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house keeping

* All lines have been muted.

* Please close any online programs to avoid experiencing
“dragging speech.”

* If you experience difficulty during the webinar, please
use the chat box on your control panel to
communicate with the organizer.

* You should adjust your own volume on either your
speakers and/or headset.

» Attendees can ask questions by typing it into the
question box on the control panel. Questions will be
addressed at the conclusion of the webinar.

* You will be provided with a short survey to complete at
the conclusion of the webinar. Please take a few
moments to provide us with your feedback to help us
improve future webinar presentations.

* Presentation is being recorded & the link along with the
Power Point Presentation will be sent to you next week.
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cardiovascular program trends

Patient Demographics Hospital Dynamics Market Dynamics

 Rise of the baby boomers © Significant driver of { Increased competition
contribution despite flat

historical growth e lAn[SEIES @If ATl

reforms

f Poor patient compliance
f Increase in comorbidities £ Outmigration recapture
+ Patient engagement thanks to new clinical
capabilities f Emergence of minimally
iInvasive techniques

f+ Screening programs

{ Rise in government-
iInsured patients { Rising costs tied to
introducing innovative {4 Shift of procedures to

¥ Decline in smoking techniques OP arena



Mmarketing imperatives for today's
cardiovascular programs

Explore opportunities to position brand as
best in class

Overcome silos to establish coordinated
vs. episodic care

Nurture Referral Relationships
Engage Patients & Consumers

Demonstrate Bottom-Line Impact



sources of data

internal Encounters

data Financial Trends
Referral Analysis

priorities

Market Share

Network Connections IRCAGCLIAEL
.Census Data data
Hospital Compare
.
strategies

field Outreach Activity

Issue Trends

isit Intelligence

data Visit Intellig _

Competitive Analysis tactics




o fe sl

the eight p's of
data-enabled development

products that perform

position in the market

profitable volumes

patient pipelines

physician alignment

prioritization

planning for progression

proving returns



iInternal data



getting
targeted

Based on our existing referral logs, what business can we not afford to

lose? What can we do to maintain these partnerships?

Which employed need additional education or introduction to network

peers who specialize in specific services or procedures?

Do first referral trends indicate there new patient pipelines out there?

How can we further explore and maximize these opportunities?

How can we further connect with our own patients to build brand

loyalty?



understanding service line value
Internal Analysis - Overview

Profile Filters:

Total Filtered Statistics (Attending Practitioners)

Revenue Volume Length of Stay
$208,979 1,801 0.00 Days

Total Volume by Facility (Attending Practitioners)

150

100

50

January February March April May June July August September October November December

Total Volume Payer Mix by Facility (Attending Practitioners)
@ weaicare | 1,539

Carefirst Bc Nasco Accounts [l 68
Aetna Medicare Open Plan Pffs . 21
Aetna l 15
United Healthcare Medicare l 13
12
Carefirst Administrators Cfa l 12
Bc Bs Federal Standard I10
Carefirst Blue Choice 110

Source: Scout Dashboard based on Client's SAMPLE internal data (data altered to protect client confidentiality)

m Clear All

Filters
Date Type:
Admission Date o
Date Range
1172017 12/3172017
d D
Analysis Type
Total Volume v
Analyze By
Faciiity v

Referral Type

Attending v
Facility

Chicago General Medical Ce... v
Service Line

(Al v

Sub Service Line

(Al 8
Service Type
(Ally v

Financial Class

(All) v
Payer
(Al v

Procedure Code Type
Null v



Referral Variance Month over Month

Profile Filters:

