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Introduction Results

Results (continued)
e Kentucky was an early success stories under the Affordable Care Act through its state- e Advertising for kynect fell from an average of 58.8 and 52.3 ads per week during
based marketplace, known as kynect the 2014 and 2015 open enrollment periods, respectively, to 19.4 during the first nine
weeks of the 2016 open enrollment period and none during the last four weeks

e Each additional kynect ad per week during open enrollment was associated with
— 7,973 additional page views for kynect website

* The state sponsored an award-winning multimedia campaign to create awareness and — 390 additional visits for kynect website

educate its residents about the opportunity to gain coverage

— 388 additional unique visitors for kynect website
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e|n 2015, the new administration failed to renew a contract that resulted in the cancellation * Advertising was not significantly associated with calls to the kynect call center
of television advertising for the final four weeks of the 2016 open enrollment period ’ 120
200,000 A :
*\We |leverage this change to identify whether a dose-response relationship exists between i 100 Conclusions
state-sponsored television advertising and information-seeking about health insurance £ o <

5 0000 W 80 & * State-sponsored television advertising was a key driver of information-seeking behavior
> ;o . < in Kentucky during the 2014-2016 open enrollment periods
§ 100,000 ! i & * Our findings add to previous evidence indicating that government-sponsored media

: | ': ot 40 campaigns are associated with increased enrollment for health insurance exchanges

- Just like people, plans Q . 50,000 ' ': Ana i Pagne < . . et
¥ come in all shapes ’ ,. P ‘,- :{ 20 . Reductpns in public outreach efforts could have negative e.ffec.t.s on the individual
b and sizes | YA A market if consumers are uncertain about the continued availability of coverage and
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— .. > o o o e o so-called “healthy procrastinators f§|l to enroll as a result, contributing to lower
kynect A0 SIS L LIPS LN enrollment and potentially a worse risk pool for insurers
Kentucky's Healthcare Connection Month
kynect.ky.gov . .
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Figure 2. kynect advertising and consumer information-seeking behavior
in Kentucky, October 1, 2013-January 31, 2016

* Misconceptions about eligibility and deadlines for enroliment in health insurance
coverage are barriers to having all eligible individuals covered

: . : * Given the uncertain future of the ACA and the individual non-group market for
Table 1. Marginal effects of kynect advertising during open enroliment , , , o o ,
Methods on information-seeking behavior in Kentucky, October 1, 2013-January 31, 2016 health insurance in the United States, our findings indicate that state-sponsored media

Figure 1. Sample kynect advertisement

campaigns can be an effective strategy for encouraging information-seeking behavior
.. : : Average marginal effect
e Advertising data from 10 media markets across Kentucky was obtained for October 2013 Outcome (95% anﬁdengce interval)
through January 2016 from Kantar Media/CMAG through a partnership with the Wesleyan
Media Project Calls —26.7
o State-level information-seeking was derived from reports made by the Office of the =93.4,40.0)
Kentucky Health Benetit Exchange to the Centers for Medicare and Medicaid Services 5 97 gk
obtained via public records request Page views (3.462.0 12.483.8)
* Policy variable — state-level population-weighted average count of kynect ads per week
® Outcomes — 1) calls to the kynect call center, 2) page views (number of individual Visits (133920'5):; ) Kentucky’s Healthcare Connection
pages viewed), 3) visits (including repeats from the same IP address), 4) unique visitors o
(excluding repeats) for the kynect web site 387 Gx -
, , , , . Unique visitors 296.9 ' 37
* | inear regression models used to describe how changes in kynect advertising volume (226.9, 548.2) n s s 5 Sttt s St S
affected these outcomes, adjusting for other advertising (healthcare.gov, insurers,

* 5<0.05, ** p<0.01
insurance agencies, nonprofits, and other state governments), open enrollment periods,

Models also controlled for weekly advertising volume for other five sponsor types (healthcare.gov, insurers, insurance agencies, nonprofits, other - -
. . o . state governments) and their interaction with indicator for open enrollment, indicators for last two weeks prior to, first two weeks of, and last two Figure 3. Sample kynect advertisement
and other relevant time periods (e.g., week of Thanksgiving, week of Christmas, etc.) weeks of open enrollment period, and number of days in reporting period.
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