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The Health Communicator's Social Media Toolkit

This to o lk it was developed by the  Electronic M edia Branch, Division o f News and Electronic 
M edia, O ffice o f the  Associate D irector o f Com m unication a t the  Centers fo r  Disease C ontrol and 
Prevention (CDC). It was designed to  provide guidance and to  the  share lessons learned in m ore 
than  th ree  years o f in tegra ting  social media in to  CDC health com m unication campaigns, 
activ ities and emergency response efforts. In th is  guide, you w ill find  in fo rm a tion  to  help you get 
started using social m edia—from  developing governance to  de term in ing  which channels best 
m eet your com m unication objectives to  creating a social media strategy. You w ill also learn 
about popular channels you can incorporate  in to  your plan, such as blogs, video-sharing sites, 
m obile  applications and RSS feeds. This to o lk it is intended fo r  a beginner audience, a lthough 
some view ers w ith  an in term edia te  level may find  parts o f the  to o lk it useful.
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SOCIAL MEDIA INTRODUCTION

Social Media Overview

In th e  last several years, the  use o f Facebook, YouTube, T w itte r and o the r social media too ls to  dissem inate 

health messages has grown significantly, and continues to  trend  upward. Using social media too ls  has become 

an e ffective  w ay to  expand reach, fos te r engagem ent and increase access to  credible, science-based health 

messages. Social media and o the r em erging com m unication technologies can connect m illions o f voices to :

•  Increase the  tim e ly  d issem ination and potentia l im pact o f health and safety in form ation .

•  Leverage audience netw orks to  fac ilita te  in fo rm a tion  sharing.

•  Expand reach to  include broader, m ore diverse audiences.

•  Personalize and re inforce health messages th a t can be m ore easily ta ilo red  o r targeted to  particu la r 

audiences.

•  Facilitate in teractive  com m unication, connection and public engagement.

•  Em power people to  make safer and hea lth ier decisions.

In tegra ting  social media in to  health com m unication campaigns and activ ities allows health com m unicators to  

leverage social dynamics and netw orks to  encourage partic ipa tion , conversation and com m un ity  -  all o f which 

can help spread key messages and influence health decision making. Social media also helps to  reach people 

when, w here and how  they w an t to  receive health messages; it improves the  ava ilab ility  o f con ten t and may 

influence satisfaction and tru s t in the  health messages delivered. Likewise, tapp ing in to  personal netw orks and 

presenting in fo rm a tion  in m u ltip le  form ats, spaces, and sources helps to  make messages m ore credib le and 

effective.

Over the  years, the  in te rne t has changes people's relationships. A lthough doctors, nurses and o the r health 

professionals continue to  be the  firs t choice fo r m ost people w ith  health concerns, on line sources, including 

advice from  peers, are a s ign ificant source o f health in fo rm ation  in th e  US. The social life o f health in fo rm a tion  

is dynamic. Two forces are d riv ing  online health conversations: 1) the  ava ilab ility  o f social media too ls  and 2) 

the  increased desire and activ ity , especially am ong people living w ith  chronic conditions, to  connect w ith  each 

o ther. (Fox, S. 2011).
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Getting Your Feet Wet With Social Media

There are a varie ty o f social media too ls  th a t can be utilized as part o f an integrated health com m unications 

program . Tools range from  easily dow nloadable  products, such as buttons and badges, th a t can be 

im p lem ented  w ith  m in im al resources, to  engagem ent too ls th a t fos te r tw o -w ay  com m unication  and ongoing 

in teraction, such as social ne tw ork  sites. Generally, as you progress from  dissem ination to  engagem ent, m ore 

resources are needed fo r  set-up and m aintenance and the  potentia l exists fo r g reater partic ipa tion , learning 

and sharing. W e recom m end giving careful consideration to  the  am oun t o f resources and expertise required 

before deciding on the  too ls you may w an t to  use. It is o ften beneficial to  s ta rt w ith  social media projects th a t 

may be considered low  risk o r use few er resources a t the  outset, and then adopt m ore engaging too ls  th a t 

may require  add itiona l resources, expertise and leadership support. The tab le  below  docum ents specific social 

media too ls, show ing the  continuum  from  dissem ination to  engagem ent, as w ell as the  resources generally 

needed to  im p lem ent health com m unications activ ities in many popular channels. The Social M edia Tools 

section o f th is  to o lk it provides an overv iew  o f the  too ls and how  they  may help you m eet your health 

com m unication  objectives.
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CDC's Top Lessons Learned from Using Social Media

During the  last fo u r years, the  CDC social media team  has learned a num ber o f lessons we w an t to  share w ith  

you. W e hope these lessons w ill help you in developing, im p lem enting  and evaluating strong social media

practices in your o rgan ization.

1. Make Strategic Choices and Understand the Level of Effort

Be strateg ic and fo llo w  dem ographic and user data to  make choices based on audience, com m unications 

objectives and key messages. Be sure to  assess the  level o f e ffo rt needed to  m ain ta in  these channels such 

as tim e  and com m itm ent. O ften, the  resources needed to  s ta rt and m aintain social media projects are 

d iffe ren t than  trad ition a l com m unication  e fforts.

2. Go Where the People Are

Social media can help reach people w here they  are— m illions o f people use social media and spend a lo t o f 

tim e  in these spaces learning, sharing and interacting. The popularity  o f key social media sites can be 

assessed by review ing user statistics and demographics. A dd itiona lly , the re  are several niche social 

ne tw ork ing  sites th a t ta rg e t specific groups, like moms, physicians, o r racial and e thnic groups; o r sites 

th a t focus on a particu la r top ic  like trave l o r health.

3. Adopt Low-Risk Tools First

If you are s ta rting  ou t and find ing  resistance to  using social media among your com m unication team  or 

stakeholders, it may be helpful to  firs t adopt low -risk so lutions and la te r build on your successes. Products 

such as podcasts, videos and w idgets are easily dow nloadable, and can be accessed from  partne r sites and 

posted on your website.

4. Make Sure Messages Are Science-based

As w ith  any e ffective  health com m unication, messages developed fo r  dissem ination th rough  social media 

channels should be accurate, consistent and science-based.

5. Create Portable Content

Develop portab le  co n te n t— such as m obile  applications, w idgets and online videos—th a t can easily extend 

reach beyond your w ebsite  to  provide credib le, tim e ly , and accurate conten t fo r  partners and o thers w ho 

w an t to  help spread your health messages.

6. Facilitate Viral Information Sharing

M ake it easy fo r  people to  share your messages and become health advocates. This can be accomplished
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by using social media sites such as Facebook and YouTube th a t encourage sharing am ong users, o r you can 

use to o ls  w ith  sharing features, such as w idgets or eCards.

7. Encourage Participation

Social media allows fo r the  ta ilo rin g  o f messages to  help express em pathy and acknowledge concern, 

p rom ote  action and listen to  w ha t people are saying about hea lth-re lated top ics in your com m unity. Tw o­

w ay conversations can fos te r m eaningful com m unication w ith  your audience th a t can help to  fac ilita te  

relationships, sharing and interaction.

8. Leverage Networks

Social media allows people to  easily establish and access netw orks on a regular basis. For example, 

Facebook reports  the  average Facebook user has 130 friends, or a ne tw ork  o f 130 people w ith  w hom  they 

can easily share in fo rm a tion . The average user creates 90 pieces o f con ten t each m onth  (Facebook 2011). 

By strategica lly leveraging these established networks, you can fac ilita te  in form ation  sharing, and in tu rn , 

expand the  reach o f your health message.

9. Provide Multiple Formats

Providing messages in m u ltip le  fo rm ats  increases accessibility, reinforces messages and gives people 

d iffe ren t ways to  in te ract w ith  your conten t based on th e ir  level o f engagem ent and access to  media.

10. Consider Mobile Technologies

M ore  than  n inety percent o f adults in America subscribe to  m obile  services. M ob ile  technology is 

personal, portab le  and a ffordab le. It a llows the  sharing o f health in fo rm a tion  th rough  te x t messaging, 

m obile  websites and m obile  applications.

11. Set Realistic Goals

Social media can raise awareness, increase a user's knowledge o f an issue, change a ttitudes and p rom pt 

behavior change in dynamic, personalized and partic ipa tory  ways. However, like trad itiona l 

com m unication, social media alone may not be able to  m eet all o f your com m unication goals o r address 

all o f the  ta rg e t audiences' needs. Set your goals accordingly.

12. Learn from Metrics and Evaluate Your Efforts

Digital com m unications o ffe r many m etrics th a t you can use to  focus and im prove your com m unications 

efforts. M etrics can help you to  report usage, m on ito r trends and gauge the  success o f specific p rom otions 

o r outreach efforts. Beyond simple metrics, social media e ffo rts  can also be evaluated by m easuring the  

use o f in fo rm a tion , level o f engagem ent w ith  your content, and health impact. M on ito ring  trends and 

discussions on social media netw orks can also be a valuable way to  be tte r understand cu rren t interests,
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know ledge levels and potentia l m isunderstandings o r m yths about your health topic. Social media 

provides a d irect feedback loop w ith  your audience. By analyzing the  feedback available th rough  your 

social media tools, you can adjust your social media strategy, reshape messages, im prove processes or 

sh ift tactics.

Developing a Social Media Strategy

A social media com m unication strategy is only one part o f a larger com m unication e ffo rt, and should be 

integra ted in to  your overall com m unication planning, activ ities and data co llection. Therefore, over-arching 

com m unication  goals should be considered when developing social media activities. The keys to  effective 

social media outreach are identify ing  ta rge t audience(s), de te rm in ing  objective(s), know ing outle t(s) and 

deciding on th e  am oun t o f resources (tim e  and e ffo rt) th a t can be invested. However, w ith  social media, m ore 

in fo rm a tion  can be obta ined th rough  a particu la r media channel to  help build your strategy. For example, you 

can listen to  conversations in real tim e , and iden tify  influencers and fans. You can be tte r understand audience 

needs in specific social media spaces and engage users in new ways.

Having clear com m unication objectives w ill help build your strategy. For example, you w ill p robably need 

d iffe ren t strategies fo r each campaign. Because the  objectives fo r  each campaign are d iffe ren t, the  w ay you 

exchange ideas, co llaborate w ith  partners, o r encourage behavior change w ill also be d iffe ren t. Likewise, 

understanding your audience(s) w ill help you de te rm ine  the  channel selection and how  you use specific 

channels. People access in fo rm a tion  in d iffe ren t ways, a t d iffe ren t tim es, and fo r d iffe ren t reasons. Defining 

your audience needs using m arket research, m etrics, and o the r data w ill be im portan t to  de te rm in ing  the  

channels you w an t to  use. Each channel is d iffe ren t and has d iffe ring  engagem ent, content, and com m un ity  

norms. Understanding the  way people natu ra lly  use o r partic ipa te  in social media channels is also very helpful 

in de te rm in ing  your strategy.

Resources:

•  Social M edia Com m unications Strategy W orksheet on page 47

•  Pew In te rne t and Am erican Life Project: h ttp ://w w w .p e w in te rn e t.o rg /
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Social Media Monitoring and Evaluation

As w ith  any com m unication activ ity , it is im p orta n t to  evaluate your social media efforts. Ongoing evaluation 

and m on ito ring  is a critica l com ponent o f your com m unications strategy, helping to  define measures o f 

success based on your goals and objectives. Once you de te rm ine  your com m unication objectives and specific 

social media tactics, you can determ ine how  best to  evaluate the  process, outcom es and im pact o f your social 

media e fforts. M on ito ring  trends and discussions in social media can help you to  be tte r understand cu rren t 

interests, knowledge levels and potentia l m isunderstandings o r m yths about your top ic. There are a varie ty o f 

free too ls available th a t can help w ith  m on ito ring  e ffo rts , as well as paid services th a t o ffe r m ore 

com prehensive m on ito ring  capabilities.

M etrics can be used to  help focus and im prove your com m unication efforts. For social media, these can 

include tra ffic  driven back to  your website, influence and reach, as well as user in teractions and engagement. 

The health im pact o f social media is harder to  measure. M ore  in fo rm a tion  is needed to  understand how  social 

media is im pacting o ffline  health behaviors. Detailed in fo rm ation  related to  the  m on ito ring  and evaluating o f 

each to o l is covered in the  Social M edia Tools section.

Governing Social Media Activities

It is im p o rta n t to  establish s tructure , policies, and leadership a t your organization to  m ore e ffective ly  manage 

social media. A t some po in t a fte r you s ta rt using social media, it is a good idea to  establish boards and 

councils to  develop guidance, policies, standards and recom m endations around its use a t your organization. 

