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Background: Pregnant women use the Internet and social networking sites to meet a variety of pregnancy-
related needs as well as to help make decisions regarding their pregnancy and/or parenting. Knowing more
about the current landscape of social networking sites as it relates to pregnancy can inform future work that
wants to leverage social media for education or support.

Methods: Across a 7-day period, we conducted a content analysis of 4 Facebook pregnancy-related groups
and 4 Instagram pregnancy-related channels. The posts were coded based on the nature, content, and
purpose of each post as well as the number of likes, shares, and comments for each. After establishing inter-
rater reliability, univariate statistics were used to describe the nature, characteristics, and popularity of the
posts for each group or channel. We then used logistic regressions to predict which characteristics were
associated with being popular or unpopular with users.

Results: There were 288 eligible posts within the 7-day window. Only a small proportion of the large
(182,000 to 2,527,712) amount of followers responded with likes or comments (comments: mean =0.02%,
SD =0.04%; likes: mean =0.36%, SD =0.89%). Facebook posts tended to give more general pregnancy-
related information or opportunities for personal sharing while Instagram posts often had emotional support
themes or posts meant to make pregnancy relatable. Popular posts tended to try to make pregnancy more
relatable (OR =4.21, P<0.01) or offer emotional support (OR =4.62, P<0.01), while unpopular posts tended
to provide general pregnancy-related information (OR= 2.17, P<0.05).

Conclusions: In general, there were clear characteristics that differentiated the two social networking
site posts that garner user attention or not. This can inform how to provide health information and social
support via social media to maximize its influence. This work suggests which features are desirable for
followers and can help those interested in leveraging Instagram and Facebook to provide pregnancy-related
health information.
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Introduction books, and family and peer networks (1,2). With the

expansion of technology and smartphone applications as
Pregnancy can be a period marked with intense information well as a dissatisfaction with the prenatal care appointment
seeking and decision making behaviors. Historically, structure (3), many pregnant women are turning to online

such information was obtained via healthcare providers, sources for information (3). Pregnant women use the
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Internet for a variety of pregnancy-related reasons, ranging
from information seeking to decision-making and sharing
of experiences (4,5). Many women report using smartphone
applications (i.e., apps) for pregnancy-related purposes (5,6)
and increasingly the app market is focusing on pregnancy.
In their content analysis of pregnancy-related apps, Tripp
et al. (7) found that 40% of applications had information
searching features while 19% had medical tools for tracking.
Research finds that women are utilizing digital devices
and online platforms for health information through formal
and informal channels including specially designed apps,
medical websites, and Facebook groups (8-10). As such,
interventions for healthy pregnancy utilize these digital
resources and have shown positive influences on health-
related outcomes (10). For instance, web-based interventions
have helped reduce gestational weight gain (11),
increase activity levels (8), and lower perinatal/postnatal
depressive symptoms (12-14). Additionally, texting
interventions have shown improvement in maternal and
child health outcomes (15) such as less gestational weight
gain (11). However, far less research has been focused on
interventions through existing and highly popular social
media platforms, such as Facebook and Instagram. Further,
as these are largely image sharing platforms, research has yet
to explore the characteristics of posts that capture women’s
attention, are liked by pregnant women, and generate more
comments, sharing, and/or discussion. If interventions want
to leverage these existing and highly popular platforms (16),
understanding the aspects that are enjoyable to women is
essential. Therefore, this study explores the characteristics
of posts on four popular Instagram pregnancy channels and
four Facebook pregnancy group pages over a 7-day period.

Mobile device supports for pregnancy

Mobile health, i.e., mHealth, research has explored web-
based, text-based, and social media-focused interventions
for improving health attitudes and behaviors as well as
health literacy. Since people use these platforms for health-
related needs, leveraging them for intervention makes
sense. For instance, Oh and colleagues (17) found that
almost 40% of their 291 participants pursued social support
for a health issue on a social media platform and such use
improved health self-efficacy as well as perceived emotional
support. Although web-based and text-based interventions
have a promising future in health promotion, some argue
that today’s technology users can become overwhelmed
by the sheer number of smartphone apps on the market,
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making them less effective (18). In the area of apps focused
on pregnancy, they can vary greatly in the content they
provide (19), increasing the need for numerous apps to meet
different pregnancy-related needs. Since social media have
already been shown to be an effective tool to communicate
health information (20), and include platforms that women
typically utilize on a regular basis (21), capitalizing on
existing types of use may be a more suitable mechanism to
improve prenatal and postnatal knowledge and health.

