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REPORT SU MMARY

The Gonorrh oea Information Campaign commenced on 9 " December 2013 and is a joint
initiative of Dublin AIDS Alliance, the HSE Crisis Pregnancy Programme, HSE Health
Promotion and Improvement Department , SpunOut.ie and the Union of Students in Irelan d.
The campaign was promoted from 9 " December 2013 into the first two weeks of January

2014, with some additional promotion in February 2014.

Primarily a social media campaign targeting young (heterosexual) men and women aged 25

years and younger, the m  ain aim was to raise awareness about increases in  gonorrhoea
infections in Ireland and to promot e information about gonorrhoea symptoms, transmission,
prevention and testing as well as promoting consistent condom use and regular STI testing.

‘Impact Report Summary

1 Twitter: The hashtag - #OMGsti - trended on Twitter o n the first day of the campaign,
indicating that a large volume of people were talking (tweeting) about the topic  on the
day.

1 Facebook (promoted posts):

U  SpunOut.ie reached an average of 24,09 6 (unique) people per post with an average
engagement rate of 0.45%.
0 Johnnyoés Got You Covered posts generat edhrodgh 8, 958
rate (CTR) of 3.01%.
U Just Carry One reached an average of 13,871 (unique) people per post with an
average engagement rate of 6%.
U Union of Students in Ireland posts generated 25,692 impressions with a click -
through rate of 1.9%.

1 Website s:
U Yoursexualhealth.ie

A 59% increase inv isits, when comparedto  the same period 12 months previous to
the campaign , witha 52% increase in unique visits.

A 48% increase in p age views , when compared to the same period 12 months
previous to the campaign.

A Traffic referrals from Facebook increased by over 5,000%, direct traffic increased
by 83% and referrals from SpunOut.ie and Twi tter were new to the website (i.e.
non - existent the previous year).

A The highest percentage of visits to the website came from a mobile phone device,
which increased by 135%.

A Most viewed page by mobile was STI Screening Services (41.9% of all unique
page vi ews), followed by the page on gonorrh oea (32.4%), and the page on
where to access free condoms (16.8%).

A Most viewed page by desktop was the STI/GUM Clinic services page (26.1% of all
unigue page views and an increase of 91% on the previous year), followed by the
type of STIs (23.5% - an increase of 71% on the previous year), STI Screenings
information  (14%), and HIV testing information  (13.8%).



U SpunOutie referred traffic to yoursexualhealth.ie, thinkcontraception.ie, and
dublinaidsalliance.ie.

0 Yoursexualh ealth.ie referred traffic to thinkcontraception.ie and dublinaidsalliance.ie.

U Thinkcontraception.ie showed a 163% increase in unique visits to the page on
gonorrhoea, whe n compared to the previous year, and a 110% increase in unique
visits to thwowplagel 6lbhmavww | have an STI 6.

U 60% of the unique page views on Dublinaidsalliance.ie were pages related to HIV
and STI testing.

T Valentineds Day Promoti on
U Editorials on JOE.ie were viewed 3,012 times and 3,608 times on HER.ie.

U On the week of this promotio n, 44% of traffic referrals to yoursexualhealth.ie came
from HER.ie, 16% from JOE.ie and 8% from SpunOut.ie.

Summary Conclusions/ Recommendations

1 Using social media channels to target a young audience is a highly cost - effective
approach.

1 Engaging peersi n the development of campaigns is vital to ensure engagement from the
target audience.

9 Partnerships and collaboration wi t h t he 6righto organi sations
success of joint (and social media) campaigns.

1 Existing STI prevention social media campaigns should be resourced to build on the
success of this campaign and develop a sustained national STI prevention campaign.

1 Partnerships with youth organisations that have a high volume of website traffic, and
can provide referral links to sexual heal th -related websites such as yoursexualhealth.ie,
is highly recommended.

1 Partnerships with youth -related organisations that offer additional opportunities for
engaging young people in sexual health promotion is recommended and should be
resourced.

1 Engaging with popular social networking sites relevant to the target audience is
recommended for future campaigns of this nature.

1 Anyreview and/or re-development of the  yoursexualhealth.ie website (including website
for mobile devices ) could benefit from the data in this report.

1 Further development of the design concept used for this campaign is recommended and
should be resourced to expand on STI prevention messages.

1 The inclusion of a budget for condom packs is recommended for any future sexual health
campaigns.

1 Provision of hard -copy resources , to complement online resources, is recommended to
meet the needs of those who request them.

1 Broader communications and collaboration was very beneficial to the development of the
campaign, linking up  -to-date data surveilla nce with key messages of the campaign, and
collaborating with other relevant experts

1 The Working Group should be resourced to continue its partnership and cross -sectoral
work around STI prevention and sexual health awareness among young people.



1.0 BA CKGROUND

Since 2010, the number of persons diagnosed with gonorrhoea has been steadily rising in

Ireland. Between 2011 and 2012, there was a 33% increase in gonorrhoea notifications. Of

particular concern was the magnitude of the increase in the Eastern Region (HSE -E) having
risen from 14.5 cases per 100,000 in 2009, to 23.5, 37.8 and 50.6 per 100,000 in 2010,

2011 and 2012, respectively. This increa sing trend continued into 2013.

A multidisciplinary ~ Gonorrhoea Control Group was convened by Public Heal th in HSE -East
and established in December 2012 to investigate and control the increase in gonorrhoea in
HSE-East, and expanded to include the HSE -South -East in March 2013. During April and
May 2013, the Gonorrhoea Control Group undertook a retrospective enhanced surveillance
study on all gonorrhoea cases notified to Public Health in the East and South -East areas
between 1 * January and 31 ' March 2013 (Q1 -2013), to determine the characteristics of the
gonorrhoea cases including risk groups and behaviours in order to guide control efforts.

The summary findings of the enhanced surveillance study established the outbreak of
gonorrhoea among two groups:

(1) Men who have sex with men (MSM).

(2) Young heterosexuals (male and female)

The Gay Health Network (GHN) dev el oped a 6Luv Bugsd project target
awareness about increasing gonorrhoea infections, testing and prevention.

In June 2013, through its work with GHN, Dublin AIDS Alliance was invited to join the
Gonorrhoea Control Group, and following an i nitial project proposal, was asked to establish
a working group to develop a Gonorrhoea Information Campaign targeting young
heterosexuals.

The Working Group was established in September 2013 with partners Dublin AIDS Alliance,

the HSE Crisis Pregnancy Pr ogramme, HSE Health Promotion and Improvement
Department , SpunOut.ie and the Union of Students in Ireland (USI). Support funding of

U6, 050 was received fr om &nE Enprevenacht Départthenb mo.t i on

2.0 CAMPAIGN DEVELOPMENT

The Working Group agr eed to develop and implement a social media information campaign
targeting young heterosexuals, particularly those aged 25 years and younger.

Key messages for the campaign were developed in line with the data available from the
enhanced surveillance study including information on the importance of having an STI
screen following unprotected sex even if no symptoms are present, information on safer sex
including safer oral sex, symptoms of STIs including information on asymptomatic infection,

and information  on testing and access to STI testing.

