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Introduction

The whole notion of consumer experience has changed

dramatically in just the past several years. You can order

anything from a new sofa set to a load of groceries from your

smartphone and have it delivered or waiting for pick-up when

you arrive. You can ask a voice-recognition device in your home

to play your favorite song, order a ride, or buy household

supplies. Instead of driving to the mall to shop, you can

choose from among 480 million products on Amazon.

As this new level of service has become the norm, consumers have begun to expect a similar

experience in healthcare—such as walk-in visits, online scheduling, virtual visits, and direct

messaging with providers. Rising out-of-pocket healthcare costs further incentivize consumers to

select providers that fulfill those expectations.

Hospitals and health systems have been slow to catch up with evolving consumer demands.

Results from Kaufman Hall’s Healthcare Consumerism Index show that fewer than one in

10 organizations are treating consumer expectations as a high priority by consistently applying

and building consumer-centric capabilities.

The Healthcare Consumerism Index rates respondents to a national Kaufman Hall survey according

to their levels of priority, capability, and functionality relative to consumer-based strategies

(see “About the Report”). Eight percent earned Tier 1 ratings, 29 percent earned Tier 2 ratings,

Figure 1. Overall Performance: Kaufman Hall’s Healthcare Consumerism Index



Percent



Tier 1

Tier 2

Tier 3

Tier 4



8%



Description

Meeting consumer expectations is a high priority;

several important consumer-related capabilities are

being applied with some demonstrated sucesses,

and more are in the works



29%



Meeting consumer expectations is a high priority,

and work is underway on several new consumerrelated capabilities



37%



Meeting consumer expectations is a medium

or low priority, and only moderate activity is

underway on new capabilities



27%



Meeting consumer expectations is a medium or

low priority, and minimal activity is underway on

new capabilities



Source: Kaufman Hall Healthcare Consumerism Index
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and 64 percent received Tier 3 ratings or lower (Figure 1). The results indicate widespread lack of

focus among legacy healthcare providers on meeting current and future consumer expectations.

Data from Kaufman Hall’s annual Healthcare Consumerism Survey provide more detail about

varying levels of performance. Key findings include:



Significant gaps exist between priorities and capabilities

◾◾ Many healthcare organizations recognize consumer-centric objectives as high priorities, but

few have the capabilities to successfully achieve those objectives

◾◾ Healthcare organizations are behind the times in digital consumer engagement; digital

initiatives often are disconnected from broader consumer engagement strategies

Organizational value propositions are out of sync with consumers

◾◾ Most organizations lack alignment between the factors they see as their primary competitive

differentiators, and what they perceive consumers value most

Consumer access is a work in progress

◾◾ Many organizations are inconsistent and slow to expand access to consumers via nontraditional care options, such as urgent care centers or retail care clinics

◾◾ Initiatives to expand access in other areas, such as same-day appointments or virtual visits,

are in the early implementation stages for most providers

Organizations have a narrow view of consumer experience

◾◾ Traditional healthcare providers have made minimal gains in improving key aspects of the

patient experience

◾◾ The default for many organizations is to be reactive in responding to consumer experience

issues, rather than proactive in preventing them

Consumer insights are incomplete and applied inconsistently, if at all

◾◾ Organizations continue to rely on outdated methodologies and analytics

◾◾ While many providers use multiple means of gathering consumer insights, those efforts are

not comprehensive and rarely are consistently applied to drive key strategies and decisions

Pricing strategy is a blind spot for many

◾◾ Efforts to provide price transparency are particularly sparse
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About the Report

The report that follows is based on the Kaufman Hall 2017 Healthcare Consumerism Survey,

a detailed online survey sent to executives at hospitals and health systems across the country.

More than 125 organizations participated. The survey asked questions measuring strategic

focus and intent toward being a consumer-centric organization, as well as the resources and

capabilities that aid in achieving a consumer-centric organizational core. The overall survey results

are included throughout this report—showcasing results in the key areas of organizational

alignment, value proposition, access, experience, insights generation and application, and pricing.

The majority of survey respondents (74 percent) were from health systems, and 21 percent were

from hospitals. Remaining respondents were from medical groups or other types of provider

organizations. Nearly half of respondents (46 percent) were healthcare Executives or Officers,

while 37 percent were Directors or Vice Presidents.

