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Executive 
summary
A TR A NSFORM ATI V E YE A R 
FOR HE A LTHCA RE CONSUMER 
E XPERIENCES





he start of the 2020 pub-
lic health crisis was a 
watershed moment for 
the healthcare space. 
The status of patient 
care monopolized pub-

lic commentary around the world 
and transformed it, adding urgency 
to perennial national debates about 
the relatively slow modernization 
of healthcare delivery. Consumers’ 
healthcare needs took center stage 
as the world reassessed its ability 
to provide consistent, high-quality 
medical services across geographic, 
economic and technological bound-
aries. Healthcare providers adopted 
new strategies, including telehealth 
options and contactless payments, 
to sustain patient engagement and 
recapture revenues, but the adoption 
of many of these initiatives failed 
to match patients’ overwhelming 
interest in streamlined, digital-first 
experiences. 

Healthcare systems across the 
country, already strained beneath 
the weight of ever-increasing patient 

demand, have thus been searching 
for ways to remain solvent amidst 
the loss of most in-office, nonemer-
gency traffic. One obvious potential 
improvement to consumers’ expe-
riences has been easing patients’ 
abilities to access and pay for care 
either online or at the office. The 
challenge to this lies in deploying 
necessary technology and ensuring 
that consumers are able to adjust to 
the new normal of virtual care.

The stakes are extraordinarily high. 
Physicians and health systems lost 
billions in revenue during the first 
few months of 2020, and barriers 
to positive consumer experiences, 
like unwieldy payment processes or 
handwritten registration procedures, 
can diminish patients’ loyalties to 
their healthcare providers. PYMNTS 
research shows that 45 percent of 
patients would choose to stay home 
and disengage with their health-
care providers even if doing so was 
not legally required or was medi-
cally inadvisable. Millions did just 
that in 2020, postponing everything 
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from routine checkups to cancer 
screenings.

Healthcare providers have thus been 
forced to rethink their innovation 
strategies in the face of loyal con-
sumer bases expressing significant 
willingness to leave their healthcare 
providers in favor of friction-free 
experiences. Contactless payments 
and telehealth implementation, which 
were once viewed as next-generation, 
nice-to-have customer services, 
have become lifelines for physicians 
and the patients who need their care. 
The quality of consumer experience 
has become a bellwether for health-
care providers attempting to deliver 
care to patients unable or unwilling 
to return to the office.

The Healthcare Payment Experience 
Report was produced in collabo-
ration with Rectangle Health. Our 
survey collected more than 2,000 
responses from patients on their 
experiences as healthcare consum-
ers in 2020. Our research shows that 
the majority of patients believe that 
customer experience is an important 
part of their healthcare journey and a 
key reason to stay with (or abandon) 
a provider. Most patients expressed 
satisfaction with in-person visits — 
94 percent — but were vocal about 
the features that they missed. 
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This is what we 
learned.
Nearly two-thirds of patients 
want access to payment plans. 
Healthcare providers are missing 
a key opportunity by infrequently 
presenting them to patients. 
Higher-income patients are more 
likely to be offered a payment plan, 
though 63 percent of all consum-
ers express extraordinary interest 
in participating in such offerings to 
avoid accruing bad debt. Our survey 
found that approximately 18 per-
cent of patients have experienced 
financial hardships because of their 
most recent medical bills. The prob-
lem of unaffordable medical costs 
is not restricted to those with very 
low incomes, however. Healthcare 
services that present affordable pay-
ment plans to all qualified patients 
can protect revenue streams while 
reducing the likelihood that patients 
will abstain from needed care due 
to medical debt. Only 44 percent of 
patients were offered payment plans 

63% 
of consumers 
express 
extraordinary 
interest in 
participating in 
payment plan 
offerings to avoid 
accruing bad debt.
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in 2020, despite significant interest 
among healthcare consumers. 

