ORGANIC CONSUMER CONVERSATIONS +V

Background: We host two branded online consumer communities (panels) — one for Commercial and one for Medicare. Community VASSACHOSETTS
members participate in activities we initiate to address specific business questions, ensuring the voice of the consumer is
incorporated into every initiative. They also start their own conversations, which can be an early indicator of trends toc come. This is
an example of the latter — we didn’t ask or prompt the discussion, our commercial members did.
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our Brand Image & Awareness research.

| have a pretty negative view of insurance companies in this
“ country. They just see us as dollar signs so | don't
understand why anyone would have a positive view. With
that said, some companies are better than others and |
appreciate BCBS for giving us an opportunity like
[participating in this community]."
— Man, 25-34, Asian and/or of Pacific Islander origin, BCBSMA memberJ
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