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State and federal health care and regulatory laws are complex and  

continue to evolve. For our voice to be heard, Healthcare Districts must 

demonstrate their value and educate elected representatives about the 

important resources and services they provide to support the health and 

wellbeing of the local community. 

Fortunately, there is strength in numbers and knowledge. ACHD member 

Districts represent more than 35,000 employees and serve more than two 

million patients and individuals each year. Organizing these constituents 

to communicate their support for policies and regulations that benefit 

Healthcare Districts will get the attention of state legislators, the media 

and other key influencers. By building an extensive statewide grassroots 

advocacy network, Healthcare Districts can be involved in policy decisions 

that shape the future. 

Now is the time to engage in an organized grassroots program.  

The more registered voters we can involve in a  

given legislative district, the more political  

influence Healthcare Districts can  

wield in Sacramento. 

Demonstrating Value;  
Ensuring Healthy Communities 
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HOW A BILL BECOMES LAW
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HOW TO USE THIS GUIDE
This Guidebook serves as a resource for developing impactful 

grassroots outreach, media relations and legislative advocacy 

campaigns – each section provides overviews, checklists and 

templates to help ensure your District’s success. 

The Grassroots Outreach section outlines how to rally your 

community to positively influence your elected officials. This can 

be achieved through various efforts, such as town hall meetings, 

information booths at high-traffic events and directly reaching out  

to key District organizations to build a groundswell of support.

The Media Relations section offers best practices for identifying 

and building relationships with your District’s influential press 

contacts, selecting a spokesperson and conducting media interviews. 

Additionally included are templates for press releases, media alerts 

and letters-to-the-editor to streamline effective communication with 

key audiences and stakeholders. 

Finally, the Legislative Advocacy section addresses how to build 

or improve productive relationships with your District’s legislative 

representatives. It includes helpful guidelines for reaching out to 

legislators and their staff via written letters, phone and email, and 

how to participate in a successful face-to-face meeting. 

If you have a question that is not answered in the subsequent 
pages, please don’t hesitate to contact the ACHD Legislative Team. 
Complete contact details are listed on the final page of this guide. 



6

ORGANIZING A TOWN HALL MEETING
One of the most effective and underutilized ways to communicate directly with 

elected officials is to organize a town hall meeting. A town hall meeting is a large 

public forum where constituents and elected officials gather to voice their views  

on positions and important matters that impact their community.

GRASSROOTS OUTREACH 

 ➔ Select a date and time for your 

event; typically week nights are best 

(Monday- Thursday from 6 – 8 p.m.)

 ➔ Check your community calendar to 

avoid holidays and other events that 

could detract attendance

 ➔ Reserve your space (Your District’s 

Veteran’s hall, community center, 

school or other centrally located 

public venue)

 ➔ Prepare your agenda, opening and 

closing remarks

Below is a step-by-step outline to help plan a successful  
town hall meeting in your community:

Initial Preparation

 ➔ Identify your topic and outline 

how it supports/defeats the goals 

of the Healthcare District and the 

community 

 ➔ Identify credible spokespeople 

who have a particular expertise or 

viewpoint to share; this can include 

someone from the Healthcare District 

and a community member who is 

willing to share a testimonial that 

demonstrates how the opportunity/

problem will impact the community

 ➔ Identify a neutral, third-party 

moderator who is well versed 

on the topic and can facilitate a 

healthy discussion; the moderator 

should ensure all voices are heard, 

while maintaining a respectful and 

professional environment



7

Invitations and Promotion

 ➔ Send formal invitations to elected 

officials, community residents and 

businesses three weeks prior to  

your event

 ● Submit information to the 

Calendar of Events section of your 

daily/community newspapers and 

local TV/radio stations, as well as 

websites and newsletters for your 

local chamber of commerce and 

any stakeholder organizations

 ● Submissions should be sent three 

to four weeks prior to your event; 

don’t forget to list the event on 

your own website and newsletter

 ➔ Prepare a press release or media 

advisory (refer to the 'Media 

Relations' section of this guide or 

contact ACHD at 916-266-5200  

or advocacy@achd.org)

 ➔ Place flyers and posters in 

establishments with high foot 

traffic throughout your community, 

including Healthcare District 

facilities, city and county bulletin 

boards, etc.