Referral Variance MoM

Internal Analysis

Month over Month by Total Volume Filters
2016 Admission Date
Name Specialty March April May June July August September October November December| Total | January February  March A 10132015 1213112017
Abadie, Marcus G Emergency Medicine 1 2 1 4 - d D
Abdelhalim, Ahmed Nabil  Surgery 2 1 1 1 1 6 2 Analysis Type
abiigy, Joseph Alpert  Obsiclics & Ginecoloy 69 54 29 &7 59 40 20 54 43 61 556 49 58 35 Total Volume .
Abramowitz, Joshua Family Medicine 1
fchacoso, Joseph A Internal Medicine 2 1 1 23 4 6 4 Referral Type
Acreman, Anne E Internal Medicine 2 3 1 5 5 2 26 1 1 3 Attending M
Adcock, Lisa Mae Endocrinalogy 1 1 1 5 1 Facility
A dekunle-Ojo, Aderonke O.. Pediatrics 125 121 115 136 104 97 157 143 130 169 1,297 124 113 127 @) .
Aeschlimann, Carlos Alfre.. Family Medicine 3 5 6 3 3 7 2 4 40 1 1 5
Aguilera, Juan A Hospitalist 14 27 | ServicelLine
Aguillard, Paul Cary PA and APN 1 2 1 3 1 11 Cardiology
Aguilu, Steven D Internal Medicine 2 o
Sub Service Line

Ahmad, Nabil M Cardiology 1 1 A .
Ahmed, Ziauddin Surgery 1
Aikin, John D PA and APN Service Type
Airewele, Gladstone Ehia.. Orthopaedics 6 6 2 1 7 7 2 4 & 1 a7 1 4 Clinic Referrals
Al-Fahl, M Tarek Family Medicine 1 1 1 3
Allaw, Mohammed A Pediatrics 3 1 1 Financial Class

4

(All) v

know key players find leakage faster visualize growth

Monitoring variances can identify top referring Monitoring variances by targeted groups of providers can

Monitoring variances can help visualize referral gaps so your

physicians. team can explore & recover lost referrals in a timely manner. help demonstrate if & how referral volumes are growing over

time.

Source: Scout Dashboard based on Client's SAMPLE internal data (data altered to protect client confidentiality)



Profile Filters:

First Referrals - Custom

First Referrals | Internal Analysis
90
80
80
80
70
60

t Reteral
&
S

explore initial visit impact

Reviewing first referral data can tie back first referrals

to initial outreach visit.

First Referrals by Date

understand return on visit trends

Filters
First Referral Date

7112016 83172017

Service Line

(Al v

identify new prospects

Monitoring key trends can uncover understand patterns that will ~ Following up on unsolicited referrals can highlight

u
July 2016 August 2016 Saptember 2016 ictober 2016 Novermter 2008 Decomber 204 larumary 2017
Referring Providers
E"':.' Referral  corvice Line Name Fiest Activity :\'I';: ACHVRY  (jnar g‘;’:: C;'m :,:::IF:
7112016 Consultations Armbreen Sharal 2016-08-05 Folaw-Up Shanna Hil 35 2 5 &
New Patient Visits  lan L Sachs Pending 0 ] 3 l
7132016 Hospital Consulls  Nira| Patel 2016-09-08 Folow-Up Shanns Hil 67 1 3
7152016 Consullations Sandeep Gupta 2016-05-05 Activity Pror Allison Ellis 0 4 6
I Paul Smith 2016-02-19 Activity Prot Migued Burke 0 14 10 I
Alison M Blazek 2016-08-18 Folow-Up Miguel Burke a4 7 12
Donakd R Metz Pending 0 0 9
Michaed Kaldis Pending 0 0 2
Samana Kadwsla Pending 0 0 1
New Patient Visits  Nicoe M Jamison 2017-04-03 Folow-Up Migued Burke 272 2 N 4
€ Undo [& Revert  [A Refresh f‘: Pause

support future planning.

Febnuary 2017

March 2017

new relationships.

