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What do consumers want

Convivence 
Personalization
Improvement
Outcomes



• Consumers: convenience is king

• Product delivery has flipped in 
favor of the consumer

• The physical experience has
been uploaded to the cloud

• Cautionary: Know when there’s
no substitute for in-person contact

Convenience is King



Who knew dry cleaning could be so 
personal?
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Personalization



Evolution 
of cell 
phone

Improvement
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Death of the Blackberry.. 

What year 
did this 
article come 
out?
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Outcomes 
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The case of the virtual customer



73 percent view online ratings/reviews before 
purchasing a product/service

54 percent say positive reviews cause them to trust a 
brand more

41 percent say negative reviews cause them to avoid 
a brand

Digital Experience -> Purchasing Decisions

SOURCE: NRC Health’s Digital Decision Maker study, n size = 3,002 



73 percent view online ratings/reviews before purchasing a 
product/service

– 83 percent of 18-34 years old

– 82 percent of 35-44 years old

– 69 percent of 45-64 years old

– 52 percent of 65+ years old

Digital Experience -> Purchasing Decisions

SOURCE: NRC Health’s Digital Decision Maker study, n size = 3,002 



We now live in a 
consumer driven 
healthcare economy





SOURCE: William Blair Consumer-Centric Healthcare Report

Consumers are the 
fastest growing payers of 

healthcare services



SOURCE: Cloud Medical, 2016

Healthcare’s Impact on the Household



18

Confidence to retire by 65
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Consumer expectations of healthcare have 
changed for good

CONSTANT IMPROVEMENT

CONVENIENCE

PERSONALIZATION

OUTCOMES
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Poll Question: Which of the following industries enjoys 
the highest consumer expectations?

 Financial services

 Healthcare

 Government

 Entertainment



82.3
71.3 68.1 63.5 61.4 59.7 55.3 53.7

46.3
35.1

Which of the following industries should consistently 
meet or exceed your expectations as a customer? 

SOURCE: National Research Corporation’s MARKET INSIGHTS study, 2010-2016, annual n sizes vary from 176 (qual) to 278,824 (quant)

Ever-climbing expectations for healthcare 



• 87% of Americans use the internet regularly

• 39% have visited WebMD.com

• 22% have visited a local provider website

• 35% of consumers are likely or very likely to prefer a 
healthcare provider following a website visit

Consumers have an Online Obsession

SOURCES: NRC Health’s Market Insights survey, n size = 231,482, 
PEW Research Center, 2014, n size = 857
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Poll Question: Percent of consumers that begin their 
healthcare search online?

 45%

 90%

 60%

 77%



of consumers begin their 
healthcare search online

77% 

2016 Healthcare Consumer Trends Survey
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6000
The number of 
online searches 
related to long 
term care 
communities 
made EVERY 
HOUR

Does your online presence 
represent reality?
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1. It lets them feel more confident and                                  
less anxious

2.  It helps them get excited

3.  It helps them feel more confident

4.  It helps them create the best experience

Consumers Use Search to Optimize Their Lives
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Mobile use, as a percent of daily internet 
consumption is changing rapidly

 72% in 2016

 77.1% in 2017

 Projected to be 80.3% in 2018

Mobile Changes – are you ready?



• 74% of online consumers use social media websites

• 1 in 5 interacted w/ local healthcare provider

• 64% passively interact; 36% actively interact

• Average age of user is 45 years old

• Posts more positive than negative

Social Media Driving Online Patterns

SOURCES: NRC Health’s Market Insights survey, n size = 231,482, 
PEW Research Center, n size = 857 



Popular Social Media Sites for Healthcare

What form of social media do you use 
as a source of health information?

SOURCE: NRC Health’s Market Insights survey, n size = 231,482



What form of social media do you use 
as a source of health information?

Popular Social Media Sites for Healthcare

SOURCE: NRC Health’s Market Insights survey, n size = 231,482

55%
trust or highly trust information 

received from providers via 
social media sites

55%
trust or highly trust information 

received from providers via 
social media sites



23 percent of consumers do not trust online reviews as much 
as personal recommendations

77 percent of consumers do trust online reviews based on the 
following criteria:

→ I can read multiple customer reviews

→ I believe the reviews are authentic

→ It depends on the type of business

Online vs. Word of Mouth

SOURCE: NRC Health’s Digital Decision Maker study, n size = 3,002 



• 21% of consumers have already 
rated or reviewed a healthcare 
provider online

• 45% have already viewed 
healthcare-related 
ratings/reviews online

• 30% feel viewing ratings/reviews 
online is their first step in seeking 
care

Where are your customers talking about you 
today?

