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Developing a Message
Consistency and Credibility:

Keep it Simple:

Determine the three or four main points you want to convey to your target audience and create a concise “sound bite” statement for each. For example: “Community health centers provide high-quality primary and preventive care for everyone.”  

During an interview if the questioning is straying from the intended topic this “sound bite” statement can be used to get the interview back on track.  “That is an issue, but let me tell you more about how community health centers provide high-quality primary and preventive care for everyone.”  

Talking Points:

Creating talking points that includes the three or more “sound bite” statements for a specific event or campaign is a valuable resource for maintaining a consistent message and staying on topic. These can be distributed among staff, partners, and other advocates to be used in various media and public speaking opportunities.   
Data: 

Data provides credibility to a message if it is presented in a simple and concise manner.  Number of patients served and percentage of uninsured or Medicaid patients provide a demographic while trend data showing increases and decreases can show impact.  A combination of both is optimal. 

Community Health Center Basics
Health Centers are characterized by five essential elements that differentiate them from other providers:
Located in High-Need Areas: 

Health centers must serve one or more areas or population groups that are designated as Medically Underserved Areas/Medically Underserved Populations (MUAs/MUPs).  These areas or groups are designated because they have higher-than-average rates of poverty, infant mortality, elderly persons and significant shortages of primary care providers.  
Comprehensive Primary Health Care Services: 

Health centers must provide or arrange for the provision of specified comprehensive primary and preventive health and dental care services. In addition, they offer health education, behavioral health, community outreach and support programs.
Service Charges: 

Health center services must be available to all area residents regardless of ability to pay.
Community Governance: 

Each health center must be a local, private, nonprofit corporation or public agency, and must be governed by a board of directors, a majority of whose members must be registered, active patients of the center and who, as a group, are representative of the patients served.  
Other Federal Administrative Requirements: 

Health Centers must meet other federal requirements regarding their administrative, clinical, and financial operations.
Data Resources
The National Association of Community Health Center’s web site has a publications and resources section as well as a data and research section that provides updated templates, reports, and resources to add credibility at the state and federal level. 

Publications and Resources:
Provides press release and media advisory templates for various events, issues, and activities throughout the year.  The Communication Tools for Health Centers page has tools for crisis communication, National Health Center Week, and social media among other topics.

Research and Data: 
Provides updated data and maps, publications, tools and resources, and links to affiliated organizations and government web sites. 

Timeline for Media Outreach
	Time Prior to Event 
	Promotional Tool

	3 or 4 weeks
	· Community Calendar

	2 weeks
	· Associated Press Daybook

	
	· Drop-in article

	10 days
	Opinion Editorial

	1 week
	Letter to the Editor

	3-4 days
	· News Advisory 

	
	Follow-up call to confirm receipt of the news advisory

	Event day
	· News Release 


Associated Press Daybook

North Dakota, Bismarck – (701) 223-8450
South Dakota, Sioux Falls – (605) 332-3111

Iowa, Des Moines – (515) 243-3281

AP web site: www.ap.org/pages/contact/contact.html
The daybook is a daily calendar of media events throughout the state.  This calendar is distributed through the wire service to journalists nationwide.  The daybook editor should receive the same contact points as the local media—news advisory, follow-up call, news release and press kit. 

Events should include as many of the following elements as possible:


· media-friendly activities or appealing visuals

· an elected official or well-known public figure

· available spokesperson or family/patient

Be sure to mention the daybook listing when “pitching” the local and state media. 

Drop-In Article Template

To be printed on letterhead and distributed 2-3 weeks prior to the event to other related media resources such as school newsletters or church bulletins.

Pick a Headline to Grab the Reader’s Attention 

	This article is to be used as a precursor to the actual event. It should contain preliminary information and some history or background on the reason for the upcoming activity or event without giving away all the details.  

Include basic information about your upcoming event and why it’s important to the reader. 
	Key Bulleted Stats or Info


For example: 

Percentage of uninsured patients seen at a CHC

Number of new or additional CHC sites

Service expansions now offered 


Mention any upcoming data or report releases that will be the reason for the upcoming event or press release.  Remember that this is a “teaser” article so don’t give away any of the data details. 

A quote concerning the issue being addressed by a spokesperson would be appropriate and desirable. 

Close the article with a brief description and the contact information for the sponsoring organization. 
Opinion Editorial
Definition

A newspaper article opposite the editorial page that features signed articles expressing personal viewpoints.
Letter to the Editor

Definition:
A letter sent to a publication about issues of concern to its readers. Letters to the editor are usually associated with newspapers and news magazines; however, they are sometimes sent to radio and television stations. In the latter instance, letters are sometimes read on the air during a news broadcast or on talk radio.

