resources for this purpose but 
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may need to make it easier for providers to find these resources without having to contact 
someone from the company.  Ariosa has the means of recording a personalized 
introduction for the patient education video so that practices can have their own doctors 
introduce the video to their patients.  It may be beneficial to show an example of this on the 
“Healthcare Professionals” page.  Additionally, pulling some of the content from the 
“Resources” section which is currently located at the bottom of the website and hard to find 
in to the “Learn How Harmony…” page would be advisable to help physicians, like Dr. 
Jarrett, access them more easily.   
 
Persona 3: Genetic Counselor (Kendra) 
 
Description: 
Kendra is a 38-year old prenatal genetic counselor.  She worked in research for a while 
after getting her undergraduate degree in Biological Sciences but then decided to go back 
to school to get her Master’s Degree in Genetic Counseling 
so she could have a more people-centered career.  Kendra 
has been practicing for twelve years and is the senior 
counselor in a group of five that serves seven maternal-fetal 
medicine specialists at four different locations in and around 
Milwaukee, Wisconsin.  Kendra is tired of the constant 
barrage of NIPT sales people that come by their office.  She 
has seen representatives from all of the different companies 
and their lab partners and is constantly spending time trying 
to keep up-to-date with the latest publications, technology 
changes, and cost and coverage plans.  Cost and coverage 
is a significant concern for her patient population and 
therefore the best price usually wins despite their desire to 
offer patients the best test.  
 
Trigger:  
Kendra keeps a grid comparing the latest information from all of the competitors.  She 
knows the NEXT study was recently published and is trying to update her grid with the 
latest sensitivity/specificity for Harmony.  Kendra searches the website but can’t find 
anything but the actual NEXT study publication.  She isn’t sure if the data presented 
represents the latest claims.  While she is on the website, Kendra also looks for 
information about cost and coverage updates.  She wasn’t sure how to find that 
information but eventually realized the “Access Programs” tab is where this information 
was housed.  Kendra called the billing number listed on this page to get the latest max out 
of pocket premium for her patients. 
 
Lesson Learned: 
Genetic counselors are frustrated by “NIPT fatigue”.  It may be beneficial to identify ways 
to engage them in conversation, not necessarily promotion.  Genetic counselors are also 
committed to keeping up-to-date with the latest data; making it easy for them to find 
changes in test performance claims or conclusions from the latest studies would be 
helpful.  Cost and coverage is one of biggest drivers of adoption of a particular NIPT.  
Given that these plans change constantly, this information needs to be easy to find on the 
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website.  Renaming the “Access Programs” tab to something more universal, like “Cost 
and Coverage”, may help users find these resources more quickly.  
 
Persona 4: Press (Meghana) 
 

 
 
Description: 
A 28-year old, single woman living the life in New York City, Meghana is a writer for 
MedCity News.  She also blogs and takes free-lance assignments on the side.  Meghana 
is incredibly dependent on her devices.  She is never without her cell phone and is always 
interested in the latest technological development.  Meghana wants to do a piece about 
the future of cell-free DNA (cfDNA) technology.  Her company has covered several stories 
on its application in NIPT, but she has been hearing buzz that there is the potential for use 
in other arenas, such as oncology.    
 
Trigger:  
In preparation for writing the article on the future of cfDNA technology, Meghana searches 
each of the existing NIPT companies’ websites for information about their research and 
development plans.  She goes to the “News” tab on the Ariosa website but doesn’t find any 
announcements about new developments.  Given Meghana’s connection to all things 
digital, she also searches social media outlets and finds nothing there either.  Meghana 
decides to call Ariosa in hopes of being able to talk with the Lab Director or someone else 
in the R&D Department.  She navigates to the “About Us” page and finds out that Arnold 
Oliphant is Chief Scientific Officer.  Meghana cannot find a number or email address on 
the website or social media for the press to contact the company, so she calls the main 
number listed.  She gets forwarded to Dr. Oliphant’s voicemail and leaves a message but 
never receives a response. 
 
Lessons Learned: 
Cell-free DNA technology is an incredibly hot field right now.  There needs to be a way for 
the press to contact the right person at Ariosa for more information on the current product, 
Harmony, as well as plans for future products.  It is unclear to what degree the Research 
and Development plans are proprietary or how much information could be teased on social 
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media or the website.  However, it may be advantageous to consider adding email 
addresses next to the Executive Officers names on the “About Us” page or at least a 
central email address for Media inquiries that may route directly to Marketing. 
 
VIII. Competitive Analysis 
 
Competitive analysis encourages critical evaluation of the competitors in the same market 
space as the organization of interest.  Generally, the competitors selected would have 
overlapping or highly similar target audiences and may be competing for the same 
supporters.  In the process of creating a digital design strategy, it is beneficial to 
understand what competing organizations are doing well that may be worth borrowing.  It 
is equally as important to evaluate areas where the competition may be failing to avoid 
those same pitfalls in the design plan.  Finally, the competitive analysis may result in the 
generation of ideas for where the company may stand out amongst its competitors, leading 
to new or revised initiatives within the design plan.  
 
The companies below were selected because they each have a product that is a direct 
competitor with the Harmony Prenatal Test, made by Ariosa Diagnostics.  Of note, Counsyl 
was included as an example of a competitor who markets a test created by another 
company and purchased by Counsyl as opposed to Ariosa, Natera, and Sequenom who all 
own the intellectual property used to create their named tests.  The name of the NIPT sold 
by each company is listed under the company name.  The competitive analysis below 
specifically concentrated on the way these companies position their NIPT offering.   
 

