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SHRM & HRCI CREDITS

SHRM Activity ID: 17-0GA9V
Title: Benefits Cost & Culture Strategies

Start Date: 4/5/2017 End Date: 4/5/2017
PDCs: 1.25

HRCI Activity ID: 312494

Title: Benefits Cost & Culture Strategies
Start Date: 4/5/2017 End Date: 4/5/2017
Recertification Credit Hours Awarded: 1
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Gallup estimates “that only 32% of the US
employees are engaged — meaning they are
iInvolved in, enthusiastic about and committed to
their work and work place”
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"Culture eats

strategy for
breakfast."”

- Peter Drucker
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Cumulative Increases in Health Insurance Premiums, Workers’
Contributions to Premiums, Inflation, and Workers’ Earnings,
1999-2015

250% -
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SOURCE: Kaiser/HRET Survey of Employer-Spoensored Health Benefits, 1999-2015. Bureau of Labor Statistics, Consumer Price UL HENRY
Index, U.S. City Average of Annual Inflation (April to April), 1999-2015; Bureau of Labor Statistics, Seasonally Adjusted Data KAISER SRS 1
from the Current Employment Statistics Survey, 1999-2015 (April to April).
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Bill Kaiser

Sr. Consultant
High Performing Culture - Transforming Individuals and Organizations

Prior to joining HPC, Bill worked for 20+ years in the employee benefits
industry. 13 years at RSI (with HPC Founder & CEO, David Friedman) followed
by 7 years with Arthur J. Gallagher & Co. (AJG). Bill started in direct selling and
later moved into leadership positions as Area President of Gallagher’s Mt.
Laurel, NJ office and then Mid-Atlantic Region VP of Sales & Marketing.

Having lived and breathed the Fundamentals at RSI and championing the
Gallagher Way at AJG, Bill can speak experientially to the impact a high
performing culture delivers. Understanding the importance and the challenge of
creating lasting differentiation, Bill is excited and passionate to help business
owners build their high performing cultures.
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NATIONAL BEST-SELLER

PATRICK LENCIONI

Tue
ADVANTAGE

@‘

WHY ()I\‘C,C\NIZ:'\NO\":'«; HEALI

ERYTHING ELSE

TRUMPS EV

N BUSINESS

“The single greatest advantage any company can
achieve is organizational health. Yet it is ignored
by most leaders even though it is simple, free,
and available to anyone who wants it.”

-Patrick Lencioni, The Advantage



SINCE 1828 Dictionary

S8 8 Words We Stole fro... ™

# Spoiler: We stole more
than 8

€ Using 'Done’ and 'Fi...
Is this cake 'done’ or
? ‘finished'?

P22 TN Great Scrabble Word... [ IS
= Words to improve your

et -
g -’ * . Scrabble game
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2014 Word of the Year; Culture !
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Here's what this year's top look-ups say about us {



THE WALL STREET JOURNAL. -

Home World U.S. Politics Economy Business Tech Markets Opinion Arts Life Real Estate

L) @ SoftBank Agrees @ Corporate Profits . o 5| @ Saudi Push for
to Buy ARM Holdings Set to Shrink for v Y| TechDeals Stirs
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IU ARE READING A RREVIEW OF A PAID ARTICLE. [II:NIH:{:/ (V88 TO GET MORE GREAT CONTENT. g

BUSINESS | JOURNAL REPORTS: LEADERSHIP

The Relationship Between Corporate Culture
and Performance

Researchers find that a positive culture boosts performance, but performance alone
doesn't create a positive culture
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Global Human Capital Trends 2015 m/_%
Leading Press

L CULTURE & ENGAGEMENT
RATED #1

MOST IMPORTANT ISSUE OVERALL




Culture

describes “the way things
work around here.” \
Specifically, it’s the
behaviors of our people
on a day-to-day basis.

Engagement
describes “how people
feel about

the way things work
around here.”
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How important is Culture to the bottom line?

Average CEO response

4.8




Culture Plan

91% 96% 99% <10%




Houstoin we Wave 4...

V/PROBLEM
V/SOLUTION




HIGH PERFORMING

CULTURE

Recognition that your culture Can't be left to chance. You need
has a profound impact . to be intentional and systematic
on individual and / \ about how you author, create and

company performance drive the culture you want

Your culture provides a
distinct competitive advantage
and sustainable differentiation
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DRIVE

your culture through
accountability

DEFIN

the emp

7 (Fundamentals) that dri (Cess 4

LEAD INTEGRATE
our culture new hire
RITUALIZE

y example
the practice of your
Fundamentals

d

COMMUNICATE

your culture throughout
the organization




We've already

Mission Statement
used that.

