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Agenda

Introductions / Todayôs meetingDoug McKeever

Chief Deputy Director

Covered California Market Update Doug McKeever

Chief Executive Deputy Director

Marketing Report Colleen Stevens

Director of Marketing

Communications Report Jagdip Dhillon

Communications Manager

Outreach & Sales Report Terri Convey

Outreach & Sales Director

Historical Review and Open Discussion MOEA Advisory Group
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Todayôs Meeting

COVERED CALIFORNIA UPDATES AND REPORTS 
Marketing, Communications, Outreach & Sales

HISTORICAL REVIEW & OPEN DISCUSSION
Discuss purpose, scope, structure and go-forward approach



Covered California

Market Update

Doug McKeever

Chief Deputy Executive Director
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With Californiaôs 

expansion of Medicaid 

and the creation of 

a state-based 

marketplace, the rate 

of the uninsured has 

dropped to historic lows. 

Almost 4 million new 

enrollees are in the 

Medi-Cal program and 

1.3 million people are 

enrolled through 

Covered California.

Source: U.S. Centers for Disease Control and Preventionôs National Health Institute Survey

Coverage expansion having dramatic effects in California
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ÅTotal marketplace enrollment declined

4% from 2017 to 2018 and declined by 7% 

percent since 2016.

ÅThe federally-facilitated marketplace 

enrollment declined 38% in new 

enrollments since 2016 ð from 4 million 

to 2.5 million.

ÅCovered California's overall enrollment 

has been stable since 2015, with each year 

attracting about the same number of new 

enrollees during open enrollment, which 

helps maintains a healthy risk mix and put 

downward pressure on premium increases.

Federally Facilitated Marketplace (FFM) Showing DRAMATIC DECLINE in NEW ENROLLMENT

Centers for Medicaid and Medicare Services (2014-2016). ñMarketplaceOpen Enrollment Period Public Use Filesò (last modified May 11, 2017): https://www.cms.gov/Research-Statistics-Data-and-Systems/Statistics-Trends-and-Reports/Marketplace-

Products/index.html

Centers for Medicaid and Medicare Services (2017). ñFinal Weekly Enrollment Snapshot For 2018 Open Enrollment Periodò(Dec. 28, 2017): http://www.cms.gov/Newsroom/MediaReleaseDatabase/Fact-sheets/2017-Fact-Sheet-items/2017-12-28.html

National Academy for State Health Policy (2018). ñStateHealth Insurance Marketplace Enrollment (Plan Selections) 2017 and 2018ò(Feb. 7, 2018): https://nashp.org/state-health-insurance-marketplace-enrollment-2017-and-2018/

National Enrollment Trends, New and Total Enrollment, 

2014ï2018 (in millions)

Enrollment Trends 2014 - 2018

https://www.cms.gov/Research-Statistics-Data-and-Systems/Statistics-Trends-and-Reports/Marketplace-Products/index.html
http://www.cms.gov/Newsroom/MediaReleaseDatabase/Fact-sheets/2017-Fact-Sheet-items/2017-12-28.html
https://nashp.org/state-health-insurance-marketplace-enrollment-2017-and-2018/
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The Affordable Care Act has 

dramatically changed the 

health insurance landscape in 

California with the expansion of 

Medicaid, Covered California and 

new protections for all 

Californians.

Estimates based on survey data and adjusted for latest available administrative data, including:

- American Communities Survey, 2015 1-year estimates (Table B27010)

- CDC/National Health Interview Survey (2017) (https://www.cdc.gov/nchs/data/nhis/earlyrelease/insur201702.pdf)

- Covered California Active Member Profile (http://hbex.coveredca.com/data-research)

- DMHC and CDI data on enrollment in December 2015 ("AB 1083 reports") as compiled by California Health Care Foundation (http://www.chcf.org/publications/2016/09/california-health-plans-insurers)

- Department of Health Care Services Medi-Cal Medi-Cal Monthly Enrollment Fast Facts (Sept 2016) (http://www.dhcs.ca.gov/dataandstats/statistics/Documents/Fast_Facts_Sept_16_ADA.pdf) 

ÅAs of September 2017, 

Covered California had 

approximately 

1.4 million members who 

have active health 

insurance. California has also

enrolled nearly 4 million more 

into Medi-Cal.

ÅConsumers in the individual 

market (off-exchange) can 

get identical prices and 

benefits as Covered 

California enrollees.

