&’ [heAcademy

Scaling Premium Care Models in an Era

of Consumer Choice
April 8th, 2026

© The Health Management Academy



Speakers

Kelly Brennan

Chief Operating Officer

University of California - Irvine

Susan Samueli Integrative Health Institute

Andrew Moleski
Director of Administration and Business Development
University Hospitals, UH Premier Services

Aasim Saeed MD-MPA
CEO and Founder
Amenities Health

b"TheAcademy © The Health Management Academy



Agenda

-- The Premium Healthcare Market Opportunity

EE UH Premier Services at UH Hospitals

ENE UCIrvine Health Susan Samueli Integrative Health Institute
202, Panel discussion

b’TheAcademy © The Health Management Academy



Health systems are facing immense financial pressure.
Traditional strategy and tactics won't make up the shortfall

$32

Projected lost revenue in
2026 by health systems,

& L.
AN / \

Size of ‘Premium HC’
market in 2025; includes

concierge, longevity, OOP
diagnostics, and

from Medicaid cuts in the

One Big Beautiful Bill

(~$53M per system) wearables; >10%

CAGR
Impending Medicaid Commercial Volume Missed Opportunity in
Losses Dictates Margin Premium Market
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High Demand Premium Healthcare Services

Concierge

&

Timely access,
unrushed appts

1.83,500+ annual
2.Physician cell #
3.Highly fragmented

Adv. Testing

]

Beyond annual
labs

1.100+ labs

2.DEXA / Body Comp

3.Gut Biome

4.Genetics

5.VO2 Max, Grip
Strength, etc.

6.Whole-body CT/MRI
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Wearable Data

Real-time inputs

1.HR / Variability
2.EKG

3.Steps / Activity
4.Sleep / Recovery
5.02 sat

Care Models

Live better, longer

1.Longevity*
2.Integrative Care
3.Functional Medicine

* see next
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Scope: Identifying the right level of longevity services for your system

Lifestyle

Time to plan with
patients

1.Nutrition

2. Activity

3.Sleep

4.Mental Health
5.0besity Medicine

Assessments

]

Modern testing &
ENENAES

1.Advanced labs
2.DEXA / Body Comp
3.Gut Biome
4.Genetics
5.Wearable Data
6.V02 Max, Grip
Strength, etc.
7.Whole-body Scan
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Therapies

O

Wellness
interventions

1.Hot/Cold Plunges
2.Red Light Therapy
3.Infrared Sauna
4.Hyperbarics
5.0zone
6.Compression
7.PEMF therapy
8.1V therapy

Meds+

New-age
treatments

1.Vitamins
2.Supplements
3.GLP-1s

4. Rapamycin
5.Metformin

6.NADH

7.Advanced Peptides




Poll Question #1

1. How developed are your premium care services?
Select all that apply
a. We have implemented 1 or more
b. We are actively scoping a new offering
c. We are curious and passively exploring options
d. We are not considering premium care models at this time

& ThéAcademy
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Poll Question #2

2. What type of premium program(s) have been most desirable for your system?
Select all that apply

a.

b.

& ThéAcademy

Executive Health (advanced one-day testing)

Concierge Medicine (membership-based, enhanced access)
Direct Primary Care (membership, no insurance)

Longevity Medicine (cash-based longevity services)
Integrative Care (whole-person mind-body-spirit)

Functional Medicine (genetic/lifestyle root-cause analysis)

Direct to Consumer Testing (MRI, cancer screenings)

Virtual Primary Care (virtual-only primary care)
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Opportunity: National patient research reveal a consistent, strong
preference for key features of Concierge Medicine

50%

Among most important aspects, key strengths of

Wholistens concierge medicine rise to the top:
o m A provider who listens
o m A consistent provider
2 m Feeling unrushed with a provider
D m A provider with timely appointments
E ConsESH PSS izea toTE I, m Personalized care _ .
I m A whole-person trained provider
g- 20% gree(\j/emngggl?/?/g‘llennetss Timely/appts
> o W . Messaging should focus on finding your doctor for
L2 wan life / finding “Dr. Right”:
10% Mens/Womenslhealth Longevty m  One who knows you, listens and doesn’t rush
Nutition support T through your time _togethe_r
MESCEESS Acupuncture m  One who personalizes their care plan to you
o —— L - = pron m  One who's available when you need them

How difficult is this?
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Segmentation: Patient self-reported preference demonstrates
opportunity to tailor offerings for multiple patient segments

When considering a concierge membership, would a focus on any of the following topics make the membership more appealing?

