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THE FIVE FORCES SHAPING HEALTH INSURANCE MARKETING

The New Standard of
Member Engagement

The health insurance industry stands at a critical juncture where legacy
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communication. They want communication that is clear, helpful and
built specifically for them.
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THE FIVE FORCES SHAPING HEALTH INSURANCE MARKETING

The Hyper-Personalization Mandate

The days of broad-segment marketing are over. Today’s insurance customers do not compare their experience with your
brand against other carriers; they compare it to the seamless, intuitive interactions they have with their favorite tech
and e-commerce leaders. This shift in consumer behavior has turned hyper-personalization from a “nice-to-have” into a
baseline requirement for enrollment and retention.

The data underscores a significant opportunity for marketers willing to lean into transparency and tailored messaging:
71% of consumers now expect companies to deliver personalized interactions as a standard part of the relationship.!

82% of consumers are willing to share their personal data if it results in a more customized, relevant experience.?

BEYOND BASIC SEGMENTATION

Health insurance marketers must move past age groups or geography and provide:
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TAILORED COVERAGE PROACTIVE ENGAGEMENT CONSTANT VALUE
Offering specific plans based

Use member actions to trigger Ensuring every touchpoint—
on amember’s health profile support or outreach before online and offline—provides
and lifestyle rather than a a member even realizes immediate help and saves

one-size-fits-all package. they have a need. the member time.
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The Artificial Intelligence Impact and Edge

Artificial Intelligence (Al) has transitioned from a back-office automation tool to a critical engine for driving customer retention
and brand loyalty. It is no longer a futuristic concept but a functional necessity for maintaining a competitive edge, and the
industry is already moving rapidly to adopt these technologies.

84% of health insurers are currently leveraging Al and machine learning technologies within their operations.?

As much as 20% improvement in conversion rates for insurers utilizing predictive analytics for lead scoring.*

IMPROVING OPERATIONAL EFFICIENCY

While Al excels at streamlining workflows, its true power lies in its
ability to strengthen member relationships. Key applications include:

PREDICTING AND PREVENTING CHURN

By using predictive analytics to identify at-risk customers, marketers
can deploy tailored, proactive communication to re-engage members
before they leave.

EMPATHETIC COMMUNICATION

Al-driven insights help brands send messages that matter to a
member’s specific life situation.

FASTER SUPPORT

Al can anticipate customer needs and resolve routine inquiries
instantly, which frees human agents to focus on high-stakes,
complex member issues that require a personal touch.
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THE FIVE FORCES SHAPING HEALTH INSURANCE MARKETING

The Mobhile-First (and Only) Reality

For years, mobile-friendly was the industry standard. Today, the bar has shifted. For a significant and growing portion of the
population, mobile isn’t just a secondary option —it is the primary, and often only, way to manage their healthcare information.

The data highlights a dramatic transformation in how Americans access the digital world:
91% of U.S. adults now own a smartphone, a staggering increase from just 35% in 2011.°
41% of Americans report being online “almost constantly”.®
15% of users rely solely on their smartphones for internet access, possessing no home broadband connection.’

Nearly half of all teens are “almost constantly” online, doubling the rate seen in 2015.°

HIGH STAKES FOR HEALTH INSURANCE MARKETERS

In this environment, a mobile experience that is anything less than flawless is a business risk. If a member

cannot easily navigate an enrollment form, search a provider directory or file a claim from their phone, they
will likely look for a simpler option. To lead in a mobile-only world, marketers must:

o (7%: &3

DESIGN FOR THE SMALL PRIORITIZE SPEED SUPPORT CUSTOMER
SCREEN FIRST AND SIMPLICITY SERVICE PROCESSES
Audit every digital touchpoint — Recognize that smartphone-only More than contact forms or
from educational content to claims users often include people with phone numbers, your mobile
portals — through a mobile-first diverse economic backgrounds who presence should be a helpful
lens rather than adapting desktop need fast, easy-to-load pages that tool that provides value exactly
designs as an afterthought. don’t drain their data or their time. when and where users need it.
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The Rise of the Al-Empowered Consumer

The traditional patient journey has shifted into a consumer-
empowered model. Today’s potential members are no longer
waiting for a brochure or a sales call to understand their
options; they are using sophisticated data and Al-driven
insights before they even talk to a representative.

