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UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD
Serial No.: ~ 77/508609
Mark: BLUEPRINT
Law Office: 117

Applicant: Wright Medical Technology, Inc.

APPLICANT’S APPEAL BRIEF

Applicant appeals the Trademark Examining Attorney’s refusal to register the trademark
“BLUEPRINT” on grounds of likelihood of confusion under Trademark Act Section 2(d) (15
U.S.C. §1052(d)).

FACTS

Applicant is a leading orthopedic device company. Applicant is engaged exclusively in
the manufacture and sale of orthopedic implants, primarily for use in hips, knees, upper and
lower extremities, and bone augmentation. Applicant sells its products and services exclusively to
orthopedic surgeons.

Applicant filed this application on June 26, 2008, seeking to register BLUEPRINT in
International Class 41. Applicant’s statement of goods, as amended, states:

Educational services, namely, conducting conferences, seminars, cadaver
laboratory classes and workshops for orthopedic surgeons in the field of
orthopedic surgical techniques and distributing course materials in connection
therewith.

On September 4, 2008, a non-final Office Action issued, refusing to register on grounds

of likelihood of confusion in view of U.S. Registration 1,925,446 for BLUE PRINT for use on

“educational newsletter, in the field of health and insurance” in International Class 16.



Applicant filed a response on March 4, 2009, submitting the arguments and evidence
relied on in this appeal. A final refusal issued on March 26, 2009.

ARGUMENT

Applicant respectfully submits that Exhibits A and B demonstrate significant differences
in the respective good and services and the channels of trade. Applicant further submits that the
Trademark Examining Attorney has submitted no material evidence to counter applicant’s
evidentiary showing. Additionally, the sophistication of the applicable customers and lack of
actual confusion point toward absence of a likelihood of confusion.

A. Dissimilarity of the Respective Goods and Services

Applicant’s statement of services, as amended, is narrowly drawn to “conferences,
seminars, cadaver laboratory classes and workshops for orthopedic surgeons in the field of
orthopedic surgical techniques.” (Emphasis added). Registrant’s statement of goods is
“educational newsletter, in the field of health and insurance” in Class 16. The Examining
Attorney makes the presumption that “health” encompasses all health-related information,
including information on surgery and orthopedics. However, even if it is presumed that
registrant’s newsletter provides information about orthopedic surgery, there is a very significant
difference between providing such information and applicant’s training courses for orthopedic
surgeons.

As noted above, applicant is a leading orthopedic device company. Applicant is engaged
exclusively in the manufacture and sale of orthopedic implants, primarily for use in hips, knees,
upper and lower extremities, and bone augmentation. Applicant sells its products and services
exclusively to orthopedic surgeons. Many of applicant’s orthopedic surgeon customers have

longstanding relationships with applicant, and therefore are highly unlikely to confuse



applicant’s orthopedic implants and related services with those of any other company. To
promote the safe and effective use of its implant products, applicant sponsors training programs
for orthopedic surgeons. Orthopedic surgeons who attend applicant’s training programs learn
about the benefits of applicant’s products, along with surgical techniques for properly implanting
the products in their patients.

Applicant uses the mark BLUEPRINT in connection with a training program directed to
orthopedic surgery residents and fellows. Exhibit A is a marketing flyer that applicant distributes
to orthopedic surgeons in connection with the introduction of applicant’s BLUEPRINT™
Resident and Fellow Program to the orthopedic market. Applicant mails Exhibit A directly to
orthopedic surgical residents and fellows. As indicated in Exhibit A, BLUEPRINT™ Resident
and Fellow Program enables orthopedic surgery residents and fellows to attend courses
specifically directed toward applicant’s orthopedic implants. In applicant’s BLUEPRINT™
courses, attendees receive both classroom and cadaver lab training. In cadaver labs, the surgeons
receive hands-on experience implanting applicant’s implants into cadavers.

