CARROI

Carrot MarketView™

Consumer-Driven Growth

MarketView™ Growth provides unique micro-segments customized for your service area,
enabling better prioritization and targeting. With MarketView Growth, you can utilize consumer
data and analytics to optimize new member acquisition and retention for your health plan.
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Drive the right content to the right member prospects
Carrot Health models provide a response rate lift from the top 3
to the bottom 3 deciles.

Identify prospects who are most likely to join your plan.
of MarketView Growth customers’ new AEP sales came from the
top 2 deciles of our “Likely2 Be Your Member” predictive model.

Target current members who are most likely to terminate or switch.

Our models identify members who are more

likely to disenroll—allowing plans to intercede before
it's too late.

Find best-fit members and generate sustainable
growth. MarketView Growth customers saw an average
net member growth of ,Vs. 1.7% previously—
while the competition experienced a net loss of -2.7%.




2019 Carrot MarketView™ Results vs. National Models

Response Rate Lift: New AEP Sales Lift:
Top 3 vs. Bottom 3 Deciles Top 3 vs. Bottom 3 Deciles

Carrot Health Models 4.69% “

No Models (Random 1.00x 1.00x

Gain a Deep Understanding of Prospects in Your Market

MarketView Growth delivers deep insights that increase engagement, acquisition, and retention.
MarketView Growth shows you localized, custom consumer segments built from Carrot Health's
repository of demographic, psychographic, and social determinants of health data. With this
information, your team can drive micro-targeted campaign design and messaging.

v Inform creative design: Detailed consumer personas based on 5,000 consumer
variables, machine learning, and modeling specific to your market

v Refine your marketing approach: Consumer survey data that shows you the underlying
motivations of buyers and switchers

v Improve outreach efficiency: Channel preference data for each individual

v Increase campaign performance: Localized segmentation models that are 30%+ more
accurate one-size-fits-all national models
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Measure campaign performance and efficacy with automated reporting

Evaluate campaign performance in real-time with MarketView™
dashboards and reporting

Integrate list generation with CRM data, monthly
membership/eligibility files, and other data for more accurate attribution

ldentify which
segments of the population are driving your growth
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Targeting Households vs. Individuals ~ Targeting Indv: Response Rate Targeting HH: Response Rate Lead to Member Conversion Rate Cost per Target
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New Membership Reporting and Retention

As prospects convert to new members, refine your campaign strategy based on dashboards
that highlight sales performance, channel distribution, membership by sub-market, and

product mix.
v Optimize sales channels: Quickly assess where new members are coming from

v" Analyze campaign results: Evaluate growth trajectory through overall product sales
and terminations

v Refine your strategy: Identify insights based on product-mix, sub-markets,
demographics, and channel distribution
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To learn more about Carrot Health:
Please visit www.carrothealth.com

Or call us at 612-208-1705




