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I
t’s has been a cold winter so far and I am looking forward to warmer days 
ahead. I am excited that March is here because we always follow the Final 
Four and I just love St. Patrick’s Day…two great excuses to celebrate! I 

have to get my fun in now, as things are getting very busy for me and my 
daughters. Junior year of high school sucks, as everyone warned us. The stress 
level (for both my daughter Maddie and me) is ridiculous! We are planning 
another road trip next month to check out a few more colleges, which seems like a never-ending 
process. Meanwhile, my daughter Katie is preparing for her college graduation in May, which 
brings on a whole different level of stress for her as the job search gets serious. So much going 
on – so many exciting changes for all of us!

One way I have recently been relieving some of this stress is through exercise. My daughter 
gave me yoga sessions for Christmas, so we have been bonding every Saturday morning at the 
yoga studio. Although I am not necessarily that flexible, I do feel myself improving a little bit 
each week. The “Ommm” part is my favorite. That’s easy to do!

Since the weather hasn’t been that great lately, I have been spending more time inside trying 
to catch up on some of my favorite shows before things get too hectic and the warm weather 
beckons us all outside. I have even begun binge-watching some shows I keep hearing everyone 
talk about. The most recent one is Schitt’s Creek. Take a peek in the following pages to find more 
suggestions on binge-worthy series. Thanks to those of you who shared your favorites, I now 
have a whole list of what to watch when the next snowstorm hits! And next month, we’ll con-
tinue to share more of our colleagues’ favorite series, as well as apps, websites, and podcasts…so 
stay tuned.

 This issue highlights the latest trends in technology. We’re sharing the results of our Annual 
Living in the Digital World Survey. And, since we’ve got many people in this industry who are 
on the cutting edge of this ever-evolving frontier, we’re featuring their insights on some of 
the exciting breakthroughs ahead – both in healthcare and beyond! Mark Pappas shares his 
thoughts particularly as they relate to healthcare. Michael J. Konowicz gives us his observations 
and top takeaways from CES 2019, the global showcase for innovation. (Fresh bread from a 
vending machine, anyone?) R.J. Lewis offers us his observations in The Digital Future, Part II, as 
he continues to lead us through what’s happening right now and what’s changing. And thanks 
this month to Amy Turnquist who gives us a glimpse into what makes her tick in this month’s  
Personal Exchange.

Here at The exchange, we’re doing our part to advance technologically too. As some of you 
might know, we just started going live on Facebook. I admit, I am not the most technical-
ly savvy person, so this has been a learning process! I even somehow managed to record an 
entire session sideways. However, I am slowly getting the swing of things, so be sure to check 
our Facebook page to find out what is going on at The exchange…and you’ll surely have a few 
laughs too!

The Digital Age is well underway. No question about that. And there are lots of ways to 
incorporate many of the resulting advances into our lives that will make them easier. And, after 
all, isn’t that what we all want?

Facebook.com/HMExchange

Twitter.com/HMExchange

LinkedIn.com/in/HMExchange

Join us on

Dear Healthcare Marketer,

Here’s to all that’s ahead…including warmer weather,

Who Is Your  
Mentor or Hero?
Do you want to pay tribute to some-

one in the military for their bravery and 
sacrifice? Celebrate someone who’s your 

personal hero (and, yes, that includes 
parents and children)? Or recognize a 

life-impacting mentor?

Send your Mentor/Hero Story to  
Nan at nmcardle@HMExchange.com –  

a paragraph or more up to 750 words by 
March 15, 2019. 

Participate in our 
May Issue...Win $50! Win a $50 OpenTable Gift Card!

BEST OF THE BEST POLL!
• Best Pizza Place
• Best Wine
• Best Beer
• Best Cocktail

Go to www.hmexchange.com/contests.html or  
contact Nan at nmcardle@HMExchange.com. 

All participants will be entered into a drawing for a $50 OpenTable Gift Card. 

Tell us your favorite:

• Best Vacation Spot
• Best Restaurant 
• Best Hotel
• Best Spa
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Big data and the
bog of information
By Charlotte Huff

The young boy landed in the office of
Alisa Niksch, MD, in part because of
his obsession with a ninja warrior

show and because he liked wearing his
mother’s smartwatch.

The boy constructed his own competitive
obstacle course with the family’s living room
furniture, and at some point, as he raced through
it, the watch signaled a heart rate of about 160
beats per minute. That reading—a normal heart
rate for an active child—led to a cascade starting
with a call to the child’s pediatrician, followed
by a referral to Dr. Niksch, a Boston pediatric
cardiologist. The result, she noted, was an
unnecessary and costly subspecialty visit.

“The child looked fine. He had zero com-
plaints. It was just a number,” said Dr. Niksch,
director of pediatric electrophysiology and
the exercise stress lab at Tufts Medical Center
in Boston.

In other cases, though, recreational
devices can provide the first alert to an undi-
agnosed condition, said David Slotwiner, MD,
chief of the division of cardiology at New York-
Presbyterian Queens. He described patients
who suddenly felt their hearts race and
checked them with the device, as well as oth-
ers who were feeling fine when the device reg-
istered a rate approaching 180 beats per
minute. “I’ve had a few patients just this past
year and it always turns out to be something
real,” he said. “It’s always a real arrhythmia.”

These are just two anecdotes, but they
illustrate both the potential promise and per-
ils of the health data revolution that’s already
reached the doorstep of physician offices.
Though such data were once confined to pre-
scribed monitoring devices, such as loop

The woman was a typical primary care
patient: middle-aged with obesity,
hypertension, and uncontrolled dia-

betes. But she needed extra help. When life
stresses reignited a previous addiction to pain
pills, she called her doctor’s office to ask for
a referral to a buprenorphine prescriber.

