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http://www.youtube.com/
http://www.myspace.com/

Disclaimer

Any: views or opinions expressed by the
speaker do notynecessarily represent the giews
of the CIDC, HHS, or any othergentity ofghe
United States govepament. Furthermore, the
use of any product'fnames, trade names,
Images, or commercial sources is for
Identification purposes only, andJdoes not
Imply’ endorsengent or government sanction by
the U.S. Department ef Health and Human
Services. CDE has ne' finaneial interests or
other relatienships with the manufdcturers of
commeércial products, orsuppliers of
commercial services that maysbe discussed
teday.
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Social Marketing infthe Digital Agé

Learning Objectives

To understand howthe world of‘consumer
marketing is becoming increasingly parti€ipatory,
giving relevant examples

Tolearn how to publish one’s good and bad
experiences using online/ools, seeking conneetion
and feedback

To join social networks as a way of blending
consumer and provider experiences with the latest
generation of communications technology users

To be able to describe and use digital age :
communications tools, to influence health-seeking
behavior.
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Co uicatiens Theory
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Co uicatiens Theory
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Descent intofAdvocacy
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nhfluence or Persuasion?

INncrease the perceived
positive outcomes
Decrease /the perceived
negative outcomes
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Ascent fromjAdvocacy

Control expectations
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What worksiwith/your clients?

|/ Rational appeal
/' Emgtional appeal
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Ildentity: Whojare you at work?
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A Web 2.0 Glossary

Blogs aré usersgenerated site€s written in a journal format that
can incorporaté reader comments, graphics andghyperlinksfto
other sites.

Folksonomy/is a way of gfagging'content thhat is created by the
user community itself rather than being imposed frém the outside
asia set stapdard.flIt makes content that'is relevant to particular
users more easily’ navigable and searclhiable over time.

Mashup Isfa way of integrating coptent from variousgonline
sEUrces Into a single Welbysite or application.

Metaverse Is'a virtualySD world wheré persons interact with*one
another via thelrravatars, or stylized' representations of the self.

Mobcast/Podcast/\Vodcast are audieror video files that a user

can imteract with/listen te on a'\Web site or download for playiag
later on a computer or1Ped, other MP3 players or, cell phenes.
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Really Simple Syndication (RSS) isfa way of marking contegnt
on &a Wel) site so users'can receive aglalert everyftime it is
updateds Usersi don’t fhave t@ re-visitr Web sites g0 retrievefhew
Infermation. |

Social Networking iIs a social seience term relatingfto formal
structures that show how relatienships develop bet\ween
Individuals im a network;, e.g. MySpace,/~acebook.

Tags are one orrmore keywords assigned togpieces of stored
Informatiomn — such as texi articlesy pictures or audioffiles — so
Web Browsers’isearnch engines cam identifyy and display them.

WiKI'Is a sitermaintained by arcommunity whese membersgsshare
theilr expertise and Interests by writing or editing content'in a
collaboerative envirepment.

Adapted from" . clavirigzlf it coiand
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http://www.govhealthit.com/
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still maturing. torian-era mechanical
| devices, such the telegraph, facilitated not
only rapid i rmation transmission but also
social exc ge among people far distant
other. Twentieth' century
went beyond signals to sounds
Is, such as radio and television, to
people and places with actual and
us experiences! In the 21st centu
rowth of the ernet has contrib
emergence of virtual communitie
aturing “avatars,” graphic self-
epresentations created by Internet users for
participation’'in online social networks.

d to

Hygeia Philo (Greek for “lover of health™) is
the Centers for Disease @ontrol and
Prevention’s (CDC’s) lead avatar in the virtual
world of Second Life .secondlife.com *)
awvisual three-dimensional space known a
etaverse. Carrying CDC’s mission into S
new frontier, Hygeia has hosted a health fair
staffed raveling health exhibit, and the
maintains a permanent loeation to
alth education. Social networking
N are key elements of
ent, and participating in
information dissemination
traditional tools and
ed audiences.
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Observations

o “Open source” iIsjself policing, but must be
manitored continuously

e Peeplerwill use /and propagate your content
Infunexpected ways (bothfgoodand bad)

e [hhere Is no escape fromy/Google

s Sexual content Is ubiguitoussand Intrusive

s AnoRymous’ posting guaramtees attacks

= Personalized, customized;, and socialized
content leads to clistomer loyalty, bute.

o Collaloeration, net coatenty'1s the new king

= EUN IS an expected /part.of doing business

o Evaluate, adapt, lear
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What works with your clients
(part/2)?

Connect with CDC

|L_]| Twitter
« CDC eHealth

« CDC Emergency
« CDC Flu

n Facebook
B MySpace

|Eﬂ' DailyStrength

CDC’s YouTube Channel

®® CDC's Flickr site

CDC on iTunes

CDC's Second Life Island
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Are you ready/for the future of
Interactive communications?

e Autematic podcasts of yaur pre-selected interests
o Cellfphone video tag-secripted bjllboards

ol Continuous RSSffromfand toJCNN/Google news

< Dodgeball cellphone meets' mashtip planpeér

e Gaming and gas station/video

s [ptuitiver maps and REID-tagged clothing

s EUlly intereperable patient medical records
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in the Digital Age
rton, PhDy MPA

Control,and Prevention
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