PEC Business Meeting
Strategies for Successful Community Relations

1. They are working on a new tool kit for community relations that will have lots of templates for commonly needed documents.
2. The meeting focused on case studies of 3 different events that worked successfully as state PEC activities.

a. Community outreach can have a tremendous positive impact for improving public perceptions regarding psychologists.

b. Steps for getting ready for a mind/body

i. Join with people in the community to develop an Action Team

ii. Be creative in identifying your partners—consider unlikely partners.

iii. Prepare materials for partners to take from an initial meeting to the decision makers within their organization who will be need to be on board.

iv. Identify partners early in the planning process so that they can be invested in the overall process.

v. Be aware that the process may take a while with delays until boards or other decision maker meet.

c. Benefits of partner Outreach

i. Built-in advertising for the event

ii. In kind donations can be very helpful and you should consider these options in the planning stage

iii. Work toward developing long-term relationships

d. Mind/Body Health Fair in Georgia—pilot project sponsored by APA
i. Set an event goal:  create a model community event for PECs to educate the public about the health consequences of stress and provide strategies for making lifestyle and behavior changes to better manage that stress

ii. Identify your audience—working women

iii. Key elements for a successful event

1. Agree on a date and location—

a. they used a large shopping mall with a wide array of stores that were targeting their population

b. Pick a date that will work for your population—they chose a Saturday

2. Supportive Venue Staff

a. The mall suggested a good photographer

b. Gave information about locations within the mall that would work best

c. Suggested equipment that would be needed

3. Have a large group of committed volunteers to help make the event work

a. If you don’t have a large cadre available, partner with a group that already working, like doing a mind body event at the 9 Health Fair

b. Do a walk through for volunteers the day before

c. Work in shifts so no one has to be there for the whole time

4. Be sure there is lots of audience interaction

a. Look at the traffic patters

b. Position your materials in locations where there are similar types of draws

i. Massage chairs

ii. Water

iii. Gift baskets

5. High-energy demonstrations

a. Healthy cooking—partner a chef with a psychologist

b. Tango and belly dancing

c. Group stress releaving activities

6. Give away items

a. T-shirt

b. Tote bag

c. Schedule for the day

d. Mind Body Health magnets

7. Raffle prizes—chances were given for attending the mini classes

a. Make sure you know the state gaming laws—in some states you can’t call it a raffle

b. Partners may be willing to provide prizes

8. Set up 2 mini classrooms with about 10 minute presentations

a. Much more popular than anticipated

9. Evaluation

a. Asked people to share contact information

b. A surprising number of people were willing to share their information

c. Make the questionnaire short

d. Have clip boards available

iv. Lessons learned and best practices

1. Have APA help you if possible

2. They have expertise in how to approach vendors

3. Start by getting a major organization to partner you as a draw to others who want to join with the larger vendors

4. Train volunteer psychologists in community relations—this is not their full time job—it was hard to train psychologists to do this part
5. Recruit volunteers early—about a year before the event

6. Most psychologists can get behind public education

7. Be aware of other competing events—marathons 

8. If there are multiple points of entry, it is hard to keep track of how many people you impact
9. Be aware of the noise carryover from one mini work shop to another and from the mall in general

10. Recruit Master of Ceremony’s who can keep things going and can engage the crowd

11. Set up a website and put information on as soon as you get it

a. Put the sponsor logos on the website

b. Try to get access for the shopping center sign

c. Put the sponsor logos on the t-shirt

d. Let sponsors know about the locations that their logo will be displayed

12. Be sure to show case psychology, not other health care providers
13. Put the state psychological association information on every piece of information that you hand out at the fair

14. If you are at the mall, try having some volunteers circulate around the food court handing out information

15. Have a computer available that is set up with the referral website and have psychologists available near the computer.

v. New idea—they are doing a mind/body event for the state legislature—representatives and staff this fall

vi. Expenses were about $33,000 which APA paid

vii. The cost was offset by about $15,000 of cash support from local vendors

viii. There was data from the stress survey at each booth explaining how data shows that each component is helpful 

ix. Offer the t-shirt company placement on the sponsor locations in exchange for a discounted price on the purchase of the shirts

x. The mall they used is willing to give references as are many of their key sponsors

xi. Apply for $10,000 for the PEC partnership grant to provide initial support for an event like this.

