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Outline/Agenda

Learn how to identify patient needs and motivations across segments that
transcend demographics.

Review consumer health and
wellness research findings
Share how these insights have
inspired OhioHealth

@ Open floor for Q&A discussion

Get real world examples of marketing and digital engagement strategies
that engage today's patients on their terms.

Let’s discuss and share. All attendees will get a free digital copy of the full
consumer health and wellness study.
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Consumer Health and Wellhess Research
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Research Methodology

o Partnered with an independent research firm
e 1,859 Health & Wellness Consumers providing a 2.2% margin of error at 95% confidence level

e JTo discover...

How Consumers What Consumers How Consumers feel
think about want in a brand about their health &
brands relationship well-being
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Key Insights

Consumer > Demographics A wellness wake-up call —
We don’t all have to be Patagonia to draw the audience
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The Four Consumer Segments
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Four Segments Differentiated by Needs

Consumers vary in the types of connection they seek with brands, how they wish to engage

with brands, and what roles brands play in their lives.

Dismissives
Disinterested in brand
relationships

Solution-Focused
Want brands to make their
lives better

Dismissives

22.8%

Solution-Focused

Self-Focused

23.8%

28.7%

Mission-Focused

24.7%

Self-Focused
Want brands to pay
attention to who they are

Mission-Focused

Want brands to have a

compelling mission they
can participate in
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A Note On Demographics

While there were no material differences between segments in the areas of education level, household
income, or the type of community where they live, there are a few notable generational differences.

Segments by Generation

B Sel-Focused [ Mission-Focused [} Solution-Focused [} Dissmissive

Slient (1928-1945
( ) « Self-Focused consumers are

significantly more likely to

Boomer (1946-1964) be Gen Z or Millennials.

Generation X (1965-

1980)  Dismissive are significantly
more likely to be Boomers or
Millennial (]gg;) Silent Generation.

Generation Z (1997-
2012)
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Solution-Focused Consumers Carry Highest NPS

Millennials emerge as strong net promoters (43), but Solution-Focused consumers self-report a net
promoters score and desire to advocate on behalf of their favorite brands at 65.

How likely are you to recommend your favorite brand to someone else?
.. . L Grand Total
Self-Focused Mission-Focused Solution-Focused Dismissive
n=420 n=437 n=421 n=410
Promoters (9-10) 52% 52% 72% 30% 52%

Passives (7-8) 39% 37% 21% 40% 34%

Detractors (0-6) I 9% I 12% I 7% . 30% I 14%
Net Promoter 43 40 0 38

Score
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Applying the insights:
OhioHealth End-to-End Customer Experience

Learning About & . ., . Receiving Follow-Up Paying a Bill or )
Selecting the Scheduling an I:i:';a:,lmlf hmnﬁ tc:c:-.*l:at and Receiving Care Care Info or Ordering a Asking Insurance Ma":ﬁ'"g iz
0 5 . a "
Facility/Provider/Service LIS izt Prescription Questions at Home
=
L ] L ]

« Our goal is to intercept/guide customer segments and customize experiences across
sub-journeys and at key moments that matter.

« Journeys are agnostic to age/demographic, but OhioHealth’s most “digitally”
engaged customer demographic is millennials.

« This study reflects similar customer segments to prior OhioHealth localized
segmentation studies. SHSM[I Society for Health Care
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Example: Learning and Scheduling Journeys
Appealing to Solution and Self-focused customer segments

>
(NN
g Learning About & Selecting the Facility/Provider/Service Scheduling an Appointment
9
>
=
Z Findi Reviewi Receivi
> Searching for Inding an RUEE Sealien eceiving
o available available . appointment
= care needed . . appointment : )
o location timeslots confirmation
@

- e | was provided with the information | needed to make the best decision (i.e., cost, quality). * | felt supported throughout the scheduling process.

E E * lunderstood how much | would owe prior to getting care. * | was able to select the appointment | wanted.

(NN

% E * | felt comfortable asking questions. * | donot have to repeat myself or re-enter information.
<

= E e The information | found was accurate.

* | found the information | needed in a timely manner.

* | was able to learn about my symptoms and understand my care options.



