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SE2017

Campaign 
Objective

ÅMotivate consumers who are experiencing a life changing event to 
compare and choose a health insurance plan through Covered 
California.

Strategy
Åά/ƻƴǘƛƴǳƛǘȅέ- Leverage what worked best in 2016 and making 

tactical adjustments for continued improvement.

Tactical 
Adjustments

ÅLeveraged digital streaming radio.
ÅAdjusted messagingbased on previous performance.
ÅAnimated digital banner ads based on performance.       
ÅMaximized existing assets.

Special Enrollment Advertising Campaign
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Special Enrollment Advertising Campaign
Digital Banner Ads
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Special Enrollment Advertising Campaign
Social Media
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OE4 Highlights
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OE4 Highlights: Lead Capture

ÅMarketing lead capture 

efforts began in October, 

2016.  

Å The purpose is to 

engage prospects that 

are ready to learn more 

about CoveredCA.  

Å During OE4, lead capture 

has resulted in a 

conversion of about 

12,000 new customers.  

Å Based on the preliminary 

success of this effort 

during OE4,  lead 

capture will remain an 

active part of the overall 

CoveredCA Marketing 

strategy for OE5. 
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OE4 Highlights: Social Media
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Customer Service: Top-Line Report

Å Total unique posts received

Å +28% over OE3

Å Total unique conversations  

Å +35% increase over OE3

Å Total unique replies posted by CoveredCA Customer Service Team 

Å +49% CS team responses compared to OE3
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OE4 Highlights: Social Media
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Customer Service: Top-Line Report

Å Percentage of customer posts responded to within 2-hour goal 

Å 2% improvement over OE3

Å Percentage reduction of negative sentiment conversations 

Å Social Team was effective at improving the sentiment of negatively 

minded/feeling customers

Å Growth in positive sentiment conversation

Å Social Team is highly effective at improving customer sentiment, 

generating positive experiences
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OE4 Highlights: Social Media

11

Incoming consumer posts | Outgoing social team responses

Key: Blue: Incoming consumer posts 
Black: Outgoing social team responses



May 11, 2017

OE4 Highlights: Social Media
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Types of posts: Informing, Customer Service, and Engaging

Å Informing: Promote CoveredCA services, 

products, and information.

Å Customer Service: Promote and increase 

awareness of social customers support options.

Å Engaging: Generate positive interaction and 

engagement with the brand via positive 

conversations.
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OE5 Strategic Approach



May 11, 2017 14

OE5 Goals: Marketing Goals

Acquire 400,000 new members and retain 90% of current members over the OE5 Open Enrollment 
Period (11/1 ς1/31)
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CHANGE IN AN INSTANT CAMPAIGN

The campaign would show us the countless ways that life can change in an 

instant.

From a bee sting to a sports accident to an undiscovered mole. In doing so, we 

demonstrate the importance of being covered when life decides to throw 

something at you.

We looked at change from both a lighthearted way to a more serious approach.

Overall Goal: Remind people of the importance and value of insurance.
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OE5 Research
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OE5 Research
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Prior to Production Just Prior to Launch Post-Launch
Marketing  
Goal KPIs

Sentiment 
in Market

Brand 
Metrics

Creative 
Concepts

Phase 1 Phase 2

Wave 2 Wave 3

ÅQuantitative
ÅCompare to the 

baseline
ÅIncludes ad/message 

recall in addition to 
wave 2 questions

ÅQuantitative
ÅIncludes sentiment, 

KPIs and general 
awareness/knowledge
ÅEstablish baseline 

before launch

ÅQualitative 
ÅTesting of 

multiple 
campaigns (TV)

ÅQualitative
ÅTesting up to two 

top phase 1 
campaigns 
(TV, radio, OOH)

Wave 1

ÅQuantitative
ÅSentiment only, 

similar to December 
survey



May 11, 2017 18

Thank you!



Outreach and Sales Division Update
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2017 Special Enrollment Period Kick-off Meetings
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Å 2 Teams 

Å 12 meetings

Å 9 cities statewide

Å 1,000+ attendees

Å Certified Enrollers, Plan 

Partners and Community 

Leaders to get updates about 

Covered California and engage 

to share best practices for SEP 

enrollment.
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Field Operations ïLocal Medi-Cal County Offices
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Partnership:
ÅCovered California Sales Field Team reaches out to Medi-Cal county offices to 

introduce themselves and share available resources to them and their 

consumers.

Å Identify common objectives to educate and remove enrollment barriers from 

consumers; and share best practices to achieve those objectives. 

Å Engage and communicate to support Medi-Cal consumers transitioning to 

Covered California
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Medi-Cal Transitions
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ÅMedi-Cal members who are now eligible for Covered California 

have 60 days (special enrollment period) to select a Covered 

California health plan to avoid a gap in health coverage. 

