
Common to many nonprofits is the deve l o p-
m e nt of national public-education initiat i ves or ca m-
paigns to enhance awa reness about part i c u l a r
health issues. Ofte n , these campaigns are suppo rte d
by educational gra nts from pharm a ce u t i cal co m p a-
n i e s. Pa rtnerships with nonprofits are impo rt a nt to
pharmaceutical companies for many reasons,
including providing “t h i rd - p a rty cre d i b i l i ty” a n d
a c cess to target audience s. Having wo rked on a
n u m ber of such prog rams and having observed the
wo rk of others, it has be come clear that there are
e s s e ntial co m po n e nts for making campaigns suc-
ce s s f u l .

The National Wo m e n’s Health Re s o u rce Ce nte r

I n c.has identified the Ten Co m m a n d m e nts of Pu b l i c -
Ed u cation Initiat i ve s. Being at te nt i ve to these Te n
Co m m a n d m e nts by both the nonprofit and phar-
m a ce u t i cal co m p a ny will enhance the like l i h ood of
h aving a successful ca m p a i g n .

FIRST COMMANDMENT  

I d e ntify the Ri g ht No n p rofit Pa rt n e r
The ri g ht nonprofit partner should be one that :

• Has cre d i b i l i ty, so that co n s u m e r s / p ro fe s s i o n a l s
will liste n

• Provides a balanced approach to the subject and
o f fers object i v i ty 

• Has a track re co rd of successful campaigns and
p rog ra m s

• Has proven po s i t i ve re l ations with pharm a ce u t i-
cal co m p a n i e s

• Can offer an inte g rated approach to prog ra m s

• Is easy to wo rk with; m a kes decisions quickl y;
wo rks efficient l y

S E COND CO M M A N D M E N T

I d e ntify Goals and Build the 
Pa rtnership 

While the specific goals
of the nonprofit and phar-
m a ce u t i cal co m p a ny may
d i f fe r, the end goal of the
campaign should be the
same — educat i o n .I d e nt i f y
goals of the prog ram earl y
on — from both the non-
p ro f i t’s and pharm a ce u t i ca l’s
pe r s pe ct i ve, as well as the
key educational messages
to be delive re d. Commit to
wo rking together to deve l-
op and implement the most

e f fe ct i ve campaign strate g i e s,within the para m e ters of
g ove rn m e nt and the pharm a ce u t i ca l’s medica l / l e g a l
g u i d e l i n e s.Ag e n cy invo l ve m e nt can help facilitate dis-
cussions be tween the nonprofit and pharm a ce u t i ca l ,
as well as help position the re l ationship and ca m p a i g n
within the co ntext of broader goals.

THIRD COMMANDMENT 

Think St rate g i ca l l y
Develop a multiface ted campaign that inco rpo-

rates offline and online strategies to reach goals. Be
c re at i ve ; think out-of-the-box to achieve goals and
d i f fe re nt i ate your org a n i z ation from others. Do n’t
just focus on the disease or condition — talk abo u t
p reve ntion and life s ty l e. I n co rpo rate strategies to
e m power consumers to take charge of their health
and engage in dialogue with their healthca re pro-
fe s s i o n a l s.

F O U RTH CO M M A N D M E N T

Ta rget Au d i e n ce and Di s t ri b u t i o n
One of the key areas to discuss early on is the tar-

get audience — who should the educational mes-
sage reach? Be as specific as possible and identify pri-
o rities for each segment of the audience, i n c l u d i n g :

• Co n s u m e r s ;p ro fessionals (phys i c i a n s, nurse pro-
fe s s i o n a l s, p hysician assistant s, p h a rm a c i s t s )

• Wo m e n ;m e n ;a d o l e s ce nt s
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the role media can play in spreading educat i o n a l
m e s s a g e s.The key, and often the challenge, is to cre-
ate that “media hoo k”to garner inte re s t. Some addi-
tional po i nt s :

• The nonprofit partner should have significa nt
ex pe ri e n ce wo rking with the media, a n d
should be able to provide ex pe rts and
s po ke s pe r s o n s.

• An agency invo l ved with the campaign should
h ave an exce l l e nt track re co rd of generat i n g
media at te ntion through cre at i v i ty and out-
re a c h .

• Media training should always be included, n o
m at ter how much ex pe ri e n ce the nonpro f i t
p a rt n e r, ce l e b ri ty, or medical spo ke s pe r s o n s
b ring to the table. Media training can help
hone in on the succinct messages to be deliv-
e re d.

