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About the Research

« CareCredit is the sponsor of the HFMA
Consumerism Content Pillar. &

 Research into consumerism (healthcare 4  —
consumerism) will be carried out in 3 phases. | :

» This survey represents Phase 1 of the process.

« 286 HFMA members, primarily Directors and
CFO’s in Finance and Patient Financial Services
completed the survey.

« The purpose of this survey is to gain a broad il
understanding of the priorities, purpose, progress
and barriers existing the market relating to
healthcare consumerism in order to identify the
specific areas deserving deeper discovery Iin
Phase 2 of this process.
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Location and Type of Organization
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How Healthcare Consumerism iIs Defined

n=223 Total number of categorical responses=338

Please tell us how you define healthcare consumerism.
Empowering patients with the information they need to make decisions about their healthcare
Patients driving healthcare access decisions
Actively engaging patients regarding their own healthcare
Patients taking control of key choices regarding their healthcare
Enabling patients to shop for price and service
Providng high price/value-quality-convenience to patients
Aligning proper service and value to customer preferences
Price transparency
Offering an environment where patients can make decisions regarding their healthcare
Providers lowering the barriers to access
Treating patients as customers
Living up to the patients exectations set by other consumer experiences
Lowering out-of-pocket costs
Treatment transparency
Shifting healthcare discussions to include patient, payor, and provider
Creating a positive patient experience
Focusing on patient or population health first, not payors

Aligning the provider and the patient

8.5%

4.5%

4.5%

4.0%

3.6%

3.6%

3.6%

3.6%

3.6%

8.1%

8.1%

9.4%

9.4%

10.3%

13.9%

20.0%
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How Organizations are Approaching Healthcare Consumerism

n=176 Total number of categorical responses=378

Please describe your organization’s approach to healthcare consumerism and what the organization expects to gain from these strategies.
15.3%

Accurate price transparency

More patient access to healthcare-related information 11.9%
No approach isin place, yet 11.4%
Focusing on patient satisfaction 11.4%

More personal, hands-on interaction with patients 2.0%

Improved marketing of consumerism practices to the public I .0%
High quality outcomes [N G20
Financial counseling I G20
Conducting patient surveys [ 5.2
Availability of real-time cost estimates [N =.2%
No approach is planned I 575
Improved patient education efforts [ 5.7
Employee customer service training [N, 5 79
A commitmant to become the healthcare provider of choice in the area I 5.7%
Treatment counseling I 515
Active outreach to patients about their healthcare options [N 5 1%
More technology to facilitate more customer service [N 2.5%
More competitve pricing [INEG—, 2 5%
Expanding services provided through the patient portal [N 2 5%
Organization-wide customer-centricity [N 2.0%
Offering more convenience [N 2.0%
More financial assistance options [N £.0%
Lowering prices [N - 0%
Easing the burden of high out-of-pocket costs [N 2.0
Simplified and consolidated billing [INNIENEGGGEEEN =.4%
Healthcare system navigation counseling [N : 2%
Conducting market needs research and analysis NG : 4%
Focus on value [N - 5%
Engaging with payors regarding patient experience [N : 2%
Proactive patient communications (confirmations, changes) [N - 20
Price transparency on demand NN : 2%
Improved patient estimates [N : =2
Going to EPIC [N - 3%
Extended clinic hours [N - 29
Creating a supetrior financial experience NN : 3%
Actively marketing to local employers NN - 25
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Importance of Healthcare Consumerism

How Important is Healthcare Consumerism to Your Organization?

n=285

54.4%

32.6%

13.0%

Somewhat important Very important Vital to our organization
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Drivers of Consumerism

n=200

Top Influencers of Consumerism Based on
Scores

Patient
satisfaction

Patient
retention

Support
organizational
goals

Improved
financial
performance

4.1

Patient
acquisition

Addressing the
competitive
marketplace

&
=}

Industry
recognition

w
[N

Avoidance of
new regulations

Ultimately, what are the primary drivers of consumerism in your organization? (score values)

