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Executive Summary

The California Low-Cost Auto Insurance (CLCA) program is a state-sponsored initiative
designed to make auto insurance both accessible and affordable for income-eligible,
responsible drivers, ensuring compliance with California’s mandatory auto insurance
requirements. Its core mission is to reduce the number of uninsured motorists
statewide. Administered by the California Automobile Assigned Risk Plan (CAARP) and
overseen by the California Department of Insurance, the program has served as an
important resource for Californians seeking cost-effective coverage.

Program Impact and Growth

Since its launch in 2000, CLCA has covered 364,851 California drivers. In 2025, the
program experienced significant growth, with:

e 48,395 new applications assigned

e 30,575 policy cancellations

e 32,735 policy renewals

e 4,075 policy reinstatements

e 66,998 active policies at year-end—an increase of 45% from 2024

According to the California Assigned Risk Plan (CAARP), 77% of applicants in 2025
were uninsured during their CLCA application, highlighting the program’s role in
expanding access to essential coverage.

Increasing Demand for Affordable Insurance

Starting January 1, 2025, California's minimum liability limits increased to $30,000 for
bodily injury per person, $60,000 per accident, and $15,000 for property damage
subsequently increasing auto insurance premiums statewide. Consequently more
drivers are seeking cost-effective options. Website traffic data reflects this growing
demand:

» 477,633 first-time visits to the CLCA website in 2025.

Since its inception, the program has continued to evolve through legislative changes to
better meet the needs of California drivers, allowing more Californians to participate. In
2023, AB 917 (Ortega, Chapter 350, Statutes of 2023) made the CLCA program
permanent under California law, eliminating the January 1, 2025, sunset date and
requiring the California Department of Insurance (CDI) to submit a report to the
Legislature on or before March 15, 2026, and March 15 every five years thereafter.

2026 Report to the Legislature & Consumer Education and Outreach Plan 3



California Low Cost Auto Insurance 2025 Overview Report

e 66,998 active policies, an increase of 45%

2% decrease in unique website visits:
o 2024: 488,254
o 2025:477,633
e 41% increase in CLCA applications
o 2024: 34,171
o 2025: 48,396
e 203 events attended.
e 74,058 materials dispersed.

e Ongoing collaboration with CA DMV resulted in over 19000+ unique scans for the
silent commercial, marking an increase of 48% in viewership for the English
silent commercial since 2024, and a 47% increase in the Spanish commercial.

o 2024 English: 3,091
o 2025 English: 5,044
o 2024 Spanish: 4,165
2025: Spanish: 6,767

o
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The Program

Pursuant to Vehicle Code Section 16020, California law requires all drivers to maintain
evidence of financial responsibility. The Department of Motor Vehicles (DMV) mandates
that car owners provide proof of auto liability insurance to register their vehicles.
However, according to the Insurance Information Institute in 2025, nearly 20.4% of cars
on California’s roads remain uninsured.

To address this issue, the Legislature established the California Low-Cost Auto
Insurance (CLCA) program in 1999 under California Insurance Code Section 11629.7.
The program is designed to provide income-eligible drivers with affordable auto liability
insurance and ensure compliance with the state’s financial responsibility laws.

Program History and Expansion

Administered by the California Department of Insurance (CDI), CLCA began in 2000 as
a pilot program in Los Angeles and San Francisco counties. In April 2006, the
Legislature authorized its expansion to all 58 counties, as the California Insurance
Commissioner deemed necessary.

Current Program Enroliment and Administration

As of December 31, 2025, there are over 66,998 active CLCA policies statewide.
Policies are:

e Sold by licensed insurance agents and brokers (“Producers”)
e |Issued by licensed insurance companies in California

e Managed by the California Automobile Assigned Risk Plan (CAARP), which
oversees the application process and assigns policies to insurers

Income Eligibility Requirements (Effective 2024)

To qualify for CLCA, applicants must meet income eligibility criteria based on household
income (defined as all individuals listed on a federal or state income tax form).

e The applicant may provide proof of household income and/or proof of
supplemental statewide or federal assistance program enrollment, which may
include: CalFresh, CalWORKs, California Lifeline, LIHEAP (Low Income Home
Energy Assistance), Medi-Cal/Medicaid, State of CA Employment Development
Department (EDD), Supplemental Security Income (SSl), Social
Security/pension, tax returns, W-2 form, 1099 form, or payroll stub.

e In 2020, the program evolved to allow applicants to submit a Certification of
Income Eligibility form when proof of income is not available.
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To be eligible, applicants must meet the following requirements:

v

v
v
v
v

Have a valid California driver’s license, including AB 60 license.

Own a vehicle valued at $25,000 or less

Be at least 16 years of age

Have a good driving record

Meet income eligibility requirements:

©)

©)

(@]

One person: $39,900
Two people: $54,100
Three people: $68,300
Four people: $82,500
Five people: $96,700
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California Automobile Assigned Risk Plan (CAARP)

Pursuant to California Insurance Code Section 11629.81, the California Automobile
Assigned Risk Plan (CAARP) reporting requirements have been combined with the
California Department of Insurance (CDI) Report to the Legislature.

