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The Risk Of Ignoring Social Media
By Monica E. Oss, Chief Executive Officer

downloaded the new Amazon Care app—it lets me 
set up virtual appointments 24/7/365 and offers me 
in-person care in my home in some locations. While 
Amazon telehealth services (through Amazon Care) 
are now available throughout the U.S., they will also 
be expanding Amazon Care in-person services to 
more than 20 cities this year. And if I had an Amazon 
Echo (which I do not), I could get voice-activated 
general medical virtual care visits from Teladoc 
Health.

The question for most provider organization 
executive teams—how do you compete for 
consumer referrals given this change in the market?

For those of you who watch Shark Tank, you already 
know the answer. Use creativity and the power of 
social media to reach consumers and compete with 
competitor organizations that have fat marketing 
budgets.

If I’m looking for “depression treatment” and do a 
search on Google, the top three organizations that 
come up (in paid advertising) are SuccessTMS, 
NeuroSpa Therapy Centers, and Sheppard Pratt. 
Followed by Mayo Clinic, Cleveland Clinic, and 
McLean hospital in the unpaid search results. 
(And I also get three local organizations—based 
on geotargeting—near my home in Gettysburg.) If 
I search for “stress treatment” (the most common 
consumer search term for mental health counseling) 
on Google, the top three organizations that come up 
are Betterhelp.com, Cerebral, and Brightside Online 
Psychiatry.

Searching “mental health at CVS”, I find out that 
there are on-site mental health services available in 
nine states (including Pennsylvania) with a link to 
set up an account and schedule an appointment. (I 
can schedule a video visit in all 50 states.) And I just 
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For more on leveraging the power of social media to 
build your brand and your consumer referrals, check 
out these resources in our OPEN MINDS Industry 
Library:

• Not Enough Staff, Too Many Consumers—Do 
You Still Need Marketing?

• Are You Breaking Through The Noise? Do 
Consumers Know What You Know?

• Designing Best In Class Websites: The OPEN 
MINDS Website Evaluation & Improvement 
Process

• Decisions! Decisions! Five Big Decisions Every 
Executive Team Needs To Make For The Next 
Normal

• Telehealth Isn’t All That’s Gone Virtual In 
COVID-19—Has Your Social Media Strategy 
Kept Up?

• Moving From Vendor To Partner: Nine Bases To 
Cover To Hit A Home Run With Health Plans

• Revenue Maximization & The Path To The “Next 
Normal”

• Combining Digital Marketing With Traditional: 
The Bancroft Case Study

• Marketing Planning For Sustainability In A Post-
Disruption Marketplace

• Can Consumers & Referral Sources Find You? 
Best Practice Search Engine Optimization

And for even more, plan to attend How To Build 
Value-Based Payer Partnerships: An OPEN MINDS 
Executive Seminar On Best Practices In Marketing, 
Negotiating & Contracting With Health Plans, on 
August 30. This seminar is part of The 2022 OPEN 
MINDS Management Best Practices Institute in 
Newport Beach, California, August 29 through 
September 1.

The why is simple. Facebook has 2.9 billion monthly 
active users. Instagram, 1.4 billion. Twitter, 363 
million. Pinterest, 454 million. YouTube, 2.3 billion.

But it’s not just those numbers. 80% of people on 
social media use it to search for health-related 
information (see Social Media & HIPAA Compliance: 
Posting With Caution (Do’s & Don’ts)). 42% of 
consumers on social media view health-related 
consumer reviews.(see Social Media “Likes” 
Healthcare From Marketing To Social Business). And 
if you doubt the power of social media in health care, 
Mayo Clinic’s podcast listeners jumped to 76,000 in 
one month after starting to use social media.

Yet, most of health care organizations that need to 
reach consumers have done limited planning, and 
made limited investments, in this area. Only 15% of 
hospitals hire a full-time social media manager, while 
6% assign an intern. And, of the 1,500 hospitals 
nationwide that have an online presence, Facebook 
is most popular. (see 11 Health Care Social Media 
Stats To Turn Heads). Only 31% of medical facilities 
have social media guidelines in writing, (see Social 
Media and Medicine: Challenges and Opportunities).