The shift toward digital health autonomy is clear:

8in 10 U.S. adults are likely to go online to answer
specific questions about health symptoms or conditions
before consulting a professional.®

63% of consumers who have used Al-generated
answers find them to be somewhat or very reliable.®

More consumers are researching conditions and
comparing coverage, often making definitive decisions
before they ever speak to a representative.

THE SHIFT FROM
CONTROL TO INFLUENCE

In this new era, health insurance marketers
can no longer control the narrative through
top-down messaging. Instead, the strategy
must focus on earning trust through presence
and transparency.

To stay relevant to the empowered consumer,
brands must:

OPTIMIZE FOR ANSWER ENGINES

Create content that isn’t just search-engine friendly,
but is structured for Al tools and LLMs (Large
Language Models) that consumers use for research.

PROVIDE GENUINE VALUE BEYOND THE POLICY
Position your brand as a trusted guide by
offering resources that help members make
better health and financial decisions.

BE PRESENT IN THE RESEARCH PHASE

Ensure that high-value, educational content
appears exactly where consumers are doing
theirindependent homework.
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The Shift to Ecosystem Distribution

The traditional boundaries of insurance marketing

are dissolving. Consumers want simple buying
experiences that don’t require them to navigate
complex, fragmented insurance-branded destinations.
To stay relevant, marketers must move toward an

ecosystem model, meeting consumers where they

already live, work and shop. This shift is driven by

two transformative growth areas:

DIRECT-TO-CONSUMER GROWTH

Marketing channels, including social media, are RETHINKING THE
experiencing a massive evolution in how they PATH TO THE MEMBER

connect insurers directly with their audiences.*?
Success in this new era requires thinking beyond the corporate

website and the traditional broker network. Marketers must

QQﬂ identify where their coverage can be embedded into the

experiences members are already having.
- Key strategies for ecosystem distribution include:

Innovative Partnerships: Finding new ways to integrate
EMBEDDED INSURANCE with health-related platforms and digital tools to

Coverage is increasingly being integrated seamlessly add value through easy built-in features.
into other purchasing decisions and digital

elosystems smaking insuranice a natural extersion Mapping the Health Journey: Understanding the broader

\ health ecosystem of your members to
of a broader consumer journey.

identify touchpoints where your help is most useful.

Frictionless Buying: Moving toward a model where the
insurance purchase is a natural, integrated step in a larger
digital experience rather than a separate, difficult task.
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THE FIVE FORCES SHAPING HEALTH INSURANCE MARKETING

Turning Change info
Competitive Advantage

The five forces reshaping our industry are more than trends; they represent a fundamental shift in
how insurers and members interact. This new playbook requires a departure from mass-market
messaging in favor of a model that is predictive, proactive and profoundly personal.

To future-proof your organization, the overarching goal must be to treat marketing and service as a
FD R [ES single, unified experience. By being transparent and helpful at every turn, you do more than just sell

a policy—you earn a permanent place in the member’s life.

THE STRATEGIC CHECKLIST

As you refine your consumer-centric marketing strategy, ask your team:

i Are we moving beyond Are we using Al If we removed our Are we positioning

] basic demographics to help our team desktop site tomorrow, ourselves as a health

to trigger messaging solve complex, could our members still education resource that

] based on real-time high-stakes problems navigate every step of the helps consumers who

life events and and keep members enrollment and claims are already researching
behavioral signals? from leaving? process easily on on their own?

: their phones?

--------------------------------------------------------------------------------------
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Responsory

We specialize in content marketing, digital advertising,

website development and omnichannel campaigns across
the healthcare and insurance sectors. By replacing generic
outreach with targeted, data-backed strategies, we ensure
your brand connects with the right audience at the right
moment to deliver real results.

Ready to see how your current strategy measures up?
Discover more at responsory.com or contact us today to
schedule a strategy audit and discover how to turn

these five forces into your competitive advantage.

RESPONSORY, A JOHNSON
DIRECT COMPANY

13255 West Bluemound Road, Suite 105
Brookfield, Wisconsin 53005

Phone 800.710.2750
Email info@responsory.com

Wehsite  responsory.com
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