GUIDED BY A _RELENTLE
SS
(HEARTFELT ADJECTIVE)FOCUS N

QUALITY e
(CLICHE)  (ANOTHER CLICHE) (YET ANOTHER CLICHE)

WE WILL STRIVE TO
(LONG-WINDED PHRASE)

DELIVERING TO OUR
AL WORD) (VAGUE GROUP)

(BTG ASPTRATION
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Values vs. Behaviors

VALUES BEHAVIORS

. Honor commitments

. Integrit .
gnty - Practice blameless
- Quality problem-solving
.- Respect - Be a fanatic about
response time
- Innovation

- Follow-up everything

IDEAS ACTIONS




Behaviors are easier to...
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We call it the

"HPC WAY”

At High Performing Culture, our
goal is not to be good. It's to be
extraordinary. Extraordinary perfor-
mance comes from extraordinary
people. And the
foundation for ex-
traordinary people
is an extraordinary
culture. The 30
Fundamentals that
follow describe the behaviors that
define our unique culture. They're
what set us apart and what make us
leaders in our field.

HIGH PERFORMING %
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16. GO THE EXTRA MILE. Be willing

p

w

to do whatever it takes to
accomplish the job. .. plus a little
bit more. Take the next step
to solve the problem. Even
if it takes doing something
that’s not in your job descrip-
tion, it's the extra mile that
separates the average person
from the superstar. Be a superstar.

CREATE WIN/WIN SOLUTIONS.
It's a 2-way street. Learn to think
from others’ perspective. Discov-
er what they need and find a way
to help them meet those needs
while also fulfilling your own.
Win/win solutions are always
more effective and longer lasting
than win/lose solutions.

. SHARE INFORMATION. With
appropriate respect for confiden-
tiality, share information freely.
Learn to ask yourself, “Who else
needs to know this?"Information

N

®

. DO WHAT'S BEST FOR THE

CUSTOMER. In all situations,
do what's best for the customer,
even if it's to our own detriment.
There's no greater way to build
a reputation than to stead-
fastly do what's right for others.
Every day.

DO THE RIGHT THING, ALWAYS.
Demonstrate an unwavering com-
mitment to doing the right thing
in every action you take and in
every decision you make, even
when no one’s looking. Always tell
the truth. If you make a mistake,
own up to it, apologize, and make
it right.

. MAKE QUALITY PERSONAL. Take

pride in the quality of everything
you touch and everything you do.
Always ask yourself, “Is this my best
work?" Everything you touch has
your signature, Sign in bold ink.

B77-HI 050
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is one of our greatest assets. Find
it, share it, and use it.

. CELEBRATE SUCCESS. Catching

people doing things right is
more effective than catching
them doing things wrong.
Regularly extend meaningful
acknowledgment and apprecia-
tion - in all directions throughout
our company.

FOLLOW-UP EVERYTHING. Re-
cord a follow-up date for every
action and take responsibility to
see that it gets completed. We
get paid to complete things, not
simply to put them in mation.

DELIVER RESULTS. While effort
is appreciated, we reward and
celebrate results. Set high goals,
use measurements to track your
progress, and hold yourself
accountable for achieving those
results.

HighPerfarmingCulture.com

4. DELIVER LEGENDARY CUS-

w
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TOMER SERVICE. Do the little
things, as well as the big things,
that blow people away. Create
extraordinary experiences they'll
tell others about. Mere customer
satisfaction is for lesser companies.
Create customer loyalty by doing
the unexpected.

. CREATE A TONE OF FRIENDLI-

NESS AND WARMTH. Every con-
versation, phene call, e-mail, letter,
and even voicemail, sets a tone
and creates a feeling. Pay attention
to every interaction and be sure
you're setting a tone of friendliness,
warmth, and helpfulness.

BE A FANATIC ABOUT RESPONSE
TIME. People expect us to respond
to their questions and concerns
quickly, whether it's in person,
on the phone, or by e-mail. This
includes simply acknowledging
that we got the question and we're

22.

23,

24.

BE OBSESSIVE ABOUT ORGA-
NIZATION. Regardless of the
quality of your work, if you can't
manage multiple issues, tasks, and
promises, you won't be a superstar.
Maintain a clean and orderly work
area.Use an effective task manage-
ment system for prioritizing and
tracking outstanding issues and
responsibilities.

LOOK AHEAD AND ANTICIPATE.
Solve problems before they hap-
pen by anticipating future needs
and addressing them in advance.
Preventing issues is always more
effective than fixing them.

