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SOCIAL MEDIA:  
Practical aspects about 
Facebook and Twitter 

 



Social media is all about  
USER GENERATED CONTENT 
and  
INSTANT  
INTERACTION 

SOCIAL MEDIA: the basics 
 



²I!¢ ƛǎ {ƻŎƛŀƭ aŜŘƛŀΧΚ  
 
Social Media is location independent: taking place online ς the 
Internet is a global village. 
 
Social Media is user-generated: everyone is the publisher and the 
people who use the content are also the ones who create it. 
However still: 99% consume, 1% write. 
 
Social Media is highly accessible and scalable. 

SOCIAL MEDIA: the basics 
 



 
 
Reach out & campaign 
reach out to patients, policymakers & media 
mobilize activists. 

 
Share 
provide information & support 
connect advocates. 

 
Collaborate, and do research  
Link up with experts 
conduct surveys, understand needs, 
collect data. 

SOCIAL MEDIA: the basics 
 

Social Media and Patient Groups ς WHY?  



Attention!  
Social Media information is transient, but will also stay forever 
 
Whatever you put out into the web: 
Å is public (like a poster wall); 
Åwill be there forever ς and will be googled; 
ÅƳŀȅ ōŜ ǳƴŘŜǊǎǘƻƻŘ ŀǎ ȅƻǳǊ ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ ƻǇƛƴƛƻƴΣ ƴƻǘ ȅƻǳǊ 

own. 
 
 

SOCIAL MEDIA: the basics 
 



Why should you engage in Social Media?  
 
Social Media will  
Å increase the visibility and the impact of your communication,  
Å help you build a community, build long-term relationships and support  

for your cause.  
Å allow you to start a conversation and interact with your audience. 
 
Remember:  
Å YOU are not expected to LIKE the platforms your patients are using. 

You need to GO WHERE YOUR PATIENTS ARE. 
Å Keep in mind 4 things: 

SOCIAL MEDIA: why bother? 
 

 

Your AUDIENCE 
Your GOALS 
Your TIMING 

Your RESOURCES 
 
 



SOCIAL MEDIA: audience 
 

Identify who are you going to speak with: 
 
ᾜ Different audiences need different messages and even 
different communication channels. This can vary depending 
on countries and local contexts; 

 
ᾜ Select the content of your message according to your 
target audience. Always try to put yourself in receiver's place 
ς think what you want your audience to learn and what 
emotion you want to evoke. 

 
 
 
 
 



SOCIAL MEDIA: audience 

 
Identify which group are you trying to communicate with: 



άaȅ ǇŀǘƛŜƴǘǎ ŀǊŜ ƴƻǘ ƻƴƭƛƴŜΗ aȅ ǇŀǘƛŜƴǘǎ ŀǊŜ ǘƻƻ ƻƭŘ ŦƻǊ ǘƘŜ ƛƴǘŜǊƴŜǘέ 
 
Almost every patient has access to Internet-based information  
today. Young relatives are often key in informing elderly patients. 
 
Age is no longer a challenge in Internet use, but educational level,  
language and ethnic minorities. 
 
Benchmark: 
ÅHow many printed brochures do you get to  

your constituency?  
ÅHave you ever assessed effectiveness of  

printed media? 
 

SOCIAL MEDIA: is everyone online? 
 



SOCIAL MEDIA: interactivity 

                          
 
ᾜ Be social and conversational, and 

talk to other users. Take time to get to 
know your audience, so that you can 
add value to the conversation. 

 
ᾜ Share interesting information 
shared by others 
 
ᾜ Post frequently. 

 

                  
×  Push messages without listening or 

responding to your audience or 
taking the time to learn what they 
care about. 
 

×Use low quality or too small images, 
or violate copyrights (!)  
 

×Spam your audience and promote 
yourself. 

 
 

 
 



SOCIAL MEDIA: content 

                         
ᾜ Create a stream of useful articles to 
share.  
 
ᾜ Share helpful educational or 
entertainment content. 
 
ᾜ Respond to criticism in a calm and 
constructive manner. 
 
 
 

 
× If you have nothing to sayΣ ŘƻƴΩǘ 

publish. 
 
×Be dry and purely informational, 

or post only statements. 
  

×Share the same message many times. 
 

× Ignore questions or comments from 
other users, or wait too long to 
respond. 

 



SOCIAL MEDIA: timing, monitoring 

                         
 
ᾜ Listen in and learn!  
Monitor what your audience is saying.  
 
