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Marketing and Attendance
As noted earlier, entering your community meeting (formal marketing/sales 
event) into bConnected is what drives the marketing process and gets your 
meeting into all marketing/media channels to drive attendance. The RSVPs 
then will generally be collected by Telesales, but any leads you need to register or 
RSVP must be entered into bConnected as well.

You, as the agent, however, can and should remind consumers within 48 hours of 
an upcoming community meeting (formal marketing/sales event), as long as the 
bConnected record has noted Permission to Call (PTC). Check in bConnected 
to make sure that PTC is noted and current, and then place the calls, updating 
bConnected, as necessary. You can also call a consumer who sends an RSVP late 
to let them know you are glad they will be attending the meeting and offer to 
answer their questions as needed (make sure to have PTC beforehand). You can 
then update bConnected as necessary.

Meeting Advertising and Promotions
Approved materials to promote your community meeting (formal marketing/
sales event) can be found on the Agent Toolkit. 

Standard meeting promotional materials include newspaper ads, direct mail, 
postcards and flyers, and can be downloaded via the Agent Toolkit. Refer to the 
Resources for Community Meetings (formal marketing/sales events) section of 
this document for details on accessing the Agent Toolkit.  

During the weeks leading up to a meeting, touch base with your contact person 
at the meeting location regularly. Encourage them to invite anyone they believe 
might benefit from attending.

Agents may not use 

providers to perform 

marketing activities or 

to assist a consumer in 

enrollment decisions. The 

provider may not perform 

the following activities on 

behalf of the agent:

1. �Offering sales and/or 

appointment forms.

2. �Mailing marketing 

materials on behalf of 

the agent/plan.

3. �Making phone calls or 

steering consumers, 

in any way, to a limited 

number of plans.

NOTE:

	 •	�Managers/supervisors must consider having backup staff in case something occurs (have a contingency plan)

	 •	�Staffing — if needed, managers/supervisors should schedule three agents as the number of RSVPs 
approaches 30. Assign one UnitedHealthcare Representative if three agents are not possible, if RSVPs total 
21+ or more

	 •	�Remember, non-licensed representatives may not sell, present or answer questions about the products, or 
“steer” consumers in any way

	 •	�For medium and large group meetings, staff the room:
		  –	Cover the exits
		  –	Greet at room entrance
		  –	Greet/signage at building entrance
		  –	Answer individual questions
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Reminding Consumers of the Meeting
Reminders can come in two forms:

	 1.	� Phone calls 48 hours before the meeting. Must have documented 
Permission to Call (PTC).

	 2.	� Sending Centers for Medicare & Medicaid Services (CMS)-approved 
reminder postcards. Permission to Call (PTC) is not needed to send 
a postcard.

Gathering Materials

At least one week prior to a community meeting (formal marketing/sales event), 
gather all the materials you will need for the presentation and to assist you with 
answering questions. 

Presentation materials.
	�Plan-specific sales presentation

			   •	� Approved table-top flip chart, easel-size flip chart, and electronic version 
are available via the Agent Toolkit

	�Equipment needed to conduct the presentation and enrollment

			   •	� Your laptop, loaded with the presentation and i-Enroll software 
for enrollment

			   •	� Participating agent laptops to serve as backup if your laptop fails and 
loaded with i-Enroll software to help with enrollment

			   •	� Projector, projector cables, screen, TV, DVD player, remotes, microphone, 
etc. (equipment to present the electronic presentation if needed and to play 
the video). Check with the meeting facility when the meeting is scheduled 
to find out what equipment they have on site for you to use. You may need 
to rent equipment from another vendor in order to facilitate your meeting

BEST PRACTICES: 

Inviting consumers.

	 •	�As long as you have Permission to Call (PTC), remind consumers within 48 hours of a community meeting 
(formal marketing/sales event), either through a call or reminder postcard

	 •	�Keep in touch with your meeting venue contacts leading up to a meeting. Give them a Pre-Enrollment 
Kit/Booklet, encourage them to attend, and invite consumers whom they think might be interested



Confidential property of UnitedHealth Group. For agent use only. Not intended for use as marketing material for the general 
public. Do not distribute, reproduce, edit or delete any portion without the express permission of UnitedHealth Group.

18 August 11, 2011 	 Formal Marketing/Sales Events Guide

	�Tom Paul introduction video

			   •	� Available in downloadable format via the Agent Toolkit

	�Agenda Handout

			   •	� Must use the Centers for Medicare & Medicaid Services (CMS)- and 
UnitedHealthcare-approved version that is available via the Agent Toolkit

			   •	� Provides consumers with a meeting agenda and agent information if they 
decide to enroll after leaving the meeting

	�Lead Cards

			   •	� Available via the Agent Toolkit

			   •	� Not required for consumers to complete (optional to complete and leave 
with agent)

			   •	 Lead Cards provide Permission to Call (PTC)

	�Market and product-specific materials (provided by local marketing 
and/or sales leadership) 

			   •	� Deeming flyer (PFFS meetings only)

			   •	� Plan benefits and product brochures for each via the Agent Toolkit

			   •	� Provider directories (for staff)

			   •	� Drug formulary

			   •	� Prescription Mail Order forms

			   •	� OptumHealth flyers

			   •	� Deluxe Rider brochures

			   •	� Scope of Appointment (SOA) forms (only needed for personal/individual 
meetings)

			   •	� Transportation flyers (if available in service area of meeting)

			   •	� Passport® flyers (if available in service area of meeting)

			   •	� SilverSneakers® flyers (if available in service area of meeting)

			   •	� Hearing aid flyers (if available in service area of meeting)

			   •	� NurseLineSM flyers

	�Pre-Enrollment Kit/Booklet

			   •	� Appropriate number of Pre-Enrollment Kits/Booklets for products 
presented based on RSVPs, plus extras 

			   •	� Extra paper Enrollment Applications
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	�Signature pads for i-Enroll

	�Directional signage 

			   •	� In case consumers need help finding the venue location

			   •	� Directional signage is available via the Agent Toolkit

Meeting organization materials.
	 �Facilitator resources

			   •	� Roles and responsibilities list (for medium or large group)

			   •	� Community Meeting (formal marketing/sales event) Pre-Planning 
Strategy Worksheet. Refer to the Resources for Community Meetings 
(formal marketing/sales events) section of this document for 
more information

			   •	� Facilitation tips (for small, medium or large group)

			   •	� Medicare Advantage Presentation Checklist. Refer to the Resources for 
Community Meetings (formal marketing/sales events) section of this 
document for more information

			   •	� 2012 May/Must/Must Not List. Refer to the Resources for Community 
Meetings (formal marketing/sales events) section of this document for 
more information

Room materials.
	�Tablecloths (logo)

	�Pole banners (logo)

Miscellaneous supplies.
	�Index cards (if you plan to use these as part of your strategy for 
addressing questions)

	�Pens

	�Note pads

	�Giveaways

		  Reminder:

			   •	� Ensure you are abiding by the Centers for Medicare & Medicaid Services 
(CMS) nominal gift guidance

•	 Presentation

•  Equipment

•  Tom Paul video

•  Lead Cards

•  Placemats

•  Product specific    		

	 materials

•  Pre-enrollment Kits

•  Signature pads for 		

	 i-Enroll
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			   •	� Medicare Marketing Guidelines (MMG) section 70.2 states that a gift 
must be of nominal retail value (an item worth $15.00 or less, based 
on the retail value) and provided to the consumer whether or not the 
consumer enrolls in the plan

	�Business cards

	�Extra laptop battery

	�Optical/remote mouse

	�Standard Ethernet networking cable for Internet connection, if needed

	�Extra bulb for projector, if needed

	�Power strip and extension cords

	�Extra batteries, as needed

	�Name tags for all staff

	�Light refreshments/snacks and coffee/tea/water, if applicable (no meals)

BEST PRACTICES:

Gathering materials.

	 •	�Bring all three presentation formats (table‑top flip chart, easel‑size flip chart, and electronic) just in case the 
number of consumers who actually attend varies from what was expected

	 •	�Make copies of the Community Meeting (formal marketing/sales event) Checklist found in the Resources for 
Community Meetings (formal marketing/sales events) section of this document. Each time you prepare for a 
community meeting (formal marketing/sales event), use a clean copy of the checklist and check off items as 
you pull materials together

	 •	�Be prepared and plan for contingencies…extra laptop battery, power strip and extension cord, extra bulbs 
for projector, etc.

	 •	�Each consumer who enrolls receives a complete Pre-Enrollment Kit/Booklet

	 •	�If a consumer wishes to have a copy of the Enrollment Application, please inform them that they will receive 
a copy of it within 10 days via mail from the health plan. Agents should not leave an extra copy with the 
consumer that contains information manually copied, as this allows for mistakes. Also, this is a risk to the 
plan in the event of a consumer complaint, if there are errors with the Enrollment Application, or if the 
Enrollment Application is rejected

	 •	��It is often best to distribute the Pre-Enrollment Kits/Booklets near end of presentation versus the beginning. 
This helps to keep consumers focused on the presentation and also serves as a trigger for enrollment

	 •	�May need to have Pre-Enrollment Kits/Booklets and meeting materials shipped to venue up to three days 
ahead of time if venue will accept shipments
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Making Presentation Materials Work for You
The best way to make effective use of the presentation materials is to practice using 
them before you facilitate a community meeting (formal marketing/sales event).

Become confident and comfortable delivering your 
sales presentation.
	 •	�Familiarize yourself with the flow of the presentation and the talking points

	 •	�Practice using all three presentation formats and the Tom Paul 
introduction video

	 •	�Get used to the mechanics and logistics of paging forward and 
backward, through the presentation talking points, the flip chart, or the 
electronic presentation

Audiovisual basics.
	 •	�Ensure the presentation is in order, set up, and ready for use

	 •	�Position yourself so that both you and the presentation (flip chart or 
electronic presentation) are facing your consumers

	 •	�Make sure that the presentation materials are easily readable from where 
consumers are sitting (both from the front of the room and from the back)

For electronic presentations.
	 •	�Plan accordingly. Have power strips, extension cords, an optical/remote 

mouse, and extra (fully charged) laptop battery

	 •	�Ask another participating agent to bring their laptop with the presentation. 
If you have trouble with your laptop, you have a backup

	 •	�Test all equipment ahead of time to ensure that it is working properly
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Mastering Your Delivery — 
Deliver a Masterful Presentation
Delivering an effective and engaging presentation is easier if you put yourself in 
the shoes of your consumers. They are concerned about how health care-related 
changes will affect the doctors they see, the prescriptions they can afford, the 
quality of the health care they have access to, and how much it’s all going to cost 
them. Add to that the health care experiences they’ve each had over the course of 
time, and you have a melting pot of curiosity, confusion, anxiety, frustration, and 
possibly even anger.

And that’s where you can help. You can help guide them through their confusion, 
help them make their choices, and get them enrolled with a solution that they are 
confident in and that best fits their needs. Delivering the presentation in a way 
that they can easily understand will help them to make the health care choices 
that best work for them. And the increased focus on enrollment in these meetings 
makes it vital that you reach your consumers with the appropriate message about 
the strength of UnitedHealthcare.

