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Overview

United Concordia Dental provides standalone dental 
insurance. They wanted an experience that centered 
around self-service so that people could find common 

answers without having to jump many hurdles.



The Problems
•The “sea of sameness” embodies how all insurance websites look very 

similar. With many smiling people and a bunch of boxes on a page, 
these companies have difficulty balancing goals of their different 
audiences. 

•Dental insurance competitors have very similar offerings in terms of the 
products, which makes it difficult to differentiate business-wise as well. 
The website needed better to support prospective customer acquisition. 

•Most answers to questions can be found if members create an account 
or login, but the members weren’t doing so either because it was 
difficult or they didn’t know that was how they would accomplish their 
goal(s).  



Assumptions
•Spending time on a dental 

insurance website isn’t a high 
priority or  is avoidable for most 
users. So, certain tasks must be 
prioritized and simplified – while 
others are de-prioritized. 

•Elevate the brand by associating it 
with simplicity, understanding, and 
helpfulness.  

•Visual design is going to be vital in 
differentiating the brand and we 
should be thinking beyond what’s 
already in their brand guidelines.

*Stock images of smiling people weren’t helping United Concordia 
Dental distinguish itself from competitors in a niche market.



Discovery



We met with many internal stakeholders about the dental 
insurance sales process, customer experience, and technical 

and functional requirements. And, these discussions helped to 
inform our interview and survey questions.

Understanding the business

*an image of my colleagues during a meeting.



Meeting With 
Users
It was important to understand how 
the business audiences engaged 
with the client and each other – 
while in support of employees – 
and what their goals were at 
different stages.  

I interviewed 5 employers and 3 
Brokers with two other team 
members. I (with input from the 
team) also sent out a survey to get 
more feedback from Brokers, which 
had about 20 responses.

1. What are the first steps you take to provide a new 
health insurance plan for employees? 

2. How relevant do you find the information on 
dental insurer’s public websites to your job? 
(0=Not relevant, and 10=Very Relevant)? Why? 

3. What are 3 or more significant factors that impact 
choosing dental benefits? 

4. Do you perform any of your own research outside 
of what the broker provides? 

5. Who has the final approval for the health benefits 
package within your organization? 

A. How active are they in the vetting process? 

6. What are the top 3 complaints your hear from 
employees after enrolling in a plan?

Sample Interview 
Questions For 
Employers



Takeaways
•Silo-ed audiences were actually intimately interconnected and shared similar interests or 

information that should be streamlined and/or combined. 

•We discovered that audience most impacted by the website during the prospective 
research stage was the Brokers.  

•During the prospective stage Employers worked almost exclusively with Brokers to 
create a shortlist of insurers to choose from & rarely looked at the website until after 
choosing an insurer. 

•During the membership stage Brokers and Employers regularly returned to the website 
for very specific tasks like enrollment and creating reports. 

•Employees use the website infrequently (if at all) and their first interaction with the 
website was after reviewing HR packets. They mostly likely want to find a dentist or 
perform some other time sensitive task, and so making these tasks obvious for them is 
essential. 



Definition



Personas & Journeys 
–

The outcome of our research was a set of prospective - 
member customers personas and journeys. We used these 

to illustrate what we learned and to support our 
recommendations for the unitedconcordia.com site 

structure.

http://unitedconcordia.com


Customer Journey



Customer Persona



Card Sorting 
–

To also get input from employee member 
audiences I ran a card sorting study to analyze 
how employees organized information from the 

unitedconcordia.com site.

http://unitedconcordia.com


Card Sorting
•Who? 6 people who have 

recently received health care 
benefits through their company 
within the last 6 months.  

•What? As facilitator, I conducted 
a card sort with 16 cards and a 
total of 6 participants 

•Why? This type of study reveals 
the way participants think and 
feel about the information in 
relation to their specific needs 
and we can identify patterns 
based on this.

*the similarity matrix clusters the most closely related 
pairings along the right edge of the table. The darker 
clusters can be a great starting point to identify potential 
groupings.



Card Sorting Insights
Areas of strong agreement across the card sorters: 

•All individuals categorized in a very task-driven way. Some 
sampling of categories names are: “Essential Information”, 
“Information I’ll Need”, and “My Information”  

•There was general agreement about which tasks were more 
essential: “Review Your Benefits”, “See Claim History”, “Choose an 
in-network dentist”, “Information about what is covered in your 
dental plan”, and “Summary of account information for members”. 