Apal 2017 May 2017

Networked Practitioner List

*hi Original View FJJ Download



using outgoing referral data to
measure network utilization

captured % of employed | Captured % of employed

PCP referrals fyl6 PCP referrals fyl7

Cardiologist A Splitter 13.6% 6.2% (7.4)
Cardiologist B New - 8.9% 8.9
Cardiologist C Splitter 74% 2.1% (5.3)
Cardiologist D Loyal 12.9% 29.8% 16.9
Cardiologist E Loyal 11.4% 23.3% 11.9
Cardiologist F Splitter 3.7% 2.5% (1.2)
Cardiologist H Loyal 11.7% 18.0% 7.3
Cardiologist | Disloyal 39.3%

% Referrals to Loyal 36.0% 80.0%

Source: Scout Dashboard based on Client's SAMPLE internal data (data altered to protect client confidentiality)



patient & consumer
data



examples: patient engagement

500th TAVR Celebration Invite
Vascular Screening Offer ol E - _!'El‘l‘lgfn“ﬂ’f??‘%l’féf*%[
Cardiology Team Marketing f
WATCHMAN Campaign

Chest Pain Accreditation/GOLD TJC status

Heart-to-Heart Event Invite




using data to drive patient volume

Geography Using Data to drive patient volume to cardiovascular service lines and downstream
revenue to other TGH services through traditional marketing channels.

* With the help of a CRM tool we are able to identify those at most risk for cardiac
conditions and build a paid search and email campaign targeting those individuals.

Campaign Goal Recap

Utilize an integrated omnichannel campaign to drive
awareness & utilization of cardiovascular service at TGH.

Email KPlIs Paid Search KPlIs Lead Details
Delivered Emails Impressions Clicks to take Heart
Opens Clicks Risk Assessment
Click Through Leads Phone Calls
Patients Patients
Total CM Total CM
New Patient CM New Patient CM
Tampa
JGH General

@ Hospital



targeted marketing to what we
know about the population

| l-mcnnauc\-.muummm

Atrial Fibrillation Symptoms - Find Out If You're At Risk
(Ag] www.tgh.org/heart/assessment
Find Comprehensive Heart Care at TGH, or Take a Health Risk Assessment Now

) Tampa
JGH Geng_ral
Hospital



assess the impact of the campaign
campaign through data analysis

Campaigh Summary: Cardiology

Service Line Goal: Result

426,833

15,981

348

361 (3.3%)

$281k

6/1/2017 - 12/31/2017

Impressions: direct mail & email touches +
all digital impressions

Interactions: click

Leads: HRA submissions + calls

Encounters & % from New Patients:
based on campaign goal criteria

Contribution Margin: from goal encounters

) Tampa
JGH Genghﬂ
Hospital



data driven community outreach lectures

Campaign Metrics

investment $4,054

communications 6,237 | contribution margin $100,131

reach 6,229 | ROI 10.91:1

Communications per Geography

Withla

©) StlLeo

Port Richey
New Port
Richey

Green Pond @

Zephyrhills

®
Crystal Springs Polk City
Tarpon b
Springs o v
Kathleen L4 H
ke Alfred
Lake Alfr
Palm Harbor Citrus Park
= hon 2883 Aubumndale
= Lakeland
Dunedin L4 Plant City Winter Haven
1 Lakeland
Clearwater . ' & Highlands
Largo s
g [GDR 275 Mulberry Bartow
@
Bradley
Juncti
Treasure fapolio Beacy WPHININGR U« U
Island Brewster

Ruskin Sun City
Center (674 5 )
St Pete Beach Fort Lonesome

Using the same CRM tool, the community outreach lectures
can be better targeted and have measurable outcomes.

* |[dentify the population that is at greatest risk for heart

disease.

 Target invitation mailing to those identified households and
run paid social media promotion in those communities.

* Track the impact of the outreach event by using the CRM
tool to determine which household that received an
invitation or attended the event became a new patient in our
system for a similar clinical diagnosis after the event.

* Use population data gathered from this campaign to
continue to target this population with relevant digital media
to further tie them to our hospital.

) Tampa
JGH Geng_ral
Hospital



market ntelligence



getting
targeted

Based on your organization’s strategic plan, which service lines are poised
for growth and why?

What growth accelerators (new physician, procedure, demand, etc.) are
driving these assumptions?

Are there any growth barriers that need to be mitigated?

Are there specific volumes | should go after to maximize service line
performance?

Who are the top providers for these and where do they prefer to practice?

