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EachMindMatters.org Web Traffic (May 6 – June 6, 2013)
EachMindMatters.org was promoted entirely via
word-of-mouth and social media.
Most users came directly to the site,
which means CalMHSA, partners and stakeholders
were successful in getting the word out!
The top sources of referred traffic were Facebook and
Twitter, with CPT stations, CalMHSA.org and
Your Voice Counts contributing significant traffic.
Geographic Reach
96.74% of visitors in the U.S.
80.26% of visitors in California
California reach aligns with
population density figures:
1.
2.
3.
4.
5.
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EachMindMatters.org Web Traffic (May 6 – June 6, 2013)
EachMindMatters.org
traffic peaked with
3,576 page views

&
1,749 visits
on May 30, the day of
the documentary
premiere.

The most popular
pages, other than the
homepage (represented
here by “/”), are the
pages related to “A New
State of Mind: Ending
the Stigma of Mental
Illness.”
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Twitter: @EachMindMatters (160 followers)
Interactions:
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Facebook: facebook.com/eachmindmatters (337 likes)
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Vimeo: via EachMindMatters.org (1,041 views of full documentary June 3-7)
In its first week online, “A New State of Mind”
received more than 1,000 plays.
The documentary is hosted on Vimeo.com, a video
storage and sharing tool that also provides data
reports. All future video content will be available on
EachMindMatters.org and hosted by Vimeo as well.

Geographic Reach (online views since June 3)
1.
2.
3.
4.
5.
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Media Relations: A Two-Phase Approach
Phase 1: Invite media to attend advance screenings of the documentary in select markets: Orange County, Riverside,
Sacramento, Redding and Eureka. [Larger events to come in other major markets and rural/frontier communities.]
Phase 2: Conduct statewide media outreach to promote the May 30th airdate. Outreach included print, TV, radio and online media,
plus our growing network of parent bloggers.

Summary: “A New State of Mind” in the Media
Date

Outlet

Reporter

Impressions

6.4.2013

The Redding Record Searchlight (online update)

Record Searchlight staff

149,157

5.30.2013

Sacramento News & Review (online)

Nick Miller, Co-Editor

49,233

5.30.2013

The Orange County Register (print & online)

Courtney Perkes, Health Reporter

4,089,533

5.30.2013

OC Weekly (online)

Michael Goldstein, Contributor

83,703

5.29.2013

Visalia-Times Delta (print & online)

47,497

5.29.2013

The Redding Record Searchlight (print & online)

Visalia-Times Delta staff
Alayna Shulman, Multimedia
Journalist

5.28.2013

KCRW, “Which Way LA?” (broadcast & online)

Lisa Napoli, Contributor

221,651 (online only)

5.27.2013

Geisha School Dropout (blog)

Julie Kang, Blogger

1,173

5.26.2013

LatinoLA.com (online)

LatinoLA.com staff

N/A

5.23.2013

Davis Enterprise (print & online)

Davis Enterprise staff

53,296

5.21.2013

PBS SoCaL (online)

PBS SoCaL staff

38,962

5.20.2013

The San Bernardino County Sun (print)

City Desk

52,821

5.15.2013

The Riverside Press-Enterprise (online)

Press-Enterprise staff

359,000

5.13.2013

The Redwood Times (online)

Redwood Times staff

Unknown

Late May

PR Newswire – Press release (California distribution, national pick-up)
TOTAL IMPRESSIONS
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Moving Forward with Media Relations…
In our conversations with editors, producers and reporters across California, the following preferences emerged, which will guide
our strategic media engagement in the months to come:
o Human Interest Works: We considered several strategies for framing documentary promotion to the media, and ultimately
decided the best approach would be to let the contact strategy that grounds the documentary do its work through the media
as well. We focused our pitches on the human-interest element – challenges faced and then overcome, communicating
hope, resilience and recovery – and indeed these were the details the media wanted.
This approach will continue to serve us as we work alongside the Entertainment Industries Council and other partners to
engage the media in a positive and balanced conversation about mental health.
o Local Trumps Statewide: Media are much more interested in stories that are local to their regions and, by extension,
highly targeted to their audiences. Although aligning a local effort with a statewide campaign or movement does provide
helpful context, story pitches moving forward should include a local organization or individual whose work exemplifies
CalMHSA’s mission, Prevention and Early Intervention initiatives, Stigma and Discrimination Reduction programs, etc.
We are experienced in finding and leveraging local angles to gain media traction, and we utilized documentary participants
and local speakers bureau grantees to fill this need. However, the report reflects that areas that did not have a local
screening and/or a local documentary participant did not get as much media coverage. Fortunately, we will be able to fill in
these gaps with the upcoming Community Dialogues, both in major markets and in rural/frontier counties.
o Language Matters: We reached out to Spanish-language media statewide to promote the documentary, and were
successful in planting the seeds of interest, although we were not able to secure media stories. The fact that the
documentary aired only in English was the primary factor in low media coverage this time around, however we do plan to
follow up with these outlets when we have Spanish-language vignettes available for download on EachMindMatters.org.
The same will be true for promoting vignettes produced in other languages as well.
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