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THE RISE
ASSOCIATION

We are a network of health care professionals addressing the
challenges posed by the emerging landscape of value-based care
and government health care reform.

OUR MISSION

Our mission is to provide a community for like-minded professionals to

come together for networking, education, and industry collaboration to

stay ahead and advance their careers.
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Discussion Board
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Risk Adjustment

Post

July 15, 2021 Meeting Notes: HCC Coding User Group #3
started by Tracy Anderson 10 days ago

Current Trends and Topics: What keeps you up at night?
started by Marino Adamsky 14 days ogo

Strategies for RADV Audit Success with a Remote Team
started by Tim Hart 29 doys ogo

NEW POST

Quality & Stars

Post

Breaking news: CMS finalizes telehealth, ESRD changes to Medicare Advantage
started by flene MacDonald 440 days ago

The impact of COVID-19 on Quality and Stars
started by llene MacDonaid 48Y days ago
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ASK YOUR QUESTIONS IN OUR DISCUSSION BOARD



Our Speakers

Patrick Deglon, PhD

Vice President of Engineering, Enterprise Analytics, Change Healthcare

the initiative to democratize analytics across the organization through training, tools, data, community, and services.

Maureen Strojny
Sr. Director Solution Strategy, Communication and Payment Services , Change Healthcare

the past 15 years, she has been involved in the healthcare -market space for compliant member and provider

Since joining Change Healthcare three years ago, Maureen has focused on solution strategy and growth for the

Dallin Grimm

A&M University.
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From eBay to Google to Teradata, and now at Change Healthcare, Patrick Deglon used his unique background in particle physics

to uncover insights and drive business growth for worl dds | eatdi ng
Change Healthcare where they work with business and technology leaders to define and prioritize key business questions, unloc k
data acquisition processes, build datasets, develop statistical models, and find actionable recommendation. He is spearheadin g

Maureen has spent the past 23 years in the communications industry with a focus on healthcare and financial services. Over
communications, taking a special interest in working with clients to re -engineer workflows to enhance member engagement.

Communication and Payments business. She holds a B.S. in healthcare policy and administration from Providence College.

Solution Manager , Communication and Payment Services , Change Healthcare

Dallin has had the opportunity to help drive innovation in a variety of healthcare spaces including payer -provider relations,
value -based care, and strategic  -partnerships. Most recently, Dallin has been advancing communications solutions to help

payers and providers partner with individuals more effectively in their healthcare journeys. He holds a Bachelor of Arts in H istory
from the University of Utah, a Master of Arts in History from Baylor University, and a Master of Business Administration from Texas
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People have a wide range
of interests, hobbies,
responsibilities, and needs
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Salesforce

Say their experiences with one industry eéand 66% expect compani 66% Inder

i nfluences their expecta their needs and expectations

Expect consistent interactions € b u 54% say it feels like departments
across departments dondét share i on
Expect companies to understand ebubbsay theyodre | Iy
their uniqgue needsé treated like numbers
SOURCESal esforce, o0State of the Connected Customerd Report
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https://www.salesforce.com/resources/articles/customer-expectations/?sfdc-redirect=369

Consumer Trend Highlights
BrightLocal

What are the top review factors that make consumers
feel positively about a local business?

© w &

75% 58% 55%

"The writtenreview  "Thereviewhasa  "The business owner
describes a positive high star rating” has responded to
experience” the review"

Which of the following statements do you agree with?

49%
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| trust consumer | trust consumer | trust consumer None of the above
reviews as much reviews as muchas  reviews as much as
as personal recommendations professionally-written
recommendations from social media articles by
from family personalities | follow topic experts
and friends

SOURCE:BrightLocal, o6Local Consumer R&view Survey 2022
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How consumers read and
write local business reviews
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98% read online reviews for local businesses

800/ would be 'likely’ or 'highly likely' to leave a review if their initial
(]

negative experience was turned into a very positive one

78°I use the internet to find out information about
O |ocal businesses more than once a week

Which review sites are consumers using more and less?

81%
0y
63% 539 —
48%
= l l .
2020 2021 2020 2021 2020 2021

G yelp (£

Which business types do consumers pay the
most attention to reviews for?

K W [+

84% 83% 82%

Service-area businesses Care services Healthcare
and tradespersons
N4 brlghtlocal Local Consumer Review Survey 2022



https://www.brightlocal.com/research/local-consumer-review-survey/

More people expect to make a portion of their purchases online C H A N G E

-COVID-19 th fore.
post-COVID-19 than before HEALTHCARE

Consumers’ use of online channels before and expected use after COVID-19*2 Insight. Innovation. Transformation.

Consumer Trend Highlights
McKinsey & Company

Il Before COVID-19 M Expected growth after COVID-19

% growth in customers
purchasing category online

Groceries 25 +41%
supplies =
products
appliances
& delivery 38 8% o
Figess nd o ~15-30%
N wth in
Vit / o & gro
slljg;;rluenrzents 40 +27% consumers who
products for most
Snacks 28 +20% categories
o 8%
Accessories 56 +18%
Footwear +6%
Tobacco 26 +15%
newspapers
electronics _—
Eo et

SOURCEMc Ki nsey & Company, 0The great consumer shifto
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https://www.mckinsey.com/business-functions/growth-marketing-and-sales/our-insights/the-great-consumer-shift-ten-charts-that-show-how-us-shopping-behavior-is-changing

