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INTRODUCTION
Welcome to the Digital Marketing Playbook for Doctors. Our guide will 

provide you with the insights and tools to market your medical practice 

effectively in the digital age. While the myriad channels and possibilities 

available in digital marketing can be overwhelming, this playbook will help 

you decide where to focus your efforts and how to get started.

Digital marketing is crucial for medical practices. It helps you reach potential 

patients, build trust, and grow your practice. Patients find and choose their 

healthcare providers through search engines, social media, and online 

reviews. Mastering digital marketing ensures your practice remains visible, 

credible, and competitive.

In this playbook, you will learn about essential digital marketing strategies 

tailored specifically for doctors. Each chapter breaks down a key component 

of digital marketing, providing you with actionable steps and practical advice. 

This guide covers everything you need to know, from optimizing your website 

and improving your SEO to creating relevant content and managing your 

online reputation.

Our goal is to equip you with enough knowledge to understand digital 

marketing basics so that whether you’re managing your marketing in-house 

or outsourcing, you’re knowledgeable enough to focus on what matters. Get 

ready to enhance your online presence, book grow your practice with our 

comprehensive digital marketing strategies.

Scott Calise
Owner, Fillungo
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C H A P T E R  1

WEBSITE
OPTIMIZATION



Your website is often the first point of contact potential patients have with your practice. A well-designed and easy-to-navigate 
website is a reflection of your professionalism as a provider. It ensures visitors can easily find the needed information, such as 
services offered, prodiver profiles, and contact details, making potential patients more likely to choose your services.

Creating a user-friendly website goes beyond just its appearance. It’s about ensuring visitors can easily navigate your site and 
find the necessary information.

Since a large portion of internet traffic comes from mobile devices, optimize your website for mobile users. 

Design and User Experience

Mobile Optimization

Best Practices for Website Design and Navigation

Ensuring Your Website is Mobile-Friendly

Clear Layout 	► Use a simple, intuitive layout with a clear hierarchy. Important information should be 
easy to locate. For example, the About Us page is typically displayed at the top of the 
navigation bar.

Consistent Branding 	► Use consistent colors, fonts, and imagery that reflect your practice’s brand.

Readable Fonts 	► Use easy-to-read fonts that are large enough to be read on all devices. For body text, 
shoot for a minimum font size of 16px.

Intuitive Navigation 	► Organize your menu logically, using clear labels. Add a search bar to help users 
quickly find specific content.

Contact Information 	► Add your contact details where they are easy to find, preferably at the top and bottom 
of each page.

Responsive Design 	► Use a web design that adjusts to any screen size, ensuring a smooth user experience 
on both smartphones and tablets.

Touch-Friendly 
Elements

	► Make your buttons and links large enough for easy tapping, with a recommended 
minimum size of 44x44 pixels.

Simplified Navigation 	► Use a mobile-friendly menu (like a hamburger menu) that keeps navigation simple 
and accessible.

Quick Loading Times 	► Optimize image sizes (more on that shortly) and use efficient coding practices to 
ensure fast load times on mobile devices.
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Website speed is essential for both user experience and search engine rankings. Slow websites frustrate users and increase 
bounce rates. Pages that load within 3 seconds provide a quick loading time and a good user experience. Ideally, aiming for 
loading times around 1-2 seconds is optimal.

When implementing patient portals and online booking systems, ensure patient data is secure and compliant with HIPAA 
regulations. Additionally, the portal should have a user-friendly interface, making it intuitive and easy for patients of all ages. 
Finally, integrate your Electronic Health Record (EHR) system to ensure seamless data management and provide a cohesive 
and efficient patient care experience.

An optimized website forms the foundation of your digital marketing strategy. It attracts new patients and enhances their 
experience, making them more likely to return and recommend your practice to others. By following these best practices, you 
can ensure your website is a powerful tool in growing your medical practice.

Integrating patient portals and online booking systems can significantly enhance patient convenience and satisfaction.

Speed and Performance

Patient Portals and Online Booking

Techniques to Improve Website Load Times

Benefits of Integrating Patient Portals and Online Booking Systems

Image Optimization 	► Compress images to reduce load times without sacrificing quality. Aim for images to 
be no larger than 100KB. Use formats like JPEG for photos and PNG for graphics with 
fewer colors. TinyPNG is a great, free tool for reducing image sizes. 

Browser Caching 	► Enable caching so returning visitors can load your site faster.

Minify Code 	► Reduce the size of HTML, CSS, and JavaScript files to improve load times.

Fast Hosting 	► Select a reliable hosting provider known for good performance. Some good examples 
include WPEngine, DreamHost, and Bluehost.

24/7 Access 	► Patients can book appointments, access their medical records, and communicate 
with their doctor securely.

Improved Efficiency 	► Reduce work for your staff and streamline the appointment scheduling process.

Enhanced Patient 
Engagement

	► Giving patients access to their health information, motivates them to actively 
participate in their healthcare.
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C H A P T E R  2

SEARCH ENGINE
OPTIMIZATION (SEO)



The stats vary slightly, but around 95% of consumers use online searches to find information about local businesses. This 
means that appearing on the search engine results page (most likely a Google search) can make all the difference in whether 
your potential patients find you.

Search Engine Marketing (SEM) is a digital marketing strategy aimed at increasing a website’s visibility on search engine 
results pages (SERPs) through both organic search optimization (SEO) and paid advertising (pay-per-click or PPC). SEO 
improves your medical practice’s online visibility by using tactics that help your website rank higher on those search pages 
and drive more organic (aka free) traffic to your website. 

On-page SEO involves optimizing your website pages’ content to make them more attractive to search engines and users. 
Following are some of the most important components you need to pay attention to. 

Key Components of SEO
On-Page SEO

Title Tags 	► The title tag defines the webpage’s title in HTML and appears as the first line of your 
Google listing (as seen on the blue line in the example below). While keeping title tags 
under 60 characters is standard practice, we’ve found success with longer, keyword-
rich title tags for local SEO. Including primary keywords (e.g., “Pediatrician in [Your 
City] | Your Practice Name”) and relevant location-based terms can enhance visibility. 
Make sure each page has a unique title tag.

Meta Descriptions 	► Meta descriptions are short summaries of each web page. They also determine 
whether people are compelled to click on your Google listing (as seen in the black 
description in the example below). Write compelling meta descriptions under 160 
characters, incorporating primary keywords and a call to action.

Headers (H1, H2, H3) 	► Use headers (or titles and subtitles) to structure your content by including primary 
keywords in H1 tags and secondary keywords in H2 and H3 tags. These practices 
help search engines understand the structure and relevance of your content.

URL Structure 	► Keep URLs short and keyword-rich (e.g., “yourpractice.com/pediatric-services”). Use 
hyphens between words, and avoid using special characters or numbers.
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Image Optimization 	► Name your image files using keywords. For example, your blog’s main image file 
might include the title of the blog). Additionally, write alt text (alternative text) for 
images. Alt text gives context and meaning to images for search engines as well as to 
vision-impaired people using screen readers, neither category of which can “see” the 
image. For instance, an alt text for a home page image might read, “Front desk staff at 
a modern medical practice greeting a patient with a warm smile, creating a 
welcoming atmosphere.”  Finally, don’t forget to compress your images to under 
100KB to improve load times.

Content Quality 	► Make sure your content is informative, engaging, and free of errors. Aim for at least 
500 words per page to provide value to readers and search engines. Consider 
researching the word count of top-ranking pages for the terms you want to target, as 
this can give you an idea of the lenght Google favors. Use a combination of text, 
images, and videos to improve user experience.

