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Everyone knows Amazon.



But not everyone knows Amazon Health Services.
or what it offers. or how it can redefine the way they get healthcare.



The current journey 
is fragmented.



Source: Healthcare Services Survey - 10 respondents

“ It was so horrifying to see 
how there are so many scary 
things that can wrong...

“ There is almost a plethora of 
advice that it is hard to know 
which is right or the best.

“ Becoming a parent makes you think 
about the future and become more 
conscious about your health and 
health of your family...



The Ideal Healthcare Experience

Top priorities when accessing healthcare 
during the parenthood journey:

77.3%
Trusted providers

59.1%
Convenience

63.2%

of respondents wanted more 
personalized options

Source: Healthcare Services Survey - 22 respondents



How might we support parents as they 
discover, understand, afford, and 
continue using Amazon Health Services?



Objectives & Key Results

Objectives

Maximize parent* use of 
health benefits to 
purchase discounted 
goods and services

Seamlessly integrate 
retail shopping and 
Amazon Health Services 
use for parents

Position Amazon Health 
Services as the top 
choice throughout 
parenthood

Achieve 10% increase in first-time 
Amazon Pharmacy parent users by 
EOY 



Increase One Medical enrollment 
for parents within the window of 1 
year before and after birth by 20% 
YoY



Retain 70% of parents YoY on One 
Medical after first year membership

Implement intuitive search 
experience within Amazon retail to 
showcase health services by Q3



Increase CTR from Amazon retail 
to AHS by 7%



Onboard 15% of parents on 
Amazon Retail to Amazon Health 
Services by Q4

Increase average parent savings 
across Amazon Health Services by 
15%



Increase use of Prime-discounted 
One Medical memberships 
among parents by 5%

Outcomes

* parents are defined as Amazon users with purchasing history of prenatal, pregnancy, and baby products




Our Product
A New Way to Search for Care



Product Vision

Reduce confusion and stress when navigating healthcare services 
during pregnancy and early parenthood

Support prospective, expecting, and current parents with a seamless, 
convenient health service experience across all stages

Boost trust, emphasize ease of use, and provide proactive care 
through Amazon Health Services



Entry Discovery Action

User Journey



Entry

Seamlessly integrate retail shopping and Amazon 
Health Services use for parents



Lack of awareness
Most users were unfamiliar with AHS and initially unsure what “Healthcare 
Services” actually includes

“I'm assuming healthcare services is just 
the online and in-person services, but I'm 
not sure if that's alluding to something 
else because this verbiage isn’t clear.

0% 27%

of users have used AHS of users have heard of AHS

Source: UserTesting with Prototype



Entry

Search Bar CTA
Introduces healthcare services at the beginning of the retail experience



Entry

“Searching was extremely 
easy. I liked having a 
distinct call-to-action 
button...made it really 
straightforward.

4.15

Average score for helpfulness 
of search bar CTA

Source: UserTesting with Prototype



Entry

Search Results CTA
An alternate entry point after clicking “search”



Entry

Product listing

After checkout

Search results



Entry

“It’s not just offering 
products. It’s actually 
suggesting relief and a 
more permanent fix to 
healthcare.

“[The banner] would 
influence me to do more 
research and consider 
exploring options like 
consulting a doctor.

Source: UserTesting with Prototype



Discovery
      

Maximize parent use of health benefits to 
purchase discounted goods and services



Discovery

Healthcare Landing Page
Showcase & educate about care offerings

Symptom 
overview

Appointment 
booking 
information



Suggested 
health-related 
products

Recommended 
prescriptions



Health benefits 
connector 
options

Relevant conditions to 
explore further



Discovery

“ I realized it was a booking 
screen... I also saw doctor-
recommended products, 
common prescriptions, 
and online programs.”

3.35

Average confidence rating of 
understanding AHS offerings 
after viewing landing page

Source: UserTesting with Prototype



Action
      

Maximize parent use of health benefits to purchase 
discounted goods and services



Action

Unintuitive appointment booking structure
Users struggled to distinguish between telehealth and in-person visits

“The icon that shows whether 
it’s telehealth or local 
providers—that’s not 
immediately obvious.

