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Healthcare is a perpetual journey we all 
take—no two paths are ever the same. Yet 
the healthcare industry, in many respects, 
has long maintained a “one-size-fits-all” 
approach, wherein traditional office hours 
dictate healthcare provider abilities to meet 
patient needs, and generalized, cookie-
cutter messaging is recycled for patient 
communication purposes. However, 2020 has 
forced consumers to become more informed 
and empowered, ready to leverage control 
over their journey and the journeys of those 
they care for and about. Clearly, traditional 
communications and marketing frameworks 
are no longer adequate—the global pandemic 
has accelerated the imperative for change.
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Key Takeaways
• Due to the pandemic, in-person visits to healthcare practitioners, dentists, 

and hospitals declined substantially, by at least 36 percent. Conversely, 
appointments with a mental health specialist increased in both the male and 
18–24-year-old demographics, by 9 percent and 19 percent respectively.

• Aggregately, healthcare behaviors (i.e., physicians appointments) performed 
in person dropped 29 percent, while the usage of digital channels to conduct 
virtual visits has exploded by 88 percent since the outbreak began.

• 41 percent of consumers used telehealth in 2020 to speak to their healthcare 
provider—preventative care and diagnosis of an illness were the primary 
reasons for these virtual visits. 

Survey Methodology
In order to gain a comprehensive understanding of the new behaviors and 
expectations of patients as a result of the current COVID-19 pandemic, Astound 
conducted a survey of 1,000 global healthcare consumers, from the regions 
comprising the United States, Canada, South America, and Europe. Participants 
were required to be at least 18 years old. Respondents who reported being 
currently employed in the healthcare industry (21 percent) were advised to 
complete the survey from a healthcare consumer perspective. The following data 
represents the average of all consumers, with demographic analysis presented 
for further insight. A snapshot view of the research by region is included in the 
appendix section.

https://hubs.ly/H0C1FP_0


6 Transforming the Global Healthcare Consumer Journey

Healthcare Consumer Demographic Composition

Gender identification

Healthcare coverage

Area of residence

Education

 

*Specific demographic stats for nonbinary respondents are not shown in the segmented analyses 
as they were not statistically visible (representing less than 1 percent).

Current Sentiments

The current healthcare crisis has underscored the importance of obtaining informed, 
quality healthcare for consumers. Regardless of insurance coverage status and/
or access to quality healthcare options, affordability and satisfaction have never 
been more critical. As such, less than two in five patients across the globe strongly 
agree that they have adequate access to healthcare, with even fewer reporting 
satisfaction in the level of service received. These insights are representative of 
the need for continued evolution within the industry and the need for appropriate 
legislation to support the evolving needs of patients. Patients are consumers, and 
their satisfaction drives loyalty, brand valuation, and, ultimately, revenue.

Healthcare Consumer Profile

50%

52%

46%

74%

49%

35%

26%

1%*

13%

Male
Female

Nonbinary

City or urban area
Suburbs

Rural

Insured
Non-insured

Have completed 
at least an 

undergraduate 
level of education
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Please state your agreement with the following statements 
(Strongly agree).

I have access to adequate healthcare 
I am satisfied with the level of service 

and attention I receive from my 
physician/healthcare provider
The physicians or healthcare 

providers in my network collaborate 
with each other in order to coordinate 

my course of care
I am able to afford any healthcare 

emergency costs that may arise

37%
34%

27%

26%

Women’s Health

With a global economy decimated by a global pandemic, affordability will continue 
to be a key determinant in the healthcare journey for consumers who have been 
financially impacted by diminished wages or complete job loss. To that point, only 
22 percent of women feel very confident in their ability to afford an emergency 
healthcare expense. Women are leaving the workforce at alarmingly high rates due 
to the increasing demands of childcare and other family obligations imposed by 
COVID-19. The pandemic has drastically blurred the lines between work and home 
life, making the balance between the two nearly impossible to manage for many 
women. Systemic issues of gender inequality also play a vital role as the current 
health crisis has substantially exacerbated these and other socioeconomic, racial, 
and geographic health disparities. The implications of COVID-19 on women’s 
health will be a significant point of focus in the near to long term as the virus and its 
effects rage on. 

Organizations that recognize the depth of this impact and reach out to consumers 
with a personalized, omnichannel approach, delivering impactful, targeted 
messaging at pivotal moments, will not only garner loyalty but will also gain 
consumer trust and greater brand recognition. 

 Men Women 18–64 65+

I have access to adequate healthcare 38% 36% 36% 52%
I am satisfied with the level of service and 
attention I receive from my physician/
healthcare provider

36% 33% 32% 54%

The physicians or healthcare providers in 
my network collaborate with each other in 
order to coordinate my course of care

29% 25% 26% 39%

I am able to afford any healthcare  
emergency costs that may arise

31% 22% 26% 23%

Please state your agreement with the following statements (Strongly 
agree; by segment).

https://hubs.ly/H0C1FP_0
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New Consumer 
Behaviors Emerge 
with COVID-19
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THE CORONAVIRUS pandemic has been the catalyst for new consumer behavior 
across all industries, with the greatest shift being the necessary pivot to digital. 
This shift has spurned a digital-first mindset. As the following graph indicates, 
consumers have become accustomed to such digital activities as online shopping 
and ordering delivery from their local restaurants since the outbreak began. Grocery 
delivery, online banking and education, and online sales of direct-to-consumer 
products have all boomed since early March as consumers adjust to the current 
reality, and as the home becomes the hub of all daily activity for the foreseeable 
future. Along generational lines, it may come as no surprise that digital natives are 
more apt to obtain their health products via digital means, but older patients show 
they are also open to adopting such behaviors as well.