Internal Linking 	► Cross-link relevant pages on your site to improve navigation and SEO. For example, if 
you write a blog series around one topic, make sure to link back to those other posts 
in the series. Write your anchor links to be descriptive to help search engines 
understand the context of the linked content. For example, instead of using “click 
here,” use “learn about our pediatric services.” This way, both users and search 
engines can easily identify what the link leads to. Descriptive anchor links improve 
user experience and help search engines understand the context and content of the 
link.

Off-page SEO focuses on external factors like backlinks from other reputable sites. These links tell search engines that your 
website has more authority and credibility. Here are are several effective methods of linkbuilding. 

Off-Page SEO

Guest Blogging 	► Write guest posts for reputable websites in your industry. Ask to link back to your site 
from your author bio or within the content.

Local Directories 	► List your practice on local directories like Yelp, Healthgrades, and local business 
associations. Ensure your information is consistent across all listings.

Social Media 	► Distribute your content on social media to increase its visibility and attract backlinks. 

Content Marketing 	► Create high-quality content that is shareable and encourages others to link to it, such 
as blog posts, infographics, videos, and case studies. Make your content easily 
shareable by inserting social share buttons on your content pages.
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Influencer Outreach 	► Contact influencers in your industry to share your content or collaborate on projects. 
Influencers amplify your reach and attract backlinks.

Additionally, consider leveraging partnerships and sponsorships with local events or organizations, which can provide 
opportunities for backlinks from their websites. Online forums and communities related to your field can also be a source of 
valuable backlinks when you contribute meaningful insights and link to relevant content on your site.

Technical SEO helps your website meet search engines’ technical requirements for crawling and indexing. It involves 
optimizing elements that improve your site’s performance and user experience.

Technical SEO

Website Speed 	► Your page load time should remain under 3 seconds. Use tools like Google 
PageSpeed Insights to identify and fix speed issues. Techniques to improve load 
times include:

•	 Compress images to reduce file sizes to below 100KB without affecting quality. 
Use free tools such as TinyPNG or Canva. 

•	 Convert your images to the WebP format for the best image compression while 
maintaining quality using tools such as Squoosh.

•	 Reduce the size of HTML, CSS, and JavaScript files to improve load times.
•	 Don’t load unnecessary files files, as they’ll slow the site down for your users

•	 Enable caching so returning visitors can load your site faster.
•	 Use a content delivery network (CDN) which distributes your content across 

multiple servers around the world, reducing load times based on the user’s 
geographic location.

Mobile-Friendly 	► Responsive design makes your website function well on all devices. Best practices 
include:

•	 Ensure your website’s design adjusts seamlessly to fit the screen size of various 
devices.

•	 Make buttons and links large enough so that you can easily tap them with a finger, 
with a recommended minimum size of 44x44 pixels.

•	 Use a mobile-friendly menu (like a hamburger menu) that keeps navigation simple 
and accessible.

SSL Certificate 	► An SSL certificate encrypts data transferred between your website and its users, 
making your site more secure. It changes the Hypertext Transfer Protocol (HTTP) to 
Hypertext Transfer Protocol Secure (HTTPS), which is a ranking factor for Google. 
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XML Sitemap 	► Help search engines index and crawl your site by creating and submitting an XML 
sitemap. Ensure the sitemap is up-to-date and includes all essential pages.

Robots.txt 	► Use a robots.txt file to control which pages search engines should and shouldn’t 
crawl. Configure the file correctly to avoid blocking important pages.

Focusing on these key SEO components can enhance your website’s visibility, attract more patients, and grow your medical 
practice.

Keywords are the terms and phrases that potential patients use to find your services. Keyword research is the cornerstone of 
SEO, and it is essential for an effective strategy. Understanding and implementing the right keywords helps search engines 
connect your website with relevant search queries, increasing the likelihood of attracting the right audience. By targeting the 
specific terms your potential patients are using, you can improve your visibility, drive more traffic to your site, and ultimately 
grow your practice.

Local SEO aims to enhance your online presence to attract patients from near your practice location(s). It involves optimizing 
your website and online profiles to appear in local search results, especially on Google Places which is typically at the top of 
the SERP.

Start by brainstorming basic terms related to your services, such as “pediatrician in [Your City]” or “dermatologist near me,” 
then use tools like Google Keyword Planner inside Google Ads account, Semrush, or Ahrefs to find high-volume, low-
competition keywords, focus on long-tail keywords (3-5 word phrases) like “best pediatrician in [Your City]” for lower 
competition and higher conversion rates, and look for the keywords your competitors are ranking for to incorporate them into 
your strategy.

Keyword Research

Local SEO

Finding and Using the Right Keywords for Your Practice
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Importance of Google Business Profile and Local Citations

Google Business 
Profile

	► A verified business profile by Google is a cornerstone of your local search strategy. 
This profile helps your practice appear in local search results and on Google Maps, 
making it easier for potential patients to find and contact you. You can either add or 
claim your Business Profile through Google, ensuring that your information is 
accurate and up-to-date. Regularly updating your profile with photos—especially 
those that include your business name visibly—posts, and responding to reviews can 
further enhance your visibility, brand recognition, and engagement with the local 
community.

Local Citations 	► List your practice on local directories like Yelp, Healthgrades, and local business 
associations.  

Local Keywords 	► Incorporate local keywords (e.g., “dentist in [Your City]”) in your content and meta 
description tags.

Reviews 	► Facilitate the process for satisfied patients to leave positive reviews on Google and 
other review platforms. After their visit, send a text message inviting them to rate and 
review their experience. Reputation management is imperative when you’ve 
established profiles where people can leave ratings; while you cannot remove 
negative reviews, you can respond to them professionally and use the feedback to 
enhance your customer service and prevent future issues.

Localized Content 	► Develop content tailored to your local audience, such as blog posts addressing local 
health concerns or community events.
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C H A P T E R  3

CONTENT
MARKETING



Content marketing is a powerful and cost-effective strategy for medical practices. By creating and sharing valuable 
information, you can build trust and authority, educate patients, and attract new ones. This approach not only enhances 
patient engagement but also positions your practice as a thought leader in your field. By consistently delivering high-quality 
content, you can improve your search engine rankings, increase website traffic, and foster long-term relationships with your 
patients.

To ensure that your efforts are organized and effective, use a strategic approach to creating content. Start by identifying the 
needs and interests of your target audience, then develop a content calendar to plan and schedule your posts. This helps 
maintain consistency and ensures that you cover a variety of relevant topics. Regularly analyze the performance of your 
content to understand what resonates best with your audience and refine your strategy accordingly. By taking a structured 
and data-driven approach, you can maximize the impact of your content marketing efforts.

Content Planning and Creation

Types of Content

Developing a Content Calendar

Blogs 	► Regular blog posts on topics relevant to your practice and patient concerns.

Videos 	► Educational videos, patient testimonials, and virtual tours of your facilities.

Infographics 	► Visual representations of complex medical information that are easy to understand.

Case Studies 	► Detailed patient stories that highlight successful treatments and outcomes.

Newsletters 	► Regular updates that provide health tips, news about your practice, and upcoming 
events.

Plan Ahead 	► Create a content calendar to schedule your posts to help maintain consistency and 
ensure you cover a range of topics. You can find a plethora of free content calendar 
templates online, or you might want to invest in an online tool such as monday.com. 

