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Welcome to the Florida Blue Center Marketing Handbook.

This document is a set of guidelines that can help you create communications that are consistent with our approach
to Florida Blue Center campaigns and messaging.

The following pages will guide you through the basic elements of Center communications (messaging, design,
photography) and provide general rules for how to apply them across lines of business. For more information about
our writing voice and tone, you can download the Florida Blue Brand guidelines at FloridaBlue.com/Brand-Center.

If you have any questions or have a use case not covered in this handbook, please contact the Brand team at
brand@bcbsfl.com for assistance on how best to proceed.
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Our mission, vision, values, and

brand personality are aligned
with the Florida Blue Brand.

To learn more, reference the Florida Blue Brand Guidelines at the FloridaBlue.com/Brand-Center
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Florida Blue Center overview

Who we are

Florida Blue Centers are designed to be hubs for Florida Blue health solutions in an effort to develop
and maintain long-lasting relationships with our customers. Each Center offers a unique experience that
provides in-person support to help members navigate their health plan and live their healthiest lives.

At our Centers, members and non-members can have face-to-face consultations concerning their health
care needs, receive basic preventive care screenings, and participate in fithess and wellness classes in a
unique, friendly, and bright environment.

Florida Blue
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Florida Blue Center overview

What we do

Sales

Health plan sales
Dental and life insurance sales

Hospital indemnity, critical illness
plan sales

Health Savings account
(HSA) enrolliment

Group member plan selection’

Florida Blue

Service

Benefits review

Enrollment and billing claims
Claims review

New member onboarding
Provider assignment

Provider navigation

Vendor coordination

Outbound call campaigns
Prescription benefits and claims

Reward education and support

*Not all Centers can sell Truli, our group product

Care

Health screenings (Personal Health
Assessments or PHAS)
Personalized health coaching

Medical device evaluation
and education

Preventive guidelines education

Health condition management
coordination

Vaccination events

Biometric screenings (BP, BMI, A1C,
Full Lipid panel)

Mental wellbeing support

Disease management coordination
HEDIS/STARS gap closures
Patient advocacy

Community resources

Personal care planning

Health education programs

Caregiver support

Community

Social services support
Chronic disease management classes
Health education

Financial health classes

Health tech and device education
Educational seminars
Community partnerships
In-Center and local events
Fitness classes

SDoH assessment and support
Mental wellbeing support

Resiliency coaching

Florida Blue Center Marketing Handbook



Florida Blue Center overview

Why we do it

Florida Blue Centers are a health solution that demonstrate the Brand in action — physical destinations designed
to help Florida be at its healthiest. Our Centers allow us to meet our members and customers where they are,
providing them with the resources, rewards, and health solutions they need, allowing us to fulfill our mission of
helping people and communities achieve better health.

Additionally, research has shown that when consumers are aware of our Centers, they have a better perception
of the Florida Blue Brand. So, the more we communicate our Centers offering, the more people will view Florida
Blue as the leading health solutions partner, boosting both Brand attribution and overall Brand preference.

Florida Blue
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Florida Blue Center overview

Value proposition

Florida Blue Centers provide a friendly environment that offers health solutions designed to help
Florida residents be their healthiest.

At our Centers, Florida Blue members and non-members alike can access a variety of wellness
programs, including nutrition classes, fitness classes, and more. Centers also provide face-to-face
support from experts, including:

+ Licensed sales agents who answer plan questions
- Service consultants who help members make the most of their benefits
+ Registered nurses who perform health screenings and lead wellness classes

« Community specialists who connect residents to a variety of local resources
(e.g., food programs and transportation services)

F/omda Z?/«e Florida Blue Center Marketing Handbook
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Florida Blue

Florida Blue Center offerings

Different types of Centers

Offerings vary by Center type. Services offered at each are listed below.

Flagship

13 flagship locations

Insurance sales

Account service and benefit advice
Health screenings

Health coaching

Medical device education and evaluation
Health condition management coordination
Health education programs

Social services support

Chronic disease management classes
Financial health classes

Educational seminars

In-Center and local events

Fitness classes

Inline

5 inline locations

Insurance sales

Account service and benefit advice
Health coaching

Medical device education and evaluation
Health condition management coordination
Health education programs

Social services support

Chronic disease management classes
Financial health classes

Educational seminars

In-Center and local events

Fitness classes

Sanitas

15 Sanitas locations

Insurance sales

Account service and benefit advice

These listings reflect the majority of the Centers. There are some cases where one Center might not offer something. For specifics, please refer to the Center Services Flyer. Numbers as of April 2025.

Specialty

2 specialty locations

Insurance sales

Account service and benefit advice

Florida Blue Center Marketing Handbook
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Florida Blue Center offerings

Different types of Centers

Answers
happen
here

F/oﬂda Ek(e Florida Blue Center Marketing Handbook 12



Florida Blue Center offerings

Pensacola North Monroe *

Center locations

Different colors represent the types of Centers.

Flagships

North:
Jacksonville, Tallahassee, Pensacola

Central:
Winter Haven, Winter Park (Orlando), Clermont

West:
Clearwater, Tampa, Sarasota, Fort Myers

South:
Miami, Ft. Lauderdale, Palm Beach

Specialty

North:
Jacksonville YMCA

Central:
Orlando West Lakes

Flovida Blue

) ¢ Tallahassee
North Jacksonville

Jacksonville Y *Jackso'“""e (Town Center)

(Winston YMCA) ' 9 Jacksonville (Sanitas 50+)

Central Ocala

*

Winter Park
Clermont —_ e % W East Orlando

North: . Orlando . W— West Orlando
North Jacksonville West Lakes :—Kissimmee
. —~St. CI
weSt' Tampa Hillsborough * St. Cloud
Pinellas Park Clearwater - Winter Haven
South: *\Tampa Westshore
) ) . . Pinellas Park
Hialeah, North Miami, Port St. Lucie *
Riverview 4
Port St. Lucie
* Sarasota
* Venice
Sanitas
Nor.th: ] ] Fort Myers
Sanitas Tallahassee North Monroe, Sanitas Jacksonville * Palm Beac"*
Central: Lauderhill
Sanitas East Orlando, Sanitas Kissimmee, Sanitas St. Cloud, Fort Lauderdalg\*
Sanitas West Orlando, Sanitas Central Ocala *
Miami Lakes\
West:
Sanitas Riverview, Sanitas Tampa, Sanitas Venice N°’thH'\:':::"h
South: Doral — W
S _ _ _ _ Richmond West s *\
Sanitas Doral, Sanitas Lauderhill, Sanitas Kendall, Sanitas Lakes on the Green, Kendall Miami
Sanitas Richmond West
All locations as of April 2025. Only Sanitas locations with an on-site Florida Blue Center are included in the map above. Florida Blue Center Marketing Handbook 13



