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A Failure to Plan is a Plan to Fail

Benjamin Franklin



Basic Structure

• Define your goals

• Define your audience   (internal/external)

• Method of communication

• Measurement of Success



Lack of Clearly Defined Goals

“Several team members don’t understand our role and 

how we fit into the team……..”



Lack of Clearly Defined Roles and Responsibilities

“I’ve been here almost 3 years and yet some staff 

continue to think that the navigator role is to obtain 

records and schedule appts.”



Failure to Resonate 

“There still remains a huge gap in the care and resources 
to the African American population. We really need to 
address the elephant in the room once and for all as we 
move toward making a real difference.” 

“My Dad was diagnosed with cancer and I didn’t know 
where to go.”



Internal Communication Strategies

• Newsletters

• Staff Meetings

• Informational flyer 

with navigator contact 

information

• Staff Surveys

• Provider Satisfaction

• PCP Satisfaction 

• One on One Time

• Patient Satisfaction

• Cancer Report Card





External Communication Strategies

• Blogs

• Testimonials

• Infographics

• Videos

• Social Media

• Business Cards for 
Lay Navigators

• Newspaper

• Community 
Newsletters

• Radio

• Dinner with a Doc &  
Nurse Navigator



Free Advertising:  Column for Local Newspaper

• Plain Language

• Highlight members of 

the navigation team

• Opportunity to talk 

about 

prevention/screening



Free Advertising:  Public Speaking at Events

• Rotary Clubs

• Community Health 
Fairs

• Support Groups

• Chamber of 
Commerce

• Churches



Sample Church Bulletin

“Our community is lucky to have oncology nurse navigators at 

UNC Lenoir Cancer Center. They are available to help 

support you and your loved ones. Fighting cancer is hard. 

Finding support should not be. Call: 999-999-9999 and find 

out how they can help you.”



Marketing Your Program

Intermountain 

Cancer Center
Sutter Health



Marketing Your Program – Vidant Cancer Care



Marketing Your Program – UNC Lineberger



Where to Start

1. Check out your institution’s website

– Get familiar with what is promoted

– Does your program have a landing page?

– Think of your audience – what should they know about 

your program and is it easy to find?

2. Meet with your Marketing Director – be your own 

advocate!



Examples of Stellar Landing Pages

Press Highlights

https://www.goodsamhosp.org/breast-center-your-experience-with-us

https://www.goodsamhosp.org/breast-center-your-experience-with-us


Questions to Ask

– How many clicks does it take to learn more about our 

program?

– How can we bring more visibility to our navigation 

program through our institution's website?

– Can we put our marketing materials online?

– How can we better showcase the work that we do?



Digital Marketing – Social Media

• The basics

– Be where your audience is

– Get the info out there

– Repeat, repeat, repeat



Beyond Traditional Social Media

• Now build upon the basics

– Paid social media is a great way to reach a larger target 

audience

– Opportunities to get more visibility on your posts from 

local communities and groups



Paid Social Media: Targeting Opportunities

• Facebook

– Location, age, gender, education, job title, field of 

study, employer, interests (and much more)

– Ads tie to Instagram!

https://www.wordstream.com/blog/ws/2016/06/27/facebook-ad-targeting-options-infographic


But I’m Too Busy to Post Regularly…

• Take advantage of free resources

– Use programs like Hootsuite to schedule social media 

posts in one centralized place

• Hootsuite supports Twitter, Facebook, Linkedin, Instagram, 

YouTube, and Pinterest

https://hootsuite.com/


Creating Marketing Materials – Best Practices

• Does your institution/organization have brand 

guidelines? 

– Takes the guesswork out of what works well together 

(colors, fonts, image styles)

– Builds and maintains brand consistency and awareness

– Helps legitimize your materials



Remember, Sometimes Less is More

• Clutter will just make it harder for your audience to 
recognize your message. 

• Stick to the following:
– 1-2 fonts

– 1-2 colors

– 1 main visual that clearly illustrates your message

– White space is OK!

– Keep the copy legible 



Organization is Key

• Create a marketing calendar and mark ongoing 

support groups, health events, cancer screenings 

promotions, and more

– Plan which marketing materials will be needed

– Start by listing deadlines and events. Then work 

backwards to determine promotional dates



The Basics - Search Engines 101

Top Five Major Search Engines in the US:

• Google

• Bing

• Yahoo

• Ask.com

• Aol.com



Search Engine Marketing (SEM)

• The process of gaining website traffic by purchasing 

ads on search engines. 

• One of the most effective ways to grow your business 

in a competitive marketplace. 

• Advertisers bid on keywords that users of services 

such as Google and Bing might enter when looking for 

certain products or services. 



Search Engine Optimization (SEO)

• The process of earning a free spot in the search 

results by having the most relevant content for a given 

keyword search on your website.

• Businesses don’t pay for traffic and clicks, this 

happens organically. 



SEM vs. SEO 



Why Measure Success?

Why is it important to evaluate and measure the success 
of your marketing campaigns?

• This evaluation will tell you how effective your 
campaign was to your target audience. 

• Helps you justify your costs for advertising. 

• Helps you make the decision to change advertising 
strategy or cease advertising all together if your return 
on investment (ROI) is too low. 



How to Measure Success?

• Step 1 - Define your goals.

• Step 2 - Plan the campaign and how you want to track 
it. 

– Specific phone number(s)

– Coupon Code

– Website analytics

• Step 3 - Track the data that is coming in from those 
channels. 



Evaluate Your Results

Did you receive the return on investment (ROI) that you 

wanted to achieve?

Questions to ask 

• Did you see an increase in Website traffic?

• Did you see an increase in referrals?

• Did you see an increase in patient volume?



Lessons Learned

• Plain language is essential

• Script your questions prior to your interview

• Media training is essential for navigation team

• Practice builds confidence

• Communities are hungry for information

• You have the power to bring more visibility to your 

program


