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HEALTHINSURANCEBENEFITS EXCHANGEGASE STUDY. ADVANCED @
TOP PERFORMER FOR STATE INSURANCE MARKETPLACE CONTEXTUAL §

OBJECTIVE

State health insurance marketplace wanted to drive awareness of
their special enrollment period to eligible residents.

The
: w Credit Cards Investing Banking  Education  Inst
Updaled on 02.16.16 1 Money Subscibe

Best Health Insurance Companies|

FAMILY FINANCE HEALTH INSURANCE

The information you need for tackling How to Pick the Best Health Plan
open enroliment. ' | forthe Whole Family

The Afordable Care Act (ACA), Obamacare, the individual health-care mandate, health

savings accounts, high deductibles — the world are you supposed to keep track of Beth Pinsker / Reuters

itall, much less find the best health insi & companies?

STRATEGY

Beginning with ideal pages, we used our proprietary discovery
platform to find additional pages and sites to reach people
seeking healthcare coverage opportunities.

Best Health Insurance Comparison Sites

@ Healthsherpa Pr— @Marketplace

‘The best company and plan for you will vary remendously based on the level of

We produced custom Content Targets™ around health insurance

and qualifying life events for coverage; connecting ideal e —

consumers with the brand’s message at the right moment.

RESULTS 0.13% 0.09%

Successfully optimized to become the top-performing DELIVERED DELIVERED
partner, achieving an overall 0.09% lead conversion rate. CLICK THROUGH RATE LEAD CONVERSION RATE



HOSPITAL NETWORK VIRTUAL URGENT CAREICASE STUDY
USING ADVANCED CONTEXTUAL'S DATA ON SOCIAL MEDIA

ADVANCED @

TO ACHIEVE COST-PER GOALS CONTEXTUAL &

OBJECTIVE

The Brand, a major hospital network, wanted to increase awareness of their virtual urgent care services reaching digital health seekers during the start of
the pandemic.

STRATEGY

1) Advanced Contextual created custom segments around: “Virtual Urgent Care,” “Urgent Care,” "Health Insurance,” “Body Pain & Injury,” “Cold/Flu Symptoms,”
“Therapy,” “Busy Professionals,” and “Healthy Lifestyle”

2) Advanced Contextual exported these custom segments to Facebook

3) Brand used Advanced Contextual segments to reach their target audience on social media to drive results

RESULTS

Compared to Facebook's native Healthcare Interest Targeting, Advanced
Contextual's custom segments exceeded performance across all KPIs.
Advanced Contextual's cost per result was 43% lower that Facebook's
Interest Targeting and Advanced Contextual's cost per landing page view
was 15% lower than Facebook's Interest Targeting.

LOWER COST PER
LANDING PAGE VIEW*

By using Advanced Contextual's custom segments on social media, the
Brand successfully reached their target audience and continues to use our
segments across multiple lines of business on Facebook.

*compared to Facebook’s available native interest targeting



MEDICAL CENTER CASE STUDY
USING ADVANCED CONTEXTUAL SEGMENTS ON SOCIAL

ADVANCED @
MEDIA TO DRIVE SITE TRAFFIC & APP DOWNLOADS CONTEXTUAL §

OBJECTIVE
Major regional medical center wanted to drive site traffic and app downloads for their various medical services.

STRATEGY

Advanced Contextual creates custom targeting segments using seed
URLs that match the target audience’s intent. With limited interest ;
targeting options available on social media platforms, the client turned to '
Advanced Contextual to create segments to reach their ideal audiences
on Facebook.

1. Virtual Urgent Care: 4.8MM Facebook Users
2. Urgent Care: 8.4MM Facebook Users

3. Health Insurance: 12MM Facebook Users
We've created a large number of segments to target a wide variety of
potential patients & services offered by the medical center. Our segments
have been created for the client’s services which include: digital health
application, cancer treatment centers, virtual urgent care services, and
information on the coronavirus outbreak, treatment, & prevention. As an 6. Healthy Lifestyle: 43MM Facebook Users
example, the following custom Advanced Contextual segments have 7
driven campaign success for the client’s digital health initiative.

4. Consumer Tech: 34MM Facebook Users

5. Therapy: 22MM Facebook Users

. Busy Professionals: 9.5MM Facebook Users

RESULTS

The client continues to run successful Facebook campaigns using Advanced Contextual's custom segments to drive their targeting. This satisfied medical
center client continues to expand our partnership with multiple lines of business to achieve goals for their various initiatives.




MENOPAUSE DRUG CASE STUDY
ALIGNING WITH SPECIFIC MENOPAUSE CONTENT TO

REACH MEDICAL PROFESSIONALS

OBJECTIVE

Global pharmaceutical company wanted to increase awareness of their
prescription menopause drug by reaching professional care providers,
obstetricians, and gynecologists.