Frequency 	► Determine how often you will publish content. While weekly posts can be effective for 
some clients, it’s important to recognize that 1-2 longer pieces per month may be 
more manageable and impactful, depending on your audience and resources. Don’t 
be afraid to post less frequently—quality and relevance are key.

Topic Selection 	► Choose topics that address common patient questions, seasonal health issues, and 
recent medical advancements.
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Tips for Creating High-Quality, Engaging Content

Know Your Audience 	► Understand your patients’ demographics and interests. Tailor your content to meet 
their needs.

Clear and Concise 	► Write in a clear, easy-to-understand manner. Avoid medical jargon when possible.

Visuals 	► Enhance your content with images, videos, and infographics. Visual elements make 
content more engaging and more easy to digest.

Call to Action 	► Include a clear call to action, such as contact you or subscribe to your newsletter.
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Integrating SEO best practices into your content helps improve its visibility in search engine results. Start with keyword 
research to identify relevant terms for each piece of content, using tools like Google Keyword Planner or investing in paid 
platforms like Ahrefs or Semrush. Create compelling, keyword-rich titles that are under 60 characters, and write concise meta 
descriptions that include primary keywords, aiming for 150-160 characters. Use internal links to connect related pages and 
posts on your website, enhancing both navigation and SEO. Additionally, incorporate alt text for images that describes the 
content and includes keywords, helping search engines understand your images. By strategically integrating these elements, 
you can significantly boost your content’s search engine performance.

Use these content marketing best practices to develop valuable and engaging content that fosters trust, attracts new patients, 
and helps grow your medical practice.

Creating great content is only half the battle. Promoting it helps you reach your target audience.

SEO and Content

Promoting Your Content

Distributing Content Through Various Channels

Using Feedback to Refine Your Content Strategy

Social Media 	► Share your content on social platforms such as Instagram, Facebook, and LinkedIn. 
Use engaging captions and relevant hashtags.

Email Marketing 	► Send newsletters and email updates to your patient list, highlighting new content.

Guest Posts 	► Write guest posts for reputable websites and include links back to your content.

Online Communities 	► Be an active participant in online communities related to healthcare. Share your 
content where appropriate.

Analyze Data 	► Regularly review your content performance data to identify trends and areas for 
improvement.

Patient Feedback 	► Solicit feedback from patients about your content. Use surveys, comment sections, 
and direct interactions to gather insights.

Adjust Strategies 	► Based on your analysis and feedback, adjust your tactics to align with the needs and 
interests of your audience.
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C H A P T E R  4

SOCIAL MEDIA 
MARKETING



Social media has revolutionized the way businesses connect with their audiences, and it has become an essential component 
of modern marketing strategies. For medical practices, social media platforms provide a unique opportunity to engage with 
current and potential patients, share valuable health information, and build a trusted online presence. The rise of social media 
has made it easier to reach large audiences quickly and cost-effectively. By selecting the right platforms and creating 
engaging, relevant content, you can enhance your practice’s visibility, foster meaningful patient relationships, and attract new 
patients. Social media marketing is not just about promotion; it’s about creating a community, listening to patient feedback, 
and continuously improving your services to meet their needs.

Facebook is ideal for a broad audience. It 
can be used to share updates, engage with 
patients, and run ads. Facebook’s robust ad 
platform allows precise targeting based on 
demographics, interests, and behaviors.

YouTube is a video-centric platform 
excellent for longer educational content. It 
can be used to upload tutorials, patient 
testimonials, and informational videos about 
treatments and procedures. Its interactive 
features such as comments and shares 
make it a valuable tool for engaging with 
viewers. Additionally, YouTube Shorts offer a 
way to create or repurpose quick videos that 
can attract attention and drive traffic to your 
longer content.

TikTok is a fast-growing platform known for 
short, engaging videos. It is ideal for creating 
quick health tips, fun behind-the-scenes 
clips, and educational content that can go 
viral. TikTok’s algorithm promotes engaging 
content, making it a valuable tool for 
reaching a younger, tech-savvy audience.

Snapchat is a multimedia messaging app 
known for its disappearing messages and 
creative filters. It’s particularly popular 
among Gen Z, making it ideal for reaching a 
younger audience with real-time updates, 
behind-the-scenes content, and engaging 
multimedia. Snapchat’s Stories feature 
allows you to compile multiple snaps into a 
narrative, providing a more immersive 
experience for your followers. Leveraging 
Snapchat can help your practice connect 
with younger patients in a fun and interactive 
way.

Instagram is a visual-focused platform great 
for sharing photos, videos, and stories. It is 
ideal for showcasing behind-the-scenes 
looks at your practice, patient testimonials, 
and health tips.

LinkedIn is a professional network best 
suited for B2B interactions. It can be used to 
share industry insights, professional 
achievements, and connect with other 
healthcare professionals.

X (formerly Twitter) is good for real-time 
updates and engagement. It can be used to 
share quick updates, health tips, and 
participate in health-related discussions and 
hashtags.

Given the wide array of social media platforms available, it’s not practical for most businesses to manage all of them effectively. 
Instead, it’s important to identify which platforms align best with your target audience and marketing goals and focus your 
efforts there. By concentrating on a few key platforms, you can create more meaningful and consistent content, engage more 
effectively with your audience, and optimize your resources to achieve better results.

Overview of Popular Social Media Platforms
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A well-defined social media strategy helps you achieve your marketing goals and effectively engage your audience. Start by 
setting clear, measurable objectives that align with your overall business goals, such as increasing patient appointments or 
enhancing brand awareness. Identify your target audience and research which platforms they use most frequently. 

Develop a content calendar to plan and schedule posts, ensuring a consistent and balanced mix of promotional, educational, 
and engaging content. Use third-party tools, like Hootsuite, Sprout Social, Buffer, and www.monday.com, not only to track 
performance but also to streamline and automate your posting schedule. These tools can help ensure your content is 
published at optimal times for maximum engagement. Monitor your performance through analytics tools to understand what 
works best and adjust your strategy accordingly. By having a structured approach, you can maximize your social media efforts 
and build a strong, interactive online presence.

Build relationships with your audience and foster trust by engaging with your audience.

Creating a Social Media Strategy

Engagement and Interaction

Types of Content to Post

Best Practices for Interacting with Followers

Managing Comments and Messages

Educational Content 	► Share health tips, information about medical conditions, and advice on healthy living.

Promotional Content 	► Highlight special offers, new services, and upcoming events at your practice.

Engaging Content 	► Post patient testimonials, behind-the-scenes looks, and interactive content like polls 
and Q&A sessions.

Be Responsive 	► Respond to comments and messages promptly to show your audience that you value 
their input and are available to address their concerns.

Encourage Interaction 	► Ask questions, create polls, and encourage followers to share their experiences.

Maintain 
Professionalism

	► Always respond professionally and courteously, even to negative comments.

Monitor Regularly 	► Regularly check your social media accounts to stay on top of comments and 
messages.

Use Tools 	► Use social media management tools such as Monday, Hootsuite or Buffer to 
streamline the process and ensure no missed messages.

Set Guidelines 	► Establish guidelines for responding to comments and messages, especially for 
sensitive healthcare-related topics.
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Paid social media advertising can extend your reach and attract more patients to your practice. By investing in targeted ads, 
you can precisely reach your desired audience based on demographics, interests, and behaviors. This ensures that your 
messages are seen by the people most likely to benefit from your services. 