Source: UserTesting with Prototype



Action

One Medical Appointment Booking
Provides upfront pricing to support affordable care decisions

Separated online 
and in person 
appointments



Action

“Hospital websites feel 
outdated and it’s hard to 
use a lot of the features. 
This felt quick and 
convenient.

4.6

Average score users gave for the 
ease of exploring services

Source: UserTesting with Prototype



Action

Fragmented insurance experience
Users wanted to see if their insurance was accepted by a provider before 
booking an appointment

“Avoiding surprise costs is 
important. I’d want to know 
what’s in-network right away.

Source: UserTesting with Prototype



Action

One Medical Appointment Booking
Provides upfront pricing to support affordable care decisions

Clarity of cost

Upfront insurance 
information



Action

“It’s nice to see that 
I’m already covered 
by certain providers 
as a filter.

Top reason for checking 
insurance:

“I always check my insurance 
before booking”

Source: UserTesting with Prototype



Action

Reviews, ratings, and credentials
Users valued high doctor reviews and ratings, which should be surfaced clearly

“I wouldn’t trust my health with 
just anyone. I need to know 
more to feel confident... like 
reviews or specialties.

“I don’t have enough 
information about these MDs to 
tell whether or not they are 
trustworthy.

84%

of users referenced reviews as part 
of their decision-making process

Source: UserTesting with Prototype



Action

Provider Profile Page
Enables informed, confident choice by surfacing provider details

Insurance plan 
compatibility

Credentials

Real user reviews and 
overall ratings 



Action

87.5%
62%

Increase in average trust rating of 
AHS after using prototype

Average likelihood to 
book an appointment

Source: UserTesting with Prototype



What do users 

value and need?

Clarity in offerings
Make health services easier to understand 
with clear, actionable language

Thoughtful timing of CTAs
Introduce care services when users are most 
receptive to exploring alternative options

Transparent provider info
Increase trust through expanded provider 
profiles (including education, reviews, etc...)

Simplified & visible tools
Make essential features highly visible 
(consult-a-doctor options, online/in person)



Looking Ahead
Feasibility & Next Steps



Technical feasibility

Rufus



Technical feasibility




rovider credentials and ratings

Technical feasibility: Provider Information

Insurance coverage

Credentials, ratings, 
and reviews



Next steps

Complete AHS flow
Continuing the appointment booking flow to examine 
where efficiency and trust levels can be increased

Data sourcing
Ensure insurance coverage and rating/review data can be 
showcased, considering in-house or third-party sources

Performance considerations
Implement filtering for provider results so it does not delay 
loading times

Validate “Relevant Conditions” Button
Test buttons at the bottom of the healthcare landing page 
for resonance with users



Northwestern University

Thank you!

Any questions?

Sabrina Araya, Silvia Fang, Gillian Nieh, Samnang Nuonsinoeun, Janice Seong, June Woo



Appendices



Appendix A: Testing Timeline



Testing timeline

Product resonance earc integratin ppintent ing etining s anner aceent

Pilot test

1 test - a pregnant 
participant



Low fidelity



Testing timeline

roduct resonance Search integration ppointment ooing etining s anner acement

Round 1

3 tests - pregnant and 
postpartum participants



Low fidelity



Testing timeline

roduct resonance earc integration Appointment booking etining s anner acement

Round 2

6 tests - pregnant and 
postpartum participants



Medium fidelity



Testing timeline

roduct resonance earc integration ppointment ooing Rethinking CTAs anner acement

Round 3

6 tests - pregnant and 
postpartum participants



High fidelity



Testing timeline

Prduct resnance earc integratin Aintment ing etining As Banner Placement

Round 4

6 A/B tests - general 
audience



High fidelity



Appendix B: Product Vision



Vision

Reduce confusion and stress when navigating healthcare services 
during pregnancy and early parenthood

