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Overview

CAMPAIGN GOALS:

• Retain existing customers
and acquire new customers 
for a total of 225-250K 
members.

• Continue work to reduce the
percentage of the
uninsured Hispanic 
population from 16.8%
to 12%.

• Build Cascade Care brand 
recognition, enrollment

• Soften ground with future 
customer segments 
(Immigrant Health, 
sponsorship, small 
business)

AUDIENCE CONSIDERATIONS:
• Washingtonians are moving

back to their daily routines
from pre-pandemic and 
engaging in many pre-
pandemic activities.

• Affordability, notably high 
premiums and cost-sharing,
remains the primary barrier for 
uninsured Washingtonians.

• Customers are being stressed
by the future. There is a 
desire to keep things simple 
and minimize change.

• Inflation is real and the 
impact on purchasing 
decision remains to be seen.

AUDIENCE SEGMENTATION:
For OE10, we will approach 
our audiences as two
distinct segments:

• Statewide: General 
population of Washington 
state, including hard-to-
reach communities.

• Hispanic: Targeted
outreach to the Hispanic
audience in hard-to-reach
communities in Central
and Eastern Washington.

• Cascade Care Savings: 
Targeted to audiences that 
are eligible for this savings.



Strategic Imperatives

Continue support of underserved populations

Tap into new program/product opportunities 

Added focus on Cascade Care

Capture and share “real stories”

Leverage partner marketing and outreach



Today’s Customer Landscape
The importance of health coverage has never been 
more apparent. Individuals and families without 
access to quality health insurance have suffered 
more severe health outcomes

Washington Healthplanfinder has made it easier for 
individuals to newly enroll or change programs 

Affordability/available of federal subsidies is critical 

Enrollment assistance will play a critical role in 
informing consumers about coverage options and 
changes



• Cascade Care products gains 
brand recognition

• Individuals choose Cascade Care 
Silver or Gold plans if eligible for 
Cascade Care Savings

• Customers provide their income to 
qualify for Cascade Care Savings 
and take full APTC offered

• Approximately 70% of customers 
have reported income now.

• In the past, around 500 customers 
took less than the full APTC amount 
available. 

Introducing Cascade Care



Challenges and Opportunities: 

Premiums

Inflation

Assistance
Inflation 

Reduction 
Act

Choice



Challenges and Opportunities
Create a sense of urgency to complete task such as securing health coverage. People are attentive to windows 
of time and deadline messaging during the OE. It will be important to remind people that now is their chance 
to get/continue coverage and they need to take advantage of it.

Federal Tax 
Credits

ARPA continues

The Math

Premium Prices

SLCSP

Cascade Care Savings

Inflation

Impact of households 
averaging over $500 

extra towards fuel 
/groceries

Assistance

Financial Assistance

Partner Network

Carriers



Customer focused strategies

• Follow the customer behavior
• Stickiness of enrollees
• Ongoing attention on affordability
• New/changing products

• Retain existing customers
• Keep people enrolled
• Maximize affordability options
• Understand choice and value

• Attract new customers
• Remaining uninsured market
• Potential Medicaid churn
• Other population segments (Small 

business, sponsorship populations)



OE10 – Messaging Positions 

Opportunities – Time is now to shop for your health insurance 
coverage

Options – There are plenty of plans to meet your needs 

New Plans – New plans are available around the state

Incentives – This year, there are new ways for those eligible to save 
money (Cascade Care Savings) and insure family (Family Glitch)

Assistance – People are available to help you out



• Trust

• Accessibility

• Simplicity

• Neighborly

• Genuine
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KEY THEMES KEY BENEFITS

• Committed: For 10 years, the Exchange has been by your
side helping and guiding you to make one of the most
important decisions in your life – health insurance.

• Attentive: We listen to our customers’ needs and continuously 
improve how, when and where we support you in making
health insurance decisions.

• Solutions: We understand the world continues to change and
there is a lot of confusion and stress. We are here to make it feel
easier, offer support, and even make you laugh a little.

• Champion: We work tirelessly to help you achieve the best
outcome for you and your family. This includes ensuring you
have the resources to shop, compare and access new and
changing subsidies and tax credits for you and your family.

Statewide campaign



Statewide 
Campaign



• Trust

• Accessibility

• Simplicity

• Neighborly

• Genuine
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KEY THEMES KEY BENEFITS

• Trustworthy: The Exchange is a resource hub to help find and get the best
health plan for your family. The Exchange is not an insurance company, but
we want to ensure that you are covered now.

