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The landscape has 
forever changed. 
How will your brand, 
experience, and 
culture fit into the
new world?
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Category engagement has 
gotten more complex
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National healthcare engagement remains stagnant and has yet to 
recover to pre-COVID levels

Base        All U.S. nationally balanced respondents 2019 (2656), 2020 (3035), 2021 (3000), 2022 (3183)

QI1          First, we’d like to better understand how you think and feel about health care.  Please select how much you agree or disagree with each statement

Data        Health Engagement 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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Here’s the good news – the perceived financial value of healthcare 
and topical interest is up

Base        All U.S. nationally balanced respondents 2019 (2656), 2020 (3035), 2021 (3000), 2022 (3183)

QI1          First, we’d like to better understand how you think and feel about health care.  Please select how much you agree or disagree with each statement

Data        Top 2 Box Scores

*              Statements added in 2022
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Although national healthcare engagement levels remain stagnant, 
signs of recovery are visible in key metropolitan areas

Data        Health Engagement 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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2021 – 2022 YOY change in the
Healthcare Engagement Index by market

Data        Health Engagement 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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Local matters less and less
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While people still prefer to use healthcare systems (over independents) 
across services – this preference has declined from pre-pandemic levels 
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Fewer consumers are citing a centralized location and convenience 
as reasons to choose a health system

Base         All U.S. nationally balanced respondents assigned to the systemness cell: 2021 (424) 2022 (490)

QBS4 More and more people today prefer to use health care systems for their health care over and above independent facilities. Why do you think this is? In your opinion, what are the benefits of using a health care system instead of an independent facility?

Data         Coded verbatim
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How to leverage systemness

Systems have more to offer than location and size. 

Here are the top four reasons today’s consumers 

choose systems, plus what it means for your brand:

1. The wide range of staff and specialists (31%):

Your people matter. Be sure to highlight                                         

their expertise and diversity.

2. Easier to access records (13%):

Access includes more than just physical                               

location. Simplifying EMRs is key.

3. There are more resources (10%):

Showcase depth and breadth of offerings,                         

services, and resources.

4. Physicians communicate more effectively (9%):

Clear, empathetic communication is essential for 

great experiences.

Base         All U.S. nationally balanced respondents assigned to the systemness cell: 2021 (424) 2022 (490)

QBS4 More and more people today prefer to use health care systems for their health care over and above independent facilities. Why do you think this is? In your opinion, what are the benefits of using a health care system instead of an independent facility?

Data         Coded verbatim
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Self-care is empowering 
new health behaviors
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Consumers are now considering self-care and virtual care at ever 
increasing rates—with increases approaching in-person levels

Definitions

Base       All U.S. nationally balanced respondents 2022 (1102)

B3           Which of these statements best describes how you feel about each of these ways to manage your health and receive care?

Data        Selection frequency
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One in three people now prefer to try self-care first before seeking 
in-person care from a provider

Base        All U.S. nationally balanced respondents 2022 (1102)

B2            And what do you typically do first to manage your health or a health issue? 

Data        Selection frequency
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“Even though there is a lot of 
misinformation on the internet, 
there are also valuable and 
reliable resources. I use these 
resources to get insights into 
my physical and mental health.”
- Healthcare consumer, female/33 years old/living in the Midwest



Get in on the content game
People continue to turn to online 
resources to manage their health
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Self-care means different 
things to different people

How does your brand 
bridge the gap?

Base        All U.S. nationally balanced respondents 2022 (1102)

B5            Which of the following have you done in the past year?

Data        Selection frequency
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Self-care behaviors are more prominent among younger age groups

Base        21-34 (207), 35-44 (247), 45-54 (158), 55-64 (238), 65+ (252), Chronic (637), Not Chronic (465), Children (313), No Children (447), <50k (415), 50-100k (403) 100k+ (234) 

B5            Which of the following have you done in the past year? 

