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Learning Objectives

Get to Know Someone in Minutes

1 ldentifying Assumptions About Audiences

Moving from Assumptions to Goals

Validating with Data and Taking Action

3 Forming Profiles and Personas



Steps

Get to Know Someone in Minutes

1 Segmentation

2 Forming Personas
3 Business Case
4 Wrap Up
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: tgmentation

Segments a Generation Ahead

Projected Population by Generation

Millions

..—_

79 Boomer

65

Boomer

2014 2028 2036 2050

Hote: Millennials refers to the population ages 18 to 34 as of2015.
Sources: Pew Hesearch Center Tabulations of US Census Bureau Populations Released December 2014, Salesforce. State of the Connected Patient. 2015.
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Segmentation

Forecasting Segments a Generation Ahead

Projected Population by Generation

76% 60% 74%

| |

| |

| |

| |
millennials look to : prefer virtual : factor online
online reviews in | health option | scheduling in

choosing a | over clinic visit | choosing a
provider : : provider

Note: Millennials refersto the population ages 18 to 34 as of 2015,
Sources: Pew Hesearch Center Tabulations of US Census Bureau Populations Released December 2014; Salesforce. State of the Connected Patient. 2015.
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Segmentation

r Consumer Strategy Toward
Something More Tangible, Executable

2012 2017

ﬁ Multichannel access
- n Ondemand access
Multichannel scheduling
} Navigation
Virtual care options
ﬁ Relevant price information
| | u I Bundling/reference pricing

Culturally responsive
Millennials, wow! communications and options




Segmentation

So Important 0 Because it Can Go

\Ver Wr onge
Does Segmentation Always Equal Success?

Introducing the SEAT Mii

- Designed for
women

- Jeweleffect rims
- Handbag hook
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Segmentatlon

eWomen Across t he obe

. Hannah Walker | w Follow |
@bananhan —_—

Wow, thanks @SEAT cars_UK & @Cosmopolitan for designing a
car just for women. |s the steering wheel small for my delicate
hands?! #its20161

11:01 AM - 16 Sep 2016

+ 11 W29

Adam Justice W Follow
@adamjustice56

@SEAT cars_ UK @Cosmopolitan precisely 0 people need this car.
10:05 AM - 19 Sep 2016
- 33 W17

Sarah J Lewis W Follow
i ([@SarlsSocial

Oh thank goodness, finally there's a car wearing eyeliner. How
have we women coped so long without this.. oh wait. #ThislsMii
5:23 AM - 21 Sep 2016
+ 134 22
a! OFNJF2NJ g2YSyK [/ 2aY2LR2t A0 Y | JAsheflSeptambedABREIGJCRN.dEB. T2 NJ ySg GSKAOf SZ¢ %l KNI



Definition

What Makes a Good Segment?
I {SAYSYU A& aD22Ré 2 K.

A ldentifiable and Distinctive Specific needs within groups
should be unigue and unambiguous

A Substantial Market size should be large enough for organiza
to pursue from an economic standpoint

A Measurable Segments should be clearly identified and descr
SO as to prioritize segments

A Reachable Segments should be accessible so that
organization can effectively communicate their messages abou
products or services

A Actionable Segments should be stable enough to justify marketin
efforts



Definition

What Are the Possibilities?

AGeography
ADemographics

AHome environment
AAccess to healthcare
ADiagnosis and emorbid conditions
ACurrent Utilization
APrescription compliance
ARole in Care
ABehavioral Risk Factor
ANeedsbased
APsychographic

More
descriptive
and
personal



Activity

How Do You Define Segments?