The pandemic has spurned a digital-first 
mindset for all healthcare consumers.

Shopping online in general
Utilizing pick-up or delivery from a 

restaurant, instead of dining in
Shopping online for health-related 

items
Purchasing a direct shipment of  

in-home medical supplies, rather than 
purchasing in-person from a medical 

supply store
Ordering over-the-counter 

medications (i.e., stocking up  
on medications) 

Utilizing a mail-order pharmacy 
Filling/refilling prescriptions 

50%

21%
22%

25%

27%

28%

40%

How would you say your online/purchasing behavior has changed since 
the onset of COVID-19? (More often)

Learn More

Read Astound’s take on the right digital solutions for healthcare and 
pharmaceutical companies, and connect today with Tina Wilson, Astound’s 
vice president and client partner for global health and life sciences. 

https://hubs.ly/H0C1FP_0
https://hubs.ly/H0B_VPG0
https://hubs.ly/H0C1-Vw0
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18–24 25–34 35–44 45–54 55–64 65+

Shopping online for  
health-related items

32% 31% 37% 24% 18% 15%

Purchasing a direct shipment 
of in-home medical supplies

45% 31% 28% 20% 19% 13%

Ordering over-the-counter 
medications

30% 29% 28% 19% 19% 14%

Utilizing a mail-order pharmacy 29% 27% 26% 16% 16% 11%
Filling/refilling prescriptions 33% 25% 21% 16% 13% 14%

Consumers have engaged in the following health-related behaviors 
since the onset of COVID-19 (More often, by age)

Our data revealed that consumers actually prefer to shop for their prescription 
and medical supplies in person. Understandably, the onset of the pandemic 
triggered a 19 percent decrease in these purchases being made in person, while 
online purchasing rose by 54 percent. This explosion of commerce is driving the 
imperative for the health and life sciences industry to provide compliant solutions 
that are informative, personalized, and comparable to what each consumer has 
experienced in their retail journeys. This expectation continues to grow and drive 
companies to better understand consumer needs and purchasing behaviors.

This explosion of commerce is driving the 
imperative for the health and life sciences 

industry to provide compliant solutions that are 
informative, personalized, and comparable to 

what each consumer has experienced in  
their retail journeys. 

Before the pandemic During the pandemic

In-person

Online

74% 60%

26% 40%

Please state the percentage of time in which you performed all healthcare 
PURCHASES during each time period either in person or online
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Further exploration into specific healthcare provider and consumer purchase 
behaviors shows the trajectory from before the pandemic to the present. Although 
certain in-person purchase behaviors continue today, a more digital-first mindset 
among consumers has emerged, whereby patients can secure their medications and 
other health supplies via the convenience of home delivery services.  

Which of the following behaviors have you/do you perform?

Pre 
COVID-19

During 
COVID-19

% change

Visit a pharmacy located within a retailer  
or grocery store

42% 34% -20%

Pick up a prescription at my  
local pharmacy

46% 61% 33%

Speak with my local pharmacist,  
in-store, about my medication  or asked/ask 
for help/guidance about something else

34% 49% 44%

Use home delivery from my local  
pharmacy for my prescription

14% 37% 164%

Use home delivery from a third-party service 
provider for my prescription

12% 34% 183%

Have my prescription delivered  
by a drone

8% 21% 163%

Assessing consumer channel preference reveals that, in general, patients 
also prefer to perform all of their healthcare-related behaviors (i.e., physicians 
appointments) in person. Naturally, due to the pandemic, the trajectory of 
healthcare behaviors being performed in person dropped 29 percent. Conversely, 
the usage of digital channels to conduct virtual visits has exploded by 88 percent 
since the outbreak. This rapid and forced evolution only highlights the need 
for companies to employ compliant commerce solutions to reach and enable 
healthcare providers and consumers of healthcare.

Before the pandemic During the pandemic

In-person

Online

75% 53%

25% 47%

Please state the percentage of time in which you performed all healthcare 
BEHAVIORS during each time period either in person or online
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A deeper dive into certain healthcare behaviors reveals the critical extent to which 
the pandemic has significantly halted in-person appointments for most patients. 
This current health crisis continues to send severe shockwaves through the entire 
global healthcare system. The onset of the outbreak in March drained a large 
portion of resources, including available frontline workers, necessary personal 
protective equipment, and hospital capacity. Healthcare consumers who were not 
physically affected by the virus were apprehensive about visiting their physicians 
in person, fearful of coming into contact with a COVID-19-infected individual and 
reluctant to tax scarce public resources if they didn’t require immediate care. 

In applicable cases, physical visits to healthcare practitioners, dentists, and 
hospitals saw huge downward shifts of 36 percent or more. Moreover, trips to 
walk-in facilities, which generally exist to address the need for more-urgent care, 
saw a decline of 35 percent. An expected increase was seen in the use of online 
portals to schedule appointments, which grew by 39 percent.

Pre COVID-19 During 
COVID-19

% change

Visited a healthcare provider  
in person

53% 34% -36%

Visited a walk-in/urgent  
care facility

38% 25% -35%

Went to a hospital for a  
procedure (outpatient/in-patient)

38% 22% -43%

Visited a dentist 50% 25% -49%
Visited a chiropractor/ 
physical therapist

25% 16% -38%

Visited a mental health specialist 22% 20% -9%
Visited a counselor or therapist 23% 18% -20%
Took a prescription medication 44% 41% -7%
Scheduled an appointment online 
via a healthcare provider portal

23% 32% 39%

Which of the following activities have you done before and during 
COVID-19?

https://hubs.ly/H0C1FP_0
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A look at the impact the virus has had on each segment in particular with regards 
to maintaining healthcare is important to note—research reveals that men, as 
well as consumers ages 18 to 24 regardless of gender, were less likely to halt 
appointments with a mental health specialist, where their appointments during this 
time actually increased. 

