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OUR MISSION

To make people happier, healthier and more productive
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OUR MISSION

To make people happier, healthier and more productive

And, oh by the way, often at a fraction of the cost of traditional
approaches
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OUR APPROACH

ANALYTICS
Who to touch to optimize population engagement and health outcomes

CHANNELS
The right mix of phone, email, SMS, mail to connect with people authentically

AGENCY SKILLS AND SERVICES
The most compelling experience to break through the noise

RESOURCE NEUTRALITY
We recognize the investments you’ve made and leverage those resources

eliza
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ELEVEN YEARS. 400 MILLION INTERACTIONS. ALLEGIANCE TO
HUMANITY
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HEALTH CARE REFORM, WE LOVE YOU

(WELL, AT LEAST SOME PARTS OF YOU)
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AS AN INDUSTRY, WE ARE BEING OUT SPENT...

Food & Bev.
Industry

$24.4 billion annual
promotional spend

The tobacco, food and
beverage industries
together spend $80 for
every person in the US
promoting their
products. We compete
against that with 33¢.

Health &
Wellness
Industry

$100 million
annual

promotional
spend
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...OUT MARKETED...

Charles Scott

Charlos Scoti is & tnas success
story. For mors fan 25 years, he was
350 pounds or mars overwaight and
sufiored from a serias of modical con-
dltions inchuding diabetas, high-blood
e, ower kg edema and artri-
s "My family docton okd me that 1
did mot gat s weight o, 1 was goig
o disin the near utuea,” hesaid.

L0032 pounds, Scolt warted o gat
healttey using diat and axordise. I Agri

Obesity Health Risks Include World's Leading Killers
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othars.

Kincowing thasa haslth risks s faking sction ko resist tham can s ves. Losing just 85 10

pparcant of bochy weight —ac i as 10/ pounds —can recuce many of thess heath risks.

+ Became thes ol high lave of
b dhvolastensl and low kvols of good cholestomi, thay are # risk for heart diseass and
stroke.
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...AND OUR DATA’S NOT REALLY THE BEST

OLD NEWS

| HAVE DIABETES

The class  of 1992 amived on
Thursday, Augusi24. They were groeted  the ice.”
by upperclassmen who, in the wordsef  On Friday, Chicl of Secusity James
one sophomare, “smiledweo wide,"and  Boadi began the oricmalion shedule

with the traditional IMSA Security

was invited 1o 3 picnic
outside the main academic building.
Vinuallycveryone ancnded atonc time
¢ another, but very fow stdents sayed
very long. The event was the first official
“get-gether™ for he entirc community.
Most students spent the enlwe day

mmnl-‘ll\emﬂlmwllnldl’num

Cener, CCACD
Dean Guffy, and

principal.
Dean Deborah Guffy, Dean of
as well as

IMSA’; :verrnwn Ogden Spruill. Bondi
added a bit of color 10 his tadisonal
security lecture, interspersing clips from
maovies with the usual rhetoric. As usual
the “Fire Safety” film was the mast
popular porson of the lecture, with many

“Nashaver”. Barr

That evening an all-school danee was
held outside the Stadent Union,
Sunday the entire IMSA

Martin;
are exwremely s-utn:-l and

o Studv Hanre na &
Ctnanacil, i B Forw
Vork Tumcn wons seprescmsod
¥

Alyssa Benner

On Sawrday, Junc 10, IMSA held
excrcises for the 168
members of the Chanter Class ot the
P‘alamnlnnAns(‘:nwm Aurora. The

presented ihe IRC mission siaicment
and faturc plans, and briclly discusscd
see MONDAY page 2.