Patient engagement with 
healthcare providers is tied 
to the quality of their user 
experiences online and offline. 
Consumers see their healthcare 
journeys as a continuum of expe-
riences rather than an evergreen 
commitment to a particular health-
care provider. Our research shows 
that 43 percent of consumers prefer 
in-person interactions with primary 
healthcare providers, 7 percent pre-
fer email and 33 percent prefer 
phone interactions, but consumers 
in general also value the efficiency of 
customer experience tools like dig-
ital reminders that help them keep 
up to date with payments and man-
age their finances. We learned that 
patient loyalty is highly dependent 
on how consumers perceive their 
customer experiences: when offered 
a choice between a familiar health-
care provider and a competitor with 
services that improved their over-
all consumer experiences, many 
patients would choose the latter.

Patients identifying as “very” 
loyal are just as willing as self-
described “not” loyal patients to 
consider changing providers due 
to a lack of satisfactory digital 
experiences.
Our study found that 22 percent of 
“very” or "extremely" loyal patients 
who expressed a willingness to leave 
their preferred healthcare providers 
would do so because they were not 
offered digital communication tools, 
such as digital form completion, 
payment reminders and appointment 
reminders, that remove frictions from 
the customer experience. Efficient 
digital communications also make 
in-office time more valuable for con-
sumers, as repetitive administrative 
tasks, such as check-ins, can be com-
pleted with a few clicks. Simplifying 
healthcare access by limiting the 
barriers to positive consumer experi-
ences will help to preserve patients’ 
94 percent satisfaction rate with 
in-person interactions and increase 
patient engagement over time.
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Nearly all consumers are 
experiencing unnecessary — and 
potentially costly — frictions 
during critical interactions with 
healthcare providers.
Primary care providers (PCPs) and 
health systems possessed a reduced 
capacity to serve patients for routine 
care and chronic illnesses unre-
lated to the pandemic during 2020. 
This caused an immediate revenue 
shortfall for many healthcare pro-
viders and brought attention to a 
significant industry oversight: Many 
physicians facing the pandemic 
were inadequately prepared for its 
impact on consumers’ experiences. 
Our research shows that consum-
ers encountered new issues when 
seeking care during the pandemic: 
35 percent cited difficulty schedul-
ing appointments, and 28 percent 
reported that they spent less time 
with their physicians. 

A significant portion of provider 
revenue — representing more 
than 9 percent of patients — was 
vulnerable to loss in 2020 due to 
poor customer experiences. 
A sizable share of revenue was at 
risk not because patients found it 
financially challenging to pay, but 
because they found it difficult to 
get the necessary information to 
make a payment. Healthcare sys-
tems already earning less due to 
fewer in-office visits could scarcely 
afford preventable revenue losses. 
Healthcare providers have strug-
gled during the pandemic to launch 
user-friendly booking and payment 
solutions that sync online and offline 
tasks and enable frictionless expe-
riences for consumers in the office 
or on their devices.1 Only 23 percent 
of patients with balances due after a 
visit paid online, even though 37 per-
cent and 34 percent cited credit and 
debit cards, respectively, as their 
preferred payment methods. 

1. Author unknown. COVID-19 Causes More Healthcare To Adopt 
More Touchless Payments. PYMNTS.com. 2020. https://www.
pymnts.com/healthcare/2020/touchless-payments-come-t
o-healthcare-finally/. Accessed January 2021.
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We discovered that consumers 
across all income segments experi-
enced some difficulty in paying their 
bills. The implementation of a robust 
online and mobile payments sys-
tem can minimize the confusion that 
patients experience when attempting 
to pay bills at their providers’ offices. 

Healthcare providers’ biggest 
opportunity to retain patients 
and recapture lost revenue is 
in offering touchless digital 
payment experiences.
Our research shows that 54 per-
cent of patients are interested in 
monitoring their upcoming provider 
payments digitally, 43 percent are 
willing to store their preferred pay-
ment details with their providers and 
another 43 percent would automate 
payments to avoid repetitive manual 
data entry in the office and online. 
Payment notification and automated 
charges remove the burden from 
in-house human resources to issue 

and track outstanding bills, allowing 
staff to focus on delivering in-office 
customer service. Consumers expe-
rience less confusion at checkout 
when they can view outstanding bill 
statuses instantly and digitally man-
age their payments. 

