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Falls Prevention Campaign Plan Template

Goal 1: Recruitment to Hub Events and Actions
Recruit older adults to attend the Week/Month of Action

Measurements of success: 
· Number of event attendees
· Number of in-person falls prevention screenings
· Number of Falls Free Check Ups
· TBD - other actions partners decide to do during the week at these events 

Goal 2: Increase Awareness
Increase awareness around falls risks and prevention across the community. 

Measurements of success: 
· Earned media - number of op eds or stories in local media (can include radio hits, TV, local newsletters, local papers)
· Paid media - Total reach of storytelling content on Facebook and other paid media outlets such as newspaper ads and radio ads
· Post-event survey submissions

Goal 3: Form new partnerships 
Form new partnerships with organizations in order to support current partners with future falls prevention efforts. 

Measurements of success:   
· Total number of new partners holding events during National Falls Prevention Awareness Week
[bookmark: _rlxe8rqfdf0w]Campaign Tactics
[bookmark: _6tlw0bgkjiy6]Earned Media
Storytelling
The period leading up to the day of action is a time to tell relatable stories of those impacted by falls and falls prevention and reframe the conversation to one of strength and grounding. These stories are meant to increase excitement around the day of action and build a sense of a larger community before events are held. 

These stories can be the main vehicle to disseminate our key messages and put familiar faces on this issue. Here are a few ways we’ll elevate stories in local and community media outlets: 

· Work with local partners to identify older adults and/or their family members and caregivers who may be interested in sharing their stories with local and community media. Set up calls with these potential storytellers to hear about their experiences in their own voices and discuss what kinds of media/communications opportunities they might be interested in collaborating on. 
· Work to highlight these personal stories through a variety of tactics:
· Op-eds in local newspapers
· Connecting storytellers with local reporters/producers for interviews 
· Drafting profiles or Q&As on storytellers for community newsletters/blogs 

Local Media 
Begin building relationships with relevant local reporters and producers to seed interest in the day of action and provide general education on falls and falls prevention.

[bookmark: _fa8skj4dkq3n]Partner Communication
[bookmark: _hmz2cmk3zu8o]Actions 
Actions can be promoted throughout the summer. Work with event coordinators to finalize materials for these actions and pursue any local business partnerships to create incentives.

Action Toolkit
To encourage older adults to take action at home, draft a toolkit with materials partners can use to promote at home actions. Some materials created for this type of promotion can include:
· Sample social graphics and copy - graphics for actions and accompanying text message copy to encourage older adults to fill out falls prevention checklists at home 
· Sample text message copy - these text drafts can be used for spreading the action links through text groups or for people to copy and paste to send to personal contacts 
· Sample flier - a physical flier that can be put up in community centers, senior homes, libraries, coffee shops, and other locations 
· Sample email copy - these emails are designed for event coordinators to send out event promotion on their email list serves
[bookmark: _yj1sfafqhz6w]
Week of Action
Hub Events Promotion Toolkit 
As a part of supporting event coordinators with hub events you can draft a toolkit for the week of action that will include promotion and messaging materials to unify the events across your area. Some materials that can be included in this toolkit include:
· Sample flyers for print - flyers that have all hub event details printed for partners to distribute 
· Sample flyers for digital - digital versions of flyers for partners to share on Facebook, WhatsApp, and email
· Links to stories published - stories published throughout the summer can be used to increase event credibility and excitement 
· Sample Social Media Copy and Graphics - content for promotion on Facebook and Next Door  
· Sample text message copy - these text drafts can be used for event promotion in Whatsapp groups or for people to copy and paste to send to personal contacts
· Sample email copy - these emails are designed for partners to send out event promotion on their email list serves

[bookmark: _acr8avrgrpws]Partner Coordination
[bookmark: _wj6pu26aklen]Week of Action
Set up regular check-ins with event coordinators holding hub events to ensure the campaign is on track. These check-ins will be opportunities to coordinate new partner recruitment, earned media logistics, paid media approvals, list-building opportunities, week of action materials distribution, and at home action materials distribution.
[bookmark: _lvb7rqv0zqgs]Paid Media
Meta ads (across Facebook and Instagram) are a good opportunity to reach older adults who may not already be connected to falls prevention organizations. Focus on targeting 55 + older adults in areas where hub events will be held. 

Other places for ad placements targeting older adults include radio shows, local papers and local news sites, and YouTube. 

[bookmark: _naz2ndus51b9]Key Partners and Roles
[bookmark: _f2ku11fffwgs]Current Partners
The following partners/community members will be involved in holding down hub events during the week of action. 


	Partner
	Role

	
	



[bookmark: _sj5dgtja99mj]Non-Traditional Partners
To meet the goal of new partnerships through this campaign, we will work with local partners to engage non-traditional organizations who can be a part of the week of action and future falls prevention efforts. 
Some possible non traditional partners are below:

	Organization 
	Possible Role
	Background Information
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