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Today'’s topics

n How do | map the consumer decision journey?

n How can it transform our approach to marketing?
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What is the customer journey?
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What is the consumer or customer journey?

Critical points of Total brand
interaction that experience as

most influence defined by the
customer choice customer

How consumers Multi-platform
consider, select, buy, customer
use and advocate engagement

brands across time

The complete sum of experiences that
customers go through when interacting
I \_%
with your company and brand. A
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What Is consumer decision journey mapping?

Customer journey mapping is the
process of recording the customer’s
decision points and experiences at

each step of their interaction with a
service or brand

N
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What do marketers need to know?

What is the decision process consumers undertake in
evaluating and selecting healthcare services?

What are the touch points or “moments of truth”
that most influence consumer choice?

# How can we define and create the ideal customer
activation, engagement and acquisition experience?

What gaps exist between what we currently do and
what we should be doing?

# How do we convert customers to brand advocates?

O
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Stages of the consumer decision Journey

Decision Cycle

Awareness Raise awareness and stimulate demand.

Marketing Goals

Consideration  Differentiate brand and service offerings.

Selection Convert customer inquiry to appointment or purchase.
Trial Deliver positive experience; stimulate repeat purchase. \ v
Advocacy Gain brand commitment and word of mouth endorsement.

©Corrigan Partners
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Mapping marketing processes to the journey

D D D KD D

Activate Convert Delight

Consumers

Marketer

Strangers Ve Visitors Tracking Leads Tracking Patients Tracking Tracking

Traditional Content Sales Reminders Reviews
Search Search Call Center First Appointment Social Media
Social Media Social Media Online Scheduler WOM

PR PR Office Scheduler
Events
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Isualizing the decision journey

Young Families Segment Health Insurance Purchase Journey Map

Awareness Research Choice Reduction Purchase
Phase Duration: 1 week Duration: 2-3 weeks Duration: 1 week Duration: 1 day
Goal Your consumers begin by just learning At this stage, consumers are conducting research to expand the At this point, the consumers have the The final decision is made,
about the health plan options. The key consideration set. While some choice reduction happens along criteria set and has mostly finished the and the purchase process
goal at this stage is to understand how e way, the primary goal is to broaden the consideration se! iscovery phase. Now, they focus on completed.
| at this stage is ti derstand hi th the pri | is to broaden th iderati t di h Now, they fi leted.
the different plans work, and to and determine the final criteria for making a choice. narrowing down the list from 2-3
develop the list of questions to ask. candidates to the final choice.
- o Commercial consumers begin the process by Touch Point Map
The Young Families Segment is prmlarlly made up looking through their employers’ site; most
of 25-35-year-olds with 1 or 2 children. With their Young Families m_embersqu.jvotlaﬁend emploku_rer Consumers return to the sites of
busy lives, they rely heavily on the Internet to do P meetings. | skip Ifth i ¥ this narrowed-down list of
lhei{ rese;rchywh:ther mr}lou h their computer, Employer site o this step, but follow mostly the same process. Familios members review the - providers to review whether their .
' 8 N P ' plan sites of the expanded doctor is in network, and to get a
tablets, or smartphones. They primarily talk to " feel for the overall website. ’
friends and family (especially other young parents) Health Insurer Q consideration set. Q y Q
to make decisions. Site . 4
The shopping process begins at
N . B PP R the health insurance company
Access to the]r children’s pediatrician is the nlgke— Google, Third- site—learning more about the ‘ . The process ends when the
or-break criterion for a health plan. Once that is Party Sites plan and its benefits. If there are Young Family member enralls
known, premium and wellness options are also D‘ar;s f{m'“ mul_hp\edmmpaﬂies, fonaumelrsuaebﬁoodgle to research Young Fermtl;es "I‘emb\%;_?eafth for through either the employer's
P . p . . each site is reviewed. non-employer based options. reviews on the plans. While premium ite or thi h the pl bsits
important, as are an easy-to-use website. ol ai eHealthinsurance.comis 3 . cost s the top Griterion, many are site or through the plan website.
Social Media common destination. This becomes frustrated by the lack of useful
a Moment of Truth, as this step Facebook is used by comparisons outside of cost. Those
determines whether the research about 1/3 of membersto  not using eHeatlhInsurance.com 5 5
Short Process Long Process Friends and stage ends quickly or continues ask what providers are typically make their own i [hefinal Moment of Truth involves
‘ onto reviewing options outside of ~ bestand to get feedback. ~ spreadsheets to provide cost seeking friends and family opinions to
Family those offered by the employer. comparisons. At this moment of truth understand the quality of service
Do Not Consider Brand Brand Shopper the listis reduced to 2-3 providers. provided by the health insurer. If costs
) i (The Young Families segment does are about equal, rhwsword afmcurh is
Print Media not use Print Media extensively) used to make the final selection.
Prefers Simplici-
legend . Touch point (Area of interaction) ' Moment of Truth (Critical Interaction)
“I would have liked Fr ntly Asked Q ions or
would like to talk to an online person. I'm nota
paper person so did everything online.” — Young O o 20
Families Customer = . - 84 85 ) aa 9.0 =
Satisfaction @ ik _ - . - 7S 75 &
B . g oo 7.5 7.4 7.5 7.2 74 o
“The only problem is there are so many choices. I'm with  ~ 6.2 6.3 34 6.2 72 - =
not sure if that makes it easy or hard. It was © 5.4 . ©
PR e N N Touch Point
over - difficult there is a lot to n 5 5 5 5 w
think about and | felt it was hard to figure out what - E E E E -
was best.” - Young Families Non-Customer : 5 = = S :
- & & & & -
Create your own Customer Experience Journey Map
*eHeart Legend Q) Bright spot (High Satisfaction area to promote) . Hot Spot (Importance significantly higher than Satisfaction) O over-invested( higher than Importance) |
3 of the .
" Customer .
c P Level of Effort  About the Effort | Slightly More Effort Far Less Effort
2_9 Far More Effort than | Expected 4_3 3 _7 than| cted 1.6
Jim Tincher » 612-747-4021 = jim@HeartoftheCustomer.com ~ (Customer éfortscore) - Expected than | Expected =2

