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		Millennials		Generation X		Baby Boomers

		43% 
are likely to switch practices in the next 
few years		44% 
are likely to switch 
PCP in the next
three years		20% 
are likely to switch physicians in the next three years







Providers can no longer rely on clinical care excellence to keep patients coming back.  Across specialties, factors such as dissatisfaction with practice logistics – including wait times, office/staff interactions, convenience, communication, and the ability to make an appointment with ease – are prompting patients across generations to switch physicians.  
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L’Oreal Makeup Genius







L’Oreal offers a free app called Makeup Genius.  The app analyzes the face of the user and can immediately model how different makeup products will look when applied in different ways.  Customers who find a look that they like can immediately order the required products from inside the app.  The app can additionally track how the customer actually does use their make-up, learn from their preferences, and make suggestions based on what they like.
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A customer experience initiative needs to deliver benefits to the practice by way of higher profits, increased revenue, cost savings, improved retention, etc.



Not always expensive or grandiose





Hanging the dry cleaning in my car
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Disney laundry understanding their part of the customer experience puzzle
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Improved team morale – improved service – owned the moment – made it fun to do the ordinary
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Ease and convenience of making appointments

38% of appointments are made after hours

8.1 minutes to schedule appointment

By 2019, 80% of appointment volume will be self scheduled

Ease of “paperwork”

Appointment reminders





Can they be made online – at an hour convenient to the patient – not when you are conveniently in the office?

Can medical histories, demographics, insurance info, medications, etc be done online?

Appointment reminders can be set as often as necessary
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