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Recommendations 

It is recommended that the Board of Health: 

1. Receive this report for information.  

Key Points 

• Corporate Communications (“Communications”) encompasses communications 

and library functions. The latter provides evidence-based research, and the 

former provides all public-facing messaging online, in print and through 

spokespersons. 

• Communications leads the Agency’s compliance with the communication 

components of the Ontario Public Health Foundational Standards. 

• This report illustrates the impact and success of Wellington-Dufferin-Guelph 

Public Health’s (WDGPH) Corporate Communications activities during 2020 and 

throughout the COVID-19 pandemic thus far.  
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Discussion 

In 2020, Communications led the agency in issues management communications 

activities related to the COVID-19 response. Key communications highlights are 

summarized below and the full Corporate Communications Annual Report 2020 can be 

found in Appendix A. 

Communications Campaigns 

Communications developed an extensive number of awareness campaigns related to 

COVID-19 and worked to successfully shift direction and messaging frequently based 

on the ever-evolving COVID-19 situation. In addition to promoting these campaigns on 

WDGPH channels, Communications also purchased advertisements in both traditional 

media, including print and radio, and digital media, including news sites and social 

media, to reach residents and stakeholders throughout our communities.  

Communications and awareness campaigns for 2020 included: 

• To stay well stay home 

• Get tested 

• Self-assessment and screening tools 

• Masks – FAQs, wear and care and types of masks 

• Public health infection prevention measures 

• Stigma and COVID-19 

• Safe reopening of schools 

• Gatherings 

• Thank you for doing your part 

• Flu vaccination 

• Safe holiday celebrations 

• Snippets of COVID-19 tips and info 

• Support local businesses 

Further details of these campaigns can be found in Appendix A, pages 4-14. 
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Media Relations and Stakeholder Engagement 

Media relations and stakeholder engagement in 2020 was central in building and 

maintaining positive relationships and trust towards WDGPH within our communities. 

Communications’ goal with media and stakeholders during COVID-19 was to be 

responsive and supportive by maintaining an open and transparent dialogue and flow of 

information. Communications ensured questions were addressed in a timely manner, 

provided access to spokespeople for interviews and provided pro-active updates to 

keep media and stakeholders informed of new developments. 

In all areas of media relations for 2020, Communications saw a sharp increase in 

activity due to the COVID-19 response. Communications distributed 37 media releases 

in 2020 compared to 18 total releases in 2019. The majority of these media releases 

were related to the Agency’s COVID-19 response (85%). Our media mentions also 

increased by an unprecedented amount, from 317 total mentions in 2019 to 2,743 

mentions in 2020, as the media and the public looked to public health to keep them 

informed. More information about media relations and stakeholder engagement 

activities in 2020 can be found in Appendix A, pages 16-19. 

Social Media 

WDGPH’s social media during COVID-19 was a crucial communications tool to engage 

with and inform the public. Communications used social media to provide emerging, 

timely and accurate information about COVID-19 to influence risk behavior, decision-

making and perception to help reduce the spread of COVID-19. Social media was also 

used successfully in 2020 to complement other information dissemination approaches. 

WDGPH was more active on social media than ever before, resulting in exponential 

growth in all our key metrics. In total across Facebook, Instagram, Twitter and LinkedIn, 

our audiences grew by 7,465 people, we posted 3,118 times, we had over 6 million 

impressions (the number of people our content was shown to) and had 371,571 

engagements (people that took an action on a post). For more details on WDGPH’s 

social media metrics and top posts in 2020, see Appendix A, pages 20-27. 

Our audiences were also more active on our social channels and while participation and 

engagement are encouraged, Communications also recognized this as a potential risk 

for inaccurate information to be posted, potentially undermining public confidence and 

trust in WDGPH. To address this risk, Communications monitored our social channels 

daily throughout 2020 and developed a more robust Social Media Terms of Use. The 

https://wdgpublichealth.ca/about/social-media-channels-terms-use
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updated Terms of Use provides user guidelines for those engaging on our social 

channels and outline WDGPH’s response to violation of the terms. 

Website 

In 2020, the WDGPH website experienced exponential growth in size (number of web 

pages) and traffic as people turned to us for trusted and reliable information about the 

pandemic situation in our community.  

Communications ensured the website provided up-to-date, reliable and accurate 

COVID-19 information by working closely with the Medical Officer of Health and IMS 

Command Table, monitoring provincial and federal messaging and responding to 

requests from the community and stakeholders. Early in the pandemic, WDGPH 

responded quickly with a new COVID-19 navigation menu which has guided the public 

and our stakeholders to finding the COVID-19 information they need quickly and easily. 

Website users (those who visited the website at least once) increased by 389 percent, 

in comparison to a 55 percent increase in 2019. Total views of our web pages increased 

by 802 percent with over 4 million pageviews, a significant increase compared to 

491,618 total pageviews in 2019. Key highlights and analytics illustrating the 

unprecedented traffic and use of our corporate website in 2020 can be found in 

Appendix A, pages 25-27. 

Library 

The library section played a key role in supporting WDGPH’s COVID-19 response and 

communications through writing the bi-weekly Stakeholder Bulletin, conducting frequent 

literature searches related to COVID-19 and supporting the development of COVID-19 

guidance documents for a variety of stakeholders (see Appendix A, pg. 26). 

Client Service 

In 2020, electronic and hard copy client feedback surveys were offered in our offices 

and online. As a result of WDGPH offices and clinics being closed to the public for most 

public health services and with no active promotions of the client survey, 70 percent 

fewer surveys were completed in 2020 compared to 2019. However, of the 48 client 

surveys completed, 69 percent of respondents reported being very satisfied or satisfied. 

More information on client service can be found in Appendix A, pages 14-15. 

https://survey.wdgpublichealth.ca/surveys/?s=RP4CMH3YKL
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Conclusion 

2020 was an unprecedented year for WDGPH communications. As WDGPH’s primary 

connection to the public, Communications led many communications and engagement 

efforts undertaken over the course of 2020 to educate and inform the public about our 

local COVID-19 situation, increase awareness of disease prevention measures and 

protect and promote the health of our communities by slowing the spread of COVID-19 

in WDG. Corporate Communications also supported communications, engagement and 

outreach initiatives undertaken by all areas of WDGPH’s IMS response including 

Liaison, Operations, Planning, Call Centre, Health Analytics, Human Resources, 

Finance, the Medical Officer of Health, Associate Medical Officer of Health and the IMS 

Command Table.  