Support prospective, expecting, and current parents with a seamless, 
convenient health service experience across all stages

Boost trust, emphasize ease of use, and provide proactive care 
through Amazon Health Services



Target Group

Gen Z and Millennial (~25-35 yrs) first-time parents

Digitally native: Amazon Prime and Baby Registry users

Working: balancing pregnancy and parenthood alongside other 
responsibilities


First time parents navigating pregnancy for the first time

New parents adjusting to infant (under 2 yrs) care and 
postpartum health challenges 



Needs

Problem

First-time parents overwhelmed by the volume of health-
related decisions for themselves and their baby

Many are unaware of available insurance-covered benefits



Product benefits

Reduced cognitive load for expecting and postpartum 
parents

Convenient place to find appointments, products, and other 
services available via AHS

Trusted product reviews from Amazon’s large user base



Product

Integrated health, mental wellness, and retail hub

Leverages and combines Amazon’s existing ecosystem: One 
Medical, pharmacy, Health Benefits Connector, shopping



ML-powered service recommendations through marketplace 
search


Uses Amazon’s unique position as the leading e-commerce 
platform to make data-driven recommendations that reduce 
cognitive load for busy parent



Business Goals

How Amazon benefits:

Increases parent utilization of health benefits for purchasing 
discounted goods or services



Captures a larger share of the parenthood market by 
integrating Amazon Health Services into retail touch points 
and converting shoppers into healthcare users



Positions Amazon Health Services as the top choice for 
healthcare during parenthood, expanding brand presence in 
the health and wellness space



Appendix C: Audience Artifacts



Claire, the Prospective Parent
Claire is actively preparing for pregnancy. She is proactive, digitally savvy, and 
exploring fertility tracking apps, supplements, and self-education books but she is 
unsure of what to trust or where to start.

Known Habits

Uses wearable tech and 
menstrual / ovulation tracking 
apps 

Lurks in online communities 
about fertility and family 
planning on Reddit

Shops online (Amazon, Target, 
Walmart) for books, 
supplements, and ovulation kits

Schedules OB/GYN visits via 
phone or basic insurance portals

Active; adjusts diet for 
conception

Feels hesitant about sharing her 
journey with family and 
coworkers

Pain Points

Overwhelmed by conflicting online information

Confusion about insurance coverage and when 
medical care is necessary

Stress, sensitivity, uncertainty

Fragmented journey

Feels isolated as many platforms are too clinical or 
too casual; worries about it being a taboo topic

Needs

Trusted fertility and preconception advice

Affordable and easy access to fertility support 

Emotional and social support without stigma

Seamless continuity of care 

Affordable, effective products (vitamins, ovulation 
tests) backed by medical advice

28 yrs old

Austin, TX

Recently married

Marketing Manager at 
a tech start up



Claire’s Current State Journey Map



Claire’s Future State Journey Map



Julie, the Expecting Parent

Julie is expecting her second child in August (2nd trimester). She feels prepared and 
knowledgeable with reliable doctors, routines, and products. 

Known Habits



Prefers in-person doctor's 
appointments

Occasionally messages care team 
through online platform

Researches thoroughly (word of 
mouth, online) when making 
purchases for herself/her baby

Relies on online ordering and 
curbside pickup to save time

Has never tried telehealth  
platforms such as Zocdoc, 
Teladoc, CVS

Needs



Fast, reliable answers to questions

Time-saving solutions to balance all aspects of 
her life (work, family, pregnancy)

Easy access to suggested products

Pain Points



Low emotional and physical bandwidth as due 
date approaches 

Struggles to balance work, her child, and 
pregnancy (appointments, preparation)

Finds combination of messaging and in person 
care too slow for immediate needs

Demographics



34 yrs old

Chicago, IL

Married, one son 
(3yrs), one dog

Program Manager at 
Pinterest



Julie’s Current State Journey Map



Julie’s Future State Journey Map



Sarah, the New Parent

Sarah just had her first child and is postpartum 4 weeks with a newborn at home. She feels 
overwhelmed and uncertain about what’s normal as she navigates caring for a newborn–all 
while looking for more support, clarity, and reassurance.

