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Digital Experience Case Studies & Portfolio

The following cases demonstrate our approach
to building cohesive user experiences that solve
business objectives and provide users with the
value they are looking for. Our solutions always
stem from a brand-focused, user-centered,
strategic point of view that guides all our
creative and technical decisions, from creative
ideation all the way to through development.
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All the cases involve an examination of the
brand strategy. In some cases, that means
creating a net-new brand, in others it’s a
refinement of what already exists.

The visual design samples shown are similarly
broad, ranging from net-new brand identity and
systems to the evolution of existing brand
elements that need to become more of a digital
brand toolkit to work best across all devices and
media channels.



Inspiring Confidence, Driving Action

PROUD MOMENTS CASE STUDY
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We started with stakeholder and parent interviews to identify business
imperatives, personas, and user needs.

Who the Site Is For

Primary Audiences

6

Secondary Audiences

Prospective Parents « Referring Physicians
Prospective BCBA Employees « Special Needs Orgs
Referral Sources « Potential Acquisition Business

Prospective BT Employees

Tertiary Audiences

proud Moments Prospective Parent Profiles

Mom in Transition

What Do We Want to Reflect on the Site?

= Strong sense of community and personal

relationships (employees and parents)
Proud Moments Dis

= The fact you have resources and sophistication of
a big organization with the community feel of a
mom-and-pop — best of both worlds

« Employees go above and beyond in putting the
child and family first —and supporting parents

« The organization’s deep expertise and clinical
leadership support clinicians and families

= It's accessible: to many budgets, schedules,
cultures, types of families and kids

= Every kid is unique!

10 Proud Moments Discovery Findings & Recommendations | 112420
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Stephanie

Her 3-year-old son is aging out
of early intervention services,
and she doesn't know what
services are avallable to him
now - but she needs them to
be affordable.

She doesn’t know a lot about
autism or ABA, and her son
doesn’t have an official
diagnosis.

Her 8-year-old daughter has
been working with an ABA
practitioner at anather agency,
but she hasn't been happy with
the quality of care.

She has very little time to
spend doing research. They
need someone who is sensitive
to her Muslim culture.

Late Bloomer

kil

Her son is 12 years old and Is
more typically functioning. He
is struggling socially in middle
school and has begun to be
bullied at school. At home, he
has some behavioral and
hygiene issues.

Lynda has been growing
increasingly frustrated with her
inability to help her son.

Feeling Helpless

R .

She has a 6-year-old who is
nonverbal and on the “lower
end” of the autism spectrum.
She Is feeling helpless about
her child’s behavior and
communication. She isn't sure
if change is even possible.

She needs guidance and
support.

Mom in Transition: Stephanie

“What do I need to do?”

Insurers
Funders
Current Parents .
mmary
Current Employees
Key
Characteristics

Additional Considerations

« Promote expertise via thought
leadership highlighting relation-
ships to academia and cutting-
edge methods — the new ABA

« Include aspirational messages of
what your kid can accomplish,
without overselling

« Do not convey Proud Moments as
vocational or educational help —
it's medical

« We want to share clients’ stories
but must consider privacy and
ethical issues
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Stephanie’s 3-year-old son is aging out of the 20-30 hours of early intervention
services he was receiving, and she doesn’t know what services are available to
him now. She values the one-on-one attention he got with El but can’t afford to
take on a lot of additional costs in place of the free services. She doesn’t know a
lot about autism or ABA, and her son doesn’t have an official diagnosis. She’s
not even sure if he’s really autistic, and is very overwhelmed.

Key Characteristics: Big Questions:
« Feels overwhelmed and scared about her son's condition  + Is ABA the right approach for my son?

« Does not have an official diagnosis for her son « Will my son get enough individualized care?

« Wants continuity of one-on-one care « Willthis cost me a ot of money?

« Is on a budget and needs avery affordable option « Will this be too intensive for my son or family?

« Doesn't know what's out there for her son Is my child going to get better?

« Needs a lot of support and help with being a mom to an
autistic son

49 Proud Moments Discovery Findings & Recommendations | 112420

Experience/Knowledge of Autism
-

Low Hih

Understanding of ABA Therapy
-

Low Hgh
Ansiety Level
Low Hen

Need for Support and Guidance

Low Hgh



We then evaluated competitors and best-in-class websites to inform
our UX principles and recommendations.

Sites We Reviewed Lovevery’s Content Strategy Aligns with and Supports
Their Product Strategy

Competitors Out-of-Market Sites

+ Acorn Health * Better Help [ — Lovevear [——— { Herwitn e s \; -
Alpine Learning Group = Child Mind Institute — .
Autism Learning Partners « Equinox w { ‘ fonths.

. Aveanna + Growing Up NYC Dl 5

- Blue Sprig . Lovevery — | =g Lu“"'" =
Caravel Autism + Orange Theory - = ‘ oo

. Centerfl € R e e e |
centia . Our Recommendations SoulCycle’s Navigation Shows a Tailored Web Experience by Location
Kadiant

+ NECC
Neurabilit Focus and clarify the primary message of the website for your users x e
T | - - . . Products and tf \
\/Lur:ap\)eBte Prioritize parents’ needs and the majority of other audience needs will follow f, Ao q“ W R 1

1
2.

|| —— | —
3. Demonstrate your deep experience and expertise to enrich the primary message I il Nix‘m ’ lig 5 L
4 % 7‘_ 73 ice .

. Build content and strategies that promote trust with all parents
5 moud Momens Disey 2 Proud Moments Disco E==m _

5. Promote local offerings and community with dedicated location pages

6. Enable - = = -
2 pulda RECOMMendation 2 Care/of Highlights Different Plans for Different People
P 1 1+ 4 d d | can change m' = & 3 .
rl O r I t I Ze p a re n ts n e e S a n a tailored expel Aroutine tailored to you
the majority of other audience T
B Poud Moments Disce . 3 Proud Moments Disea i “.=
needs will follow
Why it matters How we get there i
« All audiences want to know that, first and « Most parent needs are shared by other © Elderberryor
foremast, Proud Moments is serving audiences RIS
families well «  Some key content additions and sections for @ Pl ol iy
audience-specific content will address most
other needs
- @
17 Proud Moments Discovery Findings & Recommendations | 112120 Q 21 Proud Moments Discovery Findings & Recommendations | 112420 Q
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Conducted a work session with the core team to map user tasks and find the
best way for users to move through the funnel.

