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October 20, 2022

Unwinding the Medicaid 
Continuous Coverage Protection

Part 10:
Communications



Today’s Agenda and Speakers
• PHE Extended
• Communications research and 

best practices
• State communications strategies 

from the 50-state tracker
• Advocates communications 

efforts in Texas and Florida
• Q & A

• Georgetown CCF
– Tricia Brooks
– Allexa Gardner

• CBPP 
– Farah Erzouki

• GMMB
– Sarah Whitworth

• Texans Care for Children 
– Peter Clark

• Florida Health Justice Project
– Alison Yager
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1 2 3 4 5 6 7 8 9

States initiating and completing renewals and processing disenrollments
States only 
completing 
renewals10 12 13 1411

Month 1 State may 
initiate renewals in 
December to begin 
12-month unwinding 
period. States may 
also delay start to 
January or February. PHE ends

January 
11, 2023

Month 12: 
Last month to 
initiate 
unwinding-
related 
renewals
January 2024

Month 14: Last 
month to complete 
all unwinding-
related E&E actions
March 2024

1st Date for 
Disenrollment
February 1, 
2023

60-day 
notice 
November 
12, 2022

Unwinding Timeline if PHE Expires after the October Extension

State Renewal 
Report Due 45 

days prior to 
end of PHE 

Baseline data report due  the end of 
the month prior to the end of the PHE; 
and on 8th of month throughout the 
unwinding period



Current Environment
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Goals and Audiences
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Objective:
Maximize coverage and continuity

Goals:
• Drive renewal completion

• Minimize procedural denials
• Transition to other sources of coverage

Audiences:
Medicaid- and CHIP-eligible 
individuals, children, families 



Enrollee Research Insights:
Low awareness of “Public Health Emergency” 

• The phrase “public health 
emergency” is confusing to 
consumers. 

• Many just assume it refers to the 
pandemic.

• It is particularly frightening 
terminology for Spanish-
speaking participants. They are 
not sure what it means for them.
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“I didn’t know what they were talking about... I don’t 
know what the public health emergency is? What are 

they talking about? The pandemic?”

Source: PerryUndem, Insights from Two Focus Groups: Medicaid Unwinding (February 2022).
PerryUndem, Insights from Focus Groups: Testing Materials to Prepare Medicaid Enrollees to 
Renew (August 2022).  

“What is the public health emergency? That confused me. 
Maybe this (information) is not for me... maybe it is only for 

those who signed up due to a public health emergency.”

“It says the public health emergency is over.... that you are 
going to lose your Medicaid. But I don’t think the emergency 

is over–not really –we still have COVID.”

“I didn’t need to know anything about a public health emergency. 
I just need to know the rules changed for Medicaid.”



Enrollee Research Insights:
Communications Preferences 

• Most want to receive important info about Medicaid 
renewal through email or regular mail.

• Many also want Medicaid to use multiple 
communication methods about renewal – mail, text, 
app, phone, email.

• Most said they think information should come from the 
state agencies and they see that as an official source. 

• But they also want to hear about renewal from many 
sources in addition to the Medicaid agency.

• A few noted that email is not the best way to 
communicate about renewal (they receive many spam 
emails and are afraid they could delete the notification 
thinking it is a scam).
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“I feel like if I got a text, that would be easier...it’s 
faster and easier...if there aren’t delays in mail.”

Source: PerryUndem, Insights from Two Focus Groups: Medicaid Unwinding (February 2022).
PerryUndem, Insights from Focus Groups: Testing Materials to Prepare Medicaid Enrollees to Renew (August 
2022). 

“I would prefer email and text. Last year I received 
something a week after it was sent...and then I 

only had a week to renew, and it was very rushed.”



Enrollee Research Insights:
Renewal

• None seem aware that this next renewal period 
is particularly important or that they could lose 
coverage. There is low awareness that renewal 
rules have changed and will again.

• The majority say they have not had difficulties 
renewing Medicaid in the past – the process is 
straightforward – but some acknowledge getting 
notices late and concerns about contacting
agencies.

• There is no common terminology for this 
process.

• Most enrollees said they knew they were 
supposed to inform Medicaid if their address 
changes.
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Source: PerryUndem, Insights from Two Focus Groups: Medicaid Unwinding (February 2022).
PerryUndem, Insights from Focus Groups: Testing Materials to Prepare Medicaid Enrollees to Renew (August 2022). 

“(Renewal) notices are hit or miss. They are 
supposed to come early but sometimes I get them 
late and my coverage lapsed as a result. I hadn’t 
even received the notice and they cut me off for 

not getting my information in on time.”