Since its inception in 2000, the CLCA program has been administered by CAARP,
which assigns applications to insurance companies from its administrative office in
Oakland. Applications are submitted by licensed fire and casualty agents or producers
who are CAARP-certified to write CLCA policies. Certification requires completion of
online training and verification of valid licensure.

As of January 2026, there are approximately 1,672 CAARP-certified producers. CAARP
supports the program by:

e Providing customer service
e Monitoring producer compliance
e Processing and assigning applications

¢ Responding to email and phone inquiries from consumers, producers, and
insurance carriers

In collaboration with the Advisory Committee and CDI, CAARP monitors CLCA plan
rules and develops rate proposals for the Commissioner’s consideration, pursuant to
California Insurance Code Section 11629.72. Additionally, CAARP collects and
maintains program data, including applicant information, eligibility determinations,
certified producers, and assigned applications.
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The Policy

California Insurance Code Section 11629.745 provides that an agent or broker
(producer) shall inform every prospective automobile insurance policyholder of the
existence of the CLCA program when an applicant inquires about a policy for minimum
limits. If the consumer qualifies for the policy and wishes to purchase the policy, the
producer is required to submit the application and supporting documentation to the
California Automobile Assigned Risk Plan (CAARP) for issuance of the policy.

If the producer is not certified by CAARP, the producer must provide the toll-free
telephone number for CAARP as an option for coverage.

The program provides affordable, liability-only auto insurance that meets the state’s
financial responsibility laws as outlined in California Insurance Code Section 11629.71.
The policy limits are as follows:

e CLCA Basic Liability Policy Limits:
o $10,000 bodily injury or death per person
o $20,000 bodily injury or death per accident
o $3,000 property damage liability per accident

e Consumers have the option of adding more coverage for an additional charge of
$37-$107 per year:

o $1,000 medical payments per person
o $10,000 uninsured motorist bodily injury per person
o $20,000 uninsured motorist bodily injury per accident

The program does not offer comprehensive or collision coverage (coverage that will
repair the driver’s vehicle after an accident), but this coverage can be purchased from
an insurance agent in addition to the CLCA policy. As stated above, uninsured motorist
coverage is available to consumers at an additional premium charge. The policy has an
initial term of one year and is renewable annually.

The policy covers the person named in the policy (named insured) and any other
operator of the automobile, provided the use is permissive and consistent with the
scope of the permission granted to the user. However, the policy contains an exception
for members of the named insured household who do not satisfy the eligibility
requirements of California Insurance Code Section 11629.72. CLCA policies are issued
by insurance companies holding certificates of authority issued by the California
Department of Insurance (CDI).
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The Rates

California Insurance Code section 11629.72 provides that rates for CLCA policies shall
be reviewed and revised annually. CAARP shall submit the loss and expense data, with
a proposed rate and surcharge for the program, to the Insurance Commissioner for
approval.

The rates must be sufficient to cover losses incurred and expenses, including, but not
limited to, administration costs, underwriting, taxes, commissions, and claims adjusting.
The term “losses incurred” means claims paid, claims incurred and reported, and claims
incurred but not yet reported. The rates must be set to result in no projected subsidy of
the program by policyholders of insurers issuing policies under the program who are not
participants. In addition, the rates are required to be set with respect to the program to
result in no projected subsidy by policyholders in one county of policyholders in any of
the other counties.

As required by California Insurance Code Section 11629.85(c)(5), the rates for each
county for the calendar year 2025 are shown on the subsequent page. Rates since
2021 include a 25% surcharge for unmarried persons 19-24 years old, a 55% surcharge
for drivers with less than three years of verifiable driving history, and a 120% surcharge
for policy owners or operators 16-18 years old.

To qualify for this program, you must:

e Have a valid California driver’s license (which includes AB60 license for
undocumented drivers).

e Own a vehicle valued at $25,000 or less.
e Have a good driving recording or be a new driver.
e Meet household income guidelines.
These state benefits, among others, may qualify you for access to CLCA:
v Cal Fresh
v' CalWorks
v" Medi-Cal/Medicaid
v State of California Employment Development Department (EDD)
v

Social Security or Pension
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Annual Premium Per Vehicle — Effective 05/01/2025

County Liability | Uninsured | Medical | Youthful | Inexperienced | Age
Motorist | Payments | Person Driver 16-18
Bodily Driver

