
Using Sustainability Strategies to 
Maximize the Cancer Services Program: 

The New York Campaign  

Sherry Tomasky - American Cancer Society 
Anita McFarlane – Susan G. Komen for the Cure 

Greater NYC Affiliate 

 



Sustainability = Advocacy! 

 Inform decision makers about the 
importance of early cancer detection 
 Build a persuasive case for sustained 

funding – why we must maintain services; 
economic impact of cancer 
 Engage the community (providers, clients, 

advocates, media) to support our cause 
and advocate with us 
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Presenter
Presentation Notes
Let’s start off by framing our discussion.  The core principles of advocacy are usually the same: working to change a condition for the betterment of individuals or groups.  
Logical process for identifying, building a case for, and advocating for what you want
Comprehensive campaign to create and maintain a high-quality and high-functioning public health programs
Focus on sustained and increased funding 
Development of strategies and tactics that will motivate decision-makers to meet our needs






Our common goals  

To support and sustain funding for the New 
York Cancer Services Program! 
 CSP funding is threatened in state budget 

crisis.  
 We need to protect state funding for CSP 
 Influence federal appropriations for 

NBCCEDP 
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Presenter
Presentation Notes
Our primary goal is to protect funding for the Cancer Services Program. Collective effort and many voices to maintain funding in the midst of an economic crisis. 

Note:  the program is going to be receiving direction from CSP on meeting with federal elected officials regarding funding at the national level.  Skills and concepts from this training are transferrable. 




Legislative Environment 

 FY2010 = $26.7M  
 FY2009 = $27.3M 
 FY2008 = $21M (before DRP) 

 
 Who do we need to influence? 

• Democratic Governor 
• Democratic Assembly 
• Republican Senate (slim majority) 

 

Presenter
Presentation Notes
Funding for the CSP has slowly ticked downward over the past few years.  Some of that downtick is due to cuts sustained in the budget, and some are due to automatic reductions from the Deficit Reduction Act and other attempts to balance the state budget.  Regardless, CSP has taken its share of hits over the years, at a time when the program can only serve 15% of the eligible population.  

That said, CSP sustainability activities have resulted in some distinct successes these past few years.  

Cancer Screening mentioned as priority in Governor Cuomo’s first SOS address.
Elected Officials became partners in promoting screening program, attending events, and advertising services in constituent newsletters.  



NYS Legislative Calendar 
(when do we do what?) 

 
 January - Governor delivers SOS, Legislature 

convenes 
 Late January - Executive Budget proposal is 

introduced 
 February - Health budget hearings are held 
 March - Budget negotiations continue 
 April 1 - State budget due 
 Summer – District work period 
 Fall – Develop next FY budget priorities, determine 

“ask” 
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Presenter
Presentation Notes
You’ll notice this timeline is focused on the budget cycle.  This is because the main issue we want to impact is funding for the program.  Funding is handled during the budget cycle.  This doesn’t mean that everyone stops talking about the need for cancer screenings after April 1st, but understand that they can’t do much about it until the budget cycle resumes again the following year.  This calendar shows you what is happening at what times throughout the year.  Our advocacy clearly intensifies from January through March, but it is only with sustained year-round work can we truly have an impact on the funding streams for this program. 



Key Messages and  
Program/Partner Roles 



Robust, Sustainable 
 Cancer Services  

Program in  
New York 

Local Programs 

Advocacy 
Organizations 

Advisory Boards CSP / DOH 

Partner  
Organizations 

CSP Clients/ 
Providers 

Local education and 
visibility 

State and local 
lobbying, grassroots 
organizing, training 

Local grassroots 
mobilization, education 

Personal stories, 
lobbying 

Accountability, leadership, key contacts, 
advocacy 

Research, data, 
training 

Presenter
Presentation Notes
Taking these components of a sustainability campaign and fitting them into the Program infrastructure, we can see how each stakeholder in the program has a distinct role they can play in trying to reach the common goal of a robust, sustainable CSP in NY.  



Program Role 

 Education of stakeholders:  Make sure they 
understand the services you provide, to 
whom (their constituents/community) and 
why it is important 
 Engage patients for “real life stories” 
 Engage stakeholders so that when it comes 

to a funding vote, they feel a connection to 
your program 

Presenter
Presentation Notes
The sustainability work ahead of us can only succeed with the active participation of CSP contractors educating stakeholders on the role of the program in their district.  Contractors are also key in identifying clients who can share their personal story with legislators to bring a human face to the appropriations ask.   



Program Messaging 
Key Message #1 
Cancer Screening saves lives.   
 