S I XTH CO M M A N D M E N T

Ce l e b ri ty Invo l ve m e nt
Does the ca m p a i g n’s success depend on hav i n g

ce l e b ri ty invo l ve m e nt? Ab s o l u tely not. Can it help?

Ab s o l u te l y, if the ri g ht ce l e b ri ty is selected and the
ri g ht messages are delive re d.

Finding a ce l e b ri ty with whom consumers ca n
re l ate is key.The ce l e b ri ty will do best if he or she has
the particular disease or condition that is the sub-
j e ct of the ca m p a i g n .

The ce l e b ri ty must be trained to talk generi ca l l y
a bout the subject and tre at m e nt options and not to
p ro m o te the pharm a ce u t i cal co m p a ny’s dru g. In this
re g a rd, media training is key.

Ab s e nt ce l e b ri ty invo l ve m e nt, or in addition to
ce l e b ri ty invo l ve m e nt, a spo ke s person affiliated with
the nonprofit org a n i z ation should be able to effe c-
t i vely deliver messages on behalf of the ca m p a i g n .

S EVENTH CO M M A N D M E N T

Me d i cal Ex pe rt i s e
No mat ter what the subject of the ca m p a i g n , it is

i m po rt a nt to have medical ex pe rt i s e, and ideally, a
m e d i cal spo ke s person invo l ved with the ca m p a i g n .
The medical spo ke s person provides enormous cre d-
i b i l i ty and can re s pond to the medical and scient i f i c
questions posed by the media.

Making a case for PUBLIC EDUCAT I O N

• Ag e s

• Mi n o ri ty groups or special po p u l at i o n s

• Those with particular health co n ce rn s

• People who speak diffe re nt languages

• Pro fessional specialties and gro u p s
No n p rofits can bring to the table wide distri b u-

tion vehicles for the campaign — through its mem-
be r s h i p, s u b s c ription base, wo rk with other non-
p rofits such as assoc i at i o n s, h o s p i t a l s, wo m e n’s
ce nters and academic institutions, the media, a n d
I nte rnet re l at i o n s h i p s. Ph a rm a ce u t i cal co m p a n i e s
also should think cre at i vely about how they ca n
assist with spreading the wo rd — pe rhaps thro u g h
their salesfo rce or through re l ationships with other
n o n p ro f i t s.

Ph a rm a ce u t i cal companies should pro m o te the
wo rk with nonprofits inte rnally with their employe e
b a s e. Too ofte n , staff is the last to kn ow about the
g re at wo rk being done by their employe r.

FIFTH CO M M A N D M E N T

Media Invo l ve m e nt
Do n’t ignore the value of media outreach and
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EIGHTH CO M M A N D M E N T

Co a l i t i o n s
The deve l o p m e nt and implement ation of co a l i-

tions — groups of consumer and/or pro fe s s i o n a l
o rg a n i z ations — that wo rk to meet the educat i o n
and distribution needs of the campaign sometimes
wo rks and sometimes doe s n’t wo rk .

When co n s i d e ring co a l i t i o n s, the pharm a ce u t i-
cal co m p a ny and the nonprofit org a n i z ation need
to re m e m be r:

• Individual org a n i z ations will have their ow n
a g e n d a s. How will these be managed?

• Is a coalition nece s s a ry, or can the prog ram be
e f fe ct i vely implemented by one, or just a few,
o rg a n i z at i o n s ?

• Should a coalition be desire d, i d e ntify a lead

o rg a n i z ation to run the coalition and dire ct
a ct i v i t i e s.

• Su p po rt distribution effo rts on behalf of individ-
ual org a n i z at i o n s. Di s t ribution can often be
ex pe n s i ve pro positions for nonpro f i t s.

NINTH CO M M A N D M E N T

Eva l u at i o n
At the same time that goals are deve l o ped fo r

the ca m p a i g n ,s t rategies for measuring and eva l u-
ating success should be ident i f i e d. While bo t to m -
line goals of the pharm a ce u t i cal co m p a ny and
n o n p rofit may diffe r, the two should be able to
reach common ground on measure m e nt of pro-
g ram succe s s.

TENTH CO M M A N D M E N T

Su s t a i n a b i l i ty
The best campaigns are those that :

• Are implemented over an extended pe ri od of
t i m e. A launch eve nt should not be seen as the
focus of the ca m p a i g n , but just the beginning of
a stream of activities over a pe ri od of time.

• Have sufficient budgets to pro m o te and marke t
the campaign effe ct i ve l y.

• Provide an inte g rated approach to delive ri n g
i n fo rm at i o n .

• Are cre at i ve, u n i q u e, and meet a health need.