But she didn’t need a referral after all.
Her primary care doctor, Ellie Grossman, MD,
MPH, had been prescribing the office-based,
FDA-approved medication to treat opioid
addiction for more than 10 years.

“It was really satisfying to be able to say,
‘Hey, we do that in primary care here. I got
that,’” said Dr. Grossman, a Massachusetts-
based internist who is also board-certified in
addiction medicine. “Now, our relationship
has changed. I’m seeing her more often than
I used to, but I’m still just her primary care
doctor who manages her diabetes, her
hypertension, her obesity, and her opioid use
disorder.”

Opioid-related overdoses now kill more
people each year than car accidents, accord-

ing to the CDC. But despite heightened aware-
ness of the opioid crisis, treatment still eludes
many patients who are struggling with addic-
tion. There are patient-specific reasons for
this, like not being ready to seek treatment.
But primary care doctors may throw up their
own barriers to providing addiction treat-
ment, such as fearing that treating such
patients will be too challenging.

Patients with opioid use disorder can be
complicated, Dr. Grossman acknowledged,
but not more so than many other medically
complex patients internists see every day.
And, she added, “Even if you don’t necessarily
want to think of yourself as an addiction doc-
tor, there’s enough addiction out there that
it’s in your practice.”

Primary care internists from across the
country who have successfully begun pre-
scribing buprenorphine shared their chal-
lenges, success stories, and words of wisdom
for the many clinicians who may be interested
in adding the lifesaving medicine to their
toolkits.

Taking the first step
To prescribe buprenorphine, physicians

must complete an eight-hour training cur-
riculum and obtain a special waiver through
the U.S. Drug Enforcement Agency (DEA).
Perhaps intimidatingly, this waiver is com-
monly called an “X” number or license. The
waiver program comes from the Drug
Addiction Treatment Act of 2000, which
allowed physicians to provide office-based
treatment for opioid addiction with Schedule
III, IV, or V controlled substances.

Buprenorphine is the only Schedule III
drug approved to treat opioid use disorder;
methadone and other full-opioid agonists
are Schedule II. In 2002, the FDA approved
buprenorphine (Subutex and other trade
names) and the abuse-deterrent formulation
of buprenorphine/naloxone (Suboxone and
other trade names) for this purpose. Prior
to this legislation, the Harrison Narcotics
Tax Act of 1914 criminalized the use of

Breaking barriers to buprenorphine
By Mollie Durkin

See Data, page 12
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Advertise with the journal that internists voted #1.  
Contact:
Kevin A. Bolum, Director, Advertising Sales, at 
215-351-2440 or kbolum@acponline.org
Kenneth D. Watkins III at 
973-785-4839 or kwatkins@watkinsrepgroup.com

The Scores Are In!
Internists have voted  

and the decision is clear.

Annals of Internal Medicine is the  
#1 read medical journal for Internal 
Medicine physicians.* 

• Annals reaches more internists than any 
other medical journal.

• More internists are likely to read Annals 
than any other medical journal.

• More internists are likely to see an issue of 
Annals than any other medical journal.

• More internists read each issue of  
Annals than any other medical journal.

ADS8034 TheScoresAreIn all3.indd   3 1/14/19   5:38 PM
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ANNOUNCEMENTS
onward upward
promotions • additions

AbelsonTaylor has announced the appointment of Beth Carik as Vice Presi-
dent of Human Resources. She can be reached at 312-894-5500.

AllMedx.com has announced the appointment of Jennifer Kaari as Digital 
Medical Librarian. She can be reached at jkaari@allmedx.com.

Astellas Pharma has announced the promotion of Kelly Birdsell to Assistant 
Product Director, Urology Marketing. She can be reached at 785-766-7967.

AstraZeneca has announced the departure of Sean Bohen as Chief Medical 
Officer after the company’s transition to a new structure. As part of the 
restructuring, José Baselga has been appointed head of the company’s 
newly created oncology R&D unit.

BioPharm Communications has announced the appointment of Mike 
Kapuscienski as Associate Director, Client Solutions. He can be reached 
at 609-439-7120.

CMI/Compas has announced the appointment of Edward Castillo, Katelyn 
Green, Kristen John, Colton Hoffman, and Nicole Johnson as Associate 
Media Planner. They can be reached at 215-568-5944. Scott Patterson 
has been appointed Senior Analyst, Search Engine Optimization. He can 
be reached at 856-667-8577. Laura Berman and Melissa Caromano have 
been appointed Associate Media Planner. They can be reached at 484-
322-0880. Delaney Resnick, Patrick Gaynor, and Charlotte Goldbach 
have been appointed Associate Media Planner. They can be reached at 
646-840-0717.

Evoke Group has announced the appointment of Kathy Magnuson as 
Executive Vice President, Client Partner. She can be reached at 646- 
561-4087. 

Genentech, a subsidiary of Roche, has announced the appointment of Alex-
ander Hardy as CEO, effective March 1.

ICON, plc, has announced the appointment of Greg Kloiber as Director, 
Client Engagement. He can be reached at 215-752-4373.

Jumo Health has announced the promotion of Sindy Nathan to Area Vice 
President, Commercial Solutions. She can be reached at 646-737-4328.

TGaS Advisors has announced the appointment of Dmitry Kublanov as 
Vice President, Pricing, Contracting and Analytics; Jerry Luciano as Vice 
President, Omnichannel Marketing; Steve Regan as Executive Director, 
Learning and Development; and Kristin Scott as Director, Learning and 
Development. They can be reached at 610-233-1210.

The Bloc has announced the appointment of Jon Mufson as Talent Acquisi-
tion and Engagement Lead. He can be reached at 201-370-2134.