The Kaufman Hall Healthcare Consumerism Index rates the survey respondents nationwide

according to their level of engagement in consumer-based strategies. The Index was based on

four key areas of the survey:

◾◾ Insights generation and application: Developing consumer insights from multiple methods

such as surveys, analysis of internal patient data, and qualitative and quantitative research;

applying consumer insights to areas such as strategic planning, consumer experience, access

to care, program/service investment decisions, and pricing

◾◾ Access: Enhancing access to care and clinicians through various means, such as retail clinics,

virtual visits, online scheduling, extended hours, and patient-provider messaging

◾◾ Consumer experience: Addressing common problems such as long wait times, confusing

billing communications, inattentive clinicians, poor staff behavior, website problems, and

inadequate wayfinding

◾◾ Pricing: Determining prices with tools such as benchmarking and analysis of service-level

pricing risk, demand-elasticity, and price-volume tradeoff; and making meaningful price

information available to consumers

Each of these areas is weighted equally, and organizations are placed into tiers ranging

from 1 (most consumer-centric) to 4 (least consumer-centric), as outlined in Figure 1. Each

Index category is derived from multiple survey questions and input from proprietary

Kaufman Hall data and expertise.

Ratings for individual organizations are not publically available. Survey respondents can receive results

for their organization upon request. Contact consumer@kaufmanhall.com for more information.
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Significant Gaps Exist Between Priorities and Capabilities

While consumerism remains a priority for most healthcare organizations across the country, it

is far from a capability for many. The survey results show some large gaps between the priority

placed on key consumerism objectives and the actual capabilities that organizations have built

in those areas (Figure 2).

For example, 90 percent of survey respondents said that improving key elements of the consumer

experience was a high priority for their organizations, but only 30 percent have built capabilities in

those areas. Similarly, 73 percent identified developing a diverse set of facility-based access points

as a high priority, but just 25 percent have the needed capabilities.



The Digital Disconnect

Fifty-eight percent of healthcare leaders identified offering digital tools and information to enable

consumer engagement as high priorities for their organizations. Of those, just 14 percent said

they have those capabilities.

Building digital capabilities should be integral to organizations’ efforts to improve the end-to-end

consumer experience, yet many are taking a more siloed approach that is disconnected from a

broader consumer engagement strategy. In an age when more than three-quarters of the population

carries a smartphone,1 consumers have access to more than 165,000 health-related apps,2 and

more than 72 percent of U.S. Internet users look for health information online,3 healthcare

providers need to be doing more to connect with their consumers where they live, work, and play.

For healthcare, the digital revolution is not an era on some distant horizon—it is already here and

forever altering how care is delivered.

Figure 2. The Priority-Capability Gap



90%

73%

30%



Improving key elements

of the consumer/

patient experience



High Priority

Established Capabilities



58%

25%



56%

14%



Oﬀering digital tools

and information to

enable consumer

engagement



Developing a diverse

set of facility-based

access points



23%



Developing a range

of virtual/telehealth

access points



Notes:

1) Priority deﬁned as 7-10 rating of importance for categories

2) Current capability deﬁned by “Evidence of Success” and “Measuring Results” response



Source: Kaufman Hall 2017 Healthcare Consumerism Survey
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Organizational Value Propositions Are Out of Sync with Consumers

Significant discrepancies also exist when it comes to how well organizations are meeting consumer

needs and wants, according to the survey. Respondents were asked to rank which factors most

distinguish their organizations from the competition, and then which factors they believe their

consumers value most in selecting a provider. Healthcare leaders had very different answers for

the two categories (Figure 3).

Accessibility of care was seen as most important to consumers, followed by consumer experience

(encompassing consumer interactions from initial contact through completion of care and

rehabilitation)—but those factors ranked third and fifth respectively as differentiators in terms of

what organizations currently offer consumers. Meanwhile, quality of clinical outcomes was cited

as the top competitive differentiator for respondents, but ranked third for what respondents

perceive as consumers’ priorities.

These responses suggest a general lack of alignment between what healthcare leaders see as

their organizations’ primary competitive strengths, and what they perceive consumers want most.

While many providers identify quality of clinical outcomes as a differentiator, it is a true point of

differentiation for a relative few. Most organizations will need to define their market positioning in

other ways. As one survey respondent described: “We’ve been trained to focus on quality, quality,

quality—now we have to preserve that while also improving access and experience.”

Only by closing this gap can organizations truly become consumer-centric. Healthcare leaders must

ensure that their organization’s value proposition aligns with what is most important to patients.

Figure 3. Consumer Expectations Versus Organizational Strengths



Rank



What Our Consumers Want



Our Competitive Diﬀerentiators



1



Accessibility of Care



Quality of Clinical Outcomes



2



Consumer Experience



Availability of Complex Care and Treatments



3



Quality of Clinical Outcomes



Accessibility of Care



4



Value



Geographic Coverage



5



Availability of Complex Care and Treatments



Consumer Experience



Source: Kaufman Hall 2017 Healthcare Consumerism Survey
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Consumer Access Is a Work in Progress

As previously mentioned, accessibility of care is seen as the top priority in terms of what healthcare

consumers want, yet the survey results show significant room for improvement in this area. When

asked to describe retail-oriented access points, respondents overwhelmingly indicated that such

offerings remain limited at their organizations. Overall, efforts to expand access are inconsistent

and rarely informed by robust consumer insights. Only 15 percent of organizations rated in the

Tier 1 category for aggressively moving to improve patient access (Figure 4).

