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I.  Welcome and Introductions 
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MARKETING, SALES & LEAD 

GENERATION  
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MARKETING CAMPAIGN HIGHLIGHTS 
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Covered CALIFORNIA 

ADVERTISING Campaign objective 

• Raise awareness of the new Covered California brand, 
as the official, objective source for finding affordable 
health coverage (for both private and Medi-Cal 
coverage) 

 

• Reach 2.6 million subsidy-eligible Californians who 
qualify for advanced premium tax credit 

– Influence additional 2.7 million non-subsidy eligible 
Californians who can enroll through Covered California or 
benefit from the new individual market reforms 

 

• Over time, enroll 70% of the subsidy-eligible within 5 
years 

 



Covered CA Open Enrollment 

Media Spend Oct’2013-Dec’2014 

29% 

18% 

6% 
6% 

12% 

6% 

15% 

3% 5% 

TV Spot/Cable

TV Spot DRTV

Radio

Print

Direct Response tactics

Out-of-home

Online

Paid Social Media

Paid Search (SEM)

Total Media Spend Oct2013-Dec2014:   $20M 



Open Enrollment: Oct – Dec  

Broadcast Television 
10/1: Multi-segment, African 
American, Hispanic 

10/14: Asian 
 

DRTV 
10/1: Multi-segment & Hispanic 
 

Radio 
10/1: Multi-segment, African 
American, Hispanic 

10/14: Asian 
 
 

Print 
10/1: African American, Asian  

10/28: Multi-segment & 
Hispanic 
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Out-Of-Home 

11/15: Multi-segment 

Digital 

10/1: Multi-segment, 

African American, Hispanic  

10/14: Asian  
 

Direct Mail/ Direct Email/ 

Shared Mail 

TBD 
 

Search/Social Media: 
Ongoing  



ADVERTISING CREATIVES 

TV ADS 

https://www.youtube.com/watch?v=rOuyJLtUfOk 

https://www.youtube.com/watch?v=97WvAIH6ER4 

https://stitchediting.wiredrive.com/present-project-
gallery/token/e1d7cb2cf1a19160401147856d4445be 

http://stitchediting.wiredrive.com/ppd/token/8e754ca
6fc64d285de41d1ca572040e5 
 

https://www.youtube.com/watch?v=rOuyJLtUfOk
https://www.youtube.com/watch?v=97WvAIH6ER4
https://stitchediting.wiredrive.com/present-project-gallery/token/e1d7cb2cf1a19160401147856d4445be
https://stitchediting.wiredrive.com/present-project-gallery/token/e1d7cb2cf1a19160401147856d4445be
https://stitchediting.wiredrive.com/present-project-gallery/token/e1d7cb2cf1a19160401147856d4445be
https://stitchediting.wiredrive.com/present-project-gallery/token/e1d7cb2cf1a19160401147856d4445be
https://stitchediting.wiredrive.com/present-project-gallery/token/e1d7cb2cf1a19160401147856d4445be
http://stitchediting.wiredrive.com/ppd/token/8e754ca6fc64d285de41d1ca572040e5
http://stitchediting.wiredrive.com/ppd/token/8e754ca6fc64d285de41d1ca572040e5


ADVERTISING CREATIVES 

Online BANNERS 
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http://s18488.gridserver.com/cc/160x600msg4/ 

http://s18488.gridserver.com/cc/300x250msg2-
spanish/ 

http://s18488.gridserver.com/cc/728x90msg1-
chinese/ 

English 
 
 
 
 
 
 
Spanish 
 
 
 
Chinese 

http://s18488.gridserver.com/cc/160x600msg4/
http://s18488.gridserver.com/cc/300x250msg2-spanish/
http://s18488.gridserver.com/cc/300x250msg2-spanish/
http://s18488.gridserver.com/cc/300x250msg2-spanish/
http://s18488.gridserver.com/cc/728x90msg1-chinese/
http://s18488.gridserver.com/cc/728x90msg1-chinese/
http://s18488.gridserver.com/cc/728x90msg1-chinese/


ADVERTISING CREATIVES 

print CONCEPT– WORK IN PROGRESS 
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Advertising creatives 
OUT OF HOME CONCEPT- work in progress 
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Television Overview 

• Spot TV, DRTV, Cable TV 

• All flight weeks  

• Optimal daypart mix 

• :60s / :30s / :15s 
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Asian Multi-Segment Hispanic 

Examples of media placements: 



RADIO Overview 

• Flighted Schedule 

• Pre-recorded spots and live reads 

13 

Asian Multi-Segment Hispanic 

Examples of media placements: 



Print Overview 

• Newspaper & Magazine 

• 10/1 - African-American, Asian and LA Opinion titles will begin  

• 11/1 – 11/15 -all other flighting to begin over the month of 

November  
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Asian Multi- 
Segment 