© 2013 Heart of the Customer

Source: www.heartofthecustomer.com .
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Consumer Decision Journey Map
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Why is this important for marketers?
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Restructuring markets and
intensifying competitor
activities

New reimbursement methods
and care delivery models that
require greater emphasis on
customer engagement

Explosive growth in web,
social, search and mobile
technologies changing
consumer behaviors

O
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“If marketing has one goal, it’s
to reach consumers at the
moments that most influence
their decisions.”

McKinsey Quarterly. Consumer Decision Journe y. 2009

O
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Today, more often than not, a healthcare
consumer’s journey begins online.

&

O

SHSMD CONNECTIONS
october 12 — 15 | san diego




80% of internet users
have looked online for
Information about health
topics such as a specific
disease or treatment.

O
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| 717%
, ) Ie of online health

/ seekers say they began
| their last session at a
-HO!

search engine such as
Google, Bing, or Yahoo

)
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35%

of U.S. adults have used
the Internet to try to

figure out what medical

condition they may have

53%

of online health diagnosers
talked to a clinician about
what they found online
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- C2B Marketing. =
sumers have “reverse engineered” marketing.

d : (g P
i B e
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Pre -Tailing

Consumers.search websites, blogs,
ratings, & brands before purchasmg

19 SHSMD CONNECTIONS
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Hyperdlransparency.

Quality, pricing, availability, offers, recommendations,
ratings are just a click away.

i

Source: LaunchMedia

O
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Cloud Trust
Consumers trust bleggers,
reviewers & social communities.
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Social media is word of mouth

41% said information found through social media influences their choice of providers

< Seeking second opinion from another doctor
(N 45%

Coping with chronic condition or pain

(R, a2%

Approach to dist, exarcise, oF stress management

Choosing specific hospital/meadical facility

Choosing specific doctor

R 41%

Taking certain madication
34%

Undergoing specific procedure or test
R 3%

Choosing health insurance plan

O 2%

n = 1,080

Source: PwC HRAI Social Media Consumes Survey, 20012 \k
Source: Center for Studying Health System Change SHSMD CONNECTIONS
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Social Media = All User Generated Content

O
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What people share about their experiences
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Mapping the Journey

O
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Start by listening.

