INITIATING A HEALTHCARE POLICY CAMPAIGN

There is no serendipity when it comes to introducing new healthcare policy ideas to the public. It takes a long-term strategic campaign in which it is mission critical to take leadership of the idea in explaining it to both the public and opinion leaders. This is particularly true in the case of two-tier pricing, a proposed policy which is vital to the future of healthcare. The research shows the public is open to two-tier pricing IF the idea is framed in the language of the long-term benefits to the country at large. They are in favor of two-tier pricing if the alternative is a reduction on spending for new medicines and treatments. The public, however, is far LESS favorable towards two- tier pricing when it is expressed as asking those who can afford it to pay more for medicines and treatment.
ACTION STEPS 

Research has identified a series of ways to bring our very real concern with this issue to life by communicating, partnering and operating differently. Clarity of purpose is the key to success in all three of these action plans.

If you select to execute influencing the acceptance of two-tier pricing as one of your two core issues, following these action steps will help you adapt and adjust the overall strategy as you implement your own plan.

° Identify your benchmarks. Determine what publications, organizations and people are most influential in increasing the public’s enthusiasm for changes in healthcare policy. Carefully review the statistics on healthcare in your region and predictions on the future of funding for healthcare in order to best express the value of two-tier pricing in your region. Make sure all of our contributions and our commitment to healthcare in your region are acknowledged so that Pfizer can finally be seen as a thoughtful voice in the healthcare debate and policy formation in your country.

° Develop a regional COMMUNICATION strategy. Develop a name for the new program that reflects the theme you have chosen to convey. Reiterate that theme through the use of an identifying logo, tagline, copy and “voice.” Utilize the media and public relations to build interest and awareness of the benefits to the public at large of two-tier pricing and what they stand to lose in terms of new medicines and treatment if it is not instituted.   Consistently COMMUNICATE Pfizer’s emotional investment in providing the best care possible to as many people as possible (make sure even the entry level employee who works in your office understands the importance of the mission and is committed to it). 

Enthusiasm is contagious. Whenever possible, give speeches or interviews to groups and publications on the future of healthcare. Support the work of any university hospital or group who is active in healthcare policy.

° Identify a list of potential PARTNERS. Groups you may want to consider partnering with include NGOs and university medical centers. Evaluate and compare the strength and weakness and area of influence of each organization. Whichever partners you are considering, you’ll want to narrow your final list by asking questions like: Who is most active in working to improve healthcare? Who has the most credibility with the public? Who is most associated with public policy?

° Organize internal resources so you can OPERATE differently. Developing a country specific strategy is vital. Identify any internal resources with particular expertise in the field of healthcare policy. Find out what information on the future of healthcare and any proposed healthcare legislation is currently accessible internally. Make note of any past or present Pfizer philanthropic activities relevant to organizations that are active in healthcare policy and consider how those ties can be strengthened.  Develop information that can be disseminated on the long-term benefits of two-tier pricing and the future of healthcare.

° KEEP RECORDS. Whether you’re operating differently, partnering differently or communicating differently, the final strategy you develop to execute the theme of two-tier pricing should be quantifiable. For example, if you gave no speeches on the future of healthcare last year but this year you gave ten that is a clear quantifiable improvement. If you had no partnership programs in place with public policy organizations last year and are now developing five new alliances—that is measurable partnering change. Only by using metrics, measurement tools and other such sign, can Pfizer chart our progress towards being seen as a constructive partner with NGOs, patient groups, university hospitals and voters.
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