Florida Blue Center offerings: staff

Sales agents and service consultants

Florida Blue Center licensed sales agents Service consultants help members
can help with a wide range of health care get the most from their Florida Blue
needs and sell: plans by assisting with:

+ Individual and family health plans + Understanding health plan benefits

-+ Medicare plans’ + Payments and billing questions

« ACA subsidy calculations + Selecting a provider

+ Dental plans + Ordering ID cards

+ Accident plans + Claim reviews

« Critical illness plans + Health plan reviews

+ Hospital indemnity plans * Rewards

* Travel insurance

Flﬁ?’tdd« K/«e *Not all Centers sell Medicare plans Florida Blue Center Marketing Handbook 14



Florida Blue Center offerings: staff

Registered nurses

Florida Blue’s registered nurses are located Our registered nurses also perform
within the flagship and inline Centers and offer health screenings, which include:
a wide range of wellness classes and programs

. ol e . * Blood pressure
to everyone in the community including:

+ BMI, height, and weight measurements

+ Nutrition classes + Cholesterol screening
- Weight management programs’ * Blood glucose screening
- High cholesterol management’ « One-on-one private health coaching

- Diabetes prevention and management’
- Heart health management’

- Stress management

« Smoking cessation

+ Mental wellbeing support

Flﬁ?’tdd« B/«e *Chronic condition classes can vary by location. Florida Blue Center Marketing Handbook 15



Florida Blue Center offerings: staff

Community specialists

Exclusive to flagship and inline Centers, Florida Blue’s Sample messaging:
community specialists are social workers that can

provide health coaching and connect both members and
non-members to local programs and services, including:

- Job search assistance

 Healthy food programs

- Community support programs - Affordable housing and transportation
- Food programs + Medicaid and food stamp (SNAP) applications
+ Transportation services

+ Referrals for financial assistance

 Medical care coordination

+ Referrals to mental health facilities and programs

+ Medication savings programs

« Government program support

+ Referrals for housing assistance

+ Children and youth services

+ Military and veteran services

- Life planning/advance directives

+ Mental wellbeing support

* Resiliency coaching program

* In-community partnerships

Florida Blue

Our community specialists can connect you with:

Florida Blue Center Marketing Handbook
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Florida Blue Center offerings: events

Fitness classes and community events

Fitness classes at Florida Blue Centers are Other Center events vary based on geography, culture,
open to everyone, not just members. Since and appeal. Since these events may not be offered
these classes vary by location, it is important throughout the state, it is highly recommended to

to make sure they are offered in the area consult with the Center’s marketing contact prior
where the marketing will be targeted. to arranging and promoting them.

Fitness classes may include: Unique community events may include:

- Yoga * Book clubs

+ Zumba + Painting classes

- Tai Chi - Cooking demonstrations

+ Meditation + Technology education classes

 Chair fitness

- Strength and balance

F/ﬁ?'m B/«e Florida Blue Center Marketing Handbook 17



Writing for Florida Blue Centers
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Writing for Florida Blue Centers

A note about messaging

While our messaging is tailored to the segments below, we do not create arbitrary distinctions
between a “general market” and a separate “multicultural market.” Our approach is built on the
idea that everyone belongs, and this is reflected in all our communications, mirroring the values
that define Florida Blue. Marketing for specific Centers should be customized based on the
demographics in that area.

* Brand

* lU65 - subsidy eligible

* lU65 — non-subsidy eligible
* lU65 member engagement
* Business decision-makers
* Group members

* Medicare members

* Medicare prospects

Florida Blue

Refer to the Florida Blue Brand guidelines for our writing style, voice, and tone. They can be found at FloridaBlue.com/Brand-Center. Florida Blue Center Marketing Handbook 19
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Writing for Florida Blue Centers

Who we're talking to

Since Florida Blue Centers are open to everyone, the audience represents a wide range
of people. Below, you will find a general breakdown of who we’re targeting per audience
segment. One thing that remains consistent across every segment is the reading level
of any communication. It should never exceed the 6th-grade reading level.

* Brand: 26+ across every socio-economic spectrum

* IU65 subsidy eligible: Lower-income 26- to 64-year-olds

* lU65 non-subsidy eligible: Higher-income 26- to 64-year-olds

* Business decision-makers: CEOs, CFOs, Human Resource Managers, and other decision-makers
* Group members: 26- to 64-year-olds that have a plan through their employer

* Medicare: 65+ across every socio-economic spectrum

Florida Blue

Florida Blue Center Marketing Handbook 20



Writing for Florida Blue Centers

Commonly used copy points

Below are some examples of approved headlines and support copy for Florida Blue Centers.

General Face-to-face support Fitness classes and community events
- Let’s give you health solutions that - Let’s be there when you have questions. - Let’s make it easy to fit in fitness
put you at the Center Like, really there.

- See our class schedule at your local
- With a Florida Blue Center near you, - Let’s put you at ease, not on hold Florida Blue Center

there are health solutions near you -~ . _ - .
- Let’s make sure you’re benefiting - Let’s make managing chronic conditions easier

+ Let’s put our community at the from your benefits to manage

Center of it all
- With a Florida Blue Center near you,

- Let’s put your health front and Center you have in-person support near you

me Elae Florida Blue Center Marketing Handbook 21



Writing for Florida Blue Centers

General guidelines

* Use the Florida Blue tone and voice (e.g., human, positive, empathetic) and avoid using any other tone and voice
(e.g., corporate, negative, cutesy).

* Use simple, clear language, and avoid industry jargon or complex language.