The subject matter varies widely. However, the most common topics include:
· Supporting or opposing an editorial stance or responding to another writer’s letter to the editor
· Commenting on a current issue being debated by a governing body – local, regional or national depending on the publication’s circulation

· Remarking on materials (such as a news story) that have appeared in a previous edition. Such letters may either be critical or praiseworthy

· Correcting a perceived error or misrepresentation

Conditions:
Other frequent conditions include limiting writers to one published letter within a specified time period, often one per 30 days, limiting the publication of letters on controversial topics after a certain time period, especially if the debate takes an emotional toll on the involved parties. Some editors will also decline to publish letters that have also been sent to other newspapers, especially competing newspapers.

Media Tool Templates
News Advisory Template
To be printed on letterhead and distributed 3-4 days prior to the event.

NEWS ADVISORY
Date
FOR IMMEDIATE RELEASE 

Image attached: NAME

Contact:
ADMINISTRATOR’S NAME, Administrator



(XXX) XXX-XXXX – phone



(XXX) XXX-XXXX - fax

News Advisory Headline to Announce the Upcoming Event

City, STATE: The opening paragraph should grasp the reader's attention and contain all the basic information concerning the event:  who, what, when, where and why.

As in the drop-in article, this is a media “teaser.” Do not give full and specific details. Use the advisory to draw the media to the press conference or event.  

Make the event facts easy to read by highlighting them with bullets or placing them in a box.


What:

Description of the event written in a unique newsworthy way

Who:
Names and titles of your spokespersons 
Note family/patient availability, but do not list names

Where:

Exact address of event with directions
When:

Day of week, date of event, time

End your advisory with a brief organizational description. 

Press Release Basics
Definition:
A statement prepared for distribution to the media.  The purpose of a news release is to give journalists useful, accurate and interesting information to announce any important information about your organization, its members, supporters, beneficiaries and the general public.  

How to format a news release:

· Use 8 1/2” x 11” paper and company letterhead if available.
· A minimum of one-inch side margins should be used.
· Use bold typeface for headlines in order to draw attention.
· Capitalize the first letter of all words in the headline, except "a", "an", "the", "of", etc.
· Use only one side of the paper.
· Image attached:  write this phrase in the upper left-hand margin beneath the dateline if you plan to attach a picture.
Contact Information:  After the release statement, skip one line and list the name, title, telephone and fax number of your company spokesperson. (You may also want to give a home phone number to be reached at after hours.)

Tips to keep in mind:
· Make sure the information is newsworthy.

· Target a specific audience with your information, allowing them a chance to relate to your story.

· The first 10 words of the news release should be effective, because they are the most important.

· Be concise and precise; avoid excessive use of adjectives.

· Provide as much contact information as possible.

· Keep a copy of your news release for your organization.

It never hurts to send a thank-you letter to the editor for printing your news 

  release.

Press Release Template
PRESS RELEASE

Date
FOR IMMEDIATE RELEASE 

Image attached: NAME

Contact:
ADMINISTRATOR’S NAME, Administrator



(XXX) XXX-XXXX – phone



(XXX) XXX-XXXX - fax

News Release Headline to Announce the Upcoming Event

City, STATE: The opening paragraph should grasp the reader's attention and contain enough information to answer the five W's:  who, what, when, where and why.

A quote is the standard way to start the second paragraph.  This establishes credibility to the story and emphasizes a main point of the message.  It is common for the writer of the press release to create the quote with appropriate adjustments and approval by the spokesperson named in the article. 

Additional information on the event and the role of the organization may follow the quote.  Be consistent with the message that is presented in the article. 

A personal story from a family or patient allows the reader to relate on a more personal level and is a great way to pull the media in as well. 

A quote from the family/patient mentioned in the previous paragraph reinforces the purpose of the event and the organizations involvement in the issue.  This can be highlighted by another quote from a spokesperson to reiterate the main message. 

The last paragraph includes the most important information the public needs to know about the organization including phone number and web site.

If the article is longer than one page, insert this marking at the bottom of the first page. 


- more -

Insert this marking at the end of the article. 

###

Reporter Interactions and Resources
Pitching a Story
A pitch is used when a story cannot be covered by a news release.  Pitches achieve targeted media coverage in important media outlets.  The news material offered can help build a relationship between you and the media outlet.  You should use a pitch if you have a genuinely newsworthy story or a story you want to exclusively offer to non-competing media.

	Do…
	Don’t…

	Be concise
	Call to confirm a received e-mail

	Be enthusiastic about the event
	Pitch two reporters at the same news outlet

	Be persistent  

Call back until the reporter is available.
	Call during a big news story or at deadline times

	Always leave contact information at the beginning of a phone message
	Read a script

	Create a catchy subject heading
	Include attachments


	Reporter’s Deadlines
	

	Media Type
	Best time to call

	Print
	10:00 a.m. – 2:00 p.m.

	Television
	10:00 a.m. – 3:00 p.m.