Additionally, paid advertising allows for greater flexibility and control over your campaigns, with options to set budgets, bid 
strategies, and ad formats that align with your marketing goals. Analyzing the performance of your ads provides valuable 
insights into their effectiveness, enabling you to optimize your approach for better results. By leveraging paid social media 
advertising, you can enhance your practice’s visibility, drive more traffic to your website, and ultimately grow your patient base.

Paid Social Media Advertising

Overview of Advertising Options on Different Platforms

Facebook Ads 	► Facebook Ads offers various ad formats, including image, video, carousel, and 
slideshow ads. It also allows for detailed targeting and retargeting options.

Instagram Ads 	► Instagram Ads are similar to Facebook ads, with options like photo ads, video ads, 
and sponsored stories.

LinkedIn Ads 	► LinkedIn Ads is ideal for targeting professionals with options like sponsored content, 
text ads, and InMail.

X Ads 	► X Ads includes promoted tweets, promoted accounts, and promoted trends.

YouTube Ads 	► YouTube Ads include options such as skippable and non-skippable video ads, bumper 
ads, and sponsored cards.

TikTok Ads 	► TikTok Ads offers unique formats like in-feed ads, branded hashtags, and branded 
effects, allowing you to create engaging and viral content that resonates with a 
younger audience.

Snapchat Ads 	► Snapchat Ads includes Snap Ads, which are full-screen vertical videos, Story Ads, 
and augmented reality (AR) lenses and filters, making it ideal for creative and 
interactive campaigns.
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Creating and Managing Social Media Ad Campaigns

Define Your Objective 	► Outline the goal of your ad campaign (e.g., increasing website visits, generating leads, 
boosting brand awareness).

Target Your Audience 	► Use the targeting options each platform provides to reach your ideal patients based 
on demographics, interests, and behaviors.

Set a Budget 	► Determine how much you’re willing to spend on your ad campaign. Start with a 
smaller budget and increase it as you see positive results.

Design Engaging Ads 	► Create visually appealing ads with compelling copy and a clear call to action.

Monitor and Adjust 	► Continuously track your ad performance and make adjustments as needed to improve 
results.

Measuring and tracking how your social media strategy is performing is essential for ongoing improvement. Start by 
identifying key performance indicators (KPIs) that align with your goals, such as engagement rates, follower growth, click-
through rates, and conversion rates. Use the built-in analytics tools provided by each platform to gather data on these metrics. 

Additionally, consider using the third-party analytics tools mentioned earlier for more comprehensive insights and cross-
platform comparisons. Regularly reviewing and analyzing this data helps you understand what content resonates with your 
audience, identify trends, and uncover areas for improvement. By continuously monitoring your performance, you can make 
data-driven decisions, refine your strategy, and ensure that your social media efforts contribute effectively to your overall 
marketing objectives.

By following these social media marketing best practices, you can engage with your audience, build patient confidence in your 
practice, and attract new patients.

Measuring Social Media Performance

What Metrics to Track

Engagement Metrics 	► Track likes, shares, comments, and overall engagement rates. Higher engagement 
means that your content is more likely to resonate with your audience.

Reach and 
Impressions 

	► Monitor how many people have seen your content and how often it has been 
displayed.

Website Traffic 	► Use a tool such as Google Analytics to track traffic from social media to your website.

Conversion Rates 	► Track the percentage of visitors from social media who take a conversion action, like 
booking an appointment, engaging in an online chat, or subscribing to a newsletter.
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C H A P T E R  5

EMAIL MARKETING



A robust email list is an often overlooked but highly effective aspect of of digital marketing. Email marketing provides one of 
the highest returns on investment (ROI) of any marketing channel, which makes it a cost-effective way to reach your audience.

Building and maintaining a robust email list provides you with a direct line of communication to your audience, independent of 
social media platform changes or disruptions. By owning your email list, you can consistently reach your audience with 
targeted content, and encourage patients to return for future services. Email marketing allows you to cultivate a loyal audience, 
deliver personalized messages, and achieve measurable results, all while maintaining control over your marketing efforts.

Regulations such as GDPR and CAN-SPAM have been established to protect consumers from unsolicited marketing emails. 
These laws require explicit consent from individuals before they can be added to marketing email lists, ensuring that their 
privacy is respected and their inboxes are not flooded with unwanted messages.

Compliance with these laws is not only a legal obligation but also a best practice for building trust and fostering a positive 
relationship with your patients. Opt-in lists typically result in higher engagement rates because the recipients have actively 
chosen to receive your communications, making them more likely to be interested in your content. Explicit consent also helps 
reduce the likelihood of your emails being marked as spam, which can harm your email sender reputation. Following are 
strategies for collecting emails from patients while ensuring opt-in.

By employing these strategies, you can build a compliant and engaged email list, enhancing your marketing efforts and 
maintaining a positive relationship with your patients.

Strategies for Collecting Emails from Patients

In-Office Sign-Ups 	► Encourage patients to sign up for your email list during office visits. Use sign-up forms 
at the reception desk or tablets for digital entries.

Website Opt-Ins 	► Place sign-up forms on your website, especially on high-traffic pages like your 
homepage and blog. Offer incentives like a free e-book or health tips to encourage 
sign-ups.

Content Download 
Forms

	► Include an email opt-in checkbox on forms for downloading content such as e-books, 
guides, or reports. This can attract potential patients interested in the information you 
provide.

Social Media 
Promotions

	► Promote your email list sign-up on social media. Run contests or offer exclusive 
content to followers who join your list.

Appointment Booking 	► Include an email opt-in checkbox in your online appointment booking form or 
appointment reminders.

Events and 
Webinars

	► Collect emails during events, webinars, or health seminars you host.

C H A P T E R  5 EMAIL MARKETING

Digital Marketing Playbook for Doctors 23



Engaging email content is essential for maintaining the interest of your subscribers and encouraging them to take action. 
Crafting messages that resonate with your audience helps build a loyal subscriber base and enhances patient relationships. 
High-quality, relevant content keeps your practice top-of-mind and drives desired outcomes, such as appointment bookings 
and increased patient engagement.

Creating Engaging Email Content

Crafting Compelling Subject Lines and Content

Subject Lines 	► Keep subject lines short (under 50 characters), clear, and enticing. Use action words 
and personalize them when possible (e.g., "John, Stay Healthy This Winter with Our 
Tips").

Content 	► Write in a friendly, professional tone. Keep paragraphs short, use bullet points, and 
include visuals like images or infographics to break up the text.

Patient Education 	► Provide valuable health tips, latest medical news, or information about common 
conditions and treatments. This establishes your practice as a trusted source of 
medical knowledge and keeps patients informed about their health.

Call to Action (CTA) 	► Include a clear, compelling CTA, such as booking an appointment, following you on 
social media, or downloading a resource.

Segmentation and personalization make your emails more relevant to the reader, leading to higher engagement and 
conversion rates. By tailoring your messages to specific groups within your patient list, you can address their unique needs 
and interests, making your communications more effective. Personalized and targeted emails typically see higher open and 
click-through rates.

These strategies help create a more personalized experience for your patients, increasing the likelihood of positive outcomes 
and ongoing engagement with your practice.

Segmentation and Personalization

Personalizing Emails for Different Patient Groups

Demographics 	► Segment based on age, gender, and location. For example, send age-specific health 
tips or location-based event invites.

Patient History 	► Segment based on past appointments, medical conditions, and treatments. For 
example, send follow-up care tips or reminders for annual check-ups.

