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SOCIAL MEDIA WILL HELP YOU 
GROW YOUR BUSINESS

Today, social media offers great promise as a way for agents who serve medical professionals to 
grow their business. Soon, it will be an essential part of connecting with doctors and their staff.  
In keeping with our commitment to act as your best partner, we’ve created a suite of tools and  
resources to help you seize the potential of social media. Our goal is to provide the support you 
need to quickly develop a social media campaign that engages the doctors and practice managers 
who are crucial to your success.

SOCIAL MEDIA MADE EASY. This guide will provide you with  
everything you need to get started: 

. Step-by-step help for putting together your first campaign.. Detailed discussions of the social media sites that are  
    most useful in connecting with doctors: Twitter, Facebook,  
    LinkedIn, and YouTube.. Information on increasing your digital presence by finding  
    and leveraging engaging content.. Definitions of social media terms and concepts.. Do’s and don’ts.

THE AGENT/BROKER SOCIAL MEDIA RESOURCE CENTER. We have built an online resource center that 
gives you access to a wealth of information and links, plus frequently updated tips and tricks to 
help you increase your digital presence. We created this tool just for our agents, and you can find 
it in the Agent/Broker Area at www.thedoctors.com/socialtools. 

CO-OP FUNDS. If you are a Key Agent or a Chairman’s Circle Agent, you can apply co-op funds to 
your social media campaigns and receive 50 percent reimbursement.

FAST ANSWERS TO YOUR QUESTIONS. We’re just an e-mail away. Contact us at social@thedoctors.com 
for timely and knowledgeable help.

We firmly believe that social media represents a great opportunity for our agents, and we want to 
help you leverage it to its fullest extent. We look forward to hearing your social media success stories.

STACY SCHULTZ
Vice President, Marketing
The Doctors Company

SOURCE: 2013 AGENT SOCIAL MEDIA USAGE  
SURVEY BY THE DOCTORS COMPANY

OF OUR AGENTS SAID  
THEY WOULD LIKE TO  
USE SOCIAL MEDIA TO 
CONNECT WITH DOCTORS

82%

OF OUR AGENTS TOLD US 
THEY WERE UNSURE 
HOW TO GET STARTED

89%
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Doctors are on social media every day,  
engaging in physician and patient  
communities and seeking out the latest 
news and research. That makes social  
media an ideal way to reach new prospects, 
retain your existing clients, grow your  
business, showcase your expertise, and  
extend your brand.

Because of social media’s casual and  
informational nature, you can initiate and 
maintain relationships with people who might 
be resistant to a sales call. For example, as 
an agent, you already know a lot about risk, 
patient safety, and medical malpractice. By 
sharing that information, you are giving your 
readers a gift that costs you nothing. And 
any time someone shares something you’ve 
published, your name  
and information is 
sent with the implied  
endorsement of the person  
doing the sharing. That  
opens a lot of doors. 

REACHING MEDICAL PROFESSIONALS  
WHERE THEY ARE 

When you share news via social media  
regularly, medical professionals become 
more aware of you, and they’ll tend to 
think positively about you because you’re 
giving them something of value. So when 
they need to talk to an agent about medical 
malpractice insurance, you’ll be first on 
their list. If a colleague asks them for a 
recommendation, your name will be top of 
mind. And your existing clients will see your 
stream of information as a significant added 
value that you provide, so they’ll be more 
inclined to stay with you and recommend 
you to their colleagues. 

This guide will provide you with all the tools 
and information you need to start increasing 
your business with social media today.

S E C T I O N  1

67% OF PHYSICIANS 
USE SOCIAL MEDIA 
FOR PROFESSIONAL 
PURPOSES

SOURCE: QUANTIAMD
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FREQUENTLY ASKED QUESTIONS

Q: How much does a social media 
   campaign cost?

A: Nothing, in terms of out-of-pocket  
   expenses. It takes just a few minutes to set   
   up an account and about an hour a week  
   to keep your entry-level campaign going.

Q: Do I have to be a social media whiz  
   to do this?

A: Not at all. In this guide, we’ll provide you 
   with easy-to-follow steps to get started.  
   And we’ll also map out additional things   
   you can try later.

Q: Is this really going to benefit my business?

A: Yes. Even a very simple social media  
   effort can draw in new clients, increase   
   retention, and impact your bottom line.

DO YOU HAVE QUESTIONS OR NEED HELP? CONTACT US AT SOCIAL@THEDOCTORS.COM.

S E C T I O N  1

HARNESS SOCIAL MEDIA BY  
LEVERAGING OUR CONTENT

The Doctors Company has the industry’s  
most extensive and informative content on 
medical trends, best practices, and risk  
management strategies—all presented by 
well-known industry experts. And we also  
provide a steady stream of industry-focused 
updates, like FDA notifications, breaking 
medical news, and information on  
upcoming events.

You have complete access to all of this  
digital content and resources. Sharing it with 
your clients and prospects makes you look 
very smart and informed and positions you  
as a thought leader.

Here are the types of content—covering key 
industry trends and topics—we have that you 
can share:

. Short videos. Risk tips. Articles. White papers. Tweets. Posts

Take a closer look at  
www.thedoctors.com/socialtools.

