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With nearly 10,000 participants in the 2022 study, more than 95,000 businesspeople
from every continent (including Antarctica) have contributed their time and insights
to this research since its inception in 2010. Their contributions make this the largest
and most durable international study of how digital trends are changing the marketing
discipline.

Adobe and Econsultancy would like to thank everyone for their effort and insight.
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Foreword

Welcome to the 2022 Digital Trends — Healthcare in Focus
report! Based on Adobe’s annual survey, produced in
collaboration with Econsultancy, the report captures the
insights of 522 qualified client-side healthcare respondents.
The study has enabled us to map the evolution of customer
experience trends and identify opportunities for companies
to refine their digital strategies and drive sustained growth

in the new year and beyond.

There's no doubt that the global events of the past

two years have accelerated the digital transformation
of companies in the sector, and it won't be letting up.
Indeed, the majority (82%) of the healthcare executives
we surveyed either ‘agree’ or ‘strongly agree’ that the

pace of change will persist for the foreseeable future.

Perhaps unsurprisingly, executives are rethinking how
they engage with patients and consumers. The pandemic
raised the bar on the need for healthcare organizations
to be more agile and collaborative, and to speed up the
time-to-value. It prompted companies to turn to real-time
data and insights to handle the unexpected. It also forced
them to bridge functional silos — across sales, marketing,
product, IT, finance, and support - to understand how to
run a digital business end to end. As customers fluidly
switched between channels of interaction, the need for
omnichannel personalization, automation, and scalability

took on greater urgency.

Companies that overcame organizational and technology
silos and worked across functions to quickly move as one
came out in front. Throughout 2021, we saw a widening
gap between those that were able to pivot and capitalize on

the shift to digital and those that were caught flat-footed.

The challenge that many organizations face today

is how to incorporate the agile methodologies
developed in response to the pandemic into ongoing
business operations. The study shows that many are
struggling with implementing the necessary cultural
and operational changes to stay nimble and respond to

rapidly evolving market dynamics.
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Thomas Swanson,
Head of Healthcare Strategy & Marketing at Adobe

As companies move from one moment of uncertainty
to the next, grappling with inflation, global supply
chain problems, a tight labor market, and shifting
pandemic conditions, data-driven customer insights
and the ability to quickly adjust strategies will be more
important than ever. Healthcare organizations that can
successfully operationalize rapid decision making and
act on customer insights will be better positioned to
achieve customer-centric experience innovation — and

sustain business growth.

The 2022 Digital Trends - Healthcare in Focus report
explores a wide range of trends impacting companies’
ability to successfully navigate the highly dynamic
global environment, including changing customer
expectations, escalating complexity and competition,

training, and development.

With the world in a constant state of flux, this year's
report offers timely insights to help marketers and
business leaders reflect on their strategies to drive

sustained success in 2022 and beyond.



Methodology

The 2022 Digital Trends — Healthcare in Focus report is based on an online survey fielded to select Econsultancy and

Adobe lists. In addition, third-party panel participants were added to meet quota requirements and given an incentive for

their time. The survey was launched on November 11th, 2021 and closed on January 6th, 2022 with 522 qualified patient-

facing healthcare respondents.

DEMOGRAPHIC PROFILES

* 22% of respondents are at the senior director level
or above, 78% at the practitioner level. Throughout
the report, we include comparisons between
these two groups.

* Those addressing B2C markets accounted for
38% of respondents, followed by 37% catering to
B2C and B2B markets equally and 25% B2B only.

* More than half of respondents (52%) were located
in North America, 37% in Europe with 10% in Asia,

Australia, and New Zealand.

INTRODUCING THE MARKETING ORGANIZATION
PERFORMANCE INDEX

To explore the characteristics of leading and
mainstream healthcare companies, we developed

a Marketing Organization Performance Index
(MOPI). The index is based on a practitioner-level
question asking respondents to rate their marketing
organizations on a 10-point scale along five distinct

measures.

* Agility in responding to opportunities and
disruptions that may arise

* Innovation

* Collaboration from the technology/IT group

* Talent development and education

* Ensuring diverse and inclusive teams
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We selected these five measures because, as you

will see in the report, they are each related to building
successful organizations that can survive and thrive in
the complex and fast-changing business environment.
Our thinking in developing this index was that a
composite measure that incorporated all five would
provide an additional level of insight above and beyond

the individual measures.

Since respondents rated their marketing organizations
on a 10-point scale on each of five measures, the
highest possible score was 50. We then assigned each
respondent to one of two categories based on their

index score:

* Leaders, comprising 32% of the respondents, are
those whose scores ranged from 37 to 50. They
rated their marketing organization highly across
most, if not all, five measures.

» Mainstream, comprising 68% of the respondents,

are those whose scores ranged from 16 to 36.



Executive Summary

From innovation to necessity and onwards to evolution, the digitization of healthcare is handing more control

over their wellbeing to individuals than ever before. There is a real sense that successful digitization could

see the relationship between practitioner and patient create not just a virtuous circle but a virtuous spiral,

each interaction delivering more appropriate, better-focused care than the last. By and large, executives

at every level of healthcare recognize the potential of a wide range of digital healthcare services and

appreciate how they integrate into overall patient care. However, there are still some gaps in both knowledge

and resourcing that must be addressed before the opportunities in digitization can be fully realized.

