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II. Service Center 
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Service Center 

• Update and Overview 

• Questions and Discussion 

• Public Comment 
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III. Employer Portal 
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Employer Portal 

• Enrollment Statistics 

• Questions and Discussion 

• Public Comment 
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IV. Health Plans 
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Health Plans 

  

 

 

• Update 

• Questions and Discussion 

• Public Comment 
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V. Agent Update 
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Agent Update 

  

• Agent Training & Certification 
 As of 3/3/14, we have 11,475 Agents Certified and 

another 10,395 In Progress 

• Agent Engagement 
 Webinars, Focus Groups 

 
• Questions &Discussion 

 
• Public Comment 
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VI. Marketing & Outreach Update 
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Marketing & Outreach Update 

 

• Stakeholder Partner Meetings  

• Small Business Outreach 

• Website Improvements 
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Grantee Outreach & Education  
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SHOP 
FY Quarter 1  FY Quarter 2 January 2014 

YTD 

YTD 

Expected 

California Asian Pacific Chamber of Commerce 

Outreach 1,428 3,271 2,479 7,178 33,411 

Education 966 2,000 3,468 6,434 11,529 

California Hispanic Chambers of Commerce Foundation 

Outreach 518 1,413 20,491 22,422 9,933 

Education 262 607 5,870 6,739 23,170 

Small Business Majority 

Outreach 143,989 405,783 160,649 710,421 36,134 

Education 4,293 2,798 590 7,681 2,765 

Grand Totals 

Outreach 145,935 410,467 183,619 740,021 79,478 

Education 5,521 5,405 9,928 20,854 37,464 



Grantee Outreach & Education  
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Website Improvements 
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COVERED CALIFORNIA  
SMALL BUSINESS MARKETING CAMPAIGN 
 

SMALL BUSINESS  
HEALTH OPTIONS 
PROGRAM (SHOP) 



SHOP Marketing Campaign 2014 
Objectives & Target Audience 

Objectives: 
• Build awareness  for the program 
• Lead generation / Lead conversion 
• Meet enrollment goals 
 
Target Audience: 
• Small businesses with up to 50 employees 
 
About Small Businesses: 
(from NORC Research and MRI Data) 

• 92% have heard about the ACA; however, unaided and 
aided awareness of Covered CA was very low (2% and 
10% respectively) 

• 12% of small businesses say they will purchase a plan 
through Covered CA, but an additional 50% are receptive 
and may purchase a plan. 

• 48% say they will go online to compare plans and shop.   
However, as of Jan 30, 2014, 80% of our (actual) SHOP 
enrollees are agent-assisted, and almost 100% use paper 
applications. 

• SHOP target is largely comprised of Baby Boomers, 
Minorities [especially Hispanic and Asian, higher income 
$100K+] and is male dominated. 

 
 



SHOP Marketing Campaign 2014 
Messaging Strategy 

Key Messages: 
 
First Tier:   Focus on the messages below when first launching in Q1-
2014 
• Control & Choice – SHOP lets you choose the level of coverage you want to 

offer employees, and lets them choose among all available plans at that 
level.  

• Quality – SHOP offers quality health plans from brand-name insurance 
companies. 

• Employee Retention & Recruitment – SHOP’s quality affordable health 
insurance can help attract and retain talented employees. 

 
Second Tier:   We will be able to dial-up this message once the SHOP 
enrollment process (online and offline) improves. 
• Convenience & Simplicity – SHOP offers online comparison tools to help you 

and your employees shop for and enroll in a health plan.   
 Will become key message for the Q4-2014 enrollment period. 
 Per NORC research, Convenience & Simplicity rank high as decision making 

factors 

 
Supporting Message:  A benefit of SHOP to be mentioned when 
possible. 
• Tax Advantages – Small businesses may be eligible for tax credits of up to 

50% of premium costs.  Only available through Covered California. 

Control & Choice 
Quality of Health Plan 
Employee Retention 

Convenience 
Simplicity 

Tax Credit 



SHOP Marketing Campaign 2014 
Paid Media Approach 

Control & Choice 
Quality of Health Plan 
Employee Retention 

Digital/Mobile: 
• Online banners – 

content & contextual 
targeting 

• Social media 
• Paid social (Twitter, 

Facebook, LinkedIn) 
• Paid search 

Print: 
• Local print 

(Business Journals, 
Business Times)  

• In selected 
markets (e.g., LA, 
SF/Bay Area, SD, 
Sacramento) 

eMail Marketing: 
• CRM marketing 
• Partnering with 

grantees/partners 
(Small Business 
Majority, Chamber 
of Commerce, 
SBA, SCORE, etc.) 

Brand Awareness 
Lead Generation 

Lead Management  Lead Conversion  Enrollment 



SHOP Marketing Campaign 2014 
Advertising Creatives 

Email Blasts sent in Dec’13 and March’14 Print Ad  to be launched Mar 17, 2014 in LA, SF, Sacramento 



SHOP Marketing Campaign 2014 
Advertising Creatives 

Online Banner Ads  and other digital ads to be launched 
statewide  on Mar 17, 2014 



SHOP Marketing Campaign 2014 
Landing Page(s) 

Coveredca.com/small-business Coveredca.com/shop4business 

“Learn More” Call  To Action 

“Enroll Today” Call To Action 

* A/B testing for different CTAs 



SHOP Marketing Campaign Spring 2014 
Media Plan Highlights 

Print • 2 insertions per month in Mar/April 
2014 
 

• Circulations:  24K (LA), 11K (SF), and 
10K (Sacto) 

Online • Custom audience targeting-GENOME 
• Contextual targeting using intext 

keywords – Google Display Network 
• Estimated 135K clicks and 25M 

impressions 

Paid Search 
/ Paid Social 

• Google Search Ads— estimated 22K 
clicks 

• FB exchange with right-rail ads and 
page posts – estimated 8.9M 
impressions 

Mobile • Target apps small businesses use most 
(Navigation, Finance, Business News, 
etc.) 

