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Access to a patient’s healthcare data is a critical component 
of delivering quality care. When access to that data is either 
limited or denied, resolving a healthcare issue becomes 
complicated. For example:

A 90-year-old male in ill health lives in an assisted living facility 
and is cared for by his daughter who does not have any medical 
training. When picking up his prescriptions at the pharmacy, she 
realizes that there are 13 different prescriptions prescribed by 
four different physicians.

At this point, the caregiver is confused and unsure of how 
to proceed. The four physicians belong to three different 
healthcare organizations, and two different insurance plans 
cover the prescriptions. In addition, no one physician or 
insurance plan has all the data about this patient, creating 
a data privacy nightmare that prevents the patient from 
receiving quality care.

To overcome the challenges that individual privacy presents, 
healthcare organizations need to build data strategies 
around patients and the care they need and not around 
technology firewalls and compliance regulations. Privacy 
legislation is meant to protect and not inhibit the quality of 
care received.

Recent events regarding an individual’s 
privacy have launched a series of questions 
about who owns Personal Identifiable 
Information (PII). However, healthcare 
professionals should be asking a different 
question: Who is accountable for Personal 
Healthcare Information (PHI)?
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This general information is not intended to provide individual advice. Schedule an appointment with a professional to discuss  
your particular situation and needs. Questions sent to these professionals may be answered in future issues.
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F ox 29 has scrapped its 6 p.m. 
weekday newscast in favor 
of “The Six,” described as an 

unconventional spin on the local 
news format. News Director Jim 
Driscoll said the station wants to 
take some elements from its suc-
cessful morning show, “Good Day 
Philadelphia,” and apply them at 
to its new program.

“We’re not going to do ‘Good 
Day Philadelphia’ at night,” 
Driscoll said. “But we wanted to 
do something entirely different. 
People are cutting the cord. They 
don’t want the same old thing. So 
we are giving them an alterna-
tive. This is not the normal news-
cast where you have four reporters 
back to back, sports highlights and 
the weather.”

The Six is portrayed as a 
“30-minute ‘foot on the accelera-
tor’ tour through the day’s news,” 
led by anchors Jason Martinez and 

Fox 29 scraps 6p.m. newscast for new format
TELEVISION

Shaina 
Humphries 
and Jason 
Martinez will 
co-anchor Fox 
29’s The Six.

COURTESY FOX 29

Shaina Humphries, sportscaster 
Kristen Rodgers and meteorolo-
gist Kathy Orr. It will include the 
following regular features:

 R The Lead: The day’s top story
 R The Local: Four reporters pro-

viding condensed one-minute 
versions of the day’s big stories.

 R Fast Forecast: A 30-second 
forecast reported by Orr from out-
side its studios at 4th and Market 
streets in Old City.

 R Whaddya Think: Discussion of 
the biggest sports story of the day, 
led by anchor Martinez and Rodg-
ers and some guests, with a daily 
sports poll. 

 R Click This: Humphries looks at 
some of the best digital content on 
the station’s website, with Fox 29 
web producers making cameos.

 R Viewer Sound Off: Feedback 
from viewers via submitted vid-
eos, phone calls, emails and social 
media posts.

 R Stump the Anchor: Martinez, 
Humphries, Rodgers and Orr 
come up with trivia to stump each 
other.

Unlike “Good Day Philadel-
phia,” which is regularly the num-
ber one or two morning newscast 
in the ratings, Fox 29’s 6 p.m. news 
has traditionally trailed 6ABC, 
NBC10 and often CBS3. Driscoll 
says ratings were not a key moti-
vation for the decision.

He said the station is trying to 
target a community-based audi-
ence and provide a complemen-

tary lead in to The ClassH-Room, 
a 30-minute weekday game show 
that debuted in the 6:30 p.m. time 
slot in March 2019. That show pits 
local teachers against their stu-
dents in a test of knowledge and 
skill, with questions and challeng-
es related to pop culture, math, 
world history, science and current 
events.

“The pie [of viewers] is shrink-
ing,” Driscoll said. “So we have to 
stand out. The Six is not conven-
tional. So it can stand out.”

The Six had a soft launch last 
week, which Driscoll said allowed 
Fox 29 to provide its sales team 
with a demo reel to sell to poten-
tial sponsors.

“We met with the sales depart-
ment about three weeks before 
we launched,” Driscoll said. “We 
explained what we were doing and 
they felt there were some sale-able 
elements where they could line 
up sponsors for specific segments. 
They have the reel and they’re on 
the street with it.”