Today, we’ll share some examples of
OhioHealth’s solutions and experiences at
various points in the sub-journeys

Learning About & heduli Preparin . . Receiving Follow-Up Paying a Bill or - -
Selecting the ic c _u e forz Visif Going to ,VISIt = Receiving Care Care Info or Ordering a Asking Insurance antaﬁmg are
Facility/Provider/Service s Checking:In Prescription Questions atHome
J\ J
I Y

* Appt Reminders 1 v

e SMS/Text

* Preference Center * Virtual Health Care Gaps / Text Campaigns
Online Scheduling (Find a doc) *  Smart Room

OhioHealth Blog and Wellness
Conversation (podcast)
OhioHealth eNewsletter

Patient Financial Experience




What Health and Wellness Consumers Want
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Consumer’s Hold Health and Wellness Brands To A

Higher Standard

* 56% of consumers say Health & Wellness brands
probably or definitely have a heightened
responsibility to connect with their customers or
community on a deeper level than other brands.

* Health & wellness brands have a higher bar to meet
than brands in other categories. Brand transparency
and user experience will be crucial components in
earning the trust of health & wellness consumers.

Definitely Not

2.7%
Probably Not

P

10.9%

Maybe

35.5%

Definitely

21.8%

Probably

33N

29.1%
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Tell Your Story - And Help Others Tell It, Too

« Two-thirds of consumers say they
visit a brand’s website before they

Do before first purchase

Visit the brand's website I
make a Ch0|Ce_ Look at public reviews for the brand I
Enter the brand’s name in a search engine and look at the results I
. . . Ask a friend or family member about their experience with the brand I
¢ The Power Of Pu bllc Opl nion Search the brand's competitors to compare products/services, prices, etc. _
58% of consumers say they look at Read news articles about the brand I
. . . . Learn about what the brand stands for and how they got started I
pUbllc reviews for an Organ|zat|0n- Look at the brand’s social media profiles ]
Sign up for the brand’s email list I
« About half enter the Organization’s Save images/links/social media posts about the brand [
. . See what influencers are saying about the brand -
name in a searCh englne- Research the brand's leadership (CEO, CMO, CTO, etc.) -
| don't do any of this. [ |
° Soluhons-Focused and MlSSlon' See which cglebmﬂes usethgbrand B
F d I k I t h Another option (please specify) |
ocuse a_re r_nore IKely 1o researc 0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
you r Orga n Izatlon . Q23. Which of the following do you do before purchasing a brand’s product or using a brand’s service for the first time? Choose all that apply.
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Personalized Experiences

* While most consumers say a personalized
experience is at least somewhat valuable, only 18%
say it's extremely valuable.

» Self-Focused consumers are significantly more
likely to consider a personalized experience
extremely valuable, which is consistent with their
attitudes.

* Gen Z consumers are significantly more likely than
older consumers to expect brands to personalize
their engagement. It pays to include personalization
in your marketing strategies to younger audiences.

60

40

20

Extremely Valuable

Somewhat Valuable

Not Very Valuable Not At All Valuable

33N
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How Brands Can Make Connections

Resources

72%

Brand websites

News articles 48%

* 30% of consumers say they use
social media to learn about

Social media posts 30%

« 22% use social media ads. Social media ads _zz%
Blogs 13%

« About half (48%) read news

art|C|eS I don't use any resources to learn more about brands. 9%

Another option (please specify) 13%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Q31. What resources do you use to learn more about a brand? Choose all that apply.
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A Mix Is Necessary For Brand Connections

A mix of branded site content

No one channel will provide the provides the broadest support.
necessary resources for consumer

(news articles driven by earned media
segments.

efforts and partnerships, and social
media — both paid and organic)

Despite only 30% of respondents claiming to use social media to learn about brands, we still

believe that there are opportunities for brands to create awareness and connection within
these platforms.

. Self-Focused segment is more likely to leverage social media along with
Gen Z as an age segment.

Brands can leverage paid tactics to create awareness, education, and connection
with qualified consumers.
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How OhioHealth brings the insights to life...

Receiving Follow-Up Paying a Bill or
Receiving Care Care Info or Ordering a Asking Insurance
Prescription Questions

Learning About &
Selecting the
Facility/Provider/Service

Scheduling an Preparing Going to Visit and
Appointment for a Visit Checking-In

Managing Care
at Home

* Appt Reminders !
A 4
v * SMS/Text
] . . e Preference Center e Virtual Health Care Gaps / Text Campaigns
* Online Scheduling (Find a doc) «  Smart Room
*  OhioHealth Blog and Wellness  /

Conversation (podcast)
*  OhioHealth eNewsletter

Patient Financial Experience




Empowering Solution and Self-focused Customer
Segments by placing Choice at their fingertips

Once a patient has identified OhioHealth as their potential next step in their
healthcare journey, we are responsible for providing as much information as
needed for them to make a choice as early as possible.