B No [ More appealing

100%
75%
50%
25%
0%
Women's or Mental Health  Longevity Fam Mgmt Pain Functional Chronic Weight Loss Integrative Sports
Men's Health Management Med Disease Mgmt Care Performance
Terry (35 M), the “Proud- Hannah (28 F), the Jason (42 M), the “Wannabe
in-Progress” “Pregnancy Planner” Fitness Enthusiast”
e Mild and moderate depression e Birth control, family planning e Weight loss medication mgmt
e General anxiety disorder e Amenorrhea, dysmenorrheaq, etc. e Nutrition & behavior counseling
e Substance use disorder e Perimenopause e Bariatric evaluation (as needed)
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Demand: Patient’s previous history with premium services reveals up to
1 in 4 are already purchasing multiple membership types

Have you purchased a premium healthcare membership?

- No, but would consider it [ Yes, inthe past [ Yes, currently

100%

80%

60%

40%

20%

0%
Wearable Premium Longevity Functional Executive  One Medical  Concierge Advanced  Personalized DPC
Device Transport Medicine Labs Medicine
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The Premium Healthcare Market strengths: (1) luxury branding, (2)
upgraded consumer experience, and (3) modern tech-enabled services

. =R w— X GO @ Ows  hemenmw

OURA

Oura Ring @

Sleeker.
Smarter.

| Starting at $349
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Functional
medicine that

solves the root
cause

The ultimate longevity and
healthspan membership

SR

Starting at $10,500

holistic
health
code+

Not just better healthcare,
better outcomes.

‘cnstic Hoaith Code Iz o lead)

$1590 semi-annual
$275 x 6 mo

I "

il lll‘h“ m
Act now, live longer
-
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University Hospitals (UH) Ungny

Hospitals
Northeast Ohio

System Overview - Scale and Reach

Unique patients/yr Outpatient visits
1M+ 12M+
- Designations
s rE e Market position NCI & NCCN Cancer Center, leading
Flagship beds 1,000 Service area 16 counties pediatric hospital
Hospitals 18 PSA mkt share 25-40% Affiliations
Case Western Reserve University
Centers & outpatient 50+ Payer mix (govt) 60% School of Medicine, NEOMED, Oxford
University, Technion
Physician offices 200 Recent M&A Lake Health (‘20)
) Strategic priorities
Providers 5,647 Primary care, complex speciality,
) research, digital innovation,
EHR Epic philanthropy
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UH Select - Concierge & premium care Ungity

Hospitals
Membership-based primary care - est. 2016

Current members Patient retention

3,800+ 90-95%
Program model Value proposition and growth
Panel size 400-500 Annual physical + labs Included
Service delivery 18 Nutrition / exercise consult Optional
Tiers 50+ Marketing Community pub., radio, social
Physician group 200 2026 expansion Westlake loc. & +2 phys.
Profitability: 25% of net income is contributed to the Price vs market Lower entry point
broader UHMP group Target markets Akron, W. Cayahoga

Key challenges: Managing expansion growth and a larger practice footprint, integration with the Executive Health program
Feedback: Overwhelmingly positive patient feedback through surveys
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UH Select - Concierge & premium care University

Hospitals
< c 25 uhhospitals.org/services/uh-select Q W ® O &< o Work Relaunch to update } KEY FEATURES:
Schedule an appointment today . call to Schedule: (866) 806-7496 [% schedule Online A
Annual physical exam
niversity Hospitals i i A 3 UHMyChart earch Fi i
- Covma S bucies, Seriows: Joation, Fntall N | Blimigow | W |Uswens E Including bloodwork+
UH Select Long-lasting relationship