The best way to prepare is to plan out your presentation strategy. Before you 
conduct any of your community meetings (formal marketing/sales events), we 
recommend that you spend some time going through the “Community Meeting 
(formal marketing/sales event) Pre-Planning Strategy Worksheet” provided in 
the Resources for Community Meetings (formal marketing/sales events) section 
of this document. It includes exercises to help you plan your meeting’s structure, 
flow, and content and to develop a strategy for interacting with consumers as 
they arrive, opening the meeting, addressing and asking questions, responding 
to objections, or managing difficult behaviors. It also provides lots of tips for 
meetings with different‑sized groups.

One of the most helpful sections of the Community Meeting (formal marketing/
sales event) Pre-Planning Strategy Worksheet deals with what may be the 
toughest part of your meetings… handling objections and resistance. Our strong 
recommendation is to read through this section and then practice handling 
objections in “role‑plays” with family members or friends. This will help you to 
empathize with your consumer, while at the same time to effectively coach them 
through their resistance.

And this touches on a second key point: The biggest difference between an 
effective presentation and an ineffective one is what’s known as “The 3 P’s”…
Practice, Practice, Practice. We suggest at least two to three dry runs to make 
sure your presentation runs smoothly in the live meeting. Practicing your 
presentation is vital to your sales success! 

Consumers who attend your meetings are looking to you to provide clear 
information and sound guidance as they navigate through their decision-making 
process. The planning and practice you do before your meetings will significantly 
increase your effectiveness and help you reach your enrollment goals.
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Making a Great Impression
Here are some steps you can take to make a great impression:

	 •	�Arrive early and start on time. It is strongly recommended that agents arrive 
at least 30 minutes prior to the event 

	 •	�Be organized and have the room prepped (materials, banner poles, room 
temperature, etc.)

	 •	�Know the product to be presented. Have all the appropriate materials for 
products presented and be able to speak to:

		  –	Changes in benefits for 2012 and why changes were necessary

		  –	The strength of UnitedHealthcare

		  –	Local nuances of this market — strengths, provider network

	 •	�Greet each consumer as they arrive, check off names on the RSVP list, give 
consumers the materials for the meeting and ask if they want to complete an 
optional Lead Card with permission to contact them for more information. 
If desired (see reminder below), agents may ask consumers about their current 
coverage. Please note that agents are currently prohibited from writing on Lead 
Cards as they are Centers for Medicare & Medicaid Services (CMS)-approved 
marketing materials. However, it is acceptable for the consumer to add notes 
to the back of the Lead Card. Inform them where the restrooms are located; 
ask them to please place their cell phone on vibrate or turn it off during the 
meeting; assist with seating if consumer needs assistance.

BEST PRACTICES:

Mastering your delivery.

	 •	�Use the “Community Meeting (formal marketing/sales event) Pre-Planning Strategy Worksheet” to 

plan your meeting: organization, flow and content. This worksheet can be found in the Resources for 

Community Meetings (formal marketing/sales events) section of this document

	 •	�Role play with family members or friends. Ask them to ask you difficult questions or to display difficult 

behaviors such as objecting to what you have said. Practice responding to their questions and managing the 

difficult behavior

	 •	�Review all of the elements that a secret shopper will look for and be sure to incorporate them. Some, but 

not all, of the elements that a secret shopper will look for include: be on time, act and dress professionally, 

do not use superlatives, open the meeting with your name, name of company and products to be presented, 

etc.

	 •	�Remember that some consumers may have difficulty seeing small print and hearing soft voices, so adjust 

your speaking voice and your choice of presentation media accordingly

	 •	�Practice, Practice, Practice! 

RULE OF THUMB:

Many meeting consumers 

make their buying 

decision, often not to buy, 

in the first 10 minutes of 

the presentation. 

Consumers buy, or not, 

based as much on  

emotion as on facts!
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		�  Reminder: Medicare Marketing Guidelines (MMG) section 70.8 states that 
plan sponsors may not require consumers to provide any contact information 
(sign-in sheet or Lead Card) as a prerequisite for attending the event or for 
participating in any drawings or raffles or to receive giveaways

	 •	�For medium and large groups, print out a roster from bConnected 
beforehand. This roster is used to check off the consumers that are attending 
the meeting and will be used as required follow-up work for loading 
information into bConnected. Rosters cannot be displayed to the public. 
A roster may not be used or substituted as a sign‑in sheet

	 •	�For large venues, a UnitedHealthcare-approved sign-in sheet may be used for 
consumers to note their attendance; however, completion of the sign-in sheet 
by consumers is optional and does not constitute Permission to Call (PTC). 
The completion of a Lead Card does grant Permission to Call (PTC); 
however, consumers are not required to complete a Lead Card

	 •	�Be sure to start each community meeting (formal marketing/sales event) 
presentation by introducing your name, your company name and the 
product name

	 •	�When the consumer is talking, actively listen, which is defined as:

		  –	�We are genuinely interested in understanding what the consumer is thinking, 
feeling, wanting or what the message means, and we are active in checking 
out our understanding before we respond with our own new message

		  –	�We restate or paraphrase our understanding of their message and reflect it 
back to the consumer for verification

	 •	�Empathize with your consumers, which is different than sympathizing with 
them. Sympathy says, “Gee, that’s a shame,” but empathy says, “I hear how 
difficult that is, and I’d like to help”

	 •	�Respond attentively to their questions and concerns

	 •	�Incorporate appropriate and relevant information, you gain from consumers 
as they arrive, into your presentation

	 •	�Show confidence that you can help, and help put consumers at ease by 
emphasizing UnitedHealthcare expertise, size, and years of experience —
marks of stability, from a company that’s been around awhile. Don’t be shy 
about who we are and what we bring to the marketplace

	 •	�Show respect to all your consumers, including the ones with challenging 
questions or comments

A UnitedHealthcare-

approved sign-in 

sheet may be used at 

Community Meetings 

(formal marketing/sales 

events) for consumers 

to note their attendance. 

However, completion 

of the sign-in sheet by 

consumers is optional 

and does not grant 

Permission to Call (PTC). 

The completion of a 

Lead Card does grant 

Permission to Call (PTC), 

however, consumers are 

not required to complete a 

Lead Card.

NOTE:
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	 •	�Be considerate and thankful that they are taking the time to attend your meeting

	 •	�Follow through with them in a timely manner

	 •	�Before consumers leave, remind them that you asked them to turn their cell 
phones off or to vibrate when they arrived so they remember to turn them 
back on or turn the volume up

Medium‑group specific.
	 •	�Have an RSVP area. Determine where the consumers will be greeted and 

how and who will complete the RSVP list when they arrive

	 •	�One agent or UnitedHealthcare Representative should greet each consumer 
as they arrive, at a location near the entrance

	 •	�One agent or UnitedHealthcare Representative should assist consumers to 
their seats

	 •	�Materials may be placed at seating/table location or give consumers the 
materials at the reservation table, ask them to complete Lead Card (see 
reminder below), ask them about their current coverage. Please note that 
agents are currently prohibited from writing on Lead Cards as they are 
Centers for Medicare & Medicaid Services (CMS)-approved marketing 
materials. However, it is acceptable for the consumer to add notes to the back 
of the Lead Card. Inform them where the restrooms are located and remind 
them to place their cell phone on vibrate or turn them off during meeting.

		�  Reminder: Medicare Marketing Guidelines (MMG) section 70.8 states that 
plan sponsors may not require consumers to provide any contact information 
as a prerequisite for attending the event
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Large‑group specific.
	 •	�More staff is required as the number of RSVPs increase. Please refer to the 

“Identifying Staffing Needs” section of this document for more details

	 •	�If using a hotel, recommend staff at front entrance or back entrance to direct 
consumers to the meeting room

	 •	�Recommend using logo banner poles at front entrance and throughout lobby 
to direct consumers to meeting room. Directional signs (available on the 
Agent Toolkit) may also be helpful and placed on easels with a Velcro arrow 
helping to guide consumers to the proper location

Making Enrollment Easy: Preparation
Making enrollment easy in the community meetings (formal marketing/
sales events) is critical to your continued sales success as you strive to achieve 
your enrollment goals. Enrollment specifics will be detailed under the 
“Conducting the Community Meeting (formal marketing/sales event)” section of 
this document.
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Using Meeting Planners to Stay Organized
Obviously, there’s a lot more to planning and conducting a community.
meeting (formal marketing/sales event) than just showing up and winging it. 
There’s a lot to remember, and a lot that can be inadvertently forgotten if you’re 
not organized. 

That’s why we’ve included the Community Meeting (formal marketing/sales 
event) Checklist in the Resources for Community Meetings (formal marketing/
sales events) section of this document. We strongly recommend that you 
use the Community Meeting (formal marketing/sales event) Checklist for 
each meeting you plan. The checklist will enable you to stay more organized 
and focused, leading to more effective meetings. The Community Meeting 
(formal marketing/sales event) Checklist is also available for download via the 
Agent Toolkit.
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Part 2: Conducting the Community Meeting 
(formal marketing/sales event)

Knowing Your Consumers
As you get to know the consumers at each community meeting (formal marketing/
sales event), you will notice that the consumers in the room share some common 
needs/wants. The faster you can identify each consumer’s want or need, the more 
effective you can be in helping them to get what they need. This is known as 
“managing the room.” Common categories of wants/needs include the following:

Need to get it done.
Consumers falling into this category know what product(s) they will be choosing, 
and they are simply there to “get it done” and enroll. To resonate with this group, 
make sure you ask for business early in the meeting and offer to let them get 
started while you continue the presentation. 

Need questions answered.
These consumers may have already talked to the Telesales team or to an agent, 
but they likely have specific questions they need to have answered before 
deciding how to proceed. They may also be comparing plans and providers 
and will need specific information that addresses their questions. To resonate 
with this group, address their questions as they arise during the meeting. 
Also, let them know where and when there will be time for offline one‑on‑one 
conversations for more personalized help. Asking for business periodically will 
give them several chances to say “yes” and enroll.
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Just window shopping.
These consumers are just beginning their investigation of Medicare plans and 
have no intention of enrolling that day. They need to build their understanding 
of the landscape before making any decisions. To resonate with this group, begin 
with an overview of Medicare and how health care is changing. Then present 
the strengths of UnitedHealthcare and build the business case for enrolling 
in UnitedHealthcare plan offerings. If you have ensured that the plan being 
presented is most appropriate for the consumer’s financial and health care needs, 
ask for their business at the conclusion of the business case, and emphasize ease 
of sign-up. Allow them to ask questions, and offer further offline discussion after 
the meeting. Ask the consumer to fill out a Lead Card, which gives Permission 
to Call (PTC).

Just here for the coffee and donuts.
Yes, there will be those who are just in it for the refreshments. Just in case, make 
sure to ask for their business, and offer them a Pre-Enrollment Kit/Booklet 
and brochures.

Creating a Great Impression
Refer to the Resources for Community Meetings (formal marketing/sales events) 
section in this guide for the Creating a Great Impression Checklist. You can use 
this checklist as a quick thumbnail reference during your community meetings 
(formal marketing/sales events) to make sure you leave a great impression.

Managing Consumers Who Have 
Challenging Questions
Occasionally, some consumers may make negative comments that are 
disruptive to your meetings (the “negative naysayer,” the “interrupter,” etc.). 
They could be former or current members that have had a bad experience with 
UnitedHealthcare. They may have unresolved issues that need to be addressed. 
They could have negative attitudes towards our company, Medicare, AARP,® 
etc. It is important to be prepared for these situations.

