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The Informationalization of
Health/Wealth

Implications for the Health Care &
Wealth Care Value Chain T Retirement
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For more information contact:

john.sviokla@diamondconsultants.com
617 -510 -3565
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Executive Summary: Health/Wealth is THE Issue
Challenge Alnformationalization & Re  -regulation

AlLargest wave of money and need in the history of the

Money planet T 13 trillion in retirement money alone

AUnderstand what informationalization does
AAnalyze
ARe-segment

Leader shi s, Y. .
%\Beagn interventions & test

Priorities ABuild the flexible business platform
ABe ready for meteors and partnerships
AThink big
Are you ready? AWe are linear beasts in an exponential world

giamond

Management & Technology Consultants

3]
=
1]
=
I
=
>
(%)
=
(o]
O
>
D
i)
o
=
A=
[5]
(]
'_
o3
=
=
(0]
=
>
IS
=
I
=
e}
=
(o]
=
S
(o)
©



Marketing Opportunity
Value chains focused on managing specific risk characteristics are converging to

address the oO0holisticbdb needs of customer s
Convergence of Value Chains Risks
WEALTH
Market
Investment _ Own & . Client
. Institutional Portfolio Fund .
Solutions & Sourced : Information &
Advi Asset Mgmt. Fund Mgmt. Admin R .
Definition HEALTH
Current A Customer Plan Planning & - S G Client Morbidity
State Acquisition . Decision Information &
(Sales & Admin. > support » Mgmt. o Mgmt. —p Support _J Reporting ] _
Marketing) ongevity
RISK MANAGEMENT
A Enroliment Claims &
Distribution Customer Under - Policy Benefit Service & .
Mgmt. . Activation . Wwriting | Admin. Mgmt. Support Mortality .
g
)
3
3
INTEGRATED g,
Future 2dH-O I&i i Invest - Integrated Integrated Hold Funds Alternative g
State Fin\gﬁiial ment Individual Platform gortfc;_ltio & nd Manage Proces i Risk/ Capital ALL =
. . enefits Investments Markets 3
Planning Advice Risk Mgmt. Mgt g
) Risk 5
. o Back - office £
Roles Adviser Distributor Manufacturer - Aggregator/ @
- Administrator T e =
g
=
2
.y
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Methodology
Diamond surveyed 626 consumers aged 45+ about their retirement plans,
their financial situation, and attitudes toward health and finances

Health and Wealth must be examined together I consumers are increasingly

forced to make tradeoffs between the two I and attitudes drive behaviors, which

wi || determine an individual sé ability to

retirement

A How do Baby Boomers view retirement i how well prepared are they, and what are their
expectations?

A How can financial services companies do a better job of helping Baby Boomers prepare
responsibly to fund their living and health care needs in retirement?

Health/Wealth Services
Health

Attitudes
About Health

Current
Health

Lifestyle &
Habits

Consumer 6s
Abilityto  Fund
Retirement and
Health Care
Costs

Wealth

Attitudes
Toward
Money

Current
Wealth
& Income

Financial Planning,
Saving & Spending
Habits
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Health/Wealth is THE Issue | 5

It does not need to be this way!

Cartoonbank.com e
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“If we take a late retirement and an early death, we’ll just squeak by.”
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Market Opportunity
By 2020, two
trillion growing from $23 trillion today

Retirement Segment Population, 2005 - 2030

45 million new retirees will be added to the
population over the next 25 years

Population
140,000,000
120,000,000 = :45 .
‘million
100,000,000 |
inew
80,000,000 1 retirees
60,000,000 -
40,000,000 |
20,000,000 -
0 : : : : :
2005 2010 2015 2020 2025 2030
| m50-59 8 60-69 m70-79 m80-89 W90 and Above |
Estimated US Wealth Transfer (1998 T 2052)

Wealth transferred to younger generations will
reach ~$17 trillion by 2052

$Trillions
50 - Source of Wealth Transfer
40.7 85
40 -
B e
30 . [ ]

- 7.2
10 | l
0 - T T

Total Estate Estate Charitable Inheritance Inheritance to
Wealth Taxes Fees Bequests to subsequent
Transfer Boomers generations
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-thirds of investable assets will be controlled by retirees

- $40

i but they will be unequally distributed

Projection of Investable Assets by Age Group

Greater numbers of retirees as well as the gains from
their existing and accumulating assets means retirees
will control an increasing proportion of assets

