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Market forces transforming healthcare

5 C’s and the critical impact on how Healthcare is delivered today

2012 2013 2014 2015 2016 2017
1 Capitation * Shift of risk from health plans to providers
* Pay for value vs. pay for volumes
2 Consolidation . Larg'er health plgn and provider organizations '
* Vertical integration — Insurance coverage thru delivery of care
s * Focus on care transition and delivery of care in non inpatient setting
3 Coordination .
* New models of care driven by technology
4 Competition * Increased competition
P * Risk based organizations compete on value and customer service
. * Increased patient focus and personalized medicine
5 Consumerism :
* Population Health Management
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Consumers are changing: experience matters

Figure 1: Price and consumer ratings are most important when making
WHAT BONSU M ERS WANT healthcare purchasing decisions

Retail health consumer needs when getting healthcare Which of the following factors are most important when making decisions about
purchases of healthcare products or services?
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Figuare & An deal expenence prompts more than one-third of consumers to switch providers or insurance companies
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Dell does socialexperience_ Forbes - ™
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Mandi's social, too.
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For 360° view of consumers, YOU should be sociall

- Data you own

Behavioral — information collected

from past engagement transactions.

Data you don't

Direct — information collected from
real-time, direct engagement with
the customer.

Derived — information derived from
real-time, direct engagement with
the customer.
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Our Consumer Story:
Meet John



Meet John, a recently Medicare-eligible consumer
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Meet John, using traditional data sources

Equifax Experian TransUnion
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Meet John, with somal media data enrlchment
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John isn't just SOCIal — he's an influencer

22 Likes
1 Comment

15 Likes
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13 Comments
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20 Comments




John might not look like a Medicare member to you

12
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John's parents?




How would you influence the consumer journey if you
could personalize each engagement based on the
individual’'s complete health and social profile?

Lookalike

- )
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Customer Acquisttion:
How Does John Buy?



John researches, buys, and evangelizes - socially
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Engaging, Retaining John



Engaging John where he lives: mobile and social
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| MEMBER RETENTION PROFILE l @ a z ﬁ o
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Analytics guide John’'s engagement, encourage evangelism
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Outcomes:
Keeping John Healthy



Excellent engagement can't prevent ALL adverse events
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When John got sick, he engaged his care network
..of neighbors, friends, and internet communities.
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“Social Skills” Turn
Health Plans into
Health Heroes



Every traditional healthcare provider encounter starts with
the Eligibility inquiry, even before the appointment.

The health plan is already the hub at the center of the
healthcare consumer experience.

What if the health plan were the concierge for LIFEcare
services that improved clinical and financial outcomes...

Could health plans be heroes, improving quality of LIFE?
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Through social, “providers” redefined — and engaged

#LCSM
#BCSM
#SPSM
#BPD
#PTSD
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How could you transform healthcare if you KNEW members?

Dell SingleScore Customer Character Sheet
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Thank you.

Mandi Bishop

Mandi_Bishop@Dell.com
@MandiBPro




