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EXECUTIVE SUMMARY

Mathematica Policy Research examined the implertientaf Enroll America’s Get
Covered Academy training program during the thpermenroliment period to describe and
assess the training and follow-up support deliversdito understand partners’ ability to
implement, use, and institutionalize Enroll Ameiscstrategies and tools. The findings in this
report are based on interviews with Enroll Amestaf and a sample of Academy participants
in spring 2016.

Background

Enroll America, established in 2010 as an indepeta®nprofit, nonpartisan organization,
is dedicated to maximizing the number of Americah® enroll in and retain health insurance
coverage under the Affordable Care Act. Enroll Armeetaunched the Get Covered America
campaign in 2013 to find uninsured consumers, mfthvem of their new health insurance
options, and connect them with enrollment assigtavorking with partners to institutionalize
Enroll America’s methods has been part of Enrollekita’s strategies from the beginning, but it
prioritized this effort during the third open erinoént period. With support from the Robert
Wood Johnson Foundation and others, in July 20&BIEAmerica established the Get Covered
Academy, a structured training program focusedqnpping partner organizations to
implement and institutionalize outreach and enrehirefforts. It included in-person training,
follow-up coaching from Enroll America staff membgan electronic resource hub, and access
to ongoing information through monthly national tenence calls during the third open
enrollment period.

Findings

Through the Get Covered Academy, Enroll Americai@t in-person training and follow-
up coaching to 166 partner organizations in 1@stadur study found that:

» Enroll America offered partner organizations tragqon a variety of outreach strategies and
tools, including writing an outreach plan, using@hAmerica’s research-based messaging,
implementing the Connector scheduling tool, andding a coalition.

* Respondents identified four tactics as easieshfsament—messaging, the Connector,
commit cards, and outreach plans—because they easity be integrated seamlessly into
existing work flows. Respondents found practicegieng significant investment of time,
resources, and attendant work flow changes—theegmagram and, for some, the
Connector—more difficult to implement.

» Coaches helped partners work through specific ssand provided feedback on progress,
although the level of support from and specifierof coaches varied. Participants were
encouraged but not required to attend nationalerente calls during open enrollment; over
two-thirds of respondents had attended at least and most found them helpful.

* On average, respondents reported fully implemer@hgercent of the practices on which
they were trained; resource constraints and comgeitiorities limited further
implementation.
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* Respondents valued Academy trainings because ticegdéd exclusively on outreach and
enrollment, although some thought the in-personitrgs could be better customized. A
third of respondents reported fully institutionalig some Enroll America outreach and
enrollment strategies and tools, although most askedged room for improvement.

Discussion

Participants’ positive experiences with the Get €ed Academy support both the proof of
the concept and the existence of a market forrtirihg. Respondents valued the in-person
element of the training because it helped thenmgthen relationships within organizations and
network with other members of their coalitions. Jlaso enjoyed having a coach as a single
point of contact to help them work through challemi@nd provide feedback on their progress.
Knowledge transfer from one organization to anotbelifficult, but respondents were able to
implement much of what they were taught (on aver@@eercent of strategies), and a third of
respondents reported fully institutionalizing pieaé the curriculum into their organizations.

Although Enroll America encourages the adoptiothefr practices in tandem to achieve the
best possible results, the first year of the GateBed Academy suggests that this is not feasible.
Partner organizations have limited resources avergent missions, of which outreach or
enrollment is often a component but not the magu$o Most respondents reported being able to
implement some but not all of the tactics on wtilody were trained, meaning they chose which
to implement based on interest, capacity, and gthen Given that Enroll America carefully
selected the organizations that participated inAtedemy during the first year, it can expect
that organizations attending in future years wallio more likely to implement the program’s
full slate of tools and strategies.

To increase the impact of the Get Covered Academogram, there are some areas where
Enroll America might attempt to strengthen. Thessude:

» Set appropriate expectations for partners prior toacceptance into the Academysuch
as requiring partners to commit to two full daydraining, undertake a good faith effort to
implement what they learned, and fully engage lifolbw-up components of the program.

* Improve customization of the training to the audierre by focusing more on the initial
needs assessment and asking participants to ukeledane pre-planning work in advance.

» Strengthen the role of coacheby investing in more opportunities for in-person
interactions with teams, increasing their capaeitg encouraging all Academy attendees to
participate in follow-up coaching.

» Better integrate and provide equal access to the rradata tracking tools so that they
become a one-stop shop, which could improve pastaéility to collect and manage data
and enable coaches to provide better feedbackrtogoa.

As Enroll America looks to the future, the Get CadeAcademy is the key mechanism by
which it will institutionalize its outreach and efiment tactics within partner organizations and
leave a lasting legacy. This evaluation has shdwrptomise of the Get Covered Academy
model and highlights some of the challenges antholes inherent in training diverse
organizations to take on a set of complex and deimgractics.

Vi
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I. INTRODUCTION

One of the primary goals of the Patient Protectind Affordable Care Act of 2010 (ACA)
was to extend health insurance coverage to thesured by providing them with access to
affordable options through new health insuranceketptaces and by strengthening existing
public coverage programs (U.S. Department of Heatith Human Services 2015). As of 2016,
substantial progress has been made toward thatwitialan estimated 20 million people having
gained health insurance through coverage provisibiise ACA since 2010 (Uberoi et al. 2016).
Yet, even with this progress, nearly 33 million pleoremained uninsured in 2014 (U.S. Census
Bureau 2015). With the political and media focusitng away from health insurance coverage
and these remaining uninsured likely harder tohetiee need for health insurance outreach,
education, and enroliment assistance persist.

Enroll America was established in 2010 as an indéeet, nonprofit, nonpartisan
organization dedicated to maximizing the numbehmiericans who enroll in and retain health
insurance coverage under the ACA. Enroll Americenthed the Get Covered America
campaign in 2013, which uses research-based, daendtrategies to find uninsured
consumers, inform them of their coverage optiond, @nnect them to enrollment assistance. It
also convenes and works with networks of diversepes to bolster these efforts. Enroll
America’s operations are most intense in its nielel fstates, where the organization has offices
and on-the-ground staff, although it uses trairang partnerships to extend its reach to all 50
states and the District of Columbi&revious studies have documented the successful
implementation of Enroll America’s outreach campaiig the first two open enroliment periods
(Hoag et al. 2014; Hoag et al. 2015; Orfield etall5) and its positive impact on marketplace
enrollment in its first year field states during tlrst open enroliment period (Orzol and Hula
2015).

Working with partners to institutionalize Enroll Agmca’s methods has been part of Enroll
America’s strategies from the beginning, but ibptized this effort during the third open
enrollment period. With support from the Robert Wd@hnson Foundation and others, Enroll
America established the Get Covered Academy progmaialy 2015 to train organizations on
its outreach and enrollment campaign practices.@éteCovered Academy is a structured
training program focused on equipping partner ogdions with the skills, knowledge, and
tools to implement and institutionalize outreacl anrollment efforts. During the third open
enrollment period, 166 partner organizations resivaining through the Academy.

