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= QOverview 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 Campaignh Resources
= Questions and Answers




Poll Question: What social media channels
do you use?

Facebook
Twitter
Instagram
LinkedIn
Google+




Tailoring a Social Media Strategy to Fit
Your Needs

= Jenna Carter |:|

Account Supervisor, Digital FLEISHMANHILLARD
Practice, FleishmanHillard




What We Mean by Social Media

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

=  SOCIAL NETWORKING PLATFORMS:
- Facebook - LinkedIn

_WeChat - Google+ 1.49 BILLION 315 MILLION 97 MILLION

Monthly active users Monthly active users Monthly active users

- Online forums

=  BLOGGING AND MICRO-BLOGGING: _ o
92% of marketers say that social media is important to
- Twitter - Personal/industry blogs their business
- Tumblr
= CONTENT SHARING SITES: 6% of marketers plan to increase their use of Twitter,
X YouTube and LinkedIn
- YouTube - Pinterest J
- Flickr - Storify
- Instagram - Slideshare ‘ %’ of CMO’s think custom content is the future of
- Pinterest - Reddit marketing
- Vimeo - Snapchat :
m SOCIAL BOOKMARKING SITES: % of B2B marketers use LinkedIn for distributing content
- Digg - StumbleUpon
- Delicious
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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?




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.

Character/Persona Tone

Friendly  Playful Personal Honest
Warm Authoritative Humble Direct
Inspiring  Professorial Clinical Scientific

Social Media

Brand Voice
Language Purpose

Complex Simple Engage Entertain
Savvy Jargon-filled Educate  Delight
Insider Fun Inform Sell
Serious  Whimsical Enable Amplify

Copyright 2011, Stephanie Schwab




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 | aiming to reach a parent, a school, or another
audience?

=  Where will my content come from and how often will | 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.
.
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USER ROLE

BRAND OPPORTUNITY

AUDIENCE

POSTING FREQUENCY

POST HALF-LIFE

CONSIDERATIONS

0O 00 6 © 6

TWITTER

MY FEED

CONNECTING TO

INFLUENCER
AND CONSUMER

> (N THE
MOMENT

W

PRIMARILY
UNITED
STATES

FACEBOOK

MY

FRIENDS

ONGOING

RELATIONSHIP WITH

CLOSEST

\e/

K5

LARGEST
GLOBALLY

LINKEDIN

GOOGLE+

INSTAGRAM

PROFESSIONALS

MY
RESUME gnOYCIAL
& ROLODEX o SCRAPBOOK
CONNECTING TO ~ UNIQUE OFFERINGS-  COMPELLING
BUSINESS HANGOUTS VISUAL ®
GROUPS + PHOTOS S.TORYTELLIN.G
EMPLOYEES CIRCLOES

L 9e®

U
- ﬁ -:ECH & MILLENIALS
3
o (gey CH
BUSINESS  pHoTOGRAPHY w

YOUTUBE

MY TV

SHARABLE
CONTENT

THAT INSTILLS

TRUST

EXTREMELY
ENGAGED

35-70

POSTS A WEEK

7-14

POSTS A WEEK

5

POSTS A WEEK

7-10

POSTS A WEEK

7-14

POSTS A WEEK

1

POST A WEEK

18

2-5

24

2-5

2-3

7-8

MINUTES HOURS HOURS HOURS HOURS HOURS
DON'T BE POST DURING
MIMIC YOUR THERE IS CREATE

AFRAID U0 THE ! FACEBOOK APPETITE REGULAR
FREQUENTLY  FOCUSON ~ WORK £~ SCHEDULE  wonworeros  cONTENT
TO REACH A

Midh  sernan WEEK® GREAT ;m:s;;f.ﬁ:
WibER T — CONTENT
AUDIENCE ~ RESPECTFUL - '

S
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Reaching Campaign Audiences

" 79% of parents who use social media W onty 1 weekty  Less ofton
agree that they get useful information FACEBOOK
via their networks. parents

Non-parents

INSTAGRAM

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

Parents 35

22

MNon-parents

TWITTER

= 31% of cell phone owners and 52% of parents

|3 T 37
smartphone owners say they have used oo [ 2 a
their phone to look up health or medical
information. g TS -
Non-parents 1 54
= Health messages delivered to low- LINKEDIN
income parents must come from oo D 24 56
Non-parents 0 25 64

perceived experts and should be
personalized to build credibility.

