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Preface

he field of healthcare communications is complex, diversified, and continuously evolving.

In an effort to give readers of this book a full picture of the work of practitioners in the

industry, we contacted leading professionals in every industry sector. The experiences
they have shared in these chapters present a robust look at the full spectrum of healthcare
communications.

The book is organized into four sections representing major segments of work within the
industry. “Getting Started” addresses the basics of media relations and research and plan-
ning, as well as how healthcare communications has evolved over the years. “Institutional
Communications Efforts” provides compelling case studies on how associations, hospitals, and
the pharmaceutical industry manage issues and build their brands. “Communicating Educa-
tion Campaigns” illustrates how organizations target consumers to change health behaviors.
“Communicating to Achieve Policy Change” shows the power of communication in affecting
healthcare policy.

Contributors of these chapters are working professionals who have generously taken the
time to share their industry experience and learning. This book has been greatly enriched as
a result, and our gratitude to these contributors is immense.

As the principal authors in this process, it has been gratifying to work with our contribu-
tors and with Jones & Bartlett Learning. It has been a labor of love, and we hope that when
you read this book you will understand why we are passionate about the world of healthcare
communications.
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number of positions at the network including correspondent in San Francisco, bureau chief in
Chicago and Jerusalem, and lead medical reporter in Washington for nearly nine years. During
that period Mr. Levine covered many major stories including the emerging AIDS epidemic, the
Clinton healthcare reform plan, the race to map the human genome, presidential health, and
the debate over tobacco regulation. After leaving CNN, Mr. Levine began consulting for top-
tier healthcare clients and nonprofit organizations providing advice for drug approval initia-
tives, high-impact crisis situations, and social marketing campaigns. Mr. Levine has also been
a featured speaker for the American Medical Association, America’s Health Insurance Plans
(AHIP), Prudential Insurance, Gallaudet University, and The George Washington University
School of Medicine and Health. He lives in Rockville, Maryland, and is married to Susan
Levine, and they have two sons.

Dennis McCulloch
A veteran of more than 35 years in news and communications, Dennis McCulloch has had a
successful career in television news, public relations, politics, and government.

After graduation from the University of Missouri with a journalism degree, the writer worked
10 years as a television news producer at four stations. Mr. McCulloch served in communi-
cations and political roles in two statewide campaigns in the 1980s in Missouri. After those
campaigns, he served a variety of roles when Sprint was first formed in Kansas City, starting

in 1986.

Mr. McCulloch joined the Kansas City office of Fleishman-Hillard in 1989. In the next eleven
and a half years, Mr. McCulloch developed a national client list for crisis counseling, public
affairs, and media training, rising to vice president and head of the Public Issues Division.
Among his national clients were BASF, Ocean Spray, Pioneer, Hallmark, Continental Grain,

and Laidlaw.
In 2000, Mr. McCulloch joined a longtime client, The University of Kansas Hospital, as direc-

tor of public and government relations. He led a strategic campaign to maintain hospital sta-
tus as the region’s premier academic medical center when a threat to that status was launched.

© Jones & Bartlett Learning, LLC. NOT FOR SALE OR DISTRIBUTION.



About the Contributors m

Mr. McCulloch also led a strategic media relations approach which helped lift the hospital’s
public image and consumer choice. He served as spokesperson during critical times for the
hospital. Mr. McCulloch’s tenure coincides with a dramatic turnaround for the hospital in
terms of quality, patient satisfaction, and national rankings.

Jeffrey L. Molter

Jeffrey L. Molter is associate vice president for Health Sciences Communications at Emory
University. In this position, he is responsible for overseeing publications, media relations,
and special events programming for the health sciences center. Mr. Molter was director of the
Duke University Medical Center and Health Systems News Office in Durham, North Carolina,
from 2000 to 2006. He was responsible for all media and public relations for the institution.
Prior to his work at Duke, Mr. Molter served as director of science news for the Journal of the
American Medical Association in Chicago for 10 years. There he directed the weekly promo-
tion of the medical journal and produced media briefings on a number of health issues for
the AMA. Mr. Molter came to JAMA from the American Academy of Pediatrics in Elk Grove
Village, Illinois, where he was director of communications for seven years. He began his
career as a newspaper reporter in Indiana. He is a graduate of the Indiana University School
of Journalism. He has lectured extensively throughout North America on a number of medical
and health issues, and has received awards from several groups, including the Association
of American Medical Colleges, PR Week, Public Relations Society of America, International
Association of Business Communicators, and the Publicity Club of Chicago.

