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DIGITAL MARKETING IN
HEALTHCARE

* Enhancing accessibility and engagement

o Websites, soclal media, and emaill

» Build a strong online presence, promote services,
and facilitate communication

« HIPAA:
» Governs patient privacy and data security
* Innovative strategies
* Ensuring compliance
» Trustworthy environment




A STRONG ONLINE PRESENCE

» Effective website optimization
* Enhances the patient experience
 Vital communication tool
» Key elements:
* |ntuitive design
» Easy navigation
* Mobile responsiveness
* |[ncreased engagement

* Higher retention rates

» Search Engine Optimization (SEQO):
* Visibility in search engine results
» Specific to medical services

» Effective on-page and off-page SEO
strategies




CONNT MARKETING STRATEGIES

* Engage and educate patients effectively
* Provide informative resources that empower patients

» Fosters trust

» Credible source of medical information

 Effective distribution

» Utilizing social media platforms

* Implementing targeted email marketing strategies
* Encouraging ongoing interaction

» Building lasting relationships




SOCIAL MEDIA MARKETING

» Connect with patients and the community
» Facebook

®
* Instagram f
* LinkedIn ‘ ‘ In

 Tallor content

* Maximize impact
» Meticulous content planning and scheduling

* Topics

* Formats

* Posting times
» Fosters a sense of connection and trust
* Enhances patient loyalty
* Encourages community involvement




REPUTATION MANAGEMENT |

e Patient reviews and feedback

» Positive online reviews:
* Enhance credibility
» Strengthen the hospital's online reputation

« Managing negative feedback is equally
important

» Best practices:
» Acknowledging concerns
» Providing solutions

* Maintaining professionalism

» Mitigate damage and demonstrate
commitment

e Effective crisis communication
strategies

» Fosters trust and loyalty




ADVERTISING STRATEGIES

» Leverage digital channels

» Pay-per-click (PPC) campaigns
» Social media ads
» Display advertising

e Promote services

 Drive traffic
» Targeted outreach
« Compelling ad content lm
* |dentify target audiences

» Tallor campaigns accordingly

* Two-pronged approach:
1. Effective targeting
2. Retargeting




ANALYTICS AND PERFORMANCE MEI!UREMENT

» Assess impact of marketing
» Key performance indicators (KPIs):

Y 4 \f
¥ 4 |
< 4 » Patient engagement
o Website traffic
I « Conversion rates

——— =t * |dentify trends

« Measure effective strategies
Google » Determine areas for improvement

® ' Analytics * Google Analytics and social media insights:
« User behavior and campaign performance

* |Interpret data effectively, make informed adjustments




COMPLIANCE AND ETHICAL CONSIERATIONS

* Navigate the complexities of advertising
* Ensuring they adhere to legal standards

« How patient information is used in marketing
materials

* Ensuring promotional efforts respect confidentiality
» Building trust with patients

* Fosters a sense of reliability

* Enhance thelr reputation

» Establish strong, trusting relationships




CREATING A DIGITAL MARKETING PLAN

» Effectively reach and engage
* Integrating insights and lessons

» Realistic goals and objectives

» Achievable and measurable

« Continuous iIMmprovement

* Maintain relevance and optimize outreach




Significance of digital marketing
Strong online presence through website optimization and SEO
Analytics in measuring success
Compliance with healthcare marketing regulations and ethical practices
Developing a comprehensive digital marketing plan
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