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Community Catalyst

Our Mission

To organize and sustain a powerful consumer voice to ensure
that all individuals and communities can influence the local,
state and national decisions that affect their health.

Our History

Since 1998, Community Catalyst has worked to build a
consumer health advocacy movement from the ground up.
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We Start Here....
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...And Go Here

» Pathway to Person-Centered Care

Driving practice & Creating
policy change Person-Centered
Care

i N Harnessing the power
| o of collaboration
Empowering
consumers and
communities to lead
the way

CENTER FOR CONSUMER ENGAGEMENT
in health innovation

A better way to better health. For everyone.
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Integrated Care: What Matters to

Consumers

Photos by: Kristin Chalmers

Don

I am: “Free, Creative, Adapting,
Affordable, Compensating”

“I had a stroke due to a dissection of
my carotid artery after a bike
accident in 2002. What matters is
being in control of my health, being
the one who decides along with my
caregiver what’s best for me, not
being told what I need.”

healthinnovation.org

Sherman

I am: “Active, An Advocate, Someone
Who Cares About People”

“Having Medicare and Medicaid is
big. It really matters because it
pays for bills that I couldn’t
otherwise afford, especially at my
age. When you can’t afford
insurance, you can’t afford health.”

healthinnovation.org i"’
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Crystal

I am: “Creative, Energetic, Passionate, Activist”

“What matters most to me is being able to live
independently and actively and raise my
daughter in the community; having access to
health care | need at home versus being stuck
in facilities for weeks and months at a time. |
have a very complex medical situation, so
accessing health care that understands my
needs and meets them is critical.”

healthinnovation.org

[ am: “Kind, Someone Who Tries to Behave
Myself, Outspoken, a Pain in the Ass”

“Because | have Medicare and Medicaid,
even though I've had medical problems, I
haven’t got a care, because everything I
need is covered and I've had very good
care for everything I need and am able to
keep living here in my apartment.”

healthinnovation.org




Getting to What Matters : Building
Consumer Leadership in Integrated
Care

e Collaborate with local and state advocates to make
policy and systems change

* Provide advocates with the skills and power to have a
voice at all levels of the health care system

e \oices for Better Health and Consumer Voices for
Innovation Program
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Getting to What Matters: Building

Consumer Leadership
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Pennsylvania Health
Access Network

Stronger Voices for Better Health

Christina

I am: “Committed, Honest,
Dependable, Someone Who Enjoys

Trying New Things”

“Thank God for Medicare and
Medicaid. They get me all the
medicines I need, especially to control
my HIV, and also medicines to manage
my high blood pressure.”

healthinnovation.org
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Getting to Wh

Research

The Role of Consumer ot ) CONSUMER ENGAGEMENT
Advisory Councils in the hecitiinnoyetcs
Financial Alignment Initiative

s part of the icaid Fi | id PLans in 10 states are required to
create Consumer Advisory Councils. These on enrollees” ' 35 such, are a crucial
care. The Center for Health

than's, oundils, 21 plans. h
of i and serve health pi part of the Inifiative or
n their meaningful ‘consumers below s drawn from the Center's ful report,
“The Biggest Value is Getting the Voice of the Member:" ion of Consumer Advisary Councils within e ic
Plons Porticipating in the Initiative,

q ’ PLAN LEADERSHIP IS LISTENING -
—_—

Health plans...
q * 7 1% share Council feedback at @

executive meetings

COUNCILS have executives participate
DRIVE CHANGE 62% i Councimesina:
Health plans have... -

79%
changed their outreach or -
42% COUNCIL MEMBER
made changes to benefits DIVERSITY NEEDS
IMPROVEMENT
26% ) R

began to address social
determinants of health

21%

changed transportation policy SUPPORTING COUNCIL MEMBERS
IS KEY TO SUCCESS

Health plans...
— e,
95% (my ss%gﬁ' 62% o
provide transportation | provide training to help provide
and food ‘consumers work translation services
effectively on Councils
it by et The SEAN Pomctiton healthinnovation. org

ISSUE BRIEF
NOVEMBER 2019

Improving Care for Individuals Dually

Eligible for Medicare and Medicaid

Preliminary Findings from Recent Evaluations of the
Financial Alignment Initiative

at Matters : Policy and

CENTER FOR CONSUMER FNGAGEMFNT
in health innovation

Person-Centered Enrollment Strategies for Integrated Care

CENTER FoR CONSUMER ENGAGEMENT
in health innovation

,#Dualsl’unu'c

The i
Dual Imperative:
What's Next for Medicare-Medicaid Enrollees
Wednesday, November 28, 2018