Individual w ldentify typical categories for

your target audiences
Grou p w Document the categories

G rou w Discuss and document the
p assumptions of these categories




Act|V|ty

WedoOve Segment ed

Remember that candy that you received
when you first joined our session?
LG 61 & FT2NJ Y2NB GKI Yy ¢

We are going to use it to break in smaller work groups
to create personas for the following targets:

Patients;
Philanthropic Donors;
Referring Physicians
& Employees



ACIVIY,,

About Y O u

wReview your data, look for qualitative
and quantitative characteristics from
a variety of sources

wEnter your selected data into the
template

wReview and solicit feedback on your
persona




Personas

Bringing Segments to Life

Bringing to life key segments through examining descriptors, behaviors
and needs.

S— .
& A l
{ Persona:
L] Q ‘ "! Referring Adult Physician
N s, e 17 .
. “l want my patients to receive efficient, high
quality care from a provider that

communicates with me about their
treatment.”

Persona Development:
Segment differences
Demographics
Psychographics

Needs and Preferences

Persona: Adult Patients™

“I have heard and read promising things-about proton
therapy and highly frust the hospital, so arrive with high
expectations — and am surprised at the ease of the
process; | am grateful for my expefience at the Proton

Therapy Center and'confident in my next steps.* .
B NS Vs

L

DESCRIPTORS

BEHAVIORS NEEDS

To Do Do o

DESCRIPTORS BEHAVIORS NEEDS + Respect hospital for high-quality - Refer locally for non- + Consistent follow-up fax
= About half have previous treatments or -  Seek proton therapy because of an . Pranaratinn fnr what fo care, but do not believe itis an emergent adult cases + To know if they did the right
surgeries prio + Prefer hospital for more thing (especially ED to ED

¥ easy process for patients
Value care coordination and
ability to know what is happing

+ Low awarene
Center due to

comprehensive, complex
needs

transfers)
A*fast track® pathway to refer

Persona: Pediatric Parents

rankings or ac with their patients — e
- Often travelin - Often times have la
- Information Sqummesite ey r————— . relationships and lc
trorough rese hospital Persona:

“My child's oncologist s,si%ibton therapy is the best |
option an il read online is promising; | rust the
¢ thisis a scary time and weneed  —

- Referring Pediatrician

“Ivalue my relationship with patient-
families and seek an ED partner who
respects my input and will facilitate
care co-management.”

K}

BEHAVIORS

DESCRIPTORS

BEHAVIORS
= The majority find out about proton therapy -
by physicians; about half were patients at
prior to the PTC

High awareness of hospital due to fiving =

) NEEDS
Research using hospital's website;  «  Tips for how to make the process
read about their child’s diagnosis as easy as possible

and others' stories Assistance planning fravel and
Obtain social support from other managing insurance

DESCRIPTORS NEEDS

in the area, national rankings or
advertisements

Often traveling far from home stressed
about finances and siblings
Information seekers who conduct
research, yet frust their physician

patients in the waiting room, often
active in online support systems
after treatment

= Look to Child Life specialist and
staff for resources

Connection to other parents
Activities fo keep their child busy
during stays in Houston

An upfront understanding that side
effects are likely but much less
severe than normal

- Respect hospital for high-quality =

care, but do not believe it is an
easy process for patient-families
Believe that co-management of
care s critical to long-term
success for their patients

Often times have longstanding
relationships with patient-families

Refer the majority of cases to
hospital, though increasingly
split with Centennial for less
critical cases

Increasingly consider ease of
the experience and cost when
making referral decisions.
Often see patients back in
their office soon after ED visit

Asense of respect in that
Expect orders are considered
and followed

Consistent follow-up phone
calls and discharge plans
Athorough patient evaluation
from a physician

A path for less critical cases
Afollow-up/next steps plan



1. Data

What do we know?

Sample Data Packet for Creating a
“Employee Persona”
Market Intelligence
Employee Incentive Research
Sourced fram External Studies

GiftCard  Recognition Off-Site Time- Flex-work Other Service
Tangible Award

Autonomy Environment Foreign Soc. Finance/  Interesting Volunteer
Related Assign. Media/ Retire Work

Generation: @ oomer Life Stage Single, no children
@ Married with Children

Approaching Retirement/

Empty Nest