¢ It is recommended to use “Your local Florida Blue Center” when talking about the Centers and their offerings
(e.g., Fitness classes at your local Florida Blue Center). When talking about a specific location, use “Your local (city)
Florida Blue Center” (e.g., Your local Jacksonville Florida Blue Center).

* Write out “Florida Blue Centers” on first use. Subsequently, you can refer to them simply as “Centers.”
Don’t use the words “retail,” “Wellness Center,” or “Community Center” in conjunction with our Centers.

* Do not list the number of Centers. Instead, use “Florida Blue Centers around the state.”
* Always keep “Florida Blue Center” on the same line.

* When writing out the address of a Center, use this format: “Florida Blue Center - (city)”
Florida Blue Center — Jacksonville
1234 Alphabet Dr.
City, FL 98765

F[G?’lda« Elae Florida Blue Center Marketing Handbook 22



Writing for Florida Blue Centers

Center offerings guidelines

» The Florida Blue Centers offer health solutions and plan support.
They are not doctors’ offices and do not offer health care.

« When talking about the nurses at the Centers, call them “registered nurses.”
Do not use the term “Neighborhood Nurse.”

« When talking about a standalone health and wellness event, refer to it as a “wellness class”
(e.g., nutrition class). If it is a multi-week course, like a chronic condition management series,
use the term “wellness program” (e.g., diabetes prevention program).

« When space allows, please be sure to call out that community specialists are social workers
(e.g., “Our community specialists are social workers and are here to help.”)

« Offerings vary based on Center location. Be sure to check with the marketing lead before
promoting a specific offering or event.

F[G?’lda« E[«e Florida Blue Center Marketing Handbook 23



Writing for Florida Blue Centers

Messaging calendar

Center messaging can change throughout the selling season in relation to the topics below.
However, the Center and Brand campaign messaging and care and community specialist
messaging remain in-market annually.

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Member engagement/appreciation

SEP (Special Enroliment Period)
and Age-in

Pre-OEP (Open Enroliment Period)
and OEP -

(e T ey ]
(Annual Enrollment Period)

Center and Brand messaging

Care and community specialist

F[G?'m Blae Florida Blue Center Marketing Handbook 24



Writing for Florida Blue Centers

Glossary of terms

ACA — Affordable Care Act also known as Obamacare;
legislation that established the Health Insurance
Marketplace.

AEP — Annual Enrollment Period; the time of year when
people aged 65+ can enroll in a new Medicare plan or
renew their existing plan; takes place from mid-October
to early December.

BDM — Business Decision-Makers; CEOs, CFOs,
or heads of HR that purchase group plans for their
company’s employees.

Chronic condition management — a focus of select
Center classes and seminars led by registered nurses
that help people manage heart disease, diabetes,
weight management, and high cholesterol.

Community specialist — social workers that connect
members and non-members to community resources,
including affordable housing and healthy food programs;
can be found in Flagship and Inline Florida Blue Centers.

Flagship Center — the largest type of Florida Blue Center
that offers all of our care services; a stand-alone facility
staffed by licensed sales agents, service consultants, a
registered nurse, and community specialists.

Health coaching — personal attention from a registered

nurse or community specialist that can help people meet
their personal health goals.

Florida Blue

Health screenings — preventive health exams available at
Flagship Florida Blue Centers.

Health solutions — thoughtful, proactive services and
offerings from Florida Blue designed to keep you, your family,
and your community at their healthiest.

HEDIS/STARS Gap Closures — measures gaps in care that
indicate if a health insurance plan has unfilled activities that
members need to complete to be healthy.

HSA — a Health Savings Account can help Florida Blue
members pay for eligible medical expenses; licensed sales
agents can help with enroliment in an HSA at a Center.

Inline Center — the second-largest Center, these are
typically in shopping centers, and offer the majority of our
care services; staffed by licensed sales agents, service
consultants, a registered nurse, and community specialists.

Licensed sales agents — Florida Blue insurance agents
specially trained to help people find the plan that works
best for their lifestyle and budget.

OEP — Open Enroliment Period; the time of year when
people between the ages of 26 — 64 can shop for a new
health insurance plan or renew their existing plan; typically
takes place from November through mid-January.

Plan review — a comparison of someone’s existing health
insurance coverage with a Florida Blue plan performed by a
service consultant at a Center.

Pre-OEP — the period before OEP when health insurers are
restricted from marketing specific plan details; typically occurs
in October.

Registered nurse — performs preventive health screenings,
provides health coaching, and leads wellness programs at
Flagship and Inline Florida Blue Centers.

Sanitas Center — one of the smaller Florida Blue Centers;
staffed by licensed sales agents and service consultants.

SDoH (Social Determinants of Health) Assessment — helps
health care providers understand a patient’s social needs and
provide better care.

SEP — Special Enroliment Period, the opportunity to enroll or
switch health insurance plans outside of OEP because of a major
life moment, e.g., moving to a new zip code, getting married,
having a baby.

Service consultants — an expert on Florida Blue plans who can
help members maximize the value they receive from their plan.

Specialty Center — the smallest type of Florida Blue Center; it is
typically located within a store or community center and staffed by
licensed sales agents and service consultants.

Florida Blue Center Marketing Handbook 25



Writing for Florida Blue Centers

Brand Centers approach

The role of Brand messaging is to raise awareness of Florida Blue Centers, including Center offerings
and locations. Research has shown that the more consumers become aware of our Centers, the greater

their perception of the overall Florida Blue Brand.

Messaging focus

- The messaging should focus on specific
classes, programs, or services that are
available at Centers in and around the state,
or more general in nature to apply to a wider
audience. Higher-performing offerings
include fitness and nutrition classes, while
service offerings tend to perform lower.
Brand creative does NOT use sales
messaging.

Florida Blue

Copy

- Headlines should start with the word

“Let’s” to reflect our role as a health
solutions partner, while reinforcing the
Brand campaign line, “Let’s Keep Solving.”

+ The headlines should be optimistic and witty

in tone, while highlighting a clear benefit to
the reader.

Design

- Design should feature illustrations and/or iconography
(from the Brand library) that work together with the
headline to reinforce our message.