Californiaôs 2015 health care market

Ages 0 to 64

In millions

https://www.cdc.gov/nchs/data/nhis/earlyrelease/insur201702.pdf
http://hbex.coveredca.com/data-research
http://www.chcf.org/publications/2016/09/california-health-plans-insurers
http://www.dhcs.ca.gov/dataandstats/statistics/Documents/Fast_Facts_Sept_16_ADA.pdf


See ñMarketing Matters: Lessons From California to Promote Stability and Lower Costs in National and State Individual 

Insurance Marketsò:  http://hbex.coveredca.com/data-research/library/CoveredCA_Marketing_Matters_9-17

Å96% are aware of Covered 

California

Å~75% of the uninsured donôt 

know they qualify for subsidies.

ÅSubsidy-eligible individuals 
are twice as likely to enroll.

Covered California Sentiment Research Wave 2: A Quantitative Study on Current Attitudes and Select 

Insured Californians Toward Health Insurance Coverage. Greenberg Strategy. Oct. 5, 2017 

(http://www.coveredca.com/PDFs/October_2017_Covered_California_Sentiment_Survey_FINAL.pdf)

If consumers know they are subsidy 

eligible, they are twice as likely to enroll

https://coveredcanews.blogspot.com/2017/10/new-survey-highlights-continued-need.html

Marketing & outreach is crucial even with great brand recognition
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http://hbex.coveredca.com/data-research/library/CoveredCA_Marketing_Matters_9-17
http://www.coveredca.com/PDFs/October_2017_Covered_California_Sentiment_Survey_FINAL.pdf
https://coveredcanews.blogspot.com/2017/10/new-survey-highlights-continued-need.html


Lessons from 

California to Promote 

Stability and Lower 

Costs in National and 

State Individual 

Insurance Markets

MARKETING MATTERS: 

http://hbex.coveredca.com/data-research/library/CoveredCA_Marketing_Matters_9-17.pdf

Marketing Matters
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http://hbex.coveredca.com/data-research/library/CoveredCA_Marketing_Matters_9-17.pdf


Premiums Have Been Stable 

Since the Launch of Covered 

California in 2014

Å Covered California has held average annual rate 

increases to about 3.3% after tax credits for 

subsidized enrollees and 7.2% for unsubsidized 

enrollees, bringing stability to the individual market.

Å The average cost of coverage for subsidized Covered 

California enrollees decreased 11% in 2018 to $116 

per member per month, a decline driven by the 

increase in the tax credit caused by the cost-sharing 

reduction surcharge.

Å Over 1 million unsubsidized consumers buy coverage 

either through Covered California or directly from the 

same carriers in the individual market. For most of 

these consumers, premiums increased at an 

estimated average annual rate of 7.2%. While this is 

a better experience than many had in the pre-

Affordable Care Act individual market, an average 

monthly premium of $503 is still a significant expense 

for unsubsidized enrollees many of whom are 

working middle class individuals and families that 

nationally have a median income of $75,000.

Californiaôs individual market
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participate in Covered 

California across 19 

rating regions. Covered 

California is also an 

entry point to Medi-Cal.

Eleven health plans

More choice, more affordability
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Marketing Report

Colleen Stevens

Director of Marketing



OE5 Marketing Successes
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Å Robust research efforts informed marketing, including two phases of 

creative research with core segments of eligible population.

Å Creative concept testing and 

campaign validation ensured 

concept was relevant, clear 

and motivating across 

segments.

Marketing Successes: Research



Marketing Successes: The ñInstantò campaign
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Å Integrated across media channels to amplify and strengthen our overall brand. 

Å The campaign was well received by the audiences and the Ad industry alike.
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All TV ads can be viewed at youtube.com/user/CoveredCA

TV (Brand & DRTV)

Radio

Print

Out-Of-Home

Digital

Marketing Successes: Creative

https://www.youtube.com/user/CoveredCA
../../Where Do I Go-TEMP FOLDER/Davina/Sales/The_Scene_Spanish_30_NEWSUPERS (3).mp4
../../Where Do I Go-TEMP FOLDER/Davina/Sales/The_Scene_Spanish_30_NEWSUPERS (3).mp4


Marketing Successes: Digital Premium
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Marketing Successes: Social Media
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Worked closely with the call center and IT to leverage social media channels to 

improve consumer experience and customer satisfaction. 