For more information, and a place to brainstorm ideas for gracefully handling 
consumers who have challenging comments or questions, please refer to the 
Community Meeting (formal marketing/sales event) Pre-Planning Strategy 
Worksheet available in the Resources for Community Meetings (formal 
marketing/sales events) section of this document.
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Handling Objections
As an agent conducting community meetings (formal marketing/sales events), 
you are bound to encounter objections and resistance at some point during 
the meeting. The key to handling objections is to remain neutral and follow 
these steps:

Acknowledge/
Empathize:

Acknowledge the issue, empathize with the consumer.

Question: Ask a question to learn more about their concern. 
Remember, if the consumer’s objection is based on a 
personal experience, it should be discussed privately, 
and not in public. Per the Medicare Marketing 
Guidelines (MMG), agents are prohibited from acting 
in the role of a Customer Service associate and Sales 
Agent at the same time.

Position: Match relevant benefits to needs and concerns.

Check: Get feedback. Have you successfully coached through 
the objection?

Resistance, on the other hand, differs from objections by degree. Objections 
always involve a certain amount of emotion at their core, but resistance involves 
more volatile emotion. It’s what happens when fear and anger overshadow facts 
and judgment.

The key to handling resistance is to remain neutral rather than challenge. A fire 
fueled… grows. If you cannot coach the consumer through their resistance after 
one or two tries, then it is better to suggest taking the conversation offline. Be 
tactful and always allow the consumer to save face.

For more information on responding to objections and resistance (as well as 
specific practice examples), see the Community Meeting (formal marketing/
sales event) Pre‑Planning Strategy Worksheet available in the Resources for 
Community Meetings (formal marketing/sales events) section of this document.

Collecting Lead Cards and Tracking Attendance
To achieve your enrollment goals and enroll a consumer in a plan that best fits 
their health care and financial needs, it is important that you track attendance at 
your community meetings (formal marketing/sales events) as much as possible 
by collecting Lead Cards from consumers as they come in the door (see reminder 
below). Once the meeting is over, update bConnected with attendance, results 
and follow-up information.

Acknowledge/ 
Empathize

Question

Position

Check
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Reminder: Medicare Marketing Guidelines (MMG) section 70.8 states that 
plan sponsors may not require consumers to provide any contact information as 
a prerequisite for attending the event. 

For more information on tracking, see the Follow-Up After the Community 
Meeting (formal marketing/sales event) section in this document.

BEST PRACTICES:

Small group presentation (7 consumers and under).

	 •	�Welcome consumers as they arrive

	 •	�Begin every community meeting (formal marketing/sales event) presentation 
by stating your name, your company name, and the name of the product to 
be presented

	 •	�Ask for the business throughout the presentation as some consumers may want 
to enroll at the beginning, in the middle, or at the end of the event 

	 •	�Even if a consumer doesn’t want to enroll during the meeting, suggest that 
they fill out the Enrollment Application with the agent’s assistance during the 
meeting and take it with them (with a postage paid envelope) so that they know 
it is completed correctly if/when they decide to mail it back to the agent for 
submission. Remember, agents may add their agent ID number to Enrollment 
Applications, but should never sign and date an Enrollment Application 
until said agent has received the completed Enrollment Application from 
the consumer

	 •	�Always thank consumers for attending the meeting. Remember, a satisfied 
consumer can be the best ambassador

	 •	�Ask consumers to sign Lead Cards and give Permission to Call (PTC). This is 
a voluntary activity on the part of the consumer. Consumers are not required 
to sign Lead Cards or provide any information if they do not want to be 
contacted. As a reminder, if a consumer partially completes a Lead Card but 
omits his/her telephone number, the agent cannot call them, but can use postal 
mail if the address was provided

	 •	�Make sure all consumers who attend the meeting have your contact 
information/business card. Some consumers will not want to complete a 
Lead Card

		  –	�You may hand out business cards to each consumer so they may contact 
you. You cannot ask for referrals, but you can ask consumers to provide your 
business cards to friends and relatives. Remember, you cannot collect name, 
addresses, phone numbers or e‑mail addresses for referrals. If a consumer 
wants to refer you they can, but the referral needs to contact you directly. You 
cannot contact referrals unless they contact you first and provide Permission 
to Call (PTC) for you to return their call
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	 •	�Small groups work best when kept casual

	 •	�Accept questions as they arise

	 •	�Outline the purpose of the meeting and about how long the presentation will 
last. Remember, per the Centers for Medicare & Medicaid Services (CMS), 
the presenter must introduce their name, the name of their company, and the 
products they will be presenting at the beginning of the presentation 

	 •	�Let consumers know we will be assisting them with their enrollment directly 
after the meeting

	 •	�If a consumer needs to leave early, announce that you will be following 
up with them later in the week (if they have given you Permission to 
Call (PTC))

	 •	�Tell consumers to feel free to ask questions during the presentation

	 •	�Ask for the enrollment

	 •	�Engage and look at consumers throughout the presentation; use pleasant and 
uplifting voice tones

	 •	�Include stories of how you were able to assist other consumers with their 
health care needs

	 •	�Use words/phrases/sentences that make them feel like they are already 
members, make them feel like they want to become members

	 •	�Be sure to cover all Centers for Medicare & Medicaid Services (CMS) 
compliance points that are included in the Centers for Medicare & Medicaid 
Services (CMS)-approved sales presentation and explain what happens next 
after they enroll; telephone calls, ID cards

	 •	�Hold drawing (if having one)

		  –	�Medicare Marketing Guidelines (MMG) section 70.2.2 states that plan 
sponsors must include a written statement on all materials.
advertising/promoting drawings, prizes, or any promise of a free gift 
that there is no obligation to enroll in the plan. For example: “Eligible 
for a free drawing and prizes with no obligation.” Or “Free drawing 
without obligation.”

		  –	�Medicare Marketing Guidelines (MMG) section 70.8 states that plan 
sponsors may not ask consumers to provide personal contact information in 
order to participate in a raffle or drawing. Plan sponsors should use other 
mechanisms (e.g. raffle tickets, random numbers) for conducting drawings

Medium-sized group presentation (7 to 30 consumers).

	 •	�“If you’re ready to enroll, we’re here in the back of the room.” Ask for the 
business throughout the presentation. Some consumers may want to sign up 
at the beginning, in the middle, or at the end 
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	 •	�Ask consumers to sign Lead Cards and give Permission to Call (PTC). This 
is a voluntary activity. Consumers are not required to sign Lead Cards or 
provide any information if they do not want to be contacted. As a reminder, 
if a consumer partially completes a Lead Card but omits his/her telephone 
number, the agent cannot call them, but can use postal mail if the address 
was provided

	 •	�You may distribute business cards to each consumer so they may contact 
you. You cannot ask for referrals, but you can ask consumers to provide your 
business cards to friends and relatives. Remember, you cannot collect name, 
addresses, phone numbers or e‑mail addresses for referrals. If a consumer 
wants to refer you they can, but the referral needs to contact you directly. You 
cannot contact referrals unless they contact you first and provide Permission 
to Call (PTC) for you to return their call

	 •	�If a member is in the audience and is disruptive, thank them and tell them 
that you’ll connect with them at the end of the meeting. Remember, if the 
consumer’s objection is based on a personal experience, it should be discussed 
privately, and not in public. Per the Medicare Marketing Guidelines (MMG), 
agents are prohibited from acting in the role of a Customer Service associate 
and Sales Agent at the same time

	 •	�Always thank consumers for attending the meeting. Remember, a satisfied 
consumer can be the best ambassador

	 •	�Groups over 10 need to be more formal than a small meeting

	 •	�Let consumers know when it is best to ask questions. Will you allow them 
to freely ask questions throughout the presentation or ask them to hold 
questions until the end of presentation, due to the size of the group?

	 •	�Welcome the consumers and introduce other agents or meeting helpers, 
vendors or special guests

	 •	�Outline the purpose of the meeting and about how long the presentation will 
last, let them know we will be assisting them with their enrollment directly 
after the meeting, if anyone needs to leave early announce that you will be 
following up with them later in the week or to speak to one of the other 
representatives on their way out, ask for the enrollment; engage and look at 
the consumers throughout the presentation; use pleasant and uplifting voice 
tones; include stories of how you were able to assist other consumers with 
their health care needs; use words/phrases/sentences that make them feel like 
they are already members, make them feel like they want to become members

	 •	�Be sure to cover all Centers for Medicare & Medicaid Services (CMS) 
compliance points and explain what happens next after they enroll

NOTE:

Once a consumer enrolls, 

explain to them what will 

happen next (i.e., receive 

a copy of the completed 

Enrollment Application, 

acknowledgement of 

receipt of application letter 

(however, Medicare must 

approve the Enrollment 

Application), notice 

to confirm enrollment 

(confirms that Medicare 

has approved Enrollment 

Application), Outbound 

Enrollment and Verification 

(OEV) call, member 

identification card, 

welcome kit, and a health 

risk assessment call).
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	 •	�Even if a consumer doesn’t want to enroll during the meeting, suggest that 
they fill out the Enrollment Application with the agent’s assistance during 
the meeting and take it with them (with a postage paid envelope) so that 
they know it is completed correctly if/when they decide to mail it back to 
the agent for submission. Remember, agents may add their agent ID number 
to Enrollment Applications, but should never sign and date an Enrollment 
Application until said agent has received the completed Enrollment 
Application from the consumer

	 •	�Distribute Pre-Enrollment Kit/Booklet based on product request of 
a consumer

	 •	�If going through the Pre-Enrollment Kit/Booklet contents, have other 
agent(s) or UnitedHealthcare representative(s) walk the room to see if anyone 
has difficulty finding their materials or needs help

	 •	�Hold drawing (if having one)

		  –	�Medicare Marketing Guidelines (MMG) section 70.2.2 states that plan 
sponsors must include a written statement on all materials advertising/
promoting drawings, prizes, or any promise of a free gift that there is no 
obligation to enroll in the plan. For example: “Eligible for a free drawing 
and prizes with no obligation.” Or “Free drawing without obligation.”

		  –	�Medicare Marketing Guidelines (MMG) section 70.8 states that plan 
sponsors may not ask consumers to provide personal contact information in 
order to participate in a raffle or drawing. Plan sponsors should use other 
mechanisms (e.g. raffle tickets, random numbers) for conducting drawings

Large group presentation (30+ consumers).

	 •	�Ask for the business throughout the presentation…some consumers may 
want to sign up at the beginning, in the middle, or at the end 

	 •	�Always thank consumers for attending the meeting. Remember, a satisfied 
consumer can be the best ambassador

	 •	�Ask consumers to sign Lead Cards which give Permission to Call (PTC). 
This is a voluntary activity on the part of the consumer. Remember, 
consumers are not required to sign a Lead Card or provide any information. 
You must have a signed Lead Card with a correct phone number in order to 
contact the consumer via telephone

	 •	�Make sure all consumers who attend the meeting have your contact 
information/business card
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	 •	�You may distribute business cards to each consumer so they may contact 
you. You cannot ask for referrals, but you can ask consumers to provide your 
business cards to friends and relatives. Remember, you cannot collect any 
contact information for referrals. If a consumer wants to refer you they can, 
but the referral needs to contact you directly. You cannot contact referrals 
unless they contact you first and provide Permission to Call (PTC) for you to 
return their call

	 •	�Presentation needs to be formal using electronic presentations. The 
electronic presentation process would be very similar as outlined for a 
medium-sized group

	 •	�Instruct consumers to refer to the Pre-Enrollment Kit/Booklet as you review 
the enrollment form. Guide them through the steps for completing it

	 •	�Announce to consumers that you and the other UnitedHealthcare 
representatives will be available at the end of the meeting to review 
their Enrollment Application; ask consumers to have their Medicare ID 
card available

	 •	�Hold drawing (if having one)

		  –	�Medicare Marketing Guidelines (MMG) section 70.2.2 states that plan 
sponsors must include a written statement on all materials advertising/
promoting drawings, prizes, or any promise of a free gift that there is no 
obligation to enroll in the plan. For example: “Eligible for a free drawing 
and prizes with no obligation.” Or “Free drawing without obligation.”

