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Agenda 

 Overview and Introductions 

 Tailoring a Social Media Strategy to Fit Your Needs  

 Implementing a Paid Social Media Strategy 

 Leveraging the Power of Social Media 

 Connecting Kids to Coverage Campaign Resources 

 Questions and Answers 
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Poll Question: What social media channels 
do you use? 
 
a. Facebook 
b. Twitter 
c. Instagram 
d. LinkedIn 
e. Google+ 



Tailoring a Social Media Strategy to Fit 
Your Needs  
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 Jenna Carter 

Account Supervisor, Digital 
Practice, FleishmanHillard 



What We Mean by Social Media 

 

 SOCIAL NETWORKING PLATFORMS: 

- Facebook  - LinkedIn 

- WeChat - Google+ 

- Online forums  

 BLOGGING AND MICRO-BLOGGING: 

- Twitter - Personal/industry blogs 

- Tumblr 

 CONTENT SHARING SITES: 

- YouTube - Pinterest  

- Flickr - Storify 

- Instagram  - Slideshare  

- Pinterest - Reddit  

- Vimeo - Snapchat 

 SOCIAL BOOKMARKING SITES: 

- Digg  - StumbleUpon 

- Delicious 
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Social media includes any online environments in which users can create and share content including: 

1.49 BILLION 
Monthly active users 

315 MILLION 
Monthly active users 

 

97 MILLION 
Monthly active users 

 

92% 

66% 

78% 

of marketers say that social media is important to 

their business 

of marketers plan to increase their use of Twitter, 

YouTube and LinkedIn 

of CMO’s think custom content is the future of 

marketing 

of B2B marketers use LinkedIn for distributing content 83% 



 

Where to Start 
Answering some simple questions can help lay the groundwork to social media 
success for your company. Think first about the following to help frame your 
strategy: 

 

 Who are my audiences?  

 

 Where are my audiences talking about topics I’m interested in?  

 

 What does current conversation look like? What do my audiences want to know? 

 

 What are my goals for social media? How do they relate to my business goals? 

 

 What will success look like for me? 

 

6 



 

Finding Your Voice 
 Voice: Your brand personality described in an adjective. 

 Tone: A subset of your brand’s voice. Tone adds specific flavor to your voice 
based on factors like audience, situation, and channel.  
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Content: The Basics 

 After establishing your goals and determining how you will provide value to your 
audiences on social media, start thinking about your content objectives.  
Consider the following checklist before publishing a piece of content:  

 
 What is the objective of this piece of content? Will it support my audience? Educate them? Inspire 

them? 

 

 Who are the groups I’m talking to? In this case, am I aiming to reach a parent, a school, or another 
audience? 

 

 Where will my content come from and how often will I publish content about each type? Content 
buckets might include “Helpful Tips,” “Updates from Healthcare.Gov” and others.  

 

 And the fun part… how will you make content sing? A source should be able to point back to a 
content bucket, targeted at your core audiences and used to drive the objectives you have already 
defined.  

8 



9 



Reaching Campaign Audiences 

 79% of parents who use social media 
agree that they get useful information 
via their networks.  

 

 72% of Internet users reported looking 
online for health information. 

 

 31% of cell phone owners and 52% of 
smartphone owners say they have used 
their phone to look up health or medical 
information. 

 

 Health messages delivered to low-
income parents must come from 
perceived experts and should be 
personalized to build credibility.  
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Anatomy of a Tweet 
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The user’s Twitter avatar 

Tweet text,  

140 characters or fewer 

Images on Twitter take up 23 

characters of the allowed 140 

characters.  

If you include an image, keep 

your text short.  

Call to action + link directs 

audiences to learn more about 

your content 

Popular hashtag allows 

users looking for content 

on this topic to find your 

tweet 



Anatomy of a LinkedIn Post 
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Photo that accompanies link  

Place for users to Like, Comment or 

Share the update on their own LinkedIn 

page  

Comment from a LinkedIn user. 

