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a-Cobalt

Benefits Group

Three Brands. One Mission. OUR VISION

$ V¥ BlueBenefit

Administrators of Massachusetts

Blue Benefit Administrators of
Massachusetts (BBA) is a TPA
for self-funded health plans
and wholly owned subsidiary
of Blue Cross Blue Shield of
Massachusetts.

+VCBABIlue

Comprehensive Benefits
Administrators (CBA Blue) is a
TPA for self-funded health
plans and wholly owned
subsidiary of Blue Cross Blue
Shield of Vermont.

arebpa

Employee Benefit Plan
Administration (EBPA) offers
self-funded health plans,
dental plans, and ancillary
solutions.

To be the foremost advocate for clients,

brokers, and employees — setting the

standard for value within the third-party
administrator market.

A

OUR MISSION

Optimize member health and experience

by delivering cost-effective, tailor-made

benefit programs through a data-driven
and service-oriented approach.

a=JoinHealth

a Cobalt solution




Introductions

Sydnie Goltz Jorie Stavropoulos
Product Manager Strategic Account
Cobalt Benefits Manager

Group Pelago



Better Care, Smarter Spend

Unlock how high-quality care, smart
cost-containment, and meaningful engagement
strategies come together to elevate the member

experience—and strengthen your bottom line.

Value of our partnerships

Simplified Integration Secure Data-Sharing
E o2,
d T
Easy Contracting and Marketing and

Claims Billing Engagement
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The hidden crisis in the workplace

48M

re living with a clin
Sbt U Disorder

2|n10

Employ eed SUD ¢

Receive treatment



https://www.samhsa.gov/data/sites/default/files/reports/rpt47095/National%20Report/National%20Report/2023-nsduh-annual-national.pdf
https://public4.pagefreezer.com/browse/SAMHSA/17-01-2025T20:18/https:/www.samhsa.gov/newsroom/press-announcements/20230104/samhsa-announces-nsduh-results-detailing-mental-illness-substance-use-levels-2021

Substance use is a chronic disease
and the biggest unaddressed driver
of high-cost claims

On average, a person with SUD has 2+ other
# chronic conditions, which are often
unmanaged

SUD is a cost multiplier for top drivers of
||| employer health spend, including diabetes,

heart disease, and cancer
(tobacco and alcohol are the #1 and #3 causes of cancer?*4)

Employees with SUD incur $15.6K more in
annual medical spend than those without SUD,

driven largely by chronic conditions, emergency

care, hospitalizations, and behavioral health

Average annual medical spend for
employees with SUD vs without!

$26,051
—— 25k
2.5X o
higher spend
— 15k
$10,405
- — 10

Without SUD With SUD



Why up to 90%+ struggle in silence

The fg_w who do seek help are often routed to

Fears being recognized in an in- Can’t afford dedicated Thinks treatment is only for SUD not identified by her
person program substance use care those readyto quit company’s EAP

7

Unsure where to turn Nearest clinic is 50 miles away

Can't take time off for in-patient
treatment

Help unavailable under her
parent’s benefits plan




Building awareness and engagement through stigma-free
communications

Real-life tips

for when things )

feel off Every “someday”
begins with a story.

Judgment-free, ongoing
outreach to members in their
moment of need, using
Pelago’s best-in-class
engagement strategy.

s e G e e S—

o Precision marketing to
identify risk segments

Change is hard.
Pelago makes
it easier.

o Low stakes,
destigmatizing
messaging to engage
curiosity

I waind S ¢ arv. wa po

SAMPLE CHANNELS =3

. Pelago chan‘nels: Mailers, ‘ TZZ‘,:";TSTI. SOBER . Omni-channel approach
emails, landing pages, webinars s OGTOBER, . i ! )
o ety ot Do YOUR WAY P aligned with stages of
; : | L= = behavioral change
¢ Client channels: In-office ’ A S Somedey stories g
. Yook, thpe, and e e 5 S S s - from our members
displays, newsletters, ERGs geldunca = filopSrllai
play R T — ™) -
A P i st e -t o oo,

e Partner referrals o -



Implementation Timeline

60-90 Day Timeline

Implementation B Go-Live

il

4 Contracting

Communications Plan

»  Implementation R ) -»  Registration page live

overview meeting 2026 communications campaign

Complete whitelisting with IT »  Launch announcement

-»  Communications Pelago asset toolkit

discovery -  Pelago marketing

launch

-»  Eligible lives state Technical Setup

breakout Testing and setup for data feeds -  Transition to Client

Complete billing setup Success Manager

-  Medical + Rx data . .
Pelago registration page setup

requirements

>  Claims billing

: Partner Training & Referrals
requirements

Contacts for referrals
Medication fulfillment details
Pelago program training for partners




Built on real-world insights and Led by 40+ years of combined experience
independently validated results

Shaped by academic and clinical expertise, with outcomes

—
——

backed by 15 peer-reviewed publications =)
/2
Pelago was created to close gaps in traditional :
& hes to SUD treat gt P Dr. Suzette Glasner Dr. Justin Yang
approaches to reatment. Chief Scientific Officer Medical Director
o Continuous, flexible access rather than infrequent visits
o A virtual model designed for privacy, accessibility, and . .
8 privacy Y Recognized and accredited by
adherence
« Evidence-based protocols that adapt to a range of 7 25\ F N Joint Commiss
member goals {(gg))y World Health £ 72, oo Sopmeser
‘*’; 575 Orgirumnun 2 g otvprovar
 Integrated clinical + behavioral + coaching support St
PETERSON
|| HEALTH
TECHNOLOGY




Aon Cost Effectiveness
Measurement AON

Difference-in-differences analysis:
Pelago vs matched controls

Independent actuarial analysis validating Pelago’s

a  $6,000
. . wn
medical cost impact £ 54000
[=]
§ $2,000
e 1132 Pelago participants with continuous eligibility g Baseline 311,829
between 2021-2024 °§ 2,000 i
. 3,396 matched controls from our multi-employer g 4000 ;
benchmark population S 86000
2 4 6 8 10 12
. Data source: employer-sponsored health plan leilis
medical claims (pre/post, matched controls)
Where Savings Occur (PMPY)
High-Cost Members (top 10%) $88K
$111829 3+ Comorbidities m
Medical cost reduction per participant w«« TS

Cardiovascular Conditions $44k



Pelago makes it
easy!

3
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Bill through claims

Quick 8-12 week implementation

Purchase through Cobalt
relationship

Budget within medical or RX

Launch anytime of the year



Appendix




Pelago Testimonial - Southern Company



http://drive.google.com/file/d/1VuRGXeRG9VaycURf2DgzUVZRH8ShPpzr/view

Q&A

To get started, contact your Cobalt Benefits
Group Account Executive today!

Scan the QR code for more details or
to download the resource.
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https://www.cobaltbenefitsgroup.com/wp-content/uploads/2026/01/Pelago_JoinHealth-One-Pager-12.2025.pdf
https://www.cobaltbenefitsgroup.com/wp-content/uploads/2026/01/Pelago_JoinHealth-One-Pager-12.2025.pdf
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