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Communications 101: Building 
Communications into Your Outreach

Oct. 3, 2016
2:30 to 3:30 p.m.

Presenter
Presentation Notes
Chairperson: Good afternoon, and welcome to the 2016 Building Better Health pre-conference webinar, “Communications 101: Building Communications into Your Outreach” My name is Liz Tansey, outreach and enrollment coordinator at Colorado Covering Kids and Families, as well as your chairperson for today’s webinar. Let’s go ahead and get started with some housekeeping notes:  



Before we get started…

• Recording will be sent next week
• Send questions via chat
• Do not use the “Raise Hand” function
• Technical difficulties? Call ReadyTalk: 1-800-

843-9166

Presenter
Presentation Notes
CHAIRPERSON: Our webinar today is being recorded so that others who could not attend can watch the presentation later. Next week, you will receive a link to this recording, as well as the PDF presentation that we’ll go over today. We’ll also post the recording and the presentation on our website at www.ColoradoHealth.org. In order to minimize background noise, your phones will be muted in a “listen only” mode during the presentation. The final portion of our webinar is devoted to questions, so please feel free to send your questions via the chat function at any time during the presentation. You should see a chat dialog area located on the lower left-hand side of your screen, where you may type and send questions. You will also see a “raise hand” button, which we will not be using, so you don’t need to click it when asking a question.If you have any technical difficulties during the webinar, please call ReadyTalk’s toll-free technical support number at 1-800-843-9166. Make sure to have your registration confirmation available.Finally, after the webinar has concluded, you will have the opportunity to give us feedback through a short survey. We ask you to take a minute and complete the survey, which helps us to improve our future presentations. 



Presenter

• Ezra Watland, Enroll America
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Presenter
Presentation Notes
Since 2013, Ezra Watland has served as the Western Regional State Assistance Director for Enroll America. In this capacity, he is the organization's lead representative working to further Enroll America's mission across the Mountain West and West Coast.  Enroll America is a non-partisan nonprofit organization dedicated to maximizing the number of Americans who enroll in and retain health coverage under the Affordable Care Act. The organization aims to serve the uninsured by identifying tried-and-true models for outreach and enrollment, implementing research-based, data-driven strategies, and working with a broad array of partners.
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Ezra Watland | Western State Assistance Director | 10/32016
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OBJECTIVES

• Learn the difference between paid and earned 
media

• Understand what your core message is and get 
comfortable using it in your work

• Learn how to engage the media and work with 
reporters

• Pivoting and bridging

Presenter
Presentation Notes
Today, we will go through a case study that will provide you with the tools to refine your organization’s media strategy.  You will read a case study, identify challenges and solutions, and answer planning questions about the case study.  By the end of the session, partners will be able to:Describe the difference between paid and earned mediaIdentify potential areas for low-lift growth in your current communications planUnderstand what makes a story newsworthy and be able to apply that to expanding earned media effortsDevelop initial next steps to refine and implement their media strategy
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WHAT’S EARNED MEDIA?

Publicity gained through editorial 
influence

Educating Florida about healthcare reform starts with 
conversation

BY PATRICIA BORNS
Wednesday, July 10, 2013

Enroll America, a Washington, D.C.-based nonprofit whose mission is to educate 
Americans about their healthcare options under the Affordable Care Act, kicked 
off its Florida campaign Wednesday in Miami with a training session for more 
than 25 newly hired organizers who will be reaching out to residents statewide.

Presenter
Presentation Notes
[ASK THE AUDIENCE] What is earned media? How do you use it?[PLAY ANIMATION]Earned media refers to publicity through any mass media outlets, such as newspaper, television, radio, and the Internet. This includes news articles or tv segments, letters to the editor, editorials, and radio interviews. Earned media differs from advertising as it cannot be bought or owned, which is why it is 'earned'. In order to get earned media, you will have to develop relationships with local reporters. You will need to add value through your relationship so it is important to understand what reporters are looking for when they are working on a story.
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Why is it Important?