Registrant is a large health insurer. Unlike applicant, registrant is not engaged in the
manufacture and sale of orthopedic implants. Exhibit B provides information about how
registrant is using BLUE PRINT™., Exhibit B demonstrates that registrant’s BLUE PRINT™
program is directed toward helping registrant’s insured customers manage their health care by
selecting doctors from preferred networks. Exhibit B also demonstrates that registrant uses
BLUE PRINT™ to identify an on-line patient health screening process. Neither of these aspects
of registrant’s BLUE PRINT™ product relate to providing training in orthopedic surgical

techniques to orthopedic surgeons. A key distinction is that registrant provides general medical



information to patients, while applicant delivers a very specialized type of information
(orthopedic surgical techniques).

B. Separate and Distinct Channels of Trade of the Respective Services

In actual commerce, applicant and registrant are selling their respective goods and
services in entirely different channels of trade. (See Exhibits A and B). While there are several
reasons why consumers are not likely to be confused by the respective parties’ use of variations
of “BLUEPRINT” marks, the overriding reason is that the respective goods and services will not
cross paths in the actual marketplace.

When parties sell their goods through separate and distinct channels of trade or
distribution, confusion is unlikely. See McCormick & Co. v. B. Manischewitz Co., 206 F.2d 744,
98 USPQ 367 (6th Cir. 1953) (no confusion likely between spices and kosher foods); Telex
Corp. v. Sound Ear, Inc., 169 USPQ 255 (TTAB 1971) (no likelihood of confusion between
hearing aids and listening device for TVs and radios, even though both are used by people who
are hard of hearing). Where the identification of goods is restricted to certain narrow channels of
trade, an applicant can avoid a finding of likelihood of confusion with a registration for a similar
mark for related goods. In re Shoe Works, Inc., 6 USPQ.2d 1890 (TTAB 1988) (no likely
confusion was found between “Palm Bay” for women’s shoes and the registered mark “Palm
Bay” for shorts and pants where applicant’s description of goods was sufficiently narrow).

Applicant markets the services associated with the mark BLUEPRINT through a channel
of trade of trade that is unique to orthopedic device manufacturers. As discussed above,
applicant’s services related to BLUEPRINT are marketed and provided directly to orthopedic
surgeons (see Exhibit A). Applicant’s BLUEPRINT™ courses are not marketed through mass

media, such as newspapers or television, or in retail settings. Thus, orthopedic surgeons serve as



the direct and only link between applicant’s “BLUEPRINT™ Resident and Fellow Program and
the market.

Registrant provides its BLUE PRINT program directly to health care patients via the
Internet and perhaps through a printed newsletter. (Exhibit B). The only health care patients who
might be exposed to both registrant and applicant’s respective products in the normal course of
commercial events would be patients who also happen to be orthopedic surgeons. It seems
apparent that such individuals would be small in number, would receive the information through
separate channels, and would be readily able to discern the difference between the products and
their respective sources.

There is no conflict between these channels of trade, because educational services related
to orthopedic surgical techniques appeal to a vastly different audience than educational
newsletters in the field of health and insurance. See e.g. In re Dixie Restaurants Inc., 41
U.S.P.Q.2d 1531, 1534 (Fed. Cir. 1997); In re The Shoe Works Inc., 6 U.S.P.Q.2d 1890, 1891
(TTAB 1988). The services are unrelated in the trademark sense because they will not be
encountered by the relevant public under circumstances that would give rise to the mistaken
belief that they originate from or in some way are associated with or sponsored by the same
producer. Even if the services did somehow turn up in the same channels of trade, the services
are so dissimilar that there would be no likelihood of confusion. If the goods or services in
question are not related or are marketed in such a way that they would not be encountered by the
same persons in situations that would create the incorrect assumption that they originate from the
same source, then, even if the marks are identical, confusion is not likely. Local Trademarks,
Inc. v. Handy Boys, Inc., 16 USPQ.2d 1156 (TTAB 1990); Quartz Radiation Corp. v.

Comm/Scope Co., 1 USPQ.2d 1668 (TTAB 1986).



