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2020 Medicare AEP Campaign 
Highlights

HEALTHCARE INSIGHTS 

Health Insurers with Strong Enrollment Growth 



Each year, following the Medicare Annual Election Period (AEP), Media Logic takes a look at 
overall enrollment numbers to see which health insurers had substantial, year-over-year (YoY) 
enrollment gains. From there, we gathered creative examples* of their direct mail marketing 
efforts to see if plans employed any interesting creative approaches.

Direct mail is only one of many marketing tactics used by health insurers during AEP. Still, it 
can incorporate a lot of detail, providing a good lens for us to look closely at how plans are 
positioning themselves. Most plans with significant gains focused their campaigns around 
their supplemental benefits. These benefits provide a real differentiator, especially in markets 
with a sea of $0 premium offers.

Of course, we know that marketing elements play just a part in each brand’s enrollment 
growth; many additional factors come into play. These include market competition,
broker commission/incentives, mergers & acquisitions, the structure of Medicare plans 
themselves, along with other components ranging from pricing and plan benefits to the
plan’s provider network.
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OVERVIEW 

*Direct mail communications (screenshots) sourced from Mintel – a leading market intelligence agency.



2020 AEP Enrollment Data
Plan Enrollment Est. AEP Gain % Change

Creative 
Samples in 

Deck

UnitedHealthcare 3,568,882 273,515 8.3%

Aetna Medicare 1,418,820 203,036 16.7% 

Humana 3,333,551 164,776 5.2%

WellCare 411,066 46,969 12.9% 

Cigna 381,582 44,495 13.2%

Anthem Blue Cross Blue Shield 369,408 20,910 6.0%

Anthem HealthKeepers 62,109 19,067 44.3% 

Blue Cross And Blue Shield Of Louisiana 14,716 14,117 2356.8% 

Amerigroup 58,876 11,395 24.0% 

Priority Health Medicare 146,163 11,202 8.3%

Devoted Health 15,074 10,737 247.6% 

Clover Health 52,506 10,162 24.0%

Alignment Health Plan 57,820 10,074 21.1% 

Allwell 54,604 9,551 21.2%

Highmark Inc. 151,125 8,285 5.8%
3Enrollment current as of 1/28/2020



Aetna 

 Key observations:

- New, rich supplemental 
benefits: $2,000 dental benefit, 
OTC benefit, and transportation

- $10 reward card to call to learn 
more
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WellCare 

 Key observation:

- Sidebar callout for Extra Help
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WellCare

 Key observation:

- Introduction of Flex Card
- Card is pre-funded with 

amount to use toward 
dental, vision and hearing 
and/or provider co-pays; 
giving the member greater 
control

- Available with select 
WellCare MAPD plans
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Anthem

 Key observations:

- New, rich supplemental 
benefits: $3,000 hearing aid 
allowance and meal delivery

- Reinforcement of $0 premium 
and $0 co-pays
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Blue Cross Blue Shield of 
Louisiana 

 Key observations:

- “Fact Check” – unique CTA to 
consult with an advisor to make 
sure you’re on the best plan for 
your needs

- Incentive offer – call for free 
$10 gift card and free info kit 

- Urgency – reply within 4 
business days
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 Key observation:

- Win-back campaign; targeted 
mailing to former members, 
messaging includes: 
- “Check out new benefits”
- “Still here for you”
- “Rediscover the Benefit of 

Blue”
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Blue Cross Blue Shield of 
Louisiana 



Amerigroup Medicare

 Key observations:

- New, rich supplemental 
benefits
- Transportation 
- Personal emergency 

response system (PERS) 
- $310 OTC at Walmart 

- $0 price point is also reinforced 

10



Devoted Health Plans 

 Key observations:

- Retail/coupon approach, 
appealing to the value-oriented 
consumer
- Up to $3,500 annual savings
- “Coupon” for each savings 

item
- Part B premium reduction offer
- $1,140 back in your Social 

Security check (annually)
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Devoted Health Plans 

 Key observations:

- New, rich supplemental benefits 
- Transportation (unlimited 

rides)
- $900/year OTC
- $1,000 comprehensive dental

- Emphasis on $0 premium and 
$0 co-pays

- Plus, promotes up to $3,500 
annual savings in discounts and 
allowances
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Alignment Healthcare

 Key observation:

- Access On-Demand Concierge
- “Black Card for Health Care”
- 24/7 concierge service for 

members
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Alignment Healthcare

 Key observations:

- Engaging response device –
apply sticker to response 
certificate

- Emphasis on urgency and 
getting prospect to take action:
- “Open and read 

immediately” 
- “Reply within 4 business 

days”
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