The health and life sciences industry is grappling with the need to provide 
compliant digital healthcare solutions to patients that employ personalized 
communication with providers and innovative payment methods for treatment that 
ensure a continuum of care. Interestingly, digital commerce platforms enable this 
critical infrastructure and help maintain patient healthcare across the spectrum.

Digital commerce platforms enable critical 
infrastructure and help maintain patient 

healthcare across the spectrum.

 Men Women 18–24 25–34

Visited a healthcare provider in person -38% -34% -38% -17%

Visited a walk-in/urgent care facility -32% -37% -26% -32%

Went to a hospital for a procedure  
(outpatient/in-patient)

-40% -48% -30% -47%

Visited a dentist -44% -54% -41% -43%

Visited a mental health specialist 9% -21% 19% -1%

Visited a counselor or therapist -8% -31% 3% -13%

Percentage change of behaviors performed before and during COVID-19 
(by segment)

 35–44 45–54 55–64 65+

Visited a healthcare provider in person -41% -42% -45% -35%

Visited a walk-in/urgent care facility -12% -61% -54% -58%

Went to a hospital for a procedure  
(outpatient/in-patient)

-37% -52% -51% -47%

Visited a dentist -41% -63% -59% -54%

Visited a mental health specialist -16% -23% -22% -50%

Visited a counselor or therapist -22% -39% -35% -60%
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The initial shock of the outbreak waned for a short period of time, but the 
unintended consequences are still being felt, and a resurgence of the virus has 
heightened the need for innovative solutions in the entire industry. Many patients 
are still unable to obtain necessary procedural services. More than one-third say 
the pandemic has either hindered or delayed their ability to schedule a medical 
procedure, while others have endured prescription shortages, delays in receiving 
medical supplies, and the inability to connect with their healthcare provider.

Furthermore, 27 percent of patients postponed a procedure on their own accord 
out of safety concerns (an analysis by segment is shown in the following chart). 
This disruption to the healthcare delivery system has created high volumes 
of surgical backlogs. A concerted effort to re-engage these patients and alert 
them of the current dynamic nature of the healthcare system is the impetus 
to rebuilding consumer confidence and trust while maintaining brand strength 
through transparency—important components of the healthcare provider–patient 
relationship that have suffered during the pandemic.

Percentage of patients who have postponed a necessary procedure due to 
safety concerns (by segment)

Men 30%
Women 25%
18–24 30%
25–34 30%
35–44 37%
45–54 20%
55–64 18%
65+ 18%

During the COVID-19 pandemic, did you experience any of the following 
circumstances? (Select all that apply.)

Inability or delay in scheduling a 
medical procedure

Unable to schedule a timely in-person 
appointment with your physician 

A delay in receiving medical equipment 
or medical supplies 

A shortage of a prescribed medication
Inability to reach your healthcare 

provider for health-related  
questions/concerns

34%

14%

20%

20%

28%

https://hubs.ly/H0C1FP_0
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Urban vs. Rural Healthcare Challenges

Densely populated areas have seen a rapid spread of the virus, with major cities 
in the US and the UK reporting some of the highest fatality rates from COVID-19 
compared to other areas. The strain on the entire healthcare infrastructure has 
clearly adversely affected urban patients:

While rural populations are also impacted, separate and unique challenges remain 
for these outlying and most likely underserved communities. Our data revealed that, 
in terms of physical health, patients living in rural locations were less inclined to 
partake in a regular exercise regimen, maintain a healthy diet, or adhere to many of 
the COVID-19 safety guidelines as frequently as patients in both urban and suburban 
locales. This is alarming, given that rural populations often report less-than-average 
access to, satisfaction with their access to, and trust in healthcare resources.

Experienced 
a shortage of 
a prescribed 
medication

Saw a delay in 
receiving medical 

equipment or 
supplies

Were unable to 
schedule a timely 
appointment with 
their healthcare 

provider

Postponed a 
necessary procedure 

due to safety 
concerns

Urban

Rural
54%

27%
31% 33%

16%
9%

15% 16%
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Physical Health Status and COVID-19 Precautions

Surprisingly, during a global pandemic, survey results indicated that the level of 
patients who would consider themselves to be within the “very good to good” range 
of physical health is slightly higher than those who do not. Comparatively by region, 
South American patients assert to be in the best physical health. Interestingly, this 
may correlate with South Americans reporting the highest percentage of insurance 
coverage among patients surveyed of all regions (88 percent).

*Respondents were asked to categorize their physical health by envisioning a step ladder with 
rungs numbered from 1 to 5, where 1 represents the best possible health and 5 indicates the 
worst possible health.

Consumers on the mid-to-upper rungs can most likely attribute their physical 
health to positive personal-care activities maintained on a regular basis, with 56 
percent or more of patients proclaiming routine exercise, getting enough sleep and 
hydration. Undoubtedly, these preventative measures are instrumental in helping to 
improve healthy outcomes. Patients agree that they have a personal responsibility 
to establish and maintain these essential lifestyle habits, but the onus is on the 
health and life sciences industry by and large to facilitate a more accessible 
healthcare infrastructure that optimizes patient support through more-frequent 
communication and education.