Age
75+
65-74 ¢q

trillion

Retiree
Segment
: 68%

55-64

- ~
-

45-54

<45

2005 2010 2020

Allocation of Assets of Baby Boomers by Wealth Quartiles

The mix of assets varies by income level

Percentage
100

Other
Vehicles
Cash
Pension
Savings
Housing

[ ]
[ ]
[ ]
[ ]
]

ol a2 a3 a4

Sources: US Census, Boston College Social Welfare Research Institute, Federal Reserve Survey of Consumer
Finances, Federal Reserve Flow of Funds Dec 2006, Diamond analysis, Social Security Administration.
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Market Opportunity
The looming social security deficit, Medicare cuts and changes in retirement
plan distributions will force many to fund more of their retirement expenses

Projected Deficit in Social Security Retirement Plan Assets 2002
% of taxable payroll 2002 Defined
25% 1 . IRAs Benefit . . .
Historical * Estimated \ Income Costs 159, igumrﬁ]eiétrat?;):'aé Asgcumy
20% = Baby Boom Géneration
. / report to Congressional
15% - . . committees; EBRI Assets
- Egﬁc-légg/able Benefits Defined in qualified Retirement
10% \/—:/ | Con:rét‘)}rmon plans (Sep 2004.)_ .
. ° Centers for Medicaid and
% | : \ Medicare Services, based
b : State & Local on historical data and
. Govts Intermediate
0% ‘ T ‘ ‘ ‘ ‘ ‘ ‘ ‘ ! 19% Private assumptions of the 2006
1990 2000 2005 2010 2015 2020 2030 2040 2050 2060 2070 2080 Federal Insured Medicare Trustees
Govemnment 139% Report.
9%
Projected Deficit in Medicare (Part A) Summary
12% - Historical Estimated ) ] ) g
0 : A Annual Social Security payouts will exceed payroll v
10% | Incbme Costs taxes in nine years (2017) and the Social Security §
= : trust fund is projected to be exhausted in 2040. 2
n (o]
S 8% A : i N . ©
§ : A The Medicare Part A (hospitalization) trust fund is 3
G : Deficit projected to be exhausted in 2018 E
© - [5]
. . . ()
5 4% - : A While nearly half of the preceding generation 5
2 »o f doverdd e hrterast received benefits from a Defined Benefit plan, less |5
Gl « Covered by Interes 0 =
: & Asset Redemptions than_ 44 /o_ of l_)oomt_ars have St_Jch plans. =
0% . ‘ Participation in defined benefits plans shrank by :
1980 1990 2000 2005 2010 2015 2020 2030 2040 2050 2060 2070 2080 58% from 1985 to 2003. =
=
o
] d :
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Health/Wealth is THE Issue | 8

Segmented Approach
Retireesd® needs for retirement and health s
attitudes about health and wealth T We identified five market clusters

Clusters Based on Attitudes Toward Health and Finances ‘

Affluent Sophisticates
Moderates Aspirants
31%
- (56yrs/$50K)
0
(57yrs/$3mPercent_ of
Ny Y population
| T \ | | | |
Financial Ava. Age/ 15%
Confidence Avg: ? (66yrs/$50K)
(Optimism, Initiative, Income i N
Responsibility) Retired Settlers
>
g
7] 2
Survivors 10% k2
(57yrs/$24K) 2
| Health Consciousness 2
(Value of Preserving Health, Acceptance of New =
Source: Diamond Analysis Health/Wealth Services, Trust in Healthcare System) é
p L
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Health/Wealth is THE Issue | 9

Extrinsic incentives matter

©Cartoonbank.com

‘Remember, son, its never too early to start saving for retirement.”
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Too many choices

© Cartoonbank.com
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Health/Wealth Segments & Roles
Segmenting by health and wealth attitudes provides rich understanding for new
and targeted products and marketing

Health Care

A Behavior modification, disease

Financial Services Insurance/Risk Mgmt.