Alameda $418 $54 $24 $523 $648 $920
Alpine $223 $35 $15 $279 $346 $491
Amador $199 $25 $14 $249 $308 $438
Butte $199 $25 $14 $249 $308 $438
Calaveras $223 $35 $15 $279 $346 $491
Colusa $199 $25 $14 $249 $308 $438
Contra Costa $272 $27 $14 $340 $422 $598
Del Norte $223 $35 $15 $279 $346 $491
El Dorado $199 $25 $14 $249 $308 $438
Fresno $247 $32 $19 $309 $383 $543
Glenn $223 $35 $15 $279 $346 $491
Humboldt $199 $25 $14 $249 $308 $438
Imperial $199 $25 $14 $249 $308 $438
Inyo $223 $35 $15 $279 $346 $491
Kern $247 $32 $19 $309 $383 $543
Kings $199 $25 $14 $249 $308 $438
Lake $199 $25 $14 $249 $308 $438
Lassen $223 S35 $15 $279 $346 $491
Los Angeles $418 $54 $24 $523 $648 $920
Madera $199 $25 $14 $249 $308 $438
Marin $272 $27 $14 $340 $422 $598
Mariposa $223 $35 $15 $279 $346 $491
Mendocino $199 $25 $14 $249 $308 $438
Merced $199 $25 $14 $249 $308 $438
Modoc $223 $35 $15 $279 $346 $491
Mono $223 $35 $15 $279 $346 $491
Monterey $247 $32 $19 $309 $383 $543
Napa $247 $32 $19 $309 $383 $543
Nevada $199 $25 $14 $249 $308 $438
Orange $418 $54 $24 $523 $648 $920
Placer $247 $32 $19 $309 $383 $543
Plumas $223 $35 $15 $279 $346 $491
Riverside $272 $27 $14 $340 $422 $598
Sacramento $272 827 $14 $340 $422 $598
San Benito $199 $25 $14 $249 $308 $438
San Bernardino $247 $32 $19 $309 $383 $543
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County Liability | Uninsured | Medical | Youthful | Inexperienced | Age
Motorist | Payments | Person Driver 16-18
Bodily Driver

San Diego $272 $27 $14 $340 $422 $598
San Francisco City & County | $418 $54 $24 $523 $648 $920
San Joaquin $247 $32 $19 $309 $383 $543
San Luis Obispo $247 $32 $19 $309 $383 $543
San Mateo $272 | 927 $14 $340 $422 $598
Santa Barbara $247 $32 $19 $309 $383 $543
Santa Clara $418 $54 S24 $523 $648 $920
Santa Cruz $247 $32 $19 $309 $383 $543
Shasta $199 $25 S14 $249 $308 $438
Sierra $223 $35 $15 $279 $346 $491
Siskiyou $223 $35 $15 $279 $346 $491
Solano $272 | 827 $14 $340 $422 $598
Sonoma $247 $32 $19 $309 $383 $543
Stanislaus $247 $32 $19 $309 $383 $543
Sutter $199 $25 S14 $249 $308 $438
Tehama $199 $25 S14 $249 $308 $438
Trinity $223 S35 S15 $279 $346 $491
Tulare $199 $25 S14 $249 $308 $438
Tuolumne $223 $35 $15 $279 $346 $491
Ventura $272 | $27 $14 $340 $422 $598
Yolo $247 | $32 $19 $309 $383 $543
Yuba $199 $25 $14 $249 $308 $438
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Application Process

Consumers can apply for CLCA online at the mylowcostauto.com website, call toll free
866-602-8861, or find a nearby insurance agent/broker. Once the consumer submits
their application, a representative (or their insurance agent) will confirm all the
information and obtain proof of income. Once payment is processed online or over the
phone, the consumer will e-sign the documents and a temporary insurance card will be
issued representing the consumer’s proof of insurance. Within 20 days, an insurance
carrier will be assigned to manage the policy.

The insurance carriers assigned in 2025 were AIPSO Insurance Operations (AlO),
which services the business on behalf of the State Plan. Or one of the two limited
assignment distribution (LAD) insurance carriers: 21st Century Insurance Company or
Integon Insurance Company. “LAD servicing company” means an insurer that
processes or writes LCA business for the Limited Assignment Distribution Procedure
(LAD) on behalf of other insurers under Section 8.B.

Once assigned, the insurer will contact the consumer within 20 days, providing an
Insurance Declaration Page and an additional insurance card. To continue coverage
beyond this period, the consumer receives a renewal offer that includes the following
statement: By making a payment, you are affirming you continue to meet the Low Cost
Automobile Insurance Program Eligibility Requirements (view the eligibility

requirements).

The Primary Online Producer (POP) provides critical support to consumers applying
online and ensures applications are processed accurately and efficiently. For many
applicants, the CLCA Program represents their only viable path to becoming legally
insured. Producers regularly assist individuals who are uninsured, at risk of registration
suspension, or concerned about vehicle impoundment. Their work directly affects
consumers’ ability to meet essential daily obligations, underscoring the professionalism
and care applied to every case.

Beyond high-volume application processing, POPs serve as a key link between
outreach efforts and formal enrollment. Their focus on accuracy, accessibility,
responsiveness, and empathy helps consumers navigate requirements and complete
the process successfully.

The POP model enhances the CLCA Program by using technology to expand access
for income-eligible drivers. Through digital and telephonic services, applicants can
complete the entire process remotely—an advantage for working families, individuals
with limited transportation, seniors, and those with demanding schedules. Online
support features such as secure document upload, e-signatures, and guided assistance
reduce barriers and improve enrollment outcomes.

Local certified producers remain a vital component of the program. Many consumers
continue to rely on in-person assistance, particularly those less comfortable with digital
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tools or in need of additional guidance. The POP model complements, rather than
replaces, local producers. Together, remote services and in person support create a
flexible, inclusive distribution system that broadens program access while preserving
consumer choice.
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Summary of 2025 Activities

In 2025, the California Department of Insurance (CDI) continued its partnership with
Fraser Communications on the development and execution of integrated marketing,
communication, and community engagement efforts.