The Examiner has not attempted to directly counter applicant’s showing, as set forth in
Exhibits A and B, that the respective services are not offered in the same channels of trade.
Instead, the Trademark Examining Attorney takes the position that (1) registrant’s statement of
goods is broad enough to encompass applicant’s services; and (2) many entities provide both
educational services and newsletters on the same subjects. The Examiner has the burden of
proving that the mark sought for registration is barred by the statutory bars of Lanham Act § 2.
In re Standard Elektrik Lorenz Aktiengesellschaft, 371 F.2d 870, 152 U.S.P.Q. 563 (C.C.P.A.
1967); In re Nantucket, Inc., 677 F.2d 95, 213 U.S.P.Q. 889 (C.C.P.A. 1982); In re Mavety
Media Group, 33 F.3d 1367, 31 U.S.P.Q.2d 1923 (Fed. Cir. 1994). Applicant respectfully
submits that the Examiner has submitted no material evidence to demonstrate likelihood of
confusion, and in any event has failed to address applicant’s showing, embodied in Exhibits A
and B, that registrant and applicant are in fact distributing their services to different customers in
different channels of trade.

In applicant’s view, any presumption that might be made based on registrant’s statement
of goods is readily overcome both by differences in the respective statements of goods and
services and by the evidence of Exhibits A and B. Registrant’s statement of goods is
“educational newsletter, in the field of health and insurance” in Class 16. Applicant’s statement
of services is: “Educational services, namely, conducting conferences, seminars, cadaver
laboratory classes and workshops for orthopedic surgeons in the field of orthopedic surgical
techniques and distributing course materials in connection therewith” in Class 41. The scope of
registrant’s statement is certainly narrowed by the fact that it is tied both to “newsletters” and to
the field of “health and insurance.” 1t is also noteworthy that registrant’s statement is directed to

goods (newsletters), while applicant’s statement is direct to services (education of orthopedic



surgeons). Even if “educational newsletter in the field of health and insurance” is interpreted in
its broadest sense with all ambiguities resolved in favor of registrant, this statement does not
necessarily create a presumption that it encompasses the highly specialized areas of educational
services in the nature of cadaver labs and workshops for orthopedic surgeons in the field of
orthopedic surgical techniques. But if registrant’s statement of goods is considered sufficient to
create such a presumption, then applicant respectfully submits that the presumption it is readily
countered by applicant’s evidence of significant differences in the actual channels of trade, as set
forth in applicant’s Exhibits A and B, for the reasons detailed above.

In terms of actual evidence, the Examiner relies only upon trademark registrations and a
Google search to demonstrate that many entities provide both educational services as well as
newsletters on health-related issues. Applicant does not dispute that many entities engaged in
health care provide both educational services and newsletters on the same subject. However,
applicant respectfully submits that this general fact is immaterial to the issues of the case and
simply does not establish an overlap in channels of trade between registrant and applicant’s
respective services. The fact that many entities provide both educational services as well as
newsletters on health-related issues does not establish that registrant is using BLUE-PRINT in
connection with anything remotely related to training of orthopedic surgeons. Exhibit B shows
what applicant is doing with BLUE-PRINT, and it has nothing to do with training orthopedic
surgeons. Applicant respectfully submits that the presumptions and the evidence relied upon by
the Examiner are insufficient to counter applicant’s showing that the respective services are in

fact used in different channels of trade.



C. Sophistication and care of the relevant customers

An important factor to consider is the sophistication of and the degree of care exercised
by consumers who typically buy the goods of applicant and registrant. Sophistication is
important and often dispositive because sophisticated consumers may be expected to exercise
greater care. Electronic Design & Sales, Inc. v. Electronic Data Sys. Corp., 954 F.2d 713, 718
(Fed.Cir.1992).

