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Meet People Where They Are

http://www.internetlivestats.com/
http://www.internetlivestats.com/


Why Use Social Media?

 Interaction with anyone – media, celebrities, 
artists, legislators, etc.

 Community-building and conversation around 
shared interests

 Rapid sharing of information and links to 
additional content



Shrinking Attention Span

https://ph.news.yahoo.com/video/decline-average-american-attention-span-183812089.html
https://ph.news.yahoo.com/video/decline-average-american-attention-span-183812089.html


Benefits of Social Media

 Connect with stakeholders
 Amplify your messaging reach
 Monitor concerns and interests 



What’s A Hashtag?

 Search content using key words or hashtags
 Monitor trending topics



Where To Begin

 It’s okay to start one platform at a time
1. Facebook
2. Twitter
3. LinkedIn
4. Instagram
5. Snapchat?



Apply Your Brand



Plan Ahead

 Create a monthly schedule
 Minimum 2/week; maximum 3/day
 Have planned material on hand but 

leave room for spontaneity 



What Makes A Good Post?

 Know your audience
 Tie in to timely or trending topics & news
 Link to more info online
 Share stories about real people
 Always include a photo on Facebook



Tweet Length

 140-character limit
 URLs use 24 characters
 Attached photo uses 24 characters
 For accessibility, put hashtags at end & 

capitalize letters if it has multiple words



Image Sizes

http://blogs.constantcontact.com/social-media-image-sizes/
http://blogs.constantcontact.com/social-media-image-sizes/


Building Your Audience

 Follow/like others and they will typically return 
the favor

 Retweet/share others posts
 Tag others in your posts
 Engage in conversation in the comments – always 

reply the same business day!



Responding to Complaints

 Unfriendly comments are part of being on social 
media

 Post a guideline for what types of comments are 
not allowed in your Facebook About section

 Respond to complaints in a neutral, understanding 
manner



Good Examples



Good Examples



Special Uses

 Live tweeting
 Conference or public meeting
 TV or radio program
 Tweet-along

 Twitter chat
 Collaborate with other stakeholders
 Hot topic



Metrics

 Results-based accountability 
 Track impressions & engagement rate

 Facebook Insights
 Twitter Analytics

https://www.facebook.com/mnhealth/insights/
https://analytics.twitter.com/user/mnhealth/home


Online Resources

 SproutSocial Strategic Guide to Social Media
 Facebook Basics For Businesses
 Twitter Basics for Businesses

http://sproutsocial.com/insights/nonprofit-social-media-guide/
https://www.facebook.com/business/overview
https://business.twitter.com/en/basics.html


Helpful Resources

 Facebook Insights
 Twitter Analytics

analytics.twitter.com
 TweetDeck

tweetdeck.twitter.com
 Hootsuite

hootsuite.com



Shaylene Baumbach
Olmsted County Public Health Services

MPH Student- University of Minnesota, School of Public Health



Objectives: 

1. The importance of why local public health needs to invest in social media 
as a communications tool.

2. How to connect social media into Olmsted County Public Health Services 
overall strategic plan (Managing for Results-M4R).

3. Best model for OCPHS’s current Facebook pages to reach our audience 
(given resources and feedback).

4.   How to analyze Facebook metrics to improve communications.



• Online Survey was administered via SHIP 
Basecamp

• 13 Key Informant Interviews were conducted 



1. Center for Disease Prevention and Control (CDC)
2. Minnesota Department of Health
3. Olmsted County (MN)
4. Olmsted County Public Health Services (MN)
5. Winona County Public Health Services (MN)
6. PartnerSHIP 4 Health (MN)
7. Human Services of Faribault & Martin Counties (MN)
8. Open Door Mankato Community Clinic (MN)
9. Johnson County Public Health Services (IA)
10. Ingham County (MI)
11. Michigan Department of Community Health
12. Alaska Department of Health
13. Port Authority of New York and New Jersey: Office of 

Emergency Management



1) 68% (15 out of 22) of those agencies who 
participated in taking the online survey have a 
social media presence 

2)   83% are using Facebook (48% Twitter, 26% YouTube)

3) 48% have 1 County administered social media 
site that all departments funnel information 
into



4) 45% do not cross-share posts with other pages 
in their divisions



1) Social media content can be pulled from 
existing communication materials

2)   Invest money to advertise your Facebook page  
through paid advertisements and/or boosting
posts 



3) Have a set plan on how you gain 
content:

- Add communications to monthly staff meetings
- Start a social media committee with representatives from 

every division, social media page within department, PIOs  
- Implement a social media calendar; should be connected 

to communications plan
- If staff sends you content, have a template 



4) “Establishing and maintaining a 
presence in one social media channel is 
better than being in too many places that 
you can’t maintain, or not being in any at 
all.” - CDC



1)Make the connection and embed social 
media/communications into Results 
Based Accountability (RBA)





How Much
Did We Do?