NO MAMMOGRAM THIS YEAR

Academy and most other high schools,
observing that"“focto0 many high school
i) Il £

by

"Iloﬂelu'd. ‘m he

Illmmsﬁnwzmm‘hnlﬁ“nmm Dr.
Leon Lederman, then- Director of Fermi
Nauonal Acceleralor Laboratory, and
Dr. Swcphanic Marshall, Direcior of
IMSA. Also speaking at the ceremony
were | then-Student Council President
Tem

[ SR — W-Ihrd
- A vatas sradn €5 0 Governor Thompson addressed one
of the main differences between the

XL len O tWenly years bocomes a
Jonas Salk, you pay for the school fora
hundred years.” Both Thompson and
Lederman stressed the importance of
becoming active in the support of
democracy. and Dr. Ledesman charged
the Charter Class 10 “immerse
themselves in youth” sothattheir minds
would remain active for many years o

see GRADS, pg.
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HEALTH = LIFE, FOR GOOD OR FOR BAD

Life impacts how people behave in the hospital

Sl Leaving the Hospital Early

Tara Parker-Pope on Health  March 10, 2011

More patients are checking themselves out of the
hospital against their doctors’ advice. new government
data shows.

The Agency for Healthcare Research and Quality
reports a 40 percentincrease in the number of patients
who left the hospital against medical advice over a
recent 12-year period.

...the increase in early discharges is most likely an
indicator of the intense pressures patients may face

when they become ill.
Even in controlled

What discharge against medical advice really environments (i.e.
indicates is the sort of economic and social the hospital) life can
issues patients face, but that hospitals aren’t \ feel so
able to help with. Ms. Elixhauser [senior research overwhelming for
for The Agency for Healthcare Research and Quality) people that they
said. disregard

recommended

reatment. /
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PEOPLE ARE PAYING ATTENTION TO OTHER THINGS

NOT HEALTHCARE

. Even as healthcare reform was being voted on SXSW
twitterd

was generating much more chatter on Twitter
March 2010

SXSW vs. Current Events (Matching Twitter Posts per Hour)

] Lt = =
12-Mar 13-Mar 14-Mar 15-Mar 16-Mar 17-

= 5x5W (Matching Twitter Posts per Hour)

= obama (Matching Twitter Posts par Hour)

—liger (Matching Twitter Posts per Hour)

— healthcare (Matching Twitter Posts per Hour)
"health cara" (Matching Twitter Posts per Hour)

& guinness (Matching Twitter Posts per Hour)

S

"HEALTH
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SO WE NEED TO WORK TO BE RELEVANT

Vaginitis %ﬂ‘;t:ﬁk

CBORD PRSI B ST LTI
i Aofo iy Maraacks dfe Vi farpcid

eliza

Source: http://seducehealth.org/conversation/the-v-word 13
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http://seducehealth.org/
http://seducehealth.org/wp-content/uploads/2010/10/icky.png

SO WE NEED TO WORK TO BE RELEVANT

SEDUCE
HEALTH

Making sure the message gets heard —and not ignored.

Indie Band Flyer Approach

Dusty Textbook Approach

Key Communication
Tenets

=Prototype the right
tone of voice.

=*\Weed out industry

= . S jargon.
HAVE YOU SEEN MY FRIDAY NIGHTS?
LAST SeeN Bevoge | 60T KNOKED Up- *Meet people where
TIRTY CONTROL ORBABY . YR CHoicE. they are.

Source: http://seducehealth.org/conversation/the-v-word
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EXAMPLE: MAMMOGRAPHY OUTREACH, THEN...

“Our records indicate that it is time for you to get your mammogram, and we want to make

sure you know that your coverage does include this preventive health screening. Do you
think you’ll follow-up with your doctor about a mammogram?”

Zd

80%
70%
60%
50%

40%
30%
20%
10%

0%

Drop off rate Planning to have screening
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...AND NOW

“Believe it or not, there’s a mammography machine out there that really misses you. You
don’t call, you don’t write and we think now’s the time to get back in touch. After all —it has
your best interests in its heart. Do you think you’ll visit soon?”

