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WHO ARE WE?

Creg Schumann
Product Innovation
Turnberry Solutions

Informed by a good understanding of building cool technology,
Creg was an early adopter and adapter of agile techniques
(before there was an agile manifesto). Hisapproach is
pragmatic not favoring any single method, tool, framework, etc.
It's about understanding the problem and selecting a toolkit
appropriate to help learning and solving the problem.

He’s learned that there is no one perfect answer in
organizational change initiatives —there are choices and
experiments to learn from. True change is never managed upon
an organization: it's when the conditions and perception within
the environment are set for the organization itself to choose to
change where lasting change is achieved. Barriers to change
aren’t the tools, processes, roles —it’s the lack of trust, low
autonomy, unclear purpose, and ignoring the mastery of one’s
craft that truly impede meaningful change.

He's been part of large teams / organizations or small teams in
many industries and solution spaces. Some of his clients he’s
worked with on transformation are American Airlines, Disney,
Ecolab, US Bank, Wells Fargo, Optum, RBC, and many others.

Nate Koering
Product Strategy
Turnberry Solutions

When Nathan was 23 he designed his first sales revenue digital
tool for his territory, and bang! He was hooked! Ever since,
Nathan has brought a passion for pulling together IT, business,
operations, marketing and others and working collaboratively to
support their achievement through effective tools. Tools that
make lives easier, processes that are just enough to enable and
not disable, and organizational frameworks that optimize,
stabilize, and foundationally support innovation.

A deep background in facilitation, strategic design, design
thinking, and some of the most widely used operational
technologies in the market, Nathan’s approach is to deliver
effective and dynamic outcomes with each client and team he
works with.

Jim Christy
Director, Member
Engagement
Optum

Jim Christy is Director of Member Engagement for the Optum
Whole Health Solutions product team. In this role he is
responsible for execution of digital member engagement
strategy for the Live and Work Well site as well as integrating
content into experiences on myuhc and other platforms. This
includes Optum’s Care Explorer, a personalized tool that helps
members identify the most relevant behavioral health and EAP
programs, services and providers for them based on their
immediate needs.
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THE CASE FOR CHANGE




FINDING CARE

What our members were telling us

. OUR MEMBERS DIDN'T UNDERSTAND THEIR BENEFITS, THEY HAD A HARD TIME FINDING THE RIGHT CARE FOR THEM, AND
THEY DIDN'T KNOW WHERE TO START.

| don't know my options. Can't . Fmdmg care is confusing and
: . S frustrating. Tell me where to
this all be in one place? |

| don't trust my employer with b | just want to talk to someone
mental health info. Lde NOW.
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FINDING CARE

What the market is telling us

w HEALTH INSURERS ARE NOT GOOD AT PUTTING THE MEMBER FIRST. THIS MEANS:

Lack of personalization A fragmented user journey [ Disjointed digital experiences
Insurers fall short on consistently Without a single system/data source  Prioritizing speed-to-market over
personalizing member insurers lack a complete picture of usability leads to confusion and
communications beyond greeting the member, and don’t understand more phone calls.
them by name the user journey
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CARE EXPLORER

Starting with the member need

GOALS PROCESS
Q Improve satisfaction about process of finding care = Vision grounded in customer research
= Focus on the member problem

Help members understand benefits, including lower

= Design sprints with live consumer feedback

levels of care if appropriate

~
' Show that we’re listening; demonstrate empathy
and build trust

{ To provide a more valuable and competitive BH
client offering, we will create a digital navigation
Core strategy experience that helps members find the benefits
and services they need to feel better, improve
statement their symptoms and feel in control.

/
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THE JOURNEY

Where did this journey start, and where has it to gone to date?

Creg & Nate Jim

INNOVATION DESIGN CYCLES FRICRIZATIONAND GO TO MARKET

FUNDING
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INNOVATION DESIGN




ENGAGEMENT OVERVIEW

What did the innovation journey look like and what was its goal?

Turnberry partnered with OBH on a 12-week engagement. The initiative combined product strategy, human centered design, and user
experience methods to help drive alignment and produce a prototype for digital Member Guided Experience. In addition, the team
produced product and market strategy outputs including RFP language to support internal and external alignment.