 ➔ If the District utilizes Facebook, 

create a Facebook event to share  

with your followers

 ➔ If you have an existing Twitter 

channel, you can also promote the 

event through that medium

GRASSROOTS OUTREACH 

TOWN HALL TIPS
 ➔ Promote the event to key 

stakeholders and the general 

public well in advance

 ➔ Clearly communicate how 

the issue will benefit the 

community

 ➔ Encourage a healthy, respectful 

conversation from all positions

 ➔ Keep your audience engaged; 

follow up with next steps and 

significant outcomes

Event Set Up

 ➔ Coordinate with the venue or an 

outside audio/visual vendor in 

advance to secure a microphone 

for the moderator and speakers, 

portable microphones for attendees 

who want to ask questions, as well as 

a laptop, projector and screen for any 

PowerPoint presentations or videos

 ➔ Set up a registration table and sign-in 

sheet at the front door; collect the 

name, mailing address, email address 

and phone number (optional) for all 

attendees for updates and follow up

 ● Provide name tags for all attendees 

at the registration table

 ● Make handouts, packets or 

background information available 

at the registration table

mailto:advocacy%40achd.org?subject=
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Event Set Up (continued)

 ➔ Provide a table or podium at the  

front of the room for speakers

 ➔ Arrange seating with a clear view  

of the moderator and speakers

 ➔ Place visible signage outside the 

venue and at the entrance of the 

room to guide attendees; you may 

also want to include signage at the 

registration table and podium

 ➔ Set up a refreshment table at the 

back of the room, including water, 

juice, coffee and light snacks

 ➔ Take photos throughout the event 

and secure the appropriate written 

permissions to post them across 

your channels, including your Web 

and Facebook pages, Twitter handle, 

newsletters, etc. 

 ● Post images as quickly as possible, 

to ensure they’re timely; include 

captions to clearly document the 

people in the photo and the event 

Immediately Prior to Presentation 

 ➔ Introduce yourself in advance to 

elected officials, staff members and 

media members that attend; offer to 

provide one-on-one briefings after 

the meeting

 ➔ Designate a staff member to take 

notes and capture comments 

throughout the meeting

GRASSROOTS OUTREACH 

Presentation 

 ➔ State your issue clearly

 ➔ When possible, tell a personal story 

that the community can identify with

 ➔ Provide numbers and statistics that 

support the point you are making –  

the number of patients and/or clients 

served each year, the number of 

people employed by your District, 

the annual revenue of your District or 

facility and the return on investment; 

this information will be interesting 

to elected officials, the media and 

attendees in general

 ➔ Always remain respectful, polite 

and professional to everyone in 

attendance; if someone disagrees with 

you, it is important to acknowledge 

their point and restate your goals and 

any positive impact on the community

 ➔ Ask questions to engage attendees; 

what do they think an important goal 

or outcome should be?

 ➔ Be sure to recap any follow up or 

action that is required of you, the 

elected officials or the community 

members in attendance

 ➔ Offer to send notes from the meeting 

to attendees or post them on your 

website (as appropriate)



9

GRASSROOTS OUTREACH 

INFORMATION BOOTHS
One way to engage the community on a particular issue is to set up an information 

booth at a high-traffic public event or venue. Make sure your booth is staffed by 

knowledgeable representatives from the Healthcare District. An ACHD Legislative 

Team member may be available to help staff the booth and/or help answer questions.

The following are helpful tips to get you started:

 ➔ Invite local media outlets to come 

by the booth or offer a one-on-one 

briefing at their convenience (refer  

to the ‘Media Relations’ section of 

this guide or visit ACHD’s website  

at www.achd.org)

 ➔ Highlight the services provided 

that benefit the community; be 

sure to reference significant data 

or statistics, including the number 

of patients treated each year, the 

number of people employed by the 

District, the annual revenue of the 

District or facility and the return  

on investment

 ➔ Be sure to document any presence 

at local events by taking pictures and 

posting to social media channels  

(if your District utilizes them)

 ➔ Target health fairs, community fairs, 

festivals and even farmers’ markets 

where attendees are likely to be 

interested in community health 

services; you might also consider 

lobbies of District Hospitals and 

medical facilities

 ➔ Get approval from event sponsors or 

facility managers in advance

Invite local media outlets  

to come by the booth or  

offer a one-on-one briefing  

at their convenience

www.achd.org
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GRASSROOTS OUTREACH 

RALLYING THE VOICE OF YOUR COMMUNITY
There is power in numbers! When legislators receive hundreds of letters and emails 

from registered voters, major businesses and organizations in their districts, they 

are very likely to listen. This focused, passionate action has a significant influence 

on how legislators vote on an issue.

