
/
Public Health 
and the Media

Kristi Evans, NMU News Director



Public Health
 Advocacy

 Publicity

 Proactive

 Reactive



COVID-19



Newhart 



Media Coverage Benefits

 Free

 Boosts name recognition 

 Expands audience 

 Complements ads/self-generated content 

 Enhances credibility

 Targets information sources customers rely on

 Maximizes local coverage. 



Drawbacks

 No control over final product

 No guarantees of  coverage (at media’s 

discretion)

 Need to know what’s newsworthy and 

how to frame a pitch.



Newsworthy Qualities

 Timeliness: 
 Calendar

 Proximity

 Impact

 Human Interest

 Practical Implications

 Localized

 Prominence

 Tragedy

 Controversy

 Shock Value/Off  the Wall

AUDIENCE
-WIIFM (What’s In It for Me?)

-Why Should I Care?

https://www.cashort.com/blog/2022-healthcare-awareness-recognition-calendar


Making “the Pitch”

 Right timing 

 Right medium/media 

 Right person at each outlet

 Right contact method

 Brief: start with most newsworthy aspect

 Make sure others at dept. aware/on same page



Press Releases
 Start Strong: Grab Attention

 Stick to the facts

 Concise

 Illustrate with examples,                                           

if  possible

 Answer 5 Ws: who, what,                                      

when, where, why (perhaps how, if  appropriate)



When the Media Call

 Respond ASAP

 Verify story “angle”

 If  localizing a national story/outside 
report, ask to see it

 Develop key messages

 Anticipate some likely questions (5Ws 
and beyond)







 https://www.youtube.com/watch?v=5DlPpi0yuqI



Key Messages
 Consider the audience (WIIFM)

 Short and specific (10-15-second sound bite)

 Positive and impactful

 Substance to back them up (stats, etc.)



The Real Interview
 Concise, conversational

 Stay within area of  expertise

 It’s okay to not know

 Be truthful at all costs…even if  

it hurts. 

 Key messages: bridging, 

repetition, summary statement

 Use caution with comments 

outside “formal” interview

 Don’t feel pressured to fill 

“dead air”

 Avoid “No comment” or “Off  

the record”

 Clarify questions, if  necessary

 Don’t lose cool

 Don’t request or expect a 

review

 If  complicated, 

fact/background sheet? 

https://www.youtube.com/watch?v=cvvAvh9e3uM


Medium-Specific Tips



Negative News





Negative News
 Planning/preparation

 Open/honest

 Know the facts and stick to them

 Prompt/frequent updates

 If  you can’t share information, say why and assure 
media you will at first opportunity

 Listen to the public

 Express Concern/Caring; Don’t be Defensive



Crisis Communications
Bad Examples

 4 Ds: denial, defensive, deflect, disconnect

 BP: Deepwater Horizon oil spill in Gulf  of  Mexico

 Boeing: 737 Max



Crisis Communications
Best Practices



Social Media

https://www.facebook.com/uppermichiganssource/posts/pfbid0QdTixjjkLCeZdNbr7nNRkPmX6GLLP88v1eYBRcSsaCj1SvTF3AwdvjH1rtR761AJl


Social Media
 Timely updates

 Provides unfiltered, accurate information

 Engages the public with your organization

 Gauges awareness and reactions to official health 

communications

 Counters misinformation on social media and 

traditional media



Advocacy
Covid challenging, but shows importance/value of  public health 

agencies

 Identify opportunity or 

challenge

 Determine audiences and 

what they perceive/know

 Map out objectives

 Define/refine message 

points

 Determine best 

communication pathway(s)

 Timeline and responsible 

personnel

 Evaluate: objectives 

achieved?



Mock Interview Subjects
 Covid/children’s 

vaccines 

(Beyond MI)

 Youth suicide

 Formula 

Shortage

https://www.floridahealth.gov/newsroom/2022/06/20220617-provider-alert-pediatric-covid-19-vaccines.prArticle.html

