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Marketing Medicare Products in AEP/ OEP

Introduction

Every year from October through the end of March, Medicare beneficiaries are bombarded
with messages about Medicare health plans. Unlike almost any other product or service
category, Medicare Advantage Plans and Prescription Drug Plans are marketed to the same
target segment during the same time period—making it all the more important to have a

compelling communication strategy in order to break through the clutter.

In order to stand out from the “noise” during AEP/ OEP, you must really understand the
needs of the senior market segment to assure your message gets their attention and you

get their response.
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Most Medicare Beneficiaries Are Contused

The amount of information needed to make Medicare health plan choices is
overwhelming to seniors

Many seniors would rather keep their current Medicare plan than have to wade
through the information needed to make a change

Seniors are confused by Medicare terms

One way to overcome the confusion among Medicare beneficiaries is to include information in a
manner that is comprehensible. Given the disparity of educational and conceptual skill levels among
seniors, “one size” will not fit all. To assure complex information is easily understood by most,

provide different types of informational materials:

= Clear graphics that explain complex information

= Different levels of copy sophistication to accommodate varying conceptual levels

= Multiple channels for delivering information

And don’t just jump into using terms that may not yet be understood without providing a little

educational background first. Many seniors won’t know the Medicare acronyms and terms and

will appreciate some tutorial support. Position your company as a resource and advocate.

[SILVERSCRIPT] SAMPLE

The chart below shows the cost for a one-month (34-day) supply of two brand-name prescription drugs (Nexium and Lipitor). As you can see,
the extra pills in our 34-day monthly supply add up, saving you the cost of October’s prescriptions.

' $X XXX XX '

Prices and savings effective at date of publication [MM/YYYY] and are subject to
change without notice. Discounts vary by drug, by pharmacy and by regional locations.

-
January $XXX.XX SXXX.XX $XXX.XX
February XXX XX $XXX.XX $XXX.XX
March $XXX. XX $XXX.XX $XXX.XX
April XXX XX XXX XX XXX XX
May $XXX.XX $XXX.XX $XXX.XX
June $XXX.XX $XXX.XX $XXX.XX
July XXX XX XXX XX SXXXXX
August $XXX.XX $XXX.XX $XXX.XX
September  $XXX.XX SXXX.XX SXXX.XX
October $XXX.XX $XXX.XX $XXX.XX
November — $XXX.XX $XXX.XX $XXX.XX
December  $XXX.XX XXX XX XXX XX

-

* Reflects the deductible and applicable co-payments.
**Your premium may change based on your location.

-
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Know How Seniors Make Healthcare Decisions

Healthcare is one of the most frequently researched topics by seniors who use the Internet
Many seniors still want information available via phone

Seniors read more than younger segments when researching a product or service

Seniors receive information through a variety of channels, so develop a multimedia campaign that
consistently reinforces brand messages and explains plan options. Because retired seniors have more
time available to them than younger audiences, they frequently read more when making purchase
decisions, especially relying on newspapers and even direct mail. They are also more apt to watch

daytime television.

The Internet can be an excellent tool to convey complex messages, provide personalized
information, and allow seniors to self-pace as they learn about their Medicare options. And keep
in mind that because many older seniors live alone, they enjoy conversations with telemarketers.

So remember to include a toll-free number in all of your communication materials, even online.

Females are most often the healthcare decision makers in male/female households. Don’t overlook
the importance of targeting non-Medicare eligible female spouses, as well as others to whom

seniors often turn for decision—making support—such as adult boomer children.

Nearly 2/3 of seniors in the United States
use a computer to access the Internet.

The Harris Poll, October 2003
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Visual and Auditory Changes Occur as We Age

Recognize that our faculties are impaired as we age
Select the proper typography, point size, and color to maximize legibility and effectiveness

Implement “senior sensitivity” training sessions to educate staff on the best ways
to communicate with seniors

Simplify everything—audio, video, type, color, photography

As we age, our hearing and vision often become impaired.

Presbyopia (the inability to focus
clearly on very near or very faraway
objects) is one of the major effects

of aging on vision. The lens of the
eye yellows and causes a decrease
in both contrast and color sensitivity. This makes certain colors particularly hard to
differentiate from each other.

