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INTRODUCTION
Core Health sponsored its inaugural research study, “Consumer Perspectives on 
Healthcare,” to identify the key drivers of consumer decisions regarding healthcare 
providers. In addition to identifying key drivers of healthcare choice, this study:

 � Explains how consumers define each of the drivers of healthcare choice

 � Discusses the relative value of health “systems” to a healthcare consumer

 � Explores other information consumers need when selecting a healthcare provider 

 � Assesses respondents’ most recent provider-visit experiences

 � Details health insurance coverage and limitations  

DRIVERS OF HEALTHCARE CHOICE 
The six key drivers of choice examined included: 

 � Performance and results

 � Caring and compassion

 � Personalization

 � Wellness and prevention

 � Access and convenience

 � Innovation

 

executive summary
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Performance and results 
Performance and results emerged as the top driver of choice with 67% of our sample 
rating it “very important” when selecting a healthcare provider. Among our findings, we 
learned that: 

 � Consumers most value external ratings as symbols of health system quality 

 � Signage visibility is the least important measured indicator of health system quality 

 � Performance and results matter even more to Southerners and those over 65 

Caring and compassion
Sixty percent of survey respondents consider “caring and compassion to be “very 
important” when selecting a healthcare provider. Here’s what we learned about this  
important driver:  

 � Consumers trust their own judgment above all else, suggesting they need to 
experience caring and compassion before determining whether a health system  
truly cares

 � When first-hand experience isn’t possible, consumer and patient ratings are the  
next best thing 

 �  Leaning on a religious affiliation isn’t enough to suggest a health system is caring  
or compassionate

 � Involvement in the community isn’t a strong indicator of caring and compassion 

 �  Not everyone cares about caring. In fact, those with higher incomes and education 
levels are least likely to value caring and compassion when selecting a care provider

Personalization
While 55% of survey respondents rate “A care experience that is personalized to meet 
your needs and preferences” as “very important” when selecting a provider, it became 
clear that the industry isn’t ready for truly personalized care until other, more pressing 
patient experience issues are addressed.
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Access and convenience 
Contrary to other surveys about drivers of healthcare choice, access and convenience 
didn’t reign king among our sample. Only 43% of our sample rated this driver as “very 
important,” falling behind four other key drivers of choice. We also learned that: 

 � A preference for quick, in-person access continues to trump telemedicine 

 � Consumers prefer accessing care that is closer to home, instead of closer to work 

 � Electronic patient portals are now table stakes

Innovation  
 Innovation lagged well behind other key drivers of healthcare choice, with 30% of our 
sample indicating that “The health system has the latest technology and advanced 
procedures” is “very important.” Here are insights we are taking away: 

 � The “latest technology and advanced procedures” speak most to consumers driven 
by innovation

 � "Unique” services are valued by consumers driven by innovation

 � Consumers aren’t universally “wowed” by academic medical center affiliations

PROVIDER-VISIT EXPERIENCE
Almost all respondents had seen a physician or other healthcare provider in the past two 
years. Overall satisfaction with providers was generally high, with a mean rating of 81 on 
a 100-point scale. 

VALUE-ADDED OF AN INTEGRATED HEALTH SYSTEM

In total, 82% of respondents feel an integrated health system offers patients a big or a 
moderate advantage.

ADDITIONAL MARKETING OPPORTUNITIES 
Throughout the survey, respondents’ open-ended answers focused predominately on 
their concerns with:

 � Insurance acceptance 

 � Cost 

 � Ratings

 � In-depth provider profiles, including outcomes information
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This survey of 1,501 U.S. healthcare consumers was fielded from October 25 through 
November 5, 2018 by Core Health, in partnership with Cheryl Stone & Associates. The 
methodology was a nationwide (U.S.) online panel survey, using a panel provided by 
Research Now/SSI (now Dynata).  