 
 

Ariosa 
Diagnostics 
(Harmony) 

Natera 
(Panorama) 

Sequenom 
(MaterniT21) 

Counsyl 
(Informed 
Pregnancy 

Screen) 

1. Purpose: How clear are 

the purpose and goals 

of the site at a glance 

from name, tagline, 

logo, and imagery? 

Everything on the home 
page supports the 
purpose.  The name of 
the test is featured in 
the upper left hand 
corner “Harmony 
Prenatal Test”.  The 
image is of a pregnant 
woman and the 
description clearly 
states the purpose of 
the test.  Goal of 
site/product is 
communicated with 
tagline “Clear answers 
to questions that 
matter.”  This seems to 
make sense in the 
context of the rest of 
the imagery/description. 

Product name is 
positioned as 
“Panorama: Natera 
Prenatal Screen” so 
target demographic 
seems clear.  Imagery 
on landing page is of 
pregnant woman. 
Tagline, “DNA Matters” 
with short paragraph 
after describes exactly 
what is being tested. 

Taglines are different on 
each page but revolve 
around concept of “The 
science of…”  On 
patient page, the name 
of the product is 
followed by “Prenatal 
Test” and the verbiage 
“Expansive answers 
from a simple blood 
test.”  Purpose of being 
a site that promotes a 
blood test for pregnant 
women seems clear 
from this. 

Home page has very 
simple mission of 
“helping you make 
informed decisions 
about your health”.  
Informed Pregnancy 
Screen’s landing page 
has a picture of a 
woman looking at a 
book, so doesn’t really 
support purpose but the 
title of the product and 
brief description do. 
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2. Users: Is the target 

audience clear 
through text, 
images, stories, or 
testimonials? 

Imagery is of an 
obviously pregnant 
woman.  Buttons above 
the scroll identify site is 
for “Healthcare 
Professionals” or 
“Expecting Parents” 

Image on the site is of a 
pregnant woman.  Initial 
text above the scroll 
suggest users can get 
“essential information 
about your pregnancy 
as early as 9 weeks”. 

Imagery just shows 
woman’s face above the 
fold; scroll down to see 
physician/patient 
interaction. Clear from 
name of product that it is 
focused on pregnant 
patient, but have to get 
several sentences in to 
the text to determine it is 
for women 10 weeks 
and older. 

Image is not clear as it 
is of a smiling woman 
reading a book.  It is not 
obvious that she is 
pregnant.  Description 
directly under the picture 
does clearly 
communicate that test is 
for pregnant women at 
10 weeks or greater. 

3. Organizational 

branding: Are the 

organization and site 

purpose clearly 

portrayed through 

name, tagline, logo, 

imagery, or text? Is 

there a mission 

statement or an “about 

us”? 

About us tab takes you 
to the mission 
statement and 
Management Team.  
Focus seems to be on 
clarity, technology, and 
access for all.  

Have to click on “Go to 
Natera site” at the 
bottom of the Panorama 
Test page to get to 
information about the 
organization.  There is 
an “About Us” section 
with a Mission statement 
and general description 
of the type of testing 
they offer. 

Organizational branding 
is minimal on the patient 
page, more prominent 
on the provider page. 
Overview of the 
company is available at 
the bottom of the page 
with a general 
description of the 
company, the tests they 
offer, and their lab 
certifications. 

“Mission” tab at bottom 
of the screen.  Of note, it 
takes you to a page 
where the text starts 
with “Vision”.  Clear from 
landing page tagline that 
their goal is to help 
users make informed 
decisions about their 
health. 

4. External affiliations: Is 

there branding from 

other organizations, 

accreditation (such as 

HONcode), 

sponsorship, or 

advertising? Are there 

celebrity sponsors? 

No outside 
organizational branding, 
sponsorship, 
advertising, or celebrity 
sponsors 

No obvious partnerships 
or advertising.  No 
celebrity endorsements 
but banner at the bottom 
of each page advertises 
the media outlets they 
have been featured on.  
Feels inappropriate on 
every page – maybe just 
put on “Media Buzz” 
page 

No outside 
organizational branding, 
advertising, or celebrity 
sponsors.  Only mention 
of partnerships is small 
link at bottom of the 
page to “International 
distributors” 

No outside 
organizational branding, 
sponsorship, 
advertising, or celebrity 
sponsors 

5. Design: How 

professional is the 

design? Characterize 

the design (modern, 

dated, simple, busy, 

etc.) and if the design 

seems effective for the 

site purpose and users. 

Design is modern with a 
focus on stock photos.  
Color scheme is limited 
to basically two colors 
throughout the site with 
plenty of white space. 
General design seems 
effective for audience. 

Site is modern, but 
minimalist.  Mixed use of 
live images with simple 
cartoon drawing-like 
images.  Rest of the site 
is white space.  
Appreciate the simplicity 
of the site but could 
make better use of 
imagery and avoid stock 
photos that are 
unrealistic (Ex. woman 
in a poppy field on 
landing page) 

Design is very modern, 
particularly on the 
providers page. Images 
on the providers page 
are all technical (graphs, 
charts, infographics) 
whereas images on 
patient page, while 
minimal, are all of 
women from various 
ethnic backgrounds.  
This design seems like it 
might be effective in 
connecting with the 
users desires/purpose 
for coming to the site. 