“Normally the process is easy but the last time it 
took 2 months. I had a lapse in benefits. 

(Medicaid) said they didn’t have staff. I had sent in 
all of the information... then I had to keep calling. 
It is a long, tedious process because they were 

understaffed.”



Enrollee Research Insights:
Knowledge gaps on coverage options for non-Medicaid eligible 

• Awareness of the Marketplace exists, but 
knowledge gaps need to be addressed.

• Few knew they could receive financial 
assistance to pay for coverage through 
the Marketplace based on their income. 
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Source: PerryUndem, Insights from Two Focus Groups: Medicaid Unwinding (February 2022). 

“I wouldn’t (go to the Marketplace). I’ve used 
the Marketplace and the amount that I was 
having to pay was so steep. If I didn’t have 
Medicaid or a job that provided it, I wouldn’t 

have insurance.”

“I had an aunt who didn’t qualify for Medicaid, 
so I helped her through the Marketplace 

process, and they basically paid for everything. 
So, in the future, I would feel good about it 

being a good option.”



Taking a Phased Approach 
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Get Ready

Objective: Medicaid/CHIP enrollees are 
informed of coming changes, update their 
addresses

Primary Audiences: Navigators and 
assisters, enrollees who will need to take 
action to stay enrolled

Renew

Objective: Medicaid/CHIP enrollees 
understand how to re-enroll and take 
steps to do so; non-Medicaid eligible 
individuals transition to new coverage

Primary Audience: all enrollees, non-
Medicaid eligible uninsured individuals



Key Message: Update Your Address 
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If you have Medicaid health insurance and you’ve moved 
within the last 3 years, make sure Medicaid knows how to 
contact you in case of changes to your coverage. Visit [URL] 
or call [NUMBER] to update your address today.

If you have Medicaid health insurance, make sure your 
current address and contact information are on file so that 
important information about your coverage gets to you. Visit 
[URL] or call [NUMBER] to update your contact information 
today.



Key Message: Renew Your Coverage
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This is [MEDICAID/CHIP AGENCY] with a reminder that it’s time to renew your 
Medicaid health insurance. Go to your online account or look for a notice in the 
mail with the steps you need to take now to keep your coverage. For more 
information, visit [WEBSITE URL]. Your Medicaid/CHIP health insurance will end 
on [DATE] if you do not respond by [DATE].

state messaging

advocate messaging

Have coverage through [MEDICAID/CHIP AGENCY]? Renewals are coming! 
[VISIT ONLINE ACCOUNT/CALL] or look for a notice in the mail with the steps 
you need to take now to keep your coverage. For more information, visit 
[WEBSITE URL].



Renewal Messaging for Kids and Pregnant Women

Focus on enrollees who are:
• Pregnant or postpartum 
• Children

13



Key Messages: Coverage Transitions
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Focus on those no longer eligible for Medicaid and provide information about CHIP 
coverage for kids as well as Marketplace coverage and financial help for adults.

No longer eligible for Medicaid? Visit [STATE 
MARKETPLACE/HEALTHCARE.GOV] for financial assistance to lower the 
cost of your health plan. 4 out of 5 enrollees can find plans that cost less 
than $10 a month. All plans cover things like Rx drugs, doctor visits, 
hospital stays, mental health services, and more. Visit [STATE 
MARKETPLACE/HEALTHCARE.GOV] or call [NUMBER].

Parents: are your kids no longer eligible for Medicaid? Most can still be 
covered through CHIP/[STATE PROGRAM NAME]. For details, check 
your Medicaid notice or call [NUMBER].



Surrounding Enrollees With Messages
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Enrollees

Mail

Email

Text 
Messages

Paid 
Advertising

Earned 
Media

Stakeholders

Digital

• Reinforce messages coming from state
• Fill in the gaps where state may not be 

reaching enrollees



Working With Organizational Partners
Frontline Organizations
• Pharmacists
• Community health centers
• Hospitals
• Managed care plans
• Assisters and navigators
• Eligibility and call center workers
• 211 help lines
• CHIPRA outreach grantees
• Tribal organizations
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Other Partners
• State associations/chapters
• School nurses and school-based health 

centers
• Resource centers
• Head start programs
• Childcare assistance
• Food banks
• Organizing projects
• Foundations
• Faith organizations
• Local community-based organizations



What are States Doing? 

