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There are decades when nothing happens,

then there are weeks where decades happen.



2015: What We Saw

« 12 million new under age-65 Americans bought on-exchange individual health insurance mintel]
« 3.4 million Americans qualified for Medicare (18 million more in next 5-years) [citi
« 10 million new Medicaid beneficiaries enrolled in privately run plans under ACA [Forbes]

 50% U.S. hospitals part of multi-facility health system & 42% of physicians are salaried employees
[INEJM]

« 2015 on pace to beat 2014 healthcare venture investments of $8.6 billion (30% increase over 2013) [svs]

« Healthcare M&A and industry consolidation saw its biggest year ever —

Anthem---Cigna $54B CVS---Omnicare $13B Pfizer---Allergan $160B
Medtronic---Covidien $43B UnitedHealth---Catamaran $12.8B Walgreens---Rite Aid $17B
Teva---Allergan Generics $40.5B Centene---HealthNet $6.3B Kaiser---Group Health $2B
Aetna---Humana $37B Blue Shield of CA---Carelst $1.2B Towers Watson---Willis $18B
Pfizer---Hospira $15B IBM---Merge Health $1B IBM---Truven $2.6B
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2016: Long View

1. Looming: 2016 elections, DC gridlock, debt ceiling, Fed rate hike
ECONOMY 2. Barometer: Employment, retail sales, manufacturing production, DOW J

3. Activist consumerism: on-demand, gig, sharing or access economy

1.  Shifting demographics: micro-segmentation, multi-cultural, omnichannel
MARKETING 2. Balance: content (relevance), brand (awareness) & direct (response)

3. Digitalization: IoT, eCommerce, mCommerce, sCommerce, Digital Health

1. Disruption: payer, provider & pharma consolidation, blurring lines, trust gaps
HEALTHCARE 2. Trending: value over volume, quantified-self, precision medicine, DIY healthcare

3. Government as a business partner: ACA, Medicare, Medicaid, FDA, CMS




Customer Connections

Healthcare consumerism transforms every aspect of the customer relationship.

Engaged, connected healthcare customers will demand more value from
their health care interactions, resulting in better care and better outcomes.

2 2 2) 2
m COMMUNICATION

Take data, structure it Make it about ME Your brand is now Con_nected devices
L : : : unite technology,
and create insights that because my interest is inseparable from your science &
inform strategy won or lost in seconds customer experiences .
consumerism

Believe in the power of the individual
W



CONNECTED INSIGHTS

BIG DATA Volume, Velocity, Variety, Veracity

bit
byte Character Every day we create

, 2.5 quintillion bytes
KiIoDyIe el page BiioX! of data...or 57.5 billion
Megabyte Two minute MP3 file 32 GB iPads.
Gigabyte One hour movie (approx)
Terabyte 128 DVD movies 200 @S LB

data has been created

Petabyte 7 billion Facebook photos in the last two years.
Exabyte 50,000 years of DVD video

Zettabyte 180 million x Library of Congress
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Data-driven personalized connected insights

_ demographics content
Make it about

s 9 i I
ME life stage shopping
lifestyle buying

social preferences

cultural behaviors

TO KNOW ME

IS to be relevant, timely
cross-channel attitudes & consistent.
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&
CONNECTED INSIGHTS

Inform strategy with deep insights to understand customers better than competitors.

MAKE IT HAPPEN

» Create an enterprise data strategy integrated & connected across functions.
» Formalize processes to collect, ingest & analyze customer data sources.
« Know your customer throughout lifecycle, by market, product-line & sales channel.

» Get personal by merging cultural, social & digital data into a picture of your customer.

The more predictive the insight the better the result.




CONNECTED COMMUNICATION

m You({[T[)

amazoncom
~—




—

Evoke emotion with connected communication

What you care about

/6% companies b 1 billion
WHAT YOUR use social media consumers Will
CUSTOMER to achieve business use mobile

CARES ABOUT goals tied to ROI payment

next 2-years

0 0 . .
52% consumers 40% MDs now My interest is

want Web rankings communicate
for price, quality & online with their WON S)R LOST
reviews of hospitals patients In seconas

and MDs

© 2016 WUNDERMAN All rights reserved.
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Meet customers at their moment of need by synchronizing across channels.