Design is modern.  
Heavy reliance on 
natural-looking images 
that take up much of the 
page.  Info is arranged 
in to tight paragraphs 
with corresponding 
graphic.  Focused on 
patients.  Seems 
effective for this 
audience. 
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6. Section organization: 

Is information 

segmented by content 

type, user roles, or user 

needs? 

Yes.  There is a 
“Healthcare 
Professionals” tab and 
“Expecting Parents” tab 
with different content. 

Majority of site is geared 
towards patients.  
Providers need to click 
on “I am a Provider” tab 
to access more 
advanced information 
about the test.  Could 
collapse FAQs and “Is 
this test right for me” 
tabs or put FAQs under 
“I Am a Patient” tab to 
further segment user 
experience. 

Patient and provider 
pages have different 
tabs and information 
geared toward that 
specific population. 

No.  There is not a tab 
for patient vs provider.  
Have to navigate to the 
“Clinical” tab to get info 
specific to providers. 

7. Layout and 
navigation: How 

organized are the 
layout and 
navigation? Are 
options apparent 
and clearly labeled? 
Does content seem 
easily accessible or 
buried? 

Multi-word tab titles are 
distracting and add 
some confusion to 
navigation.  In some 
places bullets are used 
to organize text 
whereas in others there 
are just spaces 
between sentences.  
Makes content look 
disjointed. Headings on 
the “Technology” page 
are long and non-
descriptive.  However, 
site is well-organized 
and does not require 
multiple steps to access 
information except for 
Resources.  Buried at 
the bottom of the page 
and then poorly 
organized with minimal 
description of what the 
resource actually is. 

If a Patient, content is 
easily accessible.  If a 
Provider, have to click 
through options under “I 
am a Provider” to get 
more scientific info 
about the test.  
However, the options 
are clearly labeled and 
navigation is intuitive.   

Layout is very 
functional.  For the most 
part, options are clear, 
although could use less 
text on home page to 
highlight navigation to 
MaterniT21 page 
specifically.  Content is 
easily accessible.  Tab 
titles seem 
confusing/redundant.  
On patient page, there is 
both a “Simple Answers” 
tab and a “Learn More” 
tab.  On Provider page, 
don’t like “Support” 
being ahead of 
“Technology” in vertical 
scroll.  All the 
information is available 
in one long vertical scroll 
but then tabs at the top 
will take you directly to 
that heading.  Think the 
long vertical scroll is a 
turn off. 

Layout is simple. Tabs 
across the the top are 
one-word and easy to 
understand. For 
patients, content is 
readily available.  For 
providers, limited 
information on the 
technology behind the 
test.  Cannot find 
sensitivity/specificity/tec
hnology information that 
is available on every 
other site.  Buttons for 
“Estimate Price” and 
“Request Screen” 

8. Expert content: 

What are the expert-
generated 
components 
(including text, 
graphics, audio, 
video, blogs, 
directions, ask an 
expert, and 
quizzes)? Are there 
supporting titles, 
synopses, links, and 
imagery? 

In Resources section, 
three videos from 
experts in the field.  
These are not 
highlighted anywhere 
else in the site. 

There are a few videos 
on their YouTube 
channel page that are 
webinars given by 
experts in the field 
outside of those 
employed by the 
company, but they are 
not highlighted or 
obvious.  The videos are 
also featured under the 
“Webinars” tab, but 
there is not a head shot 
or bio of the speaker. 
Retweets and Reposts 
from WhatToExpect and 
WebMd.  No original 
tweets  or FB posts by 
experts.  

No obvious expert 
content. 

No obvious expert 
content. 
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9. Authorship and 
oversight: Are 

authors listed and, if 
so, are their 
credentials 
available? Is there 
an advisory board or 
clinician 
involvement? Is 
there a review 
process? 

Authors of videos listed 
with credentials.  “About 
Us” page takes you to 
Management Team 
with bios. 

No credentials provided 
for authors of expert 
webinars.  Medical 
education team with 
bios are available under 
the “I am a Provider” 
tab.  To get to Executive 
Team members, must 
click on link to Natera 
home page, “About”, 
and “People”.  Unclear if 
there is a separate 
Board of Directors. 

No authors listed other 
than Sequenom team. 

No authors listed other 
than Counsyl team. 

10. Currency: Does 

information seem timely 

and recent? Are dates 

included for when 

content was published 

and reviewed? 

No dates on website 
content.  FB and Twitter 
posts are not current; 
most recent post on FB 
from late April. 

Video content is from 
three months ago.  
Tweets and FB posts 
are current. 

Looks like YouTube 
channel may just have 
been created two 
months ago as ¾ videos 
from 2 months ago.  
Also current video from 
a few days ago.  FB and 
Twitter posts are 
current. 

Content is somewhat 
recent.  Latest posts on 
social media are late 
June.  Video does not 
have date published. 

11. Health literacy and 

readability: Is the 

content easy to 

understand? Is there 

any confusing 

language, jargon, or 

abbreviations? Are the 

reading and health 

literacy levels 

appropriate?  

Patient information is 
generally appropriate, 
however, there is no 
background information 
about what a 
chromosome condition 
is on the website itself.  
Without that, it may be 
challenging to 
understand description 
of the test.  Also, the 
conditions tested for are 
not well described.  
Provider page is 
appropriate; however, 
more direct language in 
the section headers 
would help clarify the 
information presented. 

