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TARGETING THE GAPS

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 Enroliment Service and Functionality

7. Local/Regional/Statewide Coordination and support
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Build on Foundation of Work Done To-Date

U Marketing T Awareness and Call to Action

U Community-based Education and outreach

U Enrollment i thousands of counselors: In
communities and On-line
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Analyze and Assess

U Near term analysis
U Regional analysis

U Evaluation of all outreach, marketing and
enrollment functions
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New Marketing/Expanding Marketing

U Substantial Spanish and English content: TV, Radio, Print,
Digital, Social

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

U New Content: concrete benefits/costs in February i Personal

Stories
o Tengo un plan
ol Olm

U New and expanded placements
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New Sales/Support Collateral

U Local Resource Guides T focusing on bilingual
UPrinted nNnProposal o
U Student specific collateral

U Printed applications:
o Spanish
o Chinese
o Korean
o Viethamese
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Enrollment Support and Tools

U Follow-up/support individuals who have applied but not
enrolled (focus on Latino and Spanish-speaking)

UExpand CEEOs, CECO0Os and Age
o Work through pipeline (focus on bi-lingual)
o Assessing capacity
o Add capacity from existing CEEs
o Add new

U Linkage to in-language agents/CEWSs
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Improving Enrollment Service and
Functionality

U On-Line: Spanish enrollment

U Phone support: Expanded service staff

e "o 3} COVERED
|il| AAAAAAAAAA



Local/Regional/Statewide Coordination and
Support

U Statewide and Local Media Events
o Calendar of major events
o Shared Material

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

A Maj or o regional events/ cam
oCity Coll eges/ Cal Statebo
o Libraries

o Cover Cities
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ENROLLMENT RESULTS
OCT. 11 DEC. 31




Enroliment

Individuals who
selected plans

400,096
12,096/day

78,377
1ok 30.830 2,613/day
99§/day
——

October November December
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Individual plans selected through
Covered California as of Jan. 14.



January Enrollment Numbers

15% -~
75,172 | 4

non-subsidized

53% 47%
630,000 584,000

85% Transitioning Potentially

| to Medi-Cal elligible
424,936 from LIHP

subsidized

Applications Completed: Individ uals».En rolled:
1,456,909 1,214,000

Individuals Enrolled:
500,108




COVERED CALIFORNIA: ANNUAL ENROLLMENT FORECASTS
FOR SUBSIDIZED AND UNSUBSIDIZED CALIFORNIANS

Exchange Subsidizeég Unsubsidizednrollment Forecasts

Jan-20

2,500,000
2,000,000 J
J
1,500,000
_/
1,000,000 //ﬁ
500,000
Jan-14 Jan-15 Jan-16 Jan-17 Jan-18 Jan-19
| ow / Slow Low e—Base e Fnhanced
Apr-14 Janl5 Janl6 Janl7 Janl8 Jan19
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
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TOTAL THREE MONTH ENROLLMENT VS. BASE
SIX MONTH PROJECTIONS

We are halfway (50%) through open enrollment

Total
Base Enrolled Difference Performance
Projection for (with plan from Base to date

3/31/2014 selection) on Projection (% of 3/31/14
12/31/2013 for 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
SIXMONTH PROJECTION (ETHNICITY AND RACE)

Base Total Enrolled Difference from  Performance to
Projection for (with plan % of Total Base Projection date (% of 3/31/14
3/31/2014 selection) on for 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 22,000 10,867 2.6% (11,133) 49%
American
Mixed Race 25,160 6.1%
American Indian and o
Alaska Native 9L7 0.2%
Native Hawaiian and o 0
Other Pacific Islander 16,000 730 0.2% 38,253 339%
Other 11,172 2.7%
Unl_<nown Race/Non- 16,274 4.0%
Latino
Grand Total 580000 | 410,967 oo D
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TOTAL THREE MONTH ENROLLMENT VS. BASE
SIX MONTH PROJECTION (REGION)

Total Enrolled Performance
Base Projection (with plan Difference from to date
for 3/31/2014 selection) on  Base Projection (% of 3/31/14
12/31/2013 for 3/31/14 base projection)
Regions
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%
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TOTAL THREE MONTH ENROLLMENT VS. BASE
SIX MONTH PROJECTION (AGE)

Performance
Base Total Enrolled  Difference to date
Projection for  (with plan from Base (% of 3/31/14
3/31/2014 selection) on Projection for base
12/31/2013 3/31/14 projection)
Age
028 years 31,231 36,528 5,297 117%
19229 years 153,923 84,716 (69,207) 55%
3044 years 169,538 117,983 (51,555) 70%
454 years 225,308 260,710 35,402 116%
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ENROLLMENT AMONGST MILLENNIALS (AGES 19-29)

From Oct 1 to Dec 31, Millennials comprised an average
of 16% of total enrollees, but trending up

Percent of Total Enrollees who are 19-29 years old
25
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ENROLLMENT AMONGST HISPANIC / LATINOS

