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People are looking for healthcare
information online all the time.

68%

of all internet users look
online for information
about a medical condition.

77%

of patients use online
searches before engaging
with a healthcare provider.

Due to this demand for information, healthcare organizations that are online

are seeing growth. By establishing an online presence and providing answers
to the questions people are asking, you too can increase the chances
of more people finding your practice online.
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If you’re considering getting started with marketing your
practice online, you may become overwhelmed by too many
tools, never-ending expert advice, and the many marketing
myths presented as fact. If you’re already doing online
marketing, you may be frustrated to find that it’s not
as easy as many claim it to be.

You’re not alone.
If you’re like many Thriving Practice Coaching and Constant
Contact customers, you’re busy trying to run and grow your
practice. As a healthcare provider, your focus is on your
patients, without the luxury of time to figure out how to
navigate the world of online marketing.

Thriving Practice Coaching and Constant Contact

HEALTH PROFESSIONALS

04

What if there were a way to make sense
of online marketing for healthcare?
It’s not easy when you’re a healthcare professional by day and a marketer
by necessity. Here’s the thing, it’s not just about the tools available to you.
You also need to understand the fundamentals of marketing so you
can get the most out of those tools.

This guide is
designed to give
you practical advice.
Our goal is to show you
how to connect the dots in
online marketing. To point
out what you should pay
attention to, so you have a
strong foundation in place.
Then you’ll have the
knowledge, understanding,
and confidence to take
advantage of the new
opportunities online
marketing opens for
your practice.

1
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There’s something
else that’s important
to note.
As a healthcare
provider or small medical
practice, you have a
huge advantage over
larger hospitals because
you actually know your
patients. Many times, you
interact with them in a
way big organizations
cannot. It’s that intimate
knowledge that can keep
your practice top of mind
and give you an edge.
Ultimately, we’re talking
about engaging with
patients. The location
has changed to a digital
format but at the other
end of those devices
are real patients. And
patients would prefer to
seek medical care from
healthcare providers they
know, like, and trust.

TIP

Here’s a good
rule of thumb as
you navigate the
healthcare digital
landscape: If you
wouldn’t do it faceto-face with a patient,
don’t do it online.

Keep this in mind about
healthcare marketing.
If you were asked where most of your patients come
from today, what would you say? Many physicians

tell us “word of mouth.” When done correctly, online

marketing provides more opportunities to extend the
word of mouth that’s already so important to your
healthcare organization.

As you know, a reputable medical practice is built
on relationships. Online marketing allows you to

strengthen relationships with existing patients and
attract new patients.

Here’s what we’re going to cover:
Chapter 1: How patients find your practice online
Chapter 2: How to set your practice up for success
Chapter 3: How it all comes together
Chapter 4: How healthcare marketing can work for you

Now let’s get to it!
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CHAPTER ONE

How patients
find your
practice online
Thriving Practice Coaching and Constant Contact
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We’ve mentioned that word of
mouth now happens online.
People are talking about their experiences with healthcare providers online,
and they're asking connections for recommendations. Your practice
has an opportunity to be part of more of these conversations.

The more you can do to keep your practice top of mind
and make it easy for others to talk about you, the more you
increase the chances of people recommending or seeking
you out when they need your specific type of care.
Beyond being part of the conversation, you must understand
what people may find when they go looking for you specifically
by your provider name, your practice name, or by your medical
specialty or subspecialty.

Thriving Practice Coaching and Constant Contact

And, of course, be aware
that if people don’t find
your practice when they
go looking online, it begs
the question, “Does your
practice even exist?”
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What do patients find when they
go looking online for your practice?

Paid Ad

Google My
Business
Organic
Listing

Example using “ReproMed Fertility Center” as the search term

It’s no secret that people turn to search

engines like Google to get more information
about local medical providers and/or

healthcare organizations. Let’s take a look
at some of the things that may show up

on a Search engine results page, or SERP,

• Paid ads
• Organic (non-paid) search results
• Google My Business listing
• Social media accounts
• Online reviews

when someone searches for a medical
practice by name:

HEALTH PROFESSIONALS
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What if patients are looking for a
medical specialty your practice offers?
In the example on the previous page, we searched for a specific facility — “ReproMed

Fertility Center” — by name. But people don’t always search by name. Sometimes they

have a health concern and will research their condition online. They might want to know
who specializes in treating their specific condition. They might type in a more generic
search term, like “fertility clinic near me” or “shoulder surgery”.

Let’s take a look at an example.
Imagine you and your partner
decide that you are ready to settle
down and start a family. But you’re
unable to do so by natural means,
even after trying for a long time. In
this case, the healthcare consumer
will likely jump on a computer or
mobile device and search “fertility
clinic near me.”
Here’s an example of what may
come up — of course, your actual
results will differ.
Notice that “fertility clinic near me”
brings up the listings in Google Maps
first. This information comes from
Google My Business profiles
(more on that later).

HEALTH PROFESSIONALS

10

Beyond the map
listings, you may also
find websites, social
media accounts,
reviews, and listings
of the fertility clinics
near your location
in the search results.