__ -_IIIMWYK
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Anatomy of a Tweet

The user's Twitter avatar ——¢ yagen HealthCare.gov ©HealihCareGoy - 23m
Care  Qver 70% of ppl pick the Silver plan. See if u can save on out-of-pocket
Tweettext, __________o costs: go.hc.gov/1S74QHa #GetCovered ¢

140 characters or fewer

Call to action + link directs
audiences to learn more about
your content

Images on Twitter take up 23
characters of the allowed 140
characters.

If you include an image, keep
your text short.

Popular hashtag allows
users looking for content
on this topic to find your
tweet

InsureKidsNow.gov




Anatomy of a LinkedIn Post

LinkedIn page that posted the update ———® centers for Medicare & Medicaid Services Check out this exciting opportunity at CMSHI! L Personal statement accompanying link
https://Inkd.in/bnng5FE
Information Technology Specialist (Security)

usajobs.gov - CMS’ effectiveness depends on the capabilitiegaof : :
a dedicated, professional staff that is committed to supporting Thumbnail quto_matlcally
these objectives. A career with CMS offers the opportunity to get populates with image and

invelved on important naticnal health care issues and be part of .. deseription_ Edit the description
before sharing by clicking on it

Photo that accompanies link ——e@

Place for users to Like, Commentor —@ ;. )
Share the update on their own LinkedIn '
page Mariana Shokry, Aramide Owolabi +7 ® Number and names of people

The timestamp of when the LinkedIn user ﬂ Marisol Ventura Roger Moorelll who have "liked” the post
commented on the update always appears 12 days ago

whenever you share a post or update ‘Add 2 comment Comment from a LinkedIn user.
Clicking on the user’'s name will take
you to his/her LinkedIn profile

+ Comment (1) + Share -+ 13 days ago

Space for users to add comments




Anatomy of a Facebook Post

Facebook page that posted the update ———————> g Healthcare.gov )
o | danuary T ateDtam 0 Timestamp of when user commented

Facebook page avatar Think twice before rolling the dice. Sign up for health care today and on status u date
protect yourself against the odds. Share this post with a friend who needs p
to #GetCovered http://go.hc.gov/1PLNDkv

LE3 * .
g
% .

DON"T PLAY GAMES WITH YOUR Photos are some of the most
engaging updates on Facebook and

should be used frequently to
accompany posts

Though Facebook status updates can be more

than 60,000 characters, it is a best practiceto >
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

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

s Like W Comment # Sha

Users can “like” or reply to other comments D,
> this.
on the status update

~Brandy Wine Warren and 60 others like ~ Top Comments »

Wshares & Number of shares the post has received

s Malika Holmes Isntittoo late to sign up? Isnt that the point of open
enroliment? So I'm suffosed to tell my friends to wait till November? | miss the

How many users have “liked” this comment——>

days when you could buy health insurance any month of the year. Tl mesta m p Of Wh en user comme nted
Government has limited our choices (&)
510 - January 7 at 8:31am on status update

== HealthCare.gov @ Malika, Open Enroliment for 2016 doesnt end
until January 31.

Y g
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Anatomy of a YouTube Video

Button to let you subscribe to the
YouTube channel that uploaded the
video and total number of subscribers

Title of YouTube video.

Title should be short, accurately
describe the video, and of interest to
your audience.

Channel logo and name of channel
alongside how many total videos
have been uploaded by the channel

Caption uploaded with the video by
the channel

Social sharing function lives here

Connecting Kids to Coverage: We're Covered! Year-Round Enrollment in
Medicaid and CHIP

. s CMSHHSgov
Subscribe [REAEH
22,257
4 Addto g Share  wee More g P

Published on May 8, 2014

To learn more about Medicaid and CHIP and how to enroll, visit HealthCare.gov or your state's Medicaid agency (
https://www.healthcare.gov/do-i-quali...). Or call 1-877-KIDS-NOW (1-877-543-7669).

Watch this 90-second video and hear from "Sophia," a sassy young girl who's got health coverage and so do her friends - thanks to Medicaid

Uploaded video. By default you
are able to upload videos that
are up to 15 minutes long.