The resources below  may guide you in establishing your own policies.

Governance Resources:

•  G overnm ent Social M edia 's W eb 2.0 Governance Policies and Best Practices W ik i provides links to  o ffic ia l 

governance policies o r best practices. h ttp ://govsocm ed.pbw orks.com /W eb-2-0-G overnance-Polic ies-and- 

Best-Practices

•  SocialM ediaGovernance.com 's O nline Database o f Policies provides links to  policies related to  specific 

social media too l. h ttp ://soc ia lm ed iagovernance.com /po lic ies.php
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SOCIAL MEDIA TOOLS

CDC uses social media to  provide users w ith  access to  credib le, science-based health in fo rm a tion  when, w here 

and how  users w an t it. A va rie ty o f social media too ls  are used to  re inforce and personalize messages, reach 

new audiences, and build a com m unication in frastructu re  based on open in fo rm ation  exchange. There are 

th ree  key a ttr ibu tes  o f social media channels th a t are believed to  make them  highly e ffective  as health 

com m unication  tools.

•  Personalization -  con ten t ta ilo red  to  ind ividual needs

•  Presentation -  tim e ly  and re levant conten t accessible in m u ltip le  fo rm a ts  and contexts

•  Partic ipation -  partners and the  public w ho  con tribu te  conten t in m eaningfu l ways 

A dd itiona lly , many social media channels fac ilita te  social engagement, vira l sharing o f in fo rm a tion  and trus t.

There are a num ber o f social media too ls th a t you can utilize in your health com m unications activ ities— m ore 

than  w ha t is listed here, in fact. W h ile  we did not cover every social media to o l available, th is  section o f the  

to o lk it should provide you w ith  an understanding o f a w ide  range o f social media tools CDC and o thers in 

public health have successfully used in em ergency response, m ajor campaigns and o the r health 

com m unication, p rom otion  and media e fforts.
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Buttons and Badges

CDC has a large gallery o f buttons and badges, small web graphics 

o r images, which can be utilized by partners to  share health 

in fo rm a tion  about campaigns and causes online. Go to  our gallery 

which includes graphics on a num ber o f health topics, including 

specific campaigns and national public health activ ities. To add a 

button  o r badge to  your website, social netw ork ing  p ro file  or 

blog, sim ply copy and paste the  code assigned to  the  image. 

Buttons and badges can help p rom ote  activ ities and increase 

awareness about health topics, and can be produced fa irly  easily 

and w ith  litt le  resources. CDC provides guidance and best 

practices on creating buttons and badges. (The link is listed in 

Resource section below.)

What are Buttons and Badges?

Buttons are graphic elem ents th a t 
usually include an image, a short 
ca ll-to-action message, and a link 
fo r m ore in fo rm ation . They are 
often created to  be shared, and 
include HTML code th a t a llows 
them  to  be posted on a website.

Badges are also small graphic 
images th a t include a message and 
link to  a web page. However, 
badges are o ften posted on an 
ind iv idua l's social ne tw ork  profile  
o r personal blog to  show  support 
fo r o r a ffilia tion  w ith  a cause or 
issue, and may include messages 
th a t show  a personal action was 
taken (e.g. "I go t tes ted ." instead 
o f "G et tested.") (Centers fo r 
Disease C ontrol and Prevention, 
2010a).

Six Simple Tips to Creating Great Campaign Images:

1. Create graphics in several sizes, including standard ad sizes, and sizes developed specifically fo r your web

pages.

2. W rite  a simple, ye t catchy, health message th a t stands alone.

3. Use co lo rfu l and a ttrac tive  images o r designs th a t can be viewed on a num ber o f sites and in a num ber o f

sizes.

4. Be sure to  include a URL on the  image and a link back to  your website.

5. Prom ote the  use o f the  images and review  m etrics to  learn m ore about the  effectiveness o f your e fforts.

6. Review CDC's Guidelines and Best Practices fo r  Developing Buttons and Badges listed in the  resource 

section below  fo r m ore tips.

Resources:

•  CDC Button and Badge Gallery: h ttp ://w w w .cdc .gov /soc ia lm ed ia /too ls /bu ttonsga lle ry .h tm l
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•  CDC Button and Badge O verv iew  Page: h ttp ://w w w .cdc.gov/S oc ia lM ed ia /Too ls /B u ttonsB adges.h tm l

•  CDC Guidelines and Best Practices fo r  Developing Buttons and Badges: 

h ttp ://w w w .cdc .gov /S oc ia lM ed ia /T oo ls /gu ide lines /pd f/bu ttonbadge .pd f.

Image Sharing
What is Image Sharing?

Image sharing involves posting
images (photos, a rtw o rk , etc.) to
public websites w here they  can
be view ed, tagged, categorized,

. , i . , . . .  .. ... and even used by others.Image sharing provides value to  health com m unication activ ities '
(Centers fo r Disease C ontrol and

by provid ing public health images th a t users can easily place on Prevention, 2010b).

websites, blogs o r o the r social media sites. As conten t creation 

continues to  im prove  on social media channels and on the  in te rne t as a w hole, the  need fo r  fresh graphics and 

engaging conten t also increases. The w idespread use o f m obile  phones w ith  cameras makes it easier than  ever 

to  take photos. M ob ile  applications fo r photos and exploding partic ipa tion  in social netw orks like Facebook 

and T w itte r have contribu ted  to  a surge in the  popu la rity  o f on line photo  sharing. M ore  than  100 m illion  

photos a day are uploaded to  Facebook (Odio, S. 2011). Organizations can take  advantage o f th is  trend  by 

provid ing visual images to  fans and fo llow ers th a t show  public health "in  ac tion", re inforce health messages, 

o r sim ply present existing in fo rm a tion  in a new, visually in teresting fo rm at.

There are several on line com m unities th a t provide image ________________________________________________

sharing services. For instance, Flickr and Shutterfly

provide a p la tfo rm  fo r  posting images th a t can be 

organized around health topics. CDC shares images on 

both Flickr and the  Public Health Image Library (PHIL), 

which o ffe r an organized, universal gatew ay to  CDC 

pictures. These can be used fo r  reference, teaching, 

presentations and public health messages th a t partners 

can access and post on th e ir  sites. Likewise, CDC's 

photostream  on Flickr includes public health photos and 

graphics developed fo r public health events th a t users

Sites used by internet users Worldwide to Share 
Their Photos Online. December 2009 (% of 
respondents)

Flickr W *. |

Facebook | 2 î 'î:

0w n Wei) Site ijallnry

^ ^ ^ S l iu t t e r f ly  4%

Photo bucket (Bt.

SmilffMUK

110%
n o ts lia re  n h o to io n lin «  4%

Note: numbers may not add up to J 00% due to  rounding 
Source: New Media Consortium (NMC), ‘ Two Minute Survey on Digital C&iTeras_and^hc<xhanri^Decemberjii 2 0 0 9 ^ ^ ^ ^ _ _ ^ ^ ^ ^ ^ _  110100
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can com m ent on and share. Partners can also easily and cost-effectively create accounts on a num ber o f 

available sites to  produce, upload and share images.

A Few Simple Tips to Image Sharing Success:

•  W hen establishing your account, use a name th a t w ill resonate w ith  your users and fo llow s nam ing 

and branding guidelines. It is also a good idea to  include in fo rm a tion  on your profile  page about your 

agency o r program. If possible, also include a link back to  your organ ization's website to  drive  tra ffic  to  

your website.

•  Think about your audience when choosing images. W ha t kinds o f images w ill be m ost helpful to  them  

o r best po rtray  your com m unication objectives? If relevant, ensure your images are cu ltura lly- 

appropria te .

•  Be though tfu l about selecting, naming, describing and tagging images. Do you need to  post all o f the  

images available o r w ill posting only the  best images serve the  viewers better?

•  Consider engaging online com m unities and encouraging viewers to  add tags, notes, and comm ents.

Image Sharing Resources:

•  CDC Image Sharing Page: h ttp ://w w w .cdc.gov/S ocia lM ed ia /Too ls /Im ageS haring .h tm l

•  Peace Corps Flickr: h ttp ://w w w .flickr.com /sea rch /?w =a ll& q=peace+ corps& m = text

•  Am erican Red Cross 2010: h ttp ://w w w .flick r.com /pho tos /am erican redcross

•  Flickr Best Practices in G overnm ent: 

h ttp s ://fo rum .w eb con te n t.go v /reso u rce /re sm g r/flick r best practices gu ide .pd f
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Content Syndication

CDC syndicates 

a w ide range o f 

hea lth-re lated 

top ics o f 

con ten t on

CDC.gov,

including seasonal flu , chronic disease and emergency preparedness 

in fo rm a tion . M any top ic  web pages are also available in Spanish.

Hundreds o f partners a lready u tilize conten t syndication to  provide 

accurate w eb content th a t is au tom atica lly  updated on th e ir  websites 

when it is updated on CDC.gov. C ontent Syndication is an easy and 

cost-free w ay fo r  public health partners to  provide credib le, tim e ly  

and science-based health in fo rm a tion  to  th e ir  audiences. Partners can se lf-reg ister to  quickly search available 

conten t top ics at CDC.gov, select from  the  online catalog, and dow nload syndication code.

What is Content Syndication?

Content Syndication is a
technical app lica tion th a t 
enables partne r organizations to  
display cu rren t CDC health and 
safety conten t and allows 
vis itors to  the  public health 
partne r's  website  access to  CDC 
conten t w ith o u t leaving the  
partne r website. This too l, 
provided by CDC, a llows the  
com m unication  and 
m anagem ent o f the  latest 
science-based in fo rm a tion  
online. (Centers fo r  Disease 
C ontrol and Prevention, 2010b). 
Prevention. 2010c).

In add ition  to  im proved reach and access to  health in fo rm a tion , con ten t syndication also helps enable citizens 

to  create innovative  health applications by provid ing easier access to  governm ent too ls, data and in form ation . 

CDC began conten t syndication in Novem ber 2007, and has found it to  be a successful w ay to  provide vita l 

governm ent in fo rm ation  to  the  public and co llabora te  w ith  valuable public health partners.

Resources:

•  CDC C ontent Syndication Registration System: h ttp ://to o ls .cdc .g ov /re g is te r/

•  CDC C ontent Syndication Usage Guidelines: h ttp ://to o ls .cdc .g ov /re g is te r/to s .
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RSS Feeds

CDC RSS feeds enable partners to  personalize 

th e  health in fo rm a tion  they  receive by 

subscribing to  the  top ics o f g reatest in terest to  

them . Public health partners also have the  option  o f posting 

the  feeds on th e ir  websites to  a llow  th e ir  users access to  up-to- 

date CDC in form ation . M ore  than  25 unique RSS feeds are 

available from  CDC, including Spanish-language feeds.

To u tilize th is  content, you w ill need an RSS-enabled browser or 

an RSS news reader to  subscribe. These too ls  help you v iew  the  conten t and w ill let you know  when the re  is 

new  content. You can also use conten t from  RSS feeds by adding a feed to  your website  o r social media space. 

Adding an RSS feed to  a page is a rapid, low-cost w ay to  provide up-to-date  health news to  your viewers. 

Likewise, creating an RSS feed o f your conten t is not very d ifficu lt technically, and it can be a low -risk way to  

s ta rt w ork ing  in social media.

What is an RSS Feed?

RSS stands fo r Really Simple
Syndication. RSS feeds provide an 
easy w ay to  stay updated on 
in fo rm a tion  th a t is im p o rta n t to  
you and helps reduce the  tim e  it 
takes to  browse o r search fo r new 
in fo rm a tion  on w eb sites. RSS 
feeds provide updated news 
headlines, blog posts o r selected 
website  content.

Resources:
•  CDC O verview  and Subscription Sign-up fo r RSS Feeds: Subscribe to  a CDC RSS Feed: 

h ttp ://w w w 2c.cdc.gov/podcasts /rss .asp

•  AIDS.gov Putting the  Simple in Real Simple Syndication (RSS Feeds): h ttp ://b lo g .a id s .g o v /2 0 0 8 /0 1 /rss- 

feed .h tm l

•  W ebC onten t.gov RSS Feeds Page: h ttp ://w w w .usa .gov /w ebcon ten t/techno logy /rss .sh tm l

•  WhyRSS.com Really Simple Guide to  RSS: h ttp ://w w w .w h y rss .co m /

•  Common Craft RSS in Plain English provides a b rie f overv iew  o f RSS feeds: 
h ttp ://w w w .com m on cra ft.co m /rss  plain english
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Podcasts

What is a Podcast?

