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Ten big ideas

• Set goals

• Understand the larger process

• What other messages will the audience 
receive  

• What are the “rules” for your 
communications
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Ten big ideas

• What are the health literacy skills of 
your audience

• Is culture a factor in their 
understanding?

• How much does your audience 
currently know?

• How much do they want to know

• Does your audience have any 
misunderstandings?

• What is important to your audience?
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Ten big ideas

• Stages of communication, the 4Es:

• Engage  

• Empathize

• Educate

• Enlist

• Provide context

• Make it relevant

• Present topics clearly

• Teach them what they want to know

• Stick to essentials

• Speak as an advisor
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Ten big ideas

• Organize the “stages” of the 
communication

• Write effective headings

• Have a visible structure

• Organize information by task

• Break it down

• Organize set like a single document
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Ten big ideas

• Assess reading level 

• Speak directly to the reader

• Use a conversational tone

• Use simple, concrete, familiar words

• Write simple, concise sentences 

• Write short, tightly focused paragraphs
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Ten big ideas

• Use color to set the structure and 
distinctions in the communication

• Use image, symbols and icons that are 
meaningful

• Use illustrations to reinforce important 
messages

• Use diagrams and tables

• Use symbolic images clearly
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Ten big ideas

• Target the right look and feel

• The cover should set the expectation

• Use space graciously

• Create a family resemblance

• Use appropriate production values

• Use the right lifestyle photography

• Personalize when appropriate

• Avoid errors
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Ten big ideas

• Have a legible font

• Prevent cognitive overload

• Plan for skimmers

• Design for physical and cognitive 
limitations

• Design for the right medium
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Ten big ideas

• Present topics consistently 

• Have a consistent style

• Have a consistent tone

• Use words consistently

• Use design elements and symbols 
consistently

• Stick with the branding guidelines
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Ten big ideas

• Embrace the value of less

• Simplify visual structure

• Organize and chunk
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Breakout Exercise



Getting results



• Various members in different life stages across the country

• Targeted ER usage, diabetes and asthma

• Home mailings

Audience
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Emergency Room Postcards

Empty Nesters/
Older Singles

Young FamiliesYoung Singles
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Emergency Room Postcards - Results
Potentially Inappropriate ER Visits by Life Stage
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• Potentially inappropriate is defined as those visits to the ER that can be treated 
at a less costly facility like and Urgent Care Center or a Doctor’s office.

• When compared to the prior period, potentially inappropriate ER use decreased 
in all three target mailing groups.

• The young singles group, although decreasing, still remains the biggest 
opportunity as they have the highest volume of potentially inappropriate ER 
claims.
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Diabetic Mailing
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Diabetic mailing - Results
Measured Office Visits to a PCP or Endocrinologist
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Measured Services for an A1C Test
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• The percent of office visits and 
A1C tests have increased 
when comparing the months 
after the campaign to a similar 
time period in the prior year.

• In both cases the campaign 
was more effective for the 
population known to be 
diabetic.
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Healthy pregnancy mailer

Audience
• Cognizant/Wipro members who 

are currently pregnant
• 50% of each population 

received the targeted version 
and 50% received the standard 
Optum version

• Targeted Indian population

Message
• Benefits of the Healthy 

Pregnancy Program
• Colors/Images focus on Indian 

culture
• Stress education
• Enroll in the Healthy Pregnancy 

Program
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Healthy pregnancy program mailing - Results
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Questions?