Behavioral Data 	► Segment based on email engagement, website visits, and past interactions with your 
content.
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Email automation helps streamline your marketing efforts, ensuring timely and consistent communication with your patients. 
By setting up automated sequences, you can maintain engagement, provide valuable information, and build stronger 
relationships efficiently.

Email Automation

Setting Up Automated Email Sequences for Patient Engagement

Welcome Series 	► Send a series of welcome emails to your new subscribers, introducing your practice 
and providing valuable information. his helps new patients feel connected and 
informed from the start.

Monthly Newsletter 	► Distribute a monthly newsletter to keep your patients updated on practice news, 
health tips, upcoming events, and promotions. This consistent communication helps 
maintain patient engagement and keeps your practice top-of-mind.

Follow-Up Emails 	► Send automated follow-ups after appointments, encouraging feedback and providing 
aftercare tips. These emails can enhance patient satisfaction and ensure they receive 
the necessary care instructions.

Re-engagement 
Campaigns

	► Target inactive subscribers with emails designed to re-engage them with your 
practice. Offer incentives, remind them of your services, or ask for their preferences to 
rekindle their interest.

Email automation not only saves time but also ensures your patients receive timely, relevant information, enhancing their 
overall experience with your practice.

Tools and Platforms for Email Marketing Automation

Mailchimp 	► User-friendly platform with robust automation features, including pre-built templates 
and detailed analytics. Ideal for small to medium-sized practices looking to simplify 
their email marketing.

Constant Contact 	► A platform with a wide range of automation tools, including birthday and anniversary 
emails and triggered email series.

HubSpot 	► Comprehensive marketing platform with advanced automation capabilities, Customer 
Resource Management (CRM) integration, and detailed reporting.

Active Campaign 	► Known for its powerful automation workflows and segmentation options. It’s perfect 
for practices wanting to create highly personalized and targeted email campaigns.
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Tracking and analyzing your email marketing performance is essential for ongoing improvement and achieving better results. 
By understanding key metrics and employing testing strategies, you can refine your campaigns to maximize engagement and 
conversions.

Analytics and Optimization

Tracking Open Rates, Click-Through Rates, and Conversions

Open Rates 	► The percentage of recipients who opened your emails. Aim for an open rate of 
20-30%. Monitoring open rates helps you gauge the effectiveness of your subject 
lines and the overall interest in your emails.

Click-Through Rates 
(CTR)

	► The percentage of recipients who clicked on links within your emails. Aim for a CTR of 
2-5%. This metric indicates how compelling your email content and CTAs are to your 
audience.

Conversions 	► The number of recipients who completed an action, such as booking an appointment 
or filling out a form. Define your conversion goals clearly. Tracking conversions helps 
you measure the ultimate success of your email campaigns in driving desired actions.

When you implement these email marketing best practices, you’ll create effective campaigns that engage your patients, drive 
action, and grow your medical practice.

A/B Testing to Improve Email Performance

Subject Lines 	► Test a number of different subject lines to see which ones achieve higher open rates. 
This helps you understand what language and tone resonate most with your 
audience.

Content 	► Test different versions of email content, including images, text length, and CTAs, to 
see what resonates best with your audience. This can help you optimize the structure 
and messaging of your emails for better engagement.

Send Times 	► Experiment with different send times and days to determine when your audience will 
most likely engage with your emails.  Finding the optimal send time can significantly 
impact your open and click-through rates.
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C H A P T E R  6

SMS MARKETING



SMS, or text message, marketing offers several unique advantages that make it an effective tool for medical practices. SMS 
(short for short message service, by the way) messages have an open rate of around 98%, with most messages read within 
minutes of delivery, making SMS ideal for urgent updates and reminders. Additionally, patients are more likely to read and 
respond to SMS messages than emails or other forms of communication, resulting in high engagement.

Compelling Use Cases for Medical Practices

Appointment 
Reminders

	► Send text reminders to reduce no-shows and keep your schedule on track.

Health Tips 	► Share quick health tips or seasonal advice to engage patients and promote wellness.

Promotions and Offers 	► Inform patients about special promotions, new services, or health events.

Follow-Up 
Messages

	► Send follow-up messages after appointments to provide care instructions or solicit 
feedback.

Review Requests 	► Request patients to review your practice on platforms like Google, Yelp, or 
Healthgrades to build your online reputation and attract new patients. Send a direct 
link to where they can rate and review your practice. Google Review Link can be 
found in your Google Business Profile Manager by clicking the “get more reviews” 
button. 

Writing Concise and Effective Messages

Be Clear and Direct 	► Use simple language and get straight to the point. Messages should be 160 
characters or less.

Include a Call to 
Action

	► Encourage patients to take a specific action, such as confirming an appointment or 
visiting your website.

Personalize Messages 	► Use the patient’s name and tailor the message to their needs or interests.

Building a robust SMS list requires collecting phone numbers ethically and responsibly. To collect phone numbers with patient 
consent, ask patients to provide their mobile numbers during check-in or registration, clearly explaining how you will use their 
contact information. Include an opt-in checkbox on your website’s appointment booking form, ensuring the process is 
straightforward and compliant with regulations. Additionally, run promotions or contests that require patients to sign up with 
their mobile numbers, offering incentives such as entry into a prize draw. 

Creating effective SMS campaigns involves writing concise messages and choosing the right timing. Here’s how you can 
ensure your SMS campaigns are impactful.

Building Your SMS List

Crafting SMS Campaigns
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Timing and Frequency of SMS Campaigns

Recommended Tools for SMS Marketing

Optimal Timing 	► Send messages during business hours to avoid disturbing patients. For appointment 
reminders, send messages 24 hours before the appointment.

Manage Frequency 	► Limit your SMS campaigns to at most 2-3 messages per month unless there is an 
urgent need. This helps prevent message fatigue and maintains patient engagement.

Many medical practices have integrated systems that include SMS marketing capabilities. However, if your system does not 
have this feature, consider using third-party tools that are specifically designed for SMS marketing in medical practices. Some 
recommended tools include:

By leveraging these tools, you can streamline your SMS campaigns, ensuring they are effective and compliant with industry 
standards.

Twilio 	► A robust platform that provides customizable SMS solutions and integrates easily with 
existing systems.

Simple Texting 	► A user-friendly platform that offers features like text scheduling, automation, and 
integration with other marketing tools.

EZ Texting 	► Provides a range of features, including appointment reminders, patient notifications, 
and marketing messages.

Solutionreach 	► Specifically designed for healthcare, it offers SMS messaging along with patient 
relationship management features.

Staying compliant with regulations and following best practices helps maintain patient trust and avoid legal issues.

Compliance and Best Practices

Understanding Regulations and Compliance

Obtain Consent 	► Always obtain explicit consent from patients before sending SMS messages, either 
through written consent forms or opt-in checkboxes.

Provide Opt-Out 
Options

	► Include clear instructions on how patients can opt out of receiving messages. Make 
the opt-out process simple and immediate.

Keep Records 	► Maintain records of patient consent and opt-out requests to comply with regulations 
and protect your practice.
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Tips for Avoiding Spam and Maintaining Patient Trust

Respect patient privacy by protecting their information and using it only for agreed-upon purposes. Be transparent by clearly 
communicating how frequently you will send messages and the type of content patients can expect. Focus on quality over 
quantity, sending valuable and relevant messages rather than frequent updates.