A. Purpose of this report

This report examines Enroll America’s implementatad the Get Covered Academy during
the third open enrollment period. The two overanghgoals of this report are to:

1 Enroll America’s nine field states during the thopen enroliment were Arizona, Florida, Georgiéchigan,
North Carolina, Ohio, Pennsylvania, Tennessee Taxas. During the first two open enroliment peridtisois
and New Jersey were also field states. After tlieadithe third open enrollment, Enroll America tsdioned from
having staff on the ground in Arizona and Georgiaupport partners in those states through the atsistance
team.
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1. Describe and assess the training and follow-up aigielivered through Enroll America’s
Get Covered Academy.

2. Understand partners’ ability to implement, use, enstitutionalize Enroll America’s
strategies and tools.

Findings document the structure and developmetiteoGet Covered Academy, partners’
successes and challenges with adopting Enroll Arasrpractices, and the overall perceived
guality and value of the training. The report hastbfunded as part of a larger evaluation of
Enroll America for the Robert Wood Johnson Fouratati

B. Study approach

Mathematica staff interviewed 29 key informantsrirdarch through May 2016, including
five Enroll America staff members and responderdmf24 partner organizations who
participated in the Get Covered Academy. We prap#oethe interviews by gathering and
reviewing literature about the Get Covered Acadenustuding publically available documents
and information supplied by the Robert Wood Johreswh Enroll America staff. We then
developed semi-structured interview protocols ttawbinsights into the design, implementation,
and outcomes of the Get Covered Academy.

We selected a sample of partner organizationstéoview based on a number of criteria,
seeking diversity across characteristics that cpoténtially affect an organization’s ability to
implement Enroll America’s strategies. As discusisedetalil later, these characteristics include
the type of training they attended, the type ofamigation, whether they are located in an Enroll
America field state, and whether they had acce&ntoll America’s Connector (an online
scheduling tool for enrollment assisters). No orgations formally dropped out of the
Academy, but we also asked Enroll America staffrftmommendations on organizations that did
not fully engage throughout the program. We inamad representatives from three of these
organizations to understand barriers to partiogati

All interviews were digitally recorded and trand@d using a professional transcription
service, and the research team reviewed the tigtisas for accuracy and quality. We then
identified the main research themes and overaratongepts and developed a coding scheme
that was applied to all transcript notes in Atias software tool used to manage and analyze
gualitative information. Next, we reviewed and gmall the queries to inform our findings.

Although we sought to identify a study sample twatild closely match the broader
population of Get Covered Academy participants fitheings from the study may not be
representative of the entire population. They mag be limited by recall issues; we interviewed
participants at the end of the program, which veagsal months after the in-person training
session occurred. This could have contributedefample, to difficulty by some respondents to
recall how the Academy may have influenced thedgr afsparticular strategies or tools.

The remainder of the report discusses the mainngsdfrom our interviews with Enroll
America staff and respondents from partner orgdiozs. In Chapter I, we summarize the
development and implementation of the Get Coveread&my, including a discussion of its
origins, structure, and participants. Chapter ditains a discussion on the main outcomes of the
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Get Covered Academy, including the strategies antston which partners were trained, what
they found easiest and most difficult to adopt,dbality of the post-training support
components, and the overall perceived quality aldevof the training. In Chapter IV, we
conclude with a discussion of key takeaways frois téport and recommendations for ways in
which Enroll America could strengthen the Get CedeAcademy in the future.
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Il. GET COVERED ACADEMY DEVELOPMENT AND IMPLEMENTATION

Enroll America developed the Get Covered Acadenogam to train partner organizations
to institutionalize outreach and enrollment besicfices into their own operations. Individuals
from 166 partner organizations in 16 states paaieid in the Academy, which included in-
person training, follow-up coaching with Enroll Area staff members, and access to ongoing
information through monthly national conferencdscdh this chapter, we discuss the origins of
the program, the structure and curriculum develogrpeocess, the application process, and the
study sample.

A. Get Covered Academy origins and time line

After conducting an intense, on-the-ground outrezarhpaign during the first two open
enrollment periods, Enroll America staff felt catéint that the model used in their Get Covered
America campaign was well tested and representstiopactices for health insurance outreach.
They were also beginning to get more requests frommunity partners for training on Enroll
America’s strategies. Although Enroll America stadéid always recognized that their
organization would not be around in perpetuityythegan transition planning more earnestly at
the end of the second open enrollment period. Staff
acknowledged that the shift from being an

As one Enroll America staff member

remarked, “We didn't see this shift
being something that happens with
completely 180 degrees overnight
where we go from an organization that
is running, first and foremost, an
outreach campaign, and then snaps our
fingers and switches 100 percent to just
focusing on institutionalization... We've
always envisioned... the overall
trajectory of the organization as being
two sets of sliding scales. And as one
starts to decrease in importance, the
other one starts to really climb.”

organization primarily focused on running an
outreach campaign to one primarily focused on
training and support needed to be thoughtfully
considered and carefully implemented.

To understand what types of trainings would
be most relevant for partners, Enroll America
fielded an all-staff survey during spring 2015 and
convened an internal work group. The vision for
the Get Covered Academy directly resulted from
those efforts. When compared to Enroll America’s
previous partner trainings, Get Covered Academy
was designed to be a more intense and sustained
experience for partners. Organizations would

participate in multi-day, in-person, workshop-sti&nings focused on developing the skills and
tools needed to run an effective outreach campdifiar being given a chance to learn the
material and techniques, partners would have tiperdypnity to put them into practice during the
third open enroliment with the assistance of a lyigkilled coach from Enroll America, as well
as the support of a network of other organizatishe had also undergone the training.

After developing the idea for Get Covered AcadeEyoll America submitted a proposal
for the program to the Robert Wood Johnson Fouodatunding was approved in July 2015
and rollout began almost immediately thereaftertriéas began applying to the Academy in late
summer 2015 and were notified of their acceptan@arly fall. During this time period, Enroll
America staff developed the Academy curriculum araderials, building on existing trainings
but also creating new trainings based on input fpamners and Enroll America field state staff.
In-person training sessions occurred from Septeitiibeugh December 2015, with the majority
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occurring in October and November. Figure 11.1 shake locations of partners trained through
the Get Covered Academy during the third open éneoit period.

Figure 11.1. Enroll America Get Covered Academy training sessions, third
open enroliment

B Enroll America field state with Get Covered Academy training session(s) (N = 9)
B Enroll America former field state with Get Covered Academy training session(s) (N = 2)
[] Non-enroll America field state with Get Covered Academy training session(s) (N = 5)

Source: Documentation provided by Enroll America, spring 2016.