• Reaching the uninsured
• Field = high engagement, low reach
• Paid media = high reach, low engagement
• Earned media = sweet spot

• Wide reach, medium engagement
• “Just the facts”

• The uninsured are hard to find!
• People trust the local media

• The media is one of the most influential ways people 
learn about the ACA

• This is especially true of local news
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So…What is the Goal?

Media coverage 
should:

Further your 
mission by 

reaching your 
target audience
with an effective 

message.

“All press is good 
press” isn’t true in 

today’s 
sensationalistic 

media 
environment.

In other words, 
media coverage 
is NOT an end in 

itself. 
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Core Messaging

Presenter
Presentation Notes
[QUESTION TO THE AUDIENCE]: This topic is a really important one and we're going to explore it by reading and dissecting a case study. Before we get to that, I want to talk about this format for a little bit. What are some of the limitations to using a case study and what are some reasons why you think we choose to make this session case study-based?Remember, we didn’t select this case study because it’s perfect, we selected it to provide an unbiased example and hopefully provide a foil for thinking about your own experience in your own community.(Topics that you hope come through with people's answers): Case studies aren't always transferable (ask to the audience - let's highlight what about our context is different and how we leverage that difference)Case studies don't always give the full picture (ask to the audience a case study is only as good as the questions we ask of it so let's make sure we're asking strong questions).[TRAINER NOTE:] After partners have completed the planning questions, reconvene the group to share toplines.[TRAINER NOTE]: If necessary during the debrief, use the following challenges addressed in the case study as discussion prompts.Most earned media has been accidental or negativePotential solution: Define core message of organization and hammer that early and often in press releases, interviews, media alerts, and provide talking points to partners in the coalition so everyone is saying the same thing Spokespeople limited to two citiesPotential solution: Working with coalition members to identify spokespeople across state and working with them on talking points and interview techniquesLittle to no budget for paid mediaPotential solution: Provides an opportunity to expand earned media program and develop relationships with reporters across the state
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What is Your Core Message?

• The one thing that you want your audience to leave 
your interaction remembering

• You should use your core message:
• In the media
• When working with consumers
• When working with partners
• When working with volunteers
• Everywhere!
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WHAT MAKES A GOOD MESSAGE?
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• Clear and simple
• Make it personal
• Use plain language

Informs and motivates 
your audience to 

action

• Meets your audience where they are
• Timely and relevant
• Use themes, images and words that 

resonate

Is persuasive

• Use proof points
• Provocative or new
• Addresses barriers 
• Make it memorable

Is credible

Source: GMMB: http://www.gmmb.com/

Presenter
Presentation Notes
Keeping our audience in mind, let’s talk about what makes a good message. Here are some tips for creating a persuasive message. Remember to make it clear, personal, and concise! Only communicate the most important points.

http://www.gmmb.com/
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Tips for Building Your Message

Remember your 
audience

Avoid confusing 
language, 
jargon and 
acronyms

Be definitive

Approach your 
messaging as a 

conversation

Don’t forget 
about people 
who need to 

renew!
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Presenter
Presentation Notes
With that in mind, let’s talk about how to build a message.This is the message framework we’ve developed. There are 3 steps to move the consumer through when messaging “Get Covered. Stay Covered”: Lay Out the Facts, Convince them of Affordability, and Describing How/When/Where to Sign-up – or a “Call to Action.” We’ll go through each section piece by piece and at the end of this section, you’ll have a chance to develop your own messaging plan based on this framework. Quick popcorn-style interactive exercise: What are some of the most important messages you think are important to communicate about enrollment? 
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STEP 1: LAY OUT THE FACTS

Presenter
Presentation Notes
There are 5 key messages to get across when you are laying out the facts. Financial help is available: talk about the percent of people who qualified for financial help in your state.Health insurance is affordable: there are low-cost plans available, often for less than the cost of a cell phone billFree, in-person help is available: there are experts in your community whom you can meet with face-to-face to help with the enrollment processImportant health benefits are covered like doctors visits, prescriptions, hospital stays, maternity care, and more. If you don’t get covered, you may have to pay a fine of at least $325.
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STEP 2: CONVINCE THEM OF 
AFFORDABILITY

More than half of Americans who signed up got a plan for 
$100 per month or less. 

