Promoting Chapter Projects
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________________________________________________________________________________________________________

Implementing a strong promotional campaign for your project is vital to the success of your project. Components of this campaign include a) strategic planning, b) getting media attention, c) external promotion, d) internal promotion, and e) follow-up.

A public relations campaign – if carefully planned and effectively executed—can mean the difference between the success or failure of a project. Yet communicators and executive staff often feel frustrated and confused over how to go about organizing such a campaign. The same applies to medical students. 

STATEGIC PLANNING

How do you determine the goals of your campaign? How do you organize your resources? What tools do you use to carry it out? And how do you tell if the program has done the job well?

For people who are full-time medical students there is the added problem of how to accomplish the campaign’s tasks and still manage day-to-day responsibilities. The answer is strategic planning.

Strategic planning begins with developing a basic knowledge of the topic and how it relates to your project. Then determine what support is available for the campaign, identify the expectations of your group, and express these as goals using specific terms. 

Once you know what your group is willing to do, you have the necessary information to develop your strategic plan. Now break your goals into their respective components, and place them in an orderly format. If you have a sense of what it is possible to do first, second and third, then you also have a tentative timeline.  

Divide your strategic components into their basic elements, where each one performs a specific function. You can begin with the following list and add whatever you believe is necessary:

Project goals and objectives

Data on target audiences (from school and media directories)

Media selection and mailing lists (from Public Relations department)

Communications and public relations techniques (from Public Relations department)

Message content

Support materials, if applicable

Campaign implementation schedule

Budget, if applicable 

Follow-up procedures

Setting objectives is not as difficult as it sounds. The first step is to decide on the desired results. Results should not be limited to the press coverage or exposure given to your special programs and events. The analysis should include the actions you want your audience to take as a result of your communications campaign.

For example, one objective could be to demonstrate to local business, education, labor, and community leaders that the public interest is served by your project.

State the desired results in terms that are as specific as possible. For example: Present your program to the media in such a manner that a key editor writes an editorial in support of your project’s actions and its goals.

There is no golden rule when it comes to selecting communications and public relations techniques. Ask your school’s PR staff what works best for them and ask for their recommendations. Learn about all the possibilities, then select the techniques that should work best for you and your group. The same rule applies to media selection: Do the best you can with what is located in your region and any clearly targeted specialty media.

At this point in the planning stage, you know quite a lot. You know the specific audiences to be reached, the attitudes of each towards your project, the actions you would like each audience to take, the strategy needed to encourage people to take the desired actions, and the techniques by which the message will be delivered. Now the challenge is to consider these factors and create the messages that are most likely to achieve your project’s objectives.

In developing your messages, keep in mind the difference between promoting and preaching. People want to be informed and encouraged to act on behalf of something that serves a specific good. They do not want to be lectured or scolded for failing to care for the good of all. Concentrate on creating a message that will produce the maximum interest and will compete successfully within the context of daily news. Be creative.

Preparing support materials can be expensive, but does not have to be. You can take the opportunity to create your own message in brochures, posters, flyers, etc.

Your implementation schedule depends on your group’s leaders, their priorities, and the amount of support they are willing to give. You can remind them of the advantages and the opportunity this creates for media attention to the school, the medical profession and to your project.

When your strategic plan includes all of the basic components, you have a complete communications system and are ready to launch your program’s campaign. Your hard work will pay off by making decisions easier and allowing you the luxury of working on only one section at a time. It will also help you anticipate the effects of your decisions on each segment and on the system as a whole. 

GETTING MEDIA ATTENTION

The first objective in successful media relations—after your messages are defined—is determining whom to contact. The key component here is working with your school’s public relations (PR) department. Each of your schools should have a PR or communication department, or a person responsible for handling such responsibilities. Involving this department in your project’s promotion campaign from the beginning is crucial. Their involvement will be instrumental in all aspects of your promotion campaign. Consider appointing a public relations representative on your committee to serve as liaison for all these activities. 

After contacting your PR department, ask them for a list of local media. This list will be useful in guiding you to the appropriate media contacts for your particular project. Your PR department may also be able to tell you who may be most likely to respond to your phone inquiry.

Every local newspaper and radio and television station has a news desk and/or assignment editor. Use the media list to identify these people. Include these people on your mailing list along with the health, medical, science and education reporters. Do not overlook feature writers and editorial page editors. After all, health care is a topic of interest to the public regardless of age, race and socioeconomic position and is covered in the feature pages nearly as often as in the hard news sections. And opinion pieces, authored by your project leader or school president, are often welcome. Plan on expanding your media contacts and mailing lists to include these areas.

After identifying the appropriate media contacts, consider inviting media representatives to come see your project. This is another way to get coverage for your project. Inform them of all the program specifics – when, where, etc. – and have a committee representative greet the reporter when he/she arrives. Arrange for an "official" representative of your program to be interviewed by this reporter. This official can be the coordinator of your program, a physician or community leader involved in your program, or perhaps your school president.

