Patient Experience Assessment

Rapid Cycle Assessment
CRM and Digital experience
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who we are

wipro} Designit

We are a team of healthcare
experts, consultants,
designers, and technologists
passionate about solving your
business challenges.

Working with Wipro gives you a one-stop partner and the best of
both worlds: the white glove, boutique attention, and craft of
Designit, plus access to top leadership across all our capabilities:
design, technology, business, Al, creative, and marketing.

Help you digitally transform to reduce costs, raise STAR

ratings, and enhance member and patient experiences.
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Increased efficiencies

and accelerated growth



our approach
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Our in-house capabilities help throughout your
journey to deliver a true omnichannel
experience transformation

Strategy and insights

We pair deep payer operations

experience with member and

provider expertise, data analysis, and

user research to understand user

needs. This translatesinto astrategy

that createsa customer-centric

experience.

* Digital product +brand strategy

* Technology + platform strategy

*  Omnichannel

* Strategy optimized by stakeholder

* Data analytics + member/customer
insights

*  Member + patient experience

CX Design

We build market-leading
customer experiences through
data-driven design and constant
innovation.

* Strategicdesign

* Service design

* Experience design (UX/UI)

* CXaudit+benchmarking

* Customer journey +personas

Digital
transformation

We design and build
app/web/10T, eCommerce,
and omnichannel platforms
with humans at heart.

¢ Digital customer engagement
* Digital journeyanalytics

* Experience commerce

* Marketingautomation

* Customer data platform

Data-driven
marketing

Delivering omnichannel experiences
orchestrated across marketing and
commerce platforms, through data-

and behavior-driven approaches.

¢ Performance marketing

* Campaign management

e Search engine optimization

¢ Customerexperienceoptimization
* Generative Al

Activation+
engagement

We produce strategiesto help
drive awareness and
engagement withyour target
user group in order to drive
continuing value.

* Campaign planning+management
* Customer lifecycle management
* Modern customer care

* Social media
e Events (physical +digital)



who we are

Healthcare value
levers that drive
positive results
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Human-centered Member +
Patient Experience

We put humans at the center of everything
we do—both the humans who deliver your
services and the ones who receive the
clinical care and administrative services.

Best practices from outside

Healthcare

We work with many of the largest health
plans to examine all elements of the
healthcare ecosystem and how they impact
member/patient experience and
consumer satisfaction.

Designit

wipro

@ Member experience across
the entire healthcare
ecosystem

We examine the entire healthcare
journey, from wellness to illness to
recovery to health maintenance.

<¢- Proven methodologies to
improve speed to value
recognition

We don’t start from a blank sheet - but
leverage our vast experience to jumpstart
strategies and tactics to help you achieve
measurable outcomesin months, not
years.

Focus on improving
operational, financial and
clinical care outcomes

This canimpact:

*  CMS Star Ratings

e CMS measures (HCAHPS, CAHPS)
. Press Gainey, JD Power Surveys

* NPS(NetPromoterScore)

*  Quality Measurements such as
PQRS, MIPS

. Value Based Reimbursement

*  Staff and patient communication
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Key experience lever:

Your CRM can enable—or hinder—a
great patient + member experience

CRM Patient + Member
experience enablers

— Obtain atrue 360-degree view of your
patientsand members

- More coordinated omnichannel
engagement with customer
experience

— HIPAA-complianttrackingand analytics

— Campaign management (marketing +
sales campaigns), reporting + analytics

- Improve customer satisfaction, reduce
customer service call volumes

— Integrate relevant QNXT claims data +
clinical data

Key CRM features to optimize

- Letter of interest form

- Sales automation (email) + work
assignments

- Meeting scheduler

- Campaigns + marketing automation
- Provider communications

- Internal communications

Our expertise

We are technology agnostic
and can work with any CRM
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Example assessment output:

Indicative Solution Landscape leveraging Microsoft SAAS

Below is an example of a proposed Microsoft D365 SaaS Application solution block highlighting
transformed components and features under different Dynamics 365 modules offerings
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our solution

