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THE AFFINITY INSURANCE MARKETING PLAYBOOK ¢ SEAPOINT DIGITAL

A LETTER FROM THE HELM

fhinity insurance is unlike any other distribution model. The product is rarely

A the protagonist. That lead 1s played by the credit union, the alumni
association, the professional society, the wholesale club — the organization the

member has the relationship with and chose to be a part of. Members will consider

the offer because the sponsor vouches for it.

That changes everything. Reach loses to relevance. Volume loses to alignment. Generic
creative — the kind that performs well in direct-to-consumer marketing — actively erodes the

trust the sponsor spent decades building.

The affinity model is exceptionally well-positioned to promote and sell insurance, but only
when the program is appropriately focused on the members and not run using the broad-

market B2C approach.

This guide is what we've learned operating that model — across membership-based groups,
MGAs, and insurance agencies. It is the working model we use with clients to compound trust
between sponsor and member, and to develop marketing the sponsor's leadership would put

their own name on.

— The team at Seapoint Digital
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THE AFFINITY INSURANCE MARKETING PLAYBOOK

CHAPTER 01 - FOUR FORCES

¢ SEAPOINT DIGITAL

The Attinity Landscape Today

The market the affinity playbook is run against in 2026 is not the market it was run against five

years ago. Four structural forces are reshaping who the audience is, how they are reached, and

what gets through to them — and each one rewards a different operational instinct than the

broad-market B2C model.

I.  Group definitions are
blurring

Wholesale clubs, digital memberships, and gig-
platform networks are functionally affinity groups.
Regulators have not fully caught up — and some
marketing teams have not either. The opportunity is

real, but the definition of "the group" is in motion.

IIl. Technology extends
targeting

Segmenting offers and targeting messages drive
relevancy. Technology allows organizations to extend
their appeal to members by reaching them online
outside the group's proprietary platforms — turning
reach, frequency, and recency into efficient
instruments. The one-size-fits-all approach will not
produce the returns marketers require, and it loses the

confidence of members.

SEAPOINT DIGITAL

Il.  Member-first replaces
product-first

A deep knowledge of the membership is paramount.
The common thread is that members chose to be there.
Appropriately leveraging that personal connection and
positioning insurance as a valuable benefit of
membership is what separates your program from the

competition.

I'V. The regulator lens is the
audience

Group insurance regulation differs in every state, and
is the biggest challenge affinity insurance programs
face. Marketing teams must have a working command
of the regulations and the review process in order to

produce content that will make it into the marketplace.
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THE AFFINITY INSURANCE MARKETING PLAYBOOK ¢ SEAPOINT DIGITAL

CHAPTER 02

The Atfinity Trust Stack

Understanding the strength of the relationship members have with the sponsoring organization is the
starting point. Affinity buyers don't choose insurance the way retail buyers do. The strength of the
organization's relationship to its members dictates the level of trust those members will have in the
product — and what is universal is that the sponsor has lent that trust to a carrier or program partner.

Trust here compounds in four layers, in this order:

Sponsor

The affinity
organization's existing
brand equity. Decades
of dues, services, and
member experience —
extended,
conditionally, to your

program.

Endorsement

An active
recommendation, not
a silent listing. An
endorsed product
appears in the
sponsor's voice; a
passive product
offering value merely

appears next to it.

Alignment

The product fits the

member's identity, not

just their demographic.

A union member is not
the same buyer as a
warehouse-club
member, even at the

same age and income.

Tenure

The compounding
outcome — years on
the program, low
complaint volume, and
renewal rates the
sponsor's leadership

uses as a proof point.

Friction in affinity is uniquely costly. Every form field, disclosure, and compliance mis-step is a reflection on the

sponsor, not the partner — and the sponsor's leadership is the one who hears about it.

Affinity insurance is about understanding the nature and depth of the

relationship members have with the sponsoring organization, so the insurance

program can be aligned with the sponsor and contextualized into the

framework of the relationship.

SEAPOINT DIGITAL

THE AFFINITY TRUST STACK
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THE AFFINITY INSURANCE MARKETING PLAYBOOK ¢ SEAPOINT DIGITAL

CHAPTER 03 - SEAPOINT DIGITAL'S POINT OF VIEW

Member-First Marketing

Affinity group members made the personal choice to join the organization. That relationship is the primary
asset of the sponsoring organization, and it must be honored and protected. The insurance program,
therefore, must add value to the sponsor/member relationship. Five imperatives govern how we operate
inside that constraint.

01 Understand your audience
Members are not general consumers. They made a personal connection with the sponsor. Marketing that treats
them as generic insurance buyers gets ignored — and, at worst, puts the motivations of the organization (and

therefore the relationship) into question, or gets elevated to the sponsor's attention.