Survivors management 1 will require
Mean Net Worth: $83,843 A t’\rl:aei'(lj Spa:\(jgll(gtst tgu:n\?skeo t extensive effort on A Not good candidate beyond
Median Net Worth: in) P - 0P relationship development, minimum requirements
$17,500 empowerment, with
incentives and penalties
A Need products to make . .
t h em save (opt & oBehawdor modification, disease A Qggggiisnbm requires
WeEEEiEs ii no) ' management, education : :
Mean Net Worth: $142.273 A Education and advice (half about the health Ar\lﬂé?ﬁﬁ%%d :cgtrprho&ﬂ&[aspﬂ?ate
. . ! have no retirement plan) taking and how to change y
Median Net Worth: A o ; ; expenses
Holistic and personalized behavior A Overall risk management i
$36,750 advice A High Deductible Health Plan to this seqment is fegrful of
A Employers may be best create right incentives eve rytr?i n
channel g
; A Post-retirement planning A Education about likely need - . .
Retired Settlers ; A Continued asset growth for LTC and supplemental A Annuities T income protection
Mean Net Worth: $488,167 A Strategies to health insurance A Managing against catastrophic ¥
Median Net Worth: protect/shelter home equity A Prevention risk T supplemental health =
$249,999 insurance, LTC insurance 8
©
3
Aspirants A Education about likely need . . §
Mean Net Worth: $481,444 A Personalized assistance for LTC and supplemental A Ir;‘;eéﬁiigciﬁgt%\rllggllélesaa?gr 3
Median Net Worth: A Debt management health insurance Fnedical expenses pay 2
$119,700 £
g
Affluent Sophisticates <
Mean Net Worth: A Estate planning A Can afford to self -insure L 3
$1,914,645 A Diversified holdings A Optional health care services ﬁ erussetts : Irlgfelgt?glzar':rcaensfer §,
Median Net Worth: A Asset growth strategies (plastic surgery, etc.) P ’ %
$1,094,700 =
E
(] =
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Health/Wealth Segments & Roles
What are the best opportunities in pursuing these segments?

Breakout Questions
1. Towhatdegree do you orient around customer segments versus products ?

2. Which of these types of segments are you serving?  How could you / do you plan to
serve them differently in light of key trends?

3. What other segments are you pursuing / would you pursue in light of these
trends? Why?

4. How do you view convergence:

a) For Financial Services providers, is heath an increasingly important criteria for
developing your  offerings?

b) For Health Services Providers , is wealth an increasingly important criteria for
developing your offerings?

5. How would you see developing / partnering to develop combination products in the
future ?

6. Operationally, what new processes, regulations and metrics do you see as being
required for emerging Health / Wealth  products?
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Market Opportunity
Companies are re -defining their roles to capture the emerging opportunities

Convergence of Value Chain

O0Hol i st Integrated ]
Future Advice & InvesiiE Intejg.rated Portfolio & Hold Funds Process Al_ternatlvg
. 1 : Individual Platform ; and Manage . Risk/ Capital
State Financial Advice ) Benefits Transactions
) Risk Mgmt Investments Markets
Planning Mgmt

Risk
Roles

Back - office

Adviser Distributor Manufacturer Administrator

Aggregator/

Transferor
] ] ] ]
A Advises on I AProvides a I' AManufactures I' AProvides back - ! AProvides
health, wealth, : platform for all : products / : office : integrated
standard -of- y Pl ayers t o, opmwduatdeatures ; transactional y  bricing for all
living creation, p I nd to sat, sahdyassentbles | services like 1 typesofrisks i
accumulation, | needs of 1 portfolios to 1 claims 1 market,
preservation, I customers 1 deliver specified I management, I mortality,
protection, etc. 1 I returns I billing & I morbidity,
! I I payments, I health and
: : : funds admin. : longevity; _
I I , etc ; Mmanages & g
I I I | transfers risks g
[
ARelationships & : A Open architecture : AlIntegrated risk : AScale : A Capital 3
f=
Capabilities trust : platform : mgmt. : AProcess mgmt. ' AActuarial 8
D
Required ABrand name | Atsrgﬁls?a{ction | ArF;(;rrt]g)llgmem | ATechnologyto | knowledge g
A Customer needs I il I 9 I operate at I AData analytics =
analysis 1 efliciency I AProduct I scale ! . o
I APartnerships ' knowledge : I Alntegrated risk 3
ABroad product 1 1 1 I management £
knowledge I ATechnology I ADistribution I I £
: : management / : : g
. . partnerships . . =
2
_ g
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Repositioning Along the Value Chain
Despite the slow full commitment of resources to the opportunities, many
competitors are actively repositioning themselves along the value chain

OHol i st Integrated A
! Integrated " Hold Funds Alternative
Advice & 9! Portfolio & Process : .
. . Individual Platform " and Manage g Risk/ Capital
Financial . Benefits Transactions
- Risk Mgmt Investments Markets
Planning Mgmt

Back - office
Administrator

Risk Aggregator/
Transferor

Adviser Distributor Manufacturer
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Health/Wealth Segments & Roles
What are the best opportunities in pursuing these segments?

