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Introduction
Technology is changing every industry in fundamental ways, and this digital 
transformation is creating a significant shift in how businesses and organizations 
service, communicate and engage with consumers.

In our increasingly digital world, consumers expect to communicate — all the 
time — in an OmniChannel way. That means they want to be able to interact via 
the channels they prefer, whenever they choose — and that can change from 
moment to moment based on each individual’s situation and needs at any given 
time.

As organizations across many industries work to adapt to changing consumer 
demands, the healthcare industry has lagged behind in the digital transformation 
continuum. This paper explores the consumer demand for OmniChannel 
interactions, the challenges to digital adoption within the healthcare space and 
what’s on the horizon for the future.

Consumers prefer digital interactions
Since the iPhone launched in 2007, the growth of digital technology, and 
particularly mobile devices, has revolutionized how people access information, 
conduct business and interact with the world around them. Seventy-seven 
percent of adults in the U.S. own a smartphone, up from 35% in 2011, according 
to the Pew Research Center.

There are still demographic differences when it comes to technology adoption 
but those gaps are decreasing every year as digital becomes part of nearly 
every aspect of the way people live their lives. Right now, over 90% of American 
Millennials (those ages 18 to 34) own smartphones. However, there has been 
significant growth in tech adoption by older generations as well — 64% of Gen 
Xers own tablets and 85% own smartphones. In the Baby Boomer set, 67% own 
smartphones today — compared to only 25% in 2011.
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Globally, smartphone usage follows the same trend. In 2013-14, about a quarter 
of people in emerging and developing economies reported owning a smartphone. 
By 2017, that share had risen to 42%. Among the advanced economies, 72% 
reported owning a smartphone in 2017. 

Digital technology — driven by these trends in mobile access — has changed 
the way people shop, bank, pay bills, communicate, watch TV, listen to music, 
and interact with healthcare providers. Brands like Amazon, Uber, Netflix and 
Airbnb have revolutionized the shopping, travel and entertainment landscape — 
intrinsically changing consumers’ expectations for digital experiences that are 
more immediate, intelligent, individualized and easy to use than ever before. Now 
other industries are striving to catch up to the leaders by adopting OmniChannel 
technologies that will help them deliver better end user experiences.

Healthcare organizations are behind the 
curve 
A September 2017 study, conducted by Forrester Consulting, evaluated the 
state of digital transformation across six key industries — retail, banking and 
financial services, healthcare, insurance, telecommunications, and media. 
The study found that the healthcare industry ranked third in terms of overall 
digital maturity, following retail and banking. It’s not surprising, as healthcare 
firms typically lag about a decade behind other industries in adopting customer 
engagement technologies. One of the reasons is that the healthcare industry’s 
intense regulatory requirements have required a concentrated focus on data 
security, often at the expense of innovation and experimentation.

“We have seen that banking and utility companies are moving more quickly 
on digital, whereas healthcare’s adoption has been slower,” said Dharma 
Rajagopalan, Vice President and General Manager, Multichannel Communication 
Services at Conduent.

“Despite the lag, healthcare organization leaders 
need to focus on today’s digital technologies, 
while also looking ahead to what’s next,” added 
Rajagopalan.

The need to increase digital innovation capabilities 
is top of mind with healthcare executive leaders, 
with a recent survey by the American Hospital 
Association (AHA) indicating 75% of leaders 
believe digital innovation is important because 
it has strong ties to long-term strategy and 
competitive differentiation. However, that intent 
toward innovation hasn’t significantly changed 
some of healthcare’s long-standing methods of 
interaction.

“Despite the 
lag, healthcare 
organization 
leaders need 
to focus on 
today’s digital 
technologies, 
while also 
looking ahead 
to what’s next.”
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For example, take the paper-intensive medical billing and collections processes 
that are pervasive across the healthcare industry today. A 2018 study from 
Waystar and HIMSS Analytics showed that almost all of the 900 financial 
executives surveyed from hospitals, health systems, and outpatient facilities 
said they bill patient financial responsibility using paper statements. The same 
study showed that move than one-half of the 1,000 patients surveyed preferred 
electronic medical billing and payment. Patients stated they would like to pay 
their financial responsibility to healthcare organizations as they do for other bills.

