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There…we said it.
It’s not for a lack of good intentions 

or some insight about the audiences 

that health care leaders serve. Instead, 

it’s because they’re simply amplifying 

the wrong stories across many aspects 

of the health care experience. Most 

leaders tout their quality, innovation 

and awards—but rarely do they help 

consumers understand how these things 

improve lives. They want their brands to 

be liked and trusted (even loved!), yet 

most focus on what they think people 

need instead of what people really want.
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Brands exist to grow 
the business, and they 
do so in three ways: 
by motivating Usage,  
delivering Satisfaction 
and inspiring Advocacy. 

The ‘best’ people  
are not those with  
the best pedigree  
or those at the 
cutting edge of  
their respective  
fields. Instead,  
they’re the ones  
with interpersonal 
skills that help 
patients to feel  
more like humans.

68% of consumers want to 

connect with their health care 

brands on an emotional level.

When it comes to driving Usage, Satisfaction 

and Advocacy, it’s much less about the 

functional attributes 

than it is about the 

emotional ones. This is 

not a groundbreaking 

idea, but the science 

behind the giant gap 

between emotional and 

functional is astounding. 

68% of consumers want 

to connect with their 

health care brands on an 

emotional level. People 

are hungry to make 

emotional connections 

with brands, regardless 

of industry. Yet health 

care amplifies a 

perpetual storyline 

around quality scores, 

accessible touchpoints 

and the latest medical technologies. What 

if we told you that consumers actually want 

to build a rich, emotionally charged, human 

relationship with you, built on feeling 

prioritized and working collaboratively 

toward improved well-being? The 

functionally-oriented stories that frequent 

When it comes to health  

care brands, it’s time to  

reset the mindset.

Why do brands exist and why should 

organizations build them? It’s not for a 

fresh-looking logo, website or TV ad. 

Brands exist to grow the business, and 

they do so in three 

ways: by motivating 

Usage, delivering 

Satisfaction and 

inspiring Advocacy. 

It’s as simple as 

that. But, most 

brand leaders 

don’t understand 

how to drive these 

actions because 

they simply lack sufficient insight into how 

people think about and engage with health 

care. And that’s where this report comes 

in. Humanizing Brand Experience exists to 

equip the forward-thinking brand leader 

with the depth of knowledge required to 

make their brand work harder.

This year, the 3,000-plus consumers in our 

research have confirmed how absolutely 

wrong health care brands are about what 

matters. It’s not about traditional notions of 

quality; it’s about having the ‘best’ people—

an idea that has 58% more impact on Usage, 

Satisfaction and Advocacy than the quality 

of your outcomes. This multi-faceted 

definition of ‘best’ will challenge all notions 

of how your people deliver experience, 

how your organization cultivates talent 

and how you tell stories. The ‘best’ people 

are not those with the best pedigree or 

those at the cutting edge of their respective 

fields. Instead, they’re the ones with the 

interpersonal skills that help patients to feel 

more like humans.

The orientation of 

health care leaders 

toward operations 

and the collective 

pursuit of efficiency 

is growing the 

gaps between their 

brands and those 

they hope to serve. 

Consumers demand 

an experience 

tailored to their unique needs as individuals. 

This doesn’t mean a bespoke experience. 

It means understanding the concept that 

not everyone is the same and someone’s 

individual point of view, life experience 

and context affects how they choose and 

engage with a health care brand—and 

turning this insight into action.

It’s about having the ‘best’ 

people—an idea that has 

58% more impact on Usage, 

Satisfaction and Advocacy than 

the quality of your outcomes.

the various touchpoints and experiences 

of many health care brands are actually 

pushing consumers further away.

The news isn’t all bad, though. Leaders have 

emerged in some of the most important 

engagement and experience categories. 

Organizations like 

Johns Hopkins Health 

System, Massachusetts 

General Hospital and 

Emory Healthcare offer 

lessons in challenging 

convention and 

amplifying, relentlessly, 

the unexpected ideas 

that really drive behaviors 

that support health care 

businesses and brands.

What follows are  

the human stories  

and the data behind 

them to help you 

improve the impact of 

your brand across every 

aspect of the experience. 

It starts with an understanding of how 

people engage, followed by deep dives 

into the elements that drive people. We 

hope you find the results both jarring and 

inspirational as you work to create a  

more human brand experience.



9Category Engagement ©2018 Monigle8Category Engagement ©2018 Monigle

G
o

 t
o

 T
a

b
le

 o
f 

C
o

n
te

n
ts

G
o

 t
o

 T
a

b
le

 o
f 

C
o

n
te

n
ts

Your role in the 
experience has 
changed, but your 
approach has not
At a category level, consumerism has 

changed health care. Pained by the rising 

costs of plan premiums and out-of-pocket 

expenses, people are taking a more 

active role in their decision-making, and 

demanding more from their health care 

experiences. 65% of consumers we spoke 

to said that they do not always trust their 

health care provider to make the right 

decisions for them.

Today’s consumer knows that if they’re 

not satisfied with a provider, they can go 

somewhere else. The power is in their 

hands, yet many health care brands still 

operate as if they (and their physicians) are 

the sole source of trust and influence over 

the experience. 

65% of consumers we 
spoke to said that they 
do not always trust their 
health care provider to 
make the right decisions 
for them.

“Consumerization of 

health care is happening 

right now before our 

very eyes.”  
 – Vice President, Marketing and  

Communications, health care system

For health care leaders to keep up with 

these changes, they must first understand 

how consumers want to engage with health 

care as a category. Category engagement is 

based on the centrality of a product or 

service to someone’s needs, values and 

concept of self. By understanding how 

consumers engage with a category, we can 

better understand how to craft branded 

experiences that align with consumer 

behavior in a quickly changing landscape.
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Health Care Category Engagement
Top two box statement agreement (strongly or somewhat agree)–national sample

Influence and advocacy
influencing the perceptions of others 32%

41%

61%

68%

67%

49%

32%

65%

Innovativeness
trend-setting or early adopting

Symbolic (financial) value 
higher financial value or status

Emotional value
provides emotional benefits

Proactivity
actively seeking out info about the category

Topical interest
openness and interest in receiving info about the category

Category participation
a user or nonrejector of category

Control
have decision-making control within the category  

01

02

03

04

05

06

07

08

We divide category engagement 
into eight attributes,
ranging from basic control over decision-making to the highest degree of 

engagement: advocacy.

Looking at the category attributes that rose to the top, our research shows 

that today’s health care consumers are no longer passive recipients of 

health care—they’re driving the experience. They are more proactive,  

taking control of their care, want to connect emotionally and see the  

value of shopping for second opinions.

Ultimately, this means that consumers 
view health care as a product—one that 
can be replaced if their current provider 
does not meet expectations. 

“Fortunately or unfortunately, 

other industries have transformed 

the health care consumer  

from a passive recipient to a 

proactive chooser guided by  

an ever-changing set of  

tools and resources.” 

 – Gabe Cohen, 

CMO, Monigle
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Let’s dive deeper into the 
most important category 
engagement attributes

SUBGROUP ANALYSIS 

BY GENDER 
Women are 24% more likely than men to do their own 

research on symptoms/treatments, and have 25% more 

interest in watching or reading about health and wellness 

related topics. Men, however, are 78% more likely to think 

that their friends and family consider them a “go-to” for 

advice about health care.   