Breakout Questions

1. How do you see your role changing? In what ways have you seen this beginning
already?

2. How do you see evolving into a new role (e.g. via partnership, acquisition, gradual
development of new capabilities)?
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Health/Wealth is THE Issue | 16

Capabilities needed to win

Key Capabilities

Knowledge of Understanding of what is Great design of
where regulation moving at exponential interventions
IS going versus linear speed

Excellent
analytics
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Call to Action
How well does your company fare on its ability to dominate the emerging
retirement market?

AHave you chosen your
. unique role and  positioning

ACan you technology N
I)
platform deal with the [ Strategy J In this growth market:
new demands and scale
economically? _
) . AHaveyou crisply
{ Operations J ( Customer defined consumer
segments and

optimized your
distribution to reach
them?

Product & ' Acan you both create
. rodauc

Operations : . .

[ k J [ Services J and experiment with

AAre operations products/services
optimized to deliver i quickly?

value to customers N
Organizational J

profitably?

Als your organization
optimized for growth,
innovation and profit?

I~
giamond
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Di amondods Retirement Readiness Diagnos
The product/service readiness determines how aligned, agile, and innovative is
the product/service development and management

Product / A How well are the products and services aligned with the customer needs?
Service A How well are the products and services differentiated from competitor
Alignment offerings?

Product /
Service
Innovation

Product /
Service Agility

Product /
Service Pricing

Product /
Service
Architecture

Source: Diamond Analysis

How often do you introduce new products/services?

What proportion of your revenues are from products/services introduced
within the past three years?

How long does it take for you to introduce a new product/service?

How long does it take for you to enhance or modify an existing
product/service (e.g., changing interest rates, adding new funds etc)?

How well do you understand revenues , costs, and profitability by product?

How granular can you price your products/services (e.g., by geography, by
consumer segment, by customer behavior etc.)?

How modular is your product/service architecture i.e., what % of
product/service components (e.g., eligibility, underwriting rules, tax
calculation, state regulations etc.) can be reused?

Customers here refer to end consumers, intermediaries (financial planners, investment
advisers, independent agents etc.), employers, and institutional clients

giamond
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Additional Slides | 19
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Health/Wealth Roles:

Products

Moderates and Aspirants show the greatest interest in products to help them
manage their income, particularly related to healthcare expenses

A A third of moderates and almost a
quarter of aspirants
Aextremel yo i
delivers a steady stream of income
instead of a one -time payout in
retirement

A 29% of moderates show considerable
interest in a life insurance product that
would deliver a larger payout in the
case of a terminal disease, even
though the balance would be forfeited
at death

A Moderates and aspirants are the most
interested in a holistic health -wealth
manager

AModeratesd interest -i
wealth manager may indicate greater
willingness to buy nontraditional
products

A The other three segments show little
interest in any of these products T
possibly because survivors feel they
donot have the money,
feel set, and affluent sophisticates
have confidence they can handle their
own finances

giamond
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Aspirants
10%

14%

One

Aspirants

7%
13%

22%

One
Aspirants

5%
11%

21%

- Time Payment)

Affluent
Sophisticates

Extremely
interested
Very
interested
m Somewhat
interested
H Slightly
interested

- Time Payment)

Affluent
Sophisticates

1%
6%

17%

Extremely
interested
Very
interested
B Somewhat
interested
| Slightly
interested

-Time IPayment)

Affluent
Sophisticates
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Health/Wealth Roles:  Trust
Consumers generally distrust payers, so health plans may need to consider a
partnership strategy to enter new markets