Nearly half of respondents (47 percent) said they

had no retail clinics, while 34 percent said they

had only limited access to such clinics (Figure 5).

Just 19 percent said their organizations offered

significant access via retail clinics.



Figure 4. Index Ratings: Access



Results were similarly low for other offerings,

including urgent care centers, ambulatory surgery

centers, employer-based clinics, and freestanding

imaging or lab-draw sites. Results for virtual access

were particularly low, as providers have been slow

to adopt online avenues to care. Just 23 percent

of respondents said their organizations offer

significant access via virtual visits, while an

overwhelming 77 percent said they offered either

no or limited access via virtual visits.



Tier 1



15%



Tier 2



23%



Tier 3



41%



Tier 4



22%



Source: Kaufman Hall Healthcare Consumerism Index



Figure 5. Availability of Non-Traditional Access Points



37%



34%

19%



Retail Clinics



None



50%



48%



47%



Limited



27%



15%



Urgent Care Centers



38%



35%



Freestanding

Imaging Sites



27%



23%



Virtual Visits



Signiﬁcant



Source: Kaufman Hall 2017 Healthcare Consumerism Survey
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Enhancing access with a variety of entry points is a must for legacy healthcare providers to expand

consumer options and experience, and vie with disruptive competitors that seek to lure patients

with more convenient care options.

Providing a variety of physical and virtual “locations” is only one component of how consumers

view access. Other methods of expanding consumer access are works in progress for many

organizations—most either have some efforts in place, or are working to implement them. The

most common measures include online patient portals, extended hours for diagnostic services,

and same-day appointments (Figure 6). A full 60 percent of respondents said their organizations

are working to offer online scheduling, and 52 percent are implementing same-day options for

patients to speak with a physician. Forty-two percent of respondents said their organizations

are working on increasing virtual visit offerings.

While such efforts are in the early stages for many, these results indicate that most healthcare

leaders are aware of the importance of increasing access for consumers. Organizations that fail

to move forward in these areas will be left behind. Many already are feeling the pressure. As one

survey respondent put it: “Several years ago, we were a mover and a shaker, but now we’re

behind the industry because consumerism has moved so quickly.”

Figure 6. Innovative Methods for Patient Access



27%



Virtual Visits



Extended hours for primary care



18%



Extended hours for diagnostic services



13%



Messaging between patients

and providers



Same-day appointments



Online patient portal



It’s Available



We’re Working On It



42%



23%



11%



41%



26%



30%



34%



35%



6%



48%



43%



47%



69%



6%

4%

Not Available and Not Working on It



Source: Kaufman Hall 2017 Healthcare Consumerism Survey



2017 State of Consumerism in Healthcare

Slow Progress in Fast Times



7



© Copyright 2017 by

Kaufman, Hall &amp; Associates, LLC



2017 STATE OF CONSUMERISM IN HE ALTHCARE



Organizations Have a Narrow View of Consumer Experience

Survey respondents cited the quality of the patient experience as the second-highest priority

for consumers, yet most admit that their organizations are just beginning to make needed

improvements. Sixty-four percent of respondents rated in Tiers 3 and 4 for this category (Figure 7),

indicating that most healthcare providers continue to take a more reactive approach to consumer

issues—responding to complaints as they arise—rather than proactively working to improve the

consumer experience.



Reducing Common Problems

The survey results further illustrate the

prevalence of this approach. Many organizations

report they are working to resolve common

consumer complaints. When asked which

experience issues are most important to

consumers, an overwhelming majority said long

wait times for appointments, followed by poor

behavior by consumer-facing staff, confusing billing

statements, and inattentive clinician behavior.



Figure 7. Index Ratings: Consumer Experience



Tier 1



15%



Tier 2



22%



Tier 3



42%



As a result, 68 percent of respondents said

their organizations are working to reduce long

wait times for appointments, 67 percent to simplify

confusing billing statements, 60 percent to offer

patients provider feedback in real time, and

Source: Kaufman Hall Healthcare Consumerism Index

56 percent to address poor staff behavior (Figure 8).

However, consumer recognition for these efforts

has been minimal. For example, only 5 percent of respondents said consumers have praised

their organizations’ efforts to address long wait times for appointments.



Tier 4



22%



Despite significant awareness of patient experience issues, these results demonstrate that

organizations have had little success in addressing them to date. Overall, healthcare providers

address consumer pain points as they are made aware of them—usually after a complaint has

been issued—rather than preventing them at the forefront. As one survey respondent said:

“[Providers] need to be strategic and proactive, and use data to make decisions and support the

strategic plan, rather than being more reactive and simply responding to problems.”
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