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OOOOOOOOOOOO

What brand do you think consistently delivers
seamless, connected, and personalized
experiences across channels?



Why these types of experiences stand out

Proactive Personal Relevant Valuable Frictionless
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OOOOOOOOOOOOOOOOOOOO

What does this mean in the context of
healthcare?
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WHAT DOES THIS MEAN IN THE CONTEXT OF HEALTHCARE?

Same, high expectations

More personal

More impactful
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Mobile App Website

So much potential to

Live Chat

and improved health

| Qavm © @
drive better engagement ‘iwm (;(
<)

-

outcomes - @

Direct Mail
Banner Ads
Social

bounteous x [\ Adobe : :

Video SEO & SEM

Video Call




Meeting people where they are on their unique healthcare journey.

Jay Beth
“I'm looking for providers “What changes do | need to
and locations near me.” make given my new health

condition?”

Spencer Marisa Brendan

“I want to take ‘I am responsible “Can | get better

advantage of for my mother’s service, care, and

my plan health and value for my money

benefits and wellbeing ” by switching plans?” ( .

perks”




For an example, let's take a closer look at Beth.

Beth

“What changes do | need to
make given my new health
condition?”




Meet Beth

e /2 vyearsold

* Lives in a suburb of Madison, Wisconsin
* Grown children live out of state

* Proactive about her health and wellness

* Diagnosed with breast cancer two months
ago, and expects treatment and recovery to

continue through the next year

* Adjusting to new medications that she will

need to take for the next few years

bounteous x [\ Adobe




Goals Concerns

* Having the best health plan * Picking the wrong health plan

for her new needs .
* Losing access to her care team

* Retaining her care team * Not knowing about treatments

* Getting the right care and or resources that might benefit
support to improve her her

quality of life + Lapse or gaps in coverage for

* Ensuring continued coverage her treatments

for her upcoming treatments - Losing the benefits and

*  Continuing home delivery for convenience of home delivery

her prescription medications - Unexpected out of pocket costs

*  Keeping out-of-pocket costs
predictable
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Beth's Experience without

personalization and orchestration.

“l am dreading this.”

Gets a reminder from her insurer
that its almost time for annual
enrollment.

“Is this what | owe?”

She is consistently confused by
the EOBs for her treatments.
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“Really?!”

Gets a reminder to schedule her

annual mammogram.

“| prefer home delivery.”

Gets promotions for in-store
refills and retail pharmacy
services.




Beth's Experience without
personalization and orchestration.

Proactive

Personal

Relevant

Valuable

Frictionless

X | X | X| X | X
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Nobody wins.

Beth Healthcare Organizations

X Feels vulnerable X Increased call center volume

x Anxiety about her care X Higher cost of care

> Concerned about care X Lower ratings
quality and retention

x Low confidence in X Touchpoint erosion
provider or insurer or avoidance
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Beth’s Experience with
personalization and orchestration.

“How helpful.” “This is just what | need.”

Her insurer reaches out with Receives a personalized email
plan recommendations that will with links to resources about
give her better coverage without self-care during radiation.

disrupting her care.

“This is crystal clear.” “Sign me up!”

Receives an Al-generated EOB Gets promotions for calcium,
that guides her through her vitamin D, and scar treatment
statement. cream that she get through

home delivery.
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Beth's Experience with
personalization and orchestration.

Proactive

Personal

Relevant

AR NI

Valuable

N

Frictionless
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Everybody wins!

Beth Healthcare Organizations

\/ Feels empowered \/ Call center deflection

\/ Adheres to her care plan \/ Lower cost of care

/ Satisfied with ~/ Improved ratings and
care quality retention

\/ Trusts her provider and \/ High value touchpoints
insurer
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Sounds great, right?
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lts no wonder healthcare organizations are
talking about journey orchestration now more
than ever.
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The reality is that both consumer expectations AND increasing business
pressures have created the need for healthcare orgs to find new ways to
engage with key stakeholders

Consumers expect Healthcare orgs are measured
healthcare orgs to create by their ability to deliver

Personalized-but-consistent ; Accessible care
experiences

High-quality care
Frictionless engagement

respecting their consent & privacy
Low-cost care

Right-time, right-place proactive outreach
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Google, Highmark
Empowerment, Di
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Pressures as They Care for Patients 9y ! consumer-led strategy
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When it comes to managing inbound phone calls,

- underperformance has devastating cost implications.
Introduction P g P By 2 Buchter, Je
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The Future Of Digital Health: Insights From Jabil’s
Healthcare Survey

Posted by Jennifer Read | Jan 16, 2025 | EMS, Feature, Medical, OEM
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I 3 3
How digital innovation is reshaping inte legacy devices. jubil’s 2024 Digitol Healthcare Survey, conducted in partnership with
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trends of digital health technalogy. The full report can be downloaded at the link
oppearing at the conclusion of this recap highlighting the key challenges and 15%
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Over the last decade, roughly the span of Jabil's survey history, we have witnessed

. . . how digital health technologies enable more efficient and effective patient care to o mants
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According to this year's survey, 100% of respendents affirmed the importance of o important. ideal weight
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https://hitinfrastructure.com/news/google-highmark-foster-patient-empowerment-digital-transformation

And because of this, most clients and prospects we speak with
today are investing to try and figure out the balance — while not

being left behind.