There is minimal 
introduction to the test, 
so without background 
information, the content 
may be difficult for some 
readers to understand.  
Generally, the reading 
level is probably higher 
than ideal for the 
general pregnancy 
population.  The content 
for providers is likely 
appropriate. 

Description of test and 
what it looks for initially 
is at a much higher 
reading and health 
literacy level than would 
be expected of the 
typical patient.  
Following that info, the 
content then goes in to a 
much more digestible 
explanation of what 
chromosome conditions 
are. If rearranged order, 
may help with overall 
understanding.  Provider 
page is appropriate. 

Health literacy and 
reading level higher than 
ideal for general 
population, but overall 
appropriate.  Content is 
concise and focuses on 
the utility to the patient, 
not the technology 
behind the test.  
Explanations are too 
simplified for provider 
user. 

12. Language: Which 

languages are 

available? 

Website can be viewed 
in 6 different languages. 

English only Patient brochure in 5 
languages, advertise 
patient education video 
in English and Spanish 

English only 
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13. User-generated 
content: What are 

the user-generated 
components 
(including stories, 
blogs, discussion 
forums, videos, 
likes, comments, 
ratings, and 
reviews)? Can 
content be shared? 
Is “most read” or 
“most emailed” 
content listed? Is 
user-generated 
content delineated 
from expert content? 

No user-generated 
content. 

Appears that only user-
generated content is 
questions on FB and 
reviews on FB.  Content 
can be shared to 
personal pages although 
there are no sharing 
buttons on the page. 

No user-generated 
content 

Patient quote on 
“Results” page.  No 
other user-generated 
content. 

14. Policies: Are there 

explicit privacy policies 

or ones for how user-

generated components 

are managed, 

organized, or 

moderated? 

Terms and conditions 
and privacy policy at 
bottom of landing page. 

Tiny Privacy Policy link 
on bottom left of page 
that does not work.  
Terms of Use link does 
bring up a list of policies 
for how the website and 
content therein can be 
used. 

Terms and conditions 
and Privacy Policies at 
bottom of landing page 

Privacy and security 
policies link on bottom of 
home page 

15. Registration: Can 

users register or create 

profiles to personalize 

content or appearance? 

Can users login and, if 

so, what are their 

benefits? 

No No, but you must 
provide information 
about yourself in order 
to get access to the 
webinars. 

No Yes.  Patient portal 
called “My Counsyl” for 
results, communication 
with gc, and paying bills.  
Can register on the site. 

16. Notifications: Can 

users subscribe to 

newsletters or new 

content alerts? 

No Only by Subscribing on 
the YouTube channel or 
Following on FB or 
Twitter. 

Only by Subscribing on 
the YouTube channel or 
Following on FB or 
Twitter. 

Only by subscribing on 
FB or Twitter. 

17. Transactions: Can 

users make donations 

or purchases? 

No donations or 
purchases.  Providers 
can click on the “Get 
Harmony” button and fill 
out info about 
themselves to be 
contacted by a 
representative 

No donations or 
purchases.  They can 
“Request Panorama” by 
filling out info about 
themselves and their 
provider. It is not clear 
exactly what they will do 
with that information 
other than “get the 
process started.” 

No. If they have created an 
account, it appears that 
they can pay their bill 
through the MyCounsyl 
portal. 

18. Mobile: Is there an app 

or a mobile website? Is 

responsive design 

used? 

No app. Website is 
optimized for mobile. 

No app.  Website is 
optimized for mobile. 

No app.  Website is 
optimized for mobile, but 
because of extensive 
vertical text, there is a 
lot of scrolling on a 
mobile phone.   

No app.  Website is 
optimized for mobile. 
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19. Social media: Which 

social media 

technologies are used? 

Are they integrated into 

the site or a set of 

icons?  

FB, Twitter, LinkedIn.  
Icons at the bottom of 
the page, but only for 

sharing.   

FB, Twitter, YouTube, 
LinkedIn. Integrated in 
to the site via a “Social 
Hub” page.  Also icons 
are on the page, 
although at the bottom 
of the landing page only. 

FB, Twitter, YouTube, 
Google+, LinkedIn.  
Icons on the side of the 
page are just for 
sharing.  Icons at bottom 
of the page take you to 
their Social Media page.  
On patient page in info 
box, call to action to 
connect on FB or Twitter 
with icon. 

FB, Twitter, blog, 
LinkedIn.  Set of icons at 
the bottom.  Of note, 
clicking on icons 
navigates away from 
website. 

20. Overall 
assessment: What 

are the best and 
worst features of the 
site? 

Best – Purpose and 
target audience for 
product are immediately 
clear when accessing 
site 
Worst – The way the 
information is presented 
doesn’t flow in a story.  
It feels disjointed and 
therefore the key 
attributes of the test 
don’t come through as 
intended. 

Best – Simplicity of the 
site  
Worst – Multiple places 
to “Request Panorama”, 
“Get Panorama”, “Find 
out if your doctor offers 
Panorama”.  Feels 
extremely pushy. 

Best – Overview box at 
top of each page with 
buttons to link to the 
most pertinent info for 
that population.  Worst – 
Vertical scroll.  Despite 
tabs that decrease need 
for scroll, appearance of 
all that text is 
overwhelming. 