In order to leverage existing social media platforms
to support pregnant and postnatal women’s health, posts
would need to be presented in a way that is appealing to
users, captures attention when posted in a (potential) sea
of other posts, and in a form and tone to which users are
receptive. Understanding more about the current landscape
of pregnancy-related social media can help inform the use
of these platforms as a vehicle for health information and
potentially behavior change without the added burden
of another application, text notifications, or active web-
searching. Knowing more about what information women
are attending to and sharing online can provide information
to health professional on how best, and through which
avenues, to provide prenatal and postnatal information.
Therefore, this study examines the characteristics of
Facebook and Instagram posts related to pregnancy and
postpartum periods and systematically captures how people
are engaging with these posts in order to provide insights
into how best to provide pregnancy-related information via
social media platforms.

Methods

This study addresses two research questions: (I) what are
the general characteristics of the pregnancy-related posts
available to users of two major social media platforms,
Instagram and Facebook, and more specifically; (II) what
are the characteristics of the posts that have the highest and
lowest amount of attention from users. To answer these
questions, an in-depth content analysis of these two highly
used social media platforms was conducted. Capturing
all posts in a 7-day period from 4 Facebook groups and
4 Instagram channels, we coded the nature, content, and
purpose of each post as well as the number of likes, shares,
and comments for each. The social media groups were What
to Expect (both platforms; Facebook and Instagram), The
bump (both), Baby Center (both), Essential baby on Facebook,
and Scarymommy on Instagram. These groups were selected
because they have public pages, are focused on numerous
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aspects of pregnancy, and have a large number of followers
(182,000 to 2,527,712 followers). As these groups deal with
parenting in general, only posts that were pregnancy-related
or related to children under 2 years of age were included.
Posts about fertility-related conceiving or miscarriage were
excluded. Posts within a 7-day timeframe (7 pm on 1/27/19
to 7 pm on 2/3/19), meeting eligibility requirements were
screen captured and compiled for coding.

Coding

The initial round of coding used descriptive coding (22)
where each post was assigned codes that described the
general nature of the post. A post was defined as the
picture and text (including caption, hashtags/#, and
tags/@) initially posted together). A list of pre-determined
codes was initially used and further modified as coding
continued. Given the nature of social media posts, some
predetermined codes included the type of picture (e.g.,
glamour (make-up, professional or edits/enhanced), natural,
text/written words only and pregnancy-related themes
(e.g., pregnancy progression, pregnancy body, and post-
pregnancy body). The resulting codebook consisted of 45
major codes including sub-codes underneath more general
codes (e.g., information: general, developmental, or advice).
For example, one post was coded as a natural picture of
a mother and baby with the perceived intent to provide
emotional support (see Figure 1 for an example post). A full
description of codes can be found in 7ables 1 and 2. Inter-
rater reliability was done by randomly selecting 10 posts
from each site (40 from Facebook and 40 from Instagram)
to be double coded. Percent agreements were averaged
across code and coders. In general, percent agreement was
good across categories (mean r=0.92; range 0.76-1.0, see
Tables 1 and 2).

In addition to coding the characteristics of each post,
details were recorded for the number of likes, comments,
and Facebook sharing (although sharing is possible on
Instagram the platform does not display the frequency of
sharing on the post). Additionally, since sites have different
numbers of followers, we calculated the percent of the site’s
network that liked, commented, or shared each post.

Given the descriptive nature of this study, univariate
statistics of the posts for the two platforms and eight sites
were calculated. Additional comparisons were made across
platforms in terms of the most commonly used qualitative
codes, posts that were duplicated on both platforms, and
characteristics of most popular and least popular posts. The
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popularity of posts was determined by comparing posts that
were at least two standard deviations above the mean for the
proportion of network that liked, commented, or shared the
post. All proportions were standardized and popular posts
had z-scores above 2, while unpopular posts had z-scores
of -2 or lower. Finally, logistic regression analyses were
performed to determine what post characteristics predicted
being popular or unpopular on Facebook, Instagram, or
across both platforms. As a few of the same posts appeared
on both Facebook and Instagram, comparisons of their
popularity were also made to assess if characteristics of
being liked vary by platform type.