60% OF DOCTORS 
BELIEVE THAT SOCIAL 
MEDIA ENHANCES 
THE QUALITY OF CARE 
THEY PROVIDE

SOURCE: ALLIED HEALTH WORLD



TWITTER

With over 500 million registered users,  
Twitter is one of the 10 most popular sites  
on the Internet—and it is growing fast. Being 
followed on Twitter is a strong signal of online 
affinity for your business. When prospects 
and clients follow you, they are indicating an 
active interest in your brand and are asking  
to hear more from you. 

As you’re putting together your tweets,  
remember to share news or informational  
content that is of interest to your followers. 
The goal is for your followers to experience 
your stream of tweets as a service that  
you are providing to them, rather than as  
a barrage of advertising.

GETTING STARTED: STEP BY STEP

         Open a Twitter account, using the name   
       of your agency or your name. This becomes 
your Twitter “handle,” which is the name 
people use to find you on Twitter. Handles 
always have an “@” in front of them. So,  
for example, your handle on Twitter might  
be “@smithagency.” It’s a good idea to  
make it short and memorable, so it’s easy  
for people to find.

A QUICK GUIDE TO   
KEY SOCIAL MEDIA SITES 

         Tell your clients about your Twitter handle           
         and ask them to follow you. Let them  
know that you’ll be posting (which on Twitter 
is called “tweeting”) useful updates about 
developments in patient safety and medical 
risk management, as well as breaking medical 
news. It’s also a good idea to promote your 
Twitter handle on your e-mail signature,  
website, and other marketing materials.

         Plan on sending one to  
         two tweets per week to  
start with. A tweet is a 140- 
character message that goes 
out to all your followers. As you 
get comfortable with tweeting, 

you can slowly ramp up the amount of  
tweets you send. 

         Take advantage of reliable, newsworthy  
         content from trusted resources. The Doctors 
Company has a wealth of information that you 
can share. Subscribe to our Twitter stream  
(@doctorscompany) to get updates on industry 
trends, risk tips, medical alerts, and video 
clips featuring industry experts. To share  
this content with your followers, retweet by  
clicking “Retweet.” Or you can copy and 
paste the tweet into your own message.

S E C T I O N  2

1

2

3

4

6



7

         Finding valuable and interesting things to          
         tweet about is easy. In fact, you can have  
a whole stream of information and news  
delivered to you via Twitter. Just follow the 
Twitter streams of trusted organizations in  
the medical industry. For, example, if you  
go to the website of the American Medical  
Association and look toward the bottom of 
their homepage, you’ll see a Twitter icon. 
Make sure you’re signed into Twitter on your 
computer, then click that icon to automatically 
become a follower, which means you will see 
all their tweets as they come out. Then you 
can select the items that would be relevant to 
your clients and tweet them to your followers.

         Position yourself as a go-to source  
         for professional news. Provide your  
prospects and clients with a steady stream  
of up-to-date, knowledgeable information.

         Tweet on a regular basis. Your followers 
         will become more engaged with you as 
an expert when they hear from you regularly. 
And that means more new business and  
better retention.

Once you get set up, it’s important to be  
consistent. The good news is that you  
or someone you designate can keep your  
Twitter stream operating with less than  
half an hour’s work two days a week  
to start. 

S E C T I O N  2

THE INSIDE SCOOP

Twitter account setup. Visit http://bit.ly/GoTwitter 
to see Twitter’s detailed instructions on  
setting up your Twitter account. You’ll also 
find tips for picking your user handle, important 
information about your e-mail address, first 
steps after you’ve created your account,  
and troubleshooting information

Get tweets on your mobile device. Visit  
http://bit.ly/TwitterText to learn how to set 
up your mobile phone to send and receive 
tweets. You’ll also find out how to have tweets 
sent to you as a text message. (The technical 
name for text message is “SMS,” which is  
an acronym for “Short Message Service.”)

6

7

5
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   TIPS & TRICKS

Your Twitter handle (user name) should be 
reflective of your name, business, or agency. 
Keep it short to make your tweets easier  
for people to retweet (the letters in your 
handle will count toward the 140-character 
count) and for people to find you. Set up your  
account with a picture of you or your agency 
logo and a short bio describing your services.

Tweets have a maximum of 140 characters, 
including spaces. The typical tweet will be a 
link to an article, image, or video, accompanied 
by a short introduction.

Since a complete URL can take up a lot of  
the 140 characters you have to work with,  
it’s usually a good idea to use the free  
services available at www.bitly.com or  
www.tinyurl.com. These are websites where 
you can paste in a long URL and have  
the software automatically generate a much 
shorter link that you can use instead.

Retweets. If your Twitter followers want to 
share your tweet with all of their followers, 
they can choose to “retweet” it. This is great 
advertising for you, because your name will 
still be attached, and for the new set of  
recipients, your tweet will arrive with the  
implied endorsement of the retweeter.  