The California Department of Insurance (CDI) and CAARP made the following
improvements regarding the program in 2025:

e In addition to hosting biannual webinars for CLCA-certified producers, Fraser and
the CLCA Program conducted a specialized webinar for Community College
Basic Needs Program representatives statewide, focusing on increasing program
awareness and sharing best practices to enhance visibility at the campus level.

e A producer survey indicated increased interest in the CLCA Program, reflecting
higher satisfaction ratings tied to recent improvements in the website, training
materials, and customer service responsiveness. Respondents also identified
areas for further enhancement, including improved access to customer data.

¢ A new payment system was implemented to enhance customer service and align
the CLCA consumer experience with that of the broader insurance market. The
system enables consumers to enroll and make payments directly from their
mobile devices, receive automated payment reminders, and maintain continuous
coverage through automatic payments. This modernization allows applicants to
complete enrollment and payment tasks at any time and from any location,
eliminating the need to take time off work, visit an office, or mail physical checks.

CDiI staff and partners consistently conduct statewide outreach and educational
presentations, expanding consumer engagement and awareness year-round.

Network partners play a vital role as trusted messengers for CLCA-eligible consumers,
strengthening outreach efforts and connecting with low-income and hard-to-reach
communities, particularly those within their existing client base. By integrating CLCA
program information with other low-income assistance programs, these partners
enhance their impact. While assisting potentially eligible individuals, they provide
information, referrals, and screening support alongside their core services. They also
serve as key access points, ensuring program materials are prominently displayed and
highly visible at events and in community spaces.

To strengthen collaboration between producers and their local communities, including

engagement with elected officials, certificates of achievement were awarded to the top
100 producers. These agents play a critical role in the program by providing essential

in-person, one-on-one assistance to consumers who require direct support.
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Partnerships

Fraser Communications

In 2025, the partnership with Fraser Communications executed a fully integrated
omnichannel strategy that combined traditional media, digital and social advertising,
public affairs, influencer partnerships, and search marketing to drive awareness,
engagement, and enroliment statewide for the CLCA program.

Beyond paid media outreach, Fraser secured multiple interviews on public-affairs radio
programs statewide, featuring CDI representatives who highlighted the benefits of the
CLCA Program and provided guidance to eligible Californians on how to apply for
coverage.

Fraser's strategic efforts delivered over 128 million impressions in 2025, driving
1,217,410 website sessions to mylowcostauto.com.

All outreach activities prioritized underrepresented ZIP codes identified by the
Department of Insurance, with the goal of reducing the number of uninsured drivers on
California roads.

To maximize engagement, Fraser recommended a data-driven approach to social,
display, and search engine marketing, ensuring broad audience reach while
encouraging direct action. In traditional media, they focused on high-need areas,
utilizing outdoor advertising such as bus tails and billboards in key regions, including
Coachella Valley and San Diego.

The 2025 outreach initiatives significantly strengthened CLCA'’s statewide visibility,
expanded multicultural engagement, improved digital efficiency, and enhanced
collaboration with producers and community partners. This integrated media approach
effectively positioned CLCA as an accessible and affordable insurance option for
underserved communities while generating measurable increases in website
engagement and completed applications.

¢ Media campaign target audience:

e Lower income uninsured: recommended at less than $60,000 for household
income size

e Underserved communities: African American, Hispanic, Indigenous
e Median age: 42
e Female skew: 1 in 4 women 50+

Plus, CLCA eligibility requirements for added digital targeting.
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The target areas include 145 zip codes throughout the state, provided by CDI:

Priority Zip Codes by MSA | Popluation | % of Total
Los Angeles 3,847,502 | 70.38%
Riverside-San Bernardino 333,239 6.10%
San Francisco 319,205 5.84%
San Jose 245,898 4.50%
Fresno 216,128 3.95%
San Diego 121,178 2.22%
Sacramento 72,221 1.32%
Santa Maria-Lompoc 59,814 1.09%
Stockton 50,632 0.93%
Modesto 50,271 0.92%
Non Metro (Imperial) 49,227 0.90%
Oxnard-Ventura 46,594 0.85%
Visalia 25,667 0.47%
Bakersfield 16,542 0.30%
Monterey-Salinas 8,425 0.15%
Merced 4,146 0.08%
TOTAL | 5,466,690 100%

Traditional Media

Traditional media played an integral role in the omnichannel marketing strategy for the

CLCA program, generating more than 90 million impressions across outdoor, print, and
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radio in 2025. The CLCA mascot, Sequoia, was prominently featured throughout the
initiative.
In Q1 (January—March), the media mix included bus tails, bus kings, and junior posters.

In Q3 and Q4, outreach efforts expanded to include gas pump toppers, campus kiosks,
bus tails/fullbacks, C-store 1-sheets, and programmatic digital out-of-home placements.

Print and digital advertising placements in English ran in the East Bay Times, East Bay
Community News, and Coachella Valley Weekly. Spanish-language placements
included La Prensa Hispana, El Clasificado, Vida en el Valle, and Los Angeles Times
en Espafiol.

The inclusion of these publications enabled the initiative to expand coverage into
regions of the state where CLCA had not previously utilized print media. The strategy
reinforced digital outreach efforts with targeted print placements to strengthen Sequoia’s
presence, visibility and overall support for the CLCA program.

