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Better outcomes are within your reach.   

When members trust that you 
understand and have their best interest 
at heart, they listen to your counsel and 
follow your lead. Engaged members 
enjoy better health outcomes1, while 
spending less for care. Healthier and 
happier, they’re more likely to stay with 
your company and report higher levels 
of satisfaction. 

That may sound obvious. Yet some 
payers engage more successfully than 
others. They’ve uncovered what it takes 
to deliver more productive member 
communications. They build on 
relationships that start at enrollment, 
employing technologies and best 
practices that boost key metrics.

1 An Early Assessment of Accountable Care Organizations’ Efforts to Engage 
Patients and Their Families, Med Care Res Rev October 2015 72:5580-604.

Engage members to drive results.

• Increase enrollment and retention.

• Reduce contact center costs.

• Lower claims costs.

• Maximize government reimbursements.

• Improve quality ratings.
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It all starts with onboarding.
For healthcare payers, every year presents a new 
enrollment challenge and opportunity. At onboarding  
you will make a first impression that will set the tone for  
the year. It’s a chance to start fresh conversations with all 
your members.

Welcome kits are often that first touch point, and they  
now span channels from physical to digital…meeting new 
members where, when and how they want to interact. 
Many industries now realize that the welcome experience 
is the most critical touchpoint for optimizing outcomes. 
This is the era of consumerism, and expectations for a 
positive experience are high. 

However, welcome kits are often not particularly 
welcoming. Despite their friendly tone they undermine 
their goals by overwhelming new members. Wouldn’t it be 
great if each welcome kit could be accompanied by an 
in-person, one-on-one onboarding session at the 
member’s request? 

What payers need is a cost-effective way to replicate the 
experience a member would have if he or she could sit 
down with their best customer service representative. Let’s 
consider what the elements of that experience would be. 
You need to be conversational, relevant, consistent and 
keep the conversation going.

Improve engagement. Drive results. 
Discover how four key rules of member engagement can help you inspire the behaviors you desire.

01.  Make it a  
conversation.

03.  Make it  
consistent.

02.  Make it  
relevant.

04.  Keep the  
conversation going.

2Busting the Top 5 Customer Onboarding Myths, The Financial Brand, September 29, 2015

“ While the message and communication sequence may be different, 
there is always a positive ROI from building a welcome communications 
process for customers that open a new relationship.” 2

–  Todd Weiss,  
Director of Product management at Deluxe

http://thefinancialbrand.com/54531/new-customer-onboarding-myths-banking/
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Most people don’t react well when they are given a list  
of chores. In fact, many rebel. You want to create an 
experience that feels more like a two-way conversation. In 
the natural flow of a discussion, a member might interrupt 
to ask questions, take actions and focus on things they care 
about the most. 

Today, there’s technology that makes this type of  
dialogue possible. 

Interactive Personalized Video is the most powerful 
example. This is video built for interaction. Members can 
interrupt, ask questions and follow up on calls-to-action. 
Like a good website, it lets each viewer choose his or her 
path and quickly navigate their way to specific answers, but 
it goes much further, effectively offering a personal guide 
for the experience. Members can take breaks and come 
back and pick up the conversation where they want, even 
using a different device. Video can also incorporate more 
nuanced aspects of communication—such as tone of voice 
and facial expressions—that help to convey empathy, 
urgency and understanding. It offers quality personal 
interaction, without the formidable expense of putting a 
live person in touch with each and every member.

01. Make it a conversation.

Outside sales
$137

Phone call
$12

Interactive 
video 

$1

Person-to-person engagement  
without the person-to-person cost.
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Healthcare is a sensitive topic. Your ability to engender 
trust will have immediate and lasting impact on your ability 
to drive engagement, actions, satisfaction and retention. 
People tend to trust more in information that reflects the 
context of who they are, and where their individual 
interests lie. 

