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INTRODUCTIONS 
Zi Fu 
 
Tongji Medical College,China, M.D. in Medical Imaging 
 
Favorite food: Chinese/Thai Food 
 
Most used Social Media: Google 
 
Neat fact: 
I love to make cross-stitch. 



INTRODUCTION 
Tamara Smith  
 
University of Hawaii at Hilo; B.A. Psychology  
 
Favorite Food: Anything Indian or Thai  
 
Most used Social Media: Facebook 
  
Neat fact: 
I love to make recycled and altered art.  
  



INTRODUCTIONS 
Meghan McGurk 
  
Lewis & Clark College, B.A. in Psychology 
 
Favorite food: Mochi ice cream 
 
Most used Social Media: YouTube 
 
Neat fact:  
One of the coolest things I've done 
 is hiking the Inca Trail to Macchu  
Picchu in Peru. 
  
  
   



INTRODUCTIONS 
Kris Bifulco 
 
Appalachian State University, B.A. in English, Professional Writing 
 
Favorite food: Mom's waffles 
 
Most used Social Media: Blogs 
 
Neat fact:  
Began playing trombone at age 9. 



INTRODUCTIONS 
Ivan Chik 
 
University of Hawaii; B.S. Biology/ Minor: Music 
 
Favorite food: Spicy ahi poke 
 
Most used Social Media: Facebook 
 
Neat fact: 
I ate lunch with monks in China. 



EXAMPLES? 
http://www.123rf.com/photo_8982682_social-media-people-groups-network-on-a-page-of-text-background.html 



EXAMPLES? 
http://www.flickr.com/photos/proyektoweb/5527036756/  :: Slide from PH 600 Panel “Health Communication” 



ONLINE CAMPAIGNS 
PANELIST: ZI FU 



INTERNET USAGE IN THE US 



ONLINE CAMPAIGNS 

 New media efforts 
q   Website 
q   Videos  
q   Blog or vlog 



APPLICATIONS OF  
PUBLIC HEALTH ONLINE CAMPAIGNS 

q  Improve the access, efficiency, effectiveness, 
and quality of public health promotion 

q  Provide the resources of business and non-profit 
communities to deliver critical health 
messages to the public 

q  Build a board health communication panel 
and connect people all over the world 



AD COUNCIL 

q  Produce, distribute and promote 
public service campaigns on 
behalf of non-profit organizations 
and government agencies  

q  Improve the quality of life for 
children, preventive health, 
community well being and family 
relationships 





TEXTING AND DRIVING 



Food Safety Education 



Food Safety Education 



q  Funded by the Nike Foundation 
 
q  Driven by girl champions around the globe 

q  To END Poverty for the unique potential of 250 million 
teenage girls 

THE GIRL EFFECT 



THE GIRL EFFECT 



WEAKNESSES 

q Require another service to bring traffic to the 
campaign site or blog 

q Hard to reach the exact target population 
q  Information hard to be proved, not professional 
q Co-exist with false sites or inaccurate 

information on the internet 



q Online campaign 
promoting 
anorexia via 
internet 
 
§  A large amount of 

“thinspiration” 
pictures 

§  Tips from people 
with anorexia 

PRO-ANOREXIA WEBSITE 



STRENGTHS 

q  Reach a large population 
q  Influence younger generations 
q  Low cost 
q  Allow for a new form of spreading messages 
q  Provide IM (instant message) or feedback 

function for discussion 
q  Visitors can choose to read information of 

interests 



THAT’S NOT COOL 



 

LIKE us on ____________ Facebook 

THAT’S NOT COOL :: OTHER SOCIAL MEDIA 



 
 
 

“By giving people the power to share, we're making the world 
more transparent.” Mark Zuckerberg, Founder and CEO of Facebook   

The Social Network  

www.facebook.com 
 

PANELIST: TAMARA SMITH 



 
 
 
 
 
 
 

FACEBOOK  

•  Overview  
•  Examples  
•  Impact on Public Health   
 



WHAT IS A SOCIAL NETWORK SITE? 