• Materials targeted to a range 
of stakeholders 
– Enrollees 
– Providers 
– MCOs 
– Third party organizations like 

assistors and advocates
• Encouraging members to opt 

into text alerts and to ”go 
paperless”

• Phased communications 
strategies 
– Phase I: update contact info
– Phase II: check your mail 
– Phase III: complete your renewal 

form 
• Some states only have a few 

graphics or flyers available 
rather than a comprehensive 
toolkit 
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Summary of State Communications Materials 
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25

8
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No Resources Only Social Media Posts and/or Graphics Comprehensive Toolkit

A comprehensive 
toolkit includes sample 
messages, graphics 
(flyers, posters, etc.), 
and social media 
assets 



Communications Materials Available

• Template messages
– Social media posts
– Graphics, flyers, posters, etc.
– Call center scripts and on-hold 

messages 
– Email and newsletter content 
– Sample texts 

• Attention-grabbing mail and 
outreach materials 
– Colored letters 
– Distinct envelopes or eye-

catching text
• Accessible and multi-lingual 

information 
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State Examples: Comprehensive Toolkits 

• Clear framework for outreach 
and trusted messengers

• Variety of social media posts 
and related graphics

• All messages and graphics 
available in English and 
Spanish

• Includes contact information 
for navigators 

• Phased communications with 
key messages 

• Separate social media toolkit 
– Messages provided for different 

audiences (MAGI versus non-
MAGI) 

– Information about MCO outreach
• Sample notices for various 

actions (renewals due, 
termination, request for info)
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North Carolina Washington



State Examples: Social Media and Graphics
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State Examples: Attention-Grabbing Campaigns
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New Hampshire Vermont Alabama



State Examples: Physical and Linguistic Accessibility
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Identifying Audience for Each Comms Activity
Potential audiences:

 Texans enrolled in Medicaid?
 Policymakers / policy insiders?
 Enrollment assisters, community organizations, providers?

Depends on:

 The organization’s strengths (Who is on your email list? Who follows you on social?)
 The messaging goals
 The hook

Determines:

 Message (e.g., focus on the state’s role or what consumers should do?)
 Tactics/activities/platforms (e.g., op-ed vs TV news)
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Targeting Policymaker / Policy Insider Audience
How:

 Earned media and social media
 Meetings and hearings
 Letters to state agency and blogs

Hooks:

 New extensions of PHE
 Letters to state agency
 Hearings
 Anytime we talk about health coverage (e.g., new uninsured numbers)
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Messaging for Policymaker / Policy Insider Audience

Our messaging all year:

 Don’t kick eligible kids off health coverage
 State leaders are responsible/accountable

 They need to fix current delays and put a good PHE plan in place
 There are concerns about the state’s plan for end of PHE

Added last few months:

 PHE policies are great for Texans – more health coverage, more health 
funding
 Neutralize possibility of Texas pulling out — but without mentioning that option

26



Our Message About October Extension
Focused on policymakers/policy debate but includes consumer message:

• This is great news!

• Feds gave Texas more time to get ready
• Health coverage for kids and moms continues
• Funding continues

• This could be the last extension.

• Texans should update their addresses.
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Our Message for November If We Learn PHE is Ending

Pivot to focus on consumers — but include message holding state accountable:

 A deadline is now looming for Texans enrolled in Medicaid.

 To avoid losing health coverage:
 Update your mailing address
 Respond to the renewal applications

 Texans no longer eligible can try CHIP and HealthCare.Gov.

 Texas leaders are responsible for making sure eligible kids don’t get kicked off their 
health coverage.

28



Advocates Filling in the Gaps
Recognizing the Void

 FL is one of the 25 states that have not put out any public-facing materials

Targeting Those Who Need to Know and Those Who Can Help:

 Advocates
 Consumers
 Providers
 Payers
 Electeds
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Content Creation
Created PHE Unwind Webpage

 https://www.floridahealthjustice.org/public-health-emergency.html

Key Information Shared

 Factsheets and Q&As for advocates/providers and consumers
 Targeted factsheets re. five most impacted sub-populations
 Stories of potentially impacted individuals
 Training video for front-line workers (assisters, case workers)
 Waiting room/office flyer
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Information Dissemination
Social & Traditional Media 

 Periodic social media posts with topline messages in English & Spanish
 Planning: Weekly Reminder posts
 Raise in every interview

Trainings

 Legal services attorneys
 Social services providers
 KidCare coalition
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Sample Media/Pubs
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State Accountability
Regular Communication

 Periodic check-ins
 Agency review of advocates’ drafted publications

Public Meeting(s)

 August convening of high level agency staff, advocates, and Tricia Brooks
 Follow-up meeting being planned
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