By leveraging the advantages of SMS marketing, building a consent-based SMS list, crafting effective campaigns, and 
following compliance best practices, your medical practice can engage patients, improve appointment attendance, and 
enhance overall patient satisfaction.

C H A P T E R  6 SMS MARKETING

Digital Marketing Playbook for Doctors 30



C H A P T E R  7

PAY-PER-CLICK (PPC) 
ADVERTISING



Pay-per-click (PPC) advertising is a powerful method for getting your ads on search engines and social media platforms. 
Since you only pay when a user clicks on your ad, it provides a cost-effective way to reach and engage potential patients.

Benefits of PPC for Medical Practices:

Cost-Effective 	► You only pay when someone sees and clicks on your ad, reducing wasted ad dollars.

Immediate Results 	► Unlike traditional media advertising, PPC ads are quick to set up and launch.

Targeted Reach 	► By focusing on high-intent keywords to ensure your ads reach potential patients at 
the right moment.

Before launching a PPC campaign, you need a solid strategy. Define your goals, understand your audience, choose the right 
platforms, create compelling ads, and set a budget.

Developing a PPC Strategy

Defining Your Goals

Understanding Your Audience

Objectives 	► Decide what you want to achieve with your PPC campaign. Common goals include 
increasing website traffic, generating leads, or boosting appointment bookings.

Metrics 	► Determine how you will measure success. Typical metrics include click-through rates 
(CTR), conversion rates, and return on ad spend (ROAS).

Buyer Personas 	► Buyer Personas: Develop detailed buyer personas to represent your ideal patients. 
These could include:

•	 New Parents looking for pediatric services concerned with child health and 
development.

•	 Elderly Patients seeking geriatric care or management of chronic conditions.
•	 Professionals in need of quick, convenient services such as same-day 

appointments or telehealth options.
•	 Athletes interested in sports medicine and injury prevention.

Search Intent 	► Recognize the difference between informational and transactional search intents. For 
instance, a search for “how to tell if a mole is cancerous” indicates someone looking 
for information. At the same time “a dermatologist near me” search shows an intent to 
find and visit a local dermatologist to get their mole checked out. Use this 
understanding to tailor your ad copy and landing pages accordingly.
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Choosing the Right Platforms

Google Ads 	► Google Ads is the leading player in the PPC market and is almost synonymous with 
PPC advertising. Use Google search ads to target patients searching for medical 
services using relevant keywords. Display ads can visually promote your practice 
across Google's Display Network, which includes many websites beyond Google’s 
search page. YouTube ads can be used for video content, although they are more of a 
visual medium rather than traditional PPC text ads.

Facebook Ads 	► Reach a broader audience based on age, gender, location, and interests. For example, 
target parents in your area for pediatric services or adults over 50 for geriatric care. 
Use image, video, and carousel ads to engage potential patients. Facebook ads can 
complement your Google Ads by targeting patients in different contexts, such as 
when browsing social media. Additionally, leverage Meta's advertising ecosystem, 
including Instagram and Meta Audience Network, to extend your reach even 
further. Instagram allows you to connect with a younger, visually-oriented audience 
through Stories, image, and video ads. The audience network extends your ads 
beyond Facebook and Instagram to a network of third-party apps and websites, 
increasing your exposure and opportunities for patient engagement. This integrated 
approach ensures your ads are seen by a diverse audience across multiple platforms, 
enhancing your overall marketing strategy.

Microsoft Advertising 	► An alternative to Google that offers access to a different segment of search engine 
users. While Microsoft Advertising's (formerly Bing) market share is smaller, it can still 
be effective, particularly among an older demographic that uses Bing more frequently. 
This platform allows you to reach potential patients through search ads on Bing, as 
well as on Yahoo and AOL, providing a comprehensive approach to search engine 
marketing.

Select the PPC platforms that align with your campaign goals and target audience.
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Creating Compelling Ads

Examples of Effective Ad Components

Ad Copy

Visuals

Your ads need to capture attention and drive action. Craft clear, concise, compelling ad copy, and use high-quality visuals.

•	 Use Relevant Keywords: Incorporate keywords relevant to your services to ensure your 
ads reach the right audience. This helps in targeting potential patients who are actively 
searching for the services you offer.

•	 Highlight Unique Selling Points: Emphasize what sets your practice apart, such as 
“Same-Day Appointments,” “Experienced Cardiologists,” or “Advanced Diagnostic 
Technology.” This can attract potential patients by showcasing your unique strengths.

•	 Strong Call to Action (CTA): Include a powerful call to action to prompt immediate 
engagement. Phrases like “Book Now,” “Schedule Your Visit,” or “Get a Consultation” can 
drive potential patients to take the next step.

•	 High-Quality Images and Videos: Use professional, high-quality images and videos to 
convey professionalism and trust. Ensure these visuals are clear and of high resolution to 
make a positive impression.

•	 Simplicity: Avoid cramming too much information into your visuals. Keep them clean and 
focused to ensure your message is easily understood at a glance. Overloading visuals with 
text or graphics can confuse and deter potential patients.

•	 Consistency with Brand Message: Align your visuals with your ad copy and overall brand 
message to create a cohesive and professional appearance. Consistent branding helps 
build recognition and trust with your audience.

Get Immediate Relief with Same-Day Appointments
Visit our clinic for fast and effective treatment.

Headline

Headline

Description

Description

CTA

CTA

Book your appointment today!

Trusted Cardiologists with Over 20 Years of Experience
Providing comprehensive cardiac care with 

state-of-the-art technology.

Schedule Your Visit
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Landing Pages: Maximizing Conversions

A well-designed landing page is crucial for converting ad clicks into actual patients. Ensuring a seamless and cohesive 
experience from the ad to the landing page builds trust and keeps potential patients engaged. Your landing page should be 
directly aligned with the messaging and intent of the ad, featuring clear calls to action, easy navigation, and relevant content 
that resonates with the user’s needs. By focusing on a targeted and user-friendly experience, you significantly increase the 
likelihood of conversions.

Effective budgeting and bidding strategies help you control costs and maximize ROI in your PPC campaigns.

Understanding the bidding process in PPC advertising can be compared to an auction, but with key differences depending on 
the platform:

When a user performs a search, an ad auction is triggered. Advertisers bid for their ads to appear. However, 
unlike a traditional auction, the highest bid doesn’t always win. Instead, the winner is determined by Ad Rank.

Your ad’s position is determined by Ad Rank, which is calculated based on your bid amount, the quality of 
your ads and landing pages (Ad Quality), and the expected impact of ad extensions and other ad formats. Ad 
Rank = Bid Amount x Quality Score + Expected Impact of Extensions and Formats.

You only pay when someone clicks on your ad. The actual CPC you pay is determined by the Ad Rank of the 
next highest ad below you divided by your Quality Score, plus $0.01. This ensures you pay just enough to 
outrank the next advertiser below you.

If your maximum bid is $2 and your Quality Score is 8, your Ad Rank is 16. If the advertiser below you has an 
Ad Rank of 12, you pay (12/8) + $0.01 = $1.51 per click.

Ad Auction

Ad Rank

Cost Per Click (CPC)

Example

Optimizing Bidding and Budgeting Strategies

The Bidding Process

1

2

3

4

C H A P T E R  7 PAY-PER-CLICK (PPC) ADVERTISING

Digital Marketing Playbook for Doctors 35



When a user fits the target audience criteria, an ad auction is triggered. Advertisers bid for their ads to appear, 
but the winner is determined by the total value.