To get the attention of an elected 

official on a particular issue, and to 

demonstrate that you have broad 

support from your community, the 

District should build a contact list of 

the major organizations in your area. 

Start by making a list of the people, 

businesses and organizations that 

regularly support the District. Expand 

the list by considering who is most 

impacted by your District. To help, 

consult the member roster of your 

local chamber of commerce. You 

can also check the “Book of Lists” 

published annually by local business 

journals and conduct an online 

search. In particular, focus on 

organizations that may have 

a common interest in the 

issues or concerns of  

your District.

The District should build a contact  

list of the major organizations  

in your area.
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GRASSROOTS OUTREACH 

You will then need to make contact with 

the leadership of these organizations to 

enlist their support. Include the following:

 ➔ Auxiliaries, nonprofit groups, 

community volunteers, foundations

 ➔ District employees

 ➔ Local elected officials (city councils 

and county supervisors) 

 ➔ Chambers of commerce

 ➔ Schools and PTAs

 ➔ Local media outlets (newspapers, 

radio and TV stations)

 ➔ Fire and police departments/public 

service entities

 ➔ Neighborhood businesses and 

retailers (real estate, homebuilders, 

auto and mechanic shops, grocery 

outlets, post offices, pharmacies, 

drug stores, etc.)

 ➔ Religious community leaders

 ➔ Medical and dental associations, 

including board members

Leveraging social media can be 

especially impactful when trying 

to build community support. Find 

sites and channels where your 

elected officials and advocates 

already gather or follow (Facebook, 

Twitter, forums, wikis, etc.). 

Engage with your representatives 

on those channels and encourage 

your advocates to engage as well. 

Include the call to action and 

rationale – don’t forget to link back 

to your website, social channels or 

supporting assets. Also encourage 

site visitors to like and share your 

posts to help spread the word! 
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BEST PRACTICES 
Nurturing relationships with journalists and bloggers is critical to a successful 

media strategy. Remaining in regular contact with local press who cover health-

related issues will ensure your District remains top-of-mind and boost the 

likelihood of a reporter proactively reaching out for an applicable article. 

MEDIA RELATIONS

Below are several best practices for media relations:

Develop an Outreach List 

 ➔ If starting from scratch, conduct a 

search for news about your District, 

local health organizations, healthcare 

reform and other relevant topics – 

this exercise will identify the press 

that likely should be engaged 

 ● In some cases, event-specific 

lists may need to be created (for 

example, an immunization clinic 

may be better publicized in the 

community events section rather 

than a mention in a health-

focused article)

 ➔ Refresh lists regularly and make a 

point to follow reporters’ coverage so 

you know what they’re interested  

in and most likely to report on

Designate a Spokesperson

 ➔ Leverage the same spokesperson 

as often as possible to create 

consistency and cultivate credibility

 ➔ While spokespeople are often 

executives, that’s not a requirement –  

having a deep understanding of 

the District’s messaging and point 

of view on relevant topics is more 

important than title

 ➔ Contact ACHD if interested in formal 

media training for your District’s 

spokespeople
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MEDIA RELATIONS

INTERVIEW TIPS
 ➔ Think before speaking – ensure 

your District will be comfortable 

with the comments appearing in 

print or on the air

 ➔ Use professional language at all 

times; avoid jargon or acronyms 

 ➔ Respond briefly and in complete 

thoughts – this helps the 

reporter draft direct quotes

 ➔ Don’t be afraid to say “I don’t 

know;” simply offer to follow up 

with additional information 

 ➔ Avoid discussing opponents but, 

if prompted, be sure to address 

their arguments – not their 

character

 ➔ Reiterate key messages 

frequently to ensure retention 

Focus on News

 ➔ The information presented to the 

media should be new, notable and 

relevant to a large audience of 

readers; if it’s only of interest to 

a small subset of people, such as 

District employees or healthcare 

reform advocates, reporters will 

likely decline to cover the news 

 ➔ Human interest stories are usually well 

received by local media; encourage 

employees, staff and volunteers to 

suggest potential advocates who have 

a unique story to tell 

Develop Strong Pitches 

 ➔ Be sure to highlight how the news will 

impact the District and community, 

and if prominent figures are involved

 ➔ If highlighting an advocate, ensure 

their personal story of struggle, 

triumph or justice is clearly 

articulated 

 ➔ If pitching a patient or client, secure 

signed permission before outreach 

begins to avoid privacy concerns

Formal Announcements

 ➔ When making a newsworthy 

announcement or planning a public 

event, a formal press release or media 

advisory can be distributed to all 

newspapers, TV and radio stations in 

your area; please refer to the templates 

on the subsequent pages 

 ● Be sure to promote announcements 

and positive news coverage via 

your social media channels

 ➔ Contact ACHD for additional 

resources to help you develop a  

press release or media alert
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MEDIA RELATIONS

