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New Consumer Products and Services

CONSUMER HEALTH ENGAGEMENT PLATFORM

I invented and built a health engagement concept model for a consumer health screening
platform to support consumer real-time health data acquisition using biometric devices for hard
vitals (weight, height, blood pressure) and the consumer entered soft vitals. Soft data included
how a person felt, what they are eating by type, and what activities that are doing. Hard vitals
do not deliver a good representation of a person’s health alone. Soft vitals rely more on the
behavioral side of people. Behaviors influence how we feel and impact our health, which is
attributed for many chronic diseases.

| created the idea, functional design, and concept model. | worked with Brian Cook from The
IDEA Corp on the UlI/UX design and T1 Visions on the hardware models and software application.
The prototype consisted of Apple Mac Minis and a Samsung 32" interactive touch screen with
connected biometric devices.

The target customers were payers, large/mid employers, hospitals, clinics (Walgreens, Walmart,
CVS), and health centers (YMCA, Equinox, LifeTime). For example, employers could monitor their
population from a health perspective focusing on healthy behaviors and productivity. Used in
conjunction with the Consumer Retail Engagement Platform, clinics could manage the front end
office tasks through automation.

l
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Figure 1 - Retail space rendering for the concept model - Spa setting with Zen-like atmosphere
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The platform resides in a “spa like” space for a better customer experience. This design increases
the engagement potential and consumers/people would find it easy and enjoyable to interact
with the platform. Medical offices could change the way their waiting rooms are used and
perceived. Waiting rooms are really a consumer front ends where the consumer starts their
journey. Instead of waiting, consumers are engaged at the front end by entering their health
data, signing in to the office, and perhaps paying their co-pay by credit card.

There are two ways to monitor and use the data. They are real-time and historic views as well as
individual and population views.

There is a steady stream of real-time data. The real-time data is captured and loads the
historical data bank. The real-tfime data shows the person’s or collection of people’s health at a
given time. Real-time data can be used to make changes for a person or population in order to
engage them at the moment. If the population’s feelings show they are fired, management can
identify a root cause and implement a program keeping the population productive and
safisfied. If the population likes to walk as an exercise, management can make sure they can
enable the population with areas to walk, even in a snow storm (inside paths). This mode is
observing and taking action now.

Aggregating the data and using it as historical data provides insights on trends for the person or
a collection of people. The root cause of an issue may have occurred a while ago and shifts in
behaviors are noticed as shifting frends. An example of this is a population that started the year
of feeling excited and optimistic, but in May, we see a shift to exhausted and overwhelmed.
Management can connect potential causes to the observed shift in frends and make changes
for employees. Perhaps the a group in the work force was being driven too hard in Spring with
long hours and little recognition, management could see this to perform measures for change
(increase hiring, expanding the schedule, lowering or shiffing the load to give the group a break.
The group needs to be re-energized once the issues have been identified.

Datais used and shared without disclosing PHI to provide management a glimpse of the
populatfion’s health and frends over time. It is possible to categorize data by groups or feams to
maintain privacy and allow management to provide assistance to a specific team when the
health parameters shiffed. Names are not used to maintain privacy, but individuals could also
get aread out of their health profile with PHI protected. An individual can monitor their daily
health as well as see a historical view while keeping their data private. A system login, with
individual credentials, is used to maintain privacy.

The system has the capability to accept data from connected devices to augment data
collection. Data could be collected via Bluetooth or a USB connector depending the device's
capabilities for data transfer. Integration into Apple health and other comprehensive
applications could be performed as well.

The ability of the platform to collect biological data and behavioral data provides a holistic view
of the individual or population segment.
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erson Name

Figure 2 - Early iPad consumer entry display mockup

The concept launched in January 2012 at CES. Strong interest came from hospitals, companies,
and clinics as well as the general public who had fun using it. The Chief Medical Officer, Reed
Tucson, at UnitedHealth wanted to personally support the product for market deployment.

— S

Figure 3 - Final 32" fouchscreen consumer entry display

The user interface is so simple and elegant it required no training. The game-like Ul is embraced

by all types of people (age, ethnographic, tfechnographic, education, gender) due to a simple,
well-defined user experience design that was fun.
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In the concept model, a person would touch the screen identifying them as male or female.
They would then step on a connected scale to record their weight. The person would enter their
height so the system could calculate their BMI. The person would them swipe 3 rotating columns
to select what they are feeling, eating, and doing (activities they perform). After all data was
entered, the person touches the submit button. The progression starts in the lower left of the
screen and moves clock-wise around the screen.

For CES, data was aggregated and snapshots of the population’s overall health were shown on
a large 10 fooft display as the platform rotated through a series of online screens.

the éEé'E?mmunity

Figure 4 - Attendees feelings

Data is displayed as word clouds that show in real-time the behavioral attributes.

?A

MEN AT CES: WOMEN AT CES:

Figure 5 - Food preferences
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Figure é - Activity preferences
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body image

Figure 7 - How attendees viewed their body

With real-time and historical data for vitals and behaviors, we are able to display many forms of
useful profiles and extract potential pain points in an individual or a population’s health. This is
extremely useful for large employers as they deploy their wellness strategies.

CONSUMER RETAIL ENGAGEMENT PLATFORM

Invented the concept and designed a consumer platform to support sign in, infotainment
(magazines, games), search for information, information exchange (patient data), reminders,
and ecommerce (pay bill, food). Another function was ecommerce. A person could order a
bottle of water or snack from the screen and pay for it, and a monitor in the back office would
remind the staff to provide the item(s) to the person in the waiting area.

