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Practical Application of Personalization to
Benefit Members and Patients
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Journeys Drive Satisfaction More Than
Touchpoints

Source: McKinsey
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Experience Maps

How they can help

HIGHLIGHT AREAS OF
GREATEST OPPORTUNITY.

RESEARCH

THINKING

« Excited. but a littie
anxious

- Worrying about money

- Wants to consult friends
« Unsure and family for advice

- Ready to get startad

FEELING

+ Browaing the intarnet - Reading horror stary
reviews online
* Camporing expariences
with friends and fo - Watching commerciats
« Baing backgraund - Reading advertisements
reseacch

Source: Adaptive Path

CHOOSE THE STORY YOU WANT TO LEAD WITH
AND USE SCALE, CONTRAST, AND COLOR TO
CREATE HIERARCHY.

“YAYI®

"CAN SOMEONE
HELP ME?"

PURCHASE USE

< In the mood to spend « Happy

- Satisfiad

- Convinced - Relievad « Ready to rafer friends

- Excitad to own - impressed L T S
something brand new.

«Intecactiog with sales - Driving to brick-and- - Relaxing - Using the new product an
staff mortar stare to buy PRSI S a cogular basis
- Sharing informstion aboet  Product onkne - Qataring friends and
the purchase via sac: faaty
netws
MAKE SURE SUPPORTING
INFORMATION IS PRESENT,
BUT SECONDARY.




Moving from Insight to Impact

BUILD THE MAP

USE THE MAP

QUALITATIVE
ANALYSIS

“When the ID card comes in the
mail, there’s a sense of relief and
security knowing you're covered”

“Knowing that | have health
insurance allows me to get up in the
morning and go to work, not having
to worry about how to pay for a
$25,000 surgery.”

SPRINT QUESTION

“How might we earn the trust
and confidence of our members
through our digital on-boarding
experience?”

HASS0 PLATTHER

Instituta of Design at Stanford

QUANTITATIVE KEY MOMENT ON
VALIDATION THE MAP

92% of respondents (n=500) said
that “Receiving confirmation that |

am covered after | enroll or have a
life event” was “Important” or “Very

Important”
BUILD AND TEST KEY TAKEAWAYS
PROTOTYPE

1. Members seemed comfortable
with a digital 1D card

2. Members seemed comfortable
with a shortened HRA

3. Members didn't mind being
recommended a PCP (but not all of
them selected one)




2022 Healthcare Consumer Experience Index
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Finding Accessing Paying for
Care Care Care
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200




Six Drivers of Emotional Loyalty

@ Trust

Be= Honest. Be Transparent. Be Genuine.

Trust is paramount to a long-
term relationship with me. If

wee can’'t trust or e honest with
each otfwer. nothing else matters.

13 Appreciation

Ba Sincere. Ba Thoughtful. Be Grateful.

| nead to feel that you value me,
my timee and my choice to do
business with you.

& Em athy
P

Be Kindl. Be Understanding. Be Supportive.

O you take the time to really know
me ard what | want or need, or am
| just another number to you?

Source: ICF Next

(5) Reliability

Ba Consistent. Be Dependable. B Proactive.

| expect you to put in the effort.
When you do, | know you are
committed to this relationship and |
CEN COURNT oM yodu.

Be Dedicated. Be Valuable. B= Attainable.

This is & lomg-term imsestment.
The sgoner we realize we both
ne=d each other, the stronger our
relationship will be.

Be Meaningful. Be Charitable. Be Ethical.

It's imporant | feel a connection
o the brands | choose to do
business with, as they are 3
reflection of who | arm.




Four Key Themes in Consumer Health

« Experience design with patients at the core

« Critical importance of mental health in a whole health solution

« Leveraging data and technology to improve access and
experience

« Understanding and optimizing the health connection across
industries

Source: ICF Next




Four Strategies for Connecting with Your
Customers through Zero-party Data

Make it quick and easy
Give an instant benefit
Keep it relevant and fun
Consider the occasion

Source: ICF Next




Questions?

See bit.ly/hcpersonalization for
additional information and resources



https://bit.ly/hcpersonalization

APPENDIX




Additional Resources On Personalization

« Become a Consumer-Centric Healthcare Organization

« A Guide to Patient Satisfaction in the Age of Consumerism

* Increasing Patient Engagement Along the Care Journey

FourKey Themes in Consumer Health

« The new experience continuum: UX, CX, and EX come together for the ultimate
experience

« Experts Predict Top Marketing Trends 2023

* Inspiring participation with intentional UX design

 Customer Experience Transformation: A member-first mindset fo unlock lifetime value

 To achieve emotional loyalty, keep people at the core

e 4 strategies for connecting with your consumers through zero-party data

« Using Predictive Modeling to Deliver Personalized Marketing

bit.ly/hcpersonalization



https://www.changehealthcare.com/content/dam/change-healthcare/corporate-site/solutions/healthcare-consulting/change-healthcare-consulting_healthcare-consumerism-brochure.pdf
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https://www.icf.com/insights/engagement/four-key-themes-consumer-health
https://www.icf.com/insights/engagement/brand-experience-continuum-new
https://www.icf.com/insights/engagement/top-marketing-trends-2023
https://www.icf.com/insights/engagement/ux-inspiring-participation
https://www.icf.com/insights/engagement/increase-healthcare-membership-customer-experience-transformation
https://www.icf.com/insights/engagement/emotional-loyalty-keeping-people-core
https://www.icf.com/insights/engagement/connecting-through-zero-party-data
https://www.icf.com/insights/engagement/personalized-predictive-modeling
https://bit.ly/hcpersonalization

For More on Personalization of Healthcare
Relationships

Keith Roberts Denise Holt
Change Healthcare ICF Next
kroberts@changehealthcare.com denise.holt@icfnext.com

Ferris Taylor
HealthCare Executive Group
ft@ehceg.org




YEAR-ROUND NETWORKING & LEARNING

(HC]X¢ {e*EG d*EG TeEG - Adjust for shift in operational
Focus Area Annual Industry TOP 10 and strategic priorities
» Trust in peers more than any

other source

On-going, multi-channel,
small-group settings

Executive Executive

Networking Leadership

www.hceg.org @Health Care Executive Group HEALTHCARE
connect@hceg.org @hcexecgroup E G
978-219-9105 % bit.ly/hcegnewslir

— EXECUTIVE GROUP



https://www.linkedin.com/company/healthcare-executive-group
https://www.twitter.com/HCExecGroup
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