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Welcome and Introductions

Fulton County Department 
for HIV Elimination

Jeff Cheek

Kaiser Family Foundation / 
Greater Than AIDS

Robbyn Kistler

TAP-in

Dallas Swendeman



Our Partnership

• Shared Goal with EHE
oAll partners working to End the HIV Epidemic

• FCDHE and KFF Partnership: Tailor and Implement the Campaign
• FCDHE, KFF and TAP-in: Evaluation and Impact



Learning Objectives

At the conclusion of this activity, participants will be able to:

1. Describe the social media campaign goals and strategies, social media 
platforms used, target audiences, and engagement data (impressions, reach, 
views, etc.) for the Atlanta Greater Than AIDS campaign

2. Describe the collaborative process between Fulton County, TAP-in, and Kaiser 
Family Foundation to develop an evaluation strategy to assess the impact of 
the campaign on linkage and retention rates across Atlanta’s four EHE-funded 
counties

3. Discuss the final evaluation strategy, triangulating multiple data sources, as 
well as the preliminary data and findings from the evaluation

2022 National Ryan White Conference on HIV Care & Treatment 5



How this Came About

• What was the Need
• Why we undertook an EHE funded Social Media Campaign
• Who we wanted to reach
• How we chose KFF
• Why we needed TAP-in
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Overview of the Campaign

•Goal: Encourage access and retention to care and treatment services for people living 
with HIV
•Geography: Fulton, DeKalb, Cobb, Gwinnett Counties
•Audiences: People living with HIV in high prevalence ZIP Codes
•Media Platforms: Facebook, Grindr, Google Display Network, Google Search Ads, 
Instagram, YouTube
•Referral Resource: https://www.greaterthan.org/atlanta-ryan-white/

https://www.greaterthan.org/atlanta-ryan-white/


An EHE-Funded Social Media Campaign



Webpage Referral

https://www.greaterthan.org/atlanta/

https://www.greaterthan.org/atlanta/


Facebook & Instagram



Sample Video

Youtube Video: 
https://youtu.be/n29Y1q1JvqE

https://youtu.be/n29Y1q1JvqE


Sample Video 2

Youtube Video: 
https://youtu.be/U-WDMlWk9A8

https://youtu.be/U-WDMlWk9A8


YouTube



Google Display Network & Search
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Grindr



Campaign Reach: 
December 2020-February 2021

* Total reach does not de-duplicate someone who saw ads across different ad sets within the same platform, or across different platforms.

Digital Placements
• 19.1+ million impressions (# times ad displayed)
• 2.8+ million reach (# people shown ads)*
• 4.8+ million video views
• 219,600+ clicks to online resources (action to connect to more info) 
• 1,800+ social engagements (comments, reactions, shares on Facebook)

Web Traffic to GreaterThan.org/Atlanta
• 167,900+ sessions
• 199,900+ pageviews

https://www.greaterthan.org/atlanta/


The Challenge: A Post-Campaign 
Evaluation of Social Media’s Impact 
on Reengagement in Care



Technical Assistance: Evaluation 
Strategy

TA Goal: To build an evaluation strategy and tools to effectively 
evaluate the social media campaign’s impact on linkage and 
engagement in HIV care services 
• Support the Jurisdiction to identify the purpose of the evaluation, the 

desired outcomes they would like evaluated, and the data elements 
needed to reach their evaluation goals

• To build a tailored evaluation strategy using data triangulation
• Develop a set of evaluation questions (survey) to directly assess 

impact on PWH



Evaluation: Data Triangulation

• Organize city/zip code user geo location data by the four main 
counties included in the initiative

• Calculate view rate for You Tube analytics dividing views by 
impressions.

• Calculate additional sessions from Website analytics by subtracting 
sessions from users
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Campaign Reach: Impact by 
County



Campaign Reach: Impact by 
County (continued)

DEKALB COUNTY GWINNETT COUNTY



The Survey

• Process of developing the survey
o Identify Desired Outcome 
oConduct Literature Review
oPlan Strategy & Review Sessions 

between TAP-in, KFF, and FCDHE
o Future Proof for Future Campaigns

• Survey Domains
oRecollection of Campaign
oPersuasiveness of Campaign Ads
oMotivation to Act



Implementation in Two Parts#1 
Link to Landing Page

• National Training and Technical Assistance 
Cooperative Agreement

• Social Media Campaign targeting Same Gender 
Loving African American Males

• Included Linkage Coordinators (now EHE funded)
• Landing page was created to capture client contact 

information and track sources of clicks
• Connected Atlanta Greater than AIDS to the 

landing page
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Get Connected Button- Pilot

• In a 10-day pilot period, 
there were 221 clicks on 
the get connected button
o 9 forms were completed
o 2 clients who were 

eligible for services 
were linked to care.
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#2 Survey

Modifying 
Customer 
Satisfaction 
Survey
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Next Steps

• Introduce new Client Satisfaction Survey questions
• Implement Year Three Outreach Campaign with an emphasis on 

Latinx Communities
• Translate Thrive intake form into Spanish
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Lessons Learned

• Planning
oPlan evaluation strategy prior to implementation to get the best data to 

measure impact
o Evaluation should include strategies to assess changes in client behavior due 

to the campaign in addition to metrics on reach
• Evaluation

oA post-campaign evaluation of social media messaging’s impact on linkage 
and retention is possible!

oAnd...it is best practice to plan evaluation prior to launching a campaign, 
when possible

• Technical Assistance
o TAP-in is here for all of us to use to improve our programs
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Panel Discussion

• Jeff Cheek, MCP (FCDHE)
• Robbyn Kistler (KFF)
• Dallas Swendeman (TAP-in)



Question & Answer


	Developing an Evaluation Strategy to Assess Impact of Media Campaign on Linkage Rates in Atlanta
	Disclosures
	Welcome and Introductions
	Our Partnership
	Learning Objectives
	How this Came About
	Overview of the Campaign
	An EHE-Funded Social Media Campaign
	Webpage Referral
	Facebook & Instagram
	Sample Video
	Sample Video 2
	YouTube
	Google Display Network & Search
	Grindr
	Campaign Reach: �December 2020-February 2021
	The Challenge: A Post-Campaign Evaluation of Social Media’s Impact on Reengagement in Care�
	Technical Assistance: Evaluation Strategy
	Evaluation: Data Triangulation
	Campaign Reach: Impact by County
	Campaign Reach: Impact by County (continued)
	The Survey
	Implementation in Two Parts#1 Link to Landing Page�
	Get Connected Button- Pilot
	#2 Survey
	Next Steps
	Lessons Learned
	Panel Discussion
	Question & Answer