PRESS RELEASE TEMPLATE

Media Contact: FOR IMMEDIATE RELEASE 

[Name]  

[Title]  

[Phone]  

[Email]

HEADLINE - WHAT RELEASE IS ABOUT (BOLD, CENTERED, ALL CAPS) 

Subhead highlighting key supporting points (italics, centered, no caps other than first word)

DATELINE (e.g. SACRAMENTO, Calif.) – The lead paragraph should include  

the most important facts in the story. As a best practice, write your press release 

first then come back and develop the opening paragraph as a summary of the 

release. Establish a news hook to get your audience interested in reading the 

following content. 

“Introduce key players early in the release by including a compelling quote  

that highlights the importance of the news or event,” said lead spokesperson,  

title. “Quotes should be written as they would be said, in a conversational  

tone. Avoid saying that the quoted spokesperson is proud or excited  

about the announcement as it goes without saying and is considering  

‘marketing speak.’” 

Supporting paragraphs should explain the purpose or goal of the announcement 

and highlight the target audiences (who will benefit from or be impacted by the 

news). Critical dates and details should be outlined, either in paragraph form  

or in bullets. They should also include hyperlinks where readers can find 

additional information. 
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MEDIA RELATIONS

Throughout a release, sentences should be short, punctuated simply and easy to 

understand. A detailed review and fact check is critical. Another best practice is to 

read a release aloud to ensure it is error free and that all sentences are digestible. 

A sentence likely should be revised if it is difficult to read. Lastly, it's a good idea to 

have a colleague review the release before issuing it to press or via a wire service. 

“Consider including a quote from ACHD or a relevant partner, depending on the 

overall content,” said supporting spokesperson. “These types of quotes often lend 

third-party validation.” 

Name of Issuing Organization 

Press releases are typically concluded by a boilerplate – a concise description of the 

issuing company, including details such as its services, type of business, market, 

number of employees, history and headquarter location. 

EXAMPLE BOILERPLATE – Association of California Health Districts  

The Association of California Healthcare Districts is the industry association for 

Healthcare Districts providing hospital care, skilled nursing care, ambulatory 

services, clinics, and diverse health and wellness services in their communities. 

ACHD provides leadership education, operations and communication support to 

District Members, and is a principal legislative advocate for the needs of public 

health care and medically underserved populations throughout California.

###

PRESS RELEASE TEMPLATE
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MEDIA RELATIONS

MEDIA ADVISORY TEMPLATE

Media Contact: 

[Name] 

[Title] 

[Phone] 

[Email]

HEADLINE – WHAT ADVISORY IS ABOUT (BOLD, CENTERED, ALL CAPS) 

Subhead highlighting key supporting points (italics, centered, no caps other than first word)

DATELINE (e.g. SACRAMENTO, Calif.) – The summary paragraph should include the 

most important facts about the event, announcement or topic you’d like to create 

awareness of. Establish a news hook to get your audience interested in reading the 

following content. 

WHO: [Insert name of organization and any specific speakers or  

representatives available]

WHAT: [Insert brief description of the event or announcement]

WHY: [Insert reason for why event or announcement is important, and what  

benefit it provides]

WHEN: [Insert time and date of announcement or timeline of event]

WHERE: [Insert address and any specific directions to ensure media can locate  

the event or more information; also include any available website links with 

additional information here or in the “WHAT” section, depending on context]

VISUALS/ADDITIONAL INFORMATION: [Insert any details on interesting 

activities or significant announcements taking place that would interest news 

stations to send a crew to capture live shots or interviews]
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MEDIA RELATIONS

WRITING LETTERS TO THE EDITOR
Letters-to-the-editor (LTEs) are among the most widely read features in any newspaper 

or magazine. They allow the author to respond to a recently published article –  

either positively or critically – and simultaneously reach the outlet’s audience.  