But social media isn’t the answer without a 
plan. In this month’s issue of the OPEN MINDS 
Management Newsletter, my colleague, Stacey Fox, 
OPEN MINDS Vice President, Market Intelligence 
Services, provides a framework for improving your 
organization’s social media plan in Connecting 
Consumers To Services – How To Make Social 
Media Work. And there are additional perspectives 
in Integrated Care, Integrated Marketing – Making 
Each Tactic Work Together For Better Outcomes and 
A Social Media Strategy For Meeting Consumers 
Where They Are providing resources to develop 
additional, supportive tactics to increase reach and 
relevancy with your targeted audiences and drive 
referrals.
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Connecting Consumers To Services – How To Make 
Social Media Work
By Stacey Fox, Vice President Market Intelligence Services 

connect with—and yes, every provider organization 
is a brand, a promise to deliver on an expected 
experience. To do that, marketing teams need a plan 
to create information relevant to consumers and get 
it in front of consumers on social media channels. 
This can be in the form of short videos, blogs, 
mindful meditations, recipes for whole-person health, 
and more.

But content alone is not enough. The content plan 
must be a plan with tactics to drive consumers 
to your website—and make an inquiry or an 
appointment. While building a content-driven social 
media strategy can seem difficult, the process can 
be broken down into five easy to address steps.

Establish your team. Before starting the process, 
like any initiative of an organization, it is important to 
establish an individual or team that will be charged 
with developing, executing, and evaluating the 
tactics. Smaller, specialty provider organizations 
may not have a dedicated marketing team, or 
individual, but by using technology, much of the 
execution and evaluation can be automated to save 
time and resources.

Establish your objectives. To launch a social 
media plan, it is essential to agree on the objectives. 
What are you trying to achieve with your social 
media? Who is the audience or audiences you 
are trying to reach? When setting objectives, 
consider what you are trying to achieve—growth in 
followers, growth in referrals, education, service line 
awareness—and set goals and objectives based on 
the benchmark data collected.

Objectives for your social media should sync with 
your organizational marketing plan. Whatever 
the objectives, it is important to be realistic 

More virtual health care services has meant more 
virtual referrals. When the pandemic lockdown 
provisions started two years ago, many health and 
human service provider organizations had to make a 
quick pivot from feet-on-the-street referral generation 
to going digital. My colleagues, Richard Louis, 
vice president – western division, and Tim Snyder, 
the chief marketing officer here at OPEN MINDS, 
provided some short-term advice in their briefings—
Increasing Your Service Volume – Creating A 
Referral Development Crisis Plan and Going ‘Virtual’ 
For Revenue Generation: Assuring Consumers & 
Referral Sources Can Find You.

Roll forward 24 months, and short-term telehealth 
services have turned into long-term hybrid service 
delivery models. Telehealth services, particularly 
for behavioral health and primary care, appear here 
to stay. Use of in-home services of all types, build 
on telehealth and remote monitoring. And there 
is growing competition for behavioral health and 
chronic condition management services from major 
retailers—like CVS, Amazon, and Walgreens—and 
digital first companies—including Talkspace, Ginger, 
Cerebral, and Lyra. And more consumers—and 
referral sources—are used to going online to find 
provider organizations to meet their clinical needs.

The ultimate brochure—the website—is where 
provider organizations need to maintain up-to-date 
information on service lines, payment options, health 
plan partnerships, provider affiliations, and relatable 
information on individual providers. It is like the 
‘reference guide’ to any organization.

But that is not enough—a content-driven social 
media strategy is key to getting consumers (and 
referral sources) to your website. Consumers 
expect ‘value-added’ content from the brands they 
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with objectives and the resources available to 
execute the plan—especially for smaller provider 
organizations that may not have a dedicated 
marketing team. Establish a plan for how often 
your team can create new content and post to 
social media platforms. When considering the 
time investment, include time to engage with your 
audience—don’t just post and forget, be sure to 
review and respond to any comments or questions 
to start a true conversation with your audience.

Consider technology to save time, such as social 
media posting tools (see 9 Extraordinary Social 
Media Posting Tools for 2022) that allow you to 
create and schedule posts in advance such as 
Hootsuite, Sprout Social, or SocialPilot. Content 
creation tools that can make creating images and 
videos easier like Canva, others—like Buzzmo—
that help curate content for easy sharing, and data 
analysis tools such as Google Trends and Buffer 
Polish (see The Top Social Media Tools Brands Are 
Using To Succeed In 2019).

