Dear Friends,








Summer 2006

The Robert Wood Johnson Foundation will launch the seventh annual Covering Kids & Families Back-to-School Campaign on Wednesday, August 9, 2006 with events across the country. We encourage  Covering Kids & Families coalitions and all interested organizations to kick off your local outreach campaign activities within a week of the launch. Your events will help inform parents that their children may be eligible for Medicaid or the State Children’s Health Insurance Program (SCHIP) coverage and will help get more children enrolled. 

We are pleased to work with you on outreach and enrollment this year. Last year, Covering Kids & Families coalitions and organizations across the country held more than 3,200 enrollment and media activities in all 50 states and the District of Columbia. With your help, we can reach even more families this year. 

The goal of this national campaign is to spread the word that low-cost and free health care coverage programs are available for many families, especially working families. As parents get their children ready for a successful school year, the Covering Kids & Families Back-to-School Campaign encourages parents whose children are uninsured to put enrolling them in Medicaid or SCHIP at the top of their back-to-school checklist. 

We encourage you to make use of the information offered in this Covering Kids & Families Back-to-School Action Kit to help you plan a successful media or outreach event. The templates in this kit can also be found on the Covering Kids & Families Web site, www.coveringkidsandfamilies.org, in the Communications Action Center, where the contents of the Back-to-School Action Kit are posted. 

This year, redesigned and new materials include:

· A completely redesigned Covering Kids & Families Web site, featuring a new Communications Action Center, where all of  the campaign toolkits can be easily viewed and downloaded 
· New royalty-free photographs in the online Photo Library, available for download at www.coveringkidsandfamilies.org/materials/photos


· Redesigned bookmarks, fliers and posters, available for ordering at www.coveringkidsandfamilies.org/materials
· A new public service announcement (PSA) featuring film and television star Bernie Mac, which can be viewed at www.coveringkidsandfamilies.org/materials/videos
If you have questions, please contact the Covering Kids & Families Communications Team at (202) 338-7227 or coveringkidsandfamilies@gmmb.com. We look forward to working with you this summer!

The Covering Kids & Families Communications Team 

Introduction

This introduction provides an overview of the Covering Kids & Families Back-to-School Campaign and puts the most important documents at your fingertips. It contains an overview of how to use the Action Kit, information about the resources that are available from the Communications Team, program and campaign fact sheets, a materials order form, and a campaign participation form. 

This section includes:

· How to Use the Covering Kids & Families Back-to-School Campaign Action Kit – This outlines the most effective way to use the Action Kit and explains the goal of the campaign.

· What Is in the Covering Kids & Families Back-to-School Campaign Action Kit – This outlines the sections within the Action Kit and their usefulness in conducting outreach. 
· Support Available from the Covering Kids & Families Communications Team – Whatever your Back-to-School Campaign activities may be, the Covering Kids & Families Communications Team is available to support you each step of the way.

· Covering Kids & Families Fact Sheet – This fact sheet provides the who, what, when, where, why and how of the Covering Kids & Families Initiative. 

· 2006 Covering Kids & Families Back-to-School Campaign Overview – This section provides specific background information on this year’s Back-to-School Campaign. 

· Materials Order Form – This order form describes the products that you can order to assist with your outreach and enrollment efforts. 

· Covering Kids & Families Back-to-School Campaign Participation Form – Please take a moment to fill out this form and let us know how you are participating so that we can promote your events to the media, organizational and corporate partners, and others. 
How to Use the Covering Kids & Families

 Back-to-School Campaign Action Kit

Back-to-school time is a natural time for parents with children of all ages to pause and prepare for the year ahead. The goal of the Covering Kids & Families Back-to-School Campaign is to place children’s health care coverage at the top of the to-do list of every parent with an uninsured child. During the past several years, thousands of Back-to-School Campaign events promoting the availability of low-cost and free health care coverage have taken place in all 50 states and the District of Columbia. As a result of this outreach, national and state toll-free hotlines have been flooded with calls from parents of uninsured children. 

The Covering Kids & Families Back-to-School Campaign Action Kit was developed to facilitate your participation in this national effort. The materials in the Action Kit are designed to help groups and individuals organize local activities, publicize these events, and build support for outreach efforts within their communities. 

In the days leading up to the target market launch events, we will update the news release and news advisory templates in the Action Kit to include findings from new national research. These findings will help you generate media interest in your events. If you fill out and return the participation form in this section or sign up at www.coveringkidsandfamilies.org to be an event planner, you will receive an updated news advisory in late July and the news release on the day of the target market launch events. 

Developing Your Back-to-School Plan with Your State Government

Of the nearly 46 million uninsured Americans, more than 8 million are children. Public programs such as Medicaid and the State Children’s Health Insurance Program (SCHIP) could cover many of these children, if only their parents knew they were eligible. It is the mission of Covering Kids & Families to ensure that all eligible children are enrolled in available programs. At the same time, we recognize that many states have implemented cost-containment strategies to control Medicaid and SCHIP spending, including reducing eligibility levels, increasing copayments, decreasing outreach and, in a few cases, capping SCHIP enrollment. 

During this year’s campaign, we are encouraging grantees to work with state officials to develop a Back-to-School Campaign plan that takes into consideration the current environment in your state, yet continues to connect eligible families to available health care coverage programs. A high-profile media event may be effective in some states, while more targeted outreach to potentially eligible families may be appropriate in others. To assist you in developing your plans, the Covering Kids & Families Communications Team has developed a few tools specifically designed for states that may cap SCHIP enrollment or are looking to conduct more targeted outreach. These tools can be found in the Outreach section of this Action Kit.

We encourage interested organizations and individuals like you to take advantage of this national grassroots effort by planning media and enrollment activities in your community. Please contact the Covering Kids & Families communications campaign at (202) 338-7227 or coveringkidsandfamilies@gmmb.com if you are interested in participating in the Back-to-School Campaign.

The Robert Wood Johnson Foundation and the majority of Covering Kids & Families grantees are 501(c)3 nonprofit organizations, and cannot lobby—or be perceived as lobbying—for any specific piece of legislation, political candidate or solution to the problem of the uninsured. The Foundation’s funds may not be used by anyone—including its grantees—for activities beneficial or detrimental to any candidate for office, or to advocate for or against any specific legislative proposals. At present, there are many legislative and electoral battles over health care coverage for low-income children and families. This prohibition on all electioneering and lobbying must be honored in appearance as well as in fact. 

Covering Kids & Families coalitions may not use the resources of the Covering Kids & Families Back-to-School Campaign as an opportunity to advocate for or against any specific legislative proposals, political candidates or parties. Your participation in the Back-to-School Campaign may only include activities that help to connect families to existing public health care coverage programs. You must remain clearly nonpartisan, in perception and in reality, and must avoid any real or perceived involvement in the electoral process.

What Is in the Covering Kids & Families 
Back-to-School Campaign Action Kit

In addition to this Introduction section, the Action Kit is divided into six other sections. Each section begins with a brief overview of its contents. 

The Resources section outlines additional resources that are available through the communications campaign, including resources to help you learn more about the issue of health care coverage, communications campaign contact information and past Back-to-School Campaign results. Additional information about the results of the communications campaign is also available here.

The Media Outreach and Event Planning and Media Templates sections provide guidance and ideas on how to set up and promote media events and activities, as well as timesaving templates. The timeline for coordinating and executing a media outreach campaign is designed to help take the guesswork out of your work with the media. 

In the Outreach section, you will find tips and ideas for organizing, planning and executing activities in your community. The Outreach and Event Templates section includes customizable materials to save you time and effort. You can use the templates to recruit participants, promote your event and thank all those involved. You will want to print the templates on your own organization’s letterhead.

Materials that combine a compelling and uniform message with specific local information will help generate strong media interest in your event. Most importantly, the more closely each group adheres to these messages, the stronger the national message that reaches families across the country. 

In the Evaluating Your Outreach Efforts section, you will find guidance on how to measure the success of your event and your media outreach. It is important to read this section before you develop plans for your Covering Kids & Families Back-to-School Campaign outreach. Planning for evaluation enhances your overall effort by allowing you to measure the results of your efforts and helping to ensure that your success is quantifiable. 

NOTE: The template materials and individual sections of this Action Kit are available to download separately on the Web site at www.coveringkidsandfamilies.org/actioncenter. Please contact us at (202) 338-7227 or coveringkidsandfamilies@gmmb.com with any questions.
Support Available from the 
Covering Kids & Families Communications Team

Whatever Back-to-School Campaign activities you plan, the Covering Kids & Families Communications Team will be there to support you each step of the way. 

The Communications Team provides a variety of ways for individuals and organizations to learn more about the Back-to-School Campaign and to get involved, including:
1. Technical Assistance on Request. If you are interested in participating in the Back-to-School Campaign or would like to learn more about the communications campaign, please call (202) 338-7227 or e-mail coveringkidsandfamilies@gmmb.com.
2. Partnerships with National Organizations and Corporations. The Covering Kids & Families Communications Team works with nearly 200 national organizations and dozens of national and regional companies across the country, many with local affiliates or franchises that may be interested in working with you. A full list of national supporters can be found in the Resources section. For additional information, visit www.coveringkidsandfamilies.org or contact us at (202) 338-7227 or coveringkidsandfamilies@gmmb.com.

3. Outreach Materials. These materials communicate our messages with new images and designs. You can view and order these materials at the Covering Kids & Families Web site in time for your Back-to-School Campaign activities. Order now, so that you do not miss out!

4. Covering Kids & Families Toolkits, Guides and Reports. The following communications toolkits and guides can help you with targeted outreach by providing templates and tips derived from grantee experiences. They can be viewed and downloaded in the all-new Communications Action Center atwww.coveringkidsandfamilies.org/actioncenter . 

· Updated! Engaging the Business Community Toolkit
This toolkit provides guidance on how to successfully engage businesses in outreach activities. 
· Updated! Evaluating Communications and Outreach Guide
This guide outlines the steps you can take to evaluate the success of your communication and outreach efforts.

· Updated! Guide to Placing Public Service Announcements
This guide assists Covering Kids & Families grantees in planning and executing a successful PSA campaign. It includes tips for contacting the media, ideas for evaluating your effort, template media materials and a mail-back tracking postcard.

· Guide to Working with the Faith Community
This guide helps you get started with interfaith outreach, including tips, advice, and template letters to leaders of congregations and religious organizations. It is intended to be used in conjunction with the Interfaith Toolkit. This guide is available in hard copy form or for download.

· Interfaith Toolkit

This toolkit provides religious organizations with the tips and materials they need to spread the word about the availability of Medicaid and SCHIP, including newsletter articles and a reproducible church bulletin insert. It is available in English and Spanish.
· Meeting the Match: A Fundraising Guide
This guide includes advice about identifying potential sources, constructing a fundraising plan and approaching potential donors.
· Updated! Message Strategy Toolkit
This is an at-a-glance guide to research-based messages for motivating parents to take action. A great tool for anyone presenting or conducting outreach to potentially eligible families, it includes key statistics, Covering Kids & Families message points, and tips on how to evaluate your advertising and collateral materials. 
· Updated! Reaching American Indian and Alaska Native Families Toolkit
This toolkit includes background information on American Indian and Alaska Native health policy and culture, as well as template outreach materials.

· Coming Soon! Reaching Latino Families Toolkit
This toolkit provides tips for helping connect Latino families to health care coverage programs. It includes media templates and resource materials, as well as free photos for use in your outreach efforts.

· Reaching Uninsured Parents: Insights about Enrolling Uninsured, Low-Income Parents in Medicaid and SCHIP
This report addresses some of the barriers uninsured parents face when enrolling in Medicaid and SCHIP and explores the messages and information that might motivate them. 

· Retaining Eligible Children and Families in Medicaid and SCHIP: What We Know So Far
This retention literature review is designed to help inform states, grantees and others working on retention by condensing the insights from many different studies and various experts into one document. 

5. Kits and Guides Available from Cover the Uninsured Week. Cover the Uninsured Week is the largest nonpartisan campaign in history to focus attention on the need for health care coverage for all Americans, including the nearly 46 million who are uninsured. Visit www.coveringkidsandfamilies.org to download the following resources, which may also be helpful for your Back-to-School Campaign planning: 
· Health and Enrollment Fair Planning Guide 
This guide provides step-by-step instructions for planning a health and enrollment fair. Cover the Uninsured Week national partners developed the guide for the novice event planner.
· State Guides to Finding Health Insurance Coverage 
These guides, developed for Cover the Uninsured Week, outline the help that may be available to uninsured individuals in their state. 
6. Public Service Announcements. Covering Kids & Families public service announcements are designed to inform parents of potentially eligible children about the availability of low-cost and free health care coverage. The 30-second television spots and the print PSAs promote the national 1(877) KIDS-NOW toll-free number. New for 2006 is a PSA featuring film and TV star Bernie Mac (“The Bernie Mac Show,” “Oceans 11”). The Covering Kids & Families Guide to Placing Public Service Announcements offers advice on how to pitch these PSAs to local media in your state. All PSAs can be viewed at www.coveringkidsandfamililes.org/materials/videos. You can also order a DVD, VHS or BETA tape of the PSAs along with the PSA guide by contacting the Communications Team at (202) 338-7227 or coveringkidsandfamilies@gmmb.com. 
7. Covering Kids & Families Videos to Reach Families. 
· Updated! Outreach Video (available in English and Spanish): With updated information and a fresh look, this five-minute educational video explains the issue of children’s health care coverage in the United States. Outreach workers and others can use it to educate parents of uninsured children who may be eligible for Medicaid or SCHIP. It is available in VHS format.

· Back-to-School Campaign Spanish-Language Music Video: This Spanish-language music video was created for Covering Kids & Families by international salsa sensation Willie Colón. It is available in VHS and BETA formats. 
· Accomplishments Video: This video highlights the impact that the Covering Kids & Families communications campaign has had on raising awareness about low-cost and free health care coverage programs for children during the first four years of the campaign. It can be helpful in showcasing the work of Covering Kids & Families for potential corporate and organizational partners or funders. It is available in VHS format.
8. B-roll Footage. To increase the likelihood that your effort will generate more than just a snippet on your local television newscast, the Communications Team developed b-roll footage that is available by contacting the Communications Team at (202) 338-7227 or coveringkidsandfamilies@gmmb.com. 

9. New Web Site. The Covering Kids & Families Web site, www.coveringkidsandfamilies.org, has been redesigned with several new features and resources to help you plan outreach efforts. New and updated features include:
· New! Communications Action Center: This new interactive assistance center provides you with all the tools you need to plan a successful Back-to-School Campaign event. Included in the Communications Action Center are the Covering Kids & Families outreach guides, media templates and successful event organizational strategies. The center makes it easy for you to learn how to plan media and enrollment events; teaches you the intricacies of conducting outreach to several minority populations; and gives you vital information on retention, enrollment, message strategy and evaluation.
· New! What You Can Do: This new section details 10 easy ways for you and your coalition to get involved in the Covering Kids & Families Back-to-School Campaign—whether you have five minutes or five months to give to the effort.

· New! Promising Strategies: This new section contains successful outreach, fundraising, partnership and communications strategies from past Back-to-School Campaign efforts, which you can use as examples to help you plan your own efforts.
· Tell Us What You Are Doing: To help facilitate information sharing, the Tell Us What You Are Doing section allows you to register your events and contact information online. It also allows people in your area to view information about your event, and potentially attend the event and offer support. Once you register your event, the Communications Team will provide you with technical assistance and count your event in our master list of Back-to-School Campaign activities. 

· Are You Uninsred?/Family Corner: This section provides information for families interested in learning more about Medicaid and SCHIP. It also includes links to online eligibility and enrollment information, as well as state-by-state resource guides.
· E-mail Updates: This feature allows you to register your e-mail address so you can receive campaign updates and special announcements throughout the Back-to-School Campaign. 

· Photo Library: We have expanded the popular Covering Kids & Families online Photo Library of royalty-free photos. These photos are free to use in year-round and Back-to-School Campaign materials to promote your outreach activities. The library contains photos of children and families of diverse ethnicities, races and ages that can be used to promote Medicaid and SCHIP coverage in fliers, brochures and print advertisements. NOTE: Photos are only available for use in Covering Kids & Families outreach materials and efforts to reach uninsured children and families that may be eligible for Medicaid or SCHIP.

· Customizable Materials: We can save you money! If you are getting ready to print fliers, bookmarks or posters, take advantage of the template materials that are available for download from the Web site. You can tailor them to include your state-specific information. The only cost to you is the cost of printing them. 
**Remember to check the Web site periodically, as more information and helpful tools are being added all the time!

Covering Kids & Families Fact Sheet
The Issue:

Uninsured Americans are often forced to delay medical care, suffer from more illness and sometimes die as a result of not having health coverage. Yet millions of American children and adults who are eligible for health coverage through either Medicaid or the State Children’s Health Insurance Program (SCHIP) remain unenrolled.

Our Response:

Covering Kids & Families is a national initiative of the Robert Wood Johnson Foundation (RWJF) focused on reducing the number of eligible but uninsured children and adults through enrollment in Medicaid or SCHIP. It is the nation’s single largest effort of its kind. Since 1997 RWJF has invested nearly $150 million in two major initiatives to ensure that every child and adult eligible for Medicaid or SCHIP coverage receives it: Covering Kids and Covering Kids & Families.

Who’s Involved:

The Covering Kids & Families initiative has benefited from the work of coalitions in 50 states and the District of Columbia with more than 5,500 member organizations. Covering Kids & Families coalitions include public officials, health professionals, educators, businesses, social service agencies, faith-based organizations; and others all working to ensure that eligible children and adults are insured through Medicaid or SCHIP.

Our Approach:

Covering Kids & Families statewide and local projects use three strategies demonstrated to reduce the number of uninsured children and adults who are eligible for Medicaid and SCHIP, but are not enrolled:

· Simplification of burdensome eligibility policies and practices;

· Coordination of eligibility policies and procedures among different coverage programs; and

· Outreach to eligible, uninsured children and adults.

Back-to-School Campaign:

As a part of the Covering Kids & Families outreach strategy, an annual Back-to-School campaign has been organized every August since 2000 to reach out to parents of eligible, uninsured children. Covering Kids & Families coalitions, corporations and national organizations stage media events, enrollment drives and other outreach activities to encourage parents of eligible, uninsured children to put enrolling them in Medicaid or SCHIP at the top of their back-to-school checklist.

The Results:

At a time when the number of uninsured parents has increased, the number of uninsured children has decreased. Nearly 2 million more children have health care coverage now than in 1998, largely due to increased enrollment in Medicaid and SCHIP. Covering Kids & Families and its vast network of national, corporate and local partners significantly contributed to this increase.

Quick Facts on the Uninsured:

· Nearly 46 million people in the United States are uninsured.

· Nearly 8.3 million children are uninsured, and most are eligible for Medicaid or SCHIP.

· 70 percent of uninsured Americans have at least one full-time worker in the family.

· More than half of uninsured children are Hispanic or African American.

· A family of four earning up to $40,000 a year or more is potentially eligible for coverage through Medicaid or SCHIP.

Consequences of Being Uninsured:

· Uninsured children are 70 percent more likely than children with health insurance not to receive care for common conditions like ear infections.

· 48 percent of all uninsured children have not had a well-child visit in the past year.
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More than 40 percent of uninsured Hispanic children received no medical care at all during 2003, while nearly 30 percent of uninsured African-American children went without care.
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2006 Back-to-School Campaign Overview

There are nearly 8.3 million uninsured children in the United States.   Most of these children are eligible for low-cost or free health care coverage through Medicaid or the State Children’s Health Insurance Program (SCHIP), but many parents may not realize their children could be eligible for this coverage.

That’s why on August 9, 2006, the Robert Wood Johnson Foundation will kick off the seventh annual Covering Kids & Families Back-to-School Campaign in cities across the country. The campaign encourages parents to include enrolling their eligible, uninsured children in Medicaid or SCHIP as an important part of getting their children ready for the new school year. 
Covering Kids & Families and its partners will reach millions of families nationwide during August and September by:
· Organizing thousands of activities in all 50 states and the District of Columbia to encourage parents to call toll-free 1(877) KIDS-NOW to find out about enrolling their eligible children in Medicaid or SCHIP. 

· Encouraging our national organizational partners, which include public health, health care, educational, social service and faith-based organizations, to distribute information through their Web sites, listserv announcements, newsletters, conferences and mailings.

· Forming partnerships with national corporations to promote messages about the availability of low-cost and free health care coverage and the 1(877) KIDS-NOW toll-free number on their products and in consumer communications. 

· Working in partnership with Major League Soccer (MLS) to encourage teams across the country to declare a “Children’s Health Care Coverage Day,” and promote the 1(877) KIDS-NOW toll-free number.

The Covering Kids & Families communications campaign provides free promotional materials, outreach videos, toolkits, public service announcements and other materials to help interested organizations and corporations spread the word. Please visit www.coveringkidsandfamilies.org to order free materials, learn more about available resources and to get involved, or contact the Communications Team at (202) 338-7227 or coveringkidsandfamilies@gmmb.com.
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Covering Kids & Families Back-to-School Campaign
Participation Form

Please fax this form to (202) 338-2334 

by Friday, July 14, 2006
(All organizations that are planning events or conducting Back-to-School Campaign outreach are encouraged to return this form.)

Contact Name: 











Title: 














Organization: 











Mailing Address: 












City: 






 State: 


 ZIP: 



Phone: 





 Fax: 







E-mail: 




  
 Media Market: 

____ Please include me on your e-mail list so that I can receive updates about plans and resources for the 2006 Back-to-School Campaign.
Please take a moment to complete the following information on your 2006 Back-to-School Campaign efforts.

I plan to (check all that apply):

____ Hold a press conference 

____ Issue a press release 

____ Submit an op-ed/letter to the editor/drop-in article to the local paper or other publication

____ Pitch b-roll 

____ Pitch PSAs

____ Pitch audio bite lines

____ Hold one or more enrollment or outreach events during the back-to-school period

____ Involve elected officials in media/outreach events

____ Explain coverage options for adults

____ Reach out to the community, including local businesses, schools and other organizations

____ Provide the Communications Team with contact information for families that are willing to share their stories with the media

____ Other [please describe]:

____ I give the Covering Kids & Families Communications Team permission to include information about my event in the nationwide Back-to-School Campaign State Activity Report that will be distributed to the media and posted on the Covering Kids & Families Web site.
Please attach a description of the activities that you are planning. Examples are provided on the following page.

Briefly describe the activity, including (all that apply):

· Type of event (press conference, media outreach, enrollment event, outreach activity, etc.)
· Date and time

· City and state

· Contact information

· Speakers

· Participating organizations and/or businesses
· Other relevant information
Covering Kids & Families Back-to-School Campaign Activities Examples

	EXAMPLE #1:

__X__ Press Conference       __X__ Enrollment Event 
August 2, 9:00 a.m.–2:00 p.m.

Chicago, IL

Senator Miguel del Valle will host his 9th Annual Family Health Fair. More than 2,000 people from the community are expected to attend. KidCare enrollment and outreach staff will be on hand and local doctors will provide free health services and screenings. A local Hispanic radio station will do a live feed from the fair between 8:00 and 10:00 a.m. Other speakers will include Robyn Gabel, executive director of the Illinois Maternal & Child Health Coalition; Dr. Virginia Bishop-Townsend, medical director, Jose de Diego Community Academy; and Paula Bermudez, KidCare family spokesperson. The media has been notified and invited to attend. 



	EXAMPLE #2:

__X__ Outreach Activity 
Mid-August

Avon Park, FL

Representatives from Florida KidCare will be at this community health fair sponsored by the United Methodist Church. Information about low-cost and free health care coverage will be distributed. 



	EXAMPLE #3:

__X__ Outreach Activity        __X__ Enrollment Event 
Mid-August

Julian, CA

Julian Pathways JUSD will work to distribute Healthy Families and Medi-Cal information at K-12 school registration days throughout Julian County.




Overview of Resources

This section introduces you to the Covering Kids & Families Back-to-School Campaign. It contains background information on this national effort and how it began, information on the technical assistance that is available, and some fact sheets on the importance of health care coverage.

Other Internet Resources on Children’s Health – This is a list of relevant Web sites. 

Fact Sheet on Children’s Health Care Coverage – This fact sheet provides thought-provoking insights into the plight of children who have no health insurance. It contains excellent background information to include in media kits and outreach packets. 

State-by-State Comparison of Uninsured Children – This handy chart details the number of uninsured children by state. Please note that the data set slightly undercounts the number of uninsured children since it does not include 18-year-olds, who are eligible for Medicaid and SCHIP.
Covering Kids & Families Annual Back-to-School Campaign Results 2000–2005 – This summary highlights the results of the Covering Kids & Families Back-to-School Campaign from 2000 to 2005.
National Corporate and Organizational Partnerships – This is a list of the 2005 national Covering Kids & Families Back-to-School Campaign partners, many of whom have local affiliates that might be willing to help with your Back-to-School Campaign plans.
Covering Kids & Families Contact List – This list provides contact information for the Covering Kids & Families National Program Office and Communications Team.

	Other Internet Resources on Children's Health

	Organization 
	Internet Address

	Administration for Children & Families
	www.acf.dhhs.gov

	Alliance for Health Reform
	www.allhealth.org

	American Academy of Family Physicians
	www.aafp.org

	American Academy of Pediatrics
	www.aap.org

	Annie E. Casey Foundation
	www.aecf.org

	Association of Maternal & Child Health Programs
	www.amchp.org

	Brookings Institution 
	www.brookings.org 

	Center on Budget and Policy Priorities
	www.cbpp.org

	Centers for Medicare & Medicaid Services
	www.cms.hhs.gov

	Children's Defense Fund
	www.childrensdefense.org

	The Commonwealth Fund
	www.cmwf.org

	Covering the Uninsured
	www.coveringtheuninsured.org

	Cover the Uninsured Week
	www.covertheuninsuredweek.org

	Families USA
	www.familiesusa.org

	FedStats
	www.fedstats.gov

	Health Resources and Services Administration
	www.hrsa.gov

	Healthy Kids Healthy Schools – Consumers Union
	www.healthykidsproject.org

	Health.gov
	www.health.gov

	Institute for Health Care Research and Policy
	www.healthinsuranceinfo.net

	Insure Kids Now!
	www.insurekidsnow.gov

	Kaiser Family Foundation
	www.kff.org

	National Alliance for Hispanic Health
	www.hispanichealth.org

	National Assembly on School-Based Health Care
	www.nasbhc.org

	National Association of Children's Hospitals 
	www.childrenshospitals.net

	National Association of State Medicaid Directors
	www.nasmd.org

	National Coalition on Health Care
	www.nchc.org

	National Educational Association 
	www.neahin.org

	National Governors Association Center for Best Practices
	www.nga.org/center

	National Health Law Program
	www.healthlaw.org 

	National Immigration Law Center
	www.nilc.org

	The Robert Wood Johnson Foundation
	www.rwjf.org

	Urban Institute
	www.urban.org

	U.S. Agency for Healthcare Research and Quality
	www.ahrq.gov

	U.S. Census Bureau
	www.census.gov

	U.S. Department of Education
	www.ed.gov

	U.S. Department of Health & Human Services
	www.os.dhhs.gov

	U.S. Maternal and Child Health Bureau
	www.mchb.hrsa.gov


To learn more about how communities cope with the crisis of the uninsured, go to:

	Communities in Charge
	www.communitiesincharge.org

	Community Health Leadership Program
	www.communityhealthleaders.org

	Community Voices
	www.communityvoices.org


Fact Sheet on Children’s Health Care Coverage
There are 8.3 million uninsured children in the United States.

