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L E A R N I N G  O B J E C T I V E S  F O R  T O D A Y

The most important sensorial, intellectual, behavioral, and emotional attributes 
of healthcare experiences according to 30,000 consumers across the country

Strategies Johns Hopkins Medicine has harnessed to become the most trusted 
brand in healthcare

The listening strategies Johns Hopkins Medicine uses to create a more 
personalized human experience

Strategies and tactics you can start using today to create a more humanized 
healthcare experience



What matters to 
consumers through 
this time of unimaginable
disruption and change?
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Peoples’ engagement with health and 
wellness has regressed back to 2019 levels

While healthcare has been front and center for many throughout the 

pandemic, the biggest softening in engagement is in peoples’ Topical 

Interest in content about health and wellness. The perpetual waterfall of 

content may have left them feeling fatigued and overloaded.

The Healthcare Engagement Index is a multi-market index score based on average health and wellness engagement across selected indicators:
Emotional Value, Proactivity, Symbolic (Financial) Value, Topical Interest, Innovativeness, Influence, and Advocacy.
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Topical Interest, Symbolic Value and Innovativeness have deteriorated 
in particular—only Trust has a seen a modest increase year over year

6SHSMD  |  11.16.21



Engagement levels vary across the country—where is your market?

The Healthcare Engagement Index is a multi-market index score based on average health and wellness engagement across selected indicators:
Emotional Value, Proactivity, Symbolic (Financial) Value, Topical Interest, Innovativeness, Influence, and Advocacy. 7SHSMD  |  11.16.21



L E T ’ S  G E T  M O R E  F O C U S E D  I N  O U R  V I E W  H E R E  T O  H O W  B R A N D S  
C R E A T E  M O R E  H U M A N  E X P E R I E N C E S

t

We evaluate all brands in the study 

using our proprietary framework

This year, we continued to explore the attributes that 

are top-of-mind for consumers through our research 

with healthcare brands across the country. No 

changes were made to the model year-over-year,   

and we maintained our four areas of focus and the 

structural equation model (SEM) approach.

We did recalibrate our national brand scoring and 

ranking to adjust for variances in category 

engagement across markets. Composite brand 

scores from the SEM model were weighted by 

market, using the health engagement index, which 

measures how central health and wellness is to 

consumer’s lives.
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E M O T I O N A L  D R I V E R S :  S e e k i n g  a  m o r e  h u m a n  c o n n e c t i o n
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E M O T I O N A L  A T T R I B U T E S

SECURITY Gives me reassurance that they will be there for me when I need them

FREEDOM Makes me feel like I have options when it comes to my health care

CONFIDENCE Gives me confidence in my long-term health and wellness

INDIVIDUALIZATION Makes me feel like the top priority when I’m getting care

WELLBEING Gives me a stress-free health care experience

SUCCESS Helps me live a good quality of life

SELF-ACTUALIZATION Helps and encourages me to be the healthy person I want to be 

BELONGING Makes me feel like I’m not the only one going through this

EXCITEMENT Celebrates my important milestones and outcomes  

JOHNS 
HOPKINS 
MEDICINE

Brand A Brand B Brand C NAT
AVG

51 26 29 36 35

53 35 29 33 36

50 30 28 29 33

43 26 23 30 31

41 23 20 20 27

47 29 28 27 32

44 33 29 29 31

40 20 23 26 28

18 2 -1 3 8

M/P           Baltimore / 2021
Base          All respondents at least somewhat familiar with each brand: Johns Hopkins Medicine (161), Brand A (108), Brand B (120), Brand C (176)
QB4          Based on what you know about [BRAND], how well do they deliver on the following?
Data          Net score [top two box – bottom two box]
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Play Video
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Telemedicine

“I’m grateful that Johns Hopkins 
jumped on board so quickly, 
knowing that we were in this 
dangerous pandemic, and gave 
us this option.”

— HEART FAILURE PATIENT CAREGIVER

“Telemedicine has been a 
lifesaver, especially for me who 
is immunocompromised, 
affording me the opportunity to 
receive medical care without 
the fear of exposure.”