There are significant issues that healthcare organization leaders need to address in 
the transition to digital communications and how it impacts patient engagement. 
There are fundamental questions that healthcare organizations must consider: 

• How do you make digital technology part of your integrated business 
strategy? 

• How do you drive adoption of digital tools? 

• How can you leverage technology, including artificial intelligence (AI) 
and machine learning, to move past transaction-based communication 
to create an integrated, seamless experience for patients?

“From opening a bank account to selecting a health plan, scheduling a doctor 
visit or ordering takeout – more and more, digital interactions are an integral 
and expected aspect of the way people live their lives,” said Michael Lambert, 
Director, CXM Client Solutions at Conduent. 

Lambert points to Amazon’s robust mobile and web app that monitors consumer 
behavior and trends, proactively coaches consumers through the decision-
making process and then assists during checkout, often guiding consumers to 
other products and services.

“Patients expect those same kinds of Amazon-like experiences — and forward-
thinking healthcare organizations are figuring out how to deliver those kinds of 
interactions,” he added.
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How are healthcare organizations advancing 
forward?
Consumers are overwhelmingly gravitating toward digital channels like online 
portals and mobile apps to connect with their healthcare providers and insurers. 
Research from West Monroe Partners found that while consumers’ expectations 
of the healthcare experience are rapidly changing, healthcare executives don’t 
feel prepared to meet their needs. Eighty-five percent of healthcare insurance 
executives aren’t confident they have the right technology in place to evolve the 
customer experience to meet consumer expectations, and 54% aren’t confident 
they have the processes needed to evolve that experience.

Source: “No More Waiting Room: The Future of the Healthcare Customer Experience”

What’s more, consumers are increasingly evaluating businesses and their 
services by the quality of their online experience and mobile apps. A Harris Poll 
survey found that 59% of all health-insured patients, and 70% of Millennials, say 
they would choose a primary care doctor who offers a patient mobile app over 
one that does not. Fifty-eight percent of consumers said they would consider 
switching their health insurance if they had a poor online customer service 
experience, a Google survey found.

The healthcare industry is in the early stages of this digital revolution, but it’s 
clear that the use of digital (and OmniChannel) communications has the potential 
to improve patient care and the patient experience in new and exciting ways. 
Mobile phones, and particularly smartphones, are a promising platform for 
engaging healthcare consumers in behavior change that leads to better health 
outcomes and lower healthcare costs. Thorough text messaging and mobile 
apps, healthcare consumers can receive health information that is targeted to 
them and then engages them in better self-care.
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“Digital communications are an effective way for healthcare organizations to 
improve patients’ medication adherence by sending regular reminders to patients 
to take their medications,” said Lambert. 

OmniChannel communication in action – 
healthcare organizations leading the way
One Chicago health plan reported that a pilot project using text messages to 
engage and motivate type 1 and type 2 diabetes patients resulted in improved 
glycemic control, a key to better disease management, and a reduction in health 
care costs. The University of Chicago Medicine enrolled members of the employee 
health plan into the disease management program, which sends plan members 
reminders via text to check their blood sugar and to take their medications. In 
addition to improved health outcomes, the study showed an 8.8% reduction in 
costs among enrollees, due to decreases in outpatient, emergency department 
and inpatient visits.

“Healthcare organizations need to look holistically at the impact of digital 
communication as it relates to reducing the total cost of managing a consumer,” 
said Lambert.

Patient care organizations are also seeing promising results by engaging patients 
through text messaging and mobile apps. At South Shore Health System in South 
Weymouth, Massachusetts, executive leaders developed a branded maternity 
app, called South Shore Hospital Babies, to deliver accurate, consistent 
messaging to expectant mothers and to replace printed maternity booklets, 
which had been the primary source of information.

In the first six months of the maternity app’s rollout, almost half of new moms 
opted for the app over printed handouts. South Shore estimates it 
will save $10,000-$15,000 in one year in printing costs 
alone — a number that will only accelerate as they avoid 
the typical reprints associated with routine updates and 
content changes. The hospital’s patient experience satisfaction scores 
also increased — OB-Maternity HCAHPS (Hospital Consumer Assessment of 
Healthcare Providers and Systems) survey scores have risen by 68%, jumping 
SSHS from the 53rd percentile to 89th percentile.

