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May 2, 2013

To our client,

The following information has been compiled by APEX Communications to benefit EMSA and the
TotalCare program. We have truly enjoyed working with your organization and hope the following plan is
beneficial.
We believe that we have developed a great branding, advertising and
public relation strategy that will help EMSA and the TotalCare program reach their desired reputation and
understanding.
Our campaign also aims to help EMSA and the TotalCare program become well understood by the
general public, while improving EMSA’s managerial and billing reputation.
Thank you for allowing us the opportunity to work with you.

Sincerely,
APEX Communications
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Client History
Emergency Medical Service Authority, EMSA, was formed in 1977 in Tulsa, Okla. It eventually
expanded to include Bixby, Jenks, Sand Springs and Oklahoma City. EMSA is a public trust authority of the
City of Tulsa and City of Oklahoma City governments. According to EMSA’s website, “It is the Authority's
charged duty to ensure that the cities EMSA serves receive the highest quality of emergency medical
service at the best possible price.”
There are many entities that work with EMSA to make the system operate smoothly. These include
the Authority, City of Tulsa, City of Oklahoma City, an independent medical director and a contracted
provider.
In 2008, EMSA launched the TotalCare program. TotalCare is an ambulance service subscription
program that provides for the prepayment of all medically necessary ambulance services that the
patient or insurance provider has financial responsibility. Additionally, TotalCare members pay a reduced
rate of 40 percent off the regular cost of non-emergency transports.
EMSA received negative press about the TotalCare program in 2012. The purpose of this campaign
is to build a better relationship with the Tulsa community and provide accurate knowledge and
understanding of the TotalCare program. This campaign will also provide EMSA with the means to
increase and maintain enrollment in the TotalCare program.
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Primary Research
EMSA asked some their employees what they thought of EMSA and TotalCare. Research revealed
that employees felt that EMSA works as a team and feels like family. Most employees work long,
unpredictable hours. Many also felt that medics and dispatch workers were the face of the company. It was
also determined that EMT’s do not like to be thought of as just ambulance drivers. A troubling issue was
the fact that employees had a hard time understanding how the TotalCare program works. The entire
EMSA team wants to accurately educate the public on EMSA and the TotalCare program.
EMSA also used an external research methodology to understand what the general population
knows, thinks and understands about the TotalCare program. EMSA held eight discussion groups and
conducted a survey with Tulsa residents.

Discussion Groups
The eight discussion groups met the client’s request of mixed demographics. The participants were
between the ages of 21 to 72-years-old. They were Tulsa residents, and paid water/sewer/trash through
the City of Tulsa. They had not been involved in any recent market research in the past 12 months. Also,
the participants had prior experience with ambulance services and passed related industry screenings.
The eight groups were also broken down into two different target audiences. There were five
discussion groups with people from ages ranging from 21 to 45-years-old and three groups with people
ranging from 45 and older.
Questions about EMSA
The groups were asked a series of questions to understand their knowledge of EMSA and
TotalCare. Most participants had a neutral or mixed impression of EMSA due to of lack of personal
experience. The people with direct experience had strong, positive opinions. The concerns for the
participants revolved around the ambulance team’s qualifications, with frequent references to “ambulance
drivers” and EMTs. Another item of concern was the negative press EMSA has been receiving.
The quality rating EMSA received was high. More than half of the participants gave EMSA a rating of
good/excellent. The most positive rating came from those participants that had used EMSA services. The
middle ratings were related to lack of personal experience with EMSA. Very few rated EMSA as very poor
or negative. The majority of these rating came from people with separate issues dealing with
management or billing.
The participants were also asked to characterize EMSA. Eighteen of the 60 people found EMSA to
be responsive and protective. Sixteen found them to have speed, agility and vigilance. Fifteen found EMSA
to be a caring transport team for them or their loved ones. Eleven found them to be dishonest and
incompetent.
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Questions about TotalCare
The discussion groups were asked a serious of questions about their knowledge, understanding and
involvement in EMSA’s TotalCare program These questions were concerned with the awareness,
perception and recognition, as well as whether the participants would opt in or out of the program.
EMSA wanted to know if awareness of the TotalCare program was being brought to the customers
through their utility bills. Most of the residents had knowledge and were aware they could sign up for the
program for a small monthly fee through their utility bill. However, most participants felt they had
insufficient information has been provided to explain what the fee covered. The discussion groups also
gave good insight on the misunderstanding the TotalCare program. A great deal of negativity coming from
the news media accusing EMSA of double billing caused an uneasy feeling among the participants.
EMSA can use this information to better educate the public on how TotalCare works, the cost, what
TotalCare covers and help redirect the media to portray TotalCare as a positive program.

