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Communications Update 
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•  A communications framework that advances our goals 

•  Building infrastructure 

•  Building awareness 

•  Promoting our milestones 

•  Key metrics 

•  Future opportunities to consider and discuss 
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Questions to Consider 
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•  How can we best refine our messaging as we build our research 
portfolio? 

•  What critical lessons do we want to impart from our research to date? 

•  What kinds of “stories” might we use to make our work “real” to our 
stakeholders and show how “research done differently” benefits them? 

•  How can we best collaborate with and leverage the work of others in 
the CER/PCOR space to advance our communications goals? 



PATIENT-CENTERED OUTCOMES RESEARCH INSTITUTE   

A Communications Framework That Advances Our Goals 

3 

•  Define organizational messages, stakeholder audiences and goals 

•  Develop and implement a comprehensive plan that delivers those 
messages to key stakeholder audiences 

•  Refine and update the plan over time based on key performance 
indicators 

•  Continue close collaboration with COEC and other leadership to 
refine strategic and operational objectives 

•  Ensure support of PCORI’s foundational pillars and the 
implementation of its strategic plan  
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A Communications Framework That Advances Our Goals 
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PCORI’s Key Messages  

•  To improve the quality and effectiveness of care, patients and those who care for 
them need evidence-based information that they trust and use in making better-
informed clinical decisions. 

•  PCORI funds research that provides such trusted, high-quality information by 
requiring meaningful patient engagement in all aspects of the research process. 

•  PCORI advances its mission by convening, partnering, and soliciting the input 
and guidance of all stakeholders in the health and health care community. 
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A Communications Framework That Advances Our Goals 
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PCORI’s Key Audiences 

•  Multiple stakeholders, but particularly patients, caregivers, researchers, 
clinicians, public and private payers  and policymakers 

PCORI’s Key Goals 

•  Reshape research to meaningfully include patients’ concerns, with patients and 
caregivers as true partners  

•  Establish stakeholder partnerships that will advance our research and 
dissemination efforts 

•  Promote the adoption of rigorous methods and robust infrastructure to sustain 
PCOR over time 

•  Establish PCORI as a trusted “must-have” source of patient-centered outcomes 
research and information that will be widely used 
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A Communications Framework That Advances Our Goals 
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Communications Plan Goals  

•  Provide a consistent stream of high-quality content and activities that support 
and advance PCORI’s strategic imperatives and goals in ways that build trust with 
stakeholders 

•  Be proactive in identifying communications opportunities and assessing and 
addressing challenges 

•  Be transparent in showing how PCORI is meeting its statutory obligations and 
delivering on its research agenda 

•  Establish and maintain a robust infrastructure that facilitates two-way 
communication and engagement with key stakeholder audiences 

•  Develop and track metrics that assess progress toward communications goals, 
refining activities as needed 
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A Communications Framework That Advances Our Goals 
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Our Opportunities 

•  Telling the story of building a research institute and “brand” from scratch 

•  Creating a new approach to traditional research  

•  Convening multiple stakeholder groups to pursue a shared agenda 

Our Challenges 

•  Telling the story of building a research institute and “brand” from scratch 

•  Creating a new approach to traditional research  

•  Convening multiple stakeholder groups to pursue a shared agenda 
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Building Infrastructure 
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•  Platforms, tools, and channels 

•  Staffing and resources 

•  Process and procedures 

•  Partnerships and relationships 
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Building Awareness  
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•  We are a new organization building a track record of research 

•  Our story to date has been largely aspirational, organizational, and “stage-
setting” but is evolving as our work continues 

•  We are measuring our progress in milestones 

 

 

•  We are building relationships with those who will help tell our story and 
advance our research and dissemination efforts 
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Promoting Our Milestones 

10 

National Priorities for Research and Research Agenda 

•  503 comments received via web site, e-mail, or mail  

•  Hosted National Patient and Stakeholder Dialogue, 
    PCORI’s largest stakeholder engagement event to 
    date 

 
PCORI Pilot Projects 
•  Covered by Modern Healthcare, Politico, Kaiser 
    Health News 

•  Special Board webinar to approve revisions to  
priorities and agenda and approve Pilot Projects  

    attended by 421 stakeholders 
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PCORI Funding Announcements (PFAs) 
•  PCORI’s PFA web page has received an average  
     of >15,000 page views per month 
•  Secured >400,000 impressions through  
     advertising in NEJM, JAMA, and Health Affairs 
 

