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Today’s Presenter

Ryan Donohue is the Corporate Director of Program Development 
for NRC Health. Through NRC Health’s consumer perception 
division, Ryan has partnered extensively with hospitals and health 
systems to leverage market intelligence and build consumer-centric 
healthcare brands. 

Ryan has studied the effect of consumerism across multiple 
industries and collaborated with Mayo Clinic, Northwestern 
Memorial Hospital, Vanguard Health Systems, Trinity Health, 
Medical College of Georgia, and other providers big and small to 
analyze and understand consumer decision making. Ryan specializes 
in creating simple yet effective strategic models any healthcare 
brand can use to reach and influence its customer base.
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Learning Objectives

After viewing this Webinar, participants will be able to:
• Define what healthcare consumers value most in healthcare providers.
• Identify three key areas where healthcare providers fail to fulfill consumer 

expectations.
• Create a consumer-centric environment from the board down.

Continuing Education Credits Available:

Jointly Accredited Provider: The Governance Institute, a service of NRC Health, is accredited by the Accreditation Council for Continuing 
Medical Education (ACCME), the Accreditation Council for Pharmacy Education (ACPE), and the American Nurses Credentialing Center
(ANCC) to provide continuing education for the healthcare team.

The Governance Institute, a service of NRC Health, designates this live activity for a maximum of 1 AMA PRA Category 1 Credit(s)™. 
Physicians should claim only the credit commensurate with the extent of their participation in the activity.

The Governance Institute is authorized to award 1 hour of pre-approved ACHE Qualified Education credit for this program toward initial 
advancement, or recertification, of FACHE. Participants in this program who wish to have the continuing education hours applied toward 
ACHE Qualified Education Credit must self-report their participation. To self-report, participants should log into their MyACHE account and 
select ACHE Qualified Education Credit.

Criteria for successful completion: Webinar attendees must complete evaluation survey and include their name and degree (M.D., D.O., 
other) at the end of the survey in order to receive education credits. Evaluation survey link will be sent to all registrants in a follow-up email 
after airing of the Webinar. 
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Disclosure Policy

As a Jointly Accredited Provider, The Governance Institute’s policy is to ensure balance, independence, objectivity, and scientific rigor in all of 
its educational activities. Presentations must give a balanced view of options. General names should be used to contribute to partiality. If trade 
name are used, several companies should be used rather than only that of a single company. All faculty, moderators, panelists, and staff 
participating in The Governance Institute conferences and Webinars are asked and expected to disclose to the audience any real or apparent 
conflict(s) of interest that may have a direct bearing on the subject matter of the continuing education activity. This pertains to relationships with 
pharmaceutical companies, biomedical device manufacturers, or other corporations whose products or services are related to the subject 
matter of the presentation topic. Significant financial interest or other relationships can include such thing as grants or research support, 
employee, consultant, major stockholder, member of the speaker’s bureau, etc. The intent of this policy is not to prevent a speaker from making 
a presentation instead, it is The Governance Institute’s intention to openly identify any potential conflict so that members of the audience may 
form his or her own judgements about the presentation with the full disclosure of the facts. It remains for the audience to determine whether the 
presenters outside interests may reflect a possible bias in either the exposition or the conclusion presented. In addition, speakers must make a 
meaningful disclosure to the audience of their discussions of off-label or investigational uses of drugs or devices.

All faculty, moderators, panelists, staff, and all others with control over the educational content of this Webinar have signed disclosure forms. 
The planning committee members have no conflicts of interests or relevant financial relationships to declare relevant to this activity. The 
presenter has a financial relationship as an employee of The Governance Institute’s parent corporation, NRC Health. This relationship has no 
bearing on the educational content of this program.

This educational activity does not include any content that relates to the products and/or services of a commercial interest that would create a 
conflict of interest. There is no commercial support or sponsorship of this conference.

None of the presenters intend to discuss off-label uses of drugs, mechanical devices, biologics, or diagnostics not approved by the FDA for use 
in the United States.
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Session Roadmap

• Definition of “Consumer”

• Outside Healthcare

• Three Consumer Mysteries

• Consumer-Centric Tomorrow



Definition of
Consumer
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Healthcare Consumer: 
any person who will 

use healthcare services 
at some point in the future
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SOURCE: Camden Group, 2016

An alarming 81% of consumers are unsatisfied with their 
healthcare experience, and the happiest consumers are 
those who interact with the system the least.

75% of frequent healthcare consumers are frustrated

48% of all other healthcare 
consumers are frustrated

Where are the happiest healthcare consumers?
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What are consumers’ expectations of us? 

SOURCE: NRC Health’s MARKET INSIGHTS study, 2010-2016, average annual n sizes vary from 208 (qual) to 278,824 (quant)

82.3

71.3 68.1
63.5 61.4 59.7

55.3 53.7
46.3

35.1

Which of the following industries should consistently meet 
or exceed your expectations as a customer? 
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Consumers are the 
fastest growing payers of 

healthcare services

SOURCE: William Blair Consumer-Centric Healthcare Report, 2016



Lessons from
Outside Healthcare
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• Quantification of sports performance
has become big business.

• ESPN and others use analytics as a 
competitive advantage in broadcasting.

• Any competition requires analytics.

• Cautionary tale: know when you have
enough numbers.

Outside Healthcare: The Rise of Numbers
Industry: Sports
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• Hotels are desperately fighting
mass commoditization.

• Incentives and membership benefits
are highly influential on consumers.

• Convenience has become quality.

• Cautionary tale: know when the easy
way isn’t the best way.

Outside Healthcare: The Power of Convenience
Industry: Hospitality



Three Consumer 
Mysteries
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The Case of the
Confused Consumer1
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The Case of the Confused Consumer

SOURCE: NRC Health’s MARKET INSIGHTS study, 2008-2015, n sizes vary from 176 (qual) to 278,824 (quant).

