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Background 

Key Research Finding 
 
Nurses battle internal tensions, especially between young and old nurses. There is often severe lack of 

community and unity in the profession – due to vast diversity in education and nursing function. 

Furthermore, there is a lack of confidence in their skills, proficiency and leadership skills due to fallout 

from misperceptions and stereotypes created by their co-workers or through the media. Many nurses 

are unsure about educational opportunities that are available to them or various nursing-related career 

paths that are possible. Burnout is occurring too often, which often results in well-qualified and high-

performing nurses leaving the profession. The work environment is highly stressful and nurses often 

work long and unconventional hours. Many complain about the lack of time with their families and 

friends. Many of the younger nurse interviewed said they find support and friendship with other young 

nurses, while older nurses were mixed.  

Additionally, many nurses mentioned that they continually have ideas to improve healthcare, but don't 

feel like they have an outlet for those ideas or that they have any say in the improvement process. 

Nurses would really appreciate the opportunity to share their ideas and innovations and be a partner in 

changing healthcare for the better. 

Doctors are seen as condescending and out of touch – nurses feel they are looked down upon by 

doctors (and sometimes by hospital administration). Nurses feel they are partners while most doctors 

look at them as support functions. Doctors do not consider nurses as well educated or as proficient yet 

they rely on them for so much and have high expectations for the services they provide. Doctors and 

nurses mainly only interact on a professional level (working relationship only). 

Nurses are tired of the current state of their work environment and their industry – they are ready and 

willing to make changes. Underneath all the negativity there is confidence and pride in their work as 

most say despite their complaints they still enjoy what they do and the people they touch – it feels good 

to make a difference. Many often think back to why they entered nursing and wonder how their dream 

of helping others has gotten so bogged down by external (often negative) factors. The relationships they 

develop with their patients and their families are often the most rewarding part of the job. 

 Proposed Positioning Statement  
 

 “Nurses are everyday heroes whose dedicated compassion and educated decision -

making create a healthier world.”  
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This positioning statement conveys that today’s nurses are the committed men and women we come 

into contact with on a number of occasions and in a variety of healthcare-related situations throughout 

our lifetime. Nurses are heroes for the unselfish compassion and dedicated care they give to each and 

every patient. Nurses are becoming more and more educated and have increased responsibility and 

professional reach than ever before. The goal is for nurses to believe in themselves, their abilities and 

the value they give to our society – whether it is in the OR or in the elementary school nurse’s office.  

It is crucial to develop positioning that resonates with and is believable for the target audience, which is 

why we initially recommend changing internal nursing perceptions and attitudes. As the saying goes “no 

one is going to believe in you unless you believe in yourself” - nurses must have a belief in their 

profession and exude the characteristics of confident, proud leaders in order for others to believe that 

they are. Once this is achieved, this positioning can be extended to nurses’ healthcare counterparts, 

which will improve workplace relationships and functionality. Once the internal issues have been 

remedied, it will be time to tackle the misperceptions of the general public. 

Communication Objective 
 
Our communication plan is aimed at reaching several large, target audiences in two phases. Phase One 

is targeted at nurses and other healthcare professionals, such as doctors, administrators and hospital 

staff – this is the main focus of this IMC plan. Phase Two is focused on an external audience of patients, 

family/friends of patients and the general public and is recommended to be implemented once all the 

objectives in Phase One have been met. 

The primary focus of our Phase One communication plan are nurses themselves. Throughout our 

research we identified several problem areas that could be remedied through more effective 

communication methods.  Additionally, since nursing is such a vast field within the healthcare industries, 

we are looking to create more unity and cohesion between the diverse population that is today’s 

nursing. By proposing the creation of the Created For Nurses By Nurses (CFNBN) website, we aim to 

create an electronic one-stop shop for nurses throughout the healthcare industry. The site will not only 

offer amenities on a statewide level but also will offer local and regional opportunities for nurses to get 

connected and get involved. 

