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THE AGENCY 

1998

Mission : Make people’s lives better

Branding Design DigitalAdvertising PREvents

Retail

BANGALORE HYDERABAD PUNE

Real Estate Agri Healthcare Automobile FMCG Govt.



THE TEAM

❖ Tempest Manpower : 40 people across 3 locations 

❖ Tribe Global Manpower: 1700+ people across 48 locations 

❖ Senior Management: More than 150+ years cumulative experience

❖ Team Background : Banking, Engineering, Interior Design, Agriculture, 
Construction, MNCs, Software, Film Making 





THE CURRENT 

STATUS

❖ Current Positioning: Care for life

❖ Business Model: B2B

❖ Competitors: Medi Assist India, United 
Health Care, E-Medi Tech ,MD India, Focus 

Health Care Services, Vidal ( total 28 TPAs)

❖ Target Market : Major Cities 

❖ Influencers: Brokers (80% business as 
briefed )



THE 

REQUIRENMENT 

❖ Identify ways to create awareness and 
top of mind recall amongst the Target 

Audience 



THE TARGET AUDIENCE  



THE MARKET 

RESEARCH 

❖ BROKERS

❖ CORPORATES

❖ INDIVIDUAL 



MARKET RESEACH 



Top TPA’s in India



Is TPA 

recommend 

you ?

No

We do suggest TPA depending 
on their service quality , but final 
decision   would be insurer’s



On what 

basis do you 

recommend 

any TPA?

Response time

Quick Service and Speed

Professional Knowledge

Not black listed by any hospital

Service to employees 

Office Centrally Located



Remuneration 

is paid to 

Brokers by 

whom?

By the insurance 
company? Yes

By the corporate client? 
No

By the TPA? No



Have 

corporates 

ever changed 

their TPA’s 

while insisting 

on continuing 

with their 

current 

insurance 

company.

Yes at the time of 
renewal. 

Incase not satisfied  
with the service or any 
discrepancies 



Have 

corporates 

ever changed 

their insurance 

companies 

while insisting 

on continuing 

with their 

current TPA.

Both are changed



Are clients 

aware about 

TPA’s 

(Corporates / 

individuals).

Corporates: Yes

Individual : No



Do corporates 

insists on 

selecting

TPA?

Yes

Occasionally 



Do corporates 

ask your 

opinion on 

selecting TPA’s

Yes



Do you think 

common 

insurance 

holders need to 

know about 

TPAs? If yes, why 

so?

Yes

It would help them to submit the 
required documents for settling their 
Medical claim

It is the TPA that settle claims and 
TPA name will be mentioned on the 
medical card



Which part of the 

claims 

processing takes 

the most time? 

How do different 

TPAs handle 

that?

Reimbursement claims

TPA’s follow same process



Most importantly, 

are there any 

incentives/work-

shops/training/ 

kit that TPAs can 

arrange for you, 

as influencers?

No incentives

Would like workshops, 
trainings and general 
meetings



LEARNINGS 

❖ Brokers can only recommend a TPA if asked, but cannot push any TPA

❖ Final call on TPA’s is taken by corporates and Insurance companys

❖ According to brokers there is no major differentiation among the processes of 

TPA’s

❖ There is no brand building exercise by any TPA’s



MARKET RESEACH 



Who 

communicates 

on regular 

basis with a 

TPA in 

corporates

Human Resource 
Managers



What is the 

key role of 

TPA’s in a 

corporate

Guide with reference to insurance 

Record maintenance  

Conduct Events – Profile based

Protect company’s interest 



What do you 

expect from 

a TPA?

Thorough knowledge 

Insurance

Company’s Requirements

Continuity 



What are the 

key issues a 

corporate 

faces from a 

TPA?

Software glitches

Unclear response



Have 

corporates 

ever changed 

their TPA’s 

while insisting 

on continuing 

with their 

current 

insurance 

company.