PRODUCT INNOVATION:

DISCOVERY, STRATEGY, AND DESIGN SPRINT

SOLUTION DELIVERY

WHAT

WHATTS COULD BE

End user-focused Ideation for product
session(s) to business model and
understand current value propositions.
process, problems, Create persona-
pain points, and centric proposed
needs. experience.
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WHAT
WOWS

Enhanced design with
prototype POC based on
established priorities to
develop, model, test,
review, refine.

WHAT WORKS

Agile delivery to iterate solution development & vision.

BUILD

SELL

IMPLEMENT WIN
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WHAT IS INNOVATION?

Innovation is more complex and work than most of us understand. Simple inspiration is NOT enough

NOT THIS MORE LIKE THIS

WHAT COULD BE
1-2 Weeks
2. u-o&E.

3. PEVIATE WHAT IS
~ 1-2 Weeks

/ IMMATE.K(AL
Fixe> &EALM oF

IDEALS/

WHAT WOWS
1-2 Weeks

Y. EMERGE

—
. WHAT WORKS
4-6 Weeks
; IMMATEEAA-L m.,.,,

MATERY A\_ REM.M

. IN $PRATON

( DeveroP
TeCHMIQUSS TO
GAIN ACCESS TO
FIXED ;bem.)

INNOVATION INNOVATION DESIGN
/® = The new is when change happens that produces a = |nnovation is production of
difference. the genuinely new +
\ // %ml_rzf':l;w = There are two types of difference: Difference-in- = Design isa process of action
5,"‘5%)”’5‘“-5 e degree, and Difference-in-kind towards an outcome =
= These two forms of difference/change correspond to = |nnovation Design is the
two distinct forms of Innovation: Developmental and process for producing the
Disruptive. genuinely new.

= Developmental Innovation is incremental, world
expanding, quantitative, probabilistic, and improving.
= Disruptive is rupturing, qualitative, possibilistic, and

\> TURN BERRY world making. o t
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CASE STUDY

Optum Behavior Health Care Explorer




WHAT TOOLS DID WE USE?

what is ORGANIZATION STRATEGY & VISION
Business Model Customer Segments Vision / Purpose
W hat cou I d be Goals & Initiatives Persona(s) Customer Jobs

Jobs to be Done Canvas

what wows Story Maps

Design Sprints

what works

build, sell,
implement, win PRODUCT VALIDATION

N
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BUSINESS MODEL

How does a business model help you understand your strategy?

Key Partners é Key Activities

Wt ara cur Kary Partreans?

INTERNAL: STRENGTHS & WEAKNESSES

STAFFING

TECHNOLOGY
PARTNERSHIPS

Key Resources

Whust Koy Rescurces oo our Vales Propout

o

iti <3
Value Propositions 1

PRODUCT
OFFERINGS
CLIENT
NEEDS

MARKET: THREATS AND
OPPORTUNITIES

Customer Relationships @

Customer Segments ~ _J

For whom are s creating vabe?

CUSTOMERS

NS

Cost Structure
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MARKETING PLAN

CUSTOMER
SEGMENTS
PERSONAS

POTENTIAL SIZE
MODEL
STRUCTURE

SALES PLAN, ENGAGEMENT PLAN, &

STAFFING PLAN, TECHNOLOGY PLAN,
& PARTNERSHIPS

SALES PLAN
STAFFING PLAN
TECHNOLOGY
PLAN
MARKETING
PLAN

= PARTNERSHIP
AGREEMENTS
(EXTERNALLY
AND CROSS
CAPABILITY)

Optum
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| CARE EXPLORER B

<

C

Key PARTNERS +*

The Big
Psych Hub  Healthwise Ko
Rally Optum
!
Coaching Digital's Wayfinder

Product virtual visit
Team platform?

UHG Social Our Payer
Sanvello Responsibility clients

Optum EAP  Optum RX AbleTo

TE:Q?QIIQ em’ Psych Hub Sanvello
Genoa - Optum RX
AdMe Virtual Visit Virtual Visit -
Platform Opportunity??
Lyra Ginger Virgin Pulse

CoST STRUCTURE ¢

hitp:fwww.businessmodelgeneration.comfanas

Key ACTIVITIES +*

VALUE PROPOSITION *

CusTOMER RELATIONSHIPS *

KEYy RESOURCES ¢

help me get
heIPs closer to A Safe
navigate to
a solution feeling Space
better
Trusted

offering me  making you feel Work Life subject
Acknowledging something heard and Integration matter
Wl Gl that is easy, helping you experts
hard connect to what
fast and e
works Understand
I'm struggling
Sherpa and will help
getting me
something | improving  Freetothe
value in 1 e member e
sitting Ideal: can We make /@ an
give me the system out"from
info | need easier ‘;“":""’
Reduced
Providing
cost of care Reducing N
down the stigma resources CHANNELS ¢

