Soci@|Communication

Social Communication

ISSN: 2450-7563 (Print) (Online) Journal homepage: journals.wsiz.edu.pl/sc

Digital Dialogues: Analyzing the Impact
of Social Media on the Effectiveness of

Public Health Campaigns

Ayu Suryani

To cite this article: Suryani, A. (2024). Digital Dialogues: Analyzing the Impact of Social Media
on the Effectiveness of Public Health Campaigns.

Social Communication. Online Journal, 1(25), 82-97.

To link to this article: https://doi.org/10.57656/sc-2024-0009

© 2024 The Author(s). Published with @ Published online: 2 Dec 2024
Social Communication

N
@ Submit your article to this journal & & View related articles &

Full Terms & Conditions of access and use can be found at
journals.wsiz.edu.pl/sc



https://doi.org/10.57656/sc-2024-0009
https://journals.wsiz.edu.pl/sc/about/submissions
https://journals.wsiz.edu.pl/sc/about/submissions
https://journals.wsiz.edu.pl/sc/issue/view/2024_1
https://journals.wsiz.edu.pl/sc/issue/view/2024_1
https://journals.wsiz.edu.pl/sc
https://journals.wsiz.edu.pl/sc

SOCIAL COMMUNICATION
2024, Vol.25, NO. 1, ISSN 2450-7563
https://doi.org/10.57656/sc-2024-0009

Soci@|Communicat

NLINE JOURNAL

ion

Digital Dialogues: Analyzing the Impact of Social Media on the Effectiveness of

Public Health Campaigns
Ayu Suryani Universitas Indonesia Timur, ayusuryani.cs@gmail.com

social media, public health campaigns, misinformation, health belief model, community engagement, behavioral influence.

ABSTRACT

Inthe digital age, social media has emerged as a pivotal tool in public health communication, reshaping
the landscape of outreach and engagement. This paper investigates the transformative influence
of social media platforms on health communication strategies, confronting both opportunities and
challenges inherent in this paradigm shift. The study assesses the effectiveness of social media in
public health campaigns, scrutinizing its utilization, impact on diverse populations, and the persistent
hurdles of misinformation and digital literacy gaps. Employing qualitative content analysis, this
research scrutinizes selected public health campaigns from renowned organizations like the CDC,
WHO, and UNICEF, spanning from January 2021 to December 2022. Through thematic coding,
the study uncovers nuanced insights into engagement dynamics, sentiment distributions, and the
prevalence of misinformation across various social media platforms. Key findings underscore the
multifaceted nature of social media’s impact, revealing differential engagement patterns, sentiment
dynamics, and misinformation challenges. Notably, campaigns leveraging visually engaging formats
and fostering community engagement exhibited higher efficacy in driving behavior change. Trust
emerged as a cornerstone of effective communication, emphasizing the importance of credibility
and transparency in campaign messaging. Moving forward, this research advocates for tailored
strategies to combat misinformation, optimize content visibility, and evaluate the enduring impact of
social media-driven public health campaigns on health behaviors. By addressing these imperatives,
stakeholders can harness the full potential of social media to advance public health agendas and

foster informed societies.

Introduction

In the digital age, the landscape of health
communication has been dramatically transformed
by the advent and proliferation of social media
platforms. Traditionally, public health campaigns
relied heavily on print media, television, and radio
to disseminate health information to the public.
However, the rise of social media platforms such
as Facebook, Twitter, Instagram, and YouTube
has introduced new dynamics, enabling real-time
information sharing and direct interaction between
public health entities and the public (Moorhead et al.,
2013). These platforms offer unique opportunities
for public health campaigns to reach larger and more
diverse audiences rapidly and interactively.

Social media’s pervasive nature makes it a
powerful tool for public health communication. It
facilitates the dissemination of health messages to
a global audience, provides a platform for public
engagement, and enables the quick mobilization of
resources and support during health emergencies
(Merchant & Lurie, 2020). For instance, during the
COVID-19 pandemic, social media was pivotal in
spreading information about preventive measures,
vaccination campaigns, and health guidelines (Basch
etal., 2020). This shift towards digital communication
necessitates a critical analysis of the effectiveness of

social media in enhancing public health campaigns.
Despite its advantages, the use of social media
in public health communication is not without
challenges. One significant issue is the spread of
misinformation and disinformation, which can
undermine public trust and hinder health campaigns’
effectiveness (Kouzy et al., 2020). Furthermore, the
varying levels of digital literacy among different
population groups can affect how health messages
are received and interpreted (Park et al., 2016). On
the other hand, social media offers unprecedented
opportunities for personalized health communication,
targeted interventions, and community engagement,
which can enhance the relevance and impact of public
health campaigns (Heldman et al., 2013).
Understanding the impact of social media on
public health campaigns is crucial for developing
effective communication strategies in the digital
era. This study contributes to the growing body
of literature on digital health communication by
providing insights into how social media can be
optimized to support public health initiatives. By
identifying both the strengths and limitations of
social media as a communication tool, this research
can inform the design of more effective public
health campaigns that harness the potential of digital
platforms while mitigating their drawbacks.
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As social media continues to evolve and become
an integral part of daily life, its role in public health
communication will likely expand. By critically
analyzing the impact of social media on public health
campaigns, this study aims to provide valuable
insights that can enhance the effectiveness of health
communication strategies. Ultimately, the goal is to
leverage the potential of digital platforms to improve
public health outcomes and foster a more informed
and health-conscious society.

Literature Review

The proliferation of social media has transformed
the landscape of public health communication,
providing both opportunities and challenges. This
literature review examines social media’s impact
on public health campaigns’ effectiveness, focusing
on how these platforms can enhance public health
messaging, engage diverse populations, and combat
misinformation. Key studies highlight the dual role
of social media as both a facilitator and a potential
barrier to effective public health communication.

Social media platforms such as Facebook,
Twitter, Instagram, and TikTok have become vital
tools for disseminating health information. These
platforms enable public health agencies to reach large
audiences rapidly and engage with the public in real-
time. Studies show that social media campaigns can
significantly increase awareness and influence health
behaviors. For example, a study by Moorhead et al.
(2013) found that social media facilitates interactive
health communication, which can improve public
engagement and health outcomes. Moreover, social
media allows for targeted communication, enabling
public health officials to tailor messages to specific
demographics. The use of hashtags, influencers, and
targeted advertising has been shown to enhance the
reach and impact of health campaigns. According to
Heldman et al. (2013), social media campaigns that
utilize these strategies can achieve higher engagement
and message retention levels.

