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Introducing Lucerna:

Partnering with Innovators

Health Ecosystems Realized
Reshaping and connecting relationships as a
co-pilot for health ecosystem innovators

Specialist
<O |
~STRRR Hospital

Health System
Health Plan

Primary Care L‘ @

Strategic Provider

Solutions for Better Outcomes & Better Business
An operational playbook based on real-world experience,

solving execution challenges to drive results

J
~ N/

Consumer Consumer
Acquisition Navigation

Provider Leap P latform Ecosy;tem

Performance Data | Analytics | Integrations Integration

Provider Patient
Engagement Engagement
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Activating Strategic Engagement

FROM DISPARATE DATA... TO SINGLE SOURCE OF TRUSTED INSIGHTS...

DATA PLATFORM

Clinical o
oo Ecosyst'em
“(;".sz Integration
Payer
Population Health (@' Data Hub
&

Consumer Touchpoints

|— Insight
Operational Systems ' Studio

ENGAGEMENT ACTIVATION

Consumer 360

Bs,

Patient
Attribution

Provider 360

Communication
Hub

IMPACT ANALYTICS
(5’% Consumer
—” Engagement
@ Consumer
=0

J Growth

<>, Financial
Performance

TO CONNECTED PROCESSES

Consumer Growth

Care Delivery

Consumer Experience

Digital Front Door

Operations
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Discussion Outline

Engagement Drives Value
Use Cases that drive measurable results

Strategic Engagement
Playbook to power and connect relationships

» @  Activating Engagement Formula
The right mind-set, technology and know-how
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Engagement Challenge

PATIENTS EXPECT MORE REPUTATION MANAGEMENT DIGITAL ENGAGEMENT THE BUSINESS IMPACT
& BETTER ENGAGEMENT IS CRITICAL IS UNDENIABLE IS CLEAR

92 3x 80 35
ﬂ { ﬂ
O | Patients expect :gr] Likely to switch due to a g Prefer digital 1= Provider appointments
@ personalized messages r% negative experience Er S communications == slots not used.
$1.5B/yr missed appts
cost to the system

61. 72 62 94
G ———) ( )

Q") Patients want more /\/' Patients rely on online =c|, o Patients age 70+ S3¢ !-Iosfr?itals 'Saly “l.ea.liagi”
(_V continuous engagement reviews to pick providers — 2 use smartphones = IS atinancial priority a
A\ 6ag r—@ pickp — 55+% “leakage”
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Engagement Use Cases

@‘:f‘ ACQUISITION & RETENTION @@? HEALTHCARE ENGAGEMENT @@)3 OPERATIONAL PERFORMANCE

AEP/OEP lead generation Welcome & onboarding Provider panel management
Medicare age-in Attributed patient navigation NPS & satisfaction surveys
New patient & win-back Care program enrollment Visit adherence (no-show)
Cross-sell service lines Accurate risk adjustment Self-service channel adoption
Patient provider matching Quality & care gap closure Patient portal adoption
Patient product navigation Medical cost management Call center optimization
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$4.5M $1,400

Annual value First year revenue

$4.5M $600

Annual revenue PMPY
PCP network
adds 1 visit a day

0 i i .
across 100 PCPs S0 [TEL LEUEM 17 Hospital system

system leakage acquires new Payer navigates

across 100 PCPs : unmanaged
patient diabetic member to

a high-performing
VBC provider

 lucerna | 8



Next Gen Engagement

Patient Engagement Across Your Ecosystem

A =
—
Across
3 Ecosystems
5
o %o
C o @’ >20%
E : © Increase in REVENUE
Cross i
.5 ?_-{Sﬁ Channels Increase in EFFICIENCY
& @ 9
Across Across
Events Systems
Moderate
o= Improvements
@ e - e n i m e e e e e e e A e e A e e A A A A R AR AR A AR R AR A A E A A R A R A e R e R A EEEEEEEEEEEEEEEEEEEEEEEEEE. >

Healthcare Usage Across Data Touchpoints

% Lift in Response Rates

Based on Gartner DMC L luce rna
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Market
Requirements

AComprehensive Approach

bo)

Know the consumer

Know the healthcare provider
Navigate consumers to the right provider
Engage patients in their care

Engage providers for outcomes

The

Solution
Required Capabilities

l-.

