
WHAT IS DIGITAL 
HEALTH?

 

Being a “digital” healthcare 
organization is about much more 
than the latest apps, platform tools 
or slick point solutions. It's about 
using technology as one of several 
levers to pull when designing 
extraordinary care experiences— 
online and o�ine—in moments 
that truly matter.

Before making significant investments in digital health products or 
initiatives, it’s imperative first to understand which moments matter most 
to the experience that your organization must adapt to in order to 
achieve your vision. 

How can you identify a moment that matters? Here are a few things they 
tend to have in common:

Patients are at their 
most receptive to 
clinically important 
interventions

Clinicians are 
empowered to be 
their most e�ective

Enterprise investments 
will deliver the 
greatest return

Patient satisfaction can 
be quickly translated 
into lifetime value

Di�erentiating your 
patient and/or provider 
experiences can grow 
market share

given healthcare moment are bound to di�er depending on the 
particular role you’re striving to play in the life of a patient. For  
example, an academic medical center and an urgent care clinic will  
have very di�erent ways of designing, defining and supporting a 
successful patient registration process.

But that doesn’t mean every healthcare moment and health journey 
must be mapped from the ground up. Current research and evolving 
best practices can tell us a lot about the most predictable needs, pain 
points and risks surrounding nearly every type of patient interaction. 
The key is to combine existing insights and assumptions with fresh, 
real-time observations about how and where your business is motivated 
to refocus based on your strategic vision.  

There are more than a few moments that matter with any patient visit, 
and each one has emotional, functional, and technical aspects that 
impact—and sometimes dictate—how the moment will unfold for both 
patients and providers.
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THE GROWING 
IMPORTANCE OF 
MOMENTS THAT 
MATTER
Every interaction a patient has with a provider 
organization is an opportunity to build trust, improve 
confidence and deliver a meaningful experience. Our 
goal is to help you identify and seize the full 
potential of the moments that matter for every 
stakeholder involved in the patient care journey, 
transforming them into positive experiences. 

Discover more about how West Monroe is helping 
healthcare organizations address today’s challenges 
and realize tomorrow’s vision. Contact us today.

“Phew! I almost forgot.” 
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Check-in process done via mobile app

Integration between mobile 
application and EMR displays history 

eCheck-in saves time and adds convenience just 
as patients are arriving for their appointments

38% reduction in no-shows when 
appointment reminders are sent via 
text message.1 

“We can’t a�ord no-shows” 

At an average cost of $265 pre-missed 
appointment and an average 18% no-show 

rate, a clinic that’s scheduled to see 22 
patients but only sees 18 would lose a 
significant $1060 in revenue per day.4  

“Will this really save time?”
60% of patients prefer digital 
methods for filling out intake and 
registration forms.2 

“Do we have the latest info?”
63% of patients will choose a provider 

over competitors because of that provider 
has a stronger online presence.5 

“It’s good to be here but   
 I’m glad I had options…” 

43% of patients polled in early 2021 
wanted to continue using telehealth 
services as part of a long-term 
hybrid care strategy.3 

Healthcare facilities with average 
wait times of 13 minutes or less are 

rated 3x higher than those with 
average wait times over 34 minutes.6  

“Welcome! Let’s get started…”

When these moments go right, it's because 
you've designed each one to yield the best 
possible outcomes for your patients and your 
business, powered by a unifying strategic vision that 
ties it all together. 

Because every person's healthcare journey is unique, these 
moments will be intertwined, influenced, and connected in 
di�erent ways for di�erent people. Similarly, the dimensions of a