The product acted as a front end hub to major consumer interactions with the business. The
screen could be split intfo 4 display areas support different interactions with 4 people. The
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services from the platform would increase productivity, automation, and make the experience
useful while waiting.

MEDIA VIEWER

WEBSITES

g B OF INTEREST

ORDER WATER

Figure 8 - Main Menu

The target was Payer’s customers such as physician practices, health clubs, retail health clinics
(Walmart, CVS, Walgreens), and retail health stores.

top down view

B0

multi-touch ‘

Display 32"

Health Café

- S

Figure 9 - Physical Layout

This product was shown at the Consumer Electronics Show 2012 in the UnitedHealth area. |
worked with The IDEA Corp for Ul/UX design and T1 Visions to create the prototypes using Apple
Mac Minis and 32" interactive touch screens.
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Figure 10 - Unit on show CES floor with ecommerce monitor displaying food and drink orders

RETAIL HEALTH STORE

Created a retail store concept model to add value to Payer consumer relationships, increase
value for retention, and add new revenue and offerings for acquisition. The store could be
powered by the Consumer Retail Platform. | created this for Kaiser Permanente’s Garfield
Innovation Center.

The retail store offers a local presence tied to the community and supports:

ExerGaming for kids and mind games for seniors

Demonstration and cook/prep area

Sponsor mini-health sessions and videos from SMEs about pregnancy, sleep, stress, eating,
hidden dangers in your home

Micro clinic to expose risks - immunizations (flu), blood tests (glucose)

Health programs to minimize and manage risks, detoxification and stress support
Community programs: runs, walks, baby, child, elderly

Biometric health measurements
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Information Area

Sponsor Area

Help desk Devices

Health research Activity Area Local wellness
Plans and benefits companies

Care and treatments Food and nutrition
Community board - health Skin care

alerts

Health Solutions
Mini-Store

Biometric devices

Care programs for devices

Activity Area
Community involvement

Sponsor Area

Info Area

Café and Lounge
Light refreshments
Collaborative space
Mom space

Kids space

Consult Area
Private consultations

Programs and education

Biometric screenings and
mini-clinics

Yoga, meditation

Zumba

Help Desk

Figure 11 - Retail Store Mockup

Value: A chance to redefine health and raise it in priority to consumers

e Engage consumers and build relationships

e Increase retention and acquisition

e Give access to all things that affect health — environment, behaviors/habits

e Offer sustainable living programs with biometric devices and monitoring assistance

EXPERIENCE - CONSUMER THEORY

Customer experience plays a large role in customer satisfaction and retention. Success of a
business or product is measured by its customer experience, loyalty, engagement, and the
product doing its intended job.

The main objective is to build consumer frust by increasing relationship maturity that ultimately
provides consumer stickiness. The consumer sees value in the relationship with the company, is
safisfied with its offer, and it engaged with the company or product. This approach is more
robust then NPS because it focused on more than loyalty; it focuses on engagement.

The next figure shows a model for connecting experience, consumer needs, and relationships.
The Y axis is the job-to-be-done for the consumer, and the X axis is the Customer Experience.
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CUSTOMER EXPERIENCE

The path to a better customer experience that builds trust through relationships.

e Fix fractured connections — remove frustration
e Fix usability - easy and simple

e Connect the dots - Channel Unity

e Provide what customers are looking for

e Fitin the lifestyle decision stream

® Make it something to look forward to - do it right the first time

TREATMENT COST ESTIMATOR DESIGN FOR PC / MOBILE

Concept model for a mobile treatment cost estimator for consumers. Usability is kept simple and
the design is clean.
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Search By:

Blood Disorders

Bones, Joints, Muscles
Brain, Nerves, Spinal Cord
Breast and Skin

Cancer Care

Drug and Alcohol Use

Ear, Nose. Throat

Eyes

HIV and AIDS

Heart and Circulaton

Change Member: Mark Jones

@ Your Condition

or

Your Procedure

Artheitis or other joint problems
Back or neck problems

Carpal tunnel

Gout

Injury 10 bone and muscle
Joint Dislocations

Lupus/other autoimmune
Multiple Sclerosis (MS)
Muscie or tendon problems
Nerve or brain disorders

Identify Your Condition or Procedure

Can't find your conaiion

or procedure? w

m

Select the procedure you wish to
estimate cost for

Back or spinal surgery

Carpal tunnel surgery

Hip replacement surgery

Knee anhroscopy procedure
Knee replacement surgery
Surgery for multipte injuries
Surgery on the back

Surgery on the joints of hip o leg
Surgery on the joints of arm
Surgery on the shoulder

NEXT STEP q)

Figure 12 - Application Concept Model

MERCK DRUG ADHERENCE FOR MOBILE CONSUMERS

The app should be engaging and increase drug adherence with consumers. Merck wanted to
take their existing PC based Merck Engage app and convert it to a mobile platform. The most
used feature was monitoring food intake. | designed a simplified and easy to use interface that

associated food with calories and showed the calories burned and the balance. All data entry is

on one screen to maximize ease of use. Functionality includes:

e Simplified display

e Easy enfry — one display screen

e See outcome during selection

¢ Dashboard view - Carry over data, calories burned, from activity

e Modify by date
e Medication button

e Potential fo send mobile reminders and alerts
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merckEngage®
< gag
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HEALTH TRACKING

