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Healthcare Marketing Strategy Guide:
The New Digital Patient Experience

Healthcare's digital experience will continue to change rapidly over the next 10 years, and your
practice's marketing strategy must evolve to keep pace. The "Healthcare Marketing Strategy
Guide" provides key insights, step-by-step guidance, and real-world examples, providing
practice managers and doctors with the tools they need to satisfy what patients are looking for
in this digital-first age.

The digital shift is undeniable:

e 72% of potential patients now begin their healthcare journey online, underscoring the
importance of a robust digital presence.

e 93% of healthcare marketers leverage social media, especially for engagement.
The demand for telehealth persists, with 83% of adults still booking virtual appointments.
Medical app downloads have surged by 50%, reaching 3.2 billion, emphasizing the need
for website experiences that mirror the ease of apps.

e Nearly 2 out of 3 patients expect to access healthcare services through a website.
63% of healthcare organizations use Al, with another 31% piloting or assessing Al, making
the healthcare industry a leader in Al adoption.

2 out of 3 patients

expect to access healthcare
services through a website.

" Source: NVIDIA's State of Al in Healthcare and Life Sciences: 2025 Trends
o


https://www.nvidia.com/en-us/lp/industries/healthcare-life-sciences/ai-survey-report/

Healthcare Marketing Strategy Guide:
The New Digital Patient Experience

Here are some key points to also consider as you begin your marketing strategy:

Content remains king, with 50% of marketers recognizing its potential to elevate their overall
marketing strategy. But it's not just about creating content; it's about delivering the right
content, at the right time, to the right audience.

94% of healthcare providers see Al as “core” to operations, with 86% reporting extensive
use in areas like scheduling, pharmacy workflows, and oncology.

The patient experience starts online with over 70% of searches for doctors beginning with
Google. We'll address how to ensure patients find your practice, book an appointment, and
write positive reviews about your practice.

70% of patients start
searching for a
doctor on Google.

Start Planning Your Marketing Strategy Today

This guide will equip you with the latest statistics, emerging trends, and actionable insights to
help you adapt, innovate, and succeed in the ever-evolving world of healthcare marketing.

At the fictional orthopedic practice, OrthoConnect, we'll shadow Alex, their new marketing
manager. He's tasked with enhancing the digital patient experience, and his journey will mirror
the challenges and triumphs many healthcare marketers face today. From navigating the rise
of Al in healthcare to improving the online patient portal, Alex's story shares new ways
medical practices are streamlining their patient experience and getting more appointments.



Chapter1

How to Use Marketing to Grow Your Practice

Healthcare marketing goes beyond the conventional perception of advertising. It's about
building awareness, connections, fostering trust, and delivering valuable information to
patients in need. A well-executed marketing strategy helps medical practices to:

1. Increase Patient Awareness: Effective marketing ensures that your practice's name is
known and recognized within your community, enabling patients to easily find and
choose your services when in need.

2.  Build Trust, Better Reviews, and Credibility: Through educational content and patient
testimonials, you can establish your practice as a reliable source of healthcare
information and demonstrate your commitment to patient well-being.

3. Enhance Patient Engagement: By connecting with patients through digital platforms,
you can provide ongoing support, share health tips, and encourage healthier lifestyles.

4. Boost Patient Retention and Referrals: A comprehensive marketing strategy can
foster stronger patient relationships, leading to increased patient loyalty and more
referrals through positive word-of-mouth.

5. Adapt to Industry Trends: \X/ith the rapid evolution of technology and patient
expectations, an up-to-date marketing approach ensures your practice remains
relevant and competitive in the ever-changing healthcare landscape.

Target Audience of the Guide

This guide is tailored for doctors, practice managers, and healthcare marketing professionals
who are eager to take control of their practice's marketing efforts. Whether you're a solo
practitioner, part of a small clinic, or managing a larger healthcare facility, this guide provides

actionable insights to help you navigate the intricacies of healthcare marketing.

Embracing the Digital-First Era

With most patients starting their search for a doctor online, practices need to use every online
tool to set up their practice for success. The modern patient expects a seamless, digital-first
experience from the moment they start their search for a provider.

o



This means your practice needs to have:

e A Mobile-Responsive Website: With more than half of all web traffic coming from
mobile devices, your website must be optimized for smaller screens. Ensure it's easy to
navigate, loads quickly, and has prominent calls to action, such as "Book Now" or
‘Contact Us'

e Online Appointment Scheduling: Give patients the convenience of scheduling
appointments 24/7 without having to call your office. This not only improves patient
satisfaction but also frees up your staff's time.

e Telehealth Services: The demand for virtual care continues to grow. Offering
telehealth options expands your reach and provides patients with convenient access to
care, especially for follow-up appointments or minor consultations.

e Patient Portals: Secure patient portals allow patients to easily communicate with their
providers, view test results, request prescription refills, and access their medical
records. This empowers patients to take a more active role in their healthcare.

Leveraging Al for Enhanced Patient Engagement:

Artificial Intelligence (Al) is rapidly transforming how prospective patients interact with
practices online, and marketing is no exception. Al-powered tools can help you:

e Provide 24/7 Support with Agentic Al: Al agents can handle routine patient inquiries,
freeing up your staff to focus on more complex tasks. They can also provide
after-hours support and help patients navigate your website or schedule appointments.

e Gain Insights with Al-Powered Analytics: Track website traffic, patient engagement
with your content, and the effectiveness of your marketing campaigns. Al-powered
analytics can identify trends and patterns, helping you make data-driven decisions to
improve your marketing strategy.

Example Al Prompts to Help with New Strategy:

e 'Draft a welcome message for a new patient portal for my [Practice Type and Namel],
highlighting its key features and benefits.”

e ‘Analyze website traffic data below to identify the most popular pages and user
demographics. [Insert data below]”



Essential Digital Tools for Healthcare Marketing

In addition to Al, there is a wide array of digital tools that can streamline your marketing efforts

and enhance patient engagement:

Email Marketing Platforms: Send targeted newsletters, health tips, appointment
reminders, and other valuable information to your patients. Integrate with your website
and phone system to keep everyone connected.

Social Media Management Tools: Schedule posts, monitor engagement, and track the
performance of your social media campaigns across multiple platforms.

Overview of the Guide's Structure

The "Healthcare Marketing Strategy Guide" is organized into comprehensive sections, each

addressing an aspect of building a successful healthcare marketing strategy. Here's a glimpse

into what you can expect in each section:

The Digital Patient Experience: Patients of all ages look for providers online based on
location, condition, procedure, or a friend's recommendation on Facebook.

Finding Your Practice’s Audience: Lay the foundation by discovering your practice's
unique strengths and identifying the patients you aim to serve.

Set Goals and Objectives: L earn how to establish measurable objectives that align
with your practice’'s growth aspirations.

Craft Your Practice’s Brand Identity: Develop a compelling brand that resonates with
patients and sets you apart in the healthcare marketplace.

Content Strategy and Creation: Explore the power of informative and engaging
content in attracting and retaining patients, as well as content creation tools.

Social Media and Online Presence: Harness the potential of social media platforms to
connect with patients and share valuable insights.

Email Marketing and Patient Engagement: Dive into effective email strategies to keep
patients informed and engaged.

Local SEO and Online Listings: Enhance your online visibility through local search
optimization and positive reviews.

Partnerships and Referral Programs: Collaborate with peers and implement referral
strategies to expand your patient base.

Tracking and Analyzing Performance: Learn how to measure the success of your
marketing efforts and make data-driven adjustments.

Crisis Management and Patient Communication: Develop strategies to manage crises
and maintain open communication with patients.

Full Healthcare Marketing Strategy Plan: Put it all together with a detailed
month-by-month plan, budget allocation, and resource planning.



Chapter 2

The Digital Patient Experience
(And How Patients Navigate Health Care Choices Online)

Today's patients are digitally savvy and proactive in managing their health. They turn to online
reviews, social media, and search engines to research healthcare providers and make
informed decisions. Understanding this shift and how all of these channels bring patients to
your door is the first step to planning your practice's marketing strategy.

Online Reviews & Social Media: The New Word-of-Mouth

Patients increasingly rely on online reviews and social media recommendations when
choosing a healthcare provider. Positive reviews build trust and credibility, while negative
feedback can deter potential patients. You'll need to monitor and respond to online reviews
promptly and professionally, demonstrating your commitment to patient satisfaction.

Empowerment through Education

Patients also seek reliable health information online. By providing educational content and
resources on your website and social media channels, you establish your practice as a trusted
source of information and demonstrate your expertise. This can include blog posts, articles,
videos, infographics, and FAQs about common conditions and treatments.

The Personal Touch in a Digital World

Personalized communication is key to building strong patient relationships. Leverage patient
data to deliver targeted messages and recommendations tailored to their individual needs
and interests. This can include personalized email newsletters, appointment reminders, and

follow-up care instructions.
Al: Your Partner for Streamlining Your Patient’s Experience
Al can help you better understand and engage with your digital patients:

e Sentiment Analysis: Al-driven sentiment analysis tools can analyze patient feedback
from online reviews and social media, helping you identify areas for improvement and

address any concerns promptly.



Content Recommendation Engines: Al-powered content recommendation engines
can suggest relevant articles, videos, and other resources to patients based on their
browsing history and interests, enhancing their online experience and fostering
engagement.

Agentic Al: Customers are looking for answers and your Al agent can answer them
whenever they're online, as well as direct them to book appointments.

Example Al Prompts:

"‘Analyze patient reviews to identify common themes and areas for improvement. [Paste

your patient reviews below your prompt].

‘Generate email content for my patients on the [X Condition] list, highlighting tips for
management and treatment.”

Additional Digital Tools for Patient Engagement:

Online Survey Tools: Gather valuable feedback from patients about their experience
with your practice, identify areas for improvement, and tailor your services to their
needs.

Patient Relationship Management (PRM) Software: Track patient interactions,
preferences, and communication history to deliver a more personalized and seamless
experience across all touchpoints.

[Eﬁ] perplexity ChatGPT Gen{ini

Analyze my practice’s patient reviews blow to
identify common themes and areas for
improvement. Give me a bulleted list of content

ideas to answer questions about common keywords




Chapter 3

Finding Your Practice's Audience (PLUS Patient Personas)

To create an effective healthcare marketing strategy for your practice, it's important to begin
by gaining a deep understanding of your practice's unique identity and the audience you aim
to serve. This section will guide you through the process of defining your Unique Selling
Proposition (USP), identifying your target patient demographics, analyzing patient personas,
and researching competitors and market trends.