Survey
Cole Hargrave Snodgrass and Associates conducted interviews with 400 City of Tulsa residents
from July 16 through 19, 2012. They asked a series of questions about demographics, rating of public
services, impressions of EMSA and whether all services should be provided by fire department. The survey
also discussed EMSA’s attributes, promptness, treatment, total quality of service and financial
responsibilities and the TotalCare program.
Demographics
The survey demographics collected information from men and women under 45-years-old to over 75
-years-old. The annual income of these people ranged from under $25k to over $150k.
Age

Income

Under 45 – 27%

Under $25k – 24%

45 to 54 – 23%

$25k to $50k- 25%

55 to 64 – 30%

$50k to $75k – 21%

65 to 74 – 10%

$75 to $100k – 7%

75 and over –9%

$100 to $150k – 7%
Over $150k – 5%

The participants were asked questions about how they received information about EMSA. The results
found that television, newspaper, internet and their water bill were the most efficient avenues. The least
effective were mail and radio. Out of all the participants asked 39 percent of these people subscribed to the
newspaper. The research found that 82 percent of the participants used EMSA, 4 percent used other
services and 7 percent used both.
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The participants were also asked to describe their current health condition:
Excellent – 24%
Good – 52%
Fair – 16%
Somewhat poor – 7%
Ratings of Public Service
Participants were asked questions about public service ratings dealing with ambulance, fire and
police. The fire department had the highest rating followed by ambulance services and the police
department. According to research, “most every case that Cole Hargrave Snodgrass and Associates has
tested or seen tested by others, fire service has always received better ratings.” However, “opinion in
Tulsa about their ambulance service has improved in the past 12 years. Those who recall being a
TotalCare member and those who have used EMSA are the most positive.”
When the survey broke down the ratings by sections of the city, mid-town scores were the highest
and north Tulsa the lowest. The averages for all sections of the city are fairly consistent. Most Tulsa
residents knew EMSA provided their ambulance service.
How should service be provided?
Participants believed that the City of Tulsa should provide the ambulance service. “Voter interest in
a partnership has increased slightly in the past 12 years. Those under the age of 45 are the most adamant
that the city should do that, while the more affluent tend to favor the partnership-model by a wide
margin.” Percentages of how people think service should be provided are below.
City – 34%
Private – 14%
Partnership – 34%
Undecided – 19%
All services provided by Fire Department
The survey asked if all emergency medical services should be provided by the fire department.
Forty-seven percent of the people strongly favored this idea, while 28 percent opposed. This is especially
desired in the north and east areas of Tulsa, while south and mid-town area do not. Research found that
younger residents favor the fire department while older residents are tentative.
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Attributes, promptness, treatment, total quality of service & financial responsibility
Participants were asked to rate EMSA on their promptness, attitudes, treatment, total quality of services
and financial responsibility. All ratings were excellent or good, except when dealing with financial
responsibilities. “The financial side of EMSA gets a much worse rating than any other job performance
areas.” With a total of 13 percent excellent and 10 percent poor, EMSA needs to improve the overall
opinions of management.
Since 2000, the opinions of paramedics have improved, receiving a high rating in the total quality of
service. According to research, the financially responsibility did not receive good ratings. Only 38 percent of
participants understood how the financially responsibility of TotalCare worked. They received information
about the financially responsibility of EMSA and TotalCare through newspaper, television and internet.
Television received the highest rating for understanding financially responsibility. Internet came in second
and newspaper last. It is important to point out younger participants and those with lower incomes were
more likely to give EMSA a poor rating when it comes to understanding financial responsibility.
TotalCare
The survey asked if the participants their age, income, familiarity with TotalCare and if they were a
member. The survey also asked if the participants had dropped the program and why. This information is
most vital to EMSA as they can use this to make sure that the community knows and understands the
TotalCare program.
Overall, 39 percent of people in the survey were TotalCare members and familiar with the program.
Nineteen percent were familiar with the program but were not members. An astonishing 42 percent were
not members nor were they familiar with the program. People under the age of 45 and those with an
income of under $50k were the least informed about the program. This means that “More than four in ten
residents are not familiar with TotalCare.”
After the water bill fee connection with the TotalCare program was explained, 70 percent of participants
were members. The remaining participants that were uncertain were those that did not pay their water bills.
According to the survey, younger participants and the elderly were members of TotalCare. Middle-aged
were less likely to be members. Those earning less than $25k were not members, while those earning
more than $25k or more were fairly even on being members of the program. In regards to dropping the
program, 70 percent said no and 13 percent said yes. This is a very important statistic. If people do not
know if they have dropped the program then the program is not understood. Even among the 16
interviewees who recalled requesting to drop the fee, a quarter did not remember why.
The TotalCare program is not clear. Tulsa citizens do not understand the program or how it works.
More than half do not understand that medical insurance needs to be provided to EMSA after an
emergency transport. Citizens are also unaware that TotalCare only covers Tulsa area.
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Secondary Research
In Oklahoma, there are 469 different licensed ambulance services, 522 Emergency Medical

