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LEARNING OBJECTIVES:
• Describe how having a clear, concise, compelling marketing pitch 

for a program or concept can help engage partners and equip them 
to be effective advocates for your work

• Understand how to develop a strong marketing pitch (key message, 
proof points, audience messages) for a program or concept
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MESSAGING: What do you say?

VISUAL IDENTITY: What do you look like?

EXPERIENCE: How do you interact?

COMMUNICATIONS: How do you tell your story?

MESSAGING IS ONE OF THE 
FOUR PILLARS OF A STRONG BRAND

Today’s 
discussion



Why does this matter?
A compelling marketing pitch helps 
you establish a connection, and then 
a relationship, with those most 
important to the success of your work

AWARENESS

FAMILIARITY

ENGAGEMENT

ADVOCACY
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Who are those stakeholders?



Key questions:
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• Who do I need to engage?
• What do they want from me?
• What do I want from them?
• What’s my message to them?
• Where can I find them? 
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PS: it’s not everyone…
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Clear Concise Compelling Consistent

Persuasive public health messaging is…



HOW
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WHAT

WHERE

WHY

Programs and services

Elevator pitch

Locations

Mission

Avoid “Story Spaghetti”
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Three 
common 
mistakes

• Too much jargon
• Too many words
• Too much “how”
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• The answer to the question “What is (program/project name)?”
• State your “what” before you explain your “how”
• Use your elevator pitch to win the right to tell more of your story 

Elevator pitch

Supporting points

Audience 
messaging

How to build a brand message hierarchy 
(aka sorting out the spaghetti)

• The answer to “Why us?”
• Four – six brief statements that reinforce your elevator pitch by 

describing what you do well and/or differently. 
• Ideally backed up with data

• Your “second sentence” after the elevator pitch
• Based on what your audience segments need from you, and 

what you need from them
• Gathered via survey, interviews, focus groups



Board input Community 
survey

Steering 
committee  

briefing
Peer auditStakeholder 

interviews Comms audit

A typical approach to developing persuasive messaging

MESSAGING

StaffServed 
audiences DonorsVolunteers
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CASE STUDY: Telling a complete AND coherent story
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Since the Rhode Island Arts and Health Advisory Group was 
formed in 2016, the effort to advance the integration of arts and 
health in the state has included numerous stakeholders, and 
created a number of branded entities/programs—including the 
Rhode Island Arts and Health Network, the State Plan for Arts & 
Health, and the planned Center for Arts and Health

OVERVIEW

CHALLENGE

SOLUTION

In written and spoken communications, it was unclear what the 
group was marketing, and what they wanted their target 
audience to do

• Create a message hierarchy that identifies the ”product” (the Arts 
& Health Plan) and the ”ask” (support the plan)

• Develop a program hierarchy that clearly outlines Plan focus areas 
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Arts & Health Plan—Brand Messaging 

VISION
(What is the desired future state?)

The Arts & Health Plan envisions fully integrated and sustainable arts and health 
systems that build on the region’s rich creative capital and innovative healthcare 
infrastructure. 

ELEVATOR PITCH
(What is the  Arts & Health Plan?)

The  Arts & Health Plan is a roadmap for integrating the arts into health policy, practice, 
and research. 

PROOF POINTS
(Why support the Plan?)

• EVIDENCE-BASED:  Policy, practice, and research recommendations grounded in an 
evidence map of 6100 studies of arts interventions in clinical practice, and in 
maintaining health and well-being

• COMPREHENSIVE: Supporting a continuum of practice that transcends 
interdisciplinary boundaries, including arts performers, arts therapists, designers of 
healing spaces, and clinical practitioners who are also artists, among others.

• INCLUSIVE:  Driven by a collaborative network of community-engaged stakeholders
• UNIQUELY OURS: Formulated specifically to respond to the needs of our 

community, leveraging our unique combination of arts, community, and health skills 
and resources 



Arts and Health Plan: Focus areas 
The  Arts and Health Plan is a roadmap for integrating the arts into health policy, practice, and 

research. Through the implementation of the Plan’s recommendations, stakeholders will be 
poised to bring about lasting change in the following focus areas:

Patient Care Education Community 
Wellbeing

Healing 
Environments

Care for 
Caregivers

Incorporating the 
arts into treatment 
plans that anticipate 
and address each 
patient’s unique 
needs and individual 
goals

Using the arts to 
improve clinicians’ 
diagnostic tools, 
empathy, and 
resiliency, as well as 
their observation and 
communication skills

Using the arts to 
address public health 
concerns (e.g. health 
literacy, health equity, 
and trauma 
resiliency) in public 
areas (community 
centers, parks, stand-
alone clinics, etc.)

