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Introduction

Every interaction counts. From ID cards to Explanation of Benefits
(EOBs), dental plans send communications that can—and should—
be optimized to create more value for their organization and its

members.
This guide provides strategies that go beyond just meeting

regulatory requirements, so you can level up your engagement
efforts without breaking the bank.
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Consumerism in
healthcare is here to stay.

In 2025, the Affordable Care Act (ACA) Marketplace saw a record-
breaking number of enrollments—up 50% from 2021. Individual
coverage health reimbursement arrangements (ICHRAs) also grew
by 29%. As more people actively choose their coverage, every
healthcare organization’s agenda should include:

How do we attract new members?
How do we retain them?

The answer lies in delivering experiences that matter. This means
providing individuals with the right information at the right time, in
formats that are accessible, understandable, and make members
feel seen and heard. It's all about transparency, access, and

personalization.

Let’s explore three underutilized but powerful ways dental plans can
boost member engagement and support organizational goals.
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Opportunity #1

Apply behavioral science tactics to existing
core communications

Dental plans already invest in member communications like
welcome letters, ID cards, EOBs, and appointment reminders. By
applying proven behavioral science tactics to these existing
touchpoints, plans can significantly improve the member

experience.

Making this happen doesn’t require expensive technology or
expanding your budget. All it takes is a little creativity to turn
sunk costs into value drivers.

Numbers correspond with the image on page 6.

Use a Johnson Box to draw attention to important
information. This visual tactic—typically a boxed or shaded
section near the top of a letter—directs the reader’s eye to
key messages and supports faster decision-making. It's a
great place to highlight benefits or calls to action like
scheduling a dental visit.
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Incorporate QR codes to connect members to tools and
resources. It's an easy, convenient, and modern way for
people to engage.

Adopt member-first language to give members a greater
sense of ownership and control over their benefits.

Include visual checklists with completed and incomplete
tasks to recognize progress and clearly outline what action

to take next. This taps into the Zeigarnik effect, where
people remember unfinished tasks more than finished ones.

° Add a salutation from a senior executive, especially one
with a clinical title, such as a Chief Dental Officer or Medical
Director. The opinion of an authority figure carries weight
and can significantly increase message credibility, help build
trust, and influence behavior.

Keep it simple and accessible by focusing on one or two
key points per communication and scoring content for
readability. Over half of U.S. adults read at a 6th grade level
or below, but healthcare content is often written at a 10th
grade level or higher.
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C}m;[: HEALTH Your ABC health cards are here!

PO BOX X000 -

AMNYTOWRN, USA 12345 Update your
communication

Bob Sample e_) : preferences

1234 Main St.

Apt 217

Anytown, USA 12345

Welcome to ABC Health. Here is your new ID card.

Dear Bob,

We're pleased that you've decided to join the ABC Health family. Our goal is to make managing

your benefits easy and your new 1D card is an important part of that. Carry your new card with
you at all times and use it whenever you receive health care.

Destroy your old ABC Health cards, if you have any. They contain outdated benefit details that
could cause delays in coverage.

You've done everything needed — now just complete this last step

@ You've enrolled with ABC Health
@ You've received your member 1D card
O Now, update your communication preferences. .J

If you have any questions, please call Member Services at 1.203.453.3999, Monday- Friday,
8 AM. -9 PM. EST.

Thank you for being an ABC Health member.
Sincerely,

Johr. Boe
John Doe

CEQ & President
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Opportunity #2

Utilize EOB procedure code data to target
members with calls to action

Every year, 250 million dental claims are processed. Each claim
provides valuable insight into the services and visits members are
completing, as well as the care they're skipping or missing
altogether.

Although dental plans have this data at their fingertips, its full
potential often goes unrealized. One of the greatest opportunities
the data offers is the ability to target members with relevant,
timely calls to action.

For example, you can use procedure code data to determine when
a member last had a routine dental exam. If they're due soon, the
plan can send a timely reminder. If not, outreach can wait until it's
more relevant. While dental exams are a prime example, this
approach also applies to other procedures like root canals, fillings,
crowns, and additional treatments.

Here's an example of a member journey that shows how to
maximize the potential of procedure code data.
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MADELINE
Employer plan
35 years old
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her routine dental exam
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PERSONALIZED
CALL TO ACTION

Reminder to schedule
her next dental exam

included in her EOB
following her recent visit
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Opportunity #3

Integrate personalized calls to action into
core communications

Including calls to action in core communications—Ilike welcome
letters, ID cards, and EOBs—is highly effective because members
consistently engage with these materials. Notably, 97% of people
open core communications and spend 2 to 5 minutes reading them.

That's a goldmine of opportunities to exceed expectations and
drive meaningful engagement.

While there may be multiple actions you’d like your members to
take, it's best to focus on one clear action at a time. Asking too
much at once can feel overwhelming and may result in no action at

all. That's why thoughtful prioritization is essential.

As an organization, it's crucial to align on priorities. Whether the
goal is increasing dental exam completion, boosting digital
adoption, or updating member contact information, establishing a
primary focus will help your plan define a more effective next best
action strategy.
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Use Case

A dental plan decides capturing communication preferences is their
top priority so they can reach members through their preferred
channels. To drive adoption, the plan includes this call to action on

the annual welcome letter and ID card communication.

Pro tip: Stickers on ID cards can increase engagement by 75%.
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Welcome to ABC Health. Here is your new ID card.

Dear Bob, ':}JWI;‘ HEALTH
We're pleased that you've decided 1o join the ABC Health family. Our goal is o makeg m"ﬁ"‘:‘. g‘::mam

your benefits easy and your new |D card is an important part of that. Carry your new | Mesmer ID Dependent Two

you at all times and use it whenever you receive health care. KYE1Zz T Dapsmdnnt Thave
Crroug o, DZ345T Py FPO

Deestroy your old ABC Health cards, if you have any. They contain outdated benefit d| BoveitPon  PIOPT
could cause delays in coverage. Efloctn Oate 00400400 Emargency 75

You've dol’le every‘thing needed = OW just compfet E'., -'E UPDATE YOUR COMMUNICATION
@ _ % PREFERENCES!
You've enmolled with ABC Health =
Ok abchealth.com
@ You've receivid your membser ID card

O New, update your communication preferences.

I you have any questions, please call Member Services at 1.203.453.3999, Monday- Friday,
SAM. -9 PM. EST.

Thank you for being an ABC Health member,

Sincerely.

Jobn Doe
John Doe
CEQ & President
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Final Thoughts

Healthcare organizations exist to serve their members, so delivering
exceptional experiences should always be a top priority. As more
people actively choose their coverage, member experience

becomes even more essential to an organization’s success.

Improving the member experience doesn’t have to mean spending
a fortune. It often comes down to using what you have and finding
creative ways to enhance what's already there.

Whether it's applying behavioral science tactics, leveraging
procedure code data, or using core communications to drive next
best actions, there are tangible places you can start. The result?
More value, better engagement, and happier, healthier members.

clarity




]

www.clarityssi.com

‘}(@J" contactus@clarityssi.com

[ﬁ@] @clarityssi

clarity



