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TARGETING THE GAPS 
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1. Build on foundation of work done to-date 

 

2. Analyze and Assess 

 

3. New Marketing/Expanding Marketing 

 

4. New Sales/Support Collateral 

 

5. Enrollment Support and Tools 

 

6. Improving Enrollment Service and Functionality 

 

7. Local/Regional/Statewide Coordination and support 

 



Build on Foundation of Work Done To-Date 
 

 

üMarketing ï Awareness and Call to Action 

 

üCommunity-based Education and outreach 

 

üEnrollment ï thousands of counselors; in 

communities and On-line   
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Analyze and Assess 
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üNear term analysis 

 

üRegional analysis 

 

üEvaluation of all outreach, marketing and 

enrollment functions 



New Marketing/Expanding Marketing 
 

üSubstantial Spanish and English content: TV, Radio, Print, 
Digital, Social 

 

üNew Content: specific to issues of uninsured 
o Affordability and value 
o Benefits 
o How to apply: free assistance from agents, counselors 

and counties 
 

üNew Content: concrete benefits/costs in February ï Personal 
Stories   

o Tengo un plan  
oIôm In 

 

üNew and expanded placements 
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New Sales/Support Collateral 
 

üLocal Resource Guides ï focusing on bilingual 

 

üPrinted ñProposalò  

 

üStudent specific collateral 

 

üPrinted applications: 
o Spanish 

o Chinese 

o Korean 

o Vietnamese 
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Enrollment Support and Tools 
 

üFollow-up/support individuals who have applied but not 

enrolled (focus on Latino and Spanish-speaking) 

 

üExpand CEEôs, CECôs and Agents 

o Work through pipeline (focus on bi-lingual) 

o Assessing capacity 

o Add capacity from existing CEEs 

o Add new  

 

üLinkage to in-language agents/CEWs  
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Improving Enrollment Service and 

Functionality 
  

üOn-Line:  Spanish enrollment 

 

üPhone support: Expanded service staff  

 

9 



Local/Regional/Statewide Coordination and 

Support 
 

 

üStatewide and Local Media Events 
o Calendar of major events 
o Shared Material 

 

üIdentifying major regions for focused coordination 
o Los Angeles 
o Inland Empire 
o Central Valley 

 

üñMajorò regional events/campaigns 
oCity Colleges/Cal Stateôs 
o Libraries 
o Cover Cities 
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ENROLLMENT RESULTS 

OCT. 1 ï DEC. 31  
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COVERED CALIFORNIA: ANNUAL ENROLLMENT FORECASTS 

FOR SUBSIDIZED AND UNSUBSIDIZED CALIFORNIANS 

 -

 500,000

 1,000,000

 1,500,000

 2,000,000

 2,500,000

Jan-14 Jan-15 Jan-16 Jan-17 Jan-18 Jan-19 Jan-20

Exchange Subsidized & Unsubsidized Enrollment Forecasts 

Low / Slow Low Base Enhanced

  Apr-14 Jan-15 Jan-16 Jan-17 Jan-18 Jan-19 

Low / Slow 290,000 490,000 850,000 1,240,000 1,410,000 1,560,000 

Low 450,000 780,000 1,020,000 1,240,000 1,410,000 1,560,000 

Base 580,000 970,000 1,280,000 1,550,000 1,770,000 1,950,000 

Enhanced 830,000  1,380,000 1,890,000 2,300,000 2,380,000 2,430,000 



TOTAL THREE MONTH ENROLLMENT VS. BASE 

SIX MONTH PROJECTIONS 

 

We are halfway (50%) through open enrollment 

Base 

Projection for 

3/31/2014 

 

 

Total 

Enrolled 

(with plan 

selection) on 

12/31/2013 

 

Difference 

from Base 

Projection 

for 3/31/14 

 

Performance 

to date  

(% of 3/31/14 

base projection) 

 

Total Enrollment 580,000 500,108  (79,892) 86% 

Subsidy eligible 487,000 424,936  (62,064) 87% 
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TOTAL THREE MONTH ENROLLMENT VS. BASE 