54% 
of consumers want 
to manage their 
upcoming provider 
payments digitally.
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he challenges of 2020 
underscored two crucial 
insights for the healthcare 
industry. The first is vital, if 
unsurprising: Patients are 
cognizant of their power of 

consumer choice, even during a pub-
lic health crisis. We found that even 
the most loyal patients want better 
customer experiences and may be 
willing to leave their current health-
care providers to find it. Twenty-two 
percent of patients who described 

themselves as “very” or “extremely” 
loyal to their current physicians or 
healthcare services revealed that 
they would be willing to switch to 
competitors that offer improved dig-
ital communication tools, such as 
automated payment reminders.

Share of consumers with select levels of 
loyalty to their healthcare provider

67.0%6700000000
Very or extremely loyal

12.9% 1300000000

Not at all or slightly loyal

20.1% 2000000000

Somewhat loyal

FIGURE 1: 

Consumers’ loyalties to 
their healthcare providers

22% 
of self-described 
loyal patients would 
change healthcare 
providers if offered 
better digital 
communications 
tools by a competitor.
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Our research showed that a lack of 
satisfactory consumer experience 
features, such as streamlined digi-
tal communications, can fracture the 
strongest patient-provider relation-
ships. The portion of consumers open 
to changing healthcare services cou-
pled with the share of patients who 
reported reducing their in-person 
office visits — 28 percent — repre-
sent a significant business risk for 
healthcare providers of any size. 

Share of patients who are "very" or 
"extremely" likely to switch providers, by 
loyalty

21.7% 2200000000

Very or extremely loyal

24.4% 2400000000

Not at all or slightly loyal

15.2% 1500000000

Somewhat loyal

FIGURE 2: 

The likelihood of consumers 
switching providers 
for better customer 
experiences
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The effect of the pandemic on patient 
experience, by share affected

57.6%5800000000

Wearing a mask when going to 
provider's office

35.3% 3500000000

Difficulty to schedule an appointment

19.0% 1900000000

Doing online COVID-19 surveys to enter 
provider's office

5.1% 0500000000

Other

45.1%4500000000

Perceived risk of contracting COVID-19 
with an in-office visit

28.0% 2800000000

Limited/reduced office time with 
provider

9.3% 0900000000

Confusion around how to reconcile 
what is owed for visit

FIGURE 3: 

How the pandemic 
impacted healthcare visits

FIGURE 4: 

How the pandemic 
impacted patient 
interactions with healthcare 
providers
How patient behaviors changed due to the 
pandemic, by share that changed

25.9%
9.2%

2600000000

0900000000

Call on the phone

13.7%
2.9%

1400000000

0300000000

Communicate via email

11.4%
2.8%

1100000000

0300000000

Text communications

Done more often
Done less often

5.3%
2.2%

0500000000

0200000000

Mail via the U.S. Postal Service

13.8%
2.7%

1400000000

0300000000

Use the practice's website

12.1%
29.5%

1200000000

3000000000

Visit the office
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FIGURE 5: 

Patients’ perceived 
interaction quality
Share of patients describing the quality of 
select interactions

88.3%
3.5%
8800000000

0400000000

Call on the phone

80.4%
4.2%
8000000000

0400000000

Communicate via email

82.0%
2.7%
8200000000

0300000000

Text communications

Well
Poorly

72.2%
8.2%
7200000000

0800000000

Mail via the U.S. Postal Service

84.7%
2.8%
8500000000

0300000000

Use the practice's website

94.2%
2.4%
9400000000

0200000000

Visit the office

Customer experience innovation has 
become essential. This is particu-
larly true for PCPs, whose practices 
were responsible for 54 percent of 
all in-person visits and 85 percent 
of in-person visits for the chronically 
ill. Chronically ill patients gener-
ate the highest-costing care and 
are the largest source of revenue 
for 54 percent of PCPs, according 
to the Centers for Disease Control 
and Prevention (CDC).2 More than 85 
percent of physicians in one recent 
survey limited in-person visits, and 
60 percent were unable to launch 
telehealth services to replace those 
missed opportunities to provide their 
patients with care. Some providers, 
facing a perfect storm of external 
challenges, poor or nonexistent digi-
tal strategies and variable customer 
loyalties, experienced catastrophic 
business losses. PCPs were esti-
mated to have lost nearly $68,000 
in revenue per physician in 2020 — 
a total of approximately $15.1 billion 
across the United States.3

2. Author unknown. Ambulatory Care Use and Physician office visits. 
The Centers for Disease Control and Prevention. 2021. https://www.
cdc.gov/nchs/fastats/physician-visits.htm. Accessed January 2021.