Recent research has further demonstrated the
power of social media in shaping health outcomes
during the COVID-19 pandemic. Zhang et al. (2021)
found that social media played a crucial role in raising
awareness and promoting preventive behaviors during
the pandemic, particularly through platforms like
WeChat and WhatsApp, which allowed for the rapid
dissemination of information. Social media’s real-
time communication also enabled governments and
health organizations to combat misinformation and
share updates about health guidelines. Additionally,
Lwin et al. (2020) highlighted how social media
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campaigns, such as those by the Centers for Disease
Control and Prevention (CDC), significantly
contributed to increasing public compliance with
safety measures during the pandemic.

Several successful public health campaigns
illustrate the potential of social media to influence
health behaviors. The “#ThislsOurShot” campaign,
aimed at promoting COVID-19 vaccination among
healthcare workers, leveraged social media to create a
sense of community and shared purpose. The campaign
utilized personal stories, live Q&A sessions, and
endorsements from trusted figures to counter vaccine
hesitancy (Ferdous, 2023). Similarly, the “Stop the
Spread” campaign by the World Health Organization
(WHO) used social media to disseminate accurate
information about COVID-19 prevention, reaching
millions of users worldwide (WHO, 2020). Another
notable example is the “Truth” campaign, which
aims to reduce youth smoking rates. By employing
edgy, youth-oriented content and engaging directly
with young people on platforms like Instagram and
Snapchat, the campaign successfully decreased
smoking rates among teenagers (Farrelly et al., 2017).
These examples demonstrate how social media can
amplify public health messages and drive behavior
change.

Despite its benefits, social media also
presents significant challenges for public health
communication. One major issue is the spread of
misinformation, which can undermine public health
efforts. A study by Vosoughi et al. (2018) found
that false information spreads more quickly and
widely on social media than accurate information.
This phenomenon was particularly evident during
the COVID-19 pandemic, where misinformation
about the virus and vaccines proliferated, creating
confusion and scepticism (Cinelli et al., 2020).
Furthermore, the algorithmic nature of social media
platforms can create echo chambers, where users are
exposed primarily to information that reinforces their
existing beliefs. This can hinder the effectiveness
of public health campaigns by limiting the reach
of accurate information to those who most need it
(Flaxman et al., 2016). Additionally, issues of digital
literacy and access can create disparities in the reach
and impact of social media campaigns, particularly
among marginalized communities (Sundar, 2020).

Recent studies have continued to underscore
these challenges. For instance, Kouzy et al. (2020)
highlighted the widespread misinformation during
the early stages of the COVID-19 pandemic, noting
that false claims about treatments and vaccines were
shared widely on platforms like Twitter and Instagram.
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This highlights the ongoing struggle of public
health agencies to curb misinformation, even with
the availability of real-time fact-checking services.
Moreover, Bridgman et al. (2021) noted that political
polarization, particularly in the U.S., has exacerbated
the spread of health-related misinformation on social
media, leading to scepticism about official public
health guidance.

To maximize the effectiveness of social media in
public health campaigns, several strategies have been
recommended. Building trust through transparency
and engagement is crucial. According to Ferndndez-
Luque and Bau (2015), involving communities in the
creation and dissemination of health messages can
enhance credibility and acceptance. Additionally,
collaborations ~ with influencers and trusted
community leaders can help amplify messages and
reach sceptical audiences (Hoffman et al., 2020).
Another strategy is the use of multimedia content to
make health messages more engaging and memorable.
Visual content, such as infographics and videos,
can effectively convey complex information in an
accessible format (Neiger et al., 2013). Furthermore,
real-time interaction through live chats and Q&A
sessions can address public concerns and provide
personalized responses, enhancing the campaign’s
overall impact (Ferdous, 2023).

Integrating social media into public health
campaigns presents significant opportunities and
challenges. While social media can enhance the reach
and engagement of public health messages, it also
requires careful management to address the spread
of misinformation and ensure equitable access.
By leveraging targeted communication strategies,
engaging content, and trusted voices, public health
officials can harness the power of social media to
improve health outcomes and foster a more informed
public.

Theoretical Framework

The increasing integration of social media into daily
life has transformed how public health campaigns are
designed and disseminated. Social media platforms
provide a unique health communication space,
offering opportunities and challenges. This theoretical
framework explores the impact of social media on
the effectiveness of public health campaigns through
the lens of the Health Belief Model (HBM) and the
Diffusion of Innovations Theory. These theories
provide a structured approach to understanding how
social media environments perceive and adopt health
messages.

Health Belief Model (HBM)

The Health Belief Model, developed by social
psychologists Hochbaum, Rosenstock, and Kegels
in the 1950s, is a psychological model that explains
and predicts health behaviors by focusing on the
attitudes and beliefs of individuals (Glanz, Rimer, &
Viswanath, 2008). The HBM posits that individuals
are more likely to take health-related action if they:
. Perceive Susceptibility: Believe they are at
risk of a particular health issue.
. Perceive Severity: Believe that the health
issue has serious consequences.
. Perceive Benefits: Believe that taking a
specific action would reduce their susceptibility to or
severity of the health issue.
. Perceive Barriers: Believe that the costs of
taking the action (e.g., time, effort, financial cost) are
outweighed by the benefits.
. Cues to Action: Are exposed to factors that
prompt action (e.g., media campaigns, advice from
others).
. Self-Efficacy: Have confidence in their ability
to perform the action (Rosenstock, 1974) successfully.
In the context of social media and public health
campaigns, the HBM can be applied to understand
how health messages can be tailored to address
these constructs effectively. For example, social
media campaigns highlighting personal stories and
testimonials can enhance perceived susceptibility and
severity by making the health issue more relatable
and urgent. Additionally, interactive features such
as Q&A sessions with health experts can address
perceived barriers and enhance self-efficacy by
providing direct support and clear information.

Diffusion of Innovations Theory

The Diffusion of Innovations Theory, proposed by
Everett Rogers in 1962, explains how, why, and at
what rate new ideas and technologies spread through
cultures (Rogers, 2003). According to Rogers, the
diffusion process involves several key elements:

. Innovation: An idea, practice, or object
perceived as new by an individual or other unit of
adoption.

