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Andrea [00:00:08] Welcome to Tenfold, the podcast about community engagement and public health. I am your host, Andrea Bodkin, and today I am recording from my home in Toronto and I'm located right beside the beautiful Don Valley and the Don River, which has a history of indigenous peoples going back about 10000 years. And those indigenous peoples include the Anishnabeg, the Haudenosaunee, the Wendat, and most recently the Mississaugas of the Credit. And today, in the Mississaugas of the Credit are still a vibrant community of about 2500 residents living on and off reserve just outside of Hagersville in southwestern Ontario. I'm really pleased to be coming to you today, not only from this beautiful spot in Toronto beside the Don Valley in the Don River, but also to have three really amazing guests. I am here with a social media team from Ottawa Public Health, Jason Haug, Kevin Parent and Amanda Higgins. And welcome so much to Tenfold. Thanks for being here. And let's start with some introductions. 

Jason [00:01:13] Yes. Thanks so much for having us. So my name is Jason Haug and the supervisor of our social media engagement team. And the three of us are coming to you from Ottawa, Ontario, the nation's capital of Canada. And Ottawa is on the traditional unceded territory of the Algonquin Anishinaabe people. And we're super pleased to be here to have a nice chat about communications and social media. I've been with Ottawa Public Health for the past 11 years and have been able to see the growth and development of that program. And I'm very excited to introduce a couple of my colleagues. So I'll hand it over to one of my colleagues, Amanda, to introduce herself as well. 

Amanda [00:01:57] Hi there, my name is Amanda Higginson. Thank you, Jason, for the introduction. Yes. So I've had the pleasure of working with Jason and Kevin at Ottawa Public Health for just over a year now. It's been an incredible experience and I'm super excited to chat comms. I specialize in youth and young adult content, and I get to work most often under Kevin and I'll pass it over to him to do his introduction. 

Kevin [00:02:22] Thank you, Amanda, for allowing me to do my introduction, that was very kind of you. I'm Kevin Barrett. I'm a program and project management officer with Ottawa Public Health. I have been here for three years. I was the social media leader pre-pandemic when it was it was just me. And now we've got a wonderful little group of individuals who absolutely blown me away every day with their incredible talent. And, yeah, I'm I'm constantly amazed by the things that the team is able to do. And and I'm absolutely like I'm the luckiest person alive. I adore what I do. I love coming to work every day. It's just absolutely fantastic. And Jason's pretty much the best boss you can ask for. So that makes it a lot easier to do. 

Andrea [00:03:03] That does make it a lot easier. So let's talk a little bit about the work that you do. And this is a little bit different, a little bit of a departure for regular Tenfold listeners. Usually we talk with public health folks, so people who are working locally at the community and community health, public health, social services to try to improve the health of their communities. You all do that, but you're doing it in a slightly different way from a social media and communications perspective. And one of the reasons that I wanted to have you on the podcast and I'm just so excited that you're here, is that a lot of times when I'm reading my Twitter feed, I see public health units telling us things, wash your hands, get three to five servings of vegetables and fruit a day whatever the public health message happens to be. And it seems very one way to me, public health units telling us to do things. What I see with your social media is that you're actually getting a conversation going. You're actually engaging people in your messages. And that's why I wanted to talk to you, is to find out how you do that, recognizing that most of the folks who listen to this podcast aren't communications professionals or social media folks we’re health promoters and public health people. But what what is it that we can learn from the work that you do? So let's start off by talking a little bit about how you view and how you use social media in such a different way to what I often see and what we often see. 

Jason [00:04:37] Yeah, no, absolutely. I think that's a great question. And I think it's important to recognize that social media is a tool just the same way that email or the phone are tools. And so I remember when we first introduced the use of social media that that some people thought it would be a fad, something people didn't understand, that we were scared of it because the inherent risks of broadcasting messages out there, and that's why we did experience a lot of that one way messaging, especially in the early days., right? Because there was a lot of perceived risk and with perceived risk also comes process. So you would have people approve every message that would go out and really have people that that weren't using social media also approving. So that ties into organizational policies as well. We were one of the first health units to actually enable access to all of our employees. So every single person, so that they can experience social media. That came with things like social media, lunch and learns and training. More recently, we've had a group that we call the Connect Working Group, where we've had representatives from different teams come together and really explore how to use social media as a tool. But it's important not to use it on our own terms. It's important to use it on the channel’s terms itself. Right. So you wouldn't go on to email and try to reinvent what email is used for, the same way we can’t do that with social media. So a lot of this was normalizing people to what are what are the rules at play with social media? How do we adapt to what we're doing to that context and really use the tools as intended and social media as a blanket term to refer to multiple channels? So there are there are channels out there that primarily use images and videos and what we call microblogging, which for those of us that like to talk a lot, it becomes very challenging to edit ourselves down to just a few lines. So that's just some of the origins that really making social media accessible, getting people comfortable with it and really shifting the mentality from this is a fad to this is a way that organizations now communicate to the public. 