¢ Create a profile  
¢ Make connections with other users 
¢ Communicate and share content  

http://www.informationactivism.org/glossary 



FACEBOOK OVERVIEW 

•Average user has 130 friends 
 
•Average user is connected to 80 community pages, 
groups, events 

 
•More than 2 billion posts are liked and commented 
on per day 

 
•On average, more than 250 million photos are 
uploaded per day 

 
•81% of users are outside U.S. 

http://www.facebook.com/press/info.php?statistics 
http://www.facebook.com/press/info.php?timeline 
Jennifer Fitzgerald Elia, MPH,2010 



THATSNOTCOOL.COM 

https://www.facebook.com/ThatsNotCool 



THATSNOTCOOL.COM 

ENGAGE USERS  

https://www.facebook.com/ThatsNotCool 



http://www.youtube.com/watch?v=yGWzSj8owes 

THAT’S NOT COOL :: PASSWORD 



THATSNOTCOOL.COM 

https://www.facebook.com/ThatsNotCool 

KEEP  THEM ENGAGED!  



THATSNOTCOOL.COM 

https://www.facebook.com/ThatsNotCool 



http://www.thatsnotcool.com/TalkItOutForum.aspx?forumID=QJoDqot5KAs 

BE ACTIVE 
• ENCOURAGE DISCUSSION & MONITOR COMMENTS 
• REMIND USERS ABOUT YOUR OGRANIZATION ‘S MISSION, 
VALUES, & GOALS  
• CONNECT USERS WITH OTHER USEFUL RESOURCES  

THATSNOTCOOL.COM 



HAWAII METH PROJECT 

https://www.facebook.com/hawaiimethproject 



https://www.facebook.com/photo.php?
v=10150844643605074&set=vb.479722550133&type=2&theater 

HAWAII METH PROJECT :: MAUI COUNTY PARADE 



 
BEST PRACTICES FOR FACEBOOK  
“HEALTH COMMUNICATOR’S SOCIAL MEDIA 
TOOL KIT” 

•  Become familiar with other Facebook sites 
•  Consider the overall communications strategy and objectives 
•  Be thoughtful about resources 
•  Provide engaging posts and communication material on the site 
•  Create a comment policy 
•  Give careful consideration to associations with partner content 
•  Collect and store comments 
•  Develop a promotion plan 
•  Develop an evaluation plan 

www.cdc.gov/socialmedia/ 

http://www.cdc.gov/healthcommunication/ToolsTemplates/SocialMediaToolkit_BM.PDF 



ORGANIZATIONS UPDATE STATUS 

https://www.facebook.com/CDC 

217  
PUBLIC 

SHARES!!! 



UPDATE YOUR STATUS  

Ashley Dorr @ www.dorrmarks.com 



ENVIRONMENTAL DEFENSE FUND 

http://www.edf.org/ 



LIMITS OF FACEBOOK & HEALTH LITERACY 

¢ Requires access to a computer and the internet 
¢ Some knowledge of how to use a computer and 

the internet  
¢   Sedentary Activity 

�  Future research needs to be done 

¢ Health disparities   
�  Ex. Deaf and Hard of Hearing  



ONE YEAR LATER…. 

 Be Aware of Big Spenders   

https://www.facebook.com/pepsi 



IMPACT ON PUBLIC HEALTH  

¢ Rapid communication  
¢ Networking opportunities  
¢ Tools to assist in tailoring information to reach 

new audiences 
¢  Interactive   
 

http://www.cdc.gov/healthcommunication/ToolsTemplates/SocialMediaToolkit_BM.PDF 



BEST PRACTICES AT WORK 

https://www.facebook.com/AzCDHH 



VIDEO OF MARLEE MATLIN 

http://youtu.be/LzMuSuf120s 



	
  800	
  million+	
  ac,ve	
  users 
–Dec	
  2004:	
  1	
  million 

–Dec	
  2005:	
  5.5	
  million 
–Dec	
  2006:	
  12	
  million 
–Oct	
  2007:	
  50	
  million 

–Aug	
  2008:	
  100	
  million 
–Dec	
  2009:	
  350	
  million 
–July	
  2010:	
  500	
  million 
–July	
  2011:	
  750	
  million	
  

Figure 1. Graphical representation of the 
number of Facebook users. 

• To provide a comparison: 
• What's the population of Hawaii? 
• What is the population of the U.S.? 

• Some limitations, but can be a very powerful tool 

http://www.facebook.com/press/info.php?statistics 
http://www.facebook.com/press/info.php?timeline 
Jennifer Fitzgerald Elia, MPH,2010 



Other Social Media 

 

FOLLOW us on ____________ Twitter 



TWITTER AND PUBLIC HEALTH 

PANELIST: MEGHAN MCGURK 



TWITTER 

¢ What is twitter? 
¢ Examples 
¢ Strengths & Limitations 



WHAT IS TWITTER? 