Services (EMS) divisions and over 100 certified EMS response agencies. Out of the 100 certified EMS
response agencies in Oklahoma, EMSA and Western Payne County have utility-based subscription
programs for emergency medical services. The Resident Benefit Program in Western Payne County is $5
per month and is paid through the municipal water bill. This is available to Stillwater, Perkins and Glencoe
city residents. The website is under construction and does not answer all the questions a person might
have regarding the program.
There are also several utility-based subscription programs throughout the United States. The City
of Crowley in Texas has a subscription based EMS service that is paid through the utility water bill.
Crowley Fire Department EMS Subscription is $60 annually or $5 a month. This program also offers
coverage to a spouse that is being cared for in a nursing home, provided the nursing home is in the
Crowley Fire Department EMS Primary Service Area unlike EMSA. This website is also under
construction and does not give additional information about the service.
The State of California has several cities and counties that have adopted a subscription based
EMS program. For example, the City of Corona allows residents to pay a monthly charge of $4 through a
resident’s water bill or $48 a year. They can withdraw at any time and the subscription will end with
cancellation of resident’s water bill. It is designed to help with out-of-pocket expenses related to medical
treatment provided by the Corona Fire Department. However, is does not cover ambulance transportation
cost. Emergency ambulance transportation is billed separately through the ambulance service company.
The website was easy to navigate and answered frequently asked questions.
Through these findings EMSA is one of the least expensive utility-based subscription programs in
the state throughout the country. Even though EMSA online needs to be reworked, citizens are still able
to find the information they need about TotalCare.
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SWOT Analysis
Strengths

Weaknesses



Excellent resume of quality service





Great reputation among those individuals
who have used EMSA

Community does not understand
TotalCare and how it works



TotalCare name is not recognized



Unique and inexpensive program





High quality health care

Employees don’t understand the
TotalCare program



Bad experience with billing services

Opportunities

Threats



New media marketing techniques



Bad economy



Lower income location



Public perception warped due to negative
media



Another EMS service could start in Tulsa,
taking away potential subscribers
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TotalCare Target Audience
Primary Audience: City of Tulsa
The majority of Tulsa citizens have busy schedules and looking for ways to save money. Many
have a vested interest in their insurance health care and would likely have an interest in joining TotalCare
if they understood the benefits of the program. If an effective delivery method can be developed to alert
citizens of the many benefits of the TotalCare program, enrollment would increase.
Current Relationships:
Friends, family and coworkers
Influences:
Political environment, media and family
Self-Interest
Careers, money, recreation and status

Secondary Audience: Low Income Families of Tulsa
Low income families are busy trying to provide for their families on a tight budget. Many do not
have access to high-quality healthcare and would greatly benefit from the low cost of TotalCare. If an
effective delivery method can be developed to alert low income families of the access to high-quality
healthcare through this low-cost unique program, enrollment would increase.
Current Relationships:
Friends, family and coworkers
Influences:
Economy, media and family
Self-Interest
Most families are predominantly focused on surviving. However, careers, money and recreation
are also important.
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Objectives, Strategies and Tactics
The primary objective of this campaign is to increase and maintain enrollment in EMSA’s TotalCare
program. This campaign also aims to accurately inform the public of what TotalCare is and how it works.
With the following strategies and tactics, we hope EMSA can increase their numbers of enrollment to 97
percent of Tulsa, and maintain that percentage for 5 years.

Advertising Strategy
According to research, website, billboard, outdoor, print and television are the best methods to reach
EMSA’s target audiences. Using these avenues will help Tulsa recognize that “EMSA TotallyCares”. Using
this slogan will help increase and maintain awareness in the TotalCare program by creating a tagline that
helps the target audience remember the TotalCare program and its connection to EMSA.

Website Strategy
EMSA needs to develop and implement a campaign to raise awareness of EMSA’s TotalCare
program online. To raise awareness of EMSA’s TotalCare program, the website should include a prominent
tab that provides all pertinent information about TotalCare. This tab needs to use the TotalCare logo so the
Tulsa community can begin to recognize the TotalCare brand. The TotalCare page will include a
background of TotalCare and a fact sheet. There should also be a section that explains the issues that
have been present in the media so the public can understand the real issues and how to avoid any
problems with TotalCare. Links to Facebook, Twitter, Instagram and YouTube will also be included on this
page. This will help increase TotalCare’s brand awareness and the target audiences understanding of the
program.
The EMSA website needs to be reworked to make the TotalCare brand more prominent. While the
current page does have a TotalCare tab, it is not easy to find, nor does it use the TotalCare logo. In order
to increase and maintain enrollment in the program, brand recognition is vital. TotalCare needs a separate
website page that is still connected to EMSA’s main site. This page needs to include information about how
and why TotalCare was created so the target audience can have a better understanding of the uniqueness
of the program and the importance to the Tulsa community. A fact sheet should also be included that
answers simple question such as:
What is TotalCare?

Who is covered?

What is the billing process?

How can I join?

Do I have to qualify for TotalCare?

How much does TotalCare cover?

Is TotalCare insurance?

How many times can TotalCare be used?

