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Diagnosis Statement
Primary Community and COVID-19 Prevention Resources in Chicago

The city of Chicago is striving to keep its residents safe during the COVID-19 pandemic. Considerably, there are variable primary community resources deployed to enable all members of the community are protected from contracting the Coronavirus (Chicago House, 2020). The city’s regime made available an emergency rental assistance program to families and renters who might have lost their homes to eviction as a result of being unable to pay their rents resulting from the loss of a breadwinner through the COVID-19 disease or need to vacate their homes to quarantine a loved one who has been diagnosed with the virus. The program also helps families who have lost their jobs as a result of the lockdown during the pandemic making their present residencies inhabitable (Chicago House, 2020). The City of Chicago has also deployed an unemployment assistance program which acknowledges individuals and their families who lost their jobs during the COVID-19 pandemic especially employing operating in restaurants or bars, uber/lyft drivers. With reference to the preventive resources being provided by the City of Chicago are the Personal Protective Equipment being issued to front-line workers such as nurses and doctors in addition to police officers whose duties cannot be suspended during the pandemic (Chicago House, 2020). 
Underlying Causes of COVID-19

Speculations have been spread claiming that the COVID-19 came from bats. However, modern researchers have identified the virus which causes to be Coronavirus Disease 2019 (COVID-19) as the Severe Acute Respiratory Syndrome Coronavirus 2 (SARS-CoV-2) classified under the family of viruses known as Coronaviridae (Lai, et al., 2020). Some of the common symptoms that could indicate a patients is infected with the Coronavirus are: coughing, fatigue, as well as fever. However, the following symptoms and signs could be used to diagnose a patient early should they be infected with the Coronavirus. According to Lai, et al. (2020) sore throat, difficulty in breathing, headache, muscle aches, running nose, chills, as well as a chest pain. 
Field Experience against COVID-19 in Chicago

Most of the field experience is performed by the scholars in medical and nursing schools in Chicago. However, based on the intensity of the pandemic, not all doctors have strained their focus on curing the coronavirus. Others have engaged in alternative curative efforts such as research. However, only a handful of doctors from Chicago can be claimed as research analysts of the COVID-19 pandemic (Chicago House, 2020).  
Social Media Campaign Strategy

Objective of the Social Media Campaign
The mail goal of this social media campaign is to ensure that a long-lasting relationship is created between residents of Chicago and the city’s health department. Considerably, the campaign’s target is not on a global scale. On the contrary only a small active community of social media users strictly residing within Chicago will be targeted. Some of the Key Performance Indicators (KPIs) will be the influencer population which will comprise of the number of followership the health ministry of Chicago has on its social media platforms in addition to the publication performance which will comprise of the number of traction the shared campaign will receive. That is, the more likes, comments or shares the campaign will receive shall determine the level of success attained (Hanson, et al., 2011). 
Using Social Media Interventions to improve state of COVID-19 in Chicago
Social media interventions have created awareness within Chicago based on the prevention of COVID-19 through the alignment of behavioral theories into the campaign. Some of the reliable behavioral change theories to be integrated are the health belief theory in addition to the social cognitive theory (Gough, et al., 2017). Through these theories, the social media interventions could be used to analyze the behaviors depicted from variable persons using different social media platforms. It is through this that the City of Chicago could design its health awareness social media campaign in a manner that it targets the needs or anticipates to achieve a particular kind of behavior from its targeted social media users (Gough, et al., 2017). 
Most Efficient Social Media Platform for the Campaign
Of all the social media platforms currently being used by modern businesses, Facebook appears to be having the largest user-base compared to other arenas such as Twitter, LinkedIn, Pinterest, Instagram, Snapchat, TikTok or YouTube. Besides, other social media platforms such as TikTok have been banned in the United States of America (Chicago House, 2020); therefore, rendering such an alternative immaterial to the campaign strategy. Facebook has a monthly active user-base of 2.603 billion people across the globe. YouTube on the other hand is the second leading platform which has nearly 2 billion users who are determined to be using the platform from time to time (Data Reportal, 2020).  
How Chicago Residents will Benefit from the Campaign Message

Residents in Chicago are going to benefit from the campaign message through understanding the causes of the Coronavirus Diseases 2019 (COVID-19). In addition, they will be informed on the variable ways of preventing themselves from contracting the virus in addition to identifying the variable signs and symptoms of the Coronavirus (Lai, et al., 2020). 
Best Practices for Implementing Social Media tools for Health Marketing
One crucial best practice when implementing the social media tools when marketing the COVID-19 health campaign would be diversifying the social media channel mix. Not only should the campaign be launched on Facebook only since it has the largest user-base but also more prominent platforms like YouTube, Twitter, and Instagram could be used. Another best practice would be boosting the social media posts that have shown significantly higher performance than others (Tafesse & Wien, 2018). This will enable the campaign get to a larger user-base making the interactions of the social media campaign on COVID-19 a success. Moreover, it would be important that the implementation is performed while targeting a specific niche of social media users. This is to mean, not only should the campaign target residents of Chicago it would be best if the campaign aimed at connecting with the youths in Chicago as they comprise of the highest social media users across all age groups (Tafesse & Wien, 2018). 
Social Media Campaign Implementation