•There were also several participants who characterized content as 
things they didn’t likely need: “Nitty Gritty”, “Information I'll 
probably not need”, “Not Dental”, and “Miscellaneous”.



Site map 
–

We went through several rounds of persuading 
the client to green-light a revised site 

organization. After that, I commenced the work 
of articulating page layout and pathways. 



Design



Goals
Transform the experience around  
simplicity, understanding, and 
helpfulness, through human-
centered self-service. 

•Consolidate Q&A 
information and clearly offer 
a way to contact the right 
person. 

•Lessen the visual noise, 
vague terminology. 

•Connect to user mental 
models by creating 
pathways that users can 
easily recognize. 

*With vague labels like “Benefits & Claims” and pages without clear actions, 
the experience was like rifling through someone else’s file cabinet. 



Current Navigation

Redesigning the current navigation was a 
significant first step in establishing a more 
understandable site structure that we could 
use as the foundation for pathways that are 
simpler and easier for users to follow.



Redesigned Navigation

The wireframes were informed 
by stakeholder interviews and 
our research. And the 
wireframes served as the basis 
for the visual design.



Redesigned Navigation

The navigation was inverse for 
mobile since a large majority of 
users were employees looking for 
their account, a dentist, or to 
contact a rep at United Concordia 
Dental.



•Getting Started is the big 
hurdle faced across audiences. 
It needed to be transparent and 
simple.  

•Creating Account is how 
members can do almost all their 
essential tasks. They need know 
what creating account does. 

•Help Center callouts 
immediately following self-
service information provides a 
path toward more detailed 
information and a valuable 
resource.

Orienting the 
audiences



Orienting the audiences
I did this for every customer 
audience



My wireframes were the 
basis for the final designs 
and there were few overall 
layout deviations from them.

Orienting the 
audiences



•Information was 
spread out making it 
hard to find answers. 

•Re-organize content to 
establish clearer pathways 
and relationships. 

•Introduce local 
navigation elements 
and clear headings to 
help users know where to 
go.

Consolidation 
of information



•Collaboration with the 
content team organized 
and tracked the changes. 

•Inclusion of in-
context feedback 
elements are aimed to 
provide targeted insights 
about information.

Consolidation 
of information



•Brokers are the way 
employers sign up, 
and the website plays a 
limited role in this 
prospective journey. 

•Consolidate plan 
information and 
optimize content for 
scanning.

Consolidation 
of information



•Current Logged in 
experience doesn’t 
really allow for 
customization. 

•Introduces calm space 
that is simple, clean, and 
personalized. 

•Prioritizes most 
commonly performed 
tasks a user performs 
while logged in.

The case for 
dashboards



•Logged in landing 
pages leverage the 
dashboard design. 

•Introduces calm space 
that is simple and clean. 

•Misses opportunity to 
customize the 
experience.

The 
compromise

*reenactment of a whiteboard 
session outlining the difference in 
a landing page approach. 

** also a reveal of the fact that 
I write in cursive  ¯\_(ツ)_/¯ 



Outcomes
•Through our research efforts, my team and I were able to act in the 

organization as the voice of the user, and relay insights to others 
thereby working across our team and with the client to concept and 
develop solutions to key customer problems. 

a. By updating the information architecture based on user-centered 
research and insights, the marketing site was able to better 
support prospective customer acquisition and increase the number 
of employees logging in to view their benefits. 

•By collaborating with the visual design team to define and implement 
innovative solutions for the product direction, we were able to break 
through the “sea of sameness” and give UCD a more recognizable 
(and updated) look and feel.



Deliverables

•Personas and Journeys Deliverable 

•Card Sorting Deliverable 

•Initial Navigation Designs

https://drive.google.com/open?id=151T3RWxe4VYiRyIL_mIpLC8m3z1j89lJ
https://drive.google.com/open?id=1ZEhb-KUGa_rcenfk6fxCPMLLR8uNLBml
https://drive.google.com/open?id=1pO4kNkzCkImh1SNy2THReGWVxIbncJP2

