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What Do Consumers REALLY Think About 
Health Care Disruptors?



Learning Objectives

▪Review data on consumer and provider attitudes and 
perspectives on disruptors vs. traditional

▪Adjust perceptions about these attitudes and perspectives by 
exploring original research and implications

▪ Interpret insights from this data and consider how they might 
affect response and messaging
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Disruptors are having a big impact.

What do consumers say? 

And how do they feel?
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Online survey

n=1,018 → +/-2.6% at the 90% CL

2023: June 14 – 27 
2022: January 7 – February 5 (n=1,000 → +/- 2.6% at 90% CL)

National random sample among heads-of-household who are the 

health care decision-maker for the home

(Data weighted by geography, age, income, ethnicity, education, and sex)

National consumer survey Digital ethnography

Audience roles:

Participant

Endorser

Lurker

Audience segments:

Consumers

Patients

Physicians

Nurses

NPs

PAs

Pharmacists

Med Students

National study of online behavior and discussion
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The biggest disruptor of them all …?
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COVID-brain is still impacting ~3 in 10 adults 
(with greater impact on Parents, Millennials and Gen Z)

Patience
I find myself losing my patience 
easier than before

30% (33% in 2022)

Memory
I am having trouble remembering 
simple things

25% (27% in 2022)

Brand Linkage
Even if I remember an ad, I find it harder 
to remember who the company was

33% (34% in 2022)

Attention Span
I find it harder to concentrate and 
pay attention to things

29% (29% in 2022)

Q70: For the next question, please agree or disagree with each statement as it applies to how you feel now compared to a couple years ago before COVID. Note: % Strongly Agree/Agree shown.

Parents: 37%, Gen Z: 33%, Millennials: 34% Parents: 37%, Gen Z: 44%, Millennials: 41%

Parents: 37%, Gen Z: 44%, Millennials: 35% Parents: 44%, Gen Z: 44%, Millennials: 44%
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Connect 

with empathy✓Memory
✓ Attention span
✓ Patience
✓ Brand linkage

COVID cognitive challenges impact marketing

Messaging must be…

1. Simple

2. Engaging

3. Repetitive

4. Brand must be the star
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How do we market to COVID-brain? → Talk to the heart!

2% 2% 6% 8% 6% 12% 12% 18% 16% 8% 9%

Q57: Next, think about those health care ads that you tend to remember more, do they tend to speak more to the ‘head’ presenting facts and features about their product or service or do they tend to 
speak more to the ‘heart’ connecting on a more emotional level with people.  Slide the bar left or right depending on the type of message these more memorable ads present to you. (-5 to +5 range)

Mean = 
1.15

63%24%

Emotional messaging is 

even more memorable 

to Gen Z and Millennials 

as well as Parents.
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Who are the disruptors in your market?
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Disruption expanding: “competition” for primary care and more
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Kinds of disruption: new players, new ways of accessing care

Primary care

Retail clinics

Walk-in clinics

Urgent care

Telehealth…?

Virtual care

Telehealth

eHealth

AI-enabled care

Remote patient 
monitoring

Acute care

Urgent care at home

Hospital at home

Chronic disease 
management
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Quality is in the eye of the consumer.

Now, more than ever.
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2014
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2021
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Hospital 

at Home

22%

Amazon 

15%

Urgent at 

Home

21%

CVS 

Health Hub

18%

Walmart 

Health

16%

50%

38

29 29

19

30
28

24 25
27

21

26
23 24 25 24

Gen Z Millennial Parent
Service Very Likely to Use or Sign-up For

2022 36% 36% 33% 34% 31% 30% 28% 34% 28% 31% 24% 26% 28% 30% 28%
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Consumers will use whatever’s convenient. 

They don’t care who’s providing it.

(It’s a both/and world.)
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• No appointment or easy-to-book appointments.

• Shorter wait times.

• Don’t have to go to a separate pharmacy to pick up over the 

counter or prescription medicines.

• Don’t have to search for a PCP who takes a particular 

insurance type.

CONVENIENCE IS KEY
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• Known for being very short staffed.

• Stressful for NP or PA who is running a whole clinic.

• Retail’s thin staffing is strangely seen as a benefit by consumers.

• Much simpler/less confusing for the patient (fewer people).

• The patient doesn’t need to do as much to advocate for 

themselves or be the messenger.

PROVIDER PERSPECTIVE
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I just talked to a friend who works at Minute Clinic. I asked 

because I was interested in working there as well. They said 

there is no ancillary staff at all. Providers must check in 

patients, clean up rooms, see the patients, and then order 

supplies. She says there’s a line as soon as it opens and no lull 

in the day at all. So no time to order supplies. Basically you’re 

running a clinic by yourself making CVS lots of money as you 

work yourself to death.