If we apply these results to
what may show up for your
healthcare organization,
potential patients may find:
• Your website
• Social media accounts
• Review sites
• Business listings
• Competitor listings

Review Site

Business Listing

HEALTH PROFESSIONALS
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ACTION STEPS

Search for your
practice or provider
name online.
What information shows
up? Is it what you were
expecting? Is there
anything there that
surprises you? Is there
something missing?

Search for generic
terms for your practice.
Is your organization
there in either an organic
or paid perspective?

Make a list of
results that show up
on the first page in
both scenarios.

Thriving Practice Coaching and
Constant Contact

Here’s the reality: If you’re not
online, prospective patients
can’t find you.
Your practice should make sure you can be found, the

information is accurate, and that you’re answering the
questions your potential patients may have.

As people visit your website and click through from various
search results, they’re starting to form opinions about your
healthcare establishment or brand. Ultimately, they’re
asking themselves, “Is this the right doctor for me?”

If your website is present, engaging, and educational

about your medical specialties, you’ll increase the chances
of people finding your practice and choosing you.

The question is, what tools should you use to
build a strong foundation for your healthcare
marketing efforts? Let’s take a look at how to
set your medical practice up for success.

HEALTH PROFESSIONALS
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CHAPTER TWO

How to set
your practice
up for success
Thriving Practice Coaching and Constant Contact
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With an understanding
of how healthcare
consumers may find
you online, what should
you do to make sure
you have a strong
foundation in place?
Let’s talk about the tools
your practice should use and
some tips to get you started.

Thriving Practice Coaching and Constant Contact

Here’s what you need to get online:

1
2
3
4
5

A mobileresponsive
website

An email
marketing
tool

A primary
social
channel

Up-to-date
business
listings

A way to
easily create
content

HEALTH PROFESSIONALS
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1

A mobile-responsive website:
Your online hub.
TIP

Yes, your practice should have a mobile-responsive

website. Your website is at the center of all your online

activities. It’s the hub you’ll want to point potential patients
to in order to drive new patients to your practice. You

shouldn’t rely solely on social media sites. You’ll want to
have a place you own.

Think about the first thing you do when you want to

research a medical practice or provider. Typically, you’ll
go looking on the internet to learn more. Your potential
patients are doing the same. And they’re frequently

doing it on a mobile device, making a mobile-responsive
website important for today’s patients.

Buy a domain name for
your website to match
your medical practice
brand name and/or your
provider(s) name(s).
Buy your provider name domain
if you want to promote you
as a provider as well as the
practice name. For example,
drpauljacob.com and
oklahomajointreplacement.com.
Both URLS redirect to the same
site and this will ensure that
you capture your name as well
as your practice brand name.

A mobile-responsive website provides a great experience
for visitors regardless of how they’re viewing it because
it adapts to the device being used to access it. With a

mobile-responsive website, visitors won’t struggle to find
the information they need. The good news is that you no
longer need to be a web designer to build an effective
mobile-responsive website.

Thriving Practice Coaching and Constant Contact
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Responsive
website
on mobile

eing
gThriving
Thriving
Coaching
Practice
and Thriving
Practice
Coaching
and Thrivin
Practic
Coaching
and
and Thriving Practice Coaching and
Practice
Coach

M O BI LE-RESPO N SI V E W EBSI TE

With a mobile-responsive website, people will be able to read and
navigate your site with ease regardless of the device they’re using.

Non-responsive
website
on mobile

HEALTH PROFESSIONALS
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When people visit your website, they’re looking for answers
to their questions. Use the following pages to answer them.
DID YOU KNOW?

Want a customdesigned site?
Get a custom-designed,
mobile-optimized site
in just minutes with
Constant Contact’s
intelligent website builder.

HOMEPAGE
Your front door

M O BI LE-RESPO N SI V E W EBSI TE

Your website should have
at least five pages.

ABOUT PAGE
Your credentials, area of
expertise, medical specialties,
and subspecialties

Need a logo?
A logo and colors
form the basis for the
visual representation
of your brand. Constant
Contact’s LogoMaker
generates hundreds
of options in seconds.

PATIENT INFORMATION
Insurance, forms, and instructions
for care

PATIENT SERVICES
Educational information about
your specific medical services
and/or procedures
CONTACT PAGE
How your patients connect
with you

Think about your practice specifically to add additional pages.
For example, an orthopedic practice should have a Specialties
page. If you take insurance, you should list insurance plans
accepted and the methods of payment.

What should you put on those five core pages?
Let’s take a look.

Thriving Practice Coaching and Constant Contact
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M O BI LE-RESPO N SI V E W EBSI TE

HOMEPAGE

What questions
should you answer
on your Homepage?
What are your general areas of
specialization, sub-specialties
and medical qualifications?
People don’t have a lot of time.
Be clear. Be specific.

Who is it for?
Who is your ideal patient and
what are they like? Do you
serve a particular age group or
demographic? Perhaps an
athlete, if you are a Sports Medicine
Specialist. Make it clear who your
patient audience is and your
patient demographics.

Why choose you?
Why should patients choose you
out of all the doctors out there?
Is there something about your
practice or service that makes it
unique? What sets your practice
apart from the competition?

How does a visitor become
a patient?
Book an appointment? Contact
you? By email or phone? Make it
clear what action people should
take as their next step.