		  –	�Medicare Marketing Guidelines (MMG) section 70.8 states that plan 
sponsors may not ask consumers to provide personal contact information in 
order to participate in a raffle or drawing. Plan sponsors should use other 
mechanisms (e.g. raffle tickets, random numbers) for conducting drawings
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Making Enrollment Easy
As we emphasized earlier, making enrollment easy in the community meetings 
(formal marketing/sales events) is critical to your continued sales success as you 
strive to achieve your enrollment goals. And use of the i-Enroll tool is critical to 
making enrollment easy. 

i-Enroll
UnitedHealthcare uses the i-Enroll Offline Electronic Enrollment Tool as 
our offline electronic enrollment tool. This is preferred over paper Enrollment 
Applications for several reasons:

	 •	�Faster processing of the Enrollment Application

	 •	�Improved Enrollment Application accuracy resulting in fewer pended 
Enrollment Applications

	 •	�Faster and more accurate commission processing

For community meetings (formal marketing/sales events), ensure that all agents have:

	 •	�Loaded i-Enroll software onto their laptops

	 •	�Created agent profiles

	 •	�Updated the states they are licensed in 

	 •	�Updated the plans for those states

	 •	�Signature pads available

	 •	�An understanding of how to use the tool and upload Enrollment Applications 
after the meeting is over

You and all agents who work your community meetings (formal marketing/
sales events) must have the i-Enroll application installed and properly set up on 
your laptops so you can complete Enrollment Applications with the meeting 
consumer (you do not have to be online to do this). Then you can upload the 
completed Enrollment Applications later once you connect to the network. Many 
agents already may have this software loaded on their laptop.

Important: If you haven’t yet loaded i-Enroll and learned how to use it, please 
see your Sales Director, Agent Manager, or go to the Producer’s Help Desk 
(PHD) for information on how to get started.

Agents can also do online 

electronic enrollment at 

community meetings (formal 

marketing/sales events) 

using their laptops. 

Consumers can also leave 

the meeting and call the 

sales agent the next day 

for an electronic enrollment 

using Internal Sales 

Support (ISS). Please note 

that Internal Sales Support 

(ISS) can only support 

Medicare Advantage (MA) 

and/or Medicare Advantage 

Prescription Drug (MAPD).

NOTE:

NOTE:
�Enrollers or sales staff with laptops should be ready to take electronic enrollments. Remember, 

if enrollers are non-licensed staff members, they can do data entry only. Licensed, contracted, 

appointed (if applicable) and certified agents must review Enrollment Applications and answer 

all consumer questions. Please refer to Centers for Medicare & Medicaid Services (CMS) 

Medicare Marketing Guidelines (MMG) section 120.6 for more information about activities that 

do not require the use of licensed sales agents.
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BEST PRACTICES:

Making enrollment easy.

Small Groups

	 •	�If there are only one or two consumers present, it is still best to do electronic enrollment

	 •	�Remind consumers again why they attended the meeting

	 •	�Thank consumers for coming

	 •	�Ask if anyone has questions

	 •	�Ask them to meet you at the enrollment table and to show you their Medicare card because you will need to 

see it to enroll them

	 •	�Ask for the enrollment/assume the sale

	 •	�You should be ready with i-Enroll and Enrollment Applications

	 •	�For consumers who will not commit to enrolling on site, ask them for a personal/individual visit and schedule 

a time before they leave. Ask them to invite friends, relatives, associates and neighbors

		  –	� Make sure the Scope of Appointment rules are abided by when scheduling 

personal/individual appointments

	 •	�Remember, you must present the formal sales presentation even if only one consumer attends

Medium Groups

	 •	�Utilize a tag team approach for scheduling when other agents are helping during a community meeting 

(formal marketing/sales event); share every other sale

	 •	�The Lead Cards are divided equally among all agents assisting during a community meeting (formal 

marketing/sales event)

	 •	�Several consumers will require paper Enrollment Applications, so bring extras (if stand-alone Enrollment 

Applications are available outside the Pre‑Enrollment Kits/Booklets)

	 •	�Remind consumers again why they attended the meeting

	 •	�Ask if anyone has any questions

	 •	�Ask consumers to start completing Enrollment Applications while awaiting staff assistance

	 •	�Ask consumers to meet you at the enrollment tables and to have their Medicare card available as you will 

need to see it in order to start their enrollment process

	 •	�You should be ready with i-Enroll and Enrollment Applications

Large Groups

	 •	�More consumers will require paper Enrollment Applications

	 •	�Enrollment procedures would follow very closely to medium‑size groups. Emphasis should be placed 

on having appropriate staffing on site to assist with enrollments whether electronic or proofing paper 

Enrollment Applications that consumers are completing



Confidential property of UnitedHealth Group. For agent use only. Not intended for use as marketing material for the general 
public. Do not distribute, reproduce, edit or delete any portion without the express permission of UnitedHealth Group.

38 August 11, 2011 	 Formal Marketing/Sales Events Guide

Part 3: Follow-Up After the Community 
Meeting (formal marketing/sales event)

Post-Meeting Checklist
Your follow-up after the meeting is as important as your focus on enrollment 
during the meeting. Here is a checklist of the important to‑do items:

	�Refer to the Lead Cards or Business Reply Card (BRC) to follow up on the 
leads no more than 48 hours after the meeting

	�Reach out to everyone who gave you documented Permission to Call (PTC) 
to see if they have additional questions 

	�Follow up by telephone with all consumers who attended (if documented 
Permission to Call (PTC) was obtained)

	�Send Thank You Cards to consumers, if you cannot reach them by telephone 
or documented Permission to Call (PTC) was not given. Include business 
cards and let them know they can contact you or share the cards with family 
or friends

	�Send a UnitedHealthcare-approved Thank You card (available via the Agent 
Toolkit) to those that enrolled, thanking them for their business. Include 
business cards and let them know they can contact you or share the cards 
with family or friends

	�bConnected follow-up — All leads entered into bConnected with appropriate 
disposition codes; schedule call back if allowed in two to three days; all 
enrollments at meeting closed in bConnected correctly
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A Note About Compliance Monitoring
UnitedHealthcare Distribution Compliance Monitoring activities include:

	 •	�Secret Shopper (field observations) — Secret Shoppers monitor community 
meeting (formal marketing/sales event) activities to ensure Centers 
for Medicare & Medicaid Services (CMS) compliance. Please refer to 
the Medicare Advantage Presentation Checklist in the Resources for 
Community Meetings (formal marketing/sales events) section of this 
document for more information on facilitating a compliant meeting

	 •	�Please note that Secret Shoppers for the Centers for Medicare & Medicaid 
Services (CMS) have noted the following top five issues:

		  1) �Presenter did not verbally describe the prescription drug plan benefits, 
limitations and formulary. This includes categories related to drug 
coverage, coverage gap, tiered copayments, drug costs and out of 
pocket expenses

		  2) �Presenter made inaccurate/incomplete/absolute or frightening statements 
during the presentation 

		  3) �Presenter required beneficiary contact information (beyond first name), 
either by a sign-in sheet or having the roster from bConnected

		  4) �Presenter didn’t announce the products being presented at the beginning 
of the presentation

		  5) �Presenter didn’t provide information for Low Income Subsidy 
qualification (LIS)

	 •	�Outbound Enrollment and Verification (OEV) process — a call to the 
consumer within 15 days of receiving the Enrollment Application to 
verify that the member understands that they have enrolled in a Medicare 
Advantage plan and that they understand the plan benefits

	 •	�Enrollment Reporting — identify rapid disenrollments and Enrollment 
Application cancellations

	 •	�Review and track Enrollment Applications request for completeness

	 •	�Track submission of all required enrollment documentation

	 •	�Complaints tracking — complaints may come from the Centers for Medicare 
& Medicaid Services (CMS), Customer Service, Appeals, Grievances, Claims, 
etc., and may result in one of the following progressive corrective actions:

		  –	�Complaint Education Contact (CEC)

		  –	�Corrective Action Referral (CAR)

		  –	�Referral to the Disciplinary Action Committee (DAC)
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	 •	�Agent Assurance and Management Oversight

		  –	�Monthly assessment of agent’s status in the following compliance areas via 
the Agent 360 (compliance monitoring tool):

			   •	� Rapid disenrollment

			   •	� Complaints

			   •	� Outbound Enrollment and Verification (OEV) surveys

			   •	� Secret Shopper 

			   •	� Late Enrollment Applications

			   •	� Call monitoring

			   •	 Unreported sales events

			   •	 Late reported sales events

In addition to the internal 

UnitedHealthcare Secret 

Shoppers, the Centers 

for Medicare & Medicaid 

Services (CMS) also 

conducts Secret Shopper 

activities. Agents failing 

to perform adequately 

under UnitedHealthcare, 

Centers for Medicare & 

Medicaid Services (CMS) 

and any other regulatory 

agencies’ compliance 

guidelines, will be subject 

to disciplinary action, 

including suspension and 

possibly termination.

NOTE:
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Part 4: Resources for Community 
Meetings (formal marketing/sales events)

The following reference documents can be used to help you plan your meetings and remain organized:

•	 Medicare Advantage Presentation Checklist............................................................................................42

•	 Community Meeting (formal marketing/sales event) Pre-Planning Strategy Worksheet.........................44

•	 Community Meeting (formal marketing/sales event) Checklist............................................................... 59

•	 Materials Checklist................................................................................................................................... 61

•	 Conducting a Great Community Meeting (formal marketing/sales event)...............................................65

•	 2012 May/Must/Must Not List................................................................................................................68

•	 Outbound Enrollment and Verification (OEV) Call Checklist................................................................69

•	 Sales Field Evaluation Form (“Ride-Along Event” Forms).......................................................................71

•	 Accessing the Agent Toolkit.....................................................................................................................71

•	 For Assistance............................................................................................................................................72

Many of the materials 

are also available 

for download on  

the Agent Toolkit.

Many of the materials 

are also available 

for download on  

the Agent Toolkit.
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Medicare Advantage Part C & Part D Presentation Checklist 
The items on this checklist are reminders of the points agents must cover when selling Medicare Advantage and/or 
Part D plans.  This tool is for the agent’s reference only and is not intended as a presentation script.  
This piece is not to be viewed by the consumer. The agent is responsible for presenting this information to 
the consumer in clear, understandable language. 
Introduction – Must be disclosed at the beginning of every presentation 

Your Name   
The Plan and Product(s) name to be presented.    

The company you represent 

Disclosure Information 
Plans are offered under contract with the Centers for 
Medicare & Medicaid Services (CMS)  
Contract is renewed annually 
Benefits are subject to change annually 
Plan must offer all Original Medicare benefits 
Agent should check for other medical coverage that 
enrollment may impact (Employer Group Coverage, 
Medicaid, etc.) 

