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Today’s Presentation 

 Social media overview 

 What is it and why is it important? 

 Social media at CDC 

 What we’ve learned 

 Determining if social media is right for your 

organization 

 Tools and resources 

 Discussion 

 

 



SOCIAL MEDIA OVERVIEW 



Social Media Definition 

 Internet-based 

tools for sharing 

and discussing 

information. 

 

 Refers to activities 

that integrate 

technology and 

social interaction. 



  
 Encourage multi-way engagement and interaction 

with the content 

 Complement traditional communication 

 Share content in new spaces 

 Reach new audiences 

Social Media Goals 







SOCIAL MEDIA AT CDC 



CDC Digital Media Strategy 

Provide CDC 

content when, 

where and 

how users 

want it. 



Why Is Social Media at CDC Important? 

 Support CDC mission of saving lives & protecting 

people 

 Communicate rapidly 

 Increase engagement  

 Share relevant content in new spaces 

 Reach new audiences 

 Listen and respond in real-time 

 Complement traditional communications 

 



CDC Social Media Evolution 



Social Media at CDC 

 58 Twitter profiles 

 18 Facebook profiles 

 14 Blogs 

 2 LinkedIn profiles 

 YouTube channel 

 Pinterest, Flickr, profiles 

(Instagram coming soon) 

 Google+ 

 Mobile & tablet apps, mobile 

web 

http://www.youtube.com/user/Indianriverreptilezo




#CDCChat – Partner Conversations 



Vital Signs 



March Madness 



How are we measuring social media?  

 Native analytics: Twitter, Facebook, YouTube, etc. 

 Social media monitoring: Radian 6 

 Web analytics: Adobe SiteCatalyst 

 Web-based survey tools: UserZoom & ACSI 

 

 



Is the Juice Worth the Squeeze?   
Measuring Social Media ROI 

 Awareness:  Have people noticed we’re out there? 
 Social media mentions, positive reviews (from other influencers, Twitter 

followers) 

 Reach:  Are we reaching more people? 
 Increase in Twitter followers, potential/actual reach (impressions) 

 Engagement:  Are we having more two-way conversations? 
 Measure retweets, monitor Twitter chat metrics, track comments and 

questions received on Twitter profile, responses sent 

 Message:  Are we saying the right things?  Are the messages 
being shared? 
 Quotes/key messages in social media, content analyses 

 Influence:  Are we driving the conversation? 
 

 Reporting:  Month-to-month reports, quarterly reports to 
identify trends 



CDC Measurement Framework 



SHOULD YOUR ORGANIZATION 
BE USING SOCIAL MEDIA? 



Things to Think About 

 If you’re on social media, your user expects you to be 
social.  

 Content is key:  No amount of promotion will make your 
content engaging if it isn’t compelling. 

 Know your audience:  You may think your content is 
compelling, what are your users’ information needs? 

 Opportunities arise if you’re paying attention.  Listen.  
Monitor.  Respond.  

 Baby steps are okay. Build from there.  

 People are passionate about public health.  Give them 
something to talk about about by showing you care about 
them and their opinions and health information needs.  
(P.S. They’re already talking about you, anyway) 

 



Levels of engagement 

Listening 

Generating Buzz 

Content Sharing 

Community Building 

As engagement increases, usually so does the amount of time /resources involved. 
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http://www.nextgenerationlearning.org.uk/PageFiles/1090/rss-icon.jpg
http://www.sizlopedia.com/wp-content/uploads/technorati-fav.png
http://niceblogger.com/wp-content/uploads/2010/02/digg-logo-heart-lg1.jpg
http://www.google.com/imgres?imgurl=http://www.ctd.northwestern.edu/images/youtube-logo(2).jpg&imgrefurl=http://www.ctd.northwestern.edu/summer/&usg=__CJkClrynyJhhLPBSjbKhgwTe6A4=&h=905&w=1280&sz=56&hl=en&start=1&itbs=1&tbnid=JK3T0Bi266AFaM:&tbnh=106&tbnw=150&prev=/images?q=youtube+logo&hl=en&safe=active&gbv=2&tbs=isch:1
http://www.google.com/imgres?imgurl=http://www.ctd.northwestern.edu/images/youtube-logo(2).jpg&imgrefurl=http://www.ctd.northwestern.edu/summer/&usg=__CJkClrynyJhhLPBSjbKhgwTe6A4=&h=905&w=1280&sz=56&hl=en&start=1&itbs=1&tbnid=JK3T0Bi266AFaM:&tbnh=106&tbnw=150&prev=/images?q=youtube+logo&hl=en&safe=active&gbv=2&tbs=isch:1
http://www.ctd.northwestern.edu/images/youtube-logo(2).jpg
http://blog.tortus.com/javascripts/tiny_mce/plugins/imagemanager/files/flickr-logo.jpg
http://www.google.com/imgres?imgurl=http://www.mistashoosta.com/ftdah/funtime/images/itunes_logo.jpg&imgrefurl=http://www.mistashoosta.com/ftdah/funtime/subscribe.html&usg=__4nCrOhW6UKU5Tf2Buu8dM0fFymo=&h=257&w=800&sz=13&hl=en&start=12&itbs=1&tbnid=D4MOeDRwS2B_6M:&tbnh=46&tbnw=143&prev=/images?q=itunes+logo&hl=en&safe=active&gbv=2&tbs=isch:1
http://sudsonbleeker.com/files/2010/05/itunes-logo.jpg
http://www.everymancinema.com/UserFiles/Image/facebook-logo.png