Adesire to The experience is

| can talk to come back tailared for your
someone and utilize SoCn
now other tools appropriate
and content aptions

sasoceysbarcss. LONG GOAL:
<are ptons wil mest
T Hitchhiker's
providing help (b
and spoke - plug in.

new

Guide - It learns
e ..
context

CUSTOMER SEGMENTS *

Supports
o - .
Not a Mark UHG and
but on OBH
‘continuum Teams
Health

—_—

REVENUE STREAMS 4

/
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PERSONA WITH EMPATHY

Version 2.1
Mark, Hand Raisers — Commercial . Ihope  Howkngwl Wiy dol \recatoge wanes  Wheredol
“h k ‘ " 7 e whateverls  myresuts evetocal | Wowthat some medicat conroigns)  haveto go .
ave taken control of my mental wellbeing; it's been hard work, but | think | am doing okay.” . i e e wos easy hee/rovce vhat do ) oo forcare .
-~ o
wer
" . \ T
Mark's Behavioral Health Story ey H I N K & F E E I-’ Fescectl)  (tMay,
§ ace of did | Ihope |
In the past Mark has had some trouble with both Segment Snapshot: Mild Stable 9 G notgeten SO o, .
vac
anxiety and depression leading him to tum to alcohol to Conaes o ot ; Iwonder how  Getthe care | et ot i #2”
5% e : ey - 1wl be lorglheve  nesdto get Vhat r cour .
mask how he was feeling. Mark slowly began to drink Common Conditions: g towsltiosee  becktomy 2 .
more to deal with his depression and anxiety. He did » Depressive disorders LL . v preoccupation wiltheyget  Validation .
not want to seek help, he refused to acknowledge that i el Ty - Goiit e ll e | Il °
it istment disorders orr & pir 101 o o
e hadanr g o \wishi could I hape the PCP enaice
ad a problem despite being confronted by his 15- ~ Alcohol & drug use st ww,me:amal waitls not
vear-old son. Mark’s drinking began to interfere with his « Tooimna g | 5
family relationships with both his wife and son, he also Urgenteare 1680 goto = canthey  Ihopethis twonderhow halSthe 1 shotsc
. make sease  UC when » treat iference eing my. Why did Sports
started having altercations with his coworkers and he Key Opportunity Spaces: orcen  pCPl e new"mf m::.: oneator s jods here Dpy st " griohind prysicss | cocte. | commaniue
. - ings. o nd i v hospal
was forced to seek help by his employer. Mark went to :'l'"m' SAuech & £1 Maks & euse: o Find  prapdat. ey Hor E-wm:“u:r:i:«n e 0N pactreery | Yo thous Long wait “ it i o R g Joehias B
. S— J L m P ™
his primary care physician who prescribed him == : sgeaiopmon  OSECE il ® e e o
E + Insurance Literacy: Help them understand the cost of care & how instoadofthe  ‘0their ped duting LTS -
Age: 40 antidepressants and referred him to an outpatient to finance = e DR M Everyone is
vhat do MG theyare ‘
Gender: Male substance use treatment center. Since then, Mark has » Access: Help them schedule a timely appointment pbesient’| Twpackng RGNl || (WASEGEL (st momna e does ()}
and gacd fot s full FOA,ornot  maskand  comerwors seeingwait (10¢s (8)he
o ; started exercising after work which has helped him to + Adherence: Ensure they are adherent 1o their talk & Rx therapies | MedExprosss  Cogmowded | n, I hear You don't -, gown. Shap aquently times. 1 dont
; out quichy Yo Ve 10 i -
coupation: Hardware store 5 ARl: Thos e St i N oy SR D MmER e e E s
oyautme LA drime] y much it wil
manager and he continues to work everyday to keep his mental They make Moy, e (SRR confusing cost e s = : scheduier
. it g
Income: $70K — $80K welbeing under control ot Wha ind SRR facitaters  WeoMD  equpment 'S
i hy? v There e . i ™ clean L EVERERE nviro MocExpeoss
Education level: Trade school h Mo, (TS [N peehp MRDACS feoce Envirsnment Cronidood
\ A sy e ahance 1o
it M . o Peouhout insurance Ripeink : Friends schedute vt
: ‘ y e W hat the market offers
Children: O [r— e oo
s it okay to . .
Condition(s): Depress| t "t e .
z ion, anxie ey ; my 59
P y hestnoare el kids there i e %
and alcohol abuse =t o =i . &
THAT? in. - -~ Thereisa
o . They have lotof bt g
pretty } 1 . aphammacy  choices for sy and
convenient Asks o vhat do he S welcosing
and easy to help, wants P § i)
use sppoars wed
I = SAY & DO'E == =
. 1o busy phegiond can' .
L (e e | fowsoxd ey
e lamtked  Confident comguome diond 2%
o® and need snd pince thets PCP Attitude ir ) *
. Tocommendea
. help responsible  Teccmme x seectmephce  Word of
\ppearar nmnom e ey P
1 pereeieny Lot b
oo COllhe3dto o Doesnot i Behaviour towards oth b e
L3 see i the play games/  opinonated s lookig to make
. rocommendaton. polite o spiroached o0 s semplel
. S Waitls long nodama o sanrgmedn W rrvacs Pulledin  evmyro e
ool o some level mutiple "o ey
s of ro- directions by
P [ p—— oot
'
'
' Bookarine,
oy e Wl e ' conget Soneeta R Tyt
p g o o) ' il appotment o v
e ot DIy st H onsite. i eI et
L3 edcapen! nond . R T—— Just guesng
: s e
! o e B s stleto
naug | el ' was  gettoget ull
fiiiicetes ot W=l GG S s 4 o) eesy Sestiant s :::m wants” /needs
ke e et oer [lemifonl ' o) Lot friendly and
| ' o ures of success
' P
o (PO o IR, v opecmionss MOV  cangeta obstacle
e s IR e g I - rethess, )
Yorgons longume i e, | foroetme o Vo e masemyary  COVD! gotthe care | PTG
T B cosper . sl i
or
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JOBS TO BE DONE

