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Animal Hospitals on
Facebook: Who Are You Like?

See how you stack up against fellow Facebookers

by Jorge Salazar, Esq.

ANIMAL HOSPITAL

Facebook Benchmark Study

Note: This is the first of a three-part series
providing insight into the industry’s current
state regarding Facebook and how to maxi-
mize the effectiveness of your practice’s
page. The second article will discuss the
importance of pasting frequency in more
depth and tools that will increase your
teamn’s efficiency. The third article will pres-
ent data on animal hospitals’ engagement

rates and offer advice on the types of con- |

tent that will vield high engagement rates.

he Yellow Pages does not cut it any-

more. We are in the digital age. To

effectively connect with today’s pet

owners, digital marketing is a must.
Today, the average American spends 19.6
hours per week online.' More than 22%
of that time online is spent on social
media.? Thus, the average American uses
social media 37 minutes each day!

While there are many channels that
comprise the social media space, there is
one clear top dog—Facebook. Its domi-
nance is impressive; Americans spend
about 50 times more time on Facebook
than the next most popular social media
site. Facebook also boasts more than 1
billion monthly active users,* while Twit-
ter and Google+ rank second and third
with more than 555 million and 170 mil-
lion monthly active users, respectively.®

The vast opportunity presented by
Facebook has not gone unnoticed by the
veterinary industry. Hundreds of animal
hospitals have created Facebook pages to
connect with their clients and community.

But many of these animal hospitals are
not optimizing this opportunity, which
raises the following questions: What
are they doing after creating a Facebook
page? How many fans have they been
able to amass? Are they optimizing their
Facebook pages in the setup process?
How active are their Facebook pages?

Consulting firm Get U Social recently
conducted a study of 900 American
animal hospitals’ Facebook pages to
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answer these questions and determine
what the average page of an animal hos-
pital looks like.

The goal of this study and this three-
part article series is to provide data that
(1) enables animal hospitals to evalu-
ate their Facebook pages’ performance
through industry comparison, (2) high-
lights the opportunity Facebook supplies
animal hospitals and (3) offers recom-
mendations to assist animal hospitals
that want to maximize this opportunity.

Profiles in success

To appreciate the opportunity Face-
book makes available to animal hospitals,
it is necessary to understand the average
Facebook user’s profile. With more than
189 million users in North America, more
than half of the people you know have a
Facebook profile.®

A person’s Facebook profile has, on
average, 190 friends.” Every profile then
has the potential of connecting you to at
least 190 other Facebook profiles with the
click of a “Like.” This does not take into
account the exponential factor of friends
of friends—meaning, each of those 190
friends also has 190 friends.

Furthermore, you are frequently pre-
sented with the opportunity to have fans
and friends engage, with more than half of
Facebook users logging into their profiles at
least once per day.® Given these statistics,
it is certain that your clients are not just on
Facebook; they are on Facebook habitually,
many times while inside your practice, and
are just a click away from introducing your
hospital to many potential clients.

Your business presence

When analyzing a business on social
media, it is fundamental to begin with
its presence, and specifically look at how
many people the business is convert-
ing into its audience. Businesses have a
Facebook “page,” instead of a user “pro-
file,” and their audience members are
called “fans.”

A fan is a Facebook user who has
“liked” a page—that is, they have clicked
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the “Like” icon on your page. Therefore,
to grow your audience on Facebook you
must not only attract users to your page,
but also have them like it.

Our study reveals that the average ani-
mal hospital’s page has 295.1 fans (see
Table 1). This affords them the chance
not only to communicate on a daily basis
with 295 fans, all of whom are likely
clients or potential clients, but also the
potential to reach their 56,000 friends
and convert them into fans and clients.
This opportunity has no comparison. No
website, print marketing campaign or
other marketing outlet offers this expo-
nential opportunity.

Table 1: Page Likes (Fans)

366

75TH PERCENTILE

Customize!

When setting up vour animal hospi-
tal’'s page, there are many things that
can be done to maximize its exposure
and effectiveness. Page managers should
set the page’s first category to “Local
Businesses,” second category to “Pet
Services” and appropriate “Place Sub-
categories” such as “Veterinarian” and
“Pet Service.” As a local business with a
street address listed, visitors of your ani-
mal hospital can “Check-In,” telling their
friends they visited your business.