Alex, the new marketing manager at a orthopedic practice, faces a trio of challenges:
low community visibility, a clunky website, and a smattering of negative online reviews.
He knows the practice offers excellent care, but in today's digital-first world, patients
often form their first impressions online.

To grow forward in this age of digital-first patient experiences, the practice wants to
rebrand to OrthoConnect and offer more virtual support to patients searching for
orthopedic providers online.

To uncover OrthoConnect's unique strengths, Alex gathers insights from both staff and
patients. He discovers a recurring theme: patients value the clinic's compassionate,
personalized approach. They feel heard and understood, a stark contrast to the
impersonal experiences they've had elsewhere.

Meanwhile, Alex's analysis of competitors reveals a sea of generic websites and sterile
marketing messages. He realizes OrthoConnect's patient-centric approach is its hidden
gem.

Armed with this knowledge, Alex crafts a unique value proposition (UVP):
‘OrthoConnect: Where Compassion Meets Expertise” He revamps the website,
focusing on user experience and highlighting patient testimonials. He also implements
a proactive reputation management strategy to address negative reviews and
showcase the clinic's strengths.



The results are transformative. Online appointments surge, new patients rave about the
website's ease of use, and positive reviews start to outweigh the negative. Alex's
digital-first approach has not only boosted OrthoConnect's visibility but also solidified
its unique position in the community.

Defining Your Practice's Unique Selling Proposition (USP)

Your practice's Unique Selling Proposition (USP) is what sets you apart from other healthcare
providers. It's the distinct value that you offer to patients that no one else can replicate. To
define your USP:

Identify Your Strengths: Consider what makes your practice exceptional. Is it your
specialized medical services, compassionate patient care, cutting-edge technology,
convenient location, or something else?

Address Patient Pain Points: Understand the specific challenges or concerns that your
patients face. How does your practice address these issues in a way that competitors
might not?

Highlight Benefits: Clearly communicate the benefits that patients can expect by
choosing your practice. Whether it's quicker appointments, personalized treatment
plans, or a welcoming atmosphere, emphasize what patients gain.

ldentifying Your Target Patient Demographics

To effectively tailor your marketing efforts, you need to know who your ideal patients are. This
involves understanding the demographics that define your primary patient base:

Age and Gender: Determine the age range and gender that your services cater to
most.

Location: Identify the geographical area where most of your patients reside or where
you want to expand your reach.

Socioeconomic Background: Consider the income levels and lifestyle preferences of
your target audience.



Analyzing Patient Personas

Creating patient personas helps you visualize and understand the characteristics of your
target patients on a more personal level. A persona is a fictional representation of a typical
patient, and it typically includes details like:

+  Name and Background: Give your persona a name, age, occupation, and a brief
personal history.

+ Goals and Challenges: Understand the patient's healthcare goals and the challenges
they might face in achieving those goals.

+  Demographics: Incorporate the demographic details you've gathered, including age,
gender, location, and more.

+  Motivations and Concerns: Determine what motivates the patient to seek healthcare
services and what concerns they might have.

Demographics: Female, 35 years old, works as an office manager
Background: Suffers from knee pain, which causes her significant

discomfort and anxiety. She often can’t run or train
due to stiffness and pain in her knee.

Goals: ° Find effective management strategies for
managing knee pain and getting back her
mobility.

. Reduce her anxiety surrounding her
condition and improve her quality of life.

. Feel confident in her orthopedic doctor’s
ability to provide her with the best care
possible.

Pain Points: ° Frustration with the limitations due to
stiffness and knee pain
° Unable to work out or enjoy the same
activities as well as sports
° Difficulty finding reliable information and
support online.




Researching Competitors and Market Trends

Understanding your competitors and the larger healthcare market landscape is essential for
positioning your practice effectively:

1.

Competitor Analysis: Identify other healthcare providers in your area offering similar
services. Study their strengths, weaknesses, and marketing approaches.

Market Trends: Stay updated on the latest trends in healthcare marketing and patient
preferences. This includes shifts towards telemedicine, patient-centric care, and
technological advancements.

Patient Feedback: Review patient feedback, reviews, and testimonials about your
practice and your competitors. This can provide valuable insights into patient
expectations and experiences.

Alex recognizes the importance of understanding local competitors before
developing OrthoConnect's marketing plan.

He starts by listing all prominent orthopedic clinics in Charlotte and
systematically visits their websites. This allows him to understand the range of
services they offer, gauge the tone and quality of patient testimonials, and
examine their content strategy. Alex also monitors their social media channels,
noting the frequency of posts, types of content shared, and the engagement
levels each receives.

Alex decides to visit a few of these clinics to gain an even clearer perspective.
He observes the ambiance and the interactions between patients and staff and
reviews any brochures or informational literature available. This first-hand
observation gives Alex insights into the patient experience these clinics offer.

Simultaneously, Alex dives into industry reports and articles on orthopedic
healthcare, orthopedic subspecialties, and private practice healthcare trends. He
identifies key advancements, such as the rise in patients researching doctors
online, the desire for telemedicine and virtual appointments, an integrated
physical and non-surgical approach, and patient-centric care models.



He also spots potential areas where OrthoConnect might expand or adapt its
services to meet evolving patient needs and preferences, such as post-surgeryl
guides for knee replacement or hip replacement surgeries that he can post on

the practice website.

Alex connects with healthcare marketing professionals in Charlotte. Through
informal conversations, he gleans insights into effective local marketing
strategies and practices, especially those specific to orthopedic healthcare.

With this research, Alex compiles a detailed competitor analysis, highlighting
areas where OrthoConnect excels and where they might need to adapt. By
understanding the competitive landscape, Alex is better positioned to develop a
marketing strategy that resonates with the community, addressing their specific
needs when they visit orthopedic doctors.

Using Al tools, you can also use prompts to analyze patient data and create personas, as well
as conduct competitor and market analysis for your practice. The 100+ Medical Marketing
Prompts to Grow Your Practice includes all of these prompts and is available at
www.insightmg.com/medical-prompt-pack.

By thoroughly grasping your practice's unique strengths, target audience demographics,
patient personas, and market dynamics, you'll be well-equipped to develop a healthcare
marketing strategy that resonates with your patients and positions your practice for success
for years to come.

Insight Marketing Group offers unparalleled market research and strategy support for doctors,
practice managers, and other healthcare professionals. You can always set up a courtesy
discovery call with our healthcare marketing experts by visiting www.insightmg.com.



http://www.insightmg.com/medical-prompt-pack
http://www.insightmg.com/

Chapter 4

Setting Clear Goals and Objectives

Once you've gained a solid understanding of your practice and audience, it's time to establish
clear and achievable goals that will drive your healthcare marketing strategy. These goals will
provide the direction for your efforts and serve as benchmarks to measure your success.

Alex starts by setting clear, quantifiable objectives for his marketing efforts, such as
increasing the number of new patients and improving online engagement, particularly
on the practice's social media channels. He meets with the senior leadership of
OrthoConnect to understand the clinic's growth plans over the next few years, ensuring
his marketing goals complement the broader vision of the clinic.

To track progress, Alex identifies specific Key Performance Indicators (KPIs) like
appointment rate, patient acquisition rate, return patient appointments, follower
growth, social media engagement, and website traffic conversions. Monitoring these
KPIs helps him gauge the effectiveness of his strategies and adjust as necessary. Alex
understands the importance of regular oversight, so he sets up monthly review
sessions to analyze data and assess new marketing approaches. He also
communicates any findings and strategy shifts to the clinic's leadership in periodic
presentations, ensuring transparency and alignment in his efforts. With these steps,
Alex positions his marketing strategies in line with the goals and needs of
OrthoConnect.

User Behavior - \What Users Do On the Website

The number of
sessions that lasted

The number of
sessions that began

The percentage of
engaged sessions

Sessions Engaged Sessions Engagement Rate

5 ) 3 5 5 on the site, i.e. when a 3’ ’] ’l 8 longer than 10 5 8 ) 23 % (dEi\r:sjaegdegysgszisc)igzs).

user loaded a page of seconds, or had a
+ 49.3% the website in their ¢ 54.0% conversion event, or
browser. had 2 or more screen
or page views.

t3.1%

goals with your business growth plans, and establishing key performance indicators (KPIs) to
track your progress.



User Acquisition By Source Medium
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Defining Measurable Objectives (e.g., patient acquisition, brand
awareness)

Your objectives should be specific, measurable, achievable, relevant, and time-bound
(SMART). Consider the following types of objectives:

1. Patient Acquisition: Set a target for the number of new patients you aim to acquire
through your marketing efforts.

2. Brand Awareness: Define a goal to increase the recognition and familiarity of your
practice's name and services within your target area.

3. Appointment Bookings: Determine how many new patient appointments you want to
secure within a certain timeframe.

4. Website Traffic: Set a goal for increasing the number of visitors to your practice's
website.

5. Engagement: Define objectives for social media engagement, such as likes, shares,
comments, and followers.

Aligning Goals with Business Growth Plans

Your marketing goals should align with your broader business growth plans. Consider how
achieving these objectives will contribute to your practice's overall success:

1. Revenue Growth: Connect your marketing goals to revenue targets. For instance, an
objective could be increasing revenue by a certain percentage through increased
patient appointments.

2. Expanding Services: If you're planning to introduce new services, set goals to promote
and attract patients to these offerings.

3. Geographical Expansion: If you're looking to expand your patient base to a new area,
tailor your objectives to reach and engage with patients in that region.



Establishing Key Performance Indicators (KPIs)

KPIs are quantifiable metrics that help you monitor the progress and effectiveness of your
healthcare marketing strategy. Choose KPIs that directly relate to your objectives:

1.

Conversion Rate: Measure the percentage of website visitors who take a desired
action, such as booking an appointment or subscribing to your newsletter.

Return on Investment (ROI): Calculate the financial return from your marketing efforts
compared to the costs incurred.

Patient Engagement: Monitor social media engagement metrics, email open rates,
and click-through rates to gauge patient interest and involvement.

Website Analytics: Track website traffic, bounce rates, time spent on site, and other
metrics to assess the effectiveness of your online presence.