Sampling quotas were used to ensure proportionate representation of three age groups 
(21-44, 45-64, and 65+) and across the four U.S. Census regions (Northeast, Midwest, 
South and West). Consistent with other surveys about healthcare decision making, 70 
percent of respondents were female.

methodology

Region % U.S. 
Population

% Survey 
Sample Age % U.S. 

Population
% Survey 
Sample

Northeast 18% 19% 20-44 44% 45%

Midwest 22% 22% 45-64 37% 37%

South 37% 36% 65+ 19% 18%

West 23% 23%

Source: 2010 U.S. Census

CENSUS REGIONS AND DIVISIONS OF THE UNITED STATES 
The panel population was somewhat better educated than the adult U.S. population as a 
whole: 41% of panel respondents completed at least a four-year degree, significantly higher 
than the U.S. average of 34%.

Note that the online panel's minimum age for this survey was 21, not 20.

 2% Did not complete high school 
 26% Completed high school/GED 
 31% Associate's degree/some college
 25%  Completed college (4-year)
 16%  Graduate studies or degrees

EDUCATION
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Over one-third of panel respondents (35%) live in households with incomes in the range 
of $50,000 to $99,999, significantly more than the national average in this income level. 
Respondents were also significantly less likely than the national average to be in the 
lowest or highest income brackets. 

Health Insurance % U.S. 
Population

% Survey 
Sample

Employer provided 49% 43%

Non-group; self-purchased 7% 8%

Medicare 14% 24%

Medicaid 19% 15%

Military/other public plans 2% 2%

No insurance 9% 8%

Level of Health Insurance Deductible Total

Less than $1,000 42%

$1,000 to $2,499 33%

$2,500 or more 25%

CENSUS REGIONS AND DIVISIONS OF THE UNITED STATES (CONTINUED) 

Percentages reflect the 646 
respondents who reported having a 
deductible and who were aware of 
the amount of the deductible. 

Among the 728 respondents who 
reported having a deductible, 82 
(11%) did not know the amount of 
the deductible.

 21% Under $25,000 
 27% $25,000 to $49,999 
 22% $50,000 to $74,999
 12%  $75,000 to $99,000
 11%  $100,000 to $149,999
 7%  $150,000 or more

INCOME
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CONSUMERS ARE SEARCHING FOR HEALTHCARE COSTS AND ARE 
CLEARLY FRUSTRATED BY THE LACK OF INFORMATION AVAILABLE
Among all respondents, 25% reported they had searched for the price of healthcare 
services before obtaining care. Respondents who had not sought out price and/or 
performance information prior to using healthcare services were asked why they had 
not looked for information. 

perspectives  
on healthcare cost

Education Total

Didn’t need/didn’t use any medical care 38%

Don’t know where to find this information 26%

Too hard to find this information 16%

The information you found was not helpful 11%

The information you found was hard to understand 6%

Other 16%

In addition, 16% of “non-searchers” wrote in other reasons, such as already knowing the 
information, having a long-term relationship with a provider whose referrals they trust, 
lack of price sensitivity in plans with low co-pays and lack of awareness that this type of 
information is available. 

Market segments more likely to search for price information include residents of the 
Southern states and younger adults ages 21-44. People on Medicare and Medicaid were 
least likely to search for pricing information prior to using care.

What is the main reason  
you did not search for 
information about the price 
and/or performance and 
results to choose a doctor, 
hospital or other healthcare 
service? (Select all that apply.)

People are more likely to search for  
information about performance and results  
(36%) than price (25%) before obtaining care.
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“SYSTEMNESS” CARRIES WEIGHT AMONG  
HEALTHCARE CONSUMERS
Consumers were asked whether they felt an integrated health system offers any 
advantage for patients, after reading a description of an integrated health system.  
The vast majority, 83%, considered an integrated health system to offer an advantage, 
either a big advantage (43%) or a moderate advantage (40%).  

perspectives  
on health systems

74% 
of healthcare consumers “strongly agree” 
or “agree somewhat” that they try to find 
all of their doctors and services in the 
same health system.  

