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The Patient-
Provider 
Relationship 
Study:
The Ripple Effect
Starts with Boomers
What do patients really want? Solutionreach 2017 
survey reveals how generational factors impact 
patient-provider relationships.
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Solut ionreach commiss ioned
a consumer research study to
better  understand:
•  Phys ic ian/pract ice se lect ion
•  Key e lements  of  pat ient
sat is fact ion
•  What  prompts pat ients
to switch phys ic ians or
pract ices
•  The communicat ion/
touchpoint  of fer ings
consumers des ire  f rom their
prov iders

The research was conducted
across four  d ist inct  pract ice
specia l t ies :
•  Pr imary Care
•  Ophthalmology
•  Dent istry
•  Dermatology

Near ly  2 ,100 consumers were
interv iewed,  wi th respondents
represent ing three generat ions:
•  Mi l lennia ls  (ages 21-34)
•  Generat ion X  (ages 35-51)
•  Baby boomers (ages 52-70)

Respondents  had heal th
insurance,  made heal th dec is ions
for  themselves or  their  fami l ies ,
and had v is i ted a  doctor  in  one
of  the four  specia l t ies  in  the past
year.  Resul ts  were compared
with in and across specia l t ies  as
wel l  as  generat ions.

Methodology
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As pat ients  take on more responsib i l i ty  for  their 
medica l  b i l l s ,  they are more often approaching 
heal thcare dec is ions with a  reta i l -or iented 
mindset .  I t ’s  no longer enough to prov ide h igh-
qual i ty  care or  for  prov iders  to  re ly  on c l in ica l 
excel lence.  Today,  pat ients  want  convenience, 
access to  their  prov iders  outs ide of  the of f ice , 
and outstanding serv ice in  every  aspect  of 
their  care.

The Patient-Provider Relationship Study 
examines th is  dynamic across generat ional 
preferences ,  when l ik ing and trust ing your 
doctor  is  no longer enough.  Armed with data 
that  can eas i ly  be accessed with a  mobi le 
dev ice ,  pat ients  consider  many factors  when 
decid ing where to spend their  heal thcare 
dol lars—and communicat ion before ,  dur ing, 
and af ter  care p lays  a  b ig ro le  in  the dec is ion-
making process .  Whi le  communicat ion 
preferences vary  by generat ion,  i t ’s  c lear 
that  a  var iety  of  communicat ion touchpoints 
are needed to meet  pat ients ’  needs and 
expectat ions—and that  the generat ional 
preferences are c loser  together  than you might 

Rethinking the 
patient-provider 
relationship

EXECUTIVE SUMMARY
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Your off ice can get crazy.
Delegate those endless  tasks—automated recal l ,  appointment
reminders ,  onl ine schedul ing,  d ig i ta l  intake,  and more—to 
Solut ionreach.

Then spend your t ime on the th ings that  rea l ly  matter.

Conquer the Chaos

SCHEDULE A  DEMO

https://www.solutionreach.com/request-demo-210428
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Liking your doctor is  no longer enough.

Providers  can no longer re ly  on c l in ica l  care excel lence to keep pat ients 
coming back.  Across specia l t ies ,  factors  such as  d issat is fact ion with 
pract ice logist ics—including wai t  t imes,  of f ice/staf f  interact ions , 
convenience,  communicat ion,  and the abi l i ty  to  make an appointment  wi th 
ease—are prompt ing pat ients  across generat ions to switch phys ic ians.

Boomers want tech conveniences,  too.

Fifty-eight percent of  baby boomers ,  who consume the largest  port ion 
of  heal thcare serv ices in  the country,  are spending  three t imes more for 
personal  healthcare  than the average work ing-age person,  according to 
the Centers  for  Medicare & Medica id Serv ices .

Across generat ions ,  inc luding for  boomers ,  text  and onl ine touchpoints 
have the greatest  opportuni ty  to  improve pat ient  sat is fact ion and 
retent ion,  the study found.  At  the top of  a l l  pat ients ’  “ ideal  doctor ”  wish 
l is ts :  greater  connect iv i ty,  convenience v ia  text  and onl ine tools ,  and,  as 
a lways ,  more t ime with their  phys ic ian.

Key Findings

https://www.cms.gov/research-statistics-data-and-systems/statistics-trends-and-reports/nationalhealthexpenddata/nhe-fact-sheet
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The doctor wi l l  text  you now.

Pat ients  des ire  a  wide range of  communicat ions 
with prov iders ,  inc luding those del ivered onl ine 
and v ia  text .  The standard phone ca l l ,  whi le  st i l l 
usefu l ,  s imply  isn ’ t  enough—this  is  especia l ly  t rue 
among younger generat ions.