– Reddit User
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These are new starting points for care.

Technology = Control

Control = Better Experience
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Patient decision
40%

Patient 
decision 

w/Dr input
27%

Shared 
decision

23%

Dr decision 
w/patient input

6%

Dr decision
4%

While patients are still proactive in their health care decisions, 
doctor input has increased since 2022

Patients’ Desired Role in Health Care Decisions

2022

Patient decision
16%

Patient 
decision 

w/Dr input
36%

Shared 
decision

33%

Dr decision 
w/patient input

6%

Dr decision
4%

2023
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0%

10%

20%

30%

40%

50%

60%

Gen Z Millennials Gen X Boomers Silent

Patient decision Patient decision w/ Dr input Shared decision Dr decision w/patient input Dr decision

All age groups (especially Gen Z and Millennials) have shifted 
towards a shared decision since 2022

Patient Decision-Making Preference by Age
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Q2: Do you have a primary care provider?
Q2.2: Who do you consider to be your primary care provider?
Q2:1: Is your primary care provider located at a…?

88% of adults have a 
Primary Care ‘Provider’

Gen Z
70%

Millennial
89%

Gen X
85%

Boomer
93%

Silent
97%

Down 
significantly from 

78% in 2022

Primary Care Provider is…

74%
Primary Care

Physician

6%
OB/GYN

18%
PA or NP

73%
Physician’s

Office

15%
Hospital

5%
Urgent Care

Center

3%
Retail

Pharmacy

1%
Virtual

App

And They Are Located At…

The younger you are, the less likely you are to have a PCP
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Time (and convenience?)

is the new currency.

-Rob Klein
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Not every cough needs 

an in-person doctor’s appointment.

And consumers are smarter than 

their providers give them credit for. 
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Use app to check 

symptoms

App says it could be 

COVID-19

Use teledoc to consult

Secure testing 

appointment at CVS 

Home tech as 

starting point within 

a journey

We have observed that 

when patients have this 

kind of control over their 

care journey, they feel 

the experience is better 
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Transparency = Trust
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7.47 7.39

6.89 6.81
6.54 6.44 6.28 6.22

5.98 5.97 5.96 5.93 5.87
5.60

0

1

2

3

4

5

6

7

8

9

10

2022

Do not trust

them at all

Trust them 

completely

Millennials and 

Gen Z tend to 

have higher levels 

of trust across the 

board.

TRUSTWORTHINESS

Trust is not strong even for perennial favorites; basically flat or decreasing since 2022
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BUYING OR RECEIVING CARE?

Retail clinics are seen as the more transparent transaction

Healthcare signals a “patient experience” but….

• Private clinics and health systems pretend it isn’t about money.

• Retail clinics don’t pretend you aren’t a customer

• Poor customer service gets rationalized: “it’s healthcare, not service.”

Transparency in pricing is deeply important to customers/patients

• We don’t reveal prices up front because “it is about health, not service.”

• Patients feel tricked when they get the price at the end of the appointment – or later.

• Whereas retail often tells them exactly what they are getting and what it costs.
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Upfront Pricing

+

Backend Billing
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24% searched for health care service prices and 56% of those chose the lowest price option

Called: 54% (54% in 2022)

Went online: 26% (27% in 2022)

Stopped in personally: 10% (7% in 2022)

Emailed: 9% (11% in 2022)

24% (20% in 2022)

Price Shopped

56% (53% in 2022)

Chose Least Expensive 
Option

Q61: Next, within the past year, did you or did a member of your immediate household contact any health care organizations, hospitals, or physician offices to ask about the price for a specific visit, test, treatment, or surgery?
Q62: How did you check on pricing the most recent time?
Q63: What type of health service did you ask about pricing for the most recent time?
Q64: Did you end up choosing the least expensive provider the most recent time?

Gen Z 60% 

Millennials 66%
Gen Z 36% 

Millennials 35%

Gen Z 35% 
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52%
have paid a health 

care bill online

(2022: 41%)

48%

Online

20%

Mail it in

19%

Phone

1%

In person

Preferred Method to Pay a Health Care Bill

Q65: Do you prefer to pay medical bills...?
Q66: Do you ever pay your health care bills online through your provider's website?
Q67: How would you rate your online health care bill paying experiences overall?