While the healthcare and life sciences industry continues to make strides in 
reaching patients and providing education, many companies continue to struggle 
with identifying compliant and compelling pathways of communication that reach 
the intended audience with messaging that is relevant at the moment a consumer 
is most likely to be influenced. Partnering with a trusted and independent company 
that is focused on personalization and consumerism and is known for compliant 
solutions, compelling messaging, and consumer experiences is the key.

On which step of the ladder is your physical health today?* 

1–2 (Best/very good health)
3 (Good health)

4–5 (Poor/worst possible health)

47%

12%
41%

Partnering with a trusted and independent 
company that is focused on personalization 

and consumerism and is known for compliant 
solutions, compelling messaging, and 

consumer experiences is key.

https://hubs.ly/H0C1FP_0
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The coronavirus pandemic has highlighted the need to prioritize one’s personal 
health by taking necessary preventative care measures. Patients across the globe 
report that the outbreak has at least moderately increased their concerns for their 
health and that of family and friends, as well as the need to manage stress and 
current pre-existing health conditions. 60 percent of consumers somewhat agree 
that the outbreak has changed their interest in maintaining or improving their 
overall mental health, led by 65 percent of patients ranging in age from 25 to 44 
years old.

Drink enough 
water

Get enough 
sleep

Exercise 
regularly

Take vitamins 
and/or 

supplements

Maintain a 
healthy diet

68%
58% 56%

47% 43%

Which of the following do you do on a regular basis? (Select all that apply.)

To what degree do you identify with the following statement: COVID-19 has 
changed my interest in: (Strongly/somewhat agree) 

Being more concerned with the 
health of my family/friends

Being more proactive in my overall 
health and wellness

Maintaining/improving my  
eating habits

Maintaining/improving my  
mental health 

Being more proactive in coping 
with stress 

Managing my underlying health 
condition(s) 

Maintaining/improving my regular 
fitness routine 

Maintaining/improving my vitamin 
and/or supplement consumption

70%

58%

57%

57%

56%

60%

63%

66%
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Similarly, more acute behaviors that help mitigate the spread of the virus have 
become routine for the majority of consumers, such as frequent washing of hands, 
social distancing, and wearing face masks, as evidenced by at least 71 percent 
of respondents. Although three-quarters of those surveyed say they are spending 
more time at home, nearly one-quarter are still spending time with friends and 
family, which may or may not be avoidable depending on their living situation.

How often do you perform each of the following activities since the onset 
of COVID-19? (Frequently) 

Utilizing hand 
sanitizer/wipes 

Taking vitamins/
supplements 

Exercising Spending time 
with friends  
and family 

Washing my 
hands 

Spending time at 
home 

Wearing  
a mask 

Social  
distancing 

78%

63% 44% 35% 24%

71%73%75%

A breakdown by age shows that older respondents, those who are susceptible to 
more-severe complications from the virus, are also more inclined to comply with 
recommended governmental safety measures. The implications of engaging in 
these efforts has the most dire impact on increased isolation, as the need to keep 
safe means having to distance from one another for the duration of the outbreak or 
during enforced social distancing timeframes.

Learn More

Astound’s industry experience includes enabling a pharmaceutical giant’s 
platform transformation to facilitate compliant commerce. Read the case 
study and get in touch today.

https://hubs.ly/H0C1FP_0
https://hubs.ly/H0B_WP-0
https://hubs.ly/H0B_WP-0
https://hubs.ly/H0C1-Vw0
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How often do you perform each of the following activities since the  
onset of COVID-19? (Frequently; by segment)

 Men Women 18–24 25–34 35–44 45–54 55–64 65+

Washing hands 74% 82% 63% 74% 76% 84% 86% 91%
Spending time  
at home

72% 78% 67% 67% 71% 76% 86% 95%

Wearing a mask 67% 79% 69% 72% 68% 75% 79% 85%
Social distancing 70% 73% 58% 64% 70% 76% 87% 84%
Utilizing hand 
sanitizer/wipes

62% 65% 57% 59% 61% 69% 70% 68%

Taking vitamins/
supplements

40% 47% 30% 40% 41% 46% 49% 75%

Exercising 37% 34% 34% 35% 39% 33% 33% 34%
Spending time 
with friends  
and family

25% 23% 26% 20% 28% 27% 25% 13%

Preferred Communication Methods

Patients favor engaging with their healthcare providers via telephone, closely 
followed by face-to-face interactions—these preferences largely extend with each 
age and gender segment. It is interesting to note that consumers in the 25–34 
age bracket indicated email as their second communication method of choice, 
followed by an online patient portal and in person. Communication is integral 
to any relationship, and patients want to interact with their physician via the 
most immediate and personable method that also provides them with the most 
convenience. In addition, a personalized experience during those interactions is 
critical to ensuring adoption of recommendations as well as consumer satisfaction.

Preferred Communication Method

 #1 #2 #3 #4 #5 #6

In-person 
communication

Phone Email Online patient 
portal

SMS text/
direct 

message

Direct mail
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The Future  
Healthcare 
Landscape
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AS OF EARLY OCTOBER 2020, 16 percent of consumers indicate they are, at 
a minimum, uncomfortable with an in-person healthcare visit, led globally by 21 
percent of patients in Canada.

How comfortable are you today with an in-person visit with your 
healthcare provider?

 Comfortable Neither 
comfortable nor 
uncomfortable

Uncomfortable

Men 65% 21% 14%
Women 56% 24% 20%
18–24 62% 23% 15%
25–34 61% 24% 15%
35–44 56% 26% 18%
45–54 61% 22% 17%
55–64 57% 22% 21%
65+ 74% 9% 17%

The unfortunate consequence is that it is currently not clear when these patients 
will decide to resume their regular course of care. Implementing such technologies 
as telehealth or digital therapeutics can help quell consumers’ fears around 
personal contact and safety amid the outbreak without ceasing treatment. 
This drives the continuum of care and helps to minimize impact to consumers, 
healthcare providers, and the industry as a whole.