A podcast is a d ig ita l audio or 
v ideo file  th a t can be saved fo r 
playback on a portable media 
device o r com puter. The te rm  
"podcast" refers to  both the  
actual con ten t o f the  media file  
and the  m ethod by which the
conten t is syndicated. con ten t is syndicated.

Partners have access to  CDC's extensive lib ra ry  o f podcasts th a t includes top ics d irected to  clinicians, 

healthcare workers, public health p ractitioners and the  general public. Partners can easily dow nload podcasts 

from  CDC.gov, post podcasts to  th e ir  w eb page, provide links to  the  CDC podcast page from  th e ir  w ebsite  and 

subscribe to  podcasts series. Partners can also create th e ir  own podcasts re lative ly easily and w ith o u t much 

investm ent in technical resources.

Who Uses Podcasts?

Podcast use continues to  increase as m ore people use 

devices w ith  d ig ita l audio playing capability. According to  

A rib tron  and Edison Research, 45% o f US consumers 

have listened to  a podcast in 2011.

Examples of Health-Related Podcasts
A num ber o f healthcare organizations provide podcasts.

•  The W orld  Health Organization provides public health in fo rm a tion  and related news from  around the  

w orld :

h ttp ://w w w .w h o .in t/m e d ia ce n tre /m u ltim e d ia /p o d ca s ts /e n /

•  Seattle Children's Hospital's podcast on flu  vaccinations fo r children: 

h ttp ://w w w .sea ttle ch ild rens .o rg /v ideos /flu -vacc ina tions-fo r-ch ild ren /

•  PKIDs also provides a num ber o f podcasts fo r  Parents o f Kids w ith  In fectious Diseases: 

h ttp ://itunes.app le .com /us/podcast/id218493791

Awareness and usage of Audio Podcasts Among us 
Consumers, 2008-2011

Aware of audio podcasts_____________________ 37% 43% 45% 45%
Ever listened to an audio podcast______________ 18% 22% 23% 25%
Listened to an audio podcast in the past month 9% 11% 12% 12%

Source^Arbitrort and Edison Research, "The infinite Dial 2011: Navigating

Podcasts help to  deliver in fo rm a tion  in a convenient 

and enjoyable fo rm a t, and can be played "on the  

go" from  an iPod, m obile  device, o r o the r portab le  player. 

Podcasts can also be viewed on websites. CDC provides podcasts 

to  increase access to  health messages and deliver health 

in fo rm a tion  in a convenient fo rm a t.
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•  CDC provides hundreds o f podcasts, including a num ber on a va rie ty  o f health and safety topics: 

h ttp ://w w w 2c.cdc.gov/podcasts /b row se.asp

Eight Best Practices for Podcast Production

1. Define the purpose. Iden tify  the  ta rg e t audience, the  main health messages and com m unication goal 

p rio r to  developing content.

2. Create audience relevant content. Designing a podcast w ith  a particu la r audience in m ind requires 

careful consideration o f content. Podcasts designed to  reach health professionals may contain medical 

te rm ino logy  whereas those fo r the  general public should make use o f com m on te rm s such as chicken pox 

instead o f varicella. This is particu la rly  im portan t w ith  podcasts, since listeners o r v iew ers may have 

dow nloaded the  podcast fo r  listening o r v iew ing  on a personal device and not able to  access the  in te rne t 

o r a d ictionary.

3. Consider length. There is no hard and fast rule th a t d ictates the  recom m ended length o f a podcast. It is 

helpful to  consider the  com m unication  goals and the  ta rg e t audience. Some messages can be e ffective ly 

com m unicated in five  o r ten m inutes w hile  o the r top ics may require a longer podcast to  explain 

adequately.

4. Develop and post transcript. Post podcast transcrip t online.

5. Develop a release schedule and post frequently. Podcasts th a t are part o f a series w ith  frequen t releases 

have a broader listener base.

6. Utilize cross-marketing. To increase exposure fo r podcast episodes o r series, leverage a va rie ty  o f 

existing and no- o r low-cost channels. External podcast d irectories a llow  podcast reg istra tion, and users 

can search by keyword and category. Consider adding a button  on o the r w eb pages d irecting  people to  

the  Podcast URL.

7. Provide additional information. Direct the  listener to  m ore in fo rm a tion  o r resources related to  the  top ic  

by fu lly  a rticu la ting  all URLs m entioned in the  podcast. This w ill be useful fo r many users, but keep in 

m ind th a t o the r people may listen to  podcasts w hile  they  are away from  a com puter, o r are unable to  

w rite , so the  con ten t should stand alone w ith o u t add itiona l in fo rm ation .

8. Connect with the audience. Careful selection o f a host ensures a connection w ith  the  audience. O ften a 

Q&A fo rm a t w ill help listeners to  be tte r understand the  top ic  by p rovid ing natura l breaks during the  

discussion.
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9. Evaluate your podcasting activities. For example, you can co llect basic in fo rm a tion  on how  many tim es 

each podcast is dow nloaded o r played. A dd itiona lly , if user com m ents and ratings are a part o f the  

podcasting system, you can track  them  to  guide fu tu re  podcast deve lopm ent.

Podcasting Resources:

•  To review  CDC's podcast library o r subscribe, please see h ttp ://w w w 2c.cdc.gov/podcasts

•  Podcast FAQ a website  com m itted  to  provid ing everyth ing you need to  know  about podcasting, has a 

w ea lth  o f in fo rm a tion  on podcasting: h ttp ://w w w .p o d ca s tfa q .co m /

•  W ebC onten t.gov Podcast Page: h ttp ://w w w .usa .gov /w ebcon ten t/techno logy /podcas ting .sh tm l

Online Video Sharing
What is Online Video Sharing?

Online video sharing can be used 
by partners to  share ta ilo red  
health com m unication  messages. 
O nline v ideo sites, such as 
YouTube, MSN and Yahoo have 
em erged as popular and pow erfu l 
v ideo sharing sites. (Centers fo r 
Disease Control and Prevention, 
2010d)

O nline v ideo sharing can be a g reat w ay to  exchange in fo rm a tion , 

share personal stories and engage audiences. V ideo sharing is becoming immensely popular because anyone 

w ith  in te rne t access can upload, view, share and com m ent on video footage. Using video sharing sites like 

YouTube o r Google V ideo help provide an engaging experience fo r consumers to  v iew  and share health and 

safety in fo rm a tion . As online v ideo view ing continues to  increase on both trad ition a l and m obile  sites, these 

sources can be a pow erfu l mechanism  to  assist you in d is tribu ting  cu rren t and accurate science and health 

messages.

CDC's o ffic ia l YouTube channel, CDCStreaming Health, contains CDC-produced videos on a va rie ty  o f health 

topics. W ith  an in te rne t connection, partners can upload, view, share and com m ent on video footage. Partners 

can also easily upload a num ber o f CDC-produced videos to  th e ir  websites o r o the r social media spaces, like a 

blog o r Facebook page. Sim ilarly, you can easily create a channel on a v ideo sharing site to  dissem inate videos 

created by your organization.
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Who Uses Video-sharing Sites?

As o f M ay 2001, 71% o f online adults are using video-sharing sites. The largest percentage o f users is in the  18 

-  29 age group. However, the re  have been steady increases over the  last year in v iew ing among in te rne t users 

in the  30 -  49 and over 50 age groups as well (M oore, 2011). YouTube is the  m ost popular v ideo sharing site, 

w ith  m ore than  490 m illion  unique m onth ly  vis itors w o rldw ide  in February 2011, up from  81.4 m illion  in M ay 

2009 (Mashable, 2011). As the  use o f m obile  devices continues to  clim b, so has the  popu larity  o f the  YouTube 

m obile  site, which receives 100 m illion  views a day (YouTube, 2011).

Examples of Health-related Video-sharing Sites

•  CDC-TV V ideo Sharing site: www.cdc. gov/C DCTV

•  CDC YouTube Channel: h ttp ://w w w .you tube .com /C D C stream inghea lth

•  M ayo Clinic: h ttp ://w w w .you tube .com /user/m ayoc lin ic?b lend=1& ob=5

•  Im m unization Action Coalition: h ttp ://w w w .you tu be .co m /u se r/Im m un iza tio nA c tion

•  Juvenile Diabetes Foundation: h ttp ://w w w .yo u tu b e .co m /u se r/jd rfo n lin e

•  eHowHealth: h ttp ://w w w .yo u tu b e .co m /u se r/e h o w h e a lth

Six Best Practices for Online Video Production

1. Prepare content that is appropriate for your target audience. C ontent should be engaging, visually 

pleasing and presented at a level appropria te  fo r  the  ta rge t audience. The use o f jargon, technical 

in fo rm a tion  o r detailed charts and graphs should be avoided. Simple, easy-to-fo llow  "s to ries" w ith  a single 

message or call to  action are m ore likely to  become "v ira l;"  a te rm  refe rring  to  when viewers vo lun ta rily  

share links o r embed videos on th e ir  own websites, blogs and social ne tw ork ing  profiles.

2. Keep the videos short. Check the  techn ical requirem ents fo r  the  site being utilized fo r video posting. The

m a jo rity  o f video sharing sites w ill have tim e  lim its  on the  length o f the  video. CDC data show  th a t many

users s ta rt d ropp ing  o ff  a fte r th ree  m inutes.

3. Create a promotional plan. Your plan should include a list o f video-sharing site(s) w here you w ill post the  

video, partners to  help you dissem inate it, the  w eb pages on your site w here the  video w ill be em bedded, 

and o the r social spaces -  like Facebook, T w itte r o r MySpace -  w here you can post and p rom ote  it.

4. Be mindful of technical production issues. Smaller organizations o r health departm ents may choose to  

u tilize in terna l s ta ff to  shoot videos. To provide good qua lity  video, fo llo w  these guidelines.
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•  Use a tr ip o d  to  stabilize the  camera.

•  For indoor video, use lighting th a t makes the  subject look natura l and avoid harsh shadows. For

ou td oo r video, make sure the  lighting is adequate and avoid brigh t sunshine.

•  Frame your shots to  h igh ligh t the  subject and avoid unnecessary zooming.

•  Use a plug-in m icrophone instead o f the  camera's built-in  m icrophone to  ensure sound qua lity.

A dd itiona l in fo rm a tion  on shooting online videos can be found in the  links below.

•  Reelse, The O nline V ideo M arketing  Guide: h ttp ://w w w .ree lseo .com /w eb -v ideo -p roduction -tips- 

q u a lity /

•  Desktop-V ideo-G uide.com : h ttp ://w w w .desktop-v ideo-gu ide .com /shoo t-v ideo .h tm l

5. Choose music appropriately. M usic you use should be purposeful and thou gh tfu l, and com p lem ent the

intended message. Unless you plan to  pay fo r music, choose selections th a t are copyrigh t free.

6. Include a URL for more information. Include a specific URL a t the  end o f the  v ideo to  d irect the  user to  

add itiona l in fo rm a tion  on the  topic.

7. Evaluate. As w ith  all com m unications activ ities, evaluation is im portan t. Depending on the  site utilized fo r 

video posting, m etrics may be provided to  assist w ith  the  evaluation. For instance, you may be able to  

measure o r track,

•  The num ber o f tim es each video has been viewed,

•  V iew er ratings and comm ents,

•  Channel subscribers, and

•  Points in the  v ideo when view ersh ip  drops off.

Video Sharing Resources:

•  YouTube - h ttp ://w w w .y o u tu b e .c o m /

•  Google V ideo - h ttp ://v id eo .go o g le .com /

•  Yahoo! v ideo - h ttp ://v id eo .yah o o .co m /

•  For m ore in fo rm a tion  on online v ideo a t CDC, please see: 

h ttp ://w w w .cdc.gov/S oc ia lM ed ia /T oo ls /O n lineV ideo .h tm l

•  See CDC YouTube and O nline V ideo Guidelines and Best Practice fo r  add itiona l in form ation : 

h ttp ://w w w .cdc.gov /S oc ia lM ed ia /T oo ls /gu ide lines /pd f/on linev ideo .pd f
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Widgets

DIABETES
YOU COULD BEAT RISK

START

www.cdc.gov/diabetes

M ade popular by Google, Facebook, W idgetbox, 

and now  cell phone opera ting  systems such as 

Andriod ; w idgets provide in teractive  in form ation  

and fresh conten t w ith  m in im al user maintenance. 

The conten t in a w idge t can be updated 

autom atica lly , ensuring access to  up-to-date  and

What is a Widget?

