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Benenden Health has been around a long time

1905-2013 a civil service scheme

2013 – open eligibility

2016-19 – declining book

2020-22 – covid/NHS crisis

Huge opportunity but nobody knew about us so…

We needed to “Make Benenden Health Famous”





Benenden Health’s big 

ambition:

To make Benenden Health 

famous



It all started with a 

conversation that I didn’t think 

would go anywhere…..



Capitalising on the appetite from 

the Board to invest 

=

How to make Benenden Health 

famous begins



Presentation to the Board.

Step change in brand investment



• Market share

• Significant growth

• Advertising is key

For Benenden Health

• We knew that brand investment worked……

• But our awareness was still low……

• However, once customers did know about us they were more likely to choose us over our 

competitors.....

We just needed more people to know we existed! And to connect with us 

emotionally

Why invest more in brand 



How to make Benenden 

Health Famous.

The way we make 

decisions when it comes to 

brands.

And the mental shortcuts 

we use.

Fame, Feeling & Fluency



FAME: A campaign that made a brand 
famous 



FEELING: A campaign that makes you 
feel emotionally connected to that brand 



FLUENCY: A brand you could recognise
without their logo



How to make Benenden Health famous.
Fame, Feeling & Fluency – the path to 
brand growth 

• Fast and frugal decision making 

• Rely on mental shortcuts – rules of thumb – to help decide between options quickly and effortlessly

• Three key mental shortcuts that help people decide between brands - Fame, Feeling and Fluency

• If a brand comes readily to mind, it’s a good choice (Fame)

• If a brand feels good, it’s a good choice (Feeling)

• If a brand is recognisable, it’s a good choice (Fluency)

• Important to create these shortcuts in people's minds so that they could choose Benenden Health 

quickly and easily

• Whilst ‘fame’ is key, feeling simplifies and guides decision-making, it provides a ‘lift’ that will help 

people to decide in favour of our brand over another





Altogether Different



What followed was a partnership 
built on shared values.

Channel 4 ‘Altogether Different’ &

Benenden Health ‘Healthcare 
Done Different’





BRAND TV
Premier ad break. 

4 x 60”
TV airtime

VOD

EXTENDED FREQUENCY 
& REACH

4 x 10” ads

A HEALTHY PAUSE
VOD

4TALKS 
B2B

Partnership to be 
activated 

outside of C4 in 
our own 

channels . 

Scalable & 
Flexible

A campaign with high reach & frequency, 
living across multiple platforms and 
touchpoints

SOCIAL MEDIA



Big targets from the investment

ACQUISITION

Up to 43k new 

members over 

3 years

BRAND 

AWARENESS

Increase from 6% 

to 17%.

Top 3 most aware 

of healthcare 

brands

























Results

Brand 
consideration 
- up from 34%  

to 45%

B2C sales highest 
on record:

2021 – 167 run rate
2022 – 208
2023 – 332

New record - 399

Spontaneous 
awareness -
up from 6% 

to 13%

Prompted 
awareness -
up from 23% 

to 37%

28.1m adults 
have seen our 
C4 ads at least 
once (55% of 

all adults)

TV cited as 
the 2nd most 

popular 
reason for 

joining

Web 
traffic 

peaked 
+8000% 

Increase in 
younger 

members 
recruited

Partnership has 
generated 20m 

opportunities to 
hear through PR

Coverage 
in big titles 
– Metro, 
The Sun

Generating 
interest in the 

B2B space 

4.5m social 
views

Moved from 
7th to 5th most 

aware of 
healthcare 

brand



It’s a big deal to Channel 4 too!

Best results they’ve ever seen from a 
collaboration.

Biggest campaign they worked on last 
year



First ever integrated premiere break



First ever co branded 4 Talks



• Data, data, data

• Back up proposals with forecasts based on evidence or benchmarking 

• Set targets

• Be well prepared, know your proposal inside out

• Papers don’t need to be long – clarity and simplicity of messages is key

• Present your proposal as early as you can to increase engagement, understand 
concerns and use this info to shape your next iteration

• Keep decision makers, stakeholders, and staff involved – send updates, hold 
meetings, share results and successes

• Ask for support. You can't do it alone. The partnership may have been a marketing 
initiative but it’s only a success as a result of all the collaboration

• Be brave……..I almost didn’t flag the GBBO sponsorship opportunity

A few things I’ve learnt along the way to increase buy in



What’s Next? 
We need to sustain this, not reinvent it

Personal Relevance Cultural Relevance Platform Relevance 

Framework for future partnerships and ideas





Discussions Points

• Does your organisation share Benenden Health’s strategic drive for “fame”? Would 
being more famous help you achieve your aims?

• As a mutual, how important is it to partner with organisations with shared values? How 
do you check this out when talking to potential partners?

• What lessons can you share about influencing your board/senior management to 
make a “leap of faith” (financial, strategic or otherwise)?



Thank you
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