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Introduction

This section of th€overing Kids & Familiesngaging the Business Community toolkit
contains basic information about business outreach, how to use the toolkit and the additional
support available from th€overing Kids & FamilieCommunications Team.

Why Engage in Business Qutreach?his section highlights the benefits of working with the
business community. Such partnerships can reinforce and complement your outoetchye
providing new avenues to communicate the availability of low-cost and free clsltiesith
care coverage to employees, customers and communities.

How to Use the&Covering Kids & Familie€ngaging the Business Community ToolkiT his
section outlines how to most effectively use this toolkit by using a 9-step appgmangage
businesses in your outreach efforts.

Support Available from th€overing Kids & Familie€Communications Team The
Communications Team has many resources to help you, including additional tooiki¢s, g
videos and other outreach materials that you can order or download fr@ovéeng Kids &
FamiliesWeb site.




Why Engage in Business Outreach?

More than 8 million children in the United States are uninsured. Most are efmildbev-cost or
free health care coverage through Medicaid or the State Children’s Healthnce Program
(SCHIP). Unfortunately, many parents whose uninsured children qualify fockédir SCHIP
may not know that they are likely eligible for these uninsured programs. T¢pgrmoeption is
especially prevalent among households where parents work. Working with the business
community can help you reach many of these families. Whether it's a ndigloloostore or a
nationwide franchise, a business can reinforce and complement your outfeeshogf
providing new avenues to communicate the availability of low-cost and free clsltesith
care coverage to employees, customers and communities.

By building relationships with your business community, you can:
Raise community awareness about the issue of uninsured children

Access new communication channels and resources to reach eligibleSavithien
important health care coverage message

Increase the visibility and profile of your organization and the important chtweark being
done in your community

Foster new relationships



How to Use theCovering Kids & FamiliesEngaging the
Business Community Toolkit

TheCovering Kids & Familie€ngaging the Business Community toolkit is a resource to help
you mobilize businesses to participate in Medicaid and SCHIP outreach eftonsafy,

getting started can be the hardest part. This toolkit gives you a jump isitaat Qvstep outreach
process to engaging the business community, templates, resources and tips. Ezatk out
program is unique, SO we encourage you to tailor the steps and templates to fit yous busines
outreach needs.

Building successful business relationships requires time, persistencejtgraatl enthusiasm.
This guide will help you make your program and its health care coverage nsesteagive to
the business community. It highlights the importance of business involvement in baindac
demonstrates how a company can benefit from participation.

Take advantage of the many template materials in the Business Tellalat@lssection to
conduct your outreach efforts. Remember to fill in the pertinent information ikesg<X]
within the templates so they are specific to the business you are approaduding the
appropriate name and contact information, the specific “asks” for the busnktgedocal
health care coverage program name and contact information.

If you have questions about this toolkit or your business outreach efforts, chet@overing
Kids & FamiliesCommunications Team at (202) 338-7227 or
coveringkidsandfamilies@gmmb.com




Support Available from the Covering Kids & Families
Communications Team

This toolkit is one part of th€overing Kids & Familiegampaign to connect eligible, uninsured
children to low-cost and free health care coverage programs. A wide agamfunications
materials are available to order or download orGbeering Kids & FamiliedVeb site at
www.coveringkidsandfamilies.org such as:

Covering Kids & FamiliesToolkits and Guides
Back-to-School Campaign Action Kit
Engaging the Business Community Toolkit
Evaluating Communications and Outreach Guide
Guide to Placing Public Service Announcements
Guide to Working with the Faith Community
Interfaith Toolkit
Meeting the Match: A Guide to Fundraising
Message Strategy Toolkit
Reaching American Indian and Alaska Native Families Toolkit
Reaching Latino Families Toolkit
Cover the Uninsured Weélealth and Enrollment Fair Planning Guide
Cover the Uninsured We&ktate Guides to Finding Health Insurance Coverage

Covering Kids & FamiliesOutreach Materials
Children’s Health Coverage Bookmark
Children’s Health Coverage Flier
Children’s Health Coverage Lapel Sticker
Children’s Health Coverage Poster
Online Photo Library

Covering Kids & Familiesvideos and Public Service Announcements
Accomplishments Video
Back-to-School 2005 Spanish Language Music Video
Outreach Videos (available in English and Spanish)
Public Service Announcements

Reports
- Communications Strategies for SCHIP and Medicaid Retention

Reaching Uninsured Parents: Insights About Enrolling Uninsured, Low-Incorest®a

in Medicaid and SCHIP

Addressing the Barriers toovering Kids & FamiliesA Values-Based Strategic

Framework Research Report

Retention Literature Review: Retaining Eligible Children in SCHIP and d4adli

For more information about this toolkit or for more tips on conducting business outreacht conta
the Covering Kids & FamilieCommunications Team by phone at (202) 338-7227 or via e-mail
at coveringkidsandfamilies@gmmb.com.




Resources

There are many resources available to assist you in your business oetfedshThis section
includes resources that can help you approach businesses, including talking points about
Covering Kids & Familiesfact sheets on children’s health care coverage and businesses, and
helpful information and Web sites on health care coverage for unemployed or didlocat
workers. Additional resources for conducting outreach are available to omi@voload from

the Covering Kids & FamiliedVeb site atvww.coveringkidsandfamilies.org

Publications and Web SitesThese resources may be helpful in your business outreach efforts.
The publications can be found at your local public library, magazine stand or bookstare, or ¢
be requested directly from the publisher.

Fact Sheet (Businesses and Health Care Coverddsg these facts and figures when you
approach companies to demonstrate to business leaders that their involvementied.ess

Fact Sheet (Children’s Health Care Coverag@&hese facts on children’s health and health care
coverage are useful in talking to potential business partners about the importanceotihgrom
the availability of low-cost and free health care coverage.

Covering Kids & FamilieSalking Points- These basic talking points abddvering Kids &
Familieswill help you in talking to businesses about the campaign and the importance of their
participation as a partner.

Customized Outreach MaterialsBy providing your business partners with attractive, research-
based templates for outreach materials, you can save them time and moneyiesnthahthe
correct health care coverage message reaches your target audience.

Health Care Coverage for Dislocated WorketSompany downsizing, plant closings and
restructuring can leave many workers unemployed and uninsured. This sectiongprovide
information about resources available to newly unemployed or dislocated wothisrs. T
information is also useful in understanding the important role that businesses playidmgr
health care coverage.




Publications and Web Sites

The following publications and Web sites may be helpful in your business outreaith. 8fhe
publications can be found at your local public library, magazine stand or bookstoreper can
requested directly from the publisher. Most of these Web sites and publicationsem®lde to
all readers, free of charge. The resources listed with an asterisk (*) psonr#einformation at
no cost, but require a registration fee to view all of their content.

Name Internet Address

Publications and Web sites for business information

BusinessWeek* www.businessweek.com
Chronicle of Philanthropy* www.philanthropy.com
Forbes www.forbes.com
Hoover’s Online: The Business Network* www.hoovers.com

IEG Sponsorship Report* www.sponsorship.com
The New York Times* www.nytimes.com

The Wall Street Journal* WWW.WS].com

Yahoo! (Business & Economy on Yahoo’s Home Pagg&ww.yahoo.com

Organizations relevant to business interests

Employee Benefit Research Institute www.ebri.org

Families and Work Institute www.familiesandwork.org
Families USA www.familiesusa.org
HispanicBusiness.com www.hispanicbusiness.com
National Black Chamber of Commerce www.nationalbcc.org

U.S. Chamber of Commerce www.uschamber.com

U.S. Hispanic Chamber of Commerce www.ushcc.com

Business Interface, Inc. (formerly Welfare to Work ~ www.businessinterfaceinc.com
Partnership)

Organizations relevant to children’s health care issues

Alliance for Health Reform www.allhealth.org

American Academy of Pediatrics WWwWw.aap.org

Center on Budget and Policy Priorities www.cbpp.org

Children’s Defense Fund www.childrensdefense.org
Covering Kids & Families www.coveringkidsandfamilies.org
National Governors Association Center on Best Practiwasv.nga.org/center

National Immigration Law Center www.nilc.org

The Urban Institute www.urban.org

Industry associations

National Association of Chain Drug Stores www.nacds.org
National Restaurant Association www.restaurant.org
National Retail Federation www.nrf.com



Government offices for policy, statistics and
information

Centers for Medicare & Medicaid Services (CMS,
Formerly the Health Care Financing Administration)
FedStats

Immigration and Naturalization Service

Insure Kids Now!

U.S. Agency for Healthcare Research and Quality
U.S. Census Bureau

U.S. Department of Education

U.S. Department of Labor, Employment & Training
Administration (dislocated workers information)
U.S. Maternal and Child Health Bureau

Foundations

WWW.CmsS.qov

www.fedstats.gov
WWW.USCIS.QoV
www.insurekidsnow.gov
www.ahrg.gov
WWW.CENSUS.QoV

www.ed.gov
www.doleta.gov

www.mchb.hrsa.gov

Robert Wood Johnson Foundation
Annie E. Casey Foundation

The Commonwealth Fund

Kaiser Family Foundation

www.rwif.org
www.aecf.org
www.cmwf.org

www.Kff.org




Fact Sheet
Businesses and Health Care Coverage

The following statistics can be used when you reach out to companies. Facts asdhiaoir
prove to business leaders that their involvement is essential.

Large Companies
Most large companies (those with more than 50 employees) offer employee heefits be
However, this does not mean that all employees are eligible for coverdnge thret coverage is
affordable. When approaching large companies, you should be sensitive to thisatistinct
Consider that in 2005:

93 percent of firms with 50-199 workers offered health beriefits

98 percent of firms with 200 or more workers offered health behefits

Small Businesses
Small businesses (those with 50 or fewer employees) are less likely tpablginesses to offer
health insurance to their employees. Consider that in 2005:

47 percent of firms with three to nine workers offered health behefits

72 percent of firms with 10-24 workers offered health berfefits

87 percent of firms with 25-49 workers offered health bertefits

Uninsured Children Can Affect Business
Parents of uninsured children are seven times more likely not to fill or ddilay fil
prescriptions than parents of insured kids (14% and 2%, respecfively).
Nearly 70 percent of parents whose children do not have health care coverage sayrthey w
frequently or almost all the time about whether they will have the money topaetlical
bills if their kids are sick or injuref.

Companies Do Well By Doing Good
Eight in 10 Americans say that corporate support of causes wins their thet dompany.
Eighty-six percent of Americans are likely to switch to brands or resdhet are associated
with a social cause when price and quality are efual.
Seventy-four percent of Americans say that a commitment to sociat issngportant when
deciding which products and services to recommend to other péople.

Working Families
In 2002, more than eight in 10 uninsured Americans were in working families. Nearly 70
percent of the uninsured were in families with one or more full-time wotkers.

! The Kaiser Family Foundation and Health Research andafidoal Trust, “Employer Health Benefits,” 2005 Annuah&y.

2 |bid.

3 Ibid.

4 Ibid.

® Ibid.

5 wirthlin Worldwide, National Public Opinion Survey of Fiies with Children Who Qualify for SCHIP and Medicaid Praxgs. June 5-26, 2001.
7 Ibid.

8 Cone IncThe 2004 Cone Corporate Citizenship Study.

? Ibid.

0 |bid.

1 Kaiser Commission on Medicaid and the Uninsured. “Thintlred: A Primer, Key Facts About Americans Withoaglth Insurance.” (December 2003).
www.kff.org/uninsured/loader.cfm?url=/commonspot/security/getffim&PagelD=29345
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People who work for the smallest businesses are the least likely to gbtdagaltoverage
from their employer. Thirty-five percent of smaller businesses (three to d¥@ns) did not
offer health benefits to their employees in 2693.

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 iresuranc
available to them either through their own job or that of a family mefiber.

Note: These statistics are current as of January 2006. Check for updated Statibtec
Covering Kids & Familie$Veb site atvww.coveringkidsandfamilies.org

12 Kaiser Family Foundation and Health Research and EducBitust.Employer Health Benefits 2003 Annual SunRuyb. No. 3369. (September 2003).
www.kff.org/insurance/ehbs2003-1-set.cfm

13 Kaiser Commission on Medicaid and the Uninsured. “Thinglred: A Primer.” (as cited in
www.kff.org/uninsured/loader.cfm?url=/commonspot/security/getifm&PagelD=29346




Fact Sheet

Children’s Health Care Coverage

There are nearly.3 million uninsured children in the United Stafés.
Many are eligible for low-cost or free health care coverage
through Medicaid or SCHIP.

There are 1.7 million uninsured Hispanic children in the United States. One out ofiesery
Hispanic children under age 18 lacks health insurahce.

While one-third (32.7%) of all uninsured children are Hispanic, Hispanics comprise only
18.9 percent of the nation’s population of childt&n.

There are more than 1 million uninsured African-American children in the Unig¢elsS
Nearly one out of every seven African-American children under age 18 lacks health
insurance-’

One-fifth (19.7 percent) of all uninsured children under age 18 are African daméti

While African Americans and Hispanics make up less than 36 percent of the population,
more than half of uninsured children are Latino or African Ameriéan.

Uninsured Children Are at Risk
Uninsured children are less likely to receive proper medical care for chddhnesses such
as sore throats, earaches and astfima.
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 chifdren.
Nearly half (48%) of all uninsured children have not had a well-child visit in theypas?
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 ye&t.
Uninsured children are nine times more likely than insured children to lack aregulce
of medical care, such as a pediatrician or family dd¢tor.
Many uninsured children lack access to basic health care services andresmely on
hospital emergency rooms for routine c&re.
Amonglow-income uninsured children whose family income makes it likely that they are
eligible for coverage through Medicaid or SCHIP, half (52%) have not had -&hillvisit
in the past year and almost one-third (31%) do not have a usual source?f care.

Note: These statistics are current as of January 2006. Check for updated Sstatibtec
Covering Kids & Familie$Veb site atvww.coveringkidsandfamilies.org

4 The United States Bureau of the Census. Current PapuBtrvey, “Income, Poverty, and Health Insurancegage in the United States: 2004.” (August 2005).
http://www.census.gov/prod/2005pubs/p60-229.pdf
5 |bid.
%6 |bid.
7 Ibid.
28 |bid.
9 |bid.
20 American College of Physicians — American Societyntéiinal Medicine. “No Health Insurance? It's Enough taki You Sick!” (2000).
www.acponline.org/uninsured/lack-paper.pdf
2L Leighton Ku and Sashi Nimalendran. Center on Budget alicyMriorities.Improving Children’s HealthA Chartbook About the Roles of Medicaid and SCHIP.
(January 2004)www.cbpp.org/1-15-04health.pdf
22 An Urban Institute Analysis of The Center for Dise&Control's 2002 National Health Interview Survey. (Augus#200
\Z/gww.coverinqkidsandfamiIies.orq/press/docs/2004UrbanFindinqs.pdf
Ibid.
2 |bid.
% |bid.
% |bid.

10



Covering Kids& Families Talking Points

Companies need to know about your organization and your cause. The following facts can be
used in your documents, telephone calls and presentations to help déswebag Kids &
Families

Covering Kids& Familiesis a national initiative working to connect eligible, uninsured
children and families to low-cost and free health care coverage progratableviai every
state and the District of Columbia.

Covering Kids& Families helps states inform parents of eligible, uninsured children about
Medicaid and the State Children’s Health Insurance Program (SCHIP).

Covering Kids& Families works with health professionals, educators, businesses, public
officials, social service agencies and faith-based organizations tbemgible children and
families.

Covering Kids & Familiecommunity efforts are supported by a national communications
campaign that includes local and national media events, national business and avgahizati
partnerships, and community outreach activities.

During the annual Back-to-School CampaiGoeyering Kids& Families coalitions,
corporations and national organizations organize outreach events throughout thetoountry
urge parents of eligible, uninsured children to put enrolling them in Medicaid or SCHIP at
the top of their back-to-school checklist.

Covering Kids & Familiess a national program directed by the Southern Institute on
Children and Families and supported by the Robert Wood Johnson Foundation, the largest
philanthropy in the country dedicated solely to improving the health and health clire of a
Americans.

11



Customized Outreach Materials

An important benefit you can provide business partners is access to outreacisrbtgrcan
be customized. By providing attractive, research-based templates for outiegadials) you can
save a company time and money and ensure that the correct health care coessage
reaches your target audience. Larger companies often have in-house pap#hijtees and
may be willing to cover the production cost of outreach materials that includéotiei

The followingCoveringKids & Families materials are available as templates and can be
customized for businesses. T@evering Kids& Families Web site at
www.coveringkidsandfamilies.orgalso features a royalty-free photo library, where you can
access additional photos to use in promotional outreach materials. The photo libtatgsncl
images of children of diverse ages and ethnic and racial backgrounds. If youobryone
business partners needs assistance tailoring a template, pleasethe@acering Kids&
FamiliesCommunications Team at (202) 338-722Caveringkidsandfamilies@gmmb.com

Covering Kids& Families Flier

Fliers are a terrific tool for companies to use to reach their customers.
Fliers can be displayed in point-of-sale (POS) areas, such as checkout
lines or a pharmacy window; included in shopping or grocery bags; or
handed out to customers as they enter and exit an office or store. The
Covering Kids& Familiesflier is available in English and Spanish.
Companies can include a logo and/or special message in the white box
on the back of the flier.

Example: Giant Food customized English and Spanish fliers with the
company logo and a message of support. The fliers were placed in a
special flier holder attached to posters that Giant produced for the 2005
Back-to-School Campaign. The posters and fliers were displayed in
180 Giant stores across four states and the District of Columbia.

Covering Kids& Families Mail Insert

A colorful mailing insert is an easy way to capture attention
when enclosed in a billing statement or paycheck. Mailing
insert templates are available in English and Spanish.

Example: South Carolin&overing Kidscustomized a
mailing insert with its state program information. A utility
company included the insert in a monthly billing statement
that reached 89,000 customers in Charleston.

12



Covering Kids& Families Posters

Posters can be used to reach customers and employees in stores,
restaurants, offices and break rooms. Poster templates are available in
English and Spanish.

Example: Super Giant customized English and Spanish posters and
displayed them along with fliers in 180 stores in four states and the
District of Columbia for the 2005 Back-to-School Campaign.

Covering Kids& Families Public Service Announcements

Covering Kids& Families public service announcements (PSAs) are
available in the following formats: broadcast (TV and radio), print and
Web site banner. A business partner may be willing to place a print
PSA in a store circular, post a banner on its Web site or play an audio
PSA over its store public address system. A company may also be
willing to provide paid TV time or newspaper print space for a PSA.

Example: Albertsons ran &overing Kids& Families PSA in its store
circulars during March 2002, reaching an estimated audience of 65
million customers.

