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Dental insurer experiences data breach affecting nearly 9M patients 
Who: Dental insurer Managed Care of North America suffered a data breach earlier this year that 
exposed the personal medical data and Social Security numbers of nearly 9 million patients.  
Why: Hacking group LockBit took responsibility for the data breach.  
Where: The data breach affects dental patients nationwide. 
In February, dental insurer Managed Care of North America (MCNA) suffered a data breach that exposed 
the personal medical data and Social Security numbers of nearly 9 million patients, according to recent 
filings with state regulators.  
MCNA, the largest dental insurer for government-funded Medicaid and 
children’s health insurance programs, says in a notice that a cybercriminal gained unauthorized access to 
its computer network between Feb. 26 and March 7.  
https://topclassactions.com/lawsuit-settlements/privacy/data-breach/dental-insurer-experiences-data-
breach-affecting-nearly-9m-patients/ 
 
 
Highlights from Sunlife Q1 Financial Results 
U.S. group sales of $373 million were up $225 million, driven by higher dental(4) and employee benefits 
sales. We continue to advance our strategy of helping more people get the health care and coverage 
they need. In Q1, Sun Life was selected as the new commercial dental benefits provider for the 
employees of the State of West Virginia and DentaQuest was awarded the government dental benefits 
contract for Medicaid enrollees in Oklahoma focusing on preventive care and improved oral health 
outcomes. These awards, along with other sales in the first quarter, are expected to add approximately 
650,000 dental members over the next year. 
https://www.prnewswire.com/news-releases/sun-life-reports-first-quarter-2023-results-301822803.html 
 
 
MetLife uses agile marketing to unleash pet insurance sales 

In 2019, global insurance provider MetLife had acquired PetFirst, a pet health insurance company 
founded in 2004. After the acquisition, Sebastian, PetFirst’s former CMO, and now MetLife’s AVP for Pet 
Insurance Marketing, was tasked with growing the MetLife Pet Insurance division. 
In 2021, there were approximately 135.2 million dogs and cats owned by Americans, with about 3.9 
million U.S. pets (mostly dogs and cats) insured that year. As a growth-focused business, MetLife saw a 
significant opportunity to expand the pet insurance division. They’d been using a traditional marketing 
workflow with modular teams that were highly skilled in marketing.  
Said Sebastian, “If we needed to tap into other teams, we would do that, but it was a really traditional 
way of working. We discovered that we also needed to rely heavily on our tech partners, our data 
partners, and our business partners.”  
This need is what drove the shift from a traditional marketing approach to an agile marketing framework. 
Agile marketing, which has its roots in software development, is a way for marketers to respond rapidly 
to the changing needs of customers and drive successful business outcomes. It’s done through a team-

https://topclassactions.com/lawsuit-settlements/privacy/data-breach/dental-insurer-experiences-data-breach-affecting-nearly-9m-patients/
https://topclassactions.com/go/affiliate-aarp/
https://topclassactions.com/go/affiliate-beachbody-llc/
https://topclassactions.com/go/affiliate-beachbody-llc/
https://response.idx.us/MCNA-Information/
https://topclassactions.com/lawsuit-settlements/privacy/data-breach/dental-insurer-experiences-data-breach-affecting-nearly-9m-patients/
https://topclassactions.com/lawsuit-settlements/privacy/data-breach/dental-insurer-experiences-data-breach-affecting-nearly-9m-patients/
https://www.prnewswire.com/news-releases/sun-life-reports-first-quarter-2023-results-301822803.html
https://www.metlifepetinsurance.com/
https://www.avma.org/resources-tools/reports-statistics/us-pet-ownership-statistics
https://www.avma.org/resources-tools/reports-statistics/us-pet-ownership-statistics
https://www.avma.org/resources-tools/reports-statistics/us-pet-ownership-statistics
https://martech.org/freeing-agile-marketing-from-its-software-development-roots/?swpmtx=c96ccbdded293ef31daf355fe281108f&swpmtxnonce=01fd0db5ab


based approach using collaborative practices. This new way of working empowers marketers to do the 
right thing for the customer at the right time, eliminating a lot of wasteful process overhead. 
 
https://martech.org/metlife-uses-agile-marketing-to-unleash-pet-insurance-sales/ 
 
 
Delta Dental leader accepts new job as president, CEO of Blue Cross and Blue Shield of Nebraska 
 