. Communication Channels: The means by
which information about the innovation is transmitted
to members of the social system.

. Time: The duration over which the adoption
process occurs.
. Social System: The group of individuals who

together adopt the innovation.
The theory categorizes adopters into five groups
based on their readiness to adopt an innovation:



innovators, early adopters, early majority, late
majority, and laggards. For social media-based public
health campaigns, understanding these categories
can help in designing targeted interventions that
cater to different segments of the population.Social
media platforms serve as powerful communication
channels that facilitate the rapid dissemination of
health information. By leveraging influencers and
opinion leaders (who often fall into the ‘innovators’
and ‘early adopters’ categories), public health
campaigns can accelerate the diffusion process. These
influencers can act as change agents, promoting
health behaviors and encouraging their followers to
adopt new practices. Moreover, the interactive nature
of social media allows for real-time feedback and
engagement, which can further enhance the diffusion
of health innovations.

Integrating HBM and Diffusion of
Innovations Theory

Combining the Health Belief Model and the Diffusion
of Innovations Theory provides a comprehensive
framework for analyzing the impact of social media
on public health campaigns. The HBM helps identify
the psychological factors that influence individual
health behaviors, while the Diffusion of Innovations
Theory provides insights into the social dynamics
that affect the spread of health information. For
instance, a social media campaign aiming to increase
vaccination rates can utilize the HBM to address
individual beliefs and perceptions about vaccines. By
highlighting the risks of vaccine-preventable diseases
(perceived susceptibility and severity), the benefits of
vaccination, and addressing common barriers (such
as misinformation and access issues), the campaign
can influence individual decision-making processes.
Concurrently, by identifying and engaging early
adopters and influencers within the social media
space, the campaign can leverage the principles of
the Diffusion of Innovations Theory to foster wider
acceptance and adoption of vaccination practices.

The theoretical framework combining the Health
Belief Model and the Diffusion of Innovations
Theory offers valuable insights into the design and
implementation of effective social media-based public
health campaigns. By addressing both individual
psychological factors and broader social dynamics,
public health practitioners can enhance the reach and
impact of their campaigns. Future research should
focus on empirical studies that test the effectiveness
of these integrated approaches in various public
health contexts.
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Materials and Method

This study utilized a qualitative content analysis
approach to examine the impact of social media on
the effectiveness of public health campaigns. Content
analysis is a systematic and objective means of
describing and quantifying phenomena, allowing for
the analysis of messages conveyed through various
media channels (Krippendorff, 2018). By focusing
on social media interactions and public responses,
this method provided insights into how public health
messages are received, interpreted, and acted upon by
the online community. We selected a sample of recent
public health campaigns that actively employed
social media platforms such as Facebook, Twitter,
and Instagram. The campaigns were chosen based
on their relevance to pressing public health issues,
widespread reach, and high engagement levels on
social media. The study included specific campaigns
were the CDC’s COVID-19 vaccine promotion,
WHO?’s anti-smoking initiatives, and UNICEF’s
campaigns on childhood immunization.

A purposive sampling strategy was used to select
posts and interactions from the official social media
accounts of the selected campaigns. Posts were
chosen based on their high engagement metrics,
including likes, shares, comments, and retweets.
This approach ensured that the analysis focused on
content with significant public interaction, providing
a rich dataset for evaluating the impact of these
campaigns. Data were collected from the official
social media pages of the CDC, WHO, and UNICEF.
We extracted posts, comments, and user interactions
related to the specific campaigns under study. The
time frame for data collection was set from January
2021 to December 2022 to capture recent trends and
responses to ongoing public health issues.

The data were analyzed using thematic coding,
a method suitable for identifying, analyzing, and
reporting patterns (themes) within the data (Braun &
Clarke, 2006). Initially, all social media posts and user
interactions were imported into NVivo, a qualitative
data analysis software, to facilitate systematic coding.

Sentiment Analysis

In addition to thematic coding, sentiment analysis was
performed to evaluate the emotional tone of public
responses to the campaigns across the selected social
media platforms. Sentiment analysis was conducted
using a combination of automated tools and manual
validation. We used a pre-trained sentiment analysis
model from the VADER (Valence Aware Dictionary
for Sentiment Reasoning) algorithm specifically
designed to handle social media text. VADER assigns
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sentiment scores to textual data, classifying them as
positive, negative, or neutral based on predefined
lexical features.

The sentiment analysis was carried out in the
following steps:

1. Data Preparation: Textual data, including
comments, replies, and tweets, were preprocessed by
removing irrelevant content, such as URLs, hashtags,
and emojis, that could distort the sentiment results.
2. Sentiment Scoring: The cleaned data
were then analyzed using the VADER algorithm,
calculating sentiment polarity for each comment. A
score above 0.05 was classified as positive, between
-0.05 and 0.05 as neutral, and below -0.05 as negative.
3. Manual Validation: To ensure accuracy, two
independent researchers independently reviewed
a subset of the analyzed data to cross-check the
sentiment classifications. Discrepancies were
resolved through discussion to improve the overall
reliability of the automated sentiment analysis results.
This combined approach allowed us to capture a
nuanced view of public sentiment, accounting for the
variability of social media language and platform-
specific communication styles.

Open Coding

In the first phase, open coding was performed, where
the data were read line-by-line, and initial codes were
assigned to chunks of data that appeared significant
or relevant to the research questions. This step
generated a wide range of preliminary codes that
captured diverse aspects of the data.

Axial Coding

In the second phase, axial coding was conducted to
identify relationships between codes and to organize
them into broader categories. This step helped in
clustering similar codes and distinguishing between
different themes related to the impact of social media
on the effectiveness of public health campaigns.

Selective Coding

Finally, selective coding was employed to refine the
categories and identify core themes that encapsulated
the study’s central findings. This phase involved
integrating and refining the categories to form
a coherent narrative that addressed the research
objectives.

Trustworthiness

To ensure the trustworthiness of the analysis, several
strategies were employed:
. Data from multiple social media platforms

(Facebook, Twitter, Instagram) were triangulated
to validate findings and ensure a comprehensive
analysis.

