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with what is missing because they are standing by,” she
SAYS.

In interviewing prospective members, Harrison looks
for people who are willing to offer solutions as well as
opinions. She also knows to steer clear of some people
who are eager to join. “Screening tells me who is really
angry, and we don’t want someone who monopolizes
conversations.”

Gombeski concurs. He has had to inform one person
he was being rotated off. He didn’t tell the individual
his habit of dominating conversations soured the
group’s ability to do its job.

Hard work and the advantages of multiple groups
Customer advisory groups consume a great deal of
time. Identifying, recruiting, and motivating the right
participants are only the start. The meetings require

planning, the sessions themselves have to be managed,
and someone has to take minutes. It takes additional
time and sometimes significant effort to follow up on
issues raised by a group.

There are also cleatly upsides. Gombeski talks about
the advantage of having multiple customer advisory
groups. “When you run these ideas by different
groups, you ... get a different perspective on the same
topic. You start seeing the synergies and where [ideas]
work and where they don’t,” he says. “So, when we did
a test for our branding campaign, we had six ideas and
one ad was rated [highly] by all the groups. That gave
us a lot of comfort that the idea we were thinking of
was actually very positive and would tmeet the needs of
all of our customer groups.”

Tom Urlz is corporate director of marketing and public
refations at Valley Health in Winchester, VA. He can be
reached at tom.urtz@comceast.nel. W

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
s0 enamored of his job that he felt compelled to share
his enthusiasm with membets of his sodial 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 Kristine Olson
vice president of marketing, quality, and physician
services at Innovis. His response when Olson asked
him about the post: “Oh, my gosh! I was just being
stupid to my friends.”
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The situation highlighted an opportunity for education,
says Olson. She notes the importance of clearly com-
municating with employees about the use of social
media and what is, and is not, appropriate — even with
personal use.

Innovis 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
social media opportunities following floods in 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 parnered all sorts of
momentumn because people were able to quickly see the
benefits.”

Naot 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 specific policies and guidelines about
the use of social media.

Social media adoption and policy statistics
According to the latest data on Ed Bennett’s blog
(http://ebennett.org/hsnl/), 557 hospitals are using
social media tools. OF those, 254 use YouTube; 336,
Facebook; 430, Twitter; and 70, blogs. However, those
numbers have grown mpidly. On November 20,
Bennett’s data showed 444 hospitals engaged in social
media; by February 13, that number had risen by more
than a hundred. The greatest increase occurred in
Twitter accounts, rising 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 — includipng FEMA and the
Joint Commission — seeking advice and information.