Delta Dental of Iowa announced today that its president and CEO, Jeff Russell, is leaving after he 
accepted a new job as president and CEO of Blue Cross and Blue Shield of Nebraska. 
Delta Dental is the largest dental insurance carrier in Iowa. 
“Jeff has had a tremendous impact on Delta Dental and we have been fortunate to have his leadership 
for the past 10 years,” Ed Brown, board chair of Delta Dental of Iowa, said in a prepared statement. “I 
believe we are in a great position as a company – we have strong financials, a vibrant culture, a strategy 
focused on innovation and diversification, and an exceptional leadership team that is committed to the 
company’s continued success.” 
Russell has been with Delta Dental since 2013. The Delta Dental board has formed a search committee to 
lead the effort to select a new president and CEO. 
Russell was a member of the 2006 Business Record Forty Under 40 class and was named the Alum of the 
Year in 2018. His last day will be June 16. 
 
https://www.businessrecord.com/delta-dental-leader-accepts-new-job-as-president-ceo-of-blue-cross-
and-blue-shield-of-nebraska/ 
 
 
DENTAL AND VISION - THE PRODUCTS HAVE EVOLVED, COVERING MORE COMPLICATED AND EXPENSIVE 
PROCEDURES 
By Len Strazewski 

 
Drill and fill those angry cavities. Fit a new pair of eyeglasses. Get free dental and eye exams once a year. 
A generation ago, dental and vision insurance paid for those benefits and not much more. And agents 
and brokers sold them as supplements to major medical policies that provided the healthcare that really 
attracted prospective employees. They were inexpensive and easy to promote, but not critical for 
attracting new employees. 
In the last few years, dental and vision insurance has evolved, covering more complicated and expensive 
procedures, and appealing to prospective employees in an increasingly competitive human resources 
marketplace, insurers say. 
Employers are showing very strong interest in dental and vision insurance as part of their array of 
workplace benefits, says Kara Hoogensen, senior vice president of benefits and protection at Principal 
Financial Group in Des Moines, Iowa. 
Since the end of the COVID-19 pandemic and the resulting upheaval in the employment marketplace, 
employers have engaged in “a battle for talent. It is important that employers in that market create the 
right offerings in compensation and employee benefits that help them attract and retain the best talent,” 
Hoogensen says. 
Principal’s strategy is based on their own Business Owners Insights Survey, which polled 1,000 business 
owners with an employee population of two to 499 employees. The survey indicated that employers are 
paying for benefits at the highest level since 2008, and about 80% of employers now provide some 
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assistance with health and wellness benefits. Within that group, since 2022, interest in dental insurance 
has increased 59% and vision care 52%. 
Over 70% say they provide benefits to attract and retain employees, termed a significant increase over 
last year. About two-thirds of respondents said they want to offer additional benefits. Of that group, 9% 
would like to offer additional health benefits and 5% additional dental insurance. 
Dental and vision benefits have also changed from just the basics to more flexible coverage and broader 
prospects for participation, Hoogensen says. Dental benefits cover a broader level of treatments, beyond 
drilling and filling, including orthodonture, implants and other more sophisticated treatments. They also 
provide broader coverage for significant others and the families of employees. 
 
  
“Agents and brokers need to remind their clients that vision and dental 
insurance, as well as most other supplemental benefits, 
are not just one and done products. Employees need to 
be reminded of their value on a regular basis.” 
—Kara Hoogensen 
Senior Vice President, Benefits and Protection 
Principal Financial Group 
  
Employers and their employees are also becoming more aware of the relationship between general 
health and vision and dental treatment issues, she says. As a result, they are restructuring vision and 
dental benefits to cover more medical issues. 
Vision benefits, for example, are also becoming more flexible in the ways they cover general health 
issues in and around the eyes and provide richer and broader reimbursement and co-pays. 
“Most employees want benefits that are more meaningful,” Hoogensen explains, “and providers have 
recognized the medical value as well as the recruitment and retention values.” 
Dental and vision benefits do more than deal with teeth and eye problems, she says, and the medical 
community has identified their value in general health. For example, eye examinations can help 
physicians diagnose early onset of high blood pressure (hyper-tension) and diabetes, among other 
diseases, she notes. 
 