Daily Food Intake
Date ﬁ Dec 2, 2013 ¢« »

>
8
3
T Calories
Breakfast
Snacks
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Snacks
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Meds n Calories burned today 2200

Figure 13 - Consumer Mobile App Mockup

Simplified entry

+ Calories count, not detail
« One day -one screen

» FErrors average out

* Medication taken button

See impact on front screen for each day

| created a maturity model to show Merck an entry point for mobile app as well as an evolution

to a more sophisticated model.
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adherence maturity

= Support groups
* Swzegic: Anglyze and
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+ Link dzta
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Socigl * Lecal + Family groups » Conditon groups
+ Personal: Sic'ed * Expenimentsl: Licten and * Paficpaing: Respond and
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Tools and use | » Data colleciion + Tracking data * Mezzunng daz
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FEMs, drug siores ceniers
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+ Manual entry + Simplied entry, reminders * Read tme nteracion

Figure 14 - Maturity Model for Drug Adherence
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Business Minded Technology Leader

INTEGRATED INSURANCE CARD AND SMART CARD

I solved a complex business problem for UHG. The CEO of UHG's bank wanted to simplify how it
sent cards to the consumer as well as lower costs. | created a solution to integrate 3 cards into
one and provide additional functionality to assist in member retention and better care using
available, low cost technologies.

Convergence in the indusitry and smart card technology

Location tracking, ) Portable, centralized data
monitoring and remote care Decreased mistakes as link to disparate systems
Enhanced care

patients, physicians, Accurate billing EMR, Identity, PHR,
eguipment, material, financial, eligibility, life,
services, and remote care alerts

Reduced paperwork and Smart Card Integcruaite‘:!m::ti[:s:&ir:::tems
processing costs Sweet Spot !

Accurate identity

Stored value and Secured data & access .
loyalty One card does it all
Wellness monitoring Consumer driven health
performance, incentives, plans: Many consumer
tracking tools in a portable card

Figure 15 - Market Sweet Spot or SmartCard

Created concept and designed an all-in-one health/medical card that offers additional
functionality such as storing important PHR, identification, support location based and mobile
applications, and financial payments (Visa). Infegration includes medical, dental and drug
cards intfo one.

PHI is protected but can be exposed for EMTs in case of a vehicle accident or disaster fo gain
identity, emergency contacts, plan benefits, and allergies. An added benefit using proximity
capability, families can monitor location of children and it can also be used to locate missing
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children when worn as a pendant or inserted info a backpack or piece of clothing. This
consumer use aids in retention by adding stickiness. It also extends the Payers product portfolio.

New Member all-in-one Microcard with RFID

L

UnitedHealth Group b Form factor:
XYZ Company 68494-00124-5873  Battery life:
Personal Health Card =

Specifications:

1 mm by 3 mm
up to 4 years

e Range: Up to 10 miles
5193 5478 7890 i!f;‘ Storage: 1 Gigabit
=~ 5 = Security: Strong encryption, up to NSA standards
. VALID -
} ThRy U9/99 Spectrum: 5.8 GHz
Transfer speed: 1.5 Kb/sec
Data Model
Data types Application types ;::: EET:::!
Opearating systam
Sacurily Card 05 5 syElam
Radio contsal
S'T:LIL?LE:I: Lagging, Alarts, and Cantrol 5 sysham
MName
Phaoto
Fingsrprint ldentity and Security A
PIN
Addrass
Contact data Demaographica o [
Emergency contacis
Hislory: surgarias, illnass log
Immunizations, sllergies, diseases c
Medications, devices
Stals: blood pres, chal FHR data P
Static: Blood type
Family history, haalth maini data Emargancy access Z
Plan I
Employer 1D
Eigibility Insurance plan data u c
Contact data

Account 110, PIN, type, balanos
Account 2 10, PIN, type, balance
Accaunt 3 10, PIN, lype, balance Financial data F B
Account 4 10, PIN, type, balancs
Account & 10, PIN, type, balance

Location data

Wellness data and rewards Lita and tracking data L o

Histary
Fhysician notes

Treatments
Drug data
Tests

X raye
EKG baselines

Future usa

EMR data

Medical MM data

Expansion
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Advantages

One card does it all for multiple years reducing card creation and distribution costs for
Payer by factor of 8 to 16

Faster care through immediate access to information on portable PHR

Less medical errors through access to information on portable PHR among multiple
providers

Reduction in unnecessary redundant tests through data sharing with multiple providers
Reduction in paper for consumer and physician since information transfers electronically
using Microcard

Correct biling with equipment fracking and plan information on card

Reduction in fraudulent use and medical errors using identity check with biometric data
At home care for elderly with fracking and sensor monitoring applications

Find your patient with location tracking in hospitals

Important reminders, alerts, and advice for medication, allergies, and telemetry data
Kidnapping deterrent with child tracking

Find people fast at disaster events

PERSONALIZED PRINT COMMUNICATIONS USING VDP

Created an approach to personalize member communications and simplify messaging.
Infroduced HP's VDP technology to automate the print process and provide a superior user
experience by calling on member information and culturally linked graphics. This also improved
the customer experience for AARP.

Variable Data Publishing tfechnology is a secure multi-channel, data-driven 1:1 system with
tailored communications using multiple channels.