Radio advertising ran across English and Spanish language stations in Q1 and again in
Q4, targeting key ZIP codes within Los Angeles, San Francisco, Sacramento, Stockton,
Modesto, and San Diego. The outreach effort targeted both younger/newer and more
experienced drivers to increase awareness of the CLCA program and ultimately drive
traffic to the website for additional information and enrollment.

In Q1, 30- and 15-second spots aired across 25 stations in Los Angeles, Riverside, San
Francisco, Sacramento, Stockton, and Modesto. The schedule delivered as ordered,
generating 4,387,756 impressions.

In October, the radio strategy delivered 16.2 million impressions across 19 stations in
San Francisco and San Diego, with a total of 223 spot airings.

Streaming Audio & Podcast

Streaming audio and podcast advertising delivered strong awareness and engagement
results throughout 2025, with significant over-delivery driven largely by negotiated
value-added placements.

The initiative launched January 13, running until mid-February, and generated nearly
2.7 million impressions in the first two weeks alone—pacing 60% above initial
projections. Podcast placements, secured entirely as value-added, significantly
exceeded expectations, delivering 1.65 million impressions in January against 1.88
million total negotiated for the full flight.

The outreach effort delivered an additional 2.7 million impressions with roughly half
attributed to value-added podcast inventory. Companion banners provided incremental
visibility and drove measurable traffic, contributing clicks to the website. Overall,
February included more than 172,000 impressions in added-value over-delivery.
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The January 13 to March 17 Spotify flight delivered 322,573 impressions, reaching
196,611 individuals at an average frequency of 1.64. Companion banners generated
883 clicks, with a 0.27% click through rate (CTR) and a strong overall completion rate of
92.57% (Spanish-language placements achieved the highest completion rate at
96.79%). The overall cost per click (CPC)was $3.70.

From August 25 to September 21 the initiative generated 676,951 impressions,
reaching 311,483 individuals with an average frequency of 2.17. The initiative drove 745
clicks (0.11% CTR) and maintained a high completion rate of 92.68%, exceeding
national benchmarks. Added-value placements contributed 95,571 additional
impressions.

The November 3—-December 7 flight delivered 631,164 impressions across Spotify,
Pandora, Tuneln, and iHeart. The initiative reached 158,350 individuals at a frequency
of 3.99 and generated 661 clicks (0.10% CTR), along with 271 conversions to
mylowcostauto.com. Completion rates remained strong at 89.90%, with substantial
added-value impressions totaling 276,067.

Across the year, streaming audio and podcast placements consistently exceeded
delivery expectations, achieved high completion rates (approximately 90%+), and
generated meaningful website engagement. The inclusion of significant value-added
inventory enhanced overall efficiency and extended our reach while maintaining cost-
effective performance metrics.

Public Affairs

Fraser continued distributing, tracking, and promoting California’s Low-Cost Auto
Insurance public service announcements (PSAs) to radio stations throughout California.
Multiple interviews ran on iHeart LA, in Sacramento on different stations such as KNCI-
FM, KZZO-FM, KHTK-AM, KYMX-FM. Recorded for reference and transcript on KOST
is one such interview (listen to the KOST audio online). The radio PSAs have an
estimated 30,000 impressions. Amy Nungaray, program manager for CDI, also did
interviews with Spanish television including, Telemundo 52 and Televisa Univision with
over 4,000 impressions (watch the Univision video online). The Sequoia commercial
aired as a TV PSA in various cities across CA, including Burbank Channel, Community
Media Access Collaborative in Fresno, LA Cityview CH24, City of Diamond Bair,
Chico/Redding, CraTV San Jose and Hawthorne City TV. Berkeley Community Media
aired the spot over 75 times through spring and summer. KCRA-TB Sacramento aired
the TV PSA over 30 times in the summer. Long Beach Television aired the spot starting
in early April and going on over 95 times for free. Social media assets were also sent to
programs to run on their sites, including Palmdale, City of Cerritos, Camairillo, and
Bonneville throughout the year.
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Social Media Advertising

Fraser executed a paid media initiative on Meta platforms (Facebook & Instagram),
deploying a mix of posts in both English and Spanish across the state. The initiative is
designed to sustain impact, running through next year with constant planned creative
refreshes to maintain engagement. By continuing with Advantage+, Fraser optimized ad
performance, as result the campaign generated more than 12 million impressions.

Optimization shifted from general click metrics to landing page views by the end of the
first quarter, resulting in a significant increase in website traffic for CLCA throughout the
year.

Beyond paid media, Fraser and CDI have strengthened the brand’s organic social
media strategy to enhance visibility and credibility. By maintaining a consistent
presence with an average of two posts per month on Twitter, Instagram, and other
social platforms, @mylowcostauto achieved steady audience growth, reaching 3.8K
followers in 2025, for Facebook this represents 43% more than 2024.

Influencers

The CLCA program continued its influencer strategy in 2025, featuring content creators
who authentically communicated the program’s benefits to targeted audiences.

This year’s partnerships included Mike Alfaro, a father and content creator who focuses
on the Latino/immigrant experience and raising bilingual children. His video was
delivered in Spanglish to effectively engage Spanish-speaking audiences. The initiative
also continued leveraging content from Zavier, a San Diego—based creator specializing
in academics, college preparation, and cost-saving strategies for students.