What is our current market position? Are we in a position to gain or lose
market share?



using state data to understand key players

top CVT surgeons hospital market share

smith | 167
Svadhi | 129 Competitor 3
21%
Peters |GG 114
Thomas N 63

Competitor 2

13%
Jones NN 59
Paulson [} 7 Competitor 1
31%
0 50 100 150 200

Source: Data based on Client's SAMPLE External Claims Data (data altered to protect client confidentiality) @



using CMS data to explore claims trends
CMS Provider Statistics

Clear All

Profile Filters:

CMS Provider Statistics = Practitioner List

Practitioner Total Volume Practitioner Filters
Practitioner Name Specialty Claims Period
e Wilams 00| o -
Gilbert H Tang Surgery - Thoracic Surgery (Cardiothoracic Vascul.
Rick Esposito Surgery - Thoracic Surgery {Cardiothoracic Vascul. Analyze By:
Daniel G Ciaburri Surgery - Thoracic Surgery (Cardiothoracic Vascul. Total volume M
William Kokotos Surgery - Thoracic Surgery (Cardiothoracic Vascul. Service Line
. Cardiology (All) v
Sub Service Line
Practitioner Networks (Al M
Interval Code Description
Rendering Name Specialty 30 60 90 180 (Multiple values) -
Sydney J Mehl Cardiology - Cardiovascular Disease _ 161 _ 184 _ 184 _ 187
Charles J Love Cardiology - Cardiovascular Disease I I 0: I 2 I c
Ricardo J Benenstain Cardiology - Cardiovascular Disease [ I I I s
James Slater Cardiology - Cardiovascular Disease - 59 _ 76 _ 76 _ 76 Networked Filters
Michael Attubato Cardiology - Cardiovascular Disease I I - I s B Referral Period
Albert Jung Cardiology - Cardiovascular Disease N N 2 N N 2015 -
Eugene E Kim Cardiology - Cardiovascular Disease . 18 - 22 - 23 - 27
Adriana M Quinones-Garcia ~ Cardiology - Cardiovascular Disease . 20 . 20 . 20 . 22
William J Cole Cardiology - Cardiovascular Disease | RE | ) N2 N2 Rendering Specialty Type
Stuart Dickerman Cardiology - Cardiovascular Disease . 17 . 20 . 20 . 20 (Al A
Barry P Rosenzweig Cardiology - Cardiovascular Disease . 15 . 19 . 19 . 20
Robert M Applebaum Cardiology - Cardiovascular Disease | RE! | R | R | kY Rendering Name
Arthur Z Schwartzbard Cardiology - Cardiovascular Disease Ii I 1 l 1 l " l 12
Robin Freedberg Cardiology - Cardiovascular Disease . 14 . 14 . 16
Adam H Skolnick Cardiology - Cardiovascular Disease 2 | §H | RE

Source: Scout Dashboard based on Client's SAMPLE External Claims Data (data altered to protect client confidentiality)



accessing additional claims groups
Procedure Analysis

Profile Filters:

Procedure Analysis = Practitioner List

“ Clear All

Procedure Analysis Dashboard 'TI_U

Dashboard Totals

Total Practitioners

b
22

Volume Estimated Total Revenue

il ($)
94 0K $249.4M

Top 100 Places of Service (Volume)

Group Facilities By: Facility Type Expand Search? Facility Name Facility State Facility Zip Practitioner Name NPI

Facility v | | Hospital + | [No

Chicago General Medical Center
Advocate Christ Medical Center

Loyola University Hospital

Greater Chicago Medical Center
Adventist Hinsdale Hospital

Edward Hospital

Advocate Lutheran General Hospital
Advocate He Lutheran General Hospital
Advocate Good Samaritan Hospital

Adventist La Grange Memorial Hospital

A + | [an - : (All) v | A -
2o RN o682 $350M -
s so IR, 7,547 | $25.8M
o 4964 | $22.5M

s 2o N 2,784 | $9.0M

s T 2,514 | $12:2M

5.1 T 2.451 | $14.7M

12+ 1,883 | $10.4M

217 N 1,416 | $1.4M

225 R 1,274 | $5.4M

220+ 1,053 | $5.9M

Source: Scout Dashboard based on Client's SAMPLE External Claims Data (data altered to protect client confidentiality)