Dynamically Handle Variable Content

1
data source 1
I template ]

-

I na.merl addréss I mn'aent"rl LunwaneJ

graphic heads
English, Spanish, Japanese
| E— | E—
I

Figure 16 - VDP Process
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Figure 17 - AARP Before and After

OPENGATE PROJECT

Senior executives asked me to come up with ideas and concepts fo change the way the
company interacts with its members by looking for better functionality, interactions, and
processes.

Concept models included:

e Concierge consumer model for personalized, worry-free care
¢ Microcard/health pendant for enhanced health services
e Consumer kiosk at providers supporting self-service

CONCIERGE MODEL

The concept is to have UnitedHealth be accountable for all logistics for care so the consumer
can focus on their health and family. Logistics include locating care facility, locating doctors,
scheduling procedures, transportation, lodging, and devices. This could also include using
medical tourism if the costs and quality measures make sense.
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PROVIDER KIOSK APPLICATION

This is an application model for a consumer kiosk used at Providers to increase customer

experience and care effectiveness.

User/Provider Application & I/F

Application System & IIF

KIOSK
Terminal

Patient check in

Healthcare provider
+ Insurer's system

Insurance Benefits

Insurer's system

Healthcare provider's

Scheduling
Sysem
Forms: Healthcare provider's
Consent systam
Deliverables: Healthcare provider's

Specimens, paperwvork

system

Payment: co-pay

Healthcare provider's
system - Insurer's system

Education

Provider system

Wayfinding

Provider systam

Care instructions: treatment,
diat, axercise, cautions

Healthcare provider's
syslem

Prescriptions

Healthcare provider's
sysiem

EMR's

Healthcare provider's
sysitam - EHR

Patiant Cutput: testing/Lab
info, Appointments

Healthcare provider's
system

Information: office hours,
notices

Healthcare provider's
system

Gov't data
exchange/surveillance

NHII, CDC

Figure 18 - Kiosk Applications

| created a process flow for the patient check in process below.
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Examples of Achievement

UHG
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Provider UHG COther .
Cliant B26 Provider S‘;““‘?:'l:‘g
System System System ik
@ 5‘95® @ o @
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Licenss Wayfinding
Patient Client on Scheduled
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Credit
Card Educatian I ne | | yes I o
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Go To . GaTo
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Registration Registration
Desk Benefits Desk
Figure 19 - Patient Check in Process
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IT Strategy Related to Consumerism

HEALTHCARE IT STRATEGY

Gartner: 85% of 2335 ClOs shows retaining customers is most important priority following business
growth. Retention requires the Payer to embrace consumer cenfricity. Payers must have
collaboration and data sharing across the business.

Consumer centricity is achieved by:

Consumer understanding; extracting consumer insights from unstructured data using
analytics

Relevant, useful communications

Consistent, coordinated experiences across all channels (Mobile, Web, Contact Center,
Mail)

Technology enablers o empower consumers to make good decisions

Consumer engagement through relevant, personalized health management programs
Aligning with social channels to protect brand, be responsive, and influence consumer
decision-making

Revitalizing legacy systems to support real time, accurate interactions with consumers. Also
fo hold relevant consumer data using a data plane concept.

| created an integration method so that technology and culture supports business driven
thinking by looking at technology and social components as enablers. My version of SMACD
includes devices, 10Ts, and wearables since they are permeating the health industry in consumer
and clinical areaos.

Mobility
0 + Accessible
/eer\ Social Media
w + Connected, community
\@  Analytics
[{EALTY
‘ @ « Informing
g Devices
« Data, sensing
Enablers B G
‘ - Available, light

Figure 20 - Enabler Diagram

3
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PROFILING - DATA PLANES FOR HEALTH CAMPAIGNS

| created a data planar approach and strategy for data and analytics. Updated data models
and databases are needed to support consumer profiling and persona development in order to
deliver and interact with consumers delivering the right content to the right people at the right
time and in the right manner.

Personal Health Data
(historical, real time)
Active and collected conditions

Genetics

(historical) -~
Physical
Transactions
(care)

Claims, tests, Rx _—

Ethnographics

(major connections) -
Cultural
Sociographics

(sub major connections) -
Social connections, community
Psychographics

(minor connections — attitudinal) -

Personality, health bias, drivers
Demographics

(logistical) -~
Age, sex, income, location
Technographics

(distribution and interaction patterns)
Device use and distribution channel

Figure 21 - Data Planes

This approach enables hyper-targeted health engagement programs and consumer
communications using digital automation tools. This approach and implementation process is
described in my book, Commercializihg Consumer Engagement.

Use of the data plane model is shown in the following diagram. The concept works as a filter

PROFILE data
+ Female, working, 2 kids
+ Asian
+ Heawy smartphone user Segments of one
NAMES
filter engine Cheng, Wah

Chong, Jane

Tong, Shesan
Wat, Mai Lee
Zhou, Kim

[, O &
% N2 R
A N T IR
> Y N & ®
%% % % 2,
S % % %, %
'y 'y G [+

Figure 22 - Example of Data Plane Use
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With an email list generated from using the data plane concept, we can deploy a personalized
health campaign tied to a specific health program.

