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2026 Saw 2.8M Non-SNP MA Members Termed

For 2026, a record 2.8 million non-SNP MA members saw their coverage terminated, 
either via SARs, plan terminations, or exits. 

Map from Deft Research’s MAPD and PDP Disruption Tool 



2026: The Average Senior Felt Coverage Worsen

The average senior in any state saw their MA coverage worsen in the aggregate for 2026.

• Index scores that are more positive represent MA designs increasing in value.

• Index scores that are more negative represent MA designs that are decreasing in value.
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1Deft Research, MAPD and PDP Disrupt ion Tool, 2025–2026 data. October 2025. The MAPD and PDP Disruption Tool Excludes  D-SNP, I-SNP, MMP, and EGHP plans.

2025-2026 MPSI BY STATE (INCLUDING TERMINATIONS)



2026: Medicare Advantage Switching Increased
Since 2024, the percentage of MA switching has increased by 13 points to nearly 
3 in 10 members. MA switching has doubled in two years. 

2013–2026 MEDICARE PLAN/CARRIER SWITCH RATES
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2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026

Medicare Advantage MedSupp

Medicare 

Advantage n=
1,671 1,652 422 984 971 1,579 1,615 1,533 1,782 1,846 1,702 2,874 2,622 2,761

MedSupp n= 1,765 1,651 634 676 778 1,351 1,607 1,300 1,412 1,183 1,029 1,562 1,707 1,231

*Indicates signif icant difference from the previous year.
1Deft Research, MAPD and PDP Disrupt ion Tool, 2025–2026 data. October 2025. The MAPD and PDP Disruption Tool Excludes  D-SNP, I-SNP, MMP, and EGHP plans. 



2026: What Drove Voluntary Switching?
Troubling ANOCs, whether the agent was the “bearer of bad news” or the members 
sought out an agent to address what they read, drove voluntary switching. 
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Total R-squared = 10.35%

KEY DRIVERS OF VOLUNTARY SWITCHING
Base: Medicare Advantage, 2025 Plan Not Terminated, n=2,355

Avg. experience = 19%

Avg. importance = 3.6%

*Medicare Plan Stability  Index (MPSI ): An overall estimate of  plan stability that members will experience between years . Pos it ive values indicate an estimated 

improvement in the overall plan, while negative values indicate negative changes. This index accounts  for changes  to premiums , deductibles, MOOP, dental, vision, 

hearing, OTC, Part B premium rebates, and plan terminations . From Deft’s MAPD + PDP Disrupt ion Tool.



2026: How Negative ANOC Impacts Perception

When seniors read their ANOC and their final perception is their benefits are 
worsening, they score lower in quality measures that feed into Star rating.

58% A

37% 

53% 

35% 

48% B

39% 

6% 

15% B

9% 

Read ANOC, Benefits Not Worse
or Did Not Read ANOC, n=1,263 (B)

Read ANOC, Benefits Worse, n=466
(A)

Total, n=1,729

High rater (9-10) Mid-rater (7-8) Low rater(0-6)

OVERALL PLAN RATING BY READING ANOC, BENEFITS WORSE
Base: Medicare Advantage, 2025 Plan Not Terminated, Two or More Years with Plan

Letters  indicate statist ically significant difference from corresponding group, p < .05.
1CMS 2026 Star Ratings Data Table – Part C Cut Points.  Oc tober 2025.
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Sat w/help understanding coverage

Sat w/help using coverage

Ease of solving issues
Sat w/supplemental benefits

Sat w/access to facilities
Personal doctor rating

Ease of understanding EOBs

Sat w/access to providers

Health Equity Index score

Ease of getting care, tests, treatment

Sat w/variety of services on flex card

Sat w/drug copays

Sat w/specialist copays

Sat w/PCP copays

Sat w/flexible allowance 
amounts

Ease of using flexible allowances
Sat w/ability to find convenient 

appt times

Ease of making appointments

How often did providers show 
respect for what you had to say

Sat w/monthly premium 
amount

How often did providers explain 
things in easy to understand way

How often did providers listen 
carefully to concernsSat w/grocery bene

Sat w/transportation bene
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CAHPS Score Primary Drivers

Help with demystifying Medicare—understanding and using coverage—along are 
among the top drivers of MA plan ratings for carriers in CAHPS.

MA DRIVERS OF CAHPS OVERALL PLAN RATING
Base: Medicare Advantage, n=1,931
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*Since drivers were measured using different scales, the “% Dissatisfied” denotes the proportion of members falling one or mo re standard 

dev iation below the mean on a standardized satis fac tion scale.

Model R-square=59.9%
Highest Priority

Medium Priority

Lowest Priority



Consumers Want Agents To Help Engage

The majority of recent enrollees worked with an agent to sign up for their plans, 
and about half discussed the Annual Wellness Visit.

12%

10%

10%

71% 

A,B,C

IEP Age-Ins, n=611
(A)

FSS Age-Ins, n=223
(B)

LTM Seniors, n=300
(C)

Recent Medicare
Enrollees, n=706 (D)

AGENT UTILIZATION
Base: Age-Ins

Agent use 

within past 

month

Enrolled in 

current plan 

via agent
45%

55% 53%

Age-Ins,
n=130 (A)

Recent
Medicare
Enrollees,
n=498 (B)

Total, n=628

PERCENT DISCUSSED YEARLY WELLNESS VISIT 

WITH AGENT
Base: Agent Users



Consumers Want Agents To Help Engage

Recent agent use, coverage leanings, and utilization all drive the odds that an Age-In 
would highly help with the facilitate of benefits.