100% 95%
90%
80%
70%
60%
50%
40%
30% 25%

20%
10% 0%
0%

Drop off rate Planning to have
screening

M Old language

B New language

-

Zd
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REDEFINING MEDICAL DEFINITIONS

Preventive Care _

Get this!! The 1.5, Government thinks

preventive care is so important they've
assigned a Special Task Force to it! Don't Hypertension _
worry, nobody will break down your door but

they DID issue some guidelines for If only we could ask our blood why it's

preventive care so if you haven't picked a feeling so much pressure. Big exam coming
pregram yet, our default Preventive Care up? Tax season for blood cells? Whatever it Dfabereg
program will give you great suggestions is, find relief here with helpful tips and

i ! 0 - - -
specific for your gender and age group! guidelines on managing hypertension and

, Whether you're surfing for the hest sugar-free
high blood pressure. y 9 gz

brownie recipe or looking for tips on foot

care - the Diabetes pregram has got you
covered. Find out all there is to know about
diabetes and how to enjoy your life to the
fullest while you're managing it at the same

time!

. -
~
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MESSAGING CONSIDERATIONS: GENDER

FEMALE MALE

Value competitive, aggressive, and direct communications.
Make it concrete and procedural - how does it work? What is
the process involved? Must make males feel competent to
make their own decision in a traditionally female domain
(healthcare consumer).

Value authenticity, cooperative and collaborative spirit.
Exploratory dialogue (not flatly declarative) such as “this
might be right for you”.

Timing not important. Could re-ask on different occasion
and through different channels. Related information
welcome (she will decide what is worthwhile).

Timing is important - why is this important to do now? Give
only that information which is critical to the decision. Push
for a decision!

Prefer narratives rich in social and psychological
complexity.

Prefer narratives about a competition or an external threat
that must be overcome.

Soft sell. Hard sell.

Zd
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MESSAGING CONSIDERATIONS: LIFESTAGE

Living Situation

Married?

Presence of Minor
Children

Employment

Enjoy...

Don’t...

Do...

YOUNG ADULT
18-34

1/2 live alone or with
non-family

1 out of 2 (first marriage
M 28 and F 26)

2/3 of YA led households

10-25% are unemployed

Prefer hyperbolic
language, fantasy fiction
and far-out themes; and
technology.

Don’t sell. Don’t tell
them what to do.

Entertain. Entice. Treat
difficulties with scathing
sarcastic wit and
intellectual humor.

ADULT
35-49

Less than 1/3 live alone or
with non-family

1 outof 2

3/4 of Adult led
households

8-9% are unemployed

Often opt for “child
appropriate”
entertainment

Don’t waste their time.

Provide recipe for success
with strong value
propositions critical for
conserving scarce
resources: time, money,
complexity!

PRE-SENIOR
50-64

1/2 live alone or with
non-family - big life
change!

<1outof2

1/5 of PreSenior led
households

6-8% are unemployed

Prefer narratives that
recognize their worth and
importance (don’t
compromise, don’t settle)

Don’t call them old! Don’t
assume they are “sticks in
the mud” - life has up-
rooted them.

Play on vanity and a “new
age of exploration”
(death, divorce introduce
life changes)

SENIOR
65+

1/2 live alone or with non
family

1 outof2

Testimonials from
reputable seniors.

Don’t patronize. Don’t
over-sell or hype.

Build trust - gentle long
term sell while building
relationship. State “small
print” clearly (e.g “no
cost”). Be respectful.

Proprietarv and Confidential to Eliza Corporation. Copvina or distribution bv anv method is prohibited without prior authorization from Eliza Corporation



APPLYING LIFESTAGE TAILORING: YOUNG MEN (AGES 18-34)

BEFORE

[Incorporates social norming and
hyperbolic discounting with an
authoritarian tone]

“You have an important decision to make today.
By now, most of our members are getting
immediate access to their benefit through our
website, <CLIENTWEBSITE>.