MAKING MONEY MEET AMBITION

While telehealth visits were available well before the
pandemic, the restrictions on face-to-face interactions
imposed by COVID-19 opened up the possibilities

of how they could complement patient care. Many
practitioners are now keen to exploit its potential yet
further, but while the enthusiasm is there, funds are
not necessarily keeping pace. Beyond emergency
powers to pay for remote services, there is not yet
clarity on how telehealth and associated digital
services could become a compensated part of

standard healthcare packages.

HEALTHCARE IS A POINT OF DIFFERENTIATION
The younger the generation, the more focused it is
on its overall wellbeing. To the extent that Gen Z and
millennial employees would rather see healthcare
prioritized over a salary raise if push came to shove.
This means that, whether mainstream healthcare
provides access to digital services or not, younger
generations are more likely to seek out providers, or
employers, that do. Healthcare providers that focus
on old-style appointments, lab results, wellness
approaches (or the lack of) will find themselves
deselected in what is becoming a preference-driven

sector.
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HEALTHCARE ON THE PATIENT'S TERMS
Digitization does not mean removing the in-person
healthcare experience, far from it. Today's healthcare
consumer is looking for a mix of on and offline
wellness provisions that meet their needs, wherever
they may be. That means obtaining lab results while
buying shampoo in a store, having access to an
automated telehealth consultation at home on the
weekend, or an in-person appointment that has been
digitally scheduled and delivers a holistic healthcare
program based on data-led insights into conditions,
overall health, and lifestyle. To be a healthcare provider
at the point of consumption, the organization has to be

digital-first at its heart.

SIMPLIFY, RATIONALIZE - THEN BUILD
Healthcare startups are a small, but influential part of
the sector. Legacy healthcare providers currently have
a much larger market share, but they can and will be
disrupted. While digital-first and -only organizations
benefit from being built digitally from the ground up,
legacy institutions can also benefit from the same
digital advantages. However, they must not try to

run before they can walk. For many, it means going
back and revisiting core systems and processes

and reconfiguring them - including their employee
workflows — so they're fit to support future digital
innovations. Any activities attempted without this

foundational work are almost certainly doomed to fail.



1. Introduction

It is tempting, two years in, to want to leave the pandemic and its fallout in the rear-view
mirror. Executives across many sectors are now talking about their post-pandemic learnings,
how they have altered their respective customer experience landscape and how they’re going

to innovate going forward.

That healthcare also has applied post-pandemic lessons is undeniable. However, the sector
is also still very much in pandemic mode. As of February 2022, some regions including much
of the US and Northern Europe are significantly relaxing COVID-19 restrictions’, while others
such as Hong Kong? are introducing more stringent regulations. Healthcare professionals

are still overwhelmed, resources are still stretched. At the same time, we are looking toward

the future with hope, armed with digital lessons learned over the last 18-24 months that

have been very hard-won but already show enormous potential in a (dare we say it?) post-

pandemic world.

2. Situation: The Genie Is Out of The Bottle

The flight to digital in healthcare mirrors what has been
happening across every sector and segment of society.
Most healthcare practitioners are witnessing new and
changing customer journeys (84%), and nearly three-
quarters (73%) agree there has been a surge in the

number of existing customers using digital channels.

The way that life is experienced won't be the same
even as the pandemic subsides. It forced people
to embrace new digital channels and interaction
behaviors. While some changes are temporary, the

direction of the shift is definitely toward ‘digital-first.’

Switching to digital-first wouldn't fly post-pandemic

if the patients themselves weren’t on-board with

the new paradigm. In fact, in a 2021 survey, 67% of
US adults stated they would prefer at least some
telehealth visits in the future®. Cost is a consideration,
with respondents saying they wouldn’t choose the
virtual option if it costs more than an in-person visit.

Happily, it looks like the reverse is true. Virtual visits
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are estimated to save consumers an average of $141
per visit compared to in-person visits at urgent care.
They also appear to reduce the burden on stretched
healthcare providers, as patients who had virtual visits
had 19% fewer visits to the ER or urgent care locations

than those who didn’t.*

According to the AMA, healthcare professionals are
also seeing benefits beyond COVID-19 compliance
and reducing workloads. Telehealth, in particular, is
becoming a highly valued front-line service, with the
majority (85%) of physicians saying it has increased
timeliness of care and helped them deliver high-quality

care (75%).°

1 https://www.aarp.org/politics-society/government-elections/info-2020/coronavi-
rus-state-restrictions.html

2 https://www.theguardian.com/world/2022/feb/09/as-hong-kong-tightens-covid-
restrictions-again-residents-complain-of-being-held-hostage

3 https://jamanetwork.com/journals/jamanetworkopen/fullarticle/2786700

4 https://www.emarketer.com/content/why-telehealth-primed-gain-even-more-mo-
mentum-2022-beyond

5 https://www.ama-assn.org/system/files/ama-return-on-health-report.pdf
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As we can see in Figure 1 below, healthcare
practitioners and senior executives acknowledge that
digital is accelerating as a care channel. But while they
recognize the importance of the channel, perhaps their

progress is not as great as they'd expect:

* Most (81%) agree they've had to accelerate their
plans in the last six months (a period of time that
roughly corresponds to the second half of 2021)
even though at the time of taking the survey, the
pandemic had been underway for well over a year.

« Similarly, 90% recognize the need to react quicker
to patient demands, but while 77% of senior
executives are seeing budget increases, only
66% of practitioners are. Could it be that these
additional resources have not yet been allocated

to their intended destination?