The wor ki ng gr oup-prucsecfdi ngy oqudihdel i nes d to dr aft key
guidelines were a combination of feedback received from young people through previous

campaigns developed by SpunOut.ie, Dublin AIDS Al liance and the HSE Crisis Pregnancy
Programme, and included using eye -catching imagery, using humour (where appropriate),
quick and clear messaging, non -fear based messages, using sharable imagery, positive and



non -judgemental messages, messages that norma lise safer sex and

contraception.

2.1 Campaign Resources

(see Appendix 1)

The following resources were developed as part of the campaign:

E R E ]

Five campaign creative  s/visuals for promotion th

Four A3 Posters (available o nline and hard -copy).

New (and updated) website pages specific to the campaign on

rough social media channels.

www.yoursexualhealth.ie

the use of

A pocket -size information booklet (available online and hard -copy).

2.2 Peer Development
All campaign re sources and key messages were tested with young people. Young people
were consulted when choosing a hashtag for Twitter promotion and young people

volunteered as models for the development of campaign creatives/visuals.

3.0 CAMPAIGN OVERVIEW

The gonorr hoea information campaign launched online on 9

promotion primarily through Facebook and Twitter throughout the month of December and

into the first two weeks of January 2014, with some additional promotion in February 2014.

3.1 Aimof  the Campaign
A social media campaign to raise awareness that gonorrhoea infections have been
increasing in Ireland among young men and women.

3.2 Objectives:
I To promote information about gonorrhoea symptoms, transmission, prevention, and

I Toprom ote the consistent use of
I To promote regular STI testing, and particularly the availability of free testing.

testing.

3.3 Target Population Group:
Young heterosexual men and women, primarily aged 18 to 25 years.

condom s for sex, including for oral sex.

3.4 Key Pe rformance Indicators (KPIs)
1 Reach alarge audience , get thousands of Facebook impressions
rates.
Reach a | arge audience and get the

1
f
1

Increase traffic to the campaign website.

Increase knowledge about STI t

esting and the availability of free testing.

, and high engagement

hashtag

" December 2013 with

0trendi ngo¢


http://www.yoursexualhealth.ie/

4.0 SOCIAL MEDIA PLAN

Utilising the expertise and experience of SpunOut.ie, a social media plan was developed

charting the campaign assets, pre -planned social media messaging, and a communications
strategy. This provided a clear pathway to achieving goals and ensured consistency of
messaging across campaign partners.

Pre-planned social media messages included the following options:

Text only posts with hashtags

Text and photo posts with hashtags

Textand d irect links to web  -based content plus hashtags
Text with link to booklet online plus hashtags

Text with link to STI clinic information

Text with link to website (homepage)

=A =4 =8 -8 -8

Summary of messages for promotion among the target population group

Gonorrhoea tr ansmission increasing
Transmission for all types of sexual engagement
It can be n on-symptomatic

You can get tested and treated

Gettested T it 6s free

Use condoms for sex and oral sex

=A =4 =4 -8 -89



5.0 TWITTER ACTIVITY IMPACT REPORT (#OMGsti )

The campaign launched on Twitter on 9" December 2013.

As there was no main campaign Twitter page, campaign partners utilised their own Twitter

pages to promote the campaign. There were five main Twitter pages utilised, with
additional support from ot bneTwittafpages.e ge St udentsdé Uni

(1) SpunOut.ie:  www.twitter.com/spunout (@SpunOut)

(2) HSE Crisis Pregnancy Programme: www.twitter.com/thinkjohnny (@thinkjohnny)
(3) Dublin AIDS Alliance:  www.twitter.com/dubaidsalliance (@DubAIDSAlliance)

(4) Just Carry One (DAA) : www.twitter.com/justcarryone (@JustCarryOne)

(5) Union of Students in Ireland: www.twitter.com/TheUSI (@TheUsl)

Prior to the campaign, the working group established that these pages had an approximate
combined reach of 13,000 plus followers.

The campaign aimed to get the hashtag, #OMGsti , tre nding on the first day of the
campaign. This goal was achieved.

06Trendingd i s wher e peopld(ausers eon Twitteru naee tatking (tweeting) about
a specific topic at any one time.

Trendsmap Ireland @ Trendslreland 13m
omgsti is now trending in Ireland trendsmap.comiie

Collapse 4+ Reply 13 Retweeted *s* llore

8 3 . .
RETWEETS = FAVORITES ‘ o= ® i o m o

Trendsma p Map Products Blog About Contact Search for locations & current topics H "

Ireland Follow @Trendslreland for the latest

Latest Local Trends breaking trends from Ireland.

:
#omgsti



http://www.twitter.com/spunout
http://www.twitter.com/thinkjohnny
http://www.twitter.com/dubaidsalliance
http://www.twitter.com/justcarryone
http://www.twitter.com/TheUSI

6.0 FACEBOOK ACTIVITY IMPACT REPORT

As there w as no main campaign Facebook page, campaign partners utilised their own

Facebook pages to promote the campaign. There were four main Facebook pages utilised,

wi th additional support from other Col |l ege Student so
Facebook page s.

(1) SpunOut.ie: www.facebook.com/spunout.ie
2 Johnnyds Got Y aww.fdlebuwok.com/thinkjohnny
(HSE Crisis Pregnancy Programme)

(3) Just Carry One: www.facebook.com/justcarryone (Dublin AIDS Alliance)
(4) Union of Students in Ireland: www.facebook.com/USl.ie
Campaign partners have adopted different reporting mechanism s which provides an

overview of the many ways the impact of social media campaigns such as this one can be
measured/ interpreted.

Appendix 2 includes explanations of terminology used to interpret Facebook data.

Prior to the campaign, the working group est ablished that these pages had a combined

(unpaid) reach of 53,000 plus fans.

6.1 SpunOut.ie

SpunOut.ie posted 7 posts/messages specific to the Gonorrhoea Information Campaign.

To provide more qualitative data on the engagement of the audience reached t hrough the

SpunOutie Facebook page, engagement rates are exclusive of
and unless otherwise stated). Engagement rates include all other audience engagement

including post clicks, link clicks, comments and shares.

The average page engagement rate for a Facebook page the size of SpunOut.ie (10,000 -99,999 fans) is 0.61%
(www.socialbakers.com ). A benchmark for good engagement rates can be viewed at Appendix 4.

1 Fourofthe seven posts were 6 pmoted 6(paid ads) with an average reach of 24,096 per
post and an average engagement rate of 0.45 %.

0 Lowestreach: 23,440 ; highestreach:2 5,168.
U Lowest engagement rate: 0.3 %; highest engagement rate: 0.6 %

1 The remaining three posts had an average reach of 1,070 per post and an average
engagement rate of 5.2%.

U Lowest reach: 926; highest reach: 1,261
U Lowest engagement rate: 4.6%; highest engagement rate: 6.3%


http://www.facebook.com/spunout.ie
http://www.facebook.com/thinkjohnny
http://www.facebook.com/justcarryone
http://www.facebook.com/USI.ie
http://www.socialbakers.com/

Table 6a: SpunOut.ie Facebook Activity Report

#Post Total Engagement Rate Clicks
Reach (of t otal reach) Through
(excludes
comments,
shares, likes)
SpunOut.ie Post 1 (paid) 23,440 0.6% 116
SpunOut.ie Post 2 1,022 4.6% 46
SpunOut.ie Post 3 1,261 4.8% 59
SpunOut.ie Post4  (paid) 23,920 0.3% 57
SpunOut.ie Post5 (paid) 25,168 0.4% 85
SpunOut.ie Post 6 926 6.3% 55
SpunOut.ie Post 7 (paid) 23,856 0.5% 69

6.2Johnnyo6s Got Y o HSECrBisPeghascyProgramme)

Between 9 " December 2013 and 20 ™ December 2013, Johnny 6s Got YepastedCover ed
three O6promoted®d ( padthk)Gonprdieed Iaformatian Camipdiga. t

I The posts generated a total of 148,958 impressions (the number of times the post was
displayed whether the post was clicked or not).