12pm - 4:30pm (lunch will be served at 12pm)
Center for Total Health, Washington, DC 20002

Click here to RSVP THE

by Friday, October 26 *4scan |
i
€7 e Health Pe
Fund Fellowship/und

P PETERSON
f=<4 cenTER ON
ol HEALTHCARE

THE FUTURE OF CARE FOR s CONSUMER ENGAGEMENT
MEDICARE-MEDICAID ENROLLEES 4 fcalth Innovation

TODAY WHAT’S NEEDED
v v Including
»
V y i continuous quaiity improvement, transportation, food, and housing
1 2 and oversight o tavest in the development and
‘oordination / Ensure sccountability through quality
v
2 separate programs g
- I %
. practices by assuring that financial
7 i Incentives
7 ‘
o adjustments through consumer engagement and
v butdon't education,
High cost and o sssitance,
distinct spending
trends compared ‘Felated federal s eata poliies
to Medicare-only

enrollees

000

In Their Words: Consumers’
Vision for a Person-Centered
Primary Care System

NOVEMBER 2019

CENTER FOR CONSUMER ENGAGEMENT

\! COMMUNITY CATALYST in health innovation

Because we all should have a say
in decisions that affect our health

LeadingAge
LTSS CENTER
=’ @UMass Boston

Research bridging policy and practice
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Getting to What Matters : Engaging
Stakeholders & Building Partnerships




Key Takeaways

* Engage consumers, their families and caregivers in
decisions that impact their health and well-being

 Build in time and resources for outreach and
education

* Assess programs continuously and undertake
midcourse corrections to ensure needs are met

14
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LTQA Member Symposium
Integrated Care for Individuals with Dual Eligibility

December 9, 2019
What Matters to Consumers?

c the center to advance _
consumer partnership

Transforming the quality of care for
people with complex needs.
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Commonwealth Care Alliance
"'sx

Vision
¢ One Care
To lead the way in transforming the @ 21,920
nation’s healthcare for individuals =W Dually Eligible
. ST . 4 Members
with the most significant needs A/ . 7 < Age 65

Mission
To improve th health and We

Senior e people with significant needs
Care Options | | innovating, coordijnatingand
the highest quality, dlv ized care

11,276
Dually Eligible
Members
> Age 65

©2019 Center to Advance Consumer Partnership — Confidential & Proprietary Information
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Center to Advance Consumer Partnership

Seeing consumers as experts in their
commonwealth : . :
OO0 Waec o e own lives and partnering with

members every day to design and

deliver outstanding care and service

Fostering widespread adoption of

authentic consumer partnerships c the center to advance _
consumer partnership
between ca re Systems a nd consu mers c ‘ Transforming the quality of care for
. . people with complex needs.
with complex health & social needs p
18 ©2019 Center to Advance Consumer Partnership — Confidential & Proprietary Information
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What Matters to Consumers?

Guidance from the Blueprint for Complex Care: “Ask Them!”

The field of complex care has not yet done a good job incorporating lived experiences of
persons with complex needs in the design, implementation, and evaluation of their care

Key challenges include:
BLUEPRINT o * identifying and recruiting individuals

| COMPI.EX CARE with lived experience

* maintaining their active involvement

* providing tools and preparation
necessary for full participation

* ensuring these individuals have equal
voice

* changing potentially alienating language
and practices

19 ©2019 Center to Advance Consumer Partnership — Confidential & Proprietary Information c p
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CCA’s Model for Consumer Partnership

Member Journey Map

/Understand what matters most
to members

Identify the parts of their
experience that are difficult
and those that add value
to their lives and to their

\relationship with CCA

/

Engage members in
measuring success
and identifying further
opportunities for
improvement

\_

Evaluation

Engage members in

improvement and
redesign early to drive
initiatives that will be
most effective in
meeting member

and CCA needs

/
\

Understand from
members how best
to implement and
communicate change

Implementation

J

Touchpoint Surveys

©2019 Center to Advance Consumer Partnership — Confidential & Proprietary Information
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Member Experience Measurement and Improvement
Aligning with What Matters Most to Consumers

Domains of Members Identify Key Domains of Person-Centered Care
erson

Consumer The Member View of Their Journey Map Determines Priorities
Journey Map

Focus on ONBOARDING ONGOING CARE SUPPORT COMPLAIN |;-E¢L\JII§I/\I

Moments
that Gontinait Initial Care Plan Responsive Appeals & Disenroll
Assensls:wnt Management o LTSS Transport Pharmacy Gricyances Reenroll