The hashtag, or “#” symbol, is used to affiliate  
a tweet with a certain topic and is used in 
Twitter search. It can also be useful for tracking 
social marketing campaigns. For example, if 
you’re sharing content with information that 
will be particularly relevant to neurosurgeons, 
you can include “#neurosurgeon” in your 
tweet, and your message will automatically  
be grouped by Twitter with all other tweets 
that have this hashtag. It’s best to use  
no more than three hashtags per tweet.

S E C T I O N  2
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S E C T I O N  2

Following someone on  
Twitter puts their tweets  
into your news feed:

. Find people you know by importing your 
   contact book with Twitter’s tools.. You can also search Twitter for experts in    
   your field or search industry hashtags to see       
   who is tweeting on important topics, such 
   as #Malpractice, #ACO, and #Physicians.. When relevant people and companies  
   follow you, follow them back.. Follow The Doctors Company  
   (@doctorscompany) for access to tweets    
   on industry trends, risk tips, FDA notifications, 
   health alerts, CME opportunities, and more.

KEY TWITTER METRICS:
. Followers. Mentions. Retweets. Retweet/reply reach. Number of lists. Social capital (influence of Twitter followers). Number of potential prospects sent to sales

Manage your Twitter followers with these tools:

. www.refollow.com allows you to build and  
   manage your Twitter account.. www.tweepi.com allows you to manage  
   your tweets.. www.untweeps.com allows you to unfollow  
   Twitter users.. www.friendorfollow.com allows you to see 
   who unfollowed you, who is not following 
   you back, and who you are not following.

Schedule your tweets ahead of time with tools 
like Hootsuite and Tweetdeck.

Use Twitter Lists to segment users by interests 
or by other criteria.

Use Twitter at events to promote contests and 
to drive business to your booth.

A Tweet Chat is a public conversation on  
Twitter based around a unique hashtag.



FACEBOOK

A Facebook page gives your business access 
to one of the most established and popular 
social media platforms. Facebook reaches the 
greatest number of people and also offers the 
most potential for your posts, infographics, 
videos, and photos to be shared with others. 
It’s a great place to post valuable content, 
like CME opportunities and industry news 
updates, on a regular basis. It’s also a good 
way to show the personality and real people 
behind your agency.

One strategy for attracting new  
clients is to raise your profile in 
your professional community. You 
could use your Facebook page to 
become a hub of information about 
events for medical professionals 
in your area, as well as relevant 
national news. That would  

be a resource that attracts a steady stream  
of visits by doctors in your community—  
your exact target audience. Your Facebook 
page is also an excellent place to  
showcase the ways you are contributing  
to your community.

GETTING STARTED: STEP BY STEP

         Open a Facebook organization page.  
         Organization pages are different than 
personal pages in that they acquire “likes”  
instead of friends. This is the kind of page 
that businesses use on Facebook, so that’s 
the type of page your target will expect to see.

         Every person who likes your page will see   
       items you post on your page in the news 
section of their own page.

         Plan on making your page an informational  
         hub for medical news and events related 
to your expertise.

         Use your Facebook business account to          
         like organizations that are operating in your 
community, like hospitals and local medical 
societies. It’s also useful to like healthcare 
industry media, The Doctors Company,  
and some of the more established medical  
groups. Once you’ve liked these pages, their 
updates will show up in the news feed on 
your own page.

S E C T I O N  2
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THE INSIDE SCOOP

Facebook account setup. Visit  
http://bit.ly/FBSetup to see Facebook’s  
detailed instructions on setting up your  
company’s Facebook page as well as  
tips and troubleshooting information.

   TIPS & TRICKS

Post content that your readers will value.  
Occasional posts promoting your business  
are fine, but the majority of your posts  
should consist of timely content about the 
latest research, hot trends, medical alerts, 
and other news items relevant to your  
fans and prospects.

Take advantage of the Timeline design.  
The large cover photo area is a great  
place for branding and marketing images  
that capture the eye.

S E C T I O N  2
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         As you find out about upcoming events, 
        use your Facebook page to share that 
information with your network. If you do this 
consistently, people will come to rely on you 
for the latest information.

         Use the content already created by  
         The Doctors Company to add depth and 
variety to the event-oriented information  
that you’re sharing. We have a large array  
of risk tips, medical alerts, and short videos  
you can distribute to your network by  
clicking “Share.”

         Altogether, you should plan on posting 
         twice a week to start. As you become more 
familiar with the process, you can slowly move 
toward posting one item every business day.

         Once your operation is working smoothly, 
         publicize it. Inform your clients and  
professional network that your agency will 
now be providing this service for them. 

You or a support person at your office can 
make all this happen with a time investment 
of about 30 minutes or less two days a week.

6

7

8

5
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Posts, comments, and “likes” appear in a 
user’s news feed. The more people interact 
with your post, the more other people will  
be cued to interact as well.

Your engagement rate can be determined by 
dividing your total “likes” and comments by 
your total number of fans (Likes+Comments/
Total Number of Fans). The higher the rating, 
the more your posts are being seen. The  
term “fans” is used to describe people who 
“like” a business or organization page. 

Your “people talking about this” rating is your 
“buzz” metric. It measures who is talking 
about you or your posts on their page.

Facebook groups gather like-minded people 
to share ideas. Join or create them to share 
insights and listen to what your clients and 
prospects are saying.