B. Get Covered Academy structure and curriculum

The Get Covered Academy is an umbrella programitichided three distinct training
opportunities during the third open enrollment péri

1. Endowment trainings (33 trainings, 132 participatirg partner organizations)
Endowment trainings were the largest componerh®f3et Covered Academy and
included (1) in-person training sessions (genetalty days, although some were shortened
to one), (2) follow-up coaching with an Enroll Anea staff member to discuss
implementation and progress (generally by phoneeamail, but in some field states this
was in person), and (3) monthly conference catiflifated by Enroll America staff with
other Get Covered Academy partner organizationmitiol the network and share best
practices and challenges. Partner organizationiéegpio participate in the endowment
trainings. The sessions were free of charge tcetattending, but participants were required
to cover their own travel and lodging expenseapjilicable.
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2. Paid trainings (16 trainings, 20 partner organizatons). Paid trainings arose when a
partner approached Enroll America with a specifning need and had funding to pay for
the training, often out of a Navigator grant. Exdéesppf paid training engagements include
a series of trainings on the Get Covered Connégtblorida and a session focused on
conducting effective outreach in diverse commusiireNorth Carolina. Participants in paid
training programs received follow-up coaching supponilar to that offered through the
endowment trainings, but they did not attend thatimy Get Covered Academy conference
calls. The cost of the training sessions varietehgth, content area, level of curriculum
customization, and whether the organization wagfofit or nonprofit.

3. Texas Academy (one training, 14 partner organizatios). The Texas Academy was
nearly identical to the endowment trainings in tewhcurriculum and structure—
participants received in-person training, follow-egaching, and could participate in the
monthly conference calls. The main difference wafsinding; several Texas-specific
foundations paid for the Texas Academy trainingl partner organizations were asked to
contribute $500 to participate in the program idiidn to covering their travel and lodging
expenses.

Staff from Enroll America’s national training depaent developed primary training
concepts for customization and use at the local Iy the in-state staff (in field states) andestat
assistance regional staff (in non-field states)loeup coaching was provided by the same in-
state or regional staff member who facilitatedttiaeing. Enroll America did not expand its
staff to implement the Get Covered Academy; insteatsting staff ran the sessions, and
training became a more integral part of many stedmbers’ job descriptions. Over the course of
the third open enrollment period, Enroll Americafestimated that one-third of their staff were
involved in the Academy in some capacity, in additio regular interactions with Academy
participants that occurred through existing paghigas.

To develop the Academy curriculum, Enroll Ameritafisdeveloped a list of potential
topics based on trainings conducted during thé dinsl second open enroliments. They had field
state staff review the list and provide input besgathey were in closest contact with the target
partner audience. From this list, they built a mulum covering more than three days’ worth of
material. Although trainings were intended to be thays, Enroll America wanted to give
participants from partner organizations the abtiitgustomize their sessions based on goals and
interests. Table II.1 describes 12 of Enroll Ama'scstrategies that were included in the Get
Covered Academy curriculum. With the exception afdarainings (which were more
specialized), all trainings followed the same gahfarmat, including (1) a high-level overview
of the Get Covered Academy and what participanisdcexpect from their engagement with
Enroll America, (2) a discussion of the entire eatth and enrollment cycle, including in-depth
content on Enroll America’s outreach strategieshiégues, and measurement tools, and (3) a
dialogue about constituency engagement, includomgrnosunications, cultural competency, and
partnership development. The trainings focusededpiing Academy participants develop
detailed outreach plans and also included rolelpipgpportunities and networking.
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Table 11.1. Get Covered Academy curriculum topics

Topic Training content description

How to implement a follow-up program to contact the uninsured to discuss health insurance
and motivate them to enroll

Coalition building  How to unite organizations around common health insurance outreach and enroliment goals

Chase program

Commit cards How to use cards to collect key contact data from consumers interested in health insurance
Earned media How to prepare staff and partners to talk with local media and garner their attention

Get Covered How to use the online enroliment appointment scheduling tool and promote the availability of
Connector in-person assistance appointments

Get Covered How to use the Enroll America database to target uninsured consumers and track outreach
database conversations and enrollment status

Get Covered
Plan Explorer
Identifying the
uninsured

How to use this digital plan-comparison tool (for federally facilitated marketplace states only)

How to identify and target specific communities with likely high rates of uninsured individuals

How to use Enroll America’s research-based, consumer-tested, consistent messages around
enrollment and renewal

How to host events to interact with consumers about health insurance, including how to draw
Outreach events traffic, making sure enroliment assisters are on site, collect data, and other tips to ensure
events go smoothly

How to develop a written, action-oriented plan for what outreach activities will be conducted,
when, and by whom and how progress will be measured

Messaging

Outreach plan

Post-enroliment

follow-up How to deliver post-enrollment follow-up to promote health insurance literacy

Source: Mathematica analysis of Get Covered Academy curriculum material and interviews with Enroll America
staff.

Note: This list of Get Covered Academy curriculum topics was developed after reviewing a set of Get Covered
Academy training agendas and speaking with key stakeholders. It is not intended to be an exhaustive list of
all potential curriculum topics.

Enroll America built template PowerPoint slide dedsr each curriculum topic, which
training leads would customize and supplement leithl contextual issues and examples prior
to each session, as well as annotated agendassiveetis, and so drBefore each session,
training leads would conduct a needs assessméettier understand the participants’ strengths
and areas for improvement. Training leads madesadnts to the content over the course of
the training and responded to issues and quegtiabhsrose during the sessions.

C. Get Covered Academy application process

For the endowment and Texas Academy trainings,|EAncerica relied on the input and
counsel of staff across the country to develogteoli potential organizations to invite to apply.
Because they wanted to use the Academy’s resotod¢esin partners who could conduct
successful outreach, they purposely did not adseethie opportunity widely and ended up
recruiting mainly organizations with whom they hedsting relationships, mostly in field states.
(In our sample, over 80 percent of respondentsrtep@n existing relationships with Enroll
America, many of which dated back to the first oparoliment period.) They targeted

2 Among the organizations pulled for our sample, ggeernment partners were unique in their Acadeaining
curricula. They focused on equipping state emplsyeeonduct outreach and enrollment for Medicaid a
Children’s Health Insurance Program, respectiveliher than the marketplace. In these instances|IE&xmerica
further adapted their training materials to focaghe specific populations and applications at hand
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organizations that either had proven capable oflaoting outreach during earlier open
enrollment periods and wanted to improve theidskdr organizations connected to key
uninsured constituencies (with a particular interegyouth and communities of color) and
demonstrated commitment and capacity to conduceacih. As one national Enroll America
staff member statedWe really left it to staff on the ground to thitikvough weighing all the
different goals we had with this program.... By aadé, people looked at who they had strong
relationships with, who were the partners that tkegw the best who they could say ‘We’ve
been working [together] for a couple of years... [Eethink about ways to maybe take this to
the next level.”

To apply to the endowment and Texas Academy, parswdmitted a short application that
Enroll America staff screened and rated based @nthe organization fit the needs of their
community and whether it had the resources anccdgdn to do Enroll America’s style of
outreach and enrollment work. In other worddjese trainings weren’t meant to be a
persuasion effort, we weren't training to changartg and minds. What we wanted to do was
identify partners out there who wanted to be a biguart of the outreach game. So these were...
“shovel-ready” partners.”

