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HEALTH ADVOCACY

STANDING WITH YOU
SO YOU ARE NOT ALONE
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INVESTMENT
HIGHLIGHTS

We are raising a SIM Seed Round on a
SAFE Note to launch our patient advocacy
platformin the US market

Market Trends

‘ + Consumer confusion and
ial anxief
Healthcare workforce
nd

HEALTH ADVOCACY

Assembled management te:
g with extensive industry
Gig work (with purpose)

Unpaid caregiving

advocate membership and
STANDING WITH YOU RO
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TRACTION

“lam so thankful for my advocate's help and saved thousands of dollars
across several bills . . . | will soon be medically debt free with her help,
which is a wonderful feeling!”

[ Membership ] Retention Rates E-learning Courses

the healthcare system and lack
* 435members « Premium: ~60 - 65% YTD orders = 393 (494 items awareness about advocate
* Premium/Basic: 70% / 30% * Directory-listed: ~90 - 95% purchased)

+ Directory-listed (a subset of « Basic: ~30% (and 15% « Average value = $15/order availability
Premium) 0 upgrade to Premium) (including member
Healthcare costs are

A o i crushing for American
Premium: $289 (5259 renewal) Advocate Resources pgtwents

» Basic: $89 ($59 renewal)
* AverageLTV = $357 « Premium: 32months « Community forum
« Basic: 15 months « 100s of blog posts/content
for SEO

[ Revenue + Liveandrecorded events $195 billion

PROBLEM

Patients are overwhelmed &
uninformed on how to navigate

* $12K permonth -
 Membership dues: $7.500
+ Course fees  other: Balance

$10 billion

et
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System complexity leaves
consumers overwhelmed,
uncertain, and afraid.

Establish marketplace to
engage/convert >500
consumers

Develop 1-3 strategic
partnerships

Recruit / build out advocate
network and expand workforce

Establish a

basic data capture/analysis

Lack of awareness among
patients about how to find
and work with advocates
during their crisis

$27-78 billion

ufn\bra

HEALTH ADVOCACY

MISSION

To level the playing field for

PREPARED

consumers by connecting them with
the experts and resources they need
to navigate the healthcare system

successfully

WHY NOW

BY

Patients fed up with unsustainable healthcare costs and system
complexity PLUS burnt-out healthcare workforce are ready for flexible,

meaningful work

ARRAA

Fourinten US. adults
have delayed or skipped
medical care in the last
year due to cost.!
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Patients with lower
health insurance literacy

are more likely to avoid
care?

&

Half of all nurses are
considering leaving the
profession, and 17%
have aside gig*
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SOLUTION

Our Al automation will connect patients

with expert health advocates/navigators

and other resources to help them navigate

their healthcare journey and make both

stakeholders more efficient

* Tech-enabled platform

* Matching algorithm connects patients with professional advocates/
navigators and other clinical/financial resources

« Seamless integration of automation and human interaction

HOW IT WORKS
Our platform combines automation (matching algorithm, smart triage tools) and

human interaction to connect each patient to the right advocate

PREPARED
BY

COMPETITIVE LANDSCAPE
No other provider offers a marketplace that directly matches patients with

healthcare advocates or provides advocate training/vetting

ADDRESSABLE

MARKET

Patient advocacy sits at the
intersection of care and disease
management, patient
engagement, personalized
services, and wellness

SAM Meaithadvocate

$110B

Other professional
services (US)*

MARKETING STRATEGY
Initial go-to-market strategy to be focused on strategic partnerships

and advocate network

&=
p Network

+ Optimuzetne webste

+ Partnar win empion  Partnar wtn cucatons:
heatcars rovoers. o reans wanrope corweed
Recrut hesthcare wrkars denaty SO0

i nerease g e

VALUE PROPOSITION

We are an authoritative voice for consumers and advocates and a
catalyst for better healthcare outcomes

© Single platform for people who need healthcare assistance

Patient
navigates to
Umbra public site
(or white label
version), explains
problem (via
chat, call, online
form)
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Umbra
analyzes and
prices the
engagement
based on type
and complexity
of issue

