
Carolann Murphy, PA 
Northern NJ SCI System/ 

Kessler Foundation 



Facebook.com/SCIRehabResearch 



On Twitter @KesslerFdn 



YouTube.com/KesslerFoundation 



Facebook Account Usage 

 592 LIKES; large proportion of individuals, advocacy groups   

 Share research updates, new grants, scientists’ activities  

 Publicize consumer/professional events & conferences  

 Display images/videos of research activities 

 Promote SCI research; recruit study participants 

 Communicate with research & clinical partners  

 Share patient education information; promote awareness  



Twitter Usage 

 Single Foundation Twitter account for Kessler Foundation; 
2400 FOLLOWERS; large proportion of institutions/agencies 

 Connect with collaborators, funders, agencies, politicians, 
grantees, advocacy organizations, media outlets and 
reporters   

 Share research news, press releases, MSKTC and @SCI_MS 
information   

 Publicize consumer/professional conferences, webinars, 
lectures – our own and our partners 

 Common hashtags #spinalcordinjury #spinalcordresearch 
#NNJSCIS  



YouTube Usage 

 Non-profit channel used for dissemination/archiving of 
Foundation videos 

 Raise awareness of Foundation rehabilitation research & 
disability employment funding 

 Feature interviews with research participants, scientists; 
footage describing or illustrating studies, eg, exo-assisted 
walking, treadmill training, etc. 

 Link videos to web articles, posts and tweets   

 



SCI Research Facebook Activity  



SCI Research Facebook Insights 



@KesslerFdn Twitter Activity 



@KesslerFdn YouTube Activity 



Social media is an essential tool 

 For establishing and maintaining connections in the 
research community 

 For informing the greater community about our work 

 For connecting with research participants and recruiting 
potential subjects  

 For ensuring dissemination of advances in research 

 For learning about activities in the global community 

   

 

 

 



Gretchen J Carrougher RN, MN 
 

Research Nurse Supervisor 
UW Medicine Regional Burn Center 

 
Project Coordinator 

Northwest Regional Burn Model System 
University of Washington 

Seattle, Washington 



Chosen Social Media 

 Facebook 
 Online social networking service 
 Launched in 2004 
 Individual and common-interest groups - POSTS 
 Over 1.44 billion monthly active users as of March 2015  

 
 Twitter 

 Social networking service 
 Launched in 2006 
 Users send & read short 140-character messages - TWEETS 
 Over 500 million users as of December 2014 



Northwest Regional Burn Model System  
(NWRBMS) 



Facebook Usage 

 Varied audience and stakeholders 
 Adult burn survivors 
 Parents of pediatric burn survivors 
 Burn center staff members 
 Key U.S. organizations and colleagues 
 

 Information varies given audience 
 Prevention efforts 
 Safety tips 
 Recognition of key staff 
 Research endeavors and achievements 



Facebook Activity – Weekly Updates 



Facebook Activity 



How to Engage 

 Know your audience 

 Reach out to them with information they deem of interest 

 Identified administrator 

 Do’s and Don’ts 
 80% of posts should be social (but still relate to your audience) 
 Limit to under 80 characters 
 Reach out using email, websites and/or blogs 
 Ask a question at the end of a post 
 Respond within 1 hour; no later than 24 hours 
 Don’t clutter the newsfeed 

 
www.blog.hubspot.com; accessed 28 APR 2015 

http://www.glob.hubspot.com


How to Engage – Lessons Learned 
 Post photos with notices 
 Ask people to join your feed 

 New physician residents, Consumer Advisory Board members 

 Advertise during outreach efforts 
 Use lay language 
 Re-tweet or re-post important information  
 Use important engagement periods 

 Holidays – injury/safety tips re: candles, Christmas trees, fireworks 
 Seasonal – injury prevention re: campfires, BBQ 

 Inform of new consumer educational materials 
 Consumer factsheets 

 Birthday and holiday cards with contact information 
 



How to Engage – Lessons Learned 

Social media search terms informational card 

Artwork by pediatric 
burn survivors 



How to Engage 

 Grant website links 

 Newsletter invitations 
 Hard copies with name and # listed 

 Discussion and focus group invites 
 Face to face 
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How to Engage 

 Grant website links 

 Newsletter invitations 
 Hard copies with name and # listed 

 Discussion and focus group invites 
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Karla McKenzie,  
Social Media Specialist 

Model Systems Knowledge 
Translation Center 



MSKTC Social Media Platforms  

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=https://www.facebook.com/facebook&ei=C-hQVfuoDsmMyATVyYGoDQ&bvm=bv.92885102,d.aWw&psig=AFQjCNHRMDjnJnKhgfNe07-j6RvRT1KWOw&ust=1431452027956509
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://learnbonds.com/twitter-inc-twtr-5-reasons-acquisition-looks-unlikely/117243/&ei=P-hQVbq0JIGQyASlq4H4Cw&bvm=bv.92885102,d.aWw&psig=AFQjCNGSyNlUhLi_iaZtfNZLv_CQFYdgYA&ust=1431452081004155
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://en.wikipedia.org/wiki/History_of_YouTube&ei=v-hQVcmpFNCdygSW2IG4DQ&bvm=bv.92885102,d.aWw&psig=AFQjCNFYKj0y5Z2JIDbVsll2Dr2ked4W-Q&ust=1431452207808734


3 MSKTC Facebook Pages 



3 MSKTC Twitter Pages 



YouTube: MSKTCtv 



Why and how we engage people 

 Goals:  
 Increase the use of Model Systems and MSKTC products 
 Raise awareness about Model System and MSKTC events 

 

 Examples of call to actions: 
 View our free resource. 
 Sign up now. 
 Connect with us here. 
 Visit us at our booth. 
 

 
 



Audience and Frequency 

 Audience 
 Individuals with SCI, TBI, and Burn and their families 
 Advocacy and Disability Organizations 
 Researchers (MS and non-MS) 
 Practitioners and Clinicians 

 

 Frequency 
 Engage on Facebook and Twitter 3x’s a week for each injury area 
 Complete monthly social media reports to track progress 



What we share on social media 

 Free SCI, TBI, and Burn resources 

 MSKTC activities  

 MSKTC participation in conferences  

 MSKTC and Model Systems events  

 Ways to stay connected to the MSKTC 



Monthly Social Media Reports 



Social Media Policy  



Questions? 



Helpful Resources 

 Pew Research Center social networking reports – includes 
current data on social media channel usage 

 Mashable – social media news 

 Hootsuite – social media management platform 

http://pewinternet.org/topics/Social-Networking
http://mashable.com/social-media/


Thank you! 

http://www.google.com/imgres?um=1&hl=en&sa=N&biw=830&bih=625&tbm=isch&tbnid=4XWVmXxIy_7CWM:&imgrefurl=http://sci.washington.edu/&docid=jFx6RFZ_qfEIlM&imgurl=http://sci.washington.edu/images/NIDRR_logo.gif&w=130&h=60&ei=OhYHT9q-LIy5twfq64TQDQ&zoom=1
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