Analytics for video, if available

Total Video views
Buttons for likes and dislikes.

You must be signed into your account to
like or dislike a video.

Ability to add this video to one of your
own playlists

T




Anatomy of an Instagram Post

Image uploaded to the post.—__g

Compelling photography
rules on Instagram even
more so than on any other
channel.

Name and logo of page
uploading content

MomsRising's Gloria Pan is with Donna Dees, founder
of the Million Mom March, today at The White House
for the signing of executive orders supporting
commonsense gun safety.

P
Moms

Rising momsrising

‘ FOLLOW l

19 likes

momsrising Momsrising's Gloria Pan is with
Million Mom March founder Donna Dees at
the @whitehouse today. They witnessed
President Obama sign two commonsense
executive orders standing up for the safety
of families and communities.
#StopGunViolence

Log in to like or comment.

Button a user can click to follow

*———— the page

Number of likes posts received and
time stamp of when the post was
uploaded

o———

@—— 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

Location where users can add
comments to photos.

248
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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!

Calling any "customer service” number is usually a nightmare.

r Anya Chatterjee @anyabelisle - 12h
|
‘ [@HealthCareGov staffers were genuinely helpful and pleasant. lMade me &

= Be personal:
= Address the question/comment.

- Use thelr name (If pOSSIbIe)‘ Health HealthCare.gov ([@HealthCareGov - 43s
E'J:ure (@anyabelisle Thank you for the kind wordsl

10:32 AM - 21 Jan 2016 - Details

= Be polite:
= The customer is always right!

=  Take the conversation offline:

= |t’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!




Keys to Hashtag Success

CMSGov @CMSGoy - 23h _\(( lif.j.rsDe:artment of Health and Human Services
Don’t forget, CMS has official resources to Free?
5 o o 5 S Confidential? v
assist #providers in finding answers to 2477 ¢
their #ICD10 Questions: e TARSOIE el R

go.cms.gov/1KBPnHu :
WE'RE HERE

TO HELP YOU
#GETCOVERED

Call 1-800-318-25%96
or visit
LocalHelp.HealthCare.gov

Health
Care
#GetCovered (a[e)/

( HHS.gov @HHSGov - 20h

B Getting health coverage = health security,
& maybe a visit from (OPOTUSI? Let's
‘GetCoveredRichmond! #20Cities20Days

HEY, RICHMOND!
YOU'VE BEEN CHALLENGED
AS ONE OF 20 CITIES
SELECTED FOR THE HEALTHY
1 o' COMMUNITY CHALLENGE.
aw‘“‘iﬁ?ﬁf!“'"ng Help folks in your hometown sign up
for health coverage. The winning city
gets a visit from President Obama.

#GETCOVEREDRICHMOND

Expand your reach. Join the conversation. Post Across Platforms.




Hashtags: Twitter

= Hashtags are used as a search
feature, allowing you to
InsureKidsNow.gov @ IKNGov - 15 Sep 2015
explore other tweets marked ,,:E Thanks 4 today's #SaludTues chat, @SaludToday - be sure to visit
. InsureKidsNow.gov for #Medicaid & #CHIP infol
with the same hashtag.

= Use hashtags only on Tweets
relevant to the topic.

= Tweets with one or two

haShtagS haVe 21% hlgher ﬁ?trg((lz%alth coverage
engagement than thOSe W|th she can soartonewh'elghts. hig

three or more. »

= Tweets that use more than
two hashtags actually show a
17% drop in engagement

&
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Hashtags:

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.

Facebook

Health HealthCare.gov
Core J 13 B atf-REam 2

Think you can't afford health insurance? Get wise and check out
HealthCareGov and #GetCovered today! Visit: hitp://go.hc.gov/1JBAW7

° o
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When in doubt, think back to the

following...
Do

= 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

’
Don’t

= Assume that you are anonymous

= Post information that is secret or confidential




Thank youl!

FLEISHMANHILLARD

Jenna Carter
Account Supervisor
Digital Practice
FleishmanHillard



Poll Question: Have you ever used paid social
media?

a. Yes "

b. No .

C. | would like to learn more about paid -
social media.

d. | don’t have the budget to use paid social <
media.

