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e Define what we mean by providing value
* Value to payers
* Value to patients
* Value to our providers and staff

e What is waste and how do we reduce
waste & variation

e Describe Journey Mapping as a tool to
value

Objectives




What Does Value

mean ?




When asked to prioritize quality, cost or
service as components of value:

88% of physicians ranked quality (defined as the
efficiency, effectiveness, safety and outcomes)
as the top priority, compared with 62% of
patients, and 20% of employers.

43% of employers ranked customer satisfaction,
or service, as a top priority of value, compared
with 12% of patients, and 7% of physicians.

37% of employers said cost was a top
component of value, followed by 26% of
patients, and only 5% of physicians.




What is Value?

If Value is defined as outcomes relative to costs, it
encompasses efficiency.

Cost reduction without regard to the outcomes achieved is
dangerous and self-defeating, leading to false “savings” and
potentially limiting effective care

Outcomes + Patient Experience
Value = (safety, patient satisfaction outcome metrics)

Cost

Value is both effective and efficient




How do we know
what brings value ?

' I Provider '



Colorado 2021

Division of Insurance
STRATEGIES TO ENHANC
INSURANCE AFFORDABILI




Scope and Purpose:

 The purpose of the regulation is to establish standards for health insurance carriers to enhance
the affordability of their products by implementing payment system reforms. These reforms
reduce overall health care costs by increasing utilization of primary and preventive care and
value-based alternative payment models.

* The regulation establishes requirements for carrier investments in primary care, per the
requirements of HB19-1233, and targets for carrier total medical expenditures in alternative
payment models.

* This regulation applies to all carriers marketing and issuing non-grandfathered individual, small
group, and/or large group health benefit plans with over 10,000 covered lives in Colorado on or
after the effective date of this regulation. This regulation excludes individual short-term health
insurance policies, as defined in § 10-16-102(60), C.R.S



Definitions

* “Alternative payment model” or “APM” means, for

the purposes of this regulation, health care payment
methods that use financial incentives to promote
greater value — including higher quality care at
lower costs — for patients, purchasers, and
providers. Unlike traditional fee for service
payments, APMs utilize cost and quality control
strategies that benefit consumers by increasing the
value of care delivered and, ultimately, the
affordability of care.

“Primary care” means, for the purposes of this
regulation, the provision of integrated, equitable, and
accessible health care services by clinicians who are
accountable for addressing a large majority of
personal health care needs, developing a sustained
partnership with patients, and practicing in the
context of family and community.



Requirements
for carrier
Investments in
orimary care.

Carriers shall increase the proportion of total medical
expenditures in Colorado allocated to primary care by
one (1) percentage point annually in calendar years
2022 and 2023, compared to each carrier’s baseline
primary care spending.

A carrier’s baseline for primary care spending will be
the proportion of total medical expenditures allocated
to primary care for the calendar year 2021

Carriers should target fifty (50) percent of a carrier’s
total medical expenditures in Colorado to be made
through APMs by the end of calendar year 2022.

Of a carrier’s total APM expenditures, carriers should
target ten (10) percent of the expenditure to occur
through prospective payments by the end of calendar
year 2022.

Of a carrier’s total primary care expenditures, carriers
should target twenty-five (25) percent of the
expenditure to be made through prospective
payments (payments in advance of service delivery)
by the end of calendar year 2023.
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Defining Customers Value

VOC = Voice of customer

CTQs = critical to quality. Key measurable
characteristics of a process or service whose
performance standard must be met in order
to satisfy the customer. These outputs are
defined by the customer

CTC = Critical to Cost

44




|dentify Discovery needs Translate

Create a list of Discover & Translate the
customers and prioritize a | VOC into
stakeholders culsltsc:: rfifers measurable
and their ol

needs



Defining CTQ (critical to quality) can
be a challenge to transfer into
actionable measurable process or
performance step

Design CTQ trees to drill down from
a broad goal to specific

Requirement 1

) ) ) Driver 1
Need Quality Driver Performance Requirement Racaiivervan 2
90 Percent of Customers Satisfied With
Walling Tema Requirement 3
Waitin .
Timeg All Phone Calls Answered Within 20 Seconds Need Driver 2
Requirement 4
90 Percent of Purchases and Refunds
Processed Within Two Minutes
Requirement 5
Driver 3
All Customers Greeted Within 30 Seconds Requirement 6
Good of Entering Store
Clickoiar Pleasant
Service Staff All Customer-Facing Staff to Smile Genuinely
When Interacting With Customers
Refund 80 Percent of Customers Satisfied With

Palicy Refund Policy



A solid data foundation is the place
to start. With the right data, you
can assess the current situation,
identify opportunities to improve
performance, design an appropriate
program and track your progress.