Many are eligible for low-cost or free health care coverage 
through Medicaid or SCHIP.
Children Are at Risk

· About 11 percent of all children in the United States are uninsured.
 

· Approximately 21 percent of Hispanic children are uninsured.

· Approximately 18 percent of American Indian and Alaska Native children are uninsured.

· About 14 percent of African-American children are uninsured.

· Approximately 12 percent of Asian children are uninsured.
 

· Approximately 7.4 percent of non-Hispanic white children are uninsured. 
 
Uninsured Children Are at Risk for Health Problems
· Uninsured children are less likely to receive proper medical care for childhood illnesses such as sore throats, earaches and asthma.

· Only 45.5 percent of uninsured children received one or more well-child visits in the past year, compared with more than 70 percent of privately or publicly insured children.

· Nearly half (48%) of all uninsured children have not had a well-child visit in the past year.
 

· Uninsured children are more likely than insured children to have an unmet or delayed medical need, with one in six (17%) uninsured children having a delayed or unmet medical need in the past year.

· Uninsured children are nine times more likely than insured children to lack a regular source of medical care, such as a pediatrician or family doctor.

· Many uninsured children lack access to basic health care services and sometimes rely on hospital emergency rooms for routine care.

· Among low-income uninsured children whose family income makes it likely that they are eligible for coverage through Medicaid or SCHIP, half (52%) have not had a well-child visit in the past year and almost one-third (31%) do not have a usual source of care.

Working Families Often Lack Health Care Coverage for Their Children
· In 2002, more than eight in 10 uninsured Americans came from working families. Nearly 70 percent of the uninsured were in families with one or more full-time workers.
 

· People who work for the smallest businesses are the least likely to get health care coverage from their employers. Thirty-five percent of smaller businesses (3-199 workers) did not offer health benefits to their employees in 2003.

· Workers from low-income families have less access to job-based insurance. In 2001, 50 percent of workers from low-income families did not have employer-sponsored insurance available to them either through their own job or that of a family member.

STATE-BY-STATE COMPARISON OF UNINSURED CHILDREN

Average Number of U.S. Children under 18 and

Percent and Number of Children Uninsured by State

(Two-Year Average 2003-2004)

Please note: This chart does not include 18-year-olds. Therefore, it undercounts the number of uninsured children who may be helped by Medicaid and SCHIP. 

	State
	Two-Year Average Uninsurance Rate 2003-2004
	Two-Year Average Number of Uninsured Children 2003-2004
	Two-Year Average Number of Children 2003-2004
	
	State
	Two-Year Average Uninsurance Rate 2003-2004
	Two-Year Average Number of Uninsured Children 2003-2004
	Two-Year Average Number of Children 2003-2004

	Alabama
	8.0%
	88,128
	1,098,155
	
	Montana
	16.5%
	35,677
	215,665

	Alaska
	11.6%
	22,063
	189,586
	
	Nebraska
	6.5%
	28,799
	443,859

	Arizona
	14.6%
	226,765
	1,549,476
	
	Nevada
	16.7%
	101,599
	607,338

	Arkansas
	8.7%
	59,023
	683,197
	
	New Hampshire
	6.6%
	20,305
	307,066

	California
	12.5%
	1,195,085
	9,580,022
	
	New Jersey
	11.4%
	247,868
	2,182,325

	Colorado
	14.3%
	167,113
	1,166,346
	
	New Mexico
	14.2%
	70,600
	495,464

	Connecticut
	8.4%
	71,053
	847,024
	
	New York
	9.0%
	413,774
	4,588,130

	Delaware
	10.6%
	20,742
	197,027
	
	North Carolina
	11.6%
	244,095
	2,113,749

	District of Columbia
	9.5%
	10,499
	111,185
	
	North Dakota
	8.6%
	12,440
	145,168

	Florida
	15.3%
	613,827
	4,018,373
	
	Ohio
	7.9%
	224,030
	2,833,677

	Georgia
	12.7%
	293,658
	2,319,484
	
	Oklahoma
	17.4%
	148,930
	856,134

	Hawaii
	6.4%
	19,402
	299,759
	
	Oregon
	11.8%
	99,384
	847,560

	Idaho
	11.1%
	42,038
	379,076
	
	Pennsylvania
	9.5%
	271,671
	2,851,174

	Illinois
	10.7%
	344,145
	3,225,140
	
	Rhode Island
	6.3%
	15,871
	251,528

	Indiana
	9.0%
	143,135
	1,594,965
	
	South Carolina
	8.3%
	85,688
	1,029,753

	Iowa
	7.3%
	50,396
	690,571
	
	South Dakota
	8.3%
	16,025
	192,543

	Kansas
	6.5%
	45,063
	695,271
	
	Tennessee
	10.4%
	146,130
	1,399,061

	Kentucky
	9.4%
	94,386
	998,419
	
	Texas
	20.7%
	1,308,765
	6,320,851

	Louisiana
	11.6%
	137,093
	1,172,880
	
	Utah
	9.7%
	74,858
	769,325

	Maine
	5.9%
	16,881
	286,635
	
	Vermont
	4.4%
	5,958
	136,233

	Maryland
	8.9%
	124,073
	1,401,047
	
	Virginia
	8.5%
	155,259
	1,825,367

	Massachusetts
	7.2%
	107,474
	1,495,004
	
	Washington
	7.7%
	115,216
	1,497,935

	Michigan
	6.3%
	160,357
	2,533,443
	
	West Virginia
	8.6%
	33,966
	393,981

	Minnesota
	6.5%
	80,694
	1,246,656
	
	Wisconsin
	6.4%
	85,633
	1,328,088

	Mississippi
	13.2%
	100,494
	763,321
	
	Wyoming
	11.1%
	13,175
	118,370

	Missouri
	7.9%
	111,746
	1,408,568
	
	Total
	11.3%
	8,321,039
	73,700,960


Source: Compiled by the State Health Access Data Assistance Center, University of Minnesota School of Public Health, using data from the U.S. Census Bureau’s Current Population Survey 2004 and 2005.
Covering Kids & Families Annual Back-to-School Campaign

Results 2000–2005
The Robert Wood Johnson Foundation’s Covering Kids and Covering Kids & Families Back-to-School Campaign has been held each summer since 2000. Over the years, messages about the availability of low-cost and free health care coverage have reached millions of families across the nation through the media, as well as through corporate, organizational and local outreach efforts from coast to coast. Highlights include:

· An estimated audience of nearly 718 million readers, viewers and listeners has received information about low-cost and free health care coverage for uninsured children through coverage by the media. 

· More than 2,300 television stories have aired across the U.S., potentially reaching more than 146 million viewers in the top 50 media markets. 

· More than 73,900 radio stories and interviews have potentially reached more than 242 million listeners across the U.S. 

· More than 2,400 print stories have appeared in publications with more than 329.5 million readers across the country. 

· Nearly 10,000 events and activities have taken place in all 50 states and the District of Columbia since the launch of the first Covering Kids Back-to-School Campaign.

· Covering Kids & Families messages have potentially reached more than 796 million people through the generous efforts of more than 70 national and regional companies. Highlights include: 

· Major League Soccer, comprised of 12 teams, used its communications channels to educate soccer fans nationwide about the availability of health care coverage for kids. DC United stars Freddy Adu and Jaime Moreno joined this effort as the national sports spokespersons. In addition, teams across the country will declare one of their games “Children’s Health Care Coverage Day,” and promoted the 1(877) KIDS-NOW toll-free number on Jumbotrons and in programs.
· Capital One Financial Corporation has communicated the availability of low-cost and free health care coverage by including Covering Kids & Families messages in English and Spanish in billing statements and on the remittance envelope for customer billing statements. Since beginning our partnership with Capital One in 2003, the company’s outreach efforts have reached nearly 450 million people. 
· Nearly 200 national organizations have joined Covering Kids & Families to inform families about the availability of low-cost and free health care coverage. 

· The Covering Kids & Families Web site has received more than 2.7 million unique visitors.

· Calls to the national 1(877) KIDS-NOW hotline number have increased an average of more than 230 percent nationally and in target markets during the Back-to-School Campaigns.

The State Health Access Data Assistance Center (SHADAC), located at the University of Minnesota, and the Urban Institute in Washington, D.C., compiled data and released it at the 2005 Covering Kids & Families Back-to-School Campaign national launch suggest that Covering Kids & Families, its partners and others working on children’s health coverage enrollment have made strides. Since just prior to the launch of the first Covering Kids Back-to-School Campaign in 2000:
· Nearly 5 million additional children have been enrolled in Medicaid and SCHIP.

· The number of uninsured children has declined by nearly 2 million.

National Corporate and Organizational Partnerships

National organizations and corporations reach out to millions of educators, health care professionals, parents, consumers and concerned citizens to help connect uninsured children to the health care coverage they need. The following corporations and organizations are participating in the 2006 Covering Kids & Families Back-to-School Campaign, and will distribute information about Medicaid and the State Children’s Health Insurance Program (SCHIP) to their affiliates and the public. Many of their members will also volunteer at local enrollment events. 

The Communications Team is working to build partnerships with nearly 200 national organizations as well as national and regional companies. Many of these partners have local affiliates or franchises that may want to work with you. To learn more about the resources available through any of the partners listed below, please contact the Communications Team at (202) 338-7227 or e-mailcoveringkidsandfamilies@gmmb.com . 

Corporations/Trade Associations
Amateur Athletic Union

Capital One Financial Corporation

Giant Food

Major League Soccer

National Association of Chain Drug Stores 

Stop & Shop

National Supporters
Academy of General Dentistry
Afterschool Alliance
American Academy of Neurology
American Academy of Pediatrics
American Academy of Physician Assistants
American Association for Respiratory Care
American Association of Colleges of Nursing
American Association of Colleges of Osteopathic Medicine
American Association of Colleges of Pharmacy
American Association of School Administrators
American College Health Association
American College of Emergency Physicians
American College of Healthcare Executives
American College of Medical Quality
American College of Nurse-Midwives
American College of Obstetrician and Gynecology
American College of Preventive Medicine
American College of Surgeons
American Dental Hygienists' Association
American Diabetes Association
American Federation of Teachers
American Health Care Association-National Center For Assisted Living
American Heart Association
American Legion
American Medical Association - Medical Student Section
American Medical Student Association
American Optometric Association
American Osteopathic Association 
American Public Health Association
American School Counselor Association
American School Health Association
American Society for Clinical Pathology
American Society for Dermatologic Surgery
American Society for Reproductive Medicine
American Society of Addiction Medicine
American Stroke Association
America's Promise - The Alliance for Youth
Arthritis Foundation
Ascension Health
Asian Health Services
Association for Community Health Improvement
Association of American Medical Colleges
Association of Asian Pacific Community Health Organizations
Association of Brethren Caregivers
Association of Clinicians for the Underserved
Association of Farmworker Opportunity Programs 
Association of Maternal and Child Health Programs
Association of State and Territorial Dental Directors
Association of State and Territorial Health Officials
Association of Women’s Health, Obstetric and Neonatal Nurses
Asthma and Allergy Foundation of America
Big Brothers Big Sisters of America
Black Leadership Forum
Black Women's Health Imperative
Boys & Girls Club of America
Child Health Foundation
Children's Defense Fund
Children's Health Fund
Circle of Parents, Inc.
Clinical Directors Network, Inc.
CodeBlueNow!
Connect for Kids
Council of the Great City Schools
Disciples Home Mission of the Christian Church
Easter Seals
Every Child By Two
EyeCare America
Faith in Action
Family Support America
Family Voices
Farmworker Health Services, Inc.
General Board of Church and Society of the United Methodist Church
Health Care for the Homeless Clinicians' Network
Healthcare Financial Management Association
HIPPY USA
Injury Free Coalition for Kids
Lance Armstrong Foundation
Leukemia & Lymphoma Society
Local Initiative Funding Partners
March of Dimes
Mennonite Church U.S.A.
Minority Health Professions Foundation
Multicultural Healthcare Education Foundation, Inc.
National Alliance for the Mentally Ill
National Alliance of Black School Educators
National Alliance of Pupil Services Organizations
National Assembly on School-Based Health Care
National Association for the Self-Employed
National Association of Children's Hospitals and Related Institutions
National Association of Community Health Centers
National Association of Counties 
National Association of County and City Health Officials
National Association of Elementary School Principals
National Association of Pediatric Nurse Practitioners
National Association of School Psychologists
National Association of Secondary School Principals
National Association of Social Workers
National Black Child Development Institute
National Black Nurses Association, Inc.
National Catholic Educational Association
National Center for Farmworker Health, Inc.
National Coalition for LGBT Health
National Community Education Association
National Council of Jewish Women
National Court Appointed Special Advocates Association
National Federation of Filipino American Associations
National Head Start Association
National Health Law Program
National Health Occupations Students of America
National Healthy Mothers, Healthy Babies Coalition
National Hispanic Medical Association
National Indian Child Welfare Association
National Kidney Foundation
National Latino Children's Institute
National League of Cities
National Optometric Association
National Organization of Nurse Practitioner Faculties
National Organization on Fetal Alcohol Syndrome
National PTA
National Rural Education Association
National Rural Health Association
National Student Nurses' Association
National Wellness Institute, Inc.
National WIC Association
National Women's Health Resource Center
National Youth Sports Program
Oral Health America
Parents Action For Children
Prevent Child Abuse America
ProLiteracy Worldwide
Religious Action Center of Reform Judaism
Robert Wood Johnson Clinical Scholars Program
Robert Wood Johnson Foundation Physician Faculty Scholars Program
School Social Work Association of America
Society for Adolescent Medicine
Society for Women's Health Research
Society of Interventional Radiology
Student Academy of the American Academy of Physician Assistants
Tourette Syndrome Association
Voices for America's Children
YMCA of the USA
YWCA USA
Covering Kids & Families Contact List
Covering Kids & Families National Program Office

c/o Southern Institute on Children and Families

500 Taylor Street

Suite 202

Columbia, SC 29201

Phone: (803) 779-2607

Fax: (803) 254-6301

E-mail: info@coveringkidsandfamilies.org
www.thesoutherninstitute.org
Covering Kids & Families Communications Team

c/o GMMB

1010 Wisconsin Avenue, NW

Suite 800

Washington, DC 20007

Phone: (202) 338-7227

Fax: (202) 338-2334

E-mail: coveringkidsandfamilies@gmmb.com 
www.coveringkidsandfamilies.org

Robert Wood Johnson Foundation

PO Box 2316

College Road East and Route 1

Princeton, NJ 08543-2316

Phone: (888) 631-9989

www.rwjf.org

Overview of Media Outreach and Event Planning

Research shows that many eligible families are not aware that Medicaid and SCHIP are designed for them. Outreach to print, broadcast and electronic media reaches large numbers of potentially eligible families with information about the availability of low-cost and free health care coverage and prompts families to call the national or local hotline. Covering Kids & Families messages are based on extensive market research and are proven effective in reaching potentially eligible families. Conducting media outreach and using the template materials and messages provided by Covering Kids & Families can be an efficient use of limited resources. States facing enrollment caps or restricted eligibility may want to consider more targeted outreach as described in Going to the Community for Outreach Activities in the Outreach section. 
This section is designed to help demystify the process of getting print, broadcast and electronic media coverage. Included is information about how to identify your community’s media outlets, how to find the right contacts, when to call them and the type of information to provide.

Timeline and Templates for Media Outreach – For those new to media outreach, explains when to reach out to different types of media outlets and how to go about contacting them.

Developing Media Lists and Newsroom Contacts – This explains how to identify the media contacts you want to reach.

Do’s and Don’ts of Media Pitching – If you are not a communications veteran, here are some tips on how to engage the media and how to make the best use of your media contact’s time. This information helps you meet the different needs of different outlets.

How to Set Up Editorial Board Meetings – This explains why and how you set up meetings with local newspaper editorial boards. 

How to Write an Op-Ed – Here are easy-to-follow instructions on how to work with prominent leaders in your community to write and place opinion pieces in your local newspapers. 

How to Write a Letter to the Editor – Here are easy-to-follow instructions on how to work with prominent leaders in your community to write and place letters to the editor in your local newspapers. 

Pitching TV and Radio Public Service Announcements – For organizations with limited resources, public service announcements can be an effective tool for reaching families through the media sources that parents rely on each day for news and entertainment. This document offers tips for getting your PSA on the air.

Helpful Hints for Spokespersons – Being a spokesperson is not easy. Here is some advice that can enhance the image of even the most articulate and informed spokespersons.

Communicating to Parents about Income Eligibility – This tip sheet outlines why it is important to communicate income eligibility information to parents and provides step-by-step instructions to determine the appropriate income figure to publicize in your state.

Getting Your Back-to-School Event on the Daybook – Reporters turn to the Associated Press (AP) daybook to learn about upcoming events. Getting on the daybook can make or break your event. This section provides insight into getting listed. 

Pitching B-roll to Local Television Stations – No matter how great your event is, it may not provide all the visuals a television producer needs to tell the story. B-roll helps fill in the blanks. This section explains what b-roll is and how it is used.

Creating an Audio Bite for Local Radio Stations – Radio stations cannot send a crew to every event. Setting up an audio bite on a designated phone line is a simple way to give radio reporters access to your story. Audio bites can be very helpful in rural areas. 

Working with and Selecting Families to Talk with the Media – As you plan your effort, use these tips to identify and work with families that have had a positive experience with Medicaid or SCHIP. These families help put a human face on the issue, which generates media coverage and provides a critical connection to our target audience. 
Questions to Ask Families about Their Personal Story – This provides a list of questions and other criteria to consider when asking families about their personal experience with Medicaid or SCHIP to determine whether their story would be appropriate to highlight at your media event.
Staging a Successful Back-to-School Media Event – This outlines what you should think about when planning a media event, what the event should look like and how to communicate your event’s main message.

Recommended Event Supply List – This checklist will ensure that you have everything you need to take with you on the day of the event.

How to Track Media Attendance at Your Events – Things will be hectic on the day of your event. Here are some simple steps that will help get the media signed in and accounted for.

Please remember that the Robert Wood Johnson Foundation is a 501(c)(3) charitable foundation that must operate within federal law, and the regulations and rulings of the IRS and Federal Election Commission. As such, the Foundation’s funds may not be used by anyone—including its grantees—for activities beneficial or detrimental to any candidate for office, or to advocate for or against any specific legislative proposals. At present, there are many legislative and electoral battles over health care coverage for low-income children and families. This prohibition on all electioneering and lobbying must be honored in appearance as well as in fact.

Covering Kids & Families coalitions may not use the resources of the Covering Kids & Families Back-to-School Campaign as an opportunity to advocate for or against any specific legislative proposals, political candidates or parties. Your participation in the Back-to-School Campaign may only include activities that help to connect families to existing public health care coverage programs. This prohibition must be honored in appearance as well as in fact.

Timeline and Templates for Media Outreach

This section includes a suggested timeline for basic media outreach and how to use the media templates to support your Covering Kids & Families Back-to-School Campaign media event. 

Templates for all items described below can be found in the Media Templates section of the Action Kit. 

	PSA Script and Community Calendars
Send three to four weeks prior to activities 
	Drop-In Article

Send two weeks prior to activities
	Op-ed
Send 10 days prior to activities
	Letter to the Editor
Send one week prior to activities if op-ed is unsuccessful
	News Advisory
E-mail to media three or four days prior to activities
	News Release
E-mail to media on the first day of activities
	B-roll

E-mail to media on the day of your event or mail several days before event
	Bite Line

E-mail to media on the day of your event or mail several days before event


Two to Three Weeks Prior to Activities
Public Service Announcement (PSA) and Community Calendar Listing: Send the PSA radio scripts or copies of the TV PSAs to the public affairs directors at your local radio and TV stations three to four weeks prior to your event. Send your community calendar listing to the community calendar section at local daily and weekly newspapers and make follow-up calls to make sure they received the materials and to encourage them to use the announcements. For more tips on placing PSAs, view or download the Covering Kids & Families Guide to Placing Public Service Announcements at www.coveringkidsandfamilies.org/materials/videos. For copies of the Covering Kids & Families TV PSAs please contact the Communications Team at (202) 338-7227.
Two Weeks Prior to Activities

Drop-In Article: Send this article to local community newspapers, organization newsletters, relevant Web sites and church bulletins. These types of weekly/monthly publications usually need two weeks’ lead time.

10 Days Prior to Activities

Op-Ed: Ten days prior to your launch, e-mail the op-ed to the editorial page editor at your local newspaper and follow up with a phone call to emphasize the importance of informing the public about Back-to-School Campaign events. Do not send an op-ed to more than one newspaper at a time. 

One Week Prior to Activities If Op-Ed Is Unsuccessful

Letter to the Editor: If you are unlikely to get an op-ed printed, or if you have a second newspaper in your community, mail or e-mail a letter to the editor one week prior to your event. Encourage community partners to submit letters to the editor in support of your efforts.

Three or Four Days Prior to Activities

News Advisory: The media is interested in reporting new information on enrollment numbers and barriers to enrollment. Three to four days before your event, e-mail the advisory to TV, radio and newspaper outlets. Send it to the assignment desk (TV) or news director (radio), unless you have established relationships with specific reporters. Make follow-up calls to each outlet to be sure that reporters know about your effort.

Day of Your Event

News Release: Tailor the release to emphasize what will take place at the press conference. Consider including a quote from an elected official, a representative of your organization, the state agency that administers the Medicaid or SCHIP program, or a family that has had a positive experience with Medicaid or SCHIP. E-mail the release to TV, radio and newspaper outlets on the day your activities begin, but no earlier than the start time of your event. Follow up to see if the reporters need more information. Prepare press kits with news releases, fact sheets, etc. to give to reporters who attend or were unable to attend the event.

Audio Bite Line: Offer sound bites from an organization or coalition spokesperson to radio reporters who cannot attend your news conference or event. See Creating an Audio Bite Line for Local Radio Stations in this section for an explanation of how to set up an audio bite line.

Television B-roll: You can inform local television reporters about the availability of low-cost and free health care coverage in your state by offering Covering Kids & Families b-roll (e.g., television footage of children and doctors with patients) of the nationwide Back-to-School Campaign.

Other Useful Materials

Talking Points: These talking points are for internal use and NOT for distribution to the press. They can be used by anyone in your organization who will be speaking to the media or other audiences to interest them in your efforts. If everyone across the country adheres to these talking points, audiences in every state will hear the same message. You can add talking points to address local issues that often come up during media interviews.

Frequently Asked Questions (FAQs): These FAQs are for internal use and NOT for distribution to the press. They will help your spokespersons prepare for interview questions, especially those that are more difficult. Tailor these to address specific issues and/or questions in your state.
Developing Media Lists and Newsroom Contacts 

If you do not already have a list of reporters, editors, columnists and producers who might cover the issue of the uninsured or the availability of Medicaid and SCHIP in your community, here are some strategies for creating one. A template Sample Media List is located in the Media Templates section to help you create a media list of your own.
There are many angles to the Covering Kids & Families Back-to-School Campaign story, so it is important to cast a wide net when contacting newsrooms. Start by identifying the news staffers who are responsible for assigning stories to reporters, as well as the key reporters or producers who are likely to cover health and education issues. It will also be important to include reporters who cover the Hispanic and African-American communities on your press list. Depending on the size of your organization’s media outreach efforts, you might also want to include editors of the op-ed and editorial pages of the local newspaper, as well as the columnists and feature writers who might take an interest in some aspect of this story.

How do you build a media list?
1. Determine if a current list of health reporters, editors and producers for your local area already exists. If you are working in a coalition, check with them to see if they have a list they will share with you. If the existing list is more than six months old, it is important that you call everyone on the list to make sure it is up to date. People in the media change jobs frequently and if you do not reach the correct person, your information likely will be discarded. It is not enough to e-mail materials to “Health Reporter.” It is far better to e-mail a specific person.
2. If you do not have access to an existing list, it is easy to create one. You can begin by looking in your local phone book for listings of TV and radio stations and local daily and weekly newspapers and magazines. You can also use the U.S. Newspaper List Web site at www.usnpl.com, “Bacon’s Media Yellow Book” and the “News Media Yellow Book,” which can be found at your local library. Call each outlet to determine the appropriate media contact. Ideally, you should look for reporters who cover this issue or “beat,” perhaps health care or education issues. Compile the name, beat or title, phone numbers and e-mail address for each. You can also include information about the best method and time for contacting each person. Other people to contact are: 

· Print: 1) city editor/writer; 2) writers for the calendar or community events page; 3) columnists who have an interest in health, the uninsured community and family issues; and 4) photo editor (for particularly visual events)

· TV: 1) planning editors; 2) assignment editors; 3) reporters/on-air personalities; and 4) producers of specific shows like morning shows or community programs

· Radio: 1) news directors; 2) assignment desk staff; 3) public affairs show hosts and/or producers; and 4) on-air personalities. 
3.
Remember to include smaller media outlets on your list, including local cable access TV, community newspapers and local parenting magazines and tabloids. 

If you have a bureau of the Associated Press (AP) wire service in your community, add the bureau chief or assignment editor to the list. To learn more about placing your event on the AP daybook and finding an AP bureau in your community, see Getting Your Back-to-School Event on the Daybook in the Media Outreach and Event Planning section. 

Do’s and Don’ts of Media Pitching

What are you pitching or promoting about your event to news organizations in your area?

· News Hook – You must give reporters a reason to cover your event. What is the new news about your event? For example, are you releasing new research findings at your event? 

· Tools – What are you providing to help reporters tell your story? Will there be fact sheets or interviews? What will the visuals be at your event? Will there be families that are currently enrolled for children’s health coverage or community leaders available for interviews? 

How do you prepare to pitch?

· Compile a media list of the appropriate newsroom staffers or beat reporters/producers to contact. See Developing Media Lists and Newsroom Contacts in this section and a template Sample Media List in the Media Templates section.

· Develop a set of pitch points. These are the main ideas that you will focus on to sell your story. For key messages, see Sample Talking Points in the Media Templates section.

· IMPORTANT: Do not give the new research away when pitching reporters. Instead, preview the type of information that will be released at your news conference. For example, you could say: “At our news conference, we will release new data on the number of uninsured children in our area.”

When do you pitch the media?
· Three to four days before the event: E-mail the news advisory to everyone on your list. Make follow-up calls to pitch the event and gauge media interest. 

· The day before the event: Send the advisory again and follow up with contacts that you haven’t spoken with yet. 

· The morning of the event: Call again just to find out who’s attending. E-mail the news release once your event begins.

Respect reporters’ deadlines…

· Print: It is best to call a newsroom between 10:00 a.m. and 2:00 p.m. At this time, reporters are most likely not in planning meetings or working against a 5:00 p.m. deadline.

· Television: Planning editors generally take calls between 10:00–11:00 a.m. and 1:00–3:00 p.m. It is best to call the assignment desk after the morning planning meeting, which usually ends between 9:30 and 10:00 a.m. Remember to describe the story’s visual.

· Radio: The best time to call is early—around 7:30–8:30 a.m. After that, the staff goes into planning meetings, but you can start calling again after 10:00 a.m. News directors, reporters and producers are often gone by the afternoon. If a reporter is not able to attend the event, offer to have one of your speakers or interviewees do a taped interview.