BE PROCESS-ORIENTED. World-
class organizations are built on a
foundation of highly effective,
repeatable processes. Look to
create processes for every
aspect of your work, and then
turn those processes into habits
to achieve consistent results.

“on it as well as keeping those in-
volved continuously updated on
the status of outstanding issues.
Rapid response is one of the easi-
est and best ways to stand out
from the crowd.

. CHECK THE EGO AT THE DOOR.
It's not about you. Don't let your
ego or personal agenda get in the
way of doing what's best for the
team. Worrying about who gets
credit or taking things personally
is counterproductive. Make sure
every decision is based solely on
advancing company goals.

HONOR COMMITMENTS. There's
no better way to earn peoples
trust than to be true to your
word. Do what you say you're go-
ing to do, when you say you're
going to do it. This includes
being on time for all phone calls,
appointments, meetings, and
promises. Allow extra time for

~

@
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25. ALWAYS ASK WHY. Don't ac-

26.

2

N

cept anything at “face value" if it
doesn't make sense to you. Be
curious and question what you
don't understand. Healthy, vigor-
ous debate creates better solutions.
There’s no better question than
"Why?"Never stop asking it.

GET THE FACTS. Don't make as-
sumptions. There’s always more
to the story than it first appears.
Gather the facts before jumping
to conclusions or making judg-
ments. Be curious about what
ather information might give you
amore complete picture.

BE RELENTLESS ABOUT IM-
PROVEMENT. Regularly reevalu-
ate every aspect of your job to
find ways to improve. Don't be
satisfied with the status quo.
“Because we've always done it
that way” is not a reason. Keep
getting better.

877-HPC-5050

surprises and delays, and don't
let these become excuses.

. PRACTICE BLAMELESS PROB-
LEM-SOLVING. Apply your crea-
tivity, spirit, and enthusiasm to
developing solutions, rather than
pointing fingers and dwelling on
problems. ldentify lessons learned
and use those lessons to improve
our processes so we don't make
the same mistake again. Get
smarter with every mistake. Learn
from every experience.

PRACTICE THE “HUMAN TOUCH."
Listen for, and pay attention
to, the things that make people
unique. Use handwritten notes,
personal cards, and timely phone
calls to acknowledge their spe-
cialness. Show people you care
about them as individuals, rather
than as transactions. Genuine
compassion can't be faked.

e
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30.
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PAY ATTENTION TO THE DE-
TAILS. From the spelling of a
client’s name to the specific
language of their Fundamentals,
from the wording on a survey
to the colors on a logo. .. details
matter. Be a fanatic about accu-
racy and precision. Double-check
your work, Get the details right.

ASSUME POSITIVE INTENT. Work
from the assumption that people are
good, fair, and honest, and that the
intent behind their actions is posi-
tive. Set aside your own judgments
and preconceived notions. Give
people the benefit of the doubt.

KEEP THINGS FUN. Remember
that the world has bigger prob-
lems than the daily challenges
that make up our work. Stuff
happens. Keep perspective. Don't
take things personally or take

yourself too seriously. Laugh
every day.
Copyright HighPerfarmingCulture, LLC

11. FIND A WAY. Take personal

responsibility for making things
happen - somehow, someway.
Respond to every situation by
looking for how we can do it,
rather than explaining why it
can't be e. Be resourceful
and show initiative.

. GET CLEAR ON EXPECTATIONS.
Create clarity and avoid mis-
understandings by discussing
expectations upfront. Establish
mutually understood objectives
and deadlines for all projects,
issues, and commitments. Where
appropriate, confirm your com-
munication by asking others
to repeat back their understand-
ing to ensure total clarity and
agreement.

. LISTEN GENEROUSLY. Listening
is mare than simply “not speaking”
Be present and engaged. Quiet
the naise in your head and let go

I
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of the need to agree or disagree.
Create space for team members
to express themselves without
Jjudgment. Listen with care and
with empathy. Above all, listen to
understand.

. SPEAK STRAIGHT. Speak hon-

estly in a way that moves the
action forward. Make clear and
direct requests. Say what you
mean, and be willing to ask ques-
tions, share ideas, of raise issues
that may cause conflict when
it's necessary for team success.
Address issues directly with those
who are involved or affected.

. COMMUNICATE TO BE UNDER-

STOOD. Know your audience.
Write and speak in a way that
they can understand. Avoid
using internal linge, acronyms,
and industry jargon. Use the
simplest possible explanations.
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rituals [rich-oo-uhls] practices
that becomes ingrained as
automatic behaviors over time.