9 The click through rate (CTR) for all impressions was 3.01% (the number of clicks th e
post received divided by the number of times the ad was shown on Facebook .

1 The posts received an average of 1,496 clicks per post.

i Therew as an average of 1,257 actions per post (e .g. likes, comments, shares)

1 Fans (page likes) increased by 243.

For Pag@ PosaM1I3AE, Facebook Ads benchmark study shows an average click through rate (CTR) of
2.03%. The study also shows average Facebook ad performance by industry and showed an average 0.205% CTR
in the non -profit sector (Source: www.salesforcemarketingcloud.com ) i See Appendix 3.

Table 6b: Johnnyds Got Yo bacebaok Activiey Report

#Post Impressions Clicks CTR Actions Page Likes
CPP 45,764 1,160 2.53% 940 65
Promoted
Post 1
CPP 58,758 1,628 2.77% 1,450 110
Promoted
Post 2
CPP 44,436 1,701 3.82% 1,381 68
Promoted
Post 3
TOTALS 148,958 4,489 3.01% 3,771 243

10


http://www.salesforcemarketingcloud.com/

6.3 Just Carry One (a Dublin AIDS Alliance STI Prevention social media campaign)

Between 9 ™ December 2013 and 15 ™ January 2014, Just Carry One  posted 25
posts/messages specific to the Gonorrhoea Information Campaign.

To provide more qualitative data on the engagement of the audience reached through the

Just Carry One Facebook page, engagement rategs drné&keeé cl(whiev
possible and unless otherwise stated). Engagement rates include all other audience

engagement including post clicks, link clicks, comments and shares.

The average page engagement rate for a Facebook page the size of Just Carry One (1 -9,999 fans) is 1.11%
(www.socialbakers.com ). A benchmark for good engagement rates can be viewed at Appendix 4.

i Fourofthe 25 posts were O6promotedd (paid) with an average
and an average engagement rate of 6%.

U Lowest reach: 4,104; highest reach: 21,400.
U Lowest engagement rate: 3.9%; highest engagement rate: 7.7%

1 The remaining 21 posts had an average reach of 768 per post and an average
engagement rate of 8.9%.

U Lowest reach: 312; highest reach: 2,614
U Lowest engagement rate: 1.3%; highest engagement rate: 21.4%

Table 6¢: Just Carry One Facebook Activity Report
#Post Total Paid Engagement Paid Clicks

Reach Reach Rate Engagement Through

(of total reach) Rate (ex cludes

(of total comments,

engagement shares, likes)

rate)

JCO Promoted Post 12,324 11,682 6.2% 74.3% 756

1:Day1l i Monday
9" December

JCO Promoted Post 17,676 17,083 6.1% 79.6% 1,066
2:Day 2 i Monday
10" December

JCO Promoted Post 4,104 3,359 7.7% 40.8% 275
3:Day5 i Friday
12" December

JCO Promoted Post 21,400 20,776 3.9% 79.6% 827
4:New Year i 7"

January 2014

6.3.1 Audience Engagement Profile :(this data includes 6post |ikeso)
Across the four promoted posts, the average profile of those who engaged with the postsi s
as follows :

1 100% of those who engaged with the posts were from Ireland.

11
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1 53.7% were female, of which:
0 95.9% were aged 24 and younger
0 66.5% aged 13 -17
0 29.4% aged 18 -24
0 4.1% were aged 25+

1 46.3% were male, of which:
0 98% were aged 24 and younger
0 69.5%aged 13-17
0 28.5%aged 18 -24
0 2% were aged 25+

It is interesting to note that the highest engagement by males on a post (73.8%) was for

the visual that included the male 6model 8 (JCO Post: D
6.3.2 Fan Gender and Age Profile
Prior to the campaign, JustC arry One had 8,588 o6fansdé, 63% of which
female. 88% of all fans were aged 24 and under with 33% of all fans aged 13 to 17, 55%
aged 18 to 24 and the remaining 12% aged 25 and over.
During the gonorrhoea information campaign, from 9 " December 2013 to 5 " February
2014, 6fans6 increased by 19.3% to 10, 249. Gender and
same, with a 1% increase in fans aged 18 to 24 years / 1% decrease in fans aged 25 and
over.
Table 6d: Just Carry One Fan Gender and Age Profile Pre - and Post -Campaign
Pre - Campaign Post - Campaign ALL
Profile of JCO fans on 8 th Profile of JCO fans on 5 ™ February Facebook
December 2013 2014

8,588 fans 10,249 (+1,661 or +19.3%)
37% female 37% female 46%
63% male 63% male 54%
88% aged 2 4 and under 88% aged 24 and under 47.2%
33% of all fans aged 13 -17 33% of all fans aged 13 -17 14.9%
55% of all fans aged 18  -24 56% of all fans aged 18  -24 (+1%) 32.3%
12% of all fans aged 25+ 11% of all fans aged 25+ (-1%) 52.9%
Females i of 11% aged 13 -17 Females i of | 11% aged 13 -17 7.2%
total fans: 20% aged 18 -24 total fans: 21% aged 18 -24 (+1%) 14.4%

6% aged 25+ 6% aged 25+ 24.6%
Males T of total 22% aged 13 -17 Males T of 21% aged 13 -17 (-1%) 7.7%
fans: 35% aged 18 -24 total fans: 35% aged 18 -24 17.9%

6% aged 25+ 6% aged 25+ 28.3%

6.3.3 Fan Location Profile
Prior to the campaign, most fans (97.5%; n=8,371) indicated that they were located in

Ireland. Additional location data was available for 6,049 or 72.3% of these with the
majority ( 45.6%) located in Dublin, 20.4% in the HSE South region, 17.5% in HSE West,

12



10.1% in HSE Dublin Mid  -Leinster and 6.4% in the counties of the HSE Dublin North East

region (excluding Dublin).

During the campaign, fan location increased for each area with th

HSE West region (20%).