BY AGE  
We see a steady decrease across age groups in each area—

those 25 to 34 years old are 35% more likely to be doing their 

own research on symptoms/treatments and 30% more willing 

to shop around, versus those who are 65-plus.

BY HHI 
The more someone earns, the greater their orientation to 

trying to take control of their care experiences. Those earning 

$200K-plus are 57% more likely than those earning $50K 

to take a proactive role in their care and not leave the sole 

decision-making to their physician.

BY CONDITION  
Those who have a chronic condition are 33% less likely 

to shop around for the best care, likely due to the high 

costs they already incur living with their condition and the 

frequently emotional nature of addressing chronic problems. 

A symbol of hope and a positive, human-centric orientation 

may influence switching behavior. 

Category engagement The experience

Control Tired of feeling powerless and overwhelmed, the majority of 

consumers demand control of their health care journeys. The 

power no longer rests in the hands of providers, as consumers 

are more proactively seeking a voice and role in a historically 

paternalistic industry. People want to feel like active 

participants in their care journeys, engaged by empathetic 

providers who treat them like equals.

Category engagement The experience

Proactivity Consumers no longer want to be passive recipients of care. 

They actively research symptoms and treatments to problem-

solve on their own and be armed with questions if they 

seek care from a physician. This demands a reframing of the 

interaction between patient and provider from a one-way to 

two-way dialogue.

Category engagement The experience

Emotional 
value

Health care delivers high emotional value; consumers want 

to feel peace of mind after receiving care. They’re more 

emotionally invested in their decisions, raising the stakes for 

health care brands to humanize their experiences and nurture 

connections. The tension between throughput goals and 

connecting emotionally represents the chasm that’s emerged 

between Marketing and Operations at most health care brands. 

Category engagement The experience

Symbolic 
(financial)  
value 

Many consumers see value in spending more for health care, 

particularly when it comes to specialty care or getting a 

second opinion. Because many don’t trust that providers have 

their best interests in mind, people have become more willing 

to shop around.
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reset on what it means 
to engage
The purpose of any  
brand is threefold:  
1) Usage: 
Motivate someone to choose you

2) Satisfaction: 
Deliver experiences that result in a  

customer being satisfied

3) Advocacy: 
Inspire them to recommend your  

brand to others 

A challenge for many health care 

leaders is that they’re still thinking 

about brands as a promise, logos and 

clever advertising. 

We collected performance ratings for 

43 U.S. health care brands on a battery 

of metrics: functional decision drivers, 

emotional motivators, reputation, 

satisfaction, likelihood to use and 

likelihood to recommend. While 

reputation plays an important role, it’s 

not something that brand leaders can 

directly control–you can only shape it.

Instead, brand leaders must focus on moving people using 

functional drivers and emotional motivators grounded in how 

people want to engage in the category. Your actions should  

start here.

Three imperatives rose  
to the top: 
1. Individualization 

2. Best people 

3. Delivering on emotional needs

rep·u·ta·tion / repy   tāSH(  )n / noun. 

Residual perceptions and associations 

that people attach to your brand.

e e

reputation

“The industry is still 

plagued by 20-year 

old thinking where 

brand remains 

a dirty word, 

especially among 

less sophisticated 

organizations 

that haven’t yet 

been jarred into 

rethinking the role 

that their brands 

play within  

the communities 

we serve.” 

 – Carolyn Bugg, 
Director, Strategy, 
Monigle
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Making someone 
feel special
The number-one thing that people want from health care brands is to feel like a 

top priority—to be treated like a unique human being who deserves to be taken 

seriously. This is about mindfully dedicating time and attention to patients and 

their families, and getting to know them well enough to understand who they are 

and what they need, instead of treating them like a medical chart or condition. 

It’s about leading with the heart, not with the head. 

“I like to feel important. That the health care 

professional is taking you seriously and really 

trying to solve your problem. That the doctor takes 

a little time to know who you are and what your 

history is. Usually I just feel like I’m a number. Just 

somebody that is like anybody else. They rarely 

know who you are or anything about you.”  

–Male Consumer, Pennsylvania

This may seem like a straightforward concept—something the health care 

industry has been talking about for years—but few brands deliver on this 

emotional need consistently. One issue is that some health care brands approach 

patient-centered care only as a medical strategy, such as through personalized 

treatment plans and/or molecular/genetic analysis. These are a great start, but 

this strategy alone doesn’t address our need for a human connection. 

Insight 1
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Consumers ranked 
the emotional 
motivator of 
individualization 
number one in 
importance, and it 
directly drives  
Usage, Satisfaction 
and Advocacy. 
Consumers strongly associate feeling like a 

top priority on an emotional level with key 

functional decision drivers like getting the 

best medical outcomes, receiving the latest 

medical treatments, getting personalized 

care specific to their unique needs and  

feeling like it was quick and easy to get care. 

Making someone feel like a priority works 

best when it is part of a brand’s internal 

culture. This should be clearly defined as a 

behavioral expectation among employees, 

something they are explicitly trained on 

how to deliver and modeled from the top 

down by leaders who pay close personal 

attention to their people. 

“We consider our 
employees our 
customers. As leaders, 
if we don’t consider 
the employee 
experience then we 
aren’t serving the 
patient, either.” 
 – Senior Vice President and Chief Nurse Executive, 

health care system
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of functional drivers
The most memorable health care 

experiences start with great people. 

Looking at consumers’ 

ratings, “the best people” 

is far and away the 

functional factor most 

strongly correlated to Usage, 

Satisfaction and Advocacy, 

outpacing others by 81%  

on average.

But, it’s not just about having the physicians 

with the most enviable pedigrees. In fact, 

it’s the opposite. 

Health care brands must expand their 

definitions of “best” to better cultivate 

the skills that build those critically valued, 

emotional connections. As you unpack 

what people identify with being the 

best, it’s about how they do other things 

beyond their schooling, research or last 

job including their interpersonal skills and 

emotional intelligence.

Insight 2
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To have “the best  
people” consumers say 
you need to do three 
things consistently:
Be skilled and knowledgeable
They must have a solid body of knowledge in their area of specialty, 

be good at problem identification and problem solving and deliver 

an accurate diagnosis. This is not as much about clinical skills and 

knowledge as it is about the perception of skills, which can be 

demonstrated through the experiences a physician delivers as much 

as or even more than the credentials on their degree.

Have great interpersonal skills 
Consumers place more importance on providers’ interpersonal  

skills than their medical experience. That’s right: It doesn’t matter 

how much someone knows if they treat people poorly. We too 

frequently hear about doctors who get away with callous bedside 

manner because they are “highly skilled academics.” These people 

can seriously damage their brand’s reputation.

Take the time to fully engage
Many patients feel like their doctors and nurses rush through 

interactions, causing concern that they might misunderstand 

the individual’s unique needs or, even worse, misdiagnose. The 

result is that many people don’t feel valued by the provider, and 

subsequently feel deprioritized by the brand. The best people make 

good eye contact, are fully present in the moment and take the time 

to address all of a patient’s questions and concerns.