In its Return to Health: Moving Beyond Dollars and
Cents on Realizing the Value of Virtual Care (2021)
report, the AMA reveals the temporary nature of many
of the allowances in healthcare and reimbursement

policies introduced during the pandemic. According to

FIGURE 1

the association, this uncertainty is holding clinicians
back as they seek to determine whether they will be
able to continue their virtual care programs once the

pandemic ebbs.

Indeed, before they're able to fully measure the value of
digitally-enabled care, clinicians, payer executives, and
policymakers are looking for evidence that goes beyond
short-term financial gain, says the AMA. That said, the
report also outlines how virtual care providers can make

sure their offerings deliver real value at the point of use.®

The mood is certainly optimistic. Elsewhere in our
survey, 82% of senior executives either ‘strongly agree’
or ‘agree’ that the pace of change will persist for the
foreseeable future and that the shift experienced in
2020-21 has “rewired our customers [patients] to be
digital-first” (82%). The pandemic, it seems, was just
the catalyst for change. Clearly, we can expect to see

further, significant developments in digital healthcare.

6 https://www.ama-assn.org/system/files/ama-return-on-health-report.pdf

Thinking about the importance of virtual care to your organization (e.g.,
video-based, telehealth), to what extent do you agree or disagree with each
of the following statements? (‘Strongly agree’ and ‘Agree’ responses only)

We need to react quicker to patient
and customer demands

As a proportion of total patient engagements,
digital or virtual is quickly accelerating as a
care channel for us

Over the past six months we've had to
accelerate our digital transformation plans

Patient and customer expectations are
further ahead than our digital capabilities

We are seeing commensurate increases in
budget and people in line with digital demand

Sample size = 366

Source: Adobe/Econsultancy, Digital Trends Survey, Q4 2021
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90%

86%

81%

78%

69%
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“Telehealth is here to stay. It's not whether telehealth
will be offered, but how best to offer telehealth services
as we move toward what we're terming digitally-enabled
care—which is not just hybrid care, but more so fully
integrated in-person and virtual care based on clinical
appropriateness,” Meg Barron, AMA Vice President of

Digital Health Innovations.”

Patient Power

Customer experience should be a direct reflection of
customer expectation. During the pandemic, those
expectations became significantly more exacting.
Despite turbulent times, leading organizations in every
sector pulled out all the stops to meet challenging
circumstances and, in doing so, revealed the realm of
the possible. From curbside pick-up in retail to mobile-
first financial advice, there seemed to be an explosion

in not just digital-first but customer-first services.

Today's patients aren't comparing their provider's
experience with their direct competitor. They're pitting
them against Netflix, Best Buy, and Capital One.
Consumerization has come to healthcare. Patients
now want to shop around, and the information is — or,

at least, should be - at their fingertips.

“The best customer experience you can have when
buying a complex product is online because of
access to information. Now, what's interesting is
that most people in our industry feel like consumers
need access to a human to get the kind of help they
need. But | look at every single time that we fail to
convert somebody online and have to refer them
into the call center as a personal failure of mine.”

Phillip Morelock
SVR Chief Digital Officer - eHealth, Inc.

But, unlike changing your checking account if the call
center experience is below par, not all patients have
autonomy when choosing their healthcare providers.
Most Americans’ choice of primary care providers or
specialists is restricted by their insurance plan. In fact,
generally, the first question that a would-be patient
asks when calling to schedule an appointment with a

new doctor is, “do you take XYZ insurance?” Similarly,
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unless patients pay to go private in the UK, most are
limited to the services the National Health Service

(NHS) chooses for them.

This does look set to change. Virtual consultations are
the preferred method of a third of millennials and 41%
of Generation Z. These two consumer segments now
make up the largest proportion of the US working-age
population. Their biggest demand for employment
isn't a high salary, it's healthcare benefits — on their
terms.® As a result, employers will need to make

sure their healthcare offerings are aligned with those
expectations. That means offering choice, and that

means digital.

Robbie Schwietzer wrote about the imperative for
employers to support the trend to digital healthcare
and employees’ expectations. Now Chief Product
Officer for text-based primary care provider, 98point6,
he knows all about marrying cross-sector customer
expectations with healthcare. He was formerly Vice

President at Amazon Prime®:

“Offering a modern benefit option that aligns with
evolved workforce expectations must be done right.
As | learned while developing Prime at Amazon, it's not
enough to offer people something that’s simply cost-
effective [...] The accessibility of telemedicine doesn’t
just benefit employees — it also benefits employers by
driving early and frequent use, which ultimately leads
to better health outcomes and lower costs of care.
That’s why more employers are turning to technology-
enabled solutions that allow employees to engage with
care in a way they’re familiar with: on-demand through

their phones.”"?

7 https://www.ama-assn.org/practice-management/digital/2022-moving-be-
yond-telehealth-digitally-enabled-care
8 https://www.entrepreneur.com/article/352493
9 https://www.linkedin.com/in/robbie-schwietzer-647150/
10 https://www.forbes.com/sites/forbestechcouncil/2022/01/06/will-the-tele-
health-boom-continue-after-the-pandemic/?sh=202cb4845271
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Naturally, those traditional medical providers who

are unwilling or unable to bring digital-first solutions
to the table will find strong challengers in the raft of
digital disruptors, like 98point6, who can combine
seamless experiences with robust health advice. More
than half (57%) of our healthcare survey respondents
concur: “new market entrants are disrupting our
business today.” Given the flight to digital and rising
expectations, you might expect this figure to be
higher. Still, the simple fact is that many legacy
providers simply don’t understand the competitive
threat. Schwietzer’s point hammers home that
disruption is looming large and will occur sooner than

traditionalists think.