Example: ARROW Pharmacy & Nutrition Centers placed a PSA on

the inside back cover of its quarterly health magazine, Your Guide for
Better Health. The PSA included the Connecticut and Massachusetts
Medicaid/SCHIP program logos and toll-free numbers. The guide was
circulated to 70,000 ARROW customers, pharmacists and physicians.

Example: Shell Oil Company agreed to broadcast a 15-second PSA in
21 Connecticut Shell gas stations in August 2002, reaching an
estimated 1.5 million customers.

13



Health Care Coverage for Dislocated Workers*

Company downsizing, plant closings and restructuring can leave many workensl oyed.
Although federal and state programs can assist newly unemployed or disloogtedswinder
certain conditions, the worker will face a loss of income and may lose employmefitfyesuch
as health care coverage. As a health care coverage outreach workempdrtaminto understand
the process and laws related to health care coverage for dislocated \wokénsir dependents.

Important Facts

The Employment Retirement Income Security Act (ERISA) of 1974 affogti$srio workers
and their families to help them manage during a change of employment.

In each state, rapid response services are provided to workers affetdegelylant closings
or layoffs. State Dislocated Worker Units provide information through the QipeS3istem

about education and training options, job search assistance, and, in some statesionformat
about pension and health coverage options.

Keeplng Health Care Coverage
The Consolidated Omnibus Budget Reconciliation Act (COBRA), a 1985 amendment to
ERISA, allows employees who lose their jobs or have their hours reduced to purchase
extended health care coverage benefits.

Under COBRA, a dislocated worker can purchase extended health care conetadag

health care coverage for dependents, for up to 18 months from the day health carecoverag

is terminated.

The dislocated worker must pay the entire premium while receiving headtic@agrage

under the COBRA provision. While the entire premium may be expensive, the dislocated
worker pays thgroup ratepremium, which is usually less expensive than an individual rate
premium.

Certain provisions must be met before a dislocated worker qualifies for COBRA:
The worker must have lost employment as the result of termination for reasornthather
“gross misconduct.”
The employer must have employed at least 20 workers for half of the prevasiss ye
business days.
The dislocated employee must have been enrolled in the company’s health ceagecove
plan.
The company must still continue its health plan. This means that dislocated wWiokers
a factory that remains open can receive health care coverage under COBRE&tdry
closes completely, then workers are ineligible to exercise theisngiter COBRA
because the health plan would also cease to exist.

14



Get the Word Out

Company relocation and downsizing affects many workers and their childreocddesd
workers between jobs may wish to enroll their children in a low-cost or freth lvea¢ coverage
program.

Business outreach can include approaching companies that are going out of buseess. T
children of dislocated workers from small businesses and large companiesnedit by

their parents’ knowledge of Medicaid and SCHIP in what could be a difficultyfami
situation.

Contact your State Dislocated Worker Unit to determine if information abedtdslid and
SCHIP from your state’s health department is provided to parents of eligiluee.

For information about dislocated workers and links to dislocated worker programs istater
visit the Web site of the U.S. Department of Labor, Employment & Training Adtration at
www.doleta.gov

* Dislocated worker information was compiled from the United States Departsheabor Web
site atwww.dol.gov/dol/compliance/comp-warn.htm
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9 Steps to Engaging the Business Community

This section includes nine easy steps to reaching out to the business community gimgj enga
them in your efforts to connect eligible, uninsured children and families to lavacdgree

health care coverage. This step-by-step approach will help you plan youf stratatyy,
understand how businesses work, identify what businesses you should reach out to, develop
contacts, build partnerships and work with the media.

Step 1: Getting Started As you develop your business recruitment strategy, it is important to
review your plans from a business perspective. The principles outlined in this lstegipwou
think like a business ownas you develop your strategy.

Step 2: Your Plar This step will help you to determine your business outreach goals and
identify resources in advance to help you focus on the best business outreach opportunities

Step 3: Knowing Your Audience The audience you want to reach with your health care
coverage message can also be an important incentive to attract business involVeisstep
will help you identify your target audiences that will be of interest tdtisness community.

Step 4: Targeting Businessed his step will help you prepare your business prospect list by
conducting company research.

Step 5: Preparing Your ApproaehOnce you have identified the companies you want to recruit,
you will need to think about the best recruiting approach for each company. This 8tegs out
two main strategies for approaching companies and provides potential outt@atbsac

Step 6: Making Contaet The most important step in the business recruiting process is to find
the best person to approach at a company. This step provides helpful tips on getting enéoot i
door, which is often the hardest part of business recruitment and a script to helpigorobeg
calls to prospective businesses.

Step 7: Following Up- It is important to follow up with your contacts after each interaction.
This step provides tips on how to successfully engage companies in outreach efialitsvyg
up and keeping in touch with your contacts.

Step 8: Building Business Relationship&very company can play a role in reaching families
with important health care coverage information. However, not every companyoykuvith

will evolve into a long-term relationship. This step provides useful tips for approduinsitess
recruiting and how to prioritize your relationship-building time.

Step 9: Working with the Media This step serves as a guide to conducting outreach specifically
to the business press. It builds on what you already know about media outreach siydgivhe
information and tools necessary to be successful in working with business repodi@ensdia
outlets.
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Step 1: Getting Started

How Businesses Think

As you develop your business recruitment strategy, it is important to regiavphans from

a business perspective. You do not need to have a business background or degree to do this.
The principles outlined in this section will help ytink like a businesswneras you

develop your strategy.

Every company is unique Each company has its own distinct decision-making process and
cycle. There are many factors that companies will take into considerafane lagreeing to
work with you. The most common include alignment with a company’s needs, mission,
products or services; costs associated with a company’s involvement; ease of
implementation; timing; and the benefits of involvement.

Companies are results orientedThe business community is driven to reach annual goals
and sets benchmarks to measure progress, just like your organization. Usgdtrs to
advantage by emphasizing how the company’s involvement can help your organization
achieve its goals.

Low-cost and free health care coverage is not top of min@®utside of the health care
industry, you will find that the majority of companies do not know that low-cost or free
health care coverage is available for most uninsured children. Approach each d¢mmvassa
an opportunity to educate the business community about the issue and your staketalealt
coverage programs.

Time is money (Part I). Use your business recruiting time wisely. Focus on communicating
a few core points: who you are, what you want, what a company will receiveiin agid

timing. Do not overload companies with too many details about your program and too many
materials. If they want more information, they will ask for it.

Time is money (Part Il). The business world moves quickly. Although it may take a while

to recruit some companies, once they are on board and you have their attention, things can
move very quickly. If a company needs information or materials, be prepareghtmde

quickly. This is especially important in the early stage of your relationship.

Business has its own languag&Vhen speaking with business people, use terms and phrases
that will resonate with them and be aware of industry terminology. For exaimgdéficial
industry term for restaurants such as McDonald’s, Burger King and Wesdayigk

service notfast food Similarly, many retailers such as T.J. Maxx and Wal-Mart refer to their
employees aassociatesA list of common business terms is provided in_the Glossary of
Business Termsection.
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How to Approach Business Recruitment
Your approach to business recruitment and relationship building is important. As yopuibegi
will be helpful to keep the following points in mind:

Business recruitment takes timelt is not unusual to call and exchange information for
months before a company gives you a definitive answer. Your patience ancepeesisill
pay off.

You are presenting an OPPORTUNITY. Conducting health care coverage outreach is not
part of most business plans. It will be up to you to “sell the opportunity” to the business
community.

Passion and commitment sellBe enthusiastic about your program and the opportunity to
work with the business community. Your passion and commitment will help recruit
companies.

Relationships count—a lot The most successful and long-term partnerships are the ones
that are built over time and involve a real relationship between the partneringzatigens.
Focus on building relationships with the companies you recruit.

Start small, think big. It is OK to start small. This can apply either to tluenber of
companies/ou recruit or theype of outreaclyou suggest for a company to implement.
Think of each outreach activity as a first step in a relationship that has th&égldtegrow
over time. The hardest part of business recruitment is getting companies twatdkstt
step.

Do not take “no” personally. When you begin your business recruitment, expect to hear

“no.” Each company has its own priorities for the year. Sometimes childrealth care
coverage will fit into its business plan, and sometimes it will not.
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Step 2: Your Plan

Like every outreach effort, successful business recruitment begins with aeakliat your
organization. It is important to examine your organization’s goals and resourtsnmine the
most efficient and effective way to incorporate business outreach into yosr plas step will
help you determine your business outreach goals and identify resources in dadveipe/ou
stay focused and target only the best business outreach opportunities.

Goal setting Set realistic and manageable goals and keep in mind what you want to
accomplish. Look at business outreach in the context of your overall outreachogdiads f
year. Do you want to recruit a particular business sector or a specific yrddstv can
business outreach complement your other outreach efforts? How will you enaasgur
evaluate your success?

Resource allocation Be willing to commit staff and time. It takes dedicated staff to recruit
companies and time to develop, implement and reinforce the relationships. You may need
additional financial resources for business outreach materials, so you shorrdraei@ur
available resourcdseforeyou move forward with your business recruiting efforts.

Benefits inventory. Conduct an inventory of the benefits that your organizatsmoffer
companies in return for their participation. Examples include media visibditpgnition in
materials, an opportunity to speak or be recognized at a media event, volunteer opgrtuniti
for company employees, template materials for easy outreachyagtipiementation, and
events that attract potential customérfenefits worksheet is included in this section to

help you create your inventory.

Review your list of activities and consider the following:

Is there a role for a business partner to sponsor an event or outreach activity?
Companies are usually interested in opportunities that will raise theirepirotihe
community. Review all of your organization’s plans for the year to seerd tre
opportunities for a company to host or sponsor an activity or event.

Should you offer exclusivity?Exclusivity—the opportunity to be the only company
sponsoring an event or activity—is a benefit you can offer if appropriate. A cgmpan
also request exclusivity, so be prepared with an answer. Companies are ater@gsad in
ways they can distinguish themselves from their competition.

Will your organization allow its name and logo to be used by a companyRemember
that your organization’s name, logo and reputation have value. Be sure to list “use of
program name and logo” as one of the benefits you can offer companies.

Can you use a company location as a venue for one of your events or activities?
example, you may want to kick off your Back-to-School Campaign at a localstetra.
There are numerous benefits you can offer a retail store for hosting anieeleiding media
visibility, recognition in media and promotional materials, attracting patecustomers to

19



the store, a speaking opportunity at the event, employee volunteer opportunities, and
opportunities to provide store coupons or other giveaway items to attendees.

Can you provide a company any of the following opportunities at events or activities
during the year?

Sampling opportunities. Companies are often interested in distributing product
samples at fairs, festivals and other gatherings.

Demonstration/display opportunities Many companies desire booth space at events
that provide visibility and opportunities to talk to potential customers.

Distribution of coupons and giveawaysCompanies are often interested in handing
out coupons or giveaway items as incentives to attract families.

What type of signage or other recognition opportunities can you offer a companyNost
companies place a high value on visible recognition at events, including bannege sign
throughout the event site, and a logo or company name on T-shirts, hats or other promotional
materials.

Are there VIPs or celebrities associated with your organization€ompanies are often
interested in activities that provide opportunities to mingle with local officgdorts figures
or other celebrities.

Can a company include business promotional materials in a mailing® company may be
interested in announcing something like a new store opening by inserting indormatne
of your organization’s mailings.

Are there volunteer opportunities you can offer a company’s employeeguilding an
employee volunteer opportunity into your work with a company can be a helpful, and often
overlooked, benefit to both parties.

Keep thinking creatively about your work and where there may be points of iriteties
business community. Your conversations with prospective companies will did@agdstional
ideas.
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Benefits Worksheet

The purpose of this worksheet is to help you develop a list of benefits to offer to potential
business partners based on their interest level and the extent of their involvemdanti®ying
the benefits of working with your organization before approaching potential buperéssrs,
you will be able to make a stronger case for their participation and respond gundkly
confidently to their inquiries about the benefits associated with their involvement.

Basic benefits Indicate which of the following benefits your organization could provide
companies for their participation in outreach efforts.

____Invitation to event(s)
____ Opportunity to speak at a media or other event
_____Opportunity to host an event at their place of business
____Signage at a media or other event
____Inclusion in a press advisory/press release
____Inclusion in business and/or general media outreach
_____Company quote in press release or other promotional materials
_____Recognition on your Web site
____Recognition in a newsletter
____Recognition in a listserv or membership mailing
____ Certificate of appreciation or other recognition piece

Other:

Additional benefit opportunities. Make a list of any activities, events (e.g., health fairs,
festivals, immunization drives, Back-to-School Campaign events, etc.) or préelgcts
promotional fliers, posters, giveaways) your organization produces or is involved in.

oo AW =
[EEN
o

Once you have created your list, review the questions listed in the Step 2: ose®lan to
help determine additional benefits you may have to offer compd&eesember that it is not
necessary to offer every company every benefit available.
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Step 3: Knowing Your Audience

The audience you want to reach with your health care coverage messadgodae an important
incentive to attract business involvement. Companies may be more interesteking wath

you if they know that your target audience is in alignment with their custoaserand/or
employees. This section will help you identify the characteristics aftgoget audience that

will be of interest to the business community.

Your Target Audience

Your target audience is most likely composed of the parents or guardiaighdé elininsured
children. This audience can be broken into different groups, each with its own unique
characteristics (e.g., families, new parents, parents with teenaderg).about a typical day in
the life of one of these groups—where they work or go to school, how they get to work or
school, where they shop, where they eat—and create a simple audience profilepdke pfir
this profile is to help you describe the different interests and charéicee(demographics and
psychographics*) of your target audience to potential business partners. Thisatidarmill

also help you identify companies that interact with these groups regularli@uid be added to
your recruitment listAn audience profile worksheet is available in this section.

The following Internet resources can provide you with research statistics

Ameristat —www.ameristat.org

This Web site provides summaries—in graphics and text—of the demographic cletrester
of the U.S. population. Trends on income/poverty, mortality, fertility, migration diorei

born residents, labor/employment, race/ethnicity and more are highlighted eitethis

State Child Care Profiles—www.nccic.org/statepro.html

These profiles include demographic information about children, families and ctaldhca
each state, as well as contact information for different state agamaged in child care.
The profiles also contain links to additional state and national resources.

U.S. CensuBureau —www.census.gov
The U.S. Census Bureau is the preeminent collector and provider of timely, relevatyt, qual
data about the people and economy of the United States.

U.S. Department of Labor—www.dol.gov
The Department of Labor Web site provides information on employment and unemployment
data, dislocated workers, employee benefit laws, living conditions and much more.

* Definitions of frequently used terms are available in_the Glossary of Business Sestion.
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Audience Profile Worksheet

The purpose of creating an audience profile is to help you describe youratadgsice to
potential business partners. By thinking of your target audience as consumers and
employees and understanding more about their day-to-day lives, you cancsaligtegiget
companies that interact with various segments of your target audience and stiakeger
case for business involvement in your outreach efforts.

First, think about the different groups (segments) that make up your target aidignce
parents, families and employees). The following worksheet will help youfylére
general interests and characteristics of each group.

Take one of the groups and develop a general audience profile for that grouppbsticgm
the following questions:

Group: Age range: Income range:
Occupation(s):

Ethnicities:

Full-time: _ Part-time: _~ Temporary: _ Seasonal: _ Student:

How do they get to work or school?

What TV shows do they watch? What radio stations do they listen to?

Which newspapers or magazines do they read?

Do they have access to the Internet? At home, school, work, other?
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What type of music do they like?

Where do they go out to eat?

Where do they shop for groceries and clothes?

Where do they do their banking?

What languages do they speak?

Where do they live? What communities or geographic regions are they from?

Where do their children go to school?

Other special characteristics:

Repeat this exercise for different groups within your target audience.
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Step 4: Targeting Businesses

Now that you have identified your business outreach goals, conducted an invetbery of
benefits you can offer business partners and created audience profiles)ettis prepare
your business prospect list. A company profile worksheet is included in thisrsextielp
guide your company research.

Creating Your List

Creating a business prospect list involves more than just writing down a list ofriespa
on paper. It involves carefully evaluating the companies you put on your list t@ ¢énaur
your recruiting time and resources are used wisely. Consider the follomtgracas you
prepare your list. A company does not need to meet each criterion to be on the list, but i
should meet most of them.

Will the company help you reach your outreach goalsReview your goals for the
year and make sure that the companies you are targeting will help you reaajotlese
Be sure to think througall of the ways that the business community can help your
outreach efforts. Think beyond asking companies to communicate health casgeover
information to customers and employees. There may be other tangible e@ypany
can help.

Are the company’s products and/or services geared toward the same audioes
your organization wants to reach2Companies will be more interested in working with
you if they know that the families you want to reach are also their customers.

Does the company employ a large percentage of people whose children may be
eligible? This criterion is important if the focus of your business outreach is employees.
However, this information may be difficult to ascertain, since many compairges
proprietary about their employee benefit information. You can make an edunat=d g

for the purpose of creating your business prospect list.

Does the company have a history of community involvement, especially in the ase
of children, families or health? Companies that are active in the community are usually
receptive to listening to new ideas and opportunities for involvement.

Does the company have a good reputatiom®void associating your program with a
company that is generating negative press or one that has an unfavorable reputation i
the community. You should also avoid companies whose products (e.g., tobacco) or
services contradict the healthy life you are striving to provide for children.

Additional factors to consider when preparing your business recriiment list
include:

Current economic conditions* A downturn in the economy, company downsizing,

plant closings and restructuring may affect the type and number of companies on your
recruitment list. The same can be said for favorable market conditions, low
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unemployment rates and increased consumer confidence. Be sure to consider current
economic factors when creating your list.

Business association®usiness associations (e.g., chambers of commerce, Rotary
Clubs, restaurant and other trade associations) are often an overlookedaleteval
outreach vehicle. An association can assist your business outreachiefonismber of
ways, including:

Disseminating information to its members
Lending credibility to Medicaid and SCHIP outreach
Providing contact information

Media Companies.Television, radio and print publication companies provide another
excellent, yet often overlooked, partnership opportunity. In addition to asking media
companies to provide free advertising, place public service announcements or match a
paid media buy with free placements, you could ask them to:

Provide talent (e.g., a newscaster, talk show host, disc jockey, columnist) taserve
a host for a media event or other outreach activity

Conduct special on-site event promotions

Serve as a media adviser to your organization

IntroduceCovering Kids & Familiego their advertisers

* Many business contacts will be familiar with the Consolidated Omnibus Budget
Reconciliation Act (COBRA), and they may ask you questions about the program and how it
relates to Medicaid or SCHIP. Information on COBRA can be found in the Resources
section.