Ontario Public Health Standard 

The board of health shall, as part of its strategy to reduce exposure to health hazards 

and promote healthy natural and built environments, effectively communicate with the 

public by: 

a) Adapting and/or supplementing national/provincial health communications 

strategies where local assessment has identified a need; 

b) Developing and implementing regional/local communications strategies where 

local assessment has identified a need; 

c) Addressing specific topics based on an assessment of local needs.1 

Transparency Framework: Disclosure and Reporting Requirements summarizes the 

types of information that boards of health are required to publicly disclose in accordance 

with the Foundational and Program Standards and Organizational Requirements.  

• Promote awareness, understanding, and public confidence in Ontario’s public 

health system. 

• The public knows of the work of public health to protect and promote individual 

and community health. 

• The public knows how Boards of Health are responding to local community 

needs. 
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2020 WDGPH Strategic Direction(s) 

Double click checkbox to change from unchecked to checked. 

 Service Delivery: We will provide our programs and services in a flexible, modern 

and accessible manner, and will ensure they reflect the immediate needs of our Clients 

and our role in the broader sector. 

 System Transformation: We will equip the Agency for change in all aspects of our 

work so that we are ready for transformational system change when the time comes. 

 Knowledge Transfer: We will ensure that our decision-making and policy 

development efforts are informed by meaningful health data at all times.  

Health Equity 

Communications ensures information is available to the public and priority populations 

in accessible, meaningful and relevant ways. This means tailoring messages for various 

audiences and sharing information across various channels, including traditional media, 

digital media and in-person. For critical health messages or crisis communications it is 

crucial that multiple opportunities to receive messaging are available to everyone in the 

community. Communications is committed to meeting each client’s unique needs. In 

each interaction with WDGPH, every client can expect to be treated with respect, dignity 

and courtesy. 

References 

1. Ontario. Ministry of Health and Long-Term Care. Ontario Public Health Standards: 
Requirements for Programs, Services, and Accountability. [Internet]. 2018 [cited 
2020 May 26]. Available from: 
http://www.health.gov.on.ca/en/pro/programs/publichealth/oph_standards/docs/proto
cols_guidelines/Ontario_Public_Health_Standards_2018_en.pdf 

Appendices 

Appendix A: WDGPH Corporate Communications Annual Report 2020 

http://www.health.gov.on.ca/en/pro/programs/publichealth/oph_standards/docs/protocols_guidelines/Ontario_Public_Health_Standards_2018_en.pdf
http://www.health.gov.on.ca/en/pro/programs/publichealth/oph_standards/docs/protocols_guidelines/Ontario_Public_Health_Standards_2018_en.pdf
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Introduction 

Corporate Communications at Wellington-Dufferin-Guelph Public Health (WDGPH) 

encompasses communications and library functions and provides services to both 

internal and external stakeholders. Communications strives for transparency, openness 

and client-focus. Our audiences are encouraged to engage with our work and 

Communications actively responds to feedback to ensure the Agency is meeting their 

needs. Communications also monitors trends in how people access health information 

and adjusts strategies to ensure we continue to reach and engage with target audiences 

in their preferred way.  

When we connect with our audiences and provide responsive, timely, accurate client 

service and communication, we build trust and create a strong, positive reputation for 

the Agency within the community. As a result, WDGPH is seen as a trusted, credible 

source of information and our audiences know where to turn when a new threat or issue 

arises, like during the COVID-19 pandemic. 

WDGPH Communications: 

• Leads the Agency’s compliance with the Communication components of the 

Ontario Public Health Foundational Standard of Effective Public Health Practice 

in the area of Research, Knowledge Exchange, and Communication.1 

• Operationalizes the Standard’s Transparency Framework goal to “Promote 

awareness, understanding, and public confidence in Ontario’s public health 

system” by informing the public about how the Board of Health is protecting and 

promoting individual and community health and responding to local community 

needs. 

• Works closely with each program area to meet the Program Standards for 

improving public knowledge through developing and implementing local 

communications strategies or adapting national/provincial communications 

strategies where local assessment has identified a need.1 

• Upholds the WDGPH brand across all audiences and media. 

• Ensures the Agency maintains transparency and client-focus. 
• Leads communications and issues management activities when the Agency is in 

incident management or emergency response mode. 

• Maintains a Strategic Communications Plan and an Emergency Communications 

Plan. 

• Maintains a current, responsive website and blog to share information about 

Agency programs and services, program changes, Board of Health meetings, 

and timely health information. 

• Supports in-person events through advertising, promotion, event planning and 

speech writing. 

• Maintains relationships with local, regional and national media outlets. 



 

5 of 29 

 

• Is active on social media where audiences participate (e.g., Twitter, Facebook, 

LinkedIn, YouTube and Instagram). 

• Supports subject matter experts to find, organize and use evidence-based 

research. 

Communications ensures WDPGH: 

• Uses communications strategies that reflect local need. 

• Uses a variety of communication modalities to ensure effective communication 

with a variety of audience stakeholders. 

• Is transparent, sharing ongoing information about public health with the public 

and community partners. 

Additional services provided by Communications include: 

• communications consulting and planning including strategy and campaign 

development, implementation and evaluation 

• writing, copy editing and proofreading 

• website and intranet (The Core) management and analytics 

• social media strategy, management and analytics 

• blog writing, coordinating and sharing 

• video production and photography 

• graphic and print coordination 

• publications, presentations and templates 

• accessible documents, web and digital media (AODA)  

• agency communications strategy and branding 

• literature searches and document delivery 

2020 Communications Campaigns 

Communications works in close partnership with subject matter experts from program 

areas across the agency to plan, implement and evaluate communications campaigns 

for public health programs and services. In 2020, nearly all of WDGPH’s 

communications campaigns were COVID-19 related. The team worked with internal 

staff and external community partners, health care providers and governments to 

develop and implement communications strategies to: 

• Increase awareness and education about COVID-19, transmission, the 

importance of public health measures and how to stay safe. 

• Increase community engagement and public awareness and understanding of 

the local impacts of COVID-19 on workplaces, hospitals, public health, schools 

and other community settings and at home. 

• Inform, educate and promote self-screening and the online assessment tools for 

individuals and for parents/caregivers of childcare and school-aged children. 
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• Increase awareness and promote safe ways to connect, shop, dine, attend 

gatherings (as permitted) and stay safe at work. 

• Educate WDG residents on when and where to get tested and the changing 

testing requirements. 

• Increase awareness of Public Health’s roles in the COVID-19 emergency 

response. 

• Educate the public on the rapidly emerging data and evidence and resulting 

changes to public health measures and response. 

• Continuously inform and update WDG residents on our local situation by 

providing transparent and up-to-date information. 

• Support, share and promote federal and provincial COVID-19 campaigns, 

updates and messaging to our local market. 