With a solid data foundation, you
are prepared to embark on the four
tactics of a value-based care
program: reduce variation,
introduce value, improve total cost
of care and enable sustainability.

SOLID DATA FOUNDATION
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Measure Total Cost of

Care (TCOC)

* Total cost of care: the paid claims
and co-payments across all
providers and all care delivery
settings associated with an
individual patient.

* Understanding where and how
costs are incurred.
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Reducing variation can lead to a high-quality

performing practice

TOO MUCH VARIATION IN
YOUR PROCESS CREATES

DEFICIENCIES IN THE VARIATION REDUCES

CUSTOMER LOYALTY

SERVICES YOU PROVIDE
YOUR CUSTOMERS

REDUCING VARIATION
CAN LEAD TO HIGH

QUALITY PERFORMING
PRACTICE




Journey
Mapping

How do we identify VOC?

How do we identify
waste?

How do we identify
variation?

A great way to visualize the
customer experience, better
story telling rather than a
report .




“Journey mapping is the most critical and pivotal component in any customer experience
transformation. An in-depth understanding of the experience today—what’'s going well
and what isn't—is the only way to really drive change going forward. This is what journey
maps provide and, hence, why journey maps and the journey mapping process are often
called the backbone of customer experience management.”

— Annette Franz - Founder and CEO, CX Journey Inc., Forbes Councils Member



A customer journey map is a visual representation of a
customer’s (internal and external) experience with your
practice.

These visuals tell a story about how a customer moves through
each phase of interaction and experiences each phase.

Your customer journey map should include touchpoints and
moments of truth, but also potential customer feelings, such as
frustration or confusion, and any actions you want the
customer to take.

Customer journey maps are often based on a timeline of
events, such as a customer’s visit.



* Customer touchpoints make up the majority of your
customer journey map.

 They are how and where customers interact with and
experience your practice. |

* As you conduct research and plot your touchpoints, be
sure to include information that addresses elements of
action, emotion, and potential challenges.



* There is no “correct” way to format your customer journey
map, but for each phase along the journey timeline,
include the touchpoints, actions, channels, and assigned
ownership of a touchpoint (sales, customer service,
marketing, etc.).

* Then, customize your diagram de5|gn with images and
color and shape variation to better visualize the different
actions, emotions, transitions, etc. at a glance.
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Basic Customer Journey Map Template

Scheduling Arrival /reception Check out Follow-up

Patient

<Double click to edit>




Basic Customer Journey Map Template

Customer Experience

Excited

Happy

I ~+ Persona 1 Neutral

Emotion

Recommendations
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https://www.hopkinsmedicine.org/internationaI/partners-for“um/past-
presentations/2016/04_boekemeyer_slater_mapping_the_patient_experience_at_clc.pdf



ustomer Jourmey.

C
A Day in the Life

What is the
customer
thinking or feeling?

What are the
customer's actions
or main priorities?

What are the
customer’s biggest
pain points at this
time?

How does the
customer interact
with our product at
this time?

How can our
product be better
utilized at this time?




Employee Journeys

The story about the relationship — and resulting experience — that unfolds over time between an
individual and a system, service, product, organization, etc.

Generally, journey maps contain ] ==

2 Pationt Thoughts |._.... ‘..:.._r_ I*.;._._-._..:. I hm,:l_ nﬂl:cr:‘:|[—‘um-

5 categories of information:

» Stage/Phase of the Journey

Employee Thoughts and Emotions

-

Employee Path (Actions)

Employee Actions & Thoughts

Opportunities




A&L ;ou%f““'” f‘ﬁt:r!.-
Customer
Journey Map

Am"“‘? Diagram

£ty disgrariming heips us
shift from casting a wide net in

i phoring sy ot %

Review Goals

Gonsider arganizational
gosls for the product or
service at large, and
SCAHTRKOURRRMA
E“mmw

4

Y
-

Empathy Map

G a well-rounded sense of
b it fasls 1o be that peescnal
in this superience. specially
focusing on what theyre
thinking, fesling, sesing,
Pesing, saying and doing
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gaining foous on the right
solutions for this sudienca.

