
Prescriptions for Healthcare’s 
Digital CIOs
Healthcare CIOs are poised to expand their influence amid  
a “perfect storm” of regulatory and market forces that  
require a digital response. Our latest research reveals the  
new workstyles and mindsets CIOs should adopt to prepare  
for this important organizational role.
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Executive Summary
Chief influence officer. Chief talent officer. Change agent. Coach. Politician. 
Technology evangelist. These terms describe the array of roles today’s 
healthcare CIOs see themselves playing, which stretches far beyond serving 
merely as a custodian of legacy systems and support functions. As the 
industry adopts new business models and responds to new competitive and 
market forces, CIOs say they too must adapt by developing a set of powerful 
new skills, mindsets and work styles that help both themselves and their 
organizations nurture a more digital sensibility. 

That’s the story revealed by our exclusive CIO survey, conducted in late 2015, 
in which we sought to better understand where healthcare organizations 
were in their digital transformation, and to gauge the strategic role CIOs are 
playing in these endeavors (see Methodology, page 12). We asked healthcare 
CIOs about a range of topics, including:

• What are the external forces driving digital in their organizations?

• Who is leading digital transformation?

• How is the role of the CIO changing as a result of digital transformation? 

• What are the barriers to digital adoption? 

• What are the key elements of successful digital transformation?

By understanding the current market forces shaping digital adoption within 
healthcare, organizations can better develop digital strategies and tactics. 
For example, the entire healthcare industry must effectively respond to the 
rise of digitally-savvy, empowered consumers, who increasingly have more 
say over where they spend their healthcare dollars. As one CIO respondent 
said, “Our healthcare customers … expect from us the same experience 
that they currently receive from the other sectors, such as retail, banking or 
hospitality.”

Equally important is the emergence of value-based care (VBC). Under VBC 
models, healthcare organizations are rewarded based on quality of care 
measures vs. volume of services delivered. Underlying both these trends is 
the need to rein in costs. Our experience across industries has shown that 
digital technologies can enable new strategies and processes that reduce 
costs, improve consumer engagement and fuel innovation. (For more on this 
topic, see our white paper “Digital Process Acupuncture: How Small Changes 
Can Heal Business, and Spark Big Results.”) Healthcare remains a relatively 
green field in this regard. “The healthcare industry has yet to propel digitally,” 
said one respondent. “Healthcare is significantly behind other industries like 
retail. There’s a long way for us to travel.”

https://www.cognizant.com/InsightsWhitepapers/Digital-Process-Acupuncture-How-Small-Changes-Can-Heal-Business-and-Spark-Big-Results-codex1438.pdf
https://www.cognizant.com/InsightsWhitepapers/Digital-Process-Acupuncture-How-Small-Changes-Can-Heal-Business-and-Spark-Big-Results-codex1438.pdf
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As industry CIOs set out on the digital journey, they will encounter new 
traveling partners. Among the key findings revealed in our research:

• Improving the member-patient healthcare experience is the driving 
factor for adoption of digital capabilities in healthcare, according to 
more than half (52%) of respondents. Another 25% named a better 
overall patient experience and reducing the cost of care as key drivers.

• The vast majority of CIOs (97%) say they must partner with the chief 
marketing officer (CMO) and chief operating officer (COO) to flesh out 
the organization’s digital strategy. 

• The CMO relationship is particularly important, as most respondents 
(86%) said that marketing owns the digital customer experience. 

• Top barriers to digital transformation include limited budget (77%) 
and complex legacy and core IT systems (58%). In addition, nearly 
half of respondents (49%) identified organizational culture and lack 
of commitment from the board or CEO as a top barriers.

• The CIO’s ability to take a leadership role in the organization’s digital 
transformation is critical to the success of these efforts (91%).

• Digital business demands new capabilities of CIOs, with 98% saying 
they must move from “improver,” to “influencer and transformer.” 