Similar to op-eds, you must also follow the outlet’s LTE submission guidelines.

Helpful hints for writing LTEs include:
 ➔ Be brief – limit the letter to  

150-200 words

 ● It’s best to check a newspaper’s 

submission guidelines to ensure 

the submission meets specified 

criteria 

 ➔ Be timely; respond to an article 

within two to three days of its 

publication

 ➔ Cite the article you’re responding to

 ➔ Make one clear argument and be 

specific – the letter should be in favor 

or critical of a particular position 

taken by the paper or described in 

the article

 ➔ Make it local

 ➔ Include your contact information 

(phone number, mailing address and 

email address); depending on the 

outlet’s LTE policy, 

it may or may not 

be included

SAMPLE FORMAT

Dear editor, 

[Name the article that you are 

responding to by title, author and 

date. State the problem/topic and 

why you are personally concerned. 

Describe the problem in a way that 

makes it more real for the reader 

and offer your solution or differing 

opinion. Clearly articulate your call to 

action, using names if applicable.]

Sincerely, 

[Name, Title] 

[Phone number] 

[Email address] 

[Mailing address] 

[City, State & Zip]
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MEDIA RELATIONS

INFORMATION MATERIALS 
A clear and concise message 

is critical in gaining support 

for your issue. Always provide 

your target audience – including 

elected officials, the media and 

community members – with 

information that is well organized 

and provides relevant details that 

matter specifically to them. The 

information you provide should 

allow for an understanding of the 

rationale behind your position and 

the implications of not addressing 

the issue as you suggest. 

As often as possible, communicate the 

impact on people in the community.  

People care about issues that they can 

personally relate to and legislators are 

compelled by issues that impact the 

people in their district. 

An information kit may include  
the following items:

 ➔ Press release

 ➔ Fact sheet

 ➔ Data and information relative to  

local impact

 ➔ Talking points for speakers

 ➔ Question & answer sheets 

 ➔ Copies of legislation, as applicable

 ➔ Relevant news coverage from 

newspapers and online sources

 ➔ Letters of support and endorsement 

from local government

 ➔ Contact information for your District

 ➔ Contact information for ACHD

The ACHD Legislative Outreach Toolkit 

includes a comprehensive template that 

can be easily customized for your District. 

Contact the ACHD Legislative Team for  

more information. 
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LEGISLATIVE ADVOCACY 

BEST PRACTICES 
Successful legislative advocacy is largely driven by relationships.  

Below is a helpful guide for building or improving relationships with  

your legislative representatives. 

Conduct Research 

 ➔ Familiarize yourself with your local 

elected officials, state legislators 

and the issues they care about; if 

you’re unsure who your Senator 

and Assemblymember are, visit 

findyourrep.legislature.ca.gov, 

which is searchable by address, 

district and party affiliation

 ➔ Acquaint yourself with the legislative 

process by visiting the chief clerk’s 

website at clerk.assembly.ca.gov, 

which features a succinct overview

Prioritize

 ➔ Select one issue to advocate at 

a time, even if your District has 

multiple priorities

Ensure Effective Outreach 

 ➔ Reach out before the legislature 

takes action on the issue you hope to 

influence; following up after the fact 

is rarely fruitful

 ➔ Establish your relevance by clearly 

articulating how you think the issue 

you are presenting will impact your 

legislator’s district or the state

 ➔ Be concise yet specific – ensure 

your call to action is impactful and 

directly relates to your position; 

examples of a call to action include 

proposing legislation, voting “aye” or 

“no” on existing legislation or writing 

a letter of support (or a rebuttal, as 

appropriate)

 ➔ Be polite, even if you disagree with 

your legislator’s opinions

findyourrep.legislature.ca.gov
clerk.assembly.ca.gov
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LEGISLATIVE ADVOCACY 

Manage Expectations 

 ➔ Be patient – legislators receive 

hundreds of requests per  

day making it difficult to 

immediately reply

 ➔ Establish when and how  

you plan to follow up; this  

is an effective tactic to help  

the legislator prioritize  

your request

Become a Trusted Resource 

 ➔ Offer yourself as a resource  

and make yourself available 

should you be contacted

 ➔ Avoid making promises –  

but if you do, keep them

 ➔ Never speak poorly of those  

with opposing views as it will 

detract from your credibility 

BEST PRACTICES (CONTINUED) OUTREACH METHODS 
By simply having honest conversations 

regarding issues that you and your 

District care about, you can form a 

productive and ongoing relationship 

with your legislators. The most 

effective ways to communicate with 

your legislators include making phone 

calls, writing letters or emails and 

holding face-to-face meetings.