Rituals




Rituals help make things last




Rituals create a structured way to
focus on 1 behavior each week

Fundamental
of the
Week



Examples of weekly rituals for Fundamentals
2 @7«
@ (8) (o)

From: Mike Smith, CEO
To:  All Employees
RE:  Fundamental of the Week




Examples of weekly rituals for Fundamentals




Examples of weekly rituals for Fundamentals




Behavior change
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HIGH PERFORMING %
CULTURE

bill@highperformingculture.com

877-HPC-5050  HighPerformingCulture.com



http://highperformingculture.com/
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Kevin Davis

Senior Benefits Consultant
Univest Insurance W

Kevin has more than 20 years of experience in benefit sales and consulting. Kevin is known for
his diligent service and dedication to being an industry expert. He provides expertise in the
areas of compliance, strategic planning, employee engagement and communications.

He is a member of the National Association of Health Underwriters and serves on the Lehigh
Valley Business Coalition on Healthcare Education and Wellness Committee.

Kevin earned his bachelors degree from St. Joseph’s. He also holds the Certificate of
Healthcare Reform Studies from The American College and is presently pursuing his Chartered
Healthcare Consultant designation.

An active member in his local community, Kevin is a supporter for PBS39, LifePath and
ArtsQuest and also serves as a ministry leader at Calvary Chapel in Quakertown. In addition to
being a devoted husband and father to three daughters, Kevin is an avid music collector with
more than 10,000 albums.
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Agenda

e Current Environment

* Benefits Funding Alternatives & Strategies
* Reference-based pricing
* Prescription Carve-out
 Narrow Networks
* Telemedicine
* Transparency Tools

 Conclusion & Questions
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Introduction

e Kaiser Family Foundation’s 2015 Employer Health Benefits Survey, health
insurance premiums for employers have cumulatively increased by 65%
from 2010 to 2015, vs. overall inflation which has only increased
cumulatively by 11% over the same time period

e Several strategies have emerged in response to the dilemma all
employers face at renewal time each year. Most are available to all sizes
of employer; others may be limited to large or self-insured employers.

* Many insurance carriers are offering these tactics to their small group
segments, therefore making a basic understanding of all of these
strategies advisable for any size of employer offering health benefits

"TUNIVEST
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Reference-Based Pricing (RBP) — Framing the Conversation

* Health Insurance Costs are Directly Related to the Actual Cost of Care

 Why do providers base their costs on what kind of insurance we have?

 PPO Reimbursements are Higher than Medicare AND Cash Paying
Customers

e Cash Price / Medicare Price Inflation Rate is Negligible

* PPO Claim Inflation Rate is 8-12%. Why is that? Contract Negotiations?

 Why Pay a Fee for Network Access AND Pay Higher Claim Costs?

* Follow David Chase — Read “Have PPQO’s Perpetrated the Greatest Heist in
American History”

e Self Funded Employers Have a Fiduciary Responsibility to Manage Costs

* To Pay Less for Healthcare, You Have to Pay Less for Healthcare (Source:
WellnetHealthcare.com)

"TUNIVEST
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The Right Way To Eliminate The PPO

4 N [ N )
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DEFENSIBILITY SUSTAINABILITY RESPONSIBILITY
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CONTIN{ENTAL
Benefits

The Problem Identified:

Carriers do not allow employers to understand ‘price”
Which...would not fly in any other part of your business, only healthcare

The Solution: Move to a price-transparent health plan (quickly!)

CENTER FOR HEALTH JOURNALISM MEMBER BLOG

Betrayal: Corrupt Congress could fix healthcare with 3 sentences

By Steven Weissman, Former Hospital President

March 21, 2017

D& 0 s
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AMPS B

CONTIN{ENTAL
Benefits

Healthcare Cost Management

The Problem Identified:

“the Middle Class is in a 20-year long economic depression that is at least 95% due to
healthcare.” — Dave Chase, Forbes writer, Investor, Activist

Legitimate Pricing of Medical Services Would Instantly Fix Healthcare

Congress must compel medical providers to play by the same rules that apply to all other sellers of consumer goods and
services. They should remain free to set their own prices. However, providers must be prohibited from billing each patienta
different price for the same service.

Legitimate pricing of health services will empower patients to be able to shop for fair value.

Legitimate pricing would also mean networks are obsolete. We could use any healthcare provider in the nation without
being price gouged for being out-of-network or uninsured.

Without networks, Americans would no longer be limited to treatment by a handful of local health providers pre-selected by
their insurer. Networks are an offensive and costly restriction on choice which nobody should tolerate — especially when
making life or death decisions.

