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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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Risk Adjustment
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July 15, 2021 Meeting Notes: HCC Coding User Group #3
started by Tracy Anderson 10 days ago

Current Trends and Topics: What keeps you up at night?
started by Marino Adamsky 14 days ogo

Strategies for RADV Audit Success with a Remote Team
started by Tim Hart 29 doys ogo

NEW POST

Quality & Stars

Post

Breaking news: CMS finalizes telehealth, ESRD changes to Medicare Advantage
started by flene MacDonald 440 days ago

The impact of COVID-19 on Quality and Stars
started by llene MacDonaid 48Y days ago

| |

ASK YOUR QUESTIONS IN OUR DISCUSSION BOARD
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Ovur Speakers

Patrick Deglon, PhD

Vice President of Engineering, Enterprise Analytics, Change Healthcare

From eBay to Google to Teradata, and now at Change Healthcare, Patrick Deglon used his unique background in particle physics
to uncover insights and drive business growth for world’s leading companies. Patrick is leading the Enterprise Analytics team at
Change Healthcare where they work with business and technology leaders to define and prioritize key business questions, unlock
data acquisition processes, build datasets, develop statistical models, and find actionable recommendation. He is spearheading
the initiative to democratize analytics across the organization through training, tools, data, community, and services.

Mavureen Strojny

Sr. Director Solution Strategy, Communication and Payment Services, Change Healthcare

Maureen has spent the past 23 years in the communications industry with a focus on healthcare and financial services. Over
the past 15 years, she has been involved in the healthcare-market space for compliant member and provider
communications, taking a special interest in working with clients to re-engineer workflows to enhance member engagement.
Since joining Change Healthcare three years ago, Maureen has focused on solution strategy and growth for the
Communication and Payments business. She holds a B.S. in healthcare policy and administration from Providence College.

Dallin Grimm

Solution Manager, Communication and Payment Services, Change Healthcare

Dallin has had the opportunity to help drive innovation in a variety of healthcare spaces including payer-provider relations,
value-based care, and strategic-partnerships. Most recently, Dallin has been advancing communications solutions to help
payers and providers partner with individuals more effectively in their healthcare journeys. He holds a Bachelor of Arts in History
from the University of Utah, a Master of Arts in History from Baylor University, and a Master of Business Administration from Texas
A&M University.
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Great Expectations EN oo

D
munchkin

its the Lotile 'U‘wrua,@

&

People have a wide range
of interests, hobbies,
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We want consistent and

positive experiences with
the companies that service

our needs
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Consumer Trend Highlights

Salesforce

Say their experiences with one industry
influences their expectations of others...

Expect consistent interactions
across departments... T

Expect companies to understand
their unique needs...

SOURCE: Salesforce, “State of the Connected Customer” Report

...and 66% expect companies to understand

...but 54% say it feels like departments
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their needs and expectations

don’t share information

...but 66% say they're generally

treated like numbers

W RISE


https://www.salesforce.com/resources/articles/customer-expectations/?sfdc-redirect=369

Consumer Trend Highlights
BrightLocal

What are the top review factors that make consumers
feel positively about a local business?

© w &

75% 58% 55%

"The writtenreview  "Thereviewhasa  "The business owner
describes a positive high star rating” has responded to
experience” the review"

Which of the following statements do you agree with?

49%

50%

40%

30%

20%

10%

0%

| trust consumer | trust consumer | trust consumer None of the above
reviews as much reviews as muchas  reviews as much as
as personal recommendations professionally-written
recommendations from social media articles by
from family personalities | follow topic experts
and friends

SOURCE: BrightLocal, “Local Consumer Review Survey 2022"
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How consumers read and
write local business reviews
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98% read online reviews for local businesses

8 oo/ would be 'likely’ or 'highly likely' to leave a review if their initial
(]

negative experience was turned into a very positive one

78°I use the internet to find out information about
O |ocal businesses more than once a week

Which review sites are consumers using more and less?

81%
0,
63% 53% 54%
48%
= l
2020 2021 2020 2021 2020 2021

V o

G yelp=3¢ (£

Which business types do consumers pay the
most attention to reviews for?

