


Welcome 

The Independent Living Community Education Workshop, Tools for Community 
Engagement is an extension of the SSAN training program held in October of 
2012, June of 2013 and September of 2014. 
 
This workshop will provide useful tools that prepare community leaders to 
continue to tell their story in a way that engages the community and leverage 
what you do well. 



It Begins and Ends  

and Begins Again — With a Plan 

Presented by  
Holly Cargill-Cramer, Senior Team Leader, Association Development Group, Inc. 



Community Outreach and Education Planning 

Objective: to generate a broader understanding and support 
for Independent Living and ultimately support efforts to 
achieve systemic change 
 
Already a key part of what you do 
 
Planning is essential to success 
 
Must be consistent with your mission, vision and  
strategic goals  



How is “community” defined? 
 
• “Community” may include individuals, organizations, associations, 

businesses, public and private sector agencies, educational institutions 
and others with shared interests and investment in your goals 

 
• Engaging a community involves creating and maintaining relationships 

and a dialogue between and among community members 
 

• At the center of the relationship is the exchange of information, 
resources, ideas and support  

 

Community Outreach and Education Planning 



Why is community outreach and education important? 
 

• Achieving a broader understanding and engagement of people and 
decision-makers in our communities requires public involvement 
 

• An informed community is more likely to actively participate in 
developing positive solutions 
 

• Provides opportunities to obtain information and input vital  
to advancing your mission 
 

• Provides a platform to build relationships  

Community Outreach and Education Planning 



Community education must be consistent  
and on-going to be effective 

Community Outreach and 

Education Planning 



Ten Steps to Program Development 

The complexity of the issue and the number of stakeholders involved determine the 
scope of the community outreach plan.  In each instance, there are key steps to the 
creation of an effective community education program. Those steps include:  
 

1.     Situation Statement 
2.     Define Goal(s) 
3.     Identify Audience(s) 
4.     Craft a Clear Message 
5.     Identify Incentives for Engaging Targeted People and Organizations 
6.     Identify Your Outreach Methods 
7.     Identify Your Spokesperson(s) 
8.     Develop Tools or Measures to Assess Progress 
9.     Develop a Timeline 
10.   Implement Your Plan 

Community Outreach and Education Planning 



Step 1:  Situation Statement 
The situation statement is a statement or definition of the 
issue the Center is seeking to build community awareness 
and support for 
 
Situation:  People with disabilities in our community lack 
accessible, integrated and affordable housing to live 
independently. 

Ten Steps to Program Development 

Community Outreach and Education Planning 



Step 2:  Define Goal(s) 
The goals more specifically define what the Center is looking 
to achieve by engaging the community  
 
Goal Statement:  To create a coalition of decision-makers 
and stakeholders to engage in a public dialogue about the 
need for accessible, affordable, integrated housing for 
people with disabilities. 

Ten Steps to Program Development 

Community Outreach and Education Planning 



Step 3:  Identify Audience(s) 
The audience will vary greatly and will fall into one of two categories:  
 
A.    Decision-makers/People with influence 
B.     Information consumers  
 
Both audiences are equally important and can impact outcomes 
 
 

Ten Steps to Program Development 

Community Outreach and Education Planning 



Step 4:  Craft a Clear Message 
Your message must clearly state your position and be written in a way that will engage and 
motivate your audience.    
 
The Center will refer to and use this message in building coalitions, in all of its communications, 
and as a tool to consistently focus the discussion in community forums.   
 
Coalition partners  want and need a clear and concise message.  This is essential to their ability to 
be an effective ambassador on the issue at the center of your community education program.   
 
 

Ten Steps to Program Development 

Community Outreach and Education Planning 



Step 5:   Identify Incentives for Engaging Targeted People and Organizations 
By indentifying incentives we are answering the question:  WHY should I get 
involved?   
 
Incentives:  Federal funds are available to support community development if 
managed properly.  2012 is an election year and this issue provides an 
opportunity for elected officials to take the lead on an important public 
issue.  More integrated, affordable and accessible housing benefits both 
people with disabilities and our aging population. Communities benefit when 
all people are able to live full and independent lives. 

Ten Steps to Program Development 
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Step 6:  Identify Your Outreach Methods 
Step five provides the answer to the WHY question.  Step six, is the HOW.   
 