Real free market competition by healthcare providers will reduce health expenditures by a minimum of33% - overnight
(and the USA would still have approximately the highest cost per person healthcare on earth).

"TUNIVEST
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CONTIN{ENTAL
Benefits

The Solution is not complicated!

And Employers can get these results today without help from Congress

Proposed Legitimate Healthcare Pricing Act

1. As a condition of participation in the Medicare program, all healthcare providers shall
be required to post the price of every service they offer. It shall be unlawful to charge any
individual patient or third party payer more than the posted amount; or to discount the

posted amount.

2. To facilitate a competitive market-place where patients can easily compare pricing, all
prices shall be posted in industry standard format of either CPI Codes or as a percentage

of Medicare rates.

"TUNIVEST
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CONTIN{ENTAL
Benefits

Health Plan Reimbursement Methodology:
Elimination Of The PPO

The Process:

1. Plan Document Language

1. Named Fiduciary; PPL; Discretionary Threshold

Stop Loss Coordination (10 - 20% reduction in premiums)
Education for Employees/Management

Prior Authorization and Steerage to Safe Harbor Facilities
Post Service: MBR, Advocate, Defend, Empower
Proactive Advocacy and Outreach

N o g R~ DN

Legal Defense indemnification for Plan/Member

"TUNIVEST
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CONTINENTAL

Healthcare Cost Management Benefits

AMPS

Improve Member Experience
And Deliver Savings

Pre-Authorization

—

Post Service

3

We’ve been hired by Thanks for calling,

Hope you’re feeling I’'m calling to let you
ACME to make sure yes I can help you better. I can help you know we haven’t
you’re not schedule that with that balance bill heard back from the
overcharged for procedure. Let’s get you received. provider yet
healthcare services. started... regarding their
Remember to contact dispute. I'll call again
us when....
Enrollment Care
Driven Driven
. Member Defense
Welcome Concierge /
> Advocacy Team
Team Care Coordinator
Team
Team
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PRESCRIPTION CARVE-OUT OVERVIEW

Unsustainable Key Trend
Trend Drivers

Required

How 20% of Inflation & new Creative plan
plan cost will specialty products management
likely be 50% by to market solutions that
2020 meet plan
sponsors needs
without
sacrificing patient
health

7UNIVEST
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PPS PERFORMANCE
SOLUTIONS

Pharmacy
Expertise

Rx Carve Out,
smart formulary
management,
channel
optimization,
clinical
specialization,
aggressive drug
pricing &
contracts

HORIZON

HIALTH VINTURES



WHAT KEEPS PLAN SPONSORS AWAKE AT NIGHT?

1-2% of the Itis v Adherence N o
claims are predicted and controlling Drug pipeline
driving that specialty appropriate use is full of
>30% of medications of specialty Spt_i‘Cla_lty
total RX will drugs are the medications;
spend; represent greatest how do we
>10% trend 50% of total challenges, as forecast what
year over spend within is the rate of _the bUdggt
year 1-2 years discontinuation impact will

of therapy be?

- PERFORMANCE ,
Cops e “TUNIVEST HORIZON,

INSURANCE, INC.



CARVE-IN vs. CARVE-OUT

Carve-In

HEALTH PLAN
Medical Pharmacy

Dental Vision

Plan Sponsor

Employer has a single bundled
contract for all services

Carve-Out

HEALTH PLAN PBM

Medical
Dental
Vision

Pharmacy

Plan Sponsor

Employer maintains two separate
contracts/vendors each with
specific and unique expertise

"TUNIVEST HORIZON.

INSURANCE, INC.
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A VALIDATED BEST IN CLASS STRATEGY

Unbundling — or
‘carving out’ — the
pharmacy benefits
presents substantial
savings opportunities
for plan sponsors... It
IS not uncommon for a
carved-out health care
plan to yield savings
of 12% to 15% in total
annual pharmacy spend.

PERFORMANCE
SOLUTIONS

PPS

CFO

TODAY'S

bamary  benelits
for active employees and Mdirsre.
elighle reiroes present an cxcollent
opportunity to drive cut unnecessary
costs and improve Tisk mansgement,
drrven by market dynamses ws well s
regalstory snd tax changes.

Wight now, dnag ensis are i flux.
ver the next three years, brsnd-name
dnags expocted o drtve $133 bellion
revenue for drug makees daring that
time porsod will kose patent protection.
That will generste downwand prossure
‘on proserption dnag costs.

