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Experience

Most Experienced Business Process Outsourcing Vendor 

Serving Medicare Advantage and Part D plans, 

Exclusively focused on the administration of Medicare 

and Medicaid products since 1998

Medicare Product Experience ïExpertise in supporting the 

full range of Medicare Advantage products,( HMO, PPO, 

PFFS, SNP, PDP)  for 2.5 million members

Client Experience ï42 clients serving members in 50 states

Å Mid-size regional to Large National Plans including 14 BCBS 

Plans

Å More than 100 Employer Groups Implemented.  190,000 members
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Scope - Portfolio of Services

Medicare/Medicaid Configured Managed Care Information 
System

Enrollment & Disenrollment Processing 

Eligibility Files (System of Record)

CMS Eligibility Reconciliation and Maintenance 

Premium Billing and Cash Receipts Posting

Claims Processing & Payment ïRAPS Submission 

Member & Provider Services and Call Center

Additional Services & Applications
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ü Appeals & Grievance Support ü Internet Provider Portal

ü Medical Management App. ü Broker Commission

ü Surveys (HRA, WAS/Pt. D                                          
COB)

ü Data Warehouse & Reporting



Why Do Clients Choose TMG 

Health?
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üCONTROL

üCOST 

üCOMPLIANCE

üPERFORMANCE
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Overview

üIntroduction ïMarket Opportunities

üFive Keys to Discipline

1. Use a Process

2. Pick Your Battles

3. Lay a Solid Foundation

4. Create a Compelling Story

5. Deliver a Fresh Approach
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Market Opportunities

üOver two million new eligibles 

between December 2007 and 

December 2008

ü45 states face budget shortfalls 

totaling over $350 billion in 2 ½ years 

(McNichol and Lav)
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Market Opportunities (cont d)

üEconomic stimulus - $87 billion for 

Medicaid, $11 billion in new options 

for uninsured (as of 2/9/2009)

üStates will look for ways to address 

increased eligibility or use dollars 

more wisely

üNew RFPs for managed care 

programs, chronic care, and special 

programs
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1. Use a Process

üAd hoc methods lead to chaos

üHave a comprehensive system for 

opportunity development:

Identify ïwhat criteria do you use?

Pursue ïhow do you develop the 

opportunity?

Win ïwhat proposal development and 

pricing methods do you use?



Presented by

© Optimetra Inc. 2000-2009. All Rights Reserved.

Use a Process (cont d)

üHow do you organize for business 

development?

People ïskills and qualifications, roles and 

responsibilities

üHow do you conduct business 

development?

Processes ïsteps, decision points, review and 

correction, measurement, reporting

üWhat tools and databases do you use?

Opportunity ID and tracking, proposal database
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Use a Process (cont d)

üExhibit discipline in use of the system, 

for example:

Systematically qualify opportunities

Development of selected opportunities

Structured proposal development

Ongoing background work

üUse reporting and metrics to evaluate

üRefuse to sanction efforts that operate 

outside the process
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2. Pick Your Battles

üYour organization has limited time, 
resources, and energy

üThere are other organizations who are 
competing for the same piece of business

üFocus your attention on opportunities that will 
yield results

üWhy? Because you can dedicate your 
attention to:

Developing the deep relationships necessary

Designing a superior technical solution

Removing unnecessary cost from pricing

üDonôt shoot at everything that moves
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Pick Your Battles (cont d)

üWhat is your companyôs sweet spot?

ñWe do at-risk TANF better than anyoneò

ñWe arechronic care managementò

ñWe are great at ASO contractsò

üExamples:

Who do you go to for an econobox (car)?

Who builds consumer computers?

Who builds business computers?

üHow well are you positioned?
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Pick Your Battles (cont d)

üEach pursuit costs time, energy, and 

money, and distracts from other 

opportunities and operations

üTakes your eye off the ball

TRICARE bid (1993)

üExecutive directors and VPs from multiple divisions 

enlisted to help ñwrite the bidò

üno federal expertise, no proposal development 

expertise

ümedical loss ratio started to climb almost immediately
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3. Lay a Solid Foundation

üIncumbent?

Do good work!

What does your data look like? (HEDIS, 

CAHPS, call center, claims performance, 

provider access, etc.)

Does a state regulator have a pile of 

appeals for your plan?

Whatôs broken? How do you fix it ïnow?
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Lay a Solid Foundation (cont d)

Not incumbent?

üWho loves you?

üAny skeletons in the

closet? 

üLook like you want to 

serve the state ï

what are you giving?

üBuild the buzz before you bid

Providers

Consumers

State Agency

Legislators

Governor

Community

Agencies &

Leaders
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4. Create a Compelling Story

üAnswer the question!

üDonôt just repeat requirements

üSaying ñwhatò you will do is not 

generally helpful ïñwhatò you will do 

is in the requirements

üInstead, explain ñhowò and ñwhyò
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Compelling Story (cont d)

üHow?

Who are the people that will perform the 

work? (titles, skills and qualifications, 

organization, etc.)

How does the business process work? 

(inputs, outputs, processing and decision 

steps)

What information systems support the 

process?
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Compelling Story (cont d)

üWhy?

Show why your

solution is better 

Use argument

techniques 

Provide results: 

data, true stories, 

graphs, comparison tables, etc.

üDonôt have data? Start capturing now!
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5. Deliver a Fresh Approach

üPlan features and initiatives are often 

similar across many competitors

üMany ñcompetitive advantagesò will 

not withstand close scrutiny

üSo: how will you address the needs in 

a way that is:

Unique?

Cannot be easily matched by any other 

vendor?
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Fresh Approach (cont d)

üChoose three to five memorable and 

important differentiators 

üTest 
Who

What

Us Comp 

1

Comp 

2

Comp 

3

Comp 

4

Medical

Mgmt

Outreach

Provider 

Relations

Claims
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Summary

üSeveral opportunities in the Medicaid 

marketplace in 2009 and 2010

üConduct business development in a 

disciplined way using a structured 

process

üChoose only those opportunities that 

have a high probability for a win

üDo the necessary groundwork to 

cement relationships within the market
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Summary (cont d)

üAnswer RFP questions and 

requirements in a thoughtful, concise, 

and compelling way

üDemonstrate real innovation to satisfy 

customer needs for improved 

outcomes and controlled cost
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Questions?
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Contact

David Kumpf, President

dkumpf@optimetra.com

(719) 481-2956

Holly Smith, VP of 

Business Development

hrsmith@optimetra.com

(719) 964-2323


