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OBJECTIVES 

• Complete 65 or more outreach events in target areas by January 31, 
2016 

• Obtain 90% reach and 6.5 frequency to target audience with paid media 
• Generate at least 30 earned media placements in target counties 

promoting enrollment, outreach events and broker locations over four 
months 

• Collect data throughout entire enrollment campaign 
 



STRATEGY & APPROACH • Provide website improvements and assets to aid in consumer assessment 
for eligibility and subsidies while on NevadaHealthLink.com 

• Promote website on all marketing materials 
• Use targeted mass media to reach the general, eligible public and drive 

enrollment 
• Use Spanish-language media outlets to reach the Hispanic population 
• Use digital geo-targeting to reach eligible uninsured in specific zip codes 
• Use social media to drive middle income, eligible families/singles to enroll 
• Enrollment events (including kickoff and closeout) organized and managed 

by Ramirez Group, including outreach participation at community events to 
connect with people one-on-one 

• Generate earned media to increase credibility, awareness and education 
about the affordability of National Health Link and motivate eligible uninsured 
to enroll 

• Provide tool kit (printed and online) to outreach team, general public, small 
businesses and brokers and tribal councils for urban Indians that easily 
explains how to asses eligibility, subsidies and enroll 



Statewide Allocation 
• Southern Nevada - 80% 
• Northern Nevada - 20% 

Targeted Counties 
• Clark 
• Washoe 
• Churchill 
• Lyon 
• Carson 
• Nye 
• Esmeralda 

Based on geo-targeted demographics including income levels and age distribution 







MEDIA 
Strategy 



Primary Targets 
Hispanic Eligible Uninsured (40%+) 
Tribal and Rural Communities  
Single Mothers 
Families 
Recently Laid-off 
Millennials/Invincibles  
 
Secondary Targets 
Brokers 
Small Business Owners 
Legislators 

Please replace with a representative target audience 
image 



Four flights 
Matches insurance-eligible demographic percentages 
Zip code targeting 
Continually optimized 
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Reach

REACH GOAL 



TV 
40% 

Radio 
17% 

Digital 
19% 

Print 
10% 

Outdoor 
14% 

Spend Allocation by Media 
Type 

General 
Market 
46% 

Hispanic 
45% 

Rural/Tribal 
9% 

Spend Allocation by Audience 





PUBLIC RELATIONS 
Objective, Strategy & Approach 



Objective 
Generate at least 30 earned media placements in 
target counties promoting enrollment, outreach 
events and broker locations from October 1, 2015 - 
January 31, 2016 

Strategy 
Leverage earned media to: 
1) Create a sense of urgency around the enrollment 
timeframe                                                                                             
2) Lend credibility through media coverage 
3) Promote actual enrollment 



Approach 
• Kick-off Enrollment Event  

• Create awareness and encourage action to enroll                                    

•  Maintain Momentum/Top of Mind Awareness  
• OpEd, news release and article submissions to daily and community outlets)          

•  Publicize Outreach (Utilize news advisories to secure event pre-
publicity) 

• Enrollment Deadline/Status Report Media Pitch 



SOCIAL MEDIA 
Rationale & Strategy 



Social Media - Rationale 
 

 
• Proactively steer and manage the conversation while creating 

a real-time, 24/7 focus group.  
 

• Position Nevada Health Link as the healthcare thought leader  
in Nevada. 



Roll-Out Strategy 

• Phase 1 - (16 zip codes) 
• Phase 2 - (12 zip codes) 
• Phase 3 - (13 zip codes) 
• Phase 4 - (Statewide) 

• Four-Phase Roll-Out 

• Custom Listening Dashboard Setup/Launch 
• Social Channel Launch  



 

With research confirming the main barrier to enrollment is the perception that 
insurance is too expensive, messaging will be concentrated toward: 
 

1. Insurance is affordable 
2. Credits and subsidies are available for your specific circumstance 

 
 
Main Message:  “You can’t afford NOT to be covered”  
 
 
Support messages and tools to be included on landing page: 
 

• Use pre-screener to check your eligibility 
• Use the subsidy calculator to see your actual premium 
• Use time tracker to motivate enrollment by January 31 

 

Creative Messaging 



TELEVISION 
and Social Videos 



Title: Epic 
Length: 15 Seconds 

Video: You see a mountain biker going through a trail and then 
crash. 

Announcer: When it comes down to it... 

Announcer: Find an affordable health 
plan based on your needs and income 
at NevadaHealthLink.com. 

Video: Freeze-frame on the crash. 
Announcer: ...you can’t afford NOT to 
be covered. 

Announcer: There are only 30 days 
left to enroll to find an affordable health 
plan at NevadaHealthLink.com. 

Alternative End Slate for Countdown 



Title: Bundle of Joy 
Length: 15 Seconds 

Video: You see a new mother holding her newborn child. 

Announcer: When it comes down to it... 

Announcer: Find an affordable health 
plan based on your needs and income 
at NevadaHealthLink.com. 

Video: Freeze-frame on the crash. 
Announcer: ...you can’t afford NOT to 
be covered. 

Announcer: There are only 30 days 
left to enroll to find an affordable health 
plan at NevadaHealthLink.com. 

Alternative End Slate for Countdown 



Title: Kids 
Length: 15 Seconds 

Video: You see a teenage skateboarder doing a grind at 
a skate park and then crash. 

Announcer: When it comes down to it... 

Announcer: Find an affordable health 
plan based on your needs and income 
at NevadaHealthLink.com. 

Video: Freeze-frame on the crash. 
Announcer: ...you can’t afford NOT to 
be covered. 

Announcer: There are only 30 days 
left to enroll to find an affordable health 
plan at NevadaHealthLink.com. 

Alternative End Slate for Countdown 



ONLINE 
In Banner Video 











WEBSITE 
NevadaHealthLink.com 

















DIRECT MARKETING 
Mailers 







DIRECT MARKETING 
Door Hangers 





OUTREACH 
Public Events 





OUTREACH & GRASSROOTS 
Ramirez Group: Summary, Campaign Goals & Tactics 



SUMMARY 

• Over the last 4 years, Ramirez Group has amassed a list of over 250 
Nevada stakeholders including:  hospitals, community health centers, 
pharmacies, business and faith-based groups; civic, community, ethnic 
and cultural organizations; Native American organizations and tribes, 
labor unions and other public agencies and programs. 

• Served as a statewide Navigator entity in Nevada for the last 2 open 
enrollment periods. 

• Trusted status within target communities 

• Conducted hundreds of outreach events and activities. 

• Skilled in engaging person-to-person communication to reach individuals within 
the target audience directly. 



CAMPAIGN GOALS 

• Reach a total of 100,000 people within the target audience 

• 20,000 individuals through CBO outreach efforts 

• 30,000 individuals and 20,000 families (2.5 people per family) 
through events and outreach efforts 

• Partner with CBOs to provide outreach and education services to 
Nevada’s uninsured market. 

• Strategically distribute leads to enrollment professionals 

• Provide recruitment, mentoring and training of outreach personnel 



TACTICS 

• Track lead conversion to better understand consumers’ 
decision-making process and improve service delivery 

• Maintain and provide an electronic database of events and 
audiences reached to evaluate the effectiveness of each 
event 

• Shift resources and services accordingly to ensure there are 
no gaps in target audience reach 

• Elicit a consumer-friendly approach that recognizes the 
diverse needs of those we serve to help consumers 
understand coverage options and overcome any barriers to 
enrollment 
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