Matter &
Pain Points

H Welcome Kit/Call i Communications
TOUChpOlnt .. / il F'.Iannlng In-Home Help about Appeals
S Continuity of Care Post Discharge Transportation S th
urveys Assessment Visit Responsive Care L

Pharmacy Eligibility

Operational " . Access g
Metrics Type / Tlmelmess / Frequency of Care and Service
Complaint Type / Timeline / Resolution
Responsiveness / Disposition / Turnover
Completion Rate
External
Accountability
Measures
HEDIS / STARS / CAHPS / HOS
Health
Equity
Segmentation by age, gender, rating category, residence,
race, and
other demographics
21 ©2019 Center to Advance Consumer Partnership — Confidential & Proprietary Information
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What Matters To Consumers? - Person Centered Care

Domains of Members Identify Key Domains of Person-Centered Care

Person

How Do CCA Members Define Person Centered Care?

Maintaining autonomy, dignity, and self-determination

Encouraging engagement and self management

Providing emotional support and alleviating fear and anxiety

Creating easy access to understandable information
Respecting member values, preferences, and expressed needs
Sharing decision-making and co-creating goals
Facilitating community integration, inclusion, and participation

Striving for optimal functioning

22 ©2019 Center to Advance Consumer Partnership — Confidential & Proprietary Information c p
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What Matters To Consumers? — Their Journey o
Consumer The Member View of Their Journey Map Determines Priori';ies
Journey Map

Focus on ONBOARDING ONGOING CARE SUPPORT COMPLAIN I::ﬁl“":ﬁ

Moments
that Continuit Initial Care Plan Responsive Appeals & Disenroll
Assensls:mnt Management e LTSS Transport Pharmacy CriEvEREES Reenroll

Matter &
Pain Points

Journey Mapping — a critical tool for understanding the consumer’s
end-to-end journey through the organization

« Captures experiences at a
o Inspire D
touchpoint level Tto et T Deliver he falatimehis

the promise

Establishes a consumer centered
framework for the organization

Early Increase

Provides insights into what matters engagement engagement

most to consumers

Identifies key opportunities

23 ©2019 Center to Advance Consumer Partnership — Confidential & Proprietary Information c p
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What Matters To Consumers? — Touchpoint Experience o

Consumer

The Member View of Their Journey Map Determines Priorities

Journey Map LEAVE
Focus on ONBOARDING ONGOING CARE SUPPORT COMPLAIN RETURQ

Moments

Form

‘ Sign Permission To
Share Information

Make Enroliment
Inquiry

Ree. Urgent Clinical
Telophonic Support

Ree. Clinical Rec. Third Party
Engagement Assessment Visit
Weicome

Rec. ©ngoing Care Make Third Parly it Make Mulliple
o ransportal

Geonaral Inquiry / ion

Marketing Initiatives

Aware Interest Join Onboard Onboard Cont Care Plan Responsive Support Support 2 Support 3 Complain Deepen Leave Return
th at Management Care
See Community Researcn Prospective Member Rec. New Member Rec. Assessment Rec. Annual / Semi Make Respansive WEREIGEREEIAE| | Recuest Pharmacy Compiain 1o Member See Brana Rec. Impending Loss
Matter & Markating Outreach CoAFoliow Up from Enrolls In SCO Welcome Gal “Cail Me” Letier Annual Assessment Care Inquiry /Update with Mamber ‘Prior Auth Transportation Services Advertising Of Goverage Ltier
State Mailing “Voluntarily ccA) Services Authorization
. .
Pa,n Po,n ts Ses Community Complets Web Form Atiend Passive Rec. Walcoms “Call Rec. CCA B¢ Warm Transferred Teave voxemail Fill Prescription Al Compiain 1o Care InGuire ABOUL NEw Req. Disenroliment
Outreach Vans Enroliment Qureach Me" Letter Assessment Visit to CRU armacy Management Béneht with CCA
lent
See Advertiaing Rec. Summary of Be Assinged cipate In Rec. Urgent Clinical Be Informed About Req_ One Care
Senefits Onboarding Specialist Updating Care Plan +-Hame Support New Benefit Disenroliment Via
Masstoattn

Rec. Webform Cal
Back

Rec, Direct Mail ‘

ec. Meaication

Define New Frovider R
Denial at Pharmacy

| Rec. welcome Letter ‘ ‘ Rec. Prioritzea ‘ Visit CCA org | |
Assessment

Participate in

Innavation Pilots

Participate in ‘ ‘ Make Disenroliment
‘ ‘ S

Rec. Confirmation af |

Rec. Disenroliment
Ca

Rec. Disenraliment
wisit

bate in Member
=

Rec. CCA Outreach

See Spensorship

See Internet Search Call As A Result of
Results Diree! Marketing
Campaign
View CCA Website ‘ ‘ Misit Van
| See Soclal Media ‘ ‘ See OC/SCO Plan
hu

See PUDIc Relations Rec. Third Party
Education

See Informational Complete OC
State: Mailing Eligitility Form Onii

Receive Professional
Referral o GCA.