Known Habits



Values routine in-person doctor's 
appointments and medication 
pick-up

Open to trying new health 
services but reverts back to what 
is familiar

Unsure of where to find resources 
she needs  

Relies on family and friends for 
support

Uses online shopping for baby 
registry and maternity/baby 
products 

Pain Points



Feeling overwhelmed by the transition to life 
with a newborn

Emotional adjustment and unfamiliar feelings 
after giving birth

Juggling baby’s needs with personal recovery and 
household responsibilities

Needs



Easy access to affordable and trusted products 
and advice for postpartum care and newborn 
support

Consistent, personalized care to build trust in 
healthcare professionals and relieve the stress 
of new parenthood

Demographics



26 yrs old

San Francisco, CA

Married, has a 
newborn

UX Designer at 
Adobe



Sarah’s Current State Journey Map



Sarah’s Future State Journey Map



Appendix D: OKRs



Objectives & Key Results

Objectives

Maximize parent* use of 
health benefits to 
purchase discounted 
goods and services

Seamlessly integrate 
retail shopping and 
Amazon Health Services 
use for parents

Position Amazon Health 
Services as the top 
choice throughout 
parenthood

Achieve 10% increase in first-
time Amazon Pharmacy 
parent users by EOY 



Increase One Medical 
enrollment for parents within 
the window of 1 year before 
and after birth by 20% YoY



Retain 70% of parents YoY 
on One Medical after first 
year membership

Implement intuitive search 
experience within Amazon 
retail to showcase health 
services by Q3



Increase CTR from Amazon 
retail to AHS by 7%



Onboard 15% of parents on 
Amazon Retail to Amazon 
Health Services by Q4

Increase average parent 
savings across Amazon 
Health Services by 15%



Increase use of Prime-
discounted One Medical 
memberships among 
parents by 5%

Outcomes

* parents are defined as Amazon users with purchasing history of prenatal, pregnancy, and baby products




Appendix E: Current State Analysis



Amazon Health Services’ KPIs


Find


Increase 

awareness of AHS 
services

Choose


Increase clarity of 
offers and options

Afford


Increase use of 

health benefits to 
purchase goods & 

services

Engage


One-stop buying 

options for all 
needs



Knowledge Goals

        Find

How do users discover AHS and retail 
services?



How do AHS services connect with retail?

Are there gaps between these services?

How well are the AHS services integrated with 
other core Amazon offerings?

       Choose

How consistently do users return to and use 
Amazon services? 



What services are used at each parenting stage and 
why?

How clear are the health service options?



Knowledge Goals

        Afford

How do users leverage benefits to access 
health services? 



What benefits are available to Amazon users 
through AHS?

What discounts are available?

        Engage

How consistently do users return to and use 
Amazon services? 



What services see repeat or consistent use over 
time?

How integrated are AHS and retail experiences to 
facilitate continued use?

Are there drop-off points between parenting stages 
and usage?



How well are parents 
discovering, understanding, 
affording, and continuing to 
use Amazon Health Services 
alongside retail experiences?



Current Experience

Ecosystem

Amazon currently has a fragmented experience for families on the parenthood 
journey across retail and AHS. 



Amazon Retail

No Maternity section under women’s clothing 

Baby Registry is under Toys, Kids & Baby, Programs & Features  



Amazon Health Services 

AHS offers standard care, but it's unclear if it covers the needs of pregnant 
individuals

Types of doctors (e.g., OB-GYN, Fertility Specialist) are not clearly outlined



Current Experience

Users

How do prospective, new, and experienced parents discover these services?



Amazon Retail

Targeted ads

Word-of-mouth

Personalized suggestions seen while browsing on the main shopping section



Amazon Health Services 

Accessed via Amazon’s website, with a focus on convenience and integration 
into their existing shopping habits. 