At Boston-based Brigham Health, a multidisciplinary team has been using a 
texting tool to enhance colonoscopy screenings. The tool provides patients 
with a digital colonoscopy prep guide in advance of their procedure, through 
instructions sent via text messages. The tool also sends appointment reminders 
and links to Brigham’s digital wayfinding system on the day of the appointment. 
Patient feedback indicates high patient satisfaction with the prep guide.
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Brigham Health leaders report that the texting tool led to a decrease in patient 
no-show rates of over 30%. Organization leaders noted that this significant ROI 
enables Brigham to build the platform out to other services lines.

Digital technology is advancing rapidly, and it is clear that mobile devices are 
leading the charge, notes Anthony Dirado, Director, OmniChannel Communication 
Services at Conduent. “Mobile devices are pushing the future of digital interaction 
and experience forward – and that driving force is logical. Everyone is walking 
around with the most powerful communication device they’ve ever owned, right 
in their pocket or purse.”

In the past year, the U.S. healthcare industry saw the biggest insurance 
companies launch new consumer-facing apps to enhance member engagement. 
Anthem launched Engage, a comprehensive digital health platform that consists 
of a single sign-on hub for different member benefits, an engagement and 
activation platform, and search tools for cost and quality comparison. Cigna’s 
patient-facing app, One Guide, combines digital technology with personalized 
customer service, including customized alerts and notifications, as well as the 
human touch in the form of coaching. Consumers can access the platform via 
app, chat, online or phone. 

Key to success in an OmniChannel 
communication landscape
Moving forward, healthcare organizations will increasingly establish their 
competitive advantage based on their ability to provide exceptional customer 
experiences across all aspects of the consumer interaction. The future of digital 
communication is not just converting print to electronic, but rather creating an 
integrated, seamless and personalized experience that says to consumers “I 
know you” across all available channels. 

Healthcare organizations now have more 
data on patients than ever before — their 
medications, health history, and even data 
from fitness wearables—and consumers 
expect them to use that data to deliver relevant 
and highly personalized communications 
and user experiences. As organizations 
drive complex decision-making tasks into 
the hands of consumers through digital 
interfaces, it becomes increasingly important 
for that content to be contextual and timely. 

“Healthcare 
leaders need to 
focus on what 
we call the three 
I’s—immediate, 
intelligent and 
individualized 
interactions.”

– Anthony Dirado
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“Healthcare leaders need to focus on what we call the three I’s—immediate, 
intelligent and individualized interactions,” says Dirado. “In a world of big data, 
predictive analytics and business intelligence, individuals expect that you know 
about the products or services that they are using. The individual piece is critical 
— as a consumer and as a patient, I want a completely seamless experience 
across all my channels. I want to have my own customer journey, which is 
individualized to me.”

“To encourage that digital and personalized adoption, you need to create an 
attractive service engagement that provides value to the consumer. That could 
be an elegant mobile app or an AI-powered SMS text experience,” Dirado added.

In an OmniChannel environment, whether a patient interacts with a healthcare 
organization through a chat platform, text message or web portal, all those 
channels can deliver the same content and provide two-way, interactive and 
secure communication.

“As a consumer you are thinking about, Am I comfortable putting my EOB 
(explanation of benefits) on the web or on the cloud? What are the authentication 
mechanisms in place for security? Will there be a data breach? Those are the 
questions that matter to consumers most about digital adoption,” Rajagopalan 
says. “The transformation has to be patient-driven; they have to know that their 
data is secure.”

Moving forward, digital interactions will be further enhanced by data analytics, 
AI, machine learning and augmented reality (AR) technologies. AI chat bots 
and intelligent voice assistants, which are now being piloted at a number of 
leading healthcare organizations, represent the next step in the evolution of the 
OmniChannel patient experience. 
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Conclusion
Healthcare organizations that want to be successful in today’s evolving digital 
landscape will need to leverage mobile and other technologies to create a 
seamless and integrated experience that provides information that is contextual, 
meaningful and personalized to every patient. 

While healthcare has been slower to adopt digital technologies compared to 
other industries, leading organizations are forging a path forward by developing 
integrated digital platforms — web portals, chat bots, text messaging platforms 
and mobile apps — to enhance the patient experience and drive engagement 
throughout the journey.

Industry thought leaders agree that the pace of change in digital technology 
continues to accelerate, and healthcare organizations must continually evolve, 
engaging with patients in innovative ways and establishing a competitive 
advantage in our increasingly digital world.