User Story Mapping Process Key User Tasks: Learn about Proud Moments’ Perspective & Approach

We mapped user tasks in a workshop with key Proud Moments stakeholders and then

organized them by user type.
Learn about Proud Moments’ Perspective & Approach
[ren—s L R ——

Learn about Proud Moments’ Approach Understand Proud Moments’ Expert Perspective

T e - -
Typical P Expert ot .
. Model and. about s Thouhe
Treatment || OnleHl e o menct ] g = fresm k

Key User Tasks: See Proud Moments Offerings

E

Key User Tasks — Major Categories of Tasks

See Proud Moments Offerings

See Information

See Proud for My Specific

Get Educated Learn about I See Proud e

. Moments Audience

about Autism Proud Moments . Moments :

Perspective and . (Careers, Referring
and ABA (Company) Services
] Approach Partners,

senies Whots Working ity Cild
Get Started / ; — —
Connect with

Key User Tasks: Get Content for My Audience

70 Proud Moments Dise

Key User Tasks: Get Educated about Autism and ABA

Content for My Audience
Get Educated about Autism and ABA

Parental Support Careers
Leam about Autism Leam about ABA
Connect
75 Proud Moments Disca Tpsandelp 7 Gy
71 Proud Moments Disg o Resources | | forparns | | L | Eventsfor findiob | Awolyor J oo tor
hat s o or 4 s ortuities ob
| b Aot | peng i Therapy Crnty Mo Sl [Wisenl Lz i h Practitoners
Autsm Support o sanices Media?)
e Work
Referring Partners
Loarn about
et
Relstonship  Information
Wit forPatients
Provicers
76 Proud Moments Discovery Findings & Recommendations | 112420 SEQL
72 Proud Moments Discovery Findings & Recommendations | 112420 Ql
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We modernized their brand signature to be more digital-first.

Signage

D\ /

Original

Refreshed

’ Proud Moments ABA " Proud Moments ABA



Our research with parents led us to a creative solution that guided site
visitors through a conversation that allowed us to deliver a personalized
experience showing parents what possible outcomes could look like.

Careers | Locations | Brookiyn, Center @ | 718.216,5311

@ Proud Moments asa  HowWeworkwitnkids  About  ABA&Auism  ForCinicians | - (HCEISIaREAN) Q.

Home > Section > Questionnaire
Careers | Locations | Brooklyn, Center @ | 718.215.5311

‘ Proud Moments ABA How We Work WithKids ~ About  ABA &Autism  For Clinicians ot st 7\ Tell Us About Your Unique Child

We personalize our treatment plans to the indiv
about your child and we'll tell you how Proud Mon e —
your child's unique needs @ Proud Moments asa  Howweworkwitnkids  About  ABAAuism  Forcinicians | - (GHSea) Q

Careers | Locations | Brookiyn, Center @ | 718,215,531

Home > Section > Questionnaire > Results

Questionnaire Results

What is your child’s first n Morgan’s Goals

Download PDF &

Caring for your
child’s unique
needs.

Morgan

Here's some immediate » : g ’ {’p

steps to take to help your Where are you located

B : Toilet Training Social Skills Communication
child make their mark
11217, Brooklyn, NY How ABA reaches this goal lorem How ABA reaches this goal lorem How ABA reaches this goal lorem
ipsum roin quis pretium justo. Vesti ipsum foin quis pretium justo. Vesti ipsum roin quis pretium justo, Vesti
bulum at eros nisl. Fusce lobortis bulum at eros nisl. Fusce lobortis bulum at eros nisl. Fusce lobortis

What is ABA?

Yes No Text introducing what ABA is. Ut ultrices dictum dolor. Lorem ipsum
dolor sit amet, consectetur adipiscing elit. Mauris ut dapibus dui.
Phasellus sit amet dolor pellentesque,

Has your child every had ABA the

Module briefly describing what ABA is
. . Ut ultrices dictum dolor. Lorem ipsum dolor sit amet,
What are the behaviors you'd like consectetur adipiscing elit. Mauris ut dapibus dui
Phasellus st amet dolor pellentesque, gravida lectus
vel, ultrices lectus. Ut ultrices dictum dolor. Lorem

Social Skills Commug ipsum dolor sit amet, consectetur adipiscing.Mauris
ut dapibus dui.
o = Ut ultrices dictum dolor. Lorem ipsum dolor sit amet,
Toilet Training Read N u psul

consectetur adipiscing elit. Mauris ut dapibus.



The site was SEO-optimized to take advantage of localized and information-
based user searches.

Careers | Finda Location Careers | Locations | Brooklyn, Center 9 | 7182155311 Careers | Find a Location

Home > ABAand Autism Home > Saction > ABAB Autism Perspectives [y DTS SR

Services

Brooklyn & i Home ABATheaey or Aum

ABA and ) ABA & Autism Perspectives
Autism &

An autism diagnosis can be an overwhelming experience—and ABA N \\ < Feautured Post

therapy is a powerful tool to help your child succeed while effecting N %

a positive change in Family dynamics. / COVID-19 Health
and Safety Protocols SouTHisLope socseer Location Details: Brooklyn, NY

5 ; Short description of the blog post s S

content on holiday tips for parents with SRR - . hasa Q zs‘u 14th Avenue < -215-531
Autistic kids, with a link to the blog post & camisean Suite 341 = Send an email
detail page. Lorem ipsum dolor sit amet. >, A Brooklyn, NY 11218
Duis aute irure dolor in reprehenderit in LSRN United States
voluptate velit esse cillum dolore eu. it Directions

v sorouoneark | § 3
About Autism I @ opentours 2 Director:
Read More > . I Mon-Fri: 9am-5pm Shaunae Davis
Autism Spectrum Disorder (ASD) is a broad term used to describe a N S Y ieron | oW SatSun; Closed
group of neurodevelopmental disorders. Children with ASD possess a -
complex condition that affects brain development and can create
difficulty with social interaction, verbal and nonverbal communication, (awsience ) (Topic V) (e v) (Newesttooldest ) peset
and emotional control. 9
/' Newest to oldest
[ The providers and staff at the Brooklyn location put our
Mescionewess families first. Our dedicated administrative team and
SortA-2 clinicians take pride in providing a comprehensive ABA
PR SortZ-A service that always has the child's best interest in mind.
Many children with ASD learn and react differently than typically Most Popular We accept most major commercial insurances and
developing children. Each child possesses their own unique set of CHP plans, i care access.
challenges, kills and strengths. Each has a particular way of slog 8log slog
Bedng it bl e hda it Tilo Goes HeroLorem. |} Title Goes HaroLorom | Title Goos Hero Lerem Wenotonlyserv ur diensbutabo Wespecalizeinheling e ounger
found for autism, early treatment and intervention have proven to IpsumDolor Sit Amet Ipsum'Dolar SitAmet Ipsum Dolor Sit Amet work with many local advocacy than school age (2-6) progress towards
have a profound impact on many children's growth and Mauris ut dapibus dui. Phasellus it Maurs ut dapibus dui. Phaselus sit Mauris ut dapibus ui. Phasellus st organizations, not for profits, and schools  their individual goals through ntensive in-
development. amet dolor pellentesque, gravida amet dolor pellentesque, gravida amet dolor pellentesque, gravida to provide training and informational home aba behavior therapy programs. This
- bk S e B sessions for the staff and parents. can also benefit older children depending
A Proud Moments,we apply the scentiiclly proven and data- T P, . on telF I Galneeds.