Some legacy providers have recognized the need

to get moving. Take Mercy Health, for example.
Mercy Health is a nearly 150-year-old hospital and
healthcare provider. Built on traditional foundations in
patient care, before the pandemic the institution was
already working to move to more digital interactions,
without losing the intensely personal experience

it had spent decades fostering. Online friction had
become commonplace in healthcare, lagging behind

experiences in retail and hospitality.

Mercy Health had begun working with its data to allow
patients to pay bills online, schedule appointments and
view lab results, but COVID-19 meant all digital work
had to be diverted to responding to and managing

the crisis. Instead of sending the hospital’s digital
transformation off-course, it accelerated it, producing
content, innovating booking systems and driving even

better, personalized experiences.

Hit the Target

Having been forced exclusively online for a time,
patients and consumers will have dealt with a number
of inconveniences — but have also noted the benefits.
If it means no more long periods spent in waiting

rooms for a scant few minutes’ attention in a face-
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to-face consultation with a physician, a video call or
self-assessment app is an attractive alternative and
they’ll be keen to switch. The demand for information-
powered convenience means there’s been a huge drive
towards self-service online, from comparing insurance
quotes to managing investments. Similarly, multi-
tasking — organizing a loan via mobile while waiting for
a repair at the auto shop or collecting Amazon parcels

at the grocery store.

Today, healthcare is no exception and it's an area
of customer experience that executives are actively

investing in.

Overall, healthcare respondents to our survey focused
on mobile experiences as their primary area for
investment in 2022, a tactic that is supported by

the observation that 41% of executives and 40%

of practitioners plan to invest in such features as

using mobile when checking-in at clinics, obtaining
prescriptions and paying. Of course, using mobile
devices to conduct such transactions when dealing
with healthcare providers is by now second nature

to consumers who regularly whip out their phones to
pay for their meals in restaurants and to place grocery
orders. There are clear advantages for both healthcare
providers and patients in going mobile-first: the ability to

use it across physical and virtual settings being just one.

However, providers must proceed with caution. Nearly
two-thirds of millennials (65%) and half of Gen Z adults
(49%) have concerns about the privacy of their health
information and personal data, particularly given
Apple’'s announcement that it is working on technology
in iPhones to detect depression and cognitive
decline.’? Investing in mobile clearly also means

investing in privacy.

11 https://business.adobe.com/customer-success-stories/mercy-health-case-
study.html

12 https://morningconsult.com/2021/10/01/health-tech-tracking-apps-data-pri-
vacy-poll/
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This will be doubly important given the secondary on connected health data. It would be reasonable

focus on personalization. While pharma companies to assume that senior leaders are generally looking
like Roche are pushing the boundaries of biology towards the realm of the possible and desirable,

by creating personalized medications’, healthcare while practitioners are more pragmatic. Practitioners
providers are exploring the slightly more prosaic may be tempering their enthusiasm about investing
benefits of providing personal treatment plans. in personalized plans, aware of the data and privacy

challenges this could present. Like many trends in

Delving deeper into the survey findings illustrated in digital healthcare, this is changing, especially as more
Figure 2, it's interesting that senior executives are leaders are coming into the healthcare sector from
significantly more likely than practitioners (44% vs. other more consumer-oriented industries.

33%) to say that their organization is planning to invest

in developing personalized (patient) plans based 13 https://www.roche.com/about/strategy/personalised-healthcare/

FIGURE 2

What are the top two areas of focus for customer
experience investment in your organization?

; 44%
Custom or personalized plans ()
based on connected health data 33%

Mobile experiences (e.g., 41%
to check-in at clinics, 0
prescriptions, payment) 40%

o,
Simplifying/automating 31%
online forms 34%

Expanding services to physical 30%
locations (e.g., clinics, community 299,
healthcare facilities) ©

Location-based technology PIA
to personalize physical o
access points 14%

Partnerships with telemedicine 18%
providers and/or expansion of 26%
telemedicine services ©

. Leadership . Practitioner

Sample size =414

Source: Adobe/Econsultancy, Digital Trends Survey, Q4 2021
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3. Complication: Willingness Is
Not Always Matched by Ability

It's encouraging that healthcare providers are looking to
invest in transforming their digital experience. But, in a
classic case of ‘the spirit is willing, but the flesh is weak;
not many practitioners believe they're really excelling.

In fact, more than half (53%) state they're only keeping
pace with customer expectations and more than a third

(35%) are actually lagging behind (see Figure 3).

This is no misplaced humility: elsewhere in our
survey 77% of healthcare respondents either ‘agree’
or ‘strongly agree’ that as far as the importance

of virtual care to their organization (e.g., video-
based, telehealth) is concerned, their patients’ and
customers’ expectations are further ahead than their

organizations’ digital capabilities.

Healthcare regulations have not made it easy. For
compelling digital experiences, healthcare providers
need to delve into the data and create unified views
of individual patient journeys. The American Health
Information Privacy or HIPAA laws determine what

is and is not lawful use of patient data. Being able to
use clinical data for marketing purposes has always
been a challenge, limiting engagement to acquisition.
Adobe’s new HIPAA-ready platform, Experience Cloud
for Healthcare, is the first industry-specific solution
that will help providers complete those journeys while

remaining compliant.