Is there a deductible or co-payment with TotalCare?
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Billboard Strategy
Another avenue that will improve TotalCare’s brand awareness is billboards. Placing multiple
billboards in strategic locations around Tulsa with the TotalCare and EMSA logo will help the target
audience recognize the brand. EMSA will benefit from purchasing billboards along major highways and
interstates in the target area. It is vital to increase the target awareness of the TotalCare brand and
encourage the audience to participate in the program.
EMSA will need to purchase two types of billboards. Eleven rotary style billboards will be used
around town from May to June to help build the connection between EMSA and TotalCare. Three
permanent style billboards will also be placed on highway 169 and highway 64 during this time period.

Outdoor Poster Strategy
The secondary target audience is low income and therefore may not own a vehicle. Purchasing
outdoor posters at bus stops though out the city of Tulsa will help increase the awareness of the TotalCare
program. These posters will be in place in May and June to help increase awareness and encourage
enrollment.

Print Advertising Strategy
Buying advertisements in popular newspapers and magazines will help increase and maintain
enrollment in the TotalCare program by letting Tulsan’s know that EMSA TotallyCares. Exposing the target
audience to the same advertisement used on the billboards helps reinforce the connection between EMSA
and TotalCare. Advertisements should run May and June. Publications include:







Tulsa World
Urban Tulsa
Tulsa People
Oklahoma Living
La Semana
Oklahoma Eagle
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Television Commercial
Television is a very worthwhile outlet. It helps target both audiences. The commercials will help
explain what TotalCare offers, how the billing works, what is covers and who qualifies for the program.
The target audiences will greatly benefit from understanding what TotalCare offers. Due to negative
feedback from the press, it is crucial to focus on the good, caring, and trustworthy qualities of EMSA and
the TotalCare program. Hence the slogan, “EMSA TotallyCares.” These commercials also aim to help
decrease the common conception that TotalCare program is an insurance option.
Commercial 1: Our informational commercial will feature a paid actor describing what TotalCare is,
how it works and who qualifies. The setting for the scene should be in front of the ER with an EMSA
ambulance in the back ground.
Commercial 2: Our scenario type commercial will feature two elderly women on a beautiful sunny
day. One woman is Caucasian and the other woman is African-American; to help reach all
demo- graphics. One woman discusses how worried she is about getting to the hospital since her
son has moved away. The other woman assures her the TotalCare Plan from EMSA is a wonderful
option to help ease her anxiety.
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Public Relations Strategy
To reach its target audience, EMSA will need to use print and broadcast media. By following the
media plan provided by APEX Communications, EMSA can strategically pitch story ideas to local media
outlets. Story topics will be determined by the time of year. Since May is renewal time, the second quarter
of the year will be where most of EMSA’s time is spent. Media outlets that will be targeted include all local
TV news programs and major print publications.

1st Quarter
January is thought of as a time to “start over.” Sending out pitch stories about the amount of money
TotalCare can save the audience audiences is beneficial. A spokesperson from EMSA should appear on
local news program to help explain the benefits of the TotalCare program and how to enroll. This will show
Tulsa that EMSA TotallyCares.
February is National Heart Month. During this time, EMSA will send out press releases about its
outstanding cardiac statistics. This will help bring awareness to the positive impact EMSA has on Tulsa. An
EMSA spokesperson and an EMT will demonstrate how they save a person during a heart attack on
various news segments. The TotalCare program should be mentioned in each segment to remind the
target audiences of its impact on Tulsa. This will benefit EMSA, the TotalCare program and show that
EMSA TotallyCares.
March is National Women’s History Month. EMSA will pitch a story highlighting outstanding
female employees throughout the company. This will help exhibit EMSA’s impact on Tulsa and show that
EMSA TotallyCares.

2nd Quarter
The second quarter will be dominated by EMSA pitching stories about the benefits of the TotalCare
program and how it works. May and June is renewal time for the program, therefore it will be the heaviest
time for public relations and advertising.
EMSA’s spokesperson will appear on several news segments to explain the benefits of the program,
how to enroll, the process one would go through when they would need EMSA’s help and answer a few
commonly asked questions about the program.

3rd Quarter
July, August and September should also be dedicated to explaining how the TotalCare program works
and the process one would go through after using EMSA’s services. Finding a Tulsa citizen who has had
great experiences using the TotalCare program would be excellent way inform the public about the
program from someone who not affiliated with EMSA. This person should explain how EMSA and the
TotalCare program has worked for them in the past.
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4th Quarter
October is National Breast Cancer Awareness Month. EMSA will send out stories showing their
support of Breast Cancer Awareness. They will do this through the EMSA TotallyCares campaign by
highlighting their pink ambulances and having breast cancer survivors that work for EMSA or have used
EMSA explain the benefits of the TotalCare program.
Nothing will be used in November and December in order to build the importance for the next year’s
enrollment period.

Community Partnership
Community partnership is a great opportunity for EMSA to raise awareness about the TotalCare
program. This will be done through EMSA Day and TotalCare Day Driller’s Stadium. Research shows that
EMSA has been painted in a negative light due to bad press. Getting involved in the community will help
reverse the negative opinions about EMSA and show that EMSA TotallyCares.

