
Preparing for  
Healthcare’s Next Act:
A guide to shaping the customer experience
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Harnessing  
the moment
Healthcare feels like it’s been 
on the verge of transformation 
for years, if not decades. Unlike 
retail, tech, or even financial 
services, things move slowly in 
a complex, high-stakes industry 
whose only product is our health 
and wellbeing.

In a matter of months,  
COVID-19 changed all of that. 
The pandemic broke down long-
standing barriers and accelerated 
digital health at a pace few 
could have imagined. It forced 
providers to rely almost entirely 
on digital channels for care 
delivery. It pushed consumers 
to do the same, with most 
welcoming the breakthrough  
and wondering why it had  
taken so long.

Even as people trickle back in  
for visits and procedures, it’s 
clear there’s no going back to 
care-as-usual. As Hero Digital 
research shows, most people like 
the convenience and flexibility of 
telehealth. They like the feeling  
of liberation and empowerment 
that comes from self-managing  
a condition remotely. The future 
of care they’ve glimpsed is not 
just convenient and virtual-first, 
but designed around them and 
their needs.

Everyone now asks:  
When will things get back to 
normal? But as a physician 
and researcher I fear that 
the resumption of normality 
would signal a failure to 
learn. We need to think 
not about resumption but 
about revision.” 1

—   Siddhartha Mukherjee, MD 
Author, The Emperor of Maladies

“
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At Hero Digital, we see three macro-trends 
powering this movement, trends that  
are shaping the customer experience:

Design for  
human success 
Focus on helping  
people achieve  
their goals.

Evolve toward a 
health ecosystem
Enhance value with  
an integrated care  
experience.

3

Stay connected 
from anywhere
Fulfill consumers’  
virtual care needs  
and preferences.

21
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Design for 
human success

1
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Everything has changed, 
including your patients
Health systems working to get 
reluctant patients back in for 
delayed procedures and regular 
checkups are encountering a 
shifting target. Over the course 
of the pandemic, people have 
moved their healthcare —  
and much of their daily lives  
— online. They’ve relocated, 
eliminated commutes,  
changed or lost jobs along  
with health insurance. 

In sum, many of your consumers 
are no longer where, how, or 
who they were pre-pandemic. 
For many, “success” in their 
healthcare experience has  
been redefined. They have  

new priorities, new preferences,  
and a palpable sense of urgency 
around health and wellness.  
Furthermore they’re more open 
to change than ever. Hero  
Digital research shows 25 million 
people are more likely to switch 
providers now than pre-COVID.2

With the explosion of telehealth 
putting a premium on digital 
engagement, it’s time to rethink 
the entire customer experience, 
shifting from a facility-centered 
mindset of booking appointments 
and filling schedules to a 
consumer-centered mindset of 
anticipating and fulfilling rapidly 
changing customer needs. 
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Courting the new healthcare “shoppers”

Even before the pandemic, provider loyalty was on 
shaky ground — especially among younger digital-
first consumers. Now, as Hero Digital research shows, 
consumers are wanting a multi-touch, digitally-enabled 
experience and they’re willing to shop for it.3

Overall, likely switchers are younger and more urban,  
but newly COVID-driven switchers are under 44 and  
skew suburban. They’re also more likely to engage  
in digital health experiences and select providers  
based on them.

+19%
more likely to visit  
a provider’s website

+80%
more frequent  
telehealth users  
pre-pandemic

+34% 
more likely  
to use digital  
health monitors

+103%
more willing  
to share  
health data

14%

are more likely to 
switch providers  
now than pre-COVID

COVID-impacted switches are...
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We need shopping, I believe, not only to 
fix health care, but also — and I know 
this may sound strange — to express our 
own humanity...In my vision, each of us 
will fashion the health care we want and 
deserve. We’ll express ourselves.” 4

—  Jonathan Bush 
Where Does It Hurt: An Entrepreneur’s 
Guide to Fixing Health Care

“
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To meet your patients where they are — and win their loyalty  
— re-evaluate what success in the new normal means for them,  
and re-design the customer experience around it.