A widget is an application th a t can 
be utilized by partners to  display 
featured  health conten t d irectly  
on th e ir  desktop, website  o r social 
media site. W idgets can also 
generally be shared w ith  friends. 
(Centers fo r Disease C ontrol and 

Prevention, 2010e).
credib le health and safety content. CDC provides a 

num ber o f w idgets (in both English and Spanish) on a varie ty o f health topics, including H1N1 and seasonal flu, 

sm oking and tobacco use, an adu lt BMI ca lcu lator and everyday health tips. These and many o the r w idgets can 

easily be added to  partne r pages o r social media sites to  provide an in teractive  experience, fresh content, and 

engagem ent w ith  im portan t health topics. To add a CDC w idge t to  your site, locate a w idge t at 

w w w .cdc.gov/w idge ts and click on "Share." A new screen w ill display the  h tm l code fo r  th a t particu la r w idget. 

Simply cut and paste the  h tm l code in to  your web

page.

Who Uses Widgets?

According to  an O ctober 2008 Razorfish report, 55% 

o f "connected consum ers" (or those w ho report 

using a broadband connection to  th e  in te rne t and

US connected consumers who use widgets on W ebsites, by Frequency, June 2 0 0 8  {% of respondents)
A ll the tim e

M ast of the tim e

O r t e  En a w hile

SûurCê: Pà2ùf(ittì. 'D ig ita l ÇOflSflMlÊv S f ü f ly  à i  CàÉÜ in 'FEiED.
Tfte flarö-nsfl CûflsurnÊf Fjp&nüeflLeßeporf," octobÈf 200S
0WZ33 p M l f k H t e h . i l ' j i -

the  use o f d ig ita l media) add w idgets on th e ir  desktops, and 62% use them  on sites such as Facebook and 

iGoogle.

How Do I Start Developing a Widget?

There are programs online th a t a llow  anyone to  create a w idget. However, if  you w an t a custom ized one, you 

w ill m ost likely need to  hire someone w ith  specific technical, usability, and design skills to  develop it.

How Do I Start Developing a Widget?

There are programs online th a t a llow  anyone to  create a w idget. However, if  you w an t a custom ized one, you 

w ill m ost likely need to  hire someone w ith  specific technical, usability, and design skills to  develop it.
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Examples of Health-related Widgets

•  CDC.gov: h ttp ://w w w .cd c .g o v /w id g e ts /

•  H ealthfinder.gov: h ttp ://w w w .h e a lth fin d e r.g o v /w id g e ts /

•  NIH.gov: h ttp ://w w w .n ih .g o v /w id g e ts .h tm

•  3-DPregnancy.com 's Baby &  Pregnancy C ountdown Ticker: 

h ttp ://3dp regnancy.pa ren tsconnect.com /w idge t/

Widget Resources
•  CDC W idgets O verview  Page: h ttp ://w w w .cd c .g o v /w id g e ts /

eCards

eCards are an 

effective  and 

inexpensive way 

to  reach ind ividuals w ith  personalized and ta rgeted  health 

in fo rm a tion . People can use eCards to  send a personal message as 

w ell as health messages to  th e ir  friends and fam ily. An eCard often 

opens w ith  a co lo rfu l greeting, and includes a message th a t 

encourages healthy living, prom otes safe activ ities, o r celebrates a 

health- and safety-re la ted event.

What is an eCard?

eCards are e lectron ic g reeting 
cards th a t are sent to  people's 
em ail accounts. CDC developed 
Health-e-Cards to  encourage 
healthy behavior by 
com m unicating programs, 
products and in fo rm a tion  to  
individuals.

CDC provides a large co llection o f Health-e-Cards w ith  m ore than  200 cards on a w ide range o f health topics. 

eCards can be d irected to  clinicians, healthcare workers, public health practitioners and the  general public. 

Partners can utilize CDC's eCards to  send personal health messages to  th e ir  audiences. Partners also have the  

option  to  post thum bna il images and links to  CDC eCards on th e ir  websites, connecting th e ir  users to  the  CDC 

eCard app lica tion w here individuals can personalize and send cards to  th e ir  friends, fam ily  and co-workers. 

eCards can also be sent ou t by organizations to  large groups o f m em bers to  com m unicate  public health 

events.
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Who Uses eCards?

eCards are popular w ith  Am ericans o f all ages. According to  the  G reeting Card Association, an estim ated 500 

m illion  e-cards are sent each year w orldw ide  (Greeting Card Association, 2010).

Examples of Health-related eCards

•  CDC.gov: h t tp : / /  w w w . cdc .gov/eCards/

•  H ealthfinder.gov: h ttp ://w w w .hea lth finder.gov/ecards/ca rds.aspx? jscrip t=1

•  Tobacco Free California: h ttp ://w w w .tobacco freeca .com /ecards .h tm l

•  InSpot STD N otifica tion  eCards: h ttp ://w w w .insp o t.o rg /T e llT h em /tab id /5 8 /la ng ua g e /e n - 

US/Default.aspx

•  Discovery Health: h ttp ://hea lth .d iscovery .com /too ls /eca rds /ecards .h tm l

•  W orldw ideH ea lth : h ttp ://w w w .w orld w ide he a lth .co m /e ca rd s .ph p

Six Tips for Developing eCards

1. Define the purpose. Iden tify  the  ta rg e t audience, th e  key health messages and com m unication goals prior 

to  developing content.

2. Create content relevant to your audience. Designing an eCard w ith  a particu la r audience in m ind requires 

careful consideration o f content. There are tw o  audiences to  consider when developing eCards—the 

sender and the  recipient. eCards should contain messaging and images considered app ropria te  fo r sending 

and receiving by friends, fam ily  m em bers o r colleagues.

3. Include URL for more information. Include a specific URL inside the  eCard to  d irect the  recip ient to  

add itiona l in fo rm a tion  on the  top ic. Once links are de term ined, develop a short te x t descrip tion th a t is a 

call to  action fo r th e  hyperlinked text.

4. Utilize cross-marketing. To increase exposure fo r  new eCards, leverage a va rie ty o f existing and no-cost 

channels, including your w ebsite  and o the r social media channels.

5. Evaluate. As w ith  all com m unications activ ities, evaluation is im portan t. Depending on your w eb analytics 

softw are, m etrics may be available to  assist w ith  the  evaluation. For instance, you may be able to  

measure o r track:

•  The num ber o f tim es each eCard has been sent and viewed.

•  The num ber o f c lickthroughs from  the  eCard to  your website.
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6. Review the  CDC's Guidelines and Best Practices fo r  Developing eCards listed in the  resource section below  

fo r m ore tips.

eCard Resources:

•  CDC Health-e-Cards: 

h ttp ://w w w 2c.cdc.gov /eca  rds/

•  CDC Guidelines and Best Practices fo r  Developing eCards: 

h ttp ://w w w .cdc.gov /S oc ia lM ed ia /T oo ls /gu ide lines /pd f/eca rds .pd f

Mobile Health

What is Mobile Health?

mHealth or mobile health is a
te rm  used to  describe the  practice 
o f using m obile  technologies -  
m obile  phones, te x t messaging 
services o r app lica tions -  to  
support public health and 
medicine.

V ______________________________________________

M ob ile  technologies o ffe r rem arkable opportun ities  fo r  im proving the  health, safety and preparedness o f 

people in the  U.S. and around the  w orld . Because o f its p o rtab ility , a ffo rd ab ility  and availab ility , the  potentia l 

o f m obile  technologies fo r  sharing health in fo rm a tion  and co llecting disease/health data represents a 

trem endous o pp o rtu n ity  (Centers fo r Disease C ontrol and Prevention, 2010).

The th ree  unique characteristics o f m obile  applications are:

1) S im plicity -- making the  app lication su itab le fo r regularly scheduled tasks using a m in im um  num ber o f 

steps/clicks,

2) Im m ediacy -- provid ing the  capability  to  instantly de liver pe rtinen t con ten t to  users w ho carry phones w ith  

them  lite ra lly  on a constant basis, and

3) Context -- de livering services re levant to  a custom er's location and circumstances. (Johnson, C. and

W annem acher, P. 2011).
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M ob ile  technologies include the  fo llow ing :

•  M ob ile  websites -  A w ebsite  th a t has been optim ized fo r  m obile  view ing. The 

num ber o f m obile  websites has grown consistently over the  years due to  

sm artphone technologies, m obile  browsers and ce llu lar networks. To sim plify 

the  user interface, m obile  sites are optim ized fo r  view ing on sm aller screens 

by displaying less con ten t th a t is more targeted  and have m in im al num ber o f 

user contro ls fo r easy navigation.

•  Downloadable app lications -  An app lica tion th a t runs on sm artphones and 

o the r m obile  devices th a t makes op tim um  use o f the  handset's native 

functions, such as the  camera, gyroscope, o ffline  usage and push notifications. 

Examples o f hea lth-re la ted app lications include calorie and exercise 

trackers, prescrip tion re fill rem inders and healthy d in ing options.

Developing a m obile  app involves a considerable am oun t o f technical

CDC eCards

Most Sent C ategories

expertise and resources.

CDC has released an eCard m obile  app lica tion, based on the  popular 

eCard website, which a llows users to  v iew  and send e lectron ic greeting 

cards to  fam ily  and friends. A large co llection o f eCards are available 

on health top ics such as asthma, diabetes, heart health and emergency 

preparedness and response. Applications are typ ica lly  p la tfo rm  specific 

and certa in  ones may only be available fo r iPhones, Andriods o r o the r 

specific p la tform s.

Protect Yourself

Chlamydia often has no symptons 
and can cause infertility. You may 
want to have a  baby one day, so ...

Healthy Parenting

Your child experiences the world 
through his or her relationship with 
you. A safe, secure, and nurturin...

Half of alt adult smokers have 
J quit including YOU!

'  GET INFORMATION about the
benefits of quitting and tips for st..

Stay healthy this flu season.

Protect yourself and your family 
from flu. Get vaccinated.

•  SMS te x t messaging: This is the  in itia l and sim plest m obile  delivery m ethod. SMS messages are the  most 

com m on type  o f m obile  data service. Text messages, lim ited to  160 characters, can be utilized to  send 

daily health tips, sm oking cessation in te rven tion  messages and m edication rem inders. MMS, m ultim edia  

messaging service, which is an enhancem ent to  SMS te x t messaging, allows the  transm ission o f images, 

audio and video files along w ith  the  te x t message. Text messaging is quickly becom ing a v ita l to o l fo r  the  

delivery o f health in fo rm a tion  and engaging users to  im prove th e ir  health. Recent research indicates th a t 

in terven tions delivered by te x t messages have positive short-te rm  behavioral outcom es. Im portan t
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features o f SMS delivery include dia logue in itia tion , ta ilo ring  o f content, and in te rac tiv ity  (Fjeldsoe, 

M arshall &  M ille r, 2009).

Who uses mobile technologies?

The overall use o f m obile  technologies is on the  rise:

•  In 2010, 96% o f U.S. adu lt population owns a m obile  device (CTIA, 2010).

•  Text message volum e continues to  increase; in 2010, m ore than 2.1 tr illio n  short tex t messages (SMS) 

w ere sent -  up from  81 b illion in 2005. CTIA, 2010).

•  72% o f cell phone owners use th e ir  phone to  send o r receive te x t messages (Smith, A., 2010).

•  Lower income teens (ages 12 -  17) are higher users o f te x t messaging and the  m obile in te rne t than 

th e ir  m ore a ffluen t counterparts. O f the  teens w ith o u t home in te rne t access, 20% use th e ir  m obile 

devices to  access th e  in te rne t (Smith, A., 2010).

•  In 2010, 9% o f cell phone users have a health app on th e ir  phone to  help them  track o r manage th e ir  

health. The highest percentage was individuals in the  18 - 29 age group (Fox, S. 2011).

One th ird  o f Am ericans (35%) own sm artphones. Groups th a t have higher than average adoption  rates 

include those w ell educated and a ffluent, individuals under the  age o f 45 and A frican-Am ericans and 

Latinos.

The sw ift adoption o f sm artphones has lead to  the  increase o f "cell m ostly" in te rne t users. Some 87% o f 

sm artphone owners access the  in te rne t o r em ail on th e ir  device. (Smith, A., 2011)

S m a rtp h o n e  o w n ersh ip  and in te rn e t use su m m ary

% o f smartphone owners, cell owners and all adults who.

% of smartohone % o f all cell % of all adults
owners who... owners who... who...

Own a smartphone 100% 42% 35H
Use the internet or email on

87 36 30
smartphone
Use smartphone to go online 
on a typical day

63 23 23

Go online mostly using 
smartphone

25 10 3

source: The Pew Research Center's In te rn e t & Am erican Life Project, April 26 — M a y  22 , 201 1  Spring 

Tracking Survey. n=2 ,27 7  adu t  in te rn et users ages 18 and o lder, including 755  cell phone interviews. 
Interv iew s w ere conducted in English and Spanish.
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How do I get started using text messaging?