EMSA Day
EMSA needs to have a special day, known as “EMSA TotallyCares Day,” during EMSA week. This
event will be held at EMSA’s headquarters, which is located in North Tulsa. EMSA will bring in food trucks,
inflatable toys, games and live music. Families will be able to tour an ambulance and fire truck all while
learning more about the significance of the TotalCare program. Most importantly, families will have the
opportunity to enroll in the program.
Having this event at EMSA headquarters is very important. Research indicated that low-income
families are not enrolled in the TotalCare program. EMSA is located right in the heart of the target audience
it is trying to reach. Helping these families understand the value and importance of the program will
increase awareness and enrollment. “EMSA TotallyCares Day” also reinforces that EMSA does care for the
community despite the negative media attention.

TotalCare Day at Driller’s Stadium
EMSA needs to sponsor a Tulsa Drillers’ baseball games during TotalCare’s enrollment period. A
booth will be set up at the entrance for families to obtain more information about the TotalCare program
and provide them opportunity to sign-up. Providing attendees with information about the program at the
event reminds the target audience of the renewal period and increases the awareness of TotalCare
program. Having a EMSA representative throw out the first pitch will bring awareness to EMSA as a whole.
This sponsorship is another simple way to improve the reputation of EMSA and increase the
awareness of the TotalCare program. EMSA will need to have media at both of these events to help
highlight that EMSA TotallyCares.
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Social Media Strategy
Social media is a great free medium to use during the EMSA TotallyCares campaign. According to
research, the internet is a vital tool to use for highlighting the TotalCare program, EMSA employees and
help place EMSA in a positive light to the Tulsa community.

Facebook & Twitter
Facebook and Twitter are vital avenues for EMSA to inform the public about the TotalCare program,
bring awareness to the public about the entire EMSA staff and to highlight what EMSA does for Oklahoma
communities. EMSA will increase its presences on Facebook and Twitter by 25 percent. EMSA’s current
Facebook page (EMSA Oklahoma) has over 2,000 people who like their page and a little over 200
followers on Twitter. EMSA will increase these numbers by making at least three posts a week on both
sites. When tweeting EMSA should use the following hashtags to help bring awareness to the TotalCare
program:
1. #EMSA
2. #TOTALCATE
3. #EMSATOTALCARE
Also, EMSA needs to do some maintenance to both Facebook and Twitter pages. The current
EMSA Facebook page needs more information and facts about the TotalCare program and EMSA in the
“About Me” section of the page. Not only is more information important for awareness on this site, but links
to the TotalCare program need to be placed on Facebook and Twitter so that followers and fans can easily
access information for renewal, enrollment and general information.
During May 1 to June 30, APEX Communication suggests that EMSA change their profile and cover
pictures to the TotalCare public relations logo to highlight that it is renewal and enrollment time. This will
help bring name recognition to the program.

YouTube
EMSA’s YouTube account is not being used to its full advantage. EMSA currently has 16
videos loaded on the site. These videos need to be shared on all social media sites and placed on the
website to raise awareness and knowledge about the TotalCare program. EMSA currently has a video
called “How TotalCare Works,” but it is seven minutes long and a bit outdated. This video should be shared
on YouTube until a more modern video is made. It should be posted once a week on Facebook and
Twitter during the months of May and June.
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EMSA should also post other videos at least once a week to show that EMSA TotallyCares. Also,
more videos should be created and loaded onto YouTube about the TotalCare program and EMSA’s entire
team—EMTs, managerial and billing. These will be shared on all social media and website. These video’s
include, but are not limited to:


Short slideshows that promote an office employee of the month and EMT employees of the
month



An updated and shorter video on “How TotalCare Works”



What to expect from EMSA, its staff and EMT’s



Important things to remember when you use EMSA’s TotalCare program



Examples of videos can be found at http://newsok.com/multimedia/slideshows

Instagram
EMSA will need to create an Instagram account. Instagram is a social media site can be used to
highlight the entire EMSA team and the TotalCare program. This site is a picture-based, hashtag site that
can help the idea that EMSA TotallyCares. APEX Communication suggests that pictures be posted at least
three times a week. These pictures should be of EMT’s, customers, office associates, employees of the
month and the EMSA and TotalCare logos. In addition to EMSA posting pictures, followers on Facebook
and Twitter should be asked to share the photos with suggested hashtags. This will help connect all of
EMSA’s social media sites.
The pictures that EMSA posts will include hashtags descriptions of the picture. During the months of
May and June using the following hastags will help bring awareness to the TotalCare program:
#EMSA
#TotalCare
#EMSATotalCare
#TotalCareRenewalJUNE
#EMSATotallyCARES
All of these social media sites are excellent, free avenues for EMSA can use to raise awareness and
knowledge of themselves and TotalCare program. Another advantage to using these social media sites is
that EMSA can connect all of them together to raise the number of fans and followers. Please refer to the
following page for a more in depth timeline of social media tactics.
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Social Media Timeline and Tactics
The following is a timeline of topics and tactics that EMSA can use to maximize their time spent
on social media. EMSA will need to implement the previously mentioned changes to the website and
social media pages before implementing these tactics.

