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EVERYONE IS FOCUSED ON POPULATION HEALTH AND COST

HEALTHCARE VALUE  = HEALTH STATUS
COST OF CARE
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BUT, POPULATION HEALTH STARTS WITH THE INDIVIDUAL

HEALTHCARE VALUE  = HEALTH STATUS
COST OF CARE
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Actions
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THE BIG IDEA: FEW TO ONE TO MANY
Influence Individual Actions to Drive Healthcare Value
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BUT WHAT DO WE REALLY KNOW ABOUT JACK?
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AVAILABLE HEALTHCARE DATA IS INSUFFICIENT

Consumer data can reveal how individuals will engage 
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WHAT DO WE KNOW ABOUT THE CONSUMER?

More than just a medical specimen
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CONSUMER DATA INCREASE PREDICTIVE POWER

Consumer data + advanced analytics = new intelligence and insights
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Notes: predictive power measured by the C statistic increase for the overall model across the entire population modeled.
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WHAT DO WE KNOW ABOUT THE CONSUMER?

Being fragmented by the industry
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WHAT DO WE KNOW ABOUT THE CONSUMER?

They have unique and dynamic needs
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CINDYJACK SARA & SOFIASARA, SOFIA & EMILY



JACK AND THE BEANSTALK OF DATA
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LEVERAGE UNIQUE PREDICTIVE ANALYTICS CAPABILITIES
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UNDERSTANDING JACK BY COMBINING HEALTHCARE & CONSUMER DATA SOURCES, INCLUDING 

 

UNSTRUCTURED DATA
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Important: must extract 
essence of extensive 
data to reveal insights 

on individual level
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HOW IT ALL FITS TOGETHER
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Outcomes

Improve health, reduce 

 

costs, capture revenue, 

 

demonstrate quality 

 

improvements and increase 

 

member satisfaction

Predictive Analytics

Clinical risk identification as 

 

well as programmatic 

 

impactability to measurable 

 

outcomes
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Targeting based on receptivity 

 

to channel 

 

and messaging that 

 

personalized to the individual
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DRIVING SIGNIFICANT BUSINESS VALUE

By Understanding Consumers Pre‐Engagement
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10% ‐

 

20% Reduction

 

in cost of consumer acquisitions

20% ‐

 

30% Improvement

 

in consumer retention

20%+ Increase

 

in lead conversion rates

Improved Star

 

and other quality ratings



l     PAGE 16

YOU CAN’T HELP JACK UP THE HEALTHCARE HILL, 
IF IT ISN’T ABOUT JACK…
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INCREASED UNDERSTANDING OF YOUR MEMBERS

Our proven platform will provide customers with an in‐depth and holistic view of each member
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• Low income status

• Active digital user

• Values planning for the future

• Lives in condo, live‐in mother

• High risk of ER utilization due to 

 

ignoring health symptoms

• HS‐level education

• Hispanic, Spanish language preference

• Does not respond to mail offers

• Very‐high risk of IP admission within 

 

next 3 months

• Doesn’t value preventative care

• Active republican, heavily invests

• No social media accounts

• Risk of Diabetic complications and 

 

CAD

• Likelihood of poor A1c in next 6 

 

months

• Likelihood of substance abuse 

 

issues

What we now know

Past experience • New Member

• No clinical or HA available
• Non‐compliant on screenings

• High cholesterol and has Hypertension
• Evidence of depression (HA)
• Diabetic, non‐adherent with 

 

borderline A1c

What you may 

 

already knows 

 

about your 

 

members

Audrey Jack Allen
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IDENTIFY, TARGET, ENGAGE

Now that we know more about the members, we can develop models to identify high and 

 

emerging BMI and which programs Audrey, Jack and Allen will be receptive to and impacted by
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• Likelihood of high BMI

• Emerging weight risk 

• Developing new chronic 

 

conditions or increasing risk 

 

of current conditions

• Future use of acute services
• Non‐adherent/compliant

• CafeWell Rewards, 

 