Table 6e: Just Carry One Fan Location Profile Pre - and Post -Campaign

Pre - Campaign

Post - Campaign

Location Profile of JCO fans on 8 th

December 2013

Location Profile of JCO fans on 5 th

February 2014

Lifetim e Likes: 8,588

Lifetime Likes: 10,249
(+1,661 or +19.3%)

Located in Ireland: 8,371 (97.5%)

Located in Ireland: 9,809 (95.7%)

Location data Dublin = 2,759
known for 6,049 (45.6%)
(72.3%)

HSE DNE (Rest of)
= 386 (6.4%)

HSE DML = 612
(10.1%)

HSE South = 1,231
(20.4%)

HSE West = 1,061
(17.5%)

Location data Dublin = 3,163
known for 7,021 (45%)
(71.8%) (+404 or  +14.6%)

e largest increase in the

HSE DNE (Rest of)
=437 (6.2%)
(+51 or +14.2%)

HSE DML =713

(10.1%)
(+101 or +16.5%)

HSE South = 1,434

(20.4%)
(+203 or +16.5%)

HSE West = 1,274
(18.1%)

(+213 or +20%)

HSE Dublin North East (Rest of): Cavan, Louth, Meath, Monaghan

HSE Dublin Mid -Leinster: Kildare, Laois, Longford, Offaly, Westmeath, Wicklow
HSE South: Cork, Carlow, Kerry, Kilkenny, Tipperary, Waterford, Wexford

HSE West: Clare, Limerick, Donegal, Galway, Mayo, Sligo, Leitrim, Roscommon

6.4 Union of Students in Ireland (USI)

Between 9 " December 2013 and 15" December 2013, the Union of Students in Ireland
posted three O6promotedd (pai d)rhogatnfortmatiorsGarapaignf i ¢ t o t he

1 The posts generated a total of 25,692 impressions (the number of times the post was
displayed whether the post was clicked or not).

1 The click through rate (CTR) for all impressions was 1.9% (the number of clicks the post
receiv ed divided by the number of times the ad was shown on Facebook.

1 The posts received an average of 122 clicks per post.

1 There was an average of 132 actions per post (e.g. likes, comments, shares).

For a O6Page Postd Ad, a 2013 U. S .dy shavs anlaemde clidkdtteoudh eate (GTR)eof kst u
2.03%. The study also shows average Facebook ad performance by industry and showed an average 0.205% CTR
in the non - profit sector (Source: www.salesfor cemarketingcloud.com ) i See Appendix 3.

13
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Table 6f: Union of Students in Ireland

Facebook Activity Report

#Post Impressions Clicks CTR Actions

usl 9,729 257 2.64% 325
Promoted

Post 1

usl 12,776 93 0.72% 68
Promoted

Post 2

usl 401 21 5.23% 21
Promoted

Post 3

usl 2,786 117 4.19% 114
Promoted

Post 4

TOTALS 25,692 488 1.9% 528

14




7.0 WEBSITE(S) ACTIVITY IMPACT REPORT

The main campaign website was the HSE sexual health website www.yoursexualhealth.ie

Prior to the campaign the website was updated:

The home page was modified as the main campaign entrance/landing page
Testing information  with details of public STI Clinics was updated

A new page was created  with information on  testing in third level colleg es.

A new page was created with specific information  on gonorrhoea from the booklet.
The gonorrhoea booklet was uploaded to the website.

The A3 posters were uploaded to the website

A new page was created with information on where to access free condoms

A new website for mobile was developed.

=4 =4 =8 -8 -8-8_-9_-9

While promotion focused primarily on referring people to the main campaign website,
campaign partners also updated their own websites with the new resources and information
There were four partner websites:

(1) SpunOu t.ie: www.spunout.ie

(2) HSE Crisis Pregnancy Programme: www.thinkcontraception.ie
(3) Dublin AIDS Alliance;  www.dublinaidsalliance.ie

(4) Union of Students in Ireland: WWW.Usi.ie

Appendix 5 includes explanations of terminology used to interpret Google Analytics data.

7.1 Yoursexualhealth.ie

Website data was obtained through Google Analytics using the date range 9 ™ December
2013to 10 ™ January 2014, and comparing this data to the same period 12 months previous
to the campaign (9 ™ December 2012to 10 ™ January 2013).

7.1.1 Visits to the Website

There were 5,362 visits to the website over the five weeks of analysis, compared to 3,369
during the same period the previous year, an increase of 59.16%. Of these 4,786 (89.2%)

were unique visitors, an increase of 52.57% on the previous year (n=3,137). There were a

total of 13,369 page views on the website, an increase of 47.67% on the previous year
(n=9,053), with an average of 2.5 pages viewed per visit and an average visit duration of

1.5 minutes.

Table 7a:Summary Visits and Views to yoursexualhealth.ie

Actions 9™ December 2013 to 9™ De cember 2012 to % Difference
10 " January 2014 10 " January 2013

Visits to the Website 5,362 3,369 | +59.16%

Unique Visitors 4,786 3,137 | +52.57%

Page Views 13,369 9,053 | +47.67%

Average pages viewed per Visit 2.49 2.69 | -7.21%

Average visit duration 00:01:29 00:01:37 -8.61%
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7.1.2 Traffic Medium /Channel

62.79% of visits came from an organic search, 23.98% were direct visits, 6.81% of visits
came from referrals, and 6.28% came from social channels. Of the visits via social
channels, 79.53% came from Facebook and 18.4% fro m Twitter.

Table 7b: Medium of traffic to yoursexualhealth.ie

Medium 9™ December 2013 to % of all

10 ™ January 2014 Visits
Organic Search 3,367 62.79%
Direct 1,286 23.98%
Referral 365 6.81 %
Social 337 6.29%
Other 7 0.13%
Total 5,362 100%

7.1.3 T raffic Source

A comparative analysis shows a significant increase in referrals to the website from
Facebook (up over 5,000%) and new referrals from Twitter and SpunOut.ie when compared
with the previous year. Direct traffic also increased significantly ( up almost 83%).
Table 7c: Top Sources of Traffic to yoursexualhealth.ie
Source 9" Dec 2013 9" Dec 201 2 % Change

to 10 ™ Jan to 10 ™ Jan

2014 201 3

Google/Organic 3,317 2,012 +64.86%
Direct 1,286 703 +82.93%
Facebook.com/Referral 266 5 +5 ,220%
(includes Facebook fo r mobile)
HSE.ie/Referral 96 253 -62.06%
SpunOut.ie/Referral 64 0 +
Twitter/Referral 62 0 +
Yoursexualhealth.ie/Referral 49 0 +
(self -referral®)
Bing/Organic 24 13 +84.62%
Yahoo/Organic 19 14 +35.71%
[*Self -referrals: if Google Analyt ics implementation is configured to measure sessions across multiple domains
and/or subdomains, a marginal level of self -referrals may be natural. However, many self -referrals may be a
symptom of an issue with Google Analytics implementation, and may be s kewing metrics and obscuring the actual

sources of traffic to which conversions and other engagement on the site should be attributed.]
https://support.google.com/analytics/

7.1.4 Device s usedtoac cess website
All website visits came from three devices: mobile, desktop and tablet. The highest

percentage of visits came from a mobile phone device (3,058 or 57% of all visits) followed
by desktop (1,960 or 36.6% of all visits) and a tablet (344 or 6.4 % of all visits).
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Visits via a mobile phone device and using a tablet both increased significantly from the
previous year, up 135% and 112% respectively, indicating that people are now using these
devices more than desktops to access the internet.

Table 7d : Devices used to access Yoursexualhealth.ie

Device Category 9™ December 2013 to 9™ December 2012 to % Difference
10 ™ January 2014 10 ™ January 2013

Mobile 3,058 1,301 | +135.05%

Desktop 1,960 1,906 | +2.83%

Tablet 344 162 | +112.35%

Total Visits 5,362 3,369

7.1.5 Website Pages Viewed

The home page of the website served as a campaign landing/entrance page providing links
to other information pages on gonorrhoea, free STI/GUM clinic services, how to use
condoms and where to get free condoms.