Social Media Continuum 

Source: CDC. The Health Communicator's Social Media Toolkit.  August 2010 

http://www.google.com/imgres?imgurl=http://www.ctd.northwestern.edu/images/youtube-logo(2).jpg&imgrefurl=http://www.ctd.northwestern.edu/summer/&usg=__CJkClrynyJhhLPBSjbKhgwTe6A4=&h=905&w=1280&sz=56&hl=en&start=1&itbs=1&tbnid=JK3T0Bi266AFaM:&tbnh=106&tbnw=150&prev=/images?q=youtube+logo&hl=en&safe=active&gbv=2&tbs=isch:1
http://www.google.com/imgres?imgurl=http://www.ctd.northwestern.edu/images/youtube-logo(2).jpg&imgrefurl=http://www.ctd.northwestern.edu/summer/&usg=__CJkClrynyJhhLPBSjbKhgwTe6A4=&h=905&w=1280&sz=56&hl=en&start=1&itbs=1&tbnid=JK3T0Bi266AFaM:&tbnh=106&tbnw=150&prev=/images?q=youtube+logo&hl=en&safe=active&gbv=2&tbs=isch:1
http://www.google.com/imgres?imgurl=http://www.mistashoosta.com/ftdah/funtime/images/itunes_logo.jpg&imgrefurl=http://www.mistashoosta.com/ftdah/funtime/subscribe.html&usg=__4nCrOhW6UKU5Tf2Buu8dM0fFymo=&h=257&w=800&sz=13&hl=en&start=12&itbs=1&tbnid=D4MOeDRwS2B_6M:&tbnh=46&tbnw=143&prev=/images?q=itunes+logo&hl=en&safe=active&gbv=2&tbs=isch:1
http://www.google.com/imgres?imgurl=http://www.everymancinema.com/UserFiles/Image/facebook-logo.png&imgrefurl=http://www.everymancinema.com/cinemas/subdoc.asp?SessionID=AA435403AF554582856C77AE047DA684&cn=1&ci=5&ln=1&pi=1897&usg=__O5kckgqP90cT1HvVJE6TUAVrZ-c=&h=256&w=256&sz=23&hl=en&start=8&itbs=1&tbnid=KFICJaE2iv0AvM:&tbnh=111&tbnw=111&prev=/images?q=facebook+logo&hl=en&safe=active&sa=G&gbv=2&tbs=isch:1
http://www.google.com/imgres?imgurl=http://www.billythompson.co.uk/images/myspace-logo.jpg&imgrefurl=http://www.billythompson.co.uk/&usg=__rJ53IzjzmGGuWhpj08_46Y3kKfE=&h=180&w=180&sz=8&hl=en&start=4&itbs=1&tbnid=jHOHhnfgRSc4MM:&tbnh=101&tbnw=101&prev=/images?q=myspace+logo&hl=en&safe=active&gbv=2&tbs=isch:1


TOOLS AND RESOURCES 



www.facebook.com/CDCSTLTConnection 
 

http://www.facebook.com/CDCSTLTConnection


Health Communicator’s Social Media Toolkit 

PDF available at: 

www.cdc.gov/socialmedia 

 

 

http://www.cdc.gov/socialmedia


Guide to Writing for Social Media 

What’s covered: 

 Introduction 

 Before writing, consider: 

− Audiences 

− Health Literacy 

− Plain Language 

− Social Marketing 

 Principles of effective writing 

 www.cdc.gov/socialmedia  

 

http://www.cdc.gov/socialmedia


CDC Social Media Guidelines 
http://www.cdc.gov/SocialMedia/Tools/guidelines/  

 

http://www.cdc.gov/SocialMedia/Tools/guidelines/


CDC Metrics Dashboard 
www.cdc.gov/metrics  

http://www.cdc.gov/metrics


 
 
 

 

 

Thank you! 

aburnettheldman@cdc.gov 
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