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Great Expectations

YOUR 
LOGO 
HERE!

People have a wide range 

of interests, hobbies, 

responsibilities, and needs

We want consistent and 
positive experiences with 

the companies that service 

our needs

Healthcare is no 

exception!



Consumer Trend Highlights
Salesforce

SOURCE: Salesforce, “State of the Connected Customer” Report

Expect consistent interactions 
across departments…74% …but 54% say it feels like departments 

don’t share information 54%

Say their experiences with one industry 
influences their expectations of others…62% …and 66% expect companies to understand 

their needs and expectations 66%

Expect companies to understand 
their unique needs…66% …but 66% say they’re generally 

treated like numbers 66%

https://www.salesforce.com/resources/articles/customer-expectations/?sfdc-redirect=369


Consumer Trend Highlights
BrightLocal

SOURCE: BrightLocal, “Local Consumer Review Survey 2022”

https://www.brightlocal.com/research/local-consumer-review-survey/


Consumer Trend Highlights
McKinsey & Company

SOURCE: McKinsey & Company, “The great consumer shift” 

https://www.mckinsey.com/business-functions/growth-marketing-and-sales/our-insights/the-great-consumer-shift-ten-charts-that-show-how-us-shopping-behavior-is-changing


TurboTax Turns this… …into this

Real Life Example

Making a terrible experience better…or at least tolerable

SOURCE: Appcues, “How TurboTax turns a dreadful user experience into a delightful one”; TurboTax.Intuit.com

https://www.appcues.com/blog/how-turbotax-makes-a-dreadful-user-experience-a-delightful-one
https://turbotax.intuit.com/


Journey Highlights
TurboTax

Save rework by 
starting with last 

year’s info

Option to import and 
auto-fill data from 
scanned image

Live experts 
available to assist

Progress in bite-sized 
pieces and get 

updates as you go

Easy e-submission 
and refund tracking

SOURCE: Appcues, “How TurboTax turns a dreadful user experience into a delightful one”; TurboTax.Intuit.com

https://www.appcues.com/blog/how-turbotax-makes-a-dreadful-user-experience-a-delightful-one
https://turbotax.intuit.com/


Purchase 
Decision

Purchase 
& Shipment

Setting Up

Support & 
Engagement

Online 
Buying 
Guide

24/7 Q&A 
support in 7 
languages

Lead Time 
Transparency

Simple 
checkout 
integrated 
with account 
creation

2 – 3 days 
international 
shipping with 

tracking #

Set-up guide & 
clearly labelled 
parts…and 
gummy bears!

Complete 
component 
testing pre-
shipment Online guide and 

resources w/user 
comments

24/7 support in 
7 languages

Printables.com

PrusaSlicer:
Pre-optimized 
open-source 
printing software

Proactive issue 
resolution / part 
replacement

24/7 support in 
7 languages

Real Life Example
Prusa Research

End-to-end support to ensure users have success with their products

Comprehensive Customer Journey

SOURCE: Prusa Research

https://www.prusa3d.com/


Purchase 
& Shipment

Complete component 
testing pre-shipment

Journey Highlights

Transparency and clear presentation 

of context data

SOURCE: Prusa Research

https://www.prusa3d.com/


Journey Highlights

Create a community and sense of belonging
(including those with non-Prusa hardware)

Support & 
Engagement Printables.com

Contests with prizes Large, free database for sharing and downloading modelsCurate collections, 

follow other makers SOURCE: Prusa Research

https://www.prusa3d.com/


 Define Objective
Start by defining your goal

“Most relevant search result” versus others “profit”, “UX”, “TCO”

 Specify Levers
Specify the inputs that you control, the levers 

you can pull to influence the outcome

Google can control the ranking of the search results

 Collect Data
Figure out what data you need to collect for 

measuring the effect of pulling those levers

They realized that the implicit information regarding which pages 

linked to which other pages could be used for this purpose.

 Identify Actions
Analyze data and build statistical models to 

compute which lever to move and how much 

to achieve the desired outcome

Larry Page and Sergey Brin invented the graph traversal algorithm 

PageRank and built an engine on top of it that revolutionized 
search

Source: https://www.oreilly.com/radar/drivetrain-approach-data-products

Google Example (1998)

Measuring Success
The Drivetrain Approach is a four-step process for building analytics outcomes

https://www.oreilly.com/radar/drivetrain-approach-data-products
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Consider the Member Journey

Enroll self 

and family 

Receive welcome kit
and ID card(s)

Care/case 

management

Appointment 

follow-up

Claim processing - EOBs, 

EOPs, Checks, Appeals 

& Denials

Ongoing personalized 

engagement and 

information

Lead generation; 

shop for coverage 

and benefits

Self help, 

education,

and provider 

selection

Authorizations, 

denials, and 

appeals

Each touchpoint is an engagement opportunity

Premium 
billing

Retention 
and Renewals

Pre-Enrollment 
and Enrollment

Annual enrollment 

information



• How to drive more people to Self-help, education, and provider selection? [Member Journey]
• How to acquire new users? [Turbo Tax Marketing]
• Which household to visit? [Obama campaign]

Sales & Marketing 101

Don’t  spend money 
on customer

Spend money 
on customer

Customer doesn’t 
create revenues

Customer creates
revenues

Cost

Direct Return

Incremental Return
Lessons Learned

Never, ever, spend money, 

unless you really have to

Ref: DRILLING DOWN: Turning Customer Data into Profits with a Spreadsheet, by Jim Novo



Lessons Learned
Is your member engagement experience…

Like this? Or like this?

