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Deficit Reduction Act of 2005
Signed by President, February 8, 2006
Important provisions for long term care
Promote LTC insurance market growth 
through both “carrot” and “stick” approach
Carrot = educate and motivate personal 
responsibility
Stick = tougher to qualify for Medicaid



“The Carrot”
Create National Clearinghouse for Long Term Care to 
provide education/motivation for private finance options
--Expand “Own Your Future” campaign to majority of states 
over the next 5 years
--Consumer website & other activities contemplated
Expand Long Term Care Partnership initiative:

--Allow expansion of concept to all states
--States must file a State Plan Amendment to participate
--Goal is to have reciprocity and uniformity
--Encourage private responsibility!



The “Stick”
Significant changes in Medicaid policy -

tighten Medicaid loopholes

Increase penalties for transfer of assets for less than fair 
market value
Asset transfer look back period up from 36 to 60 months
Include certain annuities as “countable assets” for spend-
down purposes
Individuals with equity interest in their home of greater than 
$500,000 excluded from Medicaid eligibility for LTC (states 
can elect amounts of $500,000 to $750,000)



Overview of Presentation
Background on “Own Your Future” Campaign
Current status of the Campaign
Opportunity for Agents & Insurers
Impact on Planning Attitudes & Behavior
Role of the newly-created government website 
to support long term care planning 
(www.longtermcare.gov)
Future Directions

http://www.longtermcare.gov/


Campaign Context
Tightening Medicaid eligibility policy alone 
won’t provide sufficient funds or motivate 
consumers to plan ahead 
The long-term care needs of baby boomers 
may overwhelm Medicaid financing 
Need consumer awareness, coupled with new 
financing options with incentives to motivate 
planning



Campaign Goals

Increased awareness about what Medicare 
does and does not cover 
Better understanding of  the strengths and 
limitations of Medicaid  
Promote planning, while not endorsing any 
specific planning activity
Position planning for long term care as an 
integral part of retirement planning



Target Market: Tweeners
Moderate income and assets but enough to 
enable “planning”
“Planning” makes the difference between 
Medicaid and private pay
Planning ahead by Tweeners may increase 
private resources  available for long term care 
and 
May reduce demand for public funds



“Own Your Future”
Goal: Raise awareness of the need for LTC 
planning (target audience: ages 45-65)
Goal:  Give people tools to enable planning
Planning defined very broadly
Collaboration of Federal & State governments
Leverage recognition/affinity of Governors
Provide local resources to make message 
more relevant & actionable



Own Your Future - Basics
Phase I (Jan 2005):

Arkansas, Idaho, New Jersey, Nevada & Virginia
Phase II (Jan 2006):

Kansas, Maryland, Rhode Island & Washington
Phase III (Nov 2006 and early 2007):

Launched 2006: Michigan, Nebraska, South Dakota & 
Texas
Launched 2007: Georgia & Tennessee 
Launched 2007: Missouri
Launched 2007: Virginia mini-campaign

Phase IV (March 2008)
Pennsylvania (late March)
Ohio (early April)



Communication Vehicles
“Lead Generation” letter from Governor with reply 
card
PSAs and/or paid media on TV or Radio
Print ads
Follow-up postcard where feasible
Community-based activities
Governor’s press event
Fulfillment – LTC Planning Guide w/ state insert & 
audio CD of planning “success stories”



Governor’s Letter -



Tri-Fold Brochure --



Still Image from TV Ad --



Tool  Kit Planning Guide --



Agents’ Role
Bulk order tri-fold brochures and distribute 
(www.longtermcare/gov/campaign)
Follow up with consumers who receive Governor’s 
letter and urge them to get the kit
Communicate about campaign through your existing 
channels
Use leverage of campaign to shorten sales cycle
“Rules of engagement”

http://www.longtermcare/gov/campaign


Insurers’ Role
Inform distribution systems and support their 
outreach
Provide sample materials and timeframes
Address compliance requirements
Complementary activities (outreach to employer 
cases in state, press activities) 
Add Clearinghouse link to your website
Track results