A Consumers generally distrust health Trust in Healthcare Providers
insurers i while 64% trust their Trust of health insurers is generally low i much lower than trust of physicians
doctors to know what is best for 70% -
their health, only a quarter believe 60% - o Strongly Agree ™ Somewhat Agree
their health insurance plan will look 50% 1 °
. . 0, -
out for their best interests o
o 0
£ ]
A Physicians may be a good entry g2 3% 7% 9%
point for behavior modification T 2 0%
. c
although the less fit segments trust S Healthcare in the U.S. My doctor knows | trust my insurance I trust my health
them less e provides good value what is best for my plan to make insurance plan to look
for the money. health. responsible decisions out for my best
; HIE about what interests when it
A Those who distrust their insurance treatments they will comes to healthcare.

plans to make responsible decisions and will not pay for.
about what to pay for are much less

- . . . Willingness to share medical information with financial institutions
willing to share medical information g

Low trust presents a challenge to companies who want consumers to share

plan will make responsible decisions about what to pay ) |
for; Do not trust: O0Stronglyo or ASomewhat DBri‘OtsméStdn?u@n&edoan

(omits fiNeither Agree nor Di sagreeo resp OEQtr(Semeely%V\)illing Very willing B Somewhat willing H Slightly willing

Trust insurance plan
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with financial 'nSt'tUt'Ons_'n medical info in order to help them plan and save for medical expenses "
exchange for better quality =
assistance 100% %
i Of those who do not trust their 90% - <
i | ly 27% o | 20% 5
insurance plan, only 0 are Percent 70% 11% S
BTH Aiveryo or ] >
very or gxtremely willing to share F et eme Iggzjg ] e : g
medical information willing to nor S g

. . 0
i Of those who do trust their plan, share 30% - 8
52% are willing 20% - =

10% -
Trust: AStronglyo or fAiSomewhat agreeOO(;:;h_ . %
&
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Market Opportunity
-prepared to pay. Less affluent Boomers in particular are likely

Many will be ill

to have heftier medical bills

A Poorer segments
have poorer health
and more unhealthy
behaviors which will
drive up health care
costs over time. They
also tend to select
low deductible health
plans, costing payers
more than the
healthier, wealthier
consumers who are
more likely to choose
HDHPs

A Lifestyle intervention
and a focus on
prevention i even if
they only affect a few
percent of the
population i could
have a big impact on
health care costs

Sources:

US Census, Boston College Social
Welfare Research Institute,
Federal Reserve Survey of
Consumer Finances,

Federal Reserve Flow of Funds
Dec 2006, Diamond analysis,
Social Security Administration
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Wealth will be
concentrated
with the richest
50% of the
population
leaving many
unprepared for
retirement

Thereis a
significant
opportunity to
reduce long
term health care
costs if behavior
can be modified.

Poorer
segments are
less healthy and
will cost the
system more for
health care

Percentage of Total Financial Assets Owned
Richest Percentile of the Boomer Population

100% -~

80% -

60% -

40% -

20% -

Percent of wealth

0%

Bottom 50%

Top 50%

Top 25%

Top 10% Top 5%

Many boomers do not take basic preventative healthcare measures

60%

Percent of
boomers who
rarely or never

40%

20%

0%

42%

Exercise regularly

Smoking and Obesity by Income Level

50%

Percent of
boomersiin
income segment

30%

10%

Source: Diamond
consumer survey

-10%

41%
36%

<50K

31%

26%

19%

Takeamulti -
vitamin daily

39%

50-99K

Get an annual
physical

Have preventative
screenings

Annual Household Income

35%
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Health/Wealth Roles:  Channels
Higher income consumers are generally willing to go online, but those who want
personalized assistance expect to get it from other channels

Summary Online tools and resources: Trust vs. willingness to use
Consumers doné6ét trust online sources
willing to use online tools

A Consumers generally distrust online

of r et

.. Trust: online
resources, however this is not a tools are
good indicator of their willingness to ivealyoext e P&y 66%
use online tools, especially among trustworthy®»flor
higher income segments retirement advice 50% 1 30% 42%
A Consumers want to plan their own Wil lingnessa% i 31%
investments are generally happy to somewhat o/ 0dgtiall 24%
Inves . g y_ PRy y agreeo thﬁ)(%_ 12% 16%
use online tools (61%), while only would be willin 0 0
ould be g 10% - 6%
41% of consumers who want to use online o J .
personalized assistance are willing resources for ’ ' ' '
1o use online tools financial planning <35K 35-49K 50-99K 100K+
H Trust in Online Advisory Tools
Consumers who want personalized assistance are reluctant to use online
Respondents asked to rate preference for DIY tools vs. Personalized Assistance
on scale of 1 to 5 with one choice at each

i mportanto) omitted

Prefer Personalized
Assistance to Create a 15% = Will use online
Customized Package of 0 tools - Somewhat