Considering the 
health impact of 
architecture and 
design; installing 
permanent or 
rotating displays of 
art; hosting music 
performance in 
lobbies or other 
public spaces

Using the arts to 
support professional 
caregivers (e.g. 
physicians and nurses), 
paraprofessional 
caregivers (e.g. home 
health aides), and 
informal caregivers 
(e.g. family and 
friends).
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CASE STUDY: Engaging diverse partner groups
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GOAL
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Encourage business leaders to engage in 
their local Health Equity Zone Collaboratives.

APPROACH

• Clarify target audience
• Gather input via 1:1 conversations
• Develop draft messaging and fact sheet
• Test with representatives of target audience
• Adapt as necessary
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CORE 
MESSAGE

PROOF 
POINTS

CALL TO 
ACTION



CASE STUDY: Right message, right person, right time

20

CONTACT US 
NashuaNH.gov/LEADGreaterNashua

GreaterNashuaPH

@NashuaPHealth

L E A R N

A blood lead test is simple, quick,

and covered by all insurance

companies, and Medicaid. Don't

have insurance? Contact us to find

a testing location near you.

Lead is highly toxic. Lead poisoning in children can

harm the brain, damage speech and hearing, and

create learning and behavior problems.

Children can be exposed to lead through a variety of

sources, including house paint, dust, work clothes,

tap water, spices, and toys.

Getting a blood test is the only way to know
if your child has lead poisoning.

PROTECT YOUR KIDS

All children are at risk for lead poisoning. Every child

should be tested at ages 1 and 2, as well as children

ages 3 to 6 who have not previously been tested.

(603) 589-4500

C H I L D H O O D  B L O O D  L E A D
T E S T I N G :  I T ' S  T H E  L A W

TEST YOUR KIDS

Ask your child's health care provider to perform a blood

lead test for any child aged 1 or 2 years old, and for

children aged 3 to 6 years old who have not previously

been tested or are at elevated risk.

STAY
CONNECTED



The Greater Nashua Public Health Region was awarded a Building 
Environmental Health Capacity Sub-Award for Regional Public Health 
Networks to support L.E.A.D. (Leading Education and Awareness on 
Lead), an initiative to promote an increase in blood lead level testing in 
children under six years old. The grant funding supports the 
development of a range of communications materials targeted at 
families, healthcare providers, and childcare providers. 

OVERVIEW

CHALLENGE

SOLUTION

In communicating with busy audiences like these, the temptation is to 
tell them as much as you possibly can with each communications tool. 
But the result can be confusion about the call to action…in this case to 
test children for lead.  

Prioritize “test” as a key message, with messaging around risk and 
prevention as supporting messages
Develop compelling audience-level messaging so that each audience 
understands the importance of testing and how they can help increase 
testing levels
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Greater Nashua Public Health Region (GNPHR) L.E.A.D 

GOAL
(What are we trying to achieve?)

To increase blood lead level screenings for children < 6 years of age throughout 
the Greater Nashua Public Health Region

KEY MESSAGE
(What one thing do we want to 
communicate with this campaign?)

All children are at risk for lead poisoning, and every child should be tested at 12 
and 24 months. Children 3 - 6 who have not previously been tested should also 
have the test.

SUPPORTING POINTS
(Why test?)

• It’s the law:  As of April 2018, New Hampshire became a universal testing 
state, requiring that all providers conduct blood lead level tests for all 1 and 2 
year olds. Parents can decline testing but must be informed about the 
requirement and sign an opt-out form. 

• It’s important: Lead is highly toxic. Lead poisoning can harm the brain, 
damage speech and hearing, and result in learning and behavior problems. 
Children in our region are at particular risk, since the most common source of 
childhood lead poisoning is lead paint in older homes, and over 50% of the 
homes in the Greater Nashua region were built before lead paint was banned 
in 1978. 

