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COVERED CALIFORNIA 2025 BOARD MEETING DATES
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All meetings will be held at Covered CA Headquarters,
 1601 Exposition Boulevard, Sacramento.  

Unless otherwise notified, meetings will begin at 10:00 am and are held on the   
third Thursday of the month.

January 16

February 20 

March 20 * 

April 17

May 15  

June 3 

July 28 

August 21 

September 18  

October 16 * 

November 20 

December 18 *

*Possibly no meeting
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December 17 *
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❑ Executive Director’s Update

❑ State and Federal Policy/Legislative Update

❑ Data and Research
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RETENTION

Without Congressional action to renew these subsidies 
past December, most Covered California consumers 
will face significant premium increases averaging 97%, 
putting as many as 400,000 individuals at high risk of 
disenrollment and loss of coverage.

To mitigate the effects of this potential loss of 
affordability and maximize member retention: 
▪ Focus on the entire customer journey – from 

Member Welcome to Renewal
▪ Identification of high-risk members – 

segmentation based on risk of disenrollment
▪ Tailored outreach – personalized information on 

subsidies received, upgrade renewal notice
▪ Enhanced agent & enroller support – providing 

more information to provide service center agents & 
enrollers with ability to tailor conversations to 
member needs based on risk & need

 

Since March, all Covered 
California divisions have 
been collaborating on an 
Enterprise Retention 
Strategy to address the 
planned expiration of the 
Federal EPTC subsidies on 
December 31, 2025.

Executive Director’s Update

Comprehensive Approach
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Welcome / Welcome Back

▪ What’s new for the next coverage year

▪ Update your consent

▪ Time to renew pre/during

▪ Nudges for no or passive action

▪ Choice error, new member and prior member

▪ Crosswalk

▪ Support of all PERD notices

▪ Deadline reminders

▪ Health/dental plan discontinuations

▪ Awareness of tax penalty

▪ How to get help

Renewal

▪ Welcome/Welcome Back

▪ Covered services

▪ How to change your doctor

▪ Free services

How to Use Your Plan

▪ How to change your doctor

▪ Tips for using coverage

▪ How to schedule preventive care services

▪ Health literacy

▪ How to get help

▪ Who to contact for what

Getting The Most Out of Your Plan 

▪ Health tips

▪ Follow us on social media

▪ How to get help

▪ Where to find your tax documents

▪ Inclusion of using Certified Enrollers if used in the past

▪ Value of health insurance

Enhanced Support & Offerings

▪ Questions on coverage, billing, escalations 

▪ Support of ad hoc policy notices

▪ Audiences that qualify for specify program, such as PopHI

▪ Policy change communication

Retention often focuses on the Renewal phase, however that is only one element of a member’s full 
experience with Covered California. To maximize Renewal, Covered California is focusing on the whole 
consumer journey.

Newly selects 
a Health Plan

Desired enhancements ▪ Tailor with utilization data

▪ Further test impact via 

language – expand beyond 

English/Spanish

▪ Year in review ▪ Incentives

Customer Journey – From Member Welcome to Renewal

6



Covered California • November Board Meeting

RETENTION PROFILE

We are tailoring outreach to those at greatest risk of 
going uninsured, and to facilitate more personalized 
and relevant experiences to members including 
interactions with Service Center CSRs and Certified 
Enrollers.

Retention profile segmentation is based off: 
▪ Financial impact – EPTCs and premiums
▪ Demographic data – Age, household size, income
▪ Utilization – Healthcare utilization & engagement

At greatest risk of going uninsured: consumers who 
are younger, single households, those with Bronze or 
Catastrophic plans, and those with large net premium 
increases​.
 

Covered California has 
developed a retention 
profile that enables 
outreach divisions to 
better serve Members and 
tailor Renewal messaging 
to key segments.

Executive Director’s Update

Providing tailored experiences
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SCRs will be provided a whisper at the start of a call that will help them to 
address the specific needs of members from each Retention Segment. 
The segment classification helps SCRs approach renewal-related calls with 

empathy and kindness.