May & June | 2013 & 2014


3x a week:
- Posts/tweets that TotalCare sign-up/renewal is May 1 to June 30. Give information about
water/utility bill subscription with links to website
- Posts/tweets on how TotalCare works
- Posts/tweets of YouTube video’s: How TotalCare Works



Mondays:
- Posts/tweets thanking TotalCare members



Wednesdays:
- Share EMSA positive statics



Fridays:
- Trivia Day to engage with community



Weekly Sharing:
- Positive news media released on all social media
- EMSA TotallyCares commercial
- EMSA Facts
- Health Tips
- Positive roles in management
- Pictures of billboard
- Employees of the month
- Ask followers and fans to share all information on social media sites
- Include EMSA website in all posts/tweets
- Twitter hastag: #EMSATotallyCares



During EMSA week daily posts:
- Share posts/tweets about EMSA history
- What EMSA has done for the community
- Daily trivia
- Facts about TotalCare
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Last week in June:
- Daily posts and tweets of how to sign up for TotalCare.
- This should start with a seven day countdown to June 30th.

Instagram:


3x a week
- Pictures of EMSA team - management and EMTs
- EMSA TotallyCares logo
- Employee of the month
- Pictures of management and EMT’s within Oklahoma communities
- Appropriate hashtags with above pictures plus:
#EMSA
#TotalCare
#EMSATotalCare
#EMSATotalCareRenewal
#EMSATotallyCares

July 2013 to March 2014


First week in July:
- Posts/tweets thanking TotalCare members for subscribing to the TotalCare program
- Share EMSA TotallyCares Commercial



First week of the each month:
- Posts/tweets of employees of the month



Wednesdays:
- EMSA positive statics



Fridays:
- Trivia Day to engage with community



Weekly Posts/Tweets:
- Health tips for that Month
- Weekly EMSA events
- Facts about TotalCare
- EMSA Facts
- Positive roles in management
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3x a month:
- Share EMSA TotallyCares commercial
- Share positive news media
- Advertising
- Awards EMSA receives
- Include EMSA website in all posts

Instagram:


3x a week
- Pictures of EMSA team –management and EMTs
- EMSA TotalCare logo
- Employee of the month
- Pictures of management and EMT’s within Oklahoma communities
- Appropriate hashtags with pictures plus:
#EMSA
#TotalCare
#EMSATotalCare
#EMSATotalCareRenewal
#EMSATotallyCares

April 2014


2x a week:
- Posts/tweets that TotalCare sign-up/renewal is May 1 to June 30
- Give information about the water/utility bill subscription with links to website
- Posts/tweets on how TotalCare works
- Posts/tweets YouTube video’s: How TotalCare Works



Wednesdays:
- Share EMSA positive statics



Friday:
- Trivia Day to engage with community
- How to sign up for TotalCare
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Weekly Sharing:
- Positive news media on all social media
- EMSA TotalCare commercial
- EMSA Facts
- Health Tips
- Positive roles in management
- Pictures of billboard
- Employees of the month
- Ask followers and fans to share all information on all social media sites
- Include EMSA website in all posts/tweets
- Twitter hashtag: #EMSATotallyCares

Instagram:


3x a week:
- Pictures of EMSA team - management and EMTs
- EMSA TotalCare logo
- Employee of the month
- Pictures of management and EMT’s within Oklahoma communities
- Appropriate hashtags with pictures plus:
#EMSA
#TotalCare
#EMSATotalCare
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Recommendations & Evaluation
Recommendations
Apex Communications suggests that EMSA research who pays the bills in their target audience.
Being able to identify whether men or women should be targeted by the advertisements would greatly
increase the effectiveness.
Also, when mailing the statements to the patients, we suggest using an envelope that states on the
front, “This is NOT a bill.” This phrase should also be printed on the enclosed statement. The
statement should provide instructions on how to contact EMSA with insurance information and any
additional questions. This will help the target audience understand the importance of the statement.

Evaluation
The objectives of this campaign can be evaluated through a follow-up survey and focus group.
Comparing the awareness and understanding of the TotalCare program is an excellent way to evaluate
the effectiveness of advertising, public relations, community impact and social media strategies used
throughout this campaign.
EMSA can also compare the enrollment numbers of the TotalCare program from the year
following the campaign to the previous year. These numbers will provide a clear indication of the
campaign’s effectiveness.
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Appendix
Materials
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¼ page
¼ page
¼ page

Oklahoma Living

La Semana

The Oklahoma Eagle

Outdoor Posters
5’x11'

14’x48’

Permanent

Bus Stops

14’x48’

:60 spot

:30 spot

:60 spot

:30 spot

:60 spot

:30 spot

Rotary

Outdoor Billboards

Channel 6 @ 10 p.m.

Channel 6 @ 6 a.m.

Channel 2 @ 10 p.m.

:60 spot

:30 spot

¼ page

Urban Tulsa

Television

¼ page

Tulsa People

Channel 2 @ 5 a.m.