The method or methods the Center will use to achieve its goal(s).  
Community outreach typically includes multiple steps.  Each method takes  
into account its different audience, allowing the Center to direct its message  
and communication appropriately.   
 
Methods:  Build coalition (audience:  decision-makers).  Hold public meetings  
(audience: decision-makers, public).  Hold press conference (audience:  media,  
decision-makers, public).  Write editorial letter (audience: all).  Create housing 
information section on website (audience:  consumers, families and staff).  
Weekly social media posts.  Create housing news section in e-newsletter, etc. 

Ten Steps to Program Development 

Community Outreach and Education Planning 



Step 7:  Identify Your Spokesperson(s)  
The spokesperson must be capable of speaking to the issue and engaging audiences 
at all levels.   
 
Step 8:  Develop Tools or Measures to Assess Progress 
Evaluation is the primary tool for deciding next steps.   Measures may vary.  The 
larger and more complex the issue, the longer it may take to see progress.    Define 
your measureable outcomes before implementation.   
 
Measures:  Six productive coalition meetings over a 12-month period; Media 
coverage from two key media outlets;  Increased communication from ILC to 
consumers and all stakeholders on issue; Accessible, Affordable Integrated Housing 
white paper and proposal submitted to Mayor for consideration. 

Ten Steps to Program Development 
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Step 9:  Develop a Timeline 
Your timeline is your schedule for implementation of 
your outreach program.   

Ten Steps to Program Development 

Community Outreach and Education Planning 



Step 10:  Implement Your Plan!  
Once we have completed the prior steps, we are positioned to: 
 
1.  Build and nurture relationships on both an individual and   
     organizational basis 
 
2.  Effectively and consistently communicate the Center’s message 
 
3. Regularly evaluate our progress 

Ten Steps to Program Development 

Community Outreach and Education Planning 



Methods 

Community Outreach and Education Planning 

Written material: newsletters, e-newsletters, flyers, fact sheets, brochures, palm cards, 
newspaper inserts, advertorials (advertisements that read like articles), letters to the editor, 
guest editorials, advertisements, blogs, pledge cards or forms, letter writing campaigns 
 
Visual material: strategically placed display booths, posters, photography, info-graphics,  
video messages, video news stories 
 
Events: community forums, guest speakers presentations, educational workshops and training, 
school events and activities, public hearings, briefings, Center tours and events, political 
debates, literature drops, coalition breakfasts, display or information booths at community 
events 
 
Media: press conferences, press releases, radio talk shows, public service announcements, 
public access TV, editorial board meetings, social media 
 
Social Media: web based dialogue through blogs, interactive websites, social media tools 
 



• Build partnerships around core organizational needs. Determine up front what your primary 
organizational needs are and use these to drive your selection of potential partners. 

• Build partnerships with clear mutual benefits. Take the time to understand how you can help your 
partner meet their own goals, in addition to your own organization’s objectives. 

• Think creatively and broadly about whom to partner with. Focus on partners that can offer a variety 
of resources and those with the infrastructure to support an ongoing commitment. 

• Identify dedicated staff resources to build and maintain relationships. Be explicit about who within 
your organization will be responsible for community outreach efforts and build this into job 
descriptions and performance reviews. 

• Enlist the support of key allies. Look outside of your organization to identify well-connected 
supporters who can help build goodwill in the community. 

• Make a specific pitch to prospective partners, but have a contingency plan in mind. Do not make a 
generic “ask,” but be targeted in your request. 

• Develop systems to track and maintain relationships. Be highly relationship-based and operate 
organically in your approach to community outreach, but have some systems in place to keep track of 
and manage relationships. 

Core Components of Success 

Community Outreach and Education Planning 



They Care, Now What? 

Keeping People Involved 

Once people attend a meeting, volunteer their time, or sign up for  
your e-newsletter, it is incumbent upon the organization to maintain  
relationships.  Here are some ways to keep people involved and your  
organization in the public eye: 
  

• Good data is essential  
 

• Keep the invitations coming 
 
• Keep your contacts informed 
 
• Ask for opinions or advice 



They Care, Now What? 

Keeping People Involved 

Find opportunities to serve – Independent Living Centers  

have volunteer boards of directors, committees and also engage  

volunteers in other ways.  People consider it an honor to be asked to serve.   