3




Implementing a Paid
Social Media Strategy

Kelly Vingelis
Digital Media Associate _I_
GMMB causetheeffect
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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

__ -_Illﬂ




Paid Social Media Opportunities




= 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.

LinkedIn

in

Home Profile

Advanced

Busir

—

Try Premium for free

Passion for PR? - Elevate Your Career by Learning How to Communicate in Today's World.

All Messages @

Q, Search
Sponsored
LinkedIn Marketing So..
m;’ Marketing on Linkedin
Sophisticated
Marketer's Guide
y Leanne Bali
| You: thank youllll

Sponsared 11562015
UW Medicine ACN

Healthcare that puts you
UW Medicine

Accountable Care

Sponsored

UW Medicine ACN
Healthc are that puts you
first

UW Medicine
Accountable Care

UW Medicine

3

oUW Medicine ACN

Healthcare that puts you first

Hello Kelly,

As a Westem Washington resident, we know you have many choices in
healthcare. But as a Boeing employee, you have access to the UW Medicine
Accountable Care Network, which brings together leading healthcare providers
in the Puget Sound region to offer the Preferred Partnership, an innovative
coverage option. So what can we offer you?

« Same- or next-day appointments for primary care

« Over 30 urgent care clinics throughout the Puget Sound region

« Asingle phone number for all appointments and information and a 24-hour
nurse care line

« Acoordinated care team, including easy referrals to specialists

o The most comprehensive healthcare network in the Puget Sound region

« High-quality care that is affordable

With open enroliment underway throughout November, we recommend
you visit our website to leam more about the network that puts you and your
family first

We think it's worth a closer look

Sincerely,
The UW Medicine Accountable Care Network

Leamn more

Comprehensive, affordable
care, backed by the region’s
finest healthcare
providers. Worth
a closer look.

UW Medicine

LEARN MORE
Aceountable Care Netwark

T
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Twitter Ads

Types of Ads: Pros:

= Promoted Tweets: drive = Drive conversation and promote
engagement awareness

=  Promoted Accounts: gain = |nsert your message into relevant
followers conversations and connect with other

key organizations by #keyword and
O OVAC @handle targeting

OVACInfo | #Med|ca|d’ #CH'P, @IKNgOV;

RT to thank Congress for revitalizing efforts
to end #cancer by increasing #NIH research @HealthCareGov, #Enroll365, etc.

funding. #CancerVoice

=  Promoted Video: raise awareness

j More funding today.
SS  More hope for tomorrow.

Q‘“«,"v ‘ ‘3' 5’}: ‘

" o \
t ’ & "‘J.,‘ . "o

LT »

I
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Facebook

= Advanced targeting
capabilities:
= Build targeting segments off
of data provided in profile

(age, school, family members,
etc.)

= Partnering with 3 party data
providers

= Ability to target families of
certain income levels and
their parental status

Locations @ | People who live in this location +

@ Los Angeles, California +25mi v

@ Drop Pin

ageo | 5y |- u.

e T

Languages @ | Enter 3 languag

Detailed Targeting © INCLUDE people who match at least ONE of the following 6

Demographics > Financial > Income
$30,000 - $40,000

Suggestions  Browse
and MUST ALSO match at least ONE of the following @

Demographics > Parents > All Parents
(03-05 Years) Parents with Preschoolers
(06-08 Years) Parents with Early School Age Children
(08-12 Years) Parents with Preteens
(13-18 Years) Parents with Teenagers

Suggestions  Browse

Log 4

InsureKidsNow.gov




Setting it Up

CHPA - Know Your OTCs

e

Manage Ads  Account Settings  Biling  Power Editor &  Tools +
E~ Account: CHPA - Know Your OTCs ~ search |+ || Fiters v | | Last30days~
Spent Last 7 Days: $1,486.95 Create a Facebook Pixel
Use a Facebook pixel to track conversions, create audiences
$136.56 $234.49 $260.67 §283.75 $270.04 $261.34 and optimize your ads for better results
|
021 1023 024 1125 1ol >

CAMPAIGN: Choose your objective

#10155350407235599 (CHPA

CAMPAIGN
Choose the objective for your campaign Help: Choosing an Chjective

Objective

Boost your posts
53 AD SET Promote your Page

Send people to your website

Increase conversions on your website
Get installs of your app

Increase engagement in your app
Reach people near your business
Raise attendance at your event

