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Task Group Co-Chairs

i Anjee Davis, MPPA, Fight Colorectal Cancer

i Dave Greenwald, MD, American College of
Gastroenterology
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Charge:

A The charge of this group is to help
unify and promote CRC screening
and awareness through multiple
channels



Task Group Themes

o To  To Po I»

Create communications tools and plan for March
Provide opportunities to participate

Provide forum/recognition to showcase
80% by 2018 stories of success

Define role of survivors
Continue to create advice on culturally competent

outreach g S W

What Can Survivors & Families
Do to Advance 80% by 2018?
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FY17 Project Plan (Nov. 2016)

A Update 80% by 2018 Communications Guidebook t
Incorporate added tools, advice and messages for
Asian Americans

A 80% by 2018 National Achievement Award program
A Share success stories

A Develop shared March Communications plan
I Unify voice to consumers
I Highlight 80% by 18 successes
I Feed into March 1st event
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FY17 Project Plan (Nov. 2016 Cont.)

A Finalize evaluation plan for tested messages
(Evaluation & Measurement Task Group)

A Refresh nccrt.org/feature success
I New Resource Center now features partner resources



V. < ‘olorectal
WA Cancer

ROUNDTABLE

FY17 Project Plan Accomplishments



Update to 80% by 2018 Communications Guidebook

0%2018 2 What it is:
Guidebook designed to help
- understand and communicate
to Reach the Unscreened
| g,

colorectal screening options to
2017

core audiences.
Who is it for?

#? COMMUNICATIONS A Financially Challenged

GUIDEBOOK .

A Newly insured

A Insured procrastinators

2 Kl dQa A )f A

A Tested messages

A Other assets

See Communications Compan onGid fo p] tl
Messaging to H p nics/Latinos and Asiai
Americans about Colo rectaICa Scree ing anttr




Updated statistics for 2017

New guidance on engaging celebrities, tips on earning earned
media and tools to evaluate your 80% by 2018 messaging effort:

Updated social
media calendar

Updated Sample
Press Releases

Links to new
80% by 2018
resources

Being a Part of the 80% by 2018 Effort
All About 80% by 2018

As we are all playing a role in the 80% by 2018 initiative, when speaking to media or potential partners about the
campaign there are a number of assets available on the National Colorectal Cancer Roundtable website (http:/
nccrt.org), or you can link to materials below:

80% by 2018 Talking Points

80% by 80% by 2018 Online Pledge

80% by 2018 Graphics

80% by 2018 Blog
80% by 2018 Organizations

80% by 2018 Press Backgrounder

80% by 2018 Promo Reel (40 seconds)

Watch Katie Couric voice her support for 80% by 2018
Watch Dr. Richard Wender, NCCRT Chair, review the 10 steps it will take to get to 80% by 2018

Watch 80% by 2018 webinar archives and check nccrt.org for upcoming events



New Asian Americans & CRC Companion Guide

What it Is:

A Companion guide based on
market research on

| Recommended
Messages to Reach

Asian Americans

Messaging guidance for talking to Asian

Asian Americans’
and Colorectal
Cancer

Companion Guide

RSITY OF | Center for Asian
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unscreened Asian Americans,
Including:
A Perceptions about CRC and barriers

to screening amongnscreened
Asian Americans

A Recommendations for reaching Asian
Americans (Cambodian, Chinese,
Filipino, Korean, Laotian, South
Asian, and Vietnamese)

A Recommended messages in several
Asian languages



A Top 5 recommended messages
(Chinese, Korean, Lao, Urdu and
Vietnamese)

A Links to materials in Asian languages '
A Social media messages
A Radio and TV scripts
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) Doctor
@ Family
@ Friends
PREFERRED @ Nevwspaper
COMMUNICATIONS Internet
CHANNELS " e

. @ Community Event

< ‘ Health Fair
Q Z Library




Partners are using the messages
B ——

Here are some examples of partners how
partners are using the recommended messag
LEOLON CANCER CAN BE PREVENTED

DON'T TAKE CHANCES
d WITH COLON CANCER.

Postcard mailed to
16_,000 individuals © ‘g mn . |
this March! Ifyou are 50 o older, you're at a‘hlgher risk for. colOFY caricer —*eVemf you Inere re acsans yas otk e rotec yous s, Tak o your e

about getting screaned. Several screening options are available, including simple
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fOI’ H |Span | C H ealth Your family needs you. Don't let colon cancer tak%g\way from them. i

I?mw/SaLud/@OMi 1.866.783- 2645
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B S(REEN'NG OPTIONS - Most insurance plans will cover these tests.

If paid out-of-pocket, costs will vary.

Colonoscopy Colonoscopy Stool DNA FIT
Stool - DNA

Fecal Immunochemical Test (FIT)
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New standalone tip sheets

A Working with Celebrity Ambassadors
A Earn Your Earned Media
A Guidance on Evaluating 80% by 2018 Messaging

COLON CANCER SCREENING

Earn Your Earned Media

Earn the right to be heard through respect, education, responsiveness.