Corporates change 
insurance company based 
on deals offered

TPA’s are rarely changed 



LEARNINGS 

❖ HR Mangers is the key contact person in a corporate

❖ TPA is supposed to know in and out about the corporates requirements

❖ TPA’s  to conduct monthly review meeting 

❖ TPA are rarely changed, except due to any major issue.



MARKET 

RESEARCH

INDIVIDUAL



Are you aware 

of TPA’s ?

80% No

20% Yes



How did you 

come to know 

about TPA’s ?
While applying for claims



Which TPA’s 

you are aware 

of ?

Medi-Assist India

E-Medi Tech 

FHPL



LEARNINGS 

❖ End users are hardly aware about  TPA

❖ According to them everything is handled by insurance company

❖ End users only come to know about a TPA will applying for claims

❖ Most of the people are not aware about documentation and process to be 
followed 



DIGITAL 

ANALYSIS
WEBSITE AUDIT 

COMPETITION 
ANALYSIS

SEARCH 
ENGINE 

OPTIMAISATION

SOCIAL MEDIA 
MARKETING 



WEBSITE AUDIT



WEBSITE HISTORY 

Website Domain Age of (www. www.fhpl.net)

Domain was created on: 24, July, 2001  

Duration Period 15 Years,  12 Months 

Domain  last Updated on: 04 May, 2012  



PAGE SIZE AND SPEED 

Website Parameters Current Status Industry Standards

Page Size 1.9 MB The heavier the site page, the 

slower the load. Should be less than 

3MB 

Page Speed 7.9 Sec Within 3 Seconds. If slower, visitors 

will abandon your site.



WEBSITE 

RESPONSIVENESS



SEO AUDIT



SEO Audit 

SEO Parameters Current Status SEO Standards

Title Tag 7 Characters 71 Characters  

Meta Description 0 Characters 250 Characters

Text to HTML ratio 23 % >10%

XML Site Map No Good for Google Indexing

Google Analytics No Good for Keyword Tracking



SEO – INSIGHTS 

❖ Title & Meta Tags of the website helps in quick indexing in Google Search Results

❖ Text to HTML ratio should be > 10%. Text should be present so that Google can 
read the content of the website apart from images

❖ XML sitemap indicates the number of pages and helps in segment of pages into 
HTML pages, PDF’s and JPEG’s

❖ Google Analytics is essential for all websites to know metrics related to searches



SEO AUDIT 

SEO Parameters Current Status SEO Activities

External Links 1 Link Building Activities  

Back Links 2

Directory Submissions. 

Number of website links redirecting to FHPL 

website

Source: SEO tools



SEO COMPETITON - ANAYLSIS 



SEO COMPETITON -ANALYSIS

Metrics

Title Tags 88 89 97 57 35 7

Meta Tags 0 121 274 0 0 0

Text / HTML Ratio 3 34% 2% 27% 33% 23%

All Back Links 123 50618 30 0 0 2

Sitemap XML No Yes Yes No No No

Google Analytics Yes No No Yes Yes No



SEO KEYWORD RESEARCH 

Keywords Search Volume (in India)

TPA India 6,30,000

health insurance tpa 5,28,000

Tpa network india 5,16,000



SEO 

KEYWORD 

RANKING 

(Page 1 Results)



SEO 

KEYWORD 

RANKING 

(Page 2 Results)



SOCIAL MEDIA
AUDIT



No Presence

Family Health Plan (TPA) Ltd



SOCIAL MEDIA COMPETITON - ANAYLSIS 



Followers : 101  

Tweets :  104 Followers: 44    

Post : 166

Followers : 163 

Fans : 3011

Visits: 295

Reviews : N.A 

Subscribers :121 

Videos : 77

Medi Assist Healthcare



Followers 

:40,100   

Tweets : 7909 
Followers: 279   

Post :  20

Followers : N.A.  

Fans : 100557

Visits: N.A.

Reviews : N.A 

Subscribers 

:11440 

Videos :60

United HealthCare



Followers : N.A.  

Tweets : N.A Followers: N.A.  

Post : N.A.

Followers : 1  

Fans : 527

Visits: 164

Reviews : 2.7

Subscribers 

:N.A.