K W [+

84% 83% 82%

Service-area businesses Care services Healthcare
and tradespersons
N4 brlghtlocal Local Consumer Review Survey 2022



https://www.brightlocal.com/research/local-consumer-review-survey/

More people expect to make a portion of their purchases online C H A N G E

t-COVID-19 than before.
pos an before HEALTHCARE

° ° Consumers’ use of online channels before and expected use after COVID-19*2 Insight. Innovation. Transformation.
C o n S U m er Tre n d H I g h I I g hts % of respondents purchasing online3
° Il Before COVID-19 M Expected growth after COVID-19
McKinsey & Company

% growth in customers
purchasing category online

OTC medicine +44%
Groceries 25 +41%
Household p
supplies 25 +38%
products
Alcohol 19 +34%
Seventy-five percent of consumers have tried a new shopping behavior, and Furnishings and = +30%
. . . . appliances 46 0
most intend to continue it beyond the crisis.
&delivery =
: o,
Consumers who have tried a new shopping behavior since COVID-19 started’ f;'g,‘lﬁzss sa”d 39 +28% "'15_30 %o
o frespondents T pommmerey
supplements consumers who
continue! products for most
New shopping methad?® T3% Snacks 28 +20% categories
759/ Different brand T3% Jewelry +19%
(¢
Consumers who have [ Different retailer/store/website 79% Apparel #1906
tried a new shopping Skin care and 47 +18%
behavior Private label/store brand 80% makeup
i 56 +18%
New digital shopping method 60% Accessories 6
Footwear +6%
newspapers &
electronics -
Entertainment +4%
at home

SOURCE: McKinsey & Company, “The great consumer shift”
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https://www.mckinsey.com/business-functions/growth-marketing-and-sales/our-insights/the-great-consumer-shift-ten-charts-that-show-how-us-shopping-behavior-is-changing
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Real Life Example

Infuit

turbotax.

Making a terrible experience better...or at least tolerable

TurboTax Turns this...

E Department of the Tr —lIntemal Revenue Service (99)
3-‘1 040 U.S. Individual Income Tax Return ‘2@)21 ‘ouamz. 15450074

Filing Status | | single | | Married filing jointly || Married filing separately (MFS) || Head of houssheld (HOH) | | Qualifying widow(er) (QW)
Chst;kﬂgnly If you checked the MFS box, enter the name of your spouse. If you checked the HOH or QW box, enter the child's namae if the qualifying
one - parson is a child but not your depandent B

IR Use Only—Donot write or staple in this space.

Your first name and middle initial Last name Your social security number
If joint return, spouse's first name and middle initial Last name ‘Spouse's social security number
Home address (number and street). i you have a P.O. box, see instructions. Apt. na. Prasidential Elaction Cangaign
Check here if you, or your
- - spouse if filing jointly, want $3
. town, et offica. if hs forsign address, al let below. State ZIP code " ki
City. or past office. If you have a forsign =0 complete spaces & % o tathia el G aa
box below will not change
Forsign country name Farsign provinca/state/county Forsign postal code | your tax or refund.
[I¥ou []Spouse

At any time during 2021, did you receive, sell, exchange, or otherwise dispose of any financial interest in any virtual cumency? [1Yes [ |No

Standard Someone can claim: | | You as a dependent || Your spouse as a dependant
Deduction | | Spouse itemizes on a separate return or you were a dual-status alien

You: || Were bom before January 2, 1957 [ ] Areblind  Spouse: || Was bom before January 2, 1957 [ ] Is blind

Dependents (see instructions): {2) Social security {3} Relationship {4) ¥ if qualifies for (see instructions):
i mors (1) First name Last name number to you Child tax credit | Gredit for ciher dependents
than four ] []
dependents, [
and check L] L
here» ] [

Wages, salaries, tips, ate. Attach Formig) W-2 L L 1

Tax-exempt interest . . 2a b Taxable interest | 2b |

Qualified dividends 3a b Ordinary dividends . | 3b |

IRA distributi & = - 4a b Taxable amount . | 4b |

Pensions and . |sa b Taxable amount . | 5b |

Soclal security benefits - Ba b Taxable amount . . - . | 8b |

Capital gain or (loss). Attach Schedule D if required. If not required, checkhere . . . . W u 7

Other income from Schedule 1, line 10 e e e e . 8

Add lines 1, 2b, 3b, 4b, 5b, &b, 7, and 8. This is your total income . PR > k]

v

& turbotax.

SOURCE: Appcues, "How TurboTax turns a dreadful user experience into a delightful one”; TurboTax.Intuit.com
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...into this

Q, Search © Help

Let's start by getting to know you...

We just need a few details to get us rolling.

First name Last name

Elaine Benes

Enter the last name from your Social Security card

Date of birth Why we're asking 2P code
09/09/1999
mm/ddlyyy | live outside the
us.