 43% Big Advantage  
 40% Moderate Advantage 
 12% Small Advantage
 4%  No Advantage
 1%  Disadvantage



page 10

HEALTH 

SYSTEMS

consumer perspectives on healthcare  :  november 2019  :  corecreative.health   

CONSUMERS ARE ATTRACTED TO A VARIETY OF SERVICES  
AND EMR ACCESSIBILITY ACROSS MULTIPLE PROVIDERS
The most prized aspects of an integrated health system are: 

 � Offering a wide variety of services in the patient’s local area

 � Having an electronic medical record (EMR) that is available to all providers and 
facilities throughout the system 

The most important symbol of quality in a health system is “professional ratings such as 
star ratings or a high rank relative to other health systems.” However, it is also important 
to address symbols that smaller segments considered very important, such as consumer 
ratings or external appearance of facilities, in order to reach all segments of the market.

And, while consumers highly value having access to a wide variety of services in their 
local areas, they are much less likely to view a more expansive geographic offering 
across several states or throughout the U.S. as a potential benefit of a health system.

Those aged 65 and older were significantly more likely than others to believe an 
integrated health system offers a big advantage.

Age 45-64

Age 21-44

Age 65+

Big Advantage Moderate Advantage Total, An Advantage

39%
41%

54%

41% 41%

35%

81% 81%

89%

Perspectives on health  
system advantage, by age
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When asked the question, “How important is each of these items in choosing where you 
actually go for healthcare services,” 67% of our sample selected performance and results 
as “very important.”

The study included an in-depth assessment of the consumer decision drivers in which 
healthcare brands have been most interested (in our experience). In terms of overall 
importance to healthcare decision making, several drivers—including performance and 
results, caring and compassion, personalized care experience, wellness and prevention, 
and access and convenience—are statistically on par with each other. Innovation lags 
somewhat behind the others, though it still has high importance for most people. 

Looking at only the consumers who rate each driver as very important, there is 
more differentiation. Performance and results is more strongly in the lead (67%) and 
innovation is more strongly lagging. 

drivers of healthcare choice

67%

23%

60%
30%

55%

33%

43%
43%

30%
44%

Importance of Driver Categories

Performance and results

Caring and compassion

Personalized care 
experience

Access and convenience

Innovation

Very Important

Somewhat Important

 How important is each of 
these items in choosing 
where you actually go for 
healthcare services?  
Think about what was 
important to you when you 
selected healthcare services 
over the past two years.
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We also asked consumers on an open-ended basis what else is important when 
choosing a provider or facility. As we expected, those answers focused on insurance 
acceptance, cost, provider profiles and ratings.

There were some significant differences by education and income with respect to 
selected drivers: 

 � Those with higher educations and the highest income levels were significantly less 
likely than average to consider “caring and compassion” and “personalized care 
experience” very important.

 � Those with lower educational or income levels considered “caring and compassion” 
and “personalized care experience” more important than average.

 � Those with incomes under $25,000 also were significantly more likely than average 
to rate “wellness/prevention” and “convenience” more important than average.

 � Men were significantly less likely than women to rate each of these drivers “very 
important”— a difference that carried over to their ratings of the importance of 
specific features under each driver category.

 �  In general, the importance of each of these drivers increases with lower income  
(or decreases with higher income).

Income
Performance 

and 
Results

Caring and  
Compassion

Personalized
Care

Experience 

Wellness
and

Prevention
Convenience Innovation

<$25,000 72% 72% 67% 66% 55% 36%

$25,000-$49,999 67% 64% 59% 53% 45% 31%

$50,000-$99,999 71% 62% 57% 54% 42% 32%

$100,000+ 70% 48% 48% 49% 39% 30%

Those with incomes less than $25,000 
were significantly more likely to rate 
caring and compassion; personalized care 
experiences; wellness and prevention; and 
convenience more important than those in 
other income brackets. 

