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Introduc.on	
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Humana	
  Inc.	
  –	
  Overview	
  	
  

•  Fortune	
  100	
  company,	
  NYSE:	
  HUM,	
  nearly	
  $37	
  billion	
  in	
  annual	
  revenues	
  

•  Founded	
  in	
  1961,	
  Louisville,	
  KY	
  

•  A	
  leading	
  health	
  care	
  company	
  that	
  offers	
  a	
  wide	
  range	
  of	
  insurance	
  
products	
  and	
  health	
  and	
  wellness	
  services	
  that	
  incorporate	
  an	
  integrated	
  
approach	
  to	
  lifelong	
  well-­‐being	
  

•  40,000	
  associates	
  

•  11.2	
  million	
  medical	
  members,	
  7.3	
  million	
  members	
  in	
  specialty	
  products,	
  
more	
  than	
  300	
  medical	
  centers	
  and	
  250	
  worksite	
  medical	
  facili&es	
  

•  Second-­‐largest	
  Medicare	
  provider,	
  5th	
  largest	
  pharmacy	
  benefit	
  provider	
  in	
  
U.S.	
  

•  Dr.	
  David	
  Nash	
  is	
  a	
  Humana	
  board	
  member	
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Our	
  Dream:	
  



Purpose	
  
Service	
  
Voca&onal	
  
Advocacy	
  

Belonging	
  
Social	
  
Community	
  
Family	
  

The	
  Full	
  Spectrum	
  	
  
of	
  Well-­‐Being	
  
Living	
  happily	
  with	
  	
  
a	
  balanced	
  sense	
  of	
  
purpose,	
  belonging,	
  
security	
  and	
  health.	
  	
  

6	
  

Humana’s	
  Well-­‐Being	
  Defini.on	
  and	
  Model	
  

Security	
  
Financial	
  
Personal	
  Safety	
  
Family	
  
Environmental	
  

Health	
  
Physical	
  
Emo&onal	
  
Spiritual	
  



Capabili.es	
  and	
  Alliances	
  

LifeSynch Overview

January 12, 2010

Primary	
  Care	
  
PlaKorm	
  

Home	
  Care	
  
PlaKorm	
  

Integrated	
  
Wellness	
  
PlaKorm	
  

Pharmacy	
  
Benefits	
  
PlaKorm	
  

Other	
  Insurance	
  
and	
  Quality	
  

Tools	
  PlaKorm	
  

Core	
  

The  
15% 

Solution 

Guidance	
  centers	
  	
  

Recent	
  Acquisi.ons	
  

 Shared	
  physical	
  loca&ons	
  
 Shared	
  customer	
  rela&onships	
  

 Data	
  integra&on	
  
 Cross	
  selling	
  /	
  integrated	
  selling	
  

 Overhead	
  /	
  admin	
  leverage	
  



FaOer	
  and	
  Sicker	
  



•  Affordable,	
  quality	
  health	
  care	
  for	
  all	
  
Americans	
  

	
  	
  
•  Bipar&san	
  concepts	
  and	
  coopera&on	
  to	
  

create	
  a	
  true	
  health	
  system	
  

•  Cost	
  control	
  to	
  be	
  a	
  top	
  priority	
  
	
  	
  

•  Promo&on	
  of	
  compe&&on	
  and	
  
preserva&on	
  of	
  consumer	
  choices	
  

	
  	
  
•  To	
  help	
  Medicare	
  and	
  other	
  public	
  

programs	
  overcome	
  their	
  cost	
  challenge	
  

	
  	
  
•  A	
  smooth	
  and	
  stable	
  transi&on	
  to	
  2014,	
  

when	
  major	
  health	
  reform	
  provisions	
  begin	
  

	
  

•  Performance	
  measurement	
  and	
  
transparent	
  	
  disclosure	
  	
  

•  Incen&ves	
  to	
  providers	
  that	
  reward	
  
outcomes	
  and	
  values	
  

•  Elimina&on	
  of	
  needless	
  and	
  costly	
  varia&on	
  
in	
  care	
  

•  Effec&ve	
  ac&on	
  on	
  underlying	
  public	
  health	
  
problems:	
  

–  Obesity,	
  inac&vity,	
  smoking	
  

•  Technology	
  that	
  connects	
  the	
  system,	
  
reduces	
  errors	
  and	
  eliminates	
  redundancy	
  

•  A	
  role	
  for	
  everyone	
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What	
  We	
  Need	
  



	
  

What	
  We	
  Have	
  

Source: Centers for Medicare and Medicaid Services, Office of the Actuary, National Health Statistics Group, at 
http://www.cms.hhs.gov/NationalHealthExpendData/ (Historical data from NHE summary including share of GDP, 
CY 1960-2008, file nhegdp08.zip; Projected data from NHE Projections 2009-2019, Forecast summary and 
selected tables, file proj2009.pdf). 
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Na.onal	
  Health	
  Expenditures	
  Per	
  Capita,	
  1990	
  -­‐	
  2019	
  



2000 

(*BMI ≥30, or about 30 lbs. overweight for 5’4” person) 

2010 

1990 

No Data          <10%           10%–14%      15%–19%           20%–24%          25%–29%           ≥30%   

How	
  We	
  Got	
  There:	
  	
  We’re	
  FaOer	
  



How	
  We	
  Got	
  There:	
  	
  We’re	
  Sicker	
  

Prevalence of Chronic Illness (in millions) 

Over	
  25%	
  of	
  young	
  adults,	
  roughly	
  50%	
  	
  of	
  middle-­‐aged	
  adults	
  and	
  69%	
  of	
  the	
  
elderly	
  have	
  one	
  or	
  more	
  chronic	
  condi.ons	
  

Source:	
  	
  Wu	
  S,	
  Green	
  	
  A.	
  Projec&on	
  of	
  Chronic	
  Illness	
  Prevalence	
  and	
  Cost	
  Infla&on.	
  	
  
	
  	
  	
  	
  	
  The	
  RAND	
  Corpora&on/RAND	
  Health,	
  Document	
  PM-­‐1144	
  	
  	
  
Hoffman	
  C,	
  Rice	
  D,	
  Sung	
  HY.	
  Persons	
  with	
  chronic	
  condi&ons:	
  their	
  prevalence	
  and	
  costs.	
  