Data        Indices based on selection frequency
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These generational differences are reflected in trust – those under 44 
are less likely to trust providers to make the right decisions for them

31%
32%

30%

26%

24%

39%

37%

33%

29%

23%

37%

34% 34%

25%

22%

36%
35%

27% 27%

21%

25-34 35-44 45-54 55-64 65+

‘I don’t always trust my healthcare provider to make the right decisions for me’

2022

2021

2020

2019

Base        All U.S. nationally balanced respondents 2019 (2656), 2020 (3035), 2021 (3000), 2022 (3183)

QI1          First, we’d like to better understand how you think and feel about health care.  Please select how much you agree or disagree with each statement

Data        Top 2 Box Scores
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The mental health movement is here
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LGBTQ+, Hispanic and Asian communities continue to experience an 
inequitable share of the mental health burden

Base        All respondents 2022 White (2600), Black (266), Hispanic (125), Asian (237), LGBTQ+ (179)

QF6         What impact has the Covid-19 pandemic had on your mental health?

Data        Selection frequency. Only top 2 boxes shown
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Increasing the availability of mental health services/support should be a 
high priority for healthcare organizations

Base        All U.S. nationally balanced respondents 2022 (3183)

QF9         In your opinion, which of the following areas should health care organizations focus on most/least?

Data        Percent of times each area ranked first “focus on most”

82%

70%

46%

30%

29%

23%

11%

10%
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“All doctors [should] 
have some training in 
mental health to notice 
any indicators in their 
routine exams.”
– Healthcare consumer, female/39 years old/living in the Midwest
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People want mental health services to be made available to everyone 
regardless of ability to pay…and they want to hear more from you

Mental health services should be made available to all people regardless of ability to pay

Healthcare organizations need to make mental health more of a priority

I'd like to hear from my healthcare provider about their mental health services

I don't know where to turn for help with mental health

I'd like more information and education about mental health services

82%

75%

41%

39%

22%

Base        All U.S. nationally balanced respondents 2022 (3183)

QF8         How much do you agree or disagree with the following statements about mental health

Data        Top 2 Box Scores (Somewhat agree + Strongly agree)
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“Healthcare providers should always 
ask their patients about their mental 
health. For patients with established 

mental health care issues, coping 
skills should be discussed. Support 

groups could be formed where 
patients can provide help and 
understanding to each other.”

– Healthcare consumer, female/69 years old/living in the South
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Holistic care has gone mainstream
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Beyond affordability and mental health support, people want healthcare 
organizations to focus on offering more holistic approaches to care

Changing healthcare to make it more affordable for everyone

Increasing the availability of mental health services/support

Offering more holistic approaches to healthcare outside of traditional medicine

Being more inclusive in their treatment of patients from diverse ethnic backgrounds

Actively supporting women's right to choose abortion

Making the workplace more inclusive by hiring more people from diverse ethnic backgrounds

Being more inclusive in their treatment of patients who identify as LGBTQ+

Making the workplace more inclusive by hiring more people who identify as LGBTQ+

82%

70%

46%

30%

29%

23%

11%

10%

Base        All U.S. nationally balanced respondents 2022 (3183)

QF9         In your opinion, which of the following areas should health care organizations focus on most/least?

Data        Percent of times each area ranked first “focus on most”
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“Doctors need to be 
knowledgeable about 
holistic health needs 
because Western medicine 
isn’t always the answer—
maybe changing your diet 
or your exercise routine 
might be a better option.”
– Healthcare consumer, female/52 years old/living in the West

1 3in

U.S. consumers now prefers 
holistic or alternative treatments to 
managing their health over taking 
medications or prescribed drugs
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People would like to see more holistic 
services offered by healthcare 
organizations including those 
most commonly mentioned below

Base         All U.S. nationally balanced respondents 2022 in Holistic Health cell (440)

QBS1 In your opinion, how could health care organizations better support your holistic health needs? What new services and experiences 

would you like to see them offer to treat the whole person - mind, 

body and spirit - beyond traditional medicine? How else can they adapt to be a better holistic health partner to you?