Unfortunstcly for the bottom lines
of corparate heslthplan sponscrs, the

"Unbundling - or
"carving out” — the
pharmacy benefits

presents substantial
savings opportunities
for plan sponsors...It
is not uncommon for a
carved-out health-care
plan to yield savings
of 12% to 15% in total
annual pharmacy spend
savings will be st lesst partially atfset
by the Incressing mse of spectalty phar-
muceutscals. These new-sge drugs
frequemtly cost tens o hundrods of
thousands of dollars per yesr, and they
alsa spur cost inflation for brand drugs
prior Lo thelr patcnt expiratson.
By optamiring retsree haalth bene-

fits sndl pharmmacy benefits for active
employoes, compinses cn both

s KEYS FOR LOWERING DRUG COSTS

The top tip for keeping active-smployee costs in check: separate your

medical and pharmary benefits into different plans.

scorr their ﬁns:\mﬂ performance

BY BEARRY EYRE

i their dependent, wil simsla-
nocusly

for employocs and o dependents.
The stralegies and tactics outhined
bedaw

Many cnplnqm unwittingly leave
significant smounts of meney on the
in the provison of pharmasy
beneiits: for setive employess s well
55 pre-Mdicum: reiroes o act”

uncomman for a carved-ost heskth-
care plan to yseld savings of 12% 10 15%
in total anneal pharmsey spend.
Many health-care plans segne that
carving cut the pharmacy bencit will

CFO.com, March 14, 2013

RDS vs. EGWP: A Comparison 4
How the Retiree Drug Subsidy stacks up against
the Employer Group Walver Plan for holding down

retiree drug costs

nogatively stfect di
programs. It is more difficult, the argu-
ment goss, for doctors to sccount
fior all modications beng taken by 3
patient when some drug claims run
through the medicsl plan and some

plans. In many cases,
pharmacy  bemefits are  sccesed
throogh an employer’s contracted
beilih plan. But wmbendling - o
“carving out” - the pharmacy benefits
prisents substanisl savings opports-
nittes for plan spomsars.

As anyame who has anshyeed s ph

umy 5 separsle corved-out drug
plan. Cesea programs
ostembly remove et from both
masdseal and drug beneit plans.
Thse clums are sl sorving st
best. Plan sponsors can mandate that
hoth providers estsblish  protocol
fcr chring data Lo s efsc

macy benefit msnager (FHM] contract
will altest, these emirsets are bath
comples and opagse. Tomaximize cost
savings and risk management appor-
tunitses available through “carving
out.” it & cssontisd to understand and
clartfy all aspects of the contract while
sk embeddmg, comprehensave audil
rights snd the shility to smplement
ste chmcal programs.

To muximize thor leversge when
carving out pharmacy benelits, plan
sponsors should structire . rogsest

comprehermave contract with dearly
defined terms, competitive disounts
snd rohetes, markel price chocks
before the final contract yesr, and
mest tmpertsatly, s full range of audit
rghis o cnsure hat she grosd upen

comtract Lerms are being

A II:F'Mgcllllnd I'B'vl Cﬂnlnﬂ,
followed by comprehensve auditsng
snd chmsal program ovenight, can
help improve stromes for employecs

programs,
rrglnilus o haw proscripticn. dnsgs
s procared.
ow, though, many health plams are
sctuslly “carving in” PBM revemse in
their contracts. That's bersase of the
Affordal Care Act’s minimem-loss
mtio — the minimum percentage of
OIS Icome imsarers must pay
cul i clams and health-care-quality
Improvements — shited (o ke efect
in 2014

In a “marvedin®  armngement,
the health phin scis 25 & middleman
betwoen the PBM and the pln
spansar. Ths stnssture drives up the
price of drags for the phn spamar.
1he health plan contracts with the
FBM to sapply the dnags at one price
snd then marks up the drags s it
contracts with mdividusl self-fanded
plans a5 a third-party sdmmistrators for
medical admimstrateve services. This 15
refierred to1n the industzy 25 s “spread”
or “traditsonal” pricing arringement.

When  presoription dnsgs s
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(7| metiree Drug Subiidy “800-serios” EGWP

[— 7| Does nat provi

f—' | coverage through Federal govt. funded

TRINSUPANCE COvErng BI% of
st st [ ) 0 claims

: Beganning in 2013, ADS will lose | From 2011 b 2020 the Fedéral

= | Its benefcial tax treatment govt. will provide additional

(-7 caverage eventually filing 15%

= af the eoverage gap in Part b

employers ot Public sectar employers are

allowed ta i EGWF

‘when calculating theirr
Accrued Actuarial Liability
(ALY an their fnancial
statements

unpredictable cash fiow

Pl
sulbisidy when calculating AAL

Prodictable cash fiow
Miwed i
discounts da not apply pharmaceutical manutacturer
discounts
Does not Access Past D M requirements including
improvements formulary enhancements and
beneficiary coenmunications
have bean approved by CMS
!nvllm!rsummbhlnr The EGWF plan spansar
& reporting {typically ihe PEM or POP, not
und :ubhci L cus audst the em| is
(M5 comgliance & reporting
No low-income subisidy Receive low-income subsidy
payments payments
Emplayer must pass gross No actuarial equivalencs
and ret actuarial aquivalence ‘tests raduired
‘tesst ta qualify for subsicy