Best – Patient portal for 
results and billing.  
Worst – Social media 
icons navigate away 
from the site. 

 

Borrow: 

 Create a Social Hub page on the website that incorporates all social media 
outlets.  This allows for users to easily find and review all social media content and 
may be a place to include discussion boards or online chat sessions that allow the 
user to connect directly with the team from Ariosa.  Given that it is accessed via the 
website, it may encourage users to further explore the information presented on the 
website.    

 

 Add icons for Facebook and Twitter to the “Expecting Parents” page and 
feature them prominently, ideally above the fold.  Since the target patient user is 
known to belong to a group that tends to connect via social media, making it easy 
for them to access these sites will encourage engagement.  



19 

 

 Add a patient portal for billing.  The billing process is currently being handled by 
mail which takes the patient away from interfacing with Ariosa for all of her needs.  
By adding a portal for billing, it 
makes the payment process easy 
and forces the user to interface with 
the website.  Since they are creating 
an account, it may also be a great 
way to disseminate “Did You Know” 
type blurbs when patients log in.  At 
this point, including access to 
results in this portal would not be 
encouraged.  The regulatory and 
privacy considerations are 
significant and allowing patients 
direct access to their results without 
going through their physician 
discourages communication and 
explanation from their health care provider.  This is not likely to be viewed favorably 
by the health care community.  

 
Avoid:  

 Aggressively pushing the test itself instead of supporting content.  With 
Natera’s site in particular, there were multiple buttons and calls to action to “Get 
Panorama”, “Request Panorama” and “find out if your doctor offers Panorama”.  
This seemed too forceful, particularly for patients who may just be learning about 
the test for the first time.  A call to action similar to what Ariosa already does that 
encourages patients to discuss testing with their doctor and to provide them with 
potential questions they may want to consider asking is preferred. 

 Duplication of the same posts on Twitter and Facebook.  For all of the 
competitors, there seemed to be significant overlap between what was posted on 
their Twitter feed and their Facebook timeline.  Since these social media outlets 
have different target demographics and users are likely to prefer one over the other, 
repeating the most prudent content may make sense.  However, it discourages 
users from both following a company on Twitter and Liking them on Facebook if the 
content is exactly the same.  Consider an editorial calendar that would detail which 
content might be most appropriate for Twitter vs Facebook and when to post it to 
ensure minimal overlap.  
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 Require submission of personal information to access content.  One of the 
competitor’s sites required that a user submit their name and professional affiliation 
before they would be granted access to view the posted webinars.  This may 
seriously discourage further engagement as users are wary of providing information 
about themselves on the internet, particularly when there is not a clear reason why 
it is necessary.  It might be more beneficial to display video content only on the sub-
navigation page that pertains to the target audience for that particular content.  That 
will inherently suggest which videos are more appropriate for which audience 
without creating a barrier to access.  

 Having social media icons navigate away from the website or just including 
the share option.  Encouraging website browsers to investigate the company’s 
social media sites is certainly desired.  However, having the icons navigate away 
from the website instead of opening a separate window prevents the user from 
looking at multiple digital mediums at the same time.  Additionally, only including the 
share icons instead of those that take users to the corresponding social media sites 
will likely prevent some users from exploring those pages.   

 
Distinguish: 

 Allow for user-generated content.  In the competitive space, user-generated 
content was extremely limited.  Ariosa may be able to distinguish itself by inviting 
providers and patients to share content in a controlled fashion.  In particular, 
creating a blog where patients or providers could submit posts for consideration 
could be featured on the website as well as re-purposed for both social media sites.  
Patient testimonials about their experience with the Harmony Prenatal Test may 
also be a valuable addition to the “Expecting Parents” page 

 Increase expert-generated content and make it visible on the site and social 
media.  Feedback from the Advisory Board meetings conducted by Ariosa 
Diagnostics indicates that providers are interested in what their peers are doing.  
They tend to model their own practices based on a review of the literature and the 
consensus of colleagues they respect.  Including expert-generated content, 
particularly related to practice patterns or implementation, may be a novel value-add 
for users.  The current site design is well-positioned for this as there is already an 
“Implementation” tab.   

 Offer registration option in the “Healthcare Professionals” section to receive 
newsletter.  One significant advantage of having a strong digital presence is it 
provides means for interaction for those who may not be open to a more direct 
conversation.  Ariosa has historically published a quarterly newsletter that was 
distributed to providers in their database.  To widen readership, it may be beneficial 
to consider adding a means for providers to register to receive the newsletter on the 
“Healthcare Professionals” page.   

 
IX. Analytical Decisions  
 
The following recommendations reflect the culmination of review of the current digital 
media presence, consideration of the target audience and potential user personas, and 
careful evaluation of the competitive landscape.  These suggestions are factored in to the 
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proposed timeline and therefore most are scaled to require minimal resources.  Those that 
may involve a more significant effort are indicated as such.  
 

A. Design:  
1. Retool the three key attributes. It is notable that the first thing the user sees below 

the home page image is a horizontal listing of three key attributes of the test.  
However, the three statements seem disjointed in their structure – “Demand 
Clarity”, “All Pregnant Women”, and “Targeted Technology”.  It’s also difficult to 
determine if this is a call to action, the target population, or the methodology behind 
the test.  Since this is placed in such a prominent space on the website and could 
be a powerful tool to identify the attributes that make the Harmony Prenatal Test 
unique, recommend retooling these statements to clearly describe these qualities.  
The following could be options for consideration: “Clarity”, “Accessibility”, 
“Technology”.   

