
10 Healthcare  
 Social Media 
Rock Stars   
Share their 
Best Tips



Aha Media Group is marking a decade in the 
business of helping healthcare clients tell their 
stories. To continue the celebration, we asked 
a select group of what we’re calling social 
media healthcare rock stars for their 
thoughts on how hospitals can best use social 
media – and what’s making them sit up and 
take notice.
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The highlights:
• 8 out of 10 say Facebook is the current king.

• 5 out of 10 point to chatbots and Snapchat as the next wave.

• 5 out of 10 say video (think Facebook Live) is the way to go.



Social media 
marketing 
will account 
for 23% of 
marketing 
budgets within 
the next five 
years. 
−State of Social 
Marketing Report, 
2015

OUR ROCK STARS AT A GLANCE

ED BENNETT             PAGE 11

Ed Bennett Consulting
“Search is still the #1 traffic source.”

CHRIS SULLIVAN             PAGE 8

UVA Health System
“Stay focused on search.”

AMANDA TODOROVICH       PAGE 6

Cleveland Clinic
“It’s always about what’s next and how 
to do better.”

ALEXANDRA TURSI           PAGE 5

The University of Vermont Medical Center
“Social media is a fantastic laboratory  
to test and learn.”

ASHLEY DINIELLI             PAGE 7

UCLA Health 
“We love the engagement we’re seeing 
on our Instagram account.” 

EMILY (SOLECKI) STIEBER         PAGE 12

Henry Ford Health System
“Social media has become a 24/7 role.”

WENDY WILSON             PAGE 14

Geisinger Health System 
“Don’t just post filler or irrelevant content 
to your social media channels for the sake 
of posting.”

NANCY JEAN             PAGE 13

Lifespan 
“I definitely want to move in the direction 
of live-streaming.”

CYNTHIA FLOYD MANLEY     PAGE 9

Vanderbilt University Medical Center
“It is both fun and exasperating to 
know that what I’m doing now likely 
won’t work six months from now.”

DAN HINMON             PAGE 10

Hive Strategies & Mayo Clinic Social Media Network 
“Regular, consistent, customer-focused 
engagement is the most important advice I 
can give.”
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WHAT WE ASKED OUR ROCK STARS

Ten years, 10 super social media pros, and 5 probing questions. Here are the questions we asked 
our rock star interviewees to get their valuable insights:

• What is your current biggest challenge around social media?
• Do you have a documented content strategy for your social media channels? 
• What’s your best channel from a ROI perspective – and do you have data that backs that up?
• What’s the most promising “new” channel?
• What’s one thing you wish someone had told you three years ago?

14



ALEXANDRA TURSI 
Social Media Strategist, The University of Vermont Medical Center
      @AlexandraTursi

Our overarching challenge is to remain strategic 
and thoughtful about what is the most 
relevant and timely way to reach and 
engage with our target audiences. A new 
platform, offering, service, or ad type may seem 
intriguing – and there may be the instinct to jump in 
immediately – but we want to always pause and pull 
that new tactic through a strategic lens first. That’s not 
always easy. On the other hand, social media is 
a fantastic laboratory to test and learn: you 
can quickly and fairly nimbly try something new. So, 
we must always remain open to experimentation. It’s 
a yin-yang. 

Our challenges center on content development. 
We want to consistently create vibrant, 
engaging, sharable content that resonates 
with our audience. Our challenge as an academic 
medical center is to deliver sometimes esoteric 
scientific information in an easy-to-understand way to 
best connect with our community. We’ve tried all sorts 

of media – text, video, photo, graphics, animated 
GIFs, infographics. It takes time and expertise to 
develop a great piece of content. Pinpointing what 
gets a person to share that content is tricky and 
something we are always thinking about. 

We develop an annual social media strategy that 
includes our marketing, communications, and web 
plans. A large part of the social media strategy 
centers on content – multimedia and otherwise – 
and supporting SEO. To manage our posts on a daily 
basis, we also use a social media editorial calendar 
and track social media advertising campaigns. 

As far as which social media channels provide 
the best ROI, each delivers on a different goal 
and audience, so we measure the effectiveness of 
each channel differently. For example, Twitter is 
great for PR and media relations, but not for 
engagement. Our most successful channels in terms 
of reach, engagement, virality, and conversions are 
Facebook and our brand blog. We use Facebook 

Insights and Google Insights to track data for both. 

