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The future has arrived. Apps. 
Mobile web. SMS. Every day, 
these core mobile experiences 
enhance the lives of people 
everywhere. And with 1.5 
million smartphones across the 
globe, the experiences are only 
getting better.

Marketers are in a modern-day 
space race to equip people 
with time-saving tools – tools 
that are developed more by 
the minute. Instant access 
has become an expectation, 
meaning content providers are 
expected to deliver.

We’re living in an age when on- 
hand information is available 
in hand, and when reaching 
people out of home can be done 
out of pocket. 

With 52% of smartphone 
owners gathering health 
information on their mobile 
device, healthcare marketers 
have an enormous opportunity 
to engage and inform mobile 
users the world over.

WELCOME TO THE 
FUTURE OF MOBILE



MOBILIZING MOBILE
Mobile technology is here to stay. From checking 
sports scores to tracking prescriptions, mobile 
devices are expected to seamlessly access and 
organize all kinds of information.
And with all this data in the ether, it has become vital 
for marketers to understand how people are using 
their mobile devices — and what they’re using  
them for.  
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TAPPING INTO TRENDS
Digitas Health surveyed how 2,000 different mobile-health 
consumers use their smartphones and mobile devices to access 
disease-related health information and services.

To qualify for the study, participants had to own a smartphone 
and be a patient, or a caregiver for a patient, with one of 20 
diseases in five categories.

By learning how different users access mobile-health resources, 
we’re able to assess current trends, predict future trends, and 
help healthcare marketers provide customers with the tools and 
resources they’re craving.

WITH A DISEASE IN ONE OF THESE 

FIVE CATEGORIES:

DIGITAS HEALTH SURVEYED MORE THAN

1

2

3

4

5

ALLERGY & ASTHMA

CARDIOVASCULAR

DIABETES

MENTAL HEALTH

GASTROINTESTINAL

2,000
P EO P L E
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MAY I ASK WHO’S 
CALLING?
Understanding who’s on the other side of the screen 
makes reaching them all the easier. Through our 
study, we’ve been able to learn about how various 
mobile-health users gather information, and their 
preferred ways of doing so.
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Mobile-health users are 
extraordinarily involved in 
their healthcare. More than 
9 out of 10 are likely to bring 
questions to a physician, follow 
a physician’s advice, and be 
proactive about their health and 
treatment.

Beyond their current mobile-
health use, 8 out of 10 mobile-
health users expect that they’ll 
rely on mobile-health resources 
more heavily in the next year.

While people from all walks 
of life find mobile-health 

services useful, there are some 
distinctions between different 
demographics.

Men who use mobile-health 
resources are more likely to 
be over 45. They’re also more 
likely to be early adopters of 
new technology. 

On the other hand, women who 
use mobile-health resources are 
more likely under 35. And while 
they may be younger, they’re 
typically less interested in the 
latest and greatest technologies.

GETTING TO KNOW 
THE MOBILE-HEALTH USER

FEMALE

MALE

96% LIKELY TO FOLLOW PHYSICIAN’S ADVICE

93% PROACTIVE ABOUT HEALTH TREATMENT

80%
LIKELY TO RELY ON SMARTPHONE FOR  
HEALTH INFO EVEN MORE NEXT YEAR

36%

MOBILE-HEALTH USERS ARE:

THE MAJORITY OF MOBILE-
HEALTH USERS ARE FEMALE AND 
BETWEEN �� AND �� YEARS OLD



In a world where there’s almost always “an app for that,” 
mobile-health users place a lot of trust in health websites. After 
physicians, websites are the most trusted source of health 
information. In fact, mobile-health users trust information 
from health websites about 50% more than information from 
pharmaceutical brands.

But that’s not to say that pharmaceutical brands can’t provide 
valuable mobile-health resources. Users actually value mobile 
resources from pharmaceutical brands significantly more than 
those from associations or patient advocacy groups.

