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TWEET THIS - AN INTRO
TO SOCIAL MEDIA FOR
OPTOMETRISTS
by Corrie Pelc, Communications Manager, California Optometric Association

Unless you've been living under a rather large rock lately, you've heard the phrase "social

media" at least three times this week, and terms such as Facebook and Twitter even more than

that. And this social media movement is not going anywhere soon. Here are some social media

stats courtesy of Econsultancy:
r Facebook currently has more than 350 million active users globally, and more than 700,000

local businesses have active pages on Facebook.
o Twitter now has 75 million user accounts, and at the current rate will process almost 10

billion tweets in a single year.
r Linkedln has over 50 million members worldwide, an increase of about 1 million members

month-to-month since July/August 2009.
. Flickr now hosts more than 4 billion images.
. 15Yo of bloggers spend 10 or more hours each week blogging'

So as an optometrist, what does all of this mean to you?

Three words: huge marketing potential. With a little effort,

these mostly free social media applications allow you to
market your practice, your profession, your local society, and

your state Association all at the same time. And with the

stats just rattled off, while there's no guarantee every

person you're trying to communicate with is on social media,

there is a good chance the vast majority of them are.

The following is a closer look at some of the main players in social media today - who they are,

how they work, and why they might be of interest. And make sure to check out the "Member

Case Study" boxes to see how some COA members are currently using social media.

Facebook
Facebook (www.facebook.com) is currently the King of Social Media. Launched in February 2004,

Facebook began as a networking site for college kids. ln 2009, lnsideFacebook.com reported the

fastest growing demographic on Facebook were women over 55, and women in general consti-

tuted 56.27o of Facebook's audience. And according to Hitwise, Facebook surpassed Google to
become the most visited Web site in the U.S. for the week of March '13, 2010.

For companies and organizations, Facebook offers two options for setting up a presence -
Groups and Fan Pages. With a Fan Page, Facebook members can "like" your Fan Page, allowing

them to receive news updates in their news feed every time you write something on your "Wall"
(virtual messageboard). They in turn can write comments on

your Wall, or recommend your Fan Page to others. Fans can

also see your photos, participate in discussion boards, and

RSVP for events. And there are thousands of applications

you can add to your Fan Page for further interaction, such as

quizzes, polls and games.

However, if you are looking for a more intimate way to
communicate with a group of people, a Facebook Group
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may be what you're looking for. A Group can be open to anyone to join, or closed for privacy.

Additionally, with a Group you can send an email to all your members at one time, while with a

Fan Page you cannot. However, Groups cannot have applications added to them, and whatever
you post on the Wall of a Group does not show up in members' news feeds.

Twitter
Where Facebook is currently the King of Social Media, Twitter (www.twitter.com) is the Queen.
Twitter defines itself as "a real-time information network powered by people all around the
world that lets you share and discover what's happening now." And that information can range
anywhere from breaking news to what you just ate for lunch, as long as each "tweet" is no
longer than 140 characters in length. For example, I happened to be on Twitter the day Michael
Jackson passed away. I knew he died before CNN had it posted on their Web site. Now that's
"real-time information!"

Once signed up with a free account, Twitter will help you find "friends" that you can "fol-
low," either by typing in a person or company's name, or using your email contacts. When
you "follow" a Twitter account, every tweet they post will show up on your homepage (sort
of like Facebook's newsfeed). Many times when you follow someone, they will start following
you as well. That's a great way for them to see what you're talking about and if you're talking
about them.

You can also search for key terms or "hashtags" to see
who is mentioning you. Hashtags are topics or terms
proceeded by the # character that help to organize tweets
for followers. For example, for Monterey Symposiu m 2010
our Twitter hashtag is #MS10; this way, followers of the
event on Twitter just need to search for #MS10 and it will
pull up every tweet anyone makes that includes that
hashtag. And it allows us to monitor who is talking about
Monterey Symposium.

Another way of interacting on Twitter is called "retweeting." This allows you to basically repeat
a tweet of interest to your followers. For instance, if someone you follow posted a very interest-
ing link about eye exams, you can click the retweet button and it will show up on your Twitter
feed for your followers to see. Retweeting can be an effective tool. lt lets followers know about
resources you find helpful, and can help you gain more followers if people are retweeting what
you have to say.

Linkedln
Although Facebook and Twitter are also about forming relationships, Linkedln - deemed
"MySpace for grown-ups" by CNN - is all about forming professional relationships. First
launched in May 2003, the site put business networking online. allowing you to "link" (connect)

with others you may know professionally, whether that be an ex-boss, old coworkers, vendor or
someone you just met at a conference. Based on whom you are connected with, Linkedln will
also suggest others you may know and want to link to.
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MEMBER CASE STUDY DR. DERRON LEE

San Joaquin Optometric Society member Dr. Derron Lee is no newbie when it comes to social media. He has established
two Facebook pages for each of his practices, Midtown Optometry (wwwfacebook.com/midtownoptometry), and Manteca
Optometry (www.facebook.com/mantecaoptometry), both with an impressive fan base of over 800 and 400, respectively.
His Twitter account (@midtownopto) currently has 62 followers. And Dr. Lee just announced both his practices are now
on Foursquare and Yelp. "I found that social media is a very effective and affordable way to market our practice," Dr. Lee

explains. "It's free! A11 it costs is your time and effort."

!7hile Dr. Lee's social media efforts have been successful so far, Twitter wasnt for him. He said he found it hard to convey
what their offlce was all about in 140 characters or less, so they migrated over to Facebook with great results. "Our main
purpose of our Facebook page was to let the community know who we are and what we're all about," Dr. Lee says.