Practitioner List
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top proceduralists analysis
Procedure Analysis

Profile Filters:

Procedure Analysis = Practitioner List

“ Clear All

Procedure Analysis Dashboar ”]_U

Specialty Type Specialty Network Status
(Al o (Am v | | Out-of-Metwork  +
Practitioner Network Unique
Name Practitioner Specialty Status Patients
Ahmad Irfan Cardiology - Cardiovascular Disease Qut-of-Network 4,180
Helena H Choi Cardiology - Cardiovascular Disease Out-of-Network 5,123 EICIGICT TN G, 722

Harold R Harmon  Cardiology - Cardiovascular Disease
Barbara E Carr Cardiology - Cardiovascular Disease
Dale Lane Cardiology - Cardiovascular Disease

outorNetwork 2,295 | 6. 111
OutorNetwork 2,193 [N 5,788
OutorNetwork 2,898 AN 5 421

Practitioner Volume and Opportunity

EIGIEIEE T 14,825

$12,736,037

I 5,149,061
I ¢ ¢,543,746
I 6,654,410

Procedure Volume by Service Line

Estimated Total Revenue

Service Line Total Volume

Caraotogy | .33 | $24.21
weaicine | .05 | 5.2}
Evaluation and Manageme.. || NG G 352 | 52.7M
Pathology and Laboratory [ 5.051 | 51.0M
miscetianecus |GGG £ 477 | $7.1K
Radioclogy [ NNEGEEEEEEEE 3.356 | $14.3M

Neurology [JJjj 409 | $2.1M
Pulmanalnav 1112 1 837 AK
Sub Service Line Procedure

(Al v A v | [an .

Service Line

Practitioner Payer Mix
Third Party Commercial [N 33.75%
Third Party Managed Medicaid [N 2-55%
Medicare [JJJjj 13-50%
Third Party Managed Medicare [ 5.42%
Medicaid ] 3.75%

Total Volume by Place of Service

* @

Chicago General Medical Center

Geneva - Chicago
P Wheaton ® ] g
Loyola [ ]
4
_ o o
AUI;OVJ Napc;:)rwlle ®
1 .. »
© OpenStreetMap contributors'™ '™ 3]

Source: Scout Dashboard based on Client's SAMPLE External Claims Data (data altered to protect client confidentiality)



exploring patient pipelines

Shared Patient Relationships for Ahmad Irfan, Barbara E Carr, Dale Lane and 2 more

