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DESIGN KICKOFF



Bring visual clarity and better
narrative cues to our executive-level
presentation designs
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=¥ THE DIAGNOSIS

3 communication challenges

EXECUTIVE TEAMS ALWAYS FACE

1. ONE SLIDE DOING 2. VISUAL FATIGUE 3. SAYING EVERYTHING MEANS
MULTIPLE JOBS REMEMBERING NOTHING

“Is this slide a key insight? Supporting data? “Where do | look? | need visual clarity, not “It's not easy to Retain and Repeat the
A recommendation? All three? visual overload” narrative”
“Don’t build slides, build a clear case” “Slide design should cue where I'm at In “I can’t advocate for it if | can't remember it”

the story”



' BOARD RETREAT PRESSURE TEST

SUMMARY . . We lead in most commercial segments. However, our historically most Embl ioati L. ¢ dund " )
A We have about 2.5 million comrrtermal rr!ember.s spread across A profitable segments are declining, and our largest and growing mu.!."!m | mpl Oyerls are nawg?i |r;1g rising cosk.s ar'lJ underperforming mu.!."!m
our key segments. About two thirds are in self-insured products. segment — commercial self-insured — is the least profitable. egacy solutions—and they are seeking better answers.
e — Discussion questions: ] = ] ]
* The jal market ib Seohving andit sinot monothic Malorshiftslece) 15% OF MEMBERS 8.5% OF MEMBERS I sured e eired | saimeuredt L= RISING COST PRESSURE ES COMPETITIVE LABOR MARKET ET UNDERPERFORMING INNOVATION "
playing out by sub-segment, with significant implications for our membership  What guidance do you have on self- o Ur N - v Insured Self-insure
and financial performance. disrupting our traditional, higher- Muni/Labor Self-Insured Morged Market Insured u e + Rising medical and pharmacy + Employers are focused on attracting « High-promise concepts have failed to
R . ” margin product offerings with new D RdoAccoms costs and retaining talent deliver, such as consumer directed
p= s Coros s areldt ine thisichanse iz e costalborcompstiionjand models that retain/deliver “ ! BCBSMA Membership 35K 136K 573K 174M « Employers are more open to taking = Increasingly looking to tailor benefits health plans and point solutions
underperforming legacy solutions are all pushing employers to rethink their membership, though come with a onrisk in pursuit of savings that meet the unique needs of their + Employers are looking for innovation
coverage models. lower margin? workforce that delivers
+ Business is shifting away from fully insured to level-funded, captives, rei m m
: m o e - professional employer organizations (PEOs), self-insured, and Individual . :’Sw‘ehrer:‘:rx‘&?;: ‘m:;:\:;zie 97% OF MEMBERS Sharein Massachusetts "
Presented by: Dave Corkum, Chief Commerecial Officer Coverage Health Rei (ICHRAs) - as I seek - q " - )
S e do you v onfow we position Large Group (Commercial 514) Insured - INTENSIFYING COMPETITION 3% DEMAND FOR PERSONALIZED ENGAGEMENT - OTHER FUNDING MODELS
. ourselves as a leader shaping that < 1772 Accor .
BOARD RETREAT - BCBSMA is heavily leveraged in large group insured. Our 58% share outpaces shift vs. as a follower learning from ) 2026 Revenue siee $a7e sarem e e e + Focus on point solutions with measurable  +  Business is shifting away from fully
JUNE 5, 2025 the Blues 40% nationally, but it leaves s exposed as that segment shrinks. others’ approaches? 48% OF MEMBERS red soluticns ROl and strong member engagoment insured to self-insured and alternative
+ Our strategy to improve our self-insured offering still holds, and we have h Commercial Self-Insured + They are gaining traction in smaller Slrong and growing interest in copay- funing models
i initiatis i . * What feedback and guidance do you (Includes BBA) 2025 Margin (4.9%) (46%) (228%) segments through alternative based plans that are built using cost and
made meaningful progress by initiating partnerships for the launch of key have on our approach o balancing . pogents o quality data and designed to offer greater
capabilities in 2026. We need to reinforce this approach by ing more ‘spoed through 1.5% OF MEMBERS 4 simplicity and member control through
i i iti models like level-funded, captives and PEOs. p.rtnevship:w'\(h long-term Muni/Labor Insured clear copays and transparent pricing
. o i * 39 A nts —_—
+ Employers want flexibility and results. To remain competitive, we must strategic control as we broaden our e Mombers/Accourt Growth Outlook \ \ \
evolve our portfolio by ing our self-insured and ive funding commercial product portfolio?

1: Cover Slide

offerings, while making targeted improvements that deliver greater value
across our entire commercial book.

2: Discussion Framing + Key Insights

Mombership data i as of March 2025
HostlJoint not 884 plons
Each MIA townis counted as a separate account

3: Segment Landscape Overview
(Validating Data)

o: of
*Commercial Self-insured includes Host/Joint Venture and BBA. Majority (90%) of our Municipal & Labor memborship is self-insured. Remoinder is
included in Commorcial Insured.

dos groups of 1 2025 as

ogmont sharo leader

4: Key Insight + Financial Implication

Large national accounts are demanding integrated carve-outs of key services,
while smaller employers are i ingly drawn to ive funding models.