Trademark precedent recognizes that surgeons constitute a ‘“highly intelligent and
discriminating public.” U.S. Surgical Corp. v. Orris, Inc., 5 F.Supp. 2d 1201, 1210 (D. Kan.
1998); Warner-Hudnut, Inc. v. Wander Co., 47 C.CP.A. 1172, 280 F.2d 435, 436
(C.C.P.A.1960); Astra Pharmaceutical Products, Inc. v. Beckman Instruments, Inc., 718 F.2d
1201, 1206-07, 220 USPQ 786, 791(1st Cir. 1983); see also Hewlett-Packard Co. v. Human
Performance Measurement, Inc., 23 USPQ2d 1390, 1396 (TTAB 1992) (recognizing the high
degree of sophistication of customers of medical equipment). It seems reasonable to presume that
orthopedic surgeons will not be confused as to the source of the respective goods and services of
registrant and applicant. As noted above, there is little or no chance that consumers having a
lesser degree of sophistication and care than orthopedic surgeons will be exposed to applicant’s
BLUEPRINT mark, since applicant sells only to orthopedic surgeons and does not market its
products through typical consumer outlets.

Registrant’s customers are health care patients who are insured under registrant’s
policies. (Exhibit B). As indicated in Exhibit B, it appears that such customers exercise
sophistication and intelligence in order to participate in registrant’s BLUE PRINT® programs,
such as by accessing and navigating registrant’s website. It also seems certain that patients who

use registrant’s BLUE PRINT® programs will exercise a high degree of care, since they will be



assessing issues related to their own health and well-being. In the highly unlikely event that
registrant’s health care customers are somehow exposed to applicant’s BLUEPRINT™ Resident
and Fellow Program in a commercial setting, it seems improbable that such patients would be
careless enough to confuse the source of the respective goods and services.

Even when marks are similar, likelihood of confusion exists only when an appreciable
number of reasonable buyers are likely to be confused by the similar marks. Streetwise Maps,
Inc. v. VanDam, Inc., 159 F.3d 739, 48 USPQ.2d 1503 (2nd Cir. 1996). Likelihood of confusion
is synonymous with “probable” confusion; it is not sufficient if confusion is merely “possible.”
American Steel Foundries v. Robertson, 269 U.S. 372, 46 S.Ct. 160, 70 L.Ed. 317 (1926). The
test for likelihood of confusion cannot be a mere “possibility” of confusion, because many
consumers are ignorant or inattentive, so some are bound to misunderstand no matter how
careful a producer is. August Storck K.G. v. Nabisco, Inc., 59 F.3d 616, 35 USPQ 1211 (7th Cir.
1995). The test is whether consumers are likely to be confused, not whether the marks
themselves are confusingly similar. Myrurgia, S.A. v. Comptoir de La Parfumerie S.A. Ancienne
Maison Tschanz, 441 F.2d 673, 675, 169 USPQ 587, 588 (CCPA 1971); In re West Point-
Pepperell, Inc., 468 F.2d 200, 175 USPQ 558 (CCPA 1972) (the test is “not whether people will
confuse the marks but whether the marks will confuse people.”).

As a longtime participant in the orthopedic segment of the healthcare market, applicant is
of the view that the likelihood of confusion analysis raises form over substance by failing to take
into consideration the extremely remote (in applicant’s view, non-existent) possibility that a
relevant consumer would be confused by the respective uses of the marks. The refusal also raises
form over substance by failing to acknowledge that in the extremely unlikely event that an

instance of confusion were to occur, registrant’s health care patient would not be able to transact



business with applicant, since applicant sells its product and provides its services only to
orthopedic surgeons. In this case, there is no real possibility that the marks will confuse
consumers, because of the sophistication of the relevant consumers, differences in channels of
trade, and differences in the goods and services themselves.

D. No Actual Confusion

Applicant is not aware of any actual confusion between applicant’s goods and services
and those of the cited registration. As noted above, if actual confusion did somehow occur in the
marketplace, the confusion would end as soon as the customer attempted to transact business
with applicant, since applicant provides its goods and services only to orthopedic surgeons.
When absence of actual confusion is considered in light of the factors discussed above, it is
respectfully submitted that there is no likelihood of confusion.

CONCLUSION

While applicant appreciates the overriding concern of preventing buyer confusion as to
the source of the goods and services, there is no likelihood of confusion in the actual
marketplace, for the reasons set forth above. Accordingly, applicant respectfully requests that the
Trademark Trial and Appeal Board reverse the refusal and allow applicant’s mark to be
published for opposition.

