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Positive stories,  
positive outcomes 

 Why proactively engage with media? 

 Odyssey House media relations strategy 

 Preparing for media liaison 

 Working with the media 

 Measuring success 

 Our results 

 Q&A 



Why engage with the media? 

Odyssey House’s vision: 

To save and improve the lives of people 
dependent on alcohol and other drugs 

…people like Stephen: 

 

 

 

 



Stephen’s story, Studio 10 



Why engage with the media? 

 To achieve our vision of helping people we 
need to promote: 

 Awareness of our services 

 Positive reputation among potential clients, 
referrers, donors, funding bodies 

 Appreciation that TC rehab delivers outcomes 

 Supportive public environment for: 

 TCs (“social licence”, goodwill) 

 Clients (foster access and recovery) 

 

 



Why engage with the media? 

 TCs have many positive stories to tell, but we 
need people to hear them, to be moved to: 
 THINK positively about us 

 FEEL AOD rehab is worthwhile 

 DO something positive (or at least not criticise)  
e.g. fund, donate, refer, seek help, tell others, 
support people in recovery  

 Fostering positive media coverage (and 
limiting negative media) helps communicate 
our stories, successes, issues; overcome 
misconceptions 

 

 



Long-term media relations campaign 

Odyssey House’s media relations strategy: 

 Promote client success stories and good 
news, emphasising the human side of AOD 

 Position CEO as an AOD expert, face of the 
Odyssey House ‘brand’ 

 Emphasise positive key messages about 
treatment, dependence, funding ROI 



Preparing for media liaison 

 Research and get to know your media  

 Develop internal media liaison protocols 
 Select appropriate spokesperson/s:  

articulate, credible, knowledgeable, available 

 Process for handling media enquiries 

 Guidelines for assessing media opportunities 

 Prepare key messages, ‘must says’: e.g.   
 Two-thirds of a sample of Odyssey House clients were 

drug-free three years after completing treatment, 
according to the National Drug and Alcohol Research 
Centre’s ‘Australian Treatment Outcome Study’ 

 



Preparing for media liaison 

 Develop guidelines for client media 
involvement 

 Privacy 

 Ensuring informed consent 

 Support before, during and after interviews 

 Consider possible issues/risks to reputation 

 Take action to address if necessary (issues mgmt) 

 Prepare just-in-case media responses 

 

 



Working with the media 

 Proactive media contact/releases 
 Events e.g. fundraising activities, open day 

 Achievements/news e.g. grants, awards 

 Client stories 

   TIP: “Package” stories to increase media take-up 
 Newsworthy information 

 Authoritative spokesperson 

 Latest data, statistics 

 Compelling quotes/key messages 

 Client story to emphasise impact, positive 
outcomes 



Working with the media 

 Foster media relationships to become a 
valued source of information and stories 

 Regular media communication 

 Backgrounders e.g. What is a TC? 

 Newsletters 

 Website news/comment 

 Site tours, meet-and-greets for key media 

 Be available for interview, expert opinion, 
commentary on ‘news of the day’  



Local media coverage   

  





  

  



The Daily Telegraph 



  

MindFood 



‘News of the day’ commentary  

“Experts say there has been a nationwide spike in the use of the drug ice, 

which is in the spotlight following the arrest of the youngest daughter of 

Neville Wran, former NSW Premier, for a murder charge. James Pitts, head 

of rehabilitation service Odyssey House, has stopped short of calling of it a 

pandemic but says there has been a significant increase in users.” 



Annual report news 

 

7.30 
 

http://www.abc.net.au/7.30/content/2013/s3916740.htm


Measuring our success 

 Monitor media coverage (‘outputs’) 
 Media content analysis 

 Number of media items mentioning Odyssey House 
 Number of readers/viewers/listeners  

i.e. ‘opportunity to see/hear’ coverage 
 Impact rating for tone, size, quality, key messages, etc 
 Type of media items, main topic, who is quoted 

 Benchmark and set objectives  
 evaluate success over time 

 Analyse re key learnings for PR campaign  
 Track ‘outtakes’ (i.e. what people do as a result) 

 e.g. enquiries, website visits, donations 

 



Our media coverage results 

      

 

 

 

2005 

28 media items about or including Odyssey House 

10.9 million reach (opportunities to see/hear 
coverage about Odyssey House) 

2014 
362 media items 
24.5 million reach 
Average impact 4.3/5 
 



  

    

Odyssey House 
comment: 114 
items (32%) 

Odyssey House 
story:  

222 items 
(61%) 

Odyssey House 
mention: 

26 items (7%) 

Extent of Odyssey House focus in media coverage 
2013-2014 

82% of coverage 

included an interview 

with or quotes from 

CEO James Pitts 
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Our media outcomes 

 Key messages re dependence + treatment + funding 

 Increased media coverage: quantity and 
quality/impact  

 AOD news + more ‘good news’ on client stories and 
treatment outcomes 

 Positive media relationships 
 CEO a regular media commentator 

 Media contact us for info, interviews; ask to be on 
distribution lists 

 Local media are supportive 

 Strong support base, continued funding, rehab 
increasingly part of the ‘conversation’ 



Key insights/learnings 

 Prepare well to ease the process, manage 
risk, communicate effectively 

 Leverage media interest in AOD to spread 
your/TC messages and positive outcomes 

 Be persistent with media but not pushy 

 Engage your local media in particular 

 Be available to media and willing to consider 
opportunities to present positive stories 



Persuade with fact…  
motivate with emotion 

    



Positive stories,  
positive outcomes 

 Questions? 

 Your stories? 

 

 
 

 

 

 

James A Pitts, Odyssey House, james@odysseyhouse.com.au 

Carol Moore, Moore Public Relations, carolmoore@moorepr.com.au 


