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  Off-Season Marketing Summary
 

• Advertising Campaign
 

Page 1
 



     

   
    

 

  Off-Season Marketing Summary
 

•	 Objective: Drive more audience traffic to NevadaHealthLink.com; delivering qualified 
engagements. 

•	 Messaging Focus: 
o	 Special Enrollment Period (SEP) 
o	 Qualified Health Plans – 10 Essential Health Benefits 
o	 Competition (STLDs) 
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Off-Season Marketing Summary
 

• Ad Campaign Performance (through April, campaign is ongoing): 

o While overall visits to NevadaHealthLink.com are down by 13% compared to last year, this year’s visitors 
are staying 21% longer than they did last year meaning: less visitors but a higher engagement level which 
equates to our advertising reaching a more targeted audience, interested in Nevada Health Link. 

• Combined (all advertising) 
impressions: 8,927,471 

• Combined clicks to 
NevadaHealthLink.com: 16,694 

• Video ad viewership performing at 
250 % of industry standard (.08%) 
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  Off-Season Marketing Summary
 

• Email and Blog Marketing 

o 14 emails sent 
o Key subjects: Special Enrollment Period, 

Qualified Health Plans, Qualifying Life 
Events, Tax Season 

o 8 blogs published 
o Key subjects: Qualifying Life Events, 

Special Enrollment Periods, National 
Health Month Observances 

o 1,156,612 Impressions 
o 32,315 clicks to
 

NevadaHealthLink.com
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  Off-Season Marketing Summary 
• Outreach Events 
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Off-Season Marketing Summary
 

•	 Community Relations/Partnership Highlights 

Northern Nevada 

•	 Washoe County Mobile Outreach Safety 
Team (MOST) – Organization partners w/local law 
enforcement to serve the community when legal infractions 
might be resoled via medical/mental health services. Target 
audience: Adults. 

•	 Washoe County Head Start Program – Free 
education programs to all Pre-K students in Washoe County.
Target audience: Parents of Pre-K children. 

•	 Girl Scouts and Scouts – Emphasizing lower-income 
neighborhood programs. Target audience: Families in 
neighborhoods where they may not be trusting of other 
government-related sources to receive resources and 
information. 

•	 Step 2 – Providing comprehensive substance abuse 
treatment for women and their children; rebuilding the 
essential values of health families. Target audience: Women as 
head’s of families/decision makers. 

Southern Nevada 

•	 Nevada Commission on Minority Affairs – 
Central advisory body coordinating discussion and study of
issues affecting minority Nevadans.Target audience: 
Community Influencers. 

•	 Clark County Library District – 25 locations 
serving 1.6 million people in Nevada. 21,726 library-
sponsored and community programs; 652,835 children and 
adults in attendance. 

•	 Henderson Library District – 4 locations serving 
304,539 people in Henderson. 18,000 unique visitors per 
month. 

•	 Techniques of Alcohol Management 
(TAMs of Nevada) – Required alcohol awareness 
training for hospitality workers . Multiple classes in English 
and Spanish each week. Target Audience: Bartenders/ 
servers in need of health insurance. 
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Off-Season Marketing Summary
 

•	 Sponsorship Highlights 

Northern Nevada 

•	 Golden Eagle Regional Park – Signage and tabling 
opportunities reaching adult and youth sports teams year-
round. 

•	 UNR Wolfpack Basketball – Branding/signage during 
all men’s and women’s basketball home games. 

•	 Reno Ace’s Baseball – 7th Inning Stretch sponsorship – 
signage/branding, Live reads to audience April – August. 

•	 Boys & Girls Club of Truckee Meadows– 
Bundled event sponsorship where families of club children are 
in attendance. 

Southern Nevada 

•	 Immunize Nevada – Events throughout Nevada, 
attendance at Nevada Health Conference, promotion in 
statewide Silver Syringe events, blog exposure and logo with 
link. 

•	 Roseman University Neighborhood Health 
Series– Sponsor for Henderson campus 9-month health 
series. Supported through social media, direct mail, email, 
print and radio advertising and PR. 

•	 Opportunity Village – Halloveen and Magical Forest 
sponsor as well as Christmas in July with the LV Aces 
Women’s Basketball team event. 

•	 Nevada’s Big Give – Prize sponsor; brand exposure 
via social media and website. 
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Off-Season Marketing Summary
 

• PR and Media Relations Highlights 

Ø 2,377,204 earned media impressions 
Ø $38,406 earned PR value 

•	 LasVegas Review-Journal, March 7: Report examines Americans ‘priced 
out’ of health insurance 

•	 KOLO 8 News Now, April 25: Bill would protect Nevadans with pre-
existing conditions 

•	 KTVN CBS 2, April 4: Nevada Career Fair Friday for Veterans, Military, 
General Public 

• KTNV ABC 13, May 7: LGBTQ Job Fair 
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Open Enrollment 7 Advertising Campaign – Strategy and Planning
 

Objectives: 

•	 Promote the open enrollment period (November 1st – December 15) 
•	 Enforce Nevada Health Link’s position as the trusted resource for health insurance; 

emphasizing to consumers that Nevada Health Link is the one place to get it all done. 
(i.e., We make it easy for you because we understand – we’re experts and we’re really cool 
people too.) 

•	 Promote the consumer benefits of Nevada’s state-based exchange platform 

Goal: 

•	 Enroll….Enroll…Enroll !!!! 
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Open Enrollment 7 Advertising Campaign – Strategy and Planning 

While Penna Powers and the Exchange are hard at work defining the creative look, 
messaging, advertising media mix and budgets, here’s what the timeline will look like: 

Off we go!
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