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Founded in 1945, Kaiser Permanente is
one of the nation’s largest not-for-profit
health plans, serving more than 9 million
members

— Hospitals: 36

— Medical Offices: 533

— Physicians: 15,853
Committed to total health—mind, body,
spirit
Making our communities healthier from the
inside out

Engaged in the national discussion on
health care

Focused on eliminating disparities
in care and providing culturally competent
care
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Who we are and what we value

WE BELIEVE GOOD HEALTH
BELONGS TO EVERYONE.

We stand for broccoll. And the local farms where |
itf's grown. We're for clean water, clean-air, clean
streets and clean hands. We believe that healthy
homes make haalthy neighborhoods. That haalthy
neighborhoods make healthy cities. And, well,
you - get.the picture. We think that staying well is

abeut- more than clubs, copays or some card you

: HEGP"II'i tha hack of your wallet. Because when it

cgmes to health, in a way, we're all members. \We'ré

Kaiser Parmanents, and we're here ta spread health.s
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Successful enroliment of young, low income, diverse
members
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KP’s Marketing Experience

Brand Advertising: TV, radio, outdoor, OLA

Objective: awareness, brand perception

Direct Marketing: search, direct mail,

Objective: product awareness,
consideration

Online
Shopping

Sales
engagement
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=8 Year investment in
successful Thrive
Campaign

=Direct marketing
targeted at most
responsive segments

=Strong Online
marketing presence and
sales tools

=Telesales capabilities
with 11-touch collateral
support
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Individual Plan Direct Marketing Channels

Share of spend by channel

» Paid Search
(SEO/PPC)

® Direct Mail (Former
Member)

= Web Purchased
Leads
= Direct Mail

= e-Mail

= Mobile
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Exchanges — Consumer marketing success factors

= Awareness of subsidies and Exchanges

QLIEN BICE QUE NECESITOUN GIMNASIO

PARA'HACER EJERCICIO.

= Direct marketing
— Reinforcing the value of coverage

— Positioning your brand
— Target marketing

= Linguistic and cultural focus
— In language support )
— In culture SpOkeS people Y .. ‘-EUEWDNE SMILES .: ,

INTHE SAME LANGUAGESS

— Social media




Exchanges — Enroliment success factors

HIX Objectives Leverage Health Plans Simple and Easy

| Re-enroll current members
Transition current enrollees HIX enrollment process

. Enroll the newly eligible —
Enroll the newly eligible Eligibility systems

Transitions across coverage
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