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Summary
The ‘Big Fish’ lead nurturing campaign is a joint entry from Cameron Wells 
Communications and health insurance broker PMI Health Group.

It was devised to help PMI break into the traditionally time-pressured and hard 
to reach ‘large corporate’ market.

By creating various touchpoints throughout the year with senior HR 
professionals at some of Britain’s largest employers, we ensured that PMI 
Health Group was front of mind at insurance policy renewal time.

The campaign ran for 12 months using a combination of direct mail, email, 
telemarketing, media and web marketing, and produced 228 sales meetings, 
more than double our original target of 100 and equivalent to nearly one in four 
of our targets agreeing to a meeting.

High quality content was key to the campaign’s success.  Objective, useful and 
topical advice from both medical and insurance experts at PMI lent credibility 
while a free subscription to a popular magazine created warmth towards the 
brand and provided a non-salesy way of getting past the usual gatekeeper and 
engaging with senior targets each month.

Telemarketing follow up was focused on targets in the active stage of the buying 
cycle – those who had accessed the advice material and where the renewal date 
was impending.

Word count: 200 words 
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About the client company 
PMI Health Group is the UK’s largest 
independent provider of employee healthcare 
and risk management services, including 
private medical insurance, Occupational Health 
services and nurse led insurance claims 
management.

Strategy – broader business 
issues the company is facing 
Although well established in the SME sector, the 
company had made fewer in-roads into the large 
corporate market, employers who would benefit 
most from PMI Health Group’s holistic approach 
to employee healthcare and offer significant 
profit potential.

Objectives of the campaign
Our objectives were to:

Grow the company’s turnover and profitability •	
within the large corporate sector, including 
relevant FTSE 250 companies. 

Generate 100 qualified leads (sales meetings) •	
with senior HR professionals within large 
corporates. 

Raise awareness and promote appreciation •	
of PMI Health Group’s unique combination of 
in-house medical and insurance expertise. 

The target audience  
The ‘large corporate’ sector is very different 
from the SME market. Buying cycles for group 
health insurance products and services are 
often longer, decisions more complex and 
buyers more specialist. 

HR Directors in large organisations are often 
the busiest and hardest to reach of all senior 
decision makers and can be overloaded with 
information and promotional messages.

Following initial market research, which 
identified the factors affecting the sales cycle 
and topics of core interest to HR Directors, a 
target list of one thousand key prospects was 
identified - companies with more than 1,000 
employees and turnover in excess of £100m.
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Media, channels or techniques 
used 
To open doors to senior HR decision makers at 
some of the UK’s largest employers, we created 
an integrated lead nurturing strategy, using 
media, direct marketing, email marketing, 
telemarketing and a new website. This: 

leveraged the group’s in-house medical •	
and insurance industry knowledge to 
communicate useful, relevant, objective, 
interesting and timely advice to HR 
professionals, as opposed to overt sales 
messages. 

maintained monthly communications over •	
12 months to keep PMI Health Group top 
of mind throughout the cyclical insurance 
purchasing cycle. 

Direct/email marketing 
Each month, targets were sent a copy of food 
magazine ‘Delicious’, together with a fruit-
themed postcard and covering letter.  Three 
days later, an emailer was issued with a link to 
an HR advice article on the PMI Health group 
website. The campaign ran for a year – so 
targets received 12 copies of ‘Delicious’, 12 
emailers and links to 12 different advice pieces. 

Attention-grabbing:•	  We themed the 
campaign around bright, bold images of 
fruit  to reflect the health element of PMI’s 
products and services. Intriguing headlines 
grabbed attention (Eg. Cherries - “Do you 

look like you’re cherry-picking your staff 
on health grounds?” which promoted the 
company’s Occupational Health services by 
linking to advice on the new Equality Act and 
what it meant for HRs). 

Interesting and topical: •	 The content plan 
developed for the free HR guides was 
regularly revisited to ensure that content 
was topical. For example, we made the dry 
subject of managing premiums more topical 
by asking whether the audience sometimes 
felt like George Osborne (so much to do, but 
so little budget to do it with). The emailer 
was issued on Budget Day, eliciting a strong 
response. Another headline asked the 
question ‘Are you ready for the unexpected 
abroad?’ This was issued to coincide with 
news of international turmoil and kidnap 
– linking to advice on sending staff to work 
overseas.

Appealing:•	  Targets received a free 12 month 
subscription to a popular magazine with wide 
appeal, generating considerable warmth 
towards the brand and providing a strong ice 
breaker for the telemarketing team following 
up the mailers. 
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What does the future of healthcare 

look like? From robotic transplants 

and telesurgery to organ growth 

and nanotechnology, the impact 

of technology on the way in which 

we cure or care for ourselves has 

never been greater.