ters
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Choice Making: All Important Information Quickly

In one view, the prospective
patient can see:
Providers nearest them
2. Ratings and Reviews
. Andre Bown, DO oy
3. Contact Information Dhsisries andifjnesslogy l
4. Scheduling Availability
5. Credentials Women's Health X | City, street or zip code
) Filters 3= Availability (1) [ Rating [ Specialty Doctor Type Gender Language ) ( Hospital ) ( Affiliation ) Clear Filters ||
6. SpeCIaIty @ Accepting New Pat ients ¢ Mon Tue Wed Thu Fri . = oledo %veland ¥
/. Video Biography ? pores o ) S e

)
— o
° Show All Locations W ™ Youngstol
ion. . Ty S W cid Wooster (Canton
1040 Delaware Ave, Marion 3:30 PM m ield . by
ﬁ A

(740) 383-8080

Show More Availability . = Sprn gfield
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Satisfaction rating went from 3.08 to 4.8 out of 5 stars!
Increased scheduling conversions by greater than 5%.




Another example...

Receiving Follow-Up Paying a Bill or
Receiving Care Care Info or Ordering a Asking Insurance
Prescription Questions

Learning About &
Selecting the
Facility/Provider/Service

Scheduling an Preparing Going to Visit and
Appointment for a Visit Checking-In

Managing Care
at Home

l J
I |
* Appt Reminders v v
* SMS/Text Virtual Health Care Gaps / Text Campaigns
*  Online Scheduling (Find a doc) * Preference Center *  Smart Room
* OhioHealth Blog and Wellness 4

Conversation (podcast)
* OhioHealth eNewsletter

Patient Financial Experience




Reactivating Inactive Patients through SMS outreach

OhioHealth: Hello! A big part
of living healthy is staying

connected to your primary
care provider. We noticed

User testing with patients confirmed they want SMS yoecvrdse fryour anua
reminders about important care appointments needed.

today!

To book an appointment, reply
VISIT.
Reply STOP to opt out.

Message and data rates may
apply.

The Inactive Patient Reactivation campaign goal is for =
patients to see their Primary Care provider every year. e o opons

Activate your

MVP average conversion rate of 10.95%.

schedule:
MyChart.OhioHealth.com/MyC
hart/SignUp

Phone:
AppointmentDetails.Provider.D
epartment.PhoneNumber

Additional patient feedback resulted in updates to the target
audience, follow-up messaging and scheduling options.

Revised campaign achieved a 13.56% conversion rate.

Society for Health Care
Strategy & Market
Development™




Appointment Outreach Post Scheduling

OhioHealth: Upcoming Appointments

The feedback from user testing PN

resulted in several changes:

1. Suppressed duplicative (ﬁima?har ;
notifications from MyChart/Epic y

2. Ran a pilot to determine when e ————
appointment reminders should
be sent T

February 02, 2023

Hello Susan,

ary may not be reflective of your weekly schedule if changes are made. Log into MyChart to manage your OhioHealth: Your appointment
with [PROVIDER NAME] of

ttp://mychart.ohiohealth.com/MyChart)Visits

Lab Draw Appointment by [ARRIVAL TIME] at
A I . . y . ' [ADDRESS].
3. Added logic so patient’s previous © Toesday February 07, 2023 3t 100 P
. . hedule, .
aCtI O n S We re ta ke n I nto © OhioHealth Laboratory Services - New Albany reschedule, orxto cance

5150 East Dublin Granville Rd Ste 240 If you need to cancel or
Columbus OH 43081-8701 reschedule, try to provide 24

consideration and unnecessary e

Location Instructions Reply STOP to opt out.

messag eS We re S u p p ressed Park in the front lot and come through the main entrance. Registration is to your left. Message and data rates may

) ) apply.
Appointment Instructions

4. Created "week at a glance email” o
and updated SMS reminders Save time and complete FirstStep eCheck-in for this appointment

Need to reschedule or cancel?
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Additional Study Observations
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Purpose-Driven Brands Can Motivate Consumers

Some consumers find value in brands who provide purpose and an opportunity to
achieve something alongside the brands they purchase from.

The mission aligns with my values. 52% ‘

It makes me proud to contribute.
The mission is achievable.

| can create change by supporting the mission. 28%
Supporting the mission gives me hope for the future. 27%
| support the mission outside of my relationship with the brand. 27%

| can be part of something bigger than myself. 25%

22%
20%

My friends and family support the brand.

Nothing. | don't like to support mission-driven brands.
5%
2%

It makes me gain respect in my social circles.