Current Experience

Users

What services are used at each parenting stage?



Prospective Parents

Retail: fertility products, prenatal vitamins, books, pregnancy planning 
items 

AHS: informational purposes, early prenatal care, fertility specialists


New Parents

Retail: baby essentials, maternity wear, cribs, diapers 

AHS: postpartum care, mental health support, pediatrics


Experienced Parents

Retail: children’s clothing, toys, health products, educational materials

AHS: routine health checks, specialized consultations



Current Experience

Users

What services see consistent use(or not)?



Consistent Use

Retail: baby products, clothing, health supplies 

AHS: general healthcare, mental health support  



Inconsistent Use

AHS: specialized health services for pregnancy



Appendix E: KPIs + Impact



Freely Available Data


Leading

Leading

Lagging

Lagging

Leading



Ideal Client Side Analysis


Leading

Leading

Leading

Lagging

Lagging

Lagging

Lagging

Lagging



KPI Breakdown

→ How well are parents discovering, understanding, affording, and continuing to use AHS 
alongside retail experiences?

Find - movement between services

% of baby registry users that also visit AHS - leading

Click-through rate from retail/registry pages to AHS - leading


Choose - AHS usage

% of parents accessing health services before birth - leading

% of parents accessing health services within 6 months after birth - lagging



KPI Breakdown

→ How well are parents discovering, understanding, affording, and continuing to use AHS 
alongside retail experiences?

Afford - retail & pharmacy purchases

Average order value in maternity categories - lagging

# of cross-category purchases - lagging


Engage - continued use of services

Retention rate of parents using registry & health services in first year - lagging

Registry completion rate - lagging



Appendix F: Golden Circle Analysis



Golden Circle

Why 



Amazon Health Services aims to make healthcare drastically 
simpler to empower customers and provide resources to 
stay healthy.



Golden Circle

How


Amazon Health Services’ 4Cs:


Curated choice: Helps customers identify relevant and 
available programs

Convenience: Quick access to healthcare services and 
products

Cost clarity: Transparent prices prior to receiving care

Care continuity: Provides ongoing support with a 
centralized offering of healthcare services and products 
across Amazon’s ecosystem



Golden Circle

What



One Medical Membership & PPV: 24/7 digital 
healthcare 

Amazon Pharmacy: Affordable medication and refills, 
delivered to your door

Amazon Benefits Connector: Checks coverage and 
guides users to eligible health programs



Appendix G: 5Cs Analysis



Company

Amazon Health Services exists to remove the friction people face when 
accessing healthcare by making it radically more accessible, transparent, and 
convenient - just like shopping on Amazon. 



Our mission is to empower everyone to stay healthy by offering curated care 
options, upfront pricing, and seamless integration across services such as One 
Medical Membership, Amazon Pharmacy, and Amazon Health Benefits 
Connector. 



By combining personalized support with digital convenience, we simplify the 
healthcare experience and give people control over their well-being.



Collaborators

Amazon Key Collaborators  


Suppliers and Manufacturers

Warehouse/inventory management 

Delivery services: Amazon Logistics or third-party carriers, UPS and FedEx.

AWS (Amazon Web Services) Team


Amazon’s cloud computing platform that optimizes logistics



Collaborators

Amazon Health Services Key Collaborators 


Health Appointments (Membership & PPV) → One Medical

Acquired in 2023

Provides medical professionals and in-person locations

Specialized care from established partners such as Cleveland Clinic 



Amazon Pharmacy → PillPack

Acquired in 2018

Established medication delivery service 

Discounts on prescription medications using partner InsideRx



Amazon Benefits Connector → Benefit Provider Partners

Programs for common healthcare conditions


Diabetes, blood pressure management, physical therapy, etc.