xii. People from organizations worked at the booths

xiii. Volunteers were all psychologists in this event, but it would be possible to recruit additional volunteers from other service organizations

e. Case Study 2—Mind/Body Health Workshops

i. 75th anniversary of the Pennsylvania Psychological Association

ii. Free public workshops—18, 1 in Spanish

iii. Designed to help participants cope more effectively with live problems

iv. Marketing to psychologists to get help with the workshops started the year before

1. call for presentations

2. shared information on state list serve

3. included workshops in annual goals for PEC

v. Marketing to the public

1. used grant from APA to put 30 second commercials on local ABC affiliate

2. Put an ad on the ABC affiliate website

3. ads in two local newspapers

4. distributed 7000 brochures at schools and many other locations

5. had expert help in developing the brochures (I have a copy)

vi. Included a broad range of topics

1. psychologically healthy aging

2. treating anxiety without medication

3. video games pros and cons

vii. association is now considering this as an annual event

viii. the association publishes a quarterly enewsletter for the public and during this event they encouraged more people to sign up for the newsletter

ix. association also does depressing screening in the fall and anxiety screening in the spring

1. use local talk shows to advertise

2. use public interest advertising—6 months advance notice

f. Lessons learned

i. It is probably better to offer these kinds of workshops in the evening this change would probably increase the numbers over the 120 they got for this event
ii. If you have a contract with a hotel already for a convention and you piggyback on to it, the hotel may donate the space or give it at a discounted rate
iii. There are a lot of psychology related web domains that may be good places to link:

1. PA’s is psychologycanhelp.com

g. Case study 3—Connecticut Psychological Association
i. Living Well in Glastonbury:  eat, move and think your way to a healthy lifestyle

1. Event overview

a. Event was sponsored by the Chamber of Commerce to promote mind/body health

b. Event themes

i. Moving well

ii. Eating well

iii. Thinking well

c. CPA presented a workshop on Resilience

d. CPA hosted tabletop seminars and engaged with more than 150 participatns

2. They had 3 6 week events that teams from different organizations participated and competed with each other for making healthy life style changes

3. Weekly meetings were held at the community center and included presentations and table top seminars

4. During this event, connections were made that are likely to lead to opportunities for future events

5. Combined with relay for life event

ii. Lessons learned
1. Use a big screen when you set up the human body interactive material—people point at different body areas

2. Bring chocolate as a draw
3. your message can be that you can be healthy and have chocolate in moderations

4. Recruit graduate students
3. PEC resources

a. Look at mind/body tool kit where these materials are included

b. Template flyers

c. Discussion guides

d. powerPoints

e. English and Spanish-language guides

f. New event materials will be coming out and will be available in the fall

i. Posters

ii. Sponsorship kit

iii. Health fair signage

iv. Tips for community outreach

g. When new information comes out use the thumb drive and add it in so that when you do an event you have all the material readily available

4. Update on YMCA

a. Georgia is thinking about doing another event at a local Y and pulling in more people by having a marathon that begins and ends at the Y.

b. They are thinking about a larger national contract with Y’s to do mind/body health fairs in different states—a memo about this plan will go out to Y’s this week
c. Maryland and California are doing pilot projects this fall

d. APA will be sending out a copy the memo and a tip sheet on how to introduce yourself to your local Y

e. Two new workshops will be launching in 4/2009 on obesity and healthy lifestyle changes

f. APA will also be evaluating the effectiveness of the workshops as they are piloted and then they will modify the workshops based on the feedback
g. The Y has a national event:  Healthy Kid Day in April that is the target for launching the new materials

h. We should work on developing relationships now using the existing materials

5. Psychologists are your partners in wellness is a good message to use in developing partnerships

6. Review of Culture Card
a. A fold out card will be coming out that we can distribute

b. A Guide to Cultural Awareness for PEC and DRN members

c. Later on more specific guides will be developed

7. Getting PEC grant

a. The process is pretty simple

b. There is still money left for this year

c. Angel will be sending out the guidelines for the grant on the listserve again.

d. It helps if you have an idea of what you want to do and some information about the key expenses that will be involved
e. As you complete the application, Angel can help with information about how to gather the information you need

f. Often it just takes a phone call to get faxed information about advertising costs in different venues

g. APA has $50,000 each year for these grants.

h. For this year requests much be received before November

i. Be aware that there are a lot of steps in designing an ad and then getting the necessary approvals before it can be run

j. The event has to be related to Mind/Body Health, Resilience, or Warning Signs

k. The money is used specifically for advertising materials with public educations materials—magnets, ads, posters, public service announcements (in the tool kit or APA will help to customize PSA’s for your market)

l. The event has to be free to the public

m. There is no matching funding requirement any more

