
Best Practices For Harnessing 
The Power Of Social Media In 

The Healthcare Industry.    



Thank you for the invitation to speak to you 
today. 

I’m Jennifer Frazier, President of The Creative 
Stable. I am a journalist by degree, an 
advertising and marketing communicator by 
profession, and a social media enthusiast by 
sheer fascination.   



So how prevalent is social media usage in 
the U.S.?   

 
 
According to eMarketer, 
there are 172.6 million 
social media users in the 
U.S., which is over half of 
the population. 
 
 



How much is social media usage predicted 
to grow in the U.S.?   

 
 
Within the next three to 
five years, the use of social 
media to connect with 
individuals is expected to 
increase by 256 percent.  
 
 



How prevalent is social media usage by 
health care providers and facilities?   

 
 
Currently 94 percent of 
hospitals have a Facebook 
account.  Many of those 
also have accounts on 
Twitter, Instagram and 
YouTube. 
 



How prevalent is social media usage by 
health care providers and facilities?   

 
 
Currently 60 percent of 
doctors say social media 
improves the quality of care 
delivered to patients and 
value the transparency and 
open communication these 
mediums provide.   
 



How receptive are patients on the use of 
social media by their healthcare providers?   

 
 
A recent survey by 
Pricewaterhouse Coopers 
showed that more than 70 
percent stated they 
appreciated receiving 
assistance from healthcare 
providers via social media.   
 



How receptive are patients on the use of 
social media by their healthcare providers?   

 
 
In that same study, 42 
percent have used social 
media to access health-
related customer reviews of 
physicians and procedures. 
 



How receptive are patients on the use of 
social media by their healthcare providers?   

 
 
In that same study, 25 
percent reported posting 
about their health 
experience, and 20 percent 
joined a health forum or 
community. 
 



How receptive are patients on the use of 
social media by their healthcare providers?   

 
 
Most importantly, use of 
social media affected the 
decision to seek a second 
opinion among 45 percent 
of those surveyed.   
 



So out of the wide variety of social media 
channels, which should you focus on?   

 
 
While there are more than 
a dozen social media 
platforms, in this 
presentation, we’ll focus on 
the three most popular 
among users and 
healthcare providers and 
facilities:  Facebook, Twitter 
and YouTube.   
 
 



The Big Three:  #1 Facebook.  
 
 
Facebook is comprehensive 
and allows you to post pictures, 
add videos, send detailed mass 
messages, publicly interact on 
Walls, and more. Currently, 
Facebook has 156.5 million 
users in the U.S. Facebook ad 
campaigns can reach thousands 
for a minimal ad spend.  



How Anne Arundel Medical Center Uses 
Facebook.  

 
 
Facebook is powerful because 
of its viral nature.  Anne 
Arundel Medical Center in 
Annapolis, Maryland uses 
innovative ideas to spur 
Facebook interaction.   



How Anne Arundel Medical Center Uses 
Facebook: National Dress Up Your Pet Day  

 
 
A recent post on AAMC’s 
Facebook page highlighted 
pictures of nurses with Eaton, 
the hospital’s therapy dog, on 
National Dress Up Your Pet Day. 
The post gained over 100 likes, 
shares, and comments from 
followers.   



How Anne Arundel Medical Center Uses 
Facebook: Movember. 

 
 
Every year during “Movember”, 
when men grow mustaches to 
raise awareness for men’s 
health, AAMC invites users to 
post a real or fake mustache 
photo along with the hashtag 
#AAMCStachie (giving them 
visibility on both Facebook and 
Twitter), drawing hundreds of 
submissions through user-
generated posts.   



The Big Three:  #2 Twitter. 
 
Twitter excels in short message 
bursts of 140 characters or less, 
event updates, blog post 
pushes, and breaking news.  It 
allows a provider or facility to 
instantly send a succinct 
message to followers in a way 
that feels very one-on-one.  
Hash tags are used to help 
people search for content and 
message threads.  



How the Centers For Disease Control Uses 
Twitter. 

 
During a public health crisis, 
Twitter offers a particularly 
beneficial platform to inform 
and protect the public due to 
its immediate and wide 
reaching nature. 



How the Centers For Disease Control Uses 
Twitter: ZIKA Awareness 

 
During the Zika Outbreak of 
2016, the CDC used Twitter 
build awareness and 
prevention knowledge among 
frontline providers, civilians, at-
risk travelers, and quickly 
addressed the spread of 
misinformation as it related to 
treatment, risk zones, and 
prevention. 



