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Consumer Reporting Sounds Easy

•
 

Know who you are talking to
•

 
Identify resources and constraints

•
 

Agree on goals
•

 
Design with full awareness of priorities and 
compromises

•
 

Plan for dissemination ahead of time
•

 
Plan for ongoing testing and evaluation



Design Principles Seem Doable

•
 

Understandable (“plain”) language
•

 
Some context and guidance

•
 

Familiar formats
•

 
Displays that are approachable, appealing, 
understandable, and usable
–

 
Presentation of options in order of best to worst

–
 

Ability to narrow what you see
–

 
Use of symbols

–
 

Summary display
–

 
Limited number of topics

–
 

Patterns that stand out



And Yet…Still Struggling to Get It Right

•
 

How do we know?
–

 
See it yourself on AHRQ’s Report Card 
Compendium: 
www.talkingquality.gov/compendium

–
 

Lowered exposure and use of reports on 
quality (2008 Kaiser Family Foundation 
survey)

–
 

New source of information: Organizations 
rating the report cards

http://www.talkingquality.gov/compendium


Kaiser Family Foundation’s Survey Shows Downturn
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Common Obstacles to High-Quality Report Cards

•
 

Tight schedules and budgets
•

 
Data-focus rather than user-focus

•
 

Inappropriate assumptions
–

 
“People are going to fall all over themselves to 
get to this valuable quality information”

–
 

“If anyone wants detail, everyone should get it”
•

 
Thinking like a sponsor rather than like the 
target audience

•
 

Few good models to emulate



Four Challenges to Effective Reporting

•
 

Figuring out who your audience really is
•

 
Developing understandable language 

•
 

Creating displays that are easy to interpret
•

 
And a new challenge: Dealing with patients’

 anecdotes



The CAHPS Reports Team’s Experiment

•
 

Purpose of experiment: To assess how people 
understand and make trade-offs between 
different kinds of information on physician 
quality 
–

 
Clinical quality measures

–
 

Patient experience measures
–

 
Anecdotes

•
 

Project Lead: Mark Schlesinger, Yale School of 
Public Health



SelectMD.org
 

for Physician-Level Information

•
 

Fictional 
Web site

•
 

Designed for 
purposes of 
experiment 
only



Challenge #1: The Audience

•
 

Who’s really the audience for this kind of 
information? 

•
 

Does everybody use “Consumer Reports”
 

to 
inform purchase decisions?

•
 

How do we identify, speak to, and reach the 
subset of all consumers who are:
–

 
Interested,

–
 

Capable of using the information, AND
–

 
Willing to engage in this kind of decision 
making?



Is This Bad News?
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Challenge #2: Understandable Language

•
 

Information about quality measures is 
inherently complex

•
 

Understandable labels, definitions, and 
explanations = the “Holy Grail”

 
of quality 

reporting
•

 
Conflict between accuracy and reader-

 friendliness 



Defining Categories and Measures on SelectMD



Challenge #3: Clear Data Displays

•
 

Hard to interpret data for multiple measures; 
more than mere humans can process 

•
 

Potential strategies: Ordering by rank, 
Reducing number of options

•
 

Dilemma: Offering user too many
 

options 
when combining both strategies (rank ordering 
on multiple measures and ability to narrow 
choices) 



Enabling Sorting and Narrowing on SelectMD



New Challenge: The Rise of Anecdotes



Conclusion: Early Stage of Innovation

•
 

Making a lot of progress
–

 
Nowhere near standardization…but no consensus 
on whether that’s an appropriate goal

•
 

Generational change: Won’t happen overnight
•

 
Daunting…but just do it 
–

 
Build on what we know 

–
 

Learn from your own experience 
–

 
Share what you’ve learned

•
 

AHRQ’s TalkingQuality
 

Web site: A channel for 
learning and sharing information   



The “New & Improved”
 

TalkingQuality
 

Web Site
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