Andrea [00:07:01] So how did you get started? I mean, I love the idea of building a sense of confidence and training and process and all that stuff, that's really important. When you first started messages on social media, how did all of that happen? How did you decide what to start with and how to go about putting these tiny messages about really complex topics? 

Jason [00:07:26] And so maybe I'll start with the origins and then handed over to Kevin with kind of how we've learned some of these lessons and repackaged our tone. So in the in the very early days, we always think of things in terms of like pilot projects. So they start small and as we get more comfortable, the risk goes down. So I remember back in the day when I was first starting, we would create very like campaign based pages. So I remember doing a project about indoor tanning for youth and we created a brand new Facebook page for that to test it out to be at that point, anecdotally, youth are on Facebook. So why don't we try it out and see what engagement we would get. And with each project and these tended to be more campaign-based projects, we would kind of reinvent different channels for those campaigns. But at the same time, we were also starting to develop our organizational presence. So I think we were one of the first to be on Twitter and then the very early days we started it as a tool for actually wait times for our H1N1 clinics. So we would post what the wait line was like at the various sites across the city. But then once we started the channel, there was this expectation that we would continue and we built a following around that as well. We were quite serious in tone back in the day until we started to even make a couple mistakes. So there was a coworker who accidentally tweeted Ottawa Public Health instead of Ottawa Public Health. And people people thought that was funny. And instead of deleting the tweet right away or furiously apologizing, we kind of ran with it and said, oh, we actually talk about that, too, so don't worry. So it was kind of an evolution of seeing what works. And that kind of opened our eyes a little bit to, oh, this is this is conversational. This is a two way street. This isn't us pushing information anymore. This is us talking and dialoging about information. And we started building Ottawa Public Health as as a persona, right. So as a persona, I should say, rather we had certain traits that had a certain tone to it. And it wasn't just about delivering a message. It was more how can we walk people through stages of change, of behavior change? How could we enter a dialog about policy issues that are affecting our community? And with time, we even developed sub-brands because there was so much that we wanted to talk about, everything from nutrition, physical activity, sexual health, dental health. The topics were limitless that we developed a brand called Parenting in Ottawa based off of our colleagues in Peel, who have Parenting in Peel. And from there we grew it to The Link Ottawa for youth and young adults, which I am sure Amanda will be speaking to later in the podcast. And more recently, Aging Well in Ottawa, which is for older adults in our community. But we really did have a larger pivot in tone more recently, and that's when we had brought Kevin in to help us out with that as we wanted to start using content that would be a bit more relevant to the channels because there was a big fear of memes, there was a fear of pop culture, and we really wanted to embrace that with open arms. So I'll hand it over to Kevin to talk about that process. And I'm sure I'll get teased a little bit for assigning some quote unquote, book reports, but I'll leave it to him to tell that story as well. 

Kevin [00:11:05] I do not know what Jason is talking about. I would never even dream of teasing my boss in a podcast, especially considering I actually have to e-transfer him three dollars every time I say something not flattering about him. Yeah. So the the account, I mean, the account is kind of grown. It's it's fascinating to look back on the last few years and see the way the tone has shifted and the way the style has changed. It is it's a constantly evolving process. It is, you know, it's based on the audience. We read all the comments. We read all the replies. And so we use that to kind of build narratives as we go. In the beginning, yes, you know, we we took some risks, but we took calculated risks. There's a running joke on our team about the the book reports that the communications team did, which simply was, you know, the first time that we wanted to try something new. For instance, the first time that we wanted to try a cheeky sexual health post, we we were a little concerned about whether, you know, how it would be received. So we we took a step back. We spent a couple of days, we wrote about a six page research paper and actually pulled together all the relevant peer reviewed research that's gone into the effectiveness of using humor to engage younger audiences on social media. So, you know, that kind of gave us a little bit of leverage to say, listen, you know, we're not just going we don't just want to go out there and crack a joke, there's evidence behind everything we do and that trend has continued all the way through. It is it's one of the things that I enjoy the most about this organization. Communications is never an afterthought, ever. It's part of the process all along. And I cannot stress enough how how integral it is to our process to have the supports in place, like with Jason and, you know, and all the way up the ladder, there is such a culture of support of what we do. Never once have we ever been afraid to write that reply or nervous about, you know, the feedback on a post. It is such a very comforting feeling to work in an environment like this. And it's probably the most unspoken key to what we do is how much support we have internally. And yeah, as I said, it evolves. It changes. It shifts, it moves. And Amanda can speak more to this, you know, kind of where we are now and where we're going. 