License Agreement | Frivacy | Security | Cobrowse



https://www.appcues.com/blog/how-turbotax-makes-a-dreadful-user-experience-a-delightful-one
https://turbotax.intuit.com/
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Journey Highlights
TurboTax

B ;

@ ‘
infure Option to import and 0 U] Progress in bite-sized
turbotax. auto-fill data from pieces and get

scanned image updates as you go

Save rework by Live experts Easy e-submission
starting with last available to assist and refund tracking
year's info
TheiBig Company Wages & Income Deductions & Credits Health Insurance ‘Other Tax Situations Federal Review
123 Main Street
@ W2ingor Congrats, you get a tax break
@ 1099-NEC import
(s
na—— Student Loan Interest Deduction
PA 1235 | 504 Your tax return already includes this deduction.
v W=2 Stabement explainwhy”
Why is my student loan deduction $2,500?7

SOURCE: Appcues, "How TurboTax turns a dreadful user experience into a delightful one”; TurboTax.Intuit.com
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https://www.appcues.com/blog/how-turbotax-makes-a-dreadful-user-experience-a-delightful-one
https://turbotax.intuit.com/
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Prusa Research

PRUSA Comprehensive Customer Journey

RESEARCH : :
by JOSEF PRUSA End-to-end support to ensure users have success with their products

Simple Purchase >
checkout :

Decision with account | Engagement
creation - O— - —O = =\ Set-upguide &
clearly labelled 24/7 supportin
! Complete 2-3days parts...and 7 languages
| component international gummy bears! |
testing pre- shipping with

Q Online

Buying
Guide replacement
comments

i tracking # o
shipment racking Online guide and Proactive issue
resolution / part
Lead Time . resources w/user
Setting Up

\ 4 Transparency \
~O-=- ‘ O
I - PrusaSlicer:
24/7 Q&A 24/7 su Pre-optimized
: pportin  Printables.com ODen<olrce
SOURCE: Prusa Research suppor’r in7 P

7 languages

languages printing software

W RISE



https://www.prusa3d.com/

CHANGE

HEALTHCARE

Journey Highlights
PRUSA

RESEARCH
by JOSEF PRUSA

Purchase > O Coinlita comoonnd Transparency and clear presentation
& Shipment testing pre-shipment of context data

® ® &fe o z o 0

Made Color Weight Length Diameter Standard deviation Ovality
3/9/20228:45:50  prysa Galaxy 1073¢g 363 m /11911t 1.75 mm 4.5223 ym 11%
PM wTc+) Black +192 g spool 0018

Proudly made in Prague | Date: 10.03.2022

SOURCE: Prusa Research


https://www.prusa3d.com/

Journey Highlights

PRUSA

RESEARCH
by JOSEF PRUSA

Support &
Engagement

, Printables

by JOSEF PRUSA

Phone and Tablet Stands

Contests with prizes

W RISE

O Printables.com

Andrei

27722 243
o
A7
202
T
ron

g* Follow

D Message

Donate

Curate collections,
follow other makers
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Create a community and sense of belonging

(including those with non-Prusa hardware)

< 3D Models

3D Models

160853 models

(QJ Contest Designs

All Models
3D Printers
Art & Design 3 9 Prusament 9 Andrei 5 DFV Tech
Costumes & Accessories
Fashion

Gadgets

Healthcare

Hobby & Makers

FFF

Household \ Tension Meter for the GT2 Bag Clip (PRINT IN PLACE "
belts of i3 MK3S+ or Prusa... CAM) S i
Learnin -
: Qo dao  wume [] Qrese  dse vz [] Q& w7 Lnee []

Seasonal designs

Large, free database for sharing and downloading models
SOURCE: Prusa Research



https://www.prusa3d.com/
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The Drivetrain Approach is a four-step process for building analytics outcomes

Google Example (1998)

Define ijechve “Most relevant search result” versus others “profit”, “UX", “TCO”"
Start by defining your goal
Specify Levers .
Specify the inputs that you control, the levers Google can control the ranking of the search results
you can pull to influence the outcome

©® Collect Data They readlized that the implicit information regarding which pages
Figure out what data you need to collect for linked to which other pages could be used for this purpose.
measuring the effect of pulling those levers

O Identify Actions Larry Page and Sergey Brin invented the graph traversal algorithm
Analyze data and build stafistical models 1o PageRank and built an engine on top of it that revolutionized

compute which lever to move and how much

to achieve the desired outcome search

Source: https://www.oreilly.com/radar/drivetrain-approach-data-products



https://www.oreilly.com/radar/drivetrain-approach-data-products

Consider the Member Journey CHANGE
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Each touchpoint is an engagement opportunity

Pre-Enrollment
and Enrollment -
I Post-Visit I

= Visit| @)
Care/case
Authorizations, management Q {
denials, and m
—~
appeals —_ Ik — — .. . . _ — - Appointment
ﬂ. follow-up
! I
I
I
I

