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SESSION OBJECTIVES

� Choose the best social media channels for CMV 

conversations

� Create CMV messages that are sharable using 

social media

� Identify various categories of social media 

channels based on their features



Speaker My “Ah-ha”



“Anything you communicate 

through a social media channel 

indeed will live forever—even if 

the app or program may promise 

otherwise. Only say it or post it if 

you want the entire world to have 

access to your message or picture 

for all time.” David A. Bednar, BYU Devotional, 2014



“A small child with a new 

hammer discovers that great 

many things need pounding.”



SOCIAL MEDIA DEFINED

“Activities, practices, and behaviors among 

communities of people who gather online to 

share information, knowledge, and opinions 

using conversational media. Conversational 

media are web-based applications that 

make it possible to create and easily 

transmit content in the form of words, 

pictures, videos, and audios.”

Safko, L., & Brake, D. K. (2009)
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IT’S ABOUT RELATIONSHIPS

“It’s not about technology 

and wanting to be online 

constantly. It’s about wanting 

to belong and be connected 

constantly.”
Johan Jervoe, Corporate VP, Global Marketing, 

McDonald’s Corp. (iMediaConnection, 10/16/08)



IT’S ABOUT RELATIONSHIPS

http://www.dmnews.com/ben-jerrys-gives-locals-a-taste-of-cocreation/article/298509/

“We've really found that 

when we're working with 

our fans [and] when we're 

asking them to 

participate, we develop 

better relationships with 

them, so it lasts longer 

than any form of 

advertising you see. We 

really try to focus on that 

relationship building.”
-Mike Hayes, assistant digital 

marketing manager for Ben & Jerry's



OVERHEARD AT YOUTH 

SOCCER SPORTS CAMP…

Person #1: “Facebook killed Myspace and Twitter is 

killing Facebook”

Person #2: “And Vine is going to kill Instagram”



TECHNOLOGY IS CHANGING

http://business.time.com/2013/03/08/is-facebook-losing-its-cool-some-teens-think-so/#ixzz2WTndegMI



TECHNOLOGY IS CHANGING

is now the world’s fastest-

growing social network. It 

recently reached 50 million 

followers in just 399 days. In 

January 2013, Line’s total 

number of Japanese followers hit 

40 million; and a whopping 60 

percent of Japanese women in 

their 20s and 30s, Line's 

research shows, use the 

platform every day.



P.O.S.T.



P.O.S.T.

� People-

� Who are we trying to reach.

� What social media technologies do they use? For what purposes?

� Objectives-

� What are we trying to accomplish? 
� Influence individual behavior?

� Build relationships with partners?

� Promote our agency and our services?

� Share public health information and increase awareness?

� Strategy-

� What type of communication flow are we hoping to achieve?

� What added value do we provide through social media?
� In other words, why would they want to follow or be friends with us?

� Technology-

� What platforms to use?

Adapted from Groundswell by Li & Bernoff



P.O.S.T.

� People-

� Who are we trying to reach?

� What social media technologies do they use? For 

what purposes?



http://publichealthmemes.tumblr.com/page/5

P.O.S.T.



P.O.S.T.



Not Everybody is on Social 

Media

P.O.S.T.



INTERNET ADOPTION
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% of American adults who use the internet, over time

http://www.pewinternet.org/Static-Pages/Trend-Data-%28Adults%29/Internet-Adoption.aspx

P.O.S.T.



http://www.pewinternet.org/Trend-
Data-%28Adults%29/Whos-
Online.aspx

P.O.S.T.



P.O.S.T.



http://www.pewinternet.org/Reports/2010/Generations-
2010/Overview.aspx

P.O.S.T.



DEVICE OWNERSHIP
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P.O.S.T.



CELL PHONES AND SMART

PHONES
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P.O.S.T.



SOCIAL MEDIA USERS

http://pewinternet.org/~/media//Files/Reports/2013/PIP_SocialMediaUsers.pdf

P.O.S.T.



SOCIAL MEDIA SITES 2012-

2013

P.O.S.T.