Videos : N.A.

E-Meditek TPA Services Limited



Followers :126   

Tweets : 630 Followers: N.A.   

Post : N.A.

Followers : N.A. 

Fans : 54

Visits: N.A.

Reviews : N.A 

Subscribers : 

N.A.

Videos : N.A. 

Paramount Health Services 

(TPA) Pvt Ltd.



SOCIAL MEDIA- COMPETITON ANALYSIS 

Mediums

Facebook Fans 3011 100557 527 54 N.A.

App Medibuddy N.A. N.A. N.A. Sparrow

Twitter Followers 101 40100 N.A. 126 N.A.

tweets 104 7909 N.A 630 N.A.

Instagram Followers 44 278 N.A. N.A. N.A.

Posts 166 20 N.A N.A. N.A.

YouTube Subscribers 121 11440 N.A. N.A. N.A.

Videos 77 60 1 N.A. N.A.



DIGITAL FINDINGS 

❖ Most of the TPAs are not on digital platforms

❖ First Mover advantage for FHPL 

❖ Digital media is very effective tool for brand awareness and brand building 

❖ Videos on YouTube (157% traffic inc.)

❖ Promoting videos on Facebook/Twitter



Family Health Plan (TPA) Ltd

MAJOR 

COMPLAINTS ON 

DIGITAL MEDIA



FAMILY HEALTH PLAN (TPA) LTD

• Common 

Complaints are of 

Delay in Claims 



FAMILY HEALTH PLAN (TPA) LTD

• Common 
Complaints are of 

Claims not 

processing 



MEDI ASSIST HEALTHCARE

• Common 
Complaints are: 

Cheque is not 

issued on time 



MEDI ASSIST HEALTHCARE

• Common 

Complaints are: 

Delay in claim 

reimbursement 



Searching and Analyzing current online reputation

Defining a reputation score

Recommend steps to improve reputation score

Execute recommendations

ONLINE REPUTATION MANAGEMENT 



THE 

OBJECTIVES

❖ Brokers 

➢ FHPL as TOP OF THE MIND BRAND 

❖ Corporates 

➢ create awareness and be in the  

consideration set 

❖ Insurer 

• FHPL as a brand which cares about 

Insurer’s money



OBJECTIVE 1- BROKERS



ACTION PLAN

❖ Database of all brokers local and national 

❖ Key decision makers to be connected

❖ Dedicated team for broker networking and connecting 

❖ Specific communication plan for brokers



BROKER ENGAGEMENT 

INFORMATION

❖ Onboard plan for broker

❖ Corporate Brochure/Presentation 

❖ Bi - Monthly  Newsletter

❖ Festive Greetings

ENGAGAEMENT

❖ Conferences and Award Ceremony 

❖ Monthly Meetings – Presentation

❖ Networking events 

❖ Brokers Club 



OBJECTIVE 2 -

CORPORATES



ACTION PLAN

❖ Corporates 

➢ Present Clients

➢ Potential Clients

➢ Past Clients 

❖ Human resource Managers to be connected

❖ Dedicated team for networking and connecting 



ACTION PLAN 

❖ Participate in HR conferences 

❖ Sponsor HR conferences 

➢ HR Summit 2017 I Date: 15-16 Dec 2017 I Venue: Le Meridien Sankey Road Bangalore

➢ India HR Summit 2017  I Date:8th September, 2017 I Venue: The Taj Mahal Palace, Mumbai

➢ People Matters Tech HR Conference & Exhibition 2017 I Date: 3-4 August, 2017 I Venue: 
Gurgaon

❖ Scholarship for HR oriented courses 



CORPORATE ENGAGEMENT - HR 

INFORMATION

❖ Onboard plan for corporates

❖ Monthly  Newsletter/Emailers

❖ Calendar of Events

❖ Testimonial Videos 

ENGAGAEMENT

❖ Conferences

❖ Scholarship

❖ Monthly meetings

❖ Workshops 



CORPORATE ENGAGEMENT - EMPLOYEES

INFORMATION

❖ Kit 

❖ Newsletter

❖ Festive Greetings

❖ Explainer Videos 

ENGAGAEMENT

❖ Events /Contest – all offices

❖ Health camps 

❖ Meetings  - Updates (6months)