5: Environmental Scan / Market
Context

2. VISUAL FATIGUE

As membership moves toward self-insured, Blue plans are losing gy BCBSMA has significant exposure to large group insured, and 1) BCBSMA competes with players with dramatically different 1) National competitors are investing heavily in their capabilities, Many employers are turning to alternative models in pursuit of 1)
fully insured members while gaining fully insured share. passacHuserts these shifts are already visible in our book. passacHuserts admin cost structures. passacHuserts presenting challenges for mid-sized Blue plans like BCBSMA. passacHuserts greater flexibility, control and cost savings. passacHuserts
| | | | |
Maturity 1 "
Model Description Size Availability
2023 SHARE OF THE COMMERCIAL MARKET ] ~ - ~$39 ~
023 SHARE OF THE COMMERC [ sss s o9 sa6 R o N S . .
overal e : p Quartic & Ao Hatiore Corparebaiy o create value and maintin thei However, small- to mid-size Bue plans aditional Self Insured b responabiiny for sost - Emploe €l Lorgo stablished Available
(All payers- Blues and . . . . . N m 1 1 strategic advantage, plans require cannot keep pace with investment of + BCBSMA's capital spending ol rospons ror costs and greater
other plans) (All Blues including BCBSMA) We are highly leveraged in large group insured... ~and we are already seeing meaningful shifts. eadiing Bl ! BOBSMA ‘ U '"° massive capability investment. larger plans. ST AT Josiog Third Party Admini (TPA) xiti - Empbyors ond s Srocty and E[E) rorge Established Available & Improving
CAGR | CAGR | CAGR ~ QO lueCross ealth plans when have greater control over plen design
Members Members | Share | waetna  Elevance HCSC BlueShield
@yn L 2y L 2y Examples Y measured as a share of aay-to-ueepian deign - nclucen vattle
¥ - - 58% il ~100K ~30% oied 1) Types of Capability Investment Required Annual Health Plan Investments revenue Copay-Based Plan Copama:oses iiance tnd coe srenapmeney 28 Medium New Actively Implementing
Small Group-Fully Insured ™ (45%) ™ (12%) 63% 3.5% Healthcare MASSACHUSETTS @ @ mg:‘: . =) for Self-Insured 1,000+
BCBSMA share in largest Blue plan by members lost in In recent years, we have . TUGHMARK o — s oD ] Pooted ik sof-insured model - i »
Bl i ur N g = oled risk self-insured model - Empioyers
Syetem Lerge Group-Fully Insured o G BM ¢ CW ao% compared 0 40% o ez vt sty o - ® 1B+ their greater scale to invest 3 Captive ol roup putchasing oae o manege irge 268 Medium Accelerating
Self-Insured 125M 3.2% 59M 7% (7%) for the Blue System members into our sel- Consumer experience Medical value morein absolute dollars H s roduce rsk ndloner cost
- a2 A insured offoring H Pocled ik amangemant hat s typically full
- ; Insights « Scale advantage * Leverage scale (large, multi- | + Expensive labor marketisa | + Operational inefficiencies a ($350M - $600M) ($450M - $550M) $420M oA 5 insured — ond better O Small Established ARRERE SRR ot
Total Commercial M 12% 7eM % (06%) « Global / offshore sourcing state Blues) disadvantage challenge for smaller plans saom  $100M varies, with nationals owning ] s and ¢ =
« Aland automation « Direct competitors after « Single-state geography « Some already outsourcing @y — - significant integrated &
onset of 2°¢Blue bid it S . v st & SmolPars  M-Szed  LogePlans NtonaPens | hedlthcaro services Level Funded ey iy poymonts 10 Cover s 22 Medum  mtormedate T
i . . i Operating model Connectivity & insight (<3m Plans >6M businesses administration, claims and stop oss = Developing for 100+
Blue fully insured enroliment down but share is up. As we expand our product portfolio of relevant offerings, our goal is to strengthen our ability P 8 A igh Members)  (3-6M  Members)
Blue self-insured enrollment is up, but growth lags competitors so self-insured share is down torecapture lost fully insured membership in other products. (s30M - a5 (s60M - $200M2) Mombers) Traditional Fully e on e antompiovorsgeia 22 3 Availabl
P but g g8 compe! i [ Lowering administrative costs while building the flexibility to be more ] raditional Fully Insured e e emelovers et e &' Medium stablished Avallsble
modular for i i ity
i AN anount or. 2 small New Developing Strategy
Note: CAGR is calelated batweon 2021 and 2023 Adimin PMPM tguro rfoc odustments f BCBSM w For sxampe o samin some Sources: Buesanayis shard Posidon nd CE0 o o Cttorni) Puc (ICHRA) ineirwn indvidol health nsurance
Source. SaoCross BoaShiold Avsocation A 2025. Coma hat SEBEVI cregosos o5 medhcr i o Suelsoss i Ve 008 rlred 15 out ol o nd stp o5 ot oo
d lidati | Di ' I hmarki lidati bili Analysi lidati loaded d [
. . . . . .
6: Trend Data (Validating Data) 7: Internal Diagnostic (Key Interna 8: Cost Benchmarking (Validating 9: Capability Gap Analysis (Validating 10: Overloaded: Landscape Mapping
Risk) Data) Data) + Strategic Positioning + Risk Context
Our response to market shifts: Strengthen our self-insured and
Individual Coverage Health Reimbursement Arrangements 1) ICHRA adoption has risen, and we anticipate continued market alternative offerings, while making targeted improvements across We are taking targeted steps to improve our win rate with large We need to complement self-insured improvements with stronger gy
(ICHRAs) offer an alternative to traditional group plans. passacHuserts interest. passacHuserts our business passacHuserts national self-insured accounts. passacHuserts product and funding models to recapture more membership. passacHuserts
SELF-INSURED MODELS
| | | |
When did ICHRAs start? Why ICHRAs? ) DEGREE OF ACCOUNT INTEREST )> ICHRA ENROLLMENT GROWTH POTENTIAL NEAR TERM (WITHIN 1 YEAR) MEDIUM TERM (1-2 YEARS) LONG TERM (2+ YEARS)
) ) % of 30 responding BCBS plans 5 e N N
£ Federalreguiations created ICHRAS in 2019 and Benefits for employers: 1T D e e i st Eamanco Ble Benoh adiisetors (26A)
i . v - + Enhance Blue Benefit Administrators -|
consumers could fist envoll January 1, 2020. e simbarsement it — i e it criver fr oA il b it = e SRR e LEVEL-FUNDED CAPTIVES PROFESSIONAL EMPLOYER ICHRA
letting them choose their own fixed healthcare 3% aHghery Hgh market plans become less expensive than group plans.” R Enhance Core Platform ORGANIZATIONS (PEOs)
£ How do CHRAS work? cost S , IMPROVE SELF-INSURED STRENGTHEN PRODUCT AND TARGET IMPROVEMENTS e Rt et oS 5 G T W extended our existing Evaluating captivos s a Monltoring the ICHRA market
+ Flexibility to set different limits or offer / not s0% 55% 7% NofLow nterest Chief executive, Nationel plan OFFERING FUNDING MODELS ACROSS OUR BOOK Blue or targeted NASCO enhancements offering t010-50 employes potentiladditon to cur eanine antotouat 1o inform growth and risk
1. Employers set a maximum allowance per employee offer ICHRAS to different classes of employees e Nationally Tiered Product with Copay- Enhanced National Steera 8roupS (o tap into growing shomative funding portiolo Refroshing and olovating management approach n the
i : ge ’ down-market demand marketing for Genesis PEO to Individual market
2. Employees purchase individual health insurance and + To date, has appealed most to employers with SmalGroup  Micsize Group  Largo Group o to winlarge national sel-insured to recapture membership tha shifts to prove our value to new and - Sttt Goupe Health as our patner e e rive awareness and growth
spend money on healthcare (in the merged market in seasonal workers, lower-wage workers, high (2-49) (50-249) (2504) o 85M accounts out of full insured existing accounts, such as enhanced « Introducing a new product in 2026 that Carefully evaluating the 100~ Tracking account movement to Exploring launch of a highly
Massachusetts) turnover, and a mix of salaried and hourly sales and account tools catogorizes providers across the naton nto 300 employee segment to captives to understand market affordable product in 2027
) ) ° o tiers based on performance via Nation: balance growth potential with d inform fi designed i
" oy oo g s g o R S e ek
am 3aM . . " " P—— o - P— 9 sensitive Individual market
i i -1 i . 4 Point Solution Platform Point Solution & Al-Driven and
4. En)plsyﬂs PfOV;de e‘mf::vees with ml(\ free Benefits for employees: ) OUR POSTURE: POSITION T0 CAPTURE GROWTH ™ « Evaluation of point solution platform that « Offer navigation to point solutions and * Leverage Al for enhanced, personalized
reimbursement up to the maximum allowance + More options and control when choosing a Prepare to capture individual enrollment from groups kM k aggregates offerings for 2026+ launch improved member experience navigation and experience
health plan using ICHRA, but do not accelerate adoption. 2028 2025 2026 2027 2028 2029 A drilldown on each of these three strategic priorities is included in the following pages.
«  Canstay on their same plan when leaving a job Low —Moderate —High Address Non-Standard Requests
n « Offer timely and effective responses to R - onl eatth ot a .
;i « Indicus Coveago HoathRoimbussemant Arargemens
Source: Advisory Board. Source: BlueCross BlueShield Association. Commercial Market Success: ICHRAs and AHPs. April 2025. I BB I3