Optum Design Principles Tool Jobs Client Jobs Mark's Jobs
S
e
i
= Admit that
[ — Educate Mark need help
Curate, DT
Navigate, e
JTBD: Change Support o
iy
-
et
Recognize
that He is Nomalize
9,:,,'::: o v is e ant normal
Pt e ienis
Gl Therapist Talk NOW
N Mopride ST, \
JTBO: Make this a caverage and status (R, Risk &
e human elighilty w Factors
S
e ot Ay THEJOB THE CUSTOMER THE OPPORTUNITIES
saetymst YourEAP  Ustarwand
e e rescaces
Boet e JOB_TO_BE.DONE | SITUATION/LIFECYCLE MOTIVATION RESCUE .
Become part Pr::-mmm sessons = 1 the customed's words - what & the b they ae dong that Vihae, whars, whan and why &d the o oceur? As ¢ decson W od the customer 1o pul Whae intoday's b coudbe
acton plan " causes them 10 pull the product of 1mce nto thee be? Journey of 3 8 part -~ =5 everyday processes” the product nts thaw bfs? ot Froe and dighised?
Clear Navigation Begining of Tha st time they ddthajob and s
Understand  axpectatians to. Mark: Aworeness  Togetng oou  poessto
EAP and your Markon 3;:'“":“_’; JB:"":y Bt mihe - whm dthey Mok MU Tneragity Schedung
s banafis e et ou - 5 praduct
et do -
Shodd BEER comntn gy covimaind
: Look I did Googk ey NN Tigrolg  Resources
Build it o Fomiyor  whalyou e
Loyalty and h Y Job “'“"“
Trust i
- " Define whet Wertty  Communiy BYPASS
e is going on What process  today's b
Change and name it. Triggers Conw:l over’ coldscwelbe digped?
perception Events
that OBH is. Waiting.
Hu:.:m e S I S o ecd.  Googe  peadto
lone Breakup,
Experience
Loaeieg e BARRIERS o8 g rcp Suckens
onditions 3 ot M shenwm
Understand Factors Souse sord Job loss What 276 the pans i the job the S nnaton ek
1 t Y product of servce s sohng?
am nof
alone Suessors Ty RECONFIGURE
problem thet | Guilt Shame
near s INDIVIDUALIZATION
v What would the customer gan from
Lastyouwere  Can we know e Therapit il tadoreg of the producs?
here, you did what is done i 06 ‘spouse | LErchption|| R — pon
X. Howdid it across channels employer
go? Need and see ALL — — e
more info? activity? Patonce. e Acuty -
f .
Help Mark #ROLE ! #ROLE { #ROLE GAINS
See Bepend i
e sean FUNCTIONAL i EMOTIONAL ’ SOCIAL ROOT CAUSE / AMBITION SUPPORT
possible H What caune T
What s the functonal rols of the ob? l What & the ematisnal roe of the b | What s the socul roke of the ob? e LONGEVITY
et et
What mould the cuttomer gan from the compa
Understaning § Valldation of - peetng retiet Starts the e i 4
andnamingit  Quality of H 9":":; o | M. Journey of I can now it °'“|“5:w="d s d halpng weth the b svery day | ther every day
clas >
= .'.‘.;"ﬁ'; ufe ! IR | [ e :ﬁv:I:I:z;:;ﬂ walk about it ot bl procosses
‘ laccept|
Beheas  Community Voliation recognition - £OTOL- - have
Name it::
Becomes
‘more normal