Size of the Business

The size of a business can influence whether it would be a good partner for yowtoutrea
efforts. For the purpose @overing Kids & Familiebusiness outreach, large companies
are those with more than 50 employees and small companies are those with 5 or few
employees. This section outlines things to consider when reaching out to large bnd sma
businesses to determine whether they will be a good fit.

Large Companies
When considering large companies, it will be helpful to note the following:

Large companies may have more human and financial resources to invest in outreach
activities than small companies.

Large companies may have one central office to disseminate information throtighout
organization for maximum outreach efficiency.

Large companies may be decentralized and allow individual departments or ficesl of
to determine policies and procedures related to community involvement activities
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Large companies may have community relations or public affairs departmerdsetha
willing to assist with media outreach support.

Large companies may be interested in outreach to customers and employees.
Examples of large companies, by industry, include:

Family Entertainment: Blockbuster, Six Flags, King’s Dominion

Financial: Bank of America, H&R Block, Charles Schwab

Grocery: Albertsons, Kroger, Giant, H-E-B, Safeway

Hotel: Best Western, Motel 6, Ramada

Media: NBC, Univision, ABC, Urban Radio Networks, ParentiWgshington Post
Retail: Kmart, Payless ShoeSource, Target

Pharmacy: CVS, Eckerd, Rite Aid, Walgreens

Small Businesses
When considering small businesses, it will be helpful to note the following:

Small businesses have fewer human and financial resources than larger campanies
small business may not have extra staff to devote to coordinating an outredaobreffor
resources to produce outreach materials.

Outreach to small businesses can be more labor intensive, since it may invaigeocall
meeting with businesses one on one to encourage their participation.

Small businesses may be more interested in employee outreach than custmaehout

Small businesses include:

Beauty and nail salons

Independent restaurants, retail stores and other independent businesses
Local media outlets (e.g., community newspapers, local radio stations)
Neighborhood grocery stores/bodegas

Franchise stores*

*A franchise is an independently owned and operated company. The franchisee (owner)
purchases the company brand from the parent company and agrees to keep the products and
services at a set standard. For example, Subway is a corporate-owned store and franchise
store. It is important to note this distinction because a franchise store can make charitabl
giving and community involvement decisions independently from its parent corporation. For
example, if Subway Restaurants works Witivering Kids & Familie®n outreach efforts
nationwide, this does not mean that every Subway in the country will participate. Franchise
owners will normally decide independently whether or not to participate. To find out if your
business prospect is a corporate-owned or franchise store, you should inquire with the store
owner or manager.
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Note: For statistics about businesses that provide health care coverage for fiiejrees
according to the size of the business, see the Fact Sheet on BusinessesthrChireal
Coverage in the Resourcssction.

company Research

Once you have created your prospect list, it is important to conduct research on the
companies you want to approach. The depth of your research will vary based on the
company and the type of outreach activity you want it to conduct. At a minimum, you
should visit each company’s Web site.

If a small business does not have a Web site, you can check with your local SsiradisB
Administration, chamber of commerce, or Better Business Bureau to sesnfiation on

the company is available. The more you know about a company, the better you wi#é be a
to evaluate its potential as a partner and prepare your recruiting approachp@ngom
profile worksheet is provided in this section. This worksheet can serve as agguiue f

type of company information you should collect.

The most common sources for company information include:

Company Web sites

Annual and financial reports

Business publications and business sections of local newspapers
Business information Web sites

= Business information Web sites are listed in the Resogszi®n.

28



Company Profile Worksheet

The following worksheet will help you create a company profile. It is notssace to

answer every question on the worksheet before approaching a company. Use itiesquest
as a guide for gathering information and adjust the questions to fit the needs of your
business outreach efforts.

Company/Association:

Contact:

(For a list of the suggested company contacts fwre@gech, see Step 6: Making Confact

Title: Department:
Address:

Phone: Fax:
E-mail: Web site:

Headquarters location:

Secretary/assistant name:

Is there a parent company or subsidiaries?

What are the company brands/products/services?
1.

a bk~ DN

Who is the company’s target audience? Is it brand/product/service specific?
Product Target audience
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How many retail outlets/stores does the company have? Are retail ctilkets/company
owned, franchised, both?

How many employees (e.g., full-time, part-time, seasonal) does the cphmozat®? Are
employees union affiliated?

Does the company advertise? If so, where (e.g., TV, radio, print, direcimhaihet)?

Is the company launching any new initiatives? Does it plan to roll out a new povdiatt
a marketing campaigri®ote: You can normally find out this information by reading
company press releases posted on the company Web site.

Is the company currently involved in the community? Does it sponsor charitys @rdrdve
special programs that address social issues (e.g., hunger, health, edilicatiacy)? If
yes, how does it promote these activities?

Has the company ever been involved in a health-related event/activity (enguimation
campaign, local health fair)?
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Who are the company’s competitors? What types of community activitiets a@mpetitors
involved in?

Has the company received any negative media attention in the past six months?

What is the company’s approval process and time frame for decision making?

Does anyone in your network have a contact at the company?

Is there any additional information of interest?
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Step 5: Preparing Your Approach

Once you have identified the companies you want to recruit, you will need to think about
the best recruiting approach for each company. This section outlines two ratagiss for
approaching companies and provides potential outreach activities.

Different Strategies for Business Outreach

There are two types of strategies in which your business partners céde madtarnaland
internal. Externaloutreach is when a company communicates health care coverage
informationexternallyto its customers and the communltyternal outreach is when a
company communicates health care coverage informiiemally to its employees. It is
important to make a distinction between the two because (1) the audiencefeezatd(2)
many of the outreach activities are different; and (3) the benefits to a cprueadifferent.
Your recruiting strategy for each company will depend on whether that company is
interested in conducting one or both types of outreach. The following highlights key
elements and activities for each strategy.

External Outreach

Audience: The audiences for external outreach include a company’s customers, its
vendors and the community at large.

Activities: The activities for this type of outreach are very public and have the potential
to reach a large audience.

Benefits: The benefits of external outreach can include public recognition of the
company and the opportunity to reach new customers.

Outreach Ideas:

Consumer newsletter A company can place an article about the importance of
children’s health care coverage and the availability of low-cost and fogegpns in its
consumer newsletter.

Flier distribution . A company can distribute health care coverage information fliers to
customers. This outreach option will be more attractive to a company if i totse
specific time period or special promotion. You may want to ask the company to produce
the fliers as part of its outreach commitment. A flier template is daifar companies
to customize with their logos. (See the Resouseesion for a sample customized flier.)

Point-of-purchase displays When promotional materials are displayed at cash
registers, pickup windows or checkout counters, consumers are being reached at thei
“point of purchase.” Program signage, tear-off coupons, brochures and fliers in “take
one” holders are the most common point-of-purchase materials that companigs displa

On-premise eventsOn-premise events, also called in-store events, are appealing
because they can attract customers to the store and can be used as a bmackdrop f
media event to raise awareness about children’s health care coverage.

Web site and Internet promotion Company Web sites often have a special section to
highlight the work the company does in the community. You can link your site to a
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company site or ask the company to run a banner ad or include a health care coverage
message in e-mails to its online audience.

Back-to-School Campaign TheCovering Kids & FamilieBack-to-School Campaign

is an excellent opportunity to involve a company in local outreach efforts with the adde
benefit of being part of a nationwide effort. The back-to-school theme is atirdafy
many retailers and family-friendly companies.

Capitalize on existing corporate activities Many companies sponsor festivals,

sporting events, and activities that benefit children or the places theyrftesueh as
schools or parks. You may be able to “piggyback” on these events and provide health
care coverage information to attendees.

Product packaging and promotional materials. A company may be willing to add a
health care coverage message and your state toll-free hotline number to product
packaging (e.g., toothpaste boxes, movie theater or sporting event tickeisensinl
quick-service restaurants). Keep in mind that companies plan their product lines and
production schedules well in advance, so it may take a year or more for this tactic to
come to fruition.

Corporate advertising. Most companies spend money on advertising (e.g., print, radio
and TV). A company may be willing to use its advertising dollars to help pramnote
health care coverage message and your state’s program. For example:

Print. A company that buys regular ad space in your local newspaper may be willing
to include a health care coverage message and the hotline number in its
advertisement. Or, the company might provide space in its in-store cirautar f

print PSA.

Radio. A company may be willing to sponsor a radio message for your state
program or provide free (public service) ad time for your organization as pest of
regular ad buy.

TV. A company can ask the TV stations with which it does business to provide
airtime for a PSA. For more information on PSAs, please visiCtwering Kids&
FamiliesWeb site atvww.coveringkidsandfamilies.orgto download th&€overing
Kids & FamiliesGuide to Placing Public Service Announcements.*

In-store advertising. Many companies have video monitors and public address
systems that can run public service announcements for your state program.

* Note: Public service announcements (print and television) and public service
announcement scripts for radio are available througRtwering Kids& Families
Communications Team at GMMB. Call (202) 338-7227 or e-mail
coveringkidsandfamilies@gmmb.céon more information.
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Internal Outreach

Audience: The audience for internal outreach is a company’s employees or the members
of a chamber of commerce, business association or trade association.

Activities: Internal outreach activities take place within a company and are not visible to
the general public (e.g., paycheck inserts or posters in break rooms).

Benefits: The benefits to companies for internal outreach do not usually involve public
recognition and often are not tangible (e.g., employees feel more loyaltyotapany
because the company informed them about available health care coverage &biltrem).

Outreach Ideas:

Paycheck inserts A company can distribute a health care coverage message in
employee paychecks. A sample of a customized paycheck insert is available in the
Resourcesection.

Postersand fliers. Posters promoting available low-cost and free health care coverage
for children can be displayed in employee break rooms. Companies can alsogiace fl

in break rooms or in employee welcome information packets. Customized poster and

flier samples are available in the Resousedion.

Employee newsletter A company can include an article on the importance of health
care coverage and information about available low-cost and free health casgeove
programs for children in its employee newsletter. An employee neevdiethplate is
available in the Business Template Materssstion.

Employee Health Fair Day Many companies sponsor employee health fairs. A
company may be willing to provide you with booth space at no cost.

Tips:
Companies are interested in participating in outreach activities theasydo
implement. Companies will factor in the time and resources that will be needed
before agreeing to participate. Be sure to stress the availability plates and
materials, especially if they can be customized to include a compagy's |

Do not immediately offer to provide outreach materials to a company for free.
Companies may be willing to pay for the production and distribution of promotional
materials. Larger companies often have in-house printing and distribution system
place. If you provide the template, many companies will handle the production and
distribution.

A good way to present different outreach activities to a company is to provide a

menu of options. It is not necessary to inclederyoutreach option. In fact, such a
list may be overwhelming for the company.
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Step 6: Making Contact

The most important step in the business recruiting process is to find the best person to
approach at a company. Getting a foot in the door is often the hardest part ofsdousines
recruitment. You should expect to make more than one phone call to a company to reach the
best contact.

Getting a Foot in the Door

The best place to start your search for a company contact is your netveotleagjues,
friends and family. Once you have your business recruitment list, ask peopl&iny
organization and network if they know anyone at any of the companies on your list.
Personal contacts are invaluable because they can help you navigate throughng’sompa
layers to find the most appropriate contact person. You may find that someone in your
network is a close friend of the company contact you need to reach.

If you are unable to find a contact through your personal or professional networkjtbtart
a company’s community relations department. Community relations stafbers
understand the media potential and goodwill that community involvement can bring to a
company. For smaller businesses, the owner or general manager is iigubdgttperson to
contact However, every company is different, so any of the following contacts myyune
first point of entry:

Community Relations - Responsible for a company’s community involvement
activities

Corporate Relations- Responsible for business-to-business relationships and corporate
sponsorships

Public Relations- Responsible for handling a company’s external communication;
often the same as community relations

Human Resources Responsible for employee benefits
Owner (smaller businesses) Responsible for running the business

General Manager (smaller businesses)Responsible for day-to-day operations
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Preparation and Practice
After you assemble recruiting information, it is important to think through andgeacur
approach before contacting a company. Preparation and practice tips include:

List your core message points on papeilhese are the most important points that you
want to emphasize with a prospective company:

Statistics Use the statistics that will be most compelling to a particular company.
For example, if you are reaching out to a Hispanic-owned business, include Latino
health care coverage statistics.

Income eligibility. Use a dollar figure instead of the percentage above the federal
poverty level (FPL) (i.e., a family of four making up to $38,000 a year may be
eligible).

Low-cost or free Explain the differences in your state, if applicable.

Coverage benefitsindicate the benefits that are covered by your state program
(e.g., health care provider visits, prescriptions, hospitalization, vision carel, denta
care).

No cost to businessed his is very important to clarify with prospective business
partners.

Create additional “pitch” points . Your pitch points are the persuasive reasons you
present to a company to encourage its participation.

Event/activity description, if applicable. For example, a Back-to-School

Campaign event would be attractive to many companies. Be prepared to describe
your event plans and how a company could participate. For more information on
planning a Back-to-School Campaign event, please visCtivering Kids&
FamiliesWeb site atvww.coveringkidsandfamilies.orgto download a copy of the
Covering Kids& Families Back-to-School Campaign Action Kit.

Examples of events and activitiesShare examples of outreach activities that may
be of interest to a company. Your company contact will be better able to wesualiz
the company’s involvement if they have a clear understanding of the diffepest ty

of outreach activities taking place. But be careful not to highlight events sponsored
by the company’s competition. For example, if you did a successful promotion wit
Target, you may not want to use this as an example if you are approaching Kma
For examples of successfobvering Kids & Familiestate outreach activities, see
the_Promising Strategiesection.

Results and highlights Tell your contact about the results of previous outreach
activities. Share statistics about the amount of media coverage garneredl,ass w
the number of people who participated, hotline calls made and applications
distributed.
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Special connection pointsLook for special points of connection between a
company and children’s health care coverage. For example, if a company you
approach is interested in education issues, you may highlight the research on how
health care coverage impacts school attendance and readiness to learn.Hexyplai

a company’s involvement in Back-to-School Campaign outreach activities can
complement its existing commitment to education by making sure kids areyhealt
and ready to learn.

Practice your pitch points out loud The more comfortable and natural you sound in a
conversation or meeting, the easier it will be to interest a company in woritmgou

on outreach efforts. The process will become easier the more often you flerieath
business conversation or meeting, take a minute to think about the points that resonated
the most and the questions asked and adjust your pitch accordingly.

Contacting Businesses

Once you have identified a contact person and given thought to your approach, you are
ready to start recruiting. You can approach a company by phone, by letigreson, or

use a combination of all three. It is necessary to take your staff resouccesnsideration

to determine the best approach for your organization.

By phone Contacting a company by phone is the fastest recruiting method. It may take
few calls to find the right contact, but once you have found that person, the process can
move quickly. A sample phone script is available in this section. Phone tips include:

Schedule a time for a phone call with your contactScheduling a time to talk with

your company contact not only helps you prepare but shows them that you respect the
time. Recruiting calls last from five to 10 minutes, on average, depending on thstintere
the contact shows and the questions they ask.

Be prepared Have your core program and recruiting points in front of you when you
make your calls. The points will help you stay focused.

Practice the message you will leave on voice mail if the contact is not aval&ab
Speak clearly, keep the message brief, and leave your name and phoneatuh&er
beginning of the message the recipient does not need to listen through the entire
message a second time to retrieve your contact information.

Use a conversational tone and show your enthusiasio not read directly from your
core points. Explain your program briefly in simple terms. You can fill in detads la
You should also convey your excitement about the opportunity to work with the
company you are calling. Smile when you are talking—it will make your cbntare
inclined to listen.

By mail. A letter is the most traditional form of business contact. Template latters

available in the Business Template Matergdstion. A letter allows you to think carefully
about the messages you want to convey to a prospective partner. However, companies are
inundated with paper, so it is important to follow up on your letter. Tips for writingp&ssi
outreach letters include:
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Personalize your letters Avoid sending a generic “Dear Business Leader” letter. A
generic letter will end up in the recycle bin.

Keep your initial letter short and concise Your letter should introduce your contact to
your health care coverage program and convey your interest in working wiith the
company on outreach efforts. The letter should be one to two pages.

Close your letter by letting the reader know when you will follow upBe proactive in
your letters. Do not close a recruiting letter by asking the person to cootact y

In person. While you may not have time to meet with every company or association on
your list, attempt to meet with your top choices. A face-to-face meetingeisfdhe most
effective ways to focus a company’s attention on children’s health careagevend the
need for and benefits of its participation in outreach efforts. Meeting tipgigicl

Confirm your meetings. Call the day before or the morning of the meeting to confirm
the meeting time. Double-check who will be attending so you can bring the appropriate
number of materials.

Confirm equipment needs.If you are planning to show a video, PowerPoint
presentation or overhead presentation, confirm that the equipment/power outlbes will
available. A template PowerPoint presentation is available for download Gottezing
Kids & FamiliesBack-to-School Campaign Action Kit at
www.coveringkidsandfamilies.org You can also order outreach videos from the
Covering Kids & FamiliesVeb site or by calling the Communications Team at (202)
338-7227.

Begin the meeting with a thank you and your askBegin a meeting by thanking the
business representatives for meeting with you and confirming the amounedhgy
have available for the meeting. It is important that you respect peopie’sitid do not
exceed the amount of time allotted to you. Let them know early on what exactare
asking of them. Discuss several outreach opportunities so they have a choice.

End the meeting with next stepsEnd your meeting by summarizing the key points and
any next steps that were discussed, and thank the business representalieesifoet

Leave information behind. Even if you have already sent an information kit, leave
behind sample materials with the business representatives.

A note on e-mail.E-mail correspondence is becoming an acceptable method of business
communication. However, for business recruiting purposes, a letter is the rendedn

form of written communication until a relationship with a business contact isisk&bbr

a contact has indicated a preference for using e-mail. Unsolicited esaen easier to
ignore than an unexpected letter.
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Sample Phone Script

I. MAKING THE CONNECTION

Hi, this is [NAME] with [ORGANIZATION].
[NAME] gave me your name and suggested | speak with you about a project tht
[ORGANIZATION] is working on that may be of interest to [COMPANY]. Dowy
have a few minutes right now to talk?

Great. Are you familiar withNIEDICAID/SCHIP PROGRAW?

Tips:

Whenever possible, reference a contact name in your introduction. This includes
anyone at the company who may have helped you by providing you with a contact
name: Beth Smith in the human resources department gave me your name.”

Make sure your contact has time to talk. If it is not a good time, ask them when you
can call back. You may need to push this pdistthere a convenient day and time
when | can call you back?” “Would you like me to call your assistant to set up a
call?” Try to avoid letting them call you back—they rarely do. If they suggest this
option, wait a week and then try them again. You do not want to be too pushy, but if
they have not called you back within a week it usually means they do not plan to call.
You should try one more time. Approach this callback gefithgally appreciate

your time; | know this is a busy time of year for yoou can also ask them if there

is someone else in the company with whom you should speak.

