





LEARNING OBJECTIVES FOR TODAY

The most important sensorial, intellectual, behavioral, and emotional attributes
of healthcare experiences according to 50,000 consumers across the country

Strategies Johns Hopkins Medicine has harnessed to become the most trusted
brand in healthcare

The listening strategies Johns Hopkins Medicine uses to create a more
personalized human experience

Strategies and tactics you can start using today to create a more humanized
healthcare experience
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What matters to
consumers tnrougn
this time of

disruption and change?
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Peoples engagement with health and
wellness has regressed back to 2019 levels

While healthcare has been front and center for many throughout the
pandemic, the biggest softening in engagement is in peoples’ Topical
Interest in content about health and wellness. The perpetual waterfall of
content may have left them feeling fatigued and overloaded.

2019-2021 U.S. HEALTH ENGAGEMENT INDEX
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The Healthcare Engagement Index is a multi-market index score based on average health and wellness engagement across selected indicators:
Emotional Value, Proactivity, Symbolic (Financial) Value, Topical Interest, Innovativeness, Influence, and Advocacy.

.
SHSMD | 11.16.21 momgle




Topical Interest, Symbolic Value and Innovativeness have deteriorateo
N particular—only Trust has a seen a modest iIncrease year over year

2020-2021 U.S. HEALTH ENGAGEMENT INDEX

Emotional Value

| feel peace of mind after receiving healthcare services or treatment

Proactivity
| often do my own research on my symptoms and/or treatments

Symbolic (Financial) Value
| think it is worth the extra cost to go to the best healthcare provider or facility

Topical Interest
I'm interested in watching or reading about health and wellhess-related topics

Category Participation

| tend to avold getting healthcare services unless I'm really sick or Injured

Control

I [do] always trust my healthcare provider to make the right decisions forme

Innovativeness

| tend to try new approaches to taking care of my health and wellness before other people | know

Influence and Advocacy

My friends and family consider me a “go-to” for advice and recommendations about healthcare
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2021

75%

69%

61%

55%

55%

49%

43%

33%

2020

78%

73%

67%

62%

57%

46%

48%

36%

% Change
2021-2020



Engagement levels vary across the country—where is your market?
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Health
Engmt Market
Index
123 Miami
121 Nashville
120 New Jersey
119 Neve York

o us Austin
115 Atlanta
114 South Carelina
114 Columbus
114 Los Angeles
114 Houston
111 Birmingham
111 Orange High Desert
111 Orlando
109 Las Vegas
109 itlinols
108 New Orleans
108 Philadelphia
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108 San Francisco
108 Chicago
108 Dallas
108 San Diego
107 Washington DC
107 Detroit
107 Ann Arbor

»
107 Charlotte
106 New Haven
106 Akron

106 Phoenix
106 Baltimore
106 Denver

105 San Antonio
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104 Raleigh-Durham
i04 Virginia
103 St. Louis
103 Kansas City
102 Baton Rouge
: 102 Cleveland

o102 Boston

® 101 Indianapolis

® 100 Columbia

99 Tampa

99 South Bend

@

99 Pittsburgh

99 Grand Rapids
& 98 Albuquerque
a7 Delmarva Peninsula
97 Cincinnati

I 97 Maine

o7 Minneapolis and
: Rochester

97 Seattle/Washington
" 96 Salt Lake City
95 Boise

;

‘ 95 Omaha

s 93 Portland

u 92 Milwiaukee

The Healthcare Engagement Index is a multi-market index score based on average health and wellness engagement across selected indicators:
Emotional Value, Proactivity, Symbolic (Financial) Value, Topical Interest, Innovativeness, Influence, and Advocacy.



LET'S GET MORE FOCUSED IN OUR VIEW HERE TO HOW BRANDS
CREATE MORE HUMAN EXPERIENCES

We evaluate all brands in the study

Reputation . .
using our proprietary framework

This year, we continued to explore the attributes that
are top-of-mind for consumers through our research
with healthcare brands across the country. No
changes were made to the model year-over-year,

Choice & Advocac . :
Likelihood to choose & y and we maintained our four areas of focus and the

Likelihood to recommend

structural equation model (SEM) approach.

We did recalibrate our national brand scoring and
ranking to adjust for variances in category
engagement across markets. Composite brand
scores from the SEM model were weighted by
market, using the health engagement index, which
measures how central health and wellness is to
consumer’s lives.

.
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EMOTIONAL DRIVERS:

EMOTIONAL
DRIVERS

People are hungry to build an
emotional connection with
healthcare brands—these
attributes chart the course
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Seeking a more human connection

2020 vs. 2021 Emotional Attributes

monigle

2020 Derived 2021 Derived

Importance Rank Importance Rank
Security :
Gives me reazsurance that they will be there for me when | need them 1 i
Freedom :
Makes me feel like | have optians when it comes to my healthcare 3 X 2
Confidence :
Glves me confidence in my long-term health and wellness 2 : 3
Individualization
Makes me feel like the top pricrity when I'm getting care 5 : 4
Wellbeing :
Gives me a stress-free healthcare experience 4 5
Success
Helps me live a good quality of life 6 &
Self-Actualization
Helps and encourages me to be the healthy person | want te be 7 F
Belonging
Makes me feel like I'm not the only one going through this 8 5 8
Excitement ;
Celebrates my important milestones and outcomes (birth of a child, becoming cancer-free, etc | 9 9



IMPORTANCE
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EMOTIONAL ATTRIBUTES