/
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ORGANIZING FOR STORY MAPS

Story Maps shown in logical order that a Mark would typically go through experience

DI INIIN(@ LEARNING FINDING BEING
WHAT IS ABOUT WHAT CARE READY FOR
GOING ON MARK | CAN GET THERAPY

Understand
Define what is Mark and
going on and progressively
name it. learn about
him.

Figure out | want to get
what care | can ready for my
get and what first

my options are. appointment.

/
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<@
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EXAMPLE STORY MAP

Story Map i L
\ﬁ fa‘d’ - Park: recognize
ﬁ a‘“‘# earlyifitsa

0‘\‘{' & caregiver or
N & . ‘%&L@“ behalf of
ad, someone - -
v Define what is
Activity Trigger Explore Seek Help .
going on and
Task / Step Admit Sei Selact the Rea.cland _ Dvemome b 5 M_a'_@ ~ Schedule Fmd n a m e I t-
research Not mm the Likely G:;:en "“f""sm'” next steps T::w Wm ;::v:an; ey
Detail mm r.:nl-::‘-:m Read all the Gives Blame, Whodol Finda
Intervention mr:-ﬂ ";;'j: e Iyt Shanl?"am talk to therapist
e symptoms o Confirm my
coveragl .
| — 11 This story map represents the
Opportunity F:i:::\li'y(.:r m‘g Rule Out G';':‘dps e ?::I:ful "'E:;* Taéttc‘:or:w
Work sndProcess it 1ake action research

trigger that gets Mark to come to
I o, our experience:
o = Triggering event
" Leads to self-research
e (Doctor Google)
— = Looking to give it a name

Acute Event strangers (FB, version of the

B ==t = Makes decision to seek help
Campaign

/

O
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DESIGN SPRINTS

A design sprint is a time-constrained (one week), five-phase process that uses design thinking with the aim of
reducing the risk when bringing a new product, service or a feature to the market.

neloen vELGIVE FRUIVITFE =

Define project Lightning Discuss and Translate your Test your
scope and Demos, Sketch Vote for the ldea into an prototype and
Map the user workshop to most interesting Interactive report the
journey create ideas idea prototype results

MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY

AN
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DESIGN SPRINTS

Selected experiences from story maps to test viability using a Design Sprint

o e I

EXPLORE
THERAPY &
PREPARE

THE FRONT THE GUIDED

DOOR EXPERIENCE

/

N
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DESIGN SPRINT 1T-THE FRONT DOOR

For detaits, check out thesprintbook com/remote. 7 : P s - =
. : ot 6 o F‘; TEST
“ DESIGN SPRINT - = r .
The Front Door

Experiment with the entry / first = orey TR —— 2 =, B . ol Bl . 3 SR
impression for Mark into his exploration to cana il s 3 e } Ve con e e (1] 2} o B
m better. = - Prototypes are disposable. o - - = cEmEm —
L G o = mEEEE
=5 mm =
== -
m - .

e 2 o=
SCHEDULE = - - " -0 ; - ; - - e ==as"
. -
m= z E EEemeE W = e
AGENDA = o = = T e—
"} [~ 'e =
=
= C mBEmm
When you're finished with your solution sketch, scan or = - EE}
take a photograph and email it to the facilitator. - - =
\ael.sichmellerathreebridge.com = = = = = =
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DAY 1 RESULTS