The TikTok placements delivered 1,261,000 impressions and generated more than
10,400 clicks. Overall, TikTok produced 1,065,136 impressions and 13,455 clicks in
2025, resulting in 1,058,770 video views.

Demographic insights showed that males (54%+) and individuals aged 18—-24 (43%+)
demonstrated the highest levels of engagement, identifying a valuable audience
segment for future outreach. Male engagement increased by more than 4% year over
year.

In December, Fraser established new partnerships with community-based micro-
influencers to expand regional reach. These included Britani, a Northern California—
based Spanish-speaking creator, and Kim, an English-speaking mother from
Sacramento. Kim’s organic video generated more than 110 comments, indicating strong
audience engagement. These videos are scheduled to run as paid media placements in
2026.
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Digital Banners

Digital advertisements were run programmatically across the web to extend our
outreach beyond social media platforms during the first half of the year and again in
December. This method offered a cost-effective way to display native ads on various
devices, including desktops, laptops, tablets, and smartphones. These ads ran
statewide in English and Spanish throughout 2025, and digital banners delivered
4,309,188 impressions. Overall, display banners delivered consistent engagement and
valuable conversions while optimizing costs across targeting strategies. Fraser also ran
digital banners in the multi-cultural ad network space.

Multi-Cultural Ad Network (H-Code) High Impact Banners

Multicultural ad networks deliver high impact banner placements across diverse
audiences, with H-Code specifically targeting Hispanic communities. Content is
developed using existing display assets and refined through Al to adapt to various ad
formats and effectively reach multicultural segments. This initiative launched in mid
February and ran through mid April, generating more than 1.51 million impressions and
3,900 clicks.
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Video

Across Q1, Q3, and Q4, Fraser continued running YouTube and Connected TV (CTV)
placements delivered strong awareness performance, consistently exceeding industry
benchmarks and demonstrating high engagement across both English and Spanish
audiences.

The YouTube efforts for early in the year (February—March) generated over 1.16 million
impressions and 731,000 views, achieving a 95% view rate and a 63% average
completion rate. The cost-per-view was highly efficient at $0.015, well below industry
averages. While English ads led in total views and clicks, Spanish ads delivered higher
click-through and video completion rates.

CTV placements in January and February delivered more than 1 million impressions
with completion rates exceeding 98%. English placements achieved the most efficient
CPM, while Spanish ads recorded the highest completion rates. Top platforms included
major streaming TV apps, with strong performance across entertainment and sports
content.

CTV ran throughout September, contributing 15% of total impressions. Ads were
delivered across leading TV apps and channels, with strong engagement across
entertainment, movies, series, and sports programming. English placements
emphasized Hulu/Disney inventory, while Spanish placements performed particularly
well on ViX and Univision.

During Q4, YouTube effort generated more than 560,000 impressions and 120,000
completed video views during the initial flight, achieving a 76% video completion rate.

English creative drove the most clicks and page views, resulting in higher CTR and
strong completion rates. Spanish creative delivered higher overall conversion rates and
more total video views and completed views.

Audience targeting insights showed:

e English: The Auto audience drove the strongest overall performance, while the
Education audience achieved the most cost-efficient landing page views and
highest conversion rate.

e Spanish: The Education topic generated the most clicks and highest conversion
rate, while the Auto topic delivered the highest video views and completion rates.

Overall, YouTube and CTV primarily serve as awareness and reach drivers, effectively
supporting broader digital efforts by increasing visibility and reinforcing brand
messaging.
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Search

Fraser strategically leveraged paid search engine marketing on Google to capture high-
intent consumers actively searching for low-cost car insurance. Running in both English
and Spanish, the initiative demonstrated strong month-over-month performance running
all year. In 2025, Search had a Click on the Apply Now button increased by 99% MoM
in the third quarter, which produced 18K impressions and 2,3K clicks.

When paid search was enabled, it increased calls by 96% month over month, clicking
on apply now buttons increased 99% month over month, and clicks on the Rate
Calculator button increased 2x month over month.

Top search terms in English and Spanish included:
e English:
o Cheap car insurance
o Carinsurance rates
o Affordable car insurance
o Affordable Auto Insurance
o Liability Car Insurance
e Spanish:
o Aseguranza de carros California
o Aseguranza de autos

o Aseguranza barata de carro

Webinars

In collaboration with Fraser, CDI and the Primary Online Producer (POP) conducted an
additional webinar for producers in May to introduce the new payment system. The
session drew 101 registrants and 45 attendees and included an overview of updated
marketing materials, such as the redesigned producer postcard featuring space for
customized notes and contact information. The webinar reinforced ongoing
collaboration and ensured that producers remained informed and equipped to respond
to evolving program developments.

Fraser also partnered with Community College representatives involved in Basic Needs
Programs, preparing a targeted communication outlining CLCA details with a focus on
student eligibility. This outreach led to the coordination of a webinar with Basic Needs
Centers and local community colleges in October.
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Event Outreach

CLCA events continued throughout 2025 with a robust schedule of outreach activities,
including presentations, town halls, networking events, meetings, resource booths at
fairs and senior centers, college engagements, webinars, and press conferences.
These events increased program awareness, assisted eligible individuals with
enrollment, and distributed informational materials to support consumer understanding.
Over the course of the year, more than 200 events were conducted, reaching 5,818
Californians and distributing over 74,000 program materials.