NEW NOTEWORTHY
awards • mergers • approvals

AbbVie and Johnson & Johnson’s Janssen Pharmaceuticals unit have 
announced the FDA approval of Imbruvica (ibrutinib) in combination 
with Roche’s Gazyva (obinutuzumab) in treatment-naïve patients with 
chronic lymphocytic leukemia/small lymphocytic lymphoma (CLL/SLL). 
This is the first authorization of a non-chemotherapy combination regi-
men in these indications. For more information, visit www.abbvie.com or 
www.janssen.com.

Eli Lilly and Company has announced the acquisition of Loxo Oncology, 
Inc., a biopharmaceutical company focused on the development and com-
mercialization of highly selective medicines for patients with genomically 
defined cancers. For more information, visit www.lilly.com.

Frontline Medical Communications has announced the launch of MDedge 
Hematology & Oncology, a resource for physicians and other stakehold-
ers involved in the cancer-care continuum, designed to keep these special-
ists well-informed and gain the perspectives they need to provide state-
of-the-art care that improves patient outcomes. For more information, visit 
www.frontlinemedcom.com.

MJH Associates, Inc., a leading independent full-service healthcare educa-
tion, market research, and multichannel medical communications compa-
ny, has acquired media assets from the UBM Life Sciences Group (part 
of Informa, PLC). The acquisition comes with seven offices – six in the 
U.S. and one in the United Kingdom – with more than 220 associates. The 
acquisition of UBM Life Sciences assets includes iconic multimedia plat-
forms in the healthcare, animal care, pharma sciences, and dental fields, as 
well as three preeminent veterinarian conferences. The integration of these 
brands will complement the existing MJH portfolio and, together, signifi-
cantly extend access and engagement with meaningful health content. 
These new assets will form a new business unit within MJH called Mul-
tiMedia Healthcare, LLC. This combined entity makes MJH the largest 
privately held medical media company in the U.S. For more information, 
visit www.mjhassoc.com.

Sanofi has announced the FDA approval of the expanded use of Adacel 
(Tetanus Toxoid, Reduced Diphtheria Toxoid, and Acellular Pertussis 
(Tdap) Vaccine Adsorbed) to include repeat vaccination to help protect 
against tetanus, diphtheria, and pertussis. For more information, visit 
www.sanofi.com.
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Living in the Digital World

TIDYING UP WITH  
MARIE KONDO
This Netflix series of inspiring makeovers is led 
by Marie Kondo, who helps clients clear out the 
clutter and choose joy.

“My wife found this 

show as she was looking 

for something to help 

with tidying. The human stories are relatable, 

and we are already following Marie Kondo’s 

steps to begin tidying…starting with only keeping clothes that 

bring us joy!”

Brandon Buttrey is New Business Director, Underscore Market-
ing, LLC, 17 State Street, Suite 1910, New York, NY 10004. He 
can be reached at 646-442-4481 or brandon.buttrey@underscore-
marketing.com.

GYPSY
This American psychological thriller series focuses on 
a psychologist who secretly infiltrates the private lives of 
her patients.

“I really enjoy a lot of the 

Netflix originals, I think they 

do really great work! Gypsy is 

a thrilling original about a 

therapist who develops relationships with peo-

ple in her patients’ lives. I was drawn in by the plot and each 

episode left me wanting to know what happened next.”

Emily Crowther is Senior Creative Project Manager, Targetbase, 
7850 North Belt Line Road, Irving, TX 75063. She can reached 
at emily.crowther@targetbase.com.

THE KEEPERS
This seven-part Netflix docuseries focuses on the 
unsolved murder of a nun and the secrets and pain that 
still linger nearly five decades after her death.

“I really enjoyed this show, 

which is about the murder of 

a nun, Sister Cathy Cesnik, a 

Catholic School teacher in 

Boston. After years of the murder being 

unsolved, her former students took it upon themselves to try 

to solve the murder. The documentary pulled me in because 
there is a suspected cover-up with authorities due to the fact 
that the prime suspect was the priest at the school. He was 

accused of sexual assault many times by female students. I 
really enjoyed each episode as they uncovered more interest-
ing details. Much of my family is from Baltimore and were in 
Catholics schools, so I enjoyed hearing a case from some-
where somewhat local. Since Sister Cathy confronted the 
head priest with the accusations, did he retaliate and murder 
her? I think so! If you like real-life murder cases, this one is 
for you!”

Elizabeth McLeod is Marketing Manager, Anthony J. Jannet-
ti, Inc., 200 East Holly Avenue, Sewell, NJ 08080. She can be 
reached at 856-256-2300 or liz.mcleod@ajj.com.

YOU
Obsessed with an aspiring writer, a charming bookstore 
manager goes to extreme measures to insert himself 
into her life.

“I recently finished binge- 

watching You on Netflix. I’m a 

big fan of thriller-type shows 

that have a lot of twists and 

turns and this one definitely delivers. I was ini-

tially drawn in by all the hype it was receiving. I was also a big 

fan of Gossip Girl when it was on, so I was excited to see how 

Penn Badgley would be in this role. He did not disappoint.”

Dayna Roomey is a Multichannel Media Planner, SSCG Media 
Group, 210 Carnegie Center, 2nd Floor, Princeton, NJ 08540. She 
can be reached at 609-936-5610 or droomey@sscgmedia.com.

THE MARVELOUS MRS. MAISEL
This period comedy-drama web television series is 
focused on the life of Miriam “Midge” Maisel, a house-
wife in 1958 New York City who discovers she has a 
knack for stand-up comedy.

“I loved this show on Amazon 
Prime. Loved the characters 
and the storyline of a woman 
coming into her own independence in a man’s 
world in a time when women were expected to 

be wives and mothers and feel satisfied with that. Also, 
LOVED the fashion! I’m usually a binge-watcher, but some-

times I do try to stretch out my shows so that I can enjoy 

them longer!”