These findings strengthen our conviction that healthcare CIOs need to 
take on the role of “chief integration officer” by drawing on their unique 
understanding of healthcare data, technology infrastructure and operating 
processes. Currently, the healthcare CIO alone fully understands where 
critical member-patient data resides across the myriad legacy systems, 
as well as its breadth, depth, sensitivity and resulting interdependencies. 
The CIO is best positioned to combine that expertise with the skills of the 
IT organization to successfully guide systems and data integration across 
clinical, operations, financial and administration processes. 

Healthcare organizations will also look outside the IT organization — 
and even outside the healthcare industry — for digital transformation 
expertise. CIOs said they must build stronger relationships throughout 
the organization to become change agents. Doing this effectively 
will require CIOs to create new personal skill sets and retool how their 
organizations deliver services. As one survey respondent explained, 

“Digital transformation has taken over everywhere, and it is effective. So 
why not embrace the change?” 
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Member-Patient Healthcare Experience  
Drives Digital Adoption
Delivering a satisfying experience across all patient and member touchpoints is 
now an important competitive differentiator for healthcare organizations. It is also 
unfamiliar territory, requiring virtually every department in the healthcare organi-
zation to adopt consumer-centric processes, most of which will require or generate 
data, involve a digital component and potentially interoperate with a legacy IT 
system. While the organization refocuses its processes by becoming patient- and 
member-centric, the CIO is in the best position to detail the possibilities and limits 
of existing systems and processes to deliver an integrated and enhanced customer 
experience.

As patient, member and consumer touchpoints increasingly become digital, CIOs 
are prioritizing the relationship with the CMO (see Figure 1), which is now seen as 
just as important as the relationship with the CEO. Further, respondents reported 
that a major portion of digital funding is coming from the marketing department’s 
budget.

CIOs are prioritizing the relationship with the 
CMO, which is now seen as just as important as 
the relationship with the CEO.

Marketing is increasingly
shifting toward digital,
requiring a technology interface40% 53%

36% 51%

42% 49%

Digital strategy is based on
input from the CIO and CMO teams

Marketing owns the digital
customer experience

CIO and CMO team members work
in cross-functional teams on enterprise-
wide digital transformation projects

CIO and CMO teams’ participation
bring value to digital initiatives

Substantial funding for 
digital comes from marketing 
IT and CIO budgets
Customer experience is largely
shaped by technology

Company/CEO promotes 
collaboration between the

CIO and CMO
AGREE

STRONGLY AGREE

40% 51% 36% 43% 45%

45% 32% 47% 36% 32%

The CIO-CMO Partnership Is Crucial to Digital Transformation

Base: 50 healthcare sector CIOs 
Source: Cognizant Research Center

Figure 1
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Healthcare CIOs reported that CMO organizations have a strong understanding 
of technology’s complexities, such as integration and security challenges (see 
Figure 2). Yet our study also hints at tensions health organizations are experienc-
ing with ownership of customer-facing initiatives. In our experience, many business 
units have adopted technology solutions on an ad 
hoc basis, with a wide variety of disparate apps and 
point solutions, none of which are properly aligned 
with the corporate strategy. Because they’re typically 
not integrated, these systems are unable to deliver a 
consistent consumer experience. 

The CIO organization must become a broker of these 
point solutions, ensuring lines of business have the 
capabilities they require while enabling smooth, 
rational IT operations and data integration to achieve 
an enhanced and consistent consumer experience.

We also see more healthcare organizations hiring chief 
customer experience officers, sometimes from retail or 
other consumer-oriented, non-healthcare industries. 
Yet it is the CIO and team who have deep knowledge of 
data contained in systems of record that the customer 
experience officer and/or CMO organizations must tap 
into to craft and enrich the customer engagement layer 
and deliver a compelling, personalized experience. While 
many CIOs (87%) say CEOs must promote collaboration  
between the CIO and CMO, a stronger tactic may be for 
the CIO to “package” this data expertise as a service, 
securing an integral role in digital transformation that 
transcends traditional delivery. 

Digital Transformation Challenges 
Respondents listed numerous challenges to digital 
transformation, including budgets, legacy systems 
complexity, cultural change and a lack of commitment 
from the top levels of the organization. CIOs can take 
the following measures to play a leadership role in 
overcoming these barriers:

• Pursue venture-capital style funding for digital initia-
tives (see Quick Take, page 6). 