Of the 78 partner organizations that applied toeth@owment program, 53 were accepted.
In many instances, one organization applied as@erong organization for a group of partners.
As a result, a total of 132 different organizatigasticipated in the endowment program. Enroll
America reported various reasons for rejecting iappbns, including the organization being
“too green” to conduct an effective outreach campand concerns about their own staff
capacity to support Academy partners in certairggguhic regions. They also made an
executive decision not to include agent/brokersnduthe first year because these individuals
could access training on their own or to includdtisiate efforts because of the complexity in
working across state lines. For the Texas Academggnizations were pre-screened prior to
submitting applications, and 14 organizations aupéind were accepted into the program.

D. Study sample description

We interviewed representatives from 24 partner mggdions who had participated in the
Get Covered Academy training. The majority of caimple of endowment and Texas Academy
partner representatives (12 of 21) reported headogit the opportunity through Enroll America
staff, either personally, via email, or at EnrothArica’s annual State of Enroliment conference.
Four respondents knew of the program because tkey nvembers of a coalition that was
applying to attend for all of their members. Thregpondents learned about it online or through
a national partner, and the remaining two respotsddid not know how they learned of the
program. Table 1.2 shows characteristics of thé Gevered Academy study sample as well as
the Academy population as a whole.
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Table 11.2. Get Covered Academy study sample and population characteristics

Study sample Get Covered Academy population
Number (percent) Number (percent)

Total number of partners 24 (100) 166 (100)
Type of training attended

Endowment 19 (76) 132 (80)

Paid 3(12) 20 (12)

Texas Academy 2 (8) 14 (8)
Organization type

FQHC/clinic 8 (33) 59 (36)

Navigator 6 (25) 44 (27)

Community organization 6 (25) 34 (20)

Government entity 2 (8) 7 (4)

Other 2(8) 22 (13)
Enroll America field state

Field state 14 (58) 84 (51)

Non-field state 8 (33) 56 (34)

Former field state 2 (8) 26 (16)
Connector

Connector user 11 (46) 69 (42)

Non-Connector user 13 (54) 97 (58)
Fully engaged

Fully engaged 21 (88) 147 (89)

Not fully engaged 3(13) 19 (11)

Source: Documentation provided by Enroll America, spring 2016.

Notes: FQHC = Federally Qualified Health Clinic; “other” organization type includes faith-based organizations,
hospitals, outreach organizations, and primary care associations; field states include Arizona, Florida,
Georgia, Michigan, North Carolina, Ohio, Pennsylvania, Tennessee, and Texas; former field states include
Illinois and New Jersey; non-field states include Arkansas, lowa, Montana, New Mexico, and South
Carolina. We interviewed at least one respondent from every state in which a Get Covered Academy
partner was trained. Not all organizations had access to the Connector because of price; for 250 logins, the
cost was $10,000 for nonprofit purchasers and $20,000 for for-profit purchasers.

Across respondents from all three components optbgram, the most common goal of
participating in the Academy was to expand or imprtheir marketing and outreach skills
(Table 11.3). Most respondents reported having oracerns about the training before it began
(Table 11.3). Among those reporting concerns, resiemts mentioned being worried about lack
of both funding and staff capacity as well as cons@bout their ability to track data.
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Il. GET COVERED ACADEMY DEVELOPMENT AND IMPLEMENTATION MATHEMATICA POLICY RESEARCH

Table 11.3. Respondents’ goals and concerns

Number of respondents

Goals (N = 23)

Expand or improve marketing and outreach skills 13
Improve relationships (within own organization and/or across coalition partners) 5
Learn from Enroll America’s expertise 5
Improve data capabilities 3
Build on Enroll America partnership 3
Maximize enrollment 2
Make strategic resource decisions 1
Concerns (N = 22)
None 15
Lack of funding 3
Capacity 2
Data tracking 2
Timing of the training 1
Source: Mathematica analysis of interviews with 24 partner organization representatives, spring 2016.
Note: Responses to these questions were open-ended and respondents could report more than one goal or

concern.
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MATHEMATICA POLICY RESEARCH

Ill. GET COVERED ACADEMY OUTCOMES

In this chapter, we discuss the outcomes of tisé year of the Academy. Our discussion
includes the strategies and tools on which thenparganizations received training and which
they adopted; perceptions of the post-training supgmponent of the program; perceptions of
the quality and value of the training; and key @rajes encountered by the program.

A. Strategies and tools

Based on conversations with Enroll America staff arreview of an in-person training
session’s sample agenda, we identified 12 stradegid tools on Enroll America’s menu of
training options (Table 11.1). For each one, weeak&ll respondents whether they had received
training on it. We then followed up with questiaisout implementation. Below we share
findings from this analysis.

1. Most- and least-commonly trained practices

More than 85 percent of partner respondents reporte being trained on messaging,
developing outreach plans, and commit cards; lesean half said they were trained on the
Get Covered Plan Explorer and coalition building stategies.As seen in in Figure Ill.1, most
respondents said they were trained on messaginglapeng outreach plans, and commit cards.
This finding is consistent with feedback from Ehrinerica staff, who identified these topics as
high training priorities. Enroll America staff knaWwat discussing complex health insurance
information in “layperson’s terms” was challengiiog partners, and they wanted participants to
leave the training with an outreach plan in hand-etvigenerally included the intention to use
commit cards and the Chase program—that they amptement during open enrollment. Less
than 40 percent of respondents said they werectlaon the Get Covered Plan Explorer (which
did not go live until early November, after manytioé training sessions occurred). Other, less
commonly reported training topics included stratgedb build coalitions, host outreach events,
and identify the uninsured.
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Figure I11.1. Percentage of respondents reporting being trained on each
curriculum topic

Messaging

Commit cards

Outreach plan

Chase program

Get Covered Connector
Earned media

Get Covered database
Post enroliment follow-up
Identifying the uninsured
Outreach events

Coalition building

Get Covered Plan Explorer

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Source: Mathematica analysis of interviews with 24 partner organization representatives, spring 2016.

2. Most- and least-commonly implemented practices

Over 95 percent of partner respondents trained on mssaging reported fully
implementing this strategy (Figure 111.2). Uptake of the messaging strategy may have been
particularly high because it was the easiest tgdodidn’t require partners to undertake any
major organizational process or strategy shiftd, the messages could be copied and directly
incorporated into websites, printed materials,jietene scripts, and so on. More than 60 percent
of respondents who reported being trained to verit®utreach plan had fully implemented it,
and a third of respondents had partially implemeitteAmong respondents reporting only
partial implementation, the reasons given includié@rences in resources, demographics, and
geographic areas. Among coalitions, for examplmesof the partner organizations were able to
implement their pieces of the outreach plan andrstivere unable to do so because of limited
resources.