Stakeholders’ Role and Responsibilities in the Implementation
The first stakeholders will be the team responsible for the development of the campaign.. Their duty will be coming up with the campaign strategy and redesigning it after the insights received from social media users after a campaign advertisement has been published. The social media marketing team on the other hand will be responsible for the identifications of probable social media platforms to be used in the campaign. They will similarly engage in responding to the users’ comments such as providing clarification if a user is uncertain about a concept in the campaign. The last most crucial stakeholders will be the sponsors who will fund the campaign through the period. 
Public and Private Partnerships that will Aid the Implementation of the Campaign 
Some of the Public partnerships that will aid the campaign are, the County Government of Illinois, The Federal Government of the United States of America, in addition to the World Health Organization. Private partnerships may come from social media platforms which may be willing to create the health awareness alongside local hospitals.

Specific Timeline for Campaign Implementation
Table 1: Timeline for the Social Media Campaign Implementation
	No.
	Item
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8
	Week 9
	Week 10

	1. 
	Recruiting the Campaign Team
	
	
	
	
	
	
	
	
	
	

	2.
	Campaign Strategy Development
	
	
	
	
	
	
	
	
	
	

	3.
	Social Media Platform Scrutiny 
	
	
	
	
	
	
	
	
	
	

	4.
	Seeking Sponsorship
	
	
	
	
	
	
	
	
	
	

	4.
	Campaign Advertisement
	
	
	
	
	
	
	
	
	
	

	5.
	Redefining Campaign Strategy
	
	
	
	
	
	
	
	
	
	

	6.
	Official Launch of Campaign 
	
	
	
	
	
	
	
	
	
	

	7.
	Monitoring and Maintenance 
	
	
	
	
	
	
	
	
	
	

	8.
	Campaign Results Analysis
	
	
	
	
	
	
	
	
	
	


The first process will be recruiting a suitable team that will be responsible for the implementation of the social media campaign on COVID-19. This task shall be done in the first week while the consecutive 2 weeks will be used in developing the social media campaign. The fourth week will be used by the social media marketers to identify the variable social media platforms where the campaign will be launched. In the same week, after the variable social media platforms have been known and a campaign has been developed, potential sponsors will be sourced for to enable funding of the social media health campaign. This process will be extended to the fifth week where upon its completion and funds have been secured, the campaign will be advertised to gain insight on the perceptions and reactions of targeted users. After relevant information has 

been gathered, the social media campaign will be redesigned to avoid probable challenges faced during the advertisement during the 6th and 7th weeks.  The social media campaign will be officially launched on the 8th week as the progress and performances are maintained and monitored in the 9th week. The last week will be used in conducted an assessment of the social media campaign’s performance.

Campaign Effectiveness Evaluation

One of the metrics that will be used to measure the effectiveness of the campaign is the increase in the number of followers on social media. The more followers the social media platforms used to run the campaign will clearly reflect that the campaign targeted the right audience who are willing to gain more information from the social media platforms they follow (Lath, 2018). Another metric would be the number of reactions a campaign post receives. A larger number of comments or likes to a post interprets either people are interested in the contents of the campaign or are in agreement with the information being conveyed. Besides, social media platforms such as YouTube can indicate the reach of a campaign post for instance the number of views received in a single campaign video (Lath, 2018). This information will be able to assist the campaign team identify the number of people the message has reached and from which part of the world while centrally focusing on the city of Chicago. In addition, referral traffic would also indicate clearly whether the campaign is successful (Lath, 2018). For instance, the more people share the social media campaign on their profiles, it exposes the message to a wide population located in their friends list. This way, the campaign can use this metric to measure how effective the campaign was by focusing on the number of shares received in a single or all posts related to the COVID-19 campaign.  
Costs of Implementation

One probable cost is the aspect of maintaining originality whereby once the campaign has been launched and users have started interacting with it, a few individuals are likely to alter information conveyed or misinterpret the campaign’s mission. It would be best to have the team responsible of social media marketing monitoring the outcomes to ascertain the original intentions of the campaign have been observed. Should there be lack of funding, the campaign may not be successful as anticipated (Constantinides, 2013). 
Reflection on How Social Media could Promote Healthier Populations
Social media could promote healthier populations through making its users more cautious on health precautions based on the information they receive on the platforms. In addition, the aspect of self-realization will be noticed since users may begin to realize some of the health changes occurring in their bodies based on the descriptions given by certified physicians on the social media platform. This way, users are likely to seek medical assistance once they notice a change in their health which is far from their wellbeing norm (Welch, et al., 2016).
Impact of Social Media Campaign in Future Nursing Practice

According to Barry and Hardiker (2012) social media campaigns could assist future nursing practice through allowing nurses to gain access to huge and unlimited access to information. Besides, social media could enable future nurses to interact both on a personal and professional level with their prospective patients. This way, nurses can assist patients who have been hospitalized in their homes to self-medicate themselves in the absence of a professional medical practitioner (Barry & Hardiker, 2012). 
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