Spread the Word, Not the Disease. Get Vaccinated. 
Ohio Department of Health 
Background: According to the most recent National Immunization Survey (NIS), rates of adolescent immunizations are relatively low across the country.  Nationally, Tdap/Td coverage for 13-17 year olds is 81.2%, while Ohio is at 69.3%.  MCV4 coverage is 62.7% for the U.S. and 61.6% for Ohio.  HPV coverage is addressed by looking at both one dose and three doses.  The overall results for the U.S. are 48.7% and 32% respectively, while Ohio has a one dose rate of 44% and three dose rate of 31.1%.  While immunization rates among teens in Ohio are increasing, significant gaps in adolescent immunization coverage exist. Low rates can be attributed to lack of parent knowledge about recommended vaccines for adolescents and limited health care provider understanding of adolescent immunization practices.
Goal/major purpose of the program/initiative: The first goal of this program is to raise awareness of adolescent immunization recommendations among teen sand their parents.  The second goal is to provide continuing education to health care providers.
Target population or audience: The target population for the first goal is teens and their parents.  Health care professionals are the target audience for the second goal.

Annual budget and funding sources: The adolescent immunization campaign was funded with ARRA funds of $562,900.  To continue on the project in 2012, approximately $30,000 of 317 funds will be used to maintain the social media accounts, website, and continuing education modules.

Timing of the program/initiative: The campaign for adolescent and parent awareness was launched in September 2011, in part to coincide with back to school events.  The continuing education modules were launched the end of November 2011.  Both initiatives are ongoing and have no scheduled end date.
Justification: Reaching the target audience for this project required meeting them where they are most likely to see the message.  Utilizing social marketing seemed to be the best strategy for reaching teens and their parents.  Multiple platforms for social media were used in the initiative.  Facebook (facebook.com/GetVaccinatedOhio), Twitter (twitter.com/getvaccinated), and YouTube (http://www.youtube.com/GetVaccinatedOhio)  accounts were set up to spread the word about adolescent immunizations.  Additionally, posters and other print materials carried a QR code that when scanned by a smartphone would link the user to the Facebook page.              

     Through the aforementioned pages, users were engaged and encouraged to like, comment, and re-tweet information.  Additionally, an interactive quiz was incorporated in the Facebook page.  Once the quiz was taken, a status would be automatically posted to the user’s page that indicated how they had done on the quiz and encouraged their Facebook friends to take it.  Friends and followers were also encouraged to use their social power to spread the message of the importance of teen immunizations.  
     Finally, a mobile site and microsite (www.getvaccinatedohio.org) were built to give more in-depth information, and provide .pdf downloads of information sheets for parents.  Another innovative element of this project was the development of locker magnets.  The center of the magnet can be removed and becomes a wallet sized immunization schedule for teens and parents, the remaining magnet becomes a photo frame for teens to use in their lockers at school.     

     The obstacles that were encountered included working with a very short time frame for creation and launching of the campaign.  Additionally, internal staff and technology limitations proved to be a challenge initially.
Effectiveness: The televised PSA that was created for this project has had 60,761,335 impressions.  $281,450 was initially spent to purchase airtime for the PSA, over $700,000 additional air time has been earned.  There is an increase in likes on Facebook and unique visitors to the website when commercials are aired.  Each week there has been an increase in the number of likes and followers on Facebook and Twitter.  The interactive and multifaceted campaign has been an effective way of engaging the audience.  The program is evaluated based on the number of hits, re-tweets, and likes received.  Additionally, requests for printed materials and the number of CME/CNE registrations are evaluated.  The education module also includes an evaluation at the end of the presentation.

The PSA and other materials created for the campaign are easily customizable.  The social media platforms are free to use and very user friendly.  The obstacles that may be faced include internal policies regarding social media, and internal technology and staffing limitations.   


