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Press Outreach

We were prepared
We are the experts
We are a team

 News coverage highlights

https://youtu.be/s4HBfSvEiF4


Press Coverage, June 12 - 15

 Print & Online (VOCUS)
 2,804 company mentions
 Total Circulation (Print)

 7,590,858
 Total Unique Visitors (Online)

 5,827,713,960

 Television (TV Eyes)
 835 hits

 Total Audience
 20,829,804



OH Facebook – Likes
May 29 – Jun 25, 2016 (2 Weeks Pre / 3 Weeks Post Pulse tragedy)

35

66 88 

3,093 

353 

1,986 

568 

 -

 500

 1,000

 1,500

 2,000

 2,500

 3,000

 3,500

5/29-6/4 6/5-6/11 6/12-6/19 6/20-6/26 6/27-7/3 7/4-7/11



OH Facebook – Video Views
May 29 – Jun 25, 2016 (2 Weeks Pre / 3 Weeks Post Pulse tragedy)
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We added  2,906 users in 
all of 2015!

In one week, we added 
1,757 more users than 
we did in all of 2015!

OH Twitter– Followers
May 29 – Jun 25, 2016 (2 Weeks Pre / 3 Weeks Post Pulse tragedy)
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OH.com Pageviews
May 29 – Jun 25, 2016 (2 Weeks Pre / 2 Weeks Post Pulse tragedy)
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6/12 – 6/18
+118% Pageviews
+ 95% Users
+15% Pages / Session



105,261 
77,624 

241,419 

163,290 
124,692 

420,069 

 -
 50,000

 100,000
 150,000
 200,000
 250,000
 300,000
 350,000
 400,000
 450,000
 500,000

Sessions Users Pageviews

5/29-6/11 6/12-6/25

OH.com Web Utilization
May 29 – Jun 25, 2016 (2 Weeks Pre / Post Pulse tragedy)
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+55%
+61%

+74%
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Google Web Search
June – July 2016



Tips & Lessons Learned

 Preparation is key
 Crisis Communication Plan



Tips & Lessons Learned

 Crisis Communication Team 



Tips & Lessons Learned

 Compassion Statement “puzzle”



Tips & Lessons Learned

 What Worked Well
 Mediarelations@orlandohealth.com
 Studio
 Security
 Video & still photo vendors
 Doctors as spokespeople

mailto:Mediarelations@orlandohealth.com


Tips & Lessons Learned

 Areas of Opportunity
 Emergency notification system
 Family/friends assistance centers & who handles
 Personal social sites of employees, doctors, nurses, etc.
 Get extra help sooner, rather than later
 Elected officials



Final Thoughts

 Team
 Divide labor

 One person liaison with patients
 One person create master schedule of interviews
 One person create master press list
 One person take care of the team

 Media Relations
 Decide what level of media will be your focus

 Locals & nationals
 Social media

 USE IT! & direct press to those sites
 Social media/media relations/internal communication 

teams joined at the hip








	Orlando Health Response to the Pulse Nightclub Tragedy
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Press Outreach
	Press Coverage, June 12 - 15
	OH Facebook – Likes�May 29 – Jun 25, 2016 (2 Weeks Pre / 3 Weeks Post Pulse tragedy)
	OH Facebook – Video Views�May 29 – Jun 25, 2016 (2 Weeks Pre / 3 Weeks Post Pulse tragedy)
	OH Twitter– Followers�May 29 – Jun 25, 2016 (2 Weeks Pre / 3 Weeks Post Pulse tragedy)
	OH.com Pageviews�May 29 – Jun 25, 2016 (2 Weeks Pre / 2 Weeks Post Pulse tragedy)
	OH.com Web Utilization�May 29 – Jun 25, 2016 (2 Weeks Pre / Post Pulse tragedy)
	Google Web Search�June – July 2016
	Tips & Lessons Learned
	Tips & Lessons Learned
	Tips & Lessons Learned
	Tips & Lessons Learned
	Tips & Lessons Learned
	Final Thoughts
	Slide Number 47
	Slide Number 48
	Slide Number 49