Specialty Tyj5% ~ Specialty Network Status Inb d Specialty Type Specialty Network Status =~ ~ Outb d
PCP v A v A . Inbound (AI) v surgery—.. v | (Al »| Luibound
Initial Provider Specialty Secondary Provider Specialty
Anwer Mukhtar Siddigi Internal Medicine - (Generalist) _ -35,149,051 Andrea L Adamczak Surgery - Thoracic Surgery (Cardi.. _' .337_953 -
Daniel J Lewis Internal Medicine - (Generalist) _ 225 - $4,197,604 -583?,6?3 Gurpreet Singh Surgery - Thoracic Surgery (Cardi.. _l . $107,579 _
Ann M Aponte Internal Medicine - (Generalist) || G 181 .53_334,303 James Francis Clancy Surgery - Thoracic Surgery (Cardi.. ||| | NG 26 -5335,772 —
Gilford Vincent Internal Medicine - (Generalist) || N 146 — 520,95- $773,867 Christopher Loscalzo Surgery - Thoracic Surgery (Cardi.. [ 12 .533,457 . $223,872
Anjali A Desai Internal Medicine - (Generalist) [N 120 - $9,081,442 . $212,965 Eduardo A Garcia Surgery - Thoracic Surgery (Cardi.. ||l 12 - $320,694
Claudia Lapidus internal Medicine - (Generalist) [N 118 -;3,973_323 .5273503 Jenny Tangwah Lim Surgery - Thoracic Surgery (Carai.. [ 11 .530,703 _
Andy J Mulhollen Internal Medicine - (Generalist) || N 113 - $8,548,812 - $816,435 Paul James Gordon Surgery - Thoracic Surgery (Cardi.. || © . $50,049 . $167,904
Gordana Obradovic Internal Medicine - (Generalist) [JJJJJJl] 103 .51_921,570 Judith A Frisbie Surgery - Thoracic Surgery (Cardi. [l @ -5100_359 -3293_323
Dany Naim El Sayah Internal Medicine - (Generalist) [JJJJJl] 96 . $3,008,648 . $214,058 Mabelle H Cohen Surgery - Thoracic Surgery (Cardi.. [JJjj 8 |$6.924 . $149,248
Adam George Mack Internal Medicine - (Generalist) [l 86 .51 ,604,417 Elissa Atlas Surgery - Thoracic Surgery (Cardi. [l 7 -3325_1 78 - $925,159
Gary T Coburn Internal Medicine - (Generalist) [l 85 -511,319'310 -5579_772 Derek Michael Fine Surgery - Thoracic Surgery (Cardi.. [Jjjij 6 -5519_495
Anthony Sherman Internal Medicine - (Generalist) [l 82 _ $11,563,702 . $203,236 George Peter Cautill Surgery - Thoracic Surgery (Cardi.. | 5 - $707,558
James Lee Berry Internal Medicine - (Generalist) [l 82 - $6,304,807 . $228,722 Baudelio Herrada Surgery - Thoracic Surgery (Cardi.. [Jjj 4 |s1 1,434 lsy4_524
Helen Elizabeth Miller Internal Medicine - (Generalist) [l 79 I31 473,825 James Michael Tuchek Surgery - Thoracic Surgery (Cardi.. [Jjj 4 I $106,898
Chelsea Armbruster Internal Medicine - (Generalist) - 78 - $6,003,015 ls11 1,994 Ellen M Mcgrann Surgery - Thoracic Surgery (Cardi.. . 4 _ $297,235 - $382,906
Amar Sunkari Internal Medicine - (Generalist) - 76 l;1 417,857 Carlos A Garcia Surgery - Thoracic Surgery (Cardi.. . 3 Is1 9,530 - $427,103
Hallie S Brigmond Internal Medicine - (Generalist) - 70 I;1‘431 345 -3?74_353 Annabelle Dimapilis Surgery - Thoracic Surgery (Cardi.. . 3 Is19|272 .3181,392
Feras Bankosly Family Medicine - (Generalist) - 70 ls1,305,921 Igbal S Sandhu Surgery - Thoracic Surgery (Cardi.. . 3 .3129_539
Amy V Everett Internal Medicine - (Generalist) [JJJilil 65 - $4,896,489 l31 44,293 James Arthur Sanfilippo  Surgery - Thoracic Surgery (Cardi.. [JJj 3 l330_174
Jennifer R Sinclair Internal Medicine - (Generalist) - 64 - $4,869,764 l31 52,961 Adam E Schussheim Surgery - Thoracic Surgery (Cardi.. I 2 l$53,449
— e e s - . — -l - — B . e . —— —
Estimated Networked Estimate(:;lehuorked
Shared Patients = Value Estimated Provider Value Shared Patient Volume Value Estimated Provider Value

powered marketware

Source: Scout Dashboard based on Client's SAMPLE External Claims Data (data altered to protect client confidentiality)



shared patient
analysis



What is the typical referral pathway for the procedure or service line you
are researching?

When researching shared patients, who do non-employed partners in your
market tend to share patients with the most?

What can you tell about the strength of these connection based on the
number and percentage of shared patients?

For those connections that appear weak, how can we further explore the
prospects’ willingness to potentially redirect patients to our new provider?



using shared patients to define loyalty

external data trend

Refers over 80% of patients to your organization
or providers within your network
Goal is to MAINTAIN these relationships.

Refers over 60% of patients to your organization
reliable splitters or providers within your network
Goal is to NUTURE these relationships.

