
#SocialMedia@PublicHealth 

Learning when to “like it”, “post it”, 
or “pin it” to meet your public health 

goals and engage your partners 

http://bit.ly/2gMVq6q  

http://bit.ly/2gMVq6q
http://bit.ly/2gMVq6q


What Do We Know About Social Media? 

• Personal use 

• Professional use 

• Started as “lurkers” 

• Now participate in social 
media in some capacity for 5 
different organizations 

• Facebook, Twitter, 
Pinterest, Instagram 
primarily 

• Actively pursue knowledge 
and learning on social media 
every chance we get 



Jumping in Head First 

My boss told me 

to “start using 

social media.” It 

is free so I 

should just jump 

right in, right? 

Dock Diving by Ryan 

McGilchrist 

https://www.flickr.com/photos/shinealight/7910763834/in/photolist-d43JtU-kPR2Ze-dFa8ay-7mY6Pt-6upbi-73gy2z-fN6dx2-6zYBZd-ofiDr-ohioso-MCoh8-6knhoi-6sfpDJ-rv3iMA-6r5nqy-agL4NN-ea36eA-qvTLhV-aJmGh-o8md37-pPN6Ek-fLh3Zd-8iMTtc-7GFuF6-iG2xpi-jQg2Cx-8vgxZf-bBF1ms-4CvieE-LVbxw-tk6ZoT-otZtz-7zeGmL-bS4sae-bCTY7Z-fLh1r1-5ESCZh-bCUnLB-4nCjUG-4RwdQ-aR4Jac-6bMBAR-o46RMx-fLgZqU-9fXEHk-4LtpZE-uhTh2x-8aptf8-6zUsZM-ytyDcT


If you remember nothing 
else… 

O  Audience 

 

O  Message 

 

O  Action 

 

O  Then select SM channel 

Cart Before the Horse Photo courtesy of Best & Worst Ever Photo Blog 

http://bestandworstever.blogspot.com/2013/01/worst-thing-to-put-before-horse-ever.html


Have you heard the one about 
a free lunch… 



Knowing Your Audience 



The Big Questions 

• Who or what is your audience? 

 

• Why do you want to reach them? 

 

• What are your goals for them? 



Ways of Thinking About an 
Audience 

O By age  

O By relationship  

O By language spoken/country of 
origin 

O By interest or job  

O By education level or 
socioeconomic status 

O By ability to influence policy or 
behavior 



Audience Examples  
Child Injury Prevention 
Alliance 

O Audience = other 
researchers 

O Goal = sharing resources 
and information relevant 
to the field and being a 
researcher in the field 

O Twitter, YouTube, 
Pinterest,Facebook 

 

Prevent Child Injury 
O Audience = people who 

work with others to 
educate them on injury 
prevention (researchers, 
child care providers, 
health departments, 
PTAs, etc  

O Goal = sharing resources 
that they can share with 
their target population 

O Twitter, Pinterest 

 End Injury 
O Audience = parents/caregivers 

who want to take action to end 
injury in their families, their 
community, their country 

O Goal = education on the issue, 
ideas that will empower them 
to take action 

O Twitter, Pinterest, YouTube, 
Instagram 

 
 

Nationwide Children’s Hospital 
O Audience = Parents and 

families who might utilize the 
hospital’s services 

O Goal = sharing resources and 
information to keep families 
healthy & safe, and to educate 
the community about the 
hospital and the resources 
they provide 

O Facebook, Twitter, Pinterest, 
Instagram, YouTube, Vine 



Creating Personas 



Message and Action  
O  What kind of information do you 

want to share? What type of 
communication do you want to 
have with your followers? 

 

O  Make sure to discuss tone 
O  Will posts be serious or light-

hearted? 

O  Is the voice an adult educating or 
a teen talking to peers, etc? 

 

O  What action do you want them to 
take? 
O  Do something? Learn something? 

Share? Comment? Give 
feedback? 

Photo by Chris Potter available on 

stockmonkeys.com 



Different Messages for Different Audiences 
O For parents and caregivers 

O If you have young children and you are going to 
have marijuana products in your home, keep 
them locked up, away and out-of-sight – 
including edibles.  

 

O For health care providers 
O Tell parents and caregivers about the dangers 

of marijuana products (including edibles) to 
young children. Encourage them to keep these 
products locked up and away and out of sight if 
they are going to use them.  

