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BRINGING IDEAS TO LIFE TELLINQ.STORIES

Introducing collaborative Shanr@ pilot success
ideation techniques to kick and building support
start the design process and organization. The tee
prioritize concepts. Teams will prepare their final pit
ideate against the actionable leadership feedbac
insights they uncovered.
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anyone can tear up a magazne

BUILDING A HYPOTHE

Who is the muse for your product or service? Knowing your
user is essential to great innovation and design. The better

you understand your user, the more chance you have of

connecting with them through deep emotional bonds, as well
as on a functional level. What does a typical day-in-the-life
look like for them? What drives them? What are their hopes
and dreams? How does your offering connect with them?

ELEMENTS

Building a muse (or persona) is a
great starting pomt. Take a trip to
your local magazine shop and buy
all of the magazines you think he or
she would read. Build a pacture of
the life they lwe. Tear stuff out of

the magazines and have fun building
therr character as a large collage
Remember that this is a hypothesis, a

tool that you can leave behund or keep

building on once you understand who
our muse really 1s. We promuse it

functional

Base needs as
they re‘ate 10 your
Eparence

They are usually the
users core needs
For example, getting
from Ato B or
providing them with
peace of mind anad
FOASSLUTANCe yOur
oMfering will work.

emotwonal

Higher level needs
that form deeper
connections with the
eIperence

What are the parts of
Your sapenence that
users love o tak
0bout? What velves
align them with your
brand? How does
your ofMering make
them feel?

asprrational

The hopes and
dreams of your
muse

\

SIS

HERE ARE A
FEW THOUGHT
STARTERS

TO GET YOU
ROLLING

1. How does she make her
coffee n the morning?

2. How does she get to work?
Bus, bike, or car?

3. What dream does she have
Jfor the future?

4. What tensions in her life u
she trying to resolve?

5. What is an anecdole from
last weekend that sums wp

an inleraction with your brand’
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J perspective is important, we
X have a lot to !&arn from what

others have done In other
in Ies.

DAVE UNDERRINER!
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Collaborated with
over 30 community
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PROVIDENCE
Health Plans

P.O. Box 4327
Portland, OR 97208-4327 01504133328

Forwarding Service Requested

P T ——_—
TR T B LT ETULT A T B A LA AT

SINGLE PIECE

\\ﬁ\_—’-”___—’_’_\_—,'

- EXPLANATION OF BENEFITS

Below is an explanation of your benefits with Providence Health Plan. THIS IS NOT A BILL

Please do not send money to Providence Health Plan. Send any mdp ey owed to the provider of service.
Provider Name: PROVIDENCE PORTLAND M NTER

Service P ) I A

Date ‘Type of Service | |

03/25/15

03/25/15

03/25/15

03/25/15

03/25/15

03/25/15

03/25/15

03/25/15

03/25/15

03/25/15

Amount Paid by Plan:

Remark Explanation(s):
XCO Amount not covered is provider writedff for eligible services

1$147.24 has been applied to your individpal apnual ma '; $1,150.00

$185.24 applied to your individual annus ined nfand Out of Plan MemberOut of Pocket maximum $3,300.00.

L e
181,385.52 applied to your annual Combi WW £Plan Family Our/of Pocket maximum $6,600.00.
- V3 e e

If you are covered by more than one health bekefit plan, you shofld file all your claims with each plan.
If you have any questions, or to request 4 descriptit the codes/ised in this claim, please call Customer Service
: s at wxw.providence.org/healthplans.

EOB G&A Rights 7/2013

ENV 2087

6.5 MILLION
EOBS ARE

DISTRIBUTED
EVERY YEAR
TO PATIENTS

JILL NOWAK
MANAGER, GROUP SALES




A0

Melissa Kowalsky

PROVIDENCE

Health Plans

PO Box 4327
Portiond, OR 97084327

FORWARDING SEAVICH

Melissa Kowaliky
332 Carmage Trail
Salem, OR 97300

Famil Y Deductible i,,",\'.!'(‘

75%

.90 )

Your Statement a1 a Glance

N 0 b s

iy ACQ 9 ohts
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REQUESTED Tons Rerponaibelivy

25634, 1.

This is not a bill,
rn & & Matemert Witog e Setad of pors
"Hoplanaton of Perafn ' Sy v I Quants
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— Hello Melissal! ﬁ
This Statement Period Number of Claims Your Responsibility
m March 2 $366.80 =
.
[owas \ —
! = 4
E—y ‘
roe
—
T —
——
¥
L —
o —
Family Out-of-Pocket $6,000.00 D
e —— Your Statements -
Here's a short list of you most recent statemnts. You -
can view your statements claim by claim, or send them
in a email, or print them for your records. —-
- — - -y
2 Melissa
Individual Annual Deductible $500.00
—.—P
$301.89 = X
e -
Annual Out-of-Pocket $2,000.00

@ Tom L o

Individual Annual Deductible $500.00 >

$118.23 ' ’

Tom

Individual Annual Deductible $500.00