Inconsistent referral patterns.
variable splitters Goal is to understand key drivers and TARGET
key providers for growth.

Refers more than 60% to a competing
non-loyal organization or network of providers.
Goal is to uncover, PROMOTE NICHE growth.

Unknown
Goal is the EXPLORE opportunities for
collatboration.



Referral Partner A

Referral Partner B

Referral Partner C

Referral Partner D

Referral Partner E

Referral Partner F

Referral Partner G

Referral Partner H

Referral Partner |

170

100

82

71

68

52

48

31

29

Client

74%
97%

40%

Competitor 1

0%

Competitor 2

splitter analysis

Competitor 3

LS

VS

RS

LS

VS

RS

RS

RS

VS

Internal
Trend

Stable

Stable

Stable

Stable

O

O

1)

Stable

Stable

Maintain
Target
Nurture
Maintain
Target
Recover
Nurture
Maintain

Nurture

@



Impact reports



using data to measure visits against results
m Volume vs Activity

Profile Filters:

Activity ROl Dashboard | Practitioners

Total Volume vs Activity (Completed Tasks) Analysis Tools
Date
et 74,.5‘”] 12017 12:00:00 AM 122017 11:59:55 PM
a D
Analysis Type
Tall Volume -
Analyze Tasks By:
Al -
Referral Type
[Multiple values) -

Revenue | Volume Filters

Facility

Al *
Servige Line

A .

Sub Service Line

(Al L
Service Type
AL -

Financial Class

A .
Payer
(Al L

“Motz: When filterding, ensure that “-Keep Tasks”
remains checked or tasks may disappear from
the: view.

January 2017 Fabnuary 2017 March 2017 April 2017 June 2017 July 2017 Aupust 2017 Sepitembar 2017 Oelober 2017

Source: Client's internal data pulled from Ascend & Scout



bottom-line impact: follow up outreach

data-based assumptions: liaison activity volume impact estimated impact on

bottom line

Outreach/service recovery visits to
$3,000 dore o . 6 $54,000
’ providers with substantial variances

Profitability/Referral
Outreach visits following first referral to

12 $36,000
1 8 secure second referral
Avg. Number of Annual Outreach visits to secure first-time
. 30 $90,000
Referrals/Provider referrals

Source: Internal Financial and Volume Data Provided by Client @



Using data to summarizing impact

initiative: incremental profitability bottom line
grow structural heart cases volume per case impact
Shift of employed PCPs referrals to loyal cardiology practice 25 $2,500 $62,500
Recruit/onboard new CT surgeon 50 $6,000 $300,000
Targeted promotion of valve clinic/TAVR 50 $1,000 $50,000
Targeted promotion of arrhythmia center/watchman program 48 $4,500 $216,000
Est. Referral Development Program Costs $(160,000)
Net Gain in CM $468,500

Source: Internal Financial & Volume Data Provided by Client @



» Tampa

UEL] General
Hospital




know your market & differentiators

Current state: Vascular surgery market is saturated with specialists present at all health

Facmty Claims by Z|p

systems in our market.

Total Practitioners Volume Estimated Opportunity
™
) ml O
114 176.7K $275.1M

Develop a clinical differentiator: Tampa General Vascular surgeons engaged our strategy

20 dﬁl

Alll‘

". ; SCar _ a 3?40'5

20 Cta;er'

team to carve out an Aortic Aneurysm program to set ourselves apart.

Multidisciplinary approach to treatment of aortic aneurysms inclusive of vascular surgery,

interventional radiology and cardiac surgeons.

Single entry point for referring physicians and patients to contact the program
yan coordinator who would review the patients records and determine the best path for the

o
=
L]

patient whether it be medical management or surgery.