Withoul any charge in benetit Iovels
b cost sharing, switching from the RIS
jothe EGWE + wrap wil resch Inplm
fponsoes lowerng, thosr ASC 71560
formesty FA5 106) bty by sppror
mlﬂlr 12% to 19X

The chart below dhestrates how the
ensarnee provided by s EGWE
an substsnttally benefit plan sponsors
faced with the extremely high costs of
Fpecialty drugs.

i8% of the

Saurce! Source: KTP Advison
and $6500 in 2012 In the EGWF plan,
‘sponsars benicit from & base wlﬁq af
appreximataly $657 ( compared 2 an
aversge WD rembursement of $510),
i foderally funded 50% rsreirince
o “catasirophe” costs, defined a5 those
expmses sn indmidwl retiree gener-
Al i exnss of 4 CMS-sat thrshold
(85,657,501 203 = & ghven plan year.

Bamy Eyre s vice president of busnes:
devedopment at KTP Advisor, an sdvi
ry fim an phumacy benefls for acthe:

Undes the RS, plan sponsors mectve
§30
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PRESCRIPTION ADMINSTRATION OPTIONS

— Carve-In
Off the shelf Limited Limited via Value of generalist Is it really
availability; generalist targeted?
little insight
Consultative
Plan Design Data Trend Administration Integrated Plan
Management
* Complete » 140+ reports » Expert * Quick, expert
flexibility available pharmacy team issue resolution | Connectivity
monthly - Datadrives plan | + Consultation already exists
* Quarterly and design decisions « Will build
annual reporting connectivity
+ Custom ad hoc

free of charge

Carve-Out

HORIZON

HIALTH VINTURES

— PERFORMANCE :
("P,S SOLUTIONS ““UNIVEST
INSURANCE, INC.



SAVINGS SNAPSHOT

Construction Management
¢ 2,900 Total Members
® 9.2% or $270,000 in
Annual Savings

yield savings

o o Medical Technology
of 12%-15% ¢ 650 Total Members

® 20.1% or $117,510 in
Annual Savings

PERFORMANCE

—CFO.com, March 14, 2013
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Narrow Networks

* A cost management tool becoming more common is the narrowing of
the PPO network to only include providers who practice evidence-based
medicine and have proven quality

 Some carriers and administrators are contracting with a narrower list of
providers who agree to a larger discount in exchange for more volume

 Example - Accountable Care Organizations (ACOs), provider
reimbursements are tied to quality metrics and reductions in the total
cost of care for an assigned population of patients. This generally
requires employees to either change providers to those within the
narrower network or pay more for these providers that are now
considered out-of-network
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Tele-Medicine

* Robust advances in smart phone technology, a growing number of
employees are given the ability to consult with doctors and nurses
through two-way video, text, telephone or email for on-demand
treatment of minor illnesses and common medical conditions

* This convenient 24/7 access is provided at a fraction of the cost of an
urgent care or emergency room visit

* For significant impact on cost to occur, employee communication and
education regarding the value and how to use a telemedicine program is
crucial
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Tele-Medicine

With so many telehealth options today, how do you judge which is your
best solution? Freshbenies.com has shared this checklist of top questions to
help you compare the options, identify the best value and make a strategic
choice for the bottom line.

* Only consider plans from vendors who will provide their average usage
information. Low usage won’t solve the problems of improving the
bottom line, containing costs or mitigating out-of-pocket expenses for
employees.

e What are the state limitations? Each vendor handles state restrictions
differently. Look for a vendor who operates in the states you need.
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Tele-Medicine

 What are the delivery methods? Consider the population of the group.
While some people are more tech-savvy and comfortable with apps and
video, others may just want to consult or get advice via phone or email.
Look for a vendor that offers the variety you need.

* How does the vendor engage members? Look for a turnkey engagement
program that doesn’t burden your team. In addition to automatic
welcome materials (cards, booklets), look for e-newsletters, direct mail,
social media, videos, informative website, member portal, and app. Be
cautious of any vendor that leaves the engagement planning and
implementation up to you.

