
The summer of technology

As we enter the heat of summer, my team’s focus 
 is looking ahead to fall and the Medicare Annual 

Enrollment Period (AEP) season. While we are busier than 
normal, much of what we are doing you’ll never see. Our 
hope is that you’ll experience it during AEP. Behind the 
scenes we are:

• Upgrading the infrastructure of our core processing 
platform.

• Moving two of our key internal processing applications  
to their own servers.

• Migrating a few applications to the Cloud.

• Speeding up hundreds of queries behind tools on the 
agent website and internal applications.

We also have several projects either launched, in pilot, 
ready to launch, or still in development. Some of the things 
you’ll see this summer include:

• Pay in store – Members on direct bill can pay their 
premiums (for ancillary policies) at CVS retail stores.  
This is a pilot that we plan to expand to other products.

• Aetna Quote & Enroll 2.0 – A new look and feel with 
the same robust functionality. A more responsive 
presentation to your device to accommodate large 
monitors to mobile screens, and with a shopping cart  
that moves with you.

• Online contracting – Enhancements continue to be 
added to make it seamless and easy to use.

• Sunfire Matrix – Our Hospital Indemnity Flex product is 
available for enrollment on this platform, effective July.

Have we reached the “new normal” yet? Which pandemic 
practices will become a normal course of business? How 
will consumer behaviors change? Are consumers ready to 
purchase Medicare products online? Several times a year, 
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“An inconvenience is an adventure wrongly considered.” 
          - Gilbert Chesterton

I wrote a Pacesetter article some weeks back that probably 
 generated more feedback than any other. The article was 

about my taking care of my 87-year old parents while they 
were both trying to rehab from injuries. Several people have 
wanted to know how it turned out and if they’re back home. 

Truth is, what the doctors believed was my dad’s strained 
back eventually turned out to be osteomyelitis, a difficult to 
diagnose bone infection requiring as much as six weeks of 
daily IV antibiotic infusion therapy to resolve.  He also had 
undiagnosed diabetes and spent 9 days in the hospital; I 
spent 9 nights sleeping in a recliner in my mother’s room. 
They will have been married 69 years in October and she’s 
been known to struggle with a little cognitive impairment at 
times, so having dad out of pocket that long was about as 
much as she could manage. 

The prognosis is very good though and 
they have been reunited at a recovery 
care center in Virginia. I’ve gotten to 
be their advocate the entire way and 
I’m pleased to declare that we seem 
to (finally) have it on the run. It’s a long 
recovery ahead of us but we expect 
them to regain their independence. 

But the real lessons here had little to do 
with doctors, caregivers, family or with 
me, for that matter. 

FROM OUR PRESIDENT

...continued from page 1 (The summer of technology)

I have discussions with various distribution partners 
about how consumer purchasing dynamics will change. I 
personally believe that the pandemic will accelerate change. 
Given the surge of online shopping in the last year, I believe 
we are three years out. To be clear, I am not saying this is 
the end of broker selling as we know it today. I am saying 
that all of us, agents and carriers, will need to adjust – by 
piloting different selling methods now.

One such pilot we’ve deployed is Consumer Connect: 
Dental, Vision and Hearing Lite, an enrollment tool for 
consumers. Agencies can hang it off their websites and 
allow consumers to purchase the product online. Or email 
existing customers using a Personal URL (PURL). And, the 

agent/agency gets credit for the sale. It is part of our Agent 
Assist Consumer Connect strategy. It’s about supporting the 
different ways consumers want 
to do business – whether through 
a full-service agent, agent-assist 
model, or just doing it themselves.  

This is a brief glimpse of some 
of the things our technology and 
business partners have been 
working on. As we get closer to 
AEP, I’ll be back in the Pacesetter 
with a look forward into 2022.  
Enjoy the summer! ◾

John Jevin  
Senior Director, Technology

Cancer and Heart 
Attack or Stroke/Plus Home Care/Plus Hospital Indemnity/

Flex Recovery Care Dental, Vision and 
Hearing
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I have been astonished at how rapidly a senior’s health 
can begin to spiral and how you never know just how 
any given day might turn out. 

I’ve gotten reacquainted with how fortunate I am to still 
have them in my life and how incredible something as 
simple as a Father’s Day really is. 

