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Chilmark Research is a global research and advisory firm whose sole focus is the market for healthcare IT solutions. 

This focus allows us to provide our clients with the most in-depth and accurate research on the critical technology and 
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Clinician Network Management, Cloud-computing Models for Healthcare, IT-enabled Accountable Care Organiza-

tions, Care Coordination, Adoption of Mobile Technology and Consumer-facing Health and Wellness Applications and 

Services.

Using a pragmatic, evidence-based research methodology with a strong emphasis on primary research, Chilmark Re-

search structures its research reports to serve the needs of technology adopters, consultants, investors and technol-

ogy vendors. In addition to reports for the general market, Chilmark Research performs research for clients based on 

their specific needs. Such research has included competitive analyses, market opportunity assessments, strategic as-

sessment of market and vendors for partnership and/or acquisition.

In 2012, Chilmark Research launched its newest service, the Chilmark Advisory Service (CAS). The CAS was created 

in direct response to clients’ request for a continuous feed of research on the most pertinent trends in the adoption 

and use of healthcare IT. This is an annual subscription that provides not only access to a number of re-search reports 

throughout the year, but also direct access to Chilmark Research analysts to answer specific client needs. Please con-

tact us directly for further information about CAS.

Chilmark Research is proud of the clients it has had the pleasure to serve including Abbott Labs, Bluetooth Special In-

terest Group, Catholic Healthcare East, Cerner, HCA, Highmark, IBM, Kaiser-Permanente, McKesson, McKinsey, Mi-
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you as well.
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APPENDIX 1: SCOPE AND METHODOLOGY

Tocompilethisreport,ChilmarkResearchcombinedextensiveprimaryandsecondaryresearchtechniquesto
createacompositeprofileforeachvendor.Primaryresearchwasdividedintotwodistinctsteps,beginningwith
solicitingtargetedvendorsfortheirinvolvementintheresearch.Ofthevendorsprofiledinthisreport,onlyOp-
tumandVeriskdeclined toparticipate.Rather thanomit these two important vendors, or performonly the
standardsecondaryresearch,wewereabletogatherdataonthesecompaniesthroughinterviewswithHCOs,
competitors,andformeremployees.

Weaskedparticipatingvendorstocompleteadetailedquestionnairewhosepurposewastocollectqualitative
andquantitativeinformationaboutthecompanyandthemarketsitserves.Questionsincludedamongothers:
2015revenueandprojected2016revenue,numberofemployees,primarymarket,numberofhealthcareentities
currentlyusingitssolution,andmorein-depthquestionsregardingsolutionfeaturesandfunctions.Asthisisstill
animmaturemarket,manyvendorswerereluctanttosharesomemetricsregardingtheirbusinessforcompeti-
tivereasons.Insuchsituations,weprovideestimatesbasedonknowledgeofthemarket,commonoperational
metrics,andavendor’soverallpositioninthemarket.

Uponreceivingthecompletedquestionnaire,weconductedafollow-upinterviewwitheachvendor.Thesein-
depthtelephoneinterviewstypicallylasted60minutesandwereusedtoclarifyresponsestothequestionnaire.
Thisportionoftheresearcheffortalsofocusedontopicsthatcannoteasilybecapturedwithinthecontextofa
writtenquestionnaireincludingcompetitivepositioning,productroadmap,partnershipstrategy,andwhichsolu-
tionfeaturesaremostattractivetoprospectivecustomers.

ChilmarkResearchperformedafinalanalysisofthevendorsviasecondaryresearchandtelephoneinterviews
withendusersandconsultantsthathaveadvisedon,deployed,orusedavendor’ssystem.Thisinformationwas
compiledtoprovidethein-depthreviewsandratingsoftheprofiledvendors.Priortopublication,allvendors
weregivenanopportunitytoreviewtheirprofilenarratives(notrankings)forfactchecking.Theircommentsand
feedbackwereconsideredandwhererelevant,incorporatedintothefinalprofilenarratives.

Incompilingthisextensivereport,ChilmarkResearchmaintainedabsoluteobjectivitythroughouttheentirere-
searchprocess(sometimestoavendor’schagrin)anditisoursincerehopethatthisreportbringsgreaterclarity
tothisdevelopingmarket.
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