	
  	
  	
  	
  JAMA.	
  276	
  (18):	
  1473-­‐1479.	
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Source: The U.S. Census Bureau, Population Projections  
(http://www.census.gov/population/www/projections/files/nation/download/NP2008_D1.xls) 

File 1. Projected Population by Single Year of Age, Sex, Race, and Hispanic Origin for the United 
States: July 1, 2000 to July 1, 2050 

How	
  We	
  Got	
  There:	
  	
  We’re	
  	
  Older	
  

Population Turning 65:  Projected 2010 – 2020 

The number of Medicare beneficiaries will be growing dramatically  
over the next decade as the baby boomers age in to the program.  

A
ge

-in
s 
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HEALTH	
  
BEHAVIORS	
  

50% 

10% 

20% 

20% 

Access	
  to	
  Care	
  

Gene.cs	
  

Environment	
  

Source: New England Journal of Medicine, 
September 20, 2007 

The	
  Good	
  News:	
  It’s	
  Our	
  Fault	
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Meanwhile,	
  we’re	
  vic&mized	
  by	
  a	
  wasteful,	
  
inefficient	
  non-­‐system	
  of	
  health	
  



•  Only	
  14	
  percent	
  of	
  doctors	
  use	
  electronic	
  medical	
  records	
  	
  

•  Only	
  4	
  percent	
  use	
  a	
  fully	
  func&oning,	
  networked	
  electronic	
  system	
  

•  And	
  their	
  pa&ents	
  are	
  leading	
  the	
  informa&on	
  management	
  revolu&on	
  	
  

Consumers’	
  Primary	
  Source	
  for	
  Medical	
  Informa.on	
  

Personal Physician 

Other Physicians or 
Healthcare Professionals 

Family or Friends 

Books / Journals / 
Reports 

Internet – 69% 

U.S. Government Survey, 2008, quoted in The Wall Street Journal, “Small Health Firms May See Windfall 
From Stimulus Billions For E-records”, March 24, 2009  

Connec.vity	
  Is	
  Just	
  A	
  Dream	
  …	
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3.39 
4.28 

…	
  And	
  Doctors	
  Are	
  Far	
  From	
  Prac.cing	
  Evidence-­‐
Based	
  Medicine	
  

Dartmouth Atlas of Health Care	
  



Seven	
  Impera.ves	
  

18	
  



1.  Engage	
  the	
  en&re	
  health	
  
ecosystem	
  –	
  consumers,	
  payers,	
  
providers,	
  the	
  government	
  –	
  in	
  
a	
  comprehensive	
  approach	
  to	
  
lifelong	
  well-­‐being	
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Seven	
  Impera.ves	
  



To	
  be	
  emo&onally	
  engaged	
  with	
  Humana,	
  the	
  
customer	
  must	
  see	
  the	
  Humana	
  associate	
  as	
  
personally	
  engaged	
  and	
  living	
  the	
  dream	
  of	
  life-­‐
long	
  well-­‐being	
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Research	
  suggests	
  Engagement	
  must	
  take	
  a	
  new	
  form	
  

•  Each	
  of	
  us	
  must	
  be	
  on	
  a	
  personal	
  well-­‐being	
  journey	
  

At	
  Humana,	
  Well-­‐Being	
  	
  Starts	
  With	
  Our	
  Own	
  Associates	
  



  Clinical “Quarterback” 
  Care Coordination 
  Remote Monitoring 
  Self Care and Behavior Change 
  Medication Reviews /Pharmacy 

Services  
  Provider Interface 

  Member/Caregiver 
Education 

  Support and Research 
  Community          

Resource Directory 
Maintenance 

  Home/SNF/Hospital Visits 
  Discharge Plan Support 
  Home Safety Assessments 
  Cognitive Assessments  
  Community-Based Social 

Service Coordination 
  Home Modification Assistance 
 

Field 
Care 

Manager 

Telephonic and On-site On-site Telephonic 

Community 
Health Educator 

Humana Cares Manager 

Humana	
  Cares:	
  	
  It	
  Then	
  Reaches	
  Out	
  To	
  Our	
  Members	
  
Who	
  Need	
  The	
  Most	
  Help	
  



Humana	
  Cares:	
  Lower	
  Costs	
  …	
  

-­‐25.00%	
  

-­‐20.00%	
  

-­‐15.00%	
  

-­‐10.00%	
  

-­‐5.00%	
  

0.00%	
  
managed	
   not	
  managed	
  

Readmits	
  Trend	
  

-­‐22.5%	
  

Source:	
  	
  Humana	
  Cares	
  analysis	
  2010	
  

-­‐40%	
  

-­‐30%	
  

-­‐20%	
  

-­‐10%	
  

0%	
  

10%	
  

20%	
  

30%	
  

Managed	
   Not	
  Managed	
  

Inpa.ent	
  Admits	
  Trend	
  

-­‐25%	
  

-­‐20%	
  

-­‐15%	
  

-­‐10%	
  

-­‐5%	
  

0%	
  

5%	
  

10%	
  

15%	
  

20%	
  

Managed	
   Not	
  Managed	
  

ER	
  Cases	
  Trend	
  

-­‐22%	
  

-­‐36%	
  

U.liza.on	
  Trend	
  



…	
  And	
  BeOer	
  Outcomes	
  

23 

An independent survey revealed that 77% of Humana Cares members 
reported agreement with the statement, “As a result of the program 
experience, I feel more prepared to manage my own health.” 