NNNNNNNNNN

Yusra

The Front
Deor

woning

expenencal

i

1 14

it

/
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| DAY 3 - SKETCHES

ART MUSEUM + SPEED CRITIQUE

(© 130 [ sbouzom sileatly. Cr ideas that you ke
¥ You can vote for your own, of course. Ym\imnlnmwmmnoﬁyﬂucmm
At this ist round, you and your . Spend 3- sketch,

WMt fo
_ henian, Criten  clters.
.', ol 0 (o0 P anS S ol
Jov %l\ﬁ" “ o GaFor ﬂmﬂ/. =

= Sk — =
= ¢ D?@ iy 4o WW*
= WRLL: o () 1 IFSMW W"l?[

-owsm foaf7
'2 E 4»0‘&(@(,;8»11&&!—

St aluw kmm-teﬂu
oW b in Cuf lora

=S INR
Crm@ a Profie!

s
e/ nane e e,
'-“LMOM(L {,m ET—
_ 5 lafustot
eoe g
(XXX R T Ve
oy ek 2 (g b
oo D M ahi?® XL
2o
TG Qwnisciont ing with bubbles of many thou
bnal o life impacting things.
e i G PR hows up and reaches out a hand
v ] [ s J
=EE Q g =
S e
your one thing today @
- btions..none and cycle to other d
the option of "go to"
thing
0
[ pnentasiecrisgten
e
dee s, i el
= eee
) :
~— eoe
T )

S
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DAY 5-THE RESULTS

Pogo Espafiol

Finding the right care can make all the difference.
We can help. L

Get help now

Let us help guide you. Explore your options.

Who are you here far?
- ¥ - - - ¥

Care for myself Care for a loved one Browse for care on my own

’

Always confidential
and securs

View my Coverage Contact Lis Terms & Conditions Privacy Policy

ORIGINAL HOME SCREEN

= Used for testing during design sprint 1 (Not tested to members)
= More fidelity

= Didn’t like the look

= Needs a more prominent suicide/emergency hotline or resource

N
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% Iogo English ~  Resources

Go to my behavioral health benefits

Finding the right care
makes all the difference

We can help you navigate care choices that fit your
life and budget.

n I'm looking for help for myself

Q‘ I'm here to help someone else

Go to all care options

If you are experiencing a crisis, confidential help is available 24/7. Talk to someone now at 1-800-273-8255.

RE

DESIGNED HOME SCREEN

Used for testing during design sprint 2
Calming imagery

Hotline at bottom

Less prominent “Find all care options”

Optum
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CARE EXPLORER

What this digital experience looks
like




<{ Back

Welcome Chris,

As someone who works with adults and kids looking to
feel better, | know it's not easy to ask for help,

Supporting , o _
\ fiEal This tool can make it easier to find the right support.
N d AVA| d ua |S' We're going to ask you a few questions so we can make

- the right recommendations and match you with the
Ca reg vers, an d benefits and resources available to you.
fa m ||y mem bers Just like when | see a patient, any information you give
here is confidential.

e Dr. Yusra Benhalim
I'm here for myself I'm here for someone else

N\
ZZ sotomone Y Optum
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What are your goals?

Defining your goals can be a good first step. Choose as
many as you think apply to you.

U N d e rSta N d | N g Feel less lonely or isclated Feel less sad Feel less worried or stressed
an individual's
needs, through

: Feel less hopeless or Cut back on alcohol or drug
t h elr eyeS worthless use

Cope better with stress

Improve relationships Have more energy and focus Not sure or none of these

Skip to all benefits

N
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Delivering
personalized
care options
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Dr. Yusra Benhalim

Chris,

Thanks for telling us why you're here. Based on what
you told us, here are some recommendations for you.

Get support with Virtual Coaching

Feel like you need 10 talk with someone? Connecting with a person
can make all the difference. You can talk with a dedicated coach to
help you bulld skifls you can use to feel better,

Estimated Cost: $0-520

* Evidence-based tools and techniques. AbleTo was developed with the
world's leading experts in cognitive-behavioral therapy (CET), and is
designed to help you bulld on your progress each week

* Dedicated support. Your coach will focus on your specific goals. Get
access via phone and in-app messaging.

* Professional advice and guidance to help you feel better day-to-day.

Explore Therapy
Think you can benefit from short-term counseling or a longer-term

therapist? We can help you understand what's available for you and
how to choose what’s right for you.