Driver

Patient satisfaction

Patient retention

Support organizational

goals

Improved financial
performance

Patient acquisition

Addressing the
competitive
marketplace

Industry recognition

Avoidance of new
regulations

Influence

Top driver (5)
Significant influence (4)
Notable influence (2)
Slight influence (2)

Top driver (5)
Significant influence (4)
Notable influence (2)
Slight influence (2)

Mot an influence (1)
Top driver (5)
Significant influence (4)
Notable influence (3)
Slight influence (2)

Not an influence (1)
Top driver (5)
Significant influence (4)
MNotable influence (3)
Slight influence (2)

Not an influence (1)
Top driver (5)
Significant influence (4)
Notable influence (3)
Slight influence (2)

Not an influence (1)
Top driver (5)
significant influence (4)
Notable influence (3)
Slight influence (2)

Not an influence (1)
Top driver (5)
Significant influence (4)
Notable influence (3)
Slight influence (2)

Mot an influence (1)
Top driver (5)
Significant influence (4)
Notable influence (3)
Slight influence (2)

Not an influence (1)
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I 18.7%
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I, 28.3%
I 25 %
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Relative Priority of Various Areas of Consumerism

n=206

Highest Priority of Area of Consumerism Based on Average
Score

Relationship between
patients and
staff/organization

Medical information
access and
communications

Patient medical
treatment or
procedure counseling

Patient financial
experience

On-line patient tools

Please rate how highly your organization prioritizes each of the following areas of consumerism. (score value)

Area of Consumerism

Relationship between
patients and
staff/organization

Medical information access
and communications

Patient medical treatment or
procedure counseling

Patient financial experience

On-line patient tools

Level of Priority

Top priority (5) 51.0%

High priority (4) 37.4%

Medium priority (3)

Low priority (2)

Top priority (5) 32.0%

High priority (4) 42.7%

Medium priority (3)

20.4%

Low priority (2) - 4 A%
Mot a priority (1) I 0.5%
Toppriority(5) | = oo

37.8%

High priority (4)

Medium priority (3)

21.9%

Low priority (2) 5.0%
Mot a priority (1) - 2.5%
Toppriorty5) | - =+

High priority (4)

39.3%

medium priority 3) [ 27 >
Low priority (2) _ 65.8%

Not a priority (1) . 1.9%

Toppriority(5) [ 2o 1o

High priority (4)

40.7%

Medium priority (3) | 25.0%
Lowpriority (2) [ 11.8%
Not a priority (1) - 2.5%
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Execution in Various Areas of Consumerism

n=204

Top Areas of Execution Based on Scores

Relationship between
patients and
staff/organization

Medical information
access and
communications

Patient medical
treatment or
procedure counseling

Patient financial
experience

On-line patient tools

Please rate how well your organization executes implementation in each of the following areas of consumerism. (score

value)

Area of Consumerism

Relationship between patients
and staff/organization

Medical information access and
communications

Patient medical treatment or
procedure counseling

Patient financial experience

On-line patient tools

Level of Execution

Excellent execution (5) _ 22.8%

Inconsistent execution (3) _ 25.2%

Poor execution (2) . 1 5%

Excellent execution (5) _ 19.9%

Good execution (4) [

Inconsistent execution (3)

Poor execution (2)

w

o

R
)
o
[1e]
-3

Failed execution (1) I 0.5%
20.0%

Excellent execution (5)

Good execution (4) 42 5%

Inconsistent execution (3) 30.5%

Poor execution (2) 5.5%

|
=
[
Ed

Failed execution (1)

Excellent execution (5) 14.8%

41.4%

Good execution (4)

36.9%

Inconsistent execution (3)

Poor execution (2) 2.9%

|
=
=]
ES

Failed execution (1)

Excellent execution (5) 14.1%

Good execution (4)

Inconsistent execution (3) 30.2%

Poor execution (2)

B zo%

Failed execution (1)
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Average Score Values of Priorities and Execution

