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About Your Presenter

David Ball

ïFounder and President, Ball Consulting Group, LLC, Newton, MA

ïFormer communications executive in govt./hospital/LTC organizations

ïBoutique strategic communications firm specializing in proactive PR, 
media relations and crisis planning

ïExpertise in health care and pharmacy issues

ïPR adviser to IACP in aftermath of NECC tragedy, through DQSA





Let’s Begin with the Obvious

Lasting images 

ïDo you recognize these photos?

ïNECC tragedy prompted extensive national news coverage

Lasting impressions

ïNECC tragedy was 5 ½ years ago but still affects profession

ïComes to mind quickly when public hears “compounding”



Importance of Compounding

Negative to positive

ïDespite negative coverage, still important to interact with media

ïNeed to educate the public about positive aspects of compounding

Healthy relationship

ïBecome a local health information resource 

ïHighlight to media how your medications are vital to patients

ïFeature your pharmacy team’s expertise



Understanding the Media

Today’s news cycle

ïTraditional news cycle is gone

ï24-hour cable news networks, online news –and the Twitterverse

What makes news?

ïUrgent, unexpected, unprecedented

ïOutrage, analysis … public wants to know what happened and why



“For Immediate Release”

Be proactive

ïFind ways to generate positive news coverage and goodwill

ïBe opportunistic, build relationships with local media

ïBecome a thought leader

Basic media tools

ïPress release, media advisory, photo op

ïGuest column, op-ed or blog post



Good News



More Good News



Thought Leadership at Work



Thought Leadership at Work (cont’d)



Be Social

Retail establishments must have a presence on social media

ïFacebook, Twitter, Instagram help you engage with your customers

ïContent should be “homegrown” to the greatest extent possible

ïBe sure to tag, follow, connect with other local groups

Social media policy 

ïHave a policy in place governing use of social media in the pharmacy

ïSpecify who has access and what they can post (HIPAA constraints)

ïDon’t talk work on personal accounts –never identify patients



“Welcome to Our Pharmacy”

Stage events

ïInvite local elected officials (e.g. mayor, state rep.) for a tour or talk

ïHost a series of free health education lectures

ïDonate to a local charitable organization; volunteer as a group

Open access

ïInvite local media to the event (send an advisory in advance)

ïExplain how your pharmacy serves patients in the community



Elected Official Visits Become News



Be an Advocate

Get involved with your state association

ïPreserving patient access means fighting for state legislation that 
protects patients

Åe.g. Banning gag clauses, Medicaid rate issues

Go to Washington

ïTake every opportunity to meet with your congressman, senator

ïInvite them to your pharmacy when they are in the district



Extend Your Advocacy

Make the most of Hill visits

ïDistribute a photo with your member of congress and a caption to 
local media

ïPlace images on social media and tag them



In Case of Emergency

Crisis planning

ïDevelop a crisis plan covering all contingencies; drill with your team

ïDefine risks: FDA inspections, 483s/warning letters, Board of 
Pharmacy issues, contamination, recalls, patient harm, data breach

Crisis communications

ïOrganizations that don’t promptly deal with a developing crisis are 
more likely to suffer serious business impact –get out in front!

ïCrises don’t blow over –they must be managed



What To Do When the Media Calls

Stay calm and get some details

ïName of the journalist

ïWhere they are calling from

ïWhat they are looking for

ïTheir deadline

Get back to them

ïLet them know you are tied up (e.g. “busy on the bench”)

ïYou will get back to them by their deadline



What To Do When the Media Calls (cnt’d)

Determine their angle

ïWill story be detrimental?

ïIn many cases, story will be negative

ïWhat to say 

How to respond

ïStatements sent by email can limit damage

ïDo not hesitate to get professional help



If You Agree To An Interview…

Get the message

ïEstablish three core messages (gold, silver and bronze)

ïUse facts, illustrations and data

ïRemember the three Cs: Clear, Credible and Convincing

ïThe 4th C: Concise (average TV sound bite is only 7 seconds) 

ïAssume the reporter knows nothing about compounding

ïStay on message!



Preserving Patient Access

Recipe for success

ïEmphasize quality and transparency

ïEstablish good standards and protocols

ïKeep customers/patients satisfied

ïMaintain positive media relations

ïBuild goodwill in the community
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