Our communications plan also recommends using email blasts to reach nurses, doctors and other 

healthcare professionals to raise awareness of the nursing profession and eliminate harmful stereotypes 

and misperceptions.  For nurses who have opted-in to the emails, either from their employer contact 

email or via registration on the CFBN website, the email blasts will share links to the latest news, feature 

stories and upcoming events. The email blasts to doctors and other healthcare professionals (via 

partnership with their own professional organizations) will offer relevant news, stories showcasing 

nurses providing solutions to improve healthcare, and upcoming events, such as joint volunteer 

opportunities. 
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Additionally, the use of print and promotional items will primarily be used to raise awareness and 

promote usage of the CBNFN website. Upon the initial launch of the website, promotional kits will be 

handed to each employer (smaller facilities such as private practices), department or floor (for larger 

facilities such as hospitals) to distribute to their nursing staff. These kits will include promotional items 

such as magnets, pens, key chains and mouse maps to serve as recurring reminders about the site and 

the resources it offers. 

Finally, use of social media channels is also encouraged to reach the objectives of creating a more 

unified healthcare community and changing negative perceptions. Social media can be used to reach not 

only nurses but also the other healthcare professionals they partner with to provide care on a daily 

basis. Social media will also be extremely beneficial in Phase Two outreach to patients and the general 

public. Sites such as Facebook, Twitter and YouTube are used to promote connectivity and interactivity 

through the sharing of ideas and solutions to offer better patient care or improve the work environment 

as well as provide a way to share photos and videos that can be educational or social in nature. A 

Facebook fan page can be used to encourage curiosity about nursing and forge a sense of community 

while Twitter can be used to initiate conversations between nurses, nurses and doctors, and nurses and 

patients that may foster innovative new ideas and healthcare improvement solutions. YouTube can be 

used to post informational and educational videos about the services nurses provide or nursing history 

while LinkedIn can be used a way to network professionally and find career advancement opportunities. 

Creative Strategy Elements 
  

Target Response Before the Message 

Nurses – currently the nursing segment suffers from tense and often hostile work environments, 

much of which is brought in because of infighting among different nursing groups. Relations 

between less experienced, young nurses and older, more tenured nurses are strained.  

Doctors – are generally perceived by the public as the superiors in the medical field, which often 

carries over into their interactions with nurses. Nurse are typically viewed as the less-educated, 

less knowledgeable assistants to doctors – though they are known as having much better 

bedside manner than an MD. Doctors do not view nurses as equals and often do not treat them 

with the respect they deserve. 

Patients, relatives/friends of patients and the general public – have a range of experience and 

interactions with nurses. Many have favorable views of nursing, especially regarding their 

compassion and care, but do not view them as experts or leaders in the medical field – and 

perhaps underutilize the knowledge and ability of nurses when they are under medical care or 

have questions due to current misperceptions. Bad experiences with uncaring or incompetent 

nurses negatively affect these target groups’ perception of the profession Furthermore, media 

portrayal and stereotypes often paint nurses as background figures or as sexual objects, which 

diminishes their leadership potential. 
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 Key Benefit  

The benefits to nurses are many. First, they will benefit from a more positive and supportive 

work environment as we aim to provide recommendations to reduce workplace tensions. While 

not all stress factors of the profession can be removed, our plan targets those factors that can 

be remedied – such as the tools to develop strong, positive relationships with other nurses, 

doctors and medical staff. Addressing the divide between new and veteran nurses is a priority 

for the first phase of the project as these two groups will benefit greatly by viewing each other 

as complementary rather than competing entities. Resolving internal issues will allow nurses to 

provide enhanced care to their customers.  

Furthermore, our plan will help nurses increase self-confidence and pride in their careers, 

allowing them to self-identify as highly influential decision-makers in the care of their patients. 

We also aim to address burnout, which is a raging epidemic in the nursing industry by providing 

multi-layered, holistic support systems for nurses. The overall benefit of Phase One will build a 

better, more supportive community of nurses that will allow for reduced tension in the 

workplace, greater collaboration, and promote inspiration and a love of nursing. 

