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Overview

The challenge

Health plans have historically struggled to effectively communicate with
members. Members often ignore plan outreach whether it be via phone, email, or
paper mail. This lack of engagement can lead to low plan NPS, and even worse,
poor health outcomes and high medical spend.

The organization

TriHealth is an integrated delivery network based in Cincinnati, Ohio. It is the
fourth largest employer in the city of Cincinnati, with over 12,000 employees.
Their Corporate Health division serves TriHealth employees as well as other
regional employers in industries such as manufacturing and school systems.
TriHealth provides coverage and care to improve the health and productivity of
companies’ employees and their dependents.

The approach

TriHealth segmented their membership base into five distinct groups by
partnering with PatientBond to use its proprietary psychographic segmentation
model. Based on this knowledge, TriHealth now works with PatientBond to tailor
the content of their messages and adjust delivery methods based on which
psychographic segment the member falls into.

The results

Initial results from TriHealth's partnership with PatientBond have been
impressive. In the first year, TriHealth saw a 10% increase in member behavior
change as well as financial savings. Not only were TriHealth’s members
satisfied, but their health coaches also felt more engaged and satisfied in their
work.

Source: “TriHealth, Anthem Partner To Improve Quality And Lower Costs For Greater Cincinnati Consumers, Employers,” Anthem https://www.anthem.com/press/ohio/trihealth-
anthem-partner-to-improve-quality-and-lower-costs-for-greater-cincinnati-consumers-employers/; “TriHealthNow,” TriHealth, https://www.trihealth.com/telemedicine/now.
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Approach

How TriHealth uses psychographic segments
to customize member outreach

Health plans have a treasure trove of member data but often don’t know how to
use it to customize the member experience. TriHealth was in this situation and
wanted to use their member data to change member behavior and improve
overall member health outcomes. To achieve this goal, TriHealth partnered with
PatientBond, a digital patient experience vendor that uses a proprietary
psychographic segmentation model and digital outreach to improve patient
engagement, reduce risk, and lower costs.

TriHealth worked with PatientBond to improve their health and wellness coaching
service and piloted it on three diverse organizations (encompassing 210
patients) within their employer market. PatientBond segmented TriHealth’s
members into five distinct groups to equip TriHealth’s health coaches with
tailored member profiles.

The two main steps

Ol Segment members using psychographics

02 Train health plan staff to create tailored scripting

Source: “TriHealthNow Available to Team Members and the Community,” TriHealth Bridge,
https://bridge.trihealth.com/our-stories/2020/january/trihealthnow-available-to-team-members-and-the-community.
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Segment members using
psychographics

TriHealth health coaches help members with specific disorders, such as diabetes
or musculoskeletal disorders, form healthy habits. For example, a member with
diabetes needs to develop the habit of testing their Alc levels regularly. But
TriHealth found that many patients were inconsistent with their newly formed
habits.

Creating sustained behavior change in members can be very difficult, but doing
so can provide great health benefits to members and large cost savings for
plans. Therefore, TriHealth worked with PatientBond to determine their members’
individual motivators through psychographic segmentation.

What are psychographics?

Psychographics are the classification of people

Psychographics in health
[ S— care encompass attitudes

motivations, and other psychological criteria. and behaviors regarding:

according to their attitudes, values, interests,

Segmenting people by these characteristics allows * Health and wellness

Roles of health care

organizations to target and deliver communications that professionals

resonate more effectively and increase the likelihood of « Insurance
behavior change. +  Health conditions
Reactive vs. proactive
This can be more effective than using only health care behaviors
demographic data because one must understand the * Willingness

“why” to resonate with a consumer’s motivations and Current health conditions

. . . . Rx and OTC medications
unarticulated needs. Marketers in other industries,

especially retail consumer goods, have been using
psychographic segmentation for decades already.
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2. SEGMENT MEMBERS USING PSYCHOGRAPHICS

TriHealth gave PatientBond the names and addresses of their members using
data from three employers (a school system, a large manufacturing organization,
and TriHealth Health System). These organizations were already using health
coaches, which made their employees great candidates for this pilot program.
From this information, PatientBond uses proprietary consumer data to segment
members into the five psychographic segments detailed below