Increasing preference and action for online bill paying; fewer and faster bills is better

31%

24%

11%

4%

17%

13%

One Two Three Four or more As many as
needed

Not sure

2022

ACCEPTABLE NUMBER OF BILLS TO RECEIVE

feel that ONE MONTH is 
the longest it should take 

for you to send a bill

76%
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Retail has learned healthcare faster than 

healthcare has learned retail.

(The same is true of tech.)
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Quality

Quality – Complexity

Customer Service

Ease of Access

Control

Pricing + Quality Logic

Transparency in Motives

Speed of Care Delivery

Transparency of Speed

DisruptorsTraditional

How do we measure up?
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Three Key Disruptor Take-Aways

▪ Technology = Control 

▪ Disruptors have moved the starting line up and allowed people to take 
more control of their care.

▪ Quality is in the eye of the consumer. Now, more than ever.

▪ Control = Better Experience

▪ Time is the new currency (Rob-ism)

▪ Consumers want convenient, reliable care (mostly). 

▪ It’s a both/and world.

▪ Transparency = Trust

▪ Retail has learned healthcare faster than healthcare has learned retail. 
(The same is true of tech.)
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Ask yourselves:

What business are we in? What business *should* we be in?

Who do our communities need us to be?

Are consumers receiving healthcare? Or buying healthcare?

Is it REALLY a relationship? Or a transaction?  

How are we adapting to the shift in power structure? 

Do we even see it?

Considering how COVID has affected consumers, 

how might we market differently? 

Which of these disruptions will benefit consumers the most?

What are you doing to meet these new expectations?
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Questions?
Please be sure to complete the session evaluation!
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Download 
and sign up 

for NCIS

Rob Klein
Founder & CEO

Klein & Partners
rob@kleinandpartners.com

kleinandpartners.com

linkedin.com/in/kleinbrandman

Laila Waggoner
VP, Strategic Partnerships

Core Health

laila@corecreative.com

corecreative.health

linkedin.com/in/lailawaggoner

Dean Browell, PhD
Chief Behavioral Officer

Feedback

dean@discoverfeedback.com

discoverfeedback.com

linkedin.com/in/deanbrowell

Thank you!
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a) Amazon Care: Provides primary and urgent care services to adults virtually on your mobile device or PC as well as in-person at one of their locations or in 

your own home or even your workplace.

b) Health insurance plans such as Humana and Kaiser opening up primary and urgent care centers; Humana will open its own senior-focused primary care 

offices while Kaiser has partnered with Target and CVS to open up clinics in Target stores.

c) Walmart Health: Clinics in Walmart stores providing medical, dental, and optometry services.

d) Virtual-first primary care plans: Major plans such as UnitedHealthcare, Aetna, and Cigna are developing health plans where the first entry point to getting 

primary and urgent medical care is with a virtual primary care provider.  From there, the next step in the care journey is determined and can include 

transitioning to in-person care.

e) Artificial intelligence-powered virtual assistant: Alexa Health and Wellness at Amazon can interact with people in their home and provide reminders to take 

prescriptions and answer health-related questions, schedule appointments, etc.

f) Remote patient monitoring: The use of digital technologies to monitor and capture medical and other health data from patients and electronically transmit 

this information to healthcare providers for assessment and, when necessary, recommendations and instructions.

g) Hospital at Home: Hospital-at-home enables some patients who need acute-level care to receive care in their homes, rather than in a hospital.  For example, 

following a surgery, rather than an extended hospital stay, the patient is sent home with equipment such as IV's and remote, internet-based monitoring devices, 

along with visits from medical professionals, to recover and recuperate in their own home.

h) Urgent Care at Home: Rather than visiting an urgent care center for non-life-threatening situations, patients can request a traveling "urgent care" team of two 

medical professionals capable of administering tests and certain medications to visit their home in a timely manner.

i) CVS Health Hub: Expanding on Minute Clinics that focus on minor illnesses and immunizations, Health Hubs will focus more on chronic disease 

management, services like sleep apnea assessments, blood draws, virtual visits, on-demand health tools apps.  And a "care concierge" will direct customers to 

providers like nurse practitioners or nutritionists.  There also will be an expanded offering of medical equipment and other medical supplies.

Disruptors we tested
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Bibliography/References

▪Original research “National Consumer Insights Study (NCIS)” 
from Klein & Partners and Core Health and digital ethnography 
from Feedback.
▪ Feel free to use any of these charts and share with colleagues; we just 

ask that you acknowledge Klein & Partners + Core Health: 2023 NCIS 
as the source of the data.

▪ Many of these topics have additional data available for further analysis 
or discussion; if you are interested in learning more, please get in 
touch. 

▪Additional data from Advisory Board.
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