Importance of Driver Categories by Income
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PERFORMANCE AND RESULTS 

It’s important that they have the 
best reviews so I know I’m getting 
the best doctors in the area.

Symbols of Quality in Health Systems

Professional ratings: star ratings or 
high rank in comparison to other 
health systems*

External appearance of facilities:  
up-to-date, well maintained

Size: number of locations,  
medical staff and facilities

Affiliations with an academic  
medical center or major teaching 
and research hospital

Consumer/patient ratings: ratings 
on Yelp!, Facebook and other 
social media

Visibility: you see their logo  
or name on their buildings 
throughout the community

40% 82%42%

Very Important

Somewhat Important

30%

26%

26%

26%

14%

44%

47%

40%

38%

29%

74%

73%

66%

64%

43%

Sixty-seven percent of our sample consider performance and results to be very important 
when selecting a healthcare provider. But, it’s how consumers define performance and 
results that can help healthcare marketers shape their messaging. 

* For various types of care, as rated by Healthgrades, U.S. News & World Report or other rating services.

Imagine you live in a community that has three health systems. 
Each health system has several hospitals, outpatient centers, and 
doctors or medical groups who can admit patients to their 
hospitals. Your employer just changed to a new health plan that 
requires you to choose one of the three health systems for your 
(and your family’s) care. What is important in telling you about 
the quality of each of these health systems?
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Consumers most value external ratings as symbols of  
health system quality  
When asked, “What is important in showing you that a health system is innovative?” 
respondents ranked professional ratings by Healthgrades, U.S. News & World Report or 
other ratings services as the largest symbol of quality for health systems. Other highly 
ranked symbols of quality included the external appearance of facilities and the size of 
a health system (relative to the number of locations). A smaller percentage, 26%, found 
consumer/patient ratings (e.g. ratings on Yelp!, Facebook and other social media) to be 
very important. 

Signage visibility is the least important measured indicator  
of health system quality
Consumers were least likely to rate visibility (defined as seeing a logo or name on 
buildings throughout the community) as a symbol of quality. It is possible that visibility 
could serve as more of a subliminal indicator of quality.  
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It matters to me if the facility is 
well maintained. It gives me more 
confidence when I go there.

In order to understand the degree of quality variance perceived by consumers, 
respondents were asked to rate how strongly they agreed or disagreed with the following 
statements. More consumers believe there is a wide range of quality variance.

Strongly agree Agree somewhat

I feel there is a wide range of quality 
among the healthcare providers in my area. 

30% 45%

All licensed healthcare providers and facilities  
offer a basic level of quality that is sufficient for  
most of my healthcare needs.

18% 60%

The only time I would research the quality 
of a healthcare provider or facility is if I or a 
family member needed highly specialized care 
for a serious or complex condition.

29% 69%

I always search for/use the most qualified 
provider/facility for each type of healthcare I 
need—even if I have to go out of my way, 
pay a little more or use a different health system.

19% 55%

Age Rank performance/results 
very important

Likely to search for  
performance and results data  

prior to seeking care

21-44 67% 42%

45-64 72% 31%

65+ 77% 29%

Performance and results matter even more to Southerners,  
and to those over 65
Performance and results emerged as the top driver for consumer choice across the board, 
but those in the South and those older than 65 are even more likely to choose a healthcare 
provider based on this criteria.

While respondents older than 65 are more likely to rate performance and results as very 
important, those ages 21-44 are significantly more likely to search for this information 
prior to using care. 
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CARING AND COMPASSION  

Consumers trust their own judgement above all else 
Sixty percent of our sample said “caring interactions of staff with patients and family 
members” is “very important” when defining caring and compassion. And, 51% 
indicated that instances of exceptional care and compassion help demonstrate a health 
system’s commitment to caring and compassion. 

Of the 333 people who added additional suggestions about how a health system can 
show it cares, most focused on the way patients are treated when on-site for care—
something the patient would have to experience himself of herself. Many of these 
comments focused on the quality of listening and communication throughout the 
patient experience, with the acknowledgement that everyone—not just the providers— 
shares responsibility in providing exceptional care.

