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Douglas S. Williams, Kevin Riley, and I wrote this eBook to 
demonstrate the power of co-creation as a tool for helping 
cure the ailing healthcare sector.  While healthcare has been 
historically slow to innovate, the new normal of reform has cre-
ated new opportunities for innovation. 

This in turn has allowed visionaries like Kevin Riley to emerge 
and put new ideas into action that can have enormous posi-
tive impact on the healthcare system. Over the past year, 
we’ve helped make Kevin’s vision a reality by launching mod-
elH, the first global co-creation forum designed to generate 
new healthcare business models using a business model can-
vas that captures the unique attributes of the healthcare indus-
try. 

This breakthrough project would not have been possible with-
out the support and guidance of the team from Batterii: Kevin 
Cummins, Joe Messina, and Tova Suddarth. Batterii saw both 
the business opportunity for investing in this project as well as 
the significant social benefits that would be created by ena-
bling this project. They also lent their time and expertise to 
our team to make the platform work for this unique project. 

Forward
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Co-creating the modelH business model canvas hasn’t been 
easy. From identifying and adapting the tools to our needs, to 
building a community in short order, to engaging this commu-
nity in work that requested a sizable amount of faith, it has 
been a lot of work (particularly for Kevin), but also a lot of 
fun. We succeeded in bringing together more than 200 health-
care innovators from around the world to tackle really big is-
sues under compressed timelines. 

Our success is not gauged only by producing a new canvas: 
we also proudly believe we’ve created a unique community 
who themselves have learned about the power and benefits 
of co-creation, and who are likely (we hope!) to use the open-
source modelH canvas to design and build new businesses 
that will lead to positive changes for the healthcare industry.

The survey data in this eBook was collected in the third quar-
ter of 2013 from 78 healthcare industry professionals. We 
would like to specifically thank the 25 modelH community 
members who contributed to this survey, including Julie Anix-
ter, Dick Dillon, Peter Dudka, Sachu Gandotra, Ben Gardner, 
Cathryn Hrudicka, Joanna Jast, Cyndy Nayer, Julien de Sal-
aberry, Daniel James Scott, and Steve Sorenson.

I want to extend a final special thank-you to Julie Anixter, Man-
aging Editor and Co-Founder of Innovation Excellence, whose 
initial connection to Kevin Riley was the catalyst for what devel-
oped into the modelH co-creation forum. Without Julie, none 
of this would have happened.

- LeAnna J. Carey 
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The U.S. healthcare system is 
unsustainable in its present form
The healthcare industry represents a disproportionate amount 
of the U.S. domestic economy when compared to other devel-
oped nations. In 2011, the Organization for Economic Co-
operation and Development (OECD) reported that the U.S. 
healthcare industry was responsible for 17.7% of U.S. GDP, far 
out-pacing second place the Netherlands with 11.9%.1 

What’s worse is that this number is growing: It has increased 
29% since 2000, and shows no signs of slowing down. In fact, 
the U.S. Congressional Budget Office projects total healthcare 
spending to reach about 22% of U.S. GDP by 2038.2 Health 
costs are rising, health insurance premiums are rising faster, 
and baby boomers are aging. The market in its present state is 
unsustainable, but why?

1 Organization for Economic Co-operation and Development Health Data 2013. 

2 Congress of the United States, Congressional Budget Office, “The 2013 Long-Term Budget Outlook”

The U.S. healthcare ecosystem in its most basic form operates 
along three themes: care consumption, care delivery, and care 
financing. These domains are actually interdependent points 
of interaction along a value chain, such that all domains are af-
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fected by a change to any one domain. Very few healthcare 
business models are considerate of all three points of view (al-
though all should be).  

In addition, there are four key interdependent stakeholders 
across the value chain of healthcare – patients, providers, pay-
ers, and purveyors – but these stakeholders interact in unique 
ways. 

