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 The presentation will be audiorecorded 

 Slides, and audiorecording with slides will be 
available at: 
www.umassmed.edu/ccts/community 

 We will invite questions and comments 
between the presentations 

 Webinar participants: please type your 
question or comment into the “chat” 

 Presenters will first repeat or read a question 
before answering so everyone can hear. 

 

http://www.umassmed.edu/ccts/community
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SOCIAL MEDIA 
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COMMUNITY-BASED ORGANIZATIONS 

(CBOS) AND SOCIAL MEDIA 

 Building / strengthening community 

 Sharing information 

 Promoting events / activities 

 Raising funds 

 Linking to other organizations 
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SOCIAL MEDIA REFLECT A SHIFT FROM  
  

       WEB 1.0             TO          WEB 2.0 

Publisher 

Audience 

Audience 

Audience 

Audience 
Publisher/Audience 

Audience/Publisher 

Audience/Publisher 

Audience/Publisher 

Audience/Publisher 
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SOCIAL MEDIA REFLECT A SHIFT FROM  
  

WEB 1.0                TO           WEB 2.0 

Static source Dynamic source 

One-way flow of 

information 

Multi-directional flow of 

information  

Platform works like a 

lecture 

Platform starts a 

conversation 

RISING PRESENCE 
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MOTIVATION FOR THE STUDY 

 Community partners: 

 Tremendous investment 

 Vital part of communication strategy 

 ??  Are we doing this right ?? 

 

 First step – find out what the current landscape 

looks like 
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RESEARCH QUESTIONS 

 How many CBOs performing health outreach are 

using social media? 

 What kind of content are these CBOs sharing 

through social media? 

 Are CBOs taking advantage of the interactive 

features that define social media? 
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RESEARCH METHODS 

 Census of CBOs conducting health outreach in Boston, 

Worcester, and Lawrence (166 in total) 

 

 
 

 

 Some organizations use their umbrella organization’s 

accounts, e.g. YMCA 
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RESEARCH METHODS 

 We assessed each organization’s online presence and 

analyzed their Twitter / Facebook / YouTube activity 

over a 30-day period (Nov 2011 – Jan 2012) 

 

 

 

12 



MARKERS OF INTEREST 

 Social media activity, e.g. number and frequency 

of posts  

 Type of social media content shared by CBOs 

 Audience engagement, e.g. “likes” 

 Links to other content, either produced by the 

CBO or by others 
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WEB / SOCIAL MEDIA PRESENCE 
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•98% of CBOs in our sample had a website 



FREQUENCY OF POSTS 

 Posts were less frequent than best practice guidelines 
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Platform Suggested 

Frequency 

Actual Frequency 

Facebook Weekly / Daily •38% of active organizations 

had at least one 8+day gap 

•97% had at least one 2+ day 

gap 

Twitter Daily •92% had at least one 2+day 

gap 



TYPES OF POSTS 
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Category Definition 

Fundraising 

 

Content that serves as a solicitation, e.g. advertising merchandise, 

soliciting donations, or selling tickets to a fundraising event. 

Health education/news Educational information or news articles on a range of health 

topics, e.g. health tips, policy decisions that relate to health, and 

scientific findings. 

Human interest Content that tells a personal story about a given health topic or 

public health initiative. 

Miscellaneous Content which does not fit into any of the other categories. 

Non-informational Content that is meant to maintain connections, but serves no 

informational, promotional, or persuasive purpose, e.g. holiday 

greetings or inspirational quotes. 

 

Organization promotion Content that advertises or builds the image of the organization 

sponsoring the account. e.g. organization-specific news, 

event/program updates, service offerings, and summaries of past 

events. 

 

Cross-promotion Content that advertises or builds the image of another 

organization, e.g. news or events. 



DISTRIBUTION OF CONTENT ACROSS CODED 

CATEGORIES 

Category* Presence in 

Facebook 

posts (%) 

Presence in 

Twitter tweets 

(%) 

Presence in 

YouTube 

videos (%) 

Organization 

promotion 

66 63 93 

Health 

education / news 

24 25 12 

Fundraising 12 12 6 

Non-

informational 

6 6 0 

Miscellaneous 5 9 0 

Human interest 2 2 31 

17 *Coders could select multiple categories 

Facebook:  60 accounts / 898 posts, Twitter: 36 accounts / 965 posts, 

YouTube: 18 accounts / 86 videos 



SELF-PROMOTION WAS QUITE COMMON 

 Not surprising 

 Can we do this while engaging the audience? 

18 

Lovejoy, K., & Saxton, G. D. (2012). Information, 

Community, and Action: How Nonprofit 

Organizations Use Social Media*. Journal of 

Computer‐Mediated Communication, 17(3), 337-353.  



