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Using Social Media
Effectively to Promote
Your Eye Care Practice

Tailor online marketing campaigns to include mobile marketing and social media promoticns.

BY NAREN ARULRAJAH WITH VIKAS VIJ

recent advertising study “Digital Index” from

Adobe Systems found that people’s brand

engagement with Facebook grew in the third

quarter of 2012 by nearly 900% and is expected
to continue increasing its fan base through 2013. Adobe's
research attributed this huge surge in usage levels in part
to the new “timeline” feature of Facebook.'

Several other studies on the impact of Facebook's time-
line feature corraborate the findings of the Adobe study.
A study which targered 15 timeline early adoprers from
various industries compared rates before and after the
feature was added to Facebook, Results showed that the
timeline improved fans' engagement with the brand and
content levels by 14% and 46% respectively.’

A major upswing in the number of individuals accessing
Facebook using a mobile device has also contribured o
this extraordinary gain in the sice’s levels of brand engage-
ment. Nearly 25% of total usage on Facebook came from
mobile users, and mobile visitors are predicted to continue
steady growth. Based on these numbers, marketers should
design campaigns specifically for mobile operating systems
such as i05 (Apple, Inc.) and Android {Google) to drive
more targeted mobile traffic to their websites.®

Eye care professionals should look at these new social
media and mobile marketing trends and find ways to
integrate them with their own online marketing strate-
gies, They can engage the services of professional Internet
marketing companies to develop a focused social media
campaign in line with the rends.

A COSTLY MISTAKE TO IGNORE 50CIAL
NETWORKS

Search engine optimization (53E0) and social network-
ing are increasingly intertwined, and leading search
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engines such as Google tend to give higher page rankings
to websites that have an active interaction wich promi-
nent social networks like Facebook.

Many SEO and Incerner marketing companies continue
to make the fatal error of ignoring social necwork promo-
tion, while pressing on with traditional SEO strategies, Eye
care professionals must have an equal balance of tradi-
tional SEO and interactive social media plans to identify
and personalize their practice brand while moving up
in search rankings. An increased presence on social net-
works such as Facebook, Twitter, Google+, and Pinterest
engages patients and visitors, establishes the practice’s
personality, and promaotes its values and education, as
well as impressing major search engines.

MOBILE SEARCH MARKETING

Adobe’s Digital Index report revealed that 20% of
paid search clicks came from a smartphone or a tablet
device. According to the report, this trend is expecred o
increase.” Therefore, it is important that eye care practices
have websites that are compatible with smartphones and
tablets.

Innovative Internet marketing companies are already
finding new ways to take advantage of this trend by
devising marketing straregies thar rake advantage of tab-
let and smartphone technology. At the same time, they
are capitalizing on the new platform changes introduced
by Facebook to reach our to their target audience in a
more personalized manner.

The current trends as revealed in the Adobe report
should encourage opromerrists and ophrhalmologists o
tailor their online marketing campaigns to include mobile
marketing and social media promaotions, The emphasis
on mobile and social media, however, must not come at



the expense of rraditional Internet search marketing. The
search spend of an average US company (amount spent
per year on cost per click and other online or mobile search
advertising across all devices and social media) grew by 11%
from the third quarter of 2011 to the third quarter of 2012.°

BUILDING THE BRAND VIA SOCIAL
NETWORKS

To survive in a competitive environment, it is crucial
for an eye care practice to be able to differentiace icself
from its competitors and build a unique brand identity
that potential patients can identify with, A lot depends
on the professional marketing team

should keep some basic tips in mind,

- "Breviry is the soul of wit” when it comes to social
networking, Brief posts with fewer than three lines of
text achieve betrer reader engagement and response
compared with lengthier posts.

« Post frequently and maintain consistency. Readers
have a short memory in the world of social media.
Our of sight is out of mind in this game, so practi-
tioners should stay in touch with their fans and fol-
lowers and post fresh messages abourt three to five
times a weelk, if not more.

« Page insights should be used to help the eye care
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provider determine what may be the optimal dme
to post messages to their preferred social necwork.
Maximize the impact of posts and reach the most
potential patients by updaring during the optimal
time range.

« Become familiar with the audience as much as pos-
sible. When the opportunity arises, engage with

patients individually and personalize the relationships.
« When engaging others on social media, be sure to post

items thar target current trends, holidays, and “hot”
issues of the day. Fans and followers will feel more
connected on a personal level, increasing the likeli-

hood that they will repost or share your informartion,

+ Be reader-friendly in terms of language and content,

and ensure that messages are appropriate for the pro-

file of the target audience,

+ Make use of images and videos wherever possible. A

growing number of online readers and social media
enthusiasts prefer to view rather than read a lor of
text. Readers prefer to interact with content that
includes pictures and videos.

« Try to construct brand-specific content when using
social media. Help readers identify with the eye
care practice by speaking in the voice of the brand.

Practitioners can differentiate themselves from other

providers using social necworks and offer something
unigue to their fans and followers in their content.

CONCLUSION

The most important aspect of the practice’s Intermet
search and social media marketing campaign is that it
constantly strives to be useful. Rather than focusing on
aggressive self-promortion, disseminate useful eye care
information and educate and guide potential patients
about new products, procedures, and treatments thart
suit their needs. A sincere, helpful, and pro-patient
approach will go a long way in building the eye care
practice’s brand online. m

Naren Arulrajah is the president and CEO,
and Vikas Vij is the marketing manager of
SEQ services at Ckwa Marketing. Contact Ekwa
Marketing at (877) 249-9666; naren@ekwa.corm.
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