What’s the cost per employee per month (PEPM)? When comparing the
PEPM fee among plan options, remember to consider it alongside any
usage cost to employees. If your goal is to increase access to care, contain
costs, and/or offset rising out-of-pocket costs, look for plans with a SO
consult fee.
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Tele-Medicine

* Will the cost increase as usage increases? Some plans immediately increase
the PEPM fee as a group hits certain levels of usage. For instance, if the group
hits 20% usage, the PEPM fee increases by S$.25 for every 5% additional usage.

* What's the cost to the member (or employer) for the actual consult? Some
plans have a low PEPM fee, but then charge the member (or employer) for
each consult (say $45). SO consult fee plans have a higher PEPM but typically
see much higher usage. Usage drives bottom line savings.

 What type of providers do they use (doctors, physician assistants, nurses)?
Physician assistants and nurses will have more limitations on the advice they
can provide and may not carry the same level of trust with members.

* Do they include specialist visits? If yes, ask if there is an additional charge to
the member or employer for that type of consult.
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Tele-Medicine

* Did the vendor build and credential their own network or do they rent a
network of physicians? If the vendor credentialed their own network, they
have more control over the quality of the doctors. They can take immediate
action if a doctor’s “bedside manner” is below par.

 What are the wait times? Some vendors have immediate help for non-
prescription advice but longer wait times if a prescription is required. Look for
an average call-back time that’s under 15 minutes.

* Can the vendor provide a doctor's note and share consult information with the
family doctor, if requested? These are great tools to help the member and
employer as well as reinforce the family doctor relationship.

 What other services are included? Some vendors bundle telehealth with other
cost-containment tools that round out the benefits package. (Source:

Freshbenies.com)
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Transparency Tools

Physician

Hospital
o v

X-ray, Imaging Labs
o wr o

Colonoscopy (no biopsy)

- Price $1,805
$1.054 IS $ 57.539+
Fair Price Details
PROVIDER COST RATINGS®
cosT @ 41 o Bolow Fair Price Slightly Abews Fair Prica & bighest Price
Always chack netwark status before sseking cars.
Facilities .~  Distance ~

Digestive Health Center (~ 13 miles)

Surgery Center Plus (~ 10 miles)

Surgery Center Plus Indianapolis {~ 10 miles)

.

The Endoscopy Center at 5t Francis {~ 8 miles)

Morthside Gastroenterology Endoscopy Center (~ 8 miles)
Biverview Health (~ 23 miles)

5t Vincent Carmiel Hospital (~ 13 miles)

Community Endoscopy Center (~ 10 miles)

St Vincent Indianapolis Hospital [~ & miles)

Carmel Ambulatory Surgery Center (~ 13 miles)

Cosmetic Medicine

Rating ~

Dental Medications

Hearing Aids
o o o

EASY

SHOPPING

pad on the

p Store

SETUP INSTRUCTICONS

Helpful Resources

Benefits Summary

Annual Deductible

Individual $2,000; Family S4,000
Co-lnsurance

20% [after deductible)
Out-of-Pocket ({OOP) Maximum
Individual $4,000; Family $8,000

Preventive adult exams, immunizations,
well child exams
225 co-pay (deductible waived)

Specialist Visit
%50 co-pay (deductible waived)
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Transparency Tools

* Prices of healthcare procedures can vary by 300% to 500% within the same
provider network and the same market.

e Variance in quality is as great as the cost variance.

* Members choose services without knowing the real cost and overpay in
the process. Cost transparency tools such as Healthcare Bluebook makes it
easier for employees to find the best prices within the provider network.

* Quality based transparency tools allow members to get the highest quality
care at the lowest prices.

* Fair price transparency tools can save a company up to 12% on healthcare
costs according to Healthcare Bluebook.
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Conclusions & Questions

* Itisimportant to point out that, for any of these strategies to be effective
in containing cost, an engaged, educated, and empowered
employee/patient population is essential.

* Employers must be able to communicate the value of any given program to
employees as a combination of personal cost savings to them, more
convenience, and better health and well-being.

* An experienced employee benefits consulting firm like the team at Univest
Insurance can identify which strategies are best for your company and
employees, and the roadmap to implementing them successfully.
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Uuestions? Comments?
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Thank you for attending!

Insurance products are offered through Univest Insurance, Inc. and are obligations of the issuing insurance companies, are not obligations or deposits of or guaranteed by any bank and are not insured by the FDIC
or any other agency of the United States. Insurance products are not a condition to any bank loan, product or service. Univest Insurance, Inc. is a licensed subsidiary of Univest Corporation of Pennsylvania.
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