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Dayton, Ohio, 1998

Managed Care - Medicaid population

excessive use of ER. 2 19

Solution: Special cadre of social workers to
help mothers use primary providers.

Minimal
Hire AED to make more compelling

patient education materials for the social
workers.




Look at the system, not just
educational materials.

Observed and Interviewed all players.
1. ER was over used, but very convenient

2. Dozens of systems problems
3. But women understood primary provider.

Re-analysis of ER usage data.




12 — 223 providers accounted for more

than 60% of excessive ER use

Providers did not want Medicaid
women In their practice because
Medicaid was slow In paying.




Sales force problem,
not a communication
problem, and not a
problem of the women.

~ If you can get them asking the
§ wrong question, the answers
AL they get don’t matter.



Make a marketing
‘ ?_af ? deal with the
11 'fi, providers.
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/ Those with the

: lowest use of the ER
will be paid first.




WRONG QUESTION: How can we change
consumer behavior?

. What knowledge do people need?
. What messages will motivate?
. What channels are persuasive and trusted?

RIGHT QUESTION: Where are things going
wrong in the system?

What barriers do people care about?

What benefits can we add to our service
that people want?




PHpIIC Health

Fulfillina snciety’s interest in
assuring conditions 1n which
peopie can Se healthy.

John Last, Public Health and
Preventive Medicine

1. Who are they?
P 9 (2. What are they doing?

* 3. How are we helping?




3
- e . =
e L
.,| I =
— %
4 -LTg
j L/ i .
Al

Health Providers ' Advo_cates Media/Promotion




Private Sector

uonnadwo)d

1,
X
U)
o
=
[
p




Sales Analytics

Key sales metrics dernystify vour team's performance. With real-tirme
analytics, sales executives can guickly see who's selling what and when,
ou can find out which tearm members are closing the most deals and how
long it's taking, Get insight into the pipeline along with sales forecasts you
can depend on.

Reports | Dashboards

Marketing Analytics

Get real-time insight into the success of your marketing programs. Mo
marketers across the organization — from executives to program mar
— can track multichannel campaigns from lead generation to closed s:
Zero in on programs that get results, so you can be sure you're focusi
the most profitable marketing activities,

Lead Management | Data Guality Management

Service Analytics

know your customers — and their service needs. Executives and man
can use real-time analytics to identify wha's asking for support and ha
long it takes to respond to them. Look at the performance of team
rmermbers and find aut which reps are fielding rmast of your customer
inquiries.

Agent Productivity

Script

Premium
Mame  Michaal C
Title  Manager,

Agent Console

Customer service and support agents are much rmare
productive when the information and tools they need to
solve a customer’s problern are consolidated in a single
spot, & unified agent console with integrated solution
management provides a single desktop wiew of relevant
information about the current case.

Call Scripting

Getting all vour agents on the same page is easy with
Salesforce Service & Support’s call scripting feature, You
zan provide your telesales, telemarketing, and service
and support tearms with scripts to quide thern through
lead qualification, up-sell and cross-sell oppaortunities,
case resolution, and issue troubleshooting or escalation,

“Euzimmer service 15 one of the few differentiators that
4 company }'Jﬂ!iﬂ[ﬂiﬂ[‘lﬁ.’,

— Sheryl Kingstone, Director, Customer-Centric Strategies

Yankee Group

€L Customer service is one of the few differentiators that
4 company }'JUHSL'HHE'_‘H.’,
= Sheryl Kingstone, Director, Customer-Centric Strategies
Yankee Group
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wHY VITAMIN D DEFICIENC
EPIDEMIC,
Ey Amanda Schaffer

Fosted Tuesday, Aug. 24, 2004, at 3

Beast Self- Exam

AIDS — from African
monkeys
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TS net What We'savi.. .

It’'s Whiat she understandsand helleves

“AED




Audience Research

Theory Based

Determinants Pre-testing

Focus Groups
RAPS P Program

: Evaluations
Behavioral ‘

Surveys Segmentation




Directions
® do not chew more than directed

m find the right dose on chart below. If possible,

use weight to dose; otherwise use age.
mif needed, repeat dose every 6-8 hours
8 1 do not use more than 4 times a day

T
“2a3s | 28l 2
“ 647 | a5 | 3
“ 6071 | 910% 5
| 7295 | 11 e 6

Americans

would have
trouble with
this.
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$HealthLink )
Replace this sales force 4

=

with message campaigns =

' ;
£ Doctor-Patient Communication: ?

Changes in the health care system ha:
their families, and medical caregivers -
with:

THE HUREICANES ASER'T OYER IN THE RIKDS OF MARY SLEARDRS.
I vaure hovng trouble caping, we o help CALL 1-800-78%9-2547
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Health Care Providers

Product Knowledge
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Customer Experience

Social Marketing
Selling Skills

Consumer Research




Disorganized, uncoordinated, poorly
trained sales force function.
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I you can get them asking the
wrong question, the answers
they get don’t matter.



VIGEEST Proposal

1. Ask abut the system first, not the
target audience.

2. Recognize we have a sales force.

3. Use the sales force to fix the system, not
Just messages to educate and make aware
the target audience.

“AED -




Thanks



