Promoting Programs on
Social Media

August 27, 2020

j \/ E MARSHALL UNIVERSITY.
M Joan C. Edwards School of Medicine




Your Presenters

Sheanna M. Spence, MS Tiffany Davis

Director of External Affairs Digital Marketing Manager
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Learning Objectives

Incorporate brand elements appropriately
into a group/program page or profile.

* |dentify opportunities for content sharing
and create a content calendar

» Understand the appropriate use of
hashtags and tagging.

» Evaluate page analytics and use the data
to drive content choices

MARSHALL UNIVERSITY.
Joan C. Edwards School of Medicine




ldentifying your target audience

Each #SoMe platform has a personality. Make a conscious decision about which you want to use.

Facebook Pros
Target audience is primarily parents, alumni, supporters with some + Link sharing
student engagement + Editing capabilities
+ Easy photo/video
16% share

15% 14%

Women 11% + Post scheduling
7%
5%
our Fans 0.18% - .
B - Relationship-based

13-17 18-24 25-34 35-44 45-54 55-64 65+

4% 3 2%
0

Men

0.0539%

3%
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ldentifying your target audience

Each #SoMe platform has a personality. Make a conscious decision about which you want to use.

Twitter Pros
Target audience is primarily faculty, community leaders, physicians, + Can share links
journals, supporters and like institutions with some student engagement + Easy photo/video
share
_ _ _ _ _ o + Hashtags and tags
Twitter discontinued its audience analytics in January 2020. drive followers
EI{; Determine your audience anecdotally by: + Only 280 characters
* Reviewing who follows you (or who follows like organizations) + Post scheduling on
 Who engages with you (likes, retweets and comments) TweetDeck
Cons
- No editing

- Only 280 characters



ldentifying your target audience

Each #SoMe platform has a personality. Make a conscious decision about which you want to use.

Instagram

Target audience is primarily students and
prospective students, some organizations, some
alumni

300
200

100

Pros

+ Editing capabilities

+ More playful,
informal

18-24 25-34 35-44

Cons

- Relationship-based

- Image for every post

- Specific video guidelines
- No link sharing

- No post scheduling

- No resharing

- No desktop interface

45-54 55-64 65+

Female QO Male O Unknown



Setting goals for your page/profile

The end goal is always more engagement. This is how your
message reaches more people.

Sample Goals:
» Utilize the scheduling feature to schedule posts

« Share more authentic content to increase engagement
» Use page/profile data to increase engagement

e Improve organic engagement

Sample Objectives:
« Reach 5,000 fans on Facebook: reach 1,000 followers on Twitter

* Post 2-3 times every weeks

Marshall Health
May 8. Q@

Thank you for following, liking and engaging with #MarshallHealth on
Facebook as we share news, health & wellness tips and more.  To
show our appreciation, we're giving away a Marshall camping chair
just in time for summer.

To enter to win, like this post and our page. We'll announce the winner
Wednesday, May 13, at noon.

A P : ... . =
10,000
FOLLOWERS GIVEAWAY -

T 4 - -

88 Marshall Health

5,590 268 Post
People Reached Engagements

@O 228 17 Comments 44 Shares




Outline your strategy

More doesn’t mean better. Generate content that appeals to your audience.

Each social network is so different:
your strategy should be different for
each.

2019-20 Facebook Strategy

« Continue to target parents, alumni and supporters
« Continue to cut back on scheduled graphics

« Continue to share campus news and announcements

« Post more authentic content

« Expand content and engagement within Facebook groups

Marshall University @
@marshallu - College & University




Outline your strategy

< marshallu

WVANE 2366 266K 165
RNV Posts Followers  Following

Each social network is so different; your strategy should be
. Marshall Universit
d Iffel'e nt fOI’ eaCh . The official accoun!tl of Marshall University, a

student-centered research institution. Connect with
the #MarshallUFamily today!
www.marshall.edu/

1 John Marshall Dr, Huntington, West Virginia
- I I Sta al I I trate Followed by marshallbiology, lilysplacewv
and 36 others

Following v Message Contact v

More doesn’t mean better. Generate content that appeals to your
audience.