Most partner respondents did not implement all pratices on which they were trained
due to resource constraints and other prioritiesThe Enroll America strategies are designed to
be implemented together to maximize impact. Howeweraverage respondents reported being
trained on 8 of the 12 practices and were ableltg implement 5. Fewer than a third of the
respondents who were trained on the Get CoveredB{plorer, post-enrollment follow-up
tactics, and the Get Covered database reporte@maplting these strategies. For the Get
Covered Plan Explorer, respondents described cosedth its functionality and that it was
somewhat duplicative to tools available elsewh8tavas just so new...We just didn’t feel as
comfortable with it, but also, it's fairly simildo... [tools available] through healthcare.gov.”
The main reasons cited for not conducting postdenent follow-up after the training were
because respondents felt it was not relevant far trganization or that they did not have
adequate resources to devote to the calls. For@raone respondent reported that consumers
with whom they interacted would be more likely timee to them with questions than to respond
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to an unsolicited phone call. Respondents who didmplement the Get Covered database
noted that it was too cumbersome, they had othioregavailable, or they lacked sufficient time
or resources to make it happen.

Figure 111.2. Get Covered Academy strategies and tools implementation
status, among those on which respondents were trained

100%

80%
60%
40%
20%

0%

m Fully implementing Partially implementing

Source: Mathematica analysis of interviews with 24 partner organization representatives, spring 2016.

Note: Full implementation indicates that respondents reported implementing the strategy with no qualifications.
Partial implementation indicates that a respondent qualified their implementation description. For example,
adoption of some tools was not universal across all staff members or sites, or they had taken on aspects of
a particular strategy but not all of it.

3. Most- and least-easily implemented practices

Respondents identified four tactics as easiest tmplement—messaging, the Connector,
commit cards, and outreach plans—because they coul integrated seamlessly into
existing work flows (Figure 111.3). As mentioned earlier, respondents found Enroll Acaés
messaging easy to drop in to their existing proomati materials, and they perceived it to be
well researched and understandable to the diverdierece often present during Academy
trainings. Unlike messaging, the Get Covered Comneequired significant time and resource
investment to implement. Despite these barriersrted by some participants, five respondents
reported the Get Covered Connector to be the ¢damesll America tool to implement. These
respondents found the training on the Connectbetoomplete, organized, and helpful, with
Enroll America staff willing to conduct supplemelniainings after the original in-person
training to hone their skills. Commit cards werecsatommonly reported as easy to implement,
mainly because their adoption replaced the leskistigated techniques that organizations had
been using with a more streamlined approach. AdggEnroll America’s commit cards enabled
partners to gather information from consumers str@amlined fashion and allowed for easy
follow-up later on.
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Figure 111.3. Most- and least-easily implemented practices, among those on
which respondents were trained
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Source: Mathematica analysis of interviews with 24 partner organization representatives, spring 2016.

Note: Respondents could nhame more than one practice as being most or least easily implemented. Some
respondents reported a practice or issue not specific to the training as being most or least easily
implemented; these responses are not shown.

Respondents found tactics requiring significant inestment of time, resources, and
attendant work flow changes more difficult to implement. Although five respondents said the
Connector was easy to implement, six respondeptsted it to be among the least easily
implemented tools because of the complexity of pglsuch a tool. For example, for
organizations with multiple sites, they often nektieget the appropriate approvals from each
individual site administrator, which took time amdergy and was not always successful, and it
required staff to buy in and adapt their work flaw®rder to incorporate it. As one respondent
noted,”l think the hardest thing to implement was the @ector, just because being in OE3 and
being that people had done it for a while, goin@teew system, being trained on it, was more—
you know, the other stuff [from the training] watsas complicated. The Connector, although
any system’s going to be little more complicatedkta little more time and getting approval
from all the higher ups and that sort of thindrive respondents reported Chase as the most
challenging piece to implement, both for technamadl resource reasons. Some respondents noted
this to be challenging because consumers wouldtéfggible or incorrect contact information
on commit cards making the Chase calls feel fEieroll America expects Chase calls to not
yield more than 20 percent of the people in thewalerse). Also, having the manpower to
follow up with consumers during open enroliment \@asgruggle for many under-resourced
organizations.

B. Post-training support and data tracking

Nineteen of 24 respondents reported receiving supgdrom a coach after their in-
person training, although the level of support fromand specific roles of the coaches varied
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significantly.® Of the 19 respondents who reported receiving dogeh were in touch with

their coaches on at least a biweekly basis, 9 égdlar biweekly or monthly interactions with
their coaches, and 5 spoke with their coachegh@ssonce a month or only as needed. Most
commonly, respondents indicated their coaches tehmm work through specific issues they
came across during open enrollment (10 respondemd)many said their coaches provided
them with regular feedback on their progress (Poadents). Interestingly, half of the
respondents said they did not ask their Enroll Ac@ecoaches about the challenges they faced
when implementing the difficult-to-implement strgites and tools (discussed previously),
mainly because they believed there was little Bfolerica could do to help them tackle what
they perceived to be organization-specific issaash as staff’'s capacity and willingness to take
on new tasks or working through internal bureauctacadopt a new system.

In field states, partner organizations were oftarated near an Enroll America staff office,
so they would meet in person. Partners in non-Bédties were assigned to a regional manager
located remotely, so their coaching occurred maaylyphone and email. Remotely supported
respondents viewed their coaches as helpful anly easessible and reported implementing
strategies at similar rates to those in field statowever, Enroll America staff observed that
coaches supporting teams remotely faced more dlifiés providing support to participants
when compared to local coaches. Enroll Americd perfceived that coaches supporting local
participants were able to establish stronger atips, get more insight into their programs,
and have more in-depth conversations. All sevah@femotely supported respondents we
interviewed reported their coaches to be helpfdl accessible, and six of the seven
communicated with their coaches at least once ahmétowever, remotely supported
respondents may not have fully understood the r@iffielevel of engagement they were receiving
when compared to a local coach. As one responégntted when asked why they did not reach
out to their coach with questions more frequerfiiyne one thing we kept thinking is with them
not being here, they don’t become the first pegplethink about. We’re more likely to connect
with our partners or with [the leader of this stat&lavigator consortium] because we'’re on the
phone with them every week. That's usually whengshend up going.”

Partners were encouraged but not required to attendhe national conference calls;
over two-thirds of respondents reported attending ad most found them helpful. The
conference calls were structured to include bd#aahing component (focused on tactics that
partners identified as being most challenging)vels as breakout sessions for the organizations
to discuss best practices and challenges. AmongZhmespondents who patrticipated in these
calls, they generally characterized them as moelgrad very helpful, noting that hearing other
partners’ perspectives and experiences gave themdaas and insights. In fact, respondents
attending the national calls reported fully implereg the Enroll America strategies on which
they were trained at a higher rate than those wihaat attend the calls (66 percent compared to
55 percent). This may reflect the value of thedls,ca greater commitment to the training by
those attending, or other differences. Four respotsdshared either mixed or negative opinions
of the breakout sessions, feeling that the sessiom&times became a discussion of common
struggles with no clear moderator or “expert” toypde guidance. Others suggested that

3 Nineteen of the 24 organizations interviewed nemeicoaching support; of the five respondents witlandt report
receiving coaching, three were part of a coalitidere the convening organization may have received¢oaching.
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although the breakout sessions were engagingpthitertt shared during the teaching component
was at times too basic or duplicative of informattbey had received elsewhere.

