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Goal for today’s discussion 

Explore and discuss how “digital” is transforming 
industries today 

Learn the drivers of today’s consumer experience 
challenges in healthcare 

Engage and brainstorm in the “art of possibility” for 

how digital disruption can improve the consumer 
experience 

Discuss drivers, considerations, and tactical steps for 
finance leaders to work towards an improved state 



Digital and Disruptive 
Innovation 
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My friends and I can get reliable transportation in Pittsburgh (            ) 

 

I can eat where I want, getting in line from my couch (                     ) or 

even plan a trip (                ) 

 

Or not… and have things brought to me from near and far 

(                                                  ) 

 

With easy payment…and the last time I’ve been to a bank? (           ) 

My day, my life reimagined… 
A few technologies that have made my life better 
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Group Discussion 

1. Given you time back? 

2. Removed frustrations or improved service? 

3. Saved you $? 

4. Access to more ____? 

5. Better connected you with ____? 

 

What technologies or apps have transformed you? 
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What is “Disruptive Innovation”   
 A force both creative and destructive 

 
“…an innovation that transforms an existing market or sector 

by introducing simplicity, convenience, accessibility, and 
affordability where complication and high cost are the status 
quo.”1 

“…formed in a niche market that may appear unattractive or 

inconsequential to industry incumbents, but eventually the 
new product or idea completely redefines the industry.”1 

Pace of change will increase as computer power grows 
(Moore’s Law) and processes are played out digitally 

1 Christensen Institute GE Healthcare Camden Group   |   July 15, 2016   |  5 
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The Genesis of Disruptive Innovation 
Usually starts in markets segments that are off the 
radar of established organizations 

Most incumbent 
organizations 

have strategies to 
move along or 
between these 

channels but not 

to address the 
lowest end of the 

market where 

disruptive 
innovation arises 
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UBER 

• Company founded in 2009,  services and mobile app officially launched in San Francisco in 
2011 

• Initial offering was app for ordering black car service, cost was 1 ½ times more expensive 
than cab 

• UberX launched in July 2012, contained linkage of riders to private drivers, dynamic pricing 

model pricing service to demand 

 

 

Small scale luxury car to global peer to peer powerhouse in 7 years 

The Statistics The Disruptions 

1 Christensen Institute GE Healthcare Camden Group   |   July 15, 2016   |  7 

 Owns 0 taxis 

 From 3 drivers to 1 billion rides by 
12/24/15 

 1,400 rides per minute globally 

 > 162,000 active drivers in US, 
doubling every six months 

 Pioneer of Peer to Peer Linkage and 
surge pricing 

 Disruption of transportation and 
adjacent spaces 

 Town car company to “giant 
supercomputer orchestrating delivery 
of people and items all over the world 
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Customer 

A general view of the Uber model 

• On my time 

• Increased access 

• Price transparency 

• Reliability 

• Top providers matched with top 
customers 

• Pleasant experience (cleanliness, 

friendliness) 

• Easy payment 

• Provider feedback 

 

Provider 

• On my time 

• Where I want to work 

• Demand/Surge based pricing 

• Tasks assigned 

• Top customers matched with top 
providers 

• Safety 

• Customer feedback 

• Tracking of key metrics 
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Most overnight success takes 10 to 15 years… 

Problems + Vision + Execution = Innovation 
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We are in a state of digital transformation 
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Companies disrupting healthcare 
Frost and Sullivan study of industry disruptors 

A number of companies 
aim at “uber-izing” 

healthcare by providing a 
platform for matching 

demand to supply (home 
visits, telemedicine) 

New sensor data and 
decision making tools have 

profound potential to change 
existing care processes 

Company Value Proposition Disruptive 

Impact 
Transformative Impact 

MedWand 
Hand portable multi functional 
diagnostic tool for basic patient 
vitals 

Site of care 
Who performs routine diagnostics tests, 
where it is performed and the frequency 
in which you can tract changes 

Proteus Digital 
Health 

Robust chronic disease 
management platform 

Chronic disease 
outcomes 

Accelerates the end of one size fits all 
healthcare by taking a comprehensive 
approach to disease management and 
the degree to which it can be customized 

to the needs of the individual 

Theranos 

Being able to quickly process the full 

range of laboratory tests from a few 
drops of blood instead of numerous 
tubes – and at unprecedented low 
costs 

