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• The AHIP Digital Team:
o Leads planning, execution of all digital strategy, including:

• Manage, update websites

• Social media content creation, community management

• Assign, write, edit blog posts

• Produce monthly analytics reports

• Conduct social listening for emerging industry trends

• Advocacy email marketing

• Digital grassroots advocate recruitment

• Digital paid media for advocacy and marketing

o Coordinate, collaborate with entire organization

Our Team



• Identified our core 

audiences, key 

messages

• Determined what content 

worked on each 

distribution channel

• Think like a publisher

• Flexible and timely

Our Platform



Our Content
In January, we launched 

“Health Care in Focus” 

educational video series. 

We’re now working on plans 

for “season 2”

Partner with members to 

create content that shares 

the good work they are 

doing around the country

Executive 

thought 

leadership

Infographics communicating 

complicated policy 

arguments



• We post just once a day, Monday through Friday

• Focus on content of interest to health care professionals 

– from wonky policy reports to innovation trends

• Tie back to our organization’s editorial calendar and 

priorities on our website and other social platforms

• Layer on consistent paid promotion

How we use LinkedIn



Advocacy



Member Engagement



Thought Leadership



• 37% of visitors to our profile page are “senior” leaders

• 26% increase in followers during last 12 months

• 14% of our social traffic to AHIP.org comes from 

LinkedIn, just barely under Twitter

• Nearly 60% of visitors to our site are considered 

managers or above based on the Audience Insight 

Dashboard

LinkedIn Metrics



Questions? You can reach me at 

jcarracher@ahip.org or on Twitter 

@JamieCa.

Thank you

mailto:jcarracher@ahip.org
http://www.twitter.com/jamieca

