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Introduction

As the hospice market continues to become increasingly
competitive, having a dependable and diversified pool of referral
sources is vital for the success of any hospice program.

Of course, the best way to ensure a steady stream of referrals
is to consistently deliver quality service and brand excellence.

While there are many factors that make up the diverse aspects
of quality care, vendor relationships are one aspect at risk of
being overlooked. Your pharmacy benefit manager (PBM) and
pharmacy in particular serves a key role in the level of care
your hospice provides. A great partner will not only support
a competitive level of quality, but can also be leveraged to
reinforce referral sources by assisting your hospice to:

e Demonstrate quality patient experiences, with evidence.
¢ |ncrease influence and establish clinical expertise.

e (Generate business in new markets.

e Cultivate referral connections and a reputation for
excellence.

In the next four chapters, you'll learn how these tactics can
strengthen and expand your hospice referral base.

Build a Strong Base of Referral Sources
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Chapter 1

Demonstrate
Proven Results

Show, as well as tell, when it comes to quality of hospice care.

-



Know Your Audience

The majority of hospice referrals come from physicians and
hospitalists, making them the primary audience for your
efforts to expand your referral base. Put your experience with
this group to use by tailoring your approach to what appeals
most to them.

Throughout their schooling and practicing careers, physicians
have been educated through the review of case studies and
benchmarking data. They are primed to identify the best
option, and when hospice costs under Medicare are the same
for the patient, the best option is to choose the hospice that
stands out as the highest quality.

Hospices can tap into this familiar research and decision
method for physicians by demonstrating their services
through outcome-based statistics. Many hospices offer the
same essential services, and every hospice care provider will
say that their staff is highly trained and that their facilities or
care are top quality.

Being able to stand out means understanding which specific
details to connect to demonstrable results and data, and then
having the figures ready to prove it. For example, the efficiency
and timeliness of medication delivery is one area that can and
should be tracked by hospice as a proven outcome.




Be Prepared to Provide Evidence ONEPOINT PATIENT CARE BY THE NUMBERS

Any referral source, whether an oncologist or group-home Accuracy of
owner, wants to have confidence in their hospice of choice— medications:
particularly that the delivery of medications will be prompt
and reliable.

Medication is one of the areas of quality hospice care most

visible to the patient’s family, and availability and accuracy Turnaround time

i ted [ , which that the slightest . ! 1 1
is accepted as a given, which means that even the slightes of medications of deliveries

sent to patients madde Inh
for routine orders: under 4 hours

error stands out all the more. “Not having the ability to offer
prompt medication delivery would be devastating to our
referral sources,” says Ben Olson, VP Operations at Sage
Hospice.

While other hospices are all saying they have access to
prompt medication, your hospice should demonstrate actual

data surrounding delivery timeliness. Speed of urgent hours, minutes

Be prepared to answer: deliveries:

¢ What is the average delivery time of medications for a new STAT dellvery average
admission?

¢ \What is the average time of a STAT delivery?

¢ \\What are the days and hours for medication availability
and delivery?

A PBM and pharmacy partner can assist you with outlining
these proven results. Olson confirms, “We have been
fortunate enough to demonstrate with our pharmacy and
PBM's online application that our clinical team can promptly
admit and order needed medications.”

—Andy Kyler, RN, MBA, CEO of Care Partners

Demonstrate Proven Results




Share your expertise as a hospice leader to earn influence.




As the healthcare industry continues to expand to support an
aging population, healthcare professionals are eager to learn
more about proven and effective ways to care for geriatric and
terminally ill patients—and patients and their families depend
on them doing so.

Awareness of hospice is greater than ever, and more people
are opting for palliative and hospice care at end-of-life. As

a hospice care provider, the team at your facility has the
experience needed in a growing industry that is becoming
increasingly important.

By 2030, one in five Americans will be age 65 and older,

and the rising median age trend is only expected to continue.
Make the most of your specialized expertise and start building
your influence now, when the industry is poised to grow, by
sharing your experience-based knowledge with the larger
community of healthcare professionals.

Serving as a helpful source of information helps to establish
trust, and as more healthcare professionals turn to you and
your hospice as a trustworthy resource, your overall authority
in the industry will increase.
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Keep in mind that building trust and authority won't happen
overnight. One approach to jumpstarting efforts to become
an influential resource—and to reach a wider audience of
healthcare professionals—is through collaboration with another
health leader, such as your PBM and pharmacy provider.