Connect Partners 

 

and coaching

• Customer condition 

 

management such as 

 

Case and Disease 

 

Management programs

• Live phone

• IVR

• Mail

• Provider

• Digital

Identify Target Engage

Risk Impactability Receptivity
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MODEL POWER
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• Lift charts are used to gauge a model’s ability to predict an event –

 

likelihood to have a high BMI (>25) 

• The population will be ranked

 

for their likelihood of having a high BMI 

 

and segmented into deciles (1 = highest likelihood)

- With the predictive model, members in decile 1 (top 10% of the 

 

population) would be at 3.5X higher risk for a high BMI

 

compared 

 

to the population average and they can be prioritized towards the 

 

current wellness and weight loss programs 

• ROC curves are used to provide insight into the 

 

accuracy

 

of a predictive model and are directly 

 

related to c‐statistics.

• A c‐statistic is representative of the area under 

 

the curve. The better the prediction, the larger 

 

the number and area under the curve.

C‐stat = 0.74
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MODEL DRIVERS
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Graph represents key variables, 

 

and their directional impact for 

 

being highly correlated with a 

 

high BMI > 25

Lack of access to healthy supermarkets and close to fast food chains

On Antidepressant medications

Comorbidity of Diabetes and Heart Conditions

High home value and income

Recent history of smoking 

MS level education or higher

Age 

Hypertension

Commuting time >40‐50min

Living in areas with children above poverty level

Increased risk 
for high BMI

Decreased risk 
for high BMI

Diabetes

Family status

Medication adherent

Four‐person family, all in same household

Key
Customer Data
Cafewell Insights
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HOW IT ALL FITS TOGETHER ‐

 

MEMBER STEERAGE

Based on the model results, we can now steer each member to the right 

 

program using the right engagement channel

 

based on the likelihood of 

 

having a measurable impact on their BMI and overall health

Rapid Emerging BMI Risk

Most impactful via CaféWell 

 

Connect and Rewards. Notify 

 

Audrey of her eligible rewards

High and growing BMI Risk 

 

and not receptive to CafeWell 

Target for Disease 

 

Management via IVR and mail, 

 

notify about Silver Sneakers, 

 

and engage provider

Highest BMI Risk and receptive to 

 

CafeWell

Push to CaféWell coaching and 

 

target for high intensity Case 

 

Management

Audrey Jack Allen
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PUTTING ANALYTICS & INSIGHTS INTO ACTION 

INCENTIVES

REWARDS

ACTIONSTARGETED 

 

BEHAVIORS

Enhanced 

 

Beneficiary 

 

Info

Consumer 

 

Interests &

 

Activities

Evidence‐

 

based

 

Guidelines

Curated 

 

Sponsored

 

Programs &

 

Activities
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THE POWER OF AN ANALYTICS‐DRIVEN CONSUMER PLATFORM
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THE POWER OF AN ANALYTICS‐DRIVEN CONSUMER PLATFORM



JACK TRUSTS THE INDUSTRY’S LEADING 
DATA‐DRIVEN CONSUMER PLATFORM…

SO SHOULD YOU! 
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WHAT MAKES OUR PLATFORM UNIQUE?

CONSUMER DATA 

 

& INSIGHTS
PERSONALIZED 

 

EXPERIENCE

INTEGRATED 

 

INCENTIVE AND

 

REWARD MGMT.

ORGANIZED & 

 

PRE‐INTEGRATED

 

ECOSYSTEM

COGNITIVE

 

COMPUTING 

 

INTELLIGENCE

PRIVATE & ANONYMOUS

MULTI‐CHANNEL

 

COMMUNICATIONS
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LEARN MORE ABOUT WELLTOK & GET TO KNOW JACK! 

VISIT WELLTOK AT BOOTH #18 

TO LEARN MORE ABOUT LEVERAGING

DATA TO ENGAGE YOUR POPULATION 
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