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Where are we today?
INFLECTION POINT
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1/5
In 2025, 19.9% is the 
projected percent of 

GDP that wil l  be spent 
on healthcare 
($5.5 Tri l l ion)

Source:  CMS

$10,345

INFLECTION POINT
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DEDUCTIBLES
Insurance deductibles and 

premiums continue 
outpacing earnings and 

inflat ion.

INFLECTION POINT
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53 YEARS
First  t ime in 53 

(1962-1963) years 
that US l i fe 

expectancy has 
decreased two 

consecutive years

INFLECTION POINT
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MILLENNIALS
May l ive shorter l ives than 
their grandparents today.

INFLECTION POINT
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EPIDEMICS
Diabetes,  Opioids,  Obesi ty

INFLECTION POINT
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Entering the Era of Disruption
RISE IN DISRUPTION
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NRC Health Consumer Confidence Research
HEALTHCARE CONSUMER CONFIDENCE
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67.7/100
CONSUMERS’ 

CONFIDENCE IN THE 
HEALTHCARE 

INDUSTRY

72.2/100
CONSUMERS’ 

SATISFACTION WITH 
THEIR CARE 

EXPERIENCES

54.9/100
CONSUMERS’ 

CONFIDENCE IN 
THEIR DOCTORS

HEALTHCARE CONSUMER CONFIDENCE

62.4/100
INNOVATION RATING

24.7/100
HEALTHCARE 

AFFORDABILITY

22.5%
CONSUMERS’ 

DELAYING 
HEALTHCARE 

TREATMENT IN LAST 
SIX MONTHS
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Lagging Experience
– Online retail shopping (78.9) and streaming services (75.4) outpace 

healthcare experience.
– High cost for overall rate improvement

Least Confident Segment
– Those with Medicaid report the lowest confidence in healthcare today
– Access to care issues

Affordability is a Growing Concern
– Those over 65 report lowest healthcare affordability scores (20.6)
– Over 65 spend an average of $18,424 annually on healthcare expense

HEALTHCARE CONSUMER CONFIDENCE
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How can you compete to win consumer confidence?
SUCCESSFUL TOMORROW

1) INSPIRE LOYALTY

25-95%
Increasing retention just 5% 
increases profits by 25%-95%. 
The cost of acquiring new 
customers can be 5-25 times 
more expensive then retaining 
existing ones.

Source: Harvard Business Review
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SUCCESSFUL TOMORROW

2) KEEP IT SIMPLE
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SUCCESSFUL TOMORROW

73%
of patients want to be asked for 
feedback a few minutes to a few 

days after the care event. 

3) DESIGN INTELLIGENT FEEDBACK SYSTEMS

84%
of patients expect you to follow 
up with them if they have a bad 

care experience.   
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SUCCESSFUL TOMORROW

Factors that Drive Loyalty

4) COMPETE ON VALUE BY TELLING YOUR STORY
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SUCCESSFUL TOMORROW

5) BE TRANSPARENT

77%
of consumers begin their 
healthcare search online

39
states prefer to see patient 
ratings and reviews the 
most on a hospital 
website.
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SUCCESSFUL TOMORROW

6) ENGAGE YOUR PATIENTS
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CONFIDENCE

Automatically recruit 
to continuously build 

a large, trusted, 
patient panel

Tap into your best resource…your patients

EFFICIENCY

Engage with your 
patient panel to 

quickly inform current 
strategic initiatives

TIMELINESS

Validate your strategic 
decisions with the 

voice that matters –
your patients

ENGAGEMENT

Build deeper 
relationships with 
your patients and 

community

ENGAGE YOUR PATIENTS
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Consumer driven insights

POSSIBLE TOPICS

Logo testing
Mission, vision, values testing

Tagline testing
Website testing

Demographic Exploration
Patient Personalization

Wait Times Improvement Initiatives
Telemedicine

Price Sensitivity
Brand pulsing

Innovation services testing
Scheduling Preferences

Patient Population Segmentation
Patient Portal Improvement

NPS HYPER-
TARGETING

TELEMEDICINE 
OFFERING

PROCESS 
IMPROVEMENT

ONLINE 
SCHEDULING

ENGAGE YOUR PATIENTS
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CONFIDENCE

Q. Are patients willing to pay out 
of pocket for telemedicine?

Q. How much will they pay? Q. What name make the most sense 
for this type of service?

A. Nearly 1/3 of patients (29%) 
would be interested in paying 
for telemedicine services.

A. Patients are willing to pay the same 
as what their co-pay ($20-$30) is for 
normal telemedicine services and 
up to double their co-pay (~$50) for 
a second opinion or specialty visit.

CASE STUDY: 

Telemedicine exploration

Health system was in beginning stages of launching telemedicine services. They needed feedback 
around awareness of the service, likelihood of usage, price sensitivity, and naming preference.

A. Patients like the use of virtual care, instead of 
tele, in the naming convention. “Tele- sounds 
antiquated and implies (TO ME) telephone 
only. I assume this virtual contact may be via 
skype or other face-to-face software.”
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