Get in Touch

For more than 20 years, Tina Wilson, Astound Commerce vice president 
and client partner for global health and life sciences, has worked closely with 
healthcare, biotech, and pharmaceutical companies to design and implement 
innovative and compliant technologies, create cultures of continuous 
improvement, and positively impact patients’ lives. Connect with Tina today.

https://hubs.ly/H0C1FP_0
https://hubs.ly/H0C1-Vw0
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Telehealth
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NEARLY HALF of consumers reported their healthcare provider had recommend-
ed virtual visits over in-person visits since January; South America appears to be 
most progressive in this area, with more than three-fourths of patients indicating 
receiving such a recommendation from their healthcare practitioner. Additionally, 54 
percent of consumers who live in urban locales indicated receiving a recommenda-
tion for switching to telehealth appointments. 41 percent of consumers said they 
had in fact used telehealth in 2020 to speak to their healthcare provider, of which 
85 percent have used a virtual visit within the last three months or less. Insured 
patients were nearly twice as likely to have used telehealth as non-insured patients 
(46 percent vs. 25 percent).

Over three-fourths of patients have used telehealth for either an annual checkup 
or in the case of a personal illness or that of a family member. The majority 
of participants reported being satisfied with their experience—cohorts in the 
55–64 age bracket noted the highest satisfaction level at 90 percent. In terms of 
adoption, there is a higher percentage of patients using telehealth concentrated in 
the 25–34 age range, whereas along gender lines, slightly more women than men 
have used this service.

Analysis of virtual visits by segment

Percentage of those who 
have used telehealth

Reason for their virtual visit

Men 40% Preventative medicine

Women 43% Illness (personal or family member)

18–24 36% Preventative medicine

25–34 41% Illness (personal or family member)

35–44 51% Illness (personal or family member)

45–54 39% Preventative medicine

55–64 38% Preventative medicine

65+ 29% Illness (personal or family member)

38%

4%

20%

38%

What was the reason for your telehealth visit?

Preventive medicine (annual 
checkup/visit)

Illness for you or someone  
in your family 

Prescription refill only 
Other (therapy, test results,  

initial consult, etc.)

https://hubs.ly/H0C1FP_0
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Momentum Building for Virtual Visits

Interestingly, 28 percent of consumers have increased their scheduled telehealth 
visits with a healthcare provider since the onset of COVID-19. Of those patients 
who have not experienced this type of visit, more than half would consider using 
it going forward, led by 77 percent of South American respondents. Collectively, 
consumers are most interested in using telehealth for appointments that are 
of seemingly lower engagement, such as asking questions or a follow-up or 
consultative interaction. But, interest in potential adoption of telehealth for more-
moderate appointment types is not far behind. Healthcare practitioners must 
seize this moment of opportunity, as consumers will remain cautious of in-person 
interactions and uncertainty around the persistence of the coronavirus.

Healthcare practitioners must seize this 
moment as consumers remain cautious of  

in-person interactions around the persistence 
of coronavirus.

This is an opportunity for the industry and governmental bodies to adopt compliant 
solutions that meet the growing needs of consumers to protect their health and 
personal health information and easily gain access to personalized solutions.

The following chart further explores the opportunity of using virtual visits for 
therapy-related appointments as indicated by each segment. Patients explain 

64%

60%
60%

54%

53%

52%

52%

49%

42%

42%

How likely would you be to utilize telehealth for each of the following: 
(Likely/Highly likely)

I have a few questions  
I need answered 

Follow-up appointment
An initial consultation

Monitoring of my current health 
condition/illness (remote monitoring)

Minor illness (i.e., a cold, an 
earache, strep throat, etc.)

An assessment to determine if 
emergency care is needed

Preventative medicine (annual 
checkup or exam)

Moderate illness (i.e., the flu, 
digestive issues, a sprain, etc.)

Therapy (i.e., physical, 
occupational, counseling, 

addiction, mental health, etc.)
Major illness (i.e., concerns related 

to COVID-19, MS, lupus, etc.)
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 Addiction Mental health Occupational Physical Counseling

Men 19% 30% 47% 52% 50%
Women 13% 48% 42% 41% 64%
18–24 10% 42% 42% 39% 52%
25–34 11% 36% 40% 42% 54%
35–44 20% 43% 53% 51% 60%
45–54 20% 35% 40% 45% 60%
55–64 19% 45% 50% 48% 57%
65+ 17% 33% 22% 83% 61%

Therapy types considered for usage via telehealth (by segment)

Desired Telehealth Factors

A ranking of the traits essential to an ideal virtual visit reveals that, at its core, 
having a physician that is empathetic and that provides patients with a clear and 
thorough examination as well as follow-up details are the two most important 
factors for an ideal experience. Notably, cost of the service is the least important 
factor among global patients.

What are the most important factors, for an ideal experience, 
when it comes to telehealth? Overall Ranking

A healthcare provider who takes the time to listen to my issues/con-
cerns and shows empathy and understanding

1

A healthcare provider who clearly explains what they are doing 
during the exam/meeting and provides follow-up information

2

The ability to have all my concerns met including medications pre-
scribed and/or next medical steps scheduled

3

A virtual visit that’s high quality (i.e., stable WiFi, clear camera, ade-
quate sound, in a quiet setting)

4

A shorter wait time to see a physician or healthcare provider virtually 
than in-person

5

I am able to easily schedule an appointment and see a healthcare 
provider on a timely basis

6

I feel safe discussing my personal health concerns online 7
I am able to see a specific healthcare provider 8
That it is an affordable/cost-effective solution 9

which specific therapy types they would consider conducting via virtual visit. On 
the whole, consumers around the world are most receptive to undergoing general 
counseling via virtual visits. The pervasive stigma associated with getting help for 
an addiction could be the determinant for low potential usage in that category, a 
factor that must be addressed before patients are fully willing to embrace this type 
of treatment virtually.

https://hubs.ly/H0C1FP_0
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Digital  
Therapeutics



Why would you NOT consider using digital therapeutics? 
(Select all that apply.)

