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NIOSH	Total	Worker	Health™	Centers	of	Excellence

Mission:	Improve	the	health	of	workers	in	Iowa	and	
nationally	through	integrated	health	promotion	and	health	
protection	research,	collaboration,	and	dissemination	of	
successful	interventions.

Outreach	Program	Goals
 Identify	and	promote	Total	Worker	Health™	best	and	promising	practices
 Serve	as	a	state	and	national	resource	center	for	integrated	employee	
health,	wellness	and	safety	programs,	practices	and	policies

Target	small	employers	and	those	with	limited	resources		

UIHWCE

www.hwce.org 



Small Employers

www.hwce.org 

• Significant	to	Iowa	and	U.S.	economy	
• Engage	in	fewer	safety	and	wellness	programs	than	larger	
companies

• Report	insufficient	information	available	for	implementing	
wellness	programs	(NSBA/Humana,	2012)

• Limited	resources	
• Limited	access
• May	need	more	assistance	from	external	organizations
• ACA	“Wellness	Incentive”	and	employers	<50	no	longer	
required	to	offer	health	insurance



Why Online Channels

www.hwce.org 

• Technology	and	social	media	are	outpacing	research

• Low‐cost communication	strategy	for	disseminating	
research	and	evidence‐based	resources

• Low‐costmethod	for	engaging	employers	and	
stakeholders	in	Total	Worker	Health	

• Online	methods	preferred	for	receiving	workplace	
wellness	information	(CBJ	Healthcare	Summit,	2013)
– Periodic	email	(68%),	newsletter	(58%),	monthly	forum	
(28%),	LinkedIn	(20%)



HWCE Total Worker Health 
Outreach Strategy



Communication & Dissemination Plan
for Sharing Online Resources

www.hwce.org 

• Phase	I
– Develop	platforms	and	establish	presence
– Gain	understanding	of	audience	interests	and	
engagement	levels

• Process	evaluation/formative	research

• Phase	II
– Gain	understanding	of	impact
– Expand	reach	and	engagement



HWCE Platforms & Presence

www.hwce.org HWCE Website



Monthly eBulletin

www.hwce.org 

~1100 subscribers



HWCE on Facebook & Twitter

40 followers @UIHWCE

29 like the Healthier Workforce Center for Excellence on 
Facebook

www.hwce.org 



HWCE on Pinterest

www.hwce.org 

57 followers on Iowa Total Worker Health



Communication & Dissemination Plan
for Sharing Online Resources

www.hwce.org 

• Phase	I
– Develop	platforms	and	establish	presence
– Gain	understanding	of	audience	interests	
and	engagement	levels

• Process	evaluation/formative	research

• Phase	II
– Gain	understanding	of	impact
– Expand	reach	and	engagement



Evaluation Framework

www.hwce.org 

• Guided	by	Diffusion	of	Innovation	Theory
• Based	on	broad	purposes	of	social	media	in	public	
health	and	health	promotion

• Incorporates	social	analytics	and	business	objectives
• Recognizes	engagement	as	a	key	to	success
• Emphasizes	process	evaluation	
• Considers	both	quantitative	and	qualitative	measures	



Goals & Objectives
Broad	Purposes	

in	Health	
Promotion	
(Neiger, 2012)

HWCE	Outreach	Program	
Communication	Goals

Business	
Objectives /	
Strategies		

(Lovett,	2011)

Description

KPIs/Outcome	
Measures	
Related	to	
Health	

Promotion
Communicate	
with	consumers	
for	market	
insights

Communicate	via	multiple	
channels	with	employers	and	
stakeholders	to	gain	insights

Spur	innovation

Taking	cues	from	audience	comments,	
suggestions	and	conversations	to	
identify	audience	interests	and	new	
ideas	for	programs

Insights,	
Engagement

Establish	and	
promote	a	brand	
with	consumers

Establish	HWCE	presence	as	
a	resource	center	for	
employee	health	programs,	
services	and	policy	and	
promote	promising	TWH	
practices

Gain	exposure
Increasing	brand	awareness	and	
visibility;	Getting	idea(s)	out	there	and	
enabling	people	to	share

Exposure,	
Engagement

Disseminate	
critical	
information

Translate and	disseminate	
evidence‐based	information	
and	resources

Facilitate	support	

Sharing	and	posting	evidence‐based	
information	and	resources	that	
support	employee	health	programs,	
services	and	policy

Interaction,	
Engagement	

Expand	reach	to	
include	broader,	
more	diverse	
audiences

Expand	reach	to	include	
employers	and	stakeholders	
from	diverse	sectors	

Build	advocacy

Increasing	participation	among	
employers	and	stakeholders	including	
HR	Directors,	Wellness	Managers,	
Wellness	Champions/Employees,	
Safety	Professionals

Reach,	
Engagement

Foster	public	
engagement	and	
partnerships	with	
consumers

Foster	engagement	and	
partnerships	with	employers	
and	stakeholders

Foster	dialogue	
and	generate	
interactions

Initiating	a	conversation,	letting	it	
continue	its	own	and	genuinely	
responding;	Persuading	audience	to	
respond	to	calls	of	action