Long Term Approach and timeline*

Designed to accelerate, create efficiencies, and assume accountability for success

Business objectives

Quantify desired business outcomes andidentify
optimal customer experience

Co-create the future of healthcare
consumer and digital experiences

business outcomes

Deliver comprehensive solution for desired

Enable organizationalgoals through customer-
centric digital transformation

Delivered by our digital workforce solution

Discovery

Business priorities, KPls,
stakeholder requirements
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*Indicative timeline subject to change

Solution design

Business process alignment
to attain unified experience

Full solution delivery

Integrating Adobe and
MS D365 as seamless
solution
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We begin with a 4-8 week assessment

Designed to accelerate, create efficiencies, and assume accountability for success

Quantify desired business outcomes andidentify
optimal customer experience

Co-create the future of healthcare
consumer and digital experiences

Deliver comprehensive solution for desired
business outcomes

Enable organizationalgoals through customer-
centric digital transformation

Discovery

Business priorities, KPls,
stakeholder requirements
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3 months

Solution design

Business process alignment
to attain unified experience

Integrating Adobe and
MS D365 as seamless
solution

Agile development

*Indicative timeline subject to change
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Where do
we start?

Look at the experience
through the eyes of
patients and members

.......

..........

Review your operating
model and infrastructure

Principle 1:

IDENTIFY

Client Objectives

Principle 5:
CONTINUE
Client Service After Coverage
is Effective and Following Loss

Principle 2:
PROMOTE
Client Understanding of
Coverage Basics

Principle 6:
MANAGE
Important Client

Information Appropriately

Assess the technology
that supports the
digital experience
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Rapid Cycle Assessment

. 1 week 1-3 weeks . 1-2 week ‘ 1-2 weeks

Kickoff and knowledge Current state Impact analysisand Recommendations

transfer assessment prioritization and actionable
roadmap

Quantify desired business
outcomes and identify optimal
customer experience fora
selected part of the patientor
memberjourney

- Kickoff meeting

- Alignon goals and vision

- Learn about current challenges
and opportunities

- Selecta portion of the patient
or memberjourneyand use
cases on which to focus the
assessment

- Review current Star and Cap
ratings

Identify key pain pointsand
opportunities thatimpact your

business, patientsand members.

- Create journey map through
the lens of the patientor
member

- Create personas or other
behavioral models

- Technologylandscape
assessment

*Indicative timeline. Actual timeline depends on the breadth and
depth of selected member or patientjourneys we are assessing.

Analyze the impact for
opportunity areas and prioritize

them ina collaborative workshop.

- Opportunity Matrix that
describe potential areas for
improvementandimpact

- Analysisof value to your
business and value to your
patientsand members

Deliveraroadmap for improving
patientand member experience to
positivelyimpactyourbusiness

- Collaborative workshop to
explore high-levelsolutions for
key opportunity areas

- PatientExperience Roadmap
with recommendations for
what initiatives to tackle first,
and initial scope of effort

10
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Assessment
outcomes

Quick wins and mid-long-term opportunities for
improving the patient and member experience:

— Journey map that shows a patient’s experience
through a selected part of their healthcare journey (for
example, the hospital admission process)

— Pain points and moments that matter throughout the
journey

— Opportunity matrix + impact and value analysis

— Collaborative Exploration Workshop to identify high-
level solution approach concepts

— Technology and operating model assessment

— Patient Experience Roadmap with recommendations
for what initiatives to tackle first, and initial scope

Cost and resources estimate

Duration: 4-8 weeks (dependingon breadth and depth of
selected member/patientjourney)

Resources: A multidisciplinary team of domain experts, service
designers, and technology architects

Cost: TBD upon scope definition
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Next Steps

* Review current Member/Patient satisfaction data to identify
potential areas for improvement and value to be realized

« Determine priority of improvement areas and who is
accountable for results

* Engage in Wipro/Client workshop to determine optimal
engagement approach based on prioritized requirements,
budget, time and resource constraints

12






	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13