Results to Date 
Strong response rates – over 830,000 kits as of 
November 07 (not counting bulk distribution)
Significant interest to participate among new states
Innovative local actions to support “core” campaign:

Media buy (TV, radio, news print)
Websites
Mall intercepts & community seminars
Employer outreach
Support other state initiatives (Partnership, tax incentives, state 
employees LTC plans)



Response Rates

Phase I = 7.7 % 
Phase II = 6.3%
Phase III = 6.5%
Phase IV = launches in March 2008



Preliminary “Take-Aways”

Governor/state affinity important
Good response rates even without paid media
Direct mail (and follow-up) critical
Fulfill requests by mail and internet – more 
cost-effective than phone
Campaign has favorable impact on LTC 
planning behavior



Campaign Analysis & Evaluation
Comprehensive consumer survey pre- and 
post- Phase I of the campaign
Feedback from consumer focus groups 
Informal analysis of “lift” from insurance 
industry & agent community
Feedback from participating states



Key Findings of the Consumer Survey
Nearly half of the respondents have some 
family experience with LTC
87% say planning ahead gives you more 
options and control and better protects family
Still, over one-third don’t know what planning 
steps to take 
And more than 50% say “I’ll deal with LTC 
when I need it”



Perceived Risk and Attitudes about Value of Planning 
by Responder Status
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Impact on Planning Behavior

People receiving kit were more likely to take 
some planning action:

--Consult financial planner or agent
--Review existing coverage
--Consider reverse mortgage
--Buy LTC insurance after the campaign



Planning Actions Taken by Responder Status
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Planning Actions Taken
by Whether or Not Read Kit
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Bought LTC Insurance After Campaign 
by State
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Differences in Idaho and Nevada not statistically significant likely due to sample sizes too small.



National Clearinghouse 
for Long Term Care Information

Support higher level of LTC education  & planning
Mandated by DRA
Provide information specifically on new Partnership 
initiatives 
www.longtermcare.gov
Some, but limited, consumer testing
Future innovations planned

http://www.longtermcare.gov/


HOME PAGE



Interactive Tools

Test your Planning IQ
Real planning stories (audio files) 
Fictional scenarios
Cost of care map
Savings calculator
Tools can help you in client conversations



Planning Examples



Savings Calculator



Caveat for Savings Calculator
Note:  

For illustration purposes only  
Results will differ if you need more or less long term 
care than the average which is used in this example  
Results will also differ if the care you need costs 
more or less than the average area costs used in this 
illustration, or if you have family or friends that can 
supplement for your care needs



Savings Calculator Results



Cost of Care Map



Results - Texas



“Understanding LTC” Module



“Planning Module”



“Public Programs”



“Private Financing of LTC”



“How to Choose”



“About LTC Insurance”



Future Website Enhancements
Track website usage
Increase interactive components
Update content areas – e.g., with the roll out 
of state LTC Partnership plans
“Spotlight” articles on home page
More state-specific Medicaid information



Future Initiatives
Revising Planning Guide based on focus 
group findings
Create state-based Planning Guides and 
tri-folds
Update or modify CD & PSA
Innovate on core model (e.g., Governor’s 
follow-up postcard)



Future Initiatives (con’t)

Strengthen state-specific components (e.g., state 
logo on cover; state resources in text; etc.)
Coordinate with state’s LTC Partnership efforts
More consumer outreach through employers, 
faith- and community-based groups, and others
Identify relevant industry, media, association & 
government entities



Contact Information

About “Own Your Future” Campaign
www.longtermcare.gov/campaign

Clearinghouse Consumer Education Website
www.longtermcare.gov

Eileen Tell -- etell@ltcg.com
John Cutler– john.cutler@opm.gov

http://www.longtermcare.gov/campaign
http://www.longtermcare.gov/
mailto:etell@ltcg.com
mailto:john.cutler@opm.gov
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