I’ve also seen first-hand how invisible our elderly often 
are and how callously our society can send them off to 
be someone else’s problem. And I’ve encountered some 
of the greatest people the Good Lord ever created who 
seem to transcend all that and get so much out of helping 
families care for their older members. I’m pretty sure I 
know what miracles look like. 

It’s been quite a couple of months. 

So why am I telling you this? The truth is I have worked in 
Long-Term Care insurance and Medicare Supplement for 
many years. I’ve even traveled to other countries to lecture 
about it. I can spar with anybody on the inner workings of 
these contracts, but until you experience it in your own 
family, it’s just a philosophical set of concepts and you 
don’t really understand the importance of what we do. 

Turns out, my dad took care of his Medicare Supplement 
premiums for several years and this year they took care 
of him – 9 days in the hospital results in a breathtaking 
bill. Don’t ever stop the important work you’re doing, you 

F A R E W E L L FROM FRED

When I first walked through 
the doors of this business in 

January 2011, I had no preconceived 
notions of what might be waiting 
for me. I was an Operations leader 

who previously built strong teams for General Motors 
and Whirlpool and now here I was venturing into senior 
healthcare. I was excited about a place built on paper and 
manual processes that needed to be transformed to the 
business it is today.

What I did not expect was that we served more than 
one customer – not just members, but brokers as 
well. Partnering with all of you and building business 
relationships has made this job even more enjoyable. 
Being connected to you on email, LinkedIn, and Facebook 
Messenger has always been a pleasure of mine. 

This is my last Pacesetter article as I will be leaving the 
Aetna Senior Supplemental team to pursue an external 

opportunity. It has been my privilege to support all of you 
and your clients. I know you have plenty of options to place 
your business, so it means a lot that you chose and trust 
us. I believe our partnership with each of you has made 
us successful in a commodity market. Please know that 
the team I leave behind is committed and passionate in 
continuing to support your clients and business needs.  
The best years of this company are still ahead.

I will take with me the many memories from field advisory 
meetings, business reviews, incentive trips, and field visits.  
I feel humbled as the only Operations leader in the business 
who was able to work so closely with sales and leadership 
teams in a true partnership – both internal and external. As 
I prepare for my next chapter, I assure you that I leave this 
business in excellent order…for another successful Annual 
Enrollment Period with self-direction from all departments. 
Again, thank you for your business, partnership, loyalty, and 
trust. Good selling, my friends! ◾

Fred Roth 
Chief Operating Officer

Blessings

From Mom and Dad’s 50th 
Anniversary…they’ll celebrate 
their 69th in October!

continued on page 4...
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insureds because of him, not us. That was the pure simple 
truth. Music to his ears, but true.

I told him I was committed to providing MY clients with 
world class service! He asked me what I meant by world 
class service and what they might mean for the field. I told 
him I was an officer of the company and that I wouldn’t 
have left my prior company if I didn’t believe the company 
was committed to world class service. We were only doing 
business in the southeastern states and what did we have 
to offer agents other than world class service? 

I told him I answer my telephone. I don’t hide behind  
an assistant. I also told him my door is always open.  

I don’t work in my office with the door closed. 

Then I told Bubba that I was looking forward to getting to 
know him better and if he ever had issues with anything  
in the home office – anything – to call me. 

Bubba became my agent, too. I told him I needed some 
additional insurance and that I couldn’t imagine anyone 
other than him being our agent. I knew Bubba would help 
my wife if necessary, that he would advocate for her and 
represent her interests like she was his daughter. That was 
critical to me. 

Bubba would call me from time to time even after the 
company was sold and I had joined the buyer. We kept in 
touch for many years and I’d visit his home several times 
when my path took me back to the Magnolia State. That 
was before there were exit plans for brokers like him, so he 
never got to close shop. He had to keep working to protect 
his renewals for his wife. Kind of sad actually. 

I hope you do for your clients what Bubba did for his.  
He built relationships, kept in touch, added value, and  

helped clients navigate the complex world of insurance. 