Hear Word of Mouth

Rec. Stale Passive Rec. Post Discharge Review Member Rec. Meaication See Social Media
Enroliment Follow-Up Handbook Therapy Review Offer Respan:
Accoptance Notice SCrepANG Yy During Onboarding
Define Primary Care Mest Assigned Care Rec. New Care Rec. Responsive Rec. "Check Up" Rec. Medication Rec. Dispatch Notice
Praviders Pariner Partner Lett Care Follow Up Newsletter g

Member Enrolls in Rec. Medication
One Care Voluntarily

Rec_Formulary
Change Call

Ree. DME Urgent Ree. VIP Support

Sign LTSS Gonsent Ree. New Care
Form Support

Fariner Intro Care Support

Technology

‘ Interact With CCA

Therapy Sche
Call

Rec. Annual Notices Rec. Medication Rec. Transportation Make Standard
Review Ride Adherence evance

Follow Up

Be Referred To BH
Change Reguirement

Rec. Provider

Rec. Medication Take Trip 1o Make Expedits
Termination Letter Educati D i Grievance

Co-Develop Care
Plan
Order Enroliment ‘

Rec. Pharmacy Mail Sign O Rec. Care
Plan

Wake Member
Service/Needs
Request

Rec_ Enroliment Mail
Order Confirmation

0 Action Pian  List
Enroliment

Wake Assessment Medication

Scheduling Inguiry to
ccA

| Rec_ Medication
i St |

Take Trip Home Make External
‘Complaint

Clinical Education Department

Rec. In the Moment Make Ombudsman
Transportation Compiaints:
Suppos

Rec. Member Req

Approval Letter

Rec_hMember Req |
Rec. Inital GSSC
Assessm

Rec. Prior
el

Denial ‘Comptaint
call

Rec. Family Rec. Trip Compietion Launch State
Notification/5- Star

Survey

External Medicaid/

Rec_ Eligibility
Redetermination Medicare Appeal
Form

Rec. Continu
Past Services

Rec. Verbal Service Rec. Redetermination Rec_One Time.
enial Support Transportation
Reimbursement
'Send Recelpts For Rec_Language. Rec. Ongoing LTSS Rec. Formal
Reimbursement Support Judgement

Rec. Relmbursement Rec. Bill

Req. LTSS Closure Rec. Gooawill
Adjustment

Rec. Reimbursement
Denial Payment Issue

See Provider FCA ‘

©2019 Center to Advance Consumer Partnership — Confidential & Proprietary Information

Disenrolimant
Marketing Letter

Rec. Preventive Care Rec. Retro
Outreach Gall Disenroliment
Communication

Re-Enrall Within
Gra o

Rec. Holiday Cards ‘ Rec. Post-

Rec. ClinicaliDental
Care Reminder
Outroach Call

Re-Enroll After Gap

Rec. Touchpoint
Survey Periad

Rec. ADA Transition to SCO
Compliance Survey from GG

User Infiated Fick Up Escalate 1o Complete CAHPS Rec. ence.
Request Management Survey
Complete HOS
Survey
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What Matters To Consumers? — Touchpoint Experience o

Consumer The Member View of Their Journey Map Determines Priorities

Journey Map TERVE
Focus on ONBOARDING ONGOING CARE SUPPORT COMPLAIN RETURQ

Moments
that
Matter &
Pain Points

Continuity Initial CarePlan [ Responsive LTS5 Appeals & Disenrol

Moments

That
Matter

Pain Point

High Emotions
Significant Expectations
Critical Needs

Not able to achieve
what consumer needs

Too difficult to achieve
what consumer needs

25 ©2019 Center to Advance Consumer Partnership — Confidential & Proprietary Information
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What Matters to Consumers? - Integration o

COMMUNICATION cess | Autono COORDINATION :ment TRUST

Healthcare journeys represent a series of highly complex, inter-related relationships

