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Canadian Life and Health 
Insurance Association

Non-profit association with member 
companies accounting for nearly 100% 
of Canada’s life and health insurance 

sector.

Integrated marketing 
communications agency

Developing creative communications 
and digital solutions for clients, Proof 
operates across a variety of sectors 

throughout North America.

About CLHIA and Proof Inc.
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Health and dental benefits plan 
abuse and fraudulent activity has 
caused disruption in Canada and 
urgent action is needed to address 
this serious issue. 

We have seen more high-profile 
examples in the media recently. 

The Challenge: 
Insurance Fraud

Fraud = Fraud:
Campaign Objectives

Discourage working Canadians from 
becoming involved in fraudulent 
activities by educating them on the 
consequences and how to recognize, 
refuse and report suspected fraud.

Grow awareness and increase the
understanding of the seriousness 
and impact of insurance fraud.
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Research Intensive Process to Campaign Launch

Phase One Phase Two

Research: 
Analytics & Surveys

Creative 
Development

Research:
Focus Groups

Launch 
Campaign

5M CLHIA records

53K Flagged claims 

2,000 Surveys to at-risk population

4 At-risk segments defined

3 Creative territories for testing

6 Focus Groups to test perceptions
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Research Findings
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Identify our Target Population

Total Canada

Population: 35,860,488

At-Risk
Population: 9,690,874

Rest of Canada
Population: 26,169,614

A subset of the Canadian population has been identified as being at risk of becoming involved 
in fraudulent insurance claims. This subset has been defined by four unique segments.
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Personas: A Deeper Dive
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Segment 2: 
Demographics,
Lifestyle and Values

✓ 35-54 year old decision-makers

✓ Social lifestyles

✓ Ostentatious consumers 
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Segment 2: 
Media Consumption 
Habits

✓ Highly active online

✓ Twitter and Instagram

✓ Content creators
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Creative Territories for Testing
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Concept 1:

When you Commit, it’s a Crime.
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Concept 2:

The Wrong Crowd. 
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Concept 3:

Real Crime. Real Consequences. 
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Final Creatives
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Website
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Social Media
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Digital 
Video
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Campaign Results



#EAUC2019

Exceptional Campaign Results Achieved 

1. Strategic media plan effectively 
targeted key audiences.

2. Exceeded projected exposure metrics
and surpassed industry averages for 
clicks to site and video views.

3. Significant uptick in awareness of the 
seriousness of benefits fraud after 
campaign exposure.
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Strategic Media Plan Surpassed All Projected 
Exposure Metrics

KPIs Goal Results % Surpassed

Impressions 18M 26M+ 143%

Video Views 1.5M 4M+ 276%

Clicks to Website 78k 154k+ 197%

99K+ unique visitors to website

7K+ engagements on social media

Media coverage through CBC and Insurance Journal

Other 
Metrics:
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Fraud=Fraud campaign had a real and 
significant impact 

24.1%
Difference

Those exposed to the creative messaging were 24.1% more likely to understand 
there are serious consequences to benefits fraud.
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Year Two
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Scale Up in 2019 to Reach a Larger Share of 
our Target Audience
● Continue with the current creative strategy and platform “real crime, 

real consequences”.

● Expand earned, owned and paid media activities to reach more 
working Canadians.
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Hero Assets - Video
Ad buys:

Premium deals:
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Hero Assets – Out of Home (New)
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Looking Ahead
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Questions?

Josh Cobden

Executive Vice President

Proof Inc.

Shannon DeLenardo

Director, Anti-Fraud and 
Electronic Claims

CLHIA