Create lists for different topics or influencers 
you want to follow to organize your news feed.

Facebook Promoted Posts show up in the  
news feeds of all of your fans and are visible 
to their friends as well. Facebook fees apply.

KEY FACEBOOK METRICS:
. Number of page “likes.”. Number of “people talking about this.”. Likes per post.. Comments per post.. Engagement rating.

S E C T I O N  2



LINKEDIN

As a leading social networking site for  
professionals, LinkedIn is the perfect tool  
for showcasing your expertise, creating  
relationships with prospects, strengthening 
relationships with existing customers, and 
much more. LinkedIn delivers almost all of 
the functionality of Facebook, for professional 
usage, with additional features like forums, 
recommendations, and endorsements. We’ll 
discuss some of these in more detail below.

Your LinkedIn page is another place to leverage 
the content that you’re creating for Twitter, 
Facebook, and YouTube, so it doesn’t require 
much more work to have this part of the social 
media spectrum working for you.

GETTING STARTED: STEP BY STEP

         Sign up for a LinkedIn company page.          
         You’ll need to have an e-mail address 
that includes your company name to do this. 
Brand your page with your logo and associated 
graphics, making sure to use the graphics  
area at the top. Link back to your website to  
draw visitors in quickly. Make sure the text 
describing your business is compelling:  
For many people, this page will be their  
first impression of your company.

         Use the “Products & Services” page to          
         promote your services. Think of this as 
a mini version of your website. Be sure to 
include the highlights of your offering, with 
plenty of supporting detail.

         Post updates regularly on your  
       Overview page. These can be similar to 
the updates you are posting on your Facebook 
page, but remember that the audience on 
LinkedIn will be more professional than most 
other social media sites. You may want to edit 
the text to reflect that difference. 

         Intersperse your news updates with links 
         to content from trusted third parties,  
such as articles from industry publications,  
medical societies, and The Doctors Company. 
Your updates could be videos, articles, white 
papers, CME opportunities, or research data.

S E C T I O N  2
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         You can also post information about  
         professional events for the medical  
community in your area. The more complete 
your posts are, the more valuable your  
page will be.

         Once your page is ready, send “link up” 
         notices to your current clients and  
other contacts in the medical professional 
community.

Aim for posting an update or product/service 
once or twice a week. You or a support person 
at your office can make all this happen with 
a time investment of about 30 minutes two 
days a week.

THE INSIDE SCOOP

Sign up on LinkedIn.  
Visit http://bit.ly/LinkedInSetup to see  
instructions from LinkedIn for getting started. 
You’ll also find out what kinds of information 
to include and how to connect with others. 

S E C T I O N  2
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   TIPS & TRICKS

Your posts on your LinkedIn page are  
analogous to the posts on your Facebook 
page, but they are potentially much more 
powerful. That’s because LinkedIn makes  
it easy for readers to share posts across  
many different social media networks, as  
opposed to just across LinkedIn.

Post videos directly to your Overview page by 
pasting the URL into the status update field.

Offers are available via a promo box. This is a 
great place for time-sensitive announcements.

Use LinkedIn as a research tool. It’s an ideal 
way to learn about prospects and others  
with whom you have upcoming meetings.

6
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S E C T I O N  2

Sign up for an individual account as well. This 
will enable you to do some important things 
that you can’t do with your company page.

. LinkedIn endorsements are an easy way  
   for colleagues and clients to endorse  
   particular aspects of your skill set without    
   having to write out a recommendation:    
   They simply click a checkbox on  
   your profile. Since LinkedIn has made  
   endorsements so easy, and the list of  
   skills potentially infinite, endorsements    
   have also become a good way to keep  
   yourself top of mind among those in your 
   network. Once a month, just cycle through 
   your entire list and endorse a few of your 
   connections and they’ll get a message  
   letting them know what you’ve done.

. The recommendations feature gives  
   current customers or employees a  
   way to recommend your products and  
   services to others. It’s a good idea to  
   ask a few business colleagues to write  
   a recommendation for you when you’re  
   just getting started. Of course, writing  
   recommendations for others is a  
   great way to remind them to write  
   a recommendation for you.

   Recommendations from doctors will be  
   particularly powerful for you, since peer  
   evaluations are the most trusted source  
   of input, especially in the business-to- 
   business context.  

. Start or join a LinkedIn group to help  
   demonstrate thought leadership around a  
   specific area—and to gain insight into  
   areas of concern for your clients. LinkedIn  
   suggests groups based on the information  
   in your individual account, so it’s not hard       
   to find groups that will interest you. It’s  
   a good idea to spend some time reading    
   posts in any given group before you start 
   sharing. That way, your input won’t come 
   across as spam. Membership in these 
   groups will also give you ready access to 
   content that you can share on Twitter, 
   Facebook, and YouTube.

. Professional associations and thought leaders 
   have a LinkedIn presence. Connecting with 
   them via your individual LinkedIn page  
   provides you with access to their content,  
   and keeps you up to date on their activities.