3. Basu, S; Phillips, R.S.; Phillips, R; Peterson, L.E.; Landon, B.E.; 
Primary care practice finances in the United States amid the COVID-19 
pandemic. Health Affairs. June 2020. https://www.healthaffairs.org/
doi/10.1377/hlthaff.2020.00794. Accessed January 2021.

15    |   The Healthcare Payment Experience Report

https://www.cdc.gov/nchs/fastats/physician-visits.htm
https://www.cdc.gov/nchs/fastats/physician-visits.htm
https://www.healthaffairs.org/doi/10.1377/hlthaff.2020.00794
https://www.healthaffairs.org/doi/10.1377/hlthaff.2020.00794


What healthcare providers learned about consumers’ experiences in 2020    |    16

The second insight discovered in 
our 2020 research is that there is a 
significant gap between consumer 
demand for certain customer expe-
rience features and healthcare 
providers’ abilities to keep pace with 
that demand. Consumers want fea-
tures that are not being offered, such 
as payment plans, placing healthcare 
providers’ revenues — and patient 
loyalty — at risk. This is especially 
unfortunate for many healthcare 
services and physicians, as the pan-
demic has already upended their 
typical in-office healthcare flows. 

Healthcare providers that are unable 
to offer easy payment solutions, 
such as payment plans, text-to-pay 
and payment-enabled mobile web-
sites, are facing additional obstacles 
in bill tracking and payment pro-
cessing from patients accustomed 
to making payments at their doc-
tors’ offices. It is worth noting that 
consumer experience challenges 
that existed before the pandemic 
still remain, but missed opportuni-
ties — like when patients desire to 

participate in payment plans but find 
them unavailable — are now con-
tributing to revenue losses at a time 
when few healthcare providers can 
afford them.
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any healthcare pro-
viders across the U.S. 
began reimagining 
their services in 2020 
as if their patients 
were customers and 

not just recipients of care. They 
removed practical barriers to swift 
payments by offering payment plans 
and implemented simple methods 
of boosting patient engagement like 
digital appointment reminders and 
payment-enabled mobile websites. 
Telehealth and payment solutions 
emerged as the key drivers of con-
sumer engagement for successful 
healthcare practices within weeks 
of the pandemic's declaration last 
March. 

Healthcare systems began to roll out 
innovative telehealth and payment 
strategies that brought their product 
— healthcare — onto patients’ desk-
tops and phones. Providers unable to 
rapidly implement digital-first strat-
egies and make communications 
and payments easier with telehealth 
and simple payment solutions would 

suffer the brunt of the pandem-
ic’s impact on healthcare providers’ 
earnings. The good news for health-
care providers is that opportunities 
now abound to leverage patients’ 
demands for improved consumer 
experiences into better customer 
loyalty and restored revenues.

35% 
of consumers 
have experienced 
difficulty scheduling 
an appointment 
since the start of 
the pandemic.
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Preparing for a post-pandemic 
economy: The risks and 
opportunities
Providing stellar healthcare experi-
ences is a challenge under normal 
circumstances. Every touchpoint 
— from billing to appointment 
scheduling to patient notifications 
— needs to work with symphonic 
precision. Patients and their finances 
may be vulnerable to overwhelming 
external pressures during an inter-
national health crisis such as the 
pandemic, and they will likely be less 
forgiving of frictions in their health-
care experiences, whether difficulty 
in scheduling appointments, expe-
rienced by 35 percent of patients, 
or difficulty settling bills on time, 
encountered by 9 percent of patients. 
They are even less likely to forgive 
and forget when those interruptions 
are their providers’ faults. 

