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• In late 2002, the Nevada DOI identified 
unauthorized insurers as burgeoning 
issue for Nevada businesses
• Nevada is the #1 state in the country for development of 

new small-businesses under 20 employees

• In January 2003 the DOI initiated a 
survey to understand how to best 
address this issue

Background



• Few companies (3%) reported being aware of 
any issues concerning unauthorized insurers 
• Insurance coverage decision based largely on price alone

• Many companies were not verifying if their 
health insurance provider is licensed in the state

• A Web site was the most often mentioned tool to 
conduct the verification process

Exploratory Survey
Key Observations



Marketing Objective

Protect Nevadans from the risks 
of unauthorized insurers



Desired Action

Before purchasing insurance coverage, go 
to the Web site or 800# to check if the 

insurer is authorized



2003 Campaign

•On-going, aggressive public     
relations

•Outdoor

•Print

•Direct Mail to every small business    
in Nevada – over 69,000 mailers



















2003 Campaign Results
• Follow-up survey conducted in February of 2004 

revealed nearly one-in-five (18%) small 
businesses knew about the issue of unauthorized 
insurers in the state and the cost related to 
purchasers

• Over half the respondents indicated that they now 
verify if their insurer is authorized to do business 
in the state

• Almost 9,500 unique Web site visits and 3,000 
calls on the 800# from April – December of 2003 



2004 Campaign
• Build on the success of 2003 

campaign by upping the emotional 
ante via more dynamic media vehicles
-- Television -- NPR radio
-- Print -- PR

• Designed to lead into the Nevada 
Broadcasters effort





2004 Radio

PBS





2004 Campaign Results

•First month of advertising drove well 
over 1,300 unique visits to the Web site

•Over 5,000 unique Web site visits YTD
– Since campaign began – 16% increase in 

unique visitors to Website


