The Patient Path to Purchase

Examining the Patient Journey Through Patient Financing
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The clinical role of the ECP is to ensure the ocular health of their patient and to prescribe an evidence-based treatment plan that provides them with
the best possible vision. The success of that treatment
plan depends on it being fulfilled and followed, and
practices that offer and promote patient financing are
positioned for success—for both patient and practice.
That is the perspective of the ECP and practice, but
patients—who are consumers—may have a different
view. In that regard, the more ECPs learn about patients as consumers, the better they can fulfill their
needs as patients.  
Patients/consumers go through six steps in making a
purchasing decision, and in health care this is commonly called the “path to purchase.” This series of
articles examines each of those steps, with the goal
that understanding, engineering and enhancing the
patient experience puts the ECP and practice on a
path to clinical excellence and financial success.
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Research Says:

Top Takeaways in the
Consumer’s Path to Purchase

The Healthcare
Path to Purchase:
Consumer Research Update*
Optometry / optical

Over the past five years, Synchrony, parent company of
CareCredit, has commissioned a series of surveys of consumers
who made elective healthcare purchases in the past 12 months or
were likely to do so in the next 12 months. The most recent survey
was conducted in 2018, when 2,762 consumers responded,
including 455 respondents who had made or planned to make
optometry/optical purchases.

Independent Optometry Key Performance Metrics

Trend Report 2018

The survey reveals that the process to purchase optometry/optical
and related products is generally long and complex. Consumers
tend to seek ample information, consider many factors, and take
weeks or months to make decisions for healthcare purchases. Six
factors stand out:
• Driven by need: Optical is seen as necessary.
• Relatively straightforward process: A purchase decision takes 56 days and involves six stages.
• Importance of research: Two-thirds of respondents always research healthcare providers online before selecting a provider.
• The Internet is key: Consumers may begin with an Internet search, but personal conversations still matter.
• Cost is a concern: Affordability is important, and one-third of respondents say they have declined optometry/optical
purchases due to cost.
• Consumers may be unaware of financing: But they are open to it.
*CareCredit Path to Purchase Research 2018.
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Practice-Building Opportunities
Research reveals opportunities to:

Communicate	The lengthy decision-making process presents many opportunities to communicate with consumers and offer
information and input that consumers welcome and may value.
Support	
Consumers often have a strong preference and likelihood to purchase from their current providers, underlining the importance of supporting existing patients during their decision-making process.
Inform	Because consumers may consider multiple providers, the opportunity to attract new patients is also significant, particularly by providing the information, access, and payment options consumers are seeking.
Be accessible	An informative website is important for providers, as are listings on insurance company sites. Strong search
engine performance can be helpful, while social media, message boards, and other digital channels are less
of a priority.
Gain referrals	
Personal referrals are powerful, so encouraging current patients and other healthcare providers to refer new
patients could have a strong impact.
Offer financing	Many consumers expressed interest in credit-based financing options and/or indicated they have derived lasting value from such options. However, many consumers may not be aware that such options are available. Offering a financing solution like a healthcare credit card and prominently promoting it could help differentiate
you from other providers, attract new patients, and increase satisfaction and loyalty among current patients.
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Patient Path
to Purchase Factor #1
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The decision to
purchase is driven by
need and is relatively
straightforward.

On average, optometry/optical purchase decisions take 56
days and involve five stages. In comparison, only veterinary
care decisions take less time (28 days, on average), and all
other specialties included in the survey involve more steps
(5.3 to 7.5, on average).
Consumers tend to do extensive research before making

a purchase, and 60 percent of optometry/optical patients
surveyed said they always research healthcare providers
online before selecting a provider.
Online research is key in both research phases. Sixty-two
percent of respondents say they research a purchase before
making a purchase, and 69 percent research payment options.

Consumer Sources for Online Research
60%

Search engine

49%

Provider website

36%

Website with comparative ratings/reviews

21%

Medical advice website

<7%

Social media, app, message board, blog

Source: CareCredit Path to Purchase Research, 2018
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Putting Knowledge to Work

