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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.
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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
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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.
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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
coveringkidsandfa