®
®

®

®
®

Focus on managing
hypertension and stress

Validate issue and identify hot

spots: OK and Asian women
* Oklahoma (OK)

Generate Profile e

« Female, working mother

« Asian, OK geography

* Heavy smartphone user

+ Asianfemales

Develop the campaign

Send message via SMS or
email about new Asian yoga campaign
program to reduce stress

Email campaign

Sign up for 10%
off - free child
care on site
123.555.1212

bit ly/GHTr

SMS campaign

Asian Yoga offer - 10% off - free child
care - 123.555.1212 bitly/GH7rB

Result: Targeted distribution to
preferred channel. Community
based. Targeted campaign for
best consumer fit to their goals.
Tie health programs to
consumers at localized level.

Figure 23 - Example of a Health Campaign Using Data Planes

CONSUMER CENTRICITY STRATEGY AND PORTFOLIO

Part of the strategic framework involves supporting a unified, consumer centric portfolio of
business and technology support mechanisms. They include (1) insights and analyfics, (2)
customer experience generation, (3) inftegrated communications, and (4) consumer health
engagement. This approach allows for technology and cultural disruption to occur thereby
opening market opportunities.

Multi-channels include online, retail, contact center (phone/agent), IVR, and mail with
supporting technologies such as mobile and web.

Examples of Achievement
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Integrated Consumer Strategic Framework
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Simplicity
Access, Cost and Quality

* Coordinated health programs
* Health profiles

* Social support

* Living with conditions

* Healthier lifestyles and tools

Health Engagement

= Healthy living and management
= Post discharge - treatment

= Social, mobile, cloud integration
= Health Solutions and Programs

ConsumerInsights

+ Multi-layer profiling

» Behaviors and hot spots

+ Analytics and dash boards
» Relevant engagements
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Figure 24 - B2C Framework

Consumer needs and issues driving products
Profiling for problem areas and interaction models
Campaigns for better health

Marketing health services

Self service - Call center profiling

Health hop spot areas

* Personalized newsletters

* Information exchanges

* Compliance corespondence
* Engagement program support
* Alerts and reminder support

Integrated Communications

= Centralized communications
= Coordinated, personalized

interactions

» Relevant dialogs

Examples of Achievement
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e-Commerce and Portals

Experience related to setting up web, eCommerce, and Mobile Applications. Examples of
responsive design in mobility.

RESPONSIVE DESIGN

The keys to good responsive design for any site are relevant content and a design that follows
good usability (UX) guidelines.

MICROSITE TO DRIVE LEADS

| created a specific consumer centric site to support sales of health care solutions at
http://consumercentricity.consultparagon.com/ . The site adapts to PC display, tablet and smart
phone form factors and includes access to self-produced papers and YouTube videos.

ISUINEIS OGS L | Comec it rert
! ef Dzl/EMASISVEIRIC S e =
" o ! HEALTRV SUMER

o— p CENTRI

WHITEPAPER

POINT OF VIEW IN
CONSUMER CENTRICITY

PC display view iPhone view

CONSUMER PORTAL

| designed a new consumer front end for their consumer portal - myuhc.com — using a novel
“nav pad” concept. | researched the 4 main reasons consumers came to the site and found
over 80% came for 4 reasons. The nav pad had a place for each of those key functions. Also
infroduced a friendlier site instead of the small fext heavy site using a nurse to welcome
members and provided basic identification and plan information on the front page. The site
serves 30+ million users.
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Figure 25 - MYUHC Site Transformation

SITE CREATION FOR MEDICARE AND RETIREMENT

Jui

Legal & Regulatory Affairs
Advancing a Culture of Compliance & Ethics tissis o |uEW

Ho [ n Fric P

Home & Frint Page People Search

Mews Archive

Legal and Regulatory Affairs

Inside Ovations
Legal

Welcome to Legal & Regulatory Affairs Qvations Legal is

Legal & Regulatary Affairs (L&RA) is responsible for the delivery of legal responsible for
services and regulatory affairs support to all husiness, operating and more =
corporate units within UnitedHealth Group. LARA strives to provide efficient,
high guality professional service which helps advance the Campany's
mission while mitigating legal and regulatary risk.

This site provides information about our organization and staff, as well as .
information about legal and regulatory issues important to UnitedHealth Business
Group businesses

inks

= Inside Ingenix- LegallCompliance
= Inside OpturmHealth - Compliance
= PSMG Leqal and Regulatory Afairs
|Se|ect a resource (some may require sign in) V‘ = Wiindows into LERA - UHC

ks

Looking for quick access to...

UnitedHealth Group

i = UHG Cafeteria Menu
Legal & Regulatory Affairs Updates B : 3 I | yHoceeraien
= United Yolunteers
= Ethics and Compliance Help Centat
Inside Qvations Lega| = Delegation of Authority Site
= Frinciples of Ethics and Inteqrity Site

Cwations Legal is responsible for providing |egal services for the following W = Ethics and Intecrity Office
Medicare business areas: SecureHorizong, Evercare and Medicare = Frivacy Office

Figure 26 - Intranet Services Site
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MEDICARE ADVOCACY SITE

'ﬂ UnitedHealthcare

Mediqa:j_e olutions

Speaking Up For Medicare

Thank you for taking this opportunity to speak up for the health care that you want
and deserve In these tough economic times, atthe personal and government
level, spending plans for health care are atthe forefront of debate. As our nation's
leaders look to save money, itis up to us to assure that health care remains a
well-funded priority, particularly Medicare.

