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Why Retentionc WHY NOW? GORMAN

Competitive rivalry is at an allime high
Well-orchestratedswitcher campaigns are heatingp

A slight uptick in voluntarydisenrollment threatens profitability
Acquiringnew members iSXthe cost of keeping existingnes

Consumersre seeing big changes (benefits, cost sharing)
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Member Life Time Valuelepends on customer loyalty
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What Does It Take? GORMAN

HEALTH GROUP

A balanced retention system.

Customer Intelligence
The more you know about your customers, the more you retain.

Continuous Customer Interaction
Frequent, personalized member touches have huge payoff.

Meaningful Customer Messaging
Provide i nteraction thatods rel ev
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Context For Action




L ((<0il§the Economy Stupid
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GORMAN

Unemployment and loss of
household wealth has thrown
families intoeconomic peri)
leading to continued cutbacks
In consumer spending.

Although there may be modest
short-term gains from the
stimulus package, increased
budget deficits imply the need
to cut spending or raise taxes
sometime in the near future.

HEALTH GROUP



Consumers

PAIN POINTS
Navigating HC system
Budget management
Lifestyle discipline
Generational squeeze

Peace of mind

Poverty level at 12.7% or 39.0 million
Millionaires declined 22% to 3.9 millio
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Market Realities GORMAN

A Consumechoiceat an alitime high

A Paymentdo health plans beingeduced; margins shrinking
A High cost of chronic care and aging population

A Market competition continues to be fierce

A Products, benefit options and premiums shifting

A Fight for growthorgani@ switchers retention
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ValueChalin

Product Portfolio
Revenue Management
Medical Management

Customer Service ~ssily
Compliance

Marketing Mix
Distribution Capacity
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« Confusion
Changing benefits, new rules, insuranspeak

w Intimidation
Seeing insurance productsr the first time is not easy

w Expectations
Demographic and lifestyle diversity are big
communicationchallenges

w Frustration
On a good day insurance is bureaucragiad filled
with red tape




GORMAN

Enrolled But Not Sold
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their first 100 days.

» Competitive rivalry is at an alime high. To prevent
disenrollment, plans need to stay in touch with members.

» Every manager in your plan needs to know your retention
rate and why members leave.

Analyze who is disenrolling and why

Reasons will differ from plan to plan,
product to product and market to market




GORMAN
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» Demographic variations and customer lifestyle data are
providing more insight about consumers than ever before.
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» Smart plans are developing customer profiles to effectively
use budgets, messages and scarce resources.

» Retaining your memberseans
knowing your members
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Retention Marketing
Micro-segmentation

GORMAN

HEALTH GROUP

Know your customersd demographic, lifestyle, lifestage

RESULT
Reinforce brand differentiation

Guide member communications
Manage budget through targeting

Enhance competitive positioning

CUSTOMER CONNECTION
2 K GQ&a AYLRZNII Y
What concerns them?
CUSTOMER CONTACT
Who and where are they?
How do you get their attention?
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B/ Satisfied

] Fairly satisfied
D Not Sure

D Dissatisfied

Blocking & Tackling
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A The most loyal customer is not one who has never had a
problem, but one who has had their problem solved.

A Having a preactive problem solving system can make sure
there is no third time on any issue.

Improving customer service is the %
least expensive, most effective mearns Z
to improved margins and growth. a




Create A Plan GORMAN

Retention is tied to every aspect of the relationship
you have with your membersevery telephone call,

every email exchange, every written communication

» Foster an attitude around a longerm interactive customer relationship

» Mandate 6+touches per year, the result can yield 95% retention

» Promote two-way communication: surveys, phone calls, Web

» Get personal with your memberg Are you talking to ME?
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» Involve your frontline: sales, customer service and providers
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Execution Blocking & Tackling GORMAN

«» Formal member orientation program

«» Welcome calls

» Monthly statements that go beyond requirements
w Better, more relevant information

» Contact 2 to 3 months before open enroliment

w Followup calls after medical visits

» Improved social outreach efforts
Newsletters
Physician referrals
Ambassador program
Quarterly outreach calls
Refera-friend
Web Portal
Social Network, Blog
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Customers Rulel
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Marketingd Sales Continuum

customer
‘awareness

brand
awareness -
brand
consideration
brand
preference
A o ‘Handoff
- purchase
intention
purchase
SALES

customer
loyalty
customer
advocacy
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Create Customeinteraction GORMAN

Givemembers a reasomo talk with you
Deliverclear, sound personalizedssistance
Always reinforce purchase decision

Find opportunities for oneon-one interaction
Use consultative approach to customer servic -
S -2 &a2dz2NOS 2F 3IdzA

Break out fromsea of sameness
Stand out from competitors
Find out what works and who it works for
I VR AT A0 o Rdp,Iefrgu,iedied
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Net Promoter Score = % of promoter&o of detractors

On a scale of 1 to 10 segment your customer base:
10-9 = Promoters (brand advocates, speak on your behalf)

8-7 = Passives (neutral, would likely switch for better offer
price, benefits, network, friend)

Detractors0 A SS1 Ay 3 (2 a6A00KZI y20 f

0-6

Detractors Promoters




Benefits of Promoters The Power of Worebf-Mouth

» Most new customers start off as passives,
moving them up the NPS scale is your job

» When it comes to wordof-mouth, seniors
have strong influence and use their robust
peer networks when making purchasing
decisions éspecially boomer agas)

» Promoters are highvalue, highreturn
customers that produce longi S NY N&B & dz
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Invest in them and work hard to
keep them happy.
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