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Executive Summary ~ Facebook and Twitter
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Facebook engagement rate per month

Estimated 
followers as of 
June 30, 2017

567

+9

1,265

+11*

*New followers since 
last report (June 1)

*Detailed engagement graphs 
available on slides 5 and 6

Reactions

Shares

Twitter engagement rate per month

May Retweets

May Likes

June Retweets
June Likes

May Replies

.07%
Engagement Rate

.9% 
Engagement 

Rate

Total: 19 engagements

Down .012% from May

Organic impressions: 8.1K 

Total: 115 engagements

Down .39% from May

Organic impressions:  1.3 K



Executive Summary ~ LinkedIn
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LinkedIn AHC engagement rate per month

LinkedIn AHA followers rate per month

Estimated 
followers as of 
June 30, 2017

1,585

+ 83

+ 3

135

AHA

AHC

*Detailed engagement graphs available on slides 7

Total: 554 engagements

Up .014%  from May

Organic impressions: 36.5K

.015%
Engagement Rate

Total: 42 engagements

Up .005%  from May

Organic impressions: 3.1K 

.013%
Engagement Rate



Social Media Metrics Summary
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Top Content Total Posts & Likes

Top Post: Anyone who's had cancer, or knows a loved one with cancer, 
understands the significance of this day. Never stop fighting. Happy 

National Cancer Survivors Day!
420 people reached, 1 like, 1 share, 4 clicks

16 Posts, 115 engagements

Top Tweet: Proud to have earned @URAC #accreditation for #health 
utilization management #URAC

392 impressions; 1 retweet, 1 Like
29 tweets; 19 engagements

Top Post: About 15%-25% of people who are discharged from the 
hospital will be readmitted within 30 days – many of these 

readmissions are preventable
6,830 impressions; 85 link clicks; 64 interactions

54 Posts; 57 engagements

Key Drivers High Level Overview
Facebook
Top posts last month featured third-party recognition of 
AHC such as the Silicon Valley Review post, which reached 
820 people. The top June post was for National Cancer 
Survivors Day – not specific to AHC – and it received half 
of the engagement as the Silicon Review post. When 
possible Facebook content should be on awards, events, 
announcements and media coverage that AHC receives as 
well as content for healthy living for aging that seniors and 
their caregivers can utilize (based on previous reporting 
insights). 

Twitter
Impressions were down this month, as last month’s 
content included mentions of AHC by external parties or 
industry content, such as a tweet by Fortune Brainstorm 
Health in May garnering almost 12K impressions. Aside 
from this, this month’s top Twitter posts showed more 
diversity in audience interest to include healthy living. 

LinkedIn (AHC)
We saw increased social activity in LinkedIn, as the top 
post in June (6,830 impressions) far exceeded last 
month’s top post (513 impressions). Overall activity is also 
up as total LinkedIn posts have increased, creating a more 
consistent means of communication from AHC and social 
activity.

https://twitter.com/hashtag/URAC?src=hash


Facebook Engagement
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Key Drivers

Overall, Facebook engagement was 
consistent, with average activity across 
the board staying within 0-6 
reactions/comments/shares etc.. There 
was a peak between June 6-10, which 
may have resulted from the “Healthy 
Aging” post. Additionally the breakdown of 
engagement sentiment is mainly positive 
in tone. 

As Facebook likes continue to increase, 
we’ll have a better understanding of 
audience segmentation to further narrow 
in on attractive news content. 

Interestingly, the majority of readership by 
age and gender is highest between the 
25-34 age group, primarily women. This 
leads us to believe that 
families/caregivers are following AHC so 
we can incorporate caregiver-focused 
posts in addition to other content. 



Twitter Engagement
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Key Drivers

As noted last month, users on 
Twitter continue to be interested in 
both industry and company news. 
Advice for healthy living and trends 
in healthcare technology saw more 
engagement than other posts this 
month. We’ll continue to see 
opportunities for more engagement 
via third-party validation or 
mentions, including company 
interviews, conference attendance 
and Alignment new hire 
announcements. 

In accessing the topic interest of 
Alignment’s Twitter followers, the 
majority are interested in business 
and news (81%), politics and 
current events (78%), technology 
(65%) and entrepreneurship (48%).