PatientBond’s psychographic segments

Percentage of prevalence in the general population

g ST GOS0

Direction taker Balance seeker Priority juggler Self-achiever Willful endurer

15% 17% 18% 19% 31%

* Deeply trust * Wellness- * Busy with * Proactive, * Self-reliant and
health care oriented with things other driven by resilient
providers self-defined than health appearance,

* Only visit doctor

» Will visit their success * Reactive to an_d task when necessary
doctor at first * Opento ideas personal health oriented
sign of issue and options but proactive * Very likely to
with family use virtual care
health options

PatientBond was able to attribute members to one of these segments with 70%
accuracy based off the member’s name and address alone. TriHealth then took
the process a step further by surveying members with PatientBond’s 12-
guestion quiz. The quiz takes 90 seconds and increases segmentation
accuracy for members who take the quiz to 91%.

Interestingly, TriHealth’s population differs from the general population. While for
the entire country, “willful endurers” are the most common segment, for
TriHealth’s members, “balance seekers” and “self-achievers” were the most
common.

Source: Advisory Board interviews and analysis
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Train health plan staff to
create tailored scripting

Once PatientBond provides TriHealth with their members’ psychographic
segments, TriHealth inputs the psychographic group into member online profiles
that health coaches can access. Health coaches can now adjust member
outreach scripting accordingly.

TriHealth trained their health coaches about the different segments, and the
health coaches were eager to learn more about the members they were
responsible for. Health coaches found that the psychographic insights were
“energizing.” They became even more attentive to their patients as they tried to
pick up on clues based on the key words and triggers PatientBond provided for
each segment population.

same way—treating them all as diabetics—but now,
we’re able to speak to them in five different ways based
on who they are beyond their disease.

‘ ‘ We used to speak to all members with diabetes in the

Terri Hanlon-Bremer, Senior Vice President, Employer Solutions and
Population Health
TriHealth Corporate Health
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3. TRAIN HEALTH PLAN STAFF TO CREATE TAILORED SCRIPTING

The training culminates in a role-modeling practicum in which health coaches
can show that they have mastered the content and can customize outreach
based on psychographic segments.

Below are example outreach messages that health coaches could create for
members with diabetes based on their psychographic segment.

Example scripting for members with diabetes based on psychographic segments

X5 5l =

Priority juggler Balance seeker Direction taker

Proactive with family health Open to ideas and options Deeply trusts health care
“Not only can smoking “If you've struggled with providers

negatively effect your insulin dieting and exercising, “One study found people with
levels, but secondhand reducing stress and diabetes who walked at least
smoke can also increase the increasing water intake are 2 hours a week lowered their
risk of a loved one other great alternatives to risk of developing heart

developing diabetes as well.” lower blood sugar levels.” disease by 40%.”

Source: “The importance of exercise when you have diabetes,” Harvard Health Publishing,
rtance-of-exercise-when-you-have-

https://www.health.harvard.edu/staying-healthy/the-importance-of-exercise-whei u-have-diabetes9.
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Results

After TriHealth started using psychographic segmentation, one of their employer

organizations saw 83% of their participating members make substantial progress
on their health goals.

This organization also saw a 28% reduction in at least one “risk” in participants
(for example, reducing BMI, lowering Alc levels, decreasing blood pressure,
increasing physical activity, etc.).

In addition to the financial achievements, TriHealth was able to cut down time
spent connecting with the member and spend more time coaching their
members instead, forming more meaningful relationships.

27%  $621K 5:1

Increase in program satisfaction at Savings in a single year at a single ROI for the three employers
a single employer employer participating in the TriHealth
program
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ADDITIONAL CASE IN BRIEF

AmeriHealth Caritas DC
100K-member Medicaid plan

How AmeriHealth Caritas DC used psychographics to increase telehealth registration

AmeriHealth Caritas DC (AmeriHealth) used PatientBond’s psychographic
segmentation model, this time to increase telehealth utilization. AmeriHealth
found that many members were utilizing the emergency department (ED) for
non-emergencies rather than an urgent care center, a PCP, or telehealth.

Using psychographic segmentation, PatientBond (on behalf of AmeriHealth)
created an automated outreach campaign for telehealth. This tailored messaging
was used in text messages, call center representatives’ scripts and automated
interactive voice calls to AmeriHealth members. The campaign’s goal was to get
members registered for virtual visits so that when they do need care in the future,
it is easy for them to schedule a virtual visit.