COVID-19 Campaign Highlights 

To Stay Well Stay Home 

This campaign began during the first lockdown in April 2020. The goal was to 

encourage people to stay home, stay safe and stay well. Messaging was shared on 

social media and through traditional media outlets. The hashtags #staywellstayhome 

and #flattenthecurve were utilized. The artwork was styled to mimic embroidery style 

wall hangings that say “Home is where the heart is.” Messaging was shared on social 

media and through traditional media channels. 

Image 1: To Stay Well Stay Home 
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Get Tested 

Early in the pandemic when testing was limited and the criteria for testing changed 

frequently, WDGPH shared messaging to increase awareness with the public of who, 

when and where to get tested. Messaging was shared on social media, through 

traditional media and through community partners. 

Image 2: Sample of Get Tested ads/messaging 

    

  

Masks 

Mask messaging was shared throughout the pandemic in 2020. When WDGPH issued 

the first mask order in Ontario in June of 2020, people had many questions. 

Communications launched a Face Coverings Q&A campaign series that was shared 

primarily on our social networks with supporting messaging through traditional media 
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outlets. We also ran a short hashtag #MaskTag campaign on Instagram stories, 

“tagging” various community partners and high-profile community members to 

encourage them to share a mask selfie and tag someone else. 

Image 3: Sample of Face Coverings Q&A series posts 

 

Image 4: Sample of community post for #MaskTag campaign 
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Image 5 – Four samples of mask ads 

  

  

Public health measures 

Messaging around public health measures to help stop the spread of COVID-19 and 

stay safe was a key part of Communications messaging throughout the pandemic in 

2020. Messaging and ads were shared frequently on social media, through traditional 

media and through stakeholder communications. 
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Image 6: Sample of public health measures social posts 

  

  

Stigma and COVID-19 

WDGPH worked with community partners to communicate information and awareness 

about stigma and COVID-19. Messaging focused on the impacts and fear of stigma 

which can discourage people from following public health measures or seeking medical 

help when needed. To bring awareness around stigma, Communications developed a 

fact sheet, shared resources on the website and shared messaging on social media and 

through community partners. 
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Image 7: Samples of stigma and COVID-19 messaging 

  

Safe reopening of schools 

Schools were closed during the first lockdown of the pandemic and did not re-open until 

September 2020. Prior to reopening, Communications ran a campaign to build 

awareness that what happens in our communities with COVID-19, directly affects the 

safe re-opening of schools. The campaign was kicked off with a Statement from Dr. 

Mercer, followed by print ads and social media. A new section was added to the website 

for school-related COVID-19 information and WDGPH worked closely with school 

boards on public health messaging. 

Image 8: Sample of back-to-school ads 

  

  

https://wdgpublichealth.ca/news/safe-reopening-schools-statement-dr-mercer-august-19-2020
https://wdgpublichealth.ca/news/safe-reopening-schools-statement-dr-mercer-august-19-2020
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Social circles, social gatherings and home gatherings 

Throughout the pandemic in 2020 and as restrictions were loosened and tightened, the 

advice around gatherings changed and evolved regularly. Communications worked to 

ensure people had the most up-to-date information on gatherings, including social 

circles (bubbles), social gatherings, in-home gatherings and gatherings at public 

settings (i.e., gyms, restaurants). Messaging focused on risk and how to stay safe was 

shared on social media and in traditional media with print ads. 

Image 9: Sample of gatherings messaging 
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Thank you for doing your part 

WDGPH regularly shared ‘Thank You’ messaging to the community in 2020. 

Understanding the challenges people were facing, the changes the pandemic brought to 

our residents’ lives and acknowledging the efforts our communities were making in 

slowing the spread was a key part of public health messaging in media releases, 

through social media and in traditional media.  

Image 10: Sample of thank you messaging 

  

Flu shot campaign 

WDGPH’s flu shot campaign in 2020 was communicated through a COVID-19 lens. 

Messaging was developed and shared across channels to educate, increase awareness 

and inform people about the importance of getting the flu shot during the pandemic, the 

difference between the cold, flu and COVID-19 and myths and facts around the flu and 

the flu vaccine. 

Image 11: Sample of flu shot campaign posts 
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Safe holiday celebrations 

The holidays are usually a time to gather with family and friends and in 2020, 

Communications worked to share harm reduction messaging on how to celebrate 

holidays safely during the pandemic. Communications used contests and unique and 

eye-catching artwork to increase the reach of holiday messaging. Holiday messaging 

was shared on social media and in traditional media as well as through community 

partners and organizations. 

Image 12: Sample of holiday harm reduction messaging 
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Snippets of info campaign 

The goal of the snippets campaign was to keep public health advice and safety 

measures top of mind for our residents. This campaign was launched near the end of 

2020 when cases were rising, and people were experiencing pandemic fatigue. This 

campaign was primarily promoted on social media with select messaging carrying 

through to traditional media ads. 

Image 13: Sample of snippets messaging 
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Other messaging 

In addition to the above campaign and communications highlights, WDGPH messaging 

around COVID-19 in 2020 also included: 

• Provincial and federal campaign support 

• Mental health resources and support 

• Pandemic fatigue and resources 

• COVID-Alert App promotion 

• Self-assessment and screening tool promotion 

• Assessment centres information and announcements 

• Support local businesses 

• Supporting healthcare workers 

• Workplaces, living spaces, schools and childcare 

Media Relations and Stakeholder Engagement 

Media 

In all areas of media relations for 2020, we saw a sharp increase in activity (See Table 

1). Communications distributed 37 media releases in 2020 (See Table 2), compared to 

18 total releases in 2019. The majority of these media releases were related to the 

agency’s COVID-19 response (85%).  

Due to the exponential growth in media activity and to more accurately capture media 

activities and report results, in the fall of 2020, Communications purchased a corporate 

account with media monitoring platform Meltwater. Communications began using 

Meltwater in the last quarter of 2020, including training on the application, system setup 

for our local media market and hiring Communications support to help monitor and 

report on media activities. 2021 will be the first full year of using Meltwater for media 

monitoring, a significant shift from the manual media monitoring process 

Communications has utilized up until now. 
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Table 1: Media coverage in 2019 vs. 2020 

Media Coverage 2019 2020 # Change (%) 

Media releases 18 37 +43 (+205%) 

Media mentions 317 2,743 +2,426 (+865%) 

Estimated total reach* 6 million 41 million  +35 million (+683%)  
*Total reach, or the total potential views of articles, has been estimated using an average reach from Meltwater reporting in 2020. 

