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Best Practices in Social Best Practices in Social 
MarketingMarketing

Advocacy Strategies for State Outreach and Increased 
Credibility

Presenter DisclosuresPresenter Disclosures

The following personal financial 
l ti hi  ith i l i t t  relationships with commercial interests 

relevant to this presentation existed 
during the past 12 months: 

No relationships to disclose for OSBHCA No relationships to disclose for OSBHCA 
or individual presenters 
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Presentation ObjectivesPresentation Objectives

Define social marketing and describe its 
important principles that can be used to important principles that can be used to 
advocate for school based health care

Use case studies to show positive social marketing 
in action, especially in advocacy

i i  d h  i  h ll  Discussion and share experiences, challenges, 
successes among audience members

Social MarketingSocial Marketing

Group opener: 
H   d i l k ti ? H ?Have you used social marketing? How?

For fundraising? 
For advocacy?

How many are struggling with the ‘tent’ 
question or education/health care reform in 
your work?
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Marketing DefinedMarketing Defined

"Marketing is a dialogue over time with 
ifi   f t  h  d  specific groups of customers whose needs 

you understand in depth and for whom you 
develop an offer with a different advantage 

over the offer of your competitors.” 

www.buildingbrands.com

Social Marketing DefinedSocial Marketing Defined
A process for influencing human behavior 
on a large scale, using marketing principles g g g p p
for the purpose of societal benefit rather 
than commercial profit

At the heart of the social marketing 
approach is the understanding of your 
audiences’ needs and wants and the audiences  needs and wants and the 
commitment to create programs, plans, 
and practices to help them solve their 
problems
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Ongoing Marketing is Called…Ongoing Marketing is Called…

Branding!

"Simply put, a brand is a promise. By identifying and 
authenticating a product or service it delivers a 

pledge of satisfaction and quality.”

Walter Landor

Branding Logos are Abstract for a Branding Logos are Abstract for a 
Reason…Reason…

G i  ll b ti  b t  Growing collaboration between 
schools and communities 

to provide better access to 
health care for Ohio's children
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Four ‘P’s of Traditional MarketingFour ‘P’s of Traditional Marketing

1. Product
2. Price
3. Place
4. Promotion

•• Price (value)Price (value)

The Marketing MixThe Marketing Mix

•• Price (value)Price (value)

•• Product (solution)Product (solution)

•• Place (access)Place (access)

•• Promotion (info)Promotion (info)
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ProductProduct

Wh t   ki  th  t t What are you asking the target 
audience to do?
What are the benefits to the target 
audience?
What is your “competition”? What could 
your target audience do instead?

PricePrice

What are the costs (financial and What are the costs (financial and 
otherwise) for your target audience to 
participate?
What are other barriers that preclude 
your target audience from 
participating?participating?
How can you minimize costs and 
remove barriers?



7/1/2009

7

PlacePlace

Where are the places that the target Where are the places that the target 
audience makes decisions about 
participation?
Where does your target audience 
spend time?
Wh t i f ti  di t ib ti  t  What information distribution systems 
does your target audience use and 
prefer?

PromotionPromotion

Which communication channels does Which communication channels does 
your target audience pay attention to the 
most and trust?
How can you best package your 
opportunities to reach your target 
audience effectively and efficiently?audience effectively and efficiently?
Who can act as a credible and engaging 
spokesperson for the benefits of your 
offerings?
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ExchangeExchange

You Give Me
$1

You Get
A P i$1 A Pepsi

A thirst quencher
Good taste
Fun
Youthful feeling
Girl/boyfriend

Source: www.turningpointprogram.comSource: www.turningpointprogram.com

Four Additional ‘P’s of Social Four Additional ‘P’s of Social 
MarketingMarketing

1. Publics
2. Partnership
3. Policy
4. Purse Stringsg
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PublicsPublics

Who are the people outside your 
constituency that you need to engage 
to increase your success?

Whose support do you need inside your 
organization to increase your success?

PartnershipPartnership

Are there other organizationsAre there other organizations…
doing similar work with which you could 
collaborate?
that could bring needed resources and 
skills?
that would be politically advantageous 
to align with ?
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PolicyPolicy

Are there any policies that could be Are there any policies that could be 
highlighted to heighten interest in 
SBHCs?