· After the event: Follow up with reporters who were interested in your event but did not attend. Call them after the event and offer to send them a press kit, the news release, b-roll for television stations and an audio bite for radio stations. (See Audio Bite Line Pitch Points and Pitching B-roll to Local Television Stations in this section.) Do not forget to track and evaluate your media coverage. Review the stories to analyze how well your message was delivered.
	· DO be concise while pitching the story

· DO assume your event is worth a reporter attending

· DO be enthusiastic about your event

· DO be persistent and call back if you do not get in touch with the reporter right away


	· DON’T leave a long phone message with your phone number at the end; leave your name and number immediately after your brief pitch

· DON’T call to see if an e-mail was received

· DON’T pitch two reporters at the same news outlet at the same time

· DON’T read a script

· DON’T argue with a reporter

· DON’T call during a big news story or at deadline


How to Set Up Editorial Board Meetings

A newspaper’s editorial section is among the most widely read and influential pages in the paper. As the “voice of the community,” the newspaper attempts to articulate the community’s values and stake out positions that it believes are in the best interest of the community through its editorials. 

The contents of the daily editorial page generally include one or more editorials presenting the official viewpoint of the paper on select local and national events. The page also includes letters to the editor and op-eds, which are authored by members of the public or columnists and do not necessarily represent the view of the newspaper. Many editorial pages also contain an editorial cartoon that provides political commentary. 

Editorials that are written by the newspaper’s editorial staff are extremely influential in setting public opinion and mobilizing a community to take action. Studies show that a paper’s editorials are particularly well read by influential members of the community, the type of people who get involved, lead others and enact change. 

Nearly all newspapers have an editorial board that determines the opinions expressed on the paper’s editorial page. Editorial board meetings allow interested parties or groups to present their point of view on issues that are important to them and the community. The paper then takes these views into consideration when deciding what editorial stances to take and even what stories to cover. Editorial board meetings usually include the editorial page editor, one or more editorial writers and often a reporter who covers the issue being discussed. 

To set up an editorial board meeting with your newspaper:

1. Call or write the head of the editorial board at your local newspaper. Newspapers will know exactly what you are asking for when you request a meeting with the editorial board. The newspaper switchboard can connect you with the head of the editorial board. In most instances, their assistant will either connect you or ask you to send a letter or e-mail. Follow up with the newspaper to secure your appointment. Most papers reserve regular hours for the board to meet, generally between 10:00 a.m. and 2:00 p.m. The meetings are usually held in a small conference room at the newspaper’s offices.

2. Select up to four people to meet with the editorial board. You should assemble a diverse group to meet with the editorial board, with each person having different experiences related to children enrolled in Medicaid or SCHIP or in need of health care coverage. Participants might include medical professionals, educators, corporate or organizational partners, or an elected official.

3. Plan your remarks. One person generally acts as the spokesperson and introduces the issue (e.g., the consequences of being uninsured and the need to inform uninsured families that low-cost and free health care coverage exists in your state). Your presentation to the editorial board should take no more than 15 to 20 minutes. After the presentation, the members of the editorial board generally ask questions of the group. Be sure to provide a packet that explains the Back-to-School Campaign, lists your events, and provides key facts about the issue and its impact on your community.

How to Write an Op-Ed

The op-ed section of a newspaper allows readers to share their opinions. If your organization has members with direct experience with or knowledge of uninsured families (e.g., a doctor or nurse who treats people without health insurance), consider asking them to share their insights on this topic by writing an op-ed. The more well-known the person is, the easier it will be to get the op-ed placed, especially in larger publications. A template op-ed is available in the Media Templates section to help you get started. The following pointers will help you get your op-ed piece published:
1. Use the Back-to-School Campaign as a news hook. Tying your piece to an event, such as the launch of a community outreach effort, increases its chance of being published. 

2. Keep it brief. Newspapers have limited space and editors do not have the time to cut your piece down to size. In general, 750 to 800 words will do. 

3. Make a single point. You only have 750 to 800 words. Make one point clearly and persuasively. 

4. Avoid jargon. Simple language ensures that all readers, even non-experts, can understand your point. Do not use acronyms or technical language. 

5. Use examples. Illustrations, anecdotes and personal stories are persuasive tools. They help explain complicated issues and bring them to life. 

6. Make a specific recommendation. This is an opinion piece. State your opinion on how to improve matters. However, opinions should be based on fact and should avoid advocacy for specific legislation. You should only promote the low-cost and free coverage programs that are already in place in your state. 

7. Draw the reader in. Your first paragraph should draw the reader in by using a dramatic vignette or a well-stated argument. 

8. Give readers an action step. Be sure to remind families and the community how to learn more about the low-cost and free health care coverage available in your state.

9. End with a bang. Your final paragraph is as important as your opening paragraph. Be sure to summarize your argument in one strong final paragraph. 

10. Follow up. Most op-ed editors will respond to you within a week. If you have not heard back in that time frame, or if your piece is particularly time sensitive, you can make one follow-up phone call to be sure it was received and ask about its status. 

Make sure your op-ed is double-spaced with wide margins, and include your name, address, phone number, fax number and e-mail address at the top of the op-ed. Find out from your local paper the best way to make a submission. Instructions for submitting an op-ed are usually located in the Opinion section of the Web site. Some newspapers like to receive them by mail, others prefer faxes, while others favor e-mail.

How to Write a Letter to the Editor

The letters to the editor section of the newspaper is one of the most widely read sections. Responding to an editorial or article that is published in your local paper is a good way to increase awareness about the availability of children’s health care coverage. A sample letter to the editor can be found in the Media Templates section.

When writing a letter to the editor, you should:

1.
Tie the letter to an outreach event. Editors are interested in printing letters that relate to events happening in the community.

2.
Make one clear argument. The piece should clearly address a particular position taken by the paper or described in an article.

3.
Be specific. The letter should focus on a specific issue that was raised in an article or opinion piece.

4.
Cite the article. Be sure to mention the title and date of the article you are responding to within your first two sentences. For example: “Dear Editor, Your recent coverage of [MEDICAID/SCHIP PROGRAM] (“Kids and Coverage,” July 13, 2005) was a thoughtful piece …”

5.
Stay calm. Use no more than one exclamation point per letter. Do not attack anyone personally. Stick to the facts, and keep the letter respectful. 

6.
Be brief. Generally, four to six paragraphs is ideal. If you cannot contain the piece to that length, consider asking someone to help you edit it or writing a 750-word op-ed instead. 

7.
Follow up. If you have sent your letter to the editor and have not heard anything within a week, make a follow-up call to check on its status. Be aware that editors receive hundreds of letters and may not immediately respond to you.

You must include your name, address and daytime phone number in your letter. Instructions for submitting a letter to the editor are usually at the bottom of the page where they appear or on the paper’s Web site. Find out from your local paper the best way to send a letter. Some papers like them mailed, others prefer faxes, while others favor e-mails. 

Pitching TV and Radio Public Service Announcements
Covering Kids & Families print and TV public service announcements (PSAs) are available for you to use in your media outreach to families. Each PSA includes research-based messages that are proven to reach our target audience—families whose children do not have health insurance. The spots use the national 1(877) KIDS-NOW toll-free number, which automatically connects callers through a seamless patch to their own state's hotline. If you would like information on receiving a PSA tailored for your state, please contact the Communications Team at (202) 338-7227 or by e-mailing coveringkidsandfamilies@gmmb.com. 

Pitching and placing PSAs is challenging work. However, for organizations with limited resources, PSAs can be an effective tool for reaching families through the media sources that parents rely on each day for news and entertainment. 

For detailed, step-by-step information and template materials on pitching PSAs,
you can download the
Covering Kids & Families Guide to Placing Public Service Announcements
at www.coveringkidsandfamilies.org/actioncenter
Following is a sample of the steps involved in pitching PSAs:

Step 1: Do Your Homework. Before pitching your PSAs to any regional broadcast or print outlet, do some Internet research to learn more about the media organization, its programming and its audience.

Step 2: Tailor Your PSAs. Covering Kids & Families can provide you with radio and television PSAs for you to tailor to your state. (Please note that you will be responsible for the cost of this.) Template community calendar announcements, radio readers and print PSAs are also available.

Step 3: Prepare Your Pitch. In addition to the PSAs, there are several documents that you should customize, including pitch memos, pitch kits and mail-in PSA tracking cards.

Step 4: Prepare a Spokesperson. Once you begin pitching your PSAs, some media outlets may request interviews about the issue of uninsured children in your media market or state and your organization or coalition’s work to connect them to available health coverage. The Covering Kids Guide to Placing Public Service Announcements contains additional media and messaging materials to help prepare your spokesperson.

Step 5: Make Preliminary Calls. Make introductory pitch calls before sending your PSAs to media outlets. These initial calls give you a chance to double-check your contact information and build a rapport with public service and community affairs professionals.

Step 6: Distribute and Follow Up on Your PSA Kits. Consider personally delivering your PSAs and pitch kits to media contacts. If you have not established a relationship yet, mail your materials. Follow up with all of the media contacts that received a PSA kit about one week later. 

Step 7: Respond to Requests from Your Contacts. As you pitch your PSAs, your media contacts may ask for information that might not be at your fingertips. If you need to follow up on a request, be sure to do so quickly.

Step 8: Nail Down a PSA Placement Commitment. You may need to continue placing follow-up calls for several weeks to find out if your announcement will run. 

Step 9: Evaluate the Impact of the PSA Campaign. Track your PSAs once they begin airing. Your media contacts may be able to provide you with specific placement information. You can also track the success of your effort by identifying any increase in the number of calls the hotline receives during the period when the PSAs ran and by trying to discern the number of media impressions the PSA received. 

Step 10: Share and Build on the Results. Compile your evaluation findings into a memo or presentation to share with your organization. Share positive findings with the media outlet and thank them for their support of the Back-to-School Campaign. Based on the success of your PSA campaign, you may want to consider taking this media relationship to a new level. 

A template Radio PSA Cover Letter and Scripts can be found in the Media Templates section. 

Helpful Hints for Spokespersons 

Preparing for the Interview

· Develop three to five messages or “talking points.” These are the main ideas you want to emphasize and repeat during your interview and should be based on the Sample Talking Points in the Media Templates section of the Action Kit. Weave these points into all of your answers. Anticipate what questions may be asked and be prepared with answers. If you are successful at “staying on message,” you can help shape the news coverage. 

· Learn more about the interview. Ask what the reporter is looking for. What is the goal of the story? Will this be live or on tape? If it is a radio interview, will listeners be calling in to ask questions? Or, if it is a TV talk show interview, will there be other guests or panelists?

· Understand the reporter’s timeline. Find out when the reporter must complete the story and plan your interview accordingly. You should plan to accommodate the reporter’s deadline so they will not feel rushed and your interview will go more smoothly. 

· Wear the right clothing. Dress conservatively. Never go more casual than business casual, unless this is a story with an “outdoor” focus. You’ll never be overdressed wearing a suit.

· Relax and focus. Breathing exercises will go a long way toward helping you feel calm. Get to your location early (10-15 minutes) and spend time practicing your core message points.

During the Interview

· Avoid jargon or technical language. Avoid “insider’s” terms or jargon that may be unfamiliar to the general public. Try to simplify your explanations and use analogies to help explain difficult concepts.
· Maintain eye contact. Eye contact will hold a reporter’s attention and will make you look confident.
· Be enthusiastic. You have a great issue to talk about. Now, it is time to convey your compelling story to readers, viewers and listeners. Smile when it is appropriate.
· Keep your answers succinct. Do not feel compelled to keep talking. When you have covered your message point, stop talking. 
· Stay away from filling awkward silences. You shouldn’t feel nervous when no one is talking. Wait for the reporter to ask you the next question. Remember the rule: if you have covered your message point, stop talking.
· Control the interview. You can steer the content of your interview. Remember your core message points and gently shift back to them in all of your answers. Be familiar with the Frequently Asked Questions in the Media Templates section. If a reporter asks a question you cannot or will not answer, you might say, “I can’t address that issue, but I can tell you …” or “That is interesting, the issue here is …” If the reporter’s question is vague, do not be afraid to ask for some clarification.
· Remember NOTHING is “off-the-record.” If you do not want it printed or broadcast, do not say it. Assume from the moment you pick up the phone or walk into an interview that everything you say can and WILL be quoted.
· Never say “No comment.” It makes you look guilty and untrustworthy. If you cannot comment on a point, emphasize what you CAN say and return to your message points. 
· Do not repeat negative words or inaccurate facts included in a reporter’s question. Simply correct the inaccuracies and shift to an appropriate message point.
Special Tips for Radio and Television Broadcast Interviews

· Use a conversational tone. Avoid reading from your notes. This technique will go a long way toward keeping you relaxed and building a rapport between you and the reporter. 
· Use your voice. Remember to change your tone to emphasize your message points. By using inflection, you can make the key ideas stand out.
· Keep your answers brief. The average broadcast sound bite is 10-15 seconds. Stick to your message points and then stop talking.
· Do not be afraid to start your response over again. If the interview is taped, your answer can be edited. This, however, is not the case with a live interview. If you must, correct yourself and move on. 
Television Interviews

· Wear the right clothes. Women should avoid wearing elaborate jewelry, neon-bright colors, white or clothing with repeating patterns. Men should not wear white or striped shirts or neon-bright colored ties. 

· Sit or stand naturally. If you are sitting at a desk, keep your arms on the tabletop and do not tap your hands. If you are standing face to face with the reporter, keep your feet about shoulder-width apart and your hands at your side. If you are seated, do not swivel in the chair or sway. 

· Never look directly at the camera. Keep eye contact with the reporter. Looking away or averting your eyes connotes that you are uncomfortable or untrustworthy. There is no need to talk down to the microphone; it will pick up your voice.

· Be careful about nodding your head. It implies that you agree with what a reporter may be saying. Also, refrain from waving your arms during an interview. The camera angle is probably not wide enough to capture your movements.

· Remain upbeat. Smiling when it is appropriate makes you more attractive on camera, even during a stressful interview. Stay focused and positive.

· Consider wearing make-up or powder on your face. The bright lights of television will make you look paler than you are normally. If you are offered powder, take advantage of it. Avoid looking shiny on television.

Communicating to Parents about Income Eligibility 

The following section outlines why it is important to communicate income eligibility information to parents and provides step-by-step instructions to determine the appropriate income figure to publicize in a state. It also includes information about how to determine the eligibility figure to publicize in a state where SCHIP is capped.
Why communicate income eligibility information to parents?

Covering Kids & Families research indicates that the biggest hurdle to enrollment is that some parents, especially working parents, may not know that their children are eligible for Medicaid or SCHIP. However, if they knew their children qualified for coverage, they would likely apply. The following strategies are proven effective at overcoming this misperception:

· Present typical working family scenarios that parents can relate to—the difficult choices that parents face, the care parents must provide for their children, the concern they have about bills. 

· Use images of working-class neighborhoods, where many eligible families live, in appropriate outreach materials. 

· Emphasize working families with explicit phrases like “even if you’re working” to overcome the mistaken impression that to benefit from these programs one must be either unemployed or receiving financial assistance. 

· Include an accurate, state-specific, annual income figure for a family of four in outreach materials and advertising so that parents will stop and think, “Maybe my kids are eligible.” 

Including an income eligibility figure in your outreach materials is one of the most powerful ways to convince eligible families that their children may be eligible. However, the language used to describe income eligibility needs to be tightly constructed to avoid falsely raising the hopes of and attracting calls from parents of ineligible children. In addition, the figure needs to be presented in a concise and easy-to-understand manner to avoid confusion. 
What message should you use when communicating eligibility information?

Covering Kids & Families has conducted extensive research to identify the most effective language and recommends using the phrase: “even families earning up to [$XX,XXX] a year or more.” This phrase conveys to parents that they too may be eligible without misleading them into believing that they are in fact eligible. Interestingly, the phrase “or more” helps families understand that the scale is likely to be dependent upon the size of the family. 

How do you determine what eligibility figure should be communicated in your state?

Following are step-by-step instructions to help you determine the income eligibility figure to publicize in your state. To find out the federal poverty level (FPL) percentage and income eligibility of Medicaid and SCHIP for your state, visit the Kaiser Family Foundation’s State Health Facts Web site at www.statehealthfacts.org.  
1. Identify the percent of the FPL for a family of four to qualify in your state. If your SCHIP is capped, use your state’s Medicaid eligibility figure for children ages 6 and above. 

2. Translate that percentage into an annual income figure using the 2005 Department of Health and Human Services Poverty Guidelines found at www.coveringkidsandfamilies.org
3. Round the yearly income figure down to the nearest thousand. 

4. Insert the rounded income figure in the phrase: “even families earning up to [$XX,XXX] a year or more.”

5. As you know, eligibility levels vary by state, so you must consult your state’s most recent income eligibility guidelines.

For example:

1. Your state may require a family of four to earn no more than 185 percent of the federal poverty level to qualify for SCHIP.

2. This translates into an annual income of $35,798 for a family of four.

3. Round $35,798 down to the nearest thousand. 

4. You should use the phrase: “even families earning up to $35,000 a year or more” in your outreach communications. 

Keep in mind that although these families’ incomes are at or below the federal poverty level, many still believe that they earn too much for their children to qualify for the program. In the focus groups, parents responded best to annual income figures rather than hourly or monthly income figures for Medicaid and SCHIP. They did not seem bothered that these figures were only estimates. Rather, they were relieved that the income figure was higher than expected—even when citing a Medicaid eligibility figure. Publicizing the annual income figure helps to convey to eligible families that these programs apply to them. 

For additional information on messaging, you can download the
Covering Kids & Families Message Strategy Toolkit 
and the
Covering Kids & Families Reaching Uninsured Parents report
at www.coveringkidsandfamilies.org/actioncenter.
Getting Your Back-to-School Event on the Daybook

What is the daybook?

The daybook is a daily calendar of media events that are happening in and around a city or state. News services, like the Associated Press (AP), maintain a daybook and distribute it through their wire service to thousands of journalists nationwide. The AP publishes a national daybook, as well as state and local versions of the calendar. Newsroom managers, assignment editors and reporters check the daybook several times every day for the latest updates on important events happening throughout the region that their news organizations may cover. 
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How can you get your Covering Kids & Families Back-to-School Campaign media events listed on the daybook?

You must pitch your event to the daybook editor in order to have it placed on the calendar of news events for a specific day, just as you would pitch an assignment editor to cover your event. The Back-to-School Campaign Action Kit has all of the tools that you need to place your event on the daybook. Pitching a daybook editor should not replace contacting local print and broadcast media outlets about your events.
Step-by-step guide for pitching and placing stories on the AP daybook: 

1. Consider pitching events that include one or all of the following elements:

· Media-friendly activities or appealing visuals, such as a health/enrollment fair with activities for children and back-to-school checkups (See Staging a Successful Back-to-School Media Event in this section.)

· Participation by an elected official, public figure or well-known leader in the community

· A spokesperson that is available to speak to reporters about your Back-to-School Campaign efforts, Medicaid and SCHIP coverage, and new research that might be released (See the Sample Talking Points in the Media Templates section.)

· Families that are enrolled for Medicaid or SCHIP coverage and can speak with reporters about: 1) the medical care they have access to through coverage; 2) the simplicity of enrollment; and 3) the peace of mind they have knowing their children have health care coverage (See Working with and Selecting Families to Speak with the Media in this section.)

2. Prepare a news advisory with the who, what, when and where of your Back-to-School Campaign event. (See the News Advisory in the Media Templates section.)

3. Find your state’s AP bureau by visiting the AP Web site, www.ap.org/pages/contact/contact.html. 

4. Contact the daybook editor, pitch your event and e-mail a copy of your news advisory to the bureau. (See Do’s and Don’ts for Media Pitching in this section.)

5. Follow up with the daybook editor to find out when your event will be listed. When contacting local reporters, refer to the daybook listing in your pitch (e.g., “You may have seen our event in the AP daybook. I’m calling to give you additional information about our Covering Kids & Families Back-to-School Campaign.”)

Update the daybook editor if there are changes in your event location or time, or if prominent speakers join your efforts. The daybook editor will change from time to time; keep your contact information up to date. 

Pitching B-roll to Local Television Stations

What is b-roll?

In a television news segment, b-roll is the video that is shown while an anchor or reporter is narrating the story. A standard television news story includes: 1) a reporter’s narration, known as the voice over, or VO; 2) b-roll, or the video that accompanies the narration; and 3) sound bites, or interviews with various people related to the story. 

Why is b-roll important to television reporters who are covering a story such as the Covering Kids & Families Back-to-School Campaign?

Ideally, when you are watching a TV news story, reporters want the words that viewers hear and the pictures they see to match and convey the same message. For instance, when you are watching a story about Covering Kids & Families and hearing one of our core message points: “Health care coverage helps keep children healthy … and healthy students are better prepared to learn,” the reporter may choose to show b-roll of a child at a doctor’s office or kids learning in a classroom during the narration. B-roll helps TV reporters effectively convey Covering Kids & Families key messages. Other examples of b-roll shots could include young athletes playing school sports, parents caring for their children or a Covering Kids & Families outreach event. 
How can b-roll help your local Back-to-School Campaign effort?

Because many television stations do not have tape libraries with stock footage of children and students or cannot send out a camera crew to cover every news story, Covering Kids & Families distributes broadcast-quality b-roll to TV outlets and interested grantees. B-roll provides reporters with the images of happy, healthy children that convey the peace of mind that families can feel when they enroll their kids in low-cost or free health care coverage. Letting TV stations know that you will be offering broadcast-quality b-roll might entice them to attend your event.

How do you pitch b-roll?

1. Call area TV stations and ask to speak with the assignment editor, satellite producer or the newsroom staff person who coordinates satellite feeds. For tips on building a media list, see Developing Media Lists and Newsroom Contacts earlier in this section.

2. Customize the following template pitch points for use in your city. **Stay tuned to the Covering Kids & Families listserv for information regarding the date, time and satellite coordinates for the feed.**

· Hello, my name is [XX] and I am with [ORGANIZATION]. Do you have a moment to talk about a story?

· There are [# OF UNINSURED CHILDREN IN STATE; INFORMATION AVAILABLE IN THE RESOURCES SECTION] uninsured children in [STATE]. [MOST or # OF ELIGIBLE CHILDREN IN STATE] of these children are eligible for [LOW-COST OR FREE] health care coverage right now through a program called [MEDICAID/SCHIP PROGRAM].

· [DATE] is the kickoff of a nationwide effort aimed at reaching families of the [XX] million uninsured children throughout the nation. During the Back-to-School Campaign, organizations like ours will be planning events to inform parents about programs like [MEDICAID/SCHIP PROGRAM]. There will be activities throughout [STATE] and the country.

· On [DATE OF FEED] from [TIME WINDOW OF FEED], we will be feeding highlights from the national launch of the Back-to-School Campaign in [STATE/CITY]. The coordinates for the feed are: [SATELLITE COORDINATES]. The feed also includes sound from [NATIONAL EVENT SPEAKERS].

· As families get ready to send their kids back to school, it’s important that they enroll their children for health care coverage through [MEDICAID/SCHIP PROGRAM]. Health care coverage helps keep children healthy, and healthy kids are better prepared to learn. [MEDICAID/SCHIP PROGRAM] covers [BENEFITS LIKE CHECKUPS, HOSPITALIZATION AND IMMUNIZATIONS.]

· Does this sound like a story you are interested in covering? I can also arrange an interview with someone from my organization who can talk with you about our activities during the Back-to-School Campaign. May I give you the satellite coordinates again? Thank you for your help!

3. Follow up with newsroom contacts to see if they have additional questions about Covering Kids & Families or your organization’s efforts.

4. If the station is running a story, do not forget to set your VCR! Tracking your the media coverage efforts will help you evaluate your campaign. 

Note: For current statistics on uninsured children, visit the Covering Kids & Families Web site at www.coveringkidsandfamilies.org. 

	Covering Kids & Families Back-to-School Satellite Feed



	During the week of the national launch of the Covering Kids & Families Back-to-School Campaign, Covering Kids & Families will feed video highlights via satellite to local television stations throughout the country. This feed will also include a b-roll segment, including video of children visiting the doctor, attending school and playing sports, which reporters can use to tell their story. In addition, Covering Kids & Families b-roll is available for grantees and others planning Back-to-School Campaign media events. Covering Kids & Families can provide you with b-roll tapes for distribution to local TV stations at your media events. 

You can take advantage of this important tool by:

	· Pitching this feed to your local TV affiliates:
	We will alert you via the Covering Kids & Families listserv when the feed will occur, including date, time and satellite coordinates. 

	· Distributing Back-to-School Campaign b-roll at your local event: 
	Use the participation form in the Introduction section to update the Covering Kids & Families Communications Team about your plans. 


Creating an Audio Bite Line for Local Radio Stations

What is an audio bite?

In radio news, an audio bite is a piece of recorded sound used in a news story. A standard radio news story includes narration by a reporter interspersed with audio bites collected during interviews. Audio bites in radio news stories are the same as sound bites in television news stories, but without the video images.

Why are audio bites important to radio reporters who are covering a story like the Covering Kids & Families Back-to-School Campaign?

Radio reporters often have a more challenging task than newspaper and television reporters in gathering news because they are limited to only one medium to convey a message: sound. Radio reporters strive to create compelling stories from sources or spokespersons. Compelling and informative audio bites increase the likelihood that a reporter will cover your story.

Through interviews and the audio bites, Covering Kids & Families spokespersons can effectively convey our key messages. Here are a few important Covering Kids & Families messages as well as a suggested spokesperson for each message: 

· (Spokesperson) Low-cost and free health care coverage is available in our area. Families can call 1(877) KIDS-NOW or [STATE HOTLINE NUMBER] to learn more about enrolling their children.

· (Local pediatrician) Children who have health care coverage are less likely to stay sick unnecessarily because Medicaid and SCHIP cover doctor visits.

· (State official) During the Back-to-School Campaign, our state is working with Covering Kids & Families to tell parents about the importance of enrolling their uninsured children in available health care coverage programs. 

What is an audio bite line and how can it enhance your Back-to-School Campaign?

Unfortunately, many radio stations, especially those in rural areas, do not have sufficient news staff to cover every local news conference and event. You can help these radio stations gather the audio bites they need to cover your story. By setting up a phone line with an outgoing message—either through an answering machine or voice-mail message—you can share a few audio bites from your spokesperson with reporters who could not attend your event. If you notify area radio stations about your audio bite line, more reporters might cover your story. Consider adding the audio bite line phone number to your news advisory and offering new audio bites throughout your Back-to-School Campaign.

	Guide to Setting Up an Audio Bite Line



	You can take advantage of this important tool by following these simple steps:



	· Set up the phone line:
	· Dedicate a phone number with voice-mail capabilities or an answering machine to serve solely as your audio bite line. The outgoing message that callers hear will be your sound bites.

· Customize the template audio bite line script. (See the Media Templates section.) 

	· Pitch your audio bite line to radio stations in your area: 


	· Customize the template audio bite line pitch points. (See the Media Templates section.) 

	· For more information about setting up an audio bite line:
	· Call the Covering Kids & Families Communications Team at (202) 338-7227 or e-mail us at coveringkidsandfamilies@gmmb.com.


Working with and Selecting Families to Speak with the Media
Enrolling children in low-cost or free health care coverage programs can really change a family’s life. Sharing a family’s story about their positive experience with Medicaid or the State Children’s Health Insurance Program (SCHIP) is a powerful way to add a human face to the issue and attract both the media and potentially eligible families to your media event.

Identify and Interview Families
If you are a member of a Covering Kids & Families coalition, you will know of community-based organizations serving and enrolling families. If you are not a coalition member, you will want to check in with your state or local Covering Kids & Families coalition. Other possible resources for finding family stories include hospital social workers, community clinics and state primary care associations. Personal contacts are also valuable. Ask the people working with you if they know families with children enrolled in the programs with whom you can speak. 