Individualized care
Coordination w/ specialists
Same- or next-day appts
24/7 access to pt navigator
Direct email of physicians
Nutrition consults

Fitness evaluation
Massage therapy
Acupuncture

Frequently Asked Questions Locations Meet the Team

A / Services / UH Select

UH Select: A Personalized
Approach to Primary Care

UH Select is a membership-based concierge program that offers highly
personalized primary and premium healthcare services to patients in a
high-touch practice environment. Annual membership fees allow UH
Select doctors to limit the size of their practice and provide each patient
with dedicated attention and enhanced health services.

“ Welcoming New Patients

UH Select is open to individuals 3 years of age and older. To learn ;w'..
more or become a UH Select member, call (440) 508-1686 to “Hog |
schedule a meet-and-greet with one of our providers. ‘ il C.
[S - — L J 4
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University of California Irvine Health (UCI Health)

Southern California

System Overview - Scale and Reach

Infrastructure
Total beds
Hospitals
Locations
Physician
Providers

EHR

459 = 1400+
1=7

80+

1,200

2,000

Epic

Market position

Service area Orange County+

PSA mkt share 20-30%
Payer mix (govt) 60-70%
Recent M&A 4 Tenet Hosp.

Designations

Level | trauma center, National Cancer
Institute-designated comprehensive
cancer center, regional burn center,
high-risk perinatal-neonatal service

Affiliations
UCIrvine (schools of medicine,
nursing, pharmacy, public health, etc.)

Strategic priorities
Expansion, integration, specialty care
(cancer, neurosciences, integrative)

¢’ TheAcademy
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UCI Health - Susan Samueli Integrative Health Institute

Integrative Care Concierge Memberships - est. 2019

Program model Value proposition and growth
Add. Integrative Care PT, OMT, Weight mgmt, AMC + Integrative Care
Services Psychotherapy, Massage, Marketing Newsletter, Referrals
Neuropsychology, Nutrition,
Mindfulness, Biofeedback, 2026 expansion $1,000/yr Virtual Care Tier
Acupuncture, Tai Chi, etc. Price vs market Lower entry point
Payment models Membership, packages, pay- _ i
as-you-go Target markets CA-wide offering

Mission: To transform healthcare through the practice of integrative health by conducting rigorous research, promoting
evidence-informed treatment modalities, educating the public on wellbeing practices, providing individualized, patient-
centered clinical care and providing services to the community that focus on obtaining optimal health.
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UCI SSIHI - Integrative Concierge Care

& > G 2% ssihiconcierge.plusamenities.com * O O @ @ work  Relaunch to update : KEY FE ATURES:

erate oot meire. @ Direct access to physician

Flexible appointments

Extended visit times
Personalized care plan
Consistent hc partner
Body comp analysis
Nutrition consultation
Health coach visits
Stress mgmt consultation
Massage therapy
Health/Wellness lectures

MEMBERSHIPS AREAS OF EXPERTISE ABOUT US MEET OUR TEAM @

—

thcare

membership as
_unique as you

Your health deserves more than one-size-fits-all. Get a tailored
care plan for your personal health journey

DISCOVER MEMBERSHIPS
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UCI SSIHI - 3 tiers of offering; virtual-only & executive health

€ 2 ° i " ' S0 0 0| = | D GRS VIRTUAL CARE TIER:
UcvineSuanSemuel @ M ANCASORGRERTC  AOUTUS  MEETOURTEAM ® $1,000 Jyear

Virtual care

Comprehensive assessment

Personalized labs & testing

Personalized care plan

Specialist coordination

MEMBERSHIPS.