Ivette McFarland is Vice President, Group Supervisor, Multi-
channel Media, SSCG Media Group, 220 East 42nd Street, New 
York, NY 10017. She can be reached at imcfarland@sscgmedia.
com or 212-798-4560.

Favorite Binge-Worthy Shows

Research

Original Investigation
591 Emergency Department–Initiated
Palliative Care in Advanced Cancer:
A Randomized Clinical Trial
CR Grudzen and Coauthors

599 Associations of Oral α-, β-, and γ-Human
Papillomavirus TypesWith Risk of Incident
Head and Neck Cancer
I Agalliu and Coauthors

608 Multicenter Feasibility Study of Tumor
Molecular Profiling to Inform Therapeutic
Decisions in Advanced Pediatric Solid
Tumors: The Individualized Cancer Therapy
(iCat) Study
MHHarris and Coauthors

616 Diagnostic Yield of Clinical Tumor
and GermlineWhole-Exome Sequencing
for ChildrenWith Solid Tumors
DWParsons and Coauthors

625 Association Between BCR-ABL Tyrosine
Kinase Inhibitors for ChronicMyeloid
Leukemia and Cardiovascular Events, Major
Molecular Response, and Overall Survival:
A Systematic Review andMeta-analysis
J Douxfils and Coauthors

633 Combined Epiregulin and Amphiregulin
Expression Levels as a Predictive Biomarker
for Panitumumab Therapy Benefit
or Lack of Benefit in PatientsWith RAS
Wild-Type Advanced Colorectal Cancer
JF Seligmann and Coauthors

643 Prognostic Effect of BRAF and KRAS
Mutations in PatientsWith Stage III Colon
Cancer TreatedWith Leucovorin,
Fluorouracil, and OxaliplatinWith orWithout
Cetuximab: A Post Hoc Analysis of the
PETACC-8 Trial
J Taieb and Coauthors

655 DPYDGenotyping to Predict Adverse
Events Following TreatmentWith
Fluorouracil-Based Adjuvant Chemotherapy
in PatientsWith Stage III Colon Cancer:
A Secondary Analysis of the PETACC-8
Randomized Clinical Trial
V Boige and Coauthors

Brief Report
664 Intrinsic Genomic Differences Between
African American andWhite Patients
With Clear Cell Renal Cell Carcinoma
B Krishnan and Coauthors

Opinion

Viewpoint
567 Patient-Derived Tumor Xenografts:
Why Now?
ET Liu and Coauthors

569 PD-L1 Testing and Lack of Benefit to
Guide TreatmentWith Immune Checkpoint
Inhibitors in PatientsWith Non–Small-Cell
Lung Cancer
NA Pennell

571 The Value of PD-L1 Testing
in Non–Small-Cell Lung Cancer
A Lisberg and EB Garon

Editorial
575 Precision Therapy for Pediatric Cancers
J Khan and LJ Helman

577 The Emergency Department
Point of Palliative Care Access
for PatientsWith Advanced Cancer
E Bruera

578 AREG and EREG as Predictive
Biomarkers for RASWild-Type Colorectal
Cancer TreatedWith Panitumumab:
A Fresh Approach to an Old Puzzle
EC Smyth and Coauthors

Invited Commentary
606 The Alpha, Beta, Gammas
of Oral Human Papillomavirus Infection
and Head and Neck Cancer Risk
DE Rollison andML Gillison

653 Microsatellite Instability andBRAF
andKRASMutations inStage III ColonCancer:
Requirements forAccurate
PrognosisAssessment
D Klingbiel and S Tejpar

662 Biomarkers of Fluorouracil Toxicity:
Insight From the PETACC-8 Trial
SMOffer and RB Diasio

Clinical Review& Education

Review
670 Medical Marijuana Use in Oncology:
A Review
GWilkie and Coauthors

JAMAOncology Clinical Challenge
677 Eosinophilic, Polymorphic, and Pruritic
Eruption AssociatedWith Radiotherapy
on the Skin of the Right Breast
MS van Kester and KDQuint

679 An Intraoral Mass AssociatedWith
Myelodysplastic Syndrome
JKMangan and Coauthors

ContinuingMedical Education
694 Online Quiz Questions

JAMAOncology Patient Page
695 Bone Complications
in PatientsWith Cancer

LETTERS
682 Research Letter

686 Comment & Response

Issue Highlights and Continued Contents
on page 559

jamaoncology.com May 2016

Volume 2, Number 5
Pages 553-696

Innovative research  
with the highest standards.

Building on a tradition of editorial excellence, The JAMA Network® brings 
JAMA® together with JAMA Oncology and ten other specialty journals to  
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How are you most likely to connect  
(personally and professionally)?

1. Copy results page from Constant Contact and paste into Word
2. Use Q Excel file from last year as template
3. Copy data (Paste Special – Text) into Excel and sort smallest to largest
4. In Excel, highlight data and Insert Bar Chart (Application Menu – File, Edit, etc)
5. Click on Quick Layout and select second one down first column
6. Make all text black
7. Make bars first level gray
8. Drag chart into Word Doc
9. Format
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media sites a day?
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Q3 

Q4 

Q5 

6%

31%

34%

10%

17%

0% 5% 10% 15% 20% 25% 30% 35% 40%

0-25

26-50

51-75

76-100

Over 100

Series1

20%

80%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

No

Yes

Series1

30%

3%

13%

43%

87%

0% 20% 40% 60% 80% 100%

Other (View all)

Notifications

Force of habit

Subject line

Sender

Series1

What prompts you to open an email?
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Do you regularly text colleagues?
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Survey Results

T
he global showcase for innovation, CES 2019, has 
wrapped up another event in Las Vegas. With more than 
180,000 attendees, 4,400 exhibiting companies, and 

1,000 speakers from around the world, the annual event 
anchored on consumer technology was the expected whirl-
wind event it always is.
TECH TRANSFORMATION