Many payers now incorporate imagery and language that 
recognize differences in demographics and anticipated 
care needs. Yet, some of the newest forms of 
personalization are more subtle, and demonstrate a 
greater level of understanding. For example, personalized 
communication can now acknowledge context such as:

•  The last thing the member talked to you about

•  Where they are contacting you from

•  The time of day

If you acknowledge the time of day in a communication, or 
reference past conversations even if they occurred over 
other channels, it shows more continuity and attention to 
detail. With so many organizations competing for your 
members’ mindshare, establishing this positive sense of 
familiarity can help you stand out from the rest.

Data integration is essential for this type of personalization 
and relevance. Today’s most advanced communication 
systems can integrate data from across your enterprise in 
real time. They can also augment it with context that helps 
you connect better with your members. 

Employed by social media applications like Facebook and 
wearable apps, these latest technologies are far more agile 
than traditional Master Data Management systems. They 
access data where it resides across your enterprise.

02. Make it relevant

Focus. Focus. Focus.
More information is not always better. 
The most effective communications 
focus on the topics that are most 
important—and speak to these topics in 
the context of member impact. Use 
today’s technologies to create 
interactions that reflect members’ 
preferences and priorities. You’ll be 
better able to capture attention and 
motivate action.
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Every interaction with your members offers a  
valuable opportunity to build relationships and drive 
desired behaviors.  

Any time that you ask a member to provide information 
they’ve already given or repeat an action they have already 
taken, you show them you are not listening—and cause 
them to be less likely to listen to you in return.  

You need an enterprise-wide view of your interactions with 
each member across every channel and touchpoint. The 
more timely and complete you can make that view, the 
more you can hone in on what’s really important. That will 
help you deliver more consistent and compelling member 
experiences. That’s what you need to help strengthen 
relationships and spark positive actions.  

It takes a single view of interactions across all touchpoints 
to identify the best-next topic of conversation for each 
member: One that will move them toward mutual goals and 
make them feel heard. For many years, establishing that 
single view in a timely fashion simply wasn’t possible. Today, 
technology exists that can let your organization recognize 
the same member across the enterprise, real-time, in each 
situation regardless of channel or context.

Recognizing the same member across so many systems of 
record can be a challenge. A single member can show up as 
Jon Smith in one system, as Johnathan D. Smith in another 
or even Johnny Smith. Advanced matching technology  
can help you recognize the same member across your 
organization and beyond. The right tools can also help  
you identify life events, anticipate needs and take steps  
to change behaviors. You can add value to your entire 
network, giving health providers the visibility they need  
to improve customer care. 

03. Make it consistent.

Transparency vs. mystery 

Straight talk vs. acronyms 

Proactive service and support

Prioritize

Relevance

Consistency

What am I really covered for? What will it cost? When do I need to pre-certify?

How do I manage my plan? My payments? My providers and claims?

Provide answers to the important questions before I ask.

Include what I really need to know – not everything you want to say all at once.

Don’t waste my time on things that don’t pertain to me.

Ensure I get the same right answer fast, every time.

Members want to know: “What’s in it for me?”
Elements of effective engagement
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Onboarding is just the start. As with any relationship, 
maintaining trust requires relevant and positive 
connections with a cadence that keeps you top of mind 
without being annoying. Exciting technologies are paving 
the way.

•  Successfully integrate and enrich your data to create  
a rich single view of each member. Then utilize 
technologies to cost-effectively deliver personalized 
interactions year round. 

•  Regularly connect with members using more nimble 
media like Interactive Personalized Video to provide a 
continually updated, personalized resource your 
members can use whenever they need it. 

•  Monitor member reactions and satisfaction with analytics 
to adjust your messaging as needed. Synchronize the 
member experience with your call center and across 
physical and digital touchpoints. 

Keep the conversation going to help drive success across 
every metric.

Create more effective member communications today.
Pitney Bowes offers a full suite of integrated, modular 
capabilities that enable organizations to identify, locate and 
communicate with customers. Our healthcare solutions 
help payers and providers engage members and patients in 
ways that drive successful collaboration in a value-based 
payment environment. 

To learn more,  
visit us today at myPBvideo.com

04. Keep the conversation going.

http://mypbvideo.com/?c=WA.HealthWP
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