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To reach a variety of demographics, our communications strategy includes 
a combination of earned media (broadcast, print, online), social media 
(organic and paid advertising), digital media (e.g., websites, blogs), and 
published content that addresses the needs of specific audiences. Social 
and digital media serve as primary information sources for many segments 
of the population, particularly adults, parents, and caregivers, including 
those that are making healthcare decisions for themselves and/or their 
families, as well as influencers such as healthcare professionals. 

Our general approach is:
1. Identify target audience(s)
2. Identify communication channels that serve as information sources for 

target audiences
3. Identify target messages

Ø Flu facts and statistics
Ø Flu news
Ø Personal stories

Background Digital Media
For the 2017-2018 flu season, influenza (flu) vaccination coverage in the 
U.S. remains below Healthy People 2020 goals for all age groups.1 Seasonal 
flu vaccination rates between 2010 and 2017 have increased slightly for 
children (ages 6 months to 17 years) and adults (≥18 years), but are still 
less than 70% (Figure 1).2 As a non-profit advocacy organization 
compromised of families that have been adversely affected by flu, Families 
Fighting Flu aims to raise awareness about the seriousness of flu and the 
importance of annual vaccination. Efforts to increase flu vaccination rates 
across the lifespan must consist of a multi-pronged approach involving 
education and advocacy, including peer-to-peer influence, using various 
communication channels.  

Our goal is to increase seasonal flu vaccination rates 
across the lifespan!

Communication Strategy

Who is our audience on Facebook?
• Fans: 91% women (primarily ages 25-44), 9% men (primarily ages 25-

54)
• People Reached: 78% women, 21% men
• People Engaged: 81% women, 18% men

Facebook metrics (Sept. 1, 2017 – Apr. 1, 2018):

Facebook Conclusions

v Family stories on the Families Fighting Flu website received the most 
page views (49% of total page views) during the 2017-2018 flu season. 

v Engagement for personal stories on Facebook and Twitter were ~50% 
and ~35% higher, respectively, compared to other  types of content. 

v These data are supported with anecdotal information from family 
members who have publicly shared their stories at various forums (e.g., 
speaking engagements at conferences, meetings, and seminars). 
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The Families Fighting Flu website contains various forms of flu-related 
information, including stories of families seriously affected by flu, 
educational program information (i.e., Keep Flu out of School, Stay in the 
Game™), flu facts, educational materials and toolkits, and multimedia 
resources (e.g., family video testimonials, public service announcements), 
as well as information about our organization.  
Who is our digital audience?

Ø Mobile users: 55%
Ø Desktop users: 38%
Ø Tablet users: 7%

What is our digital audience interested in?

What’s driving our digital audience to our website?
Ø Search engine, paid advertising: 42%
Ø Search engine, organic: 29%
Ø Direct URL: 15%
Ø Social media referral: 10%
Ø Referral from other health organizations: 2%
Ø Referral from earned media: 1%
Ø Referral from search engines: 1%

Who is our audience on Twitter?
• 62% women, 38% men
• Education level: completed college = 57%; completed graduate school = 

43%
• Occupation: 33% professional/technical; 22% health services; 20% 

white collar

Twitter metrics (Sept. 1, 2017 – Apr. 1, 2018):

Twitter
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The Importance of Personal Stories as Part of Flu Vaccine Advocacy Efforts

Lessons Learned
Ø Overall, the sharing of personal stories resonates with people and has 

the ability to change vaccination behavior.
ü Successful sharing ≠ fear-mongering
ü Education = empowerment

Ø Use social media as a communication tool to actively engage with your 
audience(s).

ü Use various formats and content for social media 
communications to engage different audiences

ü Paid boosts and ads can greatly increase your reach 
and engagement

ü Use geo-targeting (e.g., target specific ages, zip codes) 
for local “grass-roots” outreach and engagement

ü Allow both positive and negative dialogue. Encourage 
questions and take the opportunity to provide 
accurate, science-based information about flu and flu 
vaccination.

Photo Stories
Average 18% engagement

Stories from Current Season
Average 11% engagement

Video Stories
Average 10% engagement

Stories from Previous Seasons
Average 8% engagement
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