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As of January 
2015, responding 
plans accounted 

for 19.7 million HSA/
HDHP enrollees, up 
from 17.4 million in 

2014. On average, plans 
participating in both 

2014 and 2015 saw a 
22 percent increase 

in enrollment.1

In today’s healthcare market, consumers are increasingly evaluating their 

purchase decisions. Health systems that thrive in an age of heightened 

competition will develop a consumer-centric approach that cultivates 

loyalty, builds brand and offers value over an extended period of time. 

Health systems must shift their mindset from focusing solely on patient 

engagement programs and individual encounters to embracing holistic 

consumer engagement strategies aimed at generating brand preference 

before the need for care arises.

The Rise of the Healthcare Consumer

The rise of the healthcare consumer will likely be the single most important event that impacts how the health 

industry operates.  Until recently the typical healthcare consumer had very little financial “skin in the game.” When care 

was needed, the consumer usually knew very little about the details of their condition, treatment options and costs of 

services. As has been well-documented, that scenario has begun to change significantly over the past few years. In what 

many are calling “the new era of healthcare,” consumers are leveraging a wide array of information to become much more 

savvy about who treats them, where they go for care and how much they are paying for their care.

Further, consumers are increasingly taking health matters into their own hands.  “Do-it-yourself” 

healthcare is on the rise. Consumers now use online content, wearable diagnostic devices 

and smartphone apps to manage their health and wellness. These tools allow consumers to 

proactively manage their health and engage with providers about more aspects of their care. 

While taking ownership of one’s health is certainly a positive development, the flip side is 

that consumers are now looking to providers for relevant content, tools and apps, and care 

teams must be knowledgeable about the latest information and technology available. 

Whether it’s more financial skin in the game, access to information or the use of new digital 

tools to proactively manage their health, the consumer is the new, most important player in the 

health care market and health systems must be prepared to proactively address this fact.

The New Marketing Reality

As consumers gain more knowledge and revisit how they purchase healthcare services, their perceptions of brand 

will become just as important as in any purchasing decision in other areas of their life. Brand is particularly important 

when it comes to the purchase of complex product and services. Accordingly, to keep pace with this market dynamic, 

health systems must develop branding and digital strategies to connect and engage with those in the communities 

85% of people 
using wearable 
devices are willing to 
share the information 
with their physicians.2 
86% of physicians 
believe that mobile 
apps will be important 
in better managing 
patient health.3
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they serve. This requires shifting the current health system business and 

marketing mindset and putting more focus on customer research, customer 

segmentation, social media, mobile technologies - concepts that mirror the 

strategies and tactics of retail, consumer-focused companies.

In addition, providers must recognize that the process of marketing products 

and services to consumers today is fundamentally different from the way 

in which businesses have traditionally done so. The standard marketing 

funnel methodology (see illustration right), primarily based on one-way 

communication, is obsolete.

Consumers are evaluating product and service alternatives differently today, creating a new type of “decision journey” when 

it comes to a purchase4. As a result, in place of the traditional marketing funnel approach, companies, including healthcare 

organizations, must now adopt a more dynamic and flexible approach to reaching consumers based on multiple interactions 

through various digital platforms. The end result of this new approach is the “loyalty loop” (see illustration below), where 

consumers advocate and bond over a purchase or service experience, thereby strengthening a company’s brand. The “loyalty 

loop” is characterized by continuous engagement and can lead to more frequent and meaningful interactions with key 

customer segments. This is the new consumer marketing reality, and provider organizations who embrace this fact and offer 

value over an extended period of time will be leaders in the new era of healthcare. 

Traditional Marketing Funnel Approach
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The New Marketing Reality: Continuous Engagement

http://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-consumer-decision-journey
http://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-consumer-decision-journey
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Looking Outside of Healthcare – Engagement & Loyalty Leaders 

As healthcare organizations embark on taking a more consumer-centric approach to their business and attempt to 

drive continuous engagement, it may be helpful to consider efforts taken by leading consumer companies outside of the 

industry. There are several good examples of companies – and interestingly some that were also challenged by significant 

market changes – that developed effective initiatives to grow their brands and build loyalty. Common among these 

companies are:

• Deep customer relationships and communities of customers built before and after a transaction

• Initiatives driven by unique and engaging content via digital channels

While each of the following examples has obvious differences from healthcare, there are elements of these companies’ 

consumer strategies that are applicable to providers:

To create a differentiated consumer experience and drive repeat interactions, ESPNTM uses a personalized website 

experience, ongoing communications (TwitterTM, mobile notifications, emails), mobile apps (such as the core ESPN app, 

Watch ESPN and ESPN Radio), and other digital content properties connected to ESPN.com (such as FiveThirtyEight, 

ESPN W) to target various customer segment profiles. 

AmazonTM, the world’s leading online business, has created a best-in-class, personalized website and tailored shopping 

experience for its customers (Your Amazon), and recently has expanded its business model to original content and 

new digital, mobile products – all of which naturally extend Amazon’s value proposition and create increased loyalty to 

Amazon versus the competition.

In the 1990’s, Williams-SonomaTM was primarily a brick and mortar retail business that, with the advent of e-commerce 

and fierce competition, needed to completely re-think its business model and find new and compelling ways to attract 

consumers. They did so by turning to engaging content. Today, the company has evolved into a highly successful, 

omnichannel organization with a significant digital presence, and considers their media and content - focused on learning 

opportunities that help customers get the maximum value from their products - as important to their business as 

anything they do.