A list of questions to ask families about their personal experience can be found in this section. These questions can help guide a conversation with a family that is enrolled in Medicaid or SCHIP. It is important to find out the complete story of a family’s coverage experience to determine whether theirs is a story that should be highlighted at your event or in media interviews. After learning as much of the family’s story as possible, ask yourself if hearing about this family’s experience would compel other families to enroll their uninsured children. For example, if the family had a negative experience with the program, this may not be the appropriate family to highlight. 

Discussing a family’s story can sometimes be difficult for you as well as the family because it can highlight concerns about their children’s health as well as their own sensitivity to talking about personal matters. It can also be a moving and inspiring experience for all—you, the family, and other families watching and listening. It’s important to prepare yourself for these feelings prior to making the call so that you can be sensitive to the family’s emotions.

When you approach a family, convey your appreciation of their willingness to speak with you. Also, make sure that they are comfortable with taking your call at home or work. If necessary, discuss a better time to talk. Remember, the issue is personal, so sensitivity is of the utmost importance. 

Tips for selecting and working with families:
· Choose a family whose story is compelling. Are there any negative aspects to the family’s story (e.g., a difficult Medicaid or SCHIP enrollment experience, trouble accessing care, a very complicated story, etc.) that could come out if questioned? Would the parent be an articulate spokesperson? Explain to them that you are speaking with several families, and that you will get back to them after you have spoken with the others. Make your decision promptly and call them back within a day or two.

· Interview several families. You may have to talk with several families before finding a story that is appropriate for your event. It could take several weeks before you find the right story. Be sure to give yourself ample time prior to your event to talk with many families to ensure that you find the right family story. 

· Tell them how their story may be shared at an event. Once you have decided on a good family to feature, explain to them what your event will entail and how they would fit in. Do not promise them that they will speak at the event. Rather, you should explain in general that you are looking for individuals to share their stories in a variety of ways, such as being quoted in a press release, conducting a phone interview with the media, speaking at a press conference, attending a press conference to be available for post-event interviews, having their story posted on your Web site, etc.
· Ask them if they are comfortable sharing their story in public. Not all families are comfortable sharing their story, so it is a good idea to establish communication with more than one family. There is a template personal release form in the Outreach and Event Templates section. Remember to thank both the families you choose and the families you do not choose (see below in this section).
· Offer a stipend for missed work or costs they may incur. You may want to consider compensating a family for their time, especially if attending the news conference will involve missing work. You should compensate them for transportation to the event or parking fees, as well as babysitting fees if appropriate. 

· Offer to write their remarks and give them media training. Once you have selected a family, offer to help them translate their story into remarks. Clarify that there is potential for media coverage and that you will ask them to sign a personal release that allows you to use their story again. The day before or near the event, you will want to schedule about two hours for speaker preparation. During that time, have the family rehearse the remarks you have written and prepare them for possible questions with suitable answers. Tell the speaker to share their story as if they are encouraging a friend to enroll. Lastly, assure the family that you will be at the event and that all will go well! 
· Rember to thank your families. There are template thank you letters for both families speaking at your event and those that were interviewed but not selected to speak, in the Outreach and Event Templates section. Thanking your families shows that you appreciate their efforts and reminds them that you remain interested in their stories and their lives.
Questions to Ask Families about Their Personal Story

The following list of questions can be used as a guide for your conversations with potential families. You will find that it is not necessary to ask every question on the list. As the conversation unfolds, you should pick and choose the appropriate follow-up questions until you have a clear sense of the family’s story. 

Q: Please tell me about your family. 

This is a good way to start the conversation. Try to obtain pertinent facts about the family at the beginning of the conversation, including number of children, their names and ages, the health care program in which each child is enrolled, when they were enrolled, whether both parents are living with or caring for the children, both parents’ occupations, and where the family is living.

Q: Please tell me about your experiences before your family was insured.

· What was it like trying to get medical help for your children? What was it like trying to get health care coverage? Was health care coverage available to your children through your job? If so, what were some of the reasons that your children were not covered?

· How did not having coverage make you feel? What were your options? How did you pay for their medical expenses? How did these costs affect your budget?

· Did the choices you made about spending money create stress within your family? Did you ever have to delay or put off medical attention or a checkup because you didn’t have the money to pay for it?

· How did this impact your family financially? Did your children have to miss school? How was their overall health affected?

· Did your children ever need to see a doctor or require medical attention while they were without coverage? Did your family have a regular doctor or caregiver?

Q: How did you find out about health care coverage for your family through [MEDICAID/SCHIP PROGRAM]?

· How did you find out about applying for health care coverage for your family? Did you think your family would qualify? 

· Did it surprise you to find out that you and/or your children were eligible?

· How did you feel about the program at first?

· Did you have fears or concerns?

· Did you have concerns about the quality of care your children would receive in the program?

Q: Tell me what it was like trying to enroll your family in [MEDICAID/SCHIP PROGRAM].

· How did you apply—in person, by phone, by mail? If in person or by phone, how were you treated? Did you receive help filling out the application?

· How long was it before your children started to receive health care coverage?

Q: What has it meant to your family to have coverage?

· How has it helped your children’s health? 

· Has it affected your financial situation?

· How has this changed/helped your family’s life? 

· Has having health care coverage for your children had any impact on your work? 

· What advice would you give to a parent who is unsure about enrolling their own children? 

Staging a Successful Back-to-School Media Event

A media event involves inviting the media to a news conference and/or enrollment activity. Following are items you should consider when planning a media event.

· What: Ideally, you should feature an enrollment activity. You can also hold a more formal news conference to launch the multiple Covering Kids &Families Back-to-School Campaign efforts in the area. Consider offering the media a schedule of area events, including locations of enrollment activities. 

· When: Your event should take place within one week of the national launch of the Back-to-School Campaign in order to build on the momentum from the media coverage that the national launch will generate. The best time to schedule a media event is midday, between 10:00 a.m. and 1:00 p.m. on a Tuesday, Wednesday or Thursday. These times and days generate the most media attendance. 

· Where: Make sure to pick a location where there will be enough children. If you are holding a stand-up news conference in conjunction with an enrollment activity, make sure the enrollment activity serves as the backdrop to the event. Ideally, the location will add relevancy. For example, holding the news conference at a school or day care center would be ideal. Holding your event in a central location, near the media, will also help media coverage. If you are thinking about holding your event outdoors, consider the weather and plan for a back-up location in case of inclement weather. 
· Who: Your group’s enrollment activities should be the focus of the event. You can also work with other groups and agencies to demonstrate a community-wide effort. The media always takes an interest in the human side of an issue, so look for a family that has a positive story to tell about their experience with your state’s program. (See Working With and Selecting Families to Speak with the Media in this section.) Consider inviting community leaders, including the mayor, school superintendent or a medical center director, to speak at a news conference. (See the Invitation for an Elected Official or Community Leader to Speak at a News Conference in the Outreach and Event Templates section.)
· Why: A media event not only promotes local media coverage of your efforts, but also, by covering those efforts, provides families with information about low-cost and free health care coverage. While it is important to draw the media to your event, it is even more important that the attending media write accurately about the availability of health coverage so that the stories are also informational.
What Should the Event Look Like?

· Signage: If you have a Covering Kids & Families banner and/or a local banner, it will reinforce the message that your organization is part of a major nationwide effort. Hang posters and banners in the most visible place possible. Cameras will want to get footage of the enrollment activity and the banner should be in that shot. Display the banner: 1) behind speakers at a news conference; 2) behind an enrollment booth or table, but in clear sight; or 3) in the entrance of a school or classroom where the enrollment is going on. Contact the Covering Kids & Families Communications Team at (202) 338-7227 or via e-mail at coveringkidsandfamilies@gmmb.com to find out if Covering Kids & Families banners are available to order. 
· Action and visuals: Recruit people to get the word out and attend your event. You need a lot of people and activity to show that the event is a success. You’ll want to show the media that parents are signing their children up for coverage. Ideally, they will do so in front of the cameras. Post a blackboard and keep a running total of how many families have applied for coverage. 
What Is the Main Message of the Event and Who Should Communicate It?

· Back-to-School Campaign event message: Your organization is joining thousands of other organizations in a comprehensive, nationally coordinated Back-to-School Campaign. You are stepping up efforts to increase the number of children enrolled in low-cost and free children’s health care coverage programs. This effort is intended to reach parents who are not aware that their children are eligible for your state’s programs. [XX] million children in America are uninsured, yet MOST of them are eligible for low-cost or free children’s health care coverage. In [STATE], there are about [# OF ELIGIBLE CHILDREN IN STATE; INFORMATION CAN BE FOUND IN THE RESOURCES SECTION] children who could be insured if their parents knew to enroll them in [MEDICAID/SCHIP PROGRAM]. (See Sample Talking Points in the Media Templates section.)

· Spokespersons: Assign one or two spokespersons to communicate the message at the event. Make sure that your spokespersons have been briefed beforehand. Use the Frequently Asked Questions in the Media Templates section to prepare spokespersons but do not distribute them to the public. Your spokesperson should be on hand to respond to the media, convey the Back-to-School Campaign message and describe the activities your group has scheduled. Consider recruiting spokespersons who can provide remarks in Spanish or other languages that are frequently spoken in your community. It also is important to include families with children enrolled in Medicaid or SCHIP that have positive stories to tell. 
Recommended Event Supply List

Following is a list of supplies that will be useful to have on hand at your media events and outreach activities. You should also be sure to have the materials necessary to properly hang or display any banners or signs. Depending on your event setting, you may need to include additional items as well. 

· Press kits (30)

· Banners (2)

· Posters (10)

· Directional signage (10)

· Bathroom signs

· Reserved seating signs for important audience members (10)

· Seating chart for speakers

· Easels (10)

· B-roll for television media (5)

· Guest sign-in sheets (15 sheets)

· Press sign-in sheets (15 sheets)

· Preprinted name tags (quantity depending on number of people who RSVP for event)

· Blank name tags (approximately 30)

· Name tag holders and cords (quantity depending on number of people who RSVP for event)

· Goody bags for families speaking at the event

· Coloring pages and crayons (see Outreach and Event Templates for download instructions)

· Bottled water for event speakers

· Clipboards (2)

· Index cards for speaker notes

· Disposable camera (1) 

· Glue sticks (2)

· Gaffer tape (black electrical tape that can be found at most hardware stores) (1 roll)

· Masking tape (1 roll)

· Scotch tape (1 roll)

· Velcro tape (1 roll)

· Left-handed scissors (1 pair)

· Right-handed scissors (1 pair)

· Letterhead (approximately 50 sheets)

· White paper (1 ream)

· Make-up kit and hair spray for speaker touch-ups (1)

· Safety pins

· Paper clips (1 box)

· Pens (1 box)

· Sharpies (black permanent markers) (5)

· Rope (25 feet)

· Shower curtain rings to hang banners (12)

· Stapler (1)

· Staples (1 box)

· Three-hole puncher (1)

How to Track Media Attendance at Your Events

After all your hard work in planning your Covering Kids & Families Back-to-School Campaign event, it is especially important to have a complete list of all the media and organizational representatives who attended. The easiest way to accomplish this is to set up a sign-in table at the entranceway to your event. 

Helpful hints for setting up a sign-in table at your event:

· Create two sets of sign-in sheets—one for the press and one for organizational representatives. You can find a Media and Organization Sign-In Sheet to tailor in the Media Templates section. 

· Dress the table with a tablecloth and table skirt. Not only does this make for a nice appearance, but it allows you to store boxes of press kits, b-roll tapes and other supplies under the table. 

· If possible, display a tabletop sign that directs the press and organization members to sign in at the table upon entrance. 

· The sign-in table can also be used as a distribution center for agendas, press kits, b-roll tapes and other resources that may be useful to the press and others.

· Bring extra copies of the sign-in sheets. It is always better to have leftover sheets than to run out of sheets at the exact moment when the most influential reporter in town walks through the door. 

· Bring extra pens! Do not make partners or the media dig for their own pen. Providing pens will make the process fast and easy. 

· To keep the sign-in table organized, use clipboards to keep the sign-in sheets in place and orderly. 

· Assign several volunteers to manage the sign-in table so they can closely monitor reporters passing by and ensure that they sign in.

Overview of Media Templates

This section contains templates that will save you time and ensure that your materials are on message. If you are uncertain about how to use any of these templates, please refer to the Media Outreach and Event Planning section for guidance. 

Community Calendar Cover Letter and Listing – Community participation is important to the success of your Covering Kids & Families Back-to-School Campaign event. Use this template to provide vital information about event time, date, place and contacts, and to ask local media to encourage families to attend. 

Sample Media List – This template can be used to create a media list with all pertinent contact information for media outlets. 

Drop-In Article – Community newspapers and the newsletters of local businesses and organizations can help spread the word about your Covering Kids & Families Back-to-School Campaign event. This drop-in article makes working with such groups easy. A drop-in article is an article that is already written and simply needs to be “dropped in” to a publication.

Op-Ed – Work with prominent leaders in your community to write and place opinion pieces in your local newspapers. This sample op-ed provides an example of what you can write.

Letter to the Editor – Use this template letter to help you write your own letter to the editor to submit to local papers in response to either positive or negative stories about children’s health care coverage. 
Radio PSA Cover Letter and Scripts – Send this cover letter and script to radio stations to promote your event on the air. 

Sample Talking Points – Before you pick up the phone to pitch your story, be sure you are prepared. The Covering Kids & Families Back-to-School Campaign story will be more cohesive and have a stronger impact if the messages included here are used across communities. 

Frequently Asked Questions – Spokespersons need to prepare for questions in advance. Here are some likely questions, along with easy-to-understand answers.
News Advisory – E-mail this template news advisory to the media so they have the information they need to decide whether or not to attend your event. This is a simple but crucial step to gaining good media coverage. 

News Release – You will want to distribute a news release to members of the media at your event. After your event, you should also e-mail the release to those who missed the event. This document outlines all the information a news release should contain. 
Audio Bite Line Pitch Points and Script – Recording “bites” of information about the Back-to-School Campaign and pitching radio reporters to pick them up is another way to gain coverage of your events. 

Media and Organization Sign-In Sheet – Use this sheet to keep track of the reporters and organizational representatives who attend your events.
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[DATE]

Dear Community Calendar Editor:

As families prepare their children for a successful school year, [ORGANIZATION]is encouraging [STATE/CITY/COUNTY] parents of uninsured children to put enrolling their kids in a low-cost or free health coverage program such as [MEDICAID/SCHIP PROGRAM] at the top of their back-to-school checklist.

On [DATE AND TIME], [ORGANIZATION] and [OTHER APPROPRIATE ORGANIZATIONS] will be distributing information about [MEDICAID/SCHIP PROGRAM] enrollment at [LOCATION]. [MEDICAID/SCHIP PROGRAM] provides [low-cost or free] health care coverage to eligible families. Parents can pick up program applications, enroll their kids and get free school supplies [OR OTHER INCENTIVES IF APPLICABLE]. [TAILOR THIS SENTENCE BASED ON THE ACTIVITIES AVAILABLE AT YOUR EVENT, E.G., APPLICATIONS AVAILABLE, ON-SITE ENROLLMENT, ETC.]

Please include the following notice in your community calendar listing. I will follow up with you in the next few days. If you have any questions in the meantime about our program, please contact me at [PHONE NUMBER].
Thank you for your cooperation.

[CONTACT NAME]

[ORGANIZATION]
INFORMATION ABOUT THE EVENT FOR THE COMMUNITY CALENDAR:
Does Your Family Have Health Care Coverage?

Put your child’s health at the top of your back-to-school checklist. [MEDICAID/SCHIP PROGRAM] provides [LOW-COST OR FREE] health care coverage to uninsured, eligible families. [ORGANIZATION] and [OTHER APPROPRIATE ORGANIZATIONS] will be signing children up for [MEDICAID/SCHIP PROGRAM] at [LOCATION] on [DATE AND TIME]. Stop by to enroll and pick up [LIST ITEMS YOU ARE GIVING AWAY FOR FREE OR OTHER INCENTIVES IF APPLICABLE]. For more information, please call [LOCAL NUMBER].

NOTE: Remember to put your letter on your organization’s letterhead.
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Does Your Family Have Health Care Coverage?

Covering Kids & Families Back-to-School Campaign Targets Uninsured Kids

Kids with Health Care Coverage Are Better Prepared to Learn

· MOST children in America’s classrooms who are uninsured are eligible for [LOW-COST OR FREE] children’s health care coverage.

· Half of all uninsured children have not had a well-child visit in the past year.
· Uninsured children are less likely to receive proper medical care for sore throats, earaches and asthma—common childhood illnesses that are often the cause of school absences. 
Before the school year begins, Covering Kids & Families is launching its annual Back-to-School Campaign in [STATE/CITY] to encourage parents with uninsured children to put enrolling them in [MEDICAID/SCHIP PROGRAM] at the top of their back-to-school checklist. 

“Kids who have health care coverage are better prepared to learn in school,” said [ORGANIZATION, TITLE]. “That’s why enrolling uninsured children in [MEDICAID/SCHIP PROGRAM] should be a top priority for parents as they prepare to send their kids back to school. The coverage offered through [MEDICAID/SCHIP PROGRAM] means health security for kids and peace of mind for parents.” 

There are [# OF UNINSURED CHILDREN IN STATE; INFORMATION CAN BE FOUND IN THE RESOURCES SECTION] uninsured children in [STATE] and most of them are eligible for [LOW-COST OR FREE] health care coverage offered through [MEDICAID/SCHIP PROGRAM]. Many families are not aware that their children may qualify for coverage. In [STATE], a family of [# IN FAMILY] can earn up to [$XX] a year or more and qualify for [MEDICAID/SCHIP PROGRAM]. 

[ORGANIZATION] and its partners will be stepping up their efforts to increase the number of children enrolled in [MEDICAID/SCHIP PROGRAM] starting [DATE] and continuing through [DATE]. [ADD SENTENCE DESCRIBING YOUR EVENTS]. These efforts are part of the [XX]th annual Back-to-School Campaign, a nationwide campaign of the Robert Wood Johnson Foundation working to enroll children in available health care coverage programs in all 50 states and the District of Columbia. 

Children enrolled in [MEDICAID/SCHIP PROGRAM] will receive [BENEFITS LIKE DOCTOR VISITS, HOSPITALIZATION AND PRESCRIPTIONS]. 

“The comprehensive coverage offered through [MEDICAID/SCHIP PROGRAM] helps keep [STATE]’s kids healthy,” said [NAME AND TITLE OF LOCAL STATE HEALTH OFFICIAL]. “We encourage parents to find out if their kids are eligible.”

To find out if your family is eligible for [LOW-COST OR FREE] health care coverage, call toll-free 1(877) KIDS-NOW [OR STATE HOTLINE NUMBER].
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Rx Available Now for [STATE’S] Uninsured Children

By [LOCAL HEALTH CARE PROVIDER]

The fact that there are [# OF UNINSURED CHILDREN IN STATE] uninsured children in [STATE] is distressing to me. 

I am a [NURSE, PEDIATRICIAN, FAMILY DOCTOR] at [NAME OF FACILITY]. As a medical professional who has taken an oath to “first do no harm,” I am saddened that people in this country suffer because they do not have health insurance. The fact that more than 8 million [INSERT STATE-SPECIFIC DATA IF POSSIBLE; INFORMATION CAN BE FOUND IN THE RESOURCES SECTION] American children could be heading back to school this fall without an annual checkup, which would include a hearing and vision exam, means there might be a generation of youth that is underachieving. These students may be driven to distraction when they cannot see the blackboard or hear instruction in the classroom. 

I am part of a health care system that is made up of haves and have-nots. Families that have health insurance have access to the best medical care in the world, a vast array of medical technologies and services. Parents with uninsured children, however, are the have-nots. They are forced to delay or forgo getting medical care or prescription drugs for themselves and their children. Many families also report prohibiting their kids from participating in after-school activities for fear of injury and the costly medical bills that may come as result.

The good news is most uninsured children are eligible for low-cost or free health care coverage right now. Medicaid and the State Children’s Health Insurance Program (SCHIP) are available in all 50 states and the District of Columbia. 

Many uninsured families in [STATE] do not realize that their children might be eligible for health care coverage through [MEDICAID/SCHIP PROGRAM]. This [LOW-COST OR FREE] program covers [BENEFITS]. Families earning up to [$XX] a year or more may be eligible for this comprehensive coverage.


Being uninsured can take a staggering toll on children. Without insurance, children are more likely to miss the regular checkups and preventive care that prepares them to do their best in school. According to the Urban Institute’s analysis of the National Health Interview Survey, nearly half (48%) of low-income uninsured children have not had a well-child visit in the past year, and almost one-third of these children do not have a pediatrician or another regular source of care. 

Most of the parents of uninsured children I meet are hardworking men and women with full- or part-time jobs. Either they work for businesses that do not offer health benefits or they simply cannot afford the benefits that are offered. For many of them, the costs of insurance and medical care are weighed against equally essential needs like food, utilities and rent. No one in this great nation should have to choose between a roof over their heads and health coverage for their family.

The medical professionals who work with me are not the bad guys. Almost every health professional I encounter is generous and caring. The problem is that the health care system in this country has become unaffordable for too many hardworking families. 

It will take each one of us, people both inside and outside the medical profession, to work together to make high-quality health care accessible for everyone. A first step toward this goal is to join the efforts around Covering Kids & Families and [ORGANIZATION]’s [MEDICAID/SCHIP PROGRAM] Back-to-School Campaign. Families that would like to learn more about [MEDICAID/SCHIP PROGRAM] can call the toll-free hotline, 1(877) KIDS-NOW [OR STATE HOTLINE NUMBER]. Operators can answer questions about the program and begin the application process. Together, we can help get [STATE]’s kids the coverage they need. 

NOTE: Remember to put your op-ed on your organization’s letterhead. Also, make sure your op-ed is double-spaced with wide margins. List your name, address, phone, fax and e-mail contact information at the top of the opinion piece.
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[DATE]

Dear Editor: 
The fact that there are [# OF UNINSURED CHILDREN IN STATE; INFORMATION CAN BE FOUND IN THE RESOURCES SECTION] uninsured children in [STATE] is distressing to me. 

As a medical professional who has taken an oath to “first do no harm,” I am saddened that people in this country suffer because they do not have health insurance. The fact that millions of American children will be heading back to school this fall without an annual checkup, which would include a hearing and vision exam, means that as a nation, we may be harming a generation of youth. These students will be driven to distraction and likely to underachieve if they cannot see the blackboard or hear instruction in the classroom. 

The good news is most uninsured children are eligible for low-cost or free health care coverage right now. Coverage through Medicaid and the State Children’s Health Insurance Program (SCHIP) is available in all 50 states and the District of Columbia. 

Sadly, many uninsured families in [STATE] do not realize that they may be eligible for health care coverage through [MEDICAID/SCHIP PROGRAM]. This [LOW-COST OR FREE] program covers [BENEFITS]. Families earning up to [$XX,XXX] a year or more may be eligible for this comprehensive coverage.


As students get ready to head back to class, Covering Kids & Families and [ORGANIZATION] are launching the [MEDICAID/SCHIP PROGRAM] Back-to-School Campaign. Covering Kids & Families is an initiative of the Robert Wood Johnson Foundation that works with local and national organizations and corporate partners to get the word out about low-cost and free health care coverage as families prepare their children for a successful school year. In [STATE/CITY], [ORGANIZATION] has formed a partnership with [ORGANIZATION or BUSINESS] to help get eligible children enrolled in [MEDICAID/SCHIP PROGRAM].
Families that would like to learn more about [MEDICAID/SCHIP PROGRAM] can call toll free, 1(877) KIDS-NOW [OR STATE HOTLINE NUMBER]. Operators can answer questions about the program and begin the enrollment process. At least [XX] percent of uninsured children in [STATE] are eligible for [LOW-COST OR FREE] health care coverage right now. All their parents need to do is call and find out if they qualify.

Sincerely, 

[NAME]
[TITLE]

[ORGANIZATION OR HEALTH CARE FACILITY]

[FULL CONTACT INFORMATION]

NOTE: Remember to put your letter on your organization’s letterhead.
[image: image12.png]RECOGNIZES

THANK YOU FOR YOUR COMMITMENT
TO THE HEALTH OF AMERICA’S CHILDREN




TO:

Public Affairs Director

FROM:
[NAME AND ORGANIZATION]

RE:
[CITY/STATE] Covering Kids & Families Back-to-School Campaign for [MEDICAID/SCHIP PROGRAM]
DATE:

[DATE]

As families prepare their children for a successful school year, Covering Kids & Families is encouraging [STATE/CITY/COUNTY] parents of uninsured children to put enrollment in [MEDICAID/SCHIP PROGRAM] at the top of their back-to-school checklist.

On [DATE AND TIME], [ORGANIZATION] and [OTHER APPROPRIATE ORGANIZATIONS] will be signing up children for [MEDICAID/SCHIP PROGRAM] at [LOCATION]. [MEDICAID/SCHIP PROGRAM] provides [LOW-COST OR FREE] health care coverage for eligible children. Parents can enroll their kids and pick up free school supplies [OR OTHER INCENTIVES IF APPLICABLE]. 

This Covering Kids & Families Back-to-School Campaign event kicks off a season of enrollment activities in the [STATE/CITY/COUNTY] area. This effort is part of a comprehensive national campaign to inform uninsured families that they may qualify for [LOW-COST OR FREE] health care coverage. 

Below are scripts for PSAs notifying your listeners of the upcoming enrollment activities. We would appreciate it if your station read these announcements as often as possible before the event on [DATE]. Thank you in advance for helping connect uninsured children to the health care coverage they need!
RADIO (10 seconds)

Sign up for [LOW-COST OR FREE] health care coverage on [DAY, DATE, TIME, LOCATION]. Stop by to pick up free [GIVEAWAYS].
RADIO (15 seconds)

Put getting health care coverage for your kids at the top of your back-to-school checklist. On [DAY, DATE, TIME], sign them up for [LOW-COST OR FREE] health care coverage at [LOCATION]. Stop by to pick up free [GIVEAWAYS].
RADIO (30 seconds)

Put getting health care coverage for your kids at the top of your back-to-school checklist. On [DAY, DATE, TIME], Covering Kids & Families will hold an enrollment fair at [LOCATION WITH ADDRESS].

[MEDICAID/SCHIP PROGRAM] provides [low-cost or free] health care coverage that gives kids access to doctor visits, immunizations, dental care and hospitalizations.

Stop by to sign up your children and pick up free [GIVEAWAYS]. Make it a healthy and successful school year. For more information, call [STATE HOTLINE NUMBER].

NOTE: Remember to put your letter on your organization’s letterhead.
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· We are here today to step up efforts to get eligible children enrolled in [MEDICAID/SCHIP program]. As part of a comprehensive, nationally coordinated campaign of the Robert Wood Johnson Foundation, we are launching our effort here in [STATE].

· Our local campaign is part of the annual Covering Kids & Families Back-to-School Campaign, a nationwide effort to get kids the health care coverage they need. As families get their children ready for a successful school year, we want them to put enrolling in a children’s health care coverage program at the top of their back-to-school checklist. 