Å Covered California Certified Enrollment Representatives 

delegated to these Medi-Cal members will remain their 

delegates 

ÅCovered California will work with the Medi-Cal Program to 

communicate to members letting them know how to find 

local help for enrollment assistance in selecting a health 

plan. 

Å Enrollers can help members select a plan. 
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Special Enrollment Period Verification
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V To verify the validity of consumerôs self attested Qualifying Life Event (QLE).

V Notices sent to a random samples of consumers to request for proof of 

QLE.

V Response is required within 30 days of the date on the original notice.

V Proof documents submitted will remain confidential; and only use to 

determine eligibility for health insurance programs. They are not used for 

immigration enforcement purposes.

V Upload documents in English and/or Spanish

V Mail to: 

CA HBEX/Covered California Special Enrollment Team

P.O. Box 13310

Sacramento, CA 95813

V Fax to:  1-888-217-9310 ïinclude the case number on 

the cover sheet with documentation
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Help On-Demand Tool
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ÅWhat Worked:
Å Connecting consumers to Certified Enrollers ï23 minutes is the average time for 

an Agent to accept a consumer referral.  

Å All counties are covered by experienced Certified Enrollers.  

Å 9.1% of the consumers requested a Certified Enroller who spoke other languages.

ÅImprovement Opportunities:
Å Not all Certified Enrollers were a good fit for the program.  

Å Some agents did not accepting referrals at a reasonable rate during day time hours. 

Å A certification process for current and future certified enrollers has been proposed 

for OE5.

Referral tool that resulted in more than 

3,500 consumers enrolling in a plan

Stats
Å48% of web views became a referral during OE4

Å20% of referrals reported as sold (may be as 

high as 30-40% due to reporting delays)
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Agency Contract

Planned Release ςJuly 2017:
ïAgency Agreement

ïNon-Monetary Agreement

Agency Agreement further assists:
ïAgencies with managing their Agents

ïManaging Commissions 

ïAgent Association when contacting the Agent Service Center

25



May 11, 2017

Agency Portal
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Phase 1 ς17.7 Release
ïAgency Account Creation + Add/Edit

ïAgent Account Creation + Add/Edit

ïAgency: Add subsite locations

Phase 2 ς17.9 Release 
ïView and export Agency level Book of Business

ïView, filter, sort agents and consumers

ïActivate/Deactivate an Agent

ïFind Local Help to include Agency Info

ïConsumer delegations:

ÅAccept delegation requests on behalf of my agents

ÅMove delegations from one Agent to another within Agency
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August 2017 

Agent & Community Partner Advisory Meetings
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Purpose: 
Å To build and strengthen the relationship between Covered California and its agents 

by facilitating an open dialogue. Participants provide guidance in the development of 
future products, services, and technological enhancements. 

Tentative Dates: 
Å Northern California ςAugust 1st & SouthernCalifornia ςAugust 2nd

Tentative Agenda:
Outreach and Sales Updates 
Å Special Enrollment Kickoff Meetings Recap, Agency Contracts and Portal, Book of Business 

Extract, Agent Communication, and Medi-Cal Transition Files

Special Enrollment Update 

Å Covered California SEP marketing, outreach, and enrollment plan. 

Agents Feedback: Open Enrollment 5 Strategy Plan Discussion

Å Partnerships, Enrollment Opportunities,  Target Markets, Removing Barriers,  Sales 
tŀǊǘƴŜǊǎΩ .Ŝǎǘ Practices, and Carrier Relationships. 
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Certification & Recertification Training
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Certified Enrollment Counselors (CECs)
Recertification Trainings

ÅRequired

ÅCurrent CECs (not new certification)

Decertification Process

Certified Insurance Agents 

Recertification Trainings

ÅNOT Required

ÅCurrent Certified Agents

Requirement - Voter Registration 

ÅMandatory ïannual submission of completion via DocuSign

ÅAll Certified Agents

Decertification Process for Incomplete Annual Voter Registration 
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Open Enrollment 5 Look Ahead
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Sales & Outreach 
Trainings

ÅCertification and Recertification 

Trainings

ÅAgency Contract and Portal 

Training

ÅCalHEERS ïSystem Update 

Trainings

ÅTrain the Trainers Program for 

Regional Agents

Service Center

ÅStaffing

ÅTraining

Application Support
ÅSalesforce Enhancement to 

include the transition of the In-

Person Administrative System 

(IPAS.

ÅAgent Extranet

Tools & Resources
ÅCollateral Materials

ÅSales Tools 

ÅPartner Toolkit

ÅStorefront Program

ÅEvent Portal 

ÅE-News and Alerts

Enrollment Opportunities
ÅPartnerships

ÅEvents

Sales In-Person Meetings
ÅSales Partners Advisory 

Meetings

ÅOE5 Kick-off Meetings

ÅSales Site Visits Tour



Communications Update
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Open Enrollment 4 Recap
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Covered Californiaôs outreach and earned media efforts to promote 

awareness and enrollment paid huge dividends in OE4.

