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Abstract

Social media continues to spread its influence
through multiple aspects of healthcare — from patients
to providers, to hospital and healthcare systems.
While initially focused primarily on text-based
exchanges, the influence of visually-based media
such as YouTube, Snapchat, Instagram and TikTok
has opened a vast array of questions regarding the
relative influence of text versus visuals for
influencing health-related behaviors and the
exchange of information (and misinformation). The
Social Media and Healthcare Technology mini-track
presents a series of research papers that examine an
array of social media platforms and their influence on
health related behaviors and the impact of
information exchange.

1. Introduction

The reach of social media is staggering. As of last
year, Facebook (now Meta) had over 2.9 billion users
— nearly one-quarter of the world’s population
(Dixon, 2022), and over half a billion tweets are sent
daily by over 330 million active Twitter (now “X”)
users (Allan, 2022). Newer forms of social media that
communicate primarily through visual means, rather
than text, include TikToK, Instagram, and YouTube,
among others. Social media can provide a platform to
share information among peers, provide patient and
physician education, and content for those seeking
advice regarding treatment options or the latest
medical research (Pershad et al., 2018). However, it
can also be a source of misinformation,
overemphasizing anecdotal reports and individual
experiences resulting in a vast pool of information
that is not always accurate or reliable (Ventola,
2014). The papers in these two sessions address
important questions about the relative influence of
these diverse social media platforms on health-related
behaviors in the general public, behavioral
interventions, and interactions among individual
USers.

URI: https://hdl.handle.net/10125/106841
978-0-9981331-7-1
(CC BY-NC-ND 4.0)

H{CSS

Jordan Braciszewski
Henry Ford Health
jbracisl@hfhs.org

The papers presented in the 2024 HICSS Social
Media and Health Care mini-track comprise eight
presentations, building on the wealth of data from
patients, their families, and health care workers
recorded in social media sites. These studies examine
the influence of visual and textual media on health-
related attitudes and behaviors and offer diverse
models that can be used to understand social media’s
influence. Research in this field also offers
opportunities to develop strategies to minimize
misleading information about health and disease
through social media.

2.1. Session 1

The first paper in this session, Enhancing
Audiences’ Engagement with Health Education
Videos: Visual Call or Textual Call? highlights the
dramatic change in social media landscape as
platforms shift from text-based content to more
visually-oriented presentations and contents. The
authors (Tong & Xu, 2024), examine the impact of
visual versus textual presentations on social media
engagement. Their results show a positive impact of
visuals and a negative effect of text on audience
behavior, which is moderated by the use of medical
terminology. This study contributes important insight
into research on technology-mediated patient
education with important implications for doctors,
medical educators, and platform managers.

The authors of our second paper (Merrill et al.,
2024), 1s Posting About Alcohol On Social
Networking Sites Associated with Self-Reported
Alcohol-Induced Blackouts in a Diverse Sample of
Non-College-Attending Young Adults? examine the
links between posting about alcohol on social media
and self-reported drinking behavior. These
researchers took a deeper dive into this literature by
examining unique associations between public versus
private postings about alcohol and alcohol-related
blackouts across the three most commonly used
social media platforms, Twitter (now X), Instagram,
and TikTok. This study has important implications
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for the development of interventions that use social
media to identity at-risk individuals.

The third paper in this session, A Preliminary
Examination of Alcohol-Related Social Networking
Site Consequences Among Adolescents and Young
Adults (Litt & Lewis, 2024), adds to the previous
study by investigating the consequences of posting
about alcohol on social networking sites and explores
the association between these postings, drinking
behavior, and cognitions related to these sites.
Results of their work reveal a complex interplay
between social network postings around alcohol and
both social and psychological consequences,
including interpersonal conflicts, and feelings of
guilt, shame, and embarrassment.

The final paper in this session (Association
Between Exposure to E-Cigarette Content Across 10
Social Media Sites and Youth E-Cigarette Use) is
authored by Rajeshkumar and colleagues. This paper
presents the results of research on over 1,600 high
school students examining how e-cigarette use is
influenced by exposure to related social media
content. Surprisingly, while exposure was positively
related to vaping on many social media sites, there
was marked divergence between youth who were past
versus current vape users on the frequency with
which they used various sites.

2.2. Session 2

The papers in this session examine social media’s
influence on the public, medical practice regarding
prescription writing, and examine Al’s potential for
improving patient adherence to behavioral
interventions. Media including social media and
broadcast news organizations can have an important
influence on vaccine acceptance both through their
primary broadcasts and their presence on social
media. Our second session begins with a paper by
Ritchart & Britt entitled Pro-Social Framing and
Sentiment in U.S. Broadcast Networks’ Instagram
Posts About the COVID-19 Vaccine. These
researchers conducted a computational sentiment
analysis examining message framing surrounding the
COVID-19 vaccine found in Instagram posts by
major broadcast news networks. Specifically, they
explored what message frames were used most often
by networks in their broadcasts and how these
contrasted with their framing of messages used in
their Instagram presence.

The next paper (Classifying Vaccine
Misinformation in Online Social Media Videos using
Natural Language Processing and Machine
Learning) by Schmidt, Thoms, Eryilmaz & lsaacs
focuses on exploring the accuracy of analytic

strategies for detecting misinformation across two
visually oriented social media platforms, YouTube
and BitChute. Results support the continued use of
such methaods to identify and reduce misinformation
in social media videos.

Social media platforms can not only
communicate health information, but also have
potential to deliver interventions targeting behavior
change. One obstacle to intervention efficacy is
participant adherence. To address this problem, the
third paper in this session (Utilizing the Fediverse
and Al-bots for Youth Engagement During COVID-
19 in a Hybrid Preventative Intervention) by Cole
and colleagues explores the utility of Al bots for
improving participant adherence to study protocols.

In the final paper for this session, The Influence of
Twitter on Medication Prescription, authors Gorthi,
Ganju and Pinsonneault examine the influence of
Twitter discourse regarding Hydroxychloroguine
(HCQ) for treating COVID-19 patients on the
proportion of HCQ prescriptions prescribed for
COVID-19 patients in the USA in 2020. They
conclude with a discussion of several possible
pathways by which social media (Twitter, now X)
may have influenced providers' prescribing decisions.
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