MetLife Customer Experience

Customer Insight Findings and Recommendations



Overview

Overview

This presentation covers the customer insight initiative which has
will inform the workstreams of Project Phoenix.

The purpose of today is to share with you what we’ve done, our
findings and recommendations, and engage in a discussion to hear
your thoughts, concerns, and what you think this means for the
overall project roadmap.
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Overview

Project Phoenix

What: By seeing MetLife through our customers' eyes and
reducing the effort they have to expend to interact with us,
MetLife will create a competitive advantage as targeted
customers come to us, stay with us, and buy more from us.

How: Through the online channel and the seamless
Interplay between all related service channels
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Research Approach

Overview

The UX team set out to uncover opportunities and
provide recommendations related to improving the
holistic experience of MetLife's customers.

Project Objectives:

- Understand the customer experience across all MetLife touchpoints
- Uncover triggers for user engagement

- Reveal customer expectations and critical needs

- Define any educational needs

- Understand the cross-channel experience

- Uncover appropriate opportunities for cross-selling

- Understand employer needs and objectives



Research Approach

Discovery Workshop

The discovery workshop took place in MetLife’s Bridgewater
office on September 25th, 2012 and involved members of
MetLife eBusiness and MetLife IT teams.

During the discovery workshop we discussed:
- Business Goals

- Project Objectives

- Participant Metrics

- Research Approach



Research Approach

Existing Research Review

Our team leveraged the data and reports MetLife previously collected
and identified areas to probe on during our research activities.

Raw Data
- Opinion Lab Tracking (verbatims)

- Net Promoter Scores (zeros)

Other Resources
- Project Phoenix Overview

- Phoenix User Centered Design Research Strategy

- Americas Customer Journey Maps

- Forrester Reports including State of the Customer Experience
- Voice of the Customer: eBusiness Operations Research
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Customer Interviews

We conducted qualitative research in order to reach
an more holistic understanding of customers current
experience, expectations, needs, and desires
surrounding their relationship with MetLlife.

We spoke with 14 customers

- Held retalil, group or both types of MetLife accounts

- Held a variety of policies and products

- Covered a range of ages, income levels, comfort levels with insurance
and investments, and frequency of interacting with their accounts

- We also spoke to 1 potential MetLife customer (had MetLife available
through their employer)

Research Approach




Research Approach

Customer Interviews

Quantitative research Qualitative research
Helps identify what’s not working and Best suited for answering question about
answer guestions like ‘how many’ and how or why to fix a problem based on
‘how much’ patterns of behavior, use cases, unmet
- Snapshot of a population- difficult to needs and user goals

interpret - Focus on empathy
- Dependent on large sample sizes - Trends emerge in small sample sizes

- Good for making business decisions - Good for making design decisions
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Research Approach

Wholesaler Interviews

We conducted ten phone interviews with Group, Retall Life,
and Retail Annuities wholesalers; the MetLife employees who
are most attuned to the needs and expectations of employers,
financial advisors, and brokers when it comes to their
participants’ or clients benefit servicing experience.



Research Approach

Stakeholder Sessions

Two presentations were given to groups of MetLife Subject
Matter Experts. These were conducted In order to share
high-level findings from the research with product owners
and collect feedback in order to gauge if our
recommendations conflict with business realities.
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Research Approach

Analysis
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Project Phoenix Workstreams
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Current Project Phoenix Workstreams

Login/Registration
Honestly | usually have to try a couple of times.

[ know there are two ways of doing it. Which to me
IS sorta confusing- why are there two ways? | never
remember where to go for what.

- (Gina, Retall

- Maria, Group



Current Project Phoenix Workstreams

Login/Registration

We watched multiple customers struggle with logging in or
creating an account (in both eService and MyBenefits)

- Most customers Googled MetLife and clicked on a few different sites before
finding the appropriate login screen

- Screens load so slowly that users think that they didn't log in correctly.