ECP on The Patient Path to Purchase
“Care Credit is a great tool,” says John Bonizio, owner of Metro
Optics, a five-location optical retailer based in New York City.
“The CareCredit banner is one of the first things you see on
our website, and it’s at all our locations.”
Getting word out that patient financing is available is just
the first step, Bonizio adds.
“We train sales associates
when and how to present
financing,” he says, “and
CareCredit POPs are at every
point where payment and
options are discussed.”
Signage plays a role in
merchandising of optical
goods in all of his shops,
Bonizio notes. CareCredit
stand-ups are placed in high- John Bonizio
end frame displays, such as Owner, Metro Optics
Chanel and Gucci, as well New York City
as with value-based frames.
That’s part of what he calls “taking it to the next level.”
Bonizio explains: “Consumers have insurance that covers
Ray-Ban, but they want Gucci. They look at a $500-$600
frame, and they see a CareCredit card that says, ‘Get the frame
you want, today.’ Our associates say, ‘OK, your insurance covers up to this much, financing can cover the rest.’ They call up
CareCredit, and, boom, the customer is approved.”
As research confirms, consumer purchases are needsdriven, and Bonizio says his team keys in to that powerful
driver with a comprehensive and continuous marketing cam-

paign that keeps Metro Optics top of mind. “People don’t just
change their optical provider,” he notes. “There is a strong
tendency to purchase from the provider they have, so we
believe in frequent messages, always being friendly, positive
reviews, and supporting community organizations and events.
Then, when it comes time for an eye exam, Metro Optics pops
into their head.”
Bonizio is keenly aware that his customers, like all consumers, are pro-active researchers when it comes to optical
products and treatment options. His sales associates are
trained to build on
this, and to present
and discuss products
that solve problems
first, with payment
coming second.
“Our associates ask
customers, ‘What do
you like about these
frames?’ and engage
them in discussion.
They say, ‘This is the best kind of AR,’ not ‘Do you want AR?’
Then, before they total everything, they ask, ‘How do you
want to do this...Do you want to finance it?’”
Here again, showing customers that they have a variety of
options helps to meet their needs, Bonizio says.
“If a customer sees it’s going to be $400, they may have
enough money to pay in cash, or enough to charge,” he says.
“But if it gets to be more than they thought or can charge, then
being able to offer them CareCredit is a great tool.”

Staff Discussions and Action Points

Communicating patient financing is a team effort. The following are discussion points for staff meetings, along with actions to be assigned and implemented.
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DISCUSSION
Patients are consumers. How well do
we understand our patients as consumers and customers?

DISCUSSION
Consumer purchases are driven by
needs. How do we explore patient
needs and then fulfill those needs?

ACTION
Survey and discuss. Conduct a postsale survey of how customers make a
buying decision. Provide a time-bound
discount for additional purchases. Ask
one question (“What brought you here
today?”) at each sale. Discuss results
at next staff meeting.

ACTION
Conduct role plays. Explore the words
and phrases we use to determine
patient needs. Do we identify pain
points and discomfort? Do we use
positive language in suggesting solutions that the doctor and opticians can
provide?

DISCUSSION
Present the full range of options. Consumers want to know about options in
products and treatments. They want
to make decisions based on recommendations.
ACTION
Analyze presentations. How well do
we fully communicate options in our
marketing, our website and our presentations? How well do we then recommend a course of action that helps
our patients to make decisions?
How can we utilize positive language
about “solving problems” and “improving experience”?
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RESOURCES

Free “Patient Path to Purchase” Resources

The following resources, all available at no cost from CareCredit, are designed to enable ECPs and staff to build their
practices as they apply the findings from the “Patient Path to Purchase” research. For all the resources CareCredit has
available to help you optimize opportunity along the patient journey, call 800.859.9975 (press 1, then 6). Ready to add
CareCredit? Call 866-853-8432.

Provider Center
Custom Apply Link
www.carecredit.com/providercenter

Brochure
www.carecredit.com/providercenter

Monthly Payment Presentation Chart
www.carecredit.com/providercenter

Provider Locator
www.carecredit.com/providercenter

Custom Financial Policy
www.carecredit.com/providercenter

Team Training Scripts
www.carecredit.com/providercenter

Payment Calculator
www.carecredit.com/providercenter

Dispensing Mat
www.carecredit.com/providercenter

CareCredit Direct
www.carecredit.com/providercenter

Glass Clings
www.carecredit.com/providercenter

Eyewear Options Worksheet
www.carecredit.com/providercenter

Mobile Apply/Transact
www.carecredit.com/providercenter

Signage
www.carecredit.com/providercenter

Toolkit

Social Media Content
www.carecredit.com/adtoolkit

Toolkit
www.carecredit.com/adtoolkit

Optical Strategies
Optical Trends Report
www.carecredit.com/opticalstrategies
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