— PATIENT SURVEY PARTICIPANT

Play Video
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I N T E L L E C T U A L  D R I V E R S :  B u i l d i n g  c r e d i b i l i t y  a n d  t r u s t
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I N T E L L E C T U A L  A T T R I B U T E S

JOHNS 
HOPKINS 
MEDICINE

Brand A Brand B Brand C NAT
AVG

71 39 43 53 53

53 55 54 54 52

73 49 53 60 57

65 54 53 59 56

76 56 58 65 61

69 44 48 54 54

65 46 49 63 56

89 59 50 71 63

78 64 62 65 63

84 65 58 73 67

87 29 36 66 46IM
P

O
R

T
A

N
C

E

M/P           Baltimore / 2021
Base          All respondents at least somewhat familiar with each brand: Johns Hopkins Medicine (161), Brand A (108), Brand B (120), Brand C (176)
QB3          Based on what you know about [BRAND], in your opinion, how well do the following statements describe them?
Data          Net score [top two box – bottom two box]

BEST PEOPLE Has the best people

CONVENIENCE & EASE Makes it quick and easy to get the care people need 

QUALITY OUTCOMES Provides the best medical outcomes for people 

EMPATHY Demonstrates empathy and compassion in every aspect of care

PERSONALIZATION Provides individualized care specific to a person’s unique needs

TRANSPARENCY Sets clear expectations with people about what’s happening and what’s next

COORDINATION Helps people navigate care across facilities and physicians 

INNOVATION Offers the latest medical treatments and technologies 

WELLNESS Offers wellness programs and preventative care 

SYSTEMNESS A system where doctors, hospitals, and clinics are all part of the same organization

ACADEMIC MEDICINE Conducts medical research and clinical trials 
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Extraordinary People. 
Extraordinary Moments.

Play Video
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MyChart
CONVENIENCE & EASE.

16SHSMD  |  11.16.21



S E N S O R I A L  D R I V E R S :  L o o k i n g  a t  e x p e r i e n c e  h o l i s t i c a l l y
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S E N S O R I A L  A T T R I B U T E S

JOHNS 
HOPKINS 
MEDICINE

Brand A Brand B Brand C NAT
AVG

68 35 38 45 46

55 41 42 44 45

47 34 39 42 42

48 33 38 41 45

40 19 20 31 26

34 18 18 30 26

22 8 13 15 16

70 26 39 50 40

13 12 16 7 15

-1 5 11 -7 8

45 30 43 41 39

18 5 11 19 12

37 19 29 26 23

53 38 55 49 41

42 4 16 18 19IM
P

O
R

T
A

N
C

E

BUZZ People I am close to say positive things about them

ENVIRONMENT Has environments and physical spaces that appeal to me

HERD BEHAVIOR I see others I am close to using their services

AESTHETICS Is visually pleasing to look at

ATTRACTION Appeals to my senses 

IMPRESSION Makes a strong impression on my senses

INTRIGUE I find the brand interesting in a sensory way

VOLUME I see and hear a lot about this brand

SOUNDS I associate positive sounds/music with them

SMELLS I associate pleasant smells/scents with them

OWNED I often see their brand's logo on buildings, signs, vehicles, uniforms etc.

PREVALENCE I sense the brand all around me

VISIBILITY I see this brand everywhere

PAID I often see advertising from them

EARNED I often see them on social media and in the news

M/P           Baltimore / 2021
Base          All respondents at least somewhat familiar with each brand: Johns Hopkins Medicine (161), Brand A (108), Brand B (120), Brand C (176)
QB2          Please think about all of the sensory elements you associate with [BRAND]. How much do you agree or disagree with the following statements?
Data          Net score [top two box – bottom two box]
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#whitecoatsforblacklives
Play Video
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Juntos contra
COVID-19
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B E H A V I O R A L  D R I V E R S :  M o v i n g  p e o p l e  t o  a c t i o n
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B E H A V I O R A L  A T T R I B U T E S