 

O For industry 
O Adopt child-resistant and opaque packaging to 

make it more difficult for children to access 
marijuana products. 

 

O For policy makers 
O As you craft laws on legalizing marijuana, 

consider others who will be impacted by having 
this product more readily available. Include 
child-resistant packaging in the discussion for 
all products – including edibles. 

 
 

Denver Post 



Choosing Your Channels 

O  Now that you have 

defined your audience, 

determined your tone, and 

decided what action you 

want them to take, you can 

select which channels you 

will use. 

 

O  How do you know which 

ones to pick? 



Social Media 



Facebook 

O  A social networking site designed 
to help connect friends and family, 
and to discover and share 
information 

O  Started in February 2004 

O  December 2004 had 1 million users 

O By 2nd quarter 2015 1.49 billion 
daily users 

O  72% of online adults say they use 
Facebook 

O 70% of users engage daily (43% 
multiple times a day. 

 

 

 



Twitter 

O Twitter users exchange short 
messages (tweets), which are limited 
to 140 characters or less.  

O Photos, links, and videos can all be 
shared via tweets. 

O Launched publicly in July 2006 

O November 2008: 1 billion tweets/yr 

O Today: 316 million active users 

O Over 1 billion tweets every 2 days 

O 23% of online adults say they use 
Twitter 

O  38% of users visit Twitter daily 

 

 
 

 



Pinterest 
O A virtual “pinboard” where you can 

organize pictures, links and videos 
(called “pins”).  

O Launched publicly in 2010 
O Today: 100 million users 

O Over 50 billion pins created 

O On average, Pinterest users spend 
more time on the site per visit than 
other popular social media sites 
(14.2 minutes) 

O 31% of online adults say they use 
Pinterest  
O 16% men vs 44% women 

O 27% of users visit daily (28% weekly) 
 



Instagram  

O Photo and video sharing service 
that allows you to take photos & 
videos with your phone and share 
with your friends and on other social 
networking sites.   

O Launched publicly in 2010 
O Today: 300 million users 

O Over 30 billion photos shared,  
O Average user posts 2.41 per day 

O 28% of online adults say they use 
Instagram (83% younger than 50) 

O 59% of users visit daily  
O Including 35% who visit several times a day 
O Daily use has gone up 10% since September 2014  

 



Caution 
O  Don’t try to do too many at 

once.  Start slow. 

 

O  Remember, each channel 
is different and has a 
different audience. Don’t 
just repost the same content 
on a variety of different 
channels.   

 

O  That said, once you decide 
on a channel, reserve 
whatever handle you are 
going to use across all the 
SM channels (even if you 
don’t plan to use them). 



Where to Start  
You’ve selected your channels, now what? 

O  Environmental 
Scan 

 

O  Monitor 

 

O  Create a Social 
Media Plan 

 

O  Determine Your 
Posting Schedule 



Environmental Scan 

O  Look at what 

others in the 

field are doing 

within the SM 

channels you 

have selected 



Monitor Organizations 

O  What are they posting? 

 

O  What types of things have the best engagement? 

 

O  Is there an area where info is missing where you can fill a void? 
 

 



Monitor Your Audience 

O  Where are they? 

 

O  What types of 
content do they 
engage with? 

  

O  Are there any 
trends you can 
take advantage 
of?  

 

 

 

Informal Gluttony by Kat NLM 

https://www.flickr.com/photos/orangegreenblue/9570626046/in/photolist-fzHXFU-47k2pJ-d8bTP3-7gPRwV-7gTNDG-7gPRRD-oPWdNW-6hnAGR-dqTzqU-7WgeBk-7DxNKJ-7iPch1-bgSsLa-7hmWga-o8ZLuJ-9MUaE9-7Mj5oL-pirL68-aCB6S1-aCyrrz-nnutft-fWGCjU-66PzLr-aCB6cj-8mbUhE-61Zba4-5WPxLi-5Xi5nc-apLgwk-oQQCH5-58xKj7-hmNLZT-aCyqYF-aCB7du-aCyqHH-58xKhj-aCB6t1-xLJF9-r7fkp8-3rDgs-8eNoqx-pvesNY-7FDRj2-au6a1h-69iNrZ-DHpTs-5jZVAb-5Xi5t8-5Xi5uH-5XniSq


Creating a Social Media Plan 

O  Audience 

O  Tone  

O  Resources needed 

O  Implementation plan 

O  Content creation schedule 

O  Success Metrics 

O  Reporting 

O  Crisis plan 

 



Resources Needed: Staff 

O  Who will write posts? 

