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About Healthline…

A vertical search engine 

focused on 

consumer health information



About me…

• 18 years of software/internet product design, development 
and management experience…

• As an exec and consultant for various companies, such as:

– Yahoo!

– Adobe

– Kodak

– Vivendi Universal

– Knight Ridder

– PointCast



The point of which…

Is to give you some level of confidence that what you’re 
about to hear is the gospel truth on search behavior



So it might surprise you to hear me say…

What has been will be again, what has been done will be done 
again; there is nothing new under the sun. Is there 

anything of which one can say, “Look! This is something new?” 
It was here already, long ago; it was here before our time. 

(Ecclesiastes 1:9-14 NIV)



In fact…

We’re continually forgetting and rediscovering some of the 
basics of search (and online) behavior, including:

1. Users don’t know what they don’t know

2. Use cases must accommodate proxied target segments

3. Achieving confidence is key

4. Going vertical (usually) means asking for answers



1. Users don’t know what they don’t know…

Said another way, there’s a difference between searching for 
something and researching something. 



This is especially true with health information…

… so Healthline connects consumer and medical vocabulary, 
and provides ‘Medically Guided Search’…



And, if that’s not enough…

… Healthline will draw you a picture, which you can use to search the Web…



2. There may be a Grandmother between you and your users…

… You’ve designed the perfect search/shopping experience for 
your target demographic… but forgot that:

- In 2005, consumers planned to spend $681 on gifts during 
the holidays (*)

- 48% of respondents prefer to buy special gifts the 
recipients wouldn’t buy themselves (*)

- 27% of surveyed consumers said they’d pay more for the 
perfect gift (*)

* Source: NPD Group



30% of all health searches are done on another’s behalf… 

… so Healthline provides functionality to easily save, organize 
and forward information…



3. It’s all a confidence game in the end…

Leading players learned early how important confidence is…



Healthline sees trust as a key component of confidence…

…via trust indicators, user ratings and reviews, and more…



4. Verticals are about (better) answers

A typical horizontal search experience for flight options:



An ‘enlightened’ horizontal search approach…

… whose primary purpose is to maintain an intermediary 
position until disintermediation can occur…



…whereas the Vertical answers the question…



Healthline provides answers…

…through licensed content and deep links…



Takeaways...

• Assume your users are researching, not just searching. Arm 
them with context to eliminate confusion and increase 
confidence.

• Assume others are searching on behalf of your perceived 
target audience; give them the tools they need to help 
those downstream.

• Confidence is key. Help a user achieve that bar easily and 
conveniently and they’ll likely return… with friends in tow.

• If you’re a vertical, deliver a superior experience by 
providing an answer, not just a list of likely sources for 
answers.



Questions and comments?

tgentile@healthline.com