  
“People still value not going to the emergency room. People are prioritizing home 
healthcare solutions (such as telehealth) and are 
seeking out solutions such as tele dentistry 
and digital eyecare.” 
—Jill Purcell 
Head, Dental and Vision Products 
Guardian Life Insurance Company 
  
Jill Purcell, head of dental and vision products at Guardian Life Insurance Co. in New York, pins many of 
the changes on the COVID pandemic. “Great changes have come out of the pandemic, and employees 
have learned to value their benefits more than ever,” she says, even though during the pandemic 
incidental medical claims dropped as employees avoided seeking out healthcare and exposing 
themselves to the virus. 
Those claims are on their way back. “Dental claims have rebounded. Vision claims have rebounded,” she 
says. But employees have gotten used to working from home and seeking out remote means of dealing 
with their health claims. 



“People still value not going to the emergency room. People are prioritizing home healthcare solutions 
(such as telehealth) and are seeking out solutions such as tele dentistry and digital eyecare,” and as a 
result they are seeking out a digital healthcare experience and insurance that will pay for those 
resources, Purcell says. 
Employees are also seeking dental insurance that provides more oral examinations and prevention 
benefits and vision insurance that covers examination and treatment for eyestrain and problems from 
working in a digital environment. They are also seeking more payment for children and dependents. 
“All vision plans now cover preventative care and greater eyewear purchasing options. People want to go 
online to purchase eyecare and eyewear,” Purcell says. 
Today, almost all employers contribute something to vision and dental insurance premiums to encourage 
employees to purchase the coverage, Purcell notes. 
 
  
“Vision and dental insurance haven’t changed much overall. There is 
still a basic plan design that is a lot like the plans of 
previous years, but there have been a lot of 
enhancements in the post-pandemic era.” 
—Jennifer Wooster 
Vice President, Group Actuarial 
Ameritas 
  
Jennifer Wooster, vice president of group actuarial at Ameritas in Lincoln, Nebraska, agrees that 
supplemental benefits such as vision and dental are not just minor contributors to an employee 
compensation package. They are now considered part of overall employee wellness programs that 
support employee health needs. They cover more conditions and pay more costs. 
“Vision and dental insurance haven’t changed much overall. There is still a basic plan design that is a lot 
like the plans of previous years,” she says. “But there have been a lot of enhancements in the post-
pandemic era. Employees can purchase higher maximums, higher or lower deductibles, and other 
features that make the product more flexible.” 
The enhancements are designed to meet changes in employee needs, she says, which have been 
changing with pandemic-generated changes in work style. New benefit designs respond to the health 
issues of remote workers and have created new ways of delivering benefits, such as telehealth and tele 
dentistry, that support online structures that have been generated by pandemic protection efforts. The 
work design changes are likely to be permanent and employers are trying to modify benefit plans to 
meet the needs of the evolved workers, she says. 
“Employers are trying to enhance product flexibility to provide more opportunities for employees and 
expand their overall benefits offerings. Every-one is trying to make their benefits plan unique,” Wooster 
says. 
Costs are also an important issue. Employers continue to look for ways to contain benefits costs, but they 
recognize that helping employees reduce healthcare claims costs with supplemental benefits such as 
vision and dental insurance can contribute to the benefits economy overall. Encouraging participation in 
supplemental benefits not only takes more burden off employees but contributes to lower levels of 
absenteeism when some workers return to worksites and greater employee productivity if they continue 
to work at home. 
The new generation of vision and dental benefits poses marketing challenges for agents and brokers, but 
insurers say they are providing more education-al resources to help agents and brokers communicate the 
new features. Even though many supplemental benefits such as vision and dental insurance are sold 
separately from major medical insurance and marketed by separate groups of specialty insurers, agents 



and brokers are combining the benefits into their enrollment platforms and encouraging employers to 
promote the coverage to employees as part of a unified enrollment process. 
Hoogensen says agents and brokers need to advise employers to integrate their benefits programs and 
their enrollment processes. Most employers now contribute some or all the premium for vision and 
dental benefits, recognizing the program value in recruitment and retention, and employees should 
make their participation decisions right after medical plans and in the same employee benefits 
management system. 
While insurers have marketing communications that can help describe and explain the new features, 
agents and brokers need to listen to employers and understand their needs, she notes. “Agents and 
brokers need to listen to their clients and understand their new needs as employees return to their 
offices in the post-pandemic environment. 
“And employers need to listen more to their employees and their needs in this new environment,” 
Hoogensen adds. “Agents and brokers need to remind their clients that vision and dental insurance, as 
well as most other supple-mental benefits, are not just one and done products. Employees need to be 
reminded of their value on a regular basis.” 
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