There were a total of 13,369 page views on the website, an increase of 47.67% on the
previous year (n=9,053), with an average of 2.5 pages viewed per visit.

Mobile Phone Access:

The website for mobile phone access provides five links: (1) Home; (2) The Facts ab out
Gonorrhoea; (3) STI Screening Services; (4) How to use a condom; and (5) Where to

access free condoms.

There were 1,996 page views (1,375 unique page views) from the 3,058 visits via mobile.
Excluding the home page views, there were 751 unique page v iews. The most viewed page
was the STI Screening Services at 41.9% (n=315) of all unique page views, followed by the
information page providing facts about gonorrhoea (32.4%; n=243 of all unique views).

16.8% viewed information on where to access free co

to use a condom.

Table 7e: Unique Page Views via Mobile

on yoursexualhealth.ie

ndoms, and 8.9% were views on how

Web Page Unique Page % of all
Views unigue page
(9™ Dec 2013 to views
10" Jan 2014) (excluding home
page)
Free STI Screening Services 315 41.9%
Facts about Gonorrhoea 243 32.4%
Free Condoms 126 16.8%
How to use a condom 67 8.9%
TOTALS 751 100%

Desktop Access:

There were 7,978 page views (6,255 unique page views) from the 1,960 visits via desktop.

Of the top ten pages viewed, there wer

e 4,945 unique views.

Excluding the home page

views, (of which there were only 15), there were 4,930 unique page views via desktop.
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The most viewed page was the STI/GUM clinic services page at 26.1% of all unique page

views, followed by the information p age on the types of STls (23.5% of all unique views).
14% viewed the information page on STI screenings and 13.8% the information page on
HIV testing . Of the new pages created for the campaign, 4.9% viewed the information page
on gonorrhoea and 3.8% the page on where to access free condoms.
Table 7f: Unique Page Views via Desktop on yoursexualhealth.ie
Web Page Unique Page % of all
Views unigue page
(9™ Dec 2013 to views
10" Jan 2014) (excluding home
page)
/sti_gum_clinic/ 1,286 26.1%
/types of STIs / 1,158 23.5%
/sti_screenings/ 690 14%
/hiv_testing/ 678 13.8%
/smear_tests/ 406 8.2%
/gonorrhoea/ 243 4.9%
/where can_i_get free _condoms/ 189 3.8%
/sexual_health _check -up/ 146 3%
/checking your testicles/ 134 2.7%
TOTALS 4,930 100%

Further Analysis:

Although there were more visits made via a mobile phone device (3,058) compared to

access via a desktop (1,960), there was a significantly higher amount of unique page views

via the latter (6,255 Tv- 1,375). This perhaps is because the website for m obile provides
links to only four pages (excluding the home page), indicating that the website for mobile

could potentially generate more page views if more webpages were included.

Comparative Analysis  of Content Viewed

During the campaign, almost all p age views via desktop increased when compared to the
same period 12 months previous to the campaign. Significant increases in unique page
views were evident for the STI/GUM clinic services page (+91.08%), the HIV testing

information page (+92.07%) and the information page on the types of STIs (+71.3%). The
web pages on gonorrhoea and where to get free condoms were new pages, and therefore a

comparison is not possible.

[Note: t he web pages for mobile did not exist 12 months previous to the campaign and
th erefore are not included in this analysis].
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Table 7g: Comparative Analysis of Web Pages Viewed vi a Desktop on

Yoursexualhealth.ie

Device Pages Viewed Total Total % Change Unique Unique % Change

Category Page Page Page Page

Views Views Views Views
(9 th (g th (9 th (gth
Dec Dec Dec Dec
2013 2012 2013 2012

to10 ™ | to10 to to10 ®
Jan Jan 10 ™ Jan Jan

2014) 2013) 2014) 2013)

Desktop /sti_gum_clinic/ 1,593 888 +79.39% 1,286 673 | +91.08%
ltypes_of sti/ 1,262 745 +69.40% 1,158 676 | +71.30%
/sti_screenings/ 862 902 -4.75% 690 701 | -1.57%
/hiv_testing/ 764 392 +94.90% 678 353 | +92.07%
/ (Homepage) 488 58 | +741.38% 15 2 | +650%
/smear_tests/ 451 414 +8.94% 406 371 | +9.43%
/gonorrhoea/ 264 0 - 243 0 -
/where_can_i_get_ 210 0 - 189 0 -
free_condoms/

/sexual _health_ 202 257 -21.4% 146 185 | -21.08%
check -up/

/checking_your_ 170 153 +11.11% 134 138 | -2.9%
Testicles/

Total page views 7,978 5,618 +42.01% 6,255 | 4,631 +35.07%
via Desktop

7.1.6 Time Spent, Boun ce Rates and Exit Rates

The average visit duration

Mobile Phone Access:

for all visits was 1 minute 29 seconds.

The average time spent on a page was highest on the STI screening services and the facts
about gonorrhoea pages, averaging at 1 minute 24 seconds each.

The bounce rate was also highest for the
cating

respectivel vy,

those accessing the website through t

The exit rate was highest from the STI screening services page at 41.24%, i.e. this was the
last page viewed for 41% of all page views to the page.

Desktop Access:

The average time spent on a page was highest on
minutes 10 seconds), the information page on the types of STls (3 minutes 41 seconds),

ndi

e ws

of

same two pages at 65.79% and 66.67%
that vi
rate was lowest for the home page at 17.23% indicating that a significant percentage of
he home page went on to view other pages.

t hese

the HIV testing information page (4

STI/GUM clinics (2 minutes 38 seconds) and the facts about gonorrhoea (2 minutes).

The bounce rate was highest for the page on the t

page (84.49%), smear tests (83.67%), the facts about gonorrhoea (77.78%) and the

ypes of STls (91.59%), the HIV testing

STI/GUM clinics page (69.79%). The bounce rate was 0% for the homepage indicating that
those accessing the website through the home pag
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The exit rate was highest for the page on the types of STls (85.1%), HIV testing (79.19%),
smear tests (74.28%) and STI/GUM Clinics (61.52%), i.e. last page viewed for these visits.

Table 7h: Time Spent, Bounce and Exit Ra tes for yoursexualhealth.ie

Device Pages Viewed Total Page Views Average Bounce Rate Exit Rate

Category (9™ Dec 2013 to time on

10 ™ Jan 2014) page

Mobile /index.html (Homepage) 934 | 00:00:21 17.23% 23.14%
[free -sti-screening - 451 | 00:01:24 65.79 % 41.24%
service
[facts -about -gonorrhoea 361 | 00:01:24 66.67% 29.92%
/[free -condoms/ 165 | 00:00:22 50% 26.67%
/how -to -use-a-condom/ 85 | 00:00:53 40% 27.06%

Desktop /sti_gum_clinic/ 1,593 | 00:02:38 69.79% 61.52%
ltypes_of _sti/ 1,262 | 00:03:41 91.59% 85.10%
/st i _screenings/ 862 | 00:01:33 59.56% 39.10%
/hiv_testing/ 764 | 00:04:10 84.49% 79.19%
/ (Homepage) 488 | 00:00:01 0% 2.66%
/smear_tests/ 451 | 00:01:33 83.67% 74.28%
/gonorrhoea/ 264 | 00:02:00 77.78% 32.95%
/where_can_i_get_ 210 | 00:00:41 63.41% 39.05%
free_condoms/
/sexual_health_ check 202 | 00:00:24 0% 8.91%
up/
/checking_your_ 170 | 00:00:47 74.19% 31.76%
Testicles/

7.2 SpunOut.ie

There were a total of 4,753 visit s to sexual health articles. 3,971 (83.5%) of these were

unique visits.