For example, the party who consumes the product of health-
care (the “patient”) is usually not the one who pays for it, or at 
least not most of it. The party that pays for it (the “payer”) is 
best served when it is not used, and is therefore motivated to 

push for less of it. Furthermore, the parties that deliver it (the 
“provider”), and the parties that support its delivery (the “pur-
veyor”), are not aligned to place realistic boundaries on its 
cost, thus forcing the system into bankruptcy. Due to its di-
vided nature, the ecosystem is overrun with inefficiencies and 
creates dis-incentives across themes and between stakehold-
ers so that each maximizes their own value, often at the ex-
pense of the others. 

 82%: the percentage of healthcare 
professionals who agree that “the U.S. healthcare 

system is unsustainable in its present form 
IX Research, Co-Creation and Collaboration in Healthcare survey, 

Q3 2013

17.7%: the percentage of 2011 U.S. GDP 
represented by health care expenditures

Organization for Economic Co-operation 
and Development Health Data 2013
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Solving healthcare’s biggest 
challenges requires a collaborative 
approach
Healthcare professionals have mixed feelings about the indus-
try’s ability to innovate itself out of its troublesome future. Fifty 
percent of healthcare professionals we surveyed believe that 
healthcare companies in general are more likely to maintain 
the status quo rather than innovate.3 However, optimism 
among this group swells with regard to their own companies: 
90% believe that their companies can be innovative within the 
healthcare industry, and 77% indicate that their companies are 
actively pursuing innovation that will help the U.S. healthcare 
system become more sustainable.4

Sustainable solutions and innovation require input from all 
market participants. There is opportunity to collaborate on 
problems that plague healthcare. Nearly all (96%) of the 

healthcare professionals we surveyed agree that solving the 
biggest challenges within the U.S. healthcare system will re-
quire a collaborative approach across various industry 
participants.”5 

3, 4, 5  IX Research, Co-Creation and Collaboration in Healthcare survey, Q3 2013

What is co-creation?

Co-creation is the act of bringing end users (consumers, cus-
tomers, or other beneficiaries) into the product, service, or ex-
perience development process, through which mutual value is 
created. Companies that use co-creation are, in essence, admit-
ting they do not have all of the answers to a given question – 
and that’s ok. By giving up control and inviting end users into 

Section 2
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agree that solving the biggest challenges within 

the U.S. healthcare system 
will require a collaborative approach across 

various industry participants.
IX Research, Co-Creation and Collaboration 

in Healthcare survey, Q3 2013
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the development process, companies are better able to iden-
tify unmet needs in the marketplace and unearth new ways to 
meet those needs. The result is a win-win: the outcome cre-
ates value for both the company developing the new product/
service/experience as well as the end user whose needs are 
now being met.

The time for co-creation is now

Co-creation is a hot topic, and even though it remains a niche 
market today, companies across all industries are experiment-
ing with co-creation to see how it can be of value to them. Ex-
perimentation with co-creation has been triggered by an en-
ablement ecosystem that is fueled by:

• Pervasive connectivity. People no longer go online; they 
live online. High quality broadband is available to millions 
of people around the world who are connecting with a 
plethora of devices. Pervasive and agile connectivity means 

end users are available for co-creation whenever the inspira-
tion hits them, regardless of the time or place.

• Social technologies. As of May 2013, 72% of U.S. online 
adults use social networking sites.6 The rise of Facebook, 
LinkedIn, and Twitter means that end users are fully comfort-
able communicating with friends, acquaintances, and strang-
ers in synchronous and asynchronous ways. Companies can 

Co-creation is the act of bringing end users 
(consumers, customers, or other beneficiaries) 

into the product, service, or experience develop-
ment process so mutual value is created.

      Source: IX Research, “Success Practices In Co-Creation,” May 2013 



now leverage social technologies for co-creation by connect-
ing key segments without geographic restrictions.

6 Pew Research Center, “72% Of Online Adults Are Social Networking Users,” August 5, 2013. 

• Consumer participation. Consumers are already actively 
engaging with brands on social platforms like Twitter and 
Facebook. Co-creation takes this engagement to another 
level – something consumers embrace because of the mu-
tual value created. These willing co-creators have helped de-
fine and launch new products (like the Barclaycard Ring) 
and even new companies (like UK mobile service provider 
giffgaff).