Consumers

Medicaid
Medicare

Medical Providers
BH Providers

LTSS Providers
Other CBOs

=
Health Plan(s) Ca
©2019 Center to Advance Consumer Partnership — Confidential & Proprietary Information c p
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Measuring What Matters - Touchpoint Surveys S

Communications
In-Home Help about Appeals
Transportation Support with
Pharmacy Eligibility

AN FEB MAR APR  MAY JUN  JUL AUG SEP  OCT NOV  DEC

I I N 2 Y I V2 N

Touchpoint Welcome Kit/Call Care Planning
Surveys Continuity of Care Post Discharge
Assessment Visit Responsive Care

[ DME

©2019 Center to Advance Consumer Partnership — Confidential & Proprietary Information
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Measuring What Matters - Touchpoint Surveys S

Transportation Experience

100%
90%
0 86%86%g59% 54% 87%g
83% 82%
80% 76% 77%
73%
70%
60%
Very easy to understand Very comfortable vehicle Very clear communication Very helpfulin gettingride  Very easy to schedule
driver about pick-up -MS
m Mar, 686 mApr, 1707 = May, 1912 ® Program to Date, 4312
Initial Assessment Experience
Percentages of members agreeing with the following, by quarter, to date
90%92%93% 91%92%91% 91%89%gg0, 90%92%95% 84/0
65%63%
1 I I
Nurse listened Nurse addressed Nurse introduced Nurse left number to Confirmed Member went into
questions and themselves call assessment visit  visit with questions
concerns

=2018 m2019 Q1 m2019 Q2
(N=637) (N=272) (N=365)

©2019 Center to Advance Consumer Partnership — Confidential & Proprietary Information
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Improving What Matters: Member Onboarding - A Case Study

Discovery &
Evaluation

Findings from 2017
Member Journey Map

Receive New
Member Welcome

Call

Receive Continuation
of Pre-CCA Services

Design &

- Implementation -

Internal Redesign of the
Onboarding Process

Member Participation
Focus groups
Workshops
Touchpoint Surveys

Discovery &
Evaluation

Findings from 2019
Member Journey Map

Make Assessment
Scheduling Inquiry

©2019 Center to Advance Consumer Partnership — Confidential & Proprietary Information
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Measuring What Matters — Operational Metrics

COMMUNICATION utonomy t RESPONSIVENESS | TIMELINESS

Operational

Metrics

Access

Type / Timeliness / Frequency
Timeline / Resolution
Responsiveness / Disposition / Turnover

Completion Rate

# of Appeals by Quarter — One Care

Compl Categ

e Clinical

«=e—Denta

«-s—Support Services - LTSS Other
Support Services - PCA

== Support Services - Transportation

Q1
2018 2019

o

Prescriptions — Rejects at Pharmacy - SCO

Reject Count

=@=Prior Auth (75)
w=Non-Formulary (70)
~e—Step Therapy (608)

January

1834
1009
8

=@=Prior Auth (75)

February
1282
1242

4

=@=Non-Formulary (70)

~e—Step Therapy (608)

Member Services - Average Speed to Answer - One Care

1:54

Timely Decisions About Appeals — Part C - SCO

2019

Qi1

Q2

Q3

Qa

YTD | Target

Timely Appeals

12

8

16

Total Appeals

% Timely

©2019 Center to Advance Consumer Partnership — Confidential & Proprietary Information
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Measuring What Matters — External Accountability & Equity

External

A Measures " HEDIS / STARS / CAHPS / HOS
Health Segmentation by age, gender, rating
Equity category, residence, race, and

other demographics

©2019 Center to Advance Consumer Partnership — Confidential & Proprietary Information
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Aligning with What Matters Most to Consumers

MAPPING THE
CONSUMER JOURNEY

A visual representation
of the end to end
consumer experience
providing a framework for
sustaining cultural and
operational change

oood

mjufmm

a00
O

Pathways to Partnership

CONSUMER
PARTICIPATION

Effective voice of
consumer models that
engage consumers as
true partners

Voices in Partnership

CONSUMER
EXPERIENCE
MEASUREMENT

Consumer experience
measurement programs
that track to the
consumer journey map
and drive improvement

—
]

Measures That Matter

32 ©2019 Center to Advance Consumer Partnership — Confidential & Proprietary Information
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Larry Gottlieb, MD, MPP
Chief Quality Officer, Commonwealth Care Alliance
President & CEO, Center to Advance Consumer Partnership

617.426.0600 x1307 (office)| 617.291.3442 (cell)
Igottlieb@commonwealthcare.org

c the center to advance _
consumer partnership

Transforming the quality of care for
people with complex needs.
33 ©2019 ¢ c p