• Use a managed services model to pivot to digital 
more quickly while reducing capital costs.

• Deploy analytics tools and intelligence layers to 
drive more meaning and insight from the rich data 
sets inside legacy systems. 

• Deliver cybersecurity solutions and ensure new 
digital solutions are compliant. 

By proactively addressing these issues, the CIO and 
IT organization can model new behaviors and deliver 
innovative services that stimulate culture change, 
inspire C-level leadership and meet budget constraints.

Understands the role of 
technology in shaping
digital customer experience

Clearly captures and 
articulates the requirements 
of business units

Most often sticks 
to the requirements 
of business units

Makes commitments to
business units, following

agreement with the CIO team

Understands the complexity 
of integrating off-the-shelf 
digital products/solutions

Understands the IT architecture 
and security needs while selecting 
or recommending digital solutions

AGREE
STRONGLY AGREE

49%

38%

38%

36%

34%

36%

51%

49%

45%

43%

34%

42%

CIOs View CMO as Supportive  
of Digital Transformation

Base: 50 healthcare sector CIOs 
Source: Cognizant Research Center

Figure 2
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Leadership Is Critical to CIO Success
Respondents widely believe that CIO leadership is crucial to digital trans-
formation success, as CIOs can draw on their extensive knowledge of 
the business challenges and opportunities of the organization, as well 
as their technical expertise (see Figure 3). Most CIOs say they already 
fully participate on the organizational executive team, are important to 
business strategies that involve digital components and spend “much 
time” aligning digital strategy with business needs. 

However, while one-fourth of respondents said they are currently leading 
digital transformation, this percentage lags behind the other industries 
we surveyed, in which an average of 34% of CIOs assert they are leading 
digital transformation. In healthcare, about half of respondents said CEOs 
are leading digital transformation, compared with 29% across industries, 
and 55% said CEOs also sponsor digital initiatives, compared with 42% 
of CEOs in the general survey. (See “Being Digital: How and Why CIOs Are 
Reinventing Themselves for a New Digital Era.”)

In comparison, just 21% of healthcare CIOs reported they have sponsored 
digital projects (see Figure 4, next page). That puts them ahead of their 
counterparts in the pharmaceuticals and property and casualty insurance 
spaces, according to our research, but well behind banking and financial 
services, where 43% of CIOs self-identified as project sponsors.

Overcoming the Budget Barrier to Digital Transformation
Healthcare is under extreme pressure 
to deliver higher quality care at lower 
costs, so it’s not surprising that more 
than 75% of respondents said “lack of 
budget” was the greatest obstacle to 
digital transformation. Yet digital is the 
key to reducing costs by streamlining 
organizational processes, analyzing the 
clinical data needed to make better care 
decisions, and offering better health 
management tools to caregivers and 
consumers. What path leads out of this 
conundrum?

Many CIOs say they are partnering 
with CMOs because they own the 
digital experience and have the 
budget for consumer-facing projects. 
Yet CIOs are best positioned to 
integrate customer-centric apps with 
internal analytics tools and databases  
to ensure caregivers, members and  
 

patients receive the best information 
and insights. One way to ensure that 
technology, clinical and marketing 
expertise infuse (and fund) digital ini-
tiatives is to adopt Silicon Valley’s 
playbook and launch internal cross-
function venture teams, just as many 
consumer goods, financial and industrial 
companies have done.1 

This approach can include creating 
in-house innovation labs, business 
accelerators, hackathons and Shark 
Tank-style competitions. The CIO and 
team should participate in these initia-
tives and be lead voices in evaluating 
results. The CIO may also use these 
models to help the CEO and board 
evaluate funding and financial per-
formance in a new, digital light, with a 
focus on building longer-term rewards 
vs. short-term results. 

For these approaches to succeed, it 
will be critical for health organizations 
to also adopt the Silicon Valley mantra 
of “think big, start small, fail fast” and 
recognize the value of lessons learned 
from failures. These can be used to 
fine-tune efforts. Net savings from 
enhanced processes and revenues from 
growing market share gained via new 
services can be funneled into additional 
innovation. 

