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Agenda



Public Awareness = Crime Prevention

• Large portions of the public do not know insurance 
fraud as a crime

• Many think it is “not a big deal” because it is a “victimless 
crime”

• Outreach informs the public of their rights

Why Outreach is Important



• Be mindful of your resources
• Utilize free, low-cost media

• Press releases, local news interviews

• Social media, websites

• Speaking engagements, community fairs and festivals

• Training for law enforcement, insurance carriers

• Mass media campaigns

• Meet your audience where they are
• Strategic digital targeting

• Use a variety of difference sources and methods

• Make materials available in more than one language
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Strategies of Effective Campaigns
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Paid Media Campaigns
Billboards
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Paid Media Campaigns
Print Media
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Free/Low-Cost Media
Social Media
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Free/Low-Cost Media
Press Releases, Local News Coverage
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Free/Low-Cost Media
Brochures
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Community Involvement
Speaking Engagements, Trainings, Fairs, Festivals



Bringing It Together In A 
National Campaign

Contractor Fraud Example
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1. Issue Identification

2. Stakeholder Engagement

3. Campaign and Message Development

4. Implementation

5. Ongoing Measurement and Refinement

Effective Public Affairs Outreach
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Identifying the Fraud Issue
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Engaging Key Stakeholders



Integrated Media 
Campaign

Public

Communications 
Tools

Members, LE, Gov’t 
Agencies, Trades

Partner-Driven 
Efforts

All Stakeholders

State Proclamations
Elected Officials, Gov’t 
Agencies, Member GA 

Teams

Training & Events
All Stakeholders
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Developing a Holistic Stakeholder Campaign
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Educating Public through Integrated Campaign

Ea rn e d  Me d ia
National and Local Interviews

• Broadcast

• Radio

• Print

So c ia l Me d ia
Paid and Organic Campaign

P SAs
National Distribution 

• Infographics

• Videos

• TV, Radio and Web

• English and Spanish



• Stakeholder Toolkit – 

• Templated Materials in English & Spanish

• Daily Posting Recommendations

• Co-branding Opportunities

• Templated Materials – Infographics, Social 
Media Posts and Imagery, Videos, Press 
Releases, etc.

17

Equipping Stakeholders with Tools
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Partnering on Stakeholder Events

• Partners: NAMIC and Kentucky Farm Bureau

• Special Guests: KY State Representatives and 

KY DOI Commissioner 

• Key Stakeholders: Legislators, US Attorneys 

Office, DOI Staff, Member SIUs, Law Enforcement

Ke n t u c k y In s u ra n c e  Fra u d  Su m m it

• Participants: Local, State and Federal Government 

Agencies

• Key Stakeholders: Public, Law Enforcement

Ala b a m a  “Are  Yo u  P re p a re d ? ” Exp o
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Leveraging Stakeholder Reach

Alls t a t e  “Ad vo c a t e  
fo r  Go o d ” 
Ca m p a ig n

Trip le -I 36 0  
Ne w s le t t e r

Fa c e b o o k  Live  
Eve n t  w it h  AARP
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Engaging Elected Officials & Government Agencies

Proclamations in 21 States + Puerto Rico



Successful State Initiatives
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PA Insurance Fraud Prevention Authority
“See How They Lie”

https://www.youtube.com/@paifpa/videos

WEBSITE:
HELPSTOPFRAUD.ORG

helpstopfraud.org/public-awareness/
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YouTube Channel

https://www.youtube.com/@paifpa/videos
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Know Your Tow



21–34-YEAR-OLD MALES
• Seek entertainment from a wide range of platforms

• Insurance fraud is not a topic that concerns them….unless

• Basic understanding of automobile insurance fraud

• It takes an array of ads to reach this age group

• “you shouldn’t use tax dollars for these videos”

• 1 person mentioned the “TRUNK MONKEY” commercial

24

2 Focus Groups



• 5 surveys of Pennsylvania adults between 2008 - 2017

• 45% report seeing advertisements in PA about insurance fraud

• 29% said advertisements change the way they think about fraud

• 22% thought people got caught committing insurance fraud 
because companies investigate claims AND the offender made a 
mistake
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Consumer Research Studies



• CARVERTISE - formula  measure miles driven, time of day

• Webpage - number of visits

• Video on streaming service - have to watch

• DMV - estimated number, runs continuously (no audio)

• Billboard - impressions

• Penn State football radio broadcasts - # of stations, estimated listeners

• Bryce Jordan Center - number of visitors a year

• Riverhounds S.C. training academy & Highmark Stadium - visitors
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Impressions?



Questions?
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