The benefits of a better internal nursing world spill over into the external segment. Patients will 

benefit from the care of nurses who are happy, confident and supported in their roles. Trips to 

the hospital or doctor’s office will be a much more enjoyable experience. Patients will feel more 

confident relying on nurses for medical information, which will in turn help nurses feel 

appreciated for their knowledge and perhaps relieve doctors of duties which will then speed up 

the notoriously slow pace of going to a medical facility. Better awareness of the many 

opportunities within the nursing industry will also encourage those interested in the medical 

field to pursue a career in nursing rather than as a doctor, attracting intelligent, compassionate 

individuals to the profession.  

 Reason to Believe 

Nurses are everywhere – from the doctor’s office to the hospital to the long-term care facility to 

an elementary school – each and every person has the opportunity to interact with a nurse on 

some level. Raising awareness and education about the nursing profession will help all target 

audiences understand the many different ways nurses touch our lives and the daily struggles 

and triumphs they endure as they nurture and care for our health concerns. 

Good health is critical to life – so it is imperative that the people helping us achieve good health 

are happy, productive and supported. Nurses work hard to make sure our medical needs are 

met and deserve appreciation and respect for what they do. With burnout as a raging epidemic 

in the nursing field, content and confident nurses are imperative to well-functioning medical 

facilities and satisfied patients. 

Due to trends in the healthcare industry, such as the aging Baby Boomer population, the nursing 

profession will become more and more vital to sustaining quality healthcare services. In the 
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years to come there will likely be a need for nurses to take on higher-level, more influential roles 

in patient care. 

Nurses are increasingly achieving higher education – a growing number nurses are attaining 

bachelor, master and even doctorate degrees and more hospitals and healthcare organizations 

are requiring them to in order to be employed. Nurses now have more of the training and 

background required to be seen and utilized as sources of medical knowledge and as decision-

makers. 

 Target Response After the Message 

Nurses – the target response is to have nurses that get along with one another – building strong, 

supportive relationships and networks with one another. Nurses, young, old, new and tenured, 

will work in harmony sharing their knowledge, experiences and strengthens with one another. 

Work environments will be friendly, not tense, and healthcare facilities will run smoother and 

more effectively with more satisfied patients.  

Doctors – will treat nurses with more respect and appreciation. Doctors will no longer look 

down upon nurses as inferior but rather as medical counterparts, working side by side to cure 

patient ills and make the world a healthier place. 

Patients, relatives/friends of patients and the general public – continue their favorable views of 

nurses as compassionate caregivers, but also include the perception of nurse as active, decision-

makers in medical care. Patients and other members of the general public will be more apt to 

turn to nurses with medical questions and advice. Better awareness and education about who 

nurses are, what they do and how they impact our lives, will eliminate negative stereotypes that 

paint nurses as sexual objects or background fillers. People at all levels will see nurses for the 

everyday heroes they are. 
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Creative Plan 

For Nurses, By Nurses website 
 
The concept behind the CBNFN website is to provide nurses with a forum in which to share ideas about 

improvements in patient care and search a database of solutions to find help to everyday problems. 

Users can earn points be being an active participant on the site. Rewards can be earned by submitting 

questions, suggesting solutions, joining a team for idea development, participating in mentoring 

programs, etc. By earning a set number of points, and participating in certain activities, nurses can be 

rewarded with everything from uniform store gift cards to scholarships to further their education.  By 

providing a useful and functional tool, we are also building a community, providing a voice to nurses, 

and building pride.  The site is divided into 4 primary sections – Submit a Question, Search for Solutions, 

Join a Team, and Share your Story – and 3 secondary sections – Recent News, Community Events, and 

My Account. 