“The doctor would walk 

in on time and look and 

feel pleasant and calm, 

they would listen to you 

and understand you and 

provide the best possible 

care. They would have 

knowledgeable staff and 

front desk people.” 
 – Male Consumer, Arizona

Providers need to exhibit all three of these 

qualities for consumers to consider them 

“the best.” For example, if a physician 

who is knowledgeable and personable 

rushes through an appointment with their 

attention somewhere else, the patient may 

leave with a negative impression. To be fair, 

many physicians are overbooked and 

“If health care brands are going to build 

deeper emotional relationships that 

elevate reputations, we must stop 

making excuses for providers who treat 

people poorly. You have to put your 

brand experience first and live it, even 

with your most skilled practitioner.” 

 – Rick Jacobs, 

Principal, Monigle

wish they could spend more time with their 

patients. This is where health care leaders—

the ultimate owners of the experience—

need to weigh their priorities and do 

whatever it takes to support their people, 

creating structures and processes that 

enable them to deliver great experiences. If 

you don’t, your brand is at risk. 



“I want to feel cared 

for—not a number, not 

a statistic. A valued 

human who is not 

being rushed. I want 

to be looked in the 

eye, I want to know my 

options, and I want 

to be given choices. 

This expectation is 

not usually met.”  
 – Male Consumer, California

Looking at how consumers rate 

the performance of the 43 brands 

in our study, we see an average 

performance score of 60% on 

functional drivers and only of  

35% on emotional motivators. 

That’s a performance gap of  

71%, yet the emotional motivators 

are better drivers of Usage, 

Satisfaction and Advocacy!

25Emotional Needs ©2018 Monigle
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IT’S TIME TO  
ABANDON 
WHAT WE’VE 
ALWAYS DONE 
We have to move  

from functional  

to emotional.

Most health care brands try 

to differentiate themselves by 

emphasizing their functional 

benefits, highlighting technical 

capabilities and the latest medical 

technologies. If you ask any health 

care executive what their brand does 

well, the first thing they typically 

say is “quality,” usually meaning that 

they score well in terms of safety and 

clinical outcomes. 

As a result, nearly all health 

care brands underperform 

when it comes to meeting 

consumers’ emotional needs. 

“It’s time to get 

comfortable with 

abandoning the 

traditions of our 

industry—your U.S. 

News and World 

Report badge of 

honor puts you 

strongly in conflict 

with the same 

people you’re trying 

to engage if other 

elements of your 

brand experience 

are not aligned.” 

 – Gunnar Jacobs, 

Executive Director, 

Monigle

Insight 3
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Even if we look at the top-five highest 

rated brands across the study, they still 

average 73% on functional drivers and 

only 55% on emotional motivators. And 

it’s understandable why this is happening. 

Providers often underestimate the degree 

to which their experiences fail to meet 

consumers’ expectations. The big hurdle 

that brands face is that our memories are 

negatively biased, causing people to focus 

more on negative experiences than positive 

ones. As a result, customers are often more 

likely to tell friends and family about bad 

experiences than good.

Additionally, meeting emotional needs 

requires significant organizational effort 

spanning the entire patient journey. 

Most health care leaders are unwilling 

to dedicate the time and energy to 

operationalize the experiences that deliver 

on emotional needs across their entire 

system because there has not been a clear, 

measurable ROI for doing so.

Brands of the future 
will only be successful 
if they can break 
down silos to create 
experiences that  
actually impact  
people emotionally
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Brand Rankings
This year’s rankings are filled with 
humanizing brand experiences
Scores ranged from the high-80s to the mid-20s (on a 100-point scale),  

indicating that the strength of health care brands across the country varies widely. 

How we ranked the top 

health care brands: 

For this edition of Humanizing Brand 

Experience, we focused on brands 

from the top 12 markets by metro area 

size, including some of the top health 

care brands as ranked by traditional 

models like U.S. News and World 

Reports. See page 82 for the rankings 

by individual market. 

The brands were rated on a 100-point 

scale, based entirely on the science 

of consumer decision-making. Each 

of these 43 brands were rated on 

a battery of experience metrics: 

functional decision drivers, emotional 

motivators, reputation, satisfaction, 

likelihood to use and likelihood  

to recommend. 

While this is not an exhaustive list of all 

health care brands across the U.S., the 

rankings here provide insight into how 

well-known players are performing 

against consumers’ actual needs  

and expectations.

Rank Brand

1 Johns Hopkins Health System

2 Massachusetts General Hospital

3 Emory Healthcare

4 Memorial Hermann

5 Stanford Health Care 

6 Houston Methodist

7 St. Joseph Hoag Health

8 Cleveland Clinic

9 Baylor Scott & White Health 

10 UT Southwestern

11 Brigham and Women’s Hospital

12 UCSF Medical Center

13 The University of Chicago Medical Center

14 BJC HealthCare

15 NYU Langone Health

16 University Hospitals

17 Keck Medicine of USC

18 National Jewish Health

19 University of Maryland Medical System

20 CHI St. Luke’s Health

21 NewYork-Presbyterian

22 Cedars-Sinai

23 Sutter Health 

24 Lahey Health

25 Northwestern Memorial HealthCare

26 The Mount Sinai Health System

27 Rush Health

28 Texas Health Resources 

29 WellStar

30 UCLA Health

31 UCHealth

32 Northwell Health

33 Mercy

34 Piedmont Healthcare

35 MedStar Health

36 Advocate Health Care

37 Kaiser Permanente 

38 Medical City Healthcare

39 St. Luke’s Hospital

40 HealthONE

41 Centura Health 

42 Grady Health System

43 The MetroHealth System

The text-based name represents the name evaluated in the survey, the logo represents current go-to-market 
strategy. Differences reflect changes in strategy between research fielding and report development.
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Emotional Motivators

EMOTIONAL  
MOTIVATORS 

Health care is a highly emotional 

journey—even just a routine checkup 

causes some people to think about 

their health and mortality in a 

way that makes stomachs queasy. 

Consumers are out of their comfort 

zones, under stress and vulnerable. 

They look for meaningful human 

connections to feel at ease.

For any brand,  
understanding and 
meeting a customer’s 
emotional needs 
has a direct impact  
on the customers’  
likelihood to feel, 
deep in their bones, 
“that’s the brand  
for me.” 
Harvard Business Review analyzed more 

than 400 brands across 30 categories and 

demonstrated that customers who are fully 

emotionally connected to a brand are 52% 

more valuable, on average, than those who 

are just highly satisfied.* This means 

that building meaningful emotional 

connections is even more important than 

ensuring customers are satisfied! 

Looking at the relationship between 

health care brand performance on 

functional needs versus emotional needs, 

performing well on 

emotional motivators has a 

higher predictive value in 

driving Usage, Satisfaction 

and Advocacy.

In the past, health care brands have focused 

more on the functional aspects of care. 

Today, enhancing emotional connections is 

clearly a more viable path to growth.