Utilizing your PBM and pharmacy provider as an extension of
your resources is a great way to build your brand as an industry
leader. You could start by simply collaborating on education
materials and presentations that are of interest to your target
referral audiences.

“Prescribers in the community are eager to hear the most
up-to-date information on medications used to treat terminally
ill patients,” states Agnes Poore, Chief Clinical Officer of

Casa de la Luz. “Our PBM and pharmacy has been able to
partner with our team to provide impactful presentations

and materials to assist with educating our strategic referral
sources on palliative medicine, all the while further developing
our hospice's brand in the community.”

come a Clinical Resource



Chapter 3

Expand Into
New Markets

Look for opportunities to grow and reach more referral sources.




Navigate New Market Segments

While most referrals still come from hospitals and physicians,
there are now more opportunities for diversifying referral
sources, especially as public awareness of hospice and its
benefits grows. Unofficial referrals, such as those from senior
living facilities or religious leaders, can also play a significant
role in the decision to pursue hospice.

Additionally, seeking new referral sources could lead to
expanding into new markets—whether new geographic
areas or tapping into underserved segments.

As your hospice explores untapped markets and referral
sources, you must have the ability to adapt to the demands
of the market that present new opportunities for growth.

A PBM and pharmacy provider that is invested in a true
partnership will provide support for your hospice. First by
establishing the service-level requirements of any new market
or referral source your hospice brings on, and second by
working with your hospice to identify the best and most
efficient way to properly service the patients referred to your
hospice through the new source.

Partnering with a PBM and pharmacy that has the ability

to offer a comprehensive range of delivery services,
network pharmacy relationships, and sophisticated account
management will allow your hospice to successfully execute
against the expectations of your referral source, no matter
the origin.

BALANCE PATIENT PRIMARY DIAGNOSIS RATIOS

Example hospice before and after launching a targeted
campaign to reach new referral sources to increase
specific patient diagnoses mix.

Before
Campaign

Cerebral
Degeneration
35%

After
Campaign

Cerebral
Degeneration
25%

Expand Into New Markets




Cultivate a reliable connection for ongoing referrals.
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While serving your patients with the highest level of care is
something you've already mastered, a referral source doesn't
get to see how your hospice performs day-to-day. Because of
this, building a lasting relationship with a foundation of trust
will take time.

It's important to keep communication open with referral
sources. Health professionals receive a lot of pitches that are
burdens on their time, and they are sure to be sensitive to
facilities that only reach out when they need something or
when it's time to sell. Let the referrer know you're there as

a resource for them, then follow through by being available
and ready to assist them—on their terms.

When a high level of quality care is considered standard or
expected, seeking ways to over deliver is key to being
memorable and winning more referrals. Referral sources are
most likely to remember the outlier experiences—the very
best as well as the very worst. Something as simple as a
delayed medication can very quickly become a negative
memory. Choose the pharmacy that will help you be the
healthcare hero by standing out as an extraordinary care
provider for the patient

By choosing high-quality vendors, you may also be opening
up opportunities for providing additional services that increase
the value of working with your hospice, which will benefit
your patients, staff, and referral relationships alike. For Casa
de la Luz, new programming has made a difference. Poore
shares, “Through our partnership with our pharmacy we
have been able to further engage the community through
clinical education sessions.”

Nurturé
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Lead With a Reputation

WHAT'S THE VALUE OF A REFERRAL?

‘
DAYS X $1 93

length PER DAY
of stay

(LOS)

= $11,580

LOSING EVEN ONE REFERRAL COULD
IMPACT YOUR BOTTOM LINE.

Nurture Referral Relationships 13




Even as the hospice industry evolves, reliable referrals will
remain a key component of overall success for any hospice
program.

Whether you're looking to expand your reach or to enrich and
engage the referral relationships your hospice has already, it's
important to be aware of these opportunities to strengthen
your referral base—starting with your vendor connections.

Choosing the right PBM and pharmacy means selecting a
partner to serve as an extension of your team—one that

is invested in the success of your hospice program and
supports the level of quality care that will make your hospice
memorable and referral-worthy.