Life-Enhancing Progress Achieved Through Humana Cares Participation* 

* Self-reported study of over 2,000 Humana members managed through Humana Cares for more than one year 



2.	
   	
  Use	
  innova&ve,	
  customized	
  
	
  rewards	
  and	
  incen&ves	
  to	
  
	
  foster	
  posi&ve	
  behavior	
  
	
  change	
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Seven	
  Impera.ves	
  



	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Offers	
  Sophis.cated	
  Engagement	
  Strategies	
  

Vitality	
  Age	
  
Make	
  health	
  status	
  tangible	
  and	
  

impac3ul	
  

Personal	
  Pathways	
  
Provide	
  personalized	
  op9ons	
  to	
  achieve	
  

your	
  goals	
  

Customized	
  Incen.ves	
  
Reward	
  you	
  for	
  doing	
  what	
  	
  

helps	
  you	
  the	
  most	
  

Proac.ve	
  Outreach	
  
We	
  reach	
  out	
  to	
  those	
  who	
  will	
  benefit	
  

the	
  most	
  from	
  support,	
  and	
  engage	
  them	
  

A	
  Prime	
  Example:	
  	
  	
  	
  



Personal	
  Pathways:	
  Customizing	
  Well-­‐Being	
  for	
  Each	
  Member	
  

Age	
  
Gender	
  

Health	
  Profile	
  
Chronic	
  Condi.ons	
  
Readiness	
  to	
  Change	
  

Based	
  on	
  a	
  member’s	
  unique	
  health	
  assessment,	
  Personal	
  
Pathways	
  aligns	
  the	
  appropriate	
  incen.ves	
  to	
  help	
  members	
  
manage	
  their	
  health	
  and	
  improve	
  their	
  “Vitality	
  Age”	
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Engagement	
  Is	
  The	
  Key	
  

45%	
  cumula5ve	
  health	
  cost	
  trend	
  differen5al	
  for	
  members	
  who	
  became	
  
engaged	
  with	
  Vitality	
  in	
  South	
  Africa	
  over	
  a	
  five-­‐year	
  period	
  

Source:	
  Discovery	
  Vitality	
  Longitudinal	
  Study	
  of	
  374,479	
  members	
  in	
  South	
  Africa	
  

Cumula.ve	
  Trend	
  for	
  Ini.al	
  100%	
  	
  Inac.ve	
  Popula.on	
  that	
  	
  
Became	
  Engaged	
  with	
  Vitality	
  in	
  South	
  Africa	
  vs.	
  Remained	
  Inac.ve	
  

0%

20%

40%

60%

Year 5 Year 4 Year 3 Year 2 Year 1 

Inactive to Engaged 
Inactive to Inactive 57%	
  

12%	
  

45%	
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Vitality Mall 
provides access 
to over 600,000 
rewards 

Frequency of use 

Va
lu

e 

Integrated	
  Online	
  Vitality	
  Mall	
  Provides	
  Broad	
  Spectrum	
  
of	
  Rewards	
  to	
  Mo.vate	
  Differing	
  Aspira.ons	
  



29	
  

•  Rewards	
  and	
  incen&ves	
  are	
  a	
  subset	
  of	
  Behavioral	
  Economics	
  
(BE)	
  

•  BE	
  is	
  the	
  study	
  of	
  what	
  works	
  in	
  fostering	
  intrinsic	
  mo&va&on	
  
that	
  cause	
  people	
  to	
  willingly	
  change	
  behavior	
  sustainably	
  

•  Humana	
  has	
  assembled	
  eight	
  of	
  the	
  world’s	
  top	
  10	
  BE	
  academic	
  
researchers	
  to	
  explore	
  this	
  ques&on	
  –	
  from	
  Harvard,	
  Yale,	
  
Stanford,	
  U.	
  of	
  Michigan,	
  and	
  other	
  leading	
  universi&es	
  

•  They’re	
  engaged	
  in	
  field	
  research	
  designed	
  to	
  yield	
  prac&cal	
  
insights	
  resul&ng	
  in	
  plans	
  of	
  ac&on	
  

Beyond	
  Rewards	
  



A	
  Vision	
  for	
  Behavioral	
  Economics	
  
	
  

FROM	
   TO	
  

Defining	
  the	
  outcome	
  target	
  as	
  “moving	
  the	
  
needle”	
  

Finding	
  the	
  most	
  cost	
  effec&ve	
  solu&on	
  to	
  a	
  
clinical	
  /	
  business	
  challenge	
  

Pilo&ng	
  as	
  first	
  stage	
  in	
  full	
  implementa&on	
   Experimen&ng	
  to	
  learn	
  

Using	
  professors	
  ad	
  hoc	
   Systema&c	
  approach	
  to	
  deploying	
  thought	
  leaders	
  
and	
  experts	
  

Inconsistent	
  process	
  for	
  experimenta&on	
   Standardized	
  best	
  prac&ce	
  approach	
  

Fragmented	
  learning	
   Facilitated	
  collabora&on	
  and	
  learning	
  

Resource	
  constrained	
   Specified	
  resources	
  and	
  people	
  “in	
  a	
  separate	
  pot”	
  

Decentralized	
  and	
  ad	
  hoc	
  selec&on	
  of	
  poten&al	
  
experiments	
  

Poroolio	
  management	
  of	
  high	
  priority	
  
opportuni&es	
  

Applying	
  BE	
  anywhere	
   Selec&ve	
  applica&on	
  when	
  the	
  tools	
  and	
  science	
  
make	
  the	
  most	
  sense	
  

30	
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3.	
   	