A word of caution. There is a basic difference between the media source’s advancing of a particular cause and the journalists’ representation of the public point of view. You cannot and should not try to tell a reporter how to cover a story. You do, however, have an obligation to correct any errors or misinformation the reporter might have about the story. Be honest, factual and only say what you will feel comfortable reading in the paper tomorrow.

Ways to make news: Create it

1. Issue a statement on one or more points that your project supports and actions your group is taking. 

2. Tie in with newspaper or other media on mutual project(s) related to topic, e.g., media’s story on caring for seniors and Medicare problem, Medicaid’s financial shortfalls, the uninsured in your community. And tell the reporter what help your project provides and who benefits. 

3. Tie in locally with a national campaign such as the AMA’s Health Access America campaign for reforming the U.S. health care system.

EXTERNAL PROMOTION

Print and electronic media are the most powerful outlets for getting your message across to as wide an audience as possible. For this part of your plan to be successful, expect to give the media a significant amount of your time.

Press Release

Before you send out a press release you need to evaluate the information. If the release is about your society’s support for your project, does it include a strong reference to your program in your lead? Is it timely? Interesting? If you are working with other community-based groups or activities, highlight that in the first release or announcement.

How the information is released is up to you. You can write a news release, hold a press conference, make a speech, write a letter to the editor, or prepare an article for publication. Be creative.

Press releases are used to announce your project. After defining your message, create a press release that explains your message. A sample press release follows to assist you in writing one for your program.

Now you are ready to distribute your press release. Use your media contact list again to reach your local reporters and editors. Also send your release to your school newspaper’s editor. Try to get your release on your school’s media mailing list. Other groups to consider are the Chamber of Commerce, community groups involved in your project and any other organizations that may be interested in your project. 

Public Service Announcement

Another important mechanism for external promotion is a Public Service Announcement (PSA). PSAs are brief descriptions (75 words or less) of the project and may be used by radio and television stations as publicity for your program. Enlist the help again of your school’s PR department to write the PSA. A sample PSA follows.

When promoting your program externally, make sure you contact any agencies that may have an interest in your project. If you are using a coalition, tap into all those organizations by issuing announcements. Develop a fact sheet about your projects and distribute it to local community service agencies, schools, churches, etc. If your project is targeted at a specific age group, contact all the organizations that also target this group. For example, if you are going into the local schools to talk about AIDS education, send announcements to the PTA, school board, alumni groups (if applicable), etc. The school’s secretary can give you a list of names and addresses for these organizations. Remember, the more you promote your program, the greater visibility it will receive.

SAMPLE NEWS RELEASE

Construction Tips

* Use White bond paper, 8 ½ by 11-inches, or organization’s letterhead

* Double space copy and use only one side of paper.

* Allow one-inch margins and start text well down the page.

* Use easy to understand words and give the who, what, when, where, why and how of the project or event. Use short sentences with active verbs; avoid long, complex sentences.

* Make sure spelling, especially names and addresses, and grammar are 100 percent correct.

* Identify each pager of release by number. Put -###- or –30—at end.

* Attach a cover letter identifying your medical student organization, and give facts of the event and activity.

SAMPLE PRESS RELEASE

FOR IMMEDIATE RELEASE

Contact: (your name)

Phone: (your phone number)

MEDICAL STUDENTS HELP STAFF CLINIC FOR HOMELESS

Hundreds of needy to receive free Primary Care Services (subhead not necessary – but catchy!)

(CITY, STATE, DATE) – The (name of medical student organization) volunteered to provide free health care to the community’s homeless through a clinic located at the (name) shelter beginning September 1. The shelter, at (address), is run by the Catholic Charities and cares for homeless women and children.

A recent study of the homeless in Los Angeles County beach communities found that residents of social service centers and those living outdoors exhibit more symptoms of physical illness than individuals in emergency shelters. The medical students took the study to heart and decided to help by providing free health care services through their "Caring for the Homeless Project". 

"Our students are caring for the forgotten people of our society," said John Hellerman, M.D., (title, such as president of the medical school).

The student’s project will provide primary care for the homeless three days and two evenings a week throughout the winter months. They will work under the supervision of the clinic’s three regular physicians.

The 32 medical students are in their last year of training at (name Medical School/University). The Project has the full support of the school and is being underwritten by Catholic Charities.

###

SAMPLE PUBLIC SERVICE ANNOUNCEMENT (PSA)

Construction Tips:

* Use white bond paper or organization’s letterhead

* Indicate in the upper lefthand corner of the page, the name and address of the organization, and the 

contact person’s name and phone number.

* List the beginning and ending date of event.

* PSAs should be accompanied by a brief cover letter and fact sheet about the activity and sponsoring medical student organization.

* Your PSA should be ready to read on the air. It should be written in broadcast style – use short, simple, catchy yet factual sentences.