Phone

Initial contact may begin with a phone 

call to a legislator’s scheduler to 

request an opportunity to meet with the 

legislator or the staff member assigned 

to the topic you wish to address. Don’t 

be discouraged if you’re only able to 

meet with staff, as these relationships 

are also very important. If you haven’t 

heard back from the scheduler after five 

business days, consider following up 

with another phone call.

Be patient – legislators  

receive hundreds of requests 

per day making it difficult to 

immediately reply
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LEGISLATIVE  ADVOCACY 

Connect with ACHD’s Legislative 

Team at (916) 266-5200 or 

advocacy@achd.org to discuss the 

call, its outcome and next steps

When calling your legislator (or staff) to discuss your position on a bill: 

 ➔ Detail how many people your District 

represents and what key services 

your District provides

 ➔ If speaking with staff, ask that your 

message be relayed to the legislator

 ➔ Connect with ACHD's Legislative 

Team at (916) 266-5200 or 

advocacy@achd.org to discuss the 

call, its outcome and next steps

 ➔ Identify yourself by name and that 

you are a constituent (you will be 

asked for your address to verify that 

you are a constituent) 

 ➔ Identify the bill by its number  

and author

 ➔ Tactfully ask for the legislator's  

view or position

 ➔ Briefly state your position and the 

action you wish the legislator to take 

(vote “aye” or “no”)

 ● Consider having the three main 

reasons for your position on the bill 

in front of you while on the phone – 

and remember to be concise 

mailto:advocacy%40achd.org?subject=
mailto:advocacy%40achd.org?subject=
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OUTREACH TIP

Always email/fax a copy of your 

letter before you mail it to ensure 

that it is received prior to a 

committee hearing or floor vote.

LEGISLATIVE ADVOCACY 

Letters 

 ➔ Letters remain an effective way to 

capture the attention of legislators. 

Write often! Send a letter to the 

relevant committee members each 

and every time a bill is significantly 

amended or moves to a new 

committee or house

 ➔ Use personal or business letterhead 

with a return address on both the 

letter and envelope

 ➔ Address the legislators properly 

(Assemblymember or Senator)

 ➔ Identify any piece of legislation  

by bill number and author  

(i.e., AB 100, Smith)

 ➔ Each letter should be about a single 

issue or piece of legislation; include 

a brief summary of the issue and 

succinctly outline the key reasons 

they should support or oppose  

the bill

 ➔ Customize your letters and use 

personal examples

 ➔ Try to limit letters to one page

 ➔ Always send a copy of your letter(s) 

to policy committee staff and the 

staff of the committee vice chair

 ● Send letters to committee staff  

no less than seven days prior to 

the hearing

 ➔ Encourage the community and  

your stakeholders to write letters  

to their legislators 

 ➔ Send a copy of your letter and any 

response to ACHD’s Legislative 

Team at 1215 K Street, Suite 2012, 

Sacramento, CA 95814 or email it  

to advocacy@achd.org

 ➔ Also send a thank you note to 

legislators or staff members you  

met with and to the scheduler who 

helped set up the meeting

mailto:advocacy%40achd.org?subject=
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LEGISLATIVE  ADVOCACY 

LETTER TEMPLATE

Print on your personal or business letterhead

[Date] 

The Honorable [Legislator’s Name] 

California State [Senate/Assembly] 

State Capitol, Room [Number]  

Sacramento, CA 95814

Re: [Senate/Assembly] Bill [number] [Author’s last name] – 

[SUPPORT/OPPOSE]

Dear [Senator/Assemblymember] [Last Name]:

I am writing to urge you to vote [“aye’’/ “no’’] on [SB/AB number] when it comes 

before the [Senate/Assembly] [Name of Committee] on [date].

[SB/AB number] will [state the single issue and impact the bill will have on the 

community or your District]. [Customize the letter, including examples of people in the 

community that will be impacted and any specific data that demonstrates an impact to 

the local economy or patient population. Try to keep the letter to one page.]

I urge you to [support/oppose] [SB/AB number].

Thank you for your consideration.

