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WHAT IT MEANS FOR BLUE PLANS

REBRAND IMPLEMENTATION
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EXPECTATIONS 

SUPPORT



GeoBlue Rebrand
INFORMATIONAL WEBINAR FOR BLUE PLAN COMMERCIAL TEAMS
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Jean Erhardt
Managing Director, Brand Strategy 

Blue Cross Blue Shield Association

Opening 
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Rebrand Overview
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Current State of GeoBlue Brand(s)

WHY ARE WE REBRANDING?
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Current State of Brand Touchpoints for GeoBlue Audiences

Proprietary & Confidential: Do not distribute externally. 7
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Dual Brand Approach for Corporate Group Segment 
BCBS GLOBAL (PRODUCT) AND GEOBLUE (COMPANY)

Proprietary & Confidential: Do not distribute externally. 8



Single Brand Approach for Scholastic and Individual Segments 
GEOBLUE (PRODUCT AND COMPANY)

Proprietary & Confidential: Do not distribute externally. 9



BCBS Global sounds like a company name and not a product name 
and has contributed to the confusion we are experiencing in the market

10Proprietary & Confidential: Do not distribute externally.

Naming Convention Across the BCBS System
BCBS GEOGRAPHY IS A "WHO" (COMPANY) AND NOT A "WHAT" (PRODUCT) 



11Proprietary & Confidential: Do not distribute externally.Feedback from GeoBlue commercial team, June 2022.

“Can you please call yourself one thing?” Between BCBS Global, GeoBlue and Bupa, they were frustrated as to what to call us.

WTW is still asking for help from us. They said: “Help me help you, help me sell you. Call yourselves one thing.” 

Cost containment call with WTW, CoE lead essentially asked us to give her and her team a cheat sheet on how to explain our 

company as the names are confusing. 

WTW London has asked us to explain how GeoBlue relates to BCBS Global, especially for member onboarding webinars.

“Are you GeoBlue or with BCBS Global?” They questioned me on this as they think it’s two different companies. 

“All of these names – GeoBlue, BCBS Global and Bupa – just reinforces what those of us in the broker community think 

of the Blues: they are fragmented and this is what Cigna and Aetna sells against. Do you really want to go with them when 

you’ll be dealing with so many entities?”

“GeoBlue? I would say the first word that comes to mind is fragmented”

Dual Brands Reinforce Negative Broker Perceptions About BCBS System



12Proprietary & Confidential: Do not distribute externally.Feedback from GeoBlue commercial team, June 2022.

During a finalist meeting about ¾ of the way into the meeting, we took a question from the head of global benefits, who wanted to ask 

a question using our name and she said something along the lines of, “OK, if we switch to GeoBlue or BCBS Global, whatever 

you call yourselves …” This client, who was open to switching business, was unclear on what to refer to us as.

White and Case implementation. They were very concerned about the member onboarding presentation: “This is very confusing. 

You need to explain the relationship between the two companies (GeoBlue vs. BCBS Global). Who are you? What is this?” 

Coupang HR asked if we can make sure we explain the difference between BCBS Global and GeoBlue during the onboarding 

as they felt it was confusing with too many names.

Feedback from Facebook was that there are too many names, very confusing for their employees.

Dual Brands Cause Confusion for Employers and Members

THIS DILUTES THE POWER OF THE BCBS BRAND

At a recent BCBS SC event, the head of SC Blue sales team had to explain the difference between GeoBlue and BCBS Global.



Introducing Blue Cross Blue Shield Global SolutionsSM

OUR NEW BRAND
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From Dual Brands to One Brand
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FROM

and/or

TO



• Removes market confusion 

• No explanation needed 

• Singular brand is more cost efficient to maintain

• Fully leverages the brand equity in the BCBS name

• Improved experience for inbound members accessing care in the U.S.

• Ability to invest in building the BCBS Global Solutions brand without 

dilution and confusion

What Will We Gain From Rebranding to BCBS Global Solutions?
BENEFITS OF THE RE-BRAND

15Proprietary & Confidential: Do not distribute externally.