This enablement ecosystem accelerates the opportunity for 
co-creation because it enables brands to be constantly con-
nected to consumers, customers, citizens, employees, crea-

tives, early adopters, fans, experts, and innovators from 
around the world in ways that were never before possible.

Co-creation is a remedy for healthcare

Co-creation isn’t just a flash-in-the-pan opportunity to help 
remedy what’s wrong with the U.S. healthcare system – it’s a 
business necessity. 

Co-creation enables stakeholders to uncover new ideas, new 
solutions, and new business models in ways not possible 
while working in silos; these outcomes will meet all needs, not 
just those of one party or set of shareholders.

9

 “…[E]mbrace the power of open innovation and …  [and] the idea of Joy’s law.  … [R]ecognize that if you 
[used] lots of other people to get something done, you [would] actually deliver much better results, much 

faster with a much lower cost that if you try to do it all yourself.” 
Todd Park, Chief Technology Officer of the United States

CRN.com, “Q&A With Todd Park: How The U.S. CTO Is Bridging The Digital Government Gap,” August 13, 2013.

http://pewinternet.org/Reports/2013/social-networking-sites.aspx
http://pewinternet.org/Reports/2013/social-networking-sites.aspx
http://www.barclaycardring.com/
http://www.barclaycardring.com/
http://giffgaff.com
http://giffgaff.com
http://www.crn.com/news/managed-services/240005354/q-a-with-todd-park-how-the-u-s-cto-is-bridging-the-digital-government-gap.htm?pgno=2
http://www.crn.com/news/managed-services/240005354/q-a-with-todd-park-how-the-u-s-cto-is-bridging-the-digital-government-gap.htm?pgno=2


3 Learn about how co-
creation helped 
build the modelH 
business model 
canvas for 
healthcare

Co-creating modelH



11

The modelH project
In the spring of 2013, a partnership between Kevin Riley and 
Associates, Innovation Excellence, and Batterii was estab-
lished to co-create a resource that would help enable new sus-
tainable businesses within healthcare. In our view, the U.S. 
healthcare ecosystem is an assemblage of working parts not 
working together. Our diagnosis of the problem is a misalign-
ment of the ecosystem’s core business building blocks. Our 
prescription was to reset these building blocks into a better 
working order, and our prognosis is that the outcome will be a 
healthy and aligned ecosystem that is both market-driven and 
cost conscious. 

To achieve this monumental task, we launched a co-creation 
forum called modelH in April 2013. The specific purpose of 
modelH was to build on the groundbreaking work of Alexan-

der Osterwalder and Yves Pigneur and co-create an open-
source business model canvas that would reflect the complex 
realities of the U.S. healthcare system.

Our approach

Our decision to leverage co-creation for this project was delib-
erate. Here are the steps we followed:

• Define the objective: The idea of creating a new business 
model canvas for U.S. healthcare came from Kevin Riley, 
based on his domain expertise and years of experience 
working in this industry. But Kevin and Innovation Excel-
lence correctly recognized the value in co-creating this new 
canvas with a variety of global stakeholders, experts, and 
creative thinkers in order to bring new perspectives to 
Kevin's early work on the subject.

• Choose the tool: Kevin Riley and Innovation Excellence ap-
proached Batterii about hosting this public co-creation fo-
rum on its collaboration platform. The visual nature of the 
Batterii platform was a natural fit for sharing inspiration and 
research and developing ideas and recommendations for 
modelH, the new business model canvas. 

