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| WE'VE DONE JOBS LIKE YOURS BEFORE
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| THINGS YOU'VE SHARED

« (Likely) Merging amainsure and medplusadvantage .coms for Dec. 2019 relaunch
- Three year "vision plan" to upgrade functionality and user service tools

- Scaling target audiences from 1IMM to SMM (!)

- Experience, Education and Acquisition are key success metrics

- Working from a thin set of existing inputs (i.e., personas, UX flows, site data, etc.)

- Flexibility and interoperability with technology and teams is vital

- Responsive, mobile first (of course)



NINE THINGS

WE'D ADDRESS




| PROBLEM: YOUR VISITORS ARE UNIQUE, YET YOUR EXPERIENCE IS NOT

AVSE NEURANCE

Products Tailored For Physicians
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GETTING READY TO RETIRE?

Top Considerations Ahead ¢
Physicians
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® No personal connection

® Hard to see what matters to me

® Content lacks relevance




® Get personal with personas

® Map personas against the customer
journey for content relevancy

® Build a backend to support
personalization efforts that give
unique experiences
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| T3 APPROACH: SET FOUNDATION FOR PERSONALIZATION
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| PROBLEM: DIFFICULT TO ASSESS SITE'S STRUCTURE, PATH THROUGH IT
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| T3 APPROACH: RESHAPE SITE ARCHITECTURE

® Create dedicated pathways for
customers, known and unknown
prospects

® Streamline volume of content; recraft
to encourage exploration

® Have a migration and rebranding plan
for all sites, beforehand
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| PROBLEM: UNDERSELLING YOUR BEST VALUE PROP

AMAS INSURANCE

Why AMA Insurance?
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m *December 5, 2018 Forrester Report: Make It Clear Why Prospects Should Insure With You

Indistinctive in a crowded space

Powerpointing vs. humanizing

"Why" buried in text or video; no hook



| T3 APPROACH: RECRAFT AND REVALIDATE VALUE PROP
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® Enhance presentation of value prop, e il
then test versions 0
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Bringing community
to your commute.
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| PROBLEM: YOUR CONTENT MARKETING ISN'T WORKING HARD ENOUGH

ANl Filter by Cotegary
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| T3 APPROACH: "POPCORN" YOUR CONTENT I ————

THERES NOTHING
I SAUTTIONAL

® Sprinkle your content marketing " PEGA é;:::t:.f

throughout the site and internet

® Create a mixture of content types for = =eme-
the various types and generations of
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| T3 APPROACH: POPCORNING AS TRAFFIC DRIVER (UPS)

P UPS O O UPS
Ul What axectly concams eyacutives abaut thelr compar 23' supplvy
chains? Find out hare.




| T3 APPROACH: POPCORNING AS TRAFFIC DRIVER (UPS)

Building An Airtight Hezlthcare
Supply Chain Stategy:
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| PROBLEM: LONG FORMS AND QUIZZES MAY DETER VS ATTRACT
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Long, complex forms turn otherwise
interested customers away

Quizzes are lengthy and often go
unused

Some calculators link out, causing user
confusion and a loss of brand equity



| T3 APPROACH: CREATE VALUABLE, ENGAGING EXPERIENCES Smun | ETED g

® Build digital touchpoints that provide
more value than just a recommended
coverage answer, give them a better
experience and the next step

® Inject personality and context to
existing calculators and quizzes to
build engagement

® Utilize ideation sessions to

discover new opportunities for tools
to benefits users

0/ increase in
Qintent to quote




| PROBLEM: INCONSISTENT DESIGN SYSTEM

® Mixed styles across the site, causing
confusion as they move from page
to page, especially between systems

® The current system is in need of
ownership across a crowded
competitive landscape

® Inconsistency in linking patterns,
type treatments, iconography,
buttons, etc. can undermine brand
consistency
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| T3 APPROACH: REFRESH AND GOVERN YOUR DESIGN SYSTEM

® Create a brand style guide to govern O
all digital platforms I e B ——
® |Incorporate micro interactions and = ==
. . . — LOREM 1PSUM =
animations that increase user : .f.ﬁfili.«.. . =
engagement o R - e .
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® Follow Material Theming principles
to establish customized components
that are (re)usable and functional

EHE
I 233
2 j
' 'R

e
— -
® Develop code library for reuse 0occe® !
v d
-—a

enterprise



| PROBLEM: ASSETS CAUSE LONGER THAN EXPECTED PAGE LOADS
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| T3 APPROACH: LOOK TO MINIMIZE JS ASSET SIZES AND OPTIMIZE MARKUP/IMPORTS

v b T oanar LR )

Decrease page load times:
® Analyze imported libraries and minify
files, import libraries with only the
JavaScript needed

Optimize and modernize markup
Remove potentially unneeded IFrames
® Optimize images for size and format




| PROBLEM: IT'S HARD TO FIND & SEE YOU

1. FINDABILITY 2. ACCESSIBILITY 3. COMPLIANCE (?)
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® SEO best practices aren’t being followed
— ® Design and backend are not ADA compliant
—— ® Tools may be breaking HIPPA rules



| T3 APPROACH: HAVE AN SEO STRATEGY

A full SEO assessment
including keyword research,
meta improvements and a tech
scrub