I realize times are different now. If you can do what you do 
well, treat others as you want to be treated, help others, 
connect with clients, that’s all that matters. ◾

As I’ve written in the past, I have some sales in my 
 blood. My grandfather sold insurance for the Met 

and my father sold cigarettes for R. J. Reynolds Tobacco 
Company. Attorneys sell all the time. Selling good positions 
to regulators, opposing counsel, helping clients realize 
their objectives while minimizing risk – you get the picture. 

When I became general counsel for Mississippi’s oldest 
domestic insurer in 1989, I met the company’s leading 
agent. For over 20 years, maybe closer to 40, one J.K. 
Bubba Tharpe led all agents in sales for the company. 
He was an icon. Lots of people in the home office feared 
him. He’d raise you know what when service levels failed 
to meet his standards. In short, he was unwavering in his 
demands that we treat his clients – yes, the insureds were 
clearly HIS clients – the way he wanted them to be treated. 
Do it right or face the wrath of Bubba. That was back in the 
day where it wasn’t unusual to have agents walking the 
halls of the home office. 

He wanted to meet the new 
company lawyer. That be me. I’d 
heard the stories so I went into 
the meeting with some hesitation, 
maybe a little trepidation given I 
was 30 years his junior. We hit it off 
great! He was very surprised that 
I’d leave North Carolina’s largest 
insurer to come to Mississippi. 
He wanted to know why. Then 
he found out I was a native New 
Yorker! He shared with me that he 
was a wildcat oil man and a boxer 

in his youth before becoming an agent. I asked him why 
he turned to selling insurance and he told me that was 
what he did so he could be with his wife, raise a family, 
and control his destiny. Heavy stuff for 30+ years ago but, 
like I said, we connected.

I could tell he took great pride in himself and what he did 
for his clients. Did I tell you the insureds were HIS clients? 
Oh yes. I agreed with him. I told him his clients were our 

COMPLIANCE CORNER

All that matters

Michael Colliflower 
CLU, ChFC, FLMI, AIRC 
Counsel 
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guys! And Vicki, I’m not certain where you are since you retired, but 
wherever you are, thank you for convincing them to purchase that 
Plan F all those years ago. 

The journey isn’t over (and you never really know if or when another 
pothole is waiting for you), but we’re in a good place for a while and 
my folks are thriving again. 

I got to wish my dad another Happy Father’s Day, celebrate another 
birthday with my mom, and spend pretty much every minute with her 
when she really needed me. That’s some pretty darn good days. ◾

Ty Wooldridge  
President and Chief Marketing Officer

...continued from page 3 (Blessings)
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Article contributed by Emily Rohrig,  
 Vice President, Reinsurance

 CVSHealthHeartRegular WELCOME NEW AGENTS!

As agents, you play an integral role in customers’ lives. You help customers  
 choose a medical plan they could be on for the rest of their lives, which comes 

with great responsibility! Customers’ needs vary and may include a portfolio of 
products, or at minimum, a discussion of options in the market today. Customers 
look to you to educate them, answer questions and compare solutions, all while 
working within their budgets. Below are a few tips that may help you as you fine 
tune your craft! 

Understanding the lifestyle and needs of your client will help you tailor the product 
offering to suit their needs. Our customers tend to see themselves 10 years younger 
than they actually are. Also, the idea of being healthy is relative, with most people 
thinking they are healthy, even those with chronic conditions. It may be beneficial to 
keep a profile of each client and their needs analysis, that way you can follow up in 
due time. 

Once you are familiar with the products we offer, try and meet the customer where 
they are in their lives. Help determine why someone needs such a product and 
what amounts of coverage they may need. We value feedback from you on how 
to improve products for our collective customers. As you help the customer apply, 
ensure you have a gauge in field underwriting if applicable, have the drug list and 
producer guide at your ready, and be sure to attend some of our valuable training 
webinars if questions arise. As always, you can reach out with questions to any of 
your friendly Aetna Senior Supplemental Insurance contacts or our Agent Services 
team (866-272-6630).

When is the last time you didn’t have a phone or tablet out while listening? I know 
I am guilty of thinking I am listening…and then on a virtual call I hear my name and 
second guess my listening abilities. It may be helpful to take notes…just ensure 
you aren’t selling when you should be listening. Some agents have a checklist 
or spreadsheet to guide them in the conversation. Since they have a flow of the 
discussion, they can listen closer. As you actively listen and the customer sees, or 
hears, that they have a connected relationship, you can start to build trust.