YouTube and Facebook video are promising – which 
is defined by what’s most relevant to the healthcare 
consumer. Video has proven to be a powerful 
way to connect with consumers about 
health care topics. It allows us to break down a 
topic into understandable terms and put a human 
face on our brand. We are excited to try all aspects 
of social media video, including live streaming. We 
believe this will increase access to information. We 
are also excited to test out new possibilities, like 
the communities associated with health apps and 
wearable apps like FitBit, and new video media 
options, like virtual reality. Another exciting area is 
gaming for health.

One thing I wish I knew three years ago: 
The secret of the ALS Ice Bucket Challenge. What a 
simple, brilliant, and effective campaign. 

“Social media is a fantastic laboratory to test and learn.” 
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Cleveland 
Clinic was 
ranked the 
No. 2 most 
social media 
friendly 
hospital in 
2014.
-NurseJournal

AMANDA TODOROVICH 
Content Marketing Director, Cleveland Clinic
      @amandatodo

You can never be too comfortable in social 
media. My biggest challenge is staying on top of 
the changes different channels make to their rules 
and algorithms, and adjusting our posts and tweets 
to ensure success. It’s always about what’s next 
and how to do better. Every channel has unique 
nuances and different usage patterns, but our overall 
approach and core strategy roll up under the major 
goal of national reach and brand awareness. 
We use our blog content on all of our social media 
channels; however, the schedules and mix of content 
vary from channel to channel depending on what the 
data tells us.

Facebook is where we’ve built our biggest audience 
-- more than 1.5 million likes. Ninety percent of 
our social media traffic to Health Essentials 
(https://health.clevelandclinic.org) comes 
from Facebook alone. We also know that the 
demographic profile of our audience is exactly who 
we want to be reaching – older women from across 
the country with a daily interest in health information.

SnapChat is probably where we’ll end up 
next. I know we’re late to the party, and the users 
today are still a little young for our strategy, but the 
usage data is impressive and it seems like it’s here to 
stay for a while.

One thing I wish I knew three years ago: 
That social media would infiltrate almost every 
conversation we have as marketers. Everybody 
wants a social component to their campaigns and 
efforts – and not just in external marketing, but HR, 
philanthropy, internal communications and more. The 
channels may change and measures of success will 
evolve, but the idea of connecting with people and 
brands in this social way is only going to get bigger.

“It’s always about what’s next and how to do better.”
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YouTube traffic 
to hospital sites 
has increased 
119% each 
year. 
−Google Think 
Insights

ASHLEY DINIELLI
Social Media Manager, UCLA Health
      @UCLAHealth

One of my biggest challenges is educating our 
stakeholders that social media is not just 
creating a Facebook page or Instagram 
account, but that social media needs to include a 
strategy and well-developed plan.

In ROI terms, Facebook remains our biggest 
driver of content to our audience. We look at 
click-through rates and use various calls-to-action so 
we can observe if what we are pushing on social is 
moving the needle and driving new patients to our 
organization. We also love the engagement we’re 
seeing on our Instagram account. We get feedback 
from our physicians, too, who tell us that their patients 
mention having seen them on our various platforms. 

Social media channels will come and go, but 
the old ones will continue to reign supreme, 
especially with the new functionalities they are rolling 
out. I am really excited to see how the use of video 
will continue to shape the social landscape.  

One thing I wish I knew three years ago:  
I think as things continue to evolve, it will be critical to 
make sure that social efforts include related websites. 
SEO principals will also need formal positions in any 
communications plans.

“We love the engagement we’re seeing on our Instagram account.” 
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26% of all 
hospitals in the 
U.S. participate 
in social media. 
−Demi & Cooper 
Advertising and DC 
Interactive Group

CHRIS SULLIVAN 
Director, Digital and Marketing Communication, 
UVA Health System
      @uvahealthnews

Facebook is our best channel from an ROI 
perspective. It’s typically our cheapest marketing 
activity. We measure engagement on Facebook: 
dollars against a like, dollars against a view, etc. We 
don’t see another channel competing with Facebook 
in the near term. Our target demographic and most 
active users – women, 45-55 – are less engaged 
and active on Snapchat/Instagram. This isn’t true 
social, but chatbots will probably change our 
interactions with our users in the most dramatic 
ways. We will probably be using these in late 2017.

One thing I wish I knew three years ago: 
Don’t buy any more pairs of flared-bottomed jeans 
and stay focused on search. Search is still king. It’s 
lighter lifting to raise your followers or likes than it is 
to raise your visibility in the search engines.

