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ANNOUNCEMENT OF CLOSED SESSION
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IN MEMORIAM AND APPRECIATION 

FOR MAYOR OF SAN FRANCISCO, ED LEE
(MAY 5, 1952- DEC. 12, 2017)



COVERED CALIFORNIA BOARD CALENDAR: 2018
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ÅFebruary  (no meeting)
ÅMarch 15
ÅApril 24 (possibly no meeting) (Tuesday)
ÅMay 17
ÅJune 14
ÅJuly 19  (possibly no meeting)
ÅAugust 16
ÅSeptember 13 (possibly no meeting)
ÅOctober 11
ÅNovember 8
ÅDecember 13 (possibly no meeting)



MEETING OVERVIEW
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ÅExecutive Directorôs Report
o Open Enrollment Update
o Federal Policy Update

ÅCovered California Policy and Action Items
Discussion
o Proposed Standard Benefit Design
o 2019 Qualified Health Plan Certification Policy
Action
o Covered California for Small Business (CCSB) Eligibility 

and Enrollment Emergency Regulations Readoption and 
Permanent Rulemaking Authorization



OPEN ENROLLMENT UPDATE

5



2018 OPEN ENROLLMENT:

PROGRESS FOR NEW SIGN UPS

220,000
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Individuals have selected health care plans as of December 15, 2017

Note: Stay tuned for release of enrollment figures on January 22, 2018.



2017 RENEWALS

1.2 million
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Individuals went through renewal. Approximately 43% actively renewed. 

Renewal rate very similar to 2017. 



SOULS TO ENROLL CHURCH VISITS
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MARTIN LUTHER KING JR. DAY PARADE
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MARTIN LUTHER KING JR. DAY PARADE

10



YOUôRE INVITED! 
LAST DAY OF 2018 OPEN ENROLLMENT

&
MEDIA EVENT

CELEBRATING FIVE YEARS OF SUCCESSFUL OPEN ENROLLMENTS 

CHANGING CALIFORNIA ~ CHANGING LIVES!

Covered California
1601 Exposition Blvd.

Sacramento, CA 95815

10:30 am on January 31, 2018
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FEDERAL UPDATE
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THE ROLLER COASTER FOR CONSUMERS CONTINUES
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A new Covered California analysis provides a brief summary of what occurred in 2018 and 

an overview of the potential impacts for 2019, along with a review of some of the major 

mitigating policies that could be adopted: 

ÅIssuers and states faced considerable challenges in 2018 due to federal policy changes 

and uncertainty (e.g., the removal of direct federal cost-sharing reduction funding). 

ÅReduced marketing and outreach for the federally-facilitated marketplace began in the 

final week of Open Enrollment 2017 and has continued into Open Enrollment 2018.

ÅThe 2019 plan year has the potential to be just as uncertain and volatile as 2018 due to 

major policies changes that include: 

o The removal of the individual mandate tax penalty;

o The potential continuation of reduced marketing spending for the federal marketplace; and 

o Implementation of association health plans and short-term, limited-duration plans. 

ÅStatewide average premium increases in 2019, absent federal policies to stabilize these 

markets, could range from 15 to 30 percent, but could be higher for some carriers.

ÅAction on three federal policy options in early 2018 could significantly mitigate the 

potential 2019 rate increases:

1. Funding state-based invisible high-risk pools or reinsurance programs

2. Restoring marketing and outreach funding

3. Reinstituting the health insurance tax ñholidayò for 2019

For more information, see: http://board.coveredca.com/meetings/2018/01-18/CoveredCA-Roller_Coaster_Continues_1-18-18.pdf

http://board.coveredca.com/meetings/2018/01-18/CoveredCA-Roller_Coaster_Continues_1-18-18.pdf


PREMIUM INCREASES DIRECTLY IMPACT THE 6 MILLION 

AMERICANS WHO DO NOT RECEIVE SUBSIDIES 
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Total individual market of 15 
million people

9 million

with 

Subsidy

6 million

Without

Subsidy

Who are the unsubsidized: 

Å Unsubsidized consumers have an 

estimated median income of $75,000, 

compared to an estimated median income 

of $66,000 for all individuals aged 19 to 64.