. Continue to target current and perspective students
. Increase daily feed posts to showcase campus life =
. Continue to increase use of stories AMarshallW.. Health& S, Move-in  #harshal2. Camp.
. Live stories from campus events & activities it G 3
. Curated stories for news, pre-event promotions & . i 7
campus services
. Produce at |least one Instagram TV video per month to
showcase campus life




Outline your strategy

More doesn’t mean better. Generate content that appeals to your audience.

Each social network is so different; your strategy . Marshall University &
should be different for each. 13.9K Tweets

2019-20 Twitter Strategy

« Target current students, alumni, faculty and staff
« Schedule and share campus news

« Schedule and share posts promoting events

) Marshall University &
* FOCUS on Customer service @marshallu  Follows you

- Collaborate with campus departments to quickly and  gliee fwte: eriiarnsl bniversi, s Siaent-centered research insition
efﬂCIently respond to ISSUES and Complalnts @ Huntington, WV & marshall.edu [ Joined December 2008
* TraCk response t|mes 1,236 Following  24.6K Followers



Build your profile

Creating a profile others want to follow

1.

Follow to be followed.

Medical schools
Students
Similar or feeder programs

#MedTwitter leaders - AAMC or other professional
colleagues

Other medical schools or organizations you're interested in
Other physicians, researchers or labs
Community groups and leaders

Build out your entire profile.

Adhere to brand standards to build out your
profile.

( Edit profile |

Marshall Pediatric Hospital Medicine Fellowship
@MarshallPHM

Official Twitter account of the #PediatricHospitalMedicine fellowship at Marshall
University Joan C. Edwards School of Medicine. @ MUSOMWY #PHM

©® Huntington, WV & jcesom.marshall.edu/residents-fell... [ Joined July 2020

MARSHALL UNIVERSITY.
Joan C. Edwards School of Medicine




Content development

More doesn’t mean better. Generate content that appeals to your audience.

Examples of Content:

« Faculty or student profiles

* Published or presented research

* Innovative techniques or new services

* Milestones

« Upcoming events or activities

* News (ex. achievements)

» Blogs or news articles

 How you’re adapting to COVID

« Community outreach

« Faculty or student experiences (dining in downtown
Huntington, hiking a trail, whitewater rafting)

MARSHALL UNIVERSITY.
Joan C. Edwards School of Medicine




Content development

More doesn’t mean better. Generate content that appeals to your audience.

1. Resize photos before posting, as necessary.

2. Use language representative of the whole —
we/our/or third person

3. Check hashtags before you use them. They may
not mean what you think they mean.

4. Use URL shorteners like bit.ly to reduce length of
post and track clicks.

5. Keep posts to the point. Meaningful content

doesn’'t need a lot of flowery language to be
engaging. M MARSHALL UNIVERSITY.
Joan C. Edwards School of Medicine



Content development

More doesn’t mean better. Generate content that appeals to your audience.

MarshallU Weekly Posts g i viren'®

1d-Q

Student Health will require appointments for the fall semester.
Mond ay. #MarshallU Monday To schedule an appointment, call 304-691-1100.

Transportation is provided by TTA. For route information, visit

https://fal.cn/39WP7 or download the RouteShout 2.0 app.

Tuesday: Student testimonials #MarshallUFamily
: . MU Student Health
Wednesday: Campus/student life; department/service FALL 2020 UPDATES

Instagram story

Limited telehealth is available
by contacting Student Health.

TthSday #MarSha”UTBT to schedule an appointment

contact 304-691-1100

MASKS ARE REQUIRED for transportation
and for entry to Student Health.
Transportation to Cabell Huntington Hospital is provided
by TTA. For route and location information, visit:
www.marshall.edu/studenthealth or download the
RouteShout 2.0 app.

Friday: #HerdGreenFriday

\/
MARSHALL

Month-in Review Stories on Instagram on the first Friday of each T et

WWW.

ave

month.



Driving engagement

The end goal is always more engagement. This is how your message reaches more people.