KEY LINKEDIN METRICS:
. Followers. Recommendations, endorsements, and  
   references. Group participation



YOUTUBE

YouTube is the second-largest search engine, 
behind Google, and that makes video an  
essential part of any successful social media 
campaign. Fortunately, you don’t have to invest 
the time and money to make original videos. 
You can create playlists, which are collections  
of videos from the YouTube accounts of  
trusted sources like The Doctors Company 
and your state’s medical association.

Subscribe to The  
Doctors Company  
channel to receive a 
steady stream of videos 
on topics like healthcare 
reform, Accountable  

Care Organizations, and changing malpractice 
risk. These videos are non-promotional and 
feature industry experts, so they will reflect 
well on you.

If you are interested in creating your own 
YouTube account and playlist, we have some 
special tips for you.

GETTING STARTED: STEP BY STEP

         Open a YouTube account, using the name 
         of your agency. A YouTube account is  
also called a “channel,” because the idea is  
that you will be adding videos to it on a  
regular basis.

         Start a playlist, and name it something 
         like “Crucial Information for Doctors.”

         Visit the YouTube page for The Doctors 
         Company, choose three or four videos  
featuring industry experts, and add them to 
your playlist. That’s enough to get started.

         Tell your clients about your new YouTube 
         channel, and ask them to subscribe.  
Let them know that you’ll be adding new 
videos regularly, to keep them updated on 
developments in patient safety, medical risk 
management, and other breaking medical 
news. Include your YouTube channel on  
your e-mail signature, website, and other  
marketing materials.

S E C T I O N  2
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SEO IS AN ACRONYM FOR 
SEARCH ENGINE OPTIMIZATION.  

BEING AWARE OF HOW  
SEARCH ENGINES ARE FINDING 

YOUR CONTENT WILL HELP  
YOU DRAW MORE PEOPLE TO 

VIEW YOUR VIDEOS.



S E C T I O N  2
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         Plan on adding a new video to your playlist 
         a few times per month. In addition to  
videos by The Doctors Company, include 
videos from the YouTube channels of other 
reliable sources, such as the American  
Medical Association. If you see videos that 
you’d like to share with your subscribers,  
add them to your playlist. In this way, you  
can deliver a regular stream of videos to  
your viewers without having to spend the  
time and money to create videos yourself.

         You’re establishing yourself as the source 
         for expert medical news by providing your 
subscribers with a steady flow of videos that 
deliver current, trusted information.

         Both your prospects and current clients  
         will become more engaged with you, 
which adds up to more new clients and  
better retention.

Once you get started, you or someone else  
in your office can keep this going with a  
time investment of 30 minutes per week.

THE INSIDE SCOOP

YouTube account setup. Google owns  
YouTube, so your first step is to open a  
Google account. If you don’t have one,  
go to http://bit.ly/YouTubeSetup to sign up.  
Then visit http://bit.ly/YouTubeStart to see  
YouTube’s instructions for getting started. 

Sharing videos. Visit http://bit.ly/AgentShare 
to learn how to share videos directly from 
YouTube, post videos on your website, and 
include videos in your electronic newsletter.

   TIPS & TRICKS

Encourage comments on the videos in your 
playlist, because comments are indications of 
high-quality, relevant videos. Be sure to respond 
to comments and encourage discussion.

Share the videos in your playlist (either by  
embedding them or by sharing the URL) on 
your website, other social sites, or in your 
electronic newsletters and e-mails.

5

6

7
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S E C T I O N  2

If you create your own videos, make sure they 
are easy to find. When someone uses a  
search engine like Google or Bing to look for 
something on the Internet, one of the things 
that the search engine will do is look for 
metadata, including “tags.” Tags are a set of 
five to seven words that describe a particular 
video, and those words are decided upon by 
the person who posts or uploads that video. 
The tags that you decide to use will also be 
your “keywords,” meaning they should feature 
prominently in the title and description of 
your video.

When you upload a video to YouTube, you’ll 
have the opportunity to list a few words  
that will be that video’s tags. If the video is 
related to malpractice cases in Florida, for 
example, your tags might be: “malpractice 
claims,” “patient safety,” “Florida,” “doctor,”  
“physician,” “medical,” and “liability.”  
Your video title might be: “Patient Safety 
Training Decreases Malpractice Claims in 
Florida.” And your description might be: 
“Florida malpractice claims have decreased 
as medical practices implement patient 
safety training courses.” 

Thinking through what kinds of words will 
make your video very visible to search engines 
is called “Search Engine Optimization,” 
usually referred to as “SEO.” Here are some 
things to keep in mind as you consider  
your tags:

. What words best describe the content  
    of the video?. What words might a user type into a search  
    box when looking for your video?. Does your video title and description  
    include the most important keywords for  
    your video?. Have you entered your tags in order of  
    importance?. Does your video description include two 
    to three sentences about the video, a call     
    to action, and hyperlinks to your main     
    website and other social sites?

Thumbs-up ratings from viewers help your 
video show up in search results.