Results
Characteristics of Facebook and Instagram posts

Across Facebook and Instagram platforms, the amount of
eligible posts in a 7-day period varied greatly from 18 to
100 posts for Facebook and 12 to 32 posts for Instagram.
In total, 288 posts were coded. Table 3 shows the general
characteristics of each site by platform including number
of followers, number of posts, statistics for likes and
comments, and most commonly used qualitative codes. The
pictures posted on Facebook tended to be natural (selfies,
little to no makeup or apparent photo editing) pictures of
mothers or baby while Instagram posts tended to involve
more glamorized images of mother or mother and baby
(e.g., professional level images, use of makeup, clear photo-
editing) or simple textboxes without a person in frame.
Facebook posts tended to be related to general information
about pregnancy and personal sharing of information while
Instagram had more posts with emotional support themes
or attempts at making pregnancy relatable. For further
descriptive characteristics by platforms please see Table 3.

Popularity of types of posts

Our target pages/channels had large networks of followers
(182,000 to 2,527,712 followers; mean =812,869, SD
=805,587) and commenting and liking of posts were done by
only a small proportion of these networks (comments: mean
=0.02%, SD =0.04%; likes: mean =0.36%, SD =0.89%). The
distributions of percentage of comments and likes for the week
of posts per site were heavily skewed to the right, indicating
very few posts garnered high numbers of comments or likes
relative to the total followers of the site.

Posts with the most likes (two standard deviations above
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Figure 1 Popular posts with the greatest number of comments, likes, or shares on both Facebook and Instagram. Posts were designated as

popular if they had likes or comments two standard deviations above the mean for the site.

the mean for that site) were most likely to attempt to make
pregnancy more relatable (e.g., “It’s totally natural when
you have a toddler...Right?”), offer emotional support
to parents (e.g., a text box saying ‘you were someone
before you were their mom, and that person matters’ with
associated text “Find her and take care of her”) and/or have
some humorous elements (e.g., a text box “Can’t believe
I shared my body with a child that won’t even share their
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M&Ms with me”) (mean =0.50, 0.56, and 0.31 respectively).
This was evidenced for both Facebook and Instagram
posts. In terms of posts eliciting the most comments, posts
encouraging people to share or add to the dialog (e.g.,
“What baby milestone are you most looking forward to?”),
posts that try to make pregnancy relatable, and/or were
humorous had the highest percentage of comments (mean
=0.31, 0.62, and 0.38 respectively). The types of posts
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Table 1 Main characteristics of the images posted on Facebook and Instagram
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WHO Definition Percent agreement
Mother Image of a pregnant woman or mother 0.89
Father Image of a man 0.93
Baby Image of a baby 0.95
Mother & father Image of a man and a woman together, often the woman is pregnant 0.92
Mother & baby Image of a woman and one or more babies 0.95
Father & baby Image of a man and one or more babies 0.98
Family Images that include both parents and at least one child or one parent and multiple 0.98
children
Siblings Images of siblings that appear to be related (e.g., twins, old/young siblings) 0.98
Other Images that include women and/or men, actors, etc. but not mothers or fathers 0.86
None Posts that do not include a picture of a person 1
Type
PIC-third party Staged photos that were taken for professional purposes, advertisements, news 0.93
stories, etc.
PIC-glam Staged photos that are used for personal reasons, (e.g., professional family photo); 0.76
most likely posted by a user not a company
PIC-natural Posts that are not staged and unfiltered/unedited 0.83
PIC-graphic Posts that are of a graphic/cartoon/etc. 0.98
Meme Posts that are of memes or gifs 0.97
Video Posts that are of videos or multiple memes playing in a row and repeating 0.99

Text-text box (TB) Posts that are just words in a text box

most often shared were posts that had humorous and/or
emotional supportive elements. For examples of posts at the
top end of the distribution, please refer to Figure 1. Finally,
the odds of a post being popular were greater for posts
using textboxes (OR =21.06, P<0.001) as well as posts that
attempted to make pregnancy more relatable (OR =4.21,
P<0.01; e.g., “This is why you need to pee all the time while
pregnant—All \\\\:\ the &Q\ time”) and posts that offered
emotional support (OR =4.62, P<0.01; e.g., textbox “Which
stage of motherhood is the hardest? Probably the one
you’re in right now. This too shall pass, Mama.”).
Determining unpopular posts was more difficult
given the skewed nature of the distributions. In general,
most posts had few likes, comments, or shares per total
number of followers. Thus, no posts had a z-score of -2.
Additionally, commenting patterns across Facebook and
Instagram differed greatly. Thus, we defined unpopular
posts on Facebook as those with a total sum of equal to or

© mHealth. All rights reserved.

less than 10 across the like and comment categories (e.g.,
0 comments & 9 likes or 1 comment & 0 likes). Instagram
posts had very few zeroes indicating that most posts had
some amount of commenting or liking. Not commenting
on, liking, or sharing was more common on Facebook.
Unpopular posts on Instagram were defined by posts with
less than or equal to 0.005% of comments per followers or
0.10% for likes per followers, as likes were more common
on Instagram compared to comments.

