
Marketing and Outreach Update
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TV
• Southern Nevada

Ø Reached approximately 55% of the viewing audience with an 8x frequency and delivering 
6,031,370 media impressions (total number of views)

• Northern Nevada
Ø Reached approximately 58% of the viewing audience with a 5x frequency and delivering 

1,145,607 impressions (total number of views)
Outdoor 
• Southern Nevada

Ø 36,888,804 impressions (total number of views)
• Northern Nevada

Ø 13,821,756 impressions (total number of views)
Digital/Online 
• Facebook

Ø English: 398,447 views ~ reaching 198,954 individuals
Ø Spanish: 200,089 views ~ reaching 134,001individuals

• YouTube
Ø English: 140,588 views ~ 30.87% completion rate (18% is industry benchmark)
Ø Spanish: 10,148 views ~36.55% completion rate (= watched the entire video)

• Overall increase in number of sessions on the site 10.90% compared to same time period last year 
with 10.25% of those being new users.

“You Can’t Afford Not to Be Insured” - Off-Season Advertising Summary
(through October 1st)
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Outreach
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Confirmed	Stakeholders/Partners

Northern	Nevada

Southern	Nevada

Southern Nevada Northern Nevada
REACH- Mexican Consulate Saint Mary’s Health
Aids Healthcare Foundation UNR Speech Pathology and Audiology
Eye Care 4 Kids Nevada Catholic Charities of Northern Nevada
Salvation Army in Mesquite Donor Network West
Nevada Outreach Training Organization, No To Abuse, INC. Big Brothers Big Sisters
Faces CCSD Ron Wood FRC
Catholic Charities of Southern Nevada Churchill County Social Services
Communities in School of Southern Nevada Family Support Council of Douglas County
Boys and Girls Clubs
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PR/Media Relations September Highlights

•Earned PR Value $778,247;  If Purchased, Total Paid Value $259,416 
•YTD Off-Season Earned PR Value $17,807,675; Paid Value: $5,935,890
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September Media Coverage Featured on Website



• Las Vegas ~ Thursday, September 21
Ø 99 guests (not including staff)

• Reno ~ Tuesday, September 26
Ø 58 guests (not including staff)

Open Enrollment Prep Rallies
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Open Enrollment - New Creative

Page 7



Open Enrollment – Advertising Media Plan
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WEEKS BEGIN MONDAY
2 9 16 23 30 6 13 20 27 4 11

 TV/Video Placement
    Las Vegas General Market TV
    Las Vegas Spanish Language TV
    Reno General Market TV
    Reno Spanish Language TV
    Las Vegas Cinema
    Reno Cinema

Radio Placement 
    Las Vegas General Market Radio
    Las Vegas Spanish Language Radio
    Reno General Market Radio
    Reno Spanish Language Radio

Out-of-Home
    Las Vegas Bulletins
    Las Vegas Posters
    Las Vegas Bus Shelters
    Las Vegas Transit
    Las Vegas Mobile Trucks
    Las Vegas Mobile Trucks
    Reno Bulletins
    Reno Posters
    Reno Transit

Print
    Southen Nevada Hispanic

    Northern Nevada Hispanic

    Southern Nevada African American

    LV Weekly

    Reno News & Review

    Senior Spectrum

    Vegas Voice

    First Nations Focus

Content Marketing (Statewide)
    Always On Promoted Content 
    Social Website Click Ads
    Retargeting
    Display (Desktop/Mobile)
    Search
    Video
    Native Articles
    Buzzfeed 
    Streaming Radio

Open Enrollment Media Plan

OCT NOV DEC
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Open Enrollment - PR/Media Relations Plan



Open Enrollment – Outreach
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Open Enrollment – NevadaHealthLink.com Redesign
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• Advertising Campaign
Ø Maintain “You Can’t Afford Not to Be Insured” message and creative. Produce two 

additional video spots featuring: Millennials and 35-40+
Ø Update call to action to “It’s Time to Enroll”
Ø Promote new enrollment dates: November 1st – December 15
Ø Incorporate a new testimonial campaign featuring testimonials from Nevadans who have 

been helped by the ACA and Nevada Health Link

• Public Relations
Ø September “Prep Rally”

o Bring together community stakeholders, partners, navigators, brokers, constituents 
and community influencers to “rally” on behalf of Nevada Health Link and the 
upcoming open enrollment period.

• Outreach
Ø Host a Nov. 1st kick-off and Dec. 15 close-out event themed as a “Enrollment/Holiday 

Health Fair”
o Events will take place simultaneously in the South and North
o Events will feature multiple health and community related partners and activities

• Website
Ø Updated home page and features that are more consumer-friendly and resourceful.

Open Enrollment – Strategy and Planning
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