Among respondents who did not attend any natioaiéd,anearly all cited scheduling
conflicts or capacity constraints as the reasomesaho attended also expressed this concern,
feeling that the cohort calls were too burdensonméng an already hectic open enrollment
period. As one respondent explaindelerything is happening at the same time [and]gbo
aren’t the only calls we’re expected to participate There are the CMS and [state] calls.
There’s other webinars and trainings that we trp#oticipate in... When you look at the full,
overall picture of all of those training webinaragphone calls and then you're trying to
schedule appointments and have a full scheduleroflment appointments, it can become a
distraction and kind of burdensome.”

Enroll America tracked partners’ outreach and enrollment metrics to monitor the
effects of the training program and provide feedbak to partners on their progress.Half of
the respondents (12 of 24) said they were regutapgrting data to Enroll America, either
directly through the Connector or manually throeghail or Google Documents. Eight
respondents said they received regular feedbasdparts from Enroll America on their data,
which helped them understand how they were doiigvarere to focus resources going forward.
Although the Enroll America staff we interviewedted they were still digging into the data
internally, preliminary analyses suggest that, wb@mpared to non-Academy partners,
Academy partners had more appointments endingrollsrent and were more attuned to their
data and the lessons they could learn from it.Algh respondents not using the Connector
found it fairly easy to report their data, Enrolin&rica staff noted that the data reported by
partners using the Connector or Get Covered datalas of higher quality and gave them more
visibility into partners’ programs, which alloweldeim more insights as coaches during open
enrollment.

C. Get Covered Academy training quality and value

Respondents valued the Get Covered Academy trainisgpecause they focused
exclusively on outreach and enroliment; however, soe thought the in-person trainings
could be better customizedMost respondents (17 of 20) found the Get CovAratiemy
complementary to—rather than duplicative of—othaimings that they received. Although the
training leads took steps towards customizing #ssi®ns based on a partner needs assessment,
they found this challenging because of the divegitthe participants. Most respondents
acknowledged the challenge Enroll America staféthin customizing the trainings and thought
the training was appropriately tailored, althoulgree
noted that there was a substantial disconnect leetwe | As one Enroll staff member noted,
what they were hoping to get out of the trainind amat | “Taking a curriculum that is pretty
was on the agenda. For example, one respondent, wh Cconsistent across all groups and
did not recall being consulted on the Academy agend | figuring out how to make it directly
had expected the training to teach them about bow t | €SPOnSive to the exact needs of
. . every group that you're in front of |
conduct marketplace enrollments; instead, it foduse think was a big challenge.”
mainly on the Connector and topics with which they :
were already familiar.
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After the in-person training, nearly three-quarters of respondents reported feeling
prepared or very prepared to implement the strategés and tools on which they had been
trained. Seventeen of the 24 respondents said they fedbaped or very prepared after the in-
person training sessions. As one respondent descalbout the members of her coalititin,
really helped them to put all the pieces togetheith-the work plan and the goal setting and
that sort of thing—it] helped them see how they nanage themselves and their staff...I feel
like a lot of light bulbs went off in the room wh&a were doing it, and that they felt that the
training was definitely worth their tim&our respondents said they felt only somewhat pegpa
to implement the strategies and tools on which they been trained. In some instances, the level
of preparedness varied by person within an org#pizéfor example, a veteran assister at the
organization seemed confident in their preparedardsa novice assister had major concerns).
In other instances, respondents expressed conédersome of the tools on which they had
been trained but a lack of confidence in other® fmaining three respondents said they felt
neither prepared nor unprepared because they tlidhpement much of what they learned
through the training. These respondents said trganizations had either been implementing
the strategies already, or that the strategieswhag trained on were not applicable to their
organization, suggesting perhaps a misfit in thecsen process.

Eleven percent of all organizations who attended Ge&overed Academy trainings
disengaged with the program prior to the end of ope enrollment. No partners officially
dropped out of the Academy; however, accordingrimiE America staff, 19 groups disengaged
from the program. The vast majority of those dissyegl due to changes in funding and/or
staffing that precluded their ability to conductreach and enrollment work. However, some
partners remained involved in outreach and enraltrbat did not have capacity and/or see the
value in the follow-up support phase of the AcadeAs/one Enroll America staff member
commented;l think some of those folks said, ‘Oh wow, tlgsactually too intense’... There
were groups who remained involved in this workvso just weren't willing to engage with us
when it came to follow-up, touching base, and lngkack on their outreach strategies and
seeing how things were goingWe interviewed three of these partners: of thkeset one
expressed discontent with the content and qualitigetraining (it was not what they had
envisioned); another cited staff turnover and #uk lof Enroll America staff in their area of the
state as barriers to continuing; and a final redpahsaid their organization just did not have
enough staff to keep up with the follow-up support.

A third of the respondents reported fully institutionalizing some Enroll America
outreach and enroliment strategies and tools,
although most acknowledged room for

improvement. Of the 21 respondents who participated
throughout the entire open enrollment, 8 reported t
strategies and tools they learned had been well
institutionalized in their day-to-day operationg, 1
reported that there had been some institutionadizat

One respondent remarked that
they hoped to make progress on
institutionalization before and
during the next open enrollment:
“This year, | feel like we're really
making traction and movement
where | feel like we're really going

to be able to follow some of these
plans and follow through to the
end... | think with a little bit more
experience, we'll really see a
difference this year.”

and 4 reported very little institutionalizationtheir
organization (Figure 111.4). Respondents in well-
institutionalized groups noted the processes asibta
they learned about had become second nature at thei
organizations. Some respondents in the middle group
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said they were implementing practices taught attedemy, but that they needed more time
before they could be considered institutionaliZesione describedi think we include a lot of
their information and best practices and suggestjdiut it's not necessarily that their trainings
and teachings are concrete processes ndMo’st respondents intended to continue to work on
institutionalizing what had already been implemdrdad did not anticipate picking up
additional strategies and tools in subsequent years

Figure 111.4. Overall institutionalization status of Enroll America practices
during the Get Covered Academy

50%

= Very well institutionalized Partially institutionalized = Not well institutionalized

Source: Mathematica analysis of interviews with 24 partner organization representatives, spring 2016.