Dialogue,	
Interaction,	
Engagement



Measures & Metrics
KPI/Outcome	Measure Description Metrics

Reach
Size	of	audience,	number	of	people	
who	have	contact	with	application	or	
related	content

followers,	subscribers,	demographics	
of	followers/subscribers,	growth	rate

Exposure Times	content	is	viewed visits,	comments,	ratings,	views

Insights Feedback,	observation	of	audience	
comments,	ideas	and	conversations

number	and	types	of	suggestions	or	
recommendations,	trending	key	words

Dialogue

Facilitating	conversation	between	
people;	Initiating	a	conversation,	
letting	it	continue	on	and	genuinely	
responding

referral	sources,	relevant	links,	active	
users,	trending	key	words

Interaction
How	likely	followers	are	to	engage,	
spread	your	message	and	interact	
with	others

forwards,	shared,	views,	comments,	
messages,	time	spent

Engagement	(low) Acknowledge	agreement	or	
preference	for	content ratings,	likes,	dislikes,	views,	clicks

Engagement	(medium)
Creating,	sharing	and	using	content	
and	degree	to	which	they	influence	
others

posts,	comments,	pins,	repins,	tweets,	
retweets,	mentions,	times	shared,	
user‐generated	content,	direct	
(private)	messages

Engagement	(high)
Participate	in	online or	offline	
activities	or	interventions	as	a	result	
of	exposure

number	register	for	event/service,	
make	an	appointment,	attend	off‐line	
events,	promoting	programs,	
participating	in	organizational	
offerings



Website Reach

www.hwce.org 
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Audience Members Most Engaged

www.hwce.org 

City, County, 
Chambers

17%

Hospital/HealthCare
11%

Vendors/Agencies
11%

State/National 
Associations

6%Public Health 
5%

Employers
22%

Academia
11%

Other Stakeholders
17%



Top Bulletins

www.hwce.org 

Bulletin Topic Opened Open Rate (%) Total Opens

Pilot Funding Announcement 299 26.9 810

Incentives Activate Employee 
Engagement

282 23.5 1137

Sleep & Fatigue 233 21.2 947

TWH Activites & 2014 Best Wishes 233 21 515

Obesity & Healthier Eating 232 20.8 705

Recognizing Excellence 210 20.7 543

Employment Status Matters 213 20 437

Final ACA Regulations on Wellness 
Programs

235 20 744

Cardiovascular Well‐being 217 19.7 467

JOEM SupplementAnnouncement 225 19.7 474

New Website & Updates 209 19.6 530

Office Ergonomics 227 19.5 674

HRAs Recommended 199 19.4 604

Hydration & Health Safety 207 19.2 676

Moving More in the Workplace 222 19.1 965

Social Media 225 18.8 596

Seasonal Influenza Programs 215 18.6 370

May Update 222 18.3 542

Team‐based Challenges & 
Competitions

203 18 474

Creating a Culture of TWH 193 17.9 573

TWH Practice & Research 190 17.8 420

Industry Average 17.7
Leadership Key to Employee Health 
& Safety

187 17.6 529

Off‐the‐Job Safety Programs 204 17.2 371

Pilot Awards Announcement 187 17.1 470

Workplace Stress Mgmt  193 16.3 443

Clicks	and	exposure
 Incentives	Activate	Employee	Engagement
 Moving	More	in	the	Workplace
 Sleep	&	Fatigue
 Obesity	&	Healthier	Eating
 Final	ACA	Regulations	on	Wellness	Programs
 Pilot	Funding	Announcement



Bulletin Links by Type in 2014

www.hwce.org 

HWCE 
Website 29%

Resource 
Referral 31%

Event Referral 
27%

HWCE PDF 
9%

Research 
Referral 4%



Changes	in	
Health	&	Safety	
Outcomes

Low Medium High

Process	Evaluation

Modified	from	Neiger,	2013

Formative,	Impact	and	Outcome	Uses

Generally	
actions	to	
promote	
oneself		or	
provide	
information

Engagement Model

www.hwce.org 

Audience	
actions	to	
influence	
others	that	
lead	to	
changes	in	
awareness,	
knowledge,	
attitudes	or	
behaviors	

Partnership	or	
participation	in	
programs,	
services	or	
activities



Next Steps

www.hwce.org 

Phase	II
– Gain	understanding	of	impact

• Outcome	evaluation
– Survey	engaged	audience	members	and	ask	key	stakeholders
– Look	at	trends	and	outcomes	in	other	available	datasets	

– Expand	reach	and	engagement
• Develop	strategic	implementation	plan	(campaign	or	
mini‐campaigns)

– Opportunity	to	work	with	the	NIOSH	TWH™	Program,	
Centers	of	Excellence,	Affiliates	and	other	stakeholders



In Closing…

www.hwce.org 

 Online	communication	channels	should	be	embraced	as	low‐cost,	
integrated	methods for	disseminating	Total	Worker	Health	
research	and	evidence‐based	resources

 Ongoing	evaluation	of	online	initiatives	is	recommended	for	
continuous	program	improvement,	particularly	for	enhancing	
audience	engagement	and	understanding	the	real impact	on	
worker	health,	safety	and	well‐being



Thank you!

For	more	information,	contact:

Jenny	Hall,	EdD,	MCHES
Associate	Director	for	Outreach
jennifer‐l‐hall@uiowa.edu

319‐335‐4200

www.hwce.org 