- Frequently the customer has an account but forgot the login details, or doesn't
know the login details because a spouse registered initially.

- ‘Forgot your password?’ functionality doesn’t seem to work. Many users end up
calling to reestablish their account detalils.

|7



18

Current Project Phoenix Workstreams

Consolidated View of Holdings

[ have multiple accounts, that's always been an issue. It's a
pain in the neck. I’d love to have everything tied together.
Like a matrix with all my policies and a summary of each. |
have 5 people in my house; I need to keep things simple.

[ want one stop shop — show me everything they
kKnow about me.

- Dmitri, Retall

- Howard, Retail + Group
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Current Project Phoenix Workstreams

Consolidated View of Holdings

Customers with more than one policy/product want to see all of their
accounts in one place; the key benefit being to consolidate multiple logins.

Simplicity is key. Having easy to consume information should trump
having all features available at this level.

Customers told us they would like to see things like:

- Policy type, number, and end/renewal date

- Balance and if a payment is due

- Deductible and how long until the deductible is reached

- Notes that let them know ‘You’re up to date’ or ‘You can expect a new card on this date.’
- Percentage rates (when applicable)



Current Project Phoenix Workstreams

Payment Processing

Online is quick, | don't have to write a check. | don't do
everything online, but I like paying things online. It's just easier.

- Howard, Retail + Group

Here's my frustration- this is the 21st century. | can do all my
banking, home mortgage, everything online, but MetLife still
requires a fax of a blank voided check or snail mail. Why?

- Anonymous, Retall
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Current Project Phoenix Workstreams

Payment Processing

Overall, most customers we spoke with expressed an
Interest In paying bills online and have come to expect this
functionality as a given (and expect a modern process).

Customers would also like the appropriate link to their
account prominently displayed on their paper bill.
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Current Project Phoenix Workstreams

Change Address

While this didn't come up in our interviews directly with
customers, this is the type of simple online functionality that
really ‘just needs to work’ (much like paperless options, ability
to change contact phone number, etc).

There is also a desire for those with multiple accounts to have
the ability to change contact information/preferences once for
all their accounts.
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Brand recognition

Online Experience
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Online Experience

Make sure it works

If you guys weren’t here | would quit — this is frustrating.
- Zach, Retall

| called into the Service Center and they are mailing me the last
quarter statement but said it would take a week to 10 days. What is
the point of having online access iIf | can’t get what | need myself?

- Anonymous, Retall



Online Experience

Make sure it works

Your customer's dissatisfaction with their online experience comes
not from a lack of functionality offered, but with technical glitches that
occur while attempting to use that functionality. This includes:

* Viewing account information or statements

- Downloading and print insurance cards and forms
- Linking accounts

- Changing paperless/mail settings

- View beneficiary information

Overall

- Experience is slow and cumbersome
- Frequent downtime (‘information temporarily unavailable’ error)

- Many users experience browser issues
26



Online Experience

More detailed coverage information

[ think | have an IRA.

- Regina, Group + Retall

[ want to know exactly what they are paying and why. My bill is
$700, they pay $500, tell me why they are paying what. Give me
a better explanation of the breakdown.

- Michael, Group
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Online Experience

More detailed coverage information

Customers want a more thorough explanation of benefits/
coverage and a more detailed breakdown of costs.

- While researching MetLife they want to know exactly what is covered, and the
ability to easily compare different offerings

- Customers want a more detailed breakdown of paid costs: how much MetLife
covered (or will cover), of what procedures, and why.

- Customers often don't remember what they bought, why, and the value of it,
so they call, especially regarding financial products.

- Customers need to know where a claim is in the process and how it got there.

28
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Online Experience

Simplified experience

My policies state that | can pay my annual premiums on your
eService website. No matter how hard | try, the site is so
complicated, | can’t seem to navigate my way through it. Why
do you offer this service if you don’t explain how to use it?