Å Most are NOT high income individuals and 

the existing premiums are struggle for 

many

For more information, see: http://board.coveredca.com/meetings/2018/01-18/CoveredCA-Roller_Coaster_Continues_1-18-18.pdf

http://board.coveredca.com/meetings/2018/01-18/CoveredCA-Roller_Coaster_Continues_1-18-18.pdf


REDUCED FEDERAL MARKETING IS ASSOCIATED 

WITH A DOWNWARD TREND IN ENROLLMENT

15

Å Reduced marketing and outreach for states served by the federally-facilitated marketplace began in 
the final week of Open Enrollment 2017 and continued into Open Enrollment 2018. 

Å Total enrollment in the federally-facilitated marketplace (FFM) in 2018 closed with 8.7 million, down 5 
percent compared to 2017, and representing a 9 percent decline from the 2016 level. 

Å It is likely the declines in enrollment ñoff-exchangeò were even larger, since those populations felt the 
full brunt of high premium increases, while for 2018 those receiving subsidies experienced on average 
premium decreases. 

Å To the extent a risk pool is shrinking, it is very likely to be getting ñless healthyò and more expensive 
for all those insured, especially for the 6 million unsubsidized individuals who do not receive the 
Advanced Premium Tax Credit to offset the premium increases. 

Annual Enrollment: FFM and Covered California ï2015 to 2018

Total Plan Selections 2015 2016 2017 2018

Federal Marketplace 8,838,291 9,625,982 9,201,805 8,743,642

Covered California 1,412,200 1,575,340 1,556,676 *

For more information, see: http://board.coveredca.com/meetings/2018/01-18/CoveredCA-Roller_Coaster_Continues_1-18-18.pdf

http://board.coveredca.com/meetings/2018/01-18/CoveredCA-Roller_Coaster_Continues_1-18-18.pdf


PREMIUM INCREASE DRIVERS FOR 2019
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PREMIUM INCREASE DRIVERS

Low Medium High

Premium Drivers on Top of Medical Trend 8.6% 14.7% 23.2%

Individual Mandate Premium Impact 8% 10% 13%

2018 Enrollment Change Premium Impact -2.3% 1.3% 6.3%

2019 Ongoing Marketing Reduction Premium Impact 2.6%* 2.6% 2.6%

Short-Term and Association Health Plans 0.3% 0.8% 1.3%

Medical Trend 7% 7% 7%

Total Potential 2019 State-Level Premium Rate Increase 15.6% 21.7% 30.2%

Estimates reflect potential state average increases; some states and individual carriers could be higher or lower. Premium 

estimates reflect gross premiums and would be fully born by the 6 million Americans who do not receive subsidies.  For those 

who receive subsidies, premium increases would likely be far less. 

For more information, see: http://board.coveredca.com/meetings/2018/01-18/CoveredCA-Roller_Coaster_Continues_1-18-18.pdf

http://board.coveredca.com/meetings/2018/01-18/CoveredCA-Roller_Coaster_Continues_1-18-18.pdf


FEDERAL POLICY ACTIONS THAT COULD MITIGATE 

2019 PREMIUM INCREASES

17

OPTIONS TO MITIGATE PREMIUM INCREASES

Low Medium High

Reinsurance (see Covered California reinsurance analysis*) -9% -12% -16%

Gross reinsurance funding level (billions) $12 $12 $12

Net federal cost of reinsurance (billions) $5 $5 $5

Enhance Marketing and Outreach 0.0% -2.3% -4.2%

Health Insurance Tax Holiday -1% -2% -3%

Estimates reflect the range of how each stabilizing policy would affect states based on their circumstances. The effect on 

premiums in some states for individual carriers could be greater. 