Homepage example

geing
Thriving
Coaching
Practice
and Thriving
Practice
Coaching
and Thrivin
Practic
Coaching
and
and Constant
Thriving Contact
Practice Coaching and
Thriving
Practice
Coach
Coaching
and
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M O BI LE-RESPO N SI V E W EBSI TE

ABOUT PAGE

What questions
should you answer
on your About page?
What is your story?
How do you want or represent
yourself as a provider in the
community? What care are you
providing for your patients? Heart
disease? Joint pain? What are
your specialties and credentials?

Why should people seek
your care?
How will potential patients benefit
from your medical expertise? How
will you help get them back to doing
the things they enjoy in life? Do you
have patient stories to share?

What makes you or your
practice different?
What is your level of experience?
Perhaps you have advanced
fellowship training or developed
new surgical technique? How
will you use your skills to help
your patients?

About page example

geing
Thriving
Coaching
Practice
and Thriving
Practice
Coaching
and Thrivin
Practic
Coaching
and
and Constant
Thriving Contact
Practice Coaching and
Thriving
Practice
Coach
Coaching
and
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M O BI LE-RESPO N SI V E W EBSI TE

PATIENT INFORMATION PAGE

What information
should you provide
on your Patient
Information page?
This should be a quick and easy
way for patients to find necessary
forms in one place. Depending
upon your specialty, you can
house prescription refill forms,
FAQs, etc. List all insurances
accepted, and important privacy
and legal notifications and
disclaimers here.

Patient Information
page example
geing
Thriving
Coaching
Practice
and Thriving
Practice
Coaching
and Thrivin
Practic
Coaching
and
and Constant
Thriving Contact
Practice Coaching and
Thriving
Practice
Coach
Coaching
and
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M O BI LE-RESPO N SI V E W EBSI TE

PATIENT SERVICES PAGE

What information
should you provide
on your Patient
Services page?
Here is where you should have all
the educational information about
your specific medical services
and/or procedures. Housing
educational content within your
practice website keeps your new
and existing patients engaged
and educated on procedures and
medical solutions. It also allows
you to further position yourself
as an expert in your field.

Patient education content
can include written and/or
video about:
• Causes of the disease/condition
• Symptoms of the disease/condition
• Diagnosis and treatment options
• Risks and/or benefits of the
treatment options
• FAQs

Patient Services
page example

geing
Thriving
Coaching
Practice
and Thriving
Practice
Coaching
and Thrivin
Practic
Coaching
and
and Constant
Thriving Contact
Practice Coaching and
Thriving
Practice
Coach
Coaching
and
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M O BI LE-RESPO N SI V E W EBSI TE

CONTACT PAGE

What questions
should you
answer on your
Contact page?
Where can I find you?
List all physical location(s) with
a map and driving directions?
Where is your practice or clinic
based? Which social media
channels do you use?

When can I reach you?
What are your hours of operation?
Are all locations the same? Are
there different hours for support?

How can I contact you?
Is there more than one way?
Phone number and request for
appointment should be a clear
call to action for patients to
reach out to your office.

Contact page example
TIP

Links to your EMR, payment
portal, and medical forms can
be placed here.
You can link to other pages that have
important information like: What do I need
for my first appointment? And the types
of insurance accepted.

geing
Thriving
Coaching
Practice
and Thriving
Practice
Coaching
and Thrivin
Practic
Coaching
and
and Constant
Thriving Contact
Practice Coaching and
Thriving
Practice
Coach
Coaching
and
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Overall, use high-quality images on your website whenever possible. If you don’t
have your own images, sites like Unsplash offer free, high-quality stock images.

M O BI LE-RESPO N SI V E W EBSI TE

Tips for using images on your website.

HOMEPAGE

Show what a healthy patient looks like by sharing
your patient stories.

ABOUT PAGE

Use professional images of yourself and your staff that
show your personalities, and real or stock images of your
patient demographic. You want people to identify with
your images and feel like they will fit in with you and
your medical staff.

PATIENT INFORMATION PAGE

Show images that represent your friendly front
desk staff greeting new patients.

PATIENT SERVICES PAGE

Use more photos of happy people that represent
the types of people you see in your office.

CONTACT PAGE

Show your physical location(s), especially if it’s not in an
obvious place and include a building image and map.
Include an email form as well as the phone number for
appointments. You can add quick links to EMR, payments,
and FAQs on this page.

Thriving Practice Coaching and Constant Contact
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M O BI LE-RESPO N SI V E W EBSI TE

ACTION STEPS

Create a simple
website.
Don’t have a website?
Create one with Constant
Contact in minutes!

Review your
website for the
appropriate pages.

Make sure
you’re answering
the questions
suggested above.

Add sign-up forms
to your website.

What happens if someone visits
your website and doesn’t book
an appointment?
It’s unlikely they’ll come back again. But what if you had a way
to contact them? Then you could encourage them to return
to your site and eventually book an appointment with you.
This is why you’ll want to collect email addresses from people
who visit your website. You can do this by adding sign-up forms
to your website. In addition to using your website, you should
also think about collecting emails in person, print, or via EMR.
Once you have someone’s email address, you’re able to
reach out on a consistent basis to educate them about your
medical services by sharing a combination of helpful and
promotional messages.