ABA therapy iingful changes in
important behaviors.

About ABA




A social media campaign was developed to mark the launch of the new site.

' Proud Moments ABA

. Proud Moments ABA

. Proud Moments ABA
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Creating a More Patient-centric
Healthcare Communications Experience

REDCARD



The Challenge

With today’s communication
complexities In managing
personal and family healthcare,
how can mobile technology

disrupt the paradigm?




The Solution

By addressing the pain points
and embracing the opportunities
to delight and surprise the
member — and make the payers’
ook good doing it.




We began with user interviews to identify frustrations and opportunities.

IEEIIGARD e

s OFFcE PARKWAY
ST. LOUIS MO 63141

Explanation of Benefits

THIS IS NOT A BILL
'YOUR MEMBER INFO

Name: CHRIS SAMPLE
1D No. P00368259-01

Forwarding Service Requested

u0 Group Number: CD0492

RSB Roan .

kst Processed Date: 05/12/18
CONTACT US

Member Services: 419-555-5555
Toll Free: 1-800-555-5555

Mail: 744 Office Parkway
St. Louis MO 63141
Member Portal: PayerPortal.com

Claim #: 180424042214
SAMPLE HOSPITAL
Allowed

‘It feels like

ClaimTotals: $478.80 $0.00  $387.05

Procedure Code(s)

73562
99283

“[ALL CAPS]
feels as though
I’'m being
yelled at.”

— Greta

RADEX KNE 3 VIEWS
EMER DEPT MODERATE SEVERITY

Diagnosis Code(s)

$8392XA  SPRAIN UNSPECIFIED SITE LT KNEE INITIAL ENCNTR

Codes  Messages
THE PROVIDER HAS AGREED TO ACCEPT THE "TOTAL PAYABLE BY MEMBER" PLUS THH
HIS PAYER AS PAYMENT IN FULL FOR THIS SERVICE. YOU ARE RESPONSIBLE ONLY F(
THE "TOTAL PAYABLE BY MEMBER" SECTION
'YOUR CONTRACT HAS A DEDUCTIBLE, THIS DEDUCTIBLE MUST BE MET BEFORE PAYME!
MADE. THE AMOUNT IN THE DEDUCTIBLE ODLUMN HAS BEEN APPLIED TOWARDS YOUR [}
'YOU ARE RESPONSIBLE FOR THIS AMOUN
VOUR CONTRACT REQUIRES THAT A 20% COINSURANCE BE TAKEN ON COVERED EXPENS
'YOUR COINSURANCE MAXIMUM HAS BEEN MET. THE AMOUNT IN THE COINSURANCE COl\
BEEN APPLIED TOWARDS YOUR COINSURANCE MAXIMUM.

ASKING FOR REVIEW OF DENIED CLANS (ADVERSE BENEFIT DETERMINATION INFORVATION)
o

EWED
AGAIN THIS IS CALLED AN INTERNAL APPEAL 2) ASK TO SEE OUR RECORDS BOU VO DURING OFFICE
IOURS, OR ASK FOR A FREE COPY OF THEM. 3) SEND YOUR COMMENTS OR OTHER INFORMATION TO BE PART OF
. YOUR REQUEST MUST

YO! M E SEE YOUR
MEMBEH HANDEOOKICERTIFICATE ANNUAL NOTICE OF COVERAGE OR SUMMARY PLAN DESCRIPTION TO LEARN

HEALTH CARE REFORM LAWS REQUIRE US TO SHAHE INFORMATION WITH YOU. THIS FORM LETS YOU KNOW WHAT

E OF E ROVI R E
D TO HAVE THE MEDICAL CARE 5) WHAT PROCEDURE YOU HAD DONE. IF YOU HAVE ANY
OUESTIONS PLEASE CALL YOUR DOCTOR OR YOUR HEALTH CARE PROVIDER.

You are responsible for this amount

though | know
it’s not.”

o JOSh Annual Limit  Amount Accumulated Amount Remaining

.y Counters Annual Limit  Amount Accumulated Amount Remaining
Deductible (In & Out of Network, Tiers 1 & 2) $6,000.00 $3,000.00 $3,000.00
|Ou‘ of Pocket Maximum (In Network, Tier 1) $12,000.00 $3,345.68 $8,654.32

Explanation of Benefits

Reporting Fraud: How can | help?

INSURANCE FRAUD SIGNIFICANTLY INCREASES THE COST OF HEALTH CARE. IF YOU HAVE QUESTIONS'
WHETHER THESE SERVICES O 'S WERE HECEIVED PLEASE 'CONTACT THE MEMBER SERVICES D!
FOR CONFIDENTIAL HEPOF\TING OF\ YOU MAY C IDEPENDENT SERVIGES HOTLINE NUMBEH
555-5555, OR TOLL-FREE 1-800-555-555. FOR TTY SERVlCES CALL (419) 555-5555, OR TOLL-FREE 1-888-555-3

Member Responsibility
Amounts inthe deductbl, co-nsurance and corpay columns rspresant the members rosponsiiiy.If the member' co

“This is
all doctor-
speak.”

requires a deductible and/or co-insurance be taken on covered expenses until their deductible and/or coinsurance ma
been met, the amounts appearing in these oulumns wIII be applied towards the member's benefit maximum.

Did you know?

PayerPortal.com is available 24/7. You can self-register to access your
'S0 much more! You can even choose to opt ol of receiving your E

personal portal tocheck diaims, view
receiving your EOBs by mail. Check it out today at: PayerPortal.co

Bs by mailou can even choose to op

F)

Explanation of Benefits

— Derick
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And ensured strategic alignment between business and product goals.

The RedCard App (NewApp) could go beyond the B2B healthcare communications partner,
becoming a member-centric tool for end consumers and the go-to resource before, during and
after receiving healthcare services for value-add content.

RL Q R

¥4

Insurance Member Provider (Physician)
Company/TPM

Empowering members throughout the healthcare journey:

What providers are in- When my health plan changes, What will the service cost
network, well-regarded and can my healthcare track record me? What other financial
convenient for me? be all in one place? planning options are there?

17 Sequel Digital Experience Portfolio & Case Studies | 02232024



We evaluated possible business models that would drive the role of brand...

18

OPTION A

Aetna
Powered by RedCard

CLOSER-IN
(white-label, ingredient)

NewApp is setting a new
industry standard for
simplifying digital healthcare
communications in order to
create better efficiencies,
increase visibility and
eliminate the fear of the
unknown for all.