Three articles were

created and

referrals came from Google, Facebook and Twitter.
pages included:

=A =4 =4 -8 -89

Home Testing for
Sexual Health section (38)
Think Contraception (62)

STI Clinic St.

Dublin AIDS Alliance (23)
IFPA (22)

STIs (54)

Jameso6

(59)
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7.3 Think Contraception.ie

Website data was obtained through Google Analytics using the date range 1

st December

2013 to 31 *' January 2014, and comparing this data to the same period 12 months previous

to the campaign (1 %' December 2012 to 31 ' January 2013).

7.3.1 Vis its and Pages Viewed

There were a total of 910 visitors to the page on Gonorrhoea, an increase of 157.79% on

the s ame period 12 months previous.

759 of these were unique visitors, an increase of

162.63% with an average time spent on the page of 1 minute 35 seconds, a 132%

increase.

There were a total of 3,202 visitors to the page on
increase of 112.76 % on the same period 12 months previous.
visitors, an increase of 110 % with an increase of 18% on the
page (1 minute 35 seconds 1 v- 1 minute 20 seconds)

6how woul d |

know ,Bn have
2,564 of these were unique
average time spent on the

Table 7i: Visitsand Pa ges Viewed on thinkcontraception.ie

Page Visited: /STIs/Gonorrhoea /STIs/how -would -1-
know -I-have -an-STI

Visitors 1 * Dec 2013to 31 *' Jan 2014 910 3,202

Visitors 1 * Dec 2012to 31 ' Jan 2013 353 1,505

% Change +157.79% +112.76%

Unique Visitors 759 2,564

1° Dec 2012to 31 * Jan 2014

Unique Visitors 289 1,221

1% Dec 2012 to 31 %' Jan 2013

% Change +162.63% +109.99%

Average Time Spenton Page 1 *' Dec 00:01:35 00:01:35

2013 to 31 ' January 2014

Average Time Spenton Page 1 *' Dec 00:00:41 00:01:20

2012 to 31 *' January 2013

% Change +132.07% +18.18%

7 .3.2 Traffic Referrals

Data shows traffic referrals to the
(18) and SpunQut.ie (22).

Contraception website from
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7.4 Dublin aids alliance.ie

Website data was obtained through Google Analytics using the date range 9 ™ December
2013t0 9 ™ January 2014.
(Note: it is not possible to provide a comparative analysis as google analytics only commenced for this website on

3" November 2013).
7.4 .1 Visits to the Website

There were 2, 411 visits to the website over the five weeks of analysis. Of these 1,928
(80%) were unique visitors. There were a total of 6,776 page views on the website, with an
average of 2.8 pages viewed per visit and an average visit duration of 2 minutes 12
secon ds.

7.4 .2 Traffic Medium/Channel

81.3% of visits came from an organic search, 12.5% were direct visits, 5.4% of visits came
from referrals, and 0.8% came from social channels. Of the visits via social channels, 79%
came from Facebook and 21% from Twitte r.

7.4 .3 Traffic  Source

The top source s of referrals to dublinaidsalliance.ie were from  SpunOut.ie ,
yoursexualhealth.ie, Facebook, Google.ie and HSE.ie.

Table 7j: Top Sources of Traffic to dublinaidsalliance ie
Source 9" Dec 2013

to 9" Jan

2014

Goog le/Organic 1,921
Direct 303
SpunOut.ie/Referral 35
Yoursexualhealth.ie/Referral 33
Bing/Organic 21
Yahoo/Organic 14
Facebook.com/Referral 15
(includes Facebook for mobile)
Google.ie/Referral 7
HSE.ie/Referral 5

7.4 .4 Website Pages Viewed
Pages on the DAA site were viewed a total of 6,776 times, of which 5,635 (83.2%) were

unique views.  There were 3,401 unique views on the top ten pages view ed. Excluding
home page views, 60.6% of unique page views related to HIV and STI testing information.
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Table 7k : Uniqgue Page View s on dublinaidsalliance.ie

Page(s) Viewed

9™ December 2013 to
9" January 2014

% of views

HIV and STI testing (4

pages):

1. HIV, STl and Hepatitis
Testing information page
(865 views)

2. HIV testing information
page ( 355 views)

3. Dublin Public Testing Clinics
(304 views)

4. STI Testing information
page ( 263 views)

1,787

60.6%

Latest HIV Statistics

387

13.1 %

Stages of HIV Infection

257

8.7%

Events Calendar

224

7.6%

Contact Us

160

5.4%

Services

135

4.6%

Total

2,950

100%

7.5 USl.ie

There were a total of

2014 , with a total of 226,087 page views
were 350 views of the Gonorrhoea page

(10 ™ to 14 ™ February 2014).

38,297 visits to the USI website from December 2013 to February
54.9% (n=21,013) were unique Vvisits
with a noted increase in views

There

during SHAG Wee k

It 6s

on information about 6pr
website had 54
website did not

and data for the
6Pri vwat e

small charge) ;
page on

i nterest i nhgtop page views fdr &l avebsites did not include
i vtaesting {testing with a charge in
d o ;r dat® domthed tyeussexualhealth.ie

page vitéewsg

many views

curred ). The SpunOut.ie

includeSVi e®@sreénithmhgd 6ol Vieges

Dublin AIDS Alliance website
Testing

did not feature views on its
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80 VALENTI NE6S DAY PROMOTI ON

The main promotion of the Gonorrhoea I nformation Campa
Day Promotion on two of Irelandds popular | ifestyle wel

8.1 Overview

T JOE.ie is Irelando6esnd@s risitf easntdyloenlwebnsi te and has ove
monthly visitors. At the time of the promotion it also had 142,000 fans on Facebook and
84,000 followers on Twitter.

T HER.i e is a womenbts | ifestyle website, targeting pri
The website has over 1.5million unique monthly visitors, as well as 136,000 fans on

Facebook and 56,000 followers on Twitter.

Each website hosted a Val enti né&dosl4'DBeepruafoithmerizéof i on fr om

a condom goodie bag for each winn er, and an editorial was published on e ach website on
Val entinebds Day. The edi t oonigenbrihioea linking to d ekdy messédgesr mat i on
of the campaign including the importance of using condoms and getting tested . Alink to

yoursexualhealth.ie w  as also included, as were the go norrhoea campaign creatives  /visuals.
8.2 Impact/  Activity Report

8.2.1 Twitter:

The Twitter accounts for the website sent 8 tweets. The editorial piece on JOE.ie was re -
tweeted 21 times, and on HER.ie 22 times.

8.2.2 Comp etitions:

The competition on JOE.ie was viewed 2,806 times with 285 entries.

The competition on HER.ie was viewed 1,559 times with 510 entries.