Although setting the appropriate cate-
gories and sub-categories, along with con-
tact information and hours of operation,
are important, customizing your page’s
URL is the most significant thing you can
do for the success of your page.
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Your clients and potential clients are on Facebook.

The potential of an average animal hospital is enormous.

295,1+s6am

Friends of fans who can be reached every day
average animal hospital Facebook page fans

1 post every
2 l5 days

30%

of the people you know
have a Facebook profile

On average, animal
hospitals are only
posting 12.4 posts
per 30 days, or...

"46.4%

of animal hospitals customize
their Facebook page URL

You are not posting enough.
Your goal should be to post
at least once per day.

Check your page URL
today and customize it.

Facebook assigns new pages a default
URL that consists of a series of numbers,
for example www.facebook.com/pages/
XYZ-Animal-Hospital/169232336420727.
Sharing this URL with a client is not
effective. It is too long and complicated
to remember. Instead, animal hospitals
should customize their page’s URLs to
mirror their business names or web-
sites, for example www.facebook.com/
XYZAnimalHospital.

This URL can easily be promoted in
marketing material and remembered by
people who want to become fans, which
will ultimately lead to more fans. It also
leverages Facebook’s text-to-like func-
tionality, where a text can be sent with
the page’s simplified URL to like the page.

In spite of these clear benefits, only
46.4% of animal hospitals in the study
customize their URL. If you are part of
the majority, customize your page URL
today! Log in to Facebook with a page
manager’s profile, navigate to your page,

click “Edit Page” at the top of the “Admin
Panel” and select the “Update Info” that
directs you to your “Basic Information”
page.

Now locate “Username,” which should
be the third or fourth item, just above
“Address,” and click “Change Username.”
Next, you will be directed to a page that
allows you to enter your desired user-
name and check its availability.

If the username is available, Facebook
will ask you to confirm that you would
like to set the available username as your
page’s username, which corresponds to
the page’s URL. Before confirming, be
sure that you are happy with the selected
username, as Facebook will only allow
you to change your page’s username
twice. After clicking “Confirm,” your
new username is set and you can begin
sharing it with potential fans. It is impor-
tant to note that Facebook may not allow
you to change your username if your
page has less than 25 fans.
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You have to follow through

After setting up your page, it is time
to connect with your audience through
content posts. But how often should
you post?

Think of your page as a TV chan-
nel. What happens if your fans turn to
your channel today and see the same
show they saw vyesterday, or the same
show that has been on the entire week,
or worse yet, the entire month? It is very
likely that those fans will have a negative
association with your page and may not
tune in again.

While there are other compelling rea-
sons to post with frequency, which will
be discussed in the next article in this
series, this reason alone warrants at least
one post per day. However, our study
found that, on average, animal hospitals
are only providing 12.4 posts per 30 days,
or one post every 2.5 days (see Table 2).

Consequently, the majority of Face-
book users, who login into their profile
at least once per day, typically see the
same content on animal hospitals’ pages
at least three times before new content
is posted. Animal hospitals need to post
more often to realize the great possibili-
ties Facebook offers.

Our study’s results confirmed our
belief that animal hospitals have a vast,
untapped potential on Facebook.

Table 2: Posts (30 days)
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Animal hospitals have an opportunity
to increase client retention by enhanc-
ing the client experience via in-practice
posts highlighting their amazing patients,
extending client communication beyond
the practice’s walls and providing behind-
the-scenes access that conveys the com-
mitment and compassion of the practice.

Moreover, Facebook can assist you
with educating your audience on your
practice initiatives, such as dentistry or
acupuncture, and in attracting new cli-
ents through the modern-day word-of-
mouth. This is when potential clients see
a friend or existing client say something
positive about their experience at your
practice on Facebook.

Although it is encouraging that animal
hospitals have identified this opportunity
and are on Facebook, as an industry we
still have much to learn about how to
best use Facebook to enhance the qual-
ity of pets’ lives, strengthen the human-
animal bond and improve the health of
our practice.

Stay social! m

Jorge Salazar, Esq., is managing partner at Get U Social. He spends his time
with Get U Social and Veterinary Consultation Services, helping animal
hospitals execute their social media campaigns, develop their dental
departments and raise their quality of care through practice management
initiatives, Salazar loves to connect with veterinary professionals on

Twitter (@salazarjorgeh) and Linkedin (finkedin.com/in/salazatjorgeh).
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