Here's how you can stay informed and getinvolved:

1. Join the Coalition for Medicare Choices. More than 750,000 people acrasss the country
who are enrolled in Medicare health plans come together as the Coalition for Medicare
Choices. Letter-writing, phone calls, e-mails and town hall meetings are the bullhorns used
to relay concems — and Congress listens! Go to www.MedicareChoices.org for more
information.

2. champion your own health plan. Sharing your experience is the best way to tell the
nation how important the coverage you have with Medicare is to you. United HealthCare is
building programs for members to raise their voices and share those stories — we need
people like you! Please fill outthis survey and let us know how you are willing to becorme

involved.
GET STARTED »

itac ¢ = Te onditions

Updated: 05/20/2009 | S00000000000000000000_000000000_0000000000 CMS 03 2009 | Copyright© 2009 UnitedHealth Group

Figure 27 - Medicare Advocacy Site
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CONTINUE »
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Figure 28 - Simplified Use
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ONE PORTAL (UBERPORTAL)

To improve customer experience, | was given the task to create one member portal for all of
UnitedHealth’s customers to provide a single point of entry in order to navigate through the
health & wellness space. Value targets included enhancing the consumer experience,
strengthening relationships, and extending the brand partnering with a trusted name. The site
was designed to be personalized and customizable to expose the member’s most wanted
functionality up front. Leverage existing centralized IT data sources.

80% of online users seeking
health information are looking
diseases and conditions

. _ o iNetwork™ Sl o} PAaswoRD
Connecting with Vo ton 0 P Eh e e
consumers through \Library  Heathcare Sorvices  Personal Heoth  Tools & Guides  Connections k
people

Manage a Conation | & Symptom Checker

ASK ME A QUESTION

EXPLORE WORKPLACE HES

TAKE OUR DEPRESSION SELF-ASSH
Design of a website
had the largest
weighting (46.1%) of
what made a credible
website

FIRST AID KIT DRUG SEARCH
u Q
RECENT HEADLINES

7, | Prepace For F Season
0’ Hi® YoU M Your cholesterol
-~
Search for doctor by.

B o ey | | o *"30% of health seekers turned
ﬁ- Location % i
il 77, | ‘ >, —— from a website that lacked
Reason for Vist Weight - ﬂ“‘ -
© Howhesm insuancewsss | | Ratng v ‘= an endorsement of a trusted
w e iNndependent organization.

FIND A DOCTOR & RATING

B Choose best heath plan for you

- = 4 sat Gender o~

60% of users who go online for MoRE STORES &
health and wellness research k
weight management. UnitedHealthcare

Figure 29 - Designed for Usability

New claims area designed to provide a better experience through simplified claims information.
Simulate a bank account statement to increase usability.
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A Download

Amount
You Pay w

30

$100.00

Home Claims | Account Balantes  Benefits & Coverage = Doctors & Hospitals = Pharmacy = Health & Wellness | My Profile
> Message center (2 new
v Service Claims S - Medical and Mental Health int Versi
Vedical aims cummary: ivieaical an ental nea & Print Version
ica
Show these claims:
Mental Health _ _ Enable consumers
Prescription Patient: | All L/ Date of Service: | Last 60 Days !"‘ to print or
. ore options: download views
v Provide consumer |
with both event and 9" [ Al v Senice Type: [ Al v
v cost view combined |atus [ 4 v
Get claim forms | .
\ Ability to sort
¥ My Profile \ on all fields o~
— \ Billing Payment
Mailing Preferences o P
. . Patient | L | Status Payments Your Share
Prlvacy Settlngs v Descripion & Cost Summary w v v
Brooslin 02/16/2007 Billed: $200.00 Processed UHC Share: 30 Paid Cash: $25.00
Dr Miller Discount-§50.00  02/20/2007  Your Share:$150.00 AEpe i
. 2l =hare.siat. FSA: 50
YRelated Links Office Visit Provider Gets: $150.00
Account Balances Las o
- Brooslin 0811512008 Billed: $125.00 Processed UHC Share:$80.00  Paid FSA Debit $15.00
Benefits & Coverage Dr Miller Discount-S30.00  08/25/2006 Your Share:$15.00 e
Lab Provider Gets: $985.00
Details
Brooslin 06/12/2006 Billed: $300.00 Processed UHC Share: $50.00 HEH EC
Dr Miller Discount: -£100.00 06/20/2006 Your Share:$150.00 ESESE0
Office Visit Provider Gets: $200.00
Details
Sally 0512612006 Billed: $250.00 Processed UHC Share: $30.00 Paid Cash: $20.00
Dr Franklin Discount: -550.00 05/11/2006 “our Share:520.00 Es2H
Office Visit Provider Gets: 5200.00
D i

Figure 30 - Highly Usable Claims Page

Expected benefits included:

Benefit Type Description Yearly Amount Saved
Churn Reduction By enhancing our consumer experience, $30M

we expect to reduce the number of

consumers leaving each year by 10%.
Web Expect to reduce overhead of multiple $34M
Consolidation development teams. Easier ability to

integrate new sites on portal servers.
Call Obviation By providing the care the consumers want $2M

on the portal, we expect to reduce calls
by 3%

Examples of Achievement
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MY CANCER JOURNEY SOCIAL CONSUMER SITE

e My Cancer Journey | Breast Cancer  gummc Graos

VE -8 Community ~ Research Resources

Welcome .
Lissrnama
This site prowides you with sign pasts in your
journey to recovery...
Password
Connections are awaiting you xi;- m
Mot only are here resounces 10 ook up dealing with your condition and reatments, Fa Paaword...
but a commurity exists of fighters and sunvivors, Membars of this site share not only Mot A Member?
their stary, bul the knowledps they hanve gamed duning their cwn reseanch
Next Steps Testimonials Ask a Nurse '
= Get the Basics for Just Diagnosed - Should my aem
- L.(lﬂhllz Treatmamls Pt For hasd
=+ Find & Support Group duys after u shot?
= Search lor Local Resources More
=# Join the Communily
Findng eacelend N i “VWhat a great T My siral L
<+ Share Knowledge with Others care ey made st ot wh o b g when poscroananes (D
the dfference " batsiesg & rafe you nesd i.._" curren._"
Hom
€ 2007 Uniled Hoalthcare Services, Inc Privacy Polecy Conkact Us Sept 20, 2007

Figure 31 - Home Page
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Mobility and Applications

QUICK QUOTE FOR IPAD

The iPad Quick Quote application for UHC sales allowed the sales reps to meet with customers
and work up quotes in real time providing a quicker turn around for pricing as well as responsive,
collaboration with the customers.

. . d |4

IJJ UnitedHealthcare n

Client Information j?/j‘ Press "Add New" to add a plan.

Quote Setup S CHOICE D1H Add New
TRAD10/100% H9 (default Rx) Done

Census Information
Quote Request Summary

Select Plans 5 Consumer Advocacy - SIC Code: 5211  Census Info Entered: Yes
o DC/20504 1 plan selected
Plans Selected B Cost Per Employee
Employees MED Rx Total

Employee Name 1  $725.40 $290.93 $1,016.33

Employee Name 2  $139.97 $66.91 $206.88

Employee Name 3  $450.97 $174.66 $625.63

Employee Name 4  $612.71 $261.84 $874.55

Employee Name 5  $715.17 $279.33 $994.50

Total $3,717.89 Upload Quote

Figure 32 - Quick Quote Tablet App

MOBILE MEDIA PLATFORM AND AUDIORUNNER APPLICATION

The next evolution for the Internet is full audio browsing, command and confrol, and content
subscription services in audio. Start with audio downloaded playback and move to streaming
packet data as data prices drop and bandwidth increases.

CAPABILITIES

e Audio playback, publishing, command and control

e Add storage to wireless phone and create a wireless internet appliance with data store,
processing stays in the network

e The revolution enables existing wireless 2G phones
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e The evolution expands with more bandwidth, content, and applications

STRATEGY

Align with new convergence of communications, information channels, and technology to form
a sweet spot in wearable, wireless devices that delivers relevant content via audio to the user
based on Space-Time patent.

Talk R chkable
on wires 2% - Wireless
& Multimedia

P
Small Talk Yoy~ Sop, Internet
Wireless ;% Talk Co,;7 m ‘\‘H‘

Anywhere unica . o
Wireless i Ons )

Listar Mass Communications

¥ on Internet ~O%
20 .
/—/ \ofo™ Combined

Stationary I Dock Stream

Surf and Load

and Browse

Figure 33 - Mobile Convergence

Develop an enabling platform that offers content services in audio format extending Lucent’s
market portfolio from infrastructure to services and content as infrastructure enters intfo a
commodity product, stimulate infrastructure demand, and offer new 3G data services. Develop
platform engines, technology enablers and mobile applications. Stimulate growth by engaging
application developers with tools to develop and bring their products to market. Partner with
content providers offering a new channel to reach consumers. Partner with device
manufactures to offer smart devices capable of content acquisition and delivery.
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Figure 34 - Audio Services Architecture

APPLICATIONS

Personalized Mobile Radio
e Entertainment, commuting, personal assistant, relevant news
Corporate communications
e Mobile employees, sales support, product information and processes, assistant
Education
e Distance learning
Sight impaired
¢ Infernet content and applications accessible through an audio interface enables people

to be mobile in the information world while limited in the physical world

INNOVATION

Audio Nuggets

Use audio nugget concept to compartmentalize content into discrete content pieces for
content management purposes and reuse. An audio header identifies the content about to be
played back. The header and conftent nugget forms an information packet. The packets are
concatenated to form an audio stream. Audio content is categorized to provide a way to
deliver relevant content to a person using the space-time navigation patent.
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| Personalized audio information stream |

Stream Header Info Packet 1 Info Packet 2 Info Packet 3 Info Packet x
AudioRunner TS Nugget 1 Nugget 2 Nugget 3 Nugget x
Header N?Bne Sound Hdr Nugget 1 Sound Hdr Nugget 2 Sound Hdr Nugget 3 Sound Hdr Nugget x

Figure 35 - Audio Packet Architecture

Space Time Concept

The service demonstrates the space time web portal concept which provides navigation
assistfance and automated information delivery for users as they move through time and space.
An integrated management application set (patent pending), which displays a calendar view
or time view portal for a series of time based applications such as event scheduling, memos with
reminders, and task management. A navigation application may integrate mapping
information and location based information using geographic maps as the navigation interface.

Getting content to the user at the right time and the right space is key to automated information
navigatfion and delivery. People move in fime and space and their needs for information are
directly tied to both. By categorizing content and information in applications in terms of space
(location) and time (calendar/clock), we can place significant information at the hands of users
without them navigating to find it. This supports and enhances the concept of “hands free and
eyes free” to information navigation for mobile use. It's about safety and speed. Hands free and
eyes free means safer driving and fast.

