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To review: 
 Shopping for coverage is an important  Shopping for coverage is an important 

gateway to quality information: 
 Provider qualityo de qua ty
 Plan quality
 Value determinations

 If gathering information about consumers 
highest priority (coverage) is too difficult  highest priority (coverage) is too difficult, 
even well designed quality measures may 
be ignored
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What would help consumers shop 
for coverage?

 Aggregate measures of patient cost Aggregate measures of patient cost-
sharing:
 Coverage ExamplesCo e age a p es
 Actuarial Value
 “corrected” OOPM 

 Reliable, centralized provider directories
 Where to go for unbiased, expert help
 After 2014: 
 Clearer indications of inside limits
 Better measures of network adequacy
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 Better measures of network adequacy





Some measures work indirectly

 Health plan financial condition
 Rates of claims denials/denials overturned  Rates of claims denials/denials overturned 

on appeal
 Revealing provider contract terms Revealing provider contract terms
 Customer service

 Health plan quality may fall into this 
category
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Key Data Deficits And Gaps 

CONSUMER TESTING TO FIGURE OUT 
WHAT MEASAURES CONSUMERS 

WILL USE IN A 
REAL WORLD SETTING

At the end of the day, it is a bargain
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Some final thoughts
 A k t h t   b t  Ask not what we can measure but 

what we should measure

 Past is not prologue - consumers CAN 
l    i f i  h  did ’  learn to use information they didn’t 
know they needed (Transfats) 
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Consumers do use numeric benchmarks 
representing sophisticated concepts
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Thank you! 

Please email 
Lynn Quincy with 
any questions:

quinly “at” consumer.org
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