. Preliminary findings were shared with a
small group of public health experts and social media
analysts to verify the accuracy and relevance of the
interpretations.

. The research process and findings were
regularly discussed with colleagues to gain
critical feedback and challenge potential biases or
assumptions.

Given the nature of social media data, ethical
considerations were paramount. The study adhered
to ethical guidelines for research involving publicly
available data. No personally identifiable information
(PII) was collected or reported. In addition, all
data were anonymized before analysis to ensure
the privacy and confidentiality of individuals who
interacted with the public health campaigns.

Results

This chapter presents the findings from the qualitative
content analysis of social media interactions with
public health campaigns conducted by the CDC,
WHO, and UNICEF. The analysis revealed several
key themes that highlight social media’s impact
on these campaigns’ effectiveness. These themes
include engagement levels, sentiment analysis, and
misinformation spread. The findings are presented
with supporting tables and figures to illustrate the key
points.

Engagement Levels

The analysis revealed significant variations in
engagementacross different campaigns and platforms.
However, it is important to note that comparing
engagement metrics based on absolute numbers
of likes, shares, and comments can be problematic
without considering the varying user bases and
follower counts on each platform. Facebook, for
example, has a significantly larger user base than
Twitter or Instagram, which naturally leads to higher
engagement in terms of likes and shares. Similarly, the
follower counts for each campaign or organization on
these platforms were not available, which limits the
ability to draw meaningful conclusions about relative
engagement levels.
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Table 1:
Average Engagement Metrics Across Social Media Platforms.
Organization Campaign Platform Likes Shares Comments Retweets
CDC COVID-19 Vaccine  Facebook 5,234 1,123 3,456 N/A
Twitter 3,789 N/A 2,045 1,892
Instagram 4,567 1,678 2,789 N/A
WHO Anti-Smoking Facebook 4,112 987 2,234 N/A
Twitter 2,945 N/A 1,123 1,456
Instagram 3,678 1,345 2,012 N/A
UNICEF Childhood Facebook 6,789 1,456 4,567 N/A
Immunization
Twitter 4,123 N/A 2,678 2,345
Instagram 5,234 1,789 3,456 N/A

The analysis revealed notable wvariations in
engagement levels across different public health
campaigns and social media platforms. Examining
the average engagement metrics—Ilikes, shares,
comments, and retweets—across Facebook, Twitter,
and Instagram provided valuable insights into the
effectiveness of each organization’s campaign. For
the CDC’s COVID-19 Vaccine campaign, Facebook
emerged as the platform with the highest average likes
(5,234), followed closely by Instagram (4,567), while
Twitter garnered slightly lower engagement (3,789).
Interestingly, comments on Facebook outnumbered
those on Instagram, indicating a preference among
users for engaging in discussions on this platform.
On the other hand, Twitter showed significant
engagement in comments and retweets, suggesting
active participation and dissemination of campaign
messages.

The WHO’s Anti-Smoking campaign also
demonstrated varying engagement levels across
platforms. Facebook and Instagram exhibited
similar patterns, with Facebook recording slightly
higher average likes (4,112) compared to Instagram
(3,678). However, Twitter showed comparatively
lower engagement metrics, particularly in terms of
likes and comments, indicating a potential difference
in audience demographics or user behavior on
this platform. Similarly, UNICEF’s Childhood
Immunization  campaign  displayed  distinct
engagement patterns across platforms. Facebook
once again emerged as the platform with the highest
average likes (6,789), followed by Instagram (5,234)
and Twitter (4,123). Notably, Twitter demonstrated

significant engagement in terms of comments and
retweets, suggesting active participation and sharing
of campaign content within the Twitter community.

The analysis of engagement metrics shows
that while Facebook consistently garnered the
highest average number of likes and shares across
campaigns, this is likely influenced by the platform’s
larger user base. With a smaller yet highly active
user base, Instagram also performed well, especially
for visual campaigns. Despite having lower
absolute engagement numbers, Twitter showed
high participation through comments and retweets,
reflecting the platform’s propensity for discussions
and content dissemination. However, it is difficult to
compare engagement meaningfully without detailed
information about follower counts on each platform.
For example, a campaign with fewer followers on
Twitter but higher comment and retweet rates could
still be highly effective relative to its audience size.
This highlights the need to factor in both platform-
specific dynamics and audience reach when assessing
campaign performance. Future research should aim
to include follower counts or normalize engagement
metrics to provide a clearer comparison of platform
effectiveness. This would allow for a more accurate
understanding of how different platforms contribute
to campaign engagement and reach.

Sentiment Analysis

Sentiment analysis revealed mixed public responses
to the campaigns, with notable variations across
platforms and topics. Table 2 summarizes the
sentiment distribution for each campaign, categorized
as positive, negative, or neutral.
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Table 2:
Sentiment Analysis of Public Health Campaigns on Social Media
Campaign Platform Positive (%) Negative (%) Neutral (%)

CDC COVID-19 Vaccine Promotion Facebook 55 30 15
Twitter 50 35 15
Instagram 60 25 15
WHO Anti-Smoking Initiative Facebook 60 25 15
Twitter 55 30 15
Instagram 65 20 15
UNICEF Childhood Immunization Facebook 70 20 10
Twitter 65 25 10
Instagram 75 15 10

The sentiment analysis of public responses
to the examined campaigns unveiled a diverse
range of reactions, showcasing a blend of positive,
negative, and neutral sentiments across various
social media platforms and campaign topics. Each
campaign elicited unique patterns of sentiment
distribution, indicating nuanced perceptions and
engagement dynamics among online audiences. For
the CDC COVID-19 Vaccine Promotion, sentiments
varied slightly across platforms. While Facebook
and Twitter exhibited comparable distributions of
positive, negative, and neutral sentiments, Instagram
users tended to express more positivity towards
the campaign, with a notably higher percentage of
positive sentiment across all platforms.

Similarly, the WHO Anti-Smoking Initiative
garnered mixed reactions from the public, albeit with
a higher prevalence of positive sentiments across all
platforms compared to the CDC campaign. Notably,
Instagram users exhibited the most positive sentiment
towards the anti-smoking initiative, suggesting
a potential platform-specific affinity for health-
related content. In contrast, the sentiment analysis
of the UNICEF Childhood Immunization campaign
revealed the most overwhelmingly positive response
from the public, particularly on Instagram. Facebook
and Twitter also demonstrated predominantly positive
sentiments, albeit with slightly lower percentages
compared to Instagram.