* PSAs should be tailored to fit the station’s 10, 20, 30 and 60-second timing requirments. List the length on the PSA.

* Average number of words per time-slot:

10 seconds…..25 words

15 seconds…..37 words

20 seconds…..50 words

30 seconds…..75 words

60 seconds….150 words

* The text of the PSA should be double space and in all uppercase (CAPS).

SAMPLE PUBLIC SERVICE ANNOUNCEMENT (PSA)

ORGANIZATION’S NAME CONTACT: (name)

ADDRESS (phone number)

CITY, STATE, ZIP

(Title – example)

CONFERENCE ON THE USE OF ANIMALS IN MEDICAL RESEACH

USE: THE WEEK OF SEPTEMBER 3-10, 1998

TIME: 20 SECONDS

WHAT HAVE ANIMALS DONE FOR YOUR HEALTH? FIND OUT AT A CONFERENCE 

ON THE USE OF ANIMALS IN MEDICAL RESEARCH SPONSORED BY 

(your organization) ON SEPTEMBER 10. THE CONFERENCE WILL BEGIN AT 3 PM AT 

THE HARVARD MEDICAL SCHOOL LECTURE HALL AT 1234 W. NORTH STREET. 

IT’S FREE AND OPEN TO THE PUBLIC. FOR MORE INFORMATION, CALL 

123-456-7990.

INTERNAL PROMOTION

Internal promotion of your project is particularly important to local community service projects. Make sure your school’s students and faculty are informed about the project: it’s goals, objectives, people involved and when it will be conducted. Develop posters for your project and place in prominent areas around your campus. Inviting volunteers to participate in the project is another good way to get more people involved. You may also wish to slip project announcements in each student’s mailbox. Tips for making a good poster and sample meeting announcements follow.

Tips for Making a Good Poster
1.
Keep it simple. Graphics (artwork, the way it is laid-out on the page) – don’t clutter. Copy (the actual words) – keep it to the point. 
2. Colors. The brighter the better. The object is to make your poster stand out from all the other stuff on the bulletin board.

3.  Consider using press type for a more professional look (rub on letters, Chartpact). 

4. Talk to the people at your copy place about your situation and needs – let them suggest alternatives. 

5. Check with design students at your school. They may be able to design your poster or a logo for extra credit in one of their classes. 

6. Find out who in your chapter is artistic and make that person publicity chairman. 

7. Consider using a consistent, identifiable color or graphic (logo) throughout the year. People will come to recognize your poster and it will save you time and money. 

8. Use a bold headline on top, smaller letters below. 

9. Don’t feel your poster has to look like a newspaper with every inch filled. Let graphic or headline take up 1/3 to 1/2 of the space. 

10. Paper with a smooth, hard finish won’t let the pen bleed. 

11. Check out a graphic supply store for different types of paper, border tape, lettering, and other supplies that might make your job easier. 

12. Use computer graphics, or word processor, if available.

Sample Meeting Announcement

(LOGO) USE ATTENTION – GETTING HEADLINE 

EXAMPLE: DID YOU KNOW…
What: Title of program sponsored by AMA-MSS Chapter

Who: Name of guest(s), if appropriate

When: Date – day and time (am or pm)

Where: Building and room

Any other pertinent information (bring brown bag, lunch provided, come prepared to work, etc.)


(CUT HERE AND PLACE IN STUDENTS BOX)

ALL STUDENTS WELCOME
What: Title of program sponsored by AMA-MSS Chapter

Who: Name of guest(s), if appropriate

When: Date – day and time (am or pm)

Where: Building and room

Any other pertinent information (bring brown bag, lunch provided, come prepared to work, etc.)


(CUT HERE AND PLACE IN STUDENTS BOX)

ATTENTION FACULTY AND STUDENTS!
What: Title of program sponsored by AMA-MSS Chapter

Who: Name of guest(s), if appropriate

When: Date – day and time (am or pm)

Where: Building and room

Any other pertinent information (bring brown bag, lunch provided, come prepared to work, etc.)


FOLLOW-UP

One final element to consider in your promotion campaign is follow-up. Follow-up procedures are details which, if overlooked, can severely undermine the success of the entire campaign. Your promotions should generate inquiries from the people you are trying to reach. You should have a component that describes how to respond to different situations, groups and individuals. Plan ways in which you can capitalize on the incoming responses and count them in your success tally.

It is important to demonstrate the success of your campaign so you may use it again for the future projects. Clip copies of any press coverage you received and retain in a file. Send copies of this coverage to your school newspaper and school officials to notify them of your success. Also use this information to identify any weak areas in your campaign that you may improve for your next project.

The final component of the follow-up phase is to thank all those who participate in your project. This includes all your volunteers, committee representatives, school officials, speakers, etc. You may also wish to contact any media people that were helpful in your campaign. This is a good way to maintain a relationship with these people so you may use them again in the future.

GOOD LUCK!