It's a gnarly problem that healthcare must tackle.

Even if it is a sector-wide challenge, it's important to
remember that patients judge their experience not just
by comparing it to other healthcare providers but to

their grocery delivery and banking apps.

“I think consumers are getting smarter and smarter.
And they're getting pretty savvy as to what products
are available in the market, and they know that they
want to have access to all those products.”

Phillip Morelock
SVR Chief Digital Officer - eHealth, Inc.
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FIGURE 3

How would you describe your
organization’'s digital customer
experience?

Our digital experience is lagging
customer expectations

. Our digital experience keeps pace
with customer expectations

Our digital experience is ahead
of customer expectations

Sample size = 352

Source: Adobe/Econsultancy, Digital Trends Survey, Q4 2021

Analysts suggest that start-ups are ideally placed
to grow and proliferate into the emerging targeted
healthcare space. According to one report,
personalized medicine start-ups that use artificial
intelligence (Al) are expected to attract record
levels of venture capital investment in 2022." This

constitutes yet another threat to legacy providers.

14 https://www.healthcaredive.com/news/digital-health-VC-investment-land-
scape-2022/617063/
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Healthily creates personalized treatment
recommendations through its Smart Symptom
Checker, using Al to search medical journals covering
more than 1,000 different conditions. A bot then
guides the patient through questions about symptoms
to arrive at a potential diagnosis. The patient is then
routed to the best ‘live’ (human) specialist who can

deal with that particular condition.®

Even without boundary-pushing technologies, it is
possible to bring personalization and added value

at scale. For example, Orlando Health aggregates
large volumes of patient data to advise new mothers.
The email newsletter is personalized and contains
information on either caring for a newborn or how to

manage family life."®

Nor should the value of an offline healthcare
interaction be forgotten. Nearly a third of our survey
respondents (29%, Figure 2 in the previous section)
indicate they will be investing in expanding their
services to physical locations. But how that looks in
an omnichannel age is different from the doctors’
offices of old. Now, patients are as likely to have
standard lab tests and monitor their diabetes while
picking up photo prints and a shampoo bottle in

a drugstore. But it's in bringing the on and offline

journeys together where the magic happens.

“Patients’ expectations now are that they can
interact with Walgreens in many ways. Obviously,
they're used to coming into our stores and
interacting physically with the pharmacist. More
and more, they’re expecting to either start or even
complete their entire experience with Walgreens

in a digital format. This might be through our app
or online or in some combination where they might
initiate in the app, but then they go and pick up
their prescription at the store.”

Matt Harker
VR Global Marketing Strategy and
Transformation, Walgreens Boots

15 https://www.livehealthily.com/
16 https://www.blakemichellemorgan.com/healthcare/10-examples-of-personali-
zation-in-healthcare/
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Understanding Off-the-chart Performance

To understand what separates leading companies
from static or lagging organizations, we have created
a Performance Scorecard that helps us understand
what drives companies’ performance in their digital

customer experience.

We first asked respondents how they would describe
their company’s digital customer experience: lagging
customer expectations, keeping pace, or ahead. We
then asked them to gauge the overall health of their
business by rating it on a 10-point scale on each of

five criteria:

* Agility in responding to opportunities and
disruptions that may arise

* Innovation

* Collaboration from the technology/IT group

* Talent development and education

* Ensuring a diversity of backgrounds and opinions

Finally, we cross-tabulated the responses to these two

questions, and the results are displayed in Figure 4 below.

FIGURE 4

Figure 4 clearly shows that companies that exceed

their customers’ expectations regarding their digital
experience have universally higher scores across all five
criteria from Agility to Diversity than those that lag those
expectations. There are no outliers. The message is
clear - if you excel in digital experience, your marketing
performance is as likely to thrive and vice versa.

Improve one, and the others may well follow.

It's also clear why start-ups in healthcare can bring
new ideas to the table, seemingly effortlessly. They're
often helmed by executives from the more advanced
consumer or ecommerce worlds, such as 98point6, or
staffed by natural technologists rather than healthcare
professionals. And if you were to apply the five criteria

to disruptors, they would certainly tick every box.

When presented with a ‘status update’ like this, legacy
providers would often be forgiven for a sense of futility
- ‘where are we going wrong, followed by ‘where do
we start.’ By breaking the performance indicators

into specific sections, it is possible to see where
improvements need to be made and how much work is

required to close the leaders’ gap.

Customer experience proficiency versus organizational performance against
key dimensions including agility, innovation, collaboration, talent, and diversity

How would you describe your organization’s digital customer experience.

Our digital experience...

Lags Customer Keeps Pace with Customer Is Ahead of Customer
Expectations Expectations Expectations

Agility 52 6.5 7.7

Innovation 49 6.3 7.6

Collaboration 49 6.6 7.8

Talent 53 6.4 7.2

Diversity 5.9 6.7 7.7

Note: The numbers in the cells represent the average scores on each of the five dimensions, separately for the three levels of customer experience, with

10 being the highest possible score. Sample size = 290

Source: Adobe/Econsultancy, Digital Trends Survey, Q4 2021
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Work in Progress

If COVID-19 accelerated digital transformation

for healthcare providers, particularly in the legacy
segment, it certainly didn’t signal the end of the job.
In fact, for many, where they go from here doesn’t
just involve boosting current activity, it means
fundamentally rethinking their people, process,

and product.