Sincerely,

[Your Name, Title] 

[Your Healthcare District] 

[Address]

cc: [Committee Staff] 

[ACHD Advocacy Staff] 



24

LEGISLATIVE ADVOCACY 

Email

Email is a direct and fast way to  

have your voice heard and it can  

help support other communications 

with legislators. Here are a few tips  

to ensure your email communications 

are effective:

 ➔ Draft a subject line that is direct  

and easily conveys the main point  

of your email

 ➔ Share who you are and what District 

you’re from

 ● Include a brief description of the 

services and population you serve, 

as appropriate

 ➔ When discussing a piece of legislation, 

identify it by number and author

SAMPLE MEETING REQUEST EMAIL

We respectfully request an appointment with you or a member of your staff on  

[day of week], [date].

[State the nature of your visit. If the visit involves discussion of a bill, be sure to 

identify the bill and provide a very brief synopsis]. We would be most interested in 

your thoughts and input on this issue.

We’re happy to work with your office to find a 10-15 minute time block that works 

best with your schedule. [Identify the names/titles of all representatives from your 

District and any partner organizations that will be in attendance.]

Thank you in advance for your consideration. You may contact [name of contact 

person] at [phone number] or by email at [email address] regarding this request.

 ➔ Keep emails concise and to the point

 ● Provide a link to the District 

website where a legislator or staff 

members can learn more 

 ➔ Send email communications to the 

general email of the legislator and 

copy their staff

 ➔ Send follow-up emails to staff or 

legislators as appropriate – be sure to 

thank them following any applicable 

meetings or phone calls

NOTES
 ➔ Most legislators have a generic, 

automatic response message 

that confirms receipt of emails

 ➔ When mailing a letter, it’s best to 

also email an electronic version 

to cover all bases
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LEGISLATIVE  ADVOCACY 

In addition, we recommend conducting 

research about your legislator to better 

understand what motivates them and 

how to get their attention on your issue. 

Areas to look into include: 

 ➔ The areas they represent

 ➔ How they voted on past legislation 

that was important to the District

 ➔ What committees they sit on

 ➔ Any personal background  

(for example, if a legislator was 

previously a doctor or worked  

in the healthcare industry)

 ➔ Any recent quotes or news from your 

local newspaper/news website

 ➔ If they participated in any recent 

community meetings

Face-to-Face Meetings 

Now that you have scheduled a one-

on-one meeting with your legislator (or 

staff), make the most of it. Keep in mind 

that you probably have no more than 

15 minutes to present your issue and 

enlist the legislator's support. Below are 

a few tips: 

 ➔ Confirm your meeting with the 

scheduler in advance 

 ➔ Whenever possible, include a 

concerned constituent or third-party 

stakeholder 

 ➔ Do not be offended if you’re asked 

to meet with staff – they’re often the 

eyes and ears of the legislator

 ➔ Know your issue thoroughly

 ➔ Always open with personal 

introductions

 ➔ State the specific bill number or issue 

and your position

 ➔ Stay focused on your issue and keep 

the discussion factual, not emotional

 ➔ When questioned, be honest – if you 

don't have an answer, say so and 

follow up 

 ➔ Leave behind something tangible 

(information kit, brochure, business 

card, outreach toolkit, etc.) 

 ➔ Follow up with a brief thank you  

note via mail or email

Conduct research about  

your legislator. What 

committees do they sit on?
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Brevity is key  

for social media  

communications.

SOCIAL MEDIA 
You can also engage your elected officials via social media. As a first step, 

determine if your legislators have a presence on Facebook, Twitter, YouTube, 

LinkedIn, etc. and what topics they post about. If a legislator is active online –  

and if you feel comfortable advocating in a public online forum – feel free to 

contact them through those channels. 

Remember, brevity is even 

more important in social media 

communication than in email. Both 

Facebook and Twitter have character 

limits and posting a chain of comments 

to relay your message is discouraged. 

Per the earlier “Rallying the Voice of 

Your Community” section, consider 

encouraging your community 

members and stakeholders to post 

content to your legislator’s page to 

support your position on important 

bills and initiatives. For maximum 

impact, consider coordinating a 

specific time or date that you’d like 

your advocates to rally around. For 

example, provide a template post in 

support or opposition of a bill, and ask 

your community to share or post the 

content on your representative’s  

page on the same day/time.
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MY LEGISLATORS 

To obtain information about your legislators, visit www.asm.ca.gov & www.sen.ca.gov.