Quick Take 

Leads from the front

Innovator/co-creator

Transformational 
leadership

Networking and 
relationship building

Socially savvy

Game changer

Politically savvy

89%

86%

87%

80%

81%

80%

77%

79%

Big risk taker

#1

Critical Skills and  
Competencies of the Digital CIO
Percent of respondents who agree or strongly 
agree with the following CIO attributes.

Base: 50 healthcare sector CIOs 
Source: Cognizant Research Center

Figure 3

https://www.cognizant.com/content/dam/Cognizant_Dotcom/article_content/life_sciences/Being-Digital-How-and-Why-CIOs-Are-Reinventing-Themselves-for-a-New-Age-codex1508.pdf
https://www.cognizant.com/content/dam/Cognizant_Dotcom/article_content/life_sciences/Being-Digital-How-and-Why-CIOs-Are-Reinventing-Themselves-for-a-New-Age-codex1508.pdf
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These numbers may help explain why IT is often seen as a supporting player within 
the healthcare organization, delivering important functions but neither leading nor 
sparking transformation. In our observations, CMOs, chief customer experience 
officers and chief digital officers are often perceived as key change agents. 

Making the Transition to Chief 
Influencer and Transformer
However, we believe CIOs and IT organizations can bring an 
invaluable set of skills, capabilities and experience to their orga-
nizations’ transformation and digital adoption needs. CIOs are 
also best equipped to emerge as the chief integration officer. 
This “new” CIO is uniquely positioned to understand which of 
the many systems and applications, databases and processes 
in the organization will have a direct impact on customer-fac-
ing initiatives. That knowledge then becomes a springboard for 
the IT organization to develop a variety of critical capabilities 
that are core to digital success. 

To operate effectively as the chief integration officer, CIOs 
should focus on building new capabilities into the IT organiza-
tion, such as integration services, analytics and information 
management, and cybersecurity and privacy. 

CEO

CIO

CMO
CDO

CTO CFO

CEO

CIO

CFO

COO

Business
Unit

Heads

51%

25%

11%

6%

4% 4%

55%

21%

115%

6%
4%

The CEO is leading 
digital transformation …

… and sponsoring
digital initiatives.

CEOs Embrace Digital Transformation

Base: 50 healthcare sector CIOs 
Source: Cognizant Research Center

Figure 4

This “new” CIO is uniquely 
positioned to understand 
which of the many 
systems and applications, 
databases and processes 
in the organization will 
have a direct impact on 
customer-facing initiatives. 



8    KEEP CHALLENGING     May 2016

Integration Services
Healthcare’s systems of record are often proprietary legacy systems that are rich 
in data but difficult to integrate. The CIO organization has a unique understanding 
of these systems, including what role they play in the organization’s operations, 
their interdependencies with other systems and the breadth and depth of data they 
contain. This knowledge positions the chief information/integration officer and the 
IT organization to develop a portfolio of critical services for digital initiatives. These 
services include:  

• Deploying systems of intelligence. New systems of customer engagement typi-
cally must draw on clinical, claims and/or financial data stored in legacy systems 

of record. Care managers rely on clinical data 
to decide whether an intervention is needed; 
payers need to retain business from members  
aging into Medicare plans. To ensure engage-
ment systems offer these insights and choic-
es, organizations need to develop a “systems 
of intelligence” layer. Systems of intelligence 
will power engagement interfaces with data  
and analysis drawn from systems of record, as 
well as ensure new data gathered from each 
customer interaction is properly stored and  
accessible. 

CIOs must position the IT organization to own 
the process of deploying systems of intelli-
gence. They also need to help the organization 

appreciate the possibilities for using existing data to create powerful consumer 
engagement experiences by bringing innovative ideas to the table and delivering 
them more quickly than before. 

• Developing platform strategies. It has become almost impossible for health-
care organizations to innovate with the same speed the market does. To keep up, 
some healthcare leaders are deploying digital platforms that support a library of 
vetted third-party apps embedded in a common engagement layer so users expe-
rience a consistent look and feel across all services (see Quick Take, next page). IT 
organizations must take a lead in evaluating and deploying these platforms and 
apps, and ensuring integration with other systems as necessary. 