Decoding a more human 
brand experience 

*(citation: https://hbr.org/2015/11/the-new-science-of-customer-emotions)
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1. Individualization: Makes me feel like the top priority when I’m getting care

2. Success: Helps me live a good quality of life

3. Well-being: Gives me a stress-free health care experience

4. Freedom: Makes me feel like I have options when it comes to my health care

5. Security: Gives me reassurance that they will be there for me when I need them

6. Confidence in future: Gives me confidence in my long-term health and wellness

7. Self-actualization: Helps and encourages me to be the healthy person I want to be

8. Belonging: Makes me feel like I’m not the only one going through this

9. Excitement: Celebrates my important milestones and outcomes

Health Care 

Emotional 

Motivators

Stated  
Importance

Driver A

Driver B

Driver C

Driver D

Driver E

A

B

E

C

D

Derived Importance 

(Usage, Satisfaction, Advocacy)

Top of Mind Wants

Insignificants

Key Motivators

Latent Motivators

High

Low

HighLow
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Emotional Motivators

With this in mind, let’s take a look at how consumers want to feel while engaging with health 

care. When asked to rank the importance of the nine emotional motivators that are proven to 

affect customer value across all categories, consumers pointed to individualization, success 

and well-being as their top-three most important emotional needs. 

The nine emotional components to the 
health care brand experience, in order of 
importance as ranked by consumers

The question is, are these the same emotional needs that will drive our key brand metrics of 

Usage, Satisfaction and Advocacy? Using regression analysis, we also identified the derived 

importance of each emotional motivator (i.e. importance calculated based on how strongly 

correlated each motivator is to consumer Usage, Satisfaction and Advocacy).

By mapping stated importance against 
derived, we gain a clearer picture of what 
matters most
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Emotional Motivators

Key Motivators
The emotional motivators highest in both stated and derived importance are 

individualization, freedom/autonomy and security. This is not to say that the top-of-mind 

motivators of success and well-being are unimportant. However, for health care brands that 

need to focus their time and energy, we have a clear road map for what to tackle first.

Importance of Health Care Emotional Motivators
Stated vs. Derived Importance: National sample    

Key Motivators
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Emotional Motivators

INDIVIDUALIZATION
“Makes me feel like the top priority  
when I’m getting care”

“I want to feel like a 

human, not a number. 

I want to be able to tell 

the doctor how I feel, 

not how he thinks I 

should feel. Allow me to 

ask questions. Make me 

feel like you are glad I’m 

your patient or client. To 

be able to take as much 

time as needed, not just 

an allotted time period.” 

 – Female Consumer, Pennsylvania 

For consumers, health care can feel like 

an assembly line where they’re rushed 

in and out of each step in the journey. 

Providing an individualized experience 

means creating a human connection to 

ensure people know that your people and 

organization are prioritizing their needs. 

This is accomplished through behaviors like 

engaging in a genuine two-way dialogue 

and tirelessly, proactively communicating 

with transparency throughout the journey. 

This emotional motivator is very strongly 

correlated with the category engagement 

attribute of control. 

FREEDOM
“Makes me feel like I have options when it 
comes to my health care”

“I think this is important 

because doctors often 

think they know what 

is best and while they 

are experts, we know 

our bodies well and 

we want to feel like we 

have a choice.”  
 – Female Consumer, New Jersey

Consumers want to know their options 

and feel like they have a choice when it 

comes to their care. Feelings of freedom/

autonomy come from empowering people 

to make decisions across the journey, 

especially before and after they walk 

through your doors or engage in one of 

your services. Perhaps not surprisingly, 

freedom/autonomy is strongly correlated 

with the category engagement attribute of 

control as well.

Key Motivators

Individualization  
Top Brands:
Massachusetts General Hospital

Houston Methodist

Johns Hopkins Health System

Freedom  
Top Brands:
Massachusetts General Hospital

Johns Hopkins Health System

UT Southwestern
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Emotional Motivators

SECURITY
“Gives me reassurance that they will be 
there for me when I need them” 

“I like to feel like I am not 

putting the doctor out—

that they are there to help 

me and not run to the 

next room to help the next 

person because they have 

a timeframe they need to 

keep. If I have questions, I 

would like them answered 

and not made to feel like 

I am a burden…mainly I 

just want to be heard and 

respected and not made 

to feel like I am bothering 

them or keeping them 

from something else.”  
 – Female Consumer, California

Security is bigger than making facilities and 

services safe for consumers both physically 

and psychologically. Being there for 

consumers means also being emotionally 

present and empathetic, and showing 

respect for patients’ time and concerns. 

Further, it’s contingent on the ability 

to create confidence and reassurance 

about what will happen next, even when 

delivering an unfortunate diagnosis  

to patients.

Key Motivators

“When going to see a doctor, I 

find it frustrating when my 

appointment is rushed or the 

doctor does not seem interested. 

I know they have a busy 

schedule and a tough job. I just 

would like to be acknowledged 

and feel that they understand my 

reason for the appointment.”  
 – Female Consumer, Illinois 

Security  
Top Brands:
Massachusetts General Hospital 

Johns Hopkins Health System

Stanford Health Care
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Emotional Motivators

Top of Mind Wants

Top of Mind Wants
While consumers rank success and well-being high in stated importance, focusing on these 

emotional motivators is less likely to drive Usage, Satisfaction and Advocacy, particularly 

success. Since it’s so top of mind for consumers, these are important needs for brands to 

acknowledge—but they shouldn’t expend as much time and energy in this area. 

Importance of Health Care Emotional Motivators
Stated vs. Derived Importance: National sample    
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Emotional Motivators

Top of Mind Wants

SUCCESS
“Helps me live a good quality of life” 

“I guess the fact that he 

takes so much time with 

me and is always willing 

to listen helps me helps 

me feel that he wants 

me to have a good 

quality of life.” 
 – Female Consumer, Wisconsin

Consumers are aware of the role their 

doctors play in helping them achieve a 

good quality of life. When health care 

providers look beyond the issue at hand 

and proactively help patients improve  

their quality of life beyond the four walls  

of the facility, people walk away feeling 

more successful in their health and 

wellness endeavors.

WELL-BEING 
“Gives me a stress-free health 
care experience” 

Health care is already an emotionally 

heightened, stressful experience. The best 

thing health care brands can do to provide 

a sense of well-being is to avoid adding 

tension points to an already stressful 

situation, across the patient journey. 

Reducing the amount of stress associated 

with health care is important to consumers. 

The reason why this emotional motivator 

is just a “top of mind want” is because it’s 

difficult for brands to fully address this 

need, even though it’s easy to compound 

the stress of care. Too much of this 

emotion is outside of a brand’s control to 

fully impact the experience. Across all of 

the brands that consumers rated, only 33% 

of consumers positively rated brands for 

their performance on well-being.

“When I’m going 

through any illness or 

medical treatment,  

odds are that I’m already 

stressed out enough 

about having to go to 

the doctor. The last 

thing I want is for the 

visit to be stressful or the 

experience in setting 

up an appointment 

or resolving issues 

afterward to be  

stressful also.” 
 – Female Consumer, Illinois

Success  
Top Brands:
Johns Hopkins Health System

Massachusetts General Hospital

Emory Healthcare

Well-being  
Top Brands:
Johns Hopkins Health System

St. Joseph Hoag Health

Massachusetts General Hospital
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Emotional Motivators

Latent Motivators

Latent Motivators
When asked directly, consumers rate feeling confidence in their long-term health and 

wellness as relatively unimportant. This is similar to the lack of importance they assign 

wellness and preventative care programs, as we’ll show you in the next section of this report 

on functional decision-drivers. However, we clearly see a link a between brands that perform 

well at helping consumers feel confident about their long-term plans and high levels of 

brand Usage, Satisfaction and Advocacy.