Ads are ranked based on the total value, which is calculated by bid amount, estimated action rates (how likely 
a person is to take the desired action), and ad quality/relevance.

Lowest Cost (Auto Bidding): Facebook aims to get the most results for your budget.
Cost Cap: Focuses on maintaining an average cost per result.
Bid Cap: Sets a maximum bid to control costs.
Target Cost: Maintains a stable cost per result.

Ad Auction

Total Value

Bid Strategies

1

2

3

By understanding and leveraging these auction-like bidding processes, you can strategically place your bids to achieve 
optimal ad positioning while maintaining cost efficiency. This approach ensures that your ads are competitive and effectively 
reaching your target audience, maximizing your return on investment.

C H A P T E R  7 PAY-PER-CLICK (PPC) ADVERTISING

Digital Marketing Playbook for Doctors 36



Facebook Ads Bid Strategies

Adjustments

Lowest Cost (Auto 
Bidding): 

	► Facebook aims to get the most results for your budget without manual adjustments.

Cost Cap 	► Focuses on maintaining an average cost per result within your set threshold.

Bid Cap 	► Allows you to set a maximum bid to control costs for each auction.

Target Cost 	► Keeps your cost per result stable over time by maintaining your average cost.

Performance-Based 
Adjustments

	► Performance-Based Adjustments: Increase bids for high-performing keywords or 
audience segments that drive conversions and reduce bids for low-performing ones.

Competitive 
Adjustments

	► Competitive Adjustments: Monitor your competition and adjust bids to maintain your 
ad's position in search results. Tools like Google's Auction Insights and Facebook's Ad 
Manager can provide data on how your ads perform relative to competitors.

Regularly review and adjust your bids based on performance and competition.

Bid Strategy

Google Ads Bid Strategies

Target CPA (Cost Per 
Acquisition): 

	► This strategy sets bids to help get as many conversions as possible at or below your 
target cost-per-acquisition. It’s ideal for controlling costs while maximizing 
conversions.

Maximize Conversions 	► This strategy automatically sets bids to help you get the most conversions for your 
budget.

Target ROAS (Return 
on Ad Spend): 

	► This strategy sets bids to maximize conversion value based on the return you want 
from your ad spend.
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Set a Daily Budget 	► Determine how much you’re willing to spend each day on your campaigns. This helps 
prevent overspending and ensures your ads run consistently throughout the day.

Allocate Budget 
Across Campaigns

	► Distribute your budget based on the importance and performance of different 
campaigns. Higher-performing campaigns should receive a larger portion of the 
budget.

By carefully setting your budgets and employing strategic bidding, you can effectively manage your PPC campaigns to 
achieve optimal results and maximize your return on investment.

Budgeting

Managing and Optimizing Campaigns
Optimization Techniques

Refine Targeting 	► Continuously refine your targeting by adjusting keywords, demographics, and 
interests. For instance, if certain age groups or locations respond better to your ads, 
focus more on those demographics. You should also create a list of negative keywords 
to exclude irrelevant searches and improve ad relevance. For example, a 
dermatologist's office might want to exclude a keyword phrase “home remedy for 
eczema” for a campaign “eczema” as a keyword. 

Improve Ad Quality 	► Optimize your ad copy and landing pages to improve your Ad Quality Score. A higher 
quality score leads to better ad placements and lower costs. Make sure your landing 
pages are relevant to the ad content, contain the same keywords, and provide a 
seamless user experience.

A/B Testing 	► Test different versions of your ads to see which performs better. Experiment with 
different headlines, calls to action, and visuals to identify the most effective 
combinations. Use the results to refine your strategy and improve ROI.

Ongoing Bid 
Adjustments

	► Bid adjustments are essential for optimizing your ad spend and maximizing the 
effectiveness of your campaigns. By strategically increasing or decreasing bids based 
on factors like device, location, time of day, or audience segments, you can ensure 
that your ads reach the right people at the right time. This approach allows you to 
allocate your budget more efficiently, prioritizing high-value opportunities while 
minimizing spend on less effective ones. Proper bid adjustments help improve your 
ad positioning, click-through rates, and ultimately, your return on investment. 
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Tracking and Analytics

Tracking and analyzing your PPC campaigns provide insights that help you optimize for better results.

By developing a comprehensive PPC strategy, choosing the right platforms, creating compelling ads, setting appropriate 
budgets, and continuously managing and optimizing your campaigns, you can effectively reach and engage potential patients, 
driving growth for your medical practice.

Conversion Tracking

Data Analysis

Measure Conversions 	► To evaluate ad effectiveness, track actions such as clicks, form submissions, and 
phone calls. Use conversion tracking tools available on PPC platforms to gather this 
data.

KPIs 	► Use key performance indicators like cost per conversion, conversion rate, and ROAS 
to assess the success of your campaigns.

Insights 	► Analyze the data to identify trends and areas for improvement. Look for user behavior 
patterns, such as which keywords generate the most conversions or which ads have 
the highest engagement.

Future Optimization 	► Use insights to optimize future campaigns for better conversions. For example, if 
certain types of ad copy consistently perform well, incorporate similar elements into 
your future ads.
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C H A P T E R  8

REPUTATION 
MANAGEMENT



Your online reputation significantly influences patient trust and the growth of your medical practice. Potential patients often 
turn to online reviews and ratings when choosing healthcare providers. A good online reputation can attract new patients and 
foster loyalty among existing ones, while a negative reputation can deter prospective patients.

Tools and Strategies for Monitoring Reviews and Mentions

Google Alerts 	► Set up Google Alerts to get notifications whenever someone mentions your practice 
online.

Review Sites 	► Check popular review sites like Google Maps, Healthgrades, Yelp, and Zocdoc 
regularly for new reviews.

Social Media 
Monitoring

	► Use tools like Hootsuite or Mention to track mentions of your practice on social media 
platforms.

Feedback Forms 	► Use feedback forms on your website and after appointments to gather direct patient 
feedback.

Patient Surveys 	► Gain deeper insights into patient satisfaction, preferences, and expectations. Surveys 
can cover a range of topics, from the quality of care and service to the cleanliness of 
the facility and the friendliness of the staff. By periodically running a patient survey, 
you can make informed decisions to enhance the patient experience and improve 
your practice.

To manage your online reputation effectively, you have to stay tuned into what patients say about your practice.

Monitoring Your Online Reputation

Responding to Reviews

Respond to both positive and negative reviews to show that you value patient feedback and are committed to improving your 
practice.

When you respond to positive reviews, thank the reviewer for his or her kind words and express your appreciation, 
personalizing your response to show that you value their feedback. Respond promptly and professionally for negative reviews, 
apologizing for any negative experiences and offering to resolve the issue offline. Demonstrate your commitment to 
addressing patient concerns and improving your services in your response.
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Asking satisfied patients to share positive reviews can enhance your online reputation and draw in new patients.

Encouraging Positive Reviews

Ask Directly 	► After a successful appointment, kindly ask patients to leave a review. Provide them 
with easy instructions on how to do so.

Follow-Up Emails 	► Send follow-up emails thanking patients for their visit and including a link to your 
review page.

Follow-Up Texts 	► Similar to emails, sending a follow-up text message with a thank you note and a 
direct link to your review page can make the process quick and easy for patients.

In-Office Signage 	► Place signs in your office encouraging patients to share their experiences online.