SHARING / SOLICITING 

  

19 



USE OF INTERACTIVE FEATURES 

 Facebook posts 

 32% linked to external content 

 27% linked to internal content 

 <1% included a video 

 65% received at least one “like” 

 Twitter 

 32% linked to external content 

 34% linked to internal content 

 21% were Retweets 

 38% included a mention  

 37% included a hashtag  
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TRIGGERING “LIKES” 

 Human interest (average = 6) 

 Non-informational (average = 4) 

 Others ranged between 1 and 2 
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GAUGING REACTIONS 
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ACTIVATING NETWORKS 
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DUPLICATION OF CONTENT ACROSS 

PLATFORMS 

 Coders noted that many times the same content 

was posted on Facebook and Twitter 

 Often posted using third-party software 

 Strategic use of platforms? 
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KEY FINDINGS 

 Thinking about social media as a complement to 

“push” communication approaches 

 There is no “one size fits all” approach to community-

building 

 We found human interest and non-informational posts 

generated the most feedback 

 Industry notes: entertain and engage / coming in sideways 
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FREQUENCY OF POSTS 

 We found that posts were relatively infrequent 

 At the time of our study: 

 Facebook’s guidelines: 1+ post / week (ideally 1+ post / day  

 Twitter’s guidelines: 1+ Tweet / day 

 Now: Greater flexibility 

 Tweak content type / frequency based on audience response 

 Facebook: likes, comments, shares, reach 

 Twitter: retweets, mentions, favorites 

 Third-party tools allow for scheduling and cross-

posting 
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CHALLENGES 

 Resource commitment to maintain postings and 

content updates  protecting the brand 

 Shift from top-down communication planning to 

ground-up approach 
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WHAT NEXT? 

 Opportunity to engage and leverage networks 

 Determining if / how social media fit into the 

larger strategic communication plan 

 Serve the same / different audience? 

 Offer an opportunity to engage informally? 

 Linkages to partners and allies? 

 Considering the investment 
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Ramanadhan, S., Mendez, S. R., Rao, M., & 

Viswanath, K. (2013). Social media use by 

community-based organizations conducting health 

outreach: A content analysis. BMC Public Health, 

13, 1129.  



FINDING THE SWEET SPOT 
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www.viswanathlab.org 



Social media for health 
communication 

Sherry Pagoto, PhD 

Associate Professor 

 Co-Founder, Center for mHealth and Social Media  

University of Massachusetts Medical School 

 



As of May 2013, 72% of online adults have at least one 

social networking account. 42% have more than one. 
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 Why social media for health?  

“Peer to peer healthcare” 

34% of internet users have read about someone 

else’s experience with a health condition on the 

internet (Pew Internet Survey 2012) 

 

25% of internet users with a chronic health 

condition have sought out others with that condition 

on the internet (Pew Internet Survey 2012) 



what can you get 
out of a social 

media presence? 

Increase impact/visibility of your organization 

Professional networking 

Engage the community 

Engage media, public, stakeholders 

Recruit staff 

Public health campaigns 

 

 



What is YOUR social media 

presence? 



Social Media Activities 

by Intensity 

Minimal 

• Linked In 

Moderate 

• Twitter, Facebook, Instagram, Pinterest 

• Youtube 

• Guest blogging 

High 
• Hosting a blog 



Linked In 

Professional networking 

 

Have a detailed, up-to-date bio  

 

Active follow strategy – social networks 

must grow or they will stagnate 

 When you meet someone new, connect with 

them on Linked In “digital business card” 

 Be liberal about accepting connections 

 



Linked In 

Post updates regularly 

Join and/or start a discussion group 

 



Facebook  

Purpose: 

 

Engage the community, recruit staff 

 

Public health campaign 

 

Must do:  

 

Procure “likes” for your page 

 

Need a plan for steady updates 

 

Advantages: 

 

Facebook page is more dynamic and interactive than a website 

 

Your Facebook updates get put into people’s streams.  

 





Youtube 
To represent your org via video 

 

Instructional/educational/intervention 

videos for patients or community members 

 

Public health campaigns 

 

Post your presentations to garner a wider 

audience 



 

Health info gone viral? 

http://www.youtube.com/wat
ch?v=aUaInS6HIGo 

 

 

 

Dr. Mike Evans, 23 and ½ 
hours Youtube video, went 
viral. 

Over 3 million views in 1 
year! 

 

 

http://www.youtube.com/watch?v=aUaInS6HIGo
http://www.youtube.com/watch?v=aUaInS6HIGo
http://www.youtube.com/watch?v=aUaInS6HIGo




Twitter 
Increase visibility to the public (local community and 
beyond) 
 

Promote public health campaigns 
 

Engage other public health organizations across the 
country and globe 
 

Follow general public health and health policy trends 
 

Participate in chats with other public health entities 
 

Live tweet conferences and events  

 

 





#BCSM 
 
Breast Cancer  
Social Media 

Patients 

Doctors 

Researchers 

Orgs 

Advocates 



Conference 

hashtags  

bring  

conversations 

and  

networking 

to the web.  