“Stay focused on search.”
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In March 2016, 
there was an 
average of 1.09 
billion daily 
active users on 
Facebook.

CYNTHIA FLOYD MANLEY 
Director, Content and Social Media Strategy, 
Vanderbilt University Medical Center
      @CynthiaManley

The biggest challenge we have is a tendency to focus 
so much on publishing content that we don’t spend 
more time listening. In addition, just keeping our 
strategy ahead of changes in platform functionality 
and user behavior is tough. It is both fun and 
exasperating to know that what I’m doing now likely 
won’t work six months from now.

Our content strategy is there, but it could be more 
buttoned up and better articulated to team members 
throughout our department and beyond. 

While I haven’t been able to measure true ROI 
financially, Facebook is our largest and most active 
channel. We continue to see high engagement rates, 
as benchmarked against ourselves as well as other 
leading academic medical centers. Facebook is 
the largest social-media referral source for 
our blog, MySouthernHealth.com, and we 
continue to see strong organic reach for many of our 
posts. We find Facebook to be where we see the 
most patient reviews and patient comments about our 

care and caregivers. 

It behooves us all to be watching Snapchat 
and the trend toward messaging apps 
very closely. A study I saw recently noted that 
71% of Snapchat users are 18 to 24. In healthcare, 
programs that focus on the younger audience — an 
adolescent and young adult cancer program, for 
instance — should be paying close attention. And 
we all should be watching this trend as it will have 
implications for communication, engagement and 
customer service with our consumers in the future.

One thing I wish I knew three years ago: 
Own your expertise. I wish someone had told me 
there would be a future downside to having had so 
much freedom early on to develop and implement 
a social media program under the radar. We know 
what we’re doing — we are honored to viewed 
among leaders in the field — but many of our 
clinicians don’t know. 

“It is both fun and exasperating to know that what I’m doing now 
likely won’t work six months from now.”
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A study in 
the American 
Journal of 
Medical Quality 
found that the 
more “likes” 
a hospital 
has, the more 
patients would 
recommend 
the hospital 
positively.

DAN HINMON 
Principal at Hive Strategies and Community 
Director at Mayo Clinic Social Media Network 
      @HiveDan

Our biggest social media challenge is 
actual engagement. I find that most of my efforts 
are spent publishing content rather than actually 
interacting with my followers/community. 

Blogging and tweeting are my favorite things to 
do. I made the decision early on to focus on what I 
could do well, considering my time and resources. 
Publishing content is important, but don’t 
forget to listen. If you pay attention to what your 
audience is talking about, you’ll know the kind of 
content they want to read. 

Facebook Live video or Blab hold the most 
promise for new channels, depending on what 
you’re trying to accomplish. Snapchat has enormous 
buzz, but it’s tough to find the right way to use it in 
healthcare.

One thing I wish I knew three years ago: 
The most important advice I wish I had applied three 
years ago and every week since is that posting 
consistent, customer-focused content matters. And so 
does listening. 

“Regular, consistent, customer-focused engagement is the most 
important advice I can give.”
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In 2014, more 
than 94% of 
hospitals had 
a Facebook 
page, and 
over half 
had a Twitter 
account. 
−Journal of 
Medical Internet 
Research 

ED BENNETT 
Director, Web and Digital Services,  
The University of Maryland Medical System
      @EdBennett

Our social media strategy is based on an editorial 
calendar. Of course, news, current events and 
visitor comments always take priority over pre-
planned content. But, when it was time to post a new 
story, we used the calendar for guidance.

If you look just at financial return on investment, 
Facebook – the return on paid ads or article 
placement -- is the clear winner here. Depending 
on the campaign, we measured article views, 
information requests, or patient acquisition against 
what we spent. But even Facebook is no match 
for search engine marketing. Search is still the 
#1 traffic source, accounting for the bulk of our 
visitors. 

But the driver of social media efforts should be 
community building, transparency, and being 
responsive to questions and problems. That builds 
trust in your organization – and it’s an ROI that 
can’t be not measured in dollars. 

There are two different trends to watch, and neither 
are about traditional written content.  First, the 

growth of video continues. Mark Zuckerberg recently 
said that in just a few years, the majority of content 
people consume online will be video, which is going 
to be a challenge for healthcare organizations. 
We have to prepare now by using tools like Blab, 
Facebook Live, and Periscope. Even if none of these 
a standard, they’re useful now to develop skills 
around quick, informal video production. 