- “Let’s Keep Solving.” should be locked up with our Brand
campaign marks, and featured within communications.

- Additional Brand campaign marks can be enlarged
and used as design elements to draw the eye to words
or images.

- Communications should always feature the Florida Blue
logo lockup with “Your Health Solutions Partner”.

Questions or creative needs? Contact the Brand team at brand@bcbsfl.com Florida Blue Center Marketing Handbook
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Writing for Florida Blue Centers

Brand Centers creative assets

i, Florida Blue Rorils, Florida Blue s :Lorlda Blue s Florida Blue
. 2h-Q

e g
2h-@ h-@ <) =
At your Florida Blue Center, we give you classes and a

Health solut lose to home. Fitn I t local Stop by a Florida Blue Center and speak with ert who . N T All kinds of health solutions are here for you at your
Flio:da ssuel;:::« meakz |l°er::y o :::;\a:;fifay:ouu;\ez: cn‘:\osn’;:ur ';:uraqu:ben:s;ac&(c!fmce. e zs:l‘e";‘::rlz‘m el manage ehronic conditions ke high local Florida Blue Center. Stop by and let's build the
healthiest you. .
= #
Let’s Let’s Let’ k IS |./‘ e
make it ) be there me; : (;:;]i?\ ge 5
When you h < ive you aplace “for a health ‘f nutrition
easy tO ﬁt have < lf'(()ll;]l.c givey Qpace consultation & education
H conditions
. "]
in ﬁtness qu&,StIOHS. / A
Like, really SUBNGGC
there. =

Let's Keep snr\im>>> Let’s Keep Solving)))

Let's Keep Solvinu>>>
R 00K g

pac al G pops et Let’s Keep Solving Florida Blue B9
FloridaBlue.com/Center FloridaBlue.com/Center FloridaBlue.com/Center perspiratiGh e s - o
See our class schedule e Health solutions at your — Healt:lso.i:tino:ls aé " oo one Health solutions at your / : 7 4

e our Florida Blue Center :
at your Florida Blue Center Florida Blue Center y Florida Blue Center Learn More Find your S
health solution
oY Like () comment &> Share oY Like (D comment &> Share oy Like () comment £ Share o Like () comment £ Share
Paid static social Paid social video

Let’s put our community
at the Center of it all.

Drop by your local Florida Blue Center and chat with our team about the
health solutions we offer. Learn about care programs and classes, find a
doctor near you, and get tips on how to save on medical costs.

Nutrition
classes ahead

Plus, our Community Specialists can connect you with:

+ Assistance with « Affordable housing and
employment readiness transportation
+ Medicaid and food stamp - Healthy food programs

(SNAP) applications

Florida Blue Center on N. Congress Ave. Florida Blue

Visit your local Florida Blue Center:

OOH Florida Blue Center e Flﬁf‘td@ Ek{e

Your Health Solutions Partner

Printad

Florida Blue

Questions or creative needs? Contact the Brand team at brand@bcbsfl.com Florida Blue Center Marketing Handbook 27
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Writing for Florida Blue Centers

[UGS acquisition messaging

Within IUB5 acquisition messaging, Florida Blue Centers are always featured alongside other benefits to
help communicate the value they provide together.

Messaging focus

- lUB5 messaging should focus on the hardest
working, value-driven benefits, such as $0
monthly payments, low to no copays, and $0
virtual visits. Centers have typically been treated
as a secondary or tertiary message.

Florida Blue

Copy

- Headlines should be action-oriented and
feature a clear plan benefit to the reader.
Support copy should be kept brief and to the
point, with a focus on driving foot traffic to
the nearest Center for an event or in-person
plan support.

Sample Approved Copy:

Nutrition and fitness classes at no extra
cost at your local Florida Blue Center.

Access to community resources, fithess
and wellness classes at your local
Florida Blue Center.

Design

- Design-wise, headline copy should use a
highlight treatment on select words or
phrases to bring attention to the main
benefit for the reader. Lifestyle photography
is preferred in social and digital, while type
and icons are used in direct mail.

- Communications should always feature the

Florida Blue logo lockup with “Your Health
Solutions Partner”.

Florida Blue Center Marketing Handbook
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Writing for Florida Blue Centers

[UGS acquisition creative assets

Florida Blue

Your Health Solutions Partner

~ Let’s find your
~ health solution for

2024 with Florida Blue.

Enroll now in a health plan
that keeps solving for you.

<Name>,

Florida Blue knows you deserve a plan that
supports your whole health: mental, physical,
emotional, and even financial. That's why we
offer low- to no-cost benefits that help keep more
money in your pocket:

'/6\ <$0 monthly payments, if you qualify'>
&/ <Affordable plans available, including
options with $0 deductibles>

»

Low to no copays on doctor visits, labs,
X-rays, and generic prescriptions

S
&

)
)

<Affordable prescriptions, including no extra
=/ cost for delivery with Amazon Pharmacy*>
<80 copay for preventive care like wellness
exams, counseling, and screening tests>

/A
®

((’h <24/7 access to care with $0 virtual visits
>/ onmostplans> <Care programs to help you
manage ongoing conditions>

Call <I-XXX-XXX-XXXX> orvisit
<URL> today to enroll in your plan.

Switch to a Flarida Bluo

agent togett
you des

Call t¢
<I-XXX-XX

Enroll
is happ

noy\

Direct mail letter

Florida Blue

Flovida Blue &9

Your Health Solutions Partner

Get a health plan that
makes $0 go a long way.

Coverage that delivers more confidence, for less

You deserve a health plan that works for you.
One that keeps you covered with valuable benefits while

. Di the Florid
keeping your costs down. But you need to act right now, B:sc‘:f:; ot" da
during Open Enrollment. ue ditterence today—

affordable benefits,
i $500i i3 - accessible care, and
© pto in rewards? you can use towal confidence that your
your monthly payment

health plan is actively

A large selection of doctors and hospitals<, working to better your

like insert provider> life every day.