• Creating application programming interfaces (API). Related to the platform 
strategy, some healthcare organizations are opening application program inter-
faces (API) to third-party developers, enabling them to access carefully selected 
data sets and IT system services so they can brainstorm and build next-genera-
tion health apps. The CIO has the expertise to lead these “sandbox” initiatives 
and evaluate their outcomes.

• Ensuring post M&A data/systems integration. The industry’s rampant M&A 
activity will only prove successful if merging organizations streamline integra-
tion of their systems, processes and data to realize economies of scale. CIOs are 
uniquely positioned to lead these efforts, with their understanding of IT infra-
structures, data architectures, systems, supported processes, etc. This “insider’s 
intelligence” is critical to smooth integration of critical systems.

• Brokering technology contracts and services. IT should be the organization’s 
“technology broker,” helping non-technical areas source technology, align digital 
initiatives with the overall business strategy, and integrate systems and services. 
IT very likely has existing vendor relationships that can help manage these ser-
vices and ensure they meet security and compliance requirements. 

Healthcare leaders are deploying 
digital platforms that support a 

library of vetted third-party apps 
embedded in a common engagement 

layer so users experience  
a consistent look and feel across  

all services.
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Analytics and Information Management
“Retailers would kill to get their hands on data sets as large as ours,” one CIO said of 
healthcare’s vast information stores — just before pointing out that privacy regula-
tions restrict how organizations may use that data. 

CIOs have a unique appreciation for the volume and granularity of healthcare data 
and must use this knowledge to develop strong data analysis capabilities within 
their organization. These analytics skills can become a core service that IT provides 
to other areas of the business and even monetizes as a commercial service for 
other healthcare organizations.

Cybersecurity and Privacy 
Data security and privacy are key aspects of delivering a better member experience. 
IT is well versed in complying with healthcare’s privacy regulations. Further, IT is 
best suited to understand the technological complexities of securing and protecting 
the health organization’s specific systems. Predictive analytics, increasingly used 
in security to identify behavior patterns and potential vulnerabilities, requires big 
data sets, which lands in the CIO’s sweet spot. 

How Open APIs Help Healthcare CIOs Lead Digital Transformation
While healthcare organizations need to 
foster internally driven innovation, our 
experience indicates that not all organi-
zations can equal the market’s venture 
capital-backed speed and agility in dev- 
eloping new services and processes. 
Leading a platform strategy enables 
healthcare CIOs to capitalize on market-
driven innovations while still ensuring 
members and patients receive a high-
quality, seamless experience.

Healthcare platforms encompass four 
layers: 

• A foundational layer that supports 
the systems of record.

• A data integration layer.

• A powerful new intelligence layer that 
is supported by the data integration 
layer.

• An experience and engagement layer. 

An app store-like function enables 
clinicians and business users to choose 
from vetted, pre-integrated apps, so 
they can quickly access the functional-
ity they need. The CIO can help maintain 
digital governance, ensuring these apps 
fit into the overall digital vision, as well 
as the routine yet vital operations and 
maintenance strategies. 

The platform also provides developers 
outside the organization with access 
to APIs, which can introduce out-of-
the-box ideas about how to use the 
wealth of data in the systems of record. 
These APIs enable developers to easily 
incorporate healthcare services into 
their applications that can be delivered 
through the engagement layer to end 
users through a variety of devices, from 
smartphones to clinical monitors. 

Platform strategies enable more business 
agility, yet they also require technology, 
integration and data expertise to 
deploy successfully. Similarly, deciding 
which data and services to expose in 
an API is an especially delicate process 
in healthcare, with its myriad privacy 
regulations and stores of extremely 
sensitive data. With their expertise and 
experience in all these areas, the CIO 
and IT team are naturals for champion-
ing and executing on platform-based 
innovation.