Gives me reassurance that they will be there for me when | need them

Makes me feel like | have options when it comes to my health care

Gives me confidence in my long-term health and wellness

Makes me feel like the top priority when I'm getting care

Gives me a stress-free health care experience

Helps me live a good quality of life

Helps and encourages me to be the healthy person | want to be

Makes me feel like I'm not the only one going through this

Celebrates my important milestones and outcomes

monigle

51

53

50

43

41

47

44

40

18

26

35

30

26

23

29

33

20

29

29

28

23

20

28

29

23

36

33

29

30

20

27

29

26
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[ virtual school

Youf Safe Schc‘;diﬂe

SCHEDULE SAFE IN-PERSON OR VIRTUAL VISITS FOR ALL YOUR HEALTH CARE NEEDS

visits, or in person at our hospitals, surgery centers, primary and specialty-care clinics, and community-based practices across

Maryland and the Greater Washington region. Our experts, your health, total safety.

Your health is important. Schedule safe care now. ﬁJ()] {\S HO])[\]\S

Learn more at hopkinsmedicine.org/safe - MEDICINE

HSMD | 11.16.21

VACCINE
DISTRIBUTION
PLANS &
PROCESS

COVID-19
GUIDANCE

RETURN

TO CARE
CAMPAIGNS
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Play Video

“I'm grateful that Johns Hopkins
jumped on board so quickly,
knowing that we were in this
dangerous pandemic, and gave
us this option.”

— HEART FAILURE PATIENT CAREGIVER
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“Telemedicine has been a
lifesaver, especially for me who
1S Immunocompromised,
affording me the opportunity to
receive medical care without
the fear of exposure.”

— PATIENT SURVEY PARTICIPANT



INTELLECTUAL DRIVERS: Building credibility and trust

2020 vs. 2021 Intellectual Attributes

2020 Derived 2021 Derived
Importance Rank Importance Rank

Best People :
Has the best people i 1
Convenience and Ease :
Makes it quick and easy to get the care people need 3 : 4
Quality Outcomes :
Provides the best medical outcomes for people 2 : 3
Empathy §
Demonstrates empathy and compassion In every aspect of care - k]
Personalization g
Provides individualized care specific to a person’s unique needs 7 : 5
Transparency
Sets clear expectations with people about what's happening and what's next 6 : &
Coordination :
Helps people navigate care across facilities and physiclans 5 7
Innovation :
Offers the latest medical treatments and technologles 8 : &
Wellness
Offers wellness programs and preventative care 9 : 9
Systemness '

I TE L L E C T L R I E R S Iz a hesithcare system where doctors, hospitals, and clinics are all part of the same arganization 10 : 10

B Academic Medicine $

The bread and butter for healthcare brands Conducts medleal research and elinical trials u 1
still matters; you just have to make sure you :

think beyond these drivers as definitions (and

people’'s understanding) of them are expanding

.
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INTELLECTUAL ATTRIBUTES

A BEST PEOPLE Has the best people e @ .

CONVENIENCE & EASE Makes it quick and easy to get the care people need .
QUALITY OUTCOMES Provides the best medical outcomes for people
beop co-®o O
EMPATHY Demonstrates empathy and compassion in every aspect of care oe® .
PERSONALIZATION Provides individualized care specific to a person’s unique needs POS? .
TRANSPARENCY Sets clear expectations with people about what's happening and what's next
p peop pp 9 Y X .
COORDINATION Helps people navigate care across facilities and physicians
ps peop g pny 00 - .
INNOVATION Offers the latest medical treatments and technologies
w
O e o @ o
=2 .
< WELLNESS Offers wellness programs and preventative care ) .
»
8 SYSTEMNESS A system where doctors, hospitals, and clinics are all part of the same organization o 0 .
= ACADEMIC MEDICINE Conducts medical research and clinical trials
= o0 o O
M/P Baltimore / 2021
Base All respondents at least somewhat familiar with each brand: Johns Hopkins Medicine (161), Brand A (108), Brand B (120), Brand C (176)
QB3 Based on what you know about [BRAND], in your opinion, how well do the following statements describe them?
Data Net score [top two box — bottom two box]

.
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JOHNS
HOPKINS
MEDICINE

71
53
73
65
76
69
65
89
78
84

87

Brand A

39

55

49

54

56

44

46

59

64

65

29

Brand B

43

54

53

53

58

48

49

50

62

58

36

Brand C

53

54

60

59

65

54

63

71

65

73

66

NAT
AVG

53

52

57

56

61

54

56

63

63

67

46
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"This will hopefully end the
pandemic."

Denise Fu

Essential Hospital Workers:
Staying Safe

"Some people are eager to
help, and some are afraid. I try
to be there and just listen. My
heart goes out to people."

Catherine Wren

2

“Everyone’s just willing to do
their part. You know, you just
got to do what you can to help.”
— Bruce Wright

Surgical technologist Bruce Wright with the Kimmel Cancer

r shares how the postponement of some surgeries and
closing of some employee break rooms has impacted the
workday during the COVID-19 pandemic. Wright says,
“Everyone’s just willing to do their part. You know, you just got

to do what you can to help.”

Posted May 22, 2020

“It’s gratifying to be able to care for
people, especially during these nerve-
racking times.” — Daliah Halboni

Watch on [ Youlube




MANAGE YOUR CARE ONLEINE
JOHNS HOPKINS MEDICINE MYCHART
MyChart
CONVENIENCE & EASE. Loghn'to Ny TR

N OW more Sign up for MyChart

Current patients can create an account in minutes. Complete an

® @
online form from the convenience of your home to
e g communicate with your provider, access test results, request

prescription renewals and manage your appointments.