@ <Nutrition and fitness classes at no extra
cost through your local Florida Blue Center> Let’s find your
<Discounts to help you save on gym .
memberships, footwear, and more through solution tOday'
Blue 365°*>

Call now to learn more and enroll: <1->XXX-XXX-XXXX>
Or visit us online: <URL>

'To be eligible for $0 monthly cost, your Marketplace monthly advanca pre mium tax credit must be equal to or more than the premium.
Reward amounts available for indvidual ACA members 18 years or older. Reward amounts will apply to pramiums and excass amounts may be redeemed

subject to the reward program’s terms and conditions. . . . .
<*Blua365° offers accass to savings on items that Florida Blue members may purchase directly from independent vendors. Blue65 does not include items
covered under your policies with Fiorida Blue or al a;ﬁ)liub!e fedaral health care program. Blue Cross and Blus Shisld Association (BCBSA) and Florida Blue
may recaive payments from Blue365 vendors. Neither BCBSA nor Florida Blue recommends, endorses, warrants, or guarantees any specific Blue365 vendor
or item. For more information about Blue365, gc to FloridaBlue, comydisclaimer/ blue365.>
<$Amazon Pharmacy does not dispense Schedule 2 controlled substance or specialty drugs. Amazon Pharmacy is an independent company contractad to

rovide Pharmacy Home Delivery sarvicas for both Florida Blue and Florida Blue HMO >

olicies have limitations and exclusions. The amount of benefits provided de'rndx upon the plan selected and the premium mra vary with the amount of
benefits salacted. Florida Blue is atrade name of Blue Cross and Blue Shield of Fonda, Inc., an Independent Licensee of the Blue Cross and Blue Shiald
ﬁssgg‘k)noiggs We comply with applicable Federal civil rights laws and do not discriminate on the basis of raca, color, national origin, aga, disability, or l::;c' P

< ode>

Florida Blue @G

Your Health Solutions Partner

Kep your fil’ health protectd

with a 2024 health plan.

Health coverage that offers quality benefits
and personalized support.

Whether you're uninsured or looking to switch health plans, now may be
your time to start exploring your new options. If you've had a recent life-
changing event or have an income below a certain level, you may be eligible
to enroll in new coverage with Florida Blue. Our exclusive agents can see if
you qualify!

Health solutions designed for you
and your family.

<Affordable plans with monthly payments as low as $0," if you
qualify> <Benefit-rich Silver health plans with lower out-of-
pocket costs and deductibles, as well as monthly payments as
@ low as $0.* if you qualify> <Affordable health plans, including
ooptions with $0 i <A specially desi service
team to help you understand your plan benefits and more with
BlueOptions Care Plus available on select plans>

<Lower costs for care when you visit <Sanitas Medical Center>

G Doctors=<Di ic Clinic Medical
@ Group=, a Florida Blue Value Choice Provider'> <Preventive

care services® as low as $0, like screenings, lab work, and
checkups>

Awide ion of doctors with and evening
hours available'

<Access to fitness classes, prog! , and
resources at your lecal Florida Blue Center> <Discounts on
everyday items like baby products, gym memberships, and
more through the Blue365® discount program?>

Talk with a dedicated Florida Blue agent for free and under no
obligation to see if you qualify for a Special Enroliment Period and
answer all your coverage questions.

CALL 1-XXX-XXX-XXXX LEARN MORE

Transform your health with monthly tips from
Florida Blue.

It's National Nutrition Month, and Florida Blue is giving you simple solutions
that can help keep your family healthy.

Eating foods high in nutrients like vegetables, fruits, lean meat, nuts, and
legumes can lower your risk for common conditions like heart disease,
diabetes, and some cancers > But eating healthy doesn't have to be boring!

Did you know that Florida Blue offers nutrition classes and programs among

many others at your local Florida Blue Center or online to help keep
healthy living top of mind. Many classes are available to everybody in the
community — not just our members. You can also access live webinars
monthly that focus on health education, including live chats with doctors and
diefitians.

Talk with an exclusive agent today to leam more about how Florida Blue is
paving the way toward a healthier you.

Call 1-XXX-XXX-XXXX today.

Flovida Blue @Y

Your Health Solutions Partner

<"To be eligibie for SO monnly cost, your Marketplace monthly advance premium tax credt must be
equal 1o OF Mmofe Man the premium.>

<!Vailie Choloe Provider is a designation FIonaa Blue ges to S0me M-network providers. To find
one. go to floridadiue.com and cick Find a Doctor. Under Programe, select Value Cholce Provider.>
<*Many Fiorda Biue pians cover amual weliness checkups, Including covered vacainations, 130 work,
and screenings, for 3 S0 copay. During your checkup, If you need medical tests of treatments,
prescriphions, of a refermal. you may have 3 cost share. When scheduing your checkup With a new
doctor for the first time, ask if you need a new patient visit before your checkup. If 50, you may have a
cost share for the new patient visit>

Email
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Writing for Florida Blue Centers

[U65 member messaging

The role of IUB5 member messaging is to strengthen brand affinity by reminding members of all the services,
programs, events, and support available to them at Florida Blue Centers.

Messaging focus

- lU65 member messaging should focus on
the latest events or programs happening
at the nearest Center. The communication
should also reinforce how Centers offer
in-person, face-to-face support with your
health plan.

Florida Blue

Copy

- Copy should be inviting and clearly

communicate the theme of the Center
program or event. While messaging should
be friendly, it should also drive participation
to reqister for an event, or connect with
your local Center.

Sample Approved Copy:

Health screenings, nutrition and fitness
classes, and in-person support at your
local Florida Blue Center.

Design

- Design-wise, IU65 member messaging
should use iconography (from our library)
to reinforce the themes of various events
at the Center. This also helps keep email
communications light in size and
mobile-friendly.

- Communications should always feature the

Florida Blue logo lockup with “Your Health
Solutions Partner”.

Florida Blue Center Marketing Handbook
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Writing for Florida Blue Centers

[UB65 member creative assets

Florida Blue

Florida Blue

Your Health Solutions Partner

v

You're invited to get moving,
thinking, and eating better.

We’re hosting free events all month long.

Give yourself a break while we make getting healthy, fun. With health fairs,
wellness programs, and special guest seminars for everyone to enjoy, you
may even want to bring your family and friends along.

Spaces are limited. Reserve your spots now.

Find events

Join us in-center this month.