Sequel Digital Experience Portfolio & Case Studies
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OPTION B

NewApp

Brought to you by Aetna

EXTENSION
(endorsed, B2B2C)

NewApp helps members
simplify their changing
healthcare considerations
and health history and helps
health insurance companies
deliver a more member-
centric, digital experience.

OPTION C

NewApp

REACH
(freestanding, B2C)

NewApp is an objective

third party redefining the

way people manage their
healthcare finance and
record-keeping by
empowering consumers to
take control of their health
history and to provide insights
to make better healthcare
decisions in the future.



... resulting in a DTC brand story that gave RedCard a clear direction.

19

Fortifi empowers people to take control of their healthcare finances and
health through an engaging, frictionless and member-centric experience.

Members get a clear view that prioritizes what they owe and why, clearly and
instantaneously. And with value-added features, Fortifi helps them make
better decisions before, during and after each visit to a provider.

Payers gain a transformative level of paperless, digital efficiency and
something even more valuable: satisfied and self-sufficient members who
enjoy managing their healthcare journey.

Fortifi. “My healthcare, in my hands.”

Sequel Digital Experience Portfolio & Case Studies | 02232024



We built personas to align the research with the user’s context and needs.

The Family Juggler: Simon

3
[rainpoims = o o e
e e e
s il IR Lo f=e
4

‘UP

Drosciehelp  Savemoney = e pr—
Simon | ool o ; e | [
™ i " Elizabeth

T e T
P - =2 FEE = ol e :
| feel overwhelmed by trying to manage e B B =

“I wanted a healthcare plan that matches my values,
and | created one.”

the healthcare finances of my family.”

36 Qualitative One-on-One ResearchFindngs | 11152018 Q

The Avoider: Reese

Key Differentiators Reese has had the same health insurance company and
tengage witn e plan for a long time, which has built a sense of trust that
A nSE=GE OF HOCDNS: her coverage and health insurance meet her needs. As

Diligent Organizer: Frasier
Key Differentiators: Frasier is a “Type A” personality who brings his proactive
; personality to everything he does. In his professional life,
b

he’s an accountant, and he applies that professional skillset

Completyof Healthare Stuaton

Sivgsprofesdondl i to his approach to healthcare and healthcare finances in — - she is generally healthy and doesn’t have any chronic =
e articular. He does more research than most, and he is conditions, she goes to the doctor only when absolutel! - “
d and does as much
aspossiole diligent about setting a budget and tracking expenses within gt necessary (one time a year for an annual checkup). e
+ Always seeking new ways tc that budget. o o .
bemoreeffcent o e Due to her general good health and sense of trust in her health insurance, o
e_— R
Biggest Value Proposition: |  While he wouldn't call himself an expert at understanding his health insurance, e i Reese s qt n it comes to her healthcare; she rarely —
and he still often has questions, he feels confident that he is well-equipped to read opens EOB, as she expects that things “work on their own.” Due to this vactin Proaceive.
more efficier " Level of Organization passive nature, she not only misses mistakes on her EOBs or bills, but she also
v ‘and understand EOBs and doctors’ bills, and to make sure that everything lines up. N
Iy cmenter He receives EOBs by paper out of habit, but he recognizes that receiving them Biggest Value Props doesn't realize that can happen - she “d Level of Organiation
) ; electronically would be easier and would allow him to search his archive more “« ] . A . + Incentivize me to get mor doesn't know.” She recognizes that if she did develop a more complicated Ohorganized e
oy payitg oiine e ks pefersbl t i, becae ofthedige reord, bt Untersarangorbestson My healthcare needs are chronic and complex, so dealing with vl i heathcare and | healthcondition, she would or ordealwith o
— tooverc me of m ‘more complic: verage. jitional ecause she’s been in the same Understanding of Heal
security and using a legitimate service is a top concern. He reads his EOBs as soon o - ; . ; ) itusirapieddig or plicated coverage. Additionally, be he's been in the =5
25 they come, because he feels its necessary for keeping “good hygiene” for his healthcare providers is part of my daily life. systemfor years, she has hvays gotten paper tatements and whieshe ier
health oflike checking ot Usage e does
regularly. He believes you need to protect your health insurance finances in the F - feel inclined to change a system that has worked for her for so long. She's Digital Usage.
same way you protect your credit ~ by being vigilant ~ and would be interested in a opento an lectrnic system, butshe wouldneed o understand why it would _—
service that helps him in doing that more easily. benefit her to fix something that “ain’t broken.
55 Qultate OneonOneResearch Fndngs | 11152018 a

102 Qualitative One-on-One Research Findings | 11152018 Q
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And created a user journey to highlight the moments that matter.

FINDING A PROVIDER

Establish Need

Find Provider
to Visit Provider

Visit Provider

Receive Payment Information

PAYING YOUR BILL

Y, oy

Evaluate Symptoms

Get Referral or
Symptoms Merit Visit Provider

Recommendation
From Inside or Outside Provider
Network
From
Symptoms

From
Annual
Checkup

Research Provider
Use Internet to Research Provider

Sequel Digital Experience Portfolio & Case Studies |

Diagnosis or
Preventative Evaluation
and Testing

02 23 2024

2l

Pay
Copay

Pay Copay for Visit

Receive

Receive
Provider Bill Initial EOB
Receive Bill for Receive Initial

Provider Visit and Explanation
Related Changes of Benefits
Statements

Receive
Updated EOB

Receive Updated
Explanation
of Benefits
Statements

y Information

1

Call Provider
Call Provider with Questions about Bill

4

Take Action
Resubmit Claim,
Dispute Coverage,
Pay Bill or Take Action
Another Way v

3

Reconcile
Reconcile Information from Doctor’s Office and Health
Insurance Company to Determine Next Steps, Such as Disputes

2

Call Health
Insurance Company
Call Health Insurance
Company with
Questions about
Explanation of Benefits

Follow-up

Schedule Any Follow-up
Appointments



The journey allowed us to clearly see user’s pain points...

22

* Doesn’t know what an
unusual need will cost relative
to plan

* Confusion about plan and

what is covered
FINDING A PROVIDER

No easy access to
medical history

Lack of understanding
of what it will cost

Establish Need Find Provider

to Visit Provider

Y, e

Evaluate Symptoms Get Referral or

Symptoms Merit Visit Provider Recommendation
From Inside or Outside Provider
Network

From
Symptoms
From
Annual
Checkup

=)

£S5

Sequel Digital Experience Portfolio & Case Studies

Research Provider
Use Internet to Research Provider

* Lack of clarity as to best
financial choices

| 02232024

Visit Provider

Diagnosis or
Preventative Evaluation
and Testing



... and identify high-priority opportunities.