MyChart users. "
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SENSORIAL DRIVERS:

SENSORIAL
DRIVERS

Brand-building starts with
the senses—what consumers
see, hear, and smell create
their first impression

Looking at

2020 vs. 2021 Sensorial Attributes

experience holistically

2020 Derived 2021 Derived

Importance Rank Impertance Rank
Buzz
Paopie | am close te say positive things about them i i
Environment
Has environmeants and physical spaces that appeal to me 2 2
Herd Behavior
| see others | am close to uting their services 4 3
Aesthetics
Is visualiy pleasing to lock at 5 4
Attraction
Appeals to my senses 3 5
Impression
Makaes a strong impressian on my senses a 1)
Intrigue
| find the brand Interesting In a sensory way 7 7
Volume
| see and hear a lot about this brand 13 8
Sounds
| associate positive sounds/music with them 6 2
Smells
| sscocigte pleasant smells/scents with them S 10
Owned
| often ee their brand’s lago on buildings, signs, vehicles, uniforms ete. i1 11
Prevalence
| sense the brand all around me 10 12
Visibility
| 588 thisz brand everywhere 12 13
Paid
| often sea advartising from them i5 14
Earned
| often see them on social media and in the news 14 15

17



BUZZ People | am close to say positive things about them

SENSORIAL ATTRIBUTES

_ _ o @
ENVIRONMENT Has environments and phy5|c‘al spac.e-s tha'.( appeal to me o .
HERD BEHAVIOI? | see other.s | am close to using their services o 09 .
AESTHETICS Is visually pleasing to look at cee@ ><.
ATTRACTION Appeals to my %enses | ® o .
IMPRESSION. Makes a stror.19 |mpr‘essm.)n on my senses ® - ‘.
INTRIGUE | find the brand interesting .In a sensory way o e .
VOLUME | see ar.1d hear é .lot about this br‘and. ® % °®
z;:'_\:_:sl | aSSO.CIjte [)osmvia soulr;d/s/mu?c v‘\::lkt]hem P ’
associate pleasant smells/scents wi em
Ll OWNED | often see their brand's logo on buildings, signs, vehicles, uniforms etc. ¢ . ce
(Z) PREVALENCE | sense the brand all around me N ”
:: VISIBILITY | see this brand everywhere v e .
g PAID | often see advertising from them ¢ oee .
; EARNED | of h ial medi dinth o ‘.
= often see them on social media and in the news ® P .
M/P Baltimore / 2021
Base All respondents at least somewhat familiar with each brand: Johns Hopkins Medicine (161), Brand A (108), Brand B (120), Brand C (176)
QB2 Please think about all of the sensory elements you associate with [BRAND]. How much do you agree or disagree with the following statements?
Data Net score [top two box — bottom two box]

SHSMD | 11.16.21
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JOHNS
HOPKINS
MEDICINE

68
55
47
48
40
34
22
70
13
-1
45
18
37
53
42

Brand A

35
41
34
33
19
18

26
12

30

19
38

Brand B

38
42
39
38
20
18
13
39
16
1
43
1
29
55
16

Brand C

45
44
42
41
31
30
15
50

41
19
26
49
18

NAT
AVG

46
45
42
45
26
26
16
40
15

39
12
23
41
19

18
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@ Important Updates: COVID-19 vaccinations | Recall on Philips Respironics medical devices

&_l()l I\S l.l‘().l’_l\'l‘.\'”b' v Q_ searcH

= Informacién y actualizaciones sobre el coronavirus (COVID-19)

9
Juntos contra

COVID—19 ARl Lo que usted:;necesita saber de Johns

‘ Johns Hopkins Medicine @ H (@) p k | Nns M e d | @ | ne

h-Q

Mientras celebramos el Mes Nacional de la Herencia
Hispana, hemos lanzado un nuevo portal de recursos
sobre COVID-19 en espaiiol para proteger... See More En Johns Hopkins Medicine, su salud y seguridad son nuestras mas aitas

prioridades. Estamos listos para atenderlo a usted y a su familia en nuestros
hospitales, centros quirtrgicos y mediante visitas a la clinica en persona y por
video en linea. Conozca como lo mantenemos seguro y protegido para que
pueda recibir la atencién que necesita.

EN ESTA PAGINA

HOPKINSMEDICINE.ORG

Informacion y actualizaciones sobre el coronavirus
(COVID-19) | Johns Hopkins Medicine

Q05 1 Share

oy Like () Comment @ Share
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BEHAVIORAL DRIVERS: Moving people to action

2020 vs. 2021 Behavioral Attributes

2020 Derived 2021 Derived
Importeance Rank Importance Rank

R b At T A O O N O O e e
=3

i X Interactivity
I. . .“l....-’ 3 3 .- E By itaractizns with them ara always positha 2 3z

' 7]
Enha t
====.§=.-'.- 4 = Mukur:;cl;:::::r 1 z
.- . Stress-Free :
Makas hospralidoctor visits less stressful 4 3

Navigation :
Mk it snsy to get the afcrmation | nesd s 5

IIII=IIV

Transformation :
. | -.-' Changes my health tenavions In 3 postive way 5 : 7
| N Dynamism :