11: Explainer 12: Market Opportunity Scan

(Validating Data)

13: Strategic Response Summary 14: Strategy Drilldown (1 of 3) 15: Strategy Drilldown (2 of 3)

More broadly, we will take steps to strengthen performance v DlSCUSS"]N UUESTIUNS v
across our commercial book to enhance our value to accounts. ~ wesscnsers passacHuserts
ACAOSS OURBOOK |

« What guidance do you have on self-disrupting our traditional, higher-margin product offerings with new
models that retain/deliver membership, though come with a lower margin?

"® STRATEGIC PRICING [E] SALES CRM & TOTAL COST OF CARE POSITION
* As the market moves toward these lower-margin models, what guidance do you have on how we position

Price based on value we deliver to Launcha i Clearly our total cost ourselves as a leader shaping that shift vs. as a follower learning from others’ approaches?

accounts, rather y bring I ‘omphasizing our strengths

us, while leveraging shared savings experience, contact management, sales incost officioncy

opportunities to enhance mutual benefits reporting,and sales team capacity « What feedback and guidance do you have on our approach to balancing near-term speed through

par ips with long ic control as we broaden our commercial product portfolio?

23 EMPLOYER PORTAL (il SALES TEAM ANALYTIC TOOLS 42 CONSUMER EXPERIENCE

Launch an employer portal that enables full Enhance transparency and leverage data- Leverage our strengths in consumer

digital self-service for BCBSMA accounts, iven insi prosp: i i

accelerating nd capabiities that guide members to the right

strengthening engagement care, at the right time and place

16: Strategy Drilldown (3 of 3) 17: Discussion Framing / Questions

(Duplicate of Slide 2)



#=¥Y ORIGINAL STORY

e BCBSMA is the market leader in most segments, but our most profitable ones are shrinking
e Commercial self-insured is the largest and least profitable segment

e Growth outlooks are mixed; margins vary significantly

e As membership shifts toward self-insured, Blues are losing fully insured members but gaining
share within that smaller pool

e BCBSMA is heavily exposed to large group insured, which is declining

e We've already experienced member and revenue loss

e We face competitors with much lower admin cost structures (national carriers)

e National players benefit from automation, scale, and investment

e Their capabilities and cost advantages outpace ours

e |CHRAs are a new model with growing interest

e They allow employers to reimburse employees for individual coverage

e Adoption is rising; we are positioning to grow here

e We're targeting large, self-insured accounts with phased initiatives (short, medium, long-term)

Summary

“We’re strengthening performance across our book with pricing, CRM, experience, and data
investments.”

RECOMMENDED STORY

e We are gaining share in low-margin areas (like self-insured) while
losing share in high-margin segments (like fully insured large group)

e Our client mix is trending toward unprofitability

e They’re leaner, faster, and investing more

e We can’t match their cost structure or capabilities today

e |ICHRASs are a potential bright spot — but we need to move quickly
and build real differentiation

“Because we’re losing profitable business and gaining unprofitable
business, our historic strengths are no longer aligned with market
direction. We must change our client mix ( ), operating model (

), and growth priorities ( ) — fast — or we’ll lead the
market into a margin dead end.”

BEST
PRACTICES

CREATING CONSISTENT STRUCTURE

A clear narrative arc with
clearly defined roles for
every slide.