Properly format every page,
every tag and every
description for SEO

Strengthen content and copy
to increase on-page times

Consider Accelerated Mobile
Pages

TACTIC CURRENT RECOMMENDED APPROACH
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| T3 APPROACH: BECOME ADA COMPLIANT

A full ADA assessment including backend,
metadata and frontend design

Strengthen content and designs to include
AA standards

Create test plan for every page for AA ADA
compliance

Make sure all of your tools are HIPPA
compliant

Reuse of ADA-compliant code library lowers
overall effort

Semantic markup and ADA go hand-in-hand
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| PROBLEM: CONTENT AND EXPERIENCE PERFORMANGE CAN DECAY OVER TIME

® User expectations change over time AMAR INSURANCE

L R ' Warde 1 “am e M

resulting in decaying site performance
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| T3 APPROACH: CREATE TEST & LEARN WITH MEASUREMENT PLAN

0GSM
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® Develop and align on OGSM
framework aligning business
objectives to strategies and metrics

® Develop robust Test & Learn Plan at - S |
all levels from Business Strategy to — T e ) TR
element optimization MVT tests L || —— Jre— S —
® Create KPI Dashboards tracking
primary KPIs and supporting metrics N Wi

(0] increase in - N = — T
. Lk asd | - - | A5 Py S Wy -~ .
0 conversions YoY |s=— - | w — T I
- “ " P aaseddie A0 d ! LA ! AN . - ~a



| 0GSM

SECONDARY

STRATEGY METRICS SEGMENTS

Increase brand awareness for ® SEO Rank * Channel Referral
. . [} CPC (] Search Rank (Organic Search,
VlSl B”_lTY increased growth in market share and .
top of mind for prospects ® Impressions Yelp)
P prosp ’ ) Unique Reach ) Mobile
TRAFFl C Increase site traffic and ensure visitors [} Site Visits ° Bounce Rate ® WM.c.om
. . ) [} Landing Page
navigate to relevant features and [} Page Views ° Avg. Time on ) "
e . . R [} Mobile Traffic
content for a positive user experience. [} Media CTR Site .
[} Campaign Source

CONVERS'ON [} Online Order Volume

Acquire new customers, increase R [} Regions
sales and conversion rate for & Revenue ¢ Conversion [} Campaign Source
) [} Call Order Volume & Rate palg
increased revenue.
Revenue

[} Retention Lift

[} My Account
Retain customers and reduce costs by Enroliments ° Contact Us [} Tenure
increasing account enrollments and [} Account Service Requests [} Service Type
account service enroliments. Enrollments (Autopay, a [} Active/lnactive

Paperless, Autopay &
Paperless)




WEVE SOLVED PROBLEMS JUST LIKE YOURS.



HOW CAN WE REBOOT OUR INSURANGE EXPERIENGE
TO A STATE MORE READY FOR TODAY'S CONSUMERS?
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| DIGITAL TRANSFORMATION EVOLUTION

Static
One-size-fits-all
Cluttered

B - S—y

Dynamic
Personalized experience
Streamlined
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Data-driven
Real-time messaging
Contextually relevant



HOW CAN WE OPTIMIZE EXPERIENCES
T0 BE MORE CONSUMER RELEVANT AND RESONANT?

(OH, AND DRIVE ACQUISITION)



| UPS: REBOOTING LEAD GEN VIA CONTENT

BEFORE:

- Non-responsive

« Built with SEO handicaps

» Difficult to use CMS

- Broken lead-gen capture systems




| UPS: OUR PROCESS

1. HOUSECLEANING 2. LEAD WITH CONTENT 3. DEFINE THE SITE STRUCTURE 4. TEMPLATIZE IT
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A metadata framework drove consistency in A flexible content matrix (and a sharp creative A new sitemap prescribed order to the A style guide ensured that page elements
URL structure, title tags, meta-descriptions and team) allowed us to nimbly identify the best content, while wireframes outlined the new, remained consistent across the site and that
more, incorporating SEO and improving page content and keep tabs on content that needed content-first page layout. as the site grows that consistency is retained.

rank. brushing up.



| UPS: FINAL PRODUCT
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| UPS: EVOLVING THE DRIVERS

survey

Snapshot

P UPS UPS
UUEN  What axectly concarns eyacytives abaut thelr compan 23' supplv
chains? Fing out here.




| UPS: EVOLVING THE DRIVERS ("POPCORNING")

Building An Airtight Hezlthcare
Supply Chain Stategy:
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| RESULTS

- Mobile first + responsive

« Search optimized content & build
« Optimized for CRM (via Marketo)
- Improved handling of multi-media
- Improved lead capture

2.5X%
125%
3.3MM

41%

increase in
average time spent

increase in
qualified lead gens

unique visits
per year

site visits from
returning users