&
é CONNECTED COMMUNICATION

MAKE IT HAPPEN

Use omnichannel-multiscreen marketing to extend reach & engagement.

Make marketing dollars accountable as brand & direct converge.

)

Create content that is shareable, useful, fresh, unique...and worthy of attention.

Validate messaging & channel selection using test, learn & measure.

3!
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o Real engagement gets customers to happily “opt-in”.



CONNECTED EXPERIENCES

Cosrco

NORDSTROM

% amazoncom

TRADER JOE'S jetBlue



Align people around connected experiences

10 PIECES OF PATH TO PURCHASE HEALTHCARE
Awareness Product Commodization
CONTENT Consideration Service Parity

consumed before Preference Price Transparency
purchase decision Purchase Brand Neutralization
Engagement

 EETTEE T PATH TO LOYALTY
Peer reliance Retain 86% consumers will
Immediacy Rebuy pay more for better

Authenticity Review CUSTOMER

Consistency Refer

Recommend EXPERIENCE

w

© 2016 WUNDERMAN All rights reserved.



CONNECTED EXPERIENCES

Engage, empower and inspire while creating a reciprocal customer relationship.

MAKE IT HAPPEN
« Map your customers’ journey by looking inside-out (VOE) & outside-in (VOC).

« Break down silos to organize people, processes & technology around CX.

» Get sponsorship from C-Suite to establish customer-first corporate culture.

« Keep an “open door” for customer reviews & feedback to improve interactions.

Value comes from a differentiated, immersive brand experience.
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CONNECTED HEALTH

‘.
#fitbit itk Faalh ‘wathenahealth

Watson Health

m ]
@ vitalconnect

23andMe
"' ’VC/:ZErqEFITS; S!111ﬁunoc_

\

DOCTOR

ON DEMAND

castlight

@ ZEST HEALTH




Improve well-being with connected health

Nothing is more CONSUMERS

PERSONAL e Obesity 100
O olrer :

. Smoking 42

than your e telemedicine as Asthma. 26

HEALTH. employee benefit Diabetes 29

by 2017 Pre-diabetic 86

HEALTHCARE... OUTCOMES
Consumerization Participation 50 billion 0T

Retailization Engagement connected devices
Digitalization Adherence in next 5 years with % IN

Medicalization Trustability HEALTHCARE

Uberization Improvement

w
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&
CONNECTED HEALTH

Leverage technology to help customers take ownership of their health.

MAKE IT HAPPEN

« Establish an innovation strategy linked to corporate goals & customer realities.

« Avoid “crapplications” - have digital purpose: inform, instruct, track, guide, or remind.

« Closely monitor digital health policies & regulation (e.g., ethics, payment, privacy).

 Formalize metric-based business case around usability, ROl & engageability.

The empowered healthcare journey has arrived.




Connected customers

are in control CUSTOMER CONNECTED MARKETING
. THEN | Now
Targeting Personal Insights
Campaigns Channel Engagement
Broad Media Micro-Moments
Transactions Value Exchange
Acquisition Relationships

Sickness & lliness Prevention & Wellness

© 2016 WUNDERMAN All rights reserve d.



If we ask health care
consumers to take
personal responsibility
for financial & clinical
decisions, they need
help making smart,
value-based choices.

Educate & guide your customers

Provide information on price & quality
Engage for better health & quality of life
Reward healthy behavior & choices

Communicate on their terms




Lindsay R. Resnick

Chief Marketing Officer

lindsay.resnick@wunderman.com
www.wunderman.com

@ResnickLR
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Wunderman Health is a global digital marketing agency

that integrates data and creative to amplify brand awareness,
drive acquisition, and strengthen customer relationships.
Clients across healthcare sectors include pharmaceutical
and biotechnology, insurance and provider systems, and
medical device and health technology.