I would rather communicate 
directly with someone in person 

I am concerned with cost/
affordability 

I don’t want another login/
password to keep up with 

I prefer not to discuss my mental 
health with others 

It’s too difficult to log in 
I don’t have the technology needed 

to use it 
I don’t have insurance 

I can only pay in cash/I don’t have 
a credit card 
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THERE IS growing interest in the emerging field of digital therapeutics. 54 percent 
of respondents express interest in using this therapy model. From a regional per-
spective, residents of South America showed the highest potential rate of adoption 
at 80 percent, followed by Europe at 58 percent. Interestingly, consumers who 
reside in more rural communities have a less favorable view, with only 37 percent 
interested in this therapy model. This could be due to consumer ability to access 
this therapeutic model—a clear opportunity for the industry to support healthcare 
providers and consumers with affordable, accessible options.

Beyond the 28 percent of consumers who report not having any issues that would 
require this treatment model, the majority would rather have direct face-to-face 
communication. This is in line with other healthcare consumer behaviors such as 
appointments where in person is preferred but digital is a welcomed second option.

Interestingly, a deeper dive shows that technology does not present a major 
challenge in accessing digital therapeutics with regard to age or gender. As with 
any technology, consumers are quick to realize the benefits and convenience 
it offers with each interaction—this notion is instilled within consumers as the 
necessary pivot to compliant digital solutions continues.

51%

19%

18%

14%

10%
10%

7%
6%
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 Men Women 18–24 25–34

I would rather communicate directly with 
someone in person

52% 50% 49% 44%

I am concerned about cost/affordability 17% 20% 20% 29%
I don’t want another login/password 16% 20% 21% 12%
I prefer not to discuss my mental health  
with others

13% 16% 13% 15%

It’s too difficult to log in 11% 10% 13% 12%
I don’t have the technology to use it 9% 10% 12% 7%
I don’t have insurance 7% 8% 12% 14%
I can only pay in cash/I don’t have  
a credit card

6% 6% 7% 5%

 35–44 45–54 55–64 65+

I would rather communicate directly with 
someone in person

44% 56% 56% 64%

I am concerned about cost/affordability 11% 15% 24% 12%
I don’t want another login/password 15% 20% 19% 23%
I prefer not to discuss my mental health  
with others

12% 15% 16% 15%

It’s too difficult to log in 12% 7% 9% 10%
I don’t have the technology to use it 6% 8% 13% 15%
I don’t have insurance 2% 6% 4% 4%
I can only pay in cash/I don’t have  
a credit card

4% 8% 9% 6%

Percentage of patients who would NOT use digital therapeutics for the 
following reasons (Select all that apply, by segment.)
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Mental Health

The mental health epidemic was undeniable prior to the onset of the pandemic, 
but ongoing efforts to address it appear to have been largely sidelined due to 
the current global health crisis. According to a survey from the World Health 
Organization, the outbreak has disrupted or altogether impeded mental health 
services in 93 percent of the 130 countries polled. Anxiety and depression have 
been widespread during this period of isolation and instability. Alcohol consumption 
has skyrocketed, and for those who struggle with substance abuse, many in-
person counseling services have shuttered to curb the spread. The long-term 
mental health effects as a result of social distancing and similar safety protocols are 
likely to be felt most acutely by the elderly and more vulnerable populations going 
forward. Consumers are open to the idea of using telehealth for mental health–
oriented therapies, led by nearly half of women. 

Notably, when tracking consumer behavior before and during the pandemic, only 
a 9 percent decrease was seen in patient visits to a mental health specialist. This 
is by far the smallest decline of all in-person healthcare provider appointments 
tracked, further evidence that patients with pre-existing mental health conditions 
aren’t willing to accept disruptions to their treatment and risk jeopardizing their 
progress. These innovative therapeutic models have the distinct and compliant 
opportunity to help continue the critical course of treatment for a patient population 
that is often forgotten. Digital therapeutic models with compliant access and 
accessible payment methods are critical for a consumer population that deserves 
elevated care options and specific attention.

https://hubs.ly/H0C1FP_0
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After the Pandemic

While lives have been interrupted and families have been inconceivably impacted, 
patients indicate that, once the virus has been eradicated, they expect their 
proclivity toward in-person health engagement to return to near pre-pandemic 
levels. However, caution is strongly advised. As new behaviors take hold, they 
often become habit—and the longer the pandemic continues, the likelihood of 
new consumer behaviors sustaining increases. Consumers embraced third-party 
delivery services and curbside pickup when stores and restaurants shuttered 
back in the spring. These innovations have conditioned consumers to expect 
more personalized, convenient, and differentiated experiences, and the healthcare 
industry is no exception—where complying with patient privacy guidelines and 
regulatory and legal implications dictate viable solutions.