• Healthcare is inherently challenging to everyday people.
– In the average market, 3 in 5 consumers feel a lack of familiarity with 

their healthcare options (1 in 5 cannot name a local hospital).

• Consumers ideally see a dual role for health systems.
– “Care for me when I’m sick, and care for me when I’m healthy.”

• Consumer engagement has never been more important.
– 7 in 10 consumers want to be “in control” of their health.

• A record number of consumers are deferring healthcare.
– 3 in 10 delaying necessary medical treatment (previous high: 27% in ‘08).
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SOURCE: NRC Health’s MARKET INSIGHTS study, 2010-2015, average annual n sizes vary from 208 (qual) to 278,824 (quant).
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The Case of the Confused Consumer
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The Case of the
Virtual Consumer2
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• Consumers open a virtual front door to healthcare long 
before they open a physical front door.

• Consumer expectation for easy access is at a fever pitch.
– Other industries have significantly decreased consumer patience. 

• Web/social/mobile are the new front doors.
– 87 percent of consumers are online daily (39 percent visited WebMD).
– 74 percent use social media Web sites (average age: 45 years old).
– 27 percent use mobile devices to access health information.
– 17 percent own a wearable health-tracking device.

The Case of the Virtual Consumer

SOURCE: NRC Health’s MARKET INSIGHTS study, 2010-2015, average annual n sizes vary from 208 (qual) to 278,824 (quant).
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SOURCE: NRC Health’s MARKET INSIGHTS study, 2010-2015, average annual n sizes vary from 208 (qual) to 278,824 (quant).

When it comes to service, consumers 
are expecting you to come to them:

• 11 percent used telehealth services 
last year.

• 42 percent are likely or very likely 
to schedule virtual health services 
when the option is available.

• 48 percent of employers will offer 
telehealth benefits this year.

• Telehealth bridges physical gaps.

The Case of the Virtual Consumer
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The Case of the
Price-less Consumer3
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• 4 in 5 consumers find it difficult to find healthcare 
pricing before a healthcare experience.
– 9 percent have visited a site or listing of prices.

• The higher the deductible, the harder the search.
– 13 percent have visited Hospital Compare.
– 74 percent of consumers with a $3k+ deductible searched.

• Healthcare providers have not answered the call.
– A search of 100 hospital websites turned up 2 “price info” features.
– CMS isn’t getting the word out.

SOURCE: NRC Health’s MARKET INSIGHTS study, 2010-2015, average annual n sizes vary from 208 (qual) to 278,824 (quant);
William Blair, Consumer-Centric Healthcare Report, 2016.

The Case of the Price-less Consumer
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36.6% 

19.3% 
11.3% 

7% 

25.8% 

What	amount	is	maximum	amount	your	household	
could	afford	for	emergency	care?

Less	than	$500 $500-$1,000 $1,000-$2,000 $2,001-$3,000 More	than	$3,000

SOURCE: NRC Health’s MARKET INSIGHTS study, 2016, n size = 25,068. 

The Case of the Price-less Consumer



Consumer-Centric 
Tomorrow
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PRESENCE
• Awareness

- Top of Mind–First
- Top of Mind–Other

• Familiarity

DISTINCTION
• Uniqueness
• Differentiation
• Quality

VALUE
• Image/Reputation
• Momentum
• Relevance

LOYALTY
• Advocacy
• Sensitivity
• Substitution

RELATIONSHIP
• Preference 
• Relationship Type
• Centricity
• Utilization

The Long, Winding Road to Loyalty
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Which factors are most critical to maintain your loyalty?
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3.0% 
6.7% 

32.4% 

33.8% 

24.1% 

“It	is	important	for	me	to	receive	all	my	care	and	treatments	from	
one	overall	care	provider	of	healthcare	organization	instead	of	
many	different	care	providers	or	healthcare	organizations.”

Strongly	disagree Somewhat	disagree Neither	agree	nor	disagree Somewhat	agree Strongly	agree

SOURCE: NRC Health’s “The New Payer” study, 2015, n size = 3,083.

Consumer Desire to be Loyal

58 percent of 
consumers are 
loyal to a 
healthcare 
brand

28 percent of 
consumers who 
don’t have a 
regular doctor 
are brand loyal
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Creating a New Front Door for the Consumer to Find Us
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• 1 in 3 consumers would choose a hospital that offers a 
loyalty program over one that does not.

• If benefits are clear and tangible, consumers would 
submit to certain health-based activities:
– 52 percent would submit to a health screening.
– 43 percent would attend a wellness event.

• Loyalty efforts are the cornerstone
of a population health strategy.

SOURCE: NRC Health’s “The New Payer” study, 2015, n size = 3,083 .

Packaging & Positioning Brand Loyalty
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Pushing Resources Out to Consumers (Proactive Approach)
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Consumerism: 4 for the Road

•We must strongly consider, and internalize, the 
consumer point of view.

•We can offer a world-class experience, but if it’s 
not simple and consistent, our brand will suffer.

•Meeting consumers in the middle and being 
transparent along the way is non-negotiable.

•Consumers are seeking a loyal 1:1 relationship; 
be bold and seize the role.
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Magic 
portal 

graphic



Questions & Discussion



Contact Us…

Ryan Donohue 
Corporate Director of Program Development
NRC Health
1245 Q Street
Lincoln, NE 68508
(800) 388-4264
RDonohue@NRCHealth.com

The Governance Institute
9685 Via Excelencia, Suite 100

San Diego, CA 92126
Toll Free (877) 712-8778

Info@GovernanceInstitute.com