STRATEGY

Using relevant articles, our proprietary discovery platform found
additional pages and sites to connect with doctors and prescribers
treating patients with menopause.

Our team built custom Content Targets™ around the menopause drug,
its competitors, and current news for medical professionals; placing the
pharmaceutical company's message in relevant environments.

RESULTS

The ability to align with specific menopause content that healthcare
practitioners were consuming resulted in a successful campaign with an
average 0.11% CTR.

CONTEXTUAL

endocrineweb

RESEARCH UPDATES ~ MEETING HIGHLIGHTS ~ LITERATURE REVIEW ~ PCPUPDATES  MEETINGS AND EVENTS

Hormone Therapy Does Not Alter
Atherosclerosis Progression When Used
Early in Menopause

Introduction: While initizl findings fram the Women's Health Initiative (WHI) did not show
cardiovascular benefits of harmone therapy in her analysis of this data
and findings from other studies suggest that a subs w zin treatment early (ie, at
a younger age or closer to the onset of menopause) m, _bemﬂ[flaT rmone therapy. Thus, the
randomized, controlled Kronos Early Estrogen Prevention Study (KEEPS) was designed to
nvestigate the effects of early initiation of oral or transdermal hormane therapy on progression
of atherosclerosis in women wha were within 36 months of their last menses

Methods: The study involved 727 healthy menopausal women (age, 42 to 58 years) wha were
between 6 and 36 months from their last menses. Nane of the women had a history of
cardiovascular disease
Agatston units. None of the w
study entry.

ine, and all had a coronary artery calcium (CAC) score of <50
men taok estrogen or lipid-lowering therapy within 90 days of

0.11%

AVERAGE CTR
DELIVERED

ADVANCED @



TYPE 2 DIABETES CASE STUDY
EFFICIENTLY ENGAGEDLYPE 2 DIABETES PATIENTS

THROUGH RELEVANT CONTENT

OBJECTIVE

Major pharmaceutical company wanted to promote their prescription
Type 2 Diabetes drug by driving landing page visits and site engagement.

STRATEGY

We used relevant articles in our proprietary discovery platform to identify ideal
pages, sites, and new consumers beyond existing audience segments; reaching
mindsets of Type 2 Diabetes patients seeking medication to lower blood sugar
levels.

The strategy team created custom Content Targets™ that included health, diet,
and lifestyle content; connecting the brand's message with ideal consumers in
relevant environments.

RESULTS

Successfully converted 0.93% of impressions to landing page visits and drove
$30 cost per engaged visitor*, achieving client satisfaction and repeat business.

*KPI: Landing page plus three

ADVANCED @
CONTEXTUAL

Health [

| The Best and Worst Foods for | |
Newsletters Subscribe No olth Magazine |1 Type 2 Diabetes

Ko

Home < Trpe e - | foods can help keep blood

ight
sugar on an even keel. Find out what to put o
£ | the menu when you have type 2 diabetes.

5 Things You Should Do After a Type 2 20K
Diabetes Diagnosis "

$98 $30 2 25X

COST PER COST PER ENGAGED
ENGAGED VISITOR VISITOR CLIEIEI;EERNE:AMNARK
CLIENT BENCHMARK DELIVERED



ULCERATIVE COLITIS CASE STUDY
EFFICIENT PERFORMANCE POWERED

ADVANCED @

BY CONTENT CONTEXTUAL @

0 BJ ECTI VE ULCERATIVE COLITIS ARTICLES
Major pharmaceutical company sought to drive and engage ulcerative How to Handle an Ulcerative
colitis patients and caregivers to their site. Colitis Flare

What to Do When Your Symptoms Are Acting Up
By Dana Gottesman, Special to Lifescript

Published September 23, 2014

Reviewed by Edward C. Geehr, M.D., Lifescript Chief Medical Officer

ST RAT E GY Life is a roller coaster for ulcerative colitis

patients. Your disease could be in

Starting with ideal pages, our proprietary platform found similar pages and remission for months — then suddenl

sites to reach people interested in learning about prescription medications you e syfjening from symptoms and

[
JSrantically searching for a restroom. But
for u | Cerati\/e Cco | |t|S you can relieve ulcerative colitis flares and
regain control. Read on for expert advice... ‘
We created custom Content Targets™ about the client's drug, its i

competitors, and relevant ulcerative colitis content; connecting the brand
to environments where their message resonated best.

RESULTS

Delivered cost-effective results, achieving $22 cost per engagement, less

than 25% of the client's target KPI* of $98 CPE (cost per engaged visitor). $98 $22 4xX

CPE CPE BETTER THAN
*KPI: landing page plus two CLIENT BENCHMARK DELIVERED CLIENT BENCHMARK