Thriving Practice Coaching and Constant Contact
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2

Email marketing: It’s how you
drive patient engagement.

HIPAA COMPLIANT TIPS

Written Authorization
 btain written authorization
O
from patients prior to
sending emails.

Generic Emails
Why is email marketing important today? Simply, because it works.
And yes, email is still ranked as one of the most effective marketing
channels according to Ascend2’s 2019 Digital Marketing Strategies
Survey Summary Report.
Like your website, email marketing also creates an asset you own.
The contacts on your list are yours. And if you’re doing it right, those
are people who have said, “Yes, I want you to market to me.”
As part of the medical community, you already understand that
email marketing campaigns are obligated to be HIPAA compliant.
Medical professionals also know that they cannot discuss patient
care or protected health information (PHI) via email that is not
secure. Your practice should always comply with privacy laws
in all communications.
Email marketing also allows you to automate much of the
communication so the emails your contacts receive feel timely
and relevant. Automation assures you get the right messages
to the right people at the right time. When someone signs up to
receive your emails, they are actively demonstrating an interest
in you and your practice.
Take advantage of this time when a new contact is highly engaged
and automate a couple of emails to continue the conversation.
Whether they sign up today or a week from today, they won’t
have to wait for you to manually send an email to hear from you.

Make sure your general
marketing email contains no
protected health information.
All information provided in
such emails should be generic
and educational.

Unsubscribe Option
Patients should have the
option to unsubscribe
at any time.

Utilize API
Integrate an email application
programming interface (API)
that is HIPAA compliant as
your patient’s email address
can be considered protected
health information.

GENERAL TIP

Create a simple series
of emails to welcome
people to your email list.
More on the following pages.

HEALTH PROFESSIONALS
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EM A I L M A RK ETI N G

Here are two emails to
include in your automated
welcome series.

WELCOME SERIES
EMAIL ONE

Welcome/
Delivery email
Send this Welcome email

immediately after someone
signs up. A simple welcome
to your practice and FAQs

on what to expect on their first
visit, EMR signup, and reiterate
what they should expect in

future visits to the practice.

Welcome email example

Thriving Practice Coaching and Constant Contact
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EM A I L M A RK ETI N G

WELCOME SERIES
EMAIL TWO

Ask Your Patients to
Get Social with You
Send this email a few days after
your Welcome email. Let your new
patients know of the other ways
in which they can engage with
you — through secure EMR
messages, secure text messages
(if applicable), and on social media.
Invite them to like and follow your
practice’s social media channels.
This email is important because
once your subscribers connect
with you in other locations, you
have multiple ways to engage
and stay top of mind. Always keep
in mind that your practice cannot
communicate about a patient's
condition on social media or any
public forum to comply with
privacy laws.
And, if your subscribers engage with
you on social media, your practice
gets in front of their connections,
who may pick your practice for
themselves, their friends, and
family in the future.

Let’s Connect email example

TIP

Use email automation to save time and get
new and repeat business. Need some ideas?
Find some here.

Thriving Practice Coaching and Constant Contact
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EM A I L M A RK ETI N G

ONGOING COMMUNICATION

Plan on sending an
email at least once
a month thereafter.
Consistency is key in any form
of marketing. Write down

the potential opportunities
you have to reach out to

your email contacts. These

opportunities could be national

holidays, educational seminars,
educational blogs on trending
healthcare topics, or events
specific to your practice.

Share helpful and meaningful
healthcare tips that can help

your patients on their journey
to good health.

DID YOU KNOW?

Constant Contact offers
powerful, easy-to-use
email marketing tools.

Promotional email example

Find out more.

Thriving Practice Coaching and Constant Contact
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EM A I L M A RK ETI N G

ACTION STEPS

Set up a simple,
automated
welcome series.

Plan to send an email
at least once a month.

Think about other
emails you may want
to automate.

Resource email example

In the future, you can get more advanced with
automation by sending emails triggered by
actions taken by your contacts like opening
an email, clicking on a link, or joining a list.

Thriving Practice Coaching and Constant Contact
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Social media: It doesn’t
have to overwhelm you.

If you’re like many of the physicians we talk to, social

media marketing can feel overwhelming. And it often
feels like you’re spinning your wheels — doing a lot of

activity across many channels with little to show for it.
You should reserve your practice name on the important
social channels, so you have it. But you don’t have to be

TIP

Choose the right
social media platform
for your practice.
Find out how.

active everywhere. That’s why we recommend starting
with one channel that makes sense for your practice.
Social media networks such as Facebook, Twitter, or

Instagram, allow more engagement and interaction
with patients. Updating important information and

sharing photos and videos on Google My Business can

help highlight your medical specialty in your community.
YouTube is a great resource for sharing educational
videos about a procedure or condition.

Ideally, choose a primary social channel based on

the patients you’re trying to reach. Also, consider what
channel you’re most comfortable using and how it fits
with the personality of your practice. Ultimately, social

media should allow you to generate awareness, action,

and engagement that you wouldn’t have gotten otherwise.