	Radio
	7:30 -8:30 a.m. or after 10:00 a.m.


Preparing a Press Kit
The press kit is distributed at the press conference or event and should include the following: 

· News Release
· Copy of the spokesperson’s statement

· Fact Sheet about the issue and one about community health centers

· Agenda, participant list, presentation hand-outs and graphs

· Relevant background information on the issue or biographical information on the spokesperson 

Developing Reporter Relationships
Building relationships with reporters will ensure that your message is communicated through the right media contact and news medium. Getting to know reporters will give you the opportunity to get coverage of stories that may not otherwise gain media attention.

 Imperative rules for strengthening reporter relationships:
· Keep in touch with reporters.  If you are contacted, reply as soon as possible.

· Send media contacts stories that are of interest to them, or offer them an exclusive story.
· The more people you contact, the better chance of getting good press.

· Create educational opportunities or information sessions for reporters to learn about your products.

Tips for a Good Interview
· Find out the goal of the story before the interview

· Develop and rehearse three to five main messages to emphasize during the interview

· Anticipate the hard questions and be prepared with a response

· Wear the right clothing 

· Avoid elaborate jewelry, bright colors and small patterns

· Skirts should fall below the knee 

· Avoid open-toed shoes

· Be aware of glare from eyeglasses

· Do not wear white, black or striped shirts 
· For men a dark blue or gray jacket with a red, maroon, blue or gray solid tie is best

· Accept powder if it is offered - even the men

· Avoid jargon and acronyms

· Keep eye contact with the questioner

· Smile 

· Lean forward slightly in your chair

· Be careful about nodding your head 
Nods of acknowledgement or understanding during a negative question can be viewed as nods of agreement.  

· In a taped interview, starting your response over is acceptable
If you feel your answer was unclear or not stated as you would like, don’t be afraid to repeat your answer for a more concise sound bite.  The reporter will edit the tape and use the best of your responses.

· Never lie or guess.  
If you don’t have the statistics or exact numbers with you, offer to get the information.  Follow-up with that offer immediately. 

· Never say “No comment” 
It makes you appear guilty and untrustworthy. 

· Realize nothing is ever “off the record”

· Call immediately to correct misinformation
· Always include contact information on all materials distributed to reporters
Crisis Communications

Definition:
A crisis is a sudden and often unexpected event which demands a quick response.  Usually interfering with normal routines, a crisis creates uncertainty and stress.  Good communication during a crisis can preserve reputations and credibility.

 Positive crisis communication can be achieved by following these steps:

· Be Prepared:  Develop a crisis strategy, create media materials in advance, arrange media training for executives and establish a crisis team.

· Gather All Facts:  Get information from many different sources.  Determine the "who, what, when, where, why and how."  Share only crucial, not confidential, information with the public.

· Be Honest:  Always be truthful when giving information to the media and the public.  You do not need to give more facts than are necessary.

· Show Sincerity:  Understand public concerns and address those concerns directly.

· Get Top Management to Crisis Site:  Having a leader in front of the public lends to credibility and results.  

Update frequently and regularly.
Crisis Communications makes the difference:
Both the public and media judge an organization on its ability to communicate during times of crisis.  Therefore, a sturdy communication plan should be in place to ensure a successful business.
Patients as Spokespeople

Using patients to speak on the issue at hand gives a news story the personal feel and connection that draws the reader’s interest.  The human element makes for a more attractive media hook and offers appealing visuals and quotes for the media representatives to utilize to enhance their article. 

Determining the Right Spokesperson
An initial screening with the patient will help determine how suitable he/she would be for the role of a spokesperson.  Clarify the topic at hand and explain the need for individuals willing to share their story in a variety of ways including quotes in a press release, phone interviews with the media, press conference participation, or inclusion on the web site. If the event is coming up soon, mention the possibility of needing a person for that date; however, do not make a commitment until each potential spokesperson has completed an initial screening.  

Some questions to ask during the screening may include:

1. How has [TOPIC] affected your life?
2. How did the community health center help you through this experience? 

3. What would you say to others who are dealing with a similar situation? 

Show your appreciation for taking time to speak with you and get back to them with your decision to include or not include them in the media event promptly. 

After the screening, determine the appropriate spokesperson by asking:

4. Does this patient have a strong, motivating story? 
5. Are there any negative aspects to the story that could come out if questioned? 
6. Is the person articulate?
It may take several interviews to find the right spokesperson for the media event. Be sure to start the process early to allow for extra time to find the right story for the event. 

Patient Invitation to Speak
[DATE]

[NAME]

[TITLE]

[ADDRESS]

[CITY], [STATE] [ZIP CODE]

Dear [PREFIX] [LAST NAME]:

I enjoyed talking with you and learning of your experiences with [TOPIC].  Our community health center is working to tell others more about [TOPIC] and we would be honored to have you speak at our [EVENT] on [DATE]. 