Do consumers really care that health systems care? Is “caring” a strong enough brand 
position for health systems to claim? Our data addresses both of these questions. 

Caring interactions of 
staff with patients and 
family members

Instances of exceptional 
care and compassion

Consumer and  
patient ratings

Involvement in the  
community

Religious affiliation 
or sponsorship of the 
health system

60% Very Important

Somewhat Important

Indicators of Caring and Compassion

29%

51%
35%

41%

39%

22%
41%

24%
13%

What is most important in 
showing you that a health 
system provides a caring 
and compasionate 
approach to care?
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When first-hand experience isn’t possible, consumer and patient 
ratings will do
Forty-one percent of our sample said that “consumer and patient ratings” are “very 
important” indicators of caring and compassion, underscoring the importance of third-
party testimonials.

Leaning on religion isn’t enough
At one point, religion was enough to imply caring and compassion. Those days are  
long gone. 

Consumers in our survey were least likely to believe a religious affiliation is a key 
indicator of caring and compassion. Only 13% of the sample considered “religious 
affiliation or sponsorship of the health system” to be a “very important indicator” of 
caring and compassion. 

Involvement in the community isn’t a strong indicator of caring  
and compassion
Only 22% of the survey’s sample believes “involvement in the community” is an 
important indicator of caring and compassion. 

Not everyone cares about care  
Among our survey respondents, those with incomes of above $100,000 and those 
who have four-year degrees or higher, are significantly less likely to value caring and 
compassion when selecting a healthcare provider.

I am not worried about ‘caring.’ I 
want to be seen quickly, be fully 
covered by insurance, and have 
transparent prices.

I like my doctor to know me 
personally. I don't want to just be 
known as a patient.

Income Caring & Compassion

<$25,000 72%

$25,000-$49,999 64%

$50,000-$99,999 62%

$100,000+ 48%

Education Caring & Compassion

HS graduate 65%

Some college 68%

BA/BS or higher 55%
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PERSONALIZATION     
Hotels offer an experience personalized to meet your needs, whether it means knowing 
you have a preference for extra blankets or the proverbial mint on the pillow. Can similar 
“personalized” experiences be replicated among health systems? 

“A care experience that is personalized to meet your needs and preferences” is 
considered a “very important” driver of choice by 55% of Americans. 

Consumers question whether “personalization” is a possibility 
While 55% of consumers rated “a care experience personalized to meet your needs and 
preferences” as very important, they defined personalization more as getting the basics 
right than any type of truly personal “concierge” care. 

Respondents were asked, “What would make you feel the experience was personalized 
just for you, to meet your individual preferences and expectations?” An example from 
the hotel industry was provided. Answers were aligned with basic expectations for the 
healthcare consumer experience, including: 

 � Active and responsive listening; actually “listen” to the patient 

 � Review records prior to the visits 

 � Remember the patient’s name and concerns

 � Don’t rush 

 � Don’t make patients repeat information

 � Small accommodations such as a warm blanket 

Some respondents noted that personalization was beyond what they expected, 
especially since more basic needs such as price information, on-time appointments and 
knowing the patient by name were not yet met. 

All I really want is my doctor to 
have the correct information about 
my health history.

I really don’t expect it to be 
‘personalized’. I just want to  
see good doctors.
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ACCESS AND CONVENIENCE 

Convenient means easy to get to 
from the highway, ample parking, 
excellent internal facilities.

Convenience continues to be an important driver of consumer choice, but it doesn’t reign 
king. Only 43% of our sample rated convenience as “very important,” falling behind four 
other key drivers of consumer choice. 