SIX MONTH PROJECTION (ETHNICITY AND RACE) 
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Base 

Projection for 

3/31/2014 

Total Enrolled 

(with plan 

selection) on 

% of Total 
Difference from 

Base Projection 

for 3/31/14 

Performance to 

date (% of 3/31/14 

base projection) 

White 194,000 179,615 43.7% (14,385) 93% 

Asian 83,000 92,142 22.4% 9,142  111% 

Latino 265,000 74,090 18.0% (190,910) 28% 

Black or African 

American 
22,000 10,867 2.6% (11,133) 49% 

Mixed Race 

16,000 

25,160 6.1% 

38,253  339% 

American Indian and 

Alaska Native 
917 0.2% 

Native Hawaiian and 

Other Pacific Islander 
730 0.2% 

Other 11,172 2.7% 

Unknown Race/Non-

Latino 
16,274 4.0% 

Grand Total 580,000 410,967 100%     



TOTAL THREE MONTH ENROLLMENT VS. BASE 

SIX MONTH PROJECTION (REGION) 
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Regions 

Base Projection 

for 3/31/2014 

 

 

Total Enrolled 

(with plan 

selection) on 

12/31/2013 

 

Difference from 

Base Projection 

for 3/31/14 

 

Performance 

to date  

(% of 3/31/14 

base projection) 

 

Northern CA 22,571 20,591 (1,980) 91% 

Greater Bay Area 89,599 116,635 27,036  130% 

Sacramento 28,726 27,227 (1,499) 95% 

San Joaquin 58,137 32,875 (25,262) 57% 

Central Coast 32,602 35,301 2,699  108% 

Los Angeles 177,602 132,209 (45,393) 74% 

Other Southern CA 170,763 135,270 (35,493) 79% 

Total 580,000  500,108 (79,892) 86% 

Specific Counties          

 Fresno  14,500 6,748 (7,752) 47% 

 Orange  44,392 50,016 5,624  113% 

 San Diego  43,054 45,081 2,027  105% 

San Bernardino 35,692 16,057 (19,635) 45% 

Riverside 40,377 23,417 (16,960) 58% 



TOTAL THREE MONTH ENROLLMENT VS. BASE 

SIX MONTH PROJECTION (AGE) 

Age 

Base 

Projection for 

3/31/2014 

 

 

Total Enrolled 

(with plan 

selection) on 

12/31/2013 

 

Difference 

from Base 

Projection for 

3/31/14 

 

Performance 

to date  

(% of 3/31/14 

base 

projection) 

 

0Ȥ18 years 31,231 36,528 5,297  117% 

19Ȥ29 years 153,923 84,716 (69,207) 55% 

30Ȥ44 years 169,538 117,983 (51,555) 70% 

45Ȥ64 years 225,308 260,710 35,402  116% 
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ENROLLMENT AMONGST MILLENNIALS (AGES 19-29) 
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Percent of Total Enrollees who are 19-29 years old 

From Oct 1 to Dec 31, Millennials comprised an average  

of 16% of total enrollees, but trending up 



ENROLLMENT AMONGST HISPANIC / LATINOS 
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Percent who self-identify as Hispanic/Latino 

From Oct 1 to Dec 31, Hispanic/Latinos comprised  

an average of 18% of total enrollees, but trending up 



MARKETING REPORT 
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Michael Brennan, Marketing Manager 



KEY UPDATES AND RECENT ACTIVITIES 

Q1 Marketing ï Strategy 

1. Build on the success of our Q4 advertising efforts 

ωMaximize broad reach media vehicles (TV and Radio) and expanded target 
audience parameters beyond subsidy eligibles to reach more influencers 

ωAdd longer format :60 second TV and Radio spots to maximize response 

ωBoost CRM efforts to help maximize sales conversion 

ωTurn up the volume for key targets and geographies that present a fertile ground 
to help boost enrollment  

ω!ŘƧǳǎǘ ŎǊŜŀǘƛǾŜ ƳŜǎǎŀƎƛƴƎ ōŀǎŜŘ ƻƴ /ŜǊǘƛŦƛŜŘ 9ƴǊƻƭƭƳŜƴǘ /ƻǳƴǎŜƭƻǊǎ ό/9/Ωǎύ 
survey results 