Andrea [00:13:26] Yeah. Amanda, one of the things we talk about a lot when we think about community engagement is who is it that we are trying to engage and for what purpose? And then we think about, you know, building a relationship with that person or that group or that community. How do you do that from a social media context? How do you think about audience? 

Amanda [00:13:46] That's a really great question. So when we approach social media, I like to call it a bottom-up approach. Traditionally, when we look at the research about how we interact with audiences from a public health perspective, it's very top down. So there's often a public health initiative that comes up from the research. This is a really good idea and it comes on from the scientific side and then is pushed onto the population that way. And so the way that we approach our communications is a very bottom up approach. So we listen to what our audience is saying and we try and get a pulse for the things that they're interested in are the things that they need to hear or the initiatives that would be helpful to them. And then we are able to sort of build up from there. And it's something that we're able to do in a lot of our programs, which is great. But online is really where we're able to start just because it's such an amazing tool, as Jason was saying, to reach such a large audience easily. And so when it comes to the way that we do communications, it is it is a little different than how other people potentially would be doing it now. But it's just really about being that friendly neighborhood public health unit and creating this voice that people are willing to talk to and willing to engage with and are interested in sharing their genuine fears and concerns about health and what they need most at the time. 

Andrea [00:15:04] And so things really have changed over the course of the pandemic. I mean, not just for Ottawa Public Health and social media, but for for pretty much everything. And one of the things that really brought Ottawa Public Health to, I'm going to say the world stage, let's just think big is a little campaign you did around a particular sporting event, which I think maybe was in February. What happened with that? 

Kevin [00:15:34] That was a heck of a moment for us, essentially coming into the Super Bowl, what we decided, you know, we were having a team meeting. We were running our content and thinking of the key messages we needed to put out. And one of the things we decided was that we weren't really going to take ourselves too seriously in the sense of like, we're not cool, we're not some cool, awesome brand, like we're a municipal government account. People aren't going to be looking to us for, like, the big trending Super Bowl post. So, you know, the content that we had as of Thursday was, you know, I think the wording was if you're planning on watching the sporting event this weekend, be sure to watch the sporting event. And we took that tone. Jason helped write that post in particular, actually, because we just we enjoyed that. You know, we were embracing our inner geeks. And when we then we're trying to decide what to do about actual Super Bowl Sunday itself, we said, OK, well, we can just plug a scheduled post. But we'll have to leave a little space there, like, all right, make sure to put the winning team name in and I can't even remember who who came up with it. But somebody said, you know, wouldn't it be hilarious if we forgot? And then that kind of got us thinking of like, we could absolutely play in that space. Because if you recall the Super Bowl tweet, it was congratulations to the insert winning team here. But then the second half of the tweet was the primary message. You know, the whole Bruce thing really was just a vehicle to drive that second half of the message. Super Bowl culture is all about getting together in groups like it's so ingrained in that in that culture, you get together and have the big Super Bowl party and talk to any crisis communications theorist they'll tell you about the importance of empathy. So here we were asking these people to go against what they've been doing for years and years watching the Super Bowl. The least we could do is acknowledge it. But we wanted to get a post out that would spread that one message as far and wide as we could. And when it occurred to us that maybe we could do this little intentional gaffe, we said, that'll be great, because then it'll get people replying and interacting with us, which will just drive up the engagement on the post and spread it somewhat further. And so, yeah, we decided to have a little, you know, hey, so-and-so, don't forget to put in the winning team name. The name Bruce just came from the fact that it was a short name and also curiously somehow easy to get mad at. Like, no offense to any Bruces is out there, but there was something about that name that it was very easy to predict the amount of people that are going to reply saying you had one job, Bruce. And when it went out, it was wonderful. I mean I mean, the post went out at almost eleven o'clock at night and immediately started blowing up. One of my favorite interactions with somebody that replied and said, Bruce is either in deep ahem or Ottawa. Public Health is about to say now that we have you all here, wear a mask and stay away from people. So we replied to that person right away and genuinely copy pasted their tweet and just reply to that and said, now that we have you all here, wear a mask and stay away from people. And it absolutely blew up. Within a couple of days there was a data company that put out a post saying that that one tweet was the seventh most popular interaction of the Super Bowl hashtag globally on Twitter, which is just incredible for this little public health unit. But it was it was the ethos of our entire strategy to do something to get people's attention and then get in there and answer them and have real, genuine conversations with them. 