• Direct communications: We will communicate in a quick and concise way
to avoid confusion and provide value. Help is available in your community
of navigators, brokers, enrollment centers and the call center.

• Authentic: With the challenges that come with finding the right health
plan, we will be here to help guide and support you.

• Look forward to better futures: We understand that you and your family’s
care is top of mind lately. We will provide you the resources to shop,
compare plans and get access to available tax credits.

Hispanic campaign



Hispanic 
Campaign



Campaign materials you’ll see:





Gas Toppers



Gas Topper



Standees in Grocery & 
Pharmacy Stores



Marketing Phases
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Campaign Phase Purpose Timing
Educational

Special Enrollment

Educate audience on the value of benefits of 
Cascade Care and grow new enrollment 

through Special Enrollment Period

August 10 through September 28

Awareness
(Countdown to Cascade Care)

Convince audience segments as to why they 
need Cascade Care insurance.

Oct. 1 through beginning of 
enrollment on Nov. 1

Research Reach users as they are browsing and 
shopping for plans on Washington 

Healthplanfinder.

Start of open enrollment on Nov. 1

Enrollment Target qualified users to drive them to sign-
up.

Nov. 15 through end of open 
enrollment

Post - Enrollment Relay to customers to pay their first month’s 
bill to ensure year-long enrollment.

End of enrollment through Jan. 15

Tax Filling Relay to customers to obtain 1095-A Jan. 16 through April 15

Cascade Care Savings Uninsured and low-income SEP targeted to 
gain enrollment outside of OE.

Nov. 16 through Apr 15 
or longer?



Targeted Marketing – WAHBE generated emails
Email Audience Messaging General Cadence
Submit your Documents CEV – conditional eligibility Please submit supporting documents 

required for eligibility
Every Tuesday year-round

Auto Renewed Active QHP auto renewed into a plan You are auto renewed. Come in and 
shop if you choose through Jan. 15.

Nov. 1

Manual Renewed Action needed for coverage to continue 
in PY 2023

Come in and take action to remain 
covered for PY 2023

Wednesdays in OE

Submit Application Started application and did not 
complete

Come back and finish your application Thursdays in OE

Select a Plan Application is complete, needs to select 
a plan

Come back and select a plan Thursdays in OE

Cascade Care Savings 
Eligible – Switch plans

Income eligible for Cascade Care 
Savings but needs to switch to a 
Cascade Sliver or Gold plan

Come back and select a Cascade Care 
Sliver or Gold plan to take advantage of 
new savings

Wednesdays year-round?

Cascade Care Savings 
Eligible – Full APTC

Income eligible for Cascade Care 
Savings but needs to take full APTC

Come back and utilize full APTC to take 
advantage of new savings

Wednesdays in OE

Binding Payment Customers that may still need to make 
first payment

Reminder to pay your carrier to utilize 
your insurance. Health literacy terms

End of December & End of January

Family Glitch?



On the Road…On the Road…



Media Placement



Tentative Stops
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Evolved Lead Organization Scope of Work 

OUTREACH
• Assess service area – identify target populations
• Submit an annual outreach plan 
• Plan/conduct events to target populations and others 
• Coordinate outreach in the service area with network 

partners
• Supplement efforts of targeted groups

ENROLLMENT
• Ensure enrollment sites with in-person assistance 

throughout the service area
• Year-around assistance with account-related needs 

(WAH, SEP, change reporting, tax filing, 
invoices/payment, churning)

• Ongoing consumer education 

NETWORK DEVELOPMENT AND OVERSIGHT
• Assess network and underserved, at-risk groups
• Recruit/maintain network partners
• Evaluate additional contracting needs 
• Coordinate on navigator staff changes
• Keep partners up to date
• Evaluate effectiveness

MANAGE AND SUPPORT NAVIGATORS
• Lead Orgs support for issue resolution 
• Coordinate with HBE to add/update navigator status
• Ensure navigators have required documents and 

background checks
• Communicate updates, changes, etc.
• Provide job shadowing for new navigators



WWW.WAHEALTHPLANFINDER.ORG | WWW.WAHBEXCHANGE.ORG

Washington Health Benefit Exchange 2510/3/2022

http://www.wahealthplanfinder.org/
http://www.wahbexchange.org/
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