Quick Take 
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That said, the IT organization may need to acquire its own analytics expertise 
to better understand security loopholes and patterns of malfeasance. Given 
that half of CIOs (55%) say privacy and compliance issues are concerns for 
healthcare digital initiatives, the IT organization can carve out an important role  
in this space, with the CIO ensuring that security and compliance are primary 
considerations when new digital projects are launched, as well as providing cyber- 
protection solutions and services (see Figure 5).

Navigating the Way Forward
Respondents proclaimed themselves ready to take on an array of new responsibili-
ties and skills to meet the demands of digital transformation (see Figure 6). Just as 
this step involves a self-assessment to identify needed skills, CIOs can also lead an 
assessment of their healthcare institution’s digital capabilities and areas that need 
fortification.2 This exercise equips the CIO with intelligence that must be passed 
along to the entire organization to succeed at digital transformation. It also will 
identify where the IT organization may lead.

Patient/Member Touchpoints

• Required digital capabilities: Customer centricity. 

While the healthcare industry has always focused on serving patients and  
members, organizations rarely took a consumer-centric approach in their 
processes; now, however, they must give members and patients greater autonomy 
and choice, and strive to meet their expectations. The CIO has the most universal 
view of the healthcare systems, data and tools that affect the patient/member 
experience.

Strategy and Innovation

• Required digital capabilities: Agility, continuous iterative planning cycles, 
openness to risk and failure, institutional innovation. 

To execute true digital transformation, healthcare organizations need to radically 
reshape existing institutional and industry business models, which requires 
moving away from heavy processes, short-term perspectives and innovations 
that focus only on products or services. Because the consumer healthcare 
experience is not controlled by one institution or system, innovations need to 
redefine what the industry considers “standard practice,” which will almost 
certainly involve collaboration and partnerships — yet another opportunity for 
CIOs to develop negotiating skills. 

Use of Insights

• Required digital capabilities: Data-driven culture. 

The data-driven organization makes decisions based on metrics vs. opinions. 
Healthcare is already moving in this direction with evidence-based care; now it 
must extend that rigor to other processes, including generating and testing ideas. 
The CIO can lead in recommending analytics tools and methods.

Leadership and Culture 

• Required digital capabilities: Employee empowerment, new metrics for 
success, transparency and trust. 

CIOs must lead by example, taking an entrepreneurial approach to recommend-
ing and developing solutions and services for the healthcare organization. The 
majority of CIOs (83%) said their teams are already working with the CMO’s orga-
nization on enterprise-wide digital transformation projects. This cross-functional 

55%

53%

30%
Medicare/Medicaid
Regulations

HIPAA
Compliance

Privacy

Top Concerns for Digital 
Program Implementation

Base: 50 healthcare sector CIOs 
Source: Cognizant Research Center

Figure 5
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activity can provide opportunities for IT to shape new products and services that 
require integration and analytics expertise, such as including test results and 
interpretations in member notifications. CIOs should incent and reward team 
creativity and innovation, as well as for reaching operating metrics targets. 

Products and Services

• Required digital capabilities: Smart, connected design; interoperability with 
ecosystems and platforms; focus on marketing and monetization. 

Healthcare is already connected to the “Internet of Things,” from wearable 
fitness devices to bedside monitors. The CIO must own efforts to weave these 
capabilities into an integrated, seamless experience for members and patients. 
This can include integrating data from wearables into analytics programs that 
health coaches can use to provide nutrition and fitness advice, or helping 
clinicians analyze data to improve workflows.

Systems and Processes

• Required digital capabilities: Scalability and automation. 

Using their IT expertise, CIOs can help scope the resources and methodologies 
required to successfully replicate the success of small projects on a broad scale. 
CIOs should also lead the organization’s adoption of robotic process automation 
(RPA) for the many repetitive, rote tasks involved in healthcare delivery. (For 
more on this topic, please see our white paper “The Robot & I: How New Digital 
Technologies are Making Smart People and Business Smarter.”)