DISTRICT:   

PARTY AFFILIATION:   

PHONE:  FAX: 

EMAIL:   

PHONE:  FAX: 

EMAIL:   

PHONE:  FAX: 

EMAIL:   

SENATOR

DISTRICT OFFICE SCHEDULER

CAPITOL OFFICE SCHEDULER 

www.asm.ca.gov
www.sen.ca.gov
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MY LEGISLATORS (CONTINUED)

DISTRICT:   

PARTY AFFILIATION:   

PHONE:  FAX: 

EMAIL:   

ASSEMBLYMEMBER

PHONE:  FAX: 

EMAIL:   

DISTRICT OFFICE SCHEDULER

PHONE:  FAX: 

EMAIL:   

CAPITOL OFFICE SCHEDULER 

Note on Office Hours: 
When talking to a scheduler or staff, you can also ask if your legislator holds any 

normal office hours. It’s common for elected officials to invite the public to visit them 

during a specific time each week, either at their district office or a local business (a 

coffee shop, for example). These office hours are a great opportunity to briefly touch 

base or check in with your representative. If you would like to speak more formally 

about a specific subject, it’s recommended that you schedule a formal meeting. 
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With the majority of Healthcare 

Districts located in rural areas of 

the state, ACHD understands the 

unique challenges of sustaining 

access to healthcare in California’s 

underserved communities. ACHD also 

offers information about topics that 

are important to health care policy, 

providing a library of news, annual 

reports and other information about 

California’s Healthcare Districts.

MISSION STATEMENT:

The Association of California 

Healthcare Districts (ACHD) 

serves the diverse needs of 

California Healthcare Districts 

through advocacy and education.

The Association of California Healthcare Districts is a valuable resource for 

members of the legislature, staff and consultants. ACHD provides current 

information relating to California’s 78 Healthcare Districts – where they are 

located, how they function and the services they provide.

ABOUT ACHD

For additional resources about healthcare 
legislation and advocacy, please visit WWW.ACHD.ORG

www.achd.org
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David McGhee
Chief Executive Officer

Phone: 916-266-5226 

Fax: 916-266-5201 

Email: david.mcghee@achd.org 

Tom Petersen
Executive Director

Phone: 916-266-5210 

Fax: 916-266-5201 

Email: tom.petersen@achd.org 

Specializations:
 ➔ Finance: Reimbursement, Medi-Cal 

& Medicaid, Budget, District Hospital 

Leadership Forum 

Amber Wiley
Senior Legislative Advocate

Phone: 916-266-5207 

Fax: 916-552-7610 

Email: amber.wiley@achd.org

Specializations:
 ➔ Hospitals: Licensing, Seismic, 

Corrections, Peer Review

 ➔ Labor Relations: Human Resources, 

Employment/Labor, Cal/OSHA

 ➔ Local Government: Special Districts, 

Local Taxes, LAFCO, Retirement, 

Elections, Brown Act, Public Works

 ➔ Workers’ Compensation

Sheila Johnston
Legislative Advocate

Phone: 916-266-5208

Fax: 916-552-7610

Email: sheila.johnston@achd.org 

Specializations:
 ➔ Access to Care: MICRA, Workforce/

Education, HPSA, MUA, MUP, 

Telehealth, Rural

 ➔ Clinics: Rural Health Clinics, Skilled 

Nursing Facilities, Dental Clinics

 ➔ Community Health: School Health 

& Nutrition, Preventative Care, 

Elder Care, Mental Health, Disease 

Management, Ambulatory Services

Samantha Cervantes
Legislative Assistant 

Phone: 916-266-5204

Fax: 916-552-7610

Email: samantha.cervantes@achd.org 

YOUR ACHD ADVOCACY TEAM

ABOUT ACHD

mailto:david.mcghee%40achd.org?subject=
mailto:tom.petersen%40achd.org?subject=
mailto:amber.wiley%40achd.org?subject=
mailto:sheila.johnston%40achd.org%20?subject=
mailto:samantha.cervantes%40achd.org?subject=
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Counties represented  
by Healthcare Districts38
Approximately 400 Districts 
Trustees elected statewide400
Healthcare Districts  
operating Hospitals44
Healthcare Districts  
providing health related 
services in their community34

78 California  
Healthcare Districts

HEALTHCARE  
DISTRICTS TODAY

ABOUT ACHD
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