• It’s easy and free:  A blood lead test is simple, quick, and covered by all 
insurance and Medicaid. Don't have insurance? Contact us to find a testing 
location near you.
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Audience Messaging
Who are they? What do they need from us? What do we want them to do? What is our supporting message to them?

Parents and 
guardians of 
children 0 - 6

• Education about the need for testing
• Support in accessing testing

• Ask their healthcare provider to 
perform a blood lead level test for any 
child aged 12 or 24 months, and for 
children aged 3 - 6 who have not 
previously been tested. 

• Talk with friends and family…help 
spread the word

All children are at risk for lead poisoning, 
and every child should be tested at age 12 
and 24 months. Children aged 3 - 6 who 
have not previously been tested should also 
have the test. Ask your child’s healthcare 
provider to test for lead, or contact us for 
information about free lead testing near you. 

Healthcare 
providers

• Education about their 
requirements/their responsibilities

• Support in working with parents

• Talk with families about the test
• Perform the test
• Post information in their 

practices/include in new patient 
orientation packets

Universal testing is now the law.  We can 
help you communicate with families to 
comply, and to ensure that each child in your 
practice is protected from the effects of lead 
poisoning. 

Childcare 
providers

• Education about their 
requirements/their responsibilities

• Support in working with parents

• Encourage families to have the test
• Post information in their 

spaces/include in new patient 
orientation packets

All children are at risk for lead poisoning, 
and every child should be tested at age 12 
and 24 months. Children aged 3 - 6 who 
have not previously been tested should also 
have the test. You can help ensure that each 
child in your care is protected from the 
effects of lead poisoning. 



GreaterNashuaPH

Getting a blood test is the
only way to know if a child
has been lead poisoned. Age
info

NashuaNH.gov/LEADGreaterNashua

Most lead poisoning is
caused by dust from paint in
homes and buildings built
before the 1978 ban on lead
paint. 

DID YOU KNOW?

PREVENT OR REDUCE EXPOSURE TO LEAD

 KEEP CHILDREN SAFE FROM LEAD 
Lead poisoning is preventable. Help stop children from coming into contact with lead
and treat children who have been exposed and poisoned by lead. 

PROTECT YOUR KIDS

Lead exposure may harm the
brain, damage speech and
hearing, and create learning
and behavior problems.

53% of Greater Nashua
homes were built before the
lead paint ban. 

TEST YOUR KIDS

Children can become
poisoned by swallowing or
breathing in lead dust.

(603) 589-4500

TEST YOUR CHILD FOR LEAD

Keep children away from
chipping and peeling paint.

Use cold water for
drinking and making baby

formula. Run 1 minute
before using water.

Wash children's hands
before eating, sleeping,

and after playing. 

Wet-mop floors, window
frames and sills, and other

surfaces weekly. Use a
damp cloth when you dust. 

Wash work clothes
(mechanic, construction,

fisherman, etc.) alone.

Wash pacifiers, toys,
and play spaces often.

GreaterNashuaPH

It’s easy…and it’s free:  A
blood lead test is simple,
quick, and covered by all
insurance and Medicaid. 

NashuaNH.gov/LEADGreaterNashua

Most lead poisoning is
caused by dust from paint in
homes and buildings built
before the 1978 ban on lead
paint. 

DID YOU KNOW?

ALL CHILDREN ARE AT RISK FOR LEAD POISONING

 CHILDHOOD BLOOD LEAD TESTING: 
IT'S THE LAW

PROTECT YOUR KIDS
Lead exposure may harm the
brain, damage speech and
hearing, and create learning
and behavior problems.

Over 50% of Greater Nashua
homes were built before the
lead paint ban. 

TEST YOUR KIDS

Children can become
poisoned by swallowing or
breathing in lead dust.

(603) 589-4500

Keep children away from
chipping and peeling paint.

Use cold water for
drinking and making baby

formula. Run 1 minute
before using water.

Wash children's hands
before eating, sleeping,

and after playing. 

Wet-mop floors, window
frames and sills, and other

surfaces weekly. Use a
damp cloth when you dust. 

Wash work clothes
(mechanic, construction,

fisherman, etc.) alone.

Wash pacifiers, toys,
and play spaces often.

BEFORE: AFTER:



How will you use what 
you learned today? 
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QUESTIONS?

THANK YOU!

Reach out any time: 
mlevy@brand-strat.com



Thank you 
Vermont Care Partners!
_______________________________________________


