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THE RISE
ASSOCIATION

We are a network of health care professionals addressing the
challenges posed by the emerging landscape of value-based care
and government health care reform.

OUR MISSION

Our mission is to provide a community for like-minded professionals to

come together for networking, education, and industry collaboration to

stay ahead and advance their careers.
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Introductions

Kevin Mowll, Executive Director
The RISE Association

Kathleen Ellmore, Managing Director

Engagys




Our session today is comprised of three sections

Overview and Survey Methodology

v Shifting Engagement v" Need for Intentional Outreach

Consolidated Survey Results

v/ Communications Prioritization v Partnering with Providers
v Channel Usage and Mix v" Member Experience
v" Engaging Members in Care v Impacting Stars
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What’s changed in the environment since
the first survey?

T NRENCERS, TELEMEDONE . MEDICARE ADVANTAGE STAR RATING
Telehealth: creating a safe and convenient CALCULATIONS CHANGE; ACT NOW
future of healthcare TO CHANGE 2023 PERCEPTIONS

Whether healthcare organizations are ready or not, the era of virtual BY MANDY ROTH | JUNE 23, 2020

care has arrived, with telehealth spearheading the change. HealthLeaders, June 2020

By ELIZABETH BIERBOWER

Medcity, July 2020
Impact of COVID-19 on Deferred Medical Costs
Seniors Are Embracing and Future Pent-Up Demand
Tec h No I Ogy: Fro m H ea | thca Fe In the past months, as COVID-19 has forced the reduced activity in the U.S. economy, there has been some
. . very substantial, but varied effects on the U.S. healthcare system. There is a lot of potential for confusion

N eed s TO B I n g e Wa tC h I n g Society of Actuaries, April 2020
NEWS PROVIDED BY COVID-19, Medicare Advantage, and the
healthinsurance.com — Medical LOSS Ratio

Jul 27,2020, 00:01 ET
Christopher Holt

Even under the best of circumstances, setting insurance premiums can be
tricky. Amid a global pandemic, however, it can become downright impossible

American Action Forum, May 2020
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Focus Panel — Direct Feedback from SDoH Clients et S il
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Overview and
Survey
Methodology
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Survey methodology

e Survey responses collected July 21-25, 2020

e Respondents included a mix of regional and
national plans

e Participants included executives from plans
that spanned engagement and experience,
operations, clinical and administrative




Consolidated Survey
Results




Key Themes

* Messaging to drive consumers back into care is the priority.
* Communicating to high-risk members will be the focus in the month
e Understanding your communications inventory is critical to migratin

Prioritizing
Communications
and Channel Use



Driving members back in to see their physician is the focus

70 Highest priorities . . . .
/ Q: What are the most important communications topics that you are
prioritizing from this point on during this pandemic? Please rank in order.
Engagys Insight:
5.5
Plans report that
5'0 46 06 driving high-risk
members, those who
4.0
3.7
- 35 have deferred care and
30 members with gaps in
screenings back into
20 care will be most
» important going
1.0
forward.
0.0
Promoting care to Educating on health, Encouraging Reminding or ~ Promoting programs Encouraging Promoting test Providing financial Sharing behavioral  Sharing benefits Reassuring Sharing drug
those who are at  hygiene, and social members to seek educating on related to the social members to seek availability information (e.g., health information  administration, members that it is benefit-related
higher risk of severe behaviors preventive telehealth determinants of  previously deferred copay changes, network, or other safe to go back to in- information
illness screenings health (SDoH) elective care premium relief) administrative or person care
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43% of respondents report an increased use of email and 35%
report an increased use of SMS text

Q: Has your outbound communication channel mix changed since COVID-19 started? Please check all Engagys Insight:
that apply.
50% of health plans

report sending out the

50.0% _
same or more of print,

40.0% but 43% report an

increased use of email

and 35% report an
increased use of SMS
text. The disappointing
news: A third of health
I I plans reported not
. . = . using SMS text at all.

More Less Same Do Not Use

30.0%

20.0%

10.0%

0.0%

B Email MLive Agent B SMS Text Mobile App ® Automated Call/IVR  ® Print
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Key Themes

* Pressure to promote consistent knowledge management in a remot:
environment grows.

* New Medicare patient experience weighting from CMS means that
every interaction for consumers must be productive and helpful.

Inbound
Communications
Experience



Almost half of the health plans surveyed reported increased call
center activity in the last 30-60 days

Q: Have you seen an increase in overall inbound call center activity in the last 30 — 60 days?

Engagys Insight:

A remote call center
workforce makes triage
a challenge. Promoting
consistent knowledge
management, with the
ability to dynamically
update and share new
information as the

environment continues

to shift is critical.

mYes mNo m Notapplicable Don't know

THE RISE
ASSOCIATION



Inbound calls were related primarily to COVID-19 testing
availability and locations as well as cost and coverage questions

Q: Whether or not you have seen an increase, what are the COVID-19 topics people are calling
about? Please check all that apply.

Engagys Insight:

60.0% ) )
New Medicare patient

50.0% experience weightings
40.0% mean every interaction
must be productive and
30.0%
helpful. Call center
20.0% representatives need
10.0% efficient, automated
tools to deliver the
0.0%

Testing availability Cost or coverage Safety concerns Impact of COVID- Network Continued use of Personal health Clinical questions Opt| mal consumer
and locations of testing and 19 on their questions due to telehealth, even behavior or risk- related to
other COVID-19 benefits (i.e., no provider closures, when in-person related questions member’s .
issues more home health lockdown, etc.  care is available personal health eXperlence,
visits, early refills, (e.g., fever, chills,
etc.) shortness of
breath, etc.)
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Key Themes

e Creativity, innovation and partnership with
providers is needed to push health consumers to
receive needed care.