Draft Methodology Report  
•  Two webinars for patients and stakeholders  
    combined to draw >650 attendees 
•  Three columns and videos published  
     explaining “Why Methods Matter” from the  
     researcher, patients and industry perspective 
•  Social media hashtag: #WhyMethodsMatter 
  
  

Promoting Our Milestones 

11	
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Promoting Our Milestones 
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Patient/Stakeholder Engagement Initiative 
 
Three workshops designed to engage patients and  
stakeholders in refining PCORI’s research agenda:  
 

•  Transforming Patient-Centered Research: Building Partnerships and Promising Models 
•  October 27-28 
 

•  What Should PCORI Study? A Call for Topics From Patients and Stakeholders 
•   December 4  
 

•  PCORI Methodology Workshop for Prioritizing Specific Research Topics 
•  December 5  

Promotion through web site, e-mail, webcasts, media outreach, video 
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Website Metrics  
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6-Month Snapshot 
•  >195,000 site visits, including > 98,000 unique visits 
•  The average site visitor spends nearly four minutes per visit 
•  May 23: PFAs announced; 4,200 new visitors logged on to the site  
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•  15	
  e-­‐mail	
  alerts	
  sent	
  to	
  stakeholders	
  
•  Average	
  alert	
  open	
  rate	
  is	
  40%	
  (industry	
  standard	
  is	
  19%)	
  
•  Goal:	
  Grow	
  opt-­‐in	
  e-­‐mail	
  list	
  to	
  10,000	
  by	
  end	
  of	
  2012	
  

Growing Our E-mail List 
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Convening: PCORI Events 
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Na8onal	
  Pa8ent	
  and	
  Stakeholder	
  Dialogue	
  
APended	
  by	
  850	
  people	
  in	
  person	
  or	
  by	
  webcast	
  and	
  
teleconference;	
  46	
  public	
  comments	
  provided	
  at	
  event	
  
by	
  representaRves	
  of	
  diverse	
  stakeholder	
  segment.	
  

Na8onal	
  Workshop	
  to	
  Advance	
  Use	
  of	
  Electronic	
  Data	
  	
  
Convened	
  a	
  select	
  group	
  of	
  researchers	
  and	
  thought	
  leaders	
  to	
  
develop	
  ideas	
  for	
  how	
  PCORI	
  can	
  facilitate	
  the	
  creaRon	
  or	
  funcRon	
  
of	
  a	
  naRonal	
  data	
  infrastructure	
  to	
  support	
  high	
  quality	
  paRent-­‐
centered	
  outcomes	
  research;	
  300+	
  aMendees	
  	
  live	
  and	
  via	
  webcast.	
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Communicating Through New Platforms 
PCORI Channel on YouTube 
•  Videos of Board meetings, workshops, webinars 
•  >9,000 views of 49 videos uploaded 
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Telling Our Story 
PCORI’s	
  work	
  has	
  been	
  featured	
  in	
  dozens	
  of	
  reports	
  in	
  health	
  
policy	
  and	
  top	
  naRonal	
  news	
  outlets,	
  as	
  well	
  as	
  major	
  journals	
  	
  

17	
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Tracking Growth of @PCORI 
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TwiMer	
  follower	
  volume	
  
	
  (six-­‐month	
  snapshot)	
  
	
  

Tweets	
  by	
  month	
  
(via	
  tweetstats.com)	
  
	
  

Total PCORI Twitter Impressions (Feb-Aug): 7.6 Million   



PATIENT-CENTERED OUTCOMES RESEARCH INSTITUTE   

Future Opportunities 
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•  Refine our messaging as we build our research portfolio 

•  Develop a plan and structure in partnership with AHRQ for research 
dissemination efforts 

•  Mine programmatic efforts to show what we are learning; use more 
effective storytelling to make that work meaningful and “real” 

•  Continue to upgrade our infrastructure  

•  Review the CER/PCOR landscape to assess opportunities for 
collaboration in advancing our communications goals, focusing on our 
leadership in “research done differently” 

•  Take a strategic approach to speaking/publishing opportunities 
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Questions to Consider 
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•  How can we best refine our messaging as we build our research 
portfolio? 

•  What critical lessons do we want to impart from our research to date? 

•  What kinds of “stories” might we use to make our work “real” to our 
stakeholders and show how “research done differently” benefits them? 

•  How can we best collaborate with and leverage the work of others in 
the CER/PCOR space to advance our communications goals? 