Importance of Health Care Emotional Motivators
Stated vs. Derived Importance: National sample    
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Emotional Motivators

Latent Motivators

CONFIDENCE IN 
THE FUTURE
“Gives me confidence in my 
long-term health and wellness” 

“Because I can speak 

freely, and receive 

decent answers to 

my questions, I am 

confident that I have 

chosen well in my 

providers, and that they 

are interested in me 

long-term.” 
 – Male Consumer, New York

Health care experiences come with a lot 

of uncertainty. Consumers feel a sense of 

confidence in the future when they receive 

clear information about what’s going on, 

what’s happening next, how these steps will 

impact their current and future health and 

what steps they can take to stay in control. 

You don’t have to be the perpetual provider 

of good news, but your brand experience 

should focus on providing clarity around 

what’s ahead for each individual inclusive 

of both the patient and their family.

“I want to be able to walk out 

knowing exactly what is going 

to happen and how that is going 

to affect my life.” 
 – Female Consumer, Ohio

Confidence in the  
Future Top Brands:
Massachusetts General Hospital

Stanford Health Care

Johns Hopkins Health System
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Emotional Motivators

Insignificants

Insignificants
While self-actualization, belonging and excitement are emotional motivators proven to affect 

customer value across 30 different industries* relative to the other motivators tested, they are 

relatively insignificant in health care. These are less top of mind for consumers and do not 

directly drive Usage, Satisfaction and Advocacy. Meeting these needs should be considered a 

nice-to-have.

Importance of Health Care Emotional Motivators
Stated vs. Derived Importance: National sample 

*(citation: https://hbr.org/2015/11/the-new-science-of-customer-emotions)
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Emotional Motivators

Insignificants

SELF-ACTUALIZATION
“Helps and encourages me to be the 
healthy person I want to be” 
At every touchpoint, provide personalized guidance, advice and encouragement on the steps 

patients need to take in order to be their best selves. This can include “tough love” for those 

who are not actioning on their care plans.

BELONGING
“Makes me feel like I’m not the only one 
going through this”
Help patients through their care journey by making them feel like they’re part of something 

bigger. For some, this can be about connecting with support groups for people with similar 

conditions so they don’t feel alone in their experience. For others, it’s about the relationship 

a health care organization has with its local community. While localism and community 

involvement can create connections between people and brands in some categories, people 

generally don’t have a tribal sense of loyalty to health care brands.

EXCITEMENT
“Celebrates my important milestones  
and outcomes”
Celebrating with patients means everything from wishing them a heartfelt happy birthday to 

surprising them with post-surgery flowers courtesy of their surgeon. 

Before we depart this section, consider 
how often your effort and energy (as 
well as your resources!) fit into these 
categories which don’t influence 
consumer decision-making. 
For instance, as many brands aspire to be more than health care organizations, they’re 

speaking to the notion of self-actualization with health and wellness plays. Or using 

patient stories in advertising campaigns, but speaking more to the human need to belong 

instead of individualization. And creating excitement about what’s new and what’s next in 

communications seems to be the emphasis of most innovation-specific efforts. When it comes 

to these three motivators, it’s not as if they don’t matter at all. It’s critical, though, to consider 

whether your efforts could be better deployed somewhere else across the experience.
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1. Quality Outcomes: Provides the best medical outcomes for patients

2. Personalization: Provides individualized care specific to patient’s unique needs

3. Convenience & Ease: Makes it quick and easy to get the care patients need

4. Best People: Has the best people

5. Innovation: Offers the latest medical treatments and technologies 

6. Empathy: Demonstrates empathy and compassion in every aspect of patient care

7. Systemness: Doctors, hospitals and clinics are all part of same organization 

8. Transparency: Sets clear expectations about what’s happening/ what’s next

9. Wellness: Offers wellness programs and preventative care

10. Coordination: Helps patients navigate care across facilities and physicians 

11. Academic Medicine: Conducts medical research and clinical trials
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Functional Motivators

Functional  
Motivators 

While meeting consumers’ 

emotional needs is more 

important than ever, it is of 

course essential for health 

care brands to deliver well on 

functional needs. At the end 

of the day, consumers engage 

with health care to get and stay 

healthy. The functional benefits 

are the “what” and the emotional 

needs are the “how” of care 

delivery. You can’t have the how 

without the what.

We explored the importance of 11 
categories of functional benefits
—from quality to systemness to preventative medicine—to identify what really 

matters to consumers when choosing health care brands. When asked to rank 

them in order of importance, quality outcomes, personalization and convenience 

and ease rose to the top.
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Functional Motivators

Key Decision Drivers

Key Decision Drivers
The key health care decision drivers for consumers are quality outcomes, the 

best people and empathy. 

Quality outcomes may be number 
one on people’s minds, but having the 
best people is 58% more likely to drive 
Usage, Satisfaction and Advocacy than 
providing the best medical outcomes. 
The two are intimately linked—it’s hard to have one without the other—but 

outcomes alone are not enough if the people delivering those outcomes lack 

empathy and deliver poor experiences.

Importance of Health Care Decision Drivers
Stated vs. Derived Importance: National sample    
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Functional Motivators

Key Decision Drivers

QUALITY OUTCOMES
“Provides the best medical outcomes 
for patients” 

Consumers assume quality in health care. 

When primed, outcomes rank first in 

consumers’ priorities, but this idea is rarely 

mentioned in open-ended discussions 

with patients. Unless they or a close friend 

or family member had a strongly negative 

experience with something going wrong, 

consumers typically assume that a positive 

medical outcome will be a result of the 

experience. This is not an area on which 

many health care brands can differentiate.

“We continue to hear 

from brand leaders that 

their brands are laser-

focused on quality, 

but quality is table 

stakes. This doesn’t 

mean you have to 

abandon quality—it has 

to be there. However, 

differentiation often 

lies in discovering 

and articulating what 

quality means in 

human terms.” 
 –Luke Bemis, 
  Senior Director, Strategy, Monigle

BEST PEOPLE
“Has the best people”

People are the front lines of brand 

experiences. From a consumer perspective, 

the best people are not only skilled and 

knowledgeable, but also have great 

interpersonal skills, and the time to fully 

engage with the patient. Looking at the 

correlations between functional decision 

drivers and category engagement, there is a 

statistically significant correlation between 

symbolic (financial) value and a desire 

for the best people. Many consumers are 

willing to shop around and spend more 

if it means they will get care from the 

best people, regardless of the pedigree or 

specialty area of the provider.

“The doctor would walk 

in on time and look and 

feel pleasant and calm, 

they would listen to you 

and understand you and 

provide the best possible 

care. They would have 

knowledgeable staff and 

front desk people.”  
 – Male Consumer, Arizona

Quality Outcomes  
Top Brands:
Stanford Health Care 

Massachusetts General Hospital

Johns Hopkins Health System 

Best People  
Top Brands:
Massachusetts General Hospital

UT Southwestern

Stanford Health Care
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Functional Motivators

Key Decision Drivers

EMPATHY
“Demonstrates empathy and compassion 
in every aspect of patient care”

“The people that work 

there would be caring 

and considerate, and 

truly want to just make 

you feel better.”  
 – Female Consumer, California

Consumers engage with health care 

emotionally, so it makes sense that 

empathy is so closely tied to Usage, 

Satisfaction and Advocacy. Many 

consumers express a desire for a more 

empathetic experience across the entire 

journey; this includes touchpoints outside 

of care delivery, such as appointment 

scheduling and billing. Also, there is a 

statistically significant relationship between 

empathy and consumers feeling like they 

are having a stress-free experience. When 

things get stressful, a little empathy goes a 

long way. 