¼ page

Print

Description

Tulsa World

Outlet

April*
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May

June

July

Aug

TotalCare Media Plan Flow Chart
Oct

Nov

Dec

*Advertisements begin April 29th

Sept

EMSA TotalCare Advertising Budget
May 2013-December 2013
Advertising Medium + Description

Length of Advertisement

Total

Television
Channel 2 @ 5 a.m.
:30 M-F
Channel 2 @ 5 a.m.

9 weeks

$2,250

:60 M-F
Channel 2 @ 10 p.m.

9 weeks

$4,500

:30 M-F
Channel 2 @ 10 p.m.

9 weeks

$7,600

:60 M-F
Channel 6 @ 6 a.m.

9 weeks

$16,200

:30 M, W, F
Channel 6 @ 6 a.m.

4 weeks

$3,150

:60 M, W, F
Channel 6 @ 10 p.m.

4 weeks

$8,400

:30 M, W, F
Channel 6 @ 10 p.m.

4 weeks

$11,400

4 weeks

$22,800

14X48 All of Tulsa
Permanent @ 100 showing

8 weeks

$58,300

14x48 Highway 64 and 169
Posters @ 100 showing

8 weeks

$9,600

8 weeks

$2,400

35 weeks

$10,850

9 weeks

$5,310

9 weeks

$1,600

9 weeks

$2,000

9 weeks

$3,150

9 weeks

$2,950

:60 M, W, F
Billboards
Rotary @ 100 showing

5x11 All of Tulsa
Print
Tulsa World
¼ page color
F, Sa, S
Urban Tulsa
¼ page color
Tulsa People
¼ page color
Oklahoma Living
¼ page color
La Semana
¼ page color
The Oklahoma Eagle
¼ page color

$172,460

Grand Total

25

Fact Sheet
What is TotalCare?
TotalCare is an ambulance service provided by the Emergency Medical Services Authority, EMSA. It is a subscriptionbased program that is designed to cover out of pocket costs for members of TotalCare program. Membership in
TotalCare means you will not have to pay the additional costs that your insurance does not cover in case of an
emergency.
TotalCare bills your insurance when you use their services. Being a member of TotalCare means that TotalCare will
cover any cost that your insurance does not pay.

Who does TotalCare cover?
TotalCare is available to all individuals who live in cities served by EMSA. These cities include:
Tulsa, Bixby, Jenks, Sand Springs, Oklahoma City, Edmond, Yukon, Bethany, The Village, Nichols Hills, Mustang,
Warr Acres, Piedmont, Valley Brook, Arcadia, Lake Aluma

How can I join TotalCare?
There are two ways to join TotalCare. First, for those individuals who pay a water bill, either through their home,
apartment or other living situation, a fee can be added to the water bill on a monthly basis. The fee varies by city.
Enrollment in this program is held May 1-June 30 for the Tulsa Metro Area.
Another option for those who do not pay a monthly water bill is a yearlong subscription that can be purchased directly
with EMSA for $45. This membership can be bought at any point throughout the year but it will not be prorated. The
membership will need to be renewed May 1-June 30 for the Tulsa Metro Area.

How does the billing process of TotalCare work?
If you are a member of TotalCare and need an emergency transport to the hospital, you will not be billed for the costs not
covered by your insurance plan. Five to ten days after your transport, you will receive a HIPPA notification in the mail.
This is just a reminder of patient privacy rights. Seven to ten days after your transport, you will receive a statement of the
costs associated with your transport. THIS IS NOT A BILL. You need to contact EMSA and provide them with your
insurance information within 30 days of receiving the statement. EMSA will bill your insurance. You will not be
responsible for any costs not covered by your insurance plan as long as you are a TotalCare member.

Do you have to qualify for TotalCare?
No, you do not have to qualify for TotalCare. TotalCare is available for all individuals who live in the areas served by
EMSA.

How much does it cover?
TotalCare covers all additional costs that your insurance does not pay for in case of an emergency. TotalCare also
covers the costs associated with a non-emergency transport that is approved by the members’ insurance.

How many times can it be used?
TotalCare can be used as many times as you need to throughout the year. If your insurance will only cover a specific
number of transports a year, membership in TotalCare insures you will not have to pay for the transports not covered by
your insurance.

Is TotalCare insurance?
No, TotalCare is not insurance. It is a membership program that covers out of pocket expenses.

Is there a deductible or co-payment?
No. There is no deductible or co-payment associated with TotalCare.
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EMSA TotalCare Billboard #1

EMSA TotallyCares
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EMSA TotalCare Billboard #2

EMSA TotallyCares
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EMSA TotalCare print ad #1

EMSA TotallyCares
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EMSA TotalCare Print Ad #2

res

a
EMSA TotallyC
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EMSA TotalCare Media Advisory

Media Advisory
FOR IMMEDIATE RELEASE
May 2013

CONTACT:
Kelly Bruer
irector of Communications and Public Relations
918.596.3100
BruerK@emsa.net

Sign-Up for Renewal of
EMSA’s TotalCare Program
EMSA TotallyCares
TULSA, Okla.- EMSA TotalCare is an ambulance subscription program with many benefits for
people of all ages within EMSA’s service area in Oklahoma. The Program covers out-of-pocket costs
that people would have to pay with Medicare, Medicaid or the insurance company. All EMSA
emergency transports are covered under the TotalCare program.
WHAT:

Renewal of membership for EMSA’s TotalCare program.