Conversations with Mayo Clinic: Breast Cancer
Wednesday, 10/2 at 5:30 to 6:30 p.m.

Raising awareness on breast cancer, Florida Blue in collaboration with Mayo Clinic
Comprehensive Cancer Center present “Conversations with Mayo Clinic”. This month’s
conversation will feature Mayo Clinic subject matter experts sharing the most up-to-
date findings, screenings, resources, and research studies available on breast cancer
and breast health, in general. Survivors will also be in attendance to share their
powerful journey overcoming breast cancer. This is an in-person general audience
awareness event and will include light refreshments, educational resources and
networking opportunities.

Hispanic Heritage Month Celebration
Saturday, 10/12 at 11 a.m. to 2 p.m.

Join us for a spectacular finale at our Hispanic Heritage Grand Celebration! This event
brings together the vibrant cultures of Central America, Mexico, the Caribbean, and
South America in one grand celebration. Enjoy a day filled with family activities, diverse
cultural dances, and music from across the Hispanic world. Be sure to sample an array
of traditional dishes from all regions. Experience the unity and richness of Hispanic
heritage in a truly unforgettable event!

x

Vaccinations with Walgreens
Saturday, 10/19 at 10 a.m. to 1 p.m.

Flu season is here. Get your yearly flu shot to protect yourself and those around you.
Plus, when you get your flu shot at a Florida Blue Center, you'll receive a FREE $10
Publix gift card (while supplies last). Please note that flu shots will be given to those

that are three (3) years of age and up. RSVP today!

Member communications email

We’re always here for you.

Florida Blue Centers are your neighborhood health solution for wellness
assessments, nurse consultations, fitness classes, and more. To talk to a
local team member about more benefits you can enjoy with your plan,
schedule a time that works for you in-person or virtually.

Schedule appointment

Chipotle Mexican Grill o

Mexican * $

Q Florida Blue Center JBiaffj‘slBif’mO”
- Jacksonville ol

Various chain
stores & restaurants

QMarkets at Town Center

Florida Blue — Jacksonville Town Center

4855 Town Center Pkwy.
Jacksonville, FL 32246
1-904-363-5870

Questions?
Let us know how we can help.
1-877-352-5830

§ X ia ®
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Writing for Florida Blue Centers

BDM messaging

BDM messaging should include the Center offerings as a benefit to Business Decision-Makers (BDM) and their
employees alongside other benefits to help communicate the value they provide together.

Messaging focus Copy Design
- BDM messaging should focus on preventive - Headlines should use language that makes - Typography and icons should be used to
health services, since they can help a clear distinction between BDM and reinforce the copy.
employees stay healthy, which, in turn, IU65 messaging, e.g., employees, your
can help Business Decision-Makers save employees, group health plans, etc. - Imagery should feature BDM in scenarios
on health care costs. that telegraph their industry.
- Headlines should feature a clear benefit for
the BDM, their employees, or both. - Communications should always feature the
Florida Blue logo lockup with “Your Health
- Support copy should reinforce the headline Solutions Partner”.

and further the story, with additional detail of
a specific group plan benefit or a bulleted list
of additional group plan benefits.

Sample Approved Copy:

Let’s help healthy employees stay
healthy employees.

Let’s get your employees feeling
healthier by eating healthier.

Access to fitness classes, nutritionists, and
more at your local Florida Blue Center.

F/ﬁ?’tdd« B/«e Florida Blue Center Marketing Handbook



Writing for Florida Blue Centers

BDM creative assets

Group coverage
to help your team
stay healthy.

You can’t stop sick days, but with preventive care programs included in your
Florida Blue group coverage, you can lower health care costs for your business.
Offer benefits like:

$0 copays for most routine in-person visits
2N and $0 virtual visits provided by Teladoc*

$0 routine screenings including mammograms
and colonoscopies

Il II Access to fitness classes, nutritionists, and more at
your local Florida Blue Center

Talk to an exclusive Florida Blue agent today.

Call 866-711-BLUE

or scan the QR code to visit
FloridaBlue.com/GroupHealthSolutions

Florida Blue

Your Health Solutions Partner

" p provide phy; o Teladoc s only available in the U.S.
Teladoc" is a trademark of Teladoc, Inc. Health benefit lans have limitations and exclusions. Florida Blue is a trade name of Blue Cross and Blue Shield of Florida, Inc., and Florida Blue MO is a rade name
of . nc. are of the Blue Cross and Blue Shield Association. 117432 0324

Sample BDM creative asset

Florida Blue
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Writing for Florida Blue Centers

Medicare acquisition messaging

Medicare messaging should be used to promote Centers as a benefit that adds value to Florida Blue Medicare Advantage
plans. However, because research has shown that Center messaging does not test very well with the Medicare audience, it
should be used infrequently, and never detract from the priority benefits.

Messaging focus

- Medicare communications should
focus on the core benefits this audience
segment is looking for: $0 plan premium,
dental, vision, and hearing benefits.

Florida Blue

Copy

- The most recent Florida Blue Medicare acquisition campaign is
centered on “Medicare that keeps solving for you.” The campaign
line is an expression of our ongoing commitment to solve for a
person’s health care needs, even as they may change.

- Headlines should capture the “keeps solving for you”sentiment and
tee up how our plan benefits solve for a prospect’s needs.

- Support copy should be additive and provide more detail and
context for the headline. Whenever space allows, copy should
introduce as many additional benefits as possible to reflect how
much value a Florida Blue Medicare plan provides.

Sample Approved Copy:

Find a Medicare plan that keeps solving for your needs at your local
Florida Blue Center.

Florida Blue Centers provide in-person guidance and personalized
service to help you find the right plan.

Speak to one of our team members who can:
*Walk you through your plan options
+Check if your doctors are in-network
*Look up your prescription drugs
*Find the right plan for you

Design

- Medicare messaging should feature clean,
simple designs to increase legibility.

- Copy can be paired with lifestyle
photography or icons to reinforce our
message.

- Communications should always feature the
Florida Blue Medicare logo lockup with
“Your Health Solutions Partner”.

Florida Blue Center Marketing Handbook
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Writing for Florida Blue Centers

Medicare a

Medicare basics guide

Florida Blue

Additional Benefits

You get more with Florida Blue Medicare.