You can get an appointment 
at a doctor's office quickly 
when you need it

Has doctors and facilities  
that are easy for you to get to

Has doctors and facilities  
that are close to home

Flexible office hours to fit 
your schedule

You have a choice of many 
ways to get care

Has an electronic  
patient portal

Offers telemedicine services 
24/7

Has doctors and facilities 
close to work

Indicators of Access and Convenience

62%

Very Important

Somewhat Important

28%

53%

35%

48%

39%

46%
37%

40%
41%

28%
37%

22%
35%

24%
32%

How important are 
these features in 
showing that a health 
system is convenient?
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If it's not convenient, maybe the 
care is questionable.

I want to make sure that all 
diagnostic equipment and 
treatment options are the latest 
and greatest.

Preference for quick, in-person access continues to  
trump telemedicine  
While the usage of telemedicine continues to grow, consumers still prefer in-person 
appointments. Sixty-two percent of the respondents in our survey ranked, “You can 
get an appointment at a doctor’s office quickly when you need it” as the feature most 
likely to demonstrate a health system’s commitment to convenience. And, 53% of our 
respondents ranked, “Has doctors and facilities that are easy for you to get to” as  
“very important” when defining access. “Flexible office hours to fit your schedule” was 
rated a “very important” indicator of access and convenience by 46% of our sample. 

Convenience-seeking consumers aren’t as likely to define a health system as 
“convenient” just because telemedicine is offered. “Offers telemedicine services 24/7” 
was considered a very important” indicator of convenience by only 22% of consumers 
surveyed.

Close to home or close to work? 
Consumers who prioritize access and convenience overwhelmingly look for locations 
close to home instead of close to work. Forty-eight percent of our sample rated “has 
doctors and facilities close to home” as “very important,” compared to 24% of our 
sample who believe having “doctors and facilities close to work” is very important.

Electronic patient portals are now table stakes 
Only 28% of healthcare consumers consider having a patient portal to be a  
“very important” indicator of a health system’s access and convenience offering.  
While our research didn’t explore this further, it’s likely that meaningful use has created 
the expectation that health systems offer easy access to electronic health records.
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You can tell a lot by their website 
about what services they offer and 
see the technology used.

INNOVATION    
Innovation was the category least likely to drive consumer choice. Still, 30% of 
consumers consider innovation “very important” when selecting a healthcare provider.

Innovation Indicators

The health system has the  
latest technology and  
advanced procedures

They offer unique services 
that other health systems  
do not offer

The health system conducts 
medical research

The health system includes  
teaching hospital(s)*

50%

37%

29%

46%

27%

41%

24%

42%

Very Important

Somewhat Important

What is important 
in showing you that 
a healthy system  
is innovative?

*Training residents and interns, nursing students, and students in other healthcare professions.
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Latest technology and advanced procedures speak most to 
consumers driven by innovation
When asked, “What is important in showing you that a health system is innovative?” 
50% of respondents indicated that, “The health system has the latest technology and 
advanced procedures” is “very important.”

“Unique” services are valued by consumers driven by innovation
Twenty-nine percent of the audience rated “They offer unique services that other 
health systems do not offer” as a “very important” indicator of a health system’s 
innovation. While the survey didn’t specifically define “unique,” open-ended 
comments suggested that the availability of treatment options helps showcase 
a health system’s focus on innovation. Respondents suggested openness to non-
western or alternative medicine, holistic treatment and non-surgical options could be 
formidable indicators of a health system’s innovation.

Consumers aren’t universally “wowed” by academic medical  
center affiliation
Health systems that have an academic medical center affiliation have a tendency 
to position themselves as innovators, and rightfully so. Academic medical centers 
have the resources and the infrastructure devoted to advancing medicine. But, our 
research reveals that these messages don’t necessarily play well with consumers. 
When asked, “What is important in showing you that a health system is innovative?” 
“conducting medical research” and “offering teaching hospitals” were the least likely 
categories to resonate with consumers.
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provider visit experience
Among all respondents, 84% had made at least one physician visit in the past two 
years, and another 3% saw a non-physician provider. 

 � Segments more likely than average to see a physician included those age 65 
and older and women. 