There is evidence across our survey that there is still
quite some way to go. In Figure 5, nearly half (48%)
of all healthcare respondents - including 55% of
the senior executives and 46% of the practitioners —

claimed to be at an intermediate stage of their digital

health provision journey; they’ve built new capabilities

but still need help. Senior executives are slightly more

optimistic than practitioners that their organization

has reached the advanced stage of their digital health

provision journey (27% vs. 21%); they have extensive

and fully operational digital capabilities.

FIGURE 5

“Senior executives are slightly more optimistic
than practitioners that their organization

has reached the advanced stage of their digital
health provision journey (27% vs. 21%); they have
extensive and fully operational digital capabilities”

2022 Digital Trends - Healthcare in Focus, Adobe

Where is your organization on the digital health provision journey?

0,
0% [

Not considered — we haven't Basic — we're in the process
of building new capabilities

yet addressed this as
a strategy

. Leadership . Practitioner

Sample size = 387

Source: Adobe/Econsultancy, Digital Trends Survey, Q4 2021
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Intermediate — we've built Advanced - we have extensive
new capabilities, but still and fully-operational
need help digital capabilities
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Focusing on the responses of senior executives,

we see in Figure 6 that, more often than not, their
organizations are still working on various issues (e.g.,
improving collaboration across teams, reducing silos)
and are not quite there yet today. Reassuringly, with
very few exceptions, they are at least aware of issues
that can affect the success of their organizations and

are not ignoring them.

“[The] financial industry is a good example of getting
it right. To get it right, backend processes and data
must be well-connected so that a seamless customer
experience is provided. As healthcare systems add

or acquire services, it is essential to have strong
governance, effective processes, and sufficient
connectivity to provide customers a seamless
experience. [...] structures, processes, and team
members must be adaptable to rapidly changing
environments [...] Strong partnerships with vendors are
important.”” Christen Castellano, Vice President of

Customer Experience Channels at Banner Health.

Many healthcare providers in our survey feel they're

still some way off the optimal digital experience

FIGURE 6

How would you describe your organization?

outlined by Castellano. Nearly three-quarters of
healthcare respondents (73%) feel their organization
has a fragmented approach to marketing and
customer experience technology; many will have to go

back to basics.

If that weren’t challenging enough, Castellano adds

in the article that the principle of customer choice is
paramount, and so healthcare providers don't just have
to consider today’s channel mix but also how the patient

wants to interact tomorrow. It's a view echoed by others:

“It's not getting simpler, there’s more channels
emerging, there's more expectations from the
customer, you have to be quicker, smoother, more
seamless and integrated and you're trying to do
that with a large-scale company. At the same time,
you can't just pick a business model and stick
with it because the world keeps changing. It takes
constant investment in not only tech but in people
sharpening their skills and thinking new ways.”

Matt Harker
VPR Global Marketing Strategy and Transformation,
Walgreens Boots

17 https://www.mobihealthnews.com/news/digital-healths-role-meeting-custom-
ers-expectations

Disparate marketing/experience teams
collaborate successfully

Marketing/experience teams collaborate
successfully with Technology/IT teams

Consistently reducing the silos created by
organizational structure or competing KPlIs

We actively pursue diversity and inclusion

42% 7%

. Describes us today . We're working on it . Not on our radar

Sample size = 97, Senior Executives

Source: Adobe/Econsultancy, Digital Trends Survey, Q4 2021
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4. Resolution: Technology Is the
Provider’s Partner in Change

If you're looking for an analogy, for most of today’s
healthcare providers, trying to build on digital
transformation is like trying to perch the second floor
of a house on walls made entirely of pebbles and no
cement. Many elements are there; there's just nothing
holding them together. Without that cement, the

second stage of the building will simply collapse.

The pebbles represent the current state of
fragmentation in the healthcare sector. There are

tens of thousands of different organizations using
thousands of different IT platforms in the US healthcare
system, with an almost infinite number of different
standards and various privacy controls. This makes it
hard to achieve a complete picture of an individual's
health data. This complexity is not frequently seen

outside of the US. However, attempts by the UK

Government to ‘bolt on’ digital COVID-19 solutions
without any connection to existing infrastructure proved

both ineffective and wildly expensive.'®

In a bid to increase access to healthcare during the
pandemic, the Medicare program (the closest that
Americans come to a single-payer system) expanded
its payments to telehealth providers across the country,
not just to those in the patient’s local area, as had been
the standard. The waiver helps patients access a wide
range of providers for different conditions on a single

platform, something not easily done before.™

18 https://committees.parliament.uk/committee/127/public-accounts-committee/
news/150988/unimaginable-cost-of-test-trace-failed-to-deliver-central-prom-
ise-of-averting-another-lockdown/

19 https://www.cms.gov/newsroom/fact-sheets/medicare-telemedi-
cine-health-care-provider-fact-sheet
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Unsurprisingly, finding ways to bring data together
from different systems is a top priority for senior
executives in the coming year (60%, Figure 7). Working
on data availability is the first step in a virtuous

circle that can transform providers’ digital efforts.
Interestingly, executives put building customer
journeys above enterprise data architecture which

could be putting the cart before the horse.

Even though the difference is slight (55% vs. 49%), the
survey findings are a reminder to build the foundations
before starting the second story. Because, without
unified, available data, the campaign and marketing
automation tools involved in customer journey

management are likely to be less efficient.
With data feeding automation and then Al for internal

and patient-facing applications, providers can make

the most of other resources, such as diverting staff to

FIGURE 7

more strategic tasks or high-touch patient experience.
With higher patient satisfaction and an ability to
interact online, more data is gathered, deeper insights
gained, Al systems become more sophisticated, and

the virtuous circle is complete.