Positive responses often highlighted personal
stories and endorsements of the public health
messages. On Instagram, for example, users frequently
shared their vaccination experiences, tagged friends,
and used campaign hashtags to show support. The
WHO’s anti-smoking posts on Facebook were met
with numerous testimonials from individuals who

successfully quit smoking, attributing their success
to the resources provided by the campaign. Negative
responses were primarily centred around vaccine
hesitancy, misinformation, and distrust in health
authorities, particularly evident in the comments
on CDC’s Twitter posts. Anti-vaccine rhetoric
and conspiracy theories were prevalent, reflecting
significant challenges in countering misinformation.
Similarly, some users expressed scepticism about the
effectiveness of anti-smoking measures, questioning
the WHO’s approach and advocating for alternative
solutions.

Overall, the sentiment analysis underscores the
complex interplay between campaign messaging,
platform dynamics, and audience engagement. While
some campaigns elicited predominantly positive
reactions, others encountered more varied sentiment
distributions, highlighting the importance of tailoring
communication strategies to specific platforms and
target audiences.

Misinformation Spread

Misinformation is defined as false or misleading
information that is spread, regardless of intent, which
can distort public understanding and hinder informed
decision-making (Wardle & Derakhshan, 2017). This
study identified misinformation through a systematic
content analysis, whereby trained coders reviewed
public comments on social media posts related to
public health campaigns. Following a pre-established
set of criteria based on guidelines from reputable
organizations such as the CDC, WHO, and UNICEEF,
these coders determined whether a comment
contained misinformation. Comments contradicting
verified scientific facts or promoting debunked myths
were categorized as misinformation.
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Table 3:
Types of Misinformation Detected
Organization Campaign Misinformation Type Frequency

CDC COVID-19 Vaccine Vaccine efficacy doubts 125
Vaccine side effects 89
Conspiracy theories 47
WHO Anti-Smoking False benefits of smoking 62
Misleading cessation methods 38
UNICEF Childhood Immunization Vaccine-autism link 103
Natural immunity arguments 54

As shown in Table 3, misinformation was
particularly prevalent in the CDC’s COVID-19
vaccine campaign. Common types of misinformation
included doubts about vaccine efficacy and concerns
regarding side effects, both of which have been
widely debunked by medical experts (Betsch et al.,
2020). These false narratives were disseminated
frequently, underscoring public health campaigns’
significant challenge in addressing and neutralizing
misinformation.

Additionally, the WHO’s anti-smoking campaign
faced the spread of misinformation related to the
purported benefits of smoking, as well as misleading
claims about smoking cessation methods, which have
been discredited by health professionals (Gravely
et al, 2017). Similarly, UNICEF’s childhood
immunization campaign encountered myths such
as a supposed link between vaccines and autism—
despite overwhelming scientific evidence refuting
this claim (Hussain et al., 2018)—and arguments
favoring natural immunity over-vaccination, which
is a common misconception.

To effectively combat misinformation, strategies
must be multifaceted. This includes proactive
monitoring of online content, rapid response
mechanisms to address falsehoods, and active
engagement with online communities to promote
accurate information (Lewandowsky et al., 2020). For
instance, comments containing misinformation were
flagged and escalated to platform administrators,
though responses from administrators varied. In some
cases, administrators removed false content or added
fact-checking labels to posts, while in other cases,
misinformation persisted without direct intervention.
A more consistent and coordinated approach from
platform administrators, such as immediate content
removal or correction, could further strengthen the
fight against misinformation (Pennycook et al., 2020).
By ensuring these interventions are rapid and well-
coordinated, public health authorities can better

mitigate the spread of falsehoods and foster a more
informed public discourse.

Thematic Analysis

The thematic analysis identified three major themes
that encapsulate the public’s interaction with the
health campaigns on social media: information
dissemination, public trust, and community
engagement.

Information Dissemination

In information dissemination, the efficacy of accurate
information emerged as a pivotal theme throughout
the analysis. Social media platforms proved to be
potent tools for distributing health-related content,
particularly when employing visually engaging
formats such as infographics, videos, and interactive
materials. Posts incorporating these multimedia
elements consistently garnered heightened levels of
engagement and elicited positive feedback from the
online community. Notably, the Centers for Disease
Control and Prevention (CDC) exemplified this
trend with its strategic use of social media. Posts
disseminating clear, concise information regarding
vaccine efficacy and safety witnessed widespread
sharing and elicited many affirmative comments.
Infographics succinctly summarizing key vaccine-
related data and visually appealing videos outlining
the vaccination process and addressing common
concerns resonated profoundly with audiences.
These posts captured attention and facilitated
comprehension, fostering a sense of trust and
confidence among viewers.

Conversely, posts laden with dense text and
technical terminology proved to be less effective in
engaging audiences and conveying key messages.
Analysis revealed a notable disparity in content
reception based on its format and presentation. Text-
heavy posts tended to be overlooked or received
minimal interaction compared to their visually
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stimulating counterparts. The accessibility and
readability of content emerged as critical factors
influencing audience engagement, underscoring the
importance of tailoring communication strategies to
suit social media users’ preferences and browsing
habits. Overall, the findings underscore the
significance of adopting innovative approaches to
information dissemination on social media platforms.
By leveraging multimedia formats and prioritizing
clarity and simplicity in messaging, public health
organizations can maximize the reach and impact of
their campaigns, effectively empowering individuals
to make informed decisions regarding their health
and well-being.

Public Trust

Public trust emerged as a prominent theme in the
analysis, highlighting its pivotal role in shaping
user engagement with public health campaigns on
social media platforms. The findings revealed a
strong correlation between the perceived credibility
and trustworthiness of the organizations behind the
campaigns and users’ receptiveness to their messages.
Users exhibited a greater propensity to engage
positively with campaigns endorsed by organizations
they deemed credible and trustworthy. The analysis
compared the public trust garnered by three prominent
health organizations—UNICEF, WHO, and CDC—
across their social media campaigns. While UNICEF’s
campaigns appeared to generate more likes and shares
in the specific campaign analyzed, this should not
be interpreted as conclusive evidence of UNICEF’s
overall superiority in credibility or trustworthiness
compared to WHO or CDC. The number of likes and
shares reflects only one aspect of public engagement
and can be influenced by factors such as campaign
reach, content type, or timing. Importantly, follower
counts and other contextual factors (e.g., audience
demographics, frequency of posts) were not directly
compared, and these variables can significantly
impact the level of engagement.

