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Learning Objectives

Why it's important to How to integrate new Why a commitment to
think outside of the insights seamlessly insights is a
box about data into your commitment to more
communications effective marketing
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Adaptability

the powerful difference between:

Adapting to
cope win

O

Adapting to
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Walgreens to Open Doctor Offices, What This means for
Your Healthcare Services

Amazon Has a New Partner in Its Health Care

Assault
The tech giant may have found its Trojan Horse

One of Google’s top doctors eleoariI\hleigvevOiliT:g care industry I n d u Strl eS are d e al I n g

coronavirus response is feeding into its long-term

plans to reinvent how people get health information Wlth C h an g I n g
Can Walmart change healthcare? b L d g efs al on g W|th

Walmart caught the healthcare industry’s attention when it began

opening primary care centers across Georgia, Florida and Illinois. d al Iy C h an g eS I n

One of Google’s top doctors explain how its

coronavirus response Is feeding into Its long-term p I' | Or | t | es d = p en d | N g

plans to reinvent how people get health Information

Amazon’s Firs¢ Neighborhood Health O n pan d e m | C State .

€enter Will Be in DFW

The nearsite clinic will offer holistic care and extended hours for Amazon employees
and their families in the region.

CVS adds another Big Health product
to its point solutions management
program
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Consumer Expectations

Know Me Show Me You Anticipate
Know Me My Needs
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Using Data to Evolve Strategy

Events
Life
Relationship

Engagement

Service Line Centﬁ

YOchsnerHealth

Real-Time
Data

Appointments
Diagnoses

Performance

/Life Stage Centric\
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Adopting an Iterative Process

IDENTIFY YOUR USE CASE / PROGRAM TO OPTIMIZE

IDENTIFY DATA POINTS

COMMUNICATE INSIGHTS

. EXECUTE OPTIMIZATIONS

REVIEW RESULTS

DISTRIBUTE/COMMUNICATE TO STAKEHOLDERS
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Data Reveals Patient Needs

Real-Time Data

» Enrollments and visit volume

il | ‘ Il IHI “||\|l||||

- Digital campaign performance * Lshl \‘II“HH‘““ " | H il Hl\mh"“H\iI\I“\lh|||||H|\|H|||I 1
monlto r|ng 3/1/2020 3/8/2020 3f15/2020 3/22/2020 3/29/2020 4/5/2020 4/12/2020 4/19/2020 4/26/2020 5/3/2020 5/10/2020 5/17/2020

What did we learn? @

« Patients were appreciative of the virtual
options

e New users needed more resources
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Regular Data Sharing Amid COVIDIS

Consumers are beginning to see the light at the end
of the tunnel.

Primary Data

While this week is supposed to be the deadliest,
consumers are reporting feeling slightly better about
themselves and others.

 Weekly patient experience tracker
» Collaboration on topics and questions
» Discuss insights and implications weekly

People remain concerned about their local healthcare
providers having proper resources, but continue to

trust in their expertise.

The number of people who are concerned that their healthcare providers do
not have the resources to keep up with demand has risen 3 percentoge
points in the last week. This suggests that people are starting to be more
concerned about the supplies of their local healthcare providers. This could
be due to reports of the US Government running ocut of its stockpile of

* Messaging pivoted from safety to e e vommlaror hortage mple depensiont cammonmes mekong
CO nve n ie n Ce flights to pick wp supplies, etc

What did we learn?

 Participation leads to more participa

There was, again, no change in the percent of people who are concerned
about their locol healthcare systems haoving the expertise to keep up with

 Millennials, Caretakers, and High-Income about

Males are particularly interested in
virtual care

)
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Optimizations

Immediate Optimizations

Campaign Leads

33

« Adjusted campaign targeting and
messaging throughout the pandemic

« Created additional user guides and online
FAQS 1000

« Changed price of Ochsner Anywhere Care
urgent care virtual visits

Research Optimizations @
* Developed stand-alone study in
order to identify pain points and

opportunities for improving the
experience

April 16-30 May 1-15 May 16-31

re B Morth L& N Lake Charles B Mississippi Alabama & Florida B Other States
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Using Insights to Optimize Our Campaign

Google Searches for COVID-19 Symptoms Adjusted Campaign Messaging

Cough? Fever?
Shortness

Updated of breath?
creative week of
3.6.20
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Adapting Campaign Messaging

5 ~ Get urgent care online,
with free This is Cough? Fever anytime, anywhere.
This is a prescription Anywhere S?Ormesﬁv
house call delivery. Care. oftBIEall
‘ y |
I GET STARTED _ LEARN MORE GET STARTED
iy e y
A Y Ochsner VOchsner A N ?d&'f' c \'Ochsn'er V Ochaner
9 Anywhere Care Anywhere Care - Anywhere Care Anywhere Care Anywhere
-_',Al-,_,‘__ﬂ-_, ’4 -

\/Ochsner

Anywhere Care
If you are experiencing mild or severe

respiratory illness with fever, cough and
difficulty breathing, see a provider from
home anytime with an
Ochsner Anywhere Care virtual visi

\-/ Ochsner

Health

Sick on Thanksgiving? Get care before the
turkey’s on the table

Do a virtual urgent care wisit on your phone, even on major holldays!

For general questions and information
on COVID-19, call the Louisiana 211 V|rtua||y or in person,

; statewide info line or Ochsner's -
Rl Gee e I e L T COVID-19 line at 844-888-2772 Ochsner is ready
at’s innovating healthcare. :
to provide the care you need.

/
Get the care you need with a convenient virtual visit, anywhere, anytime. \ 0chsner' 5=
Anvwhere C Call Louisiana 211 . -
Download the Ochsner Anywhers Care app today! (ISR nywhere Care Info Line Start a Virtual Visit
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Measuring Our Impact

11,463

marketing leads in the
Ochsner Anywhere
Care digital campaign
(+592% YQY)

YOchsnerHealth

30%
of the over 38K total
Ochsner Anywhere Care
enrollments in 2020 can
be tracked directly to
marketing efforts

PROPRIETARY & CONFIDENTIAL

In Top 5

of our highest
performing
campaigns in 2020
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How to Start

ONCE YOU'VE IDENTIFIED THE TOPIC OR CAMPAIGN THAT YOU WILL START WITH, YOU ARE READY
TO BEGIN INTEGRATING THE AGILE PROCESS

IDENTIFY YOUR USE CASE / PROGRAM TO
OPTIMIZE

IDENTIFY DATA POINTS

« What campaign or initiative is a « Identify support needed from outside

priority? your department
« Continue with initial program and add « Determine benchmarks
another « Determine frequency of collection

DISTRIBUTE/ COMMUNICATE

TO STAKEHOLDERS COMMUNICATE INSIGHTS

« Communicate results, further
learnings, and new priorities

« Interdepartmentally, allow discussion
with partners

REVIEW RESULTS EXECUTE OPTIMIZATIONS

» Marketing reviews results with research team

« Research team downloads on latest findings

« Discuss next round of optimizations

« Discuss additional business priorities or
research objectives
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