Appointment Rates: Keep tabs on the number of appointments scheduled as a result
of your marketing activities.

By setting well-defined objectives, aligning them with your practice's growth plans, and
establishing relevant KPIs, you'll be able to measure the impact of your healthcare marketing
strategy and make informed adjustments as needed. This approach will drive your practice's
growth and fill your doctor's calendar.



Chapter 5

Crafting Your Brand Identity

Your brand identity is the face of your medical practice—it's how patients perceive and
connect with your services. Creating a strong and consistent brand identity is vital for
establishing trust and recognition among your target audience. In this section, we'll delve into
the key components of crafting a compelling brand identity for your healthcare practice.

Alex knows that he needs to craft a new brand identity that includes new content for
the practice website, so he begins by diving deep into the core values, mission, and
vision of the practice. Understanding these foundational elements will guide him in
creating a consistent and resonating brand identity across all digital channels.



He organizes brainstorming sessions with different teams within the clinic, including
doctors, nurses, and administrative staff, to gather diverse perspectives on what
OrthoConnect represents. From these discussions, he learns some common themes
and messaging that would help OrthoConnect reach more patients.

Armed with these insights, Alex collaborates with a graphic designer at Insight
Marketing Group to work on visual elements. They consider colors that evoke feelings
of trust, care, and professionalism. They also brainstorm logo designs that symbolize
the nurturing and comprehensive care that OrthoConnect offers. Insight Marketing
Group offers the idea of a through-line element that can be incorporated into
everything to give the brand a cohesive feel.

For the brand's voice, Alex crafts messaging that speaks directly to the patients. To get
some ideas, he uses Al tools like Gemini and ChatGPT to quickly get some messaging
that he can edit and customize. He emphasizes clarity, empathy, and empowerment,
ensuring that every piece of communication feels personal and relevant.

He also creates a brand guideline document. This manual defines the usage of logo,
colors, fonts, and messaging tone, ensuring consistency across all marketing materials
and touchpoints, from the clinic's signage to its website and social media posts.

Once the brand identity elements are in place, Alex plans a soft launch within the clinic
to gather initial feedback. This allows him to make any necessary tweaks before rolling
out the new brand identity on the website and other channels.

Throughout the process, Alex remains focused on ensuring that the brand identity
authentically reflects the mission of OrthoConnect and resonates deeply with its target
patient audience.

Developing a Strong Brand Name and Logo

Choosing a Brand Name: Select a name that reflects your practice's values, services, and
uniqueness. Ensure it's easy to remember and relevant to your field of healthcare.



Creating a Memorable Logo: Design a logo that visually represents your practice's essence.
Keep it simple, scalable, and aligned with your brand’s personality.

(e
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Color Palette and Typography: Choose colors and fonts that resonate with your practice's
image. Consistency in these elements helps create a recognizable brand identity.

Creating Consistent Brand Messaging

Crafting Your Value Proposition: Develop a concise and clear statement that communicates
the benefits patients can expect from your practice.

Voice and Tone: Determine the voice and tone of your communication. Whether it's
empathetic, professional, or informative, maintain a consistent voice across all touchpoints.

Content Guidelines: Establish guidelines for creating content that aligns with your brand's
message and values. This ensures that all communication reflects a cohesive identity.

Designing a User-Friendly
Website and Mobile Experience

1:49

Our Services

Website Design: Create a website that is Immedate are Complete
visually appealing, easy to navigate, and

optimized for mobile devices. Ensure it's
user-friendly and provides essential information
about your services, location, and contact

deta | |.S Upper Extremity




Engaging Content: Populate your website with informative content, such as blog posts,
articles, and patient stories. These resources establish your expertise and encourage patient
engagement.

Appointment Booking: Implement a seamless online appointment booking system that
simplifies the process for patients and enhances their experience.

Utilizing Social Media Profiles and Graphics

Alex begins by evaluating the most relevant social platforms for OrthoConnect. Given
the diverse age range of the clinic's patients in Charlotte, NC, he recognizes that a mix
of channels would cater best to their audience. Instagram, with its visual appeal and
popularity among younger to middle-aged adults, is an obvious choice. Facebook's
wide-reaching user base offers a space for detailed posts and community interaction,
while LinkedIn provides an avenue for professional networking and industry-specific
content. TikTok, known for its viral potential and immense youth engagement, also
becomes a focal point for answering orthopedic questions. X, the platform formerly
known as Twitter, remains invaluable for disseminating news and engaging in broader
health discussions.

After selecting the platforms, Alex crafts a content strategy focused on education,
patient engagement, and community building. On TikTok, he considers leveraging
short, engaging video snippets that could range from Q&A on musculoskeletal
disorders, quick health tips to behind-the-scenes glimpses of the clinic. This strategy,
he believes, can help humanize the practice and tap into the younger demographic.

To maintain consistent engagement across platforms, Alex uses the Healthcare
Observances Calendar from Insight Marketing Group and establishes his own content
calendar for OrthoConnect, plotting out posts and interactive sessions for the
upcoming weeks. He also prioritizes community management, ensuring that the clinic
is not just sharing but also interacting, responding to comments, and building a
genuine online relationship with its followers.

Aware of the competitive digital landscape, Alex considers an initial boost through
targeted ads to enhance visibility, especially on Facebook and Instagram, given the
ability to target audiences with specific interests and ages. With a comprehensive
strategy, Alex sets the stage for OrthoConnect to make a compelling and resonating
debut on social media.



Platform Selection: Choose social media platforms that align with your target audience.
Focus on the platforms most relevant to healthcare marketing, such as Facebook, Instagram,
and LinkedIn.

Consistent Visuals: Maintain a uniform look and feel across all social media graphics,
headers, and profile images. This creates a recognizable and cohesive brand presence.

Engaging Content Strategy: Plan and share content that addresses patient concerns,
educates about health topics, and showcases your practice's expertise.

Interactive Engagement: Respond promptly to patient comments, messages, and inquiries.
Encourage dialogue and build relationships with your online community.

By carefully crafting your practice's brand identity, you establish a strong foundation for your

healthcare marketing strategy. A consistent and memorable brand identity helps you stand
out in the competitive landscape and fosters a lasting connection with patients.
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Chapter 6

Content Strategy and Creation

Content is a powerful tool in healthcare marketing—it educates, engages, and builds trust
with patients. A well-structured content strategy helps position your practice as an
authoritative source of information while nurturing relationships with your audience. In this
section, we'll explore how to develop an effective content strategy and create valuable
content that resonates with patients.

Record Video

Edit and Post

3 YouTube
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Patient Story
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Media Posts



Alex decides to focus on content marketing to drive organic visitors to the clinic's
website. He starts with keyword research to identify topics and questions potential
patients might be searching for related to musculoskeletal disorders. He uses a
combination of tools like SEMRush and Al like ChatGPT or Perplexity.ai. With this data,
he outlines a series of blog posts that address these topics, ranging from osteoarthritis
to hip replacement and other relevant health subjects.

Collaborating with the clinic's doctors and medical staff, he gathers accurate medical
insights for the content. Through interviews or Q&A sessions with them, he also
highlights the clinic's expertise.

Alex thinks about using various content formats. Along with written articles, he
considers integrating infographics, videos, and podcasts to cater to different audience
preferences.

He works with the web development team at Insight Marketing Group to ensure the
content is navigable, mobile-responsive, and has efficient load times. With a regular
posting schedule in place, he adds a newsletter sign-up option on the website to keep
patients and subscribers updated.

To further increase website traffic, Alex shares the content across the social media
channels he's established, enhancing the clinic's digital reach. Through this focused
content strategy, Alex aims to bolster the clinic's online presence and establish
OrthoConnect as a resource in the community.

ldentifying Relevant Content Topics
(e.g., health tips, patient stories)

Health Tips and Advice: Offer practical health tips and advice related to your specialty.
Educate patients on preventive care, lifestyle changes, and managing specific health
conditions.

Patient Stories: Share inspiring patient success stories that highlight how your practice made
a positive impact on their lives. This personal touch establishes credibility and empathy

Healthcare Trends: Discuss emerging healthcare trends, treatments, and technologies to
position your practice as an industry leader..

o



Creating Engaging Blog Posts, Articles, and Videos

Quality Over Quantity: Prioritize quality content that genuinely addresses patients’ needs and
concerns.

Diverse Formats: Create a mix of blog posts, articles, videos, infographics, and podcasts to
cater to different types of learners and audiences.

Visual Appeal: Use images, graphics, and videos to enhance engagement and make your
content more visually appealing.

Incorporating SEO Best Practices for Better Visibility

Keyword Research: Identify relevant keywords and phrases patients are likely to search for.
Integrate them naturally into your content.

Meta Tags and Descriptions: Optimize meta titles and descriptions to enhance your content's
visibility in search engine results.

Internal and External Links: Link to other relevant pages within your website and credible
external sources to boost your content's credibility and SEO.

Leveraging Patient Testimonials and Success Stories

Authentic Testimonials: Showcase genuine patient testimonials and success stories to build
trust and credibility. Obtain consent before sharing patient information.

Varied Experiences: Highlight a range of patient experiences to demonstrate the versatility of
your practice's services.

Before-and-After Visuals: If applicable, include before-and-after photos or visuals to
showcase the effectiveness of your treatments.

Remember, a consistent content schedule is essential to maintain audience engagement.
Plan ahead, create an editorial calendar, and monitor the performance of your content to
make data-driven adjustments. By delivering valuable, relevant, and insightful content, you
not only attract patients but also establish your practice as a go-to resource in the healthcare
domain.

o



Harnessing Al & Digital Tools to Optimize Your Online Content

In today's digital landscape, having a strong online presence is essential for any medical
practice. But it's not just about having a website or social media profiles; it's about optimizing
them to reach the right audience and deliver a seamless patient experience. Here's how Al
and other digital tools can help:

Al-Powered SEO

Al-powered SEO tools can help you identify the most relevant keywords and phrases that
potential patients are searching for online. These tools can also analyze your website's
content and structure, providing recommendations to improve your search engine rankings.

e Example Al Prompt: "Suggest relevant keywords for a blog post about old sports
injuries and arthritis for an orthopedic practice!

Al-Generated Social Media Content

Creating engaging social media content can be time-consuming. Al can help streamline this
process by generating post ideas, captions, and even images. This allows you to maintain a
consistent posting schedule and keep your audience engaged.

e Example Al Prompt: 'Generate a social media post promoting our new telehealth
service for orthopedic consultations!’