O  Who will gather content? 

O  Will new content be created 
(videos, photos, infographics, 
etc.)? If so, who needs to be 
involved? 

O  Who will be in charge of 
posting 

O  Who will monitor? 

O  Who will analyze & report on 
performance metrics? 

O  Role of Interns  

 

The Conference Room by 

Alist 

https://www.flickr.com/photos/alist/2558767163/in/photolist-4U7mke-pqBbmY-7mpEdZ-4KiUvw-7meZEn-pzyBCZ-8WQQd2-7mf3SB-etJRXY-etFwYR-dK7RtB-7g2ZrP-fVQfhA-dKGnF9-dyRqLo-etJG5Q-etJZfE-5ZxCcc-7mc4tD-dKAVXg-8GjzqL-dyRrBG-etFw2p-fpsWzy-abXCgR-etKk9W-etG9uc-kNrN52-dKGpmo-9haUyK-8Gjz7m-eaaqzB-rvqx77-qQYLuo-mxLoqv-9ZLyfH-ac1CbQ-dKAWnv-dKGoRG-o8w7VL-8MuvLc-tUJ5Xj-6fSk9z-aCU8fe-ac1RPo-i67mUn-dJRxSv-dS2YS2-aCY41y-aCY2UY


Resources Needed: Content 

O  SM is like a teenage 

boy – it is always 

hungry 

O  Need to plan months in 

advance for content or 

it won’t happen 

O  Need to have a variety 

O  Determining how much 

content you need 
(different for every channel) 

Lukas by Christy & David Whetstone 

https://www.flickr.com/photos/baysmom3/2695799331/in/photolist-57dFdP-8QsqzU-72HyBj-9moxrU-8TAzZH-bjunLw-rkeFLT-3kCSu4-3kCRh6-wNSuir-3kHiLm-w9jao9-x5A2Mu-4ZPR7H-eT1kEB-7McHey-jSKn2H-ozh3T3-6En4an-4HiA4b-4HeoSe-4HizyJ-4HiAe9-3kCSep-x5A2Zd-w9p4LX-x6mBXi-wNKGuo-wNSzPB-wNHTms-wNJnDm-x42F99-x6Uiak-w9uGEB-x6n3WM-x42Eiw-wNKG1s-x41PtC-x5AxFN-wNKnF3-wNKBFq-x6m8jX-w9kcEm-x6m9BM-4HeoHR-bLm17H-5sJ3Q1-wNKa9s-x6T1Gn-w9jaxs


Create a Checklist  

• Establish a publish 
date and work 
backwards. 
 

• What tasks need to 
be done? 
 

• Who should be 
responsible for 
completing each 
task? 
 

• What is the timeline 
for each task? 

 



Hootsuite 



Why You Need An  
Approval Process 



Approval Process 

O  Who has to approve any 
messages/images that go 
out? 

O  What is the approval 
timeline process? 

O  Who is responsible for 
loading the information into 
the SM channel once it has 
been approved? 

O  What happens in the event 
of a crisis? 



Apples, Cheezits and M&Ms 

O  Snackable 

content 

O  “Bite-size” 

O  Easy to 

consume 

O  Shareable 



Collateral Materials 
 

O Do you have 
anything else or 
could you develop 
pieces that might 
be helpful to your 
audience? 

 

O Infographics 

O Fact sheets 

O Educational 
materials 

O News articles 

O Pinterest board 

 

 

 

 

 

 

http://www.nationwidechildrens.org/dance-injuries-by-the-numbers


Photos 

O Easy 

O Shareable 

O Many free 
sources 

O Big impact 

Photo by Victor Hanacek, PicJumbo 

https://picjumbo.com/colorful-dslr-lens-close-up/
https://picjumbo.com/colorful-dslr-lens-close-up/
https://picjumbo.com/colorful-dslr-lens-close-up/
https://picjumbo.com/colorful-dslr-lens-close-up/


Low Cost Photo Sources 

• Bing.com image search 
• Death to Stock 
• Life of Pix 
• Unsplash 

• PicJumbo 
• Flickr – be mindful & 

respectful of Creative 
Commons Licenses 



What is Creative Commons? 