Our message was simple and clear: The ACA is working in California and with the 

support we have from strong partners like you, millions of Californians are receiving 

quality, affordable coverage that so many had previously gone without. 
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Earned Media Efforts in OE4 

Å200 interviews with newspapers, radio, 

television and online news sources.

ÅGenerated nearly 90 million 

impressions. 

ÅAd value of nearly $2.4 million.

32
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Reaching Diverse Communities 

We drilled down deeper and tailored our messaging to specific 

demographics, placing staff-written stories in ethnic newspapers, 

TV and radio outlets statewide.

33
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Spanish-Language Outreach 
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The Latino market represents nearly 29 percent of our subsidy-eligible 

population, making it one of the most important. 

We have a three-pronged approach to reaching this community:

1. Promote our mission through well-crafted 

messages for TV, print, online and radio. 

2. Partner with Spanish media to do phone banks 

and regional media tours. 

3. Sponsor health care roundtables with experts 

and clients who can share their experiences.
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Updating CoveredCA.com

Each year, CoveredCA.com goes through an extensive review to be 

sure our consumers are getting the best possible experience when 

they visit ð in both English and Spanish.

35

ÅWe conducted consumer testing to find out what is 

working ð and identify what isnôt working and fix it. 

ÅWe are developing a mobile-friendly 

version of the website for the next open 

enrollment.

ÅNo matter what device consumers use 

to explore and enroll on our website, it 

will have a clean and compatible look.
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Ongoing Outreach 

We continue to do faith-based outreach and provide informational 

materials about Covered California and our special-enrollment period 

(SEP) to ethnic churches, mosques, temples and synagogues 

throughout California.

Activities include: coordinating interfaith events and SEP presentations, and 

distributing an updated version of Covered Californiaôs online Pastorôs 

Toolkit, which contains SEP materials and social media content.

36
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Covered California Publications

We are sharing what has worked in California through the publication of 

issue briefs on the importance of subsidies, cost-sharing reductions and 

other topics. These are available at www.hbex.coveredca.com under 

ñResourcesò and ñData and Researchò

37

http://www.hbex.coveredca.com/
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Real Stories of Covered California
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Medi-Cal to Covered California

Transition Update

40
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Medi-Cal to Covered California Transition
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Covered California established a workgroup with the purpose to 

efficiently and effectively assist consumers that lose Medi-Cal coverage 

and are eligible to transition to Covered California.

Á Objectives:

ü Identify transitioning consumers

ü Assist consumers transitioning from Medi-Cal by:

o Informing consumers of their Covered California eligibility

o Helping consumers avoid gap in coverage

o Educating consumers of Covered California benefits

o Developing resources for partner agencies

o Providing training to staff
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Medi-Cal to Covered California Transition
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Activities in progress

ü Developing Relationships and Resources with/for Partner 

Agencies 

ü Understanding the Behavior of the Population

ü Implementing Outreach Methods
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Medi-Cal to Covered California Transition

43

Developing Relationships and Resources with/for Partner 

Agencies

ü Working with DHCS and CWDA to validate data to ensure correct 

population is targeted

ü Continuously working with DHCS and CWDA to share various outreach 

communication efforts and solicit feedback or suggestions for 

improvement. Examples include:

Ç Email Outreach

Ç Transition Toolkit 

Ç Outbound Outreach
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Medi-Cal to Covered California Transition
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Understanding the Behavior of the Population

üMajority of the consumers:

Ç Are confused about premium payments and premium assistance 

available to them

Ç Did not have previous Covered California enrollment at least in the 

past benefit year

Ç Do not have an email address on their account

Ç Do not have an agent associated with their case

üSlightly less than half of the consumers are not eligible for subsidies

Ç Most consumers have income within the Federal Poverty Level (FPL) 

for premium assistance and cost-sharing reductions but the tax 

information on the account reflects they are not planning to file taxes
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Medi-Cal to Covered California Transition
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Implementing Outreach Methods

üEmail Outreach Campaign

ÇTarget Population ïConsumers with a valid email address

ÇCadence ïApproximately every two weeks

üAgent Outreach Campaign 

ÇTarget Population ïConsumers that have agents associated with their 

case

ÇCadence ïEvery two weeks
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Medi-Cal to Covered California Transition
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Implementing Outreach Methods (Continued)

ü Outbound Outreach Campaign 

Ç Target Population ïA subset of consumers who were determined ineligible for 

subsidies but have income within the FPL for premium assistance and cost-

sharing reduction.

Ç Cadence ïPilot

ü Mailer Outreach Campaign (not started)

Ç Target Population: Consumers without a valid email address on their account.