Diagnostics 
Enabling early detection and intervention 
of disease at very low costs 

Validic 

Leading digital health platform 
solving key data integration 
challenges with devices and 

applications 

Integrating digital 
health data from 
fitness, clinical and 
other sites into one 

common platform 
for action 

Enables next generation patient 
engagement and population 
management for care coordination and 

wellness programs 

Walmart 
Providing primary healthcare for $4 
including insurance 

Primary care 

Providing access to healthcare any time, 
anywhere at a very low cost accelerates 
the consumerization of healthcare to 
retail care 

Company Value Proposition Disruptive Impact Transformative Impact 

Apricot 
Forest 

Cost effective application suite for 

connecting clinicians with 
patients, colleagues, drug 
information, and new research 

Primary care models 
in China 

Accessibility of its e-health platform, 

could serve as a template for 
modernizing care systems in various 
parts of the globe where existing 
solutions are cost prohibitive for use 

Butterfly 
Network 

Innovative company focused on 
novel approaches for leveraging 
connected cloud functionality with 

diagnostics and therapeutic 
imaging platforms 

Size, cost, and 
accessibility of 

advanced imaging 
techniques 

Unique healthcare centric application 
of “deep learning.” This represents the 

future of automating and analyzing 
patient information. 

Fitbit 
Consumer targeted wearables for 
health and fitness 

Quantifiable personal 
health metrics and 
guidance 

Will evolve further to integrate more 
seamless sensors for monitoring and 
more complex data modeling and 
health guidance 

Guroo 

Web-based consumer tools for 
comparing the cost of various care 
services provided by nearby 
hospitals 

Price transparency in 
healthcare 

Consumer empowerment in making 
decisions about the type of care they 
receive and where they choose to get it 
done 

HealthTap 
Cutting edge telemedicine 
platform for care provision 

Access of routine care 
services and guidance 

Simultaneously able to increase access 
to care, while reducing the cost of 
interaction 
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Patient engagement and outreach 

 

 

Telehealth video consultation sessions  

Clinical and non-clinical, World markets: 2014 to 2020 
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Innovative care model design 
Exploding array of remote diagnostics and monitoring 

 

 

 

Scanadu Scout HealthSpot 

CellScope Otoscope Apple Healthkit ZocDoc 
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Group discussion 

1. What “low end” market do you think is vulnerable to 
innovative competitors? 

2. We have been talking about Telemedicine Retail Clinics 
and Genomics as disruptors of healthcare for quite some 
time.  Do you see disruption in your markets from those 
areas?   

3. How does deployment of capital in your organization 
need to change from brinks and mortar projects, to 
IT/tech and other projects to allow for better 
connectivity between hospitals + physicians + patients? 

What is Disruptive Innovation mean to finance leaders? 



Customer experience in 
healthcare and the case for 
change 
 
How are we doing today? 
 
-GE & Prophet 2016 study of 3,000 patients and 300 providers 
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The healthcare experience is not healthy 

81%  of consumers are unsatisfied with their 

healthcare experience, and the happiest consumers 
are those who interact with the system the least. 

 

 

A1. The following statements describe different 

attitudes people may have towards healthcare. 

Using the scale below, please indicate how much 

you agree or disagree with each statement. 

(N=3,000) 

 

A7.How frustrated were you with your experience at 

each of these stages?  (N=3,000) 

75% 
48% 

Frequent Healthcare Consumers All Other Healthcare Consumers 

% of Consumers Frustrated 
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Provider vs. Patient perception quiz 

• Has empathetic medical and administrative staff 

• Has a simple billing process 

• Provides services to make visit more convenient and 
comfortable 

• Makes scheduling appointments quick and easy 

• Uses state of the art software systems 

 

Which of the following are providers more confident 
than patient perception?  
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Consumer vs. Provider performance – 
perception gaps 

C - A17. How well do you feel hospitals are delivering on each of these? (N=3000) 
P - A24. How well do you think your organization is performing on each of the following aspects of the patient experience? (N=300) 