  Engage	
  providers	
  for	
  
	
  produc&vity	
  and	
  efficiency	
  

Seven	
  Impera.ves	
  



The	
  Provider	
  Engagement	
  Con.nuum	
  

	
  

•  Align	
  physician	
  incen.ves	
  to	
  move	
  providers	
  across	
  a	
  
con&nuum	
  of	
  engagement	
  resul&ng	
  in	
  improved	
  outcomes	
  
and	
  efficiencies	
  

Star	
  Rewards	
   Model	
  Prac.ce	
   Medical	
  Home	
   Shared	
  
Responsibility	
  

Tailored	
  approach	
  allows	
  flexibility	
  according	
  to	
  prac&ce	
  characteris&cs	
  
and	
  increased	
  exper&se	
  in	
  popula&on	
  health	
  management	
  
	
  



Paying	
  For	
  Value	
  Not	
  Volume:	
  	
  Medical	
  Home	
  
Collabora.ons	
  	
  	
  

Nearly	
  65,000	
  Humana	
  members	
  aligned	
  in	
  medical	
  homes	
  

Humana-­‐driven	
  Medical	
  Homes	
  

•  WellStar	
  Health	
  System	
  –	
  Atlanta,	
  Georgia	
  (May	
  2008)	
  

•  MetCare	
  of	
  Florida	
  –	
  Central	
  and	
  South	
  Florida	
  (Nov	
  2008)	
  

•  Queen	
  City	
  Physicians	
  	
  -­‐	
  Cincinna.,	
  Ohio	
  (Dec	
  2008)	
  

•  CAC	
  Florida	
  Medical	
  Centers	
  (Feb	
  2009)	
  

Mul.-­‐payer	
  Medical	
  Homes	
  

•  Colorado	
  Mul.payer	
  Pilot	
  Project	
  (May	
  2009)	
  

–  Humana,	
  CIGNA,	
  Aetna,	
  Wellpoint,	
  UnitedHealthcare,	
  Colorado	
  Medicaid	
  

•  Cincinna.	
  Mul.payer	
  Pilot	
  Project	
  (Oct	
  2009)	
  

–  Humana,	
  Wellpoint,	
  UnitedHealthcare	
  

	
  

	
  
	
  

	
  

	
  



Medical	
  Home	
  Quality	
  Results:	
  WellStar	
  Health	
  System	
  

Baseline data from chart review from patient visits between January 2007 and March 2008 
Current data from chart review from patient visits between March 2008 and February 2011 

Hemoglobin	
  A1c	
  Management	
   Blood	
  Pressure	
  Management	
  

0% 
10% 
20% 
30% 
40% 
50% 
60% 
70% 

LDL Less 
than 100 

LDL Less 
than 130 

LDL 
Greater 
than 130 

50% 

31% 

19% 

70% 

20% 
10% 

Baseline 

Current 

LDL	
  Management	
  

Summary	
  Results:	
  
•  Improved	
  glycemic	
  control	
  and	
  lipid	
  management	
  for	
  diabe&cs	
  
•  More	
  hypertensives	
  iden&fied 



Pay	
  For	
  Value	
  Not	
  Volume:	
  	
  Accountable	
  Care	
  
(ACO)	
  Collabora.ons	
  	
  	
  

•  24	
  years’	
  experience	
  with	
  accountable	
  care	
  models	
  

•  Over	
  500,000	
  Medicare	
  Advantage	
  and	
  90,000	
  commercial	
  members	
  in	
  
accountable	
  care	
  

•  System	
  capabili&es	
  designed	
  for	
  robust	
  exchange	
  of	
  clinical	
  and	
  
financial	
  informa&on	
  with	
  provider	
  partners	
  

•  Flexible	
  reimbursement	
  models	
  to	
  serve	
  various	
  ACO	
  arrangements	
  

•  Track	
  record	
  of	
  success	
  with	
  Integrated	
  Delivery	
  Systems	
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•  Unites	
  exper&se	
  of	
  Humana	
  and	
  Norton	
  Healthcare	
  of	
  Louisville	
  

•  One	
  of	
  only	
  five	
  pilots	
  in	
  the	
  U.S.	
  authorized	
  by	
  Dartmouth	
  and	
  Brookings	
  

•  Accountability	
  of	
  measured	
  outcomes,	
  cost,	
  and	
  pa&ent	
  delivery	
  

•  Industry-­‐standard	
  performance	
  measures	
  including	
  financial,	
  quality,	
  regulatory	
  

•  Core	
  principles:	
  
–  Integrated	
  care	
  delivery	
  among	
  provider	
  teams	
  
–  Defined	
  pa&ent	
  popula&on	
  to	
  measure	
  
–  Pay-­‐for-­‐results	
  based	
  on	
  improved	
  outcomes	
  and	
  cost	
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First	
  Dartmouth	
  Brookings	
  Commercial	
  ACO	
  Pilot	
  
Launched:	
  Norton/Humana	
  



Measure	
   Year	
  1:	
  N=6026	
  

Inpa&ent	
  admits/1000	
   ↓39%	
  

Inpa&ent	
  days/1000	
   ↓29%	
  

ER	
  visits/1000	
   ↓46%	
  

ER/Inpt	
  admit	
   ↓4%	
  

Physician	
  visit	
  within	
  7	
  days	
  of	
  
discharge	
  

↑14.6%	
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Year	
  1	
  Results	
  
