AMPLE MAF

PURCHASE PHASES
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Meet Jane, a member of your Young
Parents segment. She is feeling
overwhelmed about healthcare and
has no idea where to start. She goes to
the state's exchange website, but soon
becomes frustrated and procrastinates.

She runs into her friend Amy and asks
about healthcare plans. Amy suggests
looking at Coolsure. This map depicts

her purchase journey.

AWARENESS

Positive Experience

[ Neutral Experience

B Negative Experience

Jane sends out

a tweet polling her
network “looking

4 health plan. Ideas?”
3 out of 10 responses
recommend Coolsure.

.
.

RESEARCH & CONSIDERATION

= Jane goes to the
website but there are too
many choices and she
doesn’t know which one
is best. Jane also receives
a tweet from another
friend, Sara, saying,

“Don't do Coolsure, my
son’s surgery coverage
was a nightmare”

Feeling encouraged, ¢
Jane decides to apply
online.

ﬂ Jane googles
Coolsure to read
comments and reviews,
most of which seem
very positive.
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calls for help.
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= Jane soon realizes
she doesn't know how
to answer all of the
questions on the online
forms, and gives up and

PURCHASE

= Jane waits for 15
minutes on hold hearing,
“Your call is very important
to us” play over and over.
Her young daughter starts
to cry and just as she is
about to hang up,

her call is answered by
agent Sam.

P

ﬂ After the call, Jane is
a bit apprehensive and
wonders if she made the
right choice and if all

the paperwork went
through correctly.

Agent Sam listens
carefully to Jane's needs
and recommends the
best plan for her family.
Sam offers to help Jane
complete her application
over the phone. Jane
gratefully accepts.

0ST PURCHASE

Jane is a very satisfied

. customer and rates your

. company a 9 out of 10

on your follow-up customer
satisfaction survey,
remembering to include Sam’s
name. Jane tweets “Now

a Coolsure customer. Nice
people, here is hoping the
coverage is just as good!

Jane receives a

confirmation text and
email that she has been
approved. She gives a
huge sigh of relief. On

her start date, she is
greeted with a welcome
email detailing her plan
and helpful tips for her
family’'s needs.

MOMENTS OF TRUTH

Moments of Truth are the most critical steps in your
journey. Get them wrong, and you lose customers.
Get them right, and your customers become lifelong
advocates. These should be your top priorities.

CUSTOMER PROFILE
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© 2014 Heart of the Customer. All Rights Reserved.

T

A Moment of Truth

65 Promoters
25 Passives
10 Detractors

«« 1. The first moment of truth occurs when Jane looks on your website.
If she can't quickly find what she’s looking for, she moves on to
Google and may end up selecting one of your competitors.

42%
33%
25%

92 children
1 child

3+ children

“l love the short emails that come
every month with healthy tips. They
help me stay on track.”

“Your phone support is terrific — they
always help me out. | just wish |
didn't have to call them so often.”

¢e«+« 2. Your second moment of truth is the application process. One fourth
of all applications are abandoned before completion, and many of
these potential applicants never end up registering with you.

WHAT YOUR CUSTOMERS RAD TO SAY

“When | shop for auto insurance it's
really easy. | put in my information
and up pops three quotes. But
choosing health insurance is a
job—and one | don't enjoy.”

“The only problem is there are so
many choices. There is a lot to think
about and | felt it was hard to figure
out what was best.”

IMPORTANCE & SATISFACTION

How important your customers felt the interface or
touch point was, and how satisfied they were it.

! Importance |‘ Satisfaction

! I 7.3
I‘ [ 7_7
Discovering available plans
: —— 8.7
|‘ I 6_5
Application process

3. Your third moment of truth is the first month of coverage. Customers
who report a 9 or a 10 in their onboarding survey renew at 75%,
versus 25% for those who give you a 0-6 in their initial survey.

| J—— |
o — G5
Premium costs

1 8 . 5
Network coverage

! —— 6.8

|‘ |
Website ease of use

! | 7.9

I‘ | 6_5
Customer service

Follow-up service