Jason [00:18:51] It was a real touchdown, you'd say.

Kevin [00:18:55] that that is you know what? That just personified what I said before about embracing our inner nerd, not being smart. And and we had we had we had a ton of fun with it. It was it was at the time the most successful thing we'd put out on our account. What was fun with with the Bruce thing is that it became the inside joke of the people in Ottawa for months afterwards. I mean, because I believe the the thing that we're getting to happened in the March and April. For the next five, six weeks, any time there was a fun post, people commented saying, well done, Bruce, any time, even if cases started going up in Ottawa, people were having moments of levity by getting in and replying, saying Bruce needs to write a better tweet tomorrow or something like that. It became this running thing that we then kept interacting with every time. And then, lo and behold, out of nowhere on a Tuesday afternoon, which I will remember for the rest of my life, our Ottawa Public Health Twitter account got a DM from Ryan Reynolds just with a kind compliment. You know, it was it blew our minds. It was incredible. And then we thanked him. But then we had you know, we had the idea the social media group said, you know, this would be the most amazing thing ever if we could somehow get him to come out and say, hey, by the way, I was Bruce because people kept wondering who Bruce was. But we we asked, he liked the idea. He said sure. He asked if we could send him a script. We we came together myself, Jason, Amanda, and a couple of others the next day. I think we did it over lunch because we were so busy. We wrote a quick script, emailed it to him, to him that evening. He sent it back within an hour saying, hey, love it. Wonderful. I whipped this up for you. Here you go. I mean, he did it out of the goodness of his heart, free of charge, just a wonderful, wonderful human. We packaged it up. Our videographer, Darren Brown, did incredible work to add all the little graphics and whatnot. And then off it went. Off it went on the Friday morning. And I think what I enjoy the most about it is that it wasn't a big thing. It wasn't a real Ryan Reynolds, thanks to you. It was just we said I think the wording of the post was a lot's been said about our social media guy, Bruce. Now, Bruce wants to say something, and it it absolutely exploded. It went viral. And it was a wonderful thank you. It was wonderful thank you to the to the people and all. It was saying like, hey, here you go. You know, thanks for supporting us. Enjoy. 

Jason [00:21:25] I think what was so incredible about the timing of that is it really felt like an emotionally low point, I think, in the pandemic. Like I think it was starting to get to that part where people were hitting their wall like there was a lot of feelings of sadness. Feeling of hope wasn't really on the horizon like vaccine stuff was just just getting off the ground. And there was a lot of feelings of, oh, this is so far in the future. So for him to do that, but him to also do that then like in that timing, I think was especially important for the people of Ottawa. But also it was reached far beyond that. I think just for the people of North America, I could say really needed a lighthearted message that that did reinforce some public health measures, but also helped people with their mental health and feelings of hopefulness. 

Andrea [00:22:22] I remember it so clearly. I remember the tweet itself at the Super Bowl because I was one of the people. There are two groups of people. There was a group of people who thought, wow, Bruce is really screwed up, like, who is this Bruce guy? That was me, by the way. And then another group of people saying, seriously, people do you think that they actually developed this whole image just to say insert name here? No, this was this was the entire intent of it. And that completely went over my head. But then I think the really important thing is, is that Ryan Reynolds actually follows you on Twitter. And Kevin, now you have him in your phone. 