How Well 
Did We Do 

It?

Is Anyone Better Off?

Promote Healthy 
Communities and 
Healthy Behaviors  

2015

9 community partners with 
tobacco strategies

97% reported being treated well

33% implemented tobacco policies



2) Go down to 2 Facebook Pages for PH
• Making It Better (external/events)
• Public Health General 



3) Develop a Social Media Committee to 
create a plan on how to gather content… 
and feed our content up to the Olmsted 
County FB page



3) Show key findings to Social Media 
Committee and Management Team at 
OCPHS to decide on next steps 



Shay Baumbach
Baumbach.Shaylene@co.olmsted.mn.us
Olmsted County Public Health Services 

mailto:Baumbach.Shaylene@co.Olmsted.mn.us


Social Media Strategies



Southwest Health & Human Services

 Southwest Health & Human Services (SWHHS) 
is a six county multi health and human 
services agency. 

 We serve the counties of Lincoln, Lyon, 
Murray, Pipestone, Redwood and Rock in 
Southwest Minnesota.



A Healthier Southwest

 Southwest Health & Human Services has 
been a SHIP grantee as of 2009. 

 In SHIP 3 grant year (2015), SWHHS 
implemented ‘A Healthier Southwest’ as 
the branding name for SHIP in our 
region.



Social Media: Where We Started

 The SWHHS Facebook page was created in August of 2011

From 2011-2015 Facebook posting occurred 0-3 times per month. 

From February 2014-June 2015 no posts occurred. 

Beginning June 2015, posts occurred 1-3 times per week.

Beginning September 2015, posts occurred once per day, sometimes twice a day. 

 The SWHHS Twitter account was created in April of 2013

Twitter posting occurred 0-3 times per month. 

From June 2015-November 2015 posts occurred 2-4 times per month.

Beginning November 2015 posts occurred 2-4 times per week (15-20 times per month)



Social Media: Where We Started

 A Healthier Southwest social media communications strategies began in 2015 during SHIP 4 

grant year. 

 Leadership within the agency understood the need for grant promotion as well as for 

accreditation. 

 In September 2015, I took over as A Healthier Southwest Communications Coordinator

 In November of 2015, a Communications Team evolved. 



Social Media: Where We Started

 Communications Team
 Includes 4 Administration Staff and 5 Public Health Staff

 Meet once per month

 The results of working with a team:
 Diverse post creation 

 Social media calendar has been established agency wide

 Systematic post scheduling



SWHHS Social Media Calendar Scheduled Facebook Posts



Social Media: Where Are We Now?

 A Healthier Southwest  posts occur 1-2 times per month
 Goal: Once per week

 Facebook posts for the agency occur 3-6 times per week. 
 Facebook Page Likes:

 2014: 332
 Today: 810

 Twitter posts for the agency occur 1-3 times per week. 
 Twitter Followers: 96



75%

12%

13%

Public Health Emergency
Preparedness

SHIP & Agency Communications

Other

Less than 5 hours per week!



Post Creation & Helpful Tips

 Mid-morning, early afternoon & evening 
posts

 Passionate/relatable vs. 
generic/repetitive posts

 Relevant, local information 

 Boosted posts

 Pinned posts

 Sharing/Re-posting

 Facebook VS. Twitter posts

 Linking to the website

 Website Facebook/Twitter feeds



Good Social Media Posts







Not So Good Social Media Posts





Most popular Facebook posts to date

Boosted vs. Regular posts



Where we’re headed

 A Healthier Southwest is utilizing social media as a new resource to gain a specific population group. 

 Our hope is to utilize our social media to display success stories, inform the community about 

opportunities and to provide an online space to find helpful information.

 Previous efforts utilized were printed media and the agency website. By putting utilizing Facebook and 

Twitter we are creating greater awareness for A Healthier Southwest.



Thank you!
www.facebook.com/southwesthealthandhumanservices

www.twitter.com/swmhhs

Anna Snyder, Public Health Emergency Preparedness Coordinator

SHIP Communications Coordinator

Southwest Health & Human Services

Anna.Snyder@swmhhs.com

507-286-5066 ext. 3004
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