Therefore, it is crucial to acknowledge that while
social media metrics like likes and shares provide
insight into public engagement, they may not fully
reflect the broader public trust in the organization.
Factors such as long-term reputation, transparency,
and consistently providing reliable information
play more comprehensive roles in shaping trust.
Moreover, the analysis did not find specific evidence
of responses from organizational administrators
to comments sharing misinformation on these
platforms. Addressing misinformation is critical to
building and maintaining public trust, especially in

the digital era, where misinformation can spread
rapidly. Organizations like UNICEF, WHO, and
CDC must actively manage their communication
channels by responding to misinformation, fostering
transparency, and engaging with users meaningfully.
Doing so would further strengthen public trust and
enhance the impact of their health campaigns.

This phenomenon underscores the significance
of organizational reputation and perceived
trustworthiness in influencing public perception
and behavior regarding public health campaigns.
The organization’s credibility plays a crucial role in
shaping users’ attitudes and responses to campaign
messages disseminated through social media
channels. Organizations can cultivate trust-based
relationships that foster positive engagement and
health-related outcomes by prioritizing transparency,
integrity, and consistent interaction with the online
community.

Community Engagement

Community engagement has emerged as a key
determinant in the success and impact of public
health campaigns. Research demonstrates that
campaigns leveraging interactive digital tools, such
as polls, question-and-answer sessions, and sharing
community stories on social media platforms, often
achieve higher levels of audience participation and
effectiveness (Smith et al., 2021). For instance, in a
study examining the effectiveness of social media in
health promotion, researchers found that campaigns
incorporating user interaction resulted in a 35%
higher engagement rate compared to those relying
solely on traditional communication methods (Jones
& White, 2020).

A notable example is the World Health
Organization’s (WHO) anti-smoking campaign,
which utilized a combination of user-generated
content and success stories to foster a supportive
online community. In one case, participants who
shared their experiences of quitting smoking reported
feeling more motivated to remain smoke-free, as
documented in a follow-up survey conducted by the
WHO. The survey revealed that 67% of participants
felt more committed to their goals after engaging
with the community (WHO, 2019). This engagement
extended beyond online interactions—community
members organized offline support groups, which
played a vital role in sustaining long-term behavioral
changes, as reflected in a reported 20% decrease
in smoking rates among participants after one year
(Garcia et al., 2021).

The inclusion of personal narratives and



testimonials proved to be apowerful driver of behavior
change. For example, WHO’s campaign found that
participants who interacted with personal stories on
social media were 40% more likely to initiate a quit
attempt compared to those who encountered only
generic health messaging (WHO, 2019). By creating
a participatory environment where individuals could
share experiences, offer advice, and seek support, the
campaign effectively transitioned from a one-way
dissemination model to an interactive, community-
driven approach. This approach expanded the
campaign’s reach and fostered deeper connections and
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sustained engagement, illustrating how community
involvement can amplify the impact of public health
Initiatives.

Comparative Analysis

The comparative analysis of the three campaigns—
CDC’s COVID-19 Vaccine, WHO’s Anti-Smoking,
and UNICEF’s Childhood Immunization—reveals
notable differences in effectiveness, which can be
attributed to their distinct engagement strategies. The
findings are summarized in Table 4 below.

Table 4:
Comparative Analysis of Campaign Effectiveness
Organization Campaign Engagement Strategy Effectiveness
CDC COVID-19 Vaccine Informative posts, infographics Moderate
WHO Anti-Smoking Community stories, Q&A High
UNICEF Childhood Immunization Trust-based messaging, videos Very High
1. UNICEF’s  Childhood Immunization o Effectiveness  Justification: Research
Campaign: highlights that community-driven campaigns
with interactive elements often result in higher
0 Engagement Strategy: The use of trust- engagement and perceived relevance (Brown et al.,

based messaging and high-quality video content
played a critical role in the campaign’s success. Trust-
based messaging created a sense of credibility and
reassurance among the target audience while engaging
videos facilitated better information retention and
emotional connection. This combination likely
enhanced public trust and willingness to participate
in immunization programs.

0 Effectiveness Justification: Studies have
shown that campaigns utilizing emotional and trust-
building content tend to achieve higher levels of
engagement and behavioral change (Smith, 2021;
Johnson & Lee, 2022). These findings support the
“very high” effectiveness rating, as the use of videos
and trust-based approaches aligns with established
best practices in health communication.

2. WHO’s Anti-Smoking Campaign:

0 Engagement Strategy: The focus on
community stories and Q&A sessions fostered a
participatory approach, allowing individuals to
share personal experiences and seek information
interactively. This approach engaged the community
and personalized the message, making it more
relatable and impactful.

2020). The “high” effectiveness rating reflects the
positive impact of these strategies, as evidenced by
increased public participation and support for anti-
smoking initiatives.

3. CDC’s COVID-19 Vaccine Campaign:

0 Engagement Strategy: The CDC’s reliance
on informative posts and infographics provided
essential information but may have lacked the
interactive and engaging elements seen in the
other campaigns. Additionally, the campaign faced
challenges such as misinformation and fluctuating
public sentiment, which could have undermined its
effectiveness.

0 Effectiveness Justification: The moderate
effectiveness rating is consistent with the challenges
faced by similar public health campaigns during
the COVID-19 pandemic (Williams & Clarke,
2023). The effectiveness of informative posts alone,
without addressing misinformation or incorporating
interactive elements, may have limited the campaign’s
overall impact.

The differences in campaign effectiveness can
be largely attributed to the nature of the engagement
strategies employed. UNICEF’s use of trust-based
messaging and engaging videos, WHO’s community-
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focused approach, and the CDC’s informational
strategy each contributed differently to the success of
the campaigns. This analysis highlights the importance
of tailored engagement strategies in achieving desired
outcomes in public health campaigns.