How much empathy 
is hard-wired into 
your brand’s culture?

“We need to recognize the  

emotional state of the patient.  

Acknowledge it and be empathetic.” 
 –Executive Vice President and Chief Quality Officer,  
  health care system

Empathy  
Top Brands:
National Jewish Health 

Houston Methodist

St. Joseph Hoag Health
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Functional Motivators

Top of Mind Wants

Top of Mind Wants
While consumers rank personalization, convenience and ease and innovation high in stated 

importance, they are statistically less closely tied to brand Usage, Satisfaction and Advocacy 

compared to the key drivers outlined above. These are areas in which health care brands 

need to meet people’s needs; to differentiate on these points, brands must go above and 

beyond their competition and consumers’ basic expectations, really connecting the dots on 

how they provide a better experience.

Importance of Health Care Decision Drivers
Stated vs. Derived Importance: National sample    
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Functional Motivators

Top of Mind Wants

PERSONALIZATION
“Provides individualized care specific to 
patients’ unique needs”

“You walk in and each 

aspect of care is timely 

and conscientious about 

your individual needs. 

You have your own 

personal nurse during 

your visit as well as your 

chosen doctor…The 

doctor and nurse work to 

give you up to the minute 

results and determine 

what options are readily 

available to you.”  

 – Male Consumer, California

In terms of stated importance, 

personalization is the second-most 

important functional need in consumers’ 

minds. When a provider prioritizes their 

individual needs and delivers care that 

feels tailored rather than one-size-fits-all, 

it makes the right impression. However, 

few consumers believe that health care 

brands deliver on this in a meaningful way, 

especially compared to other industries. 

Brand performance on personalization 

does not drive consumers’ Usage, 

Satisfaction and Advocacy. However, 

opportunities for differentiation exist for 

health care brands that can deliver truly 

tailored experiences. 

CONVENIENCE AND EASE
“Makes it quick and easy to get the care 
patients need”

“The check-in process 

should be simple, 

smooth, without a lot of 

paperwork (after initial 

visit), and should be 

brief. The wait should be 

minimal, with enough 

staff to handle the 

patient load.”  

 – Male Consumer, New York

Consumers ranked this as their third-most 

important functional need, but, similar to 

the emotional motivator of well-being, 

it’s only a “top of mind want” because 

so few brands actually deliver on it. The 

correlation to Usage, Satisfaction and 

Advocacy is low. In fact, across all brands, 

consumers rate brand performance in 

this area 19% lower than average, the 

lowest of any metric. It’s a big white space 

opportunity for health care brands to truly 

deliver and differentiate.

Convenience and ease is less about the 

parts and pieces that make health care 

more convenient, and more about the 

overall experience of things feeling smooth 

and easy. To appeal to consumers’ desires, 

health care brands must speak to the 

feeling that it’s easy to get care instead of 

talking about their specific offerings that 

make their care convenient. 

Personalization 
Top Brands: 
National Jewish Health

Emory Healthcare

Massachusetts General Hospital

Convenience and  
Ease Top Brands:
NYU Langone Health 

Johns Hopkins Health System

Massachusetts General Hospital
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Functional Motivators

Top of Mind Wants

INNOVATION
“Offers the latest medical treatments 
and technologies”

“They would be using 

all the latest technology 

and your appointments 

wouldn’t be confined  

to a certain amount  

of time.”  

 – Female Consumer, New Jersey

In today’s technology-focused world, 

there’s a prevailing belief that consumers 

want the “latest stuff” when it comes to 

their care. However, innovation is dead last 

in driving brand Usage, Satisfaction and 

Advocacy, with consumers rating it 68% 

lower than average. The next time a CEO 

or prominent physician wants to tell that 

new robot story, this is the point to make. 

There are two reasons for this. First, many 

consumers assume that most hospitals and 

health systems are already up-to-date on 

technology. Unless they have a complex 

condition, they feel most places can meet 

their needs. Second, innovation is the least 

human driver. At the end of the day, stuff 

is just stuff—it’s more about the people 

operating it. For innovation to be relevant 

to health care experiences, consumers must 

understand how the latest treatments and 

technologies will benefit them personally. 

Innovation  
Top Brands:
UCLA Health

Massachusetts General Hospital

Emory Healthcare

“Creating new meaning 

is key to successful 

innovation. It seems 

obvious that an idea 

should provide value, but 

often, credible ideas fail  

in their execution and 

ability to truly connect 

with a real need.”  
 
 –Andy Woolard  
  Senior Director, Strategy & Innovation, Monigle
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Functional Motivators

Latent Motivators

Latent Motivators
When asked directly, consumers rate transparency as relatively unimportant. However, a 

strong link exists between brands who perform well at being transparent and high levels of 

brand Usage, Satisfaction and Advocacy. Said another way, transparency has legs to help 

drive the business.

Importance of Health Care Decision Drivers
Stated vs. Derived Importance: National sample    
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Functional Motivators

Latent Motivators

TRANSPARENCY
“Sets clear expectations with patients 
about what’s happening and what’s next”

“I will be told exactly 

what I need to do 

before the appointment 

and bring with me 

on the day of…After 

the doctor sees me I 

will hope that I have a 

better understanding of 

what is wrong. I would 

hopefully have a plan 

of treatment and know 

when I should follow up 

with the doctor.”  
 – Female Consumer, Illinois

Given that many consumers have a growing 

distrust for health care organizations (and 

even physicians), brands that are clear and 

transparent throughout the health care 

journey earn respect and appreciation. A 

statistically significant correlation exists 

between the category engagement 

element of control and transparency, as 

well as a significant correlation between 

transparency and the emotional need 

of well-being (i.e., having a stress-free 

experience). It’s all about communicating 

what’s ahead, whether that means providing 

clarity around the next step of the recovery 

process or a specific explanation of what’s 

going to be on the typically complicated bill. 

Brands that set clear expectations around 

what’s next and why have the opportunity 

to stand out from the crowd and earn 

consumers’ appreciation.

Transparency  
Top Brands:
Massachusetts General Hospital

Keck Medicine of USC

Emory Healthcare

“Transparency and clarity have been 

key differentiators for product and 

service communication. However, 

an opportunity exists to ensure a 

brand’s experiences are delivered 

in a way that empowers control, 

reduces confusion and establishes 

a clear, understandable relationship 

between the consumer and the 

brand. When this clarity is created, 

consumers are more oriented to 

get the most out of the experience.” 
 –Andy Woolard,  
  Senior Director, Strategy & Innovation, Monigle
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Stated  
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Derived Importance 
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Key Drivers

Latent Motivators
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1. Quality outcomes

2. Personalization

3. Convenience and ease

4. Best people

5. Innovation

6. Empathy

7. Systemness

8. Transparency

9. Wellness

10. Coordination

11. Academic medicine
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Functional Motivators

Insignificants

Insignificants
Systemness, wellness, coordination/seamlessness and academic medicine are less top of 

mind for consumers and do not directly drive Usage, Satisfaction and Advocacy. These are 

less powerful territories for health care brands.