Create and implement a content strategy. With 
objectives in hand, it is time to develop your content 
strategy. For each objective, decide which platform 
will be used to share content based on the audience 

targeted. There are plenty to choose from, but each 
takes time and specific content will perform better on 
some than others. While it isn’t necessary to be on 
every platform, consistency of posting to the platform 
or platforms you choose is key. For example, Twitter, 
with nearly 400 million users, is a great platform for 
sharing news (see How Many People Use Twitter In 
2022? [New Twitter Stats]). If your targeting health 
plans, payers and other organizational executives, 
LinkedIn should be part of your plan. And while the 
photo and video sharing platform, Instagram, has 
160 million users, it requires the ability to develop 
engaging visual content (see Leading Countries 
Based On Instagram Audience Size As Of January 
2022).

Your objectives and platform decisions will then drive 
the editorial calendar—the actual copy, images, and 
video you will share with your audience(s). While 
using the same content on every platform saves 
time, each audience is different and should be 
considered when developing copy and supporting 
media for social media posts. A great tip is to block 
out time each week or once a month to develop 
content based on the established editorial calendar. 
Another tip is to create regular post types and 
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incorporate hashtags—Meditation Mondays, 
Wednesday Wisdom, weekly healthy recipes, weekly 
exercise tips, fun facts, and staff features—think 
about the content you engage with and how you 
can align ideas with your mission, objectives, and 
audience. Utilizing images and videos will increase 
engagement in posts—creating these in advance 
is important, especially if the full content will live on 
your website with social media driving views.

Establish a posting schedule—how many days of 
the week will you post on each platform, how many 
times a day will you post. On average, businesses 
will post minimally five times a week. Best-practice 
recommends one to two posts daily on Facebook 
and Instagram, three posts daily for Twitter, and 
once a day on LinkedIn (see The Social Media 
Frequency Guide: How Often to Post to Facebook, 
Twitter, LinkedIn And More). With content prepared, 
share your story.

Build a budget and success metrics. Like all 
marketing investments, planning requires tying your 
budget to your performance metrics—to estimate a 
return on investment in your efforts.

To create success metrics, your process should 
connect a measurable goal and metric to each plan 
objective. This includes identifying the audience(s) 
being targeted, each platform you are posting to; 
how often and the types of posts; engagement—
likes, shares, comments, and clicks; and follower 
growth. The data is used to determine engagement 
rates, or how your audience is interacting with your 
content (see What Is A Good LinkedIn Engagement 
Rate?). Overall engagement on Facebook is 
reported at 0.08%, with health coming in at a 0.03% 
engagement rate while the average engagement 
rate for LinkedIn is 2% (see Social Media Marketing 
Benchmark Report 2022). Include website analytics 
in your metrics to track referrals from each social 
media platform. Some provider organizations may 

be utilizing Instagram, Twitter, TikTok, and Snapchat, 
which can be tracked in the same fashion, for 
many organizations focus on one or two platforms 
based on resources and audience reach. This step 
provides perspective on what types of content users 
are engagement with and which are driving traffic to 
your website and referrals.

Develop a plan to monitor what works—and 
change the plan. The performance measurement 
process should not be considered a once and done 
step. This is an iterative process. To ensure goals 
are on track, this data review should be done at 
least monthly, with additional comparisons month 
over month, quarter over quarter, and annually. The 
goal is to analyze the statistics to determine which 
content is working best, as well as which days and 
times are best for posting on each platform. The 
process is continuous. 

With a plan to engage your prospective consumers 
in what your organization offers, innovative 
managers can leverage the power of social media 
for communication—and compete for referrals in a 
virtual world. 

And for more resources to help provider 
organizations with improving their marketing efforts, 
check out these resources in the OPEN MINDS 
Industry Library:

• Marketing Is An Investment—& A Culture

• Maximizing Revenue, Aligning Internal Growth 
Strategy & Succeeding In Value-Based Care: An 
OPEN MINDS Executive Seminar on Marketing 
Strategy

• Not Enough Staff, Too Many Consumers—Do 
You Still Need Marketing?