A. Has empathetic medical and administrative staff 

B. Has a great reputation 

C. 
Provides healthy and enticing food options within their 
facility 

D. 
Takes the time to understand my needs and explain 

options 

E. Has quality and comfortable decor and furniture 

F. 
Provides services to make visit more convenient and 
comfortable 

G. Offers ways for me to review my health records online 

H. 
Coordinates care for me with people outside the 
facility 

I. 
Communicates results of diagnostic tests in a timely 
manner 

J. Has a transparent billing process 

K. Allows me to see the doctor I want, when I want 

L. Makes scheduling appointments quick and easy 

M. Provides clear direction and support for care post-visit 

N. Uses state of the art devices 

O. Has a simple billing process 

P. Uses state of the art software systems Provider’s Perceptions of Themselves 
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“EXCEEDING 

EXPECTATIONS” 

“MISSING 

EXPECTATIONS” 

Clinical Experience 

and Reputation 

BILLING 

Non-Clinical 

Environment  

Consumer vs. Provider Performance 
(Top 3 Box %)  
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Despite the best intentions to deliver a better patient 
experience, providers struggle to make it a priority 
among competing initiatives 

Providers say…  Providers do…  

Priorities  75% believe PX is important to their 

future success  

On the list of hospital CEO’s top concerns, 
patient experience/ satisfaction is not in 

the top five* 

Experience 
Strategy  

90% stated they have a patient 

experience strategy  

24% believe they are delivering 

extremely well on the strategy  

Investments 91% believe digital transformation is 

important 

29% are investing in digital tools and 

online presence  

Customer 

Understanding 
70% claim to have a holistic view of 

their patient base 

15% state they really understand 

patient needs  

Technology 

42% believe technologies related to 

patient outreach and engagement are 

extremely important in driving 
experiences  

26% actually deliver these patient 

outreach and engagement technologies 

today 

*Source: American College of Healthcare Executives 2014 Survey: Top Issues 

Confronting Hospitals in 2014 
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Patients, health systems, and physicians value 
many of the same things 

C - A16. How important are the following aspects of a hospital to you? Please select the top 5 and the bottom 5. (N=3,000) 

P - A23. Using the scale below, please indicate how much of a priority it is to you and your organization to provide these aspects to patients? Please 

select the top 5 and the bottom 5. (N=300), % Ranked Top 5 

PATIENTS WANT… PHYSICIANS WANT… SYSTEMS WANT… 

To spend more time with 

doctors and nurses who 

show they understand 

patient needs 

To practice their craft 
and deliver care to 

patients 

To deploy scarce 

clinician capacity in a 

way that drives 

patient outcomes 

To easily schedule 

appointments and get 

in-and-out quickly  

To maximize time with 
patients and minimize 
their frustrations 

To serve as many 

patients as efficiently 

as possible 

To receive simple bills 

that do not require 

follow-ups 

To keep patient out-of-
pocket costs in mind when 
developing a treatment 

plan 

To reduce the costs 

associated with 

customer service and 

resolving issues 
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What consumers want 

Source:  www.hhmag.com, February 2015, and The Camden Group 

Old New 

• Single choice 

• Telephone/In person 

• No cost/price information 

• Limited visibility to care 

• Service is provider convenient 

• Limited access to your medical records 

• Face-to-face visit 

• Limited hours of access 

• Many choices 

• Digitally enabled 

• Options with price 

• Visibility through delivery of care 

• Service on demand 

• 24/7 access to your medical records 

• Digital, telemedicine 

• Extended hours of access 
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• Oregon Hospital Guide 

providing consumer 
transparency on cost 
and quality performance 

• OAHHS Patient and 
Family Engagement 
Collaborative and 
Hospital Transformation 
Performance Program 
aimed at improving 
patient experience 

• OPCA Patient Experience 
Webinar Series  

Oregon HCAHPS performance mirrors national 
rates but local efforts underway to improve 
performance 

HCAHPS Category State 
Average 

National 
Average 

Received Information  and 

Education 
88% 86% 

Staff Explained Medicines 65% 65% 

Pain was Well Controlled 70% 71% 

Help Received 69% 68% 

Nurses Communicated Well 79% 80% 

Would Recommend the Hospital 71% 71% 

Quiet At Night 56% 62% 

Overall Satisfaction 71% 71% 

Doctors Communicated Well 81% 82% 

Patient Room/Bathroom was Clean 74% 74% 
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Group discussion 

1. How might you, as a finance leader, activate 
opportunities to align consumer experience with 
the initiatives in your department? 

