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Health Literacy Missouri

Founded December 15, 2009

Our mission is to improve the health of all Missourians.



What we do

•Help improve health facility environment

•Train health professionals to improve communication skills

•Teach patients communication skills

•Support community groups

•Provide a free, online library of health literacy materials



Why Social Media?



•79% of American adults go online:

•83% look for health information

•61% use social network sites
•Boomer generation fastest growing

•8% use Twitter

--Pew Research Center’s Pew Internet & American Life Project

Why Social Media?



Growth of our social media network: 2010-2011

1500+



• Twitter 
•@healthlitmo

• Facebook
•www.facebook.com/
healthliteracymissouri

• LinkedIn
•Health Literacy Missouri

•Flickr
•Health Literacy Missouri

•Vimeo
•Health Literacy Missouri

•YouTube
•HealthLitMo325

•Delicious
• healthliteracymissouri

•List serve
•Health Literacy Digest

• Blogging
Plain Talk Blog

Social Media

















Social Media Goals

•Develop relationships

•Be an expert

•Build a network



Tools we use:
• Wall posts
• Events pages
• Photo galleries
• Discussion board
• Notes
• Resource page
• Twitter feed
• Video

Facebook Practices



People like the personal connection to us:

•Personal stories and photos
•Events
•Achievements
•Blog posts
•Media coverage

Facebook: Lessons learned
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Be an expert: 
•Post links to resources, research and news
•Update followers on our work

Connect:
•Ask questions
•Respond to posts
•Retweet
•Post messages likely to be retweeted
•Participate in discussions
•Post highlights during & after events
•Highlight stories

Twitter Practices



People like information:

•News items
•Interesting facts
•Valuable resources: websites, toolkits, blogs

People like to engage in professional dialogue:

•Twitter Town Halls

Twitter: Lessons learned
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What is it?
An interactive online experience where 
participants post messages with a focus 
for a set period of time on Twitter.

Details:
•A monthly discussion on a health 
literacy topic
•Draws around 80 people
•More than 400 posts in 1.5 hours.

Twitter Town Hall

HLM ‘War Room’



•International audience
• 66 different countries

• Sparked ongoing discussions

• Raised our awareness of health literacy information

• Increased website traffic:
•21,000 visits
•11,000 different users 
•10% of visits from Twitter

Small investment, big payoff

• Boosted ranking in “health literacy” Google search
•consistently in the top results

• Building our reputation as a robust health literacy resource



•Social media is essential to an 
organization's growth

•Don’t just self-promote; engage and 
be a resource

•Have a voice

•Each site has a different purpose

•Experiment with new ideas

•Be creative, have fun!

Social Media: Lessons learned



Where do we go from here? 

Connect with Patients 
and Consumers









Reaching the patient



Health Literacy Missouri

Visit our website: www.healthliteracymissouri.org

Contact: swelch@healthliteracymissouri.org
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