A “task force,” “planning committee” or “advisory board” on a specific project may be 

less daunting for a busy volunteer. See a rising star?  Someone who can make a 

difference to your Center?  You may want to find opportunities for them to serve. 

 



They Care, Now What? 

Keeping People Involved 

The power of “thank you” – A well-written thank you letter can make a big difference 

in your professional relationship or a stakeholder’s inclination to get involved again in a 

future project. The letter, written in a traditional letter format or hand-written, must in 

every instance be personal and specific about the volunteers contributions.  It is also an 

opportunity for the Center to reinforce its message as well.  



Volunteer & Community Engagement 
Ideas and Strategies to Energize Your Program 

Presented by  
William Lane, PhD, Chief Executive Officer, William Lane Associates, LLC  

and  
Linda Miller, MPA, Consultant, specializing in areas of community outreach  
and education, volunteer management, aging and disability services, and  
Medicare counseling 



William Lane, PhD &  

Linda Miller, MPA 

William Lane Associates, LLC  P.O. Box 368 Delmar, NY 
12054 

518-475-9605  lanewc@verizon.net 

www.williamlaneassociates.com 

& 

Policy Matters Consulting, 49 W Poplar Dr., Delmar, NY 
12054 

518-469-7468  miller.linda.office@gmail.com 

 

mailto:lanewc@verizon.net
http://www.williamlaneassociates.com/
mailto:miller.linda.office@gmail.com


The Triple Aim of Health 

Care Reform 

Better Care 

Better Health 

Reduced Costs 



How Much is an Hour of 

Volunteer Time Worth in 

New York State? 
 

 

$26.86 per 
hour! 

 
 
 

 

 

 Source: 
www.independentsector.org/volunteer_ti
me 

 

http://www.independentsector.org/volunteer_time
http://www.independentsector.org/volunteer_time


Principles of Volunteering- 

”Five Take-Aways” 

Volunteering is a “two way street” 

A successful volunteer program takes 

planning and effort 

Cast a wide net in recruitment 

Community partnerships are essential 

 Recognition is a key to retention 



Community 

Engagement  



Agency Engagement 

comes before Volunteer 

Engagement 



Creating Partnerships with 

other Agencies is Key 

Community partnerships 

are a source of future 

volunteers, board 

members, possible 

financial support and 

advocacy support 

Creates a multiplier effect 

for your agency 



Benefits of Community 

Engagement 

Input from more diverse voices  

Creates stakeholder ownership – 

your issues become community 

issues  

Individuals may become 

empowered and proactive with 

regard to issues that affect them   

 



Volunteer 

Engagement  



Five Myths about 

Volunteer Engagement 

Volunteers are free 

You can’t “invest” in 

voluntary efforts 

Volunteers want only 

what you want 



Five Myths Concluded 

Meeting volunteers 

halfway is a recipe for 

trouble 

Volunteer “work” is best 

defined as that which 

the staff wants no part of  

 



What Volunteers Need 

from YOU 
Structure 

Support 

Direction 

Goals  

Recognition 

Affirmation  



Volunteers Want It 

All…& Deserve it!  
Flexibility 

 Impact  

 Learning opportunities  

Belonging and . . . .  . 

A chance to save the world 

 

   



…And it’s your job 

to help them do that! 



Make it easy to say, 

“Yes!”  

Or, hard to say, “No.” 

Be strategic about your 

“ask.”  

Offer choices. “Would 

you rather…?” 

 



 Plan for Success 

Be organized 

Give clear directions 

Create doable assignments 

Always have work for your 

volunteers 



Stay relevant 

Focus on their motivations.  

Stay connected to your 

volunteers 

Maintain or create a 

presence in your 

community  

 



Start Small! 

“Better to be small and 

grow, than overshoot and 

shrink with loss of 

disappointed volunteers.”  
 



But Also, Think Big! 

Some volunteers want to 

do much more than stuff 

envelopes. 

Skilled volunteers can 

create a HUGE impact. 



Volunteer 

Recruitment  



Keep Your Eye on the Ball 

What is it you need a volunteer to 

do? Write it down.  

And then, who can do that 

job…what kind of skills does it 

require?  

Next-advertise the position and 

interview the applicants.  

Key Point: Retention of volunteers 

begins with recruitment.  



Pay Attention 

Clues to volunteer satisfaction 

reveal themselves in the most 

casual conversations. 

