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Medicare Market Context

ÅBeneficiary choice and protection top priority

ÅIntense compliance focus and CMS oversight

ÅPayments to health plans being reduced

ÅMarket competition continues to be fierce

ÅProducts, benefit options and premiums shifting

ÅGrowth balancing act: organicźswitchersźretention

ÅNew distribution outletséall highly scrutinized
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Competitive Rivalry: 2009 MA-PD  BY State
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Current State of the Market

President Obamaôs Call for Reform

ï $177 billion/10 years proposed cuts to Medicare Advantage

ï MA payments equal to FFS payments by 2014

Payments to plans cut by average Ź4.5% for 2010

ï Member premium increases: $25 to $80

ï Chopping block: value-added benefits, zero premium products
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Change in Enrollment
2007-2009
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Medicare Compliance
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Play By The Rules

ïRegulatory scrutiny over the marketing and 

sale of Medicare products will intensify 

ïIntent is to provide protection for seniors from 

abusive or misleading sales practices 

ïNo upside in trying to circumvent CMS regs 

ïHave complete understanding of Medicare  

ñrules of engagementò to limit exposure to    

legal and financial penalties



Health Reform
Conclusions and Guesses

Å Keep an eye on Medicare Advantage for hint of whatôs to come.

Å Health reform will be enacted; question is how big an increase  

in coverage via individual market and Medicaid/SCHIP.

Å Reimbursement will emphasize care coordination and P4P.

Å Dramatic increase in insurance regulation with emphasis on 

compliance and consumer protection.

Å Competition will continue to be intense as market retools and 

consolidatesðstrong and nimble will survive.

Å Health plans must be able to demonstrate value to Washington.
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Integration: Marketing, Sales, Compliance
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Marketing In Transition

MarComðinteraction with customers through messaging and media that speaks

to the marketplace and increase awareness...the conversation is a monologue.

MarSalesðinteraction with customers through messaging and media that sells

the marketplace...a customer dialogue actively aligned with the sales process. 

ÅRefresh brand position

ÅMicro-segment prospects 

ÅShorten sales cycle 

ÅSynchronize creative platform and media 

ÅDeploy new outreach tactics 

ÅLink marketing budgets and sales results 

MarCom grabs attention, creates awareness, and is driven by emotion.

MarSales recognizes that great marketing accomplishes all of this with 

one critical differenceðgreat marketing sells.



Leverage Marketing Data
Customer Segmentation

Know your customersðdemographics, lifestyle, lifestage

RESULT

Build brand through points of differentiation

Guide creative execution & media plan

Manage budget through targeting

Enhance competitive positioning

CUSTOMER CONNECTION

ÅWhatôs important to them?

ÅWhat concerns them?

CUSTOMER CONTACT

ÅWho and where are they?

ÅHow do you get their attention?



Today Tomorrow

Changing Medicare Consumer

ÅTrusting

ÅReliant on physicianôs advice

ÅTraditional values

ÅLoyal

ÅWilling participant

ÅExpectations have been managed

ÅBrought-up on Medigap, not MA

Å330 baby boomers hit every hour

ÅñOld ageò begins after 80

Å65% of the total household net worth

ÅFriends are key sources of information

ÅSelf-Concept

Iôm Dominating, Demanding, Discriminating, 

Educated, Convenience-driven, NOW!!



Medicare Advantage Intelligence

Track competitors by using national, regional and local data

ÅMedical revenue/cost ratios by market

ÅMarket penetration data 

ÅEnrollment eligibility data 

ÅDrug benefit comparisons 

ÅComprehensive formulary analysis 

ÅMapping capabilities
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Marketing Communication
Generate qualified, actionable leads

Donôt ask:

ñWhatôs the right tactic?ò

Instead ask: 

ñWhatôs the right balance of tactics

to achieve optimum sales results?ò

Donôt view individual tactics in a vacuum

It takes 3 to 7 prospect touchesðthrough a   

combination of mediaðto get qualified lead

Determine which combination allows you 

to achieve your goals (and manage budget)

Each tactic plays specific role in achieving 

measurable resultséleads, leads, leads



Marketing Brings Interaction

Give beneficiaries reason to talk with you
Strong offer thatôs gets prospect to ñraise their handò

Deliver clear, sound personalized recommendations

Communicate value, not just features...ñWhatôs in it for meò

Find opportunities for one-on-one interaction
Leverage grassroots and PR ïunpaid media

Use consultative tabletop or telephone selling

Be ñgo-toò source of guidance and purchase support

Break out from sea of sameness
Stand out from competing noise in the market

Find out what works and who it works for

And if it doesnôt workˈstop, regroup, redirect
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CyberSeniors

ÅNavigation should be easy (microsite vs. company home page link)

ÅUse large, high-contrast typeéand donôt use pictures of old people

ÅDeliver on promise of a click, no in-between steps

ÅSegment your audience and target accordingly

ÅForget humor/scare tactics about agingðtry youthfulness & independence

ÅBefore you go live, test with target audience (not Gen Y web designers)
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56% Internet users age 64 -72 buy online

45% age 70 -75 are online



Retention

ÅHave a post-sale customer action plan

Ÿ 4+ touches/year can yield over 90% retention 

ÅBasic blocking and tackling 

Ÿ member orientation, welcome calls, personalized information

ÅAnalyze who is disenrolling and why (by product, market, demographic)

ÅAlways be affirming a memberôs purchaseðan after-sale sale

ÅMeasure customer satisfaction and gage loyalty

Would you recommend us to a friend?



Advertising Agency Scorecard

Å Strategic Contribution

Å Account Management

Å Creative Power

Å Production Management

Å Finance & Accounting

Å People Skills

Do theyˈ

- understand my business?

- listen to my pain points ?

- produce creative that works?

- measure and report results?

- assign ñthe rightò people?

- deliver on their promise?

Copyright © 2009, Gorman Health Group, LLC. 



Sales
Multi-Source Distribution

Training & Credentialing

Agent Oversight



AGENTS
Field Distribution

TELESALES
Extended Reach

WEB
Leads & Enrollment

Multi-Source Distribution
It All Works Together

MarketingŸLeadsŸConversionŸSalesŸCPQLŸCPS

Retail 

Outlets



NOï
Door-to-door marketing 

Cold-calling

Outbound telemarketing

Cross-selling non-health 

Educational event selling 

Free meals

Andé

Commission restrictions

Intense ñsurveillanceò

Severe penalties and fines

Agent Beware !



Credentialing Agents

Gather demographic information about your                             

agents and use it to verify their credentials. 

Program components:
ï Agent portal for establishment of e-file for agents

ï Verification of licensure

ï Check state regulatory actions

ï Verify and store E&O

ï Background checks

ï Link documents to agent file on an ongoing basis

ï Manage agents slow to submit required documentation

ï Agent contracting
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Training Agents

Module 1

Health Plan Training

Lesson 1:

Health Plan History

Lesson 2:

Plan Benefits

Lesson 3:

Plan Rules

Lesson 4: 

Enrollment Process

Module 2

Medicare Overview 
Training

Lesson 1:

Original Medicare
(Part A and Part B)

Lesson 2:

Medicare Managed Care
(Part C)

Lesson 3:

MMA & Prescription Drug 
(Part D)

Module 3

Sales & Marketing 
Ethics Training

Lesson 1:

Election Periods & Eligibility

Lesson 2:

Marketing Guidelines & Ethics

Lesson 3:

Provider Marketing
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