The pandemic has pointedly exposed many of the shortfalls within the health and 
life sciences industry where compliant commerce and digital innovation could 
provide transformative solutions critical to the ongoing success of the industry. 
The progress that had previously been made was significant, but has proven to 
fall short of the rapid and evolving needs of consumers. As creatures of habit, 
consumer behavior driven by this global pandemic has undergone a tectonic shift 
in mindset. The “new normal” post-COVID-19 healthcare consumer demands an 
innovative and sustainable approach that seamlessly integrates the entire patient-
centric standard-of-care spectrum.

The healthcare provider and consumer demand more modern, frictionless 
experiences—from searching for a healthcare practitioner, to scheduling 
appointments and meeting with providers, to receiving patient results and other 
communications at every touchpoint. Successfully mapping the journey from retail 
to compliant healthcare commerce is foundational and critical to the success of 
the entire industry.

Coronavirus and the urgency related to personalization and consumerism are 
forcing the health and life sciences industry to evaluate innovative and compliant 
ways to touch their target audiences. Clearly, enabling healthcare providers and 
reaching the patient are paramount. Just as important is the need to ensure the 
experience is transformative and entices the consumer to repeat their journey.

At the time this survey was deployed, the majority of healthcare consumers 
believed that there would be a resurgence of COVID-19 within the next six 
months (69 percent). Unfortunately, this has proven to be eerily accurate. Within 
the European region, UK residents in particular overindexed in their views, with a 
staggering 80 percent predicting that another wave of the virus was imminent. We 
are seeing their predictions manifested. As of mid-November, cases were spiking 
in all surveyed regions, indicating a second, or in some countries, third wave of 
the virus. Additionally, many consumers were exhibiting “COVID fatigue” as the 
pandemic endured, and the stressors of a disrupted daily life, economic anxiety, 
and social unrest in many parts of the world converged with the plaguing anxiety 
and fears caused by the rampant virus. 

https://hubs.ly/H0C1FP_0
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During the COVID-19 pandemic, patients experienced the following: 

 20% were unable or delayed in scheduling a medical procedure

 24% were unable to schedule a timely in-person appointment with their physician

 16% experienced a delay in receiving medical equipment or supplies

 19% experienced a shortage of a prescribed medication

 12% were unable to reach their healthcare provider for health-related reasons

COVID-19’s Impact on the HLS Consumer  

 67%  are comfortable with an in-person HCP visit today

 30%  have postponed a necessary procedure due to safety concerns

Performance of healthcare BEHAVIORS (i.e., appointments with your healthcare provider)

20

30

40

50

visited a healthcare provider in person

visited a walk-in/urgent care facility
went to a hospital for a procedure

pre COVID-19 during COVID-19

Before the pandemic

Before the pandemic

During the pandemic

During the pandemic

After the pandemic

After the pandemic

In-person

Online

In-person

Online

48%

36%
37%

40%

29%
26%

United States

Performance of healthcare PURCHASES (i.e., prescriptions, medical supplies)  

APPENDIX

75%

73%

25%

27%

64%

67%

36%

33%

70%

71%

30%

29%
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Healthcare Sentiment and Profile 

 40% have access to adequate healthcare

 40% are satisfied with the level of service and attention  
  received from their healthcare provider

Telehealth  

 49%  used telehealth in 2020

Therapy types for which patients would use telehealth: 

Digital Therapeutics  

 44%  would use digital therapeutics

Top reasons why patients would not use digital therapeutics:  

 43% would rather communicate directly with someone in person

 23% don’t want to create another login/password

Communication  

Preferred communication method:

 #1 #2 #3

Face-to-facePhone Email

52%
Counseling

16%
Addiction

39%
Mental Health

41%
Occupational

49%
Physical

https://hubs.ly/H0C1FP_0
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During the COVID-19 pandemic, patients experienced the following: 

 27% were unable or delayed in scheduling a medical procedure

 26% were unable to schedule a timely in-person appointment with their physician

 24% experienced a delay in receiving medical equipment or supplies

 20% experienced a shortage of a prescribed medication

 15% were unable to reach their healthcare provider for health-related reasons

20

30

40

50

60

visited a healthcare provider in person

visited a walk-in/urgent care facility
went to a hospital for a procedure

pre COVID-19 during COVID-19

52%

44%

35% 34%

25%
22%

Europe

COVID-19’s Impact on the HLS Consumer 

 59%  are comfortable with an in-person HCP visit today

 28%  have postponed a necessary procedure due to safety concerns

Performance of healthcare BEHAVIORS (i.e., appointments with your healthcare provider)

Before the pandemic

Before the pandemic

During the pandemic

During the pandemic

After the pandemic

After the pandemic

In-person

Online

In-person

Online

Performance of healthcare PURCHASES (i.e., prescriptions, medical supplies)  

APPENDIX

73%

71%

27%

29%

48%

43%

52%

57%

62%

62%

38%

38%
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Healthcare Sentiment and Profile 

 34% have access to adequate healthcare

 31% are satisfied with the level of service and attention  
  received from their healthcare provider

Telehealth  

 32%  used telehealth in 2020

Therapy types for which patients would use telehealth: 

Digital Therapeutics  

 58%  would use digital therapeutics

Top reasons why patients would not use digital therapeutics:  

 54% would rather communicate directly with someone in person

 18% are concerned with cost/affordability

Communication  

Preferred communication method:

 #1 #2 #3

61%
Counseling

18%
Addiction

39%
Mental Health

46%
Occupational

44%
Physical

Face-to-facePhone Email
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During the COVID-19 pandemic, patients experienced the following: 