Ask questions.  

 The wrong fit will result in 

turnover.  



Be interested 

 Ascertain the motivations for your 

volunteer serving. 

 We know generally why people 

volunteer, but not a specific 

individual. 

 Get to know your volunteers and 

ask them why they want to be 

there. 

 



Establish a 

Volunteer 

Orientation 

Program 



Initial Questions to 

Answer 
How large and how formal? 

Will you orient every volunteer? 

What do you want to cover? 

What about the logistics (time, 
place, how often, length, etc.)? 



Do you need more than 

one orientation/training 

program? 

Train volunteers? 

Train advocates? 

Orientate/train both in one 

program? 



Orientation Program 

Topics 
The mission of your Center 

A brief of history of the 

Center 

What you expect from 

volunteers and advocates 

The benefits of being an 

volunteer (stress this topic) 

 

 
 



Orientation Topics 

(Continued) 

How they will improve the 

lives of others 

Tour of your Center 

The contents of your 

volunteer 

handbook/manual 

Emergency procedures 



The initial volunteer 

orientation 

should only be viewed as the 

first step – training and 

support needs to be ongoing 

and delivered at regular 

intervals. 



Advocacy 



Advocacy Defined: 
 

 

“The act or process of 

supporting a cause 

or proposal.” 

 
Source:  Merriam Webster Dictionary  



Train your volunteer- 

advocates to: 
Know your mission 

Know the facts and how to 

use them 

Have a clear message 

How to work collaboratively  

How to engage the public 

 



You will need to prepare 

(train) advocates for each 

individual event (annual 

lobbying day, etc.) 



Volunteer 

Recognition 



Share the impact of 

service 
Volunteers want to make a 

difference.  

 Let volunteers know 

individually and collectively 

what the impact of their work 

means to your ILC.  

 The key to having them come 

back week after week or year 

after year to advocate or 

fundraise for you.  



Think Small and 

Local First 
Local-in your office  

Small (affordable) 

Coffee cards 

Small gift cards 

Frequent 
Source: New York State Office of LTC 

Ombudsman 



Keep it personal 

Thank you notes 

Communicate 
achievement to all leaders 

Offer a “promotion” –title, 
role, additional training 

Source: New York State Office of LTC 
Ombudsman 

 



Non-Traditional 

Volunteer Recognition 

Social media –Facebook, 
Twitter, Website 

Local newspaper and 
newscasts 

Create a YouTube channel 
and record your events 

 
 



Don’t forget about 

traditional volunteer 

recognition 

activities (volunteer 

of month/year or an 

annual dinner or 

luncheon) 



Volunteer Recognition 

Thought for the Day 

 “It’s not how much you spend 
on the rewards, but  it’s how 
effectively you deliver the 
recognition.  It doesn’t have to 
cost a lot of money, but it’s 
something that we need to do 
more of all the time.  It does 
need to be sincere and be 
true.  You can’t give 
recognition for recognition’s 
sake.” 

 
Theresa Chambers, Chief motivation officer, Recognition Works 

 



And, yes, do 

say “thank 

you.” 



Getting What We Deserve 

Presented by Mark Marchand, Strategic 
Communications Consultant and Adjunct Professor  
of Journalism, University at Albany (SUNY) 



The use of communications for 
“advocacy” 

 The word “advocacy” separates the world of journalism 
and communications 

 In the simplest terms, it’s the employment of solid, 
fundamental and ethical communications techniques 
aimed at supporting the primary messages and goals 
of an organization such as yours 

 And in the 21st Century, we have a new host of tools – 
especially those associated with the Internet and 
Worldwide Web 



A short “table setter” 
 Famous clip from 1970s Bob Newhart 

show 

 To be sure, it’s satire at it’s best…but it 
helps stimulate the thought process 

 At the least, we’re in for a good chuckle 



Thoughts on Mr. Newhart? 
 Notice any “dated” references? 

 Looking at it as a “real” press interview – did he do 
anything wrong? 

 He wasn’t prepared in the least – he was over-
confident 

 He made it up as he went along, even mentioning an 
elected leader as a patient, which took the interview in 
another direction and violated patient privacy 

 Attempt to talk “off the record” -- a real mistake in 
most situations  

 



Agenda for today 
 Two part approach: 

 1) So how does one prepare for and conduct an actual 
press interview…print, phone, TV, radio, etc.? 

