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In Attendance 
Iris Corpus, Marty Dellapenna, Adriana Dement, Ashley English, Maridet Ibañez, Dr. Tamarra Jones, Thomas Lovinger, 
Anna Luciano, Ivonne Magallanes, Sam Monroy, Kristy Nguyen, Dr. Jila Nikkhah, Janira Perez, Stephanie Rebollar, 
Jerome Samonte, Henry Torres, and Danielle Vicencio. 

 

Welcome and Introductions 
Dr. Tamarra Jones welcomed all in attendance and a roll call was taken. 

 

Meeting Highlights from August 11, 2021 
The group reviewed the meeting highlights from 8/11/2021. There were no suggested changes. 

Member Updates/ Announcements 
• Adriana Dement with the Medi-Cal Dental Program shared the following updates: 

o A new video is available on the Smile, California website for partners and members. The video provides steps 
to help find a dental provider using the “Find a Dentist” tool. 

o The October issue of the Smile, California Member Bulletin provides Medi-Cal Dental members with the 

grievance process. 

• Anna Luciano with the CalFresh Healthy Living Program shared with members a successful virtual workshop titled 

“Heart Healthy, Snack Healthy” held in Spanish on 9/29/2021, in partnership with the American Heart 

Association.  

Review Pregnancy Campaign Outreach Data 

• Sam Monroy provided workgroup members with an overview of the Pregnancy Media Campaign that took place 
between 5/31/2021 and 9/18/2021.  The intent of the campaign was to increase dental visits during pregnancy 
with a larger goal of engaging the entire family into dental care. The campaign used a two-prong media 
approach which included bus wraps and mobile advertising in English, Spanish, and Vietnamese. The following 
outcomes were shared based on the analytical data: 
o Bus ads – Bus wraps were used to get the message out to all audiences in the community. 

▪ A total of 31 bus ad wraps (4 super-sized; covered entire side of bus and 27 standard-sized; placed 
between rear exit door and front wheel well, below passenger windows) were placed on selected 
routes in the cities of Anaheim, Costa Mesa, Garden Grove, Orange, Santa Ana, Stanton, Tustin, and 
Westminster. 

o Mobile ads – Mobile advertising was used to target audiences and languages. The mobile ads allowed 
targeted audiences to click on links and engage in resources more easily. 
▪ An ad similar to the bus wrap would pop-up on a mobile device during an internet search using a 

search engine such as Google or when utilizing a variety of mobile applications such as Facebook 
within a certain distance from selected bus stops. Visitors who clicked on the ad had the option to be 
taken directly to the Pregnancy/Post-Partum page of SmileHabitsOC.org or directly to OC Health 
Referral line. 

▪ Ads appeared 901,344 times between 5/31/2021 and 9/19/2021.  
▪ 2,905 people clicked on the ads for a click rate of 0.32%, which is higher than the industry standard of 

0.28% for this type of ad.  
▪ Of the 2,905, 1.55% (45 of 2,905) of people performed a secondary action such as visiting Smile Habits 

OC or calling the Health Referral Line. The industry average is 0.1%. 
(Continued on next page) 
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o Top 3 audiences that clicked on ad: (Description criteria set by the media campaign company). Highest 
number of clicks came from “Millennial Parents” (321), based on a younger audience searching for children 
related topics, second came from Hispanics (192), using Spanish language in apps or web surfing. 
Convenience shoppers (141), came in at third, based on people utilizing online shopping. 

o Top 3 zip codes with most clicks: 92804 (196), and 92805 (133), both located in central Anaheim. 92704 
(158), located in central Santa Ana. 

o Top 3 audience type that took a secondary action: Cyclist (7.14%) (audience is unclear: possibly bus 
passenger or cyclist riding alongside of bus), in-market for furniture (6.25%), and pharmacy regulars 
(6.06%). 

• Pregnancy campaign discussion: 
o Workgroup members provided their feedback and stated the bus and mobile media ad campaign was a 

good way to encourage pregnant women to see the dentist during their pregnancy. 
o Members suggested it may be helpful to expand a future pregnancy outreach campaign in South County 

cities such as San Clemente and San Juan Capistrano and further North towards La Habra. 

Review SmileHabitsOC.org Website Traffic Report  

• Jerome Samonte from the LOHP shared with workgroup members the quarterly website traffic report 7/01/2021 
through 9/30/2021. The following updates were shared: 

o There has been an increase of visits to the site over the year. 
o The COVID-19 resource page remains one of the top webpages visited. 
o The list of dental and health centers has been updated. Members can email Sam for additional updates. 
o The monthly blogs and newsletters continue to draw visitors to the site. The blogs continue to be in the 

top 10 pages visited. 
o The Spanish webpages continue to have visits, however slightly less than last year.  
o The HPV resource page had a high number of visits. This could have been from members reviewing the 

page during development. 

 Review of Strategic Plan and Action Plan 

• Sam Monroy provided the following updates: 
o Pedodontist list. The list has been updated and was emailed to workgroup members on 10/14/21 and 

includes the new pedodontist offices that were recently added to Medi-Cal Dental. The list can also be 
view on the LOHP Workgroup Member webpage:  www.smilehabitsoc.org/lohp/#oral_resources/  

o Water fluoridation. The LOHP is tasked with increasing the number of public water systems that are 
optimally fluoridated. All water systems in Orange County (OC) are fluoridated; however, some do not 
meet the recommended optimal level of 0.7 mg/L. About one third of the water systems in OC are 
optimally fluoridated. The issue to optimally fluoridate waster is the process to mix locally sourced 
water and water purchased from the Metropolitan Water District. LOHP is working with the State Office 
of Oral Health to implement a pilot project to optimally fluoridate water using new technology.  

 

Next Steps: 

• Develop materials to promote oral healthcare access and oral care benefits for older adult population. 

• Provide update on optimal water fluoridation. 
 
Next Meeting: November 10, 2021, 9:00am - 10:00am 

http://www.smilehabitsoc.org/lohp/#oral_resources/