Agents receive commissions for enrollments 
Explain how plan differs from a Medicare 
Supplement
Plan pays covered services, not Medicare 
Members must use Plan I.D. card, not Medicare 
card
AARP® branded products (if applicable) carry the 
AARP name and UnitedHealthcare has a contract 
with AARP to use its name 

Enrollment Periods and Change Eligibility (Describe Each) 
Initial Coverage Election Period (ICEP) – MA only 
Initial Election Period (IEP) – MAPD or PDP 

Annual Election Period (AEP) 
Special Election Period (SEP) 

Eligibility Requirements  
Residency in service area 
MA Plans - Medicare Parts A and B 

PDP must have Part A and/or Part B 
No End Stage Renal Disease (ESRD), some 
exceptions

SNP Dual Plans
Medicaid loss means consumer pays cost sharing 
and, if applicable, plan premiums 
Providers must bill the Plan first then Medicaid 
Explain Medicaid cost sharing coordination 
Involuntary Disenrollment process for Medicaid loss 

SNP Chronic Plans
Condition(s) consumer must have to enroll 
Provider or staff must verify medical condition  
Provider contact information must be provided at 
enrollment for verification purposes 

Benefits at a Glance (Group) or Summary of Benefit (Point of Sale)
Have the consumer follow along, explain any terms that may be unfamiliar (copayment, coinsurance, out-of-

pocket maximums, etc…) 
Referral/Authorization requirements 
Covered services/cost sharing 

Appeals & Grievances process
Refer to Evidence of Coverage for further detail and 
non-covered services 

Prescription Drug Coverage 
Copayments and coinsurances 
Formulary/Drug List – show how to use 
Pharmacy network – Required to utilize 
Tiers ( preferred and non-preferred generics), 
quantity limits and step therapy 

Mail order 
Non-Formulary exception process 
Coverage in the Gap or “Donut Hole” 
Annual Out of Pocket limits  

Network Information - Cover points applicable to products sold 
HMO

Coverage only in-network – except emergency, urgent or authorized 
Non-authorized/referred, non-emergency and/or out-of-network, member pays full cost.  Plan will not pay. 
Primary Care Physician (PCP) (in-network) required - review Provider Directory

PPO
Out-of-pocket maximums, services that apply (most 
of out-of-network services don’t) 

Higher cost sharing for out of network 



Confidential property of UnitedHealth Group. For agent use only. Not intended for use as marketing material for the general 
public. Do not distribute, reproduce, edit or delete any portion without the express permission of UnitedHealth Group.

43Part 4: Resources for Community Meetings (formal marketing/sales event)	 August 11, 2011

8 /1/2011 Confidential and proprietary. For internal/agent use only. Do not distribute.

PFFS
Read aloud the entire required PFFS disclaimer
Medicare eligible providers only
Providers who accept the Plan’s Terms and 
Conditions of Payment are “Deemed” providers – 
review Flyer

Strongly discouraged for consumers enrolled with 
Medicaid
Deeming must occur each visit, provider is not 
obligated to remain deemed

Premiums
Clearly state the Plan’s monthly premium or if the 
Plan has no monthly premium  
Emphasize continued payment of Part B premiums 
unless  receiving assistance  

PDP – explain Part D Late Enrollment Penalty 
PDP – explain Low Income Subsidy 

Enrollment Process
Inquire about Power of Attorney (POA)/responsible 
party/authorized representative or trusted 
assistant/friend
Review the enrollment and election period checklist 
Provide the correct proposed effective date or an 
example of it 

Review the Statement of Understanding
Completely fill out the enrollment application 
Proof of permanent residence, if required 
Alternate means of enrollment, if requested 
Request Medicare/Railroad Card to facilitate 
enrollment process 

Cancellation or Disenrollment 
Enrollment Application withdrawal/cancellation (prior 
to effective date and prior to CMS submission) 

Disenrollment (after consumer is a Plan member) 

Post Enrollment 
Welcome Letter and copy of enrollment application 
Member ID card used instead of Medicare card 
How to contact Customer Service and agent 
Billing methods if applicable 

Prepare for Outbound Enrollment and Verification 
(OEV) call 
Complete enrollment application receipt, leave Pre-
Enrollment Sales Kit 

Prohibited Actions 
Claims of CMS or AARP endorsement 
Claims of CMS or AARP representation or 
employment
Require consumers to provide contact 
information
Offering meals at sales events
Gifts beyond nominal retail value ($15.00)
Cash gifts or gift cards that can be converted into 
cash
Gifts or promotional items dependent on 
enrollment or referral
Using non-approved materials (includes outdated 
or obsolete  materials) 
Directly comparing competitor’s plans or 
disparaging remarks about competitors 

Intimidation or pressure to enroll
Unsupported superlatives, statements or 
statistics about the Plan or making inaccurate or 
misleading statements regarding the product 
and/or benefits. 
Claims of “No paperwork” or “No claim forms”
Cross Selling 
Unsolicited contact or Cold-Calling
Use of the word “Free” to describe zero dollar 
premium plans
Requesting referral contact information
Disparage Medicare and any other government 
agency
Claiming plans are “Medicare Supplement 
replacements” or “Work like Medicare 
Supplements

Additional tips for a Compliant Event  
Be early to presentations (30 min. before ) or on time for appointments
Be sensitive to the possible need from an authorized representative 
Always review and provide information for Low Income Subsidy qualification (LIS)
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Community Meeting (formal marketing/sales event) 
Pre-Planning Strategy Worksheet
The purpose of this worksheet is to help you, the agent, think through and prepare for different parts of your 
community meeting (formal marketing/sales event) strategy. Before you conduct any of your community meetings 
(formal marketing/sales events), please spend some time going through this worksheet and preparing your responses 
to each section.

Interacting with consumers as they arrive for the community meeting 
(formal marketing/sales event).
It is important for you and everyone on the community meeting (formal marketing/sales event) team to be prepared 
to greet and interact with the consumers as they arrive. The arrival-time conversations can be a great time to ask 
information about the consumers that you can keep in mind as you facilitate the meeting.

Tips to keep in mind:

	 •	�Your goal is for you or someone from the community meeting (formal marketing/sales event) team to greet each 
consumer as they arrive. Thank them for coming and offer them refreshments, if applicable

	 •	�After greeting the consumers, and if time permits, ask some high-level qualifying/needs assessment questions

		  –	�Remember, you may be able to use the information that you gather from the consumers to help identify areas 
of particular interest and incorporate into your presentation (e.g., if the consumer tells you that saving money is 
important, stress our low premiums and/or copayments in your presentation. If they tell you that staying healthy 
is important, talk about our preventative care or additional benefits such as SilverSneakers®)

Example greetings:

	 •	�“Thank you for joining us today…”

	 •	�“I appreciate you taking time to join us for the community meeting…”

Your greeting:

Use the space below to write a few greetings that you will use as consumers arrive for the community meetings 
(formal marketing/sales events):

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

Example questions to ask consumers as they arrive:

	 •	�“Are you already enrolled in Medicare, both A and B?”

	 •	�“What type of coverage do you have currently?”

	 •	�“What is most important to you in your health plan?”

	 •	�“In your current plan, what would you change if you could?”
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Your questions to ask consumers as they arrive:

Use the space below to write several questions you will ask consumers as they arrive for the community meetings 
(formal marketing/sales events):

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

Discuss the purpose of the community meeting (formal marketing/sales event).
Stating the purpose of the community meeting (formal marketing/sales event) up front helps to set expectations for 
what consumers can expect during the meeting. This is typically a good time to provide a high-level overview of the 
agenda for the community meeting (formal marketing/sales event).

Tips to keep in mind:

	 •	�Remember, all agents should strive to enroll the consumers during the community meetings (formal marketing/
sales events) while also ensuring that the plan being presented is most appropriate for the consumer’s financial 
and health care needs. In the past, community meetings (formal marketing/sales events) have been seen as a lead 
generation opportunity. Although there likely will be follow-up discussions and personal/individual meetings 
with consumers, we must remain focused on enrolling consumers during the community meetings (formal 
marketing/sales events) while also ensuring that the plan being presented is most appropriate for the consumer’s 
financial and health care needs. Remember, if personal/individual meetings are scheduled, you must have a 
completed Scope of Appointment Form. Also, you must have Permission to Call (PTC) before a follow-up phone 
call is made to the consumer after the meeting.

Example purpose statement:

Hello, my name is <insert name> and I represent <insert company name>. Today we will cover <Featured plan 
name(s)>. I will discuss the features and benefits of this plan and answer any questions you may have. At the end 
of the meeting, I (we) will be taking enrollments.” (Briefly describe enrollment processes to be utilized during 
your meeting.)

Your purpose statement:

Use the space below to write a purpose statement to use during community meetings (formal marketing/sales events):

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________



Confidential property of UnitedHealth Group. For agent use only. Not intended for use as marketing material for the general 
public. Do not distribute, reproduce, edit or delete any portion without the express permission of UnitedHealth Group.

46 August 11, 2011 	 Formal Marketing/Sales Events Guide

Addressing comments and questions.
More than likely, consumers will have comments and questions throughout the community meeting (formal 
marketing/sales event). It is important that you tell the consumers up front how you and your team will handle 
comments and questions. Your strategy for addressing comments and questions will likely need to be different based 
on the number of consumers attending the community meeting (formal marketing/sales event). Also see the section 
titled “Responding to Objections / Resistance” in this worksheet for more information.

Tips to keep in mind:

	 •	�Determine how you and your team will address questions

		  –	For large meetings (30+ consumers)

		  –	For medium meetings (7–30 consumers)

		  –	For small meetings (<7 consumers)

	 •	�At the beginning of the community meeting (formal marketing/sales event), be sure to tell the consumers how 
questions will be handled

	 •	�Be sure to  thank consumers for their questions and comments

Example statements to consumers about how questions will be addressed:

	 •	�“Because we have a pretty small group today, I want to encourage everyone to ask questions during the 
presentation. If the questions relate to a topic I will be covering later, I will let you know that. Otherwise, I will 
try to answer the questions as we go along.”

	 •	�“During my presentation I will periodically stop and ask if anyone has a question about what I have just covered. 
Please hold your questions until those times. Frequently, I will answer your question before you ask it; but if I 
don’t, please ask it when we break for questions.”

	 •	�“Due to the large number of consumers here today, please write any questions you have on the index card that you 
received. Toward the end of the meeting, we will collect these questions and then go through them as a group.”

	 •	�“If we do not get to your questions during the meeting due to time constraints, we will address them individually 
after the presentation.”

Your plan for addressing comments and questions:

Use the space below to brainstorm how you and your team will address comments and questions during community 
meetings (formal marketing/sales events). Remember, your strategy may be different depending on how many 
consumers are present.

For LARGE meetings (30+ consumers):

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________
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For MEDIUM meetings (7‑30 consumers):

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

For SMALL meetings (<7 consumers):

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

Community meeting (formal marketing/sales event) icebreaker / opening story.
It’s usually a good idea to have an icebreaker or a brief opening story to use at the beginning of any meeting..
This will help to put the consumers at ease and set the tone for the meeting.

