a'/'oé/ub
(ﬂ. State Health Plan
" FOR TEACHERS AND STATE EMPLOYEES

Segmentation Pilot

Board of Trustees Meeting

August 1, 2014

YCHEALTH "
Smart 7 /f\f

rewar A Division of the Department of State Treasurer



Current IHM Communication Efforts

« Member Focus Newsletter

- 250,085 members currently subscribe to this newsletter, with an
average open rate of 17%.

- Health Benefit Representative (HBR) Update Newsletter
* 1,705 HBRs currently subscribe with an average open rate of 43%.

- Mailers and Fliers
- 8 direct mailers (postcards), touching all or segments of the population
- Various fliers used to promote benefits and programs

Currently we are unable to correlate any outcome to these methods
of communication (fluctuations in call volume seem random).
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Opportunity for Improvement

- We have the opportunity through ActiveHealth
Management (AHM) to pilot a segmentation and
communication initiative among the Active and Non-
Medicare Retiree membership.

- This opportunity will result in information that can
assist the Plan in the development of a communication
and marketing strategy that aims to elicit a higher
response and participation by our members.
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o Importance Of segmentation
What it does:

* Classifies members into groups with common needs, desires and
behaviors S

* |dentifies a manageable number of homogenous member segments w m w

* Allows the entire member population to be broken down into smaller
and more relevant segments

* Enables prediction of likely responses and behaviors

* Enables communication and product testing to optimize results
for a particular segment

Why it matters...

* Provides deeper understanding of member needs and behaviors for
each member segment, which enables personalization

* Allows more appropriate resources, using techniques aligned to specific
member segments, to drive behavior change and improved results
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. Market segmentation overview

The following process allowed ActiveHealth to segment its population into groups with
uniform behaviors, attitudes and lifestyles to optimize product/service effectiveness

Gather Internal

Data

- Gather demographics, health
history, risk assessments, health

attitudes, interaction data,
ActiveHealth CareEngine®

Prepare

analytics Combine
- Organize and aggregate at the Data

Member, Activity and Condition

Segment

Develop
Personas

- Determine health
attitudes, behaviors
and lifestyles

level

Gather External - Put demographics
Data and behaviors in
context
- Gather generally available, non- - Convert all data into
specific information about numeric form for
household behaviors and lifestyles statistical analysis
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- Apply cluster
analysis algorithms
(e.g. K-Means, CART)
to determine
segments

- Analyze all Segment 1
characteristics

- Develop representative
example Persona Profiles
for each Segment

- Optimize products/
services for each
Segment




J;,”'Segmentation will enable enhanced support

Growing opportunity to
support Self-Directed as
we optimize products

High opportunity to
support Validators
RESPONSIVENESS TO CARE MANAGERS

Ignoring outreach Engaging

SELF-DIRECTED VALIDATORS

Actively
participating

Interaction

needs TIME-
CONSTRAINED

AVOIDERS

Not actively
participating

PARTICIPATION WITH OUR
PRODUCTS / SERVICES

Lower opportu nity to Source: Knowledgent Cross-Industry Framework Growing opportu nity to

id - k . Applied To ActiveHealth’s Business . .
support Avoiders; knowing support Time-Constrained
helps us refine and re- as we optimize products
allocate efforts
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. Successful pilot test results!

o
Member Engagement Ongoing Impact:

e Significant lift in member engagement * |dentified areas of operational
efficiency, which will fund care
management redesign and
engagement initiatives
(more personalized outreach
with higher satisfaction)

87%

In engagement

. ————©

High tech High touch
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. 2014 roll out plan

After completion of a highly successful segmentation test, we
will continue to test and then roll out segmentation and a new
communication engine later this year

Internal, cross-functional team established for roll out

Bridged approach for roll out and support

Working with third party data provider on information purchase

Finalizing launch business requirements

Preparing to launch the Communication Engine, which is a major inter-dependency

Channel
Optimization

Segmentation and Megsa_ge _
Personalization Approach Optimization
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. 2014 segment testing scope — North Carolina
Tmig_ | oewis | oeneft

Phase 1

Based on the size of the
previous pilot phases
ActiveHealth anticipates
~4,000-6,000 Plan
members will partake

Phase 2

Based on the size of the
previous pilot phases
ActiveHealth anticipates
~2,000-3,000 Plan
members will partake
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* Conduct channel & message testing with
newly identified DM and LC members

Channel Test:

e Control Group A: Automated calls

* Test Group B: Emails

* Test Group C: Live CSA calls

Message Test:

* Control Group A: Standard intro letters

* Test Group B: Optimized intro letters

* Conduct segment specific message testing
with newly identified DM members

Intro Email/Call:

e Control Group A: Control intro Email (auto
call when Email not available)

* Test Group B: Segment specific Emails

* Test Group C: Segment specific auto call

Intro Letter:

* Control Group A: Standard intro letters

» Test Group B: Segment specific letters

« Validates previous findings on pilot tests

« Larger sample size will help validate
assumptions across broader population

« Validates findings on segment attributes
and key messages

» Will only focus on DM (those segments o
with conditions)




_o-"’""'Phase 2 segment specific creative test

Determine impact of new, segment-specific letters (vs. control letter)

“Control” — Standard Letter “Test” — Segment Optimized Letter

ActiveHealth

MANAGEMENT
PO Box 221138
Chantilly, VA20153-1138

=PRINT DATE=

o

@ActiveHealth

MANAGEMENT. PO R 721136 Chantily, VA 20753-1138

<PRINT DATE>
<g;\§g: NAME= <PT LAST NAME=
Rillrr 2T HEST NAE: <FF LAST MMy Messaging will be
<PTCITY=, <PT STATE> <PT ZIP> «<PT ADD 2=

<PT CTY>, <PT STATE> <PT2IP>

tailored in

Dear <PTFIRST NAME= <PT LAST NAME>, I‘; ""‘:.3""! charge . .
Lapeis o NI partnership with
Welcome to Active Lifestyle Coaching Dioar <PT FIFST MAME: <PT LAST NAME>, lalt My At hreiF sttt todag
Myactivtoath comt NC and based on

You've gota greatwellness program rs, available through
ActiveHealth. You have resources atyourfingertips that can help you take control of your
health. And, it's personal, confidential and private

Doyouwantto getyour eating habits back ontrack? Or maybe you're readyto quitsmoking?
Work one-on-one over the phone with a professional health coach to achieve the goals you

Do you want to kook bemer, feel betier, live longer or reduce your risk
factors fat diness? Maybe you want i guit smoking o lose 8 few pounds.
Na maser what your goal, the meat importan thing is that you take

the first step 1o make i happen. Now that's & lot sasier thanks to the
Healthmatters program.

segment insights

wantto. Your coach can help you 24/7 Lifestyle Coaching to help you meet your goals.
P F A o v e BRREN Segment
« Reachyourbesthealth goals by losingweight, eating healthier, managing stress, quiting halp. UUU'F:_H" ith A takes i \ﬂ:‘v\-ﬂm . t
challenges. For example, some of our members are dealing with stress
tobacco and more o ing [T i 68 10 you. S0 approprla e

+ Develop—andstickto— healthier lifestyle habits thatwork for you
+ Build a personalized plan to keep you healthier for years to come

How we work togetheris up to you

‘You can schedule regular phone calls with your health coach. Oryou can call when you have
questions orwanttips. Whateverworks foryou. We can meeton yourterms because, after all,
they're your goals.

You can also try ouronline coaching, tools and resources. They make iteasy and funto
improve your health. Just go to www.MyActiveHealth.com

Take a first step toward a healthier lifestyle.

Justgive us a call at (888)-227-6598. program fits your perscral goals.
. s
Learn more about icluding how you can earn rewards on i
Your Health Advocate Taam

Sincerely,

Your Health Advocate Team

you can focus on small things that make a big ddference in your health.

This suppon is available 10 you nght now, at homa or work or on the go.
Arywhete you have nitsmet scoess. This program will provds:

= A tailened plan based on your specific needs

= Fun tools and sxpen tips 1o help you mest your goals.

= Emails to heip you stay on track.
1§ you're ready 1o begin the joumey to betier heskh, you don't have
to do it slone. Best of 28, this program i available 2t no cost 0 you.
I1's alsg completely confidential

To got started, visit MyActiveHoalth com.
Then, choose “online health coaching”™ and select whech

PS. Ta leam more shout this program,

language and tone

Work with NC to
select segment
appropriate image
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2014 Pro osed Schedule

W W[ W | W | W[ W|  W|W | W|W
10 ( 11 (12 | 13 | 14 | 15 | 16 | 17 | 18 | 19

Pre-
Reqgs
ID & Design ID Design
Creative Channel & Message Testing
Config Segment Specific Message Testing
WELDELNY
Process Manually Process Month_1 Cycle
Cycle
Manually Process Month_2 Cycle
Extract Extract
Produce
Results By Results Results
Segment
I A A
i Check-Point Check-Point
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