 � Women were significantly more likely than men to have seen a physician.

 � Men were significantly more likely than women to have seen a non-physician 
provider.

Age/
Gender Physician Visit Non-physician Provider No Provider Visit

21-44 77% 5% 18%

45-64 86% 2% 12%

65+ 95% 1% 4%

Male 78% 5% 17%

Female 87% 2% 11%

81.1 
The average satisfaction  
rating respondents gave their 
providers on a 100-point scale. 

Made one or more provider visits in past two years
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Aspects of interaction with the provider and staff are most highly correlated with 
overall satisfaction. Features such as appointment availability may be very important 
for attracting patients, but are less important to overall satisfaction. 

I don’t ‘choose’ healthcare services. I go to 
providers that are covered by my insurance 
and are open. I avoid the emergency room 
because I am worried about receiving 
a bill. I like urgent care clinics for minor 
health problems because their prices are 
transparent unlike hospitals.

Ratings of Most Recent Healthcare Provider

The doctor thoroughly addressed 
the reason for my visit

The tone of the doctor felt  
genuinely warm

The doctor answered all of  
my questions

The doctor listened carefully and  
attentively to my questions and concerns

The tone of the doctor's staff felt 
genuinely warm

I was seen within a reasonable amount of 
time from my scheduled appointment

The doctor spent enough time 
with me

When I called to make the appointment, 
I was able to get one soon enough

I was able to get an appointment 
quickly when I needed it

The practice has flexible office 
hours to fit my schedule

62%

59%

62%

61%

55%

55%

60%

50%

50%

40%
Strongly agree
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The Price Sensitivity Conundrum 
 � For some consumer segments—especially adults under age 65 who use employer-
provided or Affordable Care Act-based health plans—transparent pricing may 
have to be addressed before they can become responsive to more qualitative 
differentiators. Tactical efforts in this direction will complement an organization’s 
positioning and marketing initiatives.

 � About one-half of those younger than 65 have employer-provided insurance, and 
three-quarters of these respondents have a deductible. Over one-half of those with a 
deductible need to pay $1,000 or more (including some with deductibles of $5,000 
or more) before the plan begins covering their care.

 � One-quarter of all respondents had searched for the price of care, and one-third 
sought information on performance and results, prior to choosing a healthcare 
provider. Respondents under age 45, those with employer-based coverage, and 
those with options such as a high-deductible health plan, health savings account, 
or health reimbursement account were among the segments most likely to have 
searched for information about price as well as performance and outcomes 
measures, prior to choosing a provider.

 � Among those who did not seek out this information, many indicated they didn’t 
know where to find the information, or felt it was too hard to find.

Additional information needed for decision making
When specifically asked, “What is the one piece of information you would most like to 
have about the healthcare organizations in your area to help you make good decisions 
about where to go for care?” these themes emerged.

 � Insurance. Consumers want to know whether services will be covered by their 
plans and whether their plans are accepted by providers. 

 � Cost. Echoing what we hear on a national political stage, consumers want 
advanced and transparent information about out-of-pocket costs and affordability.

 � Ratings. Consumers are interested in ratings from national, third-party rating 
organizations such as Healthgrades and U.S. News & World Report. They’re also  
hungry for patient ratings on sites like Yelp! and other social media outlets. 

 � Providers. Information about qualifications, experience and accessibility help 
consumers make healthcare choices with more confidence.
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conclusion
Insights matter. This is particularly true when making decisions about branding and 
positioning a health system. While Core Health conducted this research to help 
contribute to a knowledge pool from which health systems can learn, analyze and apply, 
this is no substitution for data a health system can gather about its unique markets.  
We encourage healthcare marketers and senior-level executives to use this data to 
inform and inspire conversations. Ultimately, we are all responsible for helping people 
lead healthier and more purposeful lives. 

Data informs insights. Insights lead to sound strategy. Strategy drives actionable results. 
We hope you found this research helpful to your pursuits.