- Anonymous, Retall

Each time I login | have to get my bearings again.
- Gina, Retall



Online Experience

Simplified experience

Customers often find it difficult to find what they are looking for.
They believe simple tasks take too many ‘clicks’ to achieve.

- Menus aren’t arranged in a way that makes sense to the user

- Language is often the source of inability to find information

- Difficult navigation results in user frustration and critical content going undiscovered
- Lack of a back button forces users into an awkward navigation path

- Pop-ups are frequent and often prevent completion of a task

- Financial visualizations are busy and jargon-heavy

30



Holistic Experience
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Leverage the trust you’ve built
In the MetLife brand to act as an
advisor for your customers.



Holistic Experience

[ don’t know what | need to know.

- Joe, Retall
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Holistic Experience

Trusted Advisor

Customers need MetLife to act as an advisor, or at least feel like
someone there is an advocate for them. Most people aren’t sure of
exactly what they need. They pick MetLife because they trust you
to help them make that choice.

- Customers call for quotes or guidance because they know their situation to be unique,
and they want a solution tailored to them.

- Customers are frustrated when they find out there is something better/more suited to
their situation available that they weren’t told about.

-+ Customers want to feel like someone is looking out for them.
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Customers are actually asking you to
provide them with more information.
Be proactive.




Holistic Experience

Let me know when they cover additional
services, when flu shots are available, if
any new offices have opened recently in
my area, things like that. Or give me
recommendations, even If they are for
the future, like in six months you might
want to consider this.

- Rachel, Group
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Holistic Experience

Be Proactive

MetLife can leverage this receptiveness to engagement to sell
additional products, increase satisfaction and loyalty and educate

your customers.

- Customers want unsolicited advice based on life or market events.

- Customers want to feel informed; that they are being, ‘kept in the loop.’
- Use the information you know about them to help them. For example, remind them when

they are due for a teeth cleaning or if a new office opened in their area.
- Customers want to know what else MetLife offers that might be good for/relevant to them.

- They want to know when new products, services, or tools are available to them.
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Be available for your customers
when, where, and how they want to
Interact with you.




Holistic Experience

[ call when it comes to quotes, because | feel like | get more
specific information, but it would be great to get what you
need online without having to deal with the phone.

- Audrey, Group (+ Former Retalil)
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Holistic Experience

Multi-channel Experience

Different situations require different resources; the website can not
replace other forms of communication with your customers.

- Click to chat is desired; but only if something came up while completing a task online.

- Customers just want to complete simple tasks online, don’t overwhelm them with
features and functionality.

+ Customers should be able to easily find the right customer service number to call
accompanied by the hours that resource is available.

- Customers like talking to a representative because they can get guaranteed accurate
answers or information quickly.

- Many customers are not comfortable signing up for or changing their information online.
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Strive to create one unified
MetLife experience.
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Holistic Experience

If you look at the different sites, they are still kind of all separate
portals. There are opportunities to make it more consistent from a
look and feel perspective. You don’t really need to know the

difference If you go and log-in, we should recognize who you are
and what you want to do.

- Jed, Wholesaler
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Holistic Experience

A Unified Experience

Customers and wholesalers noted a lack of a consistent look
and feel across websites

- All MetLife sites should have the same visual style and branding treatments, same
terminology/language, and the same fundamental navigation elements.

- The sites should all be interwoven to create a digital connection between
customers/employers and the MetLife employees that service them.

- Make sure the information they get on the phone matches the info they see online.
- Streamline the number of websites customers need to access in order to complete

a task. Currently there are multiple websites, even once someone is logged in.

- Leverage the account data to create individual customer files. Interactions can

become more personalized and streamlined.
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Workshop Exercise

Workshop Rules

 Everyone participates (that means you)

 Close the laptops, put away the phones

 Only one person should be talking at a time

* |In the interest of time, If we go off topic we will record
thoughts and set them aside in a ‘Parking Lot’
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Journey Maps
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Journey Maps
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Journey Maps
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Journey Maps
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