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Agenda
OUR OBIJECTIVES

Objective #1
Define psychographic segmentation and how it differs from
demographic segmentation.

Objective #2

Understand Froedtert Health's process for creating research-based
consumer personas.

Objective #3

Describe Froedtert Health's short-term and long-term roadmap for
application of psychographic personas to drive deeper
understanding of consumer preferences and needs and create
unique approaches to deliver a health care signature experience.
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Brown rice

Cilantro
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Cancly oil

Black pepper

RETURN TO MENU B

FRESH TOMATO SALSA

25 cal

Chipotle ¢hili

ROASTED CHILI-CORN SALSA

80 cal

You can choose up to 5 Included
Toppings

TOMATILLO-RED CHILI SALSA

30 cal

SOUR CREAM

110 cal

FAJITA VEGGIES



Psychographic

What you think you know is incomplete...

Discover and tell the rest of the story...




EVEN OLD FOLKS
PLAY VIDEO GAMES

219M

Gamers in the U.S.

50.6M

Americans over 50 play games

54% - 46%

ldentify as Male - Female

40%

ldentify as Black, Indigenous, POC

16% - 31%

Are LGBTQIA - have disability



Segmentation Analysis - The Science

Developing An Informative, Actionable Segmentation Algorithm

SEGMENTATION SURVEY DETERMINE CRITICALLY SYNTHESIZE INTO
DIFFERENTIATING VARIABLES SEGMENTS BASED ON
‘ ‘ KEY VARIABLES
‘e@ © ,l.‘ 'l"
Attitudinal,

Behavioral, and 4 to 6 Segments

o i W » i

Questions
e X X B




BASIS OF OUR INSIGHTS: UNIQUE MARKET PERSPECTIVE

Quantitative Sample

geographies

About the Sample

Sample was collected via a third-party online consumer panel
during April 2021. Response criteria included:

18+ years of age

Screen out sensitive industries

At least partial responsibility for household healthcare
decisions

Responde.nts in target @ ‘ 15%> ‘25%’
v v v

Primary Service Area Secondary Service Area Strategic Regional Service Area

Margin of Error
(Percentage Points): +4.7 9.4 +7.2



SEGMENTATION FACTORS

14 categories of related attributes were among the ratings questions considered for segmentation

Access Provider Relationship Non-Traditional
X - Need assistance from others - Loyalty to health system/provider | \ - Access mobile app for scheduling/records

- Inadequate public transportation - Closely follow doctor’s orders
- No doctor’s office/clinic convenient to - Trust health care professionals
home

- Mention good experience on social media

el - First to try new product/service

Virtual Health Facility Reputation Traditional Contact

. Virtual/email/online chat visits - Ratings @ - Telephone scheduling

- Electronic management of records and - Health care websites m - In-person appointments
messaging - Advertising/news articles

- Mobile app for a health system

Convenience Traditional Outlook Influence
- Appointment times - More interested in the present than the - Friends
- Easy to schedule future - Family members

- Flexible appointment types - Traditional ways are best
- Things changing too fast

B ST Expertise Cost of Insurance
+ Quality of life - Experience with condition - Deductibles important consideration

. Overall physical/mental health E R SRS TR AR S B : : )
- Ability to carry out normal activities y B - Co-pays important consideration

Planning Website *NOTE: While Planning and Website emerged as

- Plan tasks carefully - Comfort logging into provider website for factorg, they did not load highly ?n the cluster
- Important to be well-informed medical records analysis and therefore were not included as a
segmenting variable. They are still used as

profiling variables.

Importance ratings Agreement scale
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. AEDICAL
Froedtert LLEGE of
ISCONSIN

Attuned Alex:
Informed, Educated
Digital Enthusiast

Keys to Loyalty:
Cultivate loyalty throughout the journey

Watch Video >>>



https://vimeo.com/904231312?share=copy

MEDICAL
LLEGE of
ISCONSIN

Persona

Froedtert

Attuned Alex
Informed, Educated Digital
Enthusiast

Independent Isaac
Informed and Pessimistic

Family

Challenged Charlie
High Needs and High
Barriers

Value-Seeking Val
Cost-Conscious
Convenience Seeker

Diligent Damari
Health-Conscious
Frequent Flyer

Traditional Terry
Trusting Seniors



So, now what




CONNECT DATA DOTS

Use Typing Tool to Translate Segment Insights

/

\

(demographics and behaviors)

4 I
SEGMENTS EXTERNAL
(psychographics) ® CONSUMER PANEL ¢
: RESEARCH
o = J AN Y,
g : A COMMUNITY /
) ’o' .
TYPING TOOL ‘:0“-__...------ PATIENT PANEL
(see appendix) .i::.. RESEARCH
- / { OPERATIONAL DATA }
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H
PROFILES " }
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PATIENT FEEDBACK

-

~

PERSONAS

What are our high priority
segments? What are their goals
behaviors and needs? What are
their sources of influence? What is

their role in the buying process?

INSIGHTS DASHBOARD

What are the data visualizations
and reports needed by stakeholder

groups?