2. Move the social media icons above the fold and make them link to the actual pages.  
Also, ensure these icons carry over to each of the subpages.  Currently, it is not 
possible to access the social media sites where Harmony has a presence from the 
website itself.  While the correct page does pop up at the top of the list if one 
searches “Harmony” on Facebook, it is necessary to enter “Harmony Prenatal” in 
order to get to the Twitter feed from the Twitter home page.  This may be confusing 
for potential users and could, in part, explain the limited number of followers on 
Twitter.  Consider keeping the share buttons at the bottom of the page but modify 
the statement that pre-populates to more clearly explain what Harmony is and does.   

3. Relocate the announcement for the landmark study. Currently, information about 
the study can only be found by clicking on a small purple box in the top middle of 
the page.  The study is not mentioned anywhere else on the page.  Relocate the 
button to draw attention to this material.   
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Consider creating a rotating image on the landing 
page that toggles between the current image and 
an advertisement for the study with the 
corresponding link to the study sub-page.  
Additionally, the image used on the study 
information page is a woman doing yoga.  Given 
the magnitude of this publication, a more 
representative image may be appropriate.  
Consider an image like the one here from the Go 
Red Campaign depicting women of all ages.  This may be more demonstrative of 
the study results which suggest that Harmony is appropriate for any woman, 
regardless of age or risk.  

4. Rethink the “story” for the user-specific pages. While the content is nicely distributed 
on the user-specific pages, there are no transitions between sections, and therefore 
it is hard to follow the progression of vertical scrolling through the page.  The 
section headers seem to be the start of a sentence instead of a descriptive term for 
the information found therein.  Consider renaming the sections with one or two word 
headers and arranging the information underneath either with bullets or a single 
statement without spaces. This format would allow for highlighting of key 
information like test performance claims to make them easy to identify when quickly 
browsing the site.  

5. Bring the Resources to a more prominent place on the site. Currently, these tools 
are buried at the bottom of the page and include basic, important pieces like the 
patient brochure.  Consider creating a button that sits on the landing page for both 
patients and providers titled “Resources” that takes them directly to the resources 
pertinent to them.  For users like Dr. Jarrett, one of the personas developed for this 
project, this change would make it significantly easier to access these tools.  
Additionally, for a clean look, consider categorizing the resources into like groups 
and then bulleting each resource within that category under a central heading.  

6. Include an email address and tagline specifically for the media on the “Contact Us” 
page.  Currently, this page addresses expecting parents, current Harmony users, 
and those that are interested in offering Harmony.  It also includes the Corporate 
Headquarters contact information but does not direct the press how to contact the 
appropriate person within the company.  For users like Meghana looking to write a 
story, this addition would allow them expedient access to the right person to answer 
their questions and ensure Ariosa is aware of all media inquiries. 

 
B. Content:  
1. Develop Expert Content through white papers, editorials, newsletters, and video 

vignettes (High). The only expert content besides publications currently on the 
website is three videos. Consider implementing a newsletter with a standing column 
for a guest expert.  Experts can be pulled from Key Opinion Leaders and/or the 
Speaker’s Bureau.  Also consider repurposing these pieces for sharing on 
Facebook and/or Twitter.   

2. Encourage user-generated content via patient testimonials (Moderate). While the 
primary clients of the Harmony Prenatal Test are health care providers, the end 
users are the patients.  There is some debate within the field as to whether patients 
have the power to influence which test a provider uses, but market research 
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suggests patients’ opinions matter to their providers and they like to see that 
patients are satisfied with the product they choose.8 It may be beneficial to establish 
a rotating series of patient testimonials to feature on the website and social media.  
With the writer’s permission, these pieces can feature photographs of the patient 
themselves along with a story about their experience with Harmony.  These pieces 
could be submitted via the website with a simple call to action and email link and 
vetted by the Marketing team.   

3. Vary the highly technical content between text and video (High). Currently, all of the 
tabs on both the patient and provider pages include text only.  Considering the 
length and complexity of the information provided, particularly under the Technology 
tab, it may be advisable to add a video description to break up the heavy content.  
This would also introduce users to an actual person from Ariosa, connecting users 
to a real life understanding of what happens when their sample or their patients’ is 
received by the lab. 

 
C. Technology:  
1. Facebook (moderate) – Compared to the most aggressive competitor in this space, 

the number of Facebook likes is minimal (550 vs 47,000).  This seems the most 
simple and clear-cut platform to increase traction with the end consumer, the 
patient.  While this would require consistent monitoring for questions and comments 
that may necessitate company response, with a monthly editorial calendar, it 
requires only moderate effort to maintain regular posting.  This may be a great place 
to repurpose content from the patient testimonials (see above).  

2. Twitter (Moderate) – With over 1,000 followers, Twitter seems like a place that 
Ariosa can really distinguish itself.  The current followers are a mix of international 
partners, individuals, advocacy groups, and other organizations in the prenatal 
space.  This medium could be used to engage the international market, focusing on 
the technology behind Harmony, and highlighting news that is more business-
oriented.   

