


Where to use your new 

skills

AAFP/TAFP/local chapters

Health systems and Insurers

Government

Employers/Purchasers/Boards of  Directors

Advocacy Groups and Community



Your 360

Clinical and Public Health

Communication

Governance/Leadership

Business/Finance/Negotiating/Strategy

Personal Supports







Family and Community

Medicine



Defining Your Message

Authentic Self, Relationships, Collaboration, 
Learning, Fierce Advocacy, Professionalism

Stories and facts, Strategy

Build your reputation, INTEGRITY, impact

Personal Courage, Believable, Truthful

Strategic Use of  Media: Know when to HOLD ‘EM





Defining Your Message

Be specific and respectful, Educate

Build your case clearly, no jargon, personable

Create a “burning platform” when needed

Don’t denigrate, ridicule, stay positive

You represent Family Medicine at ALL times

Issue a Call to Action





https://aafp-

1.wistia.com/medias/nfcj5dr953

https://aafp-1.wistia.com/medias/nfcj5dr953


Earned vs. Paid Media

Advocacy

Marketing

Key Opinion Leaders (KOL)

Tell YOUR Story : 3 bullets of  information , In the 

“box”

Block and Bridge



C-Span
Mother AME Church, Charleston SC

December 1, 2015



Knowing Your Audience

Demographics

Educational attainment

Likely attitudes, challenges

Tell your story in their language

Various learners



Engaging Your Audience

http://www.npr.org/player/embed/461519814/461

519827

ALWAYS keep the end game in mind!

http://www.npr.org/player/embed/461519814/461519827


Expert Tips: Channels

Speeches : Slides, Eye Contact, Body Movement

TV: Audience, Segment Length, 2-3 Points, Clothing 
Choices, Language choice, Eye contact (camera vs. 
reporter), Floor Director, Hold your “Pad”, Live vs. Taped

Radio: Voice animation, Slang, Cough/Sneeze, 
Headphones, Call-ins/Social Media

SoMe: Audience, choices, photos

Print: Newspaper, Magazines (Don’t pay to play!)