• Best Practice Marketing – Getting More 
Consumers & Contracts
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• More Virtual Care Requires More Virtual 
Marketing

• How To Develop A Successful Marketing Plan: 
The OPEN MINDS Seminar On Marketing 
Strategy

• Virtual Marketing Strategy For A New Era Of 
Service Delivery

• How To Develop A Marketing Plan To Drive New 
Business & Build Competitive Advantage

• Taking A Marketing Cue From Hello Fresh & 
Dollar Shave Club 

• Gaining The Competitive Edge: New Marketing 
& Web Strategies For The Digital First Era Of 
Health Care

And for more on developing your social media 
marketing strategy, plan to attend Social Media & 
Health Care: A Look At The Health Care ‘Presence’ 
On Facebook, Instagram, YouTube, & TikTok at The 
2022 OPEN MINDS Strategy & Innovation Summit in 
New Orleans, Louisiana this June 14 through 16.
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Integrated Care, Integrated Marketing – Making 
Each Tactic Work Together For Better Outcomes
By Monica E. Oss, Chief Executive Officer

to understand in driving referrals is understanding 
where your site traffic is originating—direct traffic, 
organic traffic via a search engine, referrals from 
another site or email campaign, social media, or 
a personal email. Once you have identified which 
sources are driving the most traffic, your marketing 
team can refine the messaging and seek out 
additional opportunities. With the driving force of 
consumers seeking information online, a social 
media strategy is key. A supporting email campaign 
with messaging that supports the social media 
content will help drive engagement and provides an 
opportunity to tell a larger story than a social media 
post.

When developing email campaigns, just like your 
social media plan, the first step is to align your 
business objectives identified in your strategic plan 
with your email campaign—who is the audience 
and what do you want them to do. The next step is 
to determine the frequency you will communicate—
weekly, monthly, or quarterly—driving them to the 
content that you included on your website. Content 
should be designed to provide ease of use, value, 
and clear call-to-action to drive clicks through to the 
website for more information and action. Evaluating 
the success of these campaigns should include 
key performance indicators (KPIs) such as open 
and click-through rates, number of unsubscribes, 
website engagement, and completed actions—
inquiries, appointments, donations, etc.—based on 
the audience and objectives of your email campaign 
(see How To Drive Traffic & Measure Growth That 
Matters – An OPEN MINDS Website Best Practice 
How-To).

There are a variety of tactics provider organizations 
can apply to increase traffic and referrals. Each 
tactic should work together to achieve the identified 

Consumers embraced telehealth in the last 
two years—with relaxed regulations, Medicare 
beneficiaries alone increased behavioral health 
specialist visit usage more than 3,000% in 2020 
(see Medicare Saw Telehealth Use Grow More 
than 6,000% During Covid-19). And the move has 
had a positive effect—a national survey of clinical 
professionals found that of those responding, 80% 
reported clinical effectiveness of treatment to be 
either unchanged or better with telehealth and 38% 
indicating it improved care quality (see Telehealth 
Use Among Behavioral Health Providers). Telehealth 
is here to stay.

While provider organizations reacted to this 
emergency move, how many are ready to make 
these services permanent, especially with the move 
of health plans to cover the services permanently 
(see From Emergency Telehealth To Hybrid 
Services). This includes connecting with digital 
referrals, partnering or establishing consumer apps, 
and more.

Having the technology to deliver the service and 
the proper electronic health records to collect and 
analyze data is only one piece of the puzzle. It is 
important that your website offer the functionality to 
compete for referrals. We’ve covered this process 
with a few different approaches—Designing 
Best In Class Websites: The OPEN MINDS 
Website Evaluation & Improvement Process, 
Virtual Marketing Strategy For A New Era Of 
Service Delivery, and Is Your Web Site Designed 
To Get Referrals?. Knowing what you want and 
understanding how to get there are two separate 
things.

Like everything in business these days, it is about 
understanding the data and metrics. The first piece 
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objectives of the organization’s mission and strategic 
goals.

For more on developing marketing tactics to drive 
referrals, check out these resources in the OPEN 
MINDS Industry Library:

• In The Hybrid Era, Websites Are Not Brochures

• Are You A Winner Or A Loser With Consumers 
Online?

• Capturing & Managing The Increasing Volume & 
Acuity Of Mental Health Referrals

• Building An ROI For Social Service Referrals

• Is Your Website Designed To Get Referrals?

• Using Consumer Data To Influence Your 
Organization’s Marketing Strategy

• Who ‘Owns’ Marketing In Non-Profit 
Organizations?

• Marketing Is Changing, Even In The Health & 
Human Service Space

• Best Practice Online Marketing On A Budget!

