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Health Law Implementation Public Education
Template Communications Plan
Updated September 17, 2010
The Patient Protection and Affordable Care Act (ACA) will have been in effect for six months on Sept. 23, 2010. This important date will likely focus media and public attention on the law, and several key provisions of the new law will take effect on that day. This provides a strategic opportunity for a renewed public education effort to showcase the value the new law has already delivered for the American people and the gains your state can achieve with strong implementation.
Given the challenging political environment, public education about the law’s value is more important now than ever. With opponents spending uncounted millions of dollars to attack it and the policymakers who delivered it, the consumer voice can provide an important counter-pressure that is badly needed at this critical moment.

There is reason to believe that the fight for popular opinion is one we can win. Research suggests that several key constituencies are persuadable and we also know there are important partners from our health reform effort that we need to continue engaging as part of implementation outreach. These audiences - seniors, women, Latinos, young adults, people with special health care needs, and small businesses - are the populations on whom we are focusing our outreach efforts, and we encourage state partners to plan communications targeting these same key constituencies.

To support state partners in capitalizing on this opportunity, Community Catalyst has provided a sample communications plan illustrating activities advocates can undertake in anticipation of Sept. 23, and continuing through October. This is intended only as a sample, understanding that you know your own state’s political climate and advocacy needs much better than we do. We encourage you to take and apply what is useful from the sample plan and ignore what is not.

To make the plan more useful, we have suggested sample benchmarks for outreach objectives. These benchmarks are deliberately set high, but we acknowledge that they may not be appropriate for every state.

Because advocates are already very busy, we have supplemented the sample plan with a series of sample and template materials. These are designed to make it easier for you to undertake outreach around the Sept. 23 date and after. Again, are intended only as samples for you to use or reject as best meets your needs.
We plan to produce a similar toolkit later this fall. To make that even more effective, we would value your feedback (please contact Courtney Hunter-Melo at chuntermelo@communitycatalyst.org to share your thoughts and suggestions) on these materials and the counsel of any interested advocates who would like to guide the content of our next toolkit.

It is important that we not let this opportunity pass. The decisions we, as a nation, make in the next few months will be shaped by public perceptions of the new law, and those decisions will define the options we’ll have in implementing and improving upon the law in the future. We hope this resource is helpful and thank you for all your hard work.

[Insert Organization’s Logo]
Communications Plan

DATE, 2010

The Patient Protection and Affordable Care Act will have been in effect for six months on September 23, 2010. This important date will likely focus media and public attention on the law, and several key provisions of the new law will take effect on that day. This provides a strategic opportunity for a renewed public education effort to showcase the value the new law has already delivered for the American people and the gains our state can achieve with strong implementation.

There is reason to believe that the fight for popular opinion is one we can win and have developed a communications plan to raise awareness about the positive impact of the law.

This plan includes our state’s objectives toward increasing the positive perceptions of the new law especially toward the target audiences of [select from:] seniors, women, Latinos, young adults, people with special health care needs, and small businesses. We then have developed a series of activities that we feel will most effectively move the needle in our communities.

Objectives

We will work to achieve the following objectives by the end of October 2010:

1. Make 6 presentations to groups that include or serve key constituencies by the end of October and secure commitments from 30 people to engage as citizen advocates

2. Secure 5 positive traditional media (print or broadcast) placements in the state during September, at least one of which prominently features a consumer story

3. Secure 3 positive posts in state-specific blogs frequented by key constituencies before the end of September

4. Secure 5 supportive letters to each policymaker champion (a member of Congress who voted for reform, a governor or state lawmaker who is leading the way on implementation, a local mayor who has spoken publicly in favor of the law) from our state by the end of September

5. Secure at least 15 positive social media engagements, at least one of which links to a consumer story, by the end of October

6. Secure at least 5 positive articles by the end of October in newsletters of organizations serving key constituencies

7. Secure 15 current consumer stories (including one from each of the key constituencies described above) to support these objectives and ensure that the consumer voice is prominently featured in the public conversation

Public Education Activities

In order to accomplish the objectives above, we will work to implement the following activities:

Develop a Storybank

A collection of stories and real-life examples will illustrate how the new law impacts real people, and will provide a human voice within the dialogue. A bank of consumer stories will help to remind key constituencies that, behind all the politics and insurance jargon, the law delivers something valuable to real people like themselves. To build our storybank, we will:

· Customize Community Catalyst’s storybank guide
· Secure at least 1 story from each key constituency

· Refresh our own organization’s story about why we have worked so hard, and the role we played, in passing the law
Present to Community Groups

Presentations to community groups representing key constituencies can help us to reach some of the community’s most publicly engaged individuals. (For example: for Seniors, reach out to senior centers or AARP; for small business owners go to local chambers of commerce or contact the Small Business Majority; for people with chronic health conditions find local voluntary health organizations or chapters of the American Cancer Society, or American Diabetes Association). We will:

· Brainstorm a short-list of consumer groups that serve key constituencies and have been supportive of the reform effort and the new law
· Customize the toolkit’s sample partner outreach email and send it to our mailing list to ask for help identifying other key constituency groups and contacts

· Build a presentation based on the toolkit’s template presentation
· Customize the toolkit’s Top 5 list of activities citizen advocates can take to support the new law
· Refine our short-list

· Customize the toolkit’s message building tool for a constituency group pitch and pitch our shortlist

· Follow up to schedule presentations

· Present to the groups
· Provide leave-behinds targeted toward each audience including information about how to get involved and the important role consumers have to play
· Send a thank-you email to the group’s contact, asking that they publicize the presentation in a newsletter, on a website, etc.

