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Learning Objectives | |

WUpdate your understanding of consumerism
WBecome an agent for change

WSmart small for big impact
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BUILDING THE CASE

Things to Know about Consumerism

*NACCDO PA&MNY



. dziT CANAUU X
What Happened?

C Consumer i sm amlthénh e

C COVID accelerates the
transf or mat iaocdnheri o

C Social justice creates higher
awar e nasd isad

C And now deferred care throwing
everyone Off!
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But Consumerism
al G0SNHZA

Patient = Horizontal

Customer = Vertical

Consumer = Mobile
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Expectations Are Set
9f 4aS g KSNE X

Consumer expectatiorasre
extending from their everyday |
retail experiences into the

complexities of healthcare.
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Personal and Individualized
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TAKE LEADERSHIP

YOUARE THE MARKET MINDERS
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3 Keys to Success

WConnect the Dots
WStats Are Your Friend

WMake Other Friends, too
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Language of Change i i

TRANSFORMATION

CURRENT
STATE
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Recognize the Challenge B B

CURRENT
STATE
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Put Your Role into Broader Context

Create Set
Advocacy Expectations

STRATEGIC
IMPERATIVE

OPERATIONS

Experience
Delivery
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Connect the Dots

® ©O ©

Need
. Trust in brand overall
. Influencer choices
. Consumer choice
. Knowledge of services
. Drive to richer
information

Scheduling

Evaluation

Treatment

SOME OF WHAT MARKETING INFLUENCES...

Web to Lead

Justifying selection

Consumer
education
Patient
preparation
(limited)

Connection with
community physician
during stay

Communication with
physician
Physician satisfaction

Family satisfaction

OVERALL OPPORTUNITIES FOR ENGAGEMENT (BRAND TOUCHPOINTS)

. Paid / Owned /
Earned Media

. Physician outreach
. Development
Marketing

Physician profiles

Conversion
monitoring

Remarketing

Call Center

Patient education
materials for
physicians

Physician outreach

Online tools

Operations

Connecting
messaging
Monitoring
physician
communication and
satisfaction

Operations

Follow-up

Introduction to
related services

Link to
development

Email for
remarketing

Landing pages for
prior patients for
development

Marketing
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Stats: Virtual Up... B

FIGURE 4
From 2018 to March 2020, the largest increases in the use of virtual health
care were among Gen X and baby boomers

W 2018—had a virtual visit in the last year m 2020—had a virtual visit in the last year

c 8 &« & &

GenZ Millennials Gen X Baby boomers Seniors
(Born (Born (Born (Born (Born
Total 1997 or later)  1982-1997) 1965-1981) 1946-1964) 1900-1945)

7%
Increase

35%
17% Tk Increase
I I I I 1 I

Note: Data relating to Gen Z was not analyzed in the 2018 survey because the sample size was too small.

Source: Deloitte Center for Health Solutions 2020 and 2018 Surveys of Health Care Consumers.
- Deloitte Insights | deloitte.com/insights

31% 31%
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Stats: But Now Down...What? 3 3

In the past week, visits to some clinical specialties, such as dermatology
The number of telemedicine visits (as a percentage of visits during the baseline week) rose rapidly through and rheun]ato]()gy, have returned to their baseline rates. The
mid-April but has since been steadily declining. cumulative decline in visits from the start of the pandemic is greatest
inagben st s apercantef baselne ot i among pediatricians, pulmonologists, and several surgical specialties.

Number of telehealth vi

14% Telehealth vislts
12% 04/19:138% Percent change in visits from baseline, by provider specialty @ Week starting 06/14 :’iﬂu]gve visit deficit 3115
o 620
. Pediaics ——
L Ophthalmology -
8% Otolaryngology | E—
Pumoncioay —
6% Dermatology I
@ Teleheaithvisits Gastroenterology I
4% Surgery 1
caraoogy —
2% Urology I
Orthopedics ]
0 Allergy/Immunology _
N A oo ek
'15\% r])rfb @Q \Q‘i‘: 0‘5{@ "b{{} {5‘09 \0‘3 tx‘& QP‘(Q b{{,'j: 9:;‘65 ‘g(@ K (’){L 4 @\Q o Primary Care [ |
¥ gV & & & P H o o & o O & o o < Endocrinology [ ] @ Oncology
Week starting Oncology [ ] _28%
Obstetrics/Gynecology .
4] Download data
o Behaviora Health —
. o - . o Rheumatology ]
Deata are presented as a percentage, with the mumerator being the mumber of telemedicine visits in 2 ziven week and the denominztor being the mumber of visits in the
-40% -30% -20% -10% 0 -40% -30% -20% -10% o

‘baseline week (March 1-7). Telemedicine includes both telephone and video visits.

The Impact of the COVID-19 Pandemic on Oufpatient Visits: Practices Are Adapting to the New Normal (Commonwealth Fund, June
26099/ 2v5t-9y63 Data are only for select specialties shown. The decline shown iz reflective of all visit types (in-person and
physician assistants are not included

“Vizits from nurse practitioners and

ev Mehrotra et al
‘doi.org/10.260%

o mpact of the COVID-19 Pandemic on Oufpatient Visis: Practices Are Adapting o the New Normal (Commonwealth Fund, June
2020). 3

SourceAteevMehrotra et al.,The Impact of the COVII® Pandemic on Qutpatient Visits: Practices Are
Adapting to the New NormgCommonwealth Fund, June 202@)ps://doi.org/10.26099/2v5t9y63
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https://www.commonwealthfund.org/publications/2020/jun/impact-covid-19-pandemic-outpatient-visits-practices-adapting-new-normal
https://doi.org/10.26099/2v5t-9y63

Stats: Bigger Picture

i
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%Zé////// 37%

40%

Increase from
2019

28%

Increase in
w/poor digital

experience

switch y /////// ’

digital tool

40%
i

1 No longer sit in
// /// ,/////// waiting room

)

mer Experience Study (Cedar/Survata)



Omnichannel Experiential Marketiﬁg f ]

https://youtu.be/YV2SIP043GM

*NACCDO PA&MNY