STEP 3 with
streamlined, validated
data



DATA | EXAMPLE
=y BEST

PRACTICES
DATA

STEP 3 Thwart doubt with
streamlined, validated

BCBSMA competes with players with dramatically different iy

admin cost structures. data
. ]

Admin PMPM ~$35 ~$38 ~$39 ~$46

2024 National Payer Benchmark Top Quartile Benchmark

Adjusted 2024 BCBSMA Admin
PMPM for National Comparability

' Nationals Leading Blue BCBSMA Median Blue A. RESIST DATA DUMPING Use no

more than two key data

2024 Blue Median

A eaen S, BlueCross
Examples ®ae€tna  Elevance HCSCE:... VY Biueshield oints
Health + + ' Minnesota p
United Ay e : :
U b are . MASSACHUSETTS Blue Shiod - Only include info
HIGHMARK that drives the story,
everything else is
, , , . o background
Insights * Scale advantage « Leverage scale (large, multi-  * Expensive labor market is a * Operational inefficiencies a
* Global / offshore sourcing state Blues) disadvantage challenge for smaller plans
« Aland automation » Direct competitors after « Single-state geography « Some already outsourcing
onset of 2"d Blue bid requires accessing scale significantly to manage,

with others others exploring affiliations

Lowering administrative costs while building the flexibility to be more
modular for partnerships will help improve our competitiveness.

Admin PMPM figures reflect adjustments of BCBSMA’s admin categorizations to ensure comparable spend between other plans. For example, this analysis added to admin some
costs that BCBSMA categorizes as ‘medical’ within our clinical areas and removed fees related to our dental, vision, and stop loss.




=¥ DATA | EXAMPLE

BCBSMA

Leading Blue

Our admin costs are competitive with other Blues .

Competitors are winning the price war

.. but not against our rivals.

¥

MASSACHUSETTS

2024 Blue Median

Adjusted 2024 BCBSMA Admin
PMPM for National Comparability
Top Quartile Benchmark
2024 National Payer Benchmark

PMPM for National Comparability

[ Nationals | Leading Blue : BCBSMA : Median Blue
A et & BlueCross
Examples Yaetna Elevﬁt?a(l:t% HCSCE... * ' 1Y lveshiera

Minnesota
United U Blue G
UJ Healthcare =Y 1 MASSACHUSETTS @ Blue Shield
q,“GHMARK of Rnode Island
Insights « Scale advantage « Leverage scale (large, multi- | » Expensive labor market isa | *+ Operational inefficiencies a
* Global/ offshore sourcing state Blues) disadvantage challenge for smaller plans
« Aland automation « Direct competitors after « Single-state geography « Some already outsourcing
onset of 2"d Blue bid requires accessing scale significantly to manage,
with oth other: ploring affili

Lowering administrative costs while building the flexibility to be more
modular for partnerships will help improve our competitiveness.

Admin PMPM figures reflect adjustments of BCBSMA’s admin categorizations to ensure comparable spend between other plans. For example, this analysis added to admin some
t BCBSMA categorizes as ‘medical’ within our clinical areas and removed fees related to our dental, vision, and stop loss.

BCBSMA competes with players with dramatically different Y
admin cost structures. s
|
, ~$35 ~$38 ~$39 ~$46
Admin PMPM. 094 Nat \'onalsl; aaaaaaaaaaaa k Top Quarti Benchmark Adjusted 2024 BCBSMA Admin 2024 Bfe Median

BEST
PRACTICES
DATA

STEP 3 Thwart doubt with

streamlined, validated
data

A. RESIST DATA DUMPING Use no
more than two key data
points

- Only include info
that drives the story,
everything else is
background

B. STATE WHAT THE DATA MEANS
Don't just show the chart
—explain what it tells us
and what comes next

- What's progressing

- What's stuck

- What needs input or
alignment




=¥ DATA | EXAMPLE

BCBSMA

* Expensive labor market is a

disadvantage

+ Single-state geography

requires accessing scale
with others

Leading Blue

Our admin costs are competitive with other Blues ...

Competitors are winning the price war

+ Scale advantage
* Global / offshore sourcing
* Aland automation

but not against our rivals.

¥

MASSACHUSETTS

2024 Blue Median

Adjusted 2024 BCBSMA Admin
PMPM for National Comparability
Top Quartile Benchmark
2024 National Payer Benchmark

BCBSMA competes with players with dramatically different Y
admin cost structures. ~ MassachusETDS
|
~ - ~$39 ~
Admin PMPM $35 $38 Adjusted 2024 BCBSMA Admin $46

2024 National Payer Benchmark Top Quartile Benchmark 2024 Blue Median

PMPM for National Comparability

[ Nationals | Leading Blue : BCBSMA : Median Blue

A e L BlueCross
Examples ®aetna  Elevance HCSCE:.. DY iesiien
Health *' Minnesota
United U Blue G
UJ Healthcare =Y 1 MASSACHUSETTS Blue Shield
q,“GHMARK of Rnode Island
Insights « Scale advantage « Leverage scale (large, multi- | » Expensive labor market isa | *+ Operational inefficiencies a
* Global/ offshore sourcing state Blues) disadvantage challenge for smaller plans
« Aland automation « Direct competitors after « Single-state geography « Some already outsourcing
onset of 2"d Blue bid requires accessing scale significantly to manage,
with others others exploring affiliations

Lowering administrative costs while building the flexibility to be more
modular for partnerships will help improve our competitiveness.

Admin PMPM figures reflect adjustments of BCBSMA’s admin categorizations to ensure comparable spend between other plans. For example, this analysis added to admin some
t BCBSMA categorizes as ‘medical’ within our clinical areas and removed fees related to our dental, vision, and stop loss.