Clicking on the user’s name will take 

you to his/her LinkedIn profile 

The timestamp of when the LinkedIn user 

commented on the update always appears 

whenever you share a post or update  

Space for users to add comments 

Personal statement accompanying link 

Thumbnail automatically 

populates with image and 

description. Edit the description 

before sharing by clicking on it   

LinkedIn page that posted the update 

Number and names of people 

who have “liked” the post 



Anatomy of a Facebook Post  
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Facebook page that posted the update  

Facebook page avatar  

Though Facebook status updates can be more 
than 60,000 characters, it is a best practice to 
keep updates short. Write updates with clear 
calls-to-action or questions that invite 
conversation.  

Place where a user can “Like,” “Comment,” or 
“Share,” the status update by clicking on the 
corresponding word  

Users can “like” or reply to other comments 
on the status update  

How many users have “liked” this comment  

Timestamp of when user commented 
on status update  

Photos are some of the most 
engaging updates on Facebook and 
should be used frequently to 
accompany posts  

Number and names of people who 
have “liked” the post 

Number of shares the post has received  

Timestamp of when user commented 
on status update 



Anatomy of a YouTube Video 
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Title of YouTube video.  

Title should be short, accurately 

describe the video, and of interest to 

your audience.  

Buttons for likes and dislikes. 

You must be signed into your account to  

like or dislike a video. 

Channel logo and name of channel 

alongside how many total videos 

have been uploaded by the channel 

Button to let you subscribe to the 

YouTube channel that uploaded the 

video and total number of subscribers 

Caption uploaded with the video by 

the channel 

Social sharing function lives here 

Uploaded video. By default you 

are able to upload videos that 

are up to 15 minutes long.  

Total Video views 

Analytics for video, if available 

Ability to add this video to one of your 

own playlists 



Anatomy of an Instagram Post 
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Number of likes posts received and 

time stamp of when the post was 

uploaded 

Button a user can click to follow 

the page  

Caption that accompanies photo. 

On Instagram it is common to 

add five or more hashtags to 

posts to engage in larger 

conversations on the platform 

Image uploaded to the post. 

Compelling photography 

rules on Instagram even 

more so than on any other 

channel. 

Location where users can add 

comments to photos. 

Name and logo of page 

uploading content 



 

Joining the Conversation 

 Engagement and responding to 
comments is key to social media 
success, and doesn’t have to be as 
overwhelming as it seems!  

 

 Be personal: 
 Address the question/comment. 
 Use their name (if possible). 
 

 Be polite: 
 The customer is always right! 
 

 Take the conversation offline: 
 It’s not uncommon to ask the user 

to DM you or private message you 
for more information – no one 
wants to share their account 
number publicly! 
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Keys to Hashtag Success 

Expand your reach. Join the conversation. Post Across Platforms. 
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Hashtags: Twitter 

 Hashtags are used as a search 
feature, allowing you to 
explore other tweets marked 
with the same hashtag. 

 Use hashtags only on Tweets 
relevant to the topic. 

 Tweets with one or two 
hashtags have 21% higher 
engagement than those with 
three or more. 

 Tweets that use more than 
two hashtags actually show a 
17% drop in engagement 
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Hashtags: Facebook 

 Although Facebook’s Trending 
Topics can have spaces, 
hashtags cannot. 

 There are two types of 
effective hashtags on 
Facebook: Event and Topic 

 Event is in the moment, i.e. 
#WorldCup 

 Topic can be searched year-
round, i.e. #Recipe 

 Click on the hashtag to get 
redirected to its feed. You can 
also click on hashtags that 
originate on other services, 
such as Instagram. 