❖ Quarterly Workshops



OBJECTIVE 3-

INSURANCE COMPANY  



ACTION PLAN 

❖ Key People in Insurance companies

❖ Relationship Building at Branch and HO level 



CORPORATE ENGAGEMENT - EMPLOYEES

INFORMATION

❖ Newsletter

❖ Festive Greetings

❖ Calendars 

ENGAGAEMENT

❖ Help Desk

❖ Sponsor Events

❖ Workshops for  Employees 



HOW DO 

WE DO 

ALL THIS?



APPOINT RELATIONSHIP/BRAND MANAGERS 



RELATIONSHIP MANAGERS FOR :

BROKERS HR MANAGERS EMPLOYEES INSURANCE CO.



ROLE OF RELATIONSHIP/BRAND MANAGER

❖ Support Field Managers with Marketing Inputs

❖ Networking with the target groups

❖ Planning and Organizing Events, workshops,  conferences and engagement activities 

❖ Regular review meets 

❖ Feedback from various channels and action plan 



HOW CAN WE BE PART OF THE JOURNEY



PHASE 1 CORPORATE POSITIONING



CORPORATE 

POSITIONING
OPTION 1



BRAND PROMISE 

YOURS, SINCERELY 







PHASE 2 WEBSITE





PHASE 3 CORPORATE IDENTITY 





























PHASE 4 BRAND ENVIRONMENT 



PHASE 4 

STYLE 1
INTERNAL AMBEIENCE

















CORPORATE 

POSITIONING
OPTION 2



BRAND PROMISE 

THE ASSURANCE BEHIND EVERY INSURANCE 







PHASE 4 

STYLE 2
INTERNAL AMBIENCE 

















PHASE 5 COMMUNICATION











PHASE 6 
ONLINE 

COMMUNICATION



ONLINE POST COMMUNICATION



IMPLEMENTATION

ENGAGE

MONITOR

AUDIT

PLAN

IMPLEME-

NTATION

REPORTS



AUDIT

❖AUDIT WEBSITE,

AND SEO

❖IDENTIFYING GREY AREAS 

ON ONLINE PLATFORMS

❖PREPARE A DETAIL AUDIT 

REPORT



PLAN &

IMPLEMENTATION

❖SEO ON PAGE OPTIMIZATION

❖SEO OFF PAGE OPTIMIZATION

❖ SOCIAL MEDIA SET-UP AND 

CALENDAR

❖ IMPLEMENTATION OF THE PLAN 

OF REQUIRED SOCIAL MEDIA 

PLATFORMS



ENGAGE

❖DIGITAL POST, BLOGS, VIDEOS, 

CONTEST …

❖POSTING ON VARIOUS 

PLATFORMS 

❖CREATE ENGAGEMENT



MONITORING & 

REPORTS

❖MONITORING ON REGUALR BASIS

➢ SOCIAL HANDLES AND SEO

➢ ENGAGEMENT

❖ANALYSIS 

❖ REPORT



ONLINE VIDEO



PROJECT TEAM

Creative Head

Copy 
Supervisor

Designer

GM -Operations

Client Servicing

Digital Media 
Strategy

Sr. Digital Analyst Web Designer 
& Programmer



THE COMMERCIALS

❖ RETAINERSHIP ❖ PROJECT BASIS ❖ RATE CARD



THANK YOU FOR YOUR TIME



OPEN FOR DISCUSSION



WE LOOK FORWARD TO BEING 
ASSOCIATED WITH YOU

❖ CALL US AT          :  +91 8008556139

❖ SEE US AT             :  www.tempestadvertising.com

❖ EMAIL                   :  rekha@tempestadvertising.com

❖ MEET US AT          : ww.facebook.com/tempestadvertising
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