92%

Chief Influence Officer
Maintain excellent working relationships 
with other business leaders

90%90%

Chief Talent Officer
Work closely with HR team in bridging 
the IT/business skills gap

Chief Inclusive Officer
Promote an open and innovative
enterprise culture and enforce
talent value chain seamlessly

88% Change Agent

87%
Digital Coach

82% IT Evangelist

80% Governance Champion

The Evolving Digital CIO Role
Percent of respondents who agree or strongly agree with the following CIO roles.

Base: 50 healthcare sector CIOs 
Source: Cognizant Research Center

Figure 6

https://www.cognizant.com/InsightsWhitepapers/the-robot-and-I-how-new-digital-technologies-are-making-smart-people-and-businesses-smarter-codex1193.pdf
https://www.cognizant.com/InsightsWhitepapers/the-robot-and-I-how-new-digital-technologies-are-making-smart-people-and-businesses-smarter-codex1193.pdf
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Individual digital projects are not the same as digital transformation, and the CIO 
can drive home this point by leading both the IT organization and cross-enterprise 
stakeholders through this assessment. Just as the healthcare CIOs in our survey 
detailed the evolution of their roles, healthcare organizations must also undergo 
a similar process, reimagining business models, organizational structures, talent 
requirements and more. The CIO can model this process for the rest of the orga-
nization and, by doing so, create a multifaceted and rewarding role for themselves. 
Healthcare CIOs can lead their organizations to a point at which “being digital” 
is synonymous with delivering high-quality, high-value care that anticipates and 
exceeds member and patient expectations. 

Methodology
Our study was fielded in November 2015 to 200 North American CIOs and those 
with similar IT leadership job titles across the banking, P&C insurance, healthcare 
and life sciences industries. This white paper focuses exclusively on the responses 
provided by 50 CIOs from the healthcare industry.

The questionnaire was instrumented by the Cognizant Research Center (CRC) and 
conducted via phone by our partner E2E Research. The interviews allowed time for 
open discussion, and verbatim comments were recorded with respondent approval. 
The findings (split equally across the previously mentioned industries) were jointly 
analyzed by CRC and Cognizant Business Consulting.

Footnotes
1 Jennifer Alsever, “Startups ... Inside Giant Companies,” Fortune, April 26, 2015, 

http://fortune.com/2015/04/26/startups-inside-giant-companies/.

2 Rob Asen, Ted Shelton and Burkhard Blechschmidt, “Making Digital Real and 
Rewarding,” Cognizanti, Vol. 9, Issue 1. 
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About Cognizant Research Center
With over 100 analysts, Cognizant Research Center (CRC) offers 
a wide array of business, market and research as a service (RaaS), 
an end-to-end offering through which research is delivered 
via a range of models — from traditional full-time equivalent-
based, through “pay per use” services. Through RaaS, CRC 
primarily addresses the unevenly distributed research needs 
of marketing teams, on demand. Learn more by visiting latest-
thinking.cognizant.com/business-process-services/research-
analytics.

About Cognizant Business Consulting

With over 5,500 consultants worldwide, Cognizant Business 
Consulting offers high-value digital business and IT consulting 
services that improve business performance and operational 
productivity while lowering operational costs. Clients leverage 
our deep industry experience, strategy and transformation 
capabilities, and analytical insights to help improve productivity, 
drive business transformation and increase shareholder value 
across the enterprise. To learn more, please visit www.cognizant.
com/consulting or e-mail us at inquiry@cognizant.com. 

About Cognizant
Cognizant (NASDAQ: CTSH) is a leading provider of informa-
tion technology, consulting, and business process services, 
dedicated to helping the world’s leading companies build stron-
ger businesses. Headquartered in Teaneck, New Jersey (U.S.),  
Cognizant combines a passion for client satisfaction, technol-
ogy innovation, deep industry and business process expertise, 
and a global, collaborative workforce that embodies the future 
of work. With over 100 development and delivery centers world-
wide and approximately 233,000 employees as of March 31, 
2016, Cognizant is a member of the NASDAQ-100, the S&P 500, 
the Forbes Global 2000, and the Fortune 500 and is ranked 
among the top performing and fastest growing companies in 
the world. Visit us online at www.cognizant.com or follow us on 
Twitter: Cognizant.
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