Hispanic African-
American 

Examples of media placements: 



Out-of-home OVERVIEW 

• 30-Sheet Posters, 8-Sheet Posters, Laundromat Signage, 7 Eleven TV 
Screens, Transit Shelters, Interior Bus Signage, Convenience Store 

Posters, Lunch Trucks, Bulletins 
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Vendors 

Examples of media placements: 



Premium digital Overview 

• Awareness: Upper funnel media 

• High reach / High impact ad units 

• Message across multi-devices 

• All weeks with increase in November 

• Statewide buys 
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Portals Local News Video Health 

Examples of media placements: 



Programmatic digital  

     Overview 

• Conversion: Lower funnel media 

• Serve ads to custom audience segments 

• Message across multi-devices 

• All weeks with increase in November 

• Statewide buys 
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Portals Specialty Exchanges & Networks 

Examples of media placements: 

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=Tp89-MTUr1oZ6M&tbnid=vNekZ6CRBMy97M:&ved=0CAUQjRw&url=http://www.portada-online.com/2012/08/21/batanga-acquires-digital-publisher-crovat-updated/&ei=XYTIUaSWEpfK4AO58ICYAg&bvm=bv.48293060,d.dmg&psig=AFQjCNEnXP634zlGAzFw814lnxvogS2mZg&ust=1372181978761906


 

Sales Channel and Tool Overview 

 

September 12, 2013 



Awareness via educators 
and advertising 

ENROLLMENT  

In 1 session on CalHEERS 
with Call Center, 

Counselor or Agent help  

Pay first month’s 
premium to health plan 

to start coverage 

19 

Consumer Centered Sales Process 
 “One and done” model may work for  

10% to 15% of our 2014 enrollment 

1 TO 2 WEEKS 



Value awareness 
leading to a personal 
printed PROPOSAL 

Shop, compare, 
evaluate networks, and 

PICK YOUR PLAN 

CalHEERS enrollment 
and verification process 

to complete 
ENROLLMENT 
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Consumer Centered Sales Process 
 Phased approach – similar to the open enrollment cycle for 

an employer which allows for a personalized proposal 

outlining choices 

Multiple steps over 2 to 4 weeks 

Awareness via educators 
and advertising 

ENROLLMENT 
Pay first month’s 

premium to health plan 
to start coverage 



October 1, 2013 to 
December 15, 2013 

 

45 productive sales days 

December 16, 2013 to 
March 15, 2014 

 

55 productive sales days 

100 productive 
sales days 
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Two Major Sales Cycles 

October 1, 2013 to March 15, 2015 
165 Calendar Days 



Complex Sales Channels 
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Enrollment Channel Description 

Self-enrolled with no support Consumer uses CalHEERS to enroll 

CSR enrollment 
Customer Service Representative assists consumer enrollment, including call, chat, 
and co-browsing 

CEC enrollment 
Certified Enrollment Counselors largely through face-to-face interaction assists 
consumer enrollment 

SHOP Agents selling Individuals Agent provides support at the workplace to enroll employees and dependents  

Other Certified Agents Agent provides telephonic and/or face-to-face support to enroll consumer 

PBE enrollment 
Plan Based Enrollers (employees of the 12 health plans) assist a consumer through 
the enrollment process.  Some PBEs will be licensed agents. 

Rollover - Not-Grandfathered 

Existing individual market members who are not in a grandfathered plan will be 
migrated to an ACA compliant plan on January 1st.  Over 85% of these consumers 
are enrolled with Anthem, Blue Shield, Health Net and Kaiser.  Approximately 35% 
of individuals currently enrolled as individuals are eligible for the ACA tax credit. 

Rollover - Grandfathered 

While Grandfathered consumers in the individual market do not need to purchase 
an ACA compliant plan, 35% of them are eligible for a tax credit and must enroll 
through the exchange to access the tax credit.  All exchange plans are ACA 
compliant. 



Sales Support and Tools 

• Training – preliminary and ongoing 

• Collateral material 

• Pre-Sale Technology 

– IOS and Android app for answering “What’s in it for me?” 

–Personal printed proposal available in mid to late October? 

–CalHEERS Shop and Compare 

• Enrollment through CalHEERS 
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OUTREACH & ENROLLMENT 

ASSISTANCE  
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PROVIDER OUTREACH AND EDUCATION GRANTS  

• Focus is on selecting proposals that target medical, nurse and other 

allied health profession associations.  The intent is to raise awareness of 

Covered California among the profession and encourage incorporating 

consumer education into the provider practice. 

• 10 Applications were received requesting over $8 million. 

• The Provider Education Grant Program will run from September 1, 

2013 through December 31, 2014. 

 



• $3.1 million awarded to 4 Organizations through a competitive grant 

selection process. 

 

• Estimated to reach over 200,000 health care professionals across the 

state. 