The visual field is also contracted in the elderly, and the ability to refocus on a
succession of changing images is impaired, which exacerbates the problems that
“quick-cut” commercial techniques cause.

Hearing loss is common as we age; many people age 50 and over have significant
hearing impairments. The most common manifestation of hearing impairment is the
inability to hear high-frequency sounds or discriminate words from background noise.

Printed materials for seniors require larger type, bulleted facts, and more visuals to clearly explain
complicated concepts. Serif typefaces are preferred. Don’t use reverse type on a light background.
Avoid using all caps. Provide a strong contrast between visual elements, and avoid type in pastels,
which become indistinguishable. Make sure that the color doesn’t interfere with reading the copy.
Vary the hues of backgrounds and type so there is enough contrast to read. Keep designs crisp and

interesting, but not overly “busy” or distracting.
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A major barrier in effectively communicating with mature adults is unsynchronized audio and
video that each makes different points. A linear and synchronized execution is critical for mature
audiences. For communications with audio components, keep background elements subdued
relative to the main voice-over. Keep critical audio elements at relatively low frequencies and

high intensities.

Successful telemarketing to seniors requires sensitivity to an audience that is often hard of hearing,
processes information more slowly, and (with more time to spare and living alone) is much more
cager to converse. Therefore, they require more time per call than younger age segments. Do not
compensate telemarketers based on the number of calls they make, or they will often be rushed
and ineffective. Hire telemarketers who are trained in working with seniors or conduct “senior

o, e » . . .
sen51t1v1ty tralnlng sessions.

Cognitive Function and Memory Decline Among Seniors

Mental faculties can be impaired, as well as external senses.
As we age, we need more time to process information.

Visual and auditory impairments are not the only faculties that decline as we age.
Often, our memory and verbal skills suffer as well.

One-fourth of all Medicare beneficiaries have
problems with mental functioning or cognitive
impairments, with substantially higher rates reported
by non-elderly beneficiaries with disabilities.

The Henry ]. Kaiser Family Foundation

Images can be an important aid in conveying a message and in assuring that it is recalled. Graphs
and charts help us to understand and retain factual information. Photographs that illustrate
enriching experiences can help us to retain conceptual information, particularly if the images can
be related to our own lives. Emotional presentations that stir recollections of pleasant events can

enhance memory retrieval and make a rational appeal even more effective.
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Develop messages that are single-minded and use key facts and simple visuals to back up complex
messages. Write in short paragraphs, and break up the copy with subheads and callouts (such as
quotes) to make complex information easier to digest. Use caption copy—it tends to be highly
read and remembered. Don’t come across as condescending when trying to simplify complicated

information—always be respectful.

As we age, it becomes more difficult to discriminate between the relevant and the irrelevant
clements in a communication. Although the message should be straightforward, mature adults

are more skeptical of advertising and marketing messages and are more responsive to facts and
figures than they are to soft messages without substance. Provide relevant and credible testimonials

as appropriate to help illustrate key facts.

Use a variety of media (e.g., direct mail, direct television, radio, print, online) to help reinforce
your brand and product benefits. Establish a clear and consistent brand message and image to
make sure your brand stands out and is memorable, particularly since there will be so many
health plans targeting seniors with Medicare plan messages at the same time.

About ECI Healthcare

ECI Healthcare is a division of Expert Communications, Inc. (an Omnicon company), a full-service
direct marketing agency. Staffed primarily with senior marketing professionals, ECI has built an
unparalleled reputation for delivering brand-enhancing work that drives results. Within budget.

On time.

Our expertise in the healthcare industry spans more than 12 years and intersects with 10-plus years
of researching and marketing to seniors and baby boomers. We have an impressive client roster
that has included Blue Shield of California, PacifiCare, Secure Horizons, and Caremark and staff

experience on dozens of other health accounts.

Providing modular turnkey solutions, in-house database expertise, and commitment to zero
defects—all at a speed to market that’s second to none—ECI Healthcare is the logical choice

for your next healthcare marketing challenge.
ECI Healthcare is located in the heart of the San Francisco financial district.
For more information, please contact Robin Raff at 415.403.1022 or rraff(@ecihealthcare.com.

ecihealthcare

a division of Expert Communications, Inc.



