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Background
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Scott & Company, Inc.

Focus at the nexus of health care, 
business and technology 

Work with healthcare systems, 
philanthropic institutions, med device 
firms, pharma, retailers and technology 
firms entering the healthcare arena.

Provide strategic and business planning, 
financial and technology forecasting as 
providers consider new delivery models

Social media: a new request
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Learning objectives of this session
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1. Understand the Web 2.0 concepts and 
how to use them, while considering risks 
and rewards

2. Learn from other healthcare systems on 
how to leverage these tools to meet 
different goals

3. Identify opportunities within the context 
of creating new women-focused programs
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Web 2.0
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A second generation of internet-based electronic tools to 
enhance communication, support collaboration, and 
enable users to build and engage in networks

Health 2.0 

Social media, telemedicine, personal health records, 
EHRs, home health monitoring, patient centered tools … 
not upgrading our clinical processes, it’s changing the 
way we deliver and experience care
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Social media is a fundamental shift in consumer, 
patient, provider, community engagement
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• Dialogue between and among 
individuals

• A decentralized sharing of thoughts

• Shift from controlled broadcast to 
user driven conversation



© Scott & Company, Inc. 2010

Signs of change
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• Social media sites get more visits than search engines

• 400 million+ Facebook users; people spend over 500 billion minutes per 
month on Facebook; average user is connected to 60 pages, groups and 
events

• 1 billion+ Tweets per month

• More than 50% of adults use social media to find a doctor, treat specific 
conditions, research the reputation/quality of a doctor or healthcare facility, 
find out about the cost of medical procedures, or access health records

• 75% (iCrossing) connect with other consumers to exchange information

• 61% (Pew) look online for health information

• 59% (Pew) have read other consumer commentary, consulted rankings, 
listened to podcasts
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Who and how are healthcare systems using social 
media?
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Tools that help healthcare leaders listen, learn, and build on 
their organization’s collective knowledge with new 
relationships and trust
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What are hospitals doing with social media?
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How are healthcare systems using it?
Who are the audiences?
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• Current patients, families and friends

• Future patients

• Medical staff:  physicians and allied providers

• Hospital/system staff

• Potential employees

• Employers

• Volunteers

• Grant makers, donors

• Vendors

• Health plans / payers

• Media

• Community at large
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Risks / rewards
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Bringing people together to 
provide a forum for questions, 
answers, ideas, bringing 
information to the surface, 
and gathering feedback

How much do you want to 
know? Engage?  Do you want 
to know if employees or 
patients are happy? Unhappy? 
Frustrated? Delighted? 
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How to calculate the ROI
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What do these users (women) want?
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• Personalized information

• Trusted advice

• Convenience

• Tools and information that is 24-7

• Venue for discussions to share and contribute

…complements the traditional sources of 
information
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Social media tools to deliver on engagement
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• Weblogs

• Microblogs

• Social networking site

• Podcasts

• Wikis

• Video sharing

• Enhanced social media – widgets, social 
news, book marking, and other widgets
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Weblogs (Blogs)
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The influence of blogs

• 126 million blogs (as tracked by BlogPulse)

• 50,000 posts per day

Arranged in reverse chronological order

• New entries first

• Tags for types of information

• Written by 1 person (usually), updated constantly

Why they matter

• Search engines leverage blogs

• Syndicated content

• Blogs are read, trusted and forwarded
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Blogs are a stepping stone to Social Media
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• Transition tool
• Demonstrate a social media concept and gain buy in
• Decisions:  public/private, tone, style, tags, blogroll
• Create policies
• Plan for responses 
… If you are not interested in responses don’t enable them…

Runningahospital.blogspot.com
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Microblogs
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• 10 billion tweets (so far)

• 140 character limitation

• Public or by subscription

• Submit by text, email, IM, 
audio, web
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Microblogs
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Weblog VizEdu provides healthcare uses

Phil Baumann, RN 2009 140 healthcare use “health 
is social”
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Getting started with Twitter
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• Secure your name

• Use tracking tools to monitor 

• Promote your microblog

• Download a widget
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Social networking sites
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• Create a digital identity
• Communicate with others with similar 

interests
• Issues
• Professions
• Diseases/conditions

• 53% of nursing schools and 45% of 
medical schools use social networking 
sites

• 45% of employers use social media for 
recruiting
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Social networking sites cont’d
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• Use it for training

• Experience a new construction 
site/design e.g., Palomar in 
San Diego

• Cleveland Clinic for training on 
medical interviews

• Stanford for training in a 
virtual ED

• Children’s Memorial for 
training on disasters 
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Wikis
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Read, edit, search content posted 
by users

Pilot projects – try it test it fix it

Consider incentives/culture

Inside the workplace
• Reference sites, manuals
• Collaborate on major 

submissions
• Online meetings, project 

management
Patient education
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Podcasts
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• Digital audiofile, distributed electronically

• Audiences

• Travelers, commuters

• Visually impaired

• Limited reading skills

• Older (radio listeners)

• Public

• Staff

• Patients

• Governing Body



© Scott & Company, Inc. 2010

Video Sharing
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Creating a social media plan
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• What’s out there?

• How ready are you and your organization?

• What are your goals?

• What resources can you commit?

• What policies are appropriate?

• How can you best start?

? Facebook page on women’s health services and 
providers, issues?

? Blog on a specific women’s service line – invite feedback
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Create Policies
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Social interaction drives traffic
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Content and 
dialogue drives 

traffic

Reputation 
influences 

search

Content 
feeds search 

engines

Writing for Interaction

• Copy is “queen”

• Stories teach

• Strong consistent voice works

• Invite conversations
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Other Resources 
MaryKateScott.com
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Contact details

Mary Kate Scott
Scott & Company, Inc.
MKS@MaryKateScott.com
310-266-4631
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