¢ “An information network” 
¢ Social messaging & micro-blogging 
¢ Tweets  

�  Message posts 
�  Maximum of 140 characters 

¢ Share news, ideas, opinions, links,               
videos, & pictures 

¢ Keep up on topics that interest you 

https://twitter.com/about 



WHO USES TWITTER? 
¢ Statistics 

�  340,000,000  
Tweets per day 

 

�  140,000,000+ 
active users 

 

�  Worldwide use 
 

�  20 different 
languages 

 

Age: 
�  Median: 31 

         

Ethnicity: 
�  25%  African- 

American 
�  19% Hispanic 
�  9% White 

 

 https://business.twitter.com/en/basics/what-is-twitter/ 
http://www.pewinternet.org/Reports/2011/Twitter-Update-2011/Main-Report.aspx 

 



FOLLOWING & FOLLOWERS 

¢ Users follow the Tweets of others 
�  By searching for them or by browsing categories 

(e.g.: music, health, sports) 
 

¢ Following= People you are following 
 

¢ Followers = People who follow your Tweets 



Recommendations:  
•  Twitter suggests who 

you should follow 
•                           = Ads 

 

https://support.twitter.com/articles/
101125-faqs-about-twitter-s-trends 

Trends:  
•  Topics followed by a 

lot of people in your 
geographic area 

 

•  Searchable by topic 
or #hashtag 

 



#HASHTAGS 

¢ # symbol in front of a keyword or phrase 
(with no spaces) 

¢ Allows Tweets to be categorized for easy 
searching 

¢ #hashtags can be anywhere in the tweet. 
�  Example:  

https://support.twitter.com/articles/49309-what-are-hashtags-symbols# 



Search by 
#hashtag 

topic: 
 

#fightthebite 



DM  AND RT 

¢ DM =  Direct Message  
�  Tweets can be made privately to specific users 
 

¢ RT = Re-Tweet 
�  Tweeters can share others’ postings with their 

followers  
�  Allows for the rapid spread of information 

 
Planned Parenthood @PPact 
PLEASE RT Help Keep Birth Control Accessible & 
Affordable: Sign the petition to let Obama know: bit.ly/
skloAC #bcrefusal @whitehouse 
 



JAPAN EARTHQUAKE AND TSUNAMI 

http://stories.twitter.com/en/japan_quake.html 



REPLIES AND MENTIONS 
¢ Replies:  

�  Responses to your Tweets @username 
 

¢ Mentions: 
�  People can mention your @username in their Tweets 
�  What they Tweet about you shows in your “mention tab” 
�  Potential to get you more followers 
 

¢ People can search by @usernames 



SHARE LINKS 

bit.ly/hardandfast 

= 
www.bhf.org.uk/heart-health/life-saving-

skills/hands-only-cpr.aspx 

o  Links must be shortened using a URL 
shortener   

o  Twitter provides:  t.co service 

BHF @TheBHF 
See how pushing #hardandfast to the beat of 
the Bee Gees can save a life: bit.ly/
hardandfast 
 



http://www.youtube.com/watch?
v=JR0aZX1_TD8&feature=player_embedded 

BRITISH HEART FOUNDATION 



TWITTER GIVES SOCIAL SUPPORT 
o  Share Symptoms & Solutions  
 

o  Find others with the same health 
conditions 

 

o  To achieve health goals (weight loss support) 



PH ORGANIZATIONS USE TWITTER 

¢ Educate  
¢ Build awareness 
¢ Gather support  

�  Mobilize 
�  Monetary 

¢ Gather information 
about what’s happening 
�  Disease 
�  Issues of concern 



TWITTER ENCOURAGES USE 

https://twitter.com/about/resources/buttons 



STRENGTHS 
¢ Fast & Free  
 

¢ Increases communication 
�  Educate and link people to resources 
�  “Hand on the pulse” 
 

¢ Can be accessed from anywhere  
�  Mobile phones or online 
 

¢ Provides social support for managing health.  
 

¢ 61% of adults get health information online 
(Scanfeld, Scanfeld, & Larson, 2010). 

 



LIMITATIONS 
¢  “You’re only as good as the people you follow.” (Berger, 

2009) 

¢ Sources of information are not regulated 
�  Opinion vs Facts 
�  Privacy & Security 

¢ Some people are not online  
�  Only 13% of internet users are on Twitter (Smith, 2011). 
�  May not be appropriate for your target population. 
 

¢ Must be maintained & connected with other social media. 
 

¢ CDC Best Practice Guidelines 
www.cdc.gov/socialmedia/tools/guidelines/pdf/twitterguidelines.pdf  



http://www.thatsnotcool.com/ 



THE POTENTIAL OF TWITTER  
ON PUBLIC HEALTH 



http://www.businessinsider.com/how-kids-consume-media-2011-4?op=1 

Technology Growth in U.S. 



