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AdvisORs
insight and know-how from the field

ask the

How much of the marketing budget 
should healthcare organizations spend 
on social media? 

got	a	Pressing	QUestion	For	Us?
Having trouble finding the best way to go about advertising? Wondering what the hottest trends and topics in healthcare 
marketing are? ask the advisors! We’re looking for questions about the topics you’d like to see answers to, so please submit 
any and all questions for our advisors to senior editor carrie vaughan at cvaughan@healthleadersmedia.com.

Gabrielle detora, healthcare 
marketing strategist, Gabrielle  
detora Consulting 

B r a n d e d 
social media site 
d e v e l o p m e n t 
on Facebook , 
YouTube, and 
other sites is rel-

atively inexpensive. It’s the mainte-
nance that gets pricey. 

If there is not a robust integrated 
marketing communications infra-
structure, health systems may be 
able to build the social media plat-
forms but will have trouble creating 
engagement with consumers (social 
networking) on an ongoing basis, 
which is one of the most important 
opportunities of social media. There 
simply isn’t enough time to main-
tain communications on a real-time 
basis even when using drip cam-
paigns and alerts. 

There are a number of social net-
working companies that hire con-
tent specialists to monitor sites, 
post content, and engage consum-
ers on behalf of the hospital or 
health system, but that comes with 
risks and can become quite expen-
sive. In reviewing this option for 
one of my larger health system 

clients, a modest bid was $4,000–
$5,000 per month.

According to eMarketer, which 
publishes Internet market research 
and statistics, next year 80% 
of companies with 100 or more 
employees are expected to use 
social media tools for marketing. 
This is up from 73% in 2010 and 
nearly double the usage rate in 
2008. 

Outside of the healthcare indus-
try, in a worldwide survey by 
SEOmoz, a provider of search 
engine optimization software, more 
than half of the 9,000 respondents 
said their budget for outsourced 
social media marketing was zero. 
Only 2.9% said they spent more 
than $5,000 per month. Other sur-
veys indicate that marketers spend 
4%–11% of their online marketing 
budgets on social media.

Rilla Delorier, chief marketing 
officer of Suntrust Bank, mentioned 
via AdAge that “the great thing is 
less than 5% of my total spend is in 
social media. We’ve reached over a 
million customers this year through 
that mechanism. It’s a very efficient 
way to get feedback on what’s work-
ing and what’s not.”

On average, my clients spend 
approximately 1%–3% of marketing 
budgets on social media platforms, 
not including the cost of marketing 
and communications staff. 

The larger question is whether 
they are getting the proper bang for 
their buck. Mercy Health System’s 
bariatrics campaign, recently high-
lighted in the September issue of 
Healthcare Marketing Advisor, 
has received several inquiries gen-
erated from its Facebook page and 
bariatrics iPhone® app, but the lion’s 
share of consults are still generated 
from the hospital’s traditional cam-
paign advertising.

dan dunlop, President, Jennings Co.
T h e  e a s y 

answer is that 
the size of the 
budget alloca-
tion a hospital 
makes to social 

media depends entirely upon the 
strategic objectives of that orga-
nization and the degree to which 
social media tools will be integrated 
into the organization’s marketing 
program. 

In years past we would ask, “What 
percentage of our budget should 
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we allocated to broadcast media?” 
Obviously there’s no set formula. 
With broadcast media and with 
social media, it depends on what 
you are trying to accomplish. It is 
a matter of applying the right mix 
of tools to the job. The final answer 
comes out of a strategic planning 
process.

I would make the case that a bet-
ter analogy would be to compare 
an organization’s commitment to 
social media to the commitment 
the organization makes to PR. 
Social media channels represent a 
distinct opportunity for engaging 
consumers, just as media relations 
represents a distinct method for 
disseminating information about 
the organization. The difference 
between them is that social media 
platforms offer the opportunity for 
two-way communication and com-
munity building. PR, in contrast, is 
more unidirectional. 

In fact, when I think of the com-
munity building and consumer 

engagement made possible through 
social media, the most appropri-
ate comparison may be to the com-
munity relations function within a 
 hospital.

The question then becomes: What 
resources and staffing do most hos-
pitals dedicate to community rela-
tions? And what does that tell you 
about how you might approach bud-
geting for social media? 

When you look at it that way, it 
becomes apparent that this is a func-
tion more fundamental to the hospi-
tal or health system’s operation than 
any single advertising medium. This 
isn’t at all like budgeting for broad-
cast spending.

In the end, it comes down to 
understanding that social media is 
not advertising. The communica-
tion your organization facilitates via 
social media should help you con-
nect with, engage, and inform your 
consumers. 

Ultimately, social media tools are 
at their best when you use them to 

build and deepen consumers’ rela-
tionship with your organization. 
Those are functions that justify a 
meaningful budget allocation. HEALTHCARE MARKETING ADVISOR

the new Patient Experience imperative
Focusing on patient experience has always been the right thing to do. but new government regulations and payment models 

mean hospitals must do better, according to this report. this exclusive, original research and analysis offers key insight from top 

healthcare executives and clinical leaders, including:

 » 22% say lack of cultural fit or employee buy-in is their organization’s biggest patient experience stumbling block

 » 56% say making physicians, nurses, and staff accountable for patient satisfaction as part of their  

compensation/employment status is important

 » 17% say tying executive compensation to patient experience is important

 » 14% of leaders say the ceo has primary responsibility for patient experience

To read more of the survey, go to www.healthleadersmedia.com/intelligence/081/industry-insight-report.html.

new Book: The Complete 
Guide to Physician 

Relationships

based on extensive research and an 
in-depth survey of nearly 200 physi-
cians, author Kriss Barlow, RN, MBA, 
outlines exactly what information 
physicians want and how they want 
to receive it from healthcare leaders, 
peers, marketing executives, and physi-
cian relations representatives. get the 
critical data that you need to succeed 
with your physician relations, referral, 
and communication efforts.

To order a copy of the book or  
read a sample chapter, go to  
www. hcmarketplace.com/ 

prod-9497.


