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Agenda

▪About Tampa General

▪Our Approach to Crisis 
Communications

▪External Communications 
Strategy

▪ Internal Communications 
Strategy

▪ Lessons Learned

▪Resources



Learning Objectives

▪Strategic Planning for Crisis 
Communications

▪ The Value of Teamwork

▪ The Importance of Metrics



About Tampa General



Tampa General By the Numbers

15,000+
Team Members & 

Medical Staff

32+ Entities
in Enterprise

$4+                   
Billion

Net Revenue

7 Hospitals
Owned and 
Managed

#1                   
Transplant           

Center
in the country

700+
Residents & 

Fellows

70+
Training 

Programs

150+ 
Locations
Across Florida

1,100+
Clinical Trials

Level 1     
Trauma Center

24th%
In Overall Quality 

(per Vizient 
Rankings)



….And By the Viral AquaFence



Our Approach to Crisis 
Communications



Our Approach to Crisis Communications:

▪ THE PLAYBOOK: A crisis communications plan 
developed to guide communications and media 
relations in the event of a hurricane or other 
natural disaster.

▪ INCLUDES:

▪ Key Objectives

▪ Team Assignments

▪ Spokespersons & Contact Info

▪ Media List

▪ Messaging / Fact Sheet

▪ Best Practices

▪ Strengths and Vulnerabilities 

▪ Vehicles of Communication 

▪ Pre-Drafted Materials & Templates

▪ Holding Statements

▪ Timeline for Distribution



External Communications 

Strategy



External Communications

▪Our strategy

▪Communication channels

▪Media before, during and after the 
storm

▪Earned media results and post-storm 
analysis



▪ Hurricane season press 
conference

▪ Produce assets in advance 

▪ Identify SMEs/backup SMEs

▪ Conduct media training 

▪ Create/offer interview blocks 
ahead of and during the storm

▪ Consider "phoners" to 
broadcast stations

Our Media Strategy



External Communications Channels

▪Press Releases 

▪Press Inquiries 

▪Press Availabilities 

▪Social Media Posts

▪Website Updates 

▪Website Banner 

▪Google Listings

▪Patient Communications



Media Before, During and After the Storm

▪ Before:
▪ hurricane press conference/media 

tour of facilities

▪ During:
▪ Team A in Incident Command 

Center 

▪ After:
▪ Press release, post-storm 

interviews, reinforce playbook 
messaging



Earned Media Results* and Post Storm Recap

▪ Total reach – 15.85 million

▪Ad revenue – nearly $100 million

▪Print and online hits – 2,400-plus

▪ Languages – at least 12 different 
languages

▪Hurricane team member feedback

▪Post-storm internal meetings 

▪Update playbook

*From Hurricanes Helene and Milton (occurred Sept. 27-
Oct. 9, stats include pre and post storms)



Internal Communications

Strategy



Internal Communications: 

▪ Our Strategy

▪ Constituents and 
Communication Channels

▪ Key Consistent Messages

▪ Communication Cadence

▪ Internal communications 
metrics



▪ Collaborate

▪ Coordinate

▪ Develop a Communication 
Cadence

▪ Be Consistent

▪ Understand challenges

▪ Catalog communications 

Our Strategy



▪ Identify constituents

▪ Appropriate message, 
appropriate audience

▪ Right communication 
channel, right audience, 
right time

Constituents and 

Communication Channels



Key Consistent Messages

Key messages before, 
during and after the 
storm:

▪ Commitment

▪ Preparedness

▪ Current State 

▪ Gratitude



Develop and deploy a 
communication cadence that is:

▪ Consistent 

▪ Purposeful

▪ Measured 

Communication Cadence



Key Metrics*

▪ Total Internal Written Communications 
via email – 74

▪ Total Text Alerts – 10

▪ Printed Patient Communications – 6

▪ Videos from President and CEO – 2

*From Hurricanes Helene and Milton (occurred Sept. 27-Oct. 9, 
stats include pre and post storms)



Lessons Learned



Three Key Takeaways

▪Consistency = calm
(messaging, timing, channels, 
look and feel)

▪Remain proactive (be prepared, 
anticipate media/stakeholder 
requests ahead of storm)

▪ It doesn't end once the storm 
is over (be nimble with follow-up 
needs, track wins and 
opportunities for improvement)



Resources



Resources

▪You may obtain a copy of the "template playbook" by scanning 
this QR code

▪ If you have any questions or challenges accessing the 
playbook, please contact Caitlin Wood, cwood@tgh.org.

mailto:cwood@tgh.org


Questions?
Please be sure to complete the session evaluation on the mobile app!



Jennifer Crabtree
President, Tampa Medical & 
Research District and SVP, Tampa 
General Hospital
jcrabtree@tgh.org

Jennifer recently assumed the role of 

President of the Tampa Medical & Research 

District (TMRD) and Senior Vice President of 

Tampa General. In this role, Jennifer leads the 

strategic direction and development of the 

TMRD, a growing hub of world-class clinical 

care, academics, research and biotechnology 

anchored by one of the country’s leading 

academic health systems — Tampa General 

(TGH), in collaboration with the USF Health 

Morsani College of Medicine. Additionally, 

Jennifer leads all corporate communications 

across the health system. With over a decade 

of experience in health care marketing, 

communications and corporate strategy, 

Jennifer is recognized as an invaluable 

member of TGH’s senior leadership team.



Caitlin Wood
Manager, Corporate 
Communications
cwood@tgh.org

Caitlin currently serves as the Manager of 

Corporate Communications at Tampa General 

Hospital, where she helps deliver effective 

multi-channel communications to over 15,000 

team members across one of the nation’s 

leading academic health systems. In this role, 

she works closely with the Vice President of 

Communications to manage and produce both 

targeted internal communications and external 

thought leadership pieces on behalf of the 

organization’s senior leadership team. Caitlin 

serves as the primary writer for Tampa General 

president and CEO John Couris. 

Caitlin is an accomplished strategic 

communications professional with over 25 

years of experience working with a range of 

clients.



Tom Zebold
Manager, Corporate 
Communications
tzebold@tgh.org

Tom is a Manager of Corporate Communications for 

Tampa General Hospital (TGH), one of the nation’s 

leading not-for-profit academic health systems, in 

partnership with the University of South Florida. 

In his role, he works in the Office of the President and 

focuses on internal and external communications for the 

health system in addition to managing national media 

and executive thought leadership.

Tom joined TGH in January 2021 as a Content 

Marketing Specialist before being promoted to 

MarComm Content Manager, where played an 

instrumental role in developing TGH’s annual report, 

consumer publications and more. 