On Facebook ‘What to Expect’ had 36 posts, ‘the bump’
had 13 posts, ‘baby center’ had 1 post, and ‘essential baby’
had 4 post that met the unpopular requirements. A majority
of these posts were coded with general pregnancy-related
information. As for unpopular posts on Instagram, ‘What
to Expect’ had 7 posts, ‘the bump’ had 9 posts, ‘baby center’
had 10 post, and ‘scarymommy’ had 1 post. Most of these
posts featured an ‘Awe-Cute’ characteristic, which are
images that are meant to be adorable such as a baby dressed
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Table 2 Overall nature or goals of pregnancy-related posts
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General Definition Example Percent
agreement
Information
General Posts that are meant to provide general pregnancy-  “How far apart should you space your kids? Pros 0.79
related or parenting information and cons of every age gap”; “Nine things to know
about baby’s kicks in utero”
Development Posts that provide specific baby/fetus development  “This is exactly what your baby feels every week 0.95
information of pregnancy”; “17 game-changing milestones no
one ever talks about”
Advice Posts that are meant to give advice and/or tips “9 tips to plan the perfect sprinkle show for your 0.85
on pregnancy, motherhood, fatherhood, and/or second baby”; “9 clever hacks that will make new
infancy. Typically the word “tips” is in the title and the parents’ lives just a little easier”
information is more actionable and provides concrete
steps/things to do
Emotional Posts that support pregnant women, mothers, or “You were someone before you were their mom, 0.74
Support fathers in some way; could include posts meant to and that person matters”; “They say you are ‘with
inspire parents and/or encourage mothers, fathers, or child’ when you are pregnant, but | am a stay at
both home mom so | am never really without child—
Shout out to all SAHM”
Empowering Posts that are meant to empower pregnant women “Flaunt that scar mommal! 75 “body shaming 0.86
and/or mothers, motherhood, fathers or fatherhood. s never okay ‘K\\-C»’j” ; “These will give you the
That promote strength and resilience in pregnant chills. Moms are so strong l‘f ”
women and parents =
“Awe cute” Posts that have an element of cuteness “Yay! Who else is excited because it’s Friday?” 0.83
(pic of an excited toddler)
Pregnancy body Posts that include showing the pregnant body at “First-time mom’s don’t notice baby’s actual first 0.90
one point in time as a focus of the post (e.g., profile  kicks.” (pic of a pregnant women with her hand
image of belly size, obscured image b/c of belly, etc.) on her belly)
Post-pregnancy  Posts that include showing a post-pregnancy body “8 C-section photos that embody the magic of 0.96
body (glamorous or not, including C-section scars, skin birth”
stretching, etc.)
Pregnancy Posts that show the progression of pregnancy and/  “Watch your organs move to make room for baby 0.99
progression or the pregnant body through multiple images side every week of pregnancy”
by side (or some comparison between two or more
pics), including ultrasound progressions
Baby Posts that announce the birth of a baby “Already mastering the big sis duties.” (pic of a 0.93
announcement newborn in a hospital bassinet with a message
board with name, birthdate, weight and height
with big sis looking)
Labor Posts that describe labor and/or are about labor “11 photos taken by a mom in labor show what 0.99
childbirth really looks like”
Birthday Posts that are related to birthdays “Have a special birthday coming up? Tips on 0.99
planning baby’s big day.” (photo of a girl dressed
up for 1% birthday grabbing into a cake)
Products Posts that display products or are advertising “A closer read of the diaper box can prevent you 1

pregnancy or parenting products

from spending more before you have to. (with a
Pampers diaper box pic)”

Table 2 (continued)