HEALTH PROFESSIONALS
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• Posting images of
a healthcare facility
in which patients
can be identified
• Sharing images or
videos of patients
without obtaining
written consent
• Posting video, images,
or text containing PHI
on a private social
media group
• Sharing of any kind
of personal health
information on
social media
• Answering specific
questions on a public
forum even if the
patient initiates
the dialogue

As with email communications, ensuring HIPAA

compliance is of utmost importance. This can be tricky

for healthcare providers. As a medical professional, you
cannot disclose protected health information on social
media. This means no text about a specific patient or

SO C I A L M EDI A

Common HIPAA
violations on social
media include:

posting any images or videos which identifies a patient

unless the patient gives prior authorization. It also means

no acknowledgment or answering questions online when
a patient posts about their condition.

Social media can be leveraged to boost your online

presence by posting healthcare tips, details of special
offers or events, news about your practice, research,
or other interesting information provided it does not
contain PHI.

All comments and responses should be drafted and

approved by your legal counsel before posting publicly
on social channels. You can acknowledge or thank

people for their kind words, share patient stories if you
have their permission with a release form on file. You

can like a comment where a patient gives your practice
a compliment.

For most other visitor posts, the standard response

should include a call to action (CTA) for all medicalrelated comments to call the office for questions or

to book an appointment. As part of the CTA, you can

also include a standard disclaimer to call 911 in event
of a medical emergency.

Thriving Practice Coaching and Constant Contact
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SO C I A L M EDI A

Each social
channel also
has its own
personality.
You should not be posting
the exact same thing on
every channel. You can use
the same theme but you
should modify your posts
to suit the channel.
You can see an example
of what we mean here

by following WebMD on
Facebook and LinkedIn.

The content and updates the

company shares on Facebook

WebMD Facebook post

focus on health-related tips,

whereas updates on LinkedIn
focus on a healthcare

professional audience.

Now let’s take a look at
each channel’s personality.

WebMD LinkedIn post

Thriving Practice Coaching and Constant Contact
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SO C I A L M EDI A

EACH SOCIAL CHANNEL IS UNIQUE

Facebook
In the news feed, you’ll be competing with friends, family, and local and world headlines.
Facebook has enhanced its platform to highlight business services in your community, which
can include recommendations about your practice. You could reach your target audience
through Facebook if you are a practice that offers any sort of specialty treatment such as
orthopedics or dentistry.

AWARENESS

ENGAGEMENT

DRIVING ACTION

Post content your audience
may want to engage with
by liking, commenting,
and sharing.

Respond to questions
from potential patients to
provide a good experience.

Attract more patients by letting
people know about upcoming
offers or sharing trending
healthcare blog information.

HEALTH PROFESSIONALS
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SO C I A L M EDI A

EACH SOCIAL CHANNEL IS UNIQUE

LinkedIn
More of a professional network. Great for business-to-business
communications among healthcare professionals.

AWARENESS

Share a video about a new
medical technology or whitepaper
you’ve written to engage referring
physicians in your network.

DRIVING ACTION

Send people to your website
to get more information.

HEALTH PROFESSIONALS
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SO C I A L M EDI A

EACH SOCIAL CHANNEL IS UNIQUE

Instagram
A highly visual network. Let people see what’s happening with your practice.
This platform could work for a very visual practice where people can see results that look
pretty such as a weight loss clinic, cosmetic physician, or dental clinic.

AWARENESS

ENGAGEMENT

DRIVING ACTION

Let patients know about
your specials.

Respond to direct messages
from potential patients to
book appointments.

Send people to your website
with a link in your bio.

HEALTH PROFESSIONALS
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SO C I A L M EDI A

EACH SOCIAL CHANNEL IS UNIQUE

Twitter
A news-driven, public news feed of what’s happening now.
This platform works well for sharing local and national healthcare news that would
be of interest to your followers. You can also share information about your practice.

AWARENESS

Let followers know
about your services.

ENGAGEMENT

Make sure to monitor and
respond to questions with a
legally approved response to
make an appointment to call the
office (without discussing patient
care or violating privacy laws).

DRIVING ACTION

Let followers know how
to become a patient.

HEALTH PROFESSIONALS
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SO C I A L M EDI A

EACH SOCIAL CHANNEL IS UNIQUE

Pinterest
Boards with health tips that relate to your specialty like,
events, exercise, nutrition, or healthy lifestyles.

ENGAGEMENT Engage with those taking the time to thank you

or compliment your practice.

AWARENESS
DRIVING ACTION

Provide links to resources on your website
to help the audience you’re trying to reach.

Let people know about
upcoming events.

HEALTH PROFESSIONALS

37

SO C I A L M EDI A

EACH SOCIAL CHANNEL IS UNIQUE

YouTube
Video content that’s educational and entertaining.
As one of the world’s largest video-viewing channels, YouTube is the perfect
platform for sharing informational, educational, and advertising videos.

ENGAGEMENT

Engage with important educational information
about your practice specialties or procedures.

AWARENESS

Create video content to let
people know about new programs,
or answer FAQs, highlight your
patient testimonials, facility
and/or providers in an informative
video montage.

DRIVING ACTION

Show how disease progresses
and how treatments can help.
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Determine which
social channel makes
the most sense for
your practice.