Wunderman Health delivers communications that engage

and empower both healthcare consumers and professionals
W U N D E R M A N by connecting them to moments that inspire action.

H E A I_T H Wunderman is part of WPP (NASDAQ: WPPGY).

Creatively Driven. Data Inspired.



Carolinas HealthCare System

Patient Engagement

Pamela DeSalvo Landis
@plandisl
Pam.landis@carolinashealthare.org



WHO WE ARE

Carolinas HealthCare System has a unique story to share. Operating as a
fully integrated system and connecting and transforming care delivery
throughout the Carolinas, our overarching goal is to provide seamless access
to coordinated, high quality healthcare — and provide that care closer to
where our patients live.

With 39 hospitals and 900+ care locations, the depth and breadth of
services results in a full continuum of integrated care including:

Prevention and general wellness

Primary care at more than 180 locations

Specialty care via several nationally recognized service lines

Critical care with one of the largest virtual (e-ICU) programs in the nation

Continuing care including home health, skilled nursing, hospice, palliative
care centers, inpatient/outpatient rehab, and long-term acute care hospital

7
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WHERE WE ARE

AnMed Health Medical Center
AnMed Health Rehabilitation Hospital

AnMed Health Women'’s and Children’s Hospital (38)
Annie Penn Hospital @
Anson Community Hospital

Bon Secours/St. Francis Hospital
Cannon Memorial Hospital

. Carolinas Medical Center
. Carolinas Medical Center-Lincoln
. Carolinas Medical Center-Mercy @ O

COJSINONE GBS COR hoE =

. Carolinas Medical Center-NorthEast Charlotte

. Carolinas Medical Center-Pineville

. Carolinas Medical Center-Union

. Carolinas Medical Center-University
. Carolinas Rehabilitation

. Carolinas Rehabilitation-Mount Holly

. Carolinas Rehabilitation-NorthEast
. Cleveland Regional Medical Center

. CMC-Randolph

. Columbus Regional Healthcare System

. Cone Health Behavioral Health Hospital

. Crawley Memorial Hospital
. Elbert Memorial Hospital Elbarton
. Grace Hospital

. Kings Mountain Hospital

. Levine Children's Hospital

. MedWest-Harris

. MedWest-Haywood

. MedWest-Swain

. Moses H. Cone Memorial Hospital

. Murphy Medical Center

. Roper Hospital

. Roper St. Francis-Mount Pleasant Hospital
. Scotland Memorial Hospital

. St. Luke’s Hospital

. Stanly Regional Medical Center

. Valdese Hospital

. Wesley Long Hospital

. Wilkes Regional Medical Center

. Women'’s Hospital

2.
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Virtual Care
— Visits, Mon rmg PCU NICU

Patient Access and Convenience

— New Registration and Appomtment Systen
Community Connectivity oy \
— HIE

Analytics

— Predictive analytics

Patient Engagement § e

— MyCarolinas, Trackellools, Interactiv

Care Management, . sumer tools




% Carolinas HealthCare System
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NOW AVAILABLE

to virtually everyone in
NORTH CAROLINA

Virtual Visit

24/7 care from your phone,
tablet or computer.

Weekly Overall
% of Visits Providing

Rating 20%  28%
Average Rating of:
Care 4.4 4.5
Provider 4.8 4.8

K

PRESCRIPTIONS,
AS APPROPRIATE

49

PER
VISIT
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NICU €ameras

2s HealthCare S . » MyCarolinas

Doclor Mecicsl Services Localions Mesith Resources Oniine Tools ESucaion  ContactUs Appointments ©

N rwe

Carolinas HealthCare System
Lev ne Ch idren's Hospltal

NEONATAL VIEW

About Us  Medical Specialties  Patients and Visitors  Special Support  For Professionals  Give Back

Neonatal View
Bonding with Baby

Password

enter

' ’ n e '% Carolinas HealthCare System



Patient Access and Convenle

“S&

v ledical Cente;

Carolinas HealthCare System
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35 Terabytes of Data e
Tools on top to help with predictive mddeling
Dashboards™= — -

Quality rxortf/ g \l &\ \

Support __3 —~>
;—'Cﬁre Management
, — Customer reftatfofSHIp management

— Quality and safety eﬁorts r m 4o
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Patient Engagement
MyCarolinas.