* Investing to get a holistic view of the
customer

* Moving to omni-channel and omni-
present

* Enabling marketing and IT
organizations to partner in new ways
to get closer to the customer

* Automating processes along the way
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58%

of organizations increased their number of marketing channels in 20231

69%

of business leaders are increasing their investment in personalization despite
challenging economic headwinds3

1in3

marketers spend at least half of their marketing budgets on personalization?

23
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Where we see investments in healthcare
focusing their efforts.
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Providers
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Finding Care

Supporting omnichannel awareness and
exploration of available services and
providers to get patients the right care

New Patient Onboarding

Onboarding new patients and their
caregivers into the provider ecosystem with
a focus on pre-visit intake and orientation

Care Preparation & Orientation
Promoting education and pre-visit
compliance ahead of an appointment or
procedure

Post-Care Adherence

Motivating patients and caregivers to
complete their treatment plans and reduce
remittance rates

In-Home Health

Extending care to patients and their
caregivers as an integrated part of their day-
to-day home life

Preventative Care & Education
Increasing awareness and use of health and
wellness screenings, offers, and programs

Patient Service & Support

Providing seamless, continuous
omnichannel support to patients and their
caregivers

Communication Orchestration

Preventing message dilution and
bombardment from overlapping campaigns
and outreach

25
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Digital First Shopping

Orchestrating a digital-first shopping
experience for the digitally savvy shoppers
to increase acquisition and decrease
acquisition costs

Onboarding & Orientation

Promoting completion of onboarding
activities to address rapid disenrollment
periods, reduce call center volume improve
CSAT

Self-Service

Enabling quick resolution for common
questions and support needs to drive a
better member experience and reduce call
center volume

Employer Benefits Awareness &
Engagement

Increasing employee awareness of, and
engagement with, available employer
benefit programs to drive adoption and RO

Customer Service & Support

Providing seamless, continuous
omnichannel support and insights to
customer service and support to deliver
more meaningful engagements

New to Medicare

Guiding prospective members from
Medicare education through enrollment and
use to drive acquisition and retention

Sales Enablement

Connecting offline and online channels to
deliver a more connected and seamless
experience across channels

Member Communication Orchestration
Delivering personalized omni-channel
journeys and communications to prevent
message dilution and bombardment from
overlapping campaigns and outreach

26
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Acquisition and
Retention

Benefits Awareness
& Engagement

POLL QUESTION

What is your top priority?

New Patient or

Finding Care or Self-Service
New Me”.‘ber Accessing Resources Solutions
Onboarding
Preventative Care & Post-Care Member & Patient
Education Adherence Support

Other?

Customer Services &
Support

Communication
Orchestration



Healthcare organizations can create & use unified customer
profiles & 1:1 activation to efficiently curate personalized content

Illustrative Future-State End-to-end Experience

T Personalized /
Personalized welcome
Plans / Services
Plan / Service EX|st|ng
/ Comparison Treatment Easy Renewal
/ Next

Optimization
appointment

DeC|S|on & signup
/ appointment
ReaL Time
Support .Ca.re .
Optimization

Initial
engagement

Outcomes

Increased volume : .
Increase Buy-Up Cross- Decrease Campaign Increase Medical

Improve Site Traffic (lives covered or patient Sell/Up-Sell Creation Time Adherence

encounters)
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Yet few have mastered omni-channel member journey
orchestration and recognized its full potential

11%

of companies report having a sophisticated implementation of their omni-channel!

76%

of consumers report having frustration when healthcare organizations fail to
connect with them in the right place & time?
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So why is it so hard?
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There are
to
overcome.
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Organizational silos

Internal performance metrics

Contradicting OKRs

Overarching business strategy

Absence of an enterprise roadmap

Lack of truly understanding the consumer

Bombardment challenges

Low technology adoption

Stuck in politics

Swirl

31

Proprietary & Confidential



Large Retail
Healthcare
Organization

MarTech tools are in
olace, but adoption is low
pecause teams have not
peen enabled.
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Framework is not set up
to prevent communication
bombardment.
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Politics and silos
were preventing teams
from getting value.
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In all cases, a major shift is usually required.
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The required shift

()| () From
O

Siloed approach to
operations

Starting with channel-
specific use cases

Singular focus on
implementation
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To

A shared vision and
cross-functional
success framework

Launching connected
omni-channel journeys

Enabling the business
to adopt technology

36
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And the shift needed will depend on
orchestration maturity level.
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Every phase comes with its own complexities

Siloed channel
management, no
orchestration

bounteous x [\ Adobe

Time-based
orchestration within
individual channels

Rules-based
orchestration with
behavioral triggers
within channels

Multi-channel
orchestration with
behavioral trigger &
response

Real-time

personalized,
automated, and multi-
moment orchestration

38
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POLL QUESTION

Where are you in your orchestration journey?