Marketing Successes: Videos

Multiple animated videos were promoted on social media and 

through email to educate and answer frequently asked questions.
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https://www.youtube.com/watch?v=bQuJTXDSgS0 https://www.youtube.com/watch?v=VjJPoQMb9eM

https://www.youtube.com/watch?v=bQuJTXDSgS0
https://www.youtube.com/watch?v=bQuJTXDSgS0
https://www.youtube.com/watch?v=VjJPoQMb9eM
https://www.youtube.com/watch?v=VjJPoQMb9eM
https://www.youtube.com/watch?v=bQuJTXDSgS0
https://www.youtube.com/watch?v=VjJPoQMb9eM


Marketing Successes: EDD Inserts

We will continue to included the logos of health insurance 

companies available through Covered California. 

ÅPlacement in: TV, Radio, Print, Digital, OOH, EDD Inserts

ÅLogos were regionalized in some media channels
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Marketing Successes: Paid Media
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Media plan was informed by detailed audience profiles for each segment, including 

preferred media channels and time when itôs being used.
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OE5 KPIs +/- over OE4

Total Budget -1%

Total Impressions -10%

Total Clicks +29%

VideoCompletes +6%

Total Engagements +21%

TotalNew Enrollments +2.4%

Marketing Successes: Campaign Results

OE5 Performance:

Å 63.6% or 2.8M of all new website visitors can 

be attributed to advertising

Å 539K applications submitted directly 

attributed to advertising

Å Results YOY:

Key Learnings:
Å As CC marketing spend increases, new 

enrollment increases

Å As total spend (CC + QHPs) increases, retention 

increases

Å TV spend (CC + QHP) has a positive effect on 

Retained enrollment; Social and Search also 

demonstrate positive effects on Retention 

Å Increased marketing spend (TV) is related to 

increased Silver Plan Enrollments and lower 

premiums



Marketing Successes: Award (SEP)
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Casanova McCann Creative Director: Fernando Poblete

Writers: Christian Mondragón and Fernando Poblete

Produced by: Caitlyn Thompson. 

Special Enrollment Radio Ad, 

ñSocceròé scores and wins!



OE6 Planning 
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OE6 Marketing Research Plan
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Å 3 Phases of message and creative research for OE6

Å Phase 1: Message testing (quantitative) ïApril 2018

1000 Total Sample

520 Multi-segment uninsured subsidy eligible

200 Spanish Dominant uninsured subsidy eligible

80 Chinese Dominant uninsured subsidy eligible 

200 Multi-Segment uninsured non subsidy eligible

Å Phase 2: Creative (qualitative) ïMay 2018

10 focus groups (6 respondents each) of uninsured, primarily subsidy-eligible:

4 Multi-Segment (1 non subsidy), 1 Bilingual, 3 Spanish & 2 African American

Å Phase 3: Creative (qualitative) ïJune 2018

4 focus groups (6 respondents each) of uninsured subsidy eligible:

2 Multi-Segment & 2 Spanish



Research Key Findings: Creative Testing
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Health coverage is One of Many Concerns

ÅFocus group respondents are aware that they need health insurance, understand its 
importance.

ÅAgree that health is important, just not as urgent as day-to-day concerns. 

ÅñPeace of mind ñand preventive care were top reasons for wanting health insurance.

Deep Belief that Health Coverage is Out of Reach

ÅCost is the primary barrier to insurance and medical care. 

ÅOut-of-pocket expenses (co-pays, deductibles, prescription drugs) are a frequent 
complaint, as they add to household cash-flow headaches.

ÅCope by avoiding thinking about the risks to their health and trying their best and 
taking precautions to avoid illness.

ñLife Can Change in an Instantò is Motivating

ÅThe constant risk of rapid change is well understood. 

ÅOn its own, ñLife Can Change in an Instantò is a motivating reminder that you canôt 
take your health, or your familyôs health, for granted.

ÅRealistic situations can break down the perceptions of ñinvincibilityò but too much 
negative realism can quell motivation if it does not provide a way forward. 



Applying Research Learnings
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Problem:

Consumers want insurance but believe they 

cannot afford it, and majority donôt know or 

donôt think they would qualify for financial  help. 

Solution: 

We are in the process of developing solutions 

to speak directly to these consumers and help 

them understand that the financial help is for 

them, and health insurance can be affordable.