Table 2: Media Releases in 2020  

Date Media Release/Statements/Joint Releases 
COVID-
related 

January 8 Media Release - Public Health reminds residents not to 
bite off more than they can chew when it comes to 
cannabis edibles  

 

January 24 Media Release - Public Health protocols are in place to 
protect residents from a novel Coronavirus originating in 
Wuhan, China  

✓ 

February 13 Media Release - Public Health reminds residents to 
prepare for extreme cold as temperatures drop tonight  

 

March 16 Media Release: First Case of COVID-19 is confirmed by 
WDG Public Health 

✓ 

March 16 Media Release: COVID-19 Assessment Clinic to open 
March 17, 2020 

✓ 

March 19 
 

Media Release: Headwaters Health Care Centre Opens 
COVID-19 Assessment Centre March 19, 2020 

✓ 

March 23 
 

Media Release: Stopping the spread of COVID-19 is 
everyone’s responsibility 

✓ 

March 23 
 

Media Release: Wellington-Dufferin-Guelph Public Health 
advises personal service businesses, outdoor playgrounds 
and event venues to close to help protect the public from 
COVID-19  

✓ 

March 24 Media Release: COVID-19 case confirmed at St. Joseph’s 
Health Centre in Guelph 

✓ 

March 26 Media Release: Guelph General Hospital and WDG Public 
Health are working together to protect community 
members and hospital staff  

✓ 

April 2 Media release: WDG Public Health confirms COVID-19-
related death in Guelph 

✓ 

April 3 Media release: COVID-19 Assessment Clinic to move to 
new location on April 6 

✓ 

April 9  
 

Media release: WDG Public Health encourages everyone 
to avoid gatherings during the upcoming holiday weekend 

✓ 

April 20 Media Release - COVID-19 Assessment Clinic opens in 
Mount Forest on April 21, 2020 

✓ 

April 24 Media Release - Statement from WDG Public Health on 
incident at Guelph COVID-19 Assessment Clinic 

✓ 

https://wdgpublichealth.ca/media/media-release-public-health-reminds-residents-not-bite-more-they-can-chew-when-it-comes
https://wdgpublichealth.ca/media/media-release-public-health-reminds-residents-not-bite-more-they-can-chew-when-it-comes
https://wdgpublichealth.ca/media/media-release-public-health-reminds-residents-not-bite-more-they-can-chew-when-it-comes
https://wdgpublichealth.ca/media/media-release-public-health-protocols-are-place-protect-residents-novel-coronavirus
https://wdgpublichealth.ca/media/media-release-public-health-protocols-are-place-protect-residents-novel-coronavirus
https://wdgpublichealth.ca/media/media-release-public-health-protocols-are-place-protect-residents-novel-coronavirus
https://wdgpublichealth.ca/media/media-release-public-health-reminds-residents-prepare-extreme-cold-temperatures-drop-tonight
https://wdgpublichealth.ca/media/media-release-public-health-reminds-residents-prepare-extreme-cold-temperatures-drop-tonight
https://wdgpublichealth.ca/news/media-release-first-case-covid-19-confirmed-wdg-public-health-march-16-2020
https://wdgpublichealth.ca/news/media-release-first-case-covid-19-confirmed-wdg-public-health-march-16-2020
https://wdgpublichealth.ca/news/media-release-covid-19-assessment-clinic-open-march-17-2020
https://wdgpublichealth.ca/news/media-release-covid-19-assessment-clinic-open-march-17-2020
https://wdgpublichealth.ca/news/media-release-headwaters-health-care-centre-opens-covid-19-assessment-centre-march-19-2020
https://wdgpublichealth.ca/news/media-release-headwaters-health-care-centre-opens-covid-19-assessment-centre-march-19-2020
https://wdgpublichealth.ca/news/media-release-stopping-spread-covid-19-everyone%E2%80%99s-responsibility
https://wdgpublichealth.ca/news/media-release-stopping-spread-covid-19-everyone%E2%80%99s-responsibility
https://wdgpublichealth.ca/news/media-release-wellington-dufferin-guelph-public-health-advises-personal-service-businesses
https://wdgpublichealth.ca/news/media-release-wellington-dufferin-guelph-public-health-advises-personal-service-businesses
https://wdgpublichealth.ca/news/media-release-wellington-dufferin-guelph-public-health-advises-personal-service-businesses
https://wdgpublichealth.ca/news/media-release-wellington-dufferin-guelph-public-health-advises-personal-service-businesses
https://wdgpublichealth.ca/news/media-release-covid-19-case-confirmed-st-joseph%E2%80%99s-health-centre-guelph-march-24-2020
https://wdgpublichealth.ca/news/media-release-covid-19-case-confirmed-st-joseph%E2%80%99s-health-centre-guelph-march-24-2020
https://wdgpublichealth.ca/news/media-release-guelph-general-hospital-and-wdg-public-health-are-working-together-protect
https://wdgpublichealth.ca/news/media-release-guelph-general-hospital-and-wdg-public-health-are-working-together-protect
https://wdgpublichealth.ca/news/media-release-guelph-general-hospital-and-wdg-public-health-are-working-together-protect
https://wdgpublichealth.ca/news/media-release-wdg-public-health-confirms-covid-19-related-death-guelph-april-2-2020
https://wdgpublichealth.ca/news/media-release-wdg-public-health-confirms-covid-19-related-death-guelph-april-2-2020
https://wdgpublichealth.ca/news/media-release-covid-19-assessment-clinic-move-new-location-april-6
https://wdgpublichealth.ca/news/media-release-covid-19-assessment-clinic-move-new-location-april-6
https://wdgpublichealth.ca/news/media-release-wdg-public-health-encourages-everyone-avoid-gatherings-during-upcoming-holiday
https://wdgpublichealth.ca/news/media-release-wdg-public-health-encourages-everyone-avoid-gatherings-during-upcoming-holiday
https://wdgpublichealth.ca/news/media-release-covid-19-assessment-clinic-opens-mount-forest-april-21-2020-april-20-2020
https://wdgpublichealth.ca/news/media-release-covid-19-assessment-clinic-opens-mount-forest-april-21-2020-april-20-2020
https://wdgpublichealth.ca/news/media-release-statement-wdg-public-health-incident-guelph-covid-19-assessment-clinic-april-24
https://wdgpublichealth.ca/news/media-release-statement-wdg-public-health-incident-guelph-covid-19-assessment-clinic-april-24
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May 25 Media Release: Public Health reminds residents to take 
precautions during this week’s heat  

 

June 3 Media Release: Public Health wins national competition 
for innovative approach to measuring neighbourhood 
design 

 

June 4 Media Release: Rabid bat confirmed in Dufferin County  

June 5 Media Release: Statement from Dr. Nicola Mercer on 
Saturday’s protest 

✓ 

June 8 Media Release: Phase 2 reopening in Wellington-Dufferin-
Guelph 

✓ 

June 12 Media Release: Dr. Nicola Mercer issues order under 
Section 22 of the Health Protection and Promotion Act for 
Phase 2 of the Ontario Framework for Reopening our 
Province 