S E R V I C E  C E N T E R

Retention Segment B
Retention Segment A

Healthcare is more 
confusing than ever

Segment A Segment B Segment C Segment D

2026 Premium Stays at $0
CTA: Good news, renew

Premium May Increase 
Up to $100 

CTA: Stay covered

Premium May Increase 
Over $100, Bronze Plan

CTA: Promote Value

Premium May Increase 
Over $100, Can Switch
CTA: Shop, Switch Tiers
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SERVICE CENTER UPDATE 
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❑ COMPARING OCTOBER 2025 VS. 2024 CALL STATISTICS

❑ The total Calls Offered decreased from 2024 by 10%.

❑ Calls Handled decreased from 2024 by 13%.

❑ The Abandoned % increased from 2024 by 23%.

❑ Service Level decreased from 2024 by 2%.

*For 2024, Comparable: Some data may be unavailable due to AWS system transition.

Year Calls to IVR
Calls Offered 

to SCR
Abandoned 

%
Calls 

Handled
ASA AHT

Service Level 
%

2025 326,586 201,900 9.66% 179,399 0:08:24 0:22:24 39.97%

2024 312,303 224,489 7.87% 206,813 0:02:47 0:21:50 40.71%

Percent
Change

5% 
Increase

10% 
Decrease

23% 
Increase

13% 
Decrease

202% 
Increase

3% 
Increase

2% 
Decrease



CONSUMER SENTIMENT 
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General sentiment

Consumers are generally shocked, concerned, hesitant, or downcast about the new premium costs but often feel complacent and 
resigned to renewing their plans due to limited alternatives.  

Distress over rate increases

Many consumers are anxious or upset about the premium increases for 2026, citing affordability issues due to rising costs of living (e.g., 
rent, food, etc.) alongside higher health insurance rates. One consumer expressed frustration  regarding the increase and stated they 
are “near to nothing” already and cannot afford to pay full price without the subsidies. 

Inquiries about terminations and alternative options

Consumers are asking what other options exist for them, particularly those struggling with affordability, even at the Bronze level. Some 
have mentioned potentially having to cancel their coverage altogether.

Mixed reactions to renewal

While some consumers with slight increases are fine with renewing, others feel shocked or hesitant about the new premiums but 
ultimately renew because they feel they have no choice.

Outbound Calls Specifically

Many consumers who initially seem skeptical or uninterested become more engaged after authentication and a discussion about 
renewal timelines, premium increases, and plan options. Those who interact often renew, update their applications, or use Shop and 
Compare. Although there have been some that cancel or choose to wait  to make a change till closer to the end of open enrollment.

**Service Center teams are actively engaging in dialog with consumers to understand how individual situations are impacted by federal changes.
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The Consumer Retention Workspace (CRW) is a new tool launched on 10/11 
in the Enroller Portal that helps track and manage consumer active renewals 

for Plan Year 2026. Over 700,000 household cases were assigned to 
consumers’ delegated enrollers.

O U T R E A C H  A N D  S A L E S
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ENROLLER FEEDBACK
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Consumer Retention Workspace Results

3,000 cases closed so far with enrollers tracking plan changes, cancelations, renewals, eligibility changes, and consumers they have been 
unable to contact. If enhanced premium tax credits (ePTC) are extended, enrollers using the tool will be able to follow up with the 
consumers they have tracked in the tool.

Alternative Tools

Outreach and Sales has conducted campaigns to drive adoption of the new tool with top partners. Many have existing customer 
relationship management tools.

Consumer Stories

Enrollment channel partners have relayed stories of consumers frustrated by the lack of affordability and the impact that the price 
increases have on themselves and their families.

"I have had several clients state they will definitely cancel if the enhanced subsidies are not extended. Most of these folks are just above 
400% FPL and range between 55 and 65 years old. The loss of ePTC is $1k plus in most of these cases. Just devastating." - Agent KH

Enrollers have been actively gathering specific consumer stories and contact information to highlight these consumer impacts in 
communications and public relations campaigns.

Agent Impact

Agents compensated via commissions have shared concerns about enrollment losses impacting their ability to continue to assist 
with individual market health coverage.