· Why are we doing this? Because when a child is healthy, there are fewer obstacles to success in school and greater promise for a bright future. With health care coverage, children have a better opportunity for academic and personal success. 
· On the flip side, children without health care coverage are less likely to receive proper medical care for common childhood illnesses like sore throats, earaches and asthma. According to research from [INSERT DATA FROM THE FACT SHEET ON CHILDREN’S HEALTH CARE COVERAGE IN THE RESOURCES SECTION OF THE ACTION KIT]. 
· What these data tell us is what low-income working parents across this nation already know—that not having health insurance is bad for our nation’s children. Without insurance, too many children are missing the regular checkups and preventive care that will prepare them to do their best in school. In the richest nation in the world, no child should be without the care they need…no child should be without health care coverage.
· Unfortunately, millions of children are suffering every day. According to the U.S. Census Bureau, more than 8 million children in America are uninsured. Here in [STATE], [# OF UNINSURED CHILDREN IN STATE; INFORMATION AVAILABLE IN THE RESOURCES SECTION] children are uninsured. 

· [MANY/MOST/# OF ELIGIBLE CHILDREN IN STATE] of these children are in fact eligible for low-cost or free health care coverage, either through Medicaid or SCHIP…and they are eligible RIGHT NOW. Unfortunately, their parents have not been made aware of this opportunity to get health care coverage for their children. 
· In a country as compassionate as ours, every child that is eligible for health care coverage through Medicaid or SCHIP should be enrolled. And that’s just what the Back-to-School Campaign is all about. During August and September, in [STATE] we are [inSERT description of local work]. All of these activities have one goal: to spread the word and let families know that their kids may in fact be eligible for low-cost or free health care coverage. 
· Parents, if your child does not have health insurance, there may be an answer. If your family earns up to [$XX,XXX] a year or more, your child may qualify for low-cost or free health care coverage available through Medicaid or SCHIP. Please call 1(877) KIDS-NOW or [STATE TOLL-FREE HOTLINE NUMBER] to learn more. 
· Making sure our children get health care coverage is not just an investment in their future, it’s an investment in our nation for generations to come. This year, we want every child to return to school with the health care coverage they need. 

1. What is Covering Kids & Families?
In 2002, the Robert Wood Johnson Foundation (RWJF) launched Covering Kids & Families, a national initiative that offers grants to statewide organizations to increase the number of children and adults who benefit from federal and state health care coverage programs. Covering Kids & Families builds on the work of Covering Kids, another RWJF national program active from 1997 to 2003. Working with broad statewide and local coalitions, Covering Kids & Families facilitates efforts to: 1) conduct and coordinate outreach programs; 2) simplify enrollment and renewal processes; and 3) coordinate existing coverage programs.

2. What is the Covering Kids & Families Back-to-School Campaign?
As parents prepare their children for the new school year, Covering Kids & Families is launching its annual Covering Kids & Families Back-to-School Campaign to inform parents of the low-cost and free health care coverage that is available in all 50 states and the District of Columbia through Medicaid and the State Children’s Health Insurance Program (SCHIP). Many working families with children who are eligible for these programs do not believe their kids qualify. However, these programs are designed to include working families. Although eligibility varies by state, here in [STATE], families earning up to [$XX,XXX] a year or more may qualify for low-cost or free children’s health care coverage. For more information, families can call 1(877) KIDS-NOW or [STATE TOLL-FREE NUMBER]. 

3. What do you hope to accomplish with this effort?
The goal of the Back-to-School Campaign is to reach the parents of the millions of children who are needlessly uninsured and get them to enroll their children in low-cost or free health care coverage programs. 

4. Why is it important that children have health care coverage?
Health care coverage helps keep children healthy, and healthy children are better prepared to learn. According to the Urban Institute’s analysis of the National Health Interview Survey, nearly half of all uninsured children (48%) have not had a well-child visit in the past year. Illnesses that are left untreated and result in missed days of school can lead to poor performance in the classroom. That’s why it is so important that we enroll the millions of children who are needlessly going without health insurance into available low-cost or free health care coverage programs. Parents can call 1(877) KIDS-NOW to find out if their children are eligible. 
5. Does the Covering Kids & Families Back-to-School Campaign work?
Yes, without a doubt, it works. Data compiled by the State Health Access Data Assistance Center (SHADAC), located at the University of Minnesota, and the Urban Institute in Washington, D.C., and released at the 2005 Covering Kids & Families national launch event, suggest that Covering Kids & Families, its partners and others working on children’s health coverage enrollment have made strides. Since just prior to the launch of the first Covering Kids Back-to-School Campaign in 2000:
· Nearly 5 million additional children have been enrolled in Medicaid and SCHIP.

· The number of uninsured children has declined by nearly 2 million.
While we cannot take credit for all of this success, the Back-to-School Campaign is the single largest educational campaign on this issue, and we, along with our partners, have certainly contributed to this major advancement.

6. What is the most a family can earn in order to be eligible for these programs? 
Eligibility varies by state. Here in [STATE], a family of four can earn up to [$XX,XXX] a year or more. Since eligibility does vary by state and family size, it is important for all families to call 1(877) KIDS-NOW to learn if their children are in fact eligible for low-cost or free health care coverage. 
7. Are adults eligible for coverage through Medicaid or SCHIP?

In our state, adults earning [$XX,XXX] or more per year may be eligible for [MEDICAID/SCHIP PROGRAM]. Eligibility is based on several factors, including family size and income. 

8. If SCHIP began in 1997 and Medicaid has been with us for more than 35 years, why are there still millions of eligible children who are not enrolled in either program?
Over the past five years, we have made tremendous gains enrolling eligible children in Medicaid and SCHIP. Data compiled by the State Health Access Data Assistance Center (SHADAC), located at the University of Minnesota, and the Urban Institute in Washington, D.C., suggest that since the start of the Covering Kids Campaign:
· Nearly 5 million additional children have been enrolled in Medicaid and SCHIP.

· The number of uninsured children has declined by nearly 2 million.

We need to reach the parents of the millions of children who are eligible for these programs but may not be aware of their availability. 

9. What other ways is [STATE/CITY/COUNTY] informing the public about available health care coverage for families?
A sampling of [STATE/CITY/COUNTY] outreach activities includes:

· [XXX]

· [XXX]

However, we still have a lot of work to do to reach the parents of the [# OF UNINSURED CHILDREN IN STATE] uninsured children who could be eligible in our state. That’s why the Back-to-School Campaign is aimed at informing families that their children may qualify.

10. What role are corporations and business partners playing this year? 
This year, a number of businesses, such as Giant and Major League Soccer, have joined the Covering Kids & Families effort to help reach families of eligible children by promoting the national 1(877) KIDS-NOW toll-free hotline and other information in their circulars, on their Web sites, and through enrollment and outreach activities. [INSERT INFORMATION ON LOCAL BUSINESS PARTICIPATION.]

11. What role does the stigma of being enrolled in a public health program play in the decision of parents of uninsured children not to sign up for Medicaid or SCHIP?
Research shows that stigma is not the primary deterrent to enrollment in Medicaid and SCHIP. The primary reason why most working parents do not enroll their children is that they do not realize their children are eligible. This is why we are launching the annual Back-to-School Campaign.

12. Are children of immigrant families that meet the income requirements eligible?
All children who are citizens of the United States are eligible, even if their parents are immigrants and not citizens. All documented immigrant children who entered the country before August 22, 1996 may be eligible for Medicaid or SCHIP. For those children who entered the country after August 22, 1996, eligibility for health care coverage programs varies by state. 

13. Do you support any particular proposal on expanding health coverage to all of the uninsured?
Neither the Robert Wood Johnson Foundation nor Covering Kids & Families takes a specific policy position on how to solve the problem of the uninsured, and we never endorse legislation. However, we believe solving this problem needs to be the nation’s highest health priority. RWJF sponsors Cover the Uninsured Week each year to urge the nation to cover all uninsured Americans. 

14. By getting parents to enroll more children, aren’t you pushing up against tight state budgets, placing your outreach efforts at odds with the fiscal reality in some states?
Covering Kids & Families works within current state guidelines to get uninsured kids enrolled in Medicaid and SCHIP, and we work closely with state governments to coordinate our efforts. The fact is, there are millions of children who are needlessly going without health care coverage in the United States, but we can do something about it. Through the Back-to-School Campaign, an aggressive public education campaign, we can build on this progress and enroll every eligible child in Medicaid or SCHIP. 

15. Despite the economic turnaround, many states still have serious fiscal problems, with Medicaid being a major contributing factor. Won’t adding new children to Medicaid and SCHIP only make this problem more severe?
This poses a difficult challenge—how to balance the budget while maintaining Medicaid and SCHIP coverage. States need to make careful choices, but it is clear that Medicaid and SCHIP have made a tremendous difference in the lives of millions of America’s families by providing health care coverage to children who would otherwise be uninsured. 

16. I’ve heard that in some states, SCHIP enrollment has been capped. What does that mean? What is the Covering Kids & Families position on these caps? Do you have one here in [STATE]?
Covering Kids & Families does not take a specific position on legislative issues. It is important to note that regardless of the enrollment status of SCHIP, children can still enroll in Medicaid. Covering Kids & Families works closely with state governments to coordinate outreach efforts that are suitable for each state.


NEWS ADVISORY:




CONTACT:

[DATE]





[LOCAL CONTACT PERSON]/[PHONE#]

News Advisory Headline to Announce That Something Will Be Happening—the 

News Hook

“Kicker” in italics contains the secondary piece of info that is also a hook

As in a press release, your first sentence should reveal information about the “news” that will be coming. It is always loaded with information about the who, what, when and where, without giving away the entire story. Write this in a way that will interest the media, but does not give away so much that they do not need to come to the event or receive a full press release to report on it. 

Make the event facts in your media advisory easy to read by highlighting them with bullets or placing them in a box like the one below.


What:

Description of the event written in a uniquely newsworthy way

Who:
Names and titles of your spokespersons, except families, which should be listed as:

· Families from [REGION/STATE] enrolled in [MEDICAID/SCHIP PROGRAM]
Where:
Exact address of event, with directions if necessary

When:

Day of week, date of event, time

End your advisory with a brief description of your organization and the program. 

· B-roll with footage of enrollment events/activities around the nation, families receiving medical care, children headed back to school and children receiving checkups will be available at the event and between [TIME], [DATE] at [SATELLITE COORDINATES].

· A radio actuality with sound bites from [SPOKESPERSON NAME AND TITLE] will be available from [DATE TO DATE] at [PHONE #].
NOTE: Remember to put your news advisory on your organization’s letterhead.

FOR IMMEDIATE RELEASE


CONTACT:

[DATE] 





[LOCAL CONTACT PERSON] [PHONE#]

Headline That Tells the News—Announces Something Unique or Provides New Information

“Kicker” in italics contains back-up information that adds to newsworthiness

([CITY, STATE]) Your first sentence, “the lead,” should contain your most important news announcement providing the basic facts on who, what, when, where and why. Your second sentence can include whatever pieces of important information you cannot fit in to the first sentence.

“A quote often starts the second paragraph and delivers a major message point of your effort,” said your organization’s president or spokesperson. “A quote can state an opinion and add a human element to the story.” The person writing the release will make up the quote so that it is on message, but it must be approved by the person to whom the quote is attributed. Expect that the spokesperson will adjust the quote to address their concerns, tone and style.

Continue with more information on the event or announcement in paragraph three. Include interesting and relevant facts that are part of your main message.

A fourth paragraph might introduce a personal story of tragedy or triumph that relates to your issue.

“Amplify your message with another quote, either from the same spokesperson or from a different source,” said person with the human interest story or another key leader in the community. “Be sure to make the quotes sound conversational and brief.” The quote might highlight why enrolling children in health care coverage is particularly important in your state or county.

The last paragraph tells the public what you most want them to know about your organization. How long has it been working in this community? How can people contact you via phone, mail or Internet? 

###

If you have any questions, please contact the Covering Kids & Families Communications Team at GMMB at (202) 338-7227 or at coveringkidsandfamilies@gmmb.com. 

NOTE: Remember to put your news release on your organization’s letterhead.


You can play an active role in generating radio coverage of the Covering Kids & Families Back-to-School Campaign. Even if your organization is not planning an outreach event, you can promote Medicaid and SCHIP in your state by pitching your Covering Kids & Families audio bite line to radio stations in your area.

Step-by-step guide to pitching an audio bite line:

1. Call area radio stations and ask to speak with the news director or local news reporter. (For tips on building a media list, see Developing Media Lists and Newsroom Contacts in the Media Outreach and Event Planning section.)

2. Customize the following template pitch points for use in your city. 

a. Hello, my name is [XX] and I am with [ORGANIZATION]. Do you have a moment to talk about a story?

b. There are [# OF UNINSURED CHILDREN IN STATE; INFORMATION AVAILABLE IN RESOURCES SECTION] uninsured children in [STATE]. [MOST or # OF ELIGIBLE CHILDREN IN STATE] of these children are eligible for [LOW-COST OR FREE] health care coverage right now through a program called [MEDICAID/SCHIP PROGRAM].

c. Today is the kickoff of a nationwide effort aimed at reaching families of the [XX] million uninsured children throughout the nation. During the Covering Kids & Families Back-to-School Campaign, organizations like ours will be planning events to inform parents about programs like [MEDICAID/SCHIP PROGRAM]. There will be activities throughout [STATE] and the country.

d. We have set up an audio bite phone line with recorded messages from [SPOKESPERSONS A, B, C] that you can reach at [(XXX) XXX-XXXX]. 

e. As families get ready to send their kids back to school, it’s important that they enroll their children for health care coverage through [MEDICAID/SCHIP PROGRAM]. Health care coverage helps keep children healthy, and healthy kids are better prepared to learn. [MEDICAID/SCHIP PROGRAM] covers [BENEFITS LIKE CHECKUPS, HOSPITALIZATION AND IMMUNIZATIONS].

f. Does this sound like a story you are interested in covering? Our audio bite line number is: [(XXX) XXX-XXXX].

g. Thank you for your help!

3. Follow up with newsroom contacts if they have additional questions about Covering Kids & Families or your organization’s efforts.

If the station is running a story, try to tape it! By tracking the media coverage of your Back-to-School Campaign, you can evaluate the effectiveness of your efforts. 

Your audio bite line message should be between 30 and 90 seconds long; it should include at least three sound bites. Providing up to five audio bites will give reporters even more material with which to work. Remember to keep bites “short and sweet,” but make sure you include all of the pertinent facts.

Suggested Script:

· Hello. Thank you for calling the audio bite line for [ORGANIZATION]. Following are [# OF AUDIO BITES] audio bites from [SPOKESPERSON A AND TITLE], [SPOKESPERSON B AND TITLE], and [SPOKESPERSON C AND TITLE]. [ORGANIZATION] is participating in a nationwide Covering Kids & Families Back-to-School Campaign to reach uninsured families with information about low-cost and free health care coverage that is available through [MEDICAID/SCHIP PROGRAM]. Families can learn more about [MEDICAID/SCHIP PROGRAM] enrollment by calling toll free, [STATE HOTLINE NUMBER]. If you have any questions about the Back-to-School Campaign, or would like to arrange an interview with one of our spokespersons or families, please call [MEDIA CONTACT] at [(XXX) XXX-XXXX].

· Audio from [INSERT SPOKESPERSON NAME] beginning in 5, 4, 3, 2, … [SILENCE]

EXAMPLE

· Millions of children are suffering every day because they are unnecessarily going without health insurance. According to the U.S. Census Bureau, more than 8 million children in America are uninsured. Here in [STATE], [# OF UNINSURED CHILDREN IN STATE] children are uninsured. 

· Without insurance, too many children are missing the regular checkups and preventive care that will prepare them to do their best in school. In the richest nation in the world, no child should be without the care they need…no child should be without health insurance.
· [SPOKESPERSON: 15-20 second sound bite on the importance of the effort.]

EXAMPLE

· The good news is that there is an answer. [MANY/MOST/# OF ELIGIBLE CHILDREN IN STATE] of these children are in fact eligible for low-cost or free health care coverage, either through Medicaid or SCHIP…and they are eligible RIGHT NOW. Unfortunately, their parents have not been made aware of this opportunity to get health care coverage for their children. 
Continue with two to three more audio bites from the same spokesperson or you can insert sound bites from other spokespersons participating in your Back-to-School Campaign. 

EXAMPLE

· Since being covered, my son has gotten the regular and emergency care he needs and I now have the peace of mind that goes along with knowing that my son is healthy. I encourage other parents to call 1(877) KIDS-NOW to find out if your child is eligible for low-cost or free health care coverage through [MEDICAID/SCHIP PROGRAM].

Depending on your ability to record longer outgoing messages, consider adding:
· Thank you for contacting [ORGANIZATION]. Please direct any additional questions to [MEDIA CONTACT] at [(XXX) XXX-XXXX].

Suggestions for spokespersons and key messages:

· Organization leader: Introduce the Back-to-School Campaign and offer a toll-free number that families can call to find out about enrolling their children.

· Mayor: Comment on the importance of getting children in the community enrolled in health care coverage programs.

· Parent of child covered by Medicaid or SCHIP: Talk about the difference Medicaid or SCHIP coverage has made for their child and the services covered by the program (e.g., visits to a regular family doctor and prescriptions). They might also discuss what they were forced to do when their child was uninsured (e.g., going to the emergency room, taking only over-the-counter medicines).

· Respected doctor: Emphasize the importance of children being healthy so they can pay attention in school, and stress that programs like Medicaid and SCHIP can help kids stay healthy.

· Educational leader: Explain that healthy students are better able to learn and that health care coverage can make a difference.

[TYPE OF EVENT: PRESS CONFERENCE, HEALTH FAIR, ETC.]

[DATE OF EVENT]

	Name
	Outlet
	Phone
	E-mail Address

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Overview of Outreach

Whether you plan one event or an entire week of activities, you want your Covering Kids & Families Back-to-School Campaign events to be as successful as possible. This section offers tips on how to get the most out of every aspect of your event. 

Forming a Back-to-School Campaign Committee – If you hope to plan a large event, here are tips on sharing the workload. 

Working with a Back-to-School Campaign Committee – Once you have built a Back-to-School Campaign committee, you will want to identify ways committee members can get involved, create a letter of agreement and meet regularly with the committee.
Organizing Working Groups –You might consider putting committee members into working groups to oversee different components of the planning. 

Planning a Health and Enrollment Fair – Health fairs can galvanize educators, health care providers and advocates, and engage the community at large. Included here are suggestions for organizing a health fair. 

Checklist for Planning a Health and Enrollment Fair – This is a suggested timeline for planning a health and enrollment fair.

Engaging the Business Community – Partnerships can help reach parents of children who are uninsured and may be eligible for Medicaid or SCHIP. Creating corporate partnerships benefits both Covering Kids & Families and its partners. This section explains how to get businesses in your community involved and includes a brief description of several Covering Kids & Families national corporate partners. 

Sports Community Outreach – Engaging the sports community is another great way to attract media attention and raise awareness about the Back-to-School Campaign. Included here are tips on how to approach local sports teams and athletes about participating in events and guidelines on athlete participation in Covering Kids & Families events. 
List of Potential National and Local Activities for Sports Celebrity Involvement and Participation Criteria – This document outlines activities that sports figures can participate in and the criteria they must meet in order to participate in Covering Kids & Families activities. 
Going to the Community for Outreach Activities – This describes a variety of ways to use existing community events and channels to promote the availability of Medicaid and SCHIP. 

Tips for School-Based Outreach – Schools provide good outreach opportunities throughout the year. Outreach ideas and tips are included here.

Forming a Back-to-School Campaign Committee

Creating a Covering Kids & Families Back-to-School Campaign committee to help plan and implement activities can help you do more, and do it more successfully by gaining the help and support of others. Ideally, your group should include community partners committed to health care coverage and should reflect the diversity of your community. For additional ideas on potential individuals and groups to involve in your planning effort, please see the list of Covering Kids & Families national partners in the Resources section. 

Committee members might include:

· Educators and school staff

· Health care providers

· Faith-based groups

· Elected officials or their staff

· Community-based organizations

· Advocates for children

· Low-income families

· Ethnic community groups 

· Representatives of local businesses 

· Organizations serving families 

· Employers and local labor groups 

Depending on the scope of your plans, some of these suggestions may be more helpful than others. Choose those that will help your group be as effective as possible in your community. The following steps can serve as a guide:
· Use your personal and professional contacts to form a small planning group. This small group is a starting point for your committee. You will need individuals who are committed to the issue of health care coverage and are willing and able to devote several hours a week to your effort. If you do not have a personal contact at an organization you would like to approach, contact the community relations representative.

· Determine potential committee members and ask them to participate:
· Make a list of groups you want involved and how you would like them to participate.

· Create another list of groups that you hope will endorse, support or promote your activities and join your Back-to-School committee.

· Work with your small planning group to begin reaching out to them. 

· Arrange a meeting and send background information in advance. 

· Emphasize how their involvement will benefit their organization or business. 

· Follow up after the initial contact to confirm the group’s interest. 

· Ask each organization to designate a contact person who will be invited to the committee meetings. 

· Prepare before you approach potential participants: 
· Use the PowerPoint presentation in the Action Kit, which can be downloaded from the Covering Kids & Families Web site at www.coveringkidsandfamilies.org.
· Prepare talking points that emphasize how the organization will benefit from its participation in the Back-to-School Campaign. (See the Sample Talking Points in the Media Templates section.)
· Prepare a list of ways the organization could begin to get involved. 
· Encourage the organization to participate in as many ways as possible, and always have a simple backup suggestion that it cannot refuse, such as including a drop-in article in its newsletter.
· Reach out to schools and the academic community. Schedule meetings with school nurses, principals, administrators and leaders of local teachers unions. Also reach out to department heads and students at local medical, dental, public health and nursing schools, and local teachers’ colleges, to inform them about your local efforts. (See Tips for School-Based Outreach in this section.) 

· Engage local businesses in your outreach. Whether it is a neighborhood store or a nationwide franchise, working with the business community can reinforce and complement your outreach efforts by providing new avenues to communicate the availability of low-cost and free health care coverage to employees, customers and communities. (For detailed, step-by-step information and template materials, download the Covering Kids & Families Engaging the Business Community Toolkit at www.coveringkidsandfamilies.org.) 
· Reach out to the faith community. Involve representatives from a diverse group of religious faiths, including, but not limited to, the Christian, Jewish and Muslim traditions. Religious groups with affiliated schools and/or day care centers are great partners to recruit. (For detailed step-by step information and template materials, download the Covering Kids & Families Interfaith Toolkit at www.coveringkidsandfamilies.org.) 

· Engage community-based advocacy groups that represent health care consumers and children. These groups are passionate about the issue of health care coverage and are committed to making a difference. Families USA is a good place to start. The State Information section of the Families USA Web site (www.familiesusa.org) can direct you to local health consumer groups in your area. 

Working with a Back-to-School Campaign Committee

Once you have built a Covering Kids & Families Back-to-School Campaign committee, you will want to identify ways the members can get involved, create a letter of agreement that outlines what they are committing to, and meet regularly with the committee to ensure that your Back-to-School Campaign events are being planned in a timely and appropriate manner. Given the range of potential activities, we recommend that the first committee meeting take place in the spring, before the end of the school year or start of summer activities. You may want to consider dividing into working groups. (See Organizing Working Groups in this section.) 

Identify a variety of ways organizations might be willing to help: 
· Include information in their community or employee newsletter 

· Send a listserv to their members or customers

· Send out mailings that could include inserts

· Hang posters or banners in their place of business

· Use their connection with potential spokespersons, such as the mayor or other local elected officials

· Use their connections with media outlets

· Provide staff or volunteers who can help plan or manage activities

· Provide space to hold an event

· Use other resources they may have

· Create a simple letter of agreement. Once an organization decides to participate, ask the representative to sign a letter of agreement. While not legally binding, it is still a good tool to clarify roles and responsibilities. (See Letter of Agreement to Local Organizations in the Outreach and Event Templates section.)

· Communicate regularly with your committee members and other participating groups. Determine how you will communicate on a regular basis. Decide if telephone, e-mail, teleconference or another method works best for you and the organizations. Set up a regular time to talk with each organization individually, in addition to your scheduled coalition/committee meetings if you are working in a coalition. 

· Always follow up. Do not wait for your contacts to call you back. You MUST follow up after each phone call, letter and meeting. Keep them informed about what is happening, remind them of what they need to do next and offer help if appropriate. The more you follow up, the more successful your relationships will be. 

· Thank your committee members and organizations. When all of your activities have been completed, send notes of appreciation and/or a Certificate of Appreciation to everyone who helped plan or implement the events. Copy and distribute any speeches that were requested by attendees. Assemble relevant newspaper and television clippings for your organization members and committee members. (See Certificate of Appreciation in the Outreach and Event Templates section.)

Organizing Working Groups

Once the vision and framework for your Covering Kids & Families Back-to-School Campaign activities have been established, your committee should consider forming working groups to oversee different components of planning. Organize working groups in a way that makes sense for the types of activities you are planning. This will make planning more efficient by limiting the amount of work required of any individual or group. If you have questions or need advice in your planning effort, contact the Covering Kids & Families Communications Team. (See the Introduction section for contact information.) Suggested working groups include:

Site Logistics Working Group
This working group is responsible for booking event locations, scheduling times, securing or preparing signage and banners, ordering refreshments and equipment, and tending to other details that ensure a smooth event. If you are planning a news conference, another important responsibility for this team is arranging for audio-visual equipment, including a podium, microphone, banner holder, lighting and stage. If possible, one person should act as the primary contact between the organization and the site supervisors.

Media Working Group

This working group is responsible for attracting local television, radio and print media to the event and should construct a clear message for the media coverage. This group is also responsible for pre-event promotion, including pitching PSAs to radio stations and event listings to newspaper community calendars. If you are working in a coalition, any coalition member with strong media contacts and/or message strategy experience should be a part of this working group. 

The media working group can use the templates in the Media Templates section to begin drafting media materials, including news releases, media advisories, talking points and frequently asked questions. If you are planning a news conference, this working group is responsible for drafting the agenda, developing a press fact sheet about the initiative, compiling short biographies of all speakers, and developing a comprehensive press list. It can also prepare template drop-in articles and letters to the editor that can be customized and pitched to media outlets in conjunction with your events. Leading up to the event, other media working group responsibilities include:

· Create Press Packets: Press materials, including the agenda, fact sheet, speaker bios and news release, should be compiled in folders for reporters. Templates for these documents are included in the Media Templates section.

· Identify Speakers: Potential speakers could include a parent of a child enrolled in Medicaid or SCHIP, an elected official, or a trusted expert on the issue of the uninsured or children’s health and well-being. Consider their appeal to the media and their public speaking ability. Contact potential speakers over the phone and then follow up with invitations. (See the template invitations in the Outreach and Event Templates section.) Follow up on the invitations to determine who can attend. Speakers should be finalized at least one month prior to the event.

· Prepare Speakers: This working group should spend time with speakers practicing their remarks and/or talking points, running through sample questions and answers, and providing them with general tips for successfully communicating your message. (See Helpful Hints for Spokespersons in the Media Outreach and Event Planning section and the Frequently Asked Questions template in the Media Templates section.) 

· Schedule Pre-Event Speaker Interviews: This is an opportunity for reporters to schedule in-depth interviews with event speakers before the press conference. Suggestions for pitching interviews to the media are included in the Media Outreach and Event Planning section.

· Pitch Event and Respond to Media Inquiries: Members of the media working group should be responsible for informing the media about your event and encouraging them to attend. Members should also be available to handle any calls that may come in from reporters wanting additional information or to set up an interview. (See the Media Outreach and Event Planning section for more tips on reaching out to the media.)