2. If systems, physicians and patients (consumers) all 
have similar wants, what is the major barrier you 
are facing to achieve this? 

The case for change to focus on consumer experience 



Imagining the art of 
possibility 
 
Key focus areas for improvement 
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Accelerating the Uberization of healthcare 

1. Start by understanding your customer(s) 

2. Engage your workforce and ensure they have the 
right competencies 

3. Think differently about buying and integrating 
technology 

4. Moving beyond fixing what is broken and create 
truly signature experiences 

5. Act like a start-up 

Key considerations 



1. Start by understanding 
your customers 
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Understand your consumer personas 

Socioeconomic  

• Age, sex, income, food, education, social support and connectedness, 
health behaviors… 

Target populations – examples: 

• Pregnancies and deliveries, newborns and toddlers, complex chronic 
conductions… 

Physiographic elements – examples: 

• Compliant, tech savvy, alternative medicine and online solutions, cost 

conscious 
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And their interactions…a significant portion of consumers 
healthcare experiences occur beyond the 4 walls of the 
provider  
 

5% 10% 
5% 

39% 

16% 6% 
9% 

4% 

9% 

8% 

3% 

10% 

5% 

9% 

7% 

3% 

9% 

11% 

7% 

21% 

11% 

15% 

15% 

6% 

10% 

14% 

37% 

31% 

28% 

17% 

26% 

17% 

11% 

16% 

49% 

26% 

53% 
40% 43% 

70% 

22% 

35% Not once

Once

Twice

Three Times

Four times

5+ Times

Frequency of Healthcare Interactions 
(% of respondents) 

Obtained 
health 

insurance  

Proactively 
managed 

health 

Found a 
healthcare 

facility/doctor 

Visited a 
doctor 

(existing 
condition) 

Visited a 
doctor for 

tests 

Received 
emergency 

health 
services 

Filled 
prescriptions 

Handled 
payment for 

services  

PRE-VISIT POST-VISIT 
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At the moment, one third (36%) of providers 
designed their patient experience only within 
the four walls of their faculty 

19% 
The experiences and 
interactions from a 
patient's single visit 

17% 
Any experiences the 

patient has 
within our facility 
over multiple visits 

33% 
All experiences 
the patient has 

with our system of care 
over multiple visits 

31% 
All things related to a 

patients health 

19% 100% 36% 69% CUMULATIVE 

A3. How does your organization define patient experience? (N=252) 



GE Healthcare Camden Group   |   July 14, 2016   |  30 

Key frustrations generally stem from issues with 
coordination and the need to make things easier 

Received emergency 

health services 

• Took Too Much Time (45%) 

• Quality of Care (44%) 

• Too Expensive (43%) 

Obtained health 
insurance 

• Process Not Easy To Understand 
(57%)  

• Too Expensive (50%) 

• Took Too Much Time (44%)  

Handled payment 
for any services 

received 

• Too Expensive (56%) 

• Process Not Easy To Understand 
(40%)  

Found a healthcare 
facility or doctor 

• Difficult To Get Appointment 
(45%) 

• Took Too Much Time (41%) 

Visited a doctor for 
any new sicknesses 

or tests 

• Difficult To Get Appointment 
(42%) 

• Took Too Much Time (42%) 

• Quality of Care (39%) 

Visited a doctor for 
any existing 
conditions 

• Difficult To Get Appointment 
(42%) 

• Took Too Much Time (37%) 

• Quality of Care (36%) 

A8. You indicated that you were frustrated with X. Why was that? Please select the top 

3 reasons. (N=3,000)   

Proactively 

managed health  

• Difficult To Get Appointment 
(44%) 

• Took Too Much Time (36%) 

• Unknowledgeable Employees 
(34%)  

Filled Prescriptions  

• Took Too Much Time (48%) 

• Too Expensive (41%) 

Reasons for frustrations for each step of the journey 
(% Ranked Top 3) 



