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Copay Plan (Day 2) – PLAN DESIGN NAMING

Marketing strategic brief Intake (complex/moderate strategy project only)
Defining the Approach & Plan of Action: Once project scope is assessed or determined, please answer the following questions to begin building out the strategy. This should be a collaborative effort with Marketing leaders. If you have completed a Front Door Intake, you can leverage that information and evolve/update as needed. Attach any Front Door Intake documents.

	Submitted by: Bridgette Bastien & Kristen Cole
	Submission Date: 10/29/25

	Budget: $0
	Desired Delivery Date: End of December 2025 (for DOI filing)




	What are we trying to achieve?
	Define the business or marketing goal. Explain what success looks like for us and why this work matters to the audience. 

A new and differentiated Variable Copay Plan solution is being introduced for 1/1/2027 to preserve our market position, meet evolving member and employer expectations, maintain pace with national carriers, and increase our contribution to margin. The primary marketing objective is to develop a market-facing “plan design name” that will help drive awareness and sales opportunities for this new solution.
	

	Who do we want to reach & what do we know about them? 
	Tell us what you know about the audience you’re trying to impact. Who are they, what drives their decisions, and how do they currently view or interact with us? Share any insights or habits that can inform how we connect with them.   

The target audience includes ASC accounts of any size (51+), including Level Funded accounts (10-99), and the 51+ Fully Insured Market (contingent upon MA DOI approval). A key insight is the current market perception that BCBSMA is behind competitors who are already offering more robust Variable Copay Plan solutions.


	What should our audience think, feel, or do?  
	Describe the desired action we want them to take, the emotion we want them to feel, and/or the perception we’d like them to have. 
We want brokers to recognize that we offer Variable Copay Solutions that meet or exceed competitor offerings. We aim for accounts to believe that we provide innovative, competitive solutions that reduce their costs while enhancing affordability for their members. For members, we want them to understand that our enhanced navigation and shopping experiences help them find high-quality, high-performing providers that are affordable, with financing options available if chosen by their employer.

	What’s the one 
key message or takeaway? 
	The one idea you want to have resonate. The most important thing your audience should understand or remember.

Variable Copay plans feature clear copay amounts (eliminating deductibles and coinsurance, except for HSA plans) and provide enhanced navigation and shopping experiences to help members select high-quality, high-performing providers.


	How will we measure success? 
	Define the results, behaviors, outcomes, or key indicators that will determine how we’ll meet this goal. 

Success will be measured by an increase in interest, inquiries, and RFPs from brokers and accounts. Specific KPIs are yet to be determined.



	What else should we consider? 
	Provide any must-haves, guardrails, or requirements that we should know about.  

· Leaders (specifically Sarah Iselin via Dave Corkum) are pushing to expedite Variable Copay Plan - Day 2.
· No formal name exists for Variable Copay Plan – Day 2 solution, we are requesting that Marketing develops a “plan design name” by the end of Dec 2025 for submission with the Massachusetts Department of Insurance filing. 
· [bookmark: OLE_LINK1]The request for a product name has not been vetted with Sales. A product name is needed whenever we create a new plan design.
· [bookmark: OLE_LINK2]Product anticipates offering more Variable Copay Plan designs post 1/1/2027 and into the future. 
· TBD – on when this product will be sellable. There are several factors that will determine that including 1) finalize vendors contracts, 2) build the Variable Copay Plan, 3) DOI filing/approval, etc.
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