SIMPLICITY + POWER = IMPACT



Opportunity for GeoBlue and the BCBS System
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• Brand awareness is the extent to which the market 
recognizes a brand (e.g., “Yes, I’ve heard of Accenture.”)

• Brand relevance is the measure of a brand’s marketplace 
established credibility on a capability (e.g., McKinsey has 
high brand awareness but zero brand relevance in 
accounting services)

Consumers Today Don’t Think of BCBS for International Health Insurance

THE BCBS SYSTEM HAS HIGH BRAND AWARENESS FOR HEALTH INSURANCE 
BUT VERY LOW BRAND RELEVANCE WHEN IT COMES TO INTERNATIONAL HEALTH INSURANCE

17Proprietary & Confidential: Do not distribute externally.

AWARENESS ≠ RELEVANCE

RELEVANCY

WHAT 

YOU

GIVE

WHAT 

THEY

KNOW
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We have a unique–and limited time– 

opportunity to gain mindshare and 

brand relevance



We Have a Rare Opportunity to Gain Brand Relevance and Mindshare
NEARLY HALF OF CONSUMERS DON’T KNOW WHO SELLS INTERNATIONAL TRAVEL MEDICAL INSURANCE
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BASE: ALL QUALIFIED RESPONDENTS: (2022 n=2,086) 

Q11. Which of the following brands sell international travel medical insurance (i.e., short-term insurance that covers medical expenses while traveling internationally)? Please answer to the best of your knowledge. Please select all that apply.

Which of the following brands sell international travel medical insurance? 

28%
24%

18% 16%
13%

7% 7%

46%

BCBS United
Healthcare

IMG Aetna Cigna GeoBlue Seven Corners Don't Know

54% Aware of any brand Net
33% BCBS + 

GeoBlue (Net)

38% Millennials 

Proprietary & Confidential: Do not distribute externally.



BCBS Should Be the Trusted Go-To for International Health Insurance
DESPITE LOW BRAND RELEVANCE, HIGH OPENNESS CREATES ROOM TO OWN THE MARKET

20Proprietary & Confidential: Do not distribute externally.

BASE: ALL QUALIFIED RESPONDENTS: (2022 n=2,086) 

Q12. Regardless of whether you currently have international travel medical insurance, which of the following brands would you be open to using for your international travel medical insurance needs? Please select all that apply.

Which of the following brands would you be open to using for your 
international travel medical insurance needs?

57%

47%

25%

33%
27%

10% 8%
12%

BCBS United
Healthcare

IMG Aetna Cigna GeoBlue Seven Corners None of the
Above

88% Open to any brand Net
61% BCBS + 

GeoBlue (Net)
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Rebrand Launch: National Advertising Campaign
INTRODUCE BCBS GLOBAL SOLUTIONS AS THE PREMIER SOURCE 
FOR INTERNATIONAL HEALTH INSURANCE

POST-

PANDEMIC 

IMPACT

CAPITALIZE 

ON TRENDS 
(increased consumer 

awareness of travel health 

coverage need, global 

nomads, remote/hybrid 

work from anywhere)

EDUCATE THE 

CONSUMER 

MARKET

NATIONAL 

AD 

CAMPAIGN 
with assets 

to support 

BCBS Plans



Rebrand Implementation
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Rebrand Timeline
LAUNCH IN MARKET: JULY 2025; RETIRE GEOBLUE: JAN 1, 2027  

23Proprietary & Confidential: Do not distribute externally.

• Solutions and Planning 

Through July 2025

– Asset inventory

– Enterprise project plan

– First to know communications

• External Launch  

July 2025

– National campaign

– New consolidated website

– Newly branded member portal 

and mobile app

• Rebrand Transitions 

(i.e., new ID cards)

– Individual starting in July 2025

– Student starting in August 2025

– Corporate starting in January 2026

2025 2026

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

National Campaign

Individual Transition Period

Student Transition Period

Corporate Transition Period

Provider Transition Period

Solutions and Planning

External Launch



Sales and Marketing Planning and Implementation: What To Expect
SUPPORT EVERY STEP OF THE WAY

24Proprietary & Confidential: Do not distribute externally.