Search For Solutions  

This section provides nurses with an easily accessible, searchable database in which they can look for 

solutions to problems. This allows them to utilize a statewide network of nurses, rather than the limited 

number of nurses in their department. The database is a collection of ideas generated from previously 

submitted problems/questions and their responses. If an acceptable solution is not found, the nurse can 

submit a question in the next section and solicit responses. 

Submit a question 

By posing a question and filling out a simple form, nurses can post a question to the site and solicit 

responses from nurses all over the state of Ohio. Other nurses can try the proposed solutions and 

comment on their effectiveness in a forum. They can also rate the solution and recommend it for further 

development. 

Join a Team 

Solutions that have potential to make a real difference in patient care are developed further through 

specialized teams. Teams work together to develop the idea into a workable product or standard of 

practice. Once a solution is fully developed two things can happen. The solution can be pitched to 

manufacturer with whom we have developed a partnership and who provides some financial support to 

Nursing 2015. Or, the solution can be developed and tested to be ready for commercialization, then sold 

to a manufacturer. Proceeds from this sale would benefit Nursing 2015, as well provide a reward for the 

nurses who worked on the team. 

Share Your Story 



9 
 

Nurses are often inspired by the actions of those around them. By giving them a place to share the 

stories that make them the most proud, we are developing a close-knit community of nursing 

professionals. This serves as a constant reminder of the reason behind becoming a nurse, helping to 

reduce the affects of burnout. 

Recent News 

This section keeps nurses up to date on what kinds of projects are being developed, teams that are 

recruiting members, local networking events, and successes of Nursing 2015. 

Community Events 

This section allows users to find local events that they may want to participate in to earn additional 

points. These cold be anything from official teambuilding or brainstorming events, to book club or 

fitness club meetings. In this section, the user can also create custom groups based on their area of 

interest and link to a corresponding Facebook page. 

My Account 

Each user will need to set up a personalized account to use the site. The registration process will be 

quick and simple. This will allow Nursing 2015 to monitor site traffic and adjust as needed. Once 

registered, the nurse will be able to post in forums, submit questions and solutions, join teams and 

events, create networking groups, and start earning points. They can also recommend a nurse for a 

particular team project and track their rewards. 

Getting Started 
The website cannot be launched until the database has enough information to be extremely useful for 

nurses. Therefore, solicitation of ideas will occur in two ways. First, a pre-Nurses’ Week email will be 

sent out to a list of contacts asking them to describe everyday problems that they face in their jobs. A 

second email will send selected problems and requests ideas for solutions. From there, a large event will 

be held during Nurses’ Week. The nurses in attendance will work in groups of 4-5 people to brainstorm 

solutions to the problems, switching problems every 20 minutes to keep the ideas flowing.  

All of the ideas generated will be fed directly into the database for the website. Nurses will then be 

given a demonstration on how to use the keyword search on the site to find solutions quickly and easily. 

Copy and Messaging 
 Recommend use of positive, inspirational copy – including slogans and taglines, educational information 

and copy which encourages sharing of information and experiences. Empowering word choices and 

energetic statements that develop a call to action and excitement about message will be used - 

negative, passive or static copy is a thing of the past.  Messaging will also focus on the value of 

teamwork – us, we, together, community, united. 
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Recommended taglines/slogans for use in messaging copy: 
 
 “Nurses are everyday heroes whose dedicated compassion and educated decision-making 

create a healthier world.” (Positioning statement used throughout Campaign) 
 “Created By Nurses For Nurses” (adds element of authenticity to message) 
 "Changing Lives, Saving Lives"(narrative applications) 
 "Nurses Changing Healthcare" (idea sharing/solution generation applications) 
 "Get Involved, Get Ahead" (opportunities and reasons to get involved and get connected) 
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Media Plan 

Media Objectives 
  

Reach Goal 

As mentioned previously, we have divided the campaign into two phases, of which each will 

have their own unique reach goal. Through our extensive research we have identified the key 

media channel that are best suited to reach the nurses, doctors and other healthcare 

professionals of Phase One. 