• Estimated 32K clicks and 2M 
impressions 

Target small businesses cost-effectively in media vehicles most commonly consumed 
by the target audience. 



SHOP Marketing Campaign  
 Campaign Schedule 2014 

26 

Marketing Activities Jan –Mar Apr-Jun Jul-Sep Oct-Dec 

E-Mail Marketing/Lead 
Generation 
• CRM 
• Partners’ Lists 

Social Media* 

Digital Marketing (statewide) 
• Online banners 
• Paid Search/Paid Social 

Print (select markets) 

Press Release/ 
Press Event** 

* Earned Social Media will be managed by Pinnacle  
** Media plan will address the need to have a media element/event to be in sync with CC press release/   
                          press event  for PR purposes 

Feb 28, 2014 



SHOP Marketing Campaign Spring 2014 
Media Flow Chart 

Feb 28, 2014 



SHOP Marketing Campaign 
Next Steps 

Feb 28, 2014 

 SHOP Campaign on track to launch  Mar 17, 2014 

 SHOP Campaign performance analysis  July 2014 

 Q4-2014 Campaign Planning in July-August 2014, utilizing 
insights from Spring Campaign 

• Campaign strategy 

• Messaging development 

• Paid media plan 



Marketing & Outreach Update 

 

• Public Comment 
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Covered CA - Vision and Mission 

Vision 

The vision of Covered California is to improve the health of all 

Californians by assuring their access to affordable, high quality care. 

 

Mission 

The mission of the Covered California is to increase the number of 

insured Californians, improve health care quality, lower costs, and 

reduce health disparities through an innovative, competitive 

marketplace that empowers consumers to choose the health plan and 

providers that give them the best value. 
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Covered California’s Values 

Integrity   
The Exchange will earn the public’s trust through 
its commitment to accountability, 
responsiveness, transparency, speed, agility, 
reliability, and cooperation. 

 

Partnership 
The Exchange welcomes partnerships, and its 
efforts will be guided by working with consumers, 
providers, health plans, employers and other 
purchasers, government partners, and other 
stakeholders.  

 

Results 
The impact of the Exchange will be measured by 
its contributions to expanding coverage and 
access, improving health care quality, promoting 
better health and health equity, and lowering 
costs for all Californians. 

 

Consumer-focused   
At the center of the Exchange’s efforts are the 
people it serves, including patients and their 
families, and small business owners and their 
employees. The Exchange will offer a consumer-
friendly experience that is accessible to all 
Californians, recognizing the diverse cultural, 
language, economic, educational and health 
status needs of those we serve. 

 

Affordability 
The Exchange will provide affordable health 
insurance while assuring quality and access. 

 

Catalyst 
The Exchange will be a catalyst for change in 
California’s health care system, using its market 
role to stimulate new strategies for providing 
high-quality, affordable health care, promoting 
prevention and wellness, and reducing health 
disparities. 
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Covered California Governance 
Independent Public Entity with Qualified Board  

Diana Dooley, Board Chair and Secretary of the California Health and Human Services Agency, 

which provides a range of health care services, social services, mental health services, alcohol and 

drug treatment services, income assistance and public health services to Californians 

 

Kim Belshé, Senior Policy Advisor of the Public Policy Institute of California, former Secretary of 

California Health and Human Services Agency, and former Director of the California Department of 

Health Services 

 

Paul Fearer, Senior Executive Vice President and Director of Human Resources of 

UnionBanCalCorporation and its primary subsidiary, Union Bank N.A., Board Chair of Pacific 

Business Group on Health, and former board chair of Pacific Health Advantage 

 

Robert Ross, M.D., President and Chief Executive Officer of The California Endowment, previous 

director of the San Diego County Health and Human Services Agency from 1993 to 2000, and 

previous Commissioner of Public Health for the City of Philadelphia from 1990 to 1993 

 

Susan Kennedy, Nationally-recognized policy consultant, former Deputy Chief of Staff and Cabinet 

Secretary to Governor Gray Davis, former Chief of Staff to Governor Arnold Schwarzenegger, 

former Communications Director for U.S. Senator Dianne Feinstein, and former Executive Director 

of the California Democratic Party  
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Foundations of Covered California’s Success 
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Commitment to Transparency 

• We are very public: 
• Public Records Act: The Public has the right to inspect and/or obtain 

copies of public records maintained by Covered California. 

• Assume all emails will be in the LA Times 

• Meetings are public 

• Advisory group discussions – individuals’ comments will NOT be 
treated as “positions” of the organizations they represent, but press 
and the public will be at quarterly meetings  

• Advisory Group members may be contacted by media 
organizations, but do not “represent” Covered California  

• Covered California may informally reach out to some or all of 
the Advisory Group for input between meetings. 
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Small Business Health Options Program  
Advisory Group Charter 

• Purpose: To provide advice and recommendations and 
serve as a sounding board to Covered California to assist in 
the continual refinement of policies and strategies to 
ensure we offer a unique value to small businesses that 
purchase coverage through SHOP. 
 

• Scope: Provide input on strategies to raise interest in the 
SHOP and ensure that it provides value for small employers. 
 

• Structure: Advisory Group members are selected for an 
initial two-year term and meet quarterly.  The SHOP 
Advisory Chairperson will serve a one-year term. 
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