Al-Driven Ad Targeting

Online advertising can be a powerful way to reach new patients. Al can help you target your
ads to the most relevant demographics based on factors like age, location, interests, and
online behavior.

e Example Al Prompt: "Identify the ideal target audience for an online ad campaign
about colonoscopy screenings!’

Website Analytics & Social Listening

e Website Analytics Tools: Track how visitors interact with your website, including which
pages they visit, how long they stay, and where they're coming from. This data can help
you identify areas for improvement and optimize your website for a better user
experience.

e Social Listening Tools: Monitor conversations about your practice on social media,
track brand mentions, and identify potential patient concerns or questions. This allows
you to engage with your audience and address any issues proactively.

By strategically integrating these Al-powered tools and digital resources into your marketing
strategy, your practice will be ready to meet patients where they are looking online.

o



Chapter 7

Social Media and Online Presence

In today's digital age, social media is a pivotal channel for connecting with patients and
building an online community around your healthcare practice. Effectively utilizing social
media can amplify your reach, engage with patients, and showcase your expertise. This
section outlines the strategies to harness the potential of social media and establish a robust
online presence for your medical practice.

Selecting Appropriate Social Media Platforms

Know Your Audience: Choose social media platforms that align with your target audience's
preferences. For instance, younger audiences may prefer Instagram, while professionals
might frequent LinkedIn.

Platform Suitability: Assess each platform's features and benefits. For visual content,
consider Instagram and Pinterest; for informative articles, opt for Facebook and LinkedIn.

Planning and Scheduling Social Media Content

Content Calendar: Develop a content calendar that outlines the types of content you'll post
and when. Consistency is key to keeping your audience engaged.

Diverse Content: Share a mix of content types, such as educational posts, patient stories,
health tips, and news related to your field.

Visual Appeal: Use high-quality visuals, graphics, and videos that are relevant to your content
and resonate with your audience.

Engaging with Patients and Followers

Respond Promptly: Engage with comments, messages, and questions from patients and
followers in a timely manner. This shows that you value their input.

Interactive Content: Create interactive posts, quizzes, polls, and live sessions to encourage
active participation and dialogue.

o



Showcase Personality: Let your practice's personality shine through. Authenticity fosters a
sense of connection and relatability.

Running Targeted Ads and Promotions

Audience Targeting: Utilize social media advertising tools to target specific demographics,
interests, and behaviors that match your ideal patient profile.

Promotional Campaigns: Run occasional promotions or contests to incentivize engagement
and attract new patients.

A/B Testing: Experiment with different ad formats, visuals, and copy to identify what
resonates most with your audience.

Test A Test B

‘ *X Orlando Orthopaedic Center

“X Orlando Orthopzedic Center

Downtown 3
Orthopaedic Injury?

See an Expert. Sprain, Strain,

) or Break?
No Appointment

Necessary. See an Orthopaedic
Expert Without an
Appointment.

Visit Walk-In Clinic

CASE STUDY

Over eight months, significant data was gathered from three of the practice's nine offices. Google My
Business Listings: Generated 6,100 calls, resulting in 700 new patients and $245,000 in revenue.
Digital Advertising: Also contributed to new patient acquisition, with detailed data on conversion
rates and revenue generated. The AOV (Average Order Value) of new patients was calculated to
determine the precise ROI from both channels.

RESULTS

S 2

$245,00 700,00



By effectively managing your social media presence, you can amplify your practice's visibility,
engage with patients, and build a strong online reputation. Consistently sharing valuable
content and fostering a sense of community can position your practice as a trusted source of
healthcare information and support.

Alex decides that the practice needs a bit of budget to run targeted ads and
promotions. He opts for a campaign with a lead magnet quiz and he begins to
conceptualize its design and content. Understanding that a lead magnet quiz can
serve multiple purposes - from audience engagement to data collection - he believes
this approach can offer valuable insights about potential patients while providing them
with useful information.

Alex maps out a quiz titled ‘Is It Arthritis or Something Else?" aiming to guide
participants toward services or treatments they might not have considered or known
about when experiencing chronic pain and discomfort. The quiz questions go over
general pain and health concerns, age-related issues, and specific symptoms or
conditions that a potential patient night experience.

To ensure the quiz provides value to the prospect Alex designs the results to offer
personalized suggestions based on the answers given. Each result points towards
relevant services or treatments at OrthoConnect, and the participant receives an
informative PDF or article related to their result. For example, if their answers indicate a
high score for arthritis, they would receive content about help for managing joint pain
and finding a doctor at OrthoConnect that can help, such as a hip specialist.

To make the lead magnet even more appealing, he decides to offer participants a
limited-time, free initial consultation at the clinic upon completion.

Once the quiz is designed and integrated into the website, Alex focuses on promoting
it. He allocates a portion of his budget to run ads on Facebook and Instagram, given
their robust targeting capabilities. The ads are tailored to the demographics of the
clinic's target audience, ensuring the quiz reaches adults who might genuinely benefit
from its insights.

In addition to the paid promotions, Alex shares the quiz across the clinic's social media
platforms and includes a call-to-action in the monthly newsletter.



As responses begin to pour in, Alex not only collects valuable data about potential
patients but also generates leads and fills up the practice's email list. He keeps a close
eye on the metrics, ensuring a good return on investment and adjusting the strategy as
needed. With the lead magnet quiz in play, Alex confidently uses his marketing budget
to both engage the community and increase the clinic's patient base.

XOdando Orthopaedic Center

Is Knee Pain
Holding You
Back?

Take Our Quiz to See
If Knee Treatment
Might Help You

EXAMPLE LEAD MAGNET

1. Attract Patients

GET STARTED

Knee Replacement Eligibility Quiz

Are you living with persistent knee pain and wondering if it’s time to consider a knee
replacement? Our Knee Replacement Candidate Quiz is designed to provide valuable
insights for this life-changing procedure.

TAKE THE QUIZ

3. Patients Request More

Information GET RESULTS

Thank You for Taking Our Knee Pain
Quiz

Knee pain may be limiting movement. Talking to a knee specialist
and exploring potential nonsurgical or surgical treatment options

could help you get back to doing the things you love without pain or
severe limitations.

, Success!
However, the only way to know for sure is to schedule an 3 P
appointment. Call us at (407) 254-2500 or click below to get an j g

appointment.

SCHEDULE AN APPOINTMENT FIND A WALK-IN CLINIC




Chapter 8

Email Marketing That Engages Your Audience

Email marketing remains a highly effective method for nurturing patient relationships,
delivering personalized content, and keeping your practice top-of-mind. Crafting engaging
emails allows you to provide value to patients, share important updates, and encourage
action. In this section, we'll explore the strategies for successful email marketing and patient
engagement.

Building Your Email List

You can target audiences on social media or through advertising to get opt-ins and build your email
lists. Your main audience will likely be your current patient list, but remember you're building a strategy
to target new patients who may schedule or sign up via your website. You also may want to include
referring providers in a separate email list.

Here are some example email lists based off typical audiences for practices:

e  Current Patient List
o  Askyour patients if it's okay to contact them via email to ensure they're comfortable with
receiving communication from you.
e Local Provider List - Specific Groups
o  Educational Topics for Different Providers: Host educational seminars or webinars
targeting specific practitioner groups (e.g., orthopedic, pain management, functional
medicine, integrative health, etc ). Collect contact information during registration,
emphasizing the value of staying informed about compounding solutions for their
practice.
e New Patients and Website Opt-Ins:
o  Feature Sign-Up Form: Implement prominent email signup forms on your practice
website. Highlight benefits relevant to providers, such as:
m  Exclusive access to new compounded formulations
m  Clinical insights and case studies
m  Updates on relevant research and regulations
e Referrals:
o  Create a Referral Program: Encourage existing practitioners to refer colleagues.
Consider offering discounts or other incentives for successful signups.
e  Partnerships:
o  Reach Specific Patients and Providers: Collaborate with local medical associations or
specialty clinics to cross-promote each other’s services and exchange email list access
(with proper consent).



Content Strategy: Engaging and Educating Providers

Once you know your email marketing audiences, you'll need to develop content to send to their inbox.
Here are a few ideas to ensure that you get clicks and engagement.

Specialty, Condition or Service Spotlights:

e Feature a service, procedure, or condition that is commonly asked about at your practice.
e Include case studies and success stories demonstrating positive patient outcomes.
e  Share links to specific doctors and website pages that can provide more information.

Testimonials and Showcases:

e  Share patient experiences and reviews about their procedure.
e Linkto video testimonials or YouTube channels to share patient experiences.
e  Highlight specific doctors and procedures each month.

Seasonal and Holiday Communications

e Send reminders about important healthcare awareness days, weeks, and months.
e  Provide some tips on seasonal conditions such as colds and allergies.
e Letyour patients know you're thinking of them during the holidays.

Additional Tips for Healthcare Email Marketing

e Segmentation: Tailor email content specific to procedures, conditions and patient personas.

e  Personalization: Use personalization tags to address your recipient by their first name in the
email for more engagement.

e  Consistency: Maintain a regular email schedule (e.g., monthly or bi-monthly) to stay
top-of-mind.

e  Metrics: Track open rates, click-through rates, and conversions to measure success and refine
your strategy.

Example Email Subject Lines:

Stay on Top of Your Health: What You Need to Know This Month

Latest Tips for Managing Your Condition: Insights from Our Doctors
Welcome to [Practice Namel: Here's What to Expect from Your First Visit
Enhance Your Patient Care: Refer to [Practice Name] with Confidence



Example Email Series for Workers' Compensation by an Orthopedic Practice

Take a look at this work safety email series targeted to employers who would send patients to your
orthopedic practice.

Subject: Free Workplace Safety Report

e Email 1: Importance of Workplace Safety
e  Email 2: Claim Your Free Workplace Ergonomic Assessment
e  Email 3: Tips for Staying Healthy at Work

Get Injured/Workers Back on
Their Feet Fast

“X(}I;m\ku speedic Center

J/( Mando Orthopaadic Cenner

Valuable Guides
and Resources

i Odando Osthopgedic Center’
Stay Healthy. W
WorkingiffommHorr

Get Injured Workers Back on Their Feet Fast

In today's competitive business landscape, maintaining a healthy and productive workforce is
essential. place s i di W K e
from untreated orthopaedic njuries, the costs can extend far beyond medical bills. It can lead to
reduced productivity, increased absenteeism, and a significant impact on your company’s bottom line.

