Talkingpoints
Consumer Awareness Campaign 
Why has AHIMA undertaken its PHR Consumer Awareness Campaign?

AHIMA believes personal health records provide the best opportunity for healthcare consumers to use their own health information to protect the lives and quality of life of themselves and their loved ones.  Patients can only maximize this opportunity if they have readily available complete and unbiased resources that instruct them on how and where to collect, organize, maintain and utilize their health information into a functional comprehensive personal health record.

How is the PHR Consumer Awareness Campaign structured?

The AHIMA Campaign is a three-tiered initiative.  At the base is a national grassroots effort led by Community Education Coordinators (CECs) who are AHIMA member volunteers.  The CECs work with campaign presenters in a local effort of community speaking engagements that promote the benefits of a personal health record.  This effort is supported by AHIMA advocacy outreach to news media, including op-eds, editorial letters and feature news stories in favor of PHRs as a way to promote healthy lifestyles and better healthcare.  The third tier—media awareness—contains TV and radio national public service announcements and a mini-documentary on cable television news networks and local public television stations.

What is the PHR Consumer Awareness Campaign’s timeline?

After its January 28, 2008 kickoff, the AHIMA PHR Consumer Awareness Campaign will run through the end of June at which time it will be evaluated and a determination made on whether or not to continue it through the end of the year.

How is the PHR Consumer Awareness Campaign measured? 

The goal of the AHIMA PHR Consumer Awareness Campaign is to motivate healthcare consumers to visit myPHR.com.  Last year the web site average about 24,000 “hits” per month.  The goal of the Campaign is to increase that traffic by at least 50-percent.

What is the distribution of the AHIMA PHR Campaign’s public service announcements?

AHIMA distributed 250 video-taped public service announcements of 30-seconds, 20-seconds and 10-seconds featuring John Walsh as the PSA spokesperson, to television stations across America, including the four major television networks—ABC, CBS, FOX and NBC.    A total of 450 radio stations received a 60-second version of the PSA that also features Walsh’s voice talent.  Walsh is not a spokesperson for the overall campaign.

How did John Walsh become the PSA spokesperson for the AHIMA PHR Campaign?

While speaking at AHIMA’s 2007 national convention in Philadelphia in October, he applauded the association for taking a stand in resolving the difficulty in information exchange experienced by healthcare institutions.  Afterward he was approached by AHIMA and asked if he would assist us in resolving this problem.  He immediately agreed and made taping the AHIMA public service announcements a priority.