Take advantage of the benefits and extras that our plans offer like:

HealthyBlue Rewards
Earn rewards when you complete
eligible activities.

e SilverSneakers®

*‘\\é Fitness Program
Gym memberships and classes are
available at thousands of fitness
locations across the country.

Transportation services
7 Rides to your doctor, hospital, or
pharmacy. These services can
accommodate wheelchairs, walkers,
oxygen tanks, and service animals.

~, Hearing aids
7) ),) Exams at no extra cost and coverage
o toward the purchase of hearing aids.

¢y Vision
- Vision exams at no extra costand an
allowance for eyewear.

~ Routine dental checkups

\c\ n Exams and cleaning at no extra cost.
Additional coverage provided for
extractions and other services.

, Over-the-counter items
> Allowance for the purchase of
¢ non-prescription items.

uisition creative assets

Florida Blue Centers

Get in-person guidance and
personalized service in your
area.

Note: Benefits not available on all plans.

Medicare Basics Guide | 17

Getanswers in person at a Florida Blue
Center near you. Florida Blue Centers
open the door to a whole new way to
get your questions answered in person.

Get simple and easy-to-understand advice
to help you make the transition to Medicare.
Talk face-to-face with a licensed agent and
discuss your Medicare coverage options.

et ot
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As a Florida Blue Medicare member you can:

@ Talk with a nurse about treatment options as recommended by your doctor.

& Compare costs for health care services and prescriptions.

@ Research doctors and hospitals.

& Check your health with a personal health assessment.

@ Take advantage of wellness events.

Visit a Florida Blue Center near you.

Medicare Basics Guide | 19

Florida Blue ‘ MEDICARE

Your Health Solutions Partner

A Medicare plan
that keeps solving
for your needs.

Plan
premium

+ @ Dental &> Vision @ Hearing

Let’s find your solution.

1-954-512-1650

Center window messaging

Florida Blue Center Marketing Handbook
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Writing for Florida Blue Centers

Medicare member messaging

The role of Medicare member messaging is to strengthen brand affinity by reminding members of all the services,
programs, events, and support available to them at Florida Blue Centers.

Messaging focus

- Medicare member messaging should focus
on the latest events or programs happening
at the nearest Center. The communication
should also reinforce how Centers offer
in-person, face-to-face support with your
Florida Blue Medicare Advantage plan.

Florida Blue

Copy

- Copy should be inviting and clearly

communicate the theme of the Center
program or event. While messaging should
be friendly, it should also drive participation
to register for an event, or connect with your
local Center.

Sample Approved Copy:

Let’s be there when you have questions.
Like, really there.

Let’s put you at ease, not on hold.

With a Florida Blue Center near you,
you have in-person support near you.

Get a health screening at your local
Florida Blue Center at no extra cost.

Design

- Design-wise, Medicare member messaging
should use iconography (from our library)
to reinforce the themes of various events
at the Center. This also helps keep email
communications light in size and
mobile-friendly.

Florida Blue Center Marketing Handbook
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Writing for Florida Blue Centers

Medicare member creative assets

Flovida Blue @9 MEDICARE

Your Health Solutions Partner

P.0. Box 45296 - Jacksonville, FL 32232

PRESORTED
Health and Wellness or Prevention Information SAORRD

JACKSONVILLE, FL
PERMITNO. 756

Florida Blue 29 ‘ MEDICARE

Your Health Solutions Partner

e AUTO**5-DIGIT 12345

Sample A Sample

1234 Main Street

Anytown, US 12345-6789

[LErrrrisar code [LEILIEIEITITTTTTT

Early detection

°
Mammograms are covered once per year under most plans. Log in at FloridaBlue/Medicare.com to lear more about your benefits and prevenive screenings. Invision saves llves.

Diagnostics is an independent organization that provides mammogram testing services. PPO coverage s offered by Blue Cross and Blue Shield of Florida Inc., DBA
Florida Blue. HMO coverage is offered by Florida Blue Medicare Inc., DBA Florida Blue Medicare. These companies are affiates of Blue Cross and Blue Shield of
Florida, Inc., and Independent Licensees of the Blue Cross and Blue Shield Association. We comply with applicable Federal civi rights laws and do not discriminate
on the basis of race, color, national origin, age, disability, or sex. Visit FloridaBIue.com/ndnotice for information on our free language assistance services.

Y0011_117364R2 2024 C Schedule your

mammogram today!
Flomdal?/ue@@ ‘ MEDICARE

Your Health Solutions Partner

Call 3D Mobile Mammography at 1-844-546-5871

or your local Florida Blue Center.

9 4 '
t s tlme. Florida Blue Center — Fort Myers

October 14,2024 - 9am - 2pm
Schedule your mammogram today! P
8041 Plaza Del Lago Dr., Estero, FL 33928

1-239-494-3460

|
Mobile Mammograms
at your local Patients must list a primary care doc: (\):3 to receive a mammogram.
Florida Blue Center o . i
Need to find a doctor? Visit Flor com/Med e, select Member Resources
then click Find a Doctor or call us at 1-800-926-6565 (TTY: 1-800-955-8770).

October 1 - March 31, we are open every day 8am — 9pm ET (except Thanksgiving and Christmas).
April 1 - September 30, we are open Monday - Friday 8am — 9pm ET (except federal holidays).

Self mailer Services provided by:
To schedule online for this event or one offered near you, visit
3D Mobile at www. i com
or scan the QR code with your camera MobileMammography
OUR BUS SAVES LVES!
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Photography for Florida Blue Centers
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Photography for Florida Blue Centers

Photography

Our photography helps convey the
humanity, passion, and warmth of the
brand. It is inclusive, reflecting the
population of Florida, capturing a mix
of ages, races, ethnicities, abilities,
gender identities, and lifestyles.

39

Flomd@ Blae For access to the photography library, please contact the Brand team at brand@bcbsfl.com. This photo library expires on January 24, 2029. Florida Blue Center Marketing Handbook
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Photography for Florida Blue Centers

crop heads or faces, as this can disrupt
the visual continuity and emotional connection
in the photo.

excessively adjust the brightness and
contrast of photos to the point where details
become difficult to see.

crop out significant parts of the subject
or composition that are essential to the photo’s
meaning or context.

oMy

aM ‘\'Ol“' ¢

treat images with unnecessary filters like
sepia tones or black and white, etc.

stretch or distort photos.

crop out branding elements.