15 Aetion-arisnted 9 [
= Subscription :

1 wauls hapaily sign-up te raceve amal newslattars/uadates fram them 10 : 9

IIIIIIIII=
A T O O I
= N O 2 (I
III=I=IIIIII"II

0

. Attendance :
.- | weuls hapally atiend avant and acthvties arganized by tham [ 12
JREN anms Continuity :
; ' ....I ‘... | enjoy “iterscting with thern on & regulsr sess o : 13
3 ‘.. Distinction :
B E H AVI O R A L CAtars axpariancas that no other health arganizaton doas 16 . 14
4 T~y ‘ = :
. £ Participation :
D R I \ ? E R S & <« | Uke 10 stay iavohveo with them cven whan I'm haaltay 12 1
M h " HEL Patronage :
ore than what pe°p e | wauks hapaily donsts rry time or paney o supgarl them 13 1&
think or feel about your
L, Follow :
brand, it's what they do 1 wauld hapally fallow them on soclal macta i€ 17
that builds engagement Exertion .
| go cut of My way to Interact with tham 14 16
Stimulation :
Cffars axparkncas that cet me axcied 7 : 1%
STt b I 3 R 1t bt S g Waha Regiesin

.
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BEHAVIORAL

INTERACTIVITY My interactions with them are always positive
ENHANCEMENT Makes my life better

STRESS-FREE Makes hospital/doctor visits less stressful

CONTACTABILITY Makes it easy for me to contact them

NAVIGATION Makes it easy to get the information | need

AVAILABILITY Makes it easy to get an appointment

TRANSFORMATION Changes my health behaviors in a positive way
DYNAMISM Is action oriented

SUBCRIPTION | would happily sign-up to receive email newsletters/updates from them
DIGITAL TOOLS Has really good digital tools

WEBSITE Has a really good website

ATTENDANCE | would happily attend events and activities organized by them
CONTINUITY I enjoy interacting with them on a regular basis

DISTINCTION Offers experiences that no other health organization does
PARTICIPATION I like to stay involved with them even when I'm healthy
PATRONAGE | would happily donate my time or money to support them
FOLLOW I would happily follow them on social media

EXERTION | go out of my way to interact with them

STIMULATION Offers experiences that get me excited

()
° o0
)
o
0o 9o
o O
ce
oo
o oD
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ATTRIBUTES

61
57
51
62
70
58
49
70
21
59
57
25
14
47
17
15

14

49
43
a4
53
50
54
35
a4
17
39
33
18
11
10
11

-17
11

47
54
49
63
57
56
49
60
19
45
53
23
15
28
20

15
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Informing
& Educating
the Public
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JOHNS HOPKINS

Q searcu

Coronavirus (COVID-19) Information and Updates

5 _v »'
- AV

LOTONAvIrus 80 million

Web Site visits and N

th What 'You Need to Know .from Johns. Hopkins
EARLY LAUNCH & [Il an - -
CONSTANT EVOLUTION eaicine

; 3 . l l .
ml lo n Johns Hopkins Medicine continues to follow the highest level of safety
precautions as we care for our patients and work with our communities during
° ° t

the coronavirus pandemic. Please use this site to learn more about patient care,
testing, vaccinations and additional information about COVID-19.
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Need to Know

doses and COVID boosters.

Engagement
for
Well-being

>

Coronavirus (COVID-19)

What you need to know from Johns Hopkins
Medicine.

Learn more >

SHSMD | 11.16.21

Two experts answer common questions about third vaccine

«

& \Wellness and Prevention | Job X +

c

& hopkinsmedicine.org/health/wellness-and-prevention

Conditions and Diseases | Treatments, Tests and Therapies

Women's Health ¢

Wellness and Prevention

Food and Nut

’ &

rition

Caregiving

Kid§

-

- \\ y
and Teens'|

y

b |
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@ 1mportant Updates: COVID-19 vaccinations | Recall on Philips Respironics medical devices

‘Q,“ I '['\I'S.H‘()lil\'[\‘; v Q_ searcH

Coronavirus (COVID-19) Information and Updates

Equity for COVID-19 VaccineS and Care

At Johns Hopkins Medicine, inclusive and equitable access to medical care and
health information is a core value of our institution. Our care teams are working
with community partners to give vaccines to our most vulnerable eligible
residents, to provide access to COVID-19 testing, and to educate and inform our
communities hardest hit by this pandemic

e9®e
I+I

Community Learning Initiatives
Stories Resources

Johns Hopkins Joins
National #MaskUp
Campaign to Slow the
COVID-19 Pandemic »

Johns Hopkins Medicine, together with
100 of the nation’s other top health care
systems have come together with an
urgent plea for all Americans —
#MaskUp.

26



Wrapping togetner
these Insights leads to
a compelling story that
became the foundation
of a hew campaign
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The Creative
Interpretation

Strengthened by our values.

We are relentless
in our pursuit of
the greater good.

Progress doesn’t
happen overnight.
It’'s not always pretty.
It’s long
and arduous.



A Message for All of Us

The ethos of Johns
Hopkins Medicine and
its people 1s an innate
drive for forward
progress. To shape a
future with less pain and
more progress. For good.
For all of us.

We’re moving
health care forward.

An inner ll 1s forward.
oice calls us forward. So we list \.\ agine. \Vc care,
isten. We imagine. We care, Not just f B for all of us

We’re moving
health care forward.

We move forward
for oun future.

Forward. For all of us.
l()H\SH )PKINS

Forward.
For all of us.