Respectfully submitted,

/Shawn D. Sentilles/

Shawn D. Sentilles, Reg. No. 38,299
WRIGHT MEDICAL TECHNOLOGY, INC.
(USPTO Customer No. 37902)
5677 Airline Road
Arlington, TN 38002

Dated: November 23, 2009 Telephone: 901-867-4314
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Resident and Fellow Program

Decade of Stability Knee Course
Memphis, TN: June 26 and November 14

- L J B }
ADVANCE® BIOFOAM™ ADVANCE® PROPHECY™

CANCELLOUS TITANIUM™ Metal Medial-Pivot Knee Pre-Operative Navigation
Fixation with Bite.™ Stability Delivered.™ Envision the Results.™

« True trabecular architecture « Stop the slide in mid-flexion'? « Accurate alignment

+ Roughened to enhance immediate fixation « Intraoperatively forgiving « Optimal sizing

- Ingrowth through an osteoconductive matrix - Patient preferred® - Precision Implant placement

Modern Technologies in Hip Reconstruction
Memphis, TN: April 3 and October 23

PATH® STATURE™ A-CLASS®

Hip Technique Modular Hip Reconstruction Advanced Metal Technology

Tissue Preserving Hip Technique.™ Never Compromise.™ The “Cross Link” of Metals.™

« 100% Visualization « Reconstruct vs. replace « Reduced wear through differential hardness*
« Consistent acetabulum positioning « Customized for every patient « 78% Reduction compared to BHR as

- Piriformis release only « Over 20 years of clinical success® cast components®

Innovations in Hip and Knee Replacement Mobile Lab
Las Vegas, NV: May 1-3

This course will provide a comprehensive overview of Wright's latest hip and knee technologies.

oS 4D

—
ADVANCE® BIOFOAM™ STATURE™ PROPHECY™
CANCELLOUS TITANIUM™ Metal Modular Hip Reconstruction Pre-Operative Navigation
Fixation with Bite.™ Never Compromise.™ Envision the Results.™
- True trabecular architecture + Reconstruct vs. replace « Accurate alignment
« Roughened to enhance immediate fixation + Customized for every patient « Optimal sizing
« Ingrowth through an osteoconductive matrix + Over 20 years of clinical success® - Precision Implant placement
1. SchmidtR, Blaha JD, P: \berg BL ), Komistek RO lyses of cruciate
tai i implants.Clin Orthop 410 ,2003.
2. Pritchett W, ink heses JBJS (BR): 979-982, 2004. P L 0
3. WMT Modular Necks Clnical Meeting, Rome, June 1-2, 2007,WMT document MH202-607. o e i
4. 17th Annual Symposium of i ety for 9y S

Sept. 23-24, 2004 (Test conducted at WMT)

. Data on file at WMT (Test conducted at WMT)
WRIGHT'S CLINICAL SURVEY a true, side-by-side, competitive comparison of bi-lateral
TKR patients CLINICAL SURVEY OF PATIENT SATISFACTION:A STUDY OF BILATERAL KNEE
RECIPIENTS" (MK 475-701)

™Trademarks and “Registered marks W m
of Wright Medical Technology, Inc. -
‘ ~_ gl

©2009 Wright Medical Technology, Inc.

All Rights Reserved. MI378-708 R 1.09 ‘
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Blue Cross Blue Shield of Illinois - BluePrint Product Summary

Welcome Employer! February 25, 2009

BlueCross BlueShield Request a
@ @ of Illinois

Health
= FH:':tPaﬁl

for small groups (2-50)
Home > Employer > BluePrint Product Summary

Tools Newsletters Products Resources

BluePrint Product Summary

The BluePrint Plans are available to groups of 51+ employees.
Advantages

. You have the flexibility to select the benefits that have the most
value for employees, without added costs.

. You select from standard PPO and HMO plans and choose from a
wide range of PPO deductibles, coinsurance and out-of-pocket
maximums and HMO copayment amounts.

. For groups over 150 lives, there is a choice of HMO networks.

. You can add a high deductible PPO plan or the BlueEdge Plan, which
is compatible with Health Savings Accounts.