INFO-TO-GO

TEXT MESSAGES

WEBSITES

EMAIL

M O B I L E A PP

MOBILE-HEALTH USERS DO VALUE 
RESOURCES FROM PHARMA

40%

44%

14



16

Mobile-health resources have a thriving user base – 
college kids, grandparents, and pretty much everyone in 
between. Meet some of the key players.

M O B I L E  P R O F I L E S : 

MISS MULTI-TOUCH
Age:  
18-34 

Gender:  
Female

Profession:  
Young professional

Mobile Characteristics:  
Multi-screen dabbler

2nd Smartphone:  
No

eReader or Tablet:  
More likely to own an eReader  
than a tablet

Number of Devices Owned:  
3-5

Family: 
Single

Education:  
In university or university-educated

Income:  
Less than a $50,000 salary 

MOBILE HEALTH PROFILES



18

M O B I L E  P RO FI L E S : 

RESIDENT MOMMY iDAD

Age:  
25-44 

Gender:  
Female

Profession:  
Caring for her family

Mobile Characteristics:  
Self-tracker and  
multi-screen user

2nd Smartphone:  
Yes

eReader or Tablet:  
50% own a tablet

Number of Devices Owned:  
1-2

Family: 
Most likely married with children

Education:  
Some university

Income:  
$25,000 to $74,000

Age:  
25-44 

Gender:  
Male

Profession:  
Home IT professional

Mobile Characteristics:  
Self-tracker and multi-screen user

2nd Smartphone:  
Yes

eReader or Tablet:  
More likely to own an eReader 
than a tablet

Number of Devices Owned:  
3-5

Family: 
Married with children

Education:  
University

Income:  
More than $50,000
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M O B I L E  P RO FI L E S : 

CONNECTED QUEEN

Age:  
35-64 

Gender:  
Female

Profession:  
Staying forever young

Mobile Characteristics:  
Single-screen expert

2nd Smartphone:  
No

eReader or Tablet:  
No

Number of Devices Owned:  
1

Family: 
Single or divorced

Education:  
Some university

Income:  
Less than $50,000

THE  SILVER  SURFER

Age:  
55-74 

Gender:  
Either

Profession:  
Retired

Mobile Characteristics:  
Three-screen dabblers

2nd Smartphones:  
Yes

eReader or Tablet:  
40% own tablets, 33% own eReaders

Number of Devices Owned:  
3

Family: 
Married with children out of the house

Education:  
University, even post-graduate

Income:  
More than $50,000



Learning about the people who use mobile-health 
resources has helped us better imagine future trends 
in healthcare – both on and off the mobile screen. Let’s 
take a look at some of this study’s key takeaways.

HOLD THE SMARTPHONE

22



WITH MORE DEVICES COMES MORE MOBILE-HEALTH USE. 

MORE DEVICES. 
MORE USE. MORE YOU.

SECTION ONE

¬2 When compared to those without additional  
devices, they’re twice as likely to switch medications

Multi-device owners – those with a tablet or 
additional device – are 30% more likely to be on 
an Rx treatment. They’re also 30% more likely to 
ask for a brand by name

30%

Consumers with just a smartphone are twice as 
likely to have a condition go untreated

Owning multiple devices nearly doubles 
the chance that a user will access condition 
information on their mobile device while in the 
waiting room

Consumers who own multiple devices are 
more than twice as likely to access condition 
information on their device while in the exam room

Owning multiple devices increases all other 
access by 1.5 times.

¬2 ¬2

>¬2

MULTIPLE-DEVICE 
OWNERSHIP IS SET TO 
INCREASE BY ��% IN THE 
NEXT YEAR
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OLD CONDITIONS, NEW TRICKS.

Consumers aren’t just using mobile-health services for new 
diagnoses. In fact, only 18% of users are exploring and tracking 
conditions diagnosed within the last year. 

Compare that to the staggering 60% of mobile-health users 
who were diagnosed over three years ago – 39% of whom were 
diagnosed over five years ago.