© mHealth. All rights reserved.
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Table 2 (continued)
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P t
General Definition Example ercen
agreement
Humor Posts that are meant to be funny and/or have an “When my spouse and | are out to dinner with 0.85
element of humor new parents and they start a sentence with ‘Well,
we will NEVER let our child...” (with a meme)”
Efforts to relate ~ Posts that relate pregnancy and/or parenthood “This is why you need to pee all the time while 0.78
experiences to each other and/or that are meant to pregnant” —All &\\\ the Q time
show the similarities in pregnancies. Can include )
posts that want readers to see that others are
experiencing similar things.
Personal sharing Posts that tell a story or share a personal experience “Can you tell your birth story in only 6 words?”; 0.79
and/or encourage others to share in the comments “Who helped you the most after the baby
section arrived?”; “The Kahler family opens up about life
breastfeeding twins”
Story Posts that are sharing a news story or celebrity story “15 celebrities got really real about breast milk” 0.89
Research Posts that refer to a research study and/or experts or “Study: Industrial chemicals pass from mother to 0.93
reports fetus throughout pregnancy”
Name Posts that deal with choosing a baby name/ “Finding a baby name is hard—we can help!” 1
suggesting baby names
Gender reveal Posts that refer to revealing the gender of the baby “Well that reveal took longer than they expected! 0.99

Cute idea” (a video of an expectant couple doing
a gender reveal)

up like a French fry in a carton of French fries (refer to
Figures 1 & 2 for examples). Finally, the odds of a post being
unpopular on Facebook were greater for posts with more
commercialized photos for third party purposes (e.g., selling
a baby product) (OR =2.32, P<0.05) and posts that provided
general pregnancy information (OR =2.17, P<0.05; e.g., “8
things I wish someone had told me about the first 24 hours
with a newborn”). Unpopular posts on Instagram were
more likely to have a picture of a baby (OR =4.81, P<0.01)
or “awe-cute” posts (OR =6.29, P<0.001).

Comparisons across duplicated posts on both Facebook and
Instagram

The pregnancy-related site ‘What to Expect’ had the most
posts that were on both Facebook and Instagram. Across
the 16 duplicated posts, all but two posts had more user
engagement on Instagram as evidenced by more likes and
comments per total number of followers compared to
Facebook. For example, the same post on both platforms
received 548 likes (0.16%) and 165 comments (0.05%)
on Facebook to compared to 7,678 likes (4.22%) and 485
comments (0.27%) on Instagram. “The bump’ page on both

© mHealth. All rights reserved.

Facebook and Instagram had three duplicated posts and all
posts had more user engagement on Instagram compared
to Facebook. Characteristics of posts that were duplicated
on both platforms involved humor or posts that made an
effort to make pregnancy more relatable as well as adorable
pictures (i.e., ‘awe-cute’) and personal sharing posts (e.g.,
“Yuuuup. What did you over-purchase with baby no. 1?”).

Discussion

Facebook and Instagram are highly popular platforms (21)
and include groups and channels for prenatal and
postnatal periods that appear to provide visual and textual
information about pregnancy, parenting, social support, and
humor. From our content analysis, we found that although
a small portion of followers comment, like, and share
posts, there are still large numbers of reported followers
of these sites. As such, even though small portions of the
network respond, these are still 606 to 12,143 unique
users responding. Importantly, certain qualities of posts
are associated with more user activity. Specifically, posts
offering emotional support and humor are more likely
to be shared, liked, or commented on. This suggests that
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Table 3 Descriptive characteristics of social networking sites across platforms

Platform Group/ Number of ost Mear.1 [SD] of Range of likes Mean [SD] of  Range of Most used codes
account followers likes comments comments
Facebook Baby center 2,527,712 35 2,223 [5,495] 7-24,000 229 [282] 0-1,000 Natural mother and baby or
baby photos and posts for
personal sharing or humor
What to 344,640 97 111 [287] 0-1,900 11 [28] 0-184 Natural baby photos and
expect posts that provide pregnancy-
related general information
and personal sharing
The bump 287,725 59 114 [188] 0-1,000 15 [31] 0-165 Natural mother photos and
pregnancy-related general
information posts
Essential 957,878 18 134 [230] 0-854 34 [60] 0-249 Natural mother or baby
baby photos and emotional support
or general pregnancy-related
information posts
Instagram  Baby center 352,000 16 958 [976] 134-3,676 43 [58] 1-232 Equal numbers of natural and
glamorous photos of baby or
mother & baby and posts for
emotional support or relating
What to 182,000 19 3,817 [3,229] 0-10,774 161 [181] 1-573 Posts with a natural baby or
expect text box and posts that make
efforts to relate or use humor
The bump 451,000 31 3,128 [2,030] 607-7,515 84 [106] 6-431 Glamorous baby photos and
emotional support or advice
posts
Scarymommy 1,400,000 12 35,211 [19,113] 6,861-73,662 1,012 [561] 52-1,892 Text box posts for emotional

support or efforts to relate

The eligible posts were collected over the same week period.

pregnant women and mothers of babies use these popular
platforms in ways that may bolster their feelings of support
or help to find humor in everyday mothering or pregnancy-
related themes. Research on humor has shown it to be
effective in improving information retention (23,24) and
health outcomes (25,26). Thus, using humor to provide
health information to women around pregnancy and
postnatal periods might be advantageous, since users seem
to prefer humorous posts.