P.O.S.T.



HOW PEOPLE USE

TECHNOLOGIES

Creators

Critics

Collectors

Joiners

Spectators

Inactives

Source: Li & Bernoff, 2009

P.O.S.T.



REASONS FOR FACEBOOK USE

P.O.S.T.



Creating and 

Contributing Sharing

Watching

P.O.S.T.



SO WHAT?

� Need to know who you are trying to reach

� Understand if and how they are using technology



http://publichealthmemes.tumblr.com/page/2



P.O.S.T.

� Objectives-

� What are we trying to accomplish? 

� Influence individual behavior?

� Build relationships with partners?

� Promote our agency and our services?

� Share public health information and increase 

awareness?



INFLUENCE BEHAVIOR
P.O.S.T.



BUILD RELATIONSHIPS

10K likes

Mentor, OH 

Police 

Department

P.O.S.T.



BUILD RELATIONSHIPS
Photos of 

people in 

the 

community

173 “shares”

97 “comments”

2,933 “likes’

Potential 

partner



BUILD

RELATIONSHIPS

Recognize 

Fans

Encourage 

Participation

Ask them to 

do something 

for you



BUILD

RELATIONSHIPS

Show 

Personality

Have a contest; get 

them engaged in your 

content

P.O.S.T.



PROMOTE AGENCY AND

SERVICES

P.O.S.T.



INCREASE AWARENESS/SHARE

INFORMATION

Need to make 

content worth 

“sharing” and 

“liking”

P.O.S.T.



Need to make 

content worth 

“sharing” and 

“liking”

P.O.S.T.



Need to make 

content worth 

“sharing” and 

“liking”

INCREASE AWARENESS/SHARE

INFORMATION

P.O.S.T.



INCREASE AWARENESS/SHARE

INFORMATION

http://www.youtube.com/watch?v=A5Id3hD4m6A

P.O.S.T.



INCREASE AWARENESS/SHARE

INFORMATION

http://www.youtube.com/watch?v=3BByqa7bhto

“Ask…”

“What don’t to say..”

“What you do say is…”

Mayo Clinic- Suicide Prevention

P.O.S.T.



HARLEY DAVIDSON

4 million “likes”

P.O.S.T.



HARLEY DAVIDSON

Specific 

audience for this 

post Content they 

value

Endorsement by followers

P.O.S.T.



HARLEY DAVIDSON

Fewer 

followers– 132K

Similar content 

being tweeted

P.O.S.T.



SO WHAT?

� What is your purpose for using social media?
� Influence individual behavior?

� Build relationships with partners?

� Promote our agency and our services?

� Share public health information and increase awareness?

� What we learned from these examples:

� Get followers/friends/fans involved

� Ask

� Encourage

� Recognize people/ fans

� Make it personable

� Make content worth sharing



P.O.S.T.

� Strategy-

� What added value do we provide through social 

media?

� In other words, why would they want to follow or be 

friends with us?

� What type of communication flow are we hoping to 

achieve?



Image: http://www.imdb.com/title/tt0097351/

“If you 

build it, 

they will 

come”

P.O.S.T.



W-I-I-F-M?

What will 
your ________
do for me?

P.O.S.T.



LEVELS OF ENGAGEMENT

Source: BL Neiger, R Thackeray, SA Van Wagenen, CL Hanson, JH West, MD Barnes, MC Fagen 

(2012). Use of Social Media in Health Promotion Purposes, Key Performance Indicators, and 

Evaluation Metrics. Health Promotion Practice 13 (2), 159-164.

P.O.S.T.



LOW ENGAGEMENT

� one-way messaging from the organization to its 

followers 

� does not ask for a response or for action 

� merely provides information 

� goal = establish a critical mass of followers who 

can later engage with the organization



MEDIUM ENGAGEMENT

� marks the beginning of dialogic messaging 

� reflects audience response 

� the organization helps develop meaningful 

conversations



HIGH ENGAGEMENT

� online or off-line audience member involvement 
with a health promotion program 

� takes action to help the organization achieve its 
goals

� might involve audience members helping the 
organization identify program priorities 

� advocate for the passage of legislation or policies

� viral communication promoting an event 
sponsored by the organization (e.g., fun run, 
health fair)



WHAT TYPE OF ENGAGEMENT

AND COMMUNICATION DO

YOU WANT?
Agency/Organization/You

“Customers/Audience”

P.O.S.T.