 14% were unable or delayed in scheduling a medical procedure

 29% were unable to schedule a timely in-person appointment with their physician

 16% experienced a delay in receiving medical equipment or supplies

 15% experienced a shortage of a prescribed medication

 10% were unable to reach their healthcare provider for health-related reasons

10

20

30

40

50

60

visited a healthcare provider in person

visited a walk-in/urgent care facility
went to a hospital for a procedure

pre COVID-19 during COVID-19

57%

35%

46%

31%

19%
18%

Canada

COVID-19’s Impact on the HLS Consumer 

 57%  are comfortable with an in-person HCP visit today

 23%  have postponed a necessary procedure due to safety concerns

Performance of healthcare BEHAVIORS (i.e., appointments with your healthcare provider)

Before the pandemic

Before the pandemic

During the pandemic

During the pandemic

After the pandemic

After the pandemic

In-person

Online

In-person

Online

Performance of healthcare PURCHASES (i.e., prescriptions, medical supplies)  

APPENDIX

81%

81%

19%

19%

54%

69%

46%

31%

70%

71%

30%

29%
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Healthcare Sentiment and Profile 

 38% have access to adequate healthcare

 36% are satisfied with the level of service and attention  
  received from their healthcare provider

Telehealth  

 34%  used telehealth in 2020

Therapy types for which patients would use telehealth:  

Digital Therapeutics  

 49%  would use digital therapeutics

Top reasons why patients would not use digital therapeutics:  

 53% would rather communicate directly with someone in person 

 19% prefer not to discuss their mental health with others

Communication  

Preferred communication method:

 #1 #2 #3

55%
Counseling

12%
Addiction

37%
Mental Health

34%
Occupational

44%
Physical

Face-to-face Phone Email
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During the COVID-19 pandemic, patients experienced the following: 

 39% were unable or delayed in scheduling a medical procedure

 47% were unable to schedule a timely in-person appointment with their physician

 28% experienced a delay in receiving medical equipment or supplies

 36% experienced a shortage of a prescribed medication

 27% were unable to reach their healthcare provider for health-related reasons

10

20

30

40

50

60

70

80

visited a healthcare provider in person
visited a walk-in/urgent care facility
went to a hospital for a procedure

pre COVID-19 during COVID-19

66%

33%
38%

24%
21%
15%

South America

COVID-19’s Impact on the HLS Consumer 

 55% are comfortable with an in-person HCP visit

 29%  have postponed a necessary procedure due to safety concerns

Performance of healthcare BEHAVIORS (i.e., appointments with your healthcare provider)

Before the pandemic

Before the pandemic

During the pandemic

During the pandemic

After the pandemic

After the pandemic

In-person

Online

In-person

Online

Performance of healthcare PURCHASES (i.e., prescriptions, medical supplies)  

APPENDIX

70%

73%

30%

27%

32%

36%

68%

64%

51%

51%

49%

49%
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Healthcare Sentiment and Profile 

 36% have access to adequate healthcare

 24% are satisfied with the level of service and attention  
  received from their healthcare provider

Telehealth  

 70%  used telehealth in 2020

Therapy types for which patients would use telehealth:  

Digital Therapeutics  

 80%  would use digital therapeutics

Top reasons why patients would not use digital therapeutics:  

 85% would rather communicate directly with someone in person 

 20% are concerned with cost/affordability

Communication  

Preferred communication method:

 #1 #2 #3

60%
Counseling

13%
Addiction

47%
Mental Health

62%
Occupational

53%
Physical

Online Patient 
Portal

Phone Face-to-face

https://hubs.ly/H0C1FP_0


42 Transforming the Global Healthcare Consumer Journey

Tina Wilson, Vice President and Client Partner, Global Health and Life Sciences

Astound 
and HLS
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IN OUR evolving healthcare landscape, consumer needs are changing rapidly, 
and the industry is recognizing the need to move with a sense of urgency while 
ensuring the individual patient and healthcare provider are top of mind. We can 
help. Astound Commerce has an exceptional reputation for timely, innovative 
solutions and trusted, long-term partnerships with industry leaders. As the 
world’s largest independent digital commerce company, Astound Commerce has 
partnered with some of the largest global health companies to provide creative 
and compliant groundbreaking solutions. We have deep industry expertise and 
consistently proven results. We can help you develop the strategy to navigate the 
rapidly changing healthcare landscape and complex consumerism journey to build 
a commerce ecosystem that protects your company and your information while 
providing lasting positive results. 

Reach out today to learn more.

https://hubs.ly/H0C1-Vw0
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About  
Astound
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ASTOUND COMMERCE is your mission-critical partner in digital commerce, 
maximizing the brand and business value of every consumer touchpoint. With a 
strong global presence and a team of more than 1,200 deeply passionate experts 
in the areas of digital strategy, commerce technology, experience design, and 
digital marketing, we’ve had the opportunity to partner with iconic brands such as 
L’Oréal, Under Armour, El Palacio, Jimmy Choo, Lacoste, and Versace.

Born in Silicon Valley during the digital revolution, we have more than 20 years of 
expertise and thousands of experience-driven ecosystems woven into our DNA. 
We know how to align business values with the latest technologies, personalized 
digital experiences, and the demands of mobile and socially connected 
consumers. We create unique and compelling experiences for customers across 
all channels and drive sustained business growth for our clients. 

Learn more: astoundcommerce.com

Customer 
Experience Design

Customer 
Acquisition & 

Retention

Commerce as a 
service

Technology 
implementation

Commerce strategy Business 
transformation

Innovation and 
disruption

Analytics and 
optimization

 3,000+ 20+ 1,200+
 Successful Projects Years of Experience Ecommerce Specialists

One goal: Add Business Value

READY TO START A CONVERSATION?
GET IN TOUCH TODAY

https://hubs.ly/H0C1FP_0
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https://hubs.ly/H0C1-Vw0
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