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CONSUMER
ROAD MAP

I am the only person coordinating
my care — doctors don’t talk to each
other and don’t think about me once

| leave their office
o ®
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My doctor controls

my referrals, and I avoid my .
I don’t know who healthcare ‘(% </ ‘(“f.)
provides the best care because it’s * \./ °

too confusing
and inconvenient

P lonly seek care
when | have no
other alternative

| feel lost and
overwhelmed

Doctor’s hours
don’t match real
life hours

close

@

iy

| feel rushed during
doctor visits

| have no idea how my
insurance works - it’s
so confusing

CONSUMER
ENABLEMENT

CONSUMER MOTIVATION
CONSUMER HEALTH SUPPORT
CONSUMER EMPOWERMENT
ALTERNATIVE ACCESS

MONITORING AND BIOFEEDBACK

CONSUMER HEALTH ASSESSMENT

MARKET
ROAD MAP

HEALTHCAREIT &
TECH ENABLEMENT

HEALTH Health systems

SERVICES

Physician
organizations

Multi-specialty
groups

MARKET
ENABLEMENT

TREATMENT MANAGEMENT
CHRONIC CARE MANAGEMENT

WHOLE-PERSON-CARE

RISKAND PERFORMANCE MANAGEMENT

INFORMATION MANAGEMENT AND ANALYTICS

ACCURATE EARLY DIAGNOSTICS

TREATMENT INNOVATION

WAVE 1

PATIENT-CENTERED CARE
2010-2016

| work with my care team

to improve my health L/
and live better — we have
ashared plan thatis
personalized to me
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| believe that my healthiest
days are ahead of me

My care team truly

. cares about my
("1 O holistic health -
\ k I am not alone

My care team
takes care of all
my health needs

Care extends beyond my doctor’s office
to my home and to local retailers
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PARTNER ME TO ENGAGE IN
AND MANAGE MY HEALTH

The system is
working for me

My substance abuse and
depression are managed

q T
I monitor my health with
tools to identify issues early

My care team
proactively motivates
me to stick to my care plan

Value-based benefits Personalized incentives

WAVE 2

CONSUMER ENGAGEMENT
2014-2020

I know how to live
‘ well and be healthy -

| have great resources

(apps) at my disposal

| feel engaged
in my health and

to inform me
am empowered
| know what I need and tO make informed
how to buy it — shopping o o
and health tools have deCISIonS

made it easy and boosted
my confidence

| can surfand navigate the health
system with ease and the patient-
centered care models are so

convenient and easy to work with

’4%

| use crowdsourced
reviews of goods and
service providers (like
Yelp) to decide where |
can get the best value

| have web-based/mobile tools
so | can manage my healthcare

. 0 0.0
Consumer-driven competition is great —
all the population health managers have
extended office hours and most offer

virtual web visits
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ENABLE ME TO ENGAGE IN AND
TAKE CHARGE OF MY HEALTH

Social media/
Health gamification peer groups/communities Societal influencers

Competing against friends
in online health challenges
motivates me to live
healthier — | earn great
rewards that | value
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| connect through
social media to

other patients with
common experiences

WAVE 3

SCIENCE OF PREVENTION
2018-2025

I understand my
health and wellness
My life advocate helps me profi’e and What ’
manage my life and makes .
the world of health options need to do to hve
q personal and simple
g long and well

| feel positive about
how I will live my
life and how my
actions contribute
to longevity

Genomic diagnostic
tests at the pharmacy
tell me if I'm sick — the
tests are automated and
100% accurate

I regularly read about new
cures to diseases in the news

® I

Microsensors constantly
monitor my health and
detect early stages of
disease - feels comforting

>

| carry my personalized life plan
with me in my mobile phone - It
helps me make life decisions to
mitigate future health risks

of

EMPOWER ME TO
DIRECT MY LIFE PLAN

Health/life value
optimization tools

| take medication for diseases years
before they show up as symptoms

Personalized Personalized social Integrated health/ Predictive/preventative
health itinerary Health coaching Social & behavioral programs communities finance advice Life/health advocacy health map Environmental coaching