Payer, clinical, consumer & operational insight
Payer, provider, data & marketing expertise
Operate a proven campaign catalog

Integrate insight, outreach and operations

Ensure closed-loop performance optimization



The Formula for Successful Health Engagement

Collaborative Strategy and Planning Campaign Operations & Optimization
Data Hub Enga_gen_1ent Impac_:t
Activation Analytics

INTEGRATED DATA SEGMENTATION, PERSONALIZED RELEVANT ANALYSIS,
READY FOR PRIORITIZATION & MESSAGING OMNICHANNEL OPTIMIZATION
ACTIVATION NET DOWN AT SCALE JOURNEYS & REPORTING

O O O
A A 9,

Operational Integration for Optimal Results

v lucerna |11



Ready for Activation

PATIENT HISTORY PROVIDER PROFILE
Visit history, care program enrollment ....... ' Demographics, specialty, geo, care team
PATIENT NEEDS / \ PROVIDER SCHEDULE
Health conditions, risk profile, SDOH .. PATIENT . Provider services and availability

AND PROVIDER
DATA

EQUALLY
IMPORTANT

PATIENT PREFERENCES

Provider characteristics, facility proximity

PROVIDER PANEL CAPACITY

Panel management

PROVIDER VBC CONTRACT

Payer value-based care arrangement

PATIENT HEALTH BENEFITS

Plan, eligibility, cost-share and rewards

.
., .
e e s s

PATIENT EXPERIENCE

NPS & PX actual/predictive data

PROVIDER PERFORMANCE

Experience, quality, cost

Catalog

Search

+ + F + + F+ +F o+ F o+ o+ o+

L2

Leap... L2

Appointment
Attribution

Claim

Consumer Profile
Consumer Touchpoints
Engagement

Facility

Insurance
Models & Segmentation
Online Tool Adoption
Population Health
Provider Profile
Provider Performance
Provider Capacity
Roster

Survey
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Segmentation & Prioritization

Net Down

- Speed to value: Make it easier for marketers
to easily create segments without IT.

F Aun

e ®— * ROI-based planning: Prioritize patient
a ame e s outreach based on clinical needs, prospective
3 Basived an e value, and response likelihood — profiling
i * audiences, sizing engagement opportunities,
e o Patient Engagement Audience Funnel and allocating inveStments'

- Segmentation attributes: identify priority

L 2 . .
consumers to accelerate value. Attributes
s o such as health status, payer contract,
Gare Gag provider capacity, propensity models drive
I Annual Health Spend | 520K+ . .
S provicer Capaciy | 305+ effective segmentation.
ML Aftinity
99%

' lucerna
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Dynamic content at scale

* Drive Engagement: Utilize advanced technology and behavioral
analytics to personalize communications, leveraging the best provider
match, predictive models, triggers based on provider availability, and

Getting screened is A orchestrating multiple offers based on patient behavior.

your body's best defense.

"\ Logoipsum

Healthy at every age

- - L * Enhance Relevance: Enhance relevance through advanced branding
hd”‘:g‘f’yhmwhg strategies, including co-branding with payers and impactful hero
”my”@’y“df images, leveraging patient visit history and behavioral patterns, and
S providing detailed information on patients' insurance benefits, costs,

and rewards.

Health screenings help identify if you have or at a risk for a
particular disease or condition. When found and treated early,
many individuals continue to live long and health lives. Learn more

e  Maximize Conversion: Maximize conversion rates by implementing a
Tmest personalized call-to-action (CTA) channel based on patient preferences
and behavior, seamless integration with providers' EMR systems, and
conducting rigorous AB testing of creative, content, and CTAs to
optimize effectiveness.
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Omnichannel Journeys

Dynamic, Relevant & Timely

Payer, EMR and behavioral data

integrated to create meaningful

Personalization & seamless booking experience M : Tl I
iy e e anaging optimal channe
on rggerea wnen attripute roviaer nas : ‘s
) yngg : e deliverability rates
patient cohorts | optimal availability
————
Patient Cohort (= Attributed Provider has Availability = [ fﬁ Suppressions = B
Attributed Provider
¢=) Leap Campaign Audience Cohort - Repeat Visit - Seen 11-18M, No FVS + Parameters Patient Cu%'l?d"; =7 Leap Attribution - Provider is Web Enabled + Online Booking s Av?ﬂsgili'é ff; Consumer Blacklist Leap Suppression -...
Retrieves ‘Leap Consumer' records targeted by this filter Retrieves 'Leap Consumer' records targeted by this filter
G a a
Completed CONSUMER 360 Completed PROVIDER 360 Completed ¢ ONSUMER 360
Channel Preferences % [ = Channel Priortization = B v Text Channel = 8
SuDDf(ELsustwfir:js) Leap Channel - Cohert - EM or SMS Enabled - Scores... Channel Prﬁe{sgfﬁﬁ 4] Leap Embedded Audience - Cohort-Based - SMS over EM &S (EL"SES; | [> SMS Audience
Retrieves 'Leap Consumer’ records targeted by this filter 1 "
(1] o m Continuous
Completed 6oL DEN PROFILE Completed  cOMUNICATIONS HUB Completed A/B testing
o Email Channel = =
———‘
EM Enabled N
. . . oy p [> EM Audience
(Luc_id)
Patient preferences and patient behavior utilized
to define the journey: channel(s) and touches

to improve
performance

Completed
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Analysis, Optimization