We believe that this is why 22 percent 
of patients who describe themselves 
as “very” or “extremely” loyal are 

willing to leave their trusted health-
care providers for services that offer 
improved digital customer experi-
ences. Healthcare systems and PCPs 
faced revenue vulnerabilities in 2020 
caused by poorly communicated pay-
ment processing guidelines — cited 
by 9 percent of patients in our survey 
— and an overall decrease in patient 
volume due to the pandemic. This 
occurred under a cloud of poten-
tial revenue loss from 22 percent 
of self-professed “extremely” loyal 
patients. This atmosphere of uncer-
tainty will not evaporate, even when 
the pandemic ceases its upending 
of the healthcare industry. Leading 
healthcare providers can thus take 
steps to transform consumers’ 
experiences and eliminate frictions 
at critical touchpoints, such as pay-
ment and appointment scheduling. 

Our research shows that while all 
patients want better customer expe-
riences, consumers value healthcare 
service features differently.
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Payment plans protect 
financially vulnerable patients
Our research found that 63 percent 
of patients were interested in pay-
ment plans. Those with higher levels 
of financial stress were most likely 
to be offered payment plans and use 
them. Healthcare providers often 
pay between 5 percent and 10 per-
cent, sometimes more, to pursue 
medical collections, while also losing 
the indebted patient as a source of 
recurring revenue. Most consumers 
express interest in payment plans 
when their bill is over $1,200 — an 
amount that would make collections 
fees prohibitive for healthcare pro-
viders if patients fail to pay. Offering 
payment plans with sliding rates 
based on patients’ incomes is a 
smart option for PCPs and healthcare 
providers seeking to maintain rela-
tionships with vulnerable patients 
while avoiding lost revenues and 
costly collection expenses. 

30% 
of patients visited 
their healthcare 
provider in person 
less often due to the 
pandemic.
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Share that used select payment methods

37.4% 3700000000

Credit card

11.0% 1100000000

Cash

3.9% 0400000000

Bank account

2.0% 0200000000

Digital wallet

1.7% 0200000000

Other

34.3% 3400000000

Debit card

7.5% 0800000000

Check

2.1% 0200000000

PayPal

FIGURE 6: 

How patients paid for their 
last visits
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Share that used select payment methods, by 
income

FIGURE 7: 

How patients paid for their 
last visits, by income

47.7%
35.9%
25.7%

4800000000

3600000000

2600000000

Credit card

9.8%
10.5%
13.2%

1000000000

1100000000

1300000000

Cash

3.5%
4.1%
4.0%

0400000000

0400000000

0400000000

Bank account

25.5%
39.4%
39.9%

2600000000

3900000000

4000000000

Debit card

5.4%
6.6%
11.3%

0500000000

0700000000

1100000000

Check

More than $100K

Less than $50K
$50K-$100K

3.2%
1.8%
1.2%

0300000000

0200000000

0100000000

PayPal

2.0%
0.4%
3.0%

0200000000

0000000000

0300000000

Other

2.9%
1.4%
1.7%

0300000000

0100000000

0200000000

Digital wallet

Most
consumers 
express 
interest in 
payment plans 
when their bill 
is over $1,200.
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We believe that this is an opportunity 
for healthcare providers to improve 
consumer engagement while elimi-
nating costly payment mishaps. Our 
survey showed that 54 percent of 
consumers expressed a keen interest 
in digitally managing their payments. 

Offering consumers automated bank 
account payments, PayPal and digital 
wallet options at checkout can sim-
plify payment processing and help 
keep consumers current with their 
bills. 