Ph a rm a Vo i ce we l comes co m m e nts about this

a rt i c l e.E-mail us at fe e db a c k @ p h a rm avo i ce. co m .

COMMANDMENT  1
I d e ntify Pa rt n e r s

• National Wo m e n’s Health Re s o u rce Ce nte r
and pharm a ce u t i cal co m p a ny public edu-
cation initiat i ve 

COMMANDMENT 2
I d e ntify Goals 

• Qu a l i t at i ve goals — Cre ate focus on life s ty l e
and healthy be h aviors to help preve nt heart
disease — the No. 1 killer of wo m e n .

• Qu a nt i t at i ve goals — 100 million media
i m p re s s i o n s ; 500 consumers co m p l e t i n g
online survey; 50,000 distribution of pri nt
g u i d e ; 10 co m m u n i ty eve nts with 100 par-
t i c i p a nts each.

COMMANDMENT 3 
I d e ntify St rategic Foc u s

• He a rt Health and Women — Focus on heart
health by life stage, with emphasis on
l i fe s tyle and we l l n e s s

COMMANDMENT 4
Ta rget Au d i e n ce and Di s t ri b u t i o n

• Consumers — women be tween the ages of
20 and 65.

• He a l t h ca re pro fessionals and nurses (prov i d-
ing info rm ation for them to distri b u te to
their pat i e nt s )

COMMANDMENT 5
Media Invo l ve m e nt

Media Prog ram El e m e nt s

• Sate l l i te media tour with ce l e b ri ty and med-
i cal spo ke s pe r s o n s

• Press release for local and regional news p a-
pe r s

• Te l evision and radio public serv i ce announce-
m e nts dire cting women to to l l - f ree te l e p h o n e
n u m ber and We b s i te to get free guide

• Media launch eve nt (breakfast) to showcase sur-
vey re s u l t s, discuss impo rt a n ce of a healthy
l i fe s tyle to preve nt heart disease
Panel of spe a ke r s

• Pre s i d e nt/CEO of nonprofit org a n i z at i o n , m e d i-
cal spo ke s pe r s o n , ce l e b ri ty spo ke s pe r s o n ,
p at i e nt
Pri nt

• He a rt Health for Women (co m p re h e n s i ve guide
about heart health with focus on healthy
l i fe s ty l e )

• Simple list of health tips to keep your heart
h e a l t hy

• Pri nt insert for major nursing publisher

• Pri nt insert for major wo m e n’s magazine 
O n l i n e

• Consumer survey to gauge what Am e ri ca n
women are doing in their lives to keep their
h e a rts healthy.

• Deve l o p m e nt of co m p re h e n s i ve co nte nt fo r
We b s i te

COMMANDMENT 6
Ce l e b ri ty Invo l ve m e nt

• Pro m i n e nt female spo rts figure to raise awa re-
ness about impo rt a n ce of a healthy life s tyle at all
a g e s.

COMMANDMENT 7
Me d i cal Ex pe rt i s e

• Female Ca rd i o l og i s t

COMMANDMENT 8
I d e ntify Co a l i t i o n

Co m m u n i ty

• Regional city eve nts inviting women to
speak with medical and celebrity
s po ke s persons about heart health

• I nv i te local media 
Di s t ribution of Pri nt Gu i d e

• No n p rofit co n s t i t u e n cy, m e m be r s, c h a p te r s

• No n p rofit partners — other nonpro f i t s,
a s s oc i at i o n s, h o s p i t a l s, wo m e n’s ce nte r s,
I nte rnet part n e r s

• No n p rofit co m m u n i ty eve nts and co n fe r-
e n ce s

• Sponsor — salesfo rce

• Sponsor — exhibit booths at co n fe re n ce s

COMMANDMENT 9
Eva l u at i o n

Qu a nt i t at i ve Goals Ac h i eved at 
Conclusion of Phase I of Prog ra m

• 175 million media impressions (te l ev i s i o n ,
m e d i a ,p ri nt )

• 1,200 women completing online survey

• 65,000 pri nt guides distri b u te d

• 10 community events with average of
be tween 100 and 200 at each eve nt

COMMANDMENT 10
Su s t a i n a b i l i ty

• No n p rofit and pharm a ce u t i cal co m p a ny to
i d e ntify subsequent phases for the public-
e d u cation initiat i ve based on mutually iden-
tified goals

• Eva l u ation process of Phase I to dete rm i n e
s u b s e q u e nt act i v i t i e s

P U TTING THE CO M M A N D M E N TS INTO PRAC T I C E

Making a case for PUBLIC EDUCAT I O N