In fact, 4 out of 5 people who signed up in the 
Marketplace received financial help for their new 
coverage.

Use a local story to illustrate that it’s real.

Presenter
Presentation Notes
So now that you’ve laid out the facts, the next important step is to convince them of affordability. Remember, our audience is skeptical. Here, you want to be specific about the financial help that most Americans have received. Our research has shown that mentioning the $100 price point up front is motivating for consumers. [CUSTOMIZATION REQUIRED]: You should pull state-specific stats from this doc to customize this slide: https://docs.google.com/spreadsheets/d/1ArBnj_hItH2psy6jpFNsqHNvrbxVefFwPwq4xSExHRg/edit#gid=0
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STEP 3: CALL TO ACTION

Resources are available 
that make signing up for 
coverage easier.

Enrollment takes place 
between Nov.1, 2016 –
Jan. 31, 2017.

You can get free, in-
person help to guide you 
through your options.

Presenter
Presentation Notes
Regardless of your audience, you should always build in a “call to action” at the end of your key message. What do you want your audience to take away from this? For most people it will be something like “Make an appointment with an enrollment assister,” or “Find out how much you could save through the ACA.” We also want to make sure to include important, timely information like deadlines.Around the room: What are some calls to action you have used in the past? (2 min)
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How to Reach the 
Media
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Press Advisories

Goes out before an event to notify the press

Generally gets sent out 1-2 business days before 
the event

Used as a springboard to drive press to events



© 2016 Enroll America | EnrollAmerica.org/Academy

*** MEDIA ADVISORY FOR OCTOBER 1 AT 11:00 A.M. ***

Pennsylvania Consumer Health Coalition Joins
Health Care Organizations to Host Press Conference on

Opening of New Health Insurance Marketplace
New Marketplace Gives 1.3 Million Pennsylvanians Unprecedented Access to Health Coverage

PITTSBURGH, PA – On opening day of the new Health Insurance Marketplace, the 
Pennsylvania Consumer Health Coalition will join the Pennsylvania Health Access Network 
and other health care organizations at the Hill House’s Kauffmann Auditorium to discuss the 
new opportunities provided by the Marketplace. With the opening of the Marketplace, 1.3 
million uninsured Pennsylvanians will have access to affordable health insurance – many for 
the first time. Media is encouraged to attend. After the event, the speakers will be available 
for interviews.

What: Press conference discussing new coverage opportunities for uninsured 
Pennsylvanians
Where: Kauffman Auditorium, Hill House

[ADDRESS]
When: Tuesday, October 1, 2013 at 11:00 AM
Who: Names of speakers using the following convention:

Bolded Name, Name of organization unbolded
Local contact: Name, (###) ###-####
How: To RSVP or for more details, please [call/e-mail] CONTACT INFO
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Press Releases

Goes out after an event or to highlight something that 
has already happened

Used to draw attention to ongoing/past events and 
create a content for future coverage

Goes out immediately after event/newsworthy item
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Largest Grassroots Outreach Effort Yet by Get Covered America Campaign
Blankets Communities Across U.S.

More Than a Thousand Volunteers Participate in More than 200 Events
Over Weekend to Raise Awareness About New Health Insurance Marketplaces;

Partnership with CVS/pharmacy Launched with 30 In-Store Events

Washington, DC – This past weekend, staff and more than a thousand volunteers from 
the Get Covered America campaign reached out to Americans in communities across the 
country with word about the new health insurance options that will be available beginning 
October 1. As part of the “Get the Word Out Weekend” push, volunteers had just-the-facts 
conversations about the new Health Insurance Marketplaces on porches, at barbershops 
and farmer’s markets, over the phone, and at community events across the country. 
Working in partnership with CVS, Get Covered America representatives were also on hand 
to answer questions about the new health care options at free health screening events at 30 
CVS/pharmacy locations across the country.