02 Offer value and target messages to speak with relevance
Understanding demographic differences and nuances is required for success. Marketing insurance to members
of a professional society is not the same as marketing to a frequent-traveler group. Within each group, natural
segments will be apparent for certain products. Don't market a product that does not provide value to the
member, the segment, or the organization's brand promise.

03 Honor the brand promise and protect the relationship
The sponsor/member relationship is the asset under management. Every decision — creative, channel, offer,
fulfillment — should be made with the test, "does this reinforce or erode the brand promise the sponsor has made
to their members?" If the answer is unclear, the work is not ready to ship.

04 Know your KPIs

Followers, impressions, and CTRs help establish marketing baselines, but they do not move affinity programs
forward. The key performance indicators that do — member opt-in rate, member satisfaction, and renewals — are
the ones the sponsor's leadership uses to judge the program.

05 Adapt for longevity

The marketplace is dynamic. The four forces above create an ever-changing environment. So your marketing
plan should be dynamic and flexible. The one constant — the program must continue to add value to the
sponsor's relationship with their members. That value is the foundation of a long-standing relationship with
both the sponsor and their members.

Members know when something does not feel right — when a form is broken or instructions are unclear. Data capture,
follow-up, and fulfillment must all be secure, synchronized, and operationally smooth, so the member experience
generates confidence in the program — a reinforcing halo that compounds the member's decision to apply and buy.
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THE AFFINITY INSURANCE MARKETING PLAYBOOK

CHAPTER 04
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A Funnel That Supports the
Program

Affinity acquisition is a five-stage funnel — but the entry point is not the member. It is the sponsor.

The first stage of every successful program is the sponsor's active participation; the program is
g y prog P P P ; prog

built outward from there.

STAGE 01

01

STAGE 02

02

STAGE 03

03

STAGE 04

04

STAGE 05

05

SEAPOINT DIGITAL

Sponsor activation

Member awareness

Quote / Apply

Application

Bound & retained

Sponsor leadership signs off, agrees to active endorsement,
and commits to a co-branded launch — not a passive listing

on a benefits page.

Co-branded education delivered through the sponsor's
channels: newsletters, member portals, association events.
Reach is limited to the sponsor's list, but frequency can be

enhanced using the open web.

Member-initiated quotes through an optimized experience
— typically a sponsor-co-branded landing page, never a

generic carrier site.

Underwriting receives a fully contextualized lead —
sponsor, member tenure, eligibility flags — not a bare name,

address, and phone number.

Closed-loop measurement back to the originating sponsor
channel and the originating campaign — the data the

sponsor's leadership reviews at renewal.

SPONSOR - MEMBER — BOUND 07 /12



THE AFFINITY INSURANCE MARKETING PLAYBOOK ¢ SEAPOINT DIGITAL

CHAPTER 05

Reputation Inside Affinity
Groups

Public review sites matter less in affinity than they do in retail insurance. The reputation that
drives renewals is internal — the sponsor's annual review, member NPS, and the absence of

escalations to leadership. Five trust signals, in priority order:

Ol Sponsor satisfaction

The annual review with the sponsor is the single most important reputation event in affinity. It is

what every other metric feeds.

02 Member NPS

NPS surveyed inside the affinity context — not against generic insurance carriers — and segmented
by tenure cohort.

03 Renewal rate

In affinity, renewal is the proof point. Sponsors who can cite high renewal rates to their members

create a self-reinforcing loop.

04 Member-to-member referral

The strongest signal that the program is viewed as a valuable part of the sponsor's identity, not an

external add-on.

05 Public review hygiene

Review platforms still matter — for the member's third-party check — but as a hygiene factor, not a

primary sounding board.

SEAPOINT DIGITAL REPUTATION INSIDE AFFINITY 08 /12



THE AFFINITY INSURANCE MARKETING PLAYBOOK

CHAPTER 06
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SEAPOINT DIGITAL'S CORE COMPETENCIES

Building an Atfinity Marketing
Program

The parties standing up an affinity insurance program require five capabilities from their marketing partner

for the program to deliver the desired brand experience, operate proficiently, and build critical mass. Run as a

cycle, not a checklist — each loop tightens the next.

OI PLANNING

A single, sponsor-aligned
strategy across product,
brand, and channel —
built around the
member's relationship
with the sponsor, not
around the carrier's

product line.

SEAPOINT DIGITAL

01

Ability to
» create and
Ability to apply maintain a
data insights to unified
[ 5
improve results audience-centric

strategy

02 OPERATIONS

Editorial and creative
infrastructure to produce
in the sponsor's voice, in
volume, and through
compliance — without
losing the editorial care
that makes the work read
as a member benefit
instead of a marketing

campaign.

Five

Competencies

04 02
LIl Ability to
accurately .
create quality
measure results
N content at scale
with data

03

Ability to
publish and
exploit content
effectively
across channels

DistrigyTioN

05 DISTRIBUTION

Co-branded reach
through the sponsor's
owned channels —
newsletters, member
portals, association
events — extended into
the open web with
frequency, recency, and
the segmentation that
affinity audiences
require.

