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Introduction

This toolkit will help your organization develop a plan for disseminating campaign materials to women of childbearing age.  Not all organizations will be in a position to disseminate campaign materials directly to women; however, most will be able to identify other organizations that can.  The toolkit also will help your organization develop a plan for partnering with organizations that can extend the reach of the campaign.  

We ask that all organizations that will be involved in implementing the campaign to complete the following:

1. A background information sheet about your organization,
2. A dissemination plan, and

3. A partnership plan.  

This information will help inform the national implementation plan and also be used to help guide the evaluation of Phase 1 of the campaign.  In addition, each organization that will be implementing the campaign can use the dissemination and partnership plans to guide their campaign-related activities.
	Background Information on Your Organization


	Name of Organization:



	Address:



	Name of Key Contact:



	Work phone:



	Work fax:



	Email address:



	Organizational goals related to preconception health:  What specific goals does your organization have related to PCH?


	Primary target population:  What primary population does your organization serve?


	Other target populations:  What other (or secondary) populations does your organization serve?


	What role(s) can you play in the campaign?  Place an X next to each of the roles to which your organization can commit.

	· Dissemination campaign materials directly to women of childbearing age
· Promote the campaign using channels we have in place 
· Help bring in funding for the campaign


	· Recruit new partner organizations that can reach women directly
· Other (please describe):



Developing a Preconception Health Campaign Dissemination Plan 

Your organization can play a big role in getting campaign products and messages out to women of childbearing age.  The table below will help you create a plan for identifying priority audiences, products and dissemination strategies.  
Directions for Completing the Dissemination Plan Table
Column 1:  Identify your target audiences.  The two primary audiences are planners and nonplanners. However, you may want to target specific subgroups.  In each row, provide a description for an individual target audience you will try to reach. An example is provided in the table.  

Column 2:  Identify the products you will disseminate to the target audience.  
· Consult List 1 to learn about the products that currently are in development for Phase 1 of the campaign.  
· If you think a product on List 1 should be adapted (slightly modified) for a specific audience, use List 2 to identify which product, how you think it should be adapted and how you will pretest it.  
· Consult List 3 to get ideas about new products that have been considered for the campaign, but are not yet in development.  

· If you have an idea for an additional product you would like to develop yourself, including any on List 3 that are not yet in development, please list and describe this product on List 4.  
· Once you have reviewed and completed all four lists, you can then use any of the products from these four lists to complete column 2 in your Dissemination Plan.  Please include just one product per row.  
Column 3:  Identify the channels you will use to get the products and messages to the target audience.  Channels could be direct mail, in-person distribution, web or social media sites (e.g., Facebook, Twitter), newsletters or listservs. TV, radio, etc. 
Column 4:  Write your dissemination objective.  Objectives should be “SMART” or Specific, Measureable, Actionable, Relevant, and Time bound. (Example:  By December 2014, The Healthy Woman Initiative will show 500 women visiting our reproductive health clinic the PCH campaign video.” “By December 2014, The Healthy Woman Initiative will have displayed the campaign’s web banner on our website for six consecutive months.”)
List 1:  Phase One Campaign Products Currently in Development 

	Product
	What is it?


	Web

	Campaign Web site development, hosting, or both
	Web site specific to the Preconception Health Social Marketing (PCHSM) Campaign 

	Logo
	The graphic mark representing the PCHSM Campaign.  It could be added to email signatures or on new products you wish to develop.

	Web banners/ads
	Online advertising that will attract traffic to the PCHSM Campaign or other Web site

	Image library
	A library of photos representing women engaging in preconception health behaviors that can be used when developing new materials (e.g., websites, posters, brochures)

	Educational video
	An educational video for both planners and nonplanners that could be played in waiting rooms, played at educational events, posted on websites, or shared through social media. 

	Poster
	A poster that can be displayed to promote the campaign.

	“My Plan” self-assessment
	A checklist that women can use to assess which PCH related behaviors they need to improve 

	Badges/buttons
	Small images used on Web sites to endorse the PCHSM Campaign

	.jpg e-mail signatures
	Pictures of the logo, Campaign slogan, or both that can be placed at the bottom of individuals’ e-mail signatures to promote brand identity

	At-a-Glance Fact Sheet
	A fact sheet for public health professionals that provides background information about PCH.

	Mass Media

	Public service announcements (PSAs)
	PCH PSAs featured on television, on the radio, or in print news

	Press kit
	Prepackaged set of PCH promotional materials that can be distributed to the press


List 2:  Products to Adapt
If you think a product on List 1 should be adapted for a specific audience, use the list below (List 2) to identify the product, how you think it should be adapted and how you will pretest it.  

	Products
	Target Audience
	Adaptation Needed
	Type of Pretest

	Example: Article on PCH
	Example: Visitors to our organization’s website
	Example: Including statistics on PCH for our state


	Example: We will have 10 women unfamiliar with our organization review the article

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


List 3. Product Ideas Not Yet in Development

Products on List 3 have been conceptualized, but are not yet in development.  If your organization has the resources to develop one of these or another new product, please include it on List 4.  
	Product
	What is it?