Actually post or tweet. ©

. Recovery Month
Collaborate on big themes or events (#Match2021, 4
#MarshallUFamily) #RecoverylsPossible

Marshall University #FacesofRecovery

Use hashtags and tagging appropriately
« Identify active pages/handles #MarshallUFamily
» ldentify your go-to list of hashtags

#RecoveryMonthwvV

#SonsAndDaughtersOfMarshall #RecoverylsReal

People respond to posts with: #0neOfTheHerd
 People they know
 Engaging photos, videos
* Interesting stories, news

#RecoveryHappens




Tweeting for Research

Creating a profile others want to follow

1.

Help people understand the “why”

Draw a clear connection for followers between the
significance and relevance to medicine and/or
mainstream health topics

Use visuals to draw attention to your tweets that
represent your research

Examples: Candids in the lab, models, visual abstracts

Last resorts: Headshots or graphs

Tag handles for publications, presentations

Don’t be afraid to direct message publishers or
journals to ask questions. Some respond better
on Twitter than via email!

SfN Journals @5fMNJournals - Aug 3 v
A common green apple vape flavor enhances nicotine reward and is also
rewarding itself, according to new #eMNeuro research in mice from
@MUSOMWY.

How vape flavorant farnesene may exacerbate the effects of #nicotine:

01/10

eneuro.crg/lookup/D( Joces

7= Marshall 5chool of Medicine @MUSOMWV - Aug 18

4 A common green apple vape flavor enhances nicotine reward, which could
heighten reward and drug-seeking behavior, according to @marshallu
researchers @Sky_Coop @Dr_BHenderson

RSN
= _\\;-‘\\\\‘\ o \\
B, | SRR,

# Low-sensitivity nAChR
' High-sensitivity nAChR

@ Nicoting molecule

‘ tly s ot — 220t

Enhanced
nicotine affinity
Created | i

and potency

R



lI: Push Pause

Do you really need a profile/ page? This is long-term commitment.

Ask Yourself:

1. Can | commit to this profile/page long term? (not 5 months, but 5 years from now)
Do | have something different to offer that doesn’t already exist?
Can | generate meaningful content on a regular (weekly) basis?

How much time, energy, resources can | commit to growing my page/profile’s reach?

a k~ WD

What is my continuity plan?



Using Analytics to Adapt

Use robust data to drive content choices

e Facebook Insights

e Twitter Analytics



https://www.facebook.com/MUSOMWV/insights/?referrer=page_insights_tab_button
https://analytics.twitter.com/user/MUSOMWV/home

Other Best Practices

Creating a profile others want to follow

1.

Stay positive. Avoid temptations to engage in
controversy. Never get into an argument on
Twitter.

Make sure you have permission. Adhere to

copyright and HIPAA standards before posting.

Not everything is appropriate for social media.

Adopt a plan to respond to messages (and/or
reviews) in a timely manner.

MAYO

CLINIC . : .
W The 12-Word Social Media Policy
(

Don’t Lie, Don’t Pry

\ Y
c D
Don’t Cheat, Can’t Delete
\ Y
c D
Don’t Steal, Don’t Reveal
\ Y

M MARSHALL UNIVERSITY.
Joan C. Edwards School of Medicine




Social Media during COVID-19

The new COVID-19 norms

1.

Images must represent appropriate social
distancing and mask wearing.

Follow current news and events as guidelines
change.

Be prepared to adapt as needed.

Use the opportunity to present your content in a
unigue way. Show how you’re adapting,
responding.

Marshall University Joan C. Edwards School of Medicine |

August 5 at 5:46 PM . B

The internal medicine nurse practitionar fellowship program at
tarshall Health and the Marshall University Joan C. Edwards School of

Wedicine completed its inaugural year with its first two graduates--
Kati Holland, MSN, AFRN, FNP-BC and Christy Gibson, MSN, APRN,
FMP-BC. In addition to their regular jobs as APRNs in
#InfectiousDisease (during #COVID191), Kati and Christy went abowve
and beyond to pursue academic excellence in the program. They will

continue fo be part of the f...

71,376
People Reached

QO 166

See More

1,095

Engagements

39 Comments 15 Shares
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