Be prepared to leave a voice-mail message. Remember to leave youmadame a
number at the beginning of the message and keep the messagél bisors:

[NAME] with [ORGANIZATION]at (XXX) XXX-XXXXEnunciate the number

clearly and slowly; many of us tend to speak too hurriedly on voice recordieghk.)
Smith gave me your name and suggested | speak with you about a project that we're
involved in that may be of interest to [COMPANY]. | will try to reach you again later
in the day [OR OTHER SPECIFIC TIME]. | look forward to speaking with you

soon.”

II. WHO YOU ARE AND WHAT YOU WANT

[ORGANIZATION] is working with businesses and organizations in the commurjity
on outreach efforts to connect uninsured children to [LOW-COST OR FREE] hgalth
care coverage througMEDICAID/SCHIP PROGRAM
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WHO YOU ARE AND WHAT YOU WANT (continued)

[COMMUNITY/STATE]. Most of them are eligible fol[EDICAID/SCHIP
PROGRAN, but their parents may not know it. A family of four earning up to [$
a year or more may be eligible for [LOW-COST OR FREE] healthaarerage for
their children. Many working parents assume that because they work, thaéiechil
are not eligible forfMMEDICAID/SCHIP PROGRAM

There are [# OF UNINSURED CHILDREN] uninsured kids in >L
]

Our goal is to reach eligible families and help them enroll their children in

[MEDICAID/SCHIP PROGRAMWe would like [COMPANY] to help us! [ADD
SOMETHING COMPLIMENTARY ABOUT THE COMPANY, SUCH AS THE
GREAT WORK IT HAS DONE WITH ANOTHER GROUP OR ITS SUPPORT (F
HEALTH AND/OR CHILDREN AND FAMILY ISSUES/CAUSES].

In [TIME FRAME/MONTH], [ORGANIZATION] is planning a Back-to-School
Campaign outreach and enrollment drive [OR ANOTHER EVENT/ACTIVITY]. We
will be kicking off our Back-to-School Campaign on [DATE] with a news confergnce
at [LOCATION]. This event will be followed by a series of outreach aatiwit
throughout the month. I'd like to talk to you about ways that [COMPANY] could
participate in our Back-to-School Campaign and help us connect more kids to the
health care coverage they need.

For example, [COMPANY] could display outreach posters in its stores during t
month of [MONTH] or host an outreach and enrollment event. [PROVIDE A FE
SAMPLE IDEAS THAT ARE APPROPRIATE TO THE COMPANY. SEE THE
SAMPLE PROPOSAL IN THE BUSINESS TEMPLATE MATERIALSECTION
FOR MORE OUTREACH IDEAS.]

Is this something that would be of interest to [COMPANY]?

Tips:

Tailor your program description to the person’s knowledge. If they are famuitia
Medicaid and SCHIP, spend less time on the program description and emphasize the
point that many parents do not realize that their children are elijiinbeglad

you’'re familiar with[MEDICAID/SCHIP PROGRAMand the services it provides.

Our challenge is reaching eligible families that do not know about the program or
think their children are not eligible. For example, a family of four earning up to

[$XX] a year or more may be able to get health care coverage for their children.
Working families often assume that their children are not eligible.”

Keep your descriptions simple and avoid using terms or acronyms that your contact
may not be familiar with, such as the federal poverty level (FPL).
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Do your homework on the company so that you can highlight a related issue or cause
it supports or recognition it received for its work in the community. For example,
“[COMPANY]’s commitment to children through its work with the Children’s

Miracle Network is impressive. It's one of the reasons we think [COMP As¥Id

be agreat partner on outreach efforts to get uninsured children in our community
connected tMEDICAID/SCHIP PROGRAM

Look for the best connecting points with a company. For example, if you are pitching
a company that sells school supplies or clothes, connect the importance of health ca
and readiness to learn with the campaign’s goal of putting health caregmweera
family’s back-to-school checklist. If you are speaking with a companyhtsa tie to
sports and athletics, mention tGevering Kids& Families research finding that

relates to sportsDid you know thabne out of five parents of eligible, uninsured
children has kept or would keep their children out of a sporting or athletic event
because of fear that they might get injured and have no way of being #¥ated
company can help connect these kids to health care coverage so they can participate
in sports and athletic eventsFor helpful facts and figures, see the Resources

section.

Have two or three outreach ideas ready to share with your contact during your
conversation. Providing examples gives your contact tangible ideas for dutreac
activities and a better sense of how they can participate.

Don't forget to make “the ask.” During this first call, your objective isnd fut if
your contact is interested in learning more and getting involved, not to confirm a
company’s participation. Most people will want you to send additional information
that they can review before making a decision.

ADDITIONAL POINTS YOU CAN WEAVE INTO A CONVERSATION

To make your involvement easy to implement, we have fliers and applications that we
can provide to each store. [USE SPECIFIC EXAMPLES.]

We plan to recognize the businesses and organizations that participate in ouw-Back-t
School Campaign in our media materials and at our kick-off event on [DATE].
[SHARE A FEW OTHER SPECIFIC BENEFITS WITH THE COMPANY ]

[ORGANIZATION] is interested in building a partnership with [COMPANY]eW
are different from many other organizations in that we are not seeking sgmsorg
dollars. Instead, we are interested in exploring how [COMPANY] can usestsgx
communications channels, such as your company newsletter, Web site or [INC‘UDE

A FEW EXAMPLES SPECIFIC TO THE COMPANY] to help us reach eligible
families with important health care coverage information.
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Tips:

Stress the ease of involvement for a company. The easier it is for a comeny
involved, the more likely it will agree to participate. Let your contact knouf
plan to provide outreach materials. If you want a company to produce its own
outreach materials, let your contact know you have template materiatsuthiae
customized with the company logo.

Companies are accustomed to being asked for money. If you are not asking a
company for a contribution or a sponsorship fee, let your contact know up front. They
will be surprised and happy!

Pay attention to the flow of the conversation. Be prepared to talk about some of the
benefits the company will receive by participating. If your contacs do¢ ask you
about the benefits associated with the company’s involvement, you may want to
weave this information into your conversation. This lets your contact know that you
are thinking of the company’s interests as well as your own. For exdimple,

addition to thinking about different outreach ideas on our next call, we can also
discuss the benefits of your company’s involvement, such as having a banner and
signage at the kick-off event and inclusion of your company’s name in our media
materials.”

IV. WRAPPING UP THE CALL

Thank you for taking time to speak with me today. I'm very excited to explore t%la
possibility of working with [COMPANY].

Is there anyone else in the company that you would like me to talk to about this
project?

Is there any additional information | can provide?

When would you like me to follow up with you? Later this week, next week? [THY
TO CONFIRM A DATE AND TIME BEFORE YOU GET OFF THE PHONE.]

If you have any questions or need further information before our next call, psh
or e-mail me. [PROVIDE CONTACT INFORMATION. USE YOUR DIRECT
PHONE LINE IF YOU HAVE ONE.]

Tips:

Before you end your call, be sure you have a next step, such as settingoa yatie f
next call, sending program information or setting up a meeting.

If your contact was made through a friend or colleague, keep them in the loop about
your progress.
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Step 7: Following Up

To successfully engage companies in outreach efforts, you will need to followsup. It
important to follow up with your contacts after each interaction. Do not wait for them t
initiate the follow-up. Keeping in touch with your contacts and moving the relatppshtess
forward isyour responsibility.

Follow-Up Tips

Send a thank you If you talk to a business contact by phone or meet in person, be sure to
send a formal thank you letter along with follow-up materials, if applicakifeer@hank
you tips include:

Send a thank you letter as soon as possible (within two days). The letter can be short.
A brief paragraph is appropriate. If the follow-up information will take longer than t
days to prepare, send the thank you letter separately and indicate in thiadetter t
additional information will be arriving soon.

If you attend a meeting with multiple participants, send a thank you lettethe

follow-up materials to your primary contact and short thank you letters to the othe
meeting attendees.

Once a business relationship has been established, handwritten thank you notes or e-
mails are acceptable.

Customize follow-up materials Use the information that you gathered from your business
conversation or meeting to customize follow-up materials. For example, if a cpmpa
contact expresses an interest in a particular type of outreach activityelte snention the
activity in your follow-up materials.

Confirm receipt of correspondence and materialsThis is a professional courtesy. You
can leave a voice-mail message, send an e-mail, or speak with your cadsistant to
confirm their receipt of items you have sent.

Provide a proposal if requestedSome companies may ask for a written proposal. Be sure
to ask if the company has guidelines for proposals. Always keep the document acomeise (
to three pages). A template Proposal is available in the Business Templatalsia

section.

Establish a rapport with your business contact’s assistant or secretanAssistants are
often gatekeepers for business leaders. Be sure to learn the name of yous loositaes's
assistant and be cordial when you call. An assistant can help keep your program on the
boss’ radar screen.

When a Company Says “Yes”

Confirming a business commitment in writing will provide you with an importaeteate
document.
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Confirmation of participation letter . A confirmation of participation letter can be used
for simple outreach efforts (e.g., a company agrees to place an articlgainosiate’s
program in its employee newsletter). The letter should thank the companydemago
participate in outreach efforts and indicate what the company has agreed to dweand w
the activity will take place. A sampt®nfirmation of participation letter is available in the
Business Template Materiadection.

Letter of agreement For business outreach activities that involve more detail, a letter of
agreement is a useful tool. A letter of agreemahthelp ensure that the agreed-upon
activities are properly implemented. The letter should outline each peotyisiitment,
clarify responsibilities and provide a timeline with applicable deadlinesmplsdetter of
agreement is available in the Business Template Matsgeatson.

When a Company Says “No”

Remember that it is not about you A company is saying “no” to your
program/project/event—not to you as a person. Most companies have a form lgtter the
send to decline involvement in community events or activities. If you receivpa@nsssin
person or by phone, you may still receive a form letter. The letter is thelotenpany
response to your request.

Keep your contact information. If a company that you would like to work with declines
to participate, keep your contact’s information on file. There may be an opportunity to
approach them in the future. You should consider sending your contact a summary of
highlights and results from your outreach activities to pique their intierette future.

Look for opportunities to turn a “no” into a “yes.” The key to a “no” follow-up
conversation is to indicate that you have heard the initial “no” and thank your camtact f
considering your requebeforeexploring other opportunities to work together. Once you
acknowledge their answer and thank them for considering your request, you ckn deci
whether or not to gently let the contact know that you would be interested in exploring
opportunities to work together at another time, thereby presenting a new chance fo
company involvement.
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Step 8: Building Business Relationships

Every company can play a role in reaching families with important hea#tcoaserage
information. However, not every company you work with will evolve into a long-term
relationship. As you begin to engage companies in outreach activities, ydmavthhat some
companies are better suited to your project and more interested in makingiertong
commitment to children’s health care coverage. Approach business recruiting kiioating
these efforts will yield different levels of commitment from companmesg@ioritize your
relationship-building time accordingly.

Relationship-Building Tips

Keep in regular contact with your business partnersTo build long-term business
relationships, it is important to think of these relationships as year round. Make sure
companies know who from your organization is managing the relationship. Stay informed
about companies’ marketing and community relations objectives and any newvagh-le
appointments.

Build a deep company “bench.”In today’s business environment, things can change
quickly. Your company contact could be promoted, move to another division or leave the
company. It is important to build relationships with more than one person in a company to
ensure that the work between you and the company will continue even if youryprimar
contact changes. Keep in mind that you are establishing a relationship witimpany, as

well as the individual. Both relationships are important.

Collect and share resultsRemember that companies are results oriented. Companies will
be interested to hear how their outreach activities have helped to increabetiitagecalls,
application requests and the number of children enrolled in health care coveragenprogr
Tangible items, such as copies of news clips, are also of interest. When possibify, quant
the results (e.g., the number of families attending an outreach event or dtegtioincof a
newspaper that runs a print public service announcement).

Share family stories Family stories can demonstrate the importance of business
participation and the difference that companies can make in people’s lives. Fptesxam
telling a drug store chain the story of a parent who learns about availalltedazal
coverage at an outreach event at a local store and subsequently enrolls their ishéldre
powerful way to reinforce the importance of the company’s participation.

Solicit feedback In addition to participating in outreach efforts, the business community
can serve as a valuable sounding board for new ideas. Soliciting feedback andideas fr
your partners will help them feel more invested in working with your orgion.

Further engage businesses in your organization’s activitie€onsider inviting

companies to attend events or asking them to speak about their outreach actavities at
meeting or conference.
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Recognize your business partners year roundn addition to the recognition a company
receives for its participation in a particular outreach activity, theretaer ways to
recognize business involvement year round.

Incorporate a business outreach “talking point” when speaking publicly about your
organization and Medicaid and SCHIP. Use various company examples to provide
additional visibility to companies working with you.

Include a quote from a company representative in an outreach brochure or other
promotional materials.

Ask a company representative to serve as a spokesperson within the business community
for your local health care coverage program.

List participating companies in outreach materials (e.g., a fact strekn your Web

site.

Be sure to provide copies of these materials, speeches and news clips to yous busines
partners. For additional ideas, see Step 9: Working with the Media

Strengthen your relationships.An important part of building a business relationship is
getting to know your company contact.

Start your calls or meetings with a minute or two of light conversation.

Send your company contact a holiday card.

Send a handwritten note to your contact if you see an important article about the
company in the paper.

Send your contact’s boss a letter telling them how much you enjoy workingovir
contact.
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Step 9: Working with the Media

This section serves as a guide to conducting outreach specifically to the bussss# pr
builds on what you already know about media outreach in general and gives you the
information and tools necessary to be successful in working with this niche of reporte
media outlets. For more information on media outreach, downloa@awering Kids &
FamiliesBack-to-School Campaign Action Kit atww.coveringkidsandfamilies.org

Make the Most of Your Business Partnerships

Your new business partnerships open up many new opportunities for media outreach. From
announcing a partnership at a news conference to jointly submitting an op-ed to gbur loc
newspaper, there are many ways you can leverage your business padrierabhgment your
media outreach efforts. For your new business partners, media coverage cartibelarfyar
critical component of the partnership. Positive exposure in the media is one of thaysett w
show a company that its involvement with your organization is valuable to its ksisines

Objectives
- Use business partnerships to bring additional media attention to Medicaid and SCHIP.

Show the benefits of working with your organization by generating positive expogtes
media for your business partners.

Persuade other companies to join your outreach effort.

A Smooth Partnership

Most companies have public relations or community relations offices or someong Wwho i
charge of that aspect of the business. When planning an event or media outreagtwattiait
new business partner, enlist the help of your partner’s public relations profésdgyna
coordinating your media outreach efforts, you will improve your chancescogess.

There are a few things to remember when working with your business partners

Always cite the company’s name according to the company’s speafisailany

companies have both a formal name and a name that is used colloquially. Consult your
business partner about the correct way to refer to the company both in writing and when
speaking.

Determine who is going to serve as the spokesperson for the company when speaking about

the partnership. Confirm the spokesperson’s title and the correct spelling ofatimer

Be sure to get a signoff from your business partner on all materials thiamiée
company name, the spokesperson or the partnership.

Provide talking points for the company’s spokesperson when they speak publicly about the

partnership.
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Keep your business partner informed about the results of your outreachlaffprts/iding
materials and news clippings. Reinforce your relationship with photographsrirstaore
enrollment events and stories of families that are now enrolled as a rebatooimpany’s
participation.

Develop Your Message

Before you conduct media outreach related to your business partnershipsticaisticat you
determine your message. While connecting uninsured children to low-cost aneditbechre
coverage remains the major component of your message, you will need to explain the
importance of your business partnerships and how they will help connect kids to health ca
coverage.

In addition, it is important to consider the audiences of business news outlets. Beyond the
general business audience, the business press also reaches businesandanbénion leaders
in the community. Therefore, speaking to the business press is an indirect way ofgspeaki
an influential group of people whose support for your programs could be critical. Tell your
audience why the business community is supporting your outreach efforts and whyexbnti
support for these programs is good for the community.

Your messages about business involvement in your outreach efforts should becomealn integr
part of your overall message. Whenever you speak publicly about your program, loe sure t
mention the involvement of your business partners.

Opportunities for Media Coverage

There are many ways to take advantage of your business partnershipsaé@agportunities
for media coverage. Work with your new business partners to determine what level of
involvement they would like to have in both business and general media outreach efforts

Here are some media outreach activities to consider:

Issue a press releaséf. you do not have the resources to organize a news conference, be
sure to issue a press release announcing the partnership. Major partnerships should be
announced publicly. A press release formalizes the partnership by putting iting \arid
informing the media. Be sure to share draft press releases with busineesspér

template News Advisory and Press Release can be found_in the Business Template
Materialssection.

Submit a joint op-ed to your local newspaper or a drop-in article to a trade

publication or newsletter. Instead of holding a news conference, you can announce your
partnership via an op-ed or drop-in article in your local newspaper, a tradeapablior a
business newsletter. You can write a joint op-ed with your business partner,aanyou
draft one yourself then give it to your partner for approval. A template Op-ed apdrDr
Article can be found in the Business Template Matesaétion.

Organize a press conference to announce your new partnershifgnnouncing a new
partnership gives you an additional opportunity to speak publicly about low-cost and free
health care coverage for children and highlight how outreach efforts are exgpariiti
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the help of the private sector. There are many things you can do to make the news
conference interesting. For instance, hold the event at your business parfroessonf

one of its stores and provide the press with a list of the planned outreach adfivitees.
company has agreed to make fliers available to customers, then show a sampliéeof the f
If the company has agreed to hold in-store enroliment events, announce the dates. In
general, you want to provide as many specifics about the partnership as péssibiere

tips on organizing a press conference, downloacthering Kids and FamilieBack-to-
School Campaign Action Kit atww.coveringkidsandfamilies.org

Hold a kick-off enrollment event. If your business partner has agreed to host enroliment
events, consider making the first one a kick-off event and inviting the media. Without

holding a full-blown news conference, you can have a few speakers makerbagfg¢o

initiate the event and then follow up with one-on-one interviews with the press. Try to have

a photographer on hand so you can submit photos to the press. Be sure to promote the event
heavily. Since the media will be there, you will want the event to be well atteiraded.

more tips on organizing an enrollment event, downloadCtheering Kids and Families
Back-to-School Campaign Action Kit aiww.coveringkidsandfamilies.org

Include your business partner in your other media event3Vhenever you are planning
a media event, include your business partner. For example, if you are planmiokr@B
School Campaign news conference, work with your business partner on waybet can
involved or recognized.