« 550,000 users
« Mobile

* Pulls together data from EMR,
GetWell, MyCarolinas Tracker,
Open Notes

ooooo Verizon 3G 2:21 PM } 34% M

< Back MyCarolinas {

MyCarolinas

MyCarolinas provides access to your health
information.

Username

Password

Terms

Need Help? Contact the MyCarolinas Support
Team during business hours toll-free at
855-799-0044.
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eeeee ATAT LTE 1:56 PM @ v X s eee00 Verizon F 11:36 AM ~

eee00 Verizon T 11:35 AM “ % 69% W) il B
My Health @ = Providers - NC I\

= More @ b
JOHN SIMPSON July 23 2014

Access your health information safely and securely View: All Providers >

) m  Keep hydrating
MyCarolinas 1'

,‘I with fresh water GAYLE TlGNOR
m Urgent Care U >
Nearest Urgent Care | Nearest Hospital / ER

64.9 Ib to 516 days to Available Now
i " - a lose 1 et
JERES Urgent Care Carolinas Medical Center g

Cotswold THOMAS CHILDS

current wait time current wait time Urgent Care

0:24

Avioiy ‘ JOSEPH COLEMAN
Urgent Care

Weight Blood Pressure
LYNDA HIENEMAN
Resting Pulse Urgent Care

Body Fat Cholesterol

Waist Blood Glucose .

© qgoodwin

Carolinas HealthCare System

an DEVELOPED BY
#4*Dreamkind

F A
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Introducing Virtual Visit
24/7 care from your phone, tablet or computer.
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*MyCarolifles Tracker

= My Health ©)

PAMELA LANDIS March 31, 2015

* Integrates dat
than 80 device
. Integrate§

* Provides 0 L
all dat® 7 S _ .
(Carolinas - )
- Integrates,to Care E\
Management Qs‘m '

‘‘‘‘‘‘‘‘‘‘‘‘‘
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Stops

Waight

BMI

Body Fat

Waist

9:41 AM

My Health

MARIAH ARCHULETA June 16 2014

Snack: 111 Cal

N—
‘, Fruits and Water

D a2 30

Activity

Blood Prossure
Resting Pulse
Cholesterol

Blood Glucose

*

/\
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Putting all the Pieces Together

Carolinas HealthCare System Patients @

Current Patient: RYAN REICHERT

Arohulota
Fariah

Bakar
Sara

Ball
Echweara J

Foarraz
Brinm

Gratchan
Lavyla
Gagnant
Draurriasl
GEagrar
Michsl

Jores
Sammntha

Luca
Isabadla
Layrman
Sl

Mnruni
Alaxandar

Pozalla
Moomis

Reichort
Hyiin

June 16 2014

Steps
{ntops}




MyCarolinas - 1-555-T00-0044

RICHARD SIMMONS  w Sign Out

‘our health data is being synchronizes for this login with the mobile application data and this may take few
seconds o complete. Please press ‘Refresh’ to load the latest health records. This wil redirect you to MHR landing

Page

RICHARD SIMMONS

Health Trackers =  Preferences «

Melcome to MyCarolinas Tracker!

‘Weight

146 1bS oo e

+13 sine 5

22.20 BMI o+

+1.98 since 3

Physical Activity

30 minutes (211.15 calories) o «7201s

Blood Oxygen

96% on w10

HARD's Patient Profle

rint Al Health Trackers





https://www.dropbox.com/s/r7r51mlj4tn525p/CHS_TRACKER_v1.m4v?dl=0
https://www.dropbox.com/s/r7r51mlj4tn525p/CHS_TRACKER_v1.m4v?dl=0
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Question & Answer Session

Thank you for participating!