Map the full lifecycle of your key personas or the full 
journey of key scenarios, capturing the interplay among 
your customer, care teams, technology, and data. Once 
you have visibility into the current flow of service, you can 
visualize an ideal future-state journey: 

— Reduce customer pain points
—  Streamline the handoff process between customers, 

care teams, and partners
— Improve technology functionality and data collection

Get started
—  Collect feedback from your customers, patients, 

and employees by conducting both qualitative and 
quantitative surveys for key use cases

—  Pay close attention to your audience segments and 
their motivations for engaging with you. Record pain 
points and prioritize areas for improvement 

Customer experience blueprint
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Stay connected  
from anywhere

2
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During the pandemic, millions 
of Americans have experienced 
virtual care for the first time. 
Driven by stay-at-home orders 
and fear of exposure, telehealth 
users nearly doubled in just  
six months, according to  
Hero Digital’s consumer survey.5 
And, for the most part, these 
first-timers like what they tried 
and are primed to explore  
other modes of virtual care.

Mirroring a macro-trend we’re 
seeing play out across industries, 
this dramatic spike in virtual visits 
opens the door to a distributed 

care model centered around  
the mobile consumer —  
what Jefferson Health CEO  
Dr. Stephen Klasko calls  
“healthcare with no address.”6

That doesn’t mean the brick-and-
mortar medical facility is going 
away any time soon, especially 
since rural consumers who can 
most benefit from telehealth 
are the least likely to have 
broadband access. Instead, 
in-person and virtual care will 
over time become connected 
touchpoints in a “one brand, 
many channels” experience.

Welcome to  
“healthcare  
with no address”
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Meet the  
“first-timers”

More likely than average to have tried 
other at-home care during the pandemic

digital health monitors+37%

mail-order pharmacies+47%

at-home lab testing+13%

Patients managing an 
ongoing condition are…

Willing to share personal data from 
apps, wearables, and devices

74%

would share  
their health 
data

+32%
more likely to  
try telehealth  
for the first 
time

Over 45

 
Suburban or Rural 
 

Mid-Lower Income  
($50k-$100k)

27% of people surveyed have 
tried telehealth for the first time 
during the pandemic. Those who 
are managing a chronic condition 
were more eager than most to 
embrace and see value in the new 
technology. Now, having sampled 
its benefits, they can’t imagine 
doing without it. Meet the new 
adopters whose preferences will 
heavily shape the direction of 
healthcare going forward.7

Generally positive about telehealth...

secure

64%

86%

36%

convenient not impersonal

I think  
telehealth  
is...
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Re-calibrating your digital transformation roadmap is 
a critical step in adjusting to the times. Evaluate and 
prioritize which initiatives can best address the biggest 
pain points in your current CX. Establish an ongoing cycle 
of input and evaluation:

—  Devote time up-front to interview stakeholders, assess 
the current situation, and review the market landscape

—  Test hypotheses and validate progress with your  
key audiences, ensuring that your solutions are  
well-matched to your patient and staff needs

Get started
—  Organize your projects by importance and urgency, 

giving extra weight to projects that are foundational  
to other activities

—  Address “quick win” projects (high business impact 
and low effort) to garner support and buy-in from  
key stakeholders 

As you manage through the ongoing pandemic and tackle near-term 
challenges, how can you also prepare for what’s next and begin defining 
what it will mean for your patients to access “care anywhere”?

Digital transformation roadmap AUDIENCE VALIDATION

STAKEHOLDER INTERVIEWS

CURRENT-STATE RESEARCH

COMPETITIVE/COMPARATIVE REVIEW
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Evolve toward a  
health ecosystem

3
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Toward a consumer- 
directed ecosystem
Across industries, consumers  
and markets are rewarding 
businesses that deliver enhanced 
value through a connected 
ecosystem.8 As Jerry Wind and 
his colleagues stress in their 
book, The Network Imperative, 

“Traditional leaders ask what 
value their firms can provide. 
Network leaders ask what  
value their customers and  
other networks have to offer.”9 

In this network economy 
model, health systems connect 
consumers to an ever-expanding 
network of apps and services, 
giving them more choice and 
more ways to actively manage 
and direct their own health.