The CBNFN website will be a comprehensive electronic hub for nurses across Ohio, working 

everywhere from the hospital ER to the pediatric clinic to get connected with one another and 

access resources that will help them not only build better nursing skills but also an integrated 

nursing community. While the site is targeted at the entire state, regional portals will be 

established to provide resources and opportunities specialized to specific areas of Ohio. Our 

goal is to have 35% of all nurses in Ohio registered and using the site on a minimum one a week 

basis by the end of its first year. 

Email blasts and social media are additional media channels that will afford the opportunity to 

electronically reach the far corners of healthcare industry to keep these busy professionals 

connected and informed. Especially as the usage of portable devices such as iPads and 

Smartphone increase, electronic media channels are proving to be the most comprehensive way 

to reach anyone, anytime, anywhere.  

 Frequency Goal 

The frequency goals of the communication plan depend on the media channel utilized and the 

audience targeted.  

In Phase One, nurse will be targeted with the most frequency and through a wider array of 

media outlets. The CBNFN website will have the highest frequency goals as the it is hoped that 

the site will be accessed at least twice per week by registered users along with constantly 

attracting other nurses to sign up. The website is a great outreach tool due to its omnipresent 

nature, high functionality and usefulness, and frequently changing content, continuously giving 

reasons for nurses to return again and again.  

Similar to the website, social media outlets have a medium to high frequency goals as these 

channels can be reached by various electronic devices. Social media due to its non-static nature 

is constantly being updated while more and more people are joining and sharing. Twitter is a 

social media that is expected to be accessed several times per week while LinkedIn, Facebook, 

and YouTube are expected to be accessed at least once a week. 
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Email blasts will have a lower frequency goal as for nurses we aim for them to be sent out on a 

bi-monthly basis while for doctors and other healthcare professionals we are proposing a 

monthly or quarterly occurrence. 

Especially at the initial onset of the Communications Plan is important to generate frequent 

enough contact with the target audience to ensure that the Campaign’s objectives are being 

met. Changing perceptions and lasting awareness can only be achieved through persistent and 

dedicated outreach.  

Media Strategies 
 

Media Mix 

Phase One will primarily encompass electronic media such as direct email blasts, website and 

social media, with some print and promotional methods utilized as well. The print media aspect 

will involve informational flyers to be posted around the work environment, with promotional 

items distributed in conjunction with special events, such as the CFNBN website launch. As the 

target audiences in this phase are more defined and limited to the healthcare industry the 

media outreach methods will be more personalized and specific  in their  approach (rather than 

in Phase Two). 

Phase Two – more mass media focused and will include both print (newspaper and direct mail) 

and electronic/social media  

Media Weight 

 Website 80% - CFNBN website will primary media focus of Phase One 
 Email Marketing 10% - used to reach nurses, doctors and other healthcare professionals 
 Print & Promotional 8% - used to build awareness internally – mainly about the CFNBN website 
 Social Media 2% - used to reach nurses, doctors and other healthcare professionals (as well as 

patients and general public in Phase Two) 

Media Schedule 
 

 Type of Schedule 

The media schedule for the CBNFN website, social media and print will be continuous. The 

website has a 24/7 presence and can be accessed anytime through several methods including 

work or personal computers, iPads, or Smartphones. Social media likewise never turns off and 

can be accessed anytime by the target audiences. Both the website and social media can also be 

continuously updated by Campaign personnel. A portion of the print portion will also be 

continuous (at least initially) as informational flyers will be posted around the medical care 
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facilities to raise awareness about the Campaign, direct nurses to the website and guide all 

target audiences to social media. 

 

The email blasts and promotional items will be pulsing, as the emails will only be sent out on a 

bi-monthly, monthly or quarterly basis depending on the audience. Promotional items will only 

be distributed in conjunction with special events. 