Overall, respondents found the program valuable irhelping them meet their outreach
goals. They cited relationship building and learniig about new outreach and enroliment
tools as the most important benefits of attendingAll 24 respondents were asked to assess the
overall value of the training in helping them mtwedir outreach goals using a scale from 1to 5
(with 5 being the most valuable). Respondents gavaverage score of 3.8, with a range from 2
to 5 (Figure 111.5). Respondents from Navigatorangations scored the program higher on
average (4.3) than respondents from other typesgaiizations (for example, community
organizations averaged 3.1). This may have beeaulecall Navigators are required to track and
report on a set of enrollment metrics, making theing particularly relevant.
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Figure 111.5. Value of Get Covered Academy training in helping respondents
meet outreach goals, by type of organization

Overall average
Navigator (N = 6)

Other (N = 2)
Government entity (N = 2)

FQHC/clinic (N = 8)

Community organization (N = 6)

0.0 0.5 1.0 15 2.0 2.5 3.0 3.5 4.0 4.5 5.0

Source: Mathematica analysis of interviews with 24 partner organization representatives, spring 2016.

Note: FQHC = Federally Qualified Health Clinic; “other” organization type includes faith-based organizations,
hospitals, outreach organizations, and primary care associations. Some respondents reported fractional
scores. Values were averaged when more than one value was reported (for example, multiple respondents
in the interview reporting different values, or a single respondent reporting different values for different
aspects of the training).

Eleven of 24 respondents reported forging new pastnps, strengthening existing
partnerships, and spending time together as atiomadis the biggest accomplishment of
participating in the Get Covered Academy (respoigleauld name more than one
accomplishment). Although it is impossible to dihgdink strengthening coalition partnerships
to increased outreach, respondents believed esdtaigiand solidifying relationships across
organizations within a coalition benefited theitr@ach and enrollment campaigns immensely.
Eleven respondents also thought that learning adrodiimplementing specific practices covered
in training were the biggest benefit. These respatgibelieved the trainings gave them solid
tools that helped them implement and conduct odfresuch as the Connector, strategies for
messaging, and best practices on how to conduelr lettreach events. As one respondent
remarked;Number one, the Connector definitely simplifiethtys for our staff. It helped them
schedule, it helped them report data. It made tetay on top of making sure they filled
everything, completed everythindzive respondents also noted that receiving “exgpevice”
from Enroll America was the biggest accomplishnfemrh participating in the training.

D. Challenges

In interviews with Enroll America and partner orgaation staff, three major challenges
were cited as important barriers associated withléementation effectiveness:
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1. Resource constraintsThirteen of 22 respondents noted that resourceticonts—
organizational funding limitations, recent decreagestaffing, uncertainty around statewide
funding, and the need to train new staff—made alehging for their organization to
undertake this work. One respondent in a state avithncertain funding situation also
noted that, as an outreach-focused organizatidrdthes not do enroliment, they are not
always able to create long-term plans about hoimpyove their work in the futurél
think that one of Enroll America’s goals is to rgadet people up so that they’re constantly
planning very far in advance... when you’re in operoment you're planning for the next
one. I'm not operating under that sort of standdrthink a lot of other organizations are
[also] not really sure if they’re going to be doiftghe next year. It's kind of unstable.”
Enroll America staff we interviewed agreed thabrgse constraints were a challenge for

several partners, and noted that they are

As one respondent facing considering how to factor this into their planning
resource constraints explained, for the next Get Covered Acadenilt’s one thing
“The [outreach] program has to have your outreach coordinator become a new
shrunk each year, and while person. It's another thing to have [that] position
sometimes you can do things as a | pe eliminated because you don’'t have the funding
leaner agency that you can do for it anymore. There were a few places where that
when you're larger, this is notone | st sort of caught us off guard. | think we need t
ofthem. Or at leastwe can'tdo it | o by ner aware about the possibility of those
as effectively. . . .
things, and make sure that we're planning

accordingly when that happens.”

2. Data collection: Nine of 22 respondents reported that they encoedtenallenges around
data collection, storage, or reporting. Of thesenfour reported they found it too time
consuming to input or report on outreach and emratit data using the Connector (two
respondents) or other tracking systems (two respraisyl As one Connector user noted,
“[Enroll America] is a very data-driven organizatio The bottom line is numbers and we
understand that. But there has to be a better wayather the data, because if we're
outreaching we can't sit idle inputting informatio@ur time is better spent doing
outreach.” Five respondents reported challenges implemetiimgommit card strategy due
to their perceived uncertainty around privacy issaled the legality of collecting and storing
consumer datdThe majority of these respondents (3 of 5) wete slowork through these
challenges by educating staff or implementing wooskads, but one remained unsure about
the practice and did not collect any contact infation from consumers.

3. Timing: Eight of 22 respondents reported the timing of@&& Covered Academy training
as a challenge because they did not have enoughaimeflect on and operationalize the
concepts before open enrollment. As one resporedgiiained, The trainings were
happening literally the week of open enrolimener&s just no time then... there was just
no time to absorb it. It was hit the ground runnihthink some of it probably got lost
because of that, because they weren’t able to iimplement all the ideas that they came
away with.” Similarly, Get Covered Academy staff we intervielWweted that the lack of
ramp-up time was a significant challenge for pagraad Enroll America alike, and that

4 CMS has issued guidelines around the collectianfofmation for follow-up for the purposes of etineent, and
Enroll America’s commit card and uninsured identfion programs adhere to those regulations.
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they plan to move the time line up so that next’gdaainings can occur in the summer
rather than the fall. In fact, Get Covered Acaddrainings for the fourth open enrollment
period began in late summer 2016 and are expeatee tomplete before the beginning of
the next open enrollment on November 1, 2016.
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IV. DISCUSSION

Strengthening and building on the Get Covered Acadis one of the five major goals
highlighted in Enroll America’s current multi-yesirategic plan (Enroll America 2016). Enroll
America plans to grow the program so that by theearthe fifth open enrollment period, they
will have trained at least 300 partners in all &des on how to plan and implement a
comprehensive outreach program. Our interviews ®ittoll America staff and Academy
participants at the end of the program'’s first yeighlighted the accomplishments of this
program as well as some areas for improvementsti@ild be kept in mind as the program
continues to grow.

Participants’ positive experience with the Get Couwed Academy support both the
proof of the concept and the existence of a mark&br the training. Respondents valued the
in-person element of the training because it hetheth strengthen relationships within
organizations and network with other members af tmalitions. They also appreciated the
content of the training and thought it helped thaget their outreach and enrollment goals. For
example, some respondents commented that, althtbegralready had outreach or action plans
in place prior to the Get Covered Academy, workinth Enroll America helped to refine them
and make them more action oriented. They also edjtyaving a coach as a single point of
contact to help them work through challenges andige feedback on their progress.

Knowledge transfer from one organization to anotbelifficult. For the first year of the Get
Covered Academy, Enroll America developed and eteeca comprehensive curriculum for
training diverse partners on a wide range of ogtieand enroliment topics. Leaving the in-
person training, nearly three-quarters of respotsd@ported feeling prepared to implement
what they had learned and, on average, they fuiplemented over 60 percent of practices on
which they were trained. Some techniques, sucblbsying the outreach plan and working with
partners, were described by respondents as becdsgngnd nature” after the training.
Respondents reported the training helped lay tbergt work for other tactics, such as the
Connector and Chase, and that they will be comopto fine tune their implementation of these
techniques in future years.

