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Consumers buy into genetic testing kits

The direct-to-consumer (DTC) genetic testing market is booming after getting off to a slow start
more than a decade ago. Millions of consumers are buying test kits and related services outside
of health care providers to learn more about their ancestry, genealogy or kinship, risks of
developing serious diseases and how lifestyle and nutrition affect their health.
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This explosive rise is reflected in financial projections for the DTC genetic-testing field. BIS
Research, a California-based global market intelligence and advisory firm, earlier this year
estimated that the global DTC genetic-testing market would reach $6.3 billion by 2028 with a
compound annual growth rate of 22.8% in the interim. If this projection holds true, the market will
have expanded nearly tenfold from since 2017.

And this growth isn’t coming solely from now well-known companies like 23andMe and
Ancestry.com. Last October, Mayo Clinic partnered with Helix, a DNA sequencing company, to
offer GeneGuide. The $150 testing kit sells provides healthy customers with insights related to
health and disease, such as analysis of disease-causing genes associated with different
hereditary conditions. Customers also get access to Mayo Clinic education modules and can
speak with its providers.

Recognizing expanding consumer interest in this area, Jefferson Health last year began offering
free optional genetic testing to its 30,000 employees in a collaboration with the DNA sequencing
firm Color Genomics.

This rapidly shifting market has many ramifications for hospitals and health systems, frontline
physicians and their patients as well as payers. It signals a need for greater consumer education
about the importance of analyzing and understanding DTC testing results, false positive results
and the need to validate results with testing in a medical-grade laboratory.

Providers play a key role here and also can help consumers to understand how the Food and
Drug Administration views DTC tests. The FDA’s website notes that it reviews DTC tests for
moderate- to high-risk medical purposes to determine the validity of test claims, while general
wellness or nonmedical DTC genetic tests are not reviewed.

In addition, studies assessing the accuracy levels of DTC genetic-test results and third-party
analyses are scant. In one small study published last year, Ambry Genetics — a lab certified to
do medical testing — examined 49 samples sent in by physicians whose patients had been told
that they had disease-causing mutations by third-party interpreters. Ambry found that 40% were
wrong.

Still, some experts say that certain types of DTC genetic accuracy have improved. Ellen Matloff,
president and CEO of My Gene Counsel, a digital health company that provides genetic
counseling information, recently told the American Journal of Managed Care that she believes
more insurance companies will be paying for DTC result verification through programs like hers.

Blue Shield of California already has begun providing confirmatory testing coverage for
23andMe’s FDA-approved test for insured persons who have a positive Ashkenazi Jewish BCRA
gene mutation finding (placing women at higher risk for breast, ovarian and other cancers at an
early age). Aetna also will cover confirmatory testing to those with positive BRCA1/BRCA
variants on the 23andMe test.

SET YOUR STRATEGY WITH HELP FROM AHA ANNUAL SURVEY DATABASE

The latest AHA Annual Survey Database™ includes new data points that will shed light on




hospitals' and health systems' moves to address social
determinants, population health and the changing payment
landscape. Now available for pre-order, the AHA's rich and
growing set of data empowers hospitals, health systems and
their business partners to discover new directions, set
strategies and plan actions for success in today’s evolving
health care landscape. The new release will include

information on:

Population Health/Social Determinants Strategies

« Remote patient monitoring

» Diabetes prevention programs

« Employment support services

« Supportive housing services

» Meal delivery services

« Non-emergency transportation to health services

Insurance

» Provider-owned health plans
» Hospital/system partnerships with insurers/health plan
« Self-administered employee health plans

Alternative Payment Models
« Bundled payment arrangements

- Payer type
- Medical/surgical conditions included

» Accountable care organizations (ACO)

- Degree of participation

- Payer type

- Proportion of patient revenue represented
- Degree of participation; and by payer type

Physician-Organization Arrangements

e Ownership share
« Organization of physician practices
» Proportion of primary care vs. specialty care physician practices

Facilities and Services

» Co-located specialty hospitals

« Air ambulance services

e On-campus/Off-campus emergency departments
o Outpatient clinical sites



NEED A DEAL ON MRI OR CT SCAN? GRAB A COUPON

If you needed any more proof that consumers are getting more
aggressive in finding ways to lower their health care costs,
look no further than the growing presence of Groupon and
MDsave in offering coupons and vouchers for health care
tests.

Groupon discounts have been turning up in Atlanta, Oklahoma
and California for various lung, heart and full-body scans, according to a recent Kaiser Health
News report. Groupon also offers discount coupons for expectant parents who want ultrasounds
as “fetal memories” keepsakes.

MDsave sells vouchers that are good at more than 250 hospitals across the country for anything
from MRIs to back surgery. A company official says they’re merely applying e-commerce and
engineering concepts that have been applied in other field outside of health care.

The coupon concept for discount health tests isn’t new. It's been tried before. But the growing
breadth of offers and apparent willingness of consumers to seek out these deals speaks to the
rising tide of consumerism in health care and patients finding ways to combat rising out-of-pocket
costs.

We want to hear from you! Please send your feedback to Bob Kehoe at rkehoe@aha.org.
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