	Web

	Social media pages and posts
	PCHSM Campaign page on Facebook or MySpace. Messages disseminated through key influencers via Twitter. Communities of users could be created where women could connect to discuss PCH-related topics of interest to them.

	Podcasts
	PCH audio show broadcast over the Internet; can be downloaded on an iPod or iPhone, among other devices

	Contest (viral)
	Contest for target audience members to compete to build a viral marketing campaign and drive traffic to the Campaign Web site. Contestants could develop videos, testimonials, or print ads. 

	“Pass it on” messages, posts, cards, cartoons, etc. for person-to-person dissemination
	Social objects and messages individuals can send to friends and family that contain inspiring messages about PCH

	Articles on PCH to post on other Web sites 
	Articles about PCH that can be posted to blogs or online news sources

	Digital stories 
	Testimonies about PCH uploaded to a Web site, available digitally, or both

	Mass Media

	Hollywood Health and Society 
	PCH stories integrated into scripts of movies or television shows

	Mainstream articles
	These mainstream articles may be about PCH in general and may reference the campaign, but are not part of the digital press kit. Ideally, a series of articles could be developed that organizations could use in their newsletters or websites.

	Advertising

	In-store/in-business advertising 
	PCH promotional materials that can be placed in stores and places of business (e.g., pharmacies, retail, fitness centers, nail salons, spas)

	Product inserts 
	PCH messages that can be inserted into existing products (e.g., tampon boxes, fertility kits)

	Transit ads 
	Bus ads, cab toppers, billboards, or ads placed in subways

	Other

	Promotion kits for clinicians and health care settings 

Waiting room videos/PSAs
	Prepackaged set of promotional materials designed for health care settings 

	Worksite promotion kits 
	Prepackaged promotional materials designed for worksites 


List 4:  Products I Will Develop
If you have ideas for a new product you would like to develop (including those on List 3 which are products not yet in development), use the list below (List 4) to identify and describe this product.  
	Product
	Target Audience
	Type of Pretest

	Example: Contest for best PCH story.  Will be included in newsletters and organization’s website
	Example: Planners, nonplanners and women who recently had a baby
	Example: An informal focus group of women from each audience will be used to get impressions of each story and to help choose the winning stories

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


Dissemination Plan for 

[INSERT YOUR ORGANIZATION’S NAME HERE] 
	1. Target Audience
	2. Product
	3. Channel
	4. Dissemination Objective

	Which target audience will you try to reach?
	Which product(s) will you use for this target audience? 
	What channels will you use to disseminate these products?
	What dissemination objectives will your organization achieve? 

	Example: Women in Montgomery County Maryland attending Health Department family planning and STD clinic
	Example: Promotional video and poster and fact sheets
	Example: Play and display in waiting rooms of Health Department.  Distribute fact sheet to each women attending clinic.
	Example:  By December 2013, we will have included four articles on preconception health and the campaign in our newsletter and will have distributed over 500 copies of the newsletters to other public health organizations.

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Expanding Your Organization’s Dissemination Capabilities: Developing a Campaign Partnership Plan 

Not all organizations are able to reach all women of childbearing age directly.  Your organizations can develop partnerships with organizations which can reach the subgroups of women that you may be unable to reach.  Review your dissemination plan and note which subgroups of planners and non-planners your organization unable to reach right now.  

To develop a partnership plan for the preconception health campaign, complete the table below.  

Column 1: Identify Potential Partner Organizations.  Identify potential organizations. To identify potential partners, think about their mission and focus; their reputation as a credible, trustworthy source of information; the primary and secondary audiences they serve; their resources; their dissemination channels; and existing outreach efforts.

Column 2: Identify Organization’s Reach.  Ask your partner organization which specific subgroups of women they can reach with campaign products and messages.

Column 3: Develop Your Request.  When you approach an organization, you should be clear about what you want them to do.  Do you want them to put banner ads on their webpage?  Do you want them to conduct a direct mailing to women within a specific zip code? 

Column 4: Develop Rationale for Partnership.  It’s likely easy to identify how the campaign might benefit from developing a partnership with this organization.  However, how does the organization benefit from partnering with the campaign?  Be sure you are able to speak to what’s in it for them before you approach this potential partner organization.

Column 5: Identify Barriers to Partnership. Think through the possible reasons why this organization might not be interested or able to help with this campaign.  

Column 6: Identify Strategies to Engage Organization and Overcome Barriers. What ways can you help alleviate the potential barriers to partnering for this organization?  How can you get this organization excited and interested about working with you on the campaign?  

[INSERT YOUR ORGANIZATION’S NAME HERE] 
Partnership Plan 

	1. Identify Potential Partner Organization
	2. Identify Organization’s Reach
	3. Develop Your Request
	4. Develop Rationale for Partnership
	5. Identify Barriers to Partnership
	6. Create Strategies for Engagement and  Overcoming Barriers

	What is the name of the organization?
	Which subgroup(s) of women can this organization likely reach?
	What will I ask this organization to do?
	Why would this organization be interested in partnering?  What is in it for them?
	Why might this organization NOT be interested in partnering?
	What strategies can I use to engage this partner and overcome any barriers to partnership?
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