Tips to keep in mind:

	 •	�Keep it brief

	 •	�Make it relevant

	 •	�Keep it personal

	 •	�Without naming names, consider a story about a consumer you have already signed up

Example:

“I want to tell a quick personal story about our plans and how they helped a real person, my mother‑in‑law..
Her husband had just passed away, and if she continued her coverage through his employer retirement plan it would 
have cost her several hundred dollars a month, and she could not afford that. We put her on one of our plans, saving 
her those hundreds of dollars. She asked, “Is this coverage any good?” She got her answer a few months later when 
she had a situation that required a two-day stay in the hospital. She has fully recovered from her illness. When the 
initial bill from the hospital arrived it totaled $23,000 and she called me in a panic. I calmed her down and told her 
“you will get an Explanation of Benefits (EOB) shortly. Your plan has a hospital copayment of $150 per day; your 
total portion of the bill should be $300.” A few days later, her Explanation of Benefits arrived and confirmed what 
I had told her. She sent a check for $300 to the hospital and she was done. She has held on to that $23,000 hospital 
bill, and tells her story every chance she gets. She has become a great source of referrals for me!!”
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Your icebreaker / opening story:

Use the space below to write the icebreaker / opening story you will use during community meetings (formal 
marketing/sales events): 

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

Talking about your credentials.
For most people, making health care decisions is a big deal. As is the case with any large life decision, they want 
to know that the person who is helping them make these decisions is qualified and knowledgeable. Therefore, 
it is important for you to think about how you will convey your credentials and qualifications during the 
community meetings (formal marketing/sales events).

Tips to keep in mind:

	 •	�Your qualifications and credentials should be relevant to the community meeting (formal marketing/sales event). 
So, mentioning that you have a degree in art history would not be appropriate

	 •	�If you are a seasoned agent with plenty of experience in the Medicare arena, you may want to mention your years 
of experience

	 •	�If you have been an agent for awhile, but fairly new to the Medicare arena, you may want to focus on your years of 
experience as an agent

	 •	�If you are brand new to insurance, talk about your experience in sales, and talk about why you decided to start 
selling for UnitedHealthcare, e.g. “UnitedHealthcare has a very large portfolio of products, that is one of the 
reasons I decided to work for the company”

	 •	�Talk about the fact that as a licensed insurance agent you have a fiduciary responsibility to only sell a plan that fits 
the needs of the consumer, the right plan for the person at the right time. You will only sell a plan that meets the 
needs of your consumers

Example:

“I have been in the insurance business for x years and have represented UnitedHealthcare products for x years. 
I specialize in products for consumers on Medicare and I have the experience to help you determine what plan fits 
your needs. I must be licensed with the State Department of Insurance and in good standing. Also, UnitedHealthcare 
has a very strict credentialing program and I must pass exams on all the products before I can present them.”
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Your statement:

Use the space below to write the statement you will use during community meetings (formal marketing/sales events) 
to convey your credentials and qualifications:

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

___________________________________________________________________________________________

Questions to ask consumers during the community meeting (formal 
marketing/sales event).
To keep your consumers engaged, you may want to consider having some questions ready to ask the consumers 
throughout the community meeting (formal marketing/sales event). Well‑placed questions can help to lend validity 
and highlight certain points in the information you are presenting. 

Tips to keep in mind:

	 •	�Carefully consider the questions you will ask; don’t ask questions that will open a can of worms

	 •	�Keep questions brief and easy to understand

	 •	�Ask affirming questions, questions that gain agreement with what you have said

Example questions:

	 •	�“What is most important to you in…”

	 •	�“Does that make sense to you?”

	 •	�“Doesn’t it make you feel good to know that…”

	 •	�“Isn’t that a good benefit?”

	 •	�“Doesn’t this plan sound like something that would be good for you?”
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Questions you will ask during the community meeting (formal marketing/sales event):

Use the space below to write questions you will ask during community meetings (formal marketing/sales events)..
Be sure to also identify at what point during the meeting you will ask each question.

Question	 When to ask question

__________________________________________________________ 	 _______________________________

__________________________________________________________ 	 _______________________________

__________________________________________________________ 	 _______________________________

__________________________________________________________ 	 _______________________________

__________________________________________________________ 	 _______________________________

Responding to objections/resistance.
Tips to keep in mind:

	 •	�Do not escalate an objection in hopes of proving “you are right and they are wrong.” If the objection cannot be 
resolved, agree to offer additional time to the consumer to discuss this further after the meeting ends. If the 
consumer becomes too disruptive, suggest that they step to the back or outside the meeting room to speak to one 
of the other meeting representatives. If other staff is assisting you with the meeting, ask that they please assist the 
consumer to the back or outside the meeting to answer / handle their objection.

	 •	�Be especially tactful in resolving objections in a group setting. Do not cause the consumer to lose face. Use the 
Objection Resolution Model

		  –	�Acknowledge / Empathize — Many consumers are negative when they object, but often the negative feelings 
are the result of a misunderstanding. Defuse the negative feelings and pave the way for your question by 
showing empathy. Acknowledgment is the most important part of objection handling. “I understand why you 
feel that way… I would be concerned about that too…” Note that acknowledging an objection is not the same as 
agreeing with the objection; it is simply an acknowledgment that the consumer’s concern is an important issue. 
Welcome the opportunity to answer their objections, if one person feels that way others probably do as well. 
Keep in mind that you will not be able to overcome every objection; in these instances you should acknowledge 
them and move on

		  –	�Question — Ask questions to learn more about the need underlying the objection. Create a dialogue 
as necessary

		  –	�Position — Match relevant benefits to needs/concerns

		  –	�Check — Get feedback to determine if your response satisfied the objection
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Examples of how to respond to objections:

Objection: I’m not ready to enroll.

Relating — 
Acknowledge/
Empathize:

“I understand not being ready to enroll. It’s a big decision. We are here to help you today 
to become informed, answer your questions and make sure you select the right health care 
coverage for your needs.”

Question: “What is keeping you from being ready?”

“Is there some other reason as to why the timing isn’t right?”

“Is there someone else that needs to help you in making your decision?”

Position: Tailor your response based on what the consumer is not comfortable with — or the reason 
why timing isn’t right.

Leverage the urgency of making the right decision. Explain that there is a shorter Annual 
Election Period (AEP) for making their health care decisions for coverage effective 1/1/2012.

If customer is satisfied with current coverage — compare with the plans we offer.

Check: “Now that we have addressed your additional concerns, how do you feel about signing up today?”

Objection: I’m not sure this is right for me.

Relating — 
Acknowledge/
Empathize:

“There is a lot to consider in order to ensure that you have a plan that meets your needs..
It’s a big decision…”

Question: “What specific aspects of the plan do you feel won’t work for you?”

“Why do you feel this is not the right plan for you?”

Position: Address the specific concerns uncovered by the above questions.

If the consumer is satisfied with current coverage — compare with the plans we offer.

Check: “Now that we have further discussed <specific concern>, do you feel this plan will work for you?”

“Now that we have compared your current coverage with your current plan, are you ready to 
enroll today?” (Remember, you cannot mention a competitor’s plan by name.)
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Objection: My doctor isn’t in your network / plan.

Relating — 
Acknowledge/
Empathize:

“I understand how difficult it is to leave your doctor…”

“I have many members who did not want to switch doctors but they were able to find a new 
doctor that was close to their home and they are very happy with their new physician.”

Question: “What else is important to you in a health plan…?”

Can I explain our plan to so you can decide if you want to switch doctors? 

Position: Present the plan benefits based on the consumer’s needs and wants. The cost of seeing a 
doctor outside the network is often quite minimal.

“We may have <other> plans that offer out-of-network benefits. You may have the ability to 
see your doctor and pay a slightly higher copayment or coinsurance amount.”

Check: “Now that we have discussed how the features of the plan would benefit you, you can decide 
if it would be worth your while to change your doctor.”

Objection: I cannot afford the plan (cost too high).

Relating — 
Acknowledge/
Empathize:

“During these tough economic times, many consumers are concerned about being able to 
afford coverage.”

Question: “What are you comparing the cost to?” “How did you arrive at that number?”

Position: Position how the plan is meeting his/her needs.

Define extent of coverage, alternative may be more expensive.

Compare with what a hospital day can cost with them paying 20% coinsurance vs. 
the copayment.

Emphasize that copayment includes everything — room, board, surgery, medicine 
and anesthesia.

Check: Give the consumer a moment to reflect on what you have positioned and come to his/her 
own conclusions.
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Objection: Why should I stay with this plan?

Relating — 
Acknowledge/
Empathize:

“It is always good to re-evaluate your options every year.”

“I am glad you asked, now is the time to check and make sure you are enrolled in a plan that 
fits your needs. It is an important decision.”

Question: “What other options are you looking into?”

“What would you want to change in your current plan if you could?”

“What are your specific concerns with this plan?”

Position: Tailor your response to address the needs just expressed by the consumer.

Explain the benefits of the plan and/or suggest alternate plans, if available.

Check: “Do you feel this new plan that we’ve discussed will better suit your needs?”

Objection: I do not use the plan (I don’t go to the doctor).

Relating — 
Acknowledge/
Empathize:

“It is wonderful that you are so healthy.”

“Great, I am glad you are so healthy. You must take good care of yourself.”

Question: “What would you do if you suddenly became ill?”

“What are you doing to ensure you stay healthy?”

“How often do you visit the doctor for preventive care?”

Position: Position the peace of mind of having coverage should something unfortunate happen.

Position well visits and wellness benefits as options to stay healthy.

Check: “Wouldn’t it be reassuring to know that you will be covered should you ever need medical care?”
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Objection: I had a bad experience with the plan’s customer service.

Relating — 
Acknowledge/
Empathize:

“I’m sorry to hear that you had a bad experience with the customer service team….”

Question: “Tell me about the negative experience you had with customer service…”

“Has this issue since been resolved?”

Position: If the issue has not been resolved, offer to work with the consumer to resolve the issue after 
the meeting is over.

Explain that we work very hard to provide excellent customer service.

Check: “Now that we have resolved your issue, do you feel more secure about remaining with the plan?”

Anticipated objections and how you will respond.
Use the space below to brainstorm additional objections you anticipate hearing during community meetings 
(formal marketing/sales events). Be sure to also identify how you will respond to each objection using the 
“Relating, Question, Position, and Check” model:

Objection: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Relating — Acknowledge/Empathize: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Question:

___________________________________________________________________________________________

___________________________________________________________________________________________

Position: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Check: 

___________________________________________________________________________________________

___________________________________________________________________________________________
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Objection: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Relating — Acknowledge/Empathize: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Question:

___________________________________________________________________________________________

___________________________________________________________________________________________

Position: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Check: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Objection: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Relating — Acknowledge/Empathize: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Question:

___________________________________________________________________________________________

___________________________________________________________________________________________

Position: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Check: 

___________________________________________________________________________________________

___________________________________________________________________________________________
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Objection: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Relating — Acknowledge/Empathize: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Question:

___________________________________________________________________________________________

___________________________________________________________________________________________

Position: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Check: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Objection: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Relating — Acknowledge/Empathize: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Question:

___________________________________________________________________________________________

___________________________________________________________________________________________

Position: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Check: 

___________________________________________________________________________________________

___________________________________________________________________________________________
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Dealing with consumers who have challenging questions or comments.
Occasionally, some consumers may make negative comments that are disruptive to your meetings. They could be 
former or current members that have had a bad experience with us. They may have unresolved issues that need to 
be addressed. They could have negative attitudes towards our company, Medicare, AARP, etc. It is important to be 
prepared for these situations.