04 RESULTS
MEASUREMENT

Closed-loop attribution
from sponsor channel
through quote,
application, and bound
policy — packaged into
the renewal-window
report the sponsor's
leadership uses to judge
the program.

BUILDING AN AFFINITY PROGRAM

05 OPTIMIZATION

A disciplined feedback
loop that turns
measurement into the
next quarter's creative,
channel, and offer
decisions — and back into
planning. The work
compounds because the

cycle does.
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THE AFFINITY INSURANCE MARKETING PLAYBOOK

CHAPTER 07 -
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CASE STUDY « TMA INSURANCE TRUST

Divergent Ideation in a Saturated

Aftinity Channel

SECTOR
Group Health

STAGE

Mature affinity
program

— CHALLENGE

TMA Insurance Trust is a full-service insurance agency
founded by physicians to serve the insurance needs of
members of the Texas Medical Association. Group health
acquisition had hit a growth ceiling — the traditional
October-December Open Enrollment cycle had been fully
optimized, affinity marketing channels were saturated, and
the category itself was contracting as older physicians
retired and others moved into employed roles with
employer-sponsored benefits. Continued growth required

analysis and new thinking.

01 -

A year-round acquisition
engine that operates outside
the traditional Open
Enrollment window — and the

03 -

engine behind a 12.3% year-

over-year group-sales
increase against a contracting
category.

ENGAGEMENT GEOGRAPHY

10 months - ongoing Texas

— PRODUCT STRATEGY

Our analysis of the group health market indicated that
practice owners often secured coverage outside the Open
Enrollment window. With a small list of valid email
addresses, we needed a new approach to generate leads for
a commodity product in a saturated market. PPO coverage
in Texas is only available on a group basis — but we found a
path through which individual practice owners could
qualify for group coverage. Practice owners preferred PPO
coverage to an individual HMO, and the group rate was
more advantageous than anything available to them as
individuals. We instituted a multi-channel campaign to
build awareness for this member advantage, igniting
substantial growth for the insurance program.

NET-NEW LEADS 02 - GROUP SALES

INCREASE

in 12 months

year over year

CLIENT RETENTION 04 - STARTING PROSPECT

UNIVERSE

across the engagement

addressable group

When the growth in our results started to slow, Seapoint — without prompting —
developed a new innovative approach that has reinvigorated our results. We trust them
with our customer data and our reputation.

— GUY PATTERSON, CEBS -
SEAPOINT DIGITAL

EXECUTIVE DIRECTOR, TMA INSURANCE TRUST
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THE AFFINITY INSURANCE MARKETING PLAYBOOK

CHAPTER 08

Your Next 90 Days

A working affinity program can be operational in one quarter. The shape of the work is the same

¢ SEAPOINT DIGITAL

across membership-based groups, customer-based partnerships, and the carrier and MGA partners

that serve them.

DAY 0 — 30

DAY 31 — 60

DAY 61 — 90

DAY 0 — 30

Foundation

4 workstreams

01

02

03

04

REVIEW CADENCE -

Sponsor relationship audit
— current status and
executive sponsor buy-in.

Compliance audit of all
member-facing content.

Member journey map from
sponsor channel to
coverage.

Baseline measurement:
enrollment rate, renewal
rate, NPS by sponsor
cohort.

SEAPOINT DIGITAL

Ol

DAY 31 — 60

Activation

4 workstreams

01

02

03

04

WEEKLY STATUS MEETINGS -

First wave of co-branded
education in the sponsor's
voice.

Member lead-gen
marketing deployed and

implemented end-to-end.

Sponsor's insurance
marketing calendar locked
through next renewal.

Review and feedback loop
with sponsor leadership
operationalized.

YOUR NEXT 90 DAYS

DAY 61 — 90

Compounding

4 workstreams

01

02

03

04

QUARTERLY RESULTS REPORTING

Second content wave
informed by first-wave
performance data.

Second product
introduced.

Marketing attribution back
to bound policies, by
sponsor channel.

Renewal/retention plan

delivered to sponsor before

review.

Q1 > Q2 -
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¢ BEGIN THE ENGAGEMENT

Seta course

worth holding:

Seapoint's affinity insurance practice runs the full operating system end-to-end:
sponsor engagement, member-first content, lead generation, reputation

infrastructure, and the measurement loop that ties them together. Engagements
start with a discovery call and a written diagnostic of your current sponsor and

member systems — no obligation, no pitch deck.

SCHEDULE A DISCOVERY CALL > SEAPOINT.DIGITAL

DIRECT PRACTICE ANCHORED
bill@seapoint.digital Affinity - §03 Kittery, Maine
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