SO C I A L M EDI A

ACTION STEPS

Keep focused on how
social media can help you
with practice goals such as
awareness, engagement,
and driving action.
Engage with people on social so you can ultimately

move them to your website and build your email list,
Set practice goals
for this primary
channel across
three categories.

so you have a list of contacts you own to drive
patient acquisition.

• Awareness
• Engagement
• Driving action

Create a plan for this
channel to reach your
practice goals.

Don’t forget social media isn’t the only
place where people may find and engage
with your practice.

DID YOU KNOW?

Want to know
more about social
media marketing?
Get started with our
Social Quickstarter.

Thriving Practice Coaching and Constant Contact
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4

Listings and review sites:
Provide accurate information
and respond appropriately.
Today people use a variety of apps and websites to

find the information they’re looking for. Sometimes these
listings are automatically generated and other times
your patients may create them.

As a healthcare provider, you’re able to take control of

these listings by claiming them — which is often as simple

as clicking a button and submitting requested information

TIP

Once you’ve claimed
a listing, you’re
able to update the
information on those
pages for accuracy.

that proves the business or practice is yours. Note: All

providers have online profiles automatically generated
online with the National Provider Identifier (NPI) data.
Make sure all information is correct and up to date

across all sites. The last thing you want is for someone
to find incorrect information as it could cause you to
lose potential patients.
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L I STI N GS A N D REV I EW SI TES

Facebook
Business Page
Your Facebook page

should provide all the
correct information

about your practice.

Google My
Business Listing
Claim your Google

My Business profile

to take advantage of

the prime placement

in Google search results.

Thriving Practice Coaching and Constant Contact
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L I STI N GS A N D REV I EW SI TES

ACTION STEPS

Claim your
Facebook business
page, Google My
Business profile, and
Healthgrades listing.

Identify any other
key listings that
may be important
for your practice.

Make sure all
information is
correct on all sites.

Healthgrades

About 50% of all prospective patients in the US looking to make
a doctor’s appointment will visit Healthgrades this year. It is the
#1 directory for patients to find medical practices around them.
The more robust your listing on Healthgrades, the better your
chances are of standing out amongst competitors.
At the very least claim your Facebook business page, Google
My Business profile, and Healthgrades page. And if there are
other listing sites important your specialty, claim your practice
information there too.

Importance of National Provider
Identifier (NPI)

DID YOU KNOW?

Find out more
about setting up your
Facebook business
page, Google My
Business profile,
and taking control
of your listings.

Thriving Practice Coaching and
Constant Contact

As a healthcare provider, you need to have all your contact
information updated with accurate addresses and phone
numbers on online provider directories. Inaccurate provider
information can create provider network relations problems
relating to member networks and specific health plans and
may result in incorrect billing, high recoupment costs, and
general frustration and lack of confidence in potential patients.
The National Provider Identifier (NPI) serves as a unique data
point or anchor that ensures accuracy of provider name or
brand, medical specialty, and practice location. Updating
your NPI will help patients find you online and reduce provider
information errors during the claims process.
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5

Create content: Increase your
chances of getting found.
Content is what people search for, consume, and

share online. If you produce relevant content on a

consistent basis that aligns with what your audience

is searching for, you’ll have more people finding you and

sharing your content. You’ll also make more connections
for your practice and reach more people, who will also
share your content.

DID YOU KNOW?

A blog allows you
to create helpful
content for your
audience directly.

This content helps search engines like Google find your
practice and can result in free traffic to your website.

Yes, there are some technical aspects to consider search
engine optimization or SEO. But at its core, it’s about
delivering relevant and meaningful content to the
people you’re trying to reach.

A blog is a functionality that makes it easy to add content,
or posts to your website on a regular basis. Whereas your
website contains information about procedures and
services, a blog gives you the ability to demonstrate

your expertise by answering more specific questions
for prospects and customers.
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ACTION STEPS

Add a blog to your
website domain.

You get the most benefit when your blog is connected
directly to your website and not off on some other
platform. Choose a publishing frequency that works
best for your practice. That could be once a week or once
a month. You can then use this content on your social and
email channels to lead people back to your website.

C REA TE C O N TEN T

Search engines love fresh
blog content.

List the top
questions you get
from prospective
patients.
Create a calendar
to regularly publish
content that answers
those questions.

Thriving Practice Coaching and Constant Contact
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C REA TE C O N TEN T

How to amplify your efforts.

Once you have the foundational elements in place, you can and
should use paid advertising to amplify your efforts. The online

landscape has changed over the years. Where it used to be enough
to just be there to reach your potential customers, algorithms on

most social channels limit the access you have to your audience.

Algorithms also impact where your practice ranks in search results.
In many cases, you’ll have to pay to reach people.

That’s not bad. You just want to do it in a smart way.

Thriving Practice Coaching and Constant Contact
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C REA TE C O N TEN T

Facebook and
Instagram Ads
Ads on Facebook and Instagram are
powerful because not only are there
lots of people on the platforms, you

can also target your ads specifically
to increase their effectiveness.

Target your ads based on location,

demographics, interests, behaviors,

and connections. You can even create
a lookalike audience to target people

similar to those already on your email
contact list.

