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Introduce Yourself Social 
Media Style 

Twitter Example

Facebook Example



Facebook Example

Introduce Yourself Social 
Media Style 

Twitter Example



Introduce Yourself Social 
Media Style 

• Who are you?

• Where are you from?

• What do you do?

• Anything interesting about you?• Anything interesting about you?

** don’t forget to hashtag **

#LETSGETSOCIAL



 Increase understanding of social media use 
and how to develop a campaign.

 Increase understanding of the benefits and 
risks for using social media at work. 

Learning Objectives

 Practice developing and responding to social 
media messages 

 Develop plans of action that increase reach.  

 Explore the impact of a Public Health 
Campaign using evaluation results.















Add Some Fuel…



Fire/Spread



Putting Out the Fire







Jan 2017 Annual Digital Growth 



What are the top 3 most active Social Networking 
platforms in Canada?



Social Media Savvy



Building Your Base/Platform

• Purpose

• Benefits/Disadvantages

• How to use



For starters…..

What is the significance of using a 
#HASHTAG?



• https://www.youtube.com/watch?v=57dzaMaou
XA

Connecting Topics



#smokefreemovies



#smokefreemovies



P
u

rp
os

e A global social network used by millions of 
users to share photos, videos, and links, as 
well as instant messaging.

P
ro

s

• Contains the largest audience.
• Includes most of the features of all other 

P
ro

s • Includes most of the features of all other 
platforms.

• Tracking and analytics available.
• Easy to run contests or competitions.

Co
n

s

• Highly saturated with brands, and
advertisements.

• Necessitates interactions with requires 
extra time and capacity for moderation.

• Constantly changing algorithms mean
content needs to be changed frequently



Checking Your Ads



Smoke-Free Movies 





Analytics 



BW2BN 



Organic vs. Paid Ads

https://www.facebook.com/



Cost-Effective Reach



Risky Business





Discussion…. 

• What were your initial thoughts, feelings, and 
reactions? 

• Can you recognize a general theme? • Can you recognize a general theme? 
• What are your thoughts on the response? 
• Was it effective? 
• Was it timely? 
• Could it be improved? 













Participate before you have to. Social media comes from your engagement, 

not your title. 

- Wayne MacPhail, The New Conversation, 2013 



P
u

rp
os

e Primarily mobile app where millions of users 
share pictures and short videos.

P
ro

s

• Extremely intuitive and easy to use.
• #hashtags connects topics.

P
ro

s • #hashtags connects topics.
• Connected to Facebook.

Co
n

s

• Sharing photos must all be done from 
mobile device unless connected to 
Facebook.

• Brand awareness comes mostly from the 
pictures as text may not be read.



Creating Your Brand

Unique Account
Handle



Creating Your Brand

Unique Account
Handle



Organic vs Paid



Research It



P
u

rp
os

e

Twitter is a place for users to connect with 
their passions, share their opinions, and find 
out what’s happening in the world right now. 
People are in a discovery mindset when 
they’re on Twitter, they are open to 
interacting with new businesses and new 
people.people.

P
ro

s • All posts are in real time.
• Different demographics than Facebook.

Co
n

s

• You must post more to receive brand 
saturation.

• 140 character limit is not always effective 
in getting your message out.



Example



P
u

rp
os

e

Snapchat is a photo-and video-messaging app. It is 
unique in that all photos and videos only last a brief 
amount of time before they disappear forever, 
making the app ephemeral in nature. Users can take 
a screenshot of snapchats sent and save them in 
picture form.

P
ro

s

• Provides insight on live events
• Promotes contests and perks
• Shows “behind the scenes” moments
• Organic/paid advertising opportunities

Co
n

s

• May be difficult for use for beginners 
• Majority of consumers are millennials 
• Sharing photos must all be done from mobile 

device
• Measuring the effectiveness can be difficult 
• Content can come off as spam



Geofilters



Geofilters



P
u

rp
os

e Allows people from all over the world to stay 
connected by uploading and sharing video clips. 
YouTube provides a forum for people to connect, 
inform, and inspire others worldwide. 

P
ro

s

• Videos are the most shared content online.
• Video can evoke emotions which is helpful 

P
ro

s • Video can evoke emotions which is helpful 
in building brand awareness

Co
n

s

• Viewers are attracted to good quality 
videos, any less, and you lose the viewers.

• Time consuming and expensive to make.
• Effect on awareness is tough to track.



BW2BN Mom’s Car



Analytics 



SFM Hey Parents



Analytics 



YouTube for 
Community Nursing

• www.youtube.com/watch?v=cmUXo4Crrm0



Emerging Social Media

• Thunderclap – Bringing the Thunder 



Evaluation

Parents Aware of the 
Campaign

Parents Receptive to 
Campaign

47%
78%

66%

Key Message 
Identification



Social Media & Public Health



Nursing Implications 
• International Nurse Regulator 

Collaborative (INRC)
• Social Media Use: Common 

Expectations for Nurses

• Registered Nurses’ Association of • Registered Nurses’ Association of 
Ontario (RNAO)

• Media Guidelines for Nurses

• College of Nurses of Ontario (CNO)
• Social Media: Reflect Before You Post



6 ‘P’s of Social Media Use

• Professional

• Positive 

• Patient/Person-free

• Protect yourself

• Privacy 

• Pause before you post



1. Build your brand

2.

6. Be diligent 

7. Stay engaged 2. Transparency 

3. Honesty 

4. Respectfulness 

5. Add value

7. Stay engaged 

8. Protect your privacy 

9. When in doubt, don’t post 

10.Get off the Internet 



The Story of Carolyn Strom…
“My grandfather spent a week in palliative 
care before he died and after hearing about 
his and my family’s experience there, it is 
evident that not everyone is ‘up to speed’ on 
how to approach end of life care or how to 
help maintain an aging senior’s dignity.
I challenge the people involved in decision I challenge the people involved in decision 
making with that facility to please get all your 
staff a refresher on this topic and more. Don’t 
get me wrong, ‘some’ people have provided 
excellent care so I thank you so very much for 
your efforts, but to those who made Grandpa’s 
last years less than desirable, please do better 
next time.
As an RN (registered nurse) and an avid 
healthcare advocate myself, I just HAVE to 
speak up!”



•$1000 fine
•$25,000 to cover costs of disciplinary proceedings 
•A reprimand
•The requirement of a “self-reflective essay”
•Completion of an online ethics course



Questions to Consider:
•Do you think this is a reasonable penalty for the incidence?
•Agree/disagree with the charges?
•How do the documents provide support/act against this Facebook post? 



NYC ER Nurse 
Katie Duke

http://www.nydailynews.com/entertainment/tv/ny-med-star-talks-
fired-posting-photo-trauma-room-article-1.1859553



NYC ER Nurse 
Katie Duke

To Consider…

Based off of the documents from 

http://www.nydailynews.com/entertainment/tv/ny-med-star-talks-
fired-posting-photo-trauma-room-article-1.1859553

Based off of the documents from 
the INRC and the RNAO, is this 
nurses post appropriate? 

Did she violate patient privacy?

Was termination the appropriate 
measure? 



Questions?



We don’t have a choice on whether 
we do social media. 

The choice is how well we do it. The choice is how well we do it. 
- Erik Qualman, 2017  


