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a 00 *Health Evidence

\ C' | www.healthevidence.org ) n
O NCccMT B Health Evidence ‘ EVI d e n Ce

inform

Decision
Making

McMaster
University R Hinllin 00T



Health
Evidence"

JIL

TWEETS  FOLLOWING  FOLLOWERS  LIKES  LISTS
0,484 420 6,501 166 7

Tweets Tweets & replies Media

Health Evidence

@HealthEvidence Health Evidence ( HealthEvidence - 45m

We search for, screen, and rate the latest TOd ayf J Oi N M u han nad Malac

systematic review evidence in public ) k =

health and compile it in a free, searchable Schwartz for the #HEwebinai
li ist .

I #ecigarettes @ 1 PM EST

¢ Hamilton, ON

& healthevidence.org OWIY/ZVFYBOBXOTZ

Joined August 2009

[=) 102 Photos and videos ELECTRONIC CIGARETTES ‘ -

e Mo o ow OSSN CAD CRANL/ TR/, AECC ATTAKL

Intended audience: public health decision makers

. Launched in 2009

6,733 followers

Avg 84 Tweets, > 58,000 impressions monthly

Canada (40%), UK (16%), USA (9%), Spain (7%), Australia (5%), Mexico (2%)°
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Objectives

. disseminate actionable messages from high-
quality systematic reviews via 8-week
infographic Twitter campaign

ll. Increase public health engagement with review
level evidence on Twitter and increase access to
review evidence on healthevidence.org
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Review Selection

 Recent, methodologically strong systematic reviews from
healthevidence.org registry

* Topics:
* Nutrition n=4
 Physical activity n=4
* Alcohol n=3
 Tobacco n=3
* Nutrition and physical activity n=2

 Actionable message formula’:
[Intervention] [effect] [outcome], [population/age]

Reviewed by 1-2 staff members for accuracy and quality
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* 8 wk campaign
disseminating 16
infographics (2/wk

» Compared 8 wk

campaign of text only
Tweets
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Motivational
interviewing for drin Search — T
smoking
cessation

IMPORTANCE

Smoking is attributable Review Quality Rating: 10 (strong Quality Assessment

to more than 85% of

Evidence”

Motivational interviewing for smoking cessation

85 /n Iung cancer cases in Citation: Lindson-Hawley, N., Thompson, T.P. & Begh, R. (2015). Motivational interviewing for smoking cessatiol
Canada and the Systematic Reviews, 2015(3), Art. No.: CDO0936.
leading cause of cancer

death in Canada

ACTIONABLE MESSAGE
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Infographic Analytics

 Use and engagement captured via Twitter Analytics,
Hootsuite, Google Analytics

Impressions
Media views
Total engagements

Link clicks
Retweets

Detail expands

Likes

Hashtag clicks
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Tweet Scheduling: Hootsuite

« Tweets scheduled via Hootsuite and linked to Google Analytics

'ad Google Analytics
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Infographic: Twitter Analytics
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Compared to text only posts, Briof school-
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Infographic: Twitter Analytics

Detailed engagement analytics:
* 1 ReTweets by 388% Beiofachool
» 1 link clicks by 486% S
+ 1 likes by 214%
Infographics only:
* 17 hashtag clicks

* 108 media engagements

Health Evidence @HealthEvidence - 4 Jul 2016
Brief school-based intrvs have no effect on freq. or consumption

substance-using teens #KTA_HE ow ly/0863301Nloe
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Infographic: Google Analytics

« Compared to text only, infographics increase # of pages users visit
on healthevidence.org by 145%

 No change in number of sessions with infographics and text only
tweets

 No need to access full results?
® Sessions *
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Resources

* Creating infographics is time intensive!

* Review selection, interpreting results, creating content
(2-3+ hrs)

 Review for accuracy, quality by senior staff; edits (1+
hr)

 Create interactive infographics (1-2 hrs)

e Data collection
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Take away messages

» Users linked to healthevidence.org 124 times from 16
Infographics during the 8-wk campaign, visiting nearly 6
pages during each session

> Interactive use of social media allows for reaching large
international audience

» Increase engagement and web traffic to review evidence

> Inc;rease broad collective awareness of review
evidence
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Questions?

Contact Us:
info@healthevidence.org




