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Combating Telehealth
Distractions With Innovation

t’s unsurprising that 2020 has spurred

rapid growth for digital health. COVID-

19 forced patients and healthcare profes-
sionals alike to rethink healthcare access, deliv-
ery, and management, with technology central
to this reimagination. There was no brighter
star in this new world than telemedicine.

eMarketer reports that in 2020, 41.7 mil-
lion adults in the United States have used
a telemedicine service, representing 98.8%
growth from last year. That growth is pro-
jected to continue, with an expected 64.0 mil-
lion telemedicine users by the end of 2023.!

Although this approach to on-demand
healthcare is safe and convenient, its effective-
ness has been called into question — specif-
ically around patients and caregivers being
engaged, truly focused, and on-task during the
virtual visit.

A DrFirst survey showed that roughly one
quarter of the respondents were surfing the
web, checking their email, or texting during a
connected health session, illuminating a major
challenge for healthcare providers to deliver
optimal outcomes to patients on the other side
of the screen. Colin Banas, M.D., DrFirst’s
chief medical officer, echoes this challenge, “At
home, there are just so many more distractions
that surround patients and it can make it
harder for patients to fully focus, especially if
they are not feeling well.”?

Keeping the Focus
on Telehealth

Offering telehealth servicessas a medium
to deliver care alone is insufficient’to meet
the evolving needs of patients and caregivers.
The industry must leverage, patient-centric
solutions to design a_virtual health experience
that delivers effective cate in the context of
everyday lifegand thatimeans designing for the
modern distractions. Just as you wouldn’t want
to be a passenger.ifi a vehicle with a distracted
driver, healthcare organizations must find a
way to halt the trend of distracted patients and
put the focus back on the road to health. We
can look to how the auto industry redesigned
the experience of driving to limit hands-on
disturbances as a means to combat distracted
drivers. The integration of voice-enabled tech-
nology, seamless navigation, car-mode for a
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driver’s mobile deviee;and other smartphone
integrations «all were designed to recognize
and mitigatesthe distractions of modern life
while keepingdrivers’ attention focused on the
road/The healthcare industry too can leverage
new. and innovative solutions to minimize
externalinterruptions during telehealth visits,
including voice technology, real-time content
sharing, active-listening prompts, and more.
Some solutions already exist today and can
be leveraged to both improve the telehealth
experience and keep patients fully engaged.
Setting expectations and prepping patients be-
fore the virtual health visit are critical. Virtual
waiting rooms are being integrated into tele-
health platforms and are a great opportunity to
prepare the patient for their virtual visit. The
dissemination of messaging and educational
content in this waiting room environment
can teach patients about the dangers of being
distracted and provide tips/tools to minimize
these disruptions (silence your phone, close all
other windows on your computer, etc.). Brands
can offer unique and relevant messaging to
combat the distractions of their specific patient
populations. For example, a health brand ser-
vicing low-vision patients might want to share
tips on how to use voice commands to silence
the patient’s smartphone as well as other noti-
fications to combat any interruptions.

Leaning Into Telehealth

While at the.vistual point of care, we can
use real-time ¢ontent-sharing tools in secure
and modern, ways to keep attention on the
visit. Leveraging the capabilities of telehealth
platforms;ypatients can engage with doc-
tor-provided materials while maintaining the
doctor’s/attention. Pharma brands can sponsor
these content libraries and surface relevant ma-
terials to ensure their patients stay on therapy.

The development of active-listening
prompts in the telehealth platform could be a
new way to help keep patients engaged. These
could come in the form of quiz-like prompts to
ensure information is being retained, and pref-
erence-based selections that will drive more
personalized engagements.

Targeted follow-up communications can
ensure the patient has retained and understood
all that was shared during the telehealth visit.
Post-visit communications like surveys can
gauge the type of information that may not
have been fully comprehended during the
visit, as well as illuminate the kinds of distrac-
tions that future optimizations can solve.

Telehealth has proven to be a successful
tool in meeting the evolving needs of patients
and caregivers. But as technology drives con-
venience, we must not lose sight of the human
behavioral factors contributing to the quality
of care. It is our job as marketers to push inno-
vative solutions that can empower patients to
understand and be active participants in their
own healthcare. Even though patients’ atten-
tion may not always be there, our attention as
marketers needs to always stay on helping to
keep them focused.
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