BEST
PRACTICES
DATA

STEP 3 Thwart doubt with

streamlined, validated
data

A. RESIST DATA DUMPING Use no
more than two key data
points

- Only include info
that drives the story,
everything else is
background

B. STATE WHAT THE DATA MEANS
Don't just show the chart
—explain what it tells us
and what comes next

- What's progressing

- What's stuck

- What needs input or
alignment




1Y) DESIGN CLARITY | EXAMPLE

MASSACHUSETTS

Presented by: Dave Corkum, Chief Commercial Officer

BOARD RETREAT
JUNE 5, 2025

1: Cover Slide

As membership moves toward self-insured, Blue plans are losing gy
fully insured members while gaining fully insured share. passacHuserts

|
2023 SHARE OF THE COMMERCIAL MARKET

Overall
(All payers- Blues and BCB:
othor plans) (All Blues including BCBSMA)

CAGR i CAGR I CAGR
Members () Mombers i (5 ) shere | ()

Small Group-Fully Insured ™ (45%) ™ (12%) 63% 3.5%
gf{“:em Large Group-Fully Insured M (3.9%) 13M (21%) 40% 18%
Self-Insured 125M 3.2% 59M 47% (1.7%
Total Commercial 167M 12% 78M 06% a7% (0.6%)
Blue fully insured enroliment down but share is up.
Blue self-insured enrollment is up, but growth lags competitors so self-insured share is down.
Note: CAGR is calelated batweon 2021 and 2023
Source. SaoCross BoaShiold Avsocation A 2025.
d lidati
.
6: Trend Data (Validating Data)
Individual Coverage Health Reimbursement Arrangements 1)
(ICHRAs) offer an alternative to traditional group plans. passacHuserts

When did ICHRAs start?

o [Federal regulations created ICHRAs in 2019 and
consumers could first enroll January 1, 2020.

Why ICHRAs?

Benefits for employers:
+  Employer-defined reimbursement limits —
letting them choose their own fixed healthcare
£} How do ICHRAS work? cost
+ Flexibility to set different limits or offer / not

1. Employers set a maximum allowance per employee offer ICHRAS to different classes of employees

2. Employees purchase individual health insurance and + To date, has appealed most to employers with
spend money on healthcare (in the merged market in seasonal workers, lower-wage workers, high
Massachusetts) turnover, and a mix of salaried and hourly

3. Employees request reimbursement for premiums and workers
potentially other qualifying medical expenses

4. Employers provide employees with tax-free Benefits for employees:

reimbursement up to the maximum allowance . )
+ More options and control when choosing a

health plan
+ Canstay on their same plan when leaving a job

Source: Advisory Board.

11: Explainer

More broadly, we will take steps to strengthen performance 1)
across our commercial book to enhance our value to accounts. ~ wesscnsers

I ACROSS OUR BOOK.
"® STRATEGIC PRICING [E] SALES CRM & TOTAL COST OF CARE POSITION
Price based on value we deliver to Launcha i Clearly our total cost
accounts, rather y bring of care position emphasizing our strengths
us, while leveraging shared savings experience, contact management, sales incost officioncy
opporturnities to enhance mutual benefits reporting, and sales team capacity

23 EMPLOYER PORTAL [the SALES TEAM ANALYTIC TOOLS 42 CONSUMER EXPERIENCE
Launch an employer portal that enables full Enhance transparency and leverage data- Leverage our strengths in consumer
digital self-service for BCBSMA accounts, driven insights to optimize our prospecting oxperionce and service, and enhance our
accelerating nd capabilties that guide members o the ight
strengthening engagement care, at the right time and place

16: Strategy Drilldown (3 of 3)

SUMMARY

MASSACHUSETTS

Discussion quesllons:
. The ial market is evolving—and it's not ithic. Major shifts are
playing out by sub-segment, with significant implications for our membership « What guidance do you have on self-
and financial performance. disrupting our traditional, higher~

margin product offerings with new
models that retain/deliver
membership, though come with a
lower margin?

Market forces are driving this change. Rising costs, labor competition, and
underperforming legacy solutions are all pushing employers to rethink their
coverage models.

Business is shifting away from fully insured to level-funded, captives,

professional employer organizations (PEOs), self-insured, and Individual * As the market moves toward these

Coverage Health (ICHRAS) — as employers seek lower-margin models, what guidance
more flexibility, control and cost savings. do you have on how we position
ourselves as a leader shaping that
+ BCBSMA is heavily leveraged inlarge group insured. Our 58% share outpaces shift vs. as a follower learning from
the Blues 40% nationally, but it leaves us exposed as that segment shrinks. others approaches?

Our strategy to improve our st ured offering still holds, and we have

made meaningful progress by initiating partnerships for the launch of key

capabilities in 2026. We need to reinforce this approach by competing more
ively in additional models like level-funded, captives and PEOS.

What feedback and guidance do you
have on our approach to balancing
near-term speed through
partnerships with long-term
+ Employers want flexibility and results. To remain competitive, we must strategic control as we broaden our
evolve our portfolio by ing our self-insured and ive funding commercial product portfolio?
offerings, while making targeted improvements that deliver greater value
across our entire commercial book.

2: Discussion Framing + Key Insights

BCBSMA has significant exposure to large group insured, and 1)
these shifts are already visible in our book. passacHuserts
I
We are highly leveraged in large group insured... ..and we are already seeing meaningful shifts.
58% AL ~100K ~30%

BCBSMA share in largest Biue plan by members ost in In recent years, we have

lorge group insured, large group insured lorge group insured recaptured less than a

compared to 40% membership since 2018 third of lost full insured

for the Biue System members into our sali-

insured offering

As we expand our product portfolio of relevant offerings, our goalis to strengthen our ability
to recapture lost fully insured membership in other products.

7: Internal Diagnostic (Key Internal
Risk)

ICHRA adoption has risen, and we anticipate continued market

interest. MASSACHUSETTS
) DEGREE OF ACCOUNT INTEREST )> ICHRA ENROLLMENT GROWTH POTENTIAL
% of 30 responding BCBS plans
[13
10% “The biggest driver for ICHRAs will be if individual
34% aHghery Hgh market plans become less expensive than group plans.”
o = Moderate Chief executive, National plan
50% 85% NofLow Interest
Smoll Group  Midsize Group  Largo Group oM
(2-49) (50-249) (250+) 85M
M
oM o
am 3am
)> OUR POSTURE: POSITION TO CAPTURE GROWTH -
Prepare to capture individual enroliment from groups M
using ICHRA, but do not accelerate adoption.
2024 2025 2026 2027 2028 2029

Low ——Moderate ——High

‘Source: BlueCross BlueShiold Association. Commercial Market Success: ICHRAs and AHPs. April 2025,

12: Market Opportunity Scan
(Validating Data)

DISCUSSION QUESTIONS

MASSACHUSETTS
« What guidance do you have on self-disrupting our traditional, higher-margin product offerings with new
models that retain/deliver membership, though come with a lower margin?