While recent CES events represented an evolution of the 
previous year’s technology, the exhibitors and speakers at 
CES 2019 took a decidedly innovative tone focusing on how 
technology is transforming society today. While CES 2018 
and CES 2017 had a plethora of giant televisions that made 
the exhibit floor look like a Best Buy showroom on steroids, 
CES 2019 illustrated how technology was making the world a 
better place.
TVS TAKING SHAPE

And while the focus wasn’t on 
new flat screen TVs, new televi-
sion technology was present. 
LG unveiled a flexible TV 
that rolls up and down like a 
scroll into a small console table, 
showcasing the trend of making 
curved and flexible displays possible. 
While much technology premiered at CES isn’t readily 
available to consumers yet, LG did impress crowds and crit-
ics by announcing this new flexible TV would be available 
for purchase in time for the 2019 holiday shopping season. 
Samsung also wowed audiences with a new 219” 4K TV using 
their MicroLED technology. Known as “The Wall,” this TV is 
larger than most walls in people’s homes. The picture was as 

stunning as if you had a wall of glass looking out-
side at various ultra-high-def scenes.

FOOD GLORIOUS FOOD IN NEW FORMS

Instead of televisions getting all of the 
attention, the breakout star for CES 

2019 was food in various forms. The 
brightest was Impossible Foods, 
which showcased the Impossible 

Burger 2.0. Grilling up 12,000 
tasty hamburgers for CES 2019 

guests, Impossible Foods showcased 
an incredible ground beef patty that is 
completely vegan. Unlike your typical 

veggie burgers, Impossible Foods cracked the code in making 
a ground beef substitute that looks, tastes, and cooks just like 
the bloody red ground beef you’d find in your supermarket. 
The secret ingredient to this high-tech burger is a heme-con-
taining protein that they’re able to extract from the roots of 
soy plants. Using a sophisticated process of taking the DNA 
from soy plants and inserting it into genetically engineered 
yeast, they’re able to create a substance that is as beefy as 
beef is – without all of the baggage. Impossible Food’s mis-
sion is to replace animals as a food technology by identifying 
ingredients from plants that can be used to recreate the com-
plex textures, flavors, and appearance of meat, fish, dairy, 
eggs, and other foods we traditionally get from animals. The 
Impossible Burger, becoming available at supermarkets this 
year, was nothing short of high-tech deliciousness.
IMPROVING PLANT CYCLES

Other technology firms showed how they were improving 
our food at various stages of the food cycle. John Deere of 
farm and lawn equipment fame was present, showcasing a 
massive driverless Connected Combine Harvester that uses 
artificial intelligence (AI) to harvest crops. John Deere and 
other companies showed how they can farm using satellite 
data to be super-efficient with water and fertilizer and auto-

matically plant and harvest in fields with little manual labor. 
While corn and soy are food staples, they’ve also become 
fuel and plastics replacements. By bringing such technology 
on-line, farmers can be more efficient and have more produc-
tive crops than ever before.
FRESH BREADS, BREWS, AND MORE

There were robots and machines of all kinds at CES. But 
some of the noteworthy ones were in the food and drink 
space, whipping up all kinds of things with ease. The Bread-

The Impossible Burger is impossibly delicious.

Flexible display 
built into a purse.

John Deere was showing off the latest farm-tech at CES 2019.

CES 2019 
Highlights

by Michael J. Konowicz

(Continued on page 11)
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T
he New Year has been rung in, which can only mean one 
thing: technology trends predictions. What will be the 

killer app in 2019?

VOICE-ENABLED DEVICES CONTINUE TO EXPLODE

Last year seemed to be the year of voice. From the looks of 
things so far, this year will be even more voice focused. CES – 
the annual trade show organized by the Consumer Technolo-
gy Association – was a ground war of voice assistant enabled 
devices with Google and Amazon battling for the most 
third-party partners. I’m expecting another similar battle to 
emerge at SXSW – the conference that explores what’s next 
in the worlds of film, culture, music, and technology. While 
Google and Amazon are far and away the leaders, do not be 
surprised if Samsung’s Bigsby makes a splash this year. Sam-
sung is, after all, the largest smartphone maker in the world. 
They have been rolling out their Bigsby assistant to their 
new Galaxy Home smart speakers with plans to add it to TV 
and even refrigerators. Why this is important to the health-
care industry is primarily because voice-enabled devices have 
zero technological barrier to entry – there is nothing to learn 
like a computer or iPhone. Your voice is the interface.

In addition to the continued voice-search explosion, 
countless third-party vendors are adding voice control to 
their devic-
es. This can 
greatly bene-
fit the quali-
ty of life for 
hundreds of 
thousands of 
people with 
condit ions 
that prevent 
them from 
doing some-
thing as sim-
ple as turn-
ing a light on and off. With this past holiday season, it was 
projected by Adobe that 50% of consumers will own a smart 
speaker. As of January, Google Assistant is available on one 
billion devices. More speakers and devices equal more data, 
which equals more rationale to create meaningful branded 
experiences for patients and caregivers.

HEALTH WEARABLES TRENDING

The next trend this year will be the shift from fitness 
trackers to health wearables. Everyone is talking about the 
EKG feature in the new Apple Watch (when was the last 

time you heard some-
one mention a step 
c o u n t e r ? ) .  W h i l e 
Apple can currently 
detect AFib with its 
EKG feature, there are 
rumors of the Watch 
being able to develop 
a glucose-monitoring 
function, warnings of 
early onset of Parkin-

son’s Disease, as well as blood pressure checks. Apple is also 
poised to add features to their in-ear Air Pods using in-ear 
sensors that would kick open the doors of additional condi-
tion monitoring. This year’s CES even featured a Wearable 
Tech Summit where countless announcements were made 
and devices released. All of these devices are having the 
same effect – getting people more interested in their personal 
health. Some highlights:
• AerBetics – A wearable device that uses your exhaled 

breath to measure gases that might indicate a hypoglyce-
mic or hyperglycemic episode and monitor them via an 
app – no more pin pricks!