We move forward

forour pat/ents _

Forward.»
For.all of us: " =2




Forward.
For all of us.
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Forward.

For all of us.

/
A

In-Market
Examples

Our campaign
aims to feel
inclusive and

Ve move forward

We move forward QTR  ior coch ot
for our community. *

¢ See how we're moving
health care forward.

authentic to
the audiences
we serve.

An
So we fisten. We imagine. We carel |
Not just for us. But for all of us.

hopkinsmedicine,org/forward A I()* [\'.\ ”‘ )| :M\‘S




Core to the success of
Johns Hopkins Medicine
was Its understanding of
consumer trust

monigle



Fortunately for healthcare brands, data actually shows a minor uptick in trust across
consumer groups over the past year. It's a small, but meaningful recovery from the
decline seen from 2019 to 2020. This tells us that amidst the uncertainty and fear of the
pandemic, consumers put more faith in healthcare brands than they did prior to its
onset. Though individuals’ engagement in their own health and wellhess has declined,
they are now listening to you more than before.

What do you want to say to them?

2019-2021 U.S. TRUST OF HEALTHCARE PROVIDERS

'l [do] always trust my healthcare provider to make the right decisions for me’

Y} A T R L R L R T P

49% 49%

\\~ /
4 B% ................................. T:H-N_L{ ......................................................... P R R R R
\‘\
~——
— /
F Y S A LR W T e 008004000 L et asttatadto i asattstastoatadtistaattataatonttattninass
46%

4 4% ................................................................................................................................................
F b A R R R
40%

2019 2020 2021

.
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Top 10 Most Trusted Brands

Rank Brand

1 Johns Hopkins Medicine &) JOHNS HOPKINS
2 UNC Health gi’\’: TCH |
3 Massachusetts General Hospital @ CENERAL HOSPITAL
4 The Ohio State University Wexner Medical Center Tt Ot STATE Unv esiry
5 Nebraska Medicine mrlac?nkg
6 Baptist Health South Florida 7 foniativng
7 Stanford Healthcare Eg{?j‘g{&
8 Mayo Clinic Q—@ MAYO CLINIC
9 Memorial Healthcare System e e
10 Emory Healthcare EMORY

Based on net score for the statement: ‘Is an organization that people trust’

monigle
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—OW dO yOou bulld a
listening organization?

monigle



Three technigues will help your organization to listen

Build channels

for gathering
feedback

Consumer insights are essential to decision-
making. Gathering insights takes many forms,
ranging from short surveys to in-depth discussions
with patient advisory panels.

Learnings established through these channels
directly inform brand actions. Examples include
updating wayfinding systems to be more intuitive
and personalizing pandemic safety and vaccine
content based on patient and consumer feedback
and preferences.

While research can be expensive and time-
iIntensive, it doesn't always have to be. There is
room for all types of data collection in today’s
brand-building.

SHSMD | 11.16.21

Leverage

soclal listening

to stay aware

Social listening helps you stay up-to-date on the
latest consumer conversations. This helps the
brand pinpoint what topics audiences are
interested in, but also equips content creators with
the language to engage in authentic, responsive
dialogue.

In addition to helping Johns Hopkins Medicine
keep a pulse on what matters to audiences, social
listening has fostered a culture attuned to the kind
of communication that benefits its patients and
local communities—but the ripple effect doesn't
stop there. For example, social listening played a
significant role in the creation of a Johns Hopkins
Medicine coronavirus website in 2020, featuring
more than 200 articles, videos, and posts, much of
It iIn answer to questions the public was asking.
monigle

Don't forget
about your
people

At Johns Hopkins Medicine, listening extends to
employees, too. The brand has established multiple
channels for staff to voice feedback and concerns, so
that leadership can respond accordingly.

Chief Wellness Officer, Dr. Lee Biddison, is key to
employee listening at Johns Hopkins Medicine. Dr.
Biddison heads the Office of Wellbeing, a team
charged with leveraging internal feedback to identify
Issues and implement solutions.

When COVID-19 put immense pressure on workers,
the Office of Wellbeing ensured the organization was
proactively hosting conversations about burnout and
creating resources to help staff cope.
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Do you want to see data like this for
your brand? Join the movement.

We are currently in the field with the 5th volume of our report and likely have data
on your brand and competitors as well as national benchmarks. As a Hurmanizing
Brand Experience member, you gain access to data for your specific brand and
market, while also receiving report learnings prior to public distribution. We can also
provide access to the data including past year comparisons. For more information,
get in touch with us at Monigle.com/HBE-Subscription

monigle
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Leading Disruptor Brands

Pars|ey

Health

#1 Disruptor Brand

_____E__J

The numbers paint a powerful picture of just
how meaningful this agility was: across the top 7
Disruptors, all but one of them performed more
strongly than leading healthcare brand Johns
Hopkins in overall brand experience rankings.
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kindbody

#3 Disruptor Brand

¥ heal

#2 Disruptor Brand

-+ one medical

#4 Disruptor Brand

MPEORWARD

Finally, a doctor

dedicated to your
long-term health
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¥ heal

#2 Disruptor Brand

+-one medical

#4 Disruptor Brand

JOLC MAVEN

#5 Disruptor Brand
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&30

Leading Disruptor Brands

Healthcare leaders take note:

If you don't embrace the same adaptable mindset, technology-led
approach and consumer-driven strategies as the Disruptor brands,
they will continue to outperform your brand—and it's only a matter
of time before consumer preferences recover from the scarcity
mindset of the pandemic and recalibrate toward these more human
brand experiences.
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Sensorial

Behavioral
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Intellectual

:.,
FRAMEWORK

Emotional

monigle

The Humanizing Brand
Experience framework is built
for today’s brand leaders and
guides our insights approach

It is based on the latest social sciences and
brand thinking, highlighting the experience-
driven actions needed to grow reputation
and move people.