SOURCE: NRC Health’s Digital Decision Maker study, 2015, n size = 3,002 



We have an irrational view of the negative rating:

• 12% of consumers left a negative rating or review for a 
healthcare provider

• 51% of consumers received a response from the healthcare 
provider or parent organization

• 58% of consumers removed their negative rating or review

A Word About Negative Reviews

SOURCE: NRC Health’s Digital Decision Maker study, 2015, n size = 3,002 
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Importance of online ratings and review 
when selecting a Long Term Care Facility

NRC Health Marketing Insights study: 

N = 24,164.
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Poll Question: Percent of consumers that have trust 
and confidence in Long Term Care / Nursing Homes?

 24%

 37%

 52%

 15%



13
24
26.4
26.9
29

36.2
48.6

67.1
67.7

73.4

Your Government (Fed & Local)

Long Term Care/Nursing Homes

Health Insurance Companies

Fitness/Health Companies

Home Health Services

Your Employer

Hospice/End of Life Services

Pharmacies

Hospitals

Doctors/Nurses

How would you rate your overall trust and 
confidence in the following:

SOURCE: National Research Corporation’s MARKET INSIGHTS study, 2008-2015, n sizes vary from 176 (qual) to 278,824 (quant)

Who Do Consumers Trust?



13
24
26.4
26.9
29

36.2
48.6

67.1
67.7

73.4

Your Government (Fed & Local)

Long Term Care/Nursing Homes

Health Insurance Companies

Fitness/Health Companies

Home Health Services

Your Employer

Hospice/End of Life Services

Pharmacies

Hospitals

Doctors/Nurses

Perceived Trust

SOURCE: National Research Corporation’s MARKET INSIGHTS study, 2008-2015, n sizes vary from 176 (qual) to 278,824 (quant)

Perception vs Reality 



RELATIONSHIP
CENTERED

CARE

Proactive 
approach

Loyalty 
drivers 

Experiential 
design

Flexible 
listening

We need to think differently



Who are Long Term 
Care Consumers? 

SAVING FOR RETIREMENT
70% 

SAVING FOR LONG TERM CARE
47%

HAVE A LONG TERM CARE PLAN
31%
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Who do we actually we serve? 
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Poll Question: What is the average age of a SNF 
admission?

 68

 79

 73 

 86
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Poll Question: What is the average age of an Assisted 
Living Resident? 

 68

 79

 73 

 86



Acuity CreepAcuity Creep

4.2
Average SNF ADL

2.5
Average ALF ADL

2.5%
Annual Acuity 

Increase
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Poll Question: What is the SNF Average length of stay?

 11 months

 28 months

 33 months

 19 months
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Poll Question: What is the ALF Average length of stay?

 11 months

 28 months

 33 months

 19 months
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What do LTC consumers want?



SOURCE: NRC’s national consumer survey, 2013, n size = 21,984

Consumer Perception Re: LTC use
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In the future, how likely is it that you or a household 
member will need the services of a skilled nursing 

facility (including nursing homes) on either a 
temporary or long-term basis?

Consumer Anticipation of Post Acute Usage  
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Poll Question: What is the most important reason you (or 
your family) chose this facility/community?

 Good Reputation 

 Convenient Location 

 Hospital / Dr recommendation 

 Friend / Relative recommendation 



Location Reputation
Doctor or 
Hospital

Relative or 
Friend

Insurance Other

Skilled 
Nursing 28% 28% 17% 11% 3% 12%

Assisted 
Living 35% 26% 5% 15% 1% 17%
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What are consumers looking for.. 



Top Drivers for Recommendation to Others
Nursing Home Resident Assisted Living Resident 

Care (concern) of Staff Responsiveness of Management 

Competency of Staff Choices/Preferences

Responsiveness of Management Comparison of Charges

Choices/Preferences Competency of Staff

RV/LVN/LPN Care Care (Concern) of Staff

Skilled Nursing Family Assisted Living Family

Care (Concern) of Staff Competency of Staff

Competency of Staff Care (Concern) of Staff

Choices/Preferences Responsiveness of Management

Responsiveness of Management Choices/Preferences 

RV/LVN/LPN Care Responsiveness of Staff 

Short Stay Patients

Care (Concern) of Staff

Competency of Staff

Choices/Preferences

Responsiveness of Management 

Quality of Medical Care 
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When do your customer actually 
become your customers?



56



57

“We think of the Experience as 
our relationship with you from 
the time you visit our website 

or call us to when you arrive at 
your destination and all points 

in between”

It’s all about the Customer Experience

Gary Kelly
CEO-Southwest Airlines
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We live in a world where everyone is obsessed 
Customer Satisfaction!



The Customers Journey

Where should 
I live as I age?

Which is the best
community for me?

What will it feel like 
to live here?

Am I supported, 
known and cared for?

What happens if 
my health declines?

Would I recommend this 
for my friends or family?