Tips to keep in mind:

	 •	�Do not be defensive or argumentative with these consumers

	 •	�Be prepared with responses

	 •	�Address the concern as briefly as possible

	 •	�At larger meetings, designate another team member(s) to deal with the situation away from the meeting area

Example responses:

	 •	�“I’m sorry you had that issue with customer service. Please see me privately after the meeting so I can get the 
necessary information to get your issue resolved.”

	 •	�“We need to get that taken care of for you. Our team member, John Smith, is in the back of the room. He’ll be 
happy to discuss this situation with you.”

	 •	�“I appreciate your concern about <insert issue (e.g., health care reform, etc.)>. That’s important to everyone and 
I wish we had time to discuss that now. But, unfortunately, we do not. I need to get back to discussing our plans 
and how they may benefit everyone that is here.”

Distractions you may encounter during a community meeting (formal marketing/sales event):

Use the space below to brainstorm distractions that some consumers may cause during your meeting, and your 
possible responses:

Distraction:

___________________________________________________________________________________________

___________________________________________________________________________________________

Response: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Distraction:

___________________________________________________________________________________________

___________________________________________________________________________________________

Response: 

___________________________________________________________________________________________

___________________________________________________________________________________________
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Distraction:

___________________________________________________________________________________________

___________________________________________________________________________________________

Response: 

___________________________________________________________________________________________

___________________________________________________________________________________________

Distraction:

___________________________________________________________________________________________

___________________________________________________________________________________________

Response: 

___________________________________________________________________________________________

___________________________________________________________________________________________
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Community Meeting (formal marketing/sales 
event) Checklist

Pre-meeting  
(120 to 7 days before meeting).

O  O Schedule meeting venue (select venue based on number of consumers expected, inspect meeting location for 
suitability and proper accessibility)

O  O �Determine room layout

O  O Determine where vendor/staff will be stationed at the venue

O  O Order refreshments, if applicable (water stations are always recommended) 

O  O Order Audio/Visual Equipment for venue, as needed: 

			   •	� Microphone

			   •	� Podium

			   •	� Screen

			   •	� DVD player

			   •	� Projector

			   •	� Wireless clicker

			   •	� Power cords

			   •	� Audio/visual cart

			   •	� Internet access for electronic enrollments

O  O Sign the venue contracts, if applicable (if using AMEX for venue set up, AMEX would be responsible for 
assisting with all aspects of reserving the venue)

O  O �Order materials for plan(s) that will be presented and order or have printed all meeting material collateral

O  O Determine if bilingual materials are needed for meeting and place orders

O  O Ensure that logistics are finalized to deliver needed supplies to the venue

O  O Logo pole banners, signs, banners — determine if you have sufficient numbers of banners on hand or if order 
needs to be placed (if there are multiple meetings on the same day, ensure that there are signs and banners for 
each meeting)

O  O Submit meeting dates, start time, end time and locations to the Sales Director and Agent Manager and ensure 
that they load meeting details into bConnected

O  O If local advertising (direct mail flier) will be used, pull mailing list, print flier and mail two to three weeks prior.
to event

O  O Schedule appropriate staff (agents, management, UnitedHealthcare Representatives, vendors, etc.) to 
attend meetings
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O  O Assign roles and responsibilities:

			   •	� Presenter

			   •	� Lead card collector

			   •	� Greeter(s)

			   •	� Exit Greeter(s) to direct consumers to enrollment table or redirect if they did not enroll, ask if they still have 
unanswered questions, or to direct to sales staff for scheduling personal/individual visit

O  O Staff to answer consumers’ questions (questions must be answered by licensed agents)

O  O Staff to assist with assembly of materials and placement in meeting room, on registration table, or designated area 

O  O Enrollment Specialists (if enrollment specialist is not a licensed, appointed, certified agent, they can only do 
data entry). Please refer to Centers for Medicare & Medicaid Services (CMS) Medicare Marketing Guidelines 
(MMG) section 120.6 for more information about activities that do not require the use of licensed sales agents

O  O �Sales Agent(s) to gather completed Enrollment Application and review with the consumer

O  O Registration Table staff

Pre-meeting  
(≤ 7 days before meeting).

O  O Confirm meeting venue (7 days in advance)

O  O Confirm meeting staff members

O  O Ensure that all staff members understand the consumer handling process for consumers who do not enroll at the 
meeting. For example, if multiple Sales Staff (e.g., ISR, ICA, and FMO agents) are attending the same meeting, 
the management staff needs to determine how interested consumers who did not enroll at the meeting will be 
divided among the sales staff. This process will need to be clearly communicated to all sales staff/channels and 
everyone will need to agree to the arrangement

O  O Confirm preordered refreshments, if applicable; check RSVP list for appropriate amounts ordered 

O  O Confirm RSVPs via phone call (48 hours or less), if Permission to Call (PTC) has been given

O  O Update bConnected with confirmed consumers

O  O Presenter to download electronic presentation (if applicable) for products to be presented and reviewed 
during meeting

O  O Print/obtain venue directional signs and banners

O  O Monitor and check RSVP numbers in bConnected. If venue is booked to capacity, check to see if it is possible to 
add another meeting room or time to the venue. If additional space or additional time has been obtained at venue, 
ensure that Meeting Coordinator, Sales Director, or Agent Manager increases designated meeting capacity 
in bConnected

O  O Ensure that you have all meeting collateral and an adequate number of supplies (please use the following 
Materials Checklist as a guide)

O  O Assign staff members to bring certain supplies and materials to the meeting

O  O �Determine which staff members will gather left over materials and return to the office
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Materials checklist.

Presentation materials

O  O Standardized Medicare Solutions Sales Presentation

			   •	� Table-top flip chart, easel-size flip chart, and electronic presentation

O  O Equipment needed to conduct the presentation and enrollment

			   •	� Your laptop, loaded with the electronic presentation and i-Enroll software for enrollment

			   •	� Participating agent laptops to serve as backup if your laptop fails and loaded with i-Enroll software to help 
with enrollment

			   •	� Projector, projector cables, screen, TV, DVD player, remotes, microphone, etc. (equipment to present the 
electronic presentation if needed and to play the video). Check with the meeting facility when the meeting is 
scheduled to find out what equipment they have on-site for you to use. You may need to rent equipment from 
another vendor in order to facilitate your meeting

O  O �Tom Paul DVD video introduction (available in downloadable format, as well) 

O  O Lead Cards

	 		  •	� Not required for consumers to complete (optional to complete and leave with agent)

			   •	� Lead Cards do provide Permission to Call (PTC)

O  O Meeting Placemats

			   •	� Provide an area for consumers to take notes

O  O Market and product-specific materials

			   •	� Provided by local marketing and/or sales leadership

			   •	� Deeming flyer (PFFS meetings only)

			   •	� Plan benefits and product brochures for each plan

			   •	� Provider directories (for staff)

			   •	� Formulary

			   •	� Prescription Mail Order forms

			   •	� OptumHealth flyers

			   •	� Deluxe Rider brochures

			   •	� Scope of Appointment forms (only needed for individual/personal meetings)

			   •	� Fliers for Transportation (if available in service area of meeting)

			   •	� Passport® (if available in service area of meeting)

			   •	� SilverSneakers® (if available in service area of meeting)

			   •	� Hearing Aid (if available in service area of meeting)

			   •	� NurseLineSM
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O  O �Pre-Enrollment Kits/Booklets 

			   •	� Appropriate number of Pre-Enrollment Kits/Booklets for products presented based on RSVPs, plus extras..
Each consumer who enrolls should receive a complete Pre-Enrollment Kit/Booklet

			   •	� Extra paper Enrollment Applications. These are needed in case mistakes are made. If the consumer wants to 
keep a copy of the Enrollment Application in addition to the enrollment receipt, please inform them that they 
will receive a copy of the Enrollment Application from the health plan within 10 days

			   •	� To be provided near end of presentation versus the beginning — support for presentation and trigger to enrollment

			   •	� May need to have Pre-Enrollment Kits/Booklets and meeting materials shipped to venue up to three days 
ahead of time if venue will accept shipments

O  O Signature pads for i-Enroll

O  O Directional signage in case consumers need help finding the meeting location 

Meeting organization materials

O  O Facilitator Resources

			   •	� Roles and responsibilities list (for medium or large group)

			   •	� Meeting planner

			   •	� Facilitation tips (for small, medium, or large group)

			   •	� Medicare Advantage Presentation Checklist, disclaimers

			   •	� The May/Must/Must Not List

Room materials:

O  O Tablecloths (logo)

O  O Pole banners (logo)

O  O Name badges for all staff

Miscellaneous supplies:

O  O Pens

O  O Yellow highlighter to highlight benefits, phone numbers, etc., when reviewing material with a consumer

O  O Note pads

O  O Giveaways

			   Reminder:.
			   •	� Ensure you are abiding by the Centers for Medicare & Medicaid Services (CMS) nominal gift guidance

			   •	� Centers for Medicare & Medicaid Services (CMS) Medicare Marketing Guidelines (MMG) section 70.2 
states that a gift must be of nominal retail value (an item worth $15.00 or less, based on the retail value) and 
provided to the consumer whether or not the consumer enrolls in the plan. Please note that cash gifts and gift 
cards are prohibited

O  O �Business cards
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O  O Extra laptop battery 

O  O Optical/remote mouse

O  O �Standard Ethernet networking cable for Internet connection, if needed

O  O �Extra bulb for projector, if needed

O  O Power strip and extension cords

O  O Extra batteries as needed

O  O Name tags for staff

O  O Light refreshments/snacks and coffee/tea/water, if applicable (no meals)

2–3 days before meeting.
O  O Presenter to provide copy of the presentation and RSVP list to Sales Director or Agent Manager as backup, in 

case of emergency

			   •	� Do not pre-fill sign-in sheets

			   •	� Do not leave sign-in sheets unattended

			   •	� Secure sign-in sheets to protect consumer information

Day before meeting.
O  O Print RSVP list from bConnected; bring copies for each staff member working the registration table

Day of meeting.
O  O �It is strongly recommended that agents arrive 30 minutes prior to the event

O  O Introduce yourself to venue management

O  O Place materials on Registration Table. Pre-Enrollment Kits/Booklets can be placed in the meeting room

O  O Assign vendors to tables (if applicable)

O  O Set up Registration Table, provide RSVP (from bConnected) list for each person working at the table. Staff 
should be at table one hour prior to start time to accommodate early arrivals. Remember, the RSVP list must not 
be shown to the public or left unattended

O  O �Hold final team huddle

O  O �Post banners and directional signage (outside by front entrance, by back entrance, lobby, hallways, etc.). Check 
with venue management about placing signs on property

O  O �Check meeting area:

			   •	� Proper setup

			   •	� Room temperature, lighting

			   •	� Eliminate distractions (adjust window shades, lower or mute background music volume, etc.)

			   •	� Check refreshments, if applicable

O  O Set up and test projector, sound system, flip chart, etc., as applicable
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O  O �Put out placemats, Lead Cards, notepads, pens, etc. 

O  O �Prepare Pre-Enrollment Kits/Booklets for distribution at appropriate time

O  O Conduct presentation (smile and have fun!)