Real-time personal
biofeedback and advice

Cost/quality Mobile health Retail decision Crowdsourced Personalized
Retail exchanges Personal finance tools Mobile health record transparency tools triage apps support tools provider reviews health apps
Web services Drug stores/retailers/ Expanded Mobile/web- Health
24/7 access models and telehealth  convenience clinic/urgent care Home health Mobile triage home diagnostics enabled diagnostics diagnostic kiosks

Retail genomic risk Real-time,cloud-based,
profiling and diagnostics personalized treatment plans

Mobile nutrition/
fitness apps

Digital devices

Rx compliance with feedback

Personal health
gadgets

Real-time mobile
dashboards

Integrated sensor
networks

Healthy homes and
smart environments

Implantable chips Predictive alerts

First generation
Annual physical Health risk assessment biomarker screening

Health and Health/well-being
lifestyle assessment management plan

Personalized genomic risk Genomic profile-linked
profile linked to HRA life/health plan

Patient-centered, whole person care
Population health manager with multidisciplinary,
cross-collaborative care teams and networks

Health System Primary Care

Organization

Health Plan

Multi-Specialty
Organization

Health System
&Plan

\)@\ON HEALTH 1,

Physician

Frail/ i . Case Chronic
Pharmacist ‘(“f.) managers A KR
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Healthy
living
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Extenders

Nutritionist
’I > 4
Behavioral
Social health
CENTERS OF worker

EXCELLENCE

Navigators

ROLES HEALTHCARE
* Procedural & IT &TECH
ENABLEMENT

episodic factories
» Condition specialists
» Acute & intensive care services

CONSUMER HEALTH .

WELLNESS SERVICES
« Social media/e-health
* Remote monitoring
« Transparency tools

RETAILERS ‘

Fitness/lifestyle
companies

Retail & grocery
Retail pharmacies
Convenience clinics/
urgent care

PHARMA/ .

MEDICAL DEVICES

» Advanced diagnostics

» Patient support

+ Patient access programs

Clinical Multi-skill ' Personalized, Prevention and
decision care teams Web services/ protocol-driven  early intervention
EBM support and workflow e-health care plans programs

Consumer-centered health and well-being
A whole person support network that engages and
empowers patients across their health and wellness needs

NEW ROLES
+ Life health coach

+ Social community
+ Fitness trainer

HIT/CLOUD
ANALYTICS &
WORKFLOW

A
it

®
CONSUMER HEALTH
WELLNESS SERVICES
« Social media/e-health
* Remote monitoring
» Transparency tools

RETAIL HEALTH HUB

* Retailers/e-retailers

« Fitness/lifestyle companies

* Media, tech & home services

» Convenience clinics & urgent care

Integration of Multi-organizational
behavioral social intelligent adaptive

and lifestyle factors workflow systems

Longitudinal
shared care plans

First generation
personalized medicine

Consumer-powered

. CONSUMER DIAGNOSTICS
"fe management & THERAPEUTICS
* New treatments for disease
HIT/CLOUD/ « New gene-based drug companies
BIG DATA & » Accurate, early diagnostics
4 PERSONALIZED * Microsensors and health dashboards
i) MEDICINE

i * Retail diagnostic networks

Q\ON HEALTY %.
Y

Q¥
» No
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LIFESTYLE ADVOCACY SERVICES &
» Genomic diagnostic advisors il

« Life/health advocates NEW ROLES
« Medical foods nutritionists + Environmentalists

®
NEW ROLES

+ Environmentalists

+ Geneticists

+ Life/health advocates

* Environmentalists + Geneticists

* Retail diagnostic networks i Lz zal st vorgis
+ Genomic profile + Genomic profile
+

+ Medical foods advisors Medical foods advisors

Long-term prevention
based on biomarkers

Integrated well-
being support

Al-based care plan and

Life itineraries team support systems

Healthy ~ Coaching and Medication Home Mobile Integrated
living plan  monitoring management  assessments health record behavioral health

Biometric Self esteem Smart devices
Depression monitoring and improvement linked to Condition-focused
management early intervention programs intervention social networks