8.2.3 Editorials:

The editorial piece on JOE.ie was viewed 3,012 times with a dwelling time of 2 minutes 37
seconds on the page.
The editorial piece on HER.ie was viewed 3,608 times with a dwelling time of 2 minutes 40

seconds on the page.

8.2.4 Yoursexualhealth.ie

During the week of 10 ™ to 16 ™ February 2014, yoursexualhealth.ie had a total 1,280 visits

tothew ebsit e, of which 1,131 (88.36%) were new Visits.

of these 43.75% were from HER.ie, 15.62% from JOE.ie and 8.12% from SpunOut.ie. The

average amount of pages visited from referrals was 3.65, the average visit duration was 2

mi nutes 3 seconds, and the average bounce rate was | ow
the bounce rate for referrals from HER.ie was as low as 2.86% (JOE.ie was 20%).
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9.0 DISTRIBUTION OF GONORRHOEA BOOKLETS

10,000 hard -copy gonorrhoea booklets were printed, with information on signs and
symptoms, transmission, prevention and testing. 100 sets of the four A3 posters were also

printed. At the time of this report, 6,550 booklets and 64 sets of posters have been

distributed, including to third -level colleges, youth projects, and HIV/sexual health -related
organisations.

The booklet is also available to download on all partner websites

Organised by the HSE Crisis Pregnancy Programme , the booklet was made available to
order through the HSE Health Promotion website  www.healthpromotion.ie  , from the end of
January 2014. There have been regular orders for 5 to 10 booklets received to date from

organisations such as  youth projects, health clinics and GP surge ries and other health
professionals.

The USI Sexual Health Awareness and Guidance (SHAG) Week took place from 10 " t014 ™
February 2014. A Sexual Health Roadshow was organised which engaged four colleges in a

range of events promoti ng sexual health awar eness. As part of the event, a Gonorrhoea
Information Stand was set up in each of the colleges, displaying the posters and distributing

the booklets. The colleges involved were the National College of Ireland, IT Carlow,

Dundalk IT and Galway Mayo IT.
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‘ 10.0 ADDITIONAL INFORMATION

il

The HSE HIV/Sexual Health Helpline was promoted as part of the campaign in the
gonorrhoea booklet and through Facebook and Twitter posts.  The Helpline has indicated
that most peop le do not give information on their age duri ng calls and staff do not
actively survey callers if the information is not volunteered during the call/email.

The main Dublin AIDS Alliance Facebook page also promoted the Gonorrhoea
Information Campaign . Nine posts in total were included on the page with the following
summary results:

U One promoted post with a reach of 14,104, a 4.3% engagement rate and 587 click
throughs.

U The eight other posts had an average reach of 900 per post with an average
engagement rate of  4.3%.

U Number of f ans increased by 12.4 % (from 4,287 on 8 " December 2013 to 4,819 on
5™ February 2014).

Some comments/messages received on the Dublin AIDS Alliance and Just Carry One
Facebook pages included:

Looking for an organisation/location to access free condoms in Limerick

Looking fo r a n organisation/location to access free condoms in Co. Meath

Looking for the DAA  office address to drop -in for free condoms

Looking for advice on how to talk to partners about using condoms and safer sex

Looking for the next date of HIV/STI testingin DAA.

Looking for condoms to be posted out (individuals)

General p ositive comments about how good the campaign visuals /messages were
with a lot of people tagging their friends.

[ et et entR et et et et

The amount of females dropping into DAA for free condoms has increased by 50%  over
the months of December 2013 and January 2014 (when compared with the average over

the six months prior to the campaign). The amount of males dropping in has remained

the same.

Demand for the  monthly HIV/STI testing clinic in Dublin AIDS Alliance (2 " Wednesday

of every month)  has been steadily increasing, with an average of 32 people attending
for the clinic and an average of 14 people turned away /referred per clinic over the six
clinics prior to the campaign. The average number of people attending for the clinic

increased by 22%  for the clinics in December 2013 and January and February 2014,
with a 36% increase in the average number of people turned away/referred to another
clinic.

DAA, GHN and the HSE CPP supplied free condoms to third -level coll eges when
distributing gonorrhoea booklets.
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11.0 MEDIA SUMMARY REPORT

With the support and assistance of the HSE Public Communications , a press release was

issued when the campaign launched online on 9 ™ December 2013. Between 9 ™ and 11 ™
December, t here was significant media coverage of the campaign highlighting the increases

in gonorrhoea infections in Ireland. This is summarised in the table below. In addition to
coverage of the campaignds press release, a young
article which was published on thejournal.ie. The article focused on the importance  of STI

testing following unprotected sex because many STIs may show no symptoms.

Table 1la : Mediacoverage 9™ to11 ™ December 2013

Media Channel Media Source

TV i Broadcast TV3 i Ireland AM

Radio 7 Broadcast Today FM T The Last Word
Flirt FM

Spin 103.8

Print Press Irish Examiner

Metro Herald

The Irish Sun

Irish Independent

Irish Times

Internet Irishexaminer.com
Irishtimes.com
Independent.ie

Wat erfordwhispersnews.com
Hse.ie

Dublinaidsalliance.ie

Usi.ie

Spunout.ie
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12.0 FINANCIAL REPORT AND COST -EFFECTIVENESS

Atotal of G 6, O fur@ding support for the campaign was provided by HSE Health Promotion
and Improvement Department

12.1 Income and Expenditure Report

Details Il ncome|Expendi t

HSE Health Promotion and Improvement Department 6,050.00

Design, Style Concept and Application (booklet, posters, Facebook/Twitter visuals and photoshoot) 1,828.52

Printing A3 Posters x 4 x 100; booklets x 10,000; t-shirts x 4 1,991.10

Social Media Promotion (including Valentine's Competitions and Editorials) 1,942.56

Postage and Carriage: Distribution of G-booklets 260.58

Meetings 6.50

TOTALS 6,050.00 6,029.26

Balance as at 26th February 2014 20.74
12.2 Examples of Cost - Effectiveness through Facebook paid promotion
For a 6Page Posto6o Ad, a 26i8hmtasSk $fteeéposhkowssab average cost per cl
The study also shows average Facebook ad performance by industry anc

in the non -profit sector. (Source: www.salesforcemarketingcloud.com ) T See Appendix 3.

Johnnyds Got| Total Cost No. of Clicks Cost per No. of Cost per
Covered Click (CPC) Actions Action

CPP Promoted Post 1 us85s5. 1,160 uno. d 940 0. ¢
CPP Promoted Post 2 0140. 1,628 u 009 1,450 uno. 1
CPP Promoted Post 3 u85. 1,701 uao. d 1,381 uno0. (@
TOTALS n$310. | 4,489 uo. 2 3,771 uo. 2
Union of Students Cost No. of Clicks Cost per No. of Cost per

In Ireland Click (CPC) Actions Action

USI Promoted Post 1 u22. 257 uao. g 325 0u0.7@
USI Promoted Post 2 u6. 14 93 uao. g 68 uno. (@
USI Promoted Post 3 unl1.C 21 uao. d 21 0. ¢
USI Promoted Post 4 u5. § 117 uao. d 114 0. ¢
TOTALS u35. 3 488 uo. 07 528 0.0
Just Carry One Cost Reach (Paid) Cost per Reach

Day 1 Ad u25.00 11,682 uo0. 002

Day 2 Ad 030.00 17,083 0t0.001

New Year Ad 030.00 20,776 0$0.001

TOTALS 085.00 49,541 uo0. 001
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‘ 13.0 CONCLUSIONS AND RECOMMENDATIONS

1 Using social media channels to target a young audience is a highly cost - effective
approach. The process of using small budgets to promote (Facebook) posts appears to
be awinning formula and is recommended.