Membership plans
starting at a month

lly designed around your unique needs, giving you tailored access to
support, and a partner in your long-term health

+ EXECUTIVE HEALTH TIER
$7,500/year
e Integrative concierge
e Full-day evaluation
e 20+ diagnostics and
Virtual Integrative Integrative Executive Health + assessments

Care Concierge Concierge

L s e Galleri MCED screening
e 1-on-1 insight review
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Poll Question #3

3. What are the challenge(s) with starting or scaling a premium care model at your institution?
Select all that apply

a. Asking patients to pay more conflicts with our mission

b. The risk that scaling concierge panels to achieve needed ROI
c. Unclear market demand or investment justification

d. Technical / Security challenges with DTC purchasing

e. Challenges with past programs

f.  Staffing, both physician and ancillary
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Scalability: 1 in 3 patients would purchase a $99/mo Concierge
Membership (S1B+ TAM); more in comm., wealthy, young, AMC patients

Would you purchase this monthly $99/mo Concierge Primary Care Membership?

M Never W Notyet M Yes

100%

75%

50%

25%

0%

All Adults Chronic (Pain, GI, Commercial Insurance High Income ($150K+)  Young (18-45yo) UTSW patients
CKD, Al)

Representative 6.2M 2.2M 3.7M 1.2M 31M 2.4M
population : (36%) (60%) (20%) (50%) (39%)
TAM* $1.2B $432M $774M $304M $803M $786

* Estimates based on % affirmative respondents multiplied by $500 annual revenue in partnership with Amenities ‘full service’ memberships
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Tiered Offerings: 1 in 4 patients would purchase $249/mo Longevity
Membership (S1B+ TAM), more in comm., wealthy, AMC patients

Would you purchase this monthly $249/mo Concierge Longevity Membership?

B Never [ Notyet [l Yes

100

75

50

25
0
All Adults Chronic (Pain, GI, CKD, Al)  Commercial Insurance High Income ($150K+) Young (18-45y0) uTtsw
Representative 6.2M 2.2M 3.7M 1.2M 31M 2.4M
population ’ (36%) (60%) (19%) (50%) (39%)
TAM* $1.3B $547M $11b $365M $971M $867M

* Estimates based on % affirmative respondents multiplied by $750 annual revenue in partnership with Amenities ‘full service’ memberships
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Getting Started: Health system options for entry to premium market

Investment, time-to-market, integration and scalability are key considerations when selecting the right path

&’ ThéAcademy
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PARTNER

Low Capital, High

Upside

1.White-label

2.Focus & expertise
3.Integration

4.Mutual upside & risk



Essentials: ‘Must have’ components of a competitive offering

Regardless of pathway, successful offerings must meet threshold of expectations for “premium”

1. A single physician who gets to you know you
deeply and is your doctor for years

sacredheartplus.amenitieshealth.com

“) Sacred Heart p&l&cxr‘ncnities Services Momberships/ Employers

2.60-min intake and 30-min follow-up
appointments so you never feel rushed

Patients want:

3.2 hours of same day availability and unlimited
messaging so you always have timely access

A healthcare
membership as

wuque as you.

Your health deserves more than one-size-fits=alll . ey ! ) 1 . A mOdern, elevated ecommerce Website that

Get a tailored care plan for your personal health journey matCheS -the premium you're demanding

2. Physicians hand-selected for their engaging
personality and modern knowledge base

Systems need:

3. An integrated experience that flows
seamlessly to downstream services
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Ideal Partnership: Nominal investment, uncapped upside

No FTEs, ‘already on’ integrations, downstream back to system and 50/50 revenue share

LOW LIFT COORDINATED ALIGNED INCENTIVES
Partner providers & Care coordinated with Unlimited revenue
support = no new staffing system specialists, UC, share for all
or FTEs; min ops impact and ED membership fees

API-networked EMR = Prescription fulfilled by Predictable, fixed
already sharing with local system annual fee based on

Epic, Oracle, Athenaq, etc. pharmacies 3rd party FMV

Partner specializes in go- Labs, diagnostics & Safe harbor protections
to-market for premium imaging at system from Stark, AKS, and

offerings testing centers CPOM
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