Media Tools

The media tools you use to conduct general media outreach are the same onesoyou use t
conduct outreach to the business press. Templates of these tools can be found in the Busine
Template Materialsection. These tools include:

News advisoriesA news advisory is used to inform the media about a scheduled news
event. It includes enough information to convince the media to show up at the event but
does not reveal the “news” to be announced. It contains necessary details, including a
description of the event, where and when it is taking place, and who will be panigigati
news advisory is typically e-mailed or faxed to the media three to five day= laef event
and is then resent the day before the event and again the day of the event. &lloayspf
with phone calls to the media to encourage them to attend.

Press releasesA press release contains the news you are announcing. It should be
distributed to the media at the event. Following the event, it should be widely distribute

the rest of the media on your press list. If you would like to make an announcement without
holding a press conference, a press release can serve as the vehicle fongoncement.

Drop-in articles. A drop-in article reads like a news story but is authored by a local leader.
It can be sent to local community newspapers, organization and business neyalatte
relevant Web sites. Usually, these types of publications request a lead tintevedéeks.

Op-eds.An op-ed contains both news and opinion. It should be sent to the editorial page

editor at your local newspaper. Each newspaper determines its own lengtémeds,

but, typically, op-eds are 400 to 500 words in length. Follow up with a phone call to the
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editorial page editor to reinforce your points and the significance of running theeinp-e
the newspaper.

Talking points. Talking points should be used by spokespersons so that there is a
consistent message. They should be used by your business partners and anyone in your
organization who will be speaking to the media or in other public venues. Talking points
can also be used when trying to interest a reporter in a story or when conducting an
interview.

Expand Your Outreach to the Business Press

Business partnerships give you the opportunity to approach a new set of remokieedia
outlets about your partnerships and Medicaid and SCHIP. The first step is to develop a
business press list so that you can target reporters and news outlets thdttecbusimtess
community. The press list should include the following:

Business section reporters and editor®Almost every newspaper has a business section
and reporters who cover business issues or general issues as they relate tngb®e bus
community.

Business newspapers’ assignment editors and reportefSome media markets have
newspapers dedicated entirely to business issues.

Radio and television business beat reporter#lany television and radio stations have
business beat reporters and devote a section of their daily newscasts to busisess ne

Local trade publication editors. Trade publications exist for almost every industry and
are typically well read by those involved in a particular industry.

Business newsletter writersNewsletters are regularly published by organizations
representing the business community, such as chambers of commerce and Rbgry C

Call each media outlet to find the appropriate media contact using the falving guide:

NewspapersCall the newspapers on your current press list and ask for the names of the
business editor and the business reporters. If you developed your press listrfeatia a
directory, the same directory will list business newspapers. Call and fintctloertd is a
reporter assigned to cover business activities within the community.

Radio. Ask for the business news reporter. If there is no specific person assigned to the
business beat, ask for the news director. Ask if the station covers business news and who
should be contacted regarding local business news.

TV. As with radio, ask for the business news reporter. If there is no specific person
assigned to the business beat, ask for the news director and inquire who should be
contacted regarding local business news.

Local trade publications/business newslettersf possible, work with your business
partners to develop this part of your list. They are likely to be on numerous miaiisnpt
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publications and newsletters that you could potentially target. In addition, your local
chamber of commerce might be able to provide suggestions on local publications.

Web sites.Many newspapers also have a presence online and, in many cases, have a
separate editorial staff assigned to produce news for the Web site. Caticandtfif there

is a reporter assigned to cover business news for the Web site. Also, meduiegdst
additional business Web sites with original editorial content. Call these Véslani ask

to speak with a reporter who covers local business news.
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Promising Strategies

This section includes several state and local examples of successinhsgips thaCovering
Kids & Familiescoalitions that have developed with their local business communities. In the
following descriptions, grantees share their success stories and the lesgdeartiesl in their
experiences with various types of businesses. To demonstrate how businesshgbatare

built on a larger scale, four natior@bvering Kids & Familiepartnerships are also highlighted.

State Covering Kids & FamiliesPartnerships

Connecticut Covering Connecticut’s Kids, with the assistance of the nat@onatring Kids &
FamiliesCommunications Team, built a partnership with ARROW Pharmacy to place
information abouHUSKY health care coverage in shopping bags andhdSKYinformation
in English and Spanish in every ARROW Pharmacy store in Connecticut.

Idaho- Healthy Outcomes for Youth (HOY) teamed up with the Boise Chamber of Commerce t
distributeldaho CHIPinformation to the chamber’s 5,200 member companies.

New Mexico- New MexicoCovering Kidsdeveloped a relationship with the El Paso Electric
Company in Dofla Ana County to provide detailed information adeut MexiKidgo its
customers.

North Carolina North Carolina Health Choice for Children developed a partnership with Kmart
to increase awareness of Medicaid and SCHIP. During its first yegrattmership involved

only one Kmart store. In the second year, outreach events expanded to include teegsral s
throughout the state.

Texas- Covering Kids & Familiesn Houston forged a beneficial partnership with ClearChannel
Communications, the largest displayer of outdoor advertising in the country. tAs e
partnership, ClearChannel Outdoor has donated billboards displaying information about
TexCare

National Covering Kids & FamiliesPartnerships

Capital One Capital One, a diversified financial services company, contacted thet Réded
Johnson Foundation after hearinGavering Kids & Familiedealth care coverage message
sponsored by the Foundation National Public Radio. Capital One has been a corporate partner
for three years.

Giant— Covering Kids & Familieseveraged its relationship with the National Association of
Chain Drug Stores (NACDS) to negotiate a partnership with Giant Food, which ialaemef
the association. Giant has been a corporate partner for five years.

H&R Block - TheCovering Kids& FamiliesCommunications Team built a national partnership
with H&R Block, a diversified company with subsidiaries providing a wide rafdaancial
services and products. The partnership involved several different elemenidinggromotion

of the toll-free 1877)KIDS-NOW number on the company’s personalized Just forfivaumncial
advice form.
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Major League Soccer (MLS)Covering Kids & Familiesvorked with the Sports Philanthropy
Project to facilitate a partnership betwéaovering Kids & Familiesand Major League Soccer
(MLS), which is comprised of 12 professional soccer teams.

2005 Back-to-School Corporate Partnefishis section highlights the corporate partnerships for
the 2005 Back-to-School Campaign.

For more information on forming partnerships with corporations, contaGdhering Kids&
FamiliesCommunications Team at (202) 338-7227 or via e-mail at
coveringkidsandfamilies@gmmb.com.
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State Covering Kids & FamiliesPartnerships

Connecticut

Covering Connecticut’s Kids, with the assistance of the nati©oatring Kids & Families
Communications Team, built a partnership with ARROW Pharmacy to place infenmadbut
HUSKYhealth care coverage in shopping bags andipdSiKYinformation in English and
Spanish in every ARROW Pharmacy store in Connecticut. In addition, ARROW rarpadell-
public service announcement (PSA) in the ARROW Pharmacy & Nutrition CeNmuisGuide
for Better Health booklet.

The Covering Kids& FamiliesCommunications Team set up the partnership with ARROW
Pharmacy during the 2001 Back-to-School Campaign. Covering Connecticut'edétiisd with

the Covering Kids& FamiliesCommunications Team via telephone and e-mail to design the
PSA, and with ARROW'’s assistant vice president of retail marketingabzinthe details of its
dissemination. Information abollUSKYwas featured on the inside back cover of the guidebook,
which is circulated to an estimated 70,000 physicians, pharmacists and ARR@Werssin the
state.

With minimal effort, Covering Connecticut’s Kids reaped outreach rewardsnpyystaking
advantage of a partnership established by the nat@madring Kids& FamiliesCommunications
Team.
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Also in Connecticut, customers at Shell gas stations across the state &gt SKYas they
pumped their gas as a result of a partnership formed between Shell and Coveringi€iaisnec
Kids. There are 21 Shell stations in Connecticut that display video advertisahrenigh a
television monitor built into every gas pump. Covering Connecticut’'s Kids contheted t
advertising agency that manages the video on behalf of Shell. The agency’s iobmtiaation
was printed on a sticker that was located on each gas pump for inquiries abousiagwantthe
Shell network. After one phone call to the advertising agency, the agencyg sgpsatner with
the coalition in its Back-to-School Campaign by broadcastidy@8KYPSA at Shell gas stations.

The agency needed a 15-second PSA, rather than the original 30-second verdiemtairial
Covering Kids& FamiliesCommunications Team had produced. Within a few weeks, the
Connecticut coalition and the natior@dvering Kids& FamiliesCommunications Team
abbreviated the PSA to 15 seconds. During the 2002 Back-to-School Campaldid kK& PSA
appeared at Shell gas stations that serve an estimated 1.5 million customsyatper

For more information, please visit the Covering Connecticut’s Wdb site at
www.ctkidslink.org/covering.html.
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Idaho

Healthy Outcomes for Youth (HOY) teamed up with the Boise Chamber of Commased

fliers onldaho CHIPto the chamber’'s member companies. In addition, fliers promoting a
Covering Kids& FamiliesBack-to-School Campaign event, where parents could sign up their
children during their lunch hour, were sent to 5,200 chamber member businesses to post on their
bulletin boards. The Boise Chamber of Commerce also featured an articlédabauCHIPin

its newsletter.

To initiate the partnership, HOY contacted the chamber’s marketing depar&ftenseveral
discussions with representatives from the chamber, HOY formalized tinensaip by creating a
customizeddaho CHIPOutreach Toolkit specifically for the chamber. The toolkit included a
sample application, a brochure and a poster with tear-off sheets. HOYeasedca request form
to make it easy for companies to request brochures, posters, presentationsiceqspdind other
materials by e-mail or fax.

HOY learned some important lessons through this and other partnerships. The moanimport
lesson is that many companies are just not aware of what they can do to help wih SCH
outreach. By offering companies specific examples of ways they capanate SCHIP outreach
into the work they are already doing, HOY demonstrated to the companies thedrihegke a
real difference with little extra work on their part.

HOY determined that the key to a successful partnership is follow-up. It istampty maintain
regular contact with companies and provide them with updated information on the program
Many companies do not have time to become involved in coalition meetings, but theyaapprec
updates and telephone calls. Follow-up is also a way to determine whether the eesmpadi
more materials for distribution.

For more information, please visit the Idabovering Kids & FamiliedVeb site at
www.mtnstatesgroup.org/children.htm
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New Mexico

New MexicoCovering Kidsdeveloped a relationship with the El Paso Electric Company in Dofia
Ana County to provide detailed information abbdlgw MexiKidgo its customers. El Paso

Electric was an appropriate match for New Mex@mvering Kidsdue to its unique ability to

access almost every household in Dofla Ana County every month. This was the fitsetime
company had undertaken a project with a nonprofit organization.

TheCovering KidsDofia Ana County pilot project manager had an initial meeting with local
representatives of El Paso Electric Company in Las Cruces and wasdéfethe main offices in
El Paso, where the point of contact was the public relations officer. Although thereav
documents created to formalize the partnership, the project had to be cleared|ade E
Electric legal department, which took approximately three months.

New MexicoCovering Kidsin conjunction with the local Human Services Department, designed
a billing statement insert. The electric company covered the productionaainehrof the billing
insert, which cost approximately $7,000. The result of this public-private partnehigp two-

time mailing to more than 65,000 households.

Overall lessons learned from the partnership were that it is important to askrgiaad be
persistent, patient and courteous at all times. New M&@@ring Kidshanked the El Paso
Electric Company and gave it a beautiful plaque for its commitment to inogemsareness of
New MexiKids

For more information, please visit the New Mexico Voices for Children Webtsite a
WWW.NMVOICES.org
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North Carolina

North Carolina Health Choice for Children had a longstanding partnership witint karincrease
awareness of Medicaid and SCHIP. During its first year, the partnershipedvahly one Kmart
store. In the second year, outreach events expanded to include several stores thitueigtetat

The first year of the partnership was very successful, even though it wiaslltmone store
location. Before the partnership began, the North Car@omeering Kids & Familieoutreach
coordinator described the program in detail to the Kmart associates workiegstdre. The
associates showed more enthusiasm and support for the partnership because dirigis mee

During the month of August, North Caroli@avering Kids & Familiehad a display table at the
entrance of the store with applications, fliers, and a contest registratiatitax and helmet
giveaway at the end of the month. Posters were displayed throughout the storengnudadli
restrooms, water fountains, snack bars, the children’s clothing and shoes departohéms

school supplies department. The pharmacy mounted a rack to the wall near the presakation pi
up window to display applications with the North Carolina Health Choice for Childezn fl
attached. Members of the pharmacy staff received training about therpraigdavere

encouraged to mention the state’s low-cost and free programs to parents wheedxgifésslty

in paying for their children’s prescriptions.

As a result of these efforts, 300 families that registered for the bike andtigpimaway were
subsequently checked for existing coverage and mailed another flier with detterethanking
them for their interest. In addition, a total of 200 applications were picked up frgghdh@acy
and the display table during the month-long event.

The first year, no documents were created to formalize the partnershipahagreement was
made with the store manager. The second year, North Ca@uwexing Kids & Families
formalized the partnership with the Kmart district manager. Unfortunddelyh Carolina
Covering Kids & Familiesvas not able to address the staff of each store, as a number of new
stores joined the partnership. As a result, the level of employee understanding andogupgor
outreach effort dropped. Kmart agreed to display the North Carolina HealtheGbiochildren
materials throughout the stores and pharmacies, but the enthusiasm was notthee day the
managers and pharmacists understood the program and its purpose.

North CarolinaCovering Kids & Familiesearned that it is important to attempt to speak to a
company’s employees directly and describe the partnership to them in detaihlNotll they

be more enthusiastic about implementing the partnership, they may also be parrgfethe t
audience. North Carolindovering Kids & Familieslso learned that a full month is too long for
an event with an individual store, as there are a lot of logistical concernsawlexent runs for
such a long period. A week-long event may be a more manageable time frame.

For more information, please visit the North Carolina Health Choice for Childednsité at
www.dhhs.state.nc.us/dma/cpcont.htm
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Texas

Over several year§;overing Kids & Familiesn Houston forged a beneficial partnership with
Clear Channel Communications, the largest displayer of outdoor advertising in they.cAant
part of the partnership, Clear Channel Communications donated billboards during the-Back-t
School Campaign displaying information abdeCare.

The partnership began in 2002, when@uering Kids & Familiesdouston project received a
grant from the Michael & Susan Dell Foundation to further its outreach effdmtscoalition

decided to use the funds to purchase billboards from Clear Channel Communications agd displ
them during the Back-to-School Campaign. The first step was to schedule mgmetti
representatives from the Clear Channel Communications community relationsnegpa

Clear Channel Communications agreed to match the grant money dollar for doll@ovidrang

Kids & FamiliesCommunications Team worked with the Houston coalition to provide the
necessary artwork for the billboards. The billboards, produced in English and Spamesh, w
displayed around Houston throughout the months of August and September and were seen by an
estimated 1 million people each day.

The Houston coalition continued to engage Clear Channel Communications in effortholitoug

the year, including inviting Clear Channel Communications representativesaorthal

appreciation luncheon for members of the media and sponsoring organizations. The luncheon is
an opportunity to thank community members for all they do and to provide updates on the
program. By inviting representatives from Clear Channel Communications tmnttteebn each

year and keeping the lines of communication open, the Houston coalition has kept Cleat Chann
Communications interested in its outreach efforts and successfully incexptratorganization

into the Gulf Coast CHIP coalition.

As of Back-to-School 2005, Clear Channel Communications has donated more than 200
billboards for the Back-to-School Campaign in Texas, including 40 in 2005.

Since the inception of the coalition’s relationship with Clear Channel Communicatens

Children’s Defense Fund of Texas built a relationship with a Harris County jutgeves a

longtime supporter ofexCareand was looking for effective ways to get involved with the

coalition to help promote the program. In 2005, his office donated the funds to purchase 23 of the
63 billboards displayed, and printed and installed the billboards donated by Clear Channel
Communications.

In 2006, Clear Channel, Judge Eckles anddbeering Kids & Familiegoalition is launching a
billboard campaign displaying billboards throughout Texas, in every area @leeneChannel
Communications has jurisdiction.

For more information about this project, please visitGbgering Kids & FamiliedVeb site at
www.coveringkidsandfamilies.org/projects/local.php?LProjectID=116.
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National Covering Kids & FamiliesPartnerships

How It Started

Capital One, a diversified financial services company based in McLean, VActehthe
Robert Wood Johnson Foundation after heariGgwezering Kids & Familiehealth care
coverage message sponsored by the Foundaiddational Public Radio.

After Capital One made the initial contact wille Foundation, the process of developing a
partnership wittCovering Kids & Familiesook two yearsAt the outsetCovering Kids &
Familiesparticipated in meetings with representatives from multiple divisions obiin@any to
present information abo@overing Kids & Familieand begin discussions about ways to work
together. Capital One was also invited to attend a Back-to-School Campaign event st
the program and meet other corporate parti@sering Kids & Familieprovided Capital One
with highlights of national and local Back-to-School Campaign outreachtaedito

demonstrate the success of the program in raising awareness, inccaiisitmthe toll-free
information hotline and requests for applications, and providing recogniti@avering Kids &
Familiespartners.

Once on board, Capital One worked w@bvering Kids & Familieso map out an outreach plan.
This included the design and distribution of Capital One billing statementsirfigeauspecial
health care coverage message and the toll-{@&7)KIDS-NOW number, promotion of
Covering Kids & Familiesand the toll-free number on the company Web site, and mention of
Covering Kids & Familiesand the importance of health care coverage in its consumer
newsletter.

Capital One also promoted its work wiflovering Kids & Familiego its employees through
customized posters and banners that were placed in the company headquarters, and in interna
communications to let employees know wbgvering Kids & Familiess important and what

the company planned to do to support outreach efforts. Further demonstrating its camimitme
and engagement, Capital One askeddbeering Kids & FamilieCommunications Team to
produce a video of select event and media highlights from the Back-to-School Campadin la
event to use at internal meetings.

As the partnership grewgovering Kids & Familiesmsked Capital One to speak about the
importance of business outreach at a Back-to-School Campaign launch evemigavhered
additional media coverage for the company. Other recognition included thank yaiftetter
the Foundation, certificates of appreciation, annual partnership summary repons|@sidn in
a paid recognition ad for all of tl&overing Kids & Familiexorporate partners WdSA Today
and Newsweek magazine.
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What Covering Kids & Familied_earned

Identifying a champion within the company is critical The key to the success of this
partnership was identifying a champion within the company who believed in the mission of
Covering Kids & Familieand could help navigate through the company internally and build
support for its participation.