At the heart of the framework is a structural
equation model that has been validated and
proven to drive brand choice and advocacy.

The published HBE brand rankings are
based on the composite score from this
model, weighted by market to reflect
varying category engagement.
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Extensive analysis uncovered a strong correlation between HBE
brand experience scores and overall HCAHPS performance

HBE SCORE VS HCAHPS OVERALL RATING OF
What we did HOSPITAL PERFORMANCE - SYSTEM LEVEL

_ HCAHPS B
Pulled hospital level HCAHPS data for Overall R2

148 of the 179 systems evaluated Rating of
Hospital

Performance
responses to create a logic to aggregate ®

hospital level data into systems

[
oo

Analyzed the 25,000+ consumer

Created composite HCAHPS scores for ¢ ® ooy & o ...
. . ® L ] o® ® Q. ...oogm (]
these systems using hospital data * ® o0 0 .‘ . %o e ® o ®

. . s he JRSN ®s N
Defined analy’Flcal de.ataset of 152 c .“‘..”.‘ s o .:‘ ™ . .
systems/hospitals with HCAHPS and o PPN ° . e

oooooo

HBE scores L AR ® 92 o 8

Ran correlation analysis at the overall ® L
attribute and metric-specific levels to ®

understand relationships HBE Score

.
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Three big shifts could help spark
a critical mindset change among
your executive leadership teams

e L 1 ] — S R p———

Start working together

Align your Brand, Marketing, and Operations teams around shared, brand-
driven goals and approaches. The pandemic has sparked new ways to
collaborate, and this data should further cement the importance of breaking
down the ever-present siloes in healthcare.

Stop neglecting brand

Marketing and Brand should not be the first budgets you cut when times get
tough; you'll put financial performance directly at risk as evidenced by this
analysis. It's time to end the debate around investing in brand, as it definitively
enhances aspects of experience that directly tie to business performance.

Think beyond “patient” experience

Create multi-disciplinary Experience teams that are charged with influencing
what happens before, during, and after patient care is delivered. Patient
experience is important, but experience is a broader concept that needs
more holistic attention and a wider aperture to truly make an impact.

.
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Reputation

Choice & Advocacy
Likelihood to choose &
Likelihood to recommend

A FRAMEWORK FOR SUCCESS

monigle

We evaluate all brands in the study
using our proprietary framework

This year, we continued to explore the attributes that
are top-of-mind for consumers through our research
with healthcare brands across the country. No
changes were made to the model year-over-year,
and we maintained our four areas of focus and the
structural equation model (SEM) approach.

We did recalibrate our national brand scoring and
ranking to adjust for variances in category
engagement across markets. Composite brand
scores from the SEM model were weighted by
market, using the health engagement index, which
measures how central health and wellness is to
consumer’s lives.
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2021 Brand Rankings

Rank Brand

1 Johns Hopkins Medicine* JOH]\S HOPMNS

2 UAB Medicine L2 MEDICINE.

3 UVA Health iii UVAHealth

4 UNC Health U N C
HEALTH

5 Memorial Healthcare System = Mﬁ!ﬂtﬂi‘é;!wm

6 Bronson Healthcare & BRONSON

7 Nebraska Medicine ,'3‘%%’.%?',52

8 LCMC Health teme OP
Health

9 Michigan Medicine* MICHIGAN MEDICINE

The
10 The Christ Hospital P! Christ Hospital

Health Network

*Multiple markets NET score

Differences in strategy between research fielding and report development might occur

The names and logos above reflect the brands that were included during this year's research fielding

(November-December 2020). Some brands may have evolved or been updated since that time.

monigle
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Rank Brand

1 Baptist Health South Florida e it
12 The Ohio State University Wexner Medical Center 28 tio STATR [DuvERerTY
13 Cleveland Clinic* L] Cleveland Clinic
14 Massachusetts General Hospital gp'\:z'?n(/\':ligstg}u
15 Mayo Clinic* o B
16 IU Health i Uniersy Heslth
17 Beaumont Health Beaumont
18 UT Southwestern Medical Center Modical Cm';::.
19 Ochsner Health System* YOchsnerHealth
20 The University of Kansas Health System TI}I&‘;‘?K&?H.‘SQW
21 Intermountain Healthcare A s gntalne
22 TriHealth iy TriHealth
23 Spectrum Health ‘%} Thackn
24 Houston Methodist Methalist
25 Brigham & Women's Hospital "'"EE'E:K*EE?&,"..
26 OhioHealth §l: OhioHealth
27 St. Luke's Health System ﬁ%’%‘gm&
28 Kadlec KADLEC
29 Trinity Health Detroit :‘(‘,; Trinity Heolth
30 NewYork-Presbyterian 5 NewYork-Presbyterian
31 Texas Health Resources Tekas Heath
32 UCLA Health* Health
33 University of Miami Health System &_{H‘f@!&
34 Penn Medicine = Penn Medicine
35 Duke Health* [0 bukeHealth