JOHNS 
HOPKINS 
MEDICINE

Brand A Brand B Brand C NAT
AVG

61 49 48 47 48

57 43 44 54 47

51 44 44 49 47

62 53 57 63 56

70 50 49 57 53

58 54 58 56 52

49 35 38 49 41

70 44 42 60 50

21 17 15 19 16

59 39 45 45 44

57 33 38 53 43

25 18 5 23 20

14 11 12 15 14

47 10 23 28 25

17 11 8 20 12

15 -3 7 5 7

2 7 3 5 8

-2 -17 0 -6 0

14 11 6 15 14

INTERACTIVITY My interactions with them are always positive

ENHANCEMENT Makes my life better

STRESS-FREE Makes hospital/doctor visits less stressful

CONTACTABILITY Makes it easy for me to contact them

NAVIGATION Makes it easy to get the information I need

AVAILABILITY Makes it easy to get an appointment

TRANSFORMATION Changes my health behaviors in a positive way

DYNAMISM Is action oriented

SUBCRIPTION I would happily sign-up to receive email newsletters/updates from them

DIGITAL TOOLS Has really good digital tools

WEBSITE Has a really good website

ATTENDANCE I would happily attend events and activities organized by them

CONTINUITY I enjoy interacting with them on a regular basis

DISTINCTION Offers experiences that no other health organization does

PARTICIPATION I like to stay involved with them even when I'm healthy

PATRONAGE I would happily donate my time or money to support them

FOLLOW I would happily follow them on social media

EXERTION I go out of my way to interact with them

STIMULATION Offers experiences that get me excited

M/P           Baltimore / 2021
Base          All respondents at least somewhat familiar with each brand: Johns Hopkins Medicine (161), Brand A (108), Brand B (120), Brand C (176)
QB5          Please think about all of your experiences and interactions with [BRAND]. How much do you agree or disagree with the following statements?
Data          Net score [top two box – bottom two box]
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Informing
& Educating
the Public
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Coronavirus
Web Site
EARLY LAUNCH &
CONSTANT EVOLUTION

80 million
visits and
more than
73 million
visitors
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Engagement 
for 
Well-being
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Commitment 
to Community
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Wrapping together 
these insights leads to 
a compelling story that 
became the foundation 
of a new campaign
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Innovative 
Content
Partnerships

The Creative
Interpretation
Strengthened by our values.

We are relentless
in our pursuit of
the greater good.

Progress doesn’t 
happen overnight. 

It’s not always pretty. 
It’s long

and arduous.
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A Message for All of Us

The ethos of Johns 
Hopkins Medicine and 
its people is an innate 
drive for forward 
progress. To shape a 
future with less pain and 
more progress. For good. 
For all of us.
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Forward.
For all of us.

Play Video
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In-Market
Examples

Our campaign 
aims to feel 
inclusive and 
authentic to
the audiences
we serve.
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Core to the success of 
Johns Hopkins Medicine 
was its understanding of 
consumer trust
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Fortunately for healthcare brands, data actually shows a minor uptick in trust across 

consumer groups over the past year. It’s a small, but meaningful recovery from the 

decline seen from 2019 to 2020. This tells us that amidst the uncertainty and fear of the 

pandemic, consumers put more faith in healthcare brands than they did prior to its 

onset. Though individuals’ engagement in their own health and wellness has declined, 

they are now listening to you more than before.

What do you want to say to them?
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Based on net score for the statement: ‘Is an organization that people trust’

34SHSMD  |  11.16.21



The world
changed and
We listened.
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How do you build a 
listening organization?
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Three techniques will help your organization to listen

Build channels 

for gathering 

feedback

Consumer insights are essential to decision-

making. Gathering insights takes many forms, 

ranging from short surveys to in-depth discussions 

with patient advisory panels.

Learnings established through these channels 

directly inform brand actions. Examples include 

updating wayfinding systems to be more intuitive 

and personalizing pandemic safety and vaccine 

content based on patient and consumer feedback 

and preferences.