Text messaging systems are usually delivered th rough contracts w ith  outside vendors. In o rder to  begin 

sending te x t messages, an organization m ust firs t lease a shortcode, which is typ ica lly  a 5-6 d ig it 

num ber. There are tw o  types o f shortcodes, random  and vanity. V an ity  shortcodes typ ica lly  cost m ore and 

are codes th a t spell a specific phrase a nd /o r are easy to  rem em ber. Examples o f vanity shortcodes include:

• CDC: 87000

• COKE: 2653

• ABCTV: 22288

• Obama: 62262

• Yahoo: 92466

Shortcodes may be obta ined th rough  a m obile  service provider o r d irec tly  th rough  Neustar (the com pany 

which leases all shortcodes). M ob ile  service providers may o ffe r the  option  o f a "shared" o r "ded ica ted" 

shortcode. A shared shortcode may be used by m ultip le  clients and typ ica lly  costs less than  a dedicated 

shortcode which is assigned to  only one client.

Once a shortcode is obta ined, an organization m ust iden tify  a set o f keywords th a t users can te x t in to  the  

shortcode in o rder to  sign-up fo r the  te x t messaging program.

Once subscribers op t-in to  a program , an organization can send messages to  the  m obile service provider, which 

then  sends the  messages to  a m obile  aggregator. An SMS aggregator m aintains d irect connections to  the  

m ajor w ireless carriers. They deliver th e ir  custom ers' te x t messages, which they  aggregate, th rough  th e ir  

gateways. An aggregator a llows you to  go to  one place to  connect to  all o f the  w ireless carriers. The m obile  

carriers then  d is tribu te  the  message to  your subscribers.

There are various factors th a t can im pact the  cost o f im p lem enting  a m obile  te x t messaging campaign 

including length o f program , num ber o f subscribers, num ber o f messages sent and the  custom  features o f the  

program .
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Mobile websites:

•  CDC's m obile  w ebsite  delivers con ten t designed to  be viewed on a m obile  device: 

h ttp ://rn .cdc .gov

•  AIDS.gov m obile  site: h ttp ://rn .a ids .gov

Text messaging:
•  CDC's tex t messaging campaign a llows subscribers to  receive tim e ly  health in fo rm ation : 

h ttp ://w w w .cdc.gov /m ob ile /tex tm essag ing

•  Text4baby, an educational program  o f the  National Healthy M others, Healthy Babies Coalition, a llows 

subscribers to  receive w eekly messages on pregnancy and in fan t care in English and Spanish: 

h ttp ://te x t4 b a b y .o rg /

Downloadable applications:

•  Trixie Trakcker, an app th a t a llows parents to  track  th e ir  baby's sleep and eating schedules: 

h ttp ://w w w .a p p le .co m /w e b a p p s /u tilitie s /tr ix ie tra cke r.h tm l

•  Pocket First Aid and CPR, an American Heart Association app th a t provides the  latest up-to-date  

emergency in fo rm a tion  including videos and the  ab ility  to  store  medical in form ation : 

h ttp ://itunes.app le .com /us /app /pocke t-firs t-a id -cp r-from /id294351164?m t= 8

Text Messaging Best Practices

1. Keep messages short. Text messages should be short and concise. The en tire  message should be less than 

160 characters, including spaces, and punctuation; and any branding o r links to  add itiona l in fo rm ation .

2. Make messages engaging. W rite  relevant, tim e ly , clear and actionable messages. Try to  begin each 

message w ith  an interesting fact o r question so th a t users w ill be m ore likely to  open the  te x t message to  

read the  rest o f the  in fo rm ation .

3. Make content readable. C ontent should not exceed an 8th grade reading level.

4. Use abbreviations sparingly. Because tex t messages have a character lim it, it is acceptable to  use 

abbreviations, but on ly when they  are easily understood and do not change the  m eaning o f the  message.

5. Limit Latin characters. Depending on the  m obile  carrier, non-Latin o r accented le tters do not always 

w ork,

Examples of mHealth
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6. Provide access to additional information. Include your organization name in the  te x t so users know  w ho is 

sending the  message. Include a way fo r  users to  fo llo w  up o r respond to  the  message, such as a phone 

num ber a n d /o r URL to  a m obile  website. Links to  trad ition a l websites should be avoided. A ll phone 

num bers should be fo rm a tte d  so the  user can click-to-call the  num ber autom atica lly  from  th e ir  cell phone. 

All URLs should include the  "h t tp : / / "  as not all phones w o rk  w ith o u t this.

7. Include opt-out options. Text messages may also include in fo rm a tion  on how  to  op t-ou t o f the  te x t 

messaging program. These characters also need to  be figured in to  the  m axim um  length o f 160 characters.

8. Promote your text messaging efforts. Create a p rom otion  plan th a t includes p rom oting  on m obile  sites, 

social media and o the r spaces.

9. Evaluate your efforts. Evaluation can be accom plished w ith  surveys and m etrics reviews. Standard survey

message testing  can look a t qua lity, c larity, the  strength  o f the  message, as w ell as the  effectiveness o f the  

message. W hen evaluating te x t messaging activ ities, the re  are many ways to  evaluate the  e ffo rt:

•  Collect basic m etrics on how  many users are signed up fo r  the  program  and how  many users take part 

in in teractive  messaging e fforts.

•  If possible, co llect dem ograph ic data about users such as age, sex, geographic location.

•  Survey users to  gather in fo rm a tion  on w ha t types o f messages they  prefer, and use in fo rm a tion  to  

shape messages fo r  your te x t messaging program.

•  W hen possible, use surveys (via te x t messaging o r by sending users to  a w eb survey) to  evaluate 

changes in knowledge, a ttitude , and behavior.

Mobile Resources

•  CDC Text Messaging Guidance: h ttp ://w w w .cdc.gov/S oc ia lM ed ia /T oo ls /gu ide lines/pd f/tex tm essages.pd f

•  CTIA -  The W ireless Association: h tt p ://w w w . ct i a .org/a boutCTIA/

•  M ob ile  M arketing  Association: h ttp ://m m ag loba l.com /m a in

•  M ob ile  Health News: h ttp ://m ob ihe a lth ne w s .co m /

•  Fierce M ob ile  Healthcare - h ttp ://w w w .fie rcem o b ileh ea lthca re .co m / - W eekly new sle tter th a t provides 

the  latest news on the  rap id ly evolving m obile  healthcare environm ent.

•  Pew In te rne t &  Am erican Life Project's M ob ile  Access, 2010: 

h ttp ://w w w .pew in te rne t.o rg /R eports /2010 /M ob ile -A ccess-2010 .aspx
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What is a Twitter? \iw itter

Twitter has become an im portan t to o l fo r connecting people 

interested in specific health and safety in fo rm a tion . T w itte r 's  

in fo rm a tion  ne tw o rk  has g row n at a fast pace, w ith  460,000 daily 

sign-ups and over 200 m illion  registered users (Tw itte r, 2011).

CDC uses T w itte r to  health and safety in fo rm a tion  in real tim e  w ith  

people interested in CDC's health topics. T w itte r is m ore than  a 

p la tfo rm  to  dissem inate in fo rm ation ; it also provides opportun ities  

to  listen to  conversations and ga ther in fo rm ation  in real-tim e. 

T w itte r 's  search engine (h ttp ://s e a rc h .tw itte r.c o m ) is a great to o l fo r 

m on ito ring  conversations on any given top ic  on T w itte r -  it is 

generally lim ited to  the  past tw o  weeks o f public tw eets.

T w itte r is an in fo rm a tion  
ne tw o rk  made up o f 140- 
character messages called 
tw eets. It is used by m illions o f 
people, organizations, and 
businesses to  d iscover and 
share new in fo rm a tion . T w itte r 
users subscribe to  receive 
tw ee ts  by fo llow ing  an account. 
Followers receive messages in 
th e ir  t im e line  th a t includes a 
feed o f all the  accounts they 
have subscribed to . These 
short, easy to  read, public 
messages make T w itte r a 
pow erfu l, rea l-tim e way o f 
com m unicating (Tw itte r, 
2011).These messages can be 
subm itted  by a va rie ty  o f 
means, including tex t 
messages, m obile  websites, or 
th e  w ebsite  hosting the  m icro ­
blog.

Who uses Twitter?

Individuals, organizations (e.g. Am erican Cancer Society), corporations (e.g. CNN, M icrosoft) and federal 

agencies (e.g. National Institu tes o f Health and CDC) use T w itte r.
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T w itte r use continues to  g row  

since its in troduction  in 2006. 

As o f M ay 2011, 13% o f online 

adults use T w itte r. The largest 

population o f T w itte r users is 

in the  18 -  29 age bracket, 

fo llow ed  by the  30 -  49 age 

bracket. The num ber o f 30 - 

49 year olds w ho use T w itte r 

has doubled since late 2010. 

High adoption  rates fo r non­

w hites continue. On a typ ica l 

day, one in ten  African 

Am erican in te rne t users v is it 

T w itte r, double the  rate fo r 

Latinos and nearly fo u r tim es 

the  rate fo r  whites. As m obile 

technologies continue to  

im prove so does user access. 

Am ong cell phone-owning 

T w itte r users, 54% access the  

service th rough  th e ir  m obile 

phone (Smith, A., 2011).

W ho uses Twitter?
% of internet users within each group who use Twitter

Ail internet users 13%

G ender

Men 14

W om en 11

Age

13-29 13*

30-49 14*

50-64

65 + 6
Race/E thn ic ity

W hite , non-H ispanic 9

Black, non-H ispanic 25*

Hispanic 19*

Household Income

Less than $30,000 12

$30,000-$49,999 15

$50,000-$74,999 12

$75,000+ 15

Education level

High school grad 3

Some college 12

College+ 16*

G eographic location

Urban 15*

Suburban 14*

Rural 7

Source: The fe w  Research Center's Internet & American Life Project, April 26 -  May 22, 

2011 Spring Tracking Survey. n=2,277 adult internet users ages IS and older, including 
755 cell phone interviews. Interviews were conducted in English and Spanish. * 

indicates statistically significant difference between rows.

What type of activities do Twitter users participate in?

A va rie ty  o f activ ities are perform ed by T w itte r users including sharing links, videos, photos and re tw eeting  

m ateria l posted by others.
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Since its inception as a simple message posting service, users have expanded th e ir  use to  include the  fo llow ing  

T w itte r events:

•  T w itte r Chat: Scheduled events a llow ing  organizations o r program s to  com m unicate w ith  th e ir  

fo llow ers. Chats include free  flow ing  discussions, question and answer sessions and the  d issem ination 

o f in fo rm a tion  to  a large audience th rough  sharing or re tw eeting  o f content.

•  T w itte rv iew : This scheduled event is a type  o f in te rv iew  in which the  in te rv iew er and the  in terview ee 

are lim ited  to  short-from  responses o f 140 characters per message.

•  T w itte r Town Hall: A scheduled fo rum  th a t a llows fo llow ers to  subm it questions on a specific topic. 

Responses can be delivered th rough  live tw eets, v ideo o r live stream.

•  Live Tw eeting: Tw eeting live from  an event to  h igh ligh t key points o f a presentation, audience

engagem ent and com m ents, and play by play m om ents. Live tw ee ting  is o ften utilized fo r  conferences

to  a llow  fo llow ers not a ttend ing  to  fo llo w  the  events.
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Examples of Twitter Profiles Addressing Public Health

•  CDC_eHealth: h ttp ://tw itte r.co m /C D C  eHealth

•  CDCgov: h ttp ://tw itte r.c o m /c d c g o v

•  AIDS.gov: h ttp ://tw itte r.com /A ID S g ov

•  M in o rity  Health: h ttp ://tw itte r .c o m /M in o rity H e a lth

•  CA IZ Coalition: h ttp ://w w w .tw itte r.co m /Im m u n ize ca

•  CBC Health (Canada): h ttp ://tw itte r.com /C B C H ea lth

Twitter Best Practices

1. Account set-up recommendations - Profile Name, Image and Biography

a. Profile name - Each T w itte r account has a unique p ro file  name th a t describes the  subject m a tte r o f the  

account, name o f the  organization o r contains a keyword describing the  nature  o f the  organization. 

(e.g. CDC_eHealth, FluGov). The profile  name should be short and concise (m axim um  15 characters).

b. Biography - The biography is a 160-character descrip tion o f the  profile . This b iographical s ta tem ent 

should be the  firs t post from  a new  profile .

c. Image -  A logo o r graphic th a t represents your organization o r agency.

