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The Texas Medical Association is the country’s largest state medical 

society. Most Texas physicians are employed by hospitals and receive 

health coverage as part of their employee benefits package. However 

independent physicians needed to obtain their own coverage during 

the annual open enrollment period which ran from November 1, 2016 

to January 31, 2017. 

In October, only days before Open Enrollment, we learned that nearly 

every major health insurer abandoned the Texas individual health 

insurance market. The remaining insurers eliminated PPOs, or 

preferred provider organization plans, which were the most popular 

type of health insurance for TMA members. Regardless of their ability 

to pay, physicians shopping in the individual market were left with 

only HMO plans. 

Almost all physicians have long-standing relationships with trusted 

brokers and agents. These agents had access to the same limited set 

of plans that the TMA Insurance Trust (TMAIT) was offering. With hardly 

any advance notice of the situation and no competitive product 

advantage, how could TMAIT pry doctors away from their agents and 

convince them to buy health insurance from their professional 

association?

2017 Healthcare Open Enrollment 
Campaign

THE CHALLENGE
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Careful analysis of the situation revealed there was an eligibility 

exception that would allow some consumers from the individual 

market to have access to a group PPO plan. If TMA members applied 

during a limited window of time, they could qualify for waivers that 

would make the robust and generous PPO plan even more affordable 

than the limited HMO plan. 

Through strategic targeting and thoughtful creative development, we 

crafted a marketing strategy that took advantage of the upheaval in 

the Texas marketplace, uniquely positioned TMAIT against its 

competitors and dramatically increased sales. 

We developed an attention-grabbing, highly-targeted marketing 

campaign using lead generating emails that drove members to their 

TMAIT agent. Blogs, e-newsletters, digital ads and social media linked 

to landing pages which also generated calls and requests for follow-up 

from agents.

THE SOLUTION

RESULTS

Despite the upheavals in the 2017 Texas insurance market, the results 

of this open enrollment program far surpassed the prior year’s results: 

Email click-throughs increased 89.5% 

Website visits increased 48.5% 

New visitors to the site increased 95.6%
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There was a 195% increase in site visits coming from social media

There was a 173.2% increase in landing page views

Over 600 leads were generated 

Group sales increased almost 800%

Spend per premium dollar generated = $ .0041 

Marketing Cost as a percentage of TAP = .0041% 

TAP/MC = $243.29 

RESULTS

PRODUCT EMAILS

Research showed physicians were too busy to research the market 

themselves and prefer to work with an agent. Our email campaign 

pushed leads to the agent phone center. Although email was the 

primary source of agent leads, members could also submit a web form 

and request a callback. For any members who wanted to shop on their 

own, the site also linked to a 3rd party site where members could 

compare plans and receive quotes. 

(CONTINUED)
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PRODUCT EMAIL EXAMPLE:
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TMAIT INSIGHTS BLOG:

Weekly blog posts served several key functions:  

1) educate all members on their group and individual health insurance 

options through TMAIT’s member insurance agency; 

2) promote a special enrollment option that allowed some practice 

owners to enroll in a PPO plan that was no longer available in the 

broad market; and 

3) create an ongoing stream of tailored content to draw members to 

TMAIT’s site and phone center. 
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TMAIT INSIGHTS BLOG - EXAMPLE:
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TMAIT INSIGHTS BLOG - EXAMPLE: (CONTINUED)
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TMAIT INSIGHTS BLOG - EXAMPLE 2:
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TMAIT INSIGHTS BLOG - EXAMPLE 2: (CONTINUED)
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BLOG NOTIFICATION EMAILS:

TMA members who subscribe to the TMAIT Insights blog receive a 

weekly notification email about new content that has been posted. 

During the open enrollment campaign, the blog notifications helped 

time-crunched physicians stay up to date with notices about exclusive 

offers and impending enrollment deadlines. 

BLOG NOTIFICATION EMAIL EXAMPLE:
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E-NEWSLETTER:

The TMAIT Monthly Digest presented the collection of the blog posts 

for the month as well as other special topics of interest to physicians. 

The e-newsletter, sent to all members, provided additional 

opportunities for members to respond and became a primary source 

of leads for agents. 
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E-NEWSLETTER EXAMPLE:
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LANDING PAGES:
LANDING PAGES:

Members who clicked on digital advertising or read content from the 

e-newsletter or blog were sent to corresponding landing pages. The 

landing pages provided two options for response, call now and speak 

to an agent or complete a form for agent follow up. Although the 

phone was the primary response vehicle, there was also a 173% 

increase in traffic to landing pages. 

LANDING PAGE EXAMPLE: 
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LANDING PAGES:
RETARGETING ADS:

Research shows that due to the interruptions and time pressures in a 

physician’s life, they do not tend to act immediately on marketing 

messages. Therefore we created retargeting ads to drive members 

who had previously visited the site back to complete the action. 

RETARGETING AD EXAMPLES:
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LANDING PAGES:
HOME PAGE BANNER:

Open enrollment consists of a series of deadlines. From the start of the 

campaign through its conclusion, home page banners alerted TMA 

members to which phase of open enrollment was currently underway 

and provided them a direct link from the home page to the TMAIT 

agents who were standing by to enroll them. 

HOME PAGE EXAMPLE: 
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LANDING PAGES:
SOCIAL MEDIA:

Many members, especially residents and medical students, are active 

on social media. Over 270 messages were posted in every major social 

media platform during the campaign. Social ads were also created. 

The open enrollment social campaign resulted in a 195% increase in 

visits to the site. 

SOCIAL MEDIA EXAMPLES: 
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LANDING PAGES:
NEED HELP WITH YOUR AFFINITY 
MARKETING STRATEGY? 
We're ready to help. 

Reach out to our CEO personally.  

Bill Cutrer 

207-200-1637 

bill@seapointdig.com

LinkedIn: linkedin.com/in/billcutrer

Twitter: twitter.com/Cutrer

http://linkedin.com/in/billcutrer
https://twitter.com/Cutrer