2. Make tactical adjustments for continued improvement: 
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KEY UPDATES AND RECENT ACTIVITIES 

Q1 Marketing ï Latino efforts dialed up 

ωMedia vehicles that perform best with Spanish speaking target audience: 

 

 

ωKey markets with high concentration of Latinos 

1. Increase investment in Spanish language marketing efforts by 
$4.5MM or 37% (pending federal funding)                                                                                        

Focus incremental dollars on: 

ωCustom content on Univision to educate 
Latinos about the ACA 

ωNationwide effort with Covered CA 
content integration 

2. Implementation of 
Univision/Endowment/Covered CA 
strategic partnership: 
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KEY UPDATES AND RECENT ACTIVITIES 

Q1 Marketing ï Millennial efforts dialed up 

ωMedia vehicles that perform best with Millennial:  Social Media/Search, Digital Advertising, 
and selected Cable TV networks 

ωStatewide (Digital), and Los Angeles/San Francisco/Sacramento (Cable TV) 

1. Increase investment in Youth/Millennial marketing efforts by 
$5.0M (pending federal funding).                                                                                        

ωJanuary 16th live-streamed event on YouTube, with celebrities and influencers in both 
general market and Spanish-speaking community  (www.tellafriendgetcovered.com) 

ωOver 500MM impressions have been reached to date through social media channels. 

нΦ ά¢Ŝƭƭ-A-Friend ς DŜǘ /ƻǾŜǊŜŘέ /ŀƳǇŀƛƎƴ 
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ωMillennial cards 

ωEducational videos 

3. Continue to develop Millennial focused content 
for advertising and collateral 

http://www.tellafriendgetcovered.com/


KEY UPDATES AND RECENT ACTIVITIES 
Q1 Marketing ï Efforts dialed up in Los Angeles, Inland Empire,                     

and Central Valley 

ωZip codes with highest opportunity are found in Los Angeles county and inland 
areas, many of these have high concentration of Spanish-speaking Latinos. 

1. Identify the number of uninsured people by zip code to show 
geographic areas with the highest opportunity for enrollment     

ωIncreased Spanish radio advertising in Los Angeles, San Bernardino, Riverside, 
Bakersfield, Palm Springs, Santa Maria, Fresno, Merced, Visalia, Modesto, Stockton, 
Sacramento 

ωIn the process of increasing general market radio in LA, Inland and Central Valley 

ωIncrease grassroots marketing and outreach activities in partnership with libraries, 
churches, and cities. 

ωSupplement efforts with Direct Mail outreach focused on Latino target in LA 

ωIncrease Asian media weight in Central Valley 

2. Increase marketing investment and outreach activities 
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KEY UPDATES AND RECENT ACTIVITIES 

Q1 Advertising Campaign 

Key learnings: 

ωGreater need for more education 
and in depth information 

 

ωGreater need for in-person 
assistance (especially among 
Latinos) 

 

ωNeed to show examples of 
success to demonstrate how 
Covered CA is working for 
Californians 
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... founded in research and recent learnings from CEC survey 

Address by: 

ωά²ŜƭŎƻƳŜ ǘƻ !ƴǎǿŜǊǎέ 
educational platform 

 

ωHighlight the availability of in-
person help and how to find it 
llllll 

 

ωάLΩƳ Lƴ κ Tengo ǳƴ tƭŀƴέ ōǊŀƴŘ 
platform featuring new enrollees 
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KEY UPDATES AND RECENT ACTIVITIES 

ñWelcome to Answersò TV - English 
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KEY UPDATES AND RECENT ACTIVITIES 

ñWelcome to Answersò TV - English 
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KEY UPDATES AND RECENT ACTIVITIES 

ñWelcome to Answersò TV - Spanish 
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KEY UPDATES AND RECENT ACTIVITIES 

ñWelcome to Answersò TV - Spanish 



KEY UPDATES AND RECENT ACTIVITIES 

ñWelcome to Answersò Direct Mail 
 

English         Spanish 
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