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A Carefully Planned Social Media Policy
Manages Risk and Leverages Opportunities

by Lin Grensing-Pophal

A new employee at Innovis Health in Fargo, ND, was
so enamoted of his job that he felt compelled to share
his enthusiasm with members of his social network.
“Love my job at Innovis — week three — today’s lunch
is free pizza and a shot of vodka,” he announced.

The post was spotted and forwarded to Krstine Olson,
vice president of marketing, quality, and physician
services at Innovis. His response when Olson asked
him about the post: “Oh, my gosh! 1 was just being
stupid to my friends.”

The situation highlighted an opportunity for education,
says Olson. She notes the importance of cleatly com-
municating with employees about the use of social
media and what is, and is not, appropriate — even with
personal use.

[nnovis is an early adopter of social media in the health
care arena, using a variety of tools — including Face-
book, Twitter, a blog, Flickr (a photo-sharing applica-
tion), and YouTube — to communicate with various
audiences. The organization’s eyes were opened to
soctal media opportunities following floods 1n North
Dakota that affected the ability to communicate
through traditional channels.

“It was the ideal perfect storm to release a social media
campaign,” Olson says. “It garnered all sorts of
momentumn because people were able to quickly see the
benefits.”

Mot all health care organizations have been as eager to
embrace social media. Even if they have, most have
not reached the point where they have developed and
communicated spectfic policies and puidelines about
the use of social media.

Social media adoption and policy statistics
According to the latest data on Ed Bennett’s blog
{hI:tp.'ffebcnnett.ﬂrgfhsnlf}, 557 hospitals are using
social media tools. Of those, 254 use YouTube; 336,
Facebook; 430, Twitter; and 70, blogs, However, those
numbers have grown rapidly. On November 20,
Bennett’s data showed 444 hospitals engaged in social
media; by February 13, that number had tsen by more
than a hundred. The greatest increase occurred in
Twitter accounts, tising to their present level from 323,
and in Facebook pages, up from 241 in November.

Olson agrees that while adoption is still low, interest is
growing. She frequently receives calls from other
health care organizations — including FEMA and the
Joint Commission — seeking advice and information.