KEY YOUTUBE METRICS:
. Referrals. Video views. Comments, shares, and thumbs-up ratings. Page rankings on key terms (i.e., when  
    a user searches on your keyword, on  
    what page of the search results does your  
    video appear?). Subscribers to your channel
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QuantiaMD is the largest online physician 
community. Encourage your clients to join 
QuantiaMD to share real-world insights with 
colleagues and gain practical knowledge  
from top experts nationwide, including  
The Doctors Company.  
www.quantiamd.com/thedoctorscompany

Advisen is a website and RSS feed focusing 
on healthcare trends and topics. (“RSS” is an 
acronym for “Really Simple Syndication.” An 
RSS feed is just another way of delivering a 
steady stream of information.)
www.advisen.com

Medpage covers developments that affect 
clinical practice.
www.medpage.com

Medscape offers medical information and 
educational tools.
www.medscape.com

MGMA is a resource for healthcare  
administration management and medical 
practice managers.
www.mgma.com

Modern Healthcare is a source of healthcare 
business and policy news, research, and  
information on healthcare trends and events.
www.modernhealthcare.com
 
Modern Physician is a business publication 
for physician executives, leaders, and  
entrepreneurs interested in the future of 
healthcare.
www.modernphysician.com

National medical association websites are 
also an excellent source of information 
for agents seeking a window into the daily  
concerns of their clients and prospects.

S E C T I O N  2

SOURCE: PHYSICIAN INSURERS ASSOCIATION OF AMERICA

SOURCE: QUANTIAMD

OTHER ONLINE RESOURCES FOR HEALTHCARE INFORMATION

THE AVERAGE PHYSICIAN  
USING SOCIAL MEDIA IS  

49 YEARS OF AGE AND HAS  
13 YEARS IN PRACTICE

OVER 1,500 U.S. HOSPITALS 
HAVE OFFICIAL ACCOUNTS ON 
SOCIAL NETWORKING SITES
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S E C T I O N  2

. Be transparent and real—social media is  
     about real interaction.. Add value through unique and timely content.. Listen first, and respond to people’s needs.. Be respectful.. Be accurate.. Be thoughtful.. Use good judgment—remember that every-
     thing online should be considered public     
     and cannot be deleted.. Be consistent.. Stay on point.. Be professional.. Leverage your existing networks.. Set realistic goals and be patient—building 
     an online community takes time.. Make a plan.. Have a goal.

SOCIAL MEDIA DO’S AND DON’TS

SOCIAL MEDIA DO’S AND DON’TS. Overshare.. Discuss confidential information.. Share content from an unreliable or  
    untrustworthy source.. Provide insurance advice.. Post inappropriate photos, tweets, comments, 
     or posts—remember that this is your  
     professional face to the online world.. Include too many sales messages in the 
     stream of information you are publishing. 
     Overtly self-promotional items should make 
     up no more than 20 percent of your flow.. Be afraid to try social marketing because it’s 
     different from traditional advertising.. Assume every social media site is good  
     for your company—select the sites that are  
     right for your business and audience.. Merely create social pages and think  
     you are done—social media requires  
     constant engagement.. Ignore your audience.

DO

DON’T
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AVATAR: The image that represents a business 
online, usually its logo.

BIT.LY: A free service that shortens URLs  
and provides statistics for the links users  
share online.

BLOG: A regularly updated website with entries 
including articles, videos, photos, and copy.

ENGAGEMENT: An engagement is an action  
a person has taken for your social media site.  
This could be sharing or liking your content,  
following your page, commenting on your  
content, or posting on your page.

FORUMS: Message boards or online discussions. 

GOOGLE ANALYTICS: A tool that lets you measure 
sales and conversions and provides fresh insights 
into how visitors use your site, how they arrived 
on your site, and how you can keep them coming 
back (www.google.com/analytics).

GOOGLE KEYWORDS: A tool that shows the strength 
of a keyword and will recommend similar  
keywords (www.adwords.google.com/keywordtool).

HOOTSUITE: A social media management system 
that helps streamline brand campaigns across 
social networks such as Twitter, Facebook,  
LinkedIn, and Google+.

IMPRESSION: An impression is reaching  
someone with a post or tweet. The people you 
reach may not take an action, but they have  
seen your content.

S E C T I O N  2

SOCIAL MEDIA TERMS: DEFINITIONS

WHAT IS A BLOG?
A blog is a specialized site that’s designed to 
have new posts on a regular basis, typically  
organized around a particular theme. The 
posts might be articles, tips, infographics,  
observations, or a link to an article on another 
site with an introductory blurb. A business  
blog should be updated once a week at a  
minimum, preferably every day. A blog can  
be a very powerful part of a social media  
strategy, because it can function as the  
center around which everything else orbits.

Many blogs are hosted on free sites, like  
www.wordpress.com. For a small business that 
may not have a website, a blog can stand in  
as a web presence. If you think you may be 
interested in having a blog, looking at other 
business blogs is a good place to start. 
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S E C T I O N  2

INFOGRAPHIC: A graphic visual representation of 
information, data, or knowledge intended to  
present complex information quickly and easily.

KEYWORD: A word or short phrase that describes  
a webpage or content item. 

METADATA: Data about data (a webpage or  
content item), such as keywords, descriptions, 
and titles.

MICRO-BLOGGING: Brief text updates on a website 
that aggregates these messages for viewing by 
followers or the public.

PODCAST: A digital audio or video file that can  
be saved for playback on a portable media device 
or computer.