« As the market moves toward these lower-margin models, what guidance do you have on how we position
ourselves as a leader shaping that shift vs. as a follower learning from others’ approaches?

« What feedback and guidance do you have on our approach to balancing near-term speed through
par ips with long ic control as we broaden our commercial product portfolio?

17: Discussion Framing / Questions
(Duplicate of Slide 2)

We have about 2.5 million commercial members spread across

our key segments. About two thirds are in self-insured products. ™™
|

15% OF MEMBERS 8.5% OF MEMBERS W nsured
Merged Mark‘e( Insured | ]

Muni/Labor Self-Insured

27% OF MEMBERS

Large Group (Commercial 51+) Insured

Accour

+ 305 Average Member

48% OF MEMBERS
Commercial Self-Insured
(Includes BBA

1.5% OF MEMBERS

Muni/Labor Insured

age Members/Account

Membership data s as of March 2025
HostlJoint not 884 plons
Each MIA townis counted as a separate account

3: Segment Landscape Overview
(Validating Data)

BCBSMA competes with players with dramatically different 1)
admin cost structures. uassacHusETTS
|
Admin PMPM ~$35 ~$38 ~$39 ~$46

Adjusted 2024 BCBSMA Admin
PMPM for National Comparabilty

Leading Blue ] BCBSMA 1 [

o e BlueGross
eamples  ®a€tNa  Elevance HCSC v Lol Jmte
e
United Blue Cross
0 Bl A MASSACHUSETTS o ) Baga
“HIGHMARK. ok
Insights  + Scale advantage « Leverage scale (large, multi- | + Expensive labor marketisa | + Operational inefficiencies a
+ Global/ offshore sourcing state Blues) disadvantage challenge for smaler plans
+ Aland automation + Direct competitors after | + Single-state geography + Some already outsourcing
onset of 274 Blue bid requires accessing scale significantly to manage,
with others others exploring affiliations
Lowering administrative costs while building the flexibility to be more
modular for partnerships will help improve our competitiveness.
Admin PMPM fgures reloc ocjustments of BCBSM Forsxample, o sdmin some

Costs that BCBSMA catogorizes s medical within our clinical oreas ond removed foes relted to our denta, vision, and stop loss.

8: Cost Benchmarking (Validating
Data)

Our response to market shifts: Strengthen our self-insured and
alternative offerings, while making targeted improvements across
our business.

I
IMPROVE SELF-INSURED STRENGTHEN PRODUCT AND TARGET IMPROVEMENTS
OFFERING FUNDING MODELS ACROSS OUR BOOK
to win large national self-insured to recapture membership that shifts to prove our value to new and

out of fully insured existing accounts, such as enhanced
sales and account tools

A drilldown on each of these three strategic priorities is included in the following pages.

13: Strategic Response Summary

MASSACHUSETTS

We lead in most commercial segments. However, our historically most
profitable segments are declining, and our largest and growing
segment — commercial self-insured - is the least profitable.

MASSACHUSETTS

|
(o Commercial  Commercial
— Insured Self-insure
BCBSMA Membership 35K 136K 573K 17aM
Sharo in Massachusetts ™
2025 Revenue $158 $478 $476M
2025 Margin (a9%) (46%) (228%)

Growth Outlook \ \ \ e

idos groups of 1 2025 as of Market sogmont sharo leader
*Commercial Self-insured includes Host/Joint Venture and BBA. Majority (90%) of our Municipal & Labor memborship is self-insured. Remoinder is

included in Commorcial Insured.

4: Key Insight + Financial Implication

National competitors are investing heavily in their capabilities,

presenting challenges for mid-sized Blue plans like BCBSMA. passacHuserts
I
Key Insights
To create value and maintain their However, small- to mid-size Blue plans
strategic advantage, plans require cannot keep pace with investment of + BCBSMA's capital spending
massive capability investment. larger plans. is on par with leading
health plans when
measured as a share of
Types of Capability Investment Required Annual Health Plan Investments revenue
$1B+ + However, national plans use
- @ their greater scale to invest
Consumer experience Medical value sazom EOTICEIOCETT0
($350M - $600M) ($450M - $550M) e
saomM  $100M . varies, with nationals owning
1@: —_— - significant integrated
= SmallPlans  Mid-Sized  Large Plans National Plans Eeﬁ‘"“”'e services
ir ivity & insig (M Plans b6M usinesses
Operating model Connectivity & insight
" v " Members)  (3-6M  Mombers)
($30M - $45M) ($60M - $200M+) M)
Sourcos Blues analysis shared ot President and CEO of of Caifornia) PuC:

9: Capability Gap Analysis (Validating
Data)

We are taking targeted steps to improve our win rate with large

national self-insured accounts. passAcHuseTTs
_ SELF-INSURED
NEAR TERM (WITHIN 1 YEAR) MEDIUM TERM (1-2 YEARS) LONG TERM (2+ YEARS)
Third-Party Administrator Partnership Enhance BBA or Acquire TPA

7 Selected National Alliance a5 our near-term - Enhance Blue Benefit Administrators (88A)
—0 I(mrcli»peny bdn'!‘lm:;v:!olv (T":A) Dlr;g;’s or acquire a TPA with advanced capabilities
o R Enhance Core Platform

providing large, complex accounts with a ot -

hear-torm soluton for customized benefits e

Nationally Tiered Product with Copay-  Enhanced National Steerage
Based Plan + Integrate national tiering with BCBSMA's Find
@ 7 Selected Coupe Health as our partner aDoc tool and SmartShopper incentives.