Importance of Health Care Decision Drivers
Stated vs. Derived Importance: National sample
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Functional Motivators

Insignificants

SYSTEMNESS
“Doctors, hospitals and clinics are all part 
of same organization”

“A healthcare system to 

me is a large collection 

of healthcare providers, 

doctors, labs and 

preferred hospitals. They 

would provide a great 

number of services from 

labs, routine doctors’ 

visits, specialists, urgent 

care centers. The 

benefits…easier to share 

patient information 

between doctors within 

the health group. A 

drawback would be 

that you are limited to 

doctors within that group 

and possibly have to pay 

extra for out of network... 

Hard to say as I just got 

into this healthcare 

system and don’t know 

enough about it just yet.”  

 – Male Consumer, Arizona

WELLNESS
“Offers wellness programs and 
preventative care”

“I would really like a 

place that has more of a 

natural way of thinking. 

I love the chiropractor 

so maybe something 

that is combined with 

that type of care!”  

 – Female Consumer, Minnesota 

The importance of systemness is on 

the rise, as consumers are becoming 

more familiar with the relatively new 

concept. However, many people do not 

yet understand the benefits, especially 

those consumers who are not from areas 

of the country that have systems with 

long legacies. Part of the issue is that 

many systems only talk about the breadth 

and depth of their offerings and do not 

directly connect this to human benefits. 

For example, many system brands rely on 

the consumer to mentally connect the 

dots between the breadth of specialists, 

hospitals and clinics to the direct consumer 

benefit of easier access to care.

Consumers are taking more of an interest 

in wellness and natural or alternative 

medicine, but it’s not yet a part of how 

they make their decisions in choosing 

health care providers. Health care brand 

leaders don’t have as much permission as 

you might have hoped to reframe what 

you do as a health and wellness company 

vs. a health care provider. For some, the 

presence of wellness-specific offerings is 

an ancillary benefit. But it’s not an essential 

one, because engaging in wellness and 

preventative care is something people 

can do on their own via the wealth of 

information offered across other channels 

with longer histories of interaction.
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Functional Motivators

Insignificants

COORDINATION/ 
SEAMLESSNESS

“Helps patients navigate care across 
facilities and physicians”

“I think it sounds like 

a wonderful idea, 

something I’d like to 

see more of. I have not 

experienced something 

like this so I would be 

nice to see.”  
 – Female Consumer, Minnesota 

ACADEMIC MEDICINE
“Conducts medical research and clinical trials” 

Consumers are attracted to the idea that 

health care brands can reduce some of the 

complexity of care by helping them find 

what they need. This could include sharing 

patient information between providers, 

help with scheduling appointments or a 

dedicated case manager to guide patients 

through complex care. However, because 

so few health care brands offer this 

extensively, it is not something that the 

average consumer has come to expect or 

even realize is an option.

Academic medicine is not something that 

consumers think about, and, unaided, they 

rarely mention it as a factor that influences 

their health care decisions. Unless someone 

has a very specific medical need, they do 

not care about access to clinical trials, nor 

do they care if their health care provider 

conducts medical research.

In addition to being low in stated 

importance, academic medicine stirs 

negative feelings in consumers. There is a 

significantly negative correlation between 

this functional driver and the emotional 

needs of well-being and individualization. 

Consumers associate academic settings 

with a more stressful experience where 

they don’t feel like a top priority. They 

report “feeling like a lab rat” and “losing all 

privacy as doctors parade you in front of 

interns.” Health care brands should be wary 

about planting their flag too strongly in 

academic medicine.

“While there are pockets 

of the country where 

the benefits of academic 

medicine are clearly 

understood, many 

consumers still don’t 

understand them. As 

opposed to confronting 

this lack of knowledge 

by making the academic 

medicine story more 

palatable, many brand 

leaders still surprisingly 

turn up their noses 

at the importance of 

educating communities.” 
 –Jenny Vandehey,  
  Director, Strategy & Insights, Monigle
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Semantics of Systemness

Semantics of 
Systemness
Consumer expectations of a system are influenced 

by the language we use.

Consumers are becoming more familiar with 

the concept of a “system,” particularly if they 

have a long-standing system in their market 

like Kaiser Permanente or Cleveland Clinic. 

Today, most consumers clearly understand 

that a system can include different locations, 

facility types, services and doctors, but 

their articulation of system benefits is 

highly variable. Further, it’s influenced by the 

language we use to describe what we are, and 

how that translates to the patient experience. 

How we talk about systems and coordinated care 

influences the level of expectations consumers have of us, 

from a basic understanding of who is part of our organization  

to providing higher-level emotional benefits to patients.

By being selective about the language 
used to talk about systemness, 
health care brands can more clearly 
communicate patient-centric benefits, 
or avoid a disconnect between 
expectations and the reality of  
what a system can deliver.
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01 Terminology Consumer definition Consumer expectations Consumer quote

System/ 
Network

a description of the organization— 

who is a part and what services  

are offered

expectations are low because  

“system” just describes what  

you are

“A large organization comes to mind that offers multiple locations, 

services and providers. I would think there are a variety of providers  

and specialists as well as hospitals and clinics.” 

 – Female Consumer, Ohio

02 Terminology Consumer definition Consumer expectations Consumer quote

Integrated suggests some centralization,  

from having everything needed  

in one place, to shared patient  

information between providers

they expect to see the  

functional benefits of more  

access and less redundancy

“Ideally, the benefits should be the ability to tell your story once and to 

make one contact to access all of the services needed.”  

– Female Consumer, Virginia

03 Terminology Consumer definition Consumer expectations Consumer quote

Coordinated 
Care

different entities are working  

together, particularly doctors  

across care types

anticipated benefits are more  

functionally oriented, from help  

with scheduling appointments to  

better quality of care as a result of  

collaboration between doctors

“Having the doctors’ offices talk to each other to  

coordinate your appointments.”  

–Male Consumer, Pennsylvania

04 Terminology Consumer definition Consumer expectations Consumer quote

Care  
Navigation

suggests more engagement with the  

patient, to help eliminate complexity  

and make it quicker and easier to get  

the care they need

stakes are higher because  

consumers expect the benefits  

of ease and convenience, as  

well as increased clarity

“It would be someone’s job to help you navigate care across  

facilities and physicians so you are not left floundering trying  

to figure it out for yourself.” 

–Female Consumer, Illinois

05 Terminology Consumer definition Consumer expectations Consumer quote

Seamlessness different entities working together,  

but in a way that results in a smooth  

and effortless patient journey

stakes are highest because  

consumers expect there will  

be no issues; as a result, they  

will experience the emotional  

benefit of stress reduction

“…care that is facilitated without patients having to worry about not 

being provided with the best care available. It won’t entail running 

around and coordinating the care; it will simply come together…

medical care that makes getting health care less stressful to patients.” 

