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Agenda

I. Call to Order

II. Public Comment

III. Access Health CT Small Business –
Vision/Strategy/Operations

IV. Sales Objectives

V. Marketing Update

VI. Adjournment
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Call to Order
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Public Comment
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Vision/Strategy/Operations
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Vision

Guiding Principles

• The SHOP Exchange should provide employees with a 
choice of health plans from a number of health insurers

• The SHOP Exchange should strive to increase the 
number of employers that offer employer-sponsored 
health insurance.

• The SHOP Exchange purchasing model should be 
structured so that employee choice does not result in in 
risk selection problems for health insurers. And 
adversely affect the cost of coverage.

BC1



Slide 6
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Brooker, Chad, 9/29/2014
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Vision (Continued)

• The SHOP Exchange should minimize the any 
unintended harm to the existing small group health 
insurance marketplace.

• The SHOP Exchange should minimize the administrative 
and financial burden to all involved in the Exchange, 
including, but not limited to, employers employees. 
Insurers and providers.

• Whenever feasible, the SHOP Exchange should leverage 
existing resources and technology to keep costs down.

BC8
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Access Health CT Small Business Strategy

• Business Strategy Moving Forward
– Re-engagement of Brokers

– Expanded Marketing 

– Focus on strengths

• More inclusive group size 

• Improved plan design

• Tax credit 

• Service

– Growing other offerings (Dental)

BC6
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Operations Highlights

• Web Site

• Live Case Tracking

• Family Health Statement Automation

• Training engaged for new broker certifications
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Web Site

• Changes based on customer feedback & Urban 
Institute Survey 
– Pay a bill
– Get a quote
– Tax credit calculator
– Find a broker

• Improved interface 
• Expanded content
• Due for completion by 2015 open enrollment
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Web Preview
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Home Page

DRAFT

Photos are 
placeholders & 
will change.

Content will change
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About Us 

DRAFT

Photos are 
placeholders & 
will change.

Content will change
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Small Business Owners

DRAFT

Photos are 
placeholders & 
will change.

Content will change
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Brokers

DRAFT

Photos are 
placeholders & 
will change.

Content will change
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Tax Estimator Calculator

DRAFT

Graphic may change.

BC4
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Sales Objectives

I. Target Audience

II. SHOP Progress

III. Sales Snapshot

IV. Sales Objectives

V. Leveraging our New Plans

VI. Renewals
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Target Audience

• Broker 
– 600+ certified AHCT Small Business brokers

• Small Employer worksites  
(statewide, as of 4th quarter 2013 -- CT DOL)

– 45% of those employed in CT are employed 
by businesses with fewer than 50 employees

• CPA Groups
• Small Group Associations
• Non-Profit Organizations
• Step-up Programs

Number of 
Employees

Number of 
Businesses

1 ‐ 4 66,825

5 ‐ 9 17,989

10 – 19 12,228

20 ‐ 49 8,315

50 – 99 2,688
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Oct Mar July Sept

306

SHOP Progress 10/13 – 9/14 (12 months)

Jan 1, 2014
Vendor Open 
Enrollment

10 Sales Staff
2 Sales Admin
7 Operations

Mar 1, 2014
Transition

Vendor to AHCT 

1 Active Sales Rep
2 Operations

July 14, 2014
Full Time AHCT

1 Sales Rep
3 Operations

Sept 1, 2014 
AHCT 

1 Sales Rep
3 Operations

Totals*:
115 Groups
452 Subscribers
696 Members

* Totals do not equal period sales 
results  due to group terminations 
and group adds & disenrollments

12
44

78
47

198

39

148

214

19
53

19

Groups

Subscribers

Members
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Sales Snapshot

August, 2014 September, 2014

Quotes 40 43

Possible 10 21

Groups Sold 12 7

Membership Results Subscribers: 53
Total Members: 78

Subscribers: 24
Total Members: 37

August, 2014 September, 2014

Stayed with current carrier/plan 10 9

Pricing not competitive 8 2

Could not afford 3 0

Sales Activity

Top Three Reasons for Not Choosing AHCT SB
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Sales Objectives

• Reinforcing SHOP as a commitment of AHCT

• Seeking Benefits Central solution

– A marketing tool for member brokers to obtain all plan 
options and rates available in the State of ConnecticutBC2
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BC2 be prepared to speak on this since it is a bit vague 
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Sales Objectives (continued)

• Outreach to Key Groups: 
• Broker 

• Renewed emphasis on face-to-face meetings
• Continued Education focus on new products & marketing strategies

– Employers (50 Employees & Under)
• Expanded education  on advantages of small group coverage through ACA  -

including tax credits, favorable eligibility guidelines and ultra-small group coverage
• Expanded marketing through collaterals, mailings, expos & association events

– CPA Groups
• Marketing material on tax credits available for For-Profits & Non-Profits
• Use relationships to organize small group events

– Small Group Association Events
• Face-to-face meetings with Association Heads
• Expos

– Non-Profit Organizations
• Broker education
• Marketing pieces on tax advantages

BC9
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Leveraging our 2015 Plans

• Standard plans have been revised for 2015 
• Designs, approved by the SHOP Advisory Council, 

are more desirable and better in many ways to 
other similar current small group offerings.

– Richer benefits than general marketplace
– Less applicability of the deductible
– More favorable Rx cost-sharing

• Opportunity to sell value

BC3
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BC3 i would either put the CBIA AHCT split i created on slides or make sure to hand them out and spend a little bit pointing out some of the
key elements and advantages
Brooker, Chad, 9/29/2014
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Renewals

• Process begins in October 
– (employer/broker notified by Oct. 15, employer begins 

selection period Nov. 15 and employees select plans 
starting December 15 for Jan. 1st renewals)

• 51 renew in Quarter 1 2015
• Focused on retaining business through “high touch” 

approach and superior customer service
• SHOP renewals are processed continuously throughout the 

calendar year

BC5
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BC5 need to be prepared to explain what this is and when it would kick in for non-Janaury 1 groups
Brooker, Chad, 9/29/2014
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Marketing Update

Collateral Creation

• New collaterals for SHOP are completed
– Broker Top 10 Flyer (English & Spanish)
– Employer Top 10 Flyer (English & Spanish)
– Broker brochure (English & Spanish)
– Employer brochure (English & Spanish)

• Additional collaterals to be developed
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Sample Broker Flyer
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Employer Brochure  
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Marketing Update (Continued)

Outreach to Brokers & Employers

– “Email blasts” to current broker base

– Broker Newsletter 

– Direct mailings to employers
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Questions
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Adjournment