Producer Research: Survey

Early in the year, Fraser developed and distributed a producer survey, yielding results
consistent with prior focus group findings:

More than half of respondents were age 55 or older.
e Half reported a significant increase in customer interest in the CLCA Program.
¢ Ninety percent indicated that the eligibility requirements are appropriate.

e Respondents gave high ratings to the producer website, training materials, ease
of enrollment, follow-through timeliness, and customer service responsiveness.

In September, another survey was released to all licensed CLCA producers; the
purpose of the survey was to gather feedback on the adjustments made to the existing
commission structure. The survey yielded 247 results.

115 responses (46.56%) selected “Keep the current structure” as is. Guaranteed $50
minimum commission on both new business and renewals” while 132 responses
(53.44%) preferred the option “increase the initial commission minimum from $50 to $75
on new business, renewals will be 12% with no minimum.

Comments in favor of keeping current structure:

“This was never intended to be a money maker for me - | viewed it as a way to give
back & help those in need of legal auto ins but w/limited funds & LCA offering affordable
premium.”

“This is a low-cost affordable program for the less fortunate, that are trying to abide by
the laws. The name says it all. | feel it is our civil duty to help.”
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Comments in favor of increase:

“The proposed increase from $50 to $75 reflects the rising cost of doing business in
California, especially with labor, compliance, and technology expenses steadily
climbing. Unlike many other states, operating in California brings significant overhead
related to wage laws, employee protections, and regulatory requirements. A $75
minimum commission would help offset these rising costs and ensure Producers are
fairly compensated for the time and resources required to service policies—while still
keeping the program sustainable for consumers.”

“The quotes take the same amount of time to do and a lot of times even more customer
service. So the increase would be a good incentive for agents to keep the program.”

Social Media Data

CLCA successfully leveraged social media platforms such as Facebook, Instagram, and
X to execute a comprehensive awareness for the low-cost auto insurance program.

e Facebook: 12,000,000

e Instagram: 14,119
o X:232

Department of Motor Vehicles

In 2025, the Department of Motor Vehicles (DMV) continued running a 30 second
bilingual silent commercial across the state. This innovative approach effectively
reaches both English- and Spanish-speaking communities, ensuring broader
accessibility to essential information about affordable auto insurance.

The commercial delivers key details about the CLCA program, helping low-income
drivers understand their options for obtaining affordable coverage required for vehicle
registration. This collaborative effort between the DMV and CLCA underscores a shared
commitment to equitable access, community engagement, and road safety. By
increasing awareness and participation, the initiative supports compliance with state
insurance regulations, ultimately contributing to safer roads across California. An
increase of 48% year over year in English scans, and 47% increase year over year in
scan for Spanish.

DMV silent ad unique scans 2025:

English 2025: 5,044
English 2024: 3,091
Spanish 2025: 6,767
Spanish 2024: 4,165
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Determination of Success

CDI has determined that California’s Low-Cost Automobile Insurance program
addressed and achieved each of the success measures specified in California
Insurance Code section 11629.85.

Rates were sufficient to meet statutory rate-setting standards

California Insurance Code Section 11629.72 provides that CLCA program rates are
sufficient to cover losses and expenses incurred by policies issued under the program.
Rate-setting standards also require rates to be set to result in no projected subsidy of
the program or subsidy of policyholders in one county by policyholders in any other
county. Consistent with these requirements, program rates in 2025 generated sufficient
premiums to cover losses and expenses incurred by CLCA policies. In 2025, the
program issued claim payments in the amount of $18.7M+.

The program served underserved communities

Statistics show the program continues to serve and benefit underserved communities
across California. Household incomes of all policyholders do not exceed the established
250% of the federal poverty limit. In 2025, CAARP statistics show out of the policies
issued the average household income was at or below $14,702 per year. Also, while an
applicant’s vehicle at the time of application cannot exceed a value of $25,000, the
predominant vehicle value for policies issued in 2025 was under $6,000.

The CLCA program offered access to previously uninsured motorists, thus reducing the
number of uninsured drivers. Statistics compiled by CAARP show that in 2025, 77% of
applications assigned to the program came from applicants who were uninsured at the
time of application. Since the inception of the CLCA program, more than 364,851
formerly uninsured drivers have been or are currently insured through the CLCA
program.
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Statutory Revisions

During 2026, CDI will continue to monitor participation in the CLCA program against
established California Code laws and CAARP Plan Guidelines to determine the need for
statutory revisions during the 2026 Legislative session.
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Funding for Program Outreach

The California Department of Insurance is tasked with advertising and informing the
public about the California Low Cost Auto Insurance Program. The California Low Cost
Auto Insurance Program is funded by a $.05 special purpose assessment on each
vehicle insured in the state. Estimated funding for 2026 is up to $1.2 million.
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Outreach and Advertising Plan

The 2026 media strategy balances statewide reach, with targeted delivery to counties
where the heaviest volume of applications were generated in Q1 2025, but where the
percentage of applications indexed below 100 relative to the population in the
respective county.