O

SHSMD CONNECTIONS
october [2 — 15 | san diego




" con

onsumer Surveys

Customer Review
Sites

Focus Groups

Social
Media

Onsite
Observation

4 Online
Customer Ethnographic
Satisfaction Research
Studies
K .
Patient
Advocates

Employee
Feedback

Secondary
Research

O
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What do you need to discover?

Actions

Motivations

Questions

Obstacles

Endorsements

What is the consumer doing at each stage of the journey?
Where are they turning for information?

What encourages the consumer to move on to the next
stage? How can you proactively engage at that point?

What information are consumers searching for? Are you
there with content to help with decision-making?

What issues keep consumers from completing the sales
process or choose another brand?

Where do consumers turn for validations or endorsements?
What would make them publicly endorse your brand?

O\
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Discover

Encourage

Engage:
Engage through web, social and search
when are most open to receive messaging.

Educate:
Educate your target audience and build
brand awareness.

Encourage:

Encourage your audience to act through
strong calls to action through content that
positions you as the preferred choice.

Action or Purchase:
Provide a clear path for users to act .

.

Move to Action
\k
w
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Joint Replacement
Consumer Decision Journey Mapping

O
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Charlie’s Story

*61 year old high school coach.

Suffers chronic joint pain from
degenerative arthritis.

*Finding it harder to meet the
physical demands of his job.

*Has been trying to avoid surgery,
but finding medication and other
non-surgical methods increasingly
iIneffective.

31 SHSMD CONNECTIONS
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Charlie is in the awareness stage of his journey

Awareness

-

32

0
N

Raise awareness Causes of knee

and stimulate pain, knee pain

demand. diagnosis, knee

pain treatment

B options, pain relief
options, when to

see a doctor
Actions:

Living with knee
pain, living with
arthritis, knee
exercises, aging
athletes, aging fit,
sports injuries,
home remedies

»Searches for information
»Makes appointment with PCP

)\
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Charlie considers his options

Asks his primary care physician about additional
treatment options; talks to family members, friends
and coworkers.

Turns to online research to gather additional
Information on different treatment options, surgical
programs, and providers.

Registers for and attends an information seminar.

Seeks advice from his PCP about different
specialists and programs

Evaluates the reputation, rankings and ratings of
different providers. S
P &.\,
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Narrowing treatment and provider choices

Buying Cycle Marketing Goals Key Words Social Topics

Consideration Pifferentiate brand  Treatment options  Options for treating

and service

offerings.

34

for knee pain, knee pain,

surgical options for recommendations
knee pain, benefit of for providers &

joint replacement services, evaluations
surgery, risks of joint of experiences, living
replacement pain free

surgery, recovering

from joint surgery

Actions:

»Reads about surgery options
»Registers for seminar
»Compares doctors & hospitals

O
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Charlie chooses a provider

Chooses a surgeon affiliated with a well-respected joint
surgery program

Makes an appointment; is evaluated by the physician
and scheduled for surgery

Doctor enrolls him in joint camp

Want to know more about the surgery and talks to
others who've been through it

Continues to seek validation for his decision: wife and
daughter actively search online; read MD reviews

Brand promise upheld or lacking. Trust, comfort and
healing are strengthened or diminished.
G5
&,
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He meets the doctor; schedules the surgery.

Buying Cycle Marketing Goals Key Words Social Topics

Selection Convert customer Orthopedic doctors in Experience with
inquiry to (city or region), knee doctors and hospitals
appointment or replacement that do knee
purchase. programs in (city), replacement,

joint replacement preparing for surgery,
experts in (city), recovery time after
minimally invasive surgery, latest in joint

procedures for knee replacement care,
replacement, joint what to expect with
replacement surgery joint replacement
at (name of hospital) surgery, etc.

