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The Power of Social Media:  
Unique Vistors per Month 

#1 Facebook:  750 Million 

#2 Twitter:  250 Million 

#3 LinkedIn:  110 Million 

#5 Google+:  65 Million 

#10 Pinterest:   15.5 Million 

 
 

 

Ebiz, November 2012 



 



NIOSH on Social Media 

 



http://www.cdc.gov/niosh/TWH/ 

 

http://www.cdc.gov/niosh/TWH/
http://www.cdc.gov/niosh/TWH/
http://www.cdc.gov/niosh/TWH/


Content is King 

• Promising Practices in Total Worker HeathTM 

• TWHTM in Action! Quarterly eNewsletter 

• Medscape Articles and Safety Breakthrough Radio Podcasts 

Building Relationships 

• LinkedIn – Since 9/26/12 have  197+ members 

• Gov Delivery – Over 46,000 subscribers 

• Twitter and Pinterest – Over 200 followers 

• Facebook  (in development) 

Every Interaction Matters 

• Web-page Redesign and Topic Page  

• Wikipedia Clickthroughs (in progress) 

• Blog and LinkedIn Discussions  

70,000+  
Potential  

Impressions 

37+  
TWHTM 

Mentions 

700+ 
TWHTM 

Interactions 



 



Future Opportunties  

• Contribute to Wikipedia: Cite research and 
employer case studies on topics relevant to 
TWHTM and add links 

 

• Use LinkedIn: Expand Peer Network and Grow 
Interest 



Site reach: a comparison 

• NIOSH website 
– 150,000 web pages 

– 8 million visits per year 

• Wikipedia 
– 3.4 million articles

 

– 8 million views…per hour 



NIOSH on Wikipedia 

• 894 links to NIOSH 
material in 518 articles 

• Creates incoming traffic 
to the NIOSH site 

• 250,000+ clickthroughs 

 



Wikipedia Provides Major Reach 

 



HWCE on Pinterest 

• Share evidence-based resources and TWH™ 
strategies to employers and researchers 

• Engage with employers and employees  

– Promote participation 

– Encourage comments 

– Support dialog 

• Follow us @ Iowa Total Worker Health 

 

 

 



Iowa Total Worker Health 

 

pinterest.com/iowatwh/ 
. 



Why Pinterest? 

• Virtual Bulletin Board: Place to organize, save 
and share inspiration boards 

• Promotes healthy behaviors 

• Supports a culture of TWH™ 

• Creates virtual space for knowledge sharing 

• Engages employers and employees 

 

 



Employers Using Pinterest 

• Low-cost way to engage employees in TWH™ 

– Examples: Chester County Hospital, American Heart 
Association 

• Share online health self-assessments 

• As part of healthy eating campaign, encourage recipe 
sharing 

• Share upcoming races and events, encourage teams 

 

 



Chester County Hospital & Health System 

pinterest.com/cchosp/. 



American Heart Association 

pinterest.com/americanheart/ 
. 



Evaluation 
• Social analytics: method for assessing and 

explaining social media initiatives  

• Guides organizations with data that facilitates 
action 

• Good evaluations have established key 
performance indicators (KPIs) and use multiple 
layers of meaningful metrics 

 

 



KPIs & Key Metrics 
• Reach: Size of audience, number of people who have 

contact with application or related content (number 
participating in discussion, followers/subscribers, 
demographics of followers/subscribers, growth rate) 

• Exposure: Times content is viewed (e.g. visits, 
comments, ratings, views) 

• Insights: Feedback (number and types of suggestions 
and recommendations) 

• Dialogue: Referral sources, relevant links, active users, 
trending key words 

• Interaction: Time spent, pages viewed, comments 
submitted, messages sent 

 



Engagement 

• Determines if you have the attention of your 
audience and degree to which participants are 
invested  

–Passive (visitors, views, repeat visits, time 
spent) 

–Active (comments, unique contributors, 
downloads, shares) 

         Lovett, 2011 



Levels of Engagement 

Low Medium High 

Neiger et al. Health Promotion Practice. March, 2012. 

Number people 
acknowledge 
agreement with or 
preference for 
content 
 

Number people who 
participate in 
creating, sharing and 
using content and 
the degree to which 
they influence 
others 

Number people who 
engage in offline 
events (may be in 
addition to online 
activity) as program 
partner, advocate, 
sponsor 



Engagement Metrics 

Low Medium High 

• Ratings 
• Likes 
• Like Rates 
• Likes/Dislikes 

• Posts/tweets 
• User-generated content 
• Comments on posts 
• Comment rate 
• Frequency of new 

discussions/topics 
• Number of 

retweets/repins 
• Retweet/repin rate 
• # times post/link/video 

shared 

• # people 
register/participate in 
services 

• # people 
participate/attend in 
off-line events 

• # people assisted 
• # participants satisfied 
 

Neiger et al. Health Promotion Practice. March, 2012. 

Passive Active 



Future Activities & Opportunities 

• Share your successes and challenges with us 

• Influence future research, newsletter and 
website content 

• Join us on Pinterest at Iowa Total Worker 
Health 

• Share your take away messages on Twitter 

– @UIHWCE, #twhsym 
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