3. Provider Portal (High) – There is currently no way for a provider to utilize the 
website to see their results, receive updates about the product, or communicate 
with Ariosa. The company does have an electronic means of distributing their 
results to providers via a portal called ShareFile, but it is not currently accessible via 
the website.  In order to continue to drive traffic to the website and to increase 
functionality in the web portal, consider imbedding the provider portal in the website.  
The provider would then need to navigate to the website to login, increasing traffic 
to the site and allowing for strategic placement of up to date information, news, and 
advances via the login page.  Increasing functionality of this portal may also be 
advised.  Providers should be able to contact Ariosa directly through the portal to 
enhance secure communication and allow them to ask questions or provide 
feedback via the portal.    

 
X. Revised Digital Strategy 
 
The following recommended initiatives were developed to guide the revised digital strategy 
design for Ariosa Diagnostics.  These initiatives take in to consideration the proposed 
timeline as well as the most meaningful ways of differentiating the Harmony Prenatal Test 
in the online space.  
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1. Create a storyboard to guide content development and placement on the 

website 
This first initiative is aimed at enhancing the experience and comprehension of the 
target audience when interacting with the company’s website.  The landing pages 
for “Healthcare Professionals” and “Expecting Parents” are both designed to 
vertically scroll.  As such, the user starts at the top and follows what needs to be a 
clear progression to the bottom of the page.  While the content is appropriate and 
nicely segmented, there are no transitions between sections, and the content does 
not naturally flow from section to section.  
 
As part of this process, consider the key 
information that each user group may 
want to access, like test performance 
claims for healthcare providers or 
comparison of Harmony to traditional 
testing for patients.  Ensure the story 
brings these attributes to the forefront and 
makes them easy for the target user to 
find without having to navigate to multiple 
sub-pages.  
 
Taking a step back to think about the 
story that the prospective user is being told as they move through the page may 
result in a more thorough understanding of the testing technology and the test 
process.  Increased comprehension may address the goal of decreasing inquiries to 
Client Services and encourage users like Kendra, the genetic counselor persona, to 
utilize the website for quick updates on the latest clinical data. A cohesive story is 
also likely to be more effective at engaging the patient sector, another goal of the 
digital strategy.    
 

2. Incorporate videos to explain the technology behind the test 
Cell-free DNA technology has significantly advanced the field of prenatal screening, 
but it is not a science easily explained to those with minimal genetics or biology 
backgrounds.  Even physicians struggle to fully grasp the nuances of this 
technology and, more importantly, the distinctions between the different non-
invasive prenatal tests on the market.  The current website relies solely on text and 
flat images to explain the technology behind the Harmony Prenatal Test.  This 
second initiative encourages the company to consider incorporating video vignettes 
as an alternate or supplementary means of explaining the technology.  As a 3-D 
medium, video allows users to hear the content, watch the visual explanation, and 
repeat the experience as many times as they’d like.  By utilizing moving images as 
part of the videos, like those incorporated in to the patient education video, it may 
be easier for some users to understand these complicated concepts.   
 
An added benefit would be exposure to Ariosa personnel including those behind the 
science of the test.  These are people who are generally inaccessible to the user 
but hold high esteem, particularly amongst healthcare providers.  It may therefore 
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be of interest for users to hear about the technology directly from members of the 
scientific team as opposed to reading it themselves.  This initiative will certainly 
differentiate the Harmony site from its competitors and reinforce the capabilities of 
the website to answer user questions.   
 

3. Social Media Hub - Facebook and Twitter 
Research suggests that a large subset of the target audience, women aged 25-34, 
are particularly apt to connect online via Facebook.10  They write reviews, 
encourage their friends to Like pages, and are willing to share their personal 
experience with a broader audience.  This is reflected in the persona of Andrea, 
whose first contact with Harmony was via Facebook. To widen Ariosa’s visibility with 
this demographic, a resurgence of effort in developing a strong Facebook following 
is warranted.  This will serve to engage the end user as well as build brand loyalty 
amongst an influential group who has a large reach with other women who may 
become pregnant in the future.   
 
Similarly, this initiative would also support a robust effort to leverage Twitter to 
connect with a broader market.  Given the current profile of Twitter followers, it is 
clear that this medium may be best used for the international market and to engage 
other companies in the prenatal health arena.  It may also serve to connect with 
members of the media, like Meghana, who may watch social media outlets for 
trending topics.  With the need for minimal, but frequent content, the Marketing 
team could engage the help of the Sales team to keep tweets current and varied 
from Facebook content.  Guidelines for posts could be provided to the team and 
small prizes could be awarded for “most creative tweet” or “highest number of 
retweets”.  With a growing international sales team, this would allow all members to 
be involved and engage customers across the globe. A longer term goal may be to 
host a monthly Twitter Chat with a member of the executive team.  Examples of 
chats that could be held include “Ariosa’s strategy to expand internationally: A Chat 
with our Head of Global Business Development” or “What’s the buzz about Fetal 
Fraction? Our Chief Medical Officer answers your questions.” Ultimately, a well-
developed Twitter presence will certainly differentiate Ariosa in the field, perhaps 
even globally, and may be a vehicle to increase adoption in the general pregnancy 
population if Twitter chats can be geared towards implementation and support of 
this practice. 
 