Conference 

hashtag study 

#sbm2013 and #sbm2014 

 

Examined tweets using 

these hashtags in 4 week 

period surrounding the 

conferences each year 

 

 

 



Who’s tweeting? 

How much? 

The 2013 and 2014 
conferences were 
attended by 1,861 and 
1,690 individuals 

 

#sbm2013 had 773 tweets 
by 149 accounts  

 

#sbm2014 had 1215 
tweets by 248 accounts  

 

 



What is content of 

tweets? 
56% about science at or relevant to the conference  

“Twitter is being used for disease surveillance, says @drkrisschneider. So 
cool! #sbm2014” 

 

14% the overall conference experience  

“What a great conference this year! #sbm2014” 

 

12% promoting a specific session at the conference  

“Come to the cancer prevention seminar in the Oak  

Room at noon! #sbm2013” 

 

11% professional networking  

“Looking forward to hanging out with the Bennett lab  

after the reception. #sbm2013” 



What was the 

reach of tweets? 

Impressions -  the delivery 

of a post or tweet to an 

account’s Twitter stream 

 

#SBM2013 reached 

2,035,194 accounts  

 

#SBM2014 reached 

1,594,288 accounts  



Potential reach is 

enormous 
 

A total possible 8% and 15% of attendees tweeted 
each year respectively… 

 

….and tweets appeared in 1.6-2 million Twitter 
user streams. 

 

Imagine if the majority of attendees tweeted? 

 

We could expose our conference science to 10’s 
of millions of users!!! 

 



Instagram 

Younger adults 

 

Images only 

 

Leverages nicely with 

Facebook and Twitter 



Pinterest 

Women (esp moms) are heavy users 

Image (pic) focused 



Soundcloud 
Audio files 

Large music scene 



General rules of social media 

Participate daily 

 

Professionalism 
 You represent you, your org, 

and your field 

 

Show your personality 

 

Interact 
 Engagement is key! 

 

Constantly build 
 Active growth vs passive 

growth 

 



Social media time management 

Get mobile apps for every site so 
you can browse and update 
anywhere, anytime 

 

Use Hootsuite (or other social 
media manager)  
 Updates can hit all social networks 

at once 

 Schedule updates for later 

 View lists and social networks all in 
one place 

 

Post every paper/article you read 
and like 
 Look for “share” button or just 

tweet the link with a brief 
description understandable to the 
layperson. 

 

 



CDC  

 CDC Social Media Toolkit: 

 

http://www.cdc.gov/socialmedi
a/tools/guidelines/pdf/socia
lmediatoolkit_bm.pdf 

 

CDC Guide to Writing for 
Social Media 

 

http://www.cdc.gov/socialmedi
a/Tools/guidelines/pdf/Guid
etoWritingforSocialMedia.pd
f  

 

 

http://www.cdc.gov/socialmedia/tools/guidelines/pdf/socialmediatoolkit_bm.pdf
http://www.cdc.gov/socialmedia/tools/guidelines/pdf/socialmediatoolkit_bm.pdf
http://www.cdc.gov/socialmedia/tools/guidelines/pdf/socialmediatoolkit_bm.pdf
http://www.cdc.gov/socialmedia/Tools/guidelines/pdf/GuidetoWritingforSocialMedia.pdf
http://www.cdc.gov/socialmedia/Tools/guidelines/pdf/GuidetoWritingforSocialMedia.pdf
http://www.cdc.gov/socialmedia/Tools/guidelines/pdf/GuidetoWritingforSocialMedia.pdf
http://www.cdc.gov/socialmedia/Tools/guidelines/pdf/GuidetoWritingforSocialMedia.pdf




“…inviting practitioners, patients, and caregivers to become actively  

engaged with one another for the sake of health and wellness. Goes 

 beyond “how to” and presents strategic reasons to integrate social  

media into health care marketing and communications.” - 2012 

Mayo Clinic 



“Mobile wireless digital devices have brought about radical changes in our lives, p 

roviding hyper-connectivity to social networks and cloud computing. But the digital  

world has hardly pierced the medical cocoon. Until now.”  -Eric Topol, MD 

 



I’m overwhelmed! 

Get experience using one 

platform for starters 

 

Pick a platform most used 

by your target population 

 

Get consultation on your 

social media strategy 

 

UMass Boston 

Social Media Night 

“How to tell your story  

with social media” 

September 25 

#UMBSocial 



Find me on twitter 

@Drsherrypagoto 

 

want to learn more? 

 

Email me at 

sherry.pagoto@umassmed.edu 



 Questions? 

 

 Comments? 

 

 Experiences to share? 