Needa a
musculoskeletal injury arises. Call (407) 254-2500 or visit our website to book an appointment with

ourtop orthopaedic specialists.
See All Locations

The Costs of Untreated Injured Workers

MSK injuries that occur off the job affect workers by missed work, productivty, and less efficiency.
Takea look at the latest numbers on workers’ I
our workplace safety resources page. Here are some key factors to consider

+ Reduced Productivity: Injured employees often struggle to perform at their best, which can lead
to decreased productivity and output.

+ Increased result in frequent absent
as emploees seek medical attention or deal with chronic pain, creating staffing challenges for
your business.

+ Higher Worker i g resultin more severe
conditions over time, leading to larger workers’ compensation claims and higher insurance
premiums.

Employee Morale: When employees perceive that their employer is not invested in their welk-
being, morale can suffer, affecting team dynamics and company culture.
+ Practice Safety: Encourage the use of safety measures at work and at home.

View andtakea online.

Go to Workplace Safety

At Orlando Orthopaedic Center, we specialize In providing comprehensive orthopaedic
care, Including diagnosis, treatment, rehabllitation, and prevention strategles. Our team
of experienced orthopaedic specialists is dedicated to helping injured workers regain
their mobility, reduce pain, and return to work quickly and safely.

Schedule an Appointment Online

X()ﬂ;\nd« »Orthopeedic Center

000

Sent o AEMALS.
Unsubscribe

ASENDERINFO-SINGLELINES

p:
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everyone

CLAIM YOUR
WORKPLACE
ERGONOMIC ASSESSMENT

'$250 VALUE

FREE Ergonomic Assessment

G4t & free ergonomee: assessmint that ncides

vie MaAANES of 608 postien of b tatk of your choks

remes yout weekplace npiry spend immedistely

+ Recommendations for futire ergcnomic and safety mprovements

Start Your Free Assessment

At Orlando Orthopaedic Conter, we specisiize in providing comprehensive orthopeedic
re, Including ctagnosts, treatment, rehabilitation, and provention strategies. Cur team
rthopacdic spoaaiats 15 dedicatod to helping injured workers rogain

, &nd recum to wark quickly and safely

their mabiliy, e

Reducing Injury Costs and
Accelerating Employee
Return-to-Work:

A Comprehensive Guide

Reducing Injury Costs and Accelerating Employee
Return-to-Work: A Comprehensive Guide

oriciace Injurios and the
prevention, early nterventicn, and

ryee returm-to-work

o5t productivity by

you reduce downtime and

keeping your workforce healthy end injury-free

FREE Ergonomic Assessment

Get a free ergonomic assessment that includes

+ Anin-depth review of the ergonomic mechanics of one position or job task of your choice
+ Action items you can use to decrease your workplace injury spend immediately

. for d safety
Start Your Free Assess
toadapt Z d health and wellbeing
g gly important.

Watch Stay Healthy While Working from Home
with Joshua Arias, LAT, ATC:

Stay Healthy
While
Working
Home

Joshua Arias, LAT

—

In this Informative video, our experts share practical advice and strategles to help
individuals maintain their physical and mental well-being while working remotely.

From ergonomics to exercise routines, nutrition tips to stress management techniques,
there are a number of ways to ensure that you and your team can thrive while working

from home.
Watch Video

We encourage you to share this video with your employees to help them establish
healthy habits and reduce the risk of work-related injuries and burnout.

At Orlando Orthopaedic Center, we belleve that a healthy workforce is a productive
workforce, and these tips can make a significant difference in your team's well-being.

Schedule an Appe

X()rl;md(\Onhnp,‘edic Center

00
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CASE STUDY

Insight Marketing Group created a 6-email series for potential patients interested in learning more
about rhinoplasty from a facial plastic surgeon. Users self-qualified and joined the mailing list to
receive the information. The emails were sent over a period of 6 weeks, with an above average open
and conversion rate. The content addressed common concerns, payment questions, and built authority
through the use of videos and patient testimonials.

37% open rate 17% conversion rate

(industry average is 22%) (almost 1-in-5 recipients became
patients of the practice)

Alex, seeing the success of the lead magnet campaign, pivots towards a refined email
marketing strategy. He begins by segmenting the email subscribers based on the
results of the quiz and other relevant data, ensuring that each email is tailored to the
recipient's specific health interests and needs. He uses Al like Gemini and ChatGPT to
draft email content catering to different segments, such as sports injury prevention tips
for active subscribers and arthritis seminars for older audiences. With Al tools, he can
write emails quickly, then customize and edit them for OrthoConnect's tone of voice
and brand.

In addition to targeted content, Alex rolls out a monthly newsletter that combines
health tips, clinic news, and patient stories, aiming to both inform and foster a sense of
community among the subscribers. New subscribers are introduced to the clinic
through a series of automated emails, giving them a comprehensive overview of what
OrthoConnect offers.

Always focused on refining his approach, Alex monitors key metrics like open rates and
click-through rates, using them as feedback to continuously adjust his strategy. He
occasionally sends out surveys to gauge subscribers' content preferences and
satisfaction levels. To boost engagement and reward loyalty, he introduces exclusive
offers such as discounts or early access to health webinars. Throughout these efforts,
Alex ensures adherence to email regulations and best practices, emphasizing respect
for subscriber preferences. Through his proactive and attentive approach, he aims to
solidify OrthoConnect's reputation as a trusted and valued orthopedic partner in the
local community.



Building and Maintaining an Email Subscriber List

Permission-Based Lists: Only send emails to individuals who have explicitly subscribed or
given consent to receive communications from your practice.

Opt-In Opportunities: Provide multiple opportunities for patients to subscribe, such as
through your website, appointment confirmations, and social media profiles.

Privacy and GDPR Compliance: Clearly state your data usage and privacy policies,
complying with relevant regulations like GDPR.

Sending Regular Newsletters and Updates

Consistent Schedule: Choose a regular sending frequency that aligns with your content
production capabilities, whether it's weekly, bi-weekly, or monthly.

Valuable Content: Share informative and engaging content, such as health tips, educational
articles, practice news, and patient success stories.

Visual Appeal: Incorporate visuals, images, and graphics to make your emails visually
appealing and easy to digest.

Personalizing Emails for Patient Segments

Segmentation: Divide your email list into segments based on factors like patient
demographics, interests, and engagement history.

Personalized Content: Tailor the content of your emails to each segment's interests and
needs. For instance, send relevant content to patients based on their health conditions or
preferences.

Dynamic Content: Use dynamic content blocks that change based on recipient data,
enhancing the relevance of your emails.



Implementing Effective
Call-to-Actions (CTASs)

Clear and Actionable CTAs: Include clear Directory Listings
calls-to-action that encourage patients to take Decoded:

a specific action, such as scheduling an
appointment, downloading a resource, or
contacting your practice.

Boost Patient Acquisition and Loyalty

Placement and Design: Position CTAs
prominently within your email and use
contrasting colors to make them stand out.

A/B Testing: Experiment with different CTAs,
placement, and wording to determine what
drives the highest engagement.

offices and providers.

Email marketing serves as a direct line of
communication to your patients, allowing you to
nurture relationships and offer valuable insights.
By crafting well-designed and personalized
emails with compelling CTAs, you can boost
patient engagement and drive desired actions.

g Explore new insights into medical
‘ industry directory listings for your

Changes to Google
Business Profiles:

Maximizing Your
Conference Experience:

Have You Updated Your
Tips for Medical Practice’s Google Listing Yet?

ICYMI: Maximizing Your Changes to Google Business
Conference Experience: Tips Profiles: Have You Updated
for Medical Practice Your Practice’s Google
Success Listing Yet?
Unlock the potential of medical If you haven't taken a look at
conference success and elevate your Google profile lately, you
your practice's visibility with may be missing out on local
these inside tips from our latest searches looking for a doctor or
episode. practice just like yours.

Tune In Now Discover More

Insight Marketing Group's email newsletter
utilizing different call-to-action designs and
placement.



How to Use Al with Email Marketing

Al is transforming the way the healthcare industry approaches email marketing, offering
powerful tools to streamline processes, personalize content, and gain valuable insights into
patient engagement. Here are some ways to use Al for your practice's email strategy:

Planning & Outlining: Al tools can help you brainstorm email campaign ideas, create
compelling subject lines, and even generate outlines for your email content. Simply
provide a topic or goal for your email, and Al can generate several options to spark your
creativity.

Writing: Al can assist in drafting the body of your emails, tailoring the language and
tone to specific patient segments. This saves time and ensures that your emails are
well-written and engaging.

Automated Email Sequences: Set up personalized email sequences that trigger based
on specific actions such as a provider clicking a link or a patient clicking on a product
image. You can use automated emails to welcome new patients, provide
post-appointment follow-ups, or promote preventive screenings. Al can help
personalize these sequences based on your audience data and preferences.

Data Analysis: Al-powered analytics can track key email metrics, such as open rates,
click-through rates, and conversions. These insights help you understand what
resonates with your audience and refine your strategy over time.

Example Al Prompts for Email Marketing

Subject Line: "Write 5 compelling subject lines for an email promoting our new
telehealth service for orthopedic health consultations!”

Email Body: 'Draft an email to patients who recently underwent a knee replacement,
providing post-procedure instructions and encouraging them to schedule a follow-up
appointment’

Segmentation: 'Analyze patient data to identify segments based on their health
conditions, interests, and engagement with previous emails”

Data Analysis: "Identify the top 3 factors that contribute to high email open rates in our
campaigns’

By leveraging Al in your email marketing, you can create more targeted, relevant, and
engaging content, ultimately fostering stronger patient relationships and driving desired
actions. Remember to always review and personalize Al-generated content to ensure it aligns
with your brand voice and resonates with your specific audience.



Chapter 9

Local SEO and Online Listings

In today's digital age, local search optimization is a vital component of healthcare marketing
for doctors and medical practice managers. Optimizing your online presence ensures that
potential patients can easily find and choose your practice when searching for healthcare
services in your local area. Here's how you can enhance your local SEO efforts.

