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Reporters on Twitter - Who Are You Following?

by Lin Grensing-Pophal

There’s no doubt that health care reporters are alive
and tweeting. For example, here are a couple of recent
tweets from Bruce Japsen, health care business reporter
at the Checage Trrbane,

*  “Talking health reform and about insurance giant
WellPoint’s move to leave 400,000 people in
Mlinois and Texas behind.”

= WellPoint UniCare health business to split from
[linois and Texas. Mote than 400,000 customers
affected.”

Clearly, if you're employed by WellPoint’s communi-
cations department, you should be following Bruce

Japsen.

Social networking sites like Twitter, Facebook, and
LinkedIn have created new opportunities — and new
challenges — for health care communicators. Many
have had to quickly ramp up their own knowledge of
these sites and how they work, while attempting to
educate health care leaders and administrators about
the value of these networking tools.

Mayo Clinic is an example of a health care organization
that has been on the leading edge of social media
adoption for communicating with patients, the public,
and the media.

Lee Aase is manager for syndication and social media at
Mayo Clinic in Rochester, MN. In fact, he is also the
“chancellor” of Social Media University, Global
(SMUG) at http:,."'fsncia]-mcdi.a-univr:rsitj-r—gloha].org.
SMUG is described as a “post-secondary educational
institution dedicated to providing practical, hands-on
training in soctal media to ifelong learners.”

Just recently, notes Aase, a reporter from US4 Today
contacted Mayo to say, “Hey, I noticed on the Twitter
stream that you have a tobacco smoking cessation
expert on your weekly radio program — would I be able
to talk with him for a column I'm doing?”

Says Aase: “Part of the beauty of Twitter is it lets you
broadeast to the world what you're thinking about. It's
not a silver bullet or a quick fix, but it is a chance to
build relationships with people who have common
interests.” He observes that Mayo Clinic has been the

subject of several stories that had their birth in Twitter.
“Part of what we’re working to do is have people on
various beats follow the Twitter stream relating to their
topics,” he notes.

Aurora Health Care is another organization that has
seen the value of social networking for media relations.
With about 5,600 followers, Aurora is “pretty active in
Twitter,” says Jamey Shiels, director of social media
and digital communications for the Milwaukee health
system. Aurora has also established a number of dif-
ferent groups to attract specific types of Twitter users —
including members of the media.

“We tried to identify ... our media partners ... that are
on Twitter, and we follow them,” says Shiels. In the
process, Aurora also tries to interact with the media
and to gain reciprocal followers. That's key when at-
tempting to interact with any audience because you can
only direct messages to people who are following you
on Twitter.

Aurora has had some success connecting with reporters
on Twitter. For example, it recently noticed a tweet
from a network TV reporter who was about to go to an
editorial meeting and was looking for interesting stories
to pitch to the editors. Aurora responded and, al-
though the system didn’t get picked up for those
pitches, it did receive a response indicating that the
reporter would follow up at another time. Shiels notes
that Aurora has also started dialogue with reporters
from the Milwankee Journal-Sentine/ to source and pro-
vide information for stories.

“We think it’s important to be out there,” says Shiels.
“Thete are a lot of news media groups that are starting
to get on Twitter very actively — not necessatily the
media outlets themselves, but the personalities or
journalists.”

Ample opportunities for health care
communicators to engage

Pamela Johnston just started her job as director of new
media at Lahey Clinic in Burlington, MA. Previously,
Johnston was vice president of marketing and editorial
at Gather.com, a social media Web site. “During the
two-and-a-half years [ was there, social media ex-
ploded,” says Johnston. The experience allowed her to
immerse herself in the world of social media as she
watched the firm’s competitors rise to success. Prior to