*For more information, see: http://hbex.coveredca.com/data-research/library/CoveredCA_Reducing_Premiums_1-10-18.pdf

For more information, see: http://board.coveredca.com/meetings/2018/01-18/CoveredCA-Roller_Coaster_Continues_1-18-18.pdf

http://hbex.coveredca.com/data-research/library/CoveredCA_Reducing_Premiums_1-10-18.pdf
http://board.coveredca.com/meetings/2018/01-18/CoveredCA-Roller_Coaster_Continues_1-18-18.pdf


BOTH NEWS COVERAGE AND ADVERTISING 

PROMPT ACTION BY CONSUMERS
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Covered California survey research has found that exposure to news and advertising were BOTH  associated with a high rate of 

discussing health insurance with friends and family, thinking about purchasing insurance, or looking for more information on 

CoveredCA.com. 

Source: NORC at the University of Chicago. 2015. ñCovered California Overview of Findings 

from the Third California Affordable Care Act Consumer Tracking Survey.ò Oct. 22. 



Health Care Press Coverage
2017 Enrollment Period vs. 2018 Enrollment Period

Prepared for Covered California
January 22, 2018
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Key Findings

When looking at October 1 - December 15th Year-over-Year (2016 vs. 2017), coverage volumes, total impressions were 
higher in 2017. 

²ƘƛƭŜ ¢ǊǳƳǇΩǎ ŀŎǘƛƻƴǎ ŘǊƻǾŜ ƴŜǿǎ ƴŀǘƛƻƴŀƭƭȅ ŀƴŘ ƭƻŎŀƭƭȅ - that news spurred calls to action for enrollment in media markets 
across the nation.  

ω²ƘŜƴ ŎƻƳǇŀǊƛƴƎ ƛǘ ǘƻ Ŧǳƭƭ h9п όǘƘǊƻǳƎƘ WŀƴǳŀǊȅ омΣ нлмтύΣ ŎƻǾŜǊŀƎŜ ƻŦ ǘƘŜ ǇƘǊŀǎŜ ΨŜƴǊƻƭƭƳŜƴǘ ǇŜǊƛƻŘΩ ǿŀǎ ƘƛƎƘŜǊ ƛƴ h9р ŎƻǾŜǊŀge,despite the shorter 
time period. 

/ƻǾŜǊŀƎŜ ƻŦ ΨŜƴǊƻƭƭƳŜƴǘΣΩ ΨŜƴǊƻƭƭƳŜƴǘ ǇŜǊƛƻŘΩ ŀƴŘ ΨŘŜŀŘƭƛƴŜΩ ƛƴŎǊŜŀǎŜŘ ōȅ ро҈Σ мнр҈ ŀƴŘ мнф҈Σ ǊŜǎǇŜŎǘƛǾŜƭȅΣ ¸ŜŀǊ-over-
Year.



21

0

1,000

2,000

3,000

4,000

5,000

6,000

7,000

8,000

9,000

0

1,000

2,000

3,000

4,000

5,000

6,000

7,000

8,000

9,000

Source: TrendKite 

National coverage: When looking at October 1 - December 15th Year-over-Year (2016 vs. 
2017), coverage volumes, total impressions and social shares were higher in 2017

Coverage Volume Overall OE4 Enrollment 

N= 247,177

Coverage Volume Overall OE5 Enrollment  

N= 172,211 to -date as of January 11, 2018 

Total Volume: 120,476 
Total Impressions: 304,035,831,421
Total Social Shares (Amplifications): 11,802,057

Total Volume: 126,701
Total Impressions: 264,971,001,985
Total Social Shares (Amplifications): 12,566,309

Total Volume: 141,040
Total Impressions: 354,920,648,539
Total Social Shares (Amplifications): 12,281,738

Total Volume: 247,177
Total Impressions: 569,006,833,406
Total Social Shares (Amplifications): 24,368,366