The thought of implementing large-scale technological
change may cause providers to balk, particularly
those operating on ever-tighter margins. But however
immediate the need for digital transformation may be,
it is a long-term decider of success. It doesn't even
have to be in areas of direct healthcare provision.

A recent McKinsey study on healthcare’s payments
infrastructure found that 30 interventions to simplify

processes could save $265bn annually.?

20 https://www.mckinsey.com/industries/healthcare-systems-and-services/
our-insights/administrative-simplification-how-to-save-a-quarter-trillion-dol-
lars-in-us-healthcare

Please rank your organization’s top three technology priorities in the next year.

Data and insights (e.g.,
analytics, data management
/ customer data platforms)

Customer journeys (e.g.,
marketing automation,
campaign management)

Enterprise data architecture (e.g.,
data collection, governance,
privacy and security)

Work and project management
(e.g., workflows, issue
tracking, time tracking)

Commerce and sales (e.g.,
sales software, affiliates,
e-commerce platforms)

Content (e.g., digital asset management
(DAM), content management systems
(CMS), digital forms)

Sample size = 99, Senior Executives

Source: Adobe/Econsultancy, Digital Trends Survey, Q4 2021
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60%

55%

49%

48%

44%

43%
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Similarly, simplifying internal processes can have

a dramatic impact on employee experience. The
pandemic has been a time of unbelievable stress on
healthcare employees, and it has caused many to
reconsider their career choice. More than half a million
US healthcare workers quit their jobs in August 2021
alone. To attract those workers back or keep the ones
they have, healthcare providers will have to put every
possible tool at employees’ disposal to make their work
life as healthy as it can be. As one economist recently
pointed out: “It's now going to be a workers’ market [...]

they are starting to flex their collective muscle.”?’

Follow the Leader

Using our Marketing Operations Performance Index
(MOPI) developed for Adobe Digital Trends 2022, we
identified the characteristics of leaders, mainstream
companies, and laggards in the healthcare space (visit
the Methodology section in this report to read how the
MOPI is constructed).

The majority of the healthcare industry comprises

Mainstream companies, but a small but significant

proportion (33%) would be considered leaders. When

FIGURE 8

tallied with the potential steps a healthcare business
can take to improve experience (see Figure 8), it is

clear where Leaders feel the opportunities lie.

From all the responses gathered so far, from
collaboration capabilities to connected technologies,
Leading businesses clearly have the foundations

in place to move to the next stage of digital
transformation. So, it's no surprise that Leaders in
Figure 8 prioritize new services that offer a more
holistic approach to health management. At the
same time, Mainstream organizations are focused on

hygiene measures of access and convenience.

Leading organizations might be looking to emulate
the sort of service offered by digital diabetes
management provider, OneTouch. OneTouch Reveal
patients can monitor their blood sugar and share
results with their healthcare team and others?. The
company claims that 77% of people with diabetes who
use this product found managing their condition with

an app better than without.

21 https://www.advisory.com/daily-briefing/2021/10/18/employees-quitting
22 https://www.myonetouch.co.uk/OneTouchReveal

What is your number one priority to obtain or maintain a competitive advantage in 2022?

New service offerings to proactively help customers
manage their overall wellness (e.g., intelligent
diagnoses and recommended treatment plans)

Increased access and convenience
via digital and mobile channels

Price and service transparency to enable
greater customer control and engagement

Exclusive services and privileges
(e.g., concierge services)

. Leaders . Mainstream

39%
24%

33%
51%

16%

Note: The sample size for the laggards’ group was too small to include for meaningful statistical analysis. Sample size = 362

Source: Adobe/Econsultancy, Digital Trends Survey, Q4 2021
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But the service doesn’t stop there. OneTouch has
partnered with other digital wellbeing apps, Noom,
Fitbit, Cecilia Health, and Welldoc.

Noom is a behavior change nutrition app designed
to help people with their weight and wellbeing but is
proven to help diabetics improve their blood glucose
control. A pilot study found 65% of the OneTouch
Reveal users who used Noom lost five times more
weight than non-Noom users.? Fitbit is also
integrated into the offering, with a recent report
having shown that adding activity monitoring also

improves blood sugar.

Cecilia Health is a one-to-one remote coaching
program that answers users’ questions and helps with
medication adherence. Welldoc is a personalized, Al-
driven app specifically for patients with diabetes and
heart/circulatory conditions. These solutions are open

to the public via the app stores. Together, they create a

FIGURE 9

‘one-stop shop’ approach to diabetes management for
patients, with a single subscription set to be included

in reimbursements starting in early 2022.2*

To be able to deliver these bundled solutions, skills,

as well as technology, will be an interesting challenge.
We've already seen that providers will have to work hard
to attract talent and provide them with the best possible
tools. As we saw in the five Performance Indicators,
Talent is one of the key components in meeting the
challenges of this shifting landscape. Naturally, Leaders
are investing heavily in training and work and project
management compared to Mainstream companies
(65% vs. 48% for training, and 66% vs. 56% for work and

project management). (see Figure 9)

23 https://www.mychesco.com/a/news/business/products-services/lifes-
can-launches-onetouch-solutions/

24 https://www.prnewswire.com/news-releases/lifescan-launches-onetouch-solu-
tions-a-holistic-digital-health-offering-linking-people-with-diabetes-to-solutions-
and-support-from-proven-experts-301407156.html

Which of the following steps, if any, is your organization taking to
increase the productivity of the marketing/ecommerce group?