A mix of digital and traditional media is most effective in building and maintaining
awareness as well as driving traffic to the website. Overall, digital channels represent
65% of total media investment.

The expected outreach and advertising goals during 2026 include:

e Expanding enroliment in the CLCA program by increasing the number of
uninsured drivers who sign up.

¢ Enhancing awareness of CLCA through targeted media and outreach initiatives
designed to reach key demographics and areas.

¢ Building and strengthening local and statewide trusted messenger partnerships
to expand outreach and education efforts, ultimately reaching more low-income
and hard-to-reach communities.

e Maximizing social media, direct marketing, and advertising opportunities through
collaborations with Federal, State, County, and Local City legislative offices, as
well as community-based organizations.

e Strengthening partnerships with CA community colleges, senior centers, CA
organizations and programs.

A key resource for the outreach program is organizations that serve CLCA-specific
populations, acting as trusted messengers to share vital program information. To
expand outreach efforts, the team will collaborate with local elected officials and
community-based organizations to host CLCA educational workshops both virtually and,
when possible, in person at schools, libraries, and community centers. Additionally, the
team will engage in direct outreach and provide support through other driver-related and
income-eligible state programs and services, including the DMV, CalWORKSs, and
County Public Health Offices, ensuring broader access to CLCA information for those
who need it most.

Outreach Strategies

The Outreach and Marketing Teams will work together to complement and reinforce
advertising with messaging from trusted sources, such as grassroots and community-
based organizations (CBOs), schools, community colleges, local government, and law
enforcement. This strategy calls for outreach staff to continue to build relationships with
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legislative and partner organizations that will help deliver the messages through the
following strategies:

Consumer Learning Series

The CDI team has launched the 2026 Consumer Learning Series, a webinar program
designed to help consumers better understand their insurance options, rights, and
protections. Each session features expert speakers, practical resources, and timely
updates on topics such as auto insurance, life, annuities & seniors, residential
insurance, health insurance and business insurance. The series is tailored to engage
key target audiences and strengthen partnerships that help disseminate vital insurance
information. Auto Insurance and CLCA were highlighted in the first webinar, and CLCA
will continue to be included throughout the series to build awareness and encourage
more applicants.

Strategic Statewide Partners: The CDI Team leverages a coordinated network of
statewide partners to expand CLCA's reach. Strategic partners, such as law
enforcement agencies, 211 information lines, and local senior centers, serve specific
populations and share program information through trusted, established channels. The
CDI Outreach Team strengthens this effort by building and maintaining relationships
with Federal, State, and Local community partners, ensuring consistent program
visibility and engagement across California.

Advertising Strategies: The 2025 advertising strategy with Fraser Communications
will deploy a multi-channel approach, leveraging traditional media in priority counties
and markets and complemented by a robust statewide digital media campaign. These
efforts will drive awareness of Low-Cost Auto Insurance and strategically engage lower-
income individuals, guiding them to enroll at MyLowCostAuto.com. The CLCA program
will also introduce new influencers who will create culturally relevant video content to
enhance community trust and engagement. As trusted voices within their communities,
these Influencers will be pivotal in increasing program understanding and adoption.

Information Systems (IS) Strategies

The CLCA website is the hub for program information, eligibility processing, producer
lead generation, and self-guided online applications. All outreach and advertising
materials emphasize the call to action to visit the website, where consumers are given
easy, two-step directions to get insured. In 2026, the IS strategy is to continue working
collaboratively with the website host to provide maintenance and support and make
improvements that streamline the application process. The website's newly created
materials and background will replace the current files to achieve consistency with the
current branding.
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CLCA Naming Evaluation and Consumer Insight Study

We intend to undertake qualitative research to evaluate the effectiveness of the current
California Low Cost Auto Insurance name in conveying relevance, clarity,
trustworthiness, and meaning to consumers, while also examining potential alternative
names. Consumer feedback on priority name options will be collected and used to
refine final naming recommendations. Project activities will include development and
programming of screeners, recruitment and oversight, management of participant
incentives, creation of discussion guides, use of an online research platform, bilingual
moderation, comprehensive analysis and reporting, presentation of results, and overall
project management.
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Impediments to Success

Program staff members view the following as impediments to greater CLCA success.

Expansion beyond liability coverage

Many consumers purchase vehicles using auto loans, and most auto loans require auto
insurance that covers physical damage to the consumer’s vehicle, which is not available
for purchase through the CLCA program. Also, CLCA policies cannot be used for
commercial purposes (e.g., rideshare services like Uber and Lyft), which may deter
some eligible drivers. Therefore, income-eligible consumers cannot participate in CLCA
due to the program’s focus on liability-only insurance.
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Conclusion

The CLCA program successfully met all requirements set by California law and
continues to monitor program analytics while adapting to consumer needs. In 2026, CDI
will continue its efforts to raise awareness of the CLCA program and advocate for
improved accessibility for eligible low-income motorists across the state. The program
has continued expanding access to affordable auto insurance for qualifying Californians.
Through targeted outreach, strategic partnerships, and data-driven marketing, its reach
and impact have grown across diverse communities. Legislative updates and
operational improvements, including new payment systems, have further enhanced
accessibility and efficiency, allowing more eligible drivers to benefit from the program.
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