Kevin [00:22:56] Because of the way I mean, obviously, he is so incredibly busy, which, again, my goodness, we cannot thank him enough for having done this for us. He recorded on his phone and then just said, what's your number? I'll send you a text. And then he texted it to me, which was an incredibly surreal moment. Curiously, any time that I've come into the office and Amanda is around, she just keeps stealing my phone. I never know where it ends up, but that's fine. It happens. 

Amanda [00:23:20] I do remember when when Kevin get the text message from Ryan Reynolds. We were he was messaging us at the same time. And our whole team was just sitting there like, did he send it? Did he send it? What did he say now? What did he say now? And we're all just sitting there, like waiting in anticipation to hear what's going to happen next. It was a completely surreal moment. And like Jason said, it was totally something that was unexpected, but came up one of the best times for our platform that we've been struggling throughout the pandemic. I think everybody has with spending so much time on social media, you get to see the best in people and you get to see the absolute worst in some cases, unfortunately. And so there's been definitely an evolution of ups and downs throughout the culture online. And we see a lot of that on our channels as somebody who's providing information about COVID. And so the reactions from the Ryan Reynolds video, or as the Bruce as we like to call him, or overwhelmingly positive and particularly on Instagram it did really, really well. He has a great Instagram following, too. So that was a great for the younger audience to sort of give them give them a little peek at what public health could be in the potential that, you know, it's not just that boring old stiff stuff. Be fun and interesting and have that flash if you give it a chance. So that was a really fun opportunity to talk to people in that way. 

Kevin 5 [00:24:38]  One of my favorite things that came out of that was that I was able to have one of my favorite phone calls with Jason that I've ever had, because that Tuesday evening when we asked him, hey, would you be interested? I mean, it was such a it was such a Hail Mary. And we were like, I we're sure the response will be sounds fun, but, hey, I'm busy. And then he said, you know, sure. Love the idea. Great. Can you send me a script, which was when it occurred to me that well, which I should probably talk to my supervisor about this. So I think I texted Jason at about nine forty five at night on the Tuesday and had a teams called and said, listen, by the way, Ryan Reynolds has just agreed to do a video with us. What do you think? And again, I cannot speak enough to the supports in place of actually having a boss who at nine thirty at night would stop what he is doing and say, sure, let's put together a plan and go with it. So, again, kudos to Jason on that one. 

Andrea [00:25:32] I think kudos to all of the Bruces out there, all three of you and Ryan Reynolds, because you've you've really done something quite special. So I had mentioned kind of at the beginning of the podcast that Tenfold is, generally speaking, aimed at public health folks, some of whom may and some of whom may not be social media folks and probably not communication experts. So I just wanted to kind of summarize some of the things that that I learned from our conversation and then have you kind of build on to that because of the connections between the kind of work that you do and the kind of work that we do in terms of community engagement. Because, yes, you use social media as your tool, to use your words, Jason, but really what you're doing is engaging community. So one of the, a few of the things that I heard from you were that the tone in the style needs to change over time. So it needs to change according to contexts which are really changing right now astronomically and constantly, and that there has to be a constant shift in response to ongoing narratives and conversations. And these things happen in real time. Just the whole Super Bowl tweet thing was 11 o'clock at night. I am dead asleep by that time. But you folks were up and working because you knew that that's when your audience was at its most captive. And then this is the really big thing that I'm taking from our conversation, is to not design your message in terms of what you want to tell people, but to design it for conversation or for reaction. Can you can you pick up on that a little bit, Jason? I think that's the real kernel here. 