Commercial	
  ACO:	
  Aggregate	
  Popula.on	
  U.liza.on	
  Results	
  



Reduces	
  System	
  Complexity	
  For	
  Providers	
  

 
>150 
Direct Payers 
 

>1,150 
Indirect Payers 

 
>1,000 
Hospitals 

>450	
  
Vendor	
  Partners	
  

	
  -­‐	
  Clearinghouses	
  
	
  -­‐	
  Prac.ce	
  Management	
  	
  
	
  	
  	
  Systems	
  

	
  -­‐	
  Hospital	
  Informa.on	
  	
  
	
  	
  	
  Systems	
  

	
  -­‐	
  Electronic	
  Medical	
  	
  
	
  	
  	
  Record	
  	
  Systems	
   

>455,000 
Employers 

 
>200,000 
Physicians 

Availity®	
  	
  
Health	
  Informa.on	
  Network	
  

1	
  Billion+	
  Transac.ons	
  

$

 
>70,000,000 
Consumers 



0	
  

200,000,000	
  

400,000,000	
  

600,000,000	
  

800,000,000	
  

1,000,000,000	
  

1,200,000,000	
  

1,400,000,000	
  

2001	
   2002	
   2003	
   2004	
   2005	
   2006	
   2007	
   2008	
   2009	
   2010	
   2011	
  

Over	
  1	
  Billion	
  Transac&ons	
  
processed	
  in	
  2011	
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Annual	
  
Transac.on	
  
Volume	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Transac.on	
  Volume	
  



Connec.vity	
  with	
  EMR	
  systems	
  
•  athenaClinicals	
  
•  Allscripts	
  
•  eClinicalWorks	
  
•  NextGen	
  

Clinical	
  

•  Humana	
  Cares	
  
•  Gaps	
  in	
  care	
  repor&ng	
  

Rewards	
  	
  
•  Suppor&ng	
  primary	
  care	
  

•  Assis&ng	
  with	
  transi&ons	
  to	
  new	
  types	
  of	
  payment	
  methodology	
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Addi.onal	
  Provider	
  Partnerships	
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Integrate	
  

•  Consolidate	
  the	
  current	
  capabili&es	
  of	
  Concentra,	
  
Humana,	
  HumanaVitality,	
  and	
  LifeSynch	
  

•  Create	
  an	
  integrated	
  wellness	
  offering	
  that	
  exceeds	
  the	
  
breadth	
  of	
  services	
  and	
  integra&on	
  available	
  today	
  in	
  
market	
  

•  Develop	
  product	
  sets	
  that	
  permit	
  exposure	
  to	
  all	
  dis&nct	
  
customer	
  segments	
  of	
  our	
  combined	
  enterprise	
  with	
  
ease	
  of	
  customiza&on	
  

	
  	
  

	
  Innovate	
  
•  U&lize	
  enterprise	
  core	
  competencies	
  and	
  assets	
  to	
  

define	
  a	
  fully	
  integrated	
  wellness	
  solu&on	
  and	
  
establish	
  first-­‐mover	
  advantage	
  

•  Shape	
  the	
  future	
  marketplace	
  by	
  con&nually	
  
iden&fying	
  and	
  serving	
  unmet	
  customer	
  needs,	
  
always	
  with	
  a	
  focus	
  on	
  proven	
  results	
  

Market	
  
Research	
  

Idea	
  
Genera.on	
  &	
  
Screening	
  

Service	
  
Defini.on	
  

Methods	
  &	
  
Procedures	
  

Market	
  Tes.ng	
  

Next-­‐Gen	
  Provider	
  Engagement:	
  Integrate	
  and	
  Innovate	
  

Humana	
  Pharmacy	
  Solu.ons	
  



4.	
   	
  Analyze	
  data	
  in	
  ways	
  that	
  
	
  translate	
  directly	
  to	
  beNer	
  
	
  health	
  outcomes	
  

Seven	
  Impera.ves	
  



Daily	
  Data	
  Exchange	
  

Clinician	
  
Outreach	
  

Customer	
  
Service	
  
Alerts	
  

Nurse	
  
Alerts	
  

Member	
  
Communica.ons	
  

Direct	
  Mail	
  –	
  Email	
  –	
  Fax	
  –	
  
SmartSummary	
  

Anvita	
  Rules	
  Engine	
  	
  	
  
Clinical	
  Rules	
  –	
  Iden9fy	
  and	
  Evaluate	
  Gaps	
  in	
  Care,	
  Drug	
  safety	
  

Alerts	
  and	
  Interven.ons	
  

Provider	
  Alerts	
  
EMR	
  	
  

Data Integration Analy&cs	
  Engine	
  

Personal	
  
Health	
  
Profile	
  

External	
  
Data	
  

Sources	
  

Lab	
  &	
  
Test	
  	
  

Results	
  

Medical	
  
Claims	
  
Data	
  

Pharma	
  
Claims	
  
Data	
  

Health	
  	
  
Assessment	
  
Responses	
  

Biometrics	
  &	
  
Health	
  Fairs	
  

Benefits	
  
Structure	
  

Clinical	
  Profile	
  

Rules	
  Guidance	
  eXchange	
  (RGX)	
  *Atlas*	
  
Business	
  Rules	
  –	
  Priori5ze	
  and	
  Route	
  

CareHub	
  is	
  a	
  key	
  part	
  in	
  achieving	
  the	
  15%	
  Solu&on	
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Anvita	
  Health	
  and	
  CareHub	
  Work	
  Together	
  to	
  Integrate	
  	