The option to fill out forms 
digitally and receive email and 
text payment notifications 
were among the top features 
that would influence patients 
to switch healthcare providers.
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Digital features that would encourage patients 
to switch providers, by rank

FIGURE 8: 

Patients' potential motivations 
to switch providers

30.1%
13.8%
14.2%
58.1%

3000000000

1400000000

1400000000

5800000000

Fill out forms digitally

20.3%
10.0%
22.1%
52.4%

2000000000

1000000000

2200000000

5200000000

Communicate with healthcare providers 
via a safe and secure method

6.2%
6.9%

31.2%
44.2%

0600000000

0700000000

3100000000

4400000000

Email or text notifications about 
appointments

16.7%
18.8%
19.8%
55.2%

1700000000

1900000000

2000000000

5500000000

Receive test results digitally

9.2%
12.6%
28.5%
50.4%

0900000000

1300000000

2900000000

5000000000

Review medical history digitally

2.6%
2.6%

29.2%
34.4%

0300000000

0300000000

2900000000

3400000000

Email or text notifications about 
payments

4.6%
3.5%

24.4%
32.5%

0500000000

0400000000

2400000000

3300000000

Establish payment plans and digital 
payments

Top motivator

Third-most important motivator or lower
Ranked second

4.3%
3.5%

20.8%
28.6%

0400000000

0400000000

2100000000

2900000000

Store preferred payment credentials

6.1%
3.6%

24.5%
34.2%

0600000000

0400000000

2500000000

3400000000

Email or text notifications about 
insurance coverage

Total share citing motivator, any rank
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FIGURE 9: 

Percentage of patients 
interested in digital 
methods of communication
Share of patients "very" or "extremely" 
interested in new digital methods, by task

53.7%5400000000
Fill out forms digitally

58.6%5900000000

Communicate with healthcare providers 
via a safe and secure method

62.6%6300000000

Email or text notifications about 
appointments

55.4%5500000000

Email or text notifications about 
insurance coverage

43.1% 4300000000

Establish payment plans and digital 
payments

43.2% 4300000000
Store my preferred payment credentials

63.4%6400000000
Receive my test results digitally

61.6%6200000000
Review my medical history digitally

53.5%5200000000

Email or text notifications about 
payments

Digital-first touchpoints 
streamline patient 
communications 
Creating digital-first strategies for 
patient healthcare service com-
munications is a win-win move for 
consumers and providers. Our sur-
vey showed that consumers across 
all demographics wanted friction-
less access to their care providers 
during the pandemic via fast and 
secure methods like text messages 
and emails. Fifty-six percent of con-
sumers trust communication via text 
messages, 68 percent favor email 
and 65 percent prefer phone calls.

Organizing patient communications 
through a single portal also allows 
healthcare services to marry payment 
processing and billing notifications 
with streamlined patient messaging. 
This enables consumers to receive 
notifications and view information 
through a single touchpoint. 
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N

It is a fast communication 
method.

It is a safe way to communicate 
with my provider. 

It gives me better access to 
my doctor.

I do not have to wait in the 
waiting room as long.

I can access my information 
anytime I like.

It makes it easier for me to 
understand my bills.

Other

4,148 

56.6%

53.9%

45.0%

38.8%

32.4%

29.0%

1.0%

Average
Mail via 

USPSPhone
In 

office Email Website Text

1,342 

69.1%

64.9%

31.0%

39.4%

24.4%

24.0%

0.9%

1,405 

41.2%

35.0%

68.0%

32.9%

22.9%

26.8%

1.5%

439 

60.3%

67.5%

39.4%

40.3%

47.5%

29.7%

0.6%

441 

54.8%

61.8%

31.9%

46.9%

69.4%

49.5%

0.2%

375 

70.4%

56.4%

33.8%

46.5%

30.0%

22.7%

0.8%

146 

43.7%

58.1%

44.3%

39.8%

40.6%

46.7%

0.6%

TABLE 1: 

Why patients believe 
certain communication 
methods work well
Share of patients identifying why 
certain communication methods work 
well
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N

It takes longer to 
communicate information.

Too many mistakes are made 
using this method.

It is more difficult to understand 
the information I need.

I worry that my personal 
information could be stolen.

I worry that my payment 
credentials could be stolen.