1Yy Lead generation;
@Rshop for coverage

and benefits

Retention ! i
and Renewals . Annual enroliment

information

Self help,

Enroll self education,

and family

and provider ]

selection '\E —- — _ )/}

V4 REEEIE WElEem i Pfe.mium - ' ==) Claim processing - EOBs, ( ; Ongoing personalized
’ cluellpieeltel Rl ‘o EOPs, Checks, Appeals : | engagement and
& Denials information
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Sales & Marketing 101

+ How to drive more people to Self-help, education, and provider selectione [Member Journey]
*  How fo acquire new userse [Turbo Tax Marketing] CTT T T T T !
«  Which household to visit2 [Obama campaign] ' Cost |

Customer creates

revenues ntal Return !

Lessons Learned

Never, ever, spend money, EEEEEEEEEEE
unless you really have to

Customer doesn'’t
create revenues

Don't spend money Spend money

on customer on customer , , - ,
Ref: DRILLING DOWN: Turning Customer Data into Profits with a Spreadsheet, by Jim Novo
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Is your member engagement experience...

Like this?e Or like this?e

E the ¥ (a9)
&‘1 04“ U.S. Individual Income Tax Return ‘2(@2 1 ‘omwo 15450074

Filing Status | | single [ | Married filing jointly || Married filing separately (MFS) || Head of household (HOH) || Qualitying widower) (QW) J
Checkonly  If you checked the MFS box, enter the narme of your spausa. If you checked the HOH or QW box, enter the child's name f the qualfying
ane box. person is a child but not your dependent B

Q, Search 9 Help

IRS Use Onty—Do not write or staple in this space.

Let's start by getting to know you...

Your first name and micdle initial Lest name Your social security number
@ turbotax.
1f joint return, spouse's first name and middle initia Last name ‘Spouse's social security number We just need a few details to get us rolling.
Home address {number and street). i you have a .. box, see instructions. Aptno. Presidential Election Campaign First name Lastname
Gheck here if you, or your
spouse if filing jointly, want $3
City. town, or post office. If you have a foreign address, also complete spaces below. State 2IP code 16,90 1o this fune. Chacking & Elaine Benes
e e = oo | e e Enter the last name from your Secial Security card
| |¥ou | |Spouse
Date of birth Why we're asking 2IF code
At any time during 2021, did you receive, sell, exchange, or otherwise dispose of any financial interest in any vitual currency?  [_] Yes [ ] No
Standard Someone canclaim: | | You as a depandent | | Your spousa as a dependent 09/09/1999
Deduction | | Spouse itemizes on a separate retum or you were a dual-status alien iy |live outside the
Age/Blindness You: | | Were bom before January 2, 1957 | | Areblind  Spouse: | | Was bom before January 2, 1857 || Is blind us.
Dependents (see instructions): {2) Social sacurity {3) Relationship 4) ' if qualifies for fsee instructions):
W more (1) First name Last name number toyou Child tax crecit | Cradit for cther dependents
than four ] O
%ep L[] L]
and check [
here »- Ll Ll
‘Wages, salaries, tips, ete. Attach Formis) W-2 .. K K 1
Tax-exempt interest 2a b Taxable interest 2b
Qualified dividends 3a b Ordinary dividends 3b -
- : b
Pensions and annuities . 5a b Taxable amount . 5b
Soclal security benefits Ba b Taxable amount 6b
Capital gain or {loss). Attach Schedule D if required. If not required, check here . . e[ 7
Other income from Schedule 1, line 10 . . . . . . 8 T
Add lines 1, 2b, 3b, db, 5b, 6b, 7, and &. This is your total income > | a Sign Out License Agreement | Privacy | Security | Cobrowse

Consider their experience with enrollment forms and process, EOBs, letters,
welcome kits, efc. 2 Are these easy to navigate and understand?

W RISE
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How do you make information fransparent
and available to your members?

Scan me for details
o
e SRS . _ Opportunities to consider:
E— w « Member portal content and
‘ = | = navigation

e il == - EOB, letters layout and content
DU e « Welcome kits and enrollment

BBBB o ) materials design, instructions,

[ ! and content

T B ALl « Cost of care fransparency

It is possible to keep healthcare data secure and private
AND make it simple and accessible
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Do your members feel like they belong?

Real Client Example
Regional MA Plan

H Tight integration of plan benefits with local health system;
P’ Prlntaa,.?s!sﬁ “health insurance” feels more like a “club membership”

Free 3D Contests and Fitness Educational Bilingual physicians
Models for All Prizes facilities Classes and staff

Personalized Community Book Complimentary transportation to
(o{[1] o) medical centers and fitness facilities

Profile Interaction

Lobby greeters and “White Glove”
personal escorts member management

Help members get the most out of their plan membership:
inspire loyalty, increase retention



Measuring Success

What is your objective for each stage in the member’s journey?