Share & Use

1t ean ba banefieial o maintsin
STy TN o
ouipe af 2 joumey map can
serve as & backbone for
stralegic retommerdslions
and more tactical initiatives.

Gather Research

Review all relevar user

by, which includes both
cunitative and quantitative
findings 1o provide insghts into
the cuslomer experience.

Source: Us Muriery

Brainstorm with
Lenses

The goal of lerrsed
brainetorming is. to generste
B sy idead 8% poasible in 8
shert pericd ol time.

Touchpoint &
Channel
Brainstorms

Az 3 toam, generate a list of
th customaen touch points and
the charnels on which those
1ouch points occur today.

Redefine & Digitize

1 wizual design isnt your strang
suit, consider collborating
closely with a visual designer
wha. can transorm tha jourmy
ST RN W A M
artefact.
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Put iogether all the pleces
timeline, souch paintz,
channelz, ematicnal highs and
fcss, 2 all the wonderfud
e ideas tha team genoratod
for how 1o improve tha
cuslamer jourmay.



Journey Mapping is Important Because Our Journey Has Changed

Diagnosis

Dwgital technology s already camying
out some alements of diagnosis = for
axampla, the Colorimatrin app turns

& amartphone into a lab teat reades

for concitons such as Kidney diseasa
and diabetes. Cigital also has a big roke
to play in communicating with patients
about their diagnosis, and ensuring
that all the professionals involved n

Payment

Dagital is making il easiar for payors
to be paid promptly - for example, in
the US, the instaMed Go app collects
paymeant al éach stage of reatment
whatever the location, It also halps
patiants to undarstand tha inancial
implications of aternative approaches

This iz probably the area where mHealth can, an
= having the biggest impact - tham ara a whols
range of locis and technologles désigned o

gnsura patisnts laka their medicaticn as prescril
mcluding Proteus’ digital pill, Giowcap's sleciroe
packagng, and app-basad remindeans like Mang
Haalth, Dosecast and PiliMaonitor. This can bBoth
reduce waste and improve the resulls for paten
as wall as mprovng profitability lor the pharma
mdustry. |t can also collect data that will help

everyone involved in the treatment procesa,

through applicatbans like Bosch Haalth Buddy

o treatment, and allows pharmaceutical
COMpaniSs 1o M '.'h:.'m -!‘.:-I11F:-|H.l :JI‘_'*!h:.l;l
pricing sfructures more apsily

thelr care are fully Informead

~q"‘\./b\

Treaitment Decision

Awareness

Digital is a guick and affective way 1o giva
patents information about both thelr health
and thes care opbiona, Phamma campanias ara
using socwal media, and developers like Ayogo

Fulfilment

Digital appe are making it sasier for patients
to recaive theilr prescnptions, as wall as
hadping them undarstand
tham. Pharma compansas am alse using
digital to manage thesr inventory mors &
ficiantly, sspacially by intagrating mobils
with mnovations like smart pill technology
of using QR codes to track and authenticate

Lal— o f:'.r W ﬂl-:::"\lll tha sunaly cRsin

Bsattar data leads to better dacision-
making, and digital can ensure that
patients, haalth professsonals and payors
are using alaments of game play to craata have access to the information they naad
interactive ways for muttinationals such as i
Marck and MNavartia o angage pallents
activaly m thair own wallbaing, Apps ke
HeafthMadia can also provide a very efficiant
way for payors to collect and analyae the
data they naed 1o track and prevent disease

ow bedt o take
i make the best choices. It's also simpler
and more afficient, 22 apps like the NHS
Shared Decizion-Making tool have alresdy
proved, Pharma companies can also use
apps liks these lo update and aducate
physicians about their drugs. and build
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Share Your ldeas
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