Incentives 	► Offer small incentives, like discounts on future services, for patients who leave 
reviews (ensure this complies with review site policies).
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Proactively building a positive online presence helps enhance your practice’s reputation and attract more patients.

By actively managing your online reputation, monitoring reviews, responding to feedback, encouraging positive reviews, 
handling crises effectively, and building a positive online presence, you can foster patient trust and drive the growth of your 
medical practice.

Building a Positive Online Presence

Regular Updates 	► Keep your website and social media profiles updated with current information and 
engaging content.

Patient Testimonials 	► Showcase patient testimonials on your website and social media.

Educational Content 	► Publish blogs, videos, and articles that provide valuable health information and 
demonstrate your expertise.

Community 
Involvement

	► Publicize your involvement in community events and initiatives to show your 
commitment to the local community.

Professional 
Networking

	► Connect with other healthcare professionals and organizations online to build 
credibility and expand your network.

Handling negative feedback and online crises promptly and effectively is crucial for maintaining your practice’s reputation.

Crisis Management

Stay Calm and 
Professional

	► Respond to negative feedback calmly and professionally. Avoid defensive or 
argumentative responses.

Acknowledge and 
Apologize

	► Acknowledge the patient's concerns and apologize for any negative experiences.

Offer Resolution 	► Provide a solution or offer to discuss the issue offline. Show that you are committed to 
making things right.

Learn and Improve 	► When you get negative feedback, use it as an opportunity to learn and improve your 
services.
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C H A P T E R  9

ANALYTICS



Analytics provide valuable insights into campaign performance, making them essential for digital marketing success. They 
help you understand what’s working, what isn’t, and how to improve your marketing efforts. For medical practices, leveraging 
analytics ensures that their marketing strategies are effective and that they are reaching the right audience.

How Analytics Help You Understand and Improve Marketing Efforts

Performance 
Measurement

	► Track the success of your campaigns against your goals.

Audience Insights 	► Get to know the behavior, preferences, and demographics of your audience.

Resource Allocation 	► Optimize your marketing budget by focusing on high-performing strategies.

Continuous 
Improvement

	► Identify areas for improvement and make data-driven adjustments.

To evaluate your marketing efforts effectively, you must track key metrics that offer insights into different aspects of your 
campaigns.

Key Metrics to Track

Traffic 	► Track how many visitors come to your website. Measure overall traffic and traffic from 
specific channels such as organic search, paid ads, and social media.

Conversion Rates 	► Calculate the percentage of visitors who take a an action, such as booking an 
appointment or filling out a contact us form.

Bounce Rate 	► Track the percentage of visitors who leave your site after only viewing one page. A 
high bounce rate may indicate that your site’s content or user experience needs 
improvement.

Click-Through Rate 
(CTR)

	► Measure how effective your ads are by tracking the percentage of people who click 
on your ad after seeing it.

Return on Ad Spend 
(ROAS)

	► Evaluate the revenue generated from your advertising campaigns relative to the 
amount spent.

Engagement Metrics 	► Calculate the engagement rate by adding the total likes, comments, shares and 
dividing the total by the number of followers. When you multiply the result by 100, 
you’ll have an engagement rate. The benchmark for a good engagement rate depends 
on the platform and your industry, but in general terms, a rate between 1%-3.5% is 
considered average. 
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Various tools help you track and analyze your digital marketing data. These tools provide comprehensive insights and facilitate 
data-driven decision-making.

Tools for Analytics

	► Google Analytics is a powerful and popular tool for tracking website traffic, user behavior, and conversion rates. It 
provides reports and insights into your site’s performance.

	► Semrush offers an in-depth analysis of your SEO performance, including keyword rankings, backlink analysis, and 
competitive insights.

	► Google Search Console helps you monitor your site’s presence in Google search results. It provides data on search 
queries, indexing status, and website errors.

	► Adobe Analytics offers robust features for tracking and analyzing website and app traffic, user behavior, conversion 
rates, and more. It emphasizes data ownership and control, which can be crucial for enterprises with stringent data 
governance requirements or those operating in regulated industries where data security is paramount. 

Popular Tools for Tracking and Analyzing Data

Use analytics to inform your marketing strategies and tactics, basing your decisions on evidence rather than guesswork. This 
approach will lead to more effective and efficient marketing efforts.

Making Data-Driven Decisions

Identify Trends 	► Look for patterns in your data to track what content and strategies resonate with your 
audience.

Optimize Campaigns 	► Use analytics insights to refine your campaigns. Adjust targeting, ad copy, and budget 
allocation based on performance data.

Personalize Marketing 	► Tailor your messaging and offers to each audience segment based on their behavior 
and preferences.

Measure ROI 	► Continuously track the return on investment for your marketing efforts and focus on 
strategies that deliver the best results.
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Creating regular reports and using insights to optimize your campaigns is essential for maintaining and improving your 
marketing performance.

By understanding the importance of analytics, tracking key metrics, using the right tools, making data-driven decisions, and 
regularly reporting and optimizing your campaigns, you can improve your digital marketing efforts and drive better results for 
your medical practice.

Regular Reporting and Optimization

Monthly Reports 	► Monthly Reports: Generate detailed monthly reports that summarize key metrics and 
performance indicators. Highlight what’s worked, identify areas for improvement, and 
outline action plans.

Real-Time Monitoring 	► Real-Time Monitoring: Use dashboards and real-time analytics tools to monitor 
campaign performance continuously and make timely adjustments based on current 
data.

Feedback Loops 	► Feedback Loops: Establish a process for regularly reviewing and acting on analytics 
insights. Involve your marketing team in analyzing data and brainstorming 
optimization strategies.

Continuous Testing 	► Implement A/B testing and other experimentation methods to test new ideas and 
strategies. Use the results to make informed decisions about future campaigns.
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In this playbook, we’ve covered essential aspects of digital marketing for medical practices. Each chapter provided detailed 
strategies to enhance your online presence and attract new patients, from website optimization and SEO to content 
marketing, social media, and PPC advertising. We also discussed the importance of reputation management and the power of 
analytics in refining your marketing efforts.

By following these guidelines, you can take the first steps toward implementing a successful digital marketing strategy. 
However, the landscape of digital marketing is complex and ever-changing. Hiring a professional agency provides you with 
the expertise and resources to effectively manage and optimize your marketing efforts, allowing you to focus on delivering 
excellent patient care.

We invite you to take the next step in growing your practice by contacting Fillungo for a consultation. Our team of seasoned of 
digital marketing experts is ready to help you develop and execute a customized strategy tailored to your specific needs. 

Take the first step toward improving your online presence and attracting more patients. Contact us today to schedule your 
consultation and find out how we can help your practice thrive in the digital age.

Conclusion

Key Points Recap

Website Optimization 	► Create a user-friendly, fast, mobile-optimized website to provide a positive first 
impression.

SEO 	► Use on-page, off-page, and technical SEO to optimize your search engine rankings 
and attract organic traffic.

Content Marketing 	► Share valuable, relevant content to build trust and authority, engaging your audience 
with blogs, videos, and infographics.

Social Media 
Marketing

	► Pick the right platforms and create content that engaged your audience and promotes 
your practice.

PPC Advertising 	► Utilize targeted ads on Google and social media to reach potential patients and send 
traffic to your website.

Reputation 
Management

	► Monitor and respond to reviews, encourage positive feedback, and handle negative 
feedback professionally.

Analytics 	► Monitor key metrics and use data-driven insights to improve your marketing 
strategies continuously.
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