Post-meeting.
O  O Collect and safeguard completed Enrollment Applications and Lead Cards, and cross reference Lead Cards with 

RSVP list 

O  O Update bConnected, as appropriate (meeting attendance, Lead Card, Permission to Call (PTC), follow-up call, 
create new contacts for meeting consumers without RSVP (if not already in bConnected), etc.)

O  O Distribute the collected Lead Cards of consumers who have not yet enrolled amongst attending agents

O  O Submit completed Enrollment Applications and update bConnected accordingly

O  O Gather all leftover materials and ensure that they are removed from venue

O  O Remove all banners, signs, tablecloths, etc., from venue.
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Conducting a Great Community Meeting (formal marketing/
sales event)
You can use this checklist as a quick thumbnail reference during your community meetings (formal marketing/sales 
events) to make sure you leave a great impression.

Logistics.
O  O Room setup

			   •	� Be aware of how much space each consumer will need for the amount of paperwork they will be provided,.
and plan your seating accordingly.

			   •	� When and where is food and drink available?

O  O Staff the room according to the number of consumers expected to attend the meeting

			   •	 Make sure meeting is staffed for RSVPs plus 25%

O  O Placement of agents

			   •	� Agents in entrance areas prior to the meeting to greet and interact with consumers as they arrive

			   •	� Door monitoring

			   •	�� Have exit greeter(s) at the end of the meeting to ask consumers if all of their questions have been answered 
and to direct consumers to the registration table or appropriate staff to schedule a home visit, if needed

The doors are open!
O  O �How does the room look and feel? 

			   •	� Organized, comfortable, well lit, appropriately furnished

O  O How do you look and feel? 

			   •	� Professional attire, warm, friendly smile

O  O �Start on time! Everyone is settled into seats and ready to go

The opening of the presentation.
O  O �Introduction

			   •	� The Centers for Medicare & Medicaid Services (CMS) requires that you include the following pieces of 
information at the beginning of every presentation:

				    –	Your name

				    –	Company name

				    –	Product(s) being presented (disclosure disclaimer)

			   •	� Develop rapport with the group

			   •	�� Provide an opening story and credentials that are relevant to the meeting
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O  O �Needs assessment

			   •	� Use “their” words — incorporate what you learned about consumers prior to the meeting in to your 
presentation

			   •	� Set expectations

O  O Periodically check consumer engagement with response check statement .
(e.g., “Is everyone excited to learn about your options?”)

O  O Set expectations at the beginning of the presentation, and, if time permits, as you greet consumers as they arrive

O  O Be clear, consistent and audible, maintain good eye contact

Include all consumers.
O  O Know the consumers

O  O Every group or consumer is involved

O  O Use consumer examples to expand benefit explanations

O  O �Interact with the consumers

O  O Ask questions. Use the sales presentation talking points to pause and check in with the consumers

O  O Listen

O  O Expand the thought

O  O Empathize, don’t sympathize

O  O Let them close themselves!

A “Trial Close” is a question 

you can ask consumers to 

help test their reaction at 

any time. A trial close can 

help you find out what they 

think and feel about your 

product and how to adjust 

your presentation so you 

can make the sale. For 

example, “Does this benefit 

sound like something that 

would be important to you?”

NOTE:

Control the meeting.
O  O Build trial closes into the presentation:

			   •	� Greeting

			   •	� Introductions

			   •	� Opening statements

			   •	� Summary of Benefits — tie specific benefits into trial close questions

			   •	� Centers for Medicare & Medicaid Services (CMS) requirements

				    –	Review required disclosures that are included in the sales presentation

				    –	Review Low Income Subsidy (LIS) availability

				    –	Review Part D tier levels, coverage gap and prescription formulary

			   •	� Question and Answer periods

			   •	� State facts; use quantifiable statements

				    –	Don’t embellish

				    –	Don’t use superlatives (e.g., “this is the best plan”)
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			   •	� A real closing statement! Not the time for Q and A

				    –	Not

					     • �“What did you think?”

					     • �“If you don’t want to enroll today I will be more than happy to set up a personal/individual appointment.”

					     • �“Fill out the Enrollment Application so you can mail it in.”

				    –	A real close:

					     • �“Now we need to get you enrolled.”

					     • �“Let’s get you enrolled today so that we can start processing your Enrollment Application right away.”

					     • �“Please talk with Joe agent for your group and let’s get you enrolled.”

Exiting crowd management.
O  O �Manage consumers who want to leave

O  O �Schedule next opportunity to enroll

			   •	� Upcoming meeting

			   •	� Personal/individual appointment (remember, you must have a completed Scope of Appointment (SOA) form 
prior to conducting any personal/individual meetings with a consumer)

			   •	� Telesales

O  O �Manage the exits

			   •	 If ineligible

				    –	Determine when eligible

				    –	Follow-up

				    –	Obtain Permission to Call (PTC)

O  O Manage the leads for consumers that did not enroll

			   •	 Who gets the lead?

			   •	 Timeline for follow-up

Ending the meeting.
O  O Thank consumers for attending the meeting

O  O Distribute business cards, if you have not already provided them, to consumers who may want to contact you directly. 
You may wish to highlight your contact information on your business card

			   •	� You cannot ask for referrals, but you can ask consumers to provide your business cards to friends and relatives. 
Remember, you cannot collect name, addresses, phone numbers or e-mail addresses for referrals. If a consumer 
wants to refer you they can, but the referral needs to contact you directly. You can’t contact referrals unless 
they contact you first and provide permission for you to return their call
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O  O Discuss expectations for next steps

			   •	 Outbound Enrollment and Verification (OEV) calls

			   •	 ID cards

			   •	 Agent involvement

Follow-up and follow‑through.
			   •	 Manage to the numbers!

			   •	 Positive results will lead to more opportunity!.

2012 May/Must/Must Not List
To access the May/Must/Must Not List, please follow these steps:

For FMOs:

	 1.	�� Type www.unitedhealthproducers.com in your Internet browser. Then enter your UnitedHealth Producers 
username and password in the lower right corner and click “go.”

	 2.	� Click on the “Resource Center” tab on the top navigation bar.

	 3.	� Go to the “Forms” section to locate the May/Must/Must Not List..

For ICAs and ISRs:

	 1.	� Type www.unitedhealthadvisors.com in your Internet browser. Then enter your UnitedHealth Advisors 
username and password in the lower right corner and click “go.”

	 2.	� Click on the “Resource Center” tab on the top navigation bar.

	 3.	� Go to the “Forms” section to locate the May/Must/Must Not List.
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After walking you through the enrollment kit, your sales 
agent will use the checklist on the next page to make sure 
you fully understand Medicare Advantage plans.

After you’ve submitted the enrollment request, you’ll receive 
a call within 15 days from DSS Research, a trusted outside 
vendor authorized by UnitedHealthcare. During this call, 
a representative from DSS Research will make sure the 
Medicare Advantages plan was explained to you clearly 
and completely, and will verify your intent to enroll in the 
plan before you actually enroll. The representative will also 
help you understand the 7-day cancellation language that’s 
required by Medicare. The verification call may not follow 
this checklist exactly, but it may be helpful to have it on hand 
for the call.

This call is required by Medicare. It will not affect your 
ability to enroll in the plan. Your sales agent will not be on 
this call. To confirm your identity and protect your privacy, 
the representative will need your date of birth. 

If you are not home to take the call, DSS Research will mail 
you an enrollment verification letter.

Outbound enrollment and 
verification (OEV) call checklist
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Outbound enrollment and verification (OEV) call checklist (cont.)

<x> Plan is insured or covered by UnitedHealthcare Insurance Company or one of its affiliates,  
a Medicare Advantage organization with a Medicare contract.

For all plans:

Did the sales agent explain that you would be receiving a call to verify your enrollment?  Yes  No

Do you understand you have applied for a Medicare Advantage plan?  Yes  No

Do you understand that to enroll you must have Medicare Parts A and B?  Yes  No

Did the sales agent fully explain your premium, benefits, copays and coinsurances?  Yes  No

Did the sales agent make sure that your doctor is in the network?  Yes  No

Did the sales agent show you the Summary of Benefits (SB) inside this booklet?  Yes  No

Did the sales agent give you their contact information (name, phone or business card)?  Yes  No

Did the sales agent give you the receipt from the enrollment form?  Yes  No

Only for PFFS plans:

Did the sales agent ask if you get both Medicare and Medicaid benefits? Did they 
explain that PFFS plans may not always be a good choice for people with Medicare 
and Medicaid?  Yes  No

Did the sales agent fully explain to you what “deeming” means?  Yes  No

Only for Dual SNP plans:

Did the sales agent tell you that your enrollment form will not be processed until your 
Medicaid status is confirmed?  Yes  No

Only for Chronic plans:

Did the sales agent tell you that your enrollment form will not be processed until your 
chronic illness has been confirmed, which may take up to 21 days?  Yes  No

Only for HMO, HMO-POS and PPO plans:

Do you understand you must use in-network health care providers to get the  
in-network benefits, copays and coinsurances?  Yes  No

Do you understand that if you use out-of-network health care providers you will likely 
pay higher out-of-pocket costs?  Yes  No

Only for Medicare Advantage plans including 
prescription drug coverage:

Did the sales agent explain the plan’s drug list and drug tiers?  Yes  No

Did the sales agent explain the coverage gap, sometimes called the doughnut hole?  Yes  No

Do you understand you must use a UnitedHealthcare network pharmacy?  Yes  No









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Sales Field Evaluation (“Ride-Along Event” Forms)
There are two Sales Field Evaluation forms. One is used to evaluate a presentation conducted during a personal/
individual marketing appointment. The other is used to evaluate formal marketing/sales events conducted among a 
group of consumers. 

Both forms can be accessed with the following URLs:

https://www.unitedhealthadvisors.com/ 
(for internal ISR agents)

https://www.unitedhealthproducers.com/ 
(for ICAs and FMO agents)

Accessing the Agent Toolkit
The UnitedHealthcare Agent Toolkit allows you to create customized marketing materials with targeted messages 
quickly and easily. The materials are designed to help you drive leads effectively while ensuring compliance with 
regulatory, Centers for Medicare & Medicaid Services (CMS) and branding standards.

To access the Agent Toolkit, please follow these steps:

For FMOs.

1. �Type www.unitedhealthproducers.com in your Internet browser. Then, enter your UnitedHealth Producers 
username and password in the lower right corner and click “go.”

2. Then, click on the “Product Information and Materials” tab on the top navigation bar.

3. Next, select “Materials,” then “Sales Materials.”

4. Under Agent Toolkit select, “Go to Agent Toolkit.” The Toolkit home page will appear.

For ICAs and ISRs.

1. �Type www.unitedhealthadvisors.com in your Internet browser. Then, enter your UnitedHealth Advisors 
username and password in the lower right corner and click “go.”

2. Then, click on the “Product Information and Materials” tab on the top navigation bar.

3. Next, select “Materials,” then “Sales Materials.”

4. Under Agent Toolkit select, “Go to Agent Toolkit.” The Toolkit home page will appear. 
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For Assistance
If you have any questions or comments about community meetings (formal marketing/sales events), please contact 
your Field Marketing Organization (FMO), Agent Manager, or your Sales Director. 

Producer’s Help Desk (PHD).
1-888-381-8581 
7 a.m. – 7 p.m. CST, Monday – Friday

phd@uhc.com

Agent Toolkit Customer Support.
1-877-249-5419 

customerservice@uhcagenttoolkit.com

Compliance Questions.
compliance_questions@uhc.com
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