DID YOU KNOW?

Constant Contact walks you through
the process of creating ads, making it
easy to find customers on Facebook
and Instagram, drive website traffic,
and grow your contact list.
Find out more.
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C REA TE C O N TEN T

ACTION STEPS

Set aside a budget
of $300 to experiment
with paid advertising.
Drive traffic to
top-performing pages
on your website.
Use ads to get new
signups for your
email list.

Google Ads
People use Google every day to search for specific goods,
services, programs, and organizational information. You

can pay to have Google Ads display your text ads at the
top of the search results based on specific keywords.
These ads are pay-per-click (PPC), which means you
pay only when potential patients click on your ad.

How much should you spend on ads?
It depends on your specialty. Competition, specialty, and
DID YOU KNOW?

Constant Contact has
simplified the process
for creating an ad and
bidding on keywords
so that you can quickly
start promoting your
practice to prospective
patients who are
actively looking for
your medical services.

marketplace will determine how much the keywords are
in your area. As you learn what does and doesn’t work,

you can invest more money in the ads that are working
to bring you more patients.

Find out more about
growing your practice
with Google Ads from
Constant Contact.
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CHAPTER THREE

How it all
comes together
Thriving Practice Coaching and Constant Contact
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Now that you have
a better sense of
how patients are
finding healthcare
professionals
online and the
tools you’ll need to
position yourself
for success.
How do you bring it all
together to drive new
and existing patients?
The reality is that if
you’re not top of mind,
people forget about your
practice. And that can
cause you to lose money.
Let’s take a look at how
this all comes together.

Connect

It’s all about getting people to your
mobile-responsive website and ultimately
to your doorstep. You now know that happens
through word-of-mouth referrals, searches
online, paid advertising, mobile searches on
apps, or through listing sites.

Experience

Wherever your prospective patient is engaging
with you, you should provide a positive experience.
That’s often as simple as making sure people are
finding the answers to their questions, that you’re
engaging with patients by providing them helpful
healthcare information.

Entice

At this stage where someone is feeling good
about your practice, it’s a great time to entice
them to stay in touch with you. This could mean
following you on social channels, or even better,
joining your email list.

Engage

Next, engage with these people who have
opted to connect with you on a regular basis.
This engagement is at the heart of the relationship
between a brand and its customers.
Engagement keeps you top of mind and lets
you retain these loyal patients, while driving
referrals, and increased exposure for your medical
specialties. Engagement creates more awareness
for your practice and brings more patients to
your door.

Thriving Practice Coaching and Constant Contact
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Connect

With new prospects

Providing a wow

Experience

Entice

Increasing
exposure

Staying in touch

Driving social visibility

Engage

And that’s how it all works together.
When your connections engage with you

By focusing on those core elements

your content with their contacts, those

engage, your practice can create the

on social, forward your emails, or share

interactions create more visibility for your
practice. In turn, this engagement brings
new patients to your practice and feeds
into the ways people find your practice
in the first place.

of connect, experience, entice, and

relationships and interactions that keep
your existing patients coming back and
increase word of mouth and social
visibility that brings new patients
through the door.
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TO RECAP

Here’s how you
can take action:

Create a
mobile-responsive
website as a
resource for
potential patients.
By answering questions of prospective patients
and creating useful content, you increase the

chances of people finding you through search,
consuming the information you provide, and

sharing those resources with their connections.
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TO RECAP

Here’s how you
can take action:

Capture email
addresses from
your practice
website visitors.
Offer a promotion or exclusive
content to entice your target

demographic to join your email
list. Then you’ll have a way

to follow up and encourage
potential patients to seek
your medical expertise.
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TO RECAP

Here’s how you
can take action:

Interact and engage
on social media.
Remember it’s called social
media for a reason.
Social works best when you’re

not just asking people to use your

medical services. Use social media
to inform and educate about

the treatments you specialize in.

Ultimately, try to get social followers

to take the next steps by visiting your
website and joining your email list.
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TO RECAP

Here’s how you
can take action:

Engage with reviews
to build trust.
Say “Thanks” when your

patients take the time to say
positive things about your
practice. Also, be sure to

attend to negative reviews

as well. Again, always ensure
your responses are not in
violation of privacy laws.

People are looking to see how you’ll

respond. Sometimes the feedback is

legitimate, sometimes it’s not. Respond
professionally to see if you can rectify
the issue. People watching can tell if
someone’s being unreasonable.
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TO RECAP

Here’s how you
can take action:

Use email marketing
to provide exclusive,
helpful, and
promotional content.
Email marketing allows

you to build more meaningful

relationships with your patients
and acquire new patients

because people have opted-in

to receive information from you.
They’re more engaged with

your business than the typical
social media follower. Provide
subscribers with deals and

information they won’t receive
in other places. Email can
also drive action on your
social channels.
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TO RECAP

Here’s how you
can take action:

Amplify your efforts
with paid advertising.
With your fundamentals in

place, you can drive traffic to your
website, expose your healthcare

practice to more people from your
target audience, and collect more
email addresses to get even
more patients.