Other

174 

49.6%

38.3%

32.8%

31.6%

24.6%

12.2%

Average
Mail via 

USPSPhone
In 

office Email Website Text

60 

41.7%

42.6%

41.2%

24.0%

21.3%

14.2%

39 

47.7%

34.0%

25.1%

29.1%

12.2%

22.7%

26 

67.3%

45.2%

46.4%

28.0%

27.8%

3.8%

16 

53.9%

39.0%

29.6%

39.2%

43.3%

18.1%

14 

39.5%

43.2%

19.6%

47.0%

30.8%

0.0%

19 

57.2%

20.2%

16.2%

46.6%

34.8%

0.0%

TABLE 2: 

Why certain 
communications do not 
work well for patients
Share of patients identifying why 
certain communication methods 
do not work well
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onsumer and healthcare 
provider relationships 
are loyalty-driven, and 
patients require easier 
access to needed health-
care services during times 

of uncertainty. Solutions such as 
contactless payments and mobile 
check-ins allow consumers to dupli-
cate frictionless online experiences 
offline, saving them time and help-
ing them get the most out of each 
in-office visit. Our research indicates 
that the option to avoid tasks such 
as filling out forms and making man-
ual payments in office is enough to 
inspire 58 percent and 33 percent 
of patients, respectively, to want to 
switch providers. 

We found that many patients expe-
rienced difficulty in paying for 
healthcare services using their debit 
or credit card. Such issues can result 
in payments being sent through tra-
ditional mail or email — a process 
that may extend payment time or 
result in payments missed altogether. 
Implementing in-office digital kiosks 

that enable mobile check-in, pay-
ment management and appointment 
scheduling also allows providers to 
devote more time to patient care.

43% 
of patients 
express interest in 
establishing digital 
payments.
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atients faced numerous challenges when 
accessing healthcare in 2020. These challenges 
were amplified by lockdowns that forced many 
healthcare providers to launch telehealth and 
digital payments options with little prepa-
ration. PCP practices and other healthcare 

services that managed to thrive during the pandemic 
listened to their patients and focused on consumer 
experiences as part of quality care. Upcoming payment 
notifications, touchless automated payments, text-to-
pay and other popular customer experience features cut 
the time between bill receipt and customer payment 
by removing unnecessary frictions from the equation. 
Touchless payment management, when integrated with 
digital communications like payment reminders, offered 
healthcare providers an all-in-one solution for safe-
guarding revenues and maintaining patient loyalty. 

Healthcare providers will face similar challenges in 
delivering quality care in 2021, both digitally and in per-
son, but they will do so with the experience of a trying 
year behind them. Even more important than the ben-
efit of hindsight, however: They will have a host of new 
payment and communication tools that consumers are 
willing and eager to use. 

C ON C LUS I ON



Our survey assessed more than 2,000 sur-
vey responses from patients who received 
healthcare services within the past 12 
months. Survey respondents represented 
a broad range of demographics reflec-
tive of the current population. Survey 
responses were screened for inconsisten-
cies and verified before inclusion in our 
findings.

M E T HODOLOGY



A B O U T

PYMNTS.com is where the best minds and the 
best content meet on the web to learn about 
“What’s Next” in payments and commerce. 
Our interactive platform is reinventing the 
way in which companies in payments share 
relevant information about the initiatives 
that shape the future of this dynamic sector 
and make news. Our data and analytics team 
includes economists, data scientists and 
industry analysts who work with companies 
to measure and quantify the innovation that 
is at the cutting edge of this new world.

Rectangle Health, a leading healthcare 
technology company, empowers practices 
with seamless and secure solutions to drive 
revenue by increasing patient payments 
and streamlining practice management. 
Since 1992, the company’s innovative 
technology has reduced administrative 
burden and rebalanced the ledger for its 
thousands of healthcare providers in the 
U.S., reliably processing billions of dollars 
in payments annually. To learn more, visit: 
www.rectanglehealth.com

http://www.pymnts.com
http://www.rectanglehealth.com
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The Heal thcare Payments E xperience 

Repor t,  a  PYMNTS and Rec tangle 

Heal th collaboration,  presents 

insights f rom a sur vey of  more than 

2,000 consumers regarding their 

heal thcare experiences in 2020.  Our 

f indings reveal  a  c lear  por trai t  of 

the increasing impor tance of  digi tal 

heal thcare management options 

as a key component  of  customer 

satis fac tion.


