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allowed" state?

Shemiavn i iniied 8 Temporary insurance for people Yes, but states vary
e i (dl with gaps in coverage in their regulation

Fixed indemnity Policies that pay a fixed amount for Yes Yes, but states vary
specified covered services in their regulation
Farm Bureau Sometimes similar to major Yes Varies
medical coverage, but without
many ACA protections

AL T b B s R 8 Purchased through association of  Generally no, with Yes, but states vary
Plans (AHP) employers; not subject to some exceptions in their regulation
individual and small group

protections

Health Care Members make monthly payments Yes No (not insurance)
SliEtahe g b e e GEAE to cover health expenses of other

(HCSMs) members
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The Cash Pay Market:
Limited Benefit Adjacent?
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Consumers Left with Few Options

* Consumer misunderstanding about the limited nature

of the product in which they are enrolling as a result
of:

— Purposeful misleading marketing about limited benefit
plans as comparable alternatives to ACA regulated market

— Complexity of health insurance market

 Plan choice based on point-in-time health status that
later changes

 Significant medical expenses that are not covered by a
plan or product, leading to medical debt and/or care
and treatment access disruption
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Possible Impact on Individual
Market Risk Pool
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Research Suggests Limited Benefits Products
Are Being Aggressively Marketed

» Georgetown CHIR conducted a secret shopper study in May 2026
commissioned by Blood Cancer United to assess agent broker
marketing practices

Consumer Profiles
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A Complex Marketing Ecosystem

Agencies buy “leads” from the lead
generator, and may utilize a

screening service to do initial
consumer outreach and route them

to the appropriate agency or agent.

Agents receive a commission
from carriers, typically for each
effectuated enrollment.
Amounts generally vary by
product.

o

[e]

Consumers are routed to
licensed agents (either

independent agents or
agents who work on behalf
of an agency).

Consumer enters search terms to find
affordable health insurance into web
browser and is directed to lead
generator websites. Lead generator
websites ask the consumer to enter
contact details and basic information
about health insurance needs.
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What We Found

* Online searches led consumers to “lead generators,” who
then handed off consumers to agents and brokers

« A common marketing tactic was to describe the marketplace
as a coverage option best suited for sick consumers

— healthier consumers directed to non-ACA-regulated products

» Sales representatives provided misleading and inaccurate
information about limited benefit products

— Eroducts included fixed indemnity products, STDLI, limited
enefits products sold by multistate associations

« Sales representatives provided misleading and inaccurate
information about marketplace coverage

- Sales representatives are capitalizing on marketplace
atfordability challenges, using aggressive marketing tactics
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Key Quotes

« “For [ACA] marketplace options, they’re pulling back
subsidies, you could end up paying $80 one year and
$800 the next, not like locking in %the rice] for private
plans [...] people are running for the hills, that's
why we’re here."

» About fixed indemnity: “There is no deductible, no
coinsurance, no copayment. As long as you don't need
substance use, mental health, or maternity benetfits, it’s a
no brainer.”

» “If you are ever prescribed insulin, just call me and I have
programs to cover insulin and [GLP-1s], etc.”
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State Approaches to Limited Benefit
Regulation

Marketing regulation, typically under Unfair Trade
Practices statutes

Limited benefit guardrails

‘ Prohibition on sale of certain limited benefit

products

premium wrap

‘ ACA marketplace interventions, including state
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Thank you!

Email: ack35@georgetown.edu
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