BROADCAST- SHARE

INFORMATION

P.O.S.T.



BROADCAST- TAKE ACTION

Take action to support our cause

The California Center for Public 

Health Advocacy (CCPHA)

P.O.S.T.



BROADCAST- TAKE ACTION

Take action to support our cause



ASK FOR FEEDBACK

122K “likes”



ASK FOR FEEDBACK
P.O.S.T.



WORD OF MOUTH

P.O.S.T.



WORD OF MOUTH

P.O.S.T.



VIDEOS- GO VIRAL?

6,895,408
208,103

6,601 20,066,486

P.O.S.T.



SO WHAT?

� We have to provide “value” to them

� Why do they want to be “friends” or “follow” us?

� What type of communication do you want?

� This will influence the technology choice

� Again:

� Have to make it “sharable”

� Make it so they want to interact with you



P.O.S.T.

� Technology-

� What platforms to use?



P.O.S.T.



TECHNOLOGY FOR SHARING, 

NETWORKING, CONNECTING



BOSTON CHILDREN’S

HOSPITAL ON FACEBOOK

P.O.S.T.



1523 likes

113 comments

About the organization

Asking for feedback

P.O.S.T.



Building relationships; 

highlighting people

P.O.S.T.



About the organization; what they 

are doing that benefits their 

“customers”

P.O.S.T.



SHARING VIA VIDEO AND

PHOTOS

P.O.S.T.



INSTAGRAM CAMPAIGN
P.O.S.T.



CMV ON TWITTER

P.O.S.T.



CMV ON TWITTER

P.O.S.T.



CMV ON FACEBOOK
P.O.S.T.



TECHNOLOGY FOR COLLECTING



CDC ON PINTEREST
P.O.S.T.



CDC ON PINTEREST
P.O.S.T.



JOHNS HOPKINS ON

PINTEREST

P.O.S.T.



THE GLOBAL FUND ON

PINTEREST

P.O.S.T.



SUMMARY

� People-

� Who and what

� Objectives-

� Why are we doing this?

� Strategy-

� WIIFM

� Communication and engagement

� Technology-

� Finally, which platforms to use



RESOURCES & REFERENCES

Data

� Pew Internet and American Life Project 

http://www.pewinternet.org/

Books

� Li, C., & Bernoff, J. (2008). Groundswell. 

Boston: Harvard Business Press.

� Safko, L., & Brake, D. K. (2009). The Social 

Media Bible. Hoboken, NJ: John Wiley & Sons.

�Stern, J. (2010). Social media metrics. How to 

measure and optimize your marketing 

investment. Hoboken, NJ: John Wiley & Sons.



RESOURCES & REFERENCES

Websites

� CDC Gateway to Health Communication and 

Social Marketing Practice

� http://www.cdc.gov/healthmarketing/ehm/

� Mashable.

� http://mashable.com/social-media/

� CDC NPIN Social media for public health webcast 

series (archived recordings and slides)
� http://www.cdcnpin.org/scripts/features/feature_itk.

asp



RESOURCES & REFERENCES

Journal Articles

� BL Neiger, R Thackeray, SA Van Wagenen, CL Hanson, 

JH West, MD Barnes, MC Fagen (2012). Use of Social 

Media in Health Promotion Purposes, Key 

Performance Indicators, and Evaluation Metrics. 

Health Promotion Practice 13 (2), 159-164.

� Thackeray, R., Neiger, B. L., Koch Smith, A., & Van 

Wagenen, S. (2012). Adoption and use of social 

media among state health departments. BMC Public 

Health, 12, 242. doi:10.1186/1471-2458-12-242
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