Consider their experience with enrollment forms and process, EOBs, letters, 
welcome kits, etc. → Are these easy to navigate and understand?



Lessons Learned
How do you make information transparent 

and available to your members?

It is possible to keep healthcare data secure and private 

AND make it simple and accessible

Opportunities to consider:
• Member portal content and 

navigation

• EOB, letters layout and content

• Welcome kits and enrollment 

materials design, instructions, 

and content

• Cost of care transparency



Lessons Learned
Do your members feel like they belong?

Help members get the most out of their plan membership: 

inspire loyalty, increase retention

Real Client Example
Regional MA Plan

Free 3D 
Models for All

Contests and 
Prizes

Community 
Interaction

Personalized 
Profile

Tight integration of plan benefits with local health system; 

“health insurance” feels more like a “club membership”

Fitness 
facilities

Educational 
Classes

Bilingual physicians 
and staff

Book 
club

Complimentary transportation to 
medical centers and fitness facilities

“White Glove” 
member management

Lobby greeters and 
personal escorts



Measuring Success
What is your objective for each stage in the member’s journey?

 Define Objective
Start by defining your goal

 Specify Levers
Specify the inputs that you control, 

the levers you can pull to influence 

the outcome

 Collect Data
Figure out what data you need to 

collect for measuring the effect of 

pulling those levers

 Identify Actions
Analyze data and build statistical 

models to compute which lever to 

move and how much to achieve the 

desired outcome

Pre-Enrollment 
and Enrollment

Did the prospective member 

request enrollment information?

Did they enroll?

Visit

Did the member find a doctor?

Do they know what their benefits 

cover?

Post-Visit

Does the member understand 

their payment responsibility? 

Did they adhere to their 

treatment plan?

Retention 
and Renewals

Do they feel satisfied with their 

health plan?

Did they choose to re-enroll?

How can we turn members into promoters and not detractors (think NPS)?



Consumers have different preferences at different places in their journey

At what point in the journey, if at all, would you like to receive the following types of information?

When finding care

Info on providers 54%

Details on insurance 

policies and coverage
48%

Proactive notifications on new services 

/ providers available from insurance
42%

Tools / resources to help navigate 
the healthcare experience

42%

Transparent pricing for services 40%

Suggested questions for 

my provider
35%

Education on various 

treatment options
33%

Status of paperwork / 

documents
31%

Health tips 30%

Info on payment options 30%

When accessing care When paying for care

Tools / resources to help 
navigate the healthcare 
experience is consistently 

desired at all stages

Info on providers and info 
on payment options switch 
in importance as a member 

progresses through their 
journey

Info on providers 39%

Details on insurance 

policies and coverage
47%

Proactive notifications on new services 

/ providers available from insurance
45%

Tools / resources to help navigate 
the healthcare experience

52%

Transparent pricing for services 51%

Suggested questions for 

my provider
53%

Education on various 

treatment options
58%

Status of paperwork / 

documents
54%

Health tips 56%

Info on payment options 39% Info on providers 21%

Details on insurance 

policies and coverage
35%

Proactive notifications on new services 

/ providers available from insurance
24%

Tools / resources to help navigate 
the healthcare experience

32%

Transparent pricing for services 41%

Suggested questions for 

my provider
23%

Education on various 

treatment options
22%

Status of paperwork / 

documents
35%

Health tips 21%

Info on payment options 52%

Q: At what point in the journey, if at all, would you like to receive the following types of information? (Base: n=1,945)



Consumers have different preferences at different places in their journey

Q: How would you like to receive information in each phase of your healthcare journey? (Base: n=1,945)

How would you like to receive information in each phase of your healthcare journey?

When finding care

Health insurance website 47%

Email 38%

Online member portal 36%

Mobile app 33%

Phone call 30%

Printed Materials 30%

Online or video chat 27%

In-person consultation 26%

Interactive voice response 25%

Text message 24%

When accessing care

Health insurance website 45%

Email 45%

Online member portal 51%

Mobile app 39%

Phone call 47%

Printed Materials 38%

Online or video chat 42%

In-person consultation 54%

Interactive voice response 32%

Text message 36%

When paying for care

Health insurance website 36%

Email 40%

Online member portal 36%

Mobile app 34%

Phone call 31%

Printed Materials 36%

Online or video chat 24%

In-person consultation 29%

Interactive voice response 23%

Text message 30%

Print is middling as a 
desired channel

The member portal, health 
plan website, and email

have consistent high ratings



Consumers Prefer Digital Communication Channels
But paper isn’t going anywhere

Source: 2020 Change Healthcare-Harris Poll Consumer Experience Index Research

By delivering communications via 
preferred channels, you can help 

improve the member experience, 

driving loyalty and revenues

Digital channels can help 

enhance the healthcare 

communications experience

“I want my health insurance to 
communicate with me using 

more modern platforms.” 
71%

“I would be OK if all
communication from my 
health insurance were digital.”

63%

“Communication with my 
health insurance would be 
easier if it were all digital.”

63%

https://changehealthcare.outgrow.us/healthcare-consumer-experience-research


Machine 

Learning

Business 

Rules+

1765 1870 1969 Soon

• Self-Driving Cars (e.g., Tesla)

• Chat-Bots (e.g., Google Contact Center AI)

• Personal Assistant (e.g., Apple Siri)

• Cashier-Free Store (e.g., Amazon Go)

• Autonomous Robots (e.g., Brain Corp)

• Precision Medicine

Healthcare is stepping into the 4th Industrial Revolution



THANK YOU