 Every hashtag on Facebook 
has its own unique URL. 
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When in doubt, think back to the 
following…  

 Use social media to listen and gather information 

 Give proper credit and attribution 

 Respond quickly 

 Clearly state that the views you share are yours alone  

 Use strong, different passwords across your accounts 

 Regularly review your privacy settings 
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 Assume that you are anonymous 

 Post information that is secret or confidential 

Do 

Don’t 



Thank you! 
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Jenna Carter 
Account Supervisor 

Digital Practice 
FleishmanHillard 
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What aspects of social media 
do you find challenging?  

 
Poll Question: Have you ever used paid social 

media?  
 a. Yes 
 b. No 
 c. I would like to learn more about paid 
  social media. 
 d. I don’t have the budget to use paid social 
  media.  

 



Implementing a Paid  
Social Media Strategy 
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Kelly Vingelis 
Digital Media Associate 

GMMB 



Why Use Paid Social Media? 

 Meeting people where they are 

 Easier to drive results with small budgets 

 Most platforms offer advanced targeting 

 User-friendly & easy to set up 
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Paid Social Media Opportunities 
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LinkedIn 
 Narrowly target people by 

their job title, industry, 
seniority, etc. 

 People go to LinkedIn to 
follow news about their 
industry. 

 Best to advertise here when 
your message is related to 
their career. 
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Twitter Ads 

Types of Ads: 
 Promoted Tweets: drive 

engagement 

 Promoted Accounts: gain 
followers 

 Promoted Video: raise awareness 
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Pros: 
 Drive conversation and promote 

awareness 

 Insert your message into relevant 
conversations and connect with other 
key organizations by #keyword and 
@handle targeting 

 #Medicaid, #CHIP, @IKNgov, 
@HealthCareGov, #Enroll365, etc.  

 



Facebook 
 Advanced targeting 

capabilities:  
 Build targeting segments off 

of data provided in profile 
(age, school, family members, 
etc.)  

 Partnering with 3rd party data 
providers 

 Ability to target families of 
certain income levels and 
their parental status 
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Setting it Up 
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Facebook Ads 
 Most effective in driving traffic 

through Click to Website ads  

 Standard Click-through Rate is 
0.75%-1% 

 

 Sees over 3 billion video views a day 
so you can promote your message 
and raise awareness through video 
with the same effective targeting 

 Standard completion rate is 1%-3%. 
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Resources 

 Facebook Ads Guide 

 Twitter Product Guide 

 LinkedIn Marketing Solutions 

 Google AdWords – How to Set Up Search Engine 
Marketing 
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https://www.facebook.com/business/ads-guide/?tab0=Mobile News Feed
https://business.twitter.com/help/advertiser-card-specifications?lang=en&location=na
https://business.linkedin.com/marketing-solutions?&src=go-pa&trk=sem_lms_gaw&veh=Brand_78494584737_LinkedIn+Ads_linkedin advertising_e_c_&gclid=Cj0KEQiAz5y1BRDZ4Z_K_eGa84cBEiQAtQkeaJ8eSs7M2Bv72MyGRsePaA5X_Z67oMlCzw6VHPiclioaAkXE8P8HAQ
https://www.google.com/adwords/get-started/


Thank you! 
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Kelly Vingelis 
Digital Media Associate 

    GMMB 
 
 
 



Leveraging the Power of  

Social Media 

“Effective engagement is inspired by  
the empathy that develops simply by  
being   human.” – Brian Solis 

Betty Cruz 
Deputy Chief, Special 

Initiatives 

Sarah Mayer 
partner + co-

founder 



DEVELOPING THE BRAND 



CHANNEL STRATEGY 

THE AUDIENCE 

+ A primary caregiver 
+ Most likely to  be female 
+ Most likely to  be a minority 
+ Specific neighborhoods with the greatest need were identified  

(effective when advertising) 

+ 77% of active users are  
female 
+ 67% of Online African  
Americans 
+ 75% of Hispanics use  FB. 

+ Popular among Internet users 
living  in urban areas 
+ 28% of Online African  
Americans 
+ 28% of Hispanics use  Twitter. 