Are there ways to showcase influential 
policymakers who endorse the policy?policymakers who endorse the policy?

Purse StringsPurse Strings

Is the funding you currently have Is the funding you currently have 
sufficient to achieve all of your 
objectives?

Is there the potential of corporate 
sponsorship of your SBHC?sponsorship of your SBHC?
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Stages of Social MarketingStages of Social Marketing

1. Planning
2. Messaging & Materials Development
3. Pre-Testing
4. Implementationp
5. Evaluation & Feedback

Stage #1: PlanningStage #1: Planning

Objective:  What change or new Objective:  What change or new 
innovation do you hope that recipients 
implement as a result of your efforts?
Target audience:  Who are you primarily 
trying to reach with your efforts?
G t k   Wh  h  th  t Gatekeepers:  Who has the most 
influence over your target audience? 
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Stage #2: Message & Materials Stage #2: Message & Materials 
DevelopmentDevelopment

What messages will resonate with your What messages will resonate with your 
target audience?
What types of materials will you develop 
to convey your messages to your target 
audience?
H  ill  h i  lit  How will you reach various personality 
types in your audience?

Stage #3: PreStage #3: Pre--TestingTesting

Test your messages and materials with a 
sub-section of your target audience and 
secondary audience.

R fi    d t i l   Refine your messages and materials, as 
necessary.
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Stage #4: ImplementationStage #4: Implementation

Wh t h l  ill   t  di t ib t  What channels will you use to distribute 
your messages and materials?

How will you prepare and use your 
“primary influencers” to help you 
implement your marketing efforts?implement your marketing efforts?

How will you continue to ensure your 
target audience receives your 
message?

Stage #5: Evaluation & FeedbackStage #5: Evaluation & Feedback

How will you gather feedback to 
evaluate your marketing strategy 
along the way?

How will you measure if you were y y
ultimately successful?
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Ohio as a Case StudyOhio as a Case Study

Ohio Social MarketingOhio Social Marketing

TOT Cycle 1: Partnered with Michigan

Presentation to OSBHCA Board at Annual 
Meeting 2007

OSBHCA wanted to utilize social marketing 
principles to increase advocacy and grow principles to increase advocacy and grow 
its credibility and outreach

Not sure how at that point….



7/1/2009

15

Ohio ContextOhio Context--OSBHCA’s TentOSBHCA’s Tent

17 SBHCs serving 40 schools
26 SBHCs in 2004 2005 NASBHC Census26 SBHCs in 2004-2005 NASBHC Census
More MH-school programs than primary 
based or linked, mobile dental or P-MH
Dental programs:

Ohio Dept of Health reports there are 20 sealant 
programs in 43 counties serving about 30,000 

hild  ll  i  600 h lchildren annually in 600 schools.

CincySmiles Foundation serves about 6000 of 
those kids in 7 counties in 340 schools

Ohio PublicsOhio Publics
Since 2006, a new school health movement has re-
emerged

H lth i  l M di id i  & Ohi  b fit b kHealth in general-Medicaid expansion & Ohio benefit bank

Mental health parity; diabetes coverage; PA/Nutrition 
legislation

Afterschool funding; Voices for Ohio’s Children focusing on 
EPSDT, early care

Childhood obesity work-including Ohio Business Childhood obesity work including Ohio Business 
Roundtable support

ODE: Comprehensive systems of learning supports
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Ohio PublicsOhio Publics
State associations, including OSBHCA, re-
engaging the Governor and state legislature in 

d ti  f  h l h lth iadvocating for school health services

2008: CDC CSH grant re-awarded to Ohio in joint 
work between ODH-ODE

2009: Governor Strickland makes clear education 
reform will be included in state budget; executive 
language talks to ‘whole child’ in education and language talks to whole child  in education and 
wrap-around services; family-community 
engagement coordinators, extended learning, 
increased health services

Ohio ContextOhio Context--PublicsPublics

Opportunity: how to coordinate and break down Opportunity: how to coordinate and break down 
silos of school health/learning supports groups

Opportunity: how to build an overarching 
“addressing non-academic barriers to academic 
success” beyond the SBHC-only model/tent-we 
simply can’t do it alone!