Family Selection Working Group

This group should work closely with the media working group. It should identify and interview families with children enrolled in Medicaid or SCHIP to decide who are the most appropriate and willing to speak in a public forum. This is one of the most sensitive areas in planning a successful Back-to-School Campaign event. Tips for working with and selecting parents as speakers and template letters are in the Media Outreach and Event Planning and the Outreach and Event Templates sections.

Crowd-Building Working Group

This working group works to ensure that your event is well attended by community members. It should work at the grassroots level posting fliers and working with community-based organizations, schools, places of worship, transportation authorities and local businesses to promote your event. Members of this group will want to think about “a day in the life” of your target audience and work to promote your event where those families are most likely to be found. 

Evaluation Working Group

Establish a group that will decide what your goals are and how they will be tracked. Members of this group should have experience with media, enrollment or outreach events so that they can decide the best methods for evaluation. See the Evaluating Your Efforts section for tips. 

Planning a Health and Enrollment Fair

For additional information on planning a health and enrollment fair in your community, download the Cover the Uninsured Week Health and Enrollment Fair Planning Guide at www.coveringkidsandfamilies.org. 

You may want to hold a health fair to bring together schools, health care providers, hospitals, free clinics, local health departments and other organizations to provide free medical screenings, immunizations and other health-related services for members of the community. During the health fair, you can enroll uninsured children in Medicaid or the State Children’s Health Insurance Program (SCHIP). Note: When parents or guardians inquire about children’s health care coverage, it is also a great opportunity to inquire about their insurance status and, if appropriate, explain any adult coverage available to them.

Step One: Conduct Research
The first step is to check with organizations and hospitals that regularly sponsor health fairs and find out if they have a health fair scheduled or would be interested in sharing responsibilities to stage one.

The specific goals of the health fair are to:

· Enroll eligible, uninsured children and adults in public health care coverage programs

· Provide medical screenings and health services to those who need them

· Provide tips on health and wellness

Potential health fair participants include:

· School personnel (if health fair is at a school)

· Health care providers (e.g., doctors, nurses, dentists, etc.)

· Hospitals

· Clinics

· Community health centers

· Local organizations

· Uninsured families and children

Step Two: Find a Venue
A health fair should ideally be held at a large school, a centrally located hospital, a community health center or a medical facility that is equipped to handle booths and foot traffic. Other possible sites include a shopping center or mall, store parking lot (weather permitting), or any other large venue that is accessible to the health care community and the general public. To accommodate the schedules of working families and individuals, the health fair should be held on a weekday from approximately 7:00 a.m. to 7:00 p.m., or on a Saturday. Depending on the weather, it may be necessary to identify venues with adequate indoor space to accommodate large crowds.

Step Three: Plan Activities 
Depending on the size of the venue and the number of organizations and health care providers participating, a successful health fair might include: 
· On-site Medicaid and SCHIP enrollment for children and adults

· Free immunizations for children and families

· Free medical screenings or testing for oral health, vision, hearing, nutrition, scoliosis, body alignment, stress, blood pressure and foot care

· AIDS, asthma and diabetes awareness and prevention

· Teen pregnancy prevention and prenatal care

· CPR demonstrations and class sign-ups

· Exercise information and demonstrations

· Free risk factor checklists, preventive care information, information on health-related services available in the community and how to obtain follow-up care 

· Fun activities for children (e.g., face painting, clowns, moon bounces, etc.)

· Food and refreshments

Step Four: Reach Out to the Media
Local health fairs provide compelling visuals for Covering Kids & Families stories and offer opportunities for effective feature stories. You will want to focus the media on how important Medicaid and SCHIP are to the well-being and livelihood of local families. Offer reporters opportunities to interview families with children enrolled in the programs as well as local health care providers. Select your spokespersons with care and provide media training. You may wish to have a media table at the fair with spokespersons available throughout the day. For more information on any of these media outreach activities, see the Media Outreach and Event Planning and Media Templates sections. 

Checklist for Planning a Health and Enrollment Fair

More Than Two Months Before the Health Fair

· Assemble a list of potential members to serve on the health fair planning committee. Be sure to include all necessary stakeholders, such as direct service organizations (e.g., schools, clinics and community health centers), health care providers (e.g., doctors, nurses, dentists, pharmacists), and prominent representatives from national and community organizations that are involved in the issue of children’s health care coverage. 

· Find out if a group or hospital is already planning a health fair during the Covering Kids & Families Back-to-School Campaign. Also consider approaching one school, community health center, hospital or family of hospitals to act as the host sponsor and share responsibilities for planning the health fair. 

· Invite prospective members to a planning meeting.

· Begin tailoring the Covering Kids & Families template PowerPoint presentation, which can be downloaded from the Outreach and Event Templates section, for your first meeting so that you can effectively pitch potential organizations and health care providers.

· Host a kick-off meeting for all those who will be involved in planning the health fair. 

· Create a contact sheet of all planning committee members, including work, home and cell phone numbers, as well as e-mail addresses. Distribute this contact list to all committee members and anyone serving as a spokesperson.

· Brainstorm possible event locations. NOTE: This is a good time to discuss budget and funding issues with your planning committee.

· Consider establishing working groups to manage portions of the event planning, such as:

· Site Logistics – Set-up/clean-up, equipment rental, volunteer management, floor plan, check-in, information booth with materials on follow-up care, etc.

· Media – Press pitching and list creation, media training for participants, etc.

· Family Selection – Identifying and selecting families to speak with the press

· Crowd building – Building community attendance through signage, grassroots outreach and pre-event media coverage

· Evaluation – Evaluating the effectiveness of the health fair (For more information, see Organizing Working Groups in this section.) 

· Set a schedule for regular (e.g., weekly or biweekly) meetings or conference calls.

Eight Weeks Before the Health Fair

· Create and narrow a list of possible venues for the health fair. Look for a large-scale, centrally located site where signage can be easily seen and large crowds can be managed. Consider a location convenient to both the media and community members.

· Create and narrow a list of possible event dates and times. If considering an outdoor site, select a rain date.

· Visit each possible location and meet with location representatives to discuss core event components. Be sure the location has enough power sources for booth participants.

Seven Weeks Before the Health Fair

· Begin to identify possible organizations and health care providers to host booths at the health fair.

· Select the health fair venue.

· Select the event date and time. Ideally, it would be held during the Back-to-School Campaign time frame.

· Identify all possible costs related to the event, such as equipment rentals (i.e., tables, chairs, signage, power, etc.), and set budget.

· Create a fact sheet outlining planned events and information on available low-cost and free health care coverage for children and families.

· Draft invitation letters for organizations that you would like to participate.

· Discuss any fundraising needs with the planning committee.

Six Weeks Before the Health Fair

· Actively recruit participants. Obtain a variety of services, such as enrollment in public health coverage programs, screenings, risk factor checklists, preventive care information, fun activities for children, exercise information and classes, nutrition education, etc.

· Order or print materials to be used during and in the promotion of your health fair from the Covering Kids & Families Web site at www.coveringkidsandfamilies.org/materials. Posters include a space to add your event time and location.

· Identify spokespersons (including families) to speak to the media at the health fair.

· Return the completed Back-to-School Campaign participation form so that you can inform the CKF Communications Team of what you’re doing.

Five Weeks Before the Health Fair

· Meet with representatives from the event venue to clarify site layout, insurance needs, date of event, time needed for clean-up and set-up, any security guidelines to be followed, point of contact during the event, unforeseen fees, power needs, restroom locations, etc.

· Begin drafting media materials, including the news advisory, local resources for the uninsured, etc. (See the Media Templates and Outreach sections.) 
· Finalize the list of participants. Review the list to ensure that a range of basic services and health care information is provided.

· Determine follow-up services for uninsured participants in case any medical problems are uncovered during the screenings. 

Four Weeks Before the Health Fair

· Finalize contracts with any vendors, such as event venue, equipment rental company, printers, transportation, etc.

· Assuming all participants are confirmed, finalize the basic media materials. (See the Media Templates section.) 

· Schedule a date for representatives from each participating organization to conduct a site visit. 

· Send official confirmation letters and kits to all participants with details of the event, such as suggested arrival time, set-up instructions, key messages for the event, contact information, power availability, parking, etc.

Three Weeks Before the Health Fair

· Compile descriptions of all organizations involved in the event and the services they will be providing.

· Create a PSA script to be sent to local radio stations encouraging attendance at the health fair. (See the Media Templates section.)

· Tailor the community calendar listing to be sent to local newspapers. (See the Media Templates section.)

· Send out community calendar listings and PSA scripts to appropriate media contacts. Make follow-up calls. (See the Media Templates section.)

· Print fliers to be posted throughout the community and sent to each participating organization for distribution. 

Two Weeks Before the Health Fair

· Finalize the press kit contents: 

· Get approval from all appropriate planning committee members. 

· Finalize information on all participants.

· Finalize the health fair layout and make copies for all participants and volunteers. Make sure the floor plan is to scale and includes entrances, exits, information booths, restrooms, power sources, and booth numbers or names.

· Send last-minute details to all participants and provide them with fliers to distribute.

· Post fliers or posters promoting the health fair throughout the community, including local schools, recreation centers, libraries, clinics, hospital emergency rooms, pharmacies, stores and businesses. 

· Create a “day of event” checklist. Run through all the steps that need to happen on the day of your event. Make sure that you have the staff and materials on hand to make things happen.

One Week Before the Health Fair

· Walk through the event venue with the venue representative to confirm any specific participant requests such as power, a certain booth location or extra equipment.

· Confirm arrangements and details with all vendors.

· Have plenty of signage at your event. If there is a walk from the parking lot to the event site, make sure it is clearly marked so that participants and reporters do not get lost and show up late and frustrated.

· Assemble press kits with information on enrolling in health care coverage programs, a listing of the day’s activities, press fact sheets, planning committee member descriptions, Covering Kids & Families media materials, etc. (See the Media Outreach and Event Planning and Media Templates sections for more information.)

· Buy film or disposable cameras to document the event. Consider assigning a planning committee member with few event-day responsibilities to photograph the health fair. You may want to use the photos in a newsletter, as a thank you for speakers or to show a potential funder your organizing success. 

· Assign planning committee members specific duties for the day of the event. Assignments may include:

· Set-up/tear-down

· Volunteer management

· Parking/security

· Participant check-in and assistance

· Attendee check-in

· Information booth staffing

· Follow-up information

· Create a full-day timeline for the day of the health fair with committee member and volunteer assignments, times, responsibilities, and contact information. 

Week of the Health Fair

· FOUR DAYS PRIOR TO EVENT: E-mail the news advisory, make follow-up calls to your media contacts, and contact the local Associated Press daybook editor. (Refer to the Media Outreach and Event Planning and Media Templates sections for more information.)

· FOUR DAYS PRIOR TO EVENT: Schedule pre-event media interviews for spokespersons. Consider assigning committee members to do interviews on various local radio stations during morning and evening drive times.

· Send volunteers throughout the community to promote the event and encourage attendance.

· DAY BEFORE EVENT: Place reminder calls to all media contacts. Resend the news advisory.

· NIGHT BEFORE EVENT: Schedule final planning meeting to run through last-minute details.

· MORNING OF EVENT: Check in with media contacts to confirm attendance.

· DAY OF EVENT: Enjoy helping families get connected to health care coverage!

Week Following the Health Fair

· Send thank you notes to all participants, volunteers and sponsors. (See Outreach and Event Templates section.)

· Make sure all rented equipment has been returned.

· Track media coverage and update media lists for future use. Send copies of all clips and tapes to the Covering Kids & Families Communications Team for inclusion in the final Covering Kids & Families media report. Fax materials to (202) 338-2334 or e-mail them to your Communications Team campaign contact.

· Organize folders, contact lists and notes to file for future use.
Engaging the Business Community

Building partnerships with businesses will go a long way toward ensuring that your Covering Kids & Families Back-to-School Campaign is a success. Partnerships provide a great opportunity to reach parents and alert them about the availability of low-cost and free health care coverage. Creating corporate partnerships benefits both Covering Kids & Families and its partners. Partnerships allow Covering Kids & Families to reach more potentially eligible families, while also providing partners with information and services useful to their customers and employees. Additional benefits include: 

1) Raising community awareness about the issue of uninsured children 

2) Providing new communications channels and resources to reach eligible families with an important health care coverage message

3) Increasing the visibility and profile of your organization and the important outreach work being done in your community

4) Fostering new relationships

For a template pitch letter, a template proposal and template pitch points, please see the
Outreach and Event Templates section.

For step-by-step information and additional template materials for 

corporate outreach, view and download the
Covering Kids & Families Engaging the Business Community Toolkit
at www.coveringkidsandfamilies.org/actioncenter.
Every outreach program is unique, and we encourage you to tailor your business outreach efforts to fit your organization’s needs. Building successful business relationships requires time, persistence, creativity and enthusiasm. Here are the first steps in the relationship-building process: 

· Determine your outreach needs. The first step to success is figuring out what type of outreach you want to conduct with a corporate partner. For ideas on business outreach activities, go to www.coveringkidsandfamilies.org/about/bts/events and review descriptions of last year’s events. 

· Set clear and concise goals. Make sure that your goals fit with the aims of your organization and the participating company. Encourage involvement in a way that makes sense in your community—a way that will spark interest, fulfill needs and match your organization’s goals.

· Research and target the most suitable companies. Based on your outreach goals, determine which companies you should approach. Take the time to research the companies on your list: Do they have a history of and experience in working with organizations on community events? Do they have a strong reputation in the community? Is there a natural connection between the products and/or services they provide and the audience you need to reach with your health care coverage information? Do you have contacts at the company? Does anyone else you know have contacts?

· Identify any national partnerships the Covering Kids & Families Communications Team has established that might be helpful in your outreach. The Covering Kids & Families Communications Team has developed a number of national partnerships of which you may be able to take advantage. Many of these partners have local affiliates that may be interested in working with your organization. In addition, we are working to establish new partnerships. For a list of our partners and how they participated in past campaigns, go to www.coveringkidsandfamilies.org or contact the Communications Team at (202) 338-7227 or via e-mail at coveringkidsandfamilies@gmmb.com. 

Sports Community Outreach

Engaging the sports community is another great way to attract media attention and raise awareness about the Covering Kids & Families Back-to-School Campaign. Sports teams and athletes often have resources to dedicate to social causes and can reach an audience that may not otherwise be exposed to messages about low-cost and free health care coverage. Athletes’ increased risk of injury may also increase their sensitivity to the importance of health care coverage. By participating in efforts to inform eligible families about the availability of Medicaid and SCHIP, sports teams and athletes get an opportunity to reinforce their commitment to their community.
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Six Steps to Sports Community Outreach

There are a number of ways a team or athlete can participate in efforts to inform eligible families about the availability of Medicaid and SCHIP, including:

· Participation in media events

· In-stadium/in-arena marketing (i.e., signage, booths and Jumbotron announcements)

· Team/athlete merchandise giveaways that can be used to attract audiences at health fairs

· Television/cable partners to air public service announcements 

The following six steps can help you approach local sports teams and athletes:  

Step One: Find Out Who to Contact
The first step to reaching out to professional teams and players, no matter your “ask,” is to determine your best point of contact. If you are working in a coalition, research whether members of your coalition have any connections to the team or a particular player and ask them to help you recruit the team or player to participate in your effort. If you are unable to find anyone who can help you make a connection to a local team, you may need to make a cold call.

In this case, contact the community relations department or the team’s foundation. You might also contact the public relations or marketing department, but this will depend on the team's internal structure. These departments determine whether or not the team will support a charitable effort and handle player appearances. Call the team and ask who the appropriate contact is for player appearances at community events.
Before contacting a team, do your homework. Research the other charitable activities in which the team or players are currently involved. For information on selected teams’ charitable efforts, visit www.sportsphilanthropy.com/teams.asp or contact Lisa Roberts Willis, who is working with Covering Kids & Families to recruit sports teams and players, at lwillis@sportsphilanthropy.com. 

You can also visit the official league Web site of the team you are interested in (www.nhl.com, www.nba.com, www.mlb.com, www.nfl.com, www.mlsnet.com) and click through to the team sites. All team Web sites have a community section with this type of information.
Step Two: Prepare for Your First Meeting

Before meeting with a team representative about partnership opportunities, prepare a brief description of the Covering Kids & Families Back-to-School Campaign, including results from last year. (See the Resources section.) Then determine: 

· What are you looking for from the team? It's a good idea to let the team know upfront that you are not requesting a monetary commitment. If you wish to involve a team member in a local media event, consider the following:

· Length of the athlete’s appearance (one hour is a reasonable request)

· Whether the athlete will be requested to sign autographs

· Whether the athlete will be asked to make any scripted remarks
· What dates are you requesting? 

· How much time do you need? 

· What are you giving the team in return? 

When first contacting a team, request a face-to-face meeting. For the meeting, customize the Covering Kids & Families corporate PowerPoint, which can be found in the Outreach and Event Templates section. Prepare a packet of supporting materials, including a customized template letter of introduction and the Covering Kids & Families one-page campaign description. You could also bring the highlights video featuring results from last year, which can be viewed at www.coveringkidsandfamilies.org. 

Using your customized PowerPoint presentation, present the opportunity to the team representative. Included in the presentation is a slide that succinctly presents what you are asking of the team. Be sure to customize this slide and highlight your specific requests. Also be sure to include in your presentation the List of Potential National and Local Activities for Sports Celebrity Involvement and Participation Criteria found in the Outreach section.

If you are thinking about including a player in your event or a PSA, do your homework. Make sure that the player will be an appropriate spokesperson for Covering Kids & Families. See the List of Potential National and Local Activities for Sports Celebrity Involvement and Participation Criteria found in the Outreach section about vetting a potential athlete spokesperson. For a complete guide on organizing, recording and placing a PSA, please see the Covering Kids & Families Guide to Placing Public Service Announcements. 

If you are asking the team to produce a PSA featuring a player, be sure to discuss the logistics of the shoot and offer a sample script. You do not need to bring the script to your initial meeting, but let your contact know you will eventually provide a script. Be sure to explain that you do not have the funds to pay to produce the PSA, but would like to know if it might be possible to piggyback on a shoot that the team is already doing. (See below for more information about PSAs.) 

A great example of sports community outreach is from Cover the Uninsured Week 2004. During the effort, professional athletes from the Chicago Fire (MLS), the Houston Comets (WNBA), the San Francisco Giants (MLB) and the Utah Jazz (NBA) made appearances at events in their hometowns.
Note: More often than not, teams and players will request an honorarium for their appearance. You should be clear about their expectations before arrangements are made for their participation, and you should ask if the team or player is willing to donate their time to your effort. Covering Kids & Families activities should not feature athletes or other luminaries who require an honorarium for their appearance.
Step Three: Follow-up After Your Meeting
After your meeting, send a thank you note and follow up with your contact a few days later. Take initiative—teams receive dozens of requests daily. Once you get a commitment from a team or a player, follow up in writing with the appropriate contact to confirm the agreement. (See the “Invitation for Athlete to Speak at Local Event” template letter in the Outreach and Event Templates section.) Get names and phone numbers for all of the contacts needed to coordinate the opportunity you are pursuing.  If you are involving one or more of the team’s athlete’s in your activities,  be sure to find out who handles the schedule for the person or persons who will be appearing at your local event and make sure they receive the time, location and other important information about the event. 

Step Four: Confirm Team/Athlete Participation

Two weeks before the event, confirm with your contact that the team representative or athlete knows what is requested of them. If they are speaking at a news conference, draft remarks for them based on Covering Kids & Families Sample Talking Points (see the Media Outreach and Event Planning section of the Action Kit) and their personal experience with being uninsured (if applicable). If possible, try to do a one-on-one briefing with the player or their designated representative to discuss the event, their role and their talking points. You will want to work with the team’s public relations department or the player’s representative to discuss the details of the event and the talking points (for more information about preparing spokespersons, see Helpful Hints for Spokespersons in the Media Outreach and Event Planning section.)

Step Five: Thank the Team/Athlete for Their Participation

When the event is concluded, send a thank you letter and certificate of appreciation to the team and/or athlete, as well as the key contacts that helped you secure the celebrity for the event (see the Thank You Letter to Sports Team/Athlete in the Outreach and Event Templates section.) If possible, also send some pictures that could be posted on the team Web site. 

Step Six: Additional Ways Teams/Athlete Can Participate

There are several other ways teams can participate in Back-to-School activities including in-stadium/in-arena marketing, team/athlete merchandise giveaways and television partnerships. 

A. In-Stadium/In-Arena Marketing

During Cover the Uninsured Week 2004, several sports teams made announcements over their PA systems or Jumbotrons and allowed Cover the Uninsured Week staff to use their stadiums for events. Following are examples of teams that participated: 

· Jumbotron/PA System Announcements
· Oakland Athletics, San Diego Padres, San Francisco Giants (MLB)
· Chicago Fire, Colorado Rapids (MLS)
· New York Knicks (NBA)
· In-Stadium/In-Arena usage

· Detroit Lions, Denver Broncos (NFL)
· Colorado Rapids (MLS)

This should be part of your initial request when first contacting a team or player. You may be directed to the team’s marketing department. The marketing manager, marketing director or director of in-game promotions typically handles what is aired on the Jumbotron. Be sure to ask your contact when they will need the PSA and in what format so that you can get it to them in plenty of time. To request a PSA, please contact the campaign contact from your state. Contact information can be found in the Introduction section of the Action Kit.. 

· Jumbotron Annoucements
Ask your local sports teams to have one of the Covering Kids & Families PSAs played on the team’s Jumbotron. Most major sport team arenas or stadiums, whether a football stadium, basketball/hockey arena or baseball field, has some type of Jumbotron or huge television screen that displays team announcements, team and crowd rallying messages, advertisements and PSAs. 

· Distributing Information

Another great way to reach families is to distribute information, such as the Covering Kids & Families posters, fliers or bookmarks before or after a game. You could ask to set up a Covering Kids & Families booth in the main concourse of the stadium or arena. Typically, the team’s marketing department handles this request; however, it should be part of a complete initial request. 

B. Team/Athlete Merchandise Giveaways

A great way to encourage attendance at your Covering Kids & Families events is to have sports merchandise to raffle off. In order to obtain such items, you will need to make a formal request in writing to the team’s community relations department. Your request should be submitted six to eight weeks in advance. 

During Cover the Uninsured Week 2004, several teams including the Colorado Rapids, D.C. United, Detroit Pistons, New York Knicks, Sacramento Kings, St. Louis Cardinals and the St. Louis Rams donated tickets or raffled off items at local events. 
Items available for donation typically include autographed balls, photographs and jerseys. Sometimes a team donates tickets to a game or seats in a luxury skybox. Again, your initial request should include an inquiry about ticket availability. Usually, a certain number of tickets are allocated for the community. Ask for a family four-pack, so an entire family can enjoy the game. In markets where games are typically sold out, it will be more difficult to get tickets donated. 

Note: Please keep in mind that teams field numerous requests for their time, money and support on a daily basis. Contact your teams early with a list of options of ways they can contribute to your effort. 
C. Television Partnerships

Another way to promote Covering Kids & Families efforts is to pitch local sports cable affiliate television stations to air one of the approved Covering Kids & Families PSAs or one of the locally produced player PSAs, if you are successful in getting a team to produce one. 

To place the PSAs, you will most likely talk to the public relations, media relations or community relations department at the TV station. Because every station is different, you might have to explain that you are looking to get a PSA placed in order to be directed to the correct person. (For a step-by-step guide on how to place a PSA, please see Pitching TV and Radio Public Service Announcements in the Media Outreach and Event Planning section.)

Note: To find the local broadcaster/affiliate of your local teams, visit their league’s official Web site (www.nhl.com, www.nba.com, www.mlb.com, www.nfl.com, www.mlsnet.com) and click through to the individual team sites. Click on “schedule” to see the local broadcaster/affiliate. You can also call the team’s main receptionist and ask who carries the home games.

List of Potential Local Activities for Sports

Celebrity Involvement and Participation Criteria

Potential National and Local Activities for a Sports Celebrity

· Speak at Covering Kids & Families Back-to-School Campaign events 

· Write/sign an op-ed to submit to the newspaper

· Participate in media interviews

· Record an audio bite line 

· Engage fellow athletes or the team, where appropriate, in aforementioned activities

Participation Criteria

In order to avoid potential negative feedback, Covering Kids & Families grantees should only consider athletes who meet the following criteria:

· No association with or advocacy on behalf of the tobacco, gun or alcohol lobbies

· No major legal or public relations problems or issues

· No recent involvement with drug or alcohol abuse (someone who has recovered from substance abuse would be acceptable.)

· No sex scandals

· No history of violence

· No expressions of bigotry of any kind, including, but not limited to, anti-black or Hispanic racism, anti-Semitism and all forms of religious intolerance, anti-Arab sentiments, homophobia, sexism or misogyny

· No publicly-known and stated political views that would detract substantially from Back-to-School and enrollment support

Going to the Community for Outreach Activities

Organizing a Back-to-School Campaign event from scratch can be challenging, but it can also be rewarding. The following is an overview of activities coalitions conducted during previous Covering Kids & Families Back-to-School Campaigns. Remember to keep in mind your target audience when organizing community events and reaching out to potential partners; some events and partners, by their nature, may be better suited for specific populations.
Existing Community Events

As the summer vacation season winds down the number of community activities increases. Investigate the events that are scheduled and determine if health care coverage enrollment and outreach would enhance them. After you have established your participation in an event, see if any elected officials will be speaking. If not, determine if it is okay to invite them to speak and to include talking points on available health care coverage programs. 

Some possible community events to consider as a venue for outreach include: 

· School Functions. Schools provide rich opportunities for outreach. An extensive list of tips and ideas on school-based outreach can be found in this section. 
· Amateur Athletic Union (AAU) related event. The AAU, a national Covering Kids & Families partner, is the largest nonprofit volunteer sports organization in the United States. The 57 AAU state associations nationwide coordinate more than 34 sports programs, 250 national championships and more than 10,000 local events every year. For more information, please visit www.aausports.org.

· Boys & Girls Clubs National Kids Day. Each August, Boys & Girls Clubs across America promote meaningful activities with children. Contact your local club to see if it is hosting an event. For more information, visit www.bgca.org. 

· Community Health Centers. Community Health Centers Week is typically in early August. Many community, migrant and rural health centers commemorate the important role they play in the health care delivery system by hosting health fairs or other activities. Contact your local health center to learn if it is planning any activities. Information can be found at www.nachc.com.
· Local Health Departments. Some local health departments may be offering immunization clinics before school starts. 

· Labor Unions. There is a reason it is called “Labor Day.” Contact local unions to see if they are planning Labor Day festivities. 

· YMCA and YWCA. Both groups are known for their programs for children and teens. Ask the director if there are special events or days that families are likely to be at the Y. 

· Sporting Events. Approach local major or minor league soccer, baseball or football teams will sign on as supporters and permit enrollment and outreach activities at game sites. (See Sports Community Outreach tips in this section.)

· Department of Parks and Recreation. Check in with your local department of parks and recreation or other agencies that issue event permits to learn about upcoming events. 