‘Multiple markets NET score

monigle

Rank Brand
36 Inova @ INOVA
37 Stanford Healthcare Stanford
38 Northwestern Medicine M fihwestarn
39 OHSU Healthcare &
SHIY
40 BJC HealthCare HealthCare
41 Froedtert & Medical College of Wisconsin
42 Beth Israel Lahey Health R
43 ChristianaCare a ChristianaCare
44 UChicago Medicine ) hicago
45 Novant Health a NEACTH
46 Memorial Hermann Mfmm
47 Medical City Healthcare (@) Medical City Healthcare
48 Atrium Health & AtriumHealth
49 Tampa General Hospital %
50 Rush University Medical Center O SR TR
51 UC Health @ Hedlth
52 Carilion Clinic Gl
53 NYU Langone Health @Hl:.r:!hone
54 Emory Healthcare EMORY
55 National Jewish Health 8 '::'_'.';;:," Jowish
56 UT Health San Antonio 6UT Health
SenAnosio
57 Kettering Health Network '\Wﬂ?’ﬁ
58 AdventHealth* AdvemH:.:mh
59 BayCare 4¥ BayCare
60 MaineHealth MaineHealth

*Multiple markets NET score
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Rank Brand

61 University of Maryland Medical System M DT ArD
62 MemorialCare* M ormc:?e
63 Catholic Health Services of Long Island "}" s Services
3 b
64 Mercy Hospital MercyT
65 MclLeod Health McLeod Health
66 St. Elizabeth Healthcare ¥ st Elizabeth
67 UCHealth uchealth
68 UW Medicine UW Medicine
69 University of Utah Health T HEALTH
70 Main Line Health
Main Line Health
71 Orlando Health ORLANDO HEALTII'
L)
72 Mercy Medical Center Mercy
73 UCSF Medical Center UCs¢ Health
74 Allegheny Health Network @ Mlegheny
75 Virtua Health V' Virtua
76 Yale New Haven Health YaleNewHavenHealth
77 SwedishAmerican ?%l[ﬁ%:
78 UC San Diego Health UC San Diego Health
79 Advocate Healthcare* * Advocate
Health Care
80 Community Health Network Ry et A9
81 St. Joseph Health* StJosephHealth g
valley
82 Valley Health System '4, Health
: -~
83 Hoag Memorial Health hoag
84 Our Lady of the Lake {?"“"““"“' TELAE
85 NorthShore University HealthSystem rthShore

Golvers alinssates

*Multipte markets NET score

monigle

Rank Brand

86 Methodist Health System ME'I"‘HN‘OQESI
87 Torrance Memorial Medical Center ngﬁfmyom'-
88 Advocate Aurora Health <k &> AdvocateAuroraHealth
89 Beacon Health BER&N
90 Beebe Healthcare BBeebe
91 St. Luke's Hospital + IS{E)-S!-PUII%'{
92 Baylor Scott & White Health* P BarloSooaiWhice
93 Grandview Medical Center == GRANDVIEW
94 HealthPartners € HealthParmers
95 Sparrow 8 Sparrow
96 Jefferson Health & Jefferson Health.
97 Sunrise Health SUNRISE BUALTH
98 Sharp HealthCare SHARP
99 Keck Medicine of USC* Wk Miedieine
100 University Hospitals* g“"'m" Hosphals
101 Trinity Health Mid-Atlantic C{#'I:'ﬂ:m?dth
102 Cedars-Sinai Sy hars
103 Dignity Health* <S¢ Dignity Health
104  WellStar O Wellstar
105  UCIHealth UCI Health
106  UPMC UPMC
107 George Washington University Hospital 3= Drivensts HOSPITAL
108 University of Missouri Health Health Care
109 St. Peter's Health Partners ey HRAvTH
110 Henry Ford Health System

*Multiple markets NET score

49



SHSMD | 11.16.21

Rank Brand

111 LifePoint Health LIFEPOINT
112 West Hills Hospital and Medical Center West Hills l[({s!.;;l!
113 Swedish Health Services & SWEDISH
114 Hartford HealthCare ﬁ:;{'fﬂrcda‘s
115 Saint Luke's Health System #¥ Saint Luke’s
116 OptumCare* Q OPTUMC are
117 Northwell Health é;é,’wmﬂ, —
118 Boone Hospital Center ﬁ%
119 Northside Hospital Atlanta Ncalgﬁ-.iglPE
120 Providence Health & Services* PROVIDENCE
121 SSM Health & SSMi-eaith
122 Scripps Health > Scripps
123 Trinity Health of New England -{#Lr:‘mz/whh
124 WakeMed Health WakeMed €3
125 Atlantic Health System “ ,ﬂ}_ﬂ'}'{hm
126 Methodist Healthcare M‘g'tk?gist
127  HonorHealth | HONORHEALTH |
128 Carle Foundation Hospital —fCarle
129  Loyola Medicine B |
130 Detroit Medical Center pmc
131 MedStar Health* Mgedsrar Health
132 TidalHealth @ TidalHealth.
133 Mount Sinai Health System g'wm:“
134 Tidelands Health _
135  Tufts Medical Center Tufts ¥t