Making the Transition

To address current consumer behavior and the new marketing reality, we believe that health systems can pivot to 

becoming effective, consumer-centric organizations. It starts with moving the discussion away from patient engagement 

programs and instead embracing more holistic consumer engagement strategies that contemplate the health system’s 

market as a whole. While recognizing that the transition can seem challenging, we have seen that those who are making 
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the shift best take an incremental approach with a focus on three key areas: an expanded digital presence — tailored to 

consumers — to increase brand reach and awareness; content marketing to engage key target consumer segments; and 

the implementation of consumer-focused digital tools and mobile solutions to offer personalized online experiences, 

assist in the management of health and wellness and meet consumers on their device of choice.

Expanded Digital Presence to Increase Brand Reach and Awareness

Typically, current hospital websites, while absolutely necessary for information about a facility (services, events, staff, 

employment opportunities, etc.), are not sufficient when it comes to creating consumer engagement and a reason to 

interact with a facility’s brand on a continuous basis. To more effectively do so and expand one’s digital footprint, we 

believe that facilities need to create a space (or spaces) for consumer interaction to occur and for digital communities 

to grow. This means creating a robust consumer destination as a piece of your digital strategy. Key elements of this 

consumer experience may include content, tools, social media, wellness data and access to medical information – all 

things that support your facility as a digital healthcare home for your community. Establishing a deep online experience 

for consumers can differentiate your brand, grow awareness in your market and effectively address certain segments’ 

needs. Ultimately, it enhances the image of your facility in an area where consumers are most likely to engage, building 

brand affinity with consumers before, during and after a service experience.

Content Marketing to Engage

Content marketing creates the foundation for a conversation.  It allows you to build a relationship and can lead to 

recurring interactions with your brand.  Yet, if the content your organization makes available is all about “you,” the end 

result is a one-way conversation that limits your ability to drive loyalty. In the book, Mass Relevance, author Sam Decker 

puts forth a great definition of content marketing: 

“Creating or curating non-product content — be it educational, entertaining, etc. — and 
publishing it to contact points with customers to get their attention, to focus them on topics 
around your solution and pull them closer to learning more about you.”

Decker’s definition drives home the point that, if you want to engage customers and grow their trust, content must go 

beyond your standard marketing material. From a healthcare industry perspective, effective content – be it health news, 

featured articles, videos, blogs, medical reference content, email campaigns - is timely, local and relevant, and also 

assists consumers in managing their health and wellness. It is published across various outlets, including social media, 

and importantly, provides learning opportunities such that consumers get the maximum value out of your products and 

services.  This drives both customer acquisition and retention.
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Digital Tools and Mobile Solutions to Drive Personalization

Consumer-focused digital tools and mobile solutions that help to personalize a consumer’s experience with your 

organization play an important role in building brand loyalty. One would be hard pressed to find a leading digital consumer 

company not focused on personalization, innovative digital tools and mobile initiatives. Healthcare organizations could 

benefit by following suit, particularly given the increasing amount of consumers interested in proactively managing their 

health and wellness. These consumers are looking for innovative organizations that can make the management of their 

health and wellness an easier process and more like how they manage other areas of their life. Personalization allows 

consumers to create an experience tailored to their interests. Digital tools (e.g., calculators, risk assessments, quizzes, 

consumer health device integration) create different avenues for engagement, allowing consumers to get more from 

your organization. Finally, mobile technologies are becoming ubiquitous. People are connected 24/7 whether through an 

iPhone, Android or a wearable. By offering branded mobile solutions, providers can deliver things such as content based 

on personal preferences, and medical information tools like prescription refills, as well as facilitate continuous interaction 

via messaging and notifications – all of which strengthen your relationship with the user.

Healthcare Consumerism Is Here to Stay

While healthcare organizations may be struggling with how to address the latest trends in the market, the reality is that 

healthcare consumerism is here to stay. Surviving today and thriving in the future will include operationalizing a more 

retail, consumer-focused and digital mindset in the healthcare delivery marketplace. The old way of doing business is 

not sustainable. The new marketing reality of creating a loyalty loop and driving continuous engagement through digital 

channels to build brand is a fact of life in all markets. Now is the time for the healthcare industry to respond to this 

trend. We believe an integrated approach across an expanded digital presence tailored to consumers, effective content 

marketing and consumer-focused digital tools and mobile solutions will be key in helping health systems differentiate 

their brand and assume a leadership position in their communities.

For more information or to schedule a demo please reach out to us at  

info@yourcareeverywhere.com or 1.844.641.6800. 

mailto:info%40yourcareeverywhere.com?subject=
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About Daniel Hart

Mr. Hart has more than 18 years of experience in the consulting, general technology and healthcare technology fields, with 

executive leadership experience in start-up, middle market and Fortune 50 company settings.  He is currently Executive 

Vice President, YourCareEverwhere for MEDHOST, Inc.  In this role, Mr. Hart is responsible for managing all aspects of the 

company’s healthcare consumer business, including strategy and product development related to the YourCareEverywhereTM 

health and wellness website and its mobile app.

Mr. Hart has an M.B.A. from Vanderbilt University and a B.A. from Washington & Lee University.  He is also a graduate of the 

Nashville Healthcare Council Fellows program, an initiative led by former U.S. Senate Majority Leader Bill Frist, M.D. to bring 

together healthcare industry executives to explore new solutions to meet the challenges facing the U.S. health care system.
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