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Background 

• Research indicates there are more than 1 million uninsured Californians who 

earn more than 200% of the Federal Poverty Level:  

– A large segment of this uninsured population are young, those ages 18-

30, who are willing to take the risk of not having health coverage. 

• Research suggests the young uninsured assume health coverage is: 

– expensive 

– complicated to understand 

– difficult to purchase 

• Our industry needs to successfully reach this segment by: 

– offering affordable products 

– using language young uninsured understand 

– leveraging media young uninsured interact with - the web 
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Project Goal, Strategy & Tactics 

• GOAL: 

– Leverage the internet to communicate to young individuals about the risk of 

being uninsured, the benefits of health coverage, and a new affordable 

product created specifically for them – the RightPlan PPO 40 

• STRATEGY: 

– Generate Awareness of the need for insurance 

– Stimulate awareness and interest in the new RightPlan PPO 40 product 

• TACTICS: 

– Utilize youth-oriented online advertising in targeted California sites focused 

on the 18-30 year old demographic 

– Link interested users from the ad units to a marketing microsite specifically 

designed for this demographic and product 

– Include in the microsite information on: 

• The high cost of health care 

• Information and rates about the RightPlan PPO 40 product 

• Multiple ways (phone, online forms, etc) for users to send inquiries 
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Metrics for Success 

• To succeed, the RightPlan PPO 40 online advertising campaign must generate: 

– 30,000,000 geo-targeted impressions 

– 30,000 click-throughs to the microsite 

– 6,000 inquiries 
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RightPlan PPO 40 Advertising 

“high overhead” - surfer slang for 

the height of the face of a wave 

[Note: please use Slide Show mode to 

view the animation and text of the ads] 

“gravity… knock you down” - 

biking slang for a biking accident 



Page 6 

RightPlan PPO 40 Microsite 
www.rightplanppo40.com 

Animated Flash 

movie – web site 

tracks which creative 

user has clicked and 

delivers correct flash 

movie based on the 

ad unit (Accidents, 

Bike or Surfer) 

Price call-out 

reinforces 

affordability 

Aggressive use of 

color, fonts and 

animation align with 

this demographic’s 

web experiences 
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RightPlan PPO 40 Right for Me page 

Three accident 

scenarios, based on 

claims information, 

call-out the high cost 

of health care, using 

common accidents 

associated with this 

demographic 

Copy written 

specifically for this 

demographic 

(example – “After all, 

who would you turn to 

if you got a $35,000 

medical bill, your 

parents? Get real.”) 
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Results to Date: 

Well Above Expectations 

• Although the campaign will not be complete until the end of Dec. 2004, the results 

to date (as of mid November) have been well above expectations: 

     Metric       Goal           Actual 
 

Impressions  30,000,000  44,272,627 

Clicks  30,000  93,050 

Inquiries  6,000  10,599 
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Conclusion 

• Goal Accomplished – 

– The goal of leveraging the internet to communicate to young uninsured 

individuals has been accomplished. 

– The higher than expected number of click-throughs indicates the 

message has resonated with the target 

– The higher than expected number of inquiries indicates the online 

medium is an effective tool for reaching the uninsured  

 