Second, chatbots and other artificial intelligence 
(AI) tools are gaining use at large, customer-facing 
companies. The benefit for our audience? Quick 
access to information and answers to 
commonly asked questions that currently require a 
web search or phone call. 

One thing I wish I knew three years ago: 
Like a company website, social media can’t be 
pigeon-holed into one business goal. These are 
broad platforms servicing a wide spectrum of 
audiences. It can’t live in just one department, but 
with the right guidance, it can speak with one voice.

“Search is still the #1 traffic source.”
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EMILY (SOLECKI) STIEBER, MBA
Social Media Strategist, Henry Ford  
Health System
      @emsolecki

Because users’ expectations have evolved just as quickly 
as social media has, it’s no longer acceptable for 
organizations to only respond during business hours. 
Social media has become a 24/7 role, and healthcare 
is no exception. 

Because of this, the need for real-time 
management continues to be a growing 
challenge. To make sure our social channels are 
monitored at all times, we have developed an on-call 
team that is responsible for monitoring page activity and 
engaging with our followers. Any feedback, questions, 
or concerns are then triaged to the appropriate service-
recovery team. In addition, we are asked questions we 
may not know the answer to on a daily basis. Working 
for a large healthcare system can add a degree of 
difficulty to finding answers quickly. Ensuring that we 
not only respond quickly, but in a helpful and humanistic 
manner, is a challenge that will only continue to progress.  

Without content, our social media presence 
is worth very little. The importance of content will 
only grow, which is why we have a documented content 
strategy for all of our social channels.

The best channel from an ROI perspective from 
what we are able to measure is Facebook. 
Thanks to the use of UTM codes, Google Analytics, 
Facebook Insights, and additional tools like Hootsuite 
Enterprise, we are able to see what performs best on our 
channels. In turn, this allows us to constantly optimize 
our strategy. Google Analytics, especially, has allowed 
us to see past likes and engagement to determine which 
posts are enticing enough that people want to click 
through. When we have the ability to see how long users 
spend on a page, how many additional pages they visit, 
bounce rate, and – perhaps most importantly – if there 
were any conversions, we can better analyze our ROI. 
This has resulted in us frequently playing with the timing 
of our posts, the type of content we share and how it’s 
written, the photos or videos shared with the content, etc. 
While there is no “secret sauce” to engagement 
and ROI, these tools certainly help!  

Snapchat is the newest channel that businesses 
are experimenting with. The jury is still out on 
whether or not Snapchat is a viable tool 
within the healthcare industry. For us, while it 

may not be considered new, Pinterest – a channel that 
we historically had not put much effort into – targets 
one of the primary targets in healthcare: women. We 
have found that in re-branding our Pinterest 
page, updating daily, and including the channel in our 
content discussions, we are receiving engagement and 
interest from followers we previously did not have. 

One thing I wish I knew three years ago: I 
would tell my former self to “go with the flow.” In other 
words, social media is constantly changing. Literally, every 
day something changes on each channel and you have 
to learn, adjust, and be flexible. Sometimes it’s best to 
observe the trend and see how it develops for 
a bit before jumping in. The hottest new channel may 
not be here tomorrow, nor will the latest algorithm. It’s 
okay to sit back and monitor, and it’s even better to know 
that while it may be best to do something a particular way 
today, that may change soon. Oh, and one more thing: 
Everyone who knows how to do your job better because 
they have a personal Facebook page? Ignore them! 

“Social media has become a 24/7 role.”
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31% of 
health care 
organizations 
have formal, 
written 
social media 
guidelines. 
−Institute for Health

NANCY JEAN 
Senior Social Media Strategist, Lifespan 
      @NancyPJean

As a one-person department managing multiple 
accounts, my greatest social media challenge 
is just keeping up with daily posts and content. That 
leaves little time to focus on strategy, and you need to 
make time to do that, or you end up getting stuck in 
a rut. If you don’t have a strategy, you won’t fulfill 
the brand’s goals and you probably won’t stay 
relevant in social media. 

We don’t currently have a documented content 
strategy right now, but we do have annual marketing 
plans for each of our hospitals, with social media 
tactics to support our strategic priorities. Our future 
plans are to develop a more complete, documented 
strategy that begins with a new blog and an editorial 
calendar and more of a focus on brand 
journalism. 