& Reporting

- Closed-loop performance tracking: go

® Patient Revenue Growth P WS beyond marketing operational metrics to
° R /Hf,;«:_;“; -\ measure business outcomes and ROl on
"‘--..._‘_‘_‘_.___,_,_.-—-" —
T | engagement investments.
Support Needs 5“‘-—-/\'—-—-‘ — . g g
59 600 S W W : * In-depth analysis: leverage data and
_ sieorservics e — Campaign Appointment insights to drive your engagement strategy,
5 900 B : Conversionfiate understand engagement patterns,
: - Fmployer preferences, and areas for improvement.
. E o Medicare
. nividea * Optimization: Understand and optimize for
NPS & PX Survey Responsa Rate Patient Email Opan Rata Medicaid 30% . . . .
24 45, =] growth, patient experience, clinical goals,

and financial performance.
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Client Results

It’s not marketing operational metrics

Beginning the patient-provider
relationship through first visit
and effective welcome and
onboarding

Examples: primary care visit,
patient portal registration and
utilization

Supporting patients in
adhering to care plans, while
impacting quality, cost, and
satisfaction VBC goals
Examples: care plan enrollment,
care gap closure, ER frequent flyer
migrated to primary care

VISIT

AWARENESS Building a relationship
through improved
experience while

PATIENT itori
Lpament monitoring loyalty
metrics

RETENTION .
Examples: repeat visit,

NPS, ecosystem utilization

PATIENT ACTIVATION
LOOP

PATIENT OUTCOMES
& VBC LOOP

CARE JOURNEY
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Client Results

2023 | Client with 815,000 patients of which 550,000 have contact data

Patient APPOINTMENT 31 o
ETLI Y L CONVERSION RATE /

191,000 Unique Patient Appointments

Seen Rate Campaign Lift

ALL PATIENTS

%g 315,000 Total Patient Appointments, 1.8 Visits PPPY
61% Appointment with best provider match Patients with / \‘\,
$38M Annual Revenue (FFS) campaigns 46%/
42-50% Patient Email Open Rate \ 207%
Lift

Patients without
Patient NPS/PX SURVEY 220/ campaigns
(L1 13 CONVERSION RATE /

20% Improved NPS through operational connectivity
‘y 60,000 completed PX Surveys CHRONIC PATIENTS

30% Spanish Survey Response Rate

Patients with

Patient NEW PATIENTS 8° campaigns
Growth CONVERSION RATE %

1 0 000 New Patients (Digital Advertising) Patients Witf]out

‘_r—@ 14,000 Winback Capitated Patients at 8% Conversion Rate campaigns
$7 Digital Marketing Cost per Lead

$1 Digital Marketing Cost per Click
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Wrap Up-Keys to Success

ENGAGE ACROSS INTEGRATED ECOSYSTEMS

Even leading companies can't succeed on their own

THINK TRANSFORMATION

Advanced health consumerism is a big changes

\ ©®  DRIVE YOUR EXECUTION JOURNEY

Expert people, process and technology

PURSUE BIG STRATEGIC GOALS

Market leaders drive outcomes through innovation

v lucerna 19
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Health Forward

Consumer Consumer
Acquisition " Navigation

J Y DT
1 | ARl
[ ]
Provider L Ecosystem
Performance Leap Platform Integration

ENGAGEMENT
AS A SERVICE , . | STARTTOUR
Provider Patient
RESULTS THAT

2
7 - : Engagement Engagement
- MATTE%

e e : R

’

John Wagner .
VP of VBC Growth - 9y, ,

john.wagner@lucernahealth.com

(904) 536-4044

| —— D)
,’ y Growth

! 1« Revenue
A ! 1 VBC performance
: ,’ Operational efficiency /
e —

CLICK TO VISIT



https://vbcexhibithall.com/vendor-booth/lucerna-health/64a799d2b6a9ef1997b1ecaa

Thank You

Connect with us today to move healthcare forward!

O lucerna

John Wagner, MHA
VP, VBC Growth
904-536-4044
John@GetLucerna.com
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