* Help calculate or anticipate

costs accurately up front
* Recommend the best plans for * Help members
members based on their understand what to
expect

behaviors
| FINDING A PROVIDER |

Establish Need Find Provider Visit Provider

to Visit Provider

2 st

Get Referral or Diagnosis or
Recommendation Preventative Evaluation

From Inside or Outside Provider and Testing
Network

Evaluate Symptoms
Symptoms Merit Visit Provider

From
Symptoms

From
Annual

Checkup
OE

Research Provider
Use Internet to Research Provider

* Provide healthcare
management and history

« Offer family management

* Help members make better
financial choices

23 Sequel Digital Experience Portfolio & Case Studies | 02232024



We then designed and built an experience around those opportunities.

02 23 2024

Sequel Digital Experience Portfolio & Case Studies
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The app required deep collaboration with RedCard to build the functionality.

Fortifi

Put your family’s health in your hands.

CREATE ACCOUNT

25 Sequel Digital Experience Portfolio & Case Studies

Fortifi

Hi Holly,

On December 16, 2018, you saw
Dr. Guillem Gonzales-Lomas for a
medical visit.

Good news!
You owe nothing for
this visit.

&

VIEW DETAILS

VIEW ALL CLAIMS

. .
Claims Overview s pdated reb 28,2019

= Filterby Sort by newest Vv Q

Guillem Gonzales-Lomas $50

I Patient Name
Claim ID 1234567890

Fortifi

How’s my
deductible?

Healthgram
Long Plan Name Silver Select

Deductible, In-Network

saoo to go
Family
s o , o o o to go

VIEW DETAILS

Holly

My Plan

Long Plan Name Silver Select My other plans Vv

220 days left before
your deductible resets




The Fortifi brand extended across all touchpoints; internally and externally

Fortifi

Put your family’s health in your hands.

10:00 PM f Fo'tiﬁ 10:00 PM

o@mo
] Fortifi Hi Holly,
we co m e (] On December 16, 2018, you saw.

Put your family’s health in your hands.

Dr. Guillem Gonzalez-Lomas for
amedical visit.

Congratulations! You owe
nothing for this care.

VIEW DETAILS

26 Sequel Digital Experience Portfolio & Case Studies | 02232024 Q



We also scripted, shot, and produced a brand purpose video series.

We asked the public

COMMUNIEATHENS

We asked our clients We listened
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Seeing the Unseen

FIRST EAGLE CASE STUDY



The Challenge

How does one of the world’s
argest asset manager ensure
an accurate and engaging web
experience for a global
audience?




The Solution

By building a flexible, secure,
customizable CMS that enables
them to easily meet the ever-
changing demands of the
international markets.




The First Eagle brand and visual identity were out-of-date.

2019-2020 Edition

downside risk remain our primary goals.

FinancialProfessionals> Individual nvestors >

ar mual fund

Sponsors and C
Seeking Capi

>
FIRST EAGLE

¢ of Resilience

Shar o e ey e

=
401k Investment Mer
Hope for the Best, Pr

~=
FIRST EAGLE

OECHSLI

Taking your Team to New Heights:

How to Build and
Manage an Elite Team

with inancial profesional.

“Assets under management as of December 31, 2020,
First M. )

meating the

ds o the institutionsl

FIRST EAGLE

Summary Prospectus

First Eagle U.S. Value Fund

HISTEAGLE

Medicare Resource Guide

FIRST EAGLE

INVESTMENT MANAGEMENT

Facing Your Fears

ishing Value from Valuation

lobal Tund

CENTER for
RETIREMENT
RESEARCH

at BOSTON COLLEGE

>
FIRST EAGLE

in Value Investing:
ignificant

plan

‘The Value of Downside Protection




So, we started by building a clear articulation of the brand story...

Seeing the Unseen

At First Eagle, we bring our clients a distinct perspective. One focused
entirely on serving as prudent stewards of their capital over the long
term. Fundamentally, we believe bottom-up research can help
uncover compelling opportunities across global markets.

Our disciplined, unconventional thinking owes little to the consensus.
We instead rely on in-house research and original thought, by
products of an investment-led culture that led us to wherever
opportunity lies — often in misunderstood or out-of-favor securities
and industries.

Clients come first, always. This commitment serves as a unifying
source of clarity in an often-ambiguous investment landscape.

We are First Eagle Investments. And we see clearly.
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... and modernized the logo with custom typography and symbol

enhancements to make it more digital-forward.

First Eag

Investments..
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The core idea of seeing the unseen drove the creative solution.
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From branded sales collateral... —_TNEN & —

Qur disciplined, unconventional an investment-led culture that lead
thinking owes little to the consensus. us to wherever opportunity lies —
We instead rely on in-house research often in misunderstood or out-of-favor

and original thought, byproducts of securities and industries.

First Eagle Investments >

At First Eagle, we bring Rl kel

our clients a distinct S gt
- " - - outcomes through highly ) 3

perspective. One focused el VAEHAGEH ana st . There's an unmistakable

entirely on serving as nvestment stategie. need in the marketplace

for an unwavering voice
prudent stewards of > in support of resilient
their capital over the long wealth creation. We look
to be that voice for our
term —am nd

Y clients.
rooted in our rich heritage s
dating back to 1864 Our brand ampii

truth about First Eay
Glients come first, always.
This commitment serves as
0 of larity
inan of iguous
investment landscape.

Seein
the

Unseen

Our Brand Narrative We are

First Eagle

Investments.
And we see
clearly.
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.. to a video/motion toolkit for ongoing campaigns.

First Eagle Investments >

Our Unique Perspective Lorem Ipsum

Deep Analytical Insights and Grounded Strategies

S23B

Statistical Caption Lorem Ipsum Dolor




The new website required a complete rebuild on a customized Drupal CMS.

View as v

>

First Eagle Investments Investment Strategies Insights  About Us

HOME

Disciplined, unconventional
thinking. Global

perspective. Long-term
alignment.

¥

With a heritage dating back to 1864, First Eagle Investments has served as a
prudent steward of client capital across market cycles, macroeconomic conditions -
and disruptive events.

CHOOSE YOUR SITE

Financial Professionals December Views from
Individual Investors First Eagle Global Value
Institutional Investors

Corporate Site DEC 13,2021 A

Explore All Insights

First Eagle at a Glance

~f ©CD 20 NNn1

3Q21 Market Overview:
Against Perfection

0CT 22,2021 A

Careers at

First Eagle

LT ——

First Eagle is always seeking talented, motivated, accomplished
individuals to join our team. Our colleagues tend to have long tenures
with the firm because of the value they feel they are adding each day.
our private and independent ownership structure, and our collegial,
small-team environment. Explore our open roles and find your next
opportunity.

Private equity funds managed

by Blackstone Capital

Partners and Corsair Capital
vest in the fi

Diversity, Equity & Inclusion

Positinning Ouir Colleagiies




Our process began by building a plan, interviewing stakeholders and
reviewing competitors to find the opportunity space.