WHAT WE POST 

•Stories and narrative that engage the audience 

 

•Images and video 

 

•Participate in discussions 

 

•Responsives to questions 

 

•Connect with influencers who will share our posts 



WHAT WE POST - FACEBOOK 



WHAT WE POST - TWITTER 



WHAT WE POST - TWITTER/FACEBOOK 



Reach -  is similar to  impressions, the number of people that  see 
the   post 
 

Engagements -  likes, shares, clicks of the media/article,   etc. 

FACEBOOK - ORGANIC RESULTS 



Impressions -  number of Twitter  users that  saw the  tweet 
 

Engagements - number of interactions with the tweet: includes clicks 
on the  tweet,  the hashtag, retweets, favorites 

TWITTER - ORGANIC RESULTS 



FACEBOOK  

AUDIENCE  

GROWTH 
Feb 2015-Dec 31, 2015 
 

0 -  408 FOLLOWERS 
 

80% of fans are female in  
the 25-34 age range 

TWITTER  

AUDIENCE  

GROWTH 
Oct 2015 -  present 
 

67 NEW FOLLOWERS IN  
LAST 90 DAYS 

AUDIENCE GROWTH 



ADVERTISING RESULTS - LIKES CAMPAIGN 



ADVERTISING RESULTS - PROMOTED POSTS 



EXPERIMENTS - TWEET CHAT & MARCH PITTSBURGH 

Presented 
by: 





Thank you! 
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Sarah Mayer 
Partner + Co-founder 

Shift Collaborative 

Betty Cruz 
Deputy of Special Initiatives 

Office of Mayor William Peduto 
City of Pittsburgh 
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Poll Question: What type of resources 
would be helpful in your outreach efforts? 
 
a. Written materials 
b. Videos 
c. Visuals 
d. Additional training 
e. All of the above 

 



Connecting Kids to Coverage Campaign Resources 



Online Communications Tools 
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 Web banners and buttons 
 Social Media Graphics 
 Language for Facebook and 

Twitter posts 
 Social Media Webinars 
 Blog Carnivals 
 

 

URL: http://www.insurekidsnow.gov/professionals/communication-tools/index.html  

http://www.insurekidsnow.gov/professionals/communication-tools/index.html
http://www.insurekidsnow.gov/professionals/communication-tools/index.html
http://www.insurekidsnow.gov/professionals/communication-tools/index.html


Step-by-Step Social Media Campaign Guide 
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URL: http://www.insurekidsnow.gov/downloads/socialmediasharinggraphicguide-english.pdf  

http://www.insurekidsnow.gov/downloads/socialmediasharinggraphicguide-english.pdf
http://www.insurekidsnow.gov/downloads/socialmediasharinggraphicguide-english.pdf
http://www.insurekidsnow.gov/downloads/socialmediasharinggraphicguide-english.pdf


Outreach and Enrollment Best Practices 

 All webinars available online 
http://www.insurekidsnow.gov/professionals/webinars/index.html 

 Outreach Video Library 
http://www.insurekidsnow.gov/nationalcampaign/campaign_outreach_video_library.html 
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http://www.insurekidsnow.gov/professionals/webinars/index.html
http://www.insurekidsnow.gov/nationalcampaign/campaign_outreach_video_library.html


Keep in Touch With the CKC Campaign 
 Sign up for eNewsletters here: 

public.govdelivery.com/accounts/USCMS/s
ubscriber/new 

 Email us at: 

 ConnectingKids@cms.hhs.gov  
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https://public.govdelivery.com/accounts/USCMS/subscriber/topics?qsp=CODE_RED
https://public.govdelivery.com/accounts/USCMS/subscriber/topics?qsp=CODE_RED
mailto:ConnectingKids@cms.hhs.gov


Join the Conversation 

 Follow the Campaign: 

Twitter: @IKNGov 

 Engage with the Campaign on social media 

Retweet and share messages using the 
hashtags #Enroll365, #Medicaid and #CHIP  
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Questions & Answers 



56 Thanks! 