Get people to claim your offer

Get video views

Locations @ | People who live in this location »

@ Los Angeles, California +25mi v

11 Monte.

River

Long Hnaheim
Beach,

"

SantaAnd

@ Drop Pin

Age 0
Gender O | All

- [

Languages € | Enter a lan

Detailed Targeting O INCLUDE people who match at least ONE of the following O

Demographics > Financial > Income

Suggestions

and MUST ALSO match at least ONE of the following @

mographics > Parents > All Parents

(03-05 Years) Parents with Preschoolers

(06-08 Years) Parents with Early School Age Children
(08-12 Years) Parents with Preteens

(13-18 Years) Parents with Teenagers

Suggestions

Browse

Erowse




Facebook Ads

=  Most effective in driving traffic
through Click to Website ads

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

Health HealthCare.gov
Care | o onsored @

Help your kids start the new school year strong by making sure they get the
health care they need. With #Medicaid and #CHIP, they can get check-ups,
immunizations, eye exams and other care they need to participate in classroom
and after-school activities. #Enroll365. Why wait?

#inrollES
Annual Physical
covered.

Help your kids start the new school year strong with
health insurance.
Parents may qualify for Medicaid too.

HEAl THCARE G Learn More

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%.

Robert Wood Johnson Foundation e Like Page

ponsored (demo) - @

This isn't your mother's health insurance speech.




Resources

= Facebook Ads Guide
= Twitter Product Guide
= Linkedln Marketing Solutions

= Google AdWords — How to Set Up Search Engine
Marketing

4 °
Y 24
B P R ===


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 youl!

; causethe eﬁect

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 Sarah Mayer
Deputy Chief, Special partner + co-
Initiatives founder

SHIFT
COLLAB
ORATIVE




SHIFT
COLLAB DEVELOPING THE BRAND

ORATIVE




SHIFT
COLLAB CHANNEL STRATEGY

ORATIVE

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 + Popular among Internet users
female living in urban areas

+ 67% of Online African + 28% of Online African
Americans Americans

+ 75% of Hispanics use FB. + 28% of Hispanics use Twitter.



SHIFT
COLLAB WHAT WE POST

ORATIVE

eStories and narrative that engage the audience
elmages and video

eParticipate in discussions

eResponsives to questions

eConnect with influencers who will share our posts



SHIFT
COLLAB WHAT WE POST -FACEBOOK

ORATIVE

4 Live Well Pittsburgh AE REg ST
Published by Sarah Mayer [?] - September 2, 2015 - @ | Published by Betty Gruz [7]- October 31, 2015 - &

o

L e

. Appreciate the recognition for Mayor Peduto's GrubUp campaign by the
1,
It's #WellnessWednesday, so why is Enroll-o-Bot sad? Post Gazette Editorial Board! Many thanks to our wonderful partners Just

Harvest, Greater Pittsburgh Community Food Bank, & our Citiparks team.

Read on.
‘ 4

VIMEO.COM

Family safety net: An expanded city meals program
helps children

657 people reached Boost Post Sixteen million American children live in households that are “food insecure,” with
pantries and refrigerators that are alternately stocked and empty because of their...

3 Likes 2 Shares @~ WWW.POST-GAZETTE.COM

@ Like B Comment # Share 631 people reached

3 Likes 2 Shares @~

V)

Why is Enroll-O-Bot So sad? #MarchPittsburgh

1w Like B Comment #» Share



SHIFT
COLLAB WHAT WE POST -TWITTER

ORATIVE

F Live Well Pittsburgh @LiveWellPGH - 9 Nov 2015
#ICYMI Number of uninsured Pa. kids declined slightly last year, study

finds post-gazette.com/news/health/20... via @pittsburghpg

Consumer Health “CHCPGH - 10 Sep 2015
Last chance to #MarchPittsburgh with @Healthy412 is this weekend in the Hill
" District! pittsburghpa.gov/mayor/release?...