*Multiple markets NET score

monigle

Rank Brand

136 Munson Healthcare “"MUNSON HEALTHCARE
137 HealthCare Partners* & HealthCare Partners
138 Saint Joseph Health System EIMNI!'?‘JE‘:T?:
139 St. David's HealthCare StDavid's HeatrnCare
140 Mercy Health Cincinnati = MERCYHEALTH
141 Metro Health - University of Michigan Health [V |METRO HEALTH
142 Asante RASANTE’
143 University Health System £ HonersY om
144 Saint Alphonsus Health System & saint Alphonsus
145 OSF HealthCare £ OSF HEALTHCARE
146 Conway Medical Center CiviL
147 Piedmont Healthcare 5 Piedmont
148 Saint Joseph Mercy Health System ’ﬁéﬁ{_‘?
149 SCLHealth 7= SCL Health
150 Broward Health (X)BROWARD HEALTH
151 Legacy Health ¥ LEGACY
152 AMITA Health AMITA ..
153 Goshen Health o Goshen Heati
154 Grand Strand Health < Grand Strand Health
155 Nuvance Health “' :::&v;:e
156 The Valley Health System ‘i«'f:lﬂ';qu
157 Centura Health 4 Centura Health
158 Ascension* A Ascension
159 Summa Health £ Summakiesith.
160 LifeBridge Health - L

*Multiple markets NET score
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Rank Brand
161 Allina Health AllinaHealth ¥
162 South Bend Clinic = %‘}ﬁi&\c Bend
163 Presbyterian Healthcare Services* & PRESBYTERIAN
164  Hackensack Meridian Health ‘-;,"}‘ Mer o feath
165 Central Maine Healthcare poahipL e
166  MultiCare MultiCare £3
167 Baptist Health System Eﬁ{‘lﬂ SYSTEM
T
168 HealthONE
169 Tulane Medical Center I‘Elﬁpﬁ
170 Sutter Health K3 SuttorHoalth
171 HCA Healthcare* ll-Lc}thAmﬁ
172 RWJBarnabas Health RW.Bar
173 CHI* "l- CHI Health
174 Banner Health 2 Banner Health
175 Baton Rouge General ¥ Baton Rouge General
176 M Health Fairview HEALTH
177 Franciscan Health 5T Franciscan meaLtH
178 Mercy Health Grand Rapids W MERCY HEALTH
179 Kaiser Permanente* P4 KAISER PERMANENTE
180 Atlantic General Hospital
181 University Medical Center
182 Denver Health @R
183 Premier Health Ep Premier Health
184 The MetroHealth System w MetroHealth
185  UNM Health System HEALTH

*Multiple markets NET score

monigle

Rank Brand

186 PeaceHealth B8 peaceHealth
187  Lake Health G
188 Adventist Health AdventistHealth@®
189 Sentara Healthcare "SENTARA
190 East Jefferson General Hospital Py
191 Grady Health System oF Grady
192 HCA Midwest Health

193 McLaren Healthcare 7sMclaren
194 MaineGeneral Health MainaGanaraieatin Y
195 Northern Light Health & Northern Light Health
196 Lovelace Health System IILle)\?(ja(‘(.
197 Brookwood Baptist Health () iriomecatantisy
198 Steward Healthcare ’
199 Mount Carmel Health o .
200 Truman Medical Centers/University Health -\ .
201 CHRISTUS St. Vincent Health System ‘ST‘}'#Q'}‘M
202 West Valley Medical Center (HCA) st ey
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METHODOLOGY

Health care decision-makers for the household that have received medical care in the past 2 years and
have health insurance (70% Private / 30% Government - excludes Medicaid)

Online quantitative survey with health care consumers across the U.S. sourced from panel sample

n = 30,138 total respondents
n = 3,035 respondents who are nationally representative of the U.S. in terms of gender, age and region
n = 27,103 respondents who are from all 61 markets where brands were evaluated

Wave 4 (2021) November — December 2020 | Wave 3 (2020) November — December 2019

Quantitative analysis used z-tests to identify statistical significance at a 95% confidence level, as well as
Factor Analysis, MaxDiff, Shapley Value Regression and Structural Equation Modelling (SEM)

.
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SCORING SYSTEM

Our HBE scoring system in 2021 is based on a Structural Equation Modelling (multiple regression) approach and is an updated version of our 2020 model.

Structural Equation Modeling (SEM) is a system of simultaneous equations which are modeled based upon a priori hypotheses. In other words, the model

framework is configured based upon assumed relationships among variables and is tested with data.

SEM combines both factor analysis and multiple regression. Utilizing this method has many advantages. Namely, measurement error is controlled, familywise

error is reduced, and both latent variables (hypothetical constructs) and unsystematic variance can be modeled.

The SEM for HBE was conducted using the factor variables Sensorial (QB2s), Intellectual (QB3s), Emotional (QB4s), Behavioral (QB5s), and single variable
Reputation (QB7) to predict Brand Behavior, a factor variable consisting of Advocacy (QB9) and Intent (QB8).

The relationships between each of the variables and their respective factors were examined, as well as the relationships between each of the exogenous factors
(independent/predictor factor variables), along with the relationships between the exogenous factors and the endogenous factor (dependent/criterion factor

variable). This modeling occurred at once, simultaneously.

The results revealed that Sensorial, Intellectual, Emotional, Behavioral, and Reputation all significantly predict Brand Behavior (made up of Advocacy and Intent).

Specifically, they explain 74% of the variance in Brand Behavior.

Furthermore, Sensorial, Intellectual, Emotional, Behavioral, and Reputation are all significantly and positively related to each other, with the most common

relationship pathway as evidenced by the data being as follows: Sensorial — Intellectual — Emotional — Behavioral — Reputation — Intent — Advocacy.

.
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