2. Keep content short and simple. CDC recomm ends w ritin g  tw ee ts  o f 120 characters so th a t messages can 

easily be retw eeted, (the practice o f posting ano ther user's tw ee t), w ith o u t ed iting . If a tw e e t contains the  

m axim um  140 characters, users w ho w an t to  share your message by re tw eeting  w ill need to  ed it the  

message to  reduce the  character count.

3. Provide more information with a shortened URL. If possible, provide a link back to  your main website  fo r 

m ore in form ation . You can save space by using URLs th a t are shortened. Several websites are available 

th a t can help you: h ttp ://t in y u r l.c o m  o r h ttp ://is .g d .

4. Promote your Twitter profile. Provide links to  your T w itte r p ro file  on o the r com m unications m ateria ls 

th a t you have prepared, including both tra d itio n a l and social media, and w o rk  w ith  o the r T w itte r profiles 

to  build your audience base strategically.

5. Keep followers engaged. Setting a regular posting schedule w ill help engage fo llowers.

6. Post other relevant content. Develop a strategy fo r re tw eeting  posts from  partners and fo llow ers.

7. Search Twitter for comments about your organization or health topic: You can use search .tw itte r.com  to  

m on ito r T w itte r. You can then  "lis te n " to  conversations about im p o rta n t health concerns, find  messages 

about your organization and m on ito r how  audiences are responding to  messages.
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8. Evaluate your efforts. Track your e ffo rts  and regularly review  the  num ber o f fo llow ers, updates, retw eets 

and m entions in T w itte r. There are also a num ber o f ways to  m on ito r increased tra ffic  to  your website, as 

w ell as the  "m en tions" outside o f T w itte r on blogs, websites o r articles. W ith  regular m on ito ring  o f T w itte r 

e ffo rts , it is easy to  track  increased tra ffic  to  your w ebsite  generated by click-throughs o f your links, 

changes in your fo llow ers, and the  num ber o f re tw eets o f your messages. M any evaluation m etrics fo r 

T w itte r can be collected fo r litt le  o r no cost. W hen evaluating T w itte r activ ities, consider the  fo llow ing :

•  Track click-throughs from  your links: W ebsite analytics softw are  (such as O m nitu re  Site Catalyst or 

Google Analytics), a llows you to  track  increases in w ebsite  tra ffic  from  T w itte r by m easuring how 

many fo llow ers  click th rough from  T w itte r links back to  your site.

•  Analyze influence on T w itte r: Account users may keep track o f how  many o the r users are "fo llo w in g " 

them  and how  many updates they have published over tim e. Retweets, @ replies (or "a t replies"), and 

o the r m entions o f his o r her T w itte r username are tracked on a user's profile. An RSS feed can also be 

set up to  track  these search results.

•  Analyze fo llow ers: Because T w itte r is web-based, it may be possible to  design an online survey 

(through a to o l such as SurveyM onkey) to  measure user satisfaction, increases in know ledge due to  

your pro file , o r changes in behavior or a ttitudes.

Twitter Resources:

• CDC.gov Social M edia Tools: T w itte r : h ttp ://w w w .cdc.gov /S oc ia lM ed ia /T oo ls /M  icroBlogs.htm l

• CDC Social M edia Tools Guidance on T w itte r: 

h ttp ://w w w .cdc.gov/S oc ia lM ed ia /T oo ls /gu ide lines /pd f/m icrob logg ing .pd f

• W ebC ontent.gov T w itte r Best Practices: 

h ttp ://w w w .usa .g ov /w e bco n ten t/te chn o lo gy /m ic rob log g ing /tw itte r.sh tm l
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Blogs
What is a Blog?

Blogs, o r web logs, are regularly 
updated online jou rna ls  th a t 
a lm ost anyone w ith  an in te rne t 
connection can use. Some blogs 
ta rg e t a small audience, w hile  
o thers boast a readership 
com parable to  national 
newspapers. They may have only 
one au tho r o r a team  o f regular 
authors, but m ost blogs share a 
s im ila r fo rm a t in th a t the  entries 
are posted in a reverse 
chronologica l o rde r and may 
a llow  readers to  com m ent on 
posts (Centers fo r Disease

CDC often wants to  share con ten t in a w ay th a t C o n tro  and 2010j ).
Blogs o ften focus on a specific

a llows readers to  leave com m ents and engage in t o pic o r ty p e of  topic.

discussion. A blog can be used to  discuss a top ic  th a t ^

may be to o  com plex fo r o the r channels and to  give your top ic  o r program  a m ore personal and

engaging presence than  a website  allows.

Who is blogging?

Once a popular ac tiv ity  fo r  online teens and 

the  18 -  33 age group, th is  population has 

experienced a m odest decline in blogging, a 

trend  th a t may be related to  the  quickly 

grow ing  popu la rity  o f social ne tw ork  sites.

The o lder age groups, however, have seen an 

increase. The rate o f blogging fo r all online 

adults rose from  11 percent in 2008 to  14 percent in 2010.

"O verall, bloggers are a highly educated and a ffluen t group. Nearly ha lf o f all bloggers we 

surveyed have earned a graduate degree, and the  m ajority  have a household income o f $75,000 

per year o r h igher" (Sussman, 2009). W hen considering influence, m om m y bloggers are very
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pow erfu l. Close to  71% o f US fem ale in te rne t users tu rned  to  them  fo r useful in fo rm a tion  and

52% read them  fo r  p roduct recom m endations (eM arketer, 2010).

Health-related Blogging Examples:

•  School Kids Healthcare Blog: (h ttp ://w w w .schoo lk idshea lthca reb log .com /) This blog 

ta rge ts  school nurses, healthcare and safety professionals, and campus m edical s ta ff -  

a llow ing  them  to  connect w ith  th e ir  peers, discuss cu rren t events, and share stories and 

challenges (School Kids Health Care Blog, 2010).

•  Shot o f Prevention: (h ttp ://s h o to fp re v e n tio n .c o m /) This is a com m un ity  blog where 

individuals, parents, medical professionals and o thers can gather to  discuss questions 

and cu rren t events regarding im m unizations (Shot o f Prevention Blog, 2010).

•  Consumer Reports Health Blog:

(h ttp ://b logs .consum errepo rts .o rg /hea lth /hea lthy  liv in g /) This blog focuses on a 

va rie ty  o f consum er health top ics including n u trition , tre a tm e n t options, and prevention 

tips.

•  CDC's Public Health M atte rs  Blog: h ttp ://b logs .cdc .gov /pub lichea lthm a tte rs / This blog 

shares in fo rm a tion  on preparing fo r and responding to  public health events.

•  Massachusetts D epartm ent o f H ealth : (h ttp ://p ub lich e a lth .b lo g .s ta te .m a .us /) This blog 

focusing on health top ics in the  state, including Spanish language posts by the  D irector 

o f Ethnic M edia Engagement.

Blogging Best Practices:

1. Observe the blogosphere. Before beginning a blog o f your own, read o the r blogs th a t deal 

w ith  s im ila r top ics to  learn w ha t works well and w ho the  "in fluencers" are in the  top ic area. 

One can find blogs th rough the  blog search engines such as Technorati 

(w w w .tech no ra ti.co m ).

2. Provide links. Support posts w ith  links to  o the r w eb pages th a t provide context to  your post.

3. Keep posts as short as possible. Provide enough in fo rm a tion  to  support main points, but be 

succinct. Shorter posts (a couple o f paragraphs) are m ore likely to  be read in th e ir  en tire ty  

than  longer posts. However, if  an issue is particu la rly  complex, it may require a longer post.

33

http://www.schoolkidshealthcareblog.com/
http://www.schoolkidshealthcareblog.com/
http://shotofprevention.com/
http://blogs.consumerreports.org/health/healthy_living/
http://blogs.consumerreports.org/health/healthy_living/
http://blogs.cdc.gov/publichealthmatters/
http://publichealth.blog.state.ma.us/
http://publichealth.blog.state.ma.us/
http://www.technorati.com/


4. Make headlines attention-grabbing. Just like a newspaper a rtic le , a blog post's t it le  should 

capture a reader's a tten tion  and summarize the  main po in t o f the  post. Look to  national 

newspapers to  get ideas fo r w ritin g  headlines.

5. Include numbered or bulleted lists. List s tructured  in fo rm a tion  in an easily d igestible 

fo rm a t.

6. Make posts easy to scan. Insert sub-headings w here applicable and make sentences and 

headlines short and to  the  point. "C hunking" in fo rm a tion  makes it easier fo r  im portan t 

in fo rm a tion  to  stand out.

7. Keep a consistent style. Readers like to  know  w ha t to  expect. Find a w ritin g  style th a t works 

fo r the  intended audience and m ainta in  it th ro ug h ou t each blog post. Since th is  can be 

d ifficu lt when w ork ing  w ith  a team  o f authors, appo in t one person to  review  all posts fo r 

style and consistency.

8. Use keywords strategically. Think about w ha t keywords people would  use to  search fo r a 

post and include them  in the  body te x t and headers. M ake sure the  keyword placem ent is 

natura l and does not seem ou t o f place.

9. Edit your post. Good w ritin g  is in the  editing. Before h itting  the  subm it button , re-read the  

post and ed it fo r b revity  and clarity.

10. Promote your blog. Have a p rom otion  plan in place before launching a blog. If T w itte r is a 

part o f your overall com m unication strategy, it can be a good place to  p rom ote  a new post. 

Sending d irect em ail updates to  partners and those w ho have shown in terest in the  

organization can also be a g reat way to  prom ote  a blog.

11. Determine how to handle comments. Develop a com m ent policy th a t covers the  response 

to  inappropria te , derogatory o r o ff top ic  com m ents, along w ith  a pro toco l to  handle 

inquiries and incorrect in fo rm ation . Refer to  CDC's Health O ut Loud Blog Com m ent Policy 

and a Health O ut Loud blog posting fo r add itiona l in fo rm ation .

12. Make use of web analytics tools. Two popular web analytics too ls  to  consider using are 

listed below:

•  Google Analytics - h ttp ://w w w .go og le .com /an a ly tics /

•  Yahoo! W eb Analytics -  h ttp ://w eb .ana ly tics .yahoo .com /

It is advised to  review  your policy and privacy im plica tions before u tiliz ing any analytic tools.

13. Evaluate your efforts. Using a web analytics to o l a llows you to  de te rm ine  the  num ber o f 

people w ho have visited the  page in a particu la r tim e  period. It is also im portan t to  track  the
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num ber o f com m ents received on each blog post. It is especially useful to  look fo r patterns 

in blog posts th a t d raw  the  m ost com m ents and determ ine  if  the  length, top ic, o r tim e  o f 

day you posted th e  blog draws m ore reader engagem ent. U tiliz ing o ffic ia l blogger softw are  

a llows a blog to  be catalogued by blog search engines, such as Technorati 

(w w w .tech no ra ti.co m ). Technorati also assigns an "a u th o rity " num ber to  blogs it catalogues. 

The "a u th o rity " refers to  the  num ber o f websites linking to  a blog in the  previous six 

m onths. A higher "a u th o rity "  means th a t m ore people are linking to  a blog, which may help 

to  show the  blog's popu larity  and, in some cases, cred ib ility . Technorati also allows a user to  

search fo r  o the r blogs th a t may be linking to  his o r her blog.

Blogger Resources:

•  For m ore in fo rm a tion  on blog activ ities at CDC, please see: 

h ttp ://w w w .cdc.gov/S oc ia lM ed ia /T oo ls /B logs.h tm l

•  Technorati (h ttp ://w w w .te ch n o ra ti.co m /se a rch )

•  Google Blog Search (h ttp ://b logsea rch .goog le .com /)

•  Blogger: h ttp ://w w w .b lo gg e r.co m

•  Common Craft v ideo "Blogs in Plain English": h ttp ://w w w .com m on cra ft.co m /b lo gs

•  Probloggers "S tarting  O ut in Blogging from  Scratch": 

h ttp ://w w w .p rob logge r.ne t/a rch ives /2008 /03 /18 /if-you -w ere -s ta rting -ou t-in -b logg ing - 

from -scra tch -how -w ou ld -you -p rom ote -your-b log /
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Facebook
What is a Social Networking Site?

Social networking sites are online 
com m unities w here people can 
in te ract w ith  friends, fam ily, 
coworkers, acquaintances, and 
o thers w ith  s im ilar interests.
M ost social netw ork ing  sites 
provide m u ltip le  ways fo r  th e ir  
users to  in te ract such as chat, 
em ail, video, voice chat, file ­
sharing, blogging, and discussion 
groups.