Comparison of Priorities and Execution with Various Areas of Consumerism

n=199

Prioirity:
Relationship
between patients

and
staff/organization

Execution:
Relationship
between patients
and
staff/organization

Priority: Medical Execution: Medical
information access  information access
and communications and communications

Priority: Patient Execution: Patient
medical treatment or medical treatment or
procedure counseling procedure counseling

Priority: Patient
financial experience

Execution: Patient
financial experience

Priority: On-line
patient tools

Execution: On-line
patient tools

HFMA Content Pillar: Sponsored by CareCredit

htma



Perceived Barriers to Patient-Centricity

n=235

Barriers Facing Organization when Implementing Patient-Centric Tactics

Technology concerns
(systems, security)

19.7%

Staffing concerns

(headcount, skills) 16.3%

Operational concerns

. 16.2%
(process, oversight)

Cost of implementation 16.0%

Organization has other

P 10.6%
priorities

Unclear on need /

benefit (business case) 6.-7%

Mo internal owner /

. 6.7%
champion

No consensus on where

to start =6

Other 2.3%
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Use of Data Analytics for Consumerism

Does Your Organization Use Data Analytics to Help Inform Consumerism Practices?

n=238

21.8%

No, we do not

24.8%

| am unsure

53.4%

Yes, we do
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Execution of Consumerism Strategies and Tactics

How well is your organization executing strategies and tactics to address consumerism?
n=210
45.2%
32.9%
14.3%
= .
We aren’t addressing consumerism Mot well Fairly well Very well Excellent

13 HFMA Content Pillar: Sponsored by CareCredit h{ma
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Implementation of Patient Portal Functions

n=228

Degree of Overall Portal Function Implementation Based
on Average Scores

Access test results 3.62

Pay bills 3.62

Access EHR

Communicate with

3.28
medical staff

Schedule

appointments 2.99

Refill prescriptions 2.90

Communicate with

2.87
non-medical staff

Arrange for financing

g
=
s

Cost estimation

N
=)
]

What is your expected timeline for implementation of the following patient portal functions? (score value)

Function

Access test results

Pay bills

Access EHR

Communicate with
medical staff

Schedule appointments

Refill prescriptions

Communicate with
non-medical staff

Arrange for financing

Cost estimation

Timeline

Already implemented (4) R 77 8
Implementation is underway (3) I 10.8%

We plan an implementation in the future (2) I 7.1%

No current plans (1) I 4.2%
Already implemented (4) I, 73 3%
Implementation is underway (3) P 9.0%

We plan an implementation in the future (2) I 9.0%

No current plans (1) Bl 3.8%
Already implemented (4) . [:Eu
Implementation is underway (3) I 13.2%

We plan an implementation in the future (2) [N 10.8%

No current plans (1) ]

Already implemented (4) T e0.29%
Implementation is underway (3) 14 2%

We plan an implementation in the future (2) I 17 0%

No current plans (1) I 5.0%
Already implemented (4) I 42.0%
Implementation is underway (3) D 24 1%

We plan an implementation in the future (2) [N 24.5%

No current plans (1) I © 4%

Already implemented (4) 50.5%
Implementation is underway (3) 10.4%

We plan an implementation in the future (2) 17.5%

No current plans (1) 21.7%

Already implemented (4) I — 44 2%
Implementation is underway (3) I 17 0%

We plan an implementation in the future (2) [N 18 4%

No current plans (1) I
Already implemented (4) I 35.8%
Implementation is underway (3) I 14 2%

We plan an implementation in the future (2) [N 20.2%

No current plans (1) D 20.8%

Already implemented (4) 27.4%
Implementation is underway (3)

We plan an implementation in the future (2) 35.8%
Mo current plans (1) 14.2%
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Implementation of Finance-Related Tools

n=220

Degree of Overall Finance-Related Implementations Based
on Average Scores

Pricing transparency 3.23

Cost estimates 3.23

Patient financial
counseling after
treatment

3.19

Patient financial
counseling prior to
treatment

3.17

In-house patient

] . ) 2.90
financing options

Third-party financing

. 2.19
options

Pricing comparisons 1.98

Virtual financial

K 1.59
counseling

What is your expected timeline for implementation of the following finance-related patient-centric tactics, tools and

initiatives? (score value)