At rate change time, birthdays, or even when you have some free time, check in 
with your customers to determine if their needs have changed. If you have notes 
from your last call or a customer profile, you can connect with them easily on this 
call. It can be as simple as “how is the weather” or “how is your spouse doing” to 
“last time we spoke you were contemplating additional coverage.” Don’t let an 
opportunity pass for your customers when you can offer them the relationship and 
solutions they need.

Whether it’s a quick break after the Annual Enrollment Period, continuing education, 
additional training, etc. be sure to stop and celebrate your successes! There are a 
lot of potential customers out there. They need you at your best to help them on 
their journeys to solve for their insurance needs! We hope to celebrate with you on 
the Leader Board and with our incentive programs. You are part of our family and, 
as always, we are thankful for you! 
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4 Follow up 

Actively listen

Know the products 

Know your client

Rest up 



Contributed by Nicole Palsa,  
Senior Marketing Operations Specialist

“Aetna's Dental, Vision and Hearing has just 
made cross-selling and policyholder loyalty 
even easier than ever. The benefits offered 
have been expanded to meet the needs of 
today's clients, as Medicare beneficiaries age 
into Medicare and leave employers. These 
benefits have always been offered, and most 
would like to continue. It's a win-win situation 

for all! Agents win by putting commission 
dollars in their bank accounts, while offering a 
benefit that fits the needs of our aging society. 
Clients win as well, as they can choose any 
provider of their choice, and receive deeper 
discounts by using a provider in the network.”

Charles B. "Bubba" DuBose, Jr.  
Florence, South Carolina

“Our team’s success in writing dental with 
Aetna is simple – we ask on every appointment 
whether the client has a dental plan or not.  
We find that most clients want dental coverage 
but have no idea where to go. Aetna has 
made the selling process easy. Just go down 
the product list on Quote and Enroll and 

leave it up to the client whether they want to 
add additional coverage. Aetna has a strong 
network with great coverage options for any 
individual.”

Jason Stoneback 
Quakertown, Pennsylvania

“There is really no BIG secret in selling Dental, 
Vision and Hearing. Medicare kind of does 
this for us, by not covering it as part of original 
Medicare. Most of the time clients have been 
used to paying for some form of Dental, Vision 
and Hearing coverage through their group 
insurance; all I am doing is offering to extend 
that coverage now that they are on Medicare 
(A/B and Supplement). 

It is just part of our conversation. If you are not 
selling it, you are leaving a gap in coverage 

for your client and leaving money on the table 
for you and your agency. My only tip...JUST 
ASK! We as agents get scared sometimes to 
just ask for other business because we don't 
want to lose the piece of business we just got. 
More times than not, they are wanting us to 
ask. Because if you don't, I will, and take all the 
business at that point.”

Josh Burns 
Flowood, Mississippi

“For my prospective clients in open enrollment, 
the Dental, Vision and Hearing plan has been 
a great conversation starter, since they usually 
have had some type of Dental, Vision and 
Hearing coverage while they were on their 
employer’s insurance. Clients are comfortable 
choosing Aetna’s plan because of the well-
known name in the industry and the simple 

to understand benefits. My clients are happy 
they can use the plan for preventive services 
day one with no deductible and have hassle-
free claims processing.”

Clark Rasmussen  
Grand Island, Nebraska

COMMUNITY         EXCHANGE  

What's your secret for selling Dental, Vision and Hearing coverage?
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In 2018, we launched a product that was different than any product we had previously launched 
at Aetna Senior Supplemental Insurance: Dental, Vision and Hearing on our Continental Life 

Insurance Company of Brentwood, Tennessee (CLI) entity. While this product has been wildly 
successful, you have not been shy (thank you for the input!) about what else your clients are 
looking for in this type of product. These additions have been included in our latest addition 
to CLI’s Protection Series portfolio…introducing Dental, Vision and Hearing Plus:

• Higher annual benefit maximum (up to $3,000)

• No waiting periods (for preventive, basic, and major services)

• Preventive care covered at 100% (when visiting a network provider)

• Implants ($1,500 lifetime maximum)

• Orthodontia ($1,500 lifetime maximum) including clear aligners  
($750 lifetime maximum)

 MARKETING MINUTES 

Introducing Dental, Vision and Hearing Plus

Additional states will be added upon approvals. Please consult each state’s 
outline of coverage for state specific variations. 