–Female Consumer, New Jersey

Semantics of 
Systemness
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San Francisco
Brand National Rank

Stanford Health Care 5

UCSF Medical Center 12

Sutter Health 23

Kaiser Permanente 37

BRAND RANKINGS BY MARKET 

Atlanta
Brand National Rank

Emory Healthcare 3

WellStar 29

Piedmont Healthcare 34

Grady Health System 42

Baltimore
Brand National Rank

Johns Hopkins Health System 1

University of Maryland Medical System 19

MedStar Health 35

Boston
Brand National Rank

Massachusetts General Hospital 2

Brigham and Women’s Hospital 11

Lahey Health 24

Chicago
Brand National Rank

The University of Chicago Medical Center 13

Northwestern Memorial HealthCare 25

Rush Health 27

Advocate Health Care 36

Cleveland
Brand National Rank

Cleveland Clinic 8

University Hospitals 16

The MetroHealth System 43

Dallas
Brand National Rank

Baylor Scott & White Health 9

UT Southwestern 10

Texas Health Resources 28

Medical City Healthcare 38

Denver
Brand National Rank

National Jewish Health 18

UCHealth 31

HealthONE 40

Centura Health 41

Houston
Brand National Rank

Memorial Hermann 4

Houston Methodist 6

CHI St. Luke’s Health 20

Los Angeles 
Brand National Rank

St. Joseph Hoag Health 7

Keck Medicine of USC 17

Cedars-Sinai 22

UCLA Health 30

New York City
Brand National Rank

NYU Langone Health 15

NewYork-Presbyterian 21

The Mount Sinai Health System 26

Northwell Health 32

St. Louis
Brand National Rank

BJC HealthCare 14

Mercy 33

St. Luke’s Hospital 39
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RECOMMENDATIONS 
It’s all about emotionally satisfying, human experiences. If there’s one thing consumers are 

screaming for—regardless of where they live, who they are or the brand options in their 

market—it’s the ability to connect with the humans they interact with while seeking health 

and health care. 

Health care brands need to be more human. You can’t just look and sound human in 

communications or occasionally act human with the right people at a couple of key facilities. 

You must make an organization-wide commitment to connect with people emotionally and 

take actions that make people feel valued. You must train and support employees, providers 

and staff from the top down on how to deliver on these emotional needs and hold them 

accountable for doing so. It must become a part of your culture—an expectation, not an extra.

Rethink how you define and cultivate the 

best people, and ensure everyone knows 

about it! To be considered “the best,” the 

person must do three things consistently: 

be skilled and knowledgeable, have great 

interpersonal skills and take the time to 

fully engage. 

Help consumers feel like they are in 

control. This is best accomplished when 

empathetic providers treat them like 

equals, are transparent, and enable them to 

be active participants in their care.

Treat every single person like they matter, 

no matter what. Consumers demand to be 

treated like a top priority even though your 

provider needs to move fast. 

The most encouraging thing that emerged 

in our quest to understand how to 

humanize health care is the desire, among 

consumers, for something different. The 

things we’ve always told them about what 

matters no longer make the same impact, 

and our role as sources of sage advice is 

waning. As such, brand leaders have to 

leap—it’s time to edge closer to the cliff 

and tell a new story better aligned to the 

people that we hope to bring closer to our 

brand in the future.

Health care brands can do  

this by focusing on these  

key ideas:
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Research design:  
A multi-methodology design including a quantiative survey and online 

qualitative discussion with health care consumers across the U.S.  

Data collection and audience:  
Online quantitative survey with N=3477 consumers 

Online bulletin boards with N=22 consumers (sub-set of survey respondents)

Quantitative fielding dates: August 22 to September 1, 2017 

Qualitative fielding dates: September 5 to 8, 2017

N=3477 U.S. health care consumers 

• U.S. Census outbound sample 

• Health care decision-makers 

N=1051 National sample (257-296 completes per census region) 

N=2426 completes in 12 oversample markets 

N=227 Parents oversample

Data analysis:  
Quantitative analysis utilized z-test to identify statistical significance at a 

95% confidence level, as well as Spearman’s, Pearson’s R and Random Forest 

Regression to investigate relationships between variables.  

Qualitative analysis was conducted using qualitative data coding and 

Grounded Theory. 

This research was powered by ROI Rocket, an industry-leading 

provider of full-service research support to consultants, 

agencies, investors, and corporate clients specializing in 

consumer, B2B, and Healthcare audiences. ROI Rocket’s 

proprietary consumer and specialty panels leverage state of 

the art market research science and validated panelist profiles.  

Our partner:

Chris Tonay  

Director, Insights & Strategy 
Chris leads Monigle’s Insights practice, helping clients unlock growth opportunities by illuminating the forces 

and factors that drive decision making and behaviors for their key audiences. During his 16 years as a researcher 

and strategic planner, Chris has helped some of the world’s biggest brands solve complex business problems, 

including Toyota, HBO, Disney, Unilever, NewYork-Presbyterian and Children’s Health. He holds a BSBA from 

the University of Pittsburgh with a focus in marketing.

Mayra Gacon  

Consultant, Insights 
Mayra is Monigle’s bilingual insights seeker and multicultural data decoder. She helps Monigle’s clients 

understand the deep social, cultural and emotional stories that impact brands in the real world. During her 

10 years in market research, she has worked with national and internal clients including Children’s Health, 

UCHealth, Nestle, Weber Grills, Walmart and Western Union. She holds a BA in Social Communications and 

Marketing from Fundação Armando Alvares Penteado.

Andrea McCoy  

Senior Consultant, Insights 
Andrea is Monigle’s resident “Brand Anthropologist,” specializing in helping clients understand their role in both 

their customers’ journeys and the broader human experience. During her 11 years in consumer research, Andrea 

has helped clients like 3M, General Mills, Health Quest, NEJM and St. Joseph Hoag Health gain a more holistic 

picture of their consumers’ lives, values and experiences. Andrea holds a Masters of Applied Anthropology from 

The University of North Texas.

Justin Wartell 

Managing Director 
With 15 years building hard-working brands, Justin is the “why do we do that?” person—asking questions that 

encourage clients to think differently about how brands are built and managed. Justin’s expertise is in insights, 

analytics, strategy operations and experience, and he’s done extensive work around the world with deep 

experience in health care but going beyond; brands he’s helped build include Northwell Health, UCHealth, 

the Denver Broncos, Adventist Health, FedEx, Partners HealthCare, Sherwin Williams, Massachusetts General 

Hospital, One Main Financial, Quiznos and Tenet Healthcare. Prior to Monigle, Justin led Interbrand’s retail and 

consumer branding business, the second largest office in Interbrand’s global network.

Eric Lindgren 

Senior Art Director 
Eric is Monigle’s Senior Art Director of Brand Marketing, helping to cultivate the corporate identity and manage 

its brand. During his 11 years of art direction and design experience, Eric has worked on national and global 

campaigns for clients like Gillette, MillerCoors, Kellogg and Duracell. He holds a BA in graphic design from  

The Art Institute of Colorado.

About the Authors



86 ©2018 MonigleAbout Monigle

G
o

 t
o

 T
a

b
le

 o
f 

C
o

n
te

n
ts

Monigle creates powerful brand 
experiences across a full spectrum of 
services, including strategy, insights, 
design, culture, activation, branded 
environments and BEAM—the world’s 
leading brand asset management platform. 
Our ever-growing capabilities mean that we are continually advancing how we help our 

clients to deliver powerful experiences, create purposeful cultures and tell compelling 

stories. For over 40 years we have been collaborating with leading organizations to build 

hardworking brands that resonate in hearts and minds.

https://www.monigle.com/
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