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Thank youFeedback
At the end of the seminar, a link to the feedback survey 

will be sent to the email address you used to register.
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Thank you

Using Social Media for Your 
Research Study or Site
Presented by: Michael Louella
Community Engagement Project Manager/defeatHIV
Outreach Coordinator/UW ACTU
Community Liaison / UW Fred Hutch CFAR



Describe three ways social media may benefit your 
research study or site.

1

2

3

Learning Objectives

List the “Rule of Thirds” of social media posts to 
achieve a balanced message.

Explain one suggestion you should always follow and 
one thing you should never allow when engaging 
people via the comment section of a post.
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TODAY’S BREAKDOWN
HOW CAN SOCIAL MEDIA BENEFIT YOUR PROGRAM?
3 PLANNING TIPS

 START SMALL
 STAY CONSISTENT
 BE YOURSELF

FACEBOOK 
CONTENT/POSTS
BOOSTING
ENGAGEMENT/COMMENTS

TWITTER  - WHY, OH WHY

+ INSIDER TIPS
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1. Increase Brand Awareness & Loyalty
2. Connect with Your Target Audience
3. Improve Retention / Attendance to Events
4. Open Up Opportunities for Sharing
5. Keep Track of Your Field
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success is audience dependent
content balance for your audience may
will require a little trial and error



3 PLANNING TIPS
 START SMALL

 STAY CONSISTENT

 BE YOURSELF









1 or 2 platforms



1 or 2 platforms

24% of internet 
users (21% of all 
U.S. adults) 
use Twitter

79% of 
internet users 
(68% of all 
U.S. adults) 
use Facebook
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TYPES OF POSTS - RULE OF THIRDS

⅓ promotes your 
work or program

⅓ shares ideas 
and stories 

from others 

⅓ based on personal 
interactions to build your 
brand
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PROMOTES YOUR 
SITE/RESEARCH 

INTERACTS 
PERSONALLY

SHARES IDEAS AND 
STORIES FROM OTHERS



SIDE NOTE: OTHER PEOPLE’S STUFF
Find Industry Influencers

Follow other related ‘businesses’ 

Follow industry hashtags and keywords
#hivcure #HIV #HIVstigma #UEqualsU
#RiseAboveCovid



SIDE NOTE: GETTING PERSONAL 
hear from you as authentic people
opens up your program; shows a vulnerable, more 
human side



SIDE NOTE: GETTING PERSONAL 
hear from you as authentic people
opens up your program; shows a vulnerable, more 
human side

Like their
posts

comment on 
their posts follow them repost retweet

wish them 
happy birthday

send them something 
on FB messenger      share their stories 



WITH FREQUENCY OF POSTS

100 posts in one day, 
then nothing for 3 
months

100 posts over the 
course of three months

3  m o n t h s 3  m o n t h s

10
0 

po
st

s

1 0 0  p o s t s



WITH VISUALS
add a visual WITH EACH POST
a picture, infographic or video  +quotes  +memes



WITH VISUALS
add a visual WITH EACH POST
a picture, infographic or video  +quotes  +memes

Images make up 93% of most engaging posts 
Video average 135% higher organic reach     

than photos
Ideal video length 30-60 seconds



WITH VISUALS
add a visual WITH EACH POST
a picture, infographic or video  +quotes  +memes

Photos = 35% more retweets
Videos = 28% more retweets 
Ideal video length 45 seconds



WITH VISUALS
add a visual WITH EACH POST
a picture, infographic or video  +quotes  +memes

when in doubt, assume a photo is subject to 
copyright and don’t use it without the 
appropriate permission
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INSIDER TIP 
GOOGLE 
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GOOGLE 



INSIDER TIP 
GOOGLE 

 UNSPLASH -
h t t p s : / / u n s p l a s h . c o m /

 Beautiful, free image search. 

Gifted by the world’s most 

generous community of 

photographers.

https://unsplash.com/


INSIDER TIP 

15 second videos 
with music 
and text




1566277153437692

Auger





Your potential participants             
want to talk to a person, not a robot
don’t be afraid to be yourself in any 
marketing endeavor
If a team  set rules for how you talk 
about your research/clinic and share 
them with all who post



SIDE NOTE: Be mindful of your 
institution or network’s social media 
policies



FACEBOOK

+ Instagram, WhatsApp

via devices 
with internet connectivity 
(personal computers, tablets 
and smartphones)

a customized profile revealing personal information

post text, photos and multimedia which is shared with any 
other users that have agreed to be their “friend”

online social media & social 
networking service company

https://en.wikipedia.org/wiki/Instagram
https://en.wikipedia.org/wiki/WhatsApp
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to promote positive engagement 
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Learn to tailor content 
to promote positive engagement 

“meaningful interactions”

What drives these meaningful interactions?