ᾜ Keep an eye on statistics and analyze 
posts to see what works. 

 
 
ᾜ Use social media managing tools to 
schedule posts (e.g Hootsuite). 

 
 

 

                
 

 
 

×Spend all your time listening, not 
creating something interesting. 
 

×Misinterpret statistics: likes for 
clicks,  
or lack of likes for lack of interest. 
 

×Schedule posts all the time instead 
of being spontaneous and authentic. 
 

 



SOCIAL MEDIA: be focused 

 
 

ᾜ {ƻŎƛŀƭ aŜŘƛŀ ǎŎŀƭŜǎ ǳǇΣ ƛƴŘƛǾƛŘǳŀƭ ǎǳǇǇƻǊǘ ŘƻŜǎƴΩǘΥ Individual support helps only 
one person at a time.  
Forums and Social Media reaches out to 99% that just read. 
 

ᾜ Prioritize social media channels ŀƴŘ ŜȄǇŀƴŘ ǘƘŜƳ ŀǎ ȅƻǳ ƎǊƻǿΦ  LǘΩǎ ōŜǘǘŜǊ ǘƻ 
invest time in the most popular channels, than starting big and minimize later. 

 
  
 



Why using Facebook? 

ÅFacebook: Most popular channel, serves all ages 
(except the youngest); 
ÅUseful for driving conversations around a 

subject, raising awareness and running 
campaigns; 
ÅStarting a Facebook page or group takes little 

time although building one requires time; 
ÅPages are for the public, creating huge 

outreach; 
ÅGroups can be public or private, offering 

support to patients and their families; 
ÅEvents can drive your campaign or meeting. 
    



Facebook: Monitoring 

Very sophisticated tools to target specific 
demographics, good for campaigns: 



Facebook: Some tips 

 
ᾜPost links to articles, news, research blogs;  

ᾜShare short simple messages and patient stories - humanize, create empathy; 

ᾜChallenge the audience. Ask questions! Provoke reactions! 

ᾜUse images and videos when possible; 

ᾜFriends of friends spread the message: information appearing on their page; 

ᾜ Good timing: Try to post your messages on Wednesdays and/ or Thursdays,  
between 10 to 3 pm or after 9 pm; 

ᾜ Double life - remember that patients may not want to tell their Facebook 
friends that they are patients; 

ᾜRead carefully all the comments and look at the statistics (comments, shares) 
- learn and improve your communication! 

 
 

 



Facebook: Good examples 



Facebook: Good examples 

{ǘƻǊȅ ǘŜƭƭƛƴƎΧ 
vǳŜǎǘƛƻƴǎΧ 
9ƴƎŀƎŜƳŜƴǘΧ 
/ǳǊƛƻǎƛǘȅΧ 

 



SOCIAL MEDIA: #Hashtags 

WHAT ARE #HASHTAGS? 
 

ᾜ Place you key messages using a #hashtag: 
     # followed by a unique keyword, e.g. #MPNCLL16 
 
ᾜ The main purpose of #hashtags is that people can follow posts 
of different people or organizations on a specific event or topic 
that is happening at the same time.  

 
 ᾜ LǘΩǎ ƭŜǎǎ ŀōƻǳǘ ǊŜǎŜŀǊŎƘ ŀƴŘ ŀƴŀƭȅǘƛŎǎΣ ōǳǘ ƳƻǊŜ ŀōƻǳǘ ǇŜƻǇƭŜ 
following what is happening while it is happening.  
 



One of the most popular, rapid, instant Social Media service: 
 

ά9ǾŜǊȅ ǎŜŎƻƴŘΣ ƻƴ ŀǾŜǊŀƎŜΣ ŀǊƻǳƴŘ сΣллл ǘǿŜŜǘǎ ŀǊŜ ǘǿŜŜǘŜŘ 
on Twitter which corresponds to over 350,000 tweets sent per 

ƳƛƴǳǘŜΣ р ōƛƭƭƛƻƴ ǘǿŜŜǘǎ ǇŜǊ Řŀȅέ 
 
 

SOCIAL MEDIA: Twitter 



Å "Microblogging" ς something like an 
SMS stream, using at maximum  
140 characters per message; 

ÅFollow people that provide interesting 
news, incl. links; 

ÅReach out to people that  
don't know you (yet); 

ÅFollow topics όάІƘŀǎƘǘŀƎǎ"),  
e.g. #mpncll16.  
 

SOCIAL MEDIA: Twitter 



Twitter:  
Example #MPNCLL16 