P R E L I M I N A R Y  B R A N D  C A M P A I G N  P E R F O R M A N C E

Covered California is achieving unprecedented success in engaging audiences 
through video content achieving 3x our historical video completion rate 

benchmark, marking a significant leap compared to past campaigns. 

THE CREATIVE IS BREAKING 
THROUGH

62%
VIDEO COMPLETION RATE

The percentage of users who choose to 
watch a video ad all the way through instead 
of skipping it. A high completion rate means 

messaging is engaging viewers

148% Higher Than Last Year

2x Higher Than Agency Portfolio  

RESONATING ACROSS 
LANGUAGES

English 72%

Spanish 62%

Cantonese 60%

Mandarin 55%

Korean 62%

Vietnamese 63%

Hindi 66%

Tagalog 60%

VCRLANGUAGE

Data through October 26, 2025 13
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From July through September, the workgroup developed tailored member 
communications educating consumers about their EPTC benefits. In October, the 

workgroup developed an upgraded NOD12 Renewal Notice that addresses 
different segments of consumers and helps them understand their options.

M E M B E R  C O M M U N I C A T I O N S
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Members received tailored renewal emails from the CalHEERS system based 
on their segment profiles. In addition to this, Marketing will work with EQT to 

promote utilization of healthcare services.

E M A I L S -  C A L H E E R S  &  M A R K E T I N G

18



Covered California • November Board Meeting

The Web Team has refreshed the CoveredCA.com homepage with an updated 
design and enhanced functionality, including a prominently placed Find Free 
Local Help button. A specific landing page was launched in June, informing 

customers about Federal Changes to their health insurance.

C O V E R E D C A . C O M
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P R O M O T I N G  U T I L I Z A T I O N  O F  P R E V E N T I V E  C A R E

EQT, Marketing, and Communications & PR are working year-round to help 
promote utilization and reduce health disparities. This is in service to our mission 
and aligned with our goals of ensuring Californians are not only covered but also 

use their benefits to stay healthy.

Breast Cancer Awareness Social Media

Colorectal Cancer Screening Social Media
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Open Enrollment 
Kickoff Update



OPEN ENROLLMENT KICKOFF EVENTS

❑ LA, SF, Sac, SD, Fresno

❑ 16 events spanning 
mainstream, Black/AA, AAPI 
and Latino communities

❑ Key Messaging
▪ OE 2026 is here!

▪ EPTCs and the need for 
Congress to take action

▪ The value and importance of 
coverage

▪ Connectors to Coverage – 
we are ready to help
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OPEN ENROLLMENT MEDIA

❑ Media coverage in most regional print, 
online and broadcast media, including 
ethnic media

❑ Coverage in Black/AA, Chinese, Korean, 
Vietnamese, Latino, Filipino, Hmong, 
LGBTQ+ media, among others

❑ Amplification across segments on 
Covered California socials (IG, Meta, 
LinkedIn)

❑ Representation from community 
advocates, leaders and stakeholders; 
enrollment channel partners, and the 
health care industry
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State and Federal Policy &
Legislative Updates



STATE LEGISLATION
The Legislative Session ended on September 13.  The Governor acted on all bills 
by October 13.  Chaptered bills that directly impact Covered California are: 

❑ AB 224 (Bonta, Chapter 680, Statutes of 2025) and SB 62 (Menjivar, 
Chapter 739, Statutes of 2025) which establish a new Essential Health 
Benefits benchmark plan in California starting in 2027.

❑ AB 91 (Harabedian, Chapter 357, Statutes of 2025) requires state 
departments, including Covered California, to gather demographic data 
regarding the Middle Eastern and North African consumers. 

❑ SB 660 (Menjivar, Chapter 325, Statutes of 2025) Transfers governance 
of the California Health and Human Services Data Exchange Framework to 
the Department of Health Care Access and Information and makes 
compliance with data sharing agreements a condition for entering into 
contracts with Covered California, Department of Health Care Services, and 
CalPERS for the provision of health care services.
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STATE LEGISLATION 
❑ The following bills that directly impact Covered California were either held in 

the Legislature or vetoed by the Governor.  