Umbra
matches the accepts or
patient withan declines
advocate who engagement
has the right

expertise and

ability to serve

them

Advocates and
patients work
together to
address the
problem (which
can take days
or months)

Patient rates
experience and
Umbra captures
dataon final
case outcome

@ Guidance provided on the type of help that might be needed
© Partner with patients through their healthcare journey

© Net savings to all system payers (patients, employers,
at-risk providers, insurers)

@ Improved clinical and financial outcomes

© Benefits for professional advocates (network, training,
support, revenue)

Umbra

sase
soceties and groups that
serve target populations

« Recrult moms who have

skils and available
me theough companies
ke Tho ) and

+ Leveragerelationship with
Patient Advocate
Certification Board
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TARGET CUSTOMER

Our target customers are both patients in need of healthcare assistance and
healthcare advocates who can expertly guide them

Inacrisis (newly diagnosed,
rapid decline, recent accident
i bill) OR struggling

insurance approval)
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SOURCES & USES
Raising $1M(on a SAFE note)

Capital Raised USE OF FUNDS
To Date BREAKDOWN

$100K

from Founders

$400K

Marketing:
toexecute strategy.
develop strategic
partnerships, and increase
user engagement

ged or older,

thcare
background or personal
experience as a caregiver
Burnt out clinical,

$300K

Operations:
to recruit and retain key staff
(CTO, business development
acministrative) and build-out

operations

$300K

Technology:

to invest in further automation
and improve the user
experience

.
levels of membership

REVENUE MODEL

We are transitioning from a membership model

Current Model
(advocate revenue only)

to amarketplace model

Future Model #2
Future Model #1 (Umbra enables the transaction)

 Fees for transactions generated

(introductory/exploratory and
premium)
Course fees for professional
development and continuing
education for advocate
recertification

through Umbra for independent
healthcare advocates
Corporate membership fees
10 SUpPPOrt, tools, BAVOCacy from companies/providers/
Service fees (hourly. retainer. :vem::l empioy their own
or % of medical bill / medical i

expense savings from

individuals)

EXIT STRATEGY

We envision an exit through acquisition
by a digital health provider, platform,

or payer

'J H:;tlclgcare Sun Life

HealthAdvocate D Teleh

Optum

PREPARED
BY

MILESTONES
Our goals for the next 12-18 months focus on strategic growth in patient
engagement, patient numbers, and our professional advocate network

022023 032023 042023 012024
L L J L] 2] L] @ L J
Improve patient
Grow network Execute and
of professional amplify marketing
advocates plan, secure 3
partnerships

Prove patient Invest in acditional
engagement unit automationand
economics technology

TEAM
Seasoned industry veterans with healthcare, marketing, content creation,
and patient advocacy expertise

Deb Gordon | Co-founder & CEO Dena Feingold | Co-founder & COO
Sets overall vision and strategy of Leads advocate engagement/community/
the company support/training.

Former CEO, Voxent (technoiogy and data services for Board-certified patient acvocate (formerty n incependent practice
1eproduCtive health providers) + Former heatth ecucator, Cgne and Kronos Bometrc SCroening Sena
"'3:‘"'«"‘ atNetwork Hoalth/Tufts Health +  Founder and former Managing Director and content producer of
ah) Famiy Channel
Former Managing Ecitor, Amencan Fitness Magazine

= st : . tees, Nationsi Organczation for Rare Disorders (NORD). the Rare
Forbaacoom conpbde (et RS Action Network of Caifornia, the Gaucher Community Alance. and the
JAMA Network Open) Patient Advocate Certification Board

Aspeninstitute Heaith nnovators Fellow and Exsenhower Feliow
MBA with Gistinction, Harvard Business Schooi; BA in bioethics.
Brown Unwversity

. e in Patient Advocacy with distinction, LUC)
- BA Cronkite School of Journaliem at Arizona State Unwversity

f'\
umbra




umbra

HEALTH ADVOCACY

Thank You!
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