· Summer and Fall Events. In every region of the country, a wide variety of family-friendly events provide outreach opportunities, including:

· County fairs/4H exhibits or activities

· Ethnic festivals 

· Block parties

· Summer camp celebrations

· Radio or television station-sponsored festivals

· Religious gatherings or celebrations

· Existing Health Fairs. Groups in your community may already have a health or immunization fair planned. Check local hospitals, clinics and managed care organizations. Local affiliates of the United Way, Children’s Defense Fund and March of Dimes are often involved in health fairs. Your state chapters of the American Academy of Family Physicians and the American Academy of Pediatrics may also have a pulse on activities and/or may be willing to promote the opportunity for involvement to its members. 
Back-to-School Shopping

Many families will be buying new clothes, uniforms and school supplies during the back-to-school period. Some communities promote back-to-school shopping with tax-free shopping days. Talk with local retailers or your chamber of commerce about how to set up an enrollment and outreach station inside or outside stores. 

Tips for School-Based Outreach 


Back-to-school time provides plenty of opportunities to reach parents through schools, and many ways to engage the education community in your outreach effort. It is also a good time to inform educators about your state’s health care coverage programs so that they can pass information on to families throughout the school year. You will need to work with your schools’ principals and/or superintendent to determine what types of outreach activities are best for your community and permissible within your schools’ policies. Following are some tips and ideas that may prove helpful. 


· Find an advocate to help you navigate the school system. School systems can be busy and confusing places. A school nurse, educator, principal or parent who knows the system and is committed to children’s health care coverage can introduce you to key decision-makers and help you present your case for school-based outreach. 

· Make information available. Be sure to display posters and hand out fliers at back-to-school nights, sporting events and other events that attract parents. Places parents frequent, such as child drop-off or pick-up sites and the school office, are great places to post and distribute information. 

· Be inclusive in your selection of schools. Think beyond the local elementary school. Consider including high schools, preschools and day care centers, vocational/trade schools, and private schools (including those of faith) in your outreach. Adult education classes might also provide links to parents.

· Work the channels of communication to families. Teachers and school nurses aren’t the only people in contact with students and families. School counselors, social workers and school lunch program staff can help identify eligible children. Sports coaches may want to promote access to physicals. Bandleaders can also help identify uninsured children. Aides and allied staff, such as bus drivers and food service workers, may know or have children eligible for the programs. (Please note that some states prohibit state personnel from enrolling in Medicaid or SCHIP.) Use these channels to distribute fliers on low-cost and free health care coverage and reduced-price school lunch programs.

· Send out informational letters and “bounce-back” cards. Work with your state’s health and education departments to send letters to school personnel, including administrators, principals, teachers, coaches, band directors and school nurses. The letter can come from your organization; however, a letter from a state agency might grab more attention. Mail out business reply cards for parents to complete if they are interested in receiving information about Medicaid and SCHIP. You can also send the business reply cards home with students in their back-to-school packets. 

· Work with the free and reduced-price school lunch programs. Work with your school district to include information in packets sent home to parents of children receiving free or reduced-price school lunches. You can also attempt to reach families with children enrolled in summer lunch programs.

· Be there when the parents are there. School registration and orientation, back-to-school night, parent-teacher association/organization meetings, parent-teacher conferences, and athletic event season openers and training camps all provide good outreach opportunities. Set up an enrollment and outreach table at school registrations and orientations. At registration, you might consider having items or activities on hand to engage young children. 

· Work with local Head Start or day care programs. Parents prepare even the youngest students for school. Reach out to your community’s day care centers to inform these parents about the coverage available.

· Publish an article or ad in the school newsletter. Submit a template article for publication or print a flier in lieu of or in addition to an advertisement. (See the Media Templates section.)

· Create an event to attract families. Work with your parent-teacher organization or ask a local business or community group to co-host a potluck dinner or pancake breakfast. Educators can serve up information on children’s health care coverage in addition to meals. Use fliers to publicize your event. 

Overview of Outreach and Event Templates

The templates in this section will help you save time and energy as you reach out to potential partners, event speakers and the community. 

Letter to Recruit Local Organizations – This template will get you started on building some partnerships of your own. 

Letter of Agreement to Local Organizations – This letter thanks organizations for their involvement and clarifies commitments. While it is not a legally binding document, it does help set expectations.

Corporate Outreach Pitch Points − Once you have identified a corporation that shares your mission, contact the community relations or marketing department and speak with somebody about their interest in the campaign. These pitch points will provide you with background information to help guide your first conversation. 
Letter to Recruit Local Corporations − This template can serve as a starting point if you decide to send a letter to a local corporation. We encourage you to send a letter only after you have contacted the corporation by phone. 

Corporate Outreach Proposal − After you have had an initial conversation with a corporation, send an outreach proposal using this template. If the company requires a written proposal before it will speak with you, use this proposal as your initial contact. Be sure to review the company’s Web site for submission guidelines. You should also incorporate information about the company’s mission into your proposal.

PowerPoint Presentation for Organizations, Corporations and Sports Teams – These fill-in-the-blank slides allow you to make your ask with style. 

Letter to Recruit Local Sports Teams – This template letter lists the many ways local sports teams can participate in Back-to-School Campaign events and the benefits they will receive from participating.

Listserv Announcement about Your Local Back-to-School Campaign Effort – This listserv announcement can be used to alert your coalition (if you are working in one) and others about your upcoming Back-to-School Campaign. This is an important first step to recruiting participation in local events. The Communications Team will send listservs throughout the campaign. Be sure to register as an event planner so that you can share relevant information with coalition members and potential partners.

Invitation for an Elected Official or Community Leader to Speak at a News Conference – This invitation allows you to succinctly explain Covering Kids & Families and what you envision the speaker’s role to be. Fill in the blanks to provide information on where and when the event will be taking place. 



Invitation for a Family to Speak at a News Conference – A speech by someone who has benefited from Medicaid or SCHIP can add a lot to a news conference. Fill in the blanks to provide information on where and when the event will be taking place.

Personal Release for a Family Spokesperson – Families that agree to publicly share their stories at local events should sign this release, in case there is an appropriate opportunity for Covering Kids & Families to use their story again.

Invitation for Athlete to Speak at Local Event – Use this letter to formally invite an athlete in your community to participate in your event.

Thank You Letter to a Family Not Participating – You may talk with a lot of families before you find the family that you want to speak at your event. Everyone you talk with will be giving their time and may share painful details about their lives or their children’s medical history. They deserve a thank you. 

Thank You Letter to a Family Spokesperson – You will want to be sure and thank the families that gave their time and shared their stories. Also consider sending them a Certificate of Appreciation. 

Thank You Letter to Elected Official or Community Leader – It is also important to thank any elected official or community leader who gave their time to the event.

Thank You Letter to Sports Team or Athlete – If you were successful at getting a sports team or athlete to participate in your event, be sure to send them a letter thanking them for promoting the Covering Kids & Families message and making your event a success. 

Certificate of Appreciation – A certificate of appreciation can be sent to the organizational partners and businesses that collaborated with you on local events, as well as individual participants.
Coloring Book Pages – Keep kids happy and occupied with these fun, easy-to-photocopy coloring book pages. 
Proclamation − Elected officials, sports teams and others may choose to declare one day during the back-to-school season (August or September) “Children’s Health Care Coverage Day.” 


[DATE]

[NAME]

[TITLE]

[BUSINESS/ORGANIZATION]

[ADDRESS]

[CITY], [STATE] [ZIP CODE]

Dear [PREFIX] [LAST NAME]:

On behalf of [ORGANIZATION], I am writing to invite you to lend your support to [STATE]’s Covering Kids & Families Back-to-School Campaign by [DESCRIBE THE ACTIVITY YOU WOULD LIKE THEM TO PARTICIPATE IN, SUCH AS HOSTING A HEALTH FAIR, SPEAKING AT A MEDIA BRIEFING, VOLUNTEERING, PROMOTING EVENTS, ETC.].

This [MONTH], the [ORGANIZATION/] is launching its annual Back-to-School Campaign in [STATE/CITY] to encourage parents with uninsured children to put enrolling in [MEDICAID/SCHIP PROGRAM] at the top of their back-to-school checklist. Kids who have health care coverage are better prepared to learn in school. [ORGANIZATION] wants to make sure enrolling uninsured children in [MEDICAID/SCHIP PROGRAM] is a top priority for parents as they prepare to send their kids back to school. 

There are [# OF UNINSURED CHILDREN IN STATE] uninsured children in [STATE] and at least [# OF ELIGIBLE CHILDREN IN STATE] of them are currently eligible for [LOW-COST OR FREE] health care coverage through [MEDICAID/SCHIP PROGRAM]. Many families are simply not aware that their children may qualify for coverage. 

In a country as compassionate as ours, every child who is eligible for health care coverage through Medicaid or SCHIP should be enrolled. And that’s just what the Back-to-School Campaign is all about. During August and September, right here in [STATE], we are [describe local work]. All of these activities have one goal: to spread the word and let uninsured families know that their kids may in fact be eligible for low-cost or free health care coverage.

These local efforts are part of the national Back-to-School Campaign, a Robert Wood Johnson Foundation initiative that is working to inform uninsured parents Americans about available health care coverage through Medicaid and SCHIP. As you will see from the enclosed materials, the campaign has enjoyed a tremendous amount of press coverage, significant support from major national corporate partners, and participation from thousands of local organizations coast to coast. 

We hope you will agree to join the team of organizations that are successfully enrolling children and families into available health care coverage programs. With your support, we are confident that we can reach more of [CITY/STATE]’s families with uninsured children. By participating, [LIST BENEFITS TO ORGANIZATION, SUCH AS REINFORCES POSITION AS COMMUNITY LEADER, PROVIDES OPPORTUNITY FOR POSITIVE MEDIA EXPOSURE, OFFERS COMMUNITY SERVICE OPPORTUNITIES, ETC.].
I will be contacting you in the next few days to discuss further the vital role you can play in the Back-to-School Campaign. In the meantime, feel free to contact me at [PHONE NUMBER] should you have any questions. Again, we hope you can join us in supporting this important effort, and look forward to speaking with you soon.

Sincerely,

[NAME]

[ORGANIZATION]

Enclosures

NOTE: Remember to put your letter on your organization’s letterhead and to include the Covering Kids & Families Fact Sheet and results from past Back-to-School Campaigns. (See the Introduction and Resources sections.) 

[DATE]

[NAME]

[TITLE]

[BUSINESS/ORGANIZATION]
[ADDRESS]

[CITY], [STATE] [ZIP CODE]

Dear [PREFIX] [LAST NAME]:

[ORGANIZATION] is very pleased to have the opportunity to work with [ORGANIZATION] to connect uninsured children to available health care coverage and to promote [ORGANIZATION]’s involvement.
This letter serves as a written agreement between [ORGANIZATION] and [ORGANIZATION]. It outlines the nature of this partnership, expectations for each organization, and a timeline for accomplishing these expectations. [THE POINTS BELOW ARE EXAMPLES.]

[ORGANIZATION] agrees to:

· Ensure [ORGANIZATION] members know that [ORGANIZATION] is working with [ORGANIZATION] to reach working parents with uninsured children to let them know their children may be eligible for low-cost or free health care coverage—and help get them enrolled

· Post health care coverage information (e.g., posters) in the [FACILITY] 

· Provide fliers and applications to families that request information

· Provide a contact form for interested families to fill out if they would like a [ORGANIZATION] representative to contact them and provide information and application assistance

· Provide space for [ORGANIZATION] enrollment activities

· Offer members the opportunity to be trained to provide application assistance

[ORGANIZATION] agrees to:

· Provide a sufficient quantity of enrollment applications to [ORGANIZATION]

· Provide program promotional materials and/or templates

· Be available to conduct a presentation on [STATE]’s children’s health insurance programs

· Provide training to those interested in providing application assistance

· Provide staff and coordinate enrollment events at [ORGANIZATION] during mutually agreed-upon dates and times

· Promote [ORGANIZATION] enrollment events using [ORGANIZATION] communications tools

· Provide [ORGANIZATION] with periodic updates about [ORGANIZATION] outreach efforts in the community

· Invite [ORGANIZATION] representatives to [ORGANIZATION] events 

· Recognize [ORGANIZATION]’s outreach efforts when providing the media with examples of outreach activities in the community

[NAME]






[NAME]
[TITLE]






[TITLE]

[ORGANIZATION]





[ORGANIZATION]

[DATE]






[DATE]

Introduction and Covering Kids & Families Overview:
· Hello, my name is [NAME]. I am calling on behalf of [Organization] to discuss the possibility of involving [COMPANY] in our annual Covering Kids & Families Back-to-School Campaign.

· [PAUSE. ASK IF THIS IS A GOOD TIME TO TALK AND IF THEY ARE THE RIGHT PERSON TO SPEAK WITH.]

· Currently, there are more than 8 million uninsured children in the United States. That includes [# OF INSURED CHILDREN IN STATE; INFORMATION AVAILABLE IN THE RESOURCE SECTION] uninsured children here in [STATE]. Many of these children are eligible for low-cost or free health care coverage, but they are not enrolled.

· Covering Kids & Families is a national program of the Robert Wood Johnson Foundation helping to connect eligible uninsured children to low-cost and free health care coverage available through Medicaid and the State Children’s Health Insurance Program (SCHIP).

· These health care coverage programs are available in every state and the District of Columbia. You may be familiar with the program in our state—[MEDICAID/SCHIP PROGRAM].

· To reach eligible children and families, a nationwide Covering Kids & Families Back-to-School Campaign is organized right before the start of school each year to raise awareness of low-cost and free health care coverage programs, and encourage parents to put enrolling their children at the top of their back-to-school checklist. Here in [STATE] we are [INSERT ACTIVITIES.]

Business Outreach – How Companies Can Get Involved: 
· Business community involvement in the Covering Kids & Families Back-to-School Campaign is extremely important. Companies large and small use their communication and marketing channels—such as newsletters, in-store circulars, billing statements and Web sites [Include any others relevant to the company]—to promote the availability of low-cost and free health care coverage programs and the U.S. Department of Health and Human Services national toll-free number, 1(877) KIDS-NOW, which parents can call to find out if their children are eligible.

· Some examples of Covering Kids & Families national corporate partners have included Capital One, CVS/pharmacy and H&R Block. 

· [COMPANY] is a leader in [INDUSTRY/THE COMMUNITY/THE NATION] and can reach potentially eligible families with important health care coverage information.

· For example, [COMPANY]’s involvement could include [IDENTIFY APPROPRIATE COMPANY-SPECIFIC EXAMPLES]

· [Organization] will work with [COMPANY] to facilitate its involvement in this national effort. For example, we can provide [COMPANY] with template materials such as articles, posters and fliers.

Closing Remarks: 

· Do you have any questions that I can answer at this time?
· I’d like to send you more information that describes Covering Kids & Families and [Organization] and explains in more detail how [COMPANY] can get involved and the benefits of involvement. [CHECK MAILING ADDRESS/E-MAIL WHILE ON PHONE]
· I’ll call you [GIVE SPECIFIC TIME FRAME] to follow up. Thank you for taking the time to discuss this opportunity. I hope [COMPANY] will agree to participate.


[DATE]

[PREFIX] [FIRST NAME] [LAST NAME]

[TITLE]

[COMPANY]

[ADDRESS]

[CITY], [STATE] [ZIP]

Dear [PREFIX] [LAST NAME]:

More than [# OF UNINSURED IN STATE] [STATE] residents are uninsured, including [# OF UNINSURED CHILDREN IN STATE] children. Many of these children are eligible for low-cost or free health care coverage available through [MEDICAID/SCHIP PROGRAM], but they are not enrolled. 

Covering Kids & Families, a National Program of the Robert Wood Johnson Foundation, is working with the business community to raise awareness about low-cost and free health care coverage programs in all 50 states and the District of Columbia, and to encourage eligible families to enroll their children. In [STATE], a family of four earning up to [$XX,XXX] a year or more may qualify. Unfortunately, many parents, especially those in working families, are unaware that their uninsured children may be eligible for coverage. 

The Covering Kids & Families Back-to-School Campaign takes place each year during late summer to reach potentially eligible families. The involvement of the business community in the campaign is extremely important. Companies large and small participate by including promotional materials in their communication and marketing channels, such as newsletters, in-store circulars, billing statements and Web sites [ADD EXAMPLES SPECIFIC TO THE COMPANY]. These materials promote the availability of low-cost and free health care coverage programs and the 1(877) KIDS-NOW toll-free number, which parents can call to find out if their children are eligible. Examples of Covering Kids & Families national corporate partners include Capital One and Kroger Family of Pharmacies. Here in [STATE], we have had the strong support of [LOCAL COMPANIES]. 

I would like to explore [COMPANY’S] interest in working with Covering Kids & Families on this important issue. Enclosed please find information about Covering Kids & Families. I will follow up with you by phone within the next several weeks. In the meantime, if you have any questions, please contact me at [PHONE] or [E-MAIL]. 
Sincerely,

[NAME]

[TITLE]

Enclosures

NOTE: Remember to put your letter on your organization’s letterhead and to include the Covering Kids & Families Fact Sheet and results from past Back-to-School Campaigns. (See the Introduction and Resources sections.) 
Memorandum

TO:

[CONTACT NAME, TITLE, COMPANY]

FROM:
[NAME]

DATE:
[TODAY’S DATE]

RE:
[ORGANIZATION] and [COMPANY]…Working Together!

The purpose of this memorandum is to outline how [COMPANY] and [ORGANIZATION] might work together to help children and families. Please note: We are not seeking a monetary contribution from [COMPANY]. Rather, we would like to develop a partnership between [COMPANY] and [ORGANIZATION] to help enroll uninsured children and families in available low-cost and free health care coverage through [MEDICAID/SCHIP PROGRAM]. We would also like to recognize [COMPANY] publicly for its leadership on this important issue.

Covering Kids & Families Outreach: A Perfect FIT FOR [COMPANY]
There are more than 8 million uninsured children in the United States, with [# OF UNINSURED CHILDREN IN STATE] living right here in [STATE]. Many of these children are eligible for low-cost or free health care coverage through [MEDICAID/SCHIP PROGRAM], but they are not enrolled. 

This campaign fits perfectly with [COMPANY]’s community relations mission. [COMPANY] plays a significant role in the lives of many American families. As a leader [INSERT LANGUAGE ABOUT UNIQUE NATURE OF COMPANY/COMMUNITY RELATIONS MISSION], [COMPANY] is in a unique position to connect eligible uninsured children to the health care coverage they need.

In [MONTH], the Robert Wood Johnson Foundation will launch the [XX]th annual Covering Kids & Families Back-to-School Campaign. As parents prepare their children for a new school year, Covering Kids & Families reaches out to families whose children are uninsured and encourages them to put enrolling their children in Medicaid or SCHIP at the top of their back-to-school checklist. Last year, the campaign reached hundreds of thousands of families through public service advertising, media outreach, corporate and organizational partnerships, and thousands of grassroots activities across the country.

How [COMPANY] Can get involved
Companies large and small are using their communication and marketing channels to promote the availability of low-cost and free health care coverage programs. Examples of Covering Kids & Families national corporate partners have included Capital One, CVS/pharmacy and H & R Block. In [STATE], we have received strong participation from [LIST CORPORATE SUPPORTERS].

[ORGANIZATION] would like to explore ways to collaborate with [COMPANY]. Ideally, [COMPANY] will reach out to its customers during August and September, when thousands of back-to-school outreach and enrollment activities are taking place in all 50 states and the District of Columbia. We have found that if parents repeatedly see and hear messages through multiple communication channels during the course of their day-to-day lives, they are more likely to act to get their uninsured children enrolled. Of course, if the back-to-school season is not conducive to your schedule, we would welcome your participation at another time during the year. Following are some ways that [COMPANY] can participate in the campaign:
[NOTE: SUGGESTIONS SHOULD BE ADAPTED FOR EACH COMPANY]
· Consumer E-mail Newsletter – [COMPANY] can include an article about the importance of health care coverage and the availability of low-cost and free coverage for children through Medicaid and SCHIP in its consumer e-mail newsletter or other company newsletter. A template article can be provided by [ORGANIZATION]. 
· Point-of-Purchase Display – [COMPANY] can promote the importance of health care coverage for kids at cash registers and checkout counters, and encourage parents to call the 1(877) KIDS NOW toll-free number to find out if their uninsured children are eligible. [ORGANIZATION] can provide template materials that can be customized for display. 
· Product Packaging – [COMPANY] can add a banner or text providing information about low-cost and free health care coverage and the national toll-free 1(877) KIDS-NOW number on or in product packaging. [ORGANIZATION] can provide examples of how other companies have done this in the past.

· Fliers – [COMPANY] can distribute fliers with information about available low-cost and free health care coverage programs to customers. [ORGANIZATION] can provide a customizable flier template. 

· Capitalizing on Existing Community Work – [COMPANY] already sponsors [ADD SPECIFIC INFORMATION]. Because these are established corporate commitments with working relationships in place, [COMPANY] may be able to incorporate health care coverage awareness and outreach activities with an existing sponsorship or program. 

· Leveraging Advertising – Each year, [COMPANY] invests in print, radio and television advertising. Your commitment to the health and well-being of your employees, customers and their children could be leveraged through an existing advertising buy. [COMPANY] could agree to add a line promoting health care coverage programs and the national toll-free hotline number to an existing ad.

· Hosting Enrollment Events – [COMPANY] can hold an enrollment event on site for the benefit of its customers and other members of the community. [ORGANIZATION] can coordinate volunteers to distribute brochures, talk to customers about [MEDICAID/SCHIP PROGRAM], and provide applications and enrollment assistance. 

· Web Site Promotions – [COMPANY] can post a Web banner and/or information about health care coverage programs and the national toll-free number on its company Web site. [ORGANIZATION] can provide a template Web banner or language for the Web site.
[ORGANIZATION] will collaborate with [COMPANY] to build a partnership that works. We will also recognize the work and support of [COMPANY] in our press materials, on our Web site and at our events, including the [STATE] launch event. As we determine the details of our partnership with [COMPANY], we will also discuss the various and appropriate ways that we can publicly recognize [COMPANY]’s participation. Following is a list of some additional ways [ORGANIZATION] can work with you:

· Provide generic posters and fliers with the national toll-free 1(877) KIDS-NOW number for distribution [NOTE TO OUTREACH WORKER: LARGE QUANTITIES SHOULD BE DISCUSSED ON A CASE-BY-CASE BASIS.]
· Serve as a resource by providing general information and content for materials, articles and media

· Conduct enrollment and outreach events in your stores

RESULTS SHOW THAT Covering Kids & Families has been successful

Data released by the Urban Institute’s National Survey of America’s Families suggests that Covering Kids & Families, its partners and others working on children’s health coverage enrollment have made strides. Since just prior to the launch of the first Covering Kids & Families Back-to-School Campaign in 2000:
· Nearly 5 million additional children have been enrolled in Medicaid and SCHIP.

· The number of uninsured children has declined by 1.8 million.

· Awareness of SCHIP among eligible families increased from 47 percent in 1999 to 71 percent in 2002.

The Urban Institute’s researchers concluded: “Outreach efforts in recent years have paid off. More low-income families are familiar with Medicaid or SCHIP and fewer are confused about eligibility requirements.”

We look forward to discussing these and other potential partnership opportunities with you at your earliest convenience. We will call you to follow up in the next few days. If you have any questions, please feel free to contact [NAME] at [TELEPHONE NUMBER] or [E-MAIL].

Enclosures 

NOTE: Remember to put your letter on your organization’s letterhead. 


[DATE]

[NAME]

[TITLE]

[NAME OF SPORTS TEAM]

[ADDRESS]

[CITY], [STATE] [ZIP CODE]

Dear [PREFIX] [LAST NAME]:

I am writing to invite [SPORTS TEAM] to participate in the [STATE] annual Covering Kids & Families Back-to-School Campaign. Covering Kids & Families is a National Program of the Robert Wood Johnson Foundation that works to connect eligible, uninsured children and families with low-cost and free health care coverage that is available through Medicaid and the State Children’s Health Insurance Program (SCHIP). 

There are nearly 46 million uninsured people in the United States, including more than 8 million children. There are [# OF UNINSURED IN STATE; INFORMATION AVAILABLE IN THE RESOURCES SECTION] uninsured residents right here in [STATE]. Millions of parents nationwide are struggling with hard choices, such as whether to fill a grocery cart or a prescription, whether to pay the power bill or the doctor bill. Because they work, these parents think their children are not eligible for health care coverage through Medicaid or SCHIP. But many children of working parents are, in fact, eligible. 

This summer, the Robert Wood Johnson Foundation will launch the Covering Kids & Families Back-to-School Campaign with thousands of events taking place from coast to coast to inform parents about the health care coverage that is available through Medicaid and SCHIP. Here in [STATE], we will launch the campaign on [DATE] with [DESCRIPTION OF LOCAL ACTIVITIES]. 

In an effort to reach even more eligible children and families, [ORGANIZATION] would like to invite [SPORTS TEAM] to participate as a supporter of our local efforts. As a supporter of Covering Kids & Families, we ask that [DESCRIBE THE ACTIVITY YOU WOULD LIKE THEM TO PARTICIPATE IN, SUCH AS ANNOUNCEMENTS ON PA SYSTEM OR JUMBOTRON, APPEARANCES BY PLAYERS AND TEAM OFFICIALS, USE OF STADIUM/ARENA FOR EVENT, OR TICKETS/RAFFLE ITEMS DONATED]. We would provide materials and information that you could share with families to make them aware of the low-cost or free health care coverage for which they may be eligible. 

[SPORTS TEAM’S] participation in this year’s effort would inspire so many people to come together to address the need to enroll uninsured children and adults who are eligible for public health care coverage programs. Professional athletes, who are fortunate enough to receive the health care coverage they need, can certainly convey the value of having coverage, given the risk of injuries they confront throughout their careers. 

We would welcome the opportunity to discuss the details of [SPORTS TEAM’S] potential participation with you and your staff. [NAME AND TITLE] will contact you in the next several days to discuss this opportunity further. If you would like to reach us, please contact me at [PHONE NUMBER].

I am attaching a brief description of the Back-to-School Campaign for your perusal. As you will see from the enclosed materials, the campaign generates a tremendous amount of press coverage and interest from corporate partners in all 50 states and the District of Columbia.

[NAME], we can let millions of kids live without health care coverage, or we can do something about it. I hope that I will have the honor of working with you on this year’s Back-to-School Campaign. Thank you for your consideration, and I look forward to your response.

Sincerely,

[NAME]

[ORGANIZATION]
Enclosures

NOTE: Remember to put your letter on your organization’s letterhead and to include the Covering Kids & Families Fact Sheet, the Accomplishments Video and results from past Back-to-School Campaigns. (See the Introduction and Resources sections.) 
Subject: Get Involved to Help Uninsured Kids!

As families prepare for a new school year, the Robert Wood Johnson Foundation is launching its annual Covering Kids & Families Back-to-School Campaign. The goal is to get the word out that low-cost and free health care coverage programs are available for many uninsured children, including those in working families. The effort encourages parents whose children are uninsured to put enrolling their children at the top of their back-to-school checklist. 

During August and September, thousands of organizations and schools nationwide will organize events to inform families about low-cost and free health care coverage programs. We hope you can join us in this exciting effort! 

Here are just a few of the ways that you can join our effort to connect eligible, uninsured children in [CITY/STATE] with health care coverage through [MEDICAID/SCHIP PROGRAM]:

· Work with the organization in [CITY/STATE] by participating in our [NEWS CONFERENCE AND/OR OUTREACH EVENT] 

· Set up a [MEDICAID/SCHIP PROGRAM] information table at a local school, store, shopping mall and/or business to reach parents where they work and shop

· Help us distribute informational materials, such as posters, bookmarks and fliers, to parents through schools, community centers and businesses

· Work with sports and youth organizations to distribute materials to parents

These are just a few of the ways you can help us connect uninsured children in [CITY/STATE] with low-cost or free health care coverage. For more information on working with the Covering Kids & Families organization in [STATE], contact [STATE CONTACT] at [PHONE NUMBER]. 