The largest age group is within the 
25-34 age bracket, which consists 
of over one-third of the audience 
profile — consistent with Facebook. 



LinkedIn Engagement
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Key Drivers

LinkedIn engagement saw the 
most increase and positive activity 
compared to Facebook and 
Twitter. 

The following demographic groups 
are the top audience for AHC’s 
LinkedIn – grouped by industry : 
hospital and health care (39.9%), 
insurance (10.3%) and IT (7.9%). 

As this platform’s core audience is 
hospital clinicians and physician 
providers, we’re seeing that they 
are more active with AHC’s 
LinkedIn posts that feature 
industry and care management 
relevant content. The top posts 
this month were about 
readmission stats, accreditations, 
insurer investment trends and 
health technology trends – all 
applicable to the provider 
audience.  



Alignment Healthcare 
Quarterly Social Reporting
April through June 2017



Social Media Metrics Quarterly Summary
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Top Impressions Total Posts & Likes

Top Post: Alignment Healthcare has been selected by The Silicon 
Review as 1 of its 10 fastest-growing #healthcare companies. We’re 

“transforming healthcare one patient at a time.” 
829 people reached; 87 reactions, comments & shares; 134 post 

clicks

66 Posts, 1.5K engagements

Top Tweet: Living a healthier life starts with understanding all your 
options. Follow @FortuneMagazine

11,679 impressions; 136 total engagements
87 tweets; 125 engagements

Top Post: About 15%-25% of people who are discharged from the 
hospital will be readmitted within 30 days – many of these 

readmissions are preventable
6,830 impressions; 85 link clicks; 64 interactions

63 Posts; 541 engagements

Key Drivers High Level Overview

Facebook
Over the past three months, Facebook has seen 
steady engagement, averaging 22 posts and 500 
engagements per month. As noted above, third party 
articles referencing Alignment see the most 
interaction as the reach of the post is increased and 
further diversified. The Silicon Valley Review post saw 
the most engagement, and, given the outlet’s focus, 
the reach mix included local and tech audiences. 

Twitter
Top Twitter posts for the quarter focused on trends in 
healthy living and industry news. A core audience was 
the 25-34 age range which indicates that family 
members are interested in seeing healthy living 
content to help them care for their 
parents/grandparents. 

LinkedIn
Given the increase in social media activity, the 
platform serves as the best tool for a range of news 
for providers. Top content includes Alignment 
Healthcare award recognitions, health and hospital 
and insurance news. 

Top Posts

https://www.facebook.com/thesiliconreview/?fref=mentions
https://www.facebook.com/hashtag/healthcare?source=feed_text&story_id=1080624932082329
https://twitter.com/FortuneMagazine


Quarterly Facebook Engagement Snapshot
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Facebook Post – Top Reach 
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Post Details:
829 people reached/impressions
134 post clicks
87 Reactions, Comments & Shares
• 66 likes; 24 on post, 42 on shares
• 8 reactions (2 love, 6 wow)
• 6 comments; 1 on post, 5 on shares
• 7 shares; 1 on post, 6 on shares

Post Details:
420 people reached/impressions
3 post clicks
2 Reactions, Comments & Shares
• 1 likes; 1 on post, 0on shares
• 1 shares; 1 on post, 0 on shares

Post Details:
354 people reached/impressions
5 post clicks
2 Reactions, Comments & Shares
• 2 likes; 2 on post, 0 on shares



Quarterly Twitter Engagement Snapshot
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Twitter Posts – Top Reach
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Post Details:
11,679 people reached/impressions
136 Total Engagements
• 71 Media Engagements 
• 16 Likes
• 14 Hashtag clicks
• 14 Detail expands
• 8 Profile clicks
• 7 Retweets
• 4 Link clicks
• 2 Replies/comments

Post Details:
579 people reached/impressions
12 Total Engagements
• 7 Link clicks
• 3 Detail expands
• 2 Retweets

Post Details:
545 people reached/impressions
4 Total Engagements
• 2 Retweets
• 2 Link clicks



Quarterly LinkedIn (AHC) Engagement Snapshot
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LinkedIn Posts – Top Reach 
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Post Details:
6,835 impressions
86 clicks
64 interactions

Post Details:
5,920 impressions
22 clicks
30 interactions

Post Details:
2,403 impressions
91 clicks
7 interactions