"Patients have a direct communication to our office. I personally update our page and answer any messages we get from
our patients,"

"Facebook has shrunken the six degrees of separation phenomenon 
- it's more like one or two degrees instead," Dr.

Lee adds. 'And that's powerful when people see that their friends and family are fans of Midtown Optometry and
Manteca Optometry."

What words of wisdom can this social media guru offer to those just starting out? Just one word - content. "Don't expect
to slap some pictures of you and your offlce and expect great results," Dr. Lee explains, "lt's a continual thing. I'm on
Facebook every day updating our page, keeping things fresh."

The other main feature of Linkedln - job recruiting. Once on Linkedln, you can search for jobs
that may be of interest, or post job openings you may have to offer. You can also askyour
"links" to post recommendations to your profile. These are especially important if you are

currently looking for a job because according to human resource blogs, thousands of recruiters
are checking out your Linkedln profile at any given time.

Like Facebook, Linkedln also allows you to join groups of interest or start ones of your own.

Groups can be open to anyone to join, or may be member-only. Groups allow you to share

news, start discussions, and post jobs that are of interest to just those particular people.

Foursquare
While Foursquare (www.foursquare.com) way be a newcomer to the social media game, it is fast
becoming a major player. A little over a year old, the site reportedly hit the half million users

mark in March (according to Mashable.com). Foursquare

defines its service as "a mobile application that is a cross

between a friend-finder, a social city guide, and a game that
encourages users to explore their neighborhoods and

rewards them for doing so." After signing up for a free
account, Foursquare users can "check in" all the places they
go during the day through their cell phone - either by using

a mobile application or via text - or through Foursquare's Web site. Foursquarers receive a

certain number of points for each check-in, allowing them to acquire medals and rewards. And if
you check in the most at a particular place, you are named its "Mayor."

What makes Foursquare a potentially powerful marketing tool for businesses is what happens

after someone checks in. For instance, Foursquarers can allow the application to automatically
post a message on their Facebook and/or Twitter accounts letting people know where they are.

Those that check in can leave tips about the business for future visitors, and read tips left from
past ones. And businesses themselves can get into the game by offering specials for Foursquar-
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ers that check in or are Mayors. For example, after checking-in at a restaurant, I showed my phone
to our waitress and indulged in a free order of French toast. And recently women's clothing retailer
Ann Taylor offered 25/" o{f for all Foursquare Mayors at its New York City stores.

YouTube
Videos on the lnternet are hot right now. Look at YouTube (www.youtube.com) - in March users

were uploading 24 hours worth of video every minute, and in May they exceeded 2 billion vides
per day (according to www.website-monitoring.com). Founded in 2005, YouTube is an online video

community. You don't have to register with YouTube to watch videos, but if you want to upload,
comment on, or share videos, you will need to register for a free account. Once your videos are

uploaded on YouTube, it's very easy to share them with others. For instance, for each video

YouTube generates HTML code used to embed the video into your Web site, as well as a Web link

that can be used on Facebook and Twitter. The site also allows you to set up your own "YouTube

channel" with a designated URL, making it easier to promote your videos. For example, COAs
YouTu be ch a n ne I is I ocated at www.youtu be.co m/user/CAO ptom etricAssoc.

lntimidated by producing videos for the Web? Don't be. Thanks to the latest slew of pocket video

cameras, you don't have to be Spielberg or hire an entire film crew to make it happen. Started by
the introduction of the Flip Video Camera (www.theflip.com) a few years ago, now Kodak, Sony,

Samsung, and other brands have come out with their own. Usually priced under $200, these pocket

camcorders are about the size of a digital camera, are very easy to operate, and even easier to
upload videos straight from the camera to YouTube. For instance, the pocket camcorder used by

COA staff has a built-in USB, so you just connect to your computer and upload to YouTube. And
some pocket video cameras now even shoot in high definition (HD)!

MEMBER CASE STUDY DRS. ILENE POLHEMUS & BARBORA BELL

Social media has been a recent project for Santa Clara County Optometric Society members Drs. Ilene Polhemus and
Barbora Bell, for their practice, Los Gatos Eyecare. After attending an Internet marketing seminar in their area, the duo
was exposed to different techniques and opportunities and decided to give it a go. They started with the launch of their
Facebook page (follow the link on their'Web site, www.lgeyecare.com) a few months ago, and recently began a presence

on Twitter (@LosGatosEyeCare), blog (www.losgatoseyecare.blogspot.com) and Youlube (www.youtube.com/user/

LosGatosEyeCare).

Drs. Polhemus and Bell say the main purpose of their social media forays was to educate patients about their office and let
them know about all the services they offer. "\7e hope that it will'tie' patients to the offrce and make them Gel more
connected to our off,ce," they add. "\7e hope to attract the younger generations ofpatients, (and) we hope to build our
reputation as utilizing the latest technologies."

And attracting patients they are! Thanks to their increased'Web presence, a potential patient Googled their practice
from an airplane after seeing their media presence and emailed them for an appointment. Los Gatos Eyecare staff
emailed him back while he was in flight, and then the new patient was at his appointment less than an hour after his
plane landed.

Drs. Polhemus and Bell don't deny having a social media presence is time-consuming and can take "a lot of mental energy
to learn the systems effectively." However, with patients telling them they love the photos, videos and articles they've
been placing on Facebook and Twitter, the hard work seems to be worthwhile.

Any tips for those just starting out in social media? They say don't be afraid of change. 'As we've heard many times in our
profession, you can choose to embrace new technology or you can choose to keep doing the same thing. \7e chose to
embrace new technology."
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