AWARENESS CONSIDERATION ENGAGEMENT SERVICE LOYALTY
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Online Brand StrategyAWARENESS

The goal:

Website - easy to navigate, mobile 
friendly (77.1% of internet usage) 

Social Media – 74% of consumers 
use social media (Facebook #1)

Monitor 3rd party rating/review 
sites – provides opportunity for 
service recovery
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In the first three
months:

226% 
Increase in Reviews

2.4 – 3.5
★★★★★
20% Increase in 
average Star Ratings

The goal:

Manage brand reputation                
within their market and drive more 
traffic to their website 

Immediate Service Recovery
by responding to negative reviews

Foster a culture of accountability 
within their organization and 
community

Use case: reputation monitoring in long term care
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TourCONSIDERATION

78%

53%

27%
13%

Average Number of Assisted 
Living Communities Visited

Feedback goals:

First impressions

What’s important to you

How’d they hear about us

Likelihood to move-in

Open ended feedback

Immediate Service Recovery
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In the first three months:

$416K
Dollars gained from  
service recovery

74% 
Detractor move-in rate due 
to service recovery efforts

24 – 48 
Hours outreach occurs

The goal:

Gain New Residents                
through responding to tour 
feedback

Immediate Service Recovery
by responding to tour feedback 
concerns

More Immediate Outreach
within their organization and 
community

Case Study: Real-Time Feedback Post Tour
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Move-In / Admission ENGAGEMENT

Feedback goals:

How was the transition of care

Reason for choosing

Referral source

First impressions 

Open ended feedback – provides 
opportunity for early service 
recovery
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N = 1 ExperienceSERVICE

The goal:

Contact 100% of your customers –
Long-Stay Resident/Family and Short-
Stay Patient

Personalized Preferences – Embrace 
Technology (Email, text, phone or mail)

Open ended Question

Ask for 3rd party reviews

Service Recovery – Follow-up ASAP
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As family experience increases 
rehospitalization rates decrease

0%

10%

20%

30%

40%

50%

60%

Lowest 'Rate'
Quartile

Low 'Rate'
Quartile

High 'Rate'
Quartile

Highest 'Rate'
Quartile

27%
24%

20% 18%

12%

25%

38%

54%

Rehospitalization Rate Avg. 'Rate as a Place to Live' Score



Share Your Data!!!

SOURCE: NRC’s Market Insights survey, national consumer results, 2012-2015, n size = 395,147, Top 2 Box only

LOYALTY
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Use case: Publishing Ratings/Reviews in 
Long Term Care
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NEW

TODAY TOMORROW

Program Focus
Obtaining a score to 
measure the experience

Uncovering insights to improve the experience

Feedback Sources Mostly surveys Integration of survey, operational and CRM data

Focus of Analysis Survey Responses
Drivers of loyalty (and disloyalty) across 
continuum + data sources

Survey Design
Detailed multiple-choice 
questions

Targeted open-ended questions

Action Items
Reactive, based on 
what happened

Proactive, based on anticipating what will happen

Rethinking Voice of Consumer Programs

TODAY
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Online presence How to combat 
bad publicity/reviews online 



71

Poll Question: When was the last time you googled 
your location? 

 Last 24 hours

 Last month

 Last 6 months

 Never, I am too scared to look!



The reviews are there.. 
A customer who complains 
and is satisfied is 30% 
more loyal than a 
noncomplainant and 50%  
more loyal than a 
dissatisfied complainant
Responding can help them 
change their review
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Why the ostrich approach is not best
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But how do I respond?? 

How do you respond: 
– Hello Laney, We appreciate you 

taking the time to provide us with  
a review of your experience. I am 
pleased to hear that our team 
made your experience pleasant. 

How do you respond: 
– Thank you for your rating! 

We are proud of the high 
quality service we provide.
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But how do I respond?? 

How do you respond: 
– Hello Kali, I’m sorry that you were 

disappointed with your experience. 
If you could let us know how we 
could improve, we would 
appreciate the opportunity to make 
it right. Thank you.

How do you respond: 
– Hello Stacy, allow us to take a closer 

look at this for you. Please contact 
us at jcarpenter@nrchealth.com with 
your information so we’re able to 
best assist you. Thank you



Respond, respond respond.
– Work to take the conversation off 

line 
Find a way to monitor when 
reviews are left

– Many services offer this.
– At minimum set up a google alert. 

Encourage people to leave 
positive reviews on 3rd party sites
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Overall strategy for combating reviews online
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Bringing it all together



PRESENCE
• Awareness

- Top of Mind–First
- Top of Mind–Other

• Familiarity

DISTINCTION
• Uniqueness
• Differentiation
• Quality

VALUE
• Image/Reputation
• Momentum
• Relevance

LOYALTY
• Advocacy
• Sensitivity
• Substitution

RELATIONSHIP
• Preference 
• Relationship Type
• Centricity
• Utilization

The Long, Winding Road to Loyalty
Long road to a loyal relationship



“Customer Experience is a 

Journey Not a Destination”