Section 3

Co-creating modelH      
business model canvas for 
healthcare

http://healthmodelinnovation.com
http://healthmodelinnovation.com
http://healthmodelinnovation.com
http://healthmodelinnovation.com
http://www.innovationexcellence.com
http://www.innovationexcellence.com
http://batterii.com
http://batterii.com
http://www.businessmodelgeneration.com/
http://www.businessmodelgeneration.com/
http://www.businessmodelgeneration.com/
http://www.businessmodelgeneration.com/
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• Invite the community: The modelH community was 
seeded with health care professionals from the project 
team’s own internal databases, but was also completely 
open to global participation. We marketed the community 
using press releases, blogs and landing pages on Innova-
tion Excellence, and social media channels like LinkedIn and 
Twitter, eventually achieving over 200 sign-ups. We also 
launched a separate website, www.modelh.org, to help peo-
ple discover and learn more about our project.

• Engage and create: We divided the project into separate 
“project sprints” representing the individual business build-
ing blocks within the U.S. healthcare ecosystem, based on 
our initial assessment. In each sprint, the community shared 
inspiration and research, which eventually led to the crea-
tion of block-specific questions to be asked when develop-
ing a new business model, and other relevant findings spe-
cific to that block. 

• Share findings: At the close of each project sprint, we 
blogged about our key learnings, both on www.modelh.org 
and on Innovation Excellence, and used that as an opportu-
nity to convert readers into community members. 

• Create shared resources: Our goal with modelH has al-
ways been to create a tool that will benefit the industry over-
all, not just our team. From the beginning, we decided that 
all of our work on modelH would be open source and avail-
able through Creative Commons licensing. Our online find-
ings are thus available to anyone to use as they see fit. We 
also plan to publish the material in a book in 2014.

• Provide attribution: We are proud of our community, and 
will be crediting them as co-developers of the modelH busi-
ness model canvas for U.S. healthcare in our forthcoming 
book.

Our experience

For the modelH project, co-creation has been foundational to 
our success. Without it, we could not have built a multi-
faceted canvas. In fact, our original effort was only aimed at 
the American health care system, but the contributions of com-
munity members from outside of the U.S. quickly changed our 
mind about the scope.  Likewise, it was the modelH commu-
nity that determined we needed to separate our Customer 
Segment into Buyers, Users, and Intermediaries due to the 
prevalence of this trinity in most healthcare business models. 

http://innovationexcellence.sites.hubspot.com/introducing-modelh
http://innovationexcellence.sites.hubspot.com/introducing-modelh
http://innovationexcellence.sites.hubspot.com/introducing-modelh
http://innovationexcellence.sites.hubspot.com/introducing-modelh
http://www.twitter.com/modelHForum
http://www.twitter.com/modelHForum
http://www.modelh.org
http://www.modelh.org
http://www.modelh.org
http://www.modelh.org
http://www.innovationexcellence.com/blog/search-archives?searchword=modelH&ordering=&searchphrase=all
http://www.innovationexcellence.com/blog/search-archives?searchword=modelH&ordering=&searchphrase=all
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In addition, the momentum and excitement that the diverse 
community gave us helped us keep the project moving for-
ward, even when we were stuck or otherwise occupied. Know-
ing that others were involved – that there was a community 
that depended on us and was expecting things from us – 
helped to keep us honest with regard to the collective work 
we were doing.

But the co-creation process wasn’t always about agreement 
and consensus. In fact, the community frequently disagreed 
about what to include and what to leave out. Even down to 
the last building block sprint, we collec-
tively debated about relevance and impor-
tance to the model. The process of defend-
ing our positions against disagreement 
strengthened our case each and every 
time.  

Our goal was very ambitious. It was a lot to 
take on by a group of people – and near im-
possible by one person alone. So perform-
ing this herculean effort as a co-creation 
project allowed for us to engage both gen-
eralists and specialists, and to keep them 

occupied according to their comfort level and time available. 
Our community is diverse, so not everyone who joined the 
project was able to add significant value during each building 
block sprint.  While there were many familiar voices adding 
their insights and ideas throughout the course of the year, 
there were many more participants who only wanted to speak 
on their areas of expertise. As a result, we believe the final 
business model canvas represents a broad set of opinions, 
and is a product to which all participants feel they contrib-
uted.
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modelH participant motivation

In our recent research, we surveyed 25 modelH members to 
understand why they joined modelH. Connecting with a net-
work of healthcare innovators and participating in the innova-
tion process for transforming healthcare were the top reasons 
participants joined modelH, followed by gaining real-world ex-
perience with collaboration and co-creation platforms. 

