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Overview

• Past and current state of consumer 
awareness

• State and federal campaigns to educate 
and motivateand motivate

• Lessons learned
U i i f t t d• Unique issues we confront today
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Assessing Consumer Awareness

• About prior research on consumer 
attitudes and knowledgeg

• How questions asked influences 
impressions learned (e g “Does Medicaidimpressions learned (e.g., Does Medicaid 
pay for LTC?”)

• Can’t know if you don’t ask• Can t know if you don t ask
• Different study populations
• In general, better awareness today, but 

challenges remain
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Own Your Future – What and Why

• Federal DHHS campaign in collaboration 
with states

• Raise LTC awareness and motivate planning
• Design phase from 2000 2005  emphasis on • Design phase from 2000‐2005, emphasis on 
research‐driven tools and methods
LTC  l i  d fi d b dl• LTC planning defined broadly

• Implemented 2005 to the present in 26 
states and District of Columbia
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Research Informed Best Practices

• Convey facts with personal anecdotes and real 
stories

• Repeat messaging important
• Leverage trusted sources and affinity
• Present viable solutions
• Need tangible and lasting outreachg g
• At that time, direct mail was ideal
• Paid advertising as supplement onlyg pp y
• Meaningful and easy “call to action”
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Key Components

• Joint initiative: Federal government selected 
participating states over various phases

• State-level focus at Governor’s office
• Other stakeholders involved
• Broad message about planning
• Call to action:  order LTC Planning Kit (with “real g (

stories” CD)
• Encourage and enable grassroots efforts to 

reinforce messages
• Maintain educational integrity of the campaign
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Campaign Methods: Initial Phase

• Phase I (2005) in five states.
• Direct mail (18 1 million households)• Direct mail (18.1 million households)
• Follow-up  postcard

M di b (TV d di ) i l t d t t• Media buy (TV and radio) in selected states
• Public Service Announcements

S l t t t d ti iti• Some supplementary state-sponsored activities 
(e.g., Governor press event, media coverage, 
and others)and others)

• Call to action:  order a LTC Planning Guide 
(fulfillment by mail or phone)
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Phase I Results

• Average response rate – 8%
• Range:  3% to over 20%
• Moved planners to action but little impact on non‐

planners
d d l k l k l k• Individuals receiving OYF kit were more likely to take 

some planning action:
Talk to family  agent  financial planner– Talk to family, agent, financial planner

– Examine existing coverage
– Consider reverse mortgageConsider reverse mortgage
– Buy LTC insurance
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OYF Response Rates – All Phases

STATE LAUNCH RESPONSE 
RATE

STATE LAUNCH RESPONSE 
RATE

OH* 2008 21% PA* 2008 18%
VA* 2008 11% NV* 2005 9%
ID 2005 9% NJ* 2005 8%
GA 2007 7% RI 2007 7%GA 2007 7% RI 2007 7%
WA* 2006 7% AR* 2005 7%
SD* 2006 6% NE* 2006 6%
MI 2006 6% ND 2008 6%
TN 2007 6% KS 2006 5%
MD 2006 5% MO 2007 4%
TX 2006 4%
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Reinventing the Campaign for Digital World

• Leverage new, lower cost outreach:  internetg
• Targeted E‐mail outreach
• Website fulfillment – cost/effective, enables / ,
content pathways and on‐going updates

• Automatically capture data for analysisy p y
• BUT…..new challenge – identifying best practices 
using new methods 
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DHHS Awareness Campaign

• Developed and tested internet ad designs and copy 
• Analytics to optimize efficacy of internet media buyp
• Fine‐tune and update website content 
• Drive traffic to www.longtermcare.gov through g g g

flash and display ads
• Analyze and refine ad content, image, and y g

placements
• Fine‐tune website content based on data analytics
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Display Ads
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Drive Traffic to Website
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Minnesota Campaign

• Attempt to blend the “old” and the “new”
• Outreach to consumers ages 40 to 65
• Used both direct mail and web-based outreach to drive 

consumers to MN’s OYF website 
– mn gov/ownyourfuture– mn.gov/ownyourfuture

• Robust website with planning tools, content and MN-
specific links

• Include important grassroots component – community 
partners
I l d “ d t il bilit ” h• Include “product availability” phase
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Campaign Internet Display Ads
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Results of Round 1 for Google Ad Test

• Over 8.2 million impressions
• “Search” campaign did better than “display”p g p
• Standard is 1% Click Thru Rate (CTR) or better

– Search – Branded at 5.7%5 7
– Search – LTC & Retirement at 1.8%

• Display campaigns should perform at 0.1% or betterDisplay campaigns should perform at 0.1% or better
– MN fell short at CTR of 0.04% to 0.05%, did better 
within that certain keywords and placementsy p
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Minnesota Results

• Limited evaluation data
• Measured campaign engagement butMeasured campaign engagement but 

limitations in the analysis
• Estimated 9% to 11% response rate based• Estimated 9% to 11% response rate based 

on website unique visits and Planning Kit 
orders or downloadsorders or downloads