1 Engaging peers in the development of campaigns is vital to ensure engagement fromt he
target audience. Higher than average engagement rates and click -through rates
suggest that the content and resources used  was very relevant to the target audience.

1 Partnerships and collaboration wi th the o6right©6 organisations i s
success of joint (and social media) campaigns. For example, in this instance, the
Working Group is a cross -sectoral partnership  consist ing of organisations with expertise
and experience in sexual health promotion partnered with organisations with expertise
and experien ce in working with young people and with social media expertise and
experience.

9 Existing STI prevention social media campaigns should be resourced to build on the
success of this campaign and develop a sustained national STI prevention campaign.
Johnnyds Got Yand Ju§ €arrg Ore d are the only two  social media camp aigns
in Ireland with a primary aim of promoting condom use to prevent STIs. While using
different approaches/models of promotion, both experienced high engagement rates and
click -through rates  during this campaign

1 Partnerships with youth organisations that have a high volume of website traffic, and
can provide referral links to sexual health -related websites such as yoursexualhealth.ie,
is highly recommended. For example, SpunOut.ie, who serve young people aged 16 to
25 years, and had almost 600,000 un ique visits to their website in 2012 with over 2

million page views, referred traffic  during this campaign to yoursexualhealth.ie (all new
referrals) , dublinaidsalliance.ie (87% of all referrals), and thinkcontraception.ie.
Additionally, 34 third -level co lleges are affiliated with the Union of Students in Ireland,

and i n 2013 USl.ie ha d over 5 million hits on its w ebsite.

1 Partnership s with youth -related organisations that offer additional opportunities for
engaging young people in sexual health promotion is recommended and should be
resourced. The Union of Students in Ireland, for example, offer promotion opportunities
ateventsi nthird -level colleges such as SHAG Week and Fresher & Week.

1 Engaging with popular social networking sites relevant to the tar get audience is
recommended for future campaigns of this nature. For this campaign, for example,
engaging with JOE.ie and HER.ie for a Valentineds D
with over 6,600 views of editorials and a high percentage of referrals fro m both websites
to yoursexualhealth.ie.

1 Anyreview and/or  re-development of the  yoursexualhealth.ie website for mobile devices
could benefit from  data in this report, particularly information on pages viewed (on all
devices), bounce rates and exit rates. A significant percentage of people are now
accessing the internet using a mobile phone device. The highest percentage of visits to
the HSE yoursexualhealth.ie website came from a mobile phone device (57% of all visits
which was a 135% increase on  the sam e period 12 months previous to the campaign ).
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Any review and/or  re-development of the  HSE y oursexualhealth.ie website could benefit
from data in this report including the type of information that visitors are viewing. A
partnership approach is also recom mended for any such review/re -development to
include representation from relevant organisations with experience in sexual health
promotion and organisations with experience in working with the primary target
audience for the website.

Further development o f the design concept used for this campaign is recommended and
should be resourced to expand on STI prevention messages. Taking account of all data
in this report and the successful impact of the campaign , the design concept and
resources developed and us  ed was very relevant  to the young target audience.

The inclusion of a budget for condom packs is recommended for any future sexual health
campaigns. Dublin AIDS Alliance, for example, has experienced an increase in demand

for free condoms during the camp aign (a 50% increase in females accessing free
condoms through the drop  -in service) , and several enquiries through Facebook about
where to access free condoms . The web page on yoursexualhealth.ie providing
information on where to access free condoms recei ved 3.8% of all unique views.

Provision of hard -copy resources , to complement online resources, is recommended to
meet the needs of those wh 0 request them . Excluding the gonorrhoea booklets and
posters distributed to third -level colleges, all other bookl ets were distributed on request
from organisations. The HSE Health Promotion website has received regular orders

since the booklet was made available through this resource at the end of January 2014.

Broader c ommunications and co llaboration was very bene ficial to the development  of the
campaign , linking up-to-date data surveillance with key messages of the campaign, and
collaborating with other relevant experts . The Gonor rhoea Control Group consists of , for
example, specialists in Public Health, consulta nts in infectious diseases, GPs, medical
and surveillance s cientists , and public communications experts.

The Working Group should be resourced to continue its partnership and cross -sectoral
work around STI prevention and sexual health awareness among youn g people . There
are many sexual health -related events that take place annually which would benefit
from a co -ordinated approach facilitated by the Working Group including, for example,
Sexual Health Awareness Week, World Contraception Day, World Sexual He alth Day,
Irish AIDSDay, and SHAG Week and Fr esthigdr-lévelcogesk i n
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| APPENDIX 1: CAMPAIGN RESOURCES

1)

Social Media

Creatives/Visuals

GET TESTED
AND ALWAYS
USE CONDOMS

GET TES
AND AL
USE CONDOMS
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GONORRHOEA...

ITS TRENDING...

GET TESTED AND
ALWAYS USE CONDOMS

www.yoursexualhealth.ie

GONORRHOEA...
it can be shared...
but not on facebook.

GONORRHOEA...
hard to spell...
easy to catch.




2) A3 Posters

GONORRHOEA...
ITS TRENDING... BUT NOT ON TWITTER

You can have Gonorrhoea and
not have any symptoms
Get tested and always use condoms

G

GONORRHOEA...
FREE TO TEST, FREE TO TREAT.

Gonorrhoea infections are increasing
among young men and women.
Get tested and always use condoms
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GONORRHOEA...
IT CAN BE SHARED... BUT NOT ON FACEBOOK

You can get Gonorrhoea from oral sex.
Get tested and always use condoms

ABCDEF

G

GONORRHOEA...
HARD TO SPELL... EASY TO CATCH

Gonorrhoea infections are increasing
among young men and women.
Get tested and always use condoms




3) Campaign Website

|/ F YourSewal Heatth | sexu: x E=SEal
w| =

« C | [ www.yoursexualhealth.ie

YOURSEXUALHEALTH.ie | !

SEXUAL HEALTH OTHER INFO
0 M GONORRHOEA...
IT'S TRENDING...

Gonorrhoea is a common Sexually Transmitted Infection (STI) and
is increasing among young men and women.

STI FACTS

CONDOMS AND
SAFER SEX TIPS

CONTRACEPTION
Rezource Centre
Dublin Aids Alliance
55)(;;:&?%4;7’!4 You can protect yourself and your partner by getting tested and using

= condoms every time you have sex. Dot (6100
ADVICE OPTIONS Union :’fdff:dfr;:s Ir-!a'

The facts about Gonorrhoea for youg pecple

Find out what it is and how to protect yourself and your
partner.Read more

’f: Ferlhcanichtya Serblie e
I ki Service ERecUtne
Free STI screening services
Get the contact details of your local service here read

HealthPromotion.ie B more

How to use a condom
It only works if you use it properly Read more

Free Condoms
Find out where you can get condoms free Read mare

B s i ff 0 emmD 000

€ & EFEaN M
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(4)

Gonorrhoea

Booklet (samples of pages)
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