Methodology

Our discovery process included the

Discovery Workshop

Campetive st ‘

following:

14 Stakeholder Interviews
« Background and Materials Review
« Existing Site Review
« Competitive R¢ . X
 Workshop: Usi  COMPetitors We Reviewed
+ SEO Evaluatior

Retail Institutional
Invesco

Alternate Credit

Invesco « Ares Capital Group

Royce Investment Acadian Asset Bain Capital
Partners Management . Golub Capital
« Alger T
. AavGfund Stakeholder Interviews
5 Fist agle iscoveryFndh . Vanguard

Who We Interviewed:

Fund Operations Ed Molina

Investment Management Debbie Lusman

Retail Team Keith Kisto, Sam Hutching, Mark Totten

Alterative Credit Lauren Vieira, Mike Herdg
Administration/Execy
Institutional Team |

¢ Fmageoscomyndh Miiriing with First Eagle?

Human Resources

Product |

Legal& Compiance. JOUrNey and Tasks

International Wholes

Poaree §

Retirement -
Natoral ezt

7 el B

2

Other
AB
AQR
BlackRock

How can we create a journey that deepens the client’s relationship

7 FiesEagl Discovery Findings & Recommendations | 02102021
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SEO Audit — Overview

=

Site Health Erfors Warnings

226

4937 @
o e

Why Does It Matter?

+ Site errors znc issues can lead o poor UXand
ower rankings

Competitive Review — Retail

Crawled Pages ¢
392
| —

- ey
- o

Invesco
Retail, Instity
www.invescg
« Highly seg
+ Robust in
* RiA-specif

differentf
+ Robust sef

profession
+ Separate ¢

user types

Fist Esge - 5E0

Shared

Cofviction

Acadian Asse
Institutional
hitos://www

st Eag: Compy

+ Sophistica
+ Basic Abol
- Featuresl

Capabilitie
- Highlights
+ Robust the
- spotlights

Ares Capital Group
Alternative Credit

Bain Capital
Alternative Credit
7 Fusteage:comy htty baincapital,

* Sparse home page, navigation « Minimal site

iome page . very responsibility and
latest news and views, what they do impact
1t Us it Each business h approach,

value prop, types of investments, people, news, contact
. G

+ OurTeam s filterable list — with images visually

Golub Capital
Alternative Credit
://goll

+ Home page highlights business lines and
news

+ Very text-heavy in general

+ Goesin depth on different business
lines /industries

+ Insights: Middle Market Report, press
releases, external articles

only on bio pages . ple page
headshots
+ Newsroom is prominent (press releases,
external news articles)

First Eagle: Compettive Review Work Sesson | 121020

Team v area



We aligned on website requirements, communicated functionality wit
wireframes, and built a comprehensive design system.

Wireframes

Financial Professional 15
~>
FIRST EAGLE Products

Home / Products / Global Fund

Global Fund

Seeks long-term growth of capital by investing in a range of asset classes from

Retirement

Account Access

Insights

markets in the United States and around the world.

Performang

Interactive

Overview

Why invest in Global Fund?

Lorem Ipsum is simply dummy text of the p
Ipsum has been the industry's standard du
of the printing and typesetting industry.

Characteristic of this Charact
Fund Here Fund H
Lorem Ipsum is simply Lorem |
dummy text of the printing dummyt
and typesetting industry. and typel

How we invest (investment pr

Lorem Ipsum is simply dummy text of the pri
been the industry's standard dummy text.

Process Point Process Point Pr
+ LoremIpsumis + LoremIpsumis B
imply dummy imply dummy
ot textof
« The printing o« The prnting N
and ypesetiing and ypeseting
industy industry.

Learn more about our process >

Financial Professional B
~>
FIRST EAGLE Products

CATEGORY

Title of Insights Article goes here
date

Resources

Retirement

Subscriptions  Saved Content (3)

About the Firm Q

Interval funds use same template

Share Class A - SGENX v

cusP: 002034180

Account Access

Insights ~ Resources

Subscriptions

About the Firm

Select Fund Performance

Lorem Ipsum-is simply dummy text of the printing and typesetting industry. Lorem

Ipsumfias been the industry's standard dummy text

Featured Insights

CATEGORY

Title of the Insights Article goes here
date

CATEGORY

Title of the Insights Article goes here
de

Daily Change %
0.25
0.25
0.25
0.25
0.25

See all Mutual Funds.

Price
Fund Name SNN.NN
Fund Name SNN.NN
Fund Name SNN.NN
Fund Name SNN.NN
Fund Name SNN.NN
CATEGORY.

Explore all Insights

Saved Content (3)

Q

Share Class A v
Yo%
317
317
3.17
3.17
317

Title of the Insights Article goes here
date

Design System

BUTTONS

Primary P2

Primary P3

Secondary

Secondary KO

Icon Secondary

Text button
Left-Aligned

Text button
Right-Aligned

Labeled Ieons
Left-Aligned

Labeled Ieons
Right-Aligned

Shara Class
CLaSS A FEBAX
cLass C FeBoX
cLass 1 Fesix

cLasS Ra FERRX
cLasS R4 FIBRX

GLASS RS EABRX

Default

@ prior Mo

cLASS Al

cLassc)

CLASSTF

oLASS RE

cLass Ré

CLASS RE

Hover Active

Focused

Button

Taking the Insights Video feature style and just removing the blue category tag

Consectetuer Amet Adipiscing Elit

Lorem Ipsum Dolor Sit (<60)

Lorem ipsum dolor < 280 characters amet, consectetuer
adipiscing diam nonummy est. nibh euismod sed tincidunt
ut laoreet dolore magna aliquam erat unim volutpat. Ad
minim veniam, quis nostrud exerci an quas senserit noster
elit. tation exerci magnus porros mazim loborti more

Could this color variant be useful for featuring still images from artic

Press Releases

Lorem ipsum dolor <110 characters amet
consectetur elit adipiscing nonummy euismod
tincidunt ut laoret dolor.

MON XX, 000X

Lorem ipsum dolor <110 characters amet
consectetur elit adipiscing nonummy euismod
tinoidunt ut laoret dolor:

MON XX 2000

Press Releases

e T e e T



Custom handlers in the CMS allowed First Eagle to easily update fund
information with existing workflow infrastructure.