Key Message #2 
The CSP works diligently in this community to provide 

screening and early detection of breast, cervical and 
colorectal cancer to women and men in need. 

 

Key Message #3 
Even with the passing of ACA, New Yorkers will still need to 

be made aware of and assisted with obtaining high 
quality cancer screening, diagnostic and treatment 
services if we are to continue to have an impact on the 
high burden of cancer. 
 

Presenter
Presentation Notes
These are the consistent messages that CSP Programs and contractors must adhere to when communicating with elected officials and other stakeholders>  Only when we present a unified front will legislators recognize the .  Consistency is important for all members of the state legislature (or federal delegation) to hear the same information about our program, and identify us as one state-funded entity that they appropriate to. 

Key Msg #1 – Must establish the value of screening and early detection (not universally accepted)
Key Msg #2 – CSp is uniquely qualified to provide these services
Key Msg #3 – We know that the provision of insurance is not a solution to lower-than-average screening rates, and free screenings does not automatically mean people will get them.  CSP is able to navigate clients through the healthcare system to access appropriate and timely cancer screenings.  



 Advocacy Partner Role 

 American Cancer Society and Komen for 
the Cure, others… 
 Able to deliver lobbying message locally on 

behalf of the program 

 Coalition to Save Cancer Screenings: 
 ACS, Komen, many other partners who are 

developing and working on a statewide level 
to influence the Legislature on funding 

Presenter
Presentation Notes
The advocates, who can be those of us in the coalition (ACS, KOMEN), or providers, cleints, anyone not funded by the Program, is able to make the legislative ask for the program.  



Legislative Ask 

Maintain full funding of the NYS Cancer 
Services Program ($26.7M) 

Presenter
Presentation Notes
The Coalition to Save Cancer Screenings will communicate this ask to the Adminstration in advance of the Executive Budget Proposal introduction in January.  At that time, we will know what proposed funding levels are.  We are then tasked with advocating to maintain, or increase funding levels set forth in the budget.  Legislators must begin hearing from us NOW so that we have the best chance of achieving the desired funding levels.   



7 Points of Sustainability 



7 Points of Sustainability 
 Letters to the editor 
 Meetings with legislators 
 Ongoing communication with legislators 
 Build and maintain relationships with media 
 Sphere of influence query 
 Personal story testimonials 
 Community champion recruitment  
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Presenter
Presentation Notes
Now that we understand more about how the legislature (our targets) operate, the next segment of our presentation focus on the strategies and tactics that we can use to get to our decision-makers.  In the end, all of our work should be focused on the singular goal that the program is trying to reach.  In this case it may be a specific amount of program funding.  

These strategies are ones that are shared by the local programs, and have begun to be included in their local workplans.  



Letters to the Editor 

 Pertinent to current events (budget, 
disease prevention, health reform) 
 Address unmet needs of programs 
 Rely on key messages to maintain 

consistency  
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Meeting with Elected Officials 

 Call ahead for appointment 
 Every office has different scheduling 

procedure 

 Plan for 15-20 minutes 
 Staff level meetings are helpful 
 Jan-June, members are in Albany M-W 

 Refer to handout for more guidance 



Communicating with Elected Officials 
and staff year round 

 Regular communication (info about your 
program, newsletters, drop-by office) 

 Invite to programs, or co-host events (make sure 
you can accommodate them) 

 Honor champions at awards events 
 Send copy of all local press clips w/ letter 
 Forward your relevant research/surveys 
 Testify at hearings and public forums 
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Presenter
Presentation Notes
Many of you already do some of these things.  These suggestions will help maintain your connection to your members, and help keep your issues on their radar. 



Media Advocacy 

 Letters to the 
editor, op-eds, 
featured personal 
story 

 Invite press to your 
events 

 Stick to key 
messages 

 Offer personal story 
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Presenter
Presentation Notes
The media can help us send our message. 



Sphere of Influence 

 Key contacts/community ambassador 
 Who has access to your decision-makers? 
 How can they help you send your 

message? 
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Presenter
Presentation Notes
From a constituent level – who are your envoys



Personal Story Collection 
 Cornerstone of local sustainability work 
 Clients often can communicate the value of program 

best 
 Very powerful advocacy tool with legislators 
 Crucial to getting media coverage 
 Ask your ACS partner to catalog the story and help 

coach the client to advocate on behalf of the program 
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Presenter
Presentation Notes
Personal  stories are incredibly powerful to the process of getting and keeping legislator’s attention.  And clients have become our best advocates.  