Data        Coded Verbatim. Service mentions only shown
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“Doctors should be allowed to discuss, treat, and 
offer alternative or natural ways to treat illness, 
disease, etc. In the U.S. doctors are required to treat 
with prescription medicines instead of talking to 
patients about supplements, food, etc., that could 
help a patient feel better naturally. I would like to see 
a healthcare group that included nutritionists with all 
of the usual doctors. I would like a medical group 
that also offered the ability for doctors to treat 
patients with natural substances/supplements in 
instances where they could be helpful. For example, 
a doctor could tell a patient to take vitamin C and 
zinc for a bad cold, instead of a prescription drug.”
– Healthcare consumer, female/60 years old/living in the Midwest
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Nomenclature matters. Whole Person Health > Holistic Health

Base        All U.S. nationally balanced respondents 2022 (500) per nomenclature cell

QV1-6     Which of these words do you associate with [NOMENCLATURE]?

Data        Gap data based on value selection frequency minus average value selection frequency across all nomenclature tested
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New consumer segments are emerging
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We segment people based on their 
relationship with healthcare, not 
biometrics or demographics.

Our latest attitudinal and behavioral 
segmentation uncovered 7 segments of 
the population – each with their unique 
needs and healthcare challenges
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WELLNESS INFLUENCERS HABITUAL STRUGGLERS

Four segments identified back in 2019 still exist today…

TRUSTING TRADITIONALISTS DOCTOR DODGERS
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UNAPOLOGETICALLY UNHEALTHY

…and three segments were uncovered in 2022 via this analysis

POSITIVE PREVENTIVES WHOLE-HEALTH MANAGERS
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Wellness Influencers are most valuable to healthcare brands while other 
segments may be worth targeting depending on your brand positioning

143 

92 

106 

139 

78 

36 

72 

102 

123 

101 97 
96 97 

68 

123 

93 

107 99 

98 
82 78 

208

93 97

121

42

18

42

HEALTH ENGAGEMENT

CARE ENGAGEMENT

FINANCIAL WORTH

INFLUENCE

131 102 104 113 86 66 70 O-VALUE

Base        All U.S. nationally balanced respondents 2022: Wellness Influencers (220), Habitual Strugglers (187), Positive Preventatives (169), Whole-Health Managers (146), Trusting Traditionalists (144), Unapologetically Unhealthy (120), Doctor Dodgers (116)

Data        Indices based on a composite score. O-value based on average of indices across health engagement, care engagement, financial worth and influence scores

100
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Healthcare is not inclusive enough
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LGBTQ+ and Hispanic individuals are significantly more likely to have 
delayed care that they needed in the last 12 months

Base        All respondents 2022 White (2600), Black (266), Hispanic (125), Asian (237), Heterosexual (2898), LGBTQ+ (179)

QF1         In the last 12 months, have you delayed getting health care that was recommended too you or that you thought you needed?

Data        Selection Frequency ‘ Yes ’

% of consumers who claim to have delayed care that was recommended to them or that they thought they needed
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People delay care for different reasons, although non-white consumers 
consistently cite lack of time as a reason they have delayed care

Base        All respondents who delayed health care in the past 12 months White (638), Black (67), Hispanic (47), Asian (58), Heterosexual (703), LGBTQ+ (65)

QF2         Why have you delayed getting health care?

Data        Selection Frequency

White Black Hispanic Asian Heterosexual LGBTQ+

Cost/too expensive 39% 30% 55% 29% 39% 43%

I didn't feel safe getting care during COVID-19 27% 31% 15% 38% 27% 35%

I don't like going to the doctor 24% 15% 21% 19% 22% 20%

Difficulty getting an appointment 19% 22% 21% 12% 19% 25%

Not enough time 17% 25% 28% 24% 18% 17%

No availability/space due to COVID-19 16% 6% 19% 17% 16% 15%

Issues with health insurance 15% 15% 26% 10% 14% 17%

Symptoms improved/disappeared 13% 10% 17% 17% 13% 11%

Other 10% 4% 2% 3% 8% 17%
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2022 how healthcare 
organizations can be more 
inclusive of LGBTQ+ consumers