Jeff Nelligan

Jeff Nelligan has spent nearly two decades in the legislative and executive branch working on
healthcare, budget, and tax issues. This extends from service with Congressmen Bill Thomas
on the House Ways and Means and Budget Committees during consideration of the 1988 Medi-
care Catastrophic Coverage Act, to his tenure at the U.S. Government Accountability Office,
where he served as managing director of public affairs for U.S. Comptroller General David
Walker during consideration of the Medicare Modernization Act of 2003. Mr. Nelligan has
worked in three cabinet departments and was the Bush administration spokesman for Medicare
and Medicaid at the U.S. Department of Health and Human Services. There, he helped plan
and execute national outreach on Medicare’s Part D Prescription Drug enrollment effort, and
campaigns on prevention and electronic health records. He’s a graduate of Williams College
and Georgetown University Law Center, served 14 years in the U.S. Army Reserves/Army
National Guard, and is involved with his three sons in youth lacrosse.

Kristin Paulina

Kristin Paulina is a public relations specialist with 15 years experience developing and imple-
menting communications campaigns that successfully meet objectives and deliver results for a
broad range of organizations, including consumer services, health care, and nonprofit/advocacy.
For the last 10 years, she has assisted Sam Brown, Inc., a public and investor relations firm

© Jones & Bartlett Learning, LLC. NOT FOR SALE OR DISTRIBUTION.



m About the Contributors

with strategic public relations initiatives, corporate brand positioning, and media relations for
its diverse blend of pharmaceutical and biotechnology clients. Ms. Paulina earned a Bachelor
of Arts degree in Communication/Journalism with an emphasis in public relations from Ship-
pensburg University. She is also a member of the Public Relations Society of America.

Douglas Petkus

Douglas Petkus is an award-winning communications professional with a diverse range of
experience in editorial, agency, and corporate environments, and a demonstrated ability to
manage and resolve complex crises and issues on a 24/7 global basis. He has deep expertise
in providing executive strategic counsel and developing effective, comprehensive programs in
media relations, marketing communications/product publicity, issues management, litigation
communications, and employee communications. His career has been focused on healthcare
communications (Rx and OTC), with added experience with food and beverage products, as
well as sports and entertainment special events. Currently, Mr. Petkus is the president of
Petkus Communications Consultants, LLC, a PR consultancy specializing in senior-level stra-
tegic communications counsel.

Prior to starting up his consulting firm, Mr. Petkus was vice president, Business and Finan-
cial Communications at Wyeth (acquired by Pfizer in October 2009). In this role, he directed
the corporate financial/business communications function and developed the strategies to
reach top-tier business media. Working across all Wyeth Divisions, he acted as the primary
company spokesperson and coordinated all aspects of corporate media relations, issues
management, and litigation communications. Preceding this, as vice president of Global
Public Relations at Wyeth Pharmaceuticals, he led the management of all communications
programs supporting commercial products and R&D organization within the company’s
pharmaceutical division, acted as the primary media spokesperson, and led teams handling
major issues including drug litigation, negative clinical studies, product recalls/withdrawals,
and regulatory affairs.

Before joining the Wyeth organization Mr. Petkus built his pharma/healthcare communica-
tions/public relations experience at blue chip corporations, including Abbott Laboratories and
Schering-Plough (since acquired by Merck).

In his earlier career, Mr. Petkus was an anchorman for a local TV station in Wisconsin and
progressed to several stops at well known advertising and public relations agencies in New York
City, including Hill and Knowlton, Inc., where he managed accounts for major global client
companies in the pharmaceutical and consumer product industries.

Richard A. Puff
Richard A. Puff is assistant vice president for Academic Health Center Public Relations at
the University of Cincinnati in Cincinnati, Ohio. He directs the overall external and internal
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communications of the University of Cincinnati Academic Health Center. With 25 years expe-
rience in academic medicine communications, he previously served as associate director of the
Medical Center News Office at Duke University Medical Center & Health System in Durham,
North Carolina, and associate director of public relations at Albany Medical Center in Albany,
New York. Mr. Puff also has worked as a newspaper reporter for two upstate New York dailies
and in the publishing industry, producing numerous baseball titles.

Mr. Puff was a key member of the team that coordinated communications efforts following a
heart/lung transplant mismatch at Duke in February 2003, which resulted in international news
coverage. For those efforts, he and his colleagues were named winners of the 2004 PR NEWS
Platinum PR Award in the Crisis Management category and finalists in the Media Relations
category. The communications team also received an Award of Excellence from the Association
of American Medical Colleges (AAMC) and an Innovation Honorable Mention Award for Crisis
Communications from the Public Relations Society of America (PRSA) Health Academy.

An active member of the Association of American Medical Colleges (AAMC), Mr. Puff has
served on the steering committee of the AAMC Group on Institutional Advancement and has
been a judge for the group’s annual communications awards competition.