BluePrint PPO Product Overview

BluePrint HMO Product Overview

BluePrint BlueEdge HSA Product Overview

A Division of Health Care Service Corporation, a Mutual Legal Reserve Company, an Independent

Licensee of the Blue Cross and Blue Shield Association.
© Copyright 2009. Health Care Service Corporation. All Rights Reserved.

Home | Important Information | Privacy Statement

http://www.bcbsil.com/employer/products/blueprint.htm [2/25/2009 11:53:13 AM]
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Blue Cross Blue Shield of Illinois - BluePrint PPO Product Overview

Welcome Employer! February 25, 2009

BlueCross BlueShield Request a
{%.% of Illinois

Health
= FH:':tPaﬁl

for small groups (2-50)
Home > Employer > BluePrint PPO Product Overview

Newsletters Products Resources

BluePrint PPO Product Overview

Advantages

There are more than 23,000 doctors and specialists and over 200
hospitals in the network.

The national PPO network includes more than 500,000 contracting
doctors (more than 85 percent of doctors nationwide) and more
than 5,000 contracting hospitals.

Members can choose any doctor or hospital whenever they seek
care.

When members receive care from a contracting PPO doctor or
hospital, there are:

o
no claim forms to complete

no up front payments

no balance billing because PPO doctors and hospitals have
agreed to accept Blue Cross and Blue Shield of Illinois'
payment

Members may also use doctors and hospitals outside the PPO
network, but the benefit level will be lower.

Benefits

Doctor office visits

Hospital and surgical care

Diagnostic testing

http://www.bcbsil.com/employer/products/blueprintppo.htm (1 of 3) [2/25/2009 11:54:54 AM]
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Blue Cross Blue Shield of Illinois - BluePrint PPO Product Overview

Emergency care benefits

Maternity care

Breast cancer screenings

Cervical cancer screenings

Preventive care

Well-child care for children

Other Covered Services

Mental health care and chemical dependency treatment

Chiropractic services

Rehabilitative therapy (physical, speech and occupational)

Private duty nursing

Hospice

Extended care facility

Vision Discount Program

Hearing Aid Discount Program

Prescription drug card benefit with mail service for maintenance
medications

Blue Care ® Connection

Utilization and case management

Healthy Expectations maternity program

Mental health and chemical dependency

Search PPO Doctors and Hospitals

http://www.bcbsil.com/employer/products/blueprintppo.htm (2 of 3) [2/25/2009 11:54:54 AM]
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BluePrint HMO Product Overview

Advantages

Members choose a contracting medical group/independent practice
association from one of the largest HMO networks in the state.

There's no annual deductible and generally no claim forms.

Copayment levels are low.

Benefits

Members also enjoy access to a range of benefits when care is provided/
coordinated through their primary care provider (PCP).

Doctor office visits

Preventive care and wellness services for children and adults such
as:

routine physicals

immunizations

tests and screenings for breast and cervical cancer, prostate
and colon cancer

Outpatient surgery and diagnostic tests

Outpatient and inpatient hospital services and treatments

Maternity care

Mental health and chemical dependency (inpatient and outpatient)*
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Blue Cross Blue Shield of Illinois - BluePrint HMO Product Overview

Rehabilitative therapy (such as physical, speech and occupational)

Other coverage that does not require a PCP referral includes:

Emergency care

Out-of-area coverage (traveling/temporarily living out of state)

Chemical dependency treatment (inpatient and outpatient)

Vision exams at the cost of an office visit copayment; discounts on
lenses, frames and permanent contact lenses, vision correction
surgery and disposable contact lenses

Discounts on hearing aids

Discounts on chiropractic care, acupuncture, massage therapy and
health and wellness products

Prescription drug card benefit with 90-day supply program for
maintenance medications

Network Choices

Qualifying employers can offer employees one or both Blue Cross and Blue
Shield of Illinois HMO networks. Having more network options gives you
greater flexibility to design the health care benefits that suit your budget -
and are affordable and attractive to employees.

Depending on the group size they can offer:

BlueAdvantage HMO - A broad provider network of contracting
medical groups/independent practice associations and contracting
hospitals at a more affordable cost.