“show stories
that matter 
to users”

Comments Replies Shares Likes



“MEANINGFUL”

   d 

         

   



“MEANINGFUL”
Be a conversation starter

Focus on your audience

Put ad dollars behind content with organic momentum

Avoid click bait

Track your content performance
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Prompt people
to stop, interact 

and share



“MEANINGFUL”
Be a conversation starter

Focus on your audience

Put ad dollars behind content with organic momentum

Avoid click bait

Track your content performance
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Your identity as a
brand answering

to a specific
audience
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Track your content performance
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If performing well,
drive that 

performance
further



“MEANINGFUL”
Be a conversation starter

Focus on your audience

Put ad dollars behind content with organic momentum

Avoid click bait

Track your content performance

   d 

         

   

Don’t use 
“like if” & ”share

if you are”
posts



“MEANINGFUL”
Be a conversation starter

Focus on your audience

Put ad dollars behind content with organic momentum

Avoid click bait

Track your content performance

   d 

Learn from your 
data & optimize

from there



 get more people to like, share and comment on the 
posts you create
 reach new people who might be interested in your 

content but don't currently follow you 
 a call-to-action button can drive people to take 

other actions
 booking an appointment
 signing up for a newsletter
 getting in touch with your clinic

Targeted Many 
placements

Customizable 
budget Scheduling





ISSUE: "Your promotion doesn't meet our guidelines"
SOLUTION: Remove "you" language and/or swap in 

a different image
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1. Too much text in the image (FB “Image Text Check” tool)
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3. Includes prohibited content



ISSUE: "Your promotion doesn't meet our guidelines"
SOLUTION: Remove "you" language and/or swap in 

a different image

ISSUE: Post keeps getting denied, even after applying 
these fixes

SOLUTION: Appeal a disapproved ad

1. Too much text in the image (FB “Image Text Check” tool)

2. Use of "you" that implies personal attributes about your audience

3. Includes prohibited content
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INSIDER TIP



RECRUITMENT
COMMUNITY EVENTS
MEETINGS





Post Engagement
The total number of actions 
that people take involving 
your ads

Reach
The number of people 
who saw your ads at 
least once

Impressions
The number of times your ads 
were on screen.
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COMMENTS
DO moderate comments – strive for 
immediacy/within reason
DO correct misinformation that’s posted in 
comments, but keep in mind that commenters can 
and will do this too 
 Sometimes it’s better to sit back and let the 
conversation happen rather than always being the 
first one to jump in and correct people

DON’T remove respectfully written comments that 
are critical of your posting!
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UNWANTED
DON’T allow fans to post:
 profanity
 disrespectful comments
 inaccurate or misleading information
 irrelevant comments or content
 content that’s self-serving
If they do, you should remove the posting; if the postings are 
egregious, you should also ban the poster

You can also report them to Facebook for things like spam/scams, pornography/nudity, 
graphic violence, attacks on an individual or group, hate symbols and illegal drug use

















short user-generated 
photo/video collections 
that can be viewed
and then disappear
after 24 hours

format made famous 
by Snapchat

a way to encourage 
original content





INSIDER TIP 



Share some tips or tricks

Promote posts

Promote your studies

Conduct a poll

Pose a question

Show off the 
office or lab

Contests and 
giveaways

Tutorials and how-tos

Share a quote

Countdown to an event

#ThrowbackThursday

Share reviews 
or testimonials







TL;DR (Too Long; Didn’t Read)
 140 characters to say what you want to say in 
a tweet (excluding URLs) 
forced to get to the point quickly 
pare the facts down to ‘core essence’



TL;DR (Too Long; Didn’t Read)
 140 characters to say what you want to say in 
a tweet (excluding URLs) 
forced to get to the point quickly 
pare the facts down to ‘core essence’
Nov 7, 2017 - doubled the # of characters          

to 280



INTERESTING PEOPLE
BREAKING NEWS
TRACK TRENDS – hashtags (tailor from 
worldwide to country specific)
CONTACT WITH OTHER AGENCIES / CBOs / 

SITES / RESEARCHERS / MEETINGS





DO use Twitter for:
News & event updates
Play-by-play reporting from events, conferences, 
etc.
Other types of eyewitness reporting
Encouraging conversations with your followers
Consider following your followers become 
aware of what they’re interested in 



DO use Twitter for:
News & event updates
Play-by-play reporting from events, conferences, 
etc.
Other types of eyewitness reporting
Encouraging conversations with your followers
Consider following your followers become 
aware of what they’re interested in 

DON’T SET UP AN ACCOUNT IF YOU’RE 
NOT GOING TO FEED IT REGULARLY



TWEETS



#hivcure
People



#hivcure
News





YOU’LL NEVER FEEL 
READY.



YOU’LL NEVER FEEL 
READY.



YOU’LL NEVER FEEL 
READY.



THE SOCIAL MEDIA I RUN:

m l o u e l l a @ f r e d h u t c h . o r g

facebook.com/defeatHIVseattle
facebook.com/UWACTU
facebook.com/UWCFAR

@defeatHIV

youtube.com/user/defeatHIV 

m l o u e l l a @ u w . e d u



Questions?



Thank You

Open for Questions

Clinical Research Education Series 2020



Feedback Survey

Clinical Research Education Series 2020

A link to the feedback survey has been sent to the email address you 
used to register. 

Please get out your device, find that email, and spend a few moments 
completing that survey before you leave today. 

Tip: If on a mobile device, shift view to landscape view                    
(sideways) for better user experience.
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