G
U

ID
E

8

Baby boomers ,  the largest  consumers of  heal thcare serv ices , 
spend two to three t imes more on care than mi l lennia ls . 
Boomers represent  a  s igni f icant  f inancia l  r isk  for  prov iders 
when you consider  that  The Patient-Provider Relationship 
Study  revealed  one in f ive baby boomers is  l ikely to switch 
physicians  in  the next  few years .

Worth the Risk?

Even though 20 percent  of  boomers have indicated a 
l ike l ihood to switch phys ic ians in  the next  few years ,  their 
communicat ion needs are somet imes forgotten in  the race to 
p lease younger generat ions.

Consider these viewpoints: 
When boomers are spl i t  into two age cohorts—younger (52-
57)  and o lder  (58-70)—younger groups are “heal th tech data 
junkies . ”  They fee l  empowered by the personal  heal th data 
that  wearables  and other  new technologies  prov ide. 

Boomers want  a  personal  connect ion with their  heal thcare 
prov iders ,  wi th whom they ideal ly  wi l l  mainta in re lat ionships 
over  the long term.  When pat ients  fee l  l ike  a  number to 
their  phys ic ian pract ice and not  a  person,  the r isk  of  los ing 
pat ients  to  a  compet i tor  increases.  This  can impact  pat ient 
outcomes,  as  wel l  as  present  a  f inancia l  r isk  to  prov iders .

Fai lure to manage relationships with baby 

boomers is  ref lected in these key stats:
 

• 	 Across specia l t ies ,  baby boomer pat ients 

have sat is fact ion issues with both their 

doctor  and the of f ice/staf f ,  especia l ly  for 

pr imary care and ophthalmology.  This 

points  to  the importance of  mainta in ing 

a  better  overa l l  re lat ionship with baby 

boomer pat ients . 

• 	 Twenty- four  percent  of  baby boomers 

responding to the survey have switched 

phys ic ian pract ices  wi th in the past  year. 

• 	 With the except ion of  dent istry,  less 

than 50 percent  of  baby boomers are 

complete ly  sat is f ied with the pract ice .

Baby Boomers

https://www.morganstanley.com/ideas/millennial-boomer-spending
http://www.hhnmag.com/articles/3794-baby-boomers-expect-more-out-of-health-care
http://www.hhnmag.com/articles/3794-baby-boomers-expect-more-out-of-health-care
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Generat ion X  f ind themselves at 
the center  of  heal thcare dec is ion-
making for  themselves ,  their 
ch i ldren,  and their  parents .  They 
are character ized as  “hungry for 
informat ion,  skept ica l  of  experts , 
but  loya l  to  a  p lan of  act ion 
once they make a  dec is ion”—and 
the same could be sa id of  their 
approach to heal thcare. 

Gen Xers  may be the smal lest 
generat ion in  s ize  when 
compared to boomers and 
mi l lennia ls ,  but  they current ly 
have more spending power than 
any other  generat ion.  Given 
their  inf luence over  heal thcare 
purchasing for  mult ip le 
generat ions ,  d issat is fact ion 
with their  prov ider  re lat ionships 
should g ive pract ices  pause: 

• 	 Only  about  30 percent  of  Gen 
Xers  report  they  are  “complete ly 
sat is f ied”  wi th  the ir  pr imary  care 
phys ic ian ,  ophthalmologis t ,  and 

dermatologis t .  Sat is fact ion wi th 
dent is ts  ranked h igher ,  w i th 
40 percent  report ing they  are 
“complete ly  sat is f ied . ”

• 	 Forty - four  percent  of  Gen Xers 
are  “extremely,  very,  or  somewhat 
l i ke ly ”  to  swi tch pr imary  care 
phys ic ians  in  the  next  two to  three 
years .  Dermatologis ts  rank second-
lowest  in  loya l ty  among Gen Xers 
at  35 percent .

Gen X pat ients  are less  l ike ly 
than boomers to be complete ly 
sat is f ied with the leve l  of 
integrat ion between their 
prov ider  and of f ice  staf f ,  wi th 
the except ion of  dent istry,  where 
only  56 percent  of  Gen Xers  and 
57 percent  of  boomers report 
complete sat is fact ion. 

Gen Xers  a lso gave low marks 
for  pract ice logist ics  among 
dermatologists ,  pr imary care 
phys ic ians ,  and eye doctors , 

s imi lar  to  mi l lennia ls .  Gen X 
pat ients  crave text  and onl ine 
communicat ions with phys ic ians. 
Seventy  percent  a lso would favor 
appointment  reminders  by text , 
and 67 percent  would apprec iate 
texts  to  remind them of  the need 
for  fo l low-up care or  treatment . 

Given the number of  fami ly 
members for  whom Gen 
X pat ients  l ike ly  manage 
heal thcare appointments  and 
decis ions ,  prov id ing opt ions 
for  communicat ion that  best 
meet  their  needs is  cr i t ica l  to 
attract ing and keeping these 
pat ients .