▪ SB 257 (Wahab): This bill would have added pregnancy to the definition of 
a qualifying life event for the purposes of enrolling in or changing a health 
insurance policy. Vetoed. A link to the Governor’s veto can be found here.

▪ AB 1419 (Addis): This bill would have expanded Covered California’s 
existing authority to automatically enroll consumers who are found 
ineligible for Medi-Cal but eligible for Covered California. Held in Senate 
Appropriations.

27

https://www.gov.ca.gov/wp-content/uploads/2025/10/SB-257-Veto.pdf


FEDERAL UPDATE
❑ September 30 marked the end of the federal fiscal year. With no funding measures 

agreed to in Congress by this date, the federal government entered into what became 
the longest government shut down in history. 

❑ The expiration of enhanced premium tax credits was central to federal appropriations 
discussions throughout a September and remained at the heart of congressional 
negotiations throughout the government shutdown.

❑ During this time, Covered California remained heavily engaged with policymakers and 
the public to share information about the impacts of enhanced premium tax credit 
expiration and the importance of timely congressional action heading into the renewal 
and open enrollment periods.

❑ Covered California conducted numerous national, state, and local media interviews on 
enhanced premium tax credit expiration, held informational webinars for congressional 
and legislative staff, and stakeholders and community partners, and fielded numerous 
request for localized data on enhanced tax credit expiration.

28
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FEDERAL UPDATE 
❑ Covered California also participated in numerous media events and town halls hosted by California 

congressional delegation members designed to inform the public about the impact of expiration, the 
importance of extension, and what consumers should expect heading into the 2026 coverage year. 

❑ On November 12, Congress passed, and the President signed, a package of bills to fund the government 
and end the shutdown. The bills provide funding for certain programs, including the Supplemental 
Nutrition Assistance Program through September 2026, and fund the rest of the government through 
January 30, 2026.

❑ None of the measures passed included proposals related to enhanced premium tax credits.  As such, they 
are still set to expire at the end of December 2025.  

❑ As part of the negotiation to end the federal government shutdown, Senate Majority Leader John Thune 
(R-SD) committed to hold a vote related to enhanced premium tax credits by mid-December. Members in 
both chambers are working on proposals related to extending enhanced premium tax credits.  The 
President has proposed tax credits being distributed directly to consumers, potentially through Health 
Savings Accounts.

❑ Covered California will continue to track federal discussions and inform policy making surrounding 
enhanced premium tax credits, noting there is still time to act to extend them.  
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FEDERAL UPDATE: CMS FINAL RULE

❑ Following the Centers for Medicare & Medicaid Services (CMS) issuance of its final 
Marketplace Integrity and Affordability Rule, two lawsuits were filed challenging its 
provisions. 

❑ As previously shared with the board, on August 22, a federal district court in City of 
Columbus v. Kennedy partially granted a request from a group of cities and advocates to 
temporarily block certain provisions of the rule, which were set to take effect on August 25. 
The court found that the plaintiffs were likely to succeed in their legal challenge, and the 
federal government’s subsequent appeal to implement these provisions during litigation 
was denied.

❑ Since that ruling, on October 1, a separate federal district court issued a decision in State of 
California v. Kennedy, a related case brought by California and other states that, unlike the 
previous case, also challenged the rule’s exclusion of gender-affirming care as essential 
health benefits. However, the court denied the states’ request for a preliminary injunction of 
these provisions, finding that they were unlikely to succeed in the broader legal challenge.
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FEDERAL UPDATE: CMS FINAL RULE (CONT.)