While research can be expensive and time-

intensive, it doesn’t always have to be. There is 

room for all types of data collection in today’s 

brand-building.

Leverage 

social listening 

to stay aware

Don't forget 

about your 

people

Social listening helps you stay up-to-date on the 

latest consumer conversations. This helps the 

brand pinpoint what topics audiences are 

interested in, but also equips content creators with 

the language to engage in authentic, responsive 

dialogue.

In addition to helping Johns Hopkins Medicine 

keep a pulse on what matters to audiences, social 

listening has fostered a culture attuned to the kind 

of communication that benefits its patients and 

local communities—but the ripple effect doesn’t 

stop there. For example, social listening played a 

significant role in the creation of a Johns Hopkins 

Medicine coronavirus website in 2020, featuring 

more than 200 articles, videos, and posts, much of 

it in answer to questions the public was asking.

At Johns Hopkins Medicine, listening extends to 

employees, too. The brand has established multiple 

channels for staff to voice feedback and concerns, so 

that leadership can respond accordingly.

Chief Wellness Officer, Dr. Lee Biddison, is key to 

employee listening at Johns Hopkins Medicine. Dr. 

Biddison heads the Office of Wellbeing, a team 

charged with leveraging internal feedback to identify 

issues and implement solutions.

When COVID-19 put immense pressure on workers, 

the Office of Wellbeing ensured the organization was 

proactively hosting conversations about burnout and 

creating resources to help staff cope.
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Do you want to see data like this for 

your brand? Join the movement.
We are currently in the field with the 5th volume of our report and likely have data 

on your brand and competitors as well as national benchmarks. As a Humanizing 

Brand Experience member, you gain access to data for your specific brand and 

market, while also receiving report learnings prior to public distribution. We can also 

provide access to the data including past year comparisons. For more information, 

get in touch with us at Monigle.com/HBE-Subscription
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150 Adams Street
Denver, Colorado 80206
303.388.9358
www.monigle.com

575 8th Avenue 
Suite 1716
New York, NY 10018 
212.381.1532

To the journey ahead
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Supporting Documentation
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Leading Disruptor Brands

The numbers paint a powerful picture of just 

how meaningful this agility was: across the top 7 

Disruptors, all but one of them performed more 

strongly than leading healthcare brand Johns 

Hopkins in overall brand experience rankings.
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Leading Disruptor Brands

Healthcare leaders take note:

If you don’t embrace the same adaptable mindset, technology-led 

approach and consumer-driven strategies as the Disruptor brands, 

they will continue to outperform your brand—and it’s only a matter 

of time before consumer preferences recover from the scarcity 

mindset of the pandemic and recalibrate toward these more human 

brand experiences.
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The Humanizing Brand 

Experience framework is built 

for today’s brand leaders and 

guides our insights approach

It is based on the latest social sciences and 

brand thinking, highlighting the experience-

driven actions needed to grow reputation 

and move people.

At the heart of the framework is a structural 

equation model that has been validated and 

proven to drive brand choice and advocacy. 

The published HBE brand rankings are 

based on the composite score from this 

model, weighted by market to reflect 

varying category engagement.
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Pulled hospital level HCAHPS data for 

148 of the 179 systems evaluated

Analyzed the 25,000+ consumer 

responses to create a logic to aggregate 

hospital level data into systems

Created composite HCAHPS scores for 

these systems using hospital data

Defined analytical dataset of 152 

systems/hospitals with HCAHPS and 

HBE scores

Ran correlation analysis at the overall 

attribute and metric-specific levels  to 

understand relationships

What we did

Extensive analysis uncovered a strong correlation between HBE 
brand experience scores and overall HCAHPS performance
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What makes an 

organization 

“innovative”?

Three big shifts could help spark   
a critical mindset change among 
your executive leadership teams

Start working together

Align your Brand, Marketing, and Operations teams around shared, brand-

driven goals and approaches. The pandemic has sparked new ways to 

collaborate, and this data should further cement the importance of breaking 

down the ever-present siloes in healthcare.

