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Introduction
The health sector is at the cusp of reinvention.
This change is driven partly by pressure to
improve outcomes and reduce costs, and partly
by the advent of new technologies, cheap
sensors, ubiquitous connectivity and cloud
storage. We are moving toward a participatory
health ecosystem: one that puts consumers at
the center of their own care journey. Consumer
experiences in other markets — for instance,
the use of digital platforms in personal finance,
entertainment, and retail — prime the demand
for health solutions that are accessible,
convenient, and knowledge-rich.
In the health care space, consumers are already
using the internet of things and applications to
gather personal data on everything from how
they eat, to when they exercise, to when and
how much they sleep. The data from today’s
tools offer a window into the factors outside the
clinic that influence health, and are enabling
new models of care. These include consumer
electronics, wearables and smart apparel, which
monitor for indicators of conditions requiring
intervention or lifestyle changes. Gamification

and incentives, such as in fitness apps, help
steer users into healthy habits. Telehealth and
remote sensors, smart devices and portable
medical equipment can provide diagnostics and
treatments in the home.
We are at an inflection point. The convergence
of emerging technology innovations with
our existing siloed health care system and
changing consumer expectations has created
the opportunity for change. The global
health ecosystem of the future will revolve
around individuals and their quest for lifelong
wellness. Care will be more personalized and
decentralized, delivered whenever and wherever
the consumer is. Data about the consumer,
their unmet needs, and the products, services
and digital interactions that fill their lives,
will become a critical input to proactively and
preventatively managing their health. Health
businesses must manage the dual task of
providing exceptional services to their clients
today, while planning for a future in which care
is delivered in a fundamentally different way.
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Tell me where it hurts
When asked how they would rate the overall performance of the
health care system in the US, consumers were divided: 39% rated
it as above average, while 41% stated that it was below average.
Physicians were more likely to rate the health care system
positively, with nearly half (48%) giving it a positive score. From
a global perspective, dissatisfaction with health care in the US is
fairly high. While the number of positive ratings of the US system

are similar to Australia and the Netherlands, the US has around
twice the number of consumers who rate the system below
average when compared with those countries. Similarly, a greater
proportion of US physicians are detractors of their country’s
health system when compared with responses from physicians in
the Global NextWave Health Survey (see How will tech-enabled
change play out in health care in the next decade?).

Figure 1: Less than half of US consumers and physicians think the health care system is “above average”
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Convenience is a big issues for physicians
and consumers; their impressions of the
US health care system are fairly aligned.
For instance, less than half of physicians
and consumers giving the health system
an above average rating on a number of
factors. These responses point to systemic
problems; they aren’t the type of issues
solved by the addition of a single new tool
or functionality. They suggest a need to
think about fundamentally new ways of
delivering digital enabled models of care.

Figure 2: Percentage who rate the health system as above average on these features

Affordability is critical issue in health.
Both physicians and consumers indicate
affordability is below average (61%
and 69%, respectively). When buying
insurance, 76% of consumers said the
cost of premiums was one of their top
three concerns. Those over the age
of 65 (and thus eligible for Medicare,
at a minimum) were the most likely to
consider the cost of health care to be
reasonable. Worse, almost half (47%) of
consumers aged 44 or younger delayed
or did not seek care due to costs, which
was much higher than those 45 and older
(25%). Overall, women were more likely
to delay or avoid care (41%) than men
(27%), a factor that could drive disparities
in health outcomes.

Figure 3: Measures of care affordability varied by age
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Building a winning, digitally
enabled health strategy
Consumers want health to be easier. They want care where they
live, work, shop, and recreate. Convenience and personalization
are the core features of the emerging model of anytime,
anywhere care (see the EY publication, Unlocking the power data
to improve health and outcomes: five trends to watch for more
on this vision of decentralized care). A one-size-fits-all strategy
frequently falls short of most consumers’ expectations. Getting
close to your consumer and finding the right digital tools are
the first steps toward developing a personalized engagement
strategy. After all, precision health is more than n=1 treatments;
it is also personalized engagement and experiences.