Challenges and Limitations

The pervasive spread of misinformation significantly
hindered the effectiveness of the campaigns. Despite
effortsto provide accurate information, false narratives
often gained traction more quickly. The varying
algorithms of social media platforms affected the
visibility and reach of posts. For instance, Instagram’s
algorithm favored visually appealing content, while
Twitter’s emphasis on real-time updates influenced
engagement patterns. The demographic differences
among users of different platforms also impacted
engagement levels. Younger users on Instagram
were more responsive to interactive content, whereas
older users on Facebook preferred detailed posts. The
timing of posts played a crucial role in engagement.
Posts made during peak hours received more
interaction, highlighting the importance of strategic
timing in social media campaigns.

The results of this study underscore the significant
impact of social media on the effectiveness of public
health campaigns. While social media platforms offer
powerful tools for disseminating health information
and engaging with the public, the challenges of
misinformation and varying platform dynamics
must be carefully managed. High levels of trust,
community engagement, and the use of engaging
content formats characterize effective campaigns.
Public health organizations should continue to
leverage these platforms while developing strategies
to combat misinformation and enhance public trust.

Discussion

The qualitative content analysis of social media
interactions with public health campaigns conducted
by esteemed organizations like the CDC, WHO, and
UNICEF has shed light on the intricate dynamics
of health communication in today’s digital age.
This discussion aims to amalgamate these findings
with existing literature, unveiling pivotal insights
and implications for future public health campaigns
on social media. The advent of social media has
fundamentally transformed the landscape of public
health communication, presenting unparalleled
opportunities for the dissemination of health
information, engaging diverse demographics, and
catalyzing behavioral shifts. Aligned with prior
scholarly investigations (Moorhead et al., 2013), our

research reaffirms the central role of social media
platforms in amplifying public health messages and
fostering interactive dialogue with target audiences.
Notably, the CDC’s COVID-19 vaccine campaign
is a prime example of social media’s potential to
disseminate critical health information while fostering
public engagement swiftly. This is evidenced by the
substantial levels of likes, shares, and comments
observed across various social media platforms.
Oneofthe primary revelations from our qualitative
content analysis pertains to the multifaceted nature
of social media interactions within public health
campaigns. Beyond serving as mere conduits for
information dissemination, social media platforms
function as dynamic arenas where individuals actively
engage with health content, express opinions, seek
clarification, and share personal experiences. This
interactive dimension underscores the importance
of fostering meaningful dialogue and cultivating
a sense of community within online health spaces.
Furthermore, our analysis highlights the diverse array
of strategies public health organizations employ to
optimize social media engagement. From visually
compelling infographics and educational videos to
interactive Q&A sessions and user-generated content
initiatives, these campaigns leverage a spectrum
of tactics to capture and retain audience attention.
Importantly, the success of these strategies is
contingent upon factors such as message resonance,
cultural relevance, and platform appropriateness.
Importantly, our findings underscore the nuanced
challenges inherent in navigating the digital health
communication landscape. While social media
offers unparalleled reach and accessibility, it also
presents inherent risks, including the proliferation
of misinformation, echo chambers, and algorithmic
biases. Addressing these challenges necessitates a
multifaceted approach encompassing media literacy
initiatives, collaboration with tech platforms, and
proactive community engagement efforts.
Synthesizing these insights with existing
literature, several implications emerge for designing
and implementing future public health campaigns
on social media. Firstly, campaigns should prioritize
audience segmentation and tailored messaging to
resonate with diverse demographic groups effectively.
Secondly, fostering two-way communication
and community-building initiatives can enhance
engagement and foster trust between public
health entities and their online audiences. Thirdly,
efforts to combat misinformation and promote
health literacy should be integrated into campaign
strategies, leveraging both traditional and innovative



approaches. The qualitative content analysis of social
media interactions with public health campaigns
conducted by prominent organizations like the
CDC, WHO, and UNICEF illuminates the complex
interplay between digital technologies and health
communication. By synthesizing these findings with
existing literature, this discussion provides valuable
insights and actionable recommendations for the
development of future public health campaigns
on social media. As we continue to navigate the
evolving digital landscape, harnessing the potential
of social media platforms holds immense promise
in advancing global health agendas and fostering
informed empowered communities.

Therise of social mediaplatforms has undoubtedly
revolutionized the way information is disseminated,
enabling rapid communication and widespread
connectivity on a global scale. However, alongside its
benefits, social media presents formidable challenges,
chief among them being the proliferation of
misinformation (Vosoughi et al., 2018). Our analysis
corroborates previous findings, demonstrating the
prevalence of vaccine-related misinformation across
the examined campaigns. Misinformation on social
media platforms can significantly undermine public
health efforts. False or misleading claims about
vaccines, their efficacy, and safety can erode trust in
vaccination programs, leading to decreased vaccine
uptake and increased susceptibility to preventable
diseases. This underscores the urgent need for public
health agencies to effectively implement robust fact-
checking mechanisms and educational initiatives to
counter false narratives.

Moreover, the algorithmic nature of social media
platformsposeschallengesintermsofcontentvisibility
and audience engagement. Algorithms determine
which content appears on users’ feeds based on
various factors, including relevance, popularity, and
user behavior. As a result, misinformation can spread
rapidly, reaching a wide audience before corrective
measures can be implemented. Our findings highlight
the importance of understanding platform-specific
dynamics and tailoring communication strategies
accordingly to optimize reach and impact (Flaxman
et al., 2016). Public health agencies must navigate
these challenges by adopting a multifaceted approach
to combat misinformation on social media. Firstly,
investing in robust fact-checking mechanisms is
essential to promptly identify and debunk false claims.
By partnering with reputable sources and leveraging
data-driven analytics, public health authorities can
effectively monitor and respond to misinformation in
real-time. Additionally, educational initiatives play
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a crucial role in empowering individuals to evaluate
information encountered on social media platforms
critically. Public health campaigns should promote
health literacy skills, teach individuals how to
identify credible sources, recognize misinformation,
and verify claims before sharing them online. By
equipping the public with the tools to discern fact from
fiction, we can mitigate the impact of misinformation
on public health outcomes.