From Oct 1 to Dec 31, Hispanic/Latinos comprised
an average of 18% of total enrollees, but trending up

Percent who self-identify as Hispanic/Latino
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MARKETING REPORT

Michael Brennan, Marketing Manager




KEY UPDATES AND RECENT ACTIVITIES
Q1 Marketing T Strategy

1. Build on the success of our Q4 advertising efforts

2. Make tactical adjustments for continued improvement:

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

wAdd longer format :60 second TV and Radio spots to maximize response
wBoost CRM efforts to help maximize sales conversion

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

w! R2dzad ONBIIAGBS YSaal3aay3a olFlaSR 2y [ $SNIA
survey results
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KEY UPDATES AND RECENT ACTIVITIES
Q1 Marketing 7 Latino efforts dialed up

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

Focus incremental dollars on:

wMedia vehicles that perform best with Spanish speaking target audience:

wKey markets with high concentration of Latinos

2. Implementation of
Univision/Endowment/Covered CA

strategic partnership:

w Custom content on Univision to educate
Latinos about the ACA

wNationwide effort with Covered CA
content integration

\/’ SANTIAGO LUCERO ’
PORTAVOZ DE COVERED CALIFORNIA

6 mPlY OB B0 B
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KEY UPDATES AND RECENT ACTIVITIES
Q1 Marketing T Millennial efforts dialed up

1. Increase investment in Youth/Millennial marketing efforts by

$5.0M (pending federal funding).

wMedia vehicles that perform best with Millennial: Social Media/Search, Digital Advertising,

and selected Cable TV networks
wStatewide (Digital), and Los Angeles/San Francisco/Sacramento (Cable TV)

H® WAEROdEDSG / 2O8SNBRE [/ FYLI A3Y

wlanuary 18 live-streamed event on YouTube, with celebrities and influencers in both
general market and Spanisipeaking communitywww.tellafriendgetcovered.com

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

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

wMillennial cards

w Educational videos A R[] u Nl] @@@@
OF SHOTS @elee
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http://www.tellafriendgetcovered.com/

KEY UPDATES AND RECENT ACTIVITIES
Q1 Marketing i Efforts dialed up in Los Angeles, Inland Empire,
and Central Valley

1. Identify the number of uninsured people by zip code to show

geographic areas with the highest opportunity for enroliment

wZip codes with highest opportunity are found in Los Angeles county and inland

areas, many of these have high concentration of Spasyp&aking Latinos.

2. Increase marketing investment and outreach activities

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

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

wlncrease grassroots marketing and outreach activities in partnership with libraries,

churches, and cities.
wSupplement efforts with Direct Mail outreach focused on Latino target in LA

wlncrease Asian media weight in Central Valley
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KEY UPDATES AND RECENT ACTIVITIES
Q1 Advertising Campaign

... founded in research and recent learnings from CEC survey

Key learnings: Address by:

w Greater need for more education wa2StOo2YS G2 !vya
and in depth information » educational platform

wGreater need for iperson wHighlight the availability of in
assistance (especially among person help and how to find it
Latinos)

wNeed to show examples of wa L QYTengodzy'k t £ | Y €
success to demonstrate how platform featuring new enrollees
Covered CA is working for
Californians
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KEY UPDATES AND RECENT ACTIVITIES
AWel come to AneEsglieshr so TV
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KEY UPDATES AND RECENT ACTIVITIES
AWel come to AnSpanmsihh so TV
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KEY UPDATES AND RECENT ACTIVITIES

nWel come

English

Time’'s running out

Open enrollment ends March 31.

@)

COVEREDCA.COM 800-968-8039 fﬂ‘ﬂ:ﬂ.é

Jason Tucker,

Covered California open

enrollment ends March 31, 2014.

+ Act now or you won't have the opportunity to enroll in
health insurance until the fall

+ Simply apply, pick your plan and make a payment to
avoid tax penalties.

+ Find in-persan help near you by visiting us online or calling

+ Dom't wait. Without insurance, even a small medical issue
can cost you big.
“With the exception of life-changing events such as marriage or 1055 of a job.

Don’t miss out. Enroll now. n
1 J -
COVEREDCA.COM 800-968-8039 covenco

t o0 Ahisrweecrts Ma i |

Spanish

José Bustos,
La inscripcién abierta en Covered
California termina el 31 de marzo del 2014.

« ActGa ya o no tendrds la oportunidad de inscribirte en un
seguro de salud hasta el otofio,
Actr you w rea the oppertunity h urance unil the fa

+ Simplemente aplica, elige tu plan y haz tu pago para
evitar multas en tus impuestos.
Simipty apply, pic e a pay
- Emcuentra ayuda en persona cerca de ti, al visitar nuestro sitio
fono.

web o llamar por teléfor
Find 1 g vy Ly s U

o vl
€O 13 Excepeion 08 EVentss que MEMmMEaN i Wi Eomo & Matmonis
ola pérdida de tu trabsjo.

No te quedes afuera. Inscribete ya.

COVEREDCA.COM covaase
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