Jason [00:27:18] Yeah, well, it's like if you go on a date, right? If you're thinking about relationship in the dating context, you have someone that's just talking about themselves and telling you what to do, that relationship’s probably not going past the first date,like there would be no gondola rides in your future. You apply that to an online setting. You really have to think about these tools as two-way and where we picked up with social media was an interesting time. It was kind of this cusp moment where prior to that we were very focused on like display boards and presentations and posters. And then social media came along and changed the name of the game, right? Because it's no longer trying to capture someone's attention by walking by something flashy or going into a classroom or going to an event. We were starting to see people not show up physically to events and spaces that we would create, but more wanting to talk to us on the internet online so that that's where the origins of that really come from. And where we learn more about the tools is that we we needed to think about it like ask questions, ask people for their opinions. You can use social media as a way to be kind of like the hook to bring people into to more content like say like, oh, we have this series of questions. We love to hear from you. I remember we bought like a domain. I forgot what it's called, unfortunately, at the worst time. But it was a short and quick, easy to remember domain for all of our surveys. And we would post that along with some of our earlier tweets for changing the way that we do public consultation. More recently, we've invested into a tool that's out of Australia, I believe it's called Bang the Table. And for the city of Ottawa and Ottawa Public Health, it's branded as Engage Ottawa. And that's allowed us to also get into more depth with things like our data and analytics about some of the questions it allows us to have, kind of like message board style conversations, poll surveys, kind of getting into the weeds a bit more. But I think it's important to think about engagement in a few ways is how many people you're reaching, how many people you're engaging, how many people are actively engaged in the conversation, like really knowing what specific metrics tie to all those things also allows you to get better and to change things up. You really need that feedback loop between your data, whether that be the data in terms of what people are saying more the qualitative, but also the quantitative, like are you actually reaching people? We used to focus a lot heavier on the content itself, right. Like your web information, you want it to be the best web information, evidence, informed, peer reviewed journals, everything. So people would invest all these resources, but then nobody would show up. So in the end, you have the best information with the worst audience because no one's actually getting it. So we've really learned that lesson and trying to find that balance of these are like social media is almost like your commercial in a sense, bringing you to the product, which is which is your website or your base information, which the combination of the two is what changes behaviors. 

Andrea [00:30:49] So a couple of things I just want to pick up there. So so the first is, I love the dating analogy. And listeners, you're just going to have to imagine Kevin's kind of wry looking face on expression on his face as Jason was giving that analogy. But I think that's a great analogy for community engagement as well, is that we're developing a relationship here and it has to be two way. Otherwise, the folks that you're trying to engage are going to stop coming out because all you want to do is talk about you. The other thing that it was making me think about is the community engagement continuum on Tenfold we talk about the IAP2 model quite a lot, but there are lots of other models out there that start with inform and go all the way up to engage, involve, empower, etc.. And really what you're doing is, well, what we often do in public health social media is we're just informing and what you're doing is actually going all of the way up to the other end of the spectrum. Amanda, what comes up for you? 

Amanda [00:31:51] I think Jason really summarized that exceptionally well. And I just wanted to add a little bit at the end because it made me think. But the Super Bowl tweet and the way that we approached that was beautiful in the way that it took something that was very topical and people were interested in talking about already a really important event. And so it sort of slipped a public health message in there at the end. And that is a way that we sort of approach a lot of our communications and that we take something that people are already speaking about, something that people are engaged with and that they already want to ask questions about. And then we find a way to turn that into a conversation about public health. And so that's a little bit of how we're able to bypass a lot of the heavy lifting and engagement where things that when you're just asking a straight up question, it often gets lost in the noise. But when you're able to jump on these trends and see what's going on in the world. Makes it a little bit easier to reach people where they're at, 

Kevin [00:32:43] I think one of the things that I enjoy is it's it's Jason and Amanda have spoken to it quite well. You know, we're not talking to people. We're talking with people, you know, traditional, traditional, large scale communications, you know, government comms and whatnot. It's broadcast that classic agrarian word. Cast your seed as broadly as you can about a field. And it would all be about crafting the most perfect message you could possibly think of and workshopping it to the nth degree. And then you send it out and you wash your hands and you move on to the next. Whereas, you know, we often say our job doesn't really start until the message goes out, you know? Yes, we put a lot of work into crafting the message. But then once that message goes out, yes, it was a mass communications piece. But this there's this wonderful little aspect of social media where, you know, we have almost one hundred and thirty thousand followers on our Twitter account. Yes. Humble brag, we're the most followed local public health care in North America so that in so when a tweet goes out, it goes out to this mass audience. But when one individual replies to the tweet or comments on the Facebook post or comments on the Instagram post, then we can go in and suddenly it's not this big mass comm space anymore. Suddenly it's just a one on one intimate dialog with one resident of the community. And it's wonderful, special. We enjoy doing it and it just builds that relationship that much further. You know, the more times you interact with somebody, the more comfortable they are interacting with you, the more likely they are to ask you a question when they are uncertain about something or to listen to and follow your information in the future. It is it's a bottom up approach and it's something I'm immensely proud of that I'd like to think we do quite well. 

