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Where the Rubber Hits the Road:
Outreach and Enrollment



Consumer Mindset: Still the Same Story

• Consumers know very little. The uninsured and lower 
incomes know even less. 

• Negative experiences frame expectations.
• Seeking health insurance is more of a journey than a one-

time decision.
• Vast majority has low education and literacy levels.
• Skepticism runs very high.
• Consumer interest is driven by what they expect to pay.
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Cost is the barrier:
Most people want insurance, but they can’t afford it. 

And if they can, the coverage might not be good.



The Message Framework
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IT’S NEW

There is a new way to get health insurance that fits your 
needs and your budget.

HERE’S WHAT YOU GET
All insurance plans will have to cover doctor visits, 
hospitalizations, maternity care, emergency room care and 
prescriptions.

HELP IS HERE
Financial assistance will be available to help cover the cost 
of your premiums and some may qualify for low-cost or free 
plans. Experts will be available to answer questions – online, 
over the phone and in-person.



What About Affordability?

• How do we best convey value?
• Highlight  comprehensive plans and preventive care at 

no cost 
• Feature the fact that plans cover important services 

like doctor visits, hospitalizations, prescription 
medications, emergency room care, maternity care, 
and preventive care.

• Take out-of-pocket costs head on. “You’ll never have to 
pay more than $X,XXX in out-of-pocket per year.”

• A note about 18-34 year olds…
• The fine is an effective motivator.

• $695 in two years
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Stories Matter
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What’s Really Important

• People are benefitting! More and more every day.

• No one can be denied for a pre-existing condition.

• No more annual and lifetime caps.

• Costs are lower than critics predicted.

• People are getting the coverage they need – and want. 

6



Thanks.

alison.betty@gmmb.com
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