Beyond 2000

Another future offering is the "What's near me?" response fechnology which allows a user to ask
the device for geo-location specific information. Examples include location of ATM, coffee shop,
public transportation center, taxi service, hotels, or other requested information. An additional
response device at the corresponding service location would help users hone in on a requested
service and provide additional assistance to the user. This scenario has a direct benefit to sight
impaired users in terms of navigation and information delivery. This could be used for wayfaring
at locations.

OPPORTUNITY

Extend global reach with the ability to sell to European and Asian wireless service providers by
dropping our Ml solution over our competitor's infrastructure. Bring eager US based content
providers to new markets and channels while getting a percentage of content revenue through
use of our platform. Capture evolving markets through mobile internet offer integration. timulate
demand for infrastructure through gradual use of wireless fransport for content access

TAM: Total U.S. wireless subscribers in 2000 is 109.5M with an annual growth of about 127% in 2000.
The addressable market is 30% of TAM, which is 21.9M.

Examples of Achievement 34



Initial target is 25% of the potential users, which is 5.5M cell users (conservative)

e Vdalidated advertising revenue potential
e Validated use for content providers

MP3 cell phones are replacing MP3 standalone units with a market share pickup of ~3M units in
2000 with 51% growth rate.

Target 2G and 3G mobile phones to expand use of 3G phone and expose 2G phone users to
new services that deliver content in a mobile environment.

GO TO MARKET

Choose a market segment and an application to demonstrate a 2G service

e Use existing 2G with a defined evolution plan to 3G
e Build a concept model that delivers personalized, customized content via an audio stream

Content
Partner with content aggregators and owners for HTML and audio content.

e Audible — audio books

e AvantGo - doc access

e Delorme - navigation

e Sony - movies and music

e BBC-news

e AP-news

e Intellicast - news

e Newsedge - news

e Traffic Station — fraffic

e Pimsleur — education, languages
e Infernet - information search

Develop a self-publishing capability for truly personalized content. Content includes calendar
events, reminders, tasks, and email.

Build the platform prototype

o Key features include text to speech, ASR, and media streaming.

¢ Use existing speech engines for speed to market and offer the ability to be technology
agnostic

e Build interfaces to wireless Infrastructure

e Build APIs and technology enablers

e Create use scenarios

e Build a web portal to operate the system

e Develop content interfaces

e Build PoC and test for market viability

e Productize and document
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Applications

Create a stable of ISVs by offering partnering capabilities. Offer a developer’s program using an
online mobile media platform that's provides access to a live engine and tools to build and test
applications.

MMP concept demo

e Use the MMP platform
e Create an application - AudioRunner
e Simulate a service

AUDIORUNNER CONCEPT APPLICATION

AudioRunner is a concept supporting audio-based Internet
information services and applications through the Mobile Media
Platform and enhances the mobile experience with relevant
content delivery through wireless connectivity. Function command
and conftrol is accomplished through a voice command set such as

. playing various audio segments (e.g.; get the weather).
AudioRunner™

The use of audio playback and control is particularly suited for mobile users whose sight cannot
be focused on a display (moving, driving) and for users that are visually impaired.

Prerequisites for starting

Build a MP3/cell phone prototype. The integrated MP3 player provide storage for situations in
which docking the device and loading content is used instead of streaming content. The device
can also be used a buffer storage for the live stream.

Figure 36 - MP3 Cell Phone Prototype
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Create the requirements and fechnical specifications

Web Portal
Home Page

Services

Sign on and Security

Administration

About

Contact

Admin /| areyou

Subscriber

Who

Guest

Command & Control

General

User Account info

Content control

Service description

Use examples

Application control

Pricing

System control

How to use

20

AudioRunner

login
about us
contact us

administration

demo

Examples of Achievement

Figure 37 - AudioRunner Web Architecture
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Welcome and Login Please
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Password: [****
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Navigation
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Dock and Load

Mobile Device

Registration

Account info

My Account

Billing summary

User profile changes|

Setup

Subscriptions

Delivery preferences|

Figure 38 - AR Web Login
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lcome: Robert Jon Yurkovic

M ( Nocatio n = current
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Figure 39 - AR Current Selections
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Figure 40 - Music Preferences
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YWelcome: Robert Jon Yurkovic

HearWeGo

location

Select a country | United States 'I

login
about us

Local News and Information National News and Information
contact us Select a Region Select a City Topic DL Call Play
dministrati [Newd ] [worrist ]
al nistraton ew Jersey = orristown | ¥ News Headlines ]_ I_ 4
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_ Politics r O )
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News Headlines I I < wWorld News and Information
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Figure 41 - Location Services Preferences

~ ! 5 Logout
X3 (@) | - :
M = icitio personal sl current

HearWeGo heation assistant i selections

) My Calendar Swiich to Memo
login reurkovic, vau have 1 appointment today (124620003,

about us

contact us [January =] 2000 x| _GoGetit!
administration
demo

P26 | 21 | 28 | 28 | 20 | a1 | 1

P2 2 [& |5 | &6 [ 1 |8

o [ a0 |10 [ 12 [13 [ 14 | 18

bl 18 a7 18 18 20 2 22

p z 5 | 26 | 21 | 28 | 29

NEED 1 3 | 4| 5

- Cumert Day Appointments W hdemo Ticklers

Figure 42 - Personal Assistant Services

Examples of Achievement 39