RSS FEED: RSS stands for “Really Simple  
Syndication.” It allows for automatic syndication 
of content by publishing it in a format that can 
be viewed by many different programs. People 
can subscribe and see regular updates.

SEO: SEO stands for “Search Engine Optimization” 
and is the process of improving the volume or 
quality of traffic to a website by making the site 
more visible to search engines.

SHARE: To provide third-party content to others.

SMS: SMS stands for “Short Message Service” 
and is most commonly known as a text message.

WIDGET: A small application that can be placed 
on a website to display specific content.

WIKI: A collaborative website that allows its  
users to add, modify, or delete its content. 

OF DOCTORS POST NEW HEALTH  
INFORMATION VIA SOCIAL MEDIA  
SITES DAILY

14%

SOURCE: ALLIED HEALTH WORLD
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S E C T I O N  2

QUICK TIPS
. Connect your social channels with your website.. Share content directly from your social 
    channels to increase SEO.. Target platforms that you know your clients 
    are visiting.. Connect and engage with other key industry 
    leaders for content ideas and to increase 
    your digital presence.. Be consistent: Post or tweet at the same 
    time on the same day(s) of the week,  
    establishing a constant and reliable  
    cadence of communication.. Understand what motivates your audience and 
    provide content that speaks to their needs.. Have realistic expectations: Building an 
    online presence takes time, patience, and  
    a steady stream of engagement.. Cross-promote your social profiles by adding 
    links from one social profile to another.

TWITTER

HANDLE: The user name of a Twitter user,  
beginning with the “@” symbol.

HASHTAG (#): The symbol used to mark keywords 
or topics in a tweet.

MT: By inserting “MT” into a retweet, you are  
letting your followers know that you have modified 
the original tweet.

@MENTION: You can choose to make your tweet 
appear in a special area of a person’s Twitter page 
called the “@Mentions” section. Just insert their 
Twitter handle (including the “@”symbol) into 
your tweet.

RETWEET: To share another user’s tweet with your 
own followers. 

TWEET: A message on Twitter that is 140  
characters or less.

FACEBOOK

COMMENT: To write a message on a post or a  
page wall. 

“LIKE”: To indicate a preference for a post or page.

TIMELINE: A layout that shows content in  
chronological order. 

WALL OR SPLASH PAGE: The area of a profile that 
shows comments and status updates for that user.

LINKEDIN

CONNECTIONS: People or businesses you have 
connected with on LinkedIn.

ENDORSEMENT: A recommendation based a  
particular skill or service. 

GROUPS AND/OR FORUMS: Online discussions 
where people can hold conversations in the form 
of posted messages.

RECOMMENDATION: A written statement of  
broad support.

YOUTUBE

FEED: The aggregate of all channels a user  
subscribes to.

PLAYLISTS: Groups of videos relating to a similar 
theme or topic.

SUBSCRIBE: To become a member of a channel  
and receive updates on its activity.

VIEWS: The number of times a video has been 
viewed in its entirety.
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After you get your initial social 
media campaign up and running, 
you may begin thinking about 
how you could do more. In this 

section we’ll take a look at longer-term social 
media strategies that can provide a big payoff. 

RETENTION

The key to retention is offering your clients 
solutions to their needs. The more you offer, 
the more likely they are to stay with you. One 
way you can find out what they need is to find 
them online and listen to what they’re saying. 

There are social media networks already in 
existence that are frequented by doctors in 
your area. It could be a city- or state-level 
forum, or perhaps a Facebook page for  
a physician-oriented organization in your  
community. Spending some time reading the 
posts and comments will give you a good  
idea of the things doctors in your area would 
like to know about or discuss.

For example, you may hear doctors  
complaining about the tedious process of 
sorting through the many different CME 
providers and figuring out which ones are the 
best sources for credits that can be earned 
efficiently at a reasonable price.  

TAKING YOUR SOCIAL MEDIA CAMPAIGN   
TO THE NEXT LEVEL 

That’s an opportunity for you to create a page, 
either on your website or a social media site, 
organizing and ranking the major CME providers 
according to several criteria, including reviews.  
A few hours of work by an administrative  
assistant in your office could put this together. 
And comments by doctors who visit the site 
will help your refine your rankings, while at the  
same time adding legitimacy in the eyes of 
other doctors who visit the page.

EVERY DOCTOR WHO SEES YOUR PAGE 
WILL LEAVE WITH TWO KEY IMPRESSIONS:
1. Wow, the staff at Your Agency really goes the 
    extra mile for doctors.

2. The people at Your Agency have a very  
    thorough understanding of what doctors need.

That makes for good retention, and it’s a  
great introduction to prospects as well. This  
is just one example of what you might do.  
Consider the areas of expertise you’ve developed 
over the years that you’ve been working with 
doctors. Is there a way you can turn that into 
something that helps doctors? If so, that’s a 
great way to “monetize” the knowledge and  
experience you’ve built up over time.