“Excitement is building for the new, affordable health insurance plans that will be available 
to Americans across the country in less than three weeks,” said Anne Filipic, President of 
Enroll America. “More than a thousand volunteers joined us this weekend to help spread the 
word, and in conversation after conversation, they found that people in their communities 
are eager to look at their options side by side on the new Health Insurance Marketplaces 
coming October 1. That’s why we’re making sure uninsured Americans have the facts they 
need to make the best decision for them and their families.”
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How to Structure Materials
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Giving Effective 
Interviews
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Communicating Effectively
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Weak Strong

Warm

Cold
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Non-Verbal Do’s and Don’ts

• Don’t go overboard, but it is 
totally okay to gesture with 
your hands!

• Never look to the side off-
camera – you’ll look shifty!

• Same with looking up (don’t 
know the answer) and down 
(apologetic).
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Interview Tips and 
Tricks
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How Long Should You Talk?
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But What Do I Say?
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Get Straight to the Point

Regardless of the 
question, the first thing 
you say should be your 
core message – you 
may not get another 
chance.

Repeat the core message 
early and often! 
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Remember Your Audience!

You are not speaking to 
your interviewer, he/she is 
just the middleman.

In other words: Give the 
message you want to 
convey, not necessarily 
the one the reporter asks 
about.
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Repeat Your Message -
Often!

Don’t be afraid to repeat your core message – you 
want to make sure your audience remembers it!
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Well This is all Well and Good…

But I have no idea what reporters are going to ask me!
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How do you handle tough or 
argumentative questions?

It’s as easy as ABC!
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ABCs of Staying on Message

Agree with a shared concern: “You’re absolutely right…”

Bridge to your point:
“That’s why…” or 
“What I can tell 
you is…” or 
“The good news is…”

Convince your audience: end strongly on core message. 
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ABC Example

Question:

Yes, we hear a lot from consumers who have questions about the 
enrollment process, and what plan is best for their family.

We just talked to a consumer who said this process was too 
complicated, so she gave up – why can’t you simplify the enrollment 
process?

The good news is, free personalized help is available!

Find a shared concern to AGREE with:

BRIDGE to your point:

Anyone who visits GetCoveredAmerica.org/Connector can schedule an 
appointment to meet in-person with an assister in their neighborhood.

CONVINCE your audience:
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1. Don’t be hostile or combative!

2. But don’t accidentally agree with something that isn’t true!

AGREE BRIDGE CONVINCE
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DEBREIF



Questions?

Ezra Watland
ewatland@enrollamerica.org

206-678-3411
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Presenter
Presentation Notes
Beginning of Q&AThank you Ezra. We will now begin the Q&A portion of the webinar. You should see a chat dialog area located on the lower left-hand side of your screen, where you may type and send questions. You will also see a “raise hand” button, which we will not be using, so you don’t need to click it when asking a question. End of Q&A period (w/no remaining questions)That concludes our question-and-answer period. Tomorrow, all participants will receive an e-mail with a link to the webinar recording. Don’t forget to complete the short survey that will be available on your screen after we end the webinar. Your feedback will help us to improve our future presentations.  Thank you for joining us, and have a great day. End of Q&A period (w/remaining questions)Unfortunately, we have run out of time for questions. We have a list of unanswered questions that have come in via chat, and we will provide written answers in an e-mail that we will share with webinar participants.   Tomorrow, all participants will also receive an e-mail with a link to the webinar recording. Don’t forget to complete the short survey that will be available on your screen after we end the webinar. Your feedback will help us improve our future presentations.  Thank you for joining us, and have a great day.

mailto:ewatland@enrollamerica.org


Upcoming events

• Building Better Health
– Oct. 13-14

• Think Like a Journalist: Advanced Techniques 
for Working with the Press
– Oct. 12, 2:45 to 4:15 p.m.

• Lights, Camera, Action: Going on the Record 
and Perfecting Your Interview
– Oct. 13, 10:00 to 11:30 a.m. 
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Thank you

www.ColoradoHealth.org. 
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http://www.coloradohealth.orgwww.coloradohealth.org/
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