O It is a nonprofit organization that 
developed free, easy-to-use copyright 
licenses that allow “the public” ways to 
share their creative works and decide what 
ways other people can use it.   

O Check for copyrights 

O Always cite as required 

O Check TinEye.com  

Visit CreativeCommons.org for more information. 



Modeling the “Right” Behavior 

O Pay attention to 
the images you 
are sharing 

O Some you work 
with might not 
have the same 
training  

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


Promoting 

O  Don’t forget to let 
people know about your 
channels.   

 

O Promote them on 
EVERYTHING! 

 

O Having an event? Start 
a hashtag so you can 
track what people are 
saying on SM about it.   



Tracking 
O  Don’t forget to go back to tracking. 

 

O  How do you define success? 
O  # of people attending events 

increase? 

O  # of fans, followers, likes, shares? 

 

O  There are so many different types of 
metrics. Need to find the ones that 
work for your organization and build 
them into your weekly reporting.  
O Use the free metrics available through 

the channel. 

 

O Lots of resources on how to do this. 
Look it up.   

 



Case Studies 

O  Individual 

 

O One day outreach 

event 

O Project 



My social 
media 
story 



Why social media? 

Redes socials image courtesy of Jeso Carneiro via Flickr 

https://www.flickr.com/photos/125816678@N05/16643153894
https://www.flickr.com/photos/125816678@N05/16643153894
https://www.flickr.com/photos/125816678@N05/16643153894


How I got started? 

Start image courtesy of jakeandlindsay via Flickr 

https://www.flickr.com/photos/jakeandlindsay/5524669257


The details 

O How often to post 

 

O Where do I get my 

resources/ideas? 

 

O What I take into 

consideration 

before I post 



How much time does it take? 





It started with one person 



Katelyn’s mentor 

O Reached out to AAP and PCI  



Committee of key stakeholders 



Stakeholders 

O Injury prevention experts  

O Trainees (residents and fellows) 

O National experts 

O AAP advocacy and communications staff 

 



A “Day of Advocacy” was born 



A “Day of Advocacy” was born 

1. Ask families with young kids to not purchase 

detergent packets. 
 

 

 

 

 

 

 

 

 

 

 



A “Day of Advocacy” was born 

2. Key collaborators lend legitimacy to the 

project. 

3. Save the date! 
 

 

 

 

 

 

 

 



A “Day of Advocacy” was born 

4. Here are some ideas you can use and what 

we’ll provide. 
 

 

 



A “Day of Advocacy” was born 

5. Sign up to sign on and get more info. 

(evaluation) 
 



Developing materials 

O #passonpods 

O #passonpackets 

O #PassOnPackets 

O Colors 

O Data 

 



#PassOnPackets 

 













#PassOnPackets results 

O 32 resident programs participated 

O Blog post: 1,600 readers 

O 500+ #PassOnPackets tweets 

O 8,000+ Facebook impressions on one 

post 

O 700+ clicks on bit.ly 

O 2 local (Portland) news stories  

 



#LaundryPackets Twitter chat 

O 216 contributors  

O Hospitals, residency programs, docs and 

residents, parents, and safety 

organizations 

O 820 tweets 

O Reach: 550,000+ 

O Timeline deliveries: 2.8 million 





“Using Social Media” Training 



O “For me, having a Twitter account is like 

being registered to vote. Twitter allows me 

to turn frustration into meaningful action 

and to amplify not only my own voice, but 

those of my colleagues, and most 

importantly, the voices of the children we 

serve.”  

 
O Nusheen Ameenuddin, M.D., M.P.H., FAAP 



Thank You! 
Tracy Mehan 

       Tracy_Mehan 

       Tracy.Mehan@nationwidechildrens.org 

       614-355-5877 

Gary Smith 

       GaryASmithMD 

       Gary.Smith@nationwidechildrens.org 

       614-355-5850 

Laura Friedenberg 

       Laura.Friedenberg@nationwidechildrens.org 

       614-355-6688 

Cynthia Anderson 

       Cynthia.Anderson@nationwidechildrens.org 

       614-355-6688 

@CIPAinjury 

@PreventChildI

nj 
@EndInjury 

@nationwidekid

s 

@growupsafe 