« Introducing a new product in 2026 that
categorizes providers across the nation into
tiers based on performance via National
Aliance for largest accounts

Point Solution Platform Point Solution Navigation & i Al-Driven Navigation and i
k « Evaluation of point solution platform that + Offer navigation to point solutions and « Leverage Al for enhanced, personalized
aggregates offerings for 2026+ launch improved member experience navigation and experience

Address Non-Standard Requests
EJ - Offer timely and offective responses to
customized account requests

14: Strategy Drilldown (1 of 3)

Employers are navigating rising costs and underperforming 1)
legacy solutions—and they are seeking better answers. passacHuserTs
I
L2 RISING COST PRESSURE S COMPETITIVE LABOR MARKET T UNDERPERFORMING INNOVATION
«  Rising medical and pharmacy «  Employers are focused on attracting +  High-promise concepts have failed to
costs and ret deliver, such as consumer directed
«  Employers are more open to taking « Increasingly looking to tailor benefits health plans and point solutions
onrisk in pursuit of savings that meet the unique needs of their « Employers are looking for innovation
workforce that delivers
- INTENSIFYING COMPETITION 4Z% DEMAND FOR PERSONALIZED ENGAGEMENT - OTHER FUNDING MODELS
. '::;g’:::: :’:hw(':[';:"s.:;ﬁ,_ + Focus on point solutions with measurable + Business s shifting away from fully
Insured solutions ROl and strong member engagement insured to self-insured and alternative

Strong and growing interest in copay~ funding models
based plans that are built using cost and

quality data and designed to offer greater

simplicity and member control through

clear copays and transparent pricing

They are gaining traction in smaller
segments through alternative
funding models

Large national accounts are demanding integrated carve-outs of key services,
while smaller employers are i ingly drawn to ive funding models.

5: Environmental Scan / Market
Context

Many employers are turning to alternative models in pursuit of 1)
greater flexibility, control and cost savings. passAcHuserTs
|
Model Description size Maturity Availability
Traditional SelfInsured [t Ao EfE) Lorge Established Available

Full responsibility for costs and greater
Third Party Admini (TPA)  floxibilty ~ diroctly and E[F) Lorge Established Available & Improving
havo greator control over plan design

150 plan dosign - Includes variablo

22, Actively Implementing
- are guidance, and cost transpor 262 Medi w
Copay-Based Plan Copeys, core guidence, and cost ransporency &> Medium Ne for Solf-Insured 1,000+
H Pooled risk self-insured model - Employers e
3 Captive ing model to manage large 508 Medium Accelerating P
H ndlower cost -
4 Pooled risk arrangement that i typicallyfully
3 ineured grdbetier 2 small Established Available & Improving
K businesses
Potential refunds - Sei-funded plan with e Available & Improving
Level Funded staady monthiy payments to cover costs for 202 Medium Intermediate
administration claims and stoploss - Developing for 100+
Fixed monthly promium - Insurance company oo
Traditional Fully Insured takes on al the sk and empioyers get & 202 Medium Established Available
predictable fived budgot
i 8 o Daveloping St
‘omount for employecs to buy 2 small New sping S
(ICHRA) their own indvidual health insurance

and not exhaustiv

10: Overloaded: Landscape Mapping
+ Strategic Positioning + Risk Context

We need to complement self-insured improvements with stronger g

product and funding models to recapture more membership. MASSACHUSETTS
I s
LEVEL-FUNDED CAPTIVES PROFESSIONAL EMPLOYER ICHRA
ORGANIZATIONS (PEOSs)
‘We extended our existing Evaluating captives as a Monitoring the ICHRA market
offering to 10-50 employee potential addition to our to inform growth and risk
groups to tap into growing altemative funding portfolio Refreshing and elevating management approach in the
down-market demand marketing for Genesis PEO to Individual market
rive awareness and growth
Carefully evaluating the 100~ Tracking account movement to Exploring launch of a highly
300 employee segment to captives to understand market affordable product in 2027
balance growth potential with impact and inform future designed to grow and retain
margin discipline positioning membership in the price-

sensitive Individual market

ICHRA = Individual Coverage Hoalth Reimbursoment Arrangement

15: Strategy Drilldown (2 of 3)

BEST
PRACTICES
DESIGN

STEP 4 Use design to clarify by
cueing the role of each slide

Our current graphic
system doesn't tell us
where we are in the story



3=V DESIGN CLARITY | EXAMPLE

KEY INSIGHT DEFINITIVE INSIGHT VALIDATING DATA

the thing we

HEADLINE | POINT #1
must do in order .

to win succinct key = :
details single clean visual

1: Cover Slide

VALIDATING DATA KEY BARRIERS EEZ'I']“L'ITI\'I‘E BARRIER VALIDATING DATA VALIDATING DATA
POINT #2 e thate + B PoNT #1 B POINT #2

keeping us from succinct key

single clean visual winning details single clean visual single clean visual

DEFINITIVE :
OUR PATH FORWARD RECOMMENDATIONS HERE'S WHERE WE IMPERATIVE X

the thing that's I'[ADI.INE | +NEED YUUR SUPPURT | MJERATIVE Y

keeping us from

U succinct key the imperatives that | IMPERATIVE Z
details will drive change

lll. “SUCCESS DASHBOARD"”

TIMELINE OF

' =PLOT POINT TEMPLATE | Design Role: “Where am | in the story?”

- =HEADLINE TEMPLATE | Design Role: “News | need to know”

PROGRESS

" =VALIDATION TEMPLATE | Design Role: “Data that gives me confidence in the plan”

B = TIMELINE OF PROGRESS TEMPLATE | Design Role: “Is this helping us meet the Business Plan Priorities?”