KICKOFF/ASSESSMENT

Q4 2024 – Q1 2025

B
L

U
E

 P
L
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N

SCOPE

Q1 – Q2 2025

IMPLEMENT

Q2 – Q3 2025

AEP/OEP

Q4 2025 – PY 2026

S
U

P
P

O
R

T
 

F
R

O
M

 U
S

• Confirm champion(s)/POC

• Asset inventory/assessment

(due 1/15/25)

• Plan for assets to be updated 

and prioritized into

• 2025 cycle (1/1/26 PY)

• Update assets accordingly • BCBS Global Solutions in 

market for 2025 OE – 1/1/26

• Monthly office hours

• Provide toolkit

− Standard messaging 

for various assets

− Phase two webinar (TBD)

• Monthly office hours

• Provide support, consultation 

and review

• Provide assets to support 

national campaign

• BCBS Global Solutions 

in market July 2025

• Monthly office hours 

• Provide support, consultation 

and review

• Kickoff webinar (Nov 19)

• Set expectations  

• Provide initial tools and support

− Dedicated Microsoft 

Teams page

− Inventory template

− FAQs



Your Role in the Rebrand
SETTING EXPECTATIONS

25Proprietary & Confidential: Do not distribute externally.

Inventory 

Your Sales and 

Marketing Assets 

Plan for 

Updates 

Participate in the 

Review Loop

• Take an inventory of all your 

sales and marketing assets that 

mention GeoBlue or Blue Cross 

Blue Shield Global:

− Landing pages on your website

− Marketing materials (all segments)

− Marketing campaigns

− Responses in RFP databases

− Etc.

• Work with the content 

owners to plan for assets 

to be updated 

• Work with our team to review 

updates to your assets 

Implement 

Your Updates

• Ensure that go-live dates 

align to the timeline  



Our Commitment to You and a Successful Rebrand Implementation 
ACCESS TO TOOLS AND INFORMATION 

26Proprietary & Confidential: Do not distribute externally.

MICROSOFT 

TEAMS PAGE
One stop for all info and materials

Designated point of contacts 

(POCs) will receive access to 

Microsoft Teams page 

MONTHLY OFFICE 

HOURS
2nd Wednesday of every month,

 2–3 p.m. ET

Starting Dec 11, 2024

Invite to follow

REBRAND 

PAGE ON 

BLUE WEB 
Coming soon



Getting Started

27Proprietary & Confidential: Do not distribute externally.

Follow up email to be 

sent this week

Fill out the surveys in 

the follow up email

Questions can be directed 

to Jackie Diamond 
jdiamond@geo-blue.com

Confirm your Blue Plan’s 

point of contact

Tell us if you have any questions 

or concerns with implementing 

the rebrand 

Begin the materials 

and content inventory

Complete the inventory by 

January 15, 2025



Blue Cross Blue Shield Global® is a Brand owned by Blue Cross Blue Shield Association. Bupa Global is a trade name of Bupa, an independent licensee of Blue Cross Blue Shield Association, an association of independent Blue Cross and Blue Shield 
companies. GeoBlue® is the trade name of Worldwide Insurance Services, LLC (Worldwide Services Insurance Agency, LLC in California and New York), an independent licensee of the Blue Cross and Blue Shield Association and is made available in 

cooperation with Blue Cross and Blue Shield companies in select service areas. Coverage is provided under insurance policies underwritten by 4 Ever Life Insurance Company, Oakbrook Terrace, IL, NAIC #80985. 4 Ever Life Insurance Company is an 
independent licensee of the Blue Cross and Blue Shield Association.

All other trademarks are the property of their respective owners.

Questions?
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