Ç Cadence: TBD 
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Medi-Cal to Covered California Transition
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We would like to hear from you!

ü What other outreach methods should we consider?

ü What is the best way to engage this population to select a plan?

ü How can we best serve the consumers who were determined ineligible for 

subsidies but have income within the FPL for premium assistance and cost-

sharing reduction?

ü What other resources could be utilized to educate and outreach?

ü Please send your feedback to:

Ç Karen Avakian ïKaren.Avakian@covered.ca.gov

Ç Jahan Ahrary ïJahan.Ahrary@covered.ca.gov

mailto:Karen.Avakian@covered.ca.gov
mailto:Jahan.Ahrary@covered.ca.gov


Consumer Experience Update
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Consumer Experience - Agenda

49

ÅGoal and Objectives

ÅInitiatives

ÅApproach and Focus

ÅNext Steps
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Consumer Experience ïGoal and Objectives
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Improve the Consumer Experience throughout their journey.

1. Improve how WE (Covered CA = Agents, CECs, QHPs, CalHEERS) interact 

with the Consumer Experience lifecycle, as well as improve:

i. How the consumer self serves

ii. How the consumer receives access

iii. How the consumer makes use of tools

iv. How the consumer utilizes their coverage

2. Ensure the Consumer Experience is anchored by experiences and analytics.

3. Establish the Consumer Experience as a ólifetimeô work group for Covered CA.

4. Institutionalize the Consumer Experience as lifecycle centric.
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Consumer Experience ïInitiatives
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1. Create The Consumer Experience workgroup. 

1. Examine the Consumer Experience from a holistic perspective:

a. Covered CA = Agents, CECs, QHPs, CalHEERS

b. Include stakeholder groups when possible

2. Identify areas of potential constraints.

3. Prioritize constraint efforts, and if needed, formulate small workgroups to perform 

appropriate research.

4. Categorize short term, near term, and long term mitigations/opportunities to improve 

any identified constraints.

5. Develop ongoing method for revolving examination of the Consumer Experience.
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Consumer Experience ïApproach and Focus
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1. Identify and research touchpoints where the consumer engages with Covered 

CA.

2. Group the touchpoints and identify areas of focus:

ï Engagement ïprior and initial engagement with Covered CA

ï Enter Case & Family Info ïfocus on ease of use, barrier points

ï Eligibility Determination ïsubsidy and/or dual eligibility, along with appeals

ï Plan Selection - rate consideration, assistance regarding plan questions

ï Effectuation ï834 processing, carrier payment, effectuation timing

ï Coverage Experience ïexperience while they are receiving coverage

ï Renewal Coverage or Continuity of Care ïsurvey and reasonable opportunity coverage

3. Review consumer experiences that run across all of the consumer engagement:

ï Consumer Survey 

ï Service Center Operations 

ï Covered CA University (CCU) 

ï CalHEERS Changes

ï Help Desk Processing 

ï Data Integrity and Exchange
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Consumer Experience ïNext Steps
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1. Completed - Create and staff workgroups.

2. Completed - Meet with Executive Chiefs and Directors to review. 

Consumer Experience information

3. In Process - Define the following holistic phases and define Covered CA 

expectations at each phase, which includes:

i. Completed - Catalog current analytical information 

ii. Completed - Review analytical results and identify impact areas

iii. Completed - Compare service for impacted areas to industry standards 

iv. Completed - Define measure of success and define service levels

v. Define business process for identified areas

vi. Validate success

4. In Process - Identify existing, short term (w/in 90 days), near term (w/in 

6 months), and long term (FY 17/18) improvement opportunities .



CalHEERS Updates
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CR 70497 (SS App) ï17.6

Objectives:

ÅProvide an overview of the work Covered CA and Chaotic 

Moon are doing to enhance the consumer experience

ÅPresent side by side comparisons of the current versus future 

system enhancements
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Desktop and Mobile View
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Desktop View Mobile View
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Application Overview
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2015 Application (Current View) 2017 Application Overview(In Progress)
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Consent for Verification
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2015 Consent for Verification (Current View) 2017 Consent for Verification (In Progress)
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Apply for Benefits
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2015 Apply for Benefits (Current View) 2017 Apply for Benefits (In Progress)
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Application Navigation Changes
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2015 Application Navigation (Current View) 2017 Application Overview (In Progress)
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Build Your Household
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2015 Build Your Household (Current View) 2017 Build Your Household (In Progress)
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Add Household Member
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2015 Add Household Member (Current View)2017 Add Household Member (In Progress)
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Add Household Member
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2015 Add Household Member (Current View) 2017 Add Household Member (In Progress)
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Primary Contact
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2015 Primary Contact (Current View) 2017 Primary Contact (In Progress)
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Primary Contact Info
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2015 Primary Contact Info  (Current View) 2017 Primary Contact Info (In Progress)