✓ 

June 22 Media Release: Public Health advises residents that 
rabies vaccine baiting is underway 

 

July 14 
 

Media Release: Dr. Nicola Mercer revises Section 22 
Order requiring face coverings in commercial 
establishments  

✓ 

July 28 
 

Media Release: A Joint Letter from Dr. Nicola Mercer and 
Mayor Cam Guthrie: Let’s Keep Moving Forward Together  

✓ 

August 19 
 

Safe Reopening of Schools Statement from Dr. Mercer 
(August 19, 2020) 

✓ 

September 
17 

Statement from Dr. Nicola Mercer: Stopping the spread of 
COVID-19 is everyone’s responsibility 

✓ 

September 
19 

Media Release: Government of Ontario announces 
immediate reductions to unmonitored and private 
gathering sizes 

✓ 

September 
26  

Media Release - WDG Public Health confirms first school-
related exposure of COVID-19 

✓ 

October 1 Joint Media Release with Waterloo Public Health: Turn 
down the noise turn up our ability to reduce the spread of 
COVID-19 

✓ 

October 10  Media Release: The flu shot is more important than ever 
this year 

✓ 

October 20 Media Release: Protecting Long-Term Care Homes from 
the second wave of COVID-19 

✓ 

November 
13 

Media Release: WDG Public Health issues new Section 
22 Orders 

✓ 

December 9 
 

Media Release: Rising case counts means WDG Public 
Health recommends move to “Red” 

✓ 

December 
17  

Media Release: WDG Public Health issues new Section 
22 Orders (Updated) 

✓ 

December 
17 

Media Release: In Consultation With WDG Public Health, 
Cargill Limited Voluntary Idles Affected Section of Dunlop 
Facility 

✓ 

https://wdgpublichealth.ca/news/media-release-public-health-reminds-residents-take-precautions-during-week%E2%80%99s-heat
https://wdgpublichealth.ca/news/media-release-public-health-reminds-residents-take-precautions-during-week%E2%80%99s-heat
https://wdgpublichealth.ca/news/media-release-public-health-wins-national-competition-innovative-approach-measuring
https://wdgpublichealth.ca/news/media-release-public-health-wins-national-competition-innovative-approach-measuring
https://wdgpublichealth.ca/news/media-release-public-health-wins-national-competition-innovative-approach-measuring
https://wdgpublichealth.ca/news/media-release-rabid-bat-confirmed-dufferin-county
https://wdgpublichealth.ca/news/media-release-statement-dr-nicola-mercer-saturday%E2%80%99s-protest
https://wdgpublichealth.ca/news/media-release-statement-dr-nicola-mercer-saturday%E2%80%99s-protest
https://wdgpublichealth.ca/news/media-release-phase-2-reopening-wellington-dufferin-guelph
https://wdgpublichealth.ca/news/media-release-phase-2-reopening-wellington-dufferin-guelph
https://wdgpublichealth.ca/news/media-release-dr-nicola-mercer-issues-order-under-section-22-health-protection-and-promotion
https://wdgpublichealth.ca/news/media-release-dr-nicola-mercer-issues-order-under-section-22-health-protection-and-promotion
https://wdgpublichealth.ca/news/media-release-dr-nicola-mercer-issues-order-under-section-22-health-protection-and-promotion
https://wdgpublichealth.ca/news/media-release-dr-nicola-mercer-issues-order-under-section-22-health-protection-and-promotion
https://wdgpublichealth.ca/news/media-release-public-health-advises-residents-rabies-vaccine-baiting-underway
https://wdgpublichealth.ca/news/media-release-public-health-advises-residents-rabies-vaccine-baiting-underway
https://wdgpublichealth.ca/news/media-release-dr-nicola-mercer-revises-section-22-order-requiring-face-coverings-commercial
https://wdgpublichealth.ca/news/media-release-dr-nicola-mercer-revises-section-22-order-requiring-face-coverings-commercial
https://wdgpublichealth.ca/news/media-release-dr-nicola-mercer-revises-section-22-order-requiring-face-coverings-commercial
https://wdgpublichealth.ca/news/media-release-joint-letter-dr-nicola-mercer-and-mayor-cam-guthrie-let%E2%80%99s-keep-moving-forward
https://wdgpublichealth.ca/news/media-release-joint-letter-dr-nicola-mercer-and-mayor-cam-guthrie-let%E2%80%99s-keep-moving-forward
https://wdgpublichealth.ca/news/safe-reopening-schools-statement-dr-mercer-august-19-2020
https://wdgpublichealth.ca/news/safe-reopening-schools-statement-dr-mercer-august-19-2020
https://wdgpublichealth.ca/news/statement-dr-nicola-mercer-stopping-spread-covid-19-everyone%E2%80%99s-responsibility
https://wdgpublichealth.ca/news/statement-dr-nicola-mercer-stopping-spread-covid-19-everyone%E2%80%99s-responsibility
https://wdgpublichealth.ca/news/media-release-government-ontario-announces-immediate-reductions-unmonitored-and-private
https://wdgpublichealth.ca/news/media-release-government-ontario-announces-immediate-reductions-unmonitored-and-private
https://wdgpublichealth.ca/news/media-release-government-ontario-announces-immediate-reductions-unmonitored-and-private
https://wdgpublichealth.ca/news/media-release-wdg-public-health-confirms-first-school-related-exposure-covid-19
https://wdgpublichealth.ca/news/media-release-wdg-public-health-confirms-first-school-related-exposure-covid-19
https://wdgpublichealth.ca/news/turn-down-noise-turn-our-ability-reduce-spread-covid-19
https://wdgpublichealth.ca/news/turn-down-noise-turn-our-ability-reduce-spread-covid-19
https://wdgpublichealth.ca/news/turn-down-noise-turn-our-ability-reduce-spread-covid-19
https://wdgpublichealth.ca/news/media-release-flu-shot-more-important-ever-year
https://wdgpublichealth.ca/news/media-release-flu-shot-more-important-ever-year
https://wdgpublichealth.ca/news/media-release-wdg-public-health-issues-new-section-22-orders
https://wdgpublichealth.ca/news/media-release-wdg-public-health-issues-new-section-22-orders
https://wdgpublichealth.ca/news/media-release-rising-case-counts-means-wdg-public-health-recommends-move-%E2%80%9Cred%E2%80%9D
https://wdgpublichealth.ca/news/media-release-rising-case-counts-means-wdg-public-health-recommends-move-%E2%80%9Cred%E2%80%9D
https://wdgpublichealth.ca/news/media-release-wdg-public-health-issues-new-section-22-orders
https://wdgpublichealth.ca/news/media-release-wdg-public-health-issues-new-section-22-orders
https://wdgpublichealth.ca/news/media-release-consultation-wdg-public-health-cargill-limited-voluntary-idles-affected-section
https://wdgpublichealth.ca/news/media-release-consultation-wdg-public-health-cargill-limited-voluntary-idles-affected-section
https://wdgpublichealth.ca/news/media-release-consultation-wdg-public-health-cargill-limited-voluntary-idles-affected-section
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December 
23 
 

Media Release: WDG Public Health can begin 
immunizations within 24 hours of receiving the COVID-19 
vaccine 

✓ 

December 
30 

Media Release: WDG Public Health to begin vaccinations 
against COVID-19 on January 4 

✓ 

Spokespeople 

Dr. Mercer, Medical Officer of Health and CEO was the primary voice of WDGPH in the 

media in 2020 with support from Dr. Tenenbaum, Associate Medical Officer of Health. 