• Compares favorably to the early OYF results 
i ll i id di despecially given no paid media used
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Minnesota Survey Findings

• Very different levels of education and 
awareness needed

• Many acknowledge value of planning but 
don’t know “how to do it”don t know how to do it

• Suggests incremental approach to awareness 
some need basic facts and others need– some need basic facts and others need 

“how to” and motivation
A ith th i th ith• As with other campaigns, those with 
“planning orientation” more receptive to its 
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Key Take-Aways from Awareness Efforts

• Multiple channels and repeat messages
• Leverage affinityLeverage affinity
• Layer or target information for segment 

relevancerelevance 
• Present feasible options and ways to choose
• Real stories 
• Emphasize favorable outcomes of “doing” p g

rather than negative consequences of “not 
doing”
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Messages Tailored to Segments

• Create meaningful and identifiable clusters that differentiate 
on key variables like product needs, purchase motivation, 
message channels and othersmessage channels and others

• One framework for market segmentation relevant to LTC
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Planning Orientation is Key Differentiator

• Planners more likely to acknowledge risk of needing LTC
• Non-planners more likely to reject or not respond to 

ff tawareness efforts
• Studies find LTC risk-denial highly associated with non-

planning attitudesplanning attitudes 
• Is planning orientation a response to risk-recognition? If so, 

risk education may turn non-planners into planners
• Evidence suggests otherwise
• Non-planners may not be responsive to education-based 

persuasionpersuasion
• Messaging (and product design) for the “non-planner” is a 

critical challenge
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Today’s Consumer Framework

• Awareness of “the problem” is no longer #1 
driver of consumer behavior

• Studies still reveal lack of knowledge and 
awareness (misinformation)awareness (misinformation)

• But improved awareness of need, risks and 
costs as more people go through caregivercosts as more people go through caregiver 
experience
Ch ll i t l ti i t ti• Challenge is translating awareness into action, 
especially for non-planners
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Raising Awareness Today

• Good news:  more product and planning choices today
• Bad news:  added complexity
• Fear of making a wrong choice prevents choice from being 

made
• Challenging economic and political environment• Challenging economic and political environment
• Challenging product environment
• Raising awareness of the problem requires having viable g p q g

solutions at hand
• Need strong product solutions tailored to unique customer 

dneeds
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Questions?  Comments?
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http://www lifehappens org/videos/coleen-http://www.lifehappens.org/videos/coleen
stokes-30-second-video/ or 2 min video



Build
Educate Motivate

Build
Confidence

Public Awareness in Long Term Care 29



Supporting members

7 Leading Trade Associations

Over 135 Companies

Public Awareness in Long Term Care 30

30



Why Life Happens is needed

Nearly 100 MillionNearly 100 Million
Adult Americans have NO life 

insurance 

Only 4 in 10Only 4 in 10
have individual coverage

31
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Emotional and Educational resources 
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Content that connects

2 M reached 
( ll i )

825K reached
($2K t)

2.5 M reached
($3K t)(all organic) ($2K spent)($3K spent)

Graphic quote Forbes Spokesperson 
article

Real Life Story 
video
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Efficiency in advertising

Extremely efficient content

Engagement rate: 23% (average for brands is 3%)

Average cost per engagement:

2015 posts reached: 100 Millionp

Life Insurance 101 video garnered 1 Million viewsLife Insurance 101 video garnered 1 Million views
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Awareness campaigns
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Campaign plans

• Celebrity spokesperson

• TV and Radio PSAs

• Engaging videos• Engaging videos

• Real Life Stories advertising

• Social-Media blitz

• Industry resources and tools
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A few of our past spokespeople

37
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2015 spokesperson – Anthony Anderson
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Spokesperson resources

Industry message video Real Life Story flyer Q&A flyer

PSA video (60s, 30s, 15s)

Social media graphics
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Need URL for 30 or 60 sec 
C PSA id fil
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2015 LIAM results

I th t 9% f ll PSA id ti
Anthony Anderson’s PSA 

In the top 9% of all PSA videos, generating 
353 Million impressions (a new LIAM 
record)record) 

Outpaced 2013 Spokesperson PSA by 
l t t i l th i i d 54% ialmost triple the airings and up 54% in 

audience number 

His radio PSA surpassed 2014 airings in 
both airings and audience by almost 100%
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Reaching the media
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2015 Media Impressions

570 000 000570 000 000570,000,000570,000,000
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Awareness ROI

C kConsumers 
exposed to our 
video ads 75%75%

to seek out 
information 
about buying deo ads

were MORE LIKELY
y g

life insurance

Consumers to seek outConsumers 
exposed to our 
video ads 102%102%

MORE LIKELY

to seek out 
information 
about buying 

were MORE LIKELY DI insurance
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Something missing?
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What about an LTCi campaign?
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Until then…
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