S E C T I O N  3
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GROWTH

Social media can help you extend your reach. 
If the current area in which you are well 
known is your city, social media can help 
you expand that zone to your state. Creating 
pages with useful information for doctors, as 
discussed above, is one way to do it. Another 
way is to add notifications about medical-
oriented events all over your state to your 
publication stream. Every time a doctor who 
likes your Facebook page forwards one of 
your posts to a colleague and says, “Hey, 
check this out,” he is also spreading your 
agency’s name and expertise. And his  
implied endorsement goes along with it.

Another tactic is to find a social media center 
that serves a group that you’ve been trying to 
pursue. For example, if you’ve been looking 
for an “in” with Ohio dermatologists, there is 
quite likely already a social media venue in 
existence that serves them, like a LinkedIn 
group. By joining the group and reading the 
discussions regularly, you’ll get to know what 
their issues are. After you get a feel for them, 
you can begin to join the conversation, offering 
solutions that you know about. If you have a 
special area of expertise, this is a great way 
to showcase it.

After the members of that group get to know 
you as a regular, they will come to trust  
you much more than they would with a blind  
cold call. And since they are seeing you 
invest time in their group, and invest effort 
in offering solutions, they’ll begin to feel like 
they’d like to give you something in return. 
Reciprocity is a much-studied social dynamic, 
and it’s very powerful. So by engaging with 
this group of doctors, you’ve created a very 
warm environment and laid the groundwork 
for growing your business into a new area.

SHOWCASE YOUR EXPERTISE

Expertise is highly valued. Once you have 
your social media channels set up, you have 
an excellent opportunity to demonstrate  
your expertise. Giving immediate responses  
to current events will present you as an  
industry expert. And including content with  
a high degree of professionalism will dial  
up the perception of you as an expert.

To achieve the most powerful effect, respond 
to specific questions quickly, and include a 
link to published content. For example, if you 
see a question from one of your client doctors 
on your Facebook page, a fast answer 

S E C T I O N  3
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from you, with a link to a white paper on  
The Doctors Company site, will be very  
impressive. The doctor who posed this question 
will quite likely share the information  
you’ve provided with some of his colleagues.  
And you’ll be the hero.

If you’d like to be able to do this, it will be 
very useful for you or the page administrator 
you’ve assigned to spend some time  
getting to know the resources available at  
www.thedoctors.com. Once you’re familiar  
with our archives, you’ll have the answers  
to many questions at your fingertips.

EXTEND YOUR BRAND

Doctors are widely engaged in social media, 
but not all doctors use all the social media 
options available. Typically, they will focus on 
one or two, because that’s all they have time 
for. So it’s important to be present wherever 
they’re looking for information.

Every time you expand into a new channel, 
you’ll be reaching new doctors. This may 
seem like it would require a very large amount 
of work on your part, but one of the excellent 
aspects of how social media works is that the 
items that you choose to publish will usually 
be the same across all of your media. 

S E C T I O N  3

ONCE YOU HAVE ALL YOUR CHANNELS  
SET UP, YOUR TYPICAL PROCESS WILL BE:
. Making one decision about what to publish.. Writing a one- or two-sentence blurb about it.. Finding one appropriate link to an  
    information source.. Sharing it.

You’ll be adapting that one topic or message 
across your channels. It will be a tweet, a  
Facebook share, a LinkedIn post, and so on.  
So you can extend your brand out to a wide  
audience without having to take on a prohibitive 
amount of work. You could be pursuing a very 
vigorous social media campaign with a daily 
presence across five or six channels, and one 
person in your office could manage it in 60 to  
90 minutes a day most of the time.
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ACCESS OUR SOCIAL MEDIA CONTENT

NEED A QUICK LINK? YOU CAN ACCESS ALL OF OUR SOCIAL SITES FROM OUR HOMEPAGE AT 
WWW.THEDOCTORS.COM. JUST CLICK ON THE SOCIAL ICONS ON THE RIGHT SIDE OF THE PAGE.

@doctorscompany 
Follow us on Twitter to receive our updates in your Twitter 
feed. We tweet important content like risk tips, FDA  
notifications, and health alerts that you can retweet to  
clients and prospects.

S E C T I O N  3

www.facebook.com/thedoctorscompany 
Like us on Facebook to get key company milestones and  
updates in your news feed. You can then share our content  
on your own Facebook page.

www.youtube.com/doctorscompany 
Subscribe to our YouTube channel to access short, engaging 
videos that cover key industry trends. You can embed these 
videos in your e-mails, LinkedIn page, Facebook page, website, 
or blog by clicking “Share” and copying and pasting the embed 
code or by sharing the URL.

www.linkedin.com/company/the-doctors-company 
Connect with us on LinkedIn, where we spark forum  
discussions about industry topics and provide information  
on our company, mission, coverages, and services.

http://www.thedoctors.com/
https://twitter.com/@doctorscompany
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REMEMBER, IF YOU  
HAVE QUESTIONS OR NEED 
HELP, CONTACT US AT  
SOCIAL@THEDOCTORS.COM.

WE’RE HERE TO SUPPORT YOUR SOCIAL MEDIA SUCCESS. PLEASE VISIT 
WWW.THEDOCTORS.COM/SOCIALTOOLS TO FIND THE MANY RESOURCES 
WE’VE PUT TOGETHER TO HELP YOU.

www.thedoctors.com/socialtools