COLOMN CANCER SCREENING MESSAGING AND OUTREACH I N

Working with Celebrity Ambassadors

idemtity Detemine Identity Map Out BeaGood
e Your duxfionce. f  PuisEle Commitoment Farter

Why use celebrity ambassadors?

Evaluating Colorectal Cancer
Communications Campaigns

Guidanee for Evaluating the Effectiveness and Impact of
80% by 2018 Communications Efforts

We have heard again and again about the need for messaging

tn break through marketing *clutter” to reach the unscreened
particularly those who are not getting screened because of
competing priorities or procrastination. In many instances, the
unscreened generally know they need to be screened for colorectal
cancer, but for whatever reason, the messages they have received
about screening have not been enough to move them to action.

In these instances, the challenge for the public health community
is going beyond providing a rational message about the need for
screening and to instead, engage the unscreened at a more emotional
level. Finding someane who is well-known — a "celebrity” — to
deliver the message is one way to do that.

Understand the Media

The media business is not glamorous. It is 99% hard-work. deadlines, pressure and low pay. The media is also
highly competitive and made up of extremely talented professionals that deserve respect. The media is also a
business that is trying to stay in business which ultimately means that they will work with you if you help them
with stories that will grow their business.

The 80% by 2018 campaign is an effort by the National Colorectal Cancer Roundtable (NCCRT)
through the American Cancer Society (ACS) to reach the goal of having 80 percent of adults age 50
ar older regularly screened for colorectal cancer, As of 2016, over 1,250 organizations have pledged
to work towards increasing rates of colorectal cancer screening to achieve this goal, including health
care providers, community health centers, health systems, communitics, businesses, nonprofit
organizations, government agencies, and patient advocacy groups.

Establish Relationships

In general, people do business with people

In 2015, NCCRT released a communications guidebook, 5% by 2018: Tested Messaging to Reach

What qualifications are needed from a
celebrity ambassador?

Thinking broadly about who s a celebrity is an impartant first
step. Beyond film and TV stars and professional athletes. more and

they like and respect. Establish good working
relationships with your media connections and
maintain those relationships regularly. Also,
remember journalists have a job to do and
your stories may not be published or if they are

the Unscreened, for 8% by 2018 partncrs. Based on market rescarch, the guidebook identifics
prionty populations, key messages, and effective communications platforms. In addition, the
‘suidebook offers other communications tools, including sample press releases, talking points, fact
sheets, in-office screen slides, and graphics for print and social media campaigrs, More information
about the 80% by 2018 campaign, including the communications guidebook, can be found at

. ! - . lished, the . In other words,
mare self-made “talent” is emerging from the digital space. There are influencers — whether they are fashion, published, they may be changed. In other words
N - - P N at the end of the day - they want to get the story
faod, fitness or animal bloggers —who have 2 huge captive audience they reach daily with tailored content. The . .
~ N N correct, but they also want to "sell papers
‘growing number of digital influencers have very strang connections with their audiences, who tend to be very —

httpe/incert. BOby201 8/,

This summary provides evaluation guidance for organizations that have adapted the tested messaging

engaged.

Additionally, many approachable and recognizable local celebrities should not be overlooked: community

officials, regional news anchors, weather peaple, radio hosts, members of local sports teams and coaches,

university and even high school mascots; we've seen animal ambassadors with truly impressive social media

fallowings!

The Greater Chattanooga Colan Cancer Foundation
(GCCCF), for example, had success asking recognizable
leaders fram the community to appear on billbcards
about screening. such as the county sheriff, the
monsignor from a Catholic church, a Baptist church
pastor and various political leaders, such as the mayor,
a state representative and a US Senator. These familiar
local leaders grabbed the attention of thase driving by,
creating visibility for the campaign that was not present
when a previous campaign used unknown individuals

A media committee can help coordinate
messages and outreach efforts so the coalition is
speaking with one voice. They can keep everyone
up to date on key messages, select and train
spokespeople, and keep leaders up to date. The
committee serves as a gatekeeper; monitoring
contact with the media and supporting media
events. They also make it easier to prevent
erroneous or conflicting information from
confusing the press and ultimately the public.

THE INN AT USC

and other recommendations presented in the 80% by 2018 communications guidebook in their
educational and communications efforts. While the messages and recommendations were based
on market research, it 15 impartant that partners evaluate their own use of the messages to ensure
that the messages and delivery channels are having the expected impact and to adapt therr strategies
1f necessary.

The information provided is adapted from Evaluarion Toolkit: Hew to Evaluate Activities intended 10
Increase Awareness and Use of Colorecial Cancer Screening, developed by Wilder Research for
NCCRT, and found at www.neert.org.

Wilder
JANUARY 2017 Research




80% by 2018 National Achievement Awards

Grand PrizeAdvocate lllinois
Masonic Medical Center

A Increased screening from 25% to 70% in three years!

Honorees
A C. LBrumbackPrimary Care Clinics
A Candace Henley of the Blue Hat Foundation
A Great Plains Quality Innovation Network
A Surgery on Sunday Louisville, Inc.
A The Veterans Health Administration

96 nominations received!