According to our records, you’re missing out
because you haven't registered yet — but don’t
worry, registering takes only a couple of seconds
and by doing it today, you can start saving time
immediately by ordering prescriptions online. You
may even find some ways to spend less money
right away. [Go to Email Gather]

. -
5
oY

AFTER

[Incorporates a direct, authoritarian
tone as well as loss aversion and
hyperbolic discounting]

“You have an important decision to make today
— to spend less money and get your
prescriptions quicker or... To not do anything.

Use our website <CLIENTWEBSITE> to get
iImmediate access to the benefits you're already
paying for. It's a no brainer. We don’t want you
to miss out. [Go to Email Gather]

Language change resulted in a 30%
improvement in completions for this cohort!

20



APPLYING BEHAVIORAL ECONOMICS: HYPERBOLIC DISCOUNTING

Now. Nower. Nowest....

As in, you don’t have to spend another second
NOT getting a better price for your prescriptions.

If you want to continue missing out — DON'T click this button.

*Catch the eye with a unique set play on ‘Now’.

*Use strong pain avoidance technique —double negative description of what people ought to

avoid.

*Research shows that people will be more inclined to make a ‘Now’ decision when posed with a
73 negatively framed benefit

-

21



ADULT VACCINATIONS: OPPORTUNITIES TO DRIVE BEHAVIOR

Yaccine - % YES of Asked

“accine - % YES of Asked

~a
Q

60%

40%

20%

0%

60%

40%

0%

0%

Variation in rates and % asked by lifestage and state

Matrix - Vaccine LS

SUPER SENIO ﬁ

SENIOR(85-T5)
1 PRE SENIOR(50-54)

YOUNG ADULT(18214} T(35-42)

5% 10% 15% 20% 25% 30% 35% 40% 45%
% of Reachable asked Vaccine

Matrix - Vaccine G

]
50% fn]

=
2
E
o 40%
=
E
2
8
& 20%

0%

0% 5% 10% 15% 20% 25% 30%

% of Reachable asked Vaccine

Matrix - Vaccine ST

0% 2% 4% 8% % 10% 12% 14% 16% 18%  20%

O o

o NY o] cT
NJ T GA

22% 24% 26% 28% 30% 32% 34% 36% 38%

% of Reachable asked Vaccine

Q: Have you had a chance to get your flu shot yet this year?

40%

5%

42%

40%

]
IM

44% 48%
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POPULATION ENGAGEMENT BY LIFESTAGE AND GENDER

Engagement by Lifestage Engagement by Gender
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RETENTION BY MOTIVATION & OVERALL HEALTH APPROACH

Retention and Maotivation
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overall health

3 6%

20.7%

mainstream
approach to

1.3
d2.8%

overall health

3.7%

17.2%

Retention and Overall Health Approach

optimizng
approach to

*
53.6%

78.3%

overall health

5.2%

21.7%
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OUR CHALLENGE...SUSTAINING ENGAGEMENT OVER TIME

A
A
.
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o
5
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—
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5
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Number of People
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“YEAR IN THE LIFE strategy: Hypertension

January February March April
N\ 2
May June July August
Assess &
‘ Engage |
- | Medication
S
aseptember October November December - -
|l ) Anchor
\ ( J B Trigger
Wellness & W
iti 4 ¥ Assess & ! Assess
Nutrition & E -
\& 7

26
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YEAR IN THE LIFE” STRATEGY: HYPERTENSION

January

February

_l_

June

Séeptember

- -

June -lJuly: Barriers

* Theme: We're in this together

» Target population based on self-
reported data from Assessment call as
well as claims

* Re-assess whether member feels their
BP is in control from first call

 Strategies for Success Modules (MD, Rx,
Stress, Diet, Alcohol, Smoking, Obesity)

e Promote appropriate supportive
resources the client offers

* Tips: The relationship between
dehydration and high BP and tips to
avoid dehydration (drink water / limit
alcohol)

Proprietary and Confidential to Eliza Corporation. Copying or distribution by any method is prohibited without prior authorization from Eliza Corporation
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PATIENT ADVOCACY YOU JUST CAN’T IGNORE

. -
5
oY
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