The use o f social ne tw ork ing  sites continues to  grow . Sites are used by m illions o f people every 

day to  in teract and engage w ith  o the r users, to  share conten t and to  learn. Social netw ork ing  

sites provide an im m ediate  and personal way to  deliver program , products and in fo rm a tion . The 

m ost popular social netw ork ing  site is Facebook, which has over 750 m illion  users. The average 

user creates 90 pieces o f con ten t every m onth, and 50% o f active users log on to  the  site on any 

given day (Facebook, 2011 ).0 the r popular sites include Linkedin, MySpace and Foursquare. 

There are also several niche social netw ork ing  sites th a t ta rge t audiences, such as m om s and 

physicians, o r address top ics such as trave l and health issues.

Who Uses Social Networking Sites?

There has been a trem endous g row th  in social netw ork ing  site use since 2008. According to  a 

2011 Pew In te rne t survey, nearly 50% o f adults o r 59% o f in te rne t users, use a t least one social 

ne tw ork ing  site. This is up from  26% o f adults o r 34% o f in te rne t users in 2008. There has been a 

pronounced increase in social ne tw ork ing  site use among those over 35. Due to  th is  increase, 

the  average age o f adu lt social netw ork ing  site users has sh ifted from  33 in 2008 to  38 in 2010.

Close to  92% o f social ne tw ork  partic ipants use Facebook (Ham pton, K., G oulet, L., Rainie, L. &

Purcell, K., 2011). A dd itiona l in fo rm ation  on US Facebook users:

•  US users to ta l 151.8 m illion

•  55% female

•  50% in the  18 -  34 age g roup (w w w .checkfacebook.com , 2011)

•  Caucasian users make up 78% o f users w hile  9% are African Am ericans and 9% are 

Hispanic
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•  35% o f users have a college or advanced degree (Ham pton, K., Goulet, L., Rainie, L. & 

Purcell, K., 2011)

Examples of Social Networking Sites Addressing Public Health Topics

•  Colorado Children's Im m unization Coalition: 

h ttp ://w w w .facebook.com /Im m un izeC O K ids

•  Am erican Cancer Society: 

h ttp ://w w w .facebook.com /A m ericanC ancerS ocie ty?v=w all& re f= ts

•  AIDS.gov MySpace: h ttp ://w w w .m yspace .com /a idsgov

•  Nebraska D epartm ent o f Health and Human Services: 

h ttp ://w w w .facebook.com /pages/L inco ln -N E /N ebraska-D epartm ent-o f-H ea lth-and- 

Human-Services/340846025779?v=wa 11& ref=ts#

•  Alabama D epartm ent o f Public Health: h ttp ://w w w .facebook .com /pages /M on tgom ery- 

AL/A labam a-Departm ent-of-Public-Health-ADPH/235001560006

•  CaringBridge: h ttp ://w w w .facebook.com /C aringB ridge

•  PatientsLikeM e: h ttp ://w w w .p a tie n ts like m e .co m /

Facebook Best Practices

The in fo rm a tion  below  is an overv iew  o f Facebook Best Practices. An add itiona l resource, 

available to  obta in  guidance covering deta iled recom m endations and best practices, can be 

found at h ttp ://w w w .cdc.gov/S oc ia lM ed ia /Too ls /gu ide lines/pd f/FacebookG u ide lines.pd f

1. Become familiar with other Facebook sites. There are several public health-re lated 

social ne tw ork  sites available w ith  d iffe ren t targets, purposes and functions. V isiting 

o the r sites w ill help gain an understanding o f the  partic ipants, the  cu lture  and the 

functiona lity .

It is im p o rta n t to  note the  d ifference between a Facebook page and an individual 

Facebook pro file . Facebook pages are utilized by organizations and businesses while 

Facebook profiles are fo r  individuals. Unlike profiles, pages are m oderated by page 

adm in is tra to rs  w ho logon to  post con ten t o r m on ito r com m ents and they  do not receive 

no tifica tions when users take  action.
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2. Consider the overall communications strategy and objectives. Before launching a page, 

make sure social ne tw ork ing  activ ities mesh w ith  the  overall com m unication strategy 

and objectives. Once a ta rg e t audience has been identified, it is essential to  de te rm ine  if 

using a social ne tw ork ing  site such as Facebook is an appropria te  channel. Facebook is a 

public p la tfo rm  and, in m ost cases, reaches the  general public. Specifically targeted 

Facebook pages can be developed to  address healthcare providers, public health 

professionals and others. CDC Parents are the  Key to  Safe Teen Drivers is an example o f 

a Facebook page th a t ta rge ts  parents o f teenagers.

3. Be thoughtful about resources. Ensure th a t adequate resources (tim e  and staff) are 

available to  support the  ongoing m aintenance o f the  page in o rder to  keep conten t fresh 

and fans engaged.

4. Provide engaging posts and communication material on the site. Incorporate videos, 

quizzes, w idgets, games, applications, images and o the r m ateria ls to  actively and 

repeatedly engage users.

5. Create a comment policy. Develop a policy th a t covers the  response to  inappropria te  or 

derogatory  com m ents. Refer to  CDC's Social N etw orking Com m ent Policy fo r  an 

example: h ttp ://w w w .cdc.gov/S ocia lM ed ia /Too ls /C om m entP o licy .h tm l.

6. Give careful consideration to associations with partner content. It is possible to  display 

"fea tu red  likes", " like " o r com m ent on partner status updates, and to  share partner 

content. W hen considering p rom otion  o f partne r page or engagem ent w ith  th e ir  

content, it is im p o rta n t to  de te rm ine  the  advantages o f the  activ ity  to  ensure your 

o rgan ization 's brand benefits by association w ith  particu la r organizations, agencies or 

groups. A dd itiona l in fo rm a tion  can be found in CDC's Facebook Guideline and Best 

Practices.

7. Collect and store comments. Develop a system to  archive comm ents.

8. Develop a promotion plan. Establish a p rom otion  plan before launching the  page; 

encourage fans to  share and cross-prom ote using o the r social media channels and web 

pages.

9. Develop an evaluation plan. Have an evaluation and m etrics plan in place p rio r to  

launch to  de te rm ine  if  e ffo rts  are successful. For example, it w ill be helpful to :
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•  D eterm ine how  partic ipa tion  w ill be measured. Evaluation can include simple measures 

o f user engagem ent (e.g. How many fo llow ers /fans /friends  does the  account have? How 

m any users com m ented on recent posts?)

•  Take advantage o f the  analytic packages available on the  social ne tw ork ing  sites. These 

can be utilized to  de te rm ine  the  num ber o f people ("fans") partic ipa ting  in the  activ ity  

and to  observe how  users engage w ith  the  site. For example, Facebook Insights are 

available to  users (adm in istra tors) w ho  m ainta in  a page fo r  an organization. Facebook 

Insights a llow  the  adm in is tra to r to  see dem ographic in fo rm ation  and fan in teractions 

w ith  the  page over tim e.

•  Consider tracking  the  am oun t o f tra ffic  being driven to  a website  from  an organization's 

Facebook page. If using an analytics to o l fo r a website  (such as Google Analytics or 

W ebTrends), th a t to o l w ill show  the  source o f tra ffic  to  a page, and the  num ber o f users 

w ho are vis itors com ing via a link on the  Facebook page.

•  Plan to  evaluate w ith  an online survey (through a to o l such as SurveyMonkey) to  

m easure user satisfaction, increases in knowledge due to  the  social ne tw ork ing  page, or 

changes in behavior o r a ttitudes.

Social Networking Resources:

•  CDC's Facebook Guidance and Best Practices: 

h ttp ://w w w .cdc.gov/S oc ia lM ed ia /Too ls /gu ide lines/pd f/FacebookG u ide lines.pd f

•  Facebook fo r  G overnm ent: h ttp ://w w w .fa ceb oo k .co m /g ove rnm en t

•  Common Craft v ideo "Social Networks in Plain English": 

h ttp ://w w w .com m oncra ft.com /v ideo -soc ia l-ne tw o rk ing

•  W ebC onten t.gov Social N etworks and G overnm ent: 

h ttp ://w w w .usa .g ov /w e bco n ten t/te chn o lo gy /soc ia l netw orks.sh tm l

•  GovLoop: h ttp ://w w w .g o v lo o p .co m / (A governm ent com m unity)
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SOCIAL MEDIA CAMPAIGN EXAMPLE

In th e  last fe w  years, CDC has developed a num ber o f in tegrated social media campaigns, 

including campaigns fo r the  CDC V ita l Signs, novel H1N1 flu  event, the  Salmonella Typh im urium  

outb reak associated w ith  peanut bu tte r and peanut-conta in ing products, as well as annual 

seasonal influenza vaccination campaigns. Each campaign integrates innovative social media 

products w ith  research-driven strategies to  ensure th a t CDC protects and prom otes the  health 

o f diverse audiences. CDC V ita l Signs is a m on th ly  program  th a t focuses on a single, im portan t 

public health top ic  and provides a "ca ll to  action" fo r  d iffe ren t audiences. This example details 

the  use o f social media too ls  to  h igh ligh t and com plem ent the  release o f V ita l Signs in fo rm a tion  

as part o f an integrated com m unications campaign fo r  the  Cardiovascular Health topic.

Vital Signs Campaign

During the  firs t year o f the  CDC V ita l Signs program , social media too ls w ere developed to  

provide consumers and partners w ith  credib le, science-based in fo rm a tion . The comprehensive 

set o f too ls  was developed and utilized to  encourage partic ipa tion  and to  achieve the  overall 

goal o f com m unicating key messages th a t can influence health decisions. By utiliz ing m u ltip le  

fo rm a ts  to  dissem inate messages, users had the  op tion  to  partic ipa te  based on th e ir knowledge, 

level o f access, and engagem ent w ith  social media.

A va rie ty  o f em beddable too ls w ere made available to  partners to  fac ilita te  the  sharing and 

p rom otion  o f V ita l Signs in fo rm a tion . Tools w ith  portab le  content, such as w idgets and online 

video, a llow  users to  easily share messages and become health advocates.

Buttons, or graphics utilized fo r  on line p rom otion  o f campaigns, w ere created specifically fo r 

partners and organizations to  post on th e ir  websites to  in form  v is itors about im p orta n t public 

health top ics o r d irect them  to  add itiona l in fo rm ation .
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Widgets, small portab le  applications, w ere created fo r 

users to  add to  blogs, social ne tw ork  profiles, and web 

pages to  a llow  the  sharing o f im portan t health 

in fo rm ation . The V ita l Signs w idget is updated on a 

m on th ly  basis to  reflect the  latest top ic. In add ition  to  the  

V ita l Signs w idget, specific top ic  w idgets have been 

created, such as the  displayed Salt Intake Quiz w idget.

The use o f Online Video sharing sites 

and health com m unication messages, 

posted videos. The CDC YouTube 

channel, CDCStreamingHealth, has a 

to ta l o f 193 videos th a t cover a 

va rie ty  o f public health topics 

including HIV, asthma and diabetes. 

For the  Cardiovascular Health V ita l 

Signs release, the  Salt M atte rs  

video, fea tu ring  CDC D irector Dr. 

Thomas Frieden, was released. This 

video highlights the  risks o f unseen 

salt in processed foods, the  resulting 

increased risk o f high blood pressure, 

nu tritiona l choices.

a llows fo r  the  dissem ination o f ta ilo red  health education 

and allows users to  upload, view , share and com m ent on

as w ell as o ffe ring  insight on how  to  make better
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Audio  Podcasts, tit le d  the  V ita l M inu te , w ere produced fo r each V ita l Signs top ic. Podcasts are 

available fo r  dow nload ing th rough  the  CDC.gov w ebsite  and th rough  the  iTunes store.

In add ition  to  easily dow nloadable  tools, CDC also o ffers too ls th a t incorpora te  social content 

such as eCards and te x t messages.

Electronic greeting  cards, or eCards, w ere developed to  a llow  users to  send health messages to  

friends, fam ily  and co-workers. The example here displays the  receipt o f an eCard, encouraging 

ind ividuals to  become aware o f and to  contro l th e ir  risk fo r  heart disease. eCards a llow  senders 

to  insert personal messages:

Encouraging you to take  these s te p s  to  prevent h eart 

d isease  an d  s ta y  healthy!
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The CDC Text Messaging campaign was launched in Septem ber 2009. The program  provides 

th ree  health messages a week to  m ore than  14,000 subscribers about im portan t CDC 

in fo rm a tion  on hea lth-re la ted top ics such as n u trition  tips, H1N1 flu , seasonal flu  and w ea ther- 

related messages. For the  m on th ly  V ita l Signs launch, tw o  messages w ere sent the  week o f the  

launch to  a le rt the  subscriber about the  report's  release, to  share in fo rm ation , and to  link to  the  

V ita l Signs Health and Safety fea tu re  on the  CDC m obile  website.