Building a successful partnership requires an investment of timand energy.It took two
years of discussions and information-sharing before Capital One came on boardfiambn o
corporate partner. Capital One spent time learning abowering Kids & Familiesand how the
company’s involvement would be beneficial to the program’s mission and its owh socia
responsibility objectives.

Measurable results are important to companiesCapital One, along with other corporate
partners, wants to know how many children will receive the health care cextbmgneed
because of its outreach efforts. While this impact cannot be measured dinecdyare elements
of the program that can be measured, such as the number of calls to the natitreal hollline
and the percentage increase in calls from previous years, the number of peoplendhm lattel
outreach event, the number of applications that are requested, and so forth. It snntport
Capital One to know that it is making a difference, and this information helpsagerentinued
support for the program within the company.
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How It Started

Covering Kids & Familieseveraged its relationship with the National Association of Chain
Drug Stores (NACDS) to negotiate a partnership with Giant Food, which is Aenefithe
association. Giant Food, LLC operates 200 Giant Food and Super Giant supermarkets in
Maryland, Virginia, Delaware, New Jersey and Washington, DC, and has Beserng Kids
& Families partner for five years.

After conducting research on the compabgyering Kids & Familiesnade an initial call to
Giant’s public affairs department, mentioning the connection with NACDS. Foitpthie call,
Covering Kids & Familiesent additional information about the program and the issue of the
uninsured, and a letter outlining possible elements of a partnership. After conohoeeup

via phoneCovering Kids & Familiesvas invited to present information about its Back-to-
School Campaign and partnership opportunities to a group of Giant representatives from
different departments within the company. The presentation included highlights Giopasing
Kids & FamiliesBack-to-School Campaign events, media coverage, sample collaterabiaateri
and a list of suggested ways to work together.

For Giant, it was important that its participation be something it could promote ton&sstin
its stores and that the activities and materials were easy to impl&oesating Kids & Families
customized poster and flier templates to include Giant’s logo along with the wéthisg
message is brought to you by your friends at Giant.” Giant paid for the pmdacii
distribution of the promotional materials as part of the partnership.

In addition to the in-store promotional materi&syvering Kids & Familiesvorked with local
Covering Kids & Familiegirantees in select communities to organize outreach events at Giant
stores as part of their Back-to-School Campaign outreach and enrollmertieaci&rantees

were selected based on their interest and availability and their ptpxin@iant and Super

Giant stores.

As Giant’'s partnership witovering Kids & Familiegvolved, the company expanded its
promotional efforts to include more marketing channels foCibnering Kids & Familiehiealth
care message and the national toll-fré&7¥) KIDS-NOW number, including putting the
message and hotline number on milk cartons, in consumer newsletters and advextidens Ci
and on the company Web site.

Each year, Giant has sent representatives to the Back-to-School Campaigal featnch.
Covering Kids & Familiesecognizes the company at the launch event, and sends a summary
report of event highlights and certificates of appreciation to the Giant epaéses. The Robert
Wood Johnson Foundation has also recognized Giant and the&Cotreing Kids& Families
corporate partners in paid recognition ddSA Todayn 2003 and Newsweek in 2005). The
recognition ads were extremely well-received by the corporate partners
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What Covering Kids & Familied_earned

Good partnerships will continue to evolveEach year, Giant andovering Kids &amilies

has had an assessment conversation about what worked best the previous year and should be
continued and what things can be done to improve Giant’s outreach effort, including #farting
promotion of the toll-free number sooner and adding communication channels to the partnership.

Keep participation simple. Giant finds working witiCovering Kids & Familiewvery easy. The
company appreciates that materials can be customized with its logo dbithedeals to do is
print and distribute them to stores.

Recognition is extremely important.Giant is very involved in communities where it does
business. In its stores, the community bulletin boards promote Giant’'s support of various
community projects. Giant hangs @evering Kids & Familiecertificates of appreciation in its
stores to share them with employees and customers. Giant’s liaisc@avighing Kids &
Familiesuses the Back-to-School Campaign highlights book, media highlights and the paid
recognition ad to generate continued interest in and suppd@bfaring Kids & Familiegach
year.
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How It Started

The Covering Kids& FamiliesCommunications Team built a national partnership with H&R
Block. Based in Kansas City, MO, H&R Block is a diversified company withigdialbes
providing a wide range of financial services and products. In 2001, H&R Block served 19.2
million taxpayers through its more than 10,400 offices located in the United StatedaCana
Australia and the United Kingdom.

H&R Block rolled out its partnership witBovering Kids& Familiesduring the 2002 tax season.
The partnership involved several different elements, including promotion of a low-cds¢@nd
health care coverage message and the toll-{&&71KIDS-NOW number on the company’s
personalized Just for Ydinancial advice form. Clients with children under the age of 19 who
earned $35,000 per year or less received the special message on their dolaitidn, H&R
Block tax professionals provided state-specific Medicaid and SCHIP informatinterested
families and encouraged them to call the toll-free hotline to find out if thiégiren were

eligible.

Covering Kids& Familieswas first introduced to H&R Block in June 2000 through a contact at
the federal Health Resources and Services Administration (HRSA). H&€k Blas already
working with HRSA to refer potentially eligible clients to the national figée 1(877) KIDS-

NOW numberCovering Kids & FamiliesHRSA and H&R Block discussed opportunities for
H&R Block to be involved in the inaugur@overing Kids & FamilieBack-to-School

Campaign launch, but the timing did not work for H&R BloClkvering Kids& Families
continued to touch base with H&R Block every few months to keep the program on its radar
screen.

In June 2001Covering Kids & Familie®ad a conversation with H&R Block about the second
annual Back-to-School Campaign, but reinforced its interest in working with the corpany

time of the yearCovering Kids& Familiesdidn’'t hear back from H&R Block for a while. Then,

in October 2001, H&R Block called, ready to develop a partnership for the 2002 tax season. To
move the process forwar@pvering Kids& Familieswas invited to attend H&R Block’s

national conference and set up an information booth.

Covering Kids& Familiesand H&R Block agreed that one of the most important elements of the
partnership would be to raise awareness among H&R Block tax professionals about the
partnership and Medicaid and SCHIP, since these professionals deal aiifctifents. The

greater their awareness of Medicaid and SCHIP, the better prepared they wiousthbeer
guestions potentially eligible clients might ask.

Covering Kids& Familiesaddressed this awareness-raising opportunity in two ways. Nationally,
Covering Kids & Familiesvorked with H&R Block to include information about the partnership
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and Medicaid and SCHIP in several of the company’s internal communication veNeles &
Views, a newsletter from H&R Block’s president of tax services; Blockr@kt news and
information Internet site for all H&R Block field employees; and H&R Blsditoadcast e-mail,
which reaches 65,000 tax professionals. On a regional and stat€Cleveting Kids& Families
coalitions were invited to make presentations on their state programs at ld&RI&dership
conferences during the months of December and Jar@avering Kids& Familiesalso created
a simple state-by-state PowerPoint presentation that H&R Block offizdd use if &Covering
Kids & Familiesrepresentative was unavailable.

The last component of the partnership was the distribution of state-spec#itatsail o

simplify the distribution process, H&R Block assigned a contact person foiseste who would
serve as the coordinator for information and materials related @oWering Kids& Families
partnershipCovering Kids& Familiescoalitions worked with this contact to coordinate
speaking opportunities at conferences and the distribution of state-spec#r@iaat

It took almost a year and a half to secure H&R Block’s commitment. The srijmarctivities

began in December 2001/January 2002 so that the conference training could take place before
the start of the tax season. The national partnership news release was seritafrtary 14,

2002.

What Covering Kids& Families Learned

Be patient and flexible.Your time frame and ideas may not work for a company the first time
around. If you want to work with them, go back and ask them agawering Kids& Families
pursued H&R Block for nearly a year and a half.

Personal and professional contacts can open doofSovering Kids& Familieswas able to
establish its relationship with H&R Block because it was introduced to thedeglgion maker
through a contact at HRSA.

When you have an opportunity to build employee awareness in your partnership, take It
will strengthen your outreach efforts and your relationship with the company.
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How It Started

In the spring of 2003 overing Kids & Familiebegan working with the Sports Philanthropy
Project to facilitate a partnership betwéaovering Kids & Familiesand Major League Soccer
(MLS). MLS, the United States’ professional, 12-team soccer league, inthed€hicago Fire,
Chivas USA, Colorado Rapids, Columbus Crew, DC United, FC Dallas, Los Angeles Galaxy
New York/New Jersey MetroStars, Real Salt Lake, San Jose Earthquakeas Katy Wizards
and New England Revolution.

As the partnership with MLS evolved, tB®vering Kids & FamilieCommunications Team and
the Sports Philanthropy Project were in constant contact with individual teamksngvdirectly
with the team’s community relations director or the executive directos @dundation to plan
activities around the back-to-school time period.

The partnership with MLS has been a tremendous success. During the 2005 Back-to-School
Campaign, the partnership brought an added value of approximately $137,000 and generated
nationwide media coverage. In addition, MLS outreach activities reached aativenalidience

of more than 255,000 and provided the campaign with a unique opportunity to reach African-
American and Latino families.

Ten MLS teams participated in the 2005 Back-to-School Campaign through variousesgctiviti
including:

Provided two high-profile sports spokespersons—Freddy Adu and Jaime Moreno of DC
United—for the national launch in Washington, DC and the English and Spanish video news
releases (VNRSs); footage from the VNRs was used to produce a PSA for DC Oratedrt
the stadium Jumbotron
Secured the participation of several MLS teams at Back-to-School Camgsagts around
the country
Promoted the campaign through various communications channels, such as:

o Aired Covering Kids & Familie®SAs on Jumbotrons
Made announcements on PA systems
Organized outreach and information booths in stadium concourses
Included campaign information in team newsletters and on team Web sites
Handed out fliers

o0 Had mascot participation
Declared specific game days “Children’s Health Care Coverage Day”
Partnered with local America Scores organizations (children’s soccesgancluding DC
Scores and Chicago Scores, to bring children to local events

© O 0O
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What Covering Kids & Familied_earned

As with any partnership, it is important to give thought to your target audience anct libag
the sports teams you plan to approach are popular with families that could verefédrning
about low-cost and free health care coverage. MLS was a perfect part@Geréring Kids &
Familiesbecause of its large Latino fan base.

It was also critical thaCovering Kids & Familiegrantees in cities or states with an MLS team
were connected to team representatives so they could work together to plan adiigaids. A
great example of this was the Ut@bvering Kids & FamilieBack-to-School Campaign press
conference. The Utah grantee worked closely with Real Salt Lake to plassacpnference at
the stadium, and the executive director of the team spoke at the press conferentteeabo
importance of Real Salt Lake’s partnership vitbvering Kids & Families

Another important lesson is to have a clear understanding of why a particulasrtpkayer
should be involved in th€overing Kids & FamiliesCampaign and to have specific “asks” about
how they can be involved, such as player appearances and materials distribution.

For more information about the Sports Philanthropy Project, please visit litsit&et
www.sportsphilanthropy.com.
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2005 Back-to-School Corporate Partners

Covering Kids & Familiesvorks with national and regional companies and associations to
inform families with uninsured children about low-cost and free health care gevavailable
through Medicaid and the State Children’s Health Insurance Program (FQHiBugh its
corporate partnership€overing Kids & Familiepromotes the national toll-fre€877)KIDS-

NOW number that parents can call to find out if their children are eligibledecbst or free

health care coverage. Since 20Cbyering Kids & Familiedhealth care coverage messages have
been promoted through grocery bags, children’s prescriptions, advertisingrsiycnilk

cartons, paychecks, billing statements, newsletters, cereal boxes ande&/eteaching a

potential cumulative audience of more than 600 million people as they go about theirddgy-t
lives.

Corporations

ARAMARK , a world leader in providing award-winning food and
facilities management services to health care institutions,
universities, school districts, stadiums and arenas, and a provider
of uniform and career apparel, is raising awareness of the
importance of health care coverage and promoting the availability
of low-cost and free health care coverage and the national toll-free
1(877)KIDS-NOW number through its company newsletter and
colorful paycheck insertsyww.aramark.com

Capital One, a diversified financial services company, has been a
Covering Kids & Familiegpartner for the past three years. This
year, during designated months, Capital One is including a special
message about available low-cost and free health care coverage
and the national toll-free(877) KIDS-NOW number in its

monthly billing statements. Additionally, Capital One is featuring
the national toll-free number on its Web site insurance page to
encourage parents whose children do not have health insurance to
call and find out if their children are eligible.

www.capitalone.com

Giant Food LLC, which operates 203 Giant Food and Super G
supermarkets in Maryland, Virginia, Delaware, New Jersey and
Washington, DC, has beerCavering Kids & Familiepartner for
the past five years. To reach potentially eligible families this
summer, hundreds of thousands of Giant quart size milk cartons
are featuring £overing Kids & Familiehealth care coverage
message and the national toll-frg877) KIDS-NOW number.

This fall, Giant will raise awareness of available low-cost and free
health care coverage programs and promote the national toll-free
number in its stores through posters, fliers and advertising
circulars. Giant will also host outreach and enrollment events in
select storesvww.giantfood.com
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National Associations

The Kroger Family of Pharmacies part of one of the largest
grocery retailers in the country, is a n€avering Kids & Families
national partner. This fall, Kroger will conduct a number of
outreach activities, including featuringCavering Kids & Families
low-cost and free health care coverage message and the national
toll-free 1(877)KIDS-NOW number on the back of a quarter of a
million cereal boxes, airing public service announcements over its
in-store PA system, and displaying posters in its pharmacies.
Kroger pharmacists will encourage potentially eligible families to
call the national toll-free number to find out if their children are
eligible.www.kroger.com

Major League Soccer (MLS),the nation’s top-flight professional
soccer league comprised of 12 teaimsising its communications
channels to educate soccer fans nationwide about the availability
of health care coverage for kids. DC United stars Freddy Adu and
Jaime Morendave 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
will promote the {877)KIDS-NOW toll-free number on
Jumbotrons and in progranygww.mlsnet.com

Stop & Shop, the largest supermarket chain in New England, is
working with Covering Kids & Familiegor the second year in a
row. This fall, Stop & Shop will raise awareness of available low-
cost and free health care coverage programs and promote the
national toll-free {877)KIDS-NOW number in 270 of its stores in
Connecticut, Massachusetts, New Jersey, New York and Rhode
Island through posters, fliers and print public service
announcements in advertising circulavsvw.stopandshop.com

The Amateur Athletic Union (AAU), the largest not-for-profit
multisports organization in the United States, has b&&sovaring

Kids & Familiespartner for five years. AAU has regularly
includedCovering Kids & Familie®utreach materials in mailings

to its sports programs across the country, placed print public
service announcements in its event programs and hosted outreach
booths at national AAU events. This ye@gvering Kids &
Familieswill be featured in the AAU’s Junior Olympics program
guides www.aausports.org
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Media Partnerships

The National Association of Chain Drug Stores (NACDS)
representing the nation’s leading retail chain pharmacies and
suppliers, is encouraging its member companies and their
pharmacists to participate in outreach efforts Witvering Kids &
Familiesthrough its newsletter, The Practice Memo, which reaches
more than 125,000 pharmacists nationwide. NACDS is also
featuringCovering Kids & Familiesn its Issue Update newsletter,
which reaches approximately 200 CEOs and CFOs, and 800
pharmacy operatorgiww.nacds.org

Univision, the most-watched Spanish-language broadcast
television network in the U.S., is helping to raise awareness of
available low-cost and free health care coverage programs for kids
by airing public service announcememtsvw.univision.com
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Business Template Materials

The following template materials are included in this section and aralaeaib download and
tailor from theCovering Kids & FamiliesVeb site atvww.coveringkidsandfamilies.org

Introductory Letter (Customer Qutreachphis letter is best used for larger companies because it
focuses on outreach to a business’ employees and customers. Companies with ni®@ than
employees tend to have communication channels already in place to reach theyeesmphd
customers. Tailor this letter to fit your organization’s needs and your Baginespect’'s

situation.

Introductory Letter (Employee Outreachyhis letter focuses on outreach to a business’
employees only, so it may be more applicable to small-business prospects winyatié&ely to
have uninsured employees. Customize this letter to fit your organizatieus aad your
business prospect’s situation.

Overview Memorandum This document provides an overview of the children’s health care
coverage environment and how a business partner can participate in outreach andr¢énrollme
efforts. Customize this document with state-specific information.

Proposal- Use the suggestions outlined in this document as a starting point for yourtoutreac
plans with a company. Modify the document so it reflects your particular bsisinggach

plans. Some of your business prospects may not have the staff or financialag$ouacfew of
the suggested outreach activities. Use your discretion in determining thecbw@totimities that
are appropriate for each company.

Frequently Asked QuestionsThis is a brief, easy-to-read document that provides your business
contacts with answers to questions about your organiz&mrering Kids & Familiesand
Medicaid and SCHIP.

Confirmation of Participation LetterThis letter is a simple way to verify events or activities
with your business contact. In addition to confirming the agreed-upon events dresctikiank
the company for participating in your outreach efforts.

Letter of Agreement This document provides more detail than the confirmation letter and
serves as an agreement between your organization and a company for plareaeth outr
activities.

Thank You Letter to a Busines$§ending a thank you letter is important to building strong and
successful business relationships. A thank you letter shows your appreciattenlfosiness’
participation and can increase its level of interest in working with you in theefuh each

letter, stress the results of the business’ outreach activities.

Certificate of Appreciation A certificate is a simple reinforcement tool to thank companies for
their participation in outreach efforts. You can customize the templateihtr the company
name or logo.
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PowerPoint PresentatioriYour business contact may want you to present your outreach ideas to
others within their company. An informative presentation customized to thesistefea

particular company can help “sell” involvement with your organization. Somal ugef for

preparing your presentation precede the PowerPoint presentation. This PotyerEs@ntation

can be downloaded from ti@overing Kids & FamilieBack-to-School Campaign Action Kit at
www.coveringkidsandfamilies.org

News Advisory- A news advisory gives the media information about an event to take place but
does not give away all the “news” that will be announced at the event. An advisory sheuld be
mailed or faxed to the press three to five days before an event. It should be redaptibire

the event and again the day of the event. Be sure to follow up with phone calls to encourage the
press to attend your event.