* Understanding consumer barriers to care and
messaging to overcome those barriers is critical.

Driving Consumers
Back into Care




Increased use of in-home visits is the primary initiative

50.0%

Q: Are you supporting any of the following
initiatives to assist in drawing members back
into care settings? Please check all that

apply.
35.0%

30.0%
25.0%
20.0%
15.0%
10.0%
0.0% -

Increased use of Co-branding with Supporting mobile  Use of virtual  Creating collateral Use of alternative  Use of mobile

45.0%

40.0%

in-home visits signage, units staffed with wellness to including posters, sites of care—via units
promotion, or  providersinyour replace onsite videos, or other to direct investment
other approaches network give to providers  or partnership
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Respondent answers demonstrate the importance of

collaboration between payers and providers
Engagys Insight:

Q: Are you partnering with providers to help Q: Since you are partnering with providers to Partnering with
members seek care? help members seek care, please check all that providers is a must.
apply.

Understanding
consumer barriers to
care and effective
communication will
overcome fear and
uncertainty. Innovations
such as provider co-

branding, increased in-

home visits, and mobile

m Supporting mobile units staffed with providers in your network
m Yes = Notapplicable = Don't know No

= Incorporating provider names or brands into call scripts, emails, or other communications units are n eed ed .
templates

m Co-branding with signage, promotion, or other approaches

THE RISE
ASSOCIATION



Key Themes

* Targeted, effective communications are critical for members with serious
conditions such as cancer and those that require ongoing care.

* Tackling SDoH for high-risk members, including fee waivers, increases re-
engagement.

Prioritizing Patient Re-
engagement
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Heart and blood-related communications are top priority,
followed by cancer and obesity/diabetes-related outreach

Q: Which medical situations are your highest priority for patient re-engagement? Please rank in order.

Heart and blood Cancer-related

v
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Obesity/diabetes
care

COPD

Childhood
immunization

Screenings, including
colonoscopy,
mammogram, etc.

Kidney

Gastrointestinal

OB/GYN

Orthopedics

Fertility

Plastic surgery

Engagys Insight:

It is imperative that
critical members get
back in to see
physicians for care.
Fertility-related needs
are in a holding pattern
as birthrates decline in
times of recessions, let

alone in a pandemic.




Many that do finally seek care are surprise billed with a "COVID-
19 sanitation fee" at the provider office

Q: Patients are reporting that providers
are adding a COVID-19 sanitation fee in
addition to their co-pay. Do you have plans
to subsidize that cost?

Engagys Insight:

A recent Engagys panel
noted that for many
health plan executives
this fee was surprise
news. This study further
validates that payors
are not in sync with
provider charges as 76%

were unaware of this

fee.

= We had not heard that an extra fee was being added = We will cost share with members

= Yes, we are going to cover all that cost No, we are not going to cover any of that cost
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Key Themes

Seize the opportunity to focus and improve what can be controlled, namely the
day-in and day-out member interactions and communications.

* Personalization is the highest priority that plans can address for the future.

» Leveraging digital channels that can be measured and optimized is the key to
fine tuning communications.

Improving the
Member Experience



Focusing on everyday interactions with consumers will yield

desired results

Q: CMS just announced that the member experience-related Stars measures will move from a 2x
weighting to 4x. Do you anticipate increasing your focus on member experience?

Increasing Focus on Member Experience

m Yes ®mNo

Engagys Insight:
Focus and improve
what you can control—
day-in and day-out
member interactions
and communications.
Personalizing outreach,
adding next best
actions, respecting
preferences, and more,
can make great strides
to improve the member

experience.
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Respecting preferences and personalizing communications were
cited most often as areas of increased focus

Q: Since you are planning to increase your focus on member experience, please check all the areas
that you anticipate increasing your focus on.

Engagys Insight:

80.0%
oo Personalization is the
. (o]
highest priority that
60.0%
plans can address for
50.0%
the future. Investments
40.0%
in people and
30.0%
technology will be
20.0%
required.
10.0%
0.0%
Capture more Develop more Invest in technology Use incentivesin  Set-up concierge call
communication personalized that will improve engagement centers
preferences from communications experience strategies
members
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Moving away from print and embracing digital channels is critical
to ongoing member engagement

Q: Finally, what are your most significant member engagement-related challenges? Please rank in
order.

Engagys Insight:
Digital channels can be

measured and

optimized to fine tune

communications.
COVID-19 has pushed
the industry to make
change—fast. This crisis
highlights the need to
be flexible and adapt.

engagement of mem! upon print as primary ~ Consistency in callcenter ~~ Immature ~~ Governance ack of ability to per

rrrrrrrr
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Survey data reinforces three unifying elements of consumer
engagement strategy going forward in 2020

* COVID-19 has not changed the direction of any major consumer
engagement-related trend but has accelerated existing trends.

e Telehealth

* Health plan inertia is in the way of the above changes.

* Changing the approach to consumer interactions is confusing, difficult and
expensive.

* To overcome inertia, health plans will need to initiate, sponsor from
the highest organizational elevation, and fund centralized efforts to
improve consumer engagement and experience.

* Plans must be creative and help offset their financial imbalance with
investments aimed at improving infrastructure.

THE RISE
ASSOCIATION




Contact Us:

Q&A Kathleen Ellmore

61/-874-7399

kellmore@engagys.com
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