What if you’ve fallen in love with our original (current) Dental, Vision and 
Hearing product? No worries, that product isn’t going anywhere and we’re 
continuing to expand upon the footprint. Both products will remain active  
to give you and your clients choices to best suit their healthcare needs.

If you have any questions about Dental, Vision and Hearing Plus, or any  
of our other products, don’t hesitate to contact our Agent Services team  
at 866-272-6630. ◾

Alabama

Arkansas

Connecticut

Georgia

Iowa

Illinois

Kentucky

Michigan

Missouri

Mississippi

Nebraska

North Dakota

Nevada

Oklahoma

Pennsylvania

South Carolina

Texas

Wisconsin

West Virginia

Wyoming

 Scott Root 
Manager  

Product Management
and Development

The new Dental, Vision and Hearing Plus product launched in these 20 states on July 9. 

Your commissions dashboard

We’ve updated our agent website to make it 
even easier to find your commissions reports (on 
aetnaseniorproducts.com). Now, they’re all in one 
place! From the agent website home page, go to 
My Business, then under About Me, you’ll see My 
Commissions Dashboard. 

The new dashboard has the existing reports you 
already use, as well as a few new reports to help 

you manage your business with us. And, we’ve 
added some new features to help you get the 
information even faster.

If you have any questions, you can use our online 
Chat feature to connect with our Agent Services 
team or give us a call at 866-272-6630.

WHAT'S NEW
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Technology has rapidly increased the pace that 
customers expect and, in many cases, prefer to 

do business. It has also changed the way money is 
exchanged. Many customers expect the option to pay 
for goods and services in whatever tender is most 
convenient for them. With the recent launch of pay in 
store (at CVS), our members can now pay for policy 
premiums for our ancillary products via cash, debit 
card, or credit card by scanning a barcode.

Jennifer Henson, Director of Customer Experience: 
“Historically we have always had customers that wanted 
to pay their premiums with credit cards, but it was an 
ongoing challenge. Our internal systems didn’t allow 
us to take credit or debit cards from a Payment Card 
Information (PCI) compliance standpoint. PCI is a 
technical standard used to protect credit card data.  
Pay in store is an opportunity for us to provide this 
feature to our members and help build the CVS brand 
with them as well.”

Members who elect for 
monthly direct bill will 
receive a barcode to take to 
their local CVS store. (CVS 
in Target stores is currently 
not supported.) The cashier 
will scan it just like any 
other store merchandise, 
and members can pay their 
ancillary policy premiums 

by cash, debit, or credit card. Importantly, each 
barcode is unique to a specific product; thus, members 
with multiple policies will receive separate barcodes 
for each policy. The barcodes are also valid for the life 
of the product so a member can present the same 
barcodes in store every month. 

ON THE COVER The Innovation – Pay in store at CVS

If a member is currently enrolled in auto draft, pay 
in the store is not an option until that member elects 
monthly direct bill as a payment method. A member 
can call us to change payment methods and either 
print the barcode online or wait until it arrives by mail. 
There is currently $999 per day transaction limit, 
so only premiums under this amount will display a 
barcode. However, members can switch to a quarterly 
or monthly billing option to get their premiums under 
the $999 threshold in order to pay in the store.

The pay in the store feature is an added value that 
agents can use to grow their business and provide 
prospective members with more flexibility to pay 
premiums.

“We are constantly looking to improve on the customer 
experience and make that customer journey as easy as 
possible. Pay in the store is one step in that direction. 
First, we implemented e-delivery with our members. 
Now, we are moving to pay in the store and building a 
tighter relationship with CVS. We are continuing to build 
on and enhance our place in the market as a Medicare 
Supplement plus more provider to our customers.”   

Medicare Supplement members will soon have the 
same option to pay policy premiums in their local CVS 
store – with expectations to be available for the Annual 
Enrollment Period. More to come. ◾

Article contributed by Jerel Flint,  
Marketing Communications Assistant 
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