• Withings Move ECG – A waterproof, $130, medical-grade 
smart watch with an electrocardiogram feature and a year 
of battery life

• HeartBit training shirts with a medical-grade ECG feature 
built in

• Omron HeartGuide watch announces FDA certification to 
monitor blood pressure from your wrist.

NEXT UP – AUGMENTED AND VIRTUAL REALITY

The next trend will be AR/VR (augmented and virtual 
reality) finally finding its niche in the health space. Pre-
viously we have seen VR used a lot for pain management 
applications to great effect. From helping doctors learn and 
perform complicated surgery, detecting falls in the elderly, 
and aiding pregnant women, companies like VRHealth are 
rolling out new VR and AR applications for new treatment 
options. VRHealth recently announced their AI Thera-
pist Luna, which will be available this month. Luna uses 

by MarK PaPPas

Digital Trends
from CES, SXSW, and Beyond

Apple Watch’s new EKG feature is the beginning of 
Apple’s health-monitoring functions.

Poppy Crum, Chief Scientist at Dolby Labs, speaking about the 
future of wearables at SXSW.

bot was unveiled as a 
part-robot, part-vending 
machine that supermar-
kets can buy to offer 
full-sized loaves of fresh 
baked bread without 
taking up shelf space 
and without needing 
an on-site bakery. LG 
showcased the Home-
Brew countertop beer 
bot that makes differ-
ent cold beers with the 
help of your cell phone. Other companies showcased ways 
to make and dispense wine with a simple voice command or 
grow robust vegetable gardens in a small indoor space. The 
goal was to get fresh food and drink to your kitchen with as 
little waste and as little packaging as possible.
ON THE HOMEFRONT

The most dominant device or platform at CES 2019, 
though, were voice-controlled home assistants. Amazon’s 
Alexa and Google’s Home Hub made a huge splash this year, 
showing how voice technology was integrating into smart 
homes. Amazon showed how Alexa can replace your doctor 
by checking your vitals, offering up a chat with a virtual 
physician, and having prescriptions dropped off at your door 
during the same day for whatever ails you. Google show-
cased how their Home Hub can quickly translate a foreign 

language conversation 
on the fly while syncing 
up  your  smar t  home 
with your equally smart 
Google-equipped vehicle. 
Google probably had the 
most robust exhibit in 
all of CES which includ-
ed an amusement ride 
comparable to the “It’s a 

Small World” ride at Disney World to showcase what a day 
in the life is like with their Home Hub. Amazon and Google 
each showcased this technology last year, but it’s amazing 
how much a part of our homes and lives these devices have 
become in just the last 12 months.

CES 2019 showcased many more amazing technologies. 
From self-driving cars to the latest in drones, from health 
monitors to healthy foods, CES 2019 outdid itself by being 
the ultimate destination to have a glimpse at the future.

Michael J. Konowicz is the Principal of isarithm, 
a New Jersey-based healthcare media agency, 3111 
Route 38, Suite 11 #150, Mount Laurel, NJ 08054. 
He can be reached at mjkonowicz@isarithm.com or 
609-888-6446.

cognitive behavioral 
therapy (CBT) to ease 
hot flashes in patients 
going through meno-
pause or chemother-
apy treatment. As the 
company shared in a 
press release, the VR 
AI therapist is trained 
with evidence-based 
psychological protocols 
and supports users via 
immersive experiences 
to reduce physical and 
psychological effects of 
hot flashes.
HEALTH AND TECH – PERFECT TOGETHER

Continue to look for convergence of health and tech with 
giants like Apple, Google (Alphabet), and Amazon making 
bigger pushes into the health space. Going beyond Amazon 
Alexa devices currently being used in hospitals and clinical 
settings, Amazon has already started selling medical supplies 
and equipment to clinics and hospitals. Amazon is pitching 
its cloud business, AWS, to healthcare customers and start-
ups. Google’s parent company Alphabet has been making 
huge bets on health with Calico, DeepMind, and Verily. 
Google/Alphabet also owns Nest – the company famous for 
its series of smart devices for your house (thermostats, cam-
eras, smoke alarms, security). Nest will definitely be one to 
watch especially with the purchase of the health-monitoring 
start-up Senosis this past July. Google’s AI Research Divi-
sion manages Google Brain, which is often referred to inter-
nally as “Medical Brain.” Google Brain has recently been 
focusing on a research project called Medical Digital Assist, 
which uses AI-powered speech recognition to help physicians 
take notes during a hospital visit.

This year and beyond is looking to be huge for the health 
market, both consumer facing and in the clinical setting. 
Data – especially health data – is the new currency and no 
one has more data about us than Google, Amazon, and 
Apple.

In short, regardless of which trends gain the most trac-
tion, all of these trends enable the greater population to 
take a more serious interest and active role in their health by 
making health-related data more accessible and more main-
stream, and thereby more actionable. Any company in the 
health space needs to take these technological trends into 
consideration so they can focus more on treating the patient, 
not just the condition.

Mark Pappas is Vice President, Search Engine 
Marketing, CMI/Compas, 2200 Renaissance Boule-
vard, Suite 160, King of Prussia, PA 19406. He can 
be reached at mpappas@cmimedia.com or 484-
322-0880.

VR finally finds its niche in healthcare.

Guests line up to jump on the Google  
ride at CES.

Part robot, part kiosk: the latest in fresh bread.

