
Access Health CT SHOP Advisory 
Committee Meeting

July 26, 2022



A. Call to Order and Introduction
B. Public Comment
C. Review and Approval of Minutes 
D. Rate Filing Overview 2023
E. Discussion of 2023 Marketing  Plan for AHCT SHOP
F. Adjournment

AGENDA: 



FY22 Marketing Campaign Recap
The integrated marketing approach for FY22 continued to focus on 
reaching small business owners and brokers through a mix of paid, 
earned, owned and shared media.

Campaign goals: Build awareness of Access Health CT Small 
Business in order to grow new membership through increased leads 
and connections, retain current membership (annual renewals) and 
increase leads and connections with new and existing brokers.

Media campaign timing: October 2021-June 2022

Campaign messaging and creative approach: “Coming Together” 
campaign centered around the Access Health Small Business team 
out in the community, supporting employers and employees as a 
trusted partner and resource. 



FY22 Creative Snapshot



FY23 Marketing Campaign Approach
We plan to bring an elevated focus to our lead generation efforts throughout the year. In 
addition to our core foundational owned, earned, shared and paid media elements that are built 
into the plan; we’ve outlined new opportunities for each as well as additional tactical ideas and 
evolved messaging + creative approaches to be more call-to-action oriented. These are 3 
overall themes that we would like to incorporate into marketing this year:
• From this point forward, tactics and media are going to be focused on meeting the business owner where they are. 

We will explore partners, communities, groups, and otherwise that we know have a following and the ability to 
reach business owners on their level. This means a transition from broader reach, awareness tactics and a need 
to go a level deeper on targeting. The team will need to continuously evaluate geography and industries to 
optimize the campaign performance.

• One of the biggest sources of lead generation can be through advocacy. Referrals. We need to institute more 
tactics that incorporate the client/business owner POV directly. Again, speaking to them on their level – it’s one 
thing for us to say it but the level of confidence and assurance from another business owner that is faced with 
similar challenges goes a step above.

• This year is going to be more feet on the street to drive leads/meet these business owners where they are. There 
will be an amplified focus on identifying business expos, job fairs, community events that have the potential to 
create conversations and drive leads. Also exploring other physical opportunities such as radio villages, 
networking functions, and partnering/creating unique events.



“If I hire somebody, I want to 
be able to offer them 

insurance, benefits – so 
they feel taken care of and 
I’m able to retain them; and 
bring in more people while I 

grow my business.”

“Being able to provide 
healthcare for our 

employees and having 
that as part of who we 

are, was just as 
important as the 

business we chose to 
open.”

“Today, with everything going 
on in the world, it’s the duty 
of the employer to take on 

and put in place health 
insurance policies for their 

team.” 

“The ability to offer 
health insurance to our 

employees has 
certainly been a huge 

draw for the 
candidates we’ve been 

interviewing.” 

“For years we didn’t offer 
health insurance – it was 

out of reach, not affordable. 
But not offering it, it 

lessened our pool of talent. 
As we grew, we started to 

look into ways to access it. 
By having it now, it opens 
us up to attracting talent 

that we need to be 
successful.” 

Our Audiences



Creative Evolution: 3 Approaches



Creative 
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Next Steps
• Feedback and selection of creative approach and tactical ideas
• Creative development + plan finalization 
• Ongoing quarterly measurement across all channels based on KPIs



Thank You



Appendix
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