HEALTH PROFESSIONALS

56

How will you know your online
marketing efforts are working?
There’s no shortage of things to measure today. Likes, followers, shares,
opens, and clicks are all leading indicators. Don’t focus on these vanity
metrics alone to determine success. Pay attention to the things
that are meaningful for your practice.

Some high-level questions you should
answer to gauge success:
• Are people visiting your website?
• Are people joining your email list?
• Are people contacting you?
• Are people booking appointments?
How long does online marketing
take to work?
From an organic, or non-paid perspective,
you should think in terms of months.

But once you build that foundation and

have those strong relationships with your
patients, the time frame shortens. Then

you can experiment with paid advertising
to amplify those efforts that are working.

REMEMBER

Across all that you’re doing online,
the idea should be to use your
mobile-responsive website, email
marketing, social channels,
business listings, content, and
advertising to be useful to your
current and potential patients.
• Create your website as a resource.
• Use other channels to drive potential
patients to your website.
• Capture email addresses and
engage to obtain new and
repeat patients.
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CHAPTER FOUR

How healthcare
marketing can
work for you
Thriving Practice Coaching and Constant Contact
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With your knowledge of how to make online
healthcare marketing work for your practice,
you’re ready to take those next steps.
REMEMBER

Be there when
prospective patients
go looking for the
services you provide.

Provide consistent
and helpful answers
to their questions.

Engage to stay
top of mind.

By doing these things you’ll get the word out about
your practice, drive more patients to your website,
and grow your practice.

You’ve got this. You’ve got us.
CONSTANTCONTACT.COM

Thriving Practice Coaching and Constant Contact

HEALTH PROFESSIONALS

59

ONLINE MARKETING AUDIT CHECKLIST

Is your medical
practice online
ready?
Review the following
information. If you
answer “no” on any
of these items, a
Constant Contact
marketing advisor
can point you in the
right direction.

Call our
marketing helpline:
(888) IDK-MKTG
(888) 435-6584

Do you have a logo for your organization?

YES

NO

Do you have a domain name?

YES

NO

Do you have a website?

YES

NO

Is it mobile responsive?

YES

NO

Homepage

YES

NO

About Page

YES

NO

Services Page

YES

NO

Patient Info Page

YES

NO

Contact Page

YES

NO

Are you answering the appropriate
questions for visitors on each page?

YES

NO

Are you using the appropriate imagery
and photography throughout your site?

YES

NO

Do you have a way to capture email addresses
from your website?

YES

NO

Are you offering something of value in exchange
for an email address?

YES

NO

Have you ever run an SEO audit on your website?

YES

NO

Are you using an email marketing tool to
stay in touch with patients and prospects?

YES

NO

Do you have a Welcome Series ready to
automatically go out to new subscribers?

YES

NO

Do you have a written plan to send an email
at least once a month?

YES

NO

Do you have any ideas for other emails you
may want to automate?

YES

NO

Does it include at least these five pages?
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Are you using social media channels
for your practice?

YES

Have you reserved your practice name
on the major social channels?

FACEBOOK

NO

TWITTER
INSTAGRAM
LINKEDIN
PINTEREST
YOUTUBE

Have you chosen one channel as your
primary area of focus?

YES

NO

Are you engaging with people trying to interact
with your practice on this channel?

YES

NO

Awareness

YES

NO

Engagement

YES

NO

Driving Action

YES

NO

Do you have a written social plan to achieve
those goals?

YES

NO

Have you identified the listings and review sites
that are important for your practice?

YES

NO

Google My Business

YES

NO

Healthgrades

YES

NO

Other Listings

YES

NO

Have you confirmed the information is accurate
on these sites?

YES

NO

Are you engaging with people on these platforms?

YES

NO

Have you set practice goals for your social
activity across the three categories?

Have you claimed your practice on these listings
and sites?

HEALTH PROFESSIONALS

61

Do you have a way to easily create content
on your website such as a blog?

YES

NO

Have you made a list of commonly asked questions
from your prospects and patients?

YES

NO

Do you have a written plan to publish answers
to those questions on a consistent basis?

YES

NO

Are you currently doing any paid advertising?

FACEBOOK
INSTAGRAM
GOOGLE
OTHER

Have you set aside a small budget to test your
paid advertising efforts?

YES

NO

Do you have a written plan for paid
advertising efforts?

YES

NO

Do you have a key metric that’s important
for your practice?

YES

NO

Are you looking beyond vanity metrics and
paying attention to the metrics that matter
for your practice?

YES

NO

Are more people visiting your website?

YES

NO

Are more people joining your email list?

YES

NO

Are more people contacting you?

YES

NO

Are more people booking appointments
or seeking your services?

YES

NO

Find more powerful tools, marketing advice, and

how to win with online marketing at constantcontact.com
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Constant Contact is an online

marketing platform built to simplify

the complex task of marketing your
idea, even if you’re a beginner. And

our award-winning team of marketing
advisors is there for every customer,
every step of the way, offering live,

real-time marketing advice on the

phone or online anytime you get stuck.
Whether it’s creating great-looking

email marketing campaigns, running

Google Ads to get more website traffic,
or finding new customers on social

media, we’ve got all the tools, features,
and expert guidance you need to help
you succeed—all in one place.

© 2020 Constant Contact

Thriving Practice Coaching and Constant Contact
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