HMO Illinois - One of the largest networks of primary care
physicians (PCPs) and hospitals in the state at a higher cost.

Check with your Blue Cross and Blue Shield of Illinois representative to
determine which package is the best fit for your company.

Search HMO Doctors and Hospitals

*Members of Physicians Care Network, Inc. coordinates mental health care
directly with the behavioral health network provider.

http://www.bcbsil.com/employer/products/blueprinthmo.htm (2 of 3) [2/25/2009 11:54:15 AM]




Blue Cross Blue Shield of Illinois - BluePrint HMO Product Overview

http://www.bcbsil.com/employer/products/blueprinthmo.htm (3 of 3) [2/25/2009 11:54:15 AM]


http://www.bcbsil.com/
http://www.bcbsil.com/legal_2.htm
http://www.bcbsil.com/privacy_statement.htm

Blue Cross Blue Shield of Illinois - BluePrint BlueEdge HSA Product Overview

Welcome Employer! February 25, 2009

BlueCross BlueShield Request a
{%.% of Illinois

Health
= FH:':tPaﬁl

for small groups (2-50)
Home > Employer > BluePrint BlueEdge HSA Product Overview

Tools Newsletters Products Resources

BluePrint BlueEdge HSA Product Overview

Advantages

Members enjoy a low cost PPO plan that is compatible with Health
Savings Accounts.

Members have the freedom to choose any doctor or hospital for
care, but will receive a higher level of benefits when they use in-
network doctors and hospitals.

A high deductible keeps the plan affordable.

Many benefits are covered at 100 percent after the deductible is
met.

Benefits

Doctor office visits

Well-adult care

Well-child care

Mammograms

Hospitals and surgical care

Diagnostic testing

Emergency care

Maternity care

Other Coverage Available
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Blue Cross Blue Shield of Illinois - BluePrint BlueEdge HSA Product Overview

Mental health and chemical dependency treatment

Chiropractic services (check your specific plan for details)

Rehabilitative therapy (speech, physical, occupational therapy)

BlueCard Program for coverage when traveling

Prescription drug card benefit with mail service for maintenance
medications

Vision Discount Program

Hearing Aid Discount Program

Blue Care Connection ®

Utilization and case management

Special Beginnings® maternity program

Mental health and chemical dependency

A Division of Health Care Service Corporation, a Mutual Legal Reserve Company, an Independent

Licensee of the Blue Cross and Blue Shield Association.
© Copyright 2009. Health Care Service Corporation. All Rights Reserved.
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e Home Healthy solutions are right at your fingertips. Blue Cross Blue Shield (BCBS) offers My BluePrint as a
health management program available to BCBS members. My BluePrint is an online health
assessment tool which can be accessed through the internet. A quick health assessment is taken to
e Benefits learn where you are now and how you compare to others. It then helps you set a goal for where you
want to be and provides all the help you need to achieve that goal by making the right healthy
changes in your lifestyle. Simply visit: www.azblue.com/MyBluePrint.
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BlueCross BlueShield of Arizona - My BluePrint

BlueCross
BlueShield
. " of Arizona

An Independent Licensee of the
Blue Cross and Blue Shield Association

The tools to live healthier lives.

My BluePrint”

Find Out Your Health
Score and More!

Register for BlueNet®™ to access My BluePrint
and other valuable BCBSAZ services.

Register for BlueNet

. - Login to BlueNet
\ “-.‘.

¥

Take Your Health Assessment!

Find out your health score and take your first step to a healthier lifestyle. With My BluePrint from Blue Cross Blue Shield
of Arizona, you'll receive immediate feedback on your overall health from your personal health report. It provides the
information you need to start making changes today to improve your health.

And, My BluePrint works with other HealthyBlue® programs, such as our Healthy Living Programs, to help coach, train
and motivate you every step of the way to a healthier you. My BluePrint's convenient online survey takes just a few
minutes to complete. Start now to get you on your way to a healthier lifestyle.

Find Out Your Health Score!
Register for our secure BlueNet site today and you’ll be one step closer to getting your personal health results.

Take Your Health Assessment Now!
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