Andrea [00:34:27] I think you do quite well. I'm pretty sure that Ryan Reynolds would agree and of course, because he is listening to this podcast. Hi, Ryan. And I'm sure he would agree with you very well. Well, one thing two things that I think are really obvious to all of the listeners is, one is the passion that all three of you have for social media and for public health and for the work that you do and also the real sense of team that you have between the three of you. I'm sure that makes your work a lot easier, especially since you're often working so late at night and on weekends during all these big sports sports events. So as we record this episode, it is the Stanley Cup playoffs. Any fun plans for that particular sporting event? 

Kevin [00:35:12] Oh, you know, we've I mean, we may or may not have gone after the Leafs a couple of times, famously over the next. 

Andrea [00:35:19] Well, everybody does that, Kevin. 

Speaker 5 [00:35:21] Yeah, you know, it's it's Canada’s second favorite sport, but. You know, this one, we're just kind of this one, we're sitting back and watching, there's yet to be there's yet to be something that jumped out at it would be a great chance to go in. And and if anything, I mean, the entire country has kind of come together behind this one and is watching this one. And we're just kind of enjoying letting that one play out. You know, I don't know if we're necessarily going to want to get in there and disrupt it because it's just so wonderful to watch. But you never know. 

Andrea [00:35:56] Well, maybe you have to wait and see what happens and what you can jump in on and create a conversation about. You never know. Thank you so much to Jason, Kevin and Amanda for being here. This has just been an amazing conversation and I hope that listeners will enjoy it as much as I enjoyed it. Whereabouts can people find you if they're looking for you on social media? 

Jason [00:36:20] Yeah, so there's a few different channels that you could find us. And so we're on Twitter @OttawaHealth or in French @OttawaSante. We're also at Facebook as well under those same names. And then on Instagram we have a joint account between our English and French. So you'll be able to find us there. More recently, though, I did talk about some of those brands as well. So if you wanted to check us out for Parenting in Ottawa that's available on Facebook and Instagram in French, EtreparentaOttawa. We also have the link, Ottawa, which is available on Instagram, but more recently on TikTok. So we're having some fun shooting some cool videos on that channel as well. And then more recently, to do with aging well in Ottawa that's available on Facebook. And that one is like we talked about, different tones as well. All of our channels have their own unique voice and unique tone. The Link to youth Amanda can add a little bit to speak to that parenting in Ottawa. It's like you're talking to your sex ed teacher, super casual and informative. Think of that that persona of the the really approachable nurse. And then for aging well in Ottawa, they share a lot of personal stories as well about their own lives and experiences and relate that back. They also do some brainteasers as well, which I find particularly challenging and usually don't get them right. But feel free to hop in. And yeah, I'll pass it to to my lovely colleagues as well to share a bit more. 

Kevin [00:38:03] I like that I immediately second guessed he meant me because he said lovely. Have you seen my pandemic hair? If there's one thing I just wanted to throw in as kind of a bookend, it's just a genuine thank you. I mean, thank you. Thank you to you for giving us this platform, letting us come out of it comes and then also just all the people out there that are been following us. Thank you so much. We couldn't do what we do without the people that are actually in there and talking with us and engaging with us and sharing. It is so wonderful to have these great human connections with people online. And we thank you for it dearly. 

Amanda [00:38:39] I just want to jump in on that very wholesome thank you and just put a small note in there to say that Jason and Kevin are two of the truly most caring and empathetic people I have ever met. And everything that they write and do, content wise for our social media page is truly come from a place of caring about the people of Ottawa and the public health of everyone. And so I think that it's just that's really the key. That's the magic. The special sauce is that they really, truly do care. And it's absolutely amazing to be able to work with them and put out messages like this. 

[bookmark: _GoBack]Andrea [00:39:11] And you can read that in every tweet, even the eight thread tweet about poop, which was one of my favorites. So thank you again for being here. We're going to put all of your coordinates to all of your different accounts and channels and all of that good, juicy stuff you just mentioned we'll put those in the episode notes. Just a reminder, you can follow the Tenfold podcast on Twitter at Pod tenfold and you can follow me on Twitter at Andrea Bodkin. A huge thank you to our sound engineer and editor, Obediah George, without whom this podcast could not exist. And we hope to hear you in the next episode. Tenfold is a project of the Public Health Equitable Systems Courses Project, generously produced by the Dala Lana School of Public Health at the University of Toronto. You can find all of our episodes as well as the notes for each episode on our website at phesc dot c a slash podcast. That's p h e s c a slash podcast. 