Members of the communications team also served as spokespeople due to the number 

of media requests. 

WDGPH completed multiple media inquiries with major regional and national news 

outlets: CTV, CBC, Toronto Star, The Globe and Mail, TVO, and Bloomberg News. Dr. 

Mercer also had weekly spots in 2020 on CTV Kitchener and CBC Kitchener. 

Stakeholder Engagement 

In 2020, Communications contributed to the overall WDGPH stakeholder relations and 

engagement efforts on a number of key fronts. Municipalities were a key partner 

throughout the first year of the pandemic. Communications supported the IMS Chief on 

weekly meetings with regional Chief Administrative Officers to understand their 

priorities, collaborate on messaging and provide ongoing public health communications 

updates. Further, Communications met weekly with key communications staff from 

Wellington County, Dufferin County and the City of Guelph to ensure community 

messaging and public health communications were aligned. Communications also 

supported the municipalities by providing key messages and campaign assets for use in 

municipal advertising and communications. 

From the beginning of the pandemic, Communications was also connected directly to 

the local healthcare ecosystem. Through regular meetings and collaboration with 

communicators from local Family Health Teams and healthcare facilities like our local 

hospitals and assessment centres, Communications provided responsive support and 

updates to ensure healthcare partners were well-armed for their COVID-19 

communications needs. 

Corporate Communications also supported communications, engagement and outreach 

initiatives undertaken by other areas of WDGPH’s IMS response including liaison, 

operations, planning, call centre, health analytics, human resources, finance, the 

Medical Officer of Health, Associate Medical Officer of Health and the IMS Command 

Table. 

https://wdgpublichealth.ca/news/media-release-wdg-public-health-can-begin-immunizations-within-24-hours-receiving-covid-19
https://wdgpublichealth.ca/news/media-release-wdg-public-health-can-begin-immunizations-within-24-hours-receiving-covid-19
https://wdgpublichealth.ca/news/media-release-wdg-public-health-can-begin-immunizations-within-24-hours-receiving-covid-19
https://wdgpublichealth.ca/news/media-release-wdg-public-health-begin-vaccinations-against-covid-19-january-4
https://wdgpublichealth.ca/news/media-release-wdg-public-health-begin-vaccinations-against-covid-19-january-4
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Social Media 

Wellington-Dufferin-Guelph Public Health (WDGPH) is currently actively engaged on the 

following social channels: 

• Twitter: @WDGPublicHealth 

• Facebook: @WDGPublicHealth 

• Instagram: @WDGPublicHealth 

We also occasionally post on: 

• LinkedIn: Wellington-Dufferin-Guelph Public Health 

• YouTube: @WDGPublicHealth 

• TikTok: @WDGPublicHealth 

Social Media Metrics 

From the beginning of the COVID-19 pandemic, WDGPH’s social media channels 

quickly became a crucial communications tool for information dissemination and 

consumption. In 2020 throughout the pandemic, WDGPH used social media to inform, 

increase awareness and influence decision-making and risk behavior to help reduce the 

spread of COVID-19 by: 

• Increasing public awareness of COVID-19 infection prevention measures. 

• Sharing reliable, evidence-based information and advice. 

• Communicating emerging information as the situation was unfolding. 

• Aligning messaging across channels. 

• Sharing provincial and federal COVID-19 messages and announcements. 

• Sharing community partner and stakeholder updates and information. 

Communications used social media strategically to reach residents, partners and 

stakeholders throughout our communities and WDGPH was more active on social 

media than ever before, resulting in exponential growth in our audiences, number of 

posts, impressions and engagements across all channels. (See Table 3) 

Our audiences were also more active on our social channels and while participation and 

engagement are encouraged, Communications also recognized this as a potential risk 

for inaccurate information to be posted, potentially undermining public confidence and 

trust in WDGPH. To address this risk, Communications monitored our social channels 

daily throughout 2020 and began the process of developing a Social Media Terms of 

Use. The Terms of Use provide user guidelines for those engaging on our social 

channels and outline WDGPHs response to violation of the terms. 

  

https://twitter.com/wdgpublichealth
https://www.facebook.com/WDGPublicHealth/
https://www.instagram.com/wdgpublichealth/
https://www.linkedin.com/company/wellington-dufferin-guelph-public-health
https://www.youtube.com/wdgpublichealth
https://www.tiktok.com/@wdgpublichealth
https://wdgpublichealth.ca/about/social-media-channels-terms-use
https://wdgpublichealth.ca/about/social-media-channels-terms-use
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Table 3: Key Metrics for WDGPH Social Media Channels 

*Audience refers to the number of users who like/follow the page as of the last day of the reporting period. 

**Impressions refers the number of times that any content associated with the page was displayed to a user during the reporting 

period. This includes both organic (non-paid) and paid activity.   

***Engagements refers to the number of times that users reacted to, commented on, shared, or clicked on posts during the reporting 

period. This includes both organic (non-paid) and paid activity. 

