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From Back-0Office to
Digital Transtormation Partner

Repositioning Patra's Marketing Engine for the Insurance BPO Market

MARKETING STRATEGY CASE STUDY
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Client Overview

Patra is a global leader in technology-enabled insurance processing, serving agencies, MGAs, and carriers with policy checking,
certificate issuance, and back-office workflows.

THE CHALLENGE

Patra's marketing still read like a traditional BPO
provider, despite growing automation and Al
capabilities. The brand story didn't match the
operational reality.

Reposition from traditional insurance outsourcing

vendor to tech-enabled insurance operations and

digital transformation partner.

Core Services

Policy Checking Certificate Issuance Back-Office Workflows Outsourced Operations
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MARKETERS

Channel-by-Channel Audit

Website LinkedIn YouTube
STRENGTHS STRENGTHS STRENGTHS
Clear positioning, clean design, Professional tone, frequent Professional production,
detailed service pages, active blog updates, strong B2B base, client testimonials, partner videos

employer branding

OPPORTUNITIES OPPORTUNITIES OPPORTUNITIES

Stronger CTAs, gated assets, Customer metrics, native video, Explainer videos, ROl comparisons,

SEO optimization, segment pages Lead Gen Forms, targeted ads narrated case studies, video SEQ
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Brand Positioning Strategy

"Patra helps insurance agencies, MGAs, and carriers modernize operations through automation, Al, and scalable
services — enabling faster, more accurate, and cost-effective insurance workflows."

Messaging Pillars

Speed, accuracy, and Compliance, audit readiness, Adapt to growth without

SLA compliance E&QO exposure mitigation additional overhead

Perception Shift

FROM: Traditional insurance outsourcing vendor - TO: Tech-enabled insurance operations partner
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Demand Generation Strategy

Target Personas

Underwriting, Claims & Compliance

IT & Innovation Officers
Leaders

COOQOs & Operations Executives

Key Tactics

— ABM segmented by insurance line
— Segment-specific value proposition campaigns

— Customer-centric ROI storytelling

Campaign Themes

"Al-Powered Policy Checking: Reduce E&O Risk by 35%"

"Automate Your Insurance Operations: Save 1,000 Hours Annually"
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Buyer Persona: Aaron Moore

VP of Operations / Director of Insurance Operations | Age 40-55 | 15-25 years experience

GOALS PAIN POINTS
— Increase operational efficiency without growing — Manual workflows causing bottlenecks
headcount — Talent shortages and turnover

— Reduce E&O exposure Compliance and E&O risk

%
— Maintain or improve customer satisfaction — Scalability challenges
— Standardize teams and workflows — Disjointed systems
— —

Implement digital transformation Executive pressure for cost optimization

Buying Triggers



8 4NTE
Content Strategy by Funnel Stage

Top of Funnel Middle of Funnel Bottom of Funnel

— Thought leadership articles — Decision guides — Case studies by segment

— Automation & Al in insurance — Build vs. buy content — ROI calculators

— Benchmark reports — Video demos — Total-cost-of-ownership

— '2025 State of Insurance — Quote Compare Al examples comparisons

Operations' — Proof-of-value engagements
Key Channels

LinkedIn Ads SEO / SEM ABM Platforms Industry Events Partner Marketing
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Strategic Priorities

Reposition Brand
Shift to tech-driven insurance operations partner

Launch ABM Engine
High-value pipeline growth

Create ROI-Driven Content
Accelerate mid-funnel conversion

Align Sales Enablement
Improve pipeline velocity and win rates

Expand Current Clients
Increase retention and lifetime value

Next Steps: Finalize personas — Prioritize content roadmap — Build sales toolkit = Launch ABM pilot Q3
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MARKETERS

Key Takeaways

Patra's operational capabilities were stronger than its brand story
Every channel had specific, actionable improvements identified
The Aaron Moore persona grounded strategy in real buyer needs
Content was mapped intentionally to each funnel stage

The strategy created a sequenced roadmap, not disconnected tactics
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