WHEN IT COMES TO  
GENERAL HEALTH RESOURCES

WHEN IT COMES TO  
PHARMA RESOURCES

SECTION ONE

MORE THAN ��% WOULD TRACK 
SOME KIND OF PERSONAL 
HEALTH INFORMATION

WOULD TRACK HEALTH SYMPTOMS

WOULD TRACK THEIR TREATMENT 
IN A MEDICATION LOG 

18%

<  � YEAR AGO

�-� YEARS AGO �-� YEARS AGO

> � YEARS AGO

22% 21%

39%
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MOBILE WEB FOR:
Understanding symptoms

Researching available 
treatments

Learning about the 
disease

Mobile-health users are getting 
the information they need in a 
number of ways. We’ve keyed 
in on the three most common: 
mobile web, apps, and SMS. 

Mobile web browsers are 
used by more than 80% of 
mobile-health users to learn 
more about symptoms and the 
condition. This type of general 
information is readily available 
online and doesn’t require 
users to download or enter 
information into an app.

Apps are better suited for 
managing and tracking a 

condition, or even to help users 
further understand it. Up to 
half of all mobile-health users 
utilize apps for these reasons. 
Most mobile-health users who 
download an app have accepted 
the condition and are seeking 
more information as they  
move forward.

SMS is frequently used for 
managing adherence-related 
activities, such as medication 
reminders and refills. 
Interestingly, about 25% of 
mobile-health users use SMS to 
talk to their doctor.

WEB, APPS & SMS

SECTION TWO

SMS FOR:
Medication reminders

Talking to a doctor

Getting a refill

MOBILE APPS FOR:
Understanding the condition

Tracking symptoms

Managing the condition

MOBILE-HEALTH USERS UTILIZE
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Healthcare providers have a 
tremendous opportunity to 
engage new patients, influence 
their competitors’ patients, and 
retain existing patients who are 
looking to switch.

Nearly 60% of all mobile-health 
users are at least considering 
switching medications this year. 

A third of those diagnosed with 
a condition are not treating with 

a prescription medicine and 
tend to be younger.

One out of four patients taking 
an over-the-counter medicine 
plan on switching brands, while 
40% are at risk for switching.

A fifth of patients treating with 
a prescription medicine plan to 
leave their brand. Another 35% 
are at risk for leaving.

EXPANDING YOUR REACH

SECTION THREE

MULTIPLE-DEVICE OWNERS ARE  
MORE LIKELY TO SWITCH MEDICINES

More likely to own multiple devices

30% more likely to talk to a doctor about an 
app or mobile site30%

30% more likely to access a drug by name30%

60% of people considering switching 
medicines have already asked for a drug by 
name at least once in the last year

60%

35% more likely to access mobile in the  
exam room35%
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SECTION FOUR

Healthcare decisions are made 
by more than just patients. 

On average, patients are 
diagnosed with 2.68 diseases, 
meaning each patient has 2.68 
treatment decisions to make. 
But patients aren’t always the 
sole decision makers.

Caregivers typically help 
with patient care during 3.23 
diagnosed diseases, and often 

have a say in the care and 
treatment decisions made for 
those diseases.

Of the patients who consider 
themselves to be the sole 
decision maker, 1 in 10 is not.

Because caregivers play such 
a strong role in healthcare and 
treatment decisions, marketers 
can’t afford to overlook  
their influence.

BEYOND THE PATIENT

WHO IS PRESENT FOR TREATMENT 
DISCUSSIONS WITH THE DOCTOR?

FAMILY MEMBERS

THE PATIENT
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YOU TALK.  
PATIENTS LISTEN.

Mobile devices allow patients 
and caregivers to research 
health information just about 
anywhere – and that’s exactly 
what they’re doing. More than 
half of mobile-health users do 
research both before and after a 
doctor’s appointment. 

Patients and caregivers have a 
desire to be informed prior to 
seeing a doctor, and a yearning 
to further educate themselves 
after. But even more surprising 
is how many mobile-health 
users do research in the exam 
room – nearly 20%! 