Demographics 

Across our social media channels, women between the ages of 25–44 appeared to be 

the leading force among our followers, had a higher potential to see our content and 

visit our pages and were most likely to engage with our content. (See tables 4 and 5) 

Table 4: WDGPH Social Media Channel Audience by Age 

Channel Audience by age 

 13-17 18-24 25-34 35-44 45-54 55-64 65+ 

Facebook 0% 4% 24.4% 32.8% 21.7% 10.7% 6.4% 

Twitter n/a 10.2% 35.5% 29.7% 15.2% 3.6% 5.8% 

Instagram 0.3% 7.4% 34.2% 32.9% 16.1% 6.3% 2.8% 

Table 5: WDGPH Social Media Channel Audience by Gender 

Channel Audience by gender 

 Male Female Other/unspecified 

Facebook 13% 85% 2% 

Twitter 43% 57% n/a 

Instagram 18% 78% 4% 

Channel 
Audience* 
(change from 
2019) 

Posts 
(change from 
2019) 

Impressions** 
(change from 
2019) 

Engagements*** 
(change from 
2019) 

Facebook  4,491 
(+2,871 or +177%)  

1,139 
(+94.7%) 

3,039,997 
(+558,295 or 
+23%) 

250,292 
(+167,099 or 
+201%) 

Twitter 7,001 
(+2,935 or +72.2%) 

1,246 
(+1.1%) 

2,861,639 
(+2,125,541 or 
+289%) 

109,610 
(+101,953 or 
+1332%) 

Instagram  2,305 
(+1,202 or +109%) 

703 
(+156%) 

359,396  
(+113,351 or 
+46%) 

9,004 
(+6,167 or 
+217%) 

LinkedIn 1,419 
(+457 or +45.7%) 

30 
(-23.1%) 

29,729 
(+5,441 or 
+22.4%) 

2,665 
(+966 or +56.9%) 
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Top Posts 

In 2020, during the pandemic, the most important metrics for WDGPH communications 

through our social channels are based on awareness and visibility. Content such as 

COVID-19 information, updates and reminders were shared frequently and did not 

require action to be taken (i.e., likes, clicks or shares) to be successful. As such, 

WDGPHs top posts for each social channel are based on the number of impressions, 

meaning the total number of times the content was displayed to our viewers. 

Facebook 

WDGPH’s top Facebook posts in 2020 were as follows (see Image 15): 

1. Health Alert: 11 overdoses in the past 48 hours in the Guelph community (March 

2, 2020) 

2. We are hiring! COVID-19 Case Management Support 

3. Updated COVID-19 Testing Criteria 

Image 15: Top Facebook Posts of 2020 

 

Instagram 

WDGPH’s top Instagram posts in 2020 were as follows (see Image 16): 

1. WDGPH is moving to Orange/Restrict 

2. Dr. Nicola Mercer Letter to the Community 

3. Is it a cold, the flu or COVID-19? 

https://wdgpublichealth.ca/alerts/health-alert-11-overdoses-past-48-hours-guelph-community-march-2-2020
https://wdgpublichealth.ca/alerts/health-alert-11-overdoses-past-48-hours-guelph-community-march-2-2020
https://www.facebook.com/680980685371800/posts/1845478648921992/?substory_index=0
https://www.facebook.com/680980685371800/posts/1852384431564747/
https://www.instagram.com/p/CHtVIKeHuVq/
https://www.instagram.com/p/CHtVIKeHuVq/
https://www.instagram.com/p/CHqDnrEFQdT/
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Image 16: Top Instagram Posts of 2020 

 

Twitter 

WDGPH’s top performing Twitter posts in 2020 were as follows (see Image 17): 

1. Our region will receive the first shipment of Pfizer on Jan. 4 

2. Is it a cold, the flu or COVID-19? 

3. Increasing cases in our region prompt updates to Dr. Nicola Mercer’s Section 22 

Order 

Image 17: Top Twitter Posts of 2019 

 

https://twitter.com/WDGPublicHealth/status/1344311044320206848
https://twitter.com/WDGPublicHealth/status/1328368273411469313
https://twitter.com/WDGPublicHealth/status/1305876129501319168
https://twitter.com/WDGPublicHealth/status/1305876129501319168
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LinkedIn 

WDGPH’s top posts on LinkedIn in 2020 are as follows (see Image 18): 

1. We are currently recruiting for COVID-19 Case Management Support (40 casual, 

as needed positions) 

2. Join our team! We are currently recruiting for a variety of positions. 

3. New opportunities posted and some closing soon! 

Image 18: Top LinkedIn Posts of 2020 

 

TikTok 

WDGPH started a TikTok account in 2020 to experiment with the platform and learn the 

type of content that is successful with TikTok audiences. There are music limitations 

with the business account and with most staff working from home, creating content with 

people in it was challenging. Of the six posts we created in 2020, we had a total of 806 

views, 91 likes and 6 followers. WDGPH’s top TikTok posts in 2020 were: 

1. Wear a mask with your Halloween costume (274 views) 

2. Heading back to class? Stay safe. (169 views) 

3. Halloween at home (157 views) 

YouTube 

With public health programs and services on hold, WDGPH did not publish any new 

promotional content to YouTube in 2020. The platform was primarily used to host 

internal videos such as those for training purposes. 

  

https://www.linkedin.com/feed/update/urn:li:activity:6654108997097922560/
https://www.linkedin.com/feed/update/urn:li:activity:6654108997097922560/
https://www.linkedin.com/feed/update/urn:li:activity:6718877836167446528/
https://www.linkedin.com/feed/update/urn:li:activity:6636314859963207680/
https://www.tiktok.com/@wdgpublichealth/video/6886095405650660609?lang=en&is_copy_url=0&is_from_webapp=v1&sender_device=pc&sender_web_id=6919510353241458181
https://www.tiktok.com/@wdgpublichealth/video/6870177821755493638?lang=en&is_copy_url=0&is_from_webapp=v1&sender_device=pc&sender_web_id=6919510353241458181
https://www.tiktok.com/@wdgpublichealth/video/6888698175008296194?lang=en&is_copy_url=0&is_from_webapp=v1&sender_device=pc&sender_web_id=6919510353241458181
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Website 

In 2020, the wdgpublichealth.ca website was the premier channel of communication 

between WDGPH and our public and stakeholders. The website experienced 

exponential growth as people turned to WDGPH for trusted, up-to-date and reliable 

information about the pandemic situation in our community. Here are some of the key 

highlights and analytics illustrating the unprecedented traffic and use of our corporate 

website in 2020. 

Table 6: WDGPH Website Analytics for 2020 

Metric 
Total (% 
increase 
over 2019) 

Highlights 

Users 927,468 
(+378%) 

By far the largest peak in traffic was on June 10, 2020 

with 29,881 users. This was the day that WDGPH 

became the first health unit to mandate masks/face 

coverings. (In 2019, on the same day 789 users visited 

the website.) 

Pageviews 4,443,342 

(+802%) 
 

Top Pages Visited in 2020: 

1. Status of Cases in WDG and COVID-19 Information 

for the Public (these two links land on the same 

page). The cases dashboard page was by far the 

most visited page in 2020 with 1.8 million pageviews 

in 2020. For comparison, in 2019 the entire website 

had around 500,000 pageviews for the year. 