PERFORMANCE

MONITORING

What are our leading and lagging
key performance indicators? What
systems do we have in place to
monitor performance? How will we

\ capture successes? J




ENGAGE
CARE TEAMS

Integrate Personas and Storytelling

INn Workshops and Learning
Opportunities




How They Show Up in Deliverables

Legund Other Roles & Systems
The Primary Care Access Journey P Froedtert IS
Dilinent Dalia’s Journey Establishing Care B o 1o  ——
| Tegria
Find a Doctor After Vinit Care
2 ® & 7: .': it b 4 : ';
. 0 0
@D 30
Luaitr
' Change Management & Experience Survey*t
g ‘ Interviews *t |
5
Seli-Scheduling .
! Survey (Open) Meet Amir
‘ Ease & accessiblity of ; " """6 "lav:';hmm;mm AGE: 3 pHARMACY JZSRIIET] HOMETOWN: Miwaukee
xheflulmg woulld be ot;e of the most B monoge my lifeiong GENDER: Male SR
important pieces of my care. diness. | need you to STATUS: Married METHOD: M  Grrery
— . sow me os 6 person ond | [FIESNEENIN MEDICATION ‘
Optlemistic Curiow SHOR Sk S i s EXPERIENCE: Renm nea
Diligent Dalia = 1) 6 when leave ore
* 32 yoar old single event planner Feustiatedt \ 0 ROV LATION
* Lives on an average income -
« Influenced by recommendations from others - —
+ Digital tools are appealing 20 YEARS
« Frequent health care user ) 2 - S OMS
g Froedtert.com _ Post Call Survey w s
Goals = Find 3 Doctor IVR, SMs* .
& ADAPTA
* Stay healthy 0 &
* Maintain preventative care visits o ¥
* Budd a trusting provider-patient rel hip -
« Feel listened 1o and understood A REA
« Prioritize my provider over the system v
Persona Differentiators - R
Dala compared t0 other segments frustrated o . -~
E I be X
—_— Fmodlon
F&MCW SYSTEM PERSONA:
Reported heatth
Oponnems 1o virtue! vishs Independent Isaac
Cont sensitive 1o decuctiles (Additional Info in Appendix)
Loyalty to hesth care yystemn
Experience with FEMCW
|




P o

Evolution .=

« Balancing the share of voice

* Tools for education and i
engagement




Art of
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Appendix



DICAL

LLEGE of
ISCONSIN

STACEY MUELLER
MS, CCMP, CPXP

Executive Director, Experience
Management, Froedtert Health

Stacey joined Froedtert Health in 2021 to lead the Experience Management function for The Froedtert &
The Medical College of Wisconsin Health Network. Prior to joining Froedtert, Stacey held leadership roles
in fund raising, marketing communications, organizational communications, patient experience, process
improvement and organizational change management. Past employers include Goodwill of Southeastern
Wisconsin and Greater Chicago, Press Ganey and Children’'s Wisconsin. Stacey holds a master's degree in
Organization Leadership & Quality, a bachelor's degree in Journalism and certifications in organizational
change management and patient experience.

Linked [T}



DICAL
LLEGE of

ISCONSIN

Froedtert 3

The Froedtert & the Medical College of
Wisconsin health network is a
partnership between Froedtert Health
and the Medical College of Wisconsin
supporting a shared mission of patient
care, innovation, medical research and
education.

Our health network operates eastern
Wisconsin's only academic medical
center and adult Level | Trauma Center
at Froedtert Hospital, Milwaukee, an
internationally recognized training and
research center engaged in thousands of
clinical trials and studies.
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LOCATIONS LTI
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Tosa Health Center

Hand Center
al Medicine

psychiatry & Behavior

Walk-In Clinic

Pharmacy

ICAL Plank Road Primary Care Clinic
LLEGE of = SpineCare Clinic +
ISCONSIN

2,500+

PHYSICIANS

HEALTH CENTERS
& CLINICS

Froedtert Hospital |

900 N 9200 Street




VOC Helps Make Sense of Consumer Journey

Understanding Consumer Perception throughout the Omnichannel Journey is vital for Executing on your Brand Strategy

Evaluation & Consideration

ET//\/G

Brand Awareness

Patient Need

Decision

55chedu|ing

Fulfilling your brand promise, created by marketing, via experience is the key to creating brand loyalists



Touchpoint Steward Mapping
[dentify key listening posts for sustainability

“l keep on top of my health and pay “In a time of need I like to do my “It was so easy to schedule an appointment “l knew | was in great hands for my “I left a positive review because I truly

attention to the healthcare options research and find the best care for and there were multiple options available care the moment | arrived at the felt they went above and beyond to give
around me.” me and my family.” when | needed to reschedule.” facility. Everyone was kind, helpful, and me a good experience.”
‘elcoming. They made it easy.”
o=

IDEAL
EXPERIENCE

AWARENESS DECISION MAKING

Becomes more Establishes a Develops a Visits Reviews Confirms Calls contact Schedules Goes to Reschedules Receives
health engaged healthy habit health issue website physician with family center appointment | health record [ appointment treatment
profile and friends
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TOUCHPOINTS STEPS PHASES

&g §ES5SES
Marketing ; ; ; z ; ;
Call center/scheduling
T ‘ .
Patient Experience : : :
Office Staff
Finance

Registration

STEWARDS

Parking

Nursing

Physician .

Philanthropy

Medical Records

Pharmacy

LISTENING POSTS