Coordination among the field-how do we bring 
all involved in school health/learning supports 
services together to advocate? Can we?



7/1/2009

17

Purse Strings: HFGC Grant 2008Purse Strings: HFGC Grant 2008--
20102010

In light of our growth from 2006-2008 and our 
context in Ohio, HFGC proposed a grant idea to context in Ohio, HFGC proposed a grant idea to 
increase advocacy, collaboration and field 
coordination for OSBHCA

Wrote grant June 2009; awarded for Jan 2009-Dec 
2010

Hired advocacy director June 2009

Purse Strings: HFGC Grant 2008Purse Strings: HFGC Grant 2008--
20102010

Key component of the grant includes:

State advocacy director and increased 
organizational capacity-The state advocacy director 
will network and strengthen ties with other statewide 
organizations and agencies, do the legwork in 
convening the statewide conversation with 
stakeholder about a coordinated approach to 
learning supports, coordinate with the field 
coordinators in mobilizing grassroots support in 
communities with SBHCs, and work with the executive 
director in increasing the visibility of the organization 
and the field.  
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PartnershipsPartnerships

Who would be at the table?

Policy: Statehouse DayPolicy: Statehouse Day

What would both highlight SBHCS/the state 
association  bring value to other partners association, bring value to other partners 
and fulfill the mission of our grant?

An identified need for some kind of advocacy day trying to 
bring all school health/learning supports groups (and those 
they serve) together in a meaningful way

The state budget was sure to include education reform as well 
as kids health expansion, so timing was there; also working 
with the Ohio Mental Health Network for School Success on 
Policy Development and Advocacy trainings to encourage 
attendance and educate on the ‘how tos’ in state advocacy
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Stage 1: PlanningStage 1: Planning
September 2008-first meeting; asked representatives from all groups 
to come and plan for a day focused on advocacy for Ohio School 
Health/learning supportsg pp

Could we agree to a set of policies that all could agree to advocate 
for?

How do we incorporate social marketing principles-youth, families, 
colors, branding (with so many diverse groups, one brand was 
difficult!)

Place: Date agreed to: April 14, 2009, Statehouse Atrium

MOU for each group to sign

No organization dollars contributed; planned to break even on 
registration costs/CE 

Stage 1: PlanningStage 1: Planning
Objective: create a day that convenes school 
health/learning supports groups to advocate for 
t t  l i l ti  t f th  i  i  state legislative support of these services given 

the current climate

Target Audience: Legislators we the target for the 
advocacy; those involved in supporting learning 
were targeted for registration (including 
youth/families)

Gatekeepers-partners/other state associations (to 
plan, market, encourage attendance, otherwise 
participate & volunteer)
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Stage 1: PlanningStage 1: Planning

Product: 
Agenda development incorporating CE  Agenda development-incorporating CE, 
state departments, key legislators, Ohio 
models
Youth engagement
Pre-scheduled legislative visits

Price: $30-much discussion
Promotion: 

Engaging the media
Banners, artwork and picture collection

Stage 2: Messaging and Stage 2: Messaging and 
MaterialsMaterials

Challenges: “school health” language not all-
inclusiveinclusive

How to capture a diverse group of attendees 
but have a cohesive message of some kind

Build in a ‘movement’ conceptBuild in a movement  concept

Getting gatekeepers to agree; entice others 
to sign on
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Stage 1: PlanningStage 1: Planning--Final AgendaFinal Agenda

Stage 1: PlanningStage 1: Planning--Final AgendaFinal Agenda
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Statehouse Day MarketingStatehouse Day Marketing

Statehouse DayStatehouse Day
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ExchangeExchange

You Give Us
$30 d th  h  

You Get
An advocacy/CE $30 and the hours 

of 9 a.m. to 4 p.m. 
on April 14th

An advocacy/CE 
day

3.5 hours for RNs/SW
Prescheduled 
legislative meetings
Networking
A sense of feeling 
like a part of a like a part of a 
greater movement
Venue to 
communicate, learn, 
ask questions