WHEN:

Wed. May 1- Sun. June 30

WHERE:

Through with your monthly water bill or over the phone

WHO:

EMSA
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EMSA TotalCare Pitch Story

Contact: Kelly Bruer
Director of Communications and Public Relations
918.596.3100
BruerK@emsa.net
Dear [name of editor],
EMSA TotallyCares about Tulsan’s...
EMSA is announcing that the TotalCare program is having sign-up/renewal May 1 to June 30. This
membership costs only $45 a year and/or $3.65 a month which you can pay through your city water bill.
EMSA will also be announcing the “EMSA TotallyCares” campaign. This campaign will bring awareness
and better understanding of the TotalCare Program to Tulsa and surrounding cities.
TotalCare program is a utility subscription based program that roughly saves members 40% off the
regular cost of non-emergency transports. TotalCare provides for the pre-payment of co-payments and
deductibles for all medically necessary ambulance services, which the patient (or his/her insurance
provider) has financial responsibility.
Kelly Bruer will be available to appear on morning, afternoon and/or evening news segments during
May and June to help explain how the program works. Please let us know as soon as possible, we are
eager to start EMSA TotallyCares with you.
Sincerely,
Your Name
Title
Email
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EMSA TotalCare Press Release

FOR IMMEDIATE RELEASE
May 2013

CONTACT:
Kelly Bruer
Director of Communications and Public Relations
918.596.3100
BruerK@emsa.net

EMSA’s utility-based TotalCare EMS service gears up for renewals
TotalCare is a unique EMS subscription service that Tulsa residents
can pay for through their utility bill.
TULSA, Okla., ---TotalCare is an ambulance service provided by the Emergency Medical Services
Authority, EMSA. It is a subscription-based program that is designed to cover out of pocket costs for
members of TotalCare program. Membership in TotalCare ensures that members will not have to pay the
additional costs not covered by insurance in case of an emergency. In addition, TotalCare members pay a
reduced rate of 40% off the regular cost of non-emergency transports.
There is one TotalCare program with two ways to join - through a fee added to your city water/utility
bill or directly with EMSA. In many communities, a small monthly fee is added to most residential water/
utility bills to support ambulance operations and provide benefits. The fee covers the annual TotalCare
membership fee for the account holder and all permanent members of the household.
For individuals NOT enrolled through a city water/utility bill fee, such as individuals living in nursing
homes, apartment complexes or rural areas, a TotalCare membership may be purchased directly with
EMSA for $45. This membership can be bought at any point throughout the year but it will not be prorated.
TotalCare enrollment period is held May 1 - June 30. This is for members/prospective members
living in the greater Tulsa area. Current memberships are valid through June 30. If you have questions
about your city water/utility bill membership fee, please call your local city utility provider.
To request an application for a TotalCare membership direct with EMSA or questions about an
individual's eligibility, please call the TotalCare hotline at (918) 396-2888.
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EMSA TotalCare Commercial Script #1
Announcer/ Spokesperson:
Are you tired of paying way too much on ambulance bills? Do you worry about having an
accident?
Perhaps you live alone and do not have any friends nearby. Maybe you have individuals living
in your home that may often need medical treatment. Many insurance companies do not
provide enough coverage to support ambulance transport costs.
However, EMSA TotalCare does. If you live in or around Tulsa, this program could be
beneficial. TotalCare is provided by EMSA and is a subscription-based program that is
designed to cover out of pocket costs for members of the TotalCare Program. This means that
you will no longer have to pay the additional costs your insurance does not cover in the case of
an emergency.
There are two ways to sign up for this program. If you pay a monthly water bill, a small monthly
fee can be added on for a full year of service. The fees vary by city, enrollment for the Tulsa
program is from May 1 – June 30.
For those that do not pay their water bill directly, a contract can be signed through EMSA at any
time for $45. Renewal is also held May 1 – June 30.
Just Remember “EMSA TotallyCares”
For more information please visit our web site http://www.emsaonline.com/ and be sure to
follow us on Facebook, Instagram, Twitter, and YouTube.
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EMSA TotalCare Commercial Script #2
Scenario Commercial
Nancy: Margret, I’m not sure what I am going to do if I have an accident now that Billy has moved
away. You know those ambulance rides are so expensive.
Margret: Well Nancy, you don’t need to worry because you can get TotalCare from EMSA. I’ve been
on it for two years now and never have I felt more assured. A small fee is added on to your monthly
water bill and EMSA will cover all those out of pocket cost your insurance provider doesn’t. You can
even sign up directly through EMSA for $45.
Just remember “EMSA TotallyCares,” you can find more information on their website at http://
www.emsaonline.com/ and follow them on Facebook, Instagram, Twitter and YouTube.
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