Stop neglecting brand

Marketing and Brand should not be the first budgets you cut when times get 

tough; you’ll put financial performance directly at risk as evidenced by this 

analysis. It’s time to end the debate around investing in brand, as it definitively 

enhances aspects of experience that directly tie to business performance.

Think beyond “patient” experience

Create multi-disciplinary Experience teams that are charged with influencing 

what happens before, during, and after patient care is delivered. Patient 

experience is important, but experience is a broader concept that needs 

more holistic attention and a wider aperture to truly make an impact.
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A  F R A M E W O R K  F O R  S U C C E S S

t

We evaluate all brands in the study 

using our proprietary framework

This year, we continued to explore the attributes that 

are top-of-mind for consumers through our research 

with healthcare brands across the country. No 

changes were made to the model year-over-year,   

and we maintained our four areas of focus and the 

structural equation model (SEM) approach.

We did recalibrate our national brand scoring and 

ranking to adjust for variances in category 

engagement across markets. Composite brand 

scores from the SEM model were weighted by 

market, using the health engagement index, which 

measures how central health and wellness is to 

consumer’s lives.

46SHSMD  |  11.16.21



2021 Brand Rankings

*Multiple markets NET score

Differences in strategy between research fielding and report development might occur

The names and logos above reflect the brands that were included during this year’s research fielding
(November-December 2020). Some brands may have evolved or been updated since that time.
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M E T H O D O L O G Y

THE HUMANS

Health care decision-makers for the household that have received medical care in the past 2 years and

have health insurance (70% Private / 30% Government - excludes Medicaid)

THE METHOD

Online quantitative survey with health care consumers across the U.S. sourced from panel sample  

THE NUMBERS

n = 30,138 total respondents

n = 3,035 respondents who are nationally representative of the U.S. in terms of gender, age and region

n = 27,103 respondents who are from all 61 markets where brands were evaluated

THE FIELDWORK

Wave 4 (2021) November – December 2020  |  Wave 3 (2020) November – December 2019

THE SCIENCE

Quantitative analysis used z-tests to identify statistical significance at a 95% confidence level, as well as

Factor Analysis, MaxDiff, Shapley Value Regression and Structural Equation Modelling (SEM)
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S C O R I N G  S Y S T E M

Our HBE scoring system in 2021 is based on a Structural Equation Modelling (multiple regression) approach and is an updated version of our 2020 model.

Structural Equation Modeling (SEM) is a system of simultaneous equations which are modeled based upon a priori hypotheses. In other words, the model 

framework is configured based upon assumed relationships among variables and is tested with data. 

SEM combines both factor analysis and multiple regression. Utilizing this method has many advantages. Namely, measurement error is controlled, familywise 

error is reduced, and both latent variables (hypothetical constructs) and unsystematic variance can be modeled. 

The SEM for HBE was conducted using the factor variables Sensorial (QB2s), Intellectual (QB3s), Emotional (QB4s), Behavioral (QB5s), and single variable 

Reputation (QB7) to predict Brand Behavior, a factor variable consisting of Advocacy (QB9) and Intent (QB8).

The relationships between each of the variables and their respective factors were examined, as well as the relationships between each of the exogenous factors 

(independent/predictor factor variables), along with the relationships between the exogenous factors and the endogenous factor (dependent/criterion factor 

variable). This modeling occurred at once, simultaneously. 

The results revealed that Sensorial, Intellectual, Emotional, Behavioral, and Reputation all significantly predict Brand Behavior (made up of Advocacy and Intent). 

Specifically, they explain 74% of the variance in Brand Behavior.

Furthermore, Sensorial, Intellectual, Emotional, Behavioral, and Reputation are all significantly and positively related to each other, with the most common 

relationship pathway as evidenced by the data being as follows: Sensorial → Intellectual → Emotional → Behavioral → Reputation → Intent → Advocacy.
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