• How Effective Is Your Online Marketing 
Strategy?
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A Social Media Strategy For Meeting Consumers 
Where They Are
By Monica E. Oss, Chief Executive Officer

impacting their health care needs and access to 
services? Then provider organizations can respond 
to consumer inquiries and use their feedback to 
improve service quality and planning for new service 
line development and transformation.

Social media also affords provider organizations with 
opportunities to collect and evaluate data analytics 
of their online engagement, and gain information 
on consumer needs and preferences without direct 
solicitation. Social media is also a tool for brand 
enhancement. Specialty provider organizations 
can utilize their social media strategy to get their 
message out about their services, values, as 
well as educate their target audiences about the 
organization and provide relevant health information 
more broadly (see TikTok, The Clock Is Ticking On 
Your Social Media Plans).

Social media is also a tool for growth—an 
advantageous way to market directly to new 
customers, recruit staff, expand into emerging 
markets, and promote your value to health plans 
and other payers. It is a useful platform for sharing 
videos on service benefits and consumer success 
stories.

All of this goes without saying that you want to be 
strategic about positioning your organization online 
and what you post on social media. There is a lot of 
misinformation floating around that can have serious 
consequences. Your social media presence and 
information displayed should be truthful, relevant 
and of value to your targeted audiences—as well 
as engaging and mobile-friendly. Ask your followers 
to take an action rather than passively watch your 
feed—a reaction to a video, answering an inviting 
question, or clicking on links to useful resources—

Technology is being integrated into all areas of 
health care across virtual and hybrid models, and in 
digital marketing. With telehealth making health care 
more accessible, there is even greater competition 
for consumers. And consumers are increasingly 
using online tools to search for health services and 
find provider organizations that offer services that 
are convenient and of high quality—particularly 
among younger populations. In Medicaid, 85% of 
beneficiaries own a smartphone and 90% receive 
their behavioral health services online (see The 
Sustainability Challenge – Capitalizing On Emerging 
Market Opportunities In Behavioral Health). Many 
consumers routinely use at least one health app on 
their smartphone for their own health and wellness 
and track progress—and rely on social media for 
accessing health information and making decisions 
about their care needs (see Healthcare Social Media 
Strategy: 5 Ways to Build Trust).

Social media is also another option for specialty 
provider organizations to communicate with 
consumers—who are already social media sites 
for information sharing and conversations on 
their health and service experiences. Provider 
organizations can use social media to engage 
with consumers to create better connections and 
feedback loops for service assessment.

Leveraging social media should be integrated 
into the larger marketing plan that is part of the 
organization’s overall strategy objectives (see Not 
Enough Staff, Too Many Consumers—Do You 
Still Need Marketing?). With direct-to-consumer 
marketing, provider organizations can use social 
media first for information gathering. What are 
consumers saying online about their lives and 
health care experiences? What are the issues most 
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• How To Drive Traffic & Measure Growth That 
Matters – An OPEN MINDS Website Best 
Practice How-To

• 40%+ Of Consumers Won’t Know You Without A 
Social Media Plan

• Social Media Listening As Consumer 
Engagement Strategy

• Finding The Path To Online Marketing Success: 
An OPEN MINDS Executive Seminar On Best 
Practices In Website & Social Media Marketing

And for more on supporting your digital strategy, 
join me at The 2022 OPEN MINDS Strategy & 
Innovation Institute in New Orleans, Louisiana for 
the following seminar offerings: Virtual on June 9: 
Making The Right Technology Investments For Your 
Organization: An OPEN MINDS Executive Seminar 
On Technology Strategy, Budgeting & Planning and 
on-site on June 14: Making The Right Technology 
Investments For Your Organization: An OPEN 
MINDS Executive Seminar On Technology Strategy, 
Budgeting & Planning.

and be ‘social’ in offering support and facilitating 
constructive communication.

For more information on leveraging social media 
for market growth, check out these resources in the 
OPEN MINDS Industry Library:

• Marketing Is An Investment—& A Culture

• Telehealth Isn’t All That’s Gone Virtual In 
COVID-19—Has Your Social Media Strategy 
Kept Up?

• Are You Breaking Through The Noise? Do 
Consumers Know What You Know?

• Consumer Engagement Investment: Go By The 
Numbers

• Consumers & Payers Are “Digitally Fluent” But 
What About Your Team?

• Combining Digital Marketing With Traditional: 
The Bancroft Case Study

• Are You Where Your Consumers Are? Being 
Social On Social Media