2. Long-term Care and Retirement Home Outbreak 

Bulletin 

3. Assessment Centres in WDG 

4. Face Coverings Class Order and FAQs 

5. COVID-19 Information for Workplaces and Living 

Spaces 

Blogs 72,123 
(+22%) 

In 2020, WDGPH published significantly fewer blog 

posts (10) than in 2019 (33), but our blog experienced a 

22 percent increase in pageviews. 

Blog posts stay on the website and show up in search 

results year after year. Two of the top five visited blog 

posts in 2020 were published in previous years.  

https://wdgpublichealth.ca/
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Top Blog Posts of 2020 

1. What happens when you can’t afford dental care 

(April 12, 2016) This has been the top viewed blog 

each year since it was posted in 2016. 

2. What is social/physical distancing and why is it so 

important (April 1, 2020) 

3. Pandemic Fatigue: What is it and how to we move 

past it? (July 30, 2020) 

4. How to say no to norovirus in your home (December 

6, 2016) This blog has been in the top five blog 

posts each year since it was published. 

5. Taking care of your mental health during social 

distancing and self-isolation (March 18, 2020) 

Technology  
Browser 

The top browsers used to access our website in 2020 

were: 

1. Safari (46%) (+14% from 2019) 

2. Chrome (36%) (-12% from 2019) 

3. Safari App (5%) 

4. Android Webview (3%) 

5. Edge (3%) 

Mobile Device 

The vast majority of mobile users access our website 

through the Apple iPhone (60%, +10% from 2019). The 

Apple iPad comes in second with 5 percent of users 

and various models of the Samsung Galaxy round out 

the top ten devices. 

Other Metrics  
Average Session Duration 

This metric was up 20 percent from 2019 (1:31 vs 1:16 

minutes), showing people were staying on the website 

longer. 

Demographics 

In 2019, a significant percentage (35%) of users to the 

website were between the ages of 25-34. In 2020, the 

25-24 age group made up only 24 percent of users, 

almost even with 35-44, 45-54 and 55-64. The most 

https://www.wdgpublichealth.ca/blog/what-happens-when-you-cant-afford-dental-care
https://www.wdgpublichealth.ca/blog/what-happens-when-you-cant-afford-dental-care
https://www.wdgpublichealth.ca/blog/how-say-no-norovirus-your-home
https://www.wdgpublichealth.ca/blog/how-say-no-norovirus-your-home
https://www.wdgpublichealth.ca/blog/how-say-no-norovirus-your-home
https://www.wdgpublichealth.ca/blog/how-say-no-norovirus-your-home
https://www.wdgpublichealth.ca/blog/how-say-no-norovirus-your-home
https://www.wdgpublichealth.ca/blog/how-say-no-norovirus-your-home
https://www.wdgpublichealth.ca/blog/taking-care-your-mental-health-during-social-distancing-and-self-isolation
https://www.wdgpublichealth.ca/blog/taking-care-your-mental-health-during-social-distancing-and-self-isolation
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growth happened in the 65+ age group at 11 percent of 

users, up from 5 percent in 2019. This shows that the 

WDGPH website was utilized by all age groups in our 

region to get reliable and trusted COVID-19 information. 

Channels 

The top referral sources to our website in 2020 were: 

1. Organic Search (i.e., Google) (60%) 

2. Direct (i.e., type web URL into browser) (20%) 

3. Referral (i.e., from another website or social) (11%) 

Referral Sources 

For the 11 percent of referrals noted above, the top 

referrals sources in 2020 were: 

1. Facebook App 

2. GuelphToday.com 

3. Twitter.ca 

4. Guelph.ca 

5. GuelphMercury.com 

6. Wellington.ca 

7. UGDSB.ca 

8. DufferinCounty.ca 

9. Health.gov.on.ca 

10. Facebook Web 

Library 

The librarian supports the third Foundational Standard, “Effective Public Health 

Practice,” specifically the first section, “Program Planning, Evaluation, and Evidence-

Informed Decision Making” by assisting public health professionals to find, organize and 

use information to support evidence-based research, programs and services.  

In 2020, the librarian was seconded to the Planning team to manage files related to the 

IMS COVID-19 response but continues to provide literature searches, services and 

copyright support to public health staff and management as they respond to the 

pandemic. 

In 2020, the librarian was involved in the following projects: 

• Writing and coordinating the bi-weekly Community Stakeholder Bulletins 

• Supporting the development of guidance documents and evidence briefs through 

searches and copyright permissions 
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• Conducting daily/weekly searches to support the COVID-19 Weekly 

Epidemiological Summary & Research Review 

• Supporting secondary impacts planning through monthly searches 

• Creation and maintenance of a read-only archive for important documents 

related to the COVID-19 response 

Client Service 

Communications provides in-person client service through electronic and hard copy 

comment cards. In 2020, due to the pandemic, WDGPH services and in-person visits to 

clinics were minimal, resulting in fewer opportunities for comment cards to be 

completed. Here is a summary of results from the 48 comments cards that were 

completed in 2020. 

Electronic Comment Cards 

2020 was the first full year the streamlined electronic client service comment card was 

hosted through RedCap. A total of 13 electronic comment cards were completed, only 

slightly fewer than 15 in 2019. Of the 13 respondents, 23 percent were very satisfied 

with their visit, 8 percent were satisfied, 23 percent reported being not satisfied, 31 

percent were very unsatisfied, and 15 percent provided no response. Client satisfaction 

was higher in 2019, however, many pandemic-related factors impacted client service in 

2020 which could account for the lower satisfaction levels. 

In terms of appointment convenience, 46 percent found them either very convenient 

(31%) or convenient (15%), while 31 percent reported them as inconvenient (8%) or 

very inconvenient (23%); 23% provided no response to this question. 

The majority (62%) of respondents said they would return to WDG Public Health for 

future services, while 15 percent said no and 23 percent had no response. None of the 

clients indicated their reasons for visiting WDGPH. 

Hard Copy Comment Cards 

In 2020, a total of 35 hard copy comment cards were received, down significantly from 

114 collected in 2019 due to the WDGPH office and clinics being closed to the public for 

most public health services. Of the cards collected, approximately 83 percent of 

respondents reported they were very satisfied (74%) or satisfied (9%) with their 

experience at WDG Public Health, citing responsiveness, friendliness and attentive 

care. Of those who reported being not satisfied (6%) and very unsatisfied (11%), wait 

times for appointments were cited as the primary complaint.  
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Image 14: WDGPH Visit Satisfaction 

 

Conclusion 

2020 was an unprecedented year for WDGPH Communications. As our agency’s 

primary connection to the public, the team led many of the communications efforts 

undertaken over the course of 2020 to educate and inform about our local COVID-19 

situation, increase awareness of disease prevention measures and protect and promote 

the health of our communities by slowing the spread of COVID-19 in WDG. 
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