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Typical Marketing Sources 

•Patient Referrals 
•Chiropractors 
•Physical Therapists 
•Primary Care Physicians 



Demographic and Targeted 
Marketing 



Most Desirable Demographics 

Ages 30 - 60 (M/F) 
• Pre-Medicare Age 
• Highest Potential Employment 
• Highest Population of Insured (Employer / Private) 
• Highest Incidence of Injury 
• Lower Co-Morbidity (surgeries can be performed in 

ASC - depending upon procedure) 



Breaking Down the Demographics 

Psychographics 
• Habits 
• Lifestyles 
• Employment 
• Family 
• Location 



Sample Demographic 

Athlete / Weekend Warrior - (50 years old) 
• Reaching the outlets they consume 
• Educating them 
• Creating a specific message 
• Solving a common issue or injury 
• Showing understanding of lifestyle 



Sample Demographic (cont.) 



Knowing Your Audience 



Google Search / PPC 

Bid Strategy 
 

• Should be focused on 

transactional phrases 

• Using modifiers 

• Robust list of negative keywords 

• Tracked and modified daily 



Effective Use of Adwords 



Wasting Money with Adwords 



Search Retargeting 
How it Works 
 

• Potential patient views site 

• Cookie dropped into browser 

• Cookie triggers custom ads on 

other sites 

• Reminds patient if they have 

not made a call / appointment 

• Creates brand recognition for 

your practice 



Using Social Media Effectively 
Creating Relevant Content 

• Relevant to your specialty  

• Directs patients back to website 

• Touches on news relevant to your 
audience (athlete injuries, new 
technology, research, etc) 

• Blogs in list format (5 Things… 7 
Ways…, etc.) 



The “Social Media Company” Scam 



Effective Social Media Use 



Likes / Followers  
Quality vs. Quantity 



Building a Relevant Social Media 
Audience 

• Using email database / EMR 

• Age 

• Location 

• Likelihood of transitioning 
into patient 



Social Media Marketing 



Public Relations and Media 
Exposure 



What is Public Relations? 

The management and execution of the 
spread of information an organization 
and the public. 
 
The creation and maintenance of a 
public perception or image. 
 
The proper utilization of media to 
create or convey messaging. 



The Angle 

The angle is everything! 
 
● Why is this worth 3 minutes? 
● Why is this worth 1,500 

words? 
● What is the bigger issue? 
● Who is the audience? 
● How does this help ratings / 

readership? 
● Why are you the authority? 



The Angle (cont.) 



Medical Breakthrough PR 



Cause Based PR 



Patient Based PR 



#1 Rule: IT’S NOT ABOUT YOU 

● Always about the patient 
● Highlighting patient obstacles 

and struggles 
● You are a catalyst to their 

happiness, not the source 
● Quotes and medical opinion 
● Always sympathetic to patient 



Identifying Relevant or Specialized 
Outlets 

Thinking Past Traditional Media 
 

● Athlete? 
● Vocation Specific? 
● Publications with specific interest? 
● Part of a larger issue? 
● Reader Relevance? 



Patient Based PR (cont.) 



Tracking PR ROI 

● Reception staff 
● Dedicated phone number 
● Intake forms 
● EMR 
● Web traffic monitoring 
● Monthly patient acquisition 

reports 



Community Involvement 



Sponsorships 
•Local sports teams 

•High School Sports 

•State or county sports 
tournaments 

•5k’s, 10k’s, charity 
walks, etc 



Effective Promotional Items 



Sample Demographic: 
Parents with High School Aged 

Children 

• Between the ages of 36-55 

• Highest group of employed / insured 

• Highest instance of orthopedic conditions 

• Highest demographic of elective orthopedic surgeries 



Psychographics of this population 

• Desire to feel “young again” 

• Health and fitness minded 

• Wish to enjoy the second half of their lives 
unrestricted by pain 

 



The Importance of Cohesive 
Marketing 
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