Actions:

»Has appointment with surgeon
»Schedules joint camp and surgery
»Seeks validation for decision \@\.
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The trial phase: surgery and recovery

37

« Charlie comes through the surgery

successfully

He is pleasantly surprised at how
quickly the rehab and healing
processes begin

He and his wife talk about the
experience — what they liked, what
could have been better

Every interaction — pre-op activities,
registration, nursing care,
communications — influences their

i Lo
perceptions \)\,
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Delivering a positive customer experience

Buying Cycle Marketing Goals Key Words Social Topics

Trial Deliver positive Recovering from My experience
experience; knee replacement with knee surgery,
stimulate repeat  surgery, going my experience
purchase. back to work after with the hospital,

surgery, physical  doctors and of
therapy, pain after follow-up services,
surgery, follow up rating my doctor
care after surgery

Actions:

»Participates in pre-op activities
»Has procedure

»Begins rehab

)
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Charlie talks about his experience

39

Charlie and his wife are pleased with the outcome
of his joint replacement surgery.

Now pain free, he is back to work and has resumed
favorite family and leisure activities; Charlie feels
revitalized and grateful for life after joint pain.

Charlie and his family share the experience with
others, and become advocates for his doctor and
the hospital where he got his care.

)\
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Continued engagement builds brand loyalty

Buying Cycle Marketing Goals Key Words Social Topics

Advocacy Gain brand Best doctors for Recommending
commitment and knee surgery, patient hospital or doctors,
word of mouth experience with Dr.  praising staff,
endorsement. (name), ratings for  sharing good

hospital (name) or  experiences, life
doctor (name), etc.  after surgery, back
to normal, etc.

Actions:

»Returns to normal activity level

»Tells others about his experience
»Chooses the hospital for other services

O
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Mapping the journey to tactics and content

Consumer Decision Journey — Joint Replacement

CONSUMER JOURNEY

Charlie is 61. He works full time
as 2 high school coach. Charlie
learned he had arthritis in his
mic-50z when he saw 2 doctor
about pain and stiffness in his
jeints. The pain, especially in his
knees has prown increasingty
worse. He's worried about
ke=ping up with his players.

Charfie has taken pain refiewers but
can no longer manage the pain on
his own. Several bouts of physical
therapy haven't helped. His doctor
tells him that this condition will
require joint replacement surgery.
Charfie searches for information

At the seminar, Charlie learns
about surgery options, devices,

The orthopedic surgeon tells
Charlie he iz 2 good candidate for
knee replacement surgery. After
somie additional tests and pre-op
work, he attends the hospital's
joint replacement camp where he
leamed what to expect, how o

risks and recovery. He decides to
lzzrn more about the doctors and
hospitals in the area. He asks hiz
PLP for adwice. His daughter
helped him seanch for information
comparing doctors and hospitaks.
Charlie and his wife decide on 3
doctor and makes an appointment.

about the surgery and learns about
= saminar at 3 local hospital. His
wife encourages him to go.

prepare for and how to recover
after surgery. His surgery is
successul.

After rehab, Charlie i living pain
free and often tells his friends he
should have dene this much earlier.
He's back to work and fesls preat
about being active again. Charlie
shares his story with others and
doesn’t hesitzte to recommend the
surgeon and the hospitzal. His wife
praised the joint camp instructor on
the hospitals Facebook page.

= Searches for information
= Makes appointment with PCP

= Resds sbout surgery options
= Calls to register for seminar
= Attends the information session

ACTIONS

= Compares doctors and hospitals
= Confers with PCP ind friends
# Schedules appointment

= Sees orthopedic surgeon
= Participates in pre-op activities
# Hzs procedure and begins rehab

= Returns to normal activity level
Tells others shout hiz exparience
Chooses the hospital for other
SErVicEs

# Web content # Social communities/blogs

= Marketing events/seminars

# L3l center/registration
= Marketing events/seminars

# Rehabilitation sites/staff

COMTENT | * Orthopedic capabilities = loint surpery expertise = Drthopedic capabilities = POS promotions finformation = Follow wp call/thank you letter

= Causes of joint pain/disease = Orthopedic surgeons = Rankings. designations, awards = Take home collateral = Return to fitness programs

