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The Landscape is Changing

Market Forces in the Healthcare Industry
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Health Systems
need - and want —
to adapt their
approach to
marketing ...
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20% OF YOUR PATIENT HOUSEHOLDS MAKE
UP 78% OF YOUR CONTRIBUTION MARGIN

...0Or 80% of your households makeup just 22% of your contribution margin

Contribution Margin Concentration
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o 01 Traditional vs Strategic CRM
o 02 Insights that Matter
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A Consumer Centric Approach

Creating the FULL Consumer Experience
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EXAMPLE CONSUMER JOURNEY

Meet Bob

56 Years Old
Lives In 39202

» Suffers from chronic back pain
Enjoys golf but has been sidelined
due to his back pain
Demographics: white collar job,
commercially insured, higher
income, married
Mildly tech savvy: text with his
daughter who is away from home

in college
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EXAMPLE PATIENT JOURNEY
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' EXAMPLE CONSUMER JOURNEY

DISPLAY AD
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Back Pain Alfecting Your Game?
August 2 2015
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EXAMPLE CONSUMER JOURNEY




EXAMPLE CONSUMER JOURNEY

FIND A DOCTOR & SCHEDULE AN APPOINTMENT
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Search

Let's get started. What type of specialist are you looking for?

Family Medicine Pediatrics Internal Medicine Dentistry

Cardiology Obstetrics & Gynecology Orthopedic Surgery Ophthalmology

Endocrinology Allergy Dermatology Gastroenterology




EXAMPLE CONSUMERS JOURNEY

APPOINTMENT




EXAMPLE CONSUMER JOURNEY

PROCEDURE
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' EXAMPLE CONSUMER JOURNEY

DISPLAY AD
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Customer Relationship Management

Help her CHOOSE the right Make it easy for her to Help her MANAGE
care. CONNECT. her care.

L Patient
: b Leh Retention
New Patient Engagement and
Acquisition and Population Health Management
Access

Enterprise Marketing Platform = 360 Degree Single Source of Truth
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Data + Platform = Strategic CRM

Online symptom searching:
Searches Google for “back pain™

() Online doctor search:
-\ LandsonHG.comfor
third-party validation,
physician selection, Predictive marketing:
viewing of appointment Direct-mail targeted
availability. Decides communication for cross-
to callto schedule sell of services
an appointment.

PPC ad:
Clickson PPC ad
for an HRA

Email:

HRA completion
generates automated
_.-_'1 emailencouraging :
consumerto schedule :
an appointment

based onrisk level

HRA:
Completes HRA
— this goes into
CRM database

() Appointment
With doctor

—-l -
PDC nurture emaiil:
. Follow-up to confirm
Lovereees physicianreferral/section
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Using Analytics to Identify Opportunities

ASSess Generate
Data and Data Insights &
Method Test

Business
Need

Analyze
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Types of Opportunities

A number of
research problems
can be addressed
with analytics.

* This style can be used for footnotes
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What
households are

driving the
most value?

How are my
access points
being utilized?




Types of Problems & Opportunities

Examples of problems Which households bring in additional

around consumer and household members?
household value

Which households are most likely to
have encounters in key service lines?

What are the drivers of retention

(ikelihood to re-engage in the system
over time)?

How can | improve those results?

What

How are my
households are

access points
being utilized?

driving the
most value?

What types of households are driving the
most contribution margin or revenue?
And how can | find more of them?

* This style can be used for footnotes

V" healthgrades.
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So what
factors are
assoclated

with
retention
rates?

\ % healthgrades.
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Education Empitiyed Status
Encounter ivoe Admit Month

“LiveinPSA™ Perceptual Profile

Encounter Type Vehicle Count
oldie nenyiun FE[n_]IIV -_I-vne_ Eth“iClty |

Rlecoaa b e o M. 5. . —

Presence of young children

Head of Household Status Distance to Fa cility
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- ~ Number of Children ~ UMt SOurce
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Live in PSA Number of Children |

Vehicio Count Emnlnvad Ciatuc

Chronic Condition Flag

Marital Status Admit Month |
Number of Adulte in Hnneshnld

Admit Source

gender  Distance to Facility /

'Household Incom Trauma Encounter
Site pronuc: Condittior, = pargeptual Profile

MarriEd l:mnlnu:nrl = = Nu_mherofchildren -
Family Type  zntry Point Location |
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Types of Insights

In this example, for
new patients, entry
points and household
type, were two
factors strongly
correlated with
retention rates.

* This style can be used for footnotes

V" healthgrades.
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Types of Insights

Retention by Initial Service Line

Oncology
Obstetrics
The service line Gyn
associated with the Gen Med
S . Cardiology
initial patient ENT
encounter was Urology
indicative Of Neurosciences
: Orthopedics
retention. General Surgery
Trauma
0% 20% 40% 60% 80%
Further, the
iInteraction of age Retention by Age/Gender
and gender played .
i % 70%
arole. % Fermnales 68%
65%
60% 65%
550 53%
50%
45%
*This style can be used for footnotes 40% 43%

18-25 26-39 40-51 52-59 60-66 67+

% | |
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Types of Insights

As one might expect,
proximity of home
address to the facility
of their first visit, was
highly correlated with
the likelihood of re-
engaging with the
system.

* This style can be used for footnotes
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Putting It All Together

Looking at the most
significant factors, we
can create strategic
cohorts that can help
us assess potential,
prioritize opportunities
and provide the
foundation for an
engagement strategy.

What cohorts have the
most potential if
retention improves?
Where should your
Investment be? What
else do | want to know
about these groups?

* This style can be used for footnotes

& healthgrades.
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Value when
they re-engage

Higher

Lower

Cohort Analysis

Lower Retention Rate Higher

Size of bubble represents
proportion of new patients
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Applications

There are a number
of ways to apply the
output.

The more the
research is tied to the
strategy at the on-set,
the higher the
likelihood that it will
lead to action.

* This style can be used for footnotes
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Relationship Marketing

Operational Triggers

Inform Acquisition

Campaigns

me Scorecard Metrics




Keys to Success

Data Utilize
Driven Right
Mindset Data

Validate
and Test
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Packaged vs Custom Research

Analytics can be delivered in different ways

Analytics via
Packaged Solution

e Typically more recurring
business needs

e Well defined metrics and
Views

 Relatively easy to
understand the output

« Abillity to slice-and-dice
across different views

&/ healthgrades.
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Analytics enabled by CRM

More complex problems

May need to define new
metrics and attributes

Perhaps augmented with
additional collateral (e.qg.
personas) to help tell the
story



Consider new ways of utilizing
data within your marketing
department

| ean on data analysis and insights
to Inform your approach to
business objectives

Select a partner who can help you
transition from traditional to
strategic CRM
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