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The Changing Face of Media

 The media world is changing constantly.
 Be open to the many options and 

possibilities available, including social 
media.

 Blend old and new media.
◦ For instance, use print advertisements and 

supplement the ads with a Facebook page.



Social Media

 Huge opportunity for free media 
exposure.

 Social networking websites, video/photo 
sharing, online encyclopedias (Wikipedia),  
blogs and interactive websites.  

 Provides a way for people to interact with 
a website and it’s audience. 



Examples of Social Media 

 Facebook, Twitter, Bebo, LinkedIn, 
MySpace.

 Began as a way for people to connect 
with friends and recommend others for 
linkage.  

 Has grown to include business, academic 
and commercial communities. 



The Stats

 Social networking sites such as Facebook, 
You Tube and Twitter account for nearly 
¼ of the time Americans spend online, 
according to Nielsen research.

 US web users spend 36% of their online 
time visiting social networks and blogs.

 Nielsen reports that twice as many 
Americans 50 and up visit social sites 
compared to the under 18 users. 



More Stats . . .

 64% of Twitter’s users are 35 and up.
 61% of Facebook users are 35 and older.
 LinkedIn’s average user is 44 years old.
 According to Hispanic Online Marketing, 

“emerging minorities visit social 
networking sites more often than non-
Hispanic whites”. 



Tweet Tweet

 ComScore reports that in April 2010 
Twitter had 83.6M worldwide unique 
visitors/month. 

 Twitter claims that in April 2010 they had 
190M visitors/month generating 65M 
Tweets/day.   Twitter asserts that most 
visitors don’t Tweet but use the site for 
information consumption.  



Example of Twitter Page



What’s the Facebook Story?
 As of April 2010 Facebook had nearly 500M 

unique visitors per month according to 
ComScore.   This number is up 64% from 
2009 and up 22% since  February 2010. 

 Worldwide page views up 150% to 220B a 
month, more than Yahoo or MSN.

 On average people log in 11 times/month.
 Total time spent on site per month: 134B 

minutes or 7.5% of all time spent on the 
internet.



ADNI GO Facebook Page



Your Audience is Online

 Focusing on the elder population, there is a 
common misconception that this specific 
population is not using social media.

 In fact, social networking is growing among 
older users:
◦ The number has nearly doubled from 22% to 42% 

in the past year*
◦ 47% of internet users ages 50-64 and 26% of 

internet users ages 65 and older are using social 
media*

*Madden, M. (2010). Older Adults and Social Media. Pew Internet, 1-13. 



The ADNI GO Experiment

 The Alzheimer’s Disease Neuroimaging 
Initiative Grand Opportunity (ADNI GO) 
study is the first ADCS study to have a 
Facebook page.

 Also the first to utilize the social 
mediasphere to reach various bloggers 
and their audiences, which generated 
website banner ads and blogs on ADNI 
GO.



Example of ADNI GO Banner Ad



Example of Blogger’s Post



Using Old Media in Conjunction 
with Social Media

 Print ads in Newsweek and USA Today 
 Matte and press releases 
 Information on site websites and 

ADCS.org
 Distribution of social media press release
 Monthly e-newsletters, such as the 

Alzheimer’s Disease Information Network 
(AD-IN)



Example of ADNI GO PSA



The Scope of Social Media 
Outreach – Phase I

 130 Facebook friends
 29 blog posts resulting in views from 

37,656,990 unique visitors per month
 24 Twitter posts resulting in a reach of 

25,639 followers
 11 banner ad placements resulting in a reach 

of 70,206,000 unique visitors per month
 1 Digg profile mention
 1 Facebook page post on Options for 

Seniors of America resulting in a reach of 18 
fans



What We Know So Far . . .

 Internal database and physician referrals 
contribute to the majority of screens.

 However, we also know:
◦ 16% of potential participants screened came 

from Word of Mouth (generated from social 
media activity)*
◦ 15% came from advertisements*
◦ 4% were from news reports/stories*

*Preliminary data – compiled at the end of August 2010 from sites approved for start-up.



Including an Increase in Web Activity 

 Hits to the ADCS.org website:
◦ 79,086 to the homepage (an increase of 

24,015 from the end of May 2010)
◦ 6,809 to ADNI GO page on ADCS.org 

(launched at the beginning of February 2010)
◦ 5,941 to AD-IN newsletters (an increase of 

2,924 from the end of May 2010)
◦ 1,945 to ADCS Blog (launched at the 

beginning of April 2010)



Creating Conversations with the 
Public Using Social Media – Phase 2

 Conversing with blogosphere to answer 
questions about the study and cause.

 Connecting with Facebook fans to 
provide information on current 
Alzheimer’s disease research and ADNI 
GO Study.



Final Thoughts

 Clearly your audience is online, are you?
 The media landscape is ever changing – use 

it to benefit the public and your 
organization.

 Utilize the opportunity for free media.
 Reach and create conversations with your 

audience to provide awareness and more 
knowledge of the cause.  

 The simultaneous use of old and new media 
saturates the public domain and creates 
more exposure.



Questions

 Feel free to contact the                   
ADCS Communications Team at:

brainlink@ucsd.edu 