CES 2019 (Continued from page 9)
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I
t’s been just over a year since I published The Digital Future, 
Part I, here in The exchange. A lot has happened in a 
year. I still vacillate between excitement and fear when I 

contemplate the digital future and I still lean more towards 
excitement. In addition to a belief that we simply fear the 
unknown, I also believe that the exciting advancements will 
unfold long before the potentially catastrophic scary events, 
should they ever occur, such as AI-enabled robots taking over 
the world.
PRIVACY STILL MATTERS

One of the biggest events highlighting the dark side of 
technology since publishing my first Digital Future article a 
bit over a year ago, was 
the  revelat ion of  the 
events and missteps that 
Facebook took with Cam-
bridge Analytica. This 
data saga, and the privacy 
questions that ensued, is 
long from over. The data 
privacy concerns raised by 
this scandal, as well as the 
concerns raised over their 
potential impact – noth-
ing short of influencing a 
democratic election in the 
most admired democracy 
of the world – have initiat-
ed a series of debates and 
legislations over privacy. 

Two years ago, I was predicting that privacy as we know it 
is dead. And while that may still prove to be the case in the 
long run, in the short run, it appears we are in for at least 
one more significant fight from a rapidly metamorphizing 
populous and the governments that represent them. Between 
Facebook and the various other tech titan visits to congres-
sional hearings, and the too numerous to count data breach-
es from large retail companies, it would seem people still 
care, at least to some degree, about privacy.
HEALTH-RELATED PROGRESS

Despite the despair, innovation in its own persistent 
way continues to drive forward knowing no other path but 
the one that advances towards progress. This year also saw 
remarkable progress in the areas of digital medicine, biolog-
ics, personalized medicines, genomics, advances in voice 
technologies, EKG sensors embedded into Apple Watches, 
miniaturization of ultrasound equipment, and so much 

more. Apps, sensors, wearables, and other non-chemically 
based health tools, when used in clinical trials in conjunc-
tion with a pill and tied to the medicine’s label, are truly 
bringing us to the promised land of moving “beyond the 
pill.” As always, first movers are developing incredible com-
petitive advantage. These innovations will build big data 
and create sustainable competitive advantage for those who 
embrace them, perhaps even beyond patent expiry. It’s a new 
world in medicine with a very exciting future.
THE CHANGING MEDICAL LANDSCAPE

In The Digital Future, Part I, I spoke about the massive soci-
etal changes and challenges we will face as most jobs become 

automated or obsolete. 
In healthcare, it’s highly 
likely that this obsoles-
cence will happen to phy-
sicians even more quickly 
than it occurs to nurses. 

Many predict we will 
be shorthanded in the 
future as more physicians 
encourage their kids to 
find alternate careers and 
the number of medical 
school graduates shrinks. 
Medical students and the 
physicians they become 
are taught in effect to 
become mini-computers. 
They focus on data reten-

tion, knowledge, and a logical thought process of triaging, 
diagnosing, and treating. These are all things machines are 
proving to do quite well. Even better. Like the chess masters 
before them, many physicians are losing in head-to-head 
comparisons to computers when being put to the test at 
diagnosing, finding anomalies in radiology scans, and more. 

Nurses, however, also in short supply, tend to have skills 
that are harder to 
emulate by comput-
ers (so far). Nurses 
excel at things like 
e m p a t h y,  u n d e r -
standing, and pro-
viding a caring bed-
side manner. While 
much has been done 
on these skills in 

by r.J. lewis

TheDigitalFuture 
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the field of computer science, they are proving to be harder 
skills for computers to emulate. So it is likely physicians will 
be rendered obsolete by computers even before their nurse 
colleagues.
MEDIA AND ADVERTISING REALITIES

In our industry of media and advertising, these changes 
have been taking place for some time. Journalism has been 
decimated. There are relatively few healthy robust newspa-
per outlets today compared to 20 years ago. Same for mag-
azines. Staff sizes continue 
to shrink. Medical journals 
have actually faired quite well 
compared to other forms of 
magazines, but they too are 
fewer in number and staff. 
The digital advertising market 
that siphoned off print reve-
nues is also being disrupted. 
Agencies have fewer media 
planners and buyers of digital, 
as they are traded off, often 
three to five at a time, to be 
replaced by one program-
matic “trade desk” jockey. As 
go the media planners, so go 
the digital advertising salespeople. Many publishers are elim-
inating the role of “digital advertising sales representative” 
in favor of selling their inventory in an automated way –  
programmatically.
JOB ELIMINATION…AND POSSIBILITIES

As each evolution turns, the newcomer feels “safe” in 
their roles. Make no mistake, however, few of today’s “jobs” 
in any industry are safe from the advancement of technolo-
gy. Machines can and will soon trade media more efficiently 
and intelligently than humans. You have to look no further 
than our financial stock markets, where 70-80% of trades on 
any given day are done by the machines, and the few people 
who still man the “pits” are often playing Solitaire or Words 
with Friends on their phones.

Job elimination due to technical advancement scares 
many, but it really shouldn’t. As long as we prepare as a 
society and evolve and adjust to new economic models, we 
should be well positioned to relish this newfound freedom 
and perhaps usher in another culture renaissance enabled by 
the technology revolution. There are always new and excit-
ing things to work on and learn. That has never been truer 
than today, and it will be even more so tomorrow.

R.J. Lewis is Founder and CEO, eHealthcare Solu-
tions, 810 Bear Tavern Road, #102, Ewing, NJ 
08628. He can be reached at rlewis@ehsmail.com 
or 609-882-8887. Twitter: @rlewis.

Survey Results (Continued from page 8)
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YOU FOUND DR. WALLY.
WHAT’S NEXT?

 

AMERICAN FAMILY PHYSICIAN®

It’s all about 
engagement.

An environment that commands trust and engagement:  

For PCPs, that’s AFP. They read AFP cover to cover, returning 

nearly a half million quizzes and earning over 2.8 million  

CME credits in 2017 alone. They’re not just “receiving” —  

they’re engaging. Want to find a way to engage PCPs?  