Press ReleaseA press release is used to announce news. It is designed to read like a newspaper
article, with the most important news appearing in the “lead” sentercmtéins factual

information and quotes from spokespersons that underscore your message. A peessarlba
distributed at a news event or it can stand on its own as a vehicle to make an announce&mnent. Th
template gives you a general format to follow when writing a presssesle

Drop-In Article - A drop-in article can be sent to many different types of publications, ingludi
community newspapers, and organization and trade publications. This template dtmteirsa
intended for publications with a business focus. Tailor the article to fit youtisitua

Op-Ed- An op-ed is traditionally printed on the page opposite the editorial page of a newspape
It is by-lined by a single person or group of people and expresses both fact and opinion. An op
ed should be sent to the editorial page editor of a newspaper. This template op-edeslitte

be used by a children’s advocate and a business partner. However, it can be adjusted to
accommodate other types of authors.

Employee and Customer Newslettefdany companies have employee and/or customer
newsletters that they distribute on a regular basis. This template cartdraizad to describe a
business’ involvement with your organization and announce planned outreach activities.

Talking Points Talking points help speakers convey a consistent message. These template
talking points give you a foundation for developing talking points that communicate your
partnership messages and the general message about low-cost and freerbeattteczge for
children.
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INTRODUCTORY LETTER (CUSTOMER OUTREACH)

[DATE]

[NAME]

[TITLE]

[COMPANY]

[ADDRESS]

[CITY], [STATE] [ZIP CODE]

Dear [PREFIX] [LAST NAME]:

You want [COMPANY] to continue to thrive. Taking care of your customers is ong¢onagke
sure your business succeeds. You can help your customers and your business bdgetond)
out about the [LOW-COST OR FREE] health care coverage for children thatlebéan your
state.

In [STATE], there are [# OF UNINSURED CHILDREN IN STATE] uninsured @¢feh, many
of whom are eligible for low-cost or free health care coverage throadgBD[CAID/SCHIP
PROGRANL A family of four earning up to [$XX] a year or more may qualify for
[MEDICAID/SCHIP PROGRAM Information is the key to connecting uninsured children to
these available health care coverage programs.

[ORGANIZATION] is part of a national effort working to connect uninsureddrki to
available health care coverage. This integrated communications carmpaiyes grassroots
outreach activities, local and national media events, national business and tiogetiza
partnerships, and paid advertising. By getting involved in [ORGANIZATI®GMN{itreach
efforts, your company can set the industry standard for community engageinigaalso
attracting attention and recognition from current and potential customers, Busausrs,
community groups, and your own employees. More importantly, [COMPANY] will berteelpi
to inform families about the availability of health care coverage and how to fapjtyWe can
provide you with the tools to help inform employees, customers and community meintets
available health care coverage. Be involved—put children’s health care cofiesstige

We will follow up by telephone to discuss possible outreach activities betweenPEOV]

and [ORGANIZATION]. If you have any questions, please do not hesitate to ciifedE] at
[TELEPHONE NUMBER] or visit our Web site at [ORGANIZATION OBROVERING KIDS &
FAMILIESWEB SITE ADDRESS]. We look forward to working with [COMPANY].
Sincerely,

[INAME]

[TITLE]

NOTE: Remember to put your letter on your organization’s letterhead.
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INTRODUCTORY LETTER (EMPLOYEE OUTREACH

[DATE]

[NAME]

[TITLE]

[COMPANY]

[ADDRESS]

[CITY], [STATE] [ZIP CODE]

Dear [PREFIX] [LAST NAME]:

You want [COMPANY] to continue to thrive. As you know, healthy employees and éasmili
contribute to a healthy bottom line. The productivity of your employees is oétotihe health
and welfare of their children. Fewer sick days for kids means fewer sisk@atyeir parents.

Thanks to MEDICAID/SCHIP PROGRAMmMmany of your employees may be eligible for low-
cost or free health care coverage for their children. For example, childréanmiyaof four that
makes [$XX] a year or more could be eligible ff§DICAID/SCHIP PROGRAMHowever,
many of these working parents are not aware that this program existse$3es like yours are
very important to reaching working families and helping increase the numbleitdsen who
receive the health care coverage they need thrdugiD[CAID/SCHIP PROGRAM

By telling your employees about the availability of low-cost and freehealterage for
children, you will demonstrate that you care about the health of their familiessé&to health
care coverage for their children gives your staff more than just regaiéinnilies; it gives them
peace of mind, allowing them to better focus on their jobs. We can provide you with the
materials to help inform your employees about available health canageve

We will call you to set up a meeting to discuss how this program could work focgyoany
and your employees. If you have any questions, please do not hesitate to bbANE]} ht
[TELEPHONE NUMBER] or visit our Web site at [ORGANIZATION OBOVERING KIDS &
FAMILIESWEB SITE ADDRESS]. We look forward to the opportunity to work with
[COMPANY].

Sincerely,

[NAME]
[TITLE]

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

More than [ ] children are uninsured in
[STATE].
Most are eligible for low-cost or free health care coverage.
[ORGANIZATION] is working to connect [STATE’s] uninsured chil dren
to health care coverage programs.

Get Involved

Imagine being forced to choose between taking your child to the doctor and bxogegeas.
This is a reality for many working parents, especially those with uninstrieblen. But it
doesn’t have to be.

You can helpThe fact ismost uninsured children are eligible for low-cost or free health care
coverage throughMEDICAID/SCHIP PROGRAIMThis program helps many working families
that can’t afford to participate in or are not covered by employer-based healtlampdacesnnot
afford private insurance. One of [ORGANIZATION]'s goals is to readfilde families and

help them get their children enrolled. By participating in outreach and enrollffets,eyou

can help [ORGANIZATION] capture the attention of parents and children to infeem &bout
available health care coverage programs. [COMPANY]'s participatia, &s providing
information to customers or hosting a [ORGANIZATION] enrollment event, wip) parents
learn if their children are eligible for health care coverage.

The Situation

National research has found that many working parents with uninsured children wihofqual
Medicaid or SCHIP do not think these programs are for them. Yet, an overwhelming number of
these parents indicate they would enroll their children if they knew they Wgildee Covering
Kids & Families a national program of the Robert Wood Johnson Foundation, and its vast
network of state and local coalitions are working to connect eligible, uninsurecdeahibdr
available health care coverage in a variety of ways, including grassigaach activities, local
and national media events, national business and organizational partnerships, and paid
advertising. [ORGANIZATION] is working witlfCoveringKids & Familiesto raise awareness
of these programs among working families and help connect eligible, uninsuredrctoltine
health care coverage they need.

Who's at Risk?

[PERCENTAGE OF CHILDREN IN STATE WHO ARE UNINSURED] perceritohildren in
[STATE] are without health insurance. [PERCENTAGE OF UNINSURED @HREN IN
STATE WITH ONE FULL-TIME WORKING PARENT] percent of uninsured childreave at
least one parent who worked full-time throughout the year.

It is estimated that in [STATE]:
[#] percent of all Hispanic children are uninsured
[#] percent of all African-American children are uninsured
[#] percent of all Asian and Pacific Islander children are uninsured
[#] percent of all non-Hispanic white children are uninsured
[#] percent of all low-income children are uninsured
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Back-to-School Campaign [OR OTHER PROGRAMS]

[ORGANIZATION] will conduct its annual Back-to-School Campaign in [CITY, SHE in
[AUGUST OR SEPTEMBER] [YEAR]. Enrollment events and activities acf83SATE] will
include [INSERT DETAILS OF STATE BACK-TO-SCHOOL EVENTS]. Compasican
participate by displayingJEDICAID/SCHIP PROGRAMnNformation in their stores, holding
on-site enroliment events and/or encouraging employees to volunteer in variolraentrol
events. Nationally, thousands of Back-to-School Campaign outreach and enrollmenaegents
activities will occur during this same time period.

Between 2000 and 2005, the natioGalering Kids & FamilieBack-to-School Campaign
generated television, radio and print stories that reached an estimataddatate of more than
718 million readers, viewers and listeners. As a result of this extensive mediagep\ibere

was an average increase in calls of 236 percent to the national hotline during the mdwths of t
campaign.

On [DATE], [YEAR], [ORGANIZATION] will kick off a Back-to-School Campgn with a news
conference and [INSERT ACTIVITY] in [CITY, STATE]. This will be part of aioaally
coordinated Back-to-School Campaign that includes enrollment events, news rnoegeard
promotional advertising across the country. One of our goals this year is geehgdusiness
community in outreach efforts. With the help of companies like yours, the [YEAE-BaSchool
Campaign is sure to be a big success.

The Importance of Business Involvement

The goals of our outreach efforts are to inform families about the availabildyetost and free
health care coverage and to get eligible children enrolled. BusinessesgantheVe these goals
by capturing the attention of parents and children. [ORGANIZATION] can prouadevith the
tools you need to inform employees, customers and community residents abobtealiagdth care
coverage for children. In fact, we will do whatever it takes to make your ohteesuccess.

Get Involved — Put Children’s Health Care Coveragéd-irst!

Note on Statistics for Uninsured Children For statistics on uninsured children, see the Fact
Sheets in the Resourcesction or visit th€overing Kids & Familie§Veb site at
www.coveringkidsandfamilies.orgfor the most current statistics on health care coveragef(for
children. For state-specific statistics, download the State-by-Stat@&ison of Children’s
Health Coverage chart in ti@overing Kids & FamilieBack-to-School Campaign Action Ki
atwww.coveringkidsandfamilies.orgor visit the Kaiser Family Foundation State Health
Facts Web site atww.statehealthfacts.orgRemember to footnote and provide sources f

all numbers and facts that are included in this memorandum.

75



PROPOSAL

MEMORANDUM

TO: [CONTACT NAME, TITLE, COMPANY]

FROM: [INAME]

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 familiBfease 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 famiiies
available low-cost and free health care coverage thrddg]CAID/SCHIP PROGRAMWe
would also like to recognize [COMPANY!] publicly for its leadership on thigartant 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 df¢se
children are eligible for low-cost or free health care coverage thrédgB[CAID/SCHIP
PROGRAN, but they are not enrolled.

This campaign fits perfectly with [COMPANY]'s community relationssion.
[COMPANY] plays a significant role in the lives of many American faéesil As a leader
[INSERT LANGUAGE ABOUT UNIQUE NATURE OF COMPANY/COMMUNIY
RELATIONS MISSION], [COMPANY] is in a unigue position to connect eligible unied
children to the health care coverage they need.

In [MONTH], the Robert Wood Johnson Foundation will launch the arfbaeéring Kids &
FamiliesBack-to-School Campaign. As parents prepare their children for a new selool y
Covering Kids & Familieseaches 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-t@ischo
checklist. Last year, the campaign reached hundreds of thousands of fanalig thublic

service advertising, media outreach, corporate and organizational papsgeasiti thousands of
grassroots activities across the country.

HOW [COMPANY] CAN GET INVOLVED

Companies large and small are using their communication and marketing chammeiadte

the availability of low-cost and free health care coverage progratamites ofCovering Kids

& Families national corporate partners have included Capital One, CVS/pharmacy and H & R
Block. In [STATE], we have received strong participation from [LIST CORRDE
SUPPORTERS].

[ORGANIZATION] would like to explore ways to collaborate with [COMPANYdeally,
[COMPANY] will reach out to its customers during August and September, wheratiusisf
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back-to-school outreach and enrollment activities are taking place in adté8 ahd the District

of Columbia. We have found that if parents repeatedly see and hear messages thrgoigh mult
communication channels during the course of their day-to-day lives, they adikabrto 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 duringahe y

Following are some ways that [COMPANY] can participate in the campaig

[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 coveradeldoer
through Medicaid and SCHIP in its consumer e-mail newsletter or other compasigttew
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 encourageqeadrtset
1(877)KIDS NOW toll-free number to find out if their uninsured children are eligible.
[ORGANIZATION] can provide template materials that can be customizedidptay.

Product Packaging— [COMPANY] can add a banner or text providing information about
low-cost and free health care coverage and the national toll{8&&)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 a
free health care coverage programs to customers. [ORGANIZATION] oardpra
customizable flier template.

Capitalizing on Existing Community Work — [COMPANY] already sponsors [ADD
SPECIFIC INFORMATION]. Because these are established corporataicments with
working relationships in place, [COMPANY] may be able to incorporatetheate
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 employeesmarst
and their children could be leveraged through an existing advertising buy.PEAV]
could agree to add a line promoting health care coverage programs and thé taditivea
hotline number to an existing ad.

Hosting Enroliment Events -[COMPANY] can hold an enroliment event on site for the
benefit of its customers and other members of the community. [ORGANIZAT¢AMN]
coordinate volunteers to distribute brochures, talk to customers abaDiCAID/SCHIP
PROGRANM, 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 comgasgaiNe
[ORGANIZATION] can provide a template Web banner or language for the Web site.

[ORGANIZATION] will collaborate with [COMPANY] to build a partnership thaorks. We
will also recognize the work and support of [COMPANY] in our press materials, on dusiée
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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 tivat we
can publicly recognize [COMPANY]'s participation. Following is a list of soadditional ways
[ORGANIZATION] can work with you:

Provide generic posters and fliers with the national toll-f(8&7) KIDS-NOW number for
distribution [NOTE TO OUTREACH WORKER: LARGE QUANTITIES SHOUOLBE
DISCUSSED ON A CASE-BY-CASE BASIS.]

Serve as a resource by providing general information and content for matetidés 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 Americatslies suggests that
Covering Kids & Familiesits partners and others working on children’s health coverage
enrollment have made strides. Since just prior to the launch of th€disting Kids &
FamiliesBack-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 effortsentrgears have paid off.
More low-income families are familiar with Medicaid or SCHIP anddeware confused about
eligibility requirements.”

We look forward to discussing these and other potential partnership opportunitieswéh y

your earliest convenience. We will call you to follow up in the next few daysulhave
any questions, please feel free to contact [NAME] at [TELEPHONE NBRIBor [E-

MAIL].

Enclosures

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

What is [ORGANIZATION]?
[INSERT DESCRIPTION OF YOUR ORGANIZATION]

What is Covering Kids & Families?

In 2002, the Robert Wood Johnson Foundation (RWJF) laur@@beering Kids & Familiesa
$55 million national initiative that offers grants to statewide coalitionsd@ase the number of
children and adults who benefit from federal and state health care coveragenz.Ggvering
Kids & Familiesbuilds on the work o€overing Kids another RWJF national program active
from 1998 to 2002. Working with broad statewide and local coalitidosering Kids &
Familiesfacilitates efforts to: 1) conduct and coordinate outreach programs; 2) simplify
enrollment and renewal processes; and 3) coordinate existing coverage program

What is Medicaid?

Medicaid provides health care coverage to three main groups of low-income amseparents
and children, the disabled, and the elderly. Enacted by Congress in 1965, Medicaid makes
federal matching funds available to states to cover the cost of health catestweligible
individuals in all 50 states and the District of Columbia. Children represent hadliMddicaid
beneficiaries but account for only 16 percent of program expenditures.

What is SCHIP?

In 1997, Congress enacted the State Children’s Health Insurance Prograr®) 8Calow
states to develop programs that provide health care coverage for uninsured childremvfrom |
income and moderate-income families. All 50 states and the District of Colunviei&kadIP.
Income eligibility and other program features vary by state.

Why is it important that children have health insurance?

Health care coverage helps keep children healthy, and healthy childiesttargrepared to
learn. According to the Urban Institute’s analysis of the National Haakiview Survey,
nearly half of all uninsured children (48%) have not had a well-child visit in they@ast
llinesses that are left untreated and result in missed days of schooldtm pear performance
in the classroom. That is why it is so important that we enroll the millions délelichildren
who are needlessly going without health insurance into available low-cost aheédidecare
coverage programs. Parents can c@lrT) KIDS-NOW to find out if their children are eligible.

What is the most a family can earn in order to be eligible for these programs?

Eligibility varies by state. In most states, a family of four earnipgo $38,000 a year may
gualify. Since eligibility does vary by state and family size, it ipantant for all families to call
1(877)KIDS-NOW to learn if their children are in fact eligible for low-cost @efhealth care
coverage.

! The Kaiser Commission on Medicaid and the UnirgsufEhe Medicaid Program at a Glance.” (Januaryl200
2 An Urban Institute Analysis of The Center fior Dise Control's 2002 National Health Insurance Sur{isygust 2004).
www.coveringkidsandfamilies.org/press/docs/2004dHiadings.pdf
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Are children of immigrant families that meet the income requiremats eligible?

All children who are citizens of the United States are potentially eliggvlen if their parents are
immigrants and not citizens. Documented immigrant children who entered the couatey bef

August 22, 1996, may be eligible for Medicaid or SCHIP. For those children who emiered t

country after August 22, 1996, eligibility for health care coverage pragvanes by state.

What is the Covering Kids & FamilieBack-to-School Campaigr?

As parents prepare their children for the new school @rarering Kids & Familiesaunches its
annualCovering Kids & FamilieBack-to-School Campaign to inform parents of the low-cost
and free health care coverage that is available in all 50 states and thet Bisiolumbia
through Medicaid and SCHIP. Many working families with children who are edidislthese
programs do not believe their kids qualify. However, these programs are designedde incl
working families. Eligibility varies by state, but, on average, famé&sing up to $38,000 a
year may qualify for low-cost or free children’s health care coveragenba information,
families can call (877)KIDS-NOW.

Do Covering Kids & Families and th8ack-to-School Campaign work?

Yes, without a doubt, they work. The Urban Institu0€2 National Survey of America’s

Families shows that simplification, coordination and outreach efforts in ngearg have paid

off. Awareness of Medicaid and SCHIP among low-income families with unohshilren has
increased dramatically, from 47 percent in 1999 to 71 percent in 2002, and an additional 4.8
million children have enrolled in Medicaid or SCHIP between 1999 and 2002. While we cannot
take credit for all of this succe<Spvering Kids & Familiess the nation’s single largest effort of

its kind and thé8ack-to-School Campaign is the single largest educational campaign on this
issue. We, along with our partners, have certainly contributed to this major advahceme

How can families get more information about low-cost and free health caregerage in
their state?

Families that would like to find out if their children qualify for low-cost or fnealth care
coverage can call [STATE HOTLINE NUMBER] or the national toll-free numbe
1(877)KIDS-NOW. Information is also available at [ORGANIZATION OR
MEDICAID/SCHIP PROGRAM WEB SITE ADDRESS] omwww.insurekidsnow.gov
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CONFIRMATION OF PARTICIPATION LETTER

[DATE]

[NAME]

[TITLE]

[COMPANY]

[ADDRESS]

[CITY], [STATE] [ZIP CODE]
Dear [PREFIX] [LAST NAME]:

[ORGANIZATION] is grateful for [COMPANY]'’s participation in outreh@ctivities to inform
eligible families that low-cost and free health care coverage for ahilsli@vailable in [STATE].

This letter is to confirm that [COMPANY] has agreed to [INDICATE ACTTY] on [DATE].
If you have any questions, please contact me at [TELEPHONE NUMBER].
Thank you again for supporting this important endeavor.