Live Well Pittsburgh @LiveWellPGH - Jan 26

Stop by the City County Building on Wed 1-
5p for free #healthcare #enroliment help
from @CHCPGH.
pittsburghpa.gov/mayor/release?... #ACA
#EnrolloBot

gETWEEI'S ;KES . . n 'm

B 412 n'at and 13 others follow
B Play Pittsburgh and 31 others follow Joe DeStio & @JoeDeStio - 21 Oct 2015
2J) Tall Cathy @taiicathy - 22 Aug 2015 #MarchPittsburgh thru downtown to register kids for health insurance. More
> Get to @StantonHeights community festival at 11a for #MarchPittsburgh! @KDKARadio
@Healthy412 Getenrolledpgh.com




SHIFT
COLLAB WHAT WE POST - TWITTER/FACEBOOK

ORATIVE

Lots of healthy A delicious nutritious

food and I'm way for a robot to M
supporting :,f' start the day. } TOGET HER
local farmers =

Kids love jumping
< ' | | rope to stay fit,
. S| | sodorobots!

=) )
I'll go with fresh
greens they keep
my robot figure lean.




SHIFT
COLLAB FACEBOOK -ORGANIC RESULTS

ORATIVE

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

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

73 People Reached

Live Well Pittsburgh added 3 new photos to the album: March
= Pittsburgh: Brooklineﬂa Breezefest — with Kai Ballard and James 5 Likes, Comments & Shares
Gourlay at @ Brookline Breezefest.

Published by Betty Cruz [?]- August 8, 2015 - @

- 4 1
Kazoos make the world go round. #MarchOn Likes On Post On Shares
0 0 0
Comments On Post On Shares
0 0 0
Shares On Post On Shares
174 post Ciicks
173 0 1
Photo Views Link Clicks Other Clicks #

NEGATIVE FEEDBACK
0 Hide Post 0 Hide All Posts

0 Report as Spam 0 Unlike Page

841 people reached



SHIFT
COLLAB TWITTER -ORGANIC RESULTS

ORATIVE

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

Live Well Pittsburgh @LiveWellPGH
What a wonderful day for play w/

b ; @natallarudlak. @CoreyOConnorPGH Tweets Tweets and replies  Promoted Impressions Engagements Engagement rate
{ @voteﬁtz @ Ultlmate Play Day ...................................................................
@PittsburghAEYC )
pic.twitter.com/YKigOwodZE Live Well Pittsburgh @LiveWsllPGH - Oct 21 4,883 33 0.7%
Have your marching shoes on? Join us Downtown for a
New Orleans style 2nd line today! 1PM, Katz Plaza
@DowntownPitt @CulturalTrust #NLCPGH
Promote \
|mpl'eSSi0nS 1 '201 View Tweet activity J
Total engagements 39 @RS Live Well Pittsburgh @LiveWellPGH - Oct 21 4,033 118 2.9%
We are banging our drums and marching for #healthcare
Media engagements 26 for all children in the City and beyond. @billpeduto

pic.twitter.com/eHJRQLjIWb

. i —
Detail expands i Promote |
Retweets 3
Likes 3

3

Profile clicks



SHIFT

COLLAB
ORATIVE

AUDIENCE GROWTH

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

[ Total Page Likes

400

200

Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
' 2015

DEMOGRAPHICS LIFESTYLE MOBILE FOOTPRINT
Top interest Top language Top interest type Top wireless carrier
Business and news English Business and news Verizon
s00  Your current follower audience size is 436
That's 67 more than the same time 90 days ago. You've
450  gained around 1 new followers per day
400
Nov 1 Dec 1 Jan 1 300




SHIFT
COLLAB ADVERTISING RESULTS -LIKES CAMPAIGN

ORATIVE

F) Performance || Audience [} Placement

283 283 Results: Page Likes $1.84 Cost per Result 0.46% Result Rate

Results: Page Likes 10
17,663

People Reached 5
$519.89

Amount Spent 0

Jul 5 Jul 12 Jul 19 Jul 26 Aug 2 Aug 9 Aug 16 Aug 23 Aug 30 Sep 6

The people who like your Page
30%

28%
Women
119
B 80% 7% .
0,
Your Fans 0% 3% 1%
[ RN
13-17 18-24 25-34 55-64 65+
_ L]
Men 0% 0.732% _ - 2% 0%
| 19% 7% o o
(-]