The exam room – where 
you’ve been marketing your 
brand for years – is the most 

important playing field to 
engage the mobile-health user. 
One in three users reports 
that a physician has used a 
smartphone, tablet, or both to 
share information during the 
exam. Nearly 40% of users have 
talked to their physician about 
an app or a mobile website, 
with the patient initiating the 
conversation 65% of the time.

Why is owning the exam 
room so important? Because 
half of mobile-health users 
have asked their physician to 
prescribe a branded drug in 
the last year. And more than 
half have at least one condition-
related app on their phone, 
with 60% looking to purchase a 
condition-related app within the 
next year.

COMMAND THE EXAM ROOM

SECTION FIVE

ONLY � OUT OF � PATIENTS WOULD FILL A 
PRESCRIPTION PRESCRIBED BY A PHYSICIAN

9/10 2/3VS.

� OUT OF �� PATIENTS WOULD USE AN APP 
RECOMMENDED BY A PHYSICAN



KEEP THE CHANGE. 
When physicians use a mobile 
device in the exam room, 
patients and caregivers are 
30-50% more likely to use 
their own mobile device in the 
exam room. But patients and 
caregivers aren’t just influenced 
to use their own devices more – 
they’re influenced to switch.

In general, the intent of users 
of over-the-counter products to 
switch products doubles when 
the physician uses a mobile 

device in the exam room. Out 
of the over-the-counter users 
who are already planning to 
switch, nearly 70% have had 
their physician use a mobile 
device in the exam room.

Compare this to Rx users, 
whose intent to switch triples 
when the physician uses a 
mobile device in the exam 
room. Had the physician not 
used a mobile device, Rx 
patients would be 36% more 
likely to stay on treatment.

SECTION FIVE

WHEN PATIENTS USE THEIR 
MOBILE  DEVICE IN THE 
EXAM ROOM, THEY ARE:

WHEN DOCTORS USE THEIR 
MOBILE DEVICE IN THE EXAM 
ROOM, PATIENTS ARE:

MORE LIKELY TO ASK FOR A BRAND  
BY NAME

MORE LIKELY TO SWITCH MEDICATIONS

80%

30%

2x

MORE LIKELY TO SWITCH MEDICATIONS
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It’s time to embrace mobile-
health users – they’re some of 
the most diligent healthcare 
consumers out there. Mobile-
health users take interest in 
their own health, value the 
opinions of their physicians, 
and actively search for more 
information every day. 

They span all ages, disease 
categories, and mobile devices, 
and are always looking for 
new treatments, brands, and 
resources. Mobile-health users 
utilize a number of platforms 
– like apps, mobile web, and 
SMS – for an array of reasons. 
Those with multiple devices 

are shown to explore more, 
and even have an increased 
likelihood of switching 
medications.

Brands need to become part of 
the conversation in the exam 
room. With mobile devices 
in the hands of patients, 
caregivers, and physicians, 
healthcare marketers have a 
tremendous opportunity to 
engage and influence mobile-
savvy patients and caregivers 
in ways unlike ever before. 
Because the future of mobile 
healthcare is already here.

WHAT DOES THIS MEAN TO  
HEALTHCARE MARKETERS?
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A NEXT-GENERATION BRAND AGENCY 
DEDICATED TO BUILDING HEALTH AND 
WELLNESS BRANDS

��� + MULTI-DISCIPLINARY, PASSIONATE 
EXPERTS, WITH OFFICES IN NEW YORK, 
PHILADELPHIA, SAN FRANCISCO, AND LONDON

FULLY INTEGRATED ACROSS ADVERTISING, 
DIGITAL, MEDIA, SOCIAL, AND MOBILE

MEMBER OF THE PUBLICIS HEALTHCARE 
COMMUNICATIONS GROUP GLOBAL NETWORK

 AT  A  G L A N CE



WE’RE MADE TO BE 

MOBILE

FIND THE DIGITAL M.BOOK & MORE: 

m.����.DigitasHealth.com