Our audience wasn’t nearly as altruistic as we expected: only 
4 of 25 modelH members reported being motivated by recog-
nition for their contribution, and that same number reported 
wanting to influence modelH to preserve their or their com-
pany’s role in the healthcare industry.
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Start with these three questions 
The enablement ecosystem of pervasive connectivity, social 
technologies, and consumer participation is driving the adop-
tion of co-creation by companies to create value for brands 
and their customers. 

The U.S. healthcare system, unsustainable in its present form, 
needs radical changes and new thinking in order to maneuver 
itself onto a better economic path. We believe that co-
creation is a key mechanism for identifying new business op-
portunities that will not be recognized, let alone pursued, in 
the absence of collaboration across the four key stakeholder 
groups: patients, providers, payers, and purveyors.

To get started with co-creation, ask yourself these three ques-
tions – and then start working on the answers:

1. What business objectives do I face, 
and can a co-creative approach help?

The starting point for any co-creation engagement is a set of 
business objectives, or goals. Once those objectives have 
been clearly defined you must assess whether or not co-
creation is a practical tool to help you achieve them.

2. With whom should I engage to 
achieve success through co-creation? 

Engaging with the right audience is critical to success. While a 
consumer brand might do well to focus on its core customer 
base or targeted segments, things are often more compli-
cated in healthcare. Do your objectives have an impact on pa-
tients, providers, payers, or purveyors – or a combination of 
those groups? How helpful would it be to include your exist-
ing key partners, or to find new ones? What about other inter-
nal stakeholders at your company who might have useful in-
sight? Every situation will be different, and inviting the right 
co-creators to the table will ensure that the appropriate per-
spectives are considered when developing solutions.

Section 4
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3. What tools do I need access to in 
order to facilitate co-creation? 

The audience you are engaging and the business objectives 
you are tackling will help define the types of co-creation tools 
you can use. Existing enterprise collaboration software may 
be sufficient for some internal co-creation engagements, but 
additional tools, platforms, or vendor relationships may be 

needed in order to tap into the right audience. The various 
frameworks for conducting co-creation are often quite similar, 
just with different nomenclature. But the tools can be quite dif-
ferent. A visual collaboration platform like Batterii helps to col-
lect and organize disparate pieces of information contributed 
by individuals who may or may not be otherwise connected. A 

contest platform helps by engaging a specific type of com-
munity (experts, creatives, designers) who work separately 
or in combination to solve a challenge. A private online 
community platform allows you to recruit certain types of 
individuals to interact intimately in a protected setting for a 
specified period of time, or on an ongoing basis. An in-
person co-creation engagement allows for dynamic per-
sonal interactions between stakeholders to work toward a 

common goal but without the stifling restrictions of a focus 
group. 

For additional insight into how to get the most from co-
creation, see the recent IX Research report, “Success Practices 
In Co-Creation” (subscription required).

17
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Interested in what we've done? We'd love to hear from you. 
You can learn more about Innovation Excellence, Batterii, and 
modelH by visiting our sites or getting in touch with us di-
rectly. 

Special thanks go to:

LeAnna J. Carey

 @WomenInnovate

 www.linkedin.com/in/thehealthmaven

Douglas S. Williams

 @DougWilliamsMHD 

 www.linkedin.com/in/DouglasSWilliams

Kevin Riley

 @kevineriley

 www.linkedin.com/in/kevineriley

Joe Messina

 @gumshoejm

 www.linkedin.com/in/joemessina

Tova Suddarth

 www.linkedin.com/in/tovasuddarth

Mike Werner

 @MikeWernerDraws

 www.linkedin.com/in/mikewernerdraws

And the modelH community for their eager and spirited 
involvement in our groundbreaking project

www.modelH.org

The modelH Team
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