& firsteagle.com

j’

First Eagle Investments

Financial Professionals Account Access Login to FEI

> .
First Euglelnvestment? Products  Retirement  Insights  Resources  About Us Growth Of $10K
HOME / GLOBAL FUND
Share < Share Class A (SGENX) v
As of Dec 16, 2021
Change Investment Amount +
CUSIP: 32008F507
O a I I n Inception Date: Jan 01, 1979
e _ Select Time Period +
Seeks long-term growth of capital by investing in a range of asset classes from markets in
the United States and around the world.
$80,000 =
$64.08 11.47 % 0.31%
The performance data quoted herein represents past performance and does not guarantee future results. Market volatility can dramatically impact a Fund's
short-term performance. Current performance may be lower or higher than figures shown. The investment return and principal value will fluctuate so that
an investor's shares, when redeemed may be worth more or less than their original cost. Past performance data through the most recent month end is $60.000 FEVAX
available on the Prices & Performance page. ’
Risks
i $40,000
Overview Interactive Charts Performance & Prices Portfolio Management Fees & Minimums Distributions Documents
| i $20,000

Investment Philosophy
S&P 500 Index

The Global Fund's philosophy reflects the teachings of i
Benjamin Graham and Warren Buffett: We believe Seiifisie CaiEssiien 2005 2010 2015 2020




Customized content permissions allows First Eagle to control which global

users could see which pages; all the way through the on-page copy.

7

Individual Investors &5 v ContactUs  Account Access Financial Professionals

- >~
First Eagle Investments > Products  Insights  Documents & Resources  About Us First Eagle Investments > Products  Retir: Insights

HOME / INDIVIDUALS HOME ? // 4 '\ ‘\
Disciplined, unconventional = _

iz und Performance
thinking. Global
perspective. Long-term ‘ onaner  vo
allgnment Global Fund

HOME / FPRETIREMENT

First Eagle Retirement
Investment Solutions

First Eagle Retirement Investment Solutions (RIS) partners with financial
professionals, investment consultants and retirement plan record keepers
to help deliver investment solutions—focused on generating attractive
long-term real returns while mitigating the permanent impairment of
capital—for savers across the retirement lifecycle.

Overseas Fund

Credit Opportunities Fund
With a heritage dating back to 1864, First Eagle Investments has sepved as
a prudent steward of client capital across market cycles, macroéconomic
conditions and disruptive events.

Small Cap Opportunity Fund 50 43

Overview & Insights ~ Tools  Our Strategies
The performance data quoted herein represents past performance and does not guarantee future results. Market volatility can dramatically impact a Fund's
short-term performance. Current performance may be lower or higher than figures shown. The investment return and principal value will fluctuate so that
an investor's shares, when redeemed may be worth more or less than their original cost. Past performance data through the most recent month end is
available on the Prices & Performance page.

A complement to our investment capabilities, RIS is a dedicated team
of retirement specialists who work closely with First Eagle retail and
institutional teams to offer education and insights on the key issues

ViDEO VIDEO MARKET & TOPICAL PERSPECTIVES
for retirement savers and their fiduciaries

December Views from December Views from 3Q21 Market Overview: i .
First Eagle Global Value First Eagle Alternative Against Perfection Retirement Insights

Credit
{ Dt AR -~ -

DEC 13, 2021 A DEC 16, 2021 2 0CT 22,2021 A

AccountAccess  Login to FEI

Resources

About Us
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Building Brand-to-Business
Impact: From Narrative to
Lead Generation Results

QUIET PLATFORMS



The Challenge

A unit of American Eagle Outfitters recently merged with another
supply chain add-on; Quiet Platforms needed to raise awareness
of the new combined enterprise.

The lack of awareness in the market was negatively impacting
the sales pipeline. With a lofty revenue target for upcoming vyear,
they needed a unified brand narrative and more accounts,

i.e., leads, for their sales team to pursue.

In short, how do you take a new narrative and connect the dots
to the messages that matter with prospective customers?
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The Solution

44

Upon the development and launch of a new Quiet Platforms
brand narrative and digital presence, we developed a
performance marketing strategy that delivered a cross-channel
media campaign with highly compelling creative that told the
new brand story but also invited users to download a
high-value white paper in exchange for a quick-form request.

The campaign was directed at two different The target audiences were further segmented
high-level targets that focused on an account- by company size (revenue) and job function to
based-marketing (ABM) approach as well as enable personalized messages that spoke to the
unknown prospective accounts that fell outside major-use case and needs of each member of

of the ABM list. the decision committee.
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We conducted interviews to understand the audiences and their journeys to
find the best way to introduce them to the Quiet Platforms offerings.

Supply Chain Operator

Job Title: Operations Director

Company: Nested Bean (SMBb

BEHAVIORS

KEY BEHAVIORS DURING THE PURCHASE CYCLE

Identifies the
Engages coll
and vendor re
Reads only st
specific to his
Visits sites of
Tours faciltie:
Covid)

Advises the fc
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Supply Chain Operator
Job Tl Operations Director
Company: Nested Bean (SMB)

EMOTIONAL DRIVERS

WHAT KEEPS THFM 11P AT NIGHT
-DaiykPistok  Supply Chain Operator
overwhelming Job Title: Operations Director
« Alot of trends { Company: Nested Bean (SMB)
currencies, con

KPI's

ASPIRATIONAL

RATIONAL DRIVERS

PERCEIVED BA

- Order Manager KEY PURCHASE DRIVERS

DECISION CRITERIA

- Bait and switch il Supply Chain Operator
« Lack of flexibill * Scalability Job Tille: Operations Director
nioe/procesed - Small vendor Company: Nested Bean (SMB)
diverse SLA's
(all with diffen
+  Innovation/Au

SUCCESS FAC'

+ Lowannual o

Age~38
+ Reduce landil
importing) 8. Business
+ Increase orde
for faster ship Entire career has been spent in
« Providing mol the Supply Chain/Operations
and automatic function at several firms, big
« Highly respor and small.

Tenure: 17 years

| 02232024

+ Reports to founder/CEO

« Has small team that reports to him

« Self-proclaimed “Numbers Guy”

« Handles all things related to supply
chain, vendor management, quality
assurance, fulfillment

« Needs to be a problem solver and
chooses to stay “behind the scenes” in
order to solve those problems; claims
staying behind the scenes is an
operations-specific attribute

Supply Chain Operator

Job Title: Operations Director

Company: Nested Bean (SMB)

INFORMATION NEEDS
8D

INFORMATION €

Key Purchase Drivers

Evaluation/Scoring

Started by
provider re/

Information
USP to be

Cost, ability
decision fai

Prospects (

BUYER JOURNEY EXECUTIVE SUMMARY

The key trigger: Existing 3PF was shutting down (owners retired)

THE BUYER JOURNEY

The buyer journey is series of stages that a prospective buyer passes through during their selection process.

3. Exploring Potential
Solutions

4. Choosing a Solution
Rooches outlo vandors or‘iches” Sorownal
skopical of brands uni he can got a foo for i

ftoing durig piches and lacile tours.

fims) for input & rocommendations.

1.Trigger :w Ge“::gms:ﬁ:ffm
Outgrowing current 3PF vendor (or
rowig curen poseoutiase wparonce o
3PF vendor retires) .Mﬂmvlmul'ma Could be
opportunity for marketing to lay a rol.