Siloed channel
management, no
orchestration

Time-based
orchestration within
individual channels

Rules-based
orchestration with
behavioral triggers
within channels

Multi-channel
orchestration with
behavioral trigger &

response

Real-time

personalized,
automated, and multi-
moment orchestration



No matter where you are, the critical
components of journey orchestration
remain the same.
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Key Components to Successful Journey Orchestration

Experience Business Technology

Strategy Enablement Activation

Orchestrating seamless, connected,
and personalized experiences
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Innovating human-centered journeys

Design omni-channel use cases that
deliver on the experience vision and
pave the way for future iteration.

Avrticulate an experience vision
centered around your audiences and
establish an omni-channel journey
strategy.

Use qualitative and quantitative data
to gain a deep understanding of
your unigue audiences and needs.

bounteous x [\ Adobe

Experience
Strategy

Journey
Design

Experience

Vision

Audience
Insights
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Bringing dynamic, personalized journeys to life

Launch dynamic use cases, audience
segments, and
messaging creative.

Define rules and behavioral triggers
for use case personalization.

Capture data will inform
segments and support use case
personalization.
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Technology
Activation

Use Case
Execution

Personalization
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Enabling the organization for now and later

Cross-functional teams across the
organization come together to
continuously optimize journeys,
drive efficiencies and bolster results
and business impact.

Shared frameworks and governance
are established for use across
channels and business teams.

Teams are educated and trained
to effectively adopt and utilize
technology across segments,
campaigns and journeys.

bounteous x [\ Adobe

Business
Enablement

Journey Center
of Excellence

Governance
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Making the shift takes time and patience.
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So, what can you start doing now?
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Establishing a Strategic Vision and Direction
Organization lacks a clear direction and vision for
technology adoption

Technology Readiness
Organization wants to understand the readiness
for a new technology before implementation.

Support for Investment
Organization needs justification for new
investment in the technology

Getting the most out of your Technology
Organization lacks an operating model to support
the people process part of technology adoption

bounteous x [\ Adobe

Enterprise Journey Strategy & Roadmap

Evangelize a phased roadmap and enterprise strategy
to build momentum and support across the
organization

Technology Readiness Assessment
Comprehensive analysis of the organizational readiness
for new technology and specific requirements

Business Case Development
Build the business case to support technology
investment inclusive of resources, support required

Journey Center of Excellence
Create an aligned operating model that will support
technology adoption and value realization
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There is also a framework you can start
using now, and later.
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A framework for successful adoption and ongoing innovation

Enablement Planning Strategy & Ideation Execution & Launch

Create use case content and assets; develop
and launch re-imagined use case in AJO

Create a plan for team
adoption and governance.

|dentify and prioritize optimization initiatives;
ideate and define the re-imagined use case

v

EVALUATE &
TRAIN

CURRENT STATE
REVIEW

JOURNEY IDEATION
& GAP ASSESSMENT

STRATEGIC
PLANNING

PLANNING DEVELOPMENT TESTING &

LAUNCH

Measurement & Governance

Evaluate execution process; monitor
and analyze use case performance

POST OPTIMIZATION
DEPLOYMENT PLANNING

« Operational and team « Vision articulation

readiness Assessment

« Critical insights » Business objectives
* KPI definition

* Channel strategy

« Industry trends « Journey ideation

Data, platform, and
technology assessment

* Persona refinement * Prioritization
* Measurement

framework

« Journey evaluation * Assess gaps

Data and technology

R
oadmap * Roadmap refinement

Enterprise Use-Case

Roadmap + Use Case Brief

Training and education
development

* Handoff the Use
Case Brief & BRD

* Plan development
and creative work

« Secure resources

« Kickoff Development
Create copy and
creative assets

« Build audience
segments, digital
messages, and
journey flows

* A/B & Multivariate
Testing

« Conduct QA

« End-to-end testing
« Address revisions
* Launch use case

« Automate monitoring
« Build reporting

« Conduct
retrospectives

* Analyze use case
performance

« Testresults

« Optimization
propositions
« Refine roadmap

bounteous x [\ Adobe

49

Proprietary & Confidential



One more, very important thing.
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Never lose sight of the individuals you are trying to support.

Jay Beth
“I'm looking for providers “What changes do | need to
and locations near me.” make given my new health

condition?”

Spencer Marisa Brendan

“I want to take ‘I am responsible “Can | get better

advantage of for my mother’s service, care, and

my plan health and value for my money

benefits and wellbeing ” by switching plans?” ( .

perks”




Questions

& Answers




Critical Components of the
Digital Operating Model in
Health

Enabling a Better Patient &

Care Team Partnership
through Compassion,
Communication, and
Innovation

Related Content
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