CASE STUDY

Insight Marketing Group partnered with an orthopedic practice with a regional chiropractic office to
track the effectiveness of Google My Business listings for patients calling to book an appointment.
Using a unique call tracking number provided by CallRail, we were able to track how many patients
booked an appointment from the Google My Business listing. Over an eight month period from
October 2021 to May 2022 we observed a significant number of appointments booked through the
organic Google feature.

Google My Business accounted for 26.5% of all tracked calls

39.8% of calls from Google My Business listings booked an appointment

11.4% of calls from Google My Business listings were new patient appointments

Claim Your Listing: If you haven't already, claim and
verify your Google My Business (GMB) listing. This is
the cornerstone of your local SEO efforts.

Complete Profile: Fill out all fields of your GMB profile
including practice name, address, phone number,
website, hours of operation, and services offered.

High-Quality Photos: Upload high-resolution images
of your practice, staff, and facilities to give potential
patients a visual sense of your environment.
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Ensuring Consistency in NAP (Name, Address, Phone Number)

Consistent Information: Ensure that your practice's name, address, and phone number (NAP)
are consistent across all online platforms, including your website, social media, and directory
listings.

Local Directories: List your practice on relevant online directories and medical platforms to
increase your online visibility and improve your local search rankings.

Recognizing the complexity of OrthoConnect's online footprint, Alex collaborates with
his marketing agency to ensure accuracy and optimization. The agency initiates with an
audit of all directory listings and physician rating sites, developing a report that
spotlights the clinic's current online experience.

The agency deploys its specialized online marketing tool, which simplifies the process
of updating and managing listings. Alex furnishes them with the necessary information,
guaranteeing consistency across all platforms. Recognizing the weight of patient
reviews, the agency devises a strategy, integrating QR codes on clinic materials to
facilitate patient feedback.

For bolstering local visibility, the agency emphasizes Charlotte-specific directories and
optimizes the clinic's Google My Business profile. These steps, although seemingly
straightforward, have a dual purpose. Beyond just refining the online image of
OrthoConnect, they directly influence its local SEO. By ensuring the clinic's name is
consistent and prominent in local directories and on Google, search engines start
identifying it as a significant player in Charlotte's orthopedic healthcare scene.
Moreover, positive and increasing patient reviews not only build trust but also
contribute to better search engine rankings.

With the agency's tool, the influx of reviews is efficiently monitored, and each feedback
gets a timely response, signaling active online management and community
engagement. As Alex and the agency intertwine reputation management with local
SEO tactics, search engines begin to recognize OrthoConnect as a trusted entity in
Charlotte's healthcare sector. This targeted approach ensures that when locals search
for orthopedic doctors, orthopedic or sports medicine specialists, the practice stands
out, solidifying its place as a premier choice for the community.



Obtaining Positive Online Reviews and Ratings

Encourage Reviews: Prompt satisfied patients to leave reviews on platforms like Google,
Healthgrades, and Yelp. Positive reviews enhance your reputation and credibility.

Respond to Reviews: Engage with patient reviews, both positive and negative. Thank patients
for positive feedback and address concerns in a professional manner.

Monitoring and Responding to Online Feedback

Stay Vigilant: Regularly monitor online platforms for mentions of your practice. This includes
reviews, comments, and social media interactions.

Timely Responses: Respond promptly to patient feedback, questions, and comments.
Demonstrating attentiveness can positively impact your practice's reputation.

Alex wants to focus on improving the practice and his doctor's reputation online so he
decides to prioritize online reputation management (ORM). He understands that in the
digital age, prospective patients research doctors and clinics before they make an
appointment. A clinic's online reputation can significantly impact patient trust, referrals,
and overall brand perception.

First, he collaborates with his marketing agency to identify all online platforms where
the clinic and its doctors have been mentioned or reviewed. This includes major
healthcare directories, physician rating sites like Healthgrades and Vitals, as well as
broader platforms like Google My Business and Yelp.

Using the agency's specialized online marketing tool, Alex and the team monitor
real-time feedback and reviews. The tool also allows them to gather insights into
common patient sentiments, helping pinpoint areas for improvement within the
practice.

Recognizing the value of positive patient experiences, Alex implements a strategy to
encourage satisfied patients to share their stories. He introduces a feedback system
within the clinic, where patients can easily leave reviews after their appointments.
Additionally, follow-up emails are sent to patients with direct links to review platforms,
making the process convenient for them.



In cases of negative reviews or feedback, Alex ensures that the clinic responds
promptly and professionally. Addressing concerns openly and offering solutions not
only helps in damage control but also shows potential patients that the clinic is
committed to continuous improvement and values patient feedback.

Alex also organizes new training sessions for the clinic staff, emphasizing the
digital-first patient experience and how patients are finding practices. Doctors, nurses,
and administrative staff are guided on best practices to enhance patient satisfaction
from following up for virtual appointments to answering questions about patient
portals so they can pay online. This proactive approach ensures that the root causes of
any negative feedback are addressed, leading to a genuine improvement in service
quality.

By prioritizing ORM, Alex not only elevates OrthoConnect's online presence but also
creates a ripple effect, resulting in enhanced patient care, stronger trust within the
community, and a thriving practice that stands out in Charlotte's competitive
healthcare landscape.

Local SEO and online listings can be accessed by patients just searching nearby or when
looking for a specific doctor in the area. By optimizing your Google My Business listing,
maintaining consistent NAP information, cultivating positive online reviews, and engaging
with patient feedback, you enhance your practice's visibility, credibility, and overall online
presence. This directly contributes to attracting local patients in need of your medical
expertise and services.
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Chapter 10

Partnerships and Referral Programs

Alex knows that building strategic partnerships and establishing referral programs can
significantly bolster his practice's growth and reputation, so he begins by mapping out
the healthcare landscape in Charlotte. He identifies potential partners that align with
OrthoConnect's ethos and values, such as athletic gear or footwear stores,
rehabilitation centers with knee replacement recovery exercises, local groups
dedicated to orthopedic patients, physical therapists, local gyms, and even nearby
pharmacies.

To foster these relationships, Alex reaches out to set up face-to-face meetings,
understanding that personal connections often form the foundation of lasting
partnerships. During these meetings, he presents the benefits of a symbiotic
relationship, highlighting how both parties can aid in extending each other's patient
base.

He starts a referral program that he extends to staff, ensuring that they become
ambassadors for the practice. He organizes regular training sessions where the team is
updated on the practice's offerings, new technology, and services, ensuring they can
effectively communicate these to potential patients.

Understanding the importance of reciprocity in partnerships, Alex creates tailored
packages for partners. For instance, OrthoConnect patients could get discounts for
visiting a local athletic shoe store or local gym, while their members receive access to
education and events at the practice. This cross-promotion not only broadens the
patient base but also solidifies the clinic's position in the community's healthcare
ecosystem.

By weaving a network of strategic partnerships and an effective referral program, Alex
ensures that OrthoConnect becomes more than just a clinic—it becomes an integral
part of Charlotte's health and wellness community. This approach not only boosts
patient numbers but also enhances the practice's reputation as a collaborative and
community-centered entity.
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CASE STUDY

Insight Marketing Group partnered an orthopaedic practice with a regional chiropractic office to host
a co-branded Facebook Live. During the event, an orthopaedic spine surgeon and a chiropractor
answered common questions from the audience during the hour-long event. This allowed us to
establish the orthopaedic practice as a new referral source for the chiropractor and generate
goodwill throughout their regional practices.
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2,685 patients reached 134 live responses

Building strategic partnerships and establishing referral programs can significantly bolster
your medical practice's growth and reputation. These collaborative efforts help you tap into
existing networks and reach a wider patient base. Here's how you can leverage partnerships
and referral programs effectively in your healthcare marketing strategy:

Collaborating with Other Healthcare Providers

Identify Complementary Practices: Seek out healthcare providers whose services
complement yours. For instance, a primary care physician could collaborate with specialists
or physical therapists.

Joint Events and Workshops: Organize joint workshops, seminars, or webinars to showcase
your combined expertise and provide valuable information to patients.
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Cross-Promotion: Promote each other's services on your respective platforms, such as social
media, newsletters, and websites.

Alex recognizes the importance of a robust physician referral program, especially since
such a network can drive patient volume and anchor OrthoConnect as a trusted care
provider in Charlotte.

To begin, Alex identifies specialties that intersect with patient needs: pediatricians,
internal medicine, endocrinologists, and primary care physicians. He then compiles a
list of these physicians in the Charlotte area, and consults with the doctors at
OrthoConnect to understand existing relationships and potential avenues for
collaboration.

With this information, Alex arranges informational sessions and luncheons, providing an
informal platform for relationship-building and discussions. He prepares an informative
packet about OrthoConnect, outlining the services they offer, the qualifications of their
doctors, and patient experiences.



Understanding the need for an efficient referral process, Alex collaborates with his IT
team to streamline electronic referrals. He also establishes a dedicated line for
referring physicians to expedite queries or appointment bookings.

To keep the communication channels open, Alex sends monthly reports to referring
physicians, updating them on the status of patients they've referred.

To acknowledge the value of these partnerships, Alex organizes an annual "Referral
Appreciation Event' This gesture underscores the importance of collaboration and

mutual respect between OrthoConnect and its referring physicians.

By prioritizing these relationships and facilitating clear communication, Alex positions
OrthoConnect as a reliable partner for orthopedic needs in Charlotte.

Establishing Patient Referral Programs

Clear Incentives: Develop a structured referral program that rewards existing patients for
referring new ones. Incentives could include discounts, free services, or special offers.

Educate Patients: Inform patients about the referral program through various channels, such
as your website, waiting room materials, and email newsletters.

Track and Reward: Implement a tracking system to monitor referrals and ensure timely
rewards for patients who successfully refer new patients.

Attending Local Health Fairs and Events

Community Engagement: Participate in local health fairs, expos, and events to connect
directly with potential patients and other healthcare professionals.

Educational Workshops: Offer educational sessions or health screenings to provide value to
attendees while showcasing your expertise.

Branded Booth: Set up an inviting booth with branded materials, brochures, and
knowledgeable staff to engage attendees and answer their questions.

o



Alex sees local health fairs and events as a prime opportunity for OrthoConnect to
bolster its community presence. He scouts upcoming events in Charlotte and arranges
for a mix of doctors and staff to represent the clinic. To engage attendees, he plans an
interactive booth, offering free arthritis screenings and informational brochures.
Activities like health quizzes can draw people in, while collecting contact details allows
for post-event engagement. By exhibiting at these community events, Alex aims to
enhance OrthoConnects visibility and deepen its ties within the community. Live
streaming and posting on social media also helps the practice engage and get tons of
shares.