 2) Longer-term, how do you use this basic technique to 
“sustain” your messaging long term – especially during 
“quiet” periods 

 We’ll take a few minutes to focus on the best, and free, 
tactic: social media 



Press interview basics 
 Critical to recall our “Big PR rules:” 

 Never, ever tell anything less than the truth – almost 
100 percent chance that comes back to hurt you 

 Understand that you and the professional journalist 
have the same goal: an accurate story based on facts 

 Clarity rules the day – try to avoid “jargon” or industry-
specific language that the general public won’t 
understand 

 Talk in short sentences, or what are commonly known 
as “sound bites” regardless of the medium in which 
you are speaking 

 

 



Press Interview basics (cont.) 
 Prepare, prepare…for even the shortest, simplest interview 

 Perhaps the most important step: Develop 3 key and 
simple messages – do not over-complicate them (some 
examples in a bit) – write them down and memorize them; 
and they must be relevant to the story, or make sure they 
are relevant 

 Imagine your “wish list:” what are important points YOU 
want to see in the news story -- these are your messages 

 Despite whatever questions you’re asked, try to work in 
your three major points – answer the questions but deftly 
try to get your points in – this is primary skill and requires 
elegant “transitions” 



Press Interview basics (cont.) 
 Sample of key messages – talk points for NYAIL: 

 
 “Our mission is improving the quality of life, 

safeguarding the rights, and ensuring equal 
opportunities for all people with disabilities, ” 

 “We also promote the Independent Living philosophy, 
both within the disability community and to the public.” 

 “NYAIL seeks in all its activities to remove barriers to the 
independence, inclusion, and integration of people with 
disabilities in New York” 



Press Interview basics (cont.) 
 Whenever I suggest this, many say “Well, what if the 

reporter doesn’t ask me questions that relate to my 
primary messages?” 

 Keep 2 things in mind: 

 1) The journalist’s questions are designed to spark 
conversation during the interview – they don’t mind at 
all if you add additional info; but make sure you 
answer a question first, and then transition to, “this 
reminds me of an additional issue…” 

 2) Allows you to get your important points across – 
gain some value from the experience 



Press Interview basics (cont.) 
 Develop a Q & A for yourself on tough topics 
 Okay – the toughest part is over…now you’re on the phone, or 

talking in person, or in front of the camera..first ask about 
deadlines 

 Utilize proper ‘body language:’ upbeat, helpful tone; sit up 
straight/stand up when you’re on the phone – it actually works 

 “Listen” for direction of story and answer the questions 
 Avoid some common pitfalls, such as the famous “pregnant 

pause” 
 Most polite interviewees will feel the awkwardness of the silence 

and will try to fill it – often with useless info…or worse, 
something wrong 



Press Interview basics (cont.) 
 If you don’t know the answer, say so – never, ever guess 
 Reporters are okay with you saying “I’ll get back to you with right 

information” (But make sure you do so) 
 Reporters hate being wrong – you’re doing them a favor – NY 

Times each day prints a full list of corrections on inside of front 
page 

 It’s in this single component of a press interview where I have 
seen most mistakes made; guesswork = bad interview 

 Answer a “yes” or “no” question just that way…yes or no – no real 
need to elaborate unless you really want to add something 

 Never repeat the “negative” aspect of a question – you don’t want 
that negative word or phrase to be part of your quote 
 
 



Press interview basics (cont.) 
 Have a summary statement ready for end of the interview – 

many reporters give you an opening; “Have I missed 
anything…anything I didn’t cover that’s important?” they 
might say 

 Even if a journalist doesn’t ask you, follow up with an e-
mail or some other written backup the reporter might find 
helpful – even if it’s just to say “thanks for your time” 

 Good strategy is to develop a standard “leave with” piece – 
this is a short summary of what you do (1 page) 

 Always have a business card or some other easy way for the 
journalist to get back to you on deadline – tell them about 
your school system’s website 



Press Interview basics (cont.) 
 Shift gears: TV interviews slightly different – appearance 

matters!!! 
 Dress well – at that moment in time you represent the entire 

school system or industry, and smile – unless it’s a somber topic 
 Be prepared to summarize and deliver your answers in crisp 

sound bites (most critical skill for a TV interview) 
 Look at the reporter – not at the camera; the camera and 

operator are “eavesdropping;” focus on the reporter 
 Pick a background that helps you convey your message – a home, 

a clinic, a living center? 
 Be aware: Your 20-minute interview will be 30 seconds when it’s 

aired – most TV stories are 2 to 2.5 minutes 
 If you “flub” an answer many reporters will be helpful and do a 

re-take 
 
 
 