Furthermore, collaboration with social media
companies is essential to address the algorithmic
amplification of misinformation. Platforms must
prioritize the integrity of health-related content
and implement measures to reduce the spread of
false information. This may include algorithmic
adjustments to prioritize authoritative sources,
labeling or removing misleading content, and
providing users with access to accurate information
from trusted sources. Combating misinformation on
social media requires a concerted effort from multiple
stakeholders, including public health agencies, social
media platforms, healthcare professionals, and the
public. By working together to promote accurate
information, foster critical thinking skills, and
address platform-specific challenges, we can mitigate
the impact of misinformation on public health and
safeguard the well-being of communities worldwide.

Several strategies emerge from our analysis
and align with existing literature to maximize the
effectiveness of public health campaigns on social
media. First and foremost is the importance of
building trust through transparency and engagement
(Fernandez-Luque & Bau, 2015). Public health
organizations must prioritize authenticity and
credibility in their communication efforts to foster
trust among online communities. Collaborations
with influencers and community leaders can further
enhance credibility and amplify campaign messages
(Hoffman et al., 2020). Moreover, the integration
of multimedia content and interactive elements is
essential for making health messages more engaging
and accessible (Neiger et al., 2013). Our findings
underscore the effectiveness of visually stimulating
formats, such as videos and infographics, in capturing
audience attention and facilitating comprehension.
Real-time interaction through features like live chats
and Q&A sessions further enhances engagement
and enables personalized communication with the
audience (Ferdous, 2023).

While social media presents both opportunities
and challenges for public health communication,
strategic utilization of these platforms holds immense
potential for advancing population health goals.
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By leveraging targeted communication strategies,
engaging content formats, and trusted voices, public
health agencies can harness the power of social media
to inform, inspire, and empower individuals to make
informed health decisions. In recent years, social
media platforms have emerged as powerful tools for
disseminating public health messages and engaging
with diverse audiences. However, the effectiveness of
these campaigns depends on various factors, including
the source’s credibility, the content’s relevance, and
the level of audience engagement. Drawing insights
from both research and practical experiences, we
propose several strategies to enhance the impact of
public health campaigns on social media.

Firstly, building trust is paramount in any
public health communication effort. Transparency
and authenticity are key to establishing credibility
with online communities (Ferndndez-Luque & Bau,
2015). Public health organizations should strive to
be transparent about their objectives, methodologies,
and sources of information. They can foster trust and
credibility by openly sharinginformationand engaging
in dialogue with their audience. Collaborating with
influencers and community leaders can also enhance
the reach and impact of public health campaigns.
These individuals often have established networks
and credibility within specific communities, making
them valuable partners in spreading health messages
(Hoffman et al., 2020). Public health organizations
can tap into new audiences and amplify their
messages by partnering with influencers who align
with their values and objectives.

In addition to building trust and credibility, it
is essential to make health messages engaging and
accessible to diverse audiences. Multimedia content,
such as videos, infographics, and interactive quizzes,
can help capture audience attention and facilitate
understanding (Neiger et al., 2013). Visuals are
particularly effective in conveying complex health
information in a digestible format. Public health
organizations can incorporate multimedia elements
into their campaigns to increase audience engagement
and message retention. Furthermore, real-time
interaction features on social media platforms can
facilitate two-way communication between public
health organizations and their audience. Features such
as live chats, Q&A sessions, and polls enable direct
engagement with users, allowing for personalized
communication and addressing of specific concerns
(Ferdous, 2023). This interactive approach not only
fosters a sense of community but also enables public
health organizations to tailor their messages to the
needs and preferences of their audience.

While social media presents numerous opportunities
for public health communication, it also poses
challenges such as misinformation and algorithmic
biases. To overcome these challenges, public health
organizations must employ targeted communication
strategies that prioritize accuracy, relevance, and
inclusivity. By leveraging the strengths of social
media platforms and adopting evidence-based
communication practices, public health agencies
can maximize the impact of their campaigns
and contribute to improved health outcomes in
communities worldwide.

Conclusion

In conclusion, this research underscores the
transformative impact of social media on health
communication in the contemporary digital
landscape. With traditional media gradually ceding
ground to online platforms, public health campaigns
now harness the power of social media giants such
as Facebook, Twitter, and Instagram to disseminate
information, engage communities, and drive behavior
change in real-time. However, alongside the immense
opportunities for global reach and interaction, social
media also presents formidable challenges, including
the proliferation of misinformation and disparities in
digital literacy. Through a comprehensive evaluation
of social media’s role in public health campaigns,
this study has provided valuable insights into its
utilization, effectiveness, challenges, and best
practices. Examining noteworthy campaigns such as
“#ThisIsOurShot” for COVID-19 vaccination and
the “Truth” campaign against youth smoking has
illuminated the potential of social media to catalyze
positive health outcomes.

Drawing upon established theoretical frameworks
like the Health Belief Model and the Diffusion of
Innovations Theory has enriched our understanding
of the individual beliefs and social dynamics that
shape health behaviors and message diffusion. By
integrating these theories into the design of social
media campaigns, we can tailor interventions to
address both individual perceptions and broader
community influences, thereby maximizing impact.
Despite the hurdles posed by misinformation and
algorithm biases, the integration of social media into
public health strategies holds immense promise for
improving health outcomes and nurturing informed
societies. Moving forward, it is imperative that future
research focuses on empirically testing integrated
approaches across diverse public health contexts. The
methodology employed in this study, which utilized



qualitative content analysis and data triangulation,
has provided valuable insights into engagement
levels, sentiment distributions, and prevalent
misinformation across different campaigns and social
media platforms. Our thematic analysis identified
four key themes—Information Dissemination, Public
Trust, Community Engagement, and Behavioral
Influence—underscoring the multifaceted nature
of effective health communication on social media.
Strategies such as building trust, utilizing engaging
multimedia, and fostering real-time interaction
emerged as crucial determinants of campaign
success. However, ongoing efforts are needed to
combat misinformation, optimize content visibility,
and assess the long-term impact of campaigns on
health behaviors.

In conclusion, this research highlights social
media’spivotalroleinshapinghealthcommunication’s
future. By leveraging its potential while mitigating its
pitfalls, we can harness the power of digital dialogues
to promote health equity, foster informed decision-
making, and ultimately improve the well-being of
individuals and communities worldwide. Future
research should continue to explore innovative
strategies for combating misinformation, optimizing
content visibility, and fostering community
engagement on social media platforms. Additionally,
longitudinal studies are warranted to assess the long-
term impact of social media campaigns on health
behaviors and outcomes.
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