 

 

 

Notice of Intent to Award 

PROVIDER OUTREACH AND EDUCATION GRANTS  

Organization Funding Amount 
California Medical Association Foundation $1,500,000 
California Academy of Family Physicians $865,000 
California Society of Health – System 
Pharmacists 

$535,000 

National Council of Asian Pacific Islander 
Physicians 

$200,000 



• Working in partnership with American Academy of Pediatrics, Latino 

Physicians of California, American College of Physicians, California 

Academy of Physician Assistants, Osteopathic Physicians and Surgeons 

of California, CMA Foundation’s Network of Ethnic Physician 

Organizations. 

 

• Educate providers through conferences, physician tool kits, development 

of online curriculum, peer-to-peer training sessions, smartphone app. 

  

 

 

Reach and Strategies 

 

PROVIDER OUTREACH AND EDUCATION GRANTS  



NAVIGATOR GRANT PROGRAM 

 

 



NAVIGATOR GRANT PROGRAM 

• Required by  Federal Law (final rule issued 7/12/13).  

• Scope of work will be application assistance, education and outreach on 

insurance affordability programs.  Requires consumer assistance about 

individual and SHOP marketplace. 

• Required to provide Culturally and Linguistically Appropriate Services, 

and services according to Americans with Disabilities Act, and Sect. 504 

of Rehabilitation Act. 
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• Broad range of entities including community and consumer focused 

nonprofits, tribes, local human services, and agents and brokers (cannot 

be paid by a Qualified Health Plan). 

 

• Ineligible are health insurance issuers and stop loss insurance issuers. 

 

• At least 2 different types of entities, at least 1 is a community and 

consumer focused nonprofit. 

 

• Required Covered California training, certification and re-certification 

annually. 

 

 
OF  11 

Eligible Entities 

 

Navigator Grant Program 



UPDATES 

 



REGIONAL COMMUNICATIONS,   

COLLATERAL SUPPORT & WEBSITE 

UPDATE  
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Regional 

Information 

Officers 
 

• Two Regions – Southern & Northern 
California 

• Media Relations Support and Execution 
• Assist w Recruitment & Communication 

support for Community Networks 
• Onsite Communications Event Support 
• Presentations & Networking 
• Social Media Messaging /Real People 

Stories   

of 58 33 9/12/2013 
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Southern CA 

Spanish TV/Radio 

Media Tour  
• In Full Gear This Month w/Santiago Lucero 
• Telemundo LA – Linea Abierta segments 
• Acceso Total (Entertainment Tonight) 

Univision Man on Street Weekly  
• NBC 4 w/special website and Latino focus 
• Weekly Segments for Telemundo 52LA 
• Weekly segment on Estrella TV Newscast 

(nat’l) “Reforma de Salud” segment 
• Weekly Segment with Univision LMEX LA 
• Univision Radio 30-second spot tapings 
• KPFK-Spanish Radio 9 pm Live Show Q & A 

with listeners   

of 58 35 9/12/2013 



Field Collateral  
Outreach and Education 

• Half million 12-page “advertorials” 
• Available in Regional Collateral Hubs 
• Provided 2 million copies of collateral 

• Most popular are lead generator, 
• Tri-fold brochure and Call Center 

referral cards 
• Next month will make available another 

 3 million of the most requested pieces 

Enrollment 
• Materials created and sent to you for 

review last week 
• Fulfillment house on board with on-

demand ordering   

of 58 36 9/12/2013 
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Leads Data 



English 
84% 

Spanish 
14% 

Vietnamese 
1% 

Chinese (Cantonese) 
0% 

Chinese (Mandarin) 
1% 

Traditional Chinese 
0% Lao 

0% 

Korean 
0% 

Tagalog 
0% 

Hmong 
0% 

Farsi 
0% 

Cambodian 
0% 

Armenian 
0% Arabic 

0% 

Language Preferences 

English

Spanish

Vietnamese

Chinese
(Cantonese)
Chinese
(Mandarin)
Traditional
Chinese



10% 

16% 

6% 

3% 

16% 

30% 

14% 

4% 

1% 
0% 

How did you hear about us? 

Web

TV

Radio

Outreach and Education
Program

Other

Internet Search

Friend or Family

email



Business 
3% 

Individual/Family 
97% 

Types of Leads 



22732 

393 

Leads Update Preferences 

Send Updates

Don't Send
Updates



Call Center Data 



0

200

400

600

800

1000

1200

Incoming Calls from 8/26/13 to 9/10/13 



Website Analytics 



Pre Ad Testing 
During Ad Testing 

Website traffic has gone up from an average of 20,000 hits per day to 
about 35,000 per day during the Ad Testing period. 



AGENDA DISCUSSION 

NEXT MEETING  
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PUBLIC COMMENT 
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