Media Highlights
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Å Soft launch (low level TRPs) for all segments and        

markets on 10/15

Å Income parameters set to $25k-$130K in an effort to     

reach sub-eligible in the 138-250% FPL

ÅHeavy up leading up to key deadlines (12/15 and 1/15)

Å Planning media for deadline extension week of 12/17 in 

Paid Social and Radio

Å Adding OOH for MS and LGTBQ segments 

in key markets

ÅNo DRTV on Mondays to alleviate call 

center volume

Å Tactical changes to continue to refine plans 

based on OE5 performance and ñDay in the 

Lifeò segment profiles 
(HM segment example below)



Co Updates

Collateral updated to: 

Å Reflect OE6 dates and 2019 plan year rates

ÅOmit the use of ñopen enrollmentò term

ÅRemove individual mandate language

ÅAdd ñshort-termò language (English and Spanish only)
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NOTE: The magenta text is considered ñvariableò and is where updates will be addressed this year. It will print as 100% blackduring production.

Expected availability:

Å Partner Toolkit by 7/15

Å KP Print Store by 7/31

Dates above reflect English and Spanish 

only. Other languages to follow approximately 

one month later



Social Efforts
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ÅOngoing Content 

(Informing, Engaging, Customer Service)

ÅSupport Commsô efforts 

ÁBus tour, press releases, enrollment events, Real 

Stories videos

ÅSales and External Affairs customized toolkits

ÅAdditional plans in progress



Video Content
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Animated Educational Videos

Member Communication Videos

Link: https://youtu.be/SUHQkmY7ZoI

file://///CCFS02/CCGroups/@Marketing/Social Media/Videos/Animated Social Videos/2018/Rough Cuts/Round 4/CC_Welcome_EDIT_062518a.mov
file://///CCFS02/CCGroups/@Marketing/Social Media/Videos/Animated Social Videos/2018/Rough Cuts/Round 4/CC_Welcome_EDIT_062518a.mov
file://///CCFS02/CCGroups/@Marketing/Social Media/Videos/Maximize Videos/Rough cuts/CoveredCA_Cafe_with Animation_04.mp4
file://///CCFS02/CCGroups/@Marketing/Social Media/Videos/Maximize Videos/Rough cuts/CoveredCA_Cafe_with Animation_04.mp4
https://youtu.be/SUHQkmY7ZoI


Areas of opportunity
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Areas of Opportunity for growth:
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Å Additional segmentation beyond ethnicity and language

Å Content Marketing

Å Digital Marketing and Analytics
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Communications Report

Jagdip Dhillon

Communications Manager
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Accomplishments

Covered Californiaôs outreach and earned media efforts to promote 

awareness and enrollment paid huge dividends in OE5.

Å Three bus tours

Å 200+ interviews with newspapers, radio, television and online news sources.

Å Generated over 270 million impressions. 

Å Ad value of over $10 million.
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Murals Project
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Murals Project
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Earned Media
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Earned Media
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Ethnic Media Outreach

Print ready articles and graphics:
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Ethnic Events

Å African-American 
(Coffee and Conversations)

Å API Roundtable; Bus tour 
stops

Å MLK Parade
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Special Enrollment

Graduation campaign for Special Enrollment



Real Stories
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We continue highlighting ñReal Peopleòwho 

are utilizing coverage through Covered 

California by having them tell their story, 

including 10 in Spanish like the story of 

Josefina, who signed up during Special 

Enrollment last year.



Real People: Josefina

Josefina Meneses of Compton https://vimeo.com/232860163
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https://vimeo.com/232860163
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Outreach & Sales Report

Terri Convey

Outreach & Sales Director
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Outreach & Sales

Successfully working with agent and 

community partners to reach Californians.  

After óFive Years Strongô we are close to 

universal coverage with only a little over 

3% of the eligible population still uninsured.

13,867 Certified Insurance Agents 

1,014 Navigators 

1,615 Certified Application Counselors 

591 Plan based enrollers

23 Medi-Cal enrollers

53% of 

consumers 

use in-person 

assistance

We work with
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Helping Consumers find local help

Find Local Help: www.coveredca.com/get-help/local

http://www.coveredca.com/get-help/local
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Covered California Storefronts

Å In-person enrollment assistance

Å Certified Insurance Agents, 

Navigators and Certified Application 

Entities 

Å Search by zip code, days/hours of 

operation, and languages spoken

Å 760+ approved Storefronts

http://www.coveredca.com/get-help/local/

http://www.coveredca.com/get-help/local/
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Å Online tool that letôs consumer request call 

back from certified enroller

Å Certified enrollers with proven success

Å Call back within 30 minutes

Å 17 languages offered

http://www.coveredca.com/get-help/local/

Help On-Demand

http://www.coveredca.com/get-help/local/
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Online resources for our enrollers
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Toolkits