TV interviews (cont.) 
 Beware “open mike syndrome” before and after the on-

camera interview – don’t joke around! 
 Don’t be distracted by surroundings, and simply retain 

focus on interviewer 
 Reporter’s goal is a professional-looking news story, and 

they’ll work with you to achieve that 
 Do be prepared with an over-arching statement – I was 

often asked by the reporter what the reporter should ask 
me… really 

 Even in this scenario with camera rolling, don’t be afraid to 
say you don’t know an answer to a question (probably rare) 
– and that you will get back to them with an answer 

 Smile – unless it’s a really somber topic 
 
 



Press Interview basics (cont.) 
 Never ramble…on…and on…and on… 

 If you use humor, make sure it comes across 
correctly…don’t leave room for interpretation 

 If you aren’t funny…don’t try to be funny…same goes for 
speeches 

 



Press Interview basics (cont.) 
 Final thoughts: there is no such thing as ‘off the 

record’ 
 Your off the record comment will be used 
 Very infrequent exceptions: If you’ve known the 

journalist for years and built mutual trust 
 Never be afraid to point out a factual mistake after a 

story appears, diplomatically (never in anger) – 
again, most journalists want to get it right 

 Avoid “no comment” at all costs – if you can’t 
comment on something, say why, such as legal 
reason, etc. 



News, or press, conference 
 Limit speakers to 2-3 – tops 

 Maximum length of the event? 20-30 minutes 

 Each speaker should be limited to 5-6 minutes, and 
then leave time for questions 

 Use props – even as simple as poster boards, visual 
displays, etc. 

 Try to avoid distracting “strength in numbers” lineup 
behind the speaker – out of style and over-used; focus 
should be on speakers 

 What do we mean by this? 





Part Two – Sustaining messaging 
 One qualifying statement: I know resources and time are 

an issue because you all have more important things on 
your hands 

 I’ll restrict comments, suggestions to those that require 
little or no cost…and limited time investment 

 You have a great website – its simplicity is effective and 
works well, especially the 3 boxes: Independent Living, 
Advocacy, and Housing 

 My overall point: avoid a “stale website.” Change the home 
page often; create the impression that there’s always 
something new there and visitors will come back 

 



Part Two – Sustaining messaging 
 It’s okay to recycle items on the home page, and resurrect 

older items – just change it often; number one reason 
people don’t bookmark a home page is they feel there’s 
never anything new there 

 Use as many visuals as possible front and center on the 
home page – it will draw attention to your text. Nothing 
worse than a stale news page 

 Anytime you do a news release, especially if it’s important, 
make that news the centerpiece of your home page 

 Always make sure there’s a way for journalists and others in 
the community to easily find a contact for more info 



Part Two – Sustaining messaging 
 News releases and writing in general: Keep it crisp and 

adhere to the same style used by journalists: Associated 
Press style, or “AP Style” 

 Always use “active” tense instead of “passive” tense, i.e. 
“NYAIL today announced..” vs. “Important development 
was announced today by NYAIL…” 

 Good example from your website:  

 On December 22, 2014, NYAIL and the Center for Disability 
Rights called on the Cuomo administration to implement 
the Community First Choice Option (CFC) in New York, 
and use funding from CFC to invest in services vital to 
independent living. 

 



Social Media 
 One of easiest and least expensive ways to sustain messaging during 

quiet times is via social media 
 You already have a Facebook page – but utilize every single opportunity 

you can to market it – even mention it at the end of news releases and 
other outward-bound communications 

 You have 200 “friends” now – focus on growing it since many people 
these days are getting their news from Facebook, more than anywhere 
else – you’re posting a fair amount of news there now so put it to good 
work 

 I’d enter the world of Twitter for two reasons: 
 Twitter and Face Book are without peer when it comes to aggregating 

and collecting news that you’re interested in 
 Find out if your local journalists and/or news media outlets are on 