By collaborating with other healthcare providers, establishing patient referral programs, and
participating in local health fairs and events, you can expand your practice's reach and
credibility. These strategies not only attract new patients but also position your practice as a
vital and integrated part of the local healthcare ecosystem.



Chapter 11

Tracking and Analyzing Performance

Alex is keenly aware that his marketing initiatives, while multifaceted and
comprehensive, must be justified with tangible results. As such, he's diligent in
compiling and analyzing the data from his tracking tools, translating them into
actionable insights and clear reports for executives at OrthoConnect.

To demonstrate new patient acquisition, he showcases the correlations between spikes
in appointment bookings, the new digital patient experience, and specific marketing
campaigns. For patient retention, he juxtaposes the frequency of repeat visits with the
implementation of online appointments, website chat, and patient engagement
strategies, like newsletters and automated health reminders.

Feedback from post-appointment surveys is helpful to understand what patients think.
Positive comments, recommendations, and high scores become a testament to the
practice's elevated patient experience, and any areas of concern highlighted in these
surveys serve as opportunities for improvement, showing his bosses that he's proactive
in addressing and rectifying issues.

For promotional efforts, Alex presents conversion data — illustrating how many new
patients were acquired through special offers or codes and how many existing patients
took advantage of them, indicating satisfaction and loyalty.

Alex uses visual aids like graphs and charts to make his presentations more digestible.
For instance, a pie chart can easily depict the sources of new patient referrals, or a line
graph might track patient engagement over time.

By consistently presenting his findings in a structured, easy-to-understand manner,
Alex not only keeps his bosses in the loop but also continually underscores the value
and efficacy of his new marketing strategies. His reports, therefore, become a
testament to the progress OrthoConnect is making under his marketing stewardship.



An effective healthcare marketing strategy requires continuous monitoring and analysis to
ensure your efforts are yielding desired results. By tracking key metrics and analyzing data,
you can make informed decisions and optimize your strategy for better outcomes. Here's how
you can effectively track and analyze the performance of your healthcare marketing efforts.

Using Analytics Tools to Monitor Website Traffic and Engagement

Google Analytics: Utilize Google Analytics to track website traffic, user behavior, and
conversion rates. Gain insights into which pages are popular, how long users stay on your site,
and where they drop off.

User Flow Analysis: Understand the path users take on your website. Identify any bottlenecks
in the patient journey and make improvements accordingly.

Conversion Tracking: Set up conversion goals, such as appointment bookings or newsletter
sign-ups, to measure the effectiveness of your website in driving desired actions.

Reviewing Social Media Insights and Engagement Metrics

Platform Analytics: Utilize analytics tools provided by social media platforms to track metrics
such as reach, engagement, likes, shares, and comments.

Audience Insights: Gain insights into your audience demographics, including age, gender,
location, and interests. This information helps refine your content strategy.

Engagement Patterns: [dentify the types of posts that generate the highest engagement and
adjust your content strategy to align with your audience's preferences.

Adjusting Strategies Based on Data Insights

Data-Driven Decisions: Regularly review and analyze the collected data to identify trends,
successes, and areas for improvement.

Identify Weak Points: Identify strategies, channels, or content that aren't performing as
expected. Use data insights to refine or replace these elements.

o



Iterative Approach: Apply a flexible approach to your marketing strategy. Make gradual
adjustments based on data insights and monitor the impact of these changes.

Experimentation: Test different strategies and variations to see what resonates best with your
audience. Data-driven experimentation can lead to valuable discoveries.

Alex understands the power of data not just for validation but as a tool for steering
OrthoConnect towards greater success. The meticulously collected data is more than
just numbers; for Alex, it paints a clear picture of the practice's strengths and areas for
improvement. He can also use data and Al to craft new campaigns and ideas for
patient engagement.

When presenting to leadership, he structures these findings in a way that outlines clear
insights, trends, and action points. For instance, if data indicates a dip in repeat
appointments within a specific age group, Alex might suggest targeted communication
or health packages tailored for that demographic.

Feedback from post-appointment surveys offers invaluable insights. If a recurring
concern appears in these surveys, it provides a direct avenue for the leadership to
address and resolve the issue, ensuring patient satisfaction and bolstering retention
rates.

Alex also highlights successful marketing strategies, pinpointing which ones yield the
highest return on investment. This data-driven approach aids in resource allocation,
ensuring that budget and efforts are directed towards strategies that have proven
effective.

Moreover, in group discussions or brainstorming sessions, Alex frequently refers to his
data compilations. This approach ensures that any strategies or plans put forth are
rooted in evidence, maximizing the likelihood of success.

By positioning data at the center of decision-making processes, Alex ensures that
OrthoConnect is always operating with informed foresight, optimizing strategies, and
truly addressing the needs and preferences of its patient base. Leadership, recognizing
the value of this approach, often leans into Alex's findings, embracing a culture of
data-driven decision-making for practice growth.



Chapter 12

Crisis Management and Patient Communication

URGENT UPDATE

During COVID-19 Telemed implementations were taken by offices in order to keep patients getting the care
they need in a safe manner.

The first year of Alex's tenure at OrthoConnect was going well. He had established a
solid marketing framework, enhanced the practice's content with Al tools, while
working closely with his marketing agency, and had begun to witness incredible
growth and visibility. However, an unexpected twist threatened to undo much of their
progress: a data breach.

The news hit the practice like a ton of bricks. Confidential patient records, appointment
details, and sensitive medical information were exposed. The weight of the situation
was immense, with potential legal ramifications, a loss of trust from their patients, and
damage to their reputation.

Alex, while well-versed in marketing, hadn't anticipated such a dire event. He felt the
sting of not having a crisis and communication plan in place. A solid strategy would
have outlined a clear set of procedures for responding to such situations,
communicating with affected parties, and managing the public's perception.



Desperate to salvage the situation, Alex immediately convened an emergency meeting
with his marketing agency. Their crisis management team jumped into action, guiding
him through the immediate steps. The priority was transparency. An official statement
was drafted, explaining the nature of the breach, the extent of the data exposure, and
what the practice was doing to rectify and prevent future incidents.

Emails were sent out to the affected patients, offering apologies, reassurances, and, in
some cases, services to help monitor and protect their identities. A dedicated hotline
was set up to address concerns, and staff were trained to handle queries and offer
support.

Externally, Alex worked on a public relations campaign to manage OrthoConnect's
reputation. The campaign focused on the practice's commitment to learning from the
breach and ensuring such an event would never recur. To regain patient trust,
OrthoConnect also offered cybersecurity workshops, showing patients the steps the
clinic was taking to bolster their defenses.

The incident was a harsh lesson for Alex and OrthoConnect. Once the immediate crisis
was managed, he collaborated with his marketing agency to craft a comprehensive
crisis and communication plan. This plan outlined protocols for various scenarios,
ensuring that should another unexpected event occur, the practice would be
well-prepared to handle it swiftly and effectively.

While the data breach was undoubtedly a low point in Alex's first year, it also served as
a catalyst for growth and fortification, emphasizing the importance of preparedness in
all facets of operation.

Digital tools play a pivotal role in crisis management and patient communication. Effective
crisis response can safeguard your practice's reputation and maintain patient trust. This
section outlines how digital tools can aid doctors and medical practices in navigating crises
while ensuring effective patient communication no matter what the scenario.

Developing a Crisis Communication Plan

Identify Potential Scenarios: Anticipate potential crisis scenarios that could affect your
practice's reputation, such as negative press or misinformation.



Designate a Spokesperson: Assign a designated spokesperson who will communicate with
patients, media, and the public during a crisis.

Digital Channels: Use digital platforms like email, social media, and your website to
disseminate timely updates and accurate information.

Handling Negative Feedback and Reviews

Monitor Online Sentiment: Utilize online reputation
management tools to monitor mentions of your practice,
patient feedback, and reviews across various platforms.

Respond Promptly: Address negative reviews and feedback
in a respectful and empathetic manner. Address concerns
publicly while offering to continue the conversation privately.

Turn Challenges into Opportunities: Use negative feedback
as an opportunity to showcase your commitment to patient
satisfaction and willingness to improve.

Communicating Effectively During Health Crises

Transparent Updates: In times of health crises or emergencies, provide transparent updates
on your practice's response, safety measures, and patient care.

Webinars and Virtual Sessions: Host webinars or virtual sessions to address patient
concerns, share accurate information, and provide guidance during critical times.

Social Media Updates: Regularly update your social media profiles with accurate information,
safety guidelines, and resources relevant to the crisis.

Digital Messaging: Utilize SMS messaging or email to communicate directly with patients
about changes in appointments, hours of operation, and safety protocols.

Digital tools offer rapid and effective means of crisis management and patient
communication. They enable timely updates, direct engagement, and accurate information
dissemination, all of which are critical during health crises or times of uncertainty. By
integrating digital strategies into your crisis communication plan, you can uphold patient trust
and maintain a positive practice reputation.

o



Chapter 13

Full Healthcare Marketing Strategy Plan

Alex sat at his desk, taking a moment to reflect on the insane growth in his first year at
OrthoConnect. The challenges had been humerous - from kickstarting a new practice
brand and digital presence to navigating an unexpected data breach. Yet, with each
obstacle, he found opportunities to grow, both professionally and personally.

He remembered the early days, the rush of setting up marketing campaigns, and the
excitement of building a brand identity. The satisfaction when the practice started to
gain traction online, thanks to his efforts, had been addictive and he wanted to
enhance the practice’'s growth even further.

But the data breach had been an unforeseen trial. The weight of responsibility, the
urgent need for transparent communication, and the pressing task of damage control
had pushed him to his limits. It was during this crisis, though, that he realized his true
potential. Collaborating with his marketing agency and the leadership team, hed
managed to steer the practice back to stable ground.

His induction into the leadership team was a testament to his resilience and strategic
vision. As he reflected, Alex felt gratitude for the trust placed in him and the lessons
hed learned. He felt also acknowledged how the staff and team had also supported
this growth.