Customers

Target customers


Everyday individuals seeking healthcare services

Amazon shoppers are currently located worldwide and largely span 18-60 years

Challenge: New and expecting parents seeking maternal and postpartum care



Key customer segments

Younger generations (Gen Z, Millennials)/Tech-savvy adults

Seniors, caregivers, and chronic illness patients

Challenge: Parents in perinatal and postnatal stages



Market

US healthcare market valued at approximately $4.9 trillion in 2023

Virtual healthcare market projected to reach $54 billion in revenue this year

After COVID-19 pandemic, both digital health and healthcare e-commerce markets projected 
to grow at CAGR of upwards of 15%

Challenge: Maternity products industry valued at $42.1 billion in 2023



Competitors


Maternal HealthGeneral Healthcare

TeleHealth Baby Registry





Competitors (General Health, Direct)

Retail clinics, pharmacy, digital RX 
management, RX delivery

Significant omni channel presence, probably 
AHS’s biggest direct competitor

→ 1019 physical locations

In-store clinics, pharmacy, potential 
primary care, RX delivery

Has some physical presence due to Walgreens but 
digital and delivery experience is less mature, failing

→ 440 physical locations

Health insurance, analytics, physician 
groups, employer solutions


Scale + data but is less consumer-facing than 
Amazon Health

Convenient location-based access but lacks deep 
tech stack or any scalable virtual care


Retail walk-in clinics in grocery stores, 
basic diagnostics, vaccinations, and 
physicals



Competitors (General Health, Indirect)

Activity tracking, health records, cycle 
tracking, user health data

Preventative focus and lacks clinical capabilities

AI diagnostics, wellness tracking, 
enterprise health solutions, generally 
similar to Apple Health

Strong data and AI but limited user trust and user 
base in the digital health context (Apple Health wins 
because of the larger phone market share Apple has)

Trusted medical content, second 
opinion services

High brand equity in specialty care but is less 
scalable and there’s a certain distrust/skepticism 

Entrenched default but Amazon does partner with a 
lot of them (19)

Amazon has to beat traditional hospitals on 
convenience and cost!

Inpatient & outpatient care, specialty 
services, emergency care



Competitors (Telehealth, Direct)

On-demand virtual visits, chronic care, 
mental health, mobile app

Trusted name with diverse services but 
expensive and less agile

White-label telehealth platform, AI 
intake, provider integrations

Strong in hospital systems & payers but has weaker 
consumer branding

Free telehealth that is HIPAA 
compliant, easy onboarding



Popular with small practices but lacks advanced 
features

Entrenched in hospitals, controls patient data flows. 
Not consumer-first but a gatekeeper to care access. 

Amazon will need to interoperate with Epic to access 
patient histories due to its large presence 

EHR system with embedded telehealth 
(MyChart), patient communication, 
appointment scheduling, API support



Competitors (Telehealth, Indirect)

HIPAA-compliant video calling, widely 
used post-COVID

Not purpose-built for medicine so it lacks 
integrations and medical UX

Remote monitoring, patient data 
integration, diagnostics

Clinical-grade tools but is not widely adopted for 
general telehealth

DTC care: men’s/women’s health, hair 
loss, ED, fertility testing, weight loss

Lifestyle-forward, pharmacy-integrated; strong UX 
but narrower scope


Accessible and brand-driven; high customer loyalty 
in wellness, not full medical care


Telehealth for birth control, sexual 
health, hair, skincare, mental health



Competitors (Maternal Health, Direct)

Full-spectrum virtual care for fertility, 
maternity, postpartum, and pediatrics 

Largest virtual clinic for women + families, 
strong B2B and employer partnerships, well-
funded and expanding ** Amazon partnership

Hybrid OB + midwifery clinics with 
remote care platform

Primarily based in NY, associated with Goop

Human-centered pregnancy experience with an 
innovative model

Pregnancy and fertility tracking, 
parenting tools, B2B employer 
benefits

Data-rich and widely adopted in HR wellness 
programs, strong engagement but not a care 
provider (app)

…there’s lots more to cover! Maternal Health can cover cycle tracking (pre), pregnancy healthcare (during), and 
baby health (post)



Competitors (Maternal Health, Indirect)

Full-spectrum maternity care including 
delivery, OB/GYN, NICU, etc.