Twitter and Face Book (most are) and follow them/like them 
 Journalists love to tweet and post about their stories – and it allows you 

to see what they’re thinking about and working on 
 



Social Media 
 Easy to establish an association Twitter presence – it’s a still 

relatively new social media trend known as micro-blogging 
 One click – and you reach thousands who chose to follow you! 
 I follow some 130 news outlets and reporters – out of the total 

200 Twitter users I follow 
 I also “like” Face Book pages such as New York Times, Scientific 

American, ESPN, NBC – and each day they post selected stories 
that I otherwise might not ever see by casually browsing around 

 So if you see a specific reporter tweets or posts on a topic you 
work in or are interested in, tweet back at them and comment, or 
post a short comment on Face Book – in other words start 
“interacting” with those who could help you sustain messaging 

 And of course when you have a news release, tweet on it with 
link back to your site 

 
 
 



Social Media 
 In addition, many times when you follow someone on 

Twitter they will follow you back – because they might be 
interested in what you have to say – you gain followers by 
following others 

 I would definitely follow key legislators – gain perspective 
on what they are thinking and saying…Cuomo, Gillebrand, 
Schumer, et al all tweet 

 Monitor Twitter and Face Book to learn what people might 
be saying about you, or comments that are posted – 
especially handy during a crisis situation 

 A quick search in NY and elsewhere reveals there are some 
who tweet on your issues, and they do it well 

 One example: 
 







Social Media 
 One more thing on social media: a blog 

 A blog is a breezier, more informal way of providing 
updates on important topics, when there’s no real issue to 
rise to the level of a news release – often done by someone 
like an exec director 

 Doesn’t have to be too frequent; perhaps once a month or 
every other month, on your website 

 It becomes sort of an electronic “newsletter” to update your 
members, legislators and others  

 It can be as short as 300-500 words, but informative and in 
first-person – tweet and post on Facebook when a new blog 
post is available 



‘Targeted’ advocacy 
 News releases are great, especially when legislature is in session, as are 

news conferences – but often a news release sent to hundreds of news 
outlets can fall flat 

 But consider a more focused approach, especially with journalists…do 
some research to find a NY reporter who has covered your issues in the 
past, and approach them one-on-one to propose they interview you 
and some members for an individual story 

 Google news page is a good place to start this research 
 News.google.com – you can search for news on any topic 
 The reporter gets something more exclusive that others don’t have, and 

you could get a news story that exposes your critical issues to a wide 
audience, and one that could well be picked up by other news outlets 

 You could also consider Google news alerts – your pre-program Google 
to search and send you emails on stories of interest 
 
 



‘Targeted’ advocacy 
 Some other tools to sustain messaging: 

 Editorial board meetings: maybe sit down with Times 
Union editorial board to brief them on issues 
important to you 

 2-3 times per year invite reporters and legislators to a 
small, informal coffee roundtable session to talk about 
your issues 

 Consider a short, but regular printed newsletter 3-4 
times per year 



Speeches 
 Shortest speeches are the ones often rated the best, when 

an audience sits in for 4-5 speeches, at a conference, for 
example 

 No real need for speeches longer than 15-20 minutes 
 Start with personal anecdote, story – perhaps a story about 

a disabled person who has begun living on their own 
 Utilize 3-5 key messages, as we discussed earlier 
 Short sentences 
 Don’t try to be funny – if you’re not funny, forget about it 
 Always end with a “Call to Action” – you’ve delivered a 

compelling case; what can your audience do about it? 
 Post text of your speech on your website 



Questions????? 



Coalition Building 

Presented by  
Sue Ruff, Advocacy Director,  
Southern Tier Independence Center 



Community Organizing  

Activities and Strategies 

Presented by  
Todd G. Vaarwerk, Director of Advocacy and Public Policy,  
Western New York Independent Living  



OBJECTIVES  

 Advocacy Strategy for SSAN Activity 

 Recruitment methods 

 Community Advocates 

 Voter Pledge form as recruitment Tool 

 Town Meetings 

 Relation to Collaboration 
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ADVOCACY STRATEGY FOR SSAN ACTIVITY 



THREE STYLES OF ADVOCACY 

 Inform 

 Influence 

 Intimidate 

 

In order to be successful, we must use all of these 
strategies as needed 

 

(Slides made available for advocate 
use/modification, but will not be individually 
reviewed) 



INFORM STEP  (INVESTIGATE) 

 This step is to make sure you have all the 

information about the situation, so you can 

take further action. 