Community Champions- 
Engage your provider/community networks 

 Who are your stakeholders? 
 These local voices can have a big impact 

on decision-makers 
 Deepen connection to the program 
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Presenter
Presentation Notes
Building an army
M2M, support groups 



Advocacy vs. Lobbying 



What IS lobbying… 

Example of lobbying:  
“Can we count on your support to help maintain 
funding for the Cancer Services Program in the 
FY10-11 budget?”   
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State dollars may not be used to 
convey this type of message. 

(Salary, letterhead, equipment, CSP name, etc) 

Presenter
Presentation Notes
Lobbying is attempting to influence the passage or defeat of legislation, adoption or rejection of a rule or regulation that has the effect of law.  In other words, taking action for a legislative or regulative change, or in this example, asking for funding in the budget.  This lobbying activity is often the role played by organizations like ACS, or Komen.  It is probably even done by staff at your organizations, but it may not be done with funding from state dollars.  

Many people seem to think lobbying is restricted to a certain group of professionals and that it's illegal for everyone else to do it.  Really, anyone can lobby—but you have to know the rules and play by them.  
Find out 1) Does my employer approve?  2) Is it appropriate to do so if I'm being paid, even indirectly, with state funds? (It probably isn't—check with counsel) 3) Does all lobbying done by my employer, including mine, reach the reporting threshold of $5000 a year, in which case it must be reported to the state?

I am guessing that most of you in this room are paid directly by state dollars, and can therefore NOT lobby.  



What IS lobbying… 

Asking your grassroots volunteers to take 
specific action on a particular bill/issue: 

“Contact your state senator today and urge 
them to protect funding for the Cancer Services 
Program.” 
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* Again, state dollars may not be used 
to convey this type of message. 

Presenter
Presentation Notes
Here is another example of Lobbying…asking others to take action on a bill.  Again, state dollars may not be used (meaning your time or resources can not be spent on this)



Example 
  

 
ACTION ALERT: 

Tell Your 
Legislators to 
Save the NYS 

Cancer Services 
Program! 

Presenter
Presentation Notes
Here is another role of the advocacy partners, to issue grassroots action alerts, generating calls and letters of support from citizens all across New York in support of the program.  



What is NOT lobbying… 

 Educating the public and decision 
makers about public health problems 
and solutions 
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Example:  “Research shows that the earlier breast cancer is 
detected and treated, the better the survival rate. When breast 
cancer is diagnosed at an early stage, the 5-year survival rate is 
98%.  This equates to better outcomes and lower costs.” 

 

Presenter
Presentation Notes
But that does not mean you cant interact with elected officials.  General education about your organization and its mission is not lobbying.  In fact, it’s a necessary part of keeping your messages alive in the minds of elected officials.  

You should be letting your elected officials know who you are and what you do.  




What is NOT lobbying… 

 Participation in a gov’t sponsored hearing 
where participation is part of public record 

 Disseminating poll results on community 
knowledge & attitudes, or data about current 
cancer screening trends 

 Educating elected officials on the cancer 
burden in your community and your role in 
addressing it  

 Connecting a person who was helped by your 
program to their legislator 
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Presenter
Presentation Notes
If you are asked by an governing body to submit testimony, position statements, data or poll results, you may do so without violating lobbying restrictions.

You may (and should) educate legislators on what your group does and your role in addressing the problem.  





Example 

 

Presenter
Presentation Notes
This is an example of a program fact sheet that can be very helpful in presenting the outcomes of your program to elected officials as well as demonstrate the strength of your health care provider network.  



Illustrating the Difference 

 CSP Partnership 
 “At current funding levels, 

the New York State 
Cancer Services Program 
helps fewer than 20% of 
the women who don't 
have insurance and can't 
afford a mammogram.” 
 

 Advocacy Partner 
 “If the legislature wants to 

avoid closing down 
screening programs and 
turning women away, we 
urge you to sustain 
current funding levels in 
the 2011-12 Budget.” 
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Presenter
Presentation Notes
You can see the difference in these messages, I hope.  Stating fact, vs. urging change.  

Questions on what is and is not lobbying before we move on?  Discussion?  
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Five Conversations 
 Your Legislators Want to Have 

General local 
statistics 
Not lobbying 

How state & 
fed money is 
being spent in 
the district 
Not lobbying 

Real-life stories 
that personalize 
the issue 
Not lobbying 

Your visibility and 
momentum as a 
group 
Not lobbying 

What specific 
legislative 
action would 
make you 
happy 
Lobbying!! 