Humanizing Brand Experience  |  2021



Humanizing Brand Experience  |  2022

2022 how healthcare 
organizations can be more 
inclusive of Hispanic consumers
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2022 how healthcare 
organizations can be more 
inclusive of Black consumers
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2022 how healthcare 
organizations can be more 
inclusive of Asian consumers
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Let’s take a look at 
the top 10 brands 
most committed to 
improving diversity 
and inclusion
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Top 10 brands that are “most committed to improving diversity and 
inclusion” according to consumers
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Virtual care is the new frontier
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1 in 3 consumers now use virtual care/telemedicine to manage their 
health and receive care

Base        All U.S. nationally balanced respondents 2022 (1102)

B1            In what ways do you manage your health and receive care? 

Data        Selection frequency
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“Virtual care should be made a 
permanent option for anyone 
needing healthcare of any kind. 
I find that I’m more comfortable 
and feel safer when I can stay in 
my own home for the majority 
of my appointments.”
- Healthcare consumer, female/46 years old/living in the Midwest
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Virtual care is key channel for reaching a younger demographic

Base        All U.S. nationally balanced respondents 2022: 21-34 (207), 35-44 (247), 45-54 (158), 55-64 (238), 65+ (252), Children (313), No Children (447)

B1            In what ways do you manage your health and receive care? 

Data        Indices based on selection frequency



We can still do better when it comes 
to the virtual care experience
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We went ahead and set some goals for you

They won’t be easy to achieve, but this is the type of     work it 

will take to humanize virtual care experiences.

GOAL #1: Instant access to care

When consumers need care, they want it now. That means 24/7 

support, no wait time, and open-the-app-and-go type of care.

GOAL #2: Intuitive UX

The bar for digital interfaces has been set high, and our services need 

to be dummy-proof with user-friendly experiences that work just as 

well on mobile devices as on a computer.

Virtual care opens new doors to equity

Telehealth can be a powerful tool for reaching underserved populations, 

which face disproportionate time and resource strains. It could also be a path 

for re-engaging one of the most challenging and time-pressed segments: the 

Doctor Dodgers.
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“Improvements in the technology–
make it dummy-proof, consistently 
user-friendly across all platforms, 
don’t assume we all prefer to do 
things using our phones, make it 
equally easy to use on my computer.”
- Healthcare consumer, female/73 years old/living in the Midwest

“I have not experienced virtual healthcare, but 
it should be available 24/7. Make it more readily 
available on all days, not just weekdays.”
- Healthcare consumer, female/75 years old/living in the South

“Availability or wait times should be less than 5 minutes. 
The session should not be rushed, and exchange of 
information or symptoms should be detailed.”
- Healthcare consumer, female/33 years old/living in the West
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People use Virtual Care today as a “check-in” rather than a “check-up” 
reflecting the perfect channel for consumers’ Behavioral Health needs

Base        All U.S. nationally balanced respondents 2022: All channels (1102) Virtual Care only (331)

B4           In what ways did you receive care for these healthcare services that you used in the last year? 

Data        Selection frequency
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Brand framework



We evaluate all brands in
the study using Monigle’s
proprietary HBE framework



A note on this year’s model
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*                 Statement added in 2022
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Brand rankings
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2022 Brand Rankings
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Let’s take a look at 
some of the biggest 
movers in the rankings 
and the top disruptors
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Top 10 biggest movers 2021 to 2022
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7 Disruptor Brands in 2022 with scores higher than Cleveland Clinic
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Implications and key takeaways
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2022 Healthcare Playbook
Strategies for brand, culture, and experience 
in the new world

Healthcare has changed for good; are your brand, culture, and 
experience built to adapt? Read on for our top takeaways and 
recommendations for putting this year’s data to work at your 
organization. From optimizing digital experiences to embracing 
human diversity–if you’re on a mission to humanize your brand, 
here’s where to start.
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Want to join the Movement?

monigle.com/hbe-membership



150 Adams Street
Denver, Colorado 80206
303.388.9358
www.monigle.com

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

Humanizing Brands
Moving People
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THE HUMANS

THE METHOD

THE NUMBERS

THE FIELDWORK

THE SCIENCE
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