Op-Eds

Op-eds are a great way to elevate the consumer voice in the discussion around the law, while presenting our organization as a thought-leader on the issue. Op-eds can be timed for publication the week of September 13th or early the week of September 20th, to get in front of news coverage of the September 23rd date. To place op-eds, we will:
· Select a consumer story relevant to the key constituency we wish to reach, if available (for example, Seniors or single mothers struggling in hard times to make ends meet, young adults signing on to their parents’ insurance or regarding local small businesses)
· Customize the appropriate template op-ed
· Identify a signatory for the op-ed and ask the signatory to review and customize

· Select newspapers read by at least one of our key constituencies
· Research the newspapers’ op-ed criteria

· Submit the op-ed to the first newspaper
· Follow-up to confirm receipt and inquire about publication
· Repeat with other newspapers

Pitch Reporters

Reporters will likely cover the six-month milestone. Whether that coverage includes a consumer voice or not depends in part on whether they hear from the consumer perspective. To ensure that the consumer voice is heard, we will:

· Select newspapers read by at least one of our key constituencies (such as small local, community or neighborhood papers or papers that serve minority communities, or the college paper) 
· Research and identify reporters at those papers who covered the reform debate and implementation issues
· Build a list of target reporters with their contact information, preferred method of contact (email, phone, etc.), and any details that will be helpful when reaching out to them

· Customize the appropriate template pitch emails
· Pitch the reporters with the customized note
· Place a follow-up call to inquire if they plan to write on the milestone and to offer a spokesperson for an interview

Letters-to-the-Editor (LTEs)
Even after newspapers cover the milestone, we have another chance to shape readers’ perceptions through LTEs. If coverage included the consumer voice, our LTE can amplify it. If coverage neglected the consumer voice, our LTE can reinsert it. To implement this activity, we will:

· Monitor coverage in newspapers read by at least one of our key constituencies and determine whether it included a strong consumer voice or not

· Customize one of the two template LTEs
· Submit to target newspaper
· Submit the op-ed to the first newspaper

· Follow-up to confirm receipt and inquire about publication

· Repeat with other newspapers

Blog Outreach

Blogs are an additional media outlet we want to engage, if they reach our key constituencies. Our chances of successfully pitching a blogger increase if we have commented favorably on a prior post. To ensure that relevant blogs include the consumer perspective in discussions of the law’s milestone, we will:

· Identify state-specific blogs that serve our key constituencies (such as blogs focused on mothers, or parents of children with special health care needs)
· Research how the bloggers have covered reform or implementation and select the best bloggers to target for our outreach
· Revise the sample blog comment
· Comment on a relevant post 
· Customize sample blogger pitch
· Pitch the blogger to include a consumer perspective in the next post about the new law
· Follow-up to build relationship or share additional information about the law’s value to the key constituency served by the blog
Social Media Outreach

Utilizing media channels such as Twitter, Facebook and YouTube is an additional way to engage key constituencies in the conversation about the law and its value to them. To begin that conversation, we will:

Use Twitter – included in the Community Catalyst Twitter 101 guide
· Review basic Twitter instructions 

· Set up a Twitter account (if needed)
· Let Community Catalyst know we plan to “tweet” about the health law, so they can “re-tweet” our tweet and increase its reach
· Sign up as a Twitter “follower” of Community Catalyst, so we can retweet their health law tweets
· Edit one of the sample tweets 
· Tweet and ask others to retweet

· Repeat with other sample tweets

Use Facebook – Community Catalyst’s Facebook 101 guide
· Let Community Catalyst know that we will post about the health law on Facebook
· “Like” Community Catalyst’s Facebook profile, so Catalyst can increase our post’s reach
· “Like” the Facebook pages of organizations that reach the key audiences and have similar interests to ours

· Customize one of the sample Facebook “status messages”
· Post on Facebook and ask our followers to do the same
· Repeat with another sample status message
Use YouTube
· Review the YouTube video tipsheet for producing health law video and view example health videos (MomsRising, Health Justice Center)

· Make a health law video and post on YouTube

· Use our email list to invite our network to make and post their own videos, and share the YouTube video tipsheet
· Use Twitter to promote our video and invite followers to make their own
· Use Facebook to promote our video and invite followers to make their own

· Use our blog to promote our video and invite followers to make their own

Letter-Writing Campaign

Policymakers who championed or even supported reform are taking a real beating, but hearing from consumers who see the new law as a personal win can be an important reminder that the political risks they have taken are valued by their constituents. To deliver that reminder, we will:

· Identify policymaker champions – members of Congress who voted for reform, governors or state lawmaker leading the charge for effective implementation, local officials using the bully pulpit to validate reform

· Customize the template thank-you letter for each policymaker champion
· Ask our board members to write a letter to each champion
· Ask that individuals who hosted our presentations to key constituency groups write a letter to each champion

· Use our email alert system to invite our network to send a thank-you letter to each champion
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Community Catalyst is a national non-profit advocacy organization building
consumer and community leadership to transform the American health care system.

www.communitycatalyst.org
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