M-HEALTH 
PANELIST: KRIS BIFULCO 

 



M-HEALTH 
KRIS BIFULCO 

¢ Overview 

¢ What is M-Health? 

¢ How is it used? 
•  Campaign examples: 

o  Verizon Hopeline 
o  Not Your Baby 
o  That's Not Cool 
o  Love is Not Abuse 
o  JABSOM  

 
 
 
 



WHAT IS M-HEALTH? 

Anything that uses mobile computing/communication 
devices to: 
 

1.  Improve diagnosis, treatment, monitoring, 
or management of disease 

2.   Promote healthy behavior 

3.   Improve health care processes  



M-HEALTH STARTS THE DAY YOU 
GET A CELL PHONE... 



 
HTTP://ABOUTUS.VZW.COM/COMMUNITYSERVICE/HOPELINELABEL.PDF 



 "A common story we hear from our clients is 
how they are not allowed to use the phone at 
home, or how the phone is ripped out of the 
wall so they can't use it."  
 
 
 
 

The phones come to symbolize a first step in independence 
and control survivors can assert over their life. 

 
 
http://aboutus.vzw.com/communityservice/casestudypitt.html 



Since 2001: 
 
 
•  Collected over 8 million 

phones 

•  Awarded $10,000,000+ in 
grants to DV agencies 
nationwide 

•  Distributed over 100,000 
phones with over 3 million 
minutes  

 
 
 
•  Properly disposed over 1.7 

million broken phones 

•  Kept over 200 tons of 
electronic waste out of 
landfills 

http://aboutus.vzw.com/communityservice/Hopeline_PressKit.pdf 



NOT YOUR BABY 





ABOUT METRAC 
o  Community-based not-for-profit organization in Toronto, 

Canada 

o  Works to prevent and eliminate violence against women and 
children 
o  believes that violence prevention measures must address the 

distinctive experiences of diverse individuals and 
communities. 

o  Uses a multi-disciplinary approach that includes partnership 
with individuals, community groups, organizations and 
services, governments, institutions, educators, urban planners 
and health and legal professionals. 

o  Developed the “Not Your Baby” app to help people respond 
to situations of sexual harassment 

 







THAT'S NOT COOL (.COM) 

With great power comes great 
responsibility  



THE QUESTION: 



TEXTUAL HARASSMENT 



PRIVACY PROBLEMS 



PIC PRESSURE, CELL PHONE TROUBLE,  
& RUMORS  



CONSTANT MESSAGING 



LOVE IS NOT ABUSE 



http://youtu.be/bhGFpuAtOLo 



JABSOM MEDICAL APPS 

http://hslib.jabsom.hawaii.edu/subjguides/iPhoneapps.html 



LOVE IS NOT ABUSE 

http://www.youtube.com/watch?
v=Oi8JDvHoFHg 
 



IMPLICATIONS FOR PUBLIC HEALTH 

•  Puts a call to action in the hands of the audience 
o sense of control 

•  Aids self-efficacy 

•  Opens a world of information 

•  Engages audience in a new way 



CONCLUSION 



RECAP 

¢ Social media 
�  Quickly disseminate information 

¢ Strengths and weaknesses 

¢ That’s Not Cool.com 
�  One example that uses many forms well 

¢ Websites, Facebook, Twitter, M-Health 



EXAMPLES? 
http://www.flickr.com/photos/proyektoweb/5527036756/  :: Slide from PH 600 Panel “Health Communication” 



TAKE HOME MESSAGES! 

•  The number of users who are "connected" has 
exploded in the last decade. 

•  Due to the number of cell phones and more 
accessible internet access, people are easily 
updated in real-time. 

•  Each generation of public health professionals face 
their own set of challenges 



LOOKING AHEAD 

-Cheaper phones/computers and internet access will provide 
more people of different SES opportunities to "stay connected" 

 
-False/inaccurate claims through the use of social media could 
cause intermittent concerns such as “Thin is in”, or more 
recently, HPV and politics. 

 
-More people will take health into their own hands and become 
more aware and "assessing" their health - increased "health 
literacy“ 



DISCUSSION QUESTIONS    
 

1.  Is the increase in social media advertising doing 
more harm or good? 

2.  Which form of social media do you think will have 
the biggest impact in 10 years? 

3.  In what ways are the social media topics presented 
today different from typical media outlets in the past 
such as TV and radio. 
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Tamara Smith 
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