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A New Path for

Medicare Enrollment
Insurance carriers and brokers are continually
seeking better ways to engage seniors and increase
call-center traffic in order to boost Medicare
enrollment rates. Television ads or Google searches
have historically been a solid means for generating
client leads for many insurers.
In today’s world, however, it is imperative that plan
providers look to the internet as a viable solution
for reaching potential Medicare enrollees. And an
extremely effective venue to garner customers’
attention online is through social media advertising.
By the end of this white paper, you will understand
the importance of social networking to people ages
65 and older. You will also recognize that a good
partner is crucial to attracting potential enrollees
to your call centers, increasing conversion rates and
helping your organization optimize and implement
best practices to boost uptake.
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A CHALLENGING PROCESS
Medicare enrollment is a healthy business line for insurers and agents. About two million
new Medicare Advantage enrollees each year…small compared to the 10,000 who sign
up for traditional Medicare every day. Estimates have shown that, by 2030, there will be
80 million people enrolled in Medicare in the nation—up from 54 million in 2015.
With these numbers, it makes sense that insurers are constantly seeking ways to reach new
customers as they enroll in or transition to new Medicare plans. But the market is rife with
competition. And the market can be confusing enough that enrollees don’t seek out assistance.
According to a recent Commonwealth Fund report, Medicare beneficiaries have an average
of 33 Advantage plans and 30 Part D prescription plans available to choose from. This
number would be daunting for anyone, and Medicare enrollees generally tend to report
that they feel that deciphering all these options is complicated and complex.
The obscurity of these plans may be why so many enrollees don’t do a lot of shopping for
their plans. The Kaiser Family Foundation found that1 68% of Medicare Advantage
beneficiaries don’t compare plans each year during open enrollment, nor do 73% of
people in traditional Medicare.
And then, when someone does go online looking for answers to questions, it may only
add to his confusion.
When Commonwealth researchers entered the top 30 Medicare-related keywords on
Google, 572 results were offered.2 Among a sea of ads, carriers and agents often struggle
to find a way to stand out and be the first—instead of fifth—phone call a potential enrollee
makes when looking for a new Medicare plan.
MEDICARE ADVANTAGE
Beneficiaries

TRADITIONAL MEDICARE
Beneficiaries

68%

73%

DON’T COMPARE
PLANS

1

Most Medicare beneficiaries don’t compare options
in open enrollment (cnbc.com).

DON’T COMPARE
PLANS

|3|

2

How Agents Influence Medicare Beneficiaries’ Plan
Choices | Commonwealth Fund.
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THE SOCIAL/SENIOR CONNECTION
But it is valuable to understand that online advertising for these plans is not in vain.
The internet has been a crucial component of the American lifestyle for more than two decades,
but never has it been more so than during the pandemic. According to a Pew Research poll,
90% of Americans say it was important to them and 58% said it was “essential.”
People across the country used the internet to stay connected for a range of things
from virtual events at holidays to schooling, shopping and ordering takeout.
Though many think of the internet as a tool mainly for the young, it has become crucial for older
generations as well. More than one-third of people ages 65 and up said an internet disruption
would have impacted their daily lives during the pandemic. A majority of Baby Boomers use
Facebook daily. People over 65 regularly view videos on YouTube and surf through Pinterest
for tips on cooking and decorating. Nearly half of our aging population using the internet is
connected to some form of social network.
Among older individuals, healthcare research and services jumped exponentially during the
pandemic as well. Patients, particularly older ones who were at higher risk for COVID-19
complications, were advised to isolate and quickly became accustomed to online and
telehealth visits with their doctors.
It makes sense, then, that these two spaces—social networking and healthcare
advertising—are ways to reach out to a broad and diverse range of seniors.
Doing so with a partner like Senior Coverage enables agents
and insurers to make the most of the social media
boom for potential Medicare enrollees.
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DRIVING VOLUME
In order to make strides among the senior market, Senior Coverage spends tens of thousands
of dollars on social media platforms every day. The organization is directly in tune with ways to
engage and inform people seeking to join or change a Medicare or Medicare Advantage plan.
For agents and brokers, choosing to advertise on social media—as opposed to a search
engine—has been shown to dramatically increase the volume of calls coming into call centers.
For example, when Senior Coverage partnered with eHealth in 2020, eHealth netted just
under $300,000 in revenue in the third quarter from calls routed through Senior Coverage.
Over the next year, the two have worked together to do $5.9 million in business. eHealth is
anticipated to have a record-setting Medicare enrollment period in 2021. Since the partnership
began, Senior Coverage has generated approximately 4,000 calls daily for eHealth and
improved the organization’s close rates from 10% to 23% on average.
In general, Senior Coverage produces about 5,000 calls daily during open enrollment, which
generates about 800 newly signed clients each day. Outside of open enrollment those numbers
are still impressive, bringing in 2,000 inbound calls which net about 400 daily enrollments.
The conversion rate for these calls is about 20%, meaning the cost per new enrollment ranges
from about $250 to $350.
One reason for the success of Senior Coverage’s strategy is the unique use of social media.
The potential enrollees haven’t used a search engine where they may be comparing several
different websites. The caller has been directed through Senior Coverage, which uses machine
learning and data modeling to predict when a person is in the market to enroll in Medicare.
The site puts an ad in front of the individual, encouraging her to pick up the phone and speak
with a licensed agent. This holds true for people who may not have even been actively seeking
new coverage before they decided to call.
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BENEFITS FOR ALL
Partnering with Senior Coverage is advantageous for both insurers and Medicare enrollees.
When a person clicks on an ad, she is directed to Senior Coverage’s landing page. From
there, she will dial the number that is routed directly to a call center so an agent can start
the enrollment process.
Senior Coverage offers technology that can search all carriers based on the inbound caller’s
geography. Through this system, the consumer can then be routed to the best available carrier
with the most options offered. Once on a call, the agent can ensure a patient’s current doctors
and prescriptions are covered under a new plan and out-of-pocket expenses are reasonable
for each consumer.
Senior Coverage then supports its partners through bi-weekly calls. The call centers send
disposition reports that Senior Coverage can use to optimize its work as well as give input for
the partner. Because the company works with several large agencies, it is uniquely able to pass
along best practices to drive enrollment rates and increase closing rates.
For people over the age of 65, enrolling in Medicare can be a complicated, dreaded task. But
the internet, and increasingly social media, has become a space where older individuals seek
out education, including healthcare information. Thus, an ideal space has been created to
engage and assist seniors looking for a Medicare plan. And Senior Coverage can help drive
record numbers of those enrollees to its partners in an efficient, expedited way.
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