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Effective Social 

Media for Free and 

Charitable Clinics



SOCIAL MEDIA WORKS!

• $6K donated to replace malfunctioning air conditioning 
system

• Selected for donations by various businesses and 
funders without soliciting them

• Added patients and volunteers

• Added credibility for grant applications

• Kraken hockey tickets donated for a fundraiser 

• Medical and office supplies donated

• More people attended fundraising events

results from social media
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Parking lot resurfaced and 

striped at no cost

Healthy food items 

donated

People voted:

Tri-Cities Best Nonprofit Donations to fix broken 

glass door, install cameras



THE GOOD  … AND THE BAD

Good

• Community events where the clinic is involved

• Thanking volunteers and inviting more 

• Leadership and credibility

• Partner collaborations

Current Facebook content from free clinics in Washington state
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Bad

• Overwhelming focus on fundraising, donations, and 
ticketed events

• Very few results (stats)

• Almost no patient stories showing the human impact

• Not enough focus on donors and in-kind services

• Too many designed-graphics pieces

• Infrequent posting



STRATEGY

▪ Design social media to support your 

clinic’s goals

▪ Create and choose key messages

▪ Create channel content based on 

your key audiences



STRATEGY  

• Increase support – financial and donated services

• We save healthcare dollars. Our donors save lives. [ Pierce County Access Alliance]

• Recruit volunteers

• Nearly 100% of our patients’ health care is delivered by volunteers. [The Olympia 
Free Clinic]

• Increase community awareness, correct misinformation

• In 2019, the name Lahai Health was adopted in an effort to ensure all under-served 
people know they are welcome regardless of ethnicity, religious background, or other 
barriers they may have encountered. [King and Snohomish Counties]

• Differentiate from other community organizations

• The YUGM Medical Care Center is one of only a few clinics in the Yakima Valley 
devoted to caring for the primary medical needs of people experiencing financial 
restraints and homelessness. [Yakima Union Gospel Medical]

• Be seen as a thought leader

• Our Clinic Director was appointed to the Board of the National Association for Free & 
Charitable Clinics. [Grace Clinic]

Examples of goals > key messages  – then reflect these in SM content
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STRATEGY  
Examples of channels and content for key audiences
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Instagram – younger 

audience, emphasizes visuals, 

video, entertainment

Facebook – broadest 

audience. Widest reach, most 

flexibility of content. Good 

for “asks.”

LinkedIn - business 

professionals. Jobs, business 

partners, value of your org to 

the business community



MAXIMIZE REACH AND 
ENGAGEMENT



REACH AND ENGAGEMENT
To get more people seeing and interacting with your content
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Consistency – a few 

times per week, when 

people are active in 

SM

Tag partner 

organizations …

… so they will 

see your posts 

and share them

In FB, invite “likers” to 

follow you

Respond to 

Qs/comments



REACH AND ENGAGEMENT
What kind of content gets the most attention?
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Real people, especially those known by 

others in the community

Shareable Touches heart strings

CTA: Shared 65X, 

reached 7K 

people. Result: 

service donated

Shared 89X, 

reached 6,726 

people. Result: 

127+ people 

received food.

“Someone called me a 

toothless old woman.”



REACH AND ENGAGEMENT
Tips 
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Make first phrase short and grabby Address misconceptions directly

▪ Great news! 

▪ Thanks to you, our "Fill the Fridge" 

campaign is in full force.

• Guess what -- This generous gentleman 

from Cuevas carpet cleaning offered to 

clean our carpets in gratitude for the 

care we provide him and his wife. 

▪ Q: How does a former master sergeant 

in the Air Force end up as a mental 

health counselor at Grace Clinic?

 A: That’s Amy’s story. We’re 

sharing it, with her permission.

Include the WHY

Kadlec’s third-year residents from the 

Family Medicine Program rotate through 

Grace Clinic. 

