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Marketing must deliver sales.  

Sales must deliver profitable revenue.  

Always be working to spend less for both.  

© 2011 KBM Group  CONFIDENTIAL & PROPRIETARY  



  

1.   COMPLIANT MARKETING  

 

2.   DATA DRIVEN  

 

3.   CAPTURING AGE-INS  

 

4.   MEMBER RETENTION  

 

5.   STAR RATINGS  

 

6.   CUSTOMER CONNECTION  

 

7.   DIGITAL MEDICARE  

 

8.   MULTI-CHANNEL SALES  

 

9.   DIFFERENTIATED VALUE  

 

10. MARKETING ROI 

Medicare Marketingôs Top Ten 



Compliant Marketing 
Play By The Rules 

Regulatory scrutiny over Medicare marketing and sales will intensify  

Intent is protection for seniors from abusive or misleading practices  

No upside in trying to circumvent CMS regs  

Know marketing rules to limit exposure to legal and financial penalties 
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CMS will continue to aggressively monitor 

plan performance related to the timely 

resolution of beneficiary complaints. 



Data Driven 
Narrowcast Your Market 

CONSUMER CONNECTION 

   Whatôs important to them? 

   What concerns them? 

   What do they want? 
 

CUSTOMER CONTACT 

   Who and where are they? 

   How to get their attention? 

   What motivates them to buy? 

Å Demographic/psychographic variations and customer lifestage/lifestyle 

data provide more insight about consumers than ever before 

ÅñThrow it up against the wallò marketing is a thing of the past 

Å Smart marketers use customer profiles to lower business acquisition 

costs, leverage their brand, and manage customer communications 
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ÅCommon purchasing behavior 

ÅLifestyle choices 

ÅLife stage 

ÅDemographic attributes 

ÅSocioeconomic status 

ÅAttitudes 

Data Driven 
Narrowcast Your Market 

© 2011 KBM Group  CONFIDENTIAL & PROPRIETARY  



Capturing Age-Ins 



Senior Boomer Market 

Å10,000 baby boomers turn 65 every day for next 20-yrs 

ÅñOld ageò begins after 80éwe donôt purchase ñseniorò products 

Å$2.5 trillion earnings/yr with $20 trillion inheritance over next  20-yrs 

Å75% of countryôs total household net worth 

ÅWork and live longer 

ÅFriends are key sources of information 

ÅMajority are online ï researching, shopping & purchasing 

ÅñNowismò  

ï convenience, instant satisfactionéI see it & I want it 

ÅConcept of Self  

ï Iôm Dominating, Demanding, Discriminating 

Capturing Age-Ins 
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Market Analysis 

Education + Value 

Generate Leads 

Conversion Mechanisms Retention After-Sale 

Referrals 

Measure ROI &Test 

Capturing Age-Ins 
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1. Competitive rivalry is at an all-time high 

2. Well-orchestrated switcher campaigns are heating-up  

3. Slight uptick in voluntary disenrollment threatens profitability 

4. Acquiring new members is 5X cost of keeping existing ones 

5. Beneficiaries are seeing big changes (benefits, cost sharing) 

6. Member Life Time Value depends on customer loyalty 

7. Retention = Star Ratings = Bonus Payments 

 

 

Retention Marketing 

Improving customer service is the least 

expensive, most effective means to 

improve margins and growth. 
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Retention Marketing 
Itôs a relationship business! 

Have a post-sale customer-centric action plan 
Ÿ 6-8 touches throughout  year yields big results  
 

Execute on basic blocking & tackling  
Ÿ member orientation, welcome calls, personalized information 
 

Analyze whoôs disenrolling & why 
     Ÿ by product, market, demographic 
 

Always be affirming a memberôs purchase 
     Ÿ after-sale sale to reinforce value 
 

Measure customer satisfaction & gauge loyalty 

     Ÿ Would you recommend us to a friend? 

 
Americaôs consumers have become 

much less forgiving of bad service.  
 

In a heartbeat they will take their 

wallet and shop somewhere else! 



Star Ratings 
HAPPY MEMBERS 

ñWhen plans ask me how to insure a good Star Rating I always        

tell them they need to keep their members happy.ò 
        ï ex-CMS Senior Official 

  

 1. Ratings of Health Plan Responsiveness and Care   

 2. Managing Chronic (Long-Lasting) Conditions   

 3. Health Plan Telephone Customer Service   

 4. Staying Healthy: Screenings, Tests and Vaccines   

 5. Member Complaints, Appeals & Choosing to Leave Plan 

Leveraging a Star Rating is a powerful point of differentiation 

in a crowded market where beneficiaries are looking for an 

approved, trusted source of Medicare plan security.  
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Member Engagement Framework 



Give beneficiaries reason to talk with you 
Strong offer thatôs gets prospect to ñraise their handò 

Deliver clear, sound personalized recommendations 
 

Find opportunities for one-on-one interaction 
Be ñgo-toò source of guidance and purchase support 

Communicate relevant value, not just features 
 

Break out from sea of sameness 
Stand out from competing noise in the market 

Find out what works and who it works for 

 

Customer Connection 
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