Presenter
Presentation Notes
Call district office for meeting request
Each office has different process
Get to know the scheduler
During session, members are in Albany generally Mon-Wed, in district Thurs -Fri
Staff meetings are GOOD! 
Keep attendee number manageable (3-4)
Plan for 20 minutes – you might get more
Leave a packet of materials


These are the components of a legislative visit.  Notice how much of the meeting is educational.  
Making the case that you are doing a great job and having a huge impact on the cancer burden is great to talk about, but it won’t  do all the work.  We must also demonstrate the unmet need.  

While you are not going to be lobbying, it is important for you to know where your member stands and what specific legislative action they can take to advance the issue.  Remember, these are specific lobbying asks and the person in your meeting who can lobby will need to be the one who can deliver this message.  



Resources 
 NYS CSP Sustainability Guide 

 

 Campaign Website 
 www.acscan.org/ny  “Save Cancer Screenings” 

 

 APHA guide to Public Health Sustainability 
http://www.apha.org/advocacy/tips/PHACT+Campaign.htm  
 

 Engaging/Building/Expanding:   An NBCCEDP Partnership 
Development Toolkit, September, 2010.      
http://www.cdc.gov/cancer/nbccedp/toolkit.htm 

 

Presenter
Presentation Notes
You should also keep in close contact with your Regional Manager to get guidance on any sustainability activities you are doing.  

http://www.acscan.org/ny


Next Steps  
 

 Identify your key stakeholders 
 Work with contiguous programs to align efforts in 

single districts 
 Refine your messages and program materials 
 Schedule meetings with key electeds 
 Engage advocacy partners 
 Develop a plan for each of the 7 Steps of 

Sustainability 

Presenter
Presentation Notes
Tribes??
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Is this Lobbying? 

• You receive an ACS Action Alert 
regarding the need for calls and letters to 
NYS legislators in support of the CSP 
appropriation in the state budget.  You 
forward the email to Partners and 
Providers.   

• Vote: YES, NO or DK (Don’t Know) 
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Answer! 

• Yes: it is “Grassroots lobbying” 
 Communication that encourages the public to 

contact legislators or other policy makers about 
specific legislation, reflects a view on that 
legislation, and asks the recipient to take lobbying 
action with respect to the specific legislation. 
 

• Never ask for support for specific 
legislation/appropriations/regulation. 
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Is this Lobbying? 

 You go to public hearing on the health 
portion of the budget and deliver an 
educational message on the cancer 
burden in your county and the ability for 
your program to provide screenings.   
 
  Vote: YES, NO or DK (Don’t Know) 
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Answer! 

• No, as long as you do not make a specific 
ask or indicate a position on potential 
legislation/budget. 
 

• It is not considered lobbying for CSP 
contractors to educate policy makers 
during public hearings. 
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Is this Lobbying? 

• You get a call from a staffer for your local 
Republican Assembly Member to buy an 
ad in the journal of the county’s political 
breakfast.  You have a good relationship 
with him and want to reach all the 
elected officials in attendance. You send 
in an ad that only contains your logo and 
next screening event details. 

•  Are you allowed to do this with CSP 
dollars?  YES, NO or DK (Don’t Know) 
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Trick Question! 

•  No, it is not lobbying…but… 
•  You still cannot do it. 
•  This implies support for a political party 

and CANNOT be done with CSP dollars.   
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Is this Lobbying? 

• You are invited to speak at a church 
pancake breakfast.  A number of 
community leaders and elected officials 
will be there. Should you go? 
 

• Are you allowed to do this with CSP 
dollars?  YES, NO or DK (Don’t Know) 
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Answer! 

• Yes , you can. This is not a political party 
fundraiser but a community event that is 
perfect for networking. 
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In Conclusion 

• Discuss any questionable situation with 
RM. 
 

• As a private citizen, you can engage in 
any of these activities as long as your 
time and resources are not being paid by 
nor are you representing NYSDOH or a 
funded agency. 
 
 
 
 



Sherry Tomasky, MA 
NYS Legislative Campaign Director 

 
American Cancer Society 
19 Dove Street, Suite 103 

Albany, NY  12210 
 

P: 518-449-5438 x13 
 

sherry.tomasky@cancer.org 
www.cancer.org 
www.acscan.org 

Anita McFarlane, MPH 
Director of Grants and Public Policy 

  
Greater New York City Affiliate of 

Susan G. Komen for the Cure 
470 Seventh Avenue | Seventh 

Floor | New York, NY  10018 
P:  212-461-6189  
F:  212-560-9598 

 
amcfarlane@komennyc.org | 

www.komennyc.org 
 

mailto:sherry.tomasky@cancer.orgwww.cancer.org
mailto:sherry.tomasky@cancer.orgwww.cancer.org
http://www.komennyc.org/
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