A graduate of Utica College of Syracuse University with a degree in public relations and jour-
nalism, Mr. Puff has also pursued graduate studies at Rensselaer Polytechnic Institute in Troy,

New York.

Kathleen Donohue Rennie

Kathleen Donohue Rennie is a partner in the McGraw Group, an integrated marketing commu-
nications firm based in Morristown, New Jersey. Dr. Rennie specializes in integrated marketing
communications strategy, media relations, and editorial services. She researches, writes, and
edits press materials, Web sites, annual reports, newsletters, video scripts, corporate presenta-
tions, e-communication, and more. She has taught public relations, advertising, and writing at
the undergraduate and graduate levels. Dr. Rennie has a Master of Arts degree in corporate and
public communications and is an accredited public relations counselor. Dr. Rennie holds a PhD
and wrote her dissertation on crisis communication.

Elizabeth Sell

Elizabeth Sell is Director of Communications, Direct to Consumer and Product Group at Aetna,
where she has worked since 1997. She spent two years at public relations agencies prior to
joining Aetna.

Lisa M. Tate
Lisa M. Tate has enjoyed a career of more than 25 years in public affairs, healthcare advo-
cacy, and non-profit management. Since being appointed CEO of WomenHeart: the National
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Coalition for Women with Heart Disease in 2007, she has lead the organization’s re-branding,
increased revenue by one-third, tripled the number of community-based patient support
networks in operation, doubled membership bringing it to 40,000, and increased volunteer
engagement and satisfaction—the key to WomenHeart’s success.

Prior to joining WomenHeart, Lisa served as Vice President, Public Affairs for the National
Association of Children’s Hospitals and Related Institutions. In this role she directed the asso-
ciation’s communications, public relations, grassroots, and child advocacy programs. During
her tenure, NACHRI’s public affairs programming received distinctions including a Telcon
Award for the Most Outstanding Broadcast for the Public Good, for a National Town Meeting
on Expanding Children’s Health Insurance Coverage, and an award of excellence from the
American Society of Association Executives for advocacy campaigns.

Prior to joining NACHRI, Lisa managed public affairs programs for the American Academy of
Pediatrics and co-founded the national Coalition for America’s Children. Today, Lisa serves
on the board of the Public Affairs Council, the national organization of corporate public
affairs executives. She recently received The First Ladies of Distinction Visionary Award
from the YWCA of Metropolitan Washington, DC She received a degree in journalism from
the University of North Carolina, Chapel Hill and resides on Capitol Hill with her husband,
Ragnar, and two children.

William A. Tatum

William A. Tatum is Director, Constituent Relations and Membership, at Partnership for
Prevention. Prior to coming to Partnership, Mr. Tatum worked as a government relations
assistant at the Alliance for Aging Research. During his tenure at the Alliance, he worked
closely with the government relations manager to analyze data on geriatric policy, long-term
care, and current aging issues. He also served as the National Institutes of Health Task Force
Report copy editor and editor of the 2005 White House Conference on Aging research reso-
lution. Mr. Tatum began his professional career as a lobbyist for the Consortium of Social
Science Association. In this role, he monitored legislation and appropriations for the Centers
for Disease Control and Prevention, Agency for Health Care Research and Quality, Assistant
Secretary for Planning and Evaluation, and the National Institute of Justice. He received a BA
in government and politics from the University of Maryland and an MA in government from
the Johns Hopkins University.

Roba Whitely

Roba Whitely is executive director of Together Rx Access, a program that provides Americans
without prescription drug coverage meaningful savings at the pharmacy counter. Ms. Whitely
has dedicated her life’s work to ensuring that people have access to the best in health care.
Throughout her 25-year career, she has been a powerful advocate for the development and
delivery of innovative healthcare solutions. In July 2004, Ms. Whitely became executive
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director of Together Rx, the nation’s most widely enrolled private prescription savings program
for lower-income Medicare beneficiaries, with nearly 1.5 million cardholders. Together Rx has
helped seniors save more than $700 million on prescription medicines to date. As vice presi-
dent of marketing and communications with the National Council on the Aging, Ms. Whitely
enhanced the organization’s strategic partnerships, healthcare initiatives, and health-focused
media campaigns. Her collaborative efforts with government agencies and other stakeholder
groups increased awareness of key issues linked to aging in America. Prior to joining Together
Rx, Ms. Whitely served as executive director of Project Patient Care. Under her leadership,
Project Patient Care conducted a study on how formulary drug substitutions affect elderly
patient outcomes. Results of this research helped to inform the ongoing debate with providers
and policy makers about this important issue. Ms. Whitely holds a master’s degree in nutrition
science from Drexel University.
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