Futurologists also predict that the 

focus of healthcare will move 

increasingly out of the acute-care 

hospital, and back to clinics, GPs, 

and even into schools, workplaces 

and the home. Earlier screening, 

detection, and prevention will also 

assume a growing role.

What does this all mean for the HR 

professional? Take a peek into the 

future with our free guide...≥
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Telemarketing 
Click through and open rate data from the 
emails were analysed, and prospects ‘scored’ 
in advance of ‘soft sell’ telemarketing follow up 
every three months. 

Media relations 
A series of meetings with editors of key HR •	
titles were arranged, fostering relationships 
and developing awareness. 

Proactive news creation was undertaken, •	
with incentivised surveys in customer 
enewsletters successfully used to generate 
headline grabbing statistics on a range of 
healthcare risks, from Cognitive Behavioural 
Therapy to workplace musculoskeletal ill 
health. 

Case studies promoting the company’s •	
unique nurse-led claims management 
service and by-lined advice features were 
published in key HR titles. 

Website 
A new website was created with the same 
distinctive fruit branding as the rest of the 
campaign. An online HR Advice Centre, packed 
with useful advice, included the top tips features 
used for the direct marketing campaign as well 
as ad-hoc legislation updates, online calculators 
and links to useful resources for HRs. 

Timescales of the campaign 
Market research and analysis: August 2010

Campaign planning: September 2010

Monthly lead nurturing campaign: October 2010 
to September 2011, with email click through 
analysis and telemarketing follow up every three 
months

Campaign evaluation:  
October 2011
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Budgets 
Cameron Wells agency fees £30,720

Direct mail x 12 months

Delicious subscriptions £13,200•	

Mailers £2,747•	

P&P £12,168•	

Email x 12 months (design, build, distribution 
and reporting): £4,140

Website: copywriting within agency fee

Telemarketing: in-house cost

Results 
228 meetings with large corporates were set  
(vs the agreed target of 100), a 22.8% 
appointment setting rate.

The campaign generated positive feedback, 
including an HR contact at Goodyear who 
commented that it was “the cleverest marketing 
campaign he had seen in 25 years” and that he 
“would not have agreed to a meeting had it not 
been for the great marketing.”

Average email open rate: 13% (highest – •	
17.9%)

Click through rate to advice guides: 20% •	
(highest 31%)

Website unique visitors increased by 22% •	

Coverage in core HR titles more than doubled •	
(compared with 2010 coverage)

Over £100,000 worth of positive media •	
coverage was generated in 2011 with 
opportunities to see hitting 2,398,530

Client testimonial 

“	�We feel this campaign has been 
an outstanding success on a 
number of fronts, not just in 
the impressive appointment 
rate and return on investment. 
We have been complimented 
on our non-pushy, professional 
and co-ordinated approach.” 
 
Kate Kilpatrick,  
Marketing Manager, PMI Health Group

Word count: 981 words

Supporting material supplied 
Presentation board 1: marketing collateral

Presentation board 2: media cuttings
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Over the last fi ve years, Telegraph Media Group (TMG) has developed a health and wellbeing strategy that has delivered measurable outcomes.

Its key results include a signifi cant fall in the number of sickness absence days taken; increases in gym usage; and sizeable reductions in private medical insurance 
premiums, due to its work with PMI Health Group. TMG believes its health strategy has played a part in ensuring its turnover, operating profi t and balance sheet net 
assets have all improved over the past three years.

Key to its success has been a holistic and integrated approach. Its health and 
wellbeing committee brings together all the stakeholders – HR, health and safety, 
employee assistance programme (EAP) and healthcare providers, physiotherapist, nutritionist, GPs and gym manager – to share information, develop ideas and discuss cases. TMG’s package includes twice-a-year ‘know-your-numbers’ sessions with 
GPs, nurses, physiologists and physiotherapists measuring BMI, blood pressure, 
cholesterol and lung capacity.

The strategy acknowledges the importance of staff engagement. It now offers salsa classes, for example, recognising that people’s ‘fi tness motivations’ will vary, and 
dancing can improve heart and lung capacity just as well as a gym workout.

Richard Morgan, head of human resources, says: “We have worked to create an 
environment where health, wellbeing and safety are at the forefront of employees’ 
minds. Because of this, we have high levels of employee engagement and this 
translates to measurable benefi ts for the business.”
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October 2011
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