F/oﬂda Ek(e Florida Blue Center Marketing Handbook 40



Photography for Florida Blue Centers

Stock photography don’ts

feature subjects looking directly at
the camera and unnatural poses.

use images of children unless they
are featured with adult family members.

use close-up crops of devices as the
focus should be on people.

treat images with unnecessary filters
like sepia tones or black and white, etc.

feature subjects outside of their
natural environment.

use unnatural lighting and poses.

me B/«e For access to the photography library, please contact the Brand team at brand@bcbsfl.com. This photo library expires on January 24, 2029. Florida Blue Center Marketing Handbook 41
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Photography for Florida Blue Centers

Photography in layout

Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex ea
commodo consequat.

Lorem ipsum

dolor amet,
consectet urt.

Florida Blue &9

Your Health Solutions Partner

Sed o perspreatis unde s ate naks. Ut svim o wisim vcricrs, quis mostred
suntin culp

e vt v i s,

Lorem ipsum

dolor amet,
consectet urt.

Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex ea
commodo consequat.

Florida Blue @Y

Your Health Solutions Partner

Sed o perspiceti unde oweis ate oz Ut enim od misim verian, quis ndstred
s e natis.

Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex ea
commodo consequat. Excepteur sint occaecat
cupidatat non proident, sunt in culpa qui officia

deserunt mollit anim id est laborum. Sed ut
perspiciatis unde omnis iste natus. Excepteur sint
occaecat cupidatat non proident, suntin culpa
qui officia deserunt mollit anim.

1-888-789-8987

FloridaBlue.com

s e aatus. U1 enis s o
lamoo labars rici u aiquip 0 0a comrasde ceesoqual. Excaplou sinl ooceccal supidetal non.

Lorem

ipsum dolor
do adipiscing
decir elit.

Lorem ipsum dolor sit amet,
consectetur adipisicing elit,
sed do eiusmod tempor
incididunt ut labore et dolore
magna aliqua.

Florida Blue &9

Your Health Solutions Partner

Lorem ipsum dolor
do adipiscing decir elit.

Lorem ipsum dolor sit amet, consectetur adipisicing
elit, sed do eiusmod tempor incididunt ut labore et
dolore magna aliqua.

Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut
aliquip ex ea commodo consequat. Excepteur sint occaecat cupidatat non
proident, sunt in culpa qui officia deserunt mollit anim id est laborum. Sed ut
perspiciatis unde omnis iste natus.

1-888-789-8987

FloridaBlue.com
Florida Blue @9

Your Health Solutions Partner

S e nans. 0 anim o auis

Florida Blue
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Florida Blue Center

environmental branding
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Florida Blue Center
environmental branding

Strategic approach

Deploying these key tactics will allow our Centers to reflect our current brand strategies
and marketing activities.

o Complement brand campaigns while remaining timeless

e Designate specific assets that will have customized messaging based on business
goals to be rotated during key time periods throughout the year.

e Utilize the Florida Blue brand positioning and guidelines
« Contribute to our evolution of being a health solutions company.
* Incorporate the brand’s illustrative style, which is ownable and distinctive.
- Complement the illustrations with photography to add a touch of humanity.

« Sparingly add in iconography to create subtle designs and add visual interest.

O Leverage insights from Center testing
+ Create a welcoming environment that educates visitors on the Center’s offerings.
+ Incorporate the “happens here” messaging, which received the highest scores in testing.
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Florida Blue Center
environmental branding

Environmental branding

Hanging Wall Banner

Large Wall Panel

This brand plan reflects a
Flagship Center. This is the
largest type of Center and the

Wellness

Health solutions for you, your family, happens here
and your community

SEG Panel -
Refreshment Station

base design for all locations. , e . T
allk i ) BN = o i ! e e b

g -%. ;E " ;= Eﬁg :: - Hanging Banners
j — & Al 5
Y oo O A ' Florida Blue

Health solutions happen here

T T L LI

Health plans with

A Medicare plan
- ' === tIIII!IIIIIlIIlIIlllIIlIIIIIII]?: s that keeps solving
d nmnmmmunvL et

Hanging Wall monthly
nts’

pa

Answers SEG Panels

happen

| Let’s stop
problems before
they’re even
| problems.

1-850-202-4150

[ 1-850-202-4150

Support Care

happens happens

hel“e hel‘e Commercial Window Banner Medicare Window Banner

Health
solutions
happen
here

Brand Window Banner

FMM Ek{@ Languages vary based on location. Window messaging changes quarterly. Florida Blue Center Marketing Handbook



Florida Blue Center
environmental branding

Environmental branding

 Florida Blue

Health
solutions |
happen

here
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Florida Blue Center
environmental branding

Environmental branding

I‘Friendéhip hap[.)%lgl\)elﬁe\. ’ L - ,, :
i TR Y, happen
here

Support

Wellness happens
happens here

Florida Blue

Health solutions for you, your family,
and your community

Florida Blue &9
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Florida Blue Center
environmental branding

Environmental branding

Window signage is updated

based on segment priorities.

Florida Blue

R e ey
5 ey

Ready for
aworld of
unexpected
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Promotional items for
Florida Blue Centers
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Promotional items for Florida Blue Centers

Promotional items

When ordering promotional items for the Florida Blue Centers it is
recommended that the items reflect the idea of wellness.

Some common items include:

+ First aid kit

+ Lip balm

+ Sunscreen carabiner and bottles
+ Cooling towels

+ Plantable flower

+ Massage ball

* Yoga block/mat

+ Stress ball

+ Shopper totes

+ Water bottle

Florida Blue

K

Florida Blue D9

Your Health Solutions Partner

773

Blue @Y

Your Health Solutions Partner

-
-
=

y =

(

Promotional items must adhere to the brand guidelines and be approved by the Brand team.

Florida Blue Center Marketing Handbook
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Florida Blue

Your Health Solutions Partner

Questions?

Email brand@bcbsfl.com





