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What Is a PSA?

• Non-commercial announcement 
designed to benefit an audience rather 
than a company

• Generally placed for free or at reduced • Generally placed for free or at reduced 
rates

• Provides information that could have a 
significant impact on people’s lives

• Not profit focused



Why Place PSAs?

• Educate, inform and motivate target 
audience to action

• Promote low-cost and free health care 
coverage and state/national hotlinecoverage and state/national hotline

• Raise awareness about SCHIP and 
Medicaid availability



Promoting SCHIP and Medicaid 
through PSAs

Covering Kids & Families PSAs are…
• High quality
• Research-based • Research-based 
• Effective
• Cost effective





Step 1: Do Your Homework

• Identify media outlets in your area that 
reach parents

• Research their current public service 
effortsefforts

• Prepare local facts and figures
• Prepare a media list



Put Your PSA in the Right Hands

• Television � Public Affairs or 
Community Service Director

• Radio � Public Service Director
• Newspaper � Community Affairs or 

Advertising Department



Step 2: Tailor Your PSAs

• State program name
• Services

– e.g., covers doctor visits, prescriptions, 
dental, etc.dental, etc.

• Income eligibility level
• State hotline number



Step 3: Prepare Your Pitch

• Pitch Memo
– First contact with media outlet

• Pitch Kit• Pitch Kit
– Include fact sheets about Covering Kids & 

Families, your coalition, and SCHIP and 
Medicaid coverage

• Mail-in PSA Tracking Card
– Helps track your success



Step 4: Prepare a Spokesperson

• PSAs can lead to additional media 
opportunities

• Coalition member is the best 
spokespersonspokesperson

• Prepare talking points
• Communications tools available to help

– Talking Points for Spokespersons
– PSA Pitching



Step 5: Make Preliminary Calls

• Practice
• Keep it short and to the point
• Keep a phone log• Keep a phone log
• Follow up
• Build the relationship



What Is in the Pitch?

• Problem: How many uninsured children
• Solution: Low-cost and free health care 

coverage 
• Need: Most uninsured children are 

eligible but their parents don’t know it



Step 6: Distribute and 
Follow up

• Consider personal delivery
• Follow up within a week
• Continue the conversation by informing  • Continue the conversation by informing  

your contact about the issue of the 
uninsured



Step 7: Respond to Requests

• Contact may ask for further information
– Media interviews
– Data
– Information on your organization– Information on your organization
– Families

• Be prompt!



Step 8: Nail down a Commitment

• Continue follow-up calls
• Check back
• Keep track of scheduled airings• Keep track of scheduled airings



Step 9: Evaluate the Impact

• Ask contact to return Mail-in PSA 
Tracking Card

• Monitor when and where they air
• Track hotline calls
• Tabulate media impressions



Step 10: Share and Build on the 
Results

• Share successes with your coalition and 
your media contacts

• Say thank you
• Consider next steps

– Media partnerships



Placing PSAs

Pros & Cons
• PRO: Free and can educate our target audience
• CON: Difficult to control placement

• PRO: Important to media outlets
• CON: Do not take priority over paid advertising





Connecticut’s PSA Campaign:
State-tailored PSAs Distributed Statewide

• PSA pitch kit
– Radio or TV PSA
– Pitch memo
– Radio or TV scripts

– HUSKY pamphlet
– Coalition fact sheet

– Radio or TV scripts

• Solid media list
– Community affairs or PSA directors at TV outlets
– Public service directors at radio stations

– Coalition fact sheet
– Tracking card



Connecticut’s PSA Campaign
Results

• TV: 4 of 11 stations aired

• Radio: 23% of stations aired

• Cable access: 55% of stations aired

• Interviews on public affairs programs

• Hotline: In the three-month period after PSAs began airing… 

– Calls to HUSKY hotline up 60% compared to previous year
– Callers who heard about HUSKY from TV up 58%

For more information contact:
Michael Sullivan at (860) 550-6744 X 232



Indiana’s PSA Campaign:
Using Community Connections to Place PSAs

Media Advisory Committee

Included reps from local television, radio, Included reps from local television, radio, 
advertising and marketing organizations

– Conducted regular meetings
– Built relationships
– Committee members provided opportunities



Indiana’s PSA Campaign
Results

• Billboard PSA

• McDonalds 

• Health fair events  

• Classified ads section 

• School Newsletters

• Special 3x5 ad in Sunday • Health fair events  

• Other Social Service 
agency newsletters

• Special 3x5 ad in Sunday 
news local section

• Sunday comics PSA





Iowa’s PSA Campaign:
Using the Media to Promote Events

• Past experience showed they needed more 
promotion in the community before an event

• Tailored already existing PSA language
• Took advantage of the Communication Team 

expertise
• Targeted specific populations and their media 
• Worked with local university to evaluate the 

PSA campaign



Iowa’s PSA Campaign
Results

• Preliminary results show 30% of event 
attendees participated in events because 
they heard an ad on TVthey heard an ad on TV

• Final evaluation results are expected in 
mid-November

For more information contact:
Beth Jones at (515) 242-6382





Kaiser Family Foundation Study

Shouting to Be Heard: Public Service 
Advertising in a New Media Age

• 10 cable and broadcast networks
• Programming: February – July 2000
• 1 composite week = 1,680 TV hours
• 906 PSAs with donated time
• 520 paid PSAs



Kaiser Family Foundation Study

Breakdown of Network Time
– 74% programming
– 20% paid advertising
– 5% station promotion– 5% station promotion
– 1% infomercials
– 0.4% filler
– 0.4% PSAs



Kaiser Family Foundation Study

National Survey of Local TV Public Affairs 
Directors

• 75% say local issues are a “major” influence • 75% say local issues are a “major” influence 
on whether their station will air a PSA

• Priority issues for airing PSAs
– 57% family, children or teen issues 
– 37% health issues



Media Industry Perspective
Harvey Dzodin

Vice President of Commercial Standards
ABC Television Network

• Manage distribution of PSAs throughout • Manage distribution of PSAs throughout 
network

• Oversee truth-in-advertising for 
commercials

• Resolve disputes between network 
advertisers



Industry Experience

• Experience in arts and non-profit community 
– Disney VoluntEars Program
– NYC arts organizations
– American Symphony Orchestra League– American Symphony Orchestra League

• PSA creator for numerous organizations
• Counsel to White House Conference on 

Families (Carter administration)



Industry Environmental Scan

• Effects of the economy on advertising
– Maintaining the “bottom line”
– Cheaper rates for paid spots 
– More competition for free ad time

• Paid PSAs
– ONDCP (Partnership for a Drug-free America)

• Cause-related marketing
• Media partnerships



Successful PSA Campaigns

Rising Above the Clutter



Planning Your PSA Campaign
Doing Your Homework

• Create informative background materials
– Problem and solution
– Data (national and local)– Data (national and local)
– Community support

• Compile media contact list

• Network among your community connections



Pitching Your PSA Campaign
Presenting Your Issue

• Provide background materials

• Make your pitch call• Make your pitch call
– Succinct
– Key messages
– Creative and resourceful approach

• Follow up regularly



Expanded Opportunities

• Spokesperson for events
• Spokesperson for news
• Web content• Web content
• In-house issue briefing
• PSAs produced by outlet
• Media Advisory Committee
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