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Total paid advertising for Open Enrollment 7 campaign: $1,385,499
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Campaign performance highlights (Paid digital media)

Facebook 
ü We reached 306,945 Nevadans ~ They saw our advertising 1,537,569 times collectively
ü 8,566 clicked on NevadaHealthLink.com

Facebook Always On:
ü We reached 778,366 Nevadans ~ They saw our advertising 2,904,633 times collectively
ü 1,013 clicked on NevadaHealthLink.com

Native Articles:
ü Nevadans saw the articles 1,567,386 times collectively
ü 3,332 clicked on NevadaHealthlink.com (the most viewed article was Frequently Asked QuestionsI)

Display:
ü Nevadans saw our ads 7,477,772 times collectively
ü 5,922 clicked on Nevada Health Link.com

OTT Video:
ü Nevadans saw our videos 1,569,443 times collectively ~ 98% watched the entire video

ü

Open Enrollment 7 “Peace of Mind” Marketing Campaign Summary

Page 3



Twitch:
ü Nevada gamers saw our videos 909,560 times collectively
ü 2,257 clicked on NevadaHealthLink.com

Search:
ü 102,334 Nevadans found our ads when searching ~ 17,109  of them clicked and went to 

NevadaHealthLink.com which represented a 16.72% click-through rate (well above the industry 
standard)

ü The branded search campaign increased Nevada Health Link’s share of impressions to 53% - which is 
significantly higher than last year. 
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Traffic to NevadaHealthLink.com:
• Large spike in users, pages/session, and session duration
• Noticeable jump at the start of December through the final enrollment date
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Email and Social Media
Compared to the same time period last year Nov. 1 – Dec. 20…..

SEO 
ü Clicks through to NevadaHealthLink.com were up 143% with 62,573 clicks and 1,272,374 impressions
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Email
ü 58 email messages were sent during the open enrollment period
ü Sessions on NevadaHealthLink.com (via an email received) increased 71%.  The average session was 

36 minutes long

Social Media
ü 34,248  Nevadans visited NevadaHealthLink.com via social media, a 391% increase 



Outreach and Community Relations Highlights
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PR and Media Relations Recap:
Total impressions (Nov-Dec): 228,568,046
Total ad value (Nov-Dec): $2,183,897
Total PR value (Nov-Dec): $6,551,691
Total hits: 417
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Marketing Objectives:
Ø Introduce messaging and tactics to promote SEP, subsidies and Nevada Health Link.
Ø Repurpose existing NHL creative to maintain brand consistency and gain efficiencies.

Messaging Focus
ü SEP (Special Enrollment Period) – Educate and encourage eligible consumers to enroll
ü “Hold-outs” – Target uninsured consumers with direct message to help them 

reconsider health insurance 

Campaign Tactics and Strategy:
ü Always On: Search, Social Posts, Native Articles and Content Creation
ü Digital Outdoor
ü Radio Traffic Sponsorships
ü Streaming Audio
ü Print
ü Online Content/Promoted Posts
ü Geotargeted Posters (by zip codes/neighborhoods): Convenience Stores, Laundromats,
Salons/Barbers,, Liquor Stores, Bars/Restaurants
ü Community Partners

Beginning in February
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Here’s What It Will Look Like…