Figure 4: Incentives for digital engagement with physicians

88%
79%

Digital
records

59%

The majority of consumers are willing to share health-related
data with their primary care physician (82%). This contrasts
sharply with the percentage of consumers who used either
administrative (67%) or diagnostic (47%) technologies to date.
When we asked consumers what would increase their digital
engagement with physicians, several themes emerged (see
Figure 4). Looking for ways to save consumers money, making
care more convenient, and reducing wait times are all an
essential part of a future health strategy. When access to digital
records was added to those three incentives, 93% of consumers
said they would be willing to engage with their physicians
digitally. This is in line with results from our 2018 survey, where
convenience factors were reported as the biggest incentives for
digital engagement.
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And physicians are on board with better
digital engagement. Virtually all agreed
that medical records are useful for
managing their patients’ health and
well-being, which makes sense: to date,
physicians’ only digital “tool” has been the
electronic health record (EHR). However,
improving outcomes across a consumer’s
life-span will require more than just the
available clinical data: most of what
determines how long we live and how
healthy we are happens outside of the
health care system. When we asked, more
than half of physicians agreed that a long
list of additional data would be useful for
managing their population’s health.

Such a list would include:
• Lifestyle choices and habits (e.g.,
smoking, drinking, drug use)
• Patient-generated biometric data (e.g.,
smartphone-based glucose monitor)
• Dietary and nutrition intake information
• Tracked exercise and activity patterns
• Patient-reported outcomes
• Genetic information
• Buying and grocery shopping habits

Consumers are prepared to engage with
more convenient care options. Sixty
percent are willing to use some form of
retail health center or urgent care for nonemergency visits. In addition, 54% agreed
that they are ready to be treated via an
on-demand e-visit instead of in-person
for common, acute issues. While today’s
convenience-based technologies are
broadly popular, the more future-oriented,
game-changing methods of care delivery
are gaining traction only among younger
consumers (see Figure 5). This highlights
the need for a strategy that has room for
different types of consumers and is ready
for the future of care delivery.

Figure 5: Planning for the future of health — younger consumers indicate that they are more interested in game-changing
new offerings
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Build a digitally enabled, end-to-end health experience
Consumers are having exceptional experiences in other sectors
where goods and services are convenient to access, can be
purchased on demand, and have transparent pricing. Health has
traditionally lagged other sectors in both technological adoption
and consumer experience. But health consumers are increasingly
looking to enjoy the “anytime, anywhere” experience they are
having elsewhere. Delivering on this requires relentless focus on
the consumer and a strategy that envisions a seamless start-tofinish experience.

experience, and aren’t highly utilized. Take patient portals (see
Figure 6) as an example. Patients say they want them, and many
provider groups have built them. But the vast majority of people
(about 70%) haven’t used them either to make an appointment
or to pay a bill. Consumers want to be at the center of their care
journey, supported by tools that help them manage their health
and their relationship with providers. The point solutions of today
clearly aren’t delivering that or improving patient engagement.

In the past, health businesses built small bits of an experience
to ease particular points of frustration. These point solutions,
however, haven’t radically changed the consumer or physician

Figure 6: Small steps may not be enough to engage consumers
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want portals
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6

54%

Secure messaging

62%

Patient portals

60%

Made an appointment online
Completed a registration form online
Paid for health care expenses online

| Is your health strategy keeping pace with consumer expectations or shaping them?

31%
26%
30%

Design for trust
Consumer-generated data is an important part of better
personalization, better engagement and better care. People are
willing to share some kinds of data; what kind depends on who
they are and who they would be sharing it with. In addition to the
data typically found in an EHR, consumers, when incentivized,
are willing to share a variety of information with their physicians
that offers insights into the social determinants of health.
Some companies have a longer journey than others, however.
Consumers are willing to share (broadly speaking) with their
physicians (82%), but are more hesitant about sharing with
payers (44%). Employers and online retailers (18% and 10%,
respectively) are at the bottom of the list of stakeholders
with whom consumers are willing to share. Even physicians
face barriers to some data, with less than half of consumers
expressing willingness to share buying/grocery shopping habits,
and 22% being willing to share financial data (an interesting
bridge to gap, as 55% of physicians agree that grocery habits
would help them manage the health of their patients).