  
Clinical	
  Rules,	
  Iden.fy	
  Gaps	
  in	
  Care,	
  and	
  Alert	
  Members	
  	
  
and	
  Providers	
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Member	
  Experience	
  Leveraging	
  Anvita	
  	
  
“Joe”	
  
Age	
  67,	
  diabe&c,	
  Medicare	
  member	
  

Gap	
  in	
  Care	
  Iden.fied:	
  	
  
•  Joe	
  has	
  not	
  had	
  a	
  
cholesterol	
  (LDL)	
  
screening	
  in	
  the	
  last	
  	
  
12	
  months	
  

•  Analysis	
  of	
  disparate	
  
datasets	
  suggests	
  he	
  
will	
  likely	
  be	
  in	
  need	
  	
  
of	
  one	
  in	
  the	
  next	
  	
  
12	
  months	
  

Member	
  message:	
  Joe	
  receives	
  
communica&on	
  recommending	
  	
  
he	
  get	
  his	
  cholesterol	
  screening	
  

Provider	
  message:	
  Joe’s	
  PCP	
  
no&fied	
  that	
  Joe’s	
  cholesterol	
  
screening	
  has	
  not	
  yet	
  been	
  
completed	
  

Guidance	
  alert:	
  No&fica&on	
  sent	
  
to	
  Humana	
  customer	
  service	
  and	
  
nursing	
  staff	
  of	
  Joe’s	
  gap	
  in	
  care	
  

Ac.ons	
  taken:	
  	
  
•  Joe	
  visits	
  his	
  PCP	
  
•  Joe’s	
  PCP	
  checks	
  eligibility	
  
on	
  Availity.com	
  or	
  
receives	
  member	
  
summary	
  and	
  sees	
  the	
  
gap	
  in	
  care	
  alert	
  	
  

•  Joe	
  gets	
  cholesterol	
  
screening	
  completed	
  
during	
  the	
  visit	
  

Gap	
  in	
  Care	
  
Closed:	
  	
  
Claim	
  received	
  for	
  
Joe’s	
  cholesterol	
  
(LDL)	
  screening	
  

ANALYSIS	
   COMMUNICATION	
   ACTION	
   RESULT	
  



5.	
   	
  Implement	
  a	
  holis&c,	
  
	
  customer-­‐focused	
  approach	
  
	
  to	
  pharmacy	
  services	
  

Seven	
  Impera.ves	
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Humana’s	
  Pharmacy	
  Companies	
  And	
  Pharmacy	
  Vision	
  

The	
  pre-­‐eminent	
  
source	
  of	
  pharmacy	
  
solu.ons	
  to	
  help	
  
people	
  achieve	
  
lifelong	
  well-­‐being	
  

Humana	
  Pharmacy	
  Solu.ons®	
  –	
  Right	
  Drug,	
  Right	
  Price,	
  Right	
  Time	
  
	
  

–	
  Data	
  Assets,	
  Knowing	
  Seniors	
  

Humana	
  RightSourceRx®	
  –	
  Speed,	
  Price,	
  Safety	
  

Transi&on	
   From	
  
Providing	
  pharmacy	
  
products	
  to	
  members	
  

To	
  
Developing	
  lifelong	
  rela.onships	
  
with	
  people	
  who	
  need	
  solu&ons	
  	
  
to	
  improve:	
  Quality	
  of	
  life,	
  
outcomes,	
  &	
  costs	
  



Humana	
  Posi.on	
  in	
  Medicare	
  Pharmacy	
  Benefit	
  Market,	
  2011	
  

Humana	
  #1	
  or	
  #2	
  in	
  MA-­‐PD	
  and/or	
  
PDP	
  market	
  

Humana	
  brings	
  na5onal	
  scale	
  and	
  capabili5es	
  covering	
  	
  more	
  than	
  7	
  million	
  lives,	
  administering	
  over	
  
255	
  million	
  prescrip5ons,	
  and	
  a	
  market-­‐leading	
  Medicare	
  pharmacy	
  posi5on	
  in	
  34	
  states:	
  

5th	
  Largest	
  PBM:	
  Humana	
  Pharmacy	
  Opera.ons	
  

Humana	
  Pharmacy	
  Opera.ons	
  
•  7+M	
  Covered	
  Lives	
  

•  255M	
  prescrip&ons	
  

•  $12Bn	
  drug	
  spend	
  

•  $11B	
  ‘at	
  risk’	
  drug	
  spend	
  	
  

•  ~$2B	
  Specialty	
  drug	
  	
  
•  3,100	
  employees	
  	
  

•  300	
  pharmacists	
  

•  900	
  FTEs	
  Outsourced	
  

•  3	
  million	
  annual	
  member	
  contacts	
  	
  

•  Headquarters:	
  Louisville,	
  KY	
  
•  Automated	
  Mail	
  Order	
  and	
  

Specialty	
  Pharmacy	
  facili&es	
  
–  Cincinna&	
  	
  
–  Phoenix	
  



6.	
   	