Button promoting text message campaign Sample text

The use o f Twitter allows CDC the  o pp o rtu n ity  to  com m unicate  rap id ly w ith  a w ide audience o f 

engaged users. CDC utilizes the  CDC.gov and eHealth profiles to  p rom ote  the  m on th ly  launch o f 

V ita l Signs topics. The CDC.gov profile  is used to  share in fo rm a tion  on the  report, im portan t 

statistics and prevention tips. The CDC eHealth p ro file  prom otes social media too ls related to  

the  top ic  such as videos, eCards and podcasts. These tw o  T w itte r profiles have a collective 

fo llow ing  o f 191,000 users.
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Through CDC's Content Syndication application, V ita l Signs con ten t is made available to  

partners to  d isplay CDC on th e ir  own websites. C ontent syndication provides a stream lined 

process fo r d issem inating cu rren t, credib le and au tom atica lly  updated V ita l Signs conten t in 

real-tim e. M ore  than  350 public health partners -  including state and local health departm ents, 

hospitals, universities and federa l agencies -  have im plem ented conten t syndication on th e ir

websites, and syndicated conten t has been viewed m ore than 500,000 tim es.

a T— i f M d i i n h w- m) r.'Y YKirt_____

CDC content on CDC.gov Syndicated content on partner website
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To engage users and fac ilita te  in teractive  com m unication, CDC utilizes the  social netw orking 

site, Facebook to  share in fo rm ation  and to  expand reach. The CDC Facebook page, launched in 

M ay 2009 a t the  s ta rt o f the  H1N1 response, has seen a steady increase in num bers o f fans; th is  

to ta l is nearly 147,000 (July 2011).

A ta b  was created specifically fo r  the  V ita l Signs campaign. It h ighlights each health top ic  to  

d raw  users to  a landing page. The CDC Facebook page is used to  share im p o rta n t V ita l Signs 

in fo rm a tion , provide social media too ls, such as badges, w idgets and eCards fo r  users to  

dow nload and share, embed online videos, and link to  th e  CDC.gov V ita l Signs site fo r  add itiona l

in fo rm a tion . By utilizing 

Facebook fo r  V ita l Signs 

in fo rm a tion , CDC was 

able to  expand reach to  a 

younger audience, m ore 

so than w ith  CDC.gov 

alone.
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ADDITIONAL SOCIAL MEDIA RESOURCES

Because o f the  dynam ic nature  o f social media and em erging technologies, new  in fo rm a tion  and

research is being released at a rapid pace. The fo llow ing  list o f selected resources provides a

sampling o f add itiona l in fo rm a tion  on social media:

•  Mashable - h ttp ://m ashab le .com /soc ia l-m ed ia / - The w orld 's  largest blog focused 

exclusively on W eb 2.0 and Social M edia news.

•  Pew In te rne t &  Am erican Life Project - h ttp ://w w w .p e w in te rn e t.o rg / - One o f seven projects 

th a t make up the  Pew Research Center, the  Project is a "fac t ta nk " provid ing in fo rm a tion  on 

how  in te rne t and technology trends, issues, and a ttitudes are shaping the  U.S. and the  

w orld .

•  SiteAnalytics - h ttp ://w w w .c o m p e te .c o m /a b o u t/ - A web analytic com pany powered by the  

largest pool o f on line consum er behavior data in the  industry.

•  Quantcast - h ttp ://w w w .q u a n tca s t.co m / - Site provid ing deta iled audience profile  

in form ation .

•  Technorati- h ttp ://te c h n o ra ti.c o m / - A blog search engine.

•  HubSpot - h ttp ://w w w .h u b sp o t.co m /p ro d u c ts / - Leading m arketing analytic com pany th a t 

provides social media in fo rm a tion , tra in ing  and w ebinars on a period ic basis.

•  Nielson Online - h ttp ://en-us.n ie lsen .com /  - The w orld 's  leading m arketing and media 

in fo rm a tion  com pany m easuring audience and dem ographic in form ation .

•  comScore - h ttp ://w w w .com sco re .com / - A source o f d ig ita l m arketing intelligence 

p rovid ing online audience m easurem ent in form ation .

•  CTIA The W ireless Association - h ttp ://w w w .c tia .o rg / - An in te rna tiona l nonp ro fit 

m em bersh ip  organization th a t represents the  w ireless com m unications industry.

•  Fierce M ob ile  Healthcare - h ttp ://w w w .fie rcem o b ileh ea lthca re .co m / - W eekly new sletter 

th a t provides the  latest news on the  rap id ly evolving m obile  healthcare environm ent.
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SOCIAL MEDIA COMMUNICATIONS STRATEGY WORKSHEET

Use th is  w orksheet to  help you strategize about your audience, and the  potentia l social media 

too ls  and channels you may w an t to  use fo r your campaign o r com m unication activity.

1. Target Audience

Describe the person(s) you want to reach with your communication; be as specific as 
possible. More than one audience may be listed. Include a primary and secondary 
(influencers) audience i f  appropriate. (Examples: Mothers o f children younger than two years 
old living in Atlanta, Pediatricians practicing in Nevada.)
I.

II.

III.

2. Determine your objective

What do you want to achieve through your social media outreach and communication? This 
could include something you want your target audience to do as a direct result o f 
experiencing the communication. Objectives may include (but are not limited to) the 
following:

a) Provide information
• Highlight a campaign
• Encourage a health behavior
•  Reinforce health messages
• Encourage interaction
• Obtain feedback/exchange ideas
• Collaborate with partners
(Example: Increase awareness o f im m unization  campaign.)

I.

II.

III.

b) Restate your objectives in SMART terms:
Specific -  state in concrete, detailed and well-defined terms -  What exactly are we going 
to do fo r  whom?
Measurable -  should be quantifiable and the source o f measurement has been 
identified.
Attainable/Achievable -  can the objective be achieved in the proposed time frame with 
the resources available?
Relevant/Realistic -  is the objective directly related to the overarching communication 
goal from  your communication plan?
Time-bound -  have deadlines been set?

47



(Example: By December 2012 (tim e-bound), the re  w ill be a 5% increase (measureable) in 
recognition o f the  im m unization  campaign name (specific), as measured th rough  
surveying, by moms o f children under tw o  in the  M e tro  A tlanta  area (specific).)
I.

II.

III.

A dd itiona l in fo rm a tion  on w ritin g  SMART objectives can be found at 
h ttp ://w w w .cd c .g o v /h e a lth yyo u th /e va lu a tio n /p d f/b rie f3 b .p d f and 
h ttp ://w w w .cdc .gov /dhdsp /p rog ram s/nhdsp  p rogram /eva luation  gu ides/sm art object 
ives.htm

3. Define Audience Communication Needs
People access information in various ways, a t different times o f the day, and fo r different 
reasons. I f  possible, define your audience needs by using market research and other data.
You can use the following resources:
•  Pew In te rne t and Am erican Life Project: h ttp ://w w w .p e w in te rn e t.o rg /
•  Tools o f Change Planning Guide: h ttp ://w w w .too lso fchange .com /en /p lann ing -gu ide / 

(This is a non-CDC site. This link does not im p ly endorsem ent.)

Describe your audiences and their health information needs.

4. Goal Integration

a) Describe how your social media objectives support your organization's mission 
and/or overall communications plan.

b) How does it support o the r on line o r o ffline  com ponents -  w ha t events (e ither 
n a tiona l/s ta te /loca l) present com m unication opportun ities?

5. Message Development

Develop the key messages based on the target audience and objectives identified.
(Example: fo r moms o f young children to encourage late season flu  vaccination, "Its  not too 
late to vaccinate.")
I.

II.

III.
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Determine who in your organization will be responsible fo r implementation, and determine 
the number o f hours they can allocate fo r content creation and maintenance.

6. Resources and Capacity

7. Identify Social Media Tools

Determine what tools w ill effectively reach your target audience. Match the needs o f the 
target audience with the tools that best support your objectives and resources. (Example: 
Because Facebook has a large population o f young women who have children, is free, and 
requires minimal technical expertise, it  may be a good tool fo r a mom-centered program 
while only requiring a small amount o f funding fo r  social media activities.)
I.

II.

III.

8. Define Activities

Based on all o f the elements above, list the specific activities you w ill undertake to reach 
your communication goals and objectives. (Example: Develop and promote Facebook fan 
page fo r diabetes education program.)
I.

II.

III.

9. Identify your key partners and their roles and responsibilities

10. Define Success for Evaluation
What are your measures o f success? Your measures o f success may be different depending 
on your goals and objectives.

11. Evaluate
Create an evaluation plan; see the Social Media Evaluation Plan fo r  more information.
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SOCIAL MEDIA EVALUATION WORKSHEET

This docum ent focuses on developing a basic s tructu re  fo r evaluating social media activities. For 

m ore in-depth evaluation planning, please re fe r to  the  resources in th is  docum ent.

Step 1: Developing the Model

Using the  activ ities and objectives determ ined in the  social media com m unications strategy 
docum ent, consider the  fo llow ing  fo r each activ ity  in your program . Note th a t there  may be 
m ultip le  inputs, outputs, and outcom es fo r each activ ity.

1. W ha t are the  inputs, o r resources (both tang ib le  and intangible), th a t need to  be in 
place fo r  the  activ ities to  happen?

2. W ha t are the  outputs o f each o f those activities? In o the r w ords, w ha t w ill be the  
resulting products (usually tangible)?

3. W ha t are the  expected outcom es o f the  activ ities and o u tpu ts  (usually intangible)? That 
is, w ha t are the  results you hope to  see? (Example: Increased awareness o f vaccination 
campaign.) If possible, break outcom es in to  short-te rm  and long-term . The outcomes 
may be very s im ilar to  (or the  same as) the  objectives you developed in the  Social M edia 
C om m unication Strategy W orksheet.

Inputs Activities Outputs Outcomes

Short-term Long-term

Example:
Messages
developed by
communication
specialists;
personnel;
internet access

Example: Using 
Twitter to 
promote 
vaccination 
campaign to 
moms of young 
children

Example: 
Tweets posted; 
tweets 
retweeted by

V i V vV iV / i V i V vV wV i V w

others; 
followers of 
Twitter profile

Example: 
Increased 
awareness of 
vaccination 
campaign

Example: 
Increased 
likelihood of 
vaccinating 
children
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Step 2: Developing the Questions

Considering the  inputs, outputs, and outcom es identified  above, th in k  about how  these can be 
measured and w ha t data can be collected.

Inputs:

How can each o f your inputs be measured, counted, o r o therw ise  evaluated? For example, if 
one o f the  inputs is "messages developed by com m unication specialists," w ha t e lem ents o f th is 
inpu t can and should be measured?

Example evaluation question: How many audience-tested messages have been developed?

Evaluation question 1:

Evaluation question 2:

Evaluation question 3:

Outputs:

How can the  products o f your activ ities be measured? For social media activ ities, these 
questions may utilize web analytics, such as click-throughs and page views, or they  could include 
num bers o f friends, fo llow ers, o r messages posted.

Example evaluation questions: To evaluate outputs o f a Twitter account: How many messages 
did we post (during a set timeframe)? How many o f these messages were retweeted? How many 
followers did we acquire?

Evaluation question 1:

Evaluation question 2:

Evaluation question 3:

Outcomes:

Outcom es can o ften be harder to  measure than outputs, but o ffe r g reat value. The evaluation 
questions fo r  your outcom es w ill likely come from  the  SMART objectives you developed earlier. 
For example, if  your objective was to  increase by 5% the  num ber o f ta rg e t audience m em bers 
w ho w ere aware o f your campaign, your evaluation question w ou ld  reflect th is  objective.

Example evaluation question: What percentage o f moms o f children under the age o f two in the 
Metro Atlanta area have heard o f the vaccination campaign?

Evaluation question 1:

Evaluation question 2:

Evaluation question 3:
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Resources:

h ttp ://w w w .cdc .gov /eva l/resou rces .h tm
h ttp ://w w w .cdc .gov /vacc ines /p rog ram s/p rogeva l/de fau lt.h tm
h ttp ://w w w .cdc .gov /dhdsp /p rog ram s/nhdsp  p rogram /eva luation  gu ides/evaluation p lan.htm

W . K. Kellogg Foundation Logic M odel Developm ent Guide, available at
h ttp ://w w w .w kkf.org /know ledge-center/resources/20Q 6/Q 2/W K -K ellogg-Foundation-Log ic-
M odel-Developm ent-G uide.aspx
(This is a non-CDC site. This link does not im p ly endorsem ent.)
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