 This is about educating yourself, as well as 

fellow staff, consumers, and the public 

 Try to look at all sides 

 



INFORM STEP - HOW? 

 Google 

 Library 

 A phone call with probing questions 

 Ask someone with experience (peer) 

 Become familiar with groups that may handle the 

issue 

 Activities in the inform step 

 Newsletter Article 

 Letter to the Editor 

 Flyer 

 

 



INFLUENCE STEP (COLLABOARATE) 

 This step brings all parties together to 

resolve issues in a way satisfactory to all 

parties (Win/Win) 

 Show importance of the issue to 

policymakers 

 Leverage meetings to further discuss 

solutions 

 While you represent the consumers side, 

listening is key. 



INFLUENCE STEP 

Just as it’s important to tell consumers the 

information they need to know (even if they 

don’t like it), we must do the same with 

community agencies and persons in power. 

 

Don’t be afraid to speak the truth.  Just do it in 

a polite way.   



INFLUENCE STEP – HOW? 

 Petition Drives/Letter writing campaigns 

 Letters to Policy Makers 

 Meetings with other persons affected 

(whether for support or action) – ORGANIZE 

 Media coverage 



INTIMIDATE STEP (COMPLAINT)  

 This is the last resort 

 This is about taking a stand, in a public way, 

to support the change we seek, but also 

another way to educate the public. 

 



INTIMIDATE STEP – HOW? 

 Rallys 

 Administrative Complaints 

 Lawsuits 

 Civil Disobedience 
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RECRUITMENT 



SMALL GROUPS 

 WNYIL uses a “Small Group” strategy – 6 to 

8 persons based on categories of advocacy  

 Transportation 

 Housing 

 Health Care 

 Education 
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ESTABLISHING PERSONAL RELATIONSHIP S 

 Potential Recruits are recommended by 

Independent Living Specialists; Community 

Engagement 

 SSAN does an interview to target the most 

important issues 
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IMPORTANCE OF LOCAL SYSTEMIC ACTIVITY 

 Local systems goals (State/Federal IL 
Contract) are used as a 
communication/recruitment tool. 

 Goals show commitment to center on 
consumer issues, and can be used to 
leverage people to participate in broader 
SSAN priorities. 

 Advocates invited to participate in all 
meetings or associated events (ADA 
Education, Disability Simulations, Legislative 
Breakfasts, Meet the Candidates Days) 

112 



USE OF VOTER PLEGE FORM  

 Form assists in identifying contact 

information, along with an opportunity to 

Identify priority issues. 

 Distributed (along with Voter Reg form) for all 

new consumers, and at every agency event 

or information activity. 

113 



COMMUNITY ADVOCATE 

 Part time volunteer position to assist SSAN 
Advocate in coordinating public policy activity 

 Participates in Community 
Meetings/Teleconferences/Events in a 
mentoring relationship with SSAN Advocate 

 Highlights the importance of SSAN and Local 
Systemic activity to potential participants, 
while providing employment readiness to 
Community Advocates 
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TOWN MEETINGS 

 Community Meetings run by Center Staff (or 

in collaboration with others) to discuss a 

specific issue or need. 

 Questions are developed prior, and 

stakeholders (including regulators, 

politicians, etc) are invited. 

 Meetings used as an educational point for 

SSAN Activity 
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TOWN MEETINGS 

 Action steps are developed, with potential local 

center Systemic Goals also developed 

 Summary sent to all stakeholders, and can be 

the basis for testimony, Legislative Positions, 

etc. 
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RELATION TO BROADER COLLABOARTION 



COLLABORATION LINKAGE 

 Collaborators encouraged to send both Alert 

Team participants and Community Advocates 

to SSAN Staff for participation. 

 Community Advocates used for primary 

points of contact and communication (when 

appropriate) 
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TIME FOR YOUR QUESTIONS! 



Todd G Vaarwerk 

WNYIL 

http://www.wnyil.org  716-836-0822 x101  vaarwerk@wnyil.org 
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THANK YOU 



Cultivating Media  

Hits and Contacts  

Presented by  
Lisa Tarricone, Director of Systems Advocacy,  
Westchester Independent Living Center 



Thank you 
for your participation today!  

Please complete the  

workshop evaluation form. 