With the pandemic accelerating 
adoption of telehealth and  

more consumers shopping for 
care experiences that meet their 
needs, the conditions are ripe 
for new ecosystem models 
to emerge centered on the 
consumer and their preferences. 

Recent government actions  
will soon put personal health  
data — previously locked up 
in EHRs — in the hands of 
patients.10 Hero Digital research 
suggests they are eager to put 
it to use, with a surprising 74% 
of first-time telehealth users 
saying they’re willing to share 
genetic information and data 
from digital health monitors  
and health tracking apps in  
return for the ability to better 
personalize and self-manage  
their care.11
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In today’s world of platform economics, 
value is increasingly co-created and co-
distributed across an ecosystem of partners. 
And nowhere is this more true than in 
healthcare, where we are each playing 
our part to achieve the same critical goals: 
improving health outcomes and experiences 
while lowering the overall cost of care.” 12

—  Ashwini Zenooz, MD 
Chief Medical Officer, Salesforce

“
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A personalized,  
patient-centered  
experience of the future

Complete 
picture

With the pandemic as an accelerator, healthcare — 
like other major industries — is moving toward a 
consumer-centered model where people can shop for 
care and share data with an endless array of apps and 
services to personalize their health experiences. In this 
model, advanced analytics and artificial intelligence 
generate insights to more deeply engage and support 
people to achieve their health goals and outcomes.

Data  
generated  
by provider

EHR
Past health

Provider history
Medication history

Appointments
Telehealth
In-person

Concierge medicine

Care 
team

Hospital
Pharmacy

Alternative medicine

Insurance
Coverage

Fulfillment
Alternate options

Diagnostic
Genetic counseling

Lab results
At-home testing

Data  
generated  
by patient

IoT
Smart scales
Exercise machines
Medication dispensers

Wearables
Fitness trackers
Thermometers
Glucose meters 

Support 
networks

Exercise groups
Nutrition groups
Mental health groups

Finances
Benefits / insurance
Auto-pay
Financing options

Self- 
reporting

Mobile
Email
In-person
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To meet consumers where they are going and improve value and  
outcomes, health systems should think about steps they can take now  
to partner, not just build, and evolve toward thriving health ecosystems.

As you plan your roadmap for future growth, consider 
where to buy, build, or partner to provide value to all of 
your stakeholders. When developing your partnership 
strategy, focus on impact potential:
 
—  Speed to market — accelerating your digital roadmap 

progression while addressing feasibility concerns 
—  Value exchange — developing an experience where 

all audiences mutually benefit from engaging in  
your ecosystem

—  Differentiation — identifying where you can provide 
differentiated value to your consumers

Get started
—  Determine which partnership model makes the 

most sense for your organization — this is key for 
establishing how your patients and employees will 
relate to both your brand and your partners’ brands 

—  Consider: Who is orchestrating the partner 
relationships? In which direction does information flow?

Partner ecosystem

TIME

VA
LU

E

PARTNER 
NETWORK 1.0

PARTNER 
NETWORK 2.0

PARTNER 
NETWORK 3.0

PARTNER 
NETWORK 4.0



18

Talk to us about:
Success in healthcare’s “next act” will require new 
models, new thinking, and new approaches to creating 
value for your patients. Hero Digital can be a partner on 
this journey to orchestrate and architect a reimagined 
customer experience. We’ll help you with:
 
— Customer experience blueprints
— Digital transformation roadmaps
— Partner ecosystems

To learn how Hero Digital can help you act on these  
 insights to improve your business performance, contact us  
at business@herodigital.com.

Trusted by healthcare leaders
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