Surgeons work as a team to evaluate the patient and develop a management or surgical
92CIa|ms m’nmms treatment plan.

o 2 » Patient is returned to their referring primary care provider & followed post surgery with

) Tampa
o
Hospital

|

detailed reporting from our aorta coordinator.



know your market share

TGH Market Share for 12 Counties Vascular Surgery Referrals

TGH Vascular Surgery Market Share

50%

40%

30%

20%

10%

RN c - © N >m © < T >0 >0 =T o c® T M o
Q= o 2o PN Q owm RN £ o o 5 cd =<
€3 T 9 SN 0@ N a L ow O w 0 o 9 © T © £ 0
™ Cm < ™M Cm < M <t - M oM o™ c < M ;‘m
|_m © |_N) 37”) |_N) ;M c M _cm q)m S ™ x M _CN)
@ a5 9 > i @ Q a < o}
£ z?2 o o © g
9] L v N
QO o

Zip codes where TGH holds greater than 2% of the referral market from PCPs for Vascular Surgery & Aorta Inpatient Procedures.

Understand your current market share
and develop a benchmark.

Define they areas where your outreach
can have the greatest impact.

Develop an outreach campaign in those
territories.

Create collateral to leave behind on
office visits.

Measure the success of your outreach
efforts in the ability to shift market share.

) Tampa
JGH General
Hospital



Mmeasure your impact

TGH Vascular Market Share Trend Physician Targeted Outreach Campaign
June - November June 2015 - Present
50% * Primary focus on Aorta Program with cross selling for all
Vascular services
A% * Focused on top 4 zipcodes where TGH held highest market
share
30%
20% Tampa 33612 48% 51%
Brandon 33511 25% 28%
__10%] Tampa 33607 21% 21%
Tampa 33613 12% 13%
0%

* Targeted PCPs with greater than 20% of referrals coming to

Tampa Tampa Tampa Tampa
33612 33511 33607 33613 TGH
» Targeted Cardiologists and Vascular Surgeons with strong
B June-August m September-November connection to those PCPs.

) Tampa
JGH Geng_ral
Hospital



when It works, repeat

With the Aorta Program model under our belt, we tackled additional campaigns
with the same data driven approach & saw the following results:

: : fy 2017 fy 2016 adjusted percentage
CLEOUL revenue revenue hew revenue change
2017 cardiovascular outreach metrics: 9
. 356 Office visits Heart Transplant $1,725,720.00 $1,239,259.00 $486,461 39%
. 16 Offlce lunCheS CarlelOgy $1,125,99100 $1,004,74000 5121,251 12%
Interventional o
« 12 CME programs Radiology $826,836.00 $290,425.00 $536,411 185%
* 345 unique participants in CME Vascular $800,101.00 $596,447.00 $203,654 34%
» 1 Physician Rep assigned to the service line Cardiac Surgery $679,890.00 $841,455.00 ($161,565) -19%
TAVR $216,800.00 $479,089.00 ($262,289) -55%

TGH Tampa
Source: Internal Financial and Volume Data Provided by Client K ] ﬁggg&aéll



bottom line impact:
knowing your numbers helps plan for the future

After 6 months of promoting the Cardiac surgery and TAVR service
lines we were not able to have a positive impact on revenue. Our
field intelligence allowed us to come to a conclusion about this

outcome: .
Cardiac
$679,890.00 $841,455.00 ($161,565) -19%
*  We lost one of our cardiac surgeons to our competitor & saw Surgery
almost a total shift in their patients.
*  We were the last to the market to offer TAVR & our costs to build
TAVR $216,800.00 $479,089.00  ($262,289) -55%

the program were not offset by revenue due to low volumes.

For 2018 we decided not to assign TAVR to an outreach rep or
dedicate any additional resources to promotion of that procedure.

TGH Tampa
Source: Internal Financial and Volume Data Provided by Client k ! ﬁgggﬁaéll



Using data to summarizing impact

initiative: incremental profitability bottom line
grow structural heart cases volume per case impact
Shift of employed PCPs referrals to loyal cardiology practice S75 S1.6M S5.9M
Target promotion of Cardiovascular services through Outreach $4.4M $5.4M $1in adjusted new
and CME revenue
$6.9M
Est. Referral Development Program Costs $(425,000)
Net Gain in CM $6.47M
) Tampa
JGH General

Hospital



questions?



thank you

marketwar



