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w22 \Web Sites
» Over 880,000 visitors
»Reading 1.7 millilon pages

» 68+ Soclial Media Profiles
»58 000 Followers
»6.5 million people touched



Behold... the awesome
powers of...




“...And the majority of
addicts or their parents —
61 percent, according to
Google’s internal
statistics — use the
internet to find help.”

https://theintercept.com/2017/10/17/google-search-drug-use-opioid-epidemic/




Usual Web Traffic Types

* Organic Search

* Referral (+Social)

* Direct

* PPC ( pay per click)
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Organic Traffic
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Content Strategy
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468 New Blog Posts in 2018

» Bringing in 85,500 readers.

» \\Vho stay an average of 2:48.

» 163 people-hours of brand exposure.

450 New Blog Posts in 2019 so far.

We always need topic ideas. We people to show us a facility’s personality.
EVERY WEEK!
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All sorts of reports we can do in Salesforce that shows how people are finding us.




We don't just post blogs
and hope Google finds
them and improves our
rankings. We actively
“push™ new content
through Social Media.

Follow your facility pages and share the posts we put on our pages (if you use
your personal social media for promotion). Up to you.
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68 Social Media Properties

tagram in a couple cases.
e’ll try anything, and we
probably have. My team knows
that if a stakeholder (BD, CEO,
etc) asks about a site or feature
or software and we haven’t
already tried it, we’re failing.
Try us.
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Social Media Audience

= Alumni

= Referral
Sources
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Facebook alone...

» An additional 65,000 visitors to our
digital properties.

» Our posts appearing in over 11.5
million user news feeds.

» 9 304 new followers, a 32% Increase,
or 2x the 2017 growth.
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Why We Use Social Media

How to we do this?

We have to start collecting ALL
alumni data and consent to email
them FOR EVERY DISCHARGE.

Attract new audience

Engage our alumni

Compel professional referral sources
Evangelize recovery awareness
Promote our research Do we have any?

Highlight (humanize) our clinical

professiona|s Anyone introduce
my team to them?

Pinpoint demographic targeting

Saturate 1%t page of Google search
results









How to “follow” us.

Instructions how to “like" us on Facebook and follow our
companies on LinkedIn.
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Sharing our content

If you engage referral sources on your personal social
media accounts, here's how you can leverage our
content and feed our larger social engine.
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You can delete the URL once the post appears.

CONFIDENTIAL




#h aShtagS LinkedIn & Twitter 2or3 Look First
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Potential Audience:

C u Sto m Au d i e n CeS Potential Reach: 47,000 people

Audience Details:

= Location - Living In:

o United States: Texas

= Friends of connections:

o Friends of people who are connected to
The Ranch at Dove Tree

n Age:
o 21-60
» People Who Match:

o Field of study: Addictions Counseling,
Human Services/Mental Health, Drug &
Alcohol Counseling or Addiction
Studies/Counseling

o Job title: Mental Health Practitioner,
Mental health counselor, Mental health
professional, Mental Health Clinician,
Marriage & Family Therapist,
Psychotherapist-Counselor, Marriage
and Family Therapist (MFT), Mental
Health Specialist, Licensed Professional
Counselor (LPC), Licensed Clinical
Psychologist, Alcohol and Drug
Counselor, Substance Abuse Counselor,

NO matter h W We”'dly SpeCiﬁC, we can Addictions Counselor, Licensed Clinical

. Social }.“u'orlser (LCSW), Family Therapist
probably “find” that audience. Call me. or Social Work

o Parents: Parents with teenagers (13-18
years) or Parents with adult children (18-
26 years)

Detailed Targeting @ Include people who match g

Suggestions Browse

-

Household income: top 5% of ZIP codes (US)

Facebook Pages Co-Dependents Anonymous

Brené Brown

People wha like your Page

- . Parents with adult children (12-26 years
riends of people who like your Page ( years)

Connections @ Self care

Exclude people who like your Page

Licensed Professional Counselor (LPC)
CONFIDENTIAL Sober companion

Mental health counselor



Custom Audiences

CONFIDENTIAL

Who is your target audience?

Start building your audience by searching for attributes of profeszionals you want to reach

4T ' Company

Company
Demographics
Education
Job Experiznce

nieresis

Company Connections
Company Follower of
Company Industries
Company Names

Company Size
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Communicate with us.

When you make a visit or throw an event
or there's something to post about, let us
post it to our official pages first, then share
that on your profiles. That way we can get
the stats and use what we learn from the
engagement.

We'll post for you and/or consider making
you a page admin.

If you are wanting to post / be an admin,
know that we will be communicating with
you a lot with tips and tricks, dos and
don’ts etc.
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Twitter example: DBD visiting
other RTCs

Let us post first, then you share.
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/review

We need a sustainable, disciplined effort to have a constant trickle of
positive reviews left on all our facility profiles. Everyone should be
helping.
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Video Challenges










...and more

We just haven’t thought of it yet.

Have a crazy idea? Call me.

Like this: https://youtu.be/JzAmRbToE9c




You can search through all of our blog posts for a topic
that you may need for something.




You can sign up to get emailed automatically any
time a new blog post is published.