Generation X

https://www.statnews.com/2017/04/03/generation-x-health-care/
ttps://www.statnews.com/2017/04/03/generation-x-health-care/
ttps://www.statnews.com/2017/04/03/generation-x-health-care/
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Likel ihood of  switching physic ians within the next  two years

Primary Care Provider Dermatology

Eye Doctor Dentistry
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As mi l lennia ls  age and have more spending power,  their  preferences 
for  convenience wi l l  d isrupt  the tradi t ional  heal thcare system.  Today ’s 
“n ice-to-haves”  wi l l  be tomorrow ’s  essent ia ls .  In  contrast  to  their  o lder 
counterparts ,  mi l lennia ls  won’ t  just  expect  these conveniences—they ’ l l 
demand them. Without  address ing how mi l lennia ls  communicate , 
prov iders  wi l l  r isk  los ing them to other  pract ices . 

Compared with boomers ,  mi l lennia ls  are much less  sat is f ied with their 
exper ience with their  doctors .  Forty- three percent  are at  least  somewhat 
l ike ly  to  switch phys ic ians in  the next  few years ,  according to the study. 
Most  c i te  lack  of  convenience as  their  mot ivat ion to make a  switch.

Millennials
Generational  InsightsCompletely Satisfied 

with Physician Practice

Millennials are consistently the least satisfied 
with their physician, physician practice, and 
practice logistics. They are also the most likely 
to favor online/email and text communications 
from their physicians and physician offices.

Meanwhile, 42 percent report they are at least somewhat likely to switch primary 
care physicians in the next two years, 47 percent are likely to switch dentists, and 40 

percent are likely to switch eye doctors.
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Adopting a Consumer 
Mentality to Communication

Pat ient  re lat ionship management—a 
coordinated approach to developing 
more meaningful  interact ions 
and long-term re lat ionships wi th 
pat ients—is  no longer an opt ion for 
phys ic ians and phys ic ian pract ices . 
Instead,  i t ’s  a  bus iness strategy for 
reta in ing pat ients ,  at tract ing new 
ones,  and mainta in ing h igh levels  of 
sat is fact ion. 

Pat ients  are act ing more l ike 
tradi t ional  consumers and choosing 
where to invest  their  heal thcare 
dol lars  based on qual i ty,  cost ,  and 
convenience.  Communicat ing with 
pat ients  in  ways that  best  f i t  their 
needs,  preferences ,  and l i festy les  is 
cr i t ica l  to  developing strong pat ient-
prov ider  re lat ionships . 

Now,  pat ients  are looking to have 
more of  a  partnership with their 
prov ider.  This  sh i f t  in  dynamic 
requires  prov iders  to  adjust  their 
approach to pat ient  communicat ion 

and engagement .  Communicat ion by 
te lephone ca l ls  is  no longer enough. 
To nurture pat ient  re lat ionships and 
foster  loya l ty,  consider ing which 
technologies  pat ients  prefer  to  use in 
managing their  communicat ion with 
prov iders  is  essent ia l . 

G iven the strong interest  in  text 
communicat ions by younger 
generat ions and i ts  appeal  for 
boomers as  wel l ,  invest ing in  a 
p lat form that  supports  prov ider-
pat ient  text  messaging is  an 
important  f i rst  s tep.  So is  an analys is 
of  opportuni t ies  for  communicat ing 
onl ine and by emai l—not just  around 
appointment  reminders ,  but  a lso 
in  shar ing personal ized t ips  for 
improving heal th and establ ish ing a 
two-way d ia logue. 

To f ind out  more about  how you can 
foster  stronger pat ient  re lat ionships 
wi th in your  pract ice ,  v is i t 
www.solut ionreach.com.

www.solutionreach.com
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An industry  leader  in  heal thcare pat ient  communicat ions technology for  22 years ,  Solut ionreach is  uniquely 
pos i t ioned to ass ist  you in  reaching your business goals  despi te  current  f inancia l  rea l i t ies .  We prov ide an easy-
to-use,  fu l ly  integratable  pat ient  engagement p lat form that  empowers you to increase revenue,  ga in operat ional 
ef f ic ienc ies ,  and opt imize the product iv i ty  of  your  f ront  of f ice  team with tools  l ike :

Our next- leve l 
so lut ions have helped 
our  c l ients  see a  10x 
return on investment 
f rom increased 
appointment  volume 
and va lue per  v is i t . 

10x

Why Is Solutionreach the Best Platform for My Practice?

Phone System Recall

Text-to-Pay

Newsletters
Multi-Location Management

Enterprise
Dashboards & Reporting

Surveys

Online 
Reputation/Review 

Management

Online Scheduling

Digital Intake Request

Video Call

Missed Appointment 
Messaging

Group Messaging

2-Way Texting

Appointment 
Reminders
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E-

AP
PO
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POST-APPOINTMENT