Psychographic distribution of AmeriHealth members vs national population

Direction Balance Priority Self- Willful
takers seekers jugglers achievers endurers
AmeriHealth 3% 6% 14% 35% 42%
members
National Medicaid 19% 10% 10% 20% 21%

population

AmeriHealth saw a 7% conversation rate (members who saw the message and
registered for telehealth services), leading to a 7.5x increase in telehealth
registrations. Also, members did not see these messages as a nuisance, as

evidenced by the fact that AmeriHealth’s SMS unsubscribe rate stayed below
2%.

I's important to note that although this partnership began before the Covid-19
pandemic, AmeriHealth has continued this tailored outreach for other campaigns.

Source: “Increasing Telehealth Registrations for Members of AmeriHealth Caritas District of Columbia: A
PatientBond Case Study,” PatientBond, https://insights.patientbond.com/amerihealth-case-
study?hsCtaTracking=4979755b-ddd2-445a-9d3f-2d36d6e07e4a%7C121d5871-Occa-4504-94e0-15a66ed43dd6.
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LEGAL CAVEAT

Advisory Board has made efforts to verify the accuracy of the information it provides to members. This report relies on data obtained from many
sources, however, and Advisory Board cannot guarantee the accuracy of the information provided or any analysis based thereon. In addition,
Advisory Board is not in the business of giving legal, medical, accounting, or other professional advice, and its reports should not be construed as
professional advice. In particular, members should not rely on any legal commentary in this report as a basis for action, or assume that any tactics
described herein would be permitted by applicable law or appropriate for a given member’s situation. Members are advised to consult with
appropriate professionals concerning legal, medical, tax, or accounting issues, before implementing any of these tactics. Neither Advisory Board
nor its officers, directors, trustees, employees, and agents shall be liable for any claims, liabilities, or expenses relating to (a) any errors or
omissions in this report, whether caused by Advisory Board or any of its employees or agents, or sources or other third parties, (b) any
recommendation or graded ranking by Advisory Board, or (c) failure of member and its employees and agents to abide by the terms set forth herein.

Advisory Board and the “A” logo are registered trademarks of The Advisory Board Company in the United States and other countries. Members are
not permitted to use these trademarks, or any other trademark, product name, service name, trade name, and logo of Advisory Board without prior
written consent of Advisory Board. All other trademarks, product names, service names, trade names, and logos used within these pages are the
property of their respective holders. Use of other company trademarks, product names, service names, trade names, and logos or images of the
same does not necessarily constitute (a) an endorsement by such company of Advisory Board and its products and services, or (b) an
endorsement of the company or its products or services by Advisory Board. Advisory Board is not affiliated with any such company.

IMPORTANT: Please read the following.

Advisory Board has prepared this report for the exclusive use of its members. Each member acknowledges and agrees that this report and
the information contained herein (collectively, the “Report”) are confidential and proprietary to Advisory Board. By accepting delivery of this Report,
each member agrees to abide by the terms as stated herein, including the following:

1. Advisory Board owns all right, title, and interest in and to this Report. Except as stated herein, no right, license, permission, or interest of any
kind in this Report is intended to be given, transferred to, or acquired by a member. Each member is authorized to use this Report only to the
extent expressly authorized herein.

2. Each member shall not sell, license, republish, or post online or otherwise this Report, in part or in whole. Each member shall not disseminate
or permit the use of, and shall take reasonable precautions to prevent such dissemination or use of, this Report by (a) any of its employees and
agents (except as stated below), or (b) any third party.

3. Each member may make this Report available solely to those of its employees and agents who (a) are registered for the workshop or
membership program of which this Report is a part, (b) require access to this Report in order to learn from the information described herein,
and (c) agree not to disclose this Report to other employees or agents or any third party. Each member shall use, and shall ensure that its
employees and agents use, this Report for its internal use only. Each member may make a limited number of copies, solely as adequate for
use by its employees and agents in accordance with the terms herein.

4. Each member shall not remove from this Report any confidential markings, copyright notices, and/or other similar indicia herein.
5. Each member is responsible for any breach of its obligations as stated herein by any of its employees or agents.

6. If amemberis unwilling to abide by any of the foregoing obligations, then such member shall promptly return this Report and all copies thereof
to Advisory Board.
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