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AGENDA
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Dental Technical Work Group

Meeting and Webinar

Monday November 14, 1:00 p.m. - 3:00 p.m.

Agenda Items Suggested Time

I. Welcome and Introductions 1:00 - 1:10 (10 min) 

II. Program Updates 1:10 ς1:30 (20 min)

III. Workgroup Priorities Survey Results  1:30 ς1:45 (15 min) 

IVΦ нлму {ǘŀƴŘŀǊŘ /ƻǇŀȅ tƭŀƴ 5ŜǎƛƎƴǎ ό/ƘƛƭŘǊŜƴΩǎ ϧ !Řǳƭǘ .ŜƴŜŦƛǘǎύ 1:45 - 2:10 (25 min) 

V. 2018 Adult Dental Benefits Discussion 2:10 ς2:30 (20 min)

VI. Covered California for Small Business Dental Benefit Plan Design 2:30 ς2:50 (20 min) 

V. Next Steps 2:50 - 3:00 (10 min) 

Send public comments to QHP@covered.ca.gov

mailto:QHP@covered.ca.gov


OPEN ENROLLMENT 4
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14,204 Certified Insurance Agents

2,406 Certified Application Counselors

2,002 Navigator/Certified Enrollment Counselors

1,215 Plan-Based Enrollers

19,827  Total
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OUTREACH AND SALES: 
ENROLLMENT WORKFORCE

Storefronts

Å 582 Approved Storefronts

Outreach

Å 53% enrolled with Certified Partner



OUTREACH AND SALES: 

OPEN ENROLLMENT 4 STRATEGY PLAN

ÅUpdate Tool Kits for our Sales Partner

Å2017 Health and Dental Plans Tool Kit

Å2017 Plan Rates and Regional Data Sheets

ÅRenewal (Job Aids and Sample Notices)

Å2017 PCP Matching (Quick Guide)

Å2016 Subsidy-Eligible Maps

ÅNew Printable Materials for consumers (Open Enrollment Guide, Paper Calculator, 

brochures, etc.)

ÅEmail News Briefs and Alerts highlighting the latest news to our Sales Partners 
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OUTREACH AND SALES: 

OPPORTUNITIES TO ENGAGE

ÅCovered California Website: ñFind 

Local Help to Enrollò (582) 

ÅCovered California Storefront 

Program

ÅCovered California Events Web Page 

(203)

ÅCovered California Sales Tools

ÅCovered California Collateral 

Materials
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MARKETING:  OE4 RESEARCH OVERVIEW
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MARKETING:  OE4 RESEARCH ïKEY LEARNINGS
To help inform OE4 creative and planning, Covered California conducted qualitative and quantitative research with 

uninsured Californians in the Multi-Segment, African American, Hispanic, Asian and LGBTQ communities. 

What we learned across all segments:

Å The new brand campaign, ñItôs life care.ò which emotionally conveys the value of coverage, tested very well. 

Å Remaining uninsured are harder to convince and they have found ways to cope

Å Awareness of Covered California is good, but thereôs still confusion about what Covered California is, what 

we offer. Audiences want specifics.

Å Affordability is, by far, offered as the #1 barrier

Å Consumers feel overwhelmed. Health insurance is complicated and they face difficulties with the shopping 

and enrollment process.

Some nuances by segments emerged for Asian and LGBTQ communities.  While African American and Latino 

segments were consistent with Multi-Segment group.



MARKETING: TOP PERFORMING MESSAGE TOPICS
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The following are the top performing message topics that we will work into our 

creative across segments and channels:

ÅPreventive with specific examples

ÅAvailability of dental coverage

ÅHealth insurance at a lower cost

ÅChoice of plans including specific names of QHPôs

ÅFree expert help



MARKETING:  Applying the research learnings to OE 4 creative
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To address the need for more specific information we are doing the following across 

segments and media channels:

Feature QHP logos to show that we offer a choice of quality brand name health plans.

Note: where media buying and budgets allow, QHP issuers are being promoted in their 

respective coverage areas.
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MARKETING:  DENTAL ASSETS

Pre-Ǌƻƭƭ ǾƛŘŜƻΥ ά/ŀƴŘȅέ

Digital banner 300x250 

Digital banner 320x50 

Digital banner 728x90 ςstill TBD  



MARKETING:  MEDIA PLAN- TARGET AUDIENCE

**Price Waterhouse Coopers Covered 

California 2016-2022 Market Analysis and 

Planning report 11

In-

Language

Asian*

In-

Language

Latino

African 

American 

In-culture

MULTI -SEGMENT

English Speaking Latinos
African Americans

English Speaking Asians
General Market

Millennials
LGBT

LGBT

*Asian In-language: Primary ïChinese, Vietnamese, Korean;  Secondary ïFilipino 

(Tagalog), Hmong, Laotian, Cambodian

Retention & Renewal 

All current Covered California members

Acquisition (Open Enrollment )

Å Remaining uninsured Californians

Å Subsidy eligible  (500k-615k)**

Å Non-subsidy eligible (460k)**

Å Age: Media target A25-54

Å Income:  $50k-$130k

Å Segments:

*Member communications & Social Media
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Å Segment member base into message specific 

groups to address 2017 plan year changes i.e. rate 

increases, carrier exits, carrier expansion

Å Primary message will be ñShop and Compare plan 

options to be sure you have the plan that provides 

you the best value in 2017ò

Å Messages will be focused around key dates and 

specific calls to action 

MARKETING:  RETENTION AND 
RENEWAL
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ÅEmail subscription form

o Mobile and Desktop version

o Option to subscribe to 

CoveredCA email updates

MARKETING:  WEBSITE ENHANCEMENTS
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COMMUNICATIONS: WEBSITE REFRESH
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COMMUNICATIONS: WEBSITE REFRESH