This helps us see more patients and gives 

Kadlec doctors more experience with our 

uninsured, limited-income patient 

population.

https://www.facebook.com/profile.php?id=100067900232642&__cft__%5b0%5d=AZUcCwyhJxEs6Wv-QvEJWumRZ-_WP5PauIPjME8oFgcWZy9ggo-kO4B1WigXFJy9mmKTnOQIXcnfjLN22PI459LP2aAsT8pO-1QuEfXrussJaVDEXLgNf2Vp0kUstFUyOv_XHs7EITnW8RXkfHweyTbwmlC3JBlsYsNJ5_7yNsepK4upJkl-WpfYliOhLSwJfbE&__tn__=-%5dK-R


REACH AND ENGAGEMENT
What content DOESN’T get as much attention?
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Designed graphics Links to videos or other publications Overly wordy posts or graphics 

(exception: heartfelt stories)



REACH AND ENGAGEMENT
Ways to show impact and value to the community
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Individual stories/testimonials Funding awarded and 

how it will be used

Stretching donor dollars = 

multiplication of value

Testimonial quotes from 

partners
Stats added to captions 

(e.g., # of clients helped)

Patient survey results
Professional honors/awards



VIDEO
Content: Short, informative, how-to, entertaining
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Stories/testimonials from 

clients, volunteers, donors 

Events/Fundraising

Action/fun How to/Educational

Announcements & reveals

Meet the team

Asks 



LOGISTICS, PRIVACY, 
HIRING
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How and where to get contentHow and where to get content

Getting and repurposing content

Places to Get Content – use a phone with high-quality 

photo/video features

▪ Clinic operations – especially with  patients and providers

▪ Service providers working at or outside the clinic

▪ Speaking in the community

▪ Special events: fundraising, open houses, award ceremonies, 

mobile clinic visits, etc.

▪ Receiving donations from grantees or community members 

(the “giant check”)

▪ Quotes from donors/partners 

▪ Partner events, such as medical graduations

▪ Staged shoots – “Dr. Barbie” at the clinic 

Assign people to get photos at events they’re attending or 

speaking at
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Using an editorial calendar – content examples

Color coding:

Green = ask/invitation

Yellow = patient story

Blue = volunteer highlight

Other calendar tools



17

Using planners and schedulers

Directly in FB and Instagram Directly in LinkedIn

Some commercially available SM 

management tools 
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Analytics

Facebook LinkedIn
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Patient privacy and ethical storytelling

Patient Privacy

▪ Use informed consent forms, which say how the content can be used

▪ First names; can use pseudonyms

▪ Don’t share personal info like age, city, name of workplace, other family 

member names

▪ Option: Don’t show the patient’s face

▪ Ask if there’s anything they’ve mentioned that they don’t want shared

▪ Special considerations for mental health services/counseling patients

▪ Public group situation: give people an “out” before photo

Ethical Storytelling - https://ethicalstorytelling.com 

▪ Ask first; assure them it’s ok to say no 

▪ The patient is the hero of the story; not passive recipient

▪ No “savior complex”

▪ Don’t reinforce stereotypes about patients

▪ Non-English content is accurately interpreted/translated

https://ethicalstorytelling.com/
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Hiring a social media manager – as of summer 2023

Costs

▪ Average among 16 states: $20 - $24/hr

      = $42K - $50K/yr if full time

▪ Washington state higher than other 

states? 

▪ Washington state minimum wage: 

$15.74/hr

Time

▪ For me at Grace Clinic: 7-15 hr/wk

Other considerations

▪ SM experts typically do more than just that. 

Many also do other outreach, speaking, 

media relations, web site management, 

fundraising comms, and more.
Whitman College, 

Walla Walla, $25/hr

YWCA, Seattle, 

$25/hr

Salvation Army, 

Eatonville, $14-$17/hr

Boys & Girls Clubs, 

Kennewick, $24-$31/hr

State of Washington, 

Olympia, $29-$38/hr
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Social media checklist/template

✓ We’ve identified key goals/messages and our content 

supports them – including Calls to Action

✓ We use channels where our key stakeholders are

✓ We get photos every time we can, inside and outside the 

clinic – people!

✓ We share impact creatively through numbers, stats

✓ We tap into emotion, especially patient and volunteer 

stories

✓ We use video for action, fun, reveals

✓ We post on a regular schedule

✓ We always tag partner organizations; we solicit testimonial 

quotes from them

✓ We use calendars and management tools to plan content 

for specific days

✓ We use analytics to understand and fine-tune engagement

✓ We have processes in place to ensure patient privacy and 

ethical storytelling



THANK YOU

Andrea McMakin
▪ Communications Coordinator, Grace Clinic

      AndreaM@gracecliniconline.org

▪ Program Chair, Public Relations Society of America, 

Mid-Columbia Chapter

▪  

mailto:mcmakin@owt.com
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