Figure 7: Consumers are willing to share a variety of data
regardless of health status
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When asked about the hesitation over sharing, the fear that
data would be shared with a third party without consent (57%)
and that it could be obtained maliciously by others (51%)
topped the list of concerns. Other answers varied by age group.
Almost a quarter of those aged 18-29 are worried it would
impact their professional life (23%). Many were worried that it
would affect health care costs: ages 18-29 (37%) and 30-44
(32%) were more worried than the 45-64 and 65+ groups (23%
and 16%, respectively).
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Key takeaways

1

Build capacity in core services that
consumers have interest in now

2

• Make opportunities for preventive and sick care in retail
settings.
• Sixty-eight percent of consumers say they are willing to
share genetic results with their physician, and 67% of
physicians agree that this type of information is useful
in helping to manage patients’ health and well-being.
Pharmacogenetic tests, which can provide information
about a drug’s effectiveness in an individual, what dose
is best, and what side effects the person can be at risk
for, have increased in number and decreased in cost.

Invest in capabilities that physicians
and consumers think are the future
of health, and that are part of an
end-to-end strategy
• People want to be well. Capabilities that keep consumers
healthy, and not just assist with managing acute or
chronic illness, are an important part of any strategy.
• For instance, digital tools that coordinate care delivery
can provide a better consumer experience and reassure
physicians that critical aspects of care are being
delivered. Both physicians (65%) and consumers (63%)
expect such tools to be available soon.
• The vast majority of Americans now own a cell phone:
in 2018, 77% owned smartphones — twice as many
as in 2011.a The rapid uptake and widespread use of
smartphones make them the perfect (and most likely)
interface with the health system (54% of US consumers
and 56% of physicians agree; see the 2019 Global
surveys of health consumers and physicians for a global
perspective).
• Algorithms and analytics promise to tame the
tsunami of user-generated and clinical data, and are
already showing results in more modest applications.
Predictions are already being made about the
outcomes of conditions such as dementia and prostate
cancer based on the interrogation of clinical records.
Consumers and physicians (54% of both groups) are
prepared for this reality.
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Build trust — with all stakeholders
• Health businesses should look to build on their trusted
relationships with consumers as they help them
navigate the myriad complex options for their health
and well-being. While new entrants look to build on the
trusted experiences consumers have had with them in
other sectors, that trust does not seem to carry over
into health, giving incumbents an edge. As our data
and recent news stories have made clear, however,
transparency around how data is used is crucial for
trust.
• An infrastructure that protects against credible threats
is important, too; consumers indicated that theft and
misuse of their data were at the top of their list of
concerns. Physicians, too, need to be able to trust the
security of the systems they use and the integrity and
quality of consumer-generated data.

4

Create an integrated consumer
and physician experience
• Consumers want the flexibility and choices that
new technologies offer. They seek the convenience,
personalization and ease of navigation needed to cocurate their lifelong health journey. Almost two-thirds
believe digital solutions will improve convenience and
personalization. While a phased rollout of functionality
is still an option, every improvement must be tied to an
overarching vision of care delivery that improves the
consumer experience.
• Physicians want tools that improve efficiency and
workflow (93%) and the physician/patient relationship
(92%) and enhances patient safety (92%). Most
believe that consumer-generated data will improve
care coordination (68%), personalization (74%), and
the quality of patient care (68%). It is important to
learn from past lessons, however: physician burnout
is a well-documented and widespread concern, and
EHRs are considered a significant contributing factor.b
Approaching digital enablement through the lens of
human-centered design will prevent a repeat of history.

a

https://www.pewinternet.org/fact-sheet/mobile/

b

Collier, R., 2017. Electronic health records contributing to physician burnout.

EY US NextWave Health Survey 2019 |

9

Key contacts
Carole Faig
US Health Leader
Ernst & Young LLP
carole.faig@ey.com

Rachel Hall
US Advisory Health Digital Leader
Ernst & Young LLP
rachel.hall@ey.com

Kenny O’Neill
Sr. Manager Advisory Health Digital
Ernst & Young LLP
kenny.oneill1@ey.com

Jerome Pagani
EY Global Health Senior Analyst
Ernst & Young LLP
jerome.pagani@ey.com

About the survey
To better understand the next wave of health, this year the
EY organization commissioned EY Sweeney to conduct a
survey of consumers and physicians in the US. The results
offer insights about attitudes toward and perceptions of
digital health technologies in the health sector.
The consumer portion of this survey was conducted
online between 13 February and 8 March 2019. A total of
2,428 US consumers aged 18 and older were interviewed
nationwide. Data was weighted by age, gender and region
so that results are representative of the views of the US
population, with a statistical margin of error of ±2% (at a
95% confidence level).
A total of 158 health physicians based in the US were also
surveyed via an online survey, generating a statistical
margin of error of ±7.8% (at a 95% confidence level).
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