Media Budget 
  

Estimated Costs (by medium and for total plan)  

The most substantial cost of Phase One will likely be the Nursing website and its accompanying 

database. We advise utilizing local college students majoring in web design/programming, under 

close supervision of an advisor, to mitigate the website and database development expense as 

they will often donate their services for free or charge a much lower fee. Additional costs will be 

incurred for maintaining the site, including web site hosting and employing a webmaster to 

monitor submissions, organize content, compile information for potential projects and develop 

content. These additional costs, too, could be mitigated through the use of corporate 

sponsorships and volunteers. 

Print and promotional item costs will arise from awareness/informational posters posted 

around healthcare facilities and nursing schools and the promotional tool kits that are 

distributed in conjunction with special events. Many corporations are often willing to grant in-

kind printing to non-profit organizations. 

Email blasts typically can be executed inexpensively as there are many online programs (many of 

which are free) that can assist Nursing 2015 in developing effective email campaigns. One or 

more staff members or volunteers would need to be assigned to developing and organizing 

content and sending out the email blasts. There would also need to be a point of contact if 

partnerships with other healthcare organizations are initialized.  

Social media is also relatively inexpensive as the only “cost” will be time and labor – though 

again this role can be covered through volunteer(s). Social media accounts are typically free, 

unless there is desire or need to upgrade to a premium version. 

 
 
 
 
 
 
 



14 
 

Integration 

The purpose of this MC message is to convince nurses and other healthcare professionals along with 

patients, their families and the general public that nursing will benefit from increased pride, community 

and accountability because nurses are at the front lines of patient care and are in the best position to 

make recommendations for improvement. The tone of the message should be team- oriented yet 

personalized to each target audience through use of various media outlets. The purpose of this MC 

message is to convince nurses and other healthcare professionals along with patients, their families and 

the general public that nursing will benefit from increased pride, community and accountability because 

nurses are at the front lines of patient care and are in the best position to make recommendations for 

improvement. The tone of the message should be team- oriented yet personalized to each target 

audience through use of various media outlets. 

Advertising: 

 Develop awareness of the Nursing 2015 Campaign 

 Change negative stereotypes and misperceptions 

 Educate about the nursing profession and the value they provide our society 

Public Relations: 

 Educations training, social, and networking events and activities for nurses 

 Outreach to doctors and other healthcare staff 

 Use of social and interactive media  

Promotions: 

 Promotional kits for website launch and other special events 

 Contests and incentive programs via the CFNBN website 

Direct Marketing: 

 Identify relevant target audiences 

 Develop audience-specific media methods to effectively reach these targets 

 Personalized outreach developed to meet the needs of each target audience as identified in key 

research findings 

Events & Sponsorships: 

 Forge partnerships with healthcare-centric corporations to develop funding and in-kind 

donation streams as well as event sponsorships 

 Host events catered to different target groups sponsored by healthcare-centric corporations 

 Forge partnerships with local universities and other educational institutions to create 

relationships with professors and students who can provided need services 
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Evaluation 
 
Phase One - quarterly culture surveys and focus groups which will ask questions to determine whether 

the tools and resources implemented are improving the culture of working environments. The surveys 

and focus groups will give insight into whether more positive relationships are being formed between 

nurses themselves and with their co-workers. These methods will also indicate if the nurses are feeling 

more confident, influential and more appreciated in their work. The support, education and networking 

opportunities proposed will be measured by the number of nurses signing up for programs and activities 

and involvement in social media campaigns will be measured by the analytics software which will 

generate information regarding login frequency, views per page, number of stories uploaded, etc. 

Phase Two – quarterly surveys and focus groups will also be used to measure the external impacts of the 

Nursing 2015 Campaign which will indicate whether customers are being better served by nurses. These 

methods will also be used to measure the breadth of awareness that they campaign is creating and 

determine if perceptions regarding nurses as knowledgeable, compassionate decision-makers are 

improving in the public eye. The effectiveness of social media and print media campaigns will also be 

quantified and analyzed. 
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Completed Workbook 

Please see Appendix A – Integrated Marketing Communications: Project Workbook 