Define Objective
Start by defining your goal

Specify Levers

Specify the inputs that you conftrol,
the levers you can pull to influence
the outcome

Collect Data

Figure out what data you need to
collect for measuring the effect of
pulling those levers

Identify Actions

Analyze data and build statistical
models to compute which lever to
move and how much to achieve the
desired outcome

Pre-Enroliment
and Enroliment

Did the prospective member
request enrollment informatione

Did they enrolle

CHANGE
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‘ Post-Visit \

Did the member find a doctore
Do they know what their benefits

Does the member understand
their payment responsibilitye

Did they adhere to their
treatment plan?

covere
Retention
and Renewals

Do they feel satisfied with their
health plan?

Did they choose to re-enroll?

How can we turn members into promoters and not detractors (think NPS)?
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Consumers have different preferences at different places in their journey

At what point in the journey, if at all, would you like to receive the following types of information?

When finding care

Info on providers

Details on insurance
policies and coverage

Proactive nofifications on new services
/ providers available from insurance

Tools / resources to help navigate
the healthcare experience

Transparent pricing for services

Suggested questions for
my provider

Education on various
treatment options

Status of paperwork /
documents

Health tips

Info on payment options

54%

48%

42%

42%

40%

35%

33%

31%

30%

30%

When accessing care

Education on various
treatment options

Health tips

Status of paperwork /
documents

Suggested questions for
my provider

Tools / resources to help navigate
the healthcare experience

Transparent pricing for services

Details on insurance
policies and coverage

Proactive notifications on new services
/ providers available from insurance

Info on providers

Info on payment options

58%

56%

54%

53%

52%

51%

47%

45%

39%

39%

When paying for care

Info on payment options 52%

Transparent pricing for services 41% Info on providers and info

T ——— seog on payment options switch
documents N |mpor’r0nce as a member
Details on insurance s progresses through their
policies and coverage journey

Tools / resources to help navigate 32%
the healthcare experience

Proactive notifications on new services 24%
/ providers available from insurance

Suggested questions for 23%

my provider Tools / resources to help
Education on various 22% navigate the healthcare
freatment opfions experience is consistently
Health fips 21% desired af all stages

Info on providers 21%

W RISE
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Consumers have different preferences at different places in their journey

How would you like to receive information in each phase of your healthcare journey?

When finding care When accessing care When paying for care

Health insurance website  47% In-person consultation 54% Email 40%

Health insurance website 36%

Email 38%

Online member portal 51%

Online member portal 36% Phone call 47% Online member portal 36%

The member portal, health
plan website, and email

Printed Materials 36% . . .
have consistent high ratings

Mobile app 33% Email 45%

Phone call 30% Health insurance website  45% Mobile app 34%

Printed Materials 30% Online or video chat 42% Phone call 31%

Print is middling as a
Online or video chat 27% Mobile app 39% Text message 30% desired channel
In-person consultation 26% Printed Materials 38% In-person consultation 29%
Interactive voice response 25% Text message 36% Online or video chat 24%
Text message 24% Interactive voice response 32% Interactive voice response 23%

W RISE
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Consumers Prefer Digital Communication Channels
But paper isn’t going anywhere

“I want my health insurance to

=T communicate with me using

Digital channels can help Thore modem platforme
enhance the healthcare

communications experience

“I'would be OK if all
communication from my
health insurance were digital.”

By delivering communications via
preferred channels, you can help
improve the member experience, “Communication with my

v health insurance would be
dnvmg IOYCIHY and revenues easier if it were all digital.”

Source: 2020 Change Healthcare-Harris Poll Consumer Experience Index Research



https://changehealthcare.outgrow.us/healthcare-consumer-experience-research
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Healthcare is stepping into the 4t Industrial Revolution

Machine Business
Learning Rules

=
TN,

’3’

|[@’5-’>)

]
T2

S

~xp
’ L

Mechanization, Mass production,

water power, steam  assemblyline, . S
B —— electricity automation ystems « Chat-Bots (e.g., Google Contact Center Al)

Computer and Cyber Physical + Self-Driving Cars (e.g., Tesla)

Personal Assistant (e.g., Apple Siri)
1765 1870 1969 Soon Cashier-Free Store (e.g., Amazon Go)
Autonomous Robofts (e.g., Brain Corp)

Precision Medicine
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THANK YOU




