
The Federal Employees Group Life Insurance (FEGLI) Program was created in 1954 to provide competitive
group life insurance coverage for Federal employees and their families. Today FEGLI is the world’s largest
group life insurance program, covering over 4 million Federal employees, retirees, and family members.

To celebrate FEGLI’s 50th Anniversary, a special FEGLI 2004 Open Season was authorized allowing eligible
employees to enroll – if they were not previously enrolled, or enhance their existing coverage if currently
enrolled – without providing evidence of insurability (no medical questions or physical exams). This is a
significant event that occurs less than once every five years.

Having created the successful marketing communications efforts for the two previous Open Seasons in 1993 and
1999, DeBow Communications was invited to participate in a creative competition conducted by Metropolitan
Life Insurance Company (MetLife), the administrator of the FEGLI Program. In a blind review, our concepts for
the campaign were chosen by the senior management of the United States Office of Personnel Management
(OPM) the Federal agency responsible for the FEGLI Program.

While many elements of our initial creative presentation were well received, the Clients (both MetLife and
OPM) were particularly enamored with our unique logo design. As you’ll see this image dominated the entire
campaign, which included a comprehensive direct mail package, on-site promotional materials (including
posters and tent cards) as well as an educational video.
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OUTSIDE ENVELOPE DIRECTOR’S LETTER

ENROLLMENT FORMWORKSHEET

DIRECT MAIL

The primary communications vehicle for this campaign was a comprehensive direct mail package that was
distributed -- to home address, if known, or at the workplace -- to the more than 1.75 million Federal and
750 thousand United States Postal Service employees eligible for the program.

As shown below, the package consisted of a carrier envelope, an endorsement letter from the Director of
the United States Office of Personnel Management, an 8-page brochure containing a detailed description
of the program and answers to the most common questions, a special worksheet to allow employees to
calculate their insurance needs, and a multi-part application form.
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EIGHT-PAGE BROCHURE
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MEETING POSTER ANNOUNCEMENT POSTER

TENT CARD

POSTERS AND TENT CARDS

To generate maximum response to the campaign, special FEGLI 2004 Open Season Posters and Tent Cards
were distributed to more than 6,000 workplaces throughout the world where these 2.5 million employees are
located. These included posters of various sizes as well as special “Meeting Posters” to be used by local human
resources offices.
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EDUCATIONALVIDEO

Perhaps the most challenging component of the project was the creation of an informational video. We live in
a litigious society, and the federal government is not immune. Historically, videos of this nature (including ones
that we have previously produced for this as well as other clients) simply extolled the virtues of the program,
and urged employees to participate. That’s no longer the case. Today, informational videos not only have to
ensure that the employees get the gist of the message, we now have to make sure that they not only understand
all of the ramifications of the program . . . but that they cannot misunderstand the message.

Capturing all this information in our script gave us a 15 + minute presentation (in the past12 minutes was
thought to be too long, and that was before MTV), with a lot of very dry legalese. An attractive spokeswoman,
a beautiful home setting, and a lot of motion helped to produce a compelling presentation.
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The Director of OPM talks about the importance of employees
reviewing their life insurance coverage, and adds her personal
endorsement.

Our spokeswoman briefly reviews what will be covered and sets
the tone for the remainder of the video in the dining room of a
traditional home.

The Open Season is announced with our branding and some
upbeat music.

We put the FEGLI Anniversary in perspective with video clips from
the past five decades.
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Spokeswoman moves to the Den, and answers the # 1 question;
“Do I need to have Basic in order to choose coverage for my
Spouse and Dependent Children?” The answer is “Yes.”

Moving to the Den/Sun Room, we begin to explain the details of
the various options. Option “A” is simply a $10,000 age-banded
add-on with no cost AD&D.

Option “B” is not quite as simple. Employees are asked to choose
up to 5 multiples of their annual rate of basic pay rounded up to
the next $1,000, and then calculate that cost at age-banded
premiums. How old are you? For the FEGLI Program your age is
set on the first day of the pay period that starts after your birthday.
Is that important? It is when you consider that the premium
doubles from age 54 to 55.

Option “C” covers employees families and once again, as with
Option “B” offers up to 5 multiples of coverage. But these
coverages are not multiples of your basic pay, but multiples of
coverage “units” (each unit is equal to $5,000 on your spouse
and $2,500 on each of your dependent children). And once again
we are dealing with age-banded rates.

Video clips of significant life events (marriage, new child, new
home, etc.) reinforce why employees need adequate life
insurance coverage.

Basic Insurance coverage  –  and its cost structure  –  are
explained. Basic is fairly straight forward and easy to explain.
The addition of Accidental Death & Dismemberment (AD&D)
coverage at no cost, however, lengthens the explanation.



7

Moving to the Kitchen, we talk about the “menu” of
advantages that are part of the FEGLI Program, stressing
Group Premiums, Payroll Deduction and Generous Family
Coverage to differentiate the FEGLI coverage from
coverage being offered to these employees by private
sector insurers.

Moving to the Sunroom, we explain that new coverage selected
during this Open Season will not become effective for at least a
year, so as to avoid adverse selection. This is particularly
important to those employees who may be contemplating retiring
who will need to have their new coverage effective for at least 5
years in order to carry it into retirement.

Moving to the Dining Room, we begin to deal with the “How-To” of completing the 5-Part Open Season Election Form. How complex? Well the long
series of bullet points on the cover sheet (See Election Form on Page 2) are not instructions for completing the Election Form, they are just
reminders of all of the caveats about whether or not to use this, or some other Form and the special issues involved in the Open Season itself.

Moving outdoors to the Patio, we talk about the advantages of the
Open Season itself, most notably that it allows employees to
enroll  –  if not previously enrolled – or to increase or change their
insurance coverage without answering any medical questions, or
taking a physical exam.

We then tell them through shots of the various elements how
they can get the answers to any questions they may have, and
how to enroll. This includes our Direct Mail “Enrollment Packet”
as well as a special FEGLI 2004 Open Season website.



  PO Box 5432  New York, NY 10185-9998
 212.977.8815           info@debow.com

        www.debow.com

Integrated Marketing Communications
DeBow Communications, Ltd

Clearly this brief look at the FEGLI Campaign leaves most of the story untold. We would welcome the
opportunity to tell you more about this project as well as some of the other exciting programs we’ve been
working on over the past months, provide you samples or a copy of the video, and discuss any upcoming
projects you might be contemplating.

We look forward to talking to you soon . . .

CAN WE TALK?
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Moving outdoors to the Front Yard, we summarized the FEGLI Program and Open Season Advantages, remind viewers that the Open Season
will end on September 30th, and that once it ends no one knows when the next on will be. We also remind them to visit the special Open
Season website.