-12%*

36%*

54%

34%

35%

69%

Low-moderate utilizers

Moderate-high utilizers

Highest utilizers

Received HRA in past five years

Expecting to choose MAPD

Worked with agent in past month

CHANGE IN ODDS: TOP-2 BOX AGREEMENT THAT CONSUMER WOULD VALUE 

AGENT SCHEDULING APPOINTMENTS, ENROLLING IN PROGRAMS
Base: Age-Ins, n=1,125 (excludes cases with missing data)

Change in 

odds compared 

to Lowest 

Utilizers



How Agents Impact Loyalty Rates

Agents checking that their clients understand how to access 
healthcare is associated with higher rates of loyalty.

Did the agent you worked with make sure you’d know how to  do the following with  your new plan…
How likely are you to stay with your current insurer the next time you have the opportunity to change your health insurance? 

Letters  indicate statist ically significant difference from corresponding group, p < .05. 

13% 16%

19%
30%A

69%B

54%

Agent made sure
member knows how to

fill medications,
n=248 (A)

Agent did not make
sure,       n=226 (B)

At-risk (0-6) Passive (7-8) Loyal (9-10)

10% 16%

18%

28%A

72%B

55%

Agent made sure
member knows how to
schedule appointments,

n=206 (A)

Agent did not make
sure,       n=257 (B)

LOYALTY TO INSURER BY WHETHER AEP AGENT 

CHECKED UNDERSTANDING OF FILLING 

PRESCRIPTIONS UNDER NEW PLAN 
Base: Used an Agent during AEP

LOYALTY TO INSURER BY WHETHER AEP AGENT 

CHECKED UNDERSTANDING OF MAKING 

APPOINTMENTS UNDER NEW PLAN
Base: Used an Agent during AEP



Agent Enrolled Consumers See Higher Retention

Most members who use an agent to sign up for their coverage feel they have a 
personal connection with their agent, and these members end up stickier.

FELT PERSONAL CONNECTION WITH AGENT
Base: Used Agent, n=1,290

34%

24%

42%

Strongly/completely
agree

Mostly agreeDo not agree/agree
a little

FELT PERSONAL CONNECTION WITH 

AGENT BY LOYALTY
Base: Used Agent

56%B,C

17%

28%

42%

32%A,C

25%

38%

22%

39%A,B

Do not agree/agree a
little

Mostly agree Strongly/completely
agree

At-Risk (0-6), n=189 (A)

Passive (7-8), n=354 (B)

Loyal (9-10), n=747 (C)

Letters  indicate statist ically significant difference from corresponding group, p < .05.

How much do you agree that you feel a personal connect ion with the agent who helped you enroll in your current health plan? 



Consumers Are Interested In Additional Products

Most agents are talking to their Medicare prospects about dental and vision. But seniors 
want to hear about other benefits sold outside of MedSupp and not embedded in MA.

56%

53%

28%

17%

15%

13%

9%

7%

7%

Dental insurance

Vision insurance

Hearing insurance

Long-term care insurance

Critical illness insurance

Hospital indemnity insurance

Cancer insurance

Final expense insurance

Wealth management services

AGENT DISCUSSED OTHER INSURANCE
Base: Used Agent, 1,290

Multiple Response

WOULD LIKE AGENT TO DISCUSS OTHER INSURANCE
Base: Used Agent, Agent Did Not Discuss Benefit 

Multiple Response

23%

22%

17%

18%

12%

8%

13%

12%

4%

Dental insurance, n=109

Vision insurance, n=109

Hearing insurance, n=127

Long-term care insurance,
n=157

Critical illness insurance, n=107

Hospital indemnity insurance,
n=68

Cancer insurance, n=126

Final expense insurance, n=127

Wealth management services,
n=42

When you met with the agent about your current Medicare insurance, did they also talk  to you about any of these other types o f insurance?

Would you have liked for your agent to discuss any of these produc ts with you?



Multiple Products Strengthen The Relationship

Consumers who discuss multiple insurance products with their agent are more likely 
to provide their agent with word-of-mouth referrals.

61%

23%

9%

8%

None

1–2

3–4

5+

NUMBER OF ADDITIONAL NON-MEDICARE INSURANCE 

PRODUCTS DISCUSSED BY AGENT
Base: Agent Helped Enroll in Plan, n=1,292

55% 56%59% 60%

71%A 69%A
71%A

74%A,B

Satisfaction with agent's
help understanding

coverage

Likelihood to recommend
agent

None, n=782 (A)

1–2, n=296 (B)

3–4, n=111 (C)

5+, n=103 (D)

PERCENT RATING 9 OR 10 BY

 NUMBER OF ADDITIONAL PRODUCTS DISCUSSED
Base: Agent Helped Enroll in Plan

Excludes discussions of dental, vision and hearing coverage.

Letters  indicate statist ically significant difference from corresponding group, p < .05.



Agent Opportunity Moving Forward

Loyalty is forged in times of crisis. MA seniors are now more likely than ever to seek 
the assistance of an agent.

14%

19%*

17%
18%

20%
19%

18%

22%*
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17%
18%
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21%

24%

17%*

20%
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19%
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30%

2018 2019 2020 2021 2022 2023 2024 2025 2026

Medicare Advantage (A) MedSupp (B)

RECEIVED HELP FROM AGENT BY YEAR
Base: All

26%

*Statistically significant difference from previous year, p < .05.

1Deft Research, MAPD + PDP Carrier Exit Tracker. 2025.
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