In terms of ROI with social media, we monitor 
analytics for Twitter, Facebook, YouTube and 
Pinterest, and find that Facebook gives us the 

greatest return, even relying on organic reach. I am 
sure that number would grow exponentially if we 
added a bit of money for boosted posts. 

Live-streaming may not technically be a new social 
media channel, but it’s a direction I want to move 
in. There’s Periscope for use on Twitter, and now 
Facebook has streaming available for pages, too. 
Also, Facebook is placing more priority on 
posts with live-streaming, so they have more of 
a shot at being seen in the newsfeed. In healthcare, 
it appears that hospitals are having a very positive 
experience with Instagram -- though I don’t think 
that’s considered new!

One thing I wish I knew three years ago: 
That organic reach was going to be a thing of the 
past. It’s all about money now, sadly. 

“I definitely want to move in the direction of live-streaming.”
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WENDY WILSON 
Vice President Media and Digital Content 
Strategy, Geisinger Health System
      @GeisingerMedia

It’s a constant challenge to keep content fresh 
and our followers engaged. We work diligently 
to come up with fresh campaigns and engaging 
stories to feed the never-ending “news” cycle. 
Also, proper resources and dedicated team(s) are 
necessary to fulfill an organization’s digital content 
strategy so it’s important to have support from the 
C-Suite when it comes to creating and executing 
strategy. Once upon a time, corporations viewed 
social media as “free” and thus, the early days 
meant interns crafting haphazard posts replete with 
multiple exclamation points: e.g., “Today is Doctors 
Day!! Happy Doctors Day to all of our doctors!!!” 

Our content strategy involves building strategic plans 
for each channel to target specific demographics and 
fulfill organizational needs. For example, LinkedIn 
for recruiting, Facebook for patient education and 
engagement, Twitter for news headlines. And we 
measure engagement and review what’s taking off 
and what’s moving more slowly. And we always aim 
to try new things that may go against the so-called 
social-media grain. If you have a great story to tell, 

sometimes it’s okay to go over your targeted word 
count on a channel like Facebook. Some of our 
longest posts have resulted in amazing engagement 
levels. At the same time, tight and pithy content 
always reverberates. Each post is a case-by-
case basis. Don’t put out cookie-cutter content. 

Facebook right now is our powerhouse in terms of 
ROI. Our 30K+ followers are the primary target 
for healthcare and our followers are aligned with 
Facebook’s demographic – an overwhelming 
majority are female (80%) and the majority of 
them (60%) are between the ages of 30 and 
49. Historically, we know that women are 
the healthcare deciders for their family – 
children, spouses, aging parents – so Facebook is 
the perfect channel for us to reach out directly to that 
coveted demographic. 

I know that SnapChat is taking over as 
the channel of choice for the millennial 
demographic. That means these users’ moms and 
grandmas will eventually migrate over – perhaps 

when we master how to use it! -- so healthcare digital 
strategists at least need to be familiar with it so 
there’s no “lost generation” when those millennials 
(1) get their own insurance and start using it; and 
(2) age enough so they start to need healthcare 
services more frequently or start to raise families. 
I’m enthralled by live video streaming services 
like Periscope and Meerkat. The operating room, 
for example, could be used to broadcast new 
procedures as they happen. And live streaming 
traditional press conferences means your geographic 
reach becomes global. 

One thing I wish I knew three years ago: 
Don’t just post filler or irrelevant content to your 
social media channels for the sake of posting. It’s 
better to put up two or three really great posts a 
week than post weak content every day.

“Don’t just post filler or irrelevant content to your social media channels for the sake of posting.”
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CONCLUSION
If you’re like most hospital marketers, you might be wearing too many hats. You’re 
putting out too many fires. You’re juggling all kinds of balls. 

If this sounds too familiar, you might need some extra help with your hospital’s social 
media efforts. Aha Media Group has the social media strategists, digital content 
writers and marketers who know how to write the content your patients deserve—
and will actually read. 

Your social media channels are the best way for patients to feel connected to your 
brand, your voice and your services. 

We can help you:  

• Manage your social media channels
• Produce editorial calendars
• Write blog posts (SEO, keywords, catchy titles…you know the drill) 
• Track analytics  
• Train employees and doctors on best social media practices

Contact Jessica Levco, Director of Marketing, at jessica@ahamediagroup.com 
to learn more about how we can work together.
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