❑ As a result, the federal government remains blocked from enforcing several provisions of the rule, 
including:

▪ The entire failure-to-reconcile policy, which denies advance premium tax credits to individuals 
who fail to file their tax returns and reconcile their income (beyond just the changes introduced in 
the rule)

▪ Requiring additional documentation and no longer accepting self-attestation to verify household 
income information

▪ Allowing issuers to deny coverage to individuals with past-due premiums
▪ Expanding the actuarial value de minimis ranges
▪ Requiring a $5 premium for certain automatic re-enrollees
▪ Imposing stricter eligibility verification for the special enrollment period

❑ For now, the following challenged provisions are moving forward:
▪ Increasing the maximum out-of-pocket limits and updating the premium adjustment methodology
▪ Eliminating the automatic 60-day extension of the time to resolve income inconsistencies
▪ Excluding gender affirming care from essential health benefits

❑ Covered California will continue to monitor developments in and operational implications from both 
cases closely. 
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FEDERAL UPDATE: SHAPING POLICIES IN HEALTH EQUITY

❑ On October 15, Covered California submitted comments to the National Quality Forum in response to 
its draft report on Artificial Intelligence (AI) in healthcare quality measurement. The comments 
emphasized equity, transparency, and cost reduction, advocating for frameworks that eliminate 
financial barriers, ensure equitable access for under-resourced entities, and include patient and 
consumer perspectives. Covered California also called for safeguards against bias and model drift, as 
well as the promotion of open-source methodologies to foster collaboration and reduce proprietary 
silos.

❑ On October 31, Covered California and the California Public Employees Retirement System (CalPERS) 
jointly submitted comments to the U.S. Health Resources and Services Administration (HRSA) 
supporting its proposed updates to the Women’s Preventive Services Guidelines for cervical cancer 
screening. The updates recommend high-risk HPV (hrHPV) testing every five years as the preferred 
method for women aged 30–65, include patient-collected hrHPV testing to improve access, and retain 
co-testing and cytology as alternatives. The comments highlighted patient-collected testing as a vital 
step to increase screening rates in underserved communities and emphasized outreach and 
education efforts to promote health equity and align with professional guidelines. 
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https://hbex.coveredca.com/regulations/PDFs/2025-NQF-AI-in-Quality-Measures-2025.10.15.pdf
https://www.qualityforum.org/en-us/news/nqf-seeks-public-comment-on-ai-in-healthcare-quality-measurement-report
https://hbex.coveredca.com/regulations/PDFs/HRSA_WPSI_Cervical_Cancer_CCA_and_CalPERS_2025_10_31.pdf
https://www.federalregister.gov/documents/2025/10/01/2025-19186/notice-of-request-for-comments-on-draft-recommendations-to-update-the-hrsa-supported-womens
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Metrics We Are Watching
Key indicators help us gauge our impact and refine our open enrollment strategies:

Opt-Out Rates

Many consumers may wait until 
premium deadlines to make a final 
decision at renewal, so we will not 
have a clear picture of final 
retention rates until early 2026. 

However, we are closely monitoring 
calls to the Service Center with 
renewal opt out requests, as well as 
user-initiated terminations of 
2026 enrollments to identify trends 
and gauge opportunities for “win-
backs.”

A jump in the share of active 
enrollments who are downgrading 
from Silver to Bronze may be a 
bellwether of the impact of reduced 
financial help. 

Historically, there are thousands of 
consumers each year who apply, 
are found eligible for financial help, 
but do not complete enrollment. We 
are monitoring this population to 
assess how the new landscape is 
impacting take-up decisions, but 
also to continue to refine our 
outreach to connect these 
consumers to help they need to 
complete enrollment.

Tier downgrades Stalled out consumers
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Public Reporting 
During Open 
Enrollment
A new dashboard product has been released 
to provide fresh updates at 
hbex.coveredca.com.*

The data align to the metrics released publicly 
by the Centers for Medicare and Medicaid 
Services (CMS).

Data will be refreshed weekly and provide 
comparisons to the same week’s data from 
2025.

Users will be able to view key metrics by 
demographics, metal tier and geography.
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* Full dashboard link: https://hbex.coveredca.com/data-
research/dashboards/open-enrollment-and-renewal-
dashboard/ 

https://hbex.coveredca.com/data-research/dashboards/open-enrollment-and-renewal-dashboard/
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https://hbex.coveredca.com/data-research/dashboards/open-enrollment-and-renewal-dashboard/
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T R A C K I N G  A F F O R D A B I L I T Y

The dashboard includes data on advance premium tax 

credits (APTC) and premiums (net of applied tax credits) at 

the individual level. For example, users are able to see how 

gross and net premiums are changing by demographics or 

by enrollees’ share of the Federal Poverty Level (FPL).