How the Center For Disease Control Uses 
Twitter: Live Twitter Chat 

 
To help reduce gaps in message 
retention and understanding, 
the CDC turned to live Twitter 
chats allowing the team to 
speak directly to the public and 
answer their questions and 
concerns.   



The Big Three:  #3 YouTube. 
 
 YouTube is purely a video 
medium.  Five billion videos are 
watched on YouTube daily.  On 
average 300 hours of video are 
uploaded every minute. The 
service’s search engine is 
second in use only to 
Google.  This staggering 
number of searches makes it 
essential to have a presence on 
this platform. 



How Cigna Uses YouTube. 
 
Cigna gets the most views per 
video on YouTube of any major 
healthcare provider. Cigna has 
devoted time to developing 
specific digital short-form ads—
the videos are around 15 to 30 
seconds on average—and it’s 
targeting relevant content and 
audiences. In other words, the 
company is creating its YouTube 
videos with a very clear 
purpose in mind. 



How Cigna Uses YouTube: TV Doctors Of 
America, 432,189 views 



How Cigna Uses YouTube: Next Generation 
Coach, 372,213 views 



Other social media platforms. 
 
Instagram, a Millennial favorite, 
has 77.5 million U.S. users, 
while Pinterest has a following 
of 150 million, while up-and-
coming SnapChat has just 
surpassed that number by 
several thousand.  LinkedIn is a 
business-related forum with 
good connectivity between 
professionals.  There are 500 
million LinkedIn users 
worldwide and more than 10 
million active job posts.   
 



So how do you leverage social media for 
healthcare audiences?   

 
 
Obviously, social media 
cannot be ignored or 
downplayed for any 
business—particularly 
information-rich 
organizations like those in 
healthcare – and could be 
the key to winning new 
patients and retaining 
existing ones.   
 
 



What can social media do for you?   
 
 
✚ Help you establish 
brand     
     authority 
✚ Raise local health 

awareness 
✚ Monitor patient 

interests 
✚ Increase trust and 

credibility 
✚ Raise awareness for 

campaigns, services and 
programs 

 
 
 



Best Practices:   
Create and Follow Objectives. 
 

Similar to traditional marketing campaigns, healthcare organizations must define the 
objective of using social media in order to fully capitalize on its potential.   
 
If the idea is to spark two-way conversations with followers and increase engagement 
and share important information about health topics or the practice, then Twitter and 
Facebook are your best platforms to use.   
 
If the idea is to educate or entertain, then engaging browsers on YouTube would be 
your best bet.  
  



Best Practices:   
Consistency is key. 
 

The number one rule of social media is to be consistent. By this, I don’t mean “keep 
doing the same thing”—you should always be experimenting with new trends, 
features, and strategies.  
 
Consistency is most important when talking about frequency. Your social media 
followers will expect you to tweet, blog, or post on a consistent basis—and if you 
don’t, they’ll go listen to someone who does. 
  



Best Practices:   
No Ghost Towns.  
 

If you join a network, be prepared to be active on it. It’s important, when choosing 
social media platforms (and there as SO MANY to choose from), to be picky about 
where you put your efforts.  
 
You don’t want to overextend yourself, or start using a platform only to drop it a few 
weeks later. That’s wasted effort, and social media is all about the long game—you’re 
building a relationship with your audience, and a relationship takes time. 
  



Best Practices:   
Each Platform Has a Distinct Language.  
 

One of the most common social media mistakes people make it sharing the same 
message in the same way across all the social media platforms. The platforms are 
different—from the reasons why people use them to the way they use them.  
 
Understanding each platform’s subtleties is the first step to creating messages that 
will resonate with your audience. Make sure whoever develops content to deploy to 
your accounts and monitors page interaction speaks those social media languages 
fluently.    
 
For instance a Facebook page post of 200 words won’t translate well into a 140-
character tweet.   
  



Best Practices:   
Listen to Your Audience.  
 

Have you ever heard the old adage, “Listen twice as much as you speak”? This is still 
true in social media! Social media shouldn’t be a bullhorn you use to blare your 
message out at the world—it’s more like a ticket to an event where you have the 
chance to connect with your voters, donors, and supporters on a one-on-one basis.  
 
Setting up a social listening strategy can help you to keep abreast of what’s already 
being said about you, participate in the conversations that matter, and gauge the 
temperature of your audience to better direct your publishing strategy. 
  



Best Practices:   
Be HIPAA Compliant.   
 