Your brand needs to find its way into AFP.

201-288-4440 | aafp_NJ@aafp.org | aafp.org/afp-mediakit

Source: AAFP, 2018 American Family Physician  
CME Quiz return data, January 2019

WHAT ONE LITTLE THING, OTHER THAN YOUR FAMILY, 
ALWAYS MAKES YOU HAPPY? 

Making connections for people within my network. Bringing 
people together in ways that help them grow, solve problems, 
or support each other is an absolute thrill. 

WHAT I KNOW FOR SURE: 
Your attitude determines your outcomes. If you believe you 
can, you will. 

WHAT IS THE LAST GOOD BOOK YOU’VE READ? 
Brene Brown’s Braving the Wilderness. 
Her research on the power and strength 
that can be found in vulnerability is so 
relevant for women leaders today. 

WHAT IS YOUR PET PEEVE? 
Hearing these words at work: “This 
is how we’ve always done it,” or “We 
tried that once and it didn’t work.” 
Especially in our dynamic industry, new 
challenges require new solutions and 
new ways of thinking. Yesterday’s rules 
don’t apply. 

DO YOU HAVE ANY HOBBIES? 
Honestly, my current work with the 
Healthcare Businesswomen’s Associa-
tion (HBA) is my primary “hobby” right 
now and the thing in my life that brings 
me the most personal fulfillment. In January of 2018, I began 
a two-year term as President of the Philadelphia Chapter of 
HBA and took a seat on the Mid-Atlantic Regional Council. 
Working with my team in our shared mission of empowering 
and developing women leaders has been extremely rewarding. 
Every ounce of effort I’ve put into it has come back to me in 
spades. You get what you give.

WHAT THREE ADJECTIVES BEST DESCRIBE YOU? 
Collaborative. Creative. Optimistic. 

IF YOU COULD DO A GUEST ROLE ON A TV SHOW, WHICH 
ONE WOULD IT BE? 

Definitely Vikings on the History Channel. I’d love to meet 
Lagertha and her shieldmaidens. 

DO YOU HAVE ANY PETS? 
Well…not yet. But Lilly (my little sales-rep-in-training) recently 
presented my husband and I with a 20-page PowerPoint pitch 
detailing the various physical and mental health benefits asso-
ciated with pet ownership. So…stay tuned…

WHAT IS YOUR FAVORITE WEBSITE OR APP? 
Those of you who know or follow me know I’m a bit of a 
LinkedIn junkie. If you don’t know or follow me, feel free to 
reach out to connect!

WHAT ARE TWO THINGS ON YOUR BUCKET LIST? 
For several years, I’ve been wanting to go on a mission trip 
with my daughters. Our family sponsors a young girl (Mia 
Alexandra) in Honduras through Compassion International. 
Within the next five years, I’d like to travel to meet her and 
help with service projects in her community. 

In the next three years, we’ll have three 
kids headed off to college. I’m looking for-
ward to seeing them graduate. Our first 
college visit is next month. 

WHAT IS YOUR FAVORITE 
RESTAURANT? 
That’s a tough one. I’m a total foodie. 
(Seriously. I have 20,500 Dining Rewards 
in my OpenTable account.)

WHAT’S THE ONE THING YOU CAN’T 
LIVE WITHOUT? 
People! When I had my consulting practice 
and worked out of my home office, I’d 
try to schedule three 7 a.m. networking 
meetings each week to get my day started 
and boost my mental energy. I’m definitely 
at my best when I’m working with and for 
other people. 

HOW DID YOU GET STARTED IN THE INDUSTRY? 
My first job out of college was in inside sales for a respiratory 
care medical device company in Pittsburgh. One of the indus-
try journals that was circulated in the office had an advertise-
ment for an advertising sales rep. (This was back in the days 
when we looked for jobs in print magazines and newspa-
pers…my, how times have changed…)

WHAT IS YOUR FAVORITE VACATION SPOT? 
Italy. When I was in college I had the opportunity to study in Italy 
for a summer semester. It was such a life-changing experience. 
Since then, I’ve gone back several times; once with my parents, 
once with my daughters, and last year my husband and I spent 
a week in Rome for our 1st anniversary. No agenda…no tourist 
traps. Just great food, great wine, and la dolce vita. 

Amy Turnquist is Executive Vice President of Sales, eHealth-
care Solutions, LLC, 810 Bear Tavern Road, Suite 102, Ewing, 
NJ 08628. She can be reached at aturnquist@ehsmail.com or 
484-431-5590 (c), and 609-882-8887, ext. 148 (o).

P E R S O N A L  E X C H A N G E

“You are braver than you believe, 
stronger than you seem, and 
smarter than you think.” 

—A. A. Milne

Amy Turnquist
Birthplace: Pittsburgh, PA

Marital Status: Married

Children: We have our own “Brady Bunch”: I have 

2 Daughters, Celia (17) and Lilly (15), Plus 2 Step-

sons, Mike (15) and Tony (10)

Job Title: Executive Vice President of Sales

Years in Industry: 20+

College: Penn State University

Amy with her daughters, Celia and Lilly.
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The pharmacy is where consumers actively
search for products and medicines. Rx EDGE
is the only targeted media that uses the
pharmacy as a consumer’s gateway to
immediate information — both online and
o�ine — connecting pharma brands 
directly to consumers searching for
healthcare solutions. 

That’s why brands that use Rx EDGE
programs see an average script lift of 12.5%.

Get your brand in the most motivating media.
Contact Mike Byrnes at 610.431.7606 or
michael.byrnes@rx-edge.com.

WE HELP
CONSUMERS
WHO HELP
THEMSELVES

M e d i a  N e t w o r k
Rx EDGE®

        

https://www.rxedge.com