5. Justifying That Choice
‘Cost and abilty for vendor o scale with
projoctod growth ustifod tho sofocton.

Foundor in doc



We started with refreshing the brand foundation; from platform through
visual identity toolkit.

q” .
O DQUIET

PLATFORMS
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... Leading with a design concept — “Connected Commerce” — that gave the
visual language a clear intent and purpose.
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We then designed and developed a website experience based on the
new VIBE.

b aulET (=)

Home / Solutions / Fulfillment

dbaulET (=]

Home / Solutions

Raise your
Our Edge is competitive edge

Your Edge. with collaborative
Get closer to your customers and commerce-

ship smarter with Quiet Platforms’ Gain fast, cost-effective, and friction-free

—— FULFILLMENT
Nimble, friction-
free fulfillment
drives value.

Edge Network. fulfillment and delivery—end-to-end. Gain speed, precision, and a

Our Solutions

positive impact on your business.

P
w C
= \L b TRUSTED BY TOP BRANDS
)
73
CThuRsoAY:
* 3qeW el SUMMERSVLT.  THURSDAY .
TRUSTED BY TOP BRANDS
\&/ SUMMERSVYLT. , THURSDAY:
MACK WELDON == )
Fulfill customer demand and

replenish stores faster at a lower
total cost of operations.
Edge Network powers you to get P
closer and leverage friction-free
—— OUR DIFFERENCE

fulfillment, logistics, and shipping Our advanced, adaptive, and highly

efficient fulfillment solutions aet it riaht
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erce and Omni-Channel Fulfilment

ed Logistics and Inventory Data Science

Multi-Node In-Market Footprint

Goto Fulfilment as a Service >

Q
QU Soutions  Campany News  ® wheresmysackaset (D)

Our Edge is
Your Edge.

Get closer to your customers and ship smarter with Quiet
Platforms’ edge network.

@

v, I PROVEN Thac

Quiet’s edge network powers you to get closer

A History of Exceeding Expectations

QOLQUIET

PLaTroRnS Solutions.
Home | Solutions | Fulfiment a 3 Serice

Nimble, friction-
free fulfillment
drives value.

Gain speed and precision to grow your business more profitably.

oveios fipsyelves AEOumc

Company  News

© wnawe mypectoser  (EEEED)

Fulfill customer demand and replenish stores
faster at a lower total cost of operations.

A QUIET

Q

PLaTrORMS Solutions

Gain the edge with
our collaborative
commerce
network.

Pro with cost-eff

o st, and friction-free
fulfiliment

QUIET

PLATFORRS Solutions.

Experts at
enabling brands
to achieve their

Company  News

Company  News

X

® Where's my package?

L2771

centers to our nimble network of in-market centers.

W

See how American Eagle Outfitters
used our edge network solution to
fly high and revolutionize how
their products get where they
need to be.

SR

Easily adapt in
evolving
environments.

Let's work together to take your brand into the future.

e [y a]  oeeever  VoweEn

We’re in the business of quietly minding your
network so you can focus on your customer,

halninAa i avialhua wnihara i+ matare Niar

Faster Delivery = More Sales and Satisfaction

Consumers love speed. You know that getting closer to your customers is imperative for commercial success.

P Holistic Freight = End-to-End Efficiencies

[ - Shorter transport yields direct savings while also reducing costs such s tracking and insurance,

plus it minimizes bottlenecks and secondary customer service issues.

T Optimized Inventory = Improved Cash Flow

Enjoy more options to position and flow inventory for higher margins and
faster cash-to-cash cycles.

Solutions  Company  News @ where's my packase? (RN



Digital Awareness Campaigns were personalized

and segmente

the persona research and extended the look and feel.

=
My Network  Jobs

Brian Crooks

Managing Director of Digital
Experience at Sequel Studio

Who's viewed your profile

Connections
Manage your network

Achieve your goals
Ungrade my_plan

M Myitems

Recent

# futarism

# innovation
technology

# design

# visualdesign

Groups.
Premium Career Group
Creative Dilemmas
Communication Arts

Show more \

Events

Followed Hashtags
# futurism

# innovation

Reduice your total cost of operations with Quiet's nimble, friction-free
fulfilment and shipping

Save time,
money, and more.

Fulfill and ship at the forefront
of collaborative commerce.

Roadmap to Next-Gen Fulfiliment

R aulET .

Messaging

Download our white paper or contact us today. ((Learn more

quietplatforms.com

0w
& Like © comment 1) Repost

Be the first to comment on this
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Notifications ~ Me v Work Learning

Linkedin News a

 Amazon scores touchdown with 'TNF'
Top news - 4,147 readers
Hertz turns increasingly green
6m ago « 2,284 readers
More layoffs at Compass
7m ago - 12,332 readers
Layoffs latest: Companies making cuts
8m ago - 208,551 readers
Gap cuts 500 corporate jobs
7m ago - 4,696 readers

Show more ~

Promoted
Register for re:lnvent
B Atend renvent for keynotes from y
Adam Selipsky & more. Register
today.

Post Jobs For Free Today!
ZipRecruiter makes hiring faster and
easier. Try it now for FREE!

= Lookup Old School Friends
B&P/  search For Atumni From Any School, y
h Classmates.com®

About  Accessibility  Help Center
Privacy & Terms ~  Ad Choices
Advertising  Business Services ~

Getthe Linkedinapp  More

Linked[f Linkedin Corporation ® 2022

Nimble, collaborative
commerce is here.

You've never seen fulfillment
and shipping quite like this.

—Gel the White Paper

What's your EQ: Edge Quotient?

=g s

aylET .

Scale up with best-
in-class fulfillment.

how reliable fulfiment and
ping can power growth

b auleT

ased on

Save time,
money, and
more.

Fulfll and ship at the forefront
of collaborative commerce.

QaAuIET



Unigue landing pages paid off each ad to ensure a cohesive experience.

abQuIET

Make our
edge your
edge.

Make our

Send me the roadmap to

edge gOUI’ next-gen efficiency in
edge.

fulfillment and shipping.

Get ready for

We've built out our edge network with efficient in- collaborative
y i commerce.

market nodes, so your fulfillment and shipping can drive ; .

bottom-line impact.

7
L

ahMic,
\I/ See it all. And e—
P—

w
%
i > see it through.

Clo
Download the White Paper s m

Open the possibilities.

P
Get ready for U i e

PR N I SR ey e N American Eagle
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The Results

52

Quiet Platforms saw a 5x increase in the number of leads
generated and more than halved their cost per lead
(54% CPL reduction) relative to prior campaigns.

In the messaging tests, we found that the The campaign generated leads from a number
first messaging theme of “saving time/money” of high-profile key prospects, including

had a 4.5x engagement rate relative to the other  Cardinal Health, Accenture and Pitney Bowes,
two themes deployed. We then optimized the among others.

next wave of the campaign to double down on
the messaging that resonated most.
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