From policies on images and Tweets to comments and videos, HIPAA has strict 
guidelines that must be followed such as comment moderation and page/post liking: 
 
 ✚ Don’t talk about patients, even in general terms 
 ✚ Talk generically about conditions, treatments and research 
 ✚ If you wouldn’t say it in an elevator, don’t put it online 
 ✚ Always check the tone of your social media presence 
 ✚ Never let staff mix personal and professional lives 
 ✚ Prominently post policies for all social media platforms 
 ✚ Do not practice medicine online by responding to patients offline 
 



Best Practices:   
Share Information.  
 

Provide patients and prospects with the ability to access information quickly and 
communicate it with others.  Here are the types of information you should be sharing: 
 
 ✚ Provide updates on new technologies 
 ✚ Introduce new doctors, staff, hours, locations and services  
 ✚ Answer questions on various topics of concern 
 ✚ Deliver generic pre- and post-operative care information 
 ✚ Offer updates that relate to the practice or facility itself 



Best Practices:   
Compare and Improve Quality.  
 

Utilize social media by spending time evaluating competitors to get an insight into the 
services they offer and overall patient satisfaction.  
 
 ✚ Gain insights into competitors’ services and overall patient satisfaction 
 ✚ Mimic social media concepts you like that are tailored to your 
organization 
 ✚ Immediate responses from patients help gauge prevailing attitudes 
 ✚ Understand general patient consensus on new techniques and services 
 ✚ Adjust your communications based on feedback to others 



Best Practices:   
Train Medical Personnel.  
 

You can use social media channels as part of your training process.  
 
 ✚ During presentations encourage trainees to use certain hashtags on 
Twitter 
 ✚ Ask trainees to join groups to make learning more interactive  
 ✚ Enable trainees to offer immediate feedback on training sessions 
 ✚ Record training sessions and post them online 
  



Challenges:   
Meet Dr. Google.  
 

The age of social media and the Internet has affected healthcare as much as it has 
affect all domains of life.  Cyberchondria is a very real challenge as doctors see 
patients who come armed with information, or sometimes misinformation, regarding 
their symptoms or concerns.   
 
This is why a 2014 survey of 4,000 physicians found that although more than 90 
percent of them used social media personally, only 65 percent used it for professional 
purposes.   
 
The hunger for information makes it more important than ever for healthcare 
professionals to make correct and insightful information available to patients and 
prospects online.  They’re going to find the information they seek.  Make sure the 
information the receive is appropriate.  
 
  



Challenges:   
Keeping Your Cool.  
 

It can really sting to receive a bad review on Facebook or be tagged in a negative 
Tweet.   
 
It’s extremely important that you address any negative information swiftly and 
without being defensive.  Make sure you communicate that you’re sorry the reviewer 
feels that way and offer ways to remediate the situation, online where everyone can 
see, showing that you care about patient satisfaction—even when they’re in the 
wrong in their perception of the problem.   
 
  



Challenges:   
Keeping your Staff On Message.  
 

So you have a nurse who really loves her cats.  Posting videos of them on your 
professional Facebook page isn’t the place for them.   
 
Likewise, politics and religion have no place on professional social media pages, unless 
they represent a candidate or religious institution.   
 
Be careful with how you address current events, particular in this increasingly divisive 
and polarized social climate.   
 
Don’t ever allow anyone on your team to use social media recklessly.  
 
  



Opportunities:   
Engage a Larger Community.  
 

Social media allows you to reach people you otherwise wouldn’t be able to in such a 
targeted and personal fashion.   
 
Social media interaction ultimately helps improve trust between patients and 
providers, which in turn leads to better outcomes in general.   
 
Social media allows healthcare professionals to come into closer contact with their 
community.  
 
  



Opportunities:   
Facilitate Patient Empowerment.  
 

By enabling and engaging in patient forums and research networks online, you can 
develop and facilitate greater patient empowerment. 
 
By establishing yourself as a subject matter expert, you will provide a safe, trusted 
space where patients and prospects can explore the topics that matter to them most. 
 
Give your audience credit for grasping big ideas and promising breakthroughs.  They 
are hungry for positive medical insights.   
 
  



Opportunities:   
Facilitate Physician Collaboration.  
 

Using social media channels can encourage physician alignment and collaboration.  
 
For instance, Texas Health, a network of 25 hospitals that employs 5,500 physicians, 
created an enterprise social network of their own to help physicians communicate 
and work with one another in overcoming challenges posed by the work environment, 
such as EHR requirements.   
 
Such collaboration shortens the learning period and fosters a greater acceptance of 
using social media tools in their practices. 
 
Use of a private Facebook group is a common way physicians, staff and other 
providers can stay in touch.   
 
  



Thank you! 

Jennifer Frazier 
Jennifer@TheCreativeStable.com 

TheCreativeStable.com 
813-991-2334 

Any questions?   


