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DENTAL

PRODUCTS

Dental Insurance: 5 Creative Trends to Watch

What's driving the evolution of this supplementary product market?

» BY TONYA DRAUGHON

hese days, affordable health care is on everyone's mind
T-» politicians, eraployers, individuals, and insurance
agents alike. Health care benefits have historically been an
essential component of an employee compensatior package
oui taday, more creative products are earning their places
alongside the traditional benefits package as employers
and individuals search for ways to <ontain their healt™ care
coste. That includes dental insurance — a longume staple
of the empioyze benelits package that's now evolving with
‘he rest of the industrv.

Witn several emerging trerds, it's more important now
than ever to get to know your clent ard their individual
situation in order to rake the rnost of these innovations.
There are rumerous options availabie today, but they are
1 ot one-size-fits-ali. Just as fashion trerds add a fresh look 10
ceascnal favorites, dental insurance trends can offer flexib'e
viays tc cesign a plan that meets business and individual
objectives.And as an insurance producer, you are the creative
director in this new health care marketplace.

~:OPTIONS
Today's dentai insurance options can replace employee-
sponsored benefits - and they can work just as well for
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the salf-einplayed, unernpleyed, and early retirees and their
famiies.You have mariy programs to choose from, so make
sure you consider tne following.

»  Read all policy disclosures. \What looks iike an insurance
poiicy could just be a discount card.

» Understand your clients’ circumstances. It may trigger
nsurance lirnitations if many of your employer clients’
etirees have relocated to other states.

» Focus on the balance between cost and quality of
benefits. This could vary depending or. your clients’
priorities.

PREVENTIVE

2z SERVICES

Some insurance compan:es are following Banjamin Franklin's

guideline that “an ounce of prevention is worth a pound of

cure" by covering diagnostic and preveritive (D&P) dental ser-

vices withaut applying the cost to the anrual maximum.
Tecth cieaning and X-rays can reduce the risk of gum

disease: and tooth decay and can identify serious health issues

such as high blood pressure and diabetes Without a D&P

rnax warver, individuals may skip these

preventive measures to avoid exceeding
tneir insurance limit shouic they require
a high-cost procedure, such as a root
canal, at a later date.

Policies may also cover mare freuent
D&P services for individuals with condi-
tions such as diabetes or heart disease
Good oral health can reduce the risk of
complications from these diseases. and
may ultimately reduce overall health
care costs.

Insurance dollars spent on preven-
t:on can save Aundreds or thousands of
dolars spent on the evental treatment
or cure. The wisdom of Ben Franklin
—- who, by the way, started the first
insurance company — wili serve your
clents well.

=5 INSURANCE

. HYBRIDS
TRIGGERED BY

CDHC AND HSAS

With the continued movement toward
consumer-directed nealth care (COHC),
ccmbiriing discount cards with igh-

deductible health plans ard health savings accounts (HSAs)
can be a great option for ind.viduals who want more control
over how tneir health care dollars are spent, as well as for
employers looking for opportunities 1o lower premiums.

This blend of insurance plans and HSAs can leaa to
savings in other areas as well, so watch for extensions to
these insurance modeis. Much like a self-junded group plan
that utilizes a network to reduce out-of-pocket and claims
costs, consumers who elect CDHC programs are willing to
accept a certain amount of financial risk in order ¢ save
rnoney on premiums. Having a discount savings card as part
of their program can reduce their exposure. Many savings
cards also include discourts on a variety of services, such
as dental, vision, nearing, ccmplementary and alternative
medicine, and prescriptions.

EMERGENCY RESERVES AND
NCENTIVE/LOYALTY PROGRAMS

Carriers are looking for innovative ways to nelp tuild long-

term commitments with their groups, such as anrual maxi-
mum rollover programs. New incentives include emergency
reserves, which allow members 10 borrow from & future
annual maximum to pay for current dental expenses.

By deveicping creative ways to extend maximums, insur-
ance providers are more lkely to retain clients. In today's
unpredictable economy, saving money 1s on everyone's
mind — and in the process, you can earn your clients' long-
term loyalty.

-~ SHARED FAMILY

MAXIMUMS

Sharea family maximums ar2 another way o extend annual
maximums by allowing family members to snare dental-
coverage doliars. Irstead of the traditional individuai maxi-
mum for each family memober. shared rmaximums mean that
the dollars can be combined 50 any or all famiyy members
can use them.

These five trends are new, they're creative, and they're
1 perfect opportunity to reach out to your current and
octential clierts with tne latest benefits packages. When you
take the time to learn what's going on in the dental market
today, you're better positionea to pass along opportunities
and savings to your clients -— and earn a steady stream of
business in the long run. «
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