Something else (please specify)

0% 10% 20% 30% 40% 50% 60% 70% 80% S0% 100%

0Q24. Which of the following would make you want to support a brand with a mission you care about? Choose all that apply.
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Self & Mission-Focused Consumers Are
Most Interested In Purpose-Driven Brands

Self-Focused consumers are more likely to say it's essential or extremely important for brands to
be mission-driven likely because they correlate the brands and products they purchase as a reflection

of themselves.
4% 9%13% 1: Salf-Focused
Essential o 00
: Mission-Focuse

11% 23%  33%
Extremely important e @ ]
Somewhat important @ *: [

10% 25%  34%
Not very important [ & ® o

0%  10%

Not at all important ® @D

026. How important is it for brands to have these types of missions when you're considering buying from themn or using their services?
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Challenging people to redefine what it means
to live with cancer

At OhioHealth, we want to empower
everyone who's touched by cancer to
keep dreaming about the things that
inspire them.

After all, you had a life
before cancer. And now
is definitely not the time
to stop living it.




Integrated campaign: Keep Making Plans

P Columbus Blue Jackets
Il @BluelacketsNHL
Tonight @OhioHealth is spreading hope by giving out 20,000 bracelets

as areminder to #KeepMakingPlans - keep dreaming, keep celebrating
no matter what life throws your way.

#HockeyFightsCan

S Y0U HAD
- ALIFE BEFORE

- CANCE

Cancer care that emp.owers
you to take that trip you’ve
always \_nanted to take. |

s Id-< ‘cancer care that er
THE CAN nmmnﬂ%o ioHealth ‘ ~

s o < 5:49 PM - Nov 16, 2023 - 10.5K Views

MISSION-FOCUSED SOLUTION-FOCUSED DROP THE MIC MOMENTS
Campaign showcases how Demonstrates how OhioHealth We empowered cancer patients to tell
OhioHealth Cancer Care inspires Cancer care can improve the lives of their own stories while also telling the

people to keep pursuing their dreams. cancer patients. brand’s.
Society for Health Care
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Gen ZWomen

Gen Z views healthcare as self-care, with a strong emphasis on
mental health, digital health tools, and alternative treatments.

* Responsibility and Advocacy: Brands that take an active role in
advocating for better health and wellness can resonate more with Gen Z
women.

« Authentic Engagement: Brands need to communicate genuinely, Only of Gen Z

showing a real commitment to supporting their customers’ well-being. women rate their
health as ‘Excellent,’

* Holistic Offerings: Gen Z women prioritize fitness, sleep, and overall hil d
health, seeking brands that acknowledge the interconnectedness of DAl ‘ SOl
physical, mental, and emotional well-being. health a “Top 3

* Leveraging Digital Tools: With 66% of Gen Z using wellness apps and Priority.

fitness trackers, brands should integrate digital health tools into their
offerings.

* Mental Health Support: Given the high rates of anxiety and depression
among Gen Z women, brands should prioritize mental health in their
messaging and services.
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Healthcare as the “new” selfcare

Dermatologist-approved skin care?
Radiant skin is possible at any agel An OhioHealth
dermatologist, Frank Morocco, DO, offers insights
on how to treat your skin well — from cleansing and

THE

Growing trend with wellness focused OHIOHEALTHY,,

MyChart Fine

moisturizing to sun protection.

stories performing well within the

OhioHealth e-newsletter.

Wide range of topics fall under the
wellness/self care trend— from healthy
recipes to cancer screenings.

These stories averaged 30-40% of total
email clicks in that issue:
Mocktails—sober curious
Skincare
POPSUGAR fads!

Alcohol-free sips for summer

Bring some refreshment to warm, sunny days with
our favorite mocktail recipes. All the classics are here,
like mojitos, sangria and the ever-popular Moscow
mule.

“It's not a fad. It should be a lifestyle.”
Deepa Halaharvi, an OhioHealth breast cancer
surgeon and survivor, spoke with POPSUGAR about
cancer risk factors — cautioning against the wave of
cancer prevention content currently trending on social
media platforms.

READ THE STORY




Social: Trend Spotting

Using trending sounds and tackling

trending topics

Short form videos (Reels & TikToks)

» “Looking for a Man in Finance”

« “Match my freak” for PPE

« “Calming art is Very Demure, Very
Mindful”

11.4% post engagement rate—up

53% over prior year.