You have a wonderful story to tell and it will make an impact on others in our community with family or friends dealing with [TOPIC].   

The event be held at [Location including address] on [Date] at [Time]. 

I hope you will be able to join us to share your story and make a difference to others who share your experiences. I will contact you soon to confirm your availability to join us at this event and to provide you with more information. In the meantime, please feel free to contact me at [(XXX) XXX-XXXX] if you have any questions or concerns. I look forward to speaking with you soon.

Sincerely,

[NAME]

[TITLE]

After the invitation letter is sent, follow-up with a phone call to confirm the person’s availability and to offer more information about the event.  Make sure the person is comfortable with the idea of speaking in public or being interviewed by the media.  Don’t promise an interview or press conference speech, but simply explain the possible roles the person may play during the event.  

Offer to help the person prepare some remarks or a statement and obtain a signed personal release form (see template) so the story and photos can be used in additional promotional materials.  Schedule some time to rehearse with the spokesperson and to prepare suitable answers for potential questions. Review the appropriate tips for a good interview. If possible, videotape the session to increase the person’s comfort with a camera.  Encourage speaking as if telling a friend the story. Make sure the person knows you will be at the event and will help in any way needed. 

Personal Release Form
Each person who gives a quote or appears in a photograph must complete a Personal Release Form before reproduction in any publications or promotional materials is allowed. 

I, 

(PRINT NAME), hereby grant [ORGANIZATION] permission to use my likeness, voice, picture and name for print, radio or television broadcast anywhere throughout the United States and the world and to edit such material on film or videotape for these purposes. 
I hereby attest that I have read and agree to the above statement on this 

day of 

(Month), [Year].

Signature:

 SS#: 


Address: 




Phone: 



Parent’s Signature: 




(Signature of parent or guardian is required if person is under 18.)

Patient Spokesperson Thank You Letter
[DATE]

[NAME]

[ADDRESS]

[CITY], [STATE] [ZIP CODE]

Dear [PREFIX] [LAST NAME]:

[ORGANIZATION] would like to thank you for your participation in [EVENT]. Your willingness to share your experience with [TOPIC] helped make the event a tremendous success. Thank you for sharing your story with the media and telling others what the community health center can offer. 

[ORGANIZATION] received wonderful coverage from [MEDIA OUTLETS].  Your participation really helped make this a successful event and I appreciate your time and efforts. Please feel free to contact me at [(XXX) XXX-XXXX] any time if you have questions. 

Sincerely,

[NAME]

[TITLE]

Enclosures (Include any media coverage available for the family to have as a keepsake.)

Special Events

Coordinating a Ribbon Cutting Ceremony
Definition
Ribbon cutting ceremonies usually recognize a grand opening of a business, an addition to a business, or some other special event.

Use the following as a checklist when planning a ribbon cutting ceremony
· Set a date that will allow all of the project key participants to attend.

· Designate a master of ceremonies.

· Make a list of invitees.

· Draw up a list of media organizations, such as newspapers, and radio and television stations, that can publicize the event. 
· Print posters and flyers to advertise the ceremony; make sure to target a specific audience.

· Design an invitation that includes the name of the event, date, time, location, name of the ribbon cutter, R. S. V. P. information and any other pertinent information.

· Develop a program of the event schedule.  Include the following:  welcome and introductions, speeches, ribbon-cutting, recognition of contributors and closing.

· Mail the invitations and keep track of all R. S. V. P.'s.

· Buy or rent a large pair of scissors, which are usually about three feet long.  These are usually found at party rental stores.

· Purchase an appropriate ribbon for the event.

· Arrange seating for everyone in attendance.
Go the extra mile:
Thank the individuals who helped you carry out the project.  Also, you may want to consider holding a post-event reception with catered food and entertainment.

Coordinating a Grand Opening

Definition:
A grand opening is a promotional event used to recognize a new business, service or new location of a business.

The following will improve your chances of planning a successful grand opening:
· Build hype before the grand opening.  This is great word of mouth advertising for the event.
· Time it right.  Try to schedule the grand opening on a Tuesday or Wednesday night.

· Avoid planning a grand opening over a long weekend or holiday.  Hold the event earlier in the evening so people can come after work.  Most importantly, make sure the grand opening does not conflict with other major community events.
· Make it memorable.  Reporters are more likely to cover your opening if it is unique, entertaining or has photo opportunities.  

· Get donations.  This will save your company money and provide a targeted marketing opportunity for other businesses.

· Give detailed information on the invitation and let guests bring a friend.
Refrain from repeatedly asking certain media to attend your event.  This often deters them from attending.

Attracting a crowd

Send a news release about your grand opening to the business section of the local paper. You may also want to send a press kit with information about your company and its owners. Emphasize the unique features of your business to increase chances of a response.
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