Investing in work and project management
(e.g., workflows, collaboration, issue tracking)

Training/learning programs

Expanding the accessibility of
data to more people/teams

Increasing resources for
Marketing Operations

Automating/optimizing back-office processes

. Leaders . Mainstream

66%
56%
65%
48%
55%
35%
39%
27%
38%

44%

Note: The sample size for the laggards’ group was too small to include for meaningful statistical analysis. Sample size = 305

Source: Adobe/Econsultancy, Digital Trends Survey, Q4 2021
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The flipside is also true. When we asked, elsewhere

in the survey, what practitioners felt was holding their
marketing or customer experience organization back,
42% of the Mainstream companies cited poor integration
between tech systems, compared to just 29% of Leaders
(see below Figure 10). Tech integration is clearly still a
challenge even for the créme de la créme companies,
but they're definitely making faster progress. Similarly,
the lack of digital skills was more of an internal barrier
for Mainstream providers than Leaders (30% vs 19%),
indicating that they should perhaps consider investing

more in training and development than they currently do.

Not yet a high priority for healthcare professionals

(but certainly higher for Leaders than for Mainstream)

FIGURE 10

is investing in Marketing Operations (39% vs. 27%,
see Figure 9). We predict this will rise in significance,
not least because of the deeper engagement with
technology, particularly around Al, and continued

attempts to connect systems and people.

The term Marketing Operations was coined by Scott
Brinker in the late 2000s, having identified that
“technology decisions and marketing strategy are
intertwined.” Brinker foresaw a new position blending
IT professionals and marketing to lead the way in

increasing digital-first industry sectors.?

25 https://chiefmartec.com/2010/04/rise-of-the-marketing-technologist/

What is holding your marketing/customer experience organization back, if anything?
Please check any internal barriers that your organization is experiencing.

Workflow issues

Poor integration between tech systems
Lack of digital skills/capabilities

Lack of customer insights

Poor data quality

Lack of innovation

Lack of CX prioritization

No internal barriers

. Leaders . Mainstream

32%
33%

29%
42%

19%
30%

19%

22%

27%

16%

Note: The sample size for the laggards’ group was too small to include for meaningful statistical analysis. Sample size = 305 Practitioners

Source: Adobe/Econsultancy, Digital Trends Survey, Q4 2021
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FIGURE 11

Thinking about key marketing insights in your organization, how would
you rate the following? (‘'Very strong’ and ‘Strong’ responses only)

16%

Access to insights across
marketing organization

. Leaders . Mainstream

test insights in field

Building experiments to Speed of getting insights

Speed of acting on insights

Note: The sample size for the laggards’ group was too small to include for meaningful statistical analysis. Sample size = 268

Source: Adobe/Econsultancy, Digital Trends Survey, Q4 2021

It doesn’'t mean everyone in marketing is also a
technologist. Advances in dashboarding mean the
day-to-day use of solutions requires minimal technical
training. By having an expert who can understand the
needs of Marketing while also selecting and managing
the most appropriate technology solutions, everyone
can get on with their ‘day job’, confident that there is a

watchful eye on technological performance.

Automating customer journeys using apps, self-
service portals, chatbots, or a readiness to fill the
Marketing Operations role can significantly influence a
digital healthcare transformation. But the role has the
potential to be diminished when used in isolation.
Figure 10 shows that successful digital transformation
is clearly greater than the sum of its parts when each
of the elements highlighted in this report is brought
together.

2022 Digital Trends: Healthcare in Focus

As seen in Figure 11, Leaders who have upskilled staff,
who have done the foundational work to help systems
and teams communicate, and who have done the
necessary data due diligence to feed automation and
Al, find that their ability to perform their job well far

outstrips that of their Mainstream counterparts.

The pandemic will eventually be in Healthcare's rear-
view mirror, but competition is only going to intensify.
Standing still is effectively going backward. Healthcare
providers will need every possible tool in their toolkit to

survive and thrive.
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5. Recommendations

BUILD A HOLISTIC HEALTH EXPERIENCE

Necessity is the mother of invention, but now that patients have experienced what is possible
with a blend of virtual and in-person healthcare, they will be reluctant to go back to legacy
engagement models. With evidence of cost savings for both patients and practitioners,
applying digital solutions to areas of patient experience where most value can be added is a
clear driver of competitive advantage. Doing so also opens the door to broader partnerships
that put control of their health in patients’ hands. More holistic solutions, including lifestyle

and wellbeing, will have long-term positive benefits on public health.

GO BACK TO BASICS

Too many organizations are trying to transform without first putting the necessary
foundations in place to manage data or connect systems and teams. While it is tempting to
attempt to jump on the latest bandwagon, particularly in the face of a market appearing to
innovate and race ahead at every turn, more benefit can be gained from going back to basics
and working to develop robust and integrated data insight and management structures such

as a Customer Data Platform.

BOLSTER THE HUMAN RESOURCE

For decades, the skills and roles prevalent in legacy healthcare providers are not fit for
purpose in the modern digital age. Not everyone has to be a technologist first, healthcare
professional second, but people and teams with dedicated knowledge of how the two
intersect will be critical to staying on top of innovation and market evolution. A commitment
to training, providing staff with the necessary tools and, where possible, automation is the

central pillar of an agile, competitive healthcare organization.
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