Other studies have found social media to be a valuable
resource for seeking and receiving social support (27,28).
As such, it is not surprising that followers of these
Instagram channels and Facebook groups tend to be active
on posts that involve emotional support, sharing and/or
discussing a specific topic. This suggests that social support
interventions could potentially leverage these image sharing
sites to bolster social support or connect pregnant women

© mHealth. All rights reserved.

and mothers with others experiencing similar successes and
challenges.

Importantly, our content analysis provides insights
into what users find unappealing or not worth liking,
commenting, or sharing. Although numerous campaigns
and products hire celebrities and models to promote
pregnancy-related topics and items, we found that women
preferred posts that tried to make pregnancy more relatable
or used humor to normalize pregnancy. Also, posts that
included babies in ‘awe-cute’ situations tended to not
receive many comments or likes suggesting that this feature
did not appeal to many followers of these pages or channels.
Facebook pages often posted general pregnancy-related or
baby/fetal development-related information. However, our
findings suggest that these types of posts are unpopular with
followers. Continually providing pregnancy information
directly in posts may not have the desired effect and it may
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Figure 2 Examples of unpopular posts on both Facebook and Instagram. Posts on Facebook were designated as unpopular if the total

sum of likes and comments was less than or equal to 10. For Instagram, unpopular posts were those with less than or equal to 0.005% of

comments per total followers or 0.10% for likes per total followers.

prove more useful to indirectly give that information via
more humorous or relatable posts.

Finally, pregnancy- and post-partum-related posts were
plentiful on the eight channels/groups we coded over a
short 7-day period. As such, it is possible that users may
feel overwhelmed by the sheer number of posts. The posts
that were the least well received in our analysis were from
sites that had the most total number of posts in a one-week
period. Since activity depends on how often a user logs
into the platform, the time of day the image is posted (and
thus, where it is in one’s feed), the volume of posts from
that channel/group (especially if it raises it on the feed), and
how many channels/groups the user follows, determining
what makes posts popular or unpopular is important if
trying to provide health information in such a busy social
media context. Previous work on the market saturation of
smartphone applications suggests that users can become

© mHealth. All rights reserved.

burdened by too many choices (18). From our results, the
site with the most user attention per post tended to have the
least number of total posts in a week, suggesting that in the
sea of Instagram and Facebook posts, less is more.

Limitations and future direction

One limitation of the current content analysis is that
postings of only four sites per platform were collected for a
one-week period and thus might not reflect the true nature
of pregnancy-related posts across Instagram and Facebook.
While we did establish a set of criteria for the sites selected,
future work sampling multiple one-week periods per site
could further support our findings. Another limitation of
this work is, due to the nature of social networking sites and
their relative anonymity, we could only examine general
interest in posts and not more specific interests (e.g.,

mHealth 2019;5:46 | http://dx.doi.org/10.21037/mhealth.2019.09.09
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working mothers or mothers of different ethnic groups).
Future work that explores the use of social networking sites
as they relate to pregnancy across different groups could
be fruitful in fully understanding how women are engaging
with social media around their pregnancies.

This content analysis sheds light on the characteristics
of current pregnancy-related social networking sites and
the characteristics of posts that motivate followers into
some action, such as commenting, liking or sharing. One
future direction is to build off the current work to examine
more closely the nature of the user comments and the
conversations around pregnancy and health information
that arise in the comments of posts. Is there a dialog around
pregnancy information that is generated between users in
the comments section of various posts?

Finally, we did not directly measure how users felt about
the posts on these pages/channels. Instead, we recorded
their active efforts of liking, commenting, or sharing. Future
research should include pregnant women and mothers of
infants’ reactions and learning from such posts.

Conclusions

This content analysis is a first step in characterizing the
landscape of prenatal and postnatal information on two
highly popular social media platforms. In general, these
sites have large networks in which only a small proportion
comment, like, or share posts. However, there are clear
characteristics that differentiate the posts that garner
user attention or not. This provides insights into how to
provide health information and social support via social
media in a way that users want to receive it. This work can
inform professionals interested in leveraging Instagram and
Facebook to provide pregnancy-related health information
by suggesting which features are desirable. Findings also
suggest that the quality of the post is more important than
quantity of posts.
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