Once Ariosa’s presence on these mediums has been clearly established, the 
recommended next step is to borrow the idea of a social media hub for the website.  
Pulling content from the different social media outlets into a central location allows 
users to browse through quickly and may encourage them to participate across 
more than one medium, a growing practice as has been previously described.  
Content like popular columns from the newsletter or the introduction of a blog may 
also be featured here, increasing the opportunity for both expert and user content 
on the website.  This is a long term project that may exceed the twelve month 
timeframe allotted but would be a valuable investment over the long run, particularly 
if additional products were added in other healthcare arenas.  
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4. Develop expert content for utilization on the website and repurposing on 
social media 
It is clear from feedback received through Advisory Board meetings and 
participation in national meetings that providers are interested in what their peers 
are doing and seriously consider changes to their own practice models based on 
convincing feedback from their colleagues.  One of the best ways to encourage 
further adoption of the Harmony Prenatal Test in the general pregnancy population 
then may be to populate the website with expert content in the form of video 
vignettes, editorials, blog posts, or even potentially white papers that explore not 
just test performance or technology, but the way providers are utilizing the test.  
Another means of including expert content may be through the newsletter; a 
standing “Ask the Expert” column could feature an expert’s response to a question 
frequently received by Ariosa or specifically submitted for this column.   
 
With an expansive list of Key Opinion Leaders, Ariosa has the expert resources to 
offer a diverse array of expert content.  Many of these individuals support the 
utilization of Harmony in the general pregnancy population and may be willing to 
describe how they have incorporated the test in to their practice so that others can 
benefit from their experience.   

 
5. Incorporate a Provider Portal into the website 

Ariosa currently has a results portal for providers called ShareFile.  It is web-based 
but not accessible from the website and is only for downloading results.  It is 
recommended that the functionality of this portal be enhanced and that it be 
relocated to the website.  
  
In the process of developing the personas, both provider personas (Dr. Jarrett and 
Kendra) went to the website as their primary resource.  This practice suggests that 
the website could be a significant value-add for providers if it could address all of 
their needs via one central outlet.  Incorporation of a provider portal in to the 
website would encourage frequent use of the website and may provide a means of 
updating users about important changes to the testing process, billing, or available 
patient education resources.  
 
One of the biggest concerns about sharing cost and coverage information on the 
website is that it is proprietary and subject to change as insurance contracts are 
negotiated and revised; keeping it up to date, therefore, is a constant challenge.  
Since providers would have to login to the secure portal, the proprietary nature of 
this information would be less of a concern.  Similarly, update blasts could be sent 
to providers via the portal about new insurance contracts or changes to the Patient 
Protection Program so that they are immediately aware of the most current 
information.  This practice could help alleviate provider frustration, like that of our 
persona, Kendra, in trying to keep abreast of the latest cost and coverage 
information pertinent to her patients.  
 
Finally, the provider portal may increase communication between Ariosa and 
providers.  It may be beneficial to have a contact option via the portal that routes 
directly to Genetic Services, a team of genetic counselors, instead of going in to the 
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larger queue of Client Services.  “Update Alerts” like those mentioned above for 
cost and coverage changes could also be utilized for immediate dissemination of 
updates to the testing process, the test performance claims, or the release of new 
resources to support patient education and implementation.  The portal could 
therefore supplement the work of the direct sales team and enhance the support 
available for providers ordering the Harmony Prenatal Test.  

 
 
Wild Initiative: 
 

One of the most useful customer support inventions in recent past is the online chat 
function.  Companies like Sprint and AT&T have added this function as a quick 
means of connecting with their Customer Support team.  This service eliminates the 
time-consuming hassle of waiting in a queue line on the phone which generally 
must be done during working hours.  With the chat function, while still placed in a 
queue, the user can continue to work while they are waiting for a representative and 
response times are generally faster due to their ability to quickly resolve issues 
online in real time.   

 
The wild initiative proposed for Ariosa Diagnostics is the development of an online 
chat function imbedded in to their website.  Through this function, users, both 
providers and patients, could submit questions and be immediately connected with 
the Client Services team. The Client Services Representatives could split their time 
between covering the chat lines, with more resources dedicated during peak times, 
and the typical telephone triage system.  While a percentage of questions will be 
unanswerable via chat or require follow-up, this system has the potential to 
significantly cut down on the time and interruption required for the user to get an 
answer to their question.  Additionally, since the chat function would be accessible 
only via the website, it provides another opportunity to draw users attention to key 
messaging that could be strategically placed on the “Contact” page.    

 
XI. Conclusions 

 
The growing reliance on the internet for health-related information by both healthcare 
providers and patients suggests the need for a strong digital presence by companies 
involved in the healthcare space.  The competitive landscape of the NIPT market makes 
this an even more important investment for companies like Ariosa Diagnostics, who clearly 
desires to grow their current customer base and expand their technology in to new 
applications.  The initiatives proposed here are designed to quickly enhance the efficacy of 
Ariosa’s online presence while providing an opportunity to stand out in the competitive 
space, both now and in the future.  
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Appendix A: What did you learn in the process of doing this research? 
 
Undergoing a complete redesign of a company’s digital strategy is quite an undertaking!  
Through this process, I have gained more respect for the significant amount of resources 
and time it takes to create an effective design strategy and how challenging it is to 
consider every aspect of a potential user’s online experience with a company.  I have also 
gained some insight in to how companies must prioritize resources to address the most 
pressing needs first such that some aspects of their digital presence may be far more 
advanced than others.  Finally, I learned that I thoroughly enjoy getting inside the mind of 
the user; creating personas was my favorite part of this project as I feel connected to these 
“people” and can empathize with their situations and expectations.   
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