Investments Agree

Prefer Tools to Help Me will I
o [ tool - Strong
Investments Ools - Strongly

Agree

0% 20% 40% 60% 80%

h L
dl a mond % willing to use online tools
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Implications:  Preferences

Additional Slides

Consumers have strong dispositions regarding to whom they look for certain

financial products

| 24

Trustworthiness of Channels for Retirement
Advice

Banks are considered a far more trustworthy source of
retirement advice than life insurance agents

Willingness to Purchase Non -traditional

Products and Services by Channel

Consumers show little willingness to seek insurance
products through non  -traditional channels

Percent of respondents % of respondents describing Percent answering fAveryo or
describing source source as fAslightlyfAextremelyo willing to purchase
/| extremely trustwcat all trustwort hy: productfromgiven provider
35%
0f -
60% o 9%
48% 30%
50% 0 .
40% 25% -
40% -
20% -
o -
30% 15% -
11% 11%11%
20% - 17% 10% - 9%
10% - 5% -
0% - T 0% -
Trustworthy Not trustworthy Bank Investment Life Insurance
advisor or Company
H Bank asset manager
® Financial Advisor
Life insurance agent B Long-term care insurance Disability Insurance
p L
giamond
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Implications: Segmentation
Segmenting by health and wealth attitudes provides rich understanding for new
and targeted products and marketing

Attitudes toward finances Attitudes toward health
(% who Asomewhato or Astro % who Asomewhato or fAstrongly agr eeq

90% 1 0% 1 80%

80% -  MWAspirants 7% 80% - 7%

H Aspirants

70% -  ®Retired Settlers 70% 1 u Retired Settlers
60% -
60% - 50% -
0,
500 - 45% 48% 40% -
30% A
40% T 20% 4
30% - 25% 10% -
20% - 0% -
0 Good health is Pill instead of Try to learn about Healthy lifestyle
10% 1 major life goal lifestyle changes relevant health worth higher
0% - T T issues expense
Confident Medical Worry Canot P . . . .
sustaining  can wipe declining wages if
living out SS sick Aspirants = Retired Settlers
standard payments <35K ZOO/ 350 Ever diagnosed with
> > Chronic Condition
35-49K 21% 15%
50-99K 27% 39% Aspirants | Retired Settlers
100K+ 13% 11% 47% 67%

A Retired settlers and Aspirants have very different attitudes toward

health and finances, even though they have similar income profiles A Actual financial/health situation

is not always a good indicator of

A Aspirants are much more concerned about finances, especially perceived product needs i
ability to pay for health care, although they are less likely than Aspirants may be much more
Retired Settlers to have a chronic condition open to insurance products that

A Aspirants claim their health is important to them assuage their worries

giamond
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Market Opportunity

As consumers become more accountable for their cost of care, there is a need
for health and wealth services that can educate and empower them

A Individual plans are
on the rise again
after a long decline in
favor of employer -
sponsored plans

A In addition,
employers are
pushing employees
toward greater
responsibility,
increasingly offering
HDHPs and HSAs to
which the firms
contribute

A The trend toward
consumerism means
consumers must fund
more of their health
care

Source:
Kaiser Family Foundation;

Health Research and
Educational Trust

giamond

Management & Technology Consultants

After a long
trend toward
employer -
sponsored
plans, the
market is
moving back in
the direction of
individual
insurance

Employers are
backing off of
strictly managed
plans due to
unpopularity
with workers
and doctors

Firms are
turning to
consumer -
driven health
care to control
costs,
increasingly
offering HDHPs
in conjunction
with tax
advantaged
HSAs and HRAs

Percent Insured through Individual Plan

% of
privately -
insured
Americans
with
individual
plans

20%

18%

16%

14%

12%

Source: US Census Bureau

w e

Health Plan Enroliment for Workers by Plan Type

% Of 1988 F3%

covered 1ans BT

workers
1996 27
1@ear 14
2000 M-
2002~ e
ZO03~ -
20004~ S
2005 EEl

B Corventional

24

25

21

B HMO

Percentage of Firms Offering HDHPs

% of firms
offering
benefits

29

PP

21

21

a5

42

POS

zB

52

55
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