Personalized Predictive/ Medical foods and
therapeutics preventative screening environmental management  Gene therapy

Population-specific health Clinical risk Social/behavioral Stay healthy
management systems management engagement tools programs

Social/behavioral Integrated health Social and
Integrated fitness population and chemical environmental
and nutrition stratification dependency management coaching

Genome-informed Predictive Well-being
prevention program resource management management

Health risk Clinical program
assessment Clinical analytics Population stratification opportunity assessment

Performance management Predictive risk
Risk modeling and real-time dashboards modeling (behavioral)

Genome-based Predictive risk modeling (incl. genomic,
population stratification epigenetic, microbiomic, proteomic)

Distributed Health information Distributed
EHR/ workflow across exchanges and shared workflow across Cloud-
PHRs care teams longitudinal data organizations based EBM

Consumer insight analytics Personalized Cloud-based Integration of
(buying and attitudinal data) medicine open platforms behavioral data

Genome- Big dataand Predictive population
specific drug Genomic disease  longitudinal & personal risk Biomic and
metabolism data  profiles/pathways data assessment data  epigenetic profiles

Personal predictive ng/y STOQE Real-time 100% accurate computer-
modeling diagnostics biomonitoring based diagnostics

Recolonization and Stem Tissue engineering and Gene Cell-specific
medical food cell therapy organ replacement therapy drug targeting
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HEALTH INNOVATION CENTER

THE ROAD MAP
TO 2025
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ABOUT OLIVER WYMAN

Oliver Wyman is a global leader in management consulting. With offices
in 50+ cities across 25 countries, Oliver Wyman combines deep industry
knowledge with specialized expertise in strategy, operations, risk management,
and organization transformation. The firm’s 3,000 professionals help clients
optimize their business, improve their operations and risk profile, and accelerate
their organizational performance to seize the most attractive opportunities.

Oliver Wyman is a wholly owned subsidiary of Marsh & McLennan Companies
[NYSE: MMC], a global team of professional services companies offering clients
advice and solutions in the areas of risk, strategy, and human capital. With

52,000 employees worldwide and annual revenue exceeding $10 billion, Marsh

& McLennan Companies is also the parent company of Marsh, a global leader in
insurance broking and risk management; Guy Carpenter, a global leader in risk and
reinsurance intermediary services; and Mercer, a global leader in human resource
consulting and related services.

Oliver Wyman'’s Health & Life Sciences practice serves clients in the pharmaceutical,
biotechnology, medical devices, provider, and payer sectors with strategic,
operational, and organizational advice. Deep healthcare knowledge and capabilities
allow the practice to deliver fact-based solutions.

Oliver Wyman has recently launched a Healthcare Innovation Center (OWHIC)
dedicated to promoting positive change in healthcare. OWHIC will champion
innovation by disseminating proven innovations; envisioning market-based
solutions to today’s and tomorrow’s challenges; and establishing a cross-industry
community of thought-leaders to share and shape ideas.

For more information, visit www.oliverwyman.com
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WAVE 1

PATIENT-CENTERED CARE
2010-2016

OVERVIEW

* Health services are redesigned around the
patient; helping patients manage their health

» Care teams are patient-focused,
multidisciplined, and include nutritionists,
social workers, and coaches

Care teams are integrated with a shared
patient health plan across organizations

* Economic models are population-based
and reward value, not volume — and the
marketplace competes on total value through
risk-based pricing

FROM TO
Physician-centered..................coooooiiiiiiii Patient-focused
Transactional, isolating ...........ccccevvveiiiiin. Care team managed
SICK-Care ...ooooiiiiiii e Health and well-being
Inaccessible ... Convenientand 24/7
Patient turnover-volume...............ccccooiiiniine Patient health-value
Unwarranted variation..............ccc.ccccooiie. Evidence-based standard

POPULATION HEALTH MANAGEMENT

5% 45% Coordinated
. L. team-based care,
Poly chronic ER visits, over- . .
utilization. high early intervention
i, TS and prevention
care variation,
non-compliance
20% 35% Procedural checklist
Chronic and Infections, and chronic patient
at-risk complications, and ~ €ngagement
rehospitalizations ~ and monitoring
Prevention,
Healthy, wellness and
minor issues .health.y living
incentives