BEST
PRACTICES
DESIGN

STEP 4 Use design to clarify by
cueing the role of each slide

A. VISUALLY CUE THE ROLE OF EACH
SLIDE Update visual system
so the ‘job’ of each slide is
signaled by its design

- Use consistently in every
deck



3=V DESIGN CLARITY | EXAMPLE

1: Cover Slide

VALIDATING DATA
POINT #2

single clean visual

OUR PATH FORWARD

the thing that's
keeping us from
winning

lll. “SUCCESS DASHBOARD"”

TIMELINE OF

PROGRESS

KEY INSIGHT DEFINITIVE INSIGHT VALIDATING DATA

HEADLINE | POINT #1
must do in order .

to win succinct key = :
details single clean visual

the thing we

DEFINITIVE BARRIER VALIDATING DATA

VALIDATING DATA
HEADLINE B POINT i1 POINT #2
succinct key + +

details single clean visual single clean visual

KEY BARRIERS

the thing that's
keeping us from
winning

DEFINITIVE ,
RECOMMENDATIONS HERE'S WHERE WE IMPERATIVE X

HEADLINE BN NEED YOUR SUPPORT S  IMPERATIVE Y
succinct key the imperatives that IMPERATIVE Z

details will drive change

' =PLOT POINT TEMPLATE | Design Role: “Where am | in the story?”
.~ =HEADLINE TEMPLATE | Design Role: “News | need to know”
" =VALIDATION TEMPLATE | Design Role: “Data that gives me confidence in the plan”

B = TIMELINE OF PROGRESS TEMPLATE | Design Role: “Is this helping us meet the Business Plan Priorities?”

BEST
PRACTICES
DESIGN

STEP 4 Use design to clarify by
cueing the role of each slide

A. VISUALLY CUE THE ROLE OF EACH
SLIDE Update visual system
so the ‘job’ of each slide is
signaled by its design

- Use consistently in every
deck

B. USE WHITE SPACE STRATEGICALLY
Help people focus. Give
their brains space to
absorb what matters.

C. ONE POINT PER SLIDE Keep it
focused. Each slide
should have one role and
keep supporting detail to
the minimum



=¥ RECOMMENDED STORY | SUMMARY

BEST

PRACTICES
l. We’re not losing all our business — just the profitable part O ur gO a | tO d ay: CREATING CONSISTENT STRUCTURE
e We are gaining share in low-margin areas (like self-insured) while E d d 4 A clear narrative arc with
losing share in high-margin segments (like fully insured large group) n O rS e to ay S clearly I(:Jjﬁned roles for

every siiae.

e Our client mix is trending toward unprofitability N a rrative p rOtO C O | S a n d
app|y our beSt STEP 1 Organize around a

few big plot points that in
plain language capture:

Il. Competitors are winning the price war and investment war p ra Ct i C eS tO I) Our Insights
. 1) Barriers
’ : : /
* Theyre eaner, aste,and invsting more September’s leadership Il The Path Forward

e We can’t match their cost structure or capabilities today

updates EP2

that add detail
- Be direct, don't bury the
lede

Ill. Here’s how we start to win

e |CHRASs are a potential bright spot — but we need to move quickly
and build real differentiation

STEP 3 Thwart doubt with

streamlined, validated
data

IV: These are the imperatives we’re asking you to support

“Because we’re losing profitable business and gaining unprofitable

business, our historic strengths are no longer aligned with market STEP 4 Use visuals to clarify

direction. We must change our client mix ( ), operating model ( through deSign best-practices
), and growth priorities ( ) — fast — or we’ll lead the
market into a margin dead end.” STEP5 Anchor back to goals

Macro Priorities — ‘Timeline of Progress” — the 5 Macro Priorities
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=¥ ASSIGNMENT

Develop design
templates that create
visual distinction
between the 3 slide
typologies

I. We’re not losing all our business — just the profitable part

e We are gaining share in low-margin areas (like self-insured) while
losing share in high-margin segments (like fully insured large group)

e Our client mix is trending toward unprofitability

validation validation g validation

Il. Competitors are winning the price war and investment war

e They’re leaner, faster, and investing more

e We can’t match their cost structure or capabilities today

validation validation gm validation

Ill. Here’s how we start to win

e |CHRASs are a potential bright spot — but we need to move quickly
and build real differentiation

validation validation [l validation

IV: These are the imperatives we’re asking you to support

“Because we’re losing profitable business and gaining unprofitable
business, our historic strengths are no longer aligned with market

doing V), and growth priorities (0y coing Z) — fast — or we’ll lead the
market into a margin dead end.”

direction. We must change our client mix (by doing X), operating model (by

Macro Priorities — ‘Timeline of Progress”



Y ASSIGNMENT
1. PLOT POINT SLIDE

ROLE: Cues the narrative is progressing to a
major new point

* Visually works as a ‘chapter’ header

« Consider bigger, bolder use of font or color
« Consider a visual background to signal that
progression of the story

2. DEFINITIVE HEADLINE SLIDE

» They’re leaner, faster, and investing more » [OLE:Provides pertinent details
« Each slide should prioritize a single
e We can’t match their cost structure or capabilities today » supporting headline that tells a key piece of

‘news’ of the chapter

« A short amount of copy to support details
* A visual or two that helps illustrate this
‘news’ might help. But they are not
necessary

3. DATA VALIDATION SLIDE

ROLE: Present clean, irrefutable supporting
facts to remove doubt

« How does this format visually stand out
from the other two?

* Must be flexible enough to support many
forms of data, but have formatting cues that
set the design apart



=¥ ASSIGNMENT

For the template

exercise, use these
elements

Il. Competitors are winning the price war and investment war

e They’re leaner, faster, and investing more

~Q/

Competitors are winning the price war e

] = ‘.
Median Blue

« Expensive labor market is a

Our admin costs are competitive with other Blues ..

BCBSMA }
petl Leading Blue

2024 Blue Median
. but not against our rivals. PP o oo Coriy
Top Quartile Benchmark

- 1. PLOT POINT SLIDE

2. DEFINITIVE HEADLINE SLIDE

— 3. DATA VALIDATION SLIDE



=¥ REFERENCES

Do your best to follow For reference, the

the Board Guidelines as Board Retreat deck Is
a starting point, but call also available for your
out when you feel the review

‘rules’ inhibit our design
objectives

Presented by: Dave Corkum, Chief Commercial Officer

BOARD RETREAT
JUNE 5, 2025
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Building stronger executive narratives: a timeline
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