Bereavement Section Chat Summary - Bereavement and Marketing
October 6, 2010

Facilitator:  Nancy Sherman, LICSW
Co-facilitator:  Brenda Kenyon, LCSW

Chat opened with a discussion around the fact that most people do some promotion and most feel they could/should do more. 
·  Discussed what programs are currently doing in marketing.
·  Discussed trying to capture from participants who DO utilize services, “how they heard about the program”.
· Discussed the importance of prioritizing marketing ventures as resources are limited.  Each program should determine what outreach methods seem to give them the most “bang for the buck”.  As markets and community need differ, this will most likely be different for everyone.

We delved into the use of media.  
A.  Use of public service announcements and calendar listings are great because they are free and many folks DO look there for information.  
B.   Capture more interest and distinguish yourself from others through actual stories/articles/features. 
You might call/email TV, Radio and papers with any of the following:
· Various programs you are offering.  (For example, one time, just because it was a slow news week, someone’s entire line-up of fall programs received a feature story because the writer was intrigued by the number and variety of offerings).  Try to be creative with titles of workshops/groups/programs. 
· A possible link in your services that ties into a new Journal article that was just published might provide an opening for an interview.   
· A human interest angle.  It might be a recent community tragedy that could be presented as a teachable moment.  For example, contact the media after a public loss and offer to speak and/or write about it.  
· Send actual quotes/excerpts; reviews; feedback from the clients who have participated in a particular program.  It may be especially appealing to media being that the people you are sending to them are people from the same community they reach.

We talked about using various Newsletters.
A. If the agency is a large system (as in a hospital) and has multiple newsletters/bulletins, you might offer to provide a grief education article.  You can highlight your on-going programs as part of the article
B.  Reach out to other community agencies and entities who have newsletters, such as, churches with church bulletins; other non-profit newsletters; a chamber of commerce newsletter, etc.  Again, offer to write a grief education piece and you can attach your logo; information to contact; on-going programs, etc.   

The Internet as a means of marketing bereavement programs.
A.  Consider using “constant contact” system 
B.  Can send out an email highlighting up-coming programs/events to anyone connected to your hospice, and/or healthcare system.  Ask them to forward the email onto anyone they think could help you “get the word out”.
C. Develop your own website for your Bereavement Program
D. Link to your website to other websites
E. Create Blogs
F. Create a facebook page  (see NHPCO’s facebook page for example)
G. Get “linked-in” on Link-IN
H. Twitter

Ideas for increasing attendance at Bereavement Groups and Events 
A.  Personal phone calls to your bereaved inviting them to come to a group or program may increase your attendance.  Volunteers are great at these calls!
B.  Targeted mailings (direct mail pieces) to specific geographic areas and or to specific grieving populations, such as, young widows, etc.  
C. Creative Structures (workshops vs. groups), times (Saturday afternoons vs. weekdays), and titles/content (ie; not just Grief 101) may intrigue certain groups of people.
D. Partnering with schools, churches, other community agencies and to provide grief education/workshops/groups.
E. Establish a Speakers Bureau.  
F. Always take care to make sure your Logo and Program Information is on all materials and hand-outs given at the event.

Conduct Needs Assessments
A.  Assess needs for services through various measures and at varying points of service.
	1.   Utilization of the FEBS 
	2.   Some programs send out 1, 2, or 6th  month surveys asking for feedback around what grievers are using; finding helpful; needing.
B.  Some programs complete community assessments to determine what, who and where bereavement services are provided.  This information can help you with your programs’ development as you try to “fill the holes” in your community.
C. 	Consider using “Survey Monkey”.  A service that provides a survey, tallies and reports findings back to you.  You can purchase simple to elaborate packages.

In conclusion, the group discussed ways to help your program’s visibility, especially in highly competitive markets.
A. Think about creative outreach methods that create and solidify your “brand”.
B.  Collaborate with your marketing department.
C.  Brainstorm marketing/branding/creative programs with your own team.
D. Explore other programs ideas through internet searches.
· May use NHPCO’s “Find A Provider” service to members (see the home page).
· Use Google to search for ideas.
· Ask your Bereavement eGroup about new ideas around a specific topic or population to be served.   