Followers up 8% over prior year.

sHiL . - "

=7 OhioHealth = Is somebody goingto)
match my freak?:

Keep ma k] ng p la ns (Nurses « - Personal

Protective Equipment)g. =

Our cancer experts are dedicated to their | T
mission
of turning patients into survivors.

TRUST OUR TEAM

s
5 5 R
octors accepting new patients R

SEARCH ‘ !

@2 Liked by hmariec3 and others

ohiohealth Calming art in our care sites for patients
and providers to enjoy. Very demure, very mindful.

Beautiful, resin flowers made by a local artist. Very
cutesy. #OhioHealthWesterville




The Missing Menopause Market

* Generation X and Millennial women are reaching this milestone
with a collective sense of frustration and confusion. They're
questioning why menopause, a natural journey affecting millions,
has been sidelined in discussions, solutions, and support.

« Empathy-Driven Marketing: Brands tha't authen_tlcally_ connect Wl.th Recent market
menopausal consumers through storytelling and inclusive messaging )
build deeper, more meaningful relationships. analyses project the
menopause market to

« Education and Awareness: Beyond medical facts, there’s a pressing
surge to

need for broader education about menopause across the wellness
spectrum.

- Digital Engagement and Accessibility: Telemedicine, mobile apps,
and online communities are reshaping how menopausal women access
information and support.

« Collaboration and Advocacy: Partnerships with healthcare providers,
influencers, and menopause advocacy groups amplify brand credibility
and impact.
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OhioHealth: Taking a “pause” to do even more listening...

Social Listening and

scraping—who are the local

We're investing significantly nfluencers?

iIn Women’s and

reproductive health. SEO/SEM analysis for state

of Ohio—what are women
searching for?

Developing a content and

T@l“”““““ WELLNESS outreach strategy specifically
for midlife women.
@ crwersajia
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Applying The Insights
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Let Consumers Drive Brand Behaviors

To apply these findings, break down brand behaviors into buckets that align with consumers needs & expectations.
In doing so we believe each brand can classify their behaviors into the following four categories:

5 Self-Focused Mission-Focused Solution-Focused Dismissives
whd
E &
= 5
2 S They align to me « They fulfill me - They know me - They meet my needs
8 = Seeking community - Seeking purpose - Seeking efficiency - Seeking simplicity
Emotion: Kinship - Emotion: Fulfillment - Emotion: Confidence - Emotion: Assurance
” Belonging Achieving Connecting Supporting
T 9
>
© c i
5 E Niche audiences core va!ues actlva.ted - Smart targeting - Somewhat commoditized
o . - Makes lives meaningfully . . . .
o Shared affinities better Basic personalization « Fills basic needs
Engaged communities Transactional Efficiency - Reliable

Engages cultural movements
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Next Steps

Dive deep into Map your Prioritize Continuous|
the four customers your brand y
: : test and
consumer to their behaviors ..
.. i optimize
segments motivations accordingly
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Speaker Biography

John Kadlic

CEO

Parallel Path
kadlic@parallelpath.com

John Kadlic is the CEO of Parallel Path, a marketing agency that
supports leading health and wellness brands. John is a seasoned leader
in the healthcare marketing arena, having spent 25+ years working with
brands such as Nationwide Children's Hospital, OhioHealth, Colorado
Children's Hospital, Johnson & Johnson, Abbott Nutrition, Eli Lilly,
WHOOP, Fitness Connection and many others.

Para]lel

John is a frequent speaker, podcast guest, webinar presenter and content Path

contributor about consumer health and wellness behaviors and marketing
strategies. Most recently, Parallel Path published a research study called
"Health and Wellness Reimagined - A Guide For Brands to Create
Stronger Connections."
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Speaker Biography

Katy Dalton Rigsby

System VP, Marketing and Communications
OhioHealth

Katy.Rigsby@ohiohealth.com

As System Vice President of Marketing and Communications for
OhioHealth, Katy Dalton Rigsby leads teams in developing marketing and
advertising strategies across the health system’s 15 hospitals and 50-
county geographic footprint. In her role, she oversees brand strategy and
teams responsible for consumer insights, digital and performance
marketing, product development and user experience. During her tenure
at OhioHealth, she has been responsible for internal and external
communications, media relations and creative services functions. =M

Katy has served on the boards of CHOICES (for victims of domestic

violence), Healthcare Businesswomen’s Association (HBA) and WOSU

Public Media. She holds an MBA from Franklin University and a

bachelor’s degree in journalism from Marshall University. She is also a

graduate of the CMO Program at the Kellogg School of Management at

Northwestern University. SH S M I] Sosiety for Health Care
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