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CONSUMERS SEE THE VALUE OF HEALTH INSURANCE AND SIMULTANEOUSLY                             
JUSTIFY WHY THEY DON’T HAVE IT 
Even among those who are currently uninsured, there was a recognition of the benefits associated with 
having health insurance

COST AND COMPLEXITY CONTINUE TO BE THE BARRIERS
While cost is the top barrier and many stated that they simply cannot afford health insurance, complexity and 
uncertainty about coverage, specifically with pre-existing conditions are also factors that limit having insurance

AWARENESS OF COVERED CALIFORNIA IS STRONG, BUT IT DOES NOT ALWAYS                   
TRANSLATE TO UNDERSTANDING
• Most associations are related to providing health insurance, though some believe it is meant specifically 

for lower-income
• Few people understand the help and resources we offer and many don’t check to see if they can get 

financial help

















HOW WE GOT HERE: Formative consumer research leveraging in-home ethnographic 
interviews with the uninsured subsidy-eligible Californians.

GOAL: Gain a deeper understanding of consumers who want health insurance but 
have not enrolled, to craft messaging that will resonate and motivate.

WHAT WE LEARNED
• Many are interested in getting insured but overwhelmed 

by the thought of starting the process. 
• They feel confused and vulnerable because the health 

insurance language is intimidating and unclear to them. 
• They anticipate that signing up will be complicated and 

require an understanding of this “foreign” language, as 
well as time to figure out what’s right for them. 

• They want to feel supported and seen; to be able to find 
information easily, to know there’s an organization out 
there not trying to take advantage of them that can 
help, to talk with someone and ask their questions if 
they want, and ultimately not to feel like they have to go 
at it alone.





“Confab” :30 + :15

“Chop it up” :30 + :15

“That’s what I would rather watch on tv. I 

would stay to watch a conversation because 

it feels regular.”

“Relatable because it is a full conversation of 

two people opening up.”

“I felt like I trusted it more.”















LINK: https://youtu.be/-QKE2hQJpc

https://youtu.be/-QKE2hLQJpc
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July Aug Sept Oct Nov Dec Jan Feb Mar Apr May June

Special Enrollment Extension Open Enrollment Special Enrollment

Feb -June

Special Enrollment 

7%Media Budget 
Breakdown 85% 8%

Enrollment
Breakdown 22.8% 45.5% 31.7%

Media Weight Strategy : Special Enrollment’s budget is evenly distributed month-to-month. 
Open Enrollment takes a stair step approach to media spend, 25% November, 35% in December, and 40% in January.



Enrollment Window 11/1 – 1/31 Year-round outside of OE Campaign

Geography Statewide Statewide

Target
CA 25-64 + HHI $25K - $150K

Broad (70%)

Uninsured (25%)

Off-exchange (5%)

CA25-64 + HHI $25K - $150K

+

Qualifying Life Event

Segments

Multi-Segment (English)

LGBTQ (English)

Hispanic (Spanish)

Asian (Chinese – Mandarin,

Cantonese, Korean, Vietnamese, 

Hmong, Laotian)

Black/African American (English)

Multi-Segment (English)

Hispanic (Spanish)

Asian (Chinese – Mandarin, Cantonese, 

Korean, Vietnamese)

Black /African American (English)
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