Go to www.coveringkidsandfamilies.org/about/bts to find out more about getting involved in the Back-to-School Campaign, order free materials to distribute to parents and sign up as an event planner.

[DATE]

[NAME]

[TITLE]

[ADDRESS]

[CITY], [STATE] [ZIP CODE]

Dear [PREFIX] [LAST NAME]:

On behalf of the Robert Wood Johnson Foundation, I am writing to invite you to deliver remarks at the [STATE] Covering Kids & Families Back-to-School Campaign press conference. The event will take place on [DATE] at [TIME] in [LOCATION]. In addition to delivering remarks, we would like to recognize and honor you for your work on behalf of [STATE’s] children. 

The [STATE] Back-to-School Campaign works to inform the parents of the [# OF UNINSURED CHILDREN IN STATE] uninsured children in [STATE] that their sons and daughters may be eligible for low-cost or free health care coverage through [MEDICAID OR SCHIP PROGRAM]. Tragically, many parents do not realize that their uninsured children may be eligible for such programs, particularly those parents who work. That is why the Back-to-School Campaign urges parents to put enrolling their children in Medicaid or SCHIP at the top of their back-to-school checklist.

This back-to-school season, [STATE] Back-to-School Campaign will be [INSERT DESCRIPTION OF ACTIVITIES] to reach families with uninsured children. 

[STATE]’s effort is part of a national initiative of the Robert Wood Johnson Foundation that has helped nearly 5 million uninsured children enroll in health care coverage through Medicaid or SCHIP since 2000. During August and September, Covering Kids & Families and its partners will reach millions of families nationwide with this important message about the availability of health care coverage for children by generating media coverage, organizing thousands of community events and working with hundreds of national organizational partners. 

We hope that you will be available to join us on [DATE] to help us reach America’s families. Throughout your public service career, you have shown yourself to be a dedicated public servant who is committed to the health of our children. [ADD IN BIO INFORMATION] We hope you will accept this opportunity to be recognized for this work. 

Enclosed is additional information about the Back-to-School Campaign. We will contact your staff in the coming days to discuss this opportunity further. In the meantime, if you require any additional information, please have your staff contact [NAME] at [PHONE].

Sincerely,

[NAME]

[ORGANIZATION]

Enclosures 

NOTE: Remember to put your letter on your organization’s letterhead and to include the Covering Kids & Families Fact Sheet, the Accomplishments Video and results from past Back-to-School Campaigns. (See the Introduction and Resources sections.) 

[DATE]

[NAME]

[TITLE]

[ADDRESS]

[CITY], [STATE] [ZIP CODE]

Dear [PREFIX] [LAST NAME]:

I enjoyed talking with you [THIS MORNING, YESTERDAY] and was pleased to hear that [MEDICAID/SCHIP PROGRAM] has been helpful for your family. As we discussed, representatives from [ORGANIZATION] are working in conjunction with the Robert Wood Johnson Foundation and Covering Kids & Families to connect uninsured children in [STATE] with health care coverage. It is our hope that this campaign will inform uninsured families about available low-cost and free health care coverage programs for children. 

To kick off our outreach campaign, we would be honored to have you speak at [EVENT] on [DATE]. By sharing your story, you will help in the effort to reach hundreds of parents who do not know that their children are eligible for programs like [MEDICAID/SCHIP PROGRAM]. With your help, we are confident that we can help these families get the health care coverage their children need.

The event is planned for: 

Date:



Time:



Location: 
We hope that you can join us for the launch of this public education campaign to reach out to [STATE] families whose children are eligible for [LOW-COST OR FREE] health care coverage. I will contact you soon to confirm your availability to join us at this event and to provide you with more information about your role. 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]

Enclosures

NOTE: Remember to put your letter on your organization’s letterhead and to include the Covering Kids & Families Fact Sheet, the Accomplishments Video and results from past Back-to-School Campaigns. (See the Introduction and Resources sections.) 

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 ____________________________, [YEAR].



        (Month)

________________________________________

(Signature)

______________________________________
_________--________--__________

(Street Address)




(Social Security #)

______________________________________
(_______)_____________________

(City, State, ZIP code)


(Telephone)

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

_________________________________________________________

(Parent’s Signature)

[DATE]

[NAME]
[TITLE]

[ADDRESS]

[CITY, STATE ZIP CODE]

Dear [PREFIX] [LAST NAME]:

There are nearly 46 million uninsured Americans, including more than 8 million children. In [STATE] alone, there are more than [# OF UNINSURED CHILDREN IN STATE; INFORMATION AVAILABLE IN RESOURCE SECTION] children living without the health care coverage they need. [ORGANIZATION] is part of a national effort called Covering Kids & Families, a program of the Robert Wood Johnson Foundation (RWJF) working to connect eligible, uninsured children and families with low-cost and free health care coverage programs available through Medicaid and the State Children’s Health Insurance Program (SCHIP). 

Millions of parents nationwide are struggling with hard choices, such as whether to fill a grocery cart or a prescription, whether to pay the electric bill or the doctor’s bill. They may think their children are not eligible for health care coverage through Medicaid or SCHIP because they work. But many children are eligible, even if their parents work.

In [DATE OF BACK-TO-SCHOOL LAUNCH], the Robert Wood Johnson Foundation is launching the annual Covering Kids & Families Back-to-School Campaign. The Back-to-School Campaign encourages parents of uninsured children to call a toll-free phone number to seek information about available low-cost and free health care coverage. I would like to invite you to participate in the [EVENT] taking place in [CITY, STATE]. Your participation in this effort will inspire families to enroll their uninsured children in public health care coverage programs. 

In addition to your speaking at [EVENT], there are additional ways [SPORTS TEAM] can participate, including displaying Covering Kids & Families public service announcements on your Jumbotron, allowing our organization to set up a booth in the main concourse of the [arena/stadium] to distribute information, or donating autographed sports paraphernalia or game tickets to raffle off to attendees at our outreach and enrollment events. We would welcome the opportunity to discuss your potential participation at our event or other ways we can work with you and [SPORTS TEAM] that would be manageable given your busy schedule. 
I know you are well aware of the importance of health care coverage for all Americans, especially athletes. You may have peers who did not have health care coverage growing up or are having difficulty obtaining insurance during their retirement due to preexisting injuries. This knowledge and experience would allow you to effectively convey the importance of having health care coverage.

I am enclosing background information on the national Back-to-School Campaign and [ORGANIZATION] for your perusal. I will be in touch with you within the next few days. If you have any questions, feel free to contact me at [(XXX) XXX-XXXX]. I hope that I will have the honor of working with you on this year’s Back-to-School Campaign. 

Sincerely,

[NAME]

[TITLE]

Enclosures

NOTE: Remember to put your letter on your organization’s letterhead and to include the Covering Kids & Families Fact Sheet and results from past Back-to-School Campaigns. See the Introduction and Resources sections. 

[DATE]

[NAME]

[ADDRESS]

[CITY], [STATE] [ZIP CODE]

Dear [PREFIX] [LAST NAME]:

Thank you for taking the time to talk with me [THIS MORNING/YESTERDAY] about what [MEDICAID/SCHIP PROGRAM] has meant to you and your family. Your willingness to share your experience was generous and helped us to better understand the importance of health care coverage. 

I hope to be able to talk with you again in the future as we continue our work. Please feel free to contact me should you have any questions. 

Thank you again for sharing your experiences with me.

Sincerely,

[NAME]

[ORGANIZATION]

NOTE: Remember to put your letter on your organization’s letterhead.

[DATE]

[NAME]

[ADDRESS]

[CITY], [STATE] [ZIP CODE]

Dear [PREFIX] [LAST NAME]:

We would like to thank you for your participation in [EVENT]. Your willingness to share your experience with [MEDICAID/SCHIP PROGRAM] helped make the event a tremendous success. As a parent, you know that keeping children safe and healthy is a top priority. By sharing your story with the media, you helped us reach hundreds of parents who do not know that their children may be eligible for programs like [MEDICAID/SCHIP PROGRAM]. The active role you have taken in this effort is a vital step toward ensuring that children across the country receive the health care coverage they need.

In addition to the terrific attendance at the [EVENT] on [DATE], we received extensive media coverage from [TELEVISION/PRINT/RADIO OUTLETS]. This includes coverage from: [List as much information as you have about media coverage].

This local effort is part of a national campaign to tell parents of uninsured children about the low-cost and free health care coverage available through Medicaid and SCHIP.  It takes parent advocates, local leadership and community support to make this great undertaking a success.

On behalf of the entire Covering Kids & Families and [ORGANIZATION], we thank you for sharing your story.

Please feel free to contact me at [(XXX) XXX-XXXX] any time if you have questions. We wish you and your family a happy and healthy future!

Sincerely,

[NAME]

[TITLE]

Enclosures

NOTE: Remember to put your letter on your organization’s letterhead and to include the media coverage clips and/or Certificate of Appreciation. (See the Outreach and Event Templates section.) 

[DATE]

[NAME]

[TITLE]

[ADDRESS]

[CITY], [STATE] [ZIP CODE]

Dear [PREFIX] [LAST NAME]:

We would like to thank you for your attendance at [EVENT]. Your presence demonstrated your support for children’s health care coverage and helped to make the event a tremendous success. As you know, making sure that every child receives proper health care is no easy task. The active role you have taken in this effort is a vital step toward ensuring that children across the country receive the health care coverage they need.

In addition to the terrific attendance at [EVENT] on [DATE], we received extensive media coverage from [TELEVISION/PRINT/RADIO OUTLETS]. [List as much information as you have about media coverage].

Our effort is part of a national campaign to tell parents of uninsured children about the low-cost and free health care coverage available through Medicaid and SCHIP. We know that it takes local leadership and community support to make this undertaking a success.

On behalf of the entire Covering Kids & Families and [ORGANIZATION], we thank you for taking time from your busy schedule to be with us.

Please feel free to contact us at [(XXX) XXX-XXXX] any time if you have questions. We look forward to working with you again in the future.

Sincerely,

[ORGANIZATION LEADER NAME]

[TITLE] 

Enclosures

NOTE: Remember to put your letter on your organization’s letterhead and to include the media coverage clips and/or Certificate of Appreciation. (See the Outreach and Event Templates section.) 

[DATE]

[NAME]

[TITLE]

[ADDRESS]

[CITY], [STATE] [ZIP CODE]

Dear [PREFIX] [LAST NAME]:

On behalf of Covering Kids & Families, we would like to thank you for your attendance at [EVENT]. Your presence demonstrated your support for children’s health care coverage and helped to make the event a tremendous success. Making sure that every child receives proper health care is no easy task, and we thank you for helping raise awareness of this important issue. 

As you know, our effort is part of a national campaign to tell parents of uninsured children about the low-cost and free health care coverage available through Medicaid and SCHIP. We know that it takes local leadership and community support to make this undertaking a success.

In addition to the terrific attendance at [EVENT], we received extensive media coverage from [TELEVISION/PRINT/RADIO OUTLETS]. [List aNY ADDITIONAL information ON media coverage].

On behalf of Covering Kids & Families and [ORGANIZATION], we thank you for taking time from your busy schedule to be with us. We look forward to collaborating with you in the future as we work to make sure that every eligible child receives the health care coverage they need. If your staff would like any additional information about the campaign and future plans, feel free to contact me at [(XXX) XXX-XXXX].

Sincerely,

[NAME]

[TITLE]

Enclosures

NOTE: Remember to put your letter on your organization’s letterhead and to include the media coverage clips and/or Certificate of Appreciation. (See the Outreach and Event Templates section.) 
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Whereas, more than 8 million children in the United States

 do not have health care coverage;

Whereas, many of these uninsured children have not had needed well-child visits and are less likely to receive proper medical care for childhood illnesses such as sore throats, earaches and asthma; 
Whereas, many uninsured children qualify for low-cost or free health care coverage through Medicaid or the State Children’s Health Insurance Program;

Therefore, we recognize the need to enroll our country’s eligible children in the health care programs available to them through [MEDICAID/SCHIP PROGRAM], and hereby declare 

[Date of Local Event]

Children’s Health Care Coverage Day in

​​​[City, State]

[Date]

[Signature: Elected Official, Other Dignitary, Witness]

[Signature: Elected Official, Other Dignitary, Witness]
Overview of Evaluating Your Outreach Efforts
As mentioned in the introduction, it’s best to read this section before you begin planning your events. Planning how you will measure and collect data will make evaluation much easier.

Please note that the tips in this section are designed to help you track the more immediate and quantifiable results of your Covering Kids & Families Back-to-School Campaign events. Our hope is that your work, as well as the impact it has on your community, will extend beyond the Back-to-School Campaign, and that you will have much more to report in the months that follow. We welcome any information you can share with us regarding the results of your efforts. 

Measuring Your Efforts – This section outlines the importance of evaluation and how to get started. 
What Should Be Measured – This section outlines several methods you can readily use to measure the success of your campaign, some of which are more direct and immediate than others. The methods you choose will depend in part on the type of information and resources that are available to you.

Analyzing and Using Your Results – This outlines how to understand what your results mean and how to use your results to improve your outreach efforts in the future. 
Measuring Your Efforts

Why is it important to evaluate the results of your campaign? Evaluation will allow you to:

· Measure the results of your efforts

You, your staff and members of your organization will expend time, energy and funds to plan and execute activities designed to increase awareness among eligible, uninsured adults and families with eligible, uninsured children about available health care coverage programs. These activities will generate measurable results. Being able to explain the results in your community is a significant component of raising awareness about this important issue. 

· Demonstrate your success

Positive results will demonstrate to your team, the organization and the community that the campaign has been a success. Success is a strong motivator for further involvement.

· Adjust future communications strategies

By collecting information from hotline data, media coverage and other evaluation measures, your coalition can learn important lessons that will enhance and inform future efforts. You will be able to determine which aspects of your plan worked well and which might be improved for the next time around.

· Seek additional media coverage

You may choose to announce the success of your efforts to the public, businesses, opinion leaders and policy-makers to seek additional media coverage. This is an opportunity to broadcast the positive effect that you, the organization and Covering Kids & Families are having on the lives of uninsured children and their families. 

How Do I Get Started?

It is important to plan campaign tracking as part of your overall communications planning. 

· Create an evaluation team

· As you begin planning your communications activities, discuss evaluation too. Identify realistic outcomes. 

· Talk with others on your team. Get their ideas about measuring the success of your campaign and determine the data that you can realistically track. 

· Consider inviting an evaluation expert to join your team to assist in planning.

· Determine what you want to measure

· Assess your available resources and list the results you anticipate. Changes in the number of calls to the hotline may help you track the number of people moved by your efforts to get more information about children and family health coverage programs and apply for coverage. 

· You might consider collecting information about how the callers learned about the hotline phone number. 

· Counting the number and type of news stories will help determine whether your media outreach has been successful.

· Contact those who will provide the data 

· Ask contacts such as the hotline manager what they can provide and within what period of time. 

· To collect information on news stories, consider using a clipping service (e.g., Burrelle’s for print and Video Monitoring Service (VMS) for TV and radio). 

· If your media budget does not include monitoring, ask members of your organization (or coalition if you are working in one) evaluation committee to monitor the media, including clipping articles from the newspaper and taping news broadcasts.

· Do an Internet search. For example, www.google.com is an excellent resource.

· You may consider approaching the communications department of a local university to determine whether faculty and graduate students would assist you in collecting and analyzing local media coverage free of charge. They may find the effort worth studying. 

· Your local newspapers and television stations will likely post their coverage on their Web sites. If you do not know their addresses, try a search engine or go to www.usnpl.com for links to newspapers nationwide.

· Review samples of the data collected in your state

· Actually seeing data that are available will help you set realistic goals.

· Begin collecting the data

· Make arrangements with the data person or media monitoring service to send you the data on a regular basis. 

· Establish a beginning date, an end date, and the frequency of collection or reporting (e.g., weekly, monthly).

· Create a database

· Set up your own database and regularly enter the data. (See the Covering Kids & Families Evaluating Communications and Outreach Efforts Toolkit for sample databases.)
What Should Be Measured
There are several methods you can readily use to measure the success of your campaign, some of which are more direct and immediate than others. The methods you choose will depend in part on the type of information and resources that are available to you.

Hotline Calls 

· Tracking the change in the number of calls to your state hotline is the simplest and most direct measure of the results of your activities. Since the hotline number is promoted in your activities as well as in advertising and on campaign materials, there will most likely be an increase in call volume resulting from the promotion of that number. 

· Since available hotline data vary from state to state, you need to work with the organization that oversees the hotline to find out what data can be provided. Here are some options to explore: 

· Number of calls coming into the hotline

· Type of calls: Does the hotline handle only health care coverage, or other types of calls as well (e.g., provider questions)? Are you able to get specific data for the number of calls related to health care coverage for children and adults? 

· Regional breakdown of calls reported: Are the calls reported on a statewide basis or are regional breakdowns available, such as by county or ZIP code? This will be important if your ads and outreach are limited to a specific area. The most accurate data will be the number of calls received from the areas where the activities took place.

· How callers heard about the hotline: Are callers asked how they heard about the hotline and are these data reported? Can this question be included during the campaign period? By understanding how callers heard about the hotline (e.g., radio, TV or print advertising; word of mouth; promotion at an event; in the schools), you will be able to judge the success of various aspects of your campaign. 

· Frequency of the reports: How frequently are the reports available (e.g., weekly, monthly)?

· Number of parents who say they intend to apply: Can callers be asked whether they intend to apply during the period of your campaign? 

You should coordinate your data collection with the timing of your activity, whether it is an event, a press conference, advertising, a PSA campaign or an outreach effort. It is important to collect data for a period of at least two weeks before any activities begin and at least one month after the end of the activities. In this way, you can identify any changes that occur during the time of your activities. Ideally, you should gather data for the same time periods during the current year and the previous one. Using the previous year as a comparison, you will have a better indication of the effectiveness of your advertising and activities on hotline call volume. 

News Coverage

· Tracking the number of television, radio and print stories resulting from your communications effort is another way of measuring the success of your activities.

· Rather than simply counting the number of stories, you should also evaluate the content of the media coverage. Evaluate whether news stories included Covering Kids & Families key messages, such as:

· The availability of low-cost and free health care coverage for kids and adults

· Medicaid and SCHIP benefits

· Testimonials from families about the ease of enrolling and the peace of mind that the coverage brings to their lives

· Information on how families can learn more about enrollment (i.e., local or toll-free hotlines)

· Based on the quality of the news coverage, make adjustments to future media outreach strategies (e.g., provide media training for spokespersons, recruit other types of family spokespersons).

Other Evaluation Options

Look at the goals for your campaign to determine whether there are other types of information available for evaluation, such as:

· Number of activities held across the state

· Number of elected officials involved, their elected position and the type of involvement (e.g., speaker at an event)

· Schools and organizations involved, their engagement and willingness to participate in future efforts

· Business and/or sports team participation, their involvement and willingness to engage in future efforts

· Number of people who attended your event

· Number and types of materials requested or distributed

· Number and types of inquiries from organizations, businesses, and health and other professionals

· Number of brochures and/or applications distributed at your event (This is easy to measure and the number is often impressive.)

Analyzing and Using Your Results
Take the following into consideration as you interpret the data you have collected:

· Consider when your activities took place in relation to changes in call volume and/or media coverage. Be sure to include the period of time that advertisements and other outreach activities took place. 

· Be aware of any other advertising about health care coverage programs that preceded or followed the data collection period. Sometimes there is a carryover from activities, advertising or other events that might have drawn attention to the hotline number. 

· Document other activities/outreach efforts that took place in the same time period that may have affected the results of your campaign. For example, if the state tax office sent out letters to all families with potentially eligible children just before your effort took place, your results may not be as dramatic. 

· Make note of other major news stories that may have limited or eclipsed coverage of your activities.

· Hotline:

· Look for changes in call volume that can be directly linked to events and advertising.

· The number of calls may be affected by activities/ads that immediately precede your campaign.

· The more specific your data, the more accurate a measure of your campaign. For example, collect the number of hotline calls in the counties where there was advertising or events and make sure the activities were specific to children’s health care coverage, if that is your focus.

· Media:

· Consider the number, length and placement of stories in newspapers or newscasts. Where was your story in relation to the other stories? What was the extent of the coverage? Who was quoted? Were there follow-up stories?

· Did an editorial appear about child health care coverage or were you able to publish a letter to the editor or op-ed?
· Determine the potential number of people reached by the media coverage. You can contact the advertising departments of print and broadcast media outlets to get this information.
What Do I Do with the Evaluation Findings?

Prepare a report or series of short reports to share the findings. Explaining what you set out to do and what you accomplished—with the data for proof—is a good way to “make the case” for the value of your outreach. Use the report to congratulate coalition members or partners, create news, and plan future events. For samples of hotline and media databases, download the Covering Kids & Families Evaluating Communications and Outreach guide at www.coveringkidsandfamilies.org/actioncenter. 
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Covering Kids & Families has established national partnerships with Major League Soccer (MLS) and the Amateur Athletic Union (AAU). Like Covering Kids & Families, MLS and AAU are dedicated to the community and the health and well-being of children and families. If you are interested in working with an MLS team or AAU during the back-to-school time period, please call your campaign contact at (202) 338-7227. 








MEDIA AND ORGANIZATION SIGN-IN SHEET





PITCH POINTS FOR BUSINESS OUTREACH











AUDIO BITE LINE PITCH POINTS





NEWS RELEASE 


(Put on letterhead and fax on the day of your event, but not before your event or activities begin.)





NEWS ADVISORY 


(Send three to four days before event date on letterhead.)





FREQUENTLY ASKED QUESTIONS


Confidential: Not for Distribution





SAMPLE TALKING POINTS


Internal: Not for Distribution








RADIO PSA COVER LETTER AND SCRIPTS 


(Send two to three weeks before event date on letterhead.)





LETTER TO THE EDITOR 


(Send one week before event date to publications that did not receive the op-ed or where the op-ed was unsuccessful.)





OP-ED


(Send 10 days before event date on letterhead)





DROP-IN ARTICLE 


(Send two to three weeks before event date on letterhead)





LETTER TO RECRUIT LOCAL ORGANIZATIONS 





LETTER OF AGREEMENT TO LOCAL ORGANIZATIONS 





LISTSERV ANNOUNCEMENT ABOUT YOUR LOCAL 


BACK-TO-SCHOOL CAMPAIGN EFFORT 





INVITATION FOR ELECTED OFFICIAL OR 


COMMUNITY LEADER TO SPEAK AT NEWS CONFERENCE 

















INVITATION FOR FAMILY 


TO SPEAK AT A NEWS CONFERENCE 





PERSONAL RELEASE


FOR A FAMILY SPOKESPERSON





INVITATION FOR ATHLETE TO SPEAK AT LOCAL EVENT





THANK YOU LETTER TO A FAMILY 


NOT PARTICIPATING





THANK YOU LETTER TO A FAMILY SPOKESPERSON 





THANK YOU LETTER TO ELECTED OFFICIAL 


OR COMMUNITY LEADER 





THANK YOU LETTER TO SPORTS TEAM OR ATHLETE





To find your state’s Associated Press bureau, visit the AP Web site at � HYPERLINK "http://www.ap.org/pages/contact/contact.html" ��www.ap.org/pages/contact/contact.html�.





SAMPLE MEDIA LIST


(Use this template to create a media list)





COMMUNITY CALENDAR COVER LETTER AND LISTING 


(Send two to three weeks before event date on letterhead)





LETTER TO RECRUIT LOCAL SPORTS TEAMS





AUDIO BITE LINE SCRIPT





Please remember that the Robert Wood Johnson Foundation is a 501(c)(3) charitable foundation that must operate within federal law and the regulations and rulings of the IRS and Federal Election Commission. As such, the Foundation’s funds may not be used by anyone—including its grantees—for activities beneficial or detrimental to any candidate for office. These prohibitions apply to all official activities of Covering Kids & Families coalitions and the Covering Kids & Families communications campaign. For this reason, candidates for office—even elected officials running for reelection—may not participate in official Covering Kids & Families Back-to-School Campaign events, since such an appearance could benefit their candidacies.





For detailed tips and tools on evaluating your media and outreach efforts, download the Covering Kids & Families Evaluating Communications and Outreach Guide at � HYPERLINK "http://www.coveringkidsandfamiles.org/actioncenter" ��www.coveringkidsandfamiles.org/actioncenter�. 








LETTER TO RECRUIT LOCAL CORPORATIONS





CORPORATE OUTREACH PROPOSAL








Coloring Book Pages





Please print the PDF of the Coloring Book Pages from the Covering Kids & Families Web site at � HYPERLINK "http://www.coveringkidsandfamilies.org" ��www.coveringkidsandfamilies.org�. 








PROCLAMATION








[INSERT ORGANIZATION LOGO]





[INSERT ORGANIZATION NAME]





[INSERT RECIPIENT NAME]





PowerPoint Presentation for Organizations, Corporations and Sports Teams





Please download the PowerPoint Presentation from the Covering Kids & Families Web site at � HYPERLINK "http://www.coveringkidsandfamilies.org" ��www.coveringkidsandfamilies.org�. 





Please issue to local and state elected officials or others, such as sports teams, who are


interested in declaring a Children’s Health Care Coverage Day. Include signatures of city, state and local partner group representatives where applicable.








Covering Kids & Families operates through statewide and local projects in all 50 states and the District of Columbia and is a National Program of the Robert Wood Johnson Foundation, the nation’s largest philanthropy devoted exclusively to improving the health and health care of all Americans.





For additional outreach ideas, download the Covering Kids & Families Reaching Latino Families, Reaching American Indian and Alaska Native Families, and Engaging the Business Community Toolkits, which are available at � HYPERLINK "http://" ���� HYPERLINK "http://www.coveringkidsandfamilies.org/actioncenter" ��www.coveringkidsandfamilies.org/actioncenter�. 





For more information on conducting school-based outreach, download these outreach materials prepared for Covering Kids & Families by the Center on Budget and Policy Priorities at � HYPERLINK "http://www.cbpp.org/healthbrief.htm" ��www.cbpp.org/healthbrief.htm�: 





Enrolling Children in Health Coverage Programs: Schools Are Part of the Equation


Children’s Health Coverage Outreach: A Special Role for School Nurses


�INCLUDEPICTURE "http://owa.gmmb.com/exchange/ColemanA/Inbox/BTS%20Docs.EML/arrow.gif" \* MERGEFORMATINET \d"��Involving the School Community in Children’s Health Coverage Outreach�INCLUDEPICTURE "http://owa.gmmb.com/exchange/ColemanA/Inbox/BTS%20Docs.EML/arrow.gif" \* MERGEFORMATINET \d"��


Enrolling Children in Health Coverage Before They Start School: Activities for Early Childhood Programs


Conducting Children’s Health Coverage Outreach in Non-Traditional Educational Settings





Covering Kids & Families is a national initiative supported by the Robert Wood Johnson Foundation with direction provided by the Southern Institute on Children and Families. For additional information, please contact the Covering Kids & Families Communications Team at (202) 338-7227 or visit � HYPERLINK "http://www.coveringkidsandfamilies.org" ��www.coveringkidsandfamilies.org�. 
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THANK YOU FOR YOUR COMMITMENT
TO THE HEALTH OF AMERICA’S CHILDREN