Sincerely,

[NAME]
[TITLE]

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

[NAME]

[TITLE]

[COMPANY]

[ADDRESS]

[CITY], [STATE] [ZIP CODE]

Dear [PREFIX] [LAST NAME]:

[ORGANIZATION] is pleased to have the opportunity to work with [COMPANY] to catne
uninsured children to available health care coverage and promote [COMPANXjlsement.

This letter serves as a written agreement between [ORGANIZATIGHN]@GOMPANY]. It
outlines the nature of this partnership, expectations for each organization, ankha fione
accomplishing these expectations. [THE POINTS BELOW ARE EXAMPLES.]

[COMPANY] agrees to the following:

Inform [COMPANY] employees that [COMPANY] is working with [ORGANAZ ION] 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 themeenroll

Post health care coverage information in [COMPANY] offices (e.g., posters)

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 afiphc
assistance

Provide office space for [ORGANIZATION] enroliment activities

Offer [COMPANY] employees the opportunity to be trained to provide apmicati

assistance

[ORGANIZATION] agrees to the following:

Provide a sufficient quantity of enrollment applications to [COMPANY]
Provide program promotional materials and/or templates
Be available to conduct a presentation i DICAID/SCHIP PROGRAM

Train [COMPANY] employees who are interested in providing applicatiostasse
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Provide staff and coordinate enrollment events at [COMPANY] offices durutgatty
agreed-upon dates and times

Promote [COMPANY] enrollment events using [ORGANIZATION] communicatitutds

Provide [COMPANY] with periodic updates of [ORGANIZATION] outreach eféart the
community

Invite [COMPANY] representatives to [ORGANIZATION] events

Recognize [COMPANY] outreach efforts when providing the media with exarmaples
business outreach activities in the community

[NAME] INAME]
[TITLE] [TITLE]
[COMPANY] [ORGANIZATION]
[DATE] [DATE]

Enclosure: Timeline

NOTE: Remember to put your letter on your organization’s letterhead and intude a
timeline for accomplishing the above expectations.
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THANK YOU LETTER TO A BUSINESS

[DATE]

[NAME]

[TITLE]

[COMPANY]

[ADDRESS]

[CITY], [STATE] [ZIP CODE]

Dear [PREFIX] [LAST NAME]:

[ORGANIZATION] would like to thank you for your participation in [SPECIFACTIVITY].
Your involvement demonstrated [COMPANY]'s support for children’s health carerage and
helped make our effort a tremendous success. Making sure that every childlthasanea
coverage is no easy task. The active role you have taken in this effort issheptedward
ensuring that all children in our community have the health care coverage tdey nee

[INSERT PARAGRAPH ABOUT RESULTS, EVENT ANECDOTE, PRESS CLIRBS,
ETC]

[COMPANYT]'s efforts helped raise awareness of the number of uninsurettezhilvho are
eligible for MEDICAID/SCHIP PROGRAMOnN behalf of [ORGANIZATION], we thank you
for your hard work.

We look forward to working with you in the future.

Sincerely,

[NAME]
[TITLE]

NOTE: Remember to put your letter on your organization’s letterhead.
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[INSERT ORGANIZATION LOGO]

[INSERT ORGANIZATION NAME]

[INSERT COMPANY NAME]
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POWERPOINT PRESENTATION AND TIPS

The PowerPoint presentation is a tool you can use in a meeting with your bpsosgests.
You can use it as a computer-projected presentation, slides or transpareny@as;anr print it
out and use it as a handout to “walk through” in a meeting. If you will need projectiquresnti
for your meeting, be sure to check with your company contact ahead of tiseifdley have
it. To download the PowerPoint presentation, go tadCiweering Kids & FamilieBack-to-
School Campaign Action Kit atww.coveringkidsandfamilies.organd download the
PowerPoint Presentation for Organizations, Corporations and Sports Teams.

A well-organized, tailored presentation will help you in your business outreaxtseff
Review each slide and customize it to your organization’s needs and the buisiaesss.
Add, delete or change slide order depending on the content of your presentation.
Make sure the presentation follows a logical order.
Practice the presentation in front of your colleagues and ask for commentshaebourtent
and message, improvements and clarification that might be needed, and the length of the

presentation.

Bring extra equipment supplies (e.g., an extra light bulb for the projectorareabulb
blows out).

Save the presentation in several places (e.g., on a floppy disk, your hard drive and in your e
mail inbox). Bring hard copies, too.

Leave ample time for company representatives to ask questions or make cemment

86



NEWS ADVISORY

(Send three to four days before your event.)

[FROM THE ACTION KIT — already approved]

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 aboutviisé thed will be
coming. It is always loaded with information about the who, what, when and whtreuivi
giving away the entire story. Write this in a way that will interest theianéut does not give
away so much that they do not need to come to the event or receive a full pressaetgase t
on it.

Make the event facts in your media advisory easy to read by highlightingatiileroullets 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 ligted
- Families from [REGION/STATE] enrolled iiMEDICAID/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/nege
medical care, children headed back to school and children receiving checkups will be
available at the event and between [TIME], [DATE] at [SATELLITE COORDB&T

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.
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PRESS RELEASE

(Send the morning of your event.)

FOR IMMEDIATE RELEASE Contact:;
[DATE] [NAME]
[PHONE NUMBER]

Headline Making Your Announcement

“Kicker” in italics contains additional 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 cannohétfirst

sentence.

“The second paragraph is often a quote that delivers a major message point of your
announcement,” said [YOUR ORGANIZATION’'S PRESIDENT, ELECTED ORRAICOR
SPOKESPERSON]. “The quote should state an opinion and add a human voice to the story. The
person writing the press release may craft the quote in order to ensutréstbatmessage;

however, itmust be approveby the person to whom it is attributed.”

In paragraph three, continue with more information on the announcement. Include interesting
information that is part of your main message.

“Include a quote from your new business partner explaining their interest in therphip,”
said [NEW BUSINESS PARTNER SPOKESPERSON]. “Be sure to make thesgemied
conversational.”

Include details about the partnership. If specific activities are plansethdim. Be sure to
include a telephone number that parents can call if they would like to learn more.

The last paragraph tells the public what you most want them to know about your organizati
and your business partner.

it
If you need help producing media materials, contact your local chapter of the Reiations

Society of America (PRSA) to see if it has volunteers who could help you. Goaallocal
college or university to ask for assistance from journalism or public relatiodents.

NOTE: Remember to put your news advisory on your organization’s letterhead.
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DROP-IN ARTICLE

[COMPANY] to Help Connect Uninsured Kids to Affordable Health Coverage

Kids with Health Care Coverage

[COMPANY] has signed on to help inform families
L Are Better Prepared to Learn

with uninsured children about low-cost and free healt
care coverage available througgDICAID/SCHIP ) ) e
PROGRANL Of the [# OF UNINSURED CHILDREN | MOST children in America’s

IN STATE] uninsured children in [STATE], most classrooms who are uninsured
qualify for coverage. Unfortunately, many of their are eligible for ELOW'COST OR
parents may not know their children qualify. FREE] children’s health care

coverage.
[COMPANY] plans to provide a link between parents . ]
with uninsured children and information about - Half of all uninsured children
[MEDICAID/SCHIP PROGRAM have not had a well-child visit in

the past year.
“We want to make sure that parents, even those who

work, know their kids could qualify for affordable - Uninsured children are less likely
health care coverage,” said [COMPANY to receive proper medical care
SPOKESPERSON]. for sore throats, earaches and

asthma—common childhood

Eligibility has been expanded in every state to include illnesses that are often the cause
many moderate-income families. In [STATE], a family __ of school absences.
of four earning up to [$XX] a year or more may qualify for low-cost or freelnealte coverage
for their children.

[COMPANY] is working with [ORGANIZATION] to reach out to [STATE] famds and tell
them aboutIEDICAID/SCHIP PROGRAM T The partnership will kick off on [DATE OF
EVENT/ACTIVITY] when [COMPANY] [DESCRIPTION OF ACTIVITY.

Kids enrolled in MEDICAID/SCHIP PROGRAMare eligible to receive [LIST BENEFITS].
“ MEDICAID/SCHIP PROGRAIlMoffers comprehensive coverage, much like private health
insurance programs,” said [LOCAL STATE HEALTH OFFICIAL AND AGENQNAME], the
agency that administers the program.

“Those of us who work at [COMPANY] are excited about this partnership. It gvasway to
give back to the community, the effects of which could resonate for generatiamédg said
[COMPANY SPOKESPERSON].

To find out if your child is eligible for low-cost or free health care coweragll [STATE
TOLL-FREE HOTLINE NUMBER] or visit WEB SITE ADDRESS].
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Covering Kids & Families:A Team Effort
By: INAMES OF CHILDREN’'S ADVOCATE AND BUSINESS PARTNER]

It's not often that a children’s advocate and a business owner jointly write an op-ed. O
the surface, we have very different jobs with very different goals. Butlditeadeeper and
you'll find there is much we have in common. We both care about our community, and we both
know that a community is only as strong as the health of its children. That's whg teaming
up to help [STATE/COMMUNITYT's uninsured children.

[# OF UNINSURED CHILDREN IN STATE] [STATE] children are uninsured.
Research shows that parents with children who do not have health care coverage &kelynor
to be forced to delay or not seek medical care for their kids than parents whosan dialdz
health insurance. Many uninsured children are going without health care sevaethey need
them because their parents cannot afford to pay. Parents of uninsured childreo areral
likely not to fill or delay filling prescriptions than parents of insured kids.

These findings are disturbing for everyone in our community. No child should go without
needed health care. Fortunately, there is good news. Most uninsured children THE] SiFé&
eligible for low-cost or free health care coverage throbdfalDICAID/SCHIP PROGRAIMBut
the problem is that many parents of uninsured children may not know these programs exist, or
they think they do not qualify because they work.

The key to getting eligible children enrolled is informing their parentstabese
programs and encouraging them to apply. We are working together to help spread tlee word t
families in [STATE/COMMUNITY] that these programs exist for them. @amies that come in
contact with families every day can play a critical role in informing taeout these programs.
That's why [COMPANY] will be [LIST OF PARTNERSHIP ACTIVITIES]

Many of the country’s leading companies and organizations have joined the Robert Wood
Johnson FoundationBovering Kids& Families Initiative in a nationwide effort to connect
eligible, uninsured children with low-cost and free health care coverage.

Families that would like to learn more about low-cost and free health caregeven
call [STATE TOLL-FREE HOTLINE NUMBER].
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EMPLOYEE/CUSTOMER NEWSLETTER

At [COMPANY] we care about all of our customers—and their families. Thatiswe've
become a partner in the effort to connect uninsured children to low-cost or fréedaealt
coverage.

[# OF UNINSURED CHILDREN IN STATE] children in [STATE] are uninsured. Mokthese
children are eligible for low-cost or free health care coverage thradgB[CAID/SCHIP
PROGRANL But many parents of uninsured children do not know aldd&}ICAID/SCHIP
PROGRANML That's why we’ve decided to help. As a business in this community, we see
families every day. We know that we can play a major role in helping to inform g#nantheir
children may be eligible for coverage, even if they work.

We plan to [LIST ACTIVITIES — GET DATES OF ENROLLMENT EVENTS IF BSIBLE]
over the next [TIME PERIOD].

When you're in the [TYPE OF BUSINESS] business, you owe it to your commuonigy t
involved. Helping uninsured kids get the coverage they need is a goal worth strivamgl fone
that will provide benefits for years to come. We are excited about this new endeedvook
forward to doing our part to get all eligible uninsured children enrolleMECJICAID/SCHIP
PROGRAM
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TALKING POINTS

Introduction and Covering Kids& Families Overview:
Hello, my name is [NAME]. | am calling on behalf of [ORGANIZATIORK discuss the
possibility of involving [COMPANY] in our annualovering Kids & FamilieBack-to-
School Campaign.
[PAUSE. ASK IF THIS IS A GOOD TIME TO TALK AND IF THEY ARE THE RBHT
PERSON TO SPEAK WITH.]
Currently, there are more than 8 million uninsured children in the United States. That
includes [# OF INSURED CHILDREN IN STATE] uninsured children here in [SEAT
Many of these children are eligible for low-cost or free health careagegebut they are not
enrolled.
Covering Kids & Familiess a national program of the Robert Wood Johnson Foundation
helping to connect eligible uninsured children to low-cost and free health caragmver
available through Medicaid and the State Children’s Health Insurance ProgeattP(S
These health care coverage programs are available in every state arsdrittedD
Columbia. You may be familiar with the program in our stateteDICAID/SCHIP
PROGRAM
To reach eligible children and families, a nationwitesering Kids & FamilieBBack-to-
School Campaign is organized right before the start of school each year tovariseess of
low-cost and free health care coverage programs, and encourage papemtsrrolling their
children at the top of their back-to-school checklist. Here in [STATE] we arERNS
ACTIVITIES.]

Business Outreach — How Companies Can Get Involved:

- Business community involvement in tB@vering Kids & FamilieBack-to-School
Campaign is extremely important. Companies large and small use theiuodation and
marketing channels—such as newsletters, in-store circulars, billiegnstats 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 ép&tment of
Health and Human Services national toll-free numb@&?72) KIDS-NOW, which parents
can call to find out if their children are eligible.

Some examples @overing Kids & Familieational corporate partners have included
Capital One, CVS/pharmacy and H&R Block.

[COMPANY] is a leader in [INDUSTRY/THE COMMUNITY/THE NATI®] and can
reach potentially eligible families with important health care cayeeraformation.

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 naddesuch as
articles, posters and fliers.

Closing Remarks:

- Do you have any questions that | can answer at this time?
I'd like to send you more information that descrils/ering 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 PH(E]
I'll call you [GIVE SPECIFIC TIME FRAME] to follow up. Thank you for takinge time
to discuss this opportunity. | hope [COMPANY] will agree to participate.
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Glossary of Business Terms

The business world has its own terminology. Increasing your familiaritya@mmon business
terms and industry jargon can help you in your business recruiting effortlldvarig terms
may arise in a conversation related to your business outreach activities.

Associates
Many retailers refer to their employees as “associates.”

Brand
A company name or product name along with its logo or word mark.

Bottom Line
A business’ profit margin.

Cause-Related Marketing (CRM)

Partnership between a nonprofit and a corporation designed to benefit the nonprofieand me
corporate business objectives. Unlike philanthropy, money spent on cause-relatetthgnek
not a donation; it is a business expense.

Example: American Express made a one-cent donation to the restoration of the Statue of
Liberty every time its credit card was used. The number of new card holderbgr5
percent and card usage increased by 28 percent.

Cost/Benefit Analysis
A method of discerning the benefits expected from a decision by measuroagsth®f that
decision and determining whether the benefits will outweigh the costs.

Cross-Promotion
When two or more organizations create promotional opportunities that are mutnaficiaé"

Demographics
Data about people or a marketplace, such as age, sex, marital status, inconiiy, ethnic
employment status, etc.

Exclusivity
The right to be the only company sponsoring an event or activity. Exclusivity reéthy®u can
offer a business partner.

Fiscal Year
The 12-month period that a company uses for budgeting and financial reportimgaOfte
company’s fiscal year runs independently of—or does not parallel—the aateatar year.

Franchising
Selling the right to operate an established business to an individual or company in anothe
location. The individual or company assumes the responsibility of operating the bwusides

! Anne-Marie Grey and Kim Skildum-Rei@ihe Sponsorship Seeker’s Toglgit165. (1999).
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must provide capital to operate under the parent company’s name. The corporatprowides
name recognition and, in some cases, access to products and technical assistance.

Example: McDonald’s and Burger King franchise restaurants to individual owners called
franchisees.

Grant

The provision of funds or material for a specific project generally not linked to a ngingare
business. A grant is usually given to a project on the basis of need rather than the prbmotiona
and marketing opportunities it may providearger companies often establish foundations that
make grants to community initiatives.

In-Kind Sponsorship
Payment (full or partial) of sponsorship fee in goods or services ratheratsiath ¢

Licensing
A partnership in which one organization sells the rights to use its name, logo ortavaageher
organization.

Media Sponsor
TV, radio, print and outdoor advertising companies that provide cash, advertising tipae®r s
to an organization in exchange for official designation as a spbnsor.

On Premise
A promotion that takes place at the business location.

oTC
Term used by the drugstore industry for “over-the-counter,” nonprescriptionatieds:
Aspirin is an example of an OTC medication.

Philanthropy
Support for a nonprofit organization where no commercial advantage is expected.

Point of Sale (POS)
This term refers to a location in a store, usually near the cash registex,armestomer can view
products and select items to buy. Also known as point of purchase (POP).

Premium
A token item from a company with the company name and logo that is usually gisgriraes
or with a purchase.

Example: A customer receives a Clinique gift bag with any purchase over $50. In
Covering Kids& Families language, free premiums are called giveaways.

2 Anne-Marie Grey and Kim Skildum-Rei@ihe Sponsorship Seeker’s Toglit 168. (1999).
% Selling More Sponsorship. B-2. IEG, Inc., (2000).

4 Selling More Sponsorship. B-3. IEG, Inc., (2000).

® Ibid.
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Psychographics
A description of an individual and their values and lifestyle (e.g., an SUV ownecammmutes
to the city daily, attends soccer games on weekends and eats out with faanifjaafes).

Restricted Funds vs. Unrestricted Funds
Restricted funds are used for a specific purpose. Unrestricted funds drle fdexd are

sometimes referred to as discretionary funds

Quick Service
A restaurant industry term referring to fast-food businesses such as MdBpBarger King
and Wendy’s.

Return on Investment (ROI)
An estimate of the financial benefit (the “return”) from money spent {thestment”) on a
particular project.

Servicing
Providing benefits (agreed and additional) to sponsors to assist them in achievingjdatives
in return for their sponsorshfp.

Shelf Program

A grocery/retail term indicating promotions related to where products canubd.fProduct
location is extremely importarhelf spacés a related ternknd aisle displayefers to the
premium space at the end of an aisle that provides greater consumer visibility

Sponsorship
An investment in a community activity, cause or event that yields a comahretarn for the
sponsor.

Target Audience
The most appropriate audience for a particular product, service or&ventovering Kids &
Families the target audience is usually families with eligible uninsured children.

Target Market
A group of consumers who are likely purchasers of a product or service and who shala a simi
demographic profilé.

Turnkey
A term used to describe a program that is easy to implement.

5 Anne-Marie Grey and Kim Skildum-Refthe Sponsorship Seeker’s Toglkit 167. (1999)
7 Anne-Marie Grey and Kim Skildum-ReTthe Sponsorship Seeker’s Toolkit 168. (1999)
8 Ibid.
9 Ibid.

95



96