Tactic Timeline

Already implemented (4)

Implementation is underway (3)

We plan an implementation in the future (2)
Mo current plans (1)

Already implemented (4)

Pricing transparency

Implementation is underway (3)

We plan an implementation in the future (2)
Mo current plans (1)

Already implemented (4)

Patient financial counseling Implementation is underway (3)

after treatment We plan an implementation in the future (2)
No current plans (1)

Cost estimates

Already implemented (4)
Patient financial counseling Implementation is underway (3)
prior to treatment We plan an implementation in the future (2)
No current plans (1)
Already implemented (4)
In-house patient financing  Implementation is underway (3)
options We plan an implementation in the future (2)
No current plans (1)
Already implemented (4)
Third-party financing Implementation is underway (3)
options We plan an implementation in the future (2)
No current plans (1)
Already implemented (4)
n i Implementation is underway (3)
Pricing comparisons . o
We plan an implementation in the future (2)
No current plans (1)
Already implemented (4)
. i i . Implementation is underway (3)
Virtual financial counseling i L
We plan an implementation in the future (2)

Mo current plans (1)

51.6%
26.5%

22.8%
62.1%
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Implementation of Non-Finance-Related Tools

n=220

Degree of Overall Non-Finance-Related implementations
Based on Average Scores

Patient satisfaction

. 3.82
polling

Staff training to improve
relationships with
patients

Patient medical procedure
counseling prior to
treatment

3.00

Shorter waiting room

. 2.94
times

Expanded hours of

. 2.78
operation

Patient newsletter or

regular publication 207

Redecorating or interior
design changes to your
space or facility

Virtual medical counseling

M
i
~

What is your expected timeline for implementation of the following non-finance-related patient-centric tactics, tools
and initiatives? (score value)

Tactic

Patient satisfaction
polling

Staff training to
improve
relationships with
patients

Patient medical
procedure counseling
prior to treatment

Shorter waiting room
times

Expanded hours of
operation

Patient newsletter or
regular publication

Redecorating or
interior design

changes to your
space or facility

Virtual medical
counseling

Timeline

Already implemented (4)

Implementation is underway (3)

We plan an implementation in the future (2)
Mo current plans (1)

Already implemented (4)

Implementation is underway (3)

We plan an implementation in the future (2)
Mo current plans (1)

Already implemented (4)

Implementation is underway (3)

We plan an implementation in the future (2)
Mo current plans (1)

Already implemented (4)

Implementation is underway (3)

We plan an implementation in the future (2)
Mo current plans (1)

Already implemented (4)

Implementation is underway (3)

We plan an implementation in the future (2)
No current plans (1)

Already implemented (4)

Implementation is underway (3)

We plan an implementation in the future (2)
No current plans (1)

Already implemented (4)

Implementation is underway (3)

We plan an implementation in the future (2)
No current plans (1)

Already implemented (4)

Implementation is underway (3)

We plan an implementation in the future (2)
No current plans (1)

90.4%
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Leadership Prioritization of Healthcare Consumerism

How does your organization’s leadership prioritize consumerism as it relates to the patient financial experience?

n=212
45.8%
36.3%
17.0%
0.9%
|
Mot at all important Somewhat important Very important Vital to our organization
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Front-Line Staff Prioritization of Healthcare Consumerism

How does your organization’s front-line staff prioritize consumerism as it relates to the patient financial experience?

n=209
45.8%
17.0%
0.9%
|
Not at all important Somewhat important Very important

36.3%

Vital to our organization
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How Consumerism Fits into Front-Line Staff Workflow

How does a focus on consumerism fit into your front-line staff’s daily workflow?

n=203
37.4%
33.0%
25.6%
. l
Not atall Somewhat poorly Fairly well Very well
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