Stage 3: PreStage 3: Pre--testingtesting

Disclaimer: This was not data-driven

Response was very positive among 
planners/gatekeepers

Other groups responsive to day and 
t d t  i l d  th i  l  t  twanted to include their logo, present, etc.
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Stage 4: ImplementationStage 4: Implementation

Online tools/Constant Contact outreach-
each planner/gatekeeper utilized developed p g p p
marketing to pass along and/or submitted 
contact lists to OSBHCA for us to encourage 
registration

Online registration/PayPal account

Legislative invites in paper  via phone and Legislative invites in paper, via phone and 
email

Printed 700 mailers for registration

Stage 4: ImplementationStage 4: Implementation
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Statehouse Day ImplementationStatehouse Day Implementation

Statehouse Day ImplementationStatehouse Day Implementation



7/1/2009

26

Statehouse Day ImplementationStatehouse Day Implementation

Statehouse Day ImplementationStatehouse Day Implementation
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Statehouse DayStatehouse Day

Statehouse Day ImplementationStatehouse Day Implementation
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Statehouse Day ImplementationStatehouse Day Implementation

Statehouse Day ImplementationStatehouse Day Implementation
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Statehouse Day ImplementationStatehouse Day Implementation

Statehouse Day ImplementationStatehouse Day Implementation
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Statehouse Day ImplementationStatehouse Day Implementation

Statehouse Day ImplementationStatehouse Day Implementation
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Statehouse Day ImplementationStatehouse Day Implementation

Stage 5: Evaluation and Stage 5: Evaluation and 
FeedbackFeedback

By the Numbers:

26 ‘ ll b ti  ’•26 ‘collaborating groups’
•Total attendees (not counting legislators): 134
•Total legislators and staff that attended lunch: 51
•Total registered no-shows: 27
•Total attendees requesting CE: 50
•Total scheduled legislative meetings (Options A & B): 74
•90% rated the day’s CE presentations good-excellent
•Only 2 evals came back saying that, if asked, would not attend again

Media Coverage:
Statehouse Day received a write up in 
two statewide daily newspapers.  
Video/story ran on Channel 10 news in 
Columbus

Lots and lots of youth!
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Stage 5: Evaluation and Stage 5: Evaluation and 
FeedbackFeedback

Unquantifiable benefits-connecting folks 
via conversationvia conversation

CARE Team and University partners; School 
RNs and Afterschool programs
Many of the issues presented were included 
in the state budget-this cannot relate 
completely to statehouse daycompletely to statehouse day
Impression on legislators very favorable-but 
what action they do with it we may never be 
able to quantify in total

Stage 5: Evaluation and Stage 5: Evaluation and 
FeedbackFeedback
Positive comments in evals and de-briefing 
meetings:meetings:

Youth incorporation fantastic-being three, artwork, speaking, 
etc.
Number of legislators and staff at lunch great
First time so many advocates on ‘school health’ had come 
together, met, talked, depth and breadth of issues/groups 
was wonderful
First Lady and State Departments were wonderful
Interesting to see different models
So many legislative visits!
Day was well-organized, looked wonderful
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Stage 5: Evaluation and Stage 5: Evaluation and 
FeedbackFeedback
Suggestions for improvement moving 
forward:forward:

Agenda too long
No clear focus of policy asks
Youth needed to kick off or be during lunch-more focus on 
youth ‘asks’
Lost OSBHCA in there
Set up in regions worked for lunch  but not for ANY other time Set up in regions worked for lunch, but not for ANY other time 
throughout the day
Didn’t break even-is there shared ownership in cost going 
forward?
What is the follow up?

OSBHCA Moving ForwardOSBHCA Moving Forward

http://www.affinisc
/ bh /ape.org/osbhca/

Action center
Events calendar
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OSBHCA Moving ForwardOSBHCA Moving Forward

Group Discussion: 
Oth  d l ? Other models? 
Other venues such as Facebook? 
Other success stories/challenges faced?
Questions/comments/suggestions for 
improvements?

Contact:Contact:
Carrie Baker, CAE
Executive Director
Ohio School Based Health Care Association
50 West Broad Street
Suite 1801
Columbus, Ohio 43215
614.222.8502-office
614.441.2323-cell
614.222.8503-fax
carrie@bakernonprofits.com
www.osbhca.org