  Create	
  people-­‐centered	
  
	
  partnerships	
  to	
  lower	
  costs	
  
	
  and	
  improve	
  outcomes	
  

Seven	
  Impera.ves	
  



Products	
  are	
  rich	
  in	
  Health	
  and	
  Wellness	
  benefits	
  and	
  value-­‐adds	
  from	
  Reader’s	
  Digest	
  

•  “Healthy	
  Living	
  Kit”	
  

•  “Healthy	
  Living	
  Bulle&ns”	
  

•  “Mindstretchers”	
  magazine	
  

•  Free	
  and	
  discounted	
  books	
  from	
  the	
  Reader’s	
  Digest	
  Healthy	
  Living	
  Library	
  
	
  

Member	
  experience	
  enhanced	
  via	
  Reader’s	
  Digest	
  editorial	
  capabili.es	
  

•  “Guide	
  to	
  Your	
  Member	
  Communica&ons”	
  developed	
  by	
  RD	
  editors	
  and	
  sent	
  to	
  
all	
  members	
  on	
  Healthy	
  Living	
  MA	
  plans	
  

•  Simplifies	
  the	
  member	
  experience	
  by	
  guiding	
  member	
  through	
  all	
  of	
  the	
  
contacts	
  Humana	
  will	
  make	
  and	
  how	
  member	
  can	
  contact	
  Humana	
  

U.lizing	
  Reader’s	
  Digest	
  analy.c	
  capabili.es	
  

•  Building	
  Direct	
  Mail	
  models	
  targe&ng	
  previously	
  underpenetrated	
  popula&ons	
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Humana/Reader’s	
  Digest	
  
A	
  Counterintui.ve	
  Approach	
  …	
  



“Humana	
  Reader’s	
  Digest	
  Healthy	
  Living	
  Medicare	
  Advantage	
  Plan”	
  

•  Currently	
  have	
  69K+	
  members	
  

•  Sold	
  ~35K	
  during	
  2011	
  AEP	
  season	
  
	
  

“Humana	
  Reader’s	
  Digest	
  Healthy	
  Living	
  Medicare	
  Supplement	
  Plan”	
  

•  Obtained	
  DOI	
  approval	
  to	
  market	
  n	
  29	
  states	
  

•  Robust	
  direct	
  mail	
  campaigns	
  using	
  RD’s	
  customer	
  list	
  planned	
  for	
  2012	
  
	
  

Marke.ng	
  leverages	
  the	
  trust	
  inherent	
  in	
  the	
  Reader’s	
  Digest	
  name	
  via	
  
endorsements	
  and	
  advice	
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…	
  That	
  Works	
  



•  Exclusive	
  partnership	
  with	
  Ubisoy™	
  
•  Revolu&onary	
  breakthrough	
  in	
  games	
  for	
  health	
  on	
  the	
  
popular	
  Microsoy	
  Xbox	
  Kinect	
  plaoorm	
  

•  Players	
  of	
  YOUR	
  SHAPE™	
  earn	
  HumanaVitality	
  rewards	
  for	
  
verified	
  workouts	
  	
  

•  YOUR	
  SHAPE™	
  provides	
  a	
  virtual	
  trainer	
  and	
  a	
  series	
  of	
  
challenging	
  workouts	
  and	
  fitness	
  ac&vi&es.	
  Within	
  the	
  game,	
  
Humana	
  has	
  co-­‐branded	
  three	
  exercise	
  workouts	
  targeted	
  
to	
  improve:	
  	
  

–  High	
  blood	
  pressure	
  (“Healthy	
  Heart”)	
  
–  Childhood	
  obesity	
  (“Kids	
  Kick	
  It	
  Up”)	
  
–  Elder	
  agility	
  (“Senior	
  Wellness”)	
  

•  Plan	
  is	
  personalized;	
  virtual	
  coach	
  provides	
  encouragement/	
  
real-­‐&me	
  feedback	
  

      The	
  “Gamifica.on”	
  of	
  Health	
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Humana	
  Challenge:	
  	
  Well-­‐Being	
  with	
  a	
  Side	
  of	
  Golf	
  



7.	
   	
  Commit	
  to	
  being	
  a	
  leader	
  in	
  
	
  Corporate	
  Social	
  Responsibility	
  

Seven	
  Impera.ves	
  



Humana’s	
  CSR	
  PlaKorm	
  –	
  Healthy	
  people,	
  Healthy	
  planet,	
  
Healthy	
  performance	
  –	
  Helps	
  Inform	
  Business	
  Decisions	
  

Healthy	
  People	
  
Support	
  health,	
  well-­‐being	
  and	
  a	
  posi&ve	
  social	
  impact	
  

among	
  members,	
  associates	
  and	
  the	
  community	
  

Healthy	
  Planet	
  
Mi&gate	
  the	
  environmental	
  impacts	
  of	
  our	
  business	
  

Healthy	
  Performance	
  

Commit	
  to	
  ethical	
  prac&ces	
  and	
  the	
  pursuit	
  of	
  excellence	
  



Healthy	
  People	
  Highlights	
  

 
 

•  Built	
  11	
  mul.-­‐genera.onal	
  playgrounds	
  in	
  partnership	
  
with	
  KaBOOM!	
  	
  

•  Since	
  October	
  2007,	
  associates	
  have	
  volunteered	
  more	
  
than	
  208,000	
  hours	
  in	
  the	
  Humana	
  Volunteer	
  Network.	
  

•  A	
  CSR	
  module	
  is	
  incorporated	
  into	
  our	
  mandatory,	
  
annual	
  ethics	
  training	
  for	
  all	
  associates.	
  

	
  



Healthy	
  Planet	
  Highlights	
  

 
 

•  Fourteen	
  of	
  our	
  45	
  owned	
  facili&es	
  —	
  including	
  our	
  HQ	
  —	
  are	
  
cer&fied	
  by	
  ENERGY	
  STAR®.	
  

•  Our	
  Chicago	
  and	
  Houston	
  offices	
  are	
  LEED	
  cer&fied	
  
	
  

•  In	
  2011,	
  160,000	
  Humana	
  members	
  switched	
  from	
  paper	
  to	
  
electronic	
  communica.ons	
  for	
  EOBs	
  and	
  SmartSummary	
  
statements.	
  	