Regular Data on Premiums 
and Financial Help

Monitoring New Enrollees 
and Renewals
New sign-ups are reported regularly to CMS and will 

be refreshed on the dashboard. Differences in renewal 

counts may reflect timing of passive renewal 

processes, payment deadlines, and data lags: renewal 

numbers should not be considered complete until 

after the end of Open Enrollment.
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The share of consumers choosing Bronze 
plans is 34% in 2026, compared to only 21% 
for the same week in 2025.

Week 3 Trends:

Metal Tier Choices 
Are Shifting 
Towards Lower-
Coverage Bronze 
Plans
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Consumers with incomes between 400% and 
600% of the Federal Poverty Level (FPL) – who 
are losing access to premium tax credits  – are 
seeing average premiums increase by $368 per 
member per month (From $409 to $777), or 
$4,416 on an annual basis, a 90% increase.

(In 2026, 400% FPL is equivalent to $62,600 for 
an individual and $128,600 for a family of four.)

Week 3 Trends:

Middle-income 
Consumers’ Premiums 
Are Increasing 
Significantly 
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PUBLIC COMMENT
CALL:  (877) 336-4440

PARTICIPANT CODE: 6981308

❑ To request to make a comment, press 10; you will hear a tone indicating you are in the queue 
for comment.  Please wait until the operator has introduced you before you make your 
comments. 

❑ If watching via the live webcast, please mute your computer to eliminate audio feedback while 
calling in.  Note, there is a delay in the webcast. 

❑ The call-in instructions can also be found on page two of the Agenda.

EACH CALLER WILL BE LIMITED TO TWO MINUTES PER AGENDA ITEM

Written comments may be submitted to BoardComments@covered.ca.gov. 

mailto:BoardComments@covered.ca.gov
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QUICK SORT VOLUMES
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SEPTEMBER WEEKLY QUICK SORT TRANSFERS

SEPTEMBER CONSORTIA STATISTICS

Week 1* Week 2 Week 3 Week 4 Week 5
Total 

09/01 - 09/06 09/07 - 09/13 09/14 - 09/20 09/21 - 09/27 09/28 - 09/30

823 852 786 823 495 3,779

*Partial Week – All CoveredCA Service Centers were closed Monday, September 01, 2025, in observance of Labor Day.

SAWS Consortia Calls Offered Service Level % Calls Abandoned % ASA

CalSAWS 2,132 89.96% 1.36% 0:00:25

*CalSAWS = Statewide Automated Welfare System (consortia). November 2023 all SAWS consortiums were combined.  
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IMPROVING CUSTOMER SERVICE
❑ Partnered with Covered California University (CCU) to ramp up Surge Vendor staffing 

for Open Enrollment.

ENHANCING TECHNOLOGY SOLUTIONS
❑ Partnered with Covered California Information Technology (CCIT) on Interactive Voice 

Recording (IVR) retention risk workflow.

STAFFING UPDATES
❑ Vacancy rate of 2.4 percent (2025) comparable to prior year of 5.0 percent (2024).



Covered California for 
Small Business Update



COVERED CALIFORNIA FOR SMALL BUSINESS NOVEMBER 
2025
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GROUP & MEMBERSHIP UPDATE:

❑ Groups: 9,204

❑ Members: 77,770

❑ Average Group Size: 8.4 members

❑ YTD New Sales: 8,843
  *membership reconciled through  10/16/25
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CALHEERS | RELEASE 25.10
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MOBILE EXPERIENCE IMPROVEMENTS

CalHEERS is enhancing the mobile user 
experience by updating seven key tooltips and 
helper text areas, as identified by our partners at 
Code for America. 

These improvements will deliver clear, accurate, 
and helpful guidance in both English and Spanish 
across essential pages, including Basic 
Information, Household Income, Individual 
Information, RAC Renewal, and global assistance. 

By refining this content, CalHEERS is making 
navigation and understanding easier for all users.