With a deep breath, he looked forward. Year one had set a solid foundation, and Alex
felt prepared and excited for whatever challenges and opportunities the next year
would bring. He knew one thing for certain: he had a knack for steering patients to
better musculoskeletal health just by improving the experience.

As we near the end of this guide, we've equipped you with a comprehensive healthcare
marketing strategy tailored for doctors and medical practice managers. This next section
provides an overview of the complete strategy, presents a detailed month-by-month action
plan, and offers insights into budget allocation and resource planning for a successful
marketing journey.
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Overview of the Comprehensive Strategy

Your healthcare marketing strategy encompasses multiple
facets, each contributing to your practice's growth and
success:

Understanding Your Practice and Audience: Identify your
unique selling proposition, target patient demographics, and
patient personas to build a strong foundation.

Setting Clear Goals and Objectives: Define measurable
goals that align with your practice's growth plans and
establish key performance indicators for tracking progress.

Crafting Your Brand Identity: Develop a compelling brand
identity that resonates with patients, both visually and
through consistent messaging.

Content Strategy and Creation: Create valuable content that
educates, engages, and builds trust with patients,
showcasing your expertise.

Social Media and Online Presence: Utilize social media
platforms to connect, engage, and establish an active online
community.

Email Marketing and Patient Engagement: Foster patient
relationships through personalized emails, sharing insights,
and maintaining ongoing engagement.

Local SEO and Online Listings: Optimize your online
presence for local searches and ensure consistent
information across all platforms.

Partnerships and Referral Programs: Collaborate with
healthcare providers and establish referral programs to
expand your patient base.

Tracking and Analyzing Performance: Continuously monitor
data and adjust strategies based on insights for optimal
results.

"

Why Choose

Insight Marketing Group?

1. 8.8 8.0 ¢

“The team at Insight has
consistently helped us
rank on the first page of
Google which has resulted
in a measurable increase in
patients throughout our 6
locations.”

- Kevin Joyce
Orlando Orthopaedic Center

1. 8.8 8.0 ¢

“Insight is always one step
ahead. It's great to know
that when | come to them
with a new product or
marketing idea, they've
likely already researched

it, vetted it, and can make
an educated opinion on the
best application of it for
our practice."

- Samantha L. Flock,
MS-HSA, ATC
Orlando Orthopaedic Center




Crisis Management and Patient Communication: Develop
crisis communication plans and use digital tools to effectively
communicate during challenges.

Month-by-Month Action Plan

Please note that this is a generalized action plan for a small
team or one person. For larger teams, you can shorten the
timeline. You should also modify and adapt this
month-by-month plan to fit your practice's specific needs and
circumstances.

Month 1

e Review and update practice's branding materials.
e  Set clear marketing goals for the next 12 months.

Month 2

e Research and define target patient demographics.
e Develop patient personas for more personalized
strategies.

Month 3

e Launch a patient referral program.
e  Start planning and creating informative content for the
upcoming months.

Month 4
e  Optimize Google My Business listing for local SEO.
e Develop a content calendar for blog posts, videos, and
social media.
Month 5
e Launch engaging social media campaigns.

e Implement local directory listings to improve online
visibility.

1. 8.8 8 0 ¢

“I think a partner like
Insight Marketing is helpful
because as the
environment changes, your

team can keep up with that
because you're experts at
that as opposed to us who
are better at treating the

patients.”
- Dr. Maneesh Gossain

Central Florida Cancer Care Center

1888 0 ¢

“Local surgeons have said
‘who is doing that for you'
because they're starting to
feel like they're losing
patients to us because of
Insight Marketing. I've
recommended people
reach out because of the
impact it's had on our
practice. It allows us to
focus on patient care.”

= Travis Clegg, M.D.
SouthernindianaOrtho.com

“Insight Marketing Group is
amazing - always making
sure we stay relevant and
progressive in all
marketing efforts. They are
on target every time
making sure that we are on
top of our advertising
game. Patients love our
website finding it
welcoming and easy to
navigate."

- MaryAnn Simmons
Pulmonary Care
of Central Florida



Month 6

e Execute email campaigns to engage patients.
e  Start gathering patient testimonials for use in
marketing materials.

Month 7

e Participate in local health fairs or events.
e  Monitor and respond to patient feedback and online
reviews.

Month 8

e Analyze website traffic and engagement using
analytics tools.
e Adjust content strategy based on data insights.

Month 9

e Host webinars or virtual sessions to educate patients.
e Run targeted social media ads to expand reach.

Month 10

e FEvaluate progress toward annual goals and objectives.
e Plan and implement strategies for addressing potential
crises.

Month 11

e Create a detailed crisis communication plan.
e Review budget allocation for the next year and make
necessary adjustments.

Month 12

e Review the year's marketing performance and
outcomes.

e Plan and set new marketing goals for the upcoming
year.

"‘}"’ InsightMG.com

1 8.8 0.8 ¢

“Insight Marketing Group is
a one-stop shop for any
practice’s marketing and
training needs. They cover
advertising as well as
training, education and are
“in touch” with the rapidly
changing industry in these
areas. They have
supported, assisted, and
advised our local Central
Florida MGMA in our
marketing and education
efforts as well as those of
our members. Insight
Marketing Group and their
staff are great in all ways,
accessible, supportive with
on the money advice and
suggestions for our
businesses to not just
survive, but THRIVE in
today’s challenging
healthcare world.”

- Celia Myres
Excel Hospitalist Partners

“Insight Marketing has
been unbelievable for
OrtholLive in terms of our
ability to get the
information out to the
community about what we
do and how we do it.
Insight has helped us on
the marketing side.
They've helped us on the
website. We've been lucky
to work with them.”

- Dr. Mike Greiwe
OrthoLive



Budget Allocation and Resource Planning

Allocate your budget based on your practice's priorities and goals. Consider dividing your
budget among the following areas:

Digital Advertising: Allocate funds for online ads, pay-per-click campaigns, and social media
advertising to expand your reach.

Content Creation: Set aside budget for content development, including blog posts, videos,
graphics, and webinars. For faster, cheaper options, try Al tools like ChatGPT and Perplexity.

Website and SEO: Invest in website maintenance, optimization, and search engine marketing
to improve online visibility.

Social Media: Allocate resources for social media management, content creation, and paid
promotions.

Email Marketing: Dedicate funds to email marketing tools, design, and campaign execution.

Local Events and Partnerships: Budget for participation in local events and collaborations
with other healthcare providers.

Crisis Management Tools: Have a budget in reserve for crisis management tools and
services.

By following this
comprehensive healthcare
marketing strategy plan, you'll
be well-equipped to navigate
the challenges and
opportunities of the healthcare
marketing landscape.
Remember, adaptability and
consistent monitoring of your
strategies will be key to
achieving your practice's
marketing goals and
maintaining a strong online
presence throughout the year.
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Chapter 14

Implementing Your Healthcare Marketing Strategy

Congratulations! You've now equipped yourself with a comprehensive healthcare marketing
strategy tailored to the unique needs of doctors and medical practice managers. As you
embark on this journey, remember that successful implementation requires dedication,
adaptability, and a commitment to ongoing improvement. This final section provides a recap
of key takeaways, encourages you to put your strategies into action, offers resources for
continuous learning, and presents an option for expert support.

Alex received news of his promotion to Marketing Director and hired a new ‘Alex’, Matt.
On Matt's first day, Alex offered offered the following advice:

Relationships Matter: Cultivate strong relationships, not just within our team but across
the entire practice. Understand our doctors, nurses, and administrative staff. They'll
provide insights you won't find anywhere else.

Stay Patient-Centric: Our mission revolves around our patients. Always make decisions
keeping their well-being and needs at the forefront.

Be Proactive: Don't wait for issues to arise. Anticipate challenges and be ready with
solutions. This proactive mindset sets a standard for the whole practice and shows
others how to be proactive during difficult situations.

Continuous Learning: The healthcare landscape and marketing trends evolve. Stay
updated, attend workshops, and never shy away from seeking guidance when needed.

Lean on Your Team: You have a brilliant team here, and I've relied on them countless
times. Their insights and dedication are invaluable.

Transparency is Key: Whether it's good news or bad, always communicate openly with
the team and our patients.

Adaptability: The only constant is change, especially in our field. Embrace it, and
always be prepared to pivot your strategies as needed.



‘Remember, Matt, every challenge is an opportunity in disguise. Trust in your
capabilities, and know that | believe in you. You've got this!

Recap of Key Takeaways

Understand Your Audience: Tailor your strategies to resonate with your target patients' needs
and preferences.

Consistent Brand Identity: Craft a memorable brand identity that communicates your
practice's values and uniqueness.

Value-Driven Content: Create informative, engaging, and valuable content that addresses
patient concerns and establishes your expertise.

Digital Presence: Leverage digital tools for local SEO, social media engagement, email
marketing, and patient communication.

Data-Driven Decision Making: Monitor data insights to fine-tune your strategies and achieve
optimal results.

The Time is Now: Implement Your New Healthcare Strategy

This guide was written so that any doctor or medical practice manager could get started right
away, no matter what time or fiscal state of the business. Now is the time to take action and
put your healthcare marketing strategy into practice. The steps you take today will pave the
way for your practice's growth and success in the coming year. Embrace the journey and be
prepared to adapt as you learn what works best for your practice and your patients.

Resources for Ongoing Learning and Support

As the healthcare marketing landscape continues to evolve, ongoing learning is essential.
Stay informed about the latest trends, technologies, and patient expectations. Here are some
resources to help you stay updated:

e Online courses and webinars on healthcare marketing and digital strategies. View
these on Insight Training Solutions' website here:

e Industry publications and blogs that share insights and best practices. Visit our website
at insightmg.com to get started.



e Networking events and conferences to connect with other professionals in the field.
Check out our list of events and conferences for doctors and medical practices to
attend.

Need Support? Hire the Healthcare Marketing Experts at Insight Marketing Group

For those seeking expert guidance and support, consider hiring Insight Marketing Group. Our
experienced team specializes in healthcare marketing and can help you execute your
strategies with precision. With substantial industry knowledge and proven track record,
Insight can be your partner in achieving marketing success for your medical practice.

You can always schedule a free 15-minute call with our top healthcare marketing strategists
via our website: www.insightmg.com.

Remember, every step you take toward implementing your healthcare marketing strategy
brings you closer to achieving your practice's goals and creating a positive impact on your
patients' lives. Best of luck on your marketing journey.

Fay
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