  
–  As	
  a	
  result,	
  Humana	
  and	
  the	
  Arbor	
  Day	
  Founda&on	
  were	
  able	
  

to	
  plant	
  160,000	
  trees	
  in	
  forests	
  throughout	
  the	
  United	
  
States.	
  



Healthy	
  Performance	
  Highlights	
  

 
 

•  Maintained	
  inclusion	
  in	
  Dow	
  Jones	
  Sustainability	
  Index	
  
–  Humana	
  has	
  been	
  included	
  on	
  DJSI	
  since	
  2006;	
  no	
  

other	
  health	
  benefits	
  company	
  has	
  five	
  straight	
  
appearances	
  

•  Received	
  a	
  Newsweek	
  Green	
  Ranking	
  of	
  72,	
  a	
  significant	
  
increase	
  from	
  2010’s	
  ranking	
  of	
  317	
  	
  
–  For	
  the	
  first	
  &me,	
  we	
  ranked	
  above	
  our	
  compe&tors	
  

•  Received	
  a	
  score	
  of	
  90	
  out	
  of	
  100	
  on	
  the	
  Human	
  Rights	
  
Campaign	
  Corporate	
  Equity	
  Index	
  in	
  December	
  

•  Received	
  a	
  score	
  of	
  81	
  out	
  of	
  100	
  for	
  its	
  repor&ng	
  on	
  the	
  
Carbon	
  Disclosure	
  Project	
  Index	
  



Thinner	
  and	
  Healthier	
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Internal	
  Well-­‐Being	
  Pilots	
  
Personal	
  Health	
  Score:	
  

•  Purpose:	
  	
  Provide	
  objec&ve	
  clinical	
  data	
  coupled	
  with	
  ac&onable	
  informa&on	
  to	
  drive	
  health	
  
improvement	
  

•  Results:	
  	
  More	
  than	
  half	
  (55%)	
  of	
  associates	
  improved	
  their	
  individual	
  score	
  

Personal	
  Well-­‐Being:	
  

•  Purpose:	
  Improve	
  par&cipants’	
  sense	
  of	
  their	
  own	
  overall	
  well-­‐being	
  

•  Results:	
  	
  Awer	
  five	
  months,	
  associates’	
  “thriving”	
  self-­‐assessment	
  increased	
  from	
  26%	
  to	
  41%	
  
and	
  “suffering”	
  decreased	
  from	
  10%	
  to	
  6%	
  

The	
  BiggestLoserClub.com:	
  

•  Purpose:	
  	
  Deliver	
  a	
  social,	
  mobile	
  and	
  virtual	
  weight	
  loss	
  pilot	
  for	
  associate	
  	
  par&cipants	
  who	
  
have	
  a	
  BMI	
  ≥	
  	
  28	
  and	
  a	
  desire	
  to	
  adopt	
  healthy	
  behaviors	
  

•  Results:	
  Total	
  pounds	
  lost	
  for	
  all	
  members	
  –	
  3,474.40	
  lbs.	
  

Win,	
  Place,	
  Show	
  Me	
  The	
  Money:	
  
•  Purpose:	
  To	
  understand	
  the	
  efficacy	
  of	
  financial	
  incen&ves	
  in	
  facilita&ng	
  behavior	
  change	
  and	
  

healthy	
  weight	
  maintenance	
  rela&ve	
  to	
  weight	
  loss	
  over	
  &me	
  	
  
•  Results:	
  	
  Total	
  net	
  weight	
  loss	
  across	
  all	
  par.cipants	
  =	
  8,657.81	
  lbs.	
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•  The	
  Challenge	
  
–  67	
  schools,	
  1,585	
  kids,	
  20	
  members	
  of	
  
Congress	
  covering	
  14	
  states	
  
na&onwide	
  

–  132.34	
  million	
  aggregate	
  steps	
  	
  

–  Carbon	
  footprint	
  reduc&on	
  22.1	
  
metric	
  tons	
  	
  

	
  

•  Fast	
  Facts	
  
–  Students	
  increased	
  their	
  ac&vity	
  58%	
  
during	
  the	
  challenge	
  over	
  their	
  normal	
  
ac&vity	
  level	
  

–  Students	
  walked	
  50,129	
  miles	
  or	
  2X	
  
the	
  circumference	
  of	
  the	
  Earth	
  

–  Carbon	
  footprint	
  reduc&on	
  1.5X	
  the	
  
CO2	
  reduc&on	
  of	
  Freewheelin	
  
conven&ons	
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•  Web-­‐based	
  ac&vity	
  and	
  nutri&on	
  	
  
tracking	
  plaoorm	
  
–  Humana	
  pedometer	
  integra&on	
  with	
  

HumanaVitality	
  

•  Impressive	
  social	
  and	
  organic	
  growth	
  
–  25	
  million	
  steps	
  uploaded	
  daily	
  

•  Business	
  Value	
  
–  Data	
  integra&on	
  solu&on	
  

•  Humana	
  Gear	
  Pedometer	
  
–  Will	
  release	
  the	
  second	
  genera&on	
  	
  
device	
  this	
  year	
  

61	
  

Humana	
  Fit	
  

Pedometers	
  



The	
  Result:	
  Thinner	
  and	
  Healthier	
  

•  Consumer	
  engagement	
  that’s	
  sustainable	
  –	
  	
  because	
  people	
  want	
  
to	
  engage	
  

•  Long-­‐term	
  posi&ve	
  behavior	
  change	
  based	
  on	
  real-­‐&me,	
  data-­‐
driven	
  feedback	
  

•  Lower	
  costs,	
  for	
  individuals	
  and	
  the	
  system	
  

•  BeNer	
  health	
  outcomes	
  

•  Lifelong	
  well-­‐being	
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