2. Engage and align your 
workforce 
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Engage and align staff 

1 2 3 Engaged 

Team  

Assess 

Organizational 

Design 

Change 

Leadership 

Happy staff make 
happy patients… 

ensure their goals 
and incentive are 
aligned… and they 

believe their work is 
meaningful  

If  >50% of budget 
is still focused on 

Inpatient, but >50% 
of business is 

outpatient, home 
care, digital, etc. – 

assess how to skate 
where the puck is 

going 

Our center of the 
universe is 

changing – need to 
bring physicians, 

administrators and 
staff along 

 



3. Think differently about 
buying and integrating 
technology 
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Align buying and integrating of technology to drive outcomes. 
Furthermore, work with vendors to align their contracts to 
achievement of outcomes.  

Happier children, greater 

throughput in magnetic 

resonance 

By reducing pediatric patient 

anxiety and unnecessary 

movement through the 

Adventure Series such as the one 

shown above, imaging accuracy 

is improved, leading to more 

accurate diagnosis and 

treatment. 

See a doctor anytime, from any 

place 

Increased patient/ consumer 

access, reduced travel time, 

earlier diagnosis and treatment 

which can contribute to 

improved outcomes and lower 

costs 

Break down walls (literally) 

between departments to focus 

on patient and staff needs 

Command Centers such as the 

one depicted above assist with 

coordinating patient care 

communication to reduce 

patient wait times and focus 

provider resources on the most 

critical activities real time 
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Consumers are open to new healthcare 
experiences outside the traditional 
system 

A18. Which of the following consultations/treatments would you consider from these 
types of settings? Select all that apply. (N=3,000) 

Setting of Treatment Considered 
(% of respondents)  DISSATISFIED 

MILLENNIALS 

VIABLE 
ALTERNATIVES 

HEALTH SYSTEM 

VOLUME AT  RISK 

On Demand 

Medical Center  
Retail 

Clinic 
Tele- 

medicine 

73% 64% 52% 
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Providers can get ahead of other industry players by 
partnering with new market entrants to start 
improving the patient experience  



4. Move beyond fixing what 
is broken to creating 
signature experiences 
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Patient experience must go beyond fixing what 
is broken and focus on building unique, 
brandable experiences 
Systems transform when they aim for unique, branded experiences for their 

patients. 

 
Phase 1 

 

Fix What’s Broken 

Fix organizational problems by 

addressing pain points, often 

utilizing a LEAN approach to 

incremental change 

Phase 2 

 

Surprise and Delight 

Delight patients through 

unexpected and enjoyable 

experiences that create value  

and encourage preference 

Phase 3 

 

Brand It 

Differentiate in the 

marketplace and build 

permanent patient 

relationships by delivering 

ownable experience elements 

that fit with a unique brand 

promise 

It takes more than addressing pain points to deliver a 
unique experience. 
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Example signature experiences in industry 
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Example signature experience translated 
Kaiser California clinics 

1. Inspired by Apple’s 
Genius bar 

2. Check in with 
receptionist or kiosk 

3. Public areas fostering 
interaction 

4. Every exam digitally 
connected 

5. Patient in the center 

Source: http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-
designed-a-health-center-that-puts-patients-first  

http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first
http://www.fastcoexist.com/3057404/world-changing-ideas/kaiser-permanente-designed-a-health-center-that-puts-patients-first


5. Act like a start-up 
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Leveraging entrepreneurs and the start-up 
approach at GE 
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The GE FastWorks framework 
Experiment…learn…iterate 

Measure 

Define  customer  
problem … long term 

vision to solve 

1| Problem statement 

Identify assumptions that need 

to be true to achieve vision 

2| Leap of faiths 

Build series of tests to 
validate  

assumptions 

3| MVPs 

Identify and track 
leading indicators … 

validate learnings 

4| Learning metrics 

5| Pivot or Persevere 

Adjust strategy based 
on validated learnings 
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Group discussion 

1. What can be done to enhance our understanding of our 
customer needs/wants? 

2. What assumptions do we have about the key 
characteristics of signature experience for our customers? 

3. If we were to launch an innovation tomorrow, what would 
that look like? 

4. What’s stopping us? 

How can you drive innovation to improve consumer 
experience in your organization? 