Your Fans
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COLLAB ADVERTISING RESULTS -PROMOTED POSTS

ORATIVE

[l Performance [ Audience [~] Placement

4 Results: Event Responses ¥ 14,408 Reach v

Age
‘ 13-17
18-24
All Women s
e 253 —
75% (3)
o =—+——
64% (9,253 ) w3544
— 45-54 \
$6.55 55-64
Cost per Result 65+
[ Performance [0 Audience [] Placement
12 Results: Post Engagements ¥ 4,703 Reach ~
Age
x 13-17
e e e qglng —_
A" women e
aaess———————— 25-34
_— |—————
92% (11)
I 35-44
66% (3,113) = —
| 4554
$0.58 55-64

Cost per Result 65+

d

All Men

25% (1)
35% (5,010)

$10.07
Cost per Result

d

All Men

8% (1)
32% (1,518)

$3.20
Cost per Result
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EXPERIMENTS -TWEET CHAT & MARCH PITTSBURGH

COLLAB
ORATIVE
Healtht week CHAT
TOGET HER (l- w GET YOUR HEALTH CARE QUESTIONS ANSWERED
Ww CHAT LIVE MARCH 18 AT NOON
GET YOUR HEALTH CARE QUESTIONS ANSWERED
LIVE MARCH 18 AT NOON

/ »

/ ’ LW 4 7/ . - ¢

p TR , 1" . 0’
Presented |

MC HEALTH PLAN\

o MARCH PITTSBURGH
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Thank youl!

l . T b -
all v
J [ J
e

HEALTgY TOGETHER
Sarah Mayer Betty Cruz
Shift Collaborative Office of Mayor William Peduto

City of Pittsburgh

SHIFT \
;
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Poll Question: What type of resources

would be helpful in your outreach efforts?

. Written materials
. Videos

. Visuals

. Additional training
. All of the above




Connecting Kids to Coverage Campaign Resources



Online Communications Tools

Home = Connecting Kids to Coverage Mational Campaign = Online Communication Tools

= Web banners and buttons
= Social Media Graphics

= Language for Facebook and
Twitter posts

= Social Media Webinars
= Blog Carnivals

| know a good thing when | see it.

Medicaid and CHIP offer free or low-cost health
coverage for chidren, Parents may be eligible for
Medicaid too. Enroll Now. Why Wait?

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



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

Medcad and CHI offer free of low-c0St health coverage for elgibie kids
and teens And parents may De eligibie for Medicald 1oo. Envoll any day of

Sample Facebook Posts T T R

amnCare gov

Note: Facebook doesn't have a character limit for posts.

Option 1 (includes language about parents eligible for Medicaid)

Medicaid and CHIP offer free or low=-cost health coverage for eligible kids and teens. And more parents
than ever before may be eligible for Medicaid too. Enroll any day of the year, but why wait? Visit
HealthCare.gov or call 1-877-KIDS-NOW (1-877-543-7669). #Enroll365 @HealthCare.Gov

Option 2
Medicaid and CHIP offer free or low-cost health coverage for eligible kids and teens. Enroll any day of the

Sample Tweets

Note: While Twitter has a 140-character limit for posts, the social media graphic will load as a link in the
tweet, meaning the tweet (including punctuation, spaces and special characters) should be no longer than
109 characters. The following tweets were developed to fit within Twitter guidelines; use of other tweets
CMS has posted on InsureKidsNow.gov may require editing to fit requirements.

Option 1 (includes language about parents eligible for Medicaid)

Kids can #Enroll365 in Medicaid & CHIP. More parents than ever before may be eligible for Medicaid too.
@HealthCareGov @IKNGov

Option 2

Kids can #Enroll365 in Medicaid/CHIP. Free/low-cost coverage. Enroll Now. Why Wait?
@HealthCareGov @IKNGov

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

IHININNNNNNNNNN ..
POPIVIPPIOIOOIIOIOPOPOOIOOE

o
W\o_/t InsureKidsNow.gov
4 n S 10 Coverage

= All webinars available online

http://www.insurekidsnow.gov/professionals/webinars/index.html

= Qutreach Video Library

http://www.insurekidsnow.gov/nationalcampaign/campaign outreach video library.html



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

o
N2
L I T | - [



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




Questions & Answers



Thanks!