Partner organizations appear unlikely to learn andto simultaneously implement all of
Enroll America’s best practices.Although Enroll America encourages the adoptionof
practices in tandem to achieve the best possibldtsg the first year of the Get Covered
Academy suggests that this is not feasible. Padrganizations have divergent missions, of
which outreach is often a component but not thenrfagus, and limited resources to conduct the
work. Most respondents reported being able to impl& some but not all of the tactics on
which they were trained, meaning they chose whadimplement based on interest, capacity,
and strengths. (On average, respondents weredrameight and fully implemented five.)
Respondents found the tactics that could be intedrseamlessly into their current work
processes—such as messaging, outreach plans,ea@dtmector—to be the easiest to take on,
whereas practices that required significant prochasge were found to be more challenging.
Given that Enroll America carefully selected thgarizations that participated in the Academy
during the first year, it can expect that organaat attending in future years will be no more
likely to implement the full slate of tools andat&gies the program has to offer. However, future
participants may have greater room for improvenmetiteir outreach and enrollment techniques
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than the “shovel-ready” organizations attendingrdythe first year. Moving forward, Enroll
America might consider focusing on a narrower $strategies or relaxing some of its criteria
for participation. While the latter may result owler rates of post-training participant
engagement, achieving more meaningful change imadler number of highly motivated but
less advanced organizations might be worth theeofid

To increase the impact of the Get Covered Academyr@gram, there are some areas

where Enroll America might attempt to strengthen:

Set appropriate expectations prior to acceptance o the Academy.To meet the goal of
training 300 partners, Academy participants wilely become more diverse and potentially
less familiar with Enroll America’s techniques thitvey were during the first year. Five
respondents suggested that Enroll America showdiglee more information on the purpose
of the Get Covered Academy and clearer expectategerding commitment from partners
from the outset, which will be even more importduating future years. For example, some
of the expectations Enroll America might considgtiag partners to commit to include:

- Carving out a full two days for the training. Sotrenings were condensed into one
because of concerns from partners who did not wepay for travel expenses or
because partner staff could not devote a full taygsdo the training.

- Undertaking a good-faith effort to implement thagdices learned.
- Collecting and reporting on the desired metrics.
- Fully engaging in all follow-up components of thr@gram.

Asking partner organizations to agree to thesesygidasic commitments has multiple
benefits: some partners with low capacity or onlgimal interest may self-select out of the
program, and it gives Enroll America some leveragen trying to motivate partners to
continue engaging in the program during the bustspd open enrollment.

Improve customization of the training to the audiere.Enroll America and partner
respondents alike recognized room for improvemeuistomizing the in-person trainings
to match the goals and strengths of the partnefeeimoom. Our evaluation identified three
main ways to potentially improve training custontiaa. First, all partners (not just
coalition leads) could be more involved in theialiheeds assessment and goal setting.
Second, Enroll America could engage partners eanlithe process to do some pre-work in
advance of the training. The compressed time friamthe first year of the Academy
precluded this from happening, but in the futunerd America could request partners to
undertake some pre-planning work, such as puttggther pieces of the outreach plan in
advance. This would encourage partners to thinlisteally about what they can
accomplish during an open enrollment period, hequ$ the in-person training session on
only the practices partners intend to undertakd,dedicate the valuable in-person training
time to plan improvements rather than plan devekpmrhird, Enroll America could
consider narrowing the training to the practicestnaasily adopted or that are most clearly
linked to enroliment outcomes. Based on this evedlnawe would recommend messaging,
outreach plan, Connector, commit cards, and thes€peogram. Alternatively, Enroll
America could consider enhancing the training oferdifficult-to-implement strategies
through added examples, practice time, and/or fpasting support.
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» Strengthen the role of coachedrhe follow-up coaching played an integral role partners
during open enrollment, and this piece of the madeld be improved by:

- Retaining and investing in in-person coaching suppt Several respondents
described having a strong relationship with theaahes because they were local. The
number of on-the-ground Enroll America staff iselkto be further reduced as Enroll
America shifts its focus, but retaining some ondgheund presence in field states will
help sustain partner organizations in these stetesiemotely supported partners,
building in the opportunity for coaches to visitadlemy participants during open
enrollment may strengthen the partner-coach cormreand improve their ability to
implement Enroll America’s strategies and tools.

- Increasing the capacity of coachesCoaches played a critical role in the Get Covered
Academy and for most, this was an add on to thagtiag job responsibilities. Carving
out quality time for coaches and limiting their etiob responsibilities may help
coaches become even more invested in this impgotacé of Enroll America’s work.

- Encouraging all Academy attendees to participate ifollow-up coaching.Five
respondents noted they did not participate in ttlew-up coaching component of the
program, likely because they were part of a caalitvhere one convening organization
received the support and, in theory, passed thw/letge along to other members.
Further, only half of the respondents in our stuglyorted speaking with Enroll America
about the challenges they faced when implementiffigudt-to-implement strategies.
Coaches should be accessible to all participaagmrdless of their role in the coalition,
and patrticipants should be encouraged to contast¢baches for help no matter how
intractable their problems may feel.

» Better integrate and provide equal access to the @aector and Get Covered database
tools to improve participants’ engagement, outcomeand ability to track metrics.
Enroll America staff members acknowledged thatGbenector and Get Covered
database—the two main data systems on which taaygartners for conducting follow-
up—are not as streamlined as they could be. Bietisgrating these two systems so it
becomes a one-stop shop (rather than separatensyitat “talk” to one another) could
make data tracking easier for partners. DurindgitBeyear of the Academy, not all partners
had access to the Connector or the Get Coveretlatsanostly due to costs. (Connector
access cost nonprofit organizations $10,000 forl2gdses.) Although expensive, finding a
way for all interested and participating partnergain access to these critical tools will help
enhance their ability to conduct significant outfeand to track and report key metrits.
Data collection and storage was noted as signifigahallenging by partners, and having
the ability to use Enroll America’s tools for datacking and reporting should alleviate
some of those issues. Further, only a third ofoedpnts reported receiving feedback from
coaches on their metrics; using standardized witl€nable coaches to provide focused,
real-time feedback to partners.

5 For the fourth open enrolliment, Enroll America bready made plans to offer Connector packagdsfaiter
logins for lower prices (for example, 100 logins $5,300).
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As Enroll America looks to the future, the Get CateAcademy is the key mechanism by
which it will institutionalize its outreach and efiment tactics within partner organizations and
leave a lasting legacy. This evaluation has shdwrptomise of the Get Covered Academy
model while highlighting some of the challenges abdtacles inherent in training diverse
organizations to take on a set of complex and dedmgrtactics.
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