THE MMC ADVANTAGE
PROVIDER TRANSFORMATION

CONSUMER EXPERIENCE
THE NEXT COMPETITIVE DIFFERENTIATOR
Today there is a gap between what most healthcare
companies deliver and what most healthcare
consumers experience. This disconnect is setting
up experience to be the industry’s next major
competitive differentiator.
Innovative experiences are defined by a spectrum of
signature moments designed to delight customers
and drive growth opportunities. Customer
experience leaders can break out regardless of
industry.
Successful health experience innovation is
broadening in scope to extend across traditional
health plan member and care delivery touchpoints.
Innovative health experiences demand that
companies:
• BE HUMAN
• BUILD TRUST
• SEE THE INDIVIDUAL
• BE HOLISTIC AND INTEGRATED

Our seamless solution considers the patient
experience within the context of broader market
trends and healthcare provider business goals.
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ABOUT MMC ADVANTAGE
Given the breadth of resources housed within Marsh & McLennan Companies (MMC) as a whole, we are uniquely
positioned to help health providers fully navigate the shift from volume to value. The MMC Advantage Provider
Transformation team draws on the expertise of leading risk experts and specialty consultants from MMC subsidiaries
including Marsh, Mercer, Guy Carpenter, and Oliver Wyman. The team’s collaborative projects have resulted in
increased efficiencies and tangible financial gains. By folding in risk financing and human capital perspectives to
healthcare strategy discussions, our clients have been able to assess the changing landscape from a broader, more
useful perspective. This synthesized approach ensures that we’ve considered all the moving parts of our clients’
rapidly evolving business context.

THE MMC ADVANTAGE FOR CONSUMER EXPERIENCE
The Provider Transformation team offers integrated services focused on innovative ways to improve consumers’
experience in healthcare. Potential project activities to explore include:
• Assess and document current consumer experience
• Pursue demographic and ethnographic research to identify top consumer needs
• Define guiding principles or “pillars” of desired consumer experience
• Map full customer “journey,” including all touchpoints
• Identify opportunities and ideas for developing “signature moments” to enhance the experience and create
moments of delight
• Implement plan for differentiated experience across the organization
• Identification of predictors of patient satisfaction, employee turnover, and absenteeism to create targeted
interventions
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