Estimated Cost: $0-$150/Visit

Optum
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CARE EXPLORER EVOLUTION

January, June, 2022
2022
=@ &

Launch on Live and
Work Well

Launched as part of
site redesign focused
on member-centric

interactions
optum Live and Work Well

Welcome James,

As someone who works with adults and kids looking to feel
better, | know it's not easy to ask for help.

This tool can make it easier to find the right support. We're
going to ask you a few questions so we can make the right
recommendations — and match you with the benefits and
resources available to you.

Just like when | see a patient, any info you give here is
confidential.

/

\> TURNBERRY
* / SOLUTIONS
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<
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Launch on myuhc

Part of BH hub,
promoted with major
marketing campaign

'J United
Healthcare
Explore all your mental health benefits >

View the benefits covered as part of your health plan.

* Coaching, counseling, and therapy to talk with sor
« Courses and digital tools to support you at your o\
« Parenting and caregiving resources to support soi
* Substance use resources for help on your road to

Q3, 2023

Call Centers

Care Explorer
capabilities and
product descriptions
available to call center
agents

MyUHC Mobile App

Care Explorer and
associated content
available on mobile
app Mental Health Hub

2023/2024 TBD

—

Providers

Ability for PCPs to
deliver relevant care
options directly to
patients in real time

...........




WHAT WE'VE LEARNED

¢ #

Access Completion

Consistent, moderate traffic
on LAWW, based on limited
promotion; traffic away from
Provider Search.

Relatively high completion
rates (70-80%) given
personal nature of
assessment

/

\> TURNBERRY
* / SOLUTIONS
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Member Feedback

Positive usability testing on
trust factor of host, ease-of-
use, and relevance of
questions

")

o

Opportunities

Deeper breadth of results;
more personalization,
addressing needs of higher
acuity members; flow into
provider search;
engagement measure

Optum
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DOES THIS WAY WORK?

FINDS THE PRODUCT YOUR EXTENDS BEYOND THE MINIMIZES THE INITIAL
CUSTOMER NEEDS PRODUCT HORIZON INVESTMENT
= Find and explore dark spaces of = |ncreases product sustainability = Build it once is cheaper
missed opportunity = Promotes buy-in to product = Reduces risk
= Faster adaptation value = Build the right product the first
= Zero distance to customer = |mprove product market fit time
= |ntroduces real innovation = Adjust to market forces

/
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FOCUS FORWARD>>

TURNBERRY
SOLUTIONS




| APPROACH SUMMARY

Outcomes

Activities &
Deliverables

Duration
Investment

Assumptions

ASSESS

Clarity About the Work Ahead

McKinsey Doc Review

Team-Level Interviews

Observing QBR

Observe PO Sync

Interview SMs

Curate Observations with FL Director
Alignment Approach SOW

~3 Weeks (August)
~$45,000

1FT Product, 1FT OCM, 1PT SP

ALIGN

Gaps Closed, Team Aligned

Establish Detailed Training Strategy
Establish CF Leadership Coaching Strat.
Stand Up Change Mgmt Pod

Develop Communication Plan

Develop Technical Coaching Approach
Evolve Product Toolkit

Evolve QBR Approach

Rollout Out Additional Pods
Prioritized Pod Staffing/Hiring

Define Tooling Standards

Accelerate Details are Clarified

~3 Months (Sep-Dec)
~S$544,000

1PT Education Lead, 1FT Curriculum
Development and Delivery, 2FT
Product/Agile Coaches, 1PT Leadership
Coach, 1FT OCM Coach, 1PT SP, 1FT
Engineering Principal, 2 Apprentice Crew

AGCELERATE
XY

Remaining Pods Stood Up

Apply Learnings from Alignment
Rollout ~20 Pods (double-check #)
Ongoing CF Leadership Coaching
Ongoing Team-Level Maturity Checks
Continuous Improvement — OKRs

~4 Months (Dec-Mar)
$1.5M-S$3.5M

Investment completely dependent on
the balance of core team and pod
staffing. Rate structure included in SOW
and accompanying documentation.

Details Regarding Activity Sequencing can be Found Here

EVOLVE

@
.

Increased Maturity, Cont. Improvement

Scale Back Team Support Team

Expand the Pod Model
Ongoing Team, Group & Enterprise Maturity

Ongoing
TBD - Monthly Run Rate ~

TBD



https://app.mural.co/t/threebridge6494/m/threebridge6494/1692358590390/05abeb749f64f95a44146d89dc7e69241a9f491d?sender=u45a19a52b5ed6b3974035839
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