Trusted and entrenched option

Dominant infrastructure but fragmented digital 
/ UX presence

Global maternal health innovation and 
equity initiative

Shapes policy and funds impactful maternal health 
solutions but is not a direct care provider

Menstrual and fertility tracking that 
is directly integrated with iOS and 
WatchOS

Strong early engagement and retention (through 
ecosystem) but lacks care delivery and physical 
services

Controls early-stage attention and influences 
maternal health literacy, high behavioral 
engagement, community support

Pregnancy content, community forums, 
week-by-week tools



Competitors (Baby Registry)

Universal registry, curated 
content, gift boxes, product 
guides, postpartum care 
directory

Strongest competitor

Editorial + content-driven UX

Universal registry, in-store 
welcome kits, physical retail

Trusted big-box brand with strong 
in-store support but is less flexible 
than Amazon

Budget-friendly universal 
registry, app UX, large 
store footprint

Competes on price but has a weaker 
digital experience
has the largest market share by far! 

(45%)

Not full registries but is a top 
premium brand

Focused on furniture, 
premium decor, gifting



Context

Political


Telehealth Policy

Temporary extension of COVID-era policies for geographic 
flexibility


Reproductive Health Policy

Executive Order 14182 reinstating Hyde Amendment → ends 
federal funding for abortion

SCOTUS’ pending decision on South Carolina’s attempt to block 
Medicaid funding to Planned Parenthood

Implications

Congressional lobbying efforts to make temporary extensions permanent

Monitor regulatory risks in providing care in more restrictive states



Context

Economic


Medical Cost Inflation

Medical service pricing has been outpacing inflation

Increased consumer sensitivity to out-of-pocket costs and price hikes










Action

Address patient needs with price transparency and Health Benefits Connector (to 
maximize insurance benefits)



Context

Social


Racial Inequities Affecting POC

Unequal access to quality care

Higher rates of pregnancy complications


Gender-Based Differences

Underdiagnosis of women’s health concerns

Women are the primary healthcare decision-makers


Social Media’s Influence on Consumer Behavior

46% of purchase products through social media 
(increased more than 2x since 2019)

Action

Promote maternal care and digital health services via social media to 
reachunderserved groups and empower women



Context
 EMRs vs. EHRs

Technological

Use of AI models in diagnostics


Bayesian network models still do not have human intuition 

Push for Electronic Health Records (EHRs)


Rather than Electronic Medical Records (EMRs) to allow 
interoperability between providers


Rise in women's health tech & data collection

Wearables and at-home testing



Implications

Prioritize AI-driven tools and interoperable EHRs that enhance 
decisions, enable data exchange across providers, and embed data 
collection from one's home

EHR

EMR

EMR

EMR

PCP

Hospital

Specialist

PCP

Hospital

Specialist



Legal

HIPAA compliance, data breach liability	


Oracle hospital data breach lawsuit

Informed consent and privacy assurance


Varied by state, particularly for telehealth 
practices


Rising legislation around women's health



Implications

Ensure security, transparency, and legally 
adaptiveness across states

Context

Public Sentiment on Data Privacy



Context

Environmental


Telehealth saves carbon by eliminating travel to in person appointments

0.72-372 kg carbon saved per visit


Green consumption

Women are more likely to be "green consumers" than men

Public willing to pay 9.7% sustainability premium


Amazon's Climate Pledge: net zero emissions by 2040



Implications

Align pharmacy/registry packaging, production and shipping emissions with Climate 
Pledge goals

Prioritize telehealth > in person for emission saving

Showcase products with Climate Friendly Label



Sources

https://docs.google.com/document/d/1u_jcn6Q5Eaevi7TDXFjVG66CtBf4pavpIKKaJeRVqt8/edit?
tab=t.0