ECONOMIC
MODEL

POPULATION HEALTH ECONOMICS

Core economic * Pricing reflects total services,

engine: population experience, outcomes

health and clinical * Improved health ma.nagement at
) the top of the pyramid generates

”Sk management Va|ue Capture

Improved engagement and
patient health experience bends
trend and promotes retention

Health services, like acute
care, become “cost centers” or
investments in patient well-being

Pyramid value
redistribution

PERFORMANCE
PROMISE

v
-0.5%

New trend

5.5%

Net cost Consumer
reduction value

WAVE 2

CONSUMER ENGAGEMENT
2014-2020

* Relevant cost and performance transparency
information available via web/mobile enable
consumer shopping

* Consumers demand ‘better everything’ and
use social media to drive shifts in market share

* Value-based benefits, social platforms,
coaching, and gaming combine to boost
consumer engagement in health activities

* Population health managers make healthcare
easier - convenient, 24/7, web-enabled
and personalized

FROM TO
Uninformed........ccccevvieeiniieeniieiinicceneee. Informed, shared decisions
Limited engagement ..........ccccvvvveveeenenns Highly engaged/empowered
Isolated individual ........ccccooiiiiiiiiiiiiiiiiiiieieeeee, Socially connected
Limited consequence ...........ccveveeeeeeenn... Financial rewards/incentives
Bricks, office hours ........ccccoovviiiiiiiiiieiiennnenn. Virtual, mobile, anytime
Physician opinion .........ccccccuvivieiieeeeeeeeennnn. Informed shared decisions

PERSONALIZATION OF ENGAGEMENT

HOLISTIC VIEW OF CONSUMER NEEDS

Integration with A
consumer’s life

Personal anywhere

Social media ot
Fitness & nutrition o)
Wellness

Sick care

\

Decentralization of care
Lower cost always available

CONSUMER ECONOMICS

Core economic » Competitive consumer pricing,
engine: clinical risk service mixand performance
) history drive the initial sale
management and @ o
« Personalization, consumer
la carte consumer- experience and health
paid services improvement leads to

better retention

Brand recognition and brand
. premiums for innovation and
distinctive service

Consumer lifestyle companies
blend “benefit covered”
services with “consumer pay”
health products

-4.0%

New trend

* 2.0%

-15%

Net cost Consumer
reduction value

WAVE 3

SCIENCE OF PREVENTION
2018-2025

* Low-cost sequencing enables massive
discovery of new biomarkers and pathways

* New genomic maps enable health risk
predictions and earlier disease detection
(10 years)

» Diagnostic accuracy is nearly perfect
and treatments are precise, effective,
and personalized

* Highly engaged consumers manage how they
live through an informed, predictive life plan

FROM TO
Basic health management ............................. Genome-linked life plan
Symptom treatment ...........................L Monitoring and prevention
One-size-fits-all ........cccccocc, Personalized therapies
Limited biomarkers...............cooooiiiinininnn. 100% accurate diagnostics
Big pharmaceuticals................... Tailored gene/microbiome therapies
Medical competencies................ Life, social, and ethics competencies
HEALTH TRAJECTORY
HEALTH STATUS
Healthy New biotechnologies extend and improve life

Wave 3 health trajectory

Current health trajectory

Unhealthy or
at-risk

Birth Early Middle Later Death
adulthood age years

CONSUMER SCIENCE ECONOMICS

Core economic * Lifetime value and well-being
engine: share Of models. integrati'ng hgalth,

X well-being, and financial
consumer-directed planning
spend for best value + Personalized, web-enabled

marketplace for best-value
therapy based on 100%
accurate diagnosis

services - with a lifetime
relationship perspective

/'/» Lifestyle advocacy companies
.\-//\ partner consumers with
k/ predictive and preventative
information to optimize value
and well-being

-5.5%
New trend

0.5%

Net cost Consumer
reduction value




