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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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JOIN THE RISE ASSOCIATION ~OR FREE

RISEnstitute ~  Event Center  Insights & Articies  Membershi

RISE Association Membership Access O u r VI rt u a I
= Member Portal Today!

ever-changing landscape of Accountable Care and Heaith Care Reform, The RISE

Assodiation is comprised of those involved in the government progroms such s Medicare,

Health Insurance Exchanges, Special Needs Plans & Medicaid Plans for Needy Populations,
Accountable Care Organizations & MACRA inftiatives:

Join The RISE Association for FREE today!
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The RISE Association supports heaithcare
professionals aspiring to meet challenges in
the ever-changing landscape of Accountable
Care and Health Care Reform. The RISE
ST RISEHEALTH.ORG/MEMBERSHIP
the government programs such os Medicare. .
Heolth Insurance Exchanges, Speciol Needs
Plans & Medicoid Plans for Needy
Populotions, Accountable Care
Organizations & MACHA Initiatives,
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Agenda

* Introductions

* Member engagement overview

* Dual-eligible background

* Science behind behavioral science
* Understanding the member

* Value in hyper-personalization
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Member Engagement

Though existing processes attempt to help members apply for dual
coverage, many potential recipients either don’t know they’re eligible
or fail to complete the application process, never receiving benefits.

Today, we will focus on how behavioral science can be applied to:
 Amplify the precision of Al Identification

* Tailor communication type, time, and content so that members are inclined to
enroll

* Apply small but meaningful changes to improve engagement
* Develop hyper-personalized engagement strategies, and more
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Dual-Eligible Healthcare Coverage

Approximately 20% of those over 65 (Medicare-eligible)

. . .. Dual-Eligible Members
are also eligible for Medicaid.

- e
And if they complete an application process, they could Have mulfiple chronic condifions
: L : |
be spending SO on out-of-pocket medical expenses! “%%%

Have a mental health diagnosis

________ 23 R ﬁ{y &KQWKQWKQ\KQ\

‘-——@» Report that they have “poor health”
But something was

getting in the way
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What is Behavioral Science?

Simply put, Behavioral Science is the study of human behavior.

Academic Theory

Psychology

Sociology

Vs

Social & Cultural
Anthropology

N

Economics

Real-Life Application

4 N\

Empirical Data
Gathering

Experimentation

Human
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Understanding

Behavioral Science




The Importance of Behavioral Science

Rational human decision-making assumes that we make decisions by
following traditional economic models.
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Weigh all Assess the costs Make a choice And then we
available and benefits of that’s in our own act on it
information each best interests




The Importance of Behavioral Science

But humans don’t follow traditional economic models.
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We can be We can be We can make We have
irrational illogical poor decisions baggage
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Understanding the Member
7

advocate
round table
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96

consumer
interviews

52

market
research

17

observation
& immersion

372

Research
Hours

21

surveys

20

focus
groups

159

synthesis

Reassure me

Only give me relevant information
Help me trust you

Personalize it to my needs

Give me control

Simplify things for me




Start Small by Eliminating Immediate Barriers

. . . . Fun Fact!
Overall, Case Coordinators considered the application
packet’s length to be the biggest barrier to application the modical souioment
completion. This was exacerbated by two key design doctors use to perform
ﬂ corrective eye surgery.
dWS
' =
The packet lacks consistent page T () T
numbers.
| | Its operating manual
is 50 pages.
|_|_ The same length
There was no design component to as the application
indicate which pages required a member’s to °C%52’rz°£e?”°'
signature. '
—
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Make an Impact with Small Changes

Intervention 1: Unified Page Numbers

.....
B

| 55

.....
B

| 55

]

Intervention 2: Colored Signature Pages e

M

Intervention 3: Yellow Stripe on Signature Pages

Increase in completed
and returned packets
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The Right Message to Right Member at the
Right Time

. :
Email The Future is Text
2 call Incoming Dual-Eligible Members
are showing an increased
3  Text acceptance for both initial text

outreach and text reminders.

4 Text Reminder
Postcards are Out

5 Mail Mail sent in envelope is preferred
over postcard mail.
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The Right Message to Right Member at the
Right Time

Member Identification
Artificial Intelligence identifies
members who are primary
targets.

B Email Primer No Email Primer I [ ] 2 x

Activation

23.1%

Prime the Member with an Email
& Landing Page

Give them a heads-up and a way
to research what is coming next.

—  4.2xlift
1.5 x lift

10.1% /
1.4x lift
6.9% /

4.1%

3.0%
Activation from top of funnel -
continues through the entire Right Party Contact Qualified Interview Potentially Eligible
process.

5.5%
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Hyper-Personalize

Through statistical analysis on a representative sample of the target population, we
were able to define segments that highlight meaningful and significant attributes,
which allow us to deliver hyper-personalized content and channel.

el
Household
Relationships

Benefit to Targeted Population—and Your Organization:

* Higher rates of activation and conversion

. VLY
Next-generation outreach 500

Personal
Characteristics

Al-first approach

Differentiated and data-driven offering to win new and
satisfy existing clients

Defensible and tangible insights that teams can use to
accelerate their funnel
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Documentation
Affinity

Channel
Preferences




Segmentation Research

Research Statement: To better understand the member

population (and segments within) in order to tailor
communication type, time, and content so that
members are inclined to enroll.

Project Components

Secondary Research
'd I N\
1200-Person Survey
'd | N\
Advanced Statistical Analysis
v
4 N
Channel & Content
Recommendations
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Grandma Jean
GRANDKID-FOCUSED
MATRIARCH

Technology Confidence

Low . High

Technological Impact
Will learn and utilize new
technology to increase access
points to younger generations.

Communication Qutreach

® Initial Communication
Email

® Follow-up
Call (first)
Text (second)

® Urgent Communication
Live Agent Cail & Text

Key Behavioral Insight

Grandma Jean
GRANDKID-FOCUSED MATRIARCH

Motivation
Staying connected with grandchildren

Personality

'é Widowed or divorced #ly Committed to their religion

3 Kids & Grandkids O, Independent 7 Knitting & Sewing

Bio

These members are low-income apartment renters, making less than $15,000
annually. They utilize multiple support benefits and have a high likelihood of
Dual-Eligibility. Most of these members don’t have home phones, and those
that do aren’t home to answer them. They are out and about with their
grandkids, maybe even filming o TikTok with them. They have a smartphone,
but they are using it primarily to stay connected with their children and
grandchildren - not to answer healthcare calls.

S0, while this population will always
choose to interact with a live human Strong Data Predictors
over technology, they are typically
not accessible to be called via

phone. To reach this member, you

Q  Moarital Status

should email them information and

give them the option to call you B3 Children
back. There is a path to text
message with this member, but not Q@ Gender

as a first contact. They would benefit

from updates and check-ins via text
P o @ Housing Situation

message but only ofter initial

contact and trust has been

established.




Call to action

* Learn about the additional segments to make the most impact
* Understand and engage your community in the most meaningful way

* Drive meaningful action




THANK YOU