= Online risk/pain assessments = lgint surgery seminar = Treatment options and outcomes  |= Surgery prepyrecovery kit = Related services promaotions [PT,
& Treatment videos # Patient testimonials/videos = Related services promotions fitness center, ERUCE, etc.)
= Patient testimonials » Information/videos about surgery (rehabilitation, physical therapy, » Ask for patient testimonial
» Social communities/blogs = Treatment options and outcomes homecare, DME, etc.] = Prompt to write 3 review

CHANMELS | » Advertising = Advertizing/direct mail = Sdwertising/direct mail # Physician office/st=ff = CRM/direct marketing
= CEM/direct mail = SEQ/SEM fwebsite comtent = SEDY/SEM 'website content = loint camip/pre-op environments = SEQSSEM/web content
= SEQ/SEM & Physician searchrating sites = Social communities/blogs = Surgical cire sitefstaff s Sacizl madia/blogs

Follow-up callsfemails
Marketing events/programs

= Stimulate demand
= Showase expertise

TOUCHPOINTS

sCapture for information secsion
=5Showcase providers & hospitals

sShowcase expertise & outcomes
=Convert inguiries to appointments

= Deliver superior experisnce

= Proactive digital engagement
= Ask for testimonial/review

in surgery ac 3 treatment option.
Provide seanchable comtent and
tools shout joint surgery and
orthopedic expertise.

content about orthopedic surgery
and treatment options. Offer
online or in clazsroom events to
attract candidates for surgery.

orthopedic surgeons and
orthopedic programs. Initiate
proactive digital engagement and
convert to appointments.

surgery and recovery continuum,
and provide the services,
information and support needed
for optimal recovery.

EXPERIEMCE GAP

STRATEGY = Prepare for surgery & recovery
= Be the “‘go to” source for info sProactive digital engagement =Proactive digital engagement = Prompt rehab and past op e = Market additional services
CLOSIMNG THE | Activate swareness and imtenest Create a robust base of searchable Optimize anline profiles for Coordinate care across the pre-op, Mairtain engagement after the

patient returns home. Begin with 2
follow-up @il and thank you letter.
Prompt to enroll/subscribe to
news/social sites.

Increased awareness and interest
in system’s orthopedic services.

Incressed preference for system’s
orthopedic doctors & services.

QUTCOME Selection of health system's

surgeon and hospital.

Positive experience with providers
and programs.

Praizes and recommends provider to
others; chooses provider agzin.

PROFILE

= Adulz 50+

=High school or college educated
= Dstenarthritis or former injury
= Livving, with pain/Timited activity

DEFINITION OF QUALITY

= Arcessible and timehy

= Surgical expertisetechnology

= Positive gutcomes & experience
= Listens and respects my decisions
= Prepares and supports me

CHOICE INFLUENCERS

= Reputation of doctor & hospital
= Specialization in joint surgery

= Treatment & recovery options
= Living pain fres & being active
=Recommended by PCP & others
= The experience | want

w
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How can journey mapping transform
our approach to marketing?

O
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Journey mapping improves marketing ROI

Developing a deep understanding of consumer
needs, pain points and decision processes better
informs strategy, actions and marketing investments.

Voice of the
Customer

Engaging with consumers early in the decision
journey and continuously throughout the journey
drives conversion and builds brand loyalty.

Customer
Engagement

Capturing and converting consumers at the point of
Hardwire decision-making is critical to success; requires
A BEREUEET collaboration between marketing and operations.

Creating repeat customers and brand

Focus on advocates drives share of market, share \@\
of spend and brand equity. ~A—_

Retention
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Journey mapping focuses marketers and
providers on what matters most to customers

Creates a seamless
acquisition, care delivery
and retention experience.

Delivers a clear, compelling
value proposition at every
influential touch point.

Brings marketing and
operations into alignment to
ensure consistent delivery.

Articulates what matters,
when it matters and why it
matters to customers.

Identifies the most relevant
marketing and customer
service metrics.

Reveals opportunities for
service experience
innovations.

O
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Questions. Comments. Discussion.

Carla J Bryant

757.477.1575
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