Text



DOTCOM | GET STARTED
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REDESIGNED GET STARTED

We’ve streamlined the Get Started process 
by merging the previous Get Started and 
Apply pages into a single, user-friendly 
journey.

Guided by user research, the new page 
features the most relevant information 
and now works seamlessly with the 
homepage, eliminating unnecessary 
repetition.



DOTCOM | IMPORTANT CHANGES
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UPDATED IMPORTANT CHANGES

In partnership with Communications 
Division and Senior Leadership, we have 
refreshed the Important Changes page to 
address the latest federal ACA updates. 

The revised page now offers consumers 
clearer, more detailed guidance tailored to 
their needs.

To help users navigate these complex 
updates with confidence, we incorporated 
best-practice UX strategies, enhancing 
readability, accessibility, and navigation, so 
important information is easier to find and 
understand.



DOTCOM | LET'S TALK HEALTH UPDATES
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HOW COVERED CALIFORNIA WORKS

We’re transforming the Let’s Talk Health 
page into a comprehensive health literacy 
hub that clearly explains Covered 
California’s vital role in connecting people to 
quality healthcare.

By leveraging standardized page templates, 
we’re delivering a more seamless and 
intuitive online experience for consumers, 
while also making our design and 
development processes more efficient.



DOTCOM | MARKETING LEAD CAPTURE
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EMAIL LEAD CAPTURE (POPUP)

Working closely with our Marketing team, 
we’ve reimagined the email sign-up 
experience to make it more inviting and 
user-friendly for site visitors. 

The redesigned popup streamlines the 
process of subscribing for updates, helping 
more people stay informed about 
important Covered California news and 
resources while ensuring the interaction is 
seamless and respectful of users’ time and 
preferences.



HBEX | TABLEAU INTEGRATION
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TABLEAU INTEGRATION FOR EQT REPORTS

Partnering with the EQT and IT Data teams, 
we’ve launched interactive, user-friendly data 
dashboards that are now available to the 
public. 

These dashboards empower users to explore 
and sort information in real time, with data 
updates reflected instantly through Tableau - 
no website refreshes or manual updates 
required. 

This integration makes it easier to access the 
latest EQT insights and make informed 
decisions.
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GENERAL UPDATES AND QUALITY ASSURANCE

The CiCi Chatbot Team delivered key 
improvements:

❑ Ensured consistent and accurate language 
across both English and Spanish knowledge 
bases, enhancing accessibility and user 
experience for a diverse audience.

❑ Increased the frequency of user feedback 
prompts within conversation flows, enabling 
more timely insights and continuous 
improvement based on user input.

❑ Updated content in anticipation of Open 
Enrollment, ensuring that information remains 
current, relevant, and ready to support 
consumers during critical periods.



Outreach and Sales Update
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UNCOMPENSATED PARTNERS SUPPORTING ENROLLMENT ASSISTANCE EFFORTS

ENROLLMENT ASSISTANCE PROGRAM ENTITIES COUNSELORS

Certified Application Counselor 187 1,338

Plan-Based Enroller 12 669

Medi-Cal Managed Care Plan 2 23
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12,534 Certified Insurance Agents
20.3% Spanish
10.2% Chinese 
3.8% Vietnamese
4.3% Korean
18.9% Other Languages

1,371 Navigator: Certified Enrollment Counselors (CEC)
31.7% Spanish
3.8% Chinese
1.5% Vietnamese
0.3% Korean
3.2% Other Languages

1,338 Certified Application Counselors (CAC)
29.9% Spanish
1.7% Chinese
0.3% Vietnamese
0.2% Korean
1.6% Other Languages

669 Certified Plan-Based Enrollers (PBE)
9.6% Spanish
1.5% Chinese
0.7% Vietnamese
0.4% Korean
1.0% Other Languages

23 Certified Medi-Cal Managed Care Plan Enrollers (MMCPE)
21.7% Spanish
4.3% Chinese
4.3% Vietnamese
0.0% Korean
0.0% Other Languages

DATA AS OF OCTOBER 17, 2025
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