
Becoming the Partner Brokers 
Ask For — Not Just Know Of



Professional
• 20+ years in healthcare

• 12 years working with SF 
industry leaders

• Focus on growth, strategy, 
broker engagement & 

complex communication

Personal

• Husband

• Father of 4 (1 on the way!)

• Musician

• Dog person

I spend most of my time thinking about why people 

choose one company over another when everyone 
appears to do the same thing.

Healthcare. Growth. Self-Funded Benefits.Who Is This Guy 
Anyway?



Professional
• 4+ years working with 

developmentally 
delayed adults

• 4+ years in CV-PACU

• 12 Years at Ocozzio

• Wouldn’t have guessed 
I’d be in this field

Personal
• Interested in healthcare and 

marketing as a kid

• Love my wife a lot… like a lot, 

a lot. My kids are a close 
second.

• Can’t imagine ever having a 
cat but see myself buying 
one the minute my 

daughters ask me to.

Clear communication is more than a marketing advantage.

It’s a trust advantage.

Why I Care
About This
Conversation

Health & Care. Grew Up. Beneficial.



Get To Know The 
Real Me

Professional
• Got into HC marketing after 

illness took patient care off 
the table

• Changed the direction of 
my professional life on faith

• Trusted in the strengths 
others saw in me

Personal
• Chronic illnesses shaped my life

• Convinced a woman way out of 
my league to marry me 15 yrs ago 

and she’s birthed 4 of my spawn

• Fell in love with communication 

watching my dad teach and write

• Fell in love with music playing with 

my family

You learned way more about me from this slide than 

from the professional bio.

Caring. Growing. Benefitting.



Cheers’ Welcome

Less about the bar. 

More about what happens 
when someone walks in.



Goals: 
What We're 
Here to Do

BE UNDERSTOOD, REMEMBERED & RECOMMENDED. 

The Three Environments
• What machines understand about you

• What brokers understand about you

• What people experience from you

The Practical Goal
• Be easy for brokers to explain

• Be useful before there is an opportunity

• Be trusted before the first meeting

Technology can help people find you.

Relationships make them comfortable recommending you.



THE PROBLEM:

Sounding the Same

Innovative solutions

Seamless integration

Client-centric approach

Best-in-class service

Proven track record

Who you serve best

What problem you solve

How you are different 

operationally

What outcomes you can prove

When a broker should call you

GENERIC SPECIFIC



67%

Source: Gartner B2B Buyer Study

The Familiarity Effect
The first name that comes to mind usually wins the deal



Norm!

That’s the position you want 
in this market. 



AI is Already in 
the Room

S E C T I O N



Cheery 
Definitions

SEO

•

•

•

AEO

•

•

•

UX

•

•

•



The AI 
Background 
Check

The Modern 
Research Process

01 AI Prompt 02 AI Synthesis

03 Quick Vetting 04 Shortlist Formed

Before reaching out, they ask ChatGPT.



AI can

introduce you.

It cannot build

the relationship.



How Others Build & Lose Confidence in You

Strong 
Signals

• Consistent, specific claims backed by evidence

• Named outcomes: cost reduction %, member engagement rates

• Client testimonials with employer/industry detail

• Third-party mentions: publications, awards, directories

Supporting 
Signals

• Thought leadership content (articles, webinars, guides)

• LinkedIn presence and engagement of principals

• Case study depth and recency

• Association memberships and industry participation

Foundational 
Signals

• Generic service descriptions without specifics

• Logos on homepage without context

• Outdated content (2+ years old)

• Press releases with no editorial placement

Your ‘Norm!’ moment



01 Niche-Named Website 02 Outcome-Led Copy

03 Visible People 04 Fresh Proof

05 Answerable Content 06 Third-Party Validation

So, What Good Looks Like?
Answerable. Specific. Human.



Before you ever 
get a call, you’ve 

already been 
evaluated.



The Technical 
Reality

No Magic Plugin. Just Better Signals.



Sharpen Your 
Differentiation

S E C T I O N



FORGETTABLE MEM ORABLE

The Specificity Gap



01
Could your competitor say this exact thing?

02
Can you back it up with a number, a name, or a story?

03
Would a broker remember it in 30 days?

Run Every Claim Through This Filter



Complete This Sentence:

"We're the TPA brokers call when _____________."

WEAK  AN SWER

"...they need a trusted partner for self-funded employers."

This could describe 400 companies. It creates no memory, no distinction.

STRO NG AN SWER

"...the employer is a manufacturer with 75–200 employees and the 

broker needs fast clinical review and clean reporting."

This is searchable, referable, and memorable.

The 
One-Line Test



01 Who you serve and what problem you solve

03 Why they would choose you

02 What evidence supports that reason

01 Who they would be working with from your company

Pull Up Your Company’s Website
Within 10 seconds, can a broker tell:



The

Authenticity

Advantage

Being Human Is More Valuable Than Ever

Four Ways To Make Expertise Feel Real:



Nobody in that bar is 
asking, “Wait, who’s 

Norm again?”



S E C T I O N

Communicating Benefits 
Effectively



No More Jargon

Use Visual Aides

Let Cost Impact & Employee Experience Lead

Plain-Language Summaries

Proactive Coverage Limits Communications

Digital Tools That Help

Complex Ideas Need Plain Language & Useful Tools



Factor Fully Insured Level-Funded Self-Funded

Premium risk

Claims transparency None

Cash flow Fixed monthly

Stop-loss required No

Plan design control Full flexibility

Best fit

Your role: help the employer understand which structure fits their risk tolerance, 

workforce size, and cash flow before they sign.

Supporting 
Employer 
Decision-
Making

Helping Employers Compare Plan Structures



Q1

Jan–Mar

Q2

Apr–Jun

Q3

Jul–Sep

Q4

Oct–Dec

Consistent, proactive communication throughout the plan year is how confidence compounds.

Year-Round Client Communication



Broker 
Enablement 
Check

More Than Halfway.



Be Relevant: 

03 Be Useful:

02 Be Easy to Explain:

01 Help Them Educate the Employer: 

Earn The Recommendation
A Broker Rarely Recommends What They Cannot Explain

04



BROKER ENABLEMENT CHECK

Are You Helping The Broker Sell?

Not swag. Useful explanation.



S E C T I O N

Strengthening Recall



5–7 3× 90 sec

Memory Is Earned, Not Given

When brokers can clearly explain your plans, employer trust increases. And that trust is what 

drives recall, referrals and long-term relationships.



A Single Great Meeting Creates Awareness. Not Recall.



04 Top of Mind Your name comes up first when a trusted partner is needed

03 Active Recall

02 Recognition

01 Awareness

Build From The Bottom Up



Digital Content

Relationships

Expertise

Visibility 
That Compounds

Machine Readable.
Human-Memorable.

Tactics That Move You Up the Stack



“Who do I trust here?” 

Ideally, 
you’re Norm.



S E C T I O N

Recognition Drives 
Revenue



The Cycle of Trust & Understanding

Specific

Differentiation

Consistent

Visibility

Broker

Recall

Referrals &

Inbound Calls

Evidence &

Proof Points



Your 90-Day Action Plan

Days 1–30: Get Clear Days 31–60: Become Useful Days 61–90: Become Visible



01 Be Specific

02 Be Useful

03 Be Human

Three Things to 
Take Away



It’s not about everyone knowing 

your name.

It’s about the right 
people knowing 
exactly why they 
should call you.



Thank 
You



CO URSE  EVALUATIO N
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