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Digital Experiences in Healthcare
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We’'re all digital natives when it comes to our health

Research every diagnosis Online Search online “first thing” when
experiencing a symptom
94% 91% 90%

So 84%

71%
66% °

Ages 18-34 mAges 35-64 mAges 55+

Source: Adobe & Econsultancy Healthcare Survey Dec 2019 g
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The digital shift happened already

1994 2017 o

Silent (72+) ‘

35y

5%

33% Post Millennial (16 tc

2 57 Millennials (21 tc
0
PAS LY

Age Groups Making Healthcare Buying Decisions

Source: Pew Research Center analysis of 1994-2017 Current Population Survey
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12%

“We sell an
experience.”

Healthcare C-Suite Opinion

Source: Adobe & Econsultancy Healthcare Survey Dec 2019
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Despite what Healthcare Executives think...

We are not happy with our healthcare experiences [Ranked from Best to Worst]

Rank

Retail - stores and websites 1

Banking & Financial Services — personal banking, investment services

/@\ Wireless and home technology - mobile and cable related services

Travel & Hospitality (QSR)

] Healthcare — health insurance companies, healthcare providers, pharma

Automotive - dealers and services

ﬁ Government — federal and state offices

\



Health Consumers are Changing the Power Dynamic
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Meeting New Digital Demands

Understand customer priorities, challenges, and
provide value in current market conditions

Proactive
Communication &
Outreach

Digital
Adoption /
Self-
service

New Ways

of
Working

Deeper
Understanding of
the Customer

Business Continuity

Shift Brick &
Mortar Strategy

Community
Support
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Better Understand Your
Customer

Identify specific customers and audience
segments, understand behavior (interests
and points of friction), anticipate actions

Use data to generate actionable insights
and improve customer outcomes
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A major provider is using data to identify customers by
geographic location, and direct them to local testing
facilities based upon age, conditions, and assigned
priority. Communications are tailored to patient needs,
and home-remedies to alleviate symptoms.

A major health insurer implemented chat bots as a
means of distributing targeted information based on
common questions / answers related to current
events. Customers understand their level of risk and
actions they can take based on their level of risk.

A major pharmaceutical company utilizes anonymized
data and audience segmentation to deliver
“personalized” content to consumers of a diabetes

management drug.
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Digital Adoption & Self-
Service

Increase online and mobile adoption and
self-service to:

Increase customer efficiency

Reduce unnecessary visits to public
locations

Reduce call center volumes
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Global pharmaceutical company is speeding vaccine
trials by digitizing evidence collection and evaluation
forms, and then connecting them directly to clinical
trial facilities. Real-time, scalable exchange of
information expedites decision making and lowers
costs.

Change Healthcare has developed an application that
enables customers to shop for treatments and
procedures, schedule them and pay up-front all in a
convenient digital forum.

A regional insurer is leveraging QR codes in
direct mail and email campaigns to encourage
mobile app downloads from non-users.
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Researching
Diabetes Symptoms

Better Understand Your Customer

Targeted display ad to unbranded site

.4

Diabetes Drug

Browsed “Living -
with Diabetes” on
UNBRANDED site

= Next visit to BRANDED site
displays content relevant to
ALREADY DIAGNOSED
segments

::::::

Browsing through ‘real e

patient stories’ on m— i

branded site

Site content updates to
surface “Sign Up for
more info” CTA
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Challenge

Solution:

Impeastipliant

Customers are not engaged by one-size-
fits-all messaging, they expect you to
know them.

Personalization is difficult because g
compliance issues regarding use 4

Journey-based personalizatio e
behavioral data deliver the right
via the right channel
Personalization based upon ana
data and audience segments is

Accelerated customer journe
shortened time to desired oy
Increased engagement
Increased customer satjsf



Digital Adoption & Self-Service

Shop Book and Pay™

8:00 PM 100% (=

€ Schedule Appointment =

When would you like When would you like
to come in? to come in?

8:00 PM
8:00 PM

e Example Medical & Find Care Now € Schedule Appointment

KNEECAP TENDON REPAIR

s Estimated National Average: $5,025
Find Care Now o
In most cases, the patellar tendon tears at
the point where it attaches to the knee cap.

Appointment for Greg
More
@ Current Location

Wwith
POPULAR SEARCHES Dr. Alan Pickett

Kneecap Tendon Repair

ey, n ; W
@iy Pl
MRI with Contrast N con IHEEEENEI

Purpose for this appointmen
Kneecap Tendon Repair

CID CID €D

( More Options

Filter v Sort w
Functional MRI

Dr. Allen R. Pickett, M.D.
Chemistry Labs 1200 12th Avenue S

*kdk s (12) 1.2 mi October v 15 v 915AM v

Estimated Cost

Ultrasound YOU MIGHT ALSO NEED

Follow up visit
Testing

Lab work BOOK APPOINTMENT

Kneecap Tendon Repair

$1,811 Kneecap Tendon Repair v

Dial 911

gy Dr. Jason Germaine, M.D.

Shop — Managed Shopping Experience Book — Integrated Digital Scheduling

* Empower consumers with pricing information, * Within the same workflow, allow patients to
bundles of services, and recommendations in an search and book appointment with your
easy, online directory organization

* Trigger shopping workflow from referral orders,
pre-filling the consumer’s “shopping cart” with
services
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on volumes or the referral order

e = 00% ()
X Payment
. Open until 8 PM v
R 1200 12th Avenue S
i How do you want to pay?
Seattle, WA 98144
*akks (12) 1.2mi
September 20, 2019 $1,811.00
Dr. Allen R. Pickett Total Due
Allen R. Pickett, MD, FCCP, is a graduate of
George Washington University... more
Make a one-time
[ ] pajirent $1,811.00
Estimated National Average: $5,025
 Createa
I . . . . KNEECAP REPAIR USUALLY INCLUDES ~ payment plan
Provider Cost $1,503 — Pay with ‘
-

* Suggest recommended appointment times based

CHANGE

HEALTHCARE

8:00 PM 100° 3 o0s = 8:00 PM

Dr. Allen R. Pickett...

Supplies $218 / CareCredit
Facility Fees $79

Total $1,811

I Send Today
Kneecap Tendon Repair

() Bank Account

@ Credit/Debit Card  visa @ [ ==
ADD TO CART & CHECK OUT

Add to Cart & Continue Shopping BACK NEXT

Pay — Collect Payment Upfront

J
* Query insurance and prompt pre-pdyme he
expected out-of-pocket balance while patj

in scheduling workflow



Preparing for the future: The CXM Playbook

© experienceleague.adobe.com/playbook

WELDONEE TO WOUR

CXM Playbook

Ready to move beyond a CXM strategy and theory o action? This playbook will

Watch an overview demo video

help you build 8 glan (o becarme a dala-drven expenance DUsiness and master
CUSTaMEr experience management (KM )

Assess yourself across six areas of
Digital Transformation

What it includes:

+  Best practices based on years of Adobe expenence

+  Imdustry benchmark compariscins
¥ Customized suggestions

% Lorum Ipsum 3uta SaVIng your 3coount

See benchmarks, take notes, flag
content, review learning paths

O watch a guick playbook demo

ttttt
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https://landing.adobe.com/experience-league/

Additional Adobe Resources

Our commitment to you.

crestonigh s g e

We're here to support you.
¥ %
e & A
TS &L

\\\\

Tips for maintaining business continuity.

Know your customers and how they want to engage.

Digital engoge s ik

your site — ones who might have been interacting diflerently with your brand in the past. Understanding custorer needs, determining
i and delivring the righ is : an ever.

increase 5, and the times s

eam how to leverage

Be transparent with your customers.
ing ope along way rships Betransp: orcustormers about
the challenges youe facing while reinforcing your commitment to serving them relevant, personalized communications

Get tips for creating a

nsistent b

dexp

COVID Response
adobe.com/covid-19-response
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Adobe Experience League Community Experience Cloud Document Cloud

Welcome to

EXPERIENC
LEAGUE

Experience Makers are made with Experience League. Kick start your
Customer Experience Management abilities with personalized learning to
develop your skills, engage with a global community of your peers, and eam
career advancing recognition.

Join Experience League today!

Join Experience League %

(®) Leam about the velue of Experience League Jason Pa @as

° Experience Platform

Find Answers Recommended @O Newest
Learn how to use
Experience Platform with

videos, event recordings,
s ies (>]

5 =

Migrating from DTM to Building Rules in Launch Choosing a Hosting Option

APL Admin Console Launch in Launch
In this video, you will learn

DTM || Developer Learn the key steps to how to create rules, in order Understand the options that
aor) (Dservie migrate from Adobe's to execute commands for you should consider as you

Dynamic Tag Manager you in Launch, using your are choosing a hosting
Launch ) ( Leader (DTM) to Adobe Launch, our installed extensions. Rules option for the Launch
Mobile Services next-gen tag management include events and libraries.

system. Also included conditions to determine
Reference ) ( Setup instructions on using the when to do stuff, and

) o ®© @ © 6 0